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Abstract

The focus of this study is on the effects of crisis management capabilities on performance
of Tourist Authority of Thailand. Specifically, answers to the following research questions were
generated:
I. What is the perceived level of crisis management capabilities in terms of crisis strategy
awareness, crisis systemic readiness and crisis speedy response of TAT?
2. What is the performance of TAT in terms of communication plans, public relation programs
and promotion packages?
3. Do the crisis mailagement capabilities in terms of crisis strategy awareness, crisis systemic
readiness and crisis speedy response employed by TAT have effects on its performance in
terms of communication plans, public relation programs and promotion packages?

In this study, the researcher used the survey method to examme the effects of crisis
management capabilities on performance of TAT. The respondents were 275 TAT officers. For
data analysis, the researcher used Average Weight Mean and Chi-Square Test

The results of the study showed that in crisis management capabilities, the perceived level
is high in terms of crisis strategy awareness, however crisis systemic readiness and crisis speedy
response have average rating as perceived by TAT officers. The perceived level of performance of
TAT is high in communication plans and promotion packages, whereas the level of perception for
public relations programs is average.

From the findings of the research, TAT needs to improve crisis systemic readiness and
crisis speedy response to enhance its crisis management capabilities. To improve its performance,
there is a need to develop public relations programs that could be implemented more effectively.
A crisis management center with the following responsibilities should be established.
1. Crisis Detection and Monitoring
2 . Crisis Management Plan Development
3. Develop and Implement an Effective Public Relation
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Chapter 1
Introduction
1.1 Background of the study
1.1.1

Global situation
The global tourism situation is facing the challenge from crisis.

In recent

years, the crisis has occurred throughout the world such as Terrorists attacks America
on September 11 2002 which leads to a terrorist counterstrikes in Afghanistan by
USA government, a wide sµread of infected diseases; SARS and A vian Fluenza which
has a great impact on Global Tourism. The global and Thai land Situation is described
as follow .
In the beginning of the year 2003, the world tourism had been affected from 2
crises, the Iraq war in February, a new respiratory virus dispersion (Severe Acute
Respiratory Syndrome: SARS) since March until June and bird flu (Influenza H5Nl)
from the end of the year 2003. (International Market Analysis section in Intelligent
division at TAT, 25 Mar 04)

*

SARS is a newly recognized disease, which has impacted in tourism sector,
since the first cases were reported in China in mid-February.

The Severe Acute

Respiratory Syndrome (SARS) has spread to 24 countries and infected almost 3,300
people, given the highly contagious nature of the disease and a fatality rate of
approxiiraately 4.8%, SARS has raised widespread health concerns across the region.
Those with the highest incidence of SARS, namely China, Hong Kong, Singapore and
Taiwan, are the most exposed to the negative economic implications of the outbreak.
Assuming, however, that quarantine and other measures in place prove effective, the
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overall economic and financial market impact of the disease should be limited.
( www.who.int/csr/sars/en)

East Asia

In the year 2002, the East Asian market had a growth rate of 7.71 %, totaling
6,53 I ,546 tourists. Markets that contained good expansion rates were Malaysia,
China, Korea, and Japan. China, in particular, grew satisfactorily. Major supportive
factors include tourism promotional atmosphere within China and Korea together with
Thailand 's tourism promotion all year round. However, considering the tourism trend
via the southern border, it was found that the growth rate was still satisfactory
resulting in a good expansion rate of this market. Meanwhile, some markets retained
their growth rate; for example, Singapore and Hong Kong. Other market such as
Taiwan faced a reduction in its growth rate. The reduction was caused by the inactive
economic situation which resulted in careful expenditure of people, especially for
tourism. However, the overall tourism situation of this region was not effected. The
incident in Bah and the Philippines did not have an impact on these markets. In
contrast, these created positive factors to Thailand's coastal destinations as they are
competitors of Bali (www2. tat.or. th/statlweb/static__tsi ____detail. php?L=&TsiID=l ).
In the year 2003, the East Asian market experienced a decrease of 5.59
percent, equivalent to a total of 6, 166,460 arrivals. The decrease in this region resulted
from the SARS outbreak in many Asian countries around the end of the first quarter,
which turned to be more severe in the second, with a sharp drop of 46.56 percent. The
larger number of SARS infected people and death toll in various areas such as China,
Hong Kong, and Taiwan considerably left a negative impact on the tourism
environment. Moreover, with an attempt to stop the spread of the djsease, there was a
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slowdown of outgoing tourist traffic within the region, causing detrimental effects to
the tourism industry throughout the Asian region. The regional growth rate saw a
sharp drop although it recovered rapi.dly at 8 percent in the third quarter and 17
percent in the fourth.
(http://www2.tat.or.th/stat/web/static~tsi _detail.php?L=&Tsi ID=9)
Taking into consideration regional tourism by market, almost all major
markets including Taiwan, China, Japan, Singapore and Korea experienced a
decrease, especially Taiwan that saw a drop of 23 percent, China 18 percent, and
Japan 17 percent. China and Taiwan were SARS affected areas and, thus, experienced
a slowdown of outgoing tourist traffic, whereas Japan was also facing an economic
downturn besides its being sensitive with traveling security during the SARS period.
On the contrary, Hong Kong and Vietnam, despite the fact that they also had the
SARS problem with the less number of outgoing travelers to Thailand in April and
May, recovered rapidly to a satisfactory growth rate from June onward. The
Malaysian market enjoyed a slight improvement at 3 percent while the Indonesian
market saw a 2 percent increase. Indochina other than Vietnam saw an expansion of
11 percent in Laos but still a slowdown in Cambodia. There were numerous factors
that contributed to the rapid recovery in several markets in this region during the
second half of the year. Among them were aggressive marketing strategies launched
by the public as well as private sectors through sales promotion activities, discounts
for tour programs and airfares as well as year-end festivals such as Hari Raya (end of
Ramadan), Christmas, and New Year celebrations, which boosted the lively
atmosphere of tourism . In addition, the launch of low-cost airlines helped to stimulate
tourists ' demand to travel.
(www2.tat.or.th/stat/web/static_tsi_detail.php?L=&TsiID=9)
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Europe
In 2003, the tourism situation of Europe might not largely expand. It will
probably retain the same or experience a little lower growth rate compared to 2002.
This is because Europe is still concerned about the global situation together with
terrorism, which targets various countries in Europe, and the war between the US.
and Iraq is trying to involve Europe into the controversy. The world oil prices
fluctuate depending on the disagreement between the U.S. and Iraq. The unstable
world oil prices have a direct impact on the tourism capital of European tourists in
traveling a far distance. The stronger value of the Euro currency will affect the export
of this region. This will further affect the economy of Germany, Sweden, France, and
Italy. In conclusion, in 2003, major European markets that Thailand should be
concerned about are Germany, Italy, Sweden, France, the Netherlands, and Norway
while the United Kingdom, Russia, Switzerland, and East Europe will sti11 expand.
(http://www2.tat.or.th/stat/web/static tsi detail .phQ1L=&TsifD=9)

Americas

*

*

The overall situation of the Americas grew moderately with an expansion rate
of 5. 98%, an equivalent of 640, 143 tourists. This expansion rate is consistent with that
of the major market of the U.S., whose growth rate is 5.06%, totaling 485,276 tourists.
There is still an impact of terrorism in the U.S. that resulted in a reduction of tourism
growth in this region, especially from the U.S. in the first half of the year. Later, the
market recovered gradually especially in the beginning. In the third quarter, the
market began to experience a dramatic increase in the t,)fowth rate replacing the
reduction of the same period of the previous year. This is a result of the U.S. economy
that gradually improved assuring the American people to spend more. The panic of
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terrorism reduced its psychological etfoct of American tourist behavior. We can see
that although the U.S. regularly announced a warning for Americans all over the
world to be more careful about terrorist attacks and to avoid traveling to risky areas of
South Asia, the Middle East, Africa, and Southeast Asia including Thailand, the
announcement did not affect international arrivals of Americans.
(http://www2.tat.or.th/stat/web/static__tsi_detail.php?L=&TsifD=l)

Thailand Situation

In 2002, apart from the unstable global situation that affected tourism in many
aspects including the economy, world oil prices, and terrorism in various destinations,
etc., Thailand's inbound tourism grew reversely. The number of foreign tourists
visited Thailand expanded towards a good direction, exceeding the expected rate as
received a total number of 10.79 million tourists, which is a growth rate of 7% from
the previous year (the expected number was 10.50 million tourists, an expansion rate
of 4%). The mentioned growth rate is almost the same with the expansion rate of
7.9% of the Asian Pacific tourism. However, it is higher compared to world tourism,
whose growth rate was estimated by the World Tourism Organization (WTO) to be
3%. It can be said that this year, Thailand succeeded its tourism promotion.
There was a good expansion rate in almost every region except Oceania and
South Africa. Australia, the major market in Oceania, was affected by its aviation
problem as Qantas and British Airways have changed the transit stop from Thailand to
Singapore plus the terrorism in Bali in

October~

therefore, a direct impact occurred to

Australian tourists and their confidence in the security system in attractions in Asia
was also reduced. As for South Africa, the tourism trend within the market has
changed. Nevertheless, the tourism still expanded in other markets. This is a result of
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the continuous sales promotion and marketing, which supported Thailand's tourism in
a prospective direction.
(http://vrww2.tat. or. th/stat/web/static__tsi_ detail. php? L=&Tsi ID= l)
Furthermore, when looking at each market, it can be seen tourists from major
markets, which the Tourism Authority of Thailand (TAT) set as high potential
markets and applied aggressive marketing strategies, received a larger number of
touri sts than expected. These markets include Malaysia, Korea, China, Russia, East
Europe, the United Kingdom, Scandinavia, India, New Zeal.and, and the United Arab
Emirates. Likewise, Thailand was successful in capturing more tourists from the high
expenditure market segment of the top--end and middle markets, family, and seniors.
This reflected that Thailand's policy to attract the top--end market was very
successful. (http://vvvvw2.tat.or.th/stat/web/static_tsi_ detail. php?L=&TsiID= l )
The first six months of 2003 will go down in history as the period when the
twin crises of SARS and the Iraq war struck simultaneously, keeping milljons of
travelers at home and leaving the industry stunned and shaken.

Now, with Asia-

Pacific destinations all scrambling to recover their respective industries and bring
back visitors, Thai tourism is facing huge competition to ensure that it retains market
share and retains its appeal as a quality, fresh and value for-money destination. The
crises had a severe impact on Thailand. Arrivals declined significantly, especially in
March (-1 2%) and in April (-40%). Visitor arrivals at Bangkok International Airport
during January-May 2003 saw a total decline of 18.17% to 2,6 12, 134. Arrivals from
the Middle East showed the biggest decline of 33.51.% to 50,062, while visitors from
Europe showed the lowest decline of 9.30% to 786,229. Arrivals from East Asian
source markets, like China, Taiwan and Singapore, were severely affected. Although
arrivals from South Asia fell by I I .32%, visitors from Bangladesh showed a
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surprisingly high growth of 42.86% to 16,860 during the same period. Thai outbound
travel lo Asian countries also fell, affecting the yields of airlines operating to Thailand
and the profitability of the overall route. The nonnal school holiday period of AprilMay proved to be very bad for Thai outbound travel agents.

There was some

corresponding growth in domestic travel but not enough to compensate the overall fall
in foreign visitors. The sharp declines have Jed the Tourism Authority of Thailand
(TAT) to lower its 2003 visitor arrival forecasts to 9.31 million, or 13.7% less than in
2002. Attempts are being made to compensate by shoring up domestic tourism to
generate

65

million

trips,

or

a

growth

of

5.64%

(http:ijwww. bangkokpost.q)ln/tourism2003/ycar. htrn I)
Thailand Tourism has been affected mostly from SARS.

over

2002.

~

From such a crisis,

Thailand changed the expected incoming tourists from 1 l.13 millions to 9. 7 millions
(10.47% drop) and incoming revenue from 360600 million baht to 289600 million
baht (J0.47% drop).

From the good cooperation between government and private

organization, finally the total incoming tourist in the year 2003 is 10,004,453 which is
7.36% growth. But it is less than 10. I 5% expected. However, when comparing with
the competitors in South East Asia, Thailand still has more Tourism growth rate
(Hong Kong, Malaysia and Singapore has growth rate decrease of27%, 20% and 19%
down respectively). (International Market Analysis section in intelligent division at
TAT, 25 Mar 04)
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Profile of International Tourist Arrivals to Thailand
January - December 2003
Profile

---·~--~~- -~

Sex
Male
Female

Jan-Dec./03

% Share

-Jan-Dec./02

% Change

% Share

6, 169, 123
61.66
6,426,982
59.51
- 4.01
-- •3 ,835 ~-3_0_____3_8_.3_4_ _~_4_,,'3_
- 7_~-'-lo
__8_5_ _ +_4_0_.4_9_ _ f-_-_1_2_.2_8__- - i
I

Frequency of Visit
First visit
Revisit

10,004,453
4,469,319
5,535,134

Travel Arrangement
Group Tour
Non Group Tour

10,004,453
3,969, 182
6 ,035,!271

Purpose of Visit
Holiday
Business
Convention
Official

10,004,453
8,792, 152
853,494
87,339
44,128

44.67
55.33

10,799,067
5,490,510
5,308,557

50.84
49.16

39.67
60.33

10, 799,067
4,931,079
5,867,988

45.66
54.34

- 19.51
+ 2.85

87.88
8.53
0.87
0.44

10,799,067
9,638,984
824,979
106,853
40,483

89.26
7.64
0.99
0.37

- 8.79
+ 3.46
- 18.26
+ 9.00

---~----~--~--'--"----~11-----~--'----'-----l-

- 18.60
+4.27
--!------

____o~-~~r~- - --·------·----------- --~~.?.!.~4__Q________________ --~'.~I______________18!!.?.?_?________ __1~Z~L--- ·- ··-

--~-~QL__________

Figure 1.1 International Tourism Arrivals to Thailand
Source

( fnternational Market Analysis section

111

Intelligent division at TAT,

OJ Dec 03)

The Impact Market
- Female who is high sensitive for safety has big impact from war, terrorism
and new infection. Moreover, 'firs t visit' market cannot be easily penetrated.
- For 'Revisit' market is a group of tourists who has ever visited Thailand,
know very well about the difference between Thailand and other couJ1tries stiJJ has
confidence and come to visit Thailand.
- Confidence building for safety and international m eeting support which is
well supported by government makes (he business visitors come to Thailand more.
- Sales promotion and price competition for the last two quarters of the year
2003 increased the growth of lower market which has big m arket share as well as
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middle market in Tourism Industry. (International Market Analysis section m
Intelligent division at TAT, 25 Mar 04)

1.1.3 Tourism Authority of Thailand

The Tourism Authority of Thailand (TAT) was established on March 18,
1960, the first organization in Tha iland to be responsible specifically for the
promotion of tourism . TAT supplies information and data on tourist areas to the
public. ft also publicizes Thailand as to e ncourage Thai and international. tourists to
travel in Thailand.

Moreover TAT conducts studies to set development plans for

to urist areas, and co-operates with and supports the production and development of
personnel in the field of tourism. Since the inception of the first local office of TAT

in C hiang Mai in 1968, there arc now 22 local offices throughout Thailand. TAT has
also established many overseas offices the first being the New York office in 1965.
TAT has si nce established 15 more offices in different parts of the world during the
past 30 years.

Location is Tourism Authority of Thailand is 1600 New Phetburi

Road, Makkasan, Rachathewi, Bangkok 10400, Thailand Tel: (66) 2250 5500 Fax:

(66) 2250 551 l.
(www.tat.or.th)
T he Touri sm Authority of Thailand is a state enterprise responsible for the
management and promotional deve lo pment of the country's tourism in full
cooperati on with the relevant agencies in both the government as well as the private
sector. This endeavourer is aimed to increase the potentiality in competitiveness by
carrying out marketing strategies in promoting Thailand among international markets
as well as campaigning for Thais to travel in Thailand throughout the year. O n the
aspect of development, various projects had been carried out focusing on sustainable
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development, development and improvement of tourist infrastructure and facilities.
New tourist destinations as well as numerous forms of tourism activities were
introduced such as Agro tourism and Ecotourism and the Adventure tourism.
Administratively, TAT internally developed and improved its operation to be a
modern and flexible agency working with effectiveness and efficiency. This is to
adapt to the world's competitive stage in the tourism industry.

It also clearly

determined its vision and mission in operation. (www.tat.or.th)

TAT activities after impact from SARS (The Severe Acute Respiratory
Syndrome)

•

~

Established Crisis Management Committee: CMC, a group of selected people
who are responsible to analyze current situation, consists of the following
parties: TAT, Thai Airway International, etc. The committee periodically set
up a meeting to discuss the crisis impact and to find the sol ution.

•

Cooperate and coordinate with government in order to suppress the impact and
by offering health insurance to foreign tourists who suffer from crisis.

•

Launch marketing strategy for foreign tourists;
Thailand Smiles Plus Campaign: TAT and Thai Hotel Association offer
special price for one night stay (buy one get one free).
-

Mega Fam Trip Campaign: TAT, Thai Airway International and Mass

M.edia Agency offer 1,500 free Thailand visits for better understanding the
current: Thailand Tourism and SARS situation.

St. Gabriel's Library, Au
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•

Launch marketing strategy for Thai Tourists;
Consumer Fair: Tourism Industry Promotion activity which Tourism
entrepreneur offer sales promotion for Tourism accommodation to Thai
tourists.
Sales Promotion to Organization Staff Campaign: The special promotion
which offer to organization employee.

SARS Meeting: TAT launched a meeting "APEC Tourism Working Group
22nci" At Pattaya Chonburi between 10-1 l June 2003
(Intelligent division at TAT, 2 Sep 03)

Since the tourist industry has become the major industry that brings a lot of
revenue to Thailand.

So when the crisis is occurred, it will effect to our major

revenue. Tourism Authority Thailand as the organization that directly supports this
industry has duties to find out for the strategy in order to deal with those crisis which
have greatly affect to the foreigners who intend to visit Thailand.
Based on the research from the effect of crisis including achievement and
procedure of TAT, we can say that through the strategy that TAT chose to use is the

way to solve problem after the crisis has occurred. TAT should try to find out or set
up plan to prevent or protect the crisis instead.

12

1.2 Research objectives
1. To determine crisis management capabilities in terms of crisis strategy awareness,

crisis systemic readiness and crisis speedy responses of TAT.

2. To find out the performance of TAT in terms of communication plans, public
relation programs and promotion packages.
3. To study how crisis management capabilities m terms of cns1s strategies

awareness, crisis systemic readiness and cnsts speedy responses have effects on
performance in term of communication plans, public relation programs and promotion
packages.

4. To recommend organization development intervention to TAT based on the
findings of the study.

l.3 Statement of the problem

*

The main concern of this study is to find out the effects of crisis management
capabilities on performance of Tourism Authority of Thailand (TAT).

l.3.l Research Questions
I.

What is the perceived level of crisis management capabilities in terms of crisis

strategy awa reness, crisis systemic readiness and crisis speedy responses of TAT?
2.

What is the performance of TAT in terms of communication plans, public relation

programs and promotion packages?
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3. Do the crisis management capabilities in terms of crisis strategy awareness, crisis
systemic readiness and crisis speedy responses employed by TAT have effects on
its performance in terms of communication plans, public relation programs and
promotion packages?

1.4 Hypothesis
Ho1: Crisis management capabilities in terms of crisis strategy awareness, cns1s
systemic readiness and crisis speedy responses have no significant in effects on
performance in terms of communication plans, public relation programs and
promotion packages.
I-{i1: Crisis management capabilities in terms of crisis strategy awareness, cns1s

systemic readiness and cnsts speedy responses have significant in effects on
performance tn terms of communication plans, public relation programs and
promotion packages.

*
1.5 Significance of the Study
This study was conducted on the existing crisis which Tourism of Thailand is
facing. The significance benefit of this study can be identified as follow:

Readiness
This study provides the awareness and readiness to handle the crisis. The
information that is given by research such as crisis impact and tourist's attitude makes
organization more ale1t to do proactive strategy. Moreover, orgaJ1jzations are able to
assess their performance by asking feedback from other sources to evaluate and revise
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current plan and strategy or develop a new one. H could also be use as a tool for
decision making process during the time of crisis.

Cooperation Enhancement

Once the impact has occurred, it enhances cooperation and relationship
between involving tourism industry. The cooperation might be short term and long
term. It will be short or long term, it depends on the crisis case by case and the
agreement of the parties involve.

For example, TAT and Ministry of Health

established a temporary health center which provides medical and body checking
services for incoming and departure tourists. If both parties agree to run health center
at the airport to cope a coming disease, they have developed long term cooperati.on. It
is also strenh>thening tourism industry network which will enhance good relationship
between organizations.

Tourists Attitude

The significance benefit for tourism industry is the information about ' feeling'
or attitude which is very sensitive toward tourism products before, during and after
crisis. This knowledge is foundation knowledge which Is the key factor to develop
plan to control the impact and change tourist attitude. Once the industry realized the
impact, they are more likely to develop proactive plan to decrease the severity of the
impact effectively.
The tourist's attitude must be researched not only during crisis but it should
also be done routinely, because the world

ha~

changed over time. The tourist altitude

always changes. Some organizations in some countries misunderstand about tourist's
attitude.

Not only the country of destination affects the attitude, but the home
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country's economic situation, cultural background of the tourists and tourist's
educational background arc also tbc main factors. This study clarifies the attitude of
tourists during crisis which makes tourist industry develop a plan to handle the
severity and impact easier. A11d, it also clarifies tourist behavior. The more industry
understands, the better effective plan and operation are developed.

Stakeholder's attitude
The researcher thinks that it should be focus more on the opinion and the
perception of the all stakeholders who will involve with TAT .This study will be
useful to enhance the capability of TAT and also increase the satisfaction of all
stakeholders. These results will help to enhance the ability and capabilities of TAT
encouraging the new tourist prospects to beautiful Thailand. Moreover, the image of
secure and crisis readiness also can help increase tourists to Thailand.

1.6 Scope and Delimitation of the study
1.6.1 Scope of the study
This study will focus on performance of officers in Tourism Authority of
Thailand

CT AT). The officers who are

in TAT will be the sample size of the study in

this research. This research focuses only head office of TAT.

1.6.2 Delimitation of the study
a) This study is limited to officers m marketing department, planning and
development department, units under the direct supervision of the governor
department and administration department of Tourism Authority of Thailand in
Bangkok only.

St Gabriel's Library, Au
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b) The study is limited lo the performance of communication plans, public relation

programs and promotion packages in TAT only.
c) The respondent from this research may not coordinate which may delay the
completion of the research.
d) The study is limited to the interpretation of qualitative research data into
understandable description.

1.. 7 Definition of terms
Crisis: a situation that has reached a critical phase. It refers to an unstable time or

state of affairs in which a decisive change is impending, either one with the distinct
possibility of highly undesirable outcome. (Fink, 1986)
Crisis management capabilities: a process of strategic planning for a crisis or

negative turning point, a process that remove some of the risk and uncertainly from
the negative occurrence and thereby allows the organization to be in greater control of
its own destiryation. (Banks, 1996)
Crisis strategies awareness: The way to identify a potential crisis, and then seek to
reduce its impact. Evaluate the impact of a particular type of crisis, devise continuity
and contingency plans then work out how to reduce the possibility of crisis. (PATA,
2003)
Crisis systemic readiness: Being ready by evaluates their crisis exposure and

develops systemic, tactical and communication plans. (PATA, 2003)
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Crisis speedy responses: Response is dedicated to the immediate aftermath of an
event when everything is at its most chaotic. The initial operational emphasis will be
on damage control in both lives and property. (PATA, 2003)

Performance: Performance measurement is the ongoing monitoring and reporting of
program accomplishments, particularly progress towards pre-established goals. It is
typically conducted by program or agency management. (GAO, 1998) In this study it
refers to the performance of TAT in terms of communication plans, public relation
programs and promotion packages.
Communication plans: Communication plans in this research means to turn the
crisis into a positive experience requires a number of steps both during the crisis and
ongoing after the situation has subsided. This is the time to assess the effectiveness of
the plan and make any necessary updates or changes. (Covello, 1992a)

Crisis communication: the communication between the organization and its publics
prior to, during, and after the negative occurrence. The communications are design to
minimize damage to the image of the organization. (Banks, 1996)

Public relation programs: Any group that has an actual or potential interest in or
impact on a company's ability to achieve its objective. So it involves a variety of
programs designed to promote and/ or protect a company's image to its individual

products. (Kotler, 1997)
Promotion packages: A diverse collection of incentive tools, mostly short term,
designed to stimulate quicker and/or greater purchase of particular products or
services by consumers or the trade. (Kotler, 1997)
TAT officers: A group of people who has hired permanently to carry out the assigned
tasks to attain the organization goals. The officers are classified in to 11 classes.
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Chapter 2
Review of Related Literature Conceptual Framework
This chapter includes two aspects that are directly involved wilh this research
study; Effects of crisis management capabilities and the performance of Tourism
Authority of Thailand (TAT) on it. The review of related literature and theory is
applied on crisis management capabilities and performance factor. The understanding
of crisis management capabilities will be ingredient to improve perfonnance of TAT.
Primary, the researcher will emphasize the appropriate theories that are related to two
variables of the study. Secondary, the capture of theories will approach in terms of
the sub-variables. Finally, the conceptual framework will conclude the relationship of
each variable.

2.1 Organizations as Systems
Organizations are systems composed of interrelated parts that function
together to achieve a common purpose. It is helpful to them as open systems that
interact with their environments in the continual process of transforming resource
inputs into product outputs in the fonr1 of finished goods and/or services.

The

external environment is a critical element in the open systems view of organizations.
It is both a supplier of resources and the source of customers, and it has a significant

impact on operations and outcomes.

Both the boundaries of any organization-the

supply side and the customer side--and its internal operations must be well managed
for performance success. (Schermerhorn, 2002)
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The environment
supplies:

The environment
consumes:
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creates:

Product outputs

Resource In1mts

People
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Materials
Technology
Information

t

Workflows
tum resources
into outputs

---+

Finished
Goods and/or
services

Consumer feedback

Figure 2.1 Organizations as open systems.

Source: Schermerhorn (2002). "Introducing Management." p.12

In the open-systems view of organizations, the customer truly reigns supreme.
Feedback from the environment tell s an organization how well it is doing. Without
customer wi111ngness to use the organization's products, it is difficult to operate or
stay in business over the long run. (Schermerhorn, 2002)
It helps to think of organizations as systems. A system is an organized

collection of parts that are highly integrated in order to accomplish an overall goal.
The system has various inputs which are processed to produce certain outputs, which
together, accomplish the overall goal desired by the organization. T here is ongoing
feedback among these various parts to ensure they remain aligned to accomplish the
overall goal of the organization. There are several classes of systems, ranging from
very simple frameworks all the way to social systems, which are the most complex.
Organizations are social systems. (McNamara, 1999)
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2.2 Or·ganization Development
The nature and

needs

of organizations are changing dramatically.

Correspondingly, the profession of organization development (OD) has been changing
to meet the changing needs of organizations. Therefore, it may be most useful to
consider several definitions of organization development.
Organization Development is a set of behavioral science-based theories,
values, strategies and techniques aimed at the planned change of the organization
work setting for the purpose of enhancing individual development and improving
organization performance, through the alteration of organizational members ' on-thejob behaviors. (Porras & Robertson, 1992)
Organization development is an effo1t planned, organization wide and
managed from the top, to increase organization effectiveness and health through
planned interventions in the organization's processes, usrng behavioral science
knowledge. (Zawacki, 1994)
Organization development (OD) is defined as a long-range effort to improve
an organization's ability to cope with change and its problem solving and renewal
processes through effective management of organization culture. (Harvey & Brown,
1996)
Organization development mentioned by Cummings & Worley (2000) is a
system-wide application

of behavioral

science

knowledge

to

the

planned

development, improvement, and reinforcement of strategies, structures, and processes
that lead to for organization effectiveness.
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2.3 Change Management
Change management is the process, tools and techniques to manage the peopleside of that business change to achieve the most successfol business outcome, and to
realize that change effectively within the social infrastructure of the workplace.
Change management is a required competency in business today. The shift in the core
values of employees to empowerment, ownership, and accountability has created a
work force that will embrace change as long as they are parl of the process. With the
introduction of today's new business values, employee resistance should be expected.

In the absence of change management, this resistance can cripple a business change.
(Hiatt & Creasey, 2004)
Change management means to plan, initiate, realize, control, and finally
stabilize change processes on both, corporate and personal level. Change may cover
such diverse problems as for example strategic direction or personal development
programs for staff Change is the continuous adoption of corporate strategies ru1d
structures to changing external conditions. Today, change is not the exception but a
steady ongoing process. On contrast 'business as usual' will become the exception
from phases of turbulence. Change management comprises both, revolutionary oneoff projects and evolutionary transformations.

There are two types of changes:

1.0rganization Development - this is the more gradual and evolutionary approach to
change. It bases on the assumption that it is possible to align corporate objectives with
the individual employee's 09jectives. 2. Reengineering - this is known as corporate
transformation or business transformation. It is the more radical fonn of change
management, since it challenges all elements of processes or structures that have
evolved over time. (Recklies, 2004)
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Major change efforts have helped some organization adapt significantly to
shifting conditions, have improved the competitive standing of others and have
positioned a few for a far better future. But in too many situations the improvements
h<ive been disappointing and the carnage has been appalling with wasted resources
and burned out, scared or frustrated employees. (Kotter, 1996)
Organization development and change management both emphasize on
planned change. Both are concerned with the sequence of activities, processes, and
leadership issues that produce organization improvements. However, they differ in
value orientation.

Organization development's behavioral science foundation

supports values of human potential, participation , and development, whereas change
management is more focused on values of economic potential and the creation of
competitive advantage. Organization development's distinguishing feature is concern
with the transfer of knowledge and skill that the system is more able to manage
change in the future. Change management does not necessarily require the transfer of
these skills. All organization management involves change management, but change
management may not involve organization development. (C ummings & Worley,
2000)

2.4 Crisis Management Capabilities
2.4. l Crisis
The word "crisis" can be widely defined.

It is impossible to develop a

comprehensive definition for the word crisis which can be used to explain the
situation in various industries. Jn the economic sphere, the meaning of the term crisis
can be termed as an unwanted, unusual situation for organizations, which, due to the
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seriousness of the event, demands an immediate entrepreneurial response (Glaesser,
2003).
From Covello ( 1995) comment, he defined as an unplanned event which
triggers a real or perceived, or possible threat to safety, health, or environment, or to
the organizations reputation or credibility.
Fink ( 1986) defined s a crisis is an unstable time or state of affairs in which a
decisive change is impending, either one with the distinct possibility of highly
undesirable outcome or one with the distinct possibility of a highly desirable and
extremely positive outcome. The term crisis is also defined as anything that has the
potential to negatively affect the reputation or credibility of an organization.
For the purpose of this document, the tenn crisis is an unplanned occurrence
which can threaten the tourism and related business, diminish the industry image and
reputation.
The classification of crises is also widely defined. From Glaesser (2003) point
of view, time pressure characteristic is used. He classified crises in to three phases,
which are potential, latent and acute crises. Potential crises are characterizing a phase
in which the crisis is only an imaginary construct. They are not ascertainable and
existent. Latent crises describe the phase in which the crisis has already broken out
but is not yet identifiable with the normal instruments Acute crises is the period of
time in which the destructive effect of the crisis is perceived and the company strives
to cope.
Banks (2002) defines as a major occurrence with a potentially negative
outcome affecting the organization, company, or industry, as well as its publics,
products, services, or good name .
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The crises can also be defined on the basis of natural and human induction.
The good example is the differentiation between the crises from tropical cyclones or
floods which is natural disaster induction and Ten-orisrn which is human induction.
CM & JA (1998) defined as a low-probability, high-impact event that threatens the
viability of the organization and is characterized by ambiguity of cause, effect, and
means of resolution, as well as by a belief that decisions must be made swiftly.
Sometimes speed of time is used . It is possible to distinguish between crises with fast
and slow speeds. Crises with fast speeds will lead to sudden change and greater
impact.

2.4.2 Crisis Management Ca1)abilities
The term "management'' can be defined as a group of people who do the
management tasks. As functional thinking is concerned, management is a term for all
tasks and process connected with the running of a working organization, which are
planning, organization, implementation and control (Glaesser, 2003).
OW and RA (1996) defined as a systematic effort to avoid cnses or to
minimize the adverse effects of crises. CM and Mitroff (1993) gave a definition as a
process that drives decision-making and whose the purpose is to prepare an
organization to think about unthinkable.

Fink ( 1986) defines as a planning for a

crisis, a turning point, is the art of removing much of the risk and uncertainty allow to
achieve more control over one's own destination
Banks (2002) defines as a process of strategic planning for a crisis or negative
turning point, a process that removes some of the risk and uncertainty from the
negative occurrence and thereby allows the organization to be in greater control of its
own destiny.
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Brundage (2000) describes cns1s management as a plan that works to
minimize the potential damage of a crisis, and in some cases can be effective in
eliminating a potential crisis altogether.
Within this study the term crisis management is the process of planning,
implementation and controlling the strategies for preventing and minimizing the
impact from unpredictable negative event and business interruption.

2.5 Crisis Management
Although the tenn crisis management has gone through various attempts of
definition, no standard one has been found . At least its subdivision into t wo main
activities, crisis prevention and crisis coping has proved.
Grant and Powell ( 1999) propose three stages of crisis management; Crisis
prevention, Crisis Preparation, and Recovery and Rebuilding.
The first stage of good crisis management is prevention, or monitoring. The
principle behind monitoring for crises is that it will help groups to identify a potential
crisis and ward it off before it escalates into a full -scale disaster. Crisis prevention is
the most challenging aspect of crisis planning. It is relatively easy to identify and plan
for events that can logically disrupt the organization. It is very difficult to generate
interest in planning for things that are unlikely to occur. Good crisis prevention
involves exposure management techniques or industry monitoring, and two exampl es
are media analysis or tracking and consumer surveys. Good monitoring practices will
help identify problems early on and trigger preparations to respond and actions to
eliminate or manage new threats before they occur. Furthermore, management and
employees who are aware of potential problem areas will be more al ert to the threat of
a crisis and in a better position to help avert it (Grant and Powell, 1999).
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The second stage of crisis management is crisis preparation. Being prepared
for a crisis is of utmost importance, because when emotions and stress are running
high, and trust is Jow, things tend to get overlooked and sometimes forgotten. The
first step in developing a crisis plan is to assess the present situation and conduct a
"crisis audit." This means taking a very close look at operations and identifying
potential vulnerabilities and possible crisis scenarios. It also means documenting
current procedures and policies of organization (Grant and Powell, 1999).
The third stage of crisis management is assessing the damage and rebuilding
the company's reputation after the crisis. The progression from the actual crisis to the
recovery phase can only happen once a pre-defined action -- which signifies that the
crisis is officially over-~ has been executed (Grant and Powell, 1999).
Glaesser (2003) proposes his interesting crisis management. He proposes two
main stages (Phases) of crisis management which consists of useful minor stages
(Phases), as shown in Figure 2.5.1

---

..

-------~-

Crisis Prevention

Crisis Coping

Crisis precautions

Crisis avoidance
Early

Planning

Implementation

Employment
Adjustment

Warning

- ..
..-·---'--- - - ·
Figure 2.2 Phases of crisis management
·- ·~--

of instruments
-~-----

Sources: Glaesser, Dirk. (2003). Crisis Management in the Tourism Industry
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Crisis prevention should be understood as preparation for uncertain future
damage or negative events.

In contrast to crisis coping, crisis prevention is

characterized by continual occupation with the subject. It is comprised of the two
areas, crisis precautions and crisis avoidance, in which both parts should not be view
as temporally succeeding. They are rather independent parts, which in practice and
from a time perspective, can find themselves used one after the other or at the same
time (Glaesser, 2003).
Crisis precautions describe planned precautionary activities and measures for
more effective crisis coping, which are carried out with the aim oflowering the extent
of damage. This area is consequentially of a strategic nature and includes risk policy,
but also prepares operative crisis plans (Glaesser, 2003).
The object of crisis avoidance is to take measures that hinder the development
of crisis out of identified crisis potentials. This is primarily the task of early warning,
which deals with scanning and evaluation. The aim of early warning is to detect
events in time and to estimate their seriousness in order to quickly undertake
countenneasures (Glaesser, 2003).
Apart from early warning, crisis avoidance deals with the adjustment of the
organization to the situation in that it increases the reaction speed. Because this
adjustment can be triggered by a negative event, the lines between preventive and
coping activities become blurred (Glaesser, 2003).
Crisis coping has a defeating character. It is suddenly initiated and portrays an
active and intended exertion of influence over the situation that can be carried out by
the affected organization or others. It sta1is with the identification of a crisis situation.
Apart from dealing with the causes of the crisis, crisis coping covers the employment
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of all management instruments in order to bring the crisis situation to an end. The
goal is the management of a crisis in such a way that no more present or future
negative consequences can occur (Glaesser, 2003).
Banks (2002) has distinguished crisis management into five stages; Detection, Crisis
Prevention, Crisis Preparation, Containment and Recovery.
The detection phase may begin with nothing warning signs, or what refers to

as prodromes or the prodromal stage. Some crises have no noticeable prodromes, but
many do. Crisis detection also refors to a system within the organization in which key
personnel are immediately notified of a crisis. An organization has a considerable
advantage if it knows about a crisis before its publics do, especially before the news
media get the tip.

This gives the organization time to draft a statement, make

preparations for a new conference, notif-y the crisis team, and call in spokes persons
(Banks, 2002).
For Crisis Prevention, ongoing public relations programs and regular two-way
communication build relationships with key publics and thereby prevent crises, lessen
the blows of crises, or limit the duration of crises (Banks, 2002).
Crisis preparation 1s necessary for dealing with cnses that cannot be
prevented. The Crisis Communication Plan is primary tool of preparedness. T his
plan tells each key person on the crisis team what his or her role is, whom to notify,
how to reach people, what to say and so on. The crisis communication plan provides
a functioning collective brain for all persons involved in a crisis, persons who my not
operate at normal capacity due to the shock or emotions of the crisis event (Banks,
2002).
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Containment refors to the effort to limit the duration of the crisis or to keep it
from spreading to other areas affecting the organization (Banks, 2002).
Recovery involves efforts to return the company to business as usual.
Organizations want the 1eave the crisis behind and restore normalcy as soon as
possible. Recovery may also mean restoring the confidence of key publics, which
means communicating a return to normal business (Banks, 2002).
PATA (2003) has classified Crisis Management into four phases; which arc
shown in figure 2.3.
In Reduction phase, the key to crisis management is to identify a potential
crisis, and then seek to reduce its impact Managers should perform a survey of the
organization's internal strengths and weaknesses and external opportunities and
threats of SWOT analysis. Based on that they can evaluate the likely impact on the
organization of a particular type of crisis, devise continuity and contingency plans and
work out how to reduce the possibility of its crisis (PATA, 2003).

In Readiness phase, "Being ready" involves more than making plans and
running an occasional drill. Organizations need to evaluate their crisis exposure and
develop strategic, tactical and communication plans. Managers must regularly audit
the plans, conduct crisis response management exercises and acquire crisis
management skills. Managers and staff need to be psychologically prepared for ihe
impact and stressed that crisis events may impose upon them (PATA, 2003).
In Response phase, response is dedicated to the immediate aftermath of an
event when everything is at its most chaotic. lt will become very quickly apparent
whether the reduction and readiness phases have developed continuity and
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contingency plans that are effective.

The initial operational emphasis will be on

damage control in both lives and property. The crisis communications strategy should
be in play, pre-empting and reassuring stakeholders and the public (PATA, 2003).

In Recovery phase, the best assessment of effective crisis management is if a
crisis has been avoided in the reduction and readiness phases. However, many crisis
are "acts of the gods" seemingly unavoidable.

In this case, a crisis management

system's effectiveness can be gauged three ways (PATA, 2003):
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2.6 Performance
Performance measurement is the ongoing monitoring and reporting of program
accomplishments, particularly progress towards pre-established goals. It is typica1ly
conducted by program or agency management. Performance measures may address
the type or level of program activities conducted (process), the direct products and
services delivered by a program (outputs), and/or the results of those products and
services (outcomes). A "program" may be any activity, project, function, or policy
that has an identifiable purpose or set of objectives.

Program evaluations are

individual systematic studies conducted periodically or on an ad hoc basis to assess
how well a program is working. They are often conducted by experts external to the
program, either inside or outside the

ag(~ncy,

as well as by program managers. A

program evaluation typically examines achievement of program objectives in the
context of other aspects of program performance or in the context in which it occurs.
Four main types can be ider:tified , all of which use measures of program performance,
along with other information, to learn the benefits of a program or how to improve it.

(GAO, 1998)

Relationshjp between Performance Measurement and Program Evaluation
Performance measurement focuses on whether a program has achieved its objectives,
expressed as measurable performance standards. Program evaluations typically
examine a broader range of information on program performance and its context than
is feasibl e to monitor on an ongoing basis. Depending on their focus, evaluations may
examine aspects of program operations (such as in a process evaluation), or factors in
the program environment that may impede or contribute to its success, to help explain
the linkages between program inputs, activities, outputs, and outcomes. Alternatively,
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evaluations may assess the program's effects beyond its intended objectives, or
estimate what wo.uld have occurred in the absence of the program, in order to assess
the pro1:,1fam's net impact. Additionally, program evaluations may systematically
compare the effectiveness of alternative programs aimed at the same objective. Both
forms of assessment aim to support resource allocation and other policy decisions to
improve service delivery and program effectiveness. But performance measurement,
because of its ongoing nature, can serve as an early warning system to management
and as a vehicle for improving accountability to the public. A program evaluation's
typically more in-depth examination of program performance and context allows for
an overall assessment of whether the program works and identification of adjustments
that may improve its results. (GAO, 1998)

Types of Program Evaluation according to GAO (1998)
Process (or lmplementation) Evaluation, this form of evaluation assesses the
extent to which a program is operating as it was intended. It typically assesses
program activities' conformance to statutory and regulatory requirements, program
design, and professional standards or customer expectations.

Outcome Evaluation, this form of evaluation assesses the extent to which a
program achieves its outcome-oriented objectives. It focuses on outputs and outcomes
(including unintended effects) to judge program effectiveness but may also assess
program process to understand how outcomes are produced.

Impact Evaluation, impact evaluation is a form of outcome evaluation that
assesses the net effect of a program by comparing program outcomes with an estimate
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of what would have happened in the absence of the program. This form of evaluation
is employed when external factors are known to influence the program ' s outcomes, in
order to isolate the program's contribution to achievement of hs objectives.

Cost-Benefit and Cost-Effectiveness Analyses, these analyses compare a
program's outputs or outcomes with the costs (resources expended) to produce them.
When applied to existing programs, they are also considered a form of program
evaluation. Cost-effectiveness analysis assesses the cost of meeting a single goal or
objective, and can be used to identify the least costly alternative to meet that goal.
Cost-benefit analysis aims to identify all relevant costs and benefits, usually expressed
in dollar tenns.

For this study, the performance is defi ned as the action of performing, or
something performed which can be observed or measured by various instruments.

*

2.6.1 Communication Plans

Communication is an important part of crisis management. It has to be well
planned and managed. Because the communication during crisis plays the important
role, it transmits the fact and information to mass audience. Conversely, it also
transmhs feedback from them to the sender.
Defining communication simply as " the transmitting of ideas and information"
obscures the complicated nature of thi s act.

To communicate effectively is very

difficult, especially when the audience is diverse and distant.

Even one-on-one

relationships are marred by faulty communication; a complaint cited by employees,
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friends, even spouses. When the numbers involved in the communication expand, so
do the challenges. So those in the travel industry must try to grasp the principles of
good communication as well as the roadblocks which interfere with messages (Reilly,

1990).
According to Sikich (1998), it defines crisis communication plan as a plan aids
quick response, clear thinking and inclusiveness under fire. It works hand-in-hand
with a disaster plan to reduce the damages, focusing on presenting the situation in the
best possible light.
The crisis communication can be defined as the exchange of information that
occurs within and between authorities, organizations, media and interested
individuals, and groups, before, during, and after crisis. (Swedish Emergency and

-

Management Agency, 2003)

In this circumstance, TAT is the sender who gathers data and information,
analyzes, summarizes and transmits to target audience.

The audience is both

international and domestic tourists who concern about the current crisis. The sender
is also able to give sender response for the performance of crisis management
strategies.

TAT, the sender also uses the feedback to revise the strategies and

develops new ones.
Another important fact for communication is to ensure every relevant
individual is aware that there is a crisis. It would be useful to break the notification
process into two sections; the first should outline what to do if the media or an interest
group

initiates

a crisis;

the

second will

be

a crisis

identified

by

the

association/company. Two other important contact lists to create are telephone trees,
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or some means of contacting key association members. As well, the ability to contact
a company representative after hours is also essential.
The principle task of communication policy is to convey information with the
aim of influencing and guiding consumer behavior, opinions and expectations.
Within the context of negative events, two basic types of communication can be
distinguished; risk communication and crisis communication.

- Risk Communications - Risk communication pursues a long-term approach. The
aim is building trust, understanding within the context of risks and avoiding negative
events.

It is the use of tourism where the tourist himself or herself comes into

question as the trigger of a negative event

- Crisis Communications - Crisis communication is a form of communication that is
suddenly initiated and is dependent of a negative event occurring.

Whether it is

initiated straight after the event or is slightly delayed, that is, when the active crisis
communication comes into play, is decided by the chosen crisis handling strategy.
(Glaesser, 2003)

*

*

Effective cns1s communication helps ensure that (Covello, 1992b).

The

incident or event does not rise to the level of a crisis, the impact of the crisis on the
company is kept to a minimum, and the organization establishes control over the
situation -- including the media. Crisis-related messages a.re accurately and quickly
transmitted, received, understood, and believed.

The company is perceived in a

positive light -- as caring, concerned, and taking appropriate action to correct the
situation.

Crisis-relat~d messaw~s

result in meaningful and appropriat~ actions.

Ineffective crisis communications, by comparison, can raise Jevels of public anxiety,
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concern, and fear; and fuel rumors. It may result in inaccurate perceptions of risk. It
could also result in the loss of shareholders and public confidence.

2.6.2 Public Relation Programs
Public relations activity has communication functions in the wider context of
corporate goal and crisis management. It has planned and sustained effort to establish
and maintain mutual understanding between organization and public.
Public relations is the most popular planned management function which,
aided by research, seeks to understand trends and attitudes and to accommodate the
client or firm to these directions through programs of communication and evaluation.
Public relation is helpful in dirninishing the impact of unfavorable publicity. Five
distinct activities are associated with the role of public relations. (Holloway &
Robinson, 1995):

:J

Banks (2002) refers to J Gruning and Hunt theories which are built up on the
public relations. The theory is called Excellence Theory. It describes the excellence
of public relations programs, and they are classified into 4 models;

l. Model 1 Press Agency I Publicity Model.
In this model, public relations practitioners are interested in making their
organizations or products known.

They may or may not use truthful statements.

Falsehood, half-truths, and incomplete facts are all permissible. It indicates on-way
transfer of information from the organization to the publics. Little or no research is
required. There is no feedback.
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2. Model 2 Public Information Model
This model is characterized by the desire to report information journalistically.
It is different from Model 1 in that truth is essential. This model also involves a oneway transfer of information from the organization to the publics. Little or no research
is required.

3. Model 3 Two-Way Asymmetric Model
This model is also called the scientific persuasion model, the public relations
practitioner uses social science theory and research, such as surveys and polls, to help
persuade publics to accept the organization's point of view.

There are some

feedbacks.

4. Model 4 Two-Way Symmetric Model
Thjs is also called mutual understanding model in which public relations
practitioner is an intermediary between t.he organization and its publics. Research and
social science theory are used not to persuade but to communicate. Effective public
relations programs based on this model are said to be "excellent" programs. The
practitioner tries to achieve a dialogue.

Symmetrical public relations programs
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2.6.3 Promotion Packnges
Sales promotion is part of marketing communications other than advertising,
PR, personal selling, and sales literature.

It is primarily designed to stimulate

consumer purchasing, and dealer and sales force effectiveness in the short-term,
· through temporary incentives and displays. The definition stresses the short-term,
non-regular, incentive nature of sales promotion, and the fact that it extends beyond
consumers to distribution networks and the sales force. (Kotler, 1997)
Promotion attempts to increase demand by conveying a positive image of the
product to potential customers through appeals to the perceived demands, needs
tastes, values and attitudes of the market or a particular target market segment.
(Weaver & Lawton, 2002)
The role of promotion is to convince potential customers of the benefits of
purchasing or using the products and services of a particular organization.
Organizations use different methods of marketing communication to achieve their
aims. The different methods of marketing communication are discussed below.
(Horner & Swarbrooke, 1996)

,

Most members of the travel industry are familiar with advertising and its uses,
but are less confident in the use of sales promotion techniques. This is unfortunate,
since there are so many forms of sales promotion which can be unde11aken, limited
only by the imagination of the marketing staff. However, they must be used with

caution, since not all sales promotion is suitable for all forms of product
Sales promotion activities are attention getters, since their objective 1s to
achieve immediate sales impact. Before examining how the techniques are employed,
it will be helpful to identify the various tools in the sales promotion ' armory'. The Iist
that follows is not intended to be exhaustive, but it will cover those more commonly
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used and which are appropriate for application in the travel and tourism industry.
(Holloway & Robinson, 1995)

Marketing Objectives Attainable by Sales P1·omotion
The types of tactical marketing objectives are attainable through sales
promotion efforts. In practice the objectives stem from response to combination of
factors, which may vary on a weekly basis, including:
Sales volume targets and variance analysis
Problems of over- or under-capacity of production.
Competitor actions.

o~ ·

Other business environment factors representing threats or opportunities.
Problems with the coverage, stocking, and /or display of brochures m
distribution networks.

2. 7 Conceptual Framework
Conceptual Framework

~9~

,,.

~

After studying from 1mmy literatures on frameworks and related studies, which
were conducted by many researchers, a specific map ideas, is drawn to construct the
conceptual framework on this study. The design of conceptual framework was drawn
from an integration of specific sub-variables needed to study further the research
topic. It was useful as a part of a process of planning and clarifying the research
problem and conducting the analysis.
The conceptual framework showed the relationships between two mam
variables, which are crisis management capabil ities and the Performance of TA T's
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employee toward this changing. The sub-variables of each variable were selected to
determine the influence and affoct on both variables (See Figure 2.4)

This diagram represented the conceptual framework of the research study,
which integrated different variables discussed below.

Independent Variable

Dependent Variable

Crisis Management
Capabilities

Performance
---- - -- - ----- - -

• Crisis Strategy Awareness

• Communication Plans

• Crisis Systemic Readiness

•

Public Relation Program

• Crisis Speedy Responses

•

Promotion Packages

*

Figure 2.4 Conceptual framework

The conceptual framework as shown in this research has been developed from
generic ideas of variables for the independent variables, which are the factors relevant
in creating crisis management capabilities, whereas the dependent variable of this
study focuses orl performance of the organization. The framework shows the
relationship of sub variables of each main variable that plays important roles of TA T's
performance in crisis management capabilities.
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2.8 Discussion of each of the Selected Sub-Val'iable of Crisis
Management Capabilities
The sub-variable which researcher is interested in and selected for study is the
crisis management strategy as mentioned above.

The studied sub-variables are

selected from various theories which are in common on the basis of TAT organ ization
structure.
The study is focusing on the suitable crisis management for TAT. Within this
study, the crisis management can be partially separated in to three stages, which are
'Before Crisis Stage', 'During Crisis Stage' and 'After Crisis Stage'. 'The Before
Cris is' means 'Prevention'.

'During Crisis' means 'Response, Readiness and

Containment'. And, 'After Crisis' means 'Recovery and Leaming'. But the term will
be changed to Crisis Strategy Awareness, Crisis Systematic Readiness and Crisis
Speedy Response.

Research uses Crisis Stratcbry Awareness for Prevention and

Preparedness stage, Crisis Systematic Readiness and Crisis Speedy Response for
During Crisis Stage and Recovery stage will be discussed afterward.
For crisis management theories, researcher agrees with Crisis Precaution
strategy (Glaesser, 2003) that crisis management plan must be developed at the first
place, in this case, it is preventive plan (Glaesser, 2003) theory. Because before a
crisis is detected and identified, the plan must be ready to cope any emergency crises
which can occur anytime. After that the Banks (2002) is applied, it is the detection.
The process of this stage is the monitoring potential crisis and rumors, and gathers
information from reliable sources such as government support organization.
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After this process, the untrustworthy negative events and rumors will be
screened out. The crisis is identified. TAT steps into Crisis Prevention ( Glaesser,
2003) and (Banks, 2002), which is crisis avoidance also (Glaesser, 2003) and
Reduction (PATA, 2003). Researcher combines these theories together because their
function support to each others. Reduction is an at1cmpt to reduce the impact from
crisis which might be affecting to tourism industry by using Crisis Prevention
strategy, crisis avoidance. It is a communication which informs the tourist about the
crisis situation and other infonnation such as country of destination, economic, politic
and safety situations; it is called Early Warning and Travel Advice (Glaesser, 2003)
In the stage of during crisis, after the crisis is identified and the stakeholders
are acknowledged, TAT' s second job is to develop contingency plan ( Glaesser, 2003).
Researcher agrees with (Glaesser, 2003) because the generic plan and preventive plan
which are developed in general cannot fully fit to a particular crisis. In this case, a
newly developed plan is required; it is contingency plan (communication plan).
PATA (2003) described as Readiness strategy.
Once the plan has been developed, the implementation wiU be taken place. In
this process, researcher agrees with theory of crisis preparation and containment
(Banks, 2002). The crisis preparation deals directly with minimizing the crisis impact
while the containment shortens the duration of crisis.

In order to manage crisis

effectively, these two theories must be carried out altogether.
Last stage of crisis management is after crisis. In this stage, researcher agrees
with Recovery of (Grant & Powell, 1999) and (Banks, 2002) to recover the damage
from crisis impact as soon as possible. And, Learning (Banks, 2002) is also a good
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theory. After TAT got through crisis, a precious experience is obtained. They might
be able to use it to make a new preventive plan in the future.
After TAT responded to crisis and led it to end, the task of TAT after this
stage is only to help the tourism entrepreneur to recover by cooperation and support.
Researcher develops a new crisis management as follow:

1. Crisis Strategy Awareness

\\JERS/

This is an imaginary stage. Because the crisis occurrence does not come into
reality. The information such as, news, rumors and other reliable sources gives the

-

crisis signal. TAT's task is to identify the crisis and prepare strategy to handle. The
rumors which are not real occurrence will be eliminated.

Moreover, this stage is also called Prevention, Preparedness and Reduction,
because the preventive activities are conducted in order to reduce the prospect impact
by using crisis precautions strategy. The communication will be played an important
role for communicating the precaution message such as early warning and travel
advice.
From researcher's perspectives, the TAT's main responsibilities are to boost
the national economy, generate foreign exchange income and create jobs for the
people of Thailand.

The first crisis management job is to screen out rumors and

identify crisis. Afterward, the crisis is seen as
be identified and minimize at the first place.

inevitable~

the impact of crisis should
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2. Crisis Systematic Readiness
After Crisis Strategy Awareness has been conducted (Potential crisis analysis,
identification and crisis precautions), the crisis management plan has to be carefully
done for handling a possible crisis which is called generic plan.

Since the

responsibility of TAT is, to boost the national economy, generate foreign exchange
income and create jobs for the people of Thailand, they will be the position to
confront with various kind of crisis which generates negative impact to Thailand in
such dimension as revenue, reputation and image. If the contingency plan is applied,
the speed of reaction and response will be low. Because contingency plan is prepared
for a particular crisis for which different plan is suitable in a particular case.
However, the effectiveness of generic plan will be not what research expected.
Because it is not developed for a particular crisis, of which situation and impact are
different. So the contingency plan will be developed for specific purpose for specific
CTI SIS.

The generic plan is recommended to carry out before crisis. And, contingency
plan is recommended to implement after crisis is identified.

~

From researcher's perspective, in this stage, the crisis begins its impact on
tourism industry.

The stakeholders suffered, The TAT's job is to carry out the

strategies which they have planned in order to minimize its impacts.

3. Crisis Speedy Response
This strategy is designed and based on previous one. After the crisis impacts
began, as mentioned previously, the TAT's job is to minimize impacts. This is the
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question "How quick they are", the slower they response, the greater impact obtained.
The tourism industry impacts include the number of tourists.

2.9 Discussion of each of the Selected Sub-Variable of Pcli'ormancc
l. Public relations, media and customer information
From Glaesser (2003) perspective, crisis communication includes elements of
public relation as wee as customer communication. lt performs a public relations
function, the aim of which is to create a positive and benevolent' sphere for
organization.

Crisis communication also has concrete sales objectives that are

normally reserved for advertising or sales promotion.
These measures can be carried out with the inclusion of the media, in direct or
indirect manner.
1.1 Direct customer communication
Direct communication is the communication between the affocted organization
and interested parties offers many advantages.
questions to be dealt with very precisely.

It allows individual needs and

Emergency telephone and Internet arc

popular instruments.
1.2. Direct wholesaler communication
Communication with wholesalers is characterized by a different desire for
information and different form of communication. Wholesalers are also characterized

by a particular sensitivity and they have a certain personal interest in keeping the
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consequences of a negative event to a minimum. The also often have their own ideas
as to how problems can be handled.
1.3. Media Communication
Mass media communication process is characterized by various specialties, the
observation of which is of significance for the affected organization's communication
efforts. The importance of quickly making information available and spokesperson
credibility are the critical points to be discussed.

2. Advertising
Advertising describes efforts to influence the behavior of the recipient of
information using certain methods of communication. Under normal circumstances,
this is a known attempt to induce customers to buy or consume a product.

The

intention of advertising is to convey information and control behavior, which can aid
every set corporate goal, including crisis management.
Three influential aims of advertising can be distinguished; topicality, emotion
and information. Topicality brings attention to the product from the result of the
negative event and rules it out as an influential aim in this context. The release of
emotional stimuli or the conveying of information about the product remains as
influential.

3. Sales promotion
The aim of sales promotion is the creation of unique, non-recurring additional
incentives to purchase the product.

Apart from communicative measures, sales
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promotion includes other marketing elements that belong to pnce, product and
distribution policy.
Sales promotion actions are frequently used in tourism especially to balance
f.luctuations in demand under nonnal circumstances. Sales promotion actions are also
fundamentally suitable for crisis management.
According to target groups, it is classified into two groups. The first level,
consumer-oriented sales promotion is aimed at the end customer. This end customer
can be infonned by means of information material that is made available to him
directly or through the travel mediator.

The second level, trade-oriented sales

promotion is the sales efforts on the part of travel mediator.

Promotion (Marketing Communication)
Within this study, the marketing communication is used to minjmize tourism
sales drop in early stage as crisis identification and during. Recover sales in the stage
of recovery. Since there is no marketing communication reference, researcher uses
the tenn 'promotion' is its.

ce,Z,

-q,

Stanton, Etzel & Walker (1994) describe public relation as a wide variety of
communication efforts to contribute to generally favorable attitudes and opinions
toward an organization and its products
Boone & Kurtz (1993) defined as an organization's communications with its
various publics, such as customers, vendors, news media, employees, stockholders,
government and the general public.
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Kotler ( 1997) defined promotion as a variety of ·programs designed to promote
and/or protect a company's image or its individual products.

In order to develop an effective cns1s communication/public relation,
Bearnstein (2000) suggested as follow:
L Identify crisis communications team
2. Identify spokespersons
3. Spokesperson training

\"ERS/l'y

4. Establish Communication Protocols
5. Identify and know audiences
6. Anticipate crises
7. Assess the crisis situation
8. Identify key messages
9. Decide on communication method
10. Riding out the storm
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Chapter 3
M'ethodology
This chapter discusses the research methodology used in this study, including
research design, the sample that consisted of the respondents and sampling
procedures, instrument, data collection and data analysis procedures.

3.1 The Research Design
This research was designed to study performance of Tourist Authority of
Thailand in terms of communication plans, public relation programs and promotion
packages for its crisis management. The combinations of quantitative and qualitative
methods were used in the research. The researcher used descriptive rating to measure
the data in quantitative term via questionnaires and for qualitative term via
observation and documentation.

,,.
~o)
1~01
°" °'d'a~
,,, C11iitl'ilb'

*

3.2 Respondents and Sampling Procedure
For qualitative data collection in this research, researcher selected the
statistical formula of Yamane, 1967 used in this research to find the sample size as
followed :

n

=
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The attributes of the proportion was as follow:
n

Sample size

N

Population of officers at TAT

e

=

The allowable error is, 0.05 or 5 percent points which calculation from
significant of 95 percent points

The sample size was calculated as follow:
n

880
.
2
[ 1 + (880 x 0.05 )]

n

275

The respondents were Tourist Authority of Thailand's officers in marketing
departments, planning and development department, units under the direct supervision
of the governor department and administration department.

-

Total populations of Tourist Authority of Thailand officer were 880. The tot.al
number of sample size is 275 out of the above mentioned 880. Department of TAT is
divided into 4 departments.

The researcher also made questionnaire distribution

according to percentages which represent the number of officers from various
departments.

Thus, the researchers used a 95 percent confidence level. The number

of questionnaires distributed, as represent by the calculated formula, is 275
questionnaires whfoh is representative of the total number of Tourism Authority of
Thailand's officers.
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Table l
The Ues1>ondents

3.3 The Research Instruments
The research instruments which were used in this study for data gathering
were questionnaire which was designed by the researcher. The questionnaires were
provided in English and then translated into Thai language which was revi ewed by an
expert.

The research used pilot test method which examines the reliability of the

questionnaire by giving pre-test with 25 questionnaires.

1t was essential for the

researcher to look for their understanding of the wordings and subsequences of the
questions.

Reliability Test
As the first step of measurement validation, the reliability of each construct
variable was examined using SPSS Reliability Test's coefficient alpha. As shown in
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Table 2, all constructs exhibited relatively high alpha values, falling within the
acceptable range.

A low value of alpha (close to 0) indicates that the sample of items is poor
representation of underlying variable, while a high value of alpha (close to 1)
indicates that the items are internally related in the manner expected. In this study, all
the reliability tests produced relatively high alpha values that are acceptable

Table 2 The reliability test

Y

--------~---------

Section

1----- -- - -- - -

Crisis Strategy Awareness

Crisis Systemic Readiness
Crisis Speedy Responses

Reliability Value

- - - -- --i-- - -- -

.7744

- - - -- -

·- - · · -

1------------~-------

.7829

.7640

C ommun ication Plans

.8279

Public Relation Programs

.7225

--·-·

Promotion Packages

- - -- - -

.8012

The question of questionnaires was classified into three parts as the follows:Part l was demographic profile of respondent using with multiple choice types.
Part 2 was about crisis management capabilities in terms of crisis strategy awareness,
crisis systemic readiness and crisis speedy responses.

This part consists of 15

questions
Part 3 was about performance in term of communication plans, public relation
programs and promotion packages. This part consists of 9 questions.
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3.4 Data Collection Technique, Procedure
This research gathered information from both primary and secondary data
sourceds.

Primary data sources were obtained by surveying TAT's officers

respondent by using questionnaires

The step for gathering information for primary data is as follows :-

I . The questions were developed for questionnaire data collection.

2. Send the letter to the head of each department requesting permission to distribute
the questionnaire.
3. The questionnaire were pre-tested with 25 people testing their understanding of the

wordings and subsequences of the questions .

4. The questionnaire were distributed to the respondents

5. The researcher collected the questionnaire 7 days after distribution
Secondary data were collected from textbooks, journals, internet, document

from TAT and news.

3.5 Data Analysis
The research use SPSS for statistical analysis.

The statistic tools used to

answer the following categories:Part 1 Using of Descriptive Statistic of Frequency Distribution which is

describing on the demographic profile of officer in TAT.
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Part 2&3 Using of average weighted means and chi-square test measuring the

perception of respondents on Crisis Management capabilities and Performance of
Tourism Authority of Thailand. Arbitrary Level and Descriptive Rating used for
classifying the level ofrespondents' perception were as the following:-

Arbitrary Level

Descriptive Level

4.20 - 5.00
3.40-4.19

Very High

R

High

2.60 - 3.39

Average

1.80- 2.59

Low

1.00 - 1.79

Very Low

~

~

Jn addition to weighted average mean, Chi-Square Tests were also applied for
analysis in examining the perception of officers in order to see how crisis
management capabilities can affect -to the performance of TAT.

Chi-Square Test

Chi-Square (X2) test is that of comparing the observed frequencies (Oj) with
the expected frequencies (Ei). It tests the "goodness of fit" of the observed
distribution with the expected distribution. The chi-square distribution provides a
means for testing the statistical significance of contingency tables. (Zikmund, 2000)
This allows the researcher to test for differences in two groups' distributions across
categories. The formula of Chi-Square is shown below.

St Gabdefs Library, Au
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x2

=

,Lcoi -Ei)

2

1~,

Where:

0·I

Observed Frequencies

E-I

Expected Frequencies,

x2

Chi-Square statistic.
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Chapter 4
Presentation and Analysis of Data

In this chapter, the research finding analysis and discussion of the study are
presented. The researcher collected data from 275 respondents of Tourist Authority

of Thailand officers. The data will be divided into four main section as follows;

Demographic Characteristics

\JERSJry

Crisis Management Capabilities
Perfonnance
Inferential Statistic for Hypothesis Testing

()A'

~
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-

The researcher presents the data by following an organization development
action research model focus on the first stage that the researcher studies called:
Diagnostic Stage.
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4.1 Demographic Characteristics
Demographic characteristics of all respondents are shown in Tables 3-8 and
Figures 4.1-4.5
Table 3: Gender
..·-··--·-·-·Valid Percent

Cumulative Percent

43.6

43.6

43.6

155

56.4

56.4

100.0

275

100.0

100.0

~

Valid

--~-··----

Frequen~

Percent

Male

120

Female
Total

·~~--~~~+---~

Table 3 show that 120 respondents are male while 155 respondents are female,
representing 43.6% and 56.4% respectively. (See also figure 4. 1 below)

Figure 4.1: Gender
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Table 4: Age
--·

Valid

Freg_uency

Percen

Valid Percent

Cumulative Percent

25 or below

110

40.0

40.0

40.0

26-30

76

27.6

27.6

67.6

31-40

R8

24.7

24.7

92.4

41-50

11

4.0

4.0

96.4

51 and above

10

3.6

3.6

100.0

Total

275

100.0

100.0

Table 4 Shows that 110 respondents are aged 25 years or below with (40.0%),
76 respondents are between 26-30 years of ages (27.6%), 68 respondents are aged
between 31-40 years (24.7%), 11 respondents are aged between 41-50 years (4.0%)
and 10 respondents are aged more than 51 years (3.6%). (See also figure 4.2 below)

120 -

-·· · - - - - - · - ---·-- -·--·--·-·- - - -- - - ··--·- ----· ·--··-·--------

100

80
60
40 -----

0
25 or below

Figure 4.2: Age

26<~0

31-40

41-50

51 and abo\€
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Table 5: Education
Percent

Valid Percent

Cumulative Percent

0.7

0.7

0.7

45

16.4

16.4

17.1

178
50

64.7
18.2

64.7
18.2

81.8
100.0

275

100.0

100.0

...

Valid

High school or less
Associate or two years
college degree
Bachelor's degree
Master degree or above
Total

·---

--·--

Frequency

2

---

Table 5 Shows that 2 respondents are High school graduates or Jess: (0. 7%),
4 5 respondents are graduated from associate or two years degree college with ( 16 .4 %),
178 respondents are graduated with Bachelor's degree (64.7%) and 50 respondents are
t:,rraduated with Master degree or above ( 18.2%). (See also figure 4.3 below)

160
140
120
100
80
60
40
20
0

---------·-------------····--·--------------·--------·-- :
.. · · - - ----..······-- -------··--·····-----···-·····-----·- ·---···-------·
------------------------·---·-·-----------·-----·--··
--·- - - - -------------···---- ---··
-··---·····-----····--··-·····--------········-·-·········-----··· ··-···- ··----·
..---·-- ---··- --·-··-········---------·--·-······--·--···-··········
--- ------- ---- --·--·"··----------- --··········---·····----.,.--.........
. --·····- - ···r ···- ..·-·
High school or Associate or two Bachelor's degree Master degree or
abo\e
less
years college
degree

Figure 4.3: Education

--- ---
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Table 6: Income
R••--··

·

Valid

Below 10,001 bahUmonth
10,001-15,000
15,001- 20.000
20,001- 25,000
25,001- 30,000
morethan30, 001

----··--·

Frequency
167
40
41
20
1

Percent
60.7
14.5
14.9
7.3
0.4

6

2.2

-··

Valid Percent
60.7
14.5
14.9
7.3
0.4

- 2.2

Cumulative
Percent
60.7
75.3
90.2
97.5
97.8
100.0

----

Table 6 Shows that 167 respondents have monthly income of below 10,001 baht

(60.7%).

40 respondents have monthly mcome of between 10,001- 15,000 baht

(14.5%).

41 respondents have monthly mcome of between 15,001- 20,000 baht

(14.9%). 20 respondents have monthly income of between 20,001- 25,000 baht (7.3%).
J respondent has monthly income of between 15,001- 20,000 baht (0.4%). And 6
respondents have monthly income of more than 30,001 baht (2.2%). (See also figure

-

4.4 below)

r:z::..
180
160
140
120

- ..----··-·--------------------··· ··---·-............---- - -- ----··-------------------- -----····-··---------_....
-- -------- .............-----------------------------·--··----···-------- ------·---------·-·- - -- ------···..· - - -- - ---------·- - --·-··---·---- ----·------------- - - -

100 - 80 -60 ...__
40 - --...

2g ::=~~ !

I•igure 4.4: Income

-----.---... ,, "'";· _:_·-r- ·
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Table 7: Working time in company

Valid

Less than 1 year

1- Less than 3
years
3- Less than 5
years
5- Less than 7
years
.
7- Less than {o
years
10 years and
above
Total

cumulative Percent

Freq uency

Percent

54

19.6

Valid Percent
--19.6

101

36.7

36.7

56.4

32

11.6

11.6

68.0

24

8.7

8.7

76.7

31

11.3

11.3

88.0

33

12.0

12.0

100.0

100

100

- --------.------- --·

2 75

·--

19.6

Table 4.1.5 Shows those 54 respondents with less than 1 year working
experience (19.6%). 101 respondents with 1 to 3 years experience (36.7%). 32
respondents with 3 to 5 years experience (11.6%). 24 respondents with 5 to 7 years
experience

(8.7%). 31 respondents with 7 to 10 years experience (11 .3%) and 33

respondents with more than 10 years experience (12.0%). (See also figure 4.5 below)

120

100
80 -·

40 --

20 -·- ··
0
Less than
1 year

1- Less
than 3
years

3- Less
than 5
years

Figure 4.5: Working time in company

5- Less
than 7
years

7- Less
than 10
years

10 years
and above
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4.2 Crisis Management Capabilities
Research Question I: What is the perceived level of crisis management capabilities in
terms of crisis strategy awareness, crisis systemic readiness and crisis speedy
responses of TAT?

Table 8 Crisis strategy awareness
-·····- · -

-

N

Mean

Std.
Deviation

We agree that prevention is better than cure.

275

3.90

1.05

We realize that every crisis has its opportunities

275

3.68

0.99

We have identified all potential hazards and their
particular locations

275

3.15

0.97

We have introduced legislation to increase awareness for
the need to proactively reduce the chances for crisis

275

3.20

0.96

We made suppliers, vendors and channel partners aware
of the plan.

275

3.37

1.03

Total

275

3.46

1.00

- - - - -- - ---- - - -- - --- - - - -·

The crisis strategy awareness in general the level is high with 3.46 as shown in
table 8, looking of the detail of responses, the awareness in terms of "prevent is better
than cure and every crisis has its opportunities" high.

However the rating of

awareness is average in terms of "identified all potential hazards and their particular
locations" as well as "the need to proactively reduce the chances for crisis and made
suppliers, vendors and channel partners aware of the plan".
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Table 9 Cl'isis systemic readiness
--~H- Hr--•

N

Mean

Std.
Deviation
---

We have a crisis management plan

275

3.41

1.11

We have a multi-network notification system in place to
alert all stakeholders

275

3.21

1.02

We have a trained crisis response team

275

3.12

1.06

We, in our destination, have the full cooperation of all
tourism associations and organizations

275

3.47

1. 16

We have made sure that the emergency organization in
our area have adopted standard termin ology and
procedures

275

3.10

1.10

275

3.26

1.09
'

Table 9 the crisis systemic readiness in terms of management plan and full
cooperation of all tourism associations is high. The respondents agree that a multinetwork system in place to alert all stakeholders trained crisis response team. The
"adopted standard terminology and procedures of emergency organization" is
average. In general the perception of TAT officers in crisis systemic readiness is
average with the mean of 3.26.
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Table 10 Crisis speedy response

- - -- -------

------· --·-~-----,

Std.
Deviation
- --i-- - -J- -- - -

N

Mean

We have a plan that focuses on saving lives,
preventing further damage and reducing the effects
of the disaster.

275

3.24

1.06

We have a designated person or alternate in charge
of the emergency operation centre.

275

3.21

0.96

We can have the complete crisis response team
operational within one hour.

275

3.07

1.08

We have procedures for limiting the congestion
caused by excessive responders and curious public

275

3.48

0 .96

We have secured an emergency budget to handle
our response activities.

275

3.28
1.11
--·- - - - --

Total

3.26

1.04

The perception of TAT officers in crisis speedy response is average with
means of 3.26 in general as shown in table 10. In detail TAT speedy response is
average in terms of "saving lives, preventing damage and reducing the effects of the
disaster, designated person or alternate in charge of the emergency operation centre,
complete response team within one hour and emergency budget to response
activities". However their response is high in " limit the congestion caused by
excessive responders and curious public."

Table 11 Crisis management capabilities
Mean
Crisis strategy awareness

3.46

Crisis systemic readiness

3.26

Crisis speedy response

3.26

1 ~--~--~-- --~

Total
~------------

3.33

- - --

-~
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Table 1'I shows that in general, the level of crisis management capabilities is
average based on the arbitrary value of 3.33. The respondents' perception is average
in crisis systemic readiness and crisis speedy response, however the rate of crisis
stratebry awareness is high.

4.3 Performance
Research Question II: What is the performance of TAT in terms of communication
plans, public relation programs, and promotion packages?
Table 12 Communication Plans
----- --------------···--~--~·-·--------

N

Mean

We have communicated the need to have a crisis
management plan to all stake holders

275

3.31

1.07

Internal communication within the organization to create
awareness and readiness for the crisis situation.

275

3.33

1.01

We agree to have a designated person (and/or
alternate) in charge of the media centre, as well as a
designated main spokesperson.

275

3.60

1.09

Total

Std. Deviation

- -- - -------<

- -- ·- ----------3.41

1.06

Jn general, the agreement in communication plans is high with mean of 3.41 as
show in Table 12.

TAT perception in designated person in charge and main

spokesperson of the media centre is high. However, their communication for the need
to have crisis management plan to all stakeholders and communication within TAT to
create awareness and readiness for crisis situation is average.

As noted by the

researcher, the Governor Tourism Authority of Thailand and Minister of Tourism and
Sports are main spokesperson for TAT. They are at the forefront in addressing the
major concern of tourism in Thailand.
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Table 13 Public Relation J>rograms
·-- . . - -·--·

N
·----------·-~-- ·- -~---- -

Mean

Std . Deviatio n

_ _ ,,._,,_M

- ~--

We survey the affected public, either formally or
informally to evaluated the effects on the image of
the organization or destination

275

3.22

1.10

We have all appropriate public and private
organizations represented at the emergency
operation centre

275

3.44

1.01

We have publicized tourism policies/ activities/
projects distributed in various magazin es, journals.

275

3.52

1.04

··-----·- - - - · ·

Total

--·~-·

275

3.39

1.05
-·--

The af,rreement of TAT officers to survey the affected public for evaluating the
effects on the image of organization and destination is average. They agree to have
appropriate public and private organizations represented at the emergency operation
centre. The rating in public relation programs is average with mean of 3.39, in
general. The researcher found out that TAT published 120 releases regarding tourism
policies, activities, and projects distributed in various magazines and journals.
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Table 14 Promotion I>ackages

·-

~-----------·~-~----

~·

N

Mean

Std . De vi at ion

We have promoted and upgraded the product
standard and services of products for tourists

275

3.55

1.10

We agree to promoted "Thailand Grand Sale", In
conjunction with VISA lnternationaI (Thailand},
shopping centers, amusement parks in Bangkok and
suburbs.

275

3.68

1.11

We have sales promotions in conjunction with
government and private sectors such a s Road Show
which enabled Thai tourism operators to present
general tourism products and special activities

275

3.75

1.18

275

-·3.66
1.13

---- -- -··.
Total

-Table 14 the perception of target respondent is high in general with means of
3.66. They agree to promote and upgrade the product standard and services for
tourists and they have promoted "Thailand Grand Sale,, in conjunction with private
sectors and sales promotions in conjunction with government ru1d private sectors such
as Road Show. TAT sales promotion oversea, the operators in the Thai private sector
were invited to join the contingent at 16 international travel marts. The major sales
promotions were held inside the country, supplemented by Road Shows to promote
sales and to jwnp-start travel revival after the crisis.

Table 15 Performance
Mean
Communication plans

3.41

Public relation programs

3.39

Promotion packages

3.66
-·-

Total

- -- -

3.49
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Performance of TAT in general is high with mean of 3.49 as shows in Table
15, where ratings for communication plans and promotion packages are high.

However, the perception of respondents is average in public relation programs.

4.4 Inferential Statistics for Hypothesis Testing
Research Question III Does the crisis management capabilities in tenns of crisis
strategy awareness, crisis systemic readiness and crisis speedy response employed by
TAT have effects on its performance in terms of communication plans, public relation
programs, and promotion packages?

Chi-Square test was employed in this study in order to examine the crisis
management capabilities on performance of Tourism Authority of Tha.iland (TAT) as
follow:

Hypothesis 1

•
Ho 1 : Crisis management capabilities in terms of crisis strategy awareness,
crisis systemic readiness and crisis speedy responses have no significant in effects on
performance in terms of communication plans, public relation programs and
promotion packages.
Ha 1: Crisis management capabilities in terms of crisis strategy awareness,
crisis systemic readiness and crisis speedy responses have significant in effects on
performance in terms of communication plans, public relation programs and
promotion packages.
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Table 16
Chi-Square Test between crisis strategy awareness and communication plans
Chi-Square Tests

Value
Pearson Chi-Square
Likelihood Ratio
Linear-by-Linear
Association
N of Valid Cases

Asymp. Sig.
(2-sided)

df

131.617a
117.091

16
16

.000
.000

68.306

1

.000

275

a. 14 cells (56.0%) have expected count less than 5. The
minimum expected count is .15.

The results from table 16 indicate that there is a statistical dependence
between crisis strategy awareness and communication plans. A two-tailed significance
of 0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and
crisis strategy awareness has effects on communication plans at the 0.05 level of
significance. It affects the development and implementation of communication plans
for tourists to be aware of potential crisis and negative events.

Table 17
Chi-Square Test between crisis strategy awareness and public relation programs
Chi-Square Tests

Value
Pearson Chi-Square
Likelihood Ratio

171 .145a
146.970

Linear-by-Linear
Association

79.540

N of Valid Cases

275

Asymp. Sig.
(2-sided)

df

16

.000
.000

1

.000

16

a. 13 cells (52.0%) have expected count less than 5. The
minimum expected count is .13.
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The results from table I 6 indicate that there is a statistical dependence
between strategy awareness and public relation programs. A two-tailed significance of
0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and the
crisis strategy awareness has effects on public relation programs at the 0.05 level of

significance.

It affects the development and implementation of public relations

programs for tourist's crisis awareness and tells them the current situations.

Table 18
Chi-Square Test between crisis strategy awareness and promotion

packag~s

Chi-Square Tests

Pearson Chi-Square

Value
182.373a

16

Asymp. Sig.
(2-sided)
.000

df

Likelihood Ratio

171.155

16

.000

Unear-by-Linaar
Association

114.063

1

.000

N of Valid Cases

275

a. 13 cells (52.0%) have expected count less than 5. The
minimum expected count is .09.

The results from table I 7 indicate that there is a statistical dependence
between strategy awareness and promotion packages. A two-tailed sibrnificance of
0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and the
crisis strategy awareness has effects on promotion packages at the 0.05 level of
significance. It affects the development and implementation of suitable promotion
packages in the stage before crisis.
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Table 19
Chi-Square Test between crisis systemic readiness and communication plans
Chi-Square Tests

Pearson Chi-Square
Likelihood Ratio

Value
201.ogga

16

Asymp. Sig.
(2-sided)
.000

df

172.421

16

.000

Linear-by-Linear
Association

105.996

1

.000

N of Valid Cases

275

a. 12 cells {48.0%) have expected count less than 5. The
minimum expected count is .35.

The results from table 18 indicate that there is a statistical ·dependence
between crisis systemic readiness and communication plans. A two-tailed significance
of 0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and
the crisis systemic readiness has effects on communication plans at the 0.05 level of
significance. It affects the development and implementation of communication plans
in order to make crisis communication ready for coming crisis.

*~

Table 20

Chi-Square Test between crisis systemic readiness and public relation programs
Chi-Square Tests

16

Asymp. Sig.
(2-sided)
.000

157.428

16

.000

Linear-by-Linear
Association

95.159

1

.000

N of Valid Cases

275

Pearson Chi-Square
Likelihood Ratio

Value
219.736a

df

a. 12 cells (48.0%) have expected count less than 5. The
minimum expected count is .31.
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The results from table 19 indicate that there is a statistical dependence
between crisis systemic readiness and public relation programs. A two-tailed
significance of 0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is
accepted and the crisis systemic readiness has effects on public relation programs at
the 0.05 level of significance. It affects the preparation of public relation programs
for its process to be ready for an emergency and crisis.

Table 21
Chi-Square Test between crisis systemic readiness and promotion packages
Chi-Square Tests

Pearson Chi-Square
Likelihood Ratio

Value
178.5769

16

Asymp. Sig.
(2-sided)
.000

df

182.201

16

.000

Linear-by-Linear
Association

123.092

1

.000

N of Valid Cases

275

a. 13 cells (52.0%) have expected count less than 5. The
minimum expected count is .22.

The results from table 20 indicate that there is a statistical dependence
between systemic readiness and promotion packages. A two-tailed significance of
0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and the
crisis systemic readiness has effects on promotion packages at the 0.05 level of
significance. It affects the development and implementation of suitable promotion
packages during crisis
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Table 22
Chi-Square Test between crisis speedy response and communication plans
Chi-Square Tests
Asymp. Sig.
(2-sided)

Pearson Chi-Square

Value
201 .049a

df
16

.000

Likelihood Ratio

129.046

16

.000

linear-by-Linear
Association

87.696

1

.000

N of Valid Cases

275

a. 14 cells (56.0%) have expected count less than 5. The
minimum expected count is .20.

s

The resu lts from table 4.2. 7 indicate that there is a statistical dependence
between crisis speedy responses and communication plans. A two-tailed significance
of 0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and
the crisis speedy response has effects on communication plans at the 0.05 level of
significance.

It affects the development of communication plans, which can be

activated and implemented as quick as needed especially during an emergency.

*~

Table 23

Chi-Square Test between crisis speedy response and public relation programs
Chi-Square Tests

16

Asymp. Sig.
(2-sided)
.ODO

125.016

16

.000

Linear-by-Linear
Association

84.481

1

.000

N of Valid Cases

275

Pearson Chi-Square
Likelihood Ratio

Value
139.937a

df

a. 14 cells (56.0%) have expected count less than 5. The
minimum expected count is .18.
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The results from table 22 indi.cate that there is a statistical dependence
between crisis speedy responses and public relation programs. A two-tailed
significance of 0.000 is Jess than 0.05 (0.000<0.05). Ii means that the hypothesis is
accepted and the crisis speedy response has effects on public relation programs at the
0.05 level of significance. It affects the development of public relation programs,
which can be activated and implemented as quick as needed especially during an
emergency.

Table 24
Chi-Square Test between crisis speedy response and promotion packages
Chi-Square Tests

Pearson Chi-Square

Value
126.684a

Likelihood Ratio

121.879

Linear-by-linear
Association

69.938

N of Valid Cases

275

df

16
16

Asymp. Sig.
(2-sided
.000
.000
.000

-

~

a. 12 cells (48.0%) have expected count less than 5. The
minimum expected count is .13.

The results from table 23 indicate that there is a statistical dependence
between crisis speedy responses and promotion packages. A two-tailed significance of
0.000 is less than 0.05 (0.000<0.05). It means that the hypothesis is accepted and the
crisis speedy response has effects on promotion packages at the 0.05 Jevel of
significance. It affects the development and implementation of suitable promotion
packages during crisis
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Table 25 Summary of Hypothesis Testing Result
Statistical
Testing
- ---

Hypothesis

Sig.
(2-tailed)

Analysis Result

Ha 1: Crisis management capabilities in

terms of

CflSJS

strategy awareness,

crisis systemic readiness and cns1s
speedy response have significant
effects

011

performance

Ill

JJl

terms of

communication plans, public relation
programs and promotion packages

•

CrtSIS

strategy awareness

and
0.000

communication plans
Chi-Square

•

crisis strategy awareness

and

0.000

and

0.000

Accept Ha

0.000

Accept Ha

0.000

Accept Ha

public relation programs

•

cns1s strategy awareness
promotion packages

•

cns1s systemic

readiness and

communication plans

•

crisis systemic

readiness and

public relation programs

-··--- - - --- --'-- - -
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Table 25 Summary of Hypothesis Testing Result (continue)

Statistical
Testing

Hypothesis

•

cns1s systemic readiness and

Sig.
(2-tailed)

Analysis Result

0.000

Accept Ha

0.000

Accept Ha

promotion packages

•

CflSIS

speedy

response

and

communication plans
Chi-Square

•

CflSIS

speedy

response

and

r
0.000

Accept Ha

0.000

Accept Ha

public relation programs

•

CflSIS

speedy

response

and

promotion packages
Source: Applied from Table 4.2.1-4.2.9

- --

Table 4.2. l 0 shows that all the hypotheses are accepted. It means that the
crisis management capabilities in terms of crisis strategy awareness, crisis systemic
readiness and crisis speedy responses have significant in effects on performance in
terms of communication plans, public relation programs and promotion packages.
The mainly the effect is on how to develop and carry out (the dependent variables)
"Communication plans", "Public relation programs", and "Promotion packages" on
different stages (independent variables) "Crisis strategy awareness'', "Crisis systemic
readiness", and "Crisis speedy response".
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CIIAPTER 5
SUMMARY, CONCLUSION, AND
RECOMMENDATIONS

This chapter has the conclusion of the research results of the impact of the
determined crisis management capabilities in terms of crisis strategy awareness, crisis
systemic readiness and crisis speedy response of Tourism Authority of Thailand
(TAT). The finding will answer the research questions and the objectives of the
indicated in chapter l.

~

J...;;,
5.1 Summary of l 1'indings
The purpose of this research was examining the relationship effect of crisis
management capabilities on performance. Based on the research conducted for this
study, the findings below are presented according to demographic data and the answer
of ca.ch

resear~h

question .

"-1

This research conducted from 275 respondents who work for Tourist
Authority of Thailand. The results shown that majority of respondentc; are female age
below 25 years old with bachelor degree, having 1-3 yea.rs working experience for
TAT and earning below 10,000 baht per month.
The perceived of crisis management capabilities of TAT in terms of crisis
strategy awareness is high (3.46), crisis systematic readiness is average (3.26) and
crisis speedy response is average (3.26). The total is average (3.33).
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The perceived level of performance of TAT officer in terms of communication
plans is high (3.41 ), public relation programs is average (3.39) and promotion package
is high (3.66). The total is high (3.49).
The summary of hypotheses . testing indicates that Crisis management
capabilities in {erms of crisis strategy awareness, crisis systematic readiness and crisis
speedy response have significant effects on performance of TAT officers in terms of
communication plans, public relation programs and promotion packages.

The

significant effects level is 0.05 (0.000 < 0.05).

5.2 Conclusion
Based on the finding of the study, the perceived level of crisis strategy
awareness is high and crisis systematic readiness and crisis speedy response is
average. And the total result is average. from the resuJt, the improvement is required
for both crisis systematic rea<hness and crisis speedy response. The improvement of
crisis systematic readiness and crisis speedy response, from the result of the study,
require a well-organized crisis management plan to be carried out by a group of welltrained people who is able to handle an emergency.

~

from the result, the TAT performance is hjgh. However, the improvement is
required for public relation programs as it was percejvcd to be at the average level.
The improvement requires that well designed public relation programs should be
designed to keep good relationship with media and provide accurate information to
the public.
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5.3

Rccommendatiol!~

This topic is discussed on the organization development intervention, which is
proposed to improve the TAT crisis management.

The contents of organization

development intervention is proposed and discussed, bases on researcher's finding in
chapter 3.

5.3.1 Rationale of ODJ
The organization development diagnosis was conducted on the basis of
researcher's finding via the collected data.

This research is designed as an

organization development at its first stage (pre-organization. development) of
diagnos ing the current situation of the Client Company concerning the influences that
crisis management capabilities may have on the performance of TAT. Researcher
found that, from respondent' s perception and self-evaluation, TAT crisis management
capabilities could not meet the organization's goals. They lack a well-planned crisis
management to implement, in other words, to monitor and prevent potential crisis at
"before crisis _stage", which it can be used to prevent crisis and minimize its impacts.
There is no crisis detection system which is used to identify a crisis. They do have
implementation plan which is designed during crisis.

The greater damage may

happen.
They also lack the necessary coordination and cooperation between other
organizations. When emergencies occurred, a good coordination and cooperation are
able to reduce the impact and damage by crisis. Greater time will be taken when
cooperation and coordination is inefficient. Greater damage may occur. However,
TAT alone cannot play the role of improving cooperation and coordination. They
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also need Management support from other organizations.

This topic is discussed

under the topic of Management support.
The

crisis

communication

needs

improvement

m

efficiency.

The

communication includes public communication and communication to private sector.
The intensity and efficiency is neutral to quite low. The opportunity for media to
release uncontrollable message to public and private sector will be more which could
lead to greater.

5.3.2 Purpose and Ob,jcctives
The main purpose is, to examine the influence that TAT's crisis management
capabilities may have on it's performance, in order to help the Tourism Authority of
Thailand having clearer picture of company's status quo while realizing the potential
areas possibly required im provement in crisis management capabilities.

It is to help Tourism Authority of Thai land find the direction for further
improvement of its systematic crisis management capabilities hence to uJtimately help
TAT achieve its further and continuous development.

5.3.3 Proposed ODI
Based on the research findings, the ODI fram ework is being recommended as
follower. See Figure 5.1 below.

St. Ga briefs Library, Au
82

Independent Variable

Recommended OD Process

Dependellt Variable

Crisis Management
Capabilities

Crisis Management Cent'er

Performance

c=:) • Crisis Detection & Monitoring

c:::) • Communication Plans

• Crisis Strategy Awareness

• Crisis Systemic Readiness

• Crisis Management Plan

• Public Relation Programs

• Crisis Speedy Responses

• Effective Public Relation

• Promotion Packages

Figure 5.1 Refined Conceptual Framework

5.3.4 Organization Development Recommendation
Referring to the research results, within crisis management capabilities, the
improvement of crisis systematic readiness and speedy response are required. In the
area of performance, public relation programs improvement is also required. The
improvement can be carried out by establishing a crisis management center.
Crisis Management Center
The crisis management center is a group of well trained TAT officers whicl1 is
separately established for a specific objective, the effective crisis management. The
center hac; the following responsi_bilitics:

Crisis M a11agement Center
Crisis Detection and Monitoring

Crisis .Management Plan and Development
Develop and Implement an effective Public Relation
l. Identify spokespersons

3. Media relationship

2. Message development

4. Feedback analysis

Figure 5.2 Crisis Management Center

83

1. Crisis Detection and Monitoring
The center is primary responsible to detect the potential crisis by gathering
information from various sources such as newspaper. The information is screened
and rumors are put to an end. It also works well with communication programs such
as public relations for the purpose of handling properly information about crisis.

2. Crisis Management Plan Development
In this context, the effective crisis management

JS

carried out by first

developing a preventive plan, whi ch is used to prevent the crisis and minimize the
impact before it really occurs. And, a contingency plan, which is designed for a
particular crisis and carried out during the crisis. Its main functions are to minimize
the impact and shorten the crisis duration. The learning in after crisis stage will be
practical for developing a new preventive plan.

3. Develop and Imple ment an effective Public Relation
This is an important responsibility for the crisis management center. The
critical factors to develop and implement public relation are readiness and response
speed which TAT did. not perform well from officer's perception. The steps to
develop aod implement an effective public relation program are:

3.1 Identify spokespersons
To identify spokespersons is the first priority for crisis management and it
must be done before crisis occurs. The spokespersons are not necessary to be the top
managements in organization. But they must be credible and trustworthy. Moreover,
they must be well trai ned to work well under pressure. This expectation may be
supplied with sufficient reliable information.
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3.2 Message development
The policy for' message development must be honest by providing the facts
from various reliable sources which provided by crisis management center officers
which are responsible for this particular task.

3.3 Media relationship
The communication must be taken place regularly with media in order to keep
close relationship. Keeping update infonnation whjch provide to media and public
will lead rumors and non-potential crisis to end. And, because of continuity of media
contacts, the failure to provide information to media and public will not occur. It will
force the media to seek alternative sources of information which could be
uncontrollable and unreliable.

3.4 Feedback analysis
The feedback analysis is required to monitor the 1r1essage which has been sent
and is interpreted in a desired way. A new message must be carefully analyzed and
developed prior to its release to media as soon as possible.

5.3.5 Management Support
In order to establish a new crisis management center, the cost of establishing
and maintaining is high. As the officers are transferred from various departments into
this center, the cost of officers training is required. The special and sufficient budget
from government must be allocated to TAT.

In this case, the government can

measure and evaluate TAT performance by cost measure, the cost consumption and
national revenue generation ratio.
As mentioned earlier, the cooperation and coordination is necessary.
timely cooperation can reduce the crisis impact.

The

The TAT themselves can not
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improve this process without management support from other organizations. The
management support which is required is a special assigned department, or at ]east, a
group of people which has the main responsibility to cooperate and coordinate with
TAT for crisis management. The background knowledge should be established and
made ready. The reliable equipment should be prepared.

5.4 Suggestions for Further Research
This research focuses on the data collection from TAT officers only. 1t can
not figure the total perception and evaluation of TAT performance as a whole. In this
case, the further research is recommended to overcome the limitation. The further
research should be conducted by collecting data from various parties which relevant
to tourism industry which is, for example, domestic and international tourists, public
sectors which includes airlines, tour operators, hotel operators and etc.
Moreover, the methods of data collection should be more complex.

This

research has made use of data by asking respondents to answer the closed ended
questions provided.

The details obtained are limited to the scope of questions

provided. For further research, qualitative data collection should be carried out
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THE EFFECT OF CRISIS MANAGEMENT ON PERFORMANCE OF TOURISM
AUTHORITY OF THAILAND

QUESTIONNAIRE
This survey is designed to study about the effect of crisis management on
performance. Please kindly be inform that there are no right or wrong answers,
researcher interests in the most thoughtful and valuable responses that truly reflect your
feeling. All the responses will be absolutelv kept confidential.

Part I : Demographic Profile
Directions: Please complete the follo wing information about yourself by making the
checkmark (X) in the blank relating to your own profile. It is necessary to gather this data
for the usefulness of research analys is .

I . What is your gender?
o

Male

o

Fema le

2. How old are you?
o

25 or below

0

26-30

0

31-40

0

41-50

o

51 and above

3. Level of education

o

High school or less

o Associate or two years college degree

\

o

Bachelor's degree

o

Master degree or above

4. Income
0

Below 10,001 baht/month

0

10,001- 15,000

0

15,00 I- 20.000

CJ

20,001- 25,000

D

25,001- 30,000

ERS1r,,

5. How long have you been working in this organization?
o

Less than 1 year

a

I - Less than 3 years

o 3- Less than 5 years
o

5- Less than 7 years

o

7 - Less than I0 years

o

10 years and above

o"'
~
.,_.

-

rl::lt

~

Part II : Crisis Management Capabilities

Please indicate your feeling and perception on the crisis management. To evaluate
your feeling, meanings of each level are as follows:-

.I. Stro11g(v Disagree

2. Disagree
3. Neutral
4. Agree
5. Strong Agree

~

. ... ... .... ... ............ ..... ... ...... .... ... ........ .... ...... .. .... .. ................ ........ .... ..... ..

J...;;,

Q..
-•

-

Degree of

Crisis Strategies awareness
-

I"-------·--~

performance
---

-

--

1. We agree that prevention is better than cure.

--- -- -- -

l

4

3

4

5

3

4

5

5

--~

----- - --·-~--

1

2. We realize that every crisis has its opportunit1es

·-- --- -- - -----------3. We have identified all potential hazards

-- - - -

2
~

and their pa1ticular

1

locations

2

·- -·-

4. We have introduced legislation to increase a wareness for the need
to proactively reduce the chances for crisis

1 2 3

5. We made suppliers, vendors and channel partners aware of the plan.

l

2

·-- ·

- -·

•

-

2 3

3

-

5

4

4

-

5

·

Degree of

Crisis systemic readiness

performance
- --·-

-- ------- -----------~

6. We have a crisis management plan
1~--------------------

-·

1
-- ---~

7. We have a multi-network notification syst:e m in place to alert all

l

stakeholders

2

3

4

5

3

4

5

4

5

-2

·-·

-~ -··---- --·-

1

8. We have a trained crisis response team
..

· · ···-· · ··-- ----------~- ··· · ········-- ·~- --

--

2
·-- ~·

3

---- ----- ----

· - --

- - - -- --

-

9. We, m our destination, have the full cooperation of all tourism

1 2

associations and organizatio ns

3

4

5

1 2 3

4

5

JO. We have made sure that the emergency organizatio n in our area
have adopted standard terminology and procedures

___ ____ .............----·-·----·

. _________._____,,,_.
.,

•

.,

···-·-~·-------···-··------

•••••-•

-

- - · - • ••n-•• -• - -

Degree of
performance

Cdsis speedy respo uses

- - --·--- --I I. We have a plan that f,ocuses on saving lives, preventing further

damage and reducing the efTeets of the disaster.
-·-12. We have a designate d person or alternate

--- ·-

1 2 3
111

charge of the

emergency operation centre

··-- -·- -

5

4

---

I-

1 2 3

4

5

1 2 3

4

5

13. We can have the comp!ete crisis response team operational within

one hour.

·-

14 . We have procedures for limiting the congestion caused by

1 2 3 4 5

excessive responders and curious public
--

15. W e have secured an e mergency budget to handle our response

1

activities.
-

2

3

5

4
-

Part III: Performance of TAT
Please indicate how much of each of the following factors are described to your
attitude and behavior on performance of Tourist Authority of Thailand. Meanings of
each level are as follows :-

I. Strongly Disagree

2. Disagree
3. Neutral
4. Agree
5. Strong Agree

r--·

~

t-JL

•

Degree of
performance

Communication Plan

I. We· have communicated the need to have a crisis management plan

to all stake holders

-

1 2 3 4 5
---

-·-

2. Internal communication within the organization to create awareness
2 3

l

and readiness for the crisis situation.

-

-

3. We agree to have a designated person (and/or alternate) in charge of
themedia centre, as well as a designated main spokesperson.

1

··-

•

3

4

s
5

Degree of

Public Relation Program

-

2

4
,____ -

-- -

performance

--

-··-

4. We survey the affected public, either formally or informally to

1 2

evaluated the effects on the image of the organization or destination
5.

- - -----..-....

we

---

4

5

4

5

have all appropriate public and private organizations
l

rep resented at the emergency operation centre

o&A------·-- -- ·- --~-··-~·· -"

l
-•A•.. -

- -- ·

- -· --

-

6. We have publicized tourism policies/ activities/ projects distributed
m various magazines, journals.

3

2

-

--- - -- --- - -_..

3

-

2

3

4

5

-- -~1 -
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Bachelor of Business Administration, Major Hotel Management and
Minor Business English.

Personal
Age : 27
Nationality : Thai
Marital Status : Single
Good health
Personal interests: Participate in sport: Tennis, Swimming, Table Tennis, and Aerobic.
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