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As ‘Thailands hospu'rclur for enters 2026

the quury- -sag;neyt finds “itself at a_turning -

point. After a.strong q:cvery 'rhromgh 2025

international arrivals  aréw qnce: ﬂgam ap--

proaching pre-pandemic leve i*sgppor.ted by

resilient regional demand and 'r_enewpd-

long-haul connectivity. Yet, the market o-uﬂook
has shifted: growth can no longer be driven
by volume alone, but by strategy and diver-
sification. Luxury hotels must adapt to chang-
ing guest expectations, emerging financial in-
novations, and a more competitive regional en-
vironment.

A key challenge is the reduction in Chinese
tourists, historically Thailand’s single largest
source market. The slowdown in outbound
travel from China has reshaped demand pat-
terns, leaving hotels more reliant on other re-
gions to fill high-value rooms. While this pres-
ents short-term risks, it also creates opportuni-
ties for diversification. Increasingly, luxury
properties are targeting high-spending travel-
lers from India, the Middle East, and intra-ASE-
AN markets, segments that are demonstrating
strong appetite for premium, experience-led
travel in Thailand.

Alongside these shifts in guest composition, the
definition of luxury itself continues to evolve.
Today's affluent traveller seeks more than just
exceptional service and design—they expect
personalized journeys, wellness integration,
and sustainability commitments that reflect
global valves. Culinary experiences, cultural
immersion, and digital convenience are no
longer optional add-ons, but central to the
value proposition of luxury hotels in Thailand.

- FPF
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One of the most distinctive developments shap-
ing Thailand's outlook is government-backed
facilitation of cryptocurrency transactions,
which allows Bitcoin and other digital assets to
be more easily converted into Thai baht. This
positions Thailand as a crypto-friendly luxury
destination, enabling hotels to appeal to a
growing segment of global, tech-savvy, and
affluent travellers who prefer to transact in
digital assets. For luxury properties, embracing
this policy shift opens new avenues for revenue
generation, brand differentiation, and align-
ment with forward-looking consumer behaviour.

This edition of Revenue Growth Strategies for
Luxury Hotels — Thailand Edition 2026 provides
a qualitative roadmap for hoteliers, investors,
and developers navigating this new reality. By
rethinking revenue models, strengthening resil-
ience, and aligning with global shifts in consum-
er behaviour, Thailand's luxury hotels can move
beyond recovery and achieve sustained, stra-
tegic growth in a changing world.
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Overall Recovery Mood

Demand Composition

Business Confidence

Travel Purpose Mix

Luxury & Ultra-Luxury

Midscale &
Upper Midscale

Economy /Budget

Resorts & Villas

Stabilizing with cautious optimism; approaching
pre-pandemic confidence levels

e —————— —————————

Meare diversified; stronger reliance on regional and long-haul
mid-to-high income travelers

Strengthening in core markets; conservative in emerging
destinations

residential-tourism experiences

—

High investor confidence; demand tied to exclusivity,
wellness, and privacy

Stable occupancy; value-driven travelers; brand loyalty
gaining importance

Price-sensitive demand strong in secondary cities and
domestic corridors

Popular for long stays; rising demand for design-led,
experience-rich properties

Return of business and event travel; strong competition on
pricing and amenities
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INVESTMENT ¢
LANDSCAPE IN
THAILAND’S
HOSPITALITY
SECTOR

INVESTMENT & DEVELOPMENT OUTLOOK

Focus Area

Hotel Pipeline

Wellness &
Medical Tourism

Mixed-use Projects
Investor Mindset

Soft Repositioning
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Qualitative Market Trends

Concentrated in Bangkok, Phuket, Krabi, Chiang Mai,
and Eastern Economic Corridor

High interest from developers and international brands; rising
land valuations

Surge in residential + hotel hybrids with branded service models

Seeking long-term ROI over quick wins; careful brand selection;
ESG scrutiny

Many properties undergoing light CAPEX upgrades rather than
full refurbishments
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Energy & Carben

Water Management

Waste Reduction

F&B Sustainability

Staff Training

Green Guest Options

a 3-5 star rating system

Invest in solar, motion-activated lighting, and green building
certifications (LEED)

Greywater recycling, low-flow fixtures, and smart
irrigation systems

Eliminate single-use plastics, compost food waste,
partner with recycling NGOs

Source local, seasonal produce; offer plant-based options;
partner with ethical farms

— —

ESG-focused training programs and green SOPs

Allow guests to opt-out of daily linen changes or contribute
to conservation efforts

. |

To support eco-credentials, Thailand has introduced:

1. Green Hotel and Green Hotel Plus certifications for
energy, resource efficiency, waste reduction-recently

aligned with Global Sustainable Tourism Council standards

2. Sustainable Tourism Acceleration Rating (STAR):

3. Thailand Tourism Awards now include low-carbon and

sustainable categories for community-based operators
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EMERGING SEGMENT:
MEDICAL TOURISM

Opportunities for Luxury Hotels
1. Recovery-Focused Stay Packages

» Long-stay discounted packages (1-3 weeks) with quiet zones, spa access,
and nutritional meal plans

= In-room nursing support or medical concierge services
» Collaboration with hospitals like Bumrungrad, Samitivej, Bangkok Hospital

2. Integrated Wellness & Rejuvenation Retreats
= Offer pre- and post-treatment programs: yoga, herbal therapy, mental wellness, meditation
* Curate health-boosting F&B menus and herbal detox plans

3. Custom Services for Medical Guests

» Private airport transfers for post-op guests

= Soundproof, light-controlled recovery rooms

» Seamless communication with medical providers via on-call hotel staff

4. Marketing Strategy Alignment
* Partner with health travel facilitators, hospitals, and insurance companies
= Promote hotel on medical tourism booking platforms and attend B2B health tourism expos

A S
TOP PROCEDURES DRIVING DE
: LW . Vi = .
Treatment Type Luxury Hospitality Opportunity
r g ==y =

Cosmetic Surgery Privacy-focused villas and discreet recovery programs
Orthopedic & Joint Care ' Accessible rooms, long-stay support, in-room physiotherapy
Fertility & IVF Wellness & nutrition services for couples
Cardiac & Executive Health Concierge recovery with diet, monitoring, relaxation
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THAILAND LUXURY
HOSPITALITY
SECTOR MARKET
OUTLOOK-2026

1. Luxury Meets Purpose

In the years ahead, Thailand’s luxury hotels
won't just dazzle with opulence — they’ll lead
a revolution in sustainability and wellness. Pic-
ture resorts nestled in pristine rainforests,
powered by clean energy, offering holistic
wellness experiences that recharge body and
soul. Guests won't just stay here; they'll trans-
form.

2. Diversification of Source Markets
Offsets Chinese Decline

To mitigate the impact of fewer Chinese visi-
tors, Thailand's luxury hotels are actively tar-
geting alternative high-value markets such as
the US, Europe, Japan, South Korea, Austra-
lia, and increasingly Middle Eastern and Rus-
sian travelers. This diversification strategy is
gradually reducing dependency on any
single market but will take several years to
fully offset the Chinese gap.

3. Bangkok and Key Resorts Continue
to Drive Demand '

Bangkok’s luxury segment remains resilient,
driven by a rebound in business travel and
MICE events, attracting affluent travelers
from diversified source markets. Resort desti-
nations like Phuket, Koh Samui, and Chiang
Mai also benefit from increased leisure
travel, though some softness is expected com-
pared to pre-pandemic peak seasons.

4. Pipeline Development Continues
With Caution

Despite the market uncertainty, over 3,000
new luxury rooms are slated for launch in
2026-2027. Developers and operators are
placing greater emphasis on sustainability
and wellness, reflecting changing consumer
preferences and aiming to differentiate of-
ferings amid competitive pressures.

5. Technology and Personalization
Remain Vital

Hotels investing in Al-powered personaliza-
tion, smart room technology, and contactless
services will better capture and retain the
evolving luxury traveler base, especially as
competition intensifies. Data-driven guest ex-
perience optimization is key to maintaining
premium posifioning.

Conclusion

Success will depend on the ability to diversify
source markets, invest in technology-driven
personalization, and innovate sustainably.
Hotels that adapt to this evolving landscape
will capture growth opportunities despite the
challenges.

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only
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REGIONAL
DEEP DIVE

BANGKOK & PHUKET

Bangkok - The Urban Luxury Engine Phuket - Resort Luxury Reimagined
* Phuket offers a mature luxury beach resort

environment that caters to both families and
affluent independent travelers. The west coast,

Bangkok remains the strategic epicenter for
luxury hospitality in Thailand. As a capital city
with a fusion of royal heritage and contempo-

rary glamour, it attracts both business and lei- with its established luxury enclaves, has been
sure travelers. High-end hotels near the regaining traction with international leisure
riverside, Sukhumvit, and Sathorn continue to travelers

perform well due to:
Key Observations:

» Proximity to shopping, nightlife, and embassies. » Wellness-driven stays (detox, yoga, anti-aging)

* Strong demand for branded residences and are gaining popularity
long-stay suvites among expats and digital + Discerning travelers prefer secluded villas over
nomads high-rise resorts

= A steady pipeline of events, exhibitions, and » Rebranding of older resorts to align with newer
conventions boosting weekdcay occupcancies luxury expectations is underway

Trends to Watch: Strategic Opportunities:
» Surge in Indian weddings and MICE events  Targeting affluent retirees and long-stay

» Culinary-driven tourism attracting global wellness guests from Europe and Australia
foodies * Creating bundled experiences with yacht

= Increasing demand for private butler and charters, golf, and spa treatments

concierge-led experiences

Increasing demand
for private butler
and concierge-

led experiences in

Bangkok

Rebranding of older

resorts to align

with newer luxury

i) i expectations is

.Y g underway in Phuket

.-r 3 gl :-'l:'—-.-" ] el o ’

b-’j: .-1..-1?_-_ .iél" -f‘ “ﬂ' “ . th ; ':3 .r. '..: & ki
4 :'. e ¥ : ::;-,@%O.M ) ZSIKey Magﬁéﬁ tF oe All nghts'Res KL
R W S e A :




KEY MARKET INTELLIGEMNCE

CHIANG MAI & KOH SAMUI

Chiang Mai — Cultural Capital with Growing Sophistication

Chiang Mai is transitioning from a backpacker and mid-tier tourist hub into a niche luxury destination.
With rising interest in heritage, mindfulness, and craft-based tourism, boutique luxury resorts and well-

ness refreats are gaining momentum.

» Appeal to artists, remote workers, and
wellness travelers

= Opportunities for authentic, immersive
experiences (temple visits, culinary classes,
Lanna architecture)

= Less price sensitivity among European and
American tourists seeking tranquility

= Limited international air connectivity
vs. southern Thailand

» High seasonality and environmental concerns
from seasonal smog

* Pattaya - Repositioning from Mass to Premium

Once known primarily for budget mass tourism,
Pattaya is undergoing a transformation. New
investments and upgraded hotel products are
pushing it toward the upper-midscale and
luxury tier.

= Rise in family-focused and urban-resort
developments

= Increased weekend traffic from
Bangkok-based professionals

« Interest from Korean and Indian travelers
due to proximity and new lifestyle offerings

= Continue repositioning through branded
residences and design-led properties

= Strengthen eco-conscious narratives to
appeal to conscious luxury travelers

© 2025 Key Market Intelligence. All Righits

Koh Samui - Tropical Seclusion for
High-Spend Guests

Koh Samui appeals to a high-spending segment
seeking tranquil, beachfront luxury.

Unlike mass-market destinations, Samui's
scale allows for curated, personalized guest
experiences.

= Increasing interest from Russian, Eastern
European, and UAE guests

» Preference for all-inclusive, family-focused
villas with private pools

= Growth of boutique wellness resorts in the
northeast and interior

» Branding Samui as a hybrid wellness and
honeymoon destination

» Cross-marketing packages with nearby
islands like Koh Phangan

Koh Samui receiving increasing interest from
Russian, Eastern European, and UAE guests.
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EMERGING TRENDS
AND OPPORTUNITIES

Affluent travelers are prioritizing authentic, sto- The "work-from-anywhere" model continues to
ry-worthy experiences over traditional luxury. support extended stays, especially in Chiang
Hotels offering curated cultural immersions, Mai, Samui, and coastal resort towns.

wellness journeys, and personalized excursions
are seeing higher engagement and spend per
guest.

Properties are redesigning suites and
packages to serve:

» Remote professionals

= Digital nomads

* Mid-term leisure travelers (2-6 weeks)

From Al-driven guest profiles to dynamic

in-room environments, personalization is

becoming central to luxury. Guests now expect:

* Pre-arrival room customization

= Multi-language mobile concierge apps

* Personalized dining and spa
recommendations based on preferences

Sustainability is no longer a niche add-on-it's
an expectation. Hotels that embed eco-cons-
cious practices into their design, operations,
and storytelling are winning favor among Eu-
ropean, Australian, and Gen Z travelers.

p— — -5

Develop hotels with eco-architecture, Attract ESG-focused
carbon neutrality, and local materials | investors and HNW guests

Green Luxury Developments

— — — —

| = =
|

' = R
' Integrate medical spas, detox clinics, § Diversify revenue and
. . | ] 0l
f and ancient therapies i lengthen stay durations
T | SRR e
: Use guest data for Al-led | Drive upsell, cross-sell,
personalization and partnerships and loyalty

Data Monetization
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THE FUTURE OF
LUXURY HOSPITALITY
IN THAILAND -
BEYOND 2026

1. Luxury Meets Purpose

In the years ahead, Thailand’s luxury hotels
won't just dazzle with opulence — they'll lead
a revolution in sustainability and wellness. Pic-
ture resorts nestled in pristine rainforests,
powered by clean energy, offering holistic
wellness experiences that recharge body and
soul. Guests won't just stay here; they'll trans-
form.

2. The Rise of the Intelligent Hotel

Say goodbye to cookie-cutter stays. The
luxury traveler of the future will enjoy hy-
per-personalized experiences powered by Al
that anticipates every need — from
mood-based lighting to tailored culinary jour-
neys and seamless, invisible service. Hotels
will blend human warmth with digital magic,

3. A Global Mosaic of Guests

The luxury traveler tapestry is changing.
Beyond traditional markets, expect a vibrant
mix of explorers from the Middle East, Russia,
India, and emerging Asian economies, each
bringing their own stories and expectations
— enriching Thailand’s cultural fabric and
hospitality scene.

Destinations

Luxury won't just be confined to hotels but will
spill into branded residences, private islands,
and mixed-use playgrounds where living,
working, and vacationing seamlessly merge.
Imagine waking up in a penthouse overlook-
ing turquoise waters, with a five-star con-
cierge at your beck and call.

5. Fast-Paced Innovation, Deep Humcan
Connection

Despite tech's dominance, the heart of luxury
will remain in authentic human connections.
The best hotels will be those that blend cut-
ting-edge innovation with genuine warmth,
crafting moments that linger long after
check-out.

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




Russia & CIS

USA &
Western Europe

Japan & South Korea

Middle East & Gulf

Geopolitical risks,
travel policy fluctuations

Currency fluctuations,
payment restrictions

Competition from other
Asia-Pacific luxury destinations

Economic fluctuations; need for
cultural & language customization

Cultural adaptation,
privacy expectations

Huge growth potential
post-pandemic; focus on
digital engagement and

language support

Niche but loyal market;
need flexible payments
and exclusive offerings

Growing demand for
eco-luxury and wellness-focused
experiences

Rising niche demand for
wellness & culinary luxury
experiences

Growing high-spending
segment; tailor marketing and
services accordingly

11
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CHINA - THE POWER HOUSE

PSHOT

DEMOGRAPHIC SN,

Ve, High Net Worth Business owners, real estate investors,
Individuals (HNWIs) elite professionals
T Experience-obsessed,
Millennial & Gen Z Affluent digitally native, fashion-forward

s —

—'l= Now Urban Wealk cl Emerging affluents from Tier 2 & 3 cities
S G Al il E o (e.g., Chengdu, Wuhan, Hangzhou)
LUy _
T 3 S :
Eamily Toaval Multigenerational, often with l o |
MR R = private concierge needs LJ
- - — o= & — - |
Independent, wellness- and [i;-

Solo Affluent Women

safety-focused, high-spend
|

Reasons behind this drop include:
= Safety concerns
* Economic pressures

= Regional competition

| K 1l B
. ¥

i
Thailand is actively working to regain confidence among Chinese tourists:
= TAT's “Sawadee Ni hao” campaign is part of the 50th-anniversary celebrations of Thai-China

» The government is subsidizing flights and encouraging charter services to China

» Emphasis has shifted from volume to quality and safety, targeting higher-spending
FIT travelers, with improved marketing and safety communication

* Visa exemptions remain in place, with ongoing discussions around adjusting length of stay [ \

and safety oversight ¥

i,

if
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STRATEGIC TAKEAWAYS FOR THAI HOTELS

Localize the Offer Mandarin-speaking staff, Chinese menus, hot pot
Guest Experience breakfast options, WeChat Pay

Curate Privacy & Push pool villas, private dining, "silent" concierge
Exclusivity service, wellness retreats

Build experiences with emotional narratives temple

besian wititaloryisling | mornings, Thai silk masterclasses

Omni-Dici l Maintain presence and reputation on Chinese platforms - hire
Stay Omni-Digital ! bilingual social media managers

Integrate Thai healing traditions, sleep science,

Ofter Weliness & Tradition detox rituals, herbal medicine spa menus

' ! Custom gifting, calligraphy with guest name in Thai script,

_'_! Surprise & Delight in-room welcome rituals
Luxury Shopping Partner with local brands for private trunk shows,
Concierge |

shopping butler service, or hotel-internal boutiques

1. Experience Over Prestige

= No longer impressed by just five-star logos

Seeking authentic, curated, and sharable experiences

Interested in local cultural immersion - Thai cuisine classes,

Buddhist rituals, artisanal shopping

2. Digitally Sophisticated

Use WeChat, Xiaohongshu, Douyin (TikTok CN) for travel
research and booking

Expect real-time engagement through Chinese platforms
(QR menus, WeChat concierge)

Rely on peer reviews, Influencer content, and video storytelling
more than traditional ads

© 2025 Ke - telhgence All R%hts Reserved. For Internal Use Only 1 b
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DESPITE CHALLE
SEOPOLITICAL

Spending Habits:

Length of Stay:

A split pattern is visible-some
Russians are price-sensitive
due to currency depreciation,
while others (upper middle class)
continue to seek luxury
and spa experiences

Russians tend to stay longer
than other source markets,
often 10-20 days or more,
especially in beach resorts

Phuket: Remains the most
popular destination due to
charter flight connectivity,
Russian communities, and
upscale resort offerings

Design long-stay packcges
(14+ nights) with optional
Pr wellness, detox, and

medical tourism elements

Payments and currency issues
persist, with many travelers
preferring hotels that accept
cash, crypto, or Russian-
friendly payment gateways

\ I -\‘P\




New Year's (Dec 31-Jan 7)

Champagne brunches, fireworks,
gala dinners, Russian music

Pancake week, culinary showcases, vodka tastings

Subtle commemoration themes;
older guests may appreciate
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oa
G

Status, privacy,
bespoke luxury

e -
|

Destination glamour,
family prestige

e

Wedding Groups

i

Medical & Discreet treatment,
Wellness Travelers rejuvenation
Retail-Focused Shopping, food,
Leisure brag value

F
b
&

TED SOURCE MATRIX OF

Villas, fine dining,
yachts

Phuket, Koh Samui,
Chiang Mai

- ——— -

Entire hotel buyouts,
décor, F&B

;
Hua Hin, Phuket,
Krabi

Clinics, wellness
resorts, spa

Bangkok, Hua Hin,
Chiang Mai

A

/ Malls, spas,

Indian restaurants

Prestige, rewards,

Corporate MICE/
exotic appeal

Incentive

Team-building,
banquets

r 3

~ 4-—"." \
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4 »
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Bangkok, Pattaya

= - R
i
Bangkok, Pattaya,
Phuket
]
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KEY STRATEGIC
TAKEAWAYS
FOR THAI HOTELS

Add authentic Indian breakfast and dinner options,

Indian Cuisine
i visi include Jain & vegan

Create multi-bedroom suites and family

Family Integration
e 28 dining spaces

Invest in Indian wedding liaison teams,

Weddings & Events fire permit flexibility, open flame kitchens

Partner with malls, offer chauffeured

Shopping Concierge shopping experiences

Greet repeat guests by name, send festive
Emotional Loyalt 4
‘ Skt wishes on Diwali or Holi

Use Instagram reels, Indian influencers,
and Indian-language content

Digital Visibility
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SOUTH KOREA:
QUALITY OVER QUANTITY

KEY CHARACTERISTICS OF SOUTH KOREAN LUXURY TRAVELLERS

Affluent Gen Y & Gen X couples, female solo

Demographic
g travelers, wellness seekers, and K-culture fans

Relaxation, wellness, beauty tourism,

Travel Motivation , . . )
lifestyle exploration, and culinary interest

- e - - S D = 4

Preferred Destinations Bangkok, Phuket, Krabi, Chiang Mai, Hua Hin
Clean, minimal, and curated - prefer independent 4 _":;-'.'.
Travel Style i o = “;Q
stays with concierge help i sis R
Instagram-driven discovery; prefer direct booking . __
Booking Behavior on official sites, Naver blogs, 2
and Korean OTAs like Yanolja or MyRealTrip

}.": . \J
3




Luxury spas, hot springs,
healing retreats

Wellness Travelers Detox, beauty, and rejuvenation

Pool villas, beachfront dining,

Couples &
floating breakfasts

Privacy, curated escapes
Honeymooners

Mindful stays, cafe-hopping,
photo ops

Solo Female Travelers Self-care, beauty, peace

Culinary & Café t Gastronomy, aesthetic food, Thai fusion cuisine, café tours
Culture Enthusiasts café design

.h : i - ot vu s o

[~
]

Surge in K-beauty wellness travel: Spa holidays tied to skincare, anti-aging treatments,
and holistic retreats

= Growth in café hopping and aesthetic micro-itineraries
= Rise in female-led travel groups prioritizing cultural, slow, safe, and photogenic experiences
= Preference for 'clean luxury': organic materials, plant-based menus, quiet, eco-minimalism

* Demand for Korean-language YouTube vlogs and hotel walkthroughs before booking

© 2025 Key Market Intekhge
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MALAYSIA
SHORT-HAUL CONSISTENCY

5 2 .

Middle-Class Families Hat Yai, Krabi, Bangkok Halal food, shopping,
clean hotels

Halal-certified hotels,

Muslim Travelers Songkhla, Chiang Mai, Phuket Sodest mpstancs
Affluent Urbani Hat Yai, Krabi, Bangkok SRAOTe sy (U ele;
uent Urbanites ' - g o tap dinkg
Health Tourists Bangkok, Chiang Mai . Medical checkups, dental care
L] < o L n__ - - mi-::;.,,__, = _..' !I
' i

IG-worthy cafes,

Weekend Millennials | Bangkok, Phuket, Chiang Rai : sane
shopping, nightlife

.‘-ﬁ- 3 -
14" B
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Midscale with strong demand for family rooms,
some growth in luxury staycations

— - —— ————

Halal-certified restaurants, Thai-Malay fusion,
night markets

- - o S

Retail Cosmetics, health products, Thai fashion brands, .
premium mall visits A

LT = = = Y R = T R W - _— = . - ot

Spa, island hopping, temple tours,
Instagrammable café visits

Experiences

Annual check-ups, dental care,

Health skincare clinics popular in Bangkok

O e | T T R P

g - Lt | =, ]

Short, affordable escapes g Curnted 2- or 3- nlghf packuges with franspori

Halal-friendly & respectful Certification, prayer spaces, privacy options

- - i -

H

Shopping & food , otel-mall tie-ups, food market guides, vouchers
ﬂ._!

Family travel ease Spacious rooms, kids' options, easy booking

© 2025 Key Market Intelligence. All Righté Reserved. For Internal Use Only



KEY MARKET INTELLIGENCE

MIDDLE EAST (GCC)
LUXURY & WELLNESS
FOCUSED

KEY SOURCE COUNTRIES & TRAVEL CORRIDORS

Largest GCC outbound market to Thailand;

Saudi Arabia family-heavy travelers

UAE Mix of young professionals, couples, and medical tourists

High income per capita; prefer bespoke

et e Clotar services and luxury

Bahrain & Oman Smaller volume but loyal, repeat visitors

o = Main Gateways: Direct flights via Emirates, Qatar Airways, Saudia, Etihad to Bangkok
t,_'{,{,.‘-.f M and Phuket; medical tourism agencies facilitate inbound health trips
t*‘;,;'uﬁ.\ , = Surge in medical wellness tourism from Saudi and UAE (e.g. anti-aging, fertility, detox)
ey R - !
c S » Growth of Islamic luxury travel - Halal spa retreats, private beach resorts
b ; . L
Pf“ﬁ} * Preference for multi-bedroom villas with kitchens for long stays

Social media-driven travel decisions via Gulf influencers

p m% (el g‘&ﬂ“"ﬂ?ﬁr
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'MARKET SEGMENTATION

_ —J.

Affluent Families Use travel agents or concierge Bangkok, Pattaya, Phuket
f = V== E ¥,
L Lei Counl Direct booking with Phuket, Koh Samui, S s
HRVE RIS S SURNES 5-star hotels Chiang Mai 'y
5 5 Via medical agents : ; i
Medical Tourists E or hospitals _ Bangkok, Chiang Mai Sy @i
‘_'r-— e R NN T L T MR "-z.f_,'il_. : ; '”-.- _;-“-':'-- = .|
Instagram /TikTok driven, " :
Young Gulf Travelers OTA bookings FL Bangkok, beach destinations
—— =
VIP & Royal Travelers Booked via private handlers Private villas,

branded residences
- O |

MARKET BEHAVIOR SNAPSHOT

et

X ¥ Spending Power High-GCC guests often spend 3-6x more

|
E per night than average tourists "
':-MU—MIL . | == F 2 ERTAW. = - EELILm [y 1 , vy
L]
Medium to long - especially for medical or family trips
Length of Stay {7-14 days]
Accommodation Type [ Luxur)' branded hotels, serviced apartments, pool villas

= - TR 3 T T P B TR ST g ST, wr e = = T -

F&B Spend I High- preference for private c:llmngr in-room chefs, Halal buffets
/@f Transport J Chauffeured limos, large family vans, VIP airport transfers
=1y '

]]'7[ h ||mﬁ[lr"‘jﬂ B ‘_
el |
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travelers ;
X Eco & wellness focus Invest in sustainability and wellness offerings
Repeat visitor potential ’ Build loyalty programs, seasonal return incentives
. : i —
Diverse age groups i Segment packages: youth adventures,

KEY MARKET INTELLIGENCE

EUROPE - SEASONAL
BUT VALUABLE

MARKET CHARACTERISTICS

Travel Segsonciiny Strong durlr:lg Eu.ropean winter (Nov-Mar),
mild trickle year-round
Long stays (12-21 days common),
Length of Stay often covering multiple cities
s Early planners (2-6 moenths ahead),
CE G rie! prefer direct booking or niche agencies
Small luxury hotels, eco-resorts, wellness/spa properties,

Hotel Preferences beachfront retreats

F&B Spend High-enjoy local cuisine, wine, and fine dining experiences

KEY STRATEGIC TAKEAWAYS FOR THAI HOTELS

Strong winter season demand Optimize room rates & packages Nov-Mar

— e o T e e e ] = = o R = = N L - T e T T W el

: Create immersive stays, not just rooms

(young to retired) romantic escapes, senior wellness

= T e 3 % .. AL TR e ' (52




Culture seekers, Strong demand for
wellness tourists, retirees sustainable resorts

Germany

Romance travelers, Interested in culinary,

France H
explorers, families heritage, and nature

Holidaymakers, Mix of budget and

UK backpackers, retirees luxury segments

Adventure enthusiasts, Affluent, eco-conscious,

Nordics digital nomads long-stay tourists

Love for spa, style,

Italy Boutique & lifestyle guests cultural authenticity

Cycling, green travel, Often choose Phuket,
food-focused Krabi, Chiang Mai

EEER IBADO D00 N
AR iRO B AR AERE

& ~‘-‘v- 1. Seasonal Targeting & Early Bird Offers
1 » Launch early-booking campaigns (June-September) in EU markets
: = Work with specialist tour operators (e.g., wellness, over-50s, ecotourism)

|1 ' ]'"' 2. Green & Wellness Branding
J | = Acquire eco-certifications (Green Leaf, EarthCheck)
~ = Highlight energy conservation, local sourcing, wellness focus
- = Build retreat-style packages: detox, spa, yoga, guided forest walks

3. Cultural Experience Integration
= Offer guests hands-on cooking, handicraft, or temple tours
* Include Thai language or meditation classes as soft cultural immersion

4. Long-Stay Packages

* Promote 14-30 day rates with free laundry, breakfast, flexible dining
* Target remote workers and retirees with fast Wi-Fi + calm environments



KEY MARKET INTELLIGENCE

UNITED STATES -
LONG-HAUL UPSWING

TRAVELER PROFILES FROM THE U.S.

Segment

Millennial & Gen Z Travelers

Affluent Couples

Baby Boomers & Retirees

Digital Nomads/Remote
Workers

Luxury Honeymooners

Characteristics

Social media-driven, adventurous,
often solo or in small groups

High-spending,
wellness-oriented

Social media-driven, adventurous,
often solo or in small groups

Longer stay, lifestyle-focused

Seeking exotic,
exclusive experiences

Preferences

Digital-first bookings,
unique stays, sustainable travel

Privacy, 5-star resorts,
spa & cultural immersion

Comfort, reliability,
concierge-level service

Fast Wi-Fi, co-working
amenities, peaceful settings

Private villas, curated tours,
Instagrammable moments

TRENDS AMONG AMERICAN TRAVELERS (2025-2026)

Increasing focus on mental wellness and mindful travel

Growing popularity of multi-generational family trips

Rise in purpose-driven travel (voluntourism, conservation, cultural learning)

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only
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KEY MARKET INTELLIGENCE

' Ald |
- KEY STRATEGIC TAKEAWAYS il

g
High spending potential | Focus on premium, high-touch service with immersive value
/ l='_b_'.'i B = ot
/ Long-stay patterns Offer extended-stay perks, flexible check-ins, local engagement .
/ Hiel A B i
’// Experience over status Promote cultural, adventure, and wellness journeys
_.______.._n‘-"“ i — — 1 F¥ - SR (8 |
- / Social media influence Ensure Instagrammable moments and influencer collaborations
=
P : ~re L& 25 1 ——
/ Sustainable values Use eco-certifications and ethical storytelling in marketing
” » =g o oMLY
i, Ll i ] ;
.l e | ! &__‘ﬂ l Bt +
’ = P@ T-—- 14
. “OPPORTY o g IS R
£
& 1. Curated Experiences for Value Seekers
. ‘ » Offer experience-rich packages: cooking classes, Thai boxing lessons, night market tours
** = = Promote "local luxury": Thai hospitality, artisanal décor, cultural immersion =
5
g 2. Wellness & Mindfulness Programs

Develop transformational retreat offerings - meditation, yoga, herbal treatments
Market these through U.S. wellness travel channels and influencers

w

. Appeal to Digital Nomads
Provide long-stay rates with co-working spaces, strong internet, peaceful locations .
Partner with remote work platforms or travel communities (e.g., Hacker Paradise, Remote Year)

4. Target the Honeymoon Segment
* Create romantic itineraries: sunset cruises, private villas, beachfront dinners
Leverage partnerships with U.S. wedding planners and luxury agents

s

A
II‘

-

=
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KEY MARKET INTELLIGENCE

JAPAN-CAUTIOUS REBOUND,
BUT HIGH VALUE PER GUEST.

KEY TRAVELER SEGMENTS

Segment Travel Behavior Preferences
Senior Leisure Travelers (50+) = Risk-averse, well-traveled, loyal Clecm_._c_cﬂm enwrcfnm.ems;
traditional hospitality
: Boutique luxury,
Couples & Solo Travelers Value privacy, culture, and food artful design, high service
Younger Professionals (30-45) Tech-savvy, experience-driven Losnl oo e uniaus Stays;
spa & wellness
o : : Seek new destinations beyond
Repeat Travelers Deep familiarity with Thailand Bangkok & Phuket

EMERGING TRENDS

Increased preference for smaller, quieter destinations (e.g., Nan, Khao Yai, Lampang)
Growth of multi-generational family travel in premium segment

Rising interest in detox, mental wellness, and spiritual retreats

Popularity of shorter but more frequent trips (especially retirees)

Growing sensitivity to safety, health standards, and political stability of destination

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




KEY MARKET INTELLIGENCE

STRATEGIC OPPORTUNITIES FOR THAI HOTELS

1. Premium Comfort Meets Simplicity
= Focus on quiet luxury-minimalist, clean, refined design with excellent service
» Offer premium rooms with bathtubs, robes, slippers, water kettles

2. Wellness & Calm Retreats

» Build Japanese-style wellness offerings: herbal baths, spa rituals, slow living B
» Promote peaceful settings away from crowds (e.g., beachfront villas, mountain resorts) .

3. Japanese-Friendly Communication :
= Add Japanese language menus, visual signage, and service basics
» Partner with Japanese tour operators or influencers to build credibility

4. Food & Hospitality Fusion
= Emphasize hygiene, presentation, and flavor balance in food
» Offer occasional Japanese breakfast options, especially in luxury resorts

5. Special Packages for Seniors
= Create structured packages with cultural activities, wellness, and transport
* Include hospital/clinic partnerships for wellness-conscious travelers

STRATEGIC TAKEAWAY S

High service expectations Train staff on detail, etiquette, and subtlety

Preference for

Clear booking terms, visible cleanliness, personal space
order & safety g : s P

Seeking authenticity

: Combine culture with premium amenities
with comfort

Shorter trips, high spending Target high daily-spend packages

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




KEY MARKET INTELLIGENCE

SINGAPORE:

HIGH-SPENDING, STRONG
REPEAT VISITATION

KEY TRAVELLER PROFILES

Affluent Young Professionals Short, frequent breaks Urban Juxur.)r, rc:oftop dining
nightlife
Couples & Honeymooners Mid- to high-spend Eoutique hotels,

spa experiences, privacy

Families with Kids School holiday planners = Besafisdtai
family-friendly amenities

: Spa retreats, clean eating
Wellness-Driven Travelers = i . '
Health-conscious, repeat guests datox packagas

Shopping & F&B Tourists Foodie culture, brand-conscious Michelin street food,
mall hotels, Instagram spots

g ] ; ? e ‘F& y
e, 012025 KejiMark
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= Wellness-focused luxury escapes gaining popularity
* Increasing interest in niche Thai destinations (e.g., Khao Yai, Koh Yao, Chiang Rai)

= Rise in multi-generational family trips and "bleisure” (business + leisure) travel

» Demand for bespoke experiences over mass-market tours

= Sustained appetite for frequent travel with new angles each trip

1. Weekend Luxe Packages
» Design 2- or 3-night high-value getaways tailored to Singaporeans
* Include airport transfers, spa credits, curated dining

2. Wellness & Detox Offers
- = Market premium spa, yoga, and holistic health packages
= Emphasize clean eating, hygiene standards, and tranquility

3. Gastronomy-Focused Experiences
Offer chef-curated tasting menus, Thai cooking classes, mixology nights
* Collaborate with Thai chefs or Singapore-based food bloggers

4. Mobile-First Services
= Provide mobile check-in, digital concierge, WhatsApp room service ,
» Optimize booking and communication channels for fast, app-savvy travelers v

5. Loyalty-Driven Engagement
Build return guest privileges: early check-in, discounts, birthday perks
= Cross-sell across Thai cities - "discover a new side of Thailand" offers

*

- '_»‘35"-? L5
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KEY MARKET INTELLIGENCE
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Mobile-first service, shopping,

China Chinese speaking staff
tndie Vegelthrlun cuisine,
group logistics, luxury brands
e ﬂ
, { Beachfront, spa,
Russia Russian-language staff /media
Privacy, halal food,
Middle East (GCC) il
exclusive villas
' Loyalty points, quality service,
USA/Canada F&B-led luxury
|
J Cleanliness, Zen aesthetics,
Sies fine dining
F‘ - :b , —
. - . ’
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WeChat/Alipay Integration, }“?;
digital concierge :

Wedding packages,
Indian chef access, direct B2B

Loyalty perks, language support,
family packages

Private pool villas,
gender-specific spa areas

Branded loyalty programs,
premium culinary packages

Spa & onsen packages,
Japanese-language welcome

- T
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Bangkok

Urban luxury reimagined - riverside properties,
lifestyle towers, wellness hotels in Sathorn
and Chao Phraya zones

Phuket

Strong pipeline of high-end resorts and branded
residences in the Ao Yon, Cape Panwa,
and Naithon Beach areas

Chiang Mai & Chiang Rai

Emerging for eco-luxury and cultural immersion;
emphasis on local heritage and spiritual wellness

Koh Samui

Focus on villas, retreat concepts, and
upgrades of legacy 5-star properties to
modern luxury standards

Pattaya & Rayong

Select ultra-luxury repositionings aimed at
softening Pattaya's mass-tourism image and
attracting regional elite

Khao Yai & Hua Hin

ffq °E

W — BW‘“‘ -

———
—
_"

Development of weekend wellness estates and
boutique vineyard resorts gaining traction
with Thai and Singaporean HNWIs
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Apply geo-specific
dynamic pricing

l— Use value-adds . ) )
instead of discounting ! Protect brand while boosting perceived value

Higher conversion from China, India, GCC

Optimize weekend vs.

= Match local travel patterns
weekday pricing

—— —— —— (. - e -

Invest in RMS & Al tools Real-time adaptability in a volatile market

. . '
Monitor LOS and booking Adijust rates proactively, not reactively 1t
curves weekly -




KEY MARKET INTELLIGENCE

Average Check Value

T DR W BN e —

F&B Revenue per
Occupied Room (RevPOR)

e — — -

Outlet Contribution%

Table Turnover Rate

Monitor upsell effectiveness

True measure of guest spend

Know which outlets to invest in




KEY MARKET INTELLIGENCE

DIRECT BOOKING
ACCELERATION

= Invest in official websites that are optimised for conversions and have integrated booking
engines to lower OTA commissions

= Introduce branded loyalty programs with tiers of benefits for upscale return visitors

= Utilise meta-search optimisation and retargeting campaigns to recover lost demand

= Provide special benefits for direct reservations (e.g., early check-in, room upgrades)

= Tie into cross-brand offers, airline miles, or luxury shopping privileges

® Use geo-targeted pricing (e.g.. lower rates for APAC-based bookers) to stay competitive
» Showcase the total experience value, not just room rate

= Remove premium room types from OTAs and sell them direct only

® Promote property-specific or brand-wide loyalty programs that reward direct stays




KEY MARKET INTELLIGENCE
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CROSS-SELLING
STRATEGIES

s Offer pre-arrival upgrades, in-stay add-ons, and late check-outs by educating employees
and utilising PMS-Integrated upsell tools

® I[ntegrate upgrade or add-on prompts into mobile check-in flows

» Provide individualised service packages (business, wellness, and romance) according to
booking profiles

= Allow guests to enhance their stay with late checkout, premium Wi-Fi, or exclusive club
lounge access

= Wellness consultation + detox program

» Train staff to offer personalized recommendations based on guest profiles

= Connecting rooms or larger suites

®» Organise high-end activities like spa treatments, cultural dining, and private boat rentals

= Cross-sell restaurant reservations, cooking classes, wine tastings, or chef's table experiences

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




KEY MARKET INTELLIGENCE

TARGETED
MARKETING &
SEGMENTATION

= Using historical data, refine guest personas, such as luxury solo travellers, digital nomads,
wealthy families, and honeymooners

= Collaborate with luxury travel influencers and leverage affiliate partnerships
(Agoda VIP, Virtucso)

= Partner with corporate HR or travel managers to offer fixed-rate executive packages

= When potential guests land in Singapore, Hong Kong, or KL (major feeders),
serve them mobile ads or SMS via geo-fencing

= Create geo-targeted digital ecampaigns with Facebook, Google, and WeChat for China,
India, the United Arab Emirates, and Germany

= Use CRM data to embrace hyper-personalization
(guest preferences, previous reviews, spend habits)

DESIGN SEPARATE LANDING PAGES FOR TOP SOURCE CITIES
(E.G., SEOUL, MUMBAI, DUBAI, SINGAPORE, SYDNEY) WITH:

Flight times
Offers in local currency
Suggested 3-night itineraries

Testimonials from guests from that city

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




KEY MARKET INTELLIGENCE

EXPERIENTIAL &
BRAND-LED
OFFERINGS

= Use CRM data to embrace hyper-personalization
(guest preferences, previous reviews, spend habits)

= Work with regional luxury businesses and craftspeople to provide in-room experiences or shopping
» Welcome drink infused with Thai herbs + flower bracelet + cultural greeting

» Encourage the use of eco-luxury accommodations, carbon offset programs,
and eco-friendly spa services

= In-residence Thai artist with pop-up gallery in hotel lobby

= Guided forest bathing, herbal poultice massage, and monk-led meditation

» Rainy Season Wellness Retreat: sound healing, sleep therapy, and in-room spa rituals




TECHNOLOGY &
INN@)/Ni[e]N

n Use loT devices, voice-activated room controls, smart TVs, and mobile key access to
increase personalisation

= Utilise visitor behaviour data to create customised birthday offers, stay recommendations,
or focused post-stay re-engagement

= Analyze booking trends, guest feedback, and operational efficiency for dynamic pricing,
targeted marketing, and inventory management

» Using branded apps or WhatsApp integrations, provide digital concierge,
spa/F&B reservations, and mobile check-in/check-out

= VR tours of hotel suites, facilities, and nearby attractions for potential guests pre-booking

= Smart waste management and use of eco-friendly tech to appeal to environmentally
conscious luxury travelers

= Integrate Bl dashboards to track upsell conversion, guest happiness, GOPPAR, TRevPAR,
and RevPAR in real time

= Integrate advanced cybersecurity protocols to protect guest data and hotel systems

= Integrate voice assistants not only in rooms but also in common areas to allow guests to get
information, book services, or contrel room settings hands-free

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only



KEY MARKET INTELLIGENCE

WORKFORCE
STRATEGY

= Improve frontline and back office staff's proficiency with digital technologies, data literacy,
and luxury service excellence

= Encourage a culture of sales-driven service where each interaction is seen as a chance
to make money

= Strong employer branding, incentive-linked KPls, and flexible work arrangements can help you
retain top personnel

= Combine Thai hospitality talent with strategic hires from key source markets
(e.g., Mandarin-speaking for Chinese ests, Arabic speakers for GCC markets)

= Partner with Thai hospitality schools (e.g., Dusit Thani College, Mahidol)
for internship-to-hire programs

® Invite luxury hospitality staff from global sister properties for 1-3 month swaps
(e.g., France, Dubai, Tokyo)

© 2025 Key Market Intelligence nternal Use Only




» Average total spend per
guest, including all outlets

» Formula:
Total Revenue +
Number of Guests

u Includes all revenue sources
(rooms, F&B, spa, events)

= Formula:
Total Hotel Revenue =
Total Available Rooms

» Hotel occupancy compared
to its competitive set

= Formula:
Hotel Occupancy Rate —
Market Occupancy Rate

= Percentage of available
rooms sold during a specific
period

= Formula:
(Rooms Sold +
Rooms Available) x 100

= Profitability measure
factoring in operating costs

= Formula:
Gross Operating Profit —
Total Available Rooms

# QOverall revenue
performance compared to
competitors

= Formula:
Hotel RevPAR —
Market RevPAR

= Average number of
nights guests stay

» Formula:
Total Room Nights +
Number of Bookings

= Measures the average
revenue earned per
occupied room

s Formula:
Total Room Revenue
Number of Rooms Seold

» Combines occupancy and
ADR to show revenue
generated per available
room, whether occupied or
not

= Formula:
Total Room Revenue —
Total Available Rooms

Or: ADR x Occupancy Rate
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Implement RMS Loyalty rewards
RIS - T ettt

differentiated food services as

Introduce brand- E Reposition spa and
experiences sources of income
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Establish Thailand Examine international
flagship positioning expansion



KEY MARKET INTELLIGENCE

OTHER RECOMMENDATIONS

1. Adopt a Direct-First Distribution Mindset
Shift your booking mix to favor direct channels (goal: 40-50%+ direct within 12-18 months)
Treat your website as a core sales engine - not just a brochure
Action Points:
Redesign mobile-first website and booking engine.
Offer direct-only benefits and transparent "Best Rate Guarantee”

2. Strengthen Rate Parity & Channel Discipline
Maintain real-time parity across all platforms to prevent rate shopping losses
Limit deep OTA discounts to off-peak periods only
Action Points:
Use RMS-integrated channel managers for smart pricing control
Avoid last-minute OTA dependency during peak seasons

3. Use OTAs as Visibility Platforms, Not Loyalty Drivers

Leverage OTAs for first-time visibility and feeder market testing

Encourage post-booking conversion to direct (via branded offers, upsells, and CRM funnels)
Action Points:

Collect guest emails at check-in; funnel into direct campaigns

Target OTA guests with personalized loyalty offers post-stay

4. Invest in Metasearch & Retargeting Ads
Outbid OTAs on your brand keywords
Run Google Hotel Ads, TripAdvisor Sponsored Placements, and Facebook /Instagram
retargeting campaigns
Action Points:
Allocate 15-20% of digital budget to metasearch/direct ad funnels
Track ROAS and adjust based on booking window and segment

5. Develop Segment-Specific Channel Tactics
Use data to assign the right channels to the right guests:

Indian wedding groups - Wedding planners + Direct
Chinese FITs - OTA + WeChat
Corporate - GDS + Email
Romance & wellness travelers - Direct + Influencers
Action Points:
Customize channel mix by segment instead of a one-size-fits-all approach
Partner with local influencers and planners per market

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




ADR Growth

TRevPAR

Direct Booking Ratio

Spa & Wellness Revenue

F&B Spend per Guest

Conversion Rate of Upsell Offers

Market Intellig

+10% YoY

+15% YoY

>45%

>12% of total revenue

+20% from previous year



Curated chef tables, wine pairings,
seasonal dining events

Spa & Wellness Bundled with room bookings, late spa check-out

Champagne on arrival, pillow menus,

In-Room Add-Ons minibar upgrades

—

Luxury transfers, guided airport
welcome packages

Transportation

Monetize curated tours, workshops,

Experiences S
P and adventure activities




By Use rate fances Make accommodations for

-~ .: (minimum stays, advance weekend/holifcr e
) i oy ; particularly from

Wy purcl;?s;] ﬁg;ﬁ;ﬁ;{nom short-haul Malaysian and
&;; 3N 9 Singaporean passengers
o 1“5’
| N ,‘_
X - ¥

A Use Al-powered RMS
LR software that continuously
N analyzes Internal data
G o) (booking patterns,

cancellations) and external
data (market demand,
competitor pricing, weather)

Clearly communicate
cancellation policies,
rate conditions,
and value-adds to justify
dynamic pricing to guests

e Segment-Based Pricing
by differentiating pricing
by guest segments
(business travelers, leisure,
groups, loyalty members)

£

m
’
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= ?-VENTATION
STRATEGY:

SHIET TO HIGH-
YIELD BUSINESS

FITs (via Direct)

Incentivise through Very High
member-only rates

o i ; Leverage dynamic .
~~  Premium OTA Users . ge @y . High
parity strategies
v '_
- |
Package with spa ]
25 Wellness Travelers o 9 : p., l- Very High
¥ A nutrition, diagnostics
St - — =
"
T .
PR A Package with spa
" @448 Llong-Stay Expats o ; i ' Medium-High
& '.F d i nutrition, diagnostics ;‘ d
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Pcu.:lfqge Tviih spc'l, Very High
nutrition, diagnostics
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KEY MARKET INTELLIGENCE

CHANNEL
STRATEGY & DIRECT
BOOKING GROWTH

Channel Type Strategic Use
Direct (Website & Mobile) Main channel for personalized offers & loyalty
OTAs Visibility, last-minute demand,
(e.g., Booking, Agoda, Expedia) filler during low season
Meta-search (Google Hotel Ads, Lead generator for direct channel;
TripAdpvisor, Trivago) controlled bidding
Wholesale / DMCs Use selectively for shoulder/low

seasons or new markets
Leverage for Bangkek, CBD,

GDS/Corporate Travel and MICE-focused properties

Facebook /Instagram Shops
Social Media Commerce : : / g. _p
with click-to-bock integrations

LINE, WhatsApp for mobile bookings
“ in Thai and Asian markets

| *-'-'lqlllliijiﬁ -'

< FELL T THTHT

u--!._'r:wlf_ = I = ”FN.—.‘_.- o 1 ’-/,
-'*“"*-ﬂ'#?s .

e o A DI .

Messaging Apps
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KEY MARKET INTELLIGENCE

BUNDLING &
VALUE-ADD
STRATEGIES

EXPERIENCE-BASED BUNDLES

Detox meals, daily yoga, spa treatments,

Wellness Reboot private meditation

Thai Heritage Stay Cultural show tickets, temple tour, Thai cooking class

Second room at 50% off, kids' activities,
family dinner credit

i TV '

_— - - A

& Family Discovery

R
=1 P
"

* Bundling elevates your brand from commoditized rooms to emotional journeys

* Source-market-specific and occasion-driven packages = higher conversion

* In 2025, personalization and storytelling drive both bookings and brand loyalty

-




Increasing the use
of Al-based RMS
(e.g., IDeas, Duetto)

Strategically price
premium suites with
attractive add-ons
to boost upgrade

revenue

Private excursions
and yacht charters

Charge premium
rates on high-demand
nights (Friday-Saturday)
and incentivize occupancy
on slower days
(Sunday-Tuesday) with
lower or packaged rates

Use upselling tools
at booking, pre-arrival
emails, or check-in
(e.g., offer view upgrades,
club lounge access)




KEY MARKET INTELLIGENCE

REVENUE

by —

RISKS TO WATCH

Decline in Chinese
Tourist Arrivals

Global Economic
Uncertainty

Overdependence
on OTA Channels

Economic slowdown in
China, visa delays,
geopolitical tensions

o —

Recession fears,
inflation, reduced
disposable income

e S T OECICCW TR
High commission fees,
loss of direct
customer data

E————— T

Currency
Fluctuations

Health &
Safety Incidents

Saturation in
Luxury Segment
(Urban Centers)

Volatile THB exchange
rate vs. major currencies

Resurgence of global
health scares,
e.g. COVID variants

Overdevelopment
of luxury supply in
Bangkok/Phuket

Diversify source markets
(India, Middle East, Russia);
boost domestic travel
promotions; tailored offers
for ASEAN travelers

Focus on regional travel;
create value-for-money
packages; maintain
flexible pricing

Invest in direct booking
channels (website, loyalty
programs, CRM); exclusive

offers for direct guests

Use hedging instruments;
dynamic pricing strategies
by market

Maintain health protocols;
partner with certified
hygiene brands; flexible
rebooking policies

Explore underdeveloped
luxury destinations
(Isaan, Koh Tao); build
experiential offerings;
niche positioning

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only
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1. LUXURY & ULTRA-LUXURY TRAVELLERS

Macroeconomic & Behavioral Context

= Global HNWIs and UHNWIs are increasing
and North America X!

= The "Revenge Travel trend has evolved into "I.egacy Tra*hfﬁh-_net-worth Individuals
seek meaning, personalization, and legacy creation ooy

= Luxury is being redefined from gold plated aesths
and purpose

ic in Asia-Pacific, MENA,

-

> wellness, privacy, exclusivity,

KEY TRENDS SHAPING THE SEGMENT

= Hyper-Personalization as the Baseline{' . T S A A e
* Wellness-Infused Luxury ;
= Private, Low-Contact, and Seamless vael f _,, £

* Multi-Generational & Group-Led Bookmgs ' 3;;" ; ¢ "* 5 Ll ot
» Experiential Itineraries Over Material Add-Ons' "f’*’ "f ' | . &5 '
= Privacy & Security Are Paramount ¥13 T "‘ #
» Destination Over Brand Loyuhy a7 x
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ACTIONABLE
STRATEGIES FOR
THAI HOTELS

Develop hyper-ecurated pre-arrival experiences - Al-driven guest intelligence + human concierge
Invest in flexible luxury villa clusters - Cater to families, small groups, and UHNW individuals
* Partner with niche wellness brands & coaches - Create branded wellness journeys,
not generic spa menus
Elevate storytelling in marketing - Move from "luxury" language to "emotional payoff" narratives
Build invite-only or limited-edition offers - Scarcity and prestige sell more than price

'SUMMARY
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2. WELLNESS & MEDICAL TOURISM
EMERGING TRENDS

1. Medical-Wellness Integration
Hotels are collaborating with hospitals, clinics, and wellness resorts to offer full-service medical
recovery stays bundled with traditional Thal hospitality and spa servloes.

Examples

* Post-surgery recovery suites with medical concierge

= Detox & regenerative medicine programs

» Digital nomad rehab packages: sleep, stress, nutrition, physio

Strategic Implication: Upscale hotels should explore partnerships with licensed clinics to create
compliant, wellness-enhanced long-stay offerings.

2. Preventive & Lifestyle-Oriented Wellness

Guests no longer wait to get sick. They're booking proactive wellness escapes for:
= Stress relief

= Sleep therapy

* Gut health

* Hormonal balance

» Immune system boosting

These are high-margin, experience-led, and driven by long-term health consciousness- especially
among Gen X and Millennial luxury travelers.

BIOHACKING & HIGH-TECH WELLNESS

IV therapy suites Middle East, China

Cryotherapy, ozone,

hyperbaric chambers UHNWI from Europe, USA

e e

Genetic testing and

epigenetic coaching Health-obsessed elites

Sleep analytics + Al-based
recommendations

Digital health travelers
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KEY STRATEGIC
TAKEAWAYS FOR
THAI HOTELS

» Bundle Wellness with Stay - Curate retreat packages with clear outcomes: sleep, detox,
stress, aesthetics, gut health

= Partner with Clinics - Establish formal links with licensed Thai healthcare providers

® Focus on Recovery - Create private zones or villas designed for post-procedure recovery
with spa, nutrition, and concierge care

® Use Storytelling - Promote through real testimonials, case studies, influencer experiences,
and before/after content

= Certify & Comply - Build guest trust through transparency, hygiene certifications,
and medical compliance

= Train Staff - Equip them to understand medical boundaries, wellness etiquette,
and emotional sensitivity

= Invest in Spa 2.0 - Go beyond massages: offer consultations, diagnostics,
and Eastern-Western integration

q -
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3. DIGITAL NOMADS & REMOTE WORKERS

TRENDS & BEHAVIOUR

Shift Toward 'Slowmads'
Digital nomads are staying longer, often 1-3 months in a single location.
Preference for destinations offering routine + lifestyle integration, not just tourism

Work-Centric Travel is Mainstream
© Remote /hybrid work has evolved into permanent flexibility for many professionals.
Travel decisions are now purpose-led (wellness, productivity, connection), not vacation-driven

Rise of Second-Tier Destinations
While Bangkok, Chiang Mai, and Phuket remain hotspots, places like Pai, Koh Lanta, Hua Hin,
and Krabi are gaining popularity for their balance of infrastructure and serenity

Thailand's Long-Stay Visa Initiatives
Thalland's Long-Term Resident (LTR) visa and flexible visa rules continue to make it attractive
for long-stay remote workers

KEY STRATEGIC TAKEAWAYS

The digital nomad /remote worker segment is maturing more spend, longer stays,
higher expectations

Thailand is uniquely positioned with low cost, lifestyle appeal, digital infrastructure,
and visa policies

Hotels that can blend productivity with community and wellbeing will command loyalty
and pricing power

© 2025 Key Market Intelligence. All Rights Reserved.. For Internal Use Only
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STRATEGIC
IMPLICATIONS
FOR THAI HOTELS

Product & Facility Design
Offer weekly /monthly stay packages with bundled workspace perks
Provide quiet zones, ergonomic chairs, fast & secure WI-Fl, printing services
Convert underutilized areas into co-work lounges or digital cafés

Marketing Tactics
Use Instagram, Reddit, digital nomad communities, and YouTube to promote
Highlight work /life integration, community events, long-stay pricing, and authentic Thai lifestyle

Partnerships
Collaborate with co-working brands (e.g., Hubba, The Hive, WeWork)
Offer "stay + co-work + local experiences” bundles

Remote Reset Package:
1-month stay in deluxe suite
Private Wi-Fi router & ergonomic setup
Yoga pass, co-working access, weekend excursions
Airport transfer & weekly housekeeping
Targeted at US/EU-based remote tech professionals

CONSUMER BEHAVIOUR PATTERNS

Preference Observed Behaviour

Co-living, boutique hotels, extended-stay properties

A ti : S
ccommodation with fast Wi-Fi, kitchenettes, workspaces

High-speed Wi-Fi is non-negotiable; demand for

Connectivit : :
Y mesh networks, private routers in rooms

In-room desk setups, business lounges,

Workspaces g 2 :
R access to local co-working hubs or digital café culture

Strong preference for community-driven experiences - events,

Community networking nights, co-working meetups

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




Increasingly multi-generational

Group Compasition (grandparents + parents + kids)

- = - e —

Booking Decision-Makers Mothers, older children, or combined family input
Longer than average (5-8 nights),
Length of Stay often extended during school holidays
: : I Value-conscious, but willing to splurge
Spending Behavior i on memorable experiences and safety
Safety, convenience, child-friendly amenities,
shared experiences, education

Travel Priorities

Peaks during school breaks, public holidays,
and long weekends
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EMERGING FAMILY
TRAVELLER TRENDS

1.Experience-Led Vacations
Families are favoring itineraries over room types
Strong demand for immersive local experiences such as cooking classes, nature excursions,
and wildlife interactions

2. Wellness for All Ages

= Parents seek mindfulness retreats, spa, or fitness, while kids engage in parallel wellness
or activity proagrams

» Demand for family spa suites, children's yoga, and nutrition-based meal plans is growing

3. Privacy-Oriented Accommodation

= Preference for two-bedroom suites, interconnecting rooms, and private pool villas that
combine luxury with practicality

' Growing trend of villa buyouts by large families or friend groups

4. Education Meets Exploration
Rise in "edutourism": parents want travel to be enriching, not just entertaining

» Cultural workshops, eco-tourism, animal conservation tours, and local history storytelling
are popular

5. Blended Travel & Remote Schooling

» Some families are traveling off-season, combining leisure with remote work and e-learning
Demand for properties with strong Wi-Fi, work desks, and educational activity
hubs is increasing

6. Flexible Dining & Child Nutrition
Importance of customizable dining - organic, allergen-free, vegetarian options for kids
Kids' menus are expected to be creative, healthy, and engaging

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




Social-native,

Mobile-first, loyal to apps Brater fost) visual UX

Digital Habits

Reviews, peer opinions, Authenticity, creators,
value for money aesthetic experience

Decision Drivers

Purpose-driven,

Booking Style cause-conscious

Mix of OTAs, direct sites

Brand Loyalty Content Creation Reels, TikToks, livestreams

Design & Experience
» Curate aesthetic-first spaces: rooftop pools, neon signs, boutique art
= Add social "moments” in property layout: swing chairs, murals, infinity backdrops

Digital Integration
» Build Instagram- and TikTok-optimized content libraries
= Integrate chatbots, WhatsApp concierge, and instant booking links on social platforms

Programming
= Offer event-based stays: wellness weeks, DJ takeovers, content creator bootcamps
= Provide community-led activities: rooftop movie nights, yoga socials, beach cleanups

Accommodation Strategy
= Launch "vibe-based" rooms: Zen Rooms, Party Suites, Work Pods
= Embrace micro-stays and late-night check-in options

61



Tik Tok Tourism Destinations/hotels will go viral based on 15-sec videos

Momadic Stays Demand for cgworkmg spaces,
community events, monthly deals

Impact Travel Choosing hotels with real environmental
or social contributions

: Brands need to refresh their image /offers
rter Attention Cycles i
A0 ion Cy constantly to remain relevant

-T=— ' Human+Digital Hybrids i Al chatbots + warm local staff = ideal blend of service

it aisass m e —
SPENDING PATTERNS
Millennials:

= Willing to spend more on wellness, dining, and special occasion stays
= Travel for longer periods, mix of work and leisure ("bleisure")

Gen Z:

= Shorter stays but higher spend on unique F&B, nightlife, and fashion
» Often travel in groups and split costs - "luxury by pooling"

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only




Pent-up demand after pandemic years driving

Corporate Travel Resurgence strong recovery in business travel and incentives

High-tech hybrid events with both in-person

Blended Events and virtual attendees becoming standard

APAC-centric MICE growth, with India, Singapore,

Regional Focus China, and Middle East driving event traffic

Shift toward resort-style meetings and incentive

Venue Preferences trips that blend business and leisure ("bleisure")

Large-scale exhibitions and industry-specific

ke aiiiradeianoys conventions returning in full force post-2024

XPECTATIONS

Fast check-in, co-working spaces,

Efficiency & Connectivity excellent Wi-Fi, meeting-ready tech

Customizable excursions, wellness packages,

Tedm Sonding & Activilic cultural team-building programs

Sustainability & CSR Preference fon: green-cern_fled venues, _e-‘co-frlelndly
event planning, and social responsibility tie-ins

Post-conference leisure stays, family /spouse \ (
packages, spa + golf + dining bundles ‘\ 3

Bleisure Add-ons

State-of-the-art AY, virtual meeting platforms,

Hyltid intrastructore live translation tools, breakout zones

igence. All Rights Reserved. For Internal Use Only
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STRATEGIC
OPPORTUNITIES
FOR THAI HOTELS

Product & Facility Development

* Invest in modular meeting spaces, AV-equipped ballrooms, and fast, reliable internet infrastructure
= Create hybrid-ready rooms with built-in cameras, lighting, and mics

= Offer plug-and-play event packages with transparent pricing

B2B Sales Strategy

* Partner with DMCs and corporate travel agencies in India, Singapore, and the Middle East
= Join MICE expos and roadshows targeting travel managers and event planners
* Develop a dedicated MICE sales team with multi-lingual capabilities

Marketing & Positioning

» Build a MICE brand identity separate from leisure branding - focus on professionalism,
reliability, and ROI

» Offer case studies of successful past events to corporate clients

* Promote sustainable credentials and community support initiatives

The MICE segment is no longer about volume alone personalization, flexibility,

and sustainability matter

Hotels must think like event organizers, not just space providers

Blended value (business + wellness + culture) is the future of incentive and conference travel
Thailand's strategic regional location, infrastructure, and hospitality expertise make

it uniquely placed to dominate this space

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only



KEY MARKET INTELLIGENCE

ULTRA-LUXURY
EVENTS LANDSCAPE

Personalization at scale Tailored menus, gifting, and branding for corporates

Experiential MICE over functional Curate cultural /eco team-building programs

Demand for green-certified venues

Sustainability & carbon tracking
and carbon-neutral events

More luxury birthdays, anniversaries
with family participation

i —

Growth in week-long wedding
buyouts and luxury incentives

Multi-gen celebratory travel

Rising demand from HNW Indians

..-l-—-‘-_
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/. ADVENTURE & NATURE TRAVELLERS

SEGMENT OVERVIEW

Adventure & Nature Travelers are purpose-driven individuals who actively seek off-the-beaten-path
experiences, physical challenges, and immersive interactions with Thailand's natural landscape and
biodiversity. This segment spans young adults, Gen Z, eco-conscious Millennials, and even silver explor-
ers from Europe and Australia who are prioritizing “bucket list" experiences.

KEY MOTIVATIONS

» Escape from urban fatigue and digital life

= Connection with nature — marine ecosystems, rainforests, wildlife

» Sustainability-driven travel with minimal impact

» Desire to discover Thailand beyond the beaches and mass tourism zones
* Participation in conservation activities and local community development

EMERGING MICRO-TRENDS (2026)

= Regenerative travel: Guests want to leave places better than they found them (e.q., coral planting,
mangrove restoration)

» Slow adventure: Long-distance hikes, remote camping, and multi-day kayak or cycling trips
» Night safaris & astro-tourism: Stargazing experiences in protected dark-sky reserves
= Rewilding experiences: Reintroduction of species and community-based wildlife conservation

* Adventure wellness fusion: Cold plunges in waterfalls, hiking + meditation retreats, and forest
bathing

-0 2025 Key"Marke



Offer “Adventure Concierge” services to curate treks,

Product Design kayaking, guided wildlife tours

Collaborations Partner with national parks, eco-tourism operators,
' local tribal guides, NGOs

: Get certified (e.g., Green Leaf, EarthCheck);
Eco-Credentials HRT ;
showcase sustainability metrics
Use guest testimonials and visual storytelling to
promote natural immersion
Design 3-, 5-, and 7-day themed adventure
packages with certified guides
' Post-adventure recovery offerings:
: herbal spas, yoga, organic food
Tech Tools Provide offline trail maps, weather alerts,
and safety gear rentals

Storytelling

Packages

Wellness Integration

Promote adventure travel during green season
(May—October) as lush, serene, and affordable

T TR
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= Oversupply in key markets

= Rising utility and staffing costs

= Dependency on a few source
markets (China, Russia)

= Market Demand Volatility

* Labor Shortages & High Turnover

= Overdependence on OTAS

» Weak Revenue Diversification

—
L

Rising Operating Costs

© 2025 Key Market In.te]hgence All Rights Reserved. Fo.r Inte
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Investing in tech-enabled service delivery
(Al concierge, mobile check-in)

Developing low-season demand
with long-stay & remote work products

ESG certification to attract corporate
groups with sustainability mandates

Growth of High-Spending Source Markets

Wellness & Medical Tourism Boom

Digital Direct Booking Expansion

Long-Stay and Remote Work Trends
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Leverage Demand
Forecasting &
Dynamic Pricing

Adopt a Data-Driven Implement Yield
Approach Management

1101 = R
Diversity Revenue Upselling &

Streams Cross-Selling Event Hosting

Improve Online
Presence & Direct : Boost Direct Bookings
Bookings

Search Engine
Optimization (SEQ)

Enhance Guest

: Loyalty Programs
Experience YERY el
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Optimize Food & ' In-Room Dining & i Restaurant &
Beverage Operations Grab-and-Go Bar Partnerships
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SOURCES

The dataq, insights, and analysis presented in this report are drawn from the following sources:

+ Thailand Tourism Authority (TAT) - Official visitor statistics and tourism reports publicly
available at tat.or.th

» Bank of Thailand - Economic outlook reports and macroeconomic indicators available through
bot.or.th

= Ministry of Tourism and Sports - Public announcements, policy updates, and industry news

« Publicly available industry reports and trade publications related to hospitality
and tourism sectors

* Independent research and proprietary forecasting conducted by KEY Market Intelligence

= Training data that includes general hospitality and tourism information, not proprietary
databases

This report does not include proprietary or licensed data from private market research firms such
as STR, JLL, CBRE, or any similar organizations. No confidential or paid data sources were ac-
cessed or used.

All analysis, forecasts, and opinions expressed are based on publicly available information and
industry knowledge as of the publication date.

This report is provided for informational purposes only and does not constitute professional or in-
vestment advice.

Legal Notice

This report and all its contents are protected under copyright law. No part of this publication may
be reproduced, distributed, or transmitted in any form or by any means, including photocopying,
recording, or other electronic or mechanical methods, without the prior written permission of Key
Market Intelligence.

This report is provided exclusively to its intended recipient and may not be resold, circulated, or
made available to any third party without authorization. Unauthorized use may result in civil and
criminal penalties under Thai copyright law.

© 2025 Key Market Intelligence. All Rights Reserved. For Internal Use Only
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DISCLAIMER

This report has been developed with the support of artificial intelligence (Al) tools to assist in
trend forecasting, qualitative analysis, and content structuring. The inclusion of Al-assisted insights
is intended to enhance the speed, efficiency, and scope of market intelligence delivery, but does
not replace expert judgment, original research, or industry consultation.

All content in this report is independently written and curated by the authors and has been de-
signed to deliver actionable strategic perspectives for hospitality stakeholders, developers, in-
vestors, and policymakers.

Importantly, this report does not incorporate, reproduce, or rely upon proprietary data, visual
assets, or licensed publications from any commercial research firms, including but not limited to:

JLL (Jones Lang LaSalle)

CBRE (Coldwell Banker Richard Ellis)
STR (Smith Travel Research)

Knight Frank

Colliers International

Horwath HTL

Any reference to market benchmarks or terminoclogy associated with these organizations is purely
descriptive and does not imply use of their intellectual property.

The forecasts, consumer insights, and market segment analysis provided in this document are
based on publicly available data, observable industry trends, media monitoring, Al-generated
scenarios, and the professional interpretation of the authors. No confidential, restricted, or paid
subscription content has been included.

Use & Limitations

This report is intended for informational purposes only and should not be construed as legal, fi-
nancial, or investment advice. Readers are advised to:

« Validate any strategic decision with certified advisors and local experts

» Acknowledge the limitations of Al-generated content, which may not always reflect sudden
real-world disruptions or real-time market shifts

= Exercise discretion before citing, quoting, or distributing this document

By accessing this report, you agree that Key Market Intelligence is not liable for any direct or in-
direct decisions made based on the contents herein.
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HIGH-IMPACT INSIGHTS
FOR LUXURY HOTELS

Key Market Intelligence delivers high-impact,
luxury-focused hospitality insights for owners, developers
and investors. We provide qualitative, Al-powered analysis
for C-Suite reports, investment pitches, and brand positioning.

For exclusive reports for your hotel,
contact us.
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