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i 5: Haqendinasagsnalsausaluauinnm
Growing middle-class / shifting generation Demographic and social change

Rising income in a growing middle-class population.

. . : Changing d hics t larize tourist
Countries have an ageing society and the younger i iTi'i'iri f angmgs.l emc:]gr.apd ':S 9 ;:o anhze ougs ded
generation appear to be influenced and driven by LT oy LRI M RUE R TR U ESdeh b

technology at-risk, are changing travel habits.
Emerging destination Individualization
More new and emerging destinations will attract 9 Prefer personalized trips and services that directly
and retain the middle-class travelers and meet 9 S & meet the needs and interests of a traveler.
their travel interests. 7 This includes customized itineraries.

Technology and digitalization ‘ ‘ Digital transformation and automation

Technology is integrated into our daily life with mobile i, \\llllegatreh’q/ Rapid advancement from digitalization to the
internet, navigation systems and smartphones. The [ — transformation of technologies. The use of Al,
internet has changed the way people explore and ;l':“z'l; predictive analytic, 0T, robotics, etc become common
experience travel. in tourism business.

Health and healthy lifestyle Health and hygiene
People are more concerned about health. Integration KI‘&\ ’ﬁ' ' Global movement towards improving health, hygiene
and cooperation between healthcare and tourism (w] @] {;"’ . and well-being, transcending all aspects of public,

sectors will create opportunities for medical tourism. MY L private and professional lives.

Source: Horwath HTL, Copenhagen Institute for Futures Studies, Skift, Krungsri Research
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Generation Age Travel preferences Hospitality preferences Influencers Chaggflslgfter
< 24 years old Open-minded, bucket-list Non-traditional hotels, Social media Less fear, ready to
. (born after 1995) | oriented, love adventure and eco-hotels travel with fun
GenerationZ eco-travel, love night life (short-term),
budgeted
24-37 years old Travel solo or in pairs with a Smaller boutique Advertising Less fear, short-

Generation X

1965-1980

generations, family trips,
sports, business trips

tools

Generationy | (born between friend, visit family, prefer all- brands, shared term travel,
(or Millennials) | 1981-1994) inclusive, relaxing and economy (AirBnB) respond to travel
romantic gateways and sports campaigns
38-53 years old Focus on experiences, travel Resort, family hotel, Tour groups, Fear, limit big
(born between less frequent than other business trips search engine spend, limit

business trips

Baby-boomers

54-72 years old
(born between
1946-1964)

Focus on relaxed and non-
adventure trips, big spend

Upscale, family hotel,
traditional hotel
concepts

Tour groups, word
of mouth

Fear, somewhat
limit travel

Silver-hair
generation

> 72 years (born
before 1946)

Large group travel (more than
4 people), deep pocket, long
vacations, big spend

Upscale, traditional
hotel concepts

Tour groups, word
of mouth, family

Fear, limit travel

Source: Everydaymarketing, Index Creative Village Public Company Limited, Krungsri Research
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Robotics and Al Internet of Things (loT) Data analytics

Use big data to analyze and
revolutionize new offers to meet
individual tourist preference.

Improving customer service
experience, including speed, cost-
effectiveness, and accuracy.

Integrate internet connectivity
into more devices and offer more
such products for customers.

o Sell the right products to the
right customer at the right

e Use robots to provide
interactive tourism

e Smart hotel - single control
point or voice control, such

information, such as natural
language processing.

Robot butlers and robot
luggage porters at hotels
Germ-killing UV Robots
Robot cleaners

Robots to deliver room
services

as voiced-controlled light
and temperature, use
mobile device as TV and
speaker remote control

o Mobile key to access room

with touchless control
technology

time and channels

o Apply self-learning algorithms,
incorporate historical data to
predict demand growth,
seasonal trends, and customer
preferences

e Analysis of social media posts
and trends

Source: Revfine, Krungsri Research

IV, gINIWLAZRUNNENIBUALINLG (Health and hygiene)
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A
Phase 1: Begin over

Phase 3: Bubble tourism (Domestic travel with fear)
Key characteristics
- Close borders (inbound and outbound)
- Social uphold physical distancing
- Tourists prefer short holidays/ short-haul trips

No public transportation (only private cars)
@l Separated world
Key characteristics

Persistent borders and checkpoints to control pandemic
Technology play a part

Key characteristics

Bubble Tourism (only with a few countries such as China,
Malaysia, New Zealand, and Australia)

Target popular/ trusted destinations

Safety is priority (insurance coverage, safeguards)
Tourists prefer short trips abroad (3-5 hours flight)

Open world B

Key characteristics
COVID-19 vaccine available to all
Back to pre-COVID levels

“
-

V-shape recovery and world is connected again
Higher demand for business and leisure trips
Technology and digitalization play crucial roles

Phase 4: Build-Back Better

Tourists prefer long stays in a country
Use all types of transportation (including domestic flights,
cruise, etc.)

Phase 2: Boost fun

(Domestic travel with fun)

Source: Copenhagen Institute for Futures Studies, Krungsri Research

2N 9: AAmanisviaaiaaaslneludiadfausinu

Phase 4:
Build-Back-Better

Phase 3:
Bubble tourism

Phase 2:
Boost fun

~»

2

Phase 1:
Begin over

~»

Q

Conduct travel bubble with
targeted provinces and pair
with countries with similar
success to Thailand in
suppressing the COVID-19
virus.

Thailand reconnects with the
world and re-ignite demand.
Thailand improves enabling
capacity, transform safety and
healthcare services, with
efficient, effective and purpose-
led support for sector growth
and development.

P

Still focus on domestic tourists
and long-term expats. Build
confidence of baby-boomers

and silver-hair generation.

Focus on key interventions to
build confidence in domestic
tourists. Focus on campaigns to
attract Gen Z, Gen Y and Gen X.

Source: Krungsri Research
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o AFANMNITRIUAUNINIFIUAEUNY (Amazing Thailand Safety & Health Administration: SHA) snldenszduasntasadieliitnyieanss
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Travel preference Length of stay Accommodation preference COVID-19 pandemic affects
travel decisions

Not stay over

night, 4% Pandemic does
More than 7 not affect travel
n/a, days, 5% decision, 8%
13% Home/ Stay

Day trips to nearby
provinces, 25%

Depends on the

with relatives, .
severity of the

Travel to other 4-6 days, 2% H4°1tEI’ pandemic, 65%
regions within the 15% & Travel only when
country, 27% necessary, 27%
: 1-3 days, !
Trips to nearby 76% Resort, 29%

provinces, stay
overnight 35%

Source: Thailand Tourism Council, Krungsri Research
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MNA 11: weRnssuunviaanealuilssing

Thais have expressed interest in Natural Resource
, Q’! Tourism (77%) after exiting lockdown
, 77%
" -

0,
Since the COVID-19 pandemic started, 90% 37% 35%

of Thais are more cautious of health,
hygiene and safety

Natural resource  Food and fruit Community Based
tourism tourism Tourism

Source: Thailand Tourism Council, Krungsri Research
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Travel Bubble Potential
n/a, 3%

| would like to travel
! 0.2% again within 2020, 14%

\ 0 Australia
\ (, 0.7%

\ Singapore

\ O
N, Vietnam
N
N
'S Cambodia
India R

After COVID-19

pandemic is over, 52%
After COVID-19 vaccine is

launched, 31%

-
0
x

wv
X
% New cases compared to it peak

Bangladesh G
Tourist arrivals |tzerland 0]
anmar
53.2% France 13.5%
58.7% Phlllppl -
oA Netherlands |t@ Denn@k Source: Thailand Tourism Council, Krungsri Research
. Germany .
Receipts Spam
Korea : : 36.8%
UAE -
_J/Ialaysia ! Laos 100%
Indonesia — Canada Japan !
1,202,604 162,755 22,026 2,981 403 55 7 1

New cases in the last 21 days

Note: A size of bubble denotes the number of tourist arrivals in 2019
Source: CEIC, WHO, Krungsri Research
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Future Tourism

Demand pattern: More personalized (Medical Tourism, Creative Tourism, Cultural Tourism)
Sustainability: Environmental and health concerns

Technology: Digital transformation (data analytics, 10T, Robotics and Al)

Borderless industries: Demand from different businesses are closely integrated

Risk and uncertainty: Cautious of risk mitigation and responses
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e fludszimaniannsisnsalunmsuasduaiunisviaaiiaage The Travel & Tourism Competitiveness Index 283 World Economic

Forum (WEF) seydiusuiaauaunsasiunisviesiatesnet 2562 agi 31 (a1n 139 dszmaiialan) Uiuatuaindusu 34 Wil 2560 laelnadqn
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FaandaN (NN 14)

3qunATdAzilaalduuuanaasussltiuos (Gravity model)

A = P o0 ] '
WAANEIANTUTALIANTNYIAdWEAn 48 Uszina wudn dszine

Mwil 14: Factors influencing Foreign Tourists to Thailand

Cultural Res. & Business Travel 0.64
Inafluqananadranaasinviaiiaavanslszing Ingldsunis ey I3
o o e o o - Ao Price Compt’ness.
RAUAURAA 10 @I‘uﬂ‘]_ILLﬁ‘ﬂ'ag ﬂﬂﬂJ’]ﬂﬂI@’]ﬂV]’]\‘I“ﬂﬂd Lﬂﬂ‘i.l"/lﬂﬂi‘:ﬁWl ANNINIT T ey
nsAnE (A 15) Teatinviesifignanduiie fadauasinygxes ICT Readiness
Inenfuqanunavieaiaaduiy 2 apsfiaunasuadanasinedu Intl. Openness
e o - s & = v o Business Environment
iszin mlmmmmwwaumu 8 Taugnalu muml‘l}ammslum IFRAUTL I —
tinvieafienansetszimAnningm COVID-19 ARRANE Health & Hygiene
o “ o , o - a o Human Resources & Labor Market
AINLUUANARILALINK NLIT FATUNNDILNAAILTEIIBNUETTH TenTiie: Series (RS ETme
Auwansan uazsaniuaniladedrdnlunisindularaaiian Safety & Security
InufilAsea g unsANINAN TS ATt ign Ground & Port Infrastructure
= d Air Transport Infrastructure
Sources: CEIC, OECD, WEF, Krungsri Research estimates
nW# 15: Tourist Preference by nationality
The International Tourists'
Rank 1 Rank 2 Rank 3 Low Perception Toward Thailand High

China Safety & Security ICTReadiness Cultural Res. & Business Travel [

Malaysia Price Compt’ness. Natural Resources Health & Hygiene |

India Price Compt’ness. Natural Resources Prioritization of T&T |

Korea Tourist Service Infrastructure ICTReadiness Tourist Service Infrastructure [ e

Laos Business Environment Price Compt’ness. Int’l. Openness [

Japan Cultural Res. & Business Travel Price Compt’ness. Safety & Security |

Russia Price Compt’ness. Natural Resources Cultural Res. & Business Travel |

USA Price Compt’ness. Natural Resources Cultural Res. & Business Travel [

Singapore Health & Hygiene Natural Resources Price Compt’ness. [

Vietnam | Cultural Res. & Business Travel Health & Hygiene Environ. Sustainability [

Hong Kong Safety & Security Cultural Res. & Business Travel ICT Readiness [

UK Price Compt’ness. Natural Resources Tourist Service Infrastructure E—

Cambodia | Tourist Service Infrastructure Price Compt’ness. Health & Hygiene [

Germany Natural Resources Tourist Service Infrastructure Price Compt’ness. [

Taiwan Safety & Security Tourist Service Infrastructure Health & Hygiene [

Australia Price Compt’ness. Natural Resources Tourist Service Infrastructure [

France Price Compt’ness. Natural Resources Cultural Res. & Business Travel [

Indonesia Price Compt’ness. Health & Hygiene ICTReadiness [

Philippines| Tourist Service Infrastructure Price Compt’ness. Safety & Security [

Myanmar Int’l. Openness Tourist Service Infrastructure Business Environment [

Low High
[0 Natural and cultural resources [J safety, security, health and hygiene [ Tourism infrastructure
I Tourism promotion O Price ] Other infrastructures
Source: CEIC, OECD, WEF, Krungsri Research estimates
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Technology
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Analytic,
Virtual technology, loT o ~“automation. '
Virtual
technology,
Restaurant . ,,auto,mationg,\{oT,
Virtual technology Digitalization,
analytics

Tourist N A
destination = _ <R St Staff and supplier

Local
business

Digitalization

Transportation
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Platform,
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____gzgr_rlrlq_ent promote Data analytics,
T Tt e S FinTech
Possible customer Data analytics
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Borderless industries

Risk and uncertainty
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Shocks

Demand pattern: More
personalized (Medical Tourism,
Creative Tourism, Cultural

) Tourism)
Sustainability: Environmental

Demographic and
social change
Individualization
Digital transformation
and automation

Megatrends

Source: Krungsri Research
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Future Tourism Hotel response strategies

Prepare liquidity
* Obey measures
* Keep business afloat

* Customer segmentation and personalization

Optimized channels

* From accommodation provider to hospitality service
providers

and health concerns

Technology: Digital
transformation (data analytics,
10T, Robotics and Al)

) Borderless industries: Demand
from different businesses are
closely integrated

* Reduce dependency on single market
* More diverse revenue streams
* Reduce fixed costs

Risk and uncertainty: Cautious
of risk mitigation and responses

Partnership with other businesses
« Networking and service matching
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Crisis

response

Demand

response
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Construction Contractors)
Healthcare, Mobile Operators)

Transport & Logistics)
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