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ABSTRACT

The advance of Information and Communication Technologies (ICTs) has
revolutionized the way the tourism industry operates. ICTs provide effective electronic tools
that bring cost reductions, save time and ensure up-to-date communication. Recognising
the importance of small and medium tourism enterprises (SMTEs) to Thailand, and the
importance of ICTs for the efficient operation of the tourism companies, this research has
aimed to assess the adoption and use of ICTs by SMTEs in Thailand, investigate the impact
of ICTs, identify problems with ICT adoption and usage, and make recommendations for
effective ICT adoption and use by SMTEs in Thailand, SMTEs were defined as companies
with less than fifty eniployecs, or, for accommodations, these with no more than fifty rooms.

The research analyzed a sample of 355 small and medium-sized travel
agents and accommodations in four tourism destinations in Thailand: Bangkok, Chiang Mai,
Phuket and Ubon Ratchathani, who responded to an English-Thai questionnaire. In
addition, interviews were carried out with over 30 travel agents and accommodations.

The results show that the level of ICT adoption by SMTEs is at a basic
level, involving mostly the use of computers with basic application software, static
websites, and e-mail as an online communication among customers and business partners.
Most SMTEs in Thailand however are aware of the importance and benefits of using ICTs,
and in spite of the basic adoption level many have emphasized on relevant human resource
ICT training which presumably will have a positive impact on future ICT adoption.

Most SMTEs recognise several groups of current or potential benefits of
ICT for the tourism business: better business service and operations, including easier daily
operations, faster communication, improved customer service, and increased revenue,
efficiencies due to cost and time saving, better planning abilities, and increased sales

opportunities for direct marketing; marketing opportunities such as attracting more




customers, global market reach, and real time connection; and better business—to-business
operations providing them with opportunities for new business partnerships and better
interaction with them. However, there are some problems with, and barriers to, ICT

adoption, including: high cost of the initial investment, maintenance and updating; facing

knowledge to handle ICTs; difficulty to find qualified staff, and concerns that both
customers and business partners prefer face-to-face or phone contracts rather that through
the Internet.

The respondents disagreed that Internet is not important and that Internet
marketing is not important, as well as that the Internet has made the business of travel
agents harder and hotels less dependent on travel agents. Some stated that the risks are
related to people using ICT incompetently, rather than to the ICT itself,

Based on the result of the survey, recommendation are drawn into three
arcas as follows: first, more training and retraining is required at different levels of
competence skills, and cooperation in training and retraining is needed between the
government sector, public organizations, and educational institutions. Second, ICT
infrastructure development needs support from the three sectors above, both financially and
in terms of know-how diffusion. Lastly, better networking and strong collaboration is
desirable between all stakeholders, including business owners and managers, government,

public organizations, and educational institutions.

Keywords: ICT adoption, ICT application, SMTE, travel agencies, accommodations,

Thailand
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CHAPTER 1
INTRODUCTION

L1 Background and Batiomale. . o e e

The tourism industry in recent years has become the largest industry and
income generator in the world. Being an information intensive sector, the exchange of
information is very important for the sales cycle of tourism products. In order to meet the
information needs of all stakeholders, Information and Communication Technologies (ICT)
have evolved rapidly in recent years, providing a quick, reliable, and up to date
communication, as well as efficiencies caused by time and cost reduction. ICTs are also
creating new business linkages and opportunities across business sectors, cultures and
distances (Ridoutt, 2003). ICT applications have evolved significantly over the year, from
computer reservation system’s (CRS) in the 1970s, to global distribution system’s (GDS)
developed in the 1980s, through to the Internet in the 1990s (E-business, 2003). To
this, one can add the increasing use of mobile technologies in tourism observed in the early
years of the millennium, At present the usage of ICT and E-tourism has become one of the
most effective tools for addressing the imbalance between competing destinations in the
global market. Although businesses use the Internet and the ICT in different ways, in
particular to do marketing and sclling via the Internct are rapidly becoming the accepted and
preferred methods (Ridoutt, 2003).

In the tourism sector, which is one of the important sectors that apply to ICTs
and are influenced by ICTs, Liikanen (1999) quoted in Badnjevic & Padukova (2006)
reported that in every enterprises either big or small enterprises, the Internet can contribute
to market the product, services as well as increase the effectiveness of the organization. As
the Internet helps tourist’s to gain immediate access to relevant in~depth information of
great variety, therefore the Internet is becoming the primary channel for the communication
(Bojnec & Kribel, 2005). Moreover, ICT has changed the patterns in tourist markets and
tourist operation’s, around 50% of population in developed countries are using the Internet
to choose their holiday destinations on the basis of available information at the Internet.
Besides, ICT has a great impact on the tourism industry, such as ICT facilitates mass

customization of tourism products (Werthner & Klein, 1999).




Many tourism businesses in Thailand, a popular tourism destination, have
adopted ICT in their business since 1995, which is the first year that the Internet was used

commercially (National Electronics and Computer Technology Center~-NECTEC, 2003).

Moreover, the master plan and marketing plan 2005 of Thai Authority Tourism (TAT) that

‘emphasizes on using ICT to support Thai tourism and to do more promotion on the Internet
in order to attract more foreign tourists to stimulate the country economy (TAT, 2005).

Adoption of the ICT is particularly important in countries with strong
tourism such as Thailand, Grammack, Amaya, Chu, and Chanpayom (2004) have
discussed the high potential for developing the tourism industry in Thailand. The country
has ambitions to turn into a regional aviation hub, lIts plentiful attractions and natural
resources, together with the famed Thai hospitality have turned it into a popular holiday
destination already. Twenty strong points of Thai tourism are its enormous wealth in natural
resources such as sun, sand, sea, mountain and so on, which attract many tourists to visit
and spend their holiday in the country, As a result, the number of international arrivals in
the country increased from 11.516 million in 2005 to 13.821 million in 2006, an
increase of 20 percent, '

Since the economy crisis in 1997, the Iraq war, and the SARS crisis, that
affected the Thai tourism industry very negatively, the government had tried to reboots the
Thai economy again in the stable way therefore they have put more emphasis on the
development small and medium enterprises (SMEs) to recovery the crisis. The government
stimulated and supported SMEs and also small and medium - sized tourism enterprises
(SMTEs) by giving them special low interest loans via the Industrial Financial Corporation
of Thailand and also PATA has launched a multi-country program to restore public
confidence in traveling. At that time, promotion and growth of SME is a priority for
recovery and stimulation of the economic by developing effective promotion strategies and
programs, and to make the legal and regulative frameworks more favorable to SMTEs
(Grammack et al.,, 2004), Therefore, it is the best opportunity for SMEs, particularly in
the tourism businesses such as resorts, apartments, guesthouses, bungalows, inns, bed and
breakfasts, local travel agents, etc., to support this service and to offer the best service to
tourists and to reach the global market.

Apart from the government, tha_ Software Industry Promotion Agency
(Public organization) or SIPA which was established in 2003 is another stakeholder to

cooperate with and to support using ICT in SMTEs in Thailand by creating programs for




hotels to use in both, front office and back office. Moreover, SIPA has launched Thai
Tourism C - Commerce or TTCC, to encourage all tourism suppliers like hotel and travel

agents, to work together in order to gain more power of SMTEs (SIPA, 2005).

1.2 Problem Statement

The Thai government efforts to stimulate small and medium-sized tourism
businesses to adopt and use ICTs in their organization inspired them by providing many
srupporting resources for them. Unfortunately, the level of ICT adoptions is still low, as
Cosh & Assenov (2007) reported the reason for Thailand has slow adoption of ICT to use
in travel businesses that are the low average quality of website of the Thai travel industry as
well as the low rates of replying e-mails to their on-line customers. Even though the
number of on-line travel agents is quite small, due to those reasons they have very little
chance to generate a lucrative business and therefore can not compete with the larger
organizations in the tourism industry. However, Hoontrakul and Sahadev (2005) reported
that small hotels were more prone to use the Internet and accepted more e-commerce
concepts, than the large hotels, but they do not have the right connections and/or access to
travel agents or travel wholesalers and because of their lack of proper contracts with the
established travel intermediaries. This makes the study of the application of ICTs by
SMTEs in Thailand important, Indeed, there is no study or research that related to ICT
applications in SMTEs in Thailand before, consequence the research decided to study the
ICT adoptions by SMTEs in Thailénd and also to investigate the impacts of using ICTs and

usc the result to make recommendations to the SMTEs in Thailand.
1.3 Related Literature
1.3.1 ICT applications in the Tourism industry

The travel and tourism industry is a “horizontal” industry that comprises a
wide range of economic and social activities, which produce a number of interrelated
products and services, There are three main categories of service suppliers such as
accommodation & food and beverage services, intermediation services such as travel agents,

tour operators, and content services such as cultural and entertainment services as well as




recreation services (Badnjevic & Padukova, 2006). Therefore, the tourism industry
becomes one of the main industries to stimulate the global economy as the revenue from the

tourism industry can support a significant proportion of the economies of many countries. It

is also one of the largest employments which contribute the gross national product,

~ employment, and regional development (Boonthai, 2006).

The wide ranges of products and services in tourism, as well as the variety
of service providers have underscored the need for the adoption of ICT to help to improve
efficiency of operations and communications amongst the stakeholder. As a result, over the
last two decades, tourism is the main sector that has effected by the technological revolution
which is ICTs. Actually, Information and Communication Technology or ICT is the entire
range of electronic tools that enhance the ability of organizations to manage their resources,
to increase their productivity, communicate their policies, market their offering, and
develop partnerships with all their stakeholders, namely consumers, suppliers, public sector
organizations, interest groups efc, in order to achieve the company mission and goal
{Buhalis, 2003).

O’Conner (1999) mentioned the importance of ICTs in the tourism
industry because tourism is acknowledged to be very information intensive and the
information has been described as the lifeblood of the industry. The tourists need for
information is highlighted by the unique characteristic of tourism product that is
intangibility and which means, tourists cannot inspect and pre-test the tourism product prior
to the purchase. Therefore, the customers need information to help them plan and make
decisions among a huge variety of options before going on a trip. According to that, ICT
can provide the entire range of electronic tools to meet the demand for information in
several ways such as the entirc range of hardware, software, and netware, stand-alone
computers and network devices, the Internet/intranet/extranet, network with partners for
regular transactions (Electronic Data Interchange-EDI), Computer reservation system
(CRS), Global distribution systems (GDSs), the Internet-based travel intermediaries,
calling centers, management information system, etc. (Buhalis, 2003).

Buhalis (ibid) and O’Conner (1999) have summarized the Computerized
Reservation System or CRS which was first used around 1970s. They were computerized
systems that have been organized and developed by the airline industry. They began to
place terminals in their high-volume agencies to allow the agents to search for information

such as relevant flights and to do the booking directly by themselves. The systems support




tourism enterprises, handling their inventories profitably and the facilitating of the tourism
product distribution. CRSs are normally operated by airlines, hotels and tour operators.
Afterwards, airline CRS emerged to become Global Distribution Systems or GDS which is

the basic network connecting and integrating the automated booking systems of the different

~ organizations. Not only that, GDS also incorporates a compichensive range of services and

products and it also provides a global distribution info-structure for the entire industry. The
supply of these services are at present highly concentrated, with four global suppliers who
are owned by airline companies that are Sabre, Amadeus, Galileo International, and
Worldspan, GDSs satisfy the need of customers for easy access to transparent and casy
comparable information on a wide varicty of choices of travel, lodging, and leisure service.
Both CRSs and GDSs were essential for B2B and B2C application that buyers can search
for travel services through world’s global distribution systems and the Internet distribution
system. Therefore, those systems have become electronic supermarkets that linking buyers
to sellers and allowing reservations to be made quickly and easily, All GDSs have set up
websites that allow travelers to view the information of their booking reservations and
itineraries which provide more comfortable service to the customer (Boonthai, 2006).

Finally, the industry has been changed by ICTs, which have been changing
the historical trading structures of the whole industry, the way tourism companies conduct
their business and the entire system operators as well as the way that all key stakeholder in
the tourism sector access products through the distribution channels. CRS and GDS were
the most important facilitators of change in tourism industry before the arrival of the
Internet (Nodder, Mason, Ateljevic, & Milne, 2002; Buhalis & Deimezi, 2003).

The Internet has transformed the modern tourism and-has stimulated the
change of customer’s information searching behavior (Boonthai, 2006), The origins of the
Internet lie in a communications system that was developed by the US military. Its use
spread from the military to other sectors both government and non-government
organizations. The Internet supports a wide variety of different tools and functions such as
electronic mail and electronic commerce that can be used for communication or sharing data
among tourism enterprises. It can also be used to moving them from a reactive to a
proactive position with regard to meeting customer’s changing information demand. The
Internet serves for both distribution of information and also for reservation and the sale of
services online. It can be accessed by anyone at anytime, and can reach more people than

any other distribution channels,




Ridoutt (2003) mentioned that moving into the electronic business or
e-business arena has provided opportunitics for tourism stakeholders to offer fully
developed web portals as comprehensive Destination Management System (DMS) including
booking and transaction facilities thus promoting the opportunity to increase sales and to
~ generate Hore fevenus into a Jocal economy. T

As the European ¢~business Market Watch sector report (2003), presented
that the Internet has become the new medium for interactions previously carried out through
different means, it has allowed direct interaction between customers and suppliers, It has an
impact on the role of traditional intermediaries, and has favored the entry of new
e-intermediaries. In this case, there were some role of ICTs and e-business in the tourism
industry such as accommodation, intermediation, air transportation, etc. For the role of
ICTs and e-business in the accommodation sector, the hotel has introduced computer
technologies for both, the back office such as administration and accounting, and the front
office such as marketing, GDS databases, the Internet promotion and advertising, and also
the intranet used in the hotel. In terms of intermediation, travel agents and tour operators, is
one of the main areas that have been changed by using ICTs. Both have sought to
strengthen their role by gradually implementing commercial projects on the web, The most
important thing is, that they allow customers to purchase online from service providers -
a process of dis-intermediation, which is a challenge for the management of complementary
marketing channels (The European e-business Market Watch sector report, 20083).

Some statistics show the number of e—business adoptions in the tourism
sector by e~business watch (2005) shown in table 1,1.

As the statistic shows on the table, small and medium-sized companies
have their own website in order to reach the market, and they also do the online selling,
allowing online payments as well as offering a secure payment facility. Not only that, an
important part of an e-business application for the tourism sector is Customer Relationship
Management or CRM for marketing activities. The table shows that large companies have
applied CRM to provide detailed information on customer behavior and enable them to
anticipate trends more accurately (e-Business Watch, 2005).

Presently, the Internet is one of the major sectors that provide the network
in both, formal and informal network, which has many benefits to all companies who
adopted the Internet in their business. Buhalis & Deimezi (2003) reported that the Internet

allows tourism organizations to interact with their entire stakeholders, including potential




and loyalty customers, local groups and public authorities. Moreover, the Internet supports a
wide variety of different tools and functions that enable communication and sharing of data

such as electronic mail, Telnet, and File Transfer Protocol (FTP), World Wide Web or

WWW, usenet newsgroup, chatting, and so on (Buhalis, 2003).

Table 1.1 E~Business Adoption in the Tourism Sector (2003)

Have a website Make online sales Use CRM system

Denmark 96 60 17
Greece 78 39 2
Spain 66 31 8
Italy 76 39 g
Austria 87- 60 12
Malta 66 52 3
EU-5 (Netherlands, Spain, 76 37 14
France, Maly, Unite Kingdom)
Micro 61 33 5
Small 85 38 5
Medium 93 53 14
Large 92 39 37

Source: Adapt from the European ¢-business Market Watch, 2005

ICTs have played an important role in previous phases of the development
of modern tourism, ICT are used as indispensable tools for almost all tourism business
functions in order to increase efficiency and to reduce cost and time, required for
undertaking activities and processes, such as quick cbmmunication, reliable and timely
information transfer and retrieval, integration of the different divisions within organizations,
flexibility of product specification and sharing of information. Not only that, ICTs have
allowed most enterprises to redefine not only their own organizational structure but their
relationships with partner organization, thus achieving the twin goals of optimizing
operation costs and increasing ability to generate value for their customer (Buhalis, 2003;
Ridoutt, 2003). Morcover, Barton and Bear (1999) quoted in Bourgouin (2002)
reported that ICT can bring new momentum to the development for remote small enterprises
such as ICTs can provide access to a variety of sources of information and supported
networks as well as worldwide marketing channels and provide opportunities for electronic
commerce as well. In addition, ICTs can be a means of support to informal communication

networks by allowing them to tap new information from outside the locality and regarding.




1.3.2 Online demand for travel services

The rapidly ICT ‘development has been driving the globalization and

changing the business model of business processes, Brust Online Insights (2007) reported

that the Internet has become the main source of searching holiday gift ideas during 2006

and the online customer will straightly increase on year 2007. In addition, some offline
customers have planed on using the Internet for holiday gift searching during the 2007
holiday season.

In addition, Nodder et al. {(2002) and Buhalis and Diemizi (2003)
mentioned that the tourism business miodel has been changed by the development of ICT as
well as the increase of customers who are familiar with ICTs (figure 1.1). Therefore a
strong need for expanding the communication networks between service providers and

customers has increased,

Figure 1.1 The number of Internet user worldwide in million
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The figure 1.1 shows the estimation of number of Internet users worldwide
that straightly increase about 800 million users from year 2001 (544 million) to 2007
(1,350 million) which can divide into each region of the world as the figure 1.2 that show
the number of Internet user by region around the world namely Europe, Asia, America, and
Africa, etc.

Carter (2005) reported that the number of Internet users straightly has
increased from 413 millions in year 2000 to 1,210 millions in year 2006. Also, the
forecast has forecasted the number of Internet users by region on July 2001 that quote in

Carter (2005), showed that Asians will be the largest group of Internet users in year 2003




and year 2006 among other regions in the world. Not only that, Carter (2005) reported
the number of Internet users in the USA from year 1997 to 2006 where the Internet users
have straightly increased from 66.2 millions to 224.2 millions. Moreover, they can
generated nearly 7 billions US dollars on the US online travel booking revenue at the same

 year and the forecasting of that revenue will increase to 94 billions in year 2009,

Figure 1.2 The number of Internet user by region
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Moreover, Amponparn (2007a) reported the world top ten markets for
online booking in 2006 are USA, UK, Japan, Germany, Canada, South Korea,
Netherlands, France, Spain, and Italy which mostly the countrics from European region.
The top three countries forecast to be the fastest growing online travel retail markets on
year 2010 are Poland, Argentina, and Turkey, with India and Vietnam is the fastest in Asia
Pacific region,

Marcussen (2001) reported that the USA is the country with the most
Internet users, particularly on travel and tourism service market. Therefore the Internet sales
of leisure travel services were increased from $3 billion in 1998 to almost $30 billion in
2003. Haif of the Internet users got their information for their trip via the Internet which
are called “Internet travel looker” and most Internet lookers are booking online and
becoming “Internet travel booker” (Morrison, Jing, O’Leary, & Cai, 2001). In contrast,
even the increasing community of Internet users and increasing online travel booking in
Europe, most of the Europeans are looking online but booking offline. Traditionally,

Europeans, excluding the UK, are reluctant to make the Internet purchases and the web
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usage includes lots of secarching for holidays and travel planning data but booking is
typicaily made offline (Marcussen, 2001), Besides, the Internet selling or E-commerce is

now becoming the important business transaction which is showing increasing significance

in travel and e~commerce by continuously growing year by year as table 1.2 showed the

~ Internet Travel Sales in Western Europe compared with the US that arc the percentage of
Internet sales is increasing from 0,15% in year 1998 to 2.6% in year 2002 and the US
Internet Travel Sales is four times as high than that of Europe (10% vs. 2.6%) (ibid).
Amponparn (2007b) also mentioned that there will be 54% of American Internet bookers
and 40% of European Internet bookers on year 2008,

Presently, many tourism companies have started using the Internet in order
to differentiate themselves from their competitors in the intense market competition. The
Internet can reach more people than other distribution channels, therefore the Internet is one

of the main effects that changed traditional marketing strategies.

Table 1.2 Internet Travel Sales in Western Europe and the US

Internet Sales ($ million) In'térrl_e'f#;;Sél_gs_,_in_% of Market

Year 'W. Europe Us W. Europe T ys
1998 250 3,000 0.15 1.4

- 1999 800 7,800 0.45 . 3.5
2000 2,000 14,000 1.1 6
2001 3,700 21,400 1.9 9
92002 5,300 26,000 2.6 10
2003 - 29,500 - 11

Source: Adapted from Marcussen, 2001

Frey, Schegg, and Murphy (2003) reported the relationship marketing
which stresses on customer loyalty. Relationship marketing uses a customer-centered
approach and it fits customers who have an ongoing desire for the product. They choose the
supplier from several sources like the traditional marketing factors such as word-of-mouth,
brand loyalty etc. A key part of relationship marketing is to work well and effective online
as the Inteniet connectivity increases comununication and personalization between
companies and customers.

As the travel and tourism market of the UK, most of the UK customers

search their trip information from the Internet which is the most significant source as the
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figure 1.3 that shows the proportion of source for researching and planning the travel and

also the second best source of information for the booking decision.

Figure 1.3 The most complete source for researching and planning travel: UK consumers
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Figure 1.4 The use of different sources of information for booking decisions: UK
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The majority of online travel US shoppers start planning their travel at an

online travel website because of the one-stop shopping convenience. Most of the travel

online purchasers researched their travel at a general site, but then went to a specific
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company website to book the travel, attributing their decision to lower prices and special
deals (Boonthai, 2006 ),

In summary, the fast rate of ICT adoption by the tourism and hospitality
industry has been made possible by technological developments in recent years, but
“significantly, has been pulled by the rising demand of the public for onlinc services.
Therefore, slow adoption or ineffective use of ICT would simply mean ignoring one of the
major trends in the demand for tourism services at present, and would significantly reduce

the competitiveness of ICT-averse tourism enterprises.
1.3.3 ICT applications in the Thai Tourism business

According to NECTEC (2003) mentioned that the first Internet, an e-mail
communication, was used in Thailand in 1987 between Prince of Songkhla University’s
Hat Yai campus and Melbourne University in Australia, in a cooperation project with
Australian Government called the International Development Plan (IDP). In contrast,
Palasri, Huter, and Wenzel (1991) and Khoman (2001) reported that the e-mail was first
used in around 1986 to mid-1987 by a professor at the Asian Institute of Technology
(AIT) with University of Melbourne and University of Tokyo. After that, AIT has joined
the program and established the early network and .th domain in Bangkok. In 1992,
NECTEC took the central supportive role for the whole network in Thailand under the name
of “ThaiSarn™. In 1995, the first commercial Internet Service Provider started its
operation, Since 1995, the growth of the international bandwidth of Thailand was more
than 200% each year, The average annual growth from year 1999-2003 in the Internet
usage stood at 58.3% also there are 11,316 domain names under .th in August 2003
(NECTEC, 2003). Moreover the popularity of the Internct can be attributed to the fact that it
is a new form of borderless communication technology, offering a diverse range of service.

NECTEC (20083) reporied that Thailand’s approach to the application of
ICT in social and economic development is laid out in the IT 2010 Policy Framework,
Cabinet approval, and the national ICT Master Plan 2002 - 20086, drawn up in response
to rapid technology development in all sectors. The plan encourages business sectors
particularly small and medium-sized enterprises to apply ICTs in order to boost up their

competitiveness with the large enterprises and to globalization (ibid).
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NECTEC has surveyed the understanding of the status of ICT development
and reported the ICT indicators in Thailand 2005 showed that there was a straight
increasing number of computer and the Infernet usage in Thailand. The size of company

was affected by the usage of computers as the size of the small and medium enterprises

~ (SMEs) have not widely adopted the new technologies as shows on table 1,8 (NECTEC, |

2005a). Moreover, the number of PC usage in private homes is increasing as NECTEC
reported the big percentile jump of households with computers from 5.1% in year 2001 to

nearly 11% in year 2004 as seen in figure 1.5 (ibid).

Table 1.3 The Ratio of Business Establishments with computers by the size of firm (2003)

Firm Size %
1- 15 employees 10.1
16-25 employees 72.4
26-30 employees 68.7
31- 50 employees 78.2
51~ 200 employees g0.1
More than 200 employees 97.4

Source! Adapted from NECTEC, 2005

Figurel.5 The percentage of establishment with ICT by size of company (2003)
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For the Intemet parts, the results showed that the Internet has rapidly increased
since the year 2004. There are 6,970,000 persons using the Internet (Figure 1.6) which

Koanantakool (2007) has estimated the number of Internet user will increase up to 13.15
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millions user in year 2007 and the 3 activities they do most is searching for information, e-mail,
and chat (NECTEC, 2004). In the year 2005, the 3 main activities are c-mail, information
search, and playing game as seen in figure 1.7 (NECTEC, 2005b). Moreover, Koanantakool
(2007) also mentioned the entertainment and games websites are most visited around 50.339%,
business are the second most visited that about 24,9%, and only 1,75% visited the government
website and 1.719% visited education website. Unfortunately, the results of NECTEC survey
presented the low e-Commerce adoption in Thai hotels and restaurants and service businesses that
have only 10.4% of the establishments with computers; 3.9% of the establishments with the
Internet access and 1.7% of the establishments with a web site, The main reason why there is
such low e-Commerce usage by customers, only 20.9%, is because the customer cannot see or
feel the product, lack of trust and confidence in the Internet purchasing, not interested, too
complicated and also customers do not want to reveal their credit card number (NECTEC,
2005a), However, on year 2006, Thai tourists are using Internet for only accommodation
booking and purchasing as shown on figure 1.8 (Amponpam, 2007a). Furthermore, the number
of ICT specialists in Thailand is rather low referring to the ratio of science and technology
graduates to social sciences graduates at 31:69, showing one of the obstacles of ICT used in the

business as well (NECTEC, 2005a).

Figure 1.6 The number of Internet and computer usage in Thailand (2005)

Million Persons

12

0 —d bl Year
2001 2002 2003 2004

Source: Adapted from NECTEC, 2005




15

Figure 1.7 The frequency of Internet activities in Thailand (2005)
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Figure 1.8 The online travel retail sales by product (2006)
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Apart from the government sector support, in terms of the national ICT

master plan, the public sector which is the Software Industry Promotion Agency (SIPA)
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also supports some campaigns to Thai tourism businesses which have launched “Thai
Tourism C-Commerce or TTCC”. This campaign is the Collaborative - Commerce
amongst the group of private companies working together closely with SIPA and the

government in order to create some innovative and focused solutions for the Thai tourism

- industry. There are some tourism collaborative groups to join these programs that are

Sabai2go.com, Al soft Co., Ltd., Infotronics Co., Ltd., Commerce Net (Thailand) and E -
business Solution Co., Ltd., Matrix Traveller Co.,Ltd., Microsoft, Image Technology Co.,
Ltd., Software Park Thailand (SIPA, 2005).

This campaign is a part of the destination management system that puts the
focus on three main procedures: firstly, the integration, which is interacting with all
business partners and result in B2C and B2B; secondly, the distribution, which assists
service providers to go through the supply chain of the tourism product; lastly, the
promotion helps the customer to get reliable information for preparing their tour program or
make suitable recommendations to them, Hence, the target group of TTCC has been divided
into four groups. They are travel suppliers, distribution channel or travel agents, tourists,
and service providers or software developers to integrate all sectors to be Thailand Tourism
c-Commerce Service Intermediary in the final. Therefore, it needs two main components
that are a central repository or central information and utility software. Hence, SIPA re-
divides the target group company into three main groups: manual group, offline group, and
online group with each group being trained in different ways. The manual group is the non-
computer-user, no software application for ordering and merchandising the product, and
offline reservation system. The offline group is those companies who have their own web-
site but do not have any software application for ordering and merchandising, also there is
an e~mail facility to leave a message if the customer wants to buy the product. And the
third group, the online group is those companies who have their own web-site with web-
based reservation system and also online instant booking. Those three groups will be trained
in different programs that are suitable for them in order to gain the ability to compete with
the global competitor.

As the Thai tourism market relies on information, for example, a customer
from other countries want to stay in a remote hotel on a Thai island, he needs the up - to -
date information about boat connections, activities on offer, and even recommendations

from other travelers. The Internet enables the providers of all these types of products and
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services to inferact directly with consumers around the world at a relatively low cost (The
United Nations Conference on Trade and Development - UNCTAD, 20086).

However, e-Commerce used by the travel businesses remains low, Cosh &
Assenov (2007) mentioned that tourist service providers have taken advantage of the direct
link to customers provided by the Internet and the use of ICTs is still in an infancy stage,
which has not much incentive for travel agents to modify their own successful business
model, Researchers also found that only 13% of travel agents chose to use the Internet
channel because Thai companies do not develop an online presence. Moreover, the
researchers suggested that the reason for not using a web presence is a lack of knowledge
and fear of using ICT, no web design capabilities, and they feel the online channel is
already overpopulated,

E-mail service is one of the main methods to provide information to
customers and to interact with the customer as well. In Thailand, only 20% of travel agents
have an email address that is registered with the Bangkok Tourist Business and Guide
Register Office. Moreover the response rate to email to the customers is still very poor and
the quality if those responses is just average. The research showed, that there are only 7%
of the emails sent to Thai travel agencies were answered (Cosh & Assenov, 2007). There
are differences in the level of ICT adoption between smaller and larger tourism enterprises.
For example, Thai hotels were divided by Sahadev and Hoontrakul into 2 groups that arc
tier—I which are typically large hotels and are generally part of a global hotel chain and arc
attached to a global website. The second is tier-II which is normally known as small hotels
that are owned by local landowners and managed by themselves. Most of these small
hotels do not have any major presence in the World Wide Web. Therefore, the transaction
between the customers and the hotels through the web-site is very low (ibid). According to
the small percentage of small hotels established on the Internet with a web-site, they have
to find the intermediary to provide e-booking via those web-sites, Due to the small
percentage of the small hotel that use the ICTs, Hoontrakul & Sehadev (2004) reported,
the main factors that the owners are determined to use e~Commerce in the hotel, is the
market size of the hotel’s locations, the Internet penetration in the target market, occupancy
rate, hotel class, age of the hotel, size of the hotel, scope of activities in the hotel, and

level of ICT adoption in the hotel which analyze the ICT resources.
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1.3.4 SMTEs in Thailand

Buhalis and Main (1998); Hallberg (2002); Pierson (2003) provided
different definitions of SMTEs, Buhalis and Main (1998) defined that small and medium-

sized hospitality organizations (SMHOs) offer less than 50 rooms, employ fewer than 10

people. Hallberg (2002) quoted in Badnjevic and Padukova (2006) mentioned the SMEs
are measured by the employment size. For the small companies are 5-10 employees in
both developed countries and developing countries. For medium sized companies there are
some differences between those 2 countries, 50-100 employees in developed countries,
but in developing couniries the employment is between 100-250 employees. Pierson
(2003) quoted in Badnjevic and Padukova (2006), they used a term of micro enterprises
to define the small businesses with less than 10 employees, Also, Office of Small and
Medium Enterprises Promotion (OSMEP) has defined small and medium enterprises by the
number of employees in small size is less than 50 people and medium size is between 50 -
200 people. On the other hand, the total asset value of small sizes is less than 50 million
baht, medium size is between 50 million baht but not more than 200 million baht
(OSMEP, 2004).

The Office of Tourism Development mentioned that “there is recognition
that small and medium-sized tourism enterprises can have an important impact on economic
development and poverty reduction in the region. However, before these enterprises can be
seen as effective, there is a need for ongoing development as well as financial and technical
support. Small and medium-sized enterprises can include guiding businesses, bicycle rental
operations, small restaurants, retail operations meeting the diverse needs of the tourists,
small transportation outfits and the provision of accommodation in both homestay has well
as guest house facilities” (Office of Tourism Development, 2003).

OSMEP launched the promotion plan for SMEs in the Tourism industry that
will increase the quality of service, quality of manufacturing, and quality of management.
For increasing the quality of service, all stakeholders should be aware of and nourish the
reputation of Thai hospitality for sustainability simultaneously with increasing the quality of
service in order to gain international recognition. For the quality of management, which
includes resources management within an organization, marketing management, customer
management, and time management, needed for manufacturing and service cost reduction

and efficiency enhancement. Therefore, all relevant agencies need to have the awarencss
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and continue to develop skills and abilities, related to different aspects of management for
SMIs in each of the tourism business groups. Besides, the products in the tourism
businesses are food, clothing, souvenirs and adornments, etc. Those products require the

development in terms of manufacturing technique, product designing, and distribution

~channel and so on in order to satisfy the tourist’s demand with sustainable growth in the |

tourism industry (OSMEP, 2004).

As the tourism industry is one of the main sources of income of the
counitry, the major enterprises are SMEs which include hotels, restaurants, souvenir or local
goods shops and transport service operators as well as travel agents. OSMEP (2002)
shows the statistic of SMEs in the tourism sector as the percentage of SME in tourism,
hotel, and restaurant in 2002 is 35.96% (180,148) from the total of SMEs in Thailand
(500,970) and also this sector was the highest employment rate in all SME that is 40.1%
of employment rate. In 2003, the service sector was the second highest number of SME
and a few decreased from year 2002 that is 627,772 SMEs or 31.5% of total SMEs in
Thailand also the number of employee in hotel and restaurant business is highest when
comparing it with all SMEs in the service sector that is 33.3% (OSMEP, 2004). In the
year 2004, SME hotels and restaurants generated THB 337.3 billion representing 19.1
percent of the private service in the service sector and employees hired 590,200 workers,
representing 80,19 (ibid). Grammack et al. (2004) noted that the small and medium-
sized tourism enterprises (SMTEs) in Thailand experienced the worst effects from the Irag
war and SARS (Severe Acute Respiratory Syndrome). At that time, the government gave
them special low interest loans via the Industrial Finance Corporation of Thailand (IFCT)
and the SME Development Bank of Thailand.

In response to the nation ICT master plan, NECTEC (2003) has
distributed the Promotion of ICT Utilization amongst SMEs which is an important strategy
to add value to the overall economy with the objective to promote SMEs, to use the basic
software programs such as accounting, finance, administration, production management,
and links into supply chain management within ecach industry sectors suitable for
clustering. Initially, it should focus on strategic industries, such as tourism, food,
automobile parts, textiles, and retailing,

The national ICT master plan 2002-2006 devises seven keys strategies
which require public, private and people sectors collaboration with the purpose to provide

guidelines for the country and to earn benefits by using ICT in order to enhance the quality
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of life of the citizens and to strengthen the nation’s competitiveness (NECTEC, 2003).
As the sixth strategy of the ICT master plan, focusing on the utilization of ICT in SMEs

that try to encourage SMEs to apply ICT to develop their businesses and to boost

competitiveness, focusing on ICT for management, production, and linkages to large firms.

“This will prepare SMEs for future competition, as a result of globalization, and it will also
lessen impacts from economic fluctuation.

This strategy, the eight activities are: first, to have mechanisms for
technology transfer to SMEs in order to build up their skills and knowledge and minimize
the cost related intellectual property. The second activity is to provide incentives, to set up
SME ailiances in each business sector in order to boost efficiency and reduce costs among
alliance members, also enhancing administrative transparency. Third is to accelerate the
promotion and development of e~business that includes linkage between SME sectors and
large enterprises in related industries as well, Forth is to utilize ICT in managemernt,
business operation and communication in order to reduce costs and increase management
efficiency from the initial process origin through to the customer. Fifth is to develop
knowledge and understanding of the benefits of using ICT among private entrepreneurs
from local sources and the potential cost savings. Sixth activity is to set up databases for
the planning and provision of services to the business. Seventh is to have SME support
agencies cooperate in developing an SME Portal, which will provide services for
entrepreneurs wanting to contact the relevant divisions of the government, The last activity
is to strengthen the creativity and experience of undergraduate students in order to enhance
their entrepreneurship. This includes the cooperation with the private sector in field~work
training and the promotion of new entrepreneurs in the economic system by using the SME
support mechanisms from related agencies (Details of the ICT master plan are provided in

Appendix B).
1.3.5 The level of ICT adoption

There are several concepts for the level of ICT adoptions in the tourism
industry and this study focuses on concepts proposed by Murphy (2005); Allan, Annear,
Beek & Beveren, (2003); Sahin (2006), Khemthong, Roberts, & Whitelaw (2006), and
the Australian Government Department of Communication and Information Technology and

the Arts (AGDCITA, 2004).
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Murphy (2005) has developed a new matrix model from Gamble’s theory
to five stages which highlighted ICT diffusion in SMHEs, identifying factors that influence
the adoption of data and technologies building on that are pre-computers, clerical hotel
computers, administration hotel computers, tactical computers and creative connected

computersastablel A showe, T

Table 1.4 Matrix model of ICT diffusion in SMHEs

STAGE

CHARACTERISTIC

ICT Application and

Infrastructure

Stage 0 Pre-computer

Paper-based office system, Photocopies,
telex, Private Automatic Branch

Exchange (PABX), electric typewriters,
adding machines, calculators, electronic

registers and guest accounting machine

Property Management System,

Word Processing and Accounting

Stage 1 Clerical Hotel

Stand-alone back office system

Global Distribution System and

Administration Hotel

beverage control

Computer Stand-alone front office system Computer Reservation System
Food and beverage control (GDS/CRS)
Stage 2 Integrated front office, food and Qutsourcing

Application Software

The Tactical Hotel

Computer

beyond ordinary business functions to
allow access to external information on
markets, consumer behavior, links to

travel agent, tour operator

Computer Rise of the Destination
Management Systemn
Stage 3 An integrated system which goes Web-based Applications, ASPs,

Destination Management
Systems, New Role of GDS

Stage 4 The creative

connected Computer

A total integrated system that include

electronic purchasing and buying

Ambient Technology

E-Commerce and M-Commetrce

Source: Adapted from Murphy (2005)

In addition, Allan et al. (2003) studied the four stages of ICT adoption by

SMEs together with the security and trust. They are the following:

1. No usage: there is no ICT usage or limited usage and therefore security

technologies are not required and trust is limited.

2. Basic ICT usage: E-mail and static Web pages are implemented within

the business. Therefore the basic security should be implemented such
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as passwords, secure web mail, antivirus software, and configuration of
browser setting and trust is also required
Intermediately ICT usage: cCommerce platforms are being used

including online payment systems., An increased level of security is

- required. Technologies that could be adopted at this stage are Secure

Socket Layer (SSL), Digital certificates, and secure payment options.
Trust is required.

Advance ICT usage: eBusiness platforms are used including Business to
Business (B2B) process. A higher level of security is required which
allow secure business—to-business communications. Trust is essential in

the relationship between partners who use this technology.

Sahin (2006) studied the Rogers’ diffusion of innovations theory. The

theory can be approximated by a normal distribution of the time of adoption and it results in

five adopter categories which can be grouped into two main groups that are earlier adopter

and later adopter that is concerned about the significant difference between the ages of

carlier adopters and later adopters. The earlier adopter group consists of three categories

which are innovators, carly adopters, and early majority. The later adopter group consists of

two categories which are late majority, and laggards.

1.

Innovators are the gatckeepers bringing the innovation in from outside
of the system. They may not be respected by other members of the
social system because of their venturesomeness and close relationships
outside the social system. Their venturesomeness requires innovators to
have complex technical knowledge.,

Early adopters are more likely to hold leadership roles in the social
system, other members come to them to get advice or information about
the innovation. Thus, as role models, early adopters’ attitudes toward
innovations are more important, Finally, early adopters put their stamp
of approval on a new idea by adopting it.

Larly Majority is the companies that they are deliberate in adopting an

innovation and they are neither the first nor the last to adopt it. Thus,
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their innovation decision usually takes more time than it takes

innovators and early adopters,

4. Late Majority is the companics who wait until most of their peers

adopted the innovation. Although they are skeptical about the

innovation and its outcomes, economic necessity and peer pressure may
lead them to the adoption of the innovation.

5. Laggards are the companies that have the traditional view and they are
more skeptical about innovations and change agents than the late
majority, As the most localized group of the social system, their
interpersonal networks mainly consists of other members of the social

system from the same category.

Khemthong et al. (2006) proposes a different classification according to
the Roger theory that becomes the degree of adoption of Internet and Web based marketing
activities in the Hotel industry, dividing hotels into three levels that ate 1) Laggards are
hotels that have no Web site but only have e-mail, and hotels that have e-mail and a basic
Web page for advertising, 2) Late Majority adopters are hotels that have e-mail and a
Web site for receiving online booking, and 8) Early adopters are hotels that have e-mail
and a Web site for receiving online bookings, confirming bookings immediately, receiving

payment by a security system, and the completing transaction as the table below:

Table 1.5 The Degree of Adoption Internet and Web Base Marketing Activities

Laggards Late Majority adopters Early adopters

E-mail, No Web site E-mail and Web site for E-mail, Web site for advertising,

Degree | E-mail and basic Web advertising and receiving receiving online bookings,

of page for promoting and | online booking confirm bookings intermediately,
adoptlon | advertising (Basic Web receiving payment by security
| Page) system, and completing transaction
on their Web

Source: Adapted from Khemthong et al. (2006)

Apart from those four studies, AGDCITA (2004) also defines the model
of e-business that supports the business owner to consider the current engaged in and what

the other modes are. This model is divided into five modes. They are:
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1. Participating mode: the business is connected to the Internet and has an
e-mail address which provides participation in the online world and the
Internet is used to communicate with customers and suppliers, to
receive orders via e-mail,-do the order, and to do online banking.

2. Supporting mode: the business has a website which promotes and
supports the existing business activities and the Internet is used to
promote the business via a website, to provide information on their
website about existing products and services, and to receive orders via
the website,

3. Expanding mode: the business uses its website to develop new business
activities and to accelerate growth, It is also used to develop new
markets and customer nationally and overseas, to increase sales and
cash flow via an e-commerce facility, and to create operation
efficiencies.

4. Assimilating mode: the online and offline business activities and
operations are fully integrated and mutually dependent and the Internet
is used to coordinate and rationalize all its databases and company
information, manage customer relationships, procurement and logistics,
engage in ¢-marketing places and present an e-catalogue, to provide an
interface for their accounting and financial systems with that of their
customers and suppliers.

5. Transformed mode: the use of Internet technology by the business has
fundamentally changed its core business and the way it operates and
projected it onto a higher level of business activities and profitability.
The Internet is used to re-brand themselves as an online and offline
business, generate and offer new products and services, develop new
online distribution channels and partners and supply-chains. Moreover,
there are high requirements of staff with skill-sets matching the online

needs as well as the traditional needs of the business,

Finally, this research has summarized the level of ICT adoption into four
levels as the Allan’s (2003) concept and also emerged it with the Sahin’s (2006)

concepts with can define the characteristic and the status of businesses,
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Table 1.6 The levels of ICT adoption

~ Stage ' o ICT “ Adqj_jter éa.tegories
1. No usage No ICT Laggards and Late Majority
2. Basic E-mail/ Static website, Early Majority o

| GDs/ CRs, Basic

Application software

3. Intermediate eCommerce, online Early Adopter
payment,
4. Advanced E-business/ B2B exchange | Innovator

Source: Adapt from Allan (2003) and Sahin (2006)

1.3.6 Related research

Levels of ICT adoption

Many researchers focus on the level of ICT adoptions in business that are
Nodder et al., (2002); Braun (2002); Vickery, Sakai, Lee, and Sim (2004); Badnjevic
and Padukova (2006); Cosh and Assenov (2007); and Bubhalis and Deimezi (2003a).

Many papers discussed the slow adoption in small and medium-sized
enterprises, Braun (2002) reported, that large Australian tourism enterprises have accepted
and embraced ICT such as GRS and web-based travel service providers much more than
the small enterprises. Moreover, Vickery et al, (2004) reported that small businesses are
slower than large business to adopt new ICTs. The potential small business benefits and
firm sectors have specified strategies to drive the adaptation and use of ICTs. The issues for
governments sectors are to foster appropriate business environments for e-business, ICT
uptake and target program to overcome market failure to the extent that they are needed in
particular areas. However, commercial considerations and potential returns are the principle
drivers of small business adoption and profitable use. Not only that, Badnjevic and
Padukova (2006) reported that the ICT adoption in India is quite low considering the
availability of ICT solutions, the opportunities and the growing ICT market. Also, Cosh and
Assenov (2007) mentioned that the ICT used in Thailand is still in the beginning stage and
therefore has a low ICT adoption. According to the study, only 13% of travel agents

choose to use the Internet channel and there are very low response to e~mail customers
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requiring some information, is only 7%. Even the quality of the tourism industry websites
includfhg the websites of hotels, travel agents, and on-line travel agents, were evaluated
and the result about the quality of the website is only 2.68 which is the average level of the

web presence. Besides, Buhalis and Deimezi (2003a) reported the ICT adoption by

SMTEs in Greece is generally lower than other European countries which is mainly due to

lack of awareness and IT skills. Also, low e-commerce transactions confirm that
Mediterranean customers are in the habit of buying through interpersonal network.

For the level of ICT uptake, Nodder et al. (2002) reported that the levels
of ICT adoptions are highest in the tourism sector including tour operators, fravel agents,
transportation, accommodation, and particularly travel agents which have the highest level
of ICT uptake. The tourism sector is a strong link between the amounts a business uses the
Internet and boarder ICTs. However, other businesses in the tourism sector such as spas,
restaurants, and crafts have a low level of ICT uptake even if there is a basic web~
presence. Those businesses do not see the need of using the Internet to directly reach their
visitors and clients, but they prefer to use local word of mouth, Moreover, some rural arcas,
where infrastructure provision is great, are doing well in adopting and effective use of
ICTs, together with their specialist who has ICT understanding and has been able to adopt
ICTs. Unfortunately, small business owners are often frightened by he hidden costs of ICT
adoption such as training and upgrading software.

E-business watch (2006) reported the percentage of ICT adoption and e~
business activity in 2006. Around 98% of all small and medium-sized tourism companies
have the Internet access (table 1.7). In terms of ICT supporter, there are only 9% of all
tourism companies hiring ICT staff and only 37% have regular ICT training for the
employees. Not only that, 63% of the tourism companies have a LAN network, 26% have
W-LAN network, 20% use an intranet, 46% use accounting software, and 8% have used a
document management system. In terms of e-commerce, 39% of the tourism companies

placing orders to suppliers online and 36% accept orders from customers online.
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Marketing Opportunities created by ICTs

The Internet provides a comparatively cheap technology for all players to
participate in the electronic market place and to approach private households directly which
leads to the complex market being able to move in the rapidly changing environment
(Werthner and Klein, 1999).

Howevér, Sahadev and Hoontraku! (2004) mentioned that the marketing
opportunity for companies, which provide the search engines to customers on some of the
most popular search engines like google.com, yahoo.com. It increases the transaction levels
by increasing the traffic to the site. In addition, the search engine optimization aims to keep
the company’s web-sites in the first ten positions in the list that comes out when the
customer types the key words. Moreover, for a small fee companies can advertise themselves
on the search engine web-site, google.com to obtain sponsored links for certain key words.

Kim (2004) presented that SMTEs gets the opportunities from electronic
businesses to undertake their business in new and more cost effective ways. The opportunities
and holds for SMTEs to expand their capabilities and growth’s, also have a competitive
advantage in the e-commerce marketplace. Braun (2002) mentioned that it is too difficult to
keep up with the rapidly changing marketing trends, but SMEs were able to intuitively grasp
their market by emerging digital technology which is increasingly altering market
segmentation and market predictability and therefore, making the small firm more valuable to
market changes. In order to interact with markets, Bourgouin (2002} reported that
information is important. The report explained that information needs are diversified and
based on the type of an enterprise, the market in which they operate, the goods and service
they provide, and the capacities of the employees and owners of the business. This
information is grouped into three main categories which are external information, internal
information, and sent, The result shows that the most frequently cited information needs are
external information that is sought by the enterprise about the environment which is
dependent on its commercial viability, On the other hand, less frequently site information
needs are sent information that are sent by the enterprise to the market-marketing and
advertising. Morcover, an important consideration in addressing the information needs of
SMMEs is the method of access by entrepreneurs.

Werthner and Klein (1999) again mentioned that the new technology as

CRS, GDS, and hotel chains not only enable direct access to the customer via the Internet but
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also improves the internal information flow and cooperation process among external or
extranet, Moreover, the Internet becomes an electronic interface to the world. Likewise with
Bojnec and Kribel (2005) studied and emphasized on the on-line tourism and travelers
demand and supply response by building and maintaining competitive advantages using ICTs,
' The paper concluded with the importance of both, the virtualization of the tourist industry and
the development of a destination management system in tourism management and marketing
using intranct-extranet-internet~supported tools, the computer reservation system and a

global distribution system.
Impact of ICT on SMTEs

Braun (2002) reported that using information technology can slash the
marketing cost, remove intermediaries, and redefine marketing relationships as same as Kim
(2004), which reported the main benefits of e-commerce are providing easy access to
information on tourism services, better information on tourism service, convenience for
customers that results in SMTE can create the new market, improve customer service,
establishing interactive relationship with customers, reducing operating cost, interacting with
other business partners, founding new business partner. Bourgouin (2002) mentioned ICT is
rapidly transforming business practices across the world and provide new business opportunities
as well,

The use of Internet and World Wide Web can help businesses to reach
customers in terms of easier access to information and more convenient to interact or
communicate among all stakeholders with quality and quantity information. Vickery et al.
(2004) mentioned that ICT applications can make communication within the company faster
and also increases the speed and reliability of transaction of inter-firm.

ICT can improve efficiency and increase productivities in many ways. Wolf
(2001) mentioned that as improving efficiency in resource allocation, it is reducing
transaction costs, technical improvement, etc. Also Hung, Lin, Shang, Wang, & Kou
(2007) reported that Taiwanese hotel performance has significant relationships with ICT
adoption which means, the hotels adopting ICT get better operational performance and
increased revenue by using ICT. In terms of cost reduction, Wolf (2001); Vickery et al.
(2004); Badnjevic and Padukova (2006) reported the computer, the Internet and e-

commerce usage provide a great potential for reducing transaction cost.
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ICT provides many advantages to businesses and the factors for ICT
adoption are cost reduction, time saving, more efficiency communication and interaction with
all stakeholders, improvement of productivities and so on.

In contrast, using ICT in small firms without any supporters such as ICT
" infrastructure, ICT specialist, ICT knowledge and understand, etc. In this case, small firms
will be affected in a negative way such as the mismatch between the capabilities of the
technology and the information acumen of managers on investing in ICT equipment, but they
have limited adoption of ICT with the result of lost or failure of ICT adoption (Nodder et al.,
2002). Moreover, Yang, Flynn, and Anderson (2003); Badnjevic and Padukova (2006)
mentioned some small firm who operate in local markets and the main target market is local
customers or domestic, many of them will loose their market after they adopt ICT because
many customers are concerned about security which makes them afraid to pay an invoice through

the Internet despite the information provided on the website.
Factors affecting ICT adoption

Many research studies show that the factors effecting ICT adoption are the
location, size of company, empioyees, ICT knowledge, cost of investment, etc,

In part of Push and Pull factors, which are influencing the forces that
companies adopt and use ICTs in their business processes as Buhalis and Main (1998)
reported. The push factors and also the pull factors enable SMHOs to incorporate IT in their
strategic and operational management. Push factors are external factors which oblige
enterprises to use ICTs in order to avoid potential treats or jeopardize some of their functions.
Push factors are new wired tourists, education and training, government & public agencies,
ICT suppliers, connection and global competition, strategic partners and paradigm shifts. As
the new wired tourist who has easy access to the Internet in order to search information as
well as making online reservations. Apart from, Pull factors provide incentives for enterprises
to incorporate their ICTs in order to gain benefits in their operation that includes customer
demand, interconnectivity, marketing alliances, travel trade, and accounting systems. In this
scenario a recognized market need is present and enterprises draw on ICTs to satisfy that
need (Buhalis, 2003).

As companies try to grow and develop through the changing, so there are

many factors that lead those companies to adopt ICT. Some rescarchers focus on the location
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factor for example, Hoontrakul and Sahadev (2005) found that a hotel located in a large
market size will be more interested in adopting ICTs than others. On the other hand, Nodder
et al. (2002) reported that the adoption and effective use of ICT is higher in urban areas
where infrastructure provision is great. While, Hung et al. (2007) mentioned that
- accommodation operators who are not located in well-known destinations have more
difficulty to find customers and therefore, the Internet strategies become more critical to use
in order to generate awareness of them.

In terms of the size of company factor, Badnjevic and Padukova (2006)
reported the awareness factor of ICT adoption is in the different sizes of the companies, it
showes that large companies are more aware of ICT than smaller ones. In contrast,
Hoontrakul and Sahadev (2005) found that the size of a hotel would not affect a hotel’s
propensity too much to adopt new technologies.

Moreover, Badnjevic and Padukova (2006) and Hoontrakul and Sahadev
(2005) reported that the age of hotel also affects the ICT adoption and that newer hotels are
more prone to use the Internet than older hotels, The main reason is that oid hotels may have
a good association with conventional intermediaries which makes them less reliant on the
Internet, and new hotels are more receptive to an innovative concept like e-commerce than
older hotels.

In terms of competition level in regard to globalization, Werthner and Klein
(1999) mentioned that the tourism industry has a high demand on information system (IS)
support to reach the global market and meet the trends in customer behavior which has
changed in different ways such as most of tourists started to ask for better services, they want
more specific offers, become more mobile using, more price sensitive by comparing more
and more offers, and tend to take shorter vacations as well as make their purchasing decision
in the last minute,

Not only that, the level of education in business enterprises is one of the
main factors. Mistilis, Agnes, and Presbury (2004) and Van Hoof and Combrick (1998)
quoted in Khemtong et al. (2006) reported that the education level of business enterprises
and executive managements had a significant effect on their use of the Internet and E-mail
and the manager’s perceived performance and budgetary as well.

There are several researches that studied the barrier of ICT adoptions.
Vickery et al. (2004) reported that principal reasons for non-adoption is the lack of

applicability and [ittle incentive to change business models when returns are unclear. SMEs
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also face generic barriers to adoption including trust and transaction security and Intellectual
Property Rights-IPR concerns as well as challenges in areas of management skills,
technological capabilities, productivity and competitiveness. Moreover, O’Connor (1999)
suggested that SMEs also have limited resources, not only in terms of finance, but also in
~terms of management and staff time, and using electronic channels is perceived as being
complicated and unwieldy. Not only that, most SMEs sell a relatively low price/low margin
product, therefore any fixed transaction fee represents a higher proportion of revenue that is
the case with their higher-priced, more business focused ones. In addition, most electronic
channels necessitate the payment of commission, '

Besides, Kim (2004 ), Nodder et al. (2002), and Van Hoof and Combrick
(1998) quoted in Khemtong et al, (2006), reported that the main barrier of using ICT in
SMTEs are: limited knowledge and training of available technology, lack of awareness, lack
of capital and the high cost of initial investment and maintenance, lack of confidence in the
benefits of new technology, cost of shortage of skilled human resource, resistance to adoption
of e~commerce, insufficient ¢-commerce infrastructure and small e-commerce market size.
Not only that, Van Hoof and Combrick (1998) quoted in Khemtong et al, (2006), reported
that one of the main barriers of using ICT in tourism business is the level of industry
experiences. He reported that the respondents over 55 years rated its cffectiveness

significantly lower than the younger age groups did.
Methodology of study

Past ICT related researches had collected secondary data by different
methods such as survey methods, observation method, case studies, database analysis, and
some papers had a mixture off the methods all together,

The most common and simplest survey is a questionnaire and many
researches conducted by it for example Kim (2004) studied E-tourism: an innovative
approach for small and medium-sized tourism enterprises (SMTEs) in Korea. This study
used questionnaires to get the information on the challenges and opportunities faced by the
tourism industry. The survey covered e-commerce activities, benefits, barriers, and key
success factors. Furthermore, Hoontrakul and Sahadev (2004, 2005) studied ICT adoption
propensity in the hotel industry: an empirical study and exploring the determinants of e-

commerce usage in the hotel industry in Thailand: an empirical study, the study was
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conducted using a questionnaire for 95 hotels in different locations and that those located in
the main 7 famous destinations in Thailand and together with the number of tourist visits.

Another survey method is an interview which is one of the most common

used and normally many researches use it together with a questionnaire. Only interview data

collection was used by Bourgoum(2002)and Nodderetal(2002) B.bu}gou.in (-2.002.)
studied information communication technologies and the potential for rural tourism SMME
development; the case of the Wild Coast, used semi-formal interviews to find results for the
research undertaken within the theoretical framework and current database. Also, Nodder et
al. (2002) studied ICT adoption and use in New Zealand’s small and medtum-sized tourism
enterprises: a cross sectoral perspective doing quality research, conducted the result from 250
in-depth interviews with the small and medium tourism business related enterprises during
1998 to 2002,

Others methods were used in different purposes for each study. Cosh and
Assenov (2007) researched reviewing the use of online services by the tourism industry in
an emerging market. In the case of Thailand which focused on the evaluation of websites in
the Thai travel industry and email customer service. For websites in the Thai travel industry,
they had evalvated the current performance of 323 websites of different sectors in the
tourism industry. For email customer services, they had contacted on travel agents by using a
mystery guest approach and sending 2,258 emails under an alias name to evaluate the
response.

Hung et al. (2007) studied ICT adoption and hotel performance: in the case
of Taiwan a data collection was drawn from the Taiwan Industrial and Commercial Census.
The survey was conducted to research 3,038 ordinary hotels of which 1,140 of these hotels
are computerized and only 210 of the total have adopted e-commerce.

In another, researchers used a case study to analyze the information in order
to find out the result as Yang et al. (2003) studied E-business application in the hospitality
industry: a case study which used 2 case studies, one is a local hotel/motel industry’s effort
to use the Internet in Macon, Georgia to boost its local market, another is the strategy and
opération of a major online travel agency.

However, Multi-methods is the mix methods between questionnaire and
interview which provides more reliable data for the research, Buhalis and Deimezi (2003b)
and Badnjevic and Padukova (2006) used this method in their research. Buhalis and

Deimezi (2003b) researched E-tourism developments in Greece by using both qualitative
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quantitative methods which were divided into 3 stages. In the first stage, they had used a
questionnaire to identify the level of e~tourism presence. For the second stage, a semi-

structure face to face interview was used to identify the critical issues and key factors that

determine e-tourism in Greece. Finally, in the third stage, they had used an e-mail

questlonnancto increase the number of respondents and to reach part.icipan.ts .f.r.om. félﬁoté
regions. Badnjevic and Padukova (2006) also studied ICT awareness in small enterprises in
the Indian tourism branch. They conducted the data via both, a questionnaire and a semi-
structure interview, To distribute the questionnaire they used a web-based questionnaire and
they did the interview from those respondents that offered the possibility for asking additional
relevant questions.

Finally, this research is a survey research which used multi-methods like a

questionnaire and a semi-structured interview in order to collect the necessary primary data.

1.4 Conceptual Framework

There are several factors that push and pull small and medium-sized tourism
enterprises (SMTEs) to decide to integrate new technologies in their business such as the
ICT development, customer demand, suppliers, marketing, and the global competition which
results in the four levels of ICT adoption that are no usage, basic, intermediate, and advanced
(see more details on 1.3.5) and those levels lead to three different stages of ICT adoption by
SMTEs that are! intermediate and advance are effective adoption stage, basic is fair adoption
stage, and no usage is failure adoption stage. The researcher emphasized on the fair and
failure adoption stage that researcher will analyze the main problems and weaknesses of ICT
adoption, also suggest some recommendation to recover and development in order to become

the effective adoption (Figure 1.9).
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1.5 Objectives of the study

1.5.1 To assess the level of adoption and use of ICT by SMTEs in Thailand

1.5.2 To investigate the impacts of ICT on SMTEs in Thailand and identify

~ problems with ICT adoptions and usage
1.5.3 To make recommendations for effective ICT adoption and use by

SMTEs in Thailand
1.6 Significance of the study

This study contributed the results as an opportunity for SMTEs in Thailand to
improve their business in order to strengthen them. The results emphasized on the impacts of
using ICT and also the potential of adoption ICT for them. Not only that, the results
investigated the useful recommendation to the SMTEs in Thailand to improve their

performance,
1.7 Scope of study
1.7.1 Scope of area

This study has limited the areas to investigate and examine ICT applications
by SMTEs in Thailand in four main destinations, namely Phuket, Bangkok, Ubon
Ratchathani and Chiang Mai. The main reason for selecting those destinations is according to
the TAT promotion plan that divided Thailand into four clusters and each cluster stands for a
main destination, For cluster I: beach and seaside the main destination is Phuket, Cluster II:
park, nature, forest and mountain that the main destination is Chiang Mai, Cluster III: history
and culture the main destination is Bangkok; Cluster IV is special interest such as festival,
the gateway of neighbor country tourism, etc, that the main destination is Ubon Ratchathani
(Sriyaporn, n.d), Moreover, there are three main branches of the Software Industry
Promotion Agency (SIPA) in Chiang Mai, Phuket, Bangkok, and Khon Kaen which those
provinces is located in top ten of the most famous and well-known tourist destinations in
Thailand, The reason that select Ubon Ratchathani insead of Khon Kaen is because Ubon

Ratchathani is more suitable and fixer for the Cluster 4 in terms of special interesting and
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gateway of the neighbor tourism as mentioned on the TAT promotion plan. Also, Ubon
Ratchathani is one of the main tourism destinations in northeastern region which has variety

of tourism activities such as pilgrimage and meditation, the Emerald Triangle tourism.,
1.7.2 Scope of demography

This research was planed to study on SMTEs including travel agents and

accommodations.
1.8 Definition of key terms

= Accommodation, For this research the accommodation focuses on
small hotels and guesthouses with less than 50 guestrooms

~ Business-to~business. B2B sites are constructed to sell business
products and services to other businesses

- Business—to-consumer. B2C sites are constructed by business to sell
their products and services to consumers

- Information Communication and Technology (ICT) is the entire
range of electronic tools (includes hardware, software,
telecommunications, netware, groupware, and humanware) to
manage the information, functions, and processes as well as to
communicate with stakeholder (Buhalis, 2003).

- Small and Medium Tourism Enterprises (SMTEs) are defined by the
number of employees and the number of guest rooms. Small and
medium-sized travel agencies are those companies with less than 50
employees. Small and medium-sized in accommodation are those
accommodations with less than 50 guest rooms available. Alternative
definitions of SMTEs were discussed in 1.3.4

- Thai Tourism Business. Normally, tourism business should consist of
many businesses such as accommodation, travel agent, tour operator,
restaurants, entertainment, spas and massage, transportation,
souvenirs, etc, But this study focuses only on Thai Travel Agents and

Thai accommodations because those 2 businesses are closely related
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to each other in terms of the intermediary that normally
accommodation or hotel can not much reach their customers dircctly.
Therefore, they create their room sale promotion for travel agents
who are their distribution channel, to combine with other business
 such as airline, activities, restaurants and so on. The result is a tour
package to do a marketing campaign to the target customer. In terms
of benefit, the hotel can sell their rooms through the travel agent and

the travel agent will get some commission in return,




CHAPTER 2
METHODOLOGY

_The purpose of this chapter is to_describe the methodology used to collect
data to achieve the objective of this research. This section discusses the study area, the

selection of the sample, the collection of data, and data analysis procedute,
2.1 Target population, sample size, and sampling method
2.1.1 Target bopulation

The target groups of this study are small and medium-sized Thai travel
agents and Thai accommodations whereas SMTEs include also restaurants, spas and
massage, entertainments, etc. The main of focusing only travel agent and accommodation is
there are significance to the tourism industry. Travel agents are the persons who position
themselves at close contact with the customer (Hoontrakul & Sahadev, 2004), In contrast,
the hotel, as a service provider would not like to burden themselfs by selling their rooms
directly to the customers. Therefore, hotels set their promotions to travel agents to attract
tourist, In other way, the travel agent is the distribution channel and managing the
inventory of the hotel (ibid). The change after having adopted ICT in the business is that
the customer can search the destination’s information that shows on the website as well as
they can book or buy the service directly via the Internet. Other businesses who will be the
company’s partner can check any information before they deal with the business and the
competitors as well,

As there is no statistic published which identifies the total number of SMEs
of Thai accommodations, our populations were drawn from the availability of company
addresses which we retiieved from the Tourism Authority of Thailand (TAT) in June,
2006 and the total amount was 745 hotels (Table 2.1). There are a total of approximately
6,105 travel agents in Thailand. According to the TAT promotion plan, which divided the
tourism product, particularly the product for international markets in four clusters. Cluster ]
is beach and scaside; Cluster I1 are park, nature, forest and mountain; Cluster III are history
and culture; Cluster IV is special interest such as shopping, food, MICE, etc. (Sriyaporn,
n.d) combined with the number of tourist visiting each province (TAT, 2006) that resuits
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in the four main destination of the area of studying. Therefore, the target population of this
study refers to Thai travel agents and Thai accommodations who are located in the four

main destinations Chiang Mai, Ubon Ratchathani, Bangkok and Phuket. According to

Bangkok Tourist Business and Guide Register Office, 2006, the total amount was 3,997

travel agents (Table 21) Thcreforc, the total of target I.).(.).p.uﬂlé.tidn .is .4.,7 42 which Travel

agent is 849% and Thai accommodation is only 16% from the total.

Table 2.1 Target population of SMTEs in Thailand

Tourism Businesses Thai % Thai % Total
Travel Accommodation
Location Agent
North-Chiang Mai 595 14.9 197 26
Northeast-Ubon 18 0.4 25 4
Ratchathani
Central - Bangkok 2442 61.1 97 13
South zone 2-Phuket 944 23.6 426 57
Total 3997 | (100%) 745 (100%) | 4749

Sources: Bangkok Tourist Business and Guide Register Office (2006), and TAT (2006)

2.1.2 Sample size

Sample size of travel agents and hotels is determined by Taro Yamane’s
theory. The total number of travel agents and hotels is 4,74 2.
The Taro Yamane (1967) theory was used to specify target sample sizes

which a confidence interval of 959%

N
According to the formula: n=

1+ N(c)2

¢ = Confidence interval at 95%, so e = 0,05
N = number of population = 4,742
n = sample size '

4742

Substituting into the equation n = 5
1+ 4742(0.05)
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4742
n=———"
1+11.,86

n= 368,74

Therefore, sample size of small and medium-sized travel agents and
accommodations is 369,

However, since the actual statistic was not identified the total number of
travel agents and accommodation as well as the sample size of accommodation in Chiang
Mai, Bangkok, and Ubon Ratchathani is less than 30, and sample sizes of travel agents in
Ubon Ratchathani, which will results in unreliable data, was adjusted from 369 to 355 in
order to be reliable.

The questionnaires were distributed to Thai travel agents and Thai
accommodation which was divided into those destination accords with the percentage of
sample size in each destination, Interviews were carried out with those of them who, in
addition to filling up the questionnaire, showed willingness to be interviewed. The number

of the questionnaire distribution is shown on the table 2.2:

Table 2.2 The number of questionnaire distribution to SMTEs in Thailand

Tourism Businesses Calculated Sample Size Adjusted Sample Size
Travel Agent | Accommodation | Travel Agent Acco,m_modat_iqn_

Laocation
North-Chiang Mai 46 15 50 31
Northeast-Ubon 2 4 9 17
Ratchathani
Central - Bangkok 189 7 110 30
South zone 2-Phuket 73 33 74 34
Total 310 59 243 112

Sources: Bangkok Tourist Business and Guide Register Office (2006), and TAT (2006)
2.1,3 Sampling method

This study used the multi-stage sampling method which combines the

simple methods in a varicty of useful ways that results in the number of samples (Trochim,
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2006). The multi-stage stages consist of stratified sampling, cluster sampling, simple

Random sampling and accidental sampling which is explained in the following steps:

Iigure 2.1 Sample distribution

Thailand

Central South
Bangkok Phuket

Northeast

North
Ubon -

Chiang Mai

Ratchathani

Travel Accom- Travel Accom- Travel Accom- Travel Accom-
Agent modation Agent modation Agent modation Agent modation

v Y v ¢+¢ v 3

Sampling size = 355

1.Divided Thailand into four main regions, north, northeast, central, and
south (stratified sampling).

2. Selected the main destination of each region that refers to the TAT
marketing plan of 2005, therefore it results in four main destinations, Chiang Mai, Ubon
Ratchathani, Bangkok, and Phuket. Moreover, to draw cluster sampling the tourism
business is divided into two categories, travel agents and hotels or accommaodations.

3. Did simple random sampling and accidental sampling until the amount

of sample size is complete.
2.2 Research design

The research was classified as a mixed method one, combining quantitative

and qualitative study. Quantitative data was prepared with a questionnaire which was pre-
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tested with several travel agents and small accommodations. After that, some questions in
the questionnaires were modified in order to be clearer and easier to understand.

The questionnaire was distributed through three channels, post mail,
electronic mail, and by researcher. For the post mail channel, questionnaires were sent to
95 tourism companies in Chiang Mai 'i'n'c':ludi'ng' travclagentsand accommodation and onIy ”
15 questionnaires were returned which is about 15.8%. For the e¢-mail channel,
questionnaires were sent to 200 tourism companies, both travel agents and accommodation
in Bangkok but none of them were returned. The remaining 340 questionnaires were

collected by the researcher.
2.2,1 Primary data

The research methodology is a survey that collects data from two different
sectors in Tourism business - Travel agents and accommodation from four main

destinations in Thailand, by questionnaires and semi-structured interviews.
2,2,2 Secondary data

The data was collected from difference sources such as the related research,
Journals, articles, news, and so on, The data collected was useful to be able to complete this

research.
2.3 Instruments and data collection

2.3.1 The Questionnaire is in bilingual version, English-Thai, combined
closed-end questions and open—end questions. The closed-end questions commonly asked
the respondents to answer with yes or no, the multiple-choice questions provided the
alternative lists were the respondents had to select what was the most suitable answer for
them and also what they real faced. The rating scale commonly asks them to rate what they
are strongly agree on and what they strongly disagree with,

For this research, there are four parts in the questionnaire:

Part 1 is the general company information

Part 2 is the ICT infrastructure
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Part 3 is the Impact of using ICT
Part 4 is the ICT support

The mean scores were classified into 4 interval scales, calculated as

follows:
The Interval level = (Max-Min)/n
= (4-1)/4
=0.75

Then, the researcher had ranged the impact of using ICT level as follows:

Table 2.3 Rating scale for the results

Rating scales Scores

Strongly agree 3.26 - 4.00
Agree 2.61- 3.25
Disagree 1.76-2.50
Strongly disagree 1.00-1.75

2,3.2 Semi-structured interviews. The interview is in English-Thai
version and it had some guideline questions to ask the respondents who are business owrer,

manager, and supervisor to collect the main data that is useful for the study and other
questions were depend on the interviews.

The main questions are:

1. The current situation of using ICT

2. The reason of adoption or non-adoption of ICT

3. The main benefits and weaknesses of using ICT
4. The importance of ICT in their business
5

+ Recommendations for ICT development

2.4 Data analysis

After sorting out the information by questionnaire, data was being coded,
computed and analyzed by the Statistical Package for Social Sciences or SPSS version 14

by some functions. They are:
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Frequency: results in the number of the respondents who answer each
question and it gives the percentage.

Mean: it is the average of the investigated value.

Standard Deviation: the common measures of spread or variability which
 standard deviation summarizes how far away from average the data values typically,

In order to analyze the variable this is individual variables are used
depending on that are the type of business, the location of the company, the year of
company there are some function to analyze:

Pearson Chi-square: it is probably the most widely used nonparametric test
of significance, involving nominal data, typical. are cases where data is grouped in two or
more nominal categories. Interpretation was analyzed at 95% confidence level with 5%
level of significance.

Independent ~ Sample T-Test: is used for comparing the difference
between variables which are independent from each other,

ANOVA! analysis of variance or ANOVA, where the testing is used to
analyze the means of several groups. Normally, it is widely used to analyze the independent
variables that have more than two sub variables for nominal scale. Interpretation was
analyzed at 35% confidence level which 5% level of significance.

Factor analysis: Factor analysis is a general term for several specific
computational techniques. All have the objective to reduce variables to manageable numbers
that belong together and have overlapping measurement characteristics. The predictor-
criterion relationship that was found in the dependence situation is replaced by a matrix of
inter-correlations among several variables, none of which is viewed as being dependent on
another,

The results were represented in tables that were generated to provide a

bigger picture of the overall ICT applications by SMTEs in Thailand.
2.5 Pretest of the Survey Instrument

The survey instrument was revised and to strengthen its validity, the
questionnaire was circulated to travel agents and small hotels located in Phuket. Based on
the feedback received from the pretest sources, the questionnaire was modified. The main

purpose of the pretest was to validate the questionnaire of the study.




CHAPTER 3
RESULTS

‘This research aims to study the adoption and use.of ICTs by small and .. ... . . |

medium sized tourism enterprises in Thailand, therefore this chapter focused on the results
from the quantitative studies, The analysis of the quantitative data and qualitative data
derived from the questionnaire and semi~interview of assessment, the ICT applications in
SMTE’s in Thailand which are divided into four sections. General company information,
ICT infrastructure, impact of using ICT, and ICT support. The data was conducted from
two main businesses of the fourism industry which are travel agents and accommodation,
located on the four main destinations of each region. These analyses were designed to
achieve the objectives of this research and were presented with tables as following.

Therefore, the researcher presented results as follows:

3.1 The adoption and usage of ICT
3.2 The impacts of ICT adoptions by SMTEs
3.2.1 The impacts of ICT adoption

3.2.2 Respondent comments

3.1 The adoption and usage of ICT

3.1.1 The general information of respondents

Thai tourism businesses particularly travel agencies and accommodations
were located in every part of Thailand (Bangkok Tourist Business and Guide Register
Office, 2006; TAT, 2006). The number of enterprises may vary depending on tourism’s
growth and the popularity of tourist destinations in each region. Thailand is categorized into
four main regions, central, south, north and northeast, almost all tourism businesses were
located in the famous provinces like Bangkok, Chonburi, Phuket, Suratthani and Chiang
Mai. These provinces were in the central, southern and northern regions, Therefore, the

number of agencies in these three regions was quite high,

46
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Table 3.1 Number of Thai tourism business categorized by region

. Towism|

~_. Busmesses Tr;ve.l- Agent Accommodation. 'I:‘(-)tz-ﬂ:' | % '
Location |
North ~ Chaing Mai 595 197 792 16.7
Northest - Ubon
Ratchathani 16 28 4 09
Central -~ Bangkok 2442 a7 2539 53.5
South - Phuket 944 428 1370 28.9

Total 3897 745 4742 100

Source: Bangkok Tourist Business and Guide Register Office, 2006; TAT, 2006

In the table 3.1, more than half (63.3%) of the total of tourism businesses
were located in Bangkok and the central part of Thailand, Many of the tourism businesses,
which were about 28.9% and 16.7% are located in southern-Phuket and the northern
regions-Chaing Mai. For the northeast region, there was no famous tourism destination and
less tourism growth. Therefore, the number of tourism businesses in that region was low,
only 0.9% (Table 3.1).

Due to that database, the total number of respondents in Bangkok was the
largest one, 39.4% or 140 from 355 respondents and the respondents from Phuket were
about 108 or 30.4%, Chiang Mai was about 22.8% and the rest 7.3% were the
respondents from Ubon Ratchathani. Moreover, the significant difference of arca had an
impact to the type of business using the Pearson chi-square test at the significant level at

0.05 (P=0,000) (Table 3.2).
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Table 3.2 The percentage of respondent categorized by area and type of business

Number'of = o[ = - R
Co T spm e Type of Business " Pearson Chi-square . . -
Respondents ] o S
Area -
) Travel Accom- Sig.
Frequency % % % Value | df,
: Agent modation | L) (2-sided) i
Bangkok i40 39.4 110 | 456.3 30 | 26.8 | 22.118 3 0.060
Chiang Mai 81 23.8 50 { 20.6 31| 27.7
Phukel 108 30.4 74 | 30.6 34 | 304
Ubon Ratchathani 28 7.3 9 3.7 17 | 15.2
100 100
Total 3565 100 243 | 68.5 112 | 31.8

Remark: Chi-square were used to test for stafistically significant differences between

groups

For the percentage of respondents that categorized by the number of

employees, most of the small and medium-sized tourism businesses had less than ten

employers or 55.8%. Also 36.6% of the small and medium-sized tourism businesses had

ten to thirty employers in their company, and less than 10 % of all respondents had more

than thirty employees. In addition, there was no significant difference between types of

busincsses and the number of employees which used the Pearson chi-square test at the

significant level at 0,05 (P=0.166) (table 3.3).

Table 3.3 The percentage of respondent categorized by the number of employee and type

of business

Number of
Type of Business Pearson Chi-square
Respondents
Number of
Sig.
employee : “ | Travel- _Accom- S
‘| Frequency | % - : % % | Value | df. (2-
Agent - | modation ' _
. sided)
Less than 10 198 { 55.8 143 | 58.8 55 | 49.1 5.084 3 0.166
10-30 130 | 36.6 86 | 35.4 44 | 39.3
30~50 19 5.4 10 4.1 9 8.0
Upper than 50 8 2.3 4 1.6 4 3.6
Total 355 | 100 243 { 100 112 | 100

Remark: Chi-square were used to test

groups

for statistically

significant differences between
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Most of the small and medium-sized tourism businesses established between 2001-2005
had 28.2%, 78 businesses established between 19911995 about 229, the businesses

were established before 1990 20.6% or 73 businesses, the 67 businesses or 18.9%

established between 1996-~2000, and the last 10.4% or 37 businesses established

between 2006-2007, The largest group of travel agents that were established between
20012005, and the second largest group were fravel agents that were established before
1990 and the third largest group were travel agents that were established between 1991~
1995 and 1996-2000 which was differt from the accommodation that the largest group
of accommodations established between 2001-2005 was the same as between 1991~
1995, and the second largest group was accommodations that were established before
1999, Moreover, there was no significant difference between the type of businesses and
the year the company was established, using the Pearson chi-square test at the significant

level at 0,05 (P=0.0.685) (Table 3.4).

Table 3.4 The percentages of respondent categorized by the year of company establishment

and type of business

Number of
Type of Business Pearson Chi-square
Year of Employee
establish Travel Accom-— Sig.
Frequency | % : % ) % Yalue | df.
Agent modation (2~ slded)
Before 1980 73 t 20.6 51 21.0 22 | 19.8 2.271 4 0.685
1991-1995 78 | 22.0 48 149.8 30 | 26.8
1996-2000 67 | 18.9 48 19.8 19 | 17.0
2001 -2005 100 | 28.2 70 | 28.8 30 | 26.8
2006-2007 37 | 10.4 26 10.¢ 11 9.8
Total 355 | 100 243 100 112 | 100

Remark: Chi-square were used to test for statistically significant differences between

groups

In terms of the size of accommodation, the number of guestrooms was used
to be the consideration criteria that the result presented the average number of guestroom

was 30.2 rooms were most of the accommodations had 50 guest rooms available.
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Moreover, the highest number of guest rooms was 53 rooms and the lowest number of

guest room was 6 rooms (Table 3.5).

Table 3.5 The average size of accommodations

Average numiber of guestroom [ Max” T Min ] Mode

30.2 53 6 50

In addition, the first main accommodation’s customer was a walk~in
customer with an average of 57.6 persons. The second main group was the customers from
the telephone channel, the average was 16 persons and the third were the customers who
came from the e-rmail channel with an average of 9.8 persons. Also, the main travel
agent’s customer was the walk-in customer where the average was 37.7 persons and the
second main group was from the telephone channel where the average of customers was
19.4 persons and the third main group were the customers who came from the partner of
the travel agents where the average was 17.8 persons (Table 3.6).

The highest percentage of each channels shows in the Max column. For
walk-in customers, there were 100% of walk-in customers in some travel agents and
accommodations, also the customer of some travel agent came from their partner which is
located in different provinces. The customer from the telephone channel of some travel
agent was 95% and 80% of some accommeodations. Not only that, the highest percentage
of both businesses customers who came from e-mail channels was 80% and 70%.
Moreover, some accommodations got 90% of their customers from their travel agent

partner (Table 3.6).
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Table 3.6 The average of customers from the different channels

i kel o utomes | AL Accommodion

C T “Average *Max Averagé | *Max

Walk in 37.7 100 57.6 | 100

J Telephone - - oo b 30 e B A8 B e

Mail 2.8 40 1.8 30

E-Mail 11.2 80 9.8 70

Hotel Referral 2.3 50

Contract with travel agent 7.6 90

Online direct sales 1.0 70

online travel agent 1.2 30

Contract with hotel 4.6 90

Partner of travel agent 17.8 100

Online real time sales 2.2 90

Others 4.2 50 2.7 98

Total 100 100

Remark: *Max is the highest percentage of respondent’s customer in each channel.

3.1.2 The adoption and usage of ICT

It could be divided to be ICT infrastructure and ICT support that showed
the frequency of each categories usage and also the percentage when compared with the
total of respondents. Finally, researchers had compared all ICT infrastructures with the area
of business, type of business and the year the company was established.

All of the small and medium-sized tourism businesses had used ICT
hardware and most of the ICT hardware they used were telephone, computer, and facsimile.
All 355 businesses using telephone 100% and 328 business from 355 or 92.4% used
computer in their business operation, 269 businesses or 75.8% had facsimile, and 262
businesses or 73.8% had printer, 190 businesses or 53.5 had photocopy machine, nearly
half of the respondents 49% or 174 had credit card machines. For others, the ICT
hardware they used were walkie talkies, time keeping records, scanner, finger scanner, the

Internet router, and Uninterruptible Power Systems or UPS (Table 3.7).




Table 3.7 ICT hardware usage

100

SRS v ICT Hardware :
IC'I‘ Hardware Nuﬁlb'er . Us‘ag'é o
' Freguency %

: Telephone Y s
Computer 355 328 |1 924
Facsimile 355 269 | 75.8
Printer 355 262 | 73.8
Photocopy Machine 355 190 | 53,5
Credit Card Machine 355 174 } 49.0
Others (Scanner, walkie talkie, etc.) 355 10 2.8
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In terms of ICT software usage, there was a small percentage of ICT

software usage when compared with the total of respondents. Almost all small and

medium-sized tourism businesses or 91,5% had adopted the basic software package in their

business which was the Microsoft Office program: word, excel, access, and outlook. As the

table 3.5 shows the number of businesses that had used computers were 328 businesses

and there were 325 businesses which used Microsoft, As for the other ICT software, there

were a few businesses which had adopted Amadeus 24.2%, 10.4% had adopted Abacus,

7% had adopted Micros, and 19.4% had adopted others software like Galileo International,

Web design programs, HIS, Worldspan, Easy Account. TOPAX Reservation system, RT,
HOTSOFT, DPACK, AccPayRoll, Fidelio, EASYFO, COMMANCY, SMART, ADOBE
Photoshop, PROMART, PONEX, SITRIX, XP4, PRO CONTROL, EXPRESS, and

database (Table 3.8).

Table 3.8 ICT software usage

' - , |, ICT Software Usage .
Microsoft 355 3256 91.5
Amadeus 355 86 24.2
Others (Galileo, Worldspan, Easy Account, etc.) 355 69 19.4
Abacus 355 37 10.4
Micros 355 25 7.0
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In terms of the ICT facilities in small and medium-sized tourism
businesses, the respondents had used the Internet in their business was 88.2% or 313
businesses, also 275 businesses or 77.5% had used E-mail, there were 101 businesses

that used LAN/WAN but none used extranet (Table 3.9).

Table 3.9 The percentage of ICT connection usage

. Usage
ICT Facilities Number .
Frequency | %
The Internet 335 313 | 88.2
E-mail 355 275 | 71.5
LAN/WAN 355 101 | 28.5
The Wireless Internet 355 43 | 12.1
Intranet 355 17| 4.8
Extranet 355 0 0

The main reasons of using computers, most of the respondents used
document records 88.2%, the Internet access and customer database were 79.7% and
61.7%. Only 3.4% used computers to report all daily reports to their manager or owner,
sell tickets to customers, and do documents such as invoices, contract letter etc.,

respectively (Table 3.10).

Table 3.10 The percentage of computer usage compared with the type of businesses

Usage
Computer Usage Number
Frequency %
Document Record 355 313 88.2
The Internet Access 3565 283 79.7
Customer Database 365 219 | 61.7
Product Database 355 112 31.5
Web Design . 355 88 24.8
Others (Ticketing, doing report, etc,) 355 12 3.4

. Most of the accommodation respondents, 65% do not have the Internet
facilities for their customers, The main reason is that many of them are located in the well-

known areas such as Patong Beach, Karon Beach, Khao San Road, Prathunam, and Night
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Bazaar Market, etc. There are a lot of the Internet cafes around the hotels and guesthouses,

therefore many hotels and guesthouses do not provide any thée Internct facilities, On the

other hand, there are about 22% who provide business center in hotels and guesthouses and

the rest, 15% provide LAN, Wireless, and both LAN and Wireless in all guestrooms

- (Table 3.11). Not only that, 79% of the hotels and guestrooms provide the Internet

facilities and have an extra charge for using those the Internet facilities and there are only

219 that are free of charge (Table 3.12).

Table 3.11 Accommodation Internet facilities

Accommodation Infernet Facilities | Frequency %
None 71 64.5
Business center 24 21.8
LAN in all room 5 4.5
Wireless in all room 5 4.5
Both LAN_and Wireless 5 4.5
Total 110 100

Table 3,12 Accommodation Internet fee

Internet fee Frequency %
Paid for 30 79
Free 8 21

Total 38| 100

In terms of online presence, table 3.13 shows that most of the respondents

had e-mail, e-mail booking and their own website, There were 68.5% of respondents had

e-mail, 51.8 had e-mail booking without the booking formn, and 34.1% had their own

website. There were only 0.6% for other online presence which was an electronic brochure.




Table 3.13 Online presence

" Oiiine Presence ' e Number

E-mail 855 243 685
E-mail Booking 355 184 51.8
Own website 355 121 34.1
Web in directory 355 56 15.8
Online form booking 355 52 14.6
Online real time booking 355 13 3.7
E-payment 355 18 5.1
Other online presence

365 2 0.6
(E-brochure)
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Moreover, the main reason that most of the companies, that had provided a

website for marketing, provided the up to date information, and shared information between

paitners. For the other website usage, they had used the website to commiunicate with the

head office (Table 3,14).

Table 3.14 Website usage

Usage
Website Usage Number
Frequency %

Marketing 355 138 38.9
Up to date Information 355 116 32.7
Sharing Information 355 66 18.6
CRM 355 64 18.0
Linking to GDS 3556 46 13.0
Other website usage

355 2 0.6
(Networking)

Table 3.15 shows that more than half of all the respondents, or 69% did

not have ICT support staff in their company and there were about 30.7% or 109

companies that had their own ICT support staff. Also, most of these companies had only
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one ICT support staff in their company which was 75.2%, nearly 22% had two ICT

support staff and the last 3.7% had three ICT support staff in their company (Table 3.16).

Fable 3.15 ICT support staff

v JCT. SUPPOTE SHALE oo ook FYQQUENCY e G
Do not have ICT support staff 245 69.0
Have ICT support staff 108 30.7

Total 354 99.7
Table 3.16 The number of ICT support staff
Number of ICT support staff Frequency %
1 82 76.2
2 23 211
3 4 3.7
Total 109 100

In terms of ICT staff recruitment plans, nearly half of all respondents or

40.3% did not have any plan to recruit ICT support staff, because they had enough staff

and some companies did not have enough budgets for it. There were 76 companies or

21.49% which had some plan to recruit more ICT support staff and the rest 38.2% were not

sure yet, the plan would depend on the future situation (Table 3.17).

Table 3.17 ICT staff recruitment plans

Plan to recruit more ICT staff

Yes, they have the recruitment plan

Not sure, depends on the future situation

No, they haven’t have any plan

Total

Frequency %
76 21.4
136 38.3
143 40.3
365 100

In terms of ICT training and retraining program that the companies provided

to their staff, there were about 50.2% of all the respondents that had trained their staff by

in house training which was on the job training and structured training (Table 3.18).




Table 3.18 ICT training and retraining programs

28.5

TCT Tesluing Program . |- Frequeiey | %

Do not have any training 166 46.8
On the job training 101

In house structured training 78 22.0

Pay for training outside the company 10 2.8

Total 355 100

Not only that, 2,89 of all the respondents

57

paid for their ICT staff to train

or retrain outside the company, Most of the respondents had organized ICT training or

retraining for their employees one to two times per year (23.19) and there were 16.9% of

all the respondents who organized ICT training or retraining less than one time per year also

the companics that organized more than two times per year (13.2%) (Table 3.19).

Table 3.19 The frequency of ICT training

Frequency of ICT training ~ | Frequency %
Do not have any training 165 48,5
Less than 1 time per year 60 16.9
1-2 times per year 82 23.1
More than 2 times per year 47 13.2

Total 354 89,7

Table 3.20 shows that only 16.3 % of all the respondents had some plans

about the budgeting for ICT training or retraining and there were 38.9% who still were not sure

whether to plan the budgeting for ICT training, the plan depended on the future situation and

also 44.8% of a]l-ncspondents did not have any budgeting plan for ICT training.

Table 3.20 The budgeting plan of ICT training

IC’Ij,train-i_ng".budgeting planning | Frequency | = %
No, we do not have any plan yet 159 44.8
Not sure, depends on the future

138 38.9

situation
Yes, we have planned already 58 16.3
Tatal 355 100
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3.1.3 Comparison of ICT infrastructure in different areas of business

As table 3.2 had shown the percentage of the type of businesses
categorized by area, therefore the percentages of the ICT infrastructure usage was based on
‘the number of respondents in each area, Bangkok with 140 respondents, Chiang Mai 81
respondents, Phuket 108 respondents and Ubon Ratchathani with 26 respondents.
Therefore, firstly telephone was used by all companies from all four regions which was
100%. The second most used ICT hardware were computers used by over 90% of all the
respondents from Bangkok, Chiang Mai and Phuket, and 73.1% of the respondents from
Ubon Ratchathani. The third, 78.6% of the respondents in Bangkok, 86.1% of the
respondents in Phuket, and 65.4% of the respondents in Ubon Ratchathani had used
facsimile, but there were 67.9% of the respondents in Chiang Mai had used printers.
Additionally, a Chi-square test was performed to determine whether differences in ICT
hardware usage in the different areas were significant. It was considered significantly
different at 95% of confidence interval, that means the area of business had an impact to
ICT hardware usage except the other ICT hardware usage (Table 3.21).

In terms of the ICT software usage, most of the ICT software used in all
arcas was Microsoft, the next in the rank was Amadeus, and other ICT software such as
Galileo, Worldspan, Easy Account etc., respectively. In Bangkok, 90.7% of all the
respondents had used Microsoft, 42.1% used Amadeus, and 32.1% used other ICT
software, In Chiang Mai, 98.8% of all the respondents had used Microsoft, 11.1% used
Amadeus, and 9.9% used other ICT software. In Phuket, 91.7% of all the respondents had
used Microsoft, 12% used Amadeus and other ICT software, and 11.1% used Micros. Also
in Ubon Ratchathani, there were 73.1% of all respondents had used Microsoft, 19.2% used
Amadeus, and 11.5% used others ICT software. Moreover, a Chi~square test at the
significant level at 0.05, indicated statistically significant differences in ICT software usage
between the 4 regions except the micros software usage (see table 3.21 for details).

For the ICT connection, most ICT connection used by respondents was the
Internet, the next was e-mail, and the third ICT connection used was LAN/WAN. In
Bangkok, 90.7% of all the respondents had the Internet, 88.6% had ¢-mail, and 409% had
LAN/WAN. In Chiang Mai, 95.1% of all the respondents had the Internet, 63.0% had e~
mail, and 14.8% had LAN/WAN, In Phuket, 87% of all the respondents had the Internet,
80.6% had e-mail, and 25% had LAN/WAN. In Ubon Ratchathani, 57.7% of all the
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respondents had the Internet, 50% had e~mail, and 23.1% had LAN/WAN in their
company. Moreover, a Chi~square test was performed to determine whether differences in
ICT usage in the different areas were significant, It was considered significantly different at
95% of confidence interval that means that the area of business had an impact to ICT
facilities usage except the Witeless Internet and Intranet.

For the computer usage, the three main reasons of using the computer were
document recording, the Internet access, and customer database., In Bangkok, 90% of all
respondents used computer to record document, 84.3% used computer to access the
Internet, and 62.1% used computers to record customer database. In Chiang Mai, 90.1%
of all respondents used computers to record documents, 74.1% used computers to access
the Internet, and 56.8% used computers to record customer database. In Phuket, 88% of
all the respondents used computers to record documents, 84.3% used computers to access
the Internet, and 68.5% used computers to record customer database. Also in Ubon
Ratchathani, 73.1% of all the respondents used computers to record documents, 53.89%
used computers to access the Intemet, and 46.2% used computers to record customer
database. Moreover, a Chi-square test at the significant level of 0.05, indicated that there
were no statistically significant differences in computer usage between the 4 regions (see
table 3.21 for details) that means the different areas of business had no impact to the
reason of computer usage except the Internet access and other reasons,

In terms of online presence, E-mail was most used in Bangkok, Chaing
Mai, and Phuket, the next was e-mail booking and the third was own website. In Bangkok,
83.6% of all the respondents that presented online by e-mail, 72.9% presented online by
e-mail booking, and 35.7% presented online through their own website, In Chiang Mai,
50.6% of all the respondents used e-mail for online presence, 34.6% presented online by
e-mail booking, and 27.2% presented online through their own website. In Phuket, 63.49%
of all the respondents had e-mail, 42.6% presented online by e-mail booking, and 40.7%
presented online through their own website. But in Ubon Ratchathani, the main online
presence channel was web in directory which was 42.39%, the next was online presence by
e-mail which was 38.5% and 30.8% that prcsénted online by e-mail booking, Moreover,
a Chi-square test at the significant level at 0.05, indicated that the statistically significant
differences in online presence between the four regions were on web in directory, e-mail,
e-mail booking, and online form booking, except own website, e-payment, and other

online presence (see table 3,21 for details).
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In terms of website usage, 37.1% of all the respondents in Bangkok had
used their website for marketing and providing the up to date information, 22.9% used the
website for linkage with GDS, and 22.19 used a website for sharing information between

partners. In Chiang Mai, 33.3% of all the respondents used their website for marketing,

27.29% used the website for providing up to date information, and 19.8% used a website

for CRM and sharing information. In Phuket 45.49% of all the respondents had used their
websites for marketing, 30.6% used the website for providing up to date information, and
15.7% used the website for sharing information. In Ubon Ratchathani, 38.5% of all the
respondents had used their website for marketing, 3.6% used the website for providing up
to date information, and 11.5% used the website for CRM and linking to GDS. Moreover,
the significant difference of areas of business had no impact to website usage by using the
Pearson chi-square test at the significant level at 0.05 except linking to GDS.

Not only that, the significant difference in area of business had an impact to
accommodation Internet facilities by using the Pearson chi-square test at the significant
level at 0.05 (P=0,019). In contrast, the significant difference between areas of business

had no impact to accommodation Internet fee (P=0.667) (Table 3.21).

Table 3.21 The comparison between the areas of business with the ICT infrastructure

Area of Business Pearson Chi-Square
Ubon
Bangkok Chiang Mai Phuket
Ratchathant
ICT Infrastructure Sig.
Value df

oy B B » (2-sided)

g g g :

2 % = % 2 % a3 %

Z g 3 £

<2 = ) =
ICT Hardware
Telephone 140 100 81 100 108 100 26 100
Facsimile 110 | 78.6 49 | 60.5 93 | 86.1 17 | 654 18.715 3 0.000
Photocopy

96 | G8.6 27 } 33.3 62 | 574 51 19.2 38,963 3 0,000
Machine(X-Rox)
Comptiter 128 | 914 80 | 98.8 101 ; 93.5 19 | 73.1 18.866 3 0.000
Printer 107 | 76.4 55 | 67.9 89 | 82,4 11 | 42.3 19.433 3 0,000
Credit Card

71 | 50.7 23 | 284 71 | 65.7 9 | 34.6 28.190 3 0.000
Maclhine
Oihers 5 3.6 1 1.2 4 3.7 0 o 2.096 3 0,553
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Table 3.21 (Continued)

m(.ié:-;i.é;(ij B

_ Ubon
Bangkok Chiang Mal |~ Phuket R " )
ICT Infrastructuré atchathani . Sig.
Value ---}--df-
B P .
2 % | & % 3 % 21 %
g £ g g
= = = =
ICT Software
Microsoft 127 | 0.7 80 | 98.8 89 { 91.7 18 | 73.1 17.048 3 0.001
Amadeus 59 | 4%.1 921 111 13 | 12.0 51 19.2 41.167 3 0.000
Micros 10 7.1 2 2.5 12 | 1.1 1 3.8 5.727 3 0.126
Abacus 31 ] 221 3 3.7 3 2.8 4] 0.0 34.301 3 0.000
Others 45 [ 32.1 8 9.9 13 ] 12,0 3| 115 23.974 3 0.000
ICT Connection
Intemet 127 | 90.7 17 | 95.1 94 | 87.0 15 [ 57.7 27.842 3 0.000
Wireless Intemet 13| 13.6 4 4.9 17 | 15.7 3| 1158 5.540 3 0.136
E-mail 124 | 88.6 51 | 63.0 B7 | 80.6 13 { 50.0 31471 3 0.000
Intranet 1 5.7 1 1.2 G 5.6 2 7.9 3.127 3 0.372
LAN/WAN 56 | 40.0 12 | 14.8 27 | 25,0 6 | 231 17.573 3 0.001
Computer Usage
Customer Database 87 | 62.1 46 | 56.8 74 | 68.5 12 ]| 46.2 5.621 3 0.152
Product Database b4 | 38.8 21 | 26,9 31 | 28.7 61 231 5.G52 3 0.130
Internet Access 118 | 84.3 60 | 74.1 91 { 84.3 14 | 53.8 15.544 3 0.001
Document Record 126 | 90.0 73 | 90.1 95 | 88.0 19 { 73.1 6.428 3 0.093
Web Design 36 | 25.7 22 | 27.2 29 | 26.9 i 3.8 6.672 3 0,083
Qthers 10 7.1 0 0.0 2 1.9 0 0.0 10.584 3 0.014
Online Presence
Web in directory 17 | 121 16 | 18.5 13 | 12.0 11 | 42.3 16.761 3 0.001
Own website 50 | 35.7 22 | 27.2 44 { 40.7 65| 19.2 G.577 3 0.087
E-mail 117 | 83.8 41 | b0.6 756 | 69.4 10 | 38.5 37.628 3 0.000
E-mail Booking 102 | 72.9 28 | 34.6 46 | 42.6 81 30.8 42.771 3 0.000
Online form
26 { 18.6 b 6.2 19 | 176 2 7.7 8.133 3 0.043
booking
E-payment 10 7.1 2 2.6 [ 5.6 0 0.0 3.830 3 0.280
Other online
i 0.7 ¢ Q.0 1 0.9 0 0.0 917 3 0.821
presence
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Table 3.21 (Continued)

a1

: S | o 3| Ubon :
Bangkok | Chiang Mai Phuket . o
ICT Infrastructure : Ratchathani - _ Sig.
_— Value | -4r
= P
LI E| T el gl
= = = =
Website Usage
CRM 30 | 21.4 i6 19.8 15 13.9 3] 1158 3.262 3 0.354
Linking 10 GDS 32 | 22.9 3 3.7 8 7.4 3] 11,5 | 21.311 3 0.000
Sharing Information 311 22.1 16 | 19.8 17 | 15,7 2 7.7 3.859 3 0.2717
Marketing 52 | 37.1 27 | 33.3 49 { 454 10 | 38.5 3.143 3 0.370
Up 1o date
52 | 371 22 [ 27.2 33 | 30.6 91 3486 2.655 3 0.448
Information
Other website usage 0 0.0 0 0.0 2 1.9 0 0.0 4.600 3 0.204
Accommodation Internet Facliities
Business center 14 | 46.7 3 9.7 4] 121 3| 18.8 | 24.248 12 0.019
LAN in all room 0 0 3| 87 2| 61 o] oo
Wireless in all room 2 8.7 0 0.0 2 6.1 1 6.3
None 14 | 46.7 22 {1 71.0 23 | 69.7 12 | 75.0
Both LAN and
0 0 3 9.7 2 6.1 0 0.0
Wireless
Total 30 100 31 100 33 100 16 100
Accommodation Internet Fees
Free 2 13 21 22,2 3| 333 1 25.0 1.566 3 0.667
Paid for 14 88 T 77.8 6 | 66.7 3] 75.0
Total 16 100 9 100 9 100 4 100

Remark: Chi-square were used to

groups

test for statistically significant differences between

3.1.4 Comparison of ICT infrastructure between travel agents and

accommodation

According to table 3.2 which shows the number of respondents categorized

by the type of area, there were 243 respondents or 68.5% Travel Agents and 112
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respondents or 31.5% Accommodation or hotels and guesthouses. Therefore, the percentage
on table 3.22 was based on the number of respondents in each type of business.
In terms of ICT hardware usage, all of the travel agents and accommodation

respondents had used telephone, 97.9% of travel agent respondents used computer, and

'84.4% of the travel agent respondents used facsimile which was a little different from the

accommodation respondents which showed 80.4% of them used computers and 54.5%
used printers. Moreover, the significant difference between the areas of business had an
impact on ICT hardware usage by using the Pearson chi-square test at the significant level
at 0.08, except other hardware usage (more detail on table 3.22),

For ICT software usage, there were some differences in software usage
between travel agents and accommodation. The most three ICT software used by ftravel
agents were Microsoft, Amadeus, and others software but the most three ICT software were
used by accommodations were Microsoft, other software, and Micros. 97.1% of the travel
agent respondents used Microsoft, 35% used Amadeus and 20.2% used others software
such as Galileo, Worldspan, TOPEX, etc. In accommodation, 79.5% used Microsoft,
17.9% used other software such as HIS, SMART, Easy Account, etc., and 6.3% used
Micros. Besides, the significant difference in the area of business had an impact to ICT
software usage by using the Pearson chi-square test at the significant level at 0.05, except
the micros software usage.

In terms of ICT connection, the Internet, e-mail, and LAN/WAN were the
most three ICT connections that were used by the respondents. On the travel agents side,
95.5% of all the respondents had used the Internet, 88.1% had used e-mail, and 33.7%
had used LAN/WAN which was similar to the accommodation side which was that 72,39
of all the respondents had used the Internet, 54.5% had used e-mail, and 17% had used
LAN/WAN. Moreover, none of the companies had used extranet. In addition, the
significant difference in the type of business had an impact to ICT connection usage by
using the Pearson chi-square test at the significant level at 0.05, except Wireless Internet and
Intranet usage.

In terms of computer usage, the main three reasons of computer usage were
document recording, the Internet access, and customer database. On travel agent side,
95.9% of all the respondents had used computers for document recording, 90.9% had used
computers to access Internet or surf the Internet, and 67.1% had used computers to record

a customer database. Also, 71.4% of all accommodation respondents that had used
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computers for document record, 55.4% had used computers to access Internet and 509
had used computers for customer database. Moreover, the significant difference in the type
of business had an impact to computer usage by using the Pearson chi-square test at the
significant level at 0.05, except others reason of computer usage.

- For online presence, the most 3 online presence channels of all respondent
were e-mail, e-mail booking, and their own website, Travel agents, there were 79.4% had
presented online by their own e-mail, 56.4% had presented online by e-mail booking, and
34.6% had presented online by their own website as similar as accommodation
respondents, which was 44.6% had presented online by their ¢~mail, 429 had presented
online by e-mail booking, and 339 had presented online by their own website. In addition,
the significant difference in the type of business had no impact on the online presence by
using the Pearson chi-square test at the significant level at 0.05, except E-mail and E~
mail booking.

For website usage, 38.7% of all the travel agent respondents had used their
websites for marketing, 33.7% had used the website for providing up to date information,
and 21.4% had used the website for sharing information among partners. Also, 39.3% of
all the accommodation respondents had used their website for marketing, 30.4% had used
the website for providing up to date information, and 16.19 had used the website for
CRM. Moreover, the significant difference in the type of business had no impact to website
usage by using the Pearson chi-square test at the significant level at 0.05, except linking to

GDS (Table 3.22).




65

Table 3.22 The comparison between ICT infrastructure and fype of business

-5'?"1;3;pe' of Business i
ICT Infrastructure | Frequency Travel Agenf Acc.omr;m.da.tion : 18 Sig.
Value df
Frequency % Frequency % _ (2-slded)
| ICTHardmre e
Telephone 355 243 100.0 112 100.0
Facsimile 269 205 - 84.4 B4 57.1 30.942 1 0.000
Photocopy Machine 190 151 62.1 39 34.8 23,000 1 0.000
Computer 328 238 97.9 g0 80.4 33.737 1 0.000
Printer 262 201 82.7 61 54.5 31.649 1 0.000
Credit Card Machine 174 131 53.9 438 38,4 7.386 1 0.007
Other 10 4 1.6 6 5.4 3.857 1 0.050
ICT Software
Microsoft 325 236 97.1 89 79.5 30.888 1 0.000
Amadeus s 85 35.0 1 0.9 48.525 1 0.000
Micros 25 18 7.4 7 6.3 157 1 0.692
Abacus 37 37 15.2 V] 0.0 18,038 i 0.000
Others 69 49 | 202 20 | 17.9 261 | 1 0.610
ICT Facilities
Intemet 313 232 85,5 81 72,3 39,394 1 0.000
Wireless Intemet 43 33 13.6 10 8.9 1.558 1 0.212
E-mail 275 214 88.1 81 54.5 49.585 1 0.000
Intranet 17 12 4.9 5 4.5 .038 1 0.846
Extranet 0 0 0.0 0 0.0
LAN/WAN 101 82 33.7 19 17.0 10,605 1 0.001
Computer Usage
Customer Database 219 163 67.1 56 50.0 9.461 1 0,002
Product Database 112 87 35.8 25 22.3 6.452 1 0.011
Internet Access 283 221 90.9 62 55.4 60.058 1 0.000
Document Record 313 233 85.9 80 71.4 43.858 1 0.000
Web Design 88 71 29.2 17 15.2 B8.1056 1 0.004
Others 12 8 3.7 3 2.7 247 1 0.619
Online Presence
Web in directory 56 33 13.6 28 20.5 2.792 1 0.085
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Table 3.22 (Continued)

ICT Infrastructure | Frequency Travel Agent Acébfﬁmodaﬂoﬁ' S ng
- - Yalue | df |
Frequency % Frequency % : (2-sided)
Owiwebsie 1T iar ] sd ] dae] 37| msol  woss] 11 eqerl T
E-mail 243 183 79.4 50 44,6 42.945 1 0.000
E-mail Booking 184 137 56.4 47 42.0 6.380 i 0.012
Online form booking 52 39 16.0 13 11.6 1.210 1 0.271
Cualine real time
13 11 4.6 2 1.8 1.633 1 0.201
booking
E-payment 18 13 5.3 "5 4.5 J1z (1 0,737
Other online
2 2 0.8 o 0.0 927 1 0.336
presence
Website Usage
CRM 64 48 18.9 18 16.1 424 1 0.515
Linking to GDS 46 43 17.7 3 2.7 15.328 i 0.000
Sharing Information 66 52 21.4 14 12.5 4.012 1 0.045
Marketing 138 94 38.7 44 39.3 012 1 0.914
Up to date
116 82 33.7 34 30.4 400 1 0.627
Information -
Other website usage 2 2 0.8 0 0.0 827 1 0.336

Remark: Chi-square were used to test for statistically significant differences between

groups

3.1.5 Comparison between ICT infrastructure and year of company

establishment

_ According to table 3.4 which shows the percentage of respondents
categorized by the year the company was established, and the companies established before
1990 was 73 companies, during 1991-1995 was 78 companies, during 1996-2000
was 67 companies, during 2001-2005 was 100 companies, and 37 companies had been
established between 2006-2007. Therefore, the percentage that shows on table 3.23 was
based on the number of all the respondents in each year they were established.

In terms of ICT hardware usage, firstly all of the respondents used

telephone or 1009, The next ICT hardware that most used was computer. Second, 89% of
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the companies that were established before 1990, 919% of companies established between
1991-1995, and 92.5% of the companies established between 1996-2000. Third, 969
of company that had established on 2001-2005, and 91.9% of the companies that were

established between 2006-2007 used computers, Besides, the other third__ ICT hardware

was mostusedby tespondents were printers and facsimile and more than 70% of the
companies that were estaﬁlished between 19912005 used printers, and nearly 809% of the
companies that were established before 1990 and 2006-2007 used facsimile. Moreover,
the significant differences of the year a company was established had no impact on ICT
hardware usage by using the Pearson chi-square test at the significant level at 0.05 (Table 3.22).

For ICT software usage, the most three ICT software used by companies
which were established before 1990 and between 1996-2000 were Microsoft, Amadeus,
and other software. 89% and 919 of those two groups had used Microsoft, 38.4% and
28.4% had used Amadeus, and 21.9% and 11.9% had used other software such as
Galileo, Worldspan, etc., respectively. Also, the other three ICT software inostly used by
companies established between 1991-1995, and between 2001-2007 were Microsoft,
other software, and Amadeus. 89.7% of the companies that were established between
1891-1995, 95% of the companies that were established between 2001-2005, and
91.9% of the companies established between 2006-2007 had used Microsoft, there was
25.6% of the companies established between 1991-1995 and about 18% of the
companics established between 2001-207 had used other software such as Galileo,
Worldspan, etc., and 23.1% of the companies that were established between 1991-1995
and around 16% of the companies established between 2001-2007 had used Amadeus.
Moreover, the significant difference of the year a company was established had no impact
to website usage by using the Pearson chi-square test at the significant level at 0.05,
except the micros software usage.

For the ICT connection, companies that were established before 1990 had
used the Internet (83.6%), e-mail (76.7%), and LAW/WAN (37%). 88.5%, 79.5%,
and 17.9% of the companies that were established between 1991-1995 use the Internet,
e-mail, LAN/WAN, respectively. 919, 80.6%, and 38.8% of the companies established
between 1996-2000 used the Internet, e~mail, and LAN/WAN, respectively the same as
companies that were established between 2001-2005, 90%, 74%, and 27% used the
Internet, e-mail, and LAN/WAN, respectively, But 86.5% of the companies that were
established between 2006~2007 used the Internet, 78.4% used e-mail, and 18.99 used
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Wireless Internet and LAN/WAN. Besides, the significant difference in the year when a
company was established had no impact to website usage by using the Pearson chi-square
test at the significant level at 0.05, except LAN/WAN usage.

. Intenms of computer usage, most three reasons for using computers in the
company that were established between 1990-2005 were document recording, the Internet
access, and customer database. There were more than 80% of the companies that used
computer for document recording, about 709%-849% used computer to access the Internet,
and about 50%-70% used computer for customer database. Moreover, 78.4% of the
companies that were established between 2006-2007 used computers to record documents
and access the Internet, 56.8% of these companies used computers to record their customer
database, and 27% of them used computers to design their website and record product
database. In addition, the significant differences in the year a company was established had no
impact to computer usage by using the Pearson chi-square test at the significant level at 0,05,

Also, the most three online presence channels were e-mail, e-mail
booking, and their own website. Most of the respondents presented themselves online by e~
mail which was between 64.4%-71%, companies who presented themselves online by e~
mail booking was between 46%- 56.4%, and about 27.4%-upper than 38% presented
themselves by their own website. In addition, the significant differences in the year a
company was established had no impact to online presence by using the Pearson chi~square
test at the significant level at 0.05.

For the website usage, the most three recasons of using a website by
companics that were established before 1990 and between 1996-2000 were marketing
(35.6% and 38.8%, respectively), to provide up to date information (81.5% and 32.8%,
respectively), linking to GDS and sharing information among partners (20.5%) but
companies that were established between 1996-2000 used their website for sharing
information among partners which was 25,49, The most three reasons of using a website
by companies established between 1991-1995 and 2001-2005 were marketing (37.2%
and 449%, respectively), to provide up to date information (29.5% and 349,
respectively), and CRM (16.79% and 249%, respectively). Besides, 37.8% of the
companies that were established between 2006-2007 used a website for providing up to
date information, 35.1% used the website for marketing, and 18.9% used the website for
CRM. In addition, the significant differences in the year the company was establish had no

impact to website usage by using the Pearson chi-square test at the significant level at 0.05,
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Moreover, the significant difference in the year the company was

established had no impact to accommodation Internet facilities and Internet fees by using

the Pearson chi-square test at the significant level at 0.05 (P=0.163 and P=0.464)
(Table 3.28).

Table 3,23 The comparison between ICT infrastructure and year of company establishment

Year of Establishment
Before 1091- 1996- 2001- 2006- Pearson Chi-Square
ICT- 1990 19956 2000 20056 2007

Infrastructure B & o 5 5

= [+ = = =

g 5 g 3 g

g £ g g £ Ste:

Ble 15l e 15 e | = | % =] & | vawe | ar | (2-sidea)
ICT Hardware
Telephone 73 100 78 100 687 100 100 100 37 100
Facsimile 58 | 79.56 | 57 1 73,1 | 49 | 731 76 76 29 78.4 1.241 4 0.871
Photocopy

40 | 54.8 | 41 | 52.6 35 | b2.2 53 53 21 56.8 287 0.991
Machine 4
Computer 65 89 71 91 62 | 92.5 96 96 34 91.9 3,241 4 0.618
Printer 50 | 68,56 | 58 | 74.4 | 51 | 76.1 7 77 26 70,8 2.030 4 0.730
Credit Card

39 | 53.4 | 36 | 46.2 31| 46.3 49 49 19 | 51.4 1.107 0.893
Machine 4
Others 2 2,74 5 6.4 1 1.5 1 1 1 2.7 5.318 4 0.256
ICT Software
Microsoft 65 89 0| 89.7 | 61 91 95 95 34 | 919 2.489 4 0.647
Amadeus 28 | 38.4 | 18 | 23.1 19 | 28.4 15 15 6 16,2 14.549 4 0.006
Micros 8 11 3 3.9 Vi 10.4 4 4 3 8.1 5,693 4 0.232
Abacus 10 | 137 | @ 11,6 6 g 8 8 4 10.8 1.732 4 0.785
Others 16 | 21.0 | 20 | 25.6 8 11.9 18 18 ¥ 18.9 4.747 4 0.314
ICT Connection
{ntemet 61 | 83.6 | 69 | 88.5 | 61 91 90 90 32 86.5 2.445 4 0.655
Wireless

12 16.4 4 | 5.13 7] 104 13 i3 71 18.9 6.716 4 0.15%2
Internet
E-mail 66 | 76,7 | 62 | 79.5 | 54 | 80.6 T4 74 29 | 78.4 1.288 4 0.863
Intranet 7 9.6 3 3.9 3 4.5 4 4 0 ¢ 5.853 4 0.210
LAN/WAN 27 37 14 { 179 | 26 | 38.8 27 21 1 13.9 12,123 4 0.016
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Table 3.23 (Continued)

.;:.:;_‘.:Ygér:,-or_Eg;:b_il_i_sh_lper_!t_ _ ) o
Before 1961- | 1996- | =2001- 2006- Pearson Chi-Square
ICT 1990 1995 2000 2005 2007
--lnfrasfructuru__ - z‘ E— 8_. .. 5’ s. . 31‘
[ o [~} [+ =
QU [ [ 4 @ -
= = = = = Slg.
g £ g I
R % e % B % o % = % Yalue df (2-sided)
Computer Usage
Customer
48 65,8 | 45 { 57.7 | 35 | 58.2 70 70 21 | 56.8 6.873 4 0.143
Database
Product :
23 316 22} 28.2 16 | 23.92 41 41 10 27 6.715 4 0.152
Database
Internet
52 T71.2 1 63 | 80.8 65 | 82.1 84 84 20 | 78.4 4.712 4 0.318
Access
Document
62 B4.9 | 70 | B9.7 | 58 | 86.86 94 94 29 | 784 7.743 4 0.101
Record
Web Design 19 26 19 | 24.4 16 | 23.9 24 24 10 217 .230 4 0,994
Others 4 5.5 5 6.4 1 1.6 2 2 (¢} 0 5.7386 4 0,216
Online Presence
Web in
13 17.8 8 103 13 | 19.4 15 15 71 18.9 2.999 4 0.558
directory
Own website 20 274 | 26 | 33.3 | 25 | 318 38 338 12 32.4 2.611 4 0.643
E-mail 47 64.4 65 | 70.5 | 45 | 67.2 71 71 25 67.6 1.078 4 0.898
E~mail
39| 534 (| 44 | 564 | 36 | 53.7 46 46 19 | 51.4 2,192 4 0.701
Booking
Online form
. 15 20.5 8 10,3} 10 | 149 13 13 61 16.2 3.630 4 0473
booking
Online real
. 3 4.1 2 2.6 2 3 4 4 2 5.4 746 4 0.946
time booking
E-payment 3 4.1 4 5.1 6 9 4 4 1 2.7 2.885 4 0.677
Other online
1 1.4 0 0 1 1.5 0 4] ¢ L] 3.098 4 0.642
presence
Website Usage
CRM 13 17.8 | 13 | 6.7 T 10.4 24 24 7 18.9 5.139 4 0273
Linking to
156 | 20.5 6 7.7 9 [ 134 11 11 5| 13.5 6.010 4 0.198
GDS
Sharing
. 15 20.5 10| 12.8 17 | 254 18 18 61 16.2 4.098 4 0.393
Information
l\.’[arkeling 286 356.6 29{ 37.2 | 26 | 38.8 44 44 13 351 1.744 4 0.783
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Table 3.23 (Continued)

o Year o.f.Es_I:i_bllshmen_t‘ _ . ST
Before |. 1991~ | 1996- 2001- | 2006- Pearson Chi-Square
IcT | 1980 1995 | 2000 - 2008 2007

] g g g g

=] = =5 =5 =]

g A g g : E‘ g Slg.

Bl % | =% =] % = % = % Value | -df | (2-sided)
Up to date

23 | 31.56 23} 29.6 | 22 | 32.8 34 34 14 37.8 935 4 0.920
Information
Qther website

0 ¢ 0 o 2 3 [¢] 4] 0 0 8.646 4 0.071
usage
Accommadation Internet Facilitles
Business

5 22.7 ] 16.7 3 16.7 6 20.7 5 ] 45.6 21.417 16 0.163
cenler
LAN in all

0 0 1 3.3 2 11.1 0 0.0 2] 18.2
room

Wireless in all

room
None 16 68.2 24 80 11 | 61.1 19 65.5 2 18.2
Both LAN and
1 4.6 0 4] 1 5.6 2 6.9 1 2.1

Wireless

Total 22 30 18 28 11
Internet Fees
Free 1 14.3 2 33.3 2 28.6 3 30 ] 4] 3,580 4 0.464
Paid for 6 85.7 4 66.7 ] 71.4 7 70 8 100

Total 7 100 i} 100 7 100 10 100 8 100

Remark: Chi-square were used to test for statistically significant differences between

groups
3.1.6 Comparison between ICT support and type of business

In terms of ICT support, the percentage of companies that had their own
ICT support staff showed not much difference between Travel agents and accommodation
also most of them had only one ICT support staff. Although, 40.3% of the travel agent
respondents that had not any plan to recruit more ICT support staff but also there were
43.8% of accommodation respondents that still were not sure and were waiting to see the

future situation. However, 55.2% of the travel agents and 40.29% of accommodations
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provided in-house structure training and retraining to their staff also they had organized
those ICT trainings one to two times per year. Moreover, there were less than 20% of the

respondents that already had a training budgeting plan, In addition, the Chi-square test was

performed to determine whether differences in the type of businesses among ICT support

were not significant. It was considered significantly different at 95% of confidence interval
that means the type of business had no impact to ICT support except the ICT training
budget plan (Table 3.24).

Table 3.24: The comparison between ICT support and type of business

Type of Business
Pearson Chi-square
ICT Support Travel Agent Accommodation
F % |F % | vae |ar| %
requenc . reqguenc atue
1 y ’ 4 ¥ v (2-sided)
ICT support staff 76| 31.3 33} 29.5 0,085 | 1 0.770
Number of ICT supporier
1 58 | 23.9 24} 21.4 4.021 | 2 0.134
2 17 7.0 6 5.4
3 1 0.4 3 2.7
Recruitment Plan
Yes, they have the
58 23.9 18| 16.1 B.799 | 4 0.066
recruitment plan
Not sure, it depends on
87| 3b.8 49 | 43.8
future situation
No, they do not have the
98| 40.3 45 | 40.2
recruitment plan
ICT Training and retraining program
In house training 58 | 23.9 20 | 17.9 7.204{ 3 0.066
On the job training 76| 31.3 261 22.3
Pay for training outside the
7 2.9 3 2.7
company
Do not have any training
102 | 42.0 64 | 57.1
program
Frequency of training
Less than 1 time per year 46 | 18,9 i4| 12.5 6,922 3 0.074
1-2 times per year 61 25,1 21| 18.8
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Table 3.24 (Continued)

© T Type of Business R
e ‘Pearson Chi-square
ICT Support Tf‘avgl Age;lt Accommodation
. . , sig.
F_requency G Freque“cy Aoy N alue - - g
More than 2 times per
34| 14.0 13| 11.6
year
Budgeting plan of ICT Training
Yes, we have plan already 41| 16.9 17] 152 7.941 | 2 0.019
Not sure, depend on the
105 | 43.2 33| 29.5
future situation
No, we do not have any
97 39.9 621 554
plan yet

Remark: Chi-square were used to test for statistically significant differences between

groups

3.1.7 Comparison between ICT support and year of company

establishment

Table 3.25 shows the percentage of ICT support bases on the year the
company was established, the highest percentage of the company that had their own ICT
support staff were companies that were established between 1996-2000 (44.8%), the
next highest were companies that were established before 1990 (38.4%), and the third
highest were companics that were established between 2001-2005 (26%). Also those
companies were the three highest percentage of the companies which had only one ICT
support staff 38.8%, 81.5%, and 19%, respectively (see table 3.25 for details)., On the
other hand, some companies had two ICT support staffs that the highest percentage was the
company that were established between 1991-~1995 (7.7%), the next highest were
companies that were established between 2001-2005 (7%), and the third highest were
companies that were established before 1990 (6.8%). In addition, the Chi-square test at
95% of confidence interval indicated statistically significant differences in ICT support staff
between the differences in the year of company establishment.

In terms of number of ICT supporter, less than 30% of all the respondents

had planed to recruit new ICT supporter with the highest percentage were companies that

G T
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had been established before 1990 (28.8%), the next highest were companies that were
established between 2006-2007 (24.49), and the third highest were companies that were
established between 2001-2005 (22¢9). In addition, the Chi-square test at 95% of

confidence interval indicated statistically significant differences in number of ICT supporter

betwcen the di.f.férér.lt.years of company establishment.

Besides, companies established before 2001 were the highest percentages
of all respondent groups that did not have any ICT recruitment plan which was 47.8% of
the companies established between 1996-2000, 43.8% of the companies that were
established before 1990, and 39,7% of the companies that were established between
1991-1995. Therefore, there were less than 30% of the respondents in each year of
company establishment had ICT staff recruitment plans. Moreover, the Chi-square test
indicated no statistically significant differences in ICT staff recruitment plans between the
different years of company establishment,

For the ICT training and retraining program, only the companies that were
established before 1990 provided in-house structure training to their staff more than on the
Jjob training 38.4% and 20.5%, respectively, otherwise they preferred to train by on the
Job training programs. Besides, there were less than 4% of the respondents in each year that
paid for staff to train outside the company. Morcover, the Chi-square test indicated no
statistically significant differences in ICT training and retraining programs and frequency of
ICT training between the different years the company was established.

In terms of frequency of ICT training or retraining, the companies that were
established before 1990 and between 2001-2005 had arranged training one to two times
per year for their staff or 31.5% and 309%, respectively, Companies established between
1996-2000 and 2006-2007 had arranged ICT training less than one time per year, and
only the companics that were established between 1991-1995 had arranged ICT training
more than two times per year to their staff (15.4%). Not only that, 23.3% of the
companies established before 1990, 19.2% of the companies that were established between
1991-1995, 13.4% of the companies established between 1996-2000. 129 of the
companies that were established between 2001-2005, and 18.5% of the companies that
were established between 2006-2007 had planed the budget for an ICT training program
already, otherwise they were not sure about the future situation and they did not consider

about it yet. Moreover, the Chi-square test indicated no statistically significant differences
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in budgeting planning for ICT training between the different ycars the company was

established.

Table 3.25 The comparison between ICT support and year of company establishment

Before | 1991- 1996~ 2001- 2006~
1990 4 1995 2000 - 2005 2007 Sig.
ICT Support 1. ' Value | df (-
F ol el )
gl % E|l® 2] % % -
= = 1 = 1 & =
ICT support staff | 28 | 38.4 | 18 | 231 30| 44.8| 26 | 260 | 7| 188 | 14067 | 4| o.007
Number of ICT supporter
1] 23 | 315 9 11.5| 286 3881 19 71 19.0 5 13.5 | 16.556 8 0,035

2 5 6.8 6 7.7 3 4.5 7 7.0 2 5.4

3 0 [ 3 3.8 1 1.5 0 0.0 0 0.0

Recruitment Plan

Yes, they have
the recruitment 21 | 28.8 | 14 18.0) 10 14.9) 22 | 22.0 9 24.4 | 22,921 | 16 0.118

plan

Not sure, it
depends on future 20 27.4 33 42,31 25 37.3] 42 42,0 16 43.2

situation

No, they do not
have the 3z | 438 | 31 39.7| 32 478 36 | 36,0 | 12 | 324

recrujtment plan

ICT Training and retraining program

In house training | 28 | 38.4 | 15 | 19.2| 13 | 104 16 | 160 | & | 16.2 | 19.601 | 12] o0.075

On the job
156 | 20.8 18 23.1} 22 32.8| 33 33.0 13 35.1

fraining

Pay for training
ontside the 2 2.7 1 13) 2 30| 4 40 |. 1 2.9

company

Do not have any
28 | 38.4 | 44 56.4] 30 44.8| 47 | 47.0 | 17 45.9

training program

Frequency of training

Less than 1 time

per year

14 1192 | 11 14311 13 1941 13 | 13.0 9 24.3 | 16.489 | 12 0.170
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Table 3.25 (Continued)

. Yearofestablistunent . | Pearson Chi-square
Before 1901- | 1e¢96- | 200i- | 200e- | - |
1990 1995 | . 2000 |- 2005 2007 Slg.
ICT Support  F T T T _— . valuet—ar) ¢zt
g g g - g sided)
g.. % | Bl | 2% | Ef® 2%
= ) = = =
1-2 times per
23 al1.5 11 14.1] 12 17,9 3o 30.0 8 16.2
year
More (han 2

11 1151 | 12 154f 9 134 10 | 100 & 13.5
limes per year

Budgeting plan of ICT Training

Yes, we have
17 | 233 | 15 | 19.2 g 13.4 12 12.0 5 13.5 7.559 8| 0.478

plan already

Not sure, depend
on the future 26 | 35.6 | 32 | 41,0 23 343 | 44 | 44.0 | 13 | 351

situation

No, we do not
30 41.1 31 39.7 35 b2.2 44 44.0 19 51.4

have any plan yet

Remark; Chi-square were used to test for statistically significant differences between

groups
3.2 Impacts of using ICTs by SMTEs

Respondents were asked to state level of agreement with 30 statements
related to ICT adoption and impacts. A Likert scale from 1 to 4 in which 4 was indicated
strongly agree, 3 was indicated agree, 2 was indicated disagree, and 1 was indicated
strongly disagree.

Table 3.26 shows the mean and standard division of the impact of ICT
usage in the respondents company. The respondents which strongly agreed on eight impacts
of ICT usage that were connecting with customers in real time, attracting more customers,
global market reach, communicate faster with customers, more distribution channels, sale
opportunities for dircct marketing, time saving and improve customer service. Moreover,
they agreed on 16 impacts of using ICT that were facing higher competition, easier day to
day operations system, improved planning ability, cost reduction, better interaction with

business partners, improve the range of company products, increased opportunities for new
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business partnerships, revenue growth, the business partners prefer face to face or phone

contact, customers prefer face to face contact, high cost of initial investment, increased

expense for ICT maintenances adoption, staff has problem using ICT, they need to go

online because other companies do it, higher risk of e-payment and difficulty to find |

qualified staff. Besides, the respondents disagreed on 6 impacts of using ICT that were

possible ICT failure increases, operation risk, the owner is not confident in using technology

in the business, the Internet has made the business of travel agents harder, the Internet has

made hotels less dependent on travel agents, the Internet marketing is not important for my

business and the Internet is not important for my business,

Table 3.26 Impacts of using ICTs

face or phone contact

Std. Level of
Factors N Mean -
Deviation Agreement
Connecting with customers in real time 355 3.41 0.567 | Strongly Agree
Attracting more customers 355 3.37 0.52 | Strongly Agree
Global market reach 355 3.36 0.55 | Strongly Agree
Communicate faster with customers 355 3.34 0.68 | Strongly Agree
More distribution channels 355 3.31 0.55 | Strongly Agree
Sale opportunities for direct marketing 3556 3.28 0.56 | Strongly Agree
Time saving 358 3.27 0.57 | Strongly Agree
Improve customer service 365 3.26 0.58 | Strongly Agree
Facing higher competition 358 3.21 0.62 Agree
Easier day to day operations system 355 3.19 0.56 Agree
Improved planning ability 355 3.18 6.56 Agree
Cost reduction 355 3.17 0.63 Agree
Better interaction with business
355 3.15 0.55 Agree
partners
Improve the range of compan
P g paty 354 3.12 6.61 Agree
products
Increased opportunities for new
355 3.12 0.51 Agree
business partnerships
Revenue growth 355 3.07 0.63 Agree
My business partners prefer face to
355 2.97 0.69 Agree




Table 3.26 (Continued)
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CAgree L

- : C CStd. - |0 Levelof
Factors ‘N S Mean | oo
. _ "Deviation . Agreenient
My customers prefer face to face
L8851 2,93 071l
‘contract, not the Internet
High cost of initial investment 354 2.92 0.78 Agree
Increase expense for ICT maintenances
355 2.83 0.69 Agree
adoption
Staff has problem using ICT 355 2.69 0.7 Agree
We need to go online because others
356 2.66 0.69 Agree
company do it
Higher risk of e-payment 3556 2.58 0.68 Agree
Difficult to find qualified staff 353 2.58 0.7 Agree
Possible ICT failure increases operation
355 2.48 0.71 Disagree
risk
I'm not confident using technology in
355 2.32 0.65 Disagree
my business
The Internet has made the business of
355 2.19 0.71 Disagree
travel agents harder
The Internet has made hotels less
355 2.17 0.7 Disagree
dependent on travel agents
The Internet marketing is not important
. 355 2.01 0.64 Disagree
for my business
The Internet is not important for my
365 1.96 0.68 Disagree
business

In order to reduce the large number of variables to several key factors,

factor analysis were used, Principal component and varimax rotation procedures were used

to identify orthogonal factor dimensions. The latent roots (Eigenvalues) criterion of 1.0

was used for factor extraction, and the factor loading values considered significant must be

greater than X 0.45 when interpreting the factor matrix of loadings. The factor analysis

aggregated the impacts of using ICT variables into 9 new factors that were; (1) Better

business’s service and operation, (2) Efficiency, (3) Scepticism, (4) Cost and

competition, (5) Risk and unconfident, (6) Marketing, (7) Effect of changing business
model, (8) B2B concerns, and (9) Better B2B (Table 3.27). Those new factors were
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derived with eigenvalue that were 2.81, 2.57, 2.33, 2.03, 2.02, 1.97, 1.94, 1,74, and

1.74, respectively, and accounted for 63.559% of the total variance.

Table 3.27 Factor analysis of ICT adoptions and impacts

Facmr T Vartance
Factor. Eigenvalue Explained
Loading '
(%)
Factor 1 Better business's service & operation (0.80)° 2.81 9.37
Revenue growth 0.64
Communicate faster with customer 0.49
Improve the range of company product 0.74
Improve customer service 0.78
More distribution channel 0.60
Easier day to day operation system 0.35
Factor 2! Efficiency (0.72) 2.57 8.58
Cost reduction 0.76
Time saving 0.79
Improved planning ability 0.65
Sale opportunities for direct marketing 0.36
Factor 3: Scepticism (0.81) 2.23 7.44
The Internet is not important 0.79
The Internet marketing is not important 0.78
Factor 47 Cost & competition {0.61) 2.03 6.78
Facing higher competition 0.45
High cost of initial investment 0.81
Increase expense for ICT maintenance 0.78
Factor 5: Risk & unconfident (0.71) 2.02 6.74
Possible ICT failure increase operation risk 0.61
Higher risk of e~payment 0.50
Difficuit to find qualified staff 0.60
Others company do it 0,73
Unconfident of using ICT 0.45
Factor 6: Marketing (0.68) 1.97 6.55
Global market reach 0.80
Attracting more customer 0,84
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Table 3,27 (Continued)

SR | | Variance
- - oV Factor | oo e T
Factor { Eigenvalue | 'Explained
Loading ‘ _
ol (B
Connecting in real time 0.50
Factor 7: Effect of Changing business model (0.62) 1.94 6.46
Staff has problem using ICT 0.61
Internet make the business of travel agent harder 0.74
Internet made hotel less dependent on travel agent 0,72
Factor 8! B2B concern (0.71) 1.74 5.81
Customer prefer face to face contract 0.82
Business partner prefer face to face or phone 0.84
Factor 9: Befter B2B (0.72) 1.74 5.80
Increased opportunities for new business
partnership 072
Better interaction with business partners 0.72
Total variance explained 63.65
a, Reliability score (Cronbach's alpha) for each factor grouping is shown in parentheses.

The new factors were divided into two main categories that were positive
attitude and negative attitude. In terms of positive attitude, there were four factors (15
variables) related to positive attitude that were better business’s service & operation,
efficiency, marketing, and better B2B calied “ICT adopter”. For the negative attitude or
“ICT averse”, there were five factors (15 variables) that were skepticism, cost &
competition, risk & unconfident, effect of changing business models, and B2B concerns.

In positive ways, most of the respondents strongly agreed on seven positive
variables that communication was faster with customers, improved customer service, time
saving, global market reach, attracting more customers, connecting in real time, and sales
opportunities for direct marketing, The last variable had the factor loading less than 0.45
but it was in closed relation with the Efficiency factor. Respondents also agreed with eight
positive variables that were revenue growth, improved range of company product, more
distribution channels, cost reduction, improved planning ability, increased opportunities for
new business partnerships, better interaction with business partners, and easier day to day

operation systems (the factor loading of the last variable is less than 0.45).
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For the negative way, most of the respondents agreed with nine negative
variables that were, facing higher competition, high cost of initial investment, increased

expense for ICT maintenance, higher risk of e-payment, difficulty to find qualified staff,

the company wants to be online because the other company do it, staff has problem inusing

| ICT, customer and business partners prefer face to face contact or phone contact more than
the Internet, that means those variables were the main obstacles of adoption ICT by
SMTEs. In contrast, the respondents did not agree on some negative variables that were the
Internet and the Internet Marketing was not important, possible ICT failure increased
operation risk, the owner is not confident in using ICT, the Internet made the business of
travel agents harder and the Internet made hotels less dependent on travel agents. Therefore,
those six variables were not the main obstacle of ICT adoption by SMTEs.

Moreover, table 3,28 shows the result of Independent T-tests between the
type of business and ICT attitude, where ICT Adopter was the mean of fifteen variables
indicating positive attitude towards ICT, and ICT Averse was the mean of the fifteen
variables indicating negative attitude. The T-value or statistical significance was accepted at
0.05. It resulted in the mean of ICT adopter of travel agents (3.2713) was higher than
accommodation (8,1750), in opposite, the mean of ICT averse of accommodation
(2.6565) was higher than travel agents (2.5234) that means more travel agents had a
positive attitude in ICT adoption than accommodation. Moreover, the different type of
business had an impact on the ICT adopter and ICT averse that T-value is 0.012 and
0.001 (see table 3.28 for details).

Table 3.28 Independent T~test between type of business and ICT user

Mean of Type of Business Independent Samples T-Test
ICT Attitude Travel Aggnt Accommodation | % df Sig. (2~tailed)
ICT Adopter 3.2718 3.1750 2.515 352 0.012
ICT Averse 2.56234 2.6565 -3.439 351 0.001

Remark: Independent T-test were used to test for statistically significant differences

between groups

Besides, ANOVA test was used to compare the difference of year which
had more than two variables with the F-value or statistically significant was accepted at

0.05, Table 3.29 shows that the differences in the year a company was established had no
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impact to ICT adopter and ICT averse (P-value = 0.201, 0,098) that meant cither the

older or the newer company had a similar attitude in impact of using ICTs,

Table 3.29 ANOVA Test of the year of company establishment and ICT user

Year of establish
ICT Adopter 4 1.502 0.201
ICT Averse 4 1.975 0.098

Remark: ANOVA test were used to test for statistically significant differences between

groups

3.3 Respondents Conmiments

The respondents gave some comments on the impact of ICT adoption and
grouped it into several topics that are:

In terms of customer relationship management or CRM, due to the number
of the Internet customers was increasing therefore, companies could reach more customers,
both Thai and foreigner customer than previously, and the number of direct customers
increased as well. Moreover, they could keep in touch with overseas customers via e-mail
that helped them to retain their customer. Not only that, for some companies that did not
provide e-mail booking but they had the royalty customer who had visited the place before
and could make the booking directly to the owner via a personal e-mail. Besides, the
number of guesthouse and hotel customer bookings via telephone had increased because of
the beautiful website that they designed. Moreover, the Internet gave more convenience for
interacting with customers and also with business partners because they could directly
communicate with customers and allowed easier access to get the product of their business
that resulted in increases numbers of guest visits.

In Contrast, the main negative impacts were that the number of customers
decreased both potential customers and their main customer or walk-in, Moreover, some
companies had faced more no-show customers who booked from e¢-mail. Not only that, the
number of Internet customers increased also e-booking customers, some companies like
offline companies had lost this group. Some of the newer companies that had established

their business with ICT and also online, those companies could steal the customers from the
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older companies who operated offline., Moreover, the number of walk~in customers
declined, therefore it was harder to sell the product of offline customer than previous.

In terms of operation systems, ICT provided casier and more convenient

process to interact with direct customers, faster communication and service to customers |

and business partners that they could check all information in the computer, They also could
save phone cost and time. Moreover, ICT gave them more convenience to run a business
with their partner who is located aboard, to be faster to check all information for customer
reservation from the Internet such as air fares, hotel room rates, and car rental rates, etc.
Also, the online company had better booking process. On the other hands, due to the
Internet connection which sometimes was too slow to run a business, therefore mistakes
would occur, When the speed of the Internet was very low, it affected the quality of the
service because of the slow response service to the customer. Besides, travel agents could
not check their e-mail booking that some customer who booked in last minute, so they lost
that customer, Moreover, travel agents faced harder to run businesses with hotels that had
their own website which allowed e-booking. Also, exchange of information was difficult to
do individually because there were a lot of conditions when they signed the contract.
Finally, complicated ICTs which most of the staff was unfamiliar with, resulted in making
mistakes.

For the revenue and cost, better operation and service could increase the
sale volume and revenue. Some hotels could save their commission cost that they used to
pay to online travel agents. Moreover, they could decrease expense from using the Internet
and website to interact with customers and business partners that they could contact a ot of
agencies through those channels. Travel agents had direct impacts on the volume of flight
bookings and hotel bookings, both in Thailand and overseas because some hotels and
airlines allowed custormers to do booking directly from the Internet. According that the
revenue or commission from selling hotel rooms and the airline booking was decreased with
less than the target sale and revenue volume. Not only that, the company that wants to be
online had to plan their budget for setting up a website: domain registration fees, hosting
design, maintenance and updating the website was expensive, Besides, it was high cost for
first investment and they had to hire skilled staff that had to be paid higher.

For the competition, companies that had established their company with
ICTs and also some companies that adopted ICTs later could gain more business power

from their e-mail and website, and also to deal with business partners. For the price
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competition, it had become the alternative choice for customers because the Internet price
sometimes was lower than rack rate so it should make customer wonder which one was
better between travel agents and the Internet. Moreover, increasing number of competitors
was one of the main effects to them because there were a lot of companies that operated the
samcproductandalsothe Intemet prowdedsxmllar .b.ﬁportunities for them. Meanwhile
customers could choose the one they prefeired, therefore they had to plan their business
more well-fitting, besides the other companies who had effective the Internet booking
systems could steal some of their potential customers from the other companies. Therefore,
there was a higher competition among onlinc companies and offline companies. Some
companies, who had done well with the Internet marketing, were normally international
companies to just deal and run the business through the Internet which is much easier and
direct affect to Thai companies who had to do marketing using other channels.

For the impact on marketing, the company could expand their market by the
Internet. Some companies could expand their market by solving problems with the guests
very fast so it offered satisfactory service. Moreover, they could. expand distribution
channels or increase more distribution channels to the world wide market and also could
reach global customers by posting pictures of their products and also some comments on the
web board pages. According to that, customers could check information and product before
they decided to purchase. Not only that, for some companies that registered with the famous
web search engines (Google.cqm) could be a world wide reputation more than others.
Besides, the Internet helps them to do better advertising, marketing public relations, and
other marketing activities.

In opposite, offline companies needed to plan the new promotion planning
in order to compete with the online companies and other competitors. The last one was if
they did not use ICTs, it was difficult and hard to do marketing because travel agents have
been cutting from the supplier and those companies had to develop all processes to be

suitable to the changing of the market,
3.4 Semi-structured interview resuits

Thirty small and medium-sized tourism business including owner, manager,

and supervisor were interviewed by researcher with some main questions.
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- The current situation of using ICT in their company and the reason of

adoption or non-adoption of ICT

For the company who adopted ICT mostly travel agent mentioned that they
for their service operations are computer, facsimile, telephone, printer-all of them the basic
machines that all businesses should have. For example, some of company mentioned that
telephone is the common machine which they use in order to communicate among business
partners and customers.

In contrast, some respondents mentioned about they are too small to operate
with professional equipments and software. For example small guesthouse with less than 10
guest rooms feel it is not necessary to operate with computer and no need to have online
presence. However, some small accommodations where do not present online, but they
allow the personal e-mail of owner to their royal customer in order to keep in touch with

customer,
~ The main benefits and weaknesses of using ICT

Most respondents mentioned the faster and easier business operation is the
main benefit of using ICT. In particularly important is computer usage, for example, for
writing invoice, daily records, daily reports, brochures, and so on. Also most respondents
mentioned the opportunities to do wider marketing if they are present online by website
which help economize their marketing budget, more accurate and clearer information for
business management. Moreover, ICT can increase and retain number of customer from
their website and e-mail booking.

In contrast, the small guesthouses mentioned the cost of using ICT, the

complication of using computer, the possible staff failure as the main problem of adoption.
In term of cost of using ICT, most respondents mentioned that even though today the price
of ICT machine is cheaper than in the past but they still cannot afford it because of the
ltmited budget and capital. Many of small and medium-sized tourism business have been
operated before 1990, and their staffs are mostly too old to study the new technology
therefore learning ICT is rather difficult. Not only that, the functions of ICT operation
system is normally in English which those staff is not much familiar, therefore failures or

the error could occur.
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- The importance of ICT for the business

ICTs adoption provides the business opportunities in term of business

competition with other companies particularly the Internet and website. Most respondents

mentioned -that 1CT ‘is very important for their business management such as reservation

management, financial management, and sale and marketing. Also, the increasing of service
quality that provided to customers resulted from the increasing of business efficiency by
using computer and website such as more convenience, easier access for searching tourism
information, easier booking and buying of tourism products, faster communication with
customers, and so on. Presently, ICT becomes the main elements of global marketing, so

service providers have to adopt ICT in order to take some advantages from it.
- Recommendations for ICT development

Some specific software for small and medium-sized tourism enterprises that
can cover all of business functions in both front office and back office is most requested
such as accounting and financial, reservation, marketing, data transfer, etc, The specific
software should be easy to use and reasonably priced.

Moreover, ICT training is required in order to develop their staff’s skills.
Some respondents mentioned the ICT training course particularly web design course and e~
commerce is most necessary for them in order to develop themselves. In addition, some
respondents mentioned that educational institution could develop and produce qualified ICT
students in order to provide qualified ICT staff for tourism industry,

Some respondent also mentioned that SMTEs should have strong support
and collaboration each others also from government and related sectors, For example, the
government could revise the nation policy such as price of utility usage, fee of deposit
security of TAT license in case of if the company wants to present online by website which
the type of travel agent license will be change automatically from domestic travel agent to

inbound, etc.




CHAPTER 4
SUMMARY

w.... The purpose of this chapter is to draw seme conclusions, discussions, and - - - -

make recommendations based on the rescarch findings and also to suggest the limitations of
this research. In this research, the researcher discussed the results based on the research
objectives that are to assess the adoption and use of ICT by SMTEs in Thailand, to
investigate the impact of ICT, present the results of testing the hypotheses set in chapter 1,
and identify problems with ICT adoptions and usage, and also to make recommendation for
effective ICT adoption and use by SMTEs in Thailand.

The research collected the data from 355 respondents like travel agents and
accommodations in four main tourism destinations in Thailand. The questionnaire conducted
the level of ICT adoptions by SMTEs, moreover, the rescarcher aimed to compare the
results which were to analyze whether there are any differences in ICT adoption depending
on the type of business and year the company was established. To analyze the information
collected, the use of SPSS was intervened, The SPSS functions used in this study included
Frequency, Mean, Standard Deviation, Pearson Chi-square, Independent t-test, ANOVA,

and Factor analysis. In this chapter, the researcher presented results as follows:

4,1 Summary of main findings

According to the sample size of 355 respondents who were small and
medium-sized travel agents and accommodations, located in the four main destinations of
Thailand were Bangkok, Chiang Mai, Phuket, and Ubon Ratchathani. Therefore, the
respondents from Bangkok was 39.4%, Chiang Mai was 22.8%, Phuket was 30,4%, and
Ubon Ratchathani was only 7.3%, also there were 68.5% small and medium-sized travel
agents and 31.5% small and medium-sized accommodations which most of them were
established between the year 2001-2005 or 28.2% and most of them had less than 10
persons employed,

One objective of this study was to assess the level of adoption and the use
of ICTs by SMTEs. The respondents had answered the questionnaire with the result in
percentage of ICT usage and adoption. For ICT hardware, the three mains ICT hardware in

use are the telephone which is used by 100% of the respondents, 92.4% computer usage,
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and 75.8% of facsimile usage. All of the hardware were the main communication channels
within the company, with business partners, and customers.

As table 3.6 showed, travel agents get 19.49% of their customers from the

telephone, 17.8% from partner of travel agents which is normally contacted by telephonre

) .an.d facsimile, and 11.2% from e-mail which have access to a computer. Also,
accommodations get 16% of customer from telephone, 9.8% from e-mail, and 7.6% from
travel agents who have contract licenses.

In terms of ICT software, the most commonly used software is Microsoft
office used by 91.5% of the respondents, and Amadeus - 24.2%. Normally, Microsoft
office was the basic software all computers had installed. Other software used by 19.4% of
the respondents such as easy account, HIS, TOPAX Reservation system, and Galileo. All of
this software is specific software which is most suitable for some companies and therefore,
some companies had adopted it but some had not. Moreover, Amadeus was one of the GDS
software which was used worldwide and it is well known, therefore, most of the travel
agents had to adopt it to make them more efficient to compete with other competitors.

For the ICT connection, none of the respondents used extranet and the most
widely used three ICT connections were the Internet which 88.2% of respondents had used,
77.59% had used e-mail, and 28.5% had used LAN/WAN, respectively. Due to the
worldwide use of the Internet to get more benefits as NECTEC (2005) showed, the main
activitics of Internet use were information searching, news, and e-mail, also the Internet
and e-mail was the casiest connection to compete in the global market. In terms of
LAN/WAN, many companies used the connection for more convenience within the
company even if they did not use the Internet.

The three main reasons for using computers were document record
(88.2%), the Internet access (79.7%), and a customer database (61,7%). Most of the
respondents had used computers to manage their daily documents such as invoices, daily
guest register history, daily room sale revenue, etc,

In terms of the hotels Internet facilities, 21.8% of the accommodation
respondents had provided business centers to their customers, Only 4.5% in each facility
that provided only LAN in all guestrooms, provided only wireless in all guestrooms, and
provided both LLAN and Wireless Internet to their customers. Moreover, 799 of the
accommodations asked for an extra fee for the Internet use, and 64.5% of accommodations

respondents did not provide any Internet facilities.
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For online presence, most of the respondents approached by e-mail 68.5%,
51.8% of respondents had presented online by e-mail booking, and 34.1% had presented

online by their own website, In terms of some companies that presented online by e-mail,

79.4% were travel agents and 44.6% of accommodations had presented online by e-mail,

‘which resulted in the higher percentage than Boonthai (2006) finds in her study of the

quality of websites in Thailand, Boonthai mentioned that there were only 28% of travel
agents and 16% of the hotels provided e-mail and two thirds were non-branded email
addresses which registered with other free e~mail websites. The reason for the differences is
that she studied random samples of tourism businesses from around Thailand, thus including
destinations with less intensive tourism, whereas this study includes three of the most
popular destinations in Thailand, where presumably ICT adoption is higher than average.
Moreover, 6% of travel agents and 19% of the hotels provide a website were 94% of them
were branded websites and the rest were non-branded. For this research, 34.1% of the
respondents provided websites and 15.8% provided websites in a directory.

The three main reasons of website usage were marketing purposes 38.99%,
such as posting beautiful pictures, use multi-language, information about special prices,
etc, 32.7% of respondents had used websites to update information such as information
about a product, price updating, etc., and 18.6% had used the website for sharing
information among partner, respectively.

In terms of ICT suppost, only 30.7% of all the respondents had their own
ICT support staff, while most of them, 75.2% had only one staff. Therefore, most
respondents prefer outsourcing services instead of hiring their own staff, The main reason
was that there were a lot of outsource-service companies or computer shops which also
provided technicians to check and fix the computers if necessary. Not only that, some
computer centers provided post-selling services that customers could call them when they
had some troubie on their computer. Moreover, 21.4% of all respondents had planned to
recruit more ICT support staff. The main reasons of the company that did not have any ICT
staff yet, were that they did not have enough budget and they had enough staff already as
well.

However, 53.3% of the respondents provided some ICT training to their
~ staff which was mostly on the job training 28.5% and in-house structure training 229,
and only 2.8% of respondents that paid for training outside the company to their staff such

as ECC school, The reason of using in—house training was the casiest training method, it
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saves cost and time, it is easy to train the staff particularly “on the job training” where the
trainer was the senior staff who had been trained, had enough knowledge and experience,

and they could evaluate the training as much as they needed. Also, 28.1% of the

respondents had organized the ICT training one or two times per year for their staff, 16.9%6

| liad organized training less than one time per year, and 13.2% had organized training more
than two times per year, respectively, Nevertheless, there were only 16.8% of the
respondents that had a budgeting plan of ICT training already.

In addition, the researcher had examined the differences in ICT adoption
and usage by areas of business, type of business, and the year the company was established.
The results of the different areas of business with an ICT infrastructure were small and
medium-sized tourism enterprises, located in Bangkok had the highest percentage of ICT
infrastructure, which are ICT software, ICT connection, Computer usage, online presence,
and website usage. Next highest in ICT infrastructure using was Phuket, which had the
highest percentage of ICT hardware usage and others ICT infrastructure was the second.
The third highest was Chiang Mai, Ubon Ratchathani had the lowest percentage of ICT
infrastructure usage but at the same time had the highest percentage on providing websites
in a directory. This is due to the fact that most of the tourism businesses in this province
had cooperated in order to provide accommodation with the Internet facilities to customers,
particularly business centers, and wireless in all guestrooms which was the same number as
Phuket.

Comparing the ICT infrastructure between the different types of business,
the results were small and medium-sized travel agents had better adopted all ICT
infrastructures than the small and medium-sized accommodation businesses. The reason
was that travel agents had to work with ICT in terms of providing services, information to
the customers such as booking air ticket via GDS, checking the room rate, booking the tour
packages by telephone or fax, and also to deal with business partners. Some of the
accommodations could run their business without an ICT infrastructure such as computer,
printer, credit card machine, ICT software, and even some online presence channels, Most
of those accommodation mentioned that “We are a small sized hotel or guesthouse, we can
control our service by using a manual system that is easier, cheaper and is also saving
costs. Not only that, we have a small number of guest rooms available therefore, online
booking is not necessary”. Besides, some guesthouses that are located on the famous

destinations like Patong beach, Khao San Road, and Night Bazaar Market, online presence
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was not necessary as they mentioned, “we do not need the online presence because we have
been recommended in some tourism book such as Lonely Planet which is used worldwide

by foreigner backpacker tourists” or “there are some tourists who have visited their hotel

and have posted some recommendation to their friends on their website that is one kind of |

our global advertising”.

In terms of comparing the ICT infrastructure and the year the company was
established, the results were that companies that were established between 2001-2005
showed the highest percentage of ICT hardware usage, computer usage, and website usage.
The second highest were companies that were established between 1996-2000 that had
highest percentage of ICT connection and online presence. The third highest percentage
were companies that were established before 1990 had the highest percentage of ICT
software usage. Morcover, most of the accommodations that were established between
2001-2005 provided business centers, wireless in all guestrooms, and both LAN and
Wireless, Most of the accommodations established between 1996-2000 that provided
LAN in all guestrooms, were the same amount as the accommodations established between

2006-2007.

4.2 Discussion_of findings

The researcher proceeds the discussion on results of the study based on

objectives and hypotheses of this research.

4.2.1 Assessment the adoption and use of ICT by SMTEs in Thailand

This objective aims to study the adoption and use of ICT by SMTEs.
Looking through the results on chapter 3 that all of the respondents had adopted ICT at
least ICT hardware, telephone and facsimile, to communicate with their customers and
business partners. Most of them had used computers for their daily operations, some
application software and basic software such as Microsoft Office, had used the Internct as
the network connmectivity, and online presence by e-mail. Moreover, there were a few
companies who had their own website, provided e-mail booking and online real time
booking, allowed customer to pay through the Internet or e~payment, and used website for

CRM as well.
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Therefore, the level of ICT adoption by SMTEs in Thailand is in a basic
stage or the early majority that emphasized on the basic software adoption, providing ¢~

mail, and a static website as the Promotion of ICT Utilities which was distributed by

NECTEC (2003) to promote SMTEs and to use the basic software programs, Cosh and

* Assenov (.20.“07) also mentioned t.hat the ICT used in Thailand was still in the beginning
stage with the results of their study presented the low ICTs adoptions because only 13% of
the travel agents choose to use the Internet channels. The percentage showed that most of
the SMTEs in Thailand had adopted telephone, computer and facsimile to communicate
with customers and business partners, they also used Microsoft Office which is the basic
software, as well as GDS software. Moreover, most of the respondents had the Internet
access, provided e-mail, and provided their own website but there was a small percentage
of companies that used e-commerce and e-payment in their business. As, Boonthai
(2006) and Saweksup (2006) advocated that there was a small percentage of Thai
tourism businesses who provided e-mail, the online service quality is still at an average
rate, and the low response rate and fair quality of e-mail response as well, Badnjevic and
Padukova (2006) discussed similar problems with low ICT adoption in India, especially
considering about the availability of ICT, the opportunities, and the growing ICT market.
Moreover, the relationship of the age of company and ICT adoption and
usage was examined. Pearson Chi-square and ANOVA were used in order to examine the
different years of company establishments toward ICT adoption and the use which the resuit
that the age of the company was not affected to ICT adoption by SMTEs in Thailand as
shown in table 3.23 and table 3.25 which was statistically insignificant. Indeed, table 3.23
showed the newer companies that were established between 2001-2005 were the highest
percentage of ICT hardware user, computer user, and website user. On the other hand,
however, the companics that were established between 1996-2000 had the highest
percentage of ICT connections and online presence. Also, companies that were established
before 1990 had the highest percentage of ICT software usage, but these results of the
differences were not found to be statistically significant by ANOVA that opposite from
Hoontrakul and Sahadev (2005) reported the age of a hotel has effected the ICT adoption
which new hotels were more prone to use the Internet but their study focused on the hotel
industry in main tourism destinations of Thailand and all sizes of businesses large, small,
and medium sized. However, the age of a company had effected to the hiring of ICT

support staff were an old company had a higher frequency of ICT staff recruitment than a
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new company. That might be because old companies are stronger and more stable with
financial and budgeting issues than new companies.

Another important season to strongly support those results is the future plan
_ of using ICT, because either company new or old also want to develop their operations
performance by using ICT. Also, all of the respondents have used ICT hardware, at least a
telephone. Some of them are averse to ICT, these are companies that operated their business
without any computer and other ICT hardware but they want to adopt it to develop their
performance such as changing from manual operation system to computer operation system,
especially for accounting and recording data, etc, The main reason is the awareness of
business owners towards the importance of ICT applications as travel agent owners
mentioned that they have recognized how important ICT is for them, particularly on using
the Internet which allowed them to do many things on the Internet, For the ICT adopter or
the company who adopted some ICT in their business but offline, some of them want to
develop their ICT system to be online such as website and e-mail. Also, they wanted to
develop their ICT operation as the accommodation owners have mentioned that they will
provide the Internet LAN in all guestrooms soon, and also if possible they will provide the
Wircless Internet in some part of their hotel. Morcover, some of them want to develop their
internal network between e-mail booking with the room reservation booking system that
should be automatically linked to each other which is more convenient to check the
customer information and guest requirement. Also, they will change from using the key to
keycards to open the door of the guestroom.

Besides, some travel agent owners want to improve their own software to
make it more suitable, friendly price, easy to operate, easy to understand, and easy to
maintenance for them. The owner mentioned that they wanted new software that should
cover all of their operations, both front office and back office tasks which normally include
accounting and financing, reservation, marketing, etc. and also the data transfer between
departments are needed, Some online companies have a low quality website and average e-
mail, they want to develop their website to be professional, complete services or a one stop
service website that includes all activities such as information providing, booking system,
e-payment, online real time booking, E-CRM and E~HRM, etc. Accordingly, they have
improved and developed themselves for global competition.

Some respondents had mentioned about the staff and staff training, they

wanted fo learn more about the Internet and websites in order to gain our knowledge for our
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team and also they wanted to participate in some ICT training classes. This means the
respondents either the new company or the old company believed that the updated

technology can improve their service quality perfectly,

4.2.2 The impacts of ICT on SMTEs in Thailand and the problems with

ICT adoptions and usage

This objective aims to examine overall impacts of using ICT by SMTEs in
Thailand. This expanded its scope relative to previous research which was based on impacts

and barriers of ICT adoptions.
Benefits

Looking through results of this research, the respondents strongly agreed on
four factors of using ICT which were: better business operation and service including easier
day to day operations system, revenue growth, faster communication with customers,
improvement of the range of company products, improved customer service, and more
distribution channels; efficiency included cost reduction, time saving, improved planning
ability, and sale opportunities for direct marketing; marketing included global market reach,
attracting more customers, and connecting with customers in real time, as well as better
B2B including better interaction with business partners and increased opportunities for new
business partnership. According to that, those four factors are the benefit of adoption and
using ICT as Kim (2004 ); Bourgouin (2002); and Vickery et al. (2004) had mentioned,
ICT, Internet, website, and e~commerce provided easy access to information on tourism
services, better information on tourism services, convenience for customers, establishing
faster interactive relationship with customers, faster interacting with other business partners,
and finding new business partners. Moreover, ICT can improve the efficiency and increase
productivity and Wolf (2001), Braun (2002) and Kim (2004) also mentioned that ICT
can slash the marketing cost, reduce operation cost, create new markets, and improve
customer service.

Business’s operation and service respondents agreed that ICT can make
their day to day operation easier for writing invoices, daily records, daily reports and also

daily sales volume where the owner can directly check everything, and also the range of
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products that should be changed to fit the situation. Moreover, ICTs can increase the speed
of communication with the customers and business partners, which is one part of service
quality improvement that resulting in company revenue increase. Apart from that, ICT can
increase the distribution channels for e-mails and websites as well,

- For efﬁcwncy,manycompamcs could Improvethclrplanmng ability,
particularly a marketing plan and financial plan, reduce their operation cost such as
tclephone cost, gasoline cost for the vehicle of marketing staff in terms field work,
distributing the invoice and also collecting money. They could also save the time of driving
to the business partners’ office by using telephone, facsimile, and e-mail. Not only that,
they could increase their sales opportunities from the Internet, website, e-mail which they
get directly from online customers and business partners who operate in difference
destinations,

In terms of positive impacts on marketing, ICTs can provide them the
opportunities of expanding their market by using the Internet and websites for both,
domestic markets and international markets. Moreover, ICT can increase and retain the
number of customers from their ICT adoption. Like some offline accommodations have
provide the personal e-mails to their customers who had been visiting in order to keep in
touch with them and also provide some convenience of room reservation for the next time.
Company websites can attract more customers with beautiful pictures, fluent explanation,
and special prices. Also, the Internet can connect with customers in real time.

The last positive impact is better collaboration with B2B as ICTs provides
the opportunities to improve the communication between customers and business partners
but not only the communication, but also the transaction of information is improved.
Moreover, ICT can increase opportunities for new business partnerships by searching the
name of potential business partners on the website of the Tourism Authority of Thailand
(TAT) and Bangkok Tourism Business and Guide Register Office. Besides, ICT also
increases the opportunitics for new business partners overseas. Those results is the same as
Bourgouin (2002) studied and mentioned that ICT is rapidly transforming business
practices across the world and provides new business opportunitics. Moreover, Boonthai
(2006) mentioned that Internet is essentially for B2B applications for buyers to search for
travel services through the world’s global distribution systems and the Internet distribution
systems, Although, some of respondents agree that their business partners prefer face to

face or phone contact, but also most of their business partners still use some ICT hardware
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to interact with them such as telephone, mobile phone, and facsimile. Also Vickery et al.
(2004) mentioned in their study of ICT, E-business and SMEs, that ICT applications can
make communication within the firm faster and also the speed and reliability of transaction
of inter-firm. Morcover, ICT can increase opportunities for new business partnerships by
searchmg the nameof ijdtential business partners on the website of the Tourism Authority
of Thailand (TAT) and Bangkok Tourism Business and Guide Register Office, ICT also
increases the opportunities for new business partners from overseas.

Moreover, ICT using increase the efficiency of B2C interaction as the
average customers come from different channels as shown in table 8.6, most of the
customers of travel agents and accommodation were walk-in customers which was 37.7
and 57.6, respectively. The second group were customers who book or purchases via
telephone which were 19.4 of travel agents customers and 16 of them were
accommodation customers. The third group of travel agent customers came from partner
travel agents that was 17.8 and the third group of accommodation customers was 9.8 of
the customer who booked or purchased via e-mail. Those average percentages could present
the interaction within their company, with business partners, and customers that many of
SMTEs were more concerned about the new channels of business interaction like online real
time sales, even though the average number presented was 2.2 but there were some
opportunities for development,

According to that, there were some respondents that agreed that their
customers preferred face to face contract not Internet, but also most of their customers still
used some ICT hardware to interact with them, such as telephone, mobile phone, and
facsimile because it is the fastest interaction and communication method and also it is the
kind of two ways communication that customers can communicate their required service
directly to the service provider and get immediately the feedback from the service provider.
Finally the customer requirements are achieved by the service that is served by the
company. These results with ICT can increase the efficiency of interacting between their
customers and also the transaction of information is improved even most of them are online
companies whether using computers or not as Boonthai (2006) mentioned that the Internet
has become electronic supermarkets linking buyers to sellers and allowing reservations to be
made quickly and easily, allowing travellers to view their booking reservations and
itineraries which provide more comfortable service for customers. Therefore, ICTs

particularly the Internet is a perfect medium for selling travels because it brings a vast
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network of suppliers and a widely dispersed customer pool together into a centralized

market place.
Barriers to ICT application S

As the result on table 3.26 and 3.27 presents the impact of using ICT
towards the respondents’ attitude, Most of the respondents agreed on 3 factors that were:
cost and competition that are facing higher competition, high cost of initial investment, and
increased expense for ICT maintenances adoption; risk and low confidence include a higher
risk of e-payment, difficulty to find qualified staff, and the feeling of some respondents
that they need to go online because other company do it; and B2B concerns are that
business partners prefer face to face or phone contact and my customers prefer fact to face
contact not the Internet. Not only that, respondents also agreed on staff having problems
using ICT which is caused by the effect of the changing business model, Morecover, most of
the respondents were afraid to adopt ICT because they did not have enough knowledge of
using it. The lack of ICT supporters, particularly ICT specialist stopped them even if they
wanted to adopt it. That means those three factors are the main problem of ICT adoption by
SMTEs as Kim (2004) and Nodder et al. (2002) mentioned that the main barriers of ICT
adoption by SMTEs were limited knowledge and training, lack of awareness, lack of
capital, shortage of skilled human resource, and the high cost of initial investment and
maintenance. Not only that, Yang et al. (2003) and Badnjevic and Padukova (2006)
mentioned, that some small firms who operate in local markets and the main target market
are domestic customers, many of them will lose their market after they adopted ICT
because many customers are concerned about the security. They are afraid to pay an invoice
through the Internet even the information is clearly provided on the website. Also Nodder et
al. (2002) mentioned that there will be a mismatch between the capabilities of the
technology and the information acumen on investing in ICTs equipment which results in the
loss or failure of ICT adoption.

In term of cost and competition, the ICT averse company would lose their
customer to the ICT adopter company either offline or online company, because those
companies are better on marketing activities such as advertising, promotion, and also online
sale. Not only that, the ICT averse company who wants to be the ICT adopter company has

to pay a high amount of money to purchase some ICT equipments such as computer,
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printer, the Internet broadband, network connection tools, etc. that is a higher amount than
the maintenance and update cost, those ICTs even it costs big amount of money but it is
still less than the cost of initial investment. Apart from that, today the competition in the
tourism business is very high because there are many companics that have the same product
such as adventure activities, culture visiting, place for sleeping and eating, etc. and the
price of those products is the same. Therefors, tourism companies face stronger competition
and they have to try to presence themselves in difference ways in order to differentiate
themselves from other, by presenting themselves on the Internet with a website, traveller
magazine, tourism directory book, etc.

Not only that, the last section of the questionnaire asked all respondents
about the ICT support which resulted in only 30.7% of respondents had their own ICT
support staff, 21.4% had the recruitment ICT staff plan because those respondents preferred
to outsource ICT service from many computer shops that provided technician to customer
therefore the specialist staff was not necessary, also there was 16.3% of the respondents
that have their own ICT support staff had the budgeting plan for ICT training because they
have a limited budget to hire the specific staff who can do only one job therefore they have
to hire someone who can do everything even not much excellence that mean they prefer to
recruit the multi-skilled staff than specialist staff. Moreover, 53.3% of the respondents had
provided some ICT training to their staffs that normally used the on the job training method
done by senior staff, supervisor, and manager who had been trained and had enough
knowledge. The other training method was in-room structure training which is training by a
training manager and/or external trainer. Only 2.8% of the respondents had set the budget
for outside training for their staff which had to be trained. Respondents also mentioned
about the budget that they faced limited budget to pay for the cost that originate from ICT
using such as purchasing computer and monitor, purchasing the application software,
designing and updating the website etc. Some expenses emerge after adopting ICT which
are maintenance and updating. In addition, the small accommodation had mentioned that
even so they were small sized businesses, they have to pay the same tax rate as the big
companies such as utilities cost-electric unit, water unit, tax rate, and also the others
expenses that government compute at the same rate as the big hotels, Some of the travel
agents mentioned about the cost after launching their website and that TAT will
automatically change the travel agents type from domestic travel agent to be international-

travel agent after which they have to pay a higher fee. They also have to pay for the web
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design if they cannot do it well enough in terms of comparing with the businesses that are
owned by foreigners because the market target of those companies is foreign markets,

therefore the easiest and cheapest interaction with their customer is the website,

In terms of the risk and low confidence, it is too difficult to recruit |

| c.l.u.e-xl.if.iéd ICT Staff which has knowledge about ICT terms and the tourism industry and even

if the owner wants to show online presence like other companies, this has become the main
reason for low confidence of owner. As well as most of the owner afraid to face the
business risk that could arise from adopting ICTs, such as the risk of failure of their online
presence because they paid a large amount of money fo set the website up. Besides, they do
not want to face the risk of payment from the Internet channels, called e-payment where
customers normally have to give out their credit card number then the company has to
contact the bank to be able to withdraw the money. This process is not really difficult but
also not that easy because many companies are not familiar with this kind of process of
collecting money. Not only that, the other reasons were summarized from interviewing
business owners, showing that some company owners had low confidence in using ICT
because of their lack of understanding ICT and lack of ICT skilled staff as well. One of the
main reasons could be the age of the respondent and staff which is higher than 40 years old
and they are the originator in the tourism business, particularly accommodations which have
first established with manual operation systems and they believed that it was the most
suitable and the best method for them. Also most of their staff was elder staff, therefore it
should be difficult to educate them and learn about the new technology, and also new
language.

In terms of B2B concerns, some respondents felt that their business partners
and customers prefer face to face or phone contact rather than the Internet or e~mail. The
main reason could be the low confidence of using ICT. The speed of the Internet connection
sometimes causes a main operational problem such as very late response to customer e-
mails, error message sending the important document to business partner via e-mail such as
e-invoice.

In opposite, the respondents disagree with two negative factors. Firstly,
scepticism when asked the questions about the agreement respondent answered to the
Internet marketing is not important for their business, and the Internet itself is not important
for the business. That means all of the respondents have recognized the importance of ICT

and also the Internet should help them to improve the business to be more professional,
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increase the opportunities of global market competition, and also the efficiency of operation.
Secondly, the effect of changing the business model that most of the respondents disagree

on the Internet has made the business of travel agents harder and the Internet has made

hotels less dependent on travel agents. Possible ICT failure also increases operation risks,

‘and the low conﬁdence of owner in terms of using new technology. That means after
adopting ICT the operation procedures are not more difficult than the previous one¢ and
some operation processes are even easier. Moreover, the Internet makes all business
partners more independent because they can do the Internet marketing by themselves and
they can set any special price as well, Also, many of the respondents believed that ICT can
give them more benefits and they are interested to adopt it but they are not at the proper
state yet to adopt it.

However, there are some companies that do not adopt ICT because they are
not confident if they will receive better response in term of revenue and sales volume. Some
small hotel owners said that even though they want to use computers but they do not have
anyone who can response or take care of it, and therefore, it is not worth to use a computer.
Not only that, they believe that their traditional manual service style can serve the best
service without computer because they can have closer relationship with their customer by
face to face service. Also some of the travel agent owners mentioned that they want an
online presence like a website which allows customers to book directly through the website,
but they do not have anybody to do it for them. There are also some conditions of the TAT
license registration where they have to pay a higher rate of the fee of deposit security of
TAT license because TAT will automatically change the type of travel agent from domestic
travel agent to be inbound travel agent,

Therefore, the problem of ICT adoption can be grouped in to three
problems which are finance and budgeting, low confidence and reluctance which include:
fack of ICT knowledge, lack of ICT skilled staff, lack of ICT software support and ICT
equipment support, as well as B2B concerns. The suggestions in section 4.3 are based on

the findings of this research and point out four main issues for development.
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4.3 Suggestions
4.3.1 Recommendations

The .r.eé-ult of this study summarized the three main problems of ICT
adoption, firstly finance and budgeting, secondly low confidence and reluctance which
includes: lack of ICT knowledge, lack of ICT skilled staff, lack of ICT software support
and ICT equipment support, and lastly B2B concerns. Therefore, the researcher had
proposed guidelines to improve the adoption and usage of ICTs by considering the
following three main issues based on the findings obtained throughout of this research.

1. Training

‘2. ICT infrastructure support

3. Network and collaboration

1. Training

The main problem of ICT adoption and use is the lack of understanding and
knowledge as per the result of the research, that the owner is not confident in using those
ICTs or even online presences. Also the lack of ICT qualified staff, particularly the staff
who has the knowledge and understands on service industry and in the field of computer
technology. Therefore, training is the most significant and necessary area for them, in order
to up-grade and increases their efficiency in services. The respective training courses
should be included to up-grade and increases their efficiency in the area of language skills,
computer skills and up selling techniques. Also, it should help to create and maintain a
positive attitude of the business owner toward ICTs.

Most of the respondents require some training courses like basic use of the
Computer, application software such as Microsoft Office, Adobe Photoshop and website
design programs. Moreover, they also require the courses of e-commerce and how to be
professional on e-commerce environment as well. Hence, all respective stakeholders such
as government, educational institutions, Destination Management Organization or DMO
which is Tourism Authority of Thailand (TAT), also private sector such as The Association
of Thai Travel Agents (ATTA), Thai Hotel Association (TIA) and private training schools
should organize training and also retraining on ICT in the above areas, since the global ICT

environment is changing over the time. These initiatives enable them to improve ICT skills
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and which support them to be a competitor in a free global competitive environment in the
field of tourism. Those sectors should arrange required training courses to improve ICT

knowledge for the tourism service providers step by step either the short-term courses or

long—-term courses continuously, For example, the training courses should divide into four

s.tag.e 6f professional .development level.

First stage could be introduction classes for the participants of the tourism
service providers who do not have basic computer knowledge.

In the second stage, it could be trained on software applications which
frequently use by these providers to use as an efficient manner in the area of accounting,
database handling and record keeping, etc.

The third stage, the training classes such as web design, e-commerce and
uploading to the Internet could be included,

Finally, as a fourth stage, a necessary advance training on professional e-
commerce web design to geared the respective business providers to be the one stop service
provider in a e-business environment could be given.

On all levels training materials are necessary as a CD-ROM which could
be provided to each training stage for them to make it casy to repeat, practice and get
familiar with it easily when required. Also, all stages could have an evaluation process to
check whether the participants have been obtained the required knowledge during the
respective stages in order to give them a certification, The organizations who organize the
training for tousism business providers should arrange educational visits to the selected
successful tourism business providers in an ICT environment to ensure to the participant
that how ICT can support to their business operations,

Furthermore, training in ICT should be provided to the owners and also to
the management team in order to increase their awareness of the importance of ICT for
tourism business, since they are the key players those who can make decisions in the
respective service providing companies. That can lead them to place ICT adoption in higher
priority of their business development plan. Also, by considering the future ICT adoption in
the tourism sector, the ICT software supplicrs and developers should have knowledge about
what the service provider needs as per their requirements in tourism and hospitality field in

order to develop the proper software for SMTEs.
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2, ICT infrastructure support
Finance and budgeting

In terms of finance and budgeting, the respondents mentioned that it is the
main barrier of ICT adoption for the offline companies in terms of initial investment, the
maintenance cost and the expenses for utilitics. The online companies also have to bear the
cost for updating their online systems and also maintenance of their ICT infrastructure as
expenses which they cannot avoid, Therefore, it necessary to have a financial support from
the relevant sectors for the SMTEs those who can not afford such a cost mentioned above
in connection with ICT adoption.

Firstly, policy of soft loans provided by the SME banks and the commercial
banks, should provide the loans to SMTEs who wants to adopt and use of ICT in to their
business with low interest rates with extending the respective period of return in order to
stimulatc them to adopt ICTs which could assist them to manage their capital better. For
example, the banks could provide soft loans with lower rate than the minimum of the
Minimum Overdraft Rate (MOR), because it will sustain and encourage SMTEs to
investment as well in ICT. Additionally, those banks should launch promotional campaigns
in ICT by providing low interest rate for credits to purchase ICT hardware and software
such as computers, application software, GDS software, etc. through the bank and alliance
suppliers at a wholesale price to SMTEs to encourage them. Apart from that, the respective
ICT application software could be provided as a flexible packages for SMTEs, since most
of them cannot afford when packages are compact itself together. In this case, service
providers could be allowed to decide on respective software programs mostly related to their
business environment which can be useful for them to run their business. During this whole
process, tourism business owners should consider about their customers and their target
market needs in order to recognize how level of ICT adoption they need and also to ensure
that their services and operations can achieve the customer expectations to provide an
efficient and effective service in future operations.

Secondly, ministry of ICT and public organizations which belong to the
ministry such as NECTEC and SIPA should provide continuous awareness on web settings
to SMTEs by providing free web hosting for 3 month period and after at a concessionary

price for the above services. Also, the relevant organizations should provide creating,
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designing, updating and developing of the above web settings when SMTEs request. This
will enable tourism business providers to reduce their expenses for website settings and also
it might be onc of the stimulating strategies which can help to encourage SMTEs to adopt
the Internet and website.

T binally, the relevant sectors such as govemment and educational insiution
should arrange a required training courses to SMTEs at a concessionary prices, hence the
government can support to the respective SMTEs through above cducational institutions by
allocating required budget for such trainings. In addition, relevant organizations which
relates to providing of training in ICT should introduced a membership program by
specifying the benefits of this membership giving a discount of their future training or
considering the priority basis when SMTEs required getting training from them. As
summarizing of the whole mentioned above, this new development enable SMTEs to save
their training costs and to gain a more knowledge on ICT. And also which help them to get
direct assistance from those sectors in terms of ICT development in global competition

when they required in future,
ICT hardware and software

In terms of ICT hardware and software support, SMTEs had to afford more
budgets for the hardware and related software since the prices for those items are high.
Hence, this creates a direct impact on SMTEs to adopt and use of ICT, Therefore, it is
needy to have affordable prices for ICT hardware & software and also to have software
which is more specific and easy to handle in their regular operations in the SMTEs sector in
order to be professional in their service operations. And this will enable to create a good
opportunity for them to compete with the other companies. Therefore, the relevant sectors
should launch campaign by providing credit to owners of the SMTEs to purchase the high-
quality ICT equipments at an affordable price as mentioned above, that can assist the
small-sized tourism enterprises to manage their cost and budget as well,

In terms of software, many of the small and medium sized tourism
enterprises want to set the standards of their services and operations as well as the internal
control but the required application software packages are usually more expensive, hence
they can not afford. In order to recover this problem, the educational institution, Ministry of

ICT, and related public organizations could cooperate with each other and to develop task
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oriented Thai software as a cheaper alternative to professional software from aboard which
are simpler to use, casier language, not complicated, and with a specially friendly price to

those SMTEs. The Thai software should be free copyright for that tourism business can

download free from Internet or can get the free CD for installing the software from the

 relevant orgamzatlonsThlssolut:onalso can assist the government in terms of reducing the
order of import software from aboard that normally is very expensive and the government
can balance of the overall Thai economy as well.

Furthermore, the guidelines of ICT application are necessary for SMTEs to
adjust themselves before adopting new technology, which could be help them to have a
decision to adopt the respective ICT or not. Therefore, as a suggestion the relevant sectors
i.e. SIPA, Ministry of ICT, and educational institutions should setup the general ICT
application guidelines for the above area and the same have to be distributed among the
SMTEs who have been obtained their membership under the accredited reputed organization

in ICT field,
ICT support staff

In terms of ICT support staff, most of the educational institutions have the
curriculum about ICT which relates to the tourism industry such as Management
Information System, Computer Science, and Computer for Management, etc. Those
curricula can distribute qualified staff to the labor market in the tourism industry, Therefore,
those institutions and the government particularly Commission on Higher Education and
Vocational Education Commission should create the curriculum and develop more relevant
and practice courses that prepare students for their future career that goes direct to ICT for
hospitality and tourism in order to create and prepare the qualified potential ICT employee
of tourism industry. Not only that, during the study, public organizations or SIPA can
provide some extra courses of ICT training to the students to give them more knowledge
and practices.

Moreover, staff should always develop themselves by training to make sure
that they can operate with new technologies for the successful of the business, and to ensure
that they are ready to provide the best service to customers via ICT, particularly online
channels. For the government and public organizations that organize some ICT training,

they should record an unemployment staff who have been trained already and looking for a
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vacant positions in the tourism industry, then the organization can provide this information
and recomunendation to the tourism business owners who want to recruit some ICT staff or

Just hiring someone to be part-time staff to develop their online presence.

The manager should recruit qualified staff who has both knowledge in ICT |

and tourism service industry because they normally feel comfortable to use ICT' particularly
Internet, they are familiar with foreign languages and have a good attitude towards customer
service. Nevertheless, the travel agency owners or managers should have positive attitudes

towards Internet as well.
3. Network and collaboration

In order to compete with large companies on the global market, small and
medium-sized tourism businesses need to have a strong network with all stakeholders such
as tourism businesses, local and center government, public organizations, private
associations, and educational institutions.

In terms of business network, the best strategy of being successful in the
global competition is building a strong collaboration between tourism business providers
such as accommodation, travel agents, tour operators, restaurants and entertainment, and
transportation as the cooperation group in order to assist each others in term of business
management. All of those tourism business providers also should consider about the ethics
of doing business such as ethic of selling, ethic of cooperating with business partners, ethic
to social and so on. Not only that, all tourism businesses should consider about relationships
between them in terms of helping each other on marketing stimulations. For example, some
of them can use the same web directory in order to provide the information of each
company as e-brochure and e-booking where customers can go through that website
directly to the company that they want to do some information searching, These can provide
more convenience to customers who have limited time of searching their trip information.
Also they can inform each others by using news letter from website or from journal about
training courses, news, exhibition programs, etc, that will result in the stronger network
which means the level of competition in each region is softer.

In terms of public organizations and government, relevant sectors such as
SIPA, Ministry of Tourism and Sports, Ministry of Information and Communication

Technologies, NECTEC, and educational institution, private organization such as TTAA,
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ATTA, and THA should be the centre of ICTs for hospitality and tourism development by
training and educating all members in order to up-grade and increase their efficiency in
services. Also those organizations should set the membership program of small and
medium-sized tourism business on using ICTSs to give them more bencﬁt_s__an_d_ advantages
on mformatlon,trammg,etc .M;).rec.);'é.r,. fﬁ.c.)sémo.réa.r.).izations should arrange some seminars
or meetings that provide opportunities to all tourism business sectors to meet each other for
having stronger and better network and connection among tourism sectors, In addition, TAT
could try to convince travel firms to use ICTs, particularly onlinc presence with a website
in order to make their businesses more international which can be reached from all over the
world by anyone at anytime and anyplace. Also, TAT should coordinate policies with other
tourism organizations. The collaboration and assistance should cover the financial sector and
ICT equipment and software that also is strongly needed to apply and adopt in order to gain

the competitive opportunities.
Table 4.1 shows the summary of recommendation the recover issue of

those 3 problems to relevant sectors that are;

Table 4.1 Responsibility of concerned sector for ICT problem solutions

Problem - . Recommiendafion Resporisibility of

1. Financial and budgeting The soft loans with low interest | o  SME Bank

-limited budget for ICT | rate and extending the grace period ®  Commercial banks

adoption and high expense before principal repayment

®  Government~ Ministry

The flexible softy k
e ible software packages of ICT

that alfow SMTEs to purchase task
®  Public organizations~

SIPA, NECTEC

oriented software which relate to

their business environment

. ®  Educational Institutions
Continuous awareness on web

settings to SMTEs by providing free
web hosting for agreed period and
after at a concessionary price,
Concessionary price for
training and refraining, special

price for memberships

®  Private sector-private

schools, private
associations such as

TTAA, ATTA, THA

2. Low confidence and
reluctance

- Lack of knowledge

- Lack of ICT skilled staff

The professional ICT training
and retraining are necessary to
develop their performance of staff,

increase the awareness on ICT adoption

Governments—- Ministey
of ICT, local

government

DMO-TAT
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Problem

Recommendation

" Responsibiity of

support

— Lack of ICT infrastructure

in management level, increase

understanding on tourism field for

1 software supplier and devéloper "] 3

Formed the qualified staff from
the collaboration among educational
institution, government, and public
sectors

Low interest credits for
purchasing of quality ICT equipments
at wholesale prices from suppliers

Developing task oriented Thai
software with free copyrights that
cover all function with affordable
prices or free download for
memberships

Prepare and distribute the
guidelines of ICT applications to
SMTEs in order to prepare themselves
before adopt ICTSs

Public organization-
SIPA

Educational Institutions
ICT equipment and

software suppliers and

developers
SMEs bank

Commercial banks

3. B2B Concerns

Build up the networking anong
tourism business enterprises with
concerning on the ethics of business
in terms of cooperation,

Collaboration among all
stakeholders such as government
(centre and local), public
organizations, private associations,
private tourism business to provide
opportunities such as meeting,
seminar, etc. to get to know with each
others

Set the membership program of
small and mediom-sized tourism

business

Governments-Ministry
of ICT, Ministry of
Tourism and Sports,

and local government
DMO~ TAT

Public organization-

SIPA

Private associations~
TTAA, ATTA, THA,

etc,
Educational Institutions
ICT suppliers

Business partiier
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4.3.2 Contribution of the study

® This is the first research that did a study on ICT applications by SMTEs

® The motivation of the this research was not purely academic, it aims to
provide a broader range of practical measure for a successful

development of ICT adoption in Thailand

® The recommendation could be used as a base for a future action plan

for ICT development

4.3.3 Limitations of the study

There are a number of limitations in the study on ICT applications by
SMTEs in Thailand, The questionnaire is a bi-lingual version that consists of Thai and
English version in the same page that is too much alphabet to read and also the level of
agreement on Likert scale only has 4 choices that ignore the middle level which some
respondents hesitated to answer some of the questions. Moreover, the time of collecting the
data is uncontrolfed because the researcher had distributed some questionnaires via the post
mail and had to wait for a reply without the final day even researchers had specified the
date of reply mail but some of them had replied later than that day. Not only that, the
incomplete and not updated statistic of the real number of travel agencies and also the real
number of accommodations that make researcher cannot obtain the exact target sample that
results in data insufficiency. In addition, the number of tourism business were located in
every part of Thailand and those number of enterprises were vary depending on the
popularity of tourism destinations, therefore the number of tourism business was difference,
particularly in Ubon Ratchathani which the number of tourism business is smaller than other

regions.
4.3.4 Suggestions for future research
1. There should be a study on the service quality of those respondents to

point out the gap of service quality between ICT adopter companies and

ICT averse companies.
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2. The study should be a study on all tourism businesses, not only travel
agents and accommodation but it should include restaurants,
entertainments, and transportations sector.

3. The study should be expanded to compare between large, small and

B medium s:zedtounsmbusmcssesto mvcstlgatc d]e gap of ICT adoption
and also the service quality.

4, Comparative study of Thai SMTEs and those in other countries in order

to identify common problems and Thai-specific problems.
4.4 Conclusion

The aim of this research has been to provide an overview of the adoption
and use of ICT by small and medium sized tourism enterprises in Thailand including travel
agencics and accommodation companies, The study assesses the adoption and use of ICTs
by SMTEs in Thailand, investigates the impact of ICTs, identifies problems with ICT
adoption and usage, and makes recommendations for effective ICT adoption and use by
SMTEs in Thailand. The research analyzed a sample of 355 small and medium-sized travel
agents and accommodations in four tourism destinations in Thailand: Bangkok, Chiang Mai,
Phuket and Ubon Ratchathani, who responded to an English-Thai questionnaire. In
addition, interviews were carried out with over 30 travel agents and accommodations.

The results show that the level of ICT adoption by SMTEs is at a basic
level, involving mostly the use of computers with basic application software, static
websites, and e-mail as an online communication among customers and business partners.
Most SMTEs in Thailand however are aware of the importance and benefits of using ICTs,
and in spite of the basic adoption level many have emphasized on relevant human resource
ICT training which presumably will have a positive impact on future ICT adoption.

Most SMTEs recognise several groups of current or potential benefits of
ICT for the tourism business: (1) better business service and operations, inciuding easier
daily operations, faster communication, improved customer service, and increased revenue.
(2) Efficiencies due to cost and time saving, better planning abilities, and increased sales
opportunities for direct marketing. (3) Marketing opportunities such as attracting more
customers, global market reach, and real time connection,. (4) Better business—to-business

operations providing them with opportunities for new business partnerships and better
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interaction with them. However, there are some problems and barriers with ICT adoption,
including high cost of the initial investment, maintenance and updating, facing higher
competition, e~payment risk and low confidence in their own abilities and knowledge to
handle ICTs, difficulty to find qualified staff, and concerns that both, customers and
busmesspartners prcfe: face~t0—face or “bh.c;n.e ééﬁtracts rather that through the Internet,

The respondents disagreed that the Internet is not important and that Internct
marketing is not important, as well as that the Internet has made the business of travel
agents harder and hotels less dependent on travel agents. Some stated that the risks are
related to people using ICT incompetently, rather than to the ICT itself.

Based on the result of the survey, recommendations are drawn into three
areas as follows: first, more training and retraining is required at different levels of
competence skills, and cooperation in training and refraining is needed between the
government sector, public organizations, and educational institutions. Second, ICT
infrastructure development needs support from the three sectors above, both financially and
in terms of know-how diffusion. Lastly, better networking and strong collaboration is
desirable between all stakeholders, including business owners and managers, government,

public organizations, and educational institutions.




112

BIBLIOGRAPHY

Amporparn N. (2007a). Trends of Online Tourism Retail Market. E-TAT Tourism
-Journal; 3. Retrieved-on October 10*-,--2-00’-? gfrom e
http://www.etatjournal.com/upload/ 187/ 7Iaternet_for_tousrism.pdf

Amporparn N, (2007b). Current situation and trends of World Tourism. E-TAT Tourism
Journal, 3. Retrieved on October 10”‘, 2007, from |
http://www.etatjournal.com/upload/185/5UNWTO_Borometer.pdf

Allan, C., Annear, ., Beek, E, & Beveren, I. (2003). A Framework for the Adoption of
ICT and Security Technologies by SME’s. Retrieved on April S'd, 2007, from
http://www.cecc,com.au/programs/resource_manager/accounts/
seaanz_paper/ 62 AnnearetalFinal, pdf

Australian Government Department of Communication Information Technology and the
Arts, (2004). The Five model of e-business. Retrieved on June 23"1, 2007,
from http://www.e-businessguide.gov.au/planning /level /select

Badnjevic, J. and Padukova, L. (2006), ICT Awareness in Small Enterprises in the Indian
Tourism Branch. Retrieved on January 5“‘, 2007, from
http:/ /wwhw.ituniv.se/~berma/ITU/Supervising% 20Master% 20 Thesis_files/ICT
%20awareness,pdf

Bangkok tourist business and guide register office. (2006, June 30"'). Travel Agent name
list. Retrieved on October 151", 2006, from http://www.tat.or.th/tbgr/

Bojnec, S. & Kribel, Z. (2005). Information and Communication Technology in Tourism.
University of Primorska; Slovenia. Retrieved on November 217, 2006, from
hitp://www2.fm-kp.si/zalozba/ISBN/961-6486-71-3/445-454.,pdf

Barton, C. & Bear, M. (1999). Information and Communication Technologies; Are they
the key to viable business development services for Micro and Small Enterprises?.
Bethesda, MD: Microenterprise Best Practices.

Boonthai, S. (2006). Quality of Travel Business Websites in Thailand. Master degree
Dissertation: Prince of Songkla University.

Bourgouin, F, (2002). Information Communication Technologies and the Potential for
Rural Tourism SMME Development: the case of the Wild Coast, Development
southern Africa, 19(1), 191-214, Retrieved on March 1%, 2007, from




113

http:/ /web.ebscohost.com/ehost/pdf? vid=4&hid=9&sid=6ff6fd36-d4b2-dade-
8586-2a9356283bdec9e4 0sessionmgr8

Braun, P, (2002). Networking Tourism SMEs: E-commerce and E-marketing issues in

 Regional Australia. Information technology & tourism, 5, 13-23. Retrieved on |
November 21%, 2006, from
http:/ /tourism.wu-~wien.ac.at/Jitt/JITT_5_1_Braun.pdf

Brust Media, (2007) The Holidays Are Approaching and Shoppers are Online. Brust
Online Insight Retrieved on October 6“1, 2007, from
http://www.brustmedia.com/nesletter/current.asp

Buhalis, D. (2008). E-fourism, Information Technology for Strategic Tourism
Management. London: Pearson Education.

Buhalis, D. & Main, H. (1998). Information technology in peripheral small and medium
hospitality enterprises: strategic analysis and critical factors. International Journal of
Contemporary Hospitality Management, 10(5), 198-202. Retrieved on November
25", 2006, from
http://www.emeraldinsight.com/10,1108/09596119810227811

Buhalis, D. & Deimezi, O. (2003a). Information Technology Penetration and E-commerce
Developments in Greec, With a Focus on Small and Medium-sized Enterprises.
Routledge, 13(4), 309~324. Retrieved on March 1“, 2007, from
http:/ /web.ebscohost.com/chost/pdf? vid=5& hid= 104&sid=30c7 1fca-6d2f-
4cfd-ac3d-02f00204cf49%40sessionmgrT

Buhalis, D. & Deimezi, O. (2003b). E-tourism Developments in Greece: Information
technologies adoption for the strategic management of the Greek tourism industry.
Tourism and hospitality research, 5(2), 103-130, Retricved on March 15[,

2007, from
http://web,ebscohost.com/chost/pdf? vid=12&hid=6&sid=6ff6fd36-d4b2 -
4ade-8586-a2a956283bdec%40sessionmgr8

Carter, R. (2005). Making the most of ICT based opportunities for developing tourism in
destinations, Retrieved on October 14, 20086, from

http://r0.unctad.org/ecommerce/event_docs/etour2005 /presentations/carter_s1.

ppt




114

Cooper, D. & Schindler, P. (2003). Business rescarch methods. (8" ed.), Singapore:
McGrawHill.

Cosh, K. & Assenov, 1. (2007). Reviewing the Use of Online Services by the Tourism
Industry in an Emerging Market: The case of Thailan__c_l_.__I_’_roc_:_eg_d_it_}_g_ of thc14”'
International confercnceon mfonnat;on technologyand travel & tourism, January
24" 2007, Slovenia.

Denscombe, M. (2003). The Good Research Guide for small-scale social research project
(2™ ed.). Berushire, UK: McGraw-Hill Education.

European Commission Entreprise Directorate General (2003, July). The European e-
Business Market Watch Sector Report; E-business, Usage of ICT & e-business
report no,13 I1/ july 2003, Retrieved on November 22"d, 20086, from
www.ebusiness~watch,org /resources /tourism/SR 13 ~II_Tourism.pdf

European Commission Entreprise Directorate General (2005, March). The European ¢--
Business Market Watch Sector Report; Electronic Business in Tourism is Taking
off-with strong Impacts on Intermediation. Retrieved on November 14"', 2008,
from www.ebusiness~watch.org/resources/tourism/SUMOS_Tourism.pdf

European Commission Entreprise Directorate General (2006). ICT adoption and e-
business activity in 2006. ICT and e-Business in the Tourism Industry report
no.8/2006, Retrieved on July 31", 2007, from http://www.ebusiness-
watch.org/resources/tourism/SR08_2006_tourism.pdf

Frey, S., Schegg, R., & Murphy, P, (2003). E-mail customer service in the Swiss hotel
industry, Tourism and Hospitality Research, 4(3). Retrieved on November 26“1,
2006, from http://web.biz.uwa.edu.au/staff/jmurphy/frey_thr.pdf

Grammack, J., Amaya, C., Chu, K., & Chanpayom, B. (2004, January). Development
Needs of Small To Medium Size of Tourism Business. APEC International Centre
for Sustainable Tourism. Retrieved on November 22’“, 2006, from
http://www.apec.org/apec/enewsletter/march_vol2/publication.primarycontentp
aragraph.0002.LinkURL.Download.ver5.1,9

Hallberg, K. (2002). A market-oriented strategy for Small and Medium-scale
Enterprises. IFC Discussion paper No. 40, Washington DC, World Bank.

Hoontrakul, P. and Sahadev, S. (2005). Exploring The Determinants of E-Commerce
Usage In The Hotel Industry In Thailand: An Empirical Study. Economic




115

globalization and the choice of Asia! Shanghai forum 2005 database. Retrieved
on September 3"’, 2006,

Hoontrakul, P. and Sahadev, S. (2004). ICT Adoption Propensity In ‘The Hotel Industry:

An Empirical Study. Retrieved on December 3", 2006, from -

 hup://www.pongsak.hoontrakul.com /papers/0412129%20ICT#%20 Adoptation%
20Propensity%20in% 20the% 20Hotel% 20Industry% 20by% 20Pongsak % 20Hoont
rakul%20n% 20Sunil%208ahadev.pdf

Hung, W.T., Lin, CH.P., Shang, I.K., Wang, F.CH., Kou, N.F, (2007). ICT Adoption
and Hotel Performance: The case of Taiwan. Proceeding of CAUTHE 2007
Conference, Febuary 11“‘—14"‘, 2007, Australia.

Khoman, T, (2001). The History of the Internet in Thailand. Retrieved on March 17'h,
2007, from http://www.tprthai.net/inethis. htm

Kheamthong, S., Roberts, L., Whitelaw P. (2006). Development of a Conceptual
Framework for the Adoption and Diffusion of Internet and Web Technologies in
Hotel Marketing: A Study of Hotels in Thailand and Australia. Proceeding of
CAUTHE 2006 Conference, February 6"-9", 2006, Australia.

Kim, C. (2004). E-Tourism: An Innovative Approach For The Small And Medium-
Sized Tourism Enterprises (SMTES) in Korea. Retrieved on January 23", 2007,
from http://web.ebscohost.com/ehost/pdf?vid=12&hid=6&sid=6f6fd36-
d4b2-4ade-8586-aa356283bdec9s40sessionmgrs

Koanantakool T. (2007). Important Internet Statistics of Thailand. Retrieved on October
9"‘, 2007, from
http:/ /internet.nectec.or.th/document/pdf/ 20070824 _Important_Intenet_Statisti
cs_of_Thailand.pdf

Liikanen E. (1999). Tourism in the Information Society. Proceeding of the Conference on
Tourism in the Information Society, The European Commission, November 12”‘,
1999, Belgium.

Marcussen, C, (2001). Internet Sales of Travel and Tourism Services in the European
Market 1998-2000: A Method of Tracking Trends by Focusing on Major Online
Markets. Information Technology & Tourism, 4, 3-44.

Mockercher, B. (1998), The business of nature-based tourism. Australia: Hospitality

Press.




116

Mistilis, N., Agnes,P., & Presbury, R. (2004), The Strategic Use of Information and
Communication Technology in Marketing and Distribution: A Preliminary
Investigation of Sydney Hotels. Journal of Hospitality and Tourism Management,
111), 42-55. B

“ MorrzsonA,ng S, O’Lcary J , c.&..C.‘ai L(2001) Predicting Usage of the Internet for
Travel Bookings: An Exploratory study. Information Technology & Tourismn, 4,
15-30.

Murphy, H. (2005) Modelling the Integration of Information and Communication
Technologies in Small and Medium Hospitality Enterprises. Tourism SMEs,
Service Quality and Destination Competitiveness. UK: CABI Publishing.

National Electronics and Computer Technology Center. (2008, October). Thailand ICT
indicators. Retrieved on November 22"d, 20086, from
www.nectec.or.th/pld/document/indicators 2003 .pdf

National Electronics and Computer Technology Center. (2004). Intemet user profile of
Thailand 2004. Retrieved on March 18"1, 2007, from
www.nectec.or.th/pub/pdf-format/ 2004 -inet-user- profile. pdf

National Electronics and Computer Technology Center. (2005a, Febuary). Thailand ICT
indicators 2005, Retrieved on March 17”‘, 2007, from
http://web.ebscohost.com/ehost/pdf? vid=12&hid=6&sid=6ff6fd36-d4b2-
4ade~8586-a2956283bdec9%40sessionmgr8

National Electronics and Computer Technology Center. (2005b), Internet user profile of
Thailand 2005, Retrieved on March 18“1, 2007, from -
www.nectec.or.th/pld/internetuser/ Internet% 20User% 20Profile% 202005, pdf

Nodder, C., Mason, D., Ateljevic, ., & Milne, S. (2000). ICT Adoption and Use in
New Zealand’s Small and Medium Tourism Enterprises: A Cross Sectoral
Perspective. Retrieved on December 22"d, 2006, from
www.trt.org.nz/NZTRI/Documents /ICTSME. pdf

Office of Small and Medium Entreprise Promotion. (2002). White Paper on Small and
Medium Enterprises of Thailand, 2002. Retrieved on October 30"', 2006, from
http://cms.sme.go.th/cms/c/portal/layout?p_l_id=22.217

Office of Small and Medium Enterprises Promotion. (2004, January). The definition of
SME:s. Retrieved on October 30“‘, 2006, from
http://www.sme.go.th/DesktopPage.aspx 7 pid=35&tabid=2387




117

Office of Small and Medium Entreprise Promotion, (2005). White Paper on Small and
Medium Enterprises of Thailand in 2004 and Trends 2005. Retrieve on March
18&', 2007, from
htp://cms.sme.go-thy .../ get.filePrepository_id=18&file_path=/plan/English&fil

 ¢_name=01content+book.pdf

Office of Tourism Development, (2003). Private and Public Cooperation for ACD
Business Forum on Tourism. Retrieved on November 22"d, 20086, from
http:/ /www.tourism.go.th/article.php?1d=140&Ntype=9

Organization for Economic Co-operation and Development. (2004, June). ICT, E-
Business and SMEs, Retrieved on November 5'““, 2006, from
http://wwiw.oecd.org/databased/6/9/31919255.pdf

O’Connor, P. (1999). Electronic Information Distribution in Tourism and Hospitality.
United Kingdom: CABI.

Palasri, 8., Huter, B., & Wenzel, Z. (1999), The History the Internet in Thailand.
Retrieved on March 17", 2007, from http://iir.ngi.nectec.or.th/

Pierson, J. (2003). There is no business like small business: the use and meaning of ICT
for micro-enterprises. Proceeding of “The good, the bad and the irrelevant” on
Decemper 16m, 2003, Finland,

Ridoutt, P, {(2003). Issue Concerning The Role Of Information And Communication
Technology (ICT’s) In Developing Sustainable Tourism. Retrieved on October
10'h, 20086, from
http://www.onecaribbean.org/information/documentdoenload. php? rowid=36 36

Sahadev, S. & Hoontrakul, P. (2004). Online Travel Intermediary: The Casc of
www, MoreThailand.com. Retrieved on March 23"1, 2007 from
papers.ssrn.com/sol3/papers.cfinPabstract_id=635941

Sahin, I. (2006). Detailed Review of Rogers’ Diffusion of Innovations Theory and
Educational Technology-Related Studies based on Roger’s. The Turkish Online
Journal of Educational Technology, 5(2). Retrieved on June 23", 2007, from
http://www.tojet.net/articles/523.htm

Saweksup, N. (2006). E-mail Customer Service Quality: The Case of Thai Travel

Agencies. Master degree Dissertation: Prince of Songkla University.




118

Software Industry Promotion Agency (Public Organization). (2005). Tourism C-
com-merce. Retrieved on November 24“‘, 20086, from http://www.sipa.or.th/
main/index.php?option=com_content&task=view&id=46&Itemid=40

Stiyaporn, P. (n.d). Thailand Tourism Industry: Looking Forward. Retrieved on

AL Novemberlg“‘, 2006’ o
http: 7 /www .thailandoutlook.com/thailandoutlook 1 /downioad/ special/Tourism.p
df

Tourism Authority of Thailand. Chiang Mai hotel name list, Retrieved on October 30'}’,
2006, from Tourism Authority of Thailand accommodations database.

Tourism Authority of Thailand. Ubon Rajathani hotel name list. Retrieved on October
SOLh, 2006, from Tourism Authority of Thailand accommodations database.

Tourism Authority of Thailand. (2004). Hotels & guesthouse in Bangkok, Thailand:
Information development section, TAT, Bangkok.

Tourism Authority of Thailand, Southern office: Region 4. (2004). Accommodations in
Phuket, Thailand: Phuket.

United Nations Conference on Trade and Development, (n.d.). ICT and tourism: a natural
partnership. Retrieved on October 14"’, 2006, from
hitp://www.unctad,org/Templates/Page.asp? intltemID=3 609&lang=1

Van Hoof, H.b., & Combrink, T.E. (1982). U.S. Lodging Managers and the Internet.
Cornell Hotel and Restaurant Administration Quarterly, 39(2), 46-54,

Vickery G., Sakai K., Lee 1., & Sim H. (2004). ICT, E-BUSINESS AND SMES.
Retrieved on November 10"', 2008, from
wwiw.oecd.org/datacecd/6/9/31919255.pdf

Werthner, H. & Klein, 8. (1999). ICT and the changing landscape of global tourism
distribution. Routledge, 9(4), 2566~262. Retrieved on March 17, 2007, from
hitp:/ /www.geog.psu.edu/courses/geog4 9 7b/Readings/ Werthner&Klein_Touris
m.pdf

Woif, S. (2001). Determinants and Impacts of ICT use for African SMEs: Implications
for Rural South Africa. Retrieved on October Gﬂ', 2006, from
www.tips,org.za/files/ Annual% 20report% 202001 . pdf

World Tourism Organization. (2001) E-Business for Tourism—Practical Guidline for
Tourism Destinations and Business. Madrid, Spain: The World Tourism

Organization.




119

Yang, J., Flynn, J., & Anderson, K. (2003). E-business application in the hospitality
industry: a case study, Communication of the international information
management association, 3(1), Retrieved on July 14", 2008, from

http://wwiw.iima.org/CIIMA /CIIMA%20V39%20N1%2019%20 Yang.pdf




120

APPENDICES




121

APPENDIX-A

NCuven

QUESTIONNAIRE
ICT _Applications by SMTE’s in Thailand

I am an MBA student in Hospitality and Tourism Management

(International Program), Faculty of Service Industries at Prince of Songkla University,

Phuket campus. For my MBA thesis I am researching ICT* (computer and Internet)

applications in small and medium sized tourism enterprises (SMTE) in Thailand, The data

collected with this survey will be used for academic purposes and will be useful for

indicating the potential of ICT adoption and use by SMTEs in Thailand. I would very much

appreciate if you could spare about 10 minutes of your valuable time to participate in this
survey.

Thank you for your participation,
Ms. Sirirat Chobkhay
* ICT: Information & Communication Technology (Usage of computers and Internet in your

business)

Please write. ,dmjllljjulli_E!IlSJ}'_EJ'_OI‘__ﬁCk;\'[i n_the hox_which corresponds to your answer/

° e v e
D_?_ﬂ-!l ﬂ‘jaﬂtl.ﬂl!,iiﬂ‘!m’lam%'ﬂﬂ'ltﬁ‘im‘ﬁil ] ‘\/;ﬂﬂ']ﬁ 181}

Part 1! Company Information /ﬁ’agaﬁ'a‘lﬂwaw‘%ﬁﬂ

1. Name of company /"141’ BUTHNL v e ss e sssessans
2. Area (province) /f}lﬂfé (RaWin)

CIBangkok /ATUNW [ Chiang Mai /@enlnal

CJPhuket 7810 [JUbon Ratchathani 7guasusnii

3. Type of business /Ussnngsnia:

. o e v
O Travel Agent ] Accommodation/ AWR........rooms/ ¥B4
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4. Number of employees /AUUWUANY
[JLess than 10/{sendy 104 [110-30/ 10-30 au
[C130-50/ 30-50 Au CJOver 5073007 50 AU

- +5: - Year the company was established- /‘i‘fﬁtﬂwﬁvmsﬁaL'%'m'hlﬁ'nﬁ‘"sﬁn"
CIBefore 1990/n0ut W.6.2533 [71991-1995/%.61.2534-2538
[11996-2000/%.9. 2539-2543 [12001-2005/W.6.2544-2548
[12006-2007/W.¢1.2549-2550

6. What is the approximately percentages of your customers come from the following

channel? /'E{'ﬂei:nﬂmﬂﬂ‘ssmmwaqmsﬁmdaﬁam‘suasﬁquﬁaﬁugnﬁ'maxu’%é’ngiﬁ'i

Hotel/ dwsulsusa:

Travel Agent/ §WSuudvmig:

COWalK N venrecrerriicinseereresesesreneens % CIWalk iNeervereereeessereesrinnrens %
L Telephone.. .o roeccrrersereesessereens % ] Telephone..criireerereninen, %
CIMailsiccrcrneennesnnsenrenninnens % CIMailcoocissinceneenivisinneens %
CIE-mail.ccoecimeeriiseisnsnssinnenses % CIE-maileccorcinecrinnirnnnes %
[CIHotel to hotel refer......urecmmmenenss % [IContract with hotel....vs...... %
[CJContract with travel agentiiie.n.,. % [Partner of travel agentu., .., %
[JOnline direct sales.....ouverrireennenn.. % [JOnline real time sales.......... %
[CJOnline travel agent....cuveeensvnens % TOthers /By Perrerererereensaraene %
[IOthers /83 rverreenreosreosecssessnens %

v
Part 2: ICT Infrastructure /Tasaadnfiugiuva ICT

7. What ICT hardware do you use in your company? (you can select more than 1 choice)

vitneshuldgunsalsnngamaazaind ICT axlnhe

(@ansadenldnnnh 1 9s)
O Telephone /Insdwy

[CIFacsimile /Tnsas

d o
[:lPhotocopy machine (Xerox) /1a389eMa18na)s I Computer /pauAunas

CIPrinter /USunad
|
[Jothers 781 uvnennn. s

. , o ar a
[l Credit card machine / IABIIAUAILATAG
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8. What ICT software do you use in your company? (you can select more that 1 choice)

nizdmasiuldUsgndldusunsueslniee mansadanldinnnt 1 4a)

[ Microsoft Offices lulassawyl sawile ] Amadeus/ adgd
MMicros/ luasad I Avacus/ aunad

P s
CJOthers 78U Jevrvvvresssecereeresinseeenserssnes

9. What ICT facilities do you have in your company? (you can select more than 1
choice) /uSimusahuldinszuy ICT anldlumsdidiiugsia Tdudeslsthe (anse
= kd 1 v
wanldwnnh 1 72)

Clinternet/ duiaasifia [IWireless Internet/Suaasiiio lsas
CIR-Mails Swid Clintranct/ dunsiiia
CJExtranet/ tHnantiin CILAN/WAN / Ssuutauuniawiu

10. You use computers for (you can select more than 1 choice)/ﬁWlﬁﬂﬂuﬁ)ma‘ﬁﬁa
(nsa@enldmani 1 49)
[JCustomer database /3ntiudayagnd  [JProduct database /3afudasanansiomd
Mnternet access 7 t%'aﬂaqﬁué‘umaﬁﬁm E:]Documcnt records /90 anas
IWeb design /davnSulaed Ml others /8 Terrrerareerensnrsossersneenes

10.1 For Hotels only: What Internet facilities for your customers do you have? /
dmiulsusn: ﬁlqémmﬂﬂua::mﬂﬁ'mﬁmﬂaﬂﬁnﬁm%’u‘lﬁu‘%nﬁudgﬂﬁ’ﬂuiﬂusu
gasiiiaslsihg

[C1Business center/gquénangsfis

[CJLAN Internet in all room/ sevuuauluiaanin

[ Wireless Internet in all rooms / ﬁssuuﬁuma‘%lﬁmssw’lna‘l%”ﬁ'lﬂ’[uﬁ’aqﬁ’ﬂ
CINones Taidi

10.2 Are they: [ Free/ws [ Paid for/dignldane

11. Online presence (you can select more than 1 choice)/ ¢ Lﬁuqiﬁaaaulaﬂ (dwn
@anldananth 1 9a)
] Website in directory (e.g. www.phuketdir.com/myhotel)/ ﬁﬁu‘lﬁm"lu@utfnanﬁu‘lmf

[(TOwn Website (e.g. www.myhotel.com) / #iuludiluzacdiie
(O E-mail/Bud

I E-~mail booking /2846 udiug
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[(JOnline form booking/uuuwasumsvateanlal
. . . o
[ Online real time booking/M3384 o ahaaylar

CJE-Payment/mstgehuduinasiiio

o

12. Website usage for / lﬁLﬁul‘UﬁLﬁa :
[J CRM/msdinenuduviudiugne
[ Linking to GDS/ enlaefussuumsensinng
[T Sharing information /ugsdaya
] Marketing 7 mseaia
[T] Up-to-date information provision / ‘lﬁ'ﬂ’aa‘;aﬁﬁuﬁﬁ'ﬂ
[ Others / 514']

Part 3: Impact of using ICT /#ansenuyesmsussgnd 14 ICT

13. Evaluate the impact of ICT on your company (please tick _—3[ in the correct box) Mg

3 oy 1 o J L ﬂi
Ussifluansznuras ICTugshazasihu (Wsavhadeaming A/ Tudesiigndas):

Impacts Strongly Agree Disagree Strongly
BansE Agree | tiunn | litfiudhe | disagree
& v -
Windag Tatfiudae
a4 atiatie

1. Global market reach /tihiaaalanle

2. Attracting more customers /ﬁqqm'lﬂqnﬂ""n
&
HIMHU

3. Connecting with customers in real time /

snnsnfiaraiugnemlavid

4. Cost Reduction 7aasununsujiaa

5. Time Saving /a0@UNUAUIN

6. Improved planning ability /tWNUsE@NTA W
IR

7. Facing higher competition /tByiums
T ar J
L8R TRV EER TR FIATS

8. Sale opportunities for direct marketing /
< g 4
I.‘H}JTE)ﬂ'lﬁﬂ']\'lﬂ'!‘i?.l’lﬂm‘i\iﬂ"lﬂﬂ\iﬂu
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Impacts

Hanizny

Strongly
Agree

LT
tHUGIY

at9e

Agree

&
LHUEIT

Disagree
Taiitng
¥
a3y

atnafia

Strongly

disagree

Talifiudha

9, High cost of initial investment /

fienldhegidlumaimalulafiansaumenld

10. Increased expense for ICT maintenances

! 13 1 . ar
adoption/ttnentdatummirgeinm

11. Easier day-to-day operations system/
P o a v Ay F
fmssiivoulueddsiundeiig

¥ o o
12. Revenue growth /518 dtiuiiu

13. Communicate faster with customers/

= ] o J
fadademsfugnenldidiy

14, Improve the range of company products/

Wannudaduussuitm

15. Improved customer service / {NNQMMN
MsUINIgnMm

16. More distribution channels / fugaan
msand e

17. Possible ICT failure increases operations

risk 7 Winenudslumsdumanvend{iia
x

HTHHINUY

18. Higher risk of e-payment /
= : s P g
Nﬂ']']ul,éﬂﬂuﬂ'l'ﬁ'lﬂ'ﬂ'l‘lQulﬂﬂ{tﬁﬂﬂ'!ﬂ?lﬁ

19. Increased opportunities for new business
partnerships / Winlamalumsasnfinammu
nungugsialng

20. Better interaction with business partners/

] = 1] &5 ot [ c’dcr
imstiadalssanmunuiiingmndiug

21. Difficulty to find qualified staff /
s PP
assmvinnundiqaawlden

22. Staff has problems using ICT /
vainauditgmlumsildou 1ot

23. We need to go online because others

companies do it / daamauhgdssuvssulod
o o v d
UBINNNTZULFEUBIUIENEBY
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Impacts

Hanssny

Strongly
Agree

VAT RE

 oghed

Apree

wivde

Disagree

Yaitiudhe

BHTEY

Strongly

disagree

I o 8F
Taiiiude

24. I’m not confident using technology in my

v a 1 ot
business / thyaegsialiiulalumaluladn
18lumsgsia

25. My customers prefer face to face contact,
not Internet / gnFNdiadMsmMdadalagns
Auwinanannahmsiedarudunaiiiio

26, My business partners prefer face to face or
phone contact/ UitMgMesdasmsldnistiona
nugnilasnsivialdmsdadatnms
Tnsdvdinant

27. Internet is not important for my business /

a o & 1o a o as
dumafiiiabifienudAglugshesiu

28. Internet marketing is not important for my
business / Msnarardunasitialifionu
daydmiugsieuaniy

29. Internet has made the business of travel
< « £ rl L o oy
agents harder /8ULADSIUG m'lwmsmluu
a ' &
ﬁ“iﬂfa NIH LBty gndy

30. Intemet has made hotels less dependent on
travel agents/ Butoasiiin hligsielsausy
naanudludassnn nos @iy

Part 4: ICT support /dudifuayu ICT

14.Do you have ICT support staffs in your company? (if yes, how many?) /uSunyhuil
wWinu éu ICT (Frmafindunaniunad) vdald (il $ivi)
[INo, we don’t have/ Tddvilnaueu 1T
[ ¥es, we have/ (SHENOUFTY ICT BIVHA 1vvvvvereeessersenssesssoons
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15. Do you have plans to recruit more ICT specialists? ?‘i’lﬂﬁtﬂ‘ﬂﬂ”ﬁﬁ%ﬁ‘ismwﬁ'ﬂ\ﬂu
i ICT iuwdals
[ Yes, we have already decided to do it /13 l@gnifiumsud
[ Yes, we will in the near future /14 Tasamsazduluda 9 il

- ENot sure, depends on the future situation /8elaitilaassagiamsnfluainan
[CINo, we have enough ICT staff /1 inilwiinnuifisawaud
[[No, we do not have enough budget /13 (hflsutszanamng

16. What kind of ICT training programs do you have for your employee?/ vinul¥msausy
A 1cT Tugdwulaudminauzani
[In house structured training / 8usHMely
[JOn the job training /Hnausy o msUfiaouai
[Pay for training outside the company udsznaluilinausuies
[INone 7 lif

17. How often do you organise ICT training or retraining for your employee? /
vuldmstineunniasafafislaudminny
[ Less than 1 time/year/taoni 1 adidet
J1-2 times/year /1-2 fail
1 More than 2 times/year /40NN 2 ﬂ%gwia"ﬂ ] None / Taid

18. Have you planned some budget for future ICT training? /uldnunuaudssinadmiu
msanEnausuen ICT vielal
[(] Yes, we have planned already / 14 19iilasemsGausasuda
[CINot sure, depends on the future situation /84bitiladassaquuamsnily
auan CINo /81biiilasanmisias

19. Does ICT impact your reservation system?/ICT HHAATENUGDTLUUMIAENWDINUNTD
Tai
[ No, it doesn’t /laifinansenula 9
[ Yes, the main impacts are / 14 finansenundn da
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20, Does ICT impact your marketing? / M54 ICT ﬁwansz‘numqmimmﬂwaqam'ﬂ%ahi
T No, it doesn’t /lfinansznulaq
[ Yes, the main impacts are / 14 TnHansenunadn fie

Thank You Very Much!
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APPENDIX-B
Thailand ICT Master Plan: The Utilization of ICT in SMEs

The Ministry of Information and -Communication Technology-(MICT) has
set the ICT master plan that devises 7 keys strategies whose require public private and
people sectors collaboration (NECTEC, 2003).

According to the purpose of the ICT master plan, that provides guidelines
for the country to earn benefits of using ICT in order to enhance the quality of life of the
citizens and also to strengthen the nation’s competitiveness. As the 6" Strategy of ICT
master plan, that focus on the utilization of ICT in SMEs that-try to encourage SMEs to
apply ICT to develop their businesses and to boost competitiveness, focusing on ICT for
management, production, and linkages to large firms. This will prepare SMEs for future
competition, as a result of globalization, and also lessen impacts from economic

fluctuation,

Goals

1. Enabling at least 100,000 SMEs to utilize ICT in their back-office
operations by 2006.

2. Enabling 40% of SMEs to utilize ICT in major business operations —-
such as design and engineering -- by 20086,

3, Increasing the number of entrepreneurs in the supply chain by 109%

cach year.
Plan and Activities

6.1 To have mechanisms for technology transfer to SMEs in order to build
up their skills and knowledge and minimize the cost related to intellectual property.

6.2 To provide incentives to set up SME alliances in each business sector
in which the whole ranges of ICT system integration are used in administration and
management in order to boost efficiency and reduce costs among alliance members, as well

as enhancing administrative transparency. Major activities are:
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(1) Establishing a private sector mentor to cfficiently coordinate
each alliance.

(2) Choosing a potential business area from each alliance, to be
run as a pilot- project mode! for other members and other groups. S

- .(.3.). Publlcmng thesucccssful results of each alliance as ‘best
practice’ model for further expansion.

(4) Setting up support measures that encourage linkage between
both manufacturing and operation of SMEs and those of large industries, in order to enable
SMEs to participate in large-scale manufacturing projects and increase their knowledge of
technology and management. This will also boost the potential of Thai SMEs.

6.3 To accelerate the promotion and development of e-business --
especially in facilitation of taxing system, telecommunication system, correspondence with
government, management and production system, and transportation® among high-
potential SMEs, such as electronics and automobile industries. This includes linkage
between SME sectors and large enterprise in related industries.

6.4 To utilize ICT in management, business operation and communication
-— especially supply chain management -- in order to reduce costs and increase
management efficiency from the initial process origin through to the customer. Major
activities are:

(1) Having government agencies, the Federation of Thai
Industries, Institute for Small and Medium Enterprises Development and academia, jointly
transfer knowledge on and create understanding of supply chain management to SMFEs.

(2) Establishing the standards to be used for information exchange
by modern electronic media, such as UN/CEFACT and XML.

(3) Determining the use of barcode’s reading standards and data
collection, using EAN,UCC and EANCOM barcodes in order to reduce the number of
various communication methods in the B2B business communication,

(4) Improving import-export tax rates for ICT material so that
Thai entrepreneurs are not placed at a disadvantage, in comparison with the finished
products in terms of ready~-made imported products

6.5 To develop knowledge and understanding among private entrepreneurs
of the benefits of using hardware and software from local sources, and the potential cost

savings,
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6.6 To set up databases for the planning and provision of services to the
business, manufacturing, and consumer sectors. In this regard, ICT is viewed as major

tools for storing, collecting, analyzing and distributing information to related business.

6.7 Having SME support agencies cooperate in developing an SME Portal,

whnch “w.i-l.i.“pr.o'..ridé .services for entrepreneurs wanting to contact the relevant parts of
government. This should include the management of public information, support policies
and other facilitics, knowledge about the government, support policies or incentives,
including a convenient one-stop service.

6.8 Strengthening the creativity and experience of undergraduate students
in order to enhance their entrepreneurship. This will include cooperation with the private
sector in field-work training and the promotion of new entreprencurs in the economic

system by using the SME support mechanisms from related agencies.
Promotion of ICT Utilization among SMEs

This prime mover is an important strategy for New Economy expansion,
added value to the overall economy and supporting the development of the country’s ICT

industry. The major projects are:
Strengthening SMEs through ICT

The objective is to promote SMEs to use the basic software programs such
as accounting, finance, administration, production management, and link into supply chain
management within each industry sectors suitable for clustering. Initially, it should focus
on strategic industries, such as tourism, food, automobile parts, textiles, and retailing. The
relevant public organizations, in cooperation with the private sector, will be the hosts
supporting SMEs in terms of ICT application, with a target of at least 100,000 SMEs
involved by 2006.

The government must create measures cnabling SMEs to benefit from ICT
utilization in their administration. Examples are: tax incentives (SMEs being able to
deduct more than 100% of their ICT investment); and special interest rate for those SMEs

that develop standard systems accounting and finance.




Figure 1 The interconnection of the basic ICT systems for SMEs in each industry
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