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ABSTRACT 

 

This research project aims to investigate the potential for the development of tourism 

focused on the cultural heritage of Theravada Buddhism in Pattaya, a city in Eastern 

Thailand, to complement the existing tourism industry in Pattaya. The research also 

aims to develop an implementation strategy for Theravada Buddhism cultural tourism 

suitable for incorporation  into the Pattaya tourism plan, which as yet does not 

address the promotion of cultural or religious tourism. Previous research suggests 

that cultural tourism involving Theravada Buddhism has the potential to attract 

international tourists and drive economic growth. Significantly, religious tourism is a 

sustainable and non-commercial form of tourism development which can preserve 

local identity. Theravada Buddhism is thus an aspect of cultural capital capable of 

adding value to many tourism destinations in Thailand, including Pattaya. 

 

This research adopts a qualitative methodology within an interpretative research 

paradigm in order to reflect the interests, values and attitudes of local people in 

Pattaya. Research data was obtained using semi-structured interviews with thirty-

three participants selected by means of purposive sampling from key tourism 

stakeholders in Theravada Buddhism cultural tourism in Pattaya, including Pattaya 

city hall officials, national government officials with responsibilities involving culture 

and tourism, tourism business people, monks and lay temple volunteers, and Thai 

tourism academics with expertise in cultural or religious tourism. Thematic analysis 

was employed to categorise, analyse, and synthesise the interview data.  
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The research outcomes suggest that the development of Theravada Buddhism 

cultural tourism would have positive social and economic effects on Pattaya. Such 

development would represent an additional source of income for Pattaya’s tourism 

industry, although the income is likely to be modest in comparison to existing forms 

of tourism such as entertainment since Buddhism is not compatible with excessively 

commercial development. However, the research suggests Theravada Buddhism 

cultural tourism could generate sociocultural value and be developed sustainably 

with low initial investment, yielding long term benefits. These benefits include 

improving Pattaya’s image as a destination and preserving and promoting local and 

national cultural heritage and identity. 

 

The strategy for the sustainable development of Theravada Buddhism cultural 

tourism developed on the basis of the research results is focused on addressing six 

key issues: (1) key stakeholders to be involved in the management of religious 

tourism; (2) sources of investment funds; (3) suitable sites for development; (4) the 

development of a Theravada Buddhism cultural learning centre; (5) the creation of 

creative cultural activities for tourists; and (6) ways of promoting Theravada 

Buddhism cultural tourism with sensitivity.  

 

These issues underpin the following five sub-strategies: (1) cooperation between 

Pattaya City Hall and government authorities in managing and investing in 

Theravada Buddhism cultural tourism; (2) the use of temples as cultural tourism 

sites; (3) establishing learning centres for Theravada Buddhism and Thai culture;       

(4) creative activities for tourists; and (5) sustainable promotion and development of 
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Theravada Buddhism cultural tourism. Because of the importance of Theravada 

Buddhism as a central element of Thai culture, these strategies have significance not 

only for Pattaya but also for many other tourism sites around Thailand. 
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Chapter 1 

The research problem: background and significance 

 

This thesis concerns ‘The potential of Theravada Buddhism to enhance cultural 

tourism in Pattaya, Thailand’. This topic involves the following research questions: 

  

1) What is the economic potential and cultural implications of developing Theravada 

Buddhism cultural tourism in Pattaya? 

2) How might Theravada Buddhism enhance tourists’ cultural and spiritual 

experience and add value to tourism in Pattaya? 

3) What is the likely Return on Investment (ROI) of developing Theravada Buddhism 

cultural tourism in Pattaya? 

4) How can Theravada Buddhism be promoted through cultural tourism without 

commercialising Buddhism and Thai culture? 

 

These questions correspond to four key issues: the potential of Theravada Buddhism 

cultural tourism in Pattaya; features of Theravada Buddhism with the potential to 

enhance cultural experiences; the likely Return on Investment (ROI) of Theravada 

Buddhism tourism development; and promoting Theravada Buddhism cultural 

tourism with sensitivity. 
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This thesis is structured as follows: 

 

Chapter 1 explains the background of the research and the rationale for choosing 

Pattaya as a research site. It establishes the significance of the research by 

identifying gaps in the Pattaya Tourism Strategic Plan and means by which 

Theravada Buddhism cultural tourism can add value to Pattaya as a tourist 

destination. This chapter also demonstrates the compatibility of this research topic 

with the Mode-2 research paradigm and identifies the elements of the researcher’s 

education and experience which qualify her to undertake this research. 

 

Chapter 2 reviews the literature concerning the research topic. This literature can be 

divided into four main themes: cultural tourism and its values; religious tourism 

management; Theravada Buddhism and its features; and Theravada Buddhism and 

Thai culture. The main focus of this literature review is the return on investment 

(ROI) of Theravada Buddhism cultural tourism.  

 

Chapter 3 explains the research design within an evaluative framework derived from 

the literature review in the previous chapter. The research design comprises three 

main elements, namely the research paradigm, research methods, and ethical 

considerations. In addition, it provides theoretical justification for the qualitative 

methodology (semi-structured interviews) employed in this research and details the 

selection and recruitment process for the thirty-three research participants, all of 
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whom are stakeholders in Pattaya’s tourism industry, Theravada Buddhism or 

cultural tourism. 

 

Chapter 4 consists of an analysis of all collected data and a discussion of the results 

of the research. The data analysis identifies key themes in the participants’ 

responses to each research question in relation to the evaluative framework and the 

literature reviewed in Chapter 2.  

 

Chapter 5 synthesises the analysis of the responses of participants conducted in 

Chapter 4 to address the research questions. This chapter relates the key findings of 

the data analysis to the literature reviewed in Chapter 2 and to the significance of the 

research presented in Chapter 1. This synthesis forms the basis of the 

recommendations presented in the next chapter.  

 

Chapter 6 outlines the research outcomes and presents a conclusion in the form of a 

cultural tourism proposal addressing the research topic and main research 

questions. The proposal aims to develop Theravada Buddhism cultural tourism in 

such a way as to add value to tourism in the Pattaya tourism area and generate 

socioeconomic benefits for Pattaya. This chapter also contains the researcher’s 

personal reflections on the research process. It relates the researcher’s experience 

of the six doctorate workshops undertaken prior to the research project and the 

process of choosing the research topic, planning and conducting the research, and 
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writing this thesis. The benefits of the research project to the researcher and how 

she intends to apply it are also discussed. 

 

The COUniversity’s Doctor of Professional Studies programme specifies the 

following research criteria: the production of knowledge in the context of application, 

transdisciplinary, heterogeneity and organisational diversity, social accountability and 

reflexivity, and quality control. This thesis is characterised by each of these 

elements. It aims to produce knowledge within the context of application inasmuch 

as the research goals imply the practical application of theory in a broad social, 

environmental and economic context involving diverse stakeholders. It is 

transdisciplinary because it combines concepts from diverse fields, including tourism 

management theories, religious studies, sociology, economics, education and 

politics. It is heterogeneous because it accounts for the views of a varied group of 

tourism stakeholders and experts, which include local officials (from Pattaya City 

Hall), national government officials such as the officers from the Tourism Authority of 

Thailand, hotel and tourism business owners and operators, Theravada monks, lay 

Buddhist devotees, and cultural tourism academics. It is socially accountable and 

reflexive because it does not aim to produce a purely technical solution to a problem 

but rather to take into account multiple social concerns and interests. Moreover, the 

quality control procedures for this project include inputs from multiple disciplines in 

the form of a colloquium panel as well as input from academic supervisors. By 

means of these procedures and consultation with a diverse range of research 

participants, this thesis incorporates economic, scientific and technical and social 

expertise. The combination of diverse sources of knowledge can increase the value 
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of the research to society and the economy (Nowotny et al. 2003), particularly the 

society and economy of Thailand. 

 

1.1 Definition of key terms 

 

This thesis employs the following key definitions:  

 

(i) Creative Tourism 

 

The United Nations Education Scientific and Cultural Organization (UNESCO) 

defines creative tourism as a new type of tourism in which tourists gain experience 

and knowledge by participating in or engaging with the culture of local people at their 

destination. It can be a richer experience than the ‘beach tourism’ or ‘cultural tourism’ 

of the past because it enables tourists to experience what it is like to be a member of 

the host society (UNESCO 2006). Through creative tourism, tourists can learn about 

the culture, activities and way of life of tourist destinations. 

 

(ii) Cultural tourism  

 

Cultural tourism is defined by the United Nations World Tourism Organization 

(UNWTO 1985, p. 131) as follows: 
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Cultural tourism includes movements of persons for essentially cultural 

motivation such as study tours, performing arts and others cultural tours, 

travel to festivals and cultural events, visit sites and monuments, travel to 

study nature, folklore or arts or pilgrimages. 

 

(iii) Religious tourism  

 

Religious tourism is a branch of cultural tourism studies (Smith 2003). Mu et al. 

(2007, p. 99) define religious tourism as follows: 

 

Religious tourism refers not only to the form of tourism with strong or single-

minded religious motivation of pilgrimage, but also to ... non-pilgrimage tourist 

activities, such as travelling to … religious sites for sightseeing, cultivation and 

recreation. 

 

(iv) Return on investment (ROI) 

 

Return on investment (ROI) is a measure of the value of the profits resulting from an 

investment compared to the cost of the investment (Northrop & Nicholls 2013). Since 

this research is qualitative in nature and deals with future projections, no attempt to 

define ROI in strict quantitative terms is made. Because sustainable development 

and the preservation of cultural heritage is a central goal of this research, ROI is 

defined in this research so as to include social costs and benefits in addition to 

purely financial returns. This is similar to the concept of ‘Blended ROI’, which 
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Emerson (2003, p. 44) defines as return on investment which ‘acknowledges the 

reality of blended economic and social value and attempts to maximize total returns’. 

 

(v) Sufficiency Economy Philosophy (SEP) 

 

The Philosophy of Sufficiency Economy, or the Sufficiency Economy Philosophy, 

was propounded by His Majesty King Bhumibhol Adulyadej, the present king of 

Thailand (Chai Pattana Foundation 2013). This philosophy provides guidance for the 

development of a resilient and sustainable economic system capable of dealing with 

challenges such as globalisation (Office of the National Economic and Social 

Development Board 1998). The SEP can be summarised as follows: 

 

Sufficiency Economy is a philosophy based on the fundamental 

principle of Thai culture. It is a method of development based on 

moderation, prudence, and social immunity, one that uses knowledge 

and virtue as guidelines in living. Significantly, there must be 

intelligence and perseverance which will lead to real happiness in 

leading one’s life. (Chai Pattana Foundation 2013, p. 1) 

 

(vi) Theravada Buddhism 

 

The Pali word ‘Theravada’ literally means ‘doctrine of the elders’ (‘What is Theravada 

Buddhism?’ 2005). Theravada Buddhism is a branch of Buddhism practised in Sri 

Lanka, Burma, Cambodia, and Thailand (‘What is Theravada Buddhism?’ 2005). 
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Unlike Mahayana and Vajrayana Buddhism, whose scriptures contain a variety of 

texts in languages such as Classical Chinese and Tibetan, Theravada Buddhism 

follows the Pali Canon, a collection of Buddhist scriptures in Pali containing rules for 

monastic life and records of and commentaries on the Buddha’s teachings (Walshe 

1971). The ultimate goal of practitioners of Theravada Buddhism is to become an 

arahant, a person who has achieved enlightenment (nirvana) by means of training 

which produces moral, mental and wisdom development. Mahayana Buddhism, 

practised mainly in China, also aims at achieving enlightenment, but considers 

becoming a Boddhisatva, a being who delays nirvana in order to assist others to 

achieve enlightenment, as the highest goal. Vajarayana Buddhism, practised mainly 

in Tibet, is related closely to Mahayana Buddhism but incorporates rituals and other 

elements associated with the Tantra tradition (Dharmanet International n.d.). 

 

1.2 Research objectives 

 

The objectives of this research are as follows:  

 

(i) to investigate the potential of Theravada Buddhism to support economic 

growth and preserve cultural heritage in Pattaya, Thailand. 

(ii) to propose a strategy to promote Theravada Buddhism cultural tourism so 

as to address gaps in Pattaya’s current tourism plan. 
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(iii) to evaluate the Return On Investment (ROI) of the development of 

Theravada Buddhism cultural tourism in Pattaya. 

(iv) to suggest ways to develop and promote Theravada Buddhism cultural 

tourism which respect and enhance the spirituality and religious significance 

of Theravada Buddhism and do not debase it with commercialism. 

 

1.3 Key factors in the significance of the research  

 

The significance of the research is based on three key factors: (i) the importance of 

the tourism industry as a driver of economic growth; (ii) the value of cultural tourism 

and Theravada Buddhism for the Thai tourism industry, and (iii) the alignment of 

Theravada Buddhism cultural tourism with current Thai government policies in 

relation to the tourism industry and socioeconomic development. 

 

1.3.1 The importance of the tourism industry as a driver of economic growth 

 

Tourism is a crucial industry driving economic growth in many countries around the 

world (World Tourism Organization 2013; World Travel and Tourism Council 2014). 

The most recent annual report by the World Travel and Tourism Council (WTTC 

2014) estimates that the global tourism industry generated 6.65 million USD and 260 

million jobs in 2012 and 7 trillion USD and 266 million jobs in 2013, accounting for 

9.5% of the world’s GDP and 9% of total employment. 
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The economic impact of the tourism industry is greatly amplified by the multiplier 

effect, in which economic activity spurs further growth by stimulating demand. Vellas 

(2011) identifies three main kinds of economic effects of tourism, namely direct 

effects, indirect effects and induced effects. Direct effects relate to expenditure by 

tourists within the tourism industry, indirect effects are due to the creation of demand 

in tourism supply chains, and induced effects are the result of economic stimulus of 

local industries through the expenditure of tourism industry wages. Indirect effects of 

tourism, Vellas notes, are highest when locally-made products are promoted and 

account for 6% of total national GDP in some developing countries. 

 

The economic potential of tourism is particularly significant for developing countries 

(Telfer & Shapley 2007) because they need to attract foreign currency inflows, such 

as those generated by tourism, to support economic growth (Vangeois 2000). In 

some developing countries, tourism is the main source of foreign exchange income, 

and tourism income can account for as much as 25% of GDP (World Tourism 

Organization n.d.). The UNWTO (2013; n.d.) contends that tourism has the potential 

to alleviate poverty in developing countries by providing employment in hospitality 

businesses and providing opportunities for small businesses and travel agents to 

serve tourists at tourist attractions. Similarly, Vaugeois (2000) points out that tourism 

can diversify the economy of impoverished rural regions, increasing incomes and 

stabilising economies which depend on fluctuating commodity prices. In the 

Caribbean, for example, tourism revenue rapidly outpaced revenue from traditional 

agricultural pursuits once a tourism industry had been established (Simon 1995). 

Thus, the economic benefits of tourism flow throughout the whole economy. 
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In Thailand, tourism has significant potential to drive socioeconomic growth and 

create jobs (Business Monitor International 2013b; Harun 2012). The WTTC (2014) 

reports that the total contribution of Thailand’s tourism industry to both GDP and 

employment has increased significantly over the last decade. The total contribution 

of the tourism industry to GDP was approximately THB 1,400 billion in 2003, 

increasing to THB 1,896.7 billion, or 16.7 % of GDP, in 2012 and THB 2,401.1 billion, 

or 20.2% of GDP, in 2013 (WTTC 2014). The WTTC projects that this figure will rise 

at the rate of 6.4% per annum to THB 4,472.5 billion in 2024.  

 

Tourism in Thailand is a major and rapidly expanding source of employment. The 

industry employed around 4,818,500 Thais in 2012 (12.4% of total employment), and 

6,011,500 Thais in 2013 (15.4 % of total employment). This figure is projected to rise 

by 4.4% per annum to 8,739,000 jobs (20.5% of total employment) in the next ten 

years (WTTC 2014). These changes have been accompanied by a rise in the 

number of tourists visiting Thailand from approximately 14 million in 2009 to 26 

million in 2013, followed by a slight decrease to around 24 million in 2014 

(Department of Tourism 2014). Thai government policy supporting the promotion of 

tourism is a key factor in attracting tourists to Thailand (Harun 2012). 

 

In all, the tourism industry has the potential to develop socioeconomic resilience, 

stimulate the economy, increase employment, and bring greater prosperity to rural 

regions. The social and economic benefits of the tourism industry underpin the 

significance of the research in terms of its potential for benefiting the economy of 

Pattaya and of Thailand. 
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1.3.2 The value of cultural tourism and Theravada Buddhism for the Thai 

tourism industry  

 

Cultural tourism in particular has the potential to contribute greatly to Thailand’s 

tourism industry. The significance of culture for Thai tourism has been noted by His 

Majesty King Bhumibhol Adulyadej and summarised by Bonotan and Lee (2010, p.1) 

as follows: 

 

Satisfied visitors, who have experienced culture and spiritual 

enrichment and enjoyed the warm hospitality in the country, will 

eventually become friends of Thailand who can help spread goodwill, 

and promote Thailand as well as a country with vast economic and 

business opportunities for foreign investors.  

 

The value of Thai culture for its tourism industry is supported by many Thai and 

international scholars. For instance, a study by Kaosa-ard (2002) concludes that the 

attractiveness of Thai culture to foreigners is the primary reason for the strength of 

tourism in Thailand, while Smith (2003) contends the increase in the number of 

foreign visitors to Chiang Mai and Chiang Rai is due to increasing interest in ethnic 

tourism and the local cultures of northern Thailand. Such tourism can significantly 

benefit local communities. 

 

Meekaew and Srisontisuk (2014) studied the impact of cultural tourism in Chiang 

Khan, a district in the north-eastern Thailand province of Loei. They found that 
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although tourism has a negative impact on the preservation of cultural traditions, the 

introduction of tourism to this area has made a significant contribution to household 

finances because its focus on allowing tourists to experience the local lifestyle 

facilitates the participation of local residents. For example, there is a home-stay 

program in Chiang Khan where locals welcome tourists to stay in traditional houses 

and participate in Buddhist traditions such as alms-giving, and tourists buy locally-

made quilts made in traditional styles (Meekaew & Srisontisuk 2014). There is also 

significant potential for cultural tourism in large cities like Bangkok. Choeichuenjit 

and Sapsanguanboon (2014) found that foreign tourists report high satisfaction with 

the richness and variety of cultural attractions in Bangkok and with their experience 

of Thai culture and interactions with locals. 

 

Religion is a key aspect of Thai culture with the potential to attract international 

tourists, spurring local economic growth (UNWTO 2011a). The great majority of 

Thais (94%) are Buddhist, and Buddhism is a central part of Thai culture and the 

Thai way of life (Kusalasaya 1965; Swearer 2010). Indeed, Thailand has been 

referred to as ‘the land of Yellow Robes [i.e. monks’ garments]’ (Kusalasaya 1965). 

Buddhism has been the established religion in Thailand throughout recorded history, 

and being seen as the upholder of the Buddhist faith has been central to legitimating 

the authority of Thai monarchs (Kusalasaya 1965).  

   

In Thailand, the temple (wat) incorporates many elements of Thai culture including 

arts, food, education, traditions, events and festivals. It is a centre for Thai rites of 

passage from birth until death, and provides educational and mental support to the 
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community (Swearer 2010). A beautiful and unique style of architecture for temples 

and pagodas has developed in Thailand (Chareonla 1981). There are approximately 

30,000 temples in Thailand, many of which are tourist attractions (Tourism Authority 

of Thailand 2014c).  The temple of the reclining Buddha (Wat Pho) and the Temple 

of Dawn (Wat Arun) in Bangkok are examples of temples whose history, traditions, 

art and architecture have made them famous tourist attractions for foreigners 

(Tourism Authority of Thailand 2014d). Likewise, the Temple of the Emerald Buddha 

in Bangkok attracts a large number of tourists who are interested in its history and 

architecture (Rod-Ari 2009). Many Thai temples, such as Wat Phra Pathom Chedi 

and Wat Phra Chetupon, are also important historical sites. The former, located in 

Nakhon Pathom province, is the site of some of the earliest Buddhist archaeological 

remains in South-East Asia, dating back as early as the first century A.D. 

(Sirikanchana 2010). The latter, located in Bangkok and built during the reign of King 

Rama I, attracts tourists through its history, architecture, and associated local 

traditions such as Thai massage (Tourism Authority of Thailand n.d.[b]). 

 

In addition to the artistic and historical heritage of Theravada Buddhism in Thailand, 

the theory and practice of Theravada Buddhism has also become increasingly 

attractive to westerners. Many studies in western countries have investigated 

aspects of mindfulness in Buddhism in the context of physical and mental health, 

such as those of Grossman et al. (2004), Horowitz (2010), Davidson et al. (2003), 

and Davis and Hayes (2011). These studies have found that mindfulness practice 

can improve the resilience of the body and immune system to the extent that they 

may be useful in clinical practice. As a result, many western tourists and academics 

are interested in exploring Buddhist practices and doctrines in Thailand. In a study of 
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meditation centres in Thailand, Schedneck (2012) found that many international 

tourists attend meditation courses in Thailand as a form of therapy to learn how to 

deal with stress and/or overcome personal issues. Thus, marketing of Theravada 

Buddhist tourism in Thailand frequently portrays meditation as a scientifically-based 

practice with proven mental and physical benefits as well as an authentic aspect of 

Thai culture (Schedneck 2015). 

 

The importance of cultural tourism for the Thai tourism industry, the significance of 

Thai culture to tourism, and the potential of Thai religious culture (and of Theravada 

Buddhism in particular) to contribute to cultural tourism underpin the significance of 

this research project, which investigates the potential of Theravada Buddhism to 

enhance cultural tourism in one specific district in Thailand, namely Pattaya, a 

coastal city in Eastern Thailand. 

 

1.3.3 The alignment of Theravada Buddhism cultural tourism with current Thai 

government policies  

 

One factor in the significance of this research derives from Thai government policies. 

The research is aligned with the current Thai national economic and development 

plans (the eleventh National Economic and Social Development Plan 2012-2016) 

and Thai government policies (the Creative Thailand policy as of 2010 and the 

Tourism Thailand policy 2014-2015) in the following ways: 
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(i) The Eleventh Thai National Economic and Social Development Plan of 

Thailand (2012-2016) 

 

Thailand continues to face social and economic challenges such as climate change 

and economic crises. In response to these challenges, the eleventh Thai National 

Economic and Social Development Plan (2012-2016) aims to encourage social well-

being, economic development and environmental sustainability through the 

development of human capital (Office of the Prime Minister  2012). As a key driver of 

socioeconomic development in Thailand, human capital is prioritised in this plan in 

order to develop national resilience in the context of global, social and economic 

change. In brief, the plan focuses on preparing human resources, infrastructure and 

logistic systems to ensure Thailand’s readiness to join the ASEAN Economic 

Community by the end of 2015. 

 

In addition, the Sufficiency Economy Philosophy (SEP), developed by His Majesty 

King Bhumibhol Adulyadej, is based on the Buddha’s teachings with regard to living 

a moderate life, from which three key principles are derived: moderation, reason and 

risk management (Bunnag 2013). It has been used as a guide to develop human 

resources and the economy of Thailand sustainably since 2002, with the goal of 

developing economic well-being while maintaining strong community and family ties 

(Bunnag 2013). The essence of this philosophy is that if individuals can stand on 

their own feet by living a moderate life and not taking advantage of others, society 

and the economy will grow in a sustainable way (Thailand Economic Development 

Plan 2011).  
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The notion of developing human resources by following the SEP is relevant to the 

research topic in that it suggests Theravada Buddhism can assist in generating 

economic growth while preserving traditional Thai culture. It is hoped the plan 

proposed in this thesis for promoting Theravada Buddhism as a cultural experience 

for tourists can fill the gaps in the Pattaya Strategic Plan. The development of new 

types of tourism might also attract foreign currency which can be used to develop 

households economically and improve social well-being. Thus, this research is 

aligned with the eleventh National Economic and Social Development Plan of 

Thailand (2012-2016). 

 

(ii) The creative economy Thailand policy   

 

The term ‘creative industries’ refers to a wide range of creative activities and 

services based on innovation or artistic expression (UNESCO n.d.). The United 

Nations Development Programme (UNDP) and the United Nations Educational, 

Scientific and Cultural Organization (UNESCO 2013) define the ‘creative economy’ 

as a process of production in cultural and creative industries which encourages 

further innovation and creativity based on culture resources. The Organisation for 

Economic Co-operation and Development (OECD 2014) identifies as key creative 

industries architecture, cinematography, television and radio, music and other 

performing arts, design, advertising, and technology and software development. 

 

Although the tourism industry is not normally classified as a creative industry, there 

is a connection between the creative industries and cultural tourism in that creative 
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industries can support the production of cultural assets leading to the growth of 

tourism industry. The OECD (2014) contends creative industries boost tourism by 

creating innovative tourism experiences, enhancing the image of the destination, and 

supporting innovation in tourism marketing and development. In turn, tourism 

expands the audience for cultural products and encourages professional networking. 

Similarly, the United Nations Conference on Trade and Development (UNCTAD 

2010) considers tourism to be a component of the creative economy, since tourists 

are attracted by cultural heritage and cultural ambience and consume tourism 

products produced by creative industries. 

 

Thailand’s Creative Economy policy was launched in 2010 (Government Public 

Relations Department 2010). The Thai government assigned responsibility for this 

project to the Office of the National Economic and Social Development Board in 

cooperation with the United Nations Conference on Trade and Development 

(UNCTAD). This policy aims to develop Thailand’s economy sustainably by 

promoting Thailand’s creative industries at all levels. The key principle of this policy 

is to develop creative products with significant economic value by combining Thai 

traditions with modern technology. For example, with sufficient research and 

development, Thai medicinal herbs could form the basis of a valuable industry 

(Vejjajiva 2010). 

 

Creative industries can increase the value of Thai products by using elements of 

Thai identity and culture such as Thai silk, food, handicraft and agricultural products. 

In the tourism industry, such creative products might form the basis of creative 
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tourism projects (OECD 2014). Wichayathian (2012) stresses the uniqueness of 

national culture as a key element in the value of creative industries based on cultural 

heritage. An emphasis on unique national culture (or ‘Thainess’) is incorporated into 

the Tourism Authority of Thailand’s participation in Thailand’s creative industries 

development program, which has designated particular creative industries for 

support in certain cities, such as handicrafts in Chiang Mhai and ceramics in 

Lampang, Northern Thailand (OECD 2014).   

 

The development of Theravada Buddhism cultural tourism is therefore aligned with 

the Creative Economy policy because of the link between tourism and the creative 

industries noted previously and because of the policy’s emphasis on the utilisation of 

traditional Thai culture for innovative industries. Theravada Buddhism cultural 

tourism is linked to the creative economy in that it is based on cultural heritage and 

existing cultural resources and creates a demand for cultural products such as 

religious souvenirs. 

 

(iii)  Thailand’s tourism policies 

 

The research is also aligned with the Thai government tourism policy, such as the 

policy of the Tourism Authority of Thailand, with regard to the value of Thai culture 

for tourism. The National Tourism Development Plan (2012-2016) encompasses five 

strategies aimed at establishing Thailand as one of the top five Asian tourism 

destinations and increase its tourism revenue by at least 5 percent over four years 

(Government Public Relations Department 2011). The strategies are: 
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 Focus on tourism infrastructure development including both domestic 

and international routes; 

 Develop and improve tourism sites; 

 Develop new tourism products and foster investment in tourism 

products (this strategy is aligned with the Creative Economy policy of 

the 11th National Economic and Social Development Plan, 2012-2016); 

 Enhance the image of Thailand as an international tourism destination; 

 Develop tourism partnerships. 

 

The Tourism Authority of Thailand’s campaigns in 2014 and 2015 highlight the 

significance of national culture (‘Thainess’) as the core tourism product. The 

advertising brand concept ‘Amazing Thailand, it begins with the people’ was 

launched in 2014 to market Thai culture and traditions to international tourists with 

the kindness and good nature of Thais as its key concept (Svetasreni 2013).  

 

In addition, the main action plan for promoting Thai tourism in 2014 focuses on 

cultural tourism. The Department of Tourism (2015) estimates that 24.77 million 

tourists have been attracted to Thailand by this campaign over the last five years.  

The focus on promoting Thai culture to international tourists has continued in 2015 

with the advertising slogan ‘Amazing Thailand: Discover Thainess 2015’ 

(Wattanavrangkul 2014; Tourism Authority of Thailand 2015). 

 

This research focuses on Theravada Buddhism cultural tourism in an effort to 

contribute to an effective and sustainable cultural tourism strategy for Thailand. As 
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such, it is aligned with the promotion of the theme of ‘Thainess’ which is emphasised 

in Thai government tourism policy, since Theravada Buddhism is a central element 

of Thai culture and the Thai way of life.  

 

1.4 Significance of Pattaya as the research site 

 

Pattaya is a self-governing municipal area in Chonburi province regarded as one of 

the most famous tourist destinations in Thailand. Located approximately 150 

kilometres southeast of Bangkok, it features a 15-kilometre long beach on the gulf of 

Thailand (Pattaya City Hall 2010). Pattaya has a wide variety of tourism activities 

related to beach leisure and entertainment, such as water skiing, cart rallies, shows, 

golf, and an elephant village (Pattaya Tourism Plan 2010). These attractions are key 

reasons for its great popularity among tourists (Tourism Authority of Thailand 

n.d.[d]). 

 

Research conducted by Lertwannawit and Gulid (2014) indicates that, in addition to 

the reasons given above, value for money is a key factor in the popularity of Pattaya 

among domestic tourists. For foreign tourists, Pattaya is a popular destination for 

several reasons. One reason its convenient location. In particular, the development 

of U-Tapao international airport has made travelling to Pattaya from abroad very 

simple (Tourism Authority of Thailand n.d.[c]). Another reason is that foreign tourists 

perceive Pattaya as a place with exciting nightlife, a variety of interesting places to 

visit, and delicious Thai food (Lertputtarak 2012). However, the high quality of 
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Pattaya’s tourist services and hospitality is the main factor in motivating tourists to 

revisit Pattaya, particularly those from the United States and European countries 

(Supitchayangkool 2012). Trakansiriwanich et al. (2011) found that Chinese tourists 

in Pattaya are attracted to Thailand by opportunities for good locations, the close 

relationship between Thailand and China, and reasonable prices for tourism 

products. The Department of Tourism, Thailand (2012) concludes that most 

overseas tourists are drawn to Pattaya because of the variety of tourism products 

available at reasonable prices.  

 

Thus, Pattaya is a suitable research site because (1) it is the major source of 

revenue and driver of economic growth in Chonburi province; (2) cultural tourism in 

Pattaya has not been promoted to any significant extent; and (3) most tourists 

perceive Pattaya as a place for entertainment. Thus, the failure to promote cultural 

tourism despite the existence of a rich Theravada religious culture in this city is a 

significant gap in tourism practice in Pattaya. 

 

1.5 Rebranding Pattaya’s image 

 

As Section 1.4 demonstrates, Pattaya already has an established image as a 

tourism destination. However, its image is not entirely positive due to its over-

development and over-commercialisation. Fevre (2011) notes that despite Pattaya's 

variety of tourism activities and abundant accommodation, the image of Pattaya is 

not very family-friendly. Similarly, Fuller (2010) found that although the large 
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numbers of tourism products in Pattaya attract tourists, they are creating a negative 

image for Pattaya in the long term by increasing pollution and overcrowding. 

 

(i) Commercialised tourism in Pattaya 

 

In catering for the expansion of tourism in Pattaya, Pattaya relies on artificial tourism 

products to serve large numbers of tourists rather than preserving its natural beauty 

and cultural heritage. The proportion of foreign businesses is increasing and the 

essence of Thai culture is being bleached from Thai festivals: for example, the 

Songkran festival tends to be perceived by tourists only as a form of entertainment 

(Namakorn 2012). A large number of artificial tourism products, such as amusement 

parks and theme parks, have been created (Wong 1998). Pattaya Council has 

recently decided to invest in a world-class water park and the biggest amusement 

park in Thailand; it also has plans for a new aquarium, a cruise boat and film 

investment within the next three years (Pattaya Daily News 2013). Williams and 

Wong (1998) identify Pattaya as an example of a development-driven city where 

large-scale construction of accommodation has been undertaken based on the 

demand created by tourists. 

 

Twenty years ago, Kaosa-ard (1994) characterised tourist development in Pattaya as 

‘uncontrolled tourism’. The uncontrolled, chaotic nature of the tourist industry in 

Pattaya has continued until the present. The streets of Pattaya are currently crowded 

with tourist businesses, lack of zoning management makes streets crowded and 

prone to traffic jams, and countless buildings such as apartments, hotels and 
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entertainment parks are built without any coordination or government oversight 

(Thongrod 2012). A hotel business analysis by the Tourism Authority of Thailand 

(2012) identifies Pattaya and Phuket as tourism areas where accommodation is built 

rapidly to meet the demands of tourists. From 2000 to 2010, the accommodation 

businesses in Pattaya increased so rapidly that Thongrod (2012) describes it as a 

city dominated by development.  

 

The over-commercialisation of tourism generates significant sociocultural impacts. A 

common effect of commercialised tourism is loss of cultural identity as the way of life 

of local people becomes oriented towards serving tourists (United Nations 

Environment Program n.d). Mirbabayev and Shagazatova (2006) contend  that 

commercialisation of tourism leads to over-consumption and the generation of 

pollution, which can damage the local ecology and deplete natural resources. Kreag 

(2001) notes the potential of overcrowding caused by tourism to overload the 

capacity of local infrastructure and the natural resources it depends on.   

 

Over-commercialisation of a tourist destination can be a trigger for its ultimate 

decline in popularity. Butler (1980) divides the life cycle of tourist sites into five 

stages: exploration by adventurous tourists; increasing construction of facilities for 

serving tourists; advertising to attract tourists and increasing tourist numbers; a 

transition to development-driven tourism; and finally, decline as the site loses its 

original appealing qualities as a result of over-commercialisation. Thus, the 

commercialisation of tourism in Pattaya, while it may make short-term economic 
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sense, has the potential to lead to long-term economic problems in addition to any 

sociocultural effects it may have.  

 

The promotion of cultural tourism based on Theravada Buddhism, a less 

commercialised form of tourism, might be a means of addressing these problems 

while reviving Thai identity and culture in the Pattaya area. The tourism policy of the 

Himalayan nation of Bhutan provides an example of such a strategy. Brunet et al. 

(2001) identify Bhutan as an example of a country where concerns regarding the 

sociocultural effects of tourism has led to the promotion of cultural tourism. Bhutan 

employs the ‘Middle Path’ philosophy to develop sustainable tourism. This 

philosophy is based on concepts derived from the Buddha’s teachings which 

emphasise the sustainable development of tourism and the avoidance of 

commercialisation. Brunet et al. (2001) contend that tourism policy in Bhutan under 

the guidance of this philosophy fosters the preservation of unique cultural traditions 

and identities which are of great interest to cultural tourists. In contrast to Bhutan, 

Pattaya is seen as a nightlife entertainment destination (Echtner & Ritchi 2003) and 

therefore its image is unlikely to change rapidly. However, cultural tourism could be 

introduced as an alternative tourism product which can gradually change Pattaya’s 

image by presenting an alternative image for Pattaya based on beautiful aspects of 

Thai culture and by attracting a different tourist demographic. 
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(ii) Overcrowding in Pattaya 

 

Overcrowding is a serious problem for Pattaya. For example, Pattaya City Hall 

(2011) states the official population of Pattaya as 108,804 in 2011, a significant 

increase from 2002, when it was 89,413. However, Pattaya City Hall estimates the 

actual number of residents in Pattaya as 500,000 to 600,000, far higher than the 

official figure. The population density of Pattaya was approximately 2,500 per sq. km 

in 2011 (Pattaya City Hall 2010). The problem of overcrowding is caused by the 

migration of job-seekers from the north and northeast of Thailand to Pattaya in 

search of tourism-related employment and by the lack of funding to support these 

migrants. This shortfall in funding occurs because the Pattaya government is funded 

by the Thai government on the basis of its official population only, not including 

migrants. Almost all non-registered residents – 87% of the total population in Pattaya 

– work in the tourism industry, typically as illegal vendors and unskilled workers 

(Thongrod 2012). Because of the intense competition, overseas tourists are often 

disturbed by vendors along the beach (Thongrod 2012). A continued increase in the 

number of migrants could lead to long-term socioeconomic problems in Pattaya, but 

there are no feasible means of preventing such migration. Cultural tourism, however, 

might be one means of increasing the quality of life for such migrants.   

 

This research aims to address this problem by creating rewarding jobs involving 

culture for locals, especially migrant workers who have moved to Pattaya to find a 

job. The development of a new type of tourism, namely Theravada Buddhism cultural 

tourism, could generate employment for locals as producers or sellers of souvenirs 
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or as tour guides and conduct tourism activities developed in cooperation with 

religious people. There is evidence that projects involving Theravada Buddhism can 

support sustainable economic development in local communities. Hallisey (1996) 

contends Theravada Buddhism has the potential to develop people’s lives in terms of 

morality and of household economic well-being. Sirikanchana (2010) analyses 

several poverty-relief projects led by Buddhist monks in Thailand and found that the 

monks play an important role in the amelioration of poverty. For example, the monk 

Phra Khamkhian Suwanno took on a leadership role in a northern village, developing 

projects based on moral teaching, meditation practices, and advice on agricultural 

practices which have led to a decrease in poverty (Sirikanchana 2010). 

 

In addition, the values of Theravada Buddhism can also provide useful guidance for 

the management of local businesses. Hipsher (2011) contends Theravada Buddhism 

underpins the success of many businesses in Southeast Asian countries such as 

Thailand, Laos and Cambodia. Hipsher’s research (a case study of Thai and foreign-

owned businesses in Thailand) found that the influence of Theravada Buddhism has 

a positive effect on work culture and work systems, creating less stressful, more 

informal relationships between owners, managers and workers. Hipsher also found 

that some organisations utilise the aspects of the Buddha’s teachings, such as the 

philosophy of the ‘Middle Path’, to assist them in the development of tourism and 

hospitality businesses. 

 

Because of the central role of religion in Thai culture and the value of Theravada 

Buddhism in providing cultural experiences for foreign tourists, the features of 
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Theravada Buddhism which might enhance cultural tourism and the potential for ROI 

in both social and financial terms are investigated in this research. 

 

1.6 Gaps in the Pattaya tourism strategic plan 

 

Pattaya, unlike almost all other cities in Thailand, has had an independent local 

government empowered to develop policies tailored to particular local needs since 

1976 (Pattaya City Hall n.d.). With its powers of local government, Pattaya City Hall 

can create and oversee its own development plans in the same way as provincial 

governments (Menifield 2011; Sakkayarojkul 2013). This capacity for independent 

policy-making has enabled Pattaya to develop more rapidly than other areas in 

Chonburi Province. As tourism is the economic mainstay of Pattaya, the local 

government has launched a strategic plan to develop Pattaya City through tourism 

between 2010 and 2020. Originally created by the Mayor of Pattaya in consultation 

with academics and professionals, the plan covers the development of infrastructure 

and transportation and the promotion of tourism. The major goal of this plan is to 

transform Pattaya into a world class destination with a great diversity of attractions, 

develop tourism infrastructures for both locals and tourists, raise living standards, 

and encourage socioeconomic growth in Pattaya (Pattaya City Hall 2010). 

 

In detail, the plan consists of socioeconomic, environmental, infrastructure and 

governance sub-plans. The ten-year plan is also divided into three periods (Pattaya 

City Hall 2010): 
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(i) During the period 2011-2013, the plan aims to develop Pattaya to the point 

where it can be regarded as a regional and world-class destination while 

preserving its natural environment and implementing sustainable 

socioeconomic management through community-based governance. 

(ii) During the period 2014–2015, the plan aims to develop Pattaya as a 

centre of conferences and sport events in Thailand, serving as a place of 

relaxation for all kinds of tourists. 

(iii) During the period 2016–2020, the plan aims to transform Pattaya into a 

world class destination and a hub of world events with high technology 

facilities. 

 

Bokova (2013) contends that the global economic crisis in 2008 encouraged 

governments around the globe to become more aware of the power of cultural 

heritage as a means of supporting sustainable development. However, the 

promotion of cultural tourism, particularly Theravada Buddhism cultural tourism, is 

not addressed in the Pattaya Tourism Strategic Plan. The market share of cultural 

tourism in Pattaya, particularly of religious tourism, is significantly smaller than for 

other destinations in Thailand. A study by Lertputtarak (2012) found that most 

tourists perceive Pattaya as a place for entertainment and nightlife rather than a 

cultural destination. This finding is supported by a survey conducted by the 

Department of Tourism between 2012-2013, which found that the main reasons for 

travelling to Pattaya are relaxation, seminars and business and that the number of 

visitors visiting temples is very low: only 0.4 percent of domestic tourists in Pattaya 

visited or engaged in religious activities and almost no international tourists did so 
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(Department of Tourism 2013). Accordingly, the potential benefits of cultural tourism 

in terms of economic opportunities and sustainable development for Pattaya are 

investigated in this research in order to fill the gaps in Pattaya's tourism policy. 

 

1.7 The potential for integrating cultural tourism into Thai government tourism 

policies 

 

The OECD (2009) notes that the implementation of policy to support religious and 

cultural tourism has become an important tool for assisting nations to adapt to global 

and social changes. The synergy between culture and tourism can increase the 

attractiveness of tourism sites and create strong selling points in the competitive 

global economy. Butcher (2006) highlights the significance of government policy in 

enhancing cultural capital, thereby creating attractive tourism destinations.  

 

The state of Vorarlberg in western Austria is an example of a successful program of 

government support for cultural tourism, including religio-cultural tourism. After 

cultural tourism had been adopted as a goal in this area and a long-term strategy 

had been developed, the number of cultural tourists rapidly increased. The number 

of tourists visiting cultural events in 2007 was around 200,000, 59% more than the 

26,000 who visited in 1987 (OECD 2009).  
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Research conducted in Eastern Europe also supports the contention that 

government support for cultural tourism is effective in generating sustainable 

economic growth. Djukic and Vukmirovic (2012) studied a creative cultural tourism 

group in South-eastern Serbia. They found that the group's activities had greatly 

increased the attractiveness of the region, encouraged investment, and generated 

regional economic growth. They conclude that cultural tourism is an effective 

economic development tool for developing economic sustainability while preserving 

cultural identity. A similar case study of cultural tourism policy in Poland by 

Marciszewska (2006) found that cultural tourism has significant potential to 

encourage socioeconomic development. Marciszewska concludes that governments 

should consider long-term investments in cultural tourism for this reason.  

 

Thus, the incorporation of Theravada Buddhism cultural tourism into local 

government (Pattaya City Hall) policy might boost economic growth by increasing 

tourist expenditure and encouraging investment in tourism involving cultural 

products. This kind of tourism might also increase the attractiveness of Pattaya as a 

cultural destination by adding a new and distinctive product to Pattaya’s marketing 

mix. The potential for the development of Theravada Buddhism cultural tourism and 

an appropriate strategy for doing so are investigated in this research. 

 

 

 

 



32 

1.8 Conclusion 

 

This chapter has presented and analysed available literature concerning tourism in 

Pattaya to provide a background to the research and has presented a rationale for 

choosing Pattaya as a site for the development of cultural tourism involving 

Theravada Buddhism. It has also demonstrated the significance of the research 

underpinning the research topic and research questions. The main purpose of this 

research project is to add value to tourism in Pattaya in a sustainable way through 

the integration of Theravada Buddhism into Pattaya’s tourism plans. This aim is 

premised on the potential for cultural tourism involving Theravada Buddhism to 

attract international tourists and drive economic growth on the nature of cultural 

tourism as a sustainable form of tourism. 

 

This research project therefore investigates the topic of ‘the potential of Theravada 

Buddhism to enhance cultural tourism in Pattaya’ with the goal of generating a 

framework for the promotion of Theravada Buddhism-based cultural tourism to assist 

destinations such as Pattaya to achieve more sustainable socioeconomic 

development.  Key themes identified in this chapter – those of cultural and religious 

tourism, Theravada Buddhism as a means of promoting Thai culture and tourism, the 

potential ROI of Theravada Buddhism cultural tourism, and advertising and 

marketing this type of tourism to tourists with sensitivity – will be further developed in 

the next chapter. 
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Chapter 2 

Literature review 

 

Chapter one has identified four key issues of concern to the research project, namely 

the potential of Theravada Buddhism cultural tourism in Pattaya; features of 

Theravada Buddhism with the potential to enhance cultural experiences; the likely 

Return on Investment (ROI) of Theravada Buddhism tourism development, and 

promoting Theravada Buddhism cultural tourism with sensitivity.  

 

This chapter explicates the literature concerning two isues which underpin the 

research question: the potential for the development of religio-cultural tourism and in 

particular the potential ROI in Theravada Buddhism cultural tourism. As noted in the 

definition of ROI in Chapter 1, the term ‘ROI’ is conceptualised as a blended 

measure of both financial and social returns on investment, following Emerson 

(2003). These four topics will form the basis of an evaluative framework which can 

be connected to the process of research in the next chapter (Chapter 3). 

 

2.1 Cultural tourism  

 

Cultural tourism may be broadly defined as tourism engaged in for the sake of 

experiencing the culture of the destination region (Timothy 2011). The World 

Tourism Organization (1985) defines cultural tourism as travel motivated by a desire 
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to experience local culture and identity through activities such as visiting historical 

sites and monuments, museum tours, study tours, religious travel, and experiencing 

local performing arts and folklore. McKercher and Cros (2002) suggest that cultural 

tourism is a distinct type of tourism through which tourists are educated about local 

culture, heritage, festivals and cultural activities. This type of tourism is thus a 

combination of education and entertainment, or ‘edutainment’ (Urry 2002).  

 

The range of activities and experiences comprising cultural tourism is very broad, 

involving records and monuments of the past and current lifestyles and cultural 

productions (OECD 2009; Richards 2001; Smith 2009; UNWTO 1985) including 

handicrafts, arts, performances, festivals (Department of Resources, Energy and 

Tourism 2009), folk cultures, cultural events, food, lifestyle, customs and religions 

(OECD 2009; Smith 2009).  

 

Cultural capital is a prerequisite for cultural tourism (Macbeth et al. 2004). The 

concept of cultural capital was originally developed by Bourdieu, the French 

sociologist (1986), who defined cultural capital as the individual consumption of 

aspects of culture relevant to social status and class. Jacobs (2011), on the other 

hand, conceives of cultural capital as closely related to the knowledge possessed by 

the local community, which may consist of symbols, language, festivals, 

celebrations, cultural events and creative activities. In the tourism literature, the 

concept has been broadened to include entire communities and their cultures 

conceived of as an economic asset (e.g. Throsby 1999). Throsby (1999) divides 

cultural capital into tangible and intangible aspects. Tangible cultural capital includes 
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cultural assets such as historical buildings, cultural locations, sites and artwork, while 

intangible cultural capital includes beliefs, traditions and values. Jeannotte (2005) 

asserts that both tangible and intangible cultural capital can benefit nations by 

underpinning cultural tourism. Items of tangible cultural capital such as sites, 

monuments and landscapes become tourism icons, whereas intangible cultural 

capital such as knowledge, ideas and identity can form the basis of tourism activities. 

In addition, Urry (1994) asserts that cultural identity is a prerequisite for successful 

cultural tourism. Kurin (2004) similarly contends that cultural identity, including way 

of life, knowledge, arts, belief, traditions, history, language and religion, is an 

intangible asset with great importance for attracting tourists to a destination region. 

 

In many cases, however, cultural tourism and identity are threatened by the forces of 

globalisation. For example, aspects of ethnic identity such as traditional food and 

clothing may be abandoned in favour of international styles. Government or 

community action to preserve local culture and identity may therefore be necessary.    

Education, for example, is a key mechanism for the promotion and preservation of 

cultural identity (Thomas-Hoffman 2006; UNESCO 2004). Thomas-Hoffman (2006) 

suggests that not only education but also legal protection is required and 

recommends that government policy to preserve cultural identity be designed 

through co-operation between locals and government authorities. Suttipisan (2008) 

contends that community involvement has greater potential than top-down policy by 

government to promote and preserve cultural identity and identifies Phuket City, an 

old town in Thailand, as an example of success in the preservation of identity 

through the involvement of the local community. The Old Phuket Foundation (OPF) 

was set up by local communities in cooperation with Phuket municipality with the aim 
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of preserving traditional ways of life by educating the new generation, organising 

cultural events, conserving old buildings and architecture, and supporting traditional 

activities. 

 

2.1.1 Cultural tourism and creative tourism 

 

The development of creative tourism, through which visitors can share and develop 

creative ideas by means of creative activities developed by the local community, has 

been characterised by Richards and Wilson (2007) as a reaction to the 

commercialisation of cultural tourism. UNESCO (2006) defines creative tourism as a 

new type of tourism in which tourists gain experience and knowledge by participating 

in cultural activities with local people in the places they visit. According to UNESCO, 

such tourism adds greater value than the beach tourism or even cultural tourism of 

the past because creative tourism allows tourists to experience what it is like to be a 

member of the host society while learning about local culture and ways of life.  

 

Ohridska-Olson and Ivanov (2010) distinguish cultural tourism from creative tourism. 

Cultural tourism is a type of travel in which tourists visit and experience cultural sites, 

whereas creative tourism involves the participant in new experiences through 

participation. Richards and Wilsons (2007) describe a range of creative tourism 

projects in various parts of the world, including workshops in which tourists can learn 

to produce traditional products and encounters with artists in open ateliers. These 

projects can be linked together by means of creative tourism networks, the 
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development of particular areas as creative spaces, and tourism events 

incorporating creative tourism elements (Richards & Wilsons 2007).  

 

Edinburgh is an example of a creative destination in which authentic cultural 

experiences involving Scottish traditions are made available to visitors through 

cultural festivals in places of historical interest around the city (Prentice & Anderson 

2003). Paris provides another example of successful creative tourism, attracting 

tourists by providing opportunities for them to learn and participate in creative 

cultural activities such as culinary arts, fashion, literature, photography and jewellery 

(Creativeparis n.d. cited in OECD 2014). The Welcome City Labs Programme in 

Paris was created to develop tourism innovation and technology through cooperation 

between locals and tourists. For example, a cooking project has been developed 

through this programme in which hosts and guests demonstrate recipes and cooking 

techniques for each other and then dine together and experience each other’s 

authentic cuisines (OECD 2014). Cultural and creative tourism are thus significant 

concepts for this research because Pattaya’s tangible (e.g. cultural heritage) and 

intangible capital (e.g. cultural identity and traditions) could form the basis of cultural 

and creative experiences enjoyed by foreign tourists.   

 

2.1.2 The potential of cultural tourism to develop the local economy 

 

As noted in Chapter 1, many forms of tourism including cultural tourism can generate 

significant national and regional benefits. UNESCO (2010) contends local and 
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national cultural heritage can be a means of stimulating economic and social 

development, preserving the environment and making communities more resilient.  

In particular, cultural tourism has the potential to support sociocultural and economic 

development by attracting visitors and investors (Smith 2003). In Poland, for 

example, government policies supporting cultural tourism have contributed 

significantly to long-term socioeconomic development by providing employment and 

investment opportunities (Marciszewska 2006). The UNWTO (2014) estimates that 

40% of global tourism revenue derives from cultural tourism and products. Cultural 

tourism is a significant source of stimulus for the local economy. A case study of 

cultural tourism in Luang Prabang, Lao PDR, found that cultural tourism 

development has led to an increase in government foreign exchange reserves, which 

in turn were reinvested in better infrastructure in Luang Prabang and in the 

renovation of cultural heritage sites (UNESCO 2004). 

 

In addition to stimulating economic activity, cultural tourism might benefit locals by 

providing them with the opportunity to engage in rewarding occupations. Cultural 

tourism demands expertise in aspects of local culture such as art, music, dancing 

and handicraft, providing a competitive advantage for locals. A study of Balinese 

cultural performances (Picard 1990) reveals that the popularity of Balinese 

performances among tourists has helped to maintain a thriving dance tradition 

employing many performers. Japan is another example of a country where cultural 

tourism creates and preserves rewarding jobs for locals. For example, Geisha 

culture and traditional tea ceremonies are preserved and presented by locals, 

attracting increasing numbers of international tourists (Smith 2009). The results of a 

quantitative survey conducted in Soweto, South Africa (Ramchander 2007) indicate 
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that township tourism can create jobs and encourage local people to participate in 

local traditions and arts. 

 

The development of cultural tourism, then, would seem to be a viable strategy for 

contributing to sustainable economic growth, provided appropriate government 

policies are in place to support it. It is therefore an important issue in national policy 

regarding sustainable economic growth (OECD 2009). This supposition underlies the 

central aim of this research, namely to investigate the potential economic benefits of 

developing Theravada Buddhism-based cultural tourism in order to generate 

sustainable economic growth in Pattaya. 

 

2.1.3 Revitalisation of local identity through cultural tourism 

 

Cultural tourism and cultural heritage are becoming increasingly important for South-

East Asian nations (Bonotan & Lee 2010). Tourism facilities representing a unique 

culture can attract tourists, drive economic growth, and preserve the authentic 

culture of the host community (Robinson & Picard 2006). Culture has value as a 

potential source of intangible wealth capable of supporting local identity and 

promoting social cohesion (Bokova 2013), and cultural heritage can enhance cultural 

identity and preserve traditions (Marceszewska 2006; Palmer 1999). Likewise, Smith 

(2003) contends cultural tourism generates sociocultural benefits by increasing 

awareness of cultural identity, helping to preserve local traditions, and providing 

opportunities for cultural exchange.  
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A case study of cultural tourism in south-western Colorado (Besculides et al. 2002) 

found that local communities perceive such tourism as a means of sharing their 

culture and preserving their identity. An interesting example of an area where 

tourism helps to preserve traditional and cultural identity is the city of Luang Prabang 

in Lao PDR. Luang Prabang is a popular tourist destination where traditional food, 

clothes and customs can be found in every part of the city and where many buildings 

conserve old architectural styles (UNESCO Bangkok 2004).  

 

Thus, there is potential for cultural capital and identity both to support and to be 

supported by tourism. The development of cultural tourism and its relationship with 

cultural identity is therefore investigated in this research because of the potential for 

cultural tourism to preserve cultural heritage and identity. Indeed, the promotion of 

Theravada-based cultural tourism might be a significant means of preserving Thai 

culture and traditions. 

 

2.1.4 Cultural tourism as a means of improving destination image 

 

Culture is significant as a mechanism for improving the image of tourism in a region. 

A combination of culture and tourism can create a positive and unique image for the 

destination in the long term (OECD 2009). Such a positive image can attract both 

more tourists and more wealthy tourists, who in turn generate more revenue 

(Trakarnsiriwanij 2009). Morgan et al. (2011) contend that a  tourist destination’s  

strong brand image can attract tourists so as to boost revenue sustainably because  
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reputation can distinguish a tourist destination in a competitive market (OECD 2009; 

Morgan et al. 2011). The OECD (2009) identifies Glasgow in the UK as an example 

of a destination which has achieved a dramatic change in its image because of the 

promotion of cultural tourism. 

 

As noted in Chapter 1, the image of Pattaya as a destination has been damaged by 

over-commercial tourism development and congestion. Cultural tourism could be a 

way to ameliorate the negative image of Pattaya and improve its cultural destination 

branding. With regard to the improvement of destination image by means of cultural 

tourism, Konecnik and Go (2008) point out that cultural destination branding is a key 

aspect of the marketing process. Cultural destination branding can be accomplished 

by highlighting local culture, cultural identity and way of life. Another cultural 

destination branding technique is the promotion of cultural events. Rotterdam, for 

example, has successfully created a development program to boost its prominence 

as a cultural and artistic centre through cultural events (Richards & Wilsons 2004). 

 

2.2 Religious tourism  

 

A basic definition of religious tourism is any travel involving religious experiences 

and motivation (Raj & Morpeth 2007). Richards and Fernandes (2007) define 

religious tourism as any travel motivated by religious belief or culture or involving 

pilgrimage activities, whether for a religious or non-religious purposes. Likewise, 

Cohen (2006) notes that the demand for religious tourism derives not only from 
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religious motives but also from the desire for recreation and cultural education. Since 

religion is an aspect of culture (Wild & Wild 2012), this type of tourism is therefore an 

aspect of cultural tourism (Smith 2003).  

 

Religious tourism is probably the oldest form of tourism, arising from the value 

ascribed to religious pilgrimages by most human cultures (Olsen & Timothy 2006). 

However, pilgrimage is not the only motivation for religious tourism (Mu et al. 2007). 

Many aspects of religious culture can attract tourists, including architecture, 

traditions, local wisdom and arts (Singh 2011). Shackley (2001) points out that 

archaeological sites which were once sacred, such as Machu Picchu in Peru, can 

still attract tourists for their cultural and spiritual value.  

 

The desire for new cultural experiences is a common motivation for visits to religious 

sites (Cohen 2001; Olsen 2006; Richards & Fernandes 2007; Sharpley & Sundaram 

2005). A study by Cohen (2001) found that a large number of tourists visit the 

‘Vegetarian Festivals’, in Phuket, Thailand because they want to experience the local 

culture and observe a religious and cultural event, not because they want to adopt a 

vegetarian lifestyle themselves (Cohen 2001). In France, a survey (AFIT 2002, cited 

in Richards & Fernandes 2007) reveals that forty percent of cultural tourists in 

France over a two-year period visited religious sites. Similarly, large numbers of 

people visit the Sri Aurobindo Ashram in India to learn and practise yoga as a 

spiritual experience (Sharpey & Sundaram 2005). Many iconic religious sites have 

the potential to attract international tourists by providing spiritual retreats and 
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opportunities for religious experiences and displaying the historical, cultural, and 

artistic aspects of religion (Rotherham 2007). 

 

Most of the world’s population is religious, although a significant minority (16%) are 

not religiously affiliated (Pew Research Center 2012a). One fifth of adults in the USA 

are non-religious – a proportion which has been increasing (Pew Research Center 

2012b). Rotherham (2007) contends that secularised westerners are curious about 

deeply religious cultures and interested in the spiritual experiences they may offer.  

In addition, many non-religious people engage in religious tourism because they feel 

the need for wisdom and spiritual experiences (Cohen 2001; Shackley 2001; 

Sharpley & Sundaram 2005). UNWTO (2011a) states that there has been steady 

growth in pilgrimages and religious tourism, particularly in Asia and the Pacific, as a 

result of growing western interest.  

 

These statistics suggest that the market for religiously-based cultural tourism is 

expanding, especially the market for Westerners interested in non-Western religions. 

If Pattaya were to promote Theravada Buddhism cultural tourism, greater tourism 

market segmentation might be achieved in Pattaya. 
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2.2.1 Economic value of religious tourism 

 

The number of religious tourists worldwide is increasing (Blackwell 2007). The 

UNWTO (2011a) estimates that 300-330 million tourists per annum visit religious 

sites. Of these visits, approximately 40% are in Europe and 50% in Asia.  

 

The Asia-Pacific region has the greatest number of religious-based tourism sites 

(UNWTO 2011a). Olsen and Timothy (2006) assert that these religious sites include 

both traditional pilgrimage centres and more modern religious sites. The economic 

value of religious visitors has spurred the development of sacred sites such as 

mosques, churches and temples as tourism resources (Olsen & Timothy 2006), and 

religion is frequently promoted as an aspect of cultural tourism (Smith 2003).  

 

 

Many elements of religion can attract tourists, whether or not they are adherents of 

the religion. For example, Raj and Morpeth (2007) contend that unique features of 

Chinese religious culture such as religious activities, temple architecture, painting 

and sculpture have a strong potential to attract international tourists as well as 

academics and researchers interested in cultural studies. Because of the economic 

value of religious cultural sites, there is often a strong motivation to develop and 

maintain these sites as cultural attractions (Mu et al. 2007). Many popular religious 

and pilgrimages sites worldwide attract large numbers of international visitors, such 

as Mecca in Saudi Arabia, Jerusalem in Israel, and Bethlehem in Palestine (Mu et al. 

2007), who contribute to economic growth. 
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To attract and cater for religious tourists, religious tourism promotion establishes 

centres of religious culture as religious tourism sites, which have the potential to 

become tourist destinations attracting a large number of tourists (Shackley 2001). 

Because of the economic demand created by tourists, this type of tourism can 

develop and enhance the economic growth of the surrounding area, particularly in 

areas surrounding religious tourism sites, by stimulating the hospitality industry and 

creating jobs serving tourists in businesses such as hotels and souvenir shops 

(Vukonic 1998). Mecca, Saudi Arabia and Varanasi, India are examples of religious 

destinations attracting large numbers of workers to hospitality employment (Shackley 

2001). Similarly, in Lourdes, France, the establishment of hospitality businesses, 

including accommodation services, travel agencies, souvenir shops and 

transportation services, has led to the economic development of areas surrounding 

the pilgrimage site (Rinschede 1992). A study by Rotherham (2007) of religious 

tourism in the village of Epworth, Lincolnshire (the birthplace of John Wesley) found 

that the large numbers of international religious tourists attracted to the site has 

driven rapid economic growth in the village. Rotherham (2007) highlights the 

economic benefits of pilgrimage and cultural tourism, particularly visits to churches 

and cathedrals in rural areas of the UK, estimating that the UK’s 61 cathedrals have 

the potential to attract 19 million visitors each year, generating £250 million and 

creating 9,000 jobs. 

 

The potential of religious tourism to stimulate economic growth and attract 

international tourists suggests religious tourism should be investigated in the 

research in order to incorporate Theravada Buddhism into the Pattaya Tourism 

Strategic Plan so as to increase the prosperity of the people in Pattaya. 
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2.2.2 The impact of religious tourism on cultural heritage 

 

Religious tourism destinations are usually also cultural heritage sites (Shackley 

2001; Smith 2003). The preservation of religious and cultural heritage sites is 

normally undertaken because of their intrinsic value to their host communities rather 

than for their potential for attracting tourists (Charoenwongsa 2004, cited in Levi & 

Kocher 2009). A key benefit of religious tourism is that it can assist in the 

preservation of traditional culture and add cultural value to the destination. Religious 

socialisation also has the potential to enhance the sense of place and cultural 

identity of the destination (Mazumdar & Mazumdar 2004). Bhutan is an example of a 

country where the promotion of Buddhism (Vajrayana Buddhism in this case) can 

preserve local identity and add cultural value to the nation. The key to the success of 

tourism promotion in Bhutan is the ‘High Yield, Low Impact’ tourism policy, which is 

based on carrying capacity and emphasises sustainability rather than commercial 

considerations (Brunet et al. 2001; Reinfeld 2003). Another example is the OECD-

sponsored temple-stay programme in Korea, where tourists can experience both 

authentic Korean culture and the Buddhist way of life in temples. This cultural 

program also involves allowing tourists to participate in and learn aspects of Korean 

culture such as lotus lantern-making and handicraft. In addition to economic benefits, 

this creative program has been able to increase the attractiveness and positive 

brand image of tourism in Korea (OECD 2009).  

 

As mentioned in Chapter 1, Pattaya has many significant temples and religious 

areas suitable for development as religious tourism routes, but these places have not 
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yet been promoted. The development of Theravada Buddhism-based cultural 

tourism in Thailand could follow the Korean model of developing cultural tourism 

through temple programs (OECD 2009). Thus, the promotion of Theravada 

Buddhism-based cultural experiences might add value to the tourism industry in 

Pattaya by creating new forms of tourism. 

 

2.2.3 Religious tourism management strategies  

 

Religious cultural heritage has great potential for differentiating a site as an attractive 

cultural tourism destination driving economic growth and attracting creative 

investment (OECD 2009). Aspects of religious sites attractive to tourists include the 

natural environment, religious buildings, and educational tourist facilities (Shackley 

2001). Weildenfeld and Ron (2008) suggest religious features should be 

incorporated into hospitality services such as accommodation, airports, and tourist 

information services to satisfy the needs of tourists. However, the presence of large 

numbers of tourists poses a challenge for managing religious sites and brings with it 

the risk of transforming the site into an over-commercial tourist destination (Olsen 

2006; Shackley 2001). 

 

Several strategies exist for managing tourism to religious sites sustainably, such as 

the charging of entrance fees (Shackley 2002) and the development of 

communication strategies to encourage visitors to treat sacred places with 

appropriate respect (Pearce 1999). The ‘sense of place’, the tourist’s emotional 
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connection to the destination, is a key element in the attractiveness of tourism 

destinations (Shackley 2002). Farnum, Hall and Kruger (2005, pp. 2-3) define sense 

of place as ‘the entire group of cognitions and affective sentiments held regarding a 

particular geographic locale and the meanings one attributes to such areas’.  

 

Durie, Yeoman and McMahon-Beatty (2005) contend that for tourists, a sense of 

place arises from association with the past – from its connection to history, myth, and 

literature. Thus, for example, the religious sites of Rome and Paris attract tourists not 

only because of their beautiful architecture but also because of their reputation as 

holy places connected to church history (Holderness 2009; Winfield-Pfefferkorn 

2005). Olsen (2006) contends that the sense of place of religious sites is constructed 

from religious history and myth but also requires an aesthetic and social component 

in order to create a sense of sanctity. This sense of sanctity, according to Olsen, can 

be damaged by the irreverent behaviour of non-religious guests and threatened by 

over-commercial development. However, religious sense of place can be enhanced 

through interpretation of the meaning of the site to guests. Therefore, in developing 

cultural and religious tourism attractions, ‘relevance to place’ – development which 

reflects and preserves the characteristics and meanings of the place – is vital (Gunn 

& Var 2002). 

 

Shackley (2001) notes that positive visitor experiences are a key goal in the 

management of sacred sites. The aim of tourist development is to provide new 

experiences for tourists while maintaining authenticity (Shackley 2001). Allowing 

tourists to take part in religious activities is one way to educate tourists. For example, 
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Zen meditation in Japan attracts tourists by providing an opportunity for them to 

engage in religious practices. The previously-mentioned temple stay program in 

Korea (OECD 2009) and Theravada Buddhism temples in Thailand which allow 

visitors to see and join in religious activities such as offering food to monks and 

making merit (Levi & Kocher 2009) offer a similar opportunity. 

 

Taking advantage of globalisation and investment in technology are also essential 

elements of strategies for promoting and managing religious sites (Kong 2000). 

Recently, mobile telephone applications have been used to convey site information, 

maps, and panoramic images to tourists in sites such as the Temple of the Emerald 

Buddha and the Grand Palace in Bangkok (Bureau of the Royal Household 2011; 

Thailand Tourism Authority 2011) or the Shikoku Pilgrimage, a Buddhist pilgrimage 

route connecting 88 temples in Japan (Reader 2007). Similarly, the French 

government has supported a project to present the history of major sites in Paris 

through ‘son et lumière’ (light and sound) productions (Winfield-Pfefferkorn 2005). 

Appropriate use of social media through which tourists recount their positive 

experiences to others connected to them via social networks has great potential to 

attract tourists to religious sites (Yesil 2013). 

 

Another issue in the management of religious and sacred sites in need of 

consideration by local tourism authorities is the cost of infrastructure development. 

Public funding through tourism partnerships is an important instrument for 

addressing this issue (OECD 2009). A study by Bhuiyan et al. (2011) found that 

while the east coast of Malaysia has huge potential for the development of Islamic 
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tourism to contribute to economic growth, this potential has not yet been realised as 

a result of a lack of effective policies, marketing strategies, and co-operation 

between Muslim countries. Remedying this situation through investment in tourism 

infrastructure, marketing, and coordination between Islamic countries as well as 

further research into Islamic tourism might spur the development of Islamic tourism 

in Malaysia. 

 

Thus, a strategy for the management of Theravada Buddhism cultural tourism in 

Pattaya should aim to ensure that necessary infrastructure costs can be obtained 

while enhancing visitors’ experiences and promoting sites to tourists using 

appropriate methods and technology. In doing so, however, it is vital that the tangible 

and intangible cultural heritage which forms the basis of the tourism attraction is 

conserved, that the site retains an authentic sense of place, and that religious 

sensitivities are respected. 

 

2.2.4 Stakeholders of religious tourism sites 

 

Various stakeholders play a significant role in managing religious sites and sacred 

places, including government authorities, city planners, private businesses, 

development agencies, and academics (Olsen 2006). These stakeholders include 

local laypeople and religious leaders, who function as guardians and interpreters of 

religious and cultural traditions (Levi & Kocher 2009). This reflects the fact that 

religious tourism can combine education and spiritual experience (Cohen 2006). 
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Shined (2010), for example, highlights the potential of entrepreneurship, particularly 

indigenous entrepreneurship, to develop and maintain religious tourism by 

organising and marketing ventures as well as managing and maintaining tourist 

destinations.  

 

Government can also play an important role through infrastructure investment in 

religious and sacred sites (UNWTO 2011a). Another responsibility of government is 

the preservation of culture in its management of cultural tourism (OECD 2009). The 

Indian Tourism Ministry, for example, supports both foreign and domestic religious 

tourism through investment in religious infrastructure such as accommodation, 

airports and transportation, and values religious tourism both as an economic tool 

and as a means of contributing to employment, preserving unique culture and 

promoting social harmony (Strategic Initiatives & Government Advisory [SIGA] Team 

2012).    

 

The OECD (2009) asserts that partnerships between stakeholders are a key 

mechanism in the effective promotion and management of religious sites. Public and 

private partnerships have the potential to generate win-win situations for both 

government and the private sector whereby the government reduces financial risk 

and generates income by leasing assets while the private sector reduces business 

risk and requires less capital (United Nations 2008). Religious sites in Korea are 

managed through public-private partnerships such as the temple-stay programme, 

which has been effective in both attracting visitors and preserving Korean religious 

culture (OECD 2009). However, to be more effective, public and private partnerships 
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can also be expanded to include networks such as rural-urban partnerships and 

domestic-international partnerships. Similarly, religious tourism is supported in Italy 

through partnerships involving the public and private sectors and surrounding 

regions to promote cultural tourism routes through an Internet portal (OECD 2009). 

 

The involvement of appropriate stakeholders in the management of Theravada 

Buddhism cultural tourism in Pattaya is likely to be vital to the success of this project. 

The nature of this involvement and the appropriate roles of government, 

entrepreneurs and religious leaders in the management of Theravada Buddhism 

cultural tourism in Pattaya are therefore issues to be investigated in the research. 

 

2.3 Theravada Buddhism   

 

There are two major schools of the Buddhist religion, namely Mahayana (Great 

Vehicle) Buddhism, whose adherents live mainly in East Asia, and Theravada 

(Teaching of the Elders) Buddhism, whose adherents live mainly in Sri Lanka, 

Burma, Cambodia, and Thailand (‘What is Theravada Buddhism?’ 2005). Both 

schools accept Sakayamuni Buddha as the supreme teacher and follow his teaching 

regarding moral development, including the four noble truths, the eight-fold path, the 

doctrines of Paticca-samuppada, Anicca, Dukkha, and Anatta, and the practices of 

Sila, Samadhi, and Panna. However, the two schools differ in both philosophy and 

practice (Singh 2010). Mahayana emphasises the role of Bodhisattvas, enlightened 

beings who assist all living beings on the road to Nirvana, while Theravada 
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emphasises adherence to the Buddha’s teaching as transmitted in the Tripitaka as 

the path to Nirvana (Rahula 1996). Despite the differences between these two major 

schools of Buddhism, relations between them have been tolerant and harmonious 

throughout history (Dhammanada 2002).  

 

In addition, Theravada is based strictly on the Tripitaka, or Pali Canon, a collection of 

Buddhist scriptures containing records of and commentaries on the Buddha’s 

teaching (‘What is Theravada Buddhism?’ 2006). The Tripitaka contains three main 

elements: rules for monks (Vinaya Pitaka), discourses of the Buddha (Suttanta 

Pitaka) and the higher teaching of the Buddha (Abihdhamma Pitaka) (Ko Lay 2000). 

Theravada beliefs and practices have been studied and followed by laypeople in 

many western countries such as the United States and the United Kingdom (Gomes 

2004). 

 

2.3.1 Features of Theravada Buddhism relevant to cultural tourism 

 

Three aspects of Theravada Buddhism seem especially attractive to cultural tourists: 

the teachings and practices of Theravada; the architecture and art associated with 

Theravada; and traditional festivals based on Theravadan beliefs and traditions. 

These are further discussed in this section. 
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(i) Practices of Theravada Buddhism (Sila, meditation and wisdom training) 

 

The practices of Theravada can be categorised into three kinds of training: moral 

development, mental development, and the development of wisdom (Horayangura 

2007). Moral development (Sila) focuses on righteousness and purity in both 

behaviour and thought. Moral development in Theravada Buddhism is accomplished 

through adherence to the moral teachings of the Tripitaka. Mental development is 

accomplished by means of meditation, especially ‘mindfulness meditation’, which 

aims to develop awareness of one’s own mental functioning (Germer 2004). The 

development of wisdom is also considered crucial in Theravada Buddhism because 

wisdom and understanding can produce knowledge which purifies the heart 

(Prasopchingchana & Sugu 2009). 

 

Meditation is perhaps the most well-known aspect of Buddhist practice in the West. 

Brahmavamso (2003) describes the goal of meditation as ‘beautiful silence, stillness 

and clarity of mind’ (Brahmavamso 2003, p. 1). Meditation is highly regarded as 

therapy for the mind and body in both Western and Asian cultures. As well as its 

religious value as a means of attaining freedom from attachment, the value of 

meditation for boosting mental health has been increasingly accepted by 

psychologists (Davis & Hayes 2011; Fronsdal 1998; Wallace & Shapiro 2006), and 

there is evidence that it can produce physical benefits as well (Davidson et al. 2003). 

Marc et al. (2008) document the extensive use of therapies involving meditation or 

other forms of mindfulness training by western psychotherapists.  
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Another Buddhist technique of mindfulness practice is chanting. In Theravada 

Buddhism, sutras and other traditional Pali texts are chanted as a daily practice by 

monks and many lay adherents. The purposes of chanting in Theravada Buddhism 

are to focus the mind and create mindfulness, to memorise Buddhist teachings, and 

to create positive energy, joy, and calm in both the chanter and listeners (Suvanno 

1996). In Thailand, chanting plays a prominent role in ceremonies such as marriages 

and funerals (Sirikanchana 2010).  

 

As a result of the publication of scientific evidence for their beneficial effects, 

meditation and other Theravada Buddhist practices have become well-known and 

attractive to westerners (Schedneck 2002). Indeed, many westerners seek 

opportunities to experience Buddhist practices in an authentic environment. Wat 

Suan Mokkh International Dharma Hermitage, in Chaiya, Surat Thani, Southern 

Thailand is a good example of a Theravadan meditation retreat program catering to 

both Buddhists and non-Buddhists (Cahill 2010; Schedneck 2002). This forest 

temple attracts around 1,000 foreigners a year for a ten-day programme of 

participation in the monastic lifestyle and meditation (Tarantino 2012). In addition to 

meditation, other aspects of Theravada tradition are included, such as the teaching 

of Buddhist precepts (Sila), chanting, and participation in twice-daily monastic meals 

consisting of vegetarian food (Schedneck 2002).  

 

 

 



56 

(ii)  Theravada Buddhism arts  

 

Traditional art forms in cultures around the world are often religious in nature 

(Alexander 2006). Buddhist art has the practical purpose of inspiring remembrance 

of and respect for Buddhist teaching and of generating a calm, reflective atmosphere 

conducive to mindfulness and meditation (Alexander 2006).  

 

In Thailand, traditional art and architecture has been strongly influenced by 

Theravada Buddhism (Alexander 2006; Chareonla 1981). Examples of motifs 

popular in Thai Buddhist art include the Dhammachakra, or ‘wheel of law’ (especially 

popular among ethnic Mon artists), and the Buddhapada, or Buddha’s footprint 

(Beek 1998). The popularity of the Buddhapada reflects the belief that the Buddha 

left the imprint of his feet on a mountain top in Thailand. This motif is featured in the 

statue of the reclining Buddha at Wat Phra Chetupon, Bangkok, a popular tourist 

destination (Beek 1998). Such traditions can be of great interest to tourists. For 

example, the ‘Sipsong Panna’ area in Northern Thailand attracts tourists through its 

rich heritage of religious wall paintings, Buddha carvings and images, and temple 

architecture (Kang 2011). Another example of such a destination is Wat Phra That 

Doi Suthep in Chiang Mai. This site, famous for its beautiful religious architecture, 

consists of two huge pagodas located high in the mountains, and draws about 

160,000 visitors per month (Evrard & Leepreecha 2009; Muang Yai & Lieorungruang 

2008). 
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(iii) Buddhist events and festivals  

 

The Buddhist calendar includes several festivals celebrating important events in the 

life of the Buddha, such as his birth, enlightenment, and funeral days. Buddhist 

festivals are joyful occasions during which lay people make merit by offering food, 

listening to the Dharma, meditating, chanting, and vowing to follow the five precepts 

or Sila (Buddha Dharma Education Association  n.d.).Buddhist festivals involve fun 

and merrymaking as well as religious practices. Cultures influenced by Theravada 

celebrate this Buddhist New Year both with solemn ceremonies and with joyful 

celebrations. In Thailand, Songkran, the Theravada Buddhist new year (the first full 

moon day in April), is famous for the tradition of water fights which fill the streets of 

Thailand with young people splashing water on each other (Buddha Dharma 

Education Association n.d; Tourism Authority of Thailand 2014b). The traditional 

celebrations associated with Thai Theravada Buddhist festivals such as Songkran 

have become major attractions for international tourists. 

 

Spiritual and mental development practices, religious art, and religious festivals are 

all elements of Theravada Buddhism which have been demonstrated to be attractive 

to tourists. For example, the tenth Merit-making Festival in Nakhon Si Thammarat, 

Southern Thailand, attracted large numbers of tourists, both local and foreign 

(McDowall 2010). The flexibility of Buddhists in terms of allowing outsiders to take 

part in religious rituals and activities provides a great deal of scope for tourists to 

experience Theravada Buddhism activities, as long as religious sensitivities are 

respected. For example, the festivals accompanying the ‘Buddhist Lent’ (Wan Ook 
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Phansa), include parades of carved candles, long boat racing, observations of the 

‘Naga fireballs’ along the Mekhong river, and cultural and religious events which 

welcome foreigners as participants (Government Public Relations Department 2014). 

Thus, the potential of Theravada Buddhist spiritual practices, art, and festivals to 

attract tourists is a key area to be investigated in the research. 

 

2.3.2 Theravada Buddhism and the Thai way of life  

 

Theravada Buddhism is the dominant religion in many Southeast Asian countries 

including Thailand, and its potential for cultural tourism has been the topic of several 

cultural tourism studies (UNESCO 2004). Theravada Buddhism arrived in Thailand 

as early as the first century AD (Kusalasaya 1965), and it has been the dominant 

religion since the establishment of the Thai Kingdom of Sukhothai in the 13th century 

(Buddha Dharma Education Association & BuddhaNet 2008). Since then, there has 

been a strong association between royal authority and Buddhism, with kings 

expected to be Buddhists and patrons of the Sangha (monastic community). Indeed, 

most Thai kings have been ordained and studied Theravada Buddhism philosophy 

(Plamintr 1994). 

 

Despite western influence, Theravada Buddhism is still a highly significant aspect of 

Thai culture, and in rural areas in particular, the role of monks as social and spiritual 

leaders of the community continues (Plamintr 1994). Thai devotion to Buddhism is 

evident in the images of famous monks found in houses, shops, and cars and in the 
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regular practice of merit-making, especially on Buddhist holidays (Tourism Authority 

of Thailand n.d.[a]). The role of temples and monks as educators or community 

leaders has been noted by many scholars (Kusalasaya 1965; Sirikanchana 2010; 

Ritpen 2012). Swearer (2010) highlights the centrality of the temple in Thai social 

life: monks consider their role to be a guide, teacher, friend and philosopher for local 

communities. The beneficiaries of outreach activities carried out by monks are not 

limited to those of Thai ethnicity: Buddhist temples in Chiang Mai function as 

education and cultural centres to assist migrant Shan people who have moved to 

Northern Thailand (Ritpen 2012). Monks have also been involved as leaders in 

social and environmental campaigns. One example of this is the eco-cultural 

preservation project called ‘Love Nan City’ in northern Thailand (Sirikanchana 2010). 

Around the city of Nan, Buddhist monks have participated in the rite of ‘ordaining the 

forest’, in which trees are symbolically ordained as monks, deterring locals from 

cutting them down. In addition to its cultural and environmental benefits, this practice 

attracts significant numbers of tourists (Sirikanchana 2010). 

 

According to Mahachulalongkorn University (2012), the influence of Theravada 

Buddhism on Thai culture is apparent in the following areas: 

 Mental development: the principles of Theravada Buddhism are widely seen as 

keys to raising moral awareness and purifying and calming the mind. 

 Arts and architecture: much of Thai architecture is influenced by the narratives, 

history, and philosophy of Buddhism. 

 Language: many Thai words have been borrowed from Pali and Sanskrit, the 

languages in which Buddhist teachings were transmitted to Thailand. 
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 Literature: much of Thai literature is based on Theravada Buddhism and its 

history. 

 Festivals: most Thai festivals, such as the Candle festival in Northeastern 

Thailand and the Floating Lantern Festival (Loy Kratong) are based on Buddhist 

teachings. 

 Rituals: the Thai way of life involves many Buddhist traditions and rituals such as 

making merit by offering food to monks, temporary ordination for men, and 

funerals. 

 Education: temples are cultural and education centre for Thais. 

 Music: traditional Thai music has been shaped by Buddhism, and is used in some 

Buddhist rituals. 

 

Thus, Theravada Buddhism is the roots of Thai culture and influences Thai ways of 

life in many aspects. The promotion of Theravada Buddhism cultural tourism might 

therefore be a means of promoting and preserving cultural resources in a 

sustainable way. 

 

2.3.3 Theravada Buddhism, the Philosophy of Sufficiency Economy and 

economic development in Thailand 

 

The present king of Thailand, His Majesty King Bhumibhol Adulyadej, has 

propounded a philosophy known as ‘the Philosophy of Sufficiency Economy’ based 

on Buddhist teaching concerning self-reliance and moderation (Sirikanchana 2010; 
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Chaipattana Foundation 2014). The key goal of the Philosophy of Sufficiency 

Economy has been defined by His Majesty King Bhumibhol Adulyadej as follows: 

 

Economic development must be done step by step. It should begin with the 

strengthening of our economic foundation, by assuring that the majority if our 

population has enough to live on … Once reasonable progress has been 

achieved, we should then embark on the next steps, by pursuing more 

advanced levels of economic development. (cited in Chaipattana Foundation 

2014, p. 1) 

 

Because of its value for the improvement of well-being at all levels of society and the 

development of economic sustainability, this theory was honoured in 26 May 2006 by 

the United Nations Development Program (UNDP) with the UNDP Human 

Development Lifetime Achievement Award on the occasion of the 60th anniversary 

of King Bhumibol Adulyadej’s accession to the throne (Government Public Relations 

Department 2015). Other nations are encouraged by the UNDP to use this 

philosophy as the basis of their sustainable economic development by focusing on 

developing human resources (Bunnag 2013; Sirikanchana 2010). 

 

The philosophy aims to improve the life of Thai people, alleviate poverty and develop 

household economic well-being, starting with small-scale agriculturalists who will in 

turn become role models for other sectors of society (Office of the Royal 

Development Projects Board 2004). Many rural projects based on the Sufficiency 

Economy Philosophy have been successful in improving quality of life, developing 

household economic well-being and preserving the environment (Naipinit et al. 
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2014). However, this philosophy is applicable to all sections of society, not only rural 

communities (Chaipattana Foundation 2014). Isarangkun and Pootrakool (2012) 

contend the key significance of this philosophy for non-agricultural businesses is that 

ventures should follow the principle of ‘self-immunity’ – that is, ensuring the ability to 

survive even a worst-case incident or change in circumstances by following rational 

principles. Thus, the Sufficiency Economy Philosophy emphasises sustainability over 

rapid economic growth. As His Majesty King Bhumibhol Adulyadej (cited in 

Chaipattana Foundation 2014, p. 1) states, ‘to be a tiger is not important. The 

important thing for us is to have a self-supporting economy.’ 

 

According to the Chaipattana Foundation (2014), the Sufficiency Economy 

Philosophy involves three core concepts: sustainability (based on the virtue of 

moderation), corporate governance (based on the virtue of reasonableness) and risk 

management (based on the virtue of ‘self-immunity’), which stand on the foundations 

of wisdom (knowledge) and ethics (virtue). These principles have been applied not 

only in agricultural communities but also in cultural tourism ventures, particularly 

community-based tourism, to improve the livelihood of locals in many areas of 

Thailand. Thongma et al. (2011) suggest the following means of applying these 

principles in the context of community-based tourism in Northern Thailand: 

(i) Moderation: in a community context, this principle involves building 

sustainability within communities by creating good relationships between 

community members, preserving the environment, and encouraging respect 

for and preservation of cultural capital in the form of community traditions and 

religious practices. It also involves ensuring openness and accountability in 

the management of community tourism organisations. 
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(ii) Reasonableness: this principle implies managing the tourism business 

properly and planning thoroughly in order to anticipate future problems and 

make adequate preparations for dealing with them.  

(iii) Self-Immunity: this principle implies co-operative management which 

strives to make efficient and sustainable use of local resources, including both 

economic and cultural capital. 

 

The Sufficiency Economy Philosophy is based on the Theravada Buddhist principle 

of the middle way, or the moderate and simple life (Sirikanchana 2010). Chakbodin 

and Kanewan (2013) note that the Sufficiency Economy Philosophy also involves the 

threefold path of Theravada Buddhist practice, consisting of Dāna (giving or 

generosity), Sila (virtue or morality) and Bhāvanā (meditation). In aiming to develop 

economic well-being in a manner grounded in morality as well as economics, this 

philosophy is aligned with the principles of Buddhism. Because of the potential of the 

Sufficiency Economic Philosophy to contribute to the sustainability of Theravada 

Buddhism cultural tourism, its incorporation into cultural tourism development in 

Pattaya is investigated in the research. 

 

2.4 Investment in Theravada Buddhism cultural tourism 

 

Financial investment is a prerequisite for the development of tourism products. Walle 

(1998) notes that ‘tourism projects need money; systematically and predictably 

raising it looms as a profoundly important activity’ (Walle 1998, p. 147). As Driml et 
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al. (2010) note, investment in tourism includes investments in public and private 

infrastructure in addition to investment in tourism venues. Khadaroo and Seetanah 

(2007) found that investment in infrastructure and transportation is crucial in the 

development of tourism sites. On a national level, government investment in tourism 

infrastructure is a key element in the success of tourism industries. Business Monitor 

International (2013a) identifies well-planned long-term investment in tourism 

infrastructure as a key strength of the Hong Kong tourism industry. On the other 

hand, lack of investment in tourism infrastructure has resulted in significant 

challenges for the Turkish tourism industry (Business Monitor International 2008). 

 

Hsu et al. (2008) note that investment in marketing is also crucial in encouraging 

tourists to travel to the destination in order to consume the tourism product – tourism 

providers cannot move the site attractions to the tourists. Marketing through all 

available media is necessary in the tourism industry (Hsu et al. 2008). Hall (2008) 

contends marketing can also help to control currency leakage resulting from 

outbound tourism by stimulating domestic tourism. Melbourne is an example of an 

international tourism destination whose success is partially due to effective 

marketing. A case study of Melbourne tourism investment by Driml et al. (2010) 

reveals that the marketing of cultural and sporting events, involving public-private 

partnerships, has attracted significant numbers of tourists to Melbourne’s tourism 

industry. 

 

Maintenance costs are another major expense because most religious tourism sites 

include heritage buildings. The maintenance costs for religious and pilgrimage sites 
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are somewhat higher than for new buildings (Shackley 2001). To raise funds for 

maintenance, the trustees of some sacred sites have used them for non-sacred 

purposes. For example, Gloucester Cathedral was used as a location in the Harry 

Potter film series. Public donations and entrance fees can be another means of 

raising funds for investment in and maintenance of cultural tourism sites, particularly 

of sacred sites (Shackley 2001). Donations can be a significant source of support for 

religious tourism destinations. For example, Taiwanese members of the Mahayana 

Fo Kuang Shuan denomination donated AUD $50 million to set up the Nan Tien 

temple in Unanderra, NSW, Australia, where religious buildings and accommodation 

serve the needs of monks, laypeople and tourists. This temple received awards for 

excellence in tourism from Tourism NSW in 1999 (Spuler 2002) and from the South 

Coast Regional Tourism Organisation in 2011 and 2014 (Fo Guang Shan Nan Tien 

Temple Australia, 2013). 

 

2.4.1 Sources of tourism investment 

 

Typically, the public sector plays a major role in planning and investment in the 

development of tourism infrastructure and facilities. Doswell (1997) argues that the 

public sector should be the main investor in the development of tourism on the 

grounds that it can take a broader view than the private sector. Doswell also points 

out that the public sector can invest in secondary development, meaning they can 

distribute and share the cost of investment through private sector transactions such 

as joint ventures, land sales and leasing. Hall (2008) contends the government has 

three main roles in the funding of tourism development: as a provider of low-interest 
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loans to the private sector, as a sponsor of relevant tourism research, and as a 

supporter and organiser of tourism promotion and marketing. Besides investment in 

basic infrastructure, the public sector has a role to play as an entrepreneur in the 

tourism business. For instance, the public sector at all levels can engage in the 

promotion of tourism and the organisation of tourism facilities such as 

accommodation, transportation and restaurants. 

 

Foreign investment is another significant factor contributing to the development of 

tourist destinations. Phunwong and Assenov (2013) note there is a great deal of 

interest in foreign investment in the Phuket tourism business and point out the 

advantages of such investment for Thailand in terms of GDP growth and minimising 

the burden of public sector investment. However, their research reveals that foreign 

investment is greatly hampered by Thai business regulations. Although such 

regulations may well serve a useful purpose by limiting economic leakage and the 

socio-cultural impact of excessive foreign investment (Smith 2009), their role in 

limiting opportunities for new tourism ventures should also be considered. To 

address this issue, Phonwong and Assenov (2013) suggest the government should 

provide guidelines to relevant regulations for foreign investors, while Doswell (1997) 

recommends foreign investment law be made more consistent and stable.   

 

A further means of financing new tourism ventures is public-private partnerships 

(PPPs). Hall (2007) contends most tourism re-development projects require 

cooperative investment in this form. The United Nations Economic Commission for 

Europe (2008) defines PPPs as a form of cooperation between public and private 
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sectors in which both parties agree to develop, plan and structure a project to 

achieve a mutual economic goal. PPPs may involve the coordination of a wide range 

of participants in both the public and private sectors (United Nations 2008). PPPs 

can generate a win-win situation for both the government and private sectors. 

Governments can generate income by leasing assets and reducing their financial 

exposure, while the private sector reduces business risk and capital requirements 

(United Nations 2008). PPPs can also enhance efficiency by pooling public and 

private expertise (OECD 2009). 

 

Gabriela et al. (2013) contend that tourism PPPs have significant potential in terms 

of the development of infrastructure. A large number of cultural attractions worldwide 

have been improved and developed through this strategy, including museums, 

cultural centres and theme parks. PPPs also have significant potential for developing 

sustainable tourism ventures (Lacy et al. 2002) and in developing heritage sites and 

restoring cultural resources (OECD 2009). The potential of PPPs in the development 

of cultural tourism is exemplified by the Mandaluyoung City Marketplace project in 

the Philippines, regarded as a historical market for tourists. After the old market was 

destroyed by fire, the government agreed to develop a new market in conjunction 

with a private sponsor. The new market benefits the local community by boosting 

employment and providing sanitation facilities for the marketplace (OECD 2009).  

 

As well as joint investment ventures, PPPs can take the form of a division of spheres 

of responsibility between the public and private sectors in the development of cultural 

tourism projects. The bulk of investment funds in such projects are supplied by the 
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government, while the private sector plays a subsidiary role, providing 

accommodation, transportation and restaurants (OECD 2009). An example of the 

use of this kind of PPP in cultural tourism is a project in Michoacán, Mexico, where 

the government created new marketplaces and provided infrastructure while the 

private sector invested in turning historical buildings into accommodation facilities, 

shops and restaurants (OECD 2009). In Romania, Gabriel et al. (2013) found that 

partnerships involving European Union funds are an effective new means of 

developing tourism sustainably.   

 

2.4.2 Theravada Buddhism cultural tourism and its return on investment (ROI) 

 

Little research has been conducted into the return on investment in religio-cultural 

tourism and particularly in Theravada Buddhism, but there are a few studies (e.g. 

OECD 2009 and Vokunic 1998) whose findings suggest this type of tourism has the 

potential to generate sociocultural benefits as well as stimulate local economic 

growth. A survey of the perceptions of tourists regarding the benefits of a temple stay 

program in Korea (OECD 2009) found that participants believed the program has 

created intangible benefits including educating tourists about Korean culture and 

Buddhism, generating interest in Buddhism and relieving stress among participants. 

Vokunic (1998) contends that cultural and religious tourism can spur economic 

growth by increasing demand for hospitality services such as hotels, citing the 

famous French pilgrimage site of Lourdes in France as an example. 
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Investment in cultural tourism, including religious tourism, can generate employment. 

Smith (2003) contends that investment in cultural tourism has the potential to create 

jobs including low-level jobs and seasonal jobs for local people, especially if the 

investment includes training and education programmes for locals. The major 

Buddhist pilgrimage site of Bodh Gaya in India is an example of a site where locals 

profit from religious tourism through selling spiritual items and souvenirs such as 

Bodhi Leaves, postcards and Buddha sculptures (Agrawal et al. 2010). Pilgrimage 

sites in Northern Thailand and Southern Sri Lanka are further examples of religious 

tourism destinations where local people can benefit through such activities (Hall 

2006). 

 

Religio-cultural tourism generates not only economic benefits but also beneficial 

cultural effects in terms of education and cultural preservation. Buddhist temples in 

Thailand serve as educational centres in which monks educate locals both in 

Buddhist doctrine and elements of Thai culture (Kusalasaya 1965). The 

establishment of Buddhist centres around Australia is an example of how 

investments in Buddhist institutions can boost educational development. Sherwood 

(2001) studied the contribution of Buddhist institutions to social welfare in Australia 

and found that Buddhism centres had great potential for providing education for 

immigrants and children. For example, the Melbourne Lin Son Buddhist 

Congregation provided language education and education in local culture in addition 

to Dharma instruction (Sherwood 2001).  
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Another benefit derived from investment in cultural tourism such as Buddhism-based 

tourism is that it can enhance the image of the destination. Destination image is a 

key factor in tourist destination intentions and decisions (Chen & Tsai 2007). 

Woomer’s (2009) case study of a Buddhism centre in Tibet demonstrates a strong 

relationship between religious tourism and destination image. Woomer found that 

most participants were impressed by the warm welcome and kindliness they 

received from Tibetan monks in the centre, despite the language barrier. 

 

In brief, religio-cultural tourism can generate economic return on investments just as 

other forms of tourism do. However, the most significant return of investment in this 

type of tourism would take the form of sociocultural benefits. As the examples above 

demonstrate, Theravada Buddhism cultural tourism has the potential to develop the 

local community socially, educationally, and morally, to preserve culture and to 

improve the destination image. 

 

2.5 Promoting Theravada Buddhism cultural tourism with sensitivity 

 

As noted in Chapter 1, tourism has the potential for both economic benefits and 

negative sociocultural and environmental effects. Indeed, one of the most 

challenging long-term issues in cultural tourism development is the necessity of 

minimising its sociocultural impacts (OECD 2009). Increasing numbers of tourists 

visiting sacred places and the consequent expansion of tourist infrastructure and 

tourism businesses (e.g. hotels) can generate concern about environmental damage 
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and the commercialisation of spiritual experiences (Shackey 2001). Smith (2003) 

warns of the danger of ‘quick fix’ rapid development to attract tourists regardless of 

the sociocultural and environmental consequences, particularly in developing 

countries. Although Buddhism is a flexible and tolerant religion which allows non-

Buddhists to take part in religious ceremonies, consideration must be given to the 

potential of tourists to offend Theravada Buddhist religious sensibilities. 

 

2.5.1 Authenticity 

 

Authenticity is a key issue in tourism sustainability, particularly with regard to cultural 

and heritage tourism (Cohen 1988; Petroman et al. 2010). Authenticity is crucial to 

the value of cultural tourism destinations (OECD 2009). Petroman et al. (2010) 

define authenticity in terms of tourist’s perceptions of difference from their own 

culture and identify the main features of authenticity as a sense of identity and the 

preservation of traditional customs and ways of life which have not been affected by 

modernity. 

 

There are several case studies of the negative effects of cultural tourism. Luang 

Prabang, Laos, where the number of venues offering accommodation for tourists 

increased from 29 to 135 within six years, is an example of a destination where 

tourism has had a significant impact. UNESCO (2004) found that authentic cultural 

traditions had been altered in response to the preferences of tourists. Suntikul (2008) 

further found that locals had undergone a loss of cultural identity, as traditional 
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customs of offering alms to monks had given way to a culture of serving tourists. 

However, this study also reveals that locals, particularly monks, can derive benefits 

from the tourism industry by exchanging culture and language with foreigners 

(Suntikul 2008). Another case study by Shackey (2010) concludes that Buddhism’s 

non-commercial ethos implies that all stakeholders in Buddhist tourism should be 

concerned with its sustainable development (Shackey 2010).   

 

The authenticity of local cultures may also be threatened by the commoditisation of 

cultural heritage engendered by tourism (Cohen 1988; MacCannell 1973). An 

example of the commoditisation process discussed by Cohen (1988) is a ceremony 

performed by villagers which may once have been very significant for the spiritual 

and cultural lives of the villagers but has lost its original meaning in the process of its 

transformation into entertainment for tourists. Despite the potential of 

commoditisation to result in the trivialisation of tradition, however, Cohen contends 

that the development of tourism can increase financial incentives for traditional 

cultural production, thus creating greater awareness of those traditions among locals 

and encouraging them to preserve their own traditions. Cohen therefore concludes 

that commoditisation can also be an important means of preserving authenticity and 

heritage resources in tourist destinations. 

 

Another serious problem for cultural tourism is that while the image of a cultural 

tourism destination depends on its perceived authenticity, large numbers of tourist 

arrivals have a strong tendency to decrease the authenticity of the tourism site 

(Cohen 1988). A common strategy for catering to such tourists is to create replica 
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sites showcasing aspects of the local culture, generating what MacCannell (1973) 

refers to as ‘staged authenticity’. MacCannell describes staged authenticity as a 

typical response to tourism, involving the establishment of ‘front’ sites displaying 

local culture to tourists, while the everyday life of the locals is hidden from view at the 

‘back’. MacCannell’s research found that most tourists desire to experience the real 

life of locals (the ‘back’ part). One participant in this study, for example, reported 

being delighted by opportunity, which occurred entirely by chance, of viewing the 

actual process of silk weaving during a visit to a factory.  

 

Staged authenticity may not, however, always be detrimental to the tourist 

experience. Wang (1999) points out that the notion of authenticity as an objective 

criterion of value may be problematic given that authenticity may also be conceived 

as a social construction created by the needs, desires and expectations of tourism 

producers and consumers. Wang contends authenticity can also be conceived in 

existential terms – that is, entirely in terms of the experiences and perceptions of 

individual tourists and of the meaning they create from them. Thus, staged 

authenticity which nevertheless manages to create a meaningful experience for 

tourists can still be considered valid. 

 

2.5.2 Branding Theravada Buddhism sites as cultural attractions 

 

The globalisation of travel, commerce and communication through technological 

advances has greatly impacted tourism branding (Dorsey et al. 2004; World Tourism 
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Organization 2011). The number of tourists surfing the Internet for tourist information 

is rising (UNWTO 2011b), and e-commerce has become a common sales tool in 

tourism businesses (Werthner & Ricci 2004). It is predicted that this trend will 

continue to the extent that by 2030: 

 

The tourists’ world is shrinking because of technological advances. The ability 

of the Internet to inform and to break boundaries allows consumers to choose 

a tourist destination anywhere in the world – and beyond… (Yeoman 2009,  p. 

36) 

 

Buhalis and Jun (2011) assert that the advance of technology has great potential for 

tourism marketing. Examples of technological advances which might strongly impact 

tourism in the coming decades include electronic contact lenses combining the 

features of cameras and mobile phones and hypersonic aircraft which dramatically 

shorten flight times (Yeoman 2009). Strategies for attracting tourists to a destination 

must now include or even focus on the Internet and social media. Social media now 

plays a significant role in the planning of tourist’s routes and destinations (Fotis et al. 

2012; Xiang & Gretzel 2010). Milano et al. (2011) contend social networks such as 

Facebook and Twitter are demonstrating their potential for tourism marketing. Their 

research shows that the sharing of images and videos, tourist information and 

tourism experiences through social networks increases the number of visits to 

tourism websites. A study by Chu et al. (2011) demonstrates that mobility has come 

to play a significant role in guiding and assisting the navigation of tourists. Mobile 

telephones are becoming increasingly important for the marketing and sale of 

tourism products (Neuhoffer, Buhalis & Ladkin 2012). Thus, the crucial task of 
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branding religio-cultural sites as tourism attractions must make use of modern 

technology. However, care must be taken in doing so given that the branding of 

cultural-religious tourism has the potential to impact religious and cultural 

sensitivities.  

 

UNESCO (2004) recommends that the promotion of cultural events and festivals 

should respect the owners of the relevant cultural traditions, ensure the goals of 

events and festivals do not change from their original ones, and avoid marketing 

such events as a tourism product. Local people should also be involved in decision-

making to identify cultural events suitable for presentation to visitors and appropriate 

ways to communicate with tourists (UNESCO 2004). Cultural events and festivals 

can be used to communicate the meaning of religious doctrines and practices and 

aspects of the traditional life of locals to tourists (UNESCO 2012). Religious and 

cultural festivals interest the majority of visitors, whether they are devout followers of 

the religion concerned or interested outsiders (Shackley 2001). Providing 

interpretation of the meaning of traditional culture at cultural sites to tourists is also 

crucial (UNESCO 2004). This can be done by means of leaflets or local tour guides 

(Smith 2003). UNESCO (2012) notes that interpretation of culture by tour guides can 

provide insight into local community life so as to suit the needs of individual tourists. 

In addition, tour guides can explain the reasons behind rules for tourists designed to 

protect cultural values and protect locals from intrusive behaviour. For example, if a 

European tourist asks a tour guide about a tree, a good tour guide might provide not 

only the name of the tree, but also explain its importance in Buddhist symbolism 

(UNESCO 2012). 
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Smith (2003) contends that the management of the host-guest relationship is a key 

factor in limiting the impact of cultural tourism. For instance, the setting up of cultural 

centres to serve as a meeting point between hosts and guests can reduce the impact 

on locals, and focusing the marketing process on an appropriate target group helps 

to ensure that the great majority of tourists will have a genuine interest in the local 

culture and will therefore behave responsibly (Smith 2003). Shackley (2001) 

contends the branding of sacred sites should be based on product offers rather than 

on customers’ needs, since sacred sites are able to attract visitors through the 

religious and cultural value they embody, even when the sites are far away from the 

target market and have few facilities. Appropriate tourism management practices can 

further enhance the attractiveness of festivals to tourists. McKercher and Cos (2002) 

contend that interpreting the meaning of festivals to tourists in a vivid and relevant 

way and focusing on quality and authenticity are key aspects of cultural tourism 

branding. McKercher et al. (2006) found that extending the length of festivals and 

adding value to festival activities by, for example, staging events, can attract tourists 

by creating new ways for tourists to participate (McKercher & Cros 2002; McKercher 

et al. 2006). In addition, a variety of cultural products can be combined in order to 

target new tourist groups (Lord 1999). However, the management of festivals and 

cultural events so as to attract tourists should be managed with care so as to 

preserve authenticity and protect cultural values. 
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2.5.3 Involving the community and governments in preserving Theravada 

Buddhist values and traditions 

 

Those responsible for promoting and preserving traditional Buddhism, particularly 

locals, should be considered key tourism stakeholders (UNESCO 2004). Smith 

(2003) contends that the responsibility to protect and preserve traditional culture and 

heritage belongs to local people who have ownership of the culture and heritage. In 

addition, Smith argues, it is the local community who attract visitors through their 

performance or display of traditional cultural art forms to visitors and their 

management of or co-operation with tourism sites. The Maori community in New 

Zealand is an example of a community involved in the management of cultural 

tourism attractions and of related tourism business such as accommodation and 

restaurants (Smith 2003). 

 

With regard to local community participation in Theravada Buddhism cultural tourism, 

the previously-mentioned case study of the effects of tourism in Laos (UNESCO 

2004) found that Theravada monks in Laos preserve traditional culture by learning 

and practising traditional wood carving and other skills to restore and maintain 

temples (UNESCO 2004). Both male and female lay followers (Upāsaka and 

Upāsikā) of Theravada Buddhism are also involved in supporting and preserving 

Buddhism by supplying the material needs of monks, making demonstrations of faith, 

taking part in Buddhist ritual, and cooperating with monks in providing social and 

spiritual services to the local community (Swearer 1976).  
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Co-operation between local and national governments is also important in both 

branding cultural tourism appropriately and maintaining cultural heritage. A case in 

point is Bhutan, a nation rich in cultural and religious (Buddhist) heritage, where the 

government has played a key role in managing and promoting cultural tourism. A 

‘High Yield, Low Impact’ tourism policy has been established there to protect and 

preserve cultural resources from commoditisation (Reinfeld 2003). Besculides et al. 

(2002) recommend that government tourism officials take into account the 

relationship between local residents and the tourism industry, consulting local 

residents and gauging their attitudes toward tourism before launching new tourism 

ventures. 

 

2.6 Conclusion 

 

This chapter has reviewed a range of literature relevant to the key issues and 

concepts of this research identified in Chapter 1. The significance of the literature 

review can be summarised as follows:  

 

(i) Cultural tourism and its potential: The potential benefits of developing cultural 

tourism both for local economic development and the preservation and enhancement 

of cultural heritage are significant and are therefore investigated and evaluated in 

this research. The development of cultural tourism could fill gaps in the existing 

structure of Pattaya tourism and attract a niche market of cultural tourists to Pattaya, 

broadening tourists’ perceptions of Pattaya and improving its image to some extent. 
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(ii) Religious-cultural tourism and its management: Means of developing Theravada 

Buddhism cultural tourism so as to include relevant stakeholders in its management 

is a significant issue. This issue is therefore investigated in the research. 

(iii) Theravada Buddhism in a cultural tourism context: Theravada Buddhism is 

central to Thai culture and has significant potential to attract foreign visitors.  In this 

research, an appropriate strategy for the development of Theravada Buddhism 

tourism is investigated so as to fill the gaps in the Pattaya Tourism Plan. 

(iv) Investment and return on investment in Theravada Buddhism cultural tourism: 

The identification of appropriate investment sources is a key issue in the 

development of new tourism projects. Therefore, this research attempts to identify 

which stakeholders should be the main sources of investment in Theravada 

Buddhism cultural tourism and evaluates the potential return on the investment made 

by stakeholders in both economic and sociocultural terms. 

(v) The necessity of promoting Theravada Buddhism cultural tourism sensitively: The 

potential for tourism to trivialise religion or offend religious sensibilities is a serious 

issue. Therefore, suitable means of promoting and advertising are investigated in the 

research in order to preserve Theravada Buddhist values and avoid over-

commercialisation of religious sites. 

 

These issues form the basis of the evaluative framework in the next chapter 

(Chapter 3) which in turn provides the foundation for the research methodology. 
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Chapter 3 

Research methodology 

 

The chapter presents the overall research methodology employed in this research 

project. It is comprised of six sections: evaluative framework, research paradigm, 

research approach and its justification, data collection, data analysis and ethical 

considerations. All aspects of the research methodology are designed to address the 

issues regarding the research questions raised in Chapter 1.  

 

3.1 Evaluative Framework 

 

The Evaluative Framework is derived from the literature review in Chapter 2. The key 

issues of concern are:  

1) Promotion of Theravada Buddhism cultural tourism  

2) Ownership of cultural venues 

3) Means of religious management   

4) Features of Theravada Buddhism 

5) The Sufficiency Economy Philosophy (SEP) 

6) Investors and finances 

7) Return on investment (ROI)    
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8) Improving the image of Pattaya 

9) Branding cultural venues 

 

This Evaluative Framework defines the fields of inquiry for the evaluation of the 

potential of Theravada Buddhism to add value to cultural tourism in Pattaya. 

Collectively, the above elements of the Evaluative Framework form the basis of the 

questions asked of the key informants and participant groups during the qualitative 

research interviews. 

 

Research methodology includes both worldview assumptions (i.e. research 

paradigm) and procedures of inquiry – that is, strategies and method of data 

collection, analysis and interpretation (Creswell 2009). Kothari (2009) notes that 

research methodology also includes a rationale for the appropriateness of these 

procedures of enquiry for the research goals. In this section, the research paradigm, 

research design, and data collection and data analysis procedures used in this 

research project are described and justified. 

 

3.2 Research paradigms 

 

The term ‘research paradigm’ is based on the concept of scientific paradigms 

developed by Kuhn (1970). Kuhn (1970, p. 10) defines scientific paradigms as 

‘coherent traditions of scientific research’ based on ground-breaking examples of 



82 

research or theory which provide models for future research. In social science 

research, the term ‘paradigm’ not only refers to a tradition of research methodology 

and interpretation, but also more broadly to a philosophical worldview upon which 

the tradition is based. Guba and Lincoln (1994, p. 107) define paradigms as ‘basic 

belief systems based on ontological, epistemological, and methodological 

assumptions’. Creswell (2009) identifies four basic research paradigms: 

postpositivism, constructivist-interpretative, participatory research, and pragmatism. 

Postpositivism predominates in scientific research; it conceives of knowledge as 

resulting from precise, quantifiable observations interpreted objectively by means of 

rigorous statistical analyses. The constructivist-interpretative paradigm situates 

phenomena within a sociocultural and historical context within which meaning is 

constructed and rejects the concept of researcher objectivity. The participatory 

paradigm seeks to involve the researcher in addressing problems of political 

empowerment in society through advocacy, and pragmatism seeks to adopt the most 

suitable research methods for the question at hand, often applying mixed 

methodologies in doing so (Creswell 2009). As well as the prior philosophical beliefs 

of the researcher, the choice of paradigm depends on the research characteristics 

and topic (Creswell 2009; Guba & Lincoln 1994).    

 

In this research, the constructivist-interpretative paradigm is employed because the 

research seeks to understand the participants’ perspectives and beliefs regarding 

Theravada Buddhism in Pattaya in order to generate the research results. This aim 

is aligned with those of the constructivist-interpretive paradigm in that, as noted by 

Creswell (2009), this paradigm focuses on participants’ own interpretations of the 

object of investigation. O’Brien (1998) mentions that the interpretive research 
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approach advocated by the constructivist paradigm is based on an 

acknowledgement of the socially-constructed, subjective nature of our knowledge of 

the social world while retaining the ideal of researcher objectivity.  

 

The research methodology detailed in section 3.3 of this chapter involves 

constructing themes based on patterns in the data obtained by way of semi-

structured interviews and interpreting the data in such a way as to build theory 

relevant to the beliefs, interests and values of local people in Pattaya. Such an 

approach is consistent with the constructivist-interpretative paradigm expounded by 

Creswell (2009). The model of tourism development developed in this thesis is 

premised on a social and cultural perspective in its interpretation of the data 

(Creswell 2009). 

 

Specific reasons for adopting constructivist-interpretative paradigm in the research 

include: 

 

(i) The broad range of sociocultural considerations encompassed by the  

research question 

 

This research investigates the potential contribution of Theravada Buddhism cultural 

tourism to the Pattaya Tourism Strategic Plan. This requires exploration of current 

socioeconomic and tourism trends in Pattaya, the perspective of experts and 

stakeholders regarding future tourism development, and potential religious and 
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cultural sensitivities involved in developing Theravada Buddhism cultural tourism. 

This research is grounded in sociocultural, political, educational and economic 

dimensions, which is a key characteristic of the constructivist-interpretative paradigm 

(Creswell 2009; O’Brien 1998).  

 

(ii) The role of the researcher and characteristics of the research 

 

Creswell (2009) suggests that in the constructivist-interpretative paradigm, the 

researcher can be considered a research instrument in the sense that the 

researcher's expertise, data collection technique and subjective interpretation of the 

data are central to the data collection and analysis process. Interpretation is 

necessary in this research as it seeks to understand and balance the interests of 

various participants and stakeholders in the generation of a new tourism strategy. 

Thus, the interpretation of the researcher is the key factor in the generation of 

research results (Thomas 2010). 

 

In this research, which investigates the potential of cultural tourism and generates a 

strategy for religious-cultural tourism policy in Pattaya, interpretation of stakeholders’ 

points of view requires understanding of Thai culture, Theravada Buddhism, cultural 

tourism and management, and economic and policy issues. Thus, the scope of this 

research is aligned with the background of the researcher (who is both a tourism 

lecturer and a Thai Theravada Buddhist), and the researcher has the knowledge and 

cultural expertise to interpret and analyse interview transcripts. 
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(iii) Research questions require a qualitative approach 

 

The open-ended nature of the research questions, which focus on the potential 

benefits, problems and implications of future religious-cultural tourism and ask how 

the benefits can be realised and the problems avoided, cannot be investigated with a 

positivistic, quantitative research paradigm. As noted by Ospina (2004), the research 

must identify novel cultural and social phenomena relevant to the research question. 

Therefore, a qualitative methodological approach such as in-depth interviewing is 

required. In-depth interviews were employed to collect data because this technique 

is aligned with the goals of this research, which include understanding the 

participants’ perspectives and beliefs regarding Theravada Buddhism in Pattaya 

rather than testing hypotheses.  

 

In short, the research is constructed within a social and historic background as 

interpreted by the researcher to develop a strategy concerning the potential 

contribution of cultural tourism to the Pattaya Tourism Strategy Plan. 

 

3.3 Qualitative research methodology 

 

In general, research methods include quantitative, qualitative and mixed method 

approaches. The quantitative approach is designed to contribute to current theory by 

measuring an element of the theory or testing a hypothesis (Creswell 2009). This 
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type of research is based on measurement and experiment analysis using statistical 

methods (Hopkins 2000; Neill 2007). Research questions suitable for quantitative 

research are therefore tightly focused and suitable for statistical analysis. The 

quantitative method is congruent with a positivistic worldview which views reality as 

analysable in precise, quantifiable terms (Creswell 2009). Qualitative research, in 

contrast, aims to understand human action and values in their social context (Flick 

2006). It is ‘a form of systematic empirical inquiry into meaning’ (Shank 2002, p. 5). 

The interpretative research paradigm in general entails a qualitative approach to 

data collection and analysis. 

 

The methodology employed in this research project is qualitative in that: 

 

(i) The research results and conclusions rely on participants’ views 

 

As noted in Chapter 1, the research addresses the socioeconomic value of a key 

aspect of Thai culture in terms of its tourism potential as well as the sociocultural 

implications of such development. A religio-cultural tourism development plan based 

on the research results, the implementation of which would impact a broad range of 

religious and tourism stakeholders, is presented in this thesis. In order to respect the 

views and interests of all of these stakeholders, the research has investigated the 

perspectives and attitudes of stakeholder participants. This is a key characteristic of 

the qualitative approach, which seeks to understand the sociocultural context rather 

than investigate a hypothesis (Creswell 2009; Ormston et al. 2013). 
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(ii) The research has a humanistic focus 

The qualitative approach is attuned to the social constructivist worldview, according 

to which knowledge is constructed socially and historically (Creswell 2009). Marshall 

(1996) contends the research method should depend on the research questions. In 

qualitative research, the research questions aim to find ‘why’ and ‘how’ rather than 

‘what’; they seek to clarify humanistic issues (Marshall 1996). The research 

questions of this study seek to understand how Theravada Buddhism could generate 

economic and cultural value for Pattaya. That is, the research questions are open-

ended and humanistic. 

 

(iii) In-depth interviews are employed 

 

As noted by Parker (2003), various methods of data collection, such as interviews, 

observations, photographs, recordings and transcriptions, are employed in the 

qualitative approach to understand and interpret the world (Parker 2003). In this 

research, in-depth interviews are used to gather data. Ormston et al. (2013) notes 

that because qualitative research requires complex, detailed data, interview 

questions should be open-ended and the researcher needs to probe participants for 

detailed explanations. In this research, open-ended questions as detailed in the next 

section were employed to generate data regarding participants’ views, and the 

researcher asked follow-up questions to ensure the data was complete. 
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(iv) Data is presented descriptively rather than numerically 

 

All information and data have been categorised, interpreted and synthesised without 

numerical calculations and presented descriptively. This is consistent with Bogdan 

and Biklen’s (1982) characterisation of qualitative research as a naturalistic 

description of the data, requiring inductive analysis and interpretation.  

 

(v) It is holistic 

 

According to Creswell (2009, p. 176), accounting for a wide range of social factors 

requires creating a ‘holistic account’ of the research subject, in which the 

‘connections and interactions between [social] factors are explored’. Creswell 

contends that this focus on holistic understanding of complex interconnections is a 

key characteristic of qualitative methods. This research investigates the potential 

contribution of cultural tourism, which depends on a variety of factors such as the 

Pattaya tourism plan, the condition of tourism in Pattaya, and Thai cultural 

characteristics. It thus takes a holistic approach to data collection and analysis, in 

which connections between these factors are investigated in order to generate a 

strategy to encourage sustainable economic growth in Pattaya which accounts for all 

relevant social-economic factors.  
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3.4 Data collection 

 

Data collection in qualitative research can take the form of observation, 

conversations, interviews, documents and audio-visual materials (Creswell 2009). 

Bogdan and Bilken (2002) and Parker (2003) identify two main types of data 

collection in qualitative research, namely observation and in-depth interviews. 

Siedman (2012) contends that in-depth interviewing is a suitable approach for 

obtaining perspectives from all stakeholders. The response from each participant is 

significant in identifying themes for analysis (Diccico-Bloom & Crabtree 2006). 

 

This research utilises in-depth interviews with semi-structured questions, which are a 

standard tool of qualitative research (Creswell 2009). A key advantage of the use of 

semi-structured interviews compared to structured interviews is that they enable the 

researcher to clarify and explore participant’s views through probing questions 

(Barriball & While 1994). Further, this type of interview allows participants to feel free 

to express their attitudes, ideas and experiences (Creswell 2009). In this research, 

the use of in-depth interviews with semi-structured questions assisted the researcher 

to gain insight into the participant’s opinions toward the potential contribution of 

Theravada Buddhism cultural tourism in Pattaya in a natural way because 

participants felt free to express their idea without pressure. Semi-structured 

interviews were therefore an appropriate data collection technique for this research 

project. This section outlines the methodology used for sampling, recruitment of 

participants, and interviewing employed in this research. 
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3.4.1 Recruitment and sampling 

 

Marshall (1996) divides sampling techniques in qualitative studies into three types, 

namely convenience, judgement or purposive, and theoretical sampling. The choice 

of sampling techniques is based on the preferences and expertise of the researcher, 

cost and time constraints, and the nature of the research topic. For instance, 

convenience sampling is applied when the researcher does not have much time or 

resources, and theoretical sampling is suitable for research topics derived from 

theories (Marshall 1996). 

 

Purposive sampling or judgement sampling was utilised as the sampling technique in 

this research. This technique allows the researcher to select those participants who 

are most likely to generate useful data for the research (Tongco 2007) and to ensure  

a broad range of expertise is provided by the research participants (Marshall 1996). 

This sampling method was adopted in this research because it allows the researcher 

to choose research participants who can provide useful data in terms of generating 

research outcomes. For instance, the research involves the development of tourism 

policy, which is the responsibility of local government (Pattaya City Hall) and other 

tourism stakeholders. The implementation of the research outcomes would in turn 

benefit this group of people. It was therefore necessary to seek research participants 

who represent stakeholder groups such as tourism planners and tourism 

professionals with experience and insight into the development of tourism strategies. 
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The specific procedure for sampling and recruitment of participants implemented in 

this research is as follows. Formal letters of referral, including responses and 

consent forms, were sent to various organisations including Pattaya City Hall, 

tourism businesses, government authorities and universities from which research 

participants were to be recruited. These letters and authorised responses are 

attached in Appendix 8. Subsequently, potential participants were contacted by 

phone or email and asked for a brief description of their job role, business type and 

area of expertise. The most suitable participants based on the criteria mentioned 

previously were selected as key informants. The selected participants were then 

contacted by the researcher again to send them a copy of the research questions 

and to request an interview at a convenient time and place. 

 

3.4.2 Research participants 

 

In total there were 33 participants in this research, an appropriate number given the 

qualitative nature of the research project and the time and budgetary constraints 

faced by the researcher. The sample size in this research is slightly higher than the 

median sample size (28) of qualitative research studies surveyed by Mason (2010). 

Britten (1995) notes that qualitative research, which does not require a statistically 

representative sample as quantitative research does, should normally require no 

more than 50 to 60 participants even for large research projects.  
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The United Nations World Tourism Organization (UNWTO 2001a) defines tourism 

stakeholders as the various groups and individuals who play a role in the tourism 

industry or who have some degree of professional responsibility for the tourism 

industry, including national and local governments, businesses, non-government 

organisations, tourism professionals, the host community and tourists. According to 

this definition, the participants in this research represent the key stakeholders in the 

tourism industry, those who would be affected both positively and negatively by the 

development of a new tourism project and who would in turn have an influence on its 

implementation. Participants representing major stakeholders in cultural tourism in 

Pattaya are divided into five major groups: 

 

1) Local government: Pattaya City Hall officials (3 participants). 

2) Business people involved in the tourism industry in Pattaya, including hotel 

managers, travel agents, tour guides, restaurant owners and managers of 

entertainment venues (10 participants). 

3) Religious people in Pattaya – participants closely involved in Theravada 

Buddhism (8 participants), consisting of: 

a) Theravada Buddhist monks (3 participants); and 

b) Lay devotees such as female renunciants (mae chi) and temple 

volunteers (5 participants). 

4) National Government authorities responsible for policy involving aspects of 

religious and cultural tourism for the region and nation in the Tourism 

Authority of Thailand and National office of Buddhism (2 participants). 
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5) Academics whose research is related to religious and cultural tourism (10 

participants): 

  a) Specialists in Theravada Buddhism (4 participants). 

b) Specialists in Thai culture (3 participants). 

c) Specialists in tourism (3 participants). 

 

The rationale for including participants from these groups is as follows: 

 

Group 1: Pattaya City Hall governors were included because of the crucial role 

played by the Pattaya local government in tourism policy development and 

implementation. These officials are familiar with the Pattaya Strategic Plan and were 

thus able to provide insight into how Theravada Buddhism cultural tourism could 

complement the Pattaya strategic plan and add value to tourism in Pattaya. Pattaya 

City Hall participants also have expertise in two areas relevant to the planning of 

tourism projects: they are knowledgeable about tourism partnerships in Pattaya, both 

national and regional, and have extensive experience of promoting tourism events in 

Pattaya. 

 

Group 2: Local business people involved in the tourism industry in Pattaya were 

included for three reasons. Firstly, they are directly affected by changes in the 

tourism industry and as such they are primary stakeholders of Pattaya. Second, they 

have direct knowledge and experience of tourism resources in Pattaya and were 
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thus able to identify and comment on the advantages and disadvantages of 

encouraging Theravada Buddhism cultural tourism in the Pattaya area. Finally, local 

business people were able to suggest ways to promote and advertise this venture 

appropriately. 

 

Group 3:  People involved in Theravada Buddhism were included because they play 

a crucial role in religious development and maintaining religion traditions. This group 

consists of participants who are directly involved in Theravada Buddhism because it 

was assumed they would be able to provide more insight into the features of 

Theravada Buddhism, its purpose, and suitable means of promoting it with 

sensitivity. This group consists of three monks as well as two mae chi (female 

renunciants) and three lay temple volunteers. People in this group were able to 

comment on the potential of Theravada Buddhism cultural tourism in a well-informed 

way because of their extensive knowledge of religious traditions and practices.     

 

Group 4: National government authorities whose field of responsibility is relevant to 

religion and the cultural tourism industry (Tourism Authority of Thailand and National 

Office of Buddhism) were included because of their role in the overall development 

of tourism in Thailand or the preservation of Thai culture and religious traditions. The 

Tourism Authority of Thailand has direct experience of tourism policy and planning. It 

was also a source of information about target tourist groups and the current state of 

Thai tourism and was able to comment on ways to encourage Theravada-based 

cultural tourism in Pattaya based on their experiences. Participants from the National 

Office of Buddhism understand which aspects of Buddhism are suitable for 
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promotion through tourism and are aware of sensitive issues in the interaction 

between Buddhism and tourism.   

 

Group 5: Academics (from Rajamangala University of Technology Phra Nakhon, 

Bangkok and Burapha University, Chonburi) whose research is related to the field of 

religious cultural tourism were chosen because of their understanding of cultural 

tourism and how it functions in the Thai cultural context. These participants have 

extensive tourism industry knowledge and the ability to analyse and evaluate tourism 

strategies. Academics can speak from their experience of research in the field of 

tourism and their participation in establishing collaborative links with industry 

(Burapha University n.d.).  

 

3.4.3 Interview questions  

 

This research concerns possible means of incorporating Theravada Buddhism into 

the Pattaya tourism industry and the Pattaya Tourism Development Plan. The main 

purpose of data collection was therefore to gain access to the views and attitudes of 

tourism stakeholders about the importance of and potential return on investment in 

Theravada Buddhism cultural tourism in Pattaya. To do so, open-ended questions 

(Britten 1995) were employed within a semi-structured interview format. Table 1 

below shows the interview questions employed in this research. The questions are 

formulated on the basis of research questions indicated in Chapter 1, the literature 

review in Chapter 2, and the evaluative framework in Section 3.1 of this chapter.
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Table 1: Relationship between the research questions (Chapter 1), the literature review (Chapter 2), the evaluative 

framework and the interview questions 

Chapter 1 
Research questions 

Chapter 2 
Literature review 

Chapter 3 
Evaluative framework 

Interview questions 
 

  
1) What is the economic potential 
and cultural implication of 
developing Theravada Buddhism 
cultural tourism in Pattaya? 
 

 
2.1 Cultural tourism  
 
2.2  Religious tourism  

 
1. Promotion of religion as cultural 
tourism 
 

 
(1)   What is the potential economic and cultural value of Theravada 
Buddhism as a cultural tourist attraction for Pattaya? 
 
 

 
2) How might Theravada 
Buddhism enhance tourists’ 
cultural and spiritual experience 
and add value to tourism in 
Pattaya? 
 
 

 
2.2 Religious tourism 
 
  2.1.2 Stakeholders 
 
 

2. The ownership of cultural venues  
(2) Which of the following stakeholders should be involved in the 
venture and why?  
 

 Religious people (monks, female renunciants, and temple 

volunteers)  

 Local authority (Pattaya City Hall) 

 Government authorities (Tourism authority of Thailand, 

Department of Tourism) 

 Non-profit organizations (Tourism volunteers, Thailand 

Buddhism club) 

 The private business sector  

 Academics in the fields of tourism, culture and religion 

 
2.2   Religious   tourism 
 

2.2.1 Management 
 

 
3.  Means of religious management  
  

 
(3) What is the appropriate management structure for a  
Theravada Buddhism tourism centre in Pattaya? 
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Chapter 1 
Research questions 

Chapter 2 
Literature review 

Chapter 3 
Evaluative framework 

Questions for interview 

 
2) How might Theravada 
Buddhism enhance tourists’ 
cultural and spiritual experience 
and add value to tourism in 
Pattaya? 

 
2.3  Theravada Buddhism 
 

2.3.1  Features of 
Theravada Buddhism 

 
4. Features of Theravada Buddhism 

 
(4) How might the following features be developed to enhance 
Theravada as a cultural experience? 

 Overnight stays at Theravada Buddhist temple following the 
Eight Precepts (Sila) 

 Buddhist chanting and praying 

 Mindfulness meditation (Vipassana) 

 Authentic vegetarian food (monastic meals) 
 Buddhist arts and Thai culture such as images of Buddha 

and carved fruit and vegetables 

 Temple events and festivals (shadow puppetry, 
ceremonies, merit-making) 

 Thai dancing and Thai music classes 

 Tripitaka studies (Buddhist philosophy and ethics) 

 Pali and Thai language studies 

2.3 Theravada Buddhism 
 

2.3.2  SEP 

5. Philosophy of Sufficiency Economy (5) How might a Theravada Buddhism centre promote the 

Sufficiency Economy Philosophy? 

3) What is the likely Return on 
Investment (ROI) of developing 
Theravada Buddhism cultural 
tourism in Pattaya? 

2.4 Finances 
 

2.4.1 Investment 

6. Investors and Finances (6)  What set-up costs are essential and who might be involved in 

investing in these? 

2.4.2 Return on 
investment 

7. Return on investment (7) What are the possible economic benefits of a Theravada cultural 

tourist attraction for Pattaya? 

2.4.2 Return on 
investment 

8. Improving Pattaya’s image (8) How might a Theravada Buddhism centre promote and improve 

the tourism image of Pattaya? 
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Chapter 1 
Research questions 

Chapter 2 
Literature review 

Chapter 3 
Evaluative framework 

Questions for interview 

4) How can Theravada Buddhism 
be promoted through cultural 
tourism without commercialising 
Buddhism and Thai culture? 

2.5  Branding and 
promotion 

9. Branding Theravada cultural 
ventures 

(9) What is an appropriate way to brand a Theravada centre in 

Pattaya?                                                                                                    

(10) Is there anything further you wish to add about the role of 

Theravada Buddhism and the development of Pattaya as a cultural 

destination brand? 
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3.4.4 Interview techniques 

 

Mack et al. (2005) contend the researcher’s attitude towards participants should be 

similar to that of a student learning from an expert teacher: that is, the researcher 

should acknowledge and learn from the participants’ expertise and first-hand 

knowledge relevant to the research question. Thus, the interviewer (researcher) acts 

as a facilitator, drawing out the participant’s expertise with skilful interview technique. 

Mack et al. advise that the researcher should ensure the interview flows in a natural 

manner and the participants feel comfortable in expressing ideas. A positive 

relationship between interviewer and interviewee can be helpful in gathering rich, 

empirical data and understanding of the underlying issues (King & Horrocks 2010; 

Mack et al. 2005). Accordingly, the researcher endeavoured to make the 

interviewees feel comfortable and to create a friendly, relaxed atmosphere for the 

interviews. 

 

The open-ended questions detailed in Table 1 above were asked in a flexible 

manner, and the researcher reacted to participants’ views with further questions and 

encouragement in order to keep the conversation going, as advised by King and 

Horrocks (2010). For example, questions such as ‘How might the following features 

be developed to enhance Theravada as a cultural experience?’ were followed up by 

questions such as ‘you have just told me about how creating Buddhist activities can 

add to the cultural experiences of tourists. Could you please tell me more about what 

kind of Theravada Buddhism activities you had in mind and how they can add value 

to the experience of cultural tourists?’ in order to elicit further details. 
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3.4.5 Data recording procedures 

 

Interview data may be collected both through note-taking and with audio-visual 

technology (Creswell 2009). In qualitative interviewing, the researcher can take 

notes during the interview, or take notes from the audio recording after the interview 

(Britten 1995). This research employed both of these techniques. Audio recording 

(but not video) of each interview was made with the participants’ permission.  

 

Note-taking was utilised as a backup method in case the audio equipment failed (as 

recommended by Mack et al. 2005), although this eventuality did not occur during 

this research project. Each audio recording was transcribed into a computer text file 

for later analysis. For the purpose of reporting research results, the transcripts were 

translated into English by a certified translator, but the researcher, a native Thai 

speaker, also analysed the original Thai transcripts in order to interpret the data 

gathered. 

 

3.5 Data analysis 

 

Data analysis involves preparing data for analysis, categorising and analysing the 

data (moving deeper into the data and developing greater understanding of it), and 

finally presenting and interpreting the data (Creswell 2009). In this process, 
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participant codes were used to represent each participant and the data was 

interpreted by means of thematic analysis, as described in the next section. 

 

3.5.1 Thematic analysis 

 

The thematic analysis methodology was employed to analyse interview data. Braun 

and Clark (2006, p. 79) describe this technique as a method for ‘identifying, 

analyzing and reporting patterns and themes within data’. Coding categorises 

relationships between data items (Gibson & Brown 2009). Aronson (1994) divides 

the process of thematic analysis in qualitative research into four steps: (1) collecting 

and transcribing the data; (2) identifying and classifying patterns in the data; (3) 

combining similar themes and categorising them into sub-themes and then into main 

themes; and (4) building an argument on the basis of the themes so identified by 

comparing them with relevant literature. 

 

In this research, the data was first annotated with codes representing the relevance 

of participants’ ideas to the nine elements of the evaluative framework. A computer 

software package, NVivo, was employed to segment texts with the same codes so 

that they could be compared and analysed. From this analysis, themes in 

participants’ responses were identified, and these themes formed the basis of further 

codes to be added to the text. This cycle was repeated until no further themes could 

be identified. The themes were used to generate an analysis grounded in the data 

which also reflects the literature and the researcher’s own experience.  
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3.5.2 Participant coding 

 

In order to identify and categorise all data into themes, a coding system was used. 

Table 2 sets out the codes indicating which participant groups a transcript or theme 

originated from.  

 

Table 2: Participant coding 

 

Group Code 

 

Code definitions 

 

Participant codes 

 

P 

 

Pattaya City Hall governors (3 participants) 

 

P01, P02, P03 

 

B 

 

Business people involved in tourism in Pattaya 

such as travel agents, tour guides, and hotel and 

restaurants owners (10 participants) 

 

B01,B02,B03,B04 

B05,B06,B07,B08, 

B09, B10 

 

R 

 

Religious people such as monks, nuns, and temple 

volunteers  (8 participants) 

 

R01,R02,R03,R04, 

R05,R06,R07,R08 

 

G 

 

Government authorities ( 2 participants) 

 

G01, G02 
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Group Code 

 

Code definitions 

 

Participant codes 

 

A 

 

Academics whose specialisation is related to 

religious and cultural tourism (10 participants) 

 

A01, A02, A03, A04, 

A05, A06, A07, A08, 

A09, A10 

 

 

3.6 Validity and reliability 

 

The notions of validity and reliability are important to any research. Both quantitative 

and qualitative research require scrutiny and validation to ensure credibility. While 

credibility in quantitative research depends on instrument construction, the credibility 

of qualitative research depends on the ability of the researcher (Golafshani 2003). 

According to Guba (1981), the trustworthiness of qualitative research is based on 

four criteria: credibility, transferability, dependability and conformability. The research 

methodology outlined in this chapter fulfils each of these criteria. 

 

The concept of credibility deals with congruence of findings with reality (Merriam 

1988). In order to achieve it, well-established research methods and familiarity with 

the culture of participants is required (Shenton 2004). The researcher responsible for 

this research project is Thai and has experience and expertise in tourism 
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management, and is thus familiar with the culture and concerns of most participants.  

Transferability is ‘concerned with the extent to which the finding of one study can be 

applied to other situations’ (Merriam, cited in Shenton 2004, p. 69). The research 

project focuses on cultural tourism in Pattaya, so transferability to other contexts is 

less important. Where the specific local context is relevant to interpreting the data, 

this has been discussed in the reporting of research results. Dependability is related 

both to the quantitative notion of reliability and to credibility. In this research, the 

research processes (data collection and analysis) are reported in detail to enable 

understanding of and assessment of the validity of the methodology. Conformability 

refers to the objectivity and neutrality of the researcher in interpreting data. Because 

this research did not attempt to interpret ‘latent’ data (i.e. expressions of participants’ 

attitudes through body language, intonation, sighs, laughter etc.), the risk of biased 

interpretation is lower (Elo et al. 2014). Nevertheless, the researcher was careful to 

recheck the data several times to ensure that it was interpreted in the most objective 

manner possible, as Elo et al. (2014) advise. 

 

In addition, the data triangulation method is employed to check the accuracy of 

research results by using variety of participants and reliable sources.  As defined by 

Jick (1979), the triangulation method involves comparing observations from a 

heterogeneous sample of participants and cross-checking with reliable sources as a 

means of verifying the accuracy and validity of qualitative research. Denzin (1970) 

identifies four techniques of triangulation in research: data triangulation, investigator 

triangulation, theoretical triangulation, and methodological triangulation. The 

triangulation techniques employed depend on the nature and characteristics of the 

research. Using a wide range of informants is one means of data triangulation 
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(Golafshani 2003; Shenton 2004). In this research, data triangulation was adopted 

because there is only one researcher to conduct the research, and there are few 

theoretical concerns involved in the interpretation of the data. Data was collected 

from participants with a wide range of roles and areas of expertise such as 

governors, business people, religious people and academics. At least two 

participants were recruited for each group so more than one perspective could be 

obtained. This allowed the researcher to compare data and cross-check results. 

 

To summarise, qualitative research requires trustworthiness, transferability, 

dependability and conformability to ensure validity and reliability. This research has 

applied these principles in order to generate reliability and validity in the results of 

research.  

 

3.7 Ethical considerations 

 

In qualitative research, one of the most important ethical considerations is 

confidentiality and privacy (Creswell 2009). Guaranteeing anonymity is necessary to 

encourage participants to express their ideas freely and confidently. Breaking the 

guarantee of anonymity is a serious breach of trust. Therefore, the researcher has 

ensured that all interview responses are reported anonymously in the research 

results. 
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Another key issue is voluntary participation (Creswell 2009). Participation in the 

research must be voluntary and based on informed consent. To ensure voluntary 

participation, participation in the research was not disclosed to others so that 

authorities such as employers could not pressure people to participate in the 

research. To ensure informed consent, an informed consent form was read and 

signed by each participant before starting interviews. Consent forms and related 

documents are shown in Appendices 3, 4, 5 and Appendix 7. 

 

In order to ensure anonymity for participants and encourage their participation in the 

research, participants were assured that participation in the research would not be 

disclosed to others. Accordingly, all personal identifying information was removed 

from the file after the data collection stage was finalised, and no participants are 

named in the reporting of the research results, being referred to only by code 

numbers as detailed in Section 3.5.2. In addition, private rooms such as conference 

rooms were utilised for interviews. 

 

The significance of the research topic and the viability of the methodology to be 

employed were approved by a Colloquium Panel at CQUniversity Sydney in 2013. 

The colloquium report appears in Appendix 1. Before data collection commenced, 

the research methodology and interview questions were approved by a Human 

Research Ethics Committee at CQUniversity, Australia, under the Negligible and 

Low Risk Review Process. The response from the Committee indicating permission 

to undertake the research is shown in Appendix 2. 
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3.8 Conclusion 

 

The research methodology employed in this research, situated with an interpretive 

paradigm and employing a qualitative approach involving purposive sampling and 

semi-structured interviews, has been detailed in this chapter. The next chapter, 

Chapter 4, analyses the data obtained through the coding process described in this 

chapter and in relation to the evaluative framework (Topic 3.1).   
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Chapter 4 

Data presentation and analysis 

 

This chapter analyses outcomes derived from the research methodology detailed in 

Chapter 3. It will be recalled that the five groups interviewed comprise Pattaya City 

Hall officials (P), business people involved in the tourism industry in Pattaya (B), 

monks and other religious people in Pattaya (R), national tourism officials (G) and 

religious and cultural tourism academics (A). The responses of participants are 

presented in full in Appendix 8. The analysis is presented according to common 

themes in the interview questions used for the five participant groups.   

 

4.1 Cultural and economic benefits 

 

This section incorporates responses to the following two questions asked of 

participants: 

 

Question 1:  What is the potential economic and cultural value of Theravada 

Buddhism as a cultural tourist attraction for Pattaya? 

Question 7:  What are the possible economic benefits of a Theravada cultural 

tourist attraction for Pattaya? 
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A majority of participants (P01, P02, P03, B01, B02, B03, B04, B05, B06, B07, B08, 

B09, B10, G01, G02, R01, R02, R04, R06, R08, A01, A02, A03, A04, A05, A08, A09 

& A10) endorse the value of cultural tourism involving Theravada Buddhism for the 

development of Pattaya’s economy on a long-term basis. Two key themes are 

identified from the responses: (i) the value of cultural tourism involving Theravada 

Buddhism; and (ii) the economic benefits of Theravada Buddhism especially in terms 

of creating new jobs for locals.  

 

4.1.1 The value of cultural tourism 

 

Most participants (P01, P02, P03, B04, B05, B06, B07, B08, B09, B10 G02, R01, 

R02, R04, R06, R08, A02, A04, A08 and A10) believe the development of cultural 

tourism involving Theravada Buddhism in Pattaya is a worthwhile project. 

Participants emphasise the significance of Buddhism as a key aspect of Thai culture. 

For example: Buddhism is a part of our culture that we cherish (P03). This type of 

tourism development, they believe, can attract tourists and yield long-term 

sustainable benefits. Several participants (P02, B03, A03 & A10) contend cultural 

tourism involving Theravada Buddhism is more sustainable than commercial tourism, 

which is vulnerable to shifts in fashion. For example: 

 

We are Buddhist, so if we promote this type of tourism, we can present our 

culture to foreigners while preserving our traditions and culture. Promoting 

Buddhism to tourists is better than promoting commercial constructions such 

as Mimosa because these commercial constructions are not sustainable. 
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They can attract a large number of people at first, but people will get bored of 

them eventually and look for a new destination. (P02) 

 

Significantly, many participants (P01, P02, P03, B03, B08, R02 A03, A08 and A10) 

consider that Thai culture and Buddhism can be promoted to tourists with lower 

investment costs than other forms of tourism. A03 points out as an example a 

commercial tourist attraction constructed at high cost which was unable to retain its 

attractiveness to tourists: 

 

The cost of investment in culture is low but it has a consistent reward and 

long-term benefit. Theravada Buddhism is an aspect of Thai culture, and 

culture is always able to be sold, providing small but long-term economic 

benefits. Compare this with investments in building commercial attractions: 

such construction, which requires a huge initial investment, brings high profits 

but is not sustainable. For example, Siam Park City currently has fewer 

visitors than it did and is hardly recognised by the younger generation.  

 

Most participants (P01, P02, P03, B01, B03, B05, B07, B08, B09, R04, R05, R06, 

A01, A02, A03, A04, & A10) contend the promotion of Theravada-based cultural 

tourism will contribute to the preservation of Thai traditions by raising awareness of 

traditional Thai values among locals in the process of presenting Thai culture to 

tourists. For example: 

 

Buddhism is the main element of Thai culture, so Buddhism-based tourism 

promotion is like passing on culture from ancestors to offspring and from host 
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to visitors. As a result, it can also be thought of as conserving Thai culture. 

(A04) 

Since religion is the major component of Thai culture, to encourage Buddhist 

cultural tourism is to preserve our culture as well as to promote Thai culture 

and aesthetics to foreigners. (R05) 

 

Some participants (B05, B08, R03 & A04) contend religious tourism might contribute 

to the conservation of Thai culture for future generations: 

 

Significantly, the promotion of Theravada Buddhism cultural tourism will 

directly influence the management of the tourism business from generation to 

generation. So this action would definitely help preserve cultural value in a 

larger perspective. (B05) 

Likewise, grandchildren can continue doing business in the cultural tourist 

industry following in the footsteps of their parents and grandparents, indeed 

they would implicitly absorb the pride in and priority given to cultural values 

[by their elders]. In fact, this is a way to conserve culture. (B08) 

 

The potential for Theravada Buddhism-based cultural tourism to contribute to the 

strengthening of Thai culture is particularly welcomed by some participants as an 

antidote to the over-commercialisation of Pattaya. As mentioned earlier in Chapter 1, 

Pattaya has an abundance of modern, commercialised tourist venues, but cultural 

tourism has, to date, not been promoted. Thus, many participants (P02, B02, B03, 

B06, R03, A03 & A10) tend to favour the development of cultural tourism over further 

commercial development in Pattaya. One participant from Pattaya City Hall remarks:
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Tourism is becoming as big an industry in Pattaya as it is in Bangkok, having 

spread into regional areas as well. However, this growth has also created 

social problems such as traffic congestion, drugs, pollution, and poor 

customer service. Buddhist tourism might serve to ameliorate these problems, 

increasing incomes while also maintaining tradition. (P02) 

 

BO6 makes a similar point: 

 

Pattaya contains a lot of resources, like Wat Chaimongkon [the royal 

monastery] and Wat Chongloom [an archaeological site containing an old 

temple], but the government does not promote them effectively. So I would 

predict that the economic potential to successfully promote the cultural value 

of Theravada Buddhism as a cultural tourist attraction in Pattaya definitely 

exists.  

 

However, some academic participants (A03, A05, A07, A09, A10 & A06) contend 

that because the values of Theravada Buddhism are non-commercial, Pattaya might 

not be able to change its market position from entertainment tourism to cultural 

tourism without depriving itself of substantial tourism revenue derived from 

entertainment. For example: 

 

Theravada Buddhism-based tourism would provide Pattaya with more 

interesting attractions, benefiting its economy to some extent. However, 

income gained from this type of tourism may not be at a high level because 

tourism in Pattaya is diverse, and entertainment in particular is the main 

source of income for Pattaya. (AO3) 
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In short, some participants perceive a cultural value in Theravada Buddhism tourism 

but little commercial return to the Pattaya economy. Nonetheless, Theravada-based 

cultural tourism is perceived by a number of participants as having the potential to 

contribute to the preservation of Thai culture in Pattaya while attracting tourists to 

Pattaya. 

 

4.1.2 Economic benefits  

 

Most participants (P01, B02, B03, B04, B05, B06, B07, B08, B09, B10, G01, G02, 

R01, R02, R03, R04, R05, R06, R07, R08, A01, A02, A03, A04, A05, A08, A09 & 

A10) believe the development of new types of tourism such as cultural tourism 

involving Theravada Buddhism is a vital mechanism for improving and developing 

the livelihood of local people by creating more jobs1: 

 

I think that this type of tourism would definitely influence the economy 

positively by providing occupations to people in the community, and it may 

provide some creative occupations such as selling art works or craft works 

related to Buddhism. (A04) 

If there were new Buddhist cultural tourism attractions, they would provide 

new job opportunities related to culture such as selling incense, candles, and 

 

 

1.  As noted in the literature review (Chapter 2), cultural tourism can create rewarding jobs because 
cultural tourism demands expertise in aspects of tradition and identity (Picard 1990; Smith 2009; 
Ramchander 2007). 



114 
 

flowers for worshipping the Buddha. Moreover, they might sell district 

products as souvenirs, such as Buddhist paintings or various locally-produced 

ornaments. (G01) 

This new attraction is related to Buddhism and culture, so it will make people 

realise that they should start to sell cultural or Buddhist products that 

demonstrate local uniqueness, like drawings, art works, and Buddhist 

sculpture. (A08) 

 

As noted in Chapter 1, the main source of income for Pattaya is the tourism industry. 

Many participants (P01, P02, P03, B05, B06, B07, B08, B09, B10, G02, R01, R02, 

R06 & R08) consider that the development of Theravada Buddhism cultural tourism 

will build on the existing base of Pattaya tourism so as to further expand the revenue 

generated by tourism in Pattaya: 

 

There is already a lot of income coming from tourism even without Buddhist 

cultural tourism. There are about 10 million visitors with the total income of 

90,000 million baht per year. If we add this kind of tourism to our business as 

well, the number of tourists and income is sure to increase. (P01) 

 

A number of participants (P01, B01, B02, B04, B06, R06, A08 and A09) contend the 

development of Buddhist-based cultural tourism is likely to benefit tourism in Pattaya 

generally. For example, one Pattaya City Hall official states: 
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If tourists come for the purpose of Buddhist tourism, they will not only 

practice Buddhist activities but also spend money on accommodation, 

tour guides, and restaurants. (P01) 

Whenever there is investment in tourism, tourism employment will be 

created, so villagers will be able to sell products as long as these 

products respond to the basic demands of tourists, like food, 

accommodation, and products created using local traditions to sell as 

souvenirs. (A09)   

 

B03 supports this point and further contends that the development of this type of 

tourism would not only generate economic value for locals such as tourism workers 

but also provide an opportunity for middle-class and creative people to obtain 

meaningful employment: 

 

Cultural tourism would help middle-class people and people with a certain 

degree of education the most because lower-class people would not enjoy 

visiting these places or learning about Buddhism for the purpose of cultural 

education. For arts-related projects, middle-class people, those with higher 

education and also creative people would be involved and influence tourists 

the most. 

 

Some participants (G02, R 01, B05, B07, R02, R04 R05 & R07) discuss the potential 

of economic growth stimulated by tourism to improve livelihoods. For instance, when 
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people generate income from tourism, they can bring in money to support their 

household and send their children to be educated, thus improving their quality of life: 

 

If they have more money, they can take care of their families and afford 

their children’s education. If their children can get a better education, 

they will also have a better job. As a result, they can eventually have a 

good life. (B05) 

The most important point in tourism is to improve the quality of life of 

the locals. If the locals gain income from the tourists, they will have 

money to feed their family or use it as a fund to improve their lives. 

(R04) 

 

PO2 refers to financial problems in Pattaya caused by lack of funds to support Thais 

who move to Pattaya in search of employment in the tourism industry. This 

participant reasons that cultural tourism might ameliorate this problem by increasing 

the flow of tourists and tourism income to Pattaya:  

 

We have to depend on income from tourism and if this kind of Buddhist 

tourism is successfully promoted, it will bring a lot of sustainable 

benefits.  
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The assumption here is that cultural tourism has the potential to develop 

employment opportunities and the livelihood of locals by creating an additional 

tourism sector.  

 

Other participants (B01, G01, R03, R05, R07, B01, B03, A01, A03, A05, A06, A07, & 

A09), however, contend that while the development of Theravada Buddhism might 

bring some economic benefits, it might not yield significant benefits in terms of 

attracting foreign currency compared to other types of tourism in Pattaya. For 

example: 

 

Theravada Buddhism-based tourism would provide Pattaya with more 

interesting attractions affecting its economy to some extent. However, 

income gained from this type of tourism may not be at a high level 

because tourism in Pattaya is diverse, and entertainment in particular is 

the main source of income for Pattaya. (AO3) 

I would predict that the cultural value of Theravada Buddhism as a 

cultural tourist attraction for Pattaya will have a greater influence on 

cultural value than on economic value. (B03) 

 

Two participants (B08 and A08), while conceding that Theravada Buddhism cultural 

tourism would not generate large profits, emphasise its low investment costs: 
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Thailand is a Buddhist country, so it is not necessary to spend much 

money on investment. Profit may not be as high as operating a 

business but its rewards would be valuable in the long term. (A08) 

Buddhism already belongs to the Thai nation’s culture, so promoting 

Thai culture does not require a lot of investment. Although the 

investment cannot make much profit in economic terms, it will bring 

returns over the long term and may well be resilient during economic 

crises. As a result, this venture can be considered a sustainable 

economic and tourism investment. (B08) 

 

In all, the research outcomes indicate that the potential development of Theravada 

Buddhism cultural tourism in Pattaya is perceived as positive from the cultural 

perspective, but there is some reticence concerning the ability of cultural tourism to 

generate income comparable to the income currently derived from entertainment 

tourism. 

 

4.2 Tourism image  

 

This section incorporates responses to the following questions asked of participants: 

 

Question 1:  What is the potential economic and cultural value of Theravada 

Buddhism as a cultural tourist attraction for Pattaya? 

Question 8:  How might a Theravada Buddhism centre promote and improve 

the tourism image of Pattaya? 
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Because of the centrality of Theravada Buddhism to Thai culture, a majority of 

participants (P01, P02, P03, B01, B02, B03, B04, B05, B06, B07, B08, B09, B10, 

G01, G02, R01, R02, R03, R04, R05, R06, R07, A01, A02, A04 & A08) contend that 

Buddhism-based cultural tourism can enhance the image of Pattaya as a tourist 

destination. The interview results reveal two key themes related to cultural values: (i) 

enhancing Pattaya’s image; and (ii) Theravada Buddhism cultural tourism as a novel 

form of tourism for Pattaya.  

 

4.2.1 Enhancing Pattaya’s image  

 

Many participants (P01, P02, P03, B01, B02, B03, B04, B05, B06, B07, B08, B09, 

B10, G01, G02, R01, R02, R03, R04, R05, R06, R07, A01, A02, A04 & A08) suggest  

the development of Buddhist cultural tourism might diminish some aspects of the 

negative image of Pattaya and broaden the appeal of Pattaya for tourists:  

 

Theravada Buddhism tourism can definitely help improve the image of 

Pattaya in the long term. (P02) 

It shows that, at least, Pattaya also has a peaceful side – the charm of Thai 

culture – and also shows that it is a Buddhist city like other tourist attractions 

in other regions. (R01) 
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Furthermore, several participants (G02, B03, B04, B08, A02, A04, R01 & R03) 

perceive cultural tourism involving Buddhism as having a less negative socio-cultural 

and environmental impact than mainstream tourism in Pattaya:  

 

It will create more peaceful spaces relevant to culture, and there will also be 

fewer of the kind of concrete buildings that can be seen nowadays. (B03) 

Buddhism will help erase the negative images of Pattaya city, as it is filled 

with commercial buildings. (B04) 

 

With regard to the issue of the negative image of Pattaya, several religious 

participants (R02, R04, R05 & R07) as well as government and business participants 

(G02 & B01) discussed the benefits of developing the mind through the principles of 

Theravada Buddhism in such a way as to raise the awareness and improve the 

behaviour of locals. They contend such an improvement would be noticeable to 

tourists: 

 

Buddhist cultural tourism would strengthen a positive image of a good host 

country because religion refines people’s minds. (R02) 

It can improve the image of Pattaya a lot because the essence of Buddhism 

teaches people to do good deeds. (R04) 

Buddhism is an aspect of Thai culture that helps to refine people’s minds. 

People who enter religious places are cheerful, kind, and willing to help with 

the religious ceremony or other activities in the temple. When tourists see 

these good aspects of Thai people, they will remember that Thai people are 

generous and kind. (R07) 
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Thai people who practice the Buddhist faith are likely to have the belief that to 

mistreat tourists is considered sin or bad karma. As a result, they would try to 

conduct themselves well towards tourists by not taking advantage of or 

deceiving them because they are afraid of sin. This would definitely help 

improve the image of Pattaya. (G02) 

 

However, as noted in Section 4.1 above, some respondents (R08, A03, A05, A06, 

A07 & A09), particularly academics, imply that Pattaya is positioned as an 

entertainment destination, a market position which is unlikely to change rapidly:  

 

It will help to improve the image of Pattaya to some extent but not the whole 

image. Since Pattaya has formerly been seen by the public as a nightlife 

centre, this can hardly be changed. (A05)   

It may help to improve Pattaya’s image, but only to some extent, because I 

think that it’s hard to change people’s image of Pattaya in today’s world. Most 

tourists already recognise that Thailand is a Buddhist country, so it is not 

surprising for them to see Buddhist culture in Pattaya. (A09) 

 

Nevertheless, responses from other academics (A01, A02, A04, A 08 & A10) 

suggest  Theravada Buddhism-based cultural tourism might assist Pattaya in 

developing a positive image in an incremental way: 

 

It is true that it is hard to change Pattaya’s image in the minds of most 

tourists, but cultural tourism promotion may help to reduce the negative image 

of Pattaya, including the problems of decaying attractions and overcrowded 

tourist sites. (A10) 
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Theravada Buddhism-based tourism will help to improve Pattaya’s image. At 

least people will feel that although Pattaya is a confusing and crowded city, 

there are peaceful areas for relaxation. (A02) 

 

This point is supported by a government participant (G01), who suggests Pattaya 

could cater to tourists from Bangkok if it were to develop peaceful, spiritual spaces 

within the city: 

 

It is an industrial city as well as a tourist hub for the tourists from Bangkok. As 

before, if tourists are afraid or bored of the unrest in Bangkok, they would 

move to Pattaya instead. Personally, I think Buddhist cultural tourism could 

serve as a balancing point of the spirit. It can also change Pattaya’s previous 

negative image into a more positive and peaceful one.  

 

In all, the data suggests that the development of Theravada Buddhism cultural 

tourism has limited, but nevertheless significant, potential to improve the image of 

Pattaya. 

 

4.2.2 Theravada Buddhism cultural tourism as a novel form of tourism for 

Pattaya 

 

Religious tourism is considered by participants (P01, P02, P03, B02, B06, B07, G02, 

R02, R03, R04, R06, R08, A02, A03, A07, A09 & A10) to be a novelty in Pattaya. 
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Responses from these participants suggest that the development of Buddhist cultural 

tourism will create new tourism options. For example:  

 

Pattaya has never been promoted in terms of Buddhism before so it would 

become more interesting because of new attractions for tourists to enjoy. 

(P03) 

Buddhist cultural tourism might be a new alternative that contributes great 

value to Pattaya region. (R03) 

 

Some participants (P03, A01, A05 & A07) suggest this new type of tourism might 

attract Thais before it begins to attract foreigners because of the Buddhist religious 

faith of Thai people. When foreigners see Thais visit these places, they might be 

interested in following them in order to learn more about the Thai lifestyle and 

traditions. For example: 

 

There would be more family tourists, especially Thai people, because Thai 

people are Buddhists and will go to famous temples in order to pray for their 

own prosperity. When foreign tourists see this, they will visit these places as 

well to discover what Thai people enjoy. It will create an urge in them to 

participate. (P03) 

 

A05 also mentions this possibility, and further suggests that package tours for elderly 

people should be arranged because the elderly tend to enjoy travelling to cultural 

and scenic destinations: 



124 
 

I suggest that this type of religious tourism can be organised as a tour for 

elderly people desiring peace of mind.  

 

Some participants (R03, R04) mention the lack of promotion of cultural tourism in 

Pattaya: 

 

Pattaya has very little promotion of tourism related to culture. (R03)   

We should promote Buddhist cultural tourism in Pattaya since it has never 

been in the original plan of Pattaya at all. (R04) 

 

A01 contends that lack of community involvement in the management of cultural 

tourism projects has been an obstacle to the effective promotion of cultural tourism in 

Pattaya: 

 

A problem in the past was that local people and the community had 

insufficient participation in management. For example, Wat Yannasang 

Wararam was a temple with the right kind of areas for welcoming tourists. 

However, it was not popular among tourists. Instead, they preferred visiting 

Viharnra Sien to enjoy Chinese art or visiting the Buddha Mountain.  
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B04 mentions Bangkok as an example of the importance of marketing for cultural 

tourism:   

 

It also depends on the marketing strategy, as an efficient marketing campaign 

will definitely attract more tourists and create economic benefits. Bangkok, for 

example, even though it is overcrowded and chaotic, is able to attract tourists 

to a lot of cultural and religious sightseeing sites.  

 

P03, A02 and R05 suggest the development of this type of tourism can add value to 

tourism marketing in Pattaya by complementing beach and entertainment tourism 

with cultural tourism: 

 

Pattaya has a complete range of attractions including entertainment and 

culture. For example, tourists can enjoy visiting cultural attractions in the 

afternoon before enjoying nightlife in the evening.  

 

This point is supported by G01, who suggests the development of Theravada 

Buddhism cultural tourism could fill a niche in terms of morning activities for tourists: 

 

It will definitely help build up the value [of tourism in Pattaya] as well as 

providing new alternatives for the morning to tourists who would then go to the 

beaches or entertainment venue in the afternoon and evening.  
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In addition, some participants (P01, P03, B02, R08, R06, A02, A05 & A09) believe  

cultural tourists could represent a new target group for the tourism industry in 

Pattaya, thus expanding the tourist market. For example: 

 

The number of target cultural tourists would increase and bring more wealth 

local people. (R08) 

This type of tourism can attract new classes of tourists – that is, Thai people 

travelling in family or student groups as well as foreign tourists who are 

interested in Buddhism. (A05) 

Apart from the old niche market that would come and visit, there will also be 

new groups of tourists interested in Buddhism. (R06) 

 

Interestingly, some academics (A03 and A09) suggest this type of tourism can be 

thought of as a form of creative tourism:  

 

It can be considered to be a form of creative tourism allowing foreigners to 

understand Buddhist practice and participate in several Buddhist activities 

such as giving food offerings to Buddhist monks, praying, meditation, and 

enjoying temple fairs. As a result, Buddhism-based tourism promotion can be 

thought of as supporting edutainment – providing tourists with relaxation, 

enjoyment, and the opportunity for exploration of a new culture along with 

knowledge. (A03)  

We may create a Thai way of life with Buddhist activities or creative tourism 

helping to add value to Pattaya as another interesting destination. (A09) 

 

 



127 
 

These responses suggest creative tourism is a creative industry that can add value 

to the Thai tourist industry. 

 

4.3 Stakeholders and investors 

 

This section incorporates responses to the following two questions asked of 

participants: 

 

Question 2:  Which of the following stakeholders should be involved in the 

venture and why? 

Question 6:  What set-up costs are essential and who might be involved in 

investing in these? 

 

All participant responses (P01, P02, P03, B01, B02, B03, B04, B05, B06, B07, B08, 

B09, B10, G01, G02, R01, R02, R03, R04, R05, R06, R07, R08, A01, A02, A03, 

A04, A05, A06, A07, A08, A09 & A10) mention three key themes: (i) the major 

stakeholders responsible for the development and promotion of Theravada 

Buddhism cultural tourism in Pattaya; (ii) sources of investment; and (iii) set-up 

costs. 
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4.3.1 Major stakeholders 

 

Many participants (B09, G01, G02, B08, B09, G02, R01, R02, R04, R05, R06, R07, 

A06, A08 & A10) consider the involvement of the Pattaya City Hall Local Subdistrict 

administration to be crucial to the development of cultural tourism involving 

Theravada Buddhism in Pattaya. This is because the creation and development of 

tourism sites in Pattaya is normally the responsibility of Pattaya City Hall. For 

example: 

 

The local government [Pattaya City Hall] should be the main stakeholder 

[involved in management] because they have the duty to plan for 

improvement of tourism in the area and also have strong networks in tourism. 

(R06) 

The major stakeholder should be the local government of Pattaya because 

Pattaya is an independent administrative region receiving a huge amount of 

income from tourism. They can create a development plan and orient their 

own tourism direction appropriately. (A10) 

 

A01 and A09 also contend local government should be the main stakeholder, but 

these participants refer to specific branches of local government. A01 recommends 

the involvement of the Subdistrict Administration Organisation: 
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The main stakeholder should be the local Subdistrict Administration 

Organisation because they will know their local areas best and understand 

their strong and weak points. Moreover, they also influence and are close to 

the grassroots community because they frequently cooperate with villagers in 

various activities.  

 

Similarly, A06 contends: 

 

Pattaya has strong special form of local government as well as deriving a 

huge proportion of its main income from tourism. If we add cultural tourism to 

the local tourism development plan, I believe that it can be developed more 

rapidly than if we were to wait for budgetary assistance from the national 

government. 

 

 

And  A09 recommends the Destination Management Organisation: 

 

It should be the DMO [Destination Management Organisation] under Pattaya’s 

tourism network because Pattaya is a special administrative region that can 

develop tourism rapidly. 

 

A few participants (A04, A07 and B03) argue that since Buddhism is a national issue, 

government authorities should take responsibility as key stakeholders. For example:

  

The major stakeholder should be national government organisations like the 

Department of Tourism and the Tourism Authority of Thailand. Since 
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Buddhism is Thailand’s national religion, it can be considered an important 

matter that should be emphasised by the Thai government. (A07) 

I consider it [Buddhism] to belong to the national development strategy 

because religion is important for cooperation and coordination to increase 

growth. This is a national concern. (B03) 

 

However, participants who support this contention also concede that local 

government personnel know the Pattaya area in greater depth and have a stronger 

relationship with the local community than other levels of government (B05, B07, 

B09, A06, R04, R06 & R07): 

 

The local government and temples have always organised many Buddhist 

related events together, such as ordinations in honour of the King or religious 

ceremonies to give alms to monks. (R04) 

Pattaya is a special district that has its own administrative power. Pattaya 

officials are directly responsible in planning development and know what kind 

of development is possible and are able to connect with locals more easily. 

(R07) 

Pattaya City Hall understands the weaknesses, strengths, opportunities and 

difficulties in the area of Pattaya, much more than others do. (B05) 

 

On the other hand, some participants (A02, A05, R03 & R05) assert that locals and 

religious people (e.g. monks) can ensure the most appropriate management 

because they understand Theravada Buddhism and their local community better 

than government or business: 
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The main hosts should be local people, that is, local people cooperating with 

the community because they know their areas best. (A02) 

Monks are the one who are closest to Buddhism. They know the most about 

which destinations are right for tourists, which ones can be promoted 

appropriately and which cannot. (R03) 

 

And A05 contends management should involve cooperation between local 

government and religious personnel: 

 

Communities should join together to be strong and establish projects to 

propose to the local government for budgetary assistance. This type of 

management is called bottom-up because communities and temples are close 

to each other, so they will know what style of tourism will provide benefit to 

themselves and family.  

 

Indeed, the majority of participants (P01, P02, P03, B01, B02, B04, B05, B06, B07 

B08, B10, R08, A02, A03, A08 & A09) affirm that cooperation in the creation of 

Theravada Buddhism cultural tourism is required across a wide range of 

stakeholders including Pattaya City Hall, the private sector, national government 

authorities, monks and the local community. For example: 

 

The cooperation of different sectors is necessary – including both government 

and private sectors – because it will produce the best results in terms of 

creation, investment, and labour. This will achieve success more easily. (P03) 
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Pattaya should have responsibility with the cultural council and the regional 

tourism association, including all departments and sectors that are involved in 

promoting tourist attractions in the area. (B05) 

 

 

In fact, a Pattaya City Hall official contends: 

 

 

The most effective way to develop and promote this type of tourism is 

cooperation between the government – including the Ministry of Tourism, the 

Ministry of Culture, and Pattaya City Hall – and the private sector. This will 

help the project to be more successful because there would be more money 

available for promotion and labour. (P01) 

 

Thus, the research outcomes suggest the major stakeholder responsible for 

promoting Theravada Buddhism cultural tourism is Pattaya City Hall in co-operation 

with government authorities, the private sector, religious groups and locals. One 

academic points to the success of Pattaya’s previous cooperative ventures as a key 

reason for following this model: 

 

Pattaya is an independent locality promoting PPPs [Public-Private 

Partnerships] successfully. Pattaya has a tight relationship between national 

government and local government and between government and private 

sectors. Even Chiang Mai or Phuket use Pattaya as their model in this regard. 

(A09) 
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In general, the responses of participants confirm the importance of partnerships 

between stakeholders for the successful promotion and management of religious 

sites. In particular, participant responses suggest that Pattaya City Hall and a range 

of private sector and religious partners constitute those stakeholders with the 

greatest role to play in promoting Theravada Buddhism cultural tourism in Pattaya. 

 

4.3.2 Sources of investment 

 

Regarding investment, several participants (B02, A03, R01, A06, A08 & A09) 

respond that local government (Pattaya City Hall) should be primarily responsible for 

financing cultural tourism. For example: 

 

The investor should be Pattaya City because Pattaya is financially strong with 

a huge amount of income gained from the tourism industry. (A09) 

The investors should be from Pattaya City Hall because they have the primary 

responsibility for investing in the promotion and development of tourism. (B02) 

 

This point is supported by GO2 and R08, who assert that the local administration 

(Pattaya City Hall) should be the major investor because this investment will create 

benefits for the local government: 

 

The local administration should be involved as the main investor and host 

because in the end, the benefits and profits, all of the economic and cultural 
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value [generated by cultural tourism] will come back to benefit Pattaya itself. 

(G02) 

 

A01 concurs but suggests that a specific branch of local government, the Subdistrict 

Administration Organisation, should be the main investor: 

 

All investment expenses should be paid for by the local Subdistrict 

Administrative Organisation because this organisation has direct responsibility 

for developing attractions and allocating budgets directly to communities.  

 

Other participants, however, identified the private sector as the most appropriate 

source of investment. B04, for example, contends that funds from the private sector, 

particularly from abroad, would be a useful source of investment funds2. BO4 

asserts: 

 

The private sector, which could include foreign investors, should be the major 

source of investment. One reason is that the private sector has more capital 

to invest and does not have to wait for permission to invest. Another reason is 

that this project is new and risky so investors need to have more confidence 

and be willing to take a risk. 

 

 

2. The significance of private sector and foreign investment in Phuket is discussed in Chapter 2. 
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A06 also suggests the private sector could be a key source of investment, but 

cautions private sector investment may result in inappropriately profit-driven tourism 

development: 

 

We might give concessions to the private sector to operate this project 

because it would be quicker. However, a disadvantage of this alternative is 

that it may be difficult for us to control the appropriateness of operations 

because the private sector focuses more on profit than sustainability while the 

objective of Buddhism cultural tourism is sustainability.  

 

Some participants (R03, R04, R 05, B01 & B10) propose cooperative ventures 

involving both the government and the private sector:  

 

The investors should be from the Pattaya city Hall and the private sector, or 

else the private sector should be the key investor and the council of regional 

culture should supervise it. (B10) 

As for the main investor, it should be the local administration assisted by 

donations from lay Buddhists… donations can be obtained when people know 

that there will be a religious ceremony. We are on Buddhist land; they would 

certainly come to donate with faith. (R05) 

 

However, most participants (P01, P02, P03, B06, B07, B09, R06, A02, A04, A05, 

A07 & A10) contend the major investor should be the national government. One 

academic argues the national government has the capacity to underwrite Thai 

tourism: 
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The national government would have sufficient investment funds to cover 

domestic and international operations while local government would only be 

able to support small parts. (A07) 

 

RO6 likewise contends the Thai government has the capacity to provide funds for 

the development of Theravada Buddhism cultural tourism:  

 

With regard to investment, relevant national government ministries such as 

the Ministry of Culture and the Ministry of Tourism should distribute some 

funds to Pattaya because the development of culture and religion is an 

important national issue. 

 

Some participants (B05, B08, G01, R02 & R07) suggest investment could be in the 

form of co-operation between governments at the national and local level. For 

example: 

 

The investment should come from the Ministry of Culture in cooperation with 

Pattaya City because investment in cultural projects and the development of 

tourism are already their responsibilities. (B05) 
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In particular, Pattaya City Hall participants consistently support the notion of national 

government responsibility for the development of Theravada Buddhism cultural 

tourism: 

 

The national government, such as the Ministry of Culture, should be involved 

in this investment because Pattaya and the Ministry of Culture have always 

cooperated with each other. (P01) 

The main investor funding the set-up costs should be part of the national 

government such as the Ministry of Culture because such government 

authorities can allocate government funds to any investment in culture in 

Pattaya. Then Pattaya City Hall would manage this type of tourism as the 

main stakeholder in cooperation with the Ministry of Culture and other tourism 

partners. (P03) 

 

Certainly, the development of Buddhism is considered to be a national issue in 

Thailand, and the national government has the funds to support local government as 

it has done for other cultural projects. Nonetheless, participants also consider a 

cooperative venture to be possible. 

 

4.3.3 Set-up costs 

 

There are three major themes in the data regarding set-up costs for Theravada 

Buddhism cultural tourism sites: maintenance costs, human resources development 

costs, and marketing costs. 
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a) Maintenance costs 

 

Many participants (P01, G01, G02, B04, B05, B06, B07, B08, B09, B10, A02, A06 

A09) suggest that estimates of the set-up cost for developing Theravada Buddhism 

cultural sites should start with the costs of the construction of buildings and 

associated tourism infrastructure: 

 

The main set-up costs should focus on the costs of the construction of the 

buildings because they are tangible and able to leave a direct impression on 

visitors. (B04) 

The set-up costs of the infrastructure of tourism and constructing buildings are 

essential because these are the most important things when establishing 

tourist attractions. (G02) 

 

AO2 contends the set-up costs involved in building constructions to cater to tourists 

are more important than marketing, arguing that interest in cultural-religious tourism 

is generated by word of mouth: 

 

The main expense should be the cost of construction, while the cost of 

marketing is not important, because word of mouth would work for that. 
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b) Human resources development costs 

 

In addition, a few participants (B01, R06 & A10) suggest that the development of 

human resources would also be a significant aspect of set-up costs: 

 

The set-up costs would have to cover both tourism buildings and human 

resource development because they are the important factors. Human 

resource development is important because personnel play an important role 

as hosts who welcome tourists and provide services and accurate information 

to tourists, creating the tourists’ first impressions. (B01) 

An important budget item is investment in personnel development for both 

monks and villagers. They must be trained to understand Buddhism 

thoroughly. And they should be trained in foreign languages as well in order to 

understand and communicate with tourists properly. (A10) 

 

A number of academic participants (A04, A07, A08, A09 & A10) perceive the need 

for location development: 

 

I think that the main cost should be investment in building because it’s a key 

aspect of creating the right atmosphere. The former area of Pattaya might be 

improved in order to develop this type of tourism. (A09) 

The area of Pattaya is large, and any peaceful area could be improved for this 

project. However, the location should be renovated and strengthened to meet 

safety standards for entertaining tourists. (A10) 
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On the other hand, several religious participants (R02, R03, R04, R05, R07 & R08) 

and one businessperson (B09) contend maintenance costs will be substantial3. For 

example: 

 

The initial set-up cost should be spent on maintaining the buildings. It does 

not have to be huge but it should be peaceful and have a complete Buddhist 

atmosphere. We can build them around temple areas. Many temples in 

Pattaya have the potential to welcome tourists. (R05) 

 

B09 concurs: 

 

The main set-up costs should be for the maintenance of the buildings, so that 

they are ready to provide the necessary conveniences to welcome all visitors.  

 

c) Marketing costs  

 

Although a majority of participants consider tourism buildings and infrastructure to be 

a crucial component of the set-up costs of Theravada Buddhism cultural tourism in 

Pattaya, many participants (P03, B02, B03, R01, A01, A03, A04 & A05) consider 

marketing costs to be more important for attracting tourists4. For example: 

 

3. As noted in Chapter 2, religious and cultural tourism involves significant maintenance costs to 
preserve the heritage sites that form the basis of an attraction (Shackley 2011). 

4. This is consistent with the point made in Chapter 2 that successful marketing is a prerequisite for 

successful tourism development (Hsu et al 2008; Hall 2008).  
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The main set-up costs should be for marketing and promotion because 

people need to have information before deciding to come and visit. 

These steps will attract more visitors so they are very necessary. (B03) 

They should focus on marketing and personnel more than buildings 

because marketing is very important. If the marketing is good, large 

numbers of tourists will be attracted. (A05) 

 

A number of participants (A03, A05 & R01) contend significant building and 

infrastructure expenditure are not necessary, unlike marketing expenses. These 

participants provide two rationales for this contention: (1) Pattaya already has a great 

deal of tourist infrastructure and buildings constructed for tourism purposes; and (2) 

Buddhism-based tourism should reflect the teachings of Buddhism regarding 

moderation in living and thus not require the construction of luxurious buildings:  

 

The main expense should be marketing. I think that Pattaya is already ready 

as far as locations are concerned, so investment should be in festivals and 

activities as an introduction for the general public, like organising temple fairs. 

(A03) 

I think the construction of the location is not so important because Buddhist 

tourist attractions would not need huge magnificent construction but would 

focus more on the natural atmosphere. Foreigners usually like well-preserved 

heritage sites. Even if the place were small or old but there were good 

advertisements, many tourists would definitely go and visit. (R01) 
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AO5 contends there is no need to make substantial investments in new 

constructions as most foreigners prefer to experience authentic building styles: 

 

As far as buildings are concerned, old buildings should be conserved without 

too much decoration because foreigners prefer the original design.  

 

However, many participants (B07, R07, R08, A07, A08) consider tourism 

infrastructure and marketing to be equally important. For example: 

 

The main expenses would be the costs of construction and public relations 

because buildings need to be constructed on the location. It's the buildings 

that tourists would see first, impressing them with the atmosphere of the 

place. Public relations is also very important because it would let tourists 

know about the place and allow them to access it through advertisements. 

(R08) 

 

Although there are differences in emphasis regarding set-up costs for Theravada 

Buddhism cultural tourism, the research results suggest set-up costs would include 

substantial investment in construction, infrastructure5, maintenance, human 

resources development and marketing. 

 

 

5. This outcome aligns with case studies of tourism infrastructure in Hong Kong and Turkey detailed in 

Chapter 2.  
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4.4 The form of Theravada Buddhism cultural tourism in Pattaya 

 

This section incorporates responses to the following two questions asked of 

participants: 

 

Question 3:  What is the appropriate management structure for a Theravada 

Buddhism tourism centre in Pattaya? 

Question 4:  How might the following features be developed to enhance 

Theravada Buddhism as a cultural experience? 

 

Responses from participants reveal four key themes: (i)  the desirability of a Buddhist 

and cultural learning centre and Buddhist retreat centre; (ii) the need for creative 

activities involving Theravada Buddhism; (iii) the need for a Buddhism museum; and 

(iv)  the desirability of establishing floating markets. 

 

4.4.1 A Buddhist and cultural learning centre and Buddhist retreat centre 

 

A majority of participants (P01, P03, B06, G01, G02, R01, R02, R03, R05, R06, R07, 

A01, A02, A03, A07, A08, A09 & A10) suggest that a suitable structure for 

Theravada Buddhism cultural tourism in Pattaya might take the form of an ‘integrated 

Buddhist and cultural learning centre’ where all aspects of Theravada Buddhism 

could be explained to visitors and experienced through creative activities. 
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Significantly, the responses from these participants emphasise that this learning 

centre should allow tourists to experience and learn Buddhism through participation 

in Buddhist activities: 

 

We should manage [this kind of tourism] by creating a Buddhist learning 

centre that should be promoted to enable tourists to learn about our culture 

rather than just walking in and out. It should involve a lot of participation. 

(P03) 

The structure should be in the form of an integrated Buddhist learning centre 

emphasising creative tourism to provide knowledge, awareness, and 

understanding of Buddhism. (A09)   

 

The responses of several participants (B06, G02, R01 & R03) refer to the 

significance of the wat (temple) in this regard: 

 

The wat used to be a centre of Thai education, incorporating many aspects of 

Thai culture, and it is a place that has always represented the relationship 

between Thais and Buddhism. (G02) 

 

Many participants (P03, G01, R05, R01, R06, R07, A02, A03, A07, A08 & A09) 

believe a Buddhism learning centre might educate tourists and allow them to 

experience and understand many elements of Thai culture:  
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I think the appropriate management structure should be like a complete 

Buddhist and cultural learning centre because it integrates every aspect of 

culture and religion. (G01) 

Establishing this learning centre is like making a small school for Buddhism 

that can educate everyone who comes to visit whether they are Thai or 

foreign. (R07) 

It should be in the form of edutainment: that is, fun combined with learning 

and holding activities for exchanging Dharma knowledge to create a different 

experience from the point of view of western culture. (A08) 

 

Some participants (P01, G02, B06, A01, R01, R02, R03 & R06) contend the 

Buddhist learning centre should be located in the grounds of a Buddhist temple to 

enable tourists to enjoy a peaceful, authentic experience. These participants contend  

temples are suitable sites for the education of foreigners because of their traditional 

educative role: 

 

I think the development of Theravada Buddhism cultural tourism should be in 

the form of a Buddhist and cultural learning centre in the temple area because 

the role of the temple has always been like that of a community’s school. 

Likewise, I think we can develop this learning centre to be a school of 

Buddhism for foreigners too. (R01)   

 

And government participant GO2 suggests: 

 

I would like it to be like a Buddhist cultural learning centre in the temple area 

because learning centres can integrate every aspect of Buddhism and exhibit 
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it in an educative way for tourists. If possible, it should be in the grounds of a 

temple because they are peaceful and suitable for practising Dharma.6 

 

Regarding the benefits in terms of marketing of such a learning centre, some 

participants (P01, P03, G01, B06, A07, A10, R06 & R07) consider that a key benefit 

of managing the structure as a Buddhist learning centre is that such a strategy can 

enhance the site’s attractiveness for the niche market group comprising tourists who 

are strongly interested in Buddhism while also attracting a variety of tourists in terms 

of nationality, age, and gender: 

 

Pattaya could definitely develop this kind of tourism to attract more visitors in 

the future. It would be an interesting option for them. (P03) 

Apart from tourists, students could also use this place as a centre for 

education in Thai culture. (R06) 

Structuring this kind of tourism in the form of a Buddhist cultural learning 

centre has an advantage in that it is open to various groups of tourists, of 

different ages, sexes and interests. They would be able to explore freely and 

pleasantly by themselves. (B06) 

 

 

 

6. These responses are consistent with the literature reviewed in Chapter 2 indicating the importance 

of a ‘sense of place’ (Shackley 2002) or authenticity (Thorn 2010; Cohen 1988; Petroman et al. 2010) 
in attracting tourists to tourist destinations, particularly cultural sites. Authenticity requires that the 
atmosphere of tourist destinations be perceived as genuine by tourists. 
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In all, a majority of participants appear optimistic regarding the cultural value of 

Theravada Buddhism cultural tourism. As a means of enhancing the cultural 

experience of tourists, the majority of participants spontaneously suggested the idea 

of structuring the tourism project in the form of a learning centre where a broad 

range of aspects of Theravada Buddhism can be presented to tourists in the form of 

creative activities. 

 

Although a majority of participants consider that the management structure should 

involve some form of Buddhism learning centre, a number of participants (P02, P03, 

B02, B04, B08, R04, R08 & A01) contend the management of the attraction should 

be in the form of Buddhist retreat centre. These participants tend to emphasise the 

need to allow tourists to participate in particular activities such as meditation 

(Vipassana):   

 

The structure should be a Dharma retreat centre because it would enable 

tourists to learn about Theravada Buddhism in greater depth through Buddhist 

activities such as meditation (Vipassana), practising Dharma, and living a 

simple lifestyle in the same way as Theravada monks. (P02) 

An appropriate management structure should be a place to enable tourists to 

learn how to be close to nature and to provide a place for practising the 

Dharma practically. (A01) 
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However, these participants also support the concept of activities in which tourists 

can participate. As a Pattaya City Hall participant states: 

 

The structure should involve a lot of participation such as practising Buddhist 

activities together because if it is only a learning centre, the visitors will just 

come and go without access to the real traditions. (P02) 

 

Some participants (P02, B02, B08, A01 & R08) propose basing the attraction on the 

model of a Dharma retreat centre in Southern Thailand:  

 

Its management should be in the same format as Suan Mok, in 

Suratthani province, Southern Thailand, providing Dharma learning to 

Thai and foreign tourists. Forest temples in Pattaya also have the 

potential to be managed in the same way. (A01) 

 

B02 supports the concept of a Buddhist retreat centre, providing as an example of a 

successful retreat centre in Thailand a temple in Bangkok which attracts large 

numbers of tourists: 

 

It would be very interesting and attractive to have a place in Pattaya that is 

similar to Wat Pathumwanarum in Bangkok. This Dharma retreat is 

constructed in the heart of chaotic surroundings as an island of peace, which 

tends to attracts tourists as the main target.  
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While R08 suggests the Buddhist retreat centre should be established in a temple so 

that tourists experience the genuine atmosphere of Buddhism: 

 

The most appropriate management structure should be like the Dharma 

centre. It can be in the temple area because it is quiet and peaceful, creating 

the real environment of Buddhism.  

 

However, BO8 points out that few temples have shown interest in operating and 

promoting this kind of tourism: 

 

I would like the management structure to be a Dharma retreat centre located 

in a temple, because Pattaya already has the potential to organise the site. 

There are many temples located near the centre, but unfortunately the 

temples themselves have promoted tourism very little for many years.  

 

This response reflects the lack of cultural tourism involving Theravada Buddhism in 

Thailand. 

 

4.4.2 The need for creative activities involving Theravada Buddhism 

 

A majority of participants (P01, P02, P03, G02, R02, R03, R04, R05, R07, R08, B06, 

B07, A02, A03, A06, A07, A09 & A10) believe many features of Theravada 

Buddhism can be presented to tourists through creative activities. The rituals and 
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practices of Buddhism are typically open to all, allowing tourists to witness and 

participate. Responses from participants reflect this openness. For example: 

 

Every component can show Thai culture and Buddhism to the tourists through 

activities because learning comes from practice. (R07) 

All elements of Buddhism can be presented as creative activities for tourists. 

(A10) 

All features of Buddhism can be conducted as activities that tourists can 

participate in. They will definitely learn and experience through real practice, 

enabling them to learn about Thai culture. (B07) 

 

Regarding Buddhist activities for tourist participation, responses from many 

participants (P01, P02, P03, G01, G02, R01, R02, R03, R04, R05, R06, R07, R08, 

B01, B02, B04, B06, B07, B08, B09, B10 A01, A02, A03, A05, A06, A07, A08 & A10) 

suggest various activities which avoid commercialising the religion. Several 

participants (R04, B01, B02, B03, B07, A04, A05, A06 & A10) assert that most 

tourists desire to gain new experiences of cultural values and practices which are 

different from those of their own culture: 

 

Every component of Buddhism that was mentioned can be presented to 

tourists but it should be incorporated into activities like creative tourism. This 

would enable tourists to experience things during the tour such as meditation, 

prayers, Buddhist arts, architecture, and paintings. (G02) 

The features of Buddhism should be conveyed through an activity that tourists 

can participate in, specifically through the concept of creative tourism. (B06) 
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Creative tourism is currently a highly popular trend. We have already seen 

foreigners try growing rice, try fishery, practice Thai boxing or cooking Thai 

food. For Theravada Buddhism-based tourism, we may teach tourists to 

practice Buddhist drawing, praying, and meditation. (A10) 

They want to seek new experiences from new forms of tourism that are 

different from those of their local cultures. (A05) 

 

These responses highlight the importance of creative experience in cultural tourism7. 

Relevant creative activities can be categorised as follows: 

 

(a) Buddhist arts: Participants emphasising Buddhist arts (B01, B03, B05, B07, 

G02, R08, A02, A03, A04, A07 & A10) believe most foreigners appear interested in 

Thai arts and history. Thus, they contend that Buddhist arts might attract foreigners 

interested in learning about and practising activities such as painting, carving and 

sculpture: 

 

Some Chinese visitors come to take part in artistic activities such as brush 

painting, and some of them are interested in Buddhist painting. (P02) 

With regard to Buddhist arts, drawing and carving can be considered to be 

relevant art forms. (A02) 

 

7. This echoes the contention of Richards and Wilson (2007) previously discussed in Chapter 2, that 

the development of creative tourism through which visitors can share and develop creative ideas by 
means of creative activities developed by the local community is a reaction to the commercialisation 
of cultural tourism. 
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Other components, such as Buddhist painting, cooking and flower arranging, 

would be considered supporting activities or activities to keep tourists from 

getting bored. (R08) 

I think we should start to promote Buddhist arts before starting to promote 

other aspects of Buddhism because Buddhist arts are a tangible product that 

tourists can touch. Buddhist arts are important in that they represent all 

aspects of religion and its influence. If tourists become interested in Buddhist 

arts, they would probably then like to learn about them in greater depth and 

explore their origins – that is, other aspects of Theravada Buddhism. (B03) 

 

In general, it is contended that the connection between art and religion might interest 

tourists and thereby generate revenue. 

 

(b) Cooking Thai food for monks in Theravada Buddhism: Several participants 

(R07, R08, A02, A06 & A07) advocate cooking classes. Participants suggest tourists 

might experience a central aspect of the relationship between the Thai lifestyle and 

Buddhism through the process of making merit (cooking Thai food and offering food 

to monks according to Theravada Buddhist traditions): 

 

In the past, Thai people used to cook and offer food to monks. They folded 

the flower petals, arranged them, and took them to worship Buddha statues. 

(R07) 

The development of this type of tourism should focus on providing creative 

activities, like fruit carving, cooking Thai food for auspicious ceremonies, 

cooking Thai desserts, folding lotus petals, and decorating flowers for 

worshipping Buddha images. (A06) 
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(c) Buddhist Festivals8:  Several participants (B05, B06, R03, R04, R06 & A05) 

propose that festivals and events might attract a large number of tourists to 

participate and learn about the culture inherent in each festival. Significantly, there 

are many festivals and Buddhist events throughout the year: 

 

Festivals are interesting and joyful as well as involving many cultural activities 

that the tourists can take part in. (R03) 

Both Thai and foreigners can be part of a joyful festival. They do not have to 

be Buddhist in order to go to the temple fair. As we all know, every temple 

rotates religious festivals every year and throughout the year. (R04) 

 

BO5 provides an example of a successful Buddhist festival held in the past: 

 

At the last festival, a food offering to 2,000 monks, many tourists, both Thai 

and foreign, attended. The Thais participated in the food offering, and 

foreigners were fascinated and photographed this practice.  

 

While B10 supports the presentation of Buddhism through Thai cultural 

performances: 

 

If cultural performances are included, it would definitely help to generate a 

strong curiosity among tourists to learn about the origin of Buddhism and the 

 

8.  As noted in the Chapter 2, Buddhist festivals and events have a strong potential to attract tourists, 

whether or not the tourists adhere to Buddhism. 
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lifestyle of Buddhist people. These descriptive details of culture can be 

explained and taught through performance.  

 

However, the academics A02 and A03 caution that Buddhist festivals should be 

managed properly in order not to disturb the peaceful atmosphere of religious sites: 

 

Temple fairs could attract tourists very well, but they should not be held too 

often because temple fairs are noisy. (A02) 

As far as other Buddhist dimensions are concerned, like Buddhist arts, 

festivals or traditions, they are all sub-elements that can be demonstrated on 

proper occasions because they may create noise and disturbance. (A03) 

 

Significantly, some participants (G02, A07 & R08) suggest explaining the meaning of 

Buddhist activities to tourists. For example: 

 

The most important of all the components and activities is that we must 

explain the origins, history and the reasons behind those practices too 

because western tourists would not believe in superstitious beliefs like us. 

They believe in principles that can be proven scientifically. (R08) 

 

(d)  Meditation and Dharma study (moral development): As noted in the literature 

review, the practice of Theravada Buddhism has three key components: following 

the precepts of the Buddha (moral development), meditation, and the development 

of wisdom. Responses from most participants (P01, P02, P03, B01, B02, B03, B04, 
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B06, B07, B08, G01, G02, R01, R02, R04, R05, R06, R07, R08, A01, A02, A03, 

A07, A08 & A10)9 suggest that the practice of Dharma and meditation are the main 

features which should be promoted to tourists. The participants consider the practice 

of Theravada Buddhism (Dharma) to be central to an experience of authentic 

Buddhism: 

 

I would like to focus on the Dharma practice program, meditation, and the 

simple lifestyle of the monks because those are the main components of 

Buddhism that can be taught to everyone regardless of sex, age, nationality, 

and religion. (G01) 

Participating in meditation and moral lessons can cover every aspect of 

Buddhist tourism and allow tourists to get involved easily. They will gain new 

interesting experiences from these lessons (meditation and following a 

monastic lifestyle). (P03) 

 

Significantly, several participants (B01, B07, G01, R02, A01, A02 & A08) are aware 

that Buddhist meditation is considered by many westerners to provide both physical 

and mental health benefits:  

 

There are several studies by westerners that conclude that meditation is 

useful for treating physical health, the brain system, and mental health. From 

 

9. Responses here are aligned with the literature reviewed in Chapter 2 (e.g. Fronsdal 1998; Wallace 

and Shapiro 2006; Davis & Hayes 2011) indicating that meditation provides benefits to both body and 
mind and that Westerners are increasingly seeking guidance in meditation for this reason. 
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what I read, there are several clinics in Europe that cure mental problems by 

means of meditation. So I would ask for a focus on meditation, because 

meditation can be practised by anyone even if they are not Buddhist. (A08) 

    

RO6, who has extensive experience of meditation, likewise affirms: 

 

The effectiveness of Vipassana meditation has been demonstrated by both 

Thai and foreign research. Other components [of Buddhist practice] such as 

the observation of the precepts and eating only two meals a day like a monk 

are also beneficial for health, diet, and detoxification.  

 

Some participants (P02, P03, B02, B04, B08, G01, R01, R04, R05 & A03) suggest 

that a temple stay program should be included in any Theravada Buddhism cultural 

tourism strategy because it can encompass all the key elements of Theravada 

Buddhism including meditation and chanting as well as aspects of Thai culture: 

 

To participate in meditation and moral lessons can cover every aspect of 

Buddhist tourism and tourists would be able to get involved easily. They will 

gain new interesting experiences from these lessons (meditation, living 

according to Buddhist morals, behaving like a monk). (P03) 

 

These participants suggest tourists could experience both mental and physical 

benefits from Theravada Buddhism cultural tourism. Some participants (P01, B08, 

G01 & R01) suggest this could be done in the form of a package tour incorporating 

religious and health tourism: 
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Concentration and praying will calm the mind, and listening to Dharma 

preaching will sustain your stability and calmness. In fact, this campaign could 

be promoted as health tourism as well as religious tourism. (B08) 

 

4.4.3 The need for a Buddhism museum 

 

Pattaya has a great many buildings constructed for tourism purposes. The 

responses of a number of participants (B01, B03, B05, B07, B09, B10, A04, A05, 

A06, A09 & A10) reflect this, suggesting that a purpose-made building should be 

constructed to house a Buddhist museum or cultural arts centre. These participants 

see such a building as a marketing focus attracting western tourists, who are 

perceived as enthusiastic consumers of cultural products: 

 

The most appropriate management structure for Theravada Buddhism tourism 

would be a museum…..The main target is foreigners, especially westerners, 

since they have enthusiasm for learning and exploring new cultures. (B01) 

I think that the management structure should be in the form of a museum 

because foreigners would prefer reading and self-learning to following 

instructions as performed in general meditation centres. The admission fee to 

such museums should not be expensive – it's a form of edutainment. (A05) 

 

BO3 describes the kind of western tourist who might be attracted by Buddhist arts 

and history, contending that such a person might be open to self-directed exploration 

of Buddhism: 
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I would like the tourism centre to be managed in the form of a museum. 

Promotion of tourism should be based on teaching and developing an 

attraction as a museum. First, the management should promote the site so as 

to attract the interest and enthusiasm of Westerners, to get them to come and 

explore, especially those Westerners who enjoy observation and self-learning. 

Similarly, if they attend the Dharma retreat centre, they will certainly have 

many questions since they are not Buddhist, questions about the what, the 

why and the how of Buddhist practices.  

 

This is supported by B05: 

 

Museums play a significant role as source of Thai culture that allows tourists 

to explore and enjoy a self-learning experience. And if tourists feel more 

interested in and fascinated by Buddhist philosophy in the museum, they 

might want to go and discover more in authentic tourist sites such as temples. 

Moreover, a management structure in the form of a museum can welcome a 

variety of tourists of different groups, ethnicities and cultures, including Thais, 

Asians and Westerners who are interested, as well as the younger 

generation.  

 

A few participants (B07, A04 & A05) suggest creating Buddhist and Thai activities in 

the cultural museum for tourists to participate in: 

 

There should be a library as well as a corner for exchanging and learning Thai 

culture, like fruit and vegetable carving, and Buddhist art drawing. These 

activities can be thought of as popular forms of creative tourism. (A04) 
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It should be a form of edutainment. After receiving basic knowledge, tourists 

will be interested in and look for authentic attractions located in local temples. 

This will help to screen tourists, so that those who are really interested in 

Buddhism will be the ones visiting peaceful places. (A05) 

 

A04 and A06 suggest adding more technology to the museum: 

 

It should be managed in the form of a modern museum focusing on utilising 

interesting up-to-date technology. (A06)  

 

4.4.4 Floating markets 

 

Other participants (B09, B10) suggest the management structure should include 

floating markets (traditional markets in which vendors ply their wares from boats) 

around temples and shows. These participants advocate the alignment of such 

presentations of Buddhist and Thai culture with the positioning of Pattaya as a place 

of tourism diversity. BO9 suggests that this kind of display of Thai culture in the 

vicinity of temples echoes the traditional close relationship between the temple and 

community life: 

 

The most interesting management structure is to construct a floating market 

inside the temple or a cultural market surrounding the temple because the 

lifestyle of Thai people in the past has been closely linked with the community, 

market, and temple, and importantly, it relied on rivers.  
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The responses of these participants appear to contradict the notion that tourists are 

attracted by ‘authentic’ displays of culture discussed in Chapter 2. Rather, they are 

more closely aligned with the notion of ‘staged authenticity’.10
 

 

On the other hand, B01 argues that the existing floating market in Pattaya lacks 

cultural authenticity and so fails to attract western visitors: 

 

At Pattaya Floating Market, the main customers are Thais, who enjoy 

shopping and taking photos. On the other hand, there are hardly any 

Westerners, because of their dislike for the constructed culture and 

environment of the market. Indeed there is no original and cultural basis for 

the market. (B01) 

 

Thus, an important issue for a Buddhism museum and other similar forms of cultural 

tourism is the degree to which staged authenticity would be acceptable to the target 

tourism market. 

 

 

 

 

 

 

 

10.  See (i) MacCannell (1973) regarding the establishment of ‘front’ sites displaying local culture to 

tourists while the everyday life of the locals is hidden from view at the ‘back’ and (ii) Cohen (1988) 
who asserts that this commoditisation can protect local culture by preventing tourism from intruding 
too much into the  ‘back’ area or real life of local culture. 
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4.5 The promotion of Theravada Buddhism cultural tourism 

 

This section incorporates responses to the following two questions asked of 

participants: 

 

 Question 5:  How might a Theravada Buddhism centre promote the Sufficiency           

Economy Philosophy?   

Question 9: What is an appropriate way to brand a Theravada Buddhist centre 

in Pattaya? 

 

Four themes concerning the issue of branding and promotion of Theravada 

Buddhism cultural tourism are identified: (i) Sufficiency Economy Philosophy-based 

promotion; (ii) government-led promotion; (iii) technology-based promotion; and (iv) 

appropriate representation. 

 

4.5.1 The application of the Sufficiency Economy Philosophy to the promotion 

of Theravada Buddhism cultural tourism 

 

The Philosophy of Sufficiency Economy is derived from the principles of Theravada 

Buddhism (see Chapters 1 and 2). Essentially, Theravada Buddhism cultural tourism 

is based on a not-for-profit business base whereas other forms of tourism are profit-

oriented. Responses from a majority of participants (P01, P02, P03, B01, B02, B03, 
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B04, B04, B05, B06, B07, B08, B09, B10, G01, G02, R01, R02, R03, R04, R05, 

R06, R07, R08, A01, A02, A03, A06, A07, A08 & A10) suggest that the promotion of 

Theravada Buddhism cultural tourism can be made compatible with the Sufficiency 

Economy Philosophy by focusing on sustainable value rather than large short-term 

profits: 

 

I think that Buddhist cultural tourism has a role to play in promoting the 

Sufficiency Economy because both focus on the same moderate practices 

and ideas about sufficiency. When we talk about religion and this kind of 

Buddhist cultural tourism, the thoughts and main purpose focus more on 

enhancing cultural value rather than monetary profit. (R01) 

Buddhist cultural tourism would also use Buddhist teaching that focuses on 

sufficiency too, emphasising obtaining sufficiency of profit from the tourists 

that come into the area without the need to build luxurious buildings. So this 

type of tourism can definitely promote the King’s Sufficiency Economy 

Philosophy. (R03) 

 

Many participants (B02, B09, B10, G02, R06, A01, A03, A04, A05 & A08) consider 

the Buddhist way of life to be closely aligned with the Sufficiency Economy 

Philosophy insomuch as it values a simple lifestyle based on traditional culture which 

can be demonstrated to foreigners who might be interested in the philosophy: 

 

Normally, a monk’s life involves sufficiency and peace without lavishness and 

luxury. When tourists see, learn, and absorb this, it amounts to the same thing 

as teaching the Philosophy of Sufficiency Economy to tourists. (A03) 
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They would see Thai spiritual values exemplified by generosity, offering food 

to monks, sharing food after offering it to monks, washing dishes together, or 

helping to clean the temple area. That is, living lives based on support and 

reliance on each other, which is also aligned with the Sufficiency Economy 

Philosophy. (R06) 

 

These responses appear to reflect a need for the principles of the Sufficiency 

Economy Philosophy to be embedded in the lifestyle of local people as a 

precondition for this philosophy to serve as a foundation for religious and cultural 

tourism. Several participants (P01, P02, B03, B07, B10, A02 & A07) assert that if 

local people can incorporate the Sufficiency Economy Philosophy in their own lives, 

it will enhance the economic well-being of their households as well as increase 

awareness of the need to preserve Thai culture. For example: 

 

If this centre is established and disseminates information about SEP theory 

and Buddhism, then this will teach local people and help them to understand 

how not to spend money extravagantly and to maintain Buddhist cultural 

traditions. (P01) 

 

A06 and A09, on the other hand, are more sceptical about the possibility of 

conveying the essence of the Sufficiency Economy Philosophy to tourists because of 

its abstract nature: 

 

However, it may be difficult to convey [these ideas] to tourists because [the 

Sufficiency Economy] is an abstract philosophy. (A06) 
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Buddhism and the Philosophy of Sufficiency Economy are related to each 

other but this may be difficult to convey to tourists concretely because it has 

never done before. (A09) 

 

However, several participants (B02, B06, B09, A01 & A05) suggest the SEP can be 

demonstrated concretely through the lifestyles of local people. Similarly, several 

academic participants (A01, A03, A05 & A08) suggest local people should learn and 

understand the theory before promoting and presenting this way of life to tourists: 

 

Villagers and hosts should learn and understand the Philosophy of Sufficiency 

Economy first and practice it as a model for tourists. After successfully 

becoming a sufficiency community, they will be able to cooperatively create a 

campaign to attract tourists. (A05)   

 

Additionally, some participants (R01, A02 & A07) assert that the promotion of 

Theravada Buddhism cultural tourism in line with the Sufficiency Economy 

Philosophy should not place as much emphasis on short-term profit as typical private 

sector initiated tourism does. The establishment of Theravada Buddhism cultural 

tourism, these participants contend, should aim to be viable even when tourist 

numbers fall: 

 

The objective of Buddhism-based tourism is not to obtain an enormous profit 

but rather to emphasise sufficiency. Even if this Buddhist centre has no 

tourists, it should be able to continue to survive. (A02) 
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When there are fewer tourists or in low season, the Buddhist centre should be 

able to survive through a natural simple way of life that is not concerned with 

profit rates. Tourists are just guests who visit and see this Thai way of life, not 

customers like those of private businesses. (R01) 

 

The notion that the values of Theravada Buddhism have little to do with return on 

investment, but rather emphasise simplicity of life is affirmed by many participants 

(R03, R05, R07, R08, B04 & A10). For example: 

 

A Buddhist cultural centre would only aim to preserve and maintain Thai 

culture, not to seek high profits from tourists as private businesses commonly 

do. (R05) 

We cannot make religion commercial by building enormous structures 

because this is opposed to the simple Buddhist way of life. (B04) 

 

Interesting, BO2 cites the promotion of tourism based on the Sufficiency Economy 

Philosophy in the north-east of Thailand as an example of ‘creative tourism’ (see 

Chapter 2), implying that a genuine appreciation of the Sufficiency Economy 

Philosophy requires an authentic, participative experience of a lifestyle based on this 

philosophy: 

 

Currently, the trend in promoting ‘creative tourism’ in the North-Eastern 

provinces in April is booming. There is a much-imitated model village that 

promotes the Sufficiency Economy Philosophy, which includes every aspect 

of culture such as food, religion, and tradition. Foreign tourists are able to live 

together with the villagers to understand and absorb the local culture, and 
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eventually they will truly understand and see the benefit of living by the 

Sufficiency Economy Philosophy. (B02) 

 

In all, participant responses support the notion of a relationship between the 

Sufficiency Economy Philosophy and Theravada Buddhism in order to develop the 

economic well-being of local households. Participants contend that the promotion of 

Theravada Buddhism cultural tourism aligned with this philosophy should start with 

raising awareness of it among local people. Significantly, participant responses 

confirm that this kind of cultural tourism can support the Sufficiency Economy 

Philosophy which is aligned to the current Thai National Development Plan. 

 

4.5.2 Promotion of tourism by relevant government organisations 

 

As discussed above (Sections 4.3 and 4.4), participants consider the Thai 

government to be a key stakeholder in the promotion of Theravada Buddhism 

cultural tourism with marketing costs a major component of the project. Several 

participants (P01, P03, R01, R06 & A10) emphasise that cultural tourism, particularly 

cultural tourism involving Buddhism, should be seen as a national issue: 

 

Thailand is the land of Buddhism. I think that the development of religious 

tourism is sensitive, so it is a national concern. (P03) 
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A majority of participant responses (P01, P02, P03, B02, B05, B08, B09, B10, G01, 

R02, R06, A02, A03, A06 & A07) suggest the promotion of tourism should be 

undertaken in a responsible manner by relevant government authorities including the 

Ministry of Culture and the Tourism Authority of Thailand in co-operation with local 

government (i.e. Pattaya Council). For example: 

 

The most appropriate way to do the marketing would involve the Ministry of 

Culture and the Pattaya Cultural Council cooperating in developing 

regulations that would prevent visitors from damaging or disturbing the 

Buddhist religion. (B02) 

The most appropriate guidelines for promotion would ensure that religion-

based tourism is controlled by relevant government organisations such as the 

Ministry of Culture in cooperation with the Tourism Authority of Thailand, 

because this part of government specifically allocates a budget for developing 

cultural tourism. (A07) 

The Ministry of Culture is the one who limits the appropriateness of Buddhist 

related activities, determining what should be promoted in which framework 

and what should not be done. As for the Tourism Authority of Thailand, they 

can provide funds to support the marketing of every kind of tourist attraction. 

(R02) 

 

These responses suggest the marketing of tourism is to a large extent a national 

government responsibility. Nevertheless, some participants argue that the marketing 

of tourism should be promoted through public-private partnerships. For example: 
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There should be integrated promotion of tourism with cooperation from both 

government and private sectors because this will make it easier to plan and 

control the promotion of tourism fairly so that no-one can gain more than 

others and also to encourage people to cherish traditional culture. (P01) 

 

A09 cites the model of Suan Mokh International Meditation centre in Southern 

Thailand as an example of successful promotion of Theravada-based cultural 

tourism using the PPP strategy: 

 

I would like to point to Suan Mokh as an example of a place that has doesn’t 

have many problems with regard to damaging Buddhist values because Suan 

Mok’s committees follow a PPP system reflecting their strength in supervising 

tourism.  

 

Although there are differences of opinion among participants regarding marketing 

stakeholders, most participants consider that government authorities should assume 

the marketing role.  

 

However, AO9 urges caution before engaging in a fully-fledged marketing campaign, 

pointing out that some tourists have been disappointed by unpleasant experiences in 

Thailand and suggesting that tourist safety needs to be ensured before marketing a 

new destination: 
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Some taxi drivers and motorcycle-taxi riders often charge an expensive 

service charge to foreigners. So I would like to ask everyone to solve this 

problem before doing any marketing of a new attraction.  

 

B06 similarly contends that the safety of tourists should be a major concern in 

promoting new forms of tourism: 

 

If there is a new tourist attraction, the most important thing we have to be 

concerned about is safety issues such as robbery, crime, or water 

transportation dangers.  

 

Overall, participant responses suggest that national government leadership in the 

marketing of Theravada-based cultural tourism is vital, although participation from 

the private sector in the form of PPPs might also be an appropriate strategy. 

Participant responses also suggest that caution should be exercised with regard to 

over-emphasis on marketing before key tourism-related issues in Pattaya have been 

resolved. 
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4.5.3 Technology-based promotion 

 

As noted in Chapter 2, information technology is becoming increasingly influential in 

the tourism industry, particularly in tourism marketing11. A majority of participant 

responses (B01, B02, B03, B04, B07, G01, R01, R04, R07, R08, A01 & A05) assert 

that information technology is the most effective tool for marketing all types of 

tourism, including religious and cultural tourism: 

I think the most effective marketing method would be social network websites, 

because more than 80% of people are using the Internet, I think, and 

customers nowadays find out a lot of things from the Internet, such as 

information and reviews about tourist attractions. This way, they can make the 

best choice for themselves. (B07) 

I think that the most suitable marketing channels for a Theravada Buddhism 

Centre are radio and the Internet or even organising a promotional tour 

package. (A01) 

The most effective public relations tool is the Internet because people can 

upload any travel picture on Facebook for their friends and followers. 

Applications are another alternative for promotion. (A05) 

 

In this regard, B04 and R04 highlight the need up-to-date information on websites 

especially for temple websites: 

 

 

11. See Dorsey et al. 2004; World Tourism Organization 2006; Yeoman 2009; Buhalis and Jun 2011. 
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I want to focus on public relations through updating information. For example, 

this temple does not have much marketing on the Internet and the information 

is not up-to-date, so not many tourists come to visit. (R04) 

 

BO4 warns that the promotion of Theravada Buddhism cultural tourism by means of 

the Internet should be undertaken with caution because of the potential for offending 

Buddhist sensibilities and trivialising Theravada Buddhist traditions: 

 

The most effective marketing method on earth is the Internet but we still have 

to take precautions because Buddhism is a very sensitive subject. We should 

prevent any damage that can be done to it like the selling of Buddha statue 

heads to tourists or the selling of antiquities that belong to Thai nation to  

foreigners as home decorations.  

 

Several participant responses (G01, R04, R07, B04 & A05) suggest temple-based 

tourism might require assistance to keep tourism websites up to date and to ensure  

promotional campaigns are culturally sensitive. 

 

4.5.4 Appropriate representation 

 

The development of cultural tourism, especially cultural tourism based on religion, 

potentially involves sensitive issues with regard to sacred traditions. Many 

participants (P03, B04, B05, B07, B09, G02, R01, R06, A08 & A10) demonstrate 

awareness of this issue, contending that if the development of such tourism is not 
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carefully monitored and controlled, it has the potential to create undesirable 

sociocultural impacts12: 

 

Buddhism is very delicate and sensitive so it would be necessary for Thai 

people to understand it first before disseminating this knowledge to foreign 

tourists correctly. (B09) 

If we present an inaccurate picture of our culture to visitors, they 

misunderstand it, which might lead to damage to religion. (B05) 

 

A Pattaya City Hall governor (P03) urges further research to prevent the 

commercialisation of Thailand’s religious heritage: 

 

There should be research about the limits of Theravada Buddhism’s suitability 

for tourism because we do not want to turn our culture and religion into a 

mere business matter or see an invasion of tourists in religious places.  

 

B05 and AO8 illustrate this with the example of the sale of sacred Buddhist images 

to tourists: 

 

For example, selling of antiques and images of the Buddha’s head or selling 

products to foreigners at a price that is too expensive. (A08) 

 

12.  As noted in the literature review, although the development of any kind of tourism can create 

economic benefits, it can also generate environmental and sociocultural impacts (Pizam & Milman 
1984; OECD 2009). See also the Laotian tourism site of Luang Prabang discussed in Chapter 2 
(UNESCO 2004; Suntikul 2008). 
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With regard to strategies to avoid trivialising Theravada Buddhism or causing offence 

to religious sensibilities, many participants (B09, R01, R03, R05, R06, R07, R08, 

A05, A06, A08 & A10) emphasise the role of hosts and the local community as 

promoters and interpreters of Theravada Buddhism for tourists. This requires locals 

to develop understanding of their own culture so they can present and explain it to 

tourists in an appropriate manner:  

 

The host who develops this attraction should be Pattaya City and the 

community. They should study the scope of Theravada Buddhism thoroughly 

before promoting it. By doing so, they will know which aspects should be 

promoted and which aspects should be monitored. (A08) 

When we promote Buddhism as our distinctive tourist attraction, we should 

know what we should do and what is prohibited in order to prevent the 

destruction of Buddhist values. We are the hosts, so we should be a good 

model. We can see now that some Thai people wear shorts or mini-skirts 

when they go to the temple, which is improper. (A05) 

 

BO7 recommends that government authorities thoroughly investigate such issues 

before beginning a campaign promoting Theravada as cultural tourism: 

 

Buddhism is a very sensitive subject. The Ministry of Culture should 

cooperate with Pattaya City Hall and the Pattaya Cultural Council in order to 

check, control, and issue regulations from the beginning.  
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A10 similarly recommends that stakeholders discuss the potential for damage to 

religious and cultural values before any tourism-promotion campaign:  

 

Before conducting promotions, relevant organisations, like government, local 

cultural associations, and people involved in Buddhism, should have a 

meeting to consult and ascertain appropriate activities and guidelines for 

tourists in order to prevent the destruction of cultural and Buddhist values.  

 

Several participants (P01, G02, B01, B07, AO6 & A07) recommend that relevant 

government authorities establish rules to ensure tourists behave appropriately. For 

example: 

Associations related to local culture should also establish rules and 

regulations for tourists. I think that most foreigners pay respect to the location 

and are strict with rules and regulations, so this operation should not be 

difficult. (A06) 

 

However, government participant GO1 provides a different perspective, advocating a 

‘hands-off’ approach in which an effort is made to educate tourists regarding 

appropriate behaviour with local communities assuming responsibility to ensure the 

religious and cultural heritage is presented appropriately to tourists: 

 

As for the appropriation of culture, the Tourism Authority of Thailand already 

focuses on the religious niche market. When we promote, we should talk 

about the do’s and don’ts when tourists visit the cultural tourist attractions, but 
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government officials like us cannot interfere with local affairs. They should be 

responsible for themselves. (G01) 

 

4.6 Additional information 

 

This section incorporates responses to the following question asked of participants: 

 

Question10:  Is there anything further you wish to add about the role of 

Theravada Buddhism or the development of Pattaya as a cultural destination 

brand? 

 

Participants provide a large number of responses in response to this question. Four 

key themes emerged from the analysis of the responses: (i) the development of 

cuisine-based on authentic Thai cuisine; (ii) community-based tourism; (iii) training 

and research in cultural tourism; and (iv) de-emphasis of modern tourism sites. 

 

4.6.1 The development of cuisine-based cultural tourism in Pattaya 

 

Many participant responses (P02, P03, B01, B10, R07, R08, A05, A06 & A10) 

suggest that authentic Thai food might be promoted to foreigners together with 

Theravada Buddhism. Pattaya is coastal area with a rich tradition of seafood-based 

dishes. These participants suggest that Pattaya could increase its attractiveness as 

a tourist destination by promoting local cuisine to tourists: 
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Another attraction of Pattaya is food because we have an abundant supply of 

seafood. We can make different dishes from them – tom yam kung, seafood 

pad Thai, fried garlic crab etc. Thai food has already gained international 

honour and popularity among foreigners. (P03) 

I would like to suggest promoting a campaign on the theme of ‘From Seafood 

to Thai Food’ because Pattaya has many shows and performances but Thai 

food is not promoted enough even though there is plenty of seafood in 

Pattaya. (A06) 

 

Some participants (B01, R08 & A10) perceive a relationship between the promotion 

of Thai food and the promotion of Theravada Buddhism. These participants suggest 

that Thai food constitutes an aspect of Theravada Buddhism cultural tourism: 

 

We may promote a combination Buddhism and Thai food tour which would 

consist of classes teaching tourists to cook Thai food so that they can give it 

to monks. (B01) 

 

RO8 supports the notion of Thai cookery classes with the food produced being 

offered to monks in line with with Thai tradition: 

 

We might promote other aspects of culture such as Thai food along with 

Buddhist cultural tourism because Pattaya is famous for seafood and it can be 

used for cooking many ancient Thai dishes. We can relate it to Buddhism as 

the ancient Thai people have to cook food perfectly by themselves in order to 

offer it to monks in the morning or during other Buddhist ceremonies.  
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And AO5 recommends the promotion of the flavour and health benefits of Thai herbs 

as an integral aspect of authentic Thai cuisine: 

 

I would like to suggest additional promotion by emphasising cooking with 

original Thai recipes without using the kind of modified recipe used in some 

Thai restaurants in foreign countries. There are many types of herbs in 

Thailand and if we provide knowledge about the benefits of these herbs for 

health and food, I think it will definitely interest foreigners.  

 

These responses reflect the potential development of cultural tourism based on both 

tangible and intangible capital.13  

 

 

4.6.2 Community-based tourism 

 

As noted in Chapter 1, Pattaya began as a small fishing village. Many participants 

(B02, B04, B05, B06, B08, B09, G01, R01, R03, R06, A06 & A09) express 

awareness of the loss of much of the traditional fishing culture as a result of rapid 

tourism expansion. Responses from several participants (B02, B05, B06, B09, G01, 

R06 & A09) suggest Pattaya should support community-based cultural tourism 

 

13. The promotion of Thai food might benefit from the experience of the ‘ Welcome Labs Program’ in 
Paris (OECD 2014). 
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involving fishing communities as a means of preserving the traditional culture of 

Pattaya: 

 

As for the development of cultural tourism, I think that it should involve the 

lifestyle of people such as fishermen and homestays that are fading into the 

past. (B05) 

 

Some participants (B06, B09, G01, R03 & R06) suggest Na Kluea, an area in which 

several old villages exist where the traditional fishing lifestyle is still followed, as a 

possible cultural tourism attraction in the Pattaya area: 

 

Pattaya can develop living lifestyle-based educational tourism in the fishing 

communities and the old villages in Na Kluea because they have authentic 

Thai culture and traditions which might be lost in the future. (B09) 

 

GO1 agrees:   

 

The Na Kleua market also has the old community, morning market and a 

traditional way of life that can show authentic Thai culture to tourists.  

 

BO6 suggests that such community-based tourism could be aligned with Theravada 

Buddhism because of the strong relationship between Buddhism and the Thai way of 

life: 
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There is another interesting element which is the traditional lifestyle of the Na-

Gluea people in Pattaya. This lifestyle has been an old fishing community for 

over hundred years. We should promote homestays, food markets, and the 

way people give food to monks, all of which are Thai Buddhism-related 

traditions.  

 

These participant responses suggest that the local way of life in Pattaya could be 

promoted to tourists as an additional aspect of Pattaya’s attractiveness as a cultural 

tourism destination and that these forms of cultural tourism can be combined with 

Theravada cultural tourism to enhance its value.  

 

4.6.3 Tourism training, education, and research   

 

Training and education are recurring themes in many participant responses, 

particularly those of academics (B01, B05, R02, R04, R06, A01, A02, A03, A04, A06, 

A08 & A09). Academic participants (A01, A03, A04, A06, A08 & A09) are aware of 

the importance of the development of human resources, research and education for 

the tourism industry. Academic participants tend to emphasise the role of local 

people in presenting and promoting Thai culture to foreigners. Thus, academic 

participants contend it is necessary to provide information and training to locals. For 

example: 
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I would like to suggest tourism personnel training regarding understanding 

Buddhism and foreign language training to assist foreigners from various 

countries interested in this Theravada Buddhism-based tourism. (A03) 

 

Other participants (B04, R05 and R08) suggest that a training programme for 

Pattaya residents would help to ensure Theravada Buddhism is promoted in a 

sensitive manner: 

 

Public relations should start with establishing a training program for local 

people. If they understand the principles of developing Buddhism-based 

cultural tourism, they will be aware of this point, know the limits of Buddhism 

tourism promotion, know how to promote it in a suitable way, and be able to 

give correct information to tourists. (R05) 

 

Other academics and a few business participants (A01, A02, A03, A06, B01 & B05) 

concur that there is a need to develop human resources, suggesting that relevant 

government authorities should provide training programs for locals dealing with such 

subjects as Buddhist culture and the Sufficiency Economy Philosophy: 

 

They should provide training in Sufficiency Economy knowledge and urge 

villagers to follow the Philosophy of Sufficiency Economy without fooling 

tourists. (A01) 

I would like to stress personnel training. The host whose role is to welcome 

tourists should first understand Buddhism thoroughly in order to provide 

correct information to tourists. (A06) 
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Several participants (A04, B05, A08 & A09) advocate the role of academics as 

tourism and cultural researchers and educators in the development of Theravada 

Buddhism cultural tourism. These participants suggest that tourism scholars should 

undertake research to produce knowledge which can be used by the host community 

in order to develop the tourism industry. For example: 

 

I would like to suggest the participation of scholars in developing cultural 

tourism, like conducting research into developing community-based tourism 

and providing and teaching knowledge of tourism management to the 

community. If the community has knowledge and understanding of this type of 

tourism, this type of tourism will easily be successful. (A04) 

And I would like to support the idea of developing tourism research or cultural 

tourism research like this in the Pattaya area or other tourism areas. This is 

because Thailand has culture as its main tourism resource. (A09) 

 

Although there are some differences of opinion regarding the development of training 

and research, the research outcomes suggests that training programs for locals and 

research into cultural tourism would be useful elements of an overall strategy for the 

development of Theravada Buddhism cultural tourism. 

 

4.6.4 De-emphasis of modern tourism sites 

 

As noted in Chapter 1, many Pattaya tourist attractions are recent constructions 

designed specifically for the tourist industry. Indeed, AO9 states: 
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Most of Pattaya’s tourism is just mass tourism.  

 

Other participants (B03, B04, R07 & A01) demonstrate awareness of this point and 

tend to support the development of cultural tourism rather than inauthentic modern 

tourism constructions: 

 

Pattaya should promote more cultural tourism in their tourism promotions 

because it costs less compared to commercial constructions and we can also 

receive long-term and sustainable benefits. (B08) 

I agree that Pattaya should start sustainable tourism by relying on the culture 

and religion because religion is something we already have and do not need 

to invest a lot in but it can provide a long term profit. It is better than focusing 

on constructing a man-made destination that would yield a huge amount profit 

in the short term but is not long-lasting like culture. (R07) 

 

Participant responses (B02, B07, B08, B09, G02, R01, R03, R04 & R07) seem to 

support the integration of cultural tourism into the Pattaya tourism plan, and suggest 

that cultural tourism, particularly cultural tourism based on Theravada Buddhism, 

might not increase congestion in Pattaya as other forms of mass tourism do: 

 

I would like the local administration (Pattaya City Hall) to integrate Buddhism 

cultural tourism into the plan seriously because it is a low-cost investment 

project that can give long lasting profit. Thai culture can be added to Pattaya 

tourism to increase its value. Even if it does not have huge economic potential 

like entertainment-based tourist attractions, it really has enormous spiritual 

value for the locals as well as the tourists. (G02) 
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Some participants (B03, B04, A01) point to the development of religious tourism in 

Laos as an example of a site which has developed religious tourism without creating 

purpose-built tourism attractions: 

 

It would be better if the people who are responsible of this project to visit 

Luang Phra Bang in Laos in order to study how they manage their tourism 

system because they have a stronger base in religion tourism than in man-

made attractions. (B03) 

 

As an alternative to the construction of new tourism sites, RO4 recommends creating 

tourist routes based on Theravada Buddhism: 

 

Pattaya has never had original plans for making a temple tourism map like 

other provinces so I think we should develop a route map such as route for 

visiting nine temples in Pattaya. (R04) 

 

As a means of addressing the increasingly commercial nature of tourism in Pattaya, 

AO1 suggests that local government (Pattaya City Hall) should monitor and limit the 

construction of new tourism sites: 

 

I would like to suggest developing tourism by emphasising the participation of 

villagers and the community. If some peaceful area is necessary for this 

project as a place for anchoring people’s minds through the promotion of 



184 
 

cultural and religious tourism, local government should inspect and limit 

building construction, light and sound. (A01) 

 

PO1 and P03 add that cooperation between stakeholders in tourism is necessary to 

develop and promote new tourist attractions appropriately: 

 

In order to promote and establish a new tourist attraction, integrated 

cooperation between national government, regional government, the private 

sector, and locals is necessary because then the problems that will come after 

the new tourism project has been completed can be solved more easily by 

including many people so they can come up with plans to improve new 

attractions. (P01) 

 

Responses from the above participants reflect the fact that congestion and other 

socio-environmental effects of tourism are matters of concern in the Pattaya area 

and suggest that the lack of promotion of cultural tourism in Pattaya is a key gap in 

professional practice. 

 

4.7 Conclusion 

 

The majority of responses are supportive of Theravada Buddhism as cultural tourism 

venture as detailed above. Several key outcomes emerge from the analysis of the 

broad range of participant responses elicited by the interviews, many of which reflect 
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the four key issues iterated in Chapter 1. The key research outcomes are shown in 

the following table (Table 3): 

Table 3: Research Outcomes derived from themes (Sections 4.1-4.5) 

 

Topic (Themes) Key research outcomes 

 
4.1  Cultural and economic benefits                            
4.1.1 The value of cultural tourism                                 
4.1.2 Economic benefits 
 

 
1. The economic value of Theravada 
Buddhism for cultural tourism in Pattaya 

 
4.2 Tourism image                                                           
4.2.1  Enhancing Pattaya’s image                                    
4.2.2  Theravada Buddhism cultural tourism as a novel 
form of tourism for Pattaya 
 

 
2. Theravada Buddhism as cultural heritage 
3. Enlarging tourism diversity in Pattaya 

 
4.3 Stakeholders and investors                                    
4.3.1  Major stakeholders                                                
4.3.2  Sources of investment                                             
4.3.3  Set-up costs 

 
4. Clarifying potential stakeholder 
involvement 
5. Investment 
6. Funding set-up costs (e.g. maintenance, 
human resources development,  and 
marketing costs) 
 

 
4.4 The form of Theravada Buddhism cultural tourism 
in Pattaya 
4.4.1  A Buddhist and cultural learning centre and 
Buddhist retreat centre 
4.4.2  The need for creative activities involving 
Theravada Buddhism 
4.4.3  The need for a Buddhism museum 
4.4.4  Floating markets 
 

 

7. Potential tourist involvement with 
Theravada Buddhism 

 
4.5 The promotion of Theravada Buddhism cultural 
tourism 
4.5.1 The application of the Sufficiency Economy 
Philosophy to the promotion of Theravada Buddhism 
cultural tourism 
4.5.2 Promotion of tourism by relevant government 
organisations 
4.5.3 Technology-based promotion 
4.5.4 Appropriate representation 
 

 

8. Maintaining Theravada Buddhist values 
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In Chapter 5, the key outcomes of this Chapter are synthesised as the foundation for 

a proposal for the development of Theravada Buddhism cultural tourism to be 

integrated with the Pattaya Tourism Strategic Plan. 
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Chapter 5 

 Research outcomes and synthesis 

 

This chapter presents both the research outcomes and a synthesis of the key issues 

derived from participant’s responses in Chapter 4. These key issues are embedded 

within the evaluative framework and are directly relevant to the research questions. 

In this chapter, the participants are coded according to the same schema described 

in Chapter 3, namely Pattaya City Hall governors (P), business people involved in 

the tourism industry in Pattaya (B), religious people in Pattaya (R), national 

government authorities responsible for policy involving aspects of religious and 

cultural tourism (G), and academics whose research is related to religious and 

cultural tourism (A). The data analysis in Chapter 4 identifies six issues comprising 

19 themes derived from participants’ responses. Eight key research outcomes are 

derived from this analysis as follows:  

 

5.1 The economic value of Theravada Buddhism for cultural tourism in Pattaya 

5.2 Theravada Buddhism as cultural heritage 

5.3 Enlarging tourism diversity in Pattaya 

5.4 Clarifying potential stakeholder involvement 

5.5 Investment 

5.6 Funding (maintenance and marketing costs) 
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5.7 Potential tourist involvement with Theravada Buddhism 

5.8 Maintaining Theravada Buddhist values 

 

5.1 The economic value of Theravada Buddhism for cultural tourism in Pattaya 

 

The research outcomes suggest that although cultural tourism has never been 

promoted in Pattaya, Theravada Buddhism cultural tourism could make a significant 

contribution to the economy of Pattaya. Although some participants (e.g. B02 & B03) 

question the propriety of combining Buddhism with profit-making pursuits, and 

several participants emphasise the importance of preserving the cultural value of 

Buddhism rather than the potential economic benefits of developing tourism on the 

basis of Buddhist culture, most participants welcomed the potential economic 

benefits of developing Theravada Buddhism cultural tourism in Pattaya. The 

research results indicate Theravada Buddhism cultural tourism could generate 

economic value for Pattaya in three key ways. It could: 

 

a) Generate additional tourism revenue for Pattaya: As noted in Chapter 1, the 

tourism industry is the main source of income for Pattaya and plays a key role in 

economic development in Thailand and many other developing countries, so it is not 

surprising that the development of new types of tourism could attract a new segment 

of the tourism market bringing with it significant amounts of foreign currency to 

Thailand. As one of the academic participants contends, additional tourism revenue 

generated by tourists interested in Buddhism and Buddhist culture is likely to be 
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modest, especially given the non-commercial nature of Buddhism. Certainly, the 

development of Buddhism-based cultural tourism would generate a small proportion 

of tourism revenue in Pattaya. Its contribution to the economic development of 

Pattaya, however, could still be significant. 

 

b) Encourage sustainable economic growth: The research outcomes also suggest 

that the development of Theravada Buddhism cultural tourism can produce-long term 

economic value, avoiding the risk of the collapse of tourism interest in expensive 

projects inherent in the venture of producing commercial entertainment venues. 

 

The finding that the development of Theravada Buddhism cultural tourism has 

economic value is supported by the majority of participants in all groups (e.g. P01, 

B04, G02, R01 & A02). Significantly, local government participants were in favour of 

developing this type of tourism on the grounds that development of tourism in 

Pattaya is over-commercialised and creates congestion in the Pattaya area (as 

mentioned in Chapter 1). Many participants recognise the problem of tourism 

congestion and lack of cultural tourism promotion in Pattaya. It is significant that a 

Pattaya City Hall participant who is directly responsible for developing the Pattaya 

tourism plan expressed concern regarding this point with reference to the example of 

a purpose-built tourist attraction (a waterpark) being constructed with the aid of 

foreign investment. Mentioning the Suan Siam Waterpark in Bangkok as an example 

of an expensive venture based on the construction of a mass tourism attraction 

which eventually failed due to waning interest, this participant suggested that 
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although this project is likely to generate large profits in the short term, its capacity to 

attract tourists might not be sustainable over the long term. 

 

This prediction reflects the tourism life cycle theory of Butler (1980) discussed in 

Chapter 1 which states that tourist routes often begin to decline when the number of 

visitors approaches the peak carrying capacity. This occurs because the 

sociocultural and environmental effect of excessive tourism development reduces 

the attractiveness of the site. This theory therefore implies that Pattaya requires the 

development of a sustainable tourism industry to avoid such an outcome. The 

research suggests that the development of Theravada Buddhist cultural tourism can 

underpin sustainable economic growth in Pattaya. 

 

c) Develop the local economy: The research results suggest that the development of 

this type of tourism will reap dividends in terms of the development of the local 

economy. This prediction is supported by government participants (e.g. P02 & G01). 

For example, money invested in improving tourism infrastructure in Pattaya to 

prepare for the development of Theravada Buddhism cultural tourism will benefit 

both local people and visitors. The potential for tourism to benefit locals through 

infrastructure development is aligned with Richardson (2010). In addition, the profits 

produced as a result of cultural tourism development would boost local government 

budgets, allowing funds to be spent to alleviate some of the socio-environmental 

problems caused by over-commercial tourism development in Pattaya noted in 

Chapter 1, such as road congestion, inadequate waste water disposal systems, and 

beach pollution. This finding is supported by the experience of Luang Prabang 
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discussed in Chapter 2, where cultural and religious tourism supports socioeconomic 

development by generating revenue for infrastructure development (UNESCO 2004). 

 

In addition, the research results indicate that the development of Theravada 

Buddhism cultural tourism has the potential to benefit local households by providing 

employment, including creative and rewarding new jobs involving Thai culture. For 

instance, the development of Theravada Buddhism cultural tourism would create a 

market for souvenirs expressing authentic Thai Buddhist culture and for 

performances featuring elements of Thai culture related to Buddhism, in turn creating 

a demand for the labour of skilled artisans, artists and performers. Other forms of 

employment, such as selling incense and flowers to tourists to place before Buddhist 

altars, would also be generated. As noted in the literature review, the development of 

all kinds of tourism, including cultural tourism, can yield long-term economic benefits 

to locals and increase the rate of employment (UNESCO 2006; OECD 2009; Smith 

2003).  

 

Furthermore, the small-scale production encouraged by this kind of tourism requires 

a diversity of skills and promotes gender equity (Richardson 2010). The notion that 

tourism involving Theravada Buddhism would have economic value and foster social 

development is affirmed by participants in all groups (e.g. P01, G02, R07 & A01). 

The research results also reveal that some of the money gained through tourism 

employment is likely to be spent on the education of children, further improving the 

future quality of life of local households. Several participants, especially religious 
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people (e.g. B05, R01, R04 & R07) suggest that the development of novel 

sustainable forms of tourism could benefit locals in this way.  

 

The research suggests Pattaya City Hall and relevant government authorities should 

endeavour to develop this type of tourism because of its potential to stimulate 

sustainable economic growth in Pattaya by increasing the number of cultural tourists 

and thereby developing a niche market. Religious participants and some tourism 

academics also support this idea, contending that the centrality of Theravada 

Buddhism to Thai culture means the development of Buddhism cultural tourism does 

not require as much financial investment as other man-made tourist constructions in 

Pattaya. As a key element of Thai culture, Buddhism can provide the basis for 

tourism over the long term – in other words, it is sustainable. 

 

5.2 Theravada Buddhism as cultural heritage 

 

The research outcomes indicate that the development of Theravada Buddhism 

cultural tourism has great potential to promote Thai cultural heritage and preserve 

Thai culture. By doing so, it also has the potential to improve the image of Pattaya to 

some degree. As noted in Chapter 1 and 2, Theravada Buddhism has played a 

central role in Thai culture for many centuries (Kusalasaya 1965) and is a pervasive 

influence on Thai culture (Mahachulalongkorn University 2012). This strong 

relationship between Thai culture and Buddhism is confirmed by all participants, and 
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indeed a majority of participants (e.g. P03, B04, G02, R01 & A02) express a strong 

appreciation of the value of Buddhism as a central aspect of Thai cultural heritage.  

 

This is consistent with the notion that the cultural heritage of Theravada Buddhism is 

a form of cultural capital and a prerequisite for cultural tourism, as discussed in 

Chapter 2 (Macbeth et al. 2004; Jeannotte 2005; Jacobs 2011) and therefore an 

important economic asset (Thorsby 1999). Cultural capital is closely linked to locals’ 

knowledge of both tangible and intangible culture including traditional folkways 

(Jeannotte 2005). The research results indicate that the cultural heritage of 

Theravada Buddhism can be presented and sold to tourists in the form of both 

tangible products and intangible experiences – exposure to Buddhist architecture, 

traditions, rituals, language, events and festivals, and the Buddhist way of life. The 

promotion of Theravada Buddhism as a central aspect of Thai culture has the 

potential to be a channel for the presentation of Thai culture to the world. 

 

The research outcomes suggest religious spaces such as temples are ideal sites for 

the presentation of Thai culture (see, for example, the responses of G02, R07 and 

R08). Temples are involved in many aspects of Thai culture and daily life, such as 

arts, festivals, rituals, and rites of passage, as noted in the literature review 

(Kusalasaya 1965). Thus, the research outcomes suggest temples are peaceful 

areas in which tourists can experience key aspects of the Thai way of life: local Thais 

paying respect to monks and elderly people, displaying traditional Thai friendliness 

and manners, and making merit by offering food to monks. This culture can be 

presented naturally to tourists. 
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The research outcomes also indicate that the promotion of Theravada Buddhism 

cultural tourism has the potential to increase awareness among Thais of the need to 

preserve Thai culture and identity. The appropriate promotion of Theravada 

Buddhism as cultural heritage has the potential not only to generate economic 

benefits for Pattaya, but also to conserve Thai culture. This potential was noted by a 

majority of participants in all groups (e.g. P01, B01, R04, A04 and R05). In particular, 

this type of tourism might encourage the transfer of Thai culture from elders to the 

new generation, a point raised by several tourism business and academic 

participants (B05, B08 and A04). Thus, the research outcomes suggest that if 

Buddhist culture were to be promoted appropriately, the new generation would 

absorb these traditions and rituals from the elders, and their observance of the 

Buddhist way of life could be shown to tourists in a natural and sensitive way. That 

tourism based on the cultural heritage of Theravada Buddhism has potential to 

preserve Thai culture and identity is supported by literature reviewed in Chapter 2 

such as Palmer (1999), Marceszewska (2006) and Robinson and Picard (2006). 

Furthermore, this result agrees with the outcomes of a case study of Theravada 

Buddhism cultural tourism in Luang Prabang in the Lao PDR (UNESCO 2004) which 

suggest cultural tourism can contribute to the preservation of traditional culture and 

the conservation of cultural heritage sites. 

 

The results also indicate that the cultural heritage of Theravada Buddhism could help 

Pattaya improve its image, and indeed Pattaya might even come to be thought of as 

a cultural destination option for tourists visiting Bangkok and its environs. This point 

is supported by many participants (e.g. P02, R01, B01 & G02). Several participants 

(e.g. P03, A01, A05 & A07) further suggest that cultural tourism involving Theravada 
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Buddhism might boost interest in both Thai culture and Buddhism, perhaps even 

encouraging foreigners to follow Buddhist beliefs and practices or strengthening the 

faith and practice of local Thai Buddhists. Such an effect would also increase the 

attractiveness of the site for non-Buddhist westerners who seek experiences of 

traditional culture and spirituality different from that of western cultures.  

 

This result is aligned with the literature reviewed in Chapter 2 indicating that cultural 

tourism can create a positive image for destinations. It should be noted that a 

positive image has an important role to play in increasing the effectiveness of 

tourism marketing and in attracting better-educated, wealthier tourists (OECD 2009; 

Morgan et al. 2011; Trakarnsiriwanij 2009). On the other hand, several academic 

participants (e.g. A03, A05 & A09) argue that it is difficult for Pattaya to change its 

image rapidly because of its current position and history as an entertainment hub. 

Overall, however, the research suggests that if development of Theravada 

Buddhism-based cultural tourism were to occur, it would help Pattaya to improve and 

broaden its image to some degree. 

 

Many participant responses (e.g. A10, A02, G01, R02 & R04) discuss the degree to 

which Theravada Buddhism cultural tourism could improve the image of Pattaya, 

generally concluding that it would have a small but significant effect. The research 

outcomes suggest two key ways in which Pattaya’s image could be improved 

through Theravada Buddhism-based cultural tourism: first, the development of this 

type of tourism would not involve the creation of more inauthentic modern tourist 

attractions, but rather rely on the utilisation of existing peaceful spaces and cultural 
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heritage which can attract tourists through exposing them to the charming aspects of 

Thai culture. Second, the promotion of Theravada Buddhism might improve the 

moral development of the host community, encouraging them to serve and interact 

with tourists so as to create a positive image of the area. 

 

5.3 Enlarging tourism diversity in Pattaya 

 

The research outcomes indicate that Theravada-based cultural tourism could 

enlarge tourism diversity in Pattaya. As many participants (e.g. P01, P03, R03, B02, 

G02 & A07) remark, Theravada Buddhism cultural tourism is a new form of tourism 

for Pattaya. Theravada-based cultural tourism could add value by becoming an 

alternative for tourists which complements existing forms of tourism (as suggested 

by, P03, G02, A02, A04, A05 and A07, for example). One government official 

participant who works in a role related to tourism marketing (G01) remarks that 

Pattaya, with its many entertainment venues, could be thought of as an evening 

destination where relatively few tourism activities take place in the morning. In 

contrast, Buddhist rituals and activities usually take place from early morning until 

noon.   

 

Significantly, the research outcomes indicate that Theravada Buddhism cultural 

tourism could fill the gaps in the Pattaya Tourism plan identified in Chapter 1. 

Deficiencies in current government planning regarding cultural tourism in Pattaya 

were mentioned by religious participants (e.g. R03 & R04); Pattaya has several 
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religious sites with the potential to attract cultural tourists but this potential has been 

neglected by local governments in their promotion of tourism in Pattaya in favour of 

the promotion of commercial tourist attractions. Commercial development can attract 

a variety of tourists and lead to rapid tourism growth which results in congestion and 

undesirable social effects. Moreover, the rapid tourism growth stimulated by 

commercial development is frequently a short-term phenomenon. As A03 points out, 

Siam Waterpark in Bangkok attracted a large number of tourists when it opened, but 

the number of visitors fell rapidly thereafter. The unsustainability of much commercial 

development was noted by many participants, including local governors in Pattaya 

(e.g. P02, B02, B03, R03 & A03). 

 

A further source of diversity is the potential for creative tourism. Participants’ 

responses, particularly those of academics, suggest that this novel form of tourism 

could be a significant aspect of Theravada Buddhism cultural tourism in Pattaya. By 

means of creative tourism based on Theravada Buddhism, tourists would gain new 

experiences through involvement in Buddhist and cultural activities such as 

meditation (Vipassana), cooking Thai food for monks and Thai performances. 

Several participants comment that this is a form of ‘edutainment’ tourism where 

tourists can learn from and share experiences with their hosts. As such, it is aligned 

with the contention of Urry (2002), discussed in the literature review, that cultural 

tourism incorporates both education and entertainment. This kind of creative tourism 

would also exemplify Cohen’s (2006) notion of religious tourism as a service 

providing both spiritual experiences and education. 
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The research outcomes suggest that the development of such cultural tourism has 

the potential to broaden the range of tourism target groups for Pattaya to include 

cultural tourists including family groups, students, elderly people and people 

interested in Buddhism and its practices. This contention was supported by several 

participants (e.g. P01, P03 & B02). A religious participant suggests these cultural 

tourists are likely to make a greater contribution to Pattaya’s tourism industry than 

ordinary tourists. This new target group is aligned with the characteristics of ‘cultural 

tourists’ as defined by Richards (2001) and Smith (2003). According to Smith (2003), 

the key characteristic separating cultural tourists from other tourists is their desire for 

both difference from their own culture and authenticity in their experience of other 

cultures. 

 

Cultural tourists with an interest in Buddhism can be considered to be a niche market 

in Pattaya tourism with the potential to generate more income per tourist than mass 

tourism. Robinson and Novelli (2005) and Silverberg (1995) identify several 

characteristics of cultural tourists which make attracting them particularly worthwhile: 

they are wealthier, spend more money during their stay, and stay longer than the 

average tourist. In addition, they have a higher level of education, which makes them 

more likely to be sensitive to and respectful towards local cultural mores (Richards 

1996).  

 

Thus, the research results suggest that if Pattaya were to develop Theravada 

Buddhism cultural tourism, it would constitute a novel element in Pattaya’s tourism 

industry attracting a niche market composed of ‘good-quality’ tourists who have a 
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greater propensity to spend money while travelling. This niche market can be further 

subdivided: Theravada Buddhism cultural tourism could be combined with other 

types of tourism to serve various groups of cultural tourists. For instance, participant 

A05 suggests that health tourism involving Buddhist practices might be suitable for 

elderly cultural tourists. This could involve meditation classes or courses on healthy 

vegetarianism. An empirical study by Chen et al. (2009) found that yoga (which can 

be considered a form of meditation) can improve the mental and physical health of 

elderly people. Such a shift would be aligned to the current trend for a shift away 

from mass tourism towards niche markets identified by Richards (2011). It would 

also be aligned with Yeoman’s (2009) prediction of a greater role for cultural tourism 

as larger numbers of people around the world gain access to education and wealth 

through economic growth. 

 

5.4 Clarifying potential stakeholder involvement 

 

Participant responses regarding the stakeholders who should take leading roles in 

the management and development of Theravada-based cultural tourism were varied 

and conflicting, perhaps because of the broad range of roles, work experience and 

background among participants. Some participants (e.g. R02, A01 and A10) 

consider that the management role should be taken on by the local government 

alone because it has the power to develop and control the tourism industry in 

Pattaya. Significantly, the local government’s ability to fund development is greater 

than that of other stakeholders such as local and religious people. On the other 

hand, a few academic participants (A02 and A05) argue that the main stakeholders 
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involved in managing Theravada-based cultural tourism should be local people 

because the close connection between Theravada Buddhism and Thai culture 

means it is local monks and religious people who understand Theravada Buddhism 

and its connection with local culture best. Religious people, they contend, have a 

better understanding of which aspects of Buddhism should be promoted with 

sensitivity. 

 

Overall, the research outcomes suggest that the stakeholder with the most important 

role in managing this venture should be the local government (i.e. Pattaya City Hall) 

in conjunction with tourism partnerships in local areas with stakeholders such as the 

Pattaya Cultural Council, Pattaya Hotel and Tourism Association and other private 

sector organisations. This result was supported by many participants (e.g. B01, B05, 

A02 & A03), and in particular Pattaya City Hall participants (e.g. P01, P02, P03). The 

rationale for choosing the local government (Pattaya City Hall) as the main 

stakeholder involved in managing the development of Theravada Buddhism cultural 

tourism is based on three key considerations. Firstly, Pattaya City Hall has 

experience in the development and promotion of new types of tourism. Tourism 

planners in Pattaya City Hall understand the nature of tourism in Pattaya and the 

local socioeconomic context in greater depth than other organisations such as the 

national Ministry of Culture or the Tourism Authority of Thailand.  

 

Secondly, Pattaya City Hall has direct responsibility for the creation and 

development of Pattaya development plans, which encompass a broad range of 

projects to encourage socioeconomic development in Pattaya, including plans for the 
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development of tourism (as noted in Chapter 1). Under the National Government 

Organisation Act, BE 2534 (1991), Pattaya, like Bangkok but unlike other cities in 

Thailand, has an independent local government capable of developing policies 

tailored to particular local needs (Pattaya City Hall n.d.). Pattaya City Hall also has a 

direct responsibility for addressing the social and economic problems which 

Theravada-based cultural tourism might assist in ameliorating. These problems 

include loss of cultural identity due to mass tourism and the budgetary and social 

problems caused by the large numbers of migrants to Pattaya from other provinces, 

as noted in Chapter 1. One government participant suggests, for example, that 

cultural tourism based on Theravada Buddhism might generate tourism revenue 

which provides extra funds for the local government to support and extend the 

infrastructure system for non-registered residents of Pattaya.  

 

Finally, the local government has close relationships with other stakeholders at the 

national, regional and community level, such as the Ministry of Culture, the Tourism 

Authority of Thailand, the Pattaya Hotel Association, the Pattaya Tourist Guide 

Society, the Pattaya Business and Tourism association and the Pattaya Cultural 

Council. Such relationships, noted by several participants (e.g. P01, P02, B01, B02, 

A03, A09 & A10), are vital in creating successful tourism projects. Collaboration 

between stakeholders can assist Pattaya in raising funds to develop Theravada 

Buddhism cultural tourism and in marketing Pattaya as a cultural destination. 

 

Several academic participants (e.g. A06, A08, A09 & A10) support the involvement 

of Pattaya City Hall in Public-Private Partnerships (PPPs) involving tourism. This 
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point was illustrated with reference to a recent community cultural festival and local 

market developed through cooperation between local government and tourism 

partnerships (P01). The success of this festival (the Na Kluea Festival), which 

attracted a large number of tourists who spent liberally on the purchase of local 

foods and traditional souvenirs, was due to cooperation between Pattaya City Hall 

and a range of other tourism stakeholders including the Tourism Authority of 

Thailand, the Ministry of Culture and private sector (tourism and hospitality 

businesses) in Pattaya. One participant (A09) pointed out the Suan Mokh 

International Dharma Heritage Site in Southern Thailand as an example of the 

successful use of the PPP strategy to develop and manage Theravada Buddhism 

cultural tourism. 

 

The importance of including a range of tourism stakeholders and developing tourism 

through partnerships is noted in Chapter 2, where the promotion of religious tourism 

through PPPs in Korea and the restoration of a historical market in the Philippines is 

discussed (OECD 2009). Partnerships in tourism can be effective means of 

developing tourism sites while maintaining cultural and heritage resources (Gabriela 

et al. 2013; Lacy et al. 2002). This is especially true when the partners have a 

diverse range of professional expertise (Selin 1999). 
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Bramwell and Lane (2000) identify four key advantages of collaboration between 

tourism stakeholders in developing sustainable tourism policy: 

 

(i) It enables a variety of tourism resources to be promoted with greater 

consideration of local cultural sensitivities and sustainability issues; 

(ii) It makes use of the wide range of experience and expertise possessed by tourism 

stakeholders to increase the efficiency of tourism development; 

(iii) It ensures that the return on investment in tourism development is reasonable, 

with concerns regarding the impact of tourism on all tourism stakeholders taken into 

account so as to develop equitable and sustainable tourism policy; and  

(iv) By democratising the decision-making process, it empowers stakeholders and 

develops their expertise. 

 

Both research outcomes and prior literature, then, suggest that sustainable 

development of Theravada Buddhism cultural tourism in Pattaya is best 

accomplished under the leadership of local government in partnership with other 

tourism stakeholders. 
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5.5 Investment 

 

The research results indicate that the main investor in Theravada Buddhism cultural 

tourism in Pattaya should be government authorities responsible for culture and 

tourism such as the Ministry of Culture, Department of Tourism and Tourism 

Authority of Thailand. Although some participants (e.g. B02, A03 & A09) favoured 

other sources of investment such as local government or the private sector, a 

majority of participants (e.g. P01, B06, R06 & A07) consider that this venture should 

be funded by national government authorities. In particular, Pattaya City Hall 

participants (P01, P02 & P03), who have working experience in the development of 

tourism and tourism management in Pattaya, contend that the national government 

should provide funds to establish and develop this venture, while Pattaya should 

manage this type of tourism in co-operation with non-government tourism 

partnerships. The significance of the role of local government in developing tourism 

is supported by the findings of Wilson et al. (2001), who identify development and 

maintenance of necessary infrastructure, appropriate zoning, community 

maintenance and the facilitation of employment training as key elements of the local 

government's role in supporting the tourist industry. 

 

In addition, Pattaya City Hall participants suggest that the Tourism Authority of 

Thailand might also fund marketing campaigns for Theravada Buddhism cultural 

tourism in cooperation with Pattaya and local tourism businesses. As mentioned in 

Section 5.4, some participants (e.g. P01 & A09) emphasised the success of previous 

tourism projects funded by the Ministry of Culture and the Tourism Authority of 
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Thailand and the considerable degree of experience in managing such projects 

possessed by national government officials. 

 

As noted in Chapter 2, joint investment by both the public and private sectors is a 

key mechanism for the rapid development of tourism (OECD 2009). However, while 

research participants acknowledge the role of public-private partnerships, they 

emphasise the funding responsibilities of the national government. The development 

of tourism infrastructure to spur local economic growth is considered to be a national 

government responsibility in Thailand (Ministry of Tourism and Sports 2010). 

According to their respective mission statements, the Thai Ministry of Culture has 

direct responsibility for culture and heritage involving Theravada Buddhism, while the 

Ministry of Tourism and Sports and the Tourism Authority of Thailand are 

responsible for investment in tourism marketing and infrastructure so as to develop 

and promote Thai tourism (Ministry of Tourism and Sports 2010; Tourism Authority of 

Thailand 2014a).  

 

This result is consistent with the contentions of Doswell (1997) and Hall (2007) that 

the development and support of tourism promotion is a crucial part of the 

government’s role. Akama (2002) investigated the role of the government in the 

development of tourism in Kenya and found that the government might be the only 

stakeholder in developing countries able to organise diverse sectors of the economy 

(including tourism promotion and education and training) so as to encourage the 

development of tourism.  
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Regarding the return on investment (ROI) of promoting Theravada Buddhism cultural 

tourism in Pattaya, four key themes were identified in the data:  low potential for high 

profits, but high potential for long-term sustainability; the potential for multiplier 

effects of cultural tourism on the Pattaya economy; the potential for development of 

the creative class; and the potential for Theravada Buddhism cultural tourism to  

support the Sufficiency Economy Philosophy. 

 

5.5.1 Low potential for high profits, but high potential for long-term 

sustainability   

 

The research found that the promotion of Theravada Buddhism cultural tourism is 

unlikely to be as profitable as other types of tourism (such as entertainment sites) in 

Pattaya, at least in the short term. The main rationale provided by participants to 

support this contention is that Buddhism is fundamentally non-commercial in 

orientation. Participants note that Pattaya already generates a large amount of 

income from entertainment sites and that the main target market currently consists of 

entertainment tourists. Thus, this new type of tourism will not transform Pattaya’s 

tourism industry, but rather develop a new niche market. On the other hand, 

participants lay great emphasis on the cultural value of Theravada Buddhism cultural 

tourism and some contend that the income generated by this kind of tourism is more 

sustainable in the long term. 
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The results above are consistent with the concept of ‘sustainable tourism 

development’ as defined by the United Nations World Tourism Organization 

(UNTWO 2001b). Sustainable tourism development, according to the UNWTO, 

refers to optimal management of resources so as to generate positive long-term 

economic, sociocultural and economic effects while balancing the requirements of 

both host communities and guests. The United Nations Environment Programme 

(UNEP) and UNWTO (2005) suggest that sustainable tourism development can be 

applied to any type of tourism including mass tourism as long as a balance is 

maintained between environmental, economic, and sociocultural interests. 

 

The research outcomes also suggest that the development of Theravada Buddhism 

cultural tourism would constitute a form of sustainable tourism. Although this 

research is not directly concerned with environmental issues, the emphasis on 

preserving authentic cultural traditions and authenticity while avoiding commercial 

over-development is aligned with the key concepts of sustainable tourism. Again, the 

promotion of Theravada Buddhism cultural tourism has the potential to encourage 

economic growth, benefit all tourism stakeholders and raise awareness of cultural 

heritage. 

 

5.5.2 Multiplier effects of cultural tourism on the Pattaya economy 

 

As noted in Chapter 1, tourism can stimulate economic growth through its indirect 

effects on other sectors of the economy. Theravada Buddhism cultural tourism would 
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be no exception to this rule. Participants note that although it may not generate 

immediate profits to the same extent as other kinds of tourism, the addition of a new 

type of tourism is likely to generate employment in tourism-related businesses such 

as hotels, restaurants and transportation services. Such an expansion of economic 

activity spurs further employment growth in areas of the local economy not directly 

linked to tourism via the multiplier effect (Lindberg 1966). Local government 

participants in particular emphasised the potential for multiplier effects (as noted in 

the Chapter 1) in the local economy and for generating income for local government 

which might be used to alleviate social problems. Thus, the sustainable income 

generated from the development of Theravada Buddhism cultural tourism might have 

significant socioeconomic benefits. 

 

5.5.3 Development of the creative class 

 

The results reveal that the development of Theravada Buddhism cultural tourism 

might attract members of the creative class (professional and educated people) 

interested in cultural jobs involving Theravada Buddhism. The ‘creative class’ is 

defined as people who are directly involved in the production of creative goods and 

engaged in real-world problem-solving, thereby driving economic growth (Florida 

2002). As mentioned in Chapter 4, one participant (B03) contends Theravada 

Buddhism cultural tourism demands the services of educated and creative workers 

and entrepreneurs. Several kinds of jobs involving culture require creative and 

knowledgeable people who can, for example, present Buddhist culture in a creative 

way in museums or provide accurate and interesting information to tourists.  
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Thus, if Pattaya were to develop this type of tourism, there would be an increase in 

creative jobs involving arts and culture for local people at a range of levels, 

stimulating the development of the creative class. Jacobs (1961) contends creativity 

is generated by interaction between a diverse range of people, creating opportunities 

to exchange diverse ideas. The creation of opportunities for authentic interaction 

between tourists and locals is another means by which cultural tourism may foster 

creativity and the growth of the creative class in Pattaya, thus contributing to 

economic growth. The relationship between economic growth and heterogeneity in 

ethnicity and culture is also supported by Ottaviano and Peri’s (2006) finding that 

ethnic heterogeneity in U.S. cities is associated with economic growth. 

 

The development of a creative economy has significant economic benefits. As noted 

in Chapter 1, tourism, and cultural tourism in particular, is a creative industry which 

can drive economic growth and stimulate employment. Arkansas, North Carolina, 

and Massachusetts in the U.S. are examples of regions where the creative economy 

(including tourism) plays a major role in generating income and stimulating 

employment (Thomasian n.d.). Thus, the development of this type of tourism might 

address social and economic issues raised in Chapter 1 by encouraging the growth 

of the creative class and a creative economy in Pattaya. 
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5.5.4 Supporting the Sufficiency Economy Philosophy  

 

The research outcomes suggest that the development of Theravada Buddhism 

cultural tourism could support the Sufficiency Economy Philosophy, a key element of 

Thailand’s 11th National Economic Development Plan, inasmuch as it involves the 

local community and fosters local household economic development based on a 

simple way of life. As noted in Chapter 2 (Chai Pattana Foundation 2014), the 

Sufficiency Economy Philosophy (SEP), although originally developed to apply to 

small-scale farmers in rural villages, can be adapted for various kinds of ventures in 

order to promote economic sustainability. This research result is supported by the 

responses of a majority of participants (e.g. P01, B02, G01, R05, R06 & A03). The 

Buddhist way of life is closely aligned with the SEP (Sirikanchana 2010; Chai 

Pattana Foundation 2014) in that it values a simple lifestyle based on traditional 

culture, which can be demonstrated to foreigners who might be interested in this 

philosophy.  

 

Although a few participants (e.g. A06 & A09) were sceptical of the utility of 

attempting to convey the concept of the SEP to tourists on the grounds that it is too 

abstract, research results suggest the Buddhist way of life aligned with the SEP 

could be demonstrated in a model village which allows tourists to participate in 

creative activities. Ta Pa Pao village in Lamphun province, Northern Thailand is an 

example of the successful integration of the SEP into the development and 

management of community-based cultural tourism (Kallayanamitra 2011). This 

village has a tourism policy respected by all villagers, and villagers are aware of 
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issues regarding the potential impact of tourism on culture. The traditional arts and 

cultures are preserved as part of their normal way of life rather than just for display to 

tourists and are presented to tourists in a natural manner. The result is that 

household incomes and village revenue has increased to the point where the village 

is substantially self-sufficient and does not require government subsidies. 

 

The research results also suggest that this kind of Theravada Buddhism cultural 

tourism would require educating local people to understand the SEP and the needs 

of religious-cultural tourists. Indeed, the necessity of developing knowledge through 

education and experience is emphasised in the SEP, underlying the virtues of 

‘reasonableness’ and ‘self-immunity’ (Mongsawad  2010). Thus, the SEP might 

encourage local people to behave with wisdom amidst the potential confusion and 

temptations of commercial tourism – by not exploiting tourists, for example, or 

ensuring traditional culture is not trivialised. 

 

The promotion of Theravada Buddhism cultural tourism according to the SEP would 

enhance sustainability by reducing reliance on tourism income. Mongsawad (2010) 

contends that the Sufficiency Economy principles of moderation, reasonableness, 

and self-immunity (self-sufficiency) can improve the economic resilience of rural 

households by encouraging self-reliance. The research results similarly suggest that 

an emphasis on economic self-sufficiency and simplicity of lifestyle (key themes of 

the SEP) could create long-term benefits for those involved in Theravada Buddhism 

cultural tourism, and may be necessary in order to provide economic stability in 
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periods of low tourist numbers. In all, the incorporation of the SEP in Theravada 

Buddhism cultural tourism would enhance its sustainability. 

 

5.6 Funding 

 

The research outcomes indicate that maintenance and marketing costs would 

account for the bulk of the funding required for the establishment of Theravada 

Buddhism cultural tourism ventures. 

 

5.6.1 Maintenance costs  

 

Several participants (e.g. P01, B04 & G02) contend that the initial set-up cost of 

Theravada Buddhism cultural tourism should involve significant investment in new 

tourism buildings and tourism infrastructure, arguing that buildings are the first things  

tourists see and thus make a deep impression. Overall, however, the research 

outcomes indicate that the development of Theravada Buddhism cultural tourism 

requires significant funding for maintenance costs rather than construction costs and  

maintenance of existing buildings and facilities should be emphasised over the 

building of new facilities. 
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The rationale for this emphasis is based on three key considerations. First, 

Theravada Buddhism values sufficiency and simplicity in lifestyle, and it should thus 

be represented simply, not by creating luxurious new attractions for tourists. By 

refraining from luxurious or ostentatious displays, the Theravada Buddhism cultural 

tourism industry satisfies the demands of cultural tourists who seek authentic 

experiences of the host culture (Cohen 2001; Olsen 2006; Richards & Fernandes 

2007; Sharpley & Sundaram 2005). 

 

Second, Pattaya should avoid creating more tourism-related over-development. 

Pattaya is already overdeveloped (as discussed in Chapter 1), and the construction 

of new buildings would only worsen this problem and would not help to differentiate 

Theravada Buddhism cultural tourism from other forms of tourism. As several 

participants (e.g. A01 & R04) point out, Pattaya already has many potential venues 

for this type of tourism, but some are neglected by tourists due to lack of promotion. 

The research also suggests the development of Theravada Buddhism cultural 

tourism might assist in funding maintenance costs in some religious sites in Pattaya. 

 

Finally, funding maintenance costs is an important means of preserving cultural 

heritage. The cost of maintaining religious and cultural heritage sites is a significant 

expense, often requiring special expertise and materials (Shackley 2001). The 

research suggests the development of Theravada Buddhism cultural tourism would 

eventually become self-sustaining in that maintenance costs for tourism facilities and 

religious buildings would be funded through tourism revenues, as Shackley (2001) 

and Spuler (2002) suggest. Investment in maintenance is likely to generate 
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significant benefits beyond sustaining tourism revenues. Ebbe (2009) emphasises 

the importance of investment in heritage conservation for the development                     

of liveable cities with a strong sense of place and civic identity which can engage in 

successful branding and attract investment. In addition, investment in maintenance 

of cultural heritage generates employment opportunities for both skilled and unskilled 

workers. 

 

A focus on the maintenance of cultural resources is supported by the case study of 

tourism in Laos (UNESCO 2004) discussed in Chapter 2. In Laos, over-development 

stimulated by the tourism industry has created sociocultural impacts and a certain 

degree of loss of authenticity. On the other hand, this case study suggests tourism 

can play a role in preserving cultural heritage. For example, one project enabled 

Theravada monks to play an important role in preserving heritage buildings by 

learning and practising techniques for maintaining cultural and heritage resources 

such as wood carving skills, a process which preserves both physical heritage and 

artisanal traditions.  

 

5.6.2 Marketing costs  

 

The research outcomes indicate that marketing and advertising would be another 

key element of the set-up costs for this venture because of the importance of 

marketing for ensuring sufficient visitor numbers. This is aligned with the literature 

reviewed in Chapter 2 regarding the importance of marketing in tourism ventures 
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(e.g. Hsu et al. 2008). Several participants, particularly academics, emphasised the 

need to invest in marketing (e.g. P03, R01, A03, A04 & A05). This might be due to 

these participants’ background as tourism researchers concerned with tourism 

products and marketing. Even if infrastructure is completed and ready to welcome 

tourists, tourists are unlikely to visit in significant numbers without marketing. 

 

Although little research has been conducted into marketing investments in religious 

tourism, the significance of marketing in tourism is discussed in Lamsoo et al. (2013) 

and Timothy (2011). Lamsoo et al. (2013) contend that effective marketing and 

promotion of tourism sites requires research to understand the needs and desires of 

potential customers. Timothy (2011) identifies four key issues in the marketing of 

cultural heritage tourism: 

 

(i) Marketing is increasingly important not only for attracting foreign visitors but also 

for attracting locals to cultural heritage sites in order to compete with other leisure 

services. 

(ii) Marketing of cultural and heritage tourism can stimulate pride in the communities’ 

cultural heritage and raise the awareness among local people of the importance of 

preserving it. 

(iii) Marketing can counteract the impression which some locals might have that 

cultural and heritage sites are boring by highlighting new exhibitions, attractions, or 

discoveries.  
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(iv) By raising awareness of the significance of local or national heritage, marketing 

can help to raise the site’s profile and justify public spending. 

 

Thus, investments in marketing costs are required in order to develop Theravada 

Buddhism cultural tourism in Pattaya. As a new tourism product in Pattaya, 

Theravada Buddhism cultural tourism needs to be promoted to the appropriate target 

market. Properly targeted investment in the promotion of Theravada Buddhism 

cultural tourism can stimulate an interest in the niche market of tourists to whom 

cultural and religious tourism appeals. Apart from its benefits in terms of increasing 

tourist numbers, investment in marketing would stimulate pride in Thai religious 

culture and raise the awareness of local people about the need to preserve 

Theravada Buddhism cultural heritage in Pattaya. 

 

The research outcomes also suggest that investment in human resources 

development is required. Several participants (e.g. B07, R07 & R08) stress the need 

for human resources development because the host community, particularly religious 

people, play a key role in providing tourist information and explaining culture to 

tourists and in creating the tourists’ image of the destination. As R03 points out, 

monks understand Buddhism more deeply than any other group and are therefore 

able to identify and suggest to governments which aspects of Buddhism are most 

suitable for promotion. In addition, religious people such as Theravada monks and 

female renunciants (Mae Chi) also have an extensive knowledge of Buddhist 

traditions and rituals (Swearer 1976) and can therefore play an important role in 

presenting and interpreting Theravada Buddhism to tourists.  
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5.7 Potential tourist involvement with Theravada Buddhism  

 

The research results suggest that enabling and encouraging tourists to engage 

creatively with Theravada Buddhism and related aspects of Thai culture would be a 

key aspect of the development of Theravada Buddhism cultural tourism. This section 

therefore synthesises the research outcomes relevant to potential tourist involvement 

in Theravada Buddhism cultural tourism in Pattaya. These can be divided into two 

main issues: (i) the form and location of venues designed to enable tourists to 

explore Theravada Buddhism through creative activities and (ii) how Theravada 

Buddhism and Thai culture can form the basis of creative tourism. 

 

5.7.1 Form and location of venues for creative Theravada Buddhism activities 

 

The research outcomes indicate that the development of Theravada Buddhism 

cultural tourism should take the form of a Theravada Buddhist and cultural learning 

centre. This point is supported by many participants (e.g. P01, P03, R01 & A09). 

Such centres would be a means of providing an overview of all aspects of Thai 

culture involving Theravada Buddhism to tourists. The research outcomes suggest  

the combination of Theravada Buddhism and Thai culture could form the basis of 

creative tourism products appealing to a wide range of tourists of all ages, both 

domestic and international, and providing both education and entertainment. 
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The research also suggests that Theravada Buddhist and cultural learning centres 

could be located in Thai temples, a location suggested by several participants (e.g. 

P01, G02, B06, A01, R01). Such a location would be compatible with the traditional 

role of Thai temples and monks as educators noted in the literature review 

(Kusalasaya 1965). Siting the centre in Thai temples would provide tourists with 

authentic experiences of Buddhism and Thai culture. Tourists would be able to see 

and participate in activities such as Buddhist day rituals, meditation and chanting, the 

everyday activities of monks, and Buddhist traditions and festivals. In addition, 

Pattaya already has many temples with the potential to be a suitable location for this 

type of tourism. 

 

Nevertheless, there are many different points of view regarding the nature of venues 

for Theravada Buddhism cultural tourism in Pattaya. The research outcomes suggest 

that a Dharma retreat centre would be another suitable venue for Theravada 

Buddhism cultural tourism (see the responses of, e.g. P02, P03, B02 & A08). Such a 

centre would attract tourists by involving them in Buddhist activities, especially 

meditation and listening to Buddhist moral teachings. Suan Mokh International 

Retreat Center (discussed in Chapters 1 and 2) is an example of a Dharma retreat 

centre which successfully promotes Theravada Buddhism to foreign tourists, both 

Buddhist and non-Buddhist. Participants pointed out Wat Pathum Wanaram in 

Bangkok as another example: inside this temple, a Buddhist retreat centre has been 

established where visitors and tourists can practice meditation and listen to sermons. 
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Another interesting form Theravada Buddhism cultural tourism could take is a 

Theravada Buddhism museum where Buddhist history, culture and art can be 

displayed to visitors and creative activities involving Buddhist culture could be 

arranged for tourists to participate in. The idea of creative modern museum is 

supported by several participants, particularly business people (e.g. B01, B03, B05 & 

B07). These business participants seem to be interested in the potential for tourist 

ventures to attract foreign currency and consider this form of Buddhist museum to 

have greater potential to attract tourists and foreign currency than other Theravada 

Buddhism cultural tourism ventures because of western tourists’ apparent interest in 

Buddhist history. In addition, the creation of a Buddhist museum is aligned with the 

existing market positioning of Pattaya in the sense that Pattaya is positioned as an 

entertainment tourism location.   

 

The research results thus provide several options for the kind of venue which should 

be created to develop Theravada Buddhism cultural tourism in Pattaya. Overall, 

however, the research outcomes suggest that an ‘Integrated Theravada Buddhist 

and cultural learning centre’ situated within the grounds of a temple would be the 

most suitable way of developing Theravada Buddhism cultural tourism in Pattaya. 

First, an Integrated Buddhist and cultural learning centre can combine all 

components of Theravada Buddhism and its connection with Thai culture – providing 

information about the history of Buddhism, enabling tourists to take part in meditation 

(Vipassana) and listening to sermons, creating Buddhist festivals and events for 

tourists, and providing creative Buddhist activities classes for visitors. Many aspects 

of the Buddhist retreat centre and the Buddhism museum, which are similarly aimed 

at providing such creative activities, could then be included in the Learning Centre. 
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Second, a Theravada Buddhist and cultural learning centre would be a unique 

tourism product in Thailand in that it combines the features of a cultural museum and 

Buddhist retreat centre, which already exist in many parts of Thailand, while 

remaining distinct from other Buddhist retreat centres that focus solely on meditation. 

Another benefit is that the development of a learning centre as a tourism product can 

appeal to a variety of visitors interested in Buddhism, including not only international 

tourists but also domestic tourists and students. 

 

Finally, this centre could be located in the grounds of one of Pattaya’s many temples 

with the potential for tourism development. Temples are ideal locations in that they 

provide the authenticity tourists typically desire (as noted in Chapter 2). Siting the 

integrated Theravada Buddhism and Thai cultural centre in the grounds of a Thai 

temple area would therefore provide an authentic atmosphere in which tourists can 

experience and learn about Thai culture in a natural way. 

 

5.7.2 Creative activities involving Theravada Buddhism and Thai culture 

 

The research outcomes indicate that the development of Theravada Buddhism 

cultural tourism in Pattaya should involve the provision of creative activities in which 

tourists can participate. This finding confirms the significance of the literature 

reviewed in Chapter 2 (Obridska-Olsan & Ivanov 2010; Richards & Wilson 2007) 

suggesting Theravada Buddhism cultural tourism could take the form of creative 

tourism, in which tourists participate in local cultural activities, learning new 
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techniques and sharing ideas. Theravada Buddhism and the aspects of Thai culture 

deriving from it have many elements (e.g. meditation, Dharma practice, arts and 

festivals) which could be developed into creative activities for tourists. Furthermore, 

creative activities-based tourism is aligned with current Thai government policy (the 

Creative Thailand 2009 policy discussed in Chapter 1). The research outcomes 

affirm that Theravada cultural tourism involving such creative activities would be 

feasible and attractive to many tourists (as per the responses of P01, G02, B10, A05 

& A06, for example). 

 

Such creative activities can help tourists learn about and experience aspects of Thai 

culture which differ greatly from those of their own culture. Creative activities which 

encourage tourist involvement provide tourists with a much deeper and more 

memorable experience than, say, sightseeing. As noted in Chapter 2, tourists who 

engage in religious cultural tourism tend to seek new experiences of culture rather 

than religious experiences (Cohen 2001; Olsen 2006; Richards & Fernandes 2007; 

Sharpley & Sundaram 2005). As a result, the development of this type of tourism can 

add greater value than conventional forms of tourism such as beach tourism 

(UNESCO 2006). Participant responses regarding the kinds of creative activities 

which could be provided to tourists are rather varied. They include: 

 

(a) Meditation: This is a key Buddhist practice in which everyone can participate. As 

noted in the literature review, meditation (Vipassana) is an iconic aspect of 

Buddhism which has received a great deal of interest in western countries, both for 

its spiritual aspects and its potential physical and psychological benefits (Fronsdal 
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1998; Wallace & Shapiro 2006; Davis & Hayes 2011). For these reasons, most 

participants (e.g. P01, P03, G01, R01, R02, A01, A02 & A3) support meditation 

classes or participation in meditation as a key creative activity for foreign tourists. 

 

(b) Cooking:  This would involve learning to cook Thai food so it can be offered to 

monks in the traditional ‘merit-making’ ritual, a central element of Buddhist practice 

for many Thais. Several participants (e.g. R07, R08, & A06) noted that Thai cuisine 

is an aspect of Thai culture which is both very popular with tourists and suitable for 

incorporation into Theravada Buddhism cultural tourism. In addition, the location of 

Pattaya on the Gulf of Thailand means there is a great variety of fresh seafood, and 

indeed seafood dishes are a local speciality. The research results suggest Thai 

cuisine and Theravada Buddhism can be combined to form the basis of tourism 

activities such as Thai cooking classes in which the resulting food is served to 

monks. Tourists could learn how to cook authentic Thai food for monks and how to 

carve fruits and vegetables to decorate Thai food and then offer this food to monks 

as a way of experiencing this key element of Theravada religious practice. 

 

(c) Theravada Buddhist arts and history: as noted in Chapter 2, Buddhism has 

had a significant influence on Thai arts, and Theravada Buddhism is a key source of 

inspiration for traditional Thai art forms, including temple architecture and decoration 

as well as devotional objects. Several participants (e.g. P02, B03, R08 & A02) 

emphasise the significance of the link between Thai arts and Buddhism for 

Theravada Buddhism cultural tourism. Temples are places where tourists can 

experience Thai arts such as painting, wood carving, sculpture and literature and 
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have the potential to serve as venues for tourist participation in artistic activities 

involving traditional Thai art forms. 

 

(d)  Buddhist rituals, events and festivals: Theravada Buddhism allows visitors to 

take part in traditional events and festivals, a point mentioned by several participants 

(e.g. B05, B06 & R03). Many Buddhist festivals attract large number of tourists who 

enjoy participating in their various activities (Tourism Authority of Thailand 2013). 

The research outcomes indicate that Buddhist events and festivals would be a 

significant attraction for tourists interested in experiencing authentic Thai culture in a 

fun and active way. Creative activities could be incorporated into the events to 

provide further interesting experiences for tourists. In addition, tourists could be 

encouraged to participate in everyday Buddhist rituals such as making merit. If the 

tourism venue is situated in temple grounds, tourists will be able to observe local 

people making merit by offering food to monks, chanting and meditation. Events 

such as temple fairs would also take place during the evening to celebrate Buddhist 

holidays. Tourists could be welcomed to join in these activities. 

 

The provision of creative activities for tourists is a form of creative tourism as defined 

in the literature review in Chapter 2: creative tourism allows tourists to participate in 

local cultural activities, learn from and share ideas with their hosts, and develop 

creative products (Obridska-Olsan & Ivanov 2010; Richards & Wilson 2007). The 

development of this type of tourism can add more value than beach tourism or other 

conventional kinds of tourism (UNESCO, Creative Cities Network 2006). 

Significantly, these activities involve local and traditional culture, satisfying the 



224 
 

demand of cultural tourists for authentic experiences. Butcher (2006) identifies a 

trend towards including local and popular culture in presentations of cultural heritage 

rather than focusing purely on high culture.   

 

The research outcomes suggest these creative activities could be combined in the 

form of a temple stay program. Some participants (e.g. P02, P03, B02 & B04) cite 

the role of the temple as a centre for Buddhist and Thai cultural education in support 

of this idea. Such a project would be similar to the successful temple stay program in 

Korea discussed in Chapter 2 (OECD 2009) which provides creative activities 

involving Buddhism and Korean culture. Maneenetr and Tran (2014) found that a 

temple stay program could increase awareness of Thai Buddhist culture among 

tourists. In developing guidelines for such a program, Maneenetr and Tran 

emphasise the necessity for creative activities and the role of monks in creating an 

authentic experience of Thai Buddhism. 

 

The research outcomes also suggest Theravada Buddhism cultural tourism could be 

combined with other forms of tourism. A sophisticated combination of tourism 

products could add value and provide an advantage in a competitive tourism market 

in which, as Hsu et al. (2008) point out, product differentiation is a necessary 

strategy. Page and Connell (2006) also note that a combination of tourism products 

can make a trip more interesting and thereby attract more tourists. Participants’ 

suggestions (e.g. B01, B06, R08 & A10) regarding forms of tourism which could be 

combined with Theravada Buddhism cultural tourism include culinary tourism, 

homestay tourism, and arts and festivals tourism. Homestay and community-based 
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tourism would complement Theravada Buddhism cultural tourism by allowing visitors 

to experience Thai lifestyles and to understand the importance of Buddhist practices 

and traditions for everyday life in Thailand. Thus, the research outcomes suggest 

that combining Theravada Buddhism cultural tourism with other kinds of tourism 

would broaden the attractiveness of Theravada Buddhism cultural tourism products 

in Pattaya. 

 

5.8 Maintaining Theravada Buddhist values 

 

Theravada Buddhism cultural tourism in Thailand involves a number of sensitive 

issues given the importance of Theravada Buddhism to Thai culture. Key issues 

include the suitable promotion of Theravada Buddhism cultural tourism through 

technology, appropriate interpretation of Thai and Buddhist culture for tourists, the 

development of appropriate training programmes for stakeholders, cooperation 

between stakeholders in maintaining cultural heritage, and the significance of the 

SEP for Theravada Buddhism cultural tourism. 

 

The use of technology is an important means of promoting tourist destinations. As 

noted in Chapter 2 (Buhalis & Jun 2011; Yeoman 2009), up-to-date technology such 

as the Internet is a crucial tool in modern tourism marketing. In particular, social 

media has begun to play a role in tourism promotion all around the world (Fotis et al. 

2012; Milano et al. 2011; Xiang & Gretzel 2010). The research outcomes suggest 

that the use of a variety of technologies including social media is necessary to 
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successfully promote Theravada Buddhism cultural tourism in Pattaya. This point is 

supported by many participant responses (e.g. B07, R07, A01 & A05). These 

research results can be aligned with Richards’ (2011) contention that vertical 

distribution chains in tourism are being transformed into a ‘value network’ 

characterised by complex and integrated relationships between tourism businesses, 

ICT, and the broader social and economic context. 

 

With regard to the promotion of Theravada Buddhism cultural tourism through 

technology, research outcomes identify two important issues. Firstly, online 

information must be kept up-date in order to attract visitors and prevent confusion 

and disappointment. The lack of up-to-date information concerning religious sites in 

Pattaya was identified by B04. Another key issue concerns sensitivity in the 

promotion of Theravada Buddhism cultural tourism through technology. Several 

participants (e.g. G01, R04, R07) identify a need to ensure that promotional 

materials online present an accurate and respectful portrayal of Buddhist beliefs and 

practices. 

 

Another important issue is the need for appropriate interpretation of Buddhist cultural 

heritage to tourists. As mentioned in the literature review, interpretation by local 

people provides a deeper understanding of traditional and local culture to tourists 

(UNESCO 2012). Tourist guides and local people who work with tourists thus play a 

significant role as interpreters of cultural and religious traditions to tourists and as 

providers of accurate information. Several participants (e.g. P03, B05, B09 & R08) 

emphasise this point and suggest that training programmes for local people should 
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be organised. This interpretation would include information about appropriate 

behaviour for tourists at religious sites and when interacting with monks. As Smith 

(2003) suggests, tourism stakeholders such as tour guides who engage in direct 

interaction with cultural tourists should play a role as ‘cultural brokers’ not only to 

enrich tourists’ experience but also to encourage them to engage with local culture in 

a sensitive and respectful manner. 

 

The research outcomes reveal that training programs for local people would help to 

raise awareness among locals of the need to preserve culture, thereby preserving 

the cultural value of the destination for both locals and tourists. This finding is aligned 

with the results of a case study on the impact of community-based cultural tourism in 

Namtha, Lao PDR (UNESCO 2008) which highlights the significance of the role of 

local tour guides as communicators between tourists, hosts and the authorities, 

suggesting that training programmes for tour guides regarding sensitive cultural 

issues is needed. The importance of training programs is confirmed by many 

participants, particularly academics (e.g. A01, A03, A04 & A06). The research 

outcomes suggest that relevant stakeholders (such as government authorities, 

tourism professionals and academics) should co-operate to provide training 

programs for locals in such subjects as Theravada Buddhism cultural tourism, 

foreign language skills, tourism service skills, and the preservation of cultural 

heritage. These training programs could be designed by tourism professionals and 

academics and organised and funded by the government. 
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Another key research outcome is the necessity for relevant national government 

authorities to realise their responsibility for maintaining the cultural heritage of 

Theravada Buddhism and co-operate with local government to promote this type of 

tourism sustainably. This point is supported by many participants (e.g. B02, A07 & 

R02) and aligned with the role of governments in ensuring the sustainability of 

cultural tourism discussed in Chapter 2 (Besculides et al. 2002). For instance, the 

Tourism Authority of Thailand might invest in awareness-raising programmes to 

protect and preserve cultural heritage targeting both locals and tourists, while the 

Ministry of Culture would be responsible for regulating cultural tourism so as to 

preserve Theravada Buddhist cultural heritage. A program to monitor the 

maintenance of Buddhist heritage with the cooperation of key stakeholders, 

particularly government authorities such as the Ministry of Culture, Tourism Authority 

of Thailand and Pattaya City Hall would also be beneficial. 

 

Finally, the research outcomes highlight the significance of the SEP for Theravada 

Buddhism cultural tourism and suggest this philosophy should be promoted to local 

people as a means of raising awareness of the importance of maintaining Theravada 

Buddhism cultural heritage and improving the image of Pattaya. As noted in Chapter 

2, the adoption of the SEP by local business people is likely to assist ventures to 

survive fluctuations in economic conditions (Isarangkun & Pootrakool 2012). The 

research results suggest that the ‘middle way’ which comprises the core of the SEP 

promotes a simple lifestyle which might allow locals to weather downturns in tourism 

numbers. In addition, this authentic Buddhist way of life is something tourists can 

observe, experience, and perhaps even emulate. The importance of the SEP for 
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Theravada Buddhism cultural tourism should be reflected in the training programmes 

for locals discussed previously. 

 

5.9 Conclusion 

 

To summarise the research outcomes synthesised in this chapter: Pattaya needs to 

de-emphasise expensive tourism construction projects in order to avoid over-

development and the resulting problems in attracting tourists. The development of 

cultural tourism is suggested by participants as a way of avoiding this outcome. The 

research affirms that Pattaya has the potential to develop Theravada Buddhism 

cultural tourism to add value to tourism in Pattaya. Further, the research suggests 

that the promotion of other aspects of Thai culture such as cuisine and in the 

community-based cultural tourism could be incorporated into Theravada Buddhism 

cultural tourism. 

 

Some of these research outcomes are aligned with conclusions already drawn in the 

literature review in Chapter 2. Other issues have been discussed with reference to 

additional literature related to cultural and religious tourism management. In all, 

these nine key research outcomes contribute to the strategy to develop Theravada 

Buddhism cultural tourism in Pattaya and the recommendations set forth in the next 

chapter.    
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Chapter 6 

Conclusions and recommendations 

 

This chapter concludes the thesis and synthesises the research findings into a model 

strategy for developing Theravada Buddhism cultural tourism in Pattaya which is 

grounded in the eight key issues identified in Chapter 5. The proposed strategy is 

intended to develop and promote Theravada Buddhism cultural tourism in Pattaya so 

as to complement the Pattaya Tourism Plan, which currently does not address 

religio-cultural tourism in Pattaya. The strategy outlines ways to develop Theravada 

Buddhism cultural tourism which will not destroy religious and cultural heritage or 

infringe on religious values. This strategy proposal could be also be adapted for 

developing cultural tourism based upon Theravada Buddhism in other areas of 

Thailand. 

 

This chapter presents a response to the four main research questions stated in 

Chapter 1: 

1) What are the economic potential and the cultural implications of developing 

Theravada Buddhism cultural tourism in Pattaya? 

2) How might Theravada Buddhism cultural tourism enhance tourists’ cultural and 

spiritual experience and add value to tourism in Pattaya? 

3) What is the likely return on investment of developing Theravada Buddhism cultural 

tourism in Pattaya? 
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4) How can Theravada Buddhism cultural tourism be promoted without 

commercialising Buddhism and Thai culture? 

 

The chapter also clarifies the return on investment of developing Theravada 

Buddhism cultural tourism. It concludes with a discussion of research limitations, 

suggestions for future research, and reflections on the research process.  

 

6.1 Significance and rationale of the research 

 

This research aims to address the over-commercial focus of tourism and lack of 

cultural tourism spaces in Pattaya by developing low-investment, sustainable tourism 

focused on Theravada Buddhism. Pattaya is a major tourism destination specialising 

in entertainment, relaxation and beach tourism. As stated in Chapter 1, its economy 

is dominated by the tourism industry, which has created significant economic growth 

in the city but also generated congestion, pollution, overcrowding and over-

development. There has never been any organised promotion of Theravada 

Buddhism cultural tourism in Pattaya, despite Pattaya’s potential for such tourism 

and the potential of Theravada Buddhism to support sustainable tourism, which 

would encourage the development of cultural expertise and employment in creative 

industries. This research aims to address this gap in order to yield long-term benefits 

for Pattaya. This significance of this research is based on the potential benefits of 

Theravada Buddhism cultural tourism for Pattaya, the importance of the tourism 

industry and cultural tourism for Thailand, and the fact that the promotion of 
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Theravada Buddhism cultural tourism is aligned with Thai government policies which 

aim to promote the tourism industry based on Thai culture (Thainess) and to 

encourage creativity and sustainable development in the Thai tourism industry.   

 

6.2 Overview of the research process 

 

The literature review underpins the key themes of this research, namely cultural 

tourism, religious tourism and its management, Theravada Buddhism and Thai 

culture, the return on investment in Theravada Buddhism cultural tourism, and 

means of promoting this type of tourism. An evaluative framework based on these 

themes forms the rationale for the interview questions. Each interview question aims 

to generate data regarding the potential for development of Theravada Buddhism 

cultural tourism and proposes strategies to develop and promote this type of tourism 

with sensitivity. 

 

The research topic is premised on a complex sociocultural context involving both 

socioeconomic and cultural elements. To properly incorporate this context, this 

research is based on the interpretive paradigm and employs a qualitative approach. 

Research data was generated from semi-structured interviews with thirty-three 

stakeholders involved in the Pattaya Strategic plan, tourism and hospitality 

businesses in Pattaya, Theravada Buddhism, and cultural and religious tourism 

management, selected by means of purposive sampling. Thematic analysis was 
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employed to categorise and analyse all data. Finally, research outcomes based on 

this analysis were synthesised with perspectives from relevant literature.  

 

6.3 Economic and cultural potential of developing Theravada Buddhism 

cultural tourism in Pattaya 

 

The research results indicate that the development of Theravada Buddhism cultural 

tourism has potential economic and cultural benefits for Pattaya. These results 

address the following research questions (1) and objectives (1) as follows: 

 

Question 1: What are the economic potential and cultural implications of developing 

Theravada Buddhism cultural tourism in Pattaya? 

Objective 1: To investigate the potential of Theravada Buddhism for supporting 

economic growth and conserving cultural heritage in Pattaya, Thailand. 

 

These benefits can be summarised under four main themes: development of the 

local economy in Pattaya, creation of a new niche market for cultural tourism in 

Pattaya, enhancement of Pattaya’s image, and preservation of Thai cultural heritage. 
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6.3.1 Development of the local economy in Pattaya 

 

The development of any type of tourism has the potential to attract foreign tourists 

and therefore foreign currency, as noted in Chapter 1. Thus, the promotion of 

Theravada Buddhism cultural tourism has the potential to increase tourism revenue 

and thereby develop the economy of Pattaya and create employment. The research 

data in Chapter 4 implies that the development of cultural tourism based on 

Theravada Buddhism in Pattaya is likely to attract the attention of tourists due to its 

novelty and provide further options in terms of tourism attractions for tourists in 

Pattaya. Tourists who participate in this new type of tourism would spend money in 

other areas of the hospitality industry such as transportation, accommodation and 

restaurants, thereby benefiting the broader tourism industry and spurring economic 

growth in Pattaya. 

 

However, this potential is limited by the niche status of the cultural tourism market, 

the entertainment-oriented market position of Pattaya’s tourism industry, and the 

non-commercial orientation of Theravada Buddhism. The focus of tourism marketing 

in Pattaya is on beach tourism and entertainment venues such as theme parks and 

tourism events. These entertainment tourism products generate large revenues for 

Pattaya businesses. Nevertheless, the development of cultural tourism would 

provide an option for tourists to explore the cultural and religious dimensions of 

Pattaya. Significantly, the results suggest Theravada Buddhism would tend to attract 

a high-quality niche demographic interested in Buddhism and Thai culture rather 

than mass market tourism. 
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6.3.2 Creation of a new niche market for cultural tourism in Pattaya  

 

In general, the findings support the idea that Theravada Buddhism cultural tourism 

would be a viable and valuable addition to the tourism mix in Pattaya. The strong 

interest on the part of many westerners in the beliefs and practices of Buddhism 

means a niche market for Theravada Buddhism cultural tourism exists. Robinson 

and Novelli (2005) define ‘niche market’ as a market for a product whose consumers 

comprise a small and distinct group with a strong desire for the product in question. 

They contend cultural tourism is a niche tourism market which is increasingly 

targeted as a source of competitive advantage: in particular, cultural tourists tend to 

be wealthier than other types of tourists. Cultural tourism has the potential to attract 

well-educated tourists who enjoy consuming both high and popular cultural products 

(Richards 2003). In addition, the higher levels of education of such tourists make 

them more likely to be culturally sensitive in their behaviour (Richards 1996). 

Theravada Buddhism cultural tourism is a form of ‘edutainment’ tourism which can 

provide both relaxation and education to tourists. The promotion of this type of 

tourism would have the potential to attract a variety of international tourists, 

including: 

 

 Elderly tourists: this group of tourists tends to be interested in scenic places 

which are conducive to relaxation. This group also tends to be interested in 

mental and physical well-being because of the health problems accompanying 

old age. The research suggests the development of Theravada Buddhism 

cultural tourism can supply the demands of this group because of those 
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aspects of the practice of Theravada Buddhism such as meditation which 

have mental and physical benefits (see Chapter 2). 

 

 Youth tourists: the demands of this group are often focused on learning and 

education about culture (Richards 2007), which Theravada Buddhism is well 

equipped to supply, as the role of temples and monks in Thailand has long 

included education. Most Thai schools still co-operate with temples and 

monks in teaching the principles of Buddhist philosophy to children and 

teenagers. 

 

The research also suggests Theravada Buddhism cultural tourism could attract 

domestic tourists because of the importance of Buddhism in Thai culture.  

 

6.3.3 Enhancements to Pattaya’s image as a tourist destination 

 

Although the promotion of Theravada Buddhism cultural tourism cannot transform 

Pattaya into a cultural destination in terms of its overall focus, the development of 

Theravada Buddhism cultural tourism would create attractive, peaceful locations in 

Pattaya which would improve its image to some degree. As noted by OECD (2009), 

cultural tourism in general raises the profile and enhances the image of tourist 

destinations. The research outcomes suggest that the promotion of Theravada 

Buddhism cultural tourism would ameliorate some negative aspects of Pattaya’s 
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image related to the over-commercialisation of its tourism industry and its reputation 

as a night entertainment destination.   

 

6.3.4 Preservation of Thai cultural heritage 

 

The development of Theravada Buddhism cultural tourism could preserve Thailand’s 

cultural heritage and promote Thai culture. Most Thai traditions and moral values are 

grounded in Theravada Buddhism, and the possibility of experiencing the Buddhism-

based Thai way of life can be promoted to cultural tourists. The promotion of 

Theravada Buddhism cultural tourism would raise awareness of the need to 

conserve cultural heritage and empower local communities as guardians of cultural 

traditions who can utilise their expertise in and knowledge of the traditions and 

practice of Theravada Buddhism to create a satisfying experience for tourists. 

Furthermore, awareness of the significance of Theravada Buddhism and other local 

and Thai cultural traditions as a result of the development of cultural tourism would 

spur pride in these traditions and encourage the transmission of these traditions to 

the younger generation. 

 

Thus, the development of Theravada Buddhism cultural tourism has a significant, 

albeit limited, potential to contribute to the economic development of Pattaya, attract 

a high-quality niche tourist segment to Pattaya, improve Pattaya’s image as a 

tourism destination, and contribute to the preservation of Thai cultural heritage.  
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6.4  Return on investment in Theravada Buddhism cultural tourism in Pattaya 

 

This section addresses the following research questions and objectives: 

 

Question 3: What is the likely return on investment of developing Theravada 

Buddhism cultural tourism in Pattaya? 

Objective 5: To enhance the employment opportunities and well-being of Pattaya 

citizens through the development of cultural tourism. 

 

It was contended in Chapter 1 that Pattaya requires the development of sustainable 

tourism but is currently engaged in a form of developer-led tourism which is wasteful 

of resources and leads to congestion and over-commercialisation. Nevertheless, this 

type of tourism remains the main source of income in Pattaya. While Theravada 

Buddhism cultural tourism cannot generate as much revenue as beach and 

entertainment tourism in Pattaya, the research finds that development of Theravada 

Buddhism cultural tourism in Pattaya is a low-investment venture with significant 

potential for sustainable development which generates social and cultural benefits. 

This corresponds to a high return on investment defined in ‘blended’ (Emerson 2003) 

monetary and social terms (see Chapter 2, Section 2.4.2). 
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Specifically, the research results indicate that the development of Theravada 

Buddhism cultural tourism in Pattaya would generate return on investment in the 

following ways: 

 

(i) Low investment costs and high potential for long-term sustainability 

 

Analysis of the research outcomes indicate that total revenue deriving directly from 

Theravada Buddhism cultural tourism in Pattaya is likely to be low, especially given 

the non-commercial orientation of religious tourism in general and of Theravada 

Buddhism in particular. On the other hand, investment costs are also likely to be low, 

since the emphasis on authenticity demanded by cultural tourists means minimal 

construction of new facilities is necessary. Theravada Buddhism religious tourism 

would capitalise on the existing ‘sense of place’ of religious sites in Pattaya rather 

than developing expensive new tourism products.   

 

(ii)  Multiplier effects of cultural tourism on the Pattaya economy 

 

Tourists attracted to Pattaya by the opportunity to participate in Theravada Buddhism 

cultural tourism would need to spend money on accommodation, transportation, 

restaurants and other hospitality services, providing income for Pattaya residents in 

the hospitality supply chain and creating an economic stimulus. 
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(iii)  Stimulus to the development of the creative class in Pattaya 

 

The research outcomes suggest that investment in the promotion of Theravada 

Buddhism cultural tourism could attract members of the creative class to Pattaya, for 

instance by offering the opportunity to develop creative cultural tourism products 

connected to Buddhism and Thai culture. 

 

(iv) Supporting the Sufficiency Economy Philosophy 

 

As detailed in Chapters 1 and 2, the Thai government has promoted the Sufficiency 

Economy Philosophy as a key component of its national economic development 

planning so as to encourage Thais to live moderately and plan for the future, with 

potential benefits in terms of poverty reduction and sustainable economic 

development. The research outcomes confirm that the promotion of Theravada 

Buddhism cultural tourism is aligned with the Sufficiency Economy Philosophy, which 

is based on Buddhist principles such as moderation in lifestyle. Theravada Buddhism 

cultural tourism would encourage locals to maintain traditional culture rather than 

focus on short-term profits. 

 

These benefits of Theravada Buddhism cultural tourism could address the problems 

identified in Chapter 1 inasmuch as the extra revenue generated through sustainable 

cultural tourism in Pattaya could be utilised to ameliorate the problem of the shortfall 

in funding for local government expenditure in Pattaya. The research findings also 
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suggest that investment in this new type of tourism could improve the livelihood of 

local people in Pattaya by creating rewarding jobs. A large proportion of Pattaya’s 

workforce is engaged in low-skilled employment in tourism hospitality. Such 

employment is beneficial, but does not leverage the strengths of Thai culture. The 

research indicates that the development of Theravada Buddhism cultural tourism 

could add value to employment in Pattaya by generating rewarding employment 

involving Thai culture for local tour guides knowledgeable in relevant aspects of Thai 

culture and for artisans engaged in the production and sale of souvenirs based on 

Thai culture and handicrafts.  

 

An increase in rewarding jobs could help locals to access higher wages, which would 

in turn help to develop household economic well-being and support better education 

for children. Better employment prospects would produce a cycle of enhanced 

education and skills in turn increasing employment prospects. Significantly, an 

increase in employment involving culture and arts would facilitate the development of 

creative industries in Pattaya, the first step in the creation of a creative economy in 

Pattaya, as discussed in Chapter 5. 

 

6.5 A strategy to incorporate Theravada Buddhism cultural tourism into the 

Pattaya tourism plan 

 

The strategy to incorporate Theravada Buddhism cultural tourism into the Pattaya 

Tourism Plan presented here is constructed on the basis of the research results with 
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the aim of addressing gaps in the Pattaya Tourism Plan regarding cultural and 

religious tourism. The strategy relates to the following research questions and 

research objectives: 

 

Question 2:  How might Theravada Buddhism cultural tourism enhance tourists’ 

cultural and spiritual experience and add value to tourism in Pattaya? 

Question 4:  How can Theravada Buddhism cultural tourism be promoted without 

commercialising Buddhism and Thai culture? 

Objective 2: To propose a strategy to promote Theravada Buddhism cultural tourism 

to fill the gaps in the Pattaya Tourism Plan. 

Objective 4:  To suggest ways to develop and promote Theravada cultural tourism 

which respects and enhances the spirituality and religious significance of Theravada 

Buddhism and does not debase it with commercialism. 

 

The research results in Chapter 5 suggest that an effective strategy to develop 

Theravada Buddhism cultural tourism as part of Pattaya’s tourism mix needs to 

address the issues in the following table (Table 4). The research also suggests the 

recommended strategies (Table 4) for the development of Theravada Buddhism 

cultural tourism in Pattaya. 
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Table 4: Issues and recommended strategies for the development of 

Theravada Buddhism cultural tourism in Pattaya 

No. Issue 

 

Strategy for the development of 

Theravada Buddhism cultural tourism in 

Pattaya 

1 
Key stakeholders and sources of 

investment not identified 

 

Co-operation between Pattaya City Hall and 

government authorities in managing 

Theravada Buddhism cultural tourism and 

investing in site maintenance and marketing 

2 

 

Appropriate development sites not 

identified 

 

Using temples as Theravada cultural 

tourism sites 

3 Narrow target market 

 

Establishing a learning centre for 

Theravada Buddhism and Thai culture to 

expand the target market 

4 

 

Superficial interactions between 

residents of the host destination 

(Pattaya) and tourists 

 

Creative activities as strategy to provide 

opportunities for more meaningful 

communication 

5 

 

Over-commercialisation due to 

inappropriate promotion and over-

development of tourism sites in Pattaya 

Sustainable promotion and development of 

Theravada Buddhism cultural tourism 
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Strategy 1: Co-operation between Pattaya City Hall and government authorities 

in managing Theravada Buddhism cultural tourism and investing in site 

maintenance and marketing 

 

The research findings reveal that maintenance and marketing costs will be significant 

in the development of Theravada Buddhism cultural tourism. Marketing in particular 

needs to be be a key element of the development strategy in order to raise 

awareness among tourists of the cultural riches of a region which is not generally 

known as a cultural destination. In general, the research data indicate that the 

construction of new sites and buildings should not be a major focus of investment 

both because of cost considerations and because of sustainability and cultural 

sensitivity issues. Pattaya already has plenty of purpose-built tourism constructions, 

particularly accommodation and tourist sites. Pattaya also has many existing 

religious sites such as temples with the potential to be maintained and developed so 

as to incorporate cultural tourism. A further reason for avoiding over-investment in 

construction is that Theravada Buddhism itself values a simple lifestyle and the 

avoidance of excessive luxury and ostentation.  

 

Figure 1 illustrates the relationship between stakeholders and their roles in the 

management of and investment in Theravada Buddhism cultural tourism according 

to the research results presented in Chapter 5. 
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Figure 1: Key stakeholders and investors in Theravada Buddhism cultural 

tourism 

 

Local government (Pattaya City Hall) should be the major stakeholder responsible 

for coordinating and directing the development of Theravada Buddhism cultural 

tourism because it is the responsibility of local government to develop and implement 

the Pattaya Tourism Plan and to ensure the sustainability of tourism in Pattaya. 

Furthermore, Pattaya City Hall would reap substantial benefits through the 

development of sustainable tourism. For instance, Pattaya would gain funds from the 

addition of a new kind of tourism to improve tourist facilities and infrastructure 

without relying on national government subsidies. To promote this type of tourism 

more effectively, Pattaya City Hall should engage in both national and local tourism 

partnerships. The research results indicate that Pattaya has already had strong 

PPPs (public-private partnerships) involving relationships at both the national and 

local level. Examples of potential tourism partners in Pattaya include the Ministry of 

Culture, Tourism Authority of Thailand, the Pattaya Tourism Business Association 

(P.B.T.A), the Pattaya Cultural Council, tourism academics, and monks.   
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Key stakeholders with the potential to invest in the development of Theravada 

Buddhism cultural tourism in Pattaya include relevant government authorities at the 

national level, particularly the Ministry of Culture. Such government authorities have 

an interest in supplying funds to invest in this venture because Theravada Buddhism 

cultural tourism is a national concern due to its significance for Thai culture. In 

addition, the national government has the capacity to supply sufficient funds to 

support local government tourism initiatives. The research results suggest the 

Ministry of Culture is an appropriate choice as the main investor because of its 

responsibility for projects involving Thai culture and its background of co-operation 

with Pattaya City Hall in many previous projects. 

 

The diagram also illustrates the role of government authorities concerned with the 

tourism industry, such as the Tourism Authority of Thailand. Such authorities could 

supply funds for investment in the marketing and advertising of this new type of 

tourism in Pattaya. The Tourism Authority of Thailand’s history of successful 

promotion and advertising of Thai tourism (see Chapter 1) makes them ideal 

participants in this role. Although the national government has greater funds 

available for tourism development than the local government, private sources of 

funds such as donations could also assist in supporting and maintaining this venture. 

The deep religious faith of Thais means it is common for locals to donate funds to 

maintain or expand Theravada Buddhism sites, and it is likely that many locals would 

be willing to contribute to the development of sites which allow tourists to experience 

Buddhist rituals and traditions. 
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In summary, partnerships between tourism stakeholders at both the national and 

local levels could be used to promote and advertise this new type of tourism to 

tourists successfully. 

 

Strategy 2: The use of temples as Theravada cultural tourism sites 

 

The research findings suggest that a variety of religious sites or temples in Pattaya 

could be developed for Theravada Buddhism cultural tourism. The findings indicate 

that while Pattaya has many temples which could host this kind of tourism, not many 

have been promoted adequately and they currently tend not to attract many tourists. 

Suan Mokh International Dharma Heritage in Southern Thailand (see the discussion 

in Chapter 2 based on Chua 2010 & Abel et al. 2012) is an example of a site which 

has been able to successfully develop Theravada Buddhism cultural tourism in a 

form which allows both Thai Buddhists and westerners to experience Buddhist 

practices. Similarly, other temple sites in Bangkok (e.g. Wat Pathumwanaram) have 

created peaceful areas which attract both Buddhists and non-Buddhists interested in 

Buddhist practices. A key research result relevant to the development of sites for 

Theravada Buddhism cultural tourism in Pattaya is that such development should 

follow the recommendations of Shackley (2001) regarding the development of 

sacred sites: they should be based on natural, authentic environments created for a 

religious rather than commercial purpose.  
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There are four key rationales for choosing temples as sites for the development of 

this kind of tourism: 

 

 Culture and heritage: Buddhist temples incorporate many aspects of both 

tangible and intangible Thai culture such as architecture, painting, and 

Buddhist rituals, traditions, and practices. 

 Peaceful atmosphere: Buddhist temples tend to be beautiful and serene, 

creating an ideal atmosphere for Buddhism practices such as meditation.   

 Potential for attracting tourists and catering to their needs: the results indicate 

that Pattaya has many temples which have the potential for this kind of 

tourism but have not been promoted adequately. The development of this 

type of tourism could encourage the utilisation of these sites to generate 

sustainable income.  

 The presence of religious experts: tourists may have an opportunity to discuss 

Theravada Buddhism with monks, nuns and religious people in a natural way. 

This can deepen the tourism experience and encourage cultural exchange. 
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Strategy 3: The establishment of a learning centre for Theravada Buddhism 

and Thai culture to expand the target market 

 

The research found that the development of Theravada Buddhism cultural tourism 

should incorporate a learning centre for Theravada Buddhism and Thai culture. This 

would attract a broader range of tourists than the niche market of those interested in 

visiting temples. Such a learning centre (a form of edutainment) would appeal to a 

diverse range of tourists – students and older people, foreign and domestic tourists – 

by providing participatory activities centred on Thai culture. It would enable tourists 

to learn about the background of Theravada Buddhism and its relationship with Thai 

people, demonstrate many aspects of Thai culture related to Buddhism, and enable 

tourists to experience the teaching and practices of Theravada Buddhism in the form 

of meditation lessons and sermons. Although other projects – a Buddhism museum 

and a Dharma retreat centre – were suggested by research participants, the 

research overall suggests that a Theravada Buddhism and Thai culture learning 

centre would be the most suitable initial project, especially because it combines 

aspects of both of these concepts.   
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Strategy 4: Creative activities as strategy to provide opportunities for 

meaningful communication between locals and tourists 

 

One advantage of Theravada Buddhism as a basis for cultural tourism is that 

Buddhism tends to have an open-minded and flexible attitude towards the 

participation of people of other faiths in its traditions, rituals and other activities. The 

research results suggest Theravada Buddhism cultural tourism development in 

Pattaya should take advantage of this fact to allow tourists to interact with locals and 

experience the Thai way of life more authentically. In temples and especially in the 

Learning Centre described above, creative activities which encourage tourists to 

engage with Theravada Buddhism and Thai culture would provide a more enjoyable 

and memorable experience for tourists as well as deepening their understanding of 

and respect for Thai culture and Buddhism. Table 5 provides examples of the kind of 

activities involving Thai culture and Theravada Buddhism which such a learning 

centre could encompass: 
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Table 5: Examples of creative activities for Theravada Buddhism cultural 

tourism  

 

Aspects of  Theravada 
Buddhism  

 

Cultural/creative activities  

for tourists 

 

 1.Buddhist ethics and spiritual  

  practices 

 

  a. Meditation class (Vipassana) 

  b. Teaching and discussion about the discipline and ethics  

  (Dharma) of Theravada Buddhism 

 

 

 2. Buddhist arts and history 

 

  a. Modern exhibitions for tourists on the influence of Buddhism on  

  Thai arts 

  b. Classes in Buddhist art forms such as painting and sculpture 

 

 

 3. Buddhist ritual and events 

 

  a. Encouraging tourists to participate in Buddhist festivals such as   

   Wan Ook Phansa (the festival celebrating the end of Phansa,   

   the ‘Buddhist Lent’). 

  b. Allowing tourists to observe aspects of Buddhist life and ritual. 

 

 4. Aspects of culture involving  

  Buddhism 

 

  a. Participation in cooking classes (in which Thai food is prepared  

  in order to offer it to monks in a merit-making ritual) 

  b. Learning traditional vegetable and fruit carving   

  c. Creating traditional flower arrangements (to be used as  

  offerings to Buddha images) 
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These activities have the potential to make a significant contribution to the tourism 

experience as a form of ‘creative tourism’, allowing tourists to learn and share 

knowledge and experiences with the host community. The research suggests that 

the meaning and reasons for these activities need to be explained to tourists in order 

to deepen their understanding of their experiences. Significantly, the development of 

Theravada Buddhism cultural tourism is aligned with the concept of support for 

‘creative industry’ in Thai government policy as mentioned in Chapter 1. This is 

because the development of cultural-creative tourism can create rewarding forms of 

employment and encourage the production of creative products based on cultural 

tourism. 

 

Strategy 5: Sustainable promotion and development of Theravada Buddhism 

cultural tourism 

 

As noted in Chapter 2, Theravada Buddhism cultural tourism should prioritise the 

goals of cultural and moral development, heritage conservation, and sustainability 

over profits. In particular, it should in no way contribute to the existing over-

commercialisation and over-development of tourism in Pattaya documented in 

Chapter 1. The research suggests that the way in which this kind of tourism is 

promoted could have a significant impact on the achievement of these goals, 

implying that sensitivity to cultural and religious values is required in the marketing 

and promotion of Theravada Buddhism cultural tourism. Based on the research 

results, a strategy can be formulated for the sustainable promotion and development 

of Theravada Buddhism cultural tourism comprising five key elements: appropriate 
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use of media, interpretation of cultural practices to tourists, training programs for 

local people, regulations and laws to protect cultural heritage, and control and 

monitoring of tourism promotion by tourism partnerships and significant stakeholder 

groups. 

 

(i) Use of appropriate media to promote Theravada Buddhism cultural tourism 

 

The promotion of new types of cultural tourism in Pattaya requires multi-channel 

media communication by means of new technology such as social media and 

websites. The use of Internet communication technology has become vital to the 

promotion of new tourist destinations. It is crucial, however, that online information is 

updated regularly to ensure that tourists are provided with accurate information and 

made aware of new tourism opportunities. The research results indicate that out-of-

date information about religious sites in Pattaya on websites has contributed to the 

low numbers of tourists visiting religious places in Pattaya. Thus, the use of up-to-

date multi-channel online marketing of Theravada Buddhism cultural tourism sites 

should be a key part of a strategy of tourism development for those sites.  

 

Another key finding of the research is that care must be taken in promoting 

Theravada Buddhism cultural tourism appropriately. Because of the sanctity of 

Theravada Buddhism in Thai culture, tourism promotion needs to be conducted with 

appropriate sensitivity. Publicity for Theravada Buddhism sites and activities should 

be based on accurate information and must not trivialise or sensationalise 

Theravada Buddhism and related aspects of Thai culture. 
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(ii) Appropriate and accurate interpretation of Theravada Buddhism cultural 

tourism 

 

The importance of interpretation has been noted by Timothy (2011), who highlights 

its significance in managing cultural heritage by educating tourists and raising 

awareness of conservation issues. Interpretation and explanation of cultural values 

and practices both deepens tourists’ experience of and respect for the host culture 

and reduces the risk of tourists’ offending local sensitivities or otherwise impacting 

local culture (Moscardo 1998). A survey of visitors to Australian rainforests 

(Moscardo, Verbeek & Woods 1998) suggests tourists are actively interested in 

obtaining information about how they can minimise adverse impacts on the tourism 

site. And a case study of the Skyrail tourist attraction in Queensland, Australia 

(Moscardo 1998), which has made a substantial investment in interpretative services 

for tourists, found that tourists who had used these services had significantly higher 

levels of satisfaction with the site than those who did not. In the context of Theravada 

Buddhism cultural tourism in Pattaya, three of these strategies seem particularly 

important: 

 

1) For maximum impact, various media channels should be provided for tourists, 

such as brochures, sign posts, social media, and personalised explanations by local 

people. Making the information in these channels available in several languages, not 

only English, would ensure that the widest possible range of tourists are catered for. 

 



255 
 

2) Providing personal connections to tourists: personal connections are a key part of 

the tourism experience and are also vital in imparting information in an interesting, 

memorable and impactful way. Moscardo (1998) suggests using humour and 

allowing tourists to ask questions as useful techniques for building personal 

connections. 

3) Providing clear rules at each religious tourism site to ensure a satisfactory tourism 

experience while protecting cultural heritage and religious sensitivities. It is important 

to explain the reason for rules to encourage tourists to comply with them. For 

example, the no-photography rule in many temples exists because flash 

photography can result in the degradation of old artefacts such as paintings. 

 

In summary, interpretation by tour guides, tourism workers and local stakeholders is 

a key aspect of providing a satisfactory tourism experience and of ensuring the 

sustainability of the tourism venture. Although religious sites cannot avoid some 

impacts from tourism, interpretation can encourage cultural tourists to respect the 

local culture and behave appropriately. To facilitate effective interpretation, an 

education and training program may be required to enable local people to interpret 

Theravada Buddhism and Thai culture to tourists. 
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(iii)  Training programs organised by Pattaya City Hall 

 

To achieve an effective implementation of the interpretation strategy detailed above, 

training for local people may be necessary. The research suggests that the Pattaya 

local government could play an important role by organising and investing in training 

programs for locals. Other stakeholders such as tourism academics would play a 

role as educators, utilising their tourism and hospitality expertise. Such training 

programs would contribute to the sustainable development of tourism in Pattaya by 

improving the tourist experience, providing locals with marketable skills and helping 

to ensure appropriate behaviour on the part of both locals and tourists. Training 

programmes could benefit Theravada Buddhism cultural tourism by: 

 

 Deepening tourists’ understanding of Theravada Buddhism and Thai cultural 

heritage: Teaching locals how to convey accurate information and insights 

into the meaning and value of sites, practices and artefacts will deepen 

tourists’ encounter with Theravada Buddhism and Thai culture.  

 Making tourists aware of Thai norms that differ from those of western 

countries: This will enable tourists to behave in an appropriate and respectful 

way when visiting religious sites. 

 Creating a good impression on tourists: training programs could teach local 

people how to make tourists feel welcome and provide tour guides and other 

locals interacting with tourists with some basic tourism-focused English 

language skills. 
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(iv) Preservation of Theravada Buddhist values through the involvement of key 

stakeholders 

 

Key tourism stakeholders such as government authorities have a responsibility to 

preserve cultural heritage through monitoring and regulating tourism development. 

The research results indicate that the role of tourism stakeholders in the preservation 

of Theravada Buddhist cultural values can be summarised as follows: 

 

 The Ministry of Culture, whose area of responsibility includes Thai cultural 

projects as well as religious aspects of Thai culture, may need to draft laws or 

create regulations concerning Buddhist cultural tourism. For example, a law 

forbidding the sale of certain kinds of religious souvenirs to tourists (such as 

sculptures of the Buddha’s head) could protect religious sensitivities by 

preventing the trivialisation of religious iconography. 

 The Tourism Authority of Thailand, whose area of responsibility includes 

marketing and advertising Thai tourist destinations, could invest in an 

awareness program for tourists which provides guidelines for appropriate 

behaviour around religious sites. 

 Local government (Pattaya City Hall) should be responsible for co-operation 

between the national government and locals in programmes to encourage 

tourism sustainability, such as training programmes. 

 Pattaya residents, in cooperation with relevant government departments, must 

be involved in managing Theravada Buddhism cultural tourism so as to 

preserve cultural heritage. Local lay adherents of Buddhism in Pattaya should 
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be involved in presenting Thai culture and demonstrating the Buddhist way of 

life to tourists, and local tour guides should play a key role in interpreting the 

meaning of practices, rituals, and artefacts to tourists. 

 

(v) Promotion of the Sufficiency Economy Philosophy (SEP) among locals 

 

As noted in Chapter 2, the Sufficiency Economy Philosophy is closely linked to 

Theravada Buddhism because the principles of this philosophy (the Middle Way) is 

grounded in Buddhist teaching. The research results confirm that the promotion of 

Theravada Buddhism cultural tourism is aligned with the Sufficiency Economy 

Philosophy in that tourists would enjoy the experience of observing the simple 

lifestyles of locals. The research further suggests the Pattaya government should 

play a role in promoting the SEP among local residents and educating them in its 

principles in order to raise the awareness of local people regarding the Sufficiency 

Economy Philosophy and lifestyle. By emphasising self-sufficiency, the SEP could 

help to prevent locals from becoming over-dependant on the tourism industry and 

taking advantage of the tourism industry’ s economic benefits. 

 

Strategy 5, then, involves the use of training, communication techniques, and 

government regulation and monitoring of Theravada Buddhism cultural tourism 

development to ensure it achieves its aim of preserving and protecting Thai cultural 

heritage.  
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6.6 Research limitations 

 

Two key limitations of this research are the range of participants interviewed and the 

problems of conducting a literature review while living in another country. The 

research participants were limited to tourism stakeholders in Pattaya and did not 

include the perspectives of tourists, which are beyond the scope of this research 

inasmuch as it focuses on key local stakeholders in the development of Theravada 

Buddhism cultural tourism. The views of participants representing the potential 

consumers of the tourism product would be useful data, and is worth including in 

future research on this topic. The second limitation concerns the location of the 

researcher while conducting the research. The Doctor of Professional Studies course 

for which this thesis has been written was undertaken at CQUniversity, Australia 

(Sydney campus) except for the data collection phase of the research, which took 

place in Pattaya. The literature review could have benefited from access to some 

sources which were not accessible online but only available in hard copy form in 

Thailand. 

 

6.7 Recommendations for further research 

 

As noted in Chapter 1, tourism plays an essential role in the economy of Pattaya and 

of Thailand as a whole, but can also have negative social, cultural, and 

environmental effects. It is therefore crucial that sustainability be a central 

consideration in planning for future tourism development in Pattaya and that 
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sociocultural and environmental concerns not be sidelined. Sustainable tourism is 

defined by the United Nations World Tourism Organization (n.d.) as tourism which 

balances the interests of tourists, the host community and the environment so that its 

economic and social benefits can be sustained in the long term. 

 

This research addresses the issue of sustainability by investigating the potential for 

Theravada Buddhism cultural tourism to contribute to Pattaya’s tourism mix in a 

sustainable way. The approach to religious-cultural tourism development outlined in 

this Chapter de-emphasises the development of large, expensive, and often socially 

and environmentally harmful tourism attractions and amenities which to a large 

extent characterises the existing tourism industry in Pattaya. Instead, it establishes a 

viable framework for promoting and preserving Thai culture through tourism.   

 

Future research could build on the results of this research project by investigating 

three key issues: 

 

(1) The impact of the development of Theravada Buddhism cultural tourism on 

tourists and hosts communities. The results of this research indicate the feasibility of 

developing this type of tourism and suggest a strategy to develop Theravada 

Buddhism cultural tourism in Pattaya. However, as this is a new kind of tourism for 

Pattaya, research to evaluate the success of Theravada Buddhism cultural tourism 

development in terms of its impact on tourists and the host community would be 

valuable in guiding its future development.  
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(2) The potential of community-based religious tourism. The research results suggest 

that cultural tourism in Pattaya could be developed not only on the basis of its 

religious heritage but also on the cuisine and lifestyle of local communities in the 

form of community-based tourism. Many participants suggested that an additional 

form of cultural tourism involving Theravada Buddhism could take the form of a 

home stay village where all aspects of Thai culture including the Buddhist way of life 

can be experienced by tourists. As Theravada Buddhism is an integral part of the 

Thai way of life, the preservation and development of tourism involving traditional 

Thai lifestyles is also a means of promoting Theravada Buddhism. Thus, there is a 

need to undertake research into how community-based tourism (or home-stay 

tourism) involving Theravada Buddhism cultural tourism could be developed in 

Thailand. 

 

(3) Health tourism and Buddhism: the research results suggest the health benefits of 

meditation noted in Chapter 2 could form the basis of tourism combining religious 

tourism and health tourism through meditation, a key Buddhist practice. The 

research suggests that elderly people in particular might be interested in this kind of 

tourism. Increasing longevity and falling birth rates worldwide mean this 

demographic is increasingly important for the tourism industry. Further research 

could investigate how religious and health tourism could be linked and how this 

combination could be promoted effectively. 
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6.8 Conclusion 

 

The results of this research project indicate that Theravada Buddhism cultural 

tourism could complement the existing tourism industry in Pattaya, attracting a high-

quality niche market of domestic and international cultural and religious tourists and 

contributing to sustainable economic growth. While the non-commercial nature of 

this kind of tourism means financial return on investment is likely to be modest, its 

set-up costs are also low, and the spiritual and cultural emphasis of this kind of 

tourism are likely to have positive socio-cultural effects: improving Pattaya’s image 

as a destination, and preserving religious and cultural heritage and identity. To 

achieve the goals of attracting religious and cultural tourists to explore Pattaya’s 

Theravada Buddhist religious heritage and developing Theravada Buddhism cultural 

tourism in a sustainable manner, five key strategies have been identified: 

cooperation between local and national government in the management, marketing 

and maintenance of religious tourism sites; a focus on existing temples as potential 

tourist attractions; the development of a Theravada Buddhist cultural learning centre; 

a focus on creative tourism; and a focus on sustainability involving all stakeholders. 

 

In summary, the research outcomes reveal the potential benefits of Theravada 

Buddhism cultural tourism in Pattaya and point to a strategy of incorporating this kind 

of tourism into Pattaya tourism policy. The findings of this research could generate 

social value, encourage economic growth, and promote pride in Thai culture among 

Thais. Beyond Pattaya, it is anticipated that the research outcomes might also 
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contribute to the theory and professional practice of Thai tourism studies and the 

Thai tourism industry in alignment with the creative economy. 

 

6.9 Reflections on the research 

 

This section reflects on the process of coursework and research undertaken for this 

course and on the skills and knowledge obtained as a result. It also demonstrates 

how the research outcomes are expected to benefit the tourism industry, and 

outlines the researcher’s previous qualifications and work experience which have 

prepared her for the process of conducting this research. 

 

6.9.1 Researcher’s background and motivation for research in the field of 

cultural tourism 

 

The researcher’s main for reasons for undertaking the Doctor of Professional Studies 

course in the field of tourism management are connected to her qualifications and 

experience, which were directly relevant to this course and research project. 

 

Before commencing her Doctorate of Professional Studies course at CQUniversity, 

the researcher had graduated with both Bachelor and Master degrees in tourism. 

The Bachelor of Arts, majoring in tourism, was completed at Rajamangala Institute of 

Technology, Bangkok, and the Master of Arts, majoring in tourism and hospitality 
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management, was completed at Naresuan University (Bangkok Campus). In 

addition, the researcher had gained experience in the tourism and hospitality 

industry from completing internship programs with travel agencies and hotels 

including Tour East, Diethelm Travel and Conrad Hotel Bangkok. 

 

After completing her Master’s degree, the researcher worked in the field of tourism 

management, first as a teacher in the tourism department of the Siam Institute of 

Technology Bangkok for six years teaching subjects related to tourism management, 

and second as a lecturer in tourism management at Rajamangala University of 

Technology Phra Nakhon (Bangkok) for four years. The researcher’s teaching 

responsibilities included the basic principles of the tourism and hospitality industries, 

community-based tourism, management and health tourism.  

 

The researcher also has an interest in the field of cultural tourism, which is reflected 

in the two research projects she conducted during this time as part of her academic 

responsibilities. The first of these, conducted in 2008 with the assistance of a grant 

from the Higher Education Commission, was on the topic of traditional culture and 

sustainable tourism management in Bali, Indonesia. This research involved spending 

a month in Bali to collect data, interviewing tourism stakeholders, and collecting 400 

questionnaires from tourists and locals in Bali. The resulting quantitative data was 

used to investigate the management of sustainable tourism, and the qualitative data 

was applied to the development of a model for community-based tourism. The 

second research project was conducted in 2011 with the assistance of a grant 

provided by Rajamangala University of Technology Phra Nakhon. This quantitative 
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survey research evaluated university student and staff attitudes towards a small 

museum within the university grounds and their awareness of its role in preserving 

cultural heritage.  

 

In 2010, the Office of the Civil Service Commission launched an initiative to raise the 

expertise of Thai academics in public universities around Thailand by providing 

scholarships for post-graduate study abroad. The researcher took this opportunity to 

study a doctoral degree in tourism management in Australia. As a Thai tourism 

academic, the researcher’s primary interest was in addressing tourism management 

issues in Thailand. The Doctor of Professional Studies course at CQUniversity 

seemed like an ideal course of study because of its emphasis on research which 

produces actionable outcomes and on professional development through research. 

 

In summary, the researcher’s motivation for conducting this research was based on 

her academic background and experience in the field of tourism management, her 

research interests, and the opportunity provided by the scholarships being offered by 

the Thai government. 

 

6.9.2  Research topic  

 

The first stage of the Doctor of Professional Studies course involved choosing a 

research topic in cooperation with the course coordinator, Dr. Clive Graham. 
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However, the topic changed several times during the coursework part of the 

program. The topic initially chosen was ‘The development of tourism in Pattaya so as 

to become the premier tourist destination in Thailand’. This topic was very broad and 

lacking in focus, but it enabled the researcher to begin her research as she 

completed the assignments and workshops which comprised the first year of her 

course. After discussion with Dr Graham, the topic was altered so as to focus on the 

potential of cultural tourism to develop Pattaya as a premier tourism destination. The 

topic was later changed again to ‘Cultural tourism, demography and the 

socioeconomic development of Pattaya’. After the colloquium, the colloquium panel 

suggested to the researcher that this topic was still too broad and instructed the 

researcher to reflect on the relationship between culture and tourism in Pattaya so as 

to select one particular aspect of cultural tourism representing a gap in professional 

practice in Pattaya. After further discussion with Dr Graham, the topic became ‘The 

potential of Theravada Buddhism to enhance cultural tourism in Pattaya, Thailand’. 

Finally, this topic was accepted by the colloquium panel. 

 

The process of changing the research topic several times was frustrating for the 

researcher but was also a valuable learning experience. The researcher gained 

insight into the criteria for a suitable research topic and the necessity for clarifying 

the scope of the research. The researcher also came to understand the need to 

focus on the key concepts of the research topic and avoid being distracted by ideas 

which are beyond the scope of the research. 
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6.9.3 Workshops and assignments  

 

Before commencing the research project, a year-long coursework phase comprising 

six workshops with the six assignments had to be completed. In general, these six 

workshops and assignments provided experience with literature-based research, and 

developed her analytical and academic English skills. They also provided a solid 

foundation in terms of understanding relevant research methodologies and their 

relationships to Mode-2 knowledge production and Mode-2 society. The knowledge, 

skills and experience gained from the six workshops and assignments can be 

summarised as follows: 

 

Workshop 1 – Creating futures: The first workshop focused on the concept and 

nature of Mode-2 research, the difference between Mode-1 research and Mode-2 

research, and how to make the transition from Mode-1 research to Mode-2 research. 

The research and writing of the corresponding assignment assisted the researcher in 

understanding the topic (with regard to the socioeconomic context of Pattaya and its 

tourism industry), and in gaining insight into the significant issues within this topic as 

well as the relevance of Mode-2 research for these issues. This first workshop and 

the assignment assisted the researcher in understanding the concept of Mode 2-

research and how it is related to the purpose and significant problems in the 

research topic. 
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Workshop 2 – Critical foresight: The second workshop aimed at developing 

understanding of the concept of transdisciplinarity as expounded by Gibbons et al. 

(1994) and Nowotny et al. (2001). The assignment involved identifying, analysing, 

and critiquing research and other resources from a range of disciplines that were 

relevant to the research topic. Ten relevant studies and resources in fields such as 

cultural-creative tourism, tourism and destination management, and tourism 

promotion were chosen by the researcher and analysed and critiqued in terms of 

their potential transdisciplinary significance for the research topic. This workshop 

developed the researcher’s critical thinking skills and an understanding of areas of 

research applicable to the research topic. 

 

Workshop 3 – Futuring: In this workshop and assignment, the ‘Four Quadrant 

method’, invented by Lawrence Wilkinson (1997), was utilised to explore the 

research topic and possible future scenarios connected to it. The Four Quadrant 

method involves projecting four possible scenarios for the future in four quadrants 

formed by two axes representing potential key driving forces for the future in the 

context of the research. The driving forces selected for this assignment were the 

development of cultural tourism in Pattaya and the further development of 

commercialised tourism. The future scenarios developed according to this schema 

were imaginative constructions but based on evidence derived from a range of 

sources regarding the potential impact of the driving forces. This third workshop 

provided the researcher with further insight into the research topic, the 

socioeconomic forces involved, and its future implications, as well as developing her 

creative and critical thinking skills. 
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Workshop 4 – Market positioning: In this workshop, the relevant literature regarding 

tourism management, cultural tourism articles and Pattaya’s policy documents were 

identified and discussed to define gaps in the literature. This workshop assisted the 

researcher to understand the significance of the research problem and to identify key 

issues and gaps in professional practice. Nine key issues forming an evaluative 

framework for this research were identified in this assignment to further define the 

direction of the research project.   

 

Workshop 5 – Net Solutions: This workshop provided knowledge of research 

processes relevant to investigating the research topic. This course developed the 

researcher’s understanding of research design in general and of appropriate 

methodologies for the research topic. This workshop also provided useful discussion 

of data collection techniques and confidentiality issues. Through the process of 

completing the assignment, the researcher developed a justification for the research 

topic, devised an methodology appropriate to it, and devised a systematic plan for 

collecting data from tourism stakeholders in Pattaya. The greatest benefit of this 

workshop and the corresponding assignment is that it formed the basis of the 

research methodology eventually used in this research project. 

 

Workshop 6 – Working in the knowledge society: This workshop provided the 

researcher with an understanding of the important human and social ethical issues 

involved in conducting the research. This workshop also gave guidance to the 

researcher regarding the National Research Ethics Application Form (NEAF) and the 

drafting of the research proposal and its presentation to the CQU Colloquium panel, 
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which comprised the assignment for this workshop. This report included the 

background of the research, significant issues for the research, the purpose of the 

research, research questions, and the proposed methodology. The Colloquium 

Report was then submitted to and defended in front of the CQU Colloquium Panel. 

 

In preparing for the colloquium, the researcher gained valuable experience in 

preparing research proposals and reviewing literature using academic English, 

preparing presentations, and discussing research with other academics. This was a 

very challenging experience for the researcher not only because it was conducted in 

a language which is not her native tongue, but also because of the significant 

differences in academic culture between Thailand and Australia. For instance, in 

Australia there is a much greater focus on discussion of issues to which the learner 

can apply their knowledge rather than the testing of concepts and facts learned by 

rote which tends to be the focus of the Thai education system. This colloquium panel 

gave the researcher greater confidence in speaking English in public and in an 

academic setting. The feedback provided by the academics in this panel was also 

very valuable, and will be applied by the researcher when conducting future 

academic presentations, such as at international conferences. 

 

The colloquium report is attached in Appendix 1. After passing the colloquium panel, 

the research proposal was submitted to the CQU Human Research Ethics 

Committee and approved on October 8, 2013. Documentation of this approval is also 

given in Appendix 2. After approval was granted, the researcher travelled to Thailand 

to collect research data. All data was collected between January and February 2014. 
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After collecting the data, the researcher categorised, analysed, and interpreted the 

research results. 

 

6.9.4 The impact of the research project on the researcher and the researcher’s 

work as a tourism academic 

 

The process of coursework, research and research write-up involved in the Doctor of 

Professional Studies has greatly benefited the researcher in terms of skills and 

expertise relevant to her future academic career in tourism management. One key 

aspect of this expertise is an understanding of the role of transdisciplinary, Mode 2 

research in the social sciences. This type of research is quite different from the 

researcher’s previous background in Mode-1 research involving quantitative 

methodology. Mode-2 knowledge production is transdisciplinary, which means this 

knowledge production solves problems by coordinating theory and practical 

methodology from a variety of fields (Gibbons 1994, p. 5). This research is aligned 

with Mode-2 knowledge production because it is uses evidence and concepts from 

various disciplines to address a practical research question in a sustainable way. 

These disciplines include cultural and religious studies, tourism management, 

economics, tourism marketing, sociology, education and politics. The research 

outcomes are not primarily a contribution to theory but rather a practical proposal for 

a strategy suitable for incorporation into Pattaya’s tourism plan. 
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As a result of the experience of conducting Mode-2 research, the researcher will 

have greater insight into the multi-faceted issues facing the tourism industry and will 

be able to pursue further Mode-2 research in her career as an academic. While 

conducting the research, the researcher became aware of many different concepts 

relevant to tourism development and management from literature in many different 

fields and gained insight from the experience of interviewing participants from 

various walks of life. The researcher is now aware of the role of religious sites as 

potential participants in sustainable tourism development, the benefits of promoting 

religious tourism and festivals, the risks and sensitivities associated with religious 

and cultural tourism development, Thai national and local tourism policies, and 

sustainable tourism management. These concepts can now be incorporated into the 

researcher's future teaching and research activities. Finally, the strategy for the 

development of Theravada Buddhism cultural tourism developed through this 

research could be adapted for use in many other areas with the potential to develop 

religious-cultural tourism. 

 

In addition, this research project has developed the researcher's analytical abilities 

and critical thinking skills, including the ability to analyse published research and 

conduct literature reviews. The researcher has also gained skills in collecting, 

analysing and synthesising qualitative research data. Finally, the researcher has 

gained greater fluency in written academic English and in constructing arguments 

and connecting ideas and concepts coherently. These skills will be invaluable in of 

the researcher’s future academic career, not only while conducting research but also 

in teaching students research skills. The research outcomes from this research 

project as well as the wide range of literature relevant to religious tourism and 
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sustainable tourism management reviewed during the course of the research and 

write-up will also contribute ideas for the development of the researcher’s future 

research in the field of cultural and religious tourism. 

 

6.9.5 Conclusion 

 

To summarise these reflections, the workshops and research into tourism 

management over four years of full time study at the Sydney campus provided the 

researcher with the knowledge and skills necessary to undertake Mode 2 research 

and engage in transdisciplinary thinking and gave her experience in conducting 

qualitative applied research using a methodology quite different from that used in her 

research conducted before studying in Australia. While studying this course, the 

researcher had the chance to discuss and exchange ideas about research, tourism 

and other related issues with professionals at CQUniversity such as principal 

supervisors and co-supervisors. These discussions and exchanges of ideas provided 

insights into research methodology and helped the researcher to develop critical and 

creative thinking ability which can be applied to her work as a tourism academic. 

 

Another benefit of conducting this research is that it has filled gaps in the 

researcher’s knowledge of tourism management, especially with regard to cultural 

tourism. As mentioned above, the researcher’s primary professional responsibilities 

are currently concerned with tourism management in general, but the researcher has 

a special interest in cultural tourism which has influenced her research both prior to 
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and during the Doctor of Professional Studies course. This knowledge is likely to 

benefit the researcher in conducting her future professional activities whether in 

academia or outside it. 

 

In addition to these considerations, the research has value and meaning for the 

researcher on a more personal level. The researcher is herself Thai and a practising 

Buddhist, so conducting research involving the value of Buddhism for Thai cultural 

tourism was of especial interest to her. Conducting research which aimed to raise 

awareness of Buddhism and its relationship with Thai culture and to preserve 

national heritage was highly rewarding.   

 

Finally, the research outcomes reveal the potential an appropriate strategy for 

Theravada Buddhism cultural tourism in Pattaya. The local government (Pattaya City 

Hall) could incorporate this strategy into its planning and promote a new kind of 

cultural tourism in Pattaya. This could add value to Pattaya’s economy and society 

and transform Pattaya into a premier destination by broadening its appeal to tourists. 

Importantly, the development of the research may not only bring benefits to Pattaya, 

but also contribute to the development of the tourism industry and the creative 

economy of Thailand. 
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Appendix 1: Colloquium approval 

 

CU55 Doctor of Professional Studies 
 

Colloquium Report 
 

Student Name:   Nitinan SRISUWAN (Amp) 
Student Number:  S0222944 
Research Topic:    The potential of Theravada Buddhism to enhance cultural tourism in 

Pattaya, Thailand 
 
Date:     29th May 2013 
 
Panel:      Dr Grace Phan-Athiroj  

Dr Ergun Gide  
Professor Ross Lehman 
Dr Michael Nancarrow 
Dr Rohan de Silva 
Dr Clive Graham (Chair)  

 
Candidate Presentation: 
The candidate presented a detailed explanation of the proposed research topic as follows: 
 
The background of the topic 
The Tourism Authority of Thailand (2013) reports that Pattaya’s tourism industry has rapidly 
increased in last decade. The tourism industry is the major revenue that drives economic growth in 
Pattaya. The target group of Pattaya is currently Russian and Thais (50%), followed by Chinese, 
Germans, Middle Eastern and European (Department of Tourism 2012). The Department of Thailand 
Tourism (2013) reports that the amount of revenue generated has increased significantly from 
4,308,902 tourists and 48.6 million baht in 2001 to 8,313,528 tourists and 87.8 million baht in 2011. 
Khunpleum (2012), the mayor of Pattaya, predicts that the number of tourists in Pattaya will reach a 
peak of 10 million, generating an income of 300 million baht within the next three years.  In 2012, 
the slogan of “Pattaya City Definitely more or The City of Variety” was launched in websites to 
attract more tourists (Pattaya City Hall 2012). This campaign promoted a variety of tourist sites and 
activities. If campaigns such as this continue, they may further contribute to the expected increase in 
tourist numbers in Pattaya. 
 
Socio-economic features of Pattaya 
Pattaya is now faced with overcrowding. In 2011, there were approximately 108,804 registered 
locals within an area of 208.10 sq.km (Pattaya City Hall 2011) but four or five times that number are 
not registered. As a result, the city is quite crowded (Pattaya City Hall 2011). Significantly, most non-
registered residents (87%) work in the tourism industry such as illegal vendors and unskilled workers 
(Thongrod 2012). Overseas tourists are often disturbed by vendors along the beach (Pattaya City Hall 
2011; Thongrod 2012). Thongrod (2012) also noted that Illegal vendors sell unclean food and cheap 
souvenirs to tourists everywhere. Some people work illegally by giving Thai massages on the beach 
at the cheapest price, but this service does not meet the high standard of Thai massage. If the 
number of migrants continues to increase, it might lead to a negative brand image for Pattaya.  
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Commercialism tourism in Pattaya 
Instead of preserving the natural beauty and cultural heritage, Pattaya has turned into more of man-
made tourism product. Many man-made tourism products have been created such as amusement 
parks, museums and markets. Lack of zoning management makes streets crowded and prone to 
traffic jams. Countless buildings such as apartments, hotels and entertainment parks are built 
without any coordination or government oversight. The streets are crowded with restaurants, bars, 
shopping centers, local vendors and motorcycles. Some of the vendors use carts to sell their food on 
the street, causing traffic jams like those of Bangkok (The National News Bureau of Thailand 2011). If 
Pattaya continues to be commercialized, tourism might collapse. 
 
Gaps in Pattaya Tourism Policy 
The Pattaya City Development Strategy Ten Year Plan (Pattaya City Hall 2010)  can be divided into 
three periods: (1) In 2011- 2013, the plan aims to improve the livelihood of people in Pattaya and 
make Pattaya well-known as a tourist destination in the Asia-Pacific; (2) In 2014-2015, the plan aims 
to develop Pattaya as a center of conferences and sport events in Thailand,  serving as a place of 
relaxation for all kinds of tourists; and (3) in 2016 – 2020, the plan aims to transform Pattaya into a 
world class destination, and  a hub of world events with high technology facilities. However, the 
topic of cultural tourism promotion is not addressed in the plan.  
 
Lack of awareness of religious tourism 
The qualitative survey by the Department of Tourism (2012) points out that the main reasons for 
travelling in Pattaya is for relaxation, seminars and business. However, the results also show that the 
number of tourists visiting temples is much lower.  Only 0.4 percent of domestic tourists in Pattaya 
visited or engaged in religious activities and almost no international tourists did so.  Pattaya has two 
main Theravada Buddhism temples where they might have a potential to attract international 
visitors. They included the Big Buddha temple and Yannasangwararam temple (see Appendix 4). 
These two temples contain many aspects of Thai culture such as arts, festivals, food and 
architecture. Hence, the research project is focused on Theravada Buddhism, which is one aspect of 
cultural tourism. The potential of Theravada Buddhism as cultural tourism will be evaluated.  
 
The objective of the research project 
From the significance of problem that mentioned above, the objective of the research can be divided 
into three phases: (1) to study and explore tourism management strategies by that depend on 
religious and local identity around the world; (2) to evaluating the aspects of Theravada Buddhism 
that might add value to cultural tourism in Pattaya; and (3) to study how Theravada Buddhism and 
cultural tourism can increase revenue in Pattaya’s tourism industry so as to develop livelihood of 
people in Pattaya. 
 
Literature review  
Cultural Tourism may be broadly defined as tourism for the sake of experiencing the culture of the 
destination region. The World Tourism Organization (1985) defines cultural tourism as travel 
motivated by a desire to experience local culture and identity through activities such as such as 
visiting historical sites and monuments, study tours, religious travel, and experiencing local 
performing arts and folklore. McKercher and Cros (2002) suggest that cultural tourism is a distinct 
type of tourism through which tourists are educated about local culture, heritages, festivals and 
culture activities. This type of tourism is thus a combination of education and entertainment 
(edutainment) (Richards 2001; McKercher and Cros 2002). Among the benefits of cultural tourism is 
its contribution to economic growth. UNWTO (2007) estimates that 40% of global tourism revenue 
comes from travel related to cultural tourism and cultural products. In particular, cultural tourism 
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has the potential to benefit the poor economically and is indeed alleviating poverty in many 
developing countries (UNESCO 2007; Honey & Gilpin 2008; OECD 2009; UNWTO 2011).  
The number of religious tourists worldwide has been steadily increasing (Mintel International group 
2005; Mashdahi 2007; Blackwell 2007). The World Tourism Organization (2011) estimates that 
around 300-330 million tourists a year travel in order to visit religious sites. Tourism promotion is a 
major factor in this trend of establishing centres of religious culture as tourism sites (Urry 1999). 
Shackley (2001) contends that developing a religious site as a tourist attraction depends on the 
beauty of the natural environment surrounding the site, the existence of buildings for religious 
purposes, and the existence of facilities for educating and attracting tourists.  
 
Religious cultural heritage has great potential for differentiating a site as an attractive cultural 
tourism destination driving economic growth and attracting creative investment (OECD 2009). 
However, the presence of large numbers of tourists pose a challenge for managing religious sites 
and brings with it the risk of transforming the site into an over-commercial tourist destination (Olsen 
2006; Shackey 2001). Several strategies exist for managing tourism to religious sites sustainably, 
such as the charging of entrance fees (Shackley 2002) and the development of communication 
strategies to encourage visitors to treat sacred places with appropriate respect (Pearce 1998).  
 
Various stakeholders play a significant role in managing  religious sites and sacred places, including 
government authorities, planners, private businesses, development agencies, and academics (Olson 
2006). Cohen et al. (2002) notes the significance of religious leaders for religious tourism because of 
their insight into the significance of sites, practices and ceremonies and their ability to interpret 
these for visitors. Indeed, Olson (2009) contends that religious leaders are the most crucial 
stakeholders in the management and operation of religious sites.  
 
The practices of Theravada can be categorised into three kinds of training: moral development, 
mental development, and the development of wisdom (Horayangura 2007). Moral development 
focuses on righteousness and purity of both behavior and thought (Lyu 2012). Mental training is 
accomplished by means of meditation, especially Vipassana, or “mindfulness meditation”, which 
aims to develop awareness of one’s own mental functioning (Bodhi 2000; Germer et al. 2005).  
 
Evaluative framework 
The Evaluative Framework is derived from the literature review. The key issues of concern are: 
Promotion of religion as cultural tourism; The ownership of a cultural venue; Features of Theravada 
Buddhism; Investors and Finances; Branding cultural venue; Means of religious management; 
Philosophy of Sufficiency Economy; Improve the image of Pattaya; and Return on investment 

 
Proposed methodology  
Creswell (2009) notes that research methodology includes both worldview assumptions and 
procedures of inquiry (that is, strategies and method of data collection, analysis and interpretation). 
Kothari (2009) further notes that research methodology also includes a rationale for the 
appropriateness of these procedures of enquiry for the research goals. In this section, the research 
paradigm, research design, and data collection and data analysis procedures to be used in this 
research project are described and justified. 
 
 
 
Research paradigm 
For this proposed research project, the interpretative paradigm has been chosen as appropriate to 
the research topic. This choice is based on the fact that this research involves investigation into 
Theravada Buddhism which made up of beliefs, interests and values of local people, which are 
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formed though social and historical construction. This makes it appropriate to adopt the 
interpretativism worldview.  
 
Research design  
An interpretive paradigm implies a qualitative approach to data collection and analysis. This is 
appropriate for this research project for two reasons. Firstly, a wide range of socio-cultural and a 
political issue must be addressed. This is best done within a qualitative framework. Secondly, this 
proposed research aims to provide a ‘holistic account’ (Creswell 2009, p.176) by evaluating the 
potential of Theravada Buddhism as cultural tourism in Pattaya, which is a key characteristic of 
qualitative methods (Creswell 2009).  
 
Research Participants 

1) Members of the Pattaya Council (3 persons). 
2) Business people involved in the tourism industry in Pattaya, including hotel managers, travel 

agents, tour guides, restaurant owners and managers of entertainment venues (10 
persons). 

3) People involved in Theravada Buddhism (8 persons) 
a)  Theravada Buddhism monks (3 persons) 
b)  Religionist such as nuns, temple volunteers (5 persons) 

4) Government authorities responsible for policy involving aspects of religious and cultural 
tourism for the region and nation in the Department of Tourism, the Tourism Authority of 
Thailand (2 persons). 

5) Academics whose research is related to religious and cultural tourism (10 persons). 
a) Religious academics (4 persons) 
b) Thailand cultural academics (3 persons) 
c) Tourism academics (3 persons) 

 
 
Data collection techniques 
An in-depth interview is based on a semi-structured pattern and is commonly used in social science 
research such as this research project. This type of interview can make participants feel free to 
express their attitudes, ideas and experiences (Creswell 2009) without the social pressure 
experienced in a focus group (Mack & Woodsong 2008). 
 
Data analysis 
The data will first be annotated with codes representing the relevance of participant’s’ ideas to the 
eight elements of the evaluative framework. Using a computer program, segments of texts with the 
same codes will then be collected so that they can be compared and analysed. From this analysis, 
themes in participants’ responses will be identified, and these themes will form the basis of further 
codes to be added to the text. This cycle will be repeated until no further themes can be identified. 
The themes will be used to generate an analysis grounded in the data that also reflects the literature 
and the researcher’s own experience. This analysis will form the basis of a proposed Theravada 
Buddhism Center for Pattaya.  
 
Validity and Reliability 
The concept of credibility deals with congruence of findings of reality (Merriam, cited in Shenton 
2004). In order to achieve it, well-established research methods and familiarity with the culture of 
participants is required (Shenton 2004). In this research project, the researcher is Thai, experienced 
in tourism, and understands tourism management. In addition, the triangulation method will be 
used. A wide range of informants is a key feature of this method (Golafshani 2003; Shenton 2004). In 
the proposed research, data will be collected from participants with different roles and expertise. 
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Ethical considerations 
Participation in the research must be voluntary and based on informed consent. To ensure voluntary 
participation, participation in the research will not be disclosed to others. In this way, authorities 
such as employers will not be able to pressure people to participate in the research. To ensure 
informed consent, an informed consent form will be read and signed by each participant before 
starting interviews.  
 
PANEL RECOMMENDATIONS 
 
The Panel commends the Candidate on the Colloquium paper and presentation and recommends 
the Candidate might: 
 

1 Identify the objectives of the Pattaya City Development Strategy Ten Year Plan; 
2 Define the research objectives and outcomes upfront; 
3 Define the composition and features of the proposed Theravada Buddhism Centre; 
4 Consider the values of indigenous Aboriginal Australian cultural tourism in relation to 

the Theravada Buddhism Centre and whether you might develop the thesis from this 
perspective; 

5 Detail return on investment and religious management strategies of the Theravada 
Buddhism Centre; 

6 Analyse target markets, branding and promotional strategies for the Theravada 
Buddhism Centre; 

7 Apply a consistent number of research participants in the research documentation; 
8 Clarify how participants will be selected to avoid researcher bias; and 
9 Use the Harvard Referencing Style in the Bibliography. 

 
The above will need to be taken into account prior to the NEAF submission. 
 
The Panel concurs that the Candidate has met the requirements to proceed to the research phase of 
the degree. 
 

Dr Clive Graham 
Graduate Research Coordinator D Prof Studies  
Head of Program Master of Creative Enterprise  
Higher Education Division  
CQUniversity  
Level 1 400 Kent Street SYDNEY NSW 2000 
Ph: +61 2 9324 5779 
Fax: +61 2 9324 5766 
Email:  
Web:  
 
29th May 2013 

  

Signature redacted
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Appendix 2:  Ethical approval  
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Signature redacted
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Appendix 3: Information sheet 

 

Information Sheet 
 
 

TITLE:  The potential of Theravada Buddhism to enhance cultural tourism in Pattaya, 
Thailand 

 
RESEARCHER  Ms Nitinan Srisuwan 
CONTACT Room 7.06 CQUniversity, Sydney Campus, 

400 Kent Street Sydney Australia 2000 

                                     
 
NATURE OF RESEARCH: This research concerns the potential for cultural tourism in Pattaya 
 
EXPECTED DURATION:  60 minutes at a mutually agreeable time 
 

METHODOLOGY:  A hand written record and tape-recording of the main points of the interview 
will be made during the interviews  

 

TIMING OF THE RESEARCH:  At a mutually agreeable time  

 
RIGHT TO WITHDRAW:  See Attachment 1: Letter of Consent 
 

1 You are free to withdraw from this interview at any time; 
2 You are free to reframe a response at any time; 
3 Your anonymity is assured -  

a. No statement will be attributed to you in writing or in speech   
b. No inference that is attributable to you will be made in writing or in speech   
c.  
d.  
e. No record of interview either written or recorded that is attributable to you or any 

institution with which you may be associated will be distributed 
f. Your name, title and institution will not be recorded in the research or elsewhere. 
g.  

COUNSELLING: No counselling support is required. 

DATA STORAGE: Data will be stored for 5 years in accordance with the Code of Conduct 
policy.  . 

 
PUBLICATIONS:  Thesis  
 
NON-PARTICIPATION: Will not affect the participants’ employment or academic standing. 
 
CONFIDENTIALITY AND ANONYMITY: Assured in Letter of Consent 
 
 
Any enquiries or concerns about the research can be directed to me by calling +61 9324 5000 in Australia. Enquiries 
can also be made to (i) Nitinan Srisuwan Room 7.06 CQUniversity, 400 Kent Street Sydney 2000, Australia 
and to (ii) CQUniversity Office of Research, +61 749232603. 
 

  



309 
 

Appendix 4: Invitation to participants 

 

Invitation to Participate 
 

 
Name 
Address 
Date 
 
TITLE:  The potential of Theravada Buddhism to enhance cultural tourism in Pattaya, 

Thailand 
 
RESEARCHER  Ms Nitinan Srisuwan 
CONTACT Room 7.06 CQUniversity, Sydney Campus, 

400 Kent Street Sydney Australia 2000 

                                     
 
NATURE OF RESEARCH: This research concerns the potential for cultural tourism in Pattaya 

 
Dear……… 
 
My name is Ms Nitinan Srisuwan. I am studying the Doctor of Professional Studies at Central 
Queensland University, Australia.   My research project concerns “A strategy for Theravada Buddhism 

to enhance cultural tourism in Pattaya, Thailand”. 
 
I invite you to participate in my research topic. I would like to spend one and quarter hours with you in 
private to ask you your opinions and knowledge about the potential of Theravada Buddhism  to 
enhance value  to cultural tourism in Pattaya. The information collected during the interview will be in 
non-identifiable so that there will be no way any remarks will be attributed to you personally or by 
name. That is, your responses will be anonymous. You will be free to withdraw at any time prior to 
and during the interview and the information I gain will be distributed to you in a synthesized format. 
 
I would be grateful if you could respond your willingness to participate to me at   
 
 
Thank you very much in anticipation. 
 
Kind regards, 

 
Ms Nitinan Srisuwan 
Room 7.06 CQUniversity, Sydney Campus 
400 Kent Street Sydney Australia 2000 

  
 
Any enquiries or concerns about the research can be directed to me by calling +61 9324 5000 in Australia. Enquiries 
can also be made to (i) Nitinan Srisuwan Room 7.06 CQUniversity, 400 Kent Street Sydney 2000, Australia 
  and to (ii) CQUniversity Office of Research, +61 749232603,   

 

  

Signature redacted
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Appendix 5: Letter of consent 

 
LETTER OF CONSENT 

 
 
Name: 
Address: 
Date: 
 
TITLE:  The potential of Theravada Buddhism to enhance cultural tourism in Pattaya, 

Thailand 
 
RESEARCHER  Ms Nitinan Srisuwan 
CONTACT Room 7.06 CQUniversity, Sydney Campus, 

400 Kent Street Sydney Australia 2000 

                                     
 
NATURE OF RESEARCH: This research concerns the potential for cultural tourism in Pattaya 
.    
EXPECTED DURATION: 1 hour (60 mins) at a mutually agreeable time 
 
Thank you for participating in this research associated with my doctorate degree at Central 
Queensland University.  I inform you of the following: 
 

1. You are free to withdraw from this interview at any time; 
 

2. You are free to reframe a response at any time; 
 

3. Your anonymity is assured -  
a. No statement will be attributed to you in writing or in speech   
b. No inference that is attributable to you will be made in writing or in speech   
c. No record of interview either written or recorded that is attributable to you or any 

institution with which you may be associated will be distributed 
d. Your name, title and institution will not be recorded in the research or elsewhere. 

 
4. A hand written record of the main points of the interview will be made during the interviews 

and an audio tape will be made only with your consent at the time of interview. 
 
 

 
Ms Nitinan Srisuwan  
 
 
YOUR CONSENT: I agree to be interviewed in accordance with the above conditions. 
 
 
Signed:     Date:      
 

 
Any enquiries or concerns about the research can be directed to me by calling +61 9324 5000 in Australia. Enquiries 
can also be made to (i) Nitinan Srisuwan Room 7.06 CQUniversity, 400 Kent Street Sydney 2000, Australia 
  and to (ii) CQUniversity Office of Research, +61 749232603,   

  

Signature 
redacted
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Appendix 6: Interview questions 

 

TITLE:  The potential of Theravada Buddhism to enhance cultural tourism in Pattaya, 
Thailand 

 
RESEARCHER  Ms Nitinan Srisuwan 
CONTACT Room 7.06 CQUniversity, Sydney Campus, 

400 Kent Street Sydney Australia 2000 

                                     
 
 
NATURE OF RESEARCH: This research concerns the potential for cultural tourism in Pattaya 
 

(60 minutes) 
   
 

1. What is the potential economic and cultural value of Theravada Buddhism as a cultural tourist 
attraction for Pattaya? 
 

2. Which of the following stakeholders should be involved in the venture and why?  

 Religious people (abbots and monks, temple volunteers)  

 Religious authorities (Ministry of Religious Affairs) 

 Local authority (Pattaya Council) 

 Government authorities (Tourism authority of Thailand, Department of Tourism) 

 Non-profit organizations (Tourism volunteers, Thailand Buddhism club) 

 The private business sector  
Academics in the fields of tourism, culture and religion 
 
 

3. How might the following features be developed to enhance Theravada as a cultural 
experience? 

 

 Overnight stays at Theravada Buddhist temple following the Eight Precepts (Sila) 

 Buddhist chanting and praying  

 Mindfulness meditation (Vipassana) 

 Authentic vegetarian food (monastic meal; offering food to monks) 

 Buddhist arts and Thai culture such as images of Buddha and carved fruit and vegetables  

 Temple events and festivals (shadow puppetry, ceremonies, merits) 

 Thai dancing and Thai music classes 

 Tripitaka studies (Buddhist philosophy and ethics) 

 Pali and Thai language studies 
 

4. What set-up costs are essential and who might be involved in investing in these?  
 

 
5. What is an appropriate way to brand a Theravada centre in Pattaya? 

 
 

6. What is the appropriate management structure for a Theravada Buddhism tourism centre in 
Pattaya? 

 
7. How might a Theravada Buddhism centre promote the Sufficiency Economy Philosophy? 

 
8. How might a Theravada Buddhism centre promote and improve the tourism image of 

Pattaya? 
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9. What are the possible economic benefits of a Theravada cultural tourist attraction for 

Pattaya? 
 

10. Is there anything further you wish to add about the role of Theravada Buddhism and the 
development of Pattaya as a cultural destination brand? 

 
 
 
Any enquiries or concerns about the research can be directed to me by calling +61 9324 5000 in Australia. Enquiries 
can also be made to (i) Nitinan Srisuwan Room 7.06 CQUniversity, 400 Kent Street Sydney 2000, Australia 
  and to (ii) CQUniversity Office of Research, +61 749232603,   
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Appendix 7: Participation form 

 

PARTICIPATION FORM 

 

By signing this form, your organisation agrees to participate in this research and 

agrees to the following:  

 

- Your organisation will be asked to nominate managers and employees 

whose professions are associated with Theravada Buddhism to enhance 

cultural tourism in Pattaya. These potential participants will be invited to 

attend an interview at a place and time convenient to them to discuss the 

potential of Theravada Buddhism to enhance cultural tourism in Pattaya, 

Thailand. The interview will take approximately 45-60 minutes and 

permission to record the interview on audio equipment will be sought. 

Participation in the interviews will be anonymous, and no record or report 

of who participated in these interviews will be released to anyone. 

Although the research aims to interview only three members of your 

organisation, it is requested that a longer list of potential participants is 

provided to compensate for the possibility that some potential participants 

will decline to participate.  

 

 

Thank you very much in advance for your cooperation, interest and assistance with 

this research. 

 

Best regards, 

 

 

Ms. Nitinan Srisuwan 

Research Higher Degree Candidate 

CQUniversity, Sydney, Australia 

Signature redacted
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Appendix 8: Signed response forms from participants  

         

8.1  Pattaya City Hall 

 

  

Signature redacted
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8.2 Tourism Authority of Thailand 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Signature redacted
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  8.3 The Office of National Buddhism 

 

 

  

Signature redacted



317 
 

  8.4  Burapha University 

 

 

 

 

 

nivcr s ity 
A U ST RALIA 

RESPONSE FORM 

PI.EASE SIGN AND RETURN 

Name of organisation: Burapha Unlvel'stty 

Date: _ __ _,_t ,_1 -":;'-'~:'-'P--'I.Af:..:M,_.Swo,E ...,8~2"'-ot-.3=.. __ _ 

~es. our organisation would like to participate In the following study. 

'The potenbal of TheraV&da Buddhism to enhance cultural tounsm in Pattaya, 
Thailand" 

0 No, our organisation da.a not want to participate in this study. 

Nome: A .. siet<!T> t 

Position: Dean (Faculty of Management and Tourism) 

Signature redacted
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8.5 Rajamangala University of Technology Phra Nakhon 

 

  

Signature redacted
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Appendix 9: Interview transcripts 

 

(1) Results from local government: Pattaya City Hall officials (P) 

 

1. What is the potential economic and cultural value of Theravada Buddhism as a 

cultural tourist attraction for Pattaya? 

 

P01 It will definitely have effects on the economic factor because if there are a lot of foreign 

tourists, there would be more income. There is already a lot of income coming from tourism 

even without Buddhist cultural tourism. There are about 10 million visitors with the total 

income of 90,000 million baht per year. If we add this kind of tourism to our business as well, 

the number of tourists and income is sure to increase. However, the most important benefit 

is that the image of Pattaya will also change as well because there would be more options 

for the tourists to choose. So in my opinion, this should be done and promoted properly 

because then we can also reserve our Buddhism traditions too. 

 

P02 Tourism in Pattaya is growing as big as in Bangkok as it has spread into regional areas 

as well. However, this growth has also created social problems such as traffic congestion, 

drugs, pollution, and poor customer service. Buddhist tourism might serve to ameliorate 

these problems, increasing incomes while also maintaining traditions. As Buddhism is 

already woven into our culture, there would be less set-up costs but we can still earn a large 

amount of benefit from it. This would be a good investment because aside from being able to 

create more job opportunities for the locals, it can also remind Thai people to cherish their 

own culture. In comparison to other tourist attractions in Pattaya, a lot of them are man-

made with spectacular constructions which people can get bored of easily. For instance, 
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Water Park by a Russian company, and Hollywood Theatre. These attractions are invested 

by foreign investors and they do not express any Thai traditions. So I support the idea of 

promoting our culture in terms of Buddhism through tourism. 

 

P03 For my point of view, the Buddhism tourism can definitely help the economic growth 

because Buddhism is a part of our culture that we cherish. Pattaya has never been 

promoted in terms of Buddhism before so it would become more interesting because of new 

attractions for tourists to enjoy. There would be more family tourists, especially Thai people, 

because Thai people are Buddhists and will go to famous temples in order to pray for their 

own prosperity. When foreign tourists see this, they will visit these places as well to discover 

what Thai people enjoy. It will create an urge in them to participate. As a result of the 

increasing amount of tourists, they will express the news among each other and so we can 

attract more people to come to our place. It will surely enhance our tourism economic factor 

in a good way. 

 

2.  Which of the following stakeholders should be involved in the venture and why? 

 

P01 The national government, such as the Ministry of Culture, should be involved in this 

investment because Pattaya and the Ministry of Culture have always cooperated with each 

other. For instance, Pattaya Naklua Walking Street Festival, this event is invested by the 

ministry because in the past continued to nowadays. However, the most effective way to 

develop and promote this type of tourism is cooperation between the government – including 

the Ministry of Tourism, the Ministry of Culture, and Pattaya City Hall – and the private 

sector. This will help the project to be more successful because there would be more money 

available for promotion and labours.  
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P02 I think the corporation between the national sectors and regional sectors would be best 

for example the corporation between the Ministry of Culture and the Regional Council of 

Cultural Affairs. These people are coming from various business factors in Pattaya and also 

from the Buddhism sector as well. They know about the culture, the Buddhist places such as 

the temples, and various cultural tourism projects. They will approve these projects to be 

able to be promoted in the regions. As in the same time that the Ministry of Culture will 

approve the investment to the Council of Cultural Affair As for the Ministry of Tourism, they 

would help invest in promotions as well. The events in Pattaya such as traditional fairs, 

painting competitions, Wan Lai (Songkran festival), they are all approved by Pattaya councils 

of cultural affair  

 

P03 The cooperation of different sectors is necessary – including both government and 

private sectors – because it will produce the best results in terms of creation, investment, 

and labour. This will achieve success more easily. The councils of cultural affairs together 

with Pattaya city can present the tourism projects to the Ministry of Culture in order to get the 

investment. For the Ministry of Tourism, they would help with the promotions. All together we 

will be able to produce strong and stable results. Success will definitely be in our reach. 

 

3.  What is the appropriate management structure for a Theravada Buddhism tourism 

centre in Pattaya? 

 

P01 The most appropriate structure would be the integrated Buddhism learning center for 

the visitors to learn about Buddhist culture. It would be best if it is located in the temple and 

we can also collect the entrance fee in order to support the religion. The well-organised 

integrated Buddhism learning system should be presented too because our targets can 
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prefer various activities differently such as meditation, discussing session, and Buddhism 

history and traditions learning. Some people might want to keep Buddhist morals of eating 

only vegetables. If we can manage the system well, the visitors will have more options to 

choose from.  

 

P02   The structure should be Dharma retreat centre because it would enable tourists to 

learn about Theravada Buddhism in greater depth through Buddhist activities such as 

meditation (Vipassana), practising Dharma, and living a simple lifestyle in the same way as 

Theravada monks. 

The structure should involve a lot of participation such as practising Buddhist activities 

together because if it is only a learning centre, the visitors will just come and go without 

access to the real traditions. This structure has already been promoted in Suan Mok, Chiang 

Mai. It should be located in a peaceful place which can be in the temples in Pattaya or the 

nearby areas. It will attract more visitors because there would be a new cultural tourism 

which will be interesting for more people. 

 

P03 In the general picture, Thailand still does not have a strong image of Buddhism tourism 

like in India. We should manage [this kind of tourism] by creating a Buddhist learning centre 

that should be promoted to enable tourists to learn about our culture rather than just walking 

in and out. It should involve a lot of participation. For instance, the meditation and keeping 

the Buddhist morals by not eating any meat, and the place where people can learn to pray 

for the peacefulness. In my point of view, Pattaya could definitely develop this kind of 

tourism to attract more visitors in the future. It would be an interesting option for them. 
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4.  How might the following features be developed to enhance Theravada Buddhism 

as a cultural experience? 

 

P01 Every aspect of Buddhism can be adapted and improved as a product for the visitors to 

be able to experience directly through various activities such as meditation sessions which 

has already gathered interest from foreigners. We might arrange a healthy tour including the 

vegan diet plan and meditation for a healthier lifestyle. As this kind of tourism is already 

popular, it will gather more interest from people because they can gain both mental and 

physical benefits as well as a chance to learn about the culture. We should have different 

options for the visitors because they come from different backgrounds and preferences, for 

example, visitors from India and Russia will prefer to learn more about Thai culture whilst the 

Chinese visitors only prefer to visit sacred places and pray.  

 

P02 I want to put more effort into the meditations and learning about Buddhist morals and 

keeping sessions in accordance with the teaching center as stated above. The reason is that 

these sessions will cover every sector of Buddhism tourism including the meditation, morals 

lessons, and praying lessons. As for the example in Suan Mok, it can attract a lot of foreign 

visitors. Some Chinese visitors come to take part in artistic activities such as brush painting, 

and some of them are interested in Buddhist painting.  

Other factors can help promote tourism as well, for instance, the festivals. They should be 

arranged occasionally to attract more people on the important religious days. The fun 

religious fairs can build more interest of tourists to come visit. At Pattaya, there are various 

fairs already, for example, a grand offer of food to monks festival (Tak Bat Devo) in which 

there are 2,200 monks in front of the city, and the ceremony of entering the monkhood on 

Father’s Day (5th of December). These events already attract more tourists to come to 

Pattaya. 
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P03 Participating in meditation and moral lessons can cover every aspect of Buddhist 

tourism and allow tourists to get involved easily. They will gain new interesting experiences 

from these lessons (meditation and following a monastic lifestyle). Aside from learning about 

the culture, the tourists can also gain both mentally and physically benefits which cannot be 

gained through regular visiting activities that only let visitors to walk in and out without any 

participation. 

 

5. How might a Theravada Buddhism centre promote the sufficiency economy 

philosophy? 

 

P01 For my point of view, Buddhism teaching is already connected to the principles of 

sufficiency economy philosophy. If this centre is established and disseminates information 

about SEP theory and Buddhism, then this will teach local people and help them to 

understand how not to spend money extravagantly and to maintain Buddhist cultural 

traditions. 

 

P02  Buddhism tourism is one of the most beneficial investments because of the lower set-

up costs and higher income. It can also help maintain the traditions. As to promoting the 

Buddhism tourism is already a part of practicing the Sufficiency Economy Philosophy 

because people do not have to invest a lot of money to build spectacular constructions with 

higher set-up costs and they are not sustainable. They also give no benefit in terms of the 

cultural factor. Two years ago, Pattaya had the events that there are various artists to come 

to Pattaya to perform songs with Sufficiency Economy Philosophy-related lyrics in order to 

influence people to live accordingly. This event has established from year 2011 to year 2012. 
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P03 In accordance with Sufficiency Economy Philosophy principles, promoting this 

Buddhism tourism and learning centre can have a lot of influence towards it because it 

teaches people to choose the middle path and not to live extravagantly. When people have 

learned to live on this path, they will not be making benefits from the tourists unfairly. 

 

6.  What set-up costs are essential and who might be involved in investing in these? 

 

P01 The governmental sectors such as the Ministry of Culture should be the main investor 

and hold the majority of the responsibilities because they are the one who will get the money 

directly from the government. Pattaya city sectors should be the ones who manage that 

money to be invested in various sections regionally. The main set-up costs would be on the 

standard construction in order to build, and promotions. Promotions are very important 

because even if we have a spectacular building, no visitor will come if there is no effective 

promotion. 

 

P02  The starting set-up costs should be managed by the Ministry of Culture and Pattaya 

city managing sector because the Ministry of Culture will spread the investment to Pattaya 

city and the Councils of Cultural Affairs in order to develop the cultural tourism projects. As 

from my working experience, in the past, there were various temples who have come to 

Pattaya city managing sector for financial support in order to use that money to improve the 

buildings. However, we cannot afford these amount of money, only if these temples 

corporate with the regional council of cultural affairs themselves. They will have to write the 

Buddhism projects to promote the tourism and send to Pattaya governmental sector in order 

to be able to start the projects. The surrounding areas of these temples can also get the 
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money because that money will be spent on religion-maintaining purposes based on the 

Buddhism activities.  

 

P03  The main investor funding the set-up costs should be part of the national government 

such as the Ministry of Culture because such government authorities can allocate 

government funds to any investment in culture in Pattaya. Then Pattaya City Hall would 

manage this type of tourism as the main stakeholder in cooperation with the Ministry of 

Culture and other tourism partners. 

Ministry of culture could be the controller to control and monitor this management on cultural 

tourism because Buddhism is national concerns and sensitivities. Others government 

authorities such as Tourism Authority of Thailand, can help to invest in marketing cost, and 

co-operate with private sector(tourism and hospitality business in Pattaya) to promote this 

type of tourism. This is because  the promotion on Thailand tourism is belong to national 

government (Tourism Authority of Thailand). The investment cost should be concentrate on 

marketing because Pattaya has already complete in tourism infrastructure, tourism routes 

and places. 

 

7.  What are the possible economic benefits of a Theravada Buddhist cultural tourist 

attraction for Pattaya? 

 

P01 The economic factor will surely grow because complete integrated tourism includes 

cultural tourism. It will create more job opportunities for the locals. As Thailand already has a 

lot of cultural attractions, the set-up costs will be lower but people will get sustainable 

benefits which will help the individual financial status as well. For example, If tourists come 

for the purpose of Buddhist tourism, they will not only practice Buddhist activities but also 
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spend money on accommodation, tour guides, and restaurants. So overall, these activities 

not only help sustain the Buddhism traditions but also improve the economic status in the 

city too. Thai people will also cherish more of their own culture. 

 

P02 I think that Theravada Buddhism tourism will definitely help the economic situation. This 

is because we are Buddhist. We are Buddhist, so if we promote this type of tourism, we can 

present our culture to foreigners while preserving our traditions and culture. Promoting 

Buddhism to tourists is better than promoting commercial constructions such as Mimosa 

because these commercial constructions are not sustainable. They can attract a large 

number of people at first, but people will get bored of them eventually and look for a new 

destination. 

 

As in Pattaya right now, there are various financial problems; the total population is 500,000-

600,000 people with only 160,000 registered residents. For tourists, it is a million people. 

Recently as we have asked for a yearly budget, the income per person is 375 baht in which 

the amount of the divided is 115 baht. This amount is not sufficient for the facilities in Pattaya 

city. We have to depend on income from tourism and if this kind of Buddhist tourism is 

successfully promoted, it will bring a lot of sustainable benefits.  

 

P03 I think it can partly help the economic factor because it is a cultural tourism which is one 

of the many kinds that will facilitate the economic flow in general. But the prominent aspect is 

that Theravada Buddhism tourism is something that no one has ever done before. So it is 

more creative to promote the culture that we have already. We also do not have to invest a 

lot of money because these traditions have no set-up costs whatsoever compared to the 

man-made buildings from the private sectors nowadays. 
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8.  How might a Theravada Buddhism centre promote and improve the tourism image 

of Pattaya? 

 

P01 Theravada Buddhism is a part of cultural tourism. It will create a better image for us in 

general. As from the past, Pattaya has been promoting the night entertainment centers. 

Even though there are a lot of tourists coming for this, a lot of problems have arrived as well. 

These problems affected the image of Pattaya a lot. For instance, the bad traffic, problematic 

entertainment centers, and robbery. So to promote Buddhism tourism would give the tourists 

more options to be able to learn about new culture and traditions. To have a better 

impression on Pattaya city so that they can tell others that Pattaya also has the beautiful and 

peaceful parts in terms of the traditional Buddhism culture just like other places as well. 

 

P02 Theravada Buddhism tourism can definitely help improve the image of Pattaya in the 

long term.because most tourists in Thailand are attracted to the real traditional culture rather 

than the man-made attractions. For example, they would enjoy learning about how Thai 

people live regionally. As you can see, foreign tourists enjoy roaming around the small shops 

outside the department stores better. To enhance a good image, this tourism would help 

promote our beautiful culture which will attract foreign tourists. 

 

P03 I think that Theravada Buddhism tourism is beneficial to a better image of Pattaya as we 

have never done it before, it will attract more people and create more options too. As a 

result, Pattaya will have a complete circle of tourism business, the visitors who have come 

here will also spread the better image of Pattaya that we also have the cultural centres in 

term of Buddhism culture. If you want to learn and experience more about the culture, you 
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can come to Pattaya. Thai culture has already been an attraction for foreigners so it would 

be easier to create a better image of Pattaya. 

 

9. What is an appropriate way to brand a Theravada Buddhist centre in Pattaya? 

 

P01 The development on this type of tourism is considered as the important national issue 

because Buddhism is the main of Thai culture. There should be integrated promotion of 

tourism with cooperation from both government and private sectors because this will make it 

easier to plan and control the promotion of tourism fairly so that no-one can gain more than 

others and also to encourage people to cherish traditional culture. For the best result, there 

should also be restrictions and rules as the government, Council of Religion, and Ministry of 

Education already have the regulations for the promotion of the tourism. In comparison to 

the monkhood, if you commit something outside the rules then you would be punished. 

 

P02 For the market promotion, the governmental sector along with regional government and 

private sectors should take the responsibilities in order to promote and control the new 

tourist attraction. Starting with consultation with the locals. For the Ministry of Culture and 

Council of Cultural Affairs, they should put out regulations in order to prevent any unfair 

business exploiting tourists. They should also have rules about the entrance fee because 

there are already a lot of illegal businesses that exploit the tourists such as in front of the 

market at Jomtien, there are fake monks asking for food. 

 

P03 Thailand is the land of Buddhism. I think that the development of religious tourism is 

sensitive, so it is a national concern. There should be research about the limits of Theravada 
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Buddhism’s suitability for tourism because we do not want to turn our culture and religion 

into a mere business matter or see an invasion of tourists in religious places. The 

corporation should be between the government, regional government, and every religious-

related sector such as the National Buddhism Centre, Council of Cultural Affairs and 

temples. 

 

10.  Is there anything further you wish to add about the role of Theravada Buddhism 

and the development of Pattaya as a cultural destination brand? 

 

P01  In order to promote and establish a new tourist attraction, integrated cooperation 

between national government, regional government, the private sector, and locals is 

necessary because then the problems that will come after the new tourism project has been 

completed can be solved more easily by including many people so they can come up with 

plans to improve new attractions. Aside from this there are more possibilities in term of 

cultural tourism such as the development of the cultural centre of Thailand in four different 

regions in order to corporate the traditions and culture together to attract more visitors and 

more income as well. In Pattaya, the residents are coming from different areas in Thailand 

as there are ‘Isan (Northeast)’ festival,  and ‘Pii Taa Khon’ (traditional art) performed by a 

Northeastern group of people. The private sector is the investor of these events whilst 

Pattaya city helps with the promotion yearly. The feedback is very satisfying. Southern 

people also have their own activities. So if we can bring together these events and traditions 

from different groups of people into one centre in Pattaya, it will surely attract more tourists. 
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P02 I want to stress about our Buddhism image that we should create the feeling and 

environment of Buddhism just as in Burma. Burma also cherishes Theravada Buddhism like 

us but there, they have more regulations and more regional culture and traditions. So Burma 

can attract more tourists compared to Thailand. Another reason is that in Burma, they put 

more importance on the traditions and rituals unlike Thailand that we lean too much towards 

the sacred objects and mystic beliefs. We should focus more on our culture and traditions 

that are already attractive in itself. Another aspect that should be in the consideration is 

traditional food because foreigners like Thai food already so we can create more dishes 

such as  seafood dishes. Homestay accommodation is also one of our famous cultural 

attractions that should be promoted well. 

 

P03  Religion and traditional culture is something we already have so it would be better to 

stay on a natural aspect rather than the man-made aspects. Participation is the key to 

success because visitors can learn more about the new culture and also gain a good 

experience so they tell others to come visit too. However, the most important key is the well-

corporated system between government, private sectors, and locals. Another attraction of 

Pattaya is food because we have an abundant supply of seafood. We can make different 

dishes from them – Tom Yam Kung, Seafood Pad Thai, Fried garlic crab etc. Thai food has 

already gained international honour and popularity among foreigners.Thai food is also 

healthy because of the various herbs in the ingredients. Eating Thai food will not make you 

gain weight and it will help you make a healthier eating habit. So to consider all these 

reasons, Thai culture and Thai food should be promoted along together. 
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(2) Results from Business people involved in the tourism industry in Pattaya (B) 

 

1. What is the potential economic and cultural value of Theravada Buddhism as a 

cultural tourist attraction for Pattaya? 

 

B01 I think using the cultural value of Theravada Buddhism as a cultural tourist attraction for 

Pattaya could be a strategy to increase Pattaya’s economic growth by up to 30-40%. Pattaya 

already earns the remaining 60-70% from the entertainment industry. From the point of view 

of cultural values, I think it has strong potential of cultural conservation because religion is an 

important part of Thai culture. Indeed, the action of promoting religious values will also 

promote culture and promote the beauty of Thainess world-wide.  

 

B02 I think of using the cultural value of Theravada Buddhism as a cultural tourist attraction 

for Pattaya as a new tourism strategy. Although Buddhism exists everywhere in Pattaya, it 

has not yet been promoted. From my experience of guiding tours, my major clients are 

Western businessmen attending conferences in Pattaya. As I lead them for sightseeing at 

religious places, they are enthusiastically and seriously interested in Buddhism. Some tours 

from America, which include over 20-30 people, are fascinated by studying Buddhism, 

practicing meditation, yoga, and even visiting Khao Yai in Nakorn Rachasima. Therefore, if 

there is a campaign for promoting Theravada Buddhism as a cultural tourist attraction for 

Pattaya, it will definitely interest tourists and increase demand. 

 

B03 I would predict that the cultural value of Theravada Buddhism as a cultural tourist 

attraction for Pattaya will have a greater influence on cultural value than on economic value. 
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The use of promotional campaigns for Thai culture is a time-honoured strategy, and in fact, it 

explicitly encourages various groups of Thai people to be more aware of promoting and 

preserving the national religion. Recently, Pattaya’s economy has greatly benefited from 

both man-made tourism business and an entertainment industry which has contributed a 

great deal of income and enjoyed a lot of popularity due to the excitement that the tourists 

have enjoyed. Unfortunately, these businesses are not generating a permanent income 

despite the benefits that they have experienced at the beginning, but could face a dramatic 

downturn in the unknown future. As a matter of fact, I agree with building on concrete 

foundations such as culture and religion to promote their values, like wats [temples] and 

surrounding peaceful places that already exist in Pattaya.  

 

B04 I think that the cultural value of Theravada Buddhism as a cultural tourist attraction for 

Pattaya could be an opportunity to stimulate both economic and cultural development, since 

Thai culture is fascinating for foreigners. However, It also depends on the marketing 

strategy, as an efficient marketing campaign will definitely attract more tourists and create 

economic benefits. Bangkok, for example, even though it is overcrowded and chaotic, is able 

to attract tourists to a lot of cultural and religious sightseeing sites. Religion is  a symbol of 

Thai culture that can be sold to tourists sustainably. Therefore, Pattaya should take this 

example seriously since Pattaya already has many large temples like Wat 

Yannasangwararam Worawiharn. But the number of visitors there is still low, so a strategic 

campaign is required to increase it. 

   

B05 I think the cultural value of Theravada Buddhism as a cultural tourist attraction for 

Pattaya will contribute both cultural and economic value. Buddhism is the national religion of 

Thailand, as over 90% are Buddhist. As a matter of fact, Thai lifestyle and identity are 

connected to Buddhism from birth to death. The promotion of religious tourism is a way of 
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promoting and advertising Thai culture. Significantly, the promotion of Theravada Buddhism 

cultural tourism will directly influence the management of the tourism business from 

generation to generation. So this action would definitely help preserve cultural value in a 

larger perspective. The major income of Pattaya is from tourism business industry.  

 

B06 I think that using the cultural value of Theravada Buddhism as a cultural tourist 

attraction for Pattaya is a marketing strategy that provides an opportunity to attract tourists. 

Pattaya already has a diversity in tourism, including seaside, sports and health tourism, all 

without specific promotion. From the perspective on Buddhist tourism, Pattaya contains a lot 

of resources, like Wat Chaimongkon [the royal monastery] and Wat Chongloom [an 

archaeological site containing an old temple], but the government does not promote them 

effectively. So I would predict that the economic potential to successfully promote the 

cultural value of Theravada Buddhism as a cultural tourist attraction in Pattaya definitely 

exists. Indeed this is a campaign to be strongly taken in consideration.  

 

B07 Religion is fundamental to Thai culture. Culture exists in human beings from birth until 

death. I this this strategy of promoting culture and religion is certainly capable of developing 

regional economic growth as well as conserving culture. All tourism businesses, especially 

those that are extraordinary will attract more tourists. When tourists come, foreign currency 

spent by the tourists will boost the development of Pattaya. Religion is also an important way 

of developing and improving people’s mentality to be more positive and better able to 

produce beneficial outcomes.   

 

B08 I think the cultural value of Theravada Buddhism as a cultural tourist attraction will 

produce long-term development and also help to conserve culture. Cultural tourist attractions 
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can be presented as an inspiration for those who own culture, allowing them to deal with 

tourists with dignity. Likewise, grandchildren can continue doing business in the cultural 

tourist industry following in the footsteps of their parents and grandparents, indeed they 

would implicitly absorb the pride in and priority given to cultural values [by their elders]. In 

fact, this is a way to conserve culture. Buddhism already belongs to the Thai nation’s culture, 

so promoting Thai culture does not require a lot of investment. Although the investment 

cannot make much profit in economic terms, it will bring returns over the long term and may 

well be resilient during economic crises. As a result, this venture can be considered a 

sustainable economic and tourism investment. 

 

B09 I think this kind of tourist industry will create an increasing flow of economic growth in 

Pattaya, specifically in the tourist industry sector. It can also conserve the value of Thainess, 

because religion and culture are authentic and therefore highly valuable as a national 

treasure and deserving of promotion. Using the cultural heritage of Theravada Buddhism as 

a cultural tourist attraction has potential as a presentation of culture, especially through 

religion. It is the centre of Thai culture – in Thai architecture, painting and everyday practices 

of Buddhists. So when foreign tourists go to the temple, they will definitely admire Thai 

people’s humility, delicacy, decorum and respectfulness toward the Buddha. These practices 

vividly present the cultural value of Thainess to foreign tourists. 

 

B10 Using the cultural heritage of Theravada Buddhism as a cultural tourist attraction will 

boost the economy, because Pattaya is a tourism attraction centre. Pattaya is a colourful 

and interesting tourist hub of Thailand. And certainly, large numbers of tourists flood into 

Thailand all the time. If a new concept is introduced, I am certain that there will be more 

tourists who will come, spend money and enjoy Pattaya. With regard to cultural heritage, I 

personally think that this kind of tourism industry will increase the value of Thai identity and 
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culture dramatically. Since religion is fundamental to the everyday life of Thai people, they 

are born instinctively with this concept. If foreign tourists have a chance to visit Thai temples, 

even ordinary ones, they can observe the beauty of Thai culture represented in many ways, 

such as simplicity of living, making merit, devotion and belief, architecture and arts. 

 

2. Which of the following stakeholders should be involved in the venture and why? 

 

B01 Based on my working experience in the past, I would say that many local government 

departments and sectors have to cooperate together to develop Pattaya as a Special 

Administrative Region. Pattaya has the right of self-government. For example, the recent 

tourist exhibition successfully benefited from very efficient cooperation between the 

government and local businesses. The government can play a role by providing funds and 

working co-operatively with tourism partners to advertise this kind of tourism. The private 

sector (tourism businesses) can also help to attract tourists by conducting promotions and 

advertising. 

 

B02  I think that the major stakeholder should be the government, but it is necessary to 

cooperate with the private sector in Pattaya. The process of investing in new tourist 

attractions supported by the government, specifically by the Tourism Authority of Thailand 

(TAT) have been highly successful in previous years. The private sector developed stronger 

and closer networks. For example, a recent project that I led involved a group of business 

tourists (attendees at the Meeting Incentive Conference and Exhibition) to participate in a 

meeting. This project demonstrated cooperation between many organisations and 

departments, which resulted in success. For example, it involved the TCEB organisation, a 

state enterprise that cooperates with the private businesses such as hotels, conferencing 
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centres, restaurants, and rental car companies. In fact, the process was very efficient, so a 

lot of tourists were highly impressed. Therefore, this kind of cooperation will certainly be 

conducive to efficient, strong and productive management in tourism businesses. 

 

B03 I consider it [Buddhism] to belong to the national development strategy because religion 

is important for cooperation and coordination to increase growth. This is a national concern. 

The government has the power to authorise funds and investment for the promotion of this 

kind of tourism in order to promote better quality development than the local government. If 

this project is done by the local government, the process will be fast and efficient, but this 

might only involve a small group of local people. The government has successfully managed 

many projects, like the promotional campaign for the film ‘The Little Buddha’ at Lumpini 

Park. This led to the film producing an extravagant profit.   

 

B04 There is a cooperation between many sectors: private, public and regional authoriies, 

including religious people. As a matter of fact, this has led to success in promoting many 

areas of Pattaya as new tourist attractions. In particular, the Ministry of Culture has allocated 

funds to support cultural tourism, the Tourism Authority of Thailand (TAT) has also helped in 

marketing, and the local government is the organiser of the event. All of this was done with 

the cooperation of the private sector. 

 

B05 I think that Pattaya should have responsibility with the cultural council and the regional 

tourism association, including all departments and sectors that are involved in promoting 

tourist attractions in the area. Pattaya City Hall understands the weaknesses, strengths, 

opportunities and difficulties in the area of Pattaya, much more than others do. In the past, 

Pattaya had a circulating fund from the main sources of income, which allowed this profit to 
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develop the quality and strategic planning of new tourism ventures as new options for 

tourists. 

 

B06 I think it would involve the cooperation of many bodies, including the national 

government, local government, and the private sector. For example, the Tourism Authority of 

Thailand has a role in exploring the potential of new tourism attractions which are later 

announced to the public. Meanwhile, Pattaya holds a lot of events that raise funds for the 

restoration and renovation of tourist sites. The Ministry of Culture also holds an important 

role in developing Pattaya, since the Ministry is responsible for Buddhism, archaeological 

sites and, of course, culture. The Ministry in fact has a budget for the support and 

development of cultural sites. In addition, the Tourism Union of Pattaya cooperates with the 

Cultural Council, the private sector and the community to generate strategic action to 

promote culture, especially directly through cultural activities.  

 

B07 I think it would involve cooperation between the Ministry of Culture and regional 

organisations (the local government and regional councils). Since Pattaya is a special 

administrative region, it can more easily develop its own identity and uniqueness. The 

development of tourist attractions in Pattaya can therefore be accomplished quickly and 

efficiently. Also, the Ministry of Culture has supported the budget for investment in promoting 

and developing Thai cultural. The local government cooperates with the regional cultural 

council and the Hotel and Tourism Association, to support the activities, promotions and 

campaigns of tourists attractions.  

 

B08 I personally think that the main stakeholder should be Pattaya, the province itself, 

necessarily with the support of funds from the Ministry of Culture. Pattaya is responsible for 
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developing urban planning and tourism strategy. Significantly, Pattaya City Hall already 

knows their area (Pattaya area) and the local people in Pattaya better than the government 

at other levels. Additionally, the Ministry of Culture is certain to support the budget for 

cultural tourism, because this is a strategy to present Thai culture and tradition worldwide.  

 

B09  I personally think that the main stakeholder should be the local government. If the local 

government as the host does not accept this tourism strategy, it would be impossible to 

implement. Another point is that Pattaya is a small area that is already classified as a 

Special Administrative Region. So strategies for promoting urbanisation and advancement 

for the province or for tourism development can be implemented quickly and successfully. 

They can even be as well-organised and cooperative as management at the provincial level.   

 

B10 I think this venture should involve cooperation between the Ministry of Culture, the 

province of Pattaya and the regional tourism association. Pattaya itself has the authority to 

manage the tourism plan and strategy, to apportion the budget and request extra funds from 

the national government, especially from the Ministry of Culture. Moreover, Pattaya contains 

many organisations and associations that could cooperate together to structure and promote 

this cultural tourism plan directly, such as the hotel entrepreneur association and the cultural 

council. So I think that it requires cooperative teamwork of many units to implement 

successfully and with good results.   
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3. What is the appropriate management structure for a Theravada Buddhism tourism 

centre in Pattaya? 

 

B01 I think the most appropriate management structure for Theravada Buddhism tourism 

would be a museum, which would charge an entrance fee, indeed the management would 

be similar to the management of a museum in general. The main target is foreigners, 

especially westerners, since they have enthusiasm for learning and exploring new cultures. 

They tend not to believe in superstitious ideas and animism like Thai people, but rather in 

reasoning and factual data. Therefore, a self-learning centre would be necessary in the 

museum to provide practical experiences and appreciation [of Thai culture]. In my own 

experience, I once guided a westerner to Museum Siam, and he was very impressed and 

fascinated by the exhibition. He studied and explored the history of Thai people, cultural and 

traditional practices with pleasure and enthusiasm. This is totally different from the newly-

opened Art Paradise Museum in Pattaya, which attracts Thai people who enjoy taking 

photos and having fun, but without learning any culture. This is the reason why westerners 

hardly visit that place. Another example is at Pattaya Floating Market, the main customers 

are Thais, who enjoy shopping and taking photos. On the other hand, there are hardly any 

westerners, because of their dislike for the constructed culture and environment of the 

market. Indeed there is no original and cultural basis for the market.  

 

With regard to the entrance fee, from my experience working with foreigners, they have no 

problem with the payment – in fact, they view this as a cultural practice of exchange, and 

since they are foreigners, it is worth paying in order to learn about a new and extraordinary 

culture which is totally different from their own. 
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B02 I think that the management structure should be similar to the Dharma Retreat centre, 

because there were already many man-made constructions in Pattaya. It would be very 

interesting and attractive to have a place in Pattaya that is similar to Wat Pathumwanarum in 

Bangkok. This Dharma retreat is constructed in the heart of chaotic surroundings as an 

island of peace, which tends to attracts tourists as the main target. Therefore, it would be 

better to include Thai people, who live in Pattaya, as well as the Western tourists as the 

customers for this tourism centre.  

 

B03 I would like the tourism centre to be managed in the form of a museum. Promotion of 

tourism should be based on teaching and developing an attraction as a museum. First, the 

management should promote the site so as to attract the interest and enthusiasm of 

westerners, to get them to come and explore, especially those westerners who enjoy 

observation and self-learning. Similarly, if they attend the Dharma retreat centre, they will 

certainly have many questions since they are not Buddhist, questions about the what, the 

why and the how of Buddhist practices. 

 

For example, if there are illustrations, Buddhist sculptures and photos, a picture of people 

paying respect to the Buddha, these will definitely help in creating a sense of peacefulness 

and receptivity towards Dharma preaching in westerners. They will understand and have 

questions in mind which will encourage them to answer through self-exploration, especially 

on the topic of peacefulness and calm, why Thai people are very calm, the practice of 

developing calmness through concentration, and the precise meaning of concentration. In 

fact, westerners will seek answers from religious and cultural sites – that is, from temples – 

in order to understand this perception of calmness and concentration that has been 

provoked by their discoveries in the tourism centre.  
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B04 The management structure should take the form of a Dharma Retreat Centre in a 

peaceful area in Pattaya because a Dharma Retreat Centre can encompass every aspect of 

Buddhism in one place. The management would function in a similar way to a tourist 

attraction, where there is a general education centre, entrance fee, experience and 

knowledge exchange centre and activities that the tourists can participate in.  

 

B05 I think a suitable structure would be in the form of Buddhist art cultural museum. This is 

because there are a large number of tourists interesting in travelling to and exploring 

museums. Museums play a significant role as source of Thai culture that allow tourists to 

explore and enjoy a self-learning experience. And if tourists feel more interested in and 

fascinated by Buddhist philosophy in the museum, they might want to go and discover more 

in authentic tourist sites such as temples. Moreover, a management structure in the form of 

a museum can welcome a variety of tourists of different groups, ethnicities and cultures, 

including Thais, Asians and westerners who are interested, as well as the younger 

generation. 

 

B06 The most appropriate and functional management structure is to open as Buddhism 

Learning centre located inside the temple. To fulfil its purpose of allowing tourists to visit and 

explore, it could be divided into two zones: one for Dharma practice, another for an 

exhibition of Buddhist sculpture, architecture and antiques. Structuring this kind of tourism in 

the form of a Buddhist cultural learning centre has an advantage in that it is open to various 

groups of tourists, of different ages, sexes and interests. They would be able to explore 

freely and pleasantly by themselves 
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B07 I would like the management structure to be similar to the Bangkok Art and Culture 

Centre, because it combines and presents community, culture, religion and tradition together 

as a unity. For example, there is an exhibition of drawing and painting, a cultural platform to 

do activities, and events involving lighting, sounds, and exhibitions on many ceremonial 

days. This would attract the attention of tourists. As I have heard from Pattaya local 

government, they have introduced a tourism location at the lighthouse, Bali Hai, it would be a 

great place to construct this tourism centre.  

 

B08 I would like the management structure to be a Dharma retreat centre located in a 

temple, because Pattaya already has the potential to organise the site. There are many 

temples located near the centre, but unfortunately the temples themselves have promoted 

tourism very little for many years. I think it would be better to look at and learn from the 

management structure and construction style of the Dharma Retreat Centre at Suan Mokkh, 

run by Buddhadasa Bhikkhu (a monk) as the example because this is the good 

management. The system in this place is sustainable management, every sector and 

organisation cooperates well in order to attract both Thai and foreign tourists to participate in 

Dharma practice and preaching in increasing numbers every year.   

 

B09 The most interesting management structure is to construct a floating market inside the 

temple or a cultural market surrounding the temple because the lifestyle of Thai people in the 

past has been closely linked with the community, market, temple and importantly relied on 

river. People used to travel by water transportation, and there was even food offerings to 

monks by boat. The market at that time was open from morning until the late afternoon. This 

management structure will definitely show foreigners about the lifestyle and the close 

relationship Thai people have with religion. And inside the temple there could even be a 

private calm area to practice Dharma. In addition, during the important Buddhist festivals, the 
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temple and community can hold religious ceremonies together, and they can even invite 

both Thai and foreign tourists to participate in making merit. So gathering a large group of 

Thais to perform a good Buddhist roleplay would definitely interest foreigners in experiencing 

and learning about this practice. 

 

B10 I would like the management structure to show cultural and Buddhist performances to 

harmoniously complement the main selling point of Pattaya, which mostly focuses on the 

entertainment tourism industry. As you can see, Alcazar Cabaret Show is performed by third 

gender performers, which fascinates many Thai and foreign tourists, indeed every night the 

show is fully booked and attended. So it would be better to have a cultural performance that 

is related to religion, specifically highlighting Thai history, Buddhist ways of life, and Buddha 

teaching, to fascinate the audiences in a similar way to the Alcazar Cabaret Show. The 

marketing structure is also very important. My advice is that at first it would be better to give 

a higher commission to tourism companies that take their tourists to our destination. This will 

definitely attract more audience attention, so there will be a higher number of visitors since 

they have already visited the Alcazar Cabaret Show, and they will definitely be interested in 

this extraordinary and astonishing cultural performance. 

 

4. How might the following features be developed to enhance Theravada as a cultural 

experience? 

 

B01 I think that the following features certainly represent meaningful aspects [of Theravada 

Buddhism] in a well-rounded manner: From my working experience, westerners are very 

interested in art, so if we present the Buddha’s biography and Buddhism through art 

exhibited in a museum (which has been mentioned above), this will definitely increase the 
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number of Western tourists. Another feature is concentration, because it helps to strengthen 

physical and mental health well-being. Moreover, the reason why westerners are interested 

in Buddhism is that Buddhism is a religion of reason, aligned with science and definitely 

provable. For example, scientific research has discovered that concentration can treat 

nervous system disorders and improve psychological health. Dharma is the reality that can 

explain why things happen the way they do. So westerners have trust and belief in the 

rationality of Buddhism, which is not due to credulousness.  

 

B02 I would like the focus to be on religious features, especially on observing religious 

precepts and practicing Dharma, because this feature covers all aspects [of Buddhism]. 

Observing religious precepts includes meditation, praying and the practice of the simple life, 

like that lived by monks. The learning of Dharma will open new experiences to tourists, 

opportunities to learn aobut a new religious culture that is different from their own. Examples 

of this kind of thing include Wat Chonlaprathan, Nonthaburi and Suanmokkh, run by 

Buddhadasa Indapanno. Both take the form of Dharma Retreat Centres, where both Thai 

and foreign tourists can experience and learn about their interests throughout the year.  

 

B03  I think we should start to promote Buddhist arts before starting to promote other 

aspects of Buddhism because Buddhist arts are a tangible product that tourists can touch. 

Buddhist arts are important in that they represent all aspects of religion and its influence. If 

tourists become interested in Buddhist arts, they would probably then like to learn about 

them in greater depth and explore their origins – that is, other aspects of Theravada 

Buddhism. 
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Another reason to support artwork is that it is an area where the tourism behaviour of Thais 

and westerners is different. The common behaviour of Thai tourists is taking photos in front 

of grand and beautiful constructions and monuments, posting on them on Facebook and 

checking in on web applications to show off that they have visited the place. westerners, on 

the other hand, are often interested in exploring and studying to gain knowledge and to 

experience differences in culture and tradition. So artwork will definitely be an important and 

appreciated way to enhance the cultural experience of Theravada. 

 

Moreover, I personally think that Thai people do not appreciate the beauty of art as deeply 

as westerners. I once managed a tour called the ‘Nine temples (Wat) Tour’, which is very 

popular among Thai tourists, but not westerners. Since the purpose of this ‘Nine Wat Tour’ is 

to receive merit, the more merit you receive, the better karma you have practiced, so it is 

necessary to go to all the temples (Wat) in a one day tour. This aspect is perceived totally 

differently from westerners Western perspective: one wat per hour is quite possible for 

westerners because they want to study art carefully and in detail and understand it. Thai 

tourists are different – if they are left for one hour at one wat, the guide will definitely be 

scolded. Another example is the meaning of Sivali Arahant, who is respected as the bringing 

of wealth and prosperity, for tourists. Westerners want to know how and why this arahant is 

respected, to give reasons and deep explanations, which is different from Thai tourists, who 

are not interest in his biography, but rather wish to honour him and make an oath to gain his 

assistance in fulfilling their desires.  

 

B04 It would be better to emphasise concentration and praying, because  westerners as a 

group are interested in concentration remedy. Most foreigners give their credibility and belief 

to things that are reasonable and scientifically supported. The practice of mindfulness has 

been scientifically proved to be beneficial for the nervous system. I would like to examine the 



347 
 

management structure of Suan Mokkh, run by Buddhadasa Indapano, as an example, 

because it takes the form of an efficient and complete cultural tourism centre, encompassing 

the observing of religious precepts, practicing Dharma, concentration and the learning of 

Dharma (both in Thai and English). These experiences take place in a peaceful and natural 

environment. The management structure is strong and proficient, too, so if Pattaya follows 

Suan Mokkh’s concept and structure, it would be very good. It can start from a small scale – 

it’s not necessary to create a large site like Suan Mokkh. 

 

B05 From my perception of all the features of Buddhism as a whole, it would better to start 

attracting tourists through Buddhist artwork and traditional festivals. Through art, westerners 

will understand easily and be able to experience both concrete and abstract meaning. As for 

festivals, when festivals are held, there are an enormous number of both Thai and foreign 

tourists. Many tourists attend the festivals – for example, at the last festival, a food offering to 

2,000 monks, many tourists, both Thai and foreign, attended. The Thais participated in the 

food offering, and foreigners were fascinated and photographed this practice. 

 

B06 All features of Buddhism can be promoted to attract foreign tourists, but it should not be 

a direct teaching. The features of Buddhism should be conveyed through an activity that 

tourists can participate in, specifically through the concept of creative tourism. My suggestion 

is to manage things so that learning of concentration and praying takes place in a quiet 

room, which is available at certain time periods during the day. Festivals are also a possible 

attraction, such as the practice of food offerings on particular days of the Buddhist calendar. 

Therefore, it would be better to be cooperative and creative in representing all features in 

Buddhism through activities that are held inside the learning cultural tourism centre that will 

be constructed. 
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B07 I think that all features on Buddhism can be conducted as activities that tourists can 

participate in. They will definitely learn and experience through real practice, enabling them 

to learn about Thai culture. It’s similar to our experience with Christianity – if we visit a 

church on weekdays, for example, it will be very quiet and we can only learn from the 

architecture and construction, so there is nothing particularly interesting. But if we attend on 

important ceremonial days such as Christmas Day or the Baptism of Christ Ceremony, the 

visitors will experience and learn about the culture, and it’s the same for Buddhism. I 

personally think that both Buddhist art and mindfulness should be promoted as activities in 

which tourists can participate, because both can be learnt easily despite religious 

differences. Art is concrete and touchable, and concentration can help to encourage physical 

and mental health, which is proved by scientific evidence. It is reliable and effective.  

 

B08 I want to promote the activity of practicing Dharma, because this activity certainly 

covers all features of Theravada Buddhism, including mindfulness, prayer, Dharma and the 

simply lifestyle of monks. Practicing Dharma activity is also a healthy kind of tourism 

because monks only eat two meals per day (they don’t eat dinner). If tourists follow this 

practice, it will be beneficial to their own health as well. Concentration and praying will calm 

the mind, and listening to Dharma preaching will sustain your stability and calmness. In fact, 

this campaign could be promoted as health tourism as well as religious tourism. 

 

B09 If the local government and temple cooperate to promote a floating market around the 

temple as I mentioned earlier,  it will definitely encompass all the features of Buddhism and 

present them to tourists well. For example, the Thai lifestyle, floating markets, food offering 

to monks, Thai food, and local products. And inside the temple, there will be architecture and 

paintings to show the simple lifestyle of a monk. There can be a quiet corner to practice 

Dharma and concentration. Ceremonial festivals would also include traditional practices of 
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Thai people, food offerings monks – it would be a well-rounded way of presenting Buddhism. 

However, the most important factor is community authority, the community needs to self- 

management to continue the normal and natural flow of cultural practices.  

 

B10 If cultural performances are included, it would definitely help to generate a strong 

curiosity among tourists to learn about the origin of Buddhism and the lifestyle of Buddhist 

people. These descriptive details of culture can be explained and taught through 

performance. Once the tourists are interested in, they will certainly be on their way to 

exploring and learning by themselves at authentic sites, such as temples or a Dharma 

Retreat Centre.  

 

5. How might a Theravada Buddhism centre promote the Sufficiency Economy 

Philosophy? 

 

B01 I think that both Theravada Buddhism and the Sufficiency Economy Philosophy are 

connected through shared ideology. Buddhist cultural tourism does not emphasise money 

and popularity as the tourism industry does, because it mainly focuses on simple local 

lifestyles.  

 

B02 I think that the promotion of Buddhist tourism is one way to support the Sufficiency 

Economy Philosophy indirectly because this philosophy is based on the foundation of the 

Buddhist middle path of simplicity. Therefore, to promote this philosophy in a concrete way, 

we can create a model of a Sufficiency Economy Philosophy city within Pattaya. We can 

follow the example of several temples in the North-Eastern provinces with regard to 
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exhibiting a simple lifestyle. The trend of promoting creative tourism in the North-Eastern 

provinces has been booming since April last year [2013]. There is a much-imitated model 

village that promotes the Sufficiency Economy Philosophy, which includes every aspect of 

culture such as food, religion, and tradition. Foreign tourists are able to live together with the 

villagers to understand and absorb the local culture, and eventually they will truly understand 

and see the benefit of living by the Sufficiency Economy Philosophy. 

 

B03 I think that this philosophy can be directly connected to this kind of tourism, because the 

Sufficiency Economy Philosophy is based on the teaching of Buddha, including 

independence, self-understanding, a balanced way of life, and learning about what, why and 

how a person should be. Nowadays, some people still misunderstand the philosophy, but the 

true meaning is to provide for the present and future, to manage yourself efficiently 

according to the circumstances that you face. This is applicable to the management 

structure of Buddhism tourism, because to be sufficient is to manage both income and 

spending appropriately. Meanwhile Buddhist tourism based on the Sufficiency Economy 

Philosophy has the potential to create work and opportunities to spread income and growth 

to the local community. 

 

B04 Buddhist cultural tourism does not focus on extraordinary profits as the tourism industry 

or other entertainment industries do. The principles of Buddhism tourism are already based 

on the Sufficiency Economy Philosophy. So promoting this kind of tourism will also promote 

the philosophy more concretely. We cannot make religion commercial by building enormous 

structures because this is opposed to the simple Buddhist way of life. 
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B05 From what I have studied, the foundation of the Sufficiency Economy Philosophy comes 

from the middle path of Buddhism. In fact, promoting this type of tourism will be a project that 

indirectly supports His Majesty the King’s theory of sufficiency. Moreover, by promoting 

religion, it focuses on the benefits of presenting and expanding culture rather than acts of 

greed and hunger for profits like other businesses. So it can be classified as a sufficiency 

activity.  

 

B06  I think that Buddhist cultural tourism focuses on sufficiency, for the most part not 

seeking profits and advantages from the tourists – indeed it is directly consistent with the 

Sufficiency Economy Philosophy. If the private sector wants to elaborate this with regard to 

the entertainment industry, it will hard to proceed, since this business is a prosperous one 

with a large income and benefits. However, if they are deliberately wanting to follow the 

Sufficiency Economy Philosophy, I suggest examining the management structure of the 

Royal Thai Navy, for example, the Naval Educational Department, because that place is 

functions very well and is well-managed.  

 

B07 I think that Buddhism and the Sufficiency Economy Philosophy are directly connected, 

because both follow are about how to live one’s life. Buddhism teaches people to be self-

sufficient and to take the middle path, which is similar to the Sufficiency Economy 

Philosophy that teaches people to be aware of carelessness and proficient in managing their 

own resources. It also teaches people to be able to work and survive by themselves.   

 

B08  The Buddhist life is a simple life. This simple and balanced way of life supports the 

Sufficiency Economy Philosophy. So promoting religious tourism is likely to encourage 

people to live a simple life according to Buddhist teachings. Religion instructs human minds 
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to be gentle and careful, and it is important that hosts must not take advantages of tourists. 

Buddhism also teaches us to live in a self-sufficient way and indeed this supports Buddhist 

cultural tourism. Buddhist cultural tourism not only promotes the practice of sufficiency as 

theorised by his Majesty the King, but also reduces violence and crimes. 

 

B09 I think we should support the construction of a floating market or a walking street market 

surrounding the temple area, to support and present the philosophy of sufficiency economy 

and Buddhist’s life in the form of tangible product. Tourists will see the simple Thai way of 

life and and Thais’ happiness life by following this philosophy. For example local people are 

the selling of vegetables grow by themselves, the image of kindness that Thai people who 

are willing to help the elders carrying and selling in the market, the scene of locals are 

waiting to make a food offering to the monks,  a little boy help monk to carrying food from 

receive alms . In fact, these represent the close relationship between the community, people 

and the Sufficiency Economy Philosophy. Foreign tourists will perceive the unified beauty of 

Thai culture, like the practice of being quiet and grateful, and speak politely to monks when 

entering the temple, dressing properly and using good manners like the wai [a traditional 

greeting made by pressing the palms of one’s hands together in front of your chest or face] 

or the traditional act of taking one’s shoes before entering someone else’s house. In fact, 

Thai children who participate in temple activities, or in buying or selling products in Thai 

markets, will definitely understand traditions, the [correct] use of language, the benefits of 

living within one’s means. This action is totally opposed to the lifestyle of children in the 

capital, who enjoy extravagance and are thoughtless about learning and spending.  

 

B10 The fundamental importance of religion is already comprehended within the Sufficiency 

Economy Philosophy. The teaching of Dharma can be used in the ordinary life of people. In 

fact, sufficiency comes along with happiness: once people understand the true meaning of 
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the value of money that they have worked hard for, their spending will be thoughtful and 

careful. As a result, the problems of deceptiveness, seduction and taking advantage of 

tourists will definitely not occur.   

 

6. What set-up costs are essential and who might be involved in investing in these? 

 

B01 The set-up costs would have to cover both tourism buildings and human resource 

development because they are the important factors. Human resource development is 

important because personnel play an important role as hosts who welcome tourists and 

provide services and accurate information to tourists, creating the tourists’ first impression. 

Investors should be drawn from the government and private sectors equally because if it’s 

only the government, they might not be able to attract tourists. The private sector has more 

connections and know the tactics to attract tourists better. On the other hand, if it is only the 

private sector, they might not place enough importance on cultural values compared to 

profits. So cooperation between these two sectors is needed. 

 

B02 In the beginning, the set-up costs for marketing are the most important because if the 

marketing is not good, it will affect the numbers of tourists going to particular attractions 

compared to existing tourists attractions. As far as buildings are concerned, Pattaya already 

has a lot of areas that have potential. For instance, the Peach conference centre has 

attracted many business visitors. If we do not want to pile up development in downtown 

areas, we can still develop peripheral areas that are more peaceful. Nowadays, the price of 

land in Pattaya can be compared to the price of gold because it’s as expensive as Bangkok. 

The investors should be from Pattaya City Hall because they have the primary responsibility 

for investing in the promotion and development of tourism. 
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B03 I think it should involve cooperation between the national government and Pattaya City 

Hall. Buddhism is an important part of our nation. The national government has a greater 

capacity to handle cultural issues. In the case of Pattaya city Hall, they should be the ones 

who develop and maintain tourism in the Pattaya area. The main set-up costs should be 

marketing and promotion because people need to know about the site first before deciding to 

come to visit. These steps will attract more visitors so they are very necessary. 

 

B04 I think the main set-up costs should focus on the costs of the construction of the 

buildings because they are tangible and able to leave a direct impression on visitors. The 

private sector, which could include foreign investors, should be the major source of 

investment. One reason is that the private sector has more capital to invest and does not 

have to wait for permission to invest. Another reason is that this project is new and risky so 

investors need to have more confidence and be willing to take a risk. 

 

As you can see, with some tourist attractions in Pattaya, Thai people did not want to risk 

investment, but when foreign investors came in, they became successes. I can see that 

sometimes Thai people are not brave enough to package our own culture as a commodity. 

As for the government, they won’t look for excessive profits out if this project as well 

because it is related to Buddhism, and so people are afraid of bad karma. To find excessive 

profits from it is considered to be bad karma so they are unlikely to do it.  

 

B05 In my opinion, the main set-up costs should be involves the construction of buildings 

because they are tangible objects which come into close contact with the tourists. The 

investment should come from the Ministry of Culture in cooperation with Pattaya City 

because investments in cultural projects and tourism development are their responsibility. 
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The Ministry of Tourism and the private sector should be responsible for promotion and 

marketing costs. 

 

B06  The main set-up costs should invested in the construction of buildings. The investment 

should come from the Ministry of Culture in cooperation with Pattaya City because 

investment in cultural projects and the development of tourism are already their 

responsibilities. The Ministry of Culture can provide investment funds to Pattaya City in order 

to enhance the cultural attractions and promote them. Pattaya City Hall are responsible for 

developing plans for local developments and tourism. They can do it directly in the region. 

As in the past, there have been the foreign investments in cultural attractions, like the 

Museum of Royal Ships at Sukhunvit Road in Pattaya. However, this attraction has not been 

a big success. The investments of Pattaya City Hall in the past focused on activities instead, 

like traditional rituals, the Rice Festival [Ngan Kong Khao] and the Songkran festival. They 

provided support for these activities for the locals but not for tangible objects such as the 

cultural buildings. 

 

B07  To start with, we should develop plans for the construction of buildings, general plans 

for the whole project, and marketing plans. It should be the national government, such as the 

Ministry of Culture, who provides investment funds because the ministry has already 

supported the promotion of Buddhism and cultural projects. As for marketing, Pattaya City 

Hall, the Ministry of Tourism, and local tourism partnerships should be responsible for this. 

 

B08  The main set-up costs would be for the construction of buildings, such as investments 

in sites for Buddhist moral and meditation practice, suitable for various target groups of 

visitors of both genders and various ages and nationalities. This would include investments 
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in the operation systems of tourists sites such as human resources management and basic 

facilities for visitors. These factors are tangible and would leave the biggest impression on 

visitors at the beginning. The major investors should be the Ministry of Culture and Pattaya 

City itself because they are the ones who are responsible for improving tourism. 

 

B09 In my opinion, investments for Pattaya City should come from the Ministry of Culture 

and Buddhism-related organisations because this project creating Buddhist cultural 

attractions can be considered a maintenance and promotional project for Buddhism as well, 

for which the government should be responsible. The responsibility for sustainable 

development and maintaining cultural heritage belongs to the government. The main set-up 

costs should be for the maintenance of the buildings, so that they are ready to provide the 

necessary conveniences to welcome all visitors. 

 

B10 The main set-up costs would most likely be the building itself. It would be better to 

prepare and invest in the tourism sites at first before starting promotion. In terms of human 

resources investment, Thailand already has a lot of skilled human resources, so there 

should not be any problem. The greatest importance should be placed on the sites because 

they are the first thing that the tourists will see, and it also functions as a major attraction to 

leave a good impression on visitors. The investors should be from the Pattaya City Hall and 

the private sector, or else the private sector should be the key investor and the council of 

regional culture should supervise it. This way should be efficient as well as the former one. 
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7. What are the possible economic benefits of a Theravada cultural tourist attraction 

for Pattaya? 

 

B01 Buddhist tourism would definitely attract Thai tourists at least, because 90% of Thai 

people are Buddhists. Wherever there are Buddhist attractions, there are a lot of Thai people 

there. And if there are a lot of Thai visitors, foreign tourists will follow to see the traditions 

and what we do in those places. If there are a lot of visitors, it will help enhance the regional 

tourism economy in general because they have to spend money for services as well, like 

food. 

 

B02 When visitors visit the city and bring money to the regions, the tourism industry will 

benefit directly. If there are new tourist attractions, the labour sector will get involved, which 

will create more job opportunities. For example, along the beaches, there are massage 

services, ready-to-eat seafood, jet-ski rentals, and sport and water activity services. In 

future, if we promote cultural and Buddhism attractions, people will be able to sell incense, 

candles, and flowers to offer to the Buddha. They can also sell food for making merit and 

souvenirs such as legal sacred objects that tourists can bring home as mementos.  

 

B03 The economy would be boosted because of the multiplier effect. In my opinion, cultural 

tourism would help middle-class people and people with a certain degree of education the 

most because lower-class people would not enjoy visiting these places or learning about 

Buddhism for the purpose of cultural education. For arts-related projects, middle-class 

people, those with higher education and also creative people would be involved and 

influence tourists the most. For instance, they would become artists, storekeepers, and 

guides at the museum. On the other hand, if we develop Buddhist areas such as temples, 
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the locals (Buddhist) would be the first group of people to be involved because of their 

Buddhist faith. 

 

B04 I think that cultural, Buddhist, and integrated tourism can boost the tourism economy in 

general. They can provide money and job opportunities. Tourism also improves local 

people’s lives because at least they can provide customer services for the tourists. 

Nowadays, there are a lot of north-eastern people who have come to Pattaya to work so 

they can send money back to their hometown, to their families. They can afford their 

children’s education as well. 

 

B05  I think it can help the most by providing more financial opportunities for locals. If there 

is a new tourist attraction, there will be more visitors and the locals can also provide 

customer services and gain money that way. If they have more money, they can take care of 

their families and afford their children’s education. If their children can get a better education, 

they will also have a better job. As a result, they can eventually have a good life. This cycle 

will continue into the future, so I fully support this project and think that it will be useful for 

people to maintain the sustainable lifestyle. 

 

B06  I think it can help in every economic sector because the tourism industry is linked 

together in a circular structure: if there are more visitors, the hotels will get more reservations 

and those hotels also have to hire more staff for the customer service. Restaurants also 

have hire more people to work for the customers. As a consequence, people will be able to 

obtain a better life and take care of their families. Even though nowadays there are more 

people coming to work, the hotels in Pattaya still face labour shortages – for professional 
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hotel and kitchen staff, for example. This has resulted in more immigrant workers coming to 

Pattaya City. 

 

B07 In my opinion, it will help and improve the economy slowly. It will create more job 

opportunities for both the middle-class and lower-class people which will also help improve 

their lives when they can get income from tourists. They can use that money to look after 

themselves and families. 

 

B08 I think it will help improve locals’ lives both mentally and physically. In terms of 

psychological health, Buddhism is considered an instrument to calm people’s minds and 

enhance business by unifying them and allowing them to cooperate sincerely. Other benefits 

will take the form of improvement in their incomes because of greater numbers of tourists. 

Local communities can provide customer services and sell souvenirs, such as souvenir 

pictures and memorabilia. If these people can earn money, they can use it to develop their 

tourism businesses and take care of their families too.  

 

B09 It will definitely create more job opportunities for people in Pattaya City because almost 

all Thai people have Buddhism as their religion already. When there is a promotion of this 

kind of Buddhism-related tourism, people will be willing to help whole-heartedly because 

Thai people belief and faith that leads them to help each other in matters related to 

Buddhism. 

 

B10 It will help facilitate the the flow of money, like the cabaret shows that attract a lot of 

visitors every day of the year. If we were to build a cultural centre that can hold cultural 
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performances, I believe that it will definitely attract a lot of people. The increasing numbers of 

visitors will put more money into Pattaya’s economy. For the labour force, there will be more 

job opportunities, like traditional Thai dance and music performances, which will require 

professional performers, so the number of workers who know about Thai arts and traditions 

will also increase.  

 

8.  How might a Theravada Buddhism centre promote and improve the tourism image 

of Pattaya? 

 

B01 In my opinion, I think that any promotions of aspects of culture, such as traditional 

lifestyle, food, and religion, would help improve the image of Pattaya City, although it will be 

a slow process. The  reason is that a better image can impress visitors directly. If we want to 

improve, we have to do it carefully and slowly. But the important thing is a service mentality 

among locals towards visitors in any tourism industry. For integrated tourism, especially for 

cultural tourism, Thai people need to welcome the tourists well, be service-oriented, be kind 

and generous, and not take advantage of them. By doing this, the tourists will have a good 

impression and leave here with good memories. 

 

B02 In my opinion, cultural and Buddhism tourism would definitely help create a better 

image even though it will be a slow process. From my working experience,  the tour 

programs that can be sold to tourists are the ones with variety and related entertainment 

centres. With regard to changing the image of Pattaya City to focus on the cultural aspects, 

this would be a bit of challenge but one thing that would help is that this project will provide 

more peaceful tourism rather than only entertainment attractions. 
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B03 I think that the greatest benefits of this kind tourism have to do with maintaining the 

culture and traditions of Thai society, which is already improving its image. It will create more 

peaceful spaces relevant to culture, and there will also be fewer of the kind of concrete 

buildings that can be seen nowadays. With regard to the image of local people and how the 

tourists make use of attractions, Pattaya and Phuket are very similar already. The north-

eastern and northern parts of Thailand like Chiang Mai also have a prominent cultural image 

which enables them to maintain the city of Chiang Mai. 

 

B04 Buddhism will help erase the negative images of Pattaya City, as it is filled with 

commercial buildings. Developing Buddhism in a natural environment would make more 

peaceful spaces and also create a better image for Pattaya would interest foreign visitors. 

Building the Buddhism and cultural centre would attract more interest from them. For 

instance, the Prasat Satchatham temple that’s been built, even though it’s not a very 

religious building, can still attract a lot of visitors. From the perspective of Thai people, it 

might not be all that interesting because we can just go to the temples if want to learn more 

about Buddhism. 

 

B05 I think that cultural tourism can definitely help improve the crowded image of Pattaya 

because Thai culture and traditions, whether they are food, religion, and lifestyle, are very 

delicate and beautiful elements of Thai society. If they were promoted, it would mean that we 

were also promoting our charming culture and traditions to foreigners.  

 

B06 I think it will help change the negative image of Pattaya but we still cannot change the 

main selling point because we started from night entertainment attractions, so it would be 

difficult to change it. In that sense, Buddhism tourism can only be another option which will 
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create a better image of our culture and traditions that can attract foreign visitors to give 

them a good impression and make them remember Pattaya in a good way. 

 

B07 I think that Thai culture and traditions already offer a good image which means that this 

kind of  tourism will definitely improve Pattaya’s image. However, we have to consider that 

the cultural aspects are very delicate, so we have to develop a sustainable system to 

maintain it because there might be bad influences from the media. In Pattaya, we already 

have the Pattaya Cultural Council to take care of it but we still need cooperation from all 

sectors in order to preserve culture and traditions in order to create a better image for 

Pattaya. 

 

B08 Pattaya in the past faced a lot of issues due to its negative image, which can be 

compared to filthy water. Buddhism tourism can be considered clear water: when we add the 

clear water to the filthy water, the quality of water will be improved. Even though the water 

cannot be made completely clean like the image of Buddhist tourism, even if we cannot 

erase Pattaya’s image of man-made buildings and crowds, we can still use this as an 

instrument to ameliorate those bad images. 

 

B09 Promoting cultural tourism would definitely improve the image of Pattaya but we have to 

change it slowly. Although we still cannot change the crowded image of Pattaya, this kind of 

tourism can be another option that will make visitors realise that Pattaya also has other 

aspects – culture and the Buddhist religion. They will find it interesting and tell others to visit 

too. 
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B10 I think it would help improve Pattaya’s image for sure. At least, Pattaya will be 

associated more with culture and traditional performances rather than only performances by 

naked women. In our lives, both Thai people and foreigners are encounter unhappiness or 

feel troubled every day. Going to these night entertainment centres offers foreign people 

happiness, which is what they want, but there are some foreign people that have been 

staying or want to stay in Pattaya for a long period of time, and some people want to stay 

permanently. So, when they are feeling troubled, Buddhism would be something they would 

consider to give them psychological support and make them happier as well.  

 

9. What is an appropriate way to brand a Theravada centre in Pattaya? 

 

B01 I think the best marketing method would be social networks because they are fast, 

convenient, and accessible for everybody with no exception of age and gender. Before the 

process of marketing, local associations concerned with culture (like the Pattaya Cultural 

Council) and people connected to religion, such as monks, temple affairs managers, leaders, 

and the community, should conduct a conference and discuss appropriate activities. With 

regard to the management of the attractions, there should be the a basic standard of 

regulations in order to prevent any financial exploitation or invasion of peaceful spaces and 

interference with the monks’ activities. The tour guides should tell the visitors to dress 

properly and give them advice about buying tourism products in general. 

 

B02 The most appropriate way to do the marketing would involve the Ministry of Culture and 

the Pattaya Cultural Council cooperating in developing regulations that would prevent 

visitors from damaging or disturbing the Buddhist religion. Normally these councils already 

work with Pattaya City Hall to maintain and develop the tourism industry. As far as promotion 
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is concerned, we should put more emphasis on the Internet as a tool and try to create a 

good impression so visitors will tell others to come too. 

 

B03 With regard to marketing, I think that Instagram has a lot of influence over consumers or 

tourists nowadays. For example, this year, there was a survey about which place people 

have checked into [using Instagram] the most, and the result is that the Siam Paragon 

department store in Bangkok was in first place. New York was in second place. This is 

resulted in people starting to want to visit the Paragon because there are a lot people who 

went and checked in there. In my opinion, I don’t think that setting up a booth is an effective 

way of promoting a place – I’ve done this before – because a booth arrangement is able to 

promote only to those who walk past. It can’t be as successful as promotion on the Internet. 

 

B04 The most effective marketing method on earth is the Internet but we still have to take 

precautions because Buddhism is a very sensitive subject. We should prevent any damage 

that can be done to it like the selling of Buddha statue heads to tourists or the selling of 

antiquities that belong to Thai nation to foreigners as home decorations. I would like to add 

my personal perspective on the damage and misunderstandings that people are creating 

through misperceptions. For example, I’ve hear that in restaurant decorations in other 

countries, there has been a case of using a statue of the Buddha’s head for a decoration, 

using the Buddha statue in a bar section. These decorations reflect how the owners do not 

understand Thai culture and traditions. As for the consumers, they do not know much about 

Thai traditions. When they are having food, they just think that these decorations are just 

beautiful things in Thai restaurant. In other words, there is misunderstanding on the part of 

both sellers and consumers. This is one aspect of damage to religion. So to solve these 

problems, we should have a training section which would give knowledge about our culture. 

The Ministry of Culture and Pattaya City Hall should arrange these activities in order to 
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educate the staff so they can communicate and transfer it to foreign tourists correctly. There 

would be less damage to Buddhism as a result. 

 

B05 It should be the Ministry of Culture who does the marketing and also checks on the 

activities to make them more appropriate for this Buddhist tourism because Buddhist tourism 

can be very sensitive. If we present an inaccurate picture of our culture to visitors, they 

misunderstand it, which might lead to damage to religion. For instance, the selling of sacred 

objects, and the over-pricing of tour costs – these mistakes will make tourists feel exploited 

and not want to come back again. 

 

B06 If there is a new tourist attraction, the most important thing we have to be concerned 

about is safety issues such as robbery, crime, or water transportation dangers. So I think 

that various sectors should take control of it. In a previous case, there was a discussion 

between the private sector and Pattaya City Hall to prevent the dangers posed by the 

beaches to the tourists. The safety of boat transportation is getting better now because there 

are safety checks and regulations to force people to always wear life jackets before 

boarding. 

 

B07 I think the most effective marketing method would be social network websites, because 

more than 80% of people are using the Internet, I think, and customers nowadays find out a 

lot of things from the Internet, such as information and reviews about tourist attractions. This 

way, they can the best choice for themselves. I also support the use of  Internet marketing to 

create a good impression and a good image for tourist attractions. The visitors can then write 

good reviews to attract more people to visit. The standards for maintaining the attractions 

are also important – various sectors should take responsibility because Buddhism is a very 
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sensitive subject. The Ministry of Culture should cooperate with Pattaya City Hall and the 

Pattaya Cultural Council in order to check, control, and issue regulations from the beginning. 

This will prevent the damages that can be done to Thai culture and traditions. 

 

B08 I think that the councils of cultural affairs should take responsibility for controlling and 

manage the activities in this cultural Buddhism centre because they have a direct duty to 

take care of cultural heritage and traditions and prevent them from being damaged. Other 

than that, the councils of cultural affairs are also able to make contact between the 

government and local Buddhism stakeholders. This will result in a smooth working process. 

As for the marketing method, the responsibility should be taken by Pattaya City itself and 

also by the Ministry of Tourism because they have a budget for the promotion of new tourist 

attractions already and their success is also guaranteed by their previous experiences. 

 

B09 The focus should be on both inner and outer promotions, where outer marketing refers 

to promotion to tourists and inner marketing is promotion to Thai people. This is because 

Buddhism is very delicate and sensitive so it would be necessary for Thai people to 

understand it first before disseminating this knowledge to foreign tourists correctly. This can 

also prevent damage from happening. It can be accomplished by making a television 

advertisement that shows beautiful smiling Thai people welcoming foreigners. Eventually, 

this project will be a success only if there is a cooperation between various sectors, like the 

Ministry of Culture, Pattaya City Hall, and the Pattaya Cultural Council. 

 

B10 The marketing method should involve both television and the Internet. A good example 

of a television advertisement is the Regency advertisement that is which is interesting for 

both Thai people and foreigners. It reflects Thai traditions. As you can see, there is a 
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beautiful angel-like woman who is dressed in traditional Thai costume, she is walking in a 

garden paradise in Thailand before the concluding sentence ‘This is an advertisement for 

Regency, which appreciates Thai culture and traditions’. Thai people, when thinking of this 

advertisement, will get a beautiful image of Thai culture first before thinking of the actual 

alcohol. In the case of Pattaya, I believe that we can create good marketing like this that 

focuses on the cultural aspects. The investors should be the Ministry of Culture hand in hand 

with Ministry of Tourism because the cost might be high and it is their duty to promote 

culture and traditions in tourism marketing. 

 

10.  Is there anything further you wish to add about the role of Theravada Buddhism 

and the development of Pattaya as a cultural destination brand? 

 

B01 I would like to ask the government sector to train people to become effective staff 

members by training them in foreign languages – these people include everybody connected 

to religion, like monks, temple affairs managers, and people who live in temples – in order to 

promote our religion and be able to provide tourists with information. Using the ability to 

speak a foreign language can attract more foreign tourists than only using tour guides. As for 

the tourism industry, another aspect that should be promoted is food,  because Pattaya has 

a lot of seafood supplies. We may promote a combination Buddhism and Thai food tour 

which would consist of classes teaching tourists to cook Thai food so that they can give it to 

monks. 

 

B02 Pattaya City should put more emphasis on cultural tourism in their tourism plans along 

with the goal of decreasing the number of purpose-built tourist sites in order to create a 

better environment as well. Nowadays, there are many tourists who decide to visit Cha-am 
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and Hua Hin instead because their environment is better than Pattaya City’s. These 

destinations also have traditional culture for the tourists to enjoy and learn about. Another 

kind of cultural tourism that would be effective is ‘living lifestyle’ tours, such as homestays 

where tourists experience the lifestyles of fishermen, which has begun to fade away in 

Pattaya. 

 

B03 I think that it would be better if the people who are responsible of this project visit Luang 

Phra Bang in Laos in order to study how they manage their tourism system because they 

have a stronger base in religion tourism than in man-made attractions. Laos is proud of how 

they got tourism into Unesco, whilst tourism in Burma relies on commoditisation. This reason 

means Thailand tends to be overcome in tourism than these two countries. People go to 

Burma to pay respects to the spectacular stupas. People who go to Laos will see people 

who sit down and meditate in the old stupas because they put more importance on the 

rituals than on the buildings. Comparing Thailand and Laos, we are more advanced in terms 

of commodities but Laos is more advanced in terms of psychological elements. In 

experience as a tourist, even on rainy days, Lao people will put out a mat, use an umbrella, 

wear traditional costume and wait for the monks in order to give food to them. In Thailand, 

there are fewer people willing to go out and do good deeds on rainy days. The real faith of 

Lao people can attract a lot of visitors. 

 

B04 If Pattaya City were to develop this kind of tourism, they should go visit Laos or Mecca 

and see how they manage to maintain their religious tourism in a sustainable way. And 

Pattaya should put more focus on lifestyle tourism (like homestays and experiencing the 

lifestyles of fishermen) because these elements of culture are fading. Other than that,  

developing something from our culture which is already natural will be more sustainable than 

artificial development.  
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B05 Pattaya should arrange a seminar and invite some academics or tourism professionals 

as guest speakers to train locals in customer service, foreigner languages, and how to 

manage cultural tourism. Local people will learn how to welcome tourists properly, and this in 

turn will create a positive image. As for the development of cultural tourism, I think that it 

should involve the lifestyle of people such as fishermen and homestays that are fading into 

the past. The reason for this is that lifestyle is another thing that can attract interest from 

foreigners and provide them with new options. 

 

B06 There should be promotion within the temple areas because temples already have 

cultural attractions, like wall paintings, statues, and a peaceful environment. As for the 

development of the cultural tourism, there is another interesting element which is the 

traditional lifestyle of the Na-Gluea people in Pattaya. This lifestyle has been an old fishing 

community for over hundred years. We should promote homestays, food markets, and the 

way people give food to monks, all of which are Thai Buddhism-related traditions. The 

government has only ever arranged events which cannot be considered successful 

according to our purposes because the events were short-term and not sustainable. 

 

B07 There should a fixed schedule of religious festivals in the tourism promotion of Pattaya 

city. There should be promotions that lets people know about them as well because there 

would at least be Buddhists who would definitely want to come and make merit during these 

events. There are already a lot of Thai people in Pattaya City so if Thai people come, the 

foreigners will follow. As for the development of cultural tourism, I think of art because it is 

very accessible for foreigners and can also be promoted in many ways. It would be good to 

develop a cultural art centre which also has religious aspects. On the other hand, we should 

think about how when we are going to another country, we would want to visit places that 
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are different to learn about new cultures. I believe that Pattaya City can be developed in this 

way as well because here is the door for the foreign tourists. 

 

B08   Pattaya should promote more cultural tourism in their tourism promotions because it 

costs less compared to commercial constructions and we can also receive long-term and 

sustainable benefits. And if possible, there should be a concern about how to improve locals’ 

lives – for example, in the fishing community which should be preserved because this 

lifestyle is already fading from Pattaya society. 

 

B09 The people who are responsible for this in Pattaya should take control and create 

development plans, distribute funds, and put their hearts into it in order to create a space for 

sustainable tourism which will increase the charms of the city. I considered as a good 

method because there is an increasing number of tourists who enjoy cultural experiences 

visiting Pattaya. As for other aspects of development, Pattaya can develop living lifestyle-

based educational tourism in the fishing communities and the old villages in Na-Gluea 

because they have authentic Thai culture and traditions which might be lost in the future. 

 

B10 There should also be development of our culture in terms of traditional food because 

these dishes are already famous around the world. In Pattaya, we still do not have a strong 

image for food, we only have regular food and seafood. The government is already 

promoting Thai food under the slogan ‘Thai Kitchen to World Kitchen’.   If we support the 

promotion of Thai food, it means that we also help to support this slogan of the Thai 

government. We can create events involving Thai food in Pattaya such as ‘delicious food in 

Pattaya’ or ‘week of Thai food’ in Pattaya. I believe that these kinds of events can attract a 

large number of tourists like the Pattaya music festival or ‘Lai’ festival (Songkran festival).   
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(3) Results from Religious people such as monks, laypeople, Buddhism volunteers (R) 

 

1. What is the potential economic and cultural value of Theravada Buddhism as a 

cultural tourist attraction for Pattaya? 

 

R01  I believe that Buddhist cultural tourism has the potential to help improve the economy 

of Pattaya to a certain extent because previously, Pattaya’s major income came only from 

entertainment businesses and hotels. There are many hotels, restaurants, and facilities for 

tourists. Personally, I think Buddhist cultural tourism would have more of a cultural and 

emotional value than an economic one. Improving Buddhist cultural tourism is a way of using 

the already existing Thai culture to build a good image for tourists as well as promoting it 

throughout the world. 

 

R02  In my opinion, every kind of tourism, including this kind of cultural tourism, would 

certainly have a good influence on the economy of the area. It is likely to be influential 

because it does not need a huge amount of investment. We already have our Thai culture – 

there’s no need to build a new one – which can provide long-term income. If we made this 

kind of tourism possible, it could become another alternative for tourism in Pattaya and also 

add cultural value for locals. 

 

R03  I think that Buddhist cultural tourism might be a new alternative that contributes great 

value to the Pattaya region. Pattaya has very little promotion of tourism related to culture. On 

top of that, I think it would gradually help boost the economic value of Pattaya to some 

extent, but not too much because the existing industry of Pattaya is based more on 
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entertainment and relaxation tourism. So tourists tend to spend more money on 

entertainment, hotels, restaurants, and bars. 

 

R04  I very much agree that we should promote Buddhist cultural tourism in Pattaya since it 

has never been in the original plan of Pattaya at all. I think that if this is possible, it would 

help boost the local economy quite a lot and also encourage Thai cultural value too because 

temples and religion is the heart of Thai arts and culture. The more we promote it, the more 

we promote Thai culture to the world as well as preserving our own culture.   

 

R05 I think it can help boost the economy to a certain extent because Buddhist cultural 

tourism does not focus so much on profit but rather on building the cultural value of Thailand 

and the Pattaya region. Since religion is the major component of Thai culture, to encourage 

Buddhist cultural tourism is to preserve our culture as well as to promote Thai culture and 

aesthetics to foreigners. 

 

R06 I think Buddhist cultural tourism would definitely have the potential to boost the 

economy and culture of Pattaya because there has never been any plan for this kind of 

tourism before. If we carry this plan forward effectively, it will be a new alternative for 

tourists. It’s like in a restaurant – if we repeatedly cook the same food over and over, the 

customers will get bored. On the other hand, if we cook a variety of food, the customer will 

have more choices. And Buddhist cultural tourism would enormously help adding the cultural 

value to Pattaya because religion is one of the major components of Thai culture. The 

encouragement of Buddhist cultural tourism is equal to distribution and preservation of Thai 

culture.  
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R07 I think Buddhist cultural tourism can influence economic value only to some extent 

because the overall tourism industry of Pattaya is focused more on the entertainment 

business and Buddhism is does not really focus on profit as much as the entertainment 

business does. However, it can help boost cultural value a lot, creating a better image of 

Pattaya, because previously it has only been known for entertainment rather than culture. 

The point is that promoting this kind of tourism is like promoting our Thai culture to foreigners 

too.  

 

R08 Looking on the overall image, Pattaya already gains a lot of income from other kinds of 

tourism. If we include Buddhist cultural tourism as an alternative, it would influence the 

overall economy for sure. The number of targeted cultural tourists would increase and bring 

more wealth to local people, which means that the economy would get better. Cultural 

heritage would also be improved because religion an aspect of Thai life; to support 

Buddhism is to promote cultural heritage. 

 

2. Which of the following stakeholders should be involved in the venture and why? 

 

R01 I think the Local Administration should play the major role in promoting this kind of 

tourism because Pattaya is a special district with absolute administrative power – they can 

rapidly improve tourism in the area by themselves. They already have a strong tourism 

network tourism within both the government sector and the private sector, such as the 

Ministry of Culture, Pattaya Hotel Business Association, and the Council of Cultural Affairs. If 

the locals begin things as the leader, the tourism network could come and carry the project 

on until it is finished. 
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R02 I think local governments such as the Provincial Administrative Organization, the District 

Administrative Organization, or the Pattaya District Municipal Government should be the 

main stakeholders because these organizations have the direct duty to plan for the 

development of their areas and know how to connect with other organizations in order to 

improve tourism successfully.   

 

R03 I think that the religious people themselves should be the ones in charge, with the 

support of local governments, because monks are the one who are closest to Buddhism. 

They know the most about which destinations are right for tourists, which ones can be 

promoted appropriately and which cannot. They also understand the limits of using 

Buddhism for tourism and are experts in Buddhist principles including how to teach Dharma 

to tourists in an interesting way so that tourists can gain some knowledge from their visit.  

 

R04 I think the people in charge should be the Pattaya City Hall, because they have a 

connection with the Council of Local Cultural Affairs, who are familiar with the area and the 

temples, which would make the business progress more smoothly and conveniently. The 

local government and temples have always organised many Buddhist related events 

together, such ordinations in honour of the King or religious ceremonies to give alms to 

monks. But the thing that I want to support here is public-mindedness and volunteer 

associations such as those that help in cleaning the temple areas to welcome tourists. 

Sometimes there is help from laypeople or groups of students from schools near the temple, 

but not all that often.   

  

R05 The people who should have the main responsibility men can be divided into two 

groups –  one, Pattaya City Hall; and two, people involved in the religion – because Pattaya 
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City Hall is already generally responsible for looking after tourist attractions in the area. They 

always host and support activities. On the other hand, people involved in religion, such as 

the abbot, temple, nuns or laypeople who support the temple, are the ones who are closest 

to Buddhism. They can help carry out Buddhist-related activities for tourists as well as 

placing appropriate limits on the use of Buddhism in tourism.   

 

R06  I think the local government should be the main stakeholder because they have the 

duty to plan for improvement of tourism in the area and also have strong networks in 

tourism. They know the weak points and strong points of the area that can be further 

developed. Moreover, the national government can also provide some help for Pattaya such 

as supporting it with investment. As for the community, people can brainstorm and present 

their thoughts because they are the residents and owners of the area.   

 

R07 The local government should take the main responsibility in conjunction with the 

Pattaya Tourism Association because Pattaya is a special district that has its own 

administrative power. Pattaya officials are directly responsible in planning development and 

know what kind of development is possible and are able to connect with locals more easily.  

 

R08  Personally, to make it possible, I think Pattaya City hall should work together with the 

Tourism Authority of Thailand because Pattaya City Hall has the duty to develop tourist 

attractions and the town as well as having absolute authority in the decisions that it makes. If 

they want to push forward a new kind of tourism, they can do it quickly and easily. As for the 

Tourism Authority of Thailand, they can help promote tourist attractions for both Thais and 

foreigners. And many previous projects of the TAT have been successful.   
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3. What is the appropriate management structure for a Theravada Buddhism tourism 

centre in Pattaya? 

 

R01 I think the development of Theravada Buddhism as cultural tourism should be in the 

form of a Buddhist and cultural learning centre in the temple area because the role of the 

temple has always been like that of a community’s school. Likewise, I think we can develop 

this learning centre to be a school of Buddhism for foreigners too. 

 

R02 In my opinion, I would like the management to be in the format of an integrated 

Buddhist and cultural learning centre, whether in the grounds of a temple or elsewhere, 

because everyone can study Buddhism, no matter if they are Buddhists, Christians, or 

Muslims. Buddhism is a religion that does not forces us to perform rituals and gives us 

ample freedom regarding when we perform them, whenever is fine. Buddhism is also related 

to rationality, meaning that it is provable. Therefore, there are quite a lot of foreigners who 

are interested in studying Buddhism. 

 

R03 I would like the management to be like a Buddhist cultural learning centre in the temple 

area because there are many temples in Pattaya with large empty areas that could be 

developed into a learning centre as well as a museum of Buddhism and culture. No matter 

where the tourists come from, or which groups they belong to, they would be free to come 

and visit. An important point is that a religious leader or monk should be the one who guides 

the tourists and educates them, because he would be someone who knows the core of 

Buddhism and its teaching well. This can also be considered an attraction that tourists might 

be interested in. 
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R04 I want the management to be like a Dharma centre in a temple because temples are 

potentially ready and have plenty of empty areas available. Temples have a peaceful 

atmosphere, which is very suitable for Buddhism-related activities. Previously, quite a few 

tourists have become interested in practicing Dharma in temples but they come only 

occasionally, not continuously, because temples don’t have fashionable advertisements. 

 

R05 The management should be in the format of a Buddhism and cultural centre where the 

local administration is the main person in charge, accompanied by the religious people to 

manage things internally. Tourists should pay a fee before entering the centre. The centre 

should be able to give deep and precise information about Dharma in Buddhism. The most 

important thing is that there should be interesting activities within the centre such as 

practicing Dharma, meditating and praying, to physically benefit the tourists in order to 

strengthen their minds along with studying Thai culture. 

 

R06  The management should be like a Buddhist and cultural learning centre, similar to a 

school of religion that teaches both religion and culture, with activities for tourists such as 

observing religious precepts and meditation. It can be constructed separately or in the area 

of large forest temples around Pattaya. Apart from tourists, students could also use this 

place as a centre for education in Thai culture. 

 

R07  I would like the management to be like a Buddhist cultural learning centre because it 

can collect and teach all of the knowledge of Buddhism to the tourists as well as able to held 

the creative activities for the visitors such as the preaching both in Thai and English and 

treatment meditation for health. Establishing this learning centre is like making a small 
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school for Buddhism that is ready to educate everyone who comes to visit whether they are 

Thai or foreigners. 

 

R08  I think the most appropriate management structure should be like the Dharma centre. It 

can be in the temple area because it is quiet and peaceful, creating the real environment of 

Buddhism. Take southern Thailand as an example, the Pa Ngan island in Surathani 

province, even though they have a Full Moon Party for the foreigners to enjoy themselves 

with drinking and alcohol, they are also remarkable for their Dharma center. They have a 

very good management and a lot of foreigners from all around the world are interested in 

practicing Dharma and meditating there. 

 

4.  How might the following features be developed to enhance Theravada as a cultural 

experience? 

 

R01  I think we should focus on Dharma practice and meditation because foreigners usually 

focus more on these practices more than mere visiting. When they have practiced it once, 

they will remember the method, understand the benefits that they perceive, and suggest to 

their friends to come to Thailand. For example, meditation or rituals of eating only two meals 

a day like a monk are activities that tourists can experience and take part in even if they do 

not follow Buddhism. It is also physically beneficial. As well, we can arrange a health tour 

program along with Buddhism. 

 

R02  I think every component in Buddhism can be a basis for activities for tourists, especially 

Dharma practicing and meditation. There has been scientific research, both Thai and 
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foreign, showing that people who pray and meditate have a better-functioning brain as well 

as benefiting in terms of health and mind, so many foreigners try to visit Buddhist cities for 

meditation. 

 

R03 Every component in Buddhism can be arranged into activities for tourists but I would 

like to focus more on religious festivals, because for a long time, when we have held 

religious festivals, many Thai and foreign tourists have attended. Festivals are interesting 

and joyful as well as involving many cultural activities that the tourists can take part in.  

 

R04 Theravada Buddhism has many aspect that the tourists can explore and practice. Most 

of them would be in the form of activities such as meditation, prayer and observing the 

precepts. As for the festival, it is something that can attract many tourists. Both Thai and 

foreigners can be part of a joyful festival. They do not have to be Buddhist in order to go to 

the temple fair. As we all know, every temple rotates religious festivals every year and 

throughout the year. On the other hand, when there is no festival, tourists tend to be 

interested in Buddhist arts such as old sculpture in a Buddhist monastery or the paintings on 

the temple wall because it is different from their home. Christian churches do not have 

paintings like ours. They find it interesting because it is different from their own. 

 

R05 I think the practice of Dharma, meditation, and prayer can all be a source of knowledge 

for tourists. The point is that the tourists should try it out for themselves and the activities 

themselves should be ones that we do as a routine, which makes for an authentic, natural 

atmosphere that has not been created only for tourists. For example, we can encourage 

tourists to join in practices such as Dharma practice, meditation and prayers on Buddhist 
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holy days and other festivals that we do as a routine. The real atmosphere should be shown 

in order to appeal to tourists and make them interested in joining in for themselves.  

 

R06 I think the nature of foreigners that most of westerners are not serious about religion 

and beliefs, and understanding this is key. Therefore, I would like to focus more on 

components that are related to rationality and are scientifically proven to be effective such as 

Vipassana meditation. The effectiveness of Vipassana meditation has been demonstrated by 

both Thai and foreign research. Other components [of Buddhist practice] such as the 

observation of the precepts and eating only two meals a day like a monk are also beneficial 

for health, diet, and detoxification. Other components such as festivals should be held 

occasionally on Buddhist holy days as attractions for tourists.   

 

R07 I think every component can show Thai culture and Buddhism to the tourists through 

activities because learning comes from practice. It is like when we visit Christian church or 

the mosque. If we visit on normal day, it would be just normal but if we visit at the time that 

they have religious rituals or activities, we would see and learn more about their culture. 

Similarly, in Buddhism, we should create activities that the visitors can join. It might be 

meditation or Thai cooking. In the past, Thai people used to cook and offer food to monks. 

They folded the flower petals, arranged them, and took them to worship Buddha statues. If 

we manage to have these activities, it would be more interesting and enjoyable for the 

tourists as well as allowing them to gain some  knowledge about Thai culture at the same 

time. 

 

R08  Every aspect of Buddhism can be presented to tourists by dividing it into two sections, 

theory and practices. In the theory section, there might be sermons, Dharma and its logic, 
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and how to adapt Dharma into one’s lifestyle. As for the practices that the tourists can join, 

there might be Dharma practice, observation of precepts, and meditation. Other 

components, such as Buddhist painting, cooking and flower arranging, would be considered 

supporting activities or activities to keep tourists from getting bored. The most important of 

all the components and activities is that we must explain the origins, history and the reasons 

behind those practices too because western tourists would not believe in superstitious 

beliefs like us. They believe in principles that can be proven scientifically. 

 

5. How might a Theravada Buddhism centre promote the Sufficiency Economy 

Philosophy? 

 

R01 I think that Buddhist cultural tourism has a role to play in promoting the Sufficiency 

Economy because both focus on the same moderate practices and ideas about sufficiency. 

When we talk about religion and this kind of Buddhist cultural tourism, the thoughts and main 

purpose focus more on enhancing cultural value rather than monetary profit. For example, 

when there are fewer tourists or in low season, the Buddhist centre should be able to survive 

through a natural simple way of life that is not concerned with profit rates. Tourists are just 

guests who visit and see this Thai way of life, not customers like those of private businesses. 

 

R02 The Sufficiency Economy Philosophy was taken from the Buddhist teachings of a 

sufficient way of life, sufficiency, and carefulness. The purpose of promoting this Buddhist 

cultural tourism is to preserve cultural values and religion which can considered a sufficient 

way of life, simple and inextravagant, so it is already like promoting the Sufficiency Economy 

Philosophy in itself.   
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R03 The Sufficiency Economy Philosophy in Buddhism is the ‘Samacheevita’, which is the 

last practice of the Dharma on the topic that teaches people to be a rich man or the so-called 

‘au aa ka sa’. It teaches people to be hard working, save the money that they have gained, 

choose the right friend, and have a sufficient way of life, not too luxurious. Buddhist cultural 

tourism would also use Buddhist teaching that focuses on sufficiency too, emphasising 

obtaining sufficiency of profit from the tourists that come into the area without the need to 

build luxurious buildings. So this type of tourism can definitely promote the King’s Sufficiency 

Economy Philosophy. 

 

R04  I think this kind of tourism can help support the Sufficiency Economy Philosophy 

because it follows the same Dharma principle, which is sufficiency in life or ‘Samacheevita’. 

For example, when there is a temple fair and help is needed from the locals, people in that 

area, laypeople and schools come to help with faith and a spirit of volunteership. This can be 

considered to be simplicity and a sufficient way of life, which is different from the private 

business of entertainment that uses hundreds of thousands of baht or a million baht to build 

activities for festivals.  

 

R05  The Sufficiency Economy Philosophy originates from the Buddhist principle of living 

sufficiently and not spending extravagantly. A Buddhist cultural centre would only aim to 

preserve and maintain Thai culture, not to seek high profits from tourists as private 

businesses commonly do. Therefore, it can be considered a form of sufficiency and truly 

corresponding to the Sufficiency Economy Philosophy.   

 

R06 I think this Buddhist cultural tourism could definitely support the Sufficiency Economy 

Philosophy because the tourists would see the Buddhist Thai way of life that is simple and 
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not extravagant but full of happiness, which is the life of real sufficiency. Moreover, they 

would see Thai spiritual values exemplified by generosity, offering food to monks, sharing 

food after offering it to monks, washing dishes together, or helping to clean the temple area. 

That is, living lives based on support and reliance on each other, which is also aligned with 

the Sufficiency Economy Philosophy. 

 

R07 The Sufficiency Economy Philosophy originates from Buddhist principles, so 

establishing this Buddhist cultural centre is like supporting the King’s Sufficiency Economy 

Philosophy because the learning centre aims to exchange knowledge and promote culture 

and religion. It is like a school that does not focus on profit or money from the tourists that 

much. We might manage to have a donation box for tourists to use for maintaining the 

centre. As for the staff, there might be permanent staff that cooperate with student networks 

in the area. This kind of management can be considered sufficient and stable, so it is in 

accordance with the Sufficiency Economy Philosophy.  

 

R08 Supporting Buddhist cultural tourism can certainly be counted as supporting the 

Sufficiency Economy Philosophy because Buddhism teaches us to be moderate and accept 

one’s situation, live a simple life, and not spend extravagantly. These values are in 

accordance to the Buddhist principle of ‘Samacheevita’: that is, simplicity, sufficiency, and 

avoidance of extravagance. The aim of promoting Buddhist cultural tourism focuses on 

emotional value and preserving Thai culture rather than focusing on getting money from 

tourists. Therefore, it can be considered to be managing in accord to the sufficiency principle 

as well as conforming to the King’s Sufficiency Economy Philosophy. 
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6. What set-up costs are essential and who might be involved in investing in these? 

R01 I think the main set-up cost is advertising, which is essential because advertising would 

make the destination better known and accessible by tourists. Personally, I think the 

construction of the location is not so important because Buddhist tourist attractions would not 

need huge magnificent constructions, focusing instead on natural atmosphere. Foreigners 

usually like ancient heritage that has been preserved. Even if the places were small or old, 

many tourists would definitely go and visit if there were good advertisements for them.  

 

As for the investors, the local administration should be involved as they already have a 

budget to improve areas for which they are responsible. When they invest in plans and 

constructing it, all the profits would return to the locals in the end. It is a way to develop the 

region. Moreover, because Pattaya is a special district that has absolute authority in itself, 

the local administration would be able to manage and approve the budget quickly. 

 

R02  I think the set-up costs that are essential would be for maintaining the buildings and 

marketing because Buddhism focuses on a simple way of life. We do not need to build huge 

fancy buildings but rather should emphasize the natural atmosphere. When the tourists visit, 

they would sense and be touched by the real simplicity of Buddhism. As for investment, 

national government agencies connected to local administration such as the Ministry of 

Culture and Pattaya City Hall should be involved because developing Buddhist cultural 

tourism can be counted as a project that helps promote Thai culture and preserve Buddhism. 

The state agency would already have a budget to support this. The important thing is that all 

the benefits would return to develop the area of Pattaya itself. Therefore, Pattaya City Hall 

should be the main host responsible for investment. 
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R03 The set-up costs of maintaining the construction and general facilities are essential 

because if the location and facilities are ready to serve tourists, they would start visiting by 

themselves. As for investment, it can be divided into two groups. The first one is the budget 

from the government and the other is the budget from the people's donations to maintain 

Buddhism. The reason for having two main sources of investment is because if we only rely 

on the government’s funds, it might be slow and complicated with many official steps. 

Additionally, the private sector might be able to support a little bit but we cannot let them 

invest in the project because if they invest, the Buddhist cultural tourist attractions would 

become too commercial. 

 

R04 The initial things that should be set up is the maintenance of buildings and public 

relations because the temple already has peaceful and complete atmosphere ready for 

tourists to visit, practice Dharma and meditation, and occasionally hold festivals on Buddhist 

holy days. I would like to emphasize public relations because until now, tourists don't know 

about most of the temples. They only know the famous ones. Actually, Pattaya has many 

interesting temples that are ready to welcome tourists. As for investors, the government 

sector should be responsible for one part and the other part of the budget should come 

laypeople’s donations to develop the temple. The funds from the people can be used for 

developing the buildings and the funds from the government sector can be used for public 

relations and advertisements.  

 

R05 The initial set-up cost should be spent on maintaining the buildings. It does not have to 

be huge but it should be peaceful and have a complete Buddhist atmosphere. We can build 

them around temple areas. Many temples in Pattaya have the potential to welcome tourists. 
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Another part of the budget is for marketing and advertisement because it is the way to let the 

tourists know about the destinations and make them more accessible. As for the main 

investor, it should be the local administration assisted by donations from lay Buddhists 

because Pattaya City Hall already has the responsibility to invest in the development of 

tourist attractions. In addition, donations can be obtained when people know that there will 

be a religious ceremony. We are on Buddhist land; they would certainly come to donate with 

faith 

  

R06 The main setting-up cost would be for construction and personnel. Buildings are 

important because they are the first thing the tourists would see. They are concrete objects 

that the tourists can feel. But the personnel is also important because the permanent staff of 

the centre should be experts, have deep understanding, and also be able to communicate 

their knowledge well. If this centre were compared to a school, the staff would be equated to 

teachers that must pass on their knowledge to the students – that is, the tourists – correctly 

through activities and various techniques. With regard to investment, relevant national 

government ministries such as the Ministry of Culture and the Ministry of Tourism should 

distribute some funds to Pattaya because the development of culture and religion is an 

important national issue. Therefore, the government sector should help with investment as 

well as being responsible for the project.  

 

R07 The main set-up costs would be from the maintenance of the buildings and marketing. 

The buildings are important landmarks that tourists can see clearly. They do not need to be 

enormous and luxurious but peaceful and relaxing with a place where people can meditate. 

As for marketing, it is also important because it would attract more tourists since advertising 

makes new tourist attractions better known by foreigners. Besides this, the investors should 

be the national government working together with the local administration because the 
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national government such as the Ministry of Tourism, the Ministry of Culture, and the 

National Office of Buddhism would have a budget ready for developing the area and tourists 

attractions. Moreover, the development of Buddhism can also be considered to be 

supporting and promoting culture, which is a national project.  

 

R08 The main expenses would be the costs of construction and public relations because 

buildings need to be constructed on the location. It's the buildings that tourists would see 

first, impressing them with the atmosphere of the place. Public relations is also very 

important because it would let tourists know about the place and allow them to access it 

through advertisements. As for the organization that is responsible for investing, it should be 

the local administration because they have a responsibility to improve tourism plans and 

develop the city of Pattaya. The point is that when the local administration invests, the profit 

will return to Pattaya itself. This kind of tourism would make Pattaya a better place, the locals 

would have better lives, and the overall economy and society of Pattaya would also be 

better. The national government such as the Tourism Authority of Thailand, Council of 

Cultural Affairs, and the National office of Buddhism would also help support the marketing 

because it is their responsibility to promote Buddhism and cultural projects. 

 

7. What are the possible economic benefits of a Theravada cultural tourist attraction 

for Pattaya? 

 

R01 I think it would support the economy in the sense that it would promote the income of 

the locals. It might not be as much as private business but the locals might be able to use 

this profit to improve their quality of life by supporting themselves and the family, educating 
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their children, or even using it to fund their production of products for the tourists, which 

would make the quality of life in their community better.  

 

R02 I think it can boost the overall economy of Pattaya, especially the community’s, because 

every kind of tourism induces tourists to spend their money in the area. Suppose that there 

is a group of tourists who comes for Dharma practice: they will need food and other facilities, 

so the locals would gain some income from selling basic items such as incense, candles, 

flowers for worshiping the Buddha, food, or other souvenirs related to Buddhism. When the 

community gains income from tourism, they can use it to fund their household economy, 

which would eventually lead to a better quality of life.    

 

R03 I believe that it can benefit the economy in the sense that it encourages employment 

and new cultural job opportunities for the locals. Currently, tourists always go to the beach 

so there are massage services, seaside food stalls, and sports equipment rental services. If 

we promote Buddhist cultural tourism, I believe that it would create many new occupations 

that are related to religion and culture. At least, people would turn to selling incense, 

candles, and flowers for worshiping the Buddha, or they might sell culture-related souvenirs 

to tourists, such as Buddha paintings or legal sacred objects.   

 

R04 I think it can boost the income of some locals but it also depends on which temple or 

location in Pattaya they will promote. If we add value to certain area, the locals around that 

area would have jobs servicing tourists such as Thai massage services, food stalls and 

souvenir selling. The most important point in tourism is to improve the quality of life of the 

locals. If the locals gain income from the tourists, they will have money to feed their family or 

use it as a fund to improve their live. 
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R05 I think it would create employment and provide job opportunities for everyone. Tourism 

makes money for locals and improves their life because when tourists visit, they will spend 

their money by buying things and services from the locals. When the locals have income, 

they will use the money to raise their family and improve their household economy as well as 

get rid of poverty. As they step out from poverty, burglary and dishonest ways of making 

money would also decrease and tourists would not be taken advantage of as much.  

 

R06  Buddhism here is connected to Thai people and appreciated by every type of every 

age. So establishing this centre would economically benefit everyone. We would welcome 

tourists and have more service job opportunities to serve them. This can be regarded as a 

double profit for the locals, both economic and spiritual as we promote Buddhism to tourists.  

  

R07 I think it would benefit the economy and improve the quality of life and mind of the 

locals. With regard to quality of life, they could make a living from income derived from 

tourism – that is, when there is new tourist attraction, grass-root locals would find jobs that 

service the tourists, which might be in the form of selling souvenirs, food, incense, candles, 

and flowers for worshiping the Buddha. Middle-class locals can work in the centre. When 

they have money, they can use it to raise their family and fund their businesses. As for 

quality of mind, Buddhism refines people’s minds, which results in peacefulness and good-

heartedness. Normally, Thai people feel delighted when dedicating their efforts to the 

support of Buddhism, which also makes their working life more happy if they are working for 

Buddhism.    

 

R08 I think it benefit the overall economy of Pattaya. Buddhism can reach people from every 

class. When there is promotion of Buddhist activities, I believe that 80% of Thai people 
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would be willing to help both in arranging activities and welcoming tourists because Thai 

people believe that supporting Buddhism will affect their next lives or their journey to 

Nirvana.  

 

8.  How might a Theravada Buddhism centre promote and improve the tourism image 

of Pattaya? 

 

R01  I think that promoting Buddhism is a beginning for the improvement of the image of 

Pattaya even though it’s starting from a low level. It shows that, at least, Pattaya also has a 

peaceful side –  the charm of Thai culture – and also shows that it is a Buddhist city like 

other tourist attractions in other regions. Starting to improve it now is better than doing 

nothing. We cannot completely change the previous negative image of tourism in Pattaya 

but we can raise its value by establishing cultural tourism.  

 

R02 Pattaya might not be able to change its selling point or entertainment image but I think 

Buddhist cultural tourism would strengthen a positive image of a good host country because 

religion refines people’s minds. People who are involved and responsible for this kind of 

tourism would have good mind and be afraid of sin so they will not take advantage of the 

tourists and behave like citizens of a good host country. So it could certainly help improve 

the image of Pattaya.  

 

R03 People themselves created the image. Pattaya has an image of overcrowding and 

entertainment venues because it is near the beach. But it’s not just Pattaya – other places 

also have this kind of image, especially tourist attractions on the riverside or seaside that 
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often have liquor, women, and drugs, such as Phuket or even in other countries. It is 

considered normal. Buddhist cultural tourism would help improve the image of certain areas, 

projecting an image of peace and light. We cannot change it completely, but at least people 

would know that Pattaya also has a cultural side like other places and that it is beautiful.  

 

R04 I think it can improve the image of Pattaya a lot because the essence of Buddhism 

teaches people to do good deeds according to reason, and we can tell that to the tourists 

directly. For example, abstaining from all vices would make them conscious of themselves 

and be good for their health. The point is that we did not force them to stop but we only 

advised them to reduce what is not so good. It would benefit them and their community.  

 

R05 I think religion is a good aspect of culture. Promoting it is like distributing goodness, and 

if foreigners saw that, they would keep nice memories and tell their friends back home that 

Pattaya has a wide range of tourist attractions as well as interesting Thai culture. Also, when 

the quality of life of locals is better because of tourism, the problem of people taking 

advantage of or deceiving tourists would also decrease, which would improve the safety of 

tourists.    

 

R06 I think it would definitely help improve the image of Pattaya because this Buddhist 

cultural tourism is different from the entertainment tourism that Pattaya already has. It would 

become a new alternative for tourists. Apart from the old niche market that would come and 

visit, there will also be new groups of tourists interested in Buddhism. At least it would 

become known among tourists that if they are interested in Buddhism, they do not need to 

go as far as other regions of Thailand – there is also cultural tourism in Pattaya, very near 

Bangkok.    
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R07 I think it will certainly improve the image of Pattaya. A positive image might result from a 

more stable economy. When we improve tourism, people will have a better quality of life and 

gain sufficient income, and thieves or people who take advantage of tourists will decrease. 

This would create a positive image a far as the safety of tourists is concerned. Moreover,  

Buddhism is an aspect of Thai culture that helps to refine people’s minds. People who enter 

religious places are cheerful, kind, and willing to help with the religious ceremony or other 

activities in the temple. When tourists see these good aspects of Thai people, they will 

remember that Thai people are generous and kind.  

 

R08   Pattaya might not be able to change its image but Buddhist cultural tourism would help 

alleviate it and build up a more positive image because culture means proper expression of 

people in the nation with regard to things like food, way of life, manners, and religion. For 

example, when tourists visit a temple or a Dharma retreat, they would see the modesty and 

respectfulness of Thai people towards Buddhism. Seeing people making food offerings to 

monks, making merit together, or helping elders also creates a positive image of the Thai 

way of life that is related to religion.     

 

9. What is an appropriate way to brand a Theravada centre in Pattaya? 

 

R01 I think the fastest public relation would be by social networks because at present 

everyone, from every part of the world, shares information easily through the Internet and 

phones. Buddhism is a sensitive issue, and the development of religious tourism is an 

important national concern. So another important point in promoting this type of tourism is 
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Buddhist cultural values. We should educate the tourists so that they would know the 

reasons and have precise understanding about things like why we need to take off our shoes 

before going into a home or Buddhist temple, why we use flowers, incense, and candles to 

worship Buddha images, and why we should not stretch our legs and point the soles of our 

feet towards monks or Buddha images. The temple should educate people in religion or 

work together with schools that are close by to create the consciousness together with locals 

so that they are able to explain things correctly to tourists.  

 

R02 The most appropriate way to do public relations is to let the government sector, such as 

the Ministry of Culture and the Tourism Authority of Thailand, get involved because it is 

already their responsibility. The Ministry of Culture is the one who limits the appropriateness 

of Buddhist related activities, determining what should be promoted in which framework and 

what should not be done. As for the Tourism Authority of Thailand, they can provide funds to 

support the marketing of every kind of tourist attraction. 

 

R03 In previous projects, the government sector only functioned as a promoter. They did not 

explain the reasons according to Dharma like a religious leader who has a deep 

understanding of Buddhism. So I think that the government sector should cooperate with 

temples in promoting tourist attractions. For example, the government sector would help 

advertise it and the temple, as the religious leader, would be a guide who explains 

information to tourists on why and how certain religious ceremonies are related to Dharma.  

 

R04 I want to focus on public relations through updating information. For example, this 

temple does not have much marketing on the Internet and the information is not up-to-date, 

so not many tourists come to visit. As for the appropriateness of promoting Buddhism along 
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with tourism, it is the responsibility of religious leaders to establish regulations and be strict 

about it. For instance, this temple should not allow locals to sell holy objects in the temple 

area when there is a religious ceremony because it is not nice and tidy. If they want to sell 

goods, we will arrange a zone in front of the temple for them but inside the temple would be 

the almshouse instead.  

 

R05 I think the religious groups and the locals should focus on giving precise information to 

tourists. So public relations should start with establishing a training program for local people. 

If they understand the principles of developing Buddhism-based cultural tourism, they will be 

aware of this point, know the limits of Buddhism tourism promotion, know how to promote it 

in a suitable way, and be able to give correct information to tourists. 

 

R06 I would like it to start with marketing by a major government agency such as the 

Tourism Authority of Thailand or the Ministry of Culture because these agencies have a lot of 

potential to push forward tourist attractions so that they can be known by both Thais and 

foreigners. Another important thing is that Buddhism is a delicate aspect of culture that 

national should be concerned about. Relevant agencies such as the local administration, 

Council of Culture, and locals should be responsible for looking after and establishing 

regulations concerning the proper conduct of tourists or what is prohibited, such as 

prohibiting climbing up and taking photos with the Buddha image or bringing alcohol into the 

temple area, ensuring that tourists dress properly, or prohibiting the wearing of shoes in the 

monastery, to prevent them from demeaning Buddhist values.   

 

R07 The most appropriate marketing in a Buddhist way is to do it on the Internet under the 

control of the national government such as the Ministry of Culture and the National Office of 
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Buddhism because these agencies are responsible for monitoring cultural appropriateness 

and providing appropriate ways of doing things that would not demean Buddhism. As for the 

locals or religious groups, they can help by advising the tourists about what they should and 

should not do. This information should be on the website and the website should be kept up 

to date. 

 

R08 Nowadays, the media influences everyone in the world, so I think that advertising tourist 

attractions through modern media would help promote Buddhist cultural tourism to be known 

by tourists. When tourists can access tourist attractions, the community will play a most 

important role in maintaining and preserving the value of Buddhism. So the local 

administration or religious leaders should educate the community in understanding how to 

use Buddhism for tourism so that the community will behave appropriately. And they would 

be able to give advice and help the tourists understand how they should behave in a 

religious place.  

 

10.  Is there anything further you wish to add about the role of Theravada Buddhism 

and the development of Pattaya as a cultural destination brand? 

 

R01  I would like Pattaya to check all the information before publicizing it so that foreigners 

would receive precise information. I would like the development to focus on the quality rather 

than quantity of the tourists. As for the development of culture, we should observe different 

cultures in Pattaya first, such as the fishing villages and their way of life. It depends on the 

community leaders and what they want to promote as well as observing tourism resources, 

whether they are ready or not to complete it.    
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R02  I would like Pattaya to focus on developing staff to prepare for a new kind of tourism 

because previously there has not been much development of cultural and religious tourism. 

So before promoting it, training for the Thai people who will be the hosts should be held to 

boost their ability to serve tourists as well as their own understanding.  

 

R03 I would like the government sector to support Buddhist cultural tourism seriously. At 

least, they should try to establish it in one temple in Pattaya as an exemplar because 

religious tourism would benefit us economically as well as encouraging us to continue 

preserving our culture for the younger generations. As for other cultural developments, I 

would like Pattaya to give more attention to fishing villages because at the present time, they 

have almost disappeared. Unlike other coastal areas, Pattaya is a city with shallow water 

fisheries that need boats to be rowed for fishing, which is considered to be a charm of the 

area but is fading away. And the pedestrian market that used to be held in the Na Gleua 

area has started to change as the show uses Isan country music singers, which has 

replaced the local culture of the fishermen. So I think Pattaya should think again about 

promoting this kind of cultural tourism too. 

 

R04 Previously, Pattaya has never had original plans for making a temple tourism map like 

other provinces so I think we should develop a route map such as route for visiting nine 

temples in Pattaya. It has to be up-to-date, both on the Internet and in the media and 

smartphones, and also provide recommendations of interesting cultural destinations and 

temples in Pattaya. As for other development such as the development of staff, some 

temples are short of monks who can work as guides, some are short of laypeople. So I 

would like them to establish a volunteer group that can help the temples prepare to welcome 

tourists.    

 



397 
 

R05 With regard to the development of other cultural tourism, I would like them to develop a 

cultural centre for people of every region in Pattaya. These days, Pattaya has an Isan 

association, a northern association, and a southern association separated from each other. 

They should combine together to make one centre for strength in promoting different kinds of 

tourism as well as Buddhist cultural tourism.   

 

R06 If there is a development of a cultural tourism plan, I would like the local administration 

to train the personnel about understanding Thai culture as well as foreign languages 

because they are important in communicating with the tourists. If they have precise 

understandings and are able to educate the tourists well, the tourists would be impressed. 

With regard to the issue of developing other kinds of cultural tourism, way of life is also 

interesting. For example, there is a fishing village in Pattaya, around the Na Gleua area, 

where it is fading away from society. It deserves to be promoted and preserved. 

R07 I would like Pattaya to decrease the numbers of constructions and limit them because 

they make tourism in Pattaya overcrowded and more polluted. The facilities we have now 

are already enough for the current numbers of tourists. So I agree that Pattaya should start 

sustainable tourism by relying on the culture and religion because religion is something we 

already have and do not need to invest a lot in but it can provide a long term profit. It is 

better than focusing on constructing a man-made destination that would yield a huge amount 

profit in the short term but is not long-lasting like culture. 

  

R08 If there is a development of Buddhist cultural tourism, I would like it to be open to both 

Thais and foreigners, and we might start the promotion with Thai people. When Thai people 

pay a lot of attention, foreigners would start visiting too. Moreover, religion is directly related 

to culture. We might promote other aspects of culture such as Thai food along with Buddhist 

cultural tourism because Pattaya is famous for seafood and it can be used for cooking many 
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ancient Thai dishes. We can relate it to Buddhism as the ancient Thai people have to cook 

food perfectly by themselves in order to offer it to monks in the morning or during other 

Buddhist ceremonies. 
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(4) Results from Government authorities such as Tourism Authority of Thailand and 

The office of National Buddhism (G) 

 

1. What is the potential economic and cultural value of Theravada Buddhism as a 

cultural tourist attraction for Pattaya? 

 

G01 I think this kind of tourism would help boost Pattaya’s economy to some extent because 

the main selling point of Pattaya is its entertainment venue. The downtown area is quite 

crowded, but 5-7 kilometers away from it, there are many temples that could be developed 

into cultural tourist attractions. Generally, the life of locals in Pattaya tends to start from late 

in the morning or in the afternoon, which contrasts with the Buddhist way of life that tends to 

start early in the morning. Therefore, if we promote this kind of tourism, It will definitely help 

build up the value [of tourism in Pattaya] as well as providing new alternatives for the 

morning to tourists who would then go to the beaches or entertainment venue in the 

afternoon and evening.  

 

G02 I believe that any kind of tourism would surely help boost the economy of Pattaya 

because the main income of this area is from tourism. In recent times, Pattaya has not 

promoted cultural tourism much but has focus more on the night entertainment sector. If it is 

made possible, Buddhist cultural tourism might become a new attraction for a specific new 

target group. And Pattaya would become a complete tourist attraction with entertainment 

venues, beaches, health, and culture. Most importantly, Buddhism is a symbol of Thai 

national culture – promoting Buddhist cultural tourism could be considered as promoting 

Thai culture to the world.  
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2. Which of the following stakeholders should be involved in the venture and why? 

 

G01 I think the Local Administration, namely, the District Administrative Organization and 

Pattaya City Hall should be the main stakeholders because the local government reflects the 

desires of the people in the area. If they have made a decision about how to promote 

tourism, then the Tourism Authority of Thailand should provide some help with the process 

of marketing. 

 

G02 I think Pattaya City Hall should be the main stakeholder because they play the most 

important role in improving every kind of tourism in Pattaya area. Pattaya is a special district 

which has the absolute administrative power in itself including developing the overall area 

and improving the tourism. Therefore, the City Hall should be considered an effective 

stakeholder that can improve tourism most effectively. As for the national government, like 

the Tourism Authority of Thailand, they should help with the marketing as well as publicizing 

all sorts of activities. 

 

3. What is the appropriate management structure for a Theravada Buddhism tourism 

centre in Pattaya? 

 

G01 I think the appropriate management structure should be like a complete Buddhist and 

cultural learning centre because this would integrate every aspect of culture and religion 

together. The point here is the atmosphere and activities. The atmosphere should be that of 

a peaceful, Buddhist environment with interesting activities for the tourists like creative 

tourism. The activities might aim to explain the reasons for doing particular Buddhist 
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activities, such as the purpose of giving alms to monks, why we need to worship the Buddha 

three times, or the benefits of meditation, because foreigners might not believe in Buddhism. 

They believe in rationality, unlike Thai people, who believe in fortune.       

 

G02 I would like it to be like a Buddhist cultural learning centre in the temple area because 

learning centres can integrate every aspect of Buddhism and exhibit it in an educative way 

for tourists. If possible, it should be in the grounds of a temple because they are peaceful 

and suitable for practicing Dharma.  In addition, the Wat used to be a center of Thai 

education, incorporating many aspects of Thai culture, and it is a place that has always 

represented the relationship between Thais and Buddhism. 

 

4.  How might the following features be developed to enhance Theravada as a cultural 

experience? 

 

G01 I would like to focus on the Dharma practice program, meditation, and the simple 

lifestyle of the monks because those are the main components of Buddhism that can be 

taught to everyone regardless of sex, age, nationality, and religion.  Meditation is beneficial 

both mentally and physically. Eating less meat also avoids exploiting other living things and 

gives other health benefits. We can classify Buddhist cultural tourism together with health.   

 

G02 I think every component of Buddhism that was mentioned can be presented to tourists 

but it should be incorporated into activities like creative tourism. This would enable tourists to 

experience things during the tour such as meditation, prayers, Buddhist arts, architecture, 
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and paintings. We can arrange all of these experiences into activities but the reasons for and 

benefits of the activities should be mentioned to the tourists too. 

 

5. How might a Theravada Buddhism centre promote the Sufficiency Economy 

Philosophy? 

 

G01 The Sufficiency Economy Philosophy originated from Buddhist teachings on the topic of 

moderate practice, sufficiency, self-perception, and care. If we look from the tourist point of 

view, such as the point of view of westerners who have stayed in Pattaya for a long time, 

they seem to have adopted a sufficiency economy lifestyle and adapted themselves from the 

luxurious society of the west into local Thai society. In Pattaya, we can see them ride local 

cars to the market and earning a living with their Thai wives, living a simple life and eating 

simple food like us. Foreigners who have lived in Pattaya for a long time tend often to be like 

this. This is their way of living with economic sufficiency in Pattaya. 

 

G02 I totally agree that Buddhist cultural tourism can promote the Sufficiency Economy 

Philosophy because it originates from Buddhism. It is about the adequacy and simplicity of 

life. This can be seen clearly as Buddhist monks have a simple life without worldly 

temptations and luxurious furniture. This peacefulness arises from sufficiency. If foreigners 

see it, they will learn, absorb it, and late share their new experiences to people back in their 

countries. 
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6. What set-up costs are essential and who might be involved in investing in these? 

 

G01 I think the set-up costs for the infrastructure and the facilities for tourists are essential 

because these are the first two things we can do to develop the tourist attractions. The 

government, namely, the national government and the local administration, should be the 

first one involved in investing in these projects because to the government is also 

responsible for the investment to establish the cultural learning centre, since it is about 

educating the nation and can be considered a project that preserves Thai culture.  

 

G02 The set-up costs of the infrastructure of tourism and constructing buildings are essential 

because these are the most important things when establishing tourist attractions. The next 

one after establishing the centre is marketing expenses, followed by advertisements. The 

local administration should be involved as the main investor and host because in the end, 

the benefits and profits, all of the economic and cultural value [generated by cultural tourism] 

will come back to benefit Pattaya itself. It would enhance the economy, society and image of 

Pattaya. As for the national government, such as the Ministry of Tourism, Tourism Authority 

of Thailand, Ministry of Culture and the National Office of Buddhism, they would play a 

supporting role for other operations after the establishment such as advertising activities 

related to culture.  
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7. What are the possible economic benefits of a Theravada cultural tourist attraction 

for Pattaya? 

 

G01 I think a possible economic benefit is the employment of locals. It could give people 

jobs to a certain extent although this might not be as much as service work in hotels and 

entertainment venues. Nowadays, Pattaya’s major income is from hotels, entertainment 

venues, and food. Nonetheless, it focuses more on hotels and entertainment venues, which 

exist in very large numbers. Consequently, there are many people who work in the service 

area as the numbers of those businesses increases. If there were new Buddhist cultural 

tourism attractions, they would provide new job opportunities related to culture such as 

selling incense, candles, and flowers for worshipping the Buddha. Moreover, they might sell 

district products as souvenirs, such as Buddhist paintings or various locally-produced 

ornaments.  

 

G02 I think it gives a possible economic benefit in the way that it improves quality of life of 

the locals. With new tourist attractions everywhere, locals would have more job 

opportunities. The point is that they would use the money gained from the tourists to make a 

living for themselves and their family and support their children’s education to a higher level, 

which would later improve their quality of life and household economy.  
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8.  How might a Theravada Buddhism centre promote and improve the tourism image 

of Pattaya? 

 

G01 As far as the previous image of Pattaya is concerned, it is not so clear because for the 

overall eastern area, tourism image does not seem clear. If we talk about Pattaya, everyone 

thinks about transsexual shows and entertainment venues. It is an industrial city as well as a 

tourist hub for the tourists from Bangkok. As before, if tourists are afraid or bored of the 

unrest in Bangkok, they would move to Pattaya instead. Personally, I think Buddhist cultural 

tourism could serve as a balancing point of the spirit. It can also change Pattaya’s previous 

negative image into a more positive and peaceful one.  

 

G02 Religion is the positive side of culture that helps refines the heart of people to be more 

delicate and gentle. If we go to the temple when there is religious ceremony, we will always 

encounter good things. People are peaceful, gentle, and happy when making merit. So I 

believe that Buddhist cultural tourism would become a great way of showing beautiful Thai 

culture to foreigners. And Thai people who practice the Buddhist faith are likely to have the 

belief that to mistreat tourists is considered sin or bad karma. As a result, they would try to 

conduct themselves well towards tourists by not taking advantage of or deceiving them 

because they are afraid of sin. This would definitely help improve the image of Pattaya. 

 

9. What is an appropriate way to brand a Theravada centre in Pattaya? 

 

G01 Nowadays, the media has a lot of influence. For example, everyone knows about chat 

applications on smartphones and receive a variety of information through online media. 
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Promotion through the Internet and websites about this type of tourism should be kept up to 

date. Marketing through the Internet would be the easiest way to make contact with tourists. 

As for the appropriation of culture, the Tourism Authority of Thailand already focuses on the 

religious niche market. When we promote, we should talk about the do’s and don’ts when 

tourists visit the cultural tourist attractions, but government officials like us cannot interfere 

with local affairs. They should be responsible for themselves. 

 

G02 Buddhism is a delicate issue. If the hosts do not have deep understanding or tourists do 

not know about it, they might do something bad that can damage or desecrate Buddhism 

such as selling images of the head of the Buddha to tourists for home decoration. Foreigners 

who do not know anything might place it on the floor as a decoration in their garden. That is 

what we call desecration. The way to prevent this is that the relevant agency such as the 

Ministry of Culture, the Council of Local Culture of Pattaya or the National Office of 

Buddhism should be responsible for monitoring the appropriateness of tourism.  

 

10.  Is there anything further you wish to add about the role of Theravada Buddhism 

and the development of Pattaya as a cultural destination brand? 

 

G01 I would like to add something about developing cultural tourism in Pattaya. There is 

another interesting aspect of culture – the way of life and the fishing villages. Pattaya has 

many harbours for small fishing boats. If the facilities are complete, it can be promoted as 

another small tourist attraction. However, bigger places such as the Ang Sila area have a 

morning market, parking area, pier, and fresh-food market that can be considered as 

potentially ready. And the Na Gleua market also has the old community, morning market and 

a traditional way of life that can show authentic Thai culture to tourists. 
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G02 I would like the local administration (Pattaya City Hall) to integrate Buddhism cultural 

tourism into the plan seriously because it is a low-cost investment project that can give long 

lasting profit. Thai culture can can be added to Pattaya tourism to increase its value. Even if 

it does not have huge economic potential like entertainment-based tourist attractions, it really 

has enormous spiritual value for the locals as well as the tourists. 
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(5) Results from academics whose related to religious and cultural tourism (A) 

 

1.  What is the potential economic and cultural value of Theravada Buddhism 

as a cultural tourist attraction for Pattaya? 

 

A01 I think that it has some influence to stimulate the economy – partially but not 

completely – because the overall picture of Pattaya is entertainment. However, I 

think that Theravada Buddhism-based tourism has more cultural influence because 

religious promotion is comparable to propagating religion and culture to foreigners. 

As a result, this is also considered as religious and cultural conservation 

simultaneously. A problem in the past was that local people and the community had 

insufficient participation in management. For example, Wat Yannasang Wararam 

was a temple with the right kind of areas for welcoming tourists. However, it was not 

popular among tourists. Instead, they preferred visiting Viharnra Sien to enjoy 

Chinese art or visiting the Buddha Mountain. 

 

A02 As far as economics is concerned, Theravada Buddhism-based tourism will 

enable Pattaya to gain more tourists in a niche market who are interested in religion 

and family. In addition, local people will have more alternatives regarding their 

occupation provided by this new style of tourism promotion that may contribute new 

occupations related to culture, such as selling local souvenirs, art works, religious 

art, incense, candles, and flowers for worshipping Buddha images, food for offering 

to Buddhist monks, etc. Considering the added cultural value, Buddhism-based 
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tourism would allow foreigners to recognise that Pattaya has a complete range of 

attractions including entertainment and culture. For example, tourists can enjoy 

visiting cultural attractions in the afternoon before enjoying nightlife in the evening.To 

sum up, it is another way to add more and new interesting products to Pattaya’s 

tourism.  

 

A03 I think that Theravada Buddhism-based tourism would provide Pattaya with 

more interesting attractions, benefiting its economy to some extent. However, 

income gained from this type of tourism may not be at a high level because tourism 

in Pattaya is diverse, and entertainment in particular is the main source of income for 

Pattaya. However, I personally think that this type of tourism will benefit the 

conservation of cultural values. It can be considered to be a form of creative tourism 

allowing foreigners to understand Buddhist practice and participate in several 

Buddhist activities such as giving food offerings to Buddhist monks, praying, 

meditation, and enjoying temple fairs. As a result, Buddhism-based tourism 

promotion can be thought of as supporting edutainment – providing tourists with 

relaxation, enjoyment, and the opportunity for exploration of a new culture along with 

knowledge. 

A04  I think that this type of tourism would definitely influence the economy positively 

by providing occupations to people in the community, and it may provide some 

creative occupations such as selling art works or craft works related to Buddhism. 

Health tours for foreigners with praying and meditation and making merit for Thai 

tourists could be provided as well. Buddhism is the main element of Thai culture, so 

Buddhism-based tourism promotion is like passing on culture from ancestors to 
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offspring and from host to visitors. As a result, it can also be thought of as 

conserving Thai culture (A04). 

 

A05 I think that it helps to add economic value. However, it may not be useful for the 

whole of Pattaya’s economy because Pattaya’s main income is generated from 

entertainment. Personally, I think that this type of tourism can attract new classes of 

tourists – that is, Thai people travelling in family or student groups as well as foreign 

tourists who are interested in Buddhism.This is because if only one more tourist is 

interested in travelling to Thailand, the money flows through the overall industry of 

Thai tourism. I suggest that this type of religious tourism can be organised as a tour 

for elderly people desiring peace of mind. Since religious tourism is a part of Thai 

culture, promoting this type of tourism is equivalent to publishing a good image of 

Thai culture to foreigners. 

 

A06 I think that it would have a moderate influence on the economy because 

Pattaya's uniqueness lies in entertainment. As a result, Buddhism-based tourism 

would be a new alternative. I think that this type of tourism should directly influence 

the development of cultural values in Pattaya because Thailand is a Buddhist 

country. Consequently, promoting Buddhism is equal to promoting Thai culture to 

foreigners as a vigorous Buddhist country. Most foreigners have no religion or 

practice Christianity. We want to see their churches and they want to see anything 

different from their religion such as the way of life of Thais and Buddhists. 
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A07 I think that this type of tourism definitely helps to add economic value but it may 

not do so to as large an extent as entertainment because most people recognize 

Pattaya as an entertainment hub with various types of attractions. However, if we 

consider cultural values, this type of tourism would provide huge benefits. That is, it 

would help to add more cultural value to Pattaya and would also provide another 

alternative for tourism in Pattaya. Currently, religious and health tourism is popular 

and attracts some tourists. This type of tourism may attract some Thai people before 

attracting foreign tourists.  

 

A08 I think that it would help to stimulate the overall economy. Since Thai culture is 

admired by foreigners and Thailand is a Buddhist country, so it is not necessary to 

spend much money on investment. Profit may not be as high as operating a 

business but its rewards would be valuable in the long term. For example, say 

there's a tourist who does not want just to study Dharma or enjoy entertainment – 

that tourist has to spend some money during his/her stay. As a result, basic factors 

would be able to stimulate the overall tourism and service sector, like guides, 

restaurants, and villagers selling souvenirs. 

 

A09 Actually, Pattaya is positioned as an entertainment hub, a destination for 

tourists who are fond of sport and nightlife. From my experience in establishing 

tourism strategies, Pattaya focuses its selling point on containing various types of 

tourism or mass market / diversity, that is, complete services and attractions. Cultural 

tourism and Buddhism-based tourism have never been promoted seriously before. 

However, if it is promoted seriously, it may help to stimulate Pattaya’s economy to 
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some extent. However, it may not stimulate the overall economy of Pattaya because 

the main selling point of Pattaya can’t be changed from entertainment. Buddhism-

based tourism will be only another factor or a new alternative. We may create a Thai 

way of life with Buddhist activities or creative tourism helping to add value to Pattaya 

as another interesting destination.  

 

A10 Buddhism-based tourism can be considered a new alternative for Pattaya 

because Pattaya has never promoted this type of tourism before. Cultural tourism or 

Buddhism-based tourism can help Pattaya’s economy because culture will be able to 

be sold on a long-term basis. At least, it is better than building more man-made 

attractions. Buddhism has been integrated into Thai culture, so this type of religious 

tourism promotion could be considered to add value to Pattaya and conserve Thai 

culture at the same time.   

 

2. Which of the following stakeholders should be involved in the venture and 

why?  

 

A01 The main stakeholder should be the local Subdistrict Administration 

Organisation because they will know their local areas best and understand their 

strong and weak points. Moreover, they also influence and are close to the 

grassroots community because they frequently cooperate with villagers in various 

activities. As a result, most villagers trust them, so they can motivate villagers to 

participate when they request them to promote a new type of tourism. Provincial or 
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national government, on the other hand, only support budgets with no power over 

local administration.  

 

A02 The main hosts should be local people, that is, local people cooperating with the 

community because they know their areas best. The national government’s 

organisations, like the Tourism Authority of Thailand or Ministry of Tourism and 

Sports, help to support budgets for building infrastructure and marketing. In addition, 

the Ministry of Culture also helps to inspect which activity is appropriate. Tourism 

academics will help to provide some suggestions. However, I personally think that 

people with the most important role and responsibility are villagers because they 

have to follow the Buddhist way of life naturally for tourists. Foreigners prefer seeing 

the real way of life of people, not a performance. 

 

A03 Personally, I think that the major stakeholders should be Pattaya City Hall and 

people involved in Buddhism because Pattaya has direct responsibility for Pattaya’s 

Tourism Development Plan. People involved in Buddhism know Buddhism best, that 

is, they know which parts are appropriate to promote. I also believe that Pattaya 

should have related tourism development networks, like private Business and 

Tourism Associations or Buddhism and Culture Association to support this activity. 

As for the national government, they should support it through budgets and 

marketing.  
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A04 I think that the Tourism Authority of Thailand should be the main stakeholder 

because they are directly responsible for allocating the budget for public relations 

and marketing. If marketing is good, tourists will recognise and demand to participate 

in this type of tourism.  

  

A05 What I think is that communities and people involved in Buddhism should be the 

main hosts. Communities should join together to be strong and establish projects to 

propose to the local government for budgetary assistance. This type of management 

is called bottom-up because communities and temples are close to each other, so 

they will know what style of tourism will provide benefit to themselves and family. 

Moreover, scholars should participate by providing knowledge of tourism 

management to the community.  

 

A06 I think that local government should be the major stakeholder because they are 

close to the community. Pattaya has strong special form of local government as well 

as deriving a huge proportion of its main income from tourism. If we add cultural 

tourism to the local tourism development plan, I believe that it can be developed 

more rapidly than if we were to wait for budgetary assistance from the national 

government. 

 

A07 I think that the major stakeholder should be national government organisations 

like the Department of Tourism and the Tourism Authority of Thailand. Since 
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Buddhism is Thailand’s national religion, it can be considered an important matter 

that should be emphasised by the Thai government. 

In addition, the national government would have sufficient investment funds to cover 

domestic and international operations while local government would only be able to 

support small parts. Ultimately, they have to ask for funds from the national 

government. In this case, the private sector should not be involved because they 

focus on profit more than mental values, while Buddhism-based tourism emphasises 

cultural value, not profit. 

 

A08 I think that the people with most responsibility should be the local government 

and community because Pattaya is a special administrative region with responsibility 

for self-management, administrative power, and power to establish its tourism plan 

independently. As a result, developing new attractions through the cooperation of 

Pattaya with local tourism networks should be the most rapid method. Pattaya’s 

tourism network model is quite strong, with a huge amount of capital from former 

income gained from tourism, so they have high potential to be successful.   

 

A09 I think that it should be the DMO [Destination Management Organisation] under 

Pattaya’s tourism network because Pattaya is a special administrative region that 

can develop tourism rapidly. Pattaya is an independent locality promoting PPPs 

[Public-Private Partnerships] successfully. Pattaya has a tight relationship between 

national government and local government and between government and private 

sectors. Even Chiang Mai or Phuket use Pattaya as their model in this regard. It can 
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be seen clearly that Pattaya is the only city with a complete Tourism and Business 

Association as well as a hotel association. Moreover, they also have some networks 

outside their area including the Chonburi Attraction Club.  

 

A10 I think that the major stakeholder should be the local government of Pattaya 

because Pattaya is an independent administrative region receiving a huge amount of 

income from tourism. They can create a development plan and orient their own 

tourism direction appropriately. In addition, they also have a strong PPP system. The 

national government, on the other hand, may participate in promoting and supporting 

the marketing of attractions.   

 

3. What is the appropriate management structure for a Theravada Buddhism 

tourism centre in Pattaya? 

 

A01 An appropriate management structure should be a place to enable tourists to 

learn how to be close to nature and to provide a place for practicing the Dharma 

practically. Its management should be in the same format as Suan Mok, in 

Suratthani province, Southern Thailand, providing Dharma learning to Thai and 

foreign tourists. Forest temples in Pattaya also have the potential to be managed in 

the same way. Nearby temples may be selected to hold this activity before inviting 

both Thai and foreign tourists to participate in Dharma practice.  
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A02 The best way is to establish a management structure in the form of cultural and 

Theravada Buddhism center emphasising interactions between community and 

tourists through activities like teaching foreigners to carve fruits and vegetables 

interactively, cooking food to offer to Buddhist monks, meditation, and self-learning 

through posters or modern digital media.   

 

A03 Management structure should be in the form of an integrated Buddhism learning 

centre focusing on Thai and foreign target groups. This activity may be held in any 

forest temple or any peaceful area in Pattaya. In such a centre, the major areas are 

for providing knowledge to tourists via modern technology and learning activities for 

tourists, as well as celebrating various festivals and traditional ceremonies 

occasionally, like giving food offerings to Buddhist monks on Buddhist Holy Days or 

Thai temple fairs in order to provide tourists with the opportunity to experience the 

Buddhist culture of Thailand that is different from their own religions.  

 

A04 I think that the format of management structure should be the same as a 

modern cultural museum or living museum with circulated exhibitions according to 

each tradition, such as Vesak Day and Songkran Day. There should be a library as 

well as a corner for exchanging and learning Thai culture, like fruit and vegetable 

carving, and Buddhist art drawing. These activities can be thought of as popular 

forms of creative tourism. Consequently, tourists will be interested and impressed to 

the extent that they will encourage other people to engage in this type of tourism. 
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A05 I think that the management structure should be in the form of a museum 

because foreigners would prefer reading and self-learning to following instructions as 

performed in general meditation centres. The admission fee to such museums 

should not be expensive – it's a form of edutainment. It should be a form of 

edutainment. After receiving basic knowledge, tourists will be interested in and look 

for authentic attractions located in local temples. This will help to screen tourists, so 

that those who are really interested in Buddhism will be the ones visiting peaceful 

places.  

 

A06 In my personal opinion, It should be managed in the form of a modern museum 

focusing on utilising interesting up-to-date technology. This will allow tourists to 

understand Buddhism easily because tourists who aim to visit Pattaya will focus on 

entertainment, so they should not choose to practice Dharma.  

 

A07 The most suitable management structure in Pattaya is in the form of a Buddhist 

and cultural learning center because it will attract various groups of tourists. There 

should be rules and regulations for participation and there should be some peaceful 

corners for practicing Dharma and activities such as Buddhist drawing and carving 

as well as some corners for Buddhist discussion. The first target group is Thai 

people or some foreigners who are interested. At first, it may be in the form of health 

tour group. 
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A08 I think that the most suitable management structure is an integrated learning 

center responsible to the local government and religious sectors. Rules and 

regulation for participation may be established, and the admission fee is the most 

important matter. The important thing is to emphasise providing tourists with the 

opportunity to learn more about Buddhism in this centre, which is different from other 

Dharma tours. It should be in the form of edutainment: that is, fun combined with 

learning and holding activities for exchanging Dharma knowledge to create a 

different experience from the point of view of western culture.  

 

A09 I think that the structure should be in the form of an integrated Buddhist learning 

centre emphasising creative tourism to provide knowledge, awareness, and 

understanding of Buddhism.  There should some Buddhist activities that westerners 

could participate in to create a learning atmosphere. Learners should learn from 

listening, seeing, taking action, and participating. All activities should emphasise 

promoting a way of life through learning process.  

 

A10 The most suitable management structure should be under the management of 

government – a Buddhist learning center for people in general and for tourists. I 

would like to ask them to focus on building a peaceful atmosphere, so people who 

visit this center will feel relaxed, using their brains to perceive new things easily and 

rapidly. This place should be similar to Buddhadasa Bhikkhu's Suan Mok – he 

integrated Dharma with nature to teach Dharma theoretically and practically. The 

target group would be foreigners or Thai people.   
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4. How might the following features be developed to enhance Theravada as a 

cultural experience? 

 

A 01 The most interesting thing is meditation and Dharma because meditation is 

accepted by both Thai and foreigners as something that actually helps to treat and 

restore mental and physical health according to scientific principles. The Dharma 

teaching of Theravada Buddhism is a teaching based on reason and the reality of 

life. It is believed that learning Theravada Buddhism enhances positive thinking and 

creativity, so this could be used as a selling point for this activity. In addition, its 

health benefits mean that it can also be considered as another type of health 

tourism.  

 

A 02  I think it should emphasise meditation and praying because we could explain 

and teach tourists to practice it practically. We should point out the benefits of 

meditation, which are mostly perceived by most westerners as helping to develop the 

brain, mind, and body. With regard to bio-organic consumption, I think that 

vegetarian food would not be involved because westerners rarely eat vegetarian 

food. Most of them love trying vegetarian food sometimes, but not as their routine 

diet. With regard to Buddhist arts, drawing and carving can be considered to be 

relevant art forms. For example, when tourists are bored from meditation and 

listening to Dharma, they may take a break with carving or drawing, so they can join 

in various activities preventing them from getting bored. For temple fair, temple fairs 

could attract tourists very well, but they should not be held too often because temple 

fairs are noisy.  
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A03 I think that meditation, praying and observing the five precepts are activities that 

tourists can participate in. However, there should some rules and regulations in order 

to prevent tourists from making noise or disturbance. We can consider Suan Mok as 

the model for this operation. They create an atmosphere for providing Dharma 

knowledge in English and Thai. When entering Suan Mok, tourists have to comply 

with their rules and regulations strictly. As far as other Buddhist dimensions are 

concerned, like Buddhist arts, festivals or traditions, they are all sub-elements that 

can be demonstrated on proper occasions because they may create noise and 

disturbance. 

 

A04 From my personal experience and in my opinion, I think that Buddhist arts 

should be at the centre of all elements of Theravada Buddhism that can attract 

foreigners because westerners prefer learning and reading to belief in luck and 

amulets like Asian people. Take meditation for example –  even Thai people are 

unable to practice it.    

 

A05 I think that Buddhist traditions should mostly cover all elements of Buddhism 

and should try to attract tourists. After seeing us holding some fun festivals, 

foreigners may desire to see and participate in those festivals because they want to 

seek new experiences from new forms of tourism that are different from those of 

their local cultures. If we can impress them and provide them good memories, they 

may advise their friends to participate in this type of tourism as well.  
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A06 I think that all outstanding characteristics of Buddhism can be integrated and 

conveyed to tourists for study through modern museums focusing on providing 

activities for tourists to participate in. The development of this type of tourism should 

focus on providing creative activities, like fruit carving, cooking Thai food for 

auspicious ceremonies, cooking Thai desserts, folding lotus petals, and decorating 

flowers for worshipping Buddha images. Each group of tourists has different interests 

and behaviours. Thai tourists prefer making merit to relieve their suffering while 

Chinese and Japanese tourists prefer worshipping the Buddha image for luck. On 

the other hand, westerners prefer reading, learning, and studying Buddhist arts.   

  

A07 All distinctive  elements of Buddhism can be used as media for tourist learning, 

and this can also be classified as a creative activity for tourists, like Dharma 

discussion and meditation. However, correct knowledge should be what is mostly 

emphasised. Westerners are specifically interested in Buddhist arts, so there should 

be some activities related to Buddhist arts for them, like videos telling the story of 

mural painting in Thai Buddhist monasteries, how to cover surfaces with lacquer and 

gold leaf, and how to draw Thai patterns. This can be seen in Wat Rong Khun in 

Chiang Rai, which emphasises attracting tourists just to enjoy its art. Another 

interesting exhibition is an overview of Thai culture, like talking about the delicacy of 

Thai people in cooking and preparing food beautifully for offering to Buddhist monks, 

auspicious food, Thai culture, or beliefs  – things like crossing the doorsill before 

entering the temple, ringing a bell around Buddhist monasteries, covering Buddha 

images with gold leaf, why the lotus is used as an offering for worshipping Buddha 

image, etc.  
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A08 There are various dimensions of Buddhism attracting tourists. However, the 

most attractive dimension of Buddhism for foreigners is meditation. This can be 

shown by looking at Suan Mokin Thailand, which  is similar to Zen in Japan and 

Taiwan in its emphasis on   meditation and peace of mind. There are several studies 

by westerners that conclude that meditation is useful for treating physical health, the 

brain system, and mental health. From what I read, there are several clinics in 

Europe that cure mental problems by means of meditation. So I would ask for a 

focus on meditation, because meditation can be practised by anyone even if they are 

not Buddhist.  

 

A09 All dimensions of Buddhism can be made as media and activities for the 

participation of tourists. However, the most important thing is creating the 

atmosphere of a real Buddhist country. Although the Indian style of Buddhism may 

create a better Buddhist atmosphere , we should identify our uniqueness and living 

traditions. I would like to ask them to emphasise selling the Thai way of life as it 

relates to Buddhism. An example of this is Luang Prabang whereBuddhist monks are 

given offerings of sticky rice. It is an activity based on real life, a living tradition, and it 

is very interesting to foreigners. They always participate in such activities whenever 

they visit Laos. So it can be thought of a  can be considered to be distinctive cultural 

attraction.  

 

A10 I want to see all elements of Buddhism can be presented as creative activities 

for tourists. Creative tourism is currently a highly popular trend. We have already 

seen foreigners try growing rice, try fishery, practice Thai boxing or cooking Thai 
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food. For Theravada Buddhism-based tourism, we may teach tourists to practice 

Buddhist drawing, praying, and meditation. Buddhism is a distinctive or unique 

aspect of Thailand and the politeness of the people as well as the beauty of Thai 

culture has been admired by foreigners. If we provide them activities that they can 

participate in and learn from, making them feel that it is something new they have 

never met before, they will be impressed and go back to tell their friends about it. As 

a result, this project will be very successful.  

 

5. How might a Theravada Buddhism centre promote the Sufficiency Economy 

Philosophy? 

 

A01 A Buddhist centre participates in promoting the Philosophy of Sufficiency 

Economy through instruction emphasising the community first, like teaching villagers 

how to prepare Pana water as an offering for  Buddhist monks and teaching villagers 

to grow home-grown vegetables. When these activities become part of villagers’ 

routines, tourists will be able to absorb them by themselves.  

 

A02 This foundation of Philosophy of Sufficiency Economy is based on Buddhist 

teaching, so if the centre is established, it should be considered as helping to 

promote the Sufficiency Economy indirectly because the objective of Buddhism-

based tourism is not to obtain an enormous profit but rather to emphasise 

sufficiency. Even if this Buddhist centre has no tourists, it should be able to continue 

to survive. 
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A03 I think that a Buddhist learning centre helps to promote the Philosophy of 

Sufficiency Economy through providing learning to the community before conveying 

the ideas to tourists for practising. Normally, a monk’s life involves sufficiency and 

peace without lavishness and luxury. When tourists see, learn, and absorb this, it 

amounts to the same thing as teaching the Philosophy of Sufficiency Economy to 

tourists. 

 

A04 I think that this Buddhism-based tourism can be linked to core of the Philosophy 

of Sufficiency Economy through learning media in the form of a museum 

emphasising using modern digital media indicating that the Philosophy of Sufficiency 

Economy is based on Buddhism.    

 

A05 I think that Theravada Buddhism and the Philosophy of Sufficiency Economy 

are directly involved with each other. However, this might be a bit hard to present 

this to tourists. I think that it’s better to link the Philosophy of Sufficiency Economy 

with the community or managers of attractions. Villagers and hosts should learn and 

understand the Philosophy of Sufficiency Economy first and practice it as a model for 

tourists. After successfully becoming a sufficiency community, they will be able to 

cooperatively create a campaign to attract tourists. 

 

A06 I think that Theravada Buddhism-based tourism can be linked with the 

Philosophy of Sufficiency Economy with regard to teaching and Dharma principles. 

However, it may be difficult to convey [these ideas] to tourists because [the 
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Sufficiency Economy] is an abstract philosophy.So the Philosophy of Sufficiency 

Economy should be utilised by the hosts or local people first in order to prevent them 

from being greedy and taking advantage.  

 

A07 The Philosophy of Sufficiency Economy can promote Buddhism-based tourism 

directly because this philosophy is based on Dharma in Buddhism aiming to make 

every responsible person think that establishment of attractions in this manner has 

no intention of grabbing huge profits like a private business but rather emphasises 

sufficiency. For example, villagers must be able to rely on themselves when the 

number of tourists is low. To sum up, internal management in the centre should be 

provided according to the principles of the Philosophy of Sufficiency Economy. 

 

A08 I think that Buddhism relates to the Philosophy of Sufficiency Economy directly 

because it relates to the same theory, like emphasising the middle way, sufficiency, 

and carefulness. We may start from conveying these things to the community – that 

is, the host developing the attraction. Subsequently, they should suggest that  

villagers follow it. After these people become a role model, tourists will see, absorb, 

and learn by themselves.   

 

A09 The Philosophy of Sufficiency Economy aims to help all people in Thai society 

know their standing while religious Dharma teaches them to be careful. As a result, 

Buddhism and the Philosophy of Sufficiency Economy are related to each other but 
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this may be difficult to convey to tourists concretely because it has never done 

before.   

 

A10   The objective of Buddhism-based tourism is not to focus on huge monetary 

profits. Its break-event point is getting foreigners to remember Thai culture and 

understand Buddhism correctly so they can tell their friends. Less reliance on money 

means sufficiency; that is the way to promote this type of cultural tourism and 

support the Philosophy of Sufficiency Economy.   

 

6.  What set-up costs are essential and who might be involved in investing in 

these? 

 

A01 I think that an important expense should be investment in public relations 

because it is not necessary to build a large place for this project. That is, we should 

adhere to the Philosophy of Sufficiency Economy as mentioned above. It may be a 

small place but with good public relations and marketing, so a large number of 

tourists will be attracted. All investment expenses should be paid for by the local 

Subdistrict Administrative Organisation because this organisation has direct 

responsibility for developing attractions and allocating budgets directly to 

communities. Another alternative might be a sponsor, that is, a person who respects 

Buddhism and willingly donates land or money.  
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A02 I think that the main expense should be the cost of construction, while the cost 

of marketing is not important, because word of mouth would work for that. Other 

costs, like personnel costs, are a subsequent expense and the cycle of investment 

will continue after the construction is completed. Major investors should be the Office 

of Buddhism Promotion or Ministry of Culture providing the budget for the locality 

because it can be considered to be a form of religious conservation and propagation. 

Importantly, this type of meditation center will have no money collection or trading 

activities – its money will be gained from donations. If we gather money from selling 

sacred objects like other temples, foreigners may not trust in our project and avoid 

visiting our attraction. So I suggest creating an atmosphere of peaceful living. 

However, if people in the community really aim to sell some products, the area 

should be clearly divided into a trading zone and a meditation zone.  

 

A03 The main expense should be marketing. I think that Pattaya is already ready as 

far as locations are concerned, so investment should be in festivals and activities 

mainly as an introduction for the general public, like organising temple fairs. After 

being invited by  Thai people, foreigners will travel to Thailand to experience Thai 

culture. Investment in this project should be the responsibility of local government 

because they have the final power to allocate a budget for developing projects and 

for the local tourism development plan.   

 

A04 I think that the national government should invest in and support this type of 

tourism because Buddhism is natural culture and its major expenses should be 

marketing and improving attractions. In addition, there should be a budget for 
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restoration of each attraction. Myself, I used to visit Koh Samed, which used to be 

beautiful but not now, as well as Koh Lan in Pattaya. This is because of their poor 

management of garbage and cleanliness. So I would like to suggest that the 

government allocate funds for environmental restoration as well.  

  

A05 I think that the national government should be the investor allocating funds for 

Pattaya. They should focus on marketing and personnel more than buildings 

because marketing is very important. If marketing is good, large numbers of tourists 

will be attracted. Personnel need to be good too, so there should be a budget for 

personnel development to help them look after tourists. As far as buildings are 

concerned, old buildings should be conserved without too much decoration because 

foreigners prefer the original design. Although they are only ruins, they should be 

maintained properly. the government should support academic work for 

development, like supporting relevant research. 

 

A06 I think that the main expense should be investment infrastructures and building. 

The investor should be Pattaya City because Pattaya has administrative authority to 

allocatie the budget for developing localities directly. We might give concessions to 

the private sector to operate this project because it would be quicker. However, a 

disadvantage of this alternative is that it may be difficult for us to control the 

appropriateness of operations because the private sector focuses more on profit 

than sustainability while the objective of Buddhism cultural tourism is sustainability. 
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A07 The main cost of establishment should be the cost of building and the cost of 

improvements to existing areas, followed by the cost of marketing and public 

relations. The investor should be the national government (e.g., Ministry of Tourism 

and Sports) because it is their major responsibility. They should supervise and 

allocate budgets for general tourism infrastructure. The Tourism Authority of 

Thailand should be responsible for marketing and coordinate with regional sector to 

promote this project. This would allow this project to be successful in the end.    

 

A08 I think that the main cost of establishment should be the cost of building 

maintenance and public relations. Since the area of Pattaya is large, the activity 

should be held in any peaceful area. The reason I suggest focusing on public 

relations is that it is the media that enables tourists to learn about new attractions. 

The investor should be Pattaya City, because Pattaya gains a huge amount of 

revenue from tourism, so the operation will be faster than waiting for funds from the 

national government. As for marketing, it should be the responsibility of Tourism 

Authority of Thailand and the local private sector because it is what they used to be 

responsible for.   

 

A09 I think that the main cost should be investment in building because it’s a key 

aspect of creating the right atmosphere. The former area of Pattaya might be 

improved in order to develop this type of tourism. The investor should be Pattaya 

City because Pattaya is financially strong with a huge amount of income gained from 

the tourism industry. Public relations should be the responsibility of associations and 
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the local private sector cooperating with the Tourism Authority of Thailand for 

promoting the site.   

 

A10 Important costs involved in setting up Buddhist attractions are the costs of 

building maintenance and personnel development. Since the area of Pattaya is 

large, and any peaceful area could be improved for this project. However, the 

location should be renovated and strengthened to meet safety standards for 

entertaining tourists. 

An important budget item is investment in personnel development for both monks 

and villagers. They must be trained to understand Buddhism thoroughly. And they 

should be trained in foreign language as well in order to understand and 

communicate with tourists properly. The investor should be the national government, 

which allocates funds to local governments. Because Buddhism is the national 

religion, it can be considered to be one of the important agendas for Thailand 

development. It is also considered as an aspect of Thai culture propagation and 

conservation.  

 

7. What are the possible economic benefits of a Theravada cultural tourist 

attraction for Pattaya? 

 

A 01 If there is compelling for this type of tourism, I think that the main economic 

benefit is that villagers will have new creative cultural occupations, like selling 

Buddhist arts, that are better than selling trivial stuff without any classification as they 
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used to do. People in the community might gather in a group to sell OTOP products. 

And they also sell products related to candles, incense, and flowers for worshipping 

Buddha images for any tourist aiming to make merit. In conclusion, it will help to 

develop the economy of the grassroots community and give them new occupations.  

 

A02 I think that it will improve the economy in terms of the diversity of tourism 

products. There are various types of products that are sold in Pattaya, but there are 

no products related to Theravada Buddhism. As a result, if this distinctive point is 

promoted, it will be considered a new alternative for tourists, and some people in the 

community will have more occupational opportunities from trading or welcoming this 

group of tourists.   

 

A03 I think that it will help people in Pattaya economically to some extent by way of 

providing more occupations to local people in such areas. The cost of investment in 

culture is low but it has a consistent reward and long-term benefit. Theravada 

Buddhism is an aspect of Thai culture, and culture is always able to be sold, 

providing small but long-term economic benefits. Compare this with investments in 

building commercial attractions: such construction, which requires a huge initial 

investment, brings high profits but is not sustainable. For example, Siam Park City 

currently has fewer visitors than it did and is hardly recognised by the younger 

generation.  
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A04 Its economic benefit lies in supporting the community assembly, encouraging 

creativity in performing activities to welcome tourists as well as creating new 

occupations related to Buddhism and helping to elevate Thai Buddhist’s minds.  

  

A05 If there is new type of tourism, the community will be enthusiastic in showing 

their outstanding points to welcome and sell products to tourists. This will help to 

emphasize the cultural uniqueness of community rather than economic profit. 

 

A06 I think that all types of cultural tourism can help economy by way of the tourism 

cycle along with selling culture. It can be considered to be a form of sustainable 

economic development because the principles of Buddhism do not emphasise 

money-making.  

 

A07 All types of tourism can provide new occupations consistent with those types of 

tourism. If a community aims to offer health tours, villagers of such a community will 

learn Thai massage to provide services to tourists. If a community aims to offer 

culture and Buddhism, local people of such a community may sell products related to 

Buddhism and culture. This phenomenon will at least stimulate the economy to some 

extent, leading to a better quality of life for those local people.    

 

A08 For the most part, I think that we should provide creative occupations related to 

traditional culture. Although there are a lot of workers in the service sector, like 
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providing a Thai massage service at the beach, selling products or food, being a 

guide, working with hotels, restaurants, and bars etc.This new attraction is related to 

Buddhism and culture, so it will make people realise that they should start to sell 

cultural or Buddhist products that demonstrate local uniqueness, like drawings, art 

works, and Buddhist sculpture.  

 

A09 As far as Pattaya’s economy is concerned, this type of tourism may not provide 

a better quality of life on a large scale. However, whenever there is investment in 

tourism, tourism employment will be created, so villagers will be able to sell products 

as long as these products respond to the basic demands of tourists, like food, 

accommodation, and products created using local traditions to sell as souvenirs. 

 

A10 Tourism can bring money from foreign countries to help the economy. 

Personally, I think that cultural attractions will help to provide new cultural 

occupations, like selling souvenirs and products showcasing cultural and Buddhist 

uniqueness to tourists.   

 

8.  How might a Theravada Buddhism centre promote and improve the tourism 

image of Pattaya? 

 

A01 Although this type of tourism will only help the economy on a small scale, I think 

that this Theravada Buddhism-based tourism will greatly assist in improving 
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Pattaya’s image, because Pattaya has at least one aspect showing that Pattaya is 

Buddhist city like other areas of Thailand. Although locals? will be the first group 

using this service, foreign tourists will be interested after that. One target group of 

this service is families, in the same way as Sathira Dhammasathan focuses on 

children and families by providing children opportunities to learn in the center. After  

Sathira Dhammasathan drew the interest of Thai people, foreign tourists became 

interested in it.  

 

A02  I think that Theravada Buddhism-based tourism will help to improve Pattaya’s 

image. At least people will feel that although Pattaya is a confusing and crowded 

city, there are peaceful areas for relaxation. 

 

A03 I think that Theravada Buddhism-based tourism would help to improve Pattaya’s 

image to some extent, at least 50%, because Pattaya has the image of 

entertainment and of being a crowded city for travelling. At least promotion of a good 

cultural aspect (especially Buddhism) may be a distinctive point greatly attracting 

foreigners.   

 

A 04 I think that Theravada Buddhism-based tourism will help to improve the image 

of Pattaya. At least it will make people see that there are not only beaches, buildings, 

and entertainment in Pattaya, there is also a peaceful area for enjoying Thai culture 

as well.  
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A05 I think that it will help to improve the image of Pattaya to some extent but not the 

whole image. Since Pattaya has formerly been seen by the public as a nightlife 

centre, this can hardly be changed.  However, this type of tourism may be a new 

alternative. I think that if we want to change Pattaya’s image, it has to be changed 

from the start, which is not really possible.  

 

A06 I think that it depends on promotion. If this type of tourism is promoted properly, 

conveying the objectives of Buddhism for a true understanding of Buddhism, tourists 

will be impressed and have some faith in Buddhism. In addition, we should not focus 

on business and making huge profits or taking advantage of tourists – this would 

greatly improve the image of Pattaya.   

 

A07  With regard to image, I think that it depends on the ability of the local 

government to promote the city’s image. However, I personally think that this 

Theravada Buddhism-based tourism will help to improve Pattaya’s image to some 

extent because Thai culture can be considered to be good thing for foreigners. Since 

Buddhism is a part of Thai culture, it may help to improve Pattaya’s image. Today, 

the Internet has a large influence on image. For example, if most tourists like what 

we are doing, they may post their pictures and review our attractions on social 

network sites, making their friends and other people interested in visiting us. As a 

result, if government and the private sector properly cooperate to manage our 

attractions, tourists will tell good things about Pattaya to other people, which wil 

definitely lead to a better image of Pattaya.   
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 A08 I think that all types of cultural tourism as well as this Theravada Buddhism-

based tourism definitely have the potential to improving Pattaya’s image because 

culture is what makes Thai people unique, conveying the good side of Thailand and 

making foreigners fascinated with Thai culture including food, religion, tradition, and 

politeness. So I think that this type of tourism will definitely help to improve Pattaya’s 

image. 

 

A09 I think It may help to improve Pattaya’s image, but only to some extent, because 

I think that it’s hard to change people’s image of Pattaya in today’s world. Most 

tourists already recognise that Thailand is a Buddhist country, so it is not surprising 

for them to see Buddhist culture in Pattaya. 

 

A10 It is true that it is hard to change Pattaya’s image in the minds of most tourists, 

but cultural tourism promotion may help to reduce the negative image of Pattaya, 

including the problems of decaying attractions and overcrowded tourist sites. 

Another reason is that most foreigners admire Thai culture, so foreigners may 

admire this Buddhism-based tourism as well because they may think that it is lovely 

and interesting to see. Another distinctive aspect of Pattaya is its location, which is 

near Bangkok and easy to get to.   
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9.  What is an appropriate way to brand a Theravada centre in Pattaya? 

 

A01 I think that the most suitable marketing channels for a Theravada Buddhism 

Center are radio and the Internet or even organising a promotional tour package. For 

example, making a health tour with a meditation program for mental recovery or 

organizing a tour group for a seminar. It is possible to organize a tour for employees 

to practice Dharma for 7 days instead of a normal seminar. All activities would be 

changed to Dharma practice, meditation, praying, discussion of Dharma, and a 

program of consumption of bio-organic food. If participants are impressed with these 

activities, it will spread by word of mouth. The Theravada Buddhism Center should 

only provide a few donation spots, so it would not be an over-commercial Buddhism. 

Elsewhere, we may provide donation spots in the form of an almshouse like that of 

Wat Ampawan, with the Dharma practice course commencing from waking up at 4 

a.m. for prayer. All areas should be divided into a peaceful zone for practicing 

Dharma and a trading zone for selling all products.   

 

A02 I would like to ask the Tourism Authority of Thailand to be responsible for this 

project because they have experience and it is also their former responsibility. For a 

suitable format, I would like to suggest an emphasis on a real way of life, so 

foreigners will be able to enjoy the real way of life of local people. In addition, we 

should not pay much attention to income because the objective of this Buddhism-

based tourism is not high monetary reward like other forms of tourism. One part of its 

income would be gained from the Office of National Buddhism Promotion or form the 
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donations of tourists. The important thing to consideration is that if there is only a 

small number of tourists, this center must be able to rely on itself.   

 

A03 The suitable methods for marketing this cultural attraction are word of mouth 

and public relations run by the government. In addition, the Ministry of Culture should 

play an important role in deciding which activities are suitable . Finally, after adding 

this type of tourism to the tourism plan, all sub-guidelines should be the responsibility 

of the local government and the people in the community for further management.  

 

A04   I think that we should firstly publicize only to some groups that are interested. 

Subsequently, if it is successful, news will spread by word of mouth. After that, other 

groups of tourists will try to experience this type of tourism. At first, we might focus 

on Thai tourists before foreigners. People involved in Buddhism or the local council 

of cultural affairs should inspect activities promoting Buddhist values periodically as 

well as monitor any activity that may disturb the way of life of any monk or any action 

taking advantages of any tourist.    

 

A05 I think that the most marketing guideline should start with providing knowledge 

about Buddhism to Thai people. When we promote Buddhism as our distinctive 

tourist attraction, we should know what we should do and what is prohibited in order 

to prevent the destruction of Buddhist values. We are the hosts, so we should be a 

good model. We can see now that some Thai people wear shorts or mini-skirts when 

they go to the temple, which is improper. 
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The most effective public relations tool is the Internet because people can upload 

any travel picture on Facebook for their friends and followers. Applications are 

another alternative for promotion. Currently, there are some applications are used as 

prayer book, calendars with Buddhist Holy Day alerts, and recommendations for 

temple tourism. In this way, we can approach the younger generation more easily. 

Significantly, all website about promotion Buddhism should be up to date. 

 

A06 The Tourism Authority of Thailand should cooperate with Pattaya City to 

promote this type of attraction extensively. However, the host whose job is to 

welcome tourists should be a good model for them as well. Associations related to 

local culture should also establish rules and regulations for tourists. I think that most 

foreigners pay respect to the location and are strict with rules and regulations, so this 

operation should not be difficult. 

 

A07 The most appropriate guidelines for promotion would ensure that religion-based 

tourism is controlled by relevant government organisations such as the Ministry of 

Culture in cooperation with the Tourism Authority of Thailand, because this part of 

government specifically allocates a budget for developing cultural tourism. In the 

event of large amount of tourists arriving, there should be some measures 

established for managing tourism so as to be sustainable, like establishing rules and 

regulations and limiting the volume of tourists in the high season.   
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A08 Religion can be considered to be delicate affair. The host who develops this 

attraction should be Pattaya City and the community. They should study the scope of 

Theravada Buddhism thoroughly before promoting it. By doing so, they will know 

which aspects should be promoted and which aspects should be monitored. For 

example, selling of antiques and images of the Buddha’s head or selling products to 

foreigners at a price that is too expensive. Some organizations, such as the Office of 

National Buddhism Promotion, should be made to be responsible for monitoring and 

inspecting appropriateness before doing any public relations.   

A09  Thailand can sell tourism quite well. However, there is a problem with taking 

advantage of tourists that turns out to be in the first rank of Thailand’s tourism 

problems. Currently, Thailand’s image is severely damaged because of this problem. 

For example, some taxi drivers and motorcycle-taxi riders often charge an expensive 

service charge to foreigners. So I would like to ask everyone to solve this problem 

before doing any marketing of a new attraction. It would be better if we had 

cooperation in the form of PPPs. I would like to point to Suan Mokh as an example of 

a place that has doesn’t have many problems with regard to damaging Buddhist 

values because Suan Mok’s committees follow a PPP system reflecting their 

strength in supervising tourism. 

 

A10 Buddhism can be considered to be a delicate affair. This is considered to be the 

national issue because Thailand is the land of Buddhism. If we consider it in the light 

of tourism, there will be some parts that can be promoted, like Dharma practice, 

meditation, giving food offerings to Buddhist monks and praying, and some parts that 

should not be disturbed by tourists, like the monks’ way of life. Thus, before 



442 
 

conducting promotions, relevant organisations, like government, local cultural 

associations, and people involved in Buddhism, should have a meeting to consult 

and ascertain appropriate activities and guidelines for tourists in order to prevent the 

destruction of cultural and Buddhist values. 

 

10.  Is there anything further you wish to add about the role of Theravada 

Buddhism and the development of Pattaya as a cultural destination brand? 

 

A01  I would like to suggest developing tourism by emphasising the participation of 

villagers and the community. If some peaceful area is necessary for this project as a 

place for anchoring people’s minds through the promotion of cultural and religious 

tourism, local government should inspect and limit building construction, light and 

sound. Moreover, they should emphasise personnel development along with 

providing knowledge and adjusting the attitudes of villagers by telling them what they 

will receive sustainably through promoting cultural and religious tourism. They should 

provide training in Sufficiency Economy knowledge and urge villagers to follow the 

Philosophy of Sufficiency Economy without fooling tourists.  

I would also like to point to the examples of Laos or Chiang Khan, where we can see 

Buddhist monks walking on walking streets to receive food offerings from villagers in 

the morning. These days, it is hard to see Buddhist monks walking to receive food 

offerings from villagers. We may be more creative by creating festivals of giving food 

offerings to Buddhist monks once a month. We might close an alley in Pattaya for 

half a day and invite monks from several temples in Pattaya to receive food offerings 
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from the public. I believe that there would be a lot of Thai and foreign people 

interested in participating in this activity as we can see in Laos. In Laos, monks 

regularly go out from the temple to receive food offerings from villagers and most of 

the food they get is sticky rice. Laotians always do this activity to the point that it has 

become another aspect of the attractiveness of Laos that both Thai and foreign 

tourists are interested in. If anyone travels to Laos, they have to see the ‘Sticky Rice 

Offering Ceremony’. In Thailand, Wat Phra Dhammakaya is an example of this. They 

closed Vibhavadi Rangsit Road to perform an offering ceremony with people 

spreading flowers along the way passed by the monks, attracting many people to 

participate in this activity, even foreigners. If Pattaya can organize a similar event, 

we will gain a huge amount of interest from lots of tourists as well.   

 

A02 I would like to suggest that the government sector should provide funds for 

developing local personnel and tourism, such as funds for training in basic English 

for welcoming tourists and English used in Buddhism for communicating and 

explaining this project to tourists correctly and properly. I would also like to suggest 

that they emphasise health tourism along with this type of tourism because it is 

popular and Pattaya also has the potential to develop this type of tourism. We can 

see that a lot of foreigners prefer visiting Hua Hin because it has several beautiful 

and peaceful beaches with various health attractions. So I would like to suggest that 

Pattaya develop health tourism along with Buddhism-based tourism. 

 

A03 I would like to suggest tourism personnel training regarding understanding 

Buddhism and foreign language training to assist foreigners from various countries 
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interested in this Theravada Buddhism-based tourism.  For other interesting types of 

tourism, I think that Pattaya would have potential for health tourism such as Thai 

massage and spas as well – Thai massage is another aspect of Thai culture. From 

my personal experience, I can see that there are lots of local workers in Pattaya and 

there are also plenty of Thai masseurs along the beaches. However, their skills 

seem to fail to meet proper standards. So it would be better if this group of people 

received standard training. In this way, Pattaya will be able to efficiently develop 

health tourism along with Buddhism-based tourism.  

 

A04 I would like to suggest the participation of scholars in developing cultural 

tourism, like conducting research into developing community-based tourism and 

providing and teaching knowledge of tourism management to the community. If the 

community has knowledge and understanding of this type of tourism, this type of 

tourism will easily be successful. 

 

A05 I would like to make a suggestion about marketing. The marketing of Theravada 

Buddhism-based tourism should be begin with Thai people and Buddhists before 

expanding to westerners. Personally, I think that food culture is also another field 

that Pattaya is trying to offer because foreigners now know more about Thai food 

besides Tom Yum Kung than they used to know. I would like to suggest additional 

promotion by emphasising cooking with original Thai recipes without using the kind 

of modified recipe used in some Thai restaurants in foreign countries. There are 

many types of herbs in Thailand and if we provide knowledge about the benefits of 

these herbs for health and food, I think it will definitely interest foreigners.   
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A06 Buddhism is a part of Thai culture that should be conveyed to foreigners 

correctly and properly. As a result, I would like to stress personnel training. The host 

whose role is to welcome tourists should first understand Buddhism thoroughly in 

order to provide correct information to tourists. 

Regarding tourism, I would like to suggest promoting a campaign on the theme of 

‘From Seafood to Thai Food’ because Pattaya has many shows and performances 

but Thai food is not promoted enough even though there is plenty of seafood in 

Pattaya. In addition, the basic culture of local people, like the way of life of 

fishermen, should be focused on as well.   

 

A07 I would like to suggest building on any distinctive unique aspect of Pattaya to 

stimulate the interest of tourists. For example, there are lots of tourists visiting Wat 

Seau at Kanchanaburi but they have no intention of visiting the temple. Instead, they 

want to see tame tigers and other animals living in this temple. The temple also 

charges foreigners higher than Thai people for maintenance costs, but a lot of 

foreigners still want to visit this temple and information about it spreads by word of 

mouth.   

 

A08 I would like to suggest developing more academic works related to cultural 

tourism. I would like to suggest that scholars cooperate with local people to develop 

attractions, and personnel training in English should be focused on welcoming 

tourists.  
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A09  Pattaya has never offered any tourism focused on the community’s way of life. 

Most of Pattaya’s tourism is just mass tourism, so cultural tourism involving the 

community’s way of life and home stay should also be added.  And I would like to 

support the idea of developing tourism research or cultural tourism research like this 

in the Pattaya area or other tourism areas. This is because Thailand has culture as 

its main tourism resource. 

 

A10    To support cultural tourism, I would like to suggest promoting Thai food along 

with Buddhism-based tourism because Thai food has already been recognized by 

foreigners for a long time and Thai food is also another element of Thai culture. 

There are lots of seafood dishes that can be cooked in traditional Thai ways. 




