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Introduction 
Thailand is located on the coat of South East Asia and is a location that is visited by many tourist both globally and domestically.  This report is to market Thailand within the world travel market. This report will analyse Thailand using many Marketing tools to help identify its strengths and weaknesses. The tools that will be used in reflecting on Thailand as a contender for the world travel market are; strategic marketing, segmentation, niche marketing, Ansoff’s Matrix, SOSTAC, 4P’s. Using Ansoff’s Matrix is a marketing strategy that helps companies to understand their target audience and know if they need to change to grow and succeed. SOSTAC stands for situation, objectives, strategy, tactics, action and control, a marketing strategy in which businesses use to developing a well structured marketing plan. The 4P’s analyse a business product, price, place, and promotion, which provides key information for companies to create marketing objectives to encourage development and growth within the industry.
Situational Analysis
The situational analysis is a framework used by companies use to analyse growth, through examining the business through reflecting the 5C’s.
Company 
Thailand has many strengths in increasing economical growth, tourism is a key contribution having the biggest impact on the country. Thailand attracts many solo tourists from the ages of 25- 34 (Thailand Starts Here, 2024) to experience the landmarks, temples, ruins, culture and breath-taking scenery. However, this has adverse effect on the environment causing high pollution on air and water quality which causes negative impacts on the farming industry. Thailand is a fast-ageing country with most residents over the age of 60 (World Health Organization, 2023), this is having negative impacts on the communities as younger residents are moving away from the heritage jobs like agriculture taking away skilled traditional jobs like farming and the younger generation moving more towards new technology.
Customers
Thailand attracts more solo tourists from around the world however there is a larger proportion of domestic tourists. A total of 229.93 million was the total of domestic tourism in 2023 (Walderich, 2024). 
Competitors
When booking a solo trip individuals look for low cost and low crime rate, both of which Bali falls into. Therefore, creating Bali a high competitor for Thailand with solo travel.
Climate
Tourism has had a knock-on effect on the environment having a close impact on the marine life with the increase of litter build in the sea and a destroy of coral (Israngkura, 2022). 
Tourism has increased it is bringing more crime into the country making it easier for individuals to take the opportunity to theft and cyber security attracts (Suprapa Somnuxpong and Nutchapon Chiarasumran, 2024). The increase in modern technology, Thailand is falling behind with protecting individuals against cyber security (Frue, 2020).
Collaborators
There are many different activities and tour guides situated over Thailand who work closely with hotels to provide the perfect package for solo travellers visiting Thailand. There are lots of opportunities to partner with other countries who promote solo tourism like Bali.

Objectives
Bringing more international solo tourists to Thailand by 10%, by providing more cost-effective package deals in order to improve the international numbers by 2030. 

Strategy 
The following strategies evaluates the customer profile with new and older customer reach.
Ansoff’s Matrix
Ansoff’s Matrix’s a way of evaluating its target audience and figuring out whether it Is best to sell the destination to the same audience or find new tourist. Thailand is knowing as a once in a lifetime opportunity in which individuals are less likely to return. Therefore, it is best that Thailand targets new customers with the same opportunities that are successful to gain more sales and impact economic growth, through ensure a safe, low-cost trip for the solo traveller.
Marketing Mix
The marketing mix is the main understanding of modern tourism (Middleton et al., 2009), it is defined as the 4P’s, product, price, place and promotion. The marketing mix is important when creating an effective marketing plan as it indicates who their target audience is. In Thailand their product would be the natural scenery, historical temples and religious beliefs. Price would be defined as there low-cost trips and excursions which are lower than other competing countries. Place would be, Thailand is located on the coast of southeast Asia and is a must-see destination. While promotion is how companies promote Thailand and how many sales they bring in. 
Promotional Mix
The promotional mix is a set of tools that companies use to build customer relations and communicate with customer values in the form of advertising, sales, personal selling, public relations, direct and digital marketing (Kotler and Armstrong, 2018).  Thailand uses public relation to make their tourists feel safe and secure to travel. With this could lead to a decline in tourism which would affect local business and reduces needed income. Thailand also has a well-formed digital and direct marketing strategies as they have directly targeted their target audience using social media platforms.

Tactics
RACE
RACE is a marketing framework that businesses us to measure their successes of their marketing plan. It stands for reach, act, convert and engage which are all needed when creating a goal and key performance indicators (Chaffey and Ellis-Chadwick, 2022). Thailand can use this information to generate new customers to visit, they can find the visitors that they are trying to reach, share how they will act on gaining new customer by using sales and promotional codes or other incentives as a convert, and to maintain this they will have to repeat this process as engagement to sustain customers. 
Communication mix
The communication mix is made up of 6 key aspects, advertising, personal selling, sales promotions, public relations, direct marketing and packaging. All of these are key when selling a product to a set of individuals in order to gain growth. Thailand is great at advertising to its target audience to produce more sales they do this by adverts, social media and other platforms. Thailand is great at public relations and constantly being in sight of customers, by maintaining and upholding social platforms can help to advertises Thailand and bring more sales.
Marketing tactics
When marketing a product, it is vital to keep the target audience in mind, Thailand attracts many tourists from the ages of 17-30, social media is also prominent within these ages. To market Thailand successfully they can use social media to its advantage using influencers and advertise.
 

Action
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When marketing a product in this case Thailand it can be viewed in a Gantt chart to make it clear to read and understand. The dates above correspond with dates that solo travellers would be most active for example, by having tv ads in September to January is when university students first start and when they will be thinking of travel options. Like social media, it is best to advertise little and often to gain more sales and views.
Control 
KPI stands for key, performance, indicators which is a way of measuring a company’s successes over a set period. This is also linked to the framework RACE, which can help to measure its performance. To increase Thailand’s performance in marketing it can use the use of social media and influencers to gain a higher reach from new customers. This will benefit Thailand as it will drive sales and possible bring back old customers. In other reports 75% of brands use influencers when using digital marketing as a strategy to increase brand reputation and target a specific target audience (McDowell, 2024). When looking more specifically to Thailand, around 81% of individuals who visited Thailand stated that they bought a product due to it being advertised by social media influencers (Ciba, 2024).
Conclusion
Thailand makes a great solo traveller destination however, to maintain its success it must attack serios challenges like cyber-attacks, high pollution, and the lack of skilled young to take over form the aging population. These are challenges that can be overcome and if done correctly can lead to an increase in sales and a larger target market. 
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Appendices 

SWOT
	Strength 
· Thailand attracts many solo tourists from around the world, 29.89% are from the ages of 25- 34 (Thailand Starts Here, 2024).  
· Full of culture and landmarks each having something for every type of individual. 
· Tourist heavy destination
	Weakness
· High crime rate, in theft and cyber security due to the high growth in technology (Frue, 2020) without the technology to protect the individuals.
· Due to having an increase in tourism has increased pollution having negative effects on the environment (Frue, 2020). 


	Opportunities
· Thailand has the opportunities to partner up with other solo travel destinations like Bali to bring in more tourists and money to the communities.
	Threats
· Thailand is a fast aging population with most residents being over the age of 60, therefore leading to less skilled individuals being able to take over traditional jobs like farming (World Health Organization, 2023).
· By the increase of tourism is creating high pollution which is having a leading effect on the farming industry which crops being directly impacted due to the are quality (Frue, 2020). 




Perceptual positioning map
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PESTEL
	Political
	Environmental
	Social 
	Technological
	Legal
	Economic

	Thailand is divides by two political groups, one which is helping tourism while the other disagreed and made the decision to close international airports directly impacting tourism (Frue, 2020).
	Due to the increase of tourism this is having a knock on effect for the marine life, with litter increase o beaches and coral reefs being directly impacted (Israngkura, 2022).
	With the increase in tourism is having an impact on the increase in crime with theft and crime (Suprapa Somnuxpong and Nutchapon Chiarasumran, 2024).
	Due to the increase of modern technology, Thailand has fallen behind with cyber security and protecting the individuals (Frue, 2020).
	There are many laws in Thailand with the most important being that you can’t disrespect any aspect of the royal family from money to images to speaking poorly of them, will result imprisonment (Frue, 2020). 
	With more unskilled jobs needed can increase poverty. 



Ansoff’s Matrix
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Marketing Mix
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Communication mix 
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