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Research Report Thailand. 

 
Tourism goals: summary 
 
Market size & growth: In 2019, the Thai market recorded 0.239 million overnights1) in Switzerland 
and 0.175 million overnights in 2022. With a market share of 0.60%, Thailand was the 20th highest 
ranked source market (out of a total of 33 ST markets) in 2019. The growth rate for overnights was 
49.6% between 2015 and 2019. Between 2019 and 2022, the development was -26.5%. The 
corresponding growth ranking was 2 and 27 respectively. 
 
Economic value: Thailand ranks 11th with a daily expenditure value of CHF 270 (TMS 2017) and 
ranks 7th with a 53.1% share of ****/**** nights in 2019. 
 
First time visitors & length of stay: With a 57.3% figure for first-time visitors, Thailand ranks 9th 
(TMS 2017). With a length of stay of 1.62 overnights it ranks 31st. 
 
Balance: In 2019, the 50 largest Swiss destinations accounted for 84.2% of overnights from Thailand, 
while the percentage split amongst the small2) and very small3) destinations was 11.9% (=rank 28) 
and 3.8% (=rank 30) respectively. Finally, the percentage split of the low season months “March-May” 
and "September-November” was 37.9% (=rank 1) and 24.7% (=rank 5), respectively.  
 

1) nights in hotels, unless otherwise stated  
2) 51st -200th largest destinations 

3) 201st largest destination and smaller 
 
 

    value rank 
1. market size & growth 2019 0.239 M. 20 
 2022 0.175 M. 20 
 2015-19 49.6% 2 
 2019-22 -26.5% 27 
2. economic value daily expenditures 2017 (TMS) 270 11 
  share ****/*****-nights 2019  53.1% 7 
3. first time visitors  share 2017 (TMS) 57.3% 9 
4. length of stay  2019 1.62 31 
5. balance share off-season "March-May" of total year 2019  37.9% 1 
 share off-season "Sept-Nov" of total year 2019  24.7% 5 
 share small destinations (51st -200th largest) 2019 11.9% 28 
  share very small destinations (201st+) 2019 3.8% 30 

Source: FSO/hotel statistics, unless otherwise stated 
 
 
 
___________ 
Regions and destinations with a high market affinity: In 2019, guests from Thailand typically 
preferred the regions of: Luzern / Vierwaldstättersee, Bern Region and Zürich Region. Moreover, 
these guests were most overrepresented in the five destinations of: Engelberg, Täsch, Interlaken, 
Ennetbürgen and Unterseen. 
 

Source: FSO/hotel statistics 
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Overnight volume & development.  
 

 
 

                    Source: FSO/hotel statistics 
 
 
Other key metrics. 

 

 
Source: FSO/hotel statistics | Oxford Economics: GDP & population 

 
 
Guest origin. 
(leisure tourists in Swiss hotels & supplementary accommodations) 
 

 

 overnight-
share 

inhabitant-
share 

Thailand 38.7% 18.6% 
Singapore 27.8% 1.5% 

Malaysia 21.8% 8.5% 
Indonesia 11.7% 71.4% 

   
   
   
   
   
   
   
   
   
   
   
   

 source: TMS 2017 public source 

 



 3 

Geographical distribution in Switzerland. 
 

 
Source: FSO/hotel statistics 

 
Example: Tourists from Thailand generate the most overnight stays in Bern Region of any Swiss region, namely 0.06 million in 
2019 (the table is sorted by the total number of 2019 overnight stays, thus Bern Region appears at the top of the list). From 
Bern Region’s perspective, 1.1% of their total tourism volume comes from Thailand, making this source market the 15th most 
important market for this region (out of 33 ST markets overall). With a 59.6% development in overnight stays between 2015 and 
2019, Thailand ranks 6th. In other words, in reference to the development of overnight stays, 5 other source markets had a 
stronger performance and 27 had a weaker performance.  
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Source: FSO/hotel statistics 

 
How to read this table: see reading example on page 3. 
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Seasonal distribution. 
 

 
 
 

 
Source: FSO/hotel statistics 

 
How to read these tables: see reading example on page 3. 
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Structural facts of leisure travelers. 
(leisure tourists in Swiss hotels & supplementary accommodations) 
 

 
age   accommodation  touring   through CH border 

16-34 years 46.3%  hotel 59.4%  no 15.5%  plane 31.4% 
35-54 years 46.5%  suppl. acc. 40.6%  yes with 1 CH-Dest. 3.9%  train 61.4% 

55+ years  7.2%     yes with 2+ CH-Dest.  80.6%  other 7.2% 
source: TMS 2017 

 
 
Guest segments.  
(leisure tourists in Swiss hotels & supplementary accommodations, single choice) 
 

 
source: TMS 2017 
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Main travel reasons for Switzerland travelers.  
(leisure tourists in Swiss hotels & supplementary accommodations, single choice) 
 

 
source: TMS 2017 

  
              = tourists from considered market          
              = tourists from all markets (benchmark) 

 
 
Switzerland's tourism strengths. 
(leisure tourists in Swiss hotels & supplementary accommodations, open answers) 
 

 
source: TMS 2017 

 
          = tourists from considered market  

 = tourists from all markets (benchmark)        

 
 
 
  



 8 

External influence of tourists in their travel decisions.   
(leisure tourists in Swiss hotels & supplementary accommodations | degree of influence by sources of information) 
 

 
The total ST influence (including ST contributions to instruments like media, tour operator...) is 26.2%.         

    source: TMS 2017 
 
 
Type of accommodation.  
(leisure tourists in Swiss hotels & supplementary accommodations) 
 

 
source: TMS 2017 
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Contact. 
 
Batiste Pilet 
Market Manager South East Asia 
Switzerland Tourism 
c/o Embassy of Switzerland 
1, Swiss Club Link 
SG - 288162 Singapore 
 
+65 6462 5891 
batiste.pilet@switzerland.com 
 

Further sources. 
 
localized annual planning 
market forecast 
Tourism Monitor Switzerland 2017 
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Appendix: affinity, share off-season, length of stay, ****/***** ON share. 
 

 
Source: FSO/hotel statistics 

 
How to read these tables: see reading example on page 11. 

n.a. 
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Source: FSO/hotel statistics 

 
Example: In 2019, for tourists from Thailand who visited Interlaken, the following further characteristics were noted:  
- 7.47 times higher share of overnight stays than they had in the whole of Switzerland (=rank 2 out of a total of 33 markets): 
ON-share Interlaken (4.51%) vs. ON-share whole Switzerland (0.60%), see tables before.  
- the share of low season months (March-May, Sept-Nov) was 72.1% (=rank 1).  
- the length of stay (overnight stays/arrivals in the hotel) was 1.55 nights (=rank 30).  
- the share of 4- and 5-star hotels out of all hotel nights was 39.4% (=rank 20). 
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Source: FSO/hotel statistics 

 
How to read these tables: see reading example on page 11. 
 

 
 
 


