Thai Tourism Value Chain Analysis (VCA) Briefing and
Consultation on Future Collaboration
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Online Meeting, ECEAT and TourLink Partners, December 8th, 2021
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http://www.tourismthailand.co.uk/

Agenda / 113zn3lazya

15:00-15.15 Brief presentation on the TourLink project and key progress made in 2021
nM9uauaLnaaiulaeang Tourlink wazAuALMinnd Ay lull 2564

15.15-15:45 Value Chain Analysis (VCA) report + Q&A
7181911 VCA LLZ\]?J‘T]"NEY]&I-E]@‘LI

15.45-16.00 Review of areas where Thai TOs expressed most interest to work with the project

! dl £ 1 dl 1 o . dl
‘vmmumﬂmu‘w@Jﬂizzﬂﬂum@wmmm%mu%mmmnumq TourLink HMNNAA

16.00-16.30 Consultation on priorities for cooperation in 2022
UINEMITaLAYAAAIALAINAATYIRANT NN ag 1 mSUT] 2565
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: if."-;,ff;fh‘ What is the TourLink Project (2020-2024)7 @9
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Pacific Asia Travel Assodation
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“Greening the Thai tourism supply chain by a business led approach,
involving EU buyers, Thai tour operators & their suppliers”
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What is the TourLink Project? @9

TOURLINK

Common standards and an internationally recognized certification (‘step-in’ to GSTC accredited levels)

mmﬁg”mummsé’mmﬁtfluﬁz:aué’u"luﬁmvumna (Faupsem dufy ldaunanissusediu GSTC)

Capacity building training for Thai tour operators and their suppliers

nsRnaUsNINaas19InAINAINITA TLEUsTnauNTveade wazdnnaieoas

Facilitating market benefits and recognition of Thailand as a leading sustainable tourism destination;
asnsslaminiimenaiauaznisgansulussauainadviulssmalneg luguzaauuialanenig
TUNFUN IR N8 B8N 9EaE 1

Contribute to carbon management, plastic & food waste, benefits to communities, green finance.

AaausanlullssiiununisannisA1sUa YN IuznaaRnuarannng Uselaripaguauiediiuy n1sRuditien
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Destinations Tour Operators B2B Markets Policy

Suppliers

~ y . 5 - ® -
A (ﬂ])))
B
oo Thai sustainable tourism strengthened

Destinations: are researched (VCA), and
by the project is showcased and

key tools are developed and tested i
through the pilot cluster approach at - R o
Thai Tourism Suppliers: Are motivated promoted to EU markets: through
research, ‘sustainable destination’

destination level: Food and plastic
standards and training, elephant camp to improve sustainability performance;
and CBT standards, Carbon neutral tour registered in Travelife system; trained marketing and communication strategy,
packages through credible methodology. (based on the new supplier standards eco-messages, social media campaigns,
and codes). Self assessment of 2000+ trade fair participation (ITB) and
supporting B2B partnerships through

suppliers and certification of > 150
suppliers. Recognition and awards. introductions and match-making.

Tourlink project lessons contribute
ds Thai inabl ism policy
and practice through steering group,
policy assessment and contributions to
national strategies, green destination
training for local authorities, policy
briefs and case studies.

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.

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

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

approach,
involving EU
buyers, Thai tour
operators &
their suppliers

o
<

Knowledge is shared with tourism
stakeholders in SEA, including through
international networking and
conferences. Project lessons inform
review of Asian Ecotourism Standards.

Share Knowledge

Gre'e"n Finance Standards, tools, training



Vision: seamless, connected ecosystem
’Jﬁﬁl‘nﬁ% i“’fIJ‘lJ%L’Jﬁ‘YIL%B&Iﬂ%aﬂ'l\‘lliﬁaﬁlma

The Travelife online training, standards and reporting platform has the potential to become a

seamless, connected ecosystem, linking European tour operators with sustainable Thai partners.

*  szuuaaulauwal Travelife (N1sENaUsH WIASFIU wazsaey) Hdnanwiandu ssuutineails
1 dl dl £ o o £ dl c:/ A c:/

TREUMARD L‘W@L‘mmQﬂizﬂﬂumimﬂuﬂiiﬂﬂuQﬂi:ﬂﬂumiwmﬂﬂuﬂizmﬂ"lmﬂLmeT@ﬂ

® Can host different levels of ST standards for different types of suppliers. ‘Step in’ to advanced (GSTC)
*  gNnsnsesiuumsguaNdEulusTAuIMa nuaned uiudnat e flszinnsne) ATz AL duu
liaunsdugs (GSTC)

Remove the need for multiple, overlapping checks and audits for the same hotels, excursions, etc.

* adpANNtNenlunIsAsIrauANNEsEuAddauiulul liuEnsTsausy Aanssuviaaiian e

Platform can be white-labelled / branded for local schemes (smooth transition local to global standard)

o unanasuanunsanli white-label ¥dansAuRNdmsUaarns/Inensveeviasnule
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SWI

Online planning and reporting system

« Planning and reporting

ﬁ Action plans

(2 Share report

i= Sustainability report
:= Remarks report

(¢ Publish report

= Audit report

ﬁ Overview

tchasia &

GRANTS PROGRAMME

e

1. Sustainability Management & Legal compliance

Engagement of company

Action EvQm
1.1 Sustainability coordinator v~ X ®®= |
1.2 Mission statement v v eee

1.3 Trained sustainability 7  ©0°

coordinator/team

=

——

Company

Action Plan

N

——
Sustainability

report

S

1. 3 Trained sustainability coordinator/team

The sustainability coordinator (or team, in case of larger companies) has

successfully completed the basic Travelife Sustainability training and exam.

Guidance H Remarks chtlnnplan Hﬂa‘tpral:tlms‘

®ves Ono

Please write the names of the persons who have obtained the Travelife Sustai

to increase

Edit Fomats- h % BB J EEEEE-E-EE L@

Our sustainability coordinator. Mrs. Janneke Jansen, completed the Travelife training
(online) and also attended the training in Cape Town last year. Attached his Travelife
certificate.

Please upload their Travelife certificate. Janneke Joasen Logout

Online Courses

msiansdanasaunioluy
296N

CertificateSTeoordinatorMrStar jpg

File manager

TRAVELIFE HOME »
ATAH

© Issues

@ solutions
@ criteria
O Quiz

(©) Further information

&

TOURLINK

inability

Training Certificate and mention their role within the company. The use of bullets points is

[
Issues

Twihshifnmssedinmnifu  Wianudaimsiandusliataduindulianann
anmaaanInazens Taolussduaina sywdlinszennlszna 370 duduaail
dowinuvinfy 52 Alandusaaudal

mslinszawTnoadsasiasiudaduluaizandmmnlBnadinantad
250 Alani 1 sasannfad fu wazyislay 5
wanlsna 187 ianiudaaueall

wnum el unsza T il ool 99 1950

 —— =

Nomber of 40-400t tves* comsumed! pe person sach year
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Tourlink key progress in 2020/21 - ansaunsnfidanlni 2563/64

Thai translation of Travelife sustainability standard and criteria

* wmIgIUkATinTiANEsEUTeY Travellife HlWldeulugUuuunisineauds

® Working on Thai standards for suppliers and excursions

o/ o/

* NAY mﬁﬁmmﬁﬁuzﬁw?ueﬁwwmaL@@ﬁm:ﬁﬁ@m‘@mimL‘ﬁmm@\ﬂm

® Draft guidance manual for Thai TO’s, providing tailored tips for
Thai tour operators across 200+ Travelife sustainability criteria;
1A ;/ A o ] o o a o dl dl Yy o o o o a
° @JN@ﬂ’lﬁuﬂﬂﬂuﬁuuﬁ"]ﬂ@’]‘lﬂ?ﬂﬁ;ﬁ‘ﬂ@uﬂLVIEI'JI‘LA‘]J?ZLVMTV]EI eﬁﬂﬂﬂlﬂﬁaljmmtﬂ’]LLHZL&’M’]M?U@?ﬂ@

o .dl g clu A . 1 -
UNNLUIATNNENUNAINENEWARN Travellife N1 200 LNEUTN

® 900+ hotels have been added to the Thai suppliers’ database

1 1 o K v o 3
*  TaqiannINNan 900 LLVNQﬂuuWﬂﬂﬂluﬁ’]uﬂ’ﬂHWﬁWW@qEIL'ﬂﬂﬁ“’llﬂﬁlli/m
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Tourlink key progress in 2020/21 - ansaunsnfidanlni 2563/64

® Cooperation between TourLink and Carbon Balance projects, seeking to align Thai-EU
carbon management and compensation tools (with a focus on SME’s)

¢ mméquﬁmwdwimx‘im@ TourLink LAy Carbon Balance Lﬁ’ﬂ"ﬁ/ﬂﬁﬂLﬂ?l"ﬂﬂfl’ﬂuﬂtﬁ"]l,‘auﬂ%‘
ANUNNFAANNTUAZIALTE AN TUD LIRS IneazannIng ot

® Online theme trainings translated into Thai language

* pasadnausuaaulati i ldeuluguuunimne sy

® Sustainability training for TEATA members
* nmsdneusuANNEUgTLaNIEnan AN Inaviasaa TR N LAz NaTy it (ana.)

® VCA completed. Progress with food and plastic waste tools.

* 31819711 VCA LA5alan NANNALVENANLLATANH AL ENANERNLALAIUNT
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Q&A- a1aud / Usaauaunun

Peter Richards (Co-h

Alex Gardner (Guest

VCA: What?

Amm TEATA

Any

w» 1Y
. 2
Describes the Thai sustainable tourism policy and stakeholder environment f 2
- questions ‘ i P ousuinll
- L asmmﬂumﬂmewmmmamanmwm‘lwﬂua:ﬂmumsmmmgumu‘lﬂmumﬂ Brom Vo - Guest) &
¢ |dentifies key sustainability issues in Thai tourism supply chains and destinations I"’/J .
2 natchal Ruyaporn (Guest,

a8 o o ’ . d -
ssiaudAgmuanugstiuluinligUnmummeaiisouazuusiveanasedlng

Helps to identify priority Thai tourism products, suppliers, destinations and routes in

urism value chain

a v ¢ u ¢ ] - v . o )
INAANTUN THWRELRRST unAwiuiEILAzIEUNINsRaearadlng |y

0000 TO000BE

o |y doww vy
snltanAmsaaiien ng-sunmelsLitasliraudaaty

Identifies opportunities for innovative synergies with related sectors / organizations

amalumssaniiameuinnssunumadiuduuarasansauiingatas

Y

Green Leaf Foundation (Guest

switchasia ) Travelife 22

Hayo (Guest

iPad (Guest)

Jaranya Daengnoy (G

tthirat (Guest)

)GRAMME
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VCA: Why?

The Value Chain Analysis (VCA) aims to give a situation update and

‘F{ % switchasia - o2WnN .ﬁ_ r\s%A

= Dbaseline to inform, update, guide and monitor the TourLink project. €O

Pre-final Draft* Value Chain Analysis (VCA)
of the Tourism Sector in Thailand

. nsesziinaldauAqaysumnaiadn laanunandias
LA [ dQIJ ~ ¥ ° v o o 3
Anrzvidayanug e launsninllidudeya dilem uui uas
o peaaaaulmzanig TourLink 16

4. A useful repository of knowledge for all stakeholders, and other

.» Sustainable tourism projects and initiatives in Thailand.

| eutiflunaspuinilsslaaiduiugidouladawas Tasen
e o ~2 o L a
o viesnaauazTasansTENaAuA NSty Tullszimalng
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Describes the Thai sustainable tourism policy and stakeholder environment

afunaulatnansviaiigsadedduaadinawazannunisairasiidiulngouids

Identifies key sustainability issues in Thai tourism supply chains and destinations

Thai-EU tourism value chain

v

°i]rJ‘F;I§‘°"LI NA nmwm "ﬁ‘WW@']EI L’ﬂ’ﬂﬁ‘ LL‘I/T@\'WI’Q\?L‘VIEI'JLLﬂuLﬂ‘H‘VI’Nﬂ']ﬁ“VI’ﬂQWIEI'J‘II’B\‘]VLVIE‘llﬁo

|dentifies opportunities for innovative synergies with related sectors / organizations

sr1landlun1959NNaNNUIANTTNN LN ARIUBURAZBIANTAUTILN TR
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VCA: How and who?

v Desk review of research, policies, media, etc.
v’ msdrsranuundagiiaineuddy ulaune de vas

v Surveys / interviews 17 DMC'’s representing a significant share

EU B2B Markets.

YV wuudisaanasundun#niiu DMC 17 U

[<]

FailusauNUIeRaIn B2B ansannng lslndvudAny
" v Interviews with Thai government and civil society

WV undumsaliunisesAnszessguaznialszandaas

ey
24 i s T
DA AT A

v Thank-you all sincerely for your time, effort and ideas

S ;,"Ni"‘k%_“.;: i

L . v anvaupmuatiiaseladiuitengt anuneneny uazanuAnaawing  Travelife g7
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VCA: 17 Thai DMC's / TO’s responded - uag152291n 17 u3sn

8,184
§517475

Europe Northern America ~ Australia - Pacific East Asia Other Asia
(including China)

Il No. of Pax

["| Average Revenue (USD)

GRANTS PROGRAMME et
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VCA: 17 Thai DMC's / TO’s responded - uad132991n 17 u5sn

® The surveyed TOs are selling B2B or
via trade partners as preference.
® 35% of surveyed TOs only sell B2B

35%
B2B only

* 1 FENNNINITENTIANINTUNEILLLIL

65%
B2B and B2C B2B 130HNUAAIMNENA

® 35% q¢lLNeIaLLA B2B

PR gy

A6 (\'A}‘{ 'olft:‘!’st

TN WY

AN

. Travelife [
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VCA confirms that inbound Thai tour operators are in a unique position to be
ambassadors for sustainable tourism: both by product choices they make and offer

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

= o 1 a o al v I o Ay = [
57897U VCA Budiudngsnauiigaridnuasingaslusuwmisnliuiaulaslunisitly
NAFINSUNISYiaRigfatnegsEiy: Nl uMsRanuaanunaniLazdlaua LNy
ANANABININLAT UAZNIFALATNNAELDS IILNHNLSEANEA WA UANNEIE Y

Nothing is ‘too small to count’ when the positive impacts of 1 product
decision can be multiplied across thousands of passengers every year

"luueviﬁw L@ﬂ Lﬂuﬂ')’]"‘l‘“u‘l_lvl,ﬂ WNANISA ﬂﬂ‘lﬂﬂLﬂﬂ']ﬂ‘UNﬂ ﬁlﬂm‘i/l

1 §98N1SAINITAAIUINTINNUL LAEAITUAIENUALIN 1
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VCA: What did we learn? Trends / naansfidiamuas VCA: inswue

K After COVID, tourism will be different and stay different.

N o nnsvieafienaziAauudadllannidundslain

| ® Sustainable tourism awareness and demand is at an all-time high.

. ﬁQﬁﬂJﬁ]ﬁ‘zﬂﬁ/ﬂLL@&ﬂ’]’]ﬂJﬁ@\‘iﬂ’]ﬂ‘ﬁ’\uﬂ%‘Vi’a\iLﬁil‘)’ﬂ?;i”]ﬂfj/\igluﬁ/\ﬁ@%ﬂuﬁ‘zﬁu@JﬂﬁzﬁﬂL‘I/]I’W‘ﬁLﬁ‘F;IfIN”]

- * Demand for privacy, nature tourism, communities, health & wellness, family travel.

S * ANNARNNITAMMITUEI LA LATNIVIRUNYALTNETINT G ﬂﬁ*mumiaﬁﬁﬂuimﬁugmu AUNIN
A ﬂmmﬁu@smm UASNITIAUN NILLATALATI
® Heightened awareness of health issues (will impact design of experiences)
o (=3 k% dl al dgl | e
i mmmmuﬂuﬂ@mumummwwmeu (Nangznusalszaunind)
4 ®* Results suggest that issues of climate and communities resonate most strongly with
| tourists and with B2B partners.

= f;vg"?l“fy*- -

* uAANWSLAA WTIuINsTIAuA T uaN e INIALAS TN THRANANATYNINAIgasaTiniaaE LA
NUTHNFTN19AN B2B




v

® However, tourists will also be very price sensitive. While
some will search for space and sustainability; many others
will simply want to break free of COVID claustrophobia

1 [ L% 1 al [~ 1 1 1 [ %
® ﬂﬂq\‘]‘l?ﬂﬂq&l uﬂﬂ'ﬂ\iLWﬂQﬂQ$@ﬂu1”?ﬁ)@?']ﬂ7N']ﬂLﬁuﬂu

1
L d

al = a [ 1

e TUAUE NN AU AN WIANNEIE U ANUALAUNDENLLA
URANUAIMNADIUNITULAZANNNAILTALAIA-19

® Different COVID recovery strategies are needed to manage

niche and mass tourism more sustainably.

1 al o < - 1 al 1 " -
. naﬂqwﬁ’ma qnantulunisannisnisviaangianiznga Credit TAT, NYT
LASNISNDILNLINIRTUA LN UNINTU Travel'fe’ﬂ




VCA: What did we learn? Communication
HAANSNE1AVAI VCA: N5Had1T

To sell more sustainable tourism will require clearer, more
attractive, value-added promotion of sustainable product features

and benefits, at earlier stages of booking and decision making.

1
o v =

NN921ENI9YIB9LNEBLINENEUATABIIN1AUATHADIAN U LAE

ol o

Uszleminasn A usMESEuNENa A1 ANTALAL LazAINANAA

Tanngsu ludunaunisanawlataznaunisaadnag
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Key results of the VCA: Confirmed / uagnsigramuas VCA: uadinsi

TRAVELWEEKLY

NEWS IN DEPTH DESTINATIONS  MEDIA  COMPETITIONS ABOUTUS  EVENTS JOBS

< News

demand for sustainable travel

By Ben Ireland | November 30, 2021, 08:13 f , in

RRRRRRRRRRRRRRR

Google data shows a majority of global travellers want to travel more sustainably,

Google data shows growing consumer

o

TOURLINK

“The research found 37% of global
respondents do not know how to
make their travel choices more
sustainable.”

Nov 30" 2021

‘WANNSAALUNULIY  37%  URIEADU
wuugauauialanlinsiudnay
MaununsLAuns BN Y
asnals”

:> 30 W.el. 2564 Travelife =
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v

VCA: What did we learn? Destinations / uaswsndamass VCA: unasviasdisn

The most important destinations for

European travellers, proposed by Thai Phuket and Andaman Coast
tour operators interviewed in the VCA, are: Bangkok
1) Phuket and Andaman, Chiang Mt and Nosthem Thailend
2) Bangkok

Ayutthaya and Central Thailand
3) Chiang Mai.
Kanchanaburi

| i al‘ al’ o % al‘ 0 o
LL?/TZNW@\?WIEIQ‘VIZV’W"?@IVI@@@’?M?U

/

Koh Samui and Islands

% 1 Azll dl a o qi
WnYiBaenT19g 7LMiaue lneigsnanied
2% QVLV] iﬂ;uﬁ/ﬁ\l ﬂqiﬂ'ﬂi VCA ﬁ A Pattaya and Easter Seaboard
1) QWAALAZ LAY Hua Hin

2) ﬂg‘ﬂl,‘l/)‘VV% Others

= 1
3) L"Zfﬁ/\ﬂ‘]/ﬂ\] Northeast (Isan)
switchasia @ 0 20000
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40000

No big
surprises!

60000 80000

100000



16

14

12

11

Promoted

Nan M Sukhothai

M Loei

Alternative for
mainstream

Trat Chonburi M Kamphaeng Phet

Niche market

potential

111
0I

1

No potential

W Supahnburi BChiang Rai M Khon Khaen

0

Others

Which of the following (DASTA) destinations do you perceive as having a potential for your markets?

Destinations with highest potential:

Destinations ranked from most relevant to the
least relevant from survey:

1. Chiang Rai 3. Trat
5. Loei 6. Chonburi 7. Kamphaeng Phet

8. Suphanburi 9. Khon Khaen
Other rising destinations suggested by TOs:

Khao Lak, Ang Thong, Sangklaburi, Chiang
Mai, Phayao, Phatthalung, Ranong and
Lampang (earmarked as niche destinations.)

Destinations with highest pax volumes:
1. Sukhothai 2. Chonburi 3.Chiang Rai

Q.5



Q w

Key results: HAANSNAATY: TRWANELEIUAZAINTIN

The supplier landscape post-covid is obviously very hard to assess.
FuldFndnnmsnrestnnaneeafaslain-19 thlsmduldenn

Due to scope and complexity of supply chains, need to prioritise target supplier types carefully.

Will need different levels of sustainability standards and tools for different types of suppliers.
Lﬂfa\‘mﬂmﬂumeLL@zﬁmuefueﬁ’faum@qmqisﬁqﬂmu aeailudesana1ALAIINAIAY IS TN WAL DDSDEN
SAUABL NIWTEALNISRAIUTINTAUANFINT UM UTANA DD S 524N NE

Thai tourism supply chains are complex and touch multiple aspects of sustainable development: Significant,
un-tapped potential to include sustainable activities and suppliers across sectors.
ﬁqqisﬁgﬂmumivimLﬁﬂwmiﬂnﬂﬁﬁmwﬁ“usx’j’@mmzﬁ@m‘[mrTumwTwmﬁff@uslwmamMf;u v ldsAnen Wi
dAyuazea sl suansaanu lufanssuuas TN naLaasIEEUIEUBNAIANIT BN TIES

While many regular tourism suppliers (pre 2020) have closed, new ones are also appearing — e.g. as laid-off
tourism workers have ‘headed home.’

WK TANAILBBSAIUNTTVIBN A EIFIUIUNIN (nauil 2563) azAavilnfnaad uanNTnwareiaassslun Y
L/ﬁ’mg*’zlumunu b7 @’mmﬁ‘mw\?muvmuml'mgmﬂnm\ﬂm NAULITY’
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Key results: most important suppliers /uaansfidan:

1
v A

wnga

Q.d

WNAELRaTREN

Accommodation: 3-5 star accom, guesthouses and homestays
. Shopping: Independent, local shops

Food and beverage: All kinds of restaurants, should focus on
‘local eateries’

: Local transport

- Mainstream: taxis, chauffeur driven sedans, vans and busses

~ _ Motorised boating

- Local: tuk tuks, long tail boats, river boats, song thaew trucks

| - Car rental (developing a code of conduct)

CA

| Tour guides

GRANTS PROGRAMME

%

a ~
NNN: 7N

o

N7 3-5 A9 INARLENE wazlanaLme
dauile: FuA1aasy Suenlurieaanu
o Y o v i

NMITUASLATRIAN:  Sueandssn  Taeadsuiiulin
v v QI
'SR B!
NSUAURI I UNDIDUY
- NIZUAUAN: uing sniiswianAudy s06 wazsniia

= I'd
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- lwiasdiu: s0snfn Gaweena Goaasiatn sUsIYNaaaung
- 151390kt (WanwwuaneUgiRAen i)
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Q.d

Key results: most important suppliers / uaansfigam: swnaraiaasi

v

Q: Most important for EU markets and
35/35 (100%) answered need to raise sustainability standards?

Accommodation (17/35) 49%
1

Shopping (0/35) 0%

1. Accommodation 49%)
2. Tour guides (34%)

Jand b e 3. Local transport (11%)
Food and beverage (2/35) 6% 4. Food and bev (6%)
- 5. Shopping (0%)

Local transport (4/35) 11%
—
Tour quides (12/35) 34%

switchasia <ﬂ>:> Travelife ==
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Key results: most important activities / uaansiigdn: fanssuiidrdniign

switchasia K&

GRANTS PROGRAMME

Cultural products and experiences

Sightseeing / City tours

Visiting buildings and cultural heritage
CBT / home meals

Hands-on learning activities

Cooking courses

Market visits

Farm visits

~_

NARNN U LAz UNTUNIIRIUETTH

dl dl o =
WEQTNRANTIUSN / NITTHLNAS
Lgﬂll‘m\l‘ﬂﬁﬂ’]iLL@ZNﬁ‘@ﬂWW\?&WUﬁ??N
VOUNNYNTY / B1MNTVIBIU
a = QJAdI v A o a
ﬂ@ﬂﬁ‘ﬁ‘NLﬁ‘ﬂugVﬂﬂ@\‘lﬂJ@Vﬂ@N
= o
LIEUNIRIUNT
A
LEIEINTNE QA

4 .
LI NTHNNTH
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Key results: most important activities / uaansiigan: fanssuiidrdniige

2. Poll 2: Cultural activities (Single Choice) * Q: Most important for EU markets and
need to raise sustainability standards?

35/35 (100%) answered
Sightseeing / City tours (9/35) 26%
—
Visiting buildings and cultural heritage (5/35) 14% 1. CBT/Home Meals (43%)
— 2. Sightseeing / city (26%)
CBT fhome meals R 3. Cultural Heritage (14%)
| — 4. Markets (14%)

5. Cooking courses (3%)
Cooking courses (1/35) 3% 6. Farm visits (0%)
-
Market visits (5/35) 14%
—
Farm visits (0/35) 0%

switchasia <ﬂ>:> Travelife ==
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Key results: most important activities / uaansiigan: fanssuiidrdniige

Sports, Adventure and Nature activities NANFTNNWI NAUNE LAZETTNTR
* |sland tours *  YfNNY

* Cycling *  {udnsgu

*  Trekking * aulh

Wildlife dmaih

® Ethical animal excursions *  AanssuineniudRINNaeasTN
® Elephant activities ¢ NANTTINNLNEINTITIN

o/

® Activities including monkeys °  AanIINNNEINLA

~_

< 1 .d
Health and wellness ig‘*zm'\wuazm'mtﬂuﬂgﬁm

switchasia K&
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Key results: most important activities / uaawsfigam: fanssadia

Qs

GINTG ()

3. Poll 3: Other activities (Single Choice) * Q Most |mp0rtant for EU markets and
35/35 (100%) answered need to raise sustainability standards?

Sports, adventure and nature activities (9/35) 26% 1
I

Ethical animal excursions (12/35) 34% 2

Health and wellness (14/35) 40% 3

4. Poll 4: Sports, adventure and nature (Single Choice) *

35/35 (100%) answered

Island tours (20/35) 57%
-
1.
Cycling (6/35) 17% 2
— !
3.
Trekking (8/35) 26%

switchasia K& <3>:>

GRANTS PROGRAMME
TOURLINK

Health and wellness
(40%)

Ethical animal
excursions (34%)
Sports, Adventure,
Nature (26%)

Island tours
Trekking
Cycling

Travelife =2



| In B2B supply chains, sustainability is a must
' mwmmmﬂ%aamLﬂ%sl%wm‘[f’ziaﬂm% B2B

® Faced with climate change, systematic sustainability management is
becoming a required mark of quality, safety and professionalism; and a
key to doing business with EU tour operators.
K Lfli’aﬁ@QLN%mﬁUﬂ’]i‘LﬂgﬁuLLﬂmZﬁﬂ’]Wﬂﬁﬂ’m’)ﬁi nnssnnIsANEiun ey
lemﬂ’rmﬁuma“mwmmm\mmmw ANMNUARAAE KasANITUEED T
LL@::Lﬂuqmmemﬂumj‘mﬁq?mﬂu@Jﬂa‘zﬂ@umimmmmiummwaﬂaﬂ

® Post-COVID, tourism professionals with the mix of skills to deliver
, positive results for profit, planet and people will be more employable.
AR . MZNIWQ6'1Nﬂﬁ‘”ﬂ‘ﬂ‘].lﬂ”]ﬁ‘ﬂ']uﬂﬂﬁ‘wﬂ\‘iL‘V]F;I'Wmi/lﬂ‘i‘:k"’luﬂ%"&?’]QB\I@@WﬁL%‘iUQﬂ
LW@N@ﬂ’]VL‘J‘ N‘L!,Iﬂﬂ LL@“’NP}‘H @"’mmmmnmu

® Linking training to employability will be key to motivating (frustrated)

people to attend training during painful COVID period!
o namenleanistneusuiunisdenuasiiunyuadidnylunnegela i audngon Travelife /222

&

Ansenausnludaaladal Sustalnkdty b tourtm
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= Sustainability: take-aways / anugsdin: uniSaudn

Q

12131

v

“:'f,.- v’ Most outbound partners (85%) view sustainability positively.
Northern Europe and Australia Pacific have clearest expectations

on sustainability.

prer—— gsnaunegaanduluel (85%) NasANgeEuluE@ILn

e A S

JeglarwllauaveaawsaauldiniaouAIAUdaN e iU A NERY
PRIAUNgn

-V 81% of DMCs believe sustainability gives a competitive advantage

(rated after service quality, health & safety, variety of offer)

© V' 81% aas DMC FadanusstiuadrsannalailFeaulung
Wity (@9 1AFUNNIARAUATIBIAINIANATUNINNTLTNNG §UNIN
wazANLlaendie uazdeauenuainiaie)

switchasia <3>:>
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Global market interest in sustainability

@ Clear expectation
on sustainability

" Appreciate sustainability
but no expectation

Sustainability
not relevant

Travelife =2
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: Sustainability: take-aways / anasséin: uni3andran

v

East Asia

‘/Interesting trend: East Asian markets identified as highest

7%

revenue per pax/booking and are increasingly valuing

sustainability

‘/ LL‘IJ’JINN‘I/I‘H']’&‘IJR’Q lﬂ@”]ﬂL‘ﬂLsﬂillf’]vqu@@ﬂﬁ‘y‘]_lﬁlqﬁ\l?”]ﬂiﬂ’&ﬂﬂﬂﬁ]ﬂﬂu/
N7 LL@;LViﬂELLﬂ’m'LIﬂ’)"]NEIQEIuN’]ﬂGLI‘LA Olliex 2o

capacity to train suppliers are biggest obstacles to scaling up ao%

sustainability.

on sustainability

i v qiassaiilunjiig ﬂluma‘ﬁ'ﬁummwﬁaﬁﬂﬁuﬁ INATUTIAN @ Clx eperien

(" Appreciate sustainability

ﬂ'l‘é‘Vl"l\i'lu’i"JNﬁJ‘lJ‘ﬁWWﬂ"lﬂ L’ﬂ’ﬂ‘é‘VIEI\'iEIuLL@uﬂQWNﬂ'\N']‘i‘ﬂ‘VIQ'\ﬂ 9 but no expectation

Sustainability

Tun1senausNdnNaaLaas not relovant
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. Sustainability: take-aways / anussiin: uni3audiatn

v

e Key factors when choosing suppliers are 1) License, insurance and compliance;
= ?) Health & safety; and 3) Product & service.

. The interviews showed that while sustainability was not a deciding criterion for choosing a

e A“m -

m supplier; it was rated ‘important’ by all VCA respondents.

 Tadaddnylunisirandwwanawasias DMC laud 1) luaymns nastseiude uaznng

o/

! UATRmntelNAY 2) guninuazanNaensit Las 3) AUALaTLaNIg

R e

w A8 uN E LA A lE RN Tzt A us v Ll g inastlunisiaandnnanaeas wan lesu

v ‘,"f;""',f,"!'"‘,'_‘t >

| nadean il ‘AaudnAty’ Tnadneuuiuaaunid VCA fianun

SO LIS TR P
"I |II N ,‘.i



| What actions are the Thai DMCs taking? / pmc lnadiunisazlsing?

Most surveyed tour operators:

® Seeking to benefit communities / support CBT (100%);

® Have policies and prefer suppliers which reduce plastic (88%);

® Have policies and taking action to reduce carbon emissions (82%);

® Favour women (74%) and Thai nationals as employees (87%)

Naé'w'Emfimnﬁ'lequud'\pj'ﬂs:n'aumsvimLﬁﬂqdqﬂmy':

* pasniraselselamdliuguau / aduayu CBT (100%);

. ﬁuiﬂmﬂLL@mﬁ’mwzﬁ’ﬁﬁtyﬁueﬁwwmﬂLfa@ﬁ*ﬁ@mmﬂ%’wm@ﬁﬂ (88%)
o Fultunauaznisatunisiteannisldes ey (82%)

* AWMU (74%) wazwiinanuaulng (87%)

switchasia <ﬂ>:> Travelife ==
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Do you have policies and actions in place to reduce the use of plastic throughout your organization
and supply chain?

14
12 Most surveyed TOs already have their
12
11 own policies and actions to reduce
10 . . . g .
10 plastic in their organization and prefer
9
. to work with suppliers who have a
/ similar policy.
6 . —
5 a o o A o | 1=
Q‘i‘ﬂ@u’]LV]EIQV]ZQ’W?’J@@QuiMO&INuIEIU’W%I
4 —] — ] o a 2
3 WAZNFANHUNNS MNITAANAARN L
2 — — — | 29ANIRLLAUAZABINITNNNNUTINTLITN
o‘zﬂld v XK o
WAL LRATNNUILLNEARIE ARSI
0 No plastic bottle No single use plastic Prefer to work with Prefer to work with
in the office bottle during tours hotels which have tour suppliers which have
and transfer a plastic reduction policy a plastic reduction policy

Travelife [

[l Already have Consider




Do you have policies and actions in place to reduce carbon

Do . i What can we see?
emissions throughout your organization and supply chain?

18 _ Most TO’s have policies and are taking some
| | initial actions
16 - —
y I nte nt | 0 n o Next steps are carbon calculation and offsetting
(prices and projects)
12 "
TourLink will support Carbon Balance, which aims
10
9 9 .
to support SMEs to calculate and offset emissions
8
7 =3
s iiuazls?
6 —
a o dl ] 1= O o o a
4 FINUN L‘V]ﬂ']@’)uiﬂfylluiﬁuqﬂLL@&ﬂW@QﬁWLuuﬂqﬁ‘
4 — — — %
UN9aei Tudup
2 : | — = > »
- mumumﬂiﬂmfamimmmm:ﬁfﬂmLﬁﬂﬁﬁﬁ?‘uau (97A"
° Wereduce  We use low carbon We have policies  We calculate We offer We have included ~ We support our LL@gIﬂﬁ‘\m’]ﬁ‘)
energy use in (public) transport to avoid idle carbon emission voluntary offset offsetinto the  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 . o =< = 0
about them energy, etc) TourLink az@uUdYU Carbon Balance TNHNYANINNE

M Already have Consider

WWeatiuayu SMEs lunisAuinuazaaimanislaas

switchasia @:> i
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What actions are the Thai DMCs taking? / pmc Tnadninnisazlsine?

R
e

More than half of surveyed tour operators value sustainability
P N

CONTRACT

when working with hotels (69%)

S e 739 include sustainability clauses in contracts
A ® 60% use sustainability as a selection criteria P «‘
o _ , , - e
. * 60% proactively share best practices with partner hotels g\—

o Naﬁwé'mﬁmnzi’ﬁﬁquudﬁgﬂiznaumﬁvimLﬁmmﬂm"\ -

ATI LNANNAIATUNLAMNENE ULNAYIN9IUTINNLTILSH

S (°>° S—
‘.r RS eg v v o = o
;“ ] ®* 73% ?ZH%@@QWN@'WUWQWNHQEIUGLU Q_’lﬂ&m ST

' PRACTICES

* 60% ldAnnudatiuiuinaEsinisAntaan

60% it uEnangaiutsawssnduiuaiing



" What actions are the Thai DMCs taking? / bmc Tnadgfiunnsazlsiing?

For TO’s, food waste seems more challenging / not a high priority:

® 53% Have policies and take action to reduce food waste

® More difficult for TO’s to identify useful, practical initiatives

TourLink will organize a plastic & food waste training for TO'’s

O douagzarmsaiuiauazimannnnd/lignanaiau
ANNAATY LusEALgIdIUS U UsEnaun1siaaan

® 53% fl‘LAI‘EI‘].I”]‘EILLZ\VJE’T”}Lauﬂqﬁ‘lﬂﬂ@ﬂ‘ﬂﬂﬁﬁ’ﬂqﬁ’]ﬁ‘
£ Ao a aa A - °o Y v a
¢ Lﬂum@mnmuw@Jﬂ?zﬂ@m’w%@zummﬂmwmLﬂuﬂiziﬂsﬁuummﬂmm
\ Y o = a a o/ dl o a
® TourLink L@M@iﬁ@ﬂﬂ’]ﬁ‘ﬂ]ﬂ@ﬂﬁ‘ﬂ\lL°T]\'1‘]_|£]‘]_Iﬁ]ﬂ’]ﬁ‘LﬂEIQﬂ‘]J“IJEI%W@’WWmLL@%@’WI’]?

Tiuglsznaunisvieaien fe /g



.

~ & Where are key areas for improvement? /dwdanlunsdsulyadasslumne

Only half of the surveyed
DMCs track or measure

sustainability systematically

DMC  N&199aLNgATILALN
NINITRAARATN/AANRAIY

ol/ = 1
NG RN e A TN

https://www.toonpool.com/cartoo
ns/Electronic%20monitoring_3249
42

& Travelife 27
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& Where are key areas for improvement? s dawsanlunisisulyagaselune?

: \/I\/Iost surveyed DMC’s work with suppliers to improve ST
performance & encourage them to join external trainings.
= v DMC doulugvnausoniudnnanaeasfinel Sl
Usr@Ansninendstvaratuauuliinnaiaadididon

=
NNALTNANLAN

\/However, 86% of surveyed DMC’'s do not run regular

sustainability training for their suppliers:

v Need for a more systematic and inclusive approach.

Fs | Ak
X1 LRI 3
\ l(,-. o _'

W v’ 86% 189 DMC Tidmalailaannistinansupaueatiudusign

s um—-‘

NANHLRAFITI WL TzAN

Y duaeddduiaduseciuueneiidussun/aseupgusnny Travelife




B \\here are key areas for improvement? | dawdranlunsdsulssedaselnn?

v Most tour guides are multi-day freelancers

(59%): high need for codes of conduct and

more sustainability training for guides.

™
=
LA
AAIN1IFININ NI LI WUIN LN TR LAZN13

NNBUINAIUAINENEUA TR AN AT

S chasia & Travelife /2
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What obstacles hinder you to
increase offering more sustainable

products?
21% Biggest obstacles from the surveys 5 categories within
control:
1 ITO’s cost ceilings
2 Working with sustainable suppliers (difficult
24% : access, communication, allotment)
Lack capacity to approach and train our suppliers
alassANluningnannIsuadnsa 5 uNIAuy:
1 i ITO
Il We are not aware which sustainable products We lack capacity to approach and train WA mumunumm
are available in the market our suppliers ., s . -l . > =
) i ) . . 2 MINNWIUNUINNAULBARTNENEL  (JNNADNITIUDN
Sustainable products often include suppliers We are not in the (market) position to ,
that are more challenging to work with in term drive change among our suppliers ﬂﬁ?a‘@@’]’a‘ LL@"’ﬂ’W?’ﬁ/ﬁ A39)
of access,communication, allotment which &
limit the implementation Our overseas partners are unable to accept

any cost increase from change in product P1AAINNATNITD IUANTT N DAL NaUINEN AN

1aag

(Q.14)



Q&A- Aau [ Usausiunaunun

Key discussion points:

v' Interest to clarify the findings that E-Asia tourists

What do produce a bigger yield per pax than EU tourists

v" How can new ground handlers partner with BKK
DMC’s?

& Travelife 27
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Overall recommendations for Tourlink Project
POLEWAURLANALANINA AR INRILNITA BT IHaWIAR

= Collecting, sharing, translating best practices between Thai and English languages;

= * 99us9n wiieilu wazulanud Jisnangaianm Inauarnmdange

~ ® TourLink project team must carefully scope which supplier groups to prioritise.

o/

“ = . 4 o 1 o o'dl Y o o o
® NWU TourLink AZARNNIUUAABDULL lﬁﬂj‘ﬂﬂﬂ@wﬁWW@’mLﬂ’ﬂﬂ/]ﬂtiﬁ@']ﬂ'].lﬂ’)'m@’] AEY

%

Supplier standards, training and tools must be simple and tailored.
* nsEnausN NRTFIU LazlATadNa Teenqudnnatsiees Aaglianiiuly
G wazdnnsalsuumale

® Thai translation of criteria and trainings / nsudainainaznisineusuiiunism ne

® Training plus one-on-one coaching for suppliers.

* A19NNAUINUATANSHNARULULAIRAAIZNWTUTNNA BT



| DMC'’s interest to work with TourLink
% A wEwlauas DMC fi9x3iae1wny TourLink

TourLink can support the Thai-EU tourism industry to build back better
during COVID recovery. However, Thai tour operators and suppliers will
have few resources to invest, and be under-staffed. TourLink will need to

provide sufficiently simple, tailored tools.

TourLink  auNsnatUALUaAaMNIsNTiadnen Ine-annwe Tail lutoswus
Al lanay atnslafiniu UiEninfuardnnanaieasiesnaazdnineng
TR UERILATINAYAAINT  IINNY Tourlink  AzFBNAALFTHNIATAINET

= = 1 o 1 v
PNENW® LTELNE LL@%@WN’W?ﬂﬂ?ULLm\?iﬂ

switchasia @9 Travelife =
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DMC’s interest to work with TourLink
ANEW VDI DMC N92378911N U TourLink

Very high interest: ANNaulalusEALgININ:

* Join a working group of inbound TOs on * indanmAnzneugdilszneuganatienn

tchasia & @:}

RRRRRRRRRRRRRR

sustainability (100%)

Setting common minimum standards for

suppliers (100%)

Jointly approach hotel and tour suppliers
(94%)

Distribute a common consumer code of
conduct (94%)

Participate in market access activities
(94%)

Forde o e
Eeoiin o

TOURLINK

Wl uAKsTatiL (100%)

ﬁmummmgmﬁuﬁ%ﬁma‘*ueﬁwwmaL@@§
(100%)

SN TNNAN BRI NUAZITAT
(94%)

1Y a o/ %l/ ﬂy o [ Y o Aa
LN?;lLLW?%@TJQUGWNW‘L@;’MWW?UE;JJ‘]_ISJ‘TJ’]F]
(94%)

[N FINRANTITUATIUNTAANA (94%)

Travelife =2



DMC’s interest to work with TourLink
ANEW VDI DMC N92378911N U TourLink

& High interest: AMNAUlaluszAuga:

® Invite suppliers to training | ® @eydWNANERBTINTINNTIUTETH TS
workshops (88%) ﬂg‘ju‘”‘ﬁﬂml,mmiﬁlﬂ@mu (88%)

® Train staff on sustainability (88%) | ® HnausuwinawnNgaiuANNESE L (88%)

® Share details on key suppliers | ® wistluseazi@aadnnanseasian

(81%) (81%)
*  Work towards Travelife | ®  ABiUNNNAdNSUN195U98Y  Travellife
certification (75%) (75%)

switchasia <ﬂ>:> Travelife ==
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| Plan to engage tour operators in 2022
Ltwuﬂmﬂaﬂﬂwﬂivﬂaumsﬁiﬂammm‘l%ﬂ 2565

2022 | 2023: Reach out to Thai tour operators, through their
associations, to join TourLink activities. The key activities are to

“ join trainings, and cooperate over common standards

2565 / 2566: AnsalsznatnisgnatnaalnaiiuaniANiaE
FINNANIINTAINIG  TourLink  TaeRanssuuanAanIsdnsanaL sy

Y oA A e a9
LL@%SL‘ViWJ’WNﬁ"JNN’ﬂLﬂﬁf}ﬂ‘i_lﬂ\l’]ﬁ]ﬁﬁ']u‘i/]LﬂEI‘J?J’fN

switchasia & Travelife 22
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How can we work together? / isnasvinswsnnunlaasingls?

® Train staff on sustainability and work towards Travelife certification;

e Hnavsuntneuign iU NEIERLaZANTIUANTINA NS UANTS LIRS Travellife

~ * Share best practices, case studies etc. (which can then be translated);

e 1
e . L S

o il jUEnaNge netlAnmn vaY (@eainnsaulals)

® Provide input and collaborate on common minimum standards for suppliers;

o souiulidayauazmnuiuiialunisdnyinuinsgauium g viudwnaneieas
® Provide input into and distribute common consumer codes of conduct;

1 o P 1 % a o/ ?a// dgj o o Y a
¢ mmuslmmg]@LL@zLL@ﬂmam@ﬂgumuwuﬁ;mmm‘ugjuﬁm

® Develop and agree on common formats for contractual tools and checklists;

*  fuiuimmazanasnaaiutuuudniursasialudtyuazananiinmaaad

switchasia <D>:> Travelife ==
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How can we work together? / isnasvinswsnnunlaasingls?

Share details on key / preferred suppliers and invite them to training workshops;

wihiTumeazdaanaiUdAnaaea AN UTa NN AMNEIATY Wazi@nIndsIunIg

UseaimatfuRnisuaznisilineuss

e Jointly approach hotels and tour suppliers to engage in training and standards;
e Sy TN La st RN atgeasnvias g iNe as1dausan lnsE nausuLay
NIRTFU

’”‘*”‘P*tw ® In certain cases, support training suppliers in sustainability (share best practices).
-X“{“?‘g‘ﬁ = o = o @ o A \ a PR
A ‘%, Tyunansod muumumiﬁlﬂfammwmmLﬂ@ﬂumummmﬂu (LLmﬂuLLuqﬂgu ‘mgm)
?ﬁiﬁﬁmq ®
VRS N P
e enran * mmummumfammmmmmmmmmmmqm ‘Vlﬂﬂ UWNINUL

Work as a group to negotiate reduced prices for more sustainable supplies

switchasia & Travelife -

TOURLINK



Recommendations for CBT /aunsiindnsu cBT

Link tour operators and CBT communities;

Train Thai tour operators, tour guides and community members to have a
better common understanding about CBT and work together more smoothly
as a team

Growing gap between ‘best’ and ‘the rest.” Develop a ‘step in’ standard for

communities which are unable to reach full CBT — “responsible village visits”

aaxleegilsznaunisganatnneauazaNTy CBT

= Y, a o dl o c a v
Nnausuisznaunisgsiatianmq g Saamar uazaun@nlugum i
mmmﬂ@mmummmu CBT uazvnausaniuldednemisusnngedn
WRAIUINIATFIU Fusy dviguauithiansnsodndenssifiunisuuy cBT lé

BN



What's next? / sunanaaly?

® Establish working group: input into standards / codes for suppliers and

tourists

o/

o SafeAnIENL: Lﬁ@ﬂ-‘i’mﬁﬂmmgmlmmmmqﬂﬁu A nFudnnansiens
Lazinyingfien

‘ ® Request TO’s to reach out proactively and motivate suppliers to get
| involved e.qg. training, online self-assessment

e lsvneunnsthifisndinuasdasnssdusnnansieeuden il dausan

lunanssu 11 N13ENaLI ﬂ’]@ﬂ?mﬁumummu”l,@ﬁ
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What's next? / sunanaaly?

® Invite to join Travelife, get Sustainability Coordinators trained and ready to build back better

1
o/

v o dl 1Y . o v % =
Qﬂﬁ‘ﬁiﬂ@ﬂﬂqﬁ‘uqmﬂ’ﬁ'qﬂiﬁﬁdL"ll’]'i‘ﬂ]ll Travellife LL@Z?Uﬂ’Tﬁ‘ﬁﬂ@Uﬁ‘NQﬂ?%@quﬁquﬂquﬂqflﬂﬁlﬁﬂu

v dl o a Q.Jddgj
LL@ZW?@NW@Z@’]Luuﬂ’]ﬂﬁﬁﬂlu

Travelife training, coaching free for new members in 2022

*  MIHNALINLATNIHNARUNTIAY Travellife dusLannTnlvdludl 2565

® Invite to test the Travelife online system for supplier searches

¢ Fudnyfennaausruuseulaidniunisdumdnnanaieesaes Travelife

® Travelife coach and auditor training January 22 (10,12,14,18,20)

nsinausulATUAzERMaaaLae Travellife Tudui 22 unsmAx (10,12,14,18,20)

switchasia @9 Travelife =~
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v Do you agree?
v" What do you think will work?

v Where do you see bottlenecks?

BE S A

FS by
S-Sy Y "
2 ‘\»\"n f&i?“
AR
Lidoili g '“ \
;‘ *Q % \’r{»?‘go{‘
A e v |
TUTARSTLY
Vi YRR
S |

N e g LAY

switchasia

Discussion points: interest in cooperation — Usziawawnin: anuanlalianasnie

Key discussion points:

v
v

N XX

<\

Generally, high interest with many TO offering to get involved
TO see the key value of a connected online platform for TO/DMC
and suppliers is visibility of their key sustainability products /
achievements: i.e. a platform to showcase what they are doing
Agreement on the value of common standards / approach
Advise to approach TO / suppliers through their associations

Confirmed obstacles of TO having fewer staff > time restraints.

At the moment, TO’s are spending around 60% of their time just
answering questions about dynamic COVID-19 requirements

This is a really serious issue. However, despite this, TO agree that
the market is demanding sustainability, so need to move forward.

Collaboration between public/ private sectors:

v

TAT working on a Green tourism project w DMC for EU markets —
potential to collaborate

v' DASTA keen to cooperate with DMC working group. E.g. to

promote CBT around Thailand
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Thai Tourism Value Chain Analysis (VCA) Briefing and
Consultation on Future Collaboration
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