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1. Executive summary of key results and recommendations

Thailandis a regional tourism leader, with an advanced ecosystem of sustainable tourism
policies and orgasations Sakeholdersare working to develop and promote Thai tourism

while piloting innovative solutions to tacklsignificantsocial and environmentahallenges.

Nevertheless, many opportunities remain farmore systematic and scaled uptakesotially
and environmentally responsible practiGasong Thai tourism businesses. This is essential for

building destination resilience and ensuring a profitable and sustainable future for Thai tourism.

Toulink aims togreen the Thai tourism supply chdiy a business led approach, involviag
buyers, Thai tour operators and their supplidagilitating end to end, B2B sustainable supply
chains partnershipE NB Y ¢KI A O2YYdzyAGASAE YR a{ag9Qa (KNP

This Value Chain Analy$4CA describes the Thai sustainable tourism policy and stakeholder
environment; identifies key sustainability issues in Thai tourism supply chains and destinations;
introduces a sample of Th&U tourism operators; and helps to identify whithaitourism
products,suppliers, destinations and routes to prioséiin the ThaEU tourism value chain. The

VCA alsadentifiesopportunities for collaboration with related orgasaitions and projects.

The VCA confirms the Taink project logic that inboundhai tou operators are in a unique
position to be ambassadors for sustainable tourism: both by the product choices which they

makean offer to clients, and by motivating their suppliers to raise sustainability performance.

After COVID, tourism will be differerustainable tourism awareness and demand is at an all
time high. Trendswhich are opportunities for sustainabl@haitourism include heightened
awareness of health issues; demand for privacy and nature tourBxperiencesvill continue

to be a trend, especialljnked tocommunities, health and wellness, and family tralsdues of
climate change(carbon)and communitiesesonate strongly with tourists and B2B partners.
However, tourists willalso be very price sensitive While some tourists will search for
sustainability others will want to diveout of COVID claustrophobisto mass tourism

Differentiatedstrategies will be necessary twanage niche and mass tourism more sustainably.
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The most important destinations for Europedravellers proposed by Thai tour operators
interviewed in the VCA, are Bhuketand Andaman, 2Bangkokand 3) Chiang Mai This
confirms the Touhy{ LINRP 2SO0 Qa OK2AOS 2idcreasihgdhéhdforR S &
local experiencesnd emerging destination@ncluding among Thdravellers who are a key

marketduring COVID recoveryve alsorecommenda secondaryfocus onSukhothaand Nan

Summarisedrom across the VCAje following products andctivities are most important

Day and multi day tours

Most importanttourism suppliers Most importanttourism activities
Accommodation Cultural products and experiences
9 3-5 star accommodations, plus 9 Sightseeing / City tours

homestays and guesthousgsiche) 1 Visiting buildings and cultural heritage
Shopping 1 CBT/home meals
1 Independentlocal shops 1 Handson learningactivities
Food and beverage f Cooking courses
f All kinds of estaurants ' Market visits
T LyOtdzRS I F¥20dza 2y T Farmyvisits

Local transport _
Sports, Adventure and Nature activities

1 Mainstream: taxis, chauffeur driven
i Island tours

sedans, vans and busses

1 Cycling
1 Motorised boating
1 Trekking
9 Local: tuk tuks, long tail boats, river
Wildlife

boats, song thaew trucks

9 Car rentaldeveloping a code of coict) T Ethical animal excursions

] 1 Elephant activities
Tour guides
9 Activities including mordys
MICE Iput likely to recover more slowly)
Health and wellness

Thai tourism supply chains are complex and touch multiple aspects of sustainable development.
Due to the scope and complexity of supply chains, it will be necessagofe and priorise

suppliers carefullyand offerdifferent levels of engagement fdifferent types of suppliers
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The most important factors farompetitivenesd y 9! Y I NJ Sd & LINRB L2 &SR
quality, health and safety and variety of offer. The biggest obstacles to scalisgstgnability
proposed by tour operators were price ceilings, the challenges of working with sustainable

suppliers, and the limited capacity of Thai tour operators to approach andttrainsuppliers.

Downstream, respondents reported that most outbound B2B partnégesv sustainability
positively (85%), with highest expectations for sustainability from Northern European and
Australia Pacific B2B partners. Key priorities / needs for raising sustainability performance,

proposed by the tour operators, includensport(including boating) anduilt heritage

Upstream, key factors when choosing suppliers ardidense, insurance and complian&;

Health & safety and 3)Product& service. The interviews showed that while sustainability was

0 e

not a deciding criterionfoOK 2 2 a Ay 3 | & dzLJLJ A S NI VChesgohdantsNI ( SR

To sell more sustainable tourism will require clearer, more attractive, vatlteed promotion

of sustainable product features and benefits, at earlier stages of booking and deciskimgm
Respondingrhaitour operatorsare very interested to cooperatsvith the Tourlink project.

Many operators already take action on sustainahjlisyich asreducing single use plastic,
working to reduce carbon, supporting communities / CBT, and working with hotels and other
suppliersusingchecklistsand contracts with sustainability clauses. Priorities for improvement

includetracking or measung sustainablity and running sustainability training for suppliers

0«

¢KS /h+xL5 ONAXRaA& ONXBI S Butthe crisislha® &so GreatedHdadyA f

obstacles, key of which are reduced savings, debt, and loss of many skilled, experienced staff.

Tourlink can also support the ThaEU tourism industry to prepare for COVID recovery.
However, we must expect that Thai tour operators and suppliers will have few resources to

invest, and be undestaffed. Tourink will need to provide sufficiently simple, @iéd tools.

The VCA shows high interest in Tounk facilitating a common approach tengaging Thai

tourismsuppliers sustainability standards and training for tour operators and their suppliers.
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The TourLink project can play a useful rolectmrdinate individual efforts, including setting
common minimum standards for suppliers, and a joint approach towards inviting suppliers to

complete seHassessments (checklists), join training and engage with sustainability standards.
Prioritised speciic conclusions and related recommendations for future action include:

1 More collaboration across the industry is neededcteate more synergies analoser
cooperation between public and private sectorganisations andnitiatives. Although
good will between Thai and international organisations is generally high, opportunities
to optimisecooperationand knowledge sharingre impacted by language barrgiThe
TOURLINK project shoutntinue tofocus on collecting best practicesoi project

partners and translatinghese best practicebetweenThai and Englislanguages

1 Auaskforcg)e.g.:led by DASTA/PATA/TEATAuld help build bridges between sectors
and increase awareness and industry wide participation in greening the supply chain.
Partnersshould consider whether to support an existing forum, or facilitate a new one.

To be sustainable, thimay best beaaffiliated with an existing organisation or forum.

1 Time andresourcescan be savedy redudng multiple, supplier sustainability checks.

Common checklists can be a ttolstreamline supplier selissessmerstand audits

1 While best practices continually adwse, many tourism businessesnd suppliers still
only have a basic level of understanding of sustainability isssiasdards, tools and
codes must be simplgi NI A YAy 3 Ydzad o6 SAYIQ AR NHBRNig R i KIS,

will be particularly crucial in the COVID recovery period, where resources will be scarce.

1 Interviews with project partners emphaeid that language barriers (English) and lack of
familiarity with online platforms caalsobe key obstacles to engaging Thai SklEiEm

suppliers in the project. Thai translation of criteria and trainings must tog @riority.

1 To definitely suppor{ a 9 Q &karedeks comfortable with English and technology, the

team must allow sufficient timéor training andone-on-one coachgfor suppliers

1 This will require thef OURLINRroject team toscope which supplier groups oioritise.
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To reachand motivate Thai tourism businesses, the following actions are recommended:

1 Reach out to Thai tour operators, through thassociations, to join Tolink activities.

The key activities are to join trainings, acmbperate oveistandards (see below);

T ' RANBOG OF tf Fwbikihglg©upbf@hBourtl TOson siiainahiioh y |
o Train staff on sustainability anslork towards Travelife certificatign
0 Share best practices, case studies éutich can then be translateg)
o Provide inputand collaborate orommon minimum standards for suppliers
o Provide input into and distribute common consumer codes of conduct
o Devebp and agree on common formats for contractual tools and checklists
0 Share details on key / preferred suppliers and invite them to training workshops
o Jointly approach hotels and tour suppliers to engage in training and standards
o In certain cases, supparraining suppliers in sustainability (share best practices)
o It may also be possible to work as a group to negotiate reduced prices for more

sustainable supplies, using economies of scale (e.g. sustainable plastic bottles)
Training:

To be attractive,training will need to be designedto help COVIBedundant Thai tourism

professionalgwho are feelinglemotivated)to upskill and become more employable.

1 Core content, related to Touirikk, whichcanadd value to these trainees can include:
0 Health issues, health and safety
o How to track or measure sustainability
o How to transition to more sustainable management / operations
o How to design more unique, higlalue, sustainable experiences, including more
Wt dzE dzNA 2 dza f 2 Ol f RighGakik JSaN@®tStyt TS i ford 2+ G G NI
o Operationalisngwaste management, focus aedudngplastic and food waste
o How to manage and reduce carbon, carbon calculation and offsetting
o0 How to effectively communicate sustainability practices to clients angthsic,
including a focus ontarytelling to add value to sustainability messaging

o Employing people with special needs
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Recommendations related to specifiourLinkActivity Clusters (AQanclude:

Collaborating withThaitourism associations andusinesses to raissustainability standards

deeper intoThatEUtourism supply chaings at the heart of the Tourlink project approach.

Faced with the stark realities of climate changgstematic sustainability management is
becoming a required markf @quality, safety and professionalisrand a key to doing business
with EU outbound tour operators. In the pe€OVID tourism landscape, tourism professionals

with the skills to deliver positive results for profit, planet and people will be more employable

Standards and codes of conddiot excursions and activities, which are a TourLink prigAtyt
3), must be simple and accessibleFor smaller supplier groups, withess experience

engagementanbegin with only+/- 20 key criteriacovering the highesimpact issues.

Based on needs proposed by Thai tour operatagivity supplier traininghouldalsoinclude

content on product and service expectations, insurance and compliance, aittl hed safety

Working groupsanbe establishedor prioritised tour operator supplier grou® be discussed

|/ agreed) to focus onkeysustainability issueand pain points relevant to each supplier group

Climate change and carboare now moving to full consciousness among consusnand
businessesAmong responding tour operators, therehgh interestin carbon calculation and
offsetting. However, thisemainsa big challenge, especially fohaiSME tour operatorsThe

Tourlink project shouldactivelysupport the Carbon Balanpeoject to benefit¢ KIF A . { a9 Qa
Plastic and food wastactivities should build upon existing resources.

Key recommendations related testinations and CBdre to 1) actively support DASTA to link
tour operators and CBT communities; 2) trdimaitour operators,tour guides and community
members to have a common understanding about CBT and work togetber smoothly as a

GSFY FYR o0 RS@St2LI I WadSLI AyQ adlyRIENR F2NJ

It is also recommended to conduct resel to understand the situation of Kayan communities

in Thai tourism, hold a round table for stakeholders, and make recommendations for change.
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Acronyms and Abbreviations

ABTA Association of British Travel Agents

AC Activity Cluster

ACEWG Asia Captive Elephant Working Group

ADEQ Association for the Development of Environmental Quality
AEDP Alternative Energy Development Plan

ANVR Dutch Association of Travel Agents and Tour Operators
ASEAN Association of Southeast Asian Nations

ATTA Association of Thai Travel Agents

B2B Business to Business

B2C Business to Consumer

BCG Bio-CircularGreen Economy

BEPTA Board of Environmental Promotion for Tourism Activity
BOT Bank of Thailand

CBI Centre for the Promotion of Imports from developioguntries
CBO CommunityBased Organisations

CBT Community Based Tourism

CBT The Thailand Community based Tourism Institute

CDD Community Development Department

CEWR Centre of Elephant and Wildlife Research

CMU Chiang Mai University

COVID CoronaVirus Disease

CREST Centre for Responsible Travel

CSR Corporate Social Responsibility

DASTA Designated Areas for Sustainable Tourism Administration
DEDE Department of Alternative Energy Development and Efficiency
DEQP Department of Environmentauality Promotion

DLD Department of Livestock Development

DMC Destination Management Company

DNP Department of National Parks, Wildlife and Plant Conservation
DOT Department of Tourism

DWF 5SLI NLYSYydG 2F 22YSyQa ! FFILANR YR CF YATL &
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ECEAT European Centre for Ecological and Agricultural Tourism

ECPAT End Child Prostitution in Asia Tourism

EGAT Electricity Generating Authority of Thailand

EMAS Eco Management and Auditing System (EU version of the ISO 14001 standard)
EU European Union

F&B Food and Beverage

FAO Food and Agriculture Orgaaigon of the United Nations

FTF Fair Tourism Foundation

FFW Foundation for Women

FIT Free Independent Travelléforeign independent tourist (depending on definition used)
FPO Fiscal Policy Office

FTA Free Trade Agreement

FTE FullTime Equivalent

GDP Gross Domestic Product

GHG Greenhouse Gas

Glz German Agency for International Cooperation

GIT Group Inclusive Tour

GLF Green Leaf Foundation

GSTC Global Sustainable Tourism Council

H&S Healthand Safety

HRD Human Resources Development

HRIA Human Rights Impact Assessment

IATA International Air Transport Association

IFC International Finance Corporation

ILO International Labour Organisation

ISEAL Global membership association for crediblstinability standards (FSC, MSC)
ISO International Organisation for Standardtfon

ITC UN International Trade Centre

ITO International Tour Operator

IUCN International Union for Conservation of Nature

LGBTIQA+ | Lesbhian, Gay, Bisexual, Transgentigersex, Queer/Questioning, Asexual
MEA Metropolitan Electricity Authority

MFU Mae Fah Luang University

MICE Meetings, Incentives, Conferences, and Exhibitions
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MNRE Ministry of Natural Resources and Environment
MOAC Ministry of Agriculture andCooperatives

MOC Ministry of Commerce

MOE Ministry of Energy

MOl Ministry of Interior

MOJ Ministry of Justice

MOL Ministry of Labour

MOTS Ministry of Tourism and Sports

MoU Memorandum of Understanding

MSDHS Ministry of Social Development and Hum&acurity
MSME Micro, Small, and Medium Enterprises

MTCO Mekong Tourism Coordinating Office

MWA Metropolitan Waterworks Authority

NESDP National Social and Economic Development Plans
NFI National Food Institute

NGO NonGovernmental Organisation

NHRCT National Human Rights Commission of Thailand
NRCT National Research Council of Thailand

oIC Office of Insurance Commission

ONEP Office of Natural Resources and Environmental Policy and Planning
OTA Online Travel Agents

PATA Pacific Asia Travalssociation

PCD Pollution Control Department

PEA Provincial Electricity Authority

PGA Professional Tourist Guide Association of Thailand
PWA Provincial Waterworks Authority

PMUC Program Management Unit for Competitiveness
RLPD Rights and LibertieBrotection Department

SCP Sustainable Consumption and Production

SDF Sustainable Development Foundation

SDG Sustainable Development Goals

SE Social Enterprise

SEA Soutreast Asia

SEC Securities and Exchange Commission
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SEP Sufficiency Econon®hilosophy

SET Stock Exchange of Thailand

SME Small and Medium Enterprises

SOP Standard Operating Procedure

SSCM Sustainable Supply Chain Management

TAT Tourism Authority of Thailand (official destination marking and promotion)
TBCSD ThailandBusiness Council for Sustainable Development
TCC Thai Chamber of Commerce

TCEB Thailand Convention and Exhibition Bureau

TCT Tourism Council of Thailand

TEAA Thai Elephant Alliance Association

TEATA Thai Eco and Adventure Travel Association

TEI Thailand Environment Institute

TGO Thailand Greenhouse Gas Management organisation (public organisation)
THA Thai Hotel Association

THB Thai Baht

TISI Thai Industrial Standards Institute

TO Tour Operator, both inbound and outbound

TRF Thailand Research Fund

TRTA Thai Responsible Tourism Association

TSRI Thailand Science Research and Innovation

TWEF Thai Women Empowerment Funds

UN United Nations

UNEP United Nations Environment Programme (UN Environment)
UNESCO United Nation€Educational, Scientific and Cultural Orgatibn
UNGP United Nations Guiding Principles

UNWTO United Nations World Tourism Organisation

uUshD U.S. dollar

VCA Value Chain Analysis

WAP World Animal Protection

WTTC World Travel and Tourism Council

WWF World Wide Fund for Nature
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2. Background and introduction

Rapid economic growth in Asia has lifted many countries out of poverty. However, this progress
has come at a cost of increased use of natural resources, growing GHG emissions and amounts
of waste.Sustainability today is about making fundamental changekdrway business is done

and the way that the world consumes. Results can only be achieved by rethinking our business
models and supply chains and designing new consumption patterns. To tackle these challenges,
the EU funded, SWITGSASIA facilitys workng with over 130 projects across Asia to promote
sustainable development, contribute to economic prosperity and poverty reduction in Asia and

contribute to a transition towards a lowarbon, resourcefficient and circular economy.

Thailandis a regional leader in tourism. Prior to the coronavirus (C&@¥)Dutbreak, tourism
was the largest and fastest growing sector of the global economy, and a crucial export service

for Thailand, accounting for about a fifth of GDP and 20 percent of gm@ot(Leigh, 2021)

Thai tourismstakeholders have a proud history of significant efforts and achievements in
sustainable tourism, at policy and operational level. This includes the inclusion of sustainability
principles acros Thai government tourism policies, world class green hotel programs, and
pioneering Community Based Tourism (CBT), which is recognised globally as a success story.
Nevertheless, many opportunities remain farmore systematic and scaled uptake of socially
and environmentally responsible practiGasong Thai tourism businesses. This is essential for

building destination resilience and ensuring a profitable and sustainable future for Thai tourism.

Faced with the stark realities of climate changgstematicsustainability management is also

becoming a required mark of quality, safety and professionaleamd a key to doing business

with EU outbound tour operators. In the pe€OVID tourism landscape, tourism professionals

with the skills to deliver positiveesults for profit, planet and people will be more employable.

2 KSy odzaAySaasSa dzaS Y2NB adaAadlAylFofS &dzZLJILI A S
multiplied by every customer who uses the service. Funded by SWABGT ourLink(2020

2024) is a tourissupply chain initiative, linking EU buyers with Thah @Qr&d suppliers.

TourLink wilcreatebenefits for people and planet byising sustainability performance along

Thai tourism supply chains and boosting demand for more sustainable product choices
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TourlA y'1 I Rr¥ea thaiThai tdurism supply chain by a business led approach, involving EU
buyers, Thai tour operators and their suppliess T I GeRditchetdBBBAsySEinable supply
chains partnershipgrom Thaicommy A 0 A S & | ty Ruropeln anarkee.

The project unites the experience, expertise and energy of -Eblaisustainable tourism
pioneers: the European Centre for Ecological and Agricultural Tourism (ECEAT), Designated
Areas for Sustainable Tourism Administration (DASTA), Pacdid rasel Association (PATA),

Thai Eco and Adventure Travel Association (TEATA), and Thai Hotel Association (THA).

The core of TouLy | Qa Ay Yy 2 @I (mbldi$ng andJindbidoting Kour ogerators,
accommodations and other tourism supply chain progid in Thailand to achieve minimum
standards for sustainable consumption and productiofSCP). Specific criteria include
managing wastepurchasing environmentally friendly products, conserving natural resources,

providing staff welfare, using local suppliers amigractingresponsiblywith local communities.

Tour operators adopting sustainable practices will be coached, certified and awarded by the
Travelife programmgewhich has been developedver 20 yearsn partnership with EU trasi
associations; and is recogadsinternationally as the leading sustainability management system
for tour operators and travel agents in the tourism industry. Pneject will also support Thai
tourism businesses to invest in sastability, by promotingGreen Financepportunities; and

make strategic contributions to the key challengeglafstic and food wastereducingcarbon

emissionsand ensuring that tourism benefitkestinations, local Thai communities and SMEs

This valuechain analysigVCA)of the Thai tourismindustry aims to understand the current
state of sustainability in Thai tourism supply chaiftse VCAwill helpto identify priority actions

for future Tourlinkproject implementation and serve as a pointefierence for monitoring

A sustainable tourism sector strongly depends onltlkbaviourand operations of actors in the
destinationsvisited and the availability afustainable solutions and supplies frampporting
sectorssuch aswater and energy, wde management, transport, food, and other types of
green trade The VCA will describe key supply chains and identify opportufotidhai tourism
businesses to integratenore sustainable suppliers into operations and products. It will also

identify oppotunities for synergies and collaboration with otherganisatiors and projects.
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Figure2.1:Understanding TouWink - Overview andnterconnectivity of TourLink Project Activity Clustarsl Activities

s

8 '
m
@ ’{
Destinations: are researched (VCA), and
key tools are developed and tested
through the pilot cluster approach at
destination level: Food and plastic
standards and training, elephant camp

and CBT standards, Carbon neutral tour
packages through credible methodology.

’
= )
R,
Thai inable tourism str h d
by the project is showcased and
promoted to EU markets: through
research, ‘sustainable destination’
marketing and communication strategy,
eco-messages, social media campaigns,
trade fair participation (ITB) and
supporting B2B partnerships through
introductions and match-making.

o
&

Thai Tour Operators: register for
Travelife, appoint and train (120)
sustainability managers, receive
online / offline trainings, use the
online guidance toolkit to raise
their sustainability performance,
receive coaching, get certified.

Thai Tourism Suppliers: Are motivated
to improve sustainability performance;
registered in Travelife system; trained
(based on the new supplier standards
and codes). Self assessment of 2000+
suppliers and certification of > 150
suppliers. Recognition and awards.

A) Hub model (Phuket)
B) Route model (BKK>Sukhothai>CNX)
C) Travel like a Thai Model in Nan

Key objective:
Greening the

Thai tourism
supply chain by
a business led
approach,
involving EU
buyers, Thai tour
operators &
their suppliers

= m

Green finance schemes are
identified and promoted by the
project, to help Thai suppliers
invest in improving their
sustainability peformance

Tailored Standards,
Tools, Training, Coaching
and Auditing System for
Thai tour operators and
tourism suppliers; Codes
of Conduct for Tourists

—

The diagram above illustrates the scope, flow and key interconnectivities between the eight TourLink project Activigy Cldster/ Qa v @

Tourlink project lessons contribute
Thai i ism policy
and practice through steering group,
policy assessment and contributions to
ional green

training for local authorities, policy
briefs and case studies.

Knowledge is shared with tourism
stakeholders in SEA, including through
international networking and
conferences. Project lessons inform
review of Asian Ecotourism Standards.
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3. Value Chain Analysis: What, Why and How?

3.1  What are value chains?

Value chain® =/ 0 | sHdbiende fSelated business activities from the provision of specific
inputs for a particular product to primary production, transformation, marketarmg up to the

final sale of the particular product to consumirsy Rhe @lects being considered in a value
chain are always products or servie¢PRartale, 2020)We map the inputs in value chains to

visualse where and how value is created by each supplier, providingiedshdualinput.

Bycarefully mapping value chains, we can identify strategic opportunities to add different types
of value for different target groups, depending on our objectives. For example, we may focus
on identifying opportunities to source more local products, with #ues of creating more local
jobsand/or RSONB | AAy 3 DI D th&wilhkeichain 25 ynacth marekiiuad jist aimodel
for structuring and describinfsupply] processes. It is atool dfor supporting management

processes and strategically planned depehent projects from start to finigi{Partale, 202Q)

. & & dzR & As¢gedhete w@shauldaguS our efforfto effectivelyaddthe most value.

3.2  What are tourism value chains?

TheWi 2 dzZNR &Y @tlddez$he DIKrangeyok dRtivities required to bring a tourist to a
destination and provide albf the necessary serses during a holiday (e.g. accommodation,

catering, retail, excwions, guiding, etc.)t KS {2 dzNA & Yincddes theStour@Kahdh y &
suppliers of all the goods and services creating and delivering tourism pro@betgconomic

G tdzS 2F (2dz2NAAY I NA&aSa SyGANBte TNRY SELISYyRA
Thus,d O £ dzS Ff26a FTNRY (KS @ dzihé suppSersPreddry2006, 60S F 2 NJ
(Hummel, 2020) & { dzLJLXX ASNBE 2y 3 GKS @I fedgSson@Krorky I NB
powerful than others, and rely on each other to generate pidian Strien& ECEAT, 2020)
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3.3  What is a value chain analysis?

In the early 2000s, the concept vélue chain analysiwas introduced in development aid, as

one of a range of tools aiming to achiesadainable poverty reduction at scal@nd shift

thinking from projects to interventions that harness markets and deliver impact at scale
(Hummel, 202Q) VCA goes beyond conventional supply chain analysis by taking the entire
sector as the unit of analysis (Mitchell and Ashley, 2089Hummel et al, 2020)While

recognid Y3 GKFG G2dzZNRAaAaY A& YEFEAyYyfEe@ | LINAGIGS &S00
that the external goverance of the value chain, (the regulatory and enabling environment), the

domain of the public sector, ashas a crucial impact on the level of sustainability outcomes.

D L YA0uism Value Chain Analysis and practical approaches for development cooperation

projects(Partale, 2020pffers manyhighly useful insights and directions fmwnductinga VCA.

Value chains quickly become very comm@ex busy!GlZ helped tsummariseand visualise this
complexityinto I & AtgUEsi Salu&’creation systemQ DL %Qa Y2 RSt Af f dza G NI
customer journey the businesses which provide core servitesourists before and during

their holiday- and the micro, macro and meso lewlpporting environmentGIZ distinguists

between theW @ | t dzS y@eppMicfiardQ ¢ KS @It dzS OKI Ay A& YIRS

provide core services to tourists. Supply chains refer to the suppliers of these core businesses:

Source region

>
destination Destination

Planning, booking Arriving/ Drpaitl ] G Gy, Buying Recreation, activities
. departing accommodation beverage around supplies -

" Suppliers Suppliers Suppliers Suppliers Suppliers Suppliers
e N e N b W N

Tourism organisation, DMO

Customer Actors at the MESO LEVEL:
Journey Support

Suppliers

S]0A8) UlEYd

=

o
£ =
oS
EY
S =
e =2
g

Tourism value creation system
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DL¥%Q& A f kegmiictoNiesortyhactotevel VC inputs angportsis also useful:

Micro level: Functions that directly contribute to tourism value added

) ) ) ) ) )

Meso level: Support functions that benefit all stakeholders

Communication

Strategic Stakeholder Provision of Professionalisation Product

planning management service offerings & quality development & the
management ‘brand experience’

and marketing

Macro level: Basic elements of service provision and functions for tourism

GlZ(Partale, 2020jnapped a significant sample of the tourism value chain at two levels. The

first levelmappedthe specific types of businesses providing core seryinegreater detail:

Source region
> <
destination Destination

o . Food & ; .
Planning, booking Arrmnlg/ l]vsrmght_ Beverage EREILE Buy|r.|g Recreation, activities
departing accommodation Sarfe around supplies

Tour operators,
travel brokers,
etc.

Transport Providers of Food and Transport Trade & Providers of Special
i Beverage Services companies service providers  leisure activities providers

=
o
=
=)
@
2
o
>
@
=
o
@
>
=
w
=
[

Tourism organisations, DMOs
Customer . MESO LEVEL:
B Provider groups
Journey Support

Source: table produced by the author based on UNWTO
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The second levéldem, 2020mappedthe key suppliers of these businesses in more detail:

Planning, Arriving/ Overnight \Food & Bever- Getting Buying '::"’ﬁi"“
booking departing accommodation / age Services around supplies T nn:;'u
(] ® [ ]

Food shops

Furniture stores

Textile trade ®

Bakeries

Butcher’s shops

Breweries,
wine-press houses

Beverage production

Textile production

Shoe production

Arts and crafis

Jewellery production

Production
of sports equipment

Toy production

Cosmetics production

Second Level of the value ohain

Agriculture

Fisheries & aquaculture

Construction sector

Energy sector

Water sector

Waste management

Ministries, authorities,
administration

Promotion of economic
development, associations

@ Trade @ Production Services
@ Agriculture and the construction sector Delivery of basic services Supporting organisations

DL % V 2 itiS notiaksoliitelythecessary to look at the entire supply chain from raw material
to the finished product. Relevant impact can often be achieved by shaping the second level of
the value chain. This is also where there is a direct interface with the tourism ®ditter
Toullink VCA will adapt these diagrams as key tools for visualising Thai tourism supply chains;

and identifying the most important types of tourism suppliers to ergydgring the project.

Page |21



3.4  Why conduct a value chain analysis?

There are opportunities toAdd Valuethroughout the process of creating and consuming
products: from raw material extraction to consumption by end customdise purpose of
conducting a Value Chain Analysis is to identify where and how value can be added:
economically, sociallgnd / or environmentallyFrom a circular economy perspective, value can

also be added during the processes@gtycling, upgrading aeusinga product(Partale, 2020)

VCAalsofocuses onunderstanding interrelationships among the various aciam®lved in a
value chain, and their implications for development, including sustainability, inclusiveness and
level of competitiveness. Such analysis reveals gaps and weaknesses, and helpgonalesl

projections and better choicegth regard to the impact of potential actions and interventions.

Tourlink is a project, being implemented within limited time and resources. The VCA will help

the team toidentify, prioritse and focus on the most important tourism suppliers and actions

3.5 How to build on the results of a VCA?
GlZ(Partale, 2020identified 6 key strategies for adding value in tourigatlue chains

Strategy 10Organisation process optimiation (e.g.,advisory or steering committee)
Strategy 2Regionaligig added valude.g.,links tonon-touristic, sustainable suppliers)
Strategy 3: Promoting theircular economy

Strategy 4Environmental and social standards

Strategy 5: Sustainable growth througtoduct quality and innovation

= =2 =2 2 A 2

Strategy 6: Sustainable growth througbmmunication and marketing

Rege y I @I £ dzS I RRS Ry dteyhatiaally shajmp e touSdt value chiain
0F20dzaAy3a 2y 02 NBystergatzblly shaping setéctey t8usisinS&EppIyT cliains
(focusing on their suppliers); ¢aking acircular economyapproachby addiy’ 3 @I thdaéw G 2 &
materials used, processed and consunfadhich] are also discarded at thelestinatior®d €

Examples oflhof these strategies are already included in the Towk project Activity Clusters.
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To achieve results and avoid being overwhelmedalbyof the details,specific, higkpotential

value / supply chainshouldbe identified and prioritesd. This can be done using criteriage

i Strategic importance of market segments / business sectaisitfye of demand)
1 Feasibility omore sustainablg@roducts / services to be competitive in the market?
1 Feasibility of project team to access key stakeholders and influence change?
1 Feasibility of influencing change within the project time frame (effectivepes
GlZ emphasesthe importance of stakeholder engagement and participatory protesshieve
systematic change. This can be achieved throogibilising @I £ dzS y5S (ZiNaledic 4 Q
partnerships between actors in the value chain. The networisto generate benefit forall
actors involved angromote the system as a whole in line with the overarching objectives of
enhancing economic value added, miramg environmental burdens and optiamg socie
cultural impacts (Partale,2020) Networks are harnessed to create impacts by:

1 Step 1: Defining the value chain

1 Step 2: Initiating value networks

1 Step 3:Analysinghe value chain

1 Step 4: Defining objectivesdnsult over thebenefits which partners expect)

1 Step 5: Developingolutions
The proposed process for developing solutions is:

1 Collect solutions

1 Assess solutions

1 Find caretakers (esponsiblehosts)

1 Plan implementation

9y A 3ISYSYyl 6AGK WySAIKo2dzZNAYy3I aASO02NEQ ,0So30
which confirms that there is sufficient demanal justify the effort of mobili;ng the network.
GIZ recommend®cusing2 Y sugply chains that include many suppliers from outside the region

and have huge and sfar untapped potential for businesslations within the regiof €
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3.6 Integrating Circular Economy thinking into VCA?

The circular economy is a regenerative system timaimises the use of resources and the
production of waste and emissions within energy and material cycles. The circolaoray is
the opposite of the linear economy in which most of the raw materials are processed, sold,

used and therthrown away and not recycledPartale, 2020)

Key entry points for a circular economy are:
1 the use of renewableaw materials and energy,
1 the durable construction of physical goods,
1 the maintenance and repair of these goods,
1 their reuse and
1 Product recycling

GlZ(Partale, 2020yisualsed the integration of circular economy principles into VCAhis

diagram:

Figure 2: The circular economy in the value chain

> Increasing durability Changing
> Creating a basis for recycling patterns of use and
> Preventing waste and emissions business models
UPStream inpl“s Primlry Produ'ﬂ

| Repairi
Reducing the use epairing
of resources Reusing
Replacing Upopeling
Recycling

Tourism offers many opportunities e.g. through renewable energy, reducing singise

portions,encouraging staff andustomerso recycle improving vehiclemaintenance, etc.
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4. Tourlink Value Chain Analysis Design

41 Context of the Touink VCAThailand

Key opportunities which tourism offers local people are new jobs and markets for their
products. VCA is often used to identify opportunities for tourism to benefit poor people in
destinations. Tourism value chains inclug@ny servicesCommoditieplay an important role

e.g.,supply of agricultural products for food, crafts for decoration and sousestic. VCA for

poverty alleviationincludesidentifying the main botlenecks in local supply chaiesg.: poor
jdzt t AG& FTYR ftAYAGSR RAGSNRERAGE 2F 20t LINRRdzC
due to a lack of transport, poananagement, low capacity, anarganisatioral difficulties of

agricultural communitstourism industry relationgSpenceleygited in (Hummel, 2020)

CKIFIAfTlIYRQA RS@OSE2LIVSYy(d LINA2NRGASE atipgvertyy dzS 3
alleviation. The walth gap in Thailand is recogadas a key underlying cause of recent political

unrest. However, there are significant differences between Thailandhaighboringcountries,

where VCA has been used as a-Poor tourism tool. In 2011, Thailand became an upper

middle income country. Poverty declined substantially over the last 30 years, 6608% in

1988 to 9.85% in 201§WorldBank, 2021) PreCOVID, Thai tourism already employed
approximately 12% of the Thai worforce (BangkokPost, 2021Yherefore, €onomic goals

need to be carefully balanced alongside managing the challenges of success, including

environmental management, tackling climate change and improvmgism labourconditions.

Reflecting this context, Tolink has a broad, sustainability focus, covering issues including:

raising standards across sustainability management; reducing and offsetttbgn emissions;

managing plastic and food waste; and creating benefits for communitiesaim of this report

is to create a common understanding of the tourism value chain in Thailandcamentify

strategic interventions along the value chain to wed negative impacts and create positive

impacts for planet, people and praofiThe VCA provides an overview of the Thai tourism
situation and environment and proposeéecommendationscrossTourlA Y 1 Q& @ NR 2 dza (0 K

Recommendations will be prioritiséat action, based on resources and potential for impact.

Page |25



4.2

Objectives and expected results of the VCA

The main objectives of the value chain analysis are to understand:

1.

Key¢ h @ dhailand and their supply chains, focusing on their key activities and supplies
(i.e. focusing on level 1 of theurismvalue chain as defined by GRartale, 2020)
Stakeholder mapping of the organisational and susthility related policy and project
environment of the tourism sector;

The key sustainability / greening and commercial drivers and relations / backward
linkagesof tour operators to other sectors g., agriculture / food, transportation, water
supply and mnagement, energy supply and waste managemanthe selected pilot
destinations, and their interaction with local communities;

The obstacles which hinder tour operators in increasing sustainable exports to European

and Western markets and opportunities twercome these obstacles.

This analysis will inform prioritised, markedsed recommendations; which will contribute to

overcoming the identified obstacles and translating the opportunities into useful action.

In line with the objectives above, the VCA will deliverfiiilbwing key results

1.

An inventory & tour operators and supply chains (based on a sample of mdekeling

tour operators in ThakEU tourism supply chains);

An overview of Thai tourism stakeholders, policy and project (initiative) environment;

An overview of sustainability and commerdaivers and links with other sectors;

An overview of key obstacles and opportunities for Thai TOs to increase the sales of
sustainable products to European and Western markets;

Recommendations for future project actions.
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4.3 VCA process andethodology

An expert team of an international (via ECEAT) and local expert were contracted to carry out
GKS | OGABAGASEA A& RSaONR O SRoudeyean #s8 sugpbriddvitis 2 ¥ w

process, in particular Desk Research for object?vard 3. Key activities were:

Desk research

Desk research focused on policy documents, trade statistics, reseamdhindustry reports.
CKFEAflFIYRQa 3F2FSNYYSyid LRt AOASA ¢ SNEnng HadeRA SRS
been integrated into Thai tourism policy, and the tourism value chain in Thailand. The desk

study also reviewed the agreed project documents (the Action and Annexes) and Log Frame.

Interviews with keyinformants

Interviews with keynformants (e.g. tour operators, business membershgrganisatiors,
governmental organisations, civil society organisations, ekc$f LISR (G2 Of I NATe@
sustainable tourism environmenincluding policies, actorsgpitiatives, main constraints and

risks, opportunities for synergies, and marketsed solutions to remove constraints and

support activities.

In-depth, inbound tour operator interviews

In-depth interviews were condued with 18 Thai tour operators focusing on European markets.
Interviews clarified their products and supply chains; and lead to a deeper understanding of

their experiences, attitudes, actions and needs related to different aspects of sustainability.

Tou operators were requested to share a list of key suppliers (hotels, restaurants,
sites/attractions, guides, transportation, handicrafts, etc.) and main excursion suppliers, per

identified activity.
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Presentatiorof draft VCA results for feedback and input

A draft of the VCA (focusing on the results of interviews with Thai inbound tour operators) was
presented to the ®urLinkproject partners on April 22, 2021. Lessons learned so far were

shared. Remaining knowledge gaps in the VCA were presented to partners, for their input.

Consultatiorand clarification of target destinations

During aTourLinkLJ- NIi Y SNE Q Y S S (i R, yha painsr Built @nythe Yeédaftséof theo
inbound tour operator surveys and key informant interviews to confirm high potential, pilot
destinations to test the TOURLINK project tools at destination level. This deaisblea the
VCA team to further scope the pilot destinations to be targeted under Objective 3 of the VCA:

1 Hub Model focusing on Phuket and the surrounding area;

1 Route Modelreviving the classic overland route between Bangkok and Chiang Mai, by
includinga stopover in historical Sukhothai, a DASTA showcase CBT destination;

1 Travel Thai Modelshowcasing Nan province, where DASTA and TEATA have projects.

There is currently high domestic demand for Nan, and ITOs are becoming interested.

The potential forTaurLinkto support current DASTA and TEATA projects in Nan and Sukhothai

was a key reason for expanding the scope of destinations beyond Chiang Mai and Phuket.
TourLinka FoAfAGE (G2 O20SN)I KSaS RSadAylLdA2ya ogAf
Futher research and interviews to gain deep insights into the target destinations

Additional desk research and key informant interviews were conducted at-gelstination

level, to identify key issues, opportunities and recommended actions in the pisbindéions.

Summary, analysis and recommendations

Results were synthesid, summased and analysed and key recommendations proposed.
DL%Qa ==/! YI LA ¢SNB desabdRargetdalué #nd $upply dhain atérs. LI LINJR
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44  Challenges antimitations conducting the VCA
This VCA was conducted during the most challenging period in the history of global tourism.

Faced with the existential threat of COVIB, closed borders, and a complete lack of income
from tourism, private and public sector stakeholders have faced extraordinary challenges.
Government and nogovernmentorganisatiors had to completely redesigmeir plans to be
relevant in the COVID new normapainst the backdrop dfugeneeds fromsufferingtourism
stakeholders, and constant, dynannery expensivechanges. The private sector, at association

and business levels, has fadatmensefinancial Ies, unemployment, debt and bankruptcy.

Strong support has been given to the VCA by all of the interviewed tour operators. However,
different tour operators shared different levels of details about their supply chains and

suppliers. Concerns around dissitog suppliers impaet the depth ofthe research results.

Tour operatorswere left with few resources and staff working fulltime in theirganisatiors.
Tourism businesses and supplievere literally closing their doors and their businesses daily.
Tour operatorswere sometimes not fully aware which of their suppliers remain open for
businessThis created further obstacles to identifying a relighlp to datepicture of suppliers.

Tour operators were sensitive about sharing information relatedaiaries, wages and income.

The VCAprimarily representsThai(i 2 dzNJ 2 LIS NJ {0 2 NtEh@ps tdSdeifyIBrioriyh S a @
supplier groups for engagement. More work will be needed to understand the specific needs,

opportunities and challenges for these ligrs to raise their sustainability performance.

For these reasonghis VCAreport finally provides a useful but partigdicture of Thai tourism
value and supply chaink Chapter 6, the GIZ models 6fdand 29 level value and supply chain
suppliershave been tailoredo the Thai contextThe report doeglearlyidentify 1st level (core)
Thai tourism value chain servipeoviders. Thisinformation will be useful to prioritise target
suppliers, andyuide the next steps of th&ourlinkproject However,the VCAreport doesnot
identify the full details and volumesf 2" level Thai tourism value chain supplief$ie VCA

offers a starting point for further research, deeper into excursion and activity supply chains.
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45  Overview of VCA report structure

Previous chapters of this report provided a background to the TourLink project and value chain

analysis. The main objectives of the VCA, study process and design were introduced.

Chapter 5 presents a briefontext of the tourism sector in Thailanéirst, the chapter
introduceskey tourism and sustainability policies and initiatives for greening the Thai tourism
sector. Nextjt reviews demand for Thailand. Tourist arrivals from European and other western

markets, and their expenditure in Thailand, aregented. Key findings are discussed.

Chapter 6the VCAIs the heart of the report. This chaptertroducesThaitourism value chains
and theinstitutional environmentin Thailand; presentthe results of an analysis of the pilot

destinations; and makes key recommendationsTourLinkproject synergies and future action.

First, based on surveys and interviewthe VCA introduces sampled overview of tour
operators in theThai tourismvalue clain and their supply chains. The analysis focuses on tour
operators that handle a large percentage of the inbound market, and have an active
commitment to sustainable development: specifically, PATA, TEATA and Travelife member
inbound tour operators and tir supply chains. The chaptéwcuses onthree elements: an

inventory of supply chain actqrihetravel productand competitiveness.

In the travel product,the VCA focuses on the inbound market from European and other
Western Countries. What are the k@roducts being offered to these markets? What types of
itineraries are being offered? What are the possibilities for alternative destinations and CBT?

The information is used to identifie priority suppliers for future TourLingrojectactivities.

In competitivenessthe analysis investigates how far Thai tour operators are able to sustainably

produce quality products that meet European market demand and requirements?

Next, the VCA delivers stakeholder mapping of piodicy environment of théourism sector
identifying national and international organisations with roles related to green and sustainable
tourism. The chapter identifies and describes the positions, roles and policies of Thai tourism

associations and governmentarganisatiors, daor programmes, research and training
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institutes in the value chain. The chaptEsoidentifies opportunities for creating synergy with
these organisationsin relation to the objectives of the TourLink project. For example, existing
collaboration betweenvarious stakeholders (e.g. pubjicivate projects and working groups)

areidentified, and possible synergies are proposed, to be further discussed with stakeholders.

The VCA moves on to describaw the value chain connects with sustainable development
The report identifies highly important environmental and social issues in the value chain, shows
where in the value chain they occur; and provides suggestions for activities, which can be

undertaken to improve the sustainability performance of tour agers and their suppliers.

The reportdiscusseskey sustainability and commercial drivers and the backward linkages
between tour operators and other sectonsater supply and management, energy supply,
waste management, transport, agricute/food, sustda Y 6f S RS&AGAYIlI A2y &z

interaction with local communities in the selected pilot destinations, and other green trade.

The next part of the chapter draws on all of the previous sections to summaalse chain
constraints, risks and opportur@s. The report describes key bottlenecks in the value chain,
which are hindering haitour operators from increasing sustainable exports to EU markets. The
report also presents some key market opportunities to sell (more) sustainable products and
services. The report identifies specific activities that could remove constraints, overcome

bottlenecks, increase competitiveness and boost sustainable Thai tourism exports to the EU.

These themes are also used to analyse @leahtify specific challenges and apfunities in the
selected pilot destination®huketand Chiang Maifrom the proposal) pluSukhothaand Nan
¢tKS yS¢g LIAf2G0 RSaAGAYyIFrGA2ya FFNB 5! {¢! Qa (I NH
WEEGSNYFOGADBSQ RSAGAYIFGA2YyEa FNRBY (2dzNJ 2LISNI (2N

describes how tourism can support local communitiethanselected destintons.

In the final Chapter 7the conclusions and recommendatioot the VCA are presentedhis
focuses on advisinghich supplierghe TourLinkproject team should focus on, arsdiggestions

for specific actions related to the various project themeslgoa, plastic, communities, etc.)
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5. Context of the Thai tourism sector

5.1  Tourism and sustainability policies and strategies in Thailand

5.1.1 Sustainability

A v s oA~

CKFAflIYRQa RS@OSt2LIYSyd A& RANBOUGSR o6& GKS bl
O0b9{5t0d {AYyOS wnnuI (GKS b9{5tQa KI@S 0SSy 13
(SEP), conceived by His Majesty the Late King Bhumibol Adulyadej. SEP is an environmentally
YR &a20Alfte& O02yaoOAiAzdza LKA 2 d2HaEned lifestfiertatk | RJ?2
promotes growth and conserves the environment at the samest{vidR, 20170 ¢ K A® | Yy RQa
National Economic and Social Development RIMESDC, 2017 A Ya (2 stabfittA S@S ¢
prosperity, and sustainabilfy FT2NJ G0KS SO2y2Yeésx &420ASdGeéez I yR
ésufficiency econondy LIKAf 2a2LKed {9t YR GKS !'b {5Da I NF

Social issues

Almost 100% of Thais have access to clean water and sanit@88&t are literate, and Thailand
KFda AYLINS&aaA@S dzyAGSNEIFE KSFfGK OFNB FyR
Review(VNR, 2017pf progress towards the U§l 5 Dr@abrted that Thailand had already

w»
P
o

successfully redwd the number of people living in poverty and hunger by half and the
proportion of undernourished population from 34.6 per cent to 7.5 per celwever poverty

and nequalities persist. Around 7.286 Thais live under the national povelfige (Idem).

As standards of living and life expectancy (M 74.4 / F 80.6) have risen, Thailand has focused on
expanding educationHRD preparing for an ageing society, and managing the impacts of
development.Significant social challenges include rising inequalistjtutional corruption, the

drug trade and human traffickind. Yy Slj dzr t A& Aa I FdzSt F2NJ ¢KIAf
Addressing inequality is a key target in national development plans. Various schemes have been
implemented to support and generatecome for the poor such as micro financing, providing
financial support, welfare and benefit for low income earners, and establishing social

enterprises at every province taigport community developmenfVNR, 2017)
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Enviroamental issues

As Thailand radeveloped into an industriaéid, uppermiddle income country (World Bank),
environmental management has become increasingly challenging. Significant challenges include
loss of biodiversity, air pollution from vehicle emsss; water pollution from organic and
factory wastes; water scarcity; deforestation; soil erosion; wildlife populations threatened by
illegal hunting, and hazardous waste dispo$al2016, Thailand had 58 mammal species, 54

bird species, 106 fish speciasd 152 plant species on theCNRedListof ThreatenedSpecies

Thailand is party to diverse international agreements, includiiogliversity, Climate Change,
(including the Kyoto Protocol and Paris Agreement), Disation, Endangered Species,
Hazardous Wastes, Law of the Sea, Marine Life Conservation, Tropical Timber and Wetlands.
(FactBook, 2021 As part of the2030 agenda, the Thai National Assembly has developed a 20
year National Strategy (204Z036),which is being used by relevant ministries to deveboficy

frameworks that enable more sustainable environmental outcontes example:

1 Thailand is class#d as a highiisk country for the longerm impacts of climate change.
CKIAflI YRQEA /[ fAYIGS {060) smsSo eaharicdl &laptatiorf dng™ 6 H 1
mitigation capacity of various sectof§NCMNRE, 2015)VNR, 2017)

1 TheThailand SP roadmap 20172036 aims to promote SE in different sectors, and

implement various medium and long term plans and strasgon green industry,
chemicaland waste management, environmental negement, green procurement,

andgreenlabellingschemes to ensure the achievement of SDG 12.

1 The20cYear Integrated Energy Plan 202@36A & (G KS NRI R YIF LI F2NJ ¢

security. It aims to diversify energy sources, improve energy efficiency and promote
community participation in energy managementhailand aims to increase the

proportion o alternative energy from 13.83% to 309 2036 (Idem)

1 Areas under marine resource and ecological managnt regimes account for 15.68%

of total marine area in Thailand, including 18,136 squdlieanetresof protected marine
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and coastal areas. The National Plan of Action to prevent, deter andnatenlUU

fishing(DOF, 2015) A Ya G2 FdzZ FA{ ¢KFAflYRQa NBaLRyaa

1 Thailand aims tancrease forest area from 31.686 land area to 40 per cent through
various forestation schemes and financial mechanisms. Authorities are also working
with communities in forest areas to uplift their wddeing, providing alternative means
of income and reducing the need to deforest andanger biodiversity. The Elephant

Ivory Act 2015Act, 2015pnims to control illicit ivory trade and possession.

5.1.2 Tourism and sustainability

In Thailand, the main public sector institution, responsible for managingstous the Ministry

of Tourism and Sports (MOTS). MOTS is responsible for the development and integration of
tourism and sports, to enhance sustainable economic and social development in Thailand.
MOTS is responsible for creating and supporting the implaation of tourism policy,
development, and strategic plannin@perating under MOT8)e Department of Tourism (DOT)

is responsible for tourism development including tourism quality and standards, tourism
business and personnel regulation, and safety in tourism. Meanwhile, the Tourism Authority of
Thailand (TAT) focuses on tourism promoti@and marketing Thailand as a preferred,

sustainable destination.

Besides, MOTS, two major public organisations focus on specific sectors in tourism. The
Designated Areas for Sustainable Tourism Administration (DASTA) focuses on destination and
attraction development, including CBT (Commusigsed Tourisindevelopment,supporting

local administrativeorganisatiors (LOA: the smallest political units in Thai society), and
promoting sustainable tourism. Meanwhiléhe Thailand Convention and Exhibition Bauwe
(TCEB) focuses on MICE industpyomoting sustainability practices and internationally

compatible MICE standards; supporting knowledge and skills development in the MICE industry.

In addition to government agencies with a direct responsibility fa thurism industrythere

are other publicorganisatiors with supportingroles and responsibilitie® sustainable tourism
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development. These include the Thailand Greenhouse Gas Managébmgahisation(TGO),
which focuses on development and promotion okgnhouse gas reduction, the Ministry of
Natural Resources and Environment (MNRE), the Department of National Parks, Wildlife and
Plant Conservation, and the Community Development Department (CDD), Ministry of Interior

(MOI), which focuses on sustainableveélopment and local community capacity building.

Sustainability in tourism at policy level
Overall, Thailand has a greativersity of very impressivsustainable tourisnpolicies, projects

and initiatives Sustainable tourism in Thailand is vibradtiveandnot reliant on foreign aid.

MOTS is responsible for developing National Policy, Development Plans, and Strategic Plans for
the tourism and sport industries. MOTS and other tourism agencies (e.g. TAT and DASTA) are
guided by¢ K I A f ["K&tion&l Esoromic and Social Development Plan (20P1)and the
National NESDP Zear Strategic Plan (2022036)

MOTS Tourism Polichas focused on quality, sustainability, and environmentéligndly

tourism. The policy also includes maintenance and development of tourist attractions, products
and standards development, tourism risks and safety, personnel development, modern

marketing, and cooperation witheighbouringcountries.

Since 2012MOTS has launched-ygar Tourism Development Plans aneyelr Tourism
Strategic Plans, both integrated with SEP and the UN SDGsgadion enhance tourism
O2yTARSYOS IyR NB@SydzSz a ¢Sftf Fta G2 AYLNROS
through a sustainable approach. Five key tourism strategies are:

1. Development of tourism infrastructure and facilities

2. Sustainable developnmt and rehabilitation of tourist attractions

3. Development of tourism products and services, including creative economy, standard

development, and personnel development
4. Building confidence and promoting tourism
5. Promoting the participation of both public angdrivate sectors in tourism resource

management
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In 2021, MOTS has updated its approach towards sustainable economic development by
incorporating BCG (Bi&ircularGreen Economy) ModgNSTDA, 2020jnto the National
Developmentand Strategic Plans. The new approach allows greater integration of technology

and innovation to support sustainable development in tourism, as well as other sectors.

Sustainability in tourism at operational level
MOTS and its agencies also help move anability in policies and plans into action. For

example:

1 DASTAworks with local public sector, local communities and business owners to make
sustainability standards operational in its Designated Areas for Sustaifabigesm
l RYAYAAUGNI GA2yd 5! {¢! Aa RSOSt2LAYy3I (2dz2NRa
capacities to reach the CBT Thailand standard following the GSTC dO#®8&A works

with organisations such aSocial Enterprise Association of Thailatal support new

sz, A

ASYSNI GA2Y ¢KIFIAa (2 NBUGdNYy K2YS G2 RS@St 2L

1 TAT is committed to promote Thailand as a preferred, sustainable tourism destination.

TAT developed th&hailand Tourism Awards2 6S | ljdzZr f AG& YIFINJ] 27

products. The TAW T D NiBasSaypiniieering effort to communicate sustainability to
the public in a fresh and fun wayAT partneed with PTT Global Chemical Pir@

9/ h! [ C C2dzyRI Wacychhg theyOQréans] Theiladd BLING ZTS2010)0
promote waste management in attractions on the coasts of the Thai seas and
environmentallyfriendly management of the attraction sites. In 2020, TAT promoted

and advised 10 communities towards sustainable product developifiekitH, 2020

T ¢/9. ft1dzyOKSR WaSSi {dzall Ayl oftSQ FTAYlIYOALlf
Thailand as a sustainable practices leader in the region and bgyachTimes, 2019)
Other sustainabilityelated activities of TCEB include the implementation of 7 1SO
initiatives (e.g. 1ISO 14001, and ISO 22000), which have been achieved by 33 Thai MICE
venues. The Food Waste Prevention Programme with 8 participating venues, and the

Farm to Functions proje€T CEB, 2016yvhich has engaged 20 venues.
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1 Thailand also has many examples of collaboration between private and public sectors
towards sustainable tourism. A current showcase initiative isGagbon Balancproject
(TGOR2021) a cooperation of 8 organisations including DASTAT, TCEB, TGO, TEATA,
PMUC, BRI, and’ CC. The project aims to molelthe tourism industry to fight against
climate change. The project will develop a management tool to calculate carbon

emissions based on Thai emission factors and create carbon offset schemes.

5.2 Tourism in Thailand

Over half a century, Thailand has built a reputation as a welcoming, safe,-vglaat
destination; and a hub for regional travel. From white sand beaches and verdant forests to the

dzND Iy SySNHE& 2F . ly3a12132 ¢KIFAfIl yeRWthaprddicgiSI f O2
range spanning leisure; adventure, cultural and ecotourism; corporate travel and MICE. Thai
LIS2LJ SaQ yIFddzNIf aSyasS 2F Kz2alLlAdrtAade yR ONBFB
niches from culinary travel, adventure, spordsLJ- | YR ¢St fySaaT |yR FNRY

most luxurious hotels to hidden health retreats and authentic local community experiences.

Prior to the COVH29 crisis, international arrivals to Thailand grew from 8.5 million arrivals per

year in 1999, ta39.9 million arrivals in 2019. As Thailand has grown into a regional tourism
leader, the country has not only achieved outstanding success attracting visitors, but also at
keeping them coming back. In 2017, according to former Minister of Tourism ants Sist

Kobkarn Wattanavrangkul, 70% of internatiomi@vellerscoming to Thailand were repeaters

(Lew, 2017)¢ KA & FFYAfAFNARGE |yR L}RLMzAZFNAGE KIFGS 02

ability to bounce back quickly from disasters like the 2004 tsunami, and political instability.

Western markets are traditionallymportant to Thailandand still represat over 25% of total
visitor spend. However, market shifits the past decaddéave lead Asian, in particular Chinese
markets to become increasingly important. Domestic tourism, stimulated by the growing

middleclassand Thai government policies (includimgvel subsidies) is a significant sector.
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Prior to the COVH29 pandemic, tourism accountddr about a fifth of ®P and 20 percent of
employment(Leigh, 2021)employing over 8,000,000 peop(8/ TTC2021) The crisis brought
international travel to a total standstifWolrdBank, 2021)Ly HnanuHn > GKS Of 2 a dzNB
international borders reduced arrivals to only 6.7 million. From Jan to June 2021, Thailand

welcomed a mere 16 thousand arrivals. Over 1.2 million jobs have begfWaatC, 2021)

From Mard 2020 to July 2021, only domestic travel was possible, supported by government
campaigns and travel stimulus subsidies. At the time of writing (August 2021), even domesti
travel continues to be paralgsl by waves of the pandemic; with ongoing, intermiite

lockdowns and interprovincial travel restrictions. People continue to lose their jobs every day.

CKFAT I YRQa S O2gpenisiod thddedorky SNdreigri tourist arriga® @ K2 a S
& LJS y Raacyusts far 11 percent of GBR ¢ tiukismSelatéd businesses accounts for 20
percent of total employment in Thailab(BOT, 2021)

After a year of total paralysis, efforts are being made to test opening the country again.

In July 2021, the Phuket Sandbox initiative started allowing quarantine free arrivals to Phuket

for vaccinated internationaravellers The sandbox saw 14.055 arrivialguly 2021.

The scheme was extended to Koh Samsland! 0 GAYS 2F wN#zAAYRER WL N
received bookings for 11,000+ hotel nigbtsto the end of December 202Koumelis, 2021)

Plans to reopen other provinces have been delayed, due to a slow vacchoitr@lasemsuk,
2021) This will significantly impact the upcoming (usually) high seaSbe.Thai tourism

industry is waiting nervously to see how effective vaccine drives will be in coming months.

While Thai tourism stakeholders are reeling from the impacts of CO¥|hany private and
public sector stakeholders remain well aware that rapid growth prior to the current pandemic
had also caused serious challenges, including -degelopment, oveitourism, insufficient

infrastructure, and tourism management. f8pening brings opportunities to build back better
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with sustainability and responsible tourism as very important concepts. The €Q\iBriod

has seen many exciting efforts to use detime to huild sustainability awareness and capacity.

Section 5.2.1 looks at tourist arrivals in detail, and chapter 5.2.2 addresses the tepasiafs

5.2.1 Tourist Arrivals

In 2019, Thailand recorded an-t@ithe high of 3992 million internationalvisitors (TAT).The

table below gives an overview of the most important worldwide markets to Thailand in 2019.

Table 5.2.1.1 International tourist arrivals to Thailand in 2019

Market %total arrivals | %total spend Group % Non Group %
East Asia 69.32% 58.86% 28.88% 71.32%
Europe 12.65% 18.09% 19.01% 80.99%
The Americas | 3.91% 5.50% 11.53% 88.47%
South Asia 5.90% 5.24% 27.91% 72.09%
Oceania 2.19% 3.24% 8.72% 91.28%
Middle East 1.82% 3.00% 18.18% 81.82%
Africa 0.49% 0.70% 20.46% 79.54%
Russia 3.71% 5.38% 32.65% 67.35%

In 2019, East Asia was the top source market for arrivals into Thailand. Europe was the second
biggest source market, followed by South Asia, The Americas and Russia, making up the top 5.
China was the single biggest East Asian market, with just over 1driiWhg passengers or
nearly 28% of total arrivals in Thailand. Europe was the second biggest international market

into Thailand, accounting for 5,049,383 passengers or 12.65% of all arrivals to Thailand in 2019.

The top 3 source markets within Europeere 1) United Kingdom; 2) Germany and 3) France.
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Table 5.2.2: Top three European tourist arrivals to Thailand in 2019, by country

Market Arrivals 201S % of EU Avg. stay Avg. speng Totalspend| % of EU
(TAT) arrival$ | days $ USD / day Mill. $ USD| spend

UK 946,744pax | 18.75% | 17.83 $137.97 2,329.11 20.91%

Germany | 836,926pax | 16.57% |17.37 $115.58 1,680.18 15.08%

France 713,405pax | 14.13% | 17.26 $112.02 1,379.30 12.38%

*(exc. Russia)

A significant difference between European and East Asia markets is the duration of stay (TAT).

We can see from this data that Chinese visitors make approximately three times more trips to
Thailand than Europeans. However, once they have arrived, Chiresallers stay shorter,
average duration of just 7.8 days per trip; compared to average stays of over 17 days in per trip
for the top 3 European markets. Thus, the gap in the total number of arrivals is significantly
balancedout by the longer stays of Eapeans, who spend over twice as long in Thailand. For

this reason, the importance of European tourists to Thai tourism remains very significant.

In July 2021the Phuket Sandbox had been open for 1 month, welcoming a total of 14.055
international arrivals The top 5 nationalities in numbers of arrivals under the scheme so far
were: 1) USA with 1.802 arrivgl®) UK with 1.558 arrivajs3) Israel with 1.455 arvals 4)
Germany with 847 arrivalnd 5)France with 839 arrival§ ATNews, 2021)

5.2.2 Trip expenditure in Thailand

International travel to Thailand generated $USD 63.2BN or 1.9 trillion THB in spending,
representing 20%of total exports from Thailand in 201GVTTC, 2021)n 2019, worldwide
arrivals into Thailand stayed an average of @ags;with per capita spend of $166.58 USD per
day. EU markets spend per capita was below average, bgthef stay was almost double the
worldwide average. It is notable that European markets (excl. Russia) represent 12.65% of all
international arrivals into Thailand. However, the total market expenditure of USD 11,138
Million represents 18.09% of the totamount spent across international inbound arrivals to

Thailand in 2019. Again, the European market remains highly important for Thai tourism.
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Figure 5.2.2.1Percentage of total Thai tourism spend by source, inbound market

PERCENTAGE OF TOTAL SPEND

Middle East Africa Russia
3% 1% 5%

Oceani
3%

East Asia
59%

According to TAT figures, Group Inclusive Tours (GIT) represented 10,264 M visitors, while Non
Group Tours including Free Independent Travelers (FIT) represented 29,652 M visitors. A gap in
spends per day are a fact between these two segments. The irelnature of GIT sees spend

per day of almost 188 USD per day. Naroup Tours spend almost 162 USD per day in average.

GIT represents an accumulated 20.8% of all tourism expenditure, whit&idap Tours cover

the remaining 79.2%8oth GIT and FIT areteemely important drivers for Thai tourism.

Ly |dziK2NDRa OoW2NHSY&aSYS Hnanumo LISNBE2YFE SELISNA
several key European markets have seen a gradual decline in GIT and growth in individual

travel. This trend hasden observed in the Dutch, UK and Scandinavian markets.
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At the start of the pandemic, there was much speculation whether CQ9Would be the end
of group tours. Lately, more optimistic outlooks have surfaced, with some of the historic group
touropera2 NE Q 2@FSNAESIF & LI NIYySNBR aSSAy3a aGNRBy3 AydS

how the pre and post pandemic percentages and demand for GIT Vs independent will compare.

Looking at the total expenditure, the TAT figures divide the spend intoidetktategories and

1 miscellaneous category. Below, data is formatted to visaiéitie % spend for each category.

Figure 5.2.2.2Percent of tourism spend on Thailand by category, in 2019

SPEND IN % THAILAND 2019

| Shopping m Entertainment Sightseeing Accommodation

m Food & Beveragm Local Transport m Medical Care  m Miscaleneous

Listed from largest to smallest categories, the data shows that:

Accommodations the biggest category, representing 28% of total spend
Shoppings the second biggest category, representing 24% of total spend

Food & Beverages the third largest category, representing 21% of total spend
Local Transpotis fourth largest category representing, 10% of total spend
Entertainmentcomes in as fifth largest category, representing 9% of total spend

Sightseeingixth largest category, representing 4% of total spend

N o o b~ 0w DN P

Medical Care and Miscellaneous on a sharéglace. Each holding 2% sharespénds

The figures above reflect the total spend across all markets. The data becomes more interesting
when comparing spending between a few bétkey markets e.gcomparing spend by category

between East Asia, Europad Oceania, we can see differences and common trends.
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Figure 5.2.2.3 Comparing Thai tourism spend in key markets (2019)

Comparing spend in key markets

Oceania N
Europe .
East Asia M

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

m Shopping Entertainment Sightseeing Accommodation

m Food & Beveragm Local Transport m Medical Care  m Miscaleneous

Sometakeaways
1 Accommodations the biggest portion across all 3 markets.
1 European markets spend a higher proportion orfo®dd and beveragesind B)transport
compared to Oceania and East Asian markets.
1 Spend orentertainmentandsightseeingare comparable across the markets;
1 Shoppings most important to East Asian but least important to European markets;

1 Oceania is leading theepcentage spend on medical Care

This data suggests that, while shopping is an important part of tourism for all mapketijct
and experience development (including creative dining experiences) will add relatively more
value to European customershisis important strategic intelligence for the Tadink project,

which is supported by researcm European market deman@BI, Netherlands).

Research on the impacts of COM®on Thai tourisnWTTC, 20213hows dramatic impacts.
International spending dropped 76.5% from $USD 63.2BN in 2019 to $USD14.9BN in 2020:

Figure 5.2.2.4Decline in international visitors, due to COMI®(2019 to 2020, WTTC)

Change in
Visitor Impact intemationsl vistor
International: o
o
THB],977.9BN 465,26 '7605/"
Visitor spend Visitor spend -USD 483 BN

20.0% of total exports (USD&3.2BN) 5.8% of total exports (USDI4.9BN)
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From 201920, the proportion of international vdomestic spend in the Thai tourism sector fell

from 70% to 43%; and the proportion of leisure vs business spend fell from 89% to 77%.

July 2021, the first month of the Phuket Sandbox, saw 14.055 international arrivalsiaisn

spend of 829 million THBhe top categories of spend were:

1 Accommodatiorwith total spend of 282 million THB (Approximately 35% of total)

2 Product/Servicetvith total spend of 194 million THB (Approximately 23% of total)
(*Including excursions, activities, entrance fees, trartsgaghtseeing and shoppipg

3 F&Bwith total spend of 175 million THB (Approximately 21% of total)

4 Health and medical totapend of 124 THB (Apprdks% of total(TATNews, 2021)

Tourism spend from the sandbox has generated 210 million THB in salaries in Phuket for the
period. The portion of accommodation is growing and so is F&B and health/medical. There is
not sufficient data at the time of writing to conclude any further trentfowever, as COUI®

has been a global crisis, causing widespread economic hardship, it makes sense to assume that
long-haul tourism coming out of COVID recovery will be even more ggasitive than usual.
Tourists will be looking for cheap deals. histenvironment, Thailand can benefit from its

reputation for good value, but may find the first years of recovery offer tight profit margins.
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6. Value Chain Analysis (VCA)

Chapter 6 the VCA|s the core of the report. The key acties undertaken to understand the
Thai tourism value chawvere in-depth questionnairesand interviews with a sample of 18 Thai
tour operators, with significant interest in sustainability. These tour operators are all engaged
with Travelife and / or TOURLINKoject partners. Findings were further informed by desk

research andollow-up interviews withtour operators andourism supportingorganisatiors.

Chapter 6 starts with a sampled analysis of the Thai tourism value chain. First, the tour operator
responcents are introduced (6.1.1). Next, the results of interviews are presented unddwethe

headings of supply chain actors (6.2.1), travel products (6.2.2) and competitiveness (6.2.3).

Next, the institutional and governing environment of the value chain is describedbdilds on
the information in sectiorb.1.2 We go into further detail bydescribingan extendedecosystem

of supportingorganisatiors: their roles, current projects, drpotential synergies witfiourLink

Next, links between Thai tourism and key sustainable development issues are described,
includingplastic, waste, carbon, local communitiasd relations / backwards linkages to other
sectors. The report identifies megt opportunities for sustainable products and services, and
identifies opportunities for Thai tourism businesses to increase benefits to local communities.

These issues am@dso akey tool used to infornan analysis of the Tourlk pilot destinations.

Next, the chapter summarés value chain constraints, risks and opportunities. Finally, the

chapter provides conclusions and priority recommendations for future engagement and action.

Thai tourism is a colossal industry, spanning thousands of businéssekeds of markets, and
multiple, long and complex supply chains. This report does not attempt to cover all potential
points of synergy and interest. The report aims sufficient detailto inform usefulfuture
action. While the information and recommeations presented in this report are necessarily

partial, the authors are confident that they do offer useful direction to TlmrLinkproject.
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6.1 Respondent profile

6.1.1 ¢KS NRfSa 2F 5SadAylraAazy alyl3aSySyda /2y
The majority of interview respondents are Thai inbound tour operatooperating asfull
5Sat0AYyFGA2Y al yl3SYSyll are2 YenitayhAbSritheddairssh Sugply® 5 a /
chan5a/ Qa Llzi (23S0 KSNJ LlofGHe todiSnaisendcEsindiéh todrsty 6 A y S
requirein-countryz T NB Y | NNA @I f dzy G A fdevelépedanddpdridStobirs5 a / Q a
on behalf of international tour operators, under their brandifwghite labelling.5 a / Q& I NB | f

increasingly responsible for ensuriiigdzLJLJcomplibidEeQvithvarious types of standards.
¢tKS GFotS 0St2¢g 3IAGSa | aAYLI S 20SNWASE 2F (K

Figure6.1.1.1 Keyroles of Inbound Tour Operator/DMQorgensen, 2021)

Tour

Health & safety Operations

Thai Tour Operator
DMC

Compliance Representation
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6.1.2 Who are the respondents (Thai Tour Operators)?

The VCA team approached BBai Tour OperatorsDMQ3. These operators are predominantly

members of Travelife, PATA and TEATA, with a main focus on European and Western Markets.

Of 30 operators, 18 completed the VCA questionnaire (See appendix) and audplioterview.

All 18 operators participated willingly and actively in the value chain analysis and showed

strong interest in ooperating further with the TourLink project. The 18 operators:are

= =2 =2 =2 A A A A -

Andaman Discoveries
Khiri Travel Thailand
Asian Trails Thailand

Go Vacation Thailand
Destination Asia Thailand
Asiajet

Tour East Thailand
Diethelm Travel Thailand

Discova Thailand

= =2 =2 4 A4 A5 A -5 -

Exo Travel Thailand

bdziieQa ! RSy dzNB
Easia Traverhailand

Similancharter & Tour

Panorama Destination Thailand

Krabi Spesialisten

Trunk Travel

Peak

East West Siam Holidays

The tour operators are all registered and halkebeenengaged long term in inbound tourism

to Thailand; and they focus on servicing segments within European and western markets.

Together, the tour operators represent a good mix of small, medium, and large operators:

18 DMCs/operators actively operatingThailand

13/18 operators are present in multiple countries in the region

7/18 operators are owned or affiliated in ownership with overseas tour operators, travel

corporations or multinational companies.

5/18 operators conduct operations in Thailand only.

3/18 operators do operations beyond the Asia Region.
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6.1.3 Balance of focus: B2B / B2C

The surveyed TOs are selling predominantly B2B or via selling partners. Most direct selling is
within the Free Independent Travelers segment (FIT). 35% of the opgrate doingall of

their business in a Businets-Business context, 65% are engaged in both B2B and B2C.

Figure 6.1.3: How do you sell your products in percentage of tourist volume?

15%
6% —— Direct Sales
via Corporate to FIT's
Partner

35%
B2B only

65%

B2B and B2C
79%

via Outbound

Partners

= The surveyed TOs are selling B2B or via trade partners as preference. I

= 15% direct sales and 35% of TOs in survey are not selling direct only B2B

There is a tendency for bigger TOs to dedicate their serviagp@aucts to B2B partners. This

is to ensure they are not in any direct or perceived competition with their business partners.

hiKSNJ 5a/ Qa KI @S RAFTFSNBYyG OKIyySta FyR g2N]

have almost entirely their focus @2C and direct customers either internationally or locally.

6.1.4 Scale of operations and target markets

¢CKS &l YLES 27F ¢ @pndmedumys)sized companiek. However, these

companies together represent a significant sample of -Btaitourism supply chains.

Before the pandemic, the sizes of these companies varied from a few to hundreds of fulltime

employees (FTEs). According to 204ta, in terms of the number of FTE, 70.6% of the
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Chapter 6.4.4 will look in fther detail at gender balance and workforce. In addition to FTEs,

each of the operators alsemployssignificant numbers of fre&ance or part time employees

(e.g. tour guides). More details on this are in chapter 6.2.1, Supply Chain Actors.

In terms ofdeclared incomgDBDDataWarehouse, 2021) c p:': 2T
|.

RSTAYSR

O2YLI yASa

a

AYIff
Py R

The tour operators disclosed an average of 22K arrivals per operator from the European

C""'\
Aan

O2YLI yASaAT
0KS NBaLRyRAYy3a ¢hQa

27

G§KS NB
Hm: 2F GKS

alLkl2yR
NB & LJ2
Oy o

market. Australia Pacific was the second most important market, closely followed by East Asia.

Operators are doing significant business across a number of segmémigdrtant markets.

Figire 6.1.41: Passenger numbei average revenue across responding tour operaftSD, 2019)
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(including China)

8,184

$5,174.75

Other Asia

There were considerable differences between tour operators, regardless dfieizever, key

observations based on scale of operations, relevant to interpreting the data usefully include:

T
T

Scale of operations does make a difference, but there are no singular conclusions.

All operators can increase sustainability in their producssng either economy of scale

to influence their supply chain; elevated operational control, or other general practices.

These can be hands on and often include guides to enhance sustainability e.g., by

collecting trash, recycling efforts, drawing custoe®

FGdSyidAazy G2

a dza

practices in a similar way that safety procedures are communicated to their customers.
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1 Medium to larger operators tend have more purchasing power across a larger number
of suppliers. Some also feature a larger numbiesadfoperated tours and activities.
1 Largertour operators rely mainly on B2B business. This gives them economy of scale and
potential to influence their supply chains to a larger extent, whether in rate negotiations
2NJ dzZLJaF 1S 2y O2YRANy XKl IBBBEEOFEGN HRBANY @dza (2 Y
demand on suppliers to change to more sustainable practices.
T hiKSNJ £t NBS ¢hQa S@SYy KI @S RANBOG 2NJ AYyRAN.
related accommodation properties, fleets of vehiclededicated carpools created from
multiple privately owned vehicles. This gives them more direct influence.
1 Smaller operators ften offer just a few products) e.gane TO operates boat tours as
their main activity. They have great operational control andoam other things have
been a pioneer in using more environmental friend fuels (E85) to operate their boats.
These specialist operators can allow us insights into very specific supply chains;
1 There is potential for collaboration across all sizes of opesaimwvards a greener supply
chain. The interest is there, which should be matesgaliby DurLinkpartners.
1 Ownership of the operators has financial and other importance. If the owning company
is on a stock exchange, their business is committed to computiisclosures of various
kinds which are likely to cascade best practices required throughout their businesses
e.g. efforts on antbribery and corruption practices. On the other hand, passionate
owners are driving such values throughout regardless oiness size and ownership.
T {dzLILX ASNBRQ &aAT S IyR @2fdzyS Itaz2z Ay¥FtdzsSyOoOs-
influence. Commonly defining minimum sustainability requirements among important

suppliers will make for wider and deeper impacts across the tounsiusiry.

6.1.5 Common denominator: interest in sustainability

The tour operators are quite different from each other. Common denominators are that most
of their clients are European or from other Western Markets; and that all have a strong interest
in sustainability. This is visible from their websites and various policy statements, as well their

commitments towards sustainability actions and international memberships and participation.
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following issues / actions were mentioned most frequently by surveyed tour operators:

Issue / action # of TO | Where to look for best practices
Support local communities / local culture| 8 Andaman Disoveries / Nutty AdventuregNA)
CBT / Community development projects (CBT), Go Vacation (community projects)

Panorama (local restaurants initiativespiscova

(Om Goi community project)

Climate action (e.g. goals, carbq 7 EXO Travel (calculate scope3d Iemissions), Khir
measurement, offsetting, carbon neutral) Travel (Carbon neutral), Intrepid Declared
Climate Emergency, d3tination Asia (DALarbon

Offset, EAsia calculatiort voluntary carbon offset

Travelife (Sustainability Standards) 6 EXO, KhirlNA DA Asian Trails
Support local businesses / SMEs / jobs | 6 NA / DA/ Go Vacation / Panorama / Trunk
Waste management / 4Rs 6 DA / DISCOVA (esable bottles, biodegradabl

wet tissues) / Asian Trails (plastic), EAsia refill

landfill project / Recyglo / Tink Travel Zero SUP

Wildlife, especially elephants 5 DA / Asian Trails / EAsia w/ elephant standard

Sustainable office practices (water/ener( 5 Nutty Go Vacation /Panorama

efficiency, sustainable procurement)

Designing sustainable trips / Low impac| 5 EXO support AD, Asian Trails (Sustainable Trails

environmentallyfriendly activities

Conservation (marine / terrestrial) 4 EXO / Peak / Go Vacation / AD

Child protection 4 DA / Go Vacation

In house sustainability foundation 3 EXO Foundation, KhiRieach, Intrepid

Pay tax. Fight corruption 3 DA / Go Vacation / Panorama

12 Human / equal rights, staff welfare, an| 3 DA (on corruption / equal rights) /Peak (on gend
human trafficking, antracism human rights), Go Vacation

We can see that the tour operators are all motivated to become more sustainable and taking
action. However, depths of understanding of sustainability issues are different. Some tour
operators are addressing sustainability at deep, strategic levels; whersoare presenting

achievements at activity level. The review confirms that working on a systematic sustainability

scheme enables TOs to achieve more depth and breadth of sustainability achievements.

Page |51



The issues communicated by the tour operators comyat the focus issues of the Tourlink
project. We can observe high motivation to benefit local communities and businesses; integrate
sustainability into product design; contribute towards tackling climate change; protect the
environment and wildlife; redueand manage water, energy and waste; and help support child

protection and human rights. This suggests that TOs will be motivated to engage with TourLink.

6.1.6 Other key interviews

In addition to tour operators, interviews were carried out with a nienlbf organisatiors such

as active TOURLINK partners, private and public rel@rgahisatiors within Thai Tourism:

Pacific Asia travel Association (PATA)

Thai Ecotourism and Adventure Travel Association (TEATA)
Professional Tourist Guide Associatioi lndiland (PGA)
Association of Thai Travel Agents (ATTA)

Thai Hotel Association (THA)

The Thailand Community based Tourism Institute {CBT
Department of Tourism (DOT)

Tourism Authority of Thailand (TAT)

Designated Areas for Sustainable Touristministration (DASTA)

= =2 =2 A A4 A A A A

Fair Tourism Foundation (The Netherlands based) (FFA)

Information gained from these interviews is integrated across the VCA report and analysis.

6.2  Supply chain and product profile

This section of the VCA is presented in threé-sections: 6.2.1 Supply Chain Actors, 6.2.2
Travel Product and 6.2.3 Competitiveness. The tour operators focus on European and other
Western markets, while also servicing other markets. The interviews give useful insights about
the most popular types ofesvices and products for European / other Western markets.

Page |52



Howe\er, the authors wish to emphagighat, while common elements can be identified, every
tour operator is different. Services differ between specific business partners and customers.

For exarmple, each operator has different levels of reliance on each product category. E.g., all
tour operators will see accommodation as an important product category, but the volume of
business which this represents for each TO is different. Several inboundgetators supply

many room nights to their customers. For these operators, accommodation is a key product
and represents a significant part of their sales volume and VCA survey results. For other tour
operators, accommodation is a much smaller part ofithroduct or services volume, either
because it is not related to their product offerings or is not in demand from their customers.

Another influencing factor is how partners and customers handle a given product category.

Some tour operators serve a @ number of inbound visitors, but accommodation is
contracted directly by their overseas partner (typically a tour operator in their source market).

Other nuances can be found in the typical packages in demand from their target segments in

the market, WhODK A& | faz2 2FG§Sy AyTidzZSyOSR o6& 20SNAS
FSEFGAZINBR (G2 GKSANI Odzad2YSNAEO® {2YS ¢hQa &aSNI;
services and activities before arrival to Thailand, with little free time to filhedestination.

hiKSN) ¢hQa 2yfeée asStt (GKS olFlairodoas FyR KIF@S Ay
ASNIAOSAa 2NJ AGQa dzZL) 2 GKS (NY@SttSNBQ 26y AY

Results presented in the following chapteare therefore based on the strongest statements
and averages obtained throughout the interviews, questionnaire, and desk studies.

6.2.1 Supply chain actors

Lyo2dzy R (2 dzNJ adeldddeniral Nib of proféssiohal) 82B tourism supply chains.
They are the middlenen sourcing and connecting local services to overseas tour operators

(and their clients); as well as developing and offering their own unique products and services.

Lyo2dzyR ¢hQa 1S& NRftSa AyOfdzZRS LINPRdzOG RS@St 2
assets to help their outbound partners attract customers (e.g. accurate and attractive product

RSAONALIIA2yasr LK20G2ar @GARS2> Styehsu@ ohdstert G 2 NA S
service quality for customers traveling®2 dzy i NB @ 9FFSOGA DS yR LINRTFS

significant value to all aspects of experience delivery, health and safety, and compliance.
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| A&ZG2NRAOFEfe GKAEA NRINPAdy:RQWIKA Gl f 0 SSBLISHA I KX e
international tour operators with volume and need for diversified products and services.
Nowadays, advances in IT enable tourists to research and book directly with local suppliers.
However, many tourists still pref to book via a tour operator in their own country. Therefore,

tour operators are still in a key position to drive positive changes through the supply chain.

Tour operators often sell a wide range of itineraries, and have hundreds of suppliers in their

contact lists. However, most volume will go through a smaller liptefierred or key suppliers

Key Supplieror day or multiple day touring consists tnansport, meals / F&Bactivities sight

entrances andguides Multiday tours normally includearious types ohccommodation

The VCA does not present dataah2 ¥ G KS LI NOHAOALI GAy3a ¢hQ&a &dz
g2dzf R KI S 0SSy @GSN O2YLX SE (2 O2ttS0OG IyR
meaningful way (many suppliers até2 y G KS 0221aQ odzi I Oddz ffe& NI
consider some of their suppliers to be a carefully kept secret, and part of their competitive

advantage, and so are not prepared to divulge their names and / or contact details.

Inbound tour orators are increasingly being requested to share information about the safety
and sustainability of their suppliers with outbound operators. In principle, in the fields of H&S
and sustainability assessment, many inbound tour operators said they aredarfaf sharing
supplier details into a common database, as this will save time and resources when each tour

operator no longer needs to contact each supplier individually to assess their performance.

However, tourism is highly competitive. Inbound toyrepators must negotiate an increasingly
challenging environment whie Online Travel Agents (OTAgy.eBooking Com) and other
sharing economy platforms (E.g. Trip Advisor, Airbnb) make it easier for their business partners
and tourists to search and bookrdctly with suppliers. With so much information available
online, it is becoming more increasingly difficult to defend distinct products and experiences
from competitors. For this reason, the names of unique suppliers have competitive, commercial

value. Fnally, some tour operators were willing to share info on suppliers, and others were not.
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¢2 YIyFr3asS GKAa aArddz dA2ys (KS thpl0@eNddppledySR ¢ h Q
product category In these top 10 supplier lists, we can observe it same supplier only

200l arzylrftfte aSNWBSR aSOSNIt 2F (KS NBalLRyRAYS
these suppliers are not doing any business at all with the other tour operators. However, it
indicates that there are enough supplierstire market for preferred relationships to have a

level of distinctiveness. Data outside the key suppliers is not captured by the Top 10 analysis.

6.2.1.1Criteria for selecting supply chain partners

Tour operators and suppliers commonly have closedgioglahips, with good understanding on
deliverables and service levels. Suppliers are selected according to key criteria required to
deliver professional travel services to customers. The survey showed that the most important

selection criteria for Europeaand western market tour operators to select a supplier are:

1 General compliance including licensing and insurances
1 A serious commitment towards health and Safety (including H&S audits / inspections)

1 Consistent, high quality of products & Services

Figure6.2.1.1.1 Whatis most important when you select a supplier?
16

14

12
12

10

2 2 2 2 2 2
2
1 1 1
o o o o o o o o o o o o o o
o]

Sustainability Health and safety License insurance an d Product / service Allotment / Size of supplier business Others
general comj pliance availability

1 (Least important) 2 (Less important) M 3 (Important] ) B 4 (More important) S (Most important)

The interviews showed thatustainability was not a deciding criteriéor choosing a supplier.

¢tKS fS@St 2F AYLRNIIYyOS 3IAPSy G2 adzZlJX ASNEQ
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differed between tour operators. Howeveg dza (i | A y |

NBaLRyRSyi

all interview respondents
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important. In general, we can say that suppliers are expected to be ordheiin any chosen

sustainability actions which are agreed between the tour operator and supplier. These

agreements are usually based on practical, hamdsagreements, like not using single use

plastics, or represent outbound tour operators by supplyingseble drinking bottles, etc.

6.2.1.2The key role of professional tour guides

During the inerviews, tour operators emphasid the importance of tour guides as a key

resource and supply for successful execution of products and services. 59% of ithygiithes

assigned by interviewed tour operators are doing multiday touring. Most tour guides are

employed on a fredance and per job basis, while only 2% are hired as FTEs with operators.

Figure 6.2.1.2.1How do you employ and manage your guides?

700
653
600
500
400
300 |- 575
200
LS 146
100
60 45 it 50 50
it et . 6 6 2 3 6 6 2 3 ik
1 S 0 0 o
0 [ . — ] — —
Multiday tour guides Full-time Freelance Local activity Freelance and Hire on the spot
employed specific guides per job (formal (informal)
agreement)

Mo. of guide per season
M Mo. of guide trained on sustainability
Mo. of guide the company would like to train on sustainbility and to comply with code of conduct

Mo. of guide trained on guality standards
W No. of guide signed up for code of conduct

The graph above illustrates a training gap for tguides. Where training has been provided by

¢hQasz

Al
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do conduct some tour guide training. However, it is clear ttie companies still need to
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conduct tour guide training more deeply and broadly into their supply chains. High interest in

conducting sustainability training for tour guides is an opportunity for TourLink to add value.

Guides can add significant valtevisitors and community members. A recommendation is to
use high interest in training to have TourLink and partners continue training of guides. Interest

also exists to develop a code of conduct. More information is presented in chapter 6.5.4.

6.2.1.3The role of tour leaders

During the interview with the Thai Guide Association, we learned that there are over 60

thousand licensed, Thai guides. Only half of them actually work as guides in some capacity.

Tour guides working in their own countries (€ldpai guides working in Thailand) are generally
referred to as Tour Guides. However, when Tour Guides lead trips overseas, they are generally
referred to as Tour Leaders. Many countries, including Thailand, have laws which only provide

legal guide licensds nationals (i.e. Thai citizens) who have passed guide courses and exams.

There are supphldemand challenges related to the number of Thai guides which can or cannot

speak various foreign languages required to service different markets. This gajpditierially

been filled by foreign tour leaders. Gradually, Thai guides have@ yppA t f SR> | yR f I ga
F2NBAIY 3FdzZARSEAQ 6a2YSiAYSa (y2ey a w3akzald 3

foreign tour leaders are tolerated, but legally requdre work with licensed Thai tour guides.

The importance of language differs from market to market. There are still an insufficient
number of Thai guides which can speak Chinese and Russian. In European and western markets
English is common, while Germdfrench, Spanish and Italian are sought aftérl@&guage

skills. A guide mastering a language in demand will obtain significantly higher earnings per job.

Prepandemic the lack of language specific guides was often a bottle neck for inbound
operators.With international tourism disrupted, the Guide Association is seeing many of their

members engaging in reskill trainings, as a necessity to find other income. This situation
presents a further opportunity for the TourLink project to contribute to upskiliguides, and

preparing the industry to be ready and more sustainable once demand returns for Thai tourism.
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6.2.1.4The informal sector

In this report, the focus is on the direct suppliers of the interviewed tour operators. In addition

to these (usudy) legally established and formaftpntracted supply chain partners, local
OSYR2NE AY (GKS AYyF2NXNIf &adz2J & OKIAYy I NBE OSNE
product and experience offer e.poatman, tuktuk drivers, local food stalletc. Sometimes

these informal sector vendors are contacted on the spot by the tour guides; and sometimes

tourists explore and find these vendors by themselves, duringtirae or optional activities.

In Thailand, the COVID crisis has had a devastating iropatie informal sector. Swiss based
O2yadz Gl yoez Cc20dza wAIKG FyR t! ¢! O294%lofo 2 NI (S
informal workers interviewed have experienced employment impacts due to the lack of
international visitors. As a result, 86% kaexperienced financial hardship leading to negative

effects on mental health and quality of life. Many interviewees reported feeling depressed from

a lack of prospects for the fututeH EP&EABIog, 2028021)

The TourLink pject aims to engage deeply into Thai tourism supply chains. Engagement in the
informal sector, where workers often lack formal education and training, has the potential for
significant benefits for the guest experience, local SMEs and the environmentevidn

STTSOUGAGYS Sy3IrISYSYyld oAratt ySSRyYQ2LBBYy @SANE @ NIY;

Relevant to the TourLink project approach, interviews with project pastieeATA and DASTA
both emphasied and confirmed thatanguage barrier§English) and lack of familiarity with

online platformscan be key obstacles to engaging Thai SME tourism suppliers in the project.

Lyoz2dzyR ¢hQa IINBE (GKS O22NRAYIGAYy3 Kdzo AYy . H.
wishing to improve their prodtts and sustainability performance. This gives them a unique
WFEYoladaalrR2ND LRaAGA2YY KSELAY3I G2 NIAA&AS A&adzes

and support suppliers, and support sustainability performance across all product categories.

In their report on COVIRL9 impacts on the Thai Tourism Supply CHRATABlog, 2022021)
Focus Right and PATA recommend that 2 NB 2 LISY AYIiSNY Il GA2y I (2dzN
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the informal workers highlighted the need for treng and capacity building related to 1) health

and hygiene standards and operating safety procedures, 2) commbbaggd tourism product
re-development and marketing, and 3) understanding the new needs and wants of tourists post
COVIBl9tobe ableto SF SNJ I GG NI OGA PSS SELISNASYyOSa (G2 GKSYc

planned TourLink activities. Hower, care is needed to priorigswhich suppliers to focus on.

Chapters 6.4.5 and 6.2.3 will elaborate further on sustainability ksdppliers relatios.

6.2.2 Travel product

6.2.2.1Day touring and multi day touring

Overall,Day Touringand Multi Day Touringare the most important products identified by tour
operators which participated in the VCA. Day touring is usually either half day or full day tours,
with specific itineraries across the various activities in demand. Popular examplesizane
tours, ciy toursand other tours which allowravellersto experience sights and highlights in the

location. Tours are often fully focused on experiences and activities.

Multiday touring is where théravelleris spending from two days to several weeks touring th
country. It often covers multiple destinations, including combining itineraries mgighbouring
countries. Multiday tours often follow routes such as from Bangkok to the north of Thailand,
where Chiang Mai historically has been in big demand. Thiglthers also spreattavellers

onwards and outwards to surrounding, secondary destinations e.g., Chiang Rai, Mae Hong Son.

The mostpopular / important productsnentioned by respondents are:

1) Day Touring + Multiple Day Touring
2) Cultural Activities Fransport
3) Accommodation

4) Sports and adventure activities + MICE
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Figure 6.2.1.1 Question 22: What is your key product offering for EU/Western markets?

a a a

El
2 2 2 2 2 F E E 2 2 =2
2 - -
1 1 1 1 1 1 k]
o o a o o
o

Accommodation Day touring Multiple-day touring Cultural activities Sports and MICE offering Transport
adventure activities

1 (Lowest relevance) 2 (Lower relevance) [l 3 (Relevance) M 4 (Higher relevance) 5 (Highest relevance)

Further analysis:

l

In terms of volumeAccommodation®f all kinds are important, with relevance to all
travellers For European markets, the most important types of accommodations are
hotels and resorts of -3 star categories. Niche accommodations are homestays,

guesthouses etc., when either due to limitegtions or it supports the experience.

In Thailanda range oftransport was mentioned by respondents. Most important are
mainstream commercially registered transport vehicles: Taxis, Chauffeur driven sedans,
vans and busses. Public transportation is used as long as it meets international safety
standards. Some local transport ised for short distances and if supporting the
experience, while deemed safe to use (local laws and regulations). Decisions to use
transport depend on health and safety and supporting safety equipment as fire

extinguishers, first aid kits, seat belts, @mperformance, vehicle standards etc.

Multiday tours normally includéood and beverageervices across multiple suppliers,
and can include multiple national / local / speciatistir guides Types of F&B vary, and
western markets seencurious to try dl kinds of restaurant and eateries as long the
sanitary and hygiene standards are good. More can be done to train and promote local

eateries, which feature a cuisine that is somewhat close to be 100% locally sourced.
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6.2.2.2Most popular products andctivities

Overall, theresult of the questionnaires showat there is very high demand for various kinds

2F WL OGAQDGAGASADPQ ¢hQa aKIFINBR a42YS RSilFAfta 2y
However, further research would be useful. E.g.le¢arn more about which kinds of sports and
adventure suppliers are most important in terms of volume forEiai supply chains. This in

depth research into variousndsof activity supply chains could be built on in future projects.

Combining responsds Q22 (above) and Q6, gives some insights into most popular activities.

Figure 6.2.2.2.1Question 6: How many of your clients are involved in the following activities?

Rental Cars

Visiting Building and
Cultural Heritage

Motorized Boating
Elephant Activities
Adventure

Visiting Community
Cooking Classes

Marine Animal Watching

Cultural Performance

Health Retreat

Land Animal Activities

Others

o] 5000 10000 15000 20000 25000 30000 35000 40000 45000 50000

The slide above shows the Top 5 activities, measured by the numlieavellerswhich have

done these activities while traveling on routes and itineraries designed by the tour operators.
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The mostpopular / important activitiesnentioned by respondents are:

15t Transport/car rental 29%

2nd Visiting buildings and cultural heritage 19%
39 Motorised boating 14%

4™ Elephant Activities 10%

5t Adventure e.g., biking, trekking etc. 9.9%

Key lessons learned from the survey and follow up interviews:
A Activities that include Thai culture are a must for mivavellers
A Natural sightseeing is another very popular activity
A Animal activities are not popular in EU markets or at least EU markets are questioning
the offerings and only feature most ethical proets. Most of TOand their partners for
EU markets are aware of the impact of using animal interactions for commercial use.

A The importance of cultural activities confirms that communities / CBT are a key supplier.

Further analysis:

A Transportwas again tghlighted as important from arrival, through travel between and
within destinations, to departureMotorised boatingis a very popular activity, especially
in island destinations including Phuket. The results show the importance of thé&ifffour
project ergaging with and helping to green transport supply chains.

A Thai cultural productare still in high demand. However, there is less demand for staged
cultural performances (unless they are excellent). There is more demand for CBT /
visiting communities an’| dzi KSy G4 A 0Q Kl yR&a 2y SELISNASyOSa

A Elephant activitiesire in high demand. However, due to increased consumer awareness
over animal welfareglephant viewingis now more popular than elephant activities
among respondents. Many offer glkant viewing, with information. E.g., at elephant

sanctuaries, but do not offer any elephant riding or other direct physical interaction.

A Adventureis very popular, wittbikingandtrekkingmentioned as key activitfypes.
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6.2.2.3Mapping Thatourism value and supply chains

Based on the information above, we tailored a VC map to illustrate the first level of the Thai

tourism value chain, based on the GIZ model which was introduced in Section 3.3 of the report.

Figure 6.2.2.3.1The Thai Tatsm Value Chaitbased on GlgPartale, 2020)

Source region

to/from Destination
destination
Pfg g ,:%& g;:;:;;?ng Accommodation Fwigfﬁzm‘q € Ge tting around  Buying supplies Recreation & activities
Tour operators Transport Accommodation Food & beverage Transport servi-'c'f:fofi Wems LCHTe qfttwtres &5 E.J: il

) Nature/Adventure
Hetmle{s_ markets, providers MICE providers
shopping centres W (cyciing, trekking,

kayaking, rock
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Airlines,
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airports
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Railway &
coach/bus
companies

Homestays, Food stalls & Public transport Wallness & (homestays,
. ) (Raitway, bus, healthcare bl
lodges local eateries e (therapist, childcare etc) [ Animal/Wildlife handicraft experiences
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Assessment/
booking platforms
and shopping)
(Elephant camps &
Transport Internet, _ sancluaries, Food expereince
" . . 3 wildlife foundation, d
Cafes & bakeries companies security, idlife watchi providers
b tc.) bank wildlife watching eg. (Cooking class, dinner
us, van, eic. birds, whales, fireflies) cruises, farm stays/
agro tourism, tea/
coifee experiences)

Hostels,
guest houses

Cruise ships,

Insurance
ports

Vieggers, bloggers,
Journalists, Can rental, local &

authors, publishing ll public transport
companies

. . Transport rental Beauty & Spa
Camping Bars & nightclubs agencies (hairdressers, Guide services
(car, motorcycle, efc. massages, etc.)

£
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Leisure sports

Local transport Cultural providers,
(Tuk tuk, boat, artists,
taxi, etc.) event organisers

In coming agencies, business associations

Tourism organisations, DMOs

C}rstome! Provider groups ) Micro level: Meso level:
Journey Direct value added Support

The next diagram is a draft, tailored map of key Thai tourism business suppliers (also described
Fa WYaSO2yR  S@St (GEEARE 2020Thé map heKto hgva hictd &

suppliers are particularly important, because they provide inputs across the value chain.
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Figure 6.2.2.3.2The Second Level Thai Tourism Value Qlhaised on GlPartale,2020)

Planning, Booking
Food & beverage
services

Getting around
Buying supplies
Recreation &

Arriving/departing
activities

Special activities

Accommodation

Food shops
Markets
Furniture stores
Textile trade
Bakeries
Butcher's shops
Beverage production

Textile production

Shoe & bag production

Art & crafts

Jewellery production

Sports equipment production
Toy production

Cosmetic production

Stationery production

Cleaning materials production
Electronic devices production
Vehicle production

Music & visual production
Educational institutions,
market research institutes

PR & advertising agencies

IT service providers,
telecommunications

Legal & tax advisors,
management consultants
Printing services

Insurance, finance

Real estate

Healthcare services

Landscape & garden centres
Installer, painter, carpenter, etc.
Building & cleaning services
Repair & maintenance services
Petrol stations

Security services

Facility management

Postal and courier services
Transportation services
Religious services

Trade

Production

Services

Second level of the value chain

o|o|0|o|o|0
o|o|0o|0|0|0
o|o|o|o|o|0
0|0|0|0|0|0
0|0|0|0|0|0

o|o|o|0
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Ministries, authorities,
administration
Promotion of economic
development, associations
Health & safety sector
Certification institutions

Supporting
organisations

Source: Adapted from GIZ 2021, by VCA team.
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6.2.2.4Some observations on sustainability in product offer

Tour operators and stakeholders have different perspectives and approaches towards carrying
out activities in a sustainable way. There is great need and opportunity to share pioneer efforts
and best practices between tour operators and suppliers, to baléind scale up current best

practices. For example, one operator HaslleditsCboats with biofuel E85 for many years.

In many products, communities are core to guest experience and very relevant to how tour
operators are trying to differentiate theiproduct feature. 100% of respondents stated that

they work to ensure benefits for local communities, supporting and engaging in Community
based tourism. While understanding of CBT among operators is not consistent, the results

show considerable goodwtibwards local communities by the interviewed tour operators.

6.2.2.5Most popular destinations

Another key focus was which destinations are most important to the tour operators / DMCs.

Figure6.2.2.5.1 Whichdestinations do your clients visit?

Phuket and Andaman Coast

Which destinations do your clients
visit?
Bangkok

Chiang Mai and Northern Thailand Most travelers start and finish in Bangkok.

For groups, the norther routes are popular and standard
Ayutthaya and Central Thailand beach destinatio!ﬂs for leisure holidays, extension and
relax after exploring other parts of the country.

Kanchanaburi Destinations ranking from first to last on survey
scores:

1%t Phuket & Andaman with 36%

Koh Samui and Islands 2nd Bangkok with 23%

3rd Chiang Mai and northern region with 12%
4™ Ayutthaya and Central Thailand with 8%
Pattaya and Easter Seaboard 5t Kanchanaburi with 7%

6" Koh Samui and Islands with 6%

7 Pattaya and Eastern Seaboard with 4%
8t Hua Hin with 3%

9t North East — Isan

10% Others

Hua Hin

Others

Northeast (Isan)

0 20000 40000 60000 80000 100000

Phuket and Andaman destinatiolesad the list of destinations most visited by the customers of

the participating tour operators. Modtavellersstart their trip in Bangkok.
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6.2.2.6Most popular routes

Section 6.2.2.1 mentioned thaangkok to Chiand/ai is a very popular Thai travel route.
Travelers sometimes travel north by air, which has become much cheaper due to many low
cost flight options. However, most GIT and some FIT still travel north from Bangkok overland,
for the experiences and insightatdo central Thailand. This classic travel route starts from
Bangkok, with stops in Ayutthaya before continuing up through destinations like Phitsanuloke

and Sukhothai, which cater well to overnight stays with plenty of suitable accommodation.

Bangkok toChiang Mai offers the chance to combine culture, history and nature: from the
bustling, modern Thai capital to former capitals and Kingdoms, including the UNESCO world
heritage sites atAyutthayaand SukhothaiHistorical Parks, continuing north to Chiang Mai,
former capital of the ancient Lanna Kingdom. Tliste is one of the most recogmible and
well-branded routes of destinations and experiences in Thailand. It is notable that project
partner, DASTA have=deloped well established CBT programs in Sukhothai, and are keen to

attract more quality, internationalravellersto these destinations after COVID recovery.

Southern Thailand offers iconic natural landscapes, including the classic, cécoged,

white-sand beaches which made Thailand so famous. Trips to the south are also popular, but
focused more on relaxing on the beach with isldrmpping tours rather than extensive

OGN} gSEtAYy3Id ¢KAA YI{1Sa tKdzZl SG Y2NXtioAy i SNBalAy3

From interviews and social media, the research team observed a trend that several DMCs are
trying to develop new products in Nan and some areas of NBekt Thailand (Isaan). This
could be influenced by the TAT campaign to promote 55 secondaeg ¢d domestic and
internationaltravellers It is notable that project partners DASTA and TEATA are both working
on existing projects (including CBT and ecotourismNam province. During COVID, Nan

province, known for its clean and peaceful environmeaiso attracts many Thai travellers.
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Figre 6.2.2.61: ¢ KI A f I YRQa { 2 LlamgestRuS@iitrahking (une2@ 1), Adoliai K

agoda
oveee

Thailand's Top Five
' Destinations with

Largest Jump

‘ in Ranking
June 2020 - June 2021

Khao Lak
& 23 spots
‘ Nakhon Nayok
A 15 spots

Sukhothai
A 14 spots

‘r Nan
| & 13 spots

Phetchaburi
& 10 spots

See also Anex1 Overview of top products offered by participating tour operators

6.2.27 High potentialdestinations for CBT experiences
¢KS /1! GStY |ta2 FaiSR ¢hQa (2 &a02NX3 UGUKSANJ
indicate other, secondary destinations where they saw potential for growth.
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The Top 5 DASTA destinations were:

Chiang Rai (can Iz extension from Chiang Mai)

Sukhothai (can be visited on route between Bangkok and Chiang Mai)
Trat

Nan (TEATA and DASTA both have current, active projects here)
Loei

arwpdPE

Other destinations suggested by the TOs were:

1. Khao Lak (easily accessible from Rtk
2. Ang Thon

3. Sanghklaburi

4. Phayao

5. Phattalung

Figure6.2.2.7.: Whichof the following destinations do you perceive as having a potential for your markets?

16

14

12 |
11

10

5 5 5
4 4 4

4 = _— -

3 3 3 3 3

2
2 - . -
1 1 1 1
0 4] l 4] 0
Promoted Alternative for Niche market No potential
mainstream potential
Nan M Sukhothai M Loei Trat Chonburi Kamphaeng Phet W Supahnburi B Chiang Rai M Khon Khaen Others

{2YS 2F (KSaS RSauAylrGAz2ya FFNBX |fNBFRe& 0SAY:
mentioned that they have not had much opportunity to work with DASTA. It would be useful to
GKS ¢hQx 51 {¢! |yR GKSANI LI NLIYSN O2MYaag A G A Sa

TOs and more widely. More findinge key destinations are summaeis in chapter 6.5.
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6.2.2.8Solutions moving forward to access deeper tourism supply chains

A key to prioritsing which supplier groups to focus on in the project is the absotaportance

of each different type of supplier i.éqhow many passengers use each type of supplier per year.

Inbound tour operators are interested in the Taunk project, but many have not agreed yet to

share supplier details. This has limited the analg$ithe scale of different types of suppliers.

The tour operators may be more motivated aycall to action compared to assisting research.

The resears team recommends that the Tournk project take a stepped approach to

accessing more data osuppliers, gradually building trust, proving that the project can

concretely benefit the tour operators, and encouraging more shatimgpugh practical

activities. For exampl® €

training / to join the common supplier system. This should begin with a presentation to inform

L2 2f Ay 3

AYTF2NXYEGARZ2Y &2

0 KLF

the tour operators about the results of the VCA and the vision for the next steps ofiflkour

and an invitation to support these steps.

A blend of bsiness is frequently seen, which can be hard to navigate. Hotels register as

6.2.3 Competitiveness

operators, while operators own hotels. Supply chains are interchange@plerators rated the

gualities which they perceived most sets them apart from their direct competitors.

Figure 6.2.3.1What do you feel sets you aside from your competitors?

12

10

1

o 0

Variety

1 (Least

2

1

Service quality

important)

Accessibility

o o

Sustainability

3

2
0 o

Health and safety
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Service qualitgcored the highest and relates back to all supplielsalth and safetyollowed
closely,with a particular focu®n the ongoing pandemic. However, with or without COXHE)

the operators are fully committed to ensurit@dza (i 2 hé&tiNSBs&fety throughout therip.

Respondents emphasid the important role playedby guideso guarantee safety through the
supply chain at operational, day to day level.@ when using transport, guidesiust ensure

that vehicles are in good condition, and all safety equipment is present and used as directed.

Another significant competitive parameter igariety. as in range of productra services,
uniqueness or even exclusivity if possible. Products of all kinds whether a transfer from the
airport, day tour or multiday touring itinerary all contribute towards differentiation from one
operator to the next. One way is to work with differtesuppliers or diversify product offerings

even with a shared supplier. Again, tour operators were sometimes unwilling to share details.

Naturallypricewas proposed as an important aspect of competition. Tour operators mentioned
multiple times that cst and thereby price is one of the obstacles towards more sustainable

LINP RAzOG A {dzaldl AylFoAftAGE A& 3ASYSNIt Aath LISNOSA
place behind sustainability as a completive driver. There may be potential for respobident

as the tour operators are aware that the VCA is attached to a sustainable tourism project, so

may feel (unconscious) pressure to value sustainability. See also claptHdon constraints.

Price is seen as a direct outcome from managing agre&n&nith suppliers. Constant
negotiations are the norm. An impact on the cost of a product or service often calls for new
rounds of negotiations, making supply chains very competitive. Even impacts well outside the
supply chain can have significant impaots price. E.g. oil prices, financial ups and downs in

source markets, increased competition in a market segment or international exchange rates.

Customers and markets often dictate pricing to be in a specific currency that safeguards their
pricing, whichcreates vulnerability on the rates given by the Thai operator. Meanwhile,
Ayo2dzyR 2LISNI G2NRQ O2y (N> OGa @AGK &adzldL) ASNER A

essentially buying in one currency and selling in another. This creates opposuaitie
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threats. Even when market rates are stable, big fluctuations in leading currencies like Euro or

USD can cause outbound partners to scrgérprices and try to negotiate for lower local rates.

The least important competitive force identified in tlmesearch wasaccessibility or ease of
doing businessNevertheless, this is still considered important. E.g. many operators have
invested or are investing in new systems and B2B platforms, where the business partners can
do purchases and perhaps even make some modifications to the services or produetst Inst

purchase, instant availability and system integration are well seaffbt functionalities.

Technology is considered the biggest disruptor in travel and tourism, which directly or

indirectly, intentionally or unintentionally drives new ways of bgyand doing things.

81% of responding tour operators agreed that sustainable products give them a competitive
advantage e.g.: contributing mae to local communities, minimisg and offsetting carbon
footprints, and disallowing single use plastics. Seveoar operators areusing down time to

work on susainability. Respondents emphasts the importance of ensuringeffective
communications and messages,tbat sustainable products are easier to identify, whether by
ecolabelling or digitally featuring #n latest products relevant to sustainability; and the

importance of keeping B2B partners closely connected to sustainable product developments.

Figure 6.2.3.2Are sustainable product offerings giving you a competitive advantage?

= B81% of TO's answers that sustainable product does give
them a competitive advantage.

= 19% does not recognize a competitive advantage

Fair to say that TO's are concerned about sharing with others
on sustainable products as then less differentiation and
Ppotentially loss of any competitive advantage for them. On the
other hand, we clearly see a strong drive to improve or increase
on and around sustainability

(Q.20) switchasia
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Threats of neventrants to the industryvere discussed with a range of stakeholders. There are
low entrance barriers or almost no entry barriers for a new company to enter the industry as a
tour operator. In the supply chain, this can also be the case, although investimg assets

needed to supply specific services or experiences can be a significant entry barrier for some.

6.3 Institutional environment

Section 6.3 builds on the previous section goovide an organisatioml lens on important
private and public seot stakeholders, with direct and indirect connections to ffeaitourism
industry. First, overall structure and governance of the sector is introduced. Next, information
about key public and private sector organisations is presented in tafegexes athe end of
the report provideadditionalinformation about the most importanbrganisatiors introduced

in these tablesFinally, the section makes key recommendations for synergies with TourLink.

6.3.1 Value chain with overall structure and governancéhef travel sector

The diagram 6.3.1.1 (below) categorises stakeholders regarding their roles in the industry:

1. Public sectors in tourism industry are institutions operating in relation to the Thai
government structure and policy in tourism industry. idroduced in Section 5.1.2, the
main government institution is the Ministry of Tourism and Sports (MOTS), responsible for
0KS RS@OSt2LISYyld YR AYyuSaANY A2y 2F G2dz2NRayY |
social development. Under MOTS, the Depanttnef Tourism (DOT) focuses on tourism
development (as a government agency), and the Tourism Authority of Thailand (TAT)
focuses on tourism promotion (as a state enterprise). The Tourist Police Bureau is
NBaLR2yaiaofS F2N G2 dzNFyaniThaflandi Ih #d8itiod, MBT&NFergeds ( K S A
two public organisations which focus on specific sectors in tourism, Designated Areas for
Sustainable Tourism Administration (DASTA) that focuses on destination (or attraction)
development and the Thailand Conventiand Exhibition Bureau (TCEB) which focuses on
the MICE industry.
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2. Private sectors including negovernmental organisations includes businesses involved with
the operation and delivery of tourism products and services from the beginning (trip
arrangemeny, during the holiday (in the destination), and to the end of the holiday (tourists
return to their home countries). The businesses do not only deal with and provide services
to customers, but they also cooperate in associations that act aspnoiit or non-
governmental organisations to support each other for mutual benefit and a successful Thai

tourism industry.

This sector can be divided into eight categories regarding the nature of businesses, including

1 Tour Operators /Travel Agencies 1 Transportations

1 Accommodations 1 Food & Beverage
1 Recreation & Entertainment 1 Shopping

T MICE 1 Attractions

In addition to tourism business, multiple organisations have been established to support the
tourism industry in different aspects of tourism promotion and tourism depsient. Table

6.3.1.1 (below) shows the abbreviated names of associations which support different sectors of
businesses in the Thai travel and tourism industry. Names in plain text formats are national
organisations and those iialic formats are internatonal organisations. Full names of the

2NBI yYAAlL 0A2ya FNBE LINPOARSR Ay GKS aSOilAzy WwW¢2

3. Supporting public sectors in tourism industry are institutions which operate in relation to
the Thai government structurand policy but do not have direct roles and responsibilities in
the tourism industry. For example, the transportation sector is supported by the Ministry of
Transport and the Immigration Bureau and the Customs Department. In the meantime, the
Ministry of Industry and the Ministry of Commerce provide support to the shopping sector,
while the Ministry of Natural Resources and Environment and the Ministry of Culture
supports the attractions sector. In addition, there are other agencies such as banks and
financial institutions, the Ministry of Public Health, Royal Thai Police Headquarters, as well
as the Ministry of Education, the Ministry of Labour, and tourism schools that play important

roles in tourism personnel development.
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Figure 6.3.1.1: The Thailandufiem Value Chain

Public Sectors in Tourism Industry
Ministry of Tourism and Sports (MOTS)
Department of Tourism (DOT)
Tourism Authority of Thailand (TAT)

Tourist Police Bureau

Private Sectors including Non-Governmental Organizations

Tour Operators

Thailand Designated
Convention & Areas for
Exhibition Sustainable
Bureau Tourism
Administration
{ICER) (DASTA)

_ Accommodation Food & Recreation & MICE (TICA, :
& Tra\{el Transportation (THA, THMA, Beverage (TRA, Erdament Shopping TEA, SITE, Attractions
Agencies TBAA) TCA, RBA, RGPA) ICCA, IACVB)
Domestic Airplane (IATA, Hotels Restaurants Parks and Shops (TRA) Meetings Natural sites
(ADT, ATTO, ICAO, AAPA) zoos (TAPA) A (ADEQ, TEI,
TTPA) SHopping AEET, TSWA,
Railway Resorts Food stalls Shows & Centre (TSCA) Incentive GEA, DAT,
Inbound Festivals Travel BCST, NPAT,
(ATTA, ATTM Bus & Van Hostels Market (TFA) WCS, etc.)
e (TTOA, TTA, Cafes Spa & Beauty Conventions '
) VVAT PVAT) (TSOA, TSA, Superma'rket
TCTA) e Homestays TFSA, HBAT, & cor;\;:::ence
cLIA) 4 Bars & Night TLSA) Exhibitions
Outbound Clubs ; Night market
(TTAA, TTI Guesthouses Medical & i
, T Taxi Cultural sites
ITA) axi (TTA, vielijess Products & (MAT
MTAT, TTTA) (TSTM, . '
Apartments Souvenirs IMPECT, etc.)
Tour Guides Car (TCRA) (ABTA, TARA, TMTA) (THTA,
(PGA) TREA) ; TGJTA, DOA,
Leisure Sports TFA, TFIC,
Sky train & Metro (ATUS, TCA) TLPF)

Tourism Promotion Association (PATA, TFOPTA, Provincial Associations)

Tourism Development Association (TCT)

Supported Public Sectors in Tourism Industry , A T i\ T
A A A
Ministry of . Ministry of Natural
Transport Ministiyior Resources &
Industry Environment
Immigration
Bureau
Ministry of Ministry of
The customs Commerce Culture
department

Ministry of Finance Banks and Financial Institutions

Ministry of Education Tourism Schools and Collages Ministry of Labour

Ministry of Agriculture and Cooperatives Ministry of Interior

Ministry of Public Health Ministry of Energy

Ministry of Digital Economy and Society Royal Thai Police Headquarters

The sections below provide more details on key stakeholders in public and private sectors.
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6.3.2 Public Sector Organisations

The public sector can be categorised @ganisatiors with direct and indirect roles and
responsibilitiesin the travel and tourism industry. This report focuses mtroducing the
relationships oforganisations with direct roles tthe tourism industrythrough the structured

chartin section 6.3.1andthrougha briefoverview of each organisation as follaws

1. Government Agencies are organisations established as Ministry, Departnuent,
Bureau They operate in relation to the governmentourism industrystructure and
polides This includes agencies suchlasDepartment of Tourism.

2. State Enterprises are organisations with responsibilif@stourism promotion. The
management system of state enterprises is sgawvernment and sergrivate. It is able
to seekits own income while still receinvg partial financial support fropunder ontrol
of the government. This includes agencies such as Tourism Authority of Thailand (TAT).

3. Public Organisations are agencies that usually work on speb#imes / areas in
tourism including Designated Areas for Sustainable Tourism Administration (P&ARITA

Thailand Convention and Exhibition Bureau (TCEB)

Figure 6.3.2.1The organisational hierarchy of Thai government tourism authority

Prime Minister

Deputy Prime Minister Office of the Minister
Ministry of Tourism and Spoits
(MOTS)
1 : 1
Government Agencies State Enterprises Public Organisations
Office of the Permanent Tourism Authority of Designated Areas fol
Secretary Thailand (TAT) Sustainable Tourism
Administration(DASTA)
Department of Tourism Sports Authority of _ _
| (DOT) Thailand (SAT) Thailand Convention
and Exhibition Burea
| | Department of Physical (TCEB)
Education
—— Tourist Police Bureay

The table belowprovidesquickcomparisorof the roles of these kegublicorganisations.
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Figure 6.3.2.2The roles and positions of key Thai public sector organisations

4 Organization w ( MOTS \ / DOT \ 4 TAT \ 4 DASTA \ / TCEB \
Comparison of action/responsibility of each organization in driving tourism in Thailand
e Lo [ oo ]
agency organization organization

de > Ainister of Tourism Minister of To Minister of Touri Office of the Prime Office of meﬂnn\e
and Sports and Sports and Sports Minister Minister

i

(~ Promoting, supporting Y/~ peveloping tourism Y T X
:"} and developing tourism services, tourist Marketing and Developing tourism Promoting/Supporting
to enhance attractions, tourist public relations in the form of MICE events to
competitiveness and business, guide & tour designated areas stimulate the economy
\__Create national income |  |eader, tourism industry and distribute income

standard and tourism

N
Public policies, security
;ﬂd:?:: ::S ¥ d o x e C SUDD;V i MICE Promotion and
iremen f apacity/ destination
translating policy Tourism requir ts o P - YY. Development
: tourists
into practice Development

Position in
ALEUELT
tourism
industry

L

Domestic and In designated areas
International and areas prepared
to be designated

Domestic and
International

Nationwide

L

et
o AN P& _4 - 4

The following section provides further information on the$bai GOVorganisatiors. This

information complements section 5.1.2, but is focusau overall roles, nobn sustainability.

6.3.2.1Ministry of Tourism and SportMOTS

Key responsibilityPromotion and development of tourism, sports, and other government
servicesThe Ministry of Tourism and Sports (MOTS), established in 2002, hasthueity for

the promotion and development of tourism, sports, education, recreation industries, and other
government services. MOTSresponsith S F2NJ IdZARAY 3 ¢KIFAflFyRQa
establishment and implementation opolicies and plans,as well as supporting the

development of tourism infrastructure, personnel, and management system

6.3.2.2Department of TourismOT)

Key responsibilityTourism DevelopmentThe Department of Tourism (DOT), ddished in
2002, is responsible for developing standards fdnai tourism products and services,
personnel, and attractions, as well as supporting safety in tourism and foreign film production

for the positive economic, environmental, asciccultural development ofThailand DOT
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follows the national tourism policies, development and strategic plans, and relevant laws and

regulations.

5 h ¢ K§ activities includetourism planning and implementation,including standard
development and certif@tion, of tourism services, attractis) business operations and
personnel(e.g.tour guides and tour leade)sThiswork involvessupporting sustainable tourism
development onmany different levels from supporting CBT (village) networks and local
administrative organisationgp coordinating with public and private organisatiomsThailand

and overseadn addition, DOT also suppoftaeign movies affairs in Thailand.

6.3.2.3Tourism Authority of Thailand AT

Key responsibility Marketing and promotion of tourism in Thailand on national and
international level.The Tourism Authority of Thailand (TAWas established in 1959 witthe

aim to promote Thai tourism and ensure its good reputatfon quality and sustainability.
Strategic approaches dfie TAT are expanding the market base of quality tourists, increasing
GKS @2tdzyS 2F G2d2NA&adiaQ SELSYR hd agNdStaurisin y R

destination.

TAT also partners with other organisations for the development of tourism infrastructure and
facilities. ¢ | ¢ Q& NI a Lianarieking fahdA piom&idn off Thailand tourism includes
advising and cooperating with other natial and international organisations, training and
education, andcollecting tourism data and statistiésr marketing purposesOftentimes, TAT
work jointly with other organisations such as DOT or DASTA on towlated development
projects. TAT currentl has 49 offices nationally (including head quarter) and 20 offices

worldwide.

6.3.2.4Designated Areas for Sustainable Tourism AdministraBDgxST A

Key responsibilityCoordinated Destination Developmei@upply Carrying Capaciiy)ASTAvas
established in 2003 for the sustainable development of tourism destinations in Thailand.
51 {¢! QF 202S0UAMSfair distNdstioniid? incBryeatdadigh CBT, develop

destinations following the Global Sustainafdleurism Criteria (GSTC) guidelines, increase the
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carrying capacity of tourism, and create a sustainable tourism development model. This
includes supporting and promotion of environmental development and conservation,
facilitating participation of people ad communities, and local culture preservation for

sustainable tourism.

DASTA aims to achieve its gobhiscoordinating with public and private organisations both
domestically and internationally on sustainable tourism administration and development,
promoting tourism information and research, supporting the developmendegignatedareas
with sustainable tourism potentials, and supporting the-Qeation of sustainable tourism
administration at a local/regional scale. Currently, DASTA runs 9 Designat@d#Hices and

maintains 8 Tourism Development Clusters throughout Thailand.

6.3.2.5Thailand Convention and Exhibition BureaCEB

Key responsibilityMICE Promotion and Developmerifthailand Convention and Exhibition
Bureau (TCEBYvas established in 2002 with aim®f creating income and economic
development as well aglrivingthe MICE industry through innovatign ¢/ 9. Qa4 2062SO0 A ¢
promote, ensure the sustainable developmentddme the centre of information ofrhailand a

MICE industry.

¢/ 9. Qaincladedyjoviding knowledge and developmeriseminars, traininggtc.) for

business operators, government officers, or private sestaff and supporting MICE Thailand

to meetinternational standards¢ / 9. Q& YI Ay NRfS&d YR NBALRYAAO)
measures to support MICEdtionally and internationally developing and promoting research,

projects, and activities in relation to MIC&stablishing MICE standardsd certification and

collaborating with both domestic and internationaiganisatiors regarding MICE activities.

Public sectors with indirect roles and responsibilitiesi®travel and tourism industry

In addition to thegovernmentorganisatiors directly responsible for tourispthere areother

governmentorganisatiors with indirectroles and responsibilitie® tourism. Organisations are
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presented in tables below. To skip the details and learn which organisations have been

identified as top priorityfor synergies with TourLink, please go directly to section 6.3.4.

6.3.2.6Government organisations with roles related to tourist attractions

This refers toorganisatiors that supervise tourist attractions. Natural attractions are mainly
under the supevision of the Ministry of Natural Resources and Environment, while cultural

attractions are maintained by the Ministry of Culture and the Ministry of Interior, including

Ministry of Natural Resources and Environment
Government Agency State Enterprise PublicOrganisation
7 Department of National Parkg
Wildlife, and Plant Conservation
7 Office of Natural Resources ar
Environmental Policy and Planning
g 1 Royal Forest Department
T | T Department of Environmental
& ) . 1 Forest IndustryOrganisation 1 Thailand Greenhouse Ga
=z Quality Promotion o
= ) 1 The Zoological Pafrganisation ManagementOrganisatio(TGO)
= |1 Pollution ControDepartment
= ) 1 The Botanical Garde@rganisation| 1 BiodiversityBased Economy
Z | 1 Department of Mineral Resources ]
_ Development Office
1 Department of Marine and Coast
Resources
1 Department of Water Resources
1 Department of Groundwater
Resources
1
Ministry of Culture Ministry of Interior Ministry of Culture
Government Agency State Enterprise PublicOrganisation
2
2 The Fine Art®epartment
Q
g Department of Religious Affairs 9 Princess Maha Chakri Sirindho
<
I fiDepartment of Cultural Promotion |  Community Developmen{ Anthropology Centre
=] . .
= fOffice of Contemporary Art an( Department(CDD) 9 Film Archive
@)
Culture 9 Moral Pramotion Centre
fBunditpatanasilpa Institute
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6.3.2.7Government organisations with roles related to tourist infrastructure

This refers to basic tourism infrastructure such as transportation systems, waterworks system,
electric systems, communication networks, and public faciltties are under the supervision

of several Ministries in Thailand, including

Ministry of Transport
Government Agency State Enterprise PublicOrganisation
{Department of Airports (DOA) 1 Civl Aviation Training Centrf@lCATC)
fiDepartment of Rail Transpol T Airports ofThailand PLC. (AOT)
(DORT) 1 The Civil Aviation Authority of Thailand (CAAT
S {Department of Land Transpor{ T Aeronautical Radio of Thailand LTD. (AEROTH
'§ (DLT) 1 Thai Airways International PLC.
% fMarine Department (MD) 1 State Railway of Thailand (SRT) N/A
= fDepartment of Land Transpol Y Bangkok Mass Transit Authority (BMTA)
(DLT) 1 The Transport Company Limited
{iDepartment of Highways (DOH) | 1 Port Auttority of Thailand (PAT)
{Department of Rural Roads (DRR)| 1 Expressway Authority of Thailand (EXAT)
fThe Office of Transport and Trafff § Mass Rapid Transit Authority of Thailand (MR
Policy and planning (OTP) 1 Airport Rail Link (SRTET)
Ministry of Agriculture and o ] o
Cooperatives Ministry of Interior Ministry of Energy
Government Agency StateEnterprise State Enterprise
1 Provincial Waterworks Authority
P (PWA)
g fRoyal Irrigation Department (RID) T Metropolitan Waterworks N/A
% Authority (MWA)
= 1 Wastewater Managemen
Authority (WMA)
1 Provincial  Electricity  Authority
:g N/A (PEA) 1 Electricity Generating Authority o
§ 1 Metropolitan Electricity Authority]  Thailand (EGAT)
- (MEA)

Page |80



N/A

Public facilities

fDepartment of Lands (DOL)
fDepartment of Public Works an

Town & Country Planning (DPT)

N/A

Ministry of DigitaEconomy and Society

Government Agency

State Enterprise

Public Organisation

1 Meteorological

Thailand (TMD)
1 National Statistical Office (NSO)
i Office of the National

Department  of

Digita

Communication networks

Economy and Security Commissi

ITOT (Telephone Organisation
Thailand) PCL.

CAT (Communication Authority
Thailand) Telecom PCL.

{Thailand Post Limited

9 Electronic

(DEPA)

Transaction

Development Agency (ETDA)

1 Digital Economy Promotion Agen

Office of the National Broadcasting and Telecommunications Commigsidmnomous Agency)

6.3.2.8Government organisations with roles related to tourist support

This refers to services that support smooth travel experiences such as security, finance

(currency exchange, tax refunds, etc.), public health service deaas$ter protection that are

under the supervision of several agencies in Thailand, including

Security Royal Thai Police Headquarters Immigration Bureau
o ] The Customs Department
Ministry of Finance
The Revenue Department
Finance (Government Agency) ]
TheExcise Department
Banks and financial institutions
Health Ministry of Public Health
Disaster o ] ] ] o
) Ministry of Interior Department of Disaster Prevention and Mitigation
protection

6.3.2.9Government organisations with roles related to tourism produatsl

services

This refers to organisations that supervise business operations and maiti@ifairness,

safety, standard and legitimacy ofThai tourism products and services. Trade, consumer

protection, and exports are the responsibilities of The Mnyisif Commerce, whiléunctions

related to market promotion and management are estabbshas state enterprises under the
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Ministry of Interior and Ministry of Agriculture and Cooperatives. Meanwhile, the Ministry of

Industry is responsible for the promotiaand regulation of industrieOrganisationgclude:

Ministry of Commerce
Government Agency State Enterprise PublicOrganisation
fDepartment of Trade Negotiations 1The Gem and Jewelry Institute
Q@ fDepartment of Business Development 1 Public Thailand
©
= fDepartment of International Trade Promotio  Warehouse 1 The Support Arts and Crafi
(DITP) Organisation International Centre of Thailand
fDepartment of Foreign Trade (DFT) (PWO) 1 International Institute for Tradeand
fDepartment of Intellectual Property (DIP) Development
Ministry of Interior Ministry of Agriculture and Cooperatives
3]
féﬁ State Enterprise State Enterprise
= fMarket Organisation 1 MarketingOrganisatiorFor Farmers
Ministry of Industry
Government Agency StateEnterprise Autonomous Agency
1 Thailand Productivity Institute (FTPI)
1 Thai- German Institute (TGI)
) ) 1 National Food Institute (NFI)
Industrial Economic Cluster
c . . . { Textile Industry Development Institut
2 1 The Office of Industrial Economics (OIE) ( )
o TIDI
> | TOffice of Cane and Sugar Board (OCSB) -
o ) o f Management  System  Certificatio
S Production Process Supervision Cluster )
& . 7 Industrial Estate| Institute (MASCI)
c {Department of Industrial Works (DIW)
=) Authority of| { Thailand Automotive Institute (TAI)
o fDepartment of Primary Industries and Ming )
g (DPIM) Thailand 1 Electrical and Electronics Institute (EEI
o ) ) ] fSmall and Medium Enterprise
Industrial and Entrepreneurial Promotion Clustg
) ) Development Institute (SMEDI)
fDepartment of Industrial Promotion (DIP)
) ] ) firon and Steel Institute of Thailan
T Thai Industrial Standards Institute (TISI)
(ISITX)
1 Plastics Institute of Thailand (PIT)
1 Construction Institute of Thailand (CIT)

6.3.2.10 Government organisations with roles related to tourism
personnel development

This refers to organisations that focus on promoting, supporting, developing, and creating
personnel to enter thetourism labour market, including the Ministry of Education and The

Ministry of Labour, as well as public schools and colleges that offestouelated studies.
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Ministry of Education

Ministry of Labour

Personnel development

Tourism Public Schools and Colleges

= =4 -4 -4 -—a -—a _—a _a _a _a _a -2 _a -2 -2 -2

Chiang Mai University
Burapha University

Maejo University

Mae Fah Luang University
Walailak University
Mahasarakham University
Srinakharinwirot University
Prince of Songkla University
Kasetsart University
Silpakorn University

Khon Kaen University

Ubon Ratchathani University
Nakhon Phanom University
University of Phayao
Naresuan University

School of Tourism and Hospitalianagement,

Suan Dusit University

1

= -4 -4 -4 -4 -—a -8 _a -4 _a -2 -2 -8 -2 -2

Ramkhamhaeng University

King Mongkut's University of Technology No
Bangkok

Suan Sunandha Rajabhat University

Dhonburi Rajabhat University

Chandrakasem Rajabhat University

Phranakhon Si Ayutthaya Rajabhat University
Pibusongkram Rajabhat University

Rajabhat Maha Sarakham University

Phetchaburi Rajabhat University

Rajamangala University of Technology Tawhn
Rajamangala University of Technology Suvarnabhuy
Nakhon Sawan Rajabhat University
Bansomdejchaopraya Rajabhat ibnisity
Rajamangala University of Technology Krungthep
Rajamangala University of Technology Lanna
Rajamangala University of Technology Srivijaya
Valaya Alongkorn Rajabhat University under the R

Patronage

Theprivate sectorof travel and tourism industry in Thailand refers to those businesses which

6.3.3 Private Sector Organisations

operate to provide services to tourists both directly and indirectly, including:

T

Tour Operators and Travel Agencies, including domestic, inbound, outbound tourism,

and tour guides

Transportations, including airplane, railway, bus and van, boat, taxi, car, and sky train

and metro

Accommodations, including hotels, resorts, hostels, homestays, guesthouses, and

apartments

Food & Beverage, including restaurants, foodlst@afes, and bars and night clubs
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1 Recreation and Entertainment, including parks and zoos, shows and festivals, spa and
beauty, medical and wellness, and leisure sports

1 Shopping, including shops, shopping centre, market, supermarket and convenience
store, night market, and products and souvenirs

1 MICE, including meetings, incentive travel, conventions, and exhibitions

1 Attractions, including natural sites including beaches, lakes, rivers, reefs, mountains,
forests, etc. and cultural sites including ethnidages, pagodas, temples, museums,

archaeological sites, traditional communities, etc.

Interest groups often establish associatidagprovide services ttheir members andacilitate
support from governmenin the next section of the report, keyganisations are presenteid
tablesby sector. Te tables present the full names of organisations in public and private sectors
that have direct and indirect relationstsgo the Thaitourism industry on a national level,
divided by business sectors. Pdearefer to figure 6.3.1 (tourism value chain in Thailandyete

relationships betweemelevant actors.

Organisations are presented in tables. To skip the details and learn which organisations have

been identified as top priority for synergies witlourLink, please go directly to section 6.3.4.

6.3.3.1Tour Operators and Travel Agents

Public Sector Private Sector

- Association of Domestic Travel (ADT)
Domestic - Association ofrhai Tour Operators (ATTO)

- Thai Tourism Promotion Association (TTPA)

Ministry of Tourism

- Association of Thai Travel Agents (ATTA)

Tour Operators & Travel Agents

Inbound and Sports (MOTS)

- Thai Ecotourism and Adventure Travel Association (TEAT.
Outbound - Thai Travel Agents Association (TTAA)
Tour guide - Professionallourist Guide Association of Thailand (PGA)
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6.3.3.2Transportation

Public Sector

(Ministry of Transport)

Private Sector

Department of Airports (DOA)
Civil Aviation Training Centre (CATC)
Airports of Thailand PLC. (AOT)

Airplane N/A
- TheCivil Aviation Authority of Thailand (CAA]
- Aeronautical Radio of Thailand (AEROTHAI)
- Thai Airways International PLC.
) - Department of Rail Transport (DORT)
Railway N/A
- State Railway of Thailand (SRT)
- Provincial Van Association
Thailand (PVAT)
5 - Department of Land Transport (DLT)
= ) ) - The Tourist Transport Associatiq
g Bus & Van - Bangkok Mass Transit Authority (BMTA) TR
(@]
73 - The Transport Company Limited . .
5 - Thai Transportation Operator,
'_
Association (TTOA)
- Marine Department (MD)
Boat ) . - Thai boat Association (TBA)
- Port Authority ofThailand (PAT)
- Department of Land Transport (DLT) - Motorcycle Taxi Association
Taxi (including )
- Department of Highways (DOH) Thailand (MTAT)
motorcycle ) ) o
- Department of Rural Roads (DRR) - Thai Taxi Association (TTA)
and Tuk Tuk)
- The Office of Transport and Traffic Policy g - Thai Tuk Tuk Association (TTTA)
planning (OTP)
Car ) ) - Thai Car Rental Association (TCR
- Expressway #hority of Thailand (EXAT)
) - Mass Rapid Transit Authority of Thailal
Sky train &
(MRTA) N/A
Metro
- AirportRail Link (SRTET)
6.3.3.3Accommodation
c Public Sector | Private Sector
8
& | Hotels& Resorts Ministry  of _ o
B - Thai Hotels Association (THA)
€ | Hostels Tourism  and . o .
€ - Thai Hotel & Hospitality Management Association (THM
8 Sports
5 Homestay®Guesthouses (MOTS) - Thai BoutiqueAccommodation Trade Association (TBAA
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Apartments

N/A

- Apartment Business Trade Association (ABTA)
- Thai Apartment& Rooms Rental Trade Association (TA}

- The Thai Real Estate Association (TREA)

6.3.3.4Food andBeverage

Food & Beverage

Public Sector

Private Sector

Restaurants

Cafes

Food Stall

Bars & Night Clubs

N/A

- Thai Restaurant Association (TRA)

- Food and Beverage management Association (FBMA)

Food Services Association of Thailand (FSAT)

Restaurant Business Association (RBA)
- Thai Organidrade Association (TOTA)

- Thai Organic Consumer Association (TOCA)

6.3.3.5Recreation and entertainment

Recreation & Entertainment

Public Sector

Private Sector

Parks & zoos N/A - The Thai Amusement angkisure Park Association (TAPA)
- Dramatic Works Association (DWA)
Shows &
) N/A - The National Federation of Motion Pictures and Conte
Festivals
Associations (MPC)
- Thai Spa Association (TSA)
- The Federation of Thai Spa & Wellnéssociation (FTSA)
Spa & Beauty N/A
- Hair Dresser & Beauty Specialist Association of Thailand (H
- Thai Lanna Spa Association (TLSA)
Medical & NIA - Thai Medical and Wellness Tourism Association (TMTA)
Wellness - Thai Society of Travel Medicine (TSTM)
) - Association of Thailand Underwater Sports (ATUS)
Leisure Sports N/A

- Thai Cycling Association (TCA)
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6.3.3.6Attractions

Attractions

Public Sector

(Ministry of Natural Resources and Environment]

Private Sector

- Department of National Park§Vildlife, and Plant
Conservation

- Office of Natural Resources and Environmer
Policy and Planning

- Royal Forest Department

- Association for the Development ¢
Environmental Quality (ADEQ)
- The

Education of Thailand (AEET)

Association  For  Environment

2 | - Department of Environmental Quality Promotion| - Bird Conservation Society of Thailal
"% - Pollution Control Department (BCST)
E - Department of Mineral Resources - Diving Association of Thailand (DAT)
g - Department of Marine and@astal Resources - Green Earth Environmernita Sustainable
2. Department of Water Resources Association (GEA)

- Department of Groundwater Resources - National Park Association of Thaila

- Forest IndustrOrganisation (NPAT)

- The Zoological Paf@rganisation - Thailand Environment Institute (TEI)

- The Botanical Garde@rganisation - Thai Sea Watch Association (TSWA)

- Thailand Greenhouse Gas Managem¢ - Wildlife Conservation Society (WC

Organisation(TGO) Thailand
- BiodiversityBased Ecaymy Development Office
Public Sector
Private Sector
(Ministry of Culture)

- The Fine Arts Department
%’ - Department of Religious Affairs
‘%’ - Department of Cultural Promotion
E - Office of Contemporary Art and Culture -LYGSN) az2dzyil Ay t S2
g - Bunditpatanasilpa Institute Culture in Thailand Association (IMPECT)
L_:) - Princess Maha Chakri Sirindhorn Anthropold - Museum Association of Thailand (MAT)

Centre

Film Archive

Moral PromotionCentre
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6.3.3.7Shopping

Public Sector
Private Sector
Ministry of Industry Ministry of Commerce
- Thai Fresh Market Associatig
- Department of (TFMA)
Shops & . ) . . o
« - Market Office, Bangkok Commercial - Thai Retailers Association (TRA)
markets
Registration - Thai Shopping Centre Associati
o (TSCA)
'g - Thailand Industrial - Thai Furniture Association (TFA)
o
& Standards Institute - Thai Furniture Industry Clu
- Management Systen (TFIC)
Products Certification Institute| - Department of| - Thai Gem & Jewellery Trade
& (ISO) Commercial Association (TGJTA)
Souvenirs| - Department of Industriall Registration - Thai Handicraft Promotion Trade
Promotion Association (THTA)
- Institute for SME - Thai Lifestyle Products Federatig
Development (TLPF)
6.3.3.8MICE
Public Sector Private Sector
L - Thailand Incentive and Convention Association (Tl
© | - Thailand Convention and Exhibition Bure o o
= - TradeExhibition Association (TEA)
(TCEB)
- SITE Thailand Chapter
6.3.3.9Tourism Promotion and Development
Public Sector Private Sector
g - PATA Thailand Chapter
Tourism % x| - Tourism  Authority  of| - Thai Federation of Provincial Tourist Associatig
‘c c
Promotion | S| Thailand (TAT) (TFOPTA)
5 ®©
< 2 - Provincial Associations**
© ]
c P
£ O
Tourism 3 - Department of Tourism ) ) )
a - Tourism Council of Thailand (TCT)
Development (DOT)
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6.3.3.10

Provincial Administrative Organisations

Bangkok

Culture, Sports an@lourism Department

Northern region

Tourism and Sports Divisiar® Provinces

Eastern region

Tourism and Sports Divisiar¥ Provinces

Southern region

Tourism and Sports Divisigril4 Provinces

Central region

Tourism and Sports Divisigr21 Provinces

Northeastern region

Tourism and Sports Divisigr20 Provinces

Western region

Tourism and Sports Divisiarb Provinces

6.3.3.11

Provincial Associations

Northern region

Chiangmai Tourism Business Association (CTBA
Maehongson Tourism Busineassociation (MTBA)
Pai Tourism Business Association (PTBA)
Nakhon Lampang Tourism Association (NLTA)
Chiangrai Tourism Association (CTA)

Lamphun Tourism Association (LTA)

Phrae Business Tourism Association (PBTA)
Phayao Tourism Trade Association (PTTA)

The Association of Mae Taeng Tourism Federat]
(AMTTF)

Nan Tourism Business Association (NTBA)

The Association of Northern Tourism Federati
(ANTFED)

Tourism Association of Chiangmai (TAC)

Phitsanulok Tourism Business Association (PTBA/

Northeastern regia

Khonkean Tourism Business Association (KKTBA)
Udonthani Tourism Association (UTA)

Loei Tourism Business Association (LTBA)

Tourism Business Association of Nongkhai (TBAN)
Sakon Nakhon Tourism Association (SNTA)

Nakhon Phanom Tourism Business AssocighttTBA)
Ubonratchathani Tourist Business Association (UTBA
Sisaket Tourist Associaiton

(STA)

Mukdahan Tourism Industrial Association (MTI)
Tourism Business Association of Kalasin (TBAK)
Nakhon Ratchasima Tourism Business AssoOCig
(NTBA)

Buriram Touris Association (BTA)

Chaiyaphum Tourism Trade Association (CTTA)
Surin Tourist Promotion Association (STPA)
Chaiyaphum Tourist Promotion Association (CTPA)
Khao Yai Tourism Association (KYTA)

Page |89



Central region

Ayutthaya Tourist Business Association (ATBA)
Nakhonpathom Tourism Association (NTA)
Chainat Tourism Business Association (CTBA)
Kanchanaburi Tourist Business Association (KTE
Tourism Promotion Society of Kanchanaburi (TSI
Nakhonsawan Business Tour Association (NBTA
Tourism Business Associatioaf Suphan Buri
(TBASB)

Uthai Thani Tourism Business Association (UTTE
Lopburi Tourism Business Association (LTBA)
HuaHin / Chaam Tourism Association (HHCATA)
Tourism Association of Prachuapkhirikhan (TAP)
Chao Phraya River Tourism Association (CPRTA
Samutsakhon  Tourism Promotion Associati
(STPA)

Pathumthani Tourism Association (PTTA)
Petchburi Tourism Association (PTA)

Pattaya Business and Tourism Association (PBT)|
Tourism Development Samutprakan Tra
Association (TDSTA)

Saraburi Tourism Assodian (STA)

Nakhon Nayok Tourism Promotion Associati
(NNTPA)

Chachoengsao Tourism Association (CTA)

Eastern region

Trat Tourist Association (TTA)

Rayong Tourist Association (RTA)

Chanthaburi Tourism Association (CTA)
Tourism Association of Koh SanfRayong (TAKSR)

Sa Kaeo Tourism Business and Services Assoc

(SKTSA)

Southern region

- Chumphon Tourism Business Association (CTBA)

- Ranong Tourism Association (RTA)

- Tourism Association of Koh Samui (TAKS)

- Surat Thani Tourism Business Association (8T TB

- Phuket Tourist Association (PTA)

- Krabi Tourism Association (KTA)

- PhangNga Tourism Association (PNTA)

- The Southern of Thailand Tourist Promotion Associa|
(STPA)

- Trang Tourism and Hotel Association (TTAHA)

- Nakhon Si Thammarat Tourism Association (NTA)

- Satun Tourism Business Association (STBA)

- Tourist Business Association of Narathiwat (TAN)

- Pattani Tourist Business Association (PTBA)

- Songkhla Tourism Association (STA)

- Tourists Business Federation of Songkhla Thail
(TFOS)

- Hatyai Songkhla Hotels Assiton (HSHA)
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6.3.4 Priority opportunities for tourism related synergies with the TourLink project

The list below presentsa prioritised analysis of potential synergies with kewpurism
organisatiorsin Thailand. Tétable identiiesorganisatiors to engagewith during the TourLink

project cycle

Organisatios are categorsed into 13 tourismrelated sectors The tablerecommendshow
actively the Touink project team should engage witkach organisation(e.g. no action,

passive update, active outreach) apbvidessuggestions foareas of potential collaboration

It is not expected that the Tourbk team will be able to follow up all of these potential
synergiesManyorganisatiod f | 6 St f SR shgiestddlidir gublid BI&ions pulhdses.
Note that recommendations forcollaborationswith nontourism relatedorganisatiors, across
key projectthemes (e.g. carbon, waste, and local community benefds® summaged in
Section6.4.5

Prioritised list otourismorganisations with potential for synergies with the TourLink project

Recommendation for action

Organisations No Passive | Active
) Suggestions for synergies?
action update outreach

0 Public sector tourism

Ministry of Tourism and Sport ) Cooperation to align and develo
(MOTS) standards
) Cooperation to align and develo
Department of Tourism (DOT) /
standards
Tourism Authority of Thailang ) Marketing of Thailand as a sustainah
(TAT) destination / learn from 7 Greerigitiative

Project Partner: Destinations / CH
Designated Areas for Sustainak ) )
/ standards / Supporting VCA, green tourig
Tourism Administration (DASTA) ]
finance

) ) Potential Project Partner Cooperation on
Thailand Convention any

Exhibition Bureau (TCEB)

/ food waste and carbon tools / Carbg

Balance/ Asia Convention Alliance

1 Tour operators & Travel Agents

Domestic
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Recommendation for action

Organisations No Passive | Active . i
) Suggestions for synergies?
action update outreach
Project Partner: tour operators §
Thai Ecotourism and Adventur ) ]
o / excursions /supplier standards / Carbo
Travel Association (TEATA) o
Balance / training
Association of Thai Travel Ager / Potential partner/ outreach for training
(ATTA) certification body?
Thailand Responsible  Touris | Consult over standards, outreach f
Association (TRTA) training
The Association of Domest o o
/ outreach for PR training & certification
Travel (ADT)
The Association of Thai Tol / o o
outreach for PR training & certification
Operators (ATTO)
Thai Tourism Promotior / o -
o outreach for PR training & certification
Association (TTPA)
Outbound
Thai Travel Agents Associatic o
/ outreach for training
(TTAA)
Tour guides
Professional Tourist Guid / outreach for guide training / code ¢

Assaociation of Thailand (PGA)

conduct,Potential partner for guides

Transport

(Ministry of Transport)

Cooperation to align and develo

standards / PR to transports

Thai Transportation Operator | outreach for transport training / code o
Association (TTOA) conduct, Potentiapartner for transports
Regional/Provincial Val

Assaociation (PVA)

Accommodation

Thai Hotels Association (THA)

Project Partner: Hotels / hotel standards

training (Green Leaf) / food waste ar

plastic
Thai Hotel &  Hospitality outreach for hotel training / code o
Management Association (THMA / conduct
Thai Boutique Accommodatio
/ N/A

Association (TBAA)
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Recommendation for action

Organisations No Passive | Active . i
) Suggestions for synergies?
action update outreach
Food and beverage
) o outreach for food waste standards
Thai Restaurant Association (TR/ / . )
training / Potential partner for restaurants

Restaurant Business Associati ) outreach for food waste standards & H
(RBA) training
Thai Organic Trade Associati(

/ N/A
(TOTA)
Thai Organic Consume ) outreach for PR products toonsumer /
Association (TOCA) potential for carbon neutral tour package
Recreation and entertainment
Thai Amusement and Leisure Pg )

/ Potential for carbon neutral tour package

Association (TAPA)

The Federation of Thai Spa
Wellness Association (FTSA)

Potential for carbon neutral tour package

Thai Lanna Spa Association (TLS

N/A

Shopping

Thai Chamber of Commerce (TC{

Carbon Balance / outreach food was|

training & standard/ Circular economy

(Ministry of Commerce)

Green Finance / Supplier network

(restaurant, souvenir, MSMES, etc.)

Federation of Thai Industries (FT]

Marketing and promotion/ food standard
connection to SEA tourism/ NESDC

(Ministry of Industry)

Green industry (providers)

MICE

Thailand Incentive and Conventic

Association (TICA)

Potential partner for MICE/ events trainin

and standard/ food waste/ Asii

Convention Alliance

SITE Thailand Chapter

outreach for M&I training & certification]
(CITP)

Attractions

(Ministry of Natural Resources an

Environment)

MNRE (policy, destination, elephant)
TGO (carbon tool, training, package)
DEQP (destination environme
assessment, green hotel, green product

service database, green/ environment
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Recommendation for action

Organisations No Passive | Active . i
) Suggestions for synergies?
action update outreach
training - office, restaurant, consumption
etc.)
. Carbon neutral tour package + destinatio
(Ministry of Culture) /
(culture)
(Community Developmen o
o ) / Destinations & CBT development
Department, Ministry ofnterior)
International Union for o . .
) Destination management & policy/ plastig
Conservation of Nature(IUCN) / ) )
) education and conservation approaches
Thailand
Thailand CommunitBased o o
] ] / CBT training, standard & certification
Tourism Institute (CBIi}
World  Wildlife Fund (WWF / Green finance/elephant/ SCP project i
Thailand Nan
United  Nations  Environmen /

Programme (UNEP) Thailand

Plastic/ Policy/ International corporation

North Andaman Network ) CBT management/ Carbon neutral to
Foundation package
CommunityBased Tourism|

Association of Thailand (local
community network ¢ coming

soon)

Thailand Environment Institute

(TEI)

Green & low carbon labels (products
destinations/ green meeting/ SCP & Plag

Phuket/ food waste/ Policy

International Finance Corporatio
(IFC) Thailand

Green finance & loan

Wildlife  Conservation  Societ

) / N/A
(WCS) Thailand
LYGSNI az2dzydl Ay
and Culture in Thailang / N/A
Association (IMPECT)
Tourism Promotion and

Development

PATA Thailand Chapter

Project Partner: Plastic & Food wastg

Carbon/ trainings/ Market research/ PR
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Recommendation for action

Organisations

No

action

Passive

update

Active

outreach

Suggestions for synergies?

Tourism Council of Thailand (TCT

Centre of tour operator associations
seminar & training PR & logisticgurism

MSMEs

Thai Federation of Provincic

Tourist AssociationSTFOPTA)

outreach for PR training & certification

(about 70) Provincial Tourisr

Business Associations

outreach for (regional) PR training

certification

10

Tourism schools and colleges

Prince of Songkla University*

Phuket CBanagement & Carbon neutrg

tour package/ training & capacity building

Chiang Mai University*

Chiang Mai CBT development & Carh

neutral tour package/ training & capacit

Kasetsart University*

building
Tourism (safety) standard developmen
training & capacity building/ CB

development

King Mongkut's Institute of

Technology Ladkrabang*

Sustainable food (Thai Chefs for Go
Manifesto)/ training & capacity building

Maejo University*

Training & capacity building

King Mongkut's University of
Technology North Bangkok*

Carbon neutral (cruise) tour packag

training & capacity building

Silpakorn University

Destinationcommunity development &

managementtraining & capacity building

Khon Kaen University*

Destination research & developmer
(North eastern region)training & capacity|
building North eastern region tour

package

MUIC: Mabhidol University

International College*

Training & capacity building

University of the Thai Chamber (

Commerce*

Circular Economy/ training & capaci

building

Rajabhat Universit{88 campuses)

Destination research & development
training & capacity building Carbon

neutral tour package

Institute of Community Colleges

Community development &anagement /
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Recommendation for action

Organisations No Passive | Active . i
) Suggestions for synergies?
action update outreach
training & capacity building MSMEs &
community relations
Tourism academic development/ trainin
National Institute of Developmen ) o )
/ & capacity building SEP Innovatior|
Administration (NIDA)
Platform
) ) (Marine) plastic waste (Sameasan Mode
Chulalongkorn University / o ) o
(ASEANraining & capacity building
School of Tourism and Hospitali o ] o
] / Training & capacity building
ManagementSuan Dusit)
) ) Community development & managemen
Thammasat University* / o ] o
training &capacity buildingSDGs Lab
Community development & managemen
Srinakharinwirot University* / o ) o
training & capacity building
King Mongkut's University o ) Community development & managemen
Technology Thonburi* training & capacity building
Mae Fah Luang University* / Training & capacity building
11 | Tourism research institutes
National Research Council | / Destinationrcommunity research &
Thailand (NRCT) development/ CBT development
Thailand Science Research a ) Tourism research & information syste
Innovation(TSRI) development
Office of National Highe|
Education, Science Research, g / Thai SCP Network/ (SCP) policy
Innovation Policy Council
12 Market / Financial suppori

organisation

Bank for  Agriculture and

Agricultural Cooperatives

Green finance (Green Bond)Carbon

neutral tour package Community

development & management

Small and Medium Enterpris
Development Bank of Thailan

(SME Bank)

Tourism  MSMEs  development
management/  tourism marketing &
promotion

Krungthai Card PCL

Community development & managemeén
Carbon neutral tour packagetourism

marketing & promotion
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6.4  Sustainability and responsibility

6.4.1 Brief overview of sustainable tourism standards in Thailand

The TourLink project has a key focussmstainable tourisnstandards development, and will
need toliaiseand cooperatewith public and private standards organisations in Thaildrids

section provides a quick overview of key related organisatmusirntiatives

The Department of TourisnDOT), under the Ministry of Tourism and Sportd@TS9, is the
main organisationoverseeing and certifying tourism products and services in Thailand. DOT has
launched 56 tourism standards in total which can bategorisedinto four sectors¢

accommodation, service, excursion, and destinatidfisithereto see all standards).

In addition to DOT, there are national and regional level organisations such as the Association
of Southeast Asian Nations (ASEAN) and Green Leaf Foundation that offer tourism products
certification. This section willnfroduce all relevant standardaccording tothe following

categoriesaccommodation, excursion, service, destination, and tourism business andguide

Certified tourism products and services can be reviewethatland Tourism Standard

6.4.1.1Accommodation

1. Accommodation Standards for Tourism (Hotel)
Initiated in 2012 by DOT to develop quality and standaaliaccommodationand
define a distinct level of service qualfyr different types of accommodatigrinclude

1 Accommodation Standards for Tourism for 5 Star Hotel

1 Accommodation Standards for Tourism for 1 to 4 Stars Hotel

2. Accommodation Standards for Tourism (Resort)
Initiated in 2012 by DOT to develop quality and standadliaccommodation, ad
define a distinct level of service quality in different types of accommodatnmtude

1 Accommodation Standards fopiirism for 5 Stars Resort

1 Accommodation Standards for Tourism for 1 to 4 Stars Resort
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http://www.dot.go.th/
https://www.mots.go.th/
http://tts.dot.go.th/home
http://tts.dot.go.th/reports/approved
https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019164307/1554111798409f.pdf
https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019175339/1554116025805f.pdf
https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019175638/1554116209f591.pdf
https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019175914/15541163616945.pdf

3. Accommodation Standards for Long Stay Toumgs initiatedby the DOT to develop

guality and standarded accommodationandincrease confidence in long stay sergce

4. Green HotelEnvironmentally Friendly HotelNasinitiated in 2013 by the Department
of Environmental Quality Promotion (DEQP) to enhaiic2 (i 8de &fQesources and

energyand improveservicestandadsto become more environmentally friendly.

5. Green Leaf Foundationasinitiated in 1998 by the Board of Environmental Promotion
for Tourism Activity (BEPTA) standardig environmental bespractices for alhotels,
and promote the efforts of thosevhichalready contributed to efficient management of

energy and resources. The certificatiotakes sustainability into account for

environmental, social, and economic aspects. Many criteria of the certification are

designed to work in parallel with the national and other related regulations.

6. ASEAN Green Hotel Standatl certification process is initiated by ASEAN to promote

energy conservation andenvironmentallyfriendly practices in the ASEAN

accommodation industry. The standard establishes a professional green hotel

operation, such as environmental plking, green produd, human resource, and
environmental managementThe standard aims teenabk the environment and

communities to benefit from a collective approach to operational professionalism.

6.4.12 Excursion

Thailand has 15 tourism standards established by DOT and 1 set of criteria by MOTS that can be

categorised into adventure and natulmsed activities, freshwater and maribased activities,
animatrelated activities, and communilyased activities. In addition, 2 tourism standards

developed by ASEAN are also being used in Thailand. All standards are presented below

1. Adventure anchature-based activities

9 Hiking/trekking standard

1 Wild plants watching standard

1 Rafting standard
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https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019180402/15541166423056.pdf
http://www.greenhotel.deqp.go.th/public/
http://www.greenleafthai.org/
http://tts.dot.go.th/knowledge/standard/75/detail
http://tts.dot.go.th/knowledge/standard/45/detail
http://tts.dot.go.th/knowledge/standard/50/detail
http://tts.dot.go.th/knowledge/standard/48/detail

1 Mountain climbing standard

i Camping standard

M Camping standard

1 Eco lodge standard

2. Freshwater and marinbased activities

9 Snorkelling and sculdiving standard

I Canoeing/ Kayaking Standard
1 Jet Ski standard

3. Animalrelated activities

1 Elephant camp standard

9 Bird watching standard

9 Butterfly Wathing standard

4. Communitybased activities

9 Cultural attractions standard

9 Thailand CBT criteria

1 ASEAN CBT standard

i Thailand Homestay Standard

1 ASEAN Homestay Standard

6.4.1.3Service

Thailand has13 tourism standards established by DOT that can be categorised into
transportation, food service, souvenirs and shops, and health and wellness. In addition, 2

tourism standards developed by ASEAN are being used in Thailand. All standards are

1. Transportaion

9 Van service standard for tourism

9 Coach service standard for tourism

9 Tourist boat standard
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http://tts.dot.go.th/knowledge/standard/47/detail
http://tts.dot.go.th/knowledge/standard/52/detail
http://tts.dot.go.th/knowledge/standard/52/detail
http://tts.dot.go.th/knowledge/standard/55/detail
http://tts.dot.go.th/knowledge/standard/49/detail
http://tts.dot.go.th/knowledge/standard/53/detail
http://tts.dot.go.th/knowledge/standard/56/detail
http://tts.dot.go.th/knowledge/standard/54/detail
http://tts.dot.go.th/knowledge/standard/46/detail
http://tts.dot.go.th/knowledge/standard/51/detail
http://tts.dot.go.th/knowledge/standard/62/detail
https://data.go.th/dataset/bcbd804e-aea8-4d8c-aa72-f87d431d22c6/resource/d4103ef8-e7b6-4540-9c31-d921a8099b8f/download/x-.pdf
http://tts.dot.go.th/knowledge/standard/76/detail
https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019172956/1554114879554d.pdf
http://tts.dot.go.th/knowledge/standard/78/detail
http://tts.dot.go.th/knowledge/standard/41/detail
http://tts.dot.go.th/knowledge/standard/44/detail
http://tts.dot.go.th/knowledge/standard/34/detail

T

Raft service standard for tourism

2. Food service

T
T
T

Dinner cruise standard

Food service standard for tourism

Hahl food service for tourism

3. Shops and souvenirs

T
T
T

Souvenirs shop service standard for tourism

Souvenirs shop (gem stone prads) service standard

Service and safety standard in shopping centre for tourism

4. Health and wellness

T
T

Wellness servicestandard for tourism

Tourism service for disabilities, senior, families with young children, and pregnant

woman

Public restoom standard for tourism (international level)
ASEAN Spa Standard

ASEAN Public Toilet Standard

6.4.1.4Destination

Thailandhas 15 tourism standards established by DOT that can be categorised into natural

based destinations, culturdlased destinations and other destinatioelated standards. All

standards are presented below

1. Naturatbased destinations

M

= =2 =_ =4

Natural attractions standard

Natural attractions standard (waterfall)

Natural attractions standard (beach)

Natural attractions standard (island)

Natural attractions standard (rapid)
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http://tts.dot.go.th/knowledge/standard/39/detail
http://tts.dot.go.th/knowledge/standard/35/detail
http://tts.dot.go.th/knowledge/standard/32/detail
http://tts.dot.go.th/knowledge/standard/38/detail
http://tts.dot.go.th/knowledge/standard/36/detail
http://tts.dot.go.th/knowledge/standard/37/detail
http://tts.dot.go.th/knowledge/standard/42/detail
http://tts.dot.go.th/knowledge/standard/43/detail
http://tts.dot.go.th/knowledge/standard/40/detail
http://tts.dot.go.th/knowledge/standard/40/detail
http://tts.dot.go.th/knowledge/standard/33/detail
http://tts.dot.go.th/knowledge/standard/80/detail
http://tts.dot.go.th/knowledge/standard/79/detail
http://tts.dot.go.th/knowledge/standard/59/detail
http://tts.dot.go.th/knowledge/standard/65/detail
http://tts.dot.go.th/knowledge/standard/66/detail
http://tts.dot.go.th/knowledge/standard/67/detail
http://tts.dot.go.th/knowledge/standard/68/detail

1 Natural attractions standard (cave)

1 Natural attractions standard (terrain)

. Culturatbased destinations

1 Tourist attractions standard (arts and sciences)

1 Recreational attractions standard

N Cultural attractions standard

9 Historical attractions standard

. Other destinatiorrelated standards

1 Ecotourism standard

1 Agritourism standards

1 Health tourismstandard (natural hot spring)

9 Tourism destination management standard

6.4.1.5Tourism personnel, business, and guide

. Tourism Business Standard

The standard is launched in 2020 following the Tourism Business and Tourist Guide Act
B.E. 2008 that aims to protect consumer rights of tourists and promote standardised

business operators.

. Tourist Guide Standard

The standard is launched in 2020 following the Tourism Business and Tourist Guide Act
B.E. 2008 that aims to protect consumer rights of tourists and promote standardised

tourist gudes.

. Thailand Sustainable Event Management Standard

The standard is initiated by Thailand Convention & Exhibition Bureau (TCEB) to be a tool
for MICE industry entrepreneurs to reflect their awareness of the importance of
sustainable business praces and to create a competitive advantage in both regional

and global markets.
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http://tts.dot.go.th/knowledge/standard/69/detail
http://tts.dot.go.th/knowledge/standard/71/detail
https://thaits.avalue.co.th/services/uploads/standard/document/files_01042019204417/1554126261c05a.pdf
http://tts.dot.go.th/knowledge/standard/63/detail
http://tts.dot.go.th/knowledge/standard/62/detail
http://tts.dot.go.th/knowledge/standard/60/detail
http://tts.dot.go.th/knowledge/standard/57/detail
http://tts.dot.go.th/knowledge/standard/70/detail
http://tts.dot.go.th/knowledge/standard/58/detail
http://tts.dot.go.th/knowledge/standard/72/detail
http://www.ratchakitcha.soc.go.th/DATA/PDF/2564/E/054/T_0001.PDF
http://www.ratchakitcha.soc.go.th/DATA/PDF/2564/E/054/T_0001.PDF
http://www.thaihotels.org/17046148/%E0%B8%A1%E0%B8%B2%E0%B8%95%E0%B8%A3%E0%B8%90%E0%B8%B2%E0%B8%99%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%9A%E0%B8%A3%E0%B8%B4%E0%B8%AB%E0%B8%B2%E0%B8%A3%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%88%E0%B8%B1%E0%B8%94%E0%B8%87%E0%B8%B2%E0%B8%99%E0%B8%AD%E0%B8%A2%E0%B9%88%E0%B8%B2%E0%B8%87%E0%B8%A2%E0%B8%B1%E0%B9%88%E0%B8%87%E0%B8%A2%E0%B8%B7%E0%B8%99%E0%B8%9B%E0%B8%A3%E0%B8%B0%E0%B9%80%E0%B8%97%E0%B8%A8%E0%B9%84%E0%B8%97%E0%B8%A2-thailand-sustainable-event-management-standard-tsems

In addition to official standards, Thailand also has several
prestigioustourism awards which include sustainability criteria
and third party judging processs. The most famous awards are

the Thailand Tourism Awardalso known as the Kinnaree Awards

The theme of the awards changes somewhat from year to year. In
2021 the awards were for destinations, aowmodations and
health tourism.GSTC criteriave beenincluded in the judging

criteria desigrfor several years.

6.4.2 Key environmental issues in the tourism value chain

6.4.2.1Carbon

Carbon emissions atthe key environmental impact of the travel sector, caused by transports
(e.g. flights and busses), accommodations (e.g. heating), and activities (e.g. motorbbats).
are considerable discussions on the definition and assessment of overlaps betweenle sco

of measurements taken within tourism supply chaifisree scopes are defined:

1 ScopetRANBOG FNRBY O2YLI YyASaAaQ 26y FTLOATtAGASE |y
1 Scope 2 indirect from purchased electricity, steam, heating / cooling for own use;
1 Scope 3 indirect impacs from waste generated in operations (upstream) and -efwtife

treatment of sold products (downstream).

{O02LS M YR {021 H IINB 2F0Sy S6AGKAY | O2YLIy
and difficult to include in baseline assessment and reiductnitiatives. Scope 3 contains the

greatest climate impact, yet is the most difficult for the company to addrieksgor initiatives

already exist to motivate and incentivise large businesses to reduce carbon footprints.
However, at high level,due diligence for tourism scope 3 emissions afidancial

disclosurg TCFD, 2020kquired for refinancing post COVID is creating a highly complek

expensive environment for measurement and disclosure.
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Thailand is classified as a higék country for the londerm impacts of climate change.
Interviews with stakeholders in Thailand confirmed that several major hotel chains and airlines
inside Thailand are involved in international initiatives to achiéMe S (i cattsom&missions

by 2050. These schemes are already established andfumeled (Tourlink Project Manager
personalinterview with PATA, July 2021). Howewasmplexity, and high costs assated with

auditing, isobstacles for SMEs to engage.

Thailand Greenhouse Gas Management OrganisafiddQ was established in 2007 as an
autonomous publiorganisationto manage and expedite development and implementation of
greenhouse gas reduction projects and support public, private and internatargahisation
partnerships to promote implementation of climate action. T&fpportstourism projects
including the @rbon Balance project, partnered with DASTA and TEAIS® Tourlink

partners).

TOURLINK plato develop acarbon management and compensation toahdcarborrneutral

travel packagesbased on CARMACAL, a carbon management tool for tour operators, initiated
by ANVR (the Dutch tour operator association) in partnership with the NHTV University Centre
for Transport and Environment. CARMACAL is connected with global hotel databases and IATA
for detailed flight information. GH@ata can be used by tour operators and clients to reduce

carbon impact, promote sustainable product development, and support carbon offsetting.

Interviews (PATA, TEATA, 20&dnfirmed the particular challenges facky Thai tourism SMEs

G2 OFtOdA 4GS YIylF3aS yR NBRdzOS GKSANI OF Nb2Y
and startups, representing 99.7% of all enterprig€ECD, 2018and contributing 35% of GDP

in 2019. Approximately half of &se SMEs are tourism busines§Elseparat, 2021)

COVIDnakes{ a 9 Q& | 6 A finfiniiely mare difficuft. 2GE0A Théi a 9 rawatly involved
in tourism, closedn the firstQ of 2021(OSMEP, 2021 Most tourism SMEs which remain open
édoesnot have access to financial support, such as soft loans from commimaoied O L RS Y0 ®

Thai SMEs require proactive support to be able to engage in Carbon reduction.
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https://sciencebasedtargets.org/net-zero
http://www.tgo.or.th/2020/index.php/en/

PATA advised the VCA team to scope the focus of Carbon activities towards smaller, local tour
operators, which will mainly offset through voluntary markets, and also have fesgaurces

and support than bigger players. The CARMACAL would then be adapted to the needs of local
CKFEA {a9 (2dz2NJ 2LISNF G2NER® /I Nb2y 2FFasSia ¢g2dzZ R
offers, and the offsets would finance projects which direcpport biodiversity, local Thai

communities and innovative, smatale circular economy related projects (to be identified).

. FaSR 2y  F20dza 2y {a9 (2dzNJ 2LISNI iGMdnE ¢h! w
Balanceproject initiated by TourLik partners TEATA and DASTA, and pastGEGO, TAT,
TCEBPMUC, TSRI, and’ CQ. The project aims to fight against climate chamhgealevelopng a
management tool to calculate carbon emissidnased on Thai emission factors that are

available in other indusies but not in tourism. CARMACALedoot cover local contexts, such

as Thailocal transportation (e.g. lontpiled boats, speedboats, Tuk Tuk) or small operators
(homestays, ecdodges, etc.). The Carbon Balance project aims to creatarbon offset
sclemefor¢ K I A fo anedrage the use of carbon tools and mirsenihe difficulty of high

offsetting costs.

6.4.2.2 Plastic waste

Every minute, one garbage truck full of plastic is dumped into the ocean; and each year, 8
YATEA2Y G2yySa 27 LI I @dirc20e0)B ¢ tinfedpiin oliok\B560 geartlI R Q &
plastics have become one of the most used and produced materials globally. They are cost
effective, lightweight and durable. Some can be recycled. However, without better
managementpy 2050, there will be as much plasticstein the oceans as there afish (WEF

in PATA020) creating devastating impacts on flora, fauna, food chains and human health.

tflraagaoa OFy o6S YFylFr3aISR GKNRdIzZAK GKS nwQay wS
opportunities to manage and redugeastic waste at many points along tourism supply chains,

and across a broad range of tourism activities and departments within businesses.

In the tourism and hospitality industryjumerous programs have been initiated at global,

national and local levels to reduce and eliminate single use plastics, focusing, for example, on
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disposable straws, plastic cutlery, amenities and laundry bags in hotels. Some types of plastic
are biodegradible and compostable. Some innovative types of plastics likplagiics and PLA
can be composted under specific conditions. Some plastics are designed to be recycled.

However, currently only approximately 15% of plastics actually end up being recycled.

A key challengas to identify practical, costeffective solutions,which demonstrate how to
reducesingleuse plastic in tourism without compromisingthe guest experienceor safety
standards Tobe successfulprogramsneedto involvesuppliers managemeh staff and guests

(Travelerswithout Plastic PATA2020).At globallevel, programsandtoolkits include:

1 The Let's Reduce SingleUse Toolkitmakes it easy for hotels and accommodation

providersto take practicalstepsto reduceunnecessargingleuseplasticconsumption,
track and record progress,engagestaff and communicatewith guests. Testimonials
report that the toolkit has enabled businesses to make real change that can bedracke
in terms of impact, and increased confidence to completely eliminate unnecessary
products (plastic or not), and make more informed choices around alternatives to
singleuse plastics, based on their credibility.

1 Plastic Reduction Guidelines for Hot€BUI) provides a very useful of overview of

specific types of plastic waste by location and department, and offers suggestions for
alternatives, as well as actions to eliminate or reduce the use of these items.

T t!1 ¢! 0ad tfl dG3AO0 CNKS wasAssignpdita assis2idll opetatatétoh LIS NI

tackle the use and management of single use plastics wr toperations; by
atadsSYFraAoOrtte laaSaaay3a (KS o0daAaAySaasaqQ
different alternatives, and deciding how to reduce plastic footprints.

T ¢KS G(G22ft1A00Qa aGSL) 08 &adSLI | LILINRBI Qém Ay Of dz
senior management; setting up a plastic free working group; conducting a baseline
assessment of plastic use; establishing performance targets; developing and
implementing an action plan; communicating, marketing and raising awareness among

staff, supplers, customers and the media; and monitoring and evaluation.
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https://www.travelwithoutplastic.com/toolkit
https://www.tuigroup.com/damfiles/default/downloads/plastic_reduction_guide.pdf-2f4f4f0e2278382fcd50d9a530985b84.pdf
https://static1.squarespace.com/static/5f24290fd0d0910ecab2b02e/t/601d0015cbe7a12057dbde0d/1612513305647/PlasticFree-TourOperator-2021-Feb2.pdf

t I NG 2F ¢h! w[ LbYQa déveldpdepSskoyy oflbestipradides iitiirahotelNS  § 2
and among excursions, leading to a plastic waste best practice stafoladifferent typesof

suppliers (4.3A)integrate key criteria into other supplier standar@#%3B) anddevelop an

online package on plastic awareness and reduc#bBC). PATA is the lead partner, supported

by ECEAT, responsible for leading plastic activities foilihéur

Single use plastic is a huge issue, globally, leading to a large number of existing resources. To
optimiseTourLinlda O2y iNAO6dziA2y T o06dzAf RAYy 3 dzLll2y SEA&GAY
be essential.TourLinkactivities may need be adjusted tavoid replication with existing

schemes, or to include a focus on additional target groups, for which fewer tools currently exist

in Thailand

Possible activities could include:

1 Developing a repository of plastic waste management criteria and best ipeact
tailored to standardsdr different types of (prioritied) Thai tourism suppliers
¢ NI yaft | {Ragtd Freel Téolkit¥ér Tour Operatdranslated into Thai language

1 Conducting plastic waste management training for Thai tourism businesses

6.4.2.3 Food waste

Food wasteNBS F S Nk dedr@asedin the quantity quality of food resulting from decisions

and actions by retailers, food service providers and consém8@FA i-AO, 202Pandfalls

under SDG 12 (sustainable consumption and production), target 12 (EA®, 2016)

About onethird of all foodproduced worldwide gets lost or wasted in the food production and
consumption systems, amounting to 1.3 billion tonnes. This wasted food would be sufficient to

feed the estimated 900 mibn hungry people in the worlQJNEFFAQO, 20Q).

Less food loss and waste would lead to more efficient land use and better water resource

management with positive impacts ofimate change and livelihood8AGUN, 2019)
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https://www.fao.org/platform-food-loss-waste/food-waste/introduction/en/

There are numerous initiatives at global, national and local levels to understand, monitor and
reduce food waste at various points in supply cha@®mbal initiatives are beinigd by UNEP

and FAQ and coordinated around th®ne Planet Network10YFP)Notable initiatives inclue

Think.Eat.Savand theWaste and Resources Action ProgréRAP).

A key challenge to reducing food wastdédsunderstanding what causes food losses at various
stages of the supply chaifrom production and posproduction to processing, distribution and
consumption(FAO, 2016Without clearly understanding where, why, how and by who food is

being wasted, it is impossible to reduce food waste systematically and effectively.

In tourism and hospitalitya key One Planet initiative is the development of a Global Roadmap

on Food Les and Waste Reduction in the tourisector (UNEP, 2020).

According to food waste expertgightBlue Consulting (in PATA, 20225,42% of all food
purchased ends up wasted and hotels and restaurants with no food monitoring system waste 3
to 8 times more food than they think. These figures illustrate the key importance of raising the

awareness and commitment of tourism staff andhsamers to reduce food waste.

According to PAT&020) about 75% of food waste in hospitality is avoidable. Historically, a lot

of attention has been paid to managing hotel and restaurant buffets, which are seen as a
particularly wasteful way of offerinfpod. However, when prioritising where to focus efforts,
AGQa AYLRNIFIYyd G2 y246S GKFG pr: 2F F22R Aa
Receiving, 3) Distribution, 4) Storage andPEgparation of food and beverages; while only 15%

of food wastels created from buffets and plates (LightBlue Consultited in PATA 2020

By 2021, many different tools have been developed to reduce food waste. Most of these tools

are aimed at restaurants and hotel$he Pledge on Food Wastg a third party audited

certification system, designed specifically for hotels, restaurants and canteens. PATA have also
developed a BUFFET toolkit, with stepstep instructions for action including measuring food
waste, optimising procurement and inw®ry management, managing food preparation,

considering types of service and managing a buffet, portion control and food rescue.
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https://www.unep.org/thinkeatsave/about-thinkeatsave
http://www.fao.org/platform-food-loss-waste/food-waste/introduction/en/
https://www.oneplanetnetwork.org/sustainable-food-system
https://www.thinkeatsave.org/
https://www.oneplanetnetwork.org/wrap-waste-and-resources-action-programme
https://www.thepledgeonfoodwaste.org/

t NG 2F ¢h! w[l LbYQa ¥F2 NS & Sustaitality stehblaithr Satels | NS
and restaurants (AC 4.2A)@&food waste training packag@nline and toolkit) in Thai. PATA is

the lead partner, responsible for leadifigod waste activities for Touirk.

Due to the very large number of existing resources, building upon existing work and scoping

the target grous willbe essential. To optimise Todrly | Q& O 2 ytivithed roayziiekd2bg = |

adjusted eg. to include a focus on additional target groups, for which fewer tools exist.

Possible activities could include:

1 Developing a repository of food wasteanagement criteria and best practices, tailored
to standards dr different types of (prioritied) Thai tourism suppliers
¢ NI yaft I §BUFEET Tobllitto Dhéai language

1 Conducting plastic waste management training for Thai tourism businesses

6.43 Key social issues in the Thai tourism value chain
6.4.3.1Legal compliance
Thailand has a complex legal environment, with many laws covering tourism related
businessesDuring the past 20 years, law enforcement has gradually become stricter. A key

challenge is consistency of law enforcement, including corruption (for special treatment,

leniency etc.).

The travel and tour guide business is regulated byTiberism Business and Guide £&2008)

Before engaging in the tourist business, one has to apply for a Tourism Authority of Thailand
(TAT) license wh the Tourist Business and Guide Registration Office. The license is cagegori
into inbound, outbound and domestic tourism. The travel and tour guide business is a
restricted activity under the Foreign Business Act. A foreigner that wants to open ttour
business will have to incorporate a juristic person to apply for the TAT license. The company

must have majority Thai ownership and a local director to sign for the tourism license.
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http://web.krisdika.go.th/data/outsitedata/outsite21/file/TOURISM_BUSINESS_AND_GUIDE_ACT_B.E._2551.pdf

Hotels must apply for a hotel license, with different criteria degieg on the number of

rooms.

Tour guides in Thailand muatso have a license to work legally. Only Thai nationals can be

legal, licensed tour guides. They must pass an accredited course.

There are severalategoriesof Thai tour guide licensefrom local to national levels, and giving

differentiated right to provide guide services for domestic and internatitrzalellers

Within the formal tourism sector, businesses generally follow the law. However, in the hotel
industry, pressure if often putWdzy RSNJ G4 KS {(GFofSQ G2 OKIy3aS GK
Wl INK Odzf GdzNB 2yt eQ 1T2ySR flyRZ (2 flyR gA0GK |

ownership and permission to undertake commercial business. There is a large, informal sector.

The ability of the Towmnk project to lobbyfor changes in Thai law within the project time

frame will be very limitedlt is recommended that Touirik focus on voluntary measures.

6.4.3.2Local communities

Meeting and interacting with local people in st@nations is a top highlight for maryavellers
During the past two decades, demand for welcoming, authentic, local experiences has grown

constantly. Emerging from COVID, research suggests that demand will cof@BL&020)

Tourism engages with local communities in diverse ways. Beautiful, scenic spots are often
home to local farmers and fishers, who rely on healthy-sgstems and access to land and
natural resources to maintain their livelihoods and feed their familiEourism can provide new
jobs, income, markets for micrentrepreneurs, social welfare, and funding for local social and
environmental initiatives (e.g. local schools, health clinics, nature conservation). Offering
tourism services (e.g. nature trekkinggn help to reduce exploitation of natural resources.
However, tourism can also limit access and put pressure on natural resources, create waste,

and change the dynamic of social relations, causing serious negative impacts and conflicts.
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The challengg ¥ WK2g (2 R2Q G2d2NAAYX 6KAOK NBRdAzOSa
benefits is highly contested. Stakeholders inside and outside communities have many different

(often opposing) views, depending on their respective values, roles, interests arudivige

Twenty years of experiences developing tourism in and alongside local communities now
provides tourism professionals with best practices and lessons learned from success and

failure.
/ dzNINBAYYIG fedza AYP § Bomdidnity® & ¥ S R ({CBTxNfesvalugble lessons.

dnclusivebusiness in tourism can be defined as tourism that increases business linkages
between people from lowncome communities and tourismdustry actors for londasting
mutual benefi€ (G1Z,2014) In this model, communities can engage with tourisneaployees

or entrepreneurgldem). Aemployees, community members can find jobs working for tourism

businesses outside (usually) or inside the community (e.g., a boutique hotel, coffeeett\dp

As entrepreneurs, community members can choose to offer their products and services to
touristsinside the communitybuyer travels to seller); or offer their products and services to
tourists or businessesutside the communityseller travelgo buyer).GIZ(GIZ, 2014identified

7 fields of opportunity for inclusive tourism: Maintenance and Services; Activities; Crafts; Food
and beverages; Transportation; Natural conservation and Construction. Benefits for basiness
were defined as product quality, innovation, reputation management, risk mitigation and cost

reduction (Idem). In this model, culture is seen primarily as a tourism development resource.

hyS dzaS¥dzZ RSFAYAGAZY 27T toarishyaayfedl andl/or manageR ¢ 2 dzN
by communities and intended to deliver wider community behé@BbodwinandSantilli, 2009)

CBTmay be managed through a loose, cooperative approach (a village tourism club or
committee) or a formapartnership with an ethical, outside investor (e.g. a Joint Venture to

develop a CBT edodge). The partnershigsetween Thailande Autrement and Pha Mon Karen
community, andLisu and Lanjia lodges by Asian Olasié5 SEI YLX Sa 2F /. ¢ Wz Q.
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https://www.thailandeautrement.com/hotelsnordcv.htm
https://www.thailandeautrement.com/hotelsnordcv.htm
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LG A& y20 Stae 03 Ql QXNEYS NA KHzEIA Yo BYi 6 SeSy 02 Y'Y
According to ITC and GBTCBIITC, 2018)ITC, Communitpased Tourism Training of Trainers
(CB¥TOT), 2021)successful CBT requires two key skill sets, spanning tourism (e.g. product
development, marketing and operations) and aowmmity development (e.g. mobilisg,

capacity building, facilitating consensus and conflict resolution).

CBT which is developed carefully, through system@timing, can help communities build

skills, earn income and retain significant influence over thectima of tourism development.

Living culture (i.e. traditional consultation) can play a central role. However, to succeed,
O2YYdzyAGASA Ydzad o06S 2Ly G2 ¢2NJAYy3 6AGK 0dzaA

Three key principles can help to identifyngene CBTITC, 202p
1. Step by step capacity building to prepare community members to welcome guests,
manage and deliver tourism services and activities;
2. Systematic efforts to share opportunities for work and income, including indirectly
through a community fund or similar mechanism;
3. Crosscultural exchange based on aspects of local life which community members feel
proud and comfortable to share with wigrs.
CKFEAfIFTYR KFra oSSy | 3It20Ff LA2YSSNI 2F /. ¢ ary
¢ 2dzNBE t NB 2 S Ol @BEST,/2004)as Ihighfy éiugridid] to CBT development across
Asia. In 2007, REST and the Thailand Research Fund (TRF) partnered to establish the Thailand
Community Based Tourism Institute. GBAnd partners in NGOs and academia pioneered CBT
research and developmentmobilisng networks of Thai communities to work with Thai tour
operators, and communicate their needs to the Thai government. The principles of local

community participation and benefits were gradually embedded across Thai tourism policy.

Tourlink project Partner, DASTA established the grodmdaking Office of Community Based
Tourism Development, elevating CBT into a National Agenda, develo@®T& recognised
Thai CBT standar@TPC, 2019nd supporting exciting, new TBnitiatives across Thailand.
Currently,DASTA is working with the DOT, whigthe legal host of Thai tourism standards, to
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adjust the Thai CBT standard to be compatible with the @s{[@estinations) standar@ASTA
are supporting agreat diversity of CBT initiatives, including work at the crossroads of Social

Enterprise (SE) and CBT, which is considered a great innovation by new generation Thais.

The DASTA CBT standard is carefully designed and useful. However, it is a difficult standard.
Meanwhile,Y2 4G 2F (KS 02 YYdzy AEU 5upgly cimilishaCtially isit @éringA Yy ¢ K
their tours are not certified. Two strategies are to 1) encourage Thai tour operators to include

more certified CBT into their offer; and 2) help existing partner commuritigeach at least

minimum sustainability standards. Tdink foresees several CBT related activities in Thailand,
including: AC 4.5A, an inventory of popular TO community visits; AC4.5B, an adapted DASTA
CBT standard; and AC 4.5C assessment of 20 comesungiing the adapted standard. A key

FAY Aa (2 RS@OSt2L) F WwaidisSLI AyQ aidl yRFNR gKAOK

During interviews, 100% of tour operators stated that they work to ensure benefits for local
communities; and support / erage in Community based tourism. Furthermore, most operators

also contribute to community projects and/or work with suppliers that contribute to
O2YYdzyAlASad Ly 3ISYSNIf>X GKSNB Aa KAIK AydSsSt
including considerationen developing employment for people in local communities. It should

0S y20SR (KFGZ GAGKAY (GKA&a 3ISYSNIf 3IF22R gAfft
understood CBTOveral] CBT is still a niche market, but demand is clear and growing.

Figure6.4.3.2.1: Do you work to ensure benefits to local communities?

* 100% of participating DMCs does work to ensure
benefits for local communities.

= 100% of operators are engaged in CBT.

= Big majority (16/17) contributes to community
projects as well. Similar majority work will suppliers
that contribute to communities.

* Most operators consider starting (most interest) to
develop, grow and offer employment to people in the
local communities.

p— @.11) switchasia

Figure 6.4.3.2.2: What is the potential for commurigsed experiences for your org. and EU/Western markets?
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What is the potential for community-based
experiences for your organization and
EU/Western markets?

27%
7 out of 14 TO's answered with 4/5 points relevance

3 out of 14 answered 5 = highest relevance

4 remaining scored relevance of CBT by 3 points

46%

@ High potential Potential Medium potential

Small potential Less potential

(Q.23) switchasia

~

C2NJ YIEAYdzY o0SySTAdG=E [/ .¢ | OGADAGASder, @il 2 dzf R ¢
RSAUGAYIFGA2Y FLIWNRFOK® ¢KAA ogAff fft2e 201
destinations), to benefit from selling their products to tourists and tourism businesseteinsi
and outside the community (g. selling agricultural gas, textiles, handicrafts to hotels). The
WLIAET 23 RSadAy!l (Adicnls @rdvides re@yimeddations KySdestination. 6

Stakeholder interviews conducted during the VCA identified the following, additional needs:

i Standards must not be todifficult, including different incentives for different levels;

1 There is interest among interviewed Thai tour operators to learn more about Thai CBT,
YR 20KSNJ ONBIGABS IyR 26 OFNDB2Yy (2dzZNAAY D

T 51 {¢! Q8 SELISNASYyOS Ifaz2 O2yFANX& GKI G G2 daN
work with communities, but find it very complex, are concerned about price and need
handson support. DASTA is interested to network with DMCs / inbound tour operators.

1 Communities are interested to welcome different types and volumes of tourists. This
means that marketing planning and mataiaking between appropriate communities
60aStftSNBUO YR (2dzNJ 2LISNI 02NR 606dz22 SNERUOL Aa A
be done at association level. E.g. TEATA / TRTA for niche TOs and ATTA for mainstream;

1 DASTA have a network of 300 communities, with different capacities and potentials. A
diagnostic (seff a aSaavYSyado (22t ¢2dA R KStLI /d¢Qa :+

potentials. Comparing this data with TO needs would enable systematic matchmaking;
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T tFNI 2F 51 {¢! Qa NRfS Aa O2I OKAy3d O2YYdzyAl
possible in the future for DASTA to support CBT partnerships to succeed by training
other supply chain actors (e.g. tour guides, DMCs). This will require clear, actionable
standards (or SOP) for each actor along the chain, to define expectations for their roles;

1 Professional guides are not confident in the skills of local guides. Trainiegdgdto
help professional and CBT guides to understdnd O K = Zofe&Kdhd\dek as a team.

1 Several interviewed TOs recogei that it is better for TOs to support existing
initiatives rather than creating ad hoc developments. This creates potentiahdérfor
PrivatePublicCivil Society projects. It would be useful to collect information about Thai
organisations with the capacity to assist tour operators to develop new CBT initiatives.
These organisations need to be skilled enough to deliver diffeatadiproducts;

1 Specific trainings should include 1) how professional guides and local community guides
Oy 62N] a + G4SFYT HO K2g ¢hQa OFy adz2NBSe

1 At pilot-destination level gec. 4.9, there is a broad rel to identify CBThitiativesand
20KSNJ ddzad+AylFofS {a9a IyR &adzLldlJ ASNEX 6KAO

6.4.3.3Working conditions

Working conditions are a key pillar of sustainability. While working to create opportunities for
communities andsuppliers, companies also need to look after their own staff as a priority.
9y 3l IAYy3a Ay adzailAylroAtAdGe FTOUABAGASE MOy o685

number oforganisatiors within Thailand are responsible for decent work and gendéariue.

The Ministry of LabourMOL) is responsible for labour administration and protection, skill
development and employment promotion. Offices include the Department of Employment
(DOB; Department of Skill Developmer§D); Department of Labour Protection and Welfare
(DLPVY; Office of Social Securit@$Pand Thailand Institute of Occupational Safety and Health
(TOSKH The MOL has launched campaigns to support employment and decent work such as

Smatjobcente, Hiring new graduatesandprovincial professional training
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https://www.mol.go.th/
https://www.doe.go.th/prd/
http://www.dsd.go.th/
https://www.labour.go.th/
https://www.sso.go.th/wpr/
https://www.tosh.or.th/
https://smartjob.doe.go.th/
https://www.จ้างงานเด็กจบใหม่.com/register/landing
http://www.dsd.go.th/DSD/Activity/index2559/3

The Ministry of Social Development and Human SecWi§HPduties are mainly focused on

social development, creation of fairness and equality in society, promotion and development of
quality and security in life, families, and communities as a whole. The agelzgieR SNJ a{ | 5{ Q
authorities include: Department of Social Development and WelfB®Q\VY, Department of

Children and YouthDCY T 5 S LJI NI Y S yAffairg ahd Ramily Sev€odpmerDWH;

Department of Older Person®QB; Department of Empowerment of Person with Disabilities

(DER and the CommunityOrganisatios Development InstituteGOD]).

The Human Rights Impact Assessment in Thailand and MyaiRdA, 2020¢oncluded that
YAYAYdzy ¢l 3Sa | N5 NEBtohalSavg hRvages/andtwolkingt hbuysRie  a
respected¢ 4 2 NJ SNBE KIF @S NB3IdzE I SR g2NJ Ay3 K2dzNE 6
| 26 SOGSNE (G KS NI L2 NIDissdtisfaitdn wad axprésded Regardifgl salaryd
increasescareer development and promotional opportuniies | YhR midimum wage in the

sector does not sufficiently reflect the cost of living and is not considered to be enough to
support a family, especially in Phuket and Bangkok. Many workers in the toudtmn dgepend

on a second incom&Tourism can also directly lead to increased costs of living, as is the case in

many major Thai tourism destinations (e.g. Phuket, Pattaya, Hua Hin).

Tour guides was found to be usually freelance workers, which matcheéntiegs in this
report. Guides are mentioned among informal workers together with drivers. Guides raised the
aunpredictable working hours and income, lack of insurance and that they need a secondary
income to cover living costsd wS 3 NRA YAl & K8 S RMAkBPBRRsOOdRVErS

(transfers, coaches) often extend regulated working time. Drivers are highly dependentdoa tips

The report included useful recommendations for tour operators and the industry:

Figure 6.4.3.3..Workingconditions in Thailand: areas of action for tour operators
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http://www.m-society.go.th/
http://www.dsdw2016.dsdw.go.th/
https://www.dcy.go.th/webnew/main/index.php
http://www.dwf.go.th/
http://www.dop.go.th/th
https://dep.go.th/th/
https://web.codi.or.th/

Aspired outcome

Suppliers respect
fundamental worker's
rights

Potential measures for TOs

Develop supplier code of conduct and make sure it is signed and
implemented by suppliers;

Make sure that contracted hotels and other service providers comply
with national labour legislation;

Train key suppliers in supplier code of conduct, with a focus on
adequate working conditions;

Further develop certification schemes such as Travelife in relation to
workers' rights;

Distribute toolkit from ITF and Shiva Foundation on modern slavery
and anti-trafficking and raise awareness amongst key suppliers;®

Distribute training developed by Hilton Hotel Group on modern
slavery;

Provide training on human rights to key suppliers in collaboration with
the NHRCT, who developed the 'Human Rights Due Diligence
Handbook' for the hospitality sector and conducted a pilot project with
hotels in Phuket where the handbook is applied in practice.

Potential partners

Travelife

International Tourism
Partnership (ITP)

Hotel associations
TAT

ILO

PATA

ASEAN Centre for
responsible business

The National Human
Rights Commission of
Thailand (NHRCT)

Working conditions of Make sure maximum driving hours are respected and that itineraries « DMCs
subcontracted staff are are feasible within the regulated driving hours. Apply RT guidance on . RT
improved driving personnel.3®
DMCs develop their own Support DMCs to develop their own CSR policies and human rights o DMCs
E‘fg :no:li m:tss and respect due diligence process. Support certification; o Travelife for tour
g Provide training on human rights and promote RT Tools. ¥ operators
e TourCert
¢ RT

Recommendations such as developing a code of conduct for suppliers, developing certification

schemes such as Travelife in regardgtd NJ r&yh$ @hd respecting maximum driving hours

for drivers are all relevant and can be included in the recommendations of this report.

A key observation by project partners is that a large number of tourism and hospitality workers

havelost their jobs during the COVID crisis, and are looking 4skileard upskill. This is an

opportunity to embed sustainability awareness and skills in the-@83VID, tourism workforce.

6.4.3.4Human rights

Human rights in Thailand tourism industry

The Human Rights Impact Assessment Thailand and Mya(iA, 2020jvas developed

based around théJN Guiding Principles on Business and Human Rights (UN&Rlivered

usefulkey conclusionsn human rights in Thailagzk®urism industry as follow
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Economic inclusianTourism is used as a tool to support economic growth and perceived to

improve the livelihood of local communities. However, sevetallengs regarding human
rights and economic inclusion in tourismere found. Local communities often have inadequate
access to consumer markets and business netvgprkeceive unequal sharof benefits
compared to other stakeholders, and have insufficient support from the government
(permission and certification for tourism purposedn addition, products offered in
accommodations of mainstream beach destinations are from large wholesalers and do not
benefit the local economy. The increase ofiadllusive resortss negatively impadhg local
restaurants and service3he Tourlink projectcould help to makéarge hotels more aware of

local, sustainable options.

Loss of cultural identityAlthough tourism can benefit local communities, it calso have

negative impacts on the rights of indigenous pegpich can lead to the loss of their cultural
traditions. Tke Thai government promotes destinations with indigenous groups as tourist
attractions. However, many indigenous peoples and marginalised groups cannot gain Thai
citizenship which hinders their basic rights to education, healthcare, etc. In additionjcaatif
villages are built and traditionsre commercialised to attract tourists without getting
permission from or sharing the benefits with the indigenous peoplesurists also behav
inappropriatdy to the local culture. In many destinations, local commities have beerforced

to leave their lands and tradition®r priced out of the aredue to tourism developmenand

rising cost of living

I AaLISOAFAO AaadzS Aa GKS GNBFGYSyd 2F Ylreéely O:
YENBYQS GKS Yl e&ly gSNB 2NAIAylLffe NBEFdzASSa TN
rings worn by Kayan ladies made them into a tourist attraction. hgckhai citizenship and

rights to travel freely, many Kayan in Thailand live inside gated communities, where they sell
trinkets and earn money for tour operators. A pioneering CBT initiative at Huay Pu ¢&eng

2021) helped canmunity members to have greater influence and benefits from tourism.

Lessons from this initiative could be useful for other vulnerable communities inside Thailand.
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Recommendations for improving this specific issue are to conduct research to better
undergand the situation and needs of Kayan community members in Thailand, assess the
interest of villagers and Thai businessesadapt CBT model$o their areas organig a study

tour to Huay Pu Kaeng, hold a round table for Kayan tourism stakeholders, angl mak

recommendations for change.

Working conditions Staff accommodation is reported to be good and staff benefits are

appreciated by workers. Migrant workers (mainly from SEA) must be legally registered and
have rights according to migrant labolaws However, migrant workers still have less
opportunities andlabour rightsthan Thai nationals and often geery low-ranking jobs.The
government also enforces laws and activitiestdokle human rights abuses in trafficking and
forced labour. However, indigenous peoples (e.g. Kayan) who lack citizenship and are not
allowed to move outside their areaand are illegally trafficked to other parts of Thailand to
work in artificial cultural vidges or tourism attractionslhis sad situation impacts the positive

image of Thai tourism in European markets.

Although employers usually follow national laws on wages and working howssers
frequently report thatthe minimum wage in the tourism sector is insufficidat the cost of
living, particularly in Phuket and Bangkok. Mamyrism sectoiworkers need a second income,
especially during the low season. Labour isswege raisedin some professions such as toa
and bus driveravho usually have longer working hours which resultinsufficient rest and
involvement in drug useTour guides, usually freelancers, have unpredictable working hours

and income, lack insurance, and ofteeeda second income to coveving costs.

Environmental impactsThe tourism industryfrequently causes excessive wastehichresults

in negative impacts on the environment and local communities. Waste management is
relatively poor in many destinationdhen tourism spots arekept clean waste is often
brought to poorly manageddumpsites which can create health and environmental problems
for local communities, as well ampactcustomer satisfactiorfviews of litter) The increase of

tourism facilities such as golf courses and watarks also causes higher pressorewater
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shortage in local communities, whiheanycommunities without land rights do not have access
to water and electricity. In many regions, waste water is discharged in the river pwhezn

negatively impacts thenvironment and the communities.

/| KAf RNB yChid labdurdcniiBe found in the tourism supply chain, usually in the

agriculture and construction sectar However, children are also involved directly through
activities such as helping in shops estaurants, selling goods and souvenirs to tourists, and
performing cultural shows. Children are also being exploited for sexual purpose in tourism. One
of the main challenges regarding sexual exploitation of children in travel and tourism is the lack
of law enforcement. The activity is likely to occur within the less regulated environment (e.g.
unclassified, and onstar or twostar hotels). However, it could exist in any kind of properties.
Although several organisations such as the Code and ECPAT &iegwuaith hotels against this
issue, sexual exploitation of children is still a hidden and illegal activity that complicated to

define and disclose for the Thai community.

It should be noted thatnvolving children in work as part of thelife educatiorfXalongside
rather than instead of schoglas a way of maintaining cultural traditions (e.g. craftdsand
dance)and as a way ofhowing gratitude tatheir families are consideredvery positivelyin
many sectors of Thai socieuring prevous EU funded projects (e.g. GERP) defining what
kinds of work children should be allowedr(indeed encouraged) to participate in What
should be considerecxploitative child labour was a key issue sustainability standards
discussionsThis issa needs to be approached sensitivegnd with some flexibility to local

norms andvalues.

Sexual harassment and discriminatiodffomen are at risk for sexual harassment in tourism

related workplaces such as spas and housekeeping. Although Thailand i®teuors
LGBTIQA+ friendly destination, LGBTIQA+ individuals often face discrimination when applying
for jobs in the tourism sector, while transgender individuals often have limited roles in

hospitality, entertainment, or the sex industry.

Page |119



Land rights A key issueidentified in the reportis governmentpolicies having unintended,
negative impact on local, especially indigenousommunities. For example, the Forest
Reclamation Policyas established to promote and protect national forest and marine
resour@s. As a result, many areagere announced as national reserved areas, partly for
touristic activities. On the other hanthese lawshave resulted in the eviction of communities
including indigenous groups who have lived in the ai@agenerations Evenlongstanding
communitiesdo not necessarily have land ownership or formal land titldss givedimited
opportunities to be entrepreneurs in tourism (e.g. accommodations or excursions). Community
members may be forced from their lands, resulting in tiscontinuation of traditional
livelihoods such as fishing or farming. Eventually, the same lands may be sold to inwés$tors

the money and influence to benefitom tourism.

Thereport (HRIA, 2020roncluded thatlocal communities ardrequently not informed and

consulted about investments and projects, while compensation and remedy are insufficient.

Human rights institutions in Thailand

The Office of the National Human Rights Commission of ThaiMHRC) established in 2001,

is an independent organisation overseeingman rights in Thailand. NHRC is responsible for
investigation and report of human rights violation, recommendation for national regulations
regardng human rights, promotion of human rightslated research and education, and
support partnership betweenorganisatiors regarding human rights activities. Aside from
NHRCT, the Rights and Liberties Protection Departni@bP) a government agency under

MQJ is responsible for measurements and operations regarding human rights.

In addition to governmentabased organisations, several rgavernmental organisations
focus onhuman rightsissuesin Thailand including theUnited Nations Human Rights Council
(UNHR{; Amnesty InternationalA(), the International LabouiOrganisation(ILO, the Global
Alliance Against Traffio Woman GAATW, and End Child Prostitution in Asia Touri&i@PAT
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https://www.nhrc.or.th/Home.aspx
http://www.rlpd.go.th/rlpdnew/
http://www.moj.go.th/
https://www.ohchr.org/en/countries/asiaregion/pages/thindex.aspx
https://www.amnesty.org/en/location/asia-and-the-pacific/south-east-asia-and-the-pacific/thailand/
https://www.ilo.org/asia/countries/thailand/lang--en/index.htm
https://www.gaatw.org/
https://ecpat.org/

CKFEATFYRQa Kdzamdplansh 3 KGa L2t AOASa

RLPD has launched the National Human Rights Plan (NHRP) since 2008. ThilldirR2019

2022 (RLPD, 2012022)aims to reduce human rights violatisand covers vulnerable groups
through the Handbook on National Human RighkznB of Action. The Handbook includes 10
sectors as follows: 1) judicial process, 2) education, 3) natural resources and environment, 4)
economic and business, 5) transportation, 6) public health, 7) information and information
technology, 8) politics, gevnance and security, 9) residence, and 10) community, culture and
religious rights; as well as 12 groups as follows: 1) children and youth, 2) human rights
defenders, 3) prisoners, 4) @onvicts, 5) elderlies, 6) disabilities, 7) ethnic groups, stateless

and urban asylum seekers, 8) LGBTIQs, 9) HIV infected, AIDS patients, and drug users, 10)

women, 11) farmers and labourers, and 12) victims and witnesses.

a2NB20SNE ¢KFAfFYRQa FANRBOG bl GAZ2YINAP,ROAGIAZ2Y t |
2022) was adopted and launched by the cabinet in 2019. The NAP provides aralgsis

overview of the business and human rights situations, challenges and action plahis plan,

activities, responsible agencies, timelines, indicators, and linkages with the National Strategy

and Sustainable Development Goals (SDGs) are explicitly elaborated. NAP encompasses 4 key
priority areas which are 1)abour2) Community, Land, Natural Reso& and Environment 3)

Human Rights Defenders 4) Cross Border Investment and Multi National EntelisB®,

2020)

Sustainability and human rights in Thailand tourism
HRIA Thailand and Myanm@iRIA2020)has recommended measures that can be undertake
by tour operators to improve human rights situation, especially in the tourism sector as

follows:
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Figure 6.4.3.4.1: Recommended measures to be undertaken by tour operators (Human rights)
Type of measure Examples

Influencing policy Advocate for sustainable business practices in business associations at
relevant government agencies

Sensitizing/ awareness raising Organise workshops and training to discuss issues and solutions,
distribute or develop information material

Foster dialogue Join Multi-Stakeholder Initiatives (MSI), discuss human rights issues
through responsible tourism platforms

Customer information Develop and distribute information on appropriate behaviour, provide
information on how to buy local and support local communities

Inhouse training Develop training for procurement, sales/marketing, human resources, etc.

Business partner training Develop training for tour guides, DMCs, hotels, transportation companies,
excursion providers, etc.

Product development Develop products that benefit local communities, promote communi-
ty-based tourism products and sustainable excursions

Adapting buying practice Blacklist unethical suppliers, incentivise good practice, adhere to fair
pricing practices

Business partner due diligence Develop and implement supplier code of conduct, conduct regular
supplier visits

6.4.3.5Gender

Gender in Thailand tourism industry

Womenare important driving force in the tourism sector. Airbnb revealed that the number of
female accommodation owners on its platform in Thailand increased 45% in 2018
(TheStandad, 2019) The academic samar (Mahidol, 2005)declared that the percentage of
females (8.99.3%) working ifThaihotels and restaurantérom 20022004 was twice higher
than males (4.04.3%). However, HRIA Thailand and Myan(rRIA, 2020eported that even
though the majority of the workforce in the Thai tourism sector is female, most management
positions aretaken by men. UNWTO(UNWTO, 2020fonfirmed that women tend to be
concentrated in the lowest paid status tourism jobs, while performng a large amount of
unpaid work in family tourism businesses. Women iai@e likely to be employed in patime

and temporary positionsProfessions such as a tour guide were perceiasdinsuitable for

Page |122



women(Dunn, 2007)andwomenface a fahigherrisk of sexual harassment in tourisnelated

workplaces such as spas and housekeegiBIA, 2020)

Although prostitution is illegal in Thailand, it is wiallown as a sex tourism destination. This
Ayo2t 3Sa ¢KFIAflFYyRQa f2y3 KAadlG2NEB 2F az20Alf &
status in Thailand has been traditionally loMalygamy is commoffior upperclass Thai men

which suppors the existence of prostitution. Poverty is another essential factor for woman to

enter sex industryr whereThai girsin rural area are sold into prostitution. Although working

in the sex industry is not idealnéncial hardship and limited career choices for women force

many to become prostitute§Cheng, 2010)Even though sex tourism generates about $6.4

billion a year or about 3% of the country gross domestic pro@fisiendral, 2021)sex workers

FNBE y2G StAIAGES F2N St FIFNBE | yRHRANB20) 2 G LINE i

Gender institutions in Thailand

Women empowerment and gender equality in Thailaard overseen by several organisations,

020K Lzt A0 YR LINARGIGS® ¢KS 5SLI NIYSBWH 2F 22
established in 2002 under the Ministry of Social Development and Human SeMu3gdiety,

Ad | 002dzy il o6fS FT2N) LINBY2GAy3 62YSyQa LRGSYGA
institution for stability of livelihood. DWF carries out its goals by enhancing and developing
measures and meeamism, promoting and supporting technical matter and resources for the

AYLX SYSyGlraAazy 2F ySGgég2Nla (G2 LINBaAaSNBS | yR LN
Women Empowerment Fund$\WEF, under Community Deslopment Department@DD), was
SadloftAaKSR G2 Iftt20FGS FdzyRa F2NJ 6§KS RS@St 2L
Thai Health Promotion Foundatiofi{aiHealth also launched 2 YSy Q& 2 St €t 6 SAy 3 |y

Justice Progranm 2012 to promote sexual equality and prevent gertdlased violence.

In addition to the governmentabased organisations, there are several rgovenmental
organisations that operaten the areas ofwomen empowerment and gender equality in

Thailand such asWomen and Men Progressive Movement FoundatidfVP), Foundation for
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https://www.dwf.go.th/
https://www.m-society.go.th/home.php
http://www.womenfund.in.th/
https://www.cdd.go.th/
https://en.thaihealth.or.th/
https://women-wellbeing.com/
https://women-wellbeing.com/
http://www.wmp.or.th/

Women EFW, Foundation for Women, Law and Rural Developm&@RWARDRaks Thai

Foundation and Teeranat Foundation(Visit more organisatiorigere)

CKFEATFYRQa aadpamsSNI L2t A OA Sa
The Constitution of the Kingdom of Thailand B4Ep02017) section 27, chapter 3tatesthat

Wll persons are equal before the law, and shall have right$ liberties and be protected

equally under the law; Men and women shall enjoy equal rigBBsnder Equality Act B.E. 2558

(2015)is establishedd protect the rights of those who are discriminated on the basis of gender
and to promote equality between men and women, as welL&BTIQA+N addition, DWF has

launchedthe Women's Development Strated®017¢ 2021) that aims to create equality in

society, eliminate discrimination, and promote women empowerment. The Strategy consists of
5 gender equality development strategies fadows: 1) Paradigm Shift; 2) Empowerment; 3)

Enabling Condition; 4) Protective and Corrective; 5) Strengthen WID Mechanism and Processes.

Sustainability and gender in Thailand tourism
Several projects and initiatives occurred in Thailand to suppannen empowerment and
gender equality in the tourism industry such as
1 RATCH Group Public Company Limites partnered with Thailand Environment
Institute (TE) in 2016 2y (G KS LINRP2SO0 W. KdzYNBS 22YSy(
9y JA NP (TR, 201 6)qeusing on Nan province. The project aims to strengthen the

roles and capacity of women in the management of natural resources and environment.

1 CDDhas partnered with several organisations to promote and support women's roles,
andi 2 NBRdzOS AySlidzt t Adéd C2N SEI YL S5 | NNI vy
whk f f &Q  2TAvERNKdpbiti grévidcETWEF, 2018and signing the MoU with
organisations iNarathiwat provincencludingTAT TCTandTWER? v  TlaSfabrig
O2YVASNPI (A 2Y | Vv RhatlidNd@vaszobsiceafion idNh@en O (i Q

f Raks Thai Foundatipfunded by ILCK | & ¢ 2 NJ] SR Bafe andF&ir: Réblig 2 SO0 Y
22YSyYy aAdNlyi 22N]ISNBEQ wAIKiGa OyR2 hILAR N dzy

skill development and to create awareness regardatgpurrights and violence against

women among migrant workers in Chorrband Rayong provinces.
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http://womenthai.org/
https://wsc.soc.cmu.ac.th/foundation/index.php?lang=th
https://www.raksthai.org/
https://www.raksthai.org/
https://www.facebook.com/tkfthai/
https://workpointtoday.com/wemove-constitution/
https://cdc.parliament.go.th/draftconstitution2/ewt_dl_link.php?nid=1460&filename=index
https://www.ilo.org/dyn/natlex/docs/ELECTRONIC/100442/120478/F764760666/THA100442%20Eng.pdf
https://www.ilo.org/dyn/natlex/docs/ELECTRONIC/100442/120478/F764760666/THA100442%20Eng.pdf
https://www.rd.go.th/publish/fileadmin/user_upload/sorpor/image_mf_equality/year60_61/womenplan_25602564.pdf
https://www.ratch.co.th/
https://www.tei.or.th/th/index.php
https://www.cdd.go.th/
http://www.womenfund.in.th/
http://www2.narathiwat.go.th/nara2016/frontpage
https://www.facebook.com/TATNarathiwatOffice/
https://www.thailandtourismcouncil.org/
http://www.womenfund.in.th/
http://www.oic.go.th/FILEWEB/CABINFOCENTER19/DRAWER065/GENERAL/DATA0000/00000073.PDF
http://www.oic.go.th/FILEWEB/CABINFOCENTER19/DRAWER065/GENERAL/DATA0000/00000073.PDF
https://www.raksthai.org/
https://www.raksthai.org/projects-content.php?category=3&sort=&id=45
https://www.raksthai.org/projects-content.php?category=3&sort=&id=45

6.4.3.6Elephants in Thai tourism

Elephant in Thailar@@®urism industry

The estimated number of elephants in Thailand is 6¢78833,including3,783elephantsin a
captive environment and 3,0@3,500living in the wild (Bansiddhi, et al., 2018)n Thailand,
elephants have beedomesticatedsince the 13th century and used for various purposes such
as war, religious and cultural ceremonies, and log{Bansiddhi , Brow, & Thitaram , Welfare
Assessment and Activities of Captive Elephants in Thailand, .2888) the logging ban in
1989, elephants havmainly been used for tourisnfLair, 1997) Therefore, the use of captive
elephant has been continuing and the number of elephants used for tourism has been
increasing. In 2017, approximdye2,700 elephantswere working in 250 tourist venues
(elephant camps) across Thailafihitaram, Bansiddhi, & Brown, 2018¢tivitiesin the camps
involve feeding, bathing, walking, riding, observation, aadous kinds oshows(Bansiddhi, et

al., 2018)

The popularity of elephant activitielsas led to increasing attentionand criticismby animal

rights activists especially from western countrieglephant welfarehas become a debad

topic in recent yearsThere are manylivergent opinions on what are and are not appropriate
practices regarding elephant welfarMany western tour operatorfave taken the decision to
completely ban elephant riding, which has had an economic impact on the camps and mahouts
which rely m elephants to make a livinGhe symbolic and cultural importance of elephants as

a symbol othe Thaistate makes these digssiongarticularlysensitive requiring diplomacy

Elephant institutions in Thailand
Elephant protection and conservation in Thailand is overseen by many organisations, both

public and private. Key organisations as follows

1 Centre of Elephant anwildlife ResearchGQEWIR Faculty of Veterinary Medicin&ET
CMU), Chiang Mai Universit€MU)
Centre of Elephant and Wildlife Research (CEWR), established in 2010, aims to conserve

the Asian elephant and elephantlated cultures through research and education.
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/] 92 wQa 202S0GAQB®Sa INB (G2 06S I OSYiUNB FT2N S
for Asian elephant information and conservation, as well as to support and promote
elephantrelated tourism.

Department of National Parks, Wildlife and Plant Conservabi

DNP is a government agency under Mmistry of Natural Resources and Environment

(MNRE) and is responsible for promotion and support, conservation, and restoration of
F2NBaAG NB&a2dzNOSas gAfREATFSTE FyR LXIFyd aLlsSo
promoting the ban of ivory tradend World Elephant DafNaewna, 2015and (DNP,

2018) solving and management of humatephant conflict ( WWF, 2019)and

(ThaiPost, 2021and elephant conservation managemeihaiRath, 2021)

Department of Livestock Developme(@LD

DLD isa government agency undeMOACand is responsible for supervising and
controlling animal husbandry including health, disease treatment, breeding, food
quality control, veterinary, and livestock, as well as processing animal prodjcts.Q a
activities regarding elephants is establishment paflicies, plans, and measureer f

elephant welfare managemertDLD, 2021)

Asian Captive Elephant Working GrodCEW§

In 2015, a group of elephant experts and practitioners from ASEAN countries met in
Thailand to discuss the captive elephant issues in tourism and how to ensure the
sustainable development for captive elephant in Southeast. Aiarefore, theACEWG

was established with objectives to develop best captive elephant practices and
protocols, create assessment system for existing elephant camps, and provide
educational/training materialsACEWGhad partnered with TAT, PATA, and |eadi
sustainabilityfocused tour operators to work on elepharglated matters.

Thai Elephant Alliance Associati@icAA

TEAA was established in 2017 by a group of elephant camp owners in Northéamd ha

with the main goal to ensure all camps provide the best care for elephants following

St FINB ONAGSNAI YR dzaAAYy3 FLILINBLINARIGS St S

promote member unity and work together on elephdmsed tourism issues,
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encoulge positive perspectives about captive elephants and the way of life with
elephants, be a supportentre for education and consulting about elephamiated
topics, help members provide good veterinary care, and encourage and improve
elephant conservatiomessages used by member facilities and others.

1 World Animal Protection ThailansMAB
WAP, establish since 1950, aims to protect animaisparage authorities to recogras
the need for animal protection, and promote and support the importance of animal
welfare and protection WAP is actively working on elephant protection activities in

Thailand including awareness raising (e.cElephants. Not Commodities. Report

campaigs (e.g. Elephant Breeding Bancollaboration with other organisations (e.g.

Unite for The Her)] and supporting ethical elephant facilities (eBaild Back Better for
Elephant$.

In addition to the aforementioned organisations, more Agovernmental organisations are

operatingelephant protection and conservatigorogramsin Thailand such a8sian Elephant

Foundation of ThailandHuman and Elephant Voices Netwpi®outhern Thailand Elephant

Foundation andWildlife Friends Foundation

CKFEAfFYRQa SahdPlaisl yia L2t AOASa
Thailand has several laws and regulations that involve elephant welfare and protection. In
2014, the Cruelty Preventionand Animal Welfare Act B.E.2557 (20Mas launched to

motivate animal owners to provide appropriate care and shelter, and to stop the illegal meat
trade (Klangboonkrong, 2015)The act also covers animals in nature. The elaph& also

relevant to the Wildlife Preservation and Protection Act B.E. 2562 (2Q1@hich aims to

enhance the protection levels of endangered spedies,Beast of Burden Act 2482 B.E. (1939)

that classifies elephants as draught animals along with horses, donkeys, and oxen, and the

Animal Epidemics Act B.E. 2558 (208pecific regulations regarding the elephant in Thailand

are theElephant Ivory Tusks Act B.E. 2558 (2@1&0) aims to strengtken elephantsprotection

and regulate the ivory tradeand the Bangkok Ordinance on Elephant Control in Bangkok

B.E.253 (2010whichaims to control the use of elephasitor income in the Bangkok area.
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Sustainability and elephasin Thailand tourism
Numerous tourisrrrelated elephant initiatives have been launched by both the government
and private organisations such:as

1 The Department of Tourism (DOT) has launchedBlephant Camp Standand 2009 to

be the standarcand guidelinesof elephant camp activities for tourism. 30 camps out of
about 223 campg§Worrachaddejchai, 202@ye certified by DOTDOT, 2021

9 In addition to DOT, MOAC has launched @mod Animal Practices for Elephant Facility
(2008)and theAnimal Welfare Management in Elephant Facility (2QB8) cover good

practices for welfare in elephant facility.

1 As the majority of Thai laws protect wild elephants but not captive elephants.
Therefore, the Elephant BIil{WAP, 2021)is created and proposed to the Thai
government. The aim of this Bi#f to close the loopholes in the law for elephants in
captivity and ensure all elephants are protected under the Thai laws.

T CEWRhas been conducting training courses since 2015 that aims at four audiences
mahouts, veterinary assistants, veterinarians, and biologists. At the mahout level,
regional training is conducted in collaboration with NEI (National Elephant Institute) and
TEAA, and topics cover basic health care, as well as animal welfare concepts relevant to
elephants (Bansiddhi , Brown , & Thitaram , Welfare Assessment and Activities of

Captive Elephants in Thailand, 2020)

The Tourlnk projectincludes Activity 4.4 Responsible Elephant Tourism. The project aims to

A. Establish a muistakeholder dialogue between EU and Thai stakeholders (scientists, animal
gSEtFINB 2NHIyAaldAz2yas Ay YR 2dzio2dzyRgs¢thQaus
and a FAMrip for EU key stakeholders from the travel sector to see best practices in Thai
elephant tourism. B. Establish a best practice standard, audit guidelines and an award scheme.

C. Traimgmahouts in animal welfard. Assess and award 25 Takephantcamps
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6.4.4 Backwards linkages of tour operators to other services

6.4.4.1Agriculture / food

Agriculture/food in tourism industry

Food is present in every step of a trip, from meals in an airplane, drinks in a bar, to stalls in a
market. Howeverin Thailand, agriculture and food are alamong themain motivating factors

for travel. Agriculture supports tourism through food produmt. Agriculturetourism or
agritourism links agricultural production and/or processing with tourism. This includes
initiatives such as farm stayand farm to table Agritourism in Thailand has a positive
development due to the increased popularity of fotmirism. Thansettakif Thansettakij, 2016)
reported that Thailand has 1,215 agritourism destinations across the cqualbigh can be
categorised into 87 from the government, 969 from local/private sector, and 163 from

AgriculturalLearning Centr®(ALQ.

Food tourism or gastronomic tourism is reported by UNWTO to make 150,000 million US
dollars worldwide. Gastronomic tourism also connects to agritourism, ecotourism, and wellness
tourism. Due to its rich and extensive cuisine, Thailand also actively promotes and supports
gastronomic tourism through activities such e W! YI T Ay3 ¢KIFIA ¢l adSQ L
government or cooking schools and street food festivals. In 2015 The Degrarbf Tourism

65h¢0 NBLR2NILSR OKFG JFAGNRBY2YAO G2dzNAAaY 020SNH
(PSU, 2016)

Agriculture/food in Thailand

I ANAR Odzf GdzZNB A& |y AYLERNIFYyd aSOG2N) F2NJ ¢KIFAf L
employsover 30% of the country's labour force, covering 6.4 million households. Agriculture

also covers 40% of the country's land use. However, it accounts lprl6fo of Thailand's GDP

which is slower than other sectors. The problems due to several structural issues in the
agricultural sector such as insufficient access to water resources, 40% of farmers do not have
their own land, and lack of continuity in imphentation of policy and plans from the
government(BOTKKUKUPIERTDRI, 2019)
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The Ministry of Agriculture and Cooperative8JAQGQ is responsible for agriculture,
procurement of water esources, development of irrigation systems, promotion and
development of farmers and cooperative system, as well as production process and agricultural
products. MOAC divided its responsibilities into four government sectors, four state
enterprises, andthree public organisations supervising different areas of agriculture and
irrigation. In addition to MOAC, other organisatioase involved inThaiagriculture and food
production, such as the Ministry of Commerdel©C which oversees the prices of agricultural
products and supposgtrade, the National Food InstituteNE) responsible for promotion and
development of food production, and the Food and Drug Administrati¥, responsible for

health quality and safetygtandards

Sustainability and agriculture/food in tourism
The government and leading ngyovernmental organisationgctively support sustainable
(organic)agriculture and food production, as well as agritourism and gastronomic tourism

through initiatives such as

1 The government launched the National Organic Agriculture Development Strategy
2017-2021 that aims to increase organic farming areas and farmerswell as to
expand the domestiexpert market to 4860 and support the local organic agriculture
(DIT, 2017)

f MOCt I dzy OKSR GKS WhNAHFIYAO ¢NIAYAYy3I tNRPINIYQ
agriculture and sustainable product developmgROC, 2017)

f In 2016, theDepartment of Health OHMOPH and MOTS implementethe W C 2 2 R
{FFSGe w2dziS YR CNBakK al N]SIQ LIBESESOG G2
as well as to develop food establishments to meet quality and safety standards
(ThaiHealth, 2016)

f In 2019, MOTS launchéde WC2 2R ¢ 2dzNAayY bSig2N] 5S@St 2L
support food/gastronomy tourism and elevate local Thai cuisine, as well as to create
food tourism network. 30 communities from 5 regions in Thailand were chasen

participate in this projec{LifeBizNews, 2019)
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6.4.4.2Water supply and management

Water use irthe tourism industry

According tothe TAT(TATReview, n.d.vater use inthe tourism industry is less than 1% of

total global water use (70% issed for agriculture). However, many popular tourism
destinations that also face water shortage such as Barbados, Cyprus, and Malta use about 7.3%

of total water for tourism purpose On awrage tourist use84-2,000 litres of water per day.

I O0O2NRAY3I G2 | NBE&SIFNOK W¢2dzNAaY YR 61 GSNJ
Ay 0SNY I G AER¥DN HalNB Pektérgs 2D]1ater use per one tourist in Thailamslup

to 913-3,423 litres per room per day.

Water use in tourism includes accommodation (higher in luxury hotels), activhiggsef ingolf
activites and MICE), infrastructure, fuel use (especially air travel), and food and besgerage
Moreover, it is estimated that water use in tourism will be higher due to the increased number

of tourists, higher standard of hotels, and increased number of high water use activities.

Water supply and management in Thailand

The main water supply inh&iland isfrom the Metropolitan Waterworks AuthorityMWA) and

the Provincial Waterworks AuthoritP{VA. Both organisations are state enterprises under the
Ministry of Interior, which isresponsible for the production and distribution of potable water in
Thailand. MWA is responsible for Bangkok, Nonthaburi, and Samut Prakan provinces, while
PWA is responsible for other provinces throughout Thailand. People in urban areas and
lowlands, especially in Bangkok and the Metropolitan, usually do not source water from other
sources. However, in many provincial areas, groundwater and surface water are the main
water sources due to the cosffficiency and accessibility. The Department abUkhdwater
Resources¥GR is responsible for groundwater activities in Thailand. In addition, due to the
rainy or monsoon season, rainwater is available and widely used in Thailand. Households and
buildings usually dkect rainwater in a water barrel or a cistern as secondary water or for non

consumable uses such as washing cars and watering plants, or for agricultural purposes.
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Several government agencies work towards water management in Thailand. The main agency is
the Royal Irrigation DepartmentR(D, a government agency unddiOAC which has the
responsibilities for water management and watedated disaster preventioand alleviation in

Thailand. RID has 17 regional branches across Thailand.

Sustainability and water use in tourism
Thailand promotes and supports sustainable water use in tourism industry through several

initiatives such as

1 Green Hoted - The Department of Environmental Quality Promoti@EQF launched
the WOYPBANRBYYSyiGlrfte CNASyRte& [1203Sf 2NJ DNBS
enhance the use of resources and energy (including water) of hotels and improve
service standards to become more environmentally friendly. Over 400 hotelse
certified under this standard.

1 Green Leaf FoundatiorGLF ¢ was found in 1998 by a working committee called the
Board of Environmental Promotion for Tourism Activity (BEPT@&)sising of six
organisatios - EGAT, MWA, ADEQ, THA, UNEP, and TAT. GLF aims to provide
knowledge and understanding on resource efficiency, wast@misation and handling,
and environmental protection to hoteliers. GLF also initiated Green Leaf Certification
program to standardise emdnmental bestpractices for all hotels and promote the
efforts of those who already nka a contribution. 245 hotels are certified BLF

f TCEB suppasttheW2 | 1 SNJ 9 YL gSNX¥SYiIiQ LINR2SOG GKIFG |

promote sustainable water managementMICE industryMICE standards, TOEB

The Human Rights Impact Assessment in Thailand and Mya(RiA, 2020yecognsed
access to water as a human right, and impacts on water as an infringement of human rights.

The report made several recommendations to tour operators:
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Figure 6.4.4.2.1: recommendations of water activities for tour operators

4.2 Potential measures for tour operators

Aspired outcome Potential measures for TOs Potential partners

Hotels implement
measures to reduce
water consumption

Deliver workshops for hotels and tourism service providers on
water-saving measures;

Disseminate water management guidelines to hotels and begin
measurement activities with key hotel partners. Incentivise hotels.

Foster collaboration between private sector and government to
ensure better management and planning.

ITP

Phuket Hotel
Association

Kuoni water manual
TAT
CS0s

Local authorities

Suppliers implement
measures to reduce
waste and to foster
circular economy

Train suppliers on waste management;

Address issue with associations in the tourism sector and join forces
with other TOs to reduce waste in tourism;

Inform customers about appropriate behaviour and how to be
respectful towards the environment.

TAT
GIZ lab of tomorrow

Phuket Hotel
Association

Local authorities

Projects to protect
natural habitats and

Work with environmental organisations (WWF, IUCN and others) to
jointly implement mangrove protection projects.

CSOs

Government

mangroves are imple-
mented in collaboration e Communities

with partners . L
= Tourism associations

Table 6: erwvironmental impacts in Thailand: areas of action for tour operators

6.4.4.3Energy supply

Energy use ithe tourism industry Tourism is connected to energy consumption both directly
(transportation) and indirectly (accommodation, food and beverage, buildings, and activities).
study on the impact of tourisnon demand for energy use in Thailand by the Energy for

Environment FoundatiorEFE found that for every 1 million tourists, the demand of petroleum

refineries use increase0.05% while the demand of electricity and gas use in@g8s10%

(EFEH n M C

Energy supply in Thailan@ihe Electricity Generating Authority of ThailaBGATY is the main
electricity suppkr in Thailand. EGAT is a state enterprise under the Ministry of EneiQ (

and responsible for electric power generation and transmission, as well as bulk electric energy
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sales, in Thailand. Nowadays EGAT gere 34.79% of the electricity from its 50 power plants
throughout Thailand and buys 32.27% of the electricity from Independent Power Producers
(IPP), 20.53% from Small Power Producers (SPP), and 12.41% from foreign producers in
neighbouring countries @. Lao PDR and Malaysi&8PP sells most of their electricity to EGAT

and also to nearby industrial plants. Meanwhile, Very Small Power Producers (r&RREes

energy from renewable sources (solar, wind, hydroelectric, biomass, biogas and waste, etc.)

and for their own use. Then they sell the remaining electricity to MEA and PEA.

Figure 6.4b0 ®m Y CKFEAELFYRQa 9f SOGNROAGE {dzLLd & / KIAY
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Source: EPPO, compiled by Krungsri Research

Figure 6400 ®m NBLINBaSyda ¢KIFIAfFYRQaE 9f SOGNROAGES
Metropolitan ElectricityAuthority (MEA and the Provincial Electricity AuthorityEA are state
enterprises under the Ministry of Interipresponsible for distributing electricity in Thailand.

MEA isresponsible for Bangkok, Nonthaburi, and Samut Prakan provinces, while PEA is
responsible for otheThaiprovinces. Households or buildings cannot select the syffeenergy

by themselves when using electricity distributed by MEA or PEA. However, therfowapaof

fuel used for electricity generation ithe EGAT's system in 20ZEGAT, 20213hows that
renewable energy (hydroelectric, etacpnstitutes about 16.31% of the entire EGAT power
generation, while natural gas is theghiest proportion in power generation (60.43%), followed

by coal (including lignite) (22.92%), diesel fuel (0.09%), fuel oil (0.02%), and others (Lao PDR,
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Malaysia, Lamtakhong Cholapa Watthana) (0.23%). Therefore, users can assume that part of

their electricity consumption islreadysustainable.

In addition, solar power energy is accessible for sswdle use in Thailand. Many buildings and
households, including EGAT, install selaergypanels The main drawback of solar energy is
the high cost of appinces andnstallation, whichmany consider unprofitable. A person or a
company must have a permit from MEA to install solar panels. Besides, additional energy

produced from solar power can be sold to MEA and PEA.

Aside from EGAT, other agencies under MOE support energy promotion and management. The
Department of Energy BusinesBDQEB is responsible for energy business activities, the
Department of Altenative Energy Development and EfficienDeDE is responsible for driving
Thailand'senewable energy productioandreducing the nation's overall energy consumption,

while 76 Provincial Energy Offices act as reprgatives of MOE on a provincial level.

Sustainability and energy use in tourism
Thailand supports and works towards renewable enatgyelopmentand sustainable energy

consumption through several initiatives such as

1 No.5Label ¢ EGAT launched the Electricity Saving Label No.5 in 1993 to encourage the
economical and efficient use of electricity among the public, as well as to promote the
manufacture and import of higperformance electrical appliancesittv reasonable
prices among manufacturers and importers. TNe. 5 Label indicates information
about electrical appliances such as levalf energy efficiency, typeof certified
products, and electricity cost per year. Currently, 22 types of appliances are certified by
the No. 5Label such as refrigeratgrLED bulf air conditiones, and washing machirse

1 Alternative Energy Development PIGAEDP, 2015Yhe development of alternative or
renewable energy in Thailand ggaduallyincreasing. In 2015renewableenergy use
accounted for12% of total energy use in ThailandAEDP 2015 aims to have 30%
renewable energy use by 203&rategies are 1) Preparation of raw materials and

renewable energy technologies; 2) Increasing the efficiency of production, use, and
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renewable energy market; 3Raising awareness and access to renewable energy
knowledge and facts. AEDP 2015 aims to reduce 39,388 ddsé fuels useequivalent
to approximately 140 million tons of carbon dioxide equivalent (tCO2e) energy.

1 Green Leaf FoundatioGLF (mentioned above) includes energy efficiency criteria.

6.4.4.4Waste managment

Waste management in tourism industry

In Thailand, one person creates approximately 1.13 kg of waste per day which means 75,046
ton of waste/capita/day is generated = 27.40 million ton/year (2017). 43% of waste is disposed
properly, 31% isecycled, and 26% is disposed impropdifyachachat, 2019)Tourism adds

more waste to this equationespecially when the destination does not have proper waste
management system For example, approximately 38.10 kg of wagté% food waste and 21%
plastic waste)/day or 0.43kg/capita/day was created by tourists at Kaeng Krachan National Park
during JulyDecember 2018Meephol, Permphool, & Teampanpong, 2019he increased
number of tourist resultsn higher waste generateegxceedng waste management capacity of

the National Park. This has a negative impact to the ecosystem and tourism experience. While
the Department of Marine and Coastal Resour@®ICR® Q& a i dzReé akKz2g¢a GKIF G |
waste/year (mainly plastic) were collected in the sea during 2B0E2 (Ganghair, 2015)
According to IUCN (IUCN, 2020) 54% of plastic waste from tourism ifhailand was

mismanaged (improperly disposed and uncollected).

Waste management in Thailand

Waste legislation in Thailand mainly focuses on waste management by and within government
organisations. However, legislation in relation to waste managememdidual and private
organisatiors is limited. The main legislations are tliEnhancement and Conservation of
National Environmental Quality Act B.E. 2535 (19€#%) Public Health Act B.E. 2535 (1992)

and the Act on the Maintenance of the Cleanliness and Orderliness of the Country, B.E. 2535

(1992) These legislations merely focus on waste recycling on the individual level of the waste

management problems. The main focuses of waslated legislation of Thailand are the
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procedures of governmental waste management and the wabtee preservation of phlic
spaces such as highways and rivers. Waste management and recycling in household and private

organisatiors are insufficient and require urgency for further development.

In 2016, the government is aware of the situation and has launchecCthentry Master Plan

for Solid Waste Management (2016021)that aims to manage solid waste and hazardous

waste on a national level. Moreover, tiilastic Waste Management Roadmap 2@13)30by

the Pollution Control Department (PGOMNRE) has been approved. This Roadmap aims to
reduce the use of certain kinds of plastics within 2022 and to have the maximum capacity to
recycle the ued plastics within 2027. This policy has taken private sectors into account and has
taken key actions in 2020 to ban singiee plastic bags in 43 department stores and to ban

microbeads in rinseff products (in progress).

Waste recycling in Thailandrche handled by both the government and private organisations.
Each municipality handles waste recycling differently. For example, Bangkok receives about
10,526 tons of waste daily and 10,706 tons go to landfill and only 180 tons go to recycling
(1.71%) de to the overwhelming amount of waste and inefficiency of the recycling system
(Thongthab, 2019)Therefore, the sustainability of waste recycling by the local munitypan

be ambiguousOn the positive side, there are a growing numberatiernativesfor private

waste recycling organisations specialisinganyclingdifferent materials such aghai Plastic

RecycleGreen Waste Go|dVon ProjectGreen Road ProjedEWaste with AISandGEEP

Sustainability and waste management in tourism
The governmenandleadingNGOsare currently working on more extensive paésand action
plans to include more stakeholders in the waste management supply chain. For example
T LY Ham®dpE ah¢{ Iyy2dzyOSR We¢KS 902 ¢2dz2NRAaY
conservation and plastic in coastestinations, promote and develop CBT, and develop
responsible trekking route@MOTSNews, 2019)
1 CocaCola Foundation Thailan®@NP and Sustainable Development Foundati@Dff
LI NOYSNBR Ay (GKS WYSSLI ¢KIFAf YR .18 pildzi A T dzf Q
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https://www.pcd.go.th/publication/5061/
https://www.pcd.go.th/publication/5061/
http://www.mnre.go.th/narathiwat/th/news/detail/58706
https://www.thaiplasticrecycle.com/
https://www.thaiplasticrecycle.com/
http://www.greenwastegold.com/
https://www.facebook.com/%E0%B8%A1%E0%B8%B7%E0%B8%AD%E0%B8%A7%E0%B8%B4%E0%B9%80%E0%B8%A8%E0%B8%A9-427267098093886
https://www.facebook.com/greenroad.international/
https://ewastethailand.com/drop-point/
https://www.facebook.com/geppthailand
http://www.thainamthip.co.th/csr/coca-cola
https://www.dnp.go.th/index3d.php
http://www.sdfthai.org/index.html

national parksacrcss the countryas model destinatios of solid waste management
(Prachachat.net, 2019)
1 In 2020,DNR PCD and PTT Global ChemicBITTGY launched a waste management

project targeting 12 national parks, under thiiastic Waste Management Roadmap
2018¢ 2030 using circular ecamy principles (Techsauce, 2020)
f Thailand Convention and Exhibition BureACEBsupportthe WC22 R 2 | a4 S t NB @
project that aims to promote food waste prevention and management in MICE industry
(MICE standards, TOEB

1 The Pacific Asiadvel AssociationHATA launched the BUFFET toolkit to provide a solid

foundation for practical hospitality training in food waste. PATA is working with a range

of stakeholders such 880S scholars of sustenaneghich rescues food which would

otherwise become food waste (e.g. by providing Food Rescue Hampers to communities

and CBOs for food security) aBdan Samprgmenownedexpertise in farm to table.

On a household and private sector scale, regardless obdtiws or regulations, waste
management and recyclingre implemented through actions such as waste separation and
partnership with local recycling companies. Asifftem governmental waste separation
services, there are extensive options for private waste recycling organisabbd#ferent kinds

of wastesuch as

fPlastic- Thai Plastic RecycM/on Project Green Road ProjedPrecious Plastic Bangkok

fPaper- KS PapeiPaper XPPPRecyclePaper Ranger

fiGlass Chansin Recycle

fMetal and aluminium Metal Industrial MahanakorrSTGS. Charoenchai Industry

I Tires- Siam PattangYangkao Minburi

fBatteries- Metal Industrial MahanakorrSamui Recyclé&reen Waste Gold

T Electronic waste EWaste with AISChula Loves the EartBTAC Think Haid D

f Textile waste ZARAUNIglo, Mirrorf, Pankan Society
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https://www.dnp.go.th/index3d.php
https://www.pcd.go.th/
https://www.pttgcgroup.com/th
http://www.mnre.go.th/narathiwat/th/news/detail/58706
http://www.mnre.go.th/narathiwat/th/news/detail/58706
https://www.businesseventsthailand.com/
http://www.micecapabilities.com/mice/uploads/attachments/MICE_Standard_Booklet_(Thai).pdf
http://www.pata.org/
https://www.scholarsofsustenance.org/
https://suansampran.com/
https://www.thaiplasticrecycle.com/
https://www.facebook.com/%E0%B8%A1%E0%B8%B7%E0%B8%AD%E0%B8%A7%E0%B8%B4%E0%B9%80%E0%B8%A8%E0%B8%A9-427267098093886
https://www.facebook.com/greenroad.international/
https://preciousplastic.com/
https://www.facebook.com/khoosripaper/
https://www.facebook.com/paperxchange
https://ppprecycle.thailandpocketpages.com/Store/index/1153
http://paperranger.org/home/
https://www.chansinrecycle.com/
https://www.recycle-thai.com/
https://www.stg-recycle.com/
https://www.scrapironthailand.com/
http://www.siampattana.com/
https://www.facebook.com/yangkaominburi/
https://www.recycle-thai.com/
http://www.samuirecycle.com/index.php
http://www.greenwastegold.com/
https://ewastethailand.com/drop-point/
https://www.facebook.com/ChulaLovestheEarth?_rdc=1&_rdr
https://dtac.co.th/sustainability/ewaste/
https://www.zara.com/th/th/sustainability-collection-program-mkt1452.html
https://www.uniqlo.com/th/news/category/10/
http://www.mirror.or.th/index.php
http://www.pankansociety.com/

6.4.4.50ther green trade

Green trade in Thailand

Trade and tourism are inseparable industries and important drivers of economic growth.
Tourism is the fastesjrowing economic sector worldwide, accounting for about 30%labal
trade in services. Tourism is also driven by small and medinetd enterprises (SMESs) and is
significant for soci@conomic progresglTC, Trade and sustainable tourism, 20IIurism
value chains cover a wide rangégoods and services while green trade encompasses several
areas in tourism and netourism sectors including green economy, green finascistainable

consumption and production (SCP), as weBusstainable public procurenme.

Green trade in tourism ingstry

Green trade in Thailand involves many actors that vary from trade supervision to sustainable
products promotion and development. The Ministry of Commem(Q is responsible for

trade, business and service, aidy i St f SOl dzr £ LINRPLISNI& Ay ¢KIFAfL
GNI RS Ay Of dzRS adzZLISNBAAAY3I R2YSAGAO YINJ SO LINR
development of trade business, as well as overseeing insurance business and protection of
intellectualLINR LISNIié @ 2 KAt S ah/ Qa NRfSa FT2NI AYGSNyI
and export, maintaining commercial interests, and negotiation under the framework of WTO,

FTA, etc. In addition to MOC, there are otleganisationsnvolved with green tradesuch as

the Ministry of Industrywhich is responsible for industrial promotion and development,

Community Development Departmen€DD, under MO, is responsible for supporting and
promoting of community development, and the Department of Environmental Quality
Promotion DEQF, under MNRE is responsible for environmentatlated promotion and

development.

Sustainability and green trade in tourism
The government and leading na@overnmental organisations are actively supporting

sustainable (green) trade through both natedrand international initiatives such:as
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http://www.moc.go.th/
https://www.industry.go.th/
https://www.cdd.go.th/
http://www.moi.go.th/
http://www.deqp.go.th/
http://newweb.mnre.go.th/th/index

1 In 2021, EU SWITAsia SCP Facility, together with Thai organisatiBRE)ONER and
DEQP has organised a kialff seminar aimed to promote green and sustainable
procurement in piloting agencigSWITCHsia.EU, 2021)

1 MOCand TAThave jointly worked on the initiative Trade & Tourism Alliance (TTA) to
develop and connect trade and tourism. TTA aims to attract tourism revenues, enhance
Thailand's competitiveness in international trade and tourism, support local and SMEs
businessesand fairly distribute income. The pilot sectors for TTA are health and
wellness, germ and jewellery, locallyproduced goods, agriculture and innovative
agriculture, health tourism, franchise business, and restaurants with Thai Select label
(MOGNews, 2019)

1 Five financial organisations includitige Fiscal Policy OfficéeePQ, Bank of Thailand
(BOT, Securities an€€DDExchange CommissioBE(; Office of Insurance Commission
(0Ig, and Stock Exchange of ThailarBED SadGlof AaKSR (G(KS W{ dza
22NJAYy3 DNRdAzZLIQ F2N) FAYEFYOAILET FOGAz2ya F2NJ
HAHME GKS 22NJAYy3 DNRdzZLJ 22Ayifeé Llzof AaKSR
CKFEFAfFYRQ®d ¢KS Ly A bliaboriatiord So dafie the ifctichTandli KS
framework forThaisustainable finance, with 5 key guidelines as follows 1) Developing a
Practical Taxonomy; 2. Improving the Data Environment; 3.Implementing Effective
Incentives; 4.Creating Dematteld Products ad Services; 5.Building Human Capital
(Prachachat.news, 2021)

1 MOTS have developdtie Green Tourism Promotion Strategy (262021) which ains

to promote and develop green/sustainable tourism services, as well as to improve laws
and regulations to promote green tourism. It consists of three strategies.
Development of green tourism resources and products; 2. Creating and improvement of
mechanisms to support and promote green tourism; 3. Green tourism marketing

promotion.

Locally produced and environmentally friendly products are also the part of green trade.

Thailand has extensive ranges of local and green label/standard initiatives ircludin
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https://www.pcd.go.th/
https://www.onep.go.th/
http://www.deqp.go.th/
http://www.moc.go.th/
https://www.tat.or.th/
http://www.fpo.go.th/main/Home.aspx
https://www.bot.or.th/
https://www.cdd.go.th/
https://www.sec.or.th/TH/Pages/home.aspx
https://www.oic.or.th/
https://www.set.or.th/
https://chainat.mots.go.th/download/article/article_20200605154529.pdf

1 Green Labelvas initiated by Thailand Business Council for Sustainable Development
(TBCSP in corporation with otherorganisationssuch as MNRE, Ministry of Industry,
and Thai Industrial Standards InstitufEl$) in 1993, to be an independent green label
agency that provides information about environmentally friendly products and services.

1 Thai Eco products Databaissa platform to search focertified environmentally friendly

products/ servicese.g.Label No.5Green LabeGreen Leaf Standar@arbon Labeletc.

1 One Tambon One Produ®TOPRis a local entrepreneurship stimulus program initiated
in 2003 to support locally made and marketed produictseach of 7,255Thai sub-
districts. OTOP encourages communities to improve the quality and marketing of local
products. It provide a local and national stage to promote these products. OTOP is

managed bYCDD(CEP, CDD

6.4.5 Priority opportunities for sustainability synergies with the TourLink project

Based on the sections above, the table belprioritises Thaiorganisations working on key

sustainability issues for action, based on 1) no action, 2) passive update and 8)atteach.

Recommendation for action

Organisations No Passive Active
) Suggestions for synergies?
action update | outreach

Tourism sustainability standards

and training
Ministry of Tourism and Sports Cooperation to align and develop
(MOTS) / standards

Cooperation to align and develop
Department of Tourism (DOT) /

standards

) ) Project Partner: Destinations & CBT
Designated Areas for Sustainable

) B ) / standards / Supporting VCA, green touris
Tourism Administration (DASTA) )
finance
Thailand Convention and | Potential Project PartnerCooperation on
Exhibition Bureau (TCEB) tourism (MICE) standard & training
_ o Project Partner: Hotels / hotel standards 4
Thai Hotels Association (THA) / o
training (Green Leaf)
Green LeaFoundation / Potential Project PartnerHotel (Green
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http://www.tei.or.th/greenlabel/
http://www.tei.or.th/tbcsd/about_tbcsd/letter.html
https://www.tisi.go.th/
https://www.thaiecoproducts.com/
http://labelno5.egat.co.th/new58/
http://www.tei.or.th/greenlabel/
http://www.greenleafthai.org/
http://thaicarbonlabel.tgo.or.th/index.php?lang=TH&mod=WTJGMFlXeHZadz09
https://cep.cdd.go.th/
https://www.cdd.go.th/
https://cep.cdd.go.th/%e0%b9%80%e0%b8%81%e0%b8%b5%e0%b9%88%e0%b8%a2%e0%b8%a7%e0%b8%81%e0%b8%b1%e0%b8%9a-otop/%e0%b8%82%e0%b9%89%e0%b8%ad%e0%b8%a1%e0%b8%b9%e0%b8%a5%e0%b8%97%e0%b8%b1%e0%b9%88%e0%b8%a7%e0%b9%84%e0%b8%9botop

Recommendation for action

Organisations No Passive | Active . )
) Suggestions for synergies?
action update | outreach
Leaf) standard
Destination environment assessment,
Department of Environmental / green hotel, green product & service
Quality Promotion (DEQP) database, green/ environmental training
office, restaurant, consumption, etc.)
The Association of Southeast Asi| / Cooperation to align and develop
Nations (ASEAN) standards and training at ASEAN level
Carbon / low carbon tourism
Thailand Greenhouse Gas / Potential Project PartnerCooperation on
Management Organisation (TGO) carbon activities/ Carbon Balance project
. Project Partner: Carbon/ trainings/ Marke
PATA Thailand Chapter /
research/ PR
) ) Project Partner: toupperators &
Thai Ecotourism and Adventure ) )
o / excursions / supplier standards / Carbon
Travel Association (TEATA) o
Balance / training
Thailand Convention and / Potential Project PartnerCooperation on

Exhibition Bureau (TCEB)

carbon activities / Carbon Balance

Thai Chamber of Commerce (TCH

CarbonBalance / outreach food waste

training & standard/ Circular economy

Thailand Business Council for

Sustainable Development (TBCS

Green Reduction certification & label/

Green Meeting standard

Thailand Science Research ang
Innovation (TSRI)

Carbon BalanceTourism research &

information system development

Overall waste management

Department of National Parks,
Wildlife and Plant Conservation

(DNP)

Green National Park crit@, waste

management in naturdased destination

Pollution Control Department
(PCD)

Waste management guidance for

communit

Local Administrations

Localaste management & recycling

Plastic waste

PATA Thailand Chapter

Project Partner: Plastic waste activities /

trainings/ Market research/ PR

Thailand Convention and
Exhibition Bureau (TCEB)

Potential Project PartnerCooperation on

plastic waste activities
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https://www.taisamphao.go.th/datacenter/doc_download/a_140617_145416.pdf
https://www.taisamphao.go.th/datacenter/doc_download/a_140617_145416.pdf

Recommendation for action

Organisations No Passive | Active . )
) Suggestions for synergies?
action update | outreach
Thai Hotels Association (THA) / Project Partner: plastic waste activities
Department of National Parks, ] ]
o ) Plastic waste management frature-based
Wildlife and Plant Conservation / o
destination
(DNP)
Pollution Control Department ]
/ Plastic waste management roadmap
(PCD)
Thailand Environment Institute | destinations/ green meeting/ SCP & Plas
(TEI) Phuket/ Policy
Food waste
) ProjectPartner: Food waste activities /
PATA Thailand Chapter / o
trainings/ Market research/ PR
Thailand Convention and / Potential Project PartnerCooperation on
Exhibition Bureau (TCEB) food waste activities
) o Project Partner: Hotels / foodiaste
Thai Hotels Association (THA) / o
activities
Thailand Environment Institute / destinations/ green meeting/ food waste

(TEI)

Policy

Local communities / CBT

Community Development
Department (CDD)

Destinations/CBT development &

management

Designated Areas f@ustainable

Tourism Administration (DASTA)

Project Partner: Destinations & CBT

standards & training

Sustainable Development

Foundation (SDF)

Coastal destination & community

management

ThailandCommunityBased

Tourism Institute (CBi)

CBT training, standard & certification

Labour

Tourism schools and colleges

Tourism personnel development (training

& capacity building)

The Ministry of Labour (MOL)

Skill Developme& training, labour &

welfare guidance/standard

The Ministry of Social
Development and Human Securit

(MSDHS)

Community & personnel development

Gender and human rights
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Recommendation for action

Organisations No Passive | Active . )
) Suggestions for synergies?
action update | outreach
International Labour Organisation )
/ Labour & welfarguidance/standard
(ILO)
Child protection in tourism industry
The Code / ) o
(guidance & training)
End Child Prostitution in Asia / Child protection in tourism industry
Tourism (ECPAT) (guidance & training)
the Rights and Liberties Protectio | Humanrights policy & plafNHRP 2019
Department(RLPD) 2022)
) ] ) Women empowerment promotion &
Thai Health Promotion Foundatio / o
development (training, workshops)
) Community/ minorities/immigrants
Foundation for Womel(FFW) / )
(women & child) empowerment
Community development/ women, &
Raks Thai Foundation / children empowerment {ncluding migrant

workerg

The Office of the National Human
Rights Commission of Thailand
(NHRCT)

Human rights activities

Amnesty International (Al)

Human rights activities

Association for Human Rights ar
22YyS8SyQa wA3dIKiGa
(AWARD)

Women empowerment & human rights

promotion & development

¢KS S5SLI NIYSyY
Affairs and Family Developmen

(DWF)

Women empowerment promotion &

development

Thai Women Empowerment Fund

(TWEF)

Skill development & training for women

(community level)

Women and Men Progressiv
Movement Foundation (WMP)

Gender equalitypromotion & development

Foundation for Women, Law an

Rural Development (FORWARD)

Women empowerment & human rights

promotion & development

Teeranat Foundation

Women empowerment activities

Agriculture / food

Department of Environmental

Quality Promotion (DEQP)

green product & service database, green

SCP promotion & development
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Recommendation for action

Organisations No Passive | Active . )
) Suggestions for synergies?
action update | outreach
(MSMESs) Food providers promotion &
NationalFood Institute (NFI) / development/ standard & training/ Thai
Food Heritage
. . organic agriculture/ SCP promotion

The Ministry of Agriculture and e

) / development/ BCG (Bi€ircularGreen
Cooperatives (MOAC)

EconomyModel/ standard
BCG Model / SGiomotion &
o | development/ Supplier network
The Ministry of Commerce (MOC] / )
(restaurant, souvenir, MSMES, etc.)/
standard
The Food and Drug Administratio } Food & drug standard/ H&S promotion &
(FDA) development
Water supply / management
Destination environment assessment,

The Department of Environmenta / green hotel, green product & service

Quality Promotion (DEQP)

database, green/ environmental training

office, restaurant, consumption, etc.)

GreenlLeaf Foundation (GLF)

Hotel (Green Leaf) standard

Thailand Convention and
Exhibition Bureau (TCEB)

sustainable water management for MIC

industry

Metropolitan Waterworks

Authority (MWA)

Corporation with hotels for sustainable

water managementDigital MWA/
awareness raising campaign/ Green Leaf

standard

Provincial Waterworks Authority
(PWA)

Corporation with hotels fosustainable
water managementawareness raising
campaign & community water

management PWA Sustainability Repdrt

Department of Groundwater

Resources (DGR)

Water use forsustainable agriculture/

Groundwater management

Royal Irrigation Department (RID)

Irrigation development & management fo

communities

Energy supply / management

The Electricity Generating
Authority of Thailand (EGAT)

Community developmetitraining &

capacity building / clean energy
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https://www.uih.co.th/th/reference/digital-mwa-thailand-4.0
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Recommendation for action

Organisations No Passive | Active . )
) Suggestions for synergies?
action update | outreach
development/ awareness raising campaig
& certification Label No.%¥ Green Leaf
) Energy management in MSMEBME Go
the Department of Alternative )
Greer)/ green energy promotion/
Energy Development and / . i
o awareness raising campaign/ Low carbon
Efficiency (DEDE) ]
community developmenfexample)
o Alternative Energy Development Plan
the Ministry of Energy (MOE) /
(AEDP 2015
Corporation with hotels for sustainable
the Metropolitan Electricity } energy management (Metropolitan)/
Authority (MEA) awareness raising campaig@bmmunity
development
o o ] Corporation with hotels for sustainable
the Provincial Electricity Authority| o
/ energy management (Provincial)/
(PEA) - .
awareness raising campaigBSEE
Other green trade
BCG Model / SGitomotion &
o | development/ Supplier network
The Ministry of Commerce (MOC] /

(restaurant, souvenir, MSMES, etc.)/
standard Trade & Tourism Allianc@TA

Community Development

Department (CDD)

Destinations/CBT development &

management OTOP

Department of Environmental

Quality Promotion (DEQP)

SCP promotion & developmerB(een
Integration Policy

Thailand Business Council for

Sustainable Development (TBCS

Green Label (products@wareness raising

campaign

Ministry of Industry

BCG Model Green industry & products/
capacity building for MSMEs

Thai Industrial Standards Institute

(TISI)

Green Label (productsjfaining &

workshop for business/ standard

Elephants in tourism

Centreof Elephant and Wildlife
Research (CEWR), CMU

Elephant activities (working group.
guidelines and standard/ animal welfare

training)

Department of Livestock

Elephant guidelines and standard/ camp
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https://moneyandbanking.co.th/article/news/scb-smegogreen-15032021
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https://www.dede.go.th/download/files/AEDP2015_Final_version.pdf
https://gnews.apps.go.th/news?news=73681
https://gnews.apps.go.th/news?news=73681
https://pea-gsee.com/about/
https://www.moc.go.th/index.php/moc-news/2015-10-19-04-33-08/item/%e2%80%9c%e0%b8%9e%e0%b8%b2%e0%b8%93%e0%b8%b4%e0%b8%8a%e0%b8%a2%e0%b9%8c%e2%80%9d-%e0%b8%a5%e0%b8%87%e0%b8%99%e0%b8%b2%e0%b8%a1-mou-%e0%b8%97%e0%b8%97%e0%b8%97-%e0%b8%a3%e0%b9%88%e0%b8%a7%e0%b8%a1%e0%b8%a1%e0%b8%b7%e0%b8%ad%e0%b9%80%e0%b8%8a%e0%b8%b7%e0%b9%88%e0%b8%ad%e0%b8%a1%e0%b9%82%e0%b8%a2%e0%b8%87%e0%b8%81%e0%b8%b2%e0%b8%a3%e0%b8%84%e0%b9%89%e0%b8%b2%e0%b8%81%e0%b8%b1%e0%b8%9a%e0%b8%81%e0%b8%b2%e0%b8%a3%e0%b8%97%e0%b9%88%e0%b8%ad%e0%b8%87%e0%b9%80%e0%b8%97%e0%b8%b5%e0%b9%88%e0%b8%a2%e0%b8%a7-%e0%b9%80%e0%b8%9e%e0%b8%b4%e0%b9%88%e0%b8%a1%e0%b8%a3%e0%b8%b2%e0%b8%a2%e0%b9%84%e0%b8%94%e0%b9%89%e0%b9%83%e0%b8%ab%e0%b9%89%e0%b8%8a%e0%b8%b8%e0%b8%a1%e0%b8%8a%e0%b8%99.html
https://cep.cdd.go.th/
https://www.switch-asia.eu/news/thailand-launches-pilot-testing-for-draft-green-integration-policy/
https://www.switch-asia.eu/news/thailand-launches-pilot-testing-for-draft-green-integration-policy/

Recommendation for action

Organisations No Passive | Active . )
) Suggestions for synergies?
action update | outreach

Development (DLD) assessment

Elephant activities (working group.
Asian Captiv&lephant Working

/ guidelines and standard/ animal welfare
Group (ACEWG)

training)

) ] o Elephant activities (working group.
Thai Elephant Alliance Associatio

/ guidelines and standard/ animal welfare
(TEAA)

training)

Department of National Parks, o ) )
Elephantactivities policy/ public

Wildlife and Plant Conservation / )
campaign
(DNP)
World Animal Protection Thailand ) Elephantactivities policy/ public
(WAP) campaigth guidelines and standard)

Banks / greeriinance for hotels

and tourism businesses

Green finance (Green BondJarbon
Bank for Agriculture and )
) ) / neutral tour packageCommunity
Agricultural Cooperatives
development & management

Sustainable Finance Working / Sustainable Finance Initiatives/ Green
Group EPOBOTOIC SECSEY finance
International Finance Corporatiof,
] / Green finance & loan
(IFC) Thailand
Small and Medium Enterprise Tourism MSMEs development &
Development Bank of Thailand / management/ tourism marketing
(SME Bank) promotion

Community development & managemént
Krungthai Card PCL / Carbon neutral tour packagé&urism

marketing & promotion

6.4.6 Sustainability inside the sample of Thai Tour Operators
6.4.6.1 Overall impressions

The tour operators shared insights on sustainability within tleeganisatiors and the tourism

@I fdzS OKFIAy®d !ff GKS ¢hQa 6KAOK 22AYSR (KS

own way. Lots of actions are mentioned on their websites. Someduwakditations and others
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http://www.fpo.go.th/main/Home.aspx
https://www.bot.or.th/
https://www.oic.or.th/
https://www.sec.or.th/TH/Pages/home.aspx
https://www.set.or.th/

contribute through inhouse programs. However, it is difficult to assess the overall progress of

GKS §(2dzNJ 2LISNY} 62NB LISNJ Aadadz2Sz 0S0FdzasS SI OK 0 dz

Using common measurements and methadbuld help to assess progress over the sector.
Practical challenges are that 1) Tour operators are looking for products, which are as distinct
and differentiated from competitors as possible and 2) closer cooperation between public and

private sectors imeeded to match supply and demand, while providing this differentiation.

64622 2N = alfIFNASa IyR ISYRSNIolkflIyOS Ay
Salary data was considered sensitive information and was not shared by the responding tour
operators. The Human Rightémpact Assessmerpublished by the Roundtable on Human
Rights in TourisniHRIA, 2020provides useful insights for the overall Thai tourism industry.

The report concluded that minimum wages are generally respected in Thai tourism businesses.

¢2dzNJ 2LISNI G2NEQ aSyardAiagradae G2 aKFENB RIQOGE 2y
criss. At the time of the VCA research, the tour operators were all impacted heavily by the

pandemic, with unprecedented reductions in work forces. Averagefisywere from 7680%.

Figure 6.4.6.2: How many staff does your orgaatton employ in Thailand?

Full Time by Gender Full Time by Nationality A Gender balance: 74% fem&®6% male

A Thai nationals make up 87% of tot
employeedn surveyed companies

A Expats make up 13% of total employées
surveyed companies

A 100% of interns are Thai due to budg
and limitations of applying for work
permits forforeign staffin Thailand

T4%

‘Women

@ Men

A Average reductionf staffy” 2 &énss TOs
due to COVID is approximately -80%
and some TOsare only able to maintain
core staffY management.

Interns by Gender Interns by Nationality

A Salary datawas not shared by surveyec
TOs In generalduring the COVIR9 crisis
period most existing staffs are on reduce
pay with 25¢ 75%salarydeductions and
fewerworking hours.

Women

@ Hen

Page |148



From this data, we can see that mosnployees are Thai and femaldmong the 17 DMC

GM/Managers which the Tolink team interviewed, 65% were male and 35% were female.

cPndcPo 52gyAGNBIYY 2dzio2dzy R LI NIYSNEQ

Ly GKS adz2NBSesz o6vohvI NI LlHwahywo#rseas (taNop2rad@)NI G 2 N.
partners did you have in 2019 from different s@unsarkets, and indicate how many had active
I SNI 3S5x SF OK !

Pl NA2dza az2d

sustainability expectation towards your company and sergice y
2PSNESFa LI NGYSNE AY HampZ | ONRAA
are becoming more familiarubjects for organisatiors, we can see that th@umbers of

partners with clear expectations for sustainability grewing across all markets

T Ho 2 2F NBALRYRAY3I ¢hQa LI NIYSNER KIF @S Of SI N.
f cw> 2F NBaLR Yy Rapplediatetshsiaabilityl; NThsvE mbBexpectations
T mp2 2F NBALRYRAY3I ¢hQad LI NGYSNER O2yaAiARSNJI

The graphs below offer more data on the levels of importance given to sustainability by market.

Figure 6.4.6.31Assessind KS Ay GSNBald 2F NBaLRyRSyGaQ 208SNBESIF A LI NIy
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Figure 6.4.6.2! adSaaiy3a GKS AydiSNBad 2F NBaALRYRSyGaQ 20SNaBSI a

. Clear expectation on sustainability Appreciate sustainability but no expectation Sustainability not relevant

Southern Europe Northern Europe Northern America East Asia

1%)
5% 7%
15%
80% 74% 74%

Western Europe Central and Eastern Europe Australia Pacific Other Asia

20%
56% 44%
%

76% 51

12%

72%

6%

89%

Currently, sustainability can add most value to western and Eesan markets This is an
opportunity for Thailand, with strong demand from these marketss klso an opportunity for
Tourlink, as EHunded sustainability investments will also add value in key-Bohmarkets for

Thai tourism. This is an added incentive for Th@@ B0 (2 I OGA @St & LI NI AOALI i

The interviews demonstrate big differences in demand for sustainability between the various
regions of Europe. Assessing the interest of each source market towards sustainability sees
Northern Europ@ y G 2LJX gA 0K ym: 2F ¢KFEA ¢h NBalLRyRSyl
clear expectations on sustainability performance. The survey suggests that only a small percent

of European tour operators do not yet consider sustainability to be important.¢TRel A ¢ h Qa
reported that their Southern, Central and Eastern European partners find sustainability less of a
WYdzaG Qd ¢hQa faz2 YSYGA2ySR GKFG . H. Odzad2YSN
more closely to ensure sustainable products and mimmmgtandards. This data suggests that
ToulA Y1 Q&4 YIENJ SO FlLOAYy3 FOUGAGAGASE 6SPId NBaASIHN

regions, with the strongest focus on Northern and Western Europe.
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Overall, Thai TOs perceived most demand for sustaibaliibm Europe. Outside European

markets, participating tour operators rate@ustralia Pacifidn second place, with 44% of
NE&aLR2YyRSY(GaQ LI NIYSNE KIGAy3a Of SI NI SELISOGIGAz2
Northern America and East Asian outlboupartners also highly appreciate sustainability. They
LISNOSA @S ! {akil {iQ Wh i@ concerned about sustainability.

6.4.6.4 Upstream: sustainability in supplier relations

Many of the questions in the questionnaire focused on Udde il | Y RA Y 3 {2 dzNJ 2 LIS NI
FOGA2ya FyR ySS6Ra NBEFGSR (2 188 adzatlAyloAfAa

responses are briefly presented in the following section of the report.

100% of responding Thai tour operators responded ttkaSt dad gustainability in mind when
working with hotel$h @SNJ £ £ = cdz 2F NBALRYRAY3 ¢ #adh {2 dzN.
sustainability in mind when working with hotéls I Y R o M: NBaLRyRSR GKFG

¢ 2 dzNJ 2 LIS NI (i 2 NGw days M@k of wish & Rofk with hotels in your supply chain
Ay GSNXa&a 27T Thedmsticomimbn agtioris Euirénty deing taken are:

MH 2dzi 2F mp ' 702 2F ¢hQa dza$8S adaAadl Ayl oAf
Mn 2dzi 2F wmp [ cE: 2 Flectidn Oideriodza S & dza Gl Ayl 0Af
Mn 2dzi 2F mp I cm: 2F ¢hQa akKFINB o0Said LINI O
y 2dzi 2F wmp I nm:r 2F ¢hQa NBldsSaid K2GSta
c 2dzi 2F wmp I oo 2F ¢hQa ¢2N] déckig€ 20 KSNJ

> > > > >

h¥ (0KS &4dZa3SadGSR adzaldlAylroAftAde LINI OGAO0Saszs |0

w»

Acm: 2F &adz2NWSeSR ¢hQa NB Yz2ald AyGaSNBad
sustainability.

Apo: 2F adiNBSeSR ¢hQa | NB Hotely toAcentpiet 3 (G 2
adzadFAylroAfAle OKSOlftAad 2NJ g2N)] 6AGK 20KS

Both of these needs can be supported by the TourLink project.
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¢ 2 dzNJ 2 LIS NI (i 2hev does SustBinabilidy drivaryout relationships vsitippliers®

Figure 6.4.6.41: How does sustainability drive your relationships with suppliers?

14
12
12
1
10
9 9
B8
8
7 7 7 7
[}
6
4 4 4
4 I
3
2
1 1 1 1
1] 0
Our selected suppliers are We work i y with Our commit We encourage our suppliers We track or measure We run sustainability We have a continuous dialog
willing to work on more our suppliers to produce themselves to sustainble to join sustainbility certification suppliers level of training with our with our suppliers around
sustainable practices more sustainble produets  targets in our contractual programs of g bility suppliers regularly sustainability
agreements workshops and programs
regarding sustainbility
W True Neutral False

h@SNIff> TP 2F adz2NWS@SR ¢hQa NBLER2NISR GKI G
produce more sustainable product and 69% reported that they erage their suppliers to

join sustainability certification programs and activities. 9 out of 15 (47%) of surveyed TOs
reported that their suppliers commit themselves to sustainable targets in contractual

agreements.

The most dominant drivers around sustai® A f A & 6AGK &adzLJLJX A SNBE NBLIE2ZN

1) We work proactively with our suppliers to produce more sustainable product
2) We encourage our suppliers to join sustainability certification programs or government
workshops and programs regarding sustainability
3) Our selected suppliers are willing to work on more sustainable practices
I 1Se AyaArAakKd Aa dKIG 2yfteée w 2F mp ¢hQa NBaLR
GAOK OGKSANI adzLJLX ASNE® ¢KAa fSH@Sa | adl33asSNAy
Thisisa clear gap and case to promote TOURLINK tigagaidl workshops on sustainability.
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6.4.6.5 Sustainability in tour guide relations

Sustainability performance of tour guides was high on the agenda. Around 80% of responding
¢hQa adl SR guidéslwbuld b iGtarésled] t& &chieve sustainabiiigining and
certificationrd T pz 2F NBALRYRAY3I ¢hQa 7TF20a/AR3IyA G GONHESS
02y RdzO0 RS@St2LISR 22ky lfyR INEMRRIY Bub RgzBUideN biS QI i
would need more training and awareness raising. ¢ K A key dga@ and opportunity for

TourLink to add value and meet stakeholder needs for sustainability training.

An authorQ @Peter Richards) personal experience conducting tour guide training suggests that
simple and accessible online sustainability trainirgyrbhe most useful for the Thai guides. Tour
guides are often spread around destinations and even countries. It is difficult to collect guides
together for training. Online training may help to overcome this bottleneck. The Travelife

platform already includs tour guide training. This could be tailored to the Thai context.

6.4.6.6 Carbon
WSALRYRAY3I ¢hDm2 ¢SNE KRAPFSRNR2E AOASA FyR FO0A2
emissions throughout yourganisationr y R & dzLJLJ & OKI| Ay Ké
A 82% of surveyed TOs hapelicies in place to reduce carbon emissions

A 18% of surveyed TOs have still no policies in place
wSAaLRYRAY3I ¢hQa 6SNB |a{1{SR ¢6KAOK (1Se& |OGAz2ya

A azal ¢hQada 6KAOK NBALRYRSR (2 emektig dpaigg 4 G A 2y
reduction in offices and avoiding idle running of vehicle engines;

A ¢CKSNSE Aa tAGGES FTOOGA2y &2 FIFENE odzi 3INBI
FYR AYTF2NY Of ASyda l02dzi GKSYQT WRyOSHRY W3
@2t dzy i N2 2FFaSt G2 Ot ASyidaQo CKSNBE Aa |If

A The Tourlnk project is well positioned to support these ambitions. This could be

achieved in cooperation with the Carbon Balance project (see segtbhabove).
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Figure 4.6.6.1 Frequency of various types of sustainability actiomongsurveyed tour operators

3 3

2
. | | § | |
:
. L

We reduce We use low carbon  We have policies We calculate We offer We have included We support our
energy use in (public) transport to avoid idle carbon emission voluntary offset offset intothe  own offset projects
our office as much as engine runs on of tours and to our clients price of our (reforestration,
possible tous and transfers inform clients products sustainable

about them energy, etc.)

M Already have Consider

6.4.6.7 Food waste

wSaLll2yRAY3 ¢ hdoFoubhadveNdliciés @aid adionsiin place to reduce food waste
throughout yourorganisationand supply chail? YS@& RIFGF 3IFAYSR FNRY & dzN

A In general, food waste for the TOs seems to be one of the more challenging issues or
perhaps not high on their priority list.

Apo: 2F adNBSeSR ¢hQa KI@gS F22R étepolices L2t A O

A al22NrAGe 2F ¢hQa adrFraiGdSR GKIFG GKS& |INB AyidS
donate leftovers to people in need, among measured initiatives

A Workshop and training via TOURLINK moving forward is relevant

At!l ¢! Qa C22R 2 | tach(BUFFET)chnDS aruSefuliresource

6.4.6.8 Plastic waste

wSalLlR2yRAY 3 ¢ hOddoubdvdppliciesdandSaitions in place to reduce the use of
plastic throughout youorganisation y R & dzLILXe¥ datd gdinkdyfriné surveys were:
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A Most of the surveyed TOs already have their own policies and actions to reduce plastic
waste in theirorganisatiors and prefer to work with suppliers who have a similar policy.

Ayys 2F Adz2NBS@SR ¢hQa | f NBlIRe KI@8onbt; LI2f A O8

A ¢KS Yz2aid LRLz N LRtAOASE |fNBFRe& o6SAy3 AN
GKS 2FFAOSE oOoym:0 YR ay2 aiAy3atsS dzasS LXFad

A 9 of 15 stated they want to consider working with suppliers with plagilcp in place.

A During interviews, many operators expressed interest in a common approach to

motivate suppliers to reduce and manage plastic waste.

6.4.6.9 Interest in community based tourism (CBT)
wSALRYRAY3I ¢h@a eRSINBs 2hNg] SiIRR Sy a dzNB  okeydata A G &
gained from surveys were:
Awmvmnr: 2F NBalLRyRAYy3I ¢hQa adlFriSR GKFdG GKSe
O2YYdzyAGGASa YR IINB WSy3l3aSR Ay [.¢Qd vy E:>
coY Ydzy A 1 @ LINEsB ® Qdrkeweh stpgliers tB 2 Yy G NA 6 dzi S (12 O2YY

A There is interest to develop and offer employment to people in the local communities.

Figure 6.4.6.91: Do you work to ensure benefits for local communities?

1 1 1

° i

we offer We contribute We work with We train, develop, ‘We contribute to Others
community-based 1o community suppliers that  and offer employment local communities
tourism experience projects contribute to to people in the via own developed
communities local communities projects

W Already have Eansider
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6.4.6.10 Iterest in participating in TourLink activities

wSaLll2yRAY3 ¢ hIddoudviSHNS actively]sGpRort and benefit from the TourLink

LINE 2 &l indicatE which kinds of potential activities they considered to be most useful.

Overal, theNB &4 LJI2 Yy RAY 3 ¢hQa NBaLRYyRSR OSNER L}RaAiAdArgst

the proposed activities. Key data gained from surveys idyhiggeful for TourLink prioritilsg.

T mnxE: 2F NBA&LR Y Rjpiyaworkihg@up lofankdsiri Rour iogtoas on
sustainability within the frame of the TourLink project;

9 mnE: 2F NBALRYRAYH] ¢ARGK I ANKSRI 5@/ Qa G2

for supplier® { SHSNI f ¢hQad &adzZaSaidSR | 02YY2y Oz2y

suggestions to call the sustainable supply chain / supplier code of conduct;

T o> 2F NBaLRyRAY Jjointiyhappioach hoels ant BNESsRppliérs.
One TOnote that processes can be slow, so it is important to make such workshops,

training and engagements effeee and specific so they move from words to action.

i

a

T pmr 2F NBALRYRAY3I ¢hQad F3INBSR G2 RAA&GNROdzi
T o> 2F NBALRYRAY3I ¢hQa FyasSNBR wesSaqQ G2 o
T vy 2F NBALRYRAY 3 dithtiedr suppyiesisdoSraldnB wowkshSps Q G2 A
T yy:2 2F NBaLRYyRAy3 ¢hQa yagSNBR wesSaQ a2
T ymM: 2F NBaLRyRAy3a ¢hQa FyasgSNBR wesSaQ (2 a
T

We can see the responses above are a clear mandate to engage further with the tour operators

in a common approach towards suppliers, training and certification.

6.4.7 Insights from Travelife for Tour Operators in Téyadl

Forty (40) Thai tour operators are registered with Travelife for Tour Operators. These tour
operators are required to upload information into the Travelife system. This provides a useful

data set, outside the sample of 18 tour operators which wererwviewed by the VCA team.
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Certification level
1 companies are Travelife Certified
1 8 companies are Travelife Partner
1 40 companies are Engaged
1 11 companies are Engaged+ (meaning they are paying members that are working on

their certification process)

Reporting statistics
1 Overall, 47 % of the member companies have used the Travelife Partner reporting tool.
Approximately 42 % comply with the sustainability criteria and 5% do not.
1 Overall, 38 % of the member companies have used the Travelife Certifieding tool.

Approximately 33.5 % comply with the criteria and 4.5 % do not.

Sustainability management & legal compliance
1 Approximately 51 % of the member companies provided an answer
1 Most of the member companies that provide answers can comply withdpe
1 The criteria that the largest number of member companies cannot comply with are the
sustainability overview of supplief8), followed byexchange of experiencesd public
reporting(4), andmission statemenanddonations(3).
This confirms that deeloping standards and codes of conduct will be useful, as it will help the

G2dzNJ 2 LISNI G2NB G2 Slairte O2yRdz0G 'y 20SNIASSH

Internal management: social policy & human rights
1 Approximately 51 % of the membeompanies provided an answer
1 Most member companies that provided answers could comply with the topic
1 The criteria that the largest number of member companies cannot comply with are the
employment of persons with special need$2), followed by HR policy an

representation5), anddisciplinary procedures and measuring employee satisfa¢tipn
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Internal management: environment and community relations

1 About 45 % of the member companies provided an answer

1 Most of the member companies that provided answeas comply with the topic

1 The criteria that the largest number of member companies cannot comply with are
carbon offset(25), followed bybusiness travel carbon offsé20), thenbusiness travel
emission16),environmentally friendly cleaning materigl, andprinting company(7)

1 The subtopics that the member companies comply with the most amEste
management,reducing pollution and sustainability training and awarenes©n the
other hand, the subtopics that the member companies cannot comply withntlst

are energyand mobility

This confirms the need for simple and accessible carbon calculation and management tools;

and credible information on environmentally friendly cleaning materials.

Inbound partner agencies
1 About 21 % of the member companipsovided an answer
1 Most of the member companies that provided answers can comply with the topic
1 The criteria that the largest number of member companies cannot comply with are

partner agency polic{s), followed bycontract conditiong2)

Transport
1 About42 % of the member companies provided an answer
1 Most of the member companies that provided answers can comply with the topic
1 The criteria that the largest number of member companies cannot comply with are

sustainable transfer to departure airpg@), folbwed bylocal transport(2)

Accommodations
1 About 39 % of the member companies provided an answer

1 Most of the member companies that provided answers can comply with the topic
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1 The criteria that the largest number of member companies cannot comply with are

accommodation incentive$?), followed bycertified accommodationsand contract
conditions(4)

Activities

About 45 % of the member companies provided an answer
Most of the member companies that provided answers can comply with the topic
The criteria thatthe largest number of member companies cannot comply with are

activities inventorysuppliers communicatigrsensitive excursion codes of conduwtd

certified excursionb)

Tour leaders, local representatives, and guides

1 About 49 % of the member compis provided an answer

1 Most of the member companies that provided answers can comply with the topic

l

No criterion has a significant criteria that member companies cannot comply with

Destinations

1
il
il

About 48 % of the member companies provided an answer
Most of the member companies that provide answers can comply with the topic
The criteria that the largest number of member companies cannot comply witloeat

economic networK7), followed byaccessible destinatiof3)

Customer communication and protection

il
1
1

About 42 % of the member companies provided an answer

Most of the member companies that provided answers can comply with the topic

The criteria that the largest number of member companies cannot comply with are
carbon emission level informatid@5), followed bycarbon compensation with booking
(12), thendonations(11), carbon offset informatiorand sustainability and customer

satisfaction(10), andndication sustainable accommodation and excursi@s

Data on gaps and weaksges will be udal in prioritigang content for durlink training design.
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6.471¢ KS NBf S@OFyOS 2F ¢NI @St AFSQa W{SyaAi
The Toukink project aims to encourage Thai tour operators to register and use the tools
available on the Travelife foFour Operators system. Travelife requires tour operators which
2FFSNI W{SyaArirdsS 9 E OdzNEic@spasthatiihey sallRafid/piokidee & KA O

advice (codes of conduct) for tourists, and special training for their tour guides.

It is iseful to identify which of these sensitive excursion types are relevant for Thailand:

For Thailand:

Travelife's Identified 'Sensitive Excursion Types' Relevant? Comment

1. Culture based activities

Build cultural heritage

Intangible culturaheritage

City tour

2. Nature based activities

Hiking

Rafting

Horse riding Very limited

Mountain biking

Mountain climbing

X| X[ X| X| X[ X

Jeep safaris

Winter sport NO

3. Freshwater or marine based activities

Diving and snorkelling

Boat tours

Canoe trips

X| X| X| X

Motorised activities (Jet skiing, etc.)

4. Community based activities

Visiting traditional communities

Visiting indigenous people

Slum tours Very limited

Visiting schools

X X| X| X| X

Visiting orphan houses
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5. Animal activities

I'FLIAGS yAYEFfa o1l 22Qax SG0d0 X

Working animals (elephants, camel tours, horse tours) X

Safari tours X Very limited
Marine animals watching (dolphins, whales, turtles) X Monkeys

¢CKS GlFo6fS O2y FTAN)YA Euckrsidns list MlvaSrélevantSiq@ JhailarslyTaeh (i A O ¢
SEOdzNB A2y & f A&l aK2dZ R 0SS FTdzNIKSNI LINA2NAGAASR

6.4.8 Commercial drivers for sustainability

Drivers for sustainabilitynentioned duringhe interviewswith Thai tour operatorsncluded:

f Customer expectationgspecially B2B partnersvhileili Q & foNsudtalability to be a
deciding factorsustainability is one of the criteria for being awarded a B2B contract and
overseas partnerdo have increasinglstrong expectationsAt least5 a/ Qa4 Yy SSR i 2

active toshowcase efforts andhowwillingnesgo cooperate on sustainability issues

1 Market trends and public demandDuring the lastlO yearsleadingtour operators have
used sustainability efforts to differentiate themselves from competitors. Trauvehs
notorious low entry barriers anifiercely competitive. All inbound operators used time
during the pandemic to rework products and many to make them more sustainable.

Thisisto prepare forexpected demandndshowcase effort®f positive contributiors.

1 Some¢ h @ra going all in and committing to high level of sussdiitity across their

businesses. g.full Travelife certification, orp.B-Corp is a competitor to Travelife.

1 Overall, increasel awareness ofclimate change andEnvironmental, Social and
Governance (ESG) criterighis is a growing trend in travel, manufacty, and many
other industries eg. committing to 1.5 Degrees / science based carbon targéis

trend is influencing public consciousneBsscova was proposed as an example TO.
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Genuine motivation to make a differenddany companiesvant to make a difference,
andstart out with hands on approaches as this is what they can control. Collecdisiy t

during tours and activities, no single use plastics, not allowing vehicles to run idle etc.

Avalilability of corporate CSR outsourcitigere are now more, igger initiativeswhich
allow tour operators to access high quality CSR without needing @ansegtheir own

projects.E.g.crediblecarbon offsetting by planting treesr make a donation

Availability of carbon calculation tool&radually becoming available to more, different

kinds of businesses (i.e. beyond only airlines).

Unique Sellingoints in productsCompanies like and Intrepid Travel, Buffalo tours and
Discova have added value across the marketingexjxbetter products / experiences;

attractive prring including guaranteed high % of income to communities,ptducts.

Lobbyng EU buyersby civil society:Organisatios such as ABTA, WWHFetc. have
addressed tour operatorsery activelyon key issuesThey have gotterinternational
tour operators on boardand pressure / requests have come down riational or local
tour operatossuchad YAYIlIf NAIKGA FYR GKS aK2G LRA4GF G2

Inside the officeWithin offices, tofulfil ¢ h Qa O2YYAGYSyda (G2 3INBSY

do better, meet expectations of the employees and effectively saving cost as well.

Beyod this, legislation around minimum criteria for the sectoill havea big impact
e.g. include sustainability criteras direct requirements for getting your license as tour
operator, hotel, etc.Laws ®ed to be backed by operationsge if wasteseparation is a

law, then waste collection needs to be separated, too.

Funding to green the value chaiespecially after COVID, businesses hllistretched
for funds. Many will be in deep debt, arthve few funds to invest in sustainability.

Funds /acess to greercreditlined free trainingetc. will help to engage businesses.
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6.4.9 Market opportunities for more sustainable products

Adeskreview of currentourismmarket research provided useful insights for the VCA report.

According toWTTC(WTTC, 2021Yi 2 dzZNRA A Y Q& It 206t O2y dNARo6dziA2Y
2020. The industry lost $USD 4.5 ftrillion in revenue and over 62 million jobs. This included
leisure tourism and a huge decline in business spending. Ex¢e@WID restrictions, long
02NRSN) Of 2adzNBa YR SELISYyaAg@dsS ljdz2 N yiAyS NBId

worst performing region for tourism in 2020.

The uncertainty is certain until at lea®d23(CREST, 202QWTTC, 2021 Many organisations

are attempting to forecast a timeline for recovery. Currently, most forecasts for a return to
2019 arrivals fall between 2023 and 20@ATA, 2021)Girma, 2021)Most research, which

our teamreviewed, forecasts that tourism will reach its lowest point in 20Rten, with more
widely vaccinated populationspurism will begin to recover. However, the dynamic evolution
of COVIBLY, inconsistency and unreliability of vaccination programs (including in Thailand)
make it impossible to bsurewhen a fullrecovery will take placéPATA, 2021JWTTC, 2021)

Travel recgery does not only depend on vaccination rates and opeimtegnationalborders.

The world is now experiencing the worst economic recession since the Great Depiédwsion.
Euro area is expected to be the most affected region with an 8.3% annual decline in its GDP in
2020(PATA, 2021puring upcoming yearguropean tourists will definitely have less money to
travel. Europeans are expectsal take fewer trips, closer to home, by road, focused on familiar
destinations and visiting friends and relatives, until at least 2023 TC, 2021)YCBI, 2020)
Extended periods of COVbrced se@ration from family will also motivate tourists tegend

time with loved ones(Booking.com, 20219tated by 68% of survey respondensdl of these

factors will dampen demand for Europekomg-haultravel to Thailand.

As Thai tourism moves into recovery, Asian and especially Chinese markets will be most

important. The Americas will have similar importance to Eur@p&TA, 2021)
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When Europeans do travel, they will be more cautious of the risks and costs of cancellation,
more sceptical of booking in advance, and more likely to make last minute bookings
(Booking.com, 2021YPATA 2021)(FDI, 2021)(WTTC, 2021)This will make forecasting and
preparing for future demand even more challengiFATAPATA, 2021fprecasts that, under

all senarios (mild, medium and severe), the visitor share of Europe is predicted to reduce by
0.15, 0.33 and 0.28 percentage points respectively. On a positive note, this provides significant
time to support tourism businesses to improve their sustainabilitsfgrenance in preparation

for the return of European markets, where businesses have enough funds to survive.

The domestic Thaieconomy has also beeseverelyaffected by lockdowns. Thai households
are expected to have more vulnerable finances, givengisinemployment and an elevated
burden of household debPATA, 2021Price will be a keglecisionmakingfactor. Meanwhile,
Thaitourism businesses are struggling to survive and finding it difficult to finance getting back
to businesskey staff have left work, changed professions and moved to new providres

positive note, new businesses astart-upsoffer interesting opporturties to include in tours.

What the post recovery future will look like is uncert&@mnganisations agree that tourism after
COVID will be permanently and significantly different from befo@VIFINNPartners, 202Q)
(PATA, 2021)Over half of tourists are likely to change their travel halfitdyman, 202Q)
Tourists and businessesill have a heightened awareness of health iss@sITC, 2021)
including the need to prepare for future pandemics (Finn Partners, 2021). In this new reality,

tourism businessesustbe more agile and flexibi*ATA, 2021JWyman, 2020)
Across market rasarch, other common themes and trends can be identified:

People will seek quieter, more private, natural ar@@dsoking.com, 2021JCBI, 202Q\WTTC,
2021) (Wyman, 202Q)According to Wyman (2@, nature tourism will grow by 8% from 2019

to 2030, with 51% of growth coming from Europe. Nature tourists will have complex
expectations for blended nature and cultural tourism experesjosolunteering and getting off

the beaten track. These trends could be opportunities for secondary Thai tourism destinations

like Nan.Destinations and attractions will need to prepare to manage increased visitation.
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The trend to valuexperiences overrpductswill continue(Wyman, 202Q)Special value can be

added toexperiences connected to local communities, health and wellness, and family travel

(nuclear and multgenerational). Some of this value can be tapped by towgraiors offering
high quality, tailored products. However, at least initially, mé&ayellers especially domestic
families (in Europe and Thailand) will choose-deife and indepedent travel over package
tours. Booking.Com (2021) identified demanduee more environmentally friendly modes of
transport (i.e. walking, cycling or public transport over taxis or rental caffis is an

opportunity for carbonrfriendly tourism packages being developed by Tmk partner, TEATA.

Wyman (202) reported 8% growth per year for the global sustainable tourism market, with

30-50% of consumenesponding that they arwilling to pay more for sustainable products.
Figire6.4.9.1¢ NI St SNEQ NBalLlRyaSa
Booking.Com reportedi | 6 NBy S,
of travelers state that the pandemic has made them
a”_L'l 7\ Y S m,,lﬁ ah-é é@nts Of 2020 6 1 Cy want to travel more sustainably in the future.

could be a crucial tipping point fo

travellersto truly commit to their own

sustainable journe® ¢ 221 dAlsp:

noted da rise in travellers actively

< ." D of travelers admit that the pandemic
. . . . has shifted their attitude to make
searching for more sustable options O/, positive changes n their everyday
s lives.
that are compatible with their growing
intentions to be more thoughtful with each trip that they téke Y R y 2 G§SR (G KS
omake sustainability a transparent and easily identifiable part of their travel deaisaking
proces®¢é¢ ¢ KA a A dechhologidatieRds disBuss@dkb&low. In response, Booking.Com

hasstarted to indicateonlineif hotels are greercertified.

Booking.Com (2021) and CREST (2D20eported rising popularity of ecdriendly
accommodationsCRESTdentified top trends ofcustomers requesting sustainable travel tips
from travel companiesBooking.Com notedhat tourism businessemust make sustainability
information easier to access for consumers at earlier stages of the bobkiagel decision

making processso they can actually put more sustainable travel intentions into action.
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Theseresearch findingemphasisehe importance of good value pricing antkar, value-added
communication of the customer features and benefits of sustainable products and experiences.
Companies can add value by communicating how their holidays enable tourists to contribute to
the issueswhich they care abouytwhile enjoying safe, fu comfortable convenient,authentic,
tech-connected experiencelCREST, 202QFINNPartners, 2020 Wyman, 202Q)

Gonsidering what to communicateresearchidentifies Sustainability issues/hich resonate
strongly with EU customers include climate change/carbon, reducing waste and recycling,
reducing energy and water use, creating more benefits for local communities, reducing threats

to local wildlife and halbéts, and supporting racial and gender inclusivity and diversity.

Carbon was the most frequently mentioned sustainability prica@yoss althe research we
surveyed alsoidentified by Wyman (2021) and CREST (2020) as the No.1, global sustainability
mega-trend. Booking.Com reported that 69% of respondents want to reduce the carbon
footprint of their trip or pay to offset when possible. The gap between intention and action is
well reported. In terms of concrete actions taken by tourists, Booking.Conrtexpthat 45%

of respondents reported making a conscious decisiontuim off air conditioningin their
FOO2YY2RIGA2Y 6KSYy (KSe& ¢S Nssbe wateil 5oHa4d0% ren 037

used towels to save water, and 42¥%opped at small, independeshopsduring their travels.

Crucially, demand for nature travel anldcal experiences damot mean retreating from
technology.Tourists will want to be connected to nature and technol@giNNPartners, 202Q)
(WTTC, 2021Yhey will increasinglgxpect smart technologies to be simply, fully, conveniently,
safely and hygienically integrated into processes of searching, booking, and trahesivepn
destinations (e.g., automed andtouch-free tech)(Wyman, 202Q)

Wyman (2021) shows how the COMI® crisis has accelerated the shift to sustainable,
experiential and digitally enhanced travel and tourism; while, at least for now, reducing the
pressures of oertourism. There will be more demand for immersijvenhanced experiences,

for example by using VR technology to enhance museum or sightseeing@\Wigitean, 202Q)
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Figure 6.4.9.2 New mega trends in tourisifwwyman, 2020)

4 MAIN NEW MEGATRENDS

Experiential
revolution

Business
travel reset

* Experience over
products

* Work from home

* New travel policy
- = Disruptive concepts
« Co-working
* Wellness and

* Reinvented events well being

* Domestig rebirth

* New destinations

Nature &
sustainable
tourism

* Fast growing nature

tourism

* Sustainable

management

* Local communities

* Travelers as actors

and ambassador of

Digital
enhanced
experiences

* End to end
platforms: travel,
mobility, leisure

Digitally enriched
experiences

* Experience focus
platforms

responsible tourism * Seamless travel

(biometric)

In terms of B2B sustainability market trend®Vyman (2021yeviewed andsummarised top
sustainabilitythemes from 35 tourism industry position papers. The report identiffezltop 6
themes, to which tourism businesses and organisations are giving top priority: carbon
reduction and compensation, community engagement, pupligate collaboration,
preservation of biodiversity, overtourism management (less prioritised during COVID) and

digital accéeration.

Wyman summasged thesecalls to action across industry positioning papers in the table below:
Fig 6.4.9.3Calls to action§Wyman, 2020)

IDENTIFIED CALLS TO ACTIONS ACROSS PAPERS

Number of position papers referring to...

ENVIRONMENT SOCIAL GOVERNANCE
Energy - Policy Influence
& Emission Communitiex & Collaboration
T - Diversity Data Privacy
Blodiversity & Inclusion & Cybersecurity
Waste Training & Risk
& Water Development Management
Sustainable Human Ethics

sourcing Rights & Co

© Otreer Wymen S — —

The Global Sustainable Tourism Council repofeREST, 202@)at a significant amount of
tour operators gained sustainabtertification in 202Q especially among DMCs and local
inbound operators. Drivers included awareness of the value of certification as a disciplined tool

to improve business practices, and as a credible way to justify sustainability claims.

Page |167


https://www.gstcouncil.org/certification/become-certified-tour-operator/

As a result oborder closurescompulsoryguarantines,economic ecessiorputting pressure of

O2YLI YyASEAQ RAAONBGAZ2Y I NE ALISYRAY 3 -ineyrRetirgNB I (G SN
technologiesenthusiasm for business travel is likely to remain limited for the foreseeable future

(FDI, 2021 PATA, 2021)Wyman, 202Q)This willaffectthe business and MICE sectors. There

will be higher demand for virtual and hybrid eveEDI, 2021)This is relevant forhe Toutink

project in terms of levels and timings of project engagement with the MICE sector.

Specifically related to EU markets for community based tourism, CBI (2020) reported that

European travellers increasingly aim to travel responsibly and segkeiexperiences.

According to CBI (202@BEA is the top CBT destination for Europiavellers Top markets for
CBT are Germany, UK and The Netherlands, followed by France, Spain and Italy. Across these
markets, recommendations by friends/colleagues/relatives, websites collecting and presenting

comments, reviews and ratings from travellers are top influences forhase decisions.

CBI advise CBT operators to develop products and experiences which are authentic, sustainable
and directly involve the community; ensure that CBT accommodation standards are suitable for

target markets; combine CBT with adventure atiég and establish marketing partnerships.

Tour operators and communities can add value to CBT itineraries through developingdmands
learning activities for children, and employing skilled tour guides with English skills, charisma,
and the ability tofacilitate cultural exchange between tourists and local people. Location, along

or close to key tourism destinations and routes is a key for success in European markets.

Based on age, CRlentifies three main target groups for CBT. The largest group Baby
boomers (born 1948965). They are wedlducated, travel frequently, have a good budget for
travel and often like to combine authenticity with comfort and luxury. They usually travel as
couples or in small groups. Gen (Korn 19651980) is generaly welleducated and well
travelled. Most of them have fultime jobs They have less time than baby boomers, but are
more priceconscious. They look for authenticity, and are motivated to see how other people

live and give something back. They usuallydtas couples or fands Millennials (born 1980
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1995) are seeking to learn new things, develop themselves and support the local communities
they visit. They are also wadbucated, but since many millennials are still students or on a gap
year, they havehe smallest budgets of the three groupsll three target groupsre willing to

paysomewhatmore for an experience which contributes concretely to the local community.
Responses from Thé&ih @n@l DMCs during interviews complement the desk research.

Tour operators responded thaoming out of the COVID crisis, there is expected to be demand
for high quality, sustainable products and experienagkich can be value added by quality,

safety, and attractive storelling. Tourists are likely to be prisensitive for considerable time.

Productsand featureswhich are expected to be in high demaad Thailand moves into COVID

recovery which were mentioned during interviews with Thai tour operators included:

1 Overall,engagingexperiences and digitalgnhanced sights.
1 Health, safety and hygiene will be important considerationgravellers
1 Sometravellerswill be seeking visits to remote (perceived as safer) locations. However,
not all tourists will be interested in safety and solitudahertravellers will want to get
Wol Ol Ayid2z2 0KS ONRhRuhOeed tdprepateXof bothgroupd2 3 a A o0 f S
1 Transport:Local transport like tuk tuk, long tail boats, river boats, song thaew trucks,
trains, pick ups, busses and main stream transptaking into accountsafety and
distance.
1 Restaurants: Local food activities and experiences, visits to markets, organic or

sustainable farms (from farm to table etc)

OtherActivities

1 Handson, local activities and stays in communities, outdoors, nature, fotidites, try
your own skills, adventure, in general enhanced activities becomes experiences.

1 Sights with digital enhancement as achitecture, mapping layers of previously dated
content or future content explaining or sharing things more interactively te th

individual. Selfguided tours is another trend, which seems to be followed by a number
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of the TOs. This type of activities can for most parts exclude the main stream tourism

transports and be experienced on foot, cyclesaoters or by use of public traport.
Responses from the tour operators confirmed significant demand for CBT / local experiences.

What is the potential for communitpased experiencefor your organisation and EU/Western

markets?

Figure 6.49.4: CBT potential for companies aidJ/Western markets

T 2dzi 2F wmMn ¢hQ&a FyagsSn
27%
3 out of 14 answered 5 = highest relevance

4 remaining scored relevance of CBT by 3 points

46%

@ High potential Potential Medium potential

Small potential Less potential
6.4.10 Value chain constraints, risks and opportunities

Insights into obstacles and constraints to scaling up sustainable tourism sales were drawn from
the desk research and interviews with the responding tour operators. All of these obstacles and

corresponding solutions are framed within the oxaaching needo move into COVID recovery.

A Booking.com (2021) survey found that 36% of respondents felt@heyy Qi I FF2 NR & dza
travel, 34% indicated making more sustainable travel decisions wanrdgtrict their itineraries

and 34% agreed thasustainable desbations do not appeal to thenas much as other
destinations. 41% of respondents reported thatttiRy2 y Qi 1y 26 K2¢g G2 FTAYR
options This confirms need to communicate sustainable choices mmoee attractive way,

GKAOK aK2¢ga K2g adzadl Ayl oAf holidys ankeyperierige?. (G Yy I A 0

Figure 6.4.1Q1: Key trends in the Booking.Com Sustainability Survey gB@dking.com, 2021)
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Booking.com

However, despite 76% of travelers pledging to
seek out accommodation that has reputable
ainability accreditation, barriers

49% of travelers believing there
simply still aren't enough sustainable travel

options available in 2021.

221 Ay 3P/ 2 Y QreathBAIENEZUSRG NIF fi88 G KS WwWof I YS 3IFYSQ

tourists and tour operators, each waiting for the other to take action.

Booking.Com reported the top three reasons that accommodation partners are not
communicating tleir sustainability efforts to guests are:

1) oo R2y Qi 0StAS®S (KSe& FINBE R2Ay3 Sy2dzaAK

3) 28% are concerned that their guestay find communication patronisg.

Booking.Com concluded K | tlese dreservations from partners highlight that significant
challenges remain in the industry to make sustainability information easier to access for
consumers at earlier stages of the booking and travel deemigking process, so they can

actuallyput more of their sustainable travel intentions into actin.

Thai tour operators weralso asked by the VCA team abopérceivedobstacles to offering

more sustainable product® European B2B partners

The biggest obstacles reported by respondents citare considered to be within control are:
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1 Overseas partners argable to accept any cost incredsem change in product
2 Sustainable products often includesappliers that are more challenging to work witth
term of access, communication and allotmenihich limit the implementation
3 Welack capacity to approach and train our suppliers
These challenges will be faced in the context of COVID recovery, with loss of jobs during the
pandemic seeing talent, passate resources and knowhow leaving the industry. Very
significant changes across companies and organisations means more awareness and efforts is

YSSRSR (2 0 NRoy Boardsystigabilityl, #h&nLdirir) again becomes relevant.

The responses abewagain confirm that pricing will certainly be a key success factor.

Figure 6.4.10.2Nhat obstacles hinder you to increase offering more sustainable products?

[l We are not aware which sustainable products
are available in the market

21%

Sustainable products often include suppliers

that are more challenging to work with in term

of access,communication, allotment which

limit the implementation

We lack capacity to approach and train

24% our suppliers

We are not in the (market) position to
drive change among our suppliers

Our overseas partners are unable to accept
any cost increase from change in product

The Tourlnk project will be able to support Thai tour operatorsttain their supplies.

Efforts to use market pull to motivate sustainability at sector level will also depenldoan
Chinesemarket demand for sustainability develop#f Chinese markets value sustainability

actions, it will supportlie message and aims of the Tankproject. If Thai tourism businesses

know that their most important markets, likely to revive earlier than European marketsnot
activelyinterested in sustainability, then haybecomemore challenging to motivate them.
Author,Jorgensen noted thatsuéi Ay 6 Af AGe R2S&a y20 KIFI@gS || WeK
universal stakeholder buy. Publieprivate sector collaboration still needs to be strengthened

and made more effective, to motivate more effective and scaled up sustainable tourism.
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7. Key conclusions and recommendations

This section is designed to be salbntained Readers with limited time can readhe
conclusions and recommendatiohapter without needing to read the full report. Readers
seeking further information or clarification can thdearn more, bygoing directly to the

relevant sectionusing the contents page.

Tourlink - A Y &gre@retheThai tourism supply chain by a business led approach, involving EU

0d22 SNB X ¢KIFA (2dzNJ 2 LBeldoie2INGUAY YV RA (0 K$ ¥ RID B dzAIE A B
mobilisng and mentoring tour operators, accommodations and other tourism suppliers to

achiexe minimum standards for Sustainable Consumption and Producliom: operators

adopting sustainable practices will be coached, certified and awarded by the internationally
recognsed Travelife programme. The project will also support Thai tourisrhuiging B2B

linkages promoting green finance;reducing carbon emissionspntributingto the challenges

of plastic and food waste; and ensuring tourism benefits destinations, communities and SMEs.

This Value Chain AnalygMCA) of the Thai tourism industrya key output of the Tourhk
project. The core activities conducted to complete this VCA were 1) desk research and 2)

interviews with a sample of 18 Thai tour operators, which all focus on European markets.

The VCAlescribes the Thai sustainable tourism policy and stakeholder environment; identifies
key sustainability issues in Thai tourism supply chains and destinaitndregjuces a sample of
ThatEU sustainable tourism operators; and helps to identify which Tdwism suppliers,
products, destinations and routes toipritise in the ThaEU tourism value chain. The VCA also
identifies and prioritises opportunities for taboration with related organations and projects.

As a reference document, mapping importastakeholders across Thai tourism sectors and

crosscutting sustainability issues, the V@A also be useful to other projects and initiatives.

This VCA is a qualitative study. Recommendations are base&deight andthe frequency of
responses duringurveysand interviewswith Thaitour operatorsand organisationsalongside

secondary data from Thai government and other sources. Overall, the researchers are confident
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that this data provides a complete enough picture to inform futdi@urLinkactions.Further,
guantitative research to identify most important activity suppliers by volume is recommended.

Conclusions and recommendations are presented by key VCA objectivi@aridnkheme.

7.1 Overall conclusions and observations

Thailandis a regional tourism leader, with a welkveloped ecosystem of sustainable tourism
policies and organisations. Thai tourism stakeholders, across public and private sectors, have a
sophisticated understanding of sustainable tourism. They are working hardaise
sustainability performance. Nevertheless, partly as a result of success growing the industry,
Thailand faces significant environmental and social challenges to managing tourism

sustainably.

The complexity of Thai tourism supply chains, whicHuo literally hundreds of inputs,
depending on the services being offered, means that a particularly broad range of stakeholders
are involved. Thai tourism value chains also have tequaihts across multiple aspects of

sustainable development, with grepbtential to create positive and negative impacts.

This is both a challenge and an opportunity. It is a mammoth task to engage with all of the
various types of suppliers which are involved iroathesetourism product inputs However, if
approached stp by step, one can see the potential of tourism to be a uniting common interest,

capable of motivating cooperation between otherwise disconnected sectors and stakeholders.

This report was written during the COVID crisis. The results were impacted bytainty,

during extraordinarily challenging and dynamic times, with suppliers closing operations daily.
¢tKS /hxL5 ONRAaA& ONBFOSa F+ aLkOS G2 WwWodaAtR
many obstacles, key of which are reduced savings, @elatJoss of skilled, experienced staff.
Tourlink can support the Th&U tourism industry to prepare for COVID recovery. However,

we need to expect that tour operators and suppliers will have few resources to invest, and

may be significantly undestaffed. The TourLinkproject will need to providesufficiently

simple tailored tools. Success will also require a coordinated approach. Greater cooperation
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will lead to greater results. Tourlink project partners can each play an important role by fully
harnes#ng their individual expertise and networks towards the project goals. The project will
also benefit from additional engagement with carefully priesgt Thai, public and private

sector stakeholders.

7.2  Lessons learned about Thai tourism supply chaiproducts

7.2.1 Overall

The VCA confirms th&ourLinkproject logic thatinbound tour operators are in a unique
position to be ambassadors for sustainable tourism: both by the product choices which they

makean offer to clients, and by motivating their suppliers to raise sustainability performance.

A supply chain approach is a very effective strategy to motivate tourism businesses to raise
their sustainability performance. However, the scale and diversityrofiycts, services and
inputs in tourism value chains can easily become overwhelming, and an obstacle to effective
action. The TourLink project can make a significant contribution, butnedt to scope and

prioritise carefully and offerdifferent levelof engagement for different types of suppliers

More experienced suppliers will be able to engage with existing, sophisticated green schemes
like Travelife Partner and Certified, and the Greenleaf Hotel Certification. Other suppliers, with
lessexperie8 Ay adza il Ayl oAfAGEI -MAD clardskeE tamoNgS. Y dzO K

The results of the VCdo assistus to clearly identify which suppliers and tools to focus on.

7.2.2 Market insights and implications

Thailand is a very well establesdh diverse destination with high percentage of repeat visitors
(70%+). In 2019, Thailamecorded an attime high of 392 million international visitors (TAT),
accounting for 11% of GDP and 20% of total employniBGIT, 2021)China was the biggest

oLV

9Frad !aAaly YIENJSGO Ay ¢KFEAflFIYRXE |002dzyiAy3a T2

second biggest international market, accounting for 12.65% of all arrivals to Thailand in 2019
(MOTS).
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Western markets accouat for 25% of total visitor spend. The top 3 source markets in Europe

were 1) United Kingdom; 2) Germany and 3) France. Chinese visitdesapproximately three

times more trips to Thailand than Europeans. However, Europeansdstagr twice as long on

aveaage (17 days per trip for the top 3 European markets). Domestic tourism is also significant.
COVID restrictions havied 412 ! @Al t I OAFAO o06SAy3a GKS 42NI RC
tourism in 2020. The COVID crisis has cost Thailand over 1.2 milliisnqobsWTTC, 2021)

COVID recovery is not expected until 2023 at the earliest. Recovery from European matkets
require more than increasing vaccination rates and opening borders. Across the board, current
research sggests that European tourists will have less money to travel, take fewer trips, closer
to home, by road, focused on familiar destinations and visiting friends and relatives, until at
least 2023. When Europeans do travel, they will be more cautious ofiske of cancellation,
more sceptical of booking in advance, and more likely toake last minute bookings
(Booking.com, 2021)CBI, 202Q)(FDI, 2021)(PATA, 2021)WTTC, 2021)This will make
forecasting and preparing for future demand more challenging. However, we will have enough

time to prepare.

Inside Thailand, households are expected to have marmerable finances, given rising
unemployment and an elevated burden of household dgPATA, 2021 ourism businesses in

Thailand are struggling to survive and will find it difficult to finance getting back to business.

Many key stafhasalready left work, changed professions and moved to new provinces. This
means that the Towink team need to be prepared to offer support where it is most needed.
Concretely, in terms of sustainability management, we must develop adeessdls and

training, which will help Thai tourism professionals to upskill and become more employable.

Tourism after COVID will be permanently different from before, includinguch-heightened
awareness of health issuesourism businesses will need be moreagile and flexibl§PATA,

2021) (Wyman, 202Q)Across market researchther common themes and trends include:
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People will seek quieter, more private, natural areas and nature tourism will ditog.

is an opportunity for scenic, secondary tourism destinations like Nan province.

Sustainable tourism awareness and demand is at atinadl high (Booking.com, 2021)
and travellers are actively searching for more sustainable options, suchgr@aen
certified accommodationgBooking.com, 2021JCREST, 2020 owever, tourists will be

particularly price sensitiveClear, attractive, valuadded promotion will be essential.

Thai tourism businesses must learn hownake engaging sustainability information
easier to access for consumers, at earlier stages of the booking and tiesislon

making processso they can put more of their sustainable travel intentions into action.

The trend to valueexperiences over producigll continue. Special value can be added
to experiences connected to communities, health and wellness, anty fmaviel. Based
on the analysis above, standards and codes for excursions and activities will need to be

simple and accessibkeg. approximately20 key criteria covering higistimpact issues

Sustainability issuewhich resonate strongly with Europeanstomersinclude climate
change/carbon, reducing waste and recycling, reducing energy and water use, creating
more benefits for local communities, reducing threats to local wildlife and habitats, and

supporting racial and gender inclusivity and diversligese messages can add value.
Carbonwas the most frequently mentioned sustainability priority, both B2B and B2C;

In terms of concrete actions which we know are being takd#mosing to shop at small,

independent stores the currently most popular purchasing choice tourists are taking.

Demand for natre travel and local experiencdoes not mean retreating from
technology. Tourists will increasingly expect smart technologies to be conveniently,
simply, safely and hygically integratednto the processes of searching, booking, and

traveling between destinations (e.g., automatetblich-free tech)(Wyman, 202Q)

There will also benore demand for immersive and enhanced experignioesexample

by using VR technology to enhance museum or sightseeing(Wgitsan, 202Q)
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1 The 6 sustainability themesvhich tourism businesses and organisations are giving top
priority are: carbon reduction and compensationpmmunity engagement, public
private collaboration, preservation of biodiversity, overtourism management (however,

this is less prioritised during the COVID crisis) and digital accele(sigman, 202Q)

1 Business travel iskely to remain limited for the foreseeable futu(€DI, 2021)(PATA,
2021) (Wyman, 2020yvith higher demand for virtual and hybrelents(FD, 2021)

7.2.3 Most important travel products

Listed from largest to smallest categories, TAT tougpenddata for 2019 shows that:

Accommodations the biggest category, representing 28% of total spend
Shoppings the second biggest category, representing 24% of total spend

Food & Beverages the third largest category, representing 21% of total spend
Local Transpotis fourth largest category representing, 10% of total spend
Entertainmentcomes in as fifth largest category, representing 9% of total spend

Sightseeingixth largest category, representing 4% of total spend

= =2 =2 =2 A A

Medical Care and Miscellaneoos a shared ¥ place. Each holding 2% share of spend.

Key insights for Thd&U tourism:Accommodations the biggest portion across all 3 markets.
European marketspend a higher proportion on Apod and beveragesnd B)transport
compared to Oceania and East Asian markets. Shopping is most important to East Asian but
least important to Euspean marketsProduct and experience developméimcluding creative

dining experiences) will add relatively more value to European customers (TAT, 2019).

Lyo2dzy R {2 dzNJ 2aredfedeniral N of profeéssional Bi2B tourism supply chains.
Tour operators often sell a wide range of itineraries, and have hundreds of suppliers in their

contact lists. However, most volume will go through a smaller liptefierred or key suppliers

The most populaproductsfor European markets, proposed by pesmdents in the VCA surveys

are day and multiday tours Cultural productsvere second most popular. Other, most popular
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products weretransport(e.g., registered taxis, chauffeur driven sedans, vans and buskeS

is as a key decisidactor (e.g. fire extinguishers, first aid kits, seat belts, driver performance,
vehicle standards etc.gccommodation(mainly 35 star accommodations, plus homestays and
guesthouses) an&ports and adventure activitigsMICE Other key suppliers proposed for day

or multiple day touring consist @&ight entrancesandtour guides Regarding F&B, respondents
noted that western markets seem curious to try all kinds of eateries, as long the sanitary and

hygiene standards are good. More needs to be done to train aothpte local eateries.

7.2.4 Activities and excursions

The Tourink project aims to developew sustainability standards and codes at activity level.
Insights intohighly popular activities came from desk research and tour operator interviews.

From deskesearch, we learned the following:

1 Generally, coming out of the COVID crisis, there is expected tdebwand for high
guality, sustainable products and experiencéalue can be added by quality, safety, and

attractive storytelling. Tourists are likelp be price sensitive for considerable time.

1 Health, safety and hygien&ill be important considerationuying excursionsSome
travellerswill seek visits to remote (perceived safer) locations. However, not all tourists
will be interested in safetyrad solitude! Othettravellersg A £ t g yaG G2 3ISG Wi
ONRBGRAQ & a22y & LI2aairotSed ¢2dzNJ 2 LISNI {2 N

1 Relevanttrends includehandson, local activities learning activities (learn to d&- Q

yourself); community stays; outdoors and nattrased activities and food activities.

1 Sightseeing with digital enhancemeist another big trend. For example, using VR to

explain things more interactively with individuals; or share layers of deeper conten

1 Selfguided toursre gaining popularity. Relevant to carbbrendly tourism, these types

of activities can often be experienced on foot, cyclsceoters or by public transport.

1 Enhancing services into experiencesinother key trend g. making tansport into an

experience by using tuk tuks, long tail boats, river boats, song thaew trucks, etc. Making
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eating / restaurants into an experience through local food activities and experiences,

visits tofreshmarkets, organic or sustable farms (e.g. &fm farm to tablg, CBT, etc.
vdzSadAz2zya Ay GKS £/ ! AdAdz2NBSeé RAaAGAYy3IdzAiaKSR 06Si

The results of the questionnaires also confirmed high demand for various kinds of activities.
However, in practice, when tour opators responded to qué®ns, there was some overlam

addition to the information discussed in 7.2.3 above, respondents reported the following:

Day and multiday toursinclude a wide variety of services and activities. Popular types of day
tours, whid tour operators mentioned, includedland tours and city tours reported above,

cultural activities and sports and adventure activitieeye also rated as very popular.

The mostpopular / important activitiesnentioned by respondents during surveysre:

18t Transport/car rental 29%

2" Visiting buildings and cultural heritage 19%
3'd Motorised boating 14%

4" Elephant Activities 10%

5t Adventure (biking and trekking were mentioned) 9.9%

Other, key insights gained from the survey and follgwinterviews included:

A Thai cultural productare still in high demand. However, there is less demand for staged
cultural performances (unless they are excellent). There is more deman€Bar
visiting communitid@ +F YR Wl dzii KSy (i A O ke dddkifigRtlassesy S E LIS NA §
A Natural sightseeings another very popular activity
A Operators offeringanimal activitieso EU markets prefer to featurethical products
A Elephant activitiesare in high demand. Due to increased consumer awareness over
animal welfae, elephant viewings now more popular than other elephant activities.

A Adventures very popular, wittbikingandtrekkingmentioned as key activityypes.
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Further research would be useful to learn more about which specific kinds of sports and

adventue suppliers arenostimportant in terms ofabsolutevolumesin EUThai supply chains.

Thai tourismproducts, suppes and activities are summaeis in the Thai VCA diagram:

Source region

to/fram Destination
destination
PI;::;%& ':;g;;?ng Accommodation Fwigfﬁ;"ﬁ"’g o Getting around  Buying supplies Recreation & activities
Tour operators Transport Accommodation Food & beverage Transport servi-'c-r:gfofi . LGIS::: V?;;Zmes pSpecmw ‘;::s

) Nature/Adventure
Re!mle’fsl markets, providers MICE providers
shopping centres B (cycing, trekking,
kayaking, rock
climbing, diving &
snorkeling, etc.)

Airlines,
shipping companies,
airports

Tour operators,

travel agencies Hotels, resorts Restaurants Domestic airlines

Railway &
coach/bus
companies

5 Public transport Wellness & CBT operators
Homestays, Food stalls & Rtwey, b l,z ‘ i — (homsestays,

e local eateries metro, cte)  [terapist chideare etc) i Animal/Wildlife Jherdicraft experiences
d 5 and shopping)
providers
(Elephant camps &
Transport Internet, _l;f,'”“““’ :fsi, Food expereince
. . . witalife foundation, .
Cafes & bakeries companies security, i di'f i i providers
b ic.) bank wildlife walching eg, (Cooking class, dinner
s, van, etc. an birds, whales, fireflies) Ml * cruises, farm stays/
agro tourism, tea/
coffee experiences)

Assessment/
booking platforms,

Hostels,
guest houses

Cruise ships,

Insurance
ports

Vioggers, bloggers,
Journalists, Can rental, local &

authors, publishing ll public transport
companies

. . Transport rental Beauty & Spa
Camping Bars & nightclubs agencies (hairdressers, Guide services
(car. motorcycle, etc @ massages, etc.)

£
3
S
S
3
>
o
£
<
5
g
g
=
2
y

Leisure sports
Local transport Cultural providers,

(Tuk tuk, boat, artists,
taxi, etc.) event organisers

In coming agencies, business associations

Tourism organisations, DMOs

Cystomer Provider groups Micro level: Meso level:
Journey

Direct value added Support

(Adaptedby VCA team based on GlZ, 2021)

The authors note that while mosturveyedtour operators are interested to share information,
and engage in a common approach towards supplEsmeare wary to share contact details of
GKSANI Y240 WLINAIT SR QacceskltdpeclSdhlidrss & ke éompetitive 6 S O dz
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advantge. The Tourlink team should request Thai tour operators to share more supplier

information, as they begin to engage more actively with standards and training activities.

7.2.5 Competitiveness

CompetitivenessThe most important factors for competitiveness in EU markets proposed by
0 KS ¢ sevice qualitihealth and safetyandvariety of offer 81% of tour operators agreed
that sustainableproducts give them a competitive advantage. Other important factwegprice

(will be highly important in the COVID recovery periatjjity to modifyservices or products,
instant purchase, instant availability anglystem integration Technology is considered the

biggest disruptor in travel and tourism, which drivessways of buying and doing things.

7.2.6 Destinations and routes

The most important Thai tourism destinations for Europdeavellers proposed by Thai tour

operators interviewed in the VCA, areAuketand Andaman, ZBangkokand 3)Chiang Mai

Most travellers start their trip in BangkolBangkok to Chiang Mai was also confirmed as the
most popular overland routélhis confirms the ToukLy | LINR2 2SO0G Qa OK2 A OS

Project partner, DASTA is working on sustainable tourism developmemany emerging
destinations across Thailand. Of these destinations, tour operators identified Chiang Rai,
Sukhothai, Trat, Nan and Loei provinces as the highest potential. Sukhothai can be visited
conveniently between Bangkok and Chiang Mai. Nan isnareasingly popular destination
among Thatravellers Tourlink partner TEATA is also engaged in several current research and
development projects in Nan. Therefonee recommendTourlink to include amicro-focus on

sustainable tourism isukhothaand Nan(based on active support by DASTA and TEATA).
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7.2.7 Sustainability inside the interviewed Thai tour operators

Tour operators have different approaches to sustainability and carry out different kinds of
activities. More collaboration and sharing bést practicescould optimse scale ofimpacts

Using common measurements and methods would help to assess progress over the sector.

Most businesses favour women (74%) and Thai nationals (87%) as emplayesyy 17DMC

GM/Managers which the Tourik teaminterviewed, 65% were male and 35% were female.

The majority of operators havsustainabilitypolicies, prefemore sustainablesuppliers, and

are taking action to reduce plastic (88%) and carbon emissions (82%). Over half surieyR@
have policies lad actions to reduce food waste (53%), value sustainability when working with
hotels (69%) and use toadle identify sustainable hotels.g. Sustainabilityclauses in contracts

(73%), using sustainabilias selection criterigs0%), and sharing best practices (60%).

All of the surveyed businesses (100%) seek to benefit local communities, and many offer CBT.
However, there igack of common understanding about CBfd need to provide training and
facilitate smoother cooperabin between Thai tour operators and local communities / CBT. The

Toullink project should actively support DASTA to link tour operators and CBT communities.

All surveyed tour operatorsommunicatesustainability in their online, public communications.

Thel 2 dzNJ 2 LdBstdrequamifinizntioned sustainability actions are sumrmsetdibelow:

Figure 7.2.7.1 Public communication of sustainability actions by surveyed Thai TOs/DMCs

Public communication of sustainability actions
by surveyed Thai tour operators / DMCs
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This suggests thatommunities and carboh N G KS Y2 ald L2 L2t |AND ald3SR o
Downstream respondents reported that most outbound B2B partners view sustainability
positively (85%), with highest expectations for sustainability from Northern European and
Australia Pacific B2B partners. Key priorities / needs for raisingusability performance,

proposed by the tour operators, include transport (including boating) and built heritage.

Increasing value given to sustainability in East Asian (Chinese) mar&gtbean opportunity
for Toulink. Itmaybe an incentive for Thaih Qa G2 | OGA @St & LI NI AOALI G

Upstream key factos when choosing suppliers are [icense, insurance & complianc®),
Health& safety 3) Product& service. The interviews showed that whslgstainability was not a
decidingcriterion for choosing a supplied & 61 & NI 6SR WAYLRMIofyGQ o8

these issues should be included in trainaantent for new activity and excursiosuppliers

az2ail adzNI aE&iRwolkavith@reir suppliers to improve sustaiiip performance

YR SyO02dz2N)} 38 GKSY G2 22Ay SEGSNYyIt GNXAyAy3Ia
work proactively with their suppliers to create more sustainable products and 69% reported

that they encourage their suppliers to join sustility certification programs and activities. 9

out of 15 (47%) of surveyed TOs reported that their suppliers commit themselves to sustainable
targets in contractual agreements. Cruciatiply half of the surveyed DMCs track or measure

their sustainabiliy. Surveys showed that while all companies deliver sombadsustainability

GNI AYAYy3AI yciz da ot réndeyihSsaistaiRabifitatraifirdg for their suppliers

¢ 2 dzNJ 2 LIS NI (i 2 Naw daysNdrk bravishSdwiork with hotels in ysupply chain

Ay (GSNXa&a 27F Thedmsticbrimbn attioris Eulirénty deing taken are:

MH 2dzi 2F mMp I 1707 2F ¢hQa dzaS &dzaidl Ayl oAf

Mn 2dzi 2F mp ' cm: 2F ¢hQa dza8S adaAadl Ayl oAf

10outof 15=60%dfh Qad aKI NB 06Sad LINI OGAO0Sa gAl0K K2
y 2dzi 2F wmp T nm:r 2F ¢hQa NBldsSaid K2GSta
c 2dzi 2F wmMp I oo:r 2F ¢hQa 62N] 66AGK 20§KSNJ

> > > > >
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The Tourlnk project can playa useful role coordinatingthese efforts Thai language online

training (e.g.on Travelifewill make it much easier for tour operators to train their suppliers.

7.2.8 Interest to cooperate with the TourLink project

Responding tour operators ameterested to cooperate with the Talink project, as below:

Very high interest:
A Join a working group of inbound TOs on sustainability (100%)
A Setting common minimum standards for suppliers* (100%)
A Jointly approach hotel and tour suppliers* (94%)
A Distribute a common consumer code of conduct* (94%)

A Participate in market access activities (94%)

High interest:
A Invite suppliers to training workshops (88%)
A Train staff on sustainability (88%)
A Share details on key suppliers (81%)
A Work towards Travelife certifitian (75%)

F{ SOSNI f ¢ hcevamoa dadtAGual agpiRact sustainable supply chain / supplier

code of conductDeveloping and reporting on common standards and codes will eventually

SYyFrofS G2dzNJ 2LISNI G6§2NAR (2 labDlilypa&farmeneé@S NIDASsa 2 F

h¥ 0KS 4dzZ33SadSR adadlAylroAftAdGe LINF OGAOSaz IO
Acm: 2F ad2NBS@SR ¢hQa NB Yz2aild AyiSNBaadSR A
Apor 2F &adz2N¥WSe@SR ¢hQa rejuesiing Odels o\ codplileyad (0 2

adzadFAylroAfAle OKSOlftAald 2NJ g2N)] 6AGK 20KS
Both of these needs can be supported by the TourLink project. Common formats of contract

clauses and checklists can be developepiarinership with Travelife and Taunk partners.
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729 ¢2dzNJ 2LISNI 2NBRQ GNI AyAy3d ySSRa

The team gained insight on training needs from the tour operator interviews, and by analysing
0KS NBadz Ga 2F ¢KIFA G2dzNJ 2 LIS Nding &denQespobding NIi & 2
tour operators emphasised the need for sustainability training, deeper into supplyschais

common but also very inefficient for several different tour operators to train the same

suppliers. TourLink can add value by trairsngpliers which are used by many tour operators.

Tourlink shouldinitially focus on the most important and popular products and services for
maximum impact.Tour operators and tourism associations (e.g. THA, TESXOAATTA can

support this by reachingut to suppliers and actively encouraging them to join the training.

7

| NEPdzy R yx: 2F NBALRYRAY3I ¢hQa I NB toraghie®NBE a (0 SF
sustainability training and certificatidh I yR T p2 2F NBaLRYyRAYy3I ¢hQa
amriay | O2RS 2F O2yRdzOG RS @S fTHsLidSaRpar@dax gap andl | O NE
opportunity for TourLink to add value and meet stakeholder needs for sustainability training.

Responses to the Travelife system provide additional insight®ommon trainingneed areas:

Travelife criteria Issues which tour operators find challenging / have not reported on

Sustainability management ¢ Sustainabilityoverview of supplieré’), exchange of experiencesid public reporting(4),

legal compliance mission statementinddonations(3).

Internal management: socig employment of persons with special negd®), HR policy and representatiqfd), and

policy & human rights disciplinary procedures and measuring employee satisfa@ipn

Internal management:envi. / | carbon offset(25), business travel carbon offsg20), business travel emissio(l6),

community relations environmentally friendly cleaning materigB), printing company7)

Inbound partner agencies partner agency policgs), contract conditims(2)

Transport sustainable transfer to departure airpd@), local transport(2)

Accommodations accommodation incentivg), certified accommodationgontract conditiong4)
Activities activities inventory suppliers communicatigrsensitiveexcursion codes of condyaind

certified excursiongb)

Tour leaders, local No significant criteria that member companies cannot comply with

representatives, and guides

Destinations local economic networ{?), followed byaccessible destinatiof3)

Customer communication an{ carbon emission level informatig¢t5),carbon compensation with bookir{@2),donations
protection (11), carbon offset informationand sustainability and customer satisfactio(i0),

indication sustainable accommodation and ersions(9)
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Interesting to note thatcarbon and employing people with special neads key botie-necks.

Carbon is already a Toumk priority. Additional specialneedsfocus can be added to training.

7.3  The Thai tourism orgasation, policy and projeanvironment

Sustainability is embedded into Thai government policy at the highest IEeel.example,
Thailand? &lational Social and Economic Development Rédbased on sufficiency economy
and theUN{ 5 D Dhailand hasdvancedpolicies connected to climate change, SCP, energy,
sustainable fisheries and forestigey sustainability challenges include preparing to manage an
aging society, reducing inequality / wealth gagss of biodiversity, air pollution from vehicle
emissionswater pollution from organic and factory wastes; water scarcity; deforestation; soil

erosion; wildlife populations threatened by illegal hunting, and hazardous waste disposal.

Public sector organisations consist of government agencies, state enterprises and public
organisations.Thai tourism isled by the Ministry of Tourism an&ports MOTS and the
Department of TourismOOT. Tourism marketing and promotion ied by the Tourism
Authority of Thailand TAT). Designated Areas for Sustainable Tourism AdministraBgxSTA
are responsible for sustainable destination management, and Thailand Convention and

Exhibition BureauIl{CER Sustainability in Thai tourism is not reliant on international donors.

Related pblic organistions include Thailand Greenhouse Gas Management CGajam
(TGO), focuses on development and promotion of greenhouse gas reduction, the Ministry of
Natural Resources and Environment (MNRE), the Department of National Parks, Wildlife and
Plnt Conservation, and the Community Development Department (CDD), Ministry of Interior

(MOQI), focuses on sustainable development and local community capacity building.

Thailand has many laws covering tourism related businesses. Licenses are required acros

sectors: tour operation, accommodation, guiding and F&B (some flexibility for informal sector).

In Thailand, the tourism prate sector is officially orgared according to 1Y our Operators
/Travel Agencie2) Transportations3) Accommodations4) Food & Beveragé) Recreation &
Entertainment 6) Shopping 7) MICEand 8)Attractions. The private sector hadarge number
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http://www.mots.go.th/
http://www.dot.go.th/
http://www.tat.or.th/
http://www.dasta.or.th/
http://www.businesseventsthailand.com/

of assoations (NGO) that have mob#d to developheir sectors and lobby for their interests.

The Thai tourism public sectand private sector association environment is mapped below:
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