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Abstract – Thailand is switching to an economy that relies on knowledge and innovation, called Thailand 5.0. This change is 

really shaking up the hospitality and tourism industry. This article looks at how Smart Tourism—which uses tech, data, and 

eco-friendly ideas—is changing how tourism works in Thailand. Thailand 5.0 wants the country to be a top player in sustainable 

smart tourism. It focuses on bouncing back after the pandemic, protecting the environment, keeping Thai culture alive, and 

getting locals involved. This study looks at how Smart Tourism has changed over time and how it now uses digital platforms, 

apps, and AI. It also talks about the problems caused by not having enough infrastructure and by people having vastly different 

incomes. By checking out examples like smart hotels, eco-resorts, and the Smart City Campsite project, this research gives an 

inside look at what Thailand is doing to make its tourism better, improve things for tourists, and make sure everyone benefits 

financially. By mixing tech, sustainability, and Thai culture, Thailand 5.0 is creating a tourism plan that is open to everyone, 

works well, and can handle tough times. 
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I. INTRODUCTION  
 

Thailand's economy has grown and changed a lot in recent 

years, especially when it comes to what people buy. One 

thing that really stands out in the Thai market, particularly 

for tourism, is how quickly new buying habits catch on. The 

idea of Smart Tourism uses tech, like social media and AI, 

to improve travel. Tourists today want more and expect 

more, and they want things to be flexible and easy. Smart 

Tourism can help, but we still need to know more about 

what people will want in the future and how to make Smart 

Tourism even better in Thailand. 

  

Smart cities try to make life better and improve how we 

experience travel. Smart Tourism tries to do the same, 

keeping up with what travelers expect today. But in the 

research world, Smart Tourism is still a new idea. 

 

Tourism is a huge business for Thailand, often called the 

Land of Smiles. The Thai government knows this. With 

COVID-19 changing things, they need a new way to 

develop and market tourism: Sustainable and Smart 

Tourism that puts people first. This means being 

environmentally and socially responsible, bringing in good 

tourists, and using technology wisely. Thailand is working 

on this, but there's still work to be done. This article will 

look at where Sustainable and Smart Tourism is in Thailand 

now and where it's headed, which should help the country 

focus on making its tourism better, more profitable, and 

well- regarded.  

 

II. WHAT IS SMART TOURISM 
 

“Smart Tourism” is a new step for tourism info systems. It 

helps tourists get what they want, especially since the 

pandemic changed the travel world. Tourists have had 

fewer locations and experiences to choose from. But one 

way to deal with this is by improving tourism info systems 

with new tech. That way, destinations can create exciting 

experiences for all kinds of tourists. Since the pandemic 

began, making sure info tech systems can withstand 

unexpected problems has become important for the tourism 

industry. 

 

Smart tourism makes travel better for tourists and promotes 

places. Destination Marketing Organizations (DMOs) must 

handle these two things. While people are worried about 

smart travel, promoting destinations in new ways has gotten 

less attention. DMOs can promote destinations such as 

Smart Destinations or Smart Tourism Destinations by 

focusing on creating a smart tourism environment using 

three major principles. 

 

A Smart Destination uses the Smart City concept to 

improve cities, culture, and lifestyles. It emphasizes making 

destination facilities more effective for good tourism 

experiences. A Smart Tourism Destination fosters an 

environment where digital and tech improvements are used 

to make travel better, catering to smart travel needs. DMOs 

that are active on social media can act as a Smart DMO to 

connect with tourists and help create travel experiences. 

 

Tech improvements provide many different tourisms 

experience platforms. These platforms give tourists great 

resources for viewing facts about events, themes, 

destinations, and excursions. New tech makes it easy to 

share and monitor the flow of info. Mobile tech really 

changes info sharing, and tourists can use their phones to 

find lots of travel info. In addition, other platforms for 

sharing content, like review sites, online travel agencies, 

and social media, allow destinations to give out travel info 

in different ways, with lower costs. For tourists, 

interactivity makes it easier to create tourism experiences, 
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and it lets people work together to improve the experience 

and interactive communication. 

 

What it Means; Smart tourism (ST) means using tech to 

meet the needs of travelers and tourist spots. It's about using 

tech and data to improve travel experience, destination 

management, and sustainability. But smart tourism also 

means that everyone involved such as tourists, business 

owners, tourism officials, and residents work together. It's 

not just about tech; it's about people cooperating for 

everyone's benefit. In this sense, ST means making choices 

based on data analysis. This comes from the way smart 

cities are designed, which uses sensor-based systems to 

make city services work better. 

 

For tourism, this means creating detailed data systems with 

sensors, along with the normal systems used by business 

owners, government, and residents. Smart tourism tools 

(STTs) are also a key aspect of ST. These are the tools that 

help develop and implement smart tourism. This study will 

focus on STTs and how people work together in ST. Smart 

tourism means working together and using tech and data to 

improve the quality of tourism. STT doesn't require the use 

of any specific technology. 

 

III. TECH CHANGES 

 
COVID-19 has drastically changed the tourism and 

hospitality industries. What was important for business 

before might not be now. It can take years to build a good 

brand, but one problem can destroy it quickly. People 

everywhere want better lives. In its “Thailand 5.0” plan, 

Thailand wants to be a top destination for smart tourism, 

health and wellness tourism, with a focus on sustainability. 

COVID-19 sped up the growth of Smart Tourism. Tourists 

now use tech tools for booking, checking in, and more. Wait 

times at popular spots are shorter, and managing visitor 

flow is easier. Places have become smarter, which gives 

travelers a better experience. But there's often no overall 

data available because different systems don't communicate 

with each other. For example, even at airports, there are 

several monitoring systems that are not linked. This lack of 

connection reduces effectiveness because the data can’t be 

grouped. Some complete platforms still require many 

access codes. 

More importantly, these systems usually cannot learn more 

about tourists, which is key to making travelers happy and 

developing more personalized tourism. Smartness for 

tourists would mean: 

 

1. Smart connectivity: Connecting all types of transport. 

2. Smart topography: Giving a better idea of what a 

city/area offers. 

3. Smart safety and security: Making people feel safe and 

informing them of possible issues. 

  

4. Smart habitats: Making waterfronts into prime 

gathering points. 

5. Smart mobility: Encouraging the use of scooters and 

electric vehicles, while also securing alternate means are 

functional. 

6. Smart interface and integration: Creating an easy-to-

use application with multi-channels with the major 

language options. 

7. Smart health inspection: Overseeing body temperature 

and contacting health officials if problems occur. These 

require many high-quality data collection tools. 

 

Being Sustainable While Traveling 

The plan is centered on the possible growth of tourism in 

Thailand. It wants the tourism industry to invest in more 

infrastructure and more educated people. What this 

translates to is more tourists to spend more time in Thailand. 

The way tourism is promoted has changed greatly, with 

campaigns to promote Thailand as a great destination. It is 

important to be unique and relevant in this industry since 

more businesses compete for these tourists. Businesses may 

also accidentally create an image that does not conform to 

the strategies of a certain organization. With efforts 

designed to create awareness, improve value, and new 

experiences, there are strategies to improve the specific task 

and the competitive market. As these build, there is a need 

to assess competitors' brand competitiveness and develop 

strategies to reduce gaps and improve assets and strengths.  

 

Alongside the growing tourism, resource saving measures 

have been replaced by the influence of society and our 

economy. This is well known, as 160 new mammal and bird 

species have been found in protected areas in the last 20 

years along with the overall importance and concern for 

saving species. New efforts have been put into how revenue 

has been dispersed. However, the balance in the use of 

revenue must be aware of and reduce off-site exports. 

Elsewhere of different, deforestation and revenue 

production can be found 1,150 km northwest of Phnom 

Penh. Deforestation has been occurring, and the revenue 

goes to the government. Elsewhere, millions of illegally 

acquired timbers appear in Thailand and Vietnam, where 

they’re routed to Canada, USA, Germany, and Austria 

through fisheries. 

 

Being Friendly to the Environment 

Tourism tries to bring solutions to tourists and to protect 

future opportunities. Bangkok should promote itself as a 

global supporter in Thailand tourism to address global and 

local issues. Focus has been directed onto the environment. 

With that is a set of new criterions designed for Thailand to 

compare the country's performance against its own 

achievements to encourage further improvement. Research 

shows that STPQ shows how smart tourism impacts the 

environment. Tourism companies should take care of the 

environment and show it as a branch of smart tourism. It 

has identified ways to show tourism to the world; decrease 

the time it needs to take and the cost that comes with 

tourism. All parties should be made aware of the concept 

and the ways it may benefit. Its size, location, and identity 

may limit implementations. 
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Keeping Culture Alive 

A change in the economy may not occur quickly. Thailand 

shouldn't overly depend on the tourism industry, because it 

has impacts on employment. Solutions should extend from 

society to how things are built. Solutions are what can 

motivate the locals and what tourists contribute. Moreover, 

what locals experience and know can bridge different 

generations of wealth. Traditions should also be safe from 

commercialization. The identity should continue to get 

economic support from a widened community, and the 

wealthy should accept all without forcing them to leave. A 

challenge may be to maintain old customs while advancing 

to technology. 

 

Getting Communities Involved 

Even within the pandemic which nearly killed all 

businesses, Thailand has achieved milestones of tourism 

through a people focused approach. Community 

engagement should be considered with Thailand tourism. It 

is a social process and collaboration between the 

community and a group. Engagement through tourism help 

encourage all the groups. Tourism development has not 

improved tourism for communities. This could be due to 

how resources are used in Thailand. In 2015, Thailand had 

8th most revenue, deriving employment for 6.18 million 

people. Tourism in Thailand focuses on revenue but 

neglects the environment and people. With these, the 

government developed ways for communities to engage. 

Thailand 4.0 and 5.0 has intentions with involving all 

people. Governments in rural provinces are oriented with 

community tourism. There have been success stories in 

tourism development. 

 

IV. THE ROLE OF TECHNOLOGY IN 

HOSPITALITY 

 
Technology is a big deal in the hotel business. Hotels make 

up the largest part of the travel and tourism market. As tech 

gets better, hotels need to keep up. Tech helps tourism a lot; 

without it, many businesses would struggle. Hotels need to 

stay updated with tech to keep their customers happy. TVs 

now work like computer screens, so people can watch 

regular channels or connect their devices. This is a great 

way for hotels to market and show ads. They can use the 

TVs to tell guests about local places to visit, which might 

get them to spend more money. 

  

More hotels are giving guests email and internet. This helps 

them stay in touch with family and work. But it also changes 

how hotels do business. The internet has quickly become 

important for hotel bookings. Even with these changes, 

small hotels need cheaper software. They don't always have 

the money for expensive internet setups. Businesses have 

had to change fast because of tech, but software companies 

haven't kept up. Hotels might fall behind if they don't get 

with the times, as guests could just book directly with big 

hotel chains or through search engines (Khan and Hossain, 

2018). 

 

 

How AI is Used 

Artificial Intelligence (AI) and Robotic Process 

Automation (RPA) are new things that have really changed 

the hotel and travel business. They help with the increasing 

wants of customers and the huge amount of info from online 

travel companies. A study looked at if people are okay with 

sharing their personal info for better service from AI in 

hotels. It also checked if people are worried or trust AI, to 

see if those things matter when hotels use AI. The study said 

that people are usually willing to share info if they think AI 

will make their stay better. People who think hotels must 

have personal info to give good service are more likely to 

share it. The study also found that people worry more about 

their identity and location being shared than their likes and 

dislikes when booking hotels (Ananeva, 2019). 

 

AI and RPA can come in the form of robots and can do 

many jobs in a hotel, like working at the front desk, helping 

with room service, and taking care of requests. They can 

also do work behind the scenes, like buying supplies and 

managing money. AI uses computers to do things that 

humans usually do, like understanding language and 

learning. It can automate a lot of things. For example, it can 

recognize repeated actions and either approve or disapprove 

them. RPA is based on programming, but it can also use AI. 

It involves a user interface and a system that automates 

tasks. When hotels use AI and RPA, they might need to 

change how they work, what skills they need, and how they 

handle employees. 

 

Phone Apps for Travelers 

Travelers want to make trips easier, from picking a spot to 

booking places to stay and finding good restaurants. Apps 

can give users ideas for places to go and make reservations. 

The app uses GPS to know where users are. It can help users 

get the most out of their trips and stick to their budgets. 

Users can find restaurants, shops, landmarks, and places to 

visit near them, based on what they like. The app can 

suggest hotels nearby, based on price, to make it easy to find 

a stay. Users can pick places on a map and see the best order 

to visit them, with short descriptions and distances. If users 

have a budget, the app can help them split the money 

between the places they want to visit. It shows how much 

money is left for each spot. This helps users plan their trips, 

enjoy their travels, and avoid spending too much. The app 

is carefully checked to make sure it works well and meets 

user wants (Aizat Ibrahim, 2019). 

 

Thailand should use these new tools to make phone apps 

that help people travel by using location services 

(สนุทรวบิลูย,์ 2018). When talking to tourists, improving 

communication is very important. Also, travel companies 

and tour guides should give helpful suggestions. Because 

tourists are always thinking about safety, travel companies 

should make great tourism apps with up-to-date info. This 

is worth spending money on. To work right, the app needs 

good English pronunciation. In addition to speaking, good 

written English is also needed. 
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Examples of Success 

Tourism brought in a lot of money each year, and Thailand 

wanted to be like Singapore as a tech center and improve its 

economy (Kaewnuch, 2019). 

 

A smart city campsite project was started with the Tourism 

Authority of Thailand. Local places to stay were selected in 

four areas with tourist spots. Most of the places outside of 

Bangkok were cheap and didn't have good systems. The 

tourism trend was checked, and it was found that these 

places were outdated. A smart city system was suggested to 

manage things better. 

 

The system had a quick way to find choices based on 

flexible rules. Two options were selected as best for 

developing campsites, and companies were found to 

provide parts (Amarando et al., 2019). 

The project is done for two parks, and the steps are being 

built. A small test for a fee was suggested for the other two 

parks. Info was collected from agencies. 

 

V. SMART HOTELS IN THAILAND 

 
The Thai tourism business is going toward 'Smart Tourism' 

with 'Smart Hotels'. This means offering new services and 

tech to make guests happier while they stay. Hotels and 

resorts in Thailand have started using more 'smart' services 

and tech for fun, comfort, and satisfaction. Hotels have 

started spending money on tech that might affect how 

guests act. The hotel business in Thailand is very interested 

in tech and being sustainable. Also, hotels are increasingly 

interested in smart tech. Some people said that hotels gave 

guests bins to separate food waste. It was also said that 

using 'green leaf' awards could make the destination more 

attractive (Campiranon and Scott, 2014). Projects with 

smart hotels want to help people relax using feedback 

devices. Tech that can track sleep and change bad habits 

will be tested in the next 5 years. The hotel industry in 

Thailand is known for recovering from problems. The ways 

hotels are recovering from the recent crisis include using 

tech, cutting costs, changing staff, and making deals for 

locals (Chayasirisobhon and Batra, 2019). 

 

Eco-Friendly Resorts 

One interesting example is Point of Pines Ecolodge, a 

special eco-lodge in Minnesota. The owners saw how much 

people depend on energy and water and how wasteful 

people can be. They wanted to share their resources and 

experiences, so they made Point of Pines Ecolodge. Their 

goal is to teach guests about managing resources, including 

the Community Lodge, Solar Energy, Garden, Creek, 

Cisterns, Fire Pit, Grass Display, Fruit Trees, and Compost 

Area (E Le Baron, 2017). 

 

Point of Pines Ecolodge started letting people stay there. 

They wanted people to feel like they’re ‘off the grid’. They 

had guests camp in tents to show how sustainable methods 

they use. Now, they need to plan and make sure everyone 

knows the rules before the season starts. The ecolodge has 

good programs to manage resources and teach people. Point 

of Pines Ecolodge MINIMIZES ENERGY USE (1) Point 

of Pines Ecolodge lowers energy use by putting solar panels 

on the cabins and having a fire pit area instead of using too 

much propane. (2) They carefully place the solar panels to 

get the most sunlight and make them work better. During 

the winter, they put solar panels on the cabins, and the 

panels are charged with batteries. 

 

VI. CHALLENGES IN TRANSITIONING 

TO THAILAND 5.0 
 

Thailand's overall situation is still looking good with 

Thailand 4.0. Thai leaders know they need to change some 

things. Most Thai workers are still in agriculture, which 

means a lower standard of living. About 90% of small 

businesses don't really grow much (only 12 make it), so they 

don't make much more money. Only a little over half can 

use tech in their businesses. Education is another problem, 

with just 42.7% of workers thinking outside the box. In 

tourism, out of 38 million visitors, 40% just come to buy 

cheap stuff and won't be back. Tourists spend about $1,500 

on average. Only 11% of the country's money comes from 

tourism, and there are only three World Heritage sites. Thai 

tourism wants to set a higher standard and make the 

experience more than just relaxing, shopping, and eating, 

while also keeping things safe and secure. The Thai 

economy is growing at the same rate as other countries and 

is helping to push the GDP up to 10% (with $50 billion). 

Tourism money in 20 Thai provinces went up from $72 to 

$124 billion in 8 years (Chayasirisobhon and Batra, 2019). 

 

Out of 29 plans, 10 are the basic ones that drive the others. 

Eight will get things ready for the main plans, including 

getting destinations and businesses prepared, changing 

mindsets, and setting goals for law, privacy, and being 

inclusive. Thinking about society and the environment 

helps create unique experiences, branding, and marketing to 

focus on the right groups. Every action should be checked 

for how well it does with sustainability, so it can be made 

better (Campiranon and Scott, 2014). 

 

Infrastructure Problems 

Thailand wants to invest big in infrastructure and other 

things to attract more high-end tourism for Thailand 5.0, 

which is part of the country's plan for sustainable growth. 

Everyday services depend on big international companies 

and family businesses, which fall into two groups: those 

that help the tourism product and those that support tourism. 

But these services usually work together. The ones that 

support tourism are often American or British companies. 

Airport service, maintenance, safety, and air traffic control 

tend to be from the UK, America, and Gambia. 

Punishments are given out strictly for breaking the rules. 

There aren't as many complaints about the police, and Thai 

tourism service is often seen as better than in other cities. 

Also, all parades need to be approved by the police, who 

then send the request to the Ministry of the Interior. 

 

The number of people planning, promoting, and controlling 

tourism is still only a few key people in each agency. But 
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there are also a lot of tourism projects happening, and not 

all of them are controlled by politicians. Most tourism 

projects (99%) go as planned and honestly. Being able to 

handle all the different problems and services in tourism 

helps protect against bribery and corruption. Things might 

be different in different places, but overall, things are going 

well. The private sector oversees managing tourism in 

popular resorts. There are just two exceptions where the 

Ministry of Tourism works with the Governorate of Qena 

to run the Luxor International Trade Centre and the 

Lanthana, a 150-room hotel outside Luxor. Big suppliers, 

mostly international companies, run, maintain, and insure 

tourism vehicles. These include air-conditioned buses with 

full insurance. National insurance laws are enforced. The 

non-motorized tourism sector is mostly controlled by these 

companies. 

 

Cultural Pushback 

Tourism in Thailand keeps growing, but it's often tied to the 

folk shows put on for tourists. Folk culture has turned into 

a product to please tourists. This study looks at how folk 

culture is sold in traditional Thai celebrations. Using visual 

ethnography, the researcher checks out folk culture shows 

in two places: a free concert at a local spot where the shows 

are real, and a stage set up by the local government mostly 

for tourists. It turns out that the different shows let people 

see the local culture through their habits and comments, 

while the locals act in rehearsed ways to try to impress 

strangers (Prompayuk and Chairatananonda, 2018). 

 

VII. GOVERNMENT SUPPORT FOR 

SUSTAINABLE TOURISM 
 

Like I said before, the Tourism Authority of Thailand is 

pushing this effort and changing their marketing by creating 

Thailand 5.0. At a recent event at the Queen Sirikit National 

Convention Center, the Minister of Tourism and Sports 

talked about the new plans and gave more details to the 

industry to try to bring everyone together. Thailand 5.0 is 

about developing tourism that's smart and sustainable, with 

five main goals: make everyone feel good about it; make 

the whole experience smooth; create a system for 

sustainable tourism; use data to make tourism smarter; and 

build a network for smart growth. To make Thai tourism 

more competitive, they're focusing on better quality and 

value for money to get more out of each tourist. They're 

planning to sort new products and services, spread the word 

about the new focus, and introduce smart and sustainable 

ideas for the future. Thailand 5.0 is just starting, so there's 

still a lot to learn about sustainability and smart ideas, 

especially how they'll affect the Thai tourism industry. 

 

This paper gives a new way to look at how sustainable 

tourism affects hospitality businesses. By looking at the 

current tourism situation in Thailand, especially Thailand 

5.0, we can figure out a plan to make the most of this new 

way to be competitive. Since Thailand is an example, these 

ideas could be used in other countries too (Amarando et al., 

2019). 

 

Rules 

The 20-year National Strategy from the National Council 

for Peace and Order (NCPO) wants development for 

everyone. They've made plans to make Thailand a top place 

for health, education, and transportation (Pullapalin, 2018). 

The National Strategic Plan on Agriculture and Food 

Security is about making agricultural products better, safe, 

and secure. They're focusing on 7 types of jobs: traditional 

Thai medicine, massage, beauty therapy, spa service, 

nutrition, health promotion, and fitness. The Hotel Services 

include hotels, restaurants, food service, catering, coffee 

shops, convention service, and transportation. Tourism 

Professionals include travel services and tour guides. Sector 

plans include training people, making better services, 

growing products and services, and protecting consumers. 

To make Thailand a top health destination, they're planning 

to promote health services, make better services for health 

sectors, improve the country's image, run public relations 

campaigns in other countries, and grow health services. 

Thailand’s international tourism plan has 4 main parts: 

market potential, tourist spots, service operations, and 

support. Other spots with potential include hotels, spas, tour 

outlets, temples, museums, local communities, nature 

parks, factories, tour operators, transportation, 

restaurants, products, safety, infrastructure, and currency 

exchange. The Sixth National Economic and Social 

Development Plan said that tourism jobs are important. The 

seventh plan made tourism a key focus. Thailand 4.0 is 

about turning tourism into a tech- driven business. They 

want Thailand’s tourism industry to be smart and 

sustainable, along with using tech and promotions to meet 

the goals of the government. 

 

Business Help 

This paper looks at what makes Thai vineyard owners want 

to use sustainable wine tourism, and the good things it could 

do for them and their customers. Even though it's seen as 

good around the world, wine tourism in Thailand hasn't 

really become sustainable yet mostly just focusing on 

organic farming (Amarando et al., 2019). Everyone needs 

to work together to help Thailand move towards sustainable 

wine tourism. There needs to be a good policy set up for 

sustainable wine tourism to grow and help everyone. The 

study also found that growers and wine tourists don't know 

much about sustainability and sustainable wine tourism. If 

they don't understand what it is, how to use it, and how it 

can help them in the long run, it's hard for Vineyard owners 

to accept it. A big communication system needs to be built 

among the Thai wine tourism community before trying to 

make wine tourism more sustainable. There could be a plan 

to help both producers and customers. Some experts said 

that the first steps would be to create good certification 

systems for sustainable Thai vine-growing and 

winemaking. Sustainable tourism needs to balance money 

with environmental goals. The study says that making sure 

consumers ask for sustainable wines to get wine drinkers to 

care may help Thai vineyard owners embrace sustainability 

(Dowpiset, 2015). This study should point out one of 

Thailand’s possible new markets and warn against a 

scattered approach that doesn't work. To help vineyard 
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owners embrace sustainable practices and know more about 

them, good knowledge systems should be built first before 

talking to them. 

 

VIII.  THE IMPACT OF COVID-19 ON 

TOURISM IN THAILAND 
 

When COVID-19 was declared a pandemic on March 11, 

2020, the Thai government tightened rules about infectious 

diseases, which caused the MICE industry to shut down 

temporarily. Since most event places were closed, MICE 

tours were cancelled, and the supply chain was quickly 

impacted, MICE people involved had to change their 

services to survive. Even though some international MICE 

events were held with agreement from the Ministry of 

Health, there weren't many, and some rules made them less 

attractive. The slow recovery of the world economy and the 

new version of COVID-19 worried the MICE industry. 

Because it was hard to guess what would happen, it was 

important for everyone involved, both in the industry and 

personally, to have the right attitude to survive. It's a good 

time to study how well MICE people bounce back in a 

country with a different culture. Usually, during the 

pandemic, people dealt with panic and worry by using 

human-focused ways, which changed into a mix of social 

and active plans to get through the crisis. When it comes to 

panic, the Thai government did a good job controlling 

COVID-19 in 2020.  

 

This gave international MICE people confidence to hold 

events in Thailand. Once the number of new cases went 

down, MICE people started to think about what services 

would be like going forward. But the pandemic was still 

changing quickly, and MICE people were still in a 

developing country, which made them worry about getting 

MICE event approval and turning possible events into 

confirmed ones. What happened with event cancellations 

and fees was still being discussed along the supply chain. 

The plans that came out of this included dealing with panic 

and worry by using tech and making sure things were clean 

and safe in Thailand. MICE service users were given 

priority by answering questions quickly and sharing info 

fast, making a flyer about being COVID-free, and posting 

news on social media. Working together was seen as a team 

effort to build trust and deal with worry. 

 

Changes in what Travelers Want 

Because of changing money situations, along with new 

ways of living and working, travelers now value different 

things. People liked things such as food, parties, culture, 

and traditions from each place. ‘Traveling with a Purpose’ 

to learn, help others, and care for local areas can create 

education, experience, and empowerment for a better life 

through travel. Being happy with caring for people and 

nature can make tourism better. Experienced travelers want 

to feel safe, relax, and use tourism services to calm their 

minds through meditation, tai chi, and yoga. There was also 

a trend of digital nomad retirees who can travel for a long 

time because they can work and travel with IT. 

Price competition and tight money have made it harder to 

make customers happy and offer different services. There 

was less focus on new ideas for products and services and 

responding to competition. This hurts current and future 

service quality. Competition changed to being more about 

what people wanted, with more demanding tourists wanting 

great experiences. A crisis changes the social mood from 

anger and revenge to healing and thinking about humanity. 

Companies cutting costs and airlines offering 

uncomfortable flights put pressure on lowering wages, 

which affected service quality. Because of feeling anxious, 

people found the service worse because top officials and 

companies cared more about the company than the 

passengers. 

 

It was hard to sell trips or fill empty return flights during the 

pandemic, which made travelers upset. Now, people can 

pick places and activities that match their interests and 

respect their privacy. Even picking a long flight is left to 

tourists who remember a good party before the flight. Easy 

booking and new technologies made tourism more 

competitive with similar prices. After looking at different 

scales, the first four, plus the Smart Travel and New 

Traveler, were checked for the new meaning. 

 

Health and Safety Rules 

Because of the pandemic, there are many strict travel rules 

around the world. Because of this, tourism has had 

problems such as travel bans, no tourists, layoffs, and 

tourism collapses. So, the country is seen as risky. Big 

changes are needed for the travel industry and travelers. 

This part will talk about the health and safety rules expected 

soon, including physical places, equipment, operations, and 

management. 

 

First, an international paper showing that health and safety 

rules have been checked will be given locally. Tourists will 

need to fill out health and safety screening forms as part of 

the rules when they enter, travel around, and leave. Travel 

signs, content, rooms, and vehicles will need to think about 

health and safety risks before and during flights and trips, 

especially with social distancing and germs. Hotels and 

places will likely need to work with cleaning companies 

that have high-level cleaning and disinfecting rules and 

checkups. Tourist activities that have close contact will 

need to be stopped, changed, or given more cleaning 

devices. 

 

Also, there needs to be good hiring and training of workers 

from tourism companies. It costs a lot to get health and 

safety measures certified worldwide. Workers will probably 

need to change their thinking to be more careful about 

health and safety than creating memorable moments. 

International tourism spending is changing from attractions 

to safety needs, especially health checks, to avoid spreading 

disease. Health and safety rules from before the pandemic 

will need big changes with new policies across tourism. 

However, some ideas about tourist behavior might be based 

on old ideas. 
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IX. FUTURE THINGS IN HOSPITALITY 

AND TOURISM 

 
Tourism and hospitality are big and fast-growing areas 

around the world. With millions of companies and workers, 

they are important for each country's economy. Tourism 

brings money, jobs, and foreign currency, and it also helps 

international understanding and peace. But fast growth also 

causes problems. 

 

Problems such as pollution, using up resources, money 

problems such as inflation, and social problems such as 

culture changes are some of the big ones. Tourism 

companies should act to stop these problems and work for 

better growth. Most tourism plans focus on money and 

creating jobs. But sometimes, short-sighted actions hurt 

nature, and dishonest officials let protected areas be opened 

to tourism. 

 

Countries with culture and beautiful views show off their 

treasures to tourists, thinking they will win in the world, 

forgetting the problems that happened in other places. 

People involved quickly build new tourism spots without 

thinking about nature, social problems, and culture loss 

caused by high-end tourism. It's the job of the destination 

management organization to give good tourism solutions 

with the help of the government and tourism schools. 

 

It's also becoming popular to create a world meeting place 

for talks and discussions. Mixing traditional tourism such 

as meetings with new festivals has become a trend. Tourism 

companies work together for common benefits. Because of 

new technologies, tourism people break down the walls 

between the real and fake worlds, showing off their 

products. Also, augmented reality makes operations safer. 

 

For example, presentations are mixed, speakers use time 

zones better, and tools help speakers and attendees talk 

better in meetings. Giving extra service is good, making the 

info clear and repeated for better use. Working with tech 

and even people make things easier, which helps create 

good and long-lasting partnerships. 

 

Personal Choices in Travel 

Because of tech in travel, travelers' needs have changed a 

lot. Whether it's using social media, online booking, 

transportation apps, or using data and AI in marketing, tech 

has made travelers know more about their choices in terms 

of social, nature, and money. Deciding to travel is hard 

because it involves many things such as needs, purpose, 

safety, destination, transportation, and cost. So, travel 

companies do well when they find and meet these needs. 

 

Knowing what customers want is the first step for tourism 

sellers, hotels, and leisure places. Now, the actual travel 

isn't as important because companies can use tech to get 

travelers interested in promotions. Virtual reality is used on 

social media to let people see attractions before traveling. 

Online markets use data from social media to find prices 

and get tourists interested quickly. Also, using smartphones 

and GPS gives access to travel habits. Check- ins and posts 

show tourists' experiences with nature, time spent in places, 

activities, and satisfaction. So, travel habits can be 

understood through market groups and user profiles. 

 

Using Virtual Reality 

Tourism changes quickly and often use new tech. 

Customers are always changing and accepting new tech. 

Tech is changing society and becoming important for 

business. Many researchers have looked at how info affects 

travel decisions, such as: (a) info as a starting point, (b) info 

as knowledge, (c) info usefulness. Because tourism is 

intangible, tourism sellers rely on visuals to promote places. 

Some research on visuals includes: (a) visuals as a starting 

point, (b) which visuals are used to promote, (c) mixing 

visuals, (d) moving pictures. 

  

As tech gets better, tourism sellers are finding new ways to 

use visuals to promote a good image. Some experts have 

found that people are becoming resistant to old visuals. 

People may not care about how tourism groups show a 

place. So, experts have suggested changes on social media. 

Recently, Virtual Reality (VR) has become more popular 

and is affecting industries, including tourism. Using VR in 

tourism is becoming more interesting to people in industry 

and schools. VR is a three-dimensional, computer-made 

place that is interactive and experienced with special 

equipment. It creates interactive experiences where users 

can interact with virtual places. Through these experiences, 

VR can help travelers worry less and know more about new 

places. 

 

X. MEASURING SUCCESS IN 

SUSTAINABLE SMART TOURISM 
 

To measure success in sustainable smart tourism, it's best to 

use commonly accepted, standardized metrics that everyone 

involved agrees on (Campiranon and Scott, 2014). Just like 

when various people get involved, setting up a system of 

indicators takes time, resources, and skills. Making gradual 

investments can make this easier to grasp and manage. 

Having everyone participate in the assessment helps people 

understand how the monitoring, measuring, and evaluation 

should be organized. The key to benefitting from everyone's 

involvement is to use careful consideration 

(Chayasirisobhon and Batra, 2019). 

Careful consideration will change how we think and help us 

see the good in making changes for the benefit of all. It's 

important to start with a clear goal. Before thinking about 

participation in system design or how to measure and 

evaluate, it's important to set clear standards that are widely 

understood and respected. Then, these goals should be 

turned into practical tools and measurements. If this is the 

only method used and input is missing from those being 

measured, the process won't really be participatory. 

Likewise, relying on opinion-based reasons is not practical 

or useful. Instead, using careful consideration to create big 

goals for great results is a much more effective way to use 

everyone's insights, even if it is hard or uncomfortable. 
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Key Performance Indicators 

 

 Thailand 5.0: Redefining Hospitality through 

Sustainable Smart Tourism 

Thailand is a popular tourist spot in Southeast Asia. It is in 

the middle of Southeast Asia, making it a key place for 

business and travel. Thailand has different natural features, 

like beaches, islands, and mountains. It also has a rich 

history and many cultural practices that are accepted 

worldwide. Thailand has a variety of foods, and Thai people 

are friendly and welcoming. These strengths have helped 

Thailand remain a popular place to visit (Kaewnuch, 2019). 

  

The country's tourism has changed a lot in the last ten years, 

both locally and globally. Tourism is very competitive with 

neighboring countries like Malaysia, Singapore, and 

Vietnam. These countries are creating programs to support 

their tourism, like visa-free entry to Malaysia or tourism 

incentives in Vietnam. The pandemic made things risky for 

world tourism businesses and reduced budgets for both 

governments and companies. 

Public safety and environmental issues related to global 

warming, like floods, droughts, and more farmlands are all 

affected by tourism. Simply put, world environmental 

changes directly affect Thailand’s tourism and its 

sustainability. Those involved should work together to 

make Thailand tourism more sustainable, which is part of 

the Thailand 5.0 plan. 

 

 

Feedback Mechanisms 

Based on the sustainable smart tourism plans mentioned 

above, creating ways for external reviewers of the tourism 

industry to give feedback is a good idea. This feedback can 

be given through both traditional and new communication 

methods. A shared platform created by lots of different 

people is the best way to find out how Thailand 5.0 is 

developing. Tourism groups and organizations, both 

government and private, should create a website that 

connects international groups, service companies in tourist 

areas, travel agencies, tourists, and anyone else who wants 

to join. This website could share important information 

about possibilities, teamwork, and services in real time. 

Small networks could suggest attractive products, services, 

and resorts. Service companies could give useful 

information about the strengths, weaknesses, chances, and 

threats (SWOT) related to what people need and expect 

suppliers, competitors, and customers. This information 

could help both those who supply and those who need 

things by answering questions like what, when, where, how, 

and who. The country can share resources and important 

details to grow tourism through a connected tourism 

network. These ideas can also help local governments and 

those involved work together to manage and grow tourism. 

 

New feedback methods AI can also be used. A question-

answering knowledge store like a chat-bot could be used to 

confirm facts using a knowledge base. This could be used 

to give established answers to integrate certain information 

from text data. It could also be set up in one knowledge base 

to avoid repeating information and help a wider market 

(Kaewnuch, 2019). This feedback method will also help 

people learn and grow through knowledge management. 

 

XI. TEAMWORK IN THE TOURISM 

BUSINESS 
Tourism resources are unique and fragile, and hard to copy, 

so working together is very important to keep the tourism 

industry going and make it as good as possible. A tourist 

spot is like a teamwork network where everyone works 

together to give tourists a good experience. For these 

networks to be successful and lasting, everyone needs to 

cooperate. How well a tourist spot can encourage teamwork 

is how well everyone can interact and work together. 

Working networks are needed for managing sustainable 

tourist destinations (Ammirato et al., 2014). 

 

For tourism destination management too is good, it's 

important for groups with different interests to work 

together well. Increased teamwork needs IT experts, who 

are rare in the tourism industry. Things done without 

meaning can cause disagreements or issues. Usually, 

problems related to shared travel experiences are handled 

informally. This means that sensitive problems are missed 

because people don't care enough or don't know enough. To 

prevent this, transportation authorities need to actively 

address issues and limits on valuable transportation 

services. This involves creating a formal way to complain. 

IT experts are encouraged to help create and run the 

teamwork network. But new technology can make some 

people worry about their authority, making them question 

how trustworthy and useful it is. Therefore, experts and 

tourism authorities should offer workshops that promote 

shared understanding and use of new technologies, so that 

everyone can benefit from the skills and resources of both 

experts and those involved (Amarando et al., 2019). 

 

Public-Private Partnerships 

Public-Private Partnerships (PPPs) are seen as a keyway to 

have successful and sustainable tourism. In many places, a 

good natural setting is needed for a high-quality tourism 

experience. But local communities that depend on tourism 

face many problems that affect how well they can watch, 

understand, and protect their environment. Scale and how 

things are governed are big challenges for local groups that 

want to be part of tourism PPPs. These ideas are relevant to 

other local tourism PPPs and ways of governing 

(Campiranon and Scott, 2014). Those who rely on 

ecological tourism can be the weakest in partnerships that 

aim to manage shared resources. Ways to adapt include 

flexible goals, multi-group networks, finding the way, 

dynamic ways of framing problems, and enabling ways of 

spatial planning. This can help local groups access co-

management and better protect their interests during quick 

change. Local groups need long-term access to co-

management to better understand big strategies, partners, 

and problems (Sotiriadis and Shen, 2017). 
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International Cooperation 

The people involved in Thailand’s tourism should work 

together to update the Tourism Bridge Blueprint. The 

“Tourism Public Organization Act”. No. 36/2019 should 

keep being changed so that the TAT can act on its own in 

all parts of the tourism business (Masturoh 

Prasaliani,2019). Work with international groups and 

encourage teamwork with nearby countries to create a 

tourism network that is competitive while protecting the 

destinations’ environment, society, and culture. Thailand 

needs updated tourism agreements with other countries to 

is more competitive. 

 

Thailand should combine its tourism policy across different 

ministries in charge of growing airlines, flights, tourist 

spots, and investing in online tourism and teamwork with 

private companies (Chayasirisobhon and Batra, 2019). The 

MoTIT needs a stronger structure, more workers, and a 

bigger budget in the ITDC. The ITDC will watch over all 

parts of tourism services and products across the country 

and head toward Thailand 5.0 by encouraging a wi-fi 

connected Smart community at both universal and local 

levels as a start. More steps should be taken to move traffic 

and lodging from 4+ SDGs in Bangkok to provinces 

previously called Untouchable 0 SDGs. More jobs and 

income for local people will help restart and grow the 

social, economic, and cultural. The NPTG should undertake 

a integrating all of Thailand’s unresolved tourism issues to 

create a coherent 12th TDP. 

 

XII.CONSUMER AWARENESS AND 

EDUCATION 

 
To get people involved and supportive, teaching consumers 

is key. We should actively teach them why going green is 

important. Government and tourism groups can team up to 

run campaigns that spread the word about things that are 

good for the environment. Besides the usual ways of being 

sustainable, clear labels about things like QRA procedures 

can also help. 

 

Typical ways of being sustainable can also teach people and 

get them on board. Governments could help pay for 

campaigns that talk about how great ecotourism and saving 

energy are. They and hotel groups can also promote green 

hotels and show people what's good about them with real-

life experiences. Since people often mix up the different 

green levels for hotels, having someone at a booth in a busy 

place can explain how to spot hotels that are doing their 

part. This person can go over how hotels are reducing, 

reusing, recycling, and restoring, and why it matters. To 

make learning fun, they can add games and prizes. Getting 

the word out is super important for getting people to be 

more sustainable, so governments and hotels should make 

catchy campaigns to sell the idea. 

 

If we want sustainability programs to work, tourism leaders 

who are sure these programs will help for the long haul 

should take the lead and get things going. They need to own 

the process and look for chances to team with hotels and 

other groups to make it all happen. Regular meetings and 

workshops are a must to keep everything on track and make 

sure everyone is following the rules. Giving rewards or 

penalties based on whether people are following the rules 

can motivate them to work together on sustainability. This 

also means working together to spread the word that 

sustainability can make a tourist spot even better. 

 

Promoting Sustainable Choices Tourist Support for 

Eco-friendly Behavior 

Tourists usually pick a place because it's easy to get to, 

beautiful, special, and worth the money. They keep coming 

back if it lives up to what they expect in terms of 

experiences and how they're treated. Being good for the 

environment is another thing that keeps tourists coming 

back. To be eco-friendly, tourists will pick hotels and travel 

methods that don't add to pollution. They'll choose tours 

that show off local values and culture. When tourists try 

this, it shows they're being sustainable, and this can be seen 

in some parts of the tourism business, like hotels. The focus 

is on the tourists themselves – the people visiting 

attractions, going to events, eating out, and generally 

spending money outside their hometown. They're the ones 

making the effort to protect the environment, economy, and 

culture of these places. Some examples of sustainable 

actions are eco-friendly hotels that are proud to protect the 

environment, or people who report those who damage 

national parks or bring forbidden items. 

 

Communication on Sustainability 

Both industry and the government have parts to play. The 

industry needs to promote how it's being sustainable in 

terms of destinations, local businesses, events, products, 

and services. Employees need to be taught about this so they 

can talk to tourists about it. To get the word out, they should 

use gentle reminders. This could mean sharing tips on how 

to care for ecotourism spots environmentally, 

economically, and culturally, like don'ts, dos, and should. 

Making it easy to switch habits, like skipping plastic bags, 

can drive tourists in a sustainable direction. The industry 

should push sustainable tourism, supporting local efforts 

and culture instead of just tourism businesses that 

overshadow the local way of life. The government needs to 

help tourists learn about sustainability by setting rules or 

policies that protect hotels, attractions, nature, culture and 

architecture. 

 

Public Involvement in Promoting the Sustainable 

Fiction of Tourism 

To make tourism more sustainable, tourism companies 

should provide helpful info and advertise in a way that gets 

the attention of tourists. This can also be done with public 

education, such as videos, or by having influential people 

talk about it. Hotels and tourism companies should back 

these efforts while inviting local folks to join in on the 

marketing and promotion. 

 

Workshops and Training Programs 

Thailand is a popular travel spot, so hotels are eager to show 

off their hospitality. But these days, many faces unexpected 
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issues, tough competition, and social media reviews that 

can hurt their reputation and income. and it is important to 

provide better hospitality and boost tourists' well-being. 

 

The Thailand 5.0 program promotes smart and sustainable 

tourism (Chayasirisobhon and Batra, 2019). Chiang Mai 

University, along with the Chiang Mai Tourism Business 

Association, the Tourism department, other tourism 

universities, and private businesses, came up with a 

Sustainable Smarts Promotion Platform. They're running 

workshops and training to teach people involved and 

empower those using smart tourism. They will improve 

smart tourism knowledge and make it useful. The service 

includes proposals and testing. It will improve 

understanding with basic electronics tools. The prototypes 

made will be for attractions, activities and transports 

selection to reduce carbon footprints. In Thailand, 

workshops will be held for hotels and hospitality businesses 

that want to create responsible accommodations and tools 

will be given to help create responsible tourism business. 

Showing ideas will help them to give better tourism 

services. 

 

XIII. THE ECONOMIC IMPACT OF 

SUSTAINABLE TOURISM 
 

The huge tourism business in Thailand needs a plan that 

uses sustainable tourism to succeed in the world of online 

travel agencies and AI. What can we learn from the rapid 

tourism after COVID? What should the government, 

businesses, and schools consider? How does Thailand's 

tourism business fit into social enterprise and sustainable 

development? Looking at Thailand's tourism sector might 

give us some answers. What needs to change so Thailand 

can be a top place to visit and invest in? It starts with 

making hospitality sustainable in world markets (Suriya, 

2008). Thailand is a major vacation spot with millions of 

visitors annually. The influence of responsible tourism on 

environmental sustainability has grown. The worries about 

overtourism are high. Tourism has grown, creating issues 

between tourism and the environment. 

 

Job Creation 

Thailand 5.0 is a national plan to turn the country into an 

economy powered by new ideas, with a big focus on being 

green, fair, and up to date with tech. My main goal is to 

build smart cities that use digital tools to make life better, 

protect the environment, and boost the economy. To help 

make this happen, the Thailand Digital Government 

Agency (TDGA) has started plans that match what the 

tourism industry needs. These plans are about making a 

smart city setup with good city services, creative tourism 

marketing, and lasting buildings and roads. With all this 

going on, jobs are popping up in different fields, especially 

tourism, hotels, IT, and health. 

 

A big part of Thailand 5.0 is building and using smart food 

systems. These systems are about putting food supply 

chains online, making food safer, pushing local food 

culture, and making sure food comes from good sources. 

Because of this, it helps food tourism and makes jobs in 

farming, shipping, digital services, and cooking. 

 

Also, the focus on smart safety systems, like online 

surveillance, emergency help, and safety networks, has 

increased the need for skilled people in cybersecurity, 

safety of buildings, and managing risks in tourism. These 

systems make tourists feel safer and give locals who are 

trained in safety and tech steady jobs. 

 

The growth of smart health systems has also really helped 

create jobs in medical tourism, health tech, and wellness 

tourism. These systems include things like online doctor 

visits, AI help for finding what's wrong, easy health check-

ins, and online proof of vaccination, which are becoming 

part of the tourist experience. Thailand's good name in 

healthcare helps this area grow even more, attracting 

visitors from home and abroad who are looking for medical 

and wellness services. 

 

Basically, Thailand 5.0, by adding smart city pieces, 

especially in food, safety, and health, is improving the 

country's tourism and setting the scene for lots of job 

growth that lasts. These efforts are a big move toward a 

tourism economy that's ready for the future and values new 

ideas, being able to bounce back, and putting people first 

 

Revenue Generation 

COVID-19 really hurt tourism worldwide, which meant 

less money and fewer jobs, especially for countries that 

depend on tourists. Thailand, where tourism is super 

important for the economy, saw lots of businesses close and 

things get messed up. This whole situation is a chance to 

rethink tourism and rebuild it to be more sustainable. 

Because of this, the Thai government is really pushing for 

sustainable smart tourism. They’re using new tech to make 

tourism better and help things grow for the long haul. The 

goal is to get things back on track and involve more people 

by linking tourism with fun activities and new business 

ideas. Using things like phones and online platforms has 

helped make this change easier. With smart tourism, people 

can get up-to-date info, share what they think, and have 

experiences made just for them. But, so far, smart tourism 

has worked out better in richer countries. In Thailand, too 

much tourism in popular areas has been bad for people who 

live there. To fix this, it’s important to be smart in how 

things are done—not just with tech, but also in how things 

are planned, who gets included, and how resources are used. 

  

XIV. CONCLUSION 

 
The COVID-19 pandemic wasn't just a health scare; it 

totally changed tourism. It pushed the industry to do more 

than just bounce back. Places like Thailand are using this 

chance to get creative and rethink tourism. 

The Thai government is pushing tourism that lasts by 

putting money into tech, better infrastructure, and 

education. This means supporting smart food programs 

where restaurants use tech to track where food comes from, 

show what's nutritious, and get stuff locally. That helps 
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food-based tourism, supports farmers, and cuts down on 

waste. 

 

At the same time, health and safety are now super important 

for keeping tourism going. Thailand is making public health 

better, using touch-free services, planning better for 

emergencies, and using health certifications to keep tourists 

and locals safe. This makes people feel safe enough to travel 

and helps the country deal with problems down the road. 

 

The Thailand Tourism Festival in early February of 2023 

showed off this new way of thinking. It showed off stuff 

like travel that doesn't hurt the environment, nature-based 

trips, health trips, and cool tourism tech. It all shows how 

Thailand wants to make tourism new, open to everyone, and 

good for the planet. 

 

Basically, if tourism wants to stick around, then a country 

has to be able to keep up in the world market. For Thailand 

to stay popular, tourism must change by using tech, 

involving locals, caring about health, and protecting the 

environment. These things aren't just nice to have anymore; 

they're what tourism in Thailand and other places needs to 

survive. 
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