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1. Executive Summary

Thailand remains one of Asia's most sophisticated travel, tourism and hospitality markets, but the opportunity has become
more complex. The post-pandemic rebound has matured into a more competitive phase shaped by air capacity, safety
perception, regional competition, price sensitivity, labour shortages, digital booking behaviour, sustainability requirements
and a shift from volume-led growth toward higher-value segments. [1] [2]

In 2025, Thailand generated approximately THB 2.70 trillion in total tourism revenue. The country welcomed 32.97 million
international visitors, down 7.23% year-on-year, while domestic tourism remained resilient with 202.37 million Thai trips
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and THB 1.17 trillion in domestic tourism revenue. [1] [2]

For 2026, the official market narrative is more cautious than the aggressive targets seen in early recovery years. TAT's
revised outlook points to around 30-34 million international visitors and approximately THB 2.58 trillion in total tourism
revenue, while other market updates cite a working forecast of around 33 million international arrivals with THB 1.55
trillion in foreign-tourism revenue and about 200.4 million domestic trips. [3] [4]

The strategic implication is clear: Thailand is still a large tourism economy, but growth will not be evenly distributed.
Winners will be operators who can define customer segments sharply, protect margins, build trusted local partnerships,
manage service quality, integrate digital channels, and create differentiated experiences rather than rely only on generic
sightseeing demand.

Market signal Strategic interpretation for entrants

Large but uneven recovery

Thailand remains one of ASEAN's core tourism platforms, but market
entry must be based on segment-specific demand, not headline arrival
numbers.

Domestic tourism resilience Hotels, travel platforms and experience providers should treat Thai

travellers as a serious demand base, not only as off-season filler.
High-value tourism policy direction Opportunities are strongest in wellness, luxury, family travel, niche
experiences, long-stay, MICE, sport tourism and premium destination
management.
Pressure on hotel economics Occupancy can look healthy while margins remain exposed to labour,
utilities, OTA commissions, renovation costs and price competition.
Trust and safety matter Safety perception, transparent pricing, service standards and reliable
operators are now central to commercial conversion.

Aditya Group view Tourism is not a single market. Thailand contains multiple micro-markets: Bangkok
business and leisure, Phuket resort luxury, Pattaya mass leisure, Chiang Mai culture and wellness, Hua Hin
family travel, Samui lifestyle, and emerging secondary cities. Foreign investors and brands should avoid
entering only with a product or hotel concept. They need partner mapping, regulatory clarity, channel
strategy, experience design and local execution control. The strongest opportunities are not always in owning
assets. They may be in destination management, high-end travel design, B2B distribution, MICE support,
wellness partnerships, private concierge, corporate retreats, technology enablement and hospitality

procurement.

2. Industry Overview

The travel, tourism and hospitality industry includes all commercial activity connected to visitor movement,
accommodation, transport, destination experience, food and beverage, events, wellness, retail, entertainment, booking
platforms, travel agencies, tour operations and supporting services. In Thailand, the sector is deeply linked to employment,
regional income distribution, SME activity, foreign exchange earnings, property investment and national branding.

2.1 Value chain and business models

Value-chain layer Representative businesses Key economics and success factors

Demand generation

Distribution and booking

Transport and access

Accommodation

Experiences

Support ecosystem
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Tourism boards, digital marketing agencies,
OTAs, travel influencers, airline
partnerships, B2B travel trade

OTAs, travel agents, DMCs, wholesalers,
corporate travel managers, concierge
services

Airlines, airport transfers, car rental,
coaches, boats, ferries, private vehicles

Hotels, resorts, villas, serviced apartments,
boutique properties, wellness resorts

Cultural tours, culinary tours,
adventure-light activities, wellness, golf,
yacht, family activities, destination events

F&B suppliers, linen, amenities, technology,
CRM/PMS, payments, security, cleaning,
design, maintenance

Market access, brand trust, campaign
efficiency, direct-vs-platform mix,
source-market knowledge.

Commission structure, supplier contracts,
cancellation terms, payment security,
inventory access.

Route capacity, safety, insurance, reliability,
service standards, seasonality.

Occupancy, ADR, RevPAR, labour
productivity, asset condition, channel mix,
reviews.

Differentiation, safety, guide quality,

permits, language capability, insurance.

Procurement quality, cost control, vendor
reliability, compliance, integration.
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2.2 Core market segments

Leisure tourism: beaches, islands, cities, cultural sites, nature, shopping and culinary travel.

Luxury and high-net-worth travel: villas, private guides, yacht charters, exclusive access, family offices and concierge-style
planning.

MICE: meetings, incentives, conferences and exhibitions, supported by TCEB and large hotel/convention infrastructure.
Wellness and medical-adjacent travel: spa, preventive wellness, recovery stays, holistic retreats and hospital-linked travel
support.

Domestic and regional travel: Thai families, corporate outings, government travel, ASEAN short-haul travellers and
expatriate residents.

Travel technology: booking engines, channel managers, CRM, Al itinerary tools, property technology, payment systems
and digital marketing.

3. Thailand Market Context

Thailand's tourism market combines global demand recognition with a mature local supply base. The country benefits from
strong brand awareness, diverse destinations, hospitality culture, medical and wellness reputation, developed airports,
broad accommodation inventory, active domestic travel and deep travel-agent/DMC networks.

The 2025 data shows both resilience and vulnerability. International arrivals were materially below the 2019 record of
nearly 40 million, and the decline in 2025 was driven partly by weaker Chinese demand and broader safety concerns.
Domestic travel, however, continued to support the sector through 202.37 million trips and over THB 1 trillion in domestic
revenue. [1] [5]

_ Latest reported figure / direction Implication

International arrivals, 2025 32.97 million visitors; down 7.23% Thailand remains a major destination, but
year-on-year. growth is no longer automatic.
International tourism revenue, 2025 THB 1.54 trillion; down 4.71% year-on-year. Yield and spending mix matter as much as

arrival volume.

Domestic trips, 2025 202.37 million trips; up 2.70%. Domestic tourism is a stabiliser for hotels
and attractions.

Domestic tourism revenue, 2025 THB 1.17 trillion; up 3.69%. Thai travellers are a serious revenue
segment for operators.

Hotel occupancy, 2026-2028 outlook Nationwide occupancy expected around Asset owners must focus on ADR, margin
72-73%; major destinations above 75%. and differentiation, not occupancy alone.
MICE target, 2026 29.4 million MICE travellers and THB 163 Corporate, incentive and exhibition-linked
billion revenue targeted by TCEB. travel should remain a strategic growth
pillar.

3.1 Destination clusters

Bangkok Gateway city, business travel, shopping, Corporate travel, MICE, private city
medical, dining, events, luxury hotels, experiences, premium transfers, business
meetings. delegation support.

Phuket / Andaman International resort market, villas, luxury Luxury travel design, villa management
leisure, wellness, marine activities, partnerships, wellness, sustainable tourism,
destination weddings. family experiences.

Pattaya / Eastern Seaboard Mass leisure, events, industrial business Corporate retreats, exhibitions,
travel, weekend domestic demand, EEC business-leisure packages, mobility-linked
proximity. accommodation demand.

Chiang Mai / North Culture, soft adventure, wellness, retreats, Wellness retreats, cultural immersion,
digital nomads, domestic travel. long-stay, boutique hospitality, remote-work

travel.

Hua Hin / Cha-am Family, weekend, golf, retirement, royal Premium family travel, golf, wellness,
resort identity. private household/lifestyle services.

Secondary cities Emerging domestic and experience-led New product development,
destinations. community-based tourism, niche

experiences and local partnerships.

4. Market Intelligence & Key Trends
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4.1 From volume to value

Thailand's policy direction is increasingly focused on higher-spending travellers, confidence restoration and differentiated
demand, rather than simply chasing crowd numbers. This is visible in the 2026 shift toward high-value tourism and the use
of trust-building initiatives after softer arrival momentum. [3]

4.2 Source-market diversification

The decline in Chinese visitors in 2025 exposed Thailand's dependence on a limited number of large source markets.
Malaysia became a leading source market during the downturn, while European markets remained important for
high-season demand and higher-spend segments. [5] [6]

4.3 Domestic tourism as a structural pillar

Domestic travel is now more than a crisis substitute. It supports regional hotels, secondary provinces, restaurants, local
experiences and off-peak demand. Government tax incentives and campaigns periodically reinforce this demand base. [1]

[14]
4.4 Hotel market rebalancing

Hotel performance is entering a more disciplined phase. Krungsri Research expects national occupancy to average around
72-73% over 2026-2028, with major destinations such as Bangkok, Chonburi and Phuket exceeding 75%. This indicates
healthy demand, but also a market where operators must manage supply growth, renovations, rising costs and pricing

competition. [7]

4.5 MICE and business events remain strategic

TCEB's 2026 target of 29.4 million MICE travellers and THB 163 billion in total MICE revenue illustrates the importance of
business events as a premium demand segment. MICE also helps hotels and destinations smooth seasonality and improve

midweek occupancy. [8]

4.6 Wellness, medical-adjacent and longevity travel

Thailand continues to build on its wellness and healthcare reputation. The opportunity is strongest where wellness
products are credible, safe, regulated and connected to hospitality standards rather than presented as generic spa

packages. [9]

4.7 Sustainability and destination responsibility
Thailand's hosting of the GSTC 2026 Global Sustainable Tourism Conference in Phuket reinforced the country's
sustainability ambitions. For operators, sustainability is moving from marketing language to practical requirements around
waste, water, community impact, responsible sourcing, energy use and destination carrying capacity. [10] [11]

4.8 Digital distribution and Al-enabled travel
Tourism demand is increasingly shaped by digital discovery, social proof, review platforms, OTAs, direct-booking funnels,
dynamic pricing, CRM, Al itinerary tools and multilingual customer service. Operators who lack digital competence face
higher customer-acquisition costs and weaker repeat business.

5. Opportunity Landscape

Foreign entrants and Thai operators should focus on opportunities where Thailand has real demand, local supply gaps, or
strategic policy support. The most attractive opportunities are those that combine Thailand's destination strength with
operational discipline and differentiated positioning.

Opportunity area Why it is attractive Execution requirements

Destination management for premium

travellers

Luxury and villa-based travel

MICE and incentive travel

Wellness retreats and longevity stays

Domestic premium travel

Hospitality procurement and amenities
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Thailand has strong demand for curated
itineraries, family travel, private guides and
high-service experiences.

Phuket, Samui, Bangkok and Chiang Mai
attract higher-spend travellers seeking
privacy and customisation.

TCEB targets significant MICE growth in
2026 and Thailand has strong hotels and
event infrastructure.

Thailand has strong spa, wellness, medical
and hospitality capabilities.

Thai travellers support weekend, family,
festival and secondary-city demand.

Hotels need differentiated products, eco
amenities, corporate gifts and cost-effective
sourcing.

Trusted vendor network, language
capability, safety, pricing discipline, 24/7
support.

Villa partnerships, concierge operations,
security, chef/transport vendors, guest
profiling.

Corporate sales, proposal design, venue
sourcing, logistics, compliance, onsite
execution.

Credible practitioners, hygiene, insurance,
legal review, clear claims management.

Thai-language marketing, local payment
channels, value perception, family-friendly

design.

Supplier vetting, samples, compliance, MOQ,
customs, quality control.
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Opportunity area Why it is attractive Execution requirements

Travel technology and CRM
implementation

Business delegation and market-entry
travel

Operators need better guest data, direct
booking, automation and yield
management.

Foreign investors visiting Thailand need
meeting planning, interpretation, site visits
and executive logistics.

System selection, integration, staff training,
PDPA compliance, adoption discipline.

Business network, agenda design,
government/private coordination, discreet
support.

Where Aditya Group sees strongest near-term opportunities Premium destination management and
family-office-style travel support for HNW visitors and residents. MICE, business delegation and executive
travel support connected to Thailand market-entry projects. Hospitality sourcing, eco amenities and
differentiated products through Aditya Group's trading and Thai Aesthetics ecosystem. Travel technology,
CRM and operations improvement for smaller hotels, DMCs and boutique operators.

6. Competitive & Operating Environment
Thailand's tourism market is open, sophisticated and crowded. Competitive pressure comes from global hotel chains, local
hotel groups, independent boutique properties, OTAs, regional DMCs, small tour operators, social-media-led experience
providers and informal vendors. The competitive advantage is not only price; it is trust, execution, reliability,
differentiation and the ability to protect margins.

Competitive factor Market reality Practical implication

Price transparency

OTA dependence

Service inconsistency

Labour pressure

Destination crowding

Reputation sensitivity

6.1 Buyer behaviour

Customers compare hotels, tours and
packages instantly across OTAs and social
channels.

OTAs deliver demand but can compress
margins through commissions and
cancellation flexibility.

Thailand has strong hospitality culture but
execution varies across vendors and
provinces.

Hotels and tourism operators face
service-quality risk when skilled staff
availability is tight.

Popular areas face congestion,
environmental pressure and
visitor-experience dilution.

Safety incidents, scams, poor reviews and
unclear pricing can damage conversion
quickly.

Operators must define value clearly and
avoid competing only on discounting.

Direct booking, CRM and repeat-customer
strategy are essential.

Vendor SOPs, audits and feedback loops are
necessary.

Training, retention and automation are
commercial priorities.

Niche routes, timed access and secondary
destinations can improve experience
quality.

Trust architecture must be designed into the
customer journey.

International travellers expect clear pricing, responsive communication, safety, high review scores and flexible booking

terms.

Thai domestic travellers are value-conscious but willing to spend for family comfort, convenience, festivals, wellness and

status-led experiences.

Corporate and MICE buyers need proposal accuracy, compliance, reliable logistics, invoice readiness and contingency

planning.

Luxury travellers buy confidence and discretion more than inventory. They expect personalisation, privacy and rapid

problem resolution.

7. Regulatory & Compliance Considerations

Tourism and hospitality in Thailand involves multiple regulatory layers. Entrants must assess company structure, foreign
ownership, tourism licenses, hotel licensing, employment rules, tax, insurance, data privacy, consumer protection and
sector-specific permissions before launching.

Foreign Business Act restrictions may apply
depending on activities, services and
shareholding structure.

A wrong structure can limit licensing,
contracting and control.

Foreign ownership and business scope
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Tour operator / travel agency licensing

Hotel and accommodation licensing

Tour guides and activity providers

Employment and work permits

Tax and invoicing

PDPA and guest data

Consumer protection and advertising

Tourism business operations are regulated
under tourism business and guide laws and
may require a tourism business licence.

Hotel operations generally require
appropriate hotel/building permissions and
operating licences.

Guide services, marine activities, transport
and adventure-light activities may require
specific permits and insurance.

Foreign staff and managers require proper
visas/work permits; some occupations are
restricted.

VAT, withholding tax, corporate income tax,
e-tax invoice requirements and platform
revenue treatment must be reviewed.

Hotels, DMCs and travel platforms collect
passports, payments, preferences and
health-related data.

Claims around wellness, safety, discounts,
sustainability and medical-adjacent services
must be accurate.

Unlicensed operations create legal and
reputational risk.

Asset acquisitions or leases must be
checked before investment.

Customer safety and legal responsibility sit
with the operator.

Non-compliance can stop operations and
create personal liability.

Pricing and margin models must be
tax-aware.

Thailand's PDPA has been fully in force since
1 June 2022 and requires data protection
discipline.

Misleading claims can create regulatory and
brand risk.

This report is a business intelligence document, not legal advice. Specific projects should be reviewed with qualified legal,
tax and licensing professionals before execution.

8. Market Entry & Execution Considerations

Market entry in Thai tourism should begin with the operating model, not the legal entity. A hotel investment, DMC, travel
platform, wellness retreat, corporate travel service or hospitality supplier will each require different licensing, partner,
staffing, technology and capital plans.

8.1 Entry route options

Entry route Best suited for Advantages m

Representative office /
market study phase

Joint venture with Thai
partner

Management / operating
contract

Acquisition / lease of
hospitality asset

DMC / travel service
company

B2B supplier / hospitality
procurement

8.2 Execution checklist

Foreign brands testing demand or
sourcing partners.

Tourism activities requiring local
licensing, access or operating
relationships.

Hotels, villas, wellness properties
or experience brands.

Investors seeking asset ownership
or repositioning.

Premium travel, business
delegations, concierge and
packaged experiences.

Amenity, technology, F&B,
equipment and corporate-gifting
suppliers.

Low-risk validation before
investment.

Faster local access and
credibility.

Asset-light entry and faster
scaling.

Control over product and
upside.

High service differentiation
possible.

Can enter through distribution
and hotel procurement
channels.

Cannot replace commercial
licensing if revenue activity
starts.

Partner control, governance
and profit-sharing must be
structured carefully.

Brand control and service
quality depend on contract
discipline.

Licensing, capex, land/title,
building compliance and labour
exposure.

Licensing, insurance, vendor
reliability and 24/7 operational
burden.

Margins, MOQ, after-sales and
import compliance must be
managed.

Define the target segment: leisure, luxury, domestic, MICE, wellness, corporate, family, long-stay or hospitality B2B.
Validate demand by source market, seasonality, average spend, booking lead time and cancellation behaviour.

Map competitors and substitute offers across OTAs, hotels, local agents, social media and direct providers.

Review licensing, foreign ownership, tour business rules, hotel permissions, insurance and tax obligations.

Build vendor scorecards for hotels, transport, guides, activities, wellness providers, restaurants and emergency support.

Model margin after commissions, VAT, FX, payment fees, refunds, staff cost, customer support and contingency.

Aditya Group | Strategic Market Report
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Implement operating SOPs, guest communication flows, escalation protocols, quality checks and review management.
Build a direct-customer and B2B channel strategy instead of relying fully on OTA or platform demand.

9. Risks, Challenges & Watchpoints

Risk / challenge How it appears in practice

Headline demand risk

Wrong partner selection

Margin leakage

Safety and liability

Compliance gaps

Quality inconsistency

Reputation shock

Seasonality and air capacity

Entry plans based only on national arrival
targets may fail at destination or segment
level.

Local partner has relationships but weak
systems, poor reporting or conflicting
interests.

OTA commissions, discounts, refunds,
payment fees, vendor markups and
unplanned service recovery reduce profit.

Transport, marine, activity, food,
medical-adjacent or elderly travel incidents
can escalate quickly.

Operating before license readiness or using
informal vendors.

Promised premium experience is delivered
by average subcontractors.

Negative reviews, social-media incidents,
scams or safety perception issues reduce
bookings.

Demand peaks and drops create cash-flow
pressure.

Mitigation discipline

Use segment-by-segment feasibility and
conservative scenarios.

Conduct partner due diligence, reference
checks and governance design.

Build full-cost pricing models and review
contribution margin by channel.

Insurance, vetted vendors, SOPs,
disclaimers and emergency protocols.

Licensing map and go-live gate before
commercial launch.

Vendor audits, service scripts, training and
customer feedback loops.

Trust-building, transparent pricing and fast
resolution process.

Source-market diversification, domestic
products and MICE/off-season packages.

Common mistakes Aditya Group would caution against Opening a travel or hospitality business because
Thailand "has many tourists" without validating micro-market demand. Choosing partners based only on
introductions or friendship rather than governance, reporting and execution capability. Underestimating the
impact of OTA commissions, refunds, seasonal pricing, service recovery and vendor unreliability. Promising
wellness, luxury or sustainability without operational evidence and supplier standards.

10. Aditya Group Perspective

Thailand tourism rewards operators who combine hospitality sensitivity with commercial discipline. The market is
attractive because demand is broad, the destination brand is strong and the supplier ecosystem is deep. However, the
market punishes weak execution quickly because customers compare choices instantly and reviews travel faster than

marketing messages.

Aditya Group's view is that tourism and hospitality projects should be approached as operating systems, not marketing
campaigns. A successful project requires a clear target customer, partner architecture, vendor verification, service SOPs,

licensing clarity, technology layer, financial model and management oversight.

For investors, the first question should not be "Should we buy a hotel?" It should be "Which customer segment can we
serve profitably, with what operating advantage, in which destination, through which channel, with what risk controls?" For
travel brands, the first question should not be "Can we sell Thailand packages?" It should be "What can we deliver in
Thailand that is trusted, differentiated and operationally repeatable?"

10.1 Strategic implications

Premiumisation is real, but only when backed by service design and trusted execution.

Domestic tourism must be integrated into business models, especially for hotels and experience providers.

MICE and business-delegation travel can create higher-value demand and stronger B2B relationships.
Hospitality procurement and eco/product innovation can be a serious B2B opportunity connected to Thailand's hotel base.
Travel technology should be treated as an adoption and process-change project, not only a software purchase.

11. How Aditya Group Can Support

Aditya Group can support tourism and hospitality clients through market research, entry planning, partner development,
operating setup and execution oversight. The objective is to help clients reduce uncertainty before investment and

improve execution quality after launch.

Aditya Group | Strategic Market Report
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Client need Aditya Group support area Potential deliverables

Market entry assessment

Partner and vendor network

Business setup and licensing coordination

Premium travel and DMC support

MICE and corporate travel development

Hospitality sourcing and procurement

Technology and process improvement

Governance and execution oversight

12. Selected Relevant Experience

Segment research, destination comparison,
competitor mapping and customer profiling.

Identification and evaluation of hotels,
DMCs, transport providers, activity
operators, wellness providers and B2B
suppliers.

Company setup, license pathway mapping,
tax/legal coordination and operating
readiness.

Curated itineraries, high-end client handling,
business delegation travel and concierge
logistics.

Corporate retreat design, meeting support,
incentive travel planning and B2B sales
positioning.

Amenity sourcing, eco products, corporate
gifts, hotel supplies and quality control.

CRM, booking workflow, guest data,
reporting dashboards and digital sales
process.

Virtual CEO / advisory support for owners,
investors and foreign brands operating in
Thailand.

Market-entry report, opportunity map,
feasibility memo, go/no-go
recommendation.

Partner shortlist, due-diligence scorecard,
negotiation support, vendor SOPs.

Entity setup roadmap, licensing checklist,
project timeline, compliance coordination.

Thailand travel playbooks, vendor network,
sample itineraries, client-service protocols.

Proposal templates, venue shortlist, event
logistics map, target-account strategy.

Supplier shortlist, sample coordination,
pricing model, import/export support.

System selection, implementation plan,
SOPs, training and management reporting.

Monthly review cadence, KPI dashboard,
partner governance, execution escalation.

Aditya Group's relevance to tourism and hospitality comes from a combination of market-entry advisory, business
execution, technology, trading, sourcing and travel-sector exposure in Thailand. The group's experience is not limited to
advisory documents; it includes practical execution support across company setup, partner development, travel
operations, product sourcing, commercial negotiation and local management oversight.

Experience area

Travel Motivations / luxury travel exposure

Thailand market-entry advisory

Trading and sourcing platform

Technology business background

Relevance to tourism and hospitality clients

Understanding of premium travel expectations, itinerary design,
international travellers, partner coordination and service quality.

Experience helping foreign companies understand Thai business
conditions, structures, partner expectations and execution realities.

Capability to support hotels and hospitality buyers with products,
amenities, corporate gifts, eco items and supplier development.

Ability to evaluate and implement CRM, booking, reporting, automation
and digital workflow solutions.

Board advisor / Virtual CEO role Support for investors and founders who need local oversight, governance,

problem-solving and execution discipline.

Tourism projects often intersect with real estate, wellness, retail, events,
logistics, F&B, technology and family office services.

Multi-industry perspective

Confidentiality note Client names and sensitive project details are intentionally excluded from this public
website edition. Relevant case narratives can be shared selectively during qualified discussions, subject to
confidentiality and commercial sensitivity.

13. Conclusion & Call to Action

Thailand remains one of Asia's strongest tourism and hospitality platforms, but the market has moved beyond the simple
recovery story. The next phase will favour operators who can combine destination insight, customer segmentation, digital
capability, regulatory discipline, partner quality, sustainability awareness and execution control.

For investors, travel brands, hospitality groups, wellness operators and B2B suppliers, Thailand offers significant potential.
The opportunity should be approached with careful validation, realistic financial modelling and strong local operating
support. The difference between a promising concept and a profitable Thailand business is often not the idea itself, but the
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quality of execution.

Recommended next step Request an Industry Discussion with Aditya Group to validate your tourism or
hospitality opportunity in Thailand. Use this report as a starting point for market-entry planning, partner
mapping, feasibility review or B2B opportunity assessment. Explore related Aditya Group services: market
research, company setup, business matching, travel operations, sourcing, technology implementation and
Virtual CEO support.
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Aditya

Build the Right Thailand Entry Strategy

Aditya Group helps clients evaluate market potential, identify partners,

structure practical entry routes and coordinate local execution in Thailand.

Connect with Aditya Group Thailand

Market Entry | Strategic Advisory | Business Matching | Sourcing & Supply Chain

Regulatory Coordination | Technology | Trading | Execution Support

www.adityagroupthailand.com contact@adityagroupthailand.com
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