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Abstract

 The research proposed to examine this predicament concerning the Australian 

outbound tourism market during the period of 2015-2019. This long-term researching 

aimed to improve Thailand Tourism, and to find an answer to the research question: 

“Why Australians stop planning to visit Thailand for the first time?” The paper also

reviewed some of the more essential details generated from the sub-questions of the

research question. The research used two techniques to collect data, namely the in-depth 

interview and the data recording technique. The latter was used with 65 participants

that were divided into six groups: (1) Australian tourists, (2) Australian travel agencies,

(3) Thai tourism government officers, (4) Australian government officers, (5) Australian 

academics, and (6) Australian private sectors. The primary research shed light on the 

uniqueness of Australian traveling in order to fill the gap of knowledge in Australian 

outbound tourism. The primary knowledge was generated by twenty key important 

information, for instance, attitude and personality differences, monopoly issue, generation 

target, independent personality, recreation and education tourism, transit purpose, most 

common tourism destination, economic driving force, and major competitors. The secondary 

knowledge hi-lighted the fact that there was an increase in rival competitiveness. Vietnam 

was rising against Thai tourism industry. Both sources of new knowledge finally generated 

six thematic themes by using Thematic analysis as a tool. The six thematic themes are 

1) Expanding Thai Tourism, 2) Economic crisis and traveling slowdown, 3) Bangkok and 

Phuket primary tourism market, 4) Luxury Thailand, 5) the Currency issue, and 6) Competitor 

analysis.
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Introduction

 Thailand appears as a famous tourist destination in the world. Tourism creates 

significant revenue for Thailand. Thailand’s Tourism market accounts for about 12% of 

Thailand’s GDP. The tourism market valued around 2.01 trillion baht or $65.5 million 

US dollars in 2018 and expected to be $70 million US dollars at the end of 2019

(Royal Thai Embassy, 2019). Around 38.2 million tourists visited Thailand in 2018 and 

expected to be 41.1 million visitors at the end of 2019 (Royal Thai Embassy, 2019).

The research investigates the Oceania tourism outbound by adopting a case study of 

Australia and New Zealand, but the research focuses primarily on Australia because it is the 

first and the most prominent target for the Thai tourism industry. Thus, this makes the 

Australian outbound tourism markets the main emphasis on the research project — the 

research emphasis on the ten years statistics (2009-2019) of Australians outbound to 

Thailand.

 According to National Minimum Development Indicators (2019), Oceania was 

divided into four regions including Australasia (Australia and New Zealand), Melanesia 

(Papua New Guinea, Fiji, Solomon Islands, Vanuatu and New Caledonia), Polynesia

(French Polynesia, Samoa, Tonga, American Samoa, Cook Islands, Wallis and Futuna 

Islands, Tuvalu, Niue and Tokelau) and Micronesia (Guam, Kiribati, Micronesia, Northern, 

Mariana Islands, Marshall Islands, Palau and Nauru). There are approximately 40 million 

people who live in a total of 25 countries in the Oceania but only three major 

countries have population number over a million: 1) Australia that has 25.4 million 

people (United Nations, 2019); 2) New Zealand that has 4.9 million people (New Zealand 

Government 2019), and Papua New Guinea that has 8.5 million people (Statistics for 

Development Division of Pacific Community, 2019). Besides, even though Papua New 

Guinea has the second largest population in Oceania, but it creates the least contribution 

to the tourism profit for Thailand comparing to Australia and New Zealand. This makes 

Australia is the most significant market in Oceania for Thai tourism.

 Even though Australia has less population than many other countries in the 

world, Australia contributes a substantial number of high-quality tourists to Thailand. 

Approximately more than eight million high spend Australians visited Thailand for the 



318

◆ Khwanchol Hasayotin ◆

past ten years, or around 0.7 - 0.9 million people a year (Department of Tourism of 

Thailand 2018). However, since 2015, the number of Australians visiting Thailand slightly 

declined. In 2018, the number of Australian tourists had decreased -1.61% from 2017 

(Department of Tourism of Thailand 2018). In 2018, there were 728,720 Australians

visiting Thailand (TAT 2019). Therefore, the research investigated a consequence 

of this decline by studying the stakeholders in the Australian tourism market, which 

made up of the market participant groups. They were Australian tourists, Australian travel 

agencies, Thai tourism government officers, Australian government officers, Australian 

academics, and Australian private sectors. The tourists were the most significant group 

of stakeholders because their interview information was the target group’s requirement.

Research Aims and Objectives

 The research aimed to find out, “Why Australians stop planning to visit Thailand 

for the first time?” There were six sub-questions generated to align the research question. 

They were: I. What is the possible way to promote Thailand’s tourism market in order 

to increase the number of Australian first-visit and revisit tourists? II. Do Bangkok and 

Phuket are the most favored tourism destinations for Australians? III. Is Bali tourism a 

significant competitor to Thai tourism? IV. Does the decline and rise of the AUD dollar 

affect the Australian’s decision making? And V. Which countries in the Asia Pacific 

region are Thai tourism’s important competitors?

 The research objectives focus on responding to the Thai government’s economic 

targets. These government targets comprise three significant targets. First, to increase the 

number of first-visit in order to study the current tourist’s behavior and market competitors 

between 2015 and 2019. Second, to improve the connection between AEC countries. 

(TAT 2019). And third, to study how to increase spending per person related 

to tourist satisfaction.

Literature reviews

 According to OECD (2019), the number one touristic country is Singapore. 

While Vietnam and the Philippines have the highest scores on the Travel & Tourism 

Competitiveness in the Asian region, having higher growth of tourism competitive scores
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than Thailand (OECD, 2019). Vietnam News website (Das, 2019) often compares the 

Thai tourism market to Vietnam. It is shown that from a rival’s point of view, TAT is 

perceived as the AEC’s biggest country competitor. Competition situation in the Asian 

tourism industry leads to the conclusion that Thai tourism should improve its tourism 

position among Australia tourists. Das (2019) claims that Australia is the dominant market 

in Oceania and influenced by the monopolistic cartel as Flight Center (Raitt, 2019). 

The Australia industry makes up of the highest spend and stays longest, compares to other 

countries in the world.

 On the one hand, in 2016, the number of outbound Australian tourists slightly 

increased after the world crisis occurred in 2015. Australian and their spending trend 

(Australians in Indonesia approximately 17,500 million baht each year) (Ironside 2016) 

was significantly less than Australians spending money in Thailand (forecast statistic: 

approximately 80,000 million baht each year) (Thansettakij, 2016). On the other hand, 

in 2019, the Australian tourism market has changed from being the biggest spender for 

Thailand to being the largest spender in Vietnam, which values $818 US dollars 

per trip (Nguyen, 2019). Australians now spend only $715 US dollars per trip in

Thailand (Nguyen, 2019).

 Long-term sustainable tourism appears to be a success in many countries.

The global tourism trend tends to consider recreation tourism since 2010 (Lee et al.,

2010). The principle model to improve the economy of the nation to increase regional 

income is sustainable. Consumption expenditure is the start of the economic impact and 

recreation tourism (Oosterhaven & Van-Derknijff, 1987). 

Methodology

 The qualitative approach was used in the research. The research design adopted 

the form of a case study in specific areas, which included many cities in Australia in 

order to develop the data of the Oceania outbound tourism market. The research used an 

in-depth interview as a dominant research instrument to obtain primary knowledge derived 

from the tourists’ ideas. The interview questions made up the scope of this framework. 

All six groups of participants answered the same set of interview questions. The research 
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tended to discuss the research question and research sub-questions by using the following 

tools: interviews, case studies, in-field tourism research, documents, newspapers, tourism 

magazines, government information, and advertising material. These research tools were 

applied in the research to help to investigate the selected sites (Australia). Research 

paradigm and strategies of inquiry, the research adopted the interpretivism paradigm

because this paradigm usually aimed to review the issues that were collected. This paradigm 

was flexible, and it allowed the research to investigate a broader range of issues, such 

as allowing the researcher to oversee the tourism market in other countries while the 

research also investigated the Australian market. This research used a “Case studies” 

approach because it allowed the researcher to use case studies from multiple types of 

sources, including such as newspapers, relevant research concerning tourism development 

in other countries, magazines, books, and theories.

 The research selected Sydney, the capital city of New South Wales, in Australia 

to collect data because New South Wales is the state where the highest numbers of 

Australian residents depart on an international trip (ABS, 2019). Sydney is the place 

where the principal office of the Tourism Authority of Thailand is located. Recruitment 

and sampling were the research project’s strategy that guided the researcher to select a 

group of participants. The research selects 65 participants who are divided into two

types, revisit and first visit tourists. The research used a non-probabilistic sampling 

strategy, also known as a ‘purposive sampling strategy’ (O’Riordan, 2001; Gilbert, 2005). 

All participant groups were selected by the officers of the Tourism Authority of Thailand 

(TAT) in the Sydney office, in order to avoid bias. The research was designed to arrange 

a system to select tourists randomly from many opportunities, such as non-TAT-activities 

and TAT’s activities (for example, TAT’s roadshows and festivals).

Data Collection 

 The data collection was through in-depth interview where participants express their

thoughts and experiences. Therefore, the researcher only selected the participants who understood 

the interview questions. Using this approach for recruiting participants and sampling

made the research timeframe more flexible. Hence, the timeframe for collecting data was 
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five-years observation and in-depth interviews. The research focused on long-term 

sustainable tourism development. The data collecting method was the triangle method. 

Which is defined by Denscombe (2003) as a multi-method. In order to solve the puzzle, 

what might be the reasons that made the Australian first-visitors stop traveling to Thailand? 

The research used a qualitative approach rather than a quantitative approach because 

numerical data (quantitative) cannot explore the truth as a phenomenon of the Australian 

tourist’s decision making and behavior processes.

 On the one hand, the secondary knowledge based on the following sources:

1) The Thailand fiscal framework of the Tourism Authority Thailand 2017; 

2) Previous research studies for the outbound Australian and New Zealand market; 

3) Travel magazines; 4) Newspapers; 5) books and e-books; 6) Monthly reports of the 

Australia and New Zealand representatives to the TAT and 7) Relevant research in 

multi-disciplines such as tourism, economics, financial and political fields. On the other 

hand, primary knowledge based on interviewing results. There are sixteen questions 

to be answered in the interview based on literature reviews relating to the research 

question and sub-questions. Sixteen interview questions were focusing on gathering 

ideas and demonstrating them in the ‘text’ form, which was not related to numerical data. 

Interview outcome was a coding of the keys information. After that, the research used 

Thematic Analysis to analyze twenties’ keys information and literature reviews, represented 

in six themes. The six themes were the main critical ideas and patterns of data that were 

finally producing the report to answer the research question and sub-questions at the end 

of the research.

Interview Results 

 Australians continue to use Flight Center as the most reputable agency among 

the majority of Australians, so this travel agency market dominates tourism bookings. 

The majority of Australian tourists, especially generation X (seniors), use the internet 

only for gathering information before booking through an agency. Besides, the white-collar 

is the second-largest important group, the first-visit Australians who are all from gen x 

to gen y working as the white-collar. They are educated people aged 19 to 50. They decide 
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to look for their next holiday destinations themselves. This first-visit group of people 

does not follow any trends and is a very independent decision-making group. According 

to Inclusion International (2016), that worked with international organizations, arranged 

many research discussions through their website. The Inclusion International’s research 

confirms that first-visit tourists are independent decision-makers who are confident and 

secure in their life and career, which Gelman & Cook (2014) calls this a “Wisdom of 

crowds.” Australians seek the concept of the “World Peace Travel,” of which the priority is 

traveling to quiet places. Independent personality showed in Australian society also, the 

result explains why Australians would like to travel with friends and their partner more 

than their family, or rather travel alone, and do not want to purchase a group tour.

They develop independent characteristics in their work and social life. The tourists

hear about Thailand from; First, the largest group of participants received information

from friends and the media. Second, Facebook is the most requestd. Third, documentaries 

about Thailand are also popular. Last, other channels such as festivals, advertising 

emails, and websites (Expedia, Travel Guru, Instagram, Scoopon, Groupon, Today Expo, 

the Sunday paper, online blogs, and Mega Travel) also mentioned.

 The best promotion is arranging a physical and new learning environment such

as festivals, events, parties, agency roadshows, or any show that could bring people to

meet face-to-face. Besides, a secure connection creates a stronger audience-agent

relationship because it leads to better cyber marketing to increase the number of

Australian tourists (American Marketing Association, 2019). This characteristic of 

nonfamily is evident in the existing in the Australian personality of isolation-peace-seeking, 

according to Vines (2017), the nature and isolation of Australia developed the independent 

personality of the Australian. In opposite, Thai culture, which is collective, makes the idea 

of exploring Thainess very interesting to fully-independent-Australians. The matching of 

this characteristic to the Australian market could imply a future strategy or policy plan to 

consider other characteristics of Thailand, such as its philosophy, strong sense of culture, 

and history. Australians are positioned in the highly slanted educational tourism.

That is, Australians travel a lot each year, not just wanting to relax, but to take advantage 

of educating themselves at the same time. Australians, hence, became the most traveling 
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nation in the world. Education exhibitions are one of the most exciting issues to be 

considered.

 As a consequence of the high tendency for Australians to explore new experiences, 

“Recreation Tourism and Education Tourism” are the most popular among the majority of 

Australians. Recreation Tourism is the most common type of tourism around the world. 

It means Australians want to experience leisure activities that are enjoyable, newer and 

more than routine. Australian tourism, therefore, combined with the strategy of recreation 

tourism and education tourism that suit the Australian personality of relaxing and

learning. Cruise travel is a new recreation tourism option to advertise luxury tourism in 

Thailand because Australians are interested in cruise traveling and cultural learning of 

neighboring countries. Only four participants disagreed with the transportation

connection between Thailand and neighboring countries. This question leads to future 

market forecasts. Thailand could be staying in two possible positions. The apparent 

obstacle to develop Thai tourism in terms of transportation is that Thailand has a lack 

of access to the sea cruise business and does not attract these kinds of tourists. Unlike, 

Singapore which has already hosted several cruise travelers, has had cruise 

industry growth at 36% since 2017 (Singapore Tourism Board, 2019). Thus, together, 

air and cruise travel is the future tourism market. Our AEC region tourism can steer the 

Thai economic growth by better transport links. 

 The most significant task for Thai tourism is to eliminate marketing pressure

that is an uncomfortable issue for Australian tourists. Australians like open spaces.

It means they dislike tourist destinations overtly. This is proved by research, King 

(2015), also asserts that a new survey on Australians living in a town of fewer than 

1,000 people is happier than other Australians. Thai society, in general, has a push-sell-

strategy. However, it is challenging to promote non-touristic destinations to Australian 

tourists because a manipulated Flight Center marketing, which encourages tourists to

buy their great products as the destinations for the Australian outbound market, is 

controlled by a monopoly of tour agency destinations that are profitable. This

monopolistic issue leads to Australians evading overcrowded places very often, and 

Australians are visiting Bangkok and Phuket only because they have to stop over before 
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they leave for other parts of Thailand. They would avoid traveling in Bangkok and Phuket 

because it is too crowded. Also, Bangkok and Phuket are the stop-over center for almost 

every part of Thailand. Only ten respondents support that they go to Bangkok and 

Phuket because these two destinations are the most favored tourist destinations, and it 

makes them feel more fashionable to go there.

 The touristic, political issue, safety, and scams are a reasons for tourists switching 

their holiday destinations to other countries. Surprisingly, the most significant competitor 

is Vietnam, and the second most popular tourism country is Cambodia. The majority 

of participants want to go to Vietnam; they are those who want to avoid the typical 

tour scenes and places with a bad reputation. The reason participants do not want to go 

to Thailand again is that it has too many tourists in places in Thailand. Vietnam is a 

beautiful country to visit because they seek a quiet place to stay. Participants confirm

that Thailand has a good deal in their package tours, and many friends have told them

that it is a great country to visit at least once because they have excellent food. It discloses 

that the primary key to attracting Australian and New Zealanders tourists are an excellent 

uncrowded environment with a variety of food. 

 The most famous touristic destination of all time for Australian is Bali, but 

Bali is not a significant tourism competitor to Thailand. Bali has become a vital topic to be 

discussed because there are many Australians and New Zealanders traveling to Bali each 

year. Bali has become the number one for Australians; exactly two thirds (or approximately 

66%) of all participants agree that Thailand is better than Bali. Most opinions reveal that 

Thailand has many positive aspects over Bali because Thailand has a better image.

Taking a trip to Thailand makes them feel more relaxed, secure, with a more significant 

range of activities available, as well as enjoying the uniqueness of Thai culture and religion. 

Participants agree that Bali has a lousy image, although many participants still want to go 

to Bali because it is inexpensive and close to Australia with lots of surfing and partying 

and bars. These are the most popular activities in Bali. The majority of Australians state 

that traveling costs and total expenditure in Bali are cheaper than in Thailand. Hence, Bali 

has become popular because it is easy to visit and might be much cheaper because it is closer 

to Australia than Thailand.
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 On the one hand, Australian would like to get their money’s worth by spending 

on traveling this is the priority for Australians. The research found that more than half of the 

participants consider the price and cost of traveling first. This concern implies the

financial strengthening of the Thai tourism market, even though Australia is currently

facing an economic crisis. However, they still view their break as leisure. Likewise, 

the issue of travel packages and non-packages is very similar to the significance of 

purchasing power. Australians choosing non-package travel as their proposed method 

imply that they are concerned about their money, and that price is a priority. Australians 

generally use the internet and compare strategies on spending their money. On the other 

hand, the currency issue do not concern Australians much but value for money does. Almost 

half of participants say that the falling and rising of the Australian dollar does not affect 

their decision making to go aboard. But it might be a factor Australians switch to travel to 

Europe rather than spending more money in countries that devaluate the Australian

dollar. 

Research Discussions 

 In order to discuss the sub-questions, first, I. What is the possible way to promote 

Thailand’s tourism market in order to increase the number of Australian first-visit and

revisit tourists? Arranging events to promote Thainess is the best way to access the 

Australian community so that Australian first-visitors can directly absorb information

about Thai culture themselves. Rather than receive information, which could be negative 

opinions from their friends who had a terrible experience in traveling in Thailand.

However, the alternative way to promote Thailand is that it is still required co-operating 

through Flight Center inside the Thai tourist market. Although Flight Centre appears to 

have a monopoly for Australia (Raitt, 2019), it has given significant benefits to customers 

in terms of low prices and overall low-holiday-rates. Second, sub-question II. Do Bangkok 

and Phuket are the most favored tourism destinations for Australians? The research

explains that Bangkok and Phuket interchanging benefits the nation and creates 

a massive tourist’ expenditure. Thai tourism can use Bangkok and Phuket as an online 

information center to retain promoting a positive image of Thailand.
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 Third, sub-question III. Is Bali tourism a significant competitor to Thai tourism? 

Bali has double Thailand’s. However, Australian residents are likely to take more 

long-term traveling in Thailand rather than Bali. This permits Thailand to receive higher 

quality tourists than Bali. The major competitors of Thai tourism are Vietnam and 

Cambodia. The participants reported the trend. because these countries are 

newly opened for tourism and not too commercial (Gelman & Cook, 2014). Australians 

have a strong sense of personal freedom and are nature lovers (World Economic Forum, 2016), 

and they think Thailand, especially Bangkok and Phuket, are too crowded and lacking in travel 

freedom. Besides, public transport. Australian are looking for new tourist destinations. 

Forth, IV. Does the decline and rise of the AUD dollar affect the Australian’s decision 

making? The research also found that even though Australian traveling overseas relies on 

the Australian economic situation as the number of Australians going abroad depends on 

confidence in the economic indicator. However, Australians still desire to spend money on 

a quality trip. Mostly do not consider the AUD fluctuation, but are concerned with 

affordability and value for money when traveling overseas. It is one of the developed-

countries’ mindsets in which quality-of-life is viewed as the most significant factor in 

terms of decision making (World Economic Forum, 2016). Last, to discuss sub-question 

V. Which countries in the Asia Pacific region are Thai tourism’s main competitors?

The primary and secondary research shows that Bali is not Thailand’s competitor 

(Ironside, 2016) but Vietnam and Cambodia are (Das, 2019). 

 In 2018-2019, the number of short-trip Australians who traveled to Indonesia 

for a short-term was more than a million per year while Thailand acquired half of that.

The primary and secondary research also shows that apart from Thailand, the top ten 

countries in South-east Asia that Australian tourists want to visit and mention its names 

the most often are: 1) Vietnam; 2) Cambodia; 3) Singapore; 4) Malaysia; 5) Japan; 

6) Korea; 7) the Philippines; 8) China; 9) Myanma, and 10) Laos. Lastly, many researchers 

around the world (Lee et al., 2010) claim that new knowledge found that recreation

tourism develops the best model to improve and sustain the image of Thailand’s touristic 

destinations. To answer the research question, “Why Australians stop planning to visit 

Thailand for the first time?” It could be explained that Australian tourists flock to 
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recreation destinations such as Vietnam. However, primary and secondary knowledge 

claim that the best solution to improve economic value through regional attractions in 

Thailand should balance out domestic tourist expenditure, international tourist spending, 

and luxury tourist’s value to the balance level. The equalization of these three 

economic driving forces could be able to enlarge significant economic in the long-term 

(Oosterhaven & Van-Derknijff, 1987). 

Future Research Recommendations

 Future research could be proposed to investigate the same area like Sydney, 

Australia. Business tourism possibly creates more anticipated detail to encounter the 

objectives of the research. The objectives review the government’s target, focusing on 

increasing tourists spending. The future research hence could explore how to increase 

Australia’s investment value and some business tourists. Future research could investigate 

what value for money for Australian in terms of holiday tourism recreation.

Conclusion

 The research adopted a qualitative approach to interview six groups of key 

informants, which includes sixty-five participants. The research demonstrates twenty 

keys information, the six thematic themes, and future research recommendations. The 

research problems were that there was a decline in the number of first-visit tourists and 

tourist expenditure. The research had to find out why Australians stop planning to 

visit Thailand for the first time. Research outcomes showed that it was Thailand’s 

tourism destinations were too touristic and crowded. Australians are fully-independent 

travelers for culture and education, which appears to be the peace seekers and ecotourists. 

Whereas, global economic slowdown and the domination of Flight Center monopolistic 

manipulation of the Australian market. A lack of options for new tourism destinations is a 

challenging task, even though substituting tourism products could restructure the regular 

tours, but to get tour agencies to sell less profitable or less frequented trips is still tricky. 

The difficulty in eliminating the market’s barrier to entry is a consequence of Thailand’s 

rival growing strongly such as Vietnam this is a new trend among Australian tourists.
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Vietnam has become more value for money in the Australians’ point of view. The research 

outcome provides resolutions to solve the problem: 1) to merge the Australian tourism 

market with innovation and technology, apps or online sites, smartphone technology, or 

new creative technology to promote recreation tourism throughout professional society; 

2) to develop a luxury market together with domestic and international tourism; 3) to 

increase Face-to-Face advertisement through the physical platform as roadshows, festivals, 

and activities, and 4) to recreate activities and online platform for significant influencing 

decision-making of Australians. Future research could explore opportunities to increase 

Australian investment through business tourism and holiday tourism.
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