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Tourism Intelligence Travel & Tourism Competitiveness 2019

. walil }E)LAI/D\I . Enabling T&T Policy and
FORUM Environment Enabling Conditions
IMPROVING THE STATE BUS Envi t Prioritization of
Insight Report oD usiness Environmen Travel & Tourism
I I
The Travel & Tourlsm Safety and Security International Openness
Competitiveness . .
Report 201 9 Health and Hygiene Price Competitiveness
Travel and Tourism at a Tipping Point : —
Human Resources and Environmental
Labour Market Sustainability
1
- ICT Readiness
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Travellers’ Frustrations vs Expectations
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1 Travel services

At the airport

automatic
transit

Taking the stress

out of travel

Finding your
way

of axprrimw

for business
tounsts

TRAVELLERS’ FRUSTRATIONS

51x

47+

51x

not knowing where the
best local restaurants,
bars and venues are

lack of good
quality advice

not having
access to home
music, video
and data

TRAVELLERS’ EXPECTATIONS

Automated identity

management systems to track
flows of people going through
security and border control

5 3 % to provide more
personal information
'happy; for efficient travel

Intelligent tickets mHealth
can update the ? mobile technology and

traveller on

o b sensors to monitor
delays or ¢ heart rates and

changes bload pressure beia

a device to monitor
82% and reduce levels of

§ desire: stress while travelling

Intelligent recommendations

@
information from expert blogs
and online guides help create

personalised travel guides

Augmented reality

access historical and cultural ]
information about a place

and access peer reviews -

Payment with memory e

memory of expenditure will '@‘
enable intelligent
passenger records

e ¥

Cloud computing
easy access to your own
music, video and data from

hotel rooms

860 a personalised travel
/6 guide which aggregates
'desi'e: recommendations

6 1° a moblle application
/o that overlays visual
* desire: Information about the
physical world

to provide personal
47% data for a more
’thpy: personalised service

59° complete access to

% everything they can get
business  in their home
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® dinvunnuznssumsulouiesgsakio

HJaseduiAiou (Enablers) (40 £ 15%)

State Enterprise
Assessment Model :

1. msf‘i']ﬁ'u@Ltaﬁﬁuaamsﬁ']mﬁns (Corporate Governance &
Leadership : CG&Leadership)

2. ms'msmwul.%qﬂagmg (Strategic Planning : SP)

3. nMsusursAnudss waznisauaungly
(Risk Management & Internal Control : RM &IC)

4. msyaiugidoulddrwds wazgnan
(Stakeholder & Customer : SCM)

5. N1SWeNunAlUlagAa’via (Digital Technology: DT)

™ | 6. msuSunsnunyws (Human Capital Management : HCM)

7. N159ANISANSUASUIANTTH
(Knowledge Management & Innovation Management: KM&INNO)

8. N1ses2daUnelu (Internal Audit : IA)
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UsstAuAa150UN

1. Digital Governance and Roadmap

nisiiuguasumAluladfivia uatunulfuan1sAava
VDIDIANT

2. Digital Transformation

n1suwAluladfdaiauuiuldiu yndruvasashns

3. Government Integration
rl"I'EU“'SFI.L"IFI"I'EL:EI‘BS..IIU-a‘iTa!J“EILLEI:ﬂ"I'ilF.I"ILﬁUQ"I“I.L'é‘]l]ﬁu

STUITIUUILITU

4. Data Governance and Big Data Management
nsfnfuguatayaLaNITUIUITIANS Tayavuinlun

UDNDIFNT

5. Information Security Management

NIsUTUIsAINUTUAYUADAAUYD IR 1SEULNA

6. Business Continuity and Availabiliiy Management

= 1 IJ = B
A1UIUNIIAITU F]ELUEQVI"NG"‘SI"I?LLEI:FI".I"ILIW'EEI!-“‘#‘UGQ"S:UU

7. Aesource Optimization Management

ATSUSUITARN1TNST M TWLINsaL LU FY

8. Digital HR

9. Knowledge Management & Learning Organization and

Innovation 6§ Technology

Enablers | Digital Technology (DT)
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11 fiuusnsaufirnienisinAuguastunIsuIusianavAluladfnsvia
1.2 Digital Roadmap WHUUJURANSAaNAszu: 3-5 T
1.3 Action Plan uaudfusinisdsz41d

2.1 Enterprise Architecture doUnunIsuoeAns
2.2 Project Management N1SUSKISIANSLASINNS
2.3 Quality Management m‘sﬁ'mn‘rsﬁ‘mqnmnw

3.1 Enterprise Collaboration and Interoperability Design ﬂ"li‘EIﬂFILLUUFI"J"ILIL%ﬂLﬂLN
RRZNITVINIUIINAY

3.2 Data and System Integration N1sysuINsiaulustayauaznissniuuiuiu

4.1 Data Governance and Big Data Management Implementation

nsAudunIsATuANIiNAuguadaya wazn1suIuTIANNs dayavuislunivacasAns

5.1 Information Security Management System
ﬂ"l'if:l"l‘ﬁuliluu".l'ﬂ"l'ﬂﬂ"lI?I'i:-i;"lu%laﬂﬂ"l'iU%ﬁ"l'iFl']ﬂUﬁuFNﬂﬁElFIJ!I'U'IIENEI"I'EEIUL‘-I"IF[
5.2 Measurement for Information Security Management
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6.2 Auvailability Management N15USUNsANUNSaUlTVB 95z LU

7.1 Resource Optimization Management Implementation
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7.2 Green IT Management N1sUSKIsIANIsN 1R d@anldnaluladiduiinsse
Fwandau

LNEU HCM
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NO
POVERTY

TRl

CLEAN WATER
AND SANITATION

SUSTAINABLE CITIES

Tourism Intelligence

ZERO
HUNGER

GOOD HEALTH
AND WELL-BEING

DECENT WORK AND
ECONOMIC GROWTH

QUALITY
EDUCATION

INDUSTRY., INNOVATION
AND INFRASTRUCTURE

1

Sustainable Development Goals

GENDER
EQUALITY

REDUCED
INEQUALITIES

1 RESPONSIBLE
CONSUMPTION

\\ 1/
=" % THEGLOBALGOALS |
“‘ For Sustainable Development m

1 CLIMATE 1 LIFE BELOW 15 LIFE 1 6 PEAGE AND JUSTICE 17 PARTNERSHIPS
ACTION WATER ON LAND STRONGINSTITUTIONS FOR THE GOALS

Y | &

AND GOMMUNITIES
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The Global Risks
Report 2020

Insight Report | 15th Edition

In partnership with Marsh & McLennan and Zurich Insurance Group

Global Risk 2020
Top 10 risks in terms of

Impact

0 Climate action failure

Weapons of mass destruction
Biodiversity loss

Extreme weather

Water crises

Information infrastructure breakdown
Natural disasters

Cyberattacks

Human-made environmental disasters

©
4
©
54
4
4
o
o

Infectious diseases
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§CUZ>7% Us:inAnldsumssasdudulungueniBeu 12562
\/-/\; IMD WORLD -

IM) ‘ COMPETITIVENESS @ 1w A @ 247 ...
REAL LEARNING. REAL IMPACT mfo CENTER ) s g
2019 Country 2018 Change @ Sy i

1 Singapore 3 +2 AN 2. Ing

2 Hong Kong SAR 2 - -

3 USA 1 2 Y Q Lkw A @ oy A

4 Switzerland 5 +1 AN A oulodise A  Wauoud

5 UAE 7 +2 A

22 Malaysia 22 - -

23 United Kingdom 20 3 W

24 Israel 21 30 W

25  Thailand 30 +5 A

26  Saudi Arabia 39 +13 Ap

27  Belgium 26 -1 W

28 Korea Rep. 27 -1 NJ%

29  Lithuania 32 +3 A

30 Japan 25 5 W

31 France 28 3 W

32  Indonesia 43 +11 A
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International Liquidity by Country
Total Reserves excluding Gold, U.S. Dollars

Global Liquidity

ASIA

Hungary

Romam‘ ’

Italy | ‘
$51B
Sweden
$55B
Spain
$598 Germany
$59B
AMERICAS Argentina _ M _- hilippines :
$64B : \ : Ba:”quDadesh D
Macao
= ‘ Morocco . $208 Total Country
$158® il e S4B @ bé,:%aékhstan Reserv(e$s)*
raY /™ Garmbodia
& $13B

Colombia o5 43 \g e AUSTRALIA
' i ) ghile > & OCEANIA
Cow 40B
Mﬁ’;‘fg’ “uge  MIDDLE(" $ Sa”d' Arabigl | ol
Guatemala (1) = #168 EAST % $4968B O WSias
$18B Reserves
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Global Atmosphere
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Tourism Intelligence Global Transportation & Supply Chain
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Digital - tech Neuro - tech Green - tech Other
"’;_---_----___----_----—_---------__—-—--—----—-_---------—_------*
’ a \
, frs ’ 2.2 ‘
e w0 - 1
[ b =) :
i |
H 3-D Printing and Cloud Computing 1
i Manufacturing Platforms 1
t 1
I 1
I ®© 1
i Q.‘ES 1
I o . !
i = = o 1
| Freeand Open Massive Open Micro - simulation E - Distribution System Combining GIS and Remote 1
[ source Online Courses Radio Sensing Data :
I
i |
; (:"5 | I
I no I
: y ) :
‘\ Data Sharing Social Media Mobile Application Pre - paid System of Digital Monitoring igi i ,'
\ Technologies Technologies Utility Use and Technologies V4
S Automatic Meter 7’

Opportunities Development employment, manufactunng agnculture health, cities, finance, absolute “decoupling”, governance, participation, educatlon
and Outoomes citizen science, environmental monitoring, resource efficiency, global data sharing, social networklng and collaboration ;
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' —ood Trends
think oo

Food With a Traveling Experimenting Bite-Sized The Pasta
Function Through Taste With Pork Snacks Comeback

iwgaaraayulwslanugneadauns:uaguniw-Ad1u
VU U 63 MWSIUWOUNIIULIUATULHSETYY

flan : Google | Food Trends 2016



Tourism Intelligence

Local Products & Services

Cool Japan's potential

B The size of the world market for culture industries (1) will be more than 900 trillion yen (estimate for 2020).

B The aim is to capture 8—11 trillion yen of this.
Five culture industries United Kingdom Russia South Korea
(fashion, food, media content, tourism, | Germany (
skilled manufacturing/regional ”@. il ‘@"
specialties) og7 396 _Q" 172 486 P 407 156
2 227 : 422 13— .
CTanoe 2009 ' 2020 ' | b7 - 2000 " 2020 2281 | 72009 2020
it i United States
Unit: 100 billion yen _@v \ / Sl ¢
425 ¢ Turkey | Japan
272 N /
21 | Oy 1,550 15, 4
2000 2020 734 863
/ 751
S|:_|ain o 69 112 10
© N | 57
2009° 2020
sio 362 ¢ ﬁ 2000 " 2020
22 490 Saudi Arabia
295 488 ‘
2000 ' 2020 21 115 150 (55T
Total for target countries 2009 2020 A 2009 | 2020  Singapore RI‘H K
(not including Japan) g ong Kong
9,324 Brazil 2009 ' 2020 ' 0
Indonesia 12 26
Thalland 2000 2020 S 27
829 2008 2020
oo South Africa é
707
6,828
4,639 230F ] _@ 39 89 46 | 127 1
2009 © 2020 46 65 2008 "2020 ' 2009 2020
r=-r_|
2009 ' 2020 _@” CAGR(2009-2020)
[ Strategic goal: 8-11 trillion yen ] MediasContegts
2009 2020 Food & Beverage
Fashion

(1) Eighteen countries ("major countries") were selected by extracting countries and regions that will, as of 2020, have a GDP of at least US$ 2 trillion (about 200

trillion yen) and those with important continental cities that will have a GDP per capita of at least US$ 10,000 (about 100,000 yen). Current market size is

calculated using statistical data from the OECD, the IMF, the World Bank, etc. Potential market size in 2020 is estimated from the correlation between nominal

GDP (PPP) or nominal GDP per capita (PPP) based on each country's amount of population growth over the past 10 years and for the coming 10 years.
Note: Because the nature of the tourism category is different from the other categories, each country’'s market size is not included. Additionally, because the
market size in the skilled manufacturing/regional specialties category is small, size goals have not been set.




Tourism Intelligence Local Products & Services

V4 NINSsu Amazmg Thailand Go Local
IRvoIlovsov 55 Fundanaing '

1. Enjoy Local 2. SET in the Local - 3. local Link IAUNNOVIRYD
NEoYUIUIGAUTAIGL  ©  ns:dunduaaia MICE  ©  10ovsauraInranaguiuy

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

6. Local
Heroes
4. Eat Local ] : uTSuumu 7. Local Strength
USNAUDUS Jafnssy - IASUADW SVLIEN
9IrShu - Community Events © 1JUIIJVIOV YStuINISAU
Kwwana : . duau nASFIAzIoNIU

- ' - i '
AU NIsnevingaIruUs:INAINY

m' www.bltbangkok.com
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