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Abstract  

Soft power to get sweet or go sour:  

A comparative study of Japan’s and South Korea’s  

attractiveness and accessibility factors towards Thai tourists 
 

Silsupa Wiwatwicha  

International Cooperation Major 

Graduate School of International Studies 

Seoul National University 

 

The concept of soft power, though overwhelmingly critiqued by scholars, has 

been increasingly welcomed and employed in political discourses among practitioners. 

In proving the merits of the concept, this paper, first, offers a holistic approach by 

unifying the varieties of soft power theory and recognizing the cognitive-affective 

underpinnings. Second, shedding light upon a palpable example of soft power 

mechanism, the paper investigates an empirical case in tourism domain. The research 

inquires why countries of established attractive images, or soft power applicants, 

experience different level of tourist inflows. The selected case is the comparison of two 

relationships – (1) Japan as soft power applicant towards Thailand; and (2) South Korea 

as soft power applicant towards Thailand. This study integrates “mobility-specific 

variables” such as air transport and visa policy with the traditional soft power mechanism 

framework, which was previously neglected in earlier studies that mainly focused only 

on attractiveness factors. Thus, the analysis focuses on both attractiveness (AT) and 

accessibility (AC) factors. The findings suggest that Japan’s recent success to immensely 

attract Thai tourists is due to her early mover position in Thai market and her recent visa 

policy change. On the other hand, despite rising Hallyu momentum in power recipient 

country, South Korea relatively lacks the communication efforts and is starting to feel a 

growing negative opinion among Thais regarding the covert entrance barrier. That is, 

Japan’s case is characterized by AT-AC synergy (i.e. a consolidated and coordinated 

efforts to strengthen both factors), while South Korea’s case is denoted by a AT-AC 



mismatch (i.e. a mismatch between attractiveness and accessibility as a tourist 

destination). Overall, this research demonstrates that “attractive national image,” the 

main proxy for soft resource application used in this study, is effective in attracting 

tourists in spite of the existence of disincentives (such as the North Korean threat or visa 

barrier) which induce a negative impact on the number of incoming tourists. On the other 

hand, the research shows that stronger disincentives (public health emergencies and 

natural disasters) clearly deterred tourists from traveling to these destinations. The study 

also highlights the consideration of (1) temporal dimension with the implication of early 

mover advantage and lock-in effects; (2) coordinating behavior across sectors and with 

local agents; (3) strategic rationale, degree and timing of open-up policy; and (4) 

experiential factors as significantly influential to cognitive-emotive receptions of the 

subjects. The paper sheds light upon the understudied area of international relations and 

tourism as it takes into account the rising significance of people-to-people relations in 

foreign policy with implication to political economy outcomes. Also, the empirical study 

allows policy makers to see a relationship of different involving stakeholders, hence able 

to suggest coordination and network improvements.  

Keywords: Soft power, tourism, attractiveness, accessibility, Japan, South Korea, 

Thailand, people-to-people relations  

Student Number: 2017-20590  
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Chapter 1. Introduction  

A country with strong global influence is more effective in attracting people 

flows into its country, drawing tourists, investors, businessmen, and talented workers 

(Ooi, 2016). This dimension of power can be regarded as affective and symbolic means 

or “soft power” (Nye, 2004a). By means of attractive national images, people inflows, 

in particular tourists, contribute significantly to the economy of the inbound country. 

Japan and South Korea have been among top countries that have reasonable share of 

tourism total contribution to GDP – 2.0% (331.2 billion USD) and 3.8% (71.4 billion 

USD) respectively according to 2017 data. Tourism sector also induce to employment, 

investment and exports1. This suggests the mechanism of how soft power resources can 

be translated into measurable positive outcomes to the soft power projecting country. 

Existing literature surrounding tourism and soft power has been surrounding two aspects 

– inbound tourists as soft power recipients and outbound tourists as soft power agents.  

Regarding inbound tourists as soft power recipients, the direct experience in tourist 

destination will create greater empathy, familiarity and likeability towards to place (Ooi, 

2016). Apart from emotional inducement, inbound tourists can further witness the 

capabilities (i.e. technological advancement), especially through mega events like global 

sport games and world expositions (Ooi, 2014).  In addition, attractive image of the 

country promoted through tourism organizations and public diplomacy tools can elevate 

the attractiveness of the country (Morgan et al., 2011). In literature on tourist behavior, 

there is a consensus that ‘destination image’ plays critical role in tourists’ choices and 

decision making (Chen and Kerstetter, 1999; Goodrich, 1978; Hunt, 1975).  

Furthermore, media and cultural product exports play significant role in 

disseminating the images of the country. In the case of South Korea, there has been a 

                                                           
1 In Japan tourism creates 4,171 jobs, and induces 35.9 billion USD investment and 35.3 billion 

USD exports. In South Korea tourism creates 1417 jobs, and induces 11 billion USD investment 

and 16.8 billion USD exports. (WTTC, 2017) 
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clear link between ‘Korean wave’ or its creative cultural contents and the country’s 

image which has been employed by the government to increase its tourism efforts 

(Kozhakhmetova, 2012). Lee (2009a) also suggests that Korean popular culture provides 

opportunities for the manipulation of the country’s images. In the case of Japan, its 

popular cultural industries have massively penetrated East Asia’s markets and their 

products have disseminated images of Japan (Otmazgin, 2008). That is, among the 

configuration of factors that create (un)attractive images of a country, cultural products 

and media to disseminate cultural contents have played important role.  

To this end, this research aims to offer a comparative case study that empirically 

investigate soft power applicant countries’ strategies to construct attract images, and the 

level of accessibility as an intervening factor crucial to actualize the power translation 

mechanism in tourism domain. The research inquires why countries of established 

attractive images, or soft power applicants, experience different level of tourist inflows. 

The selected case study is the comparison of two relationships – (1) Japan as soft power 

projector towards Thailand; and (2) South Korea as soft power projector towards 

Thailand. This study hypothesizes that attractiveness factors and accessibility factors are 

crucial determinants to tourism context of soft power outcomes. Other things being equal, 

including attractive image resources, this paper illustrates that while attractiveness 

factors are also at work, accessibility factors pertain critical in explaining the rapid rise 

of Thai tourists to Japan and the seemingly stagnant tourist growth to South Korea. The 

selected comparative cases show important variations in Thai tourist inflow patterns, 

particularly considering that both Japan and South Korea experienced similar trends of 

Thai tourist inflows in the early 00s but then blatantly diverged in 2010s. Thus, in this 

regards, the paper aims to investigate why Japan and South Korea experience different 

patterns of tourism outcomes when geographical proximity, visa waiver and competitive 

price of the two markets are similarly given. Regarding the justification of timeframe, 

2008 is considered to be critical in terms of relatively similar market share of Thai tourist 
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inflow into both Japan and South Korea; this indicates the effective ‘catch-up’ of Korea 

in tourism market.  

This research gives an empirical evidence of the workings and the limitations of 

soft power in reference to tourism outcomes. The findings of comparative analysis 

denote the characteristics of synergy and mismatch between attracting power and the 

intermediary enabler to translate it into tourism outcomes. The paper sheds light upon 

the understudied area of international relations and tourism as it takes into account the 

rising significance of people-to-people relations in foreign policy with implication to 

political economy outcomes. Holistic approach taken in this study allow policy makers 

to see a relationship of different involving stakeholders, hence able to suggest 

coordination and network improvements.  
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Chapter 2. Literature Review   

2.1 Soft Power Concepts  

Varieties in Soft Power Theory 

Literature on soft power has been developed over the past three decades after the 

term was first coined by Joseph Nye (1990). To date, there are two main approaches to 

the understanding of soft power, namely (1) ‘soft’ by the nature of power, and (2) ‘soft’ 

by means of power resources. Regarding the first approach, in contrast to coercive means, 

Nye aims to define the notion as a state’s ability to co-opt others by means of cultural 

appeals, political values and foreign policy to do what it wants (1990; 2004b). In his 

book Soft Power: The Means to Success in World Politics (2004b), he enlarges the 

definition of soft power to the abilities to reshape others’ preferences; to attract and to 

make acquiesce; and to obtain preferable outcome due to one’s ideological or cultural 

appeal. Nye’s proposition of soft power vitally bears scholarship merits as the concept 

revitalizes the discussion of intangible forces and non-violent means of influence in 

international relations. Nonetheless, according to Nye’s approach, power translation 

mechanism was left unelaborated as a black box, and comprehensive theoretical 

framework was yet required to be further developed.  

Taking a different approach to this unconventional notion of soft attribute of 

power application, Lee G. (2009b) suggests a resource-based approach by defining soft 

power as a power outcome generated by non-material or symbolic resources, ranging 

from images, ideas, culture, discourses, education, theories, international symbols, and 

the like. Instead of pinning the definition based on persuasive power vis-à-vis coercive 

one, intangible resources as a critical criterion to define soft power are suggested as it 

allows an extensive development of power strategy by pivoting the country’s abundant 

soft resources. A large number of soft power literatures fall into this soft-resource based 

approach which are supported with empirical cases , notably studies on power of cultural 
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waves2, national images3, and discourses4 in international relations. In a more focused 

conceptualization, others attempt to make sense of soft power in terms of political theory 

of attractiveness applicable at both state level5 and organizational level6. This intangible-

resource based approach particularly contribute to the power scholarship as it lays 

conceptual foundation that permits one to further expand on theorization of power 

translation mechanism, exemplary the preliminary proposition in Lee’s “A theory of soft 

power and Korea’s soft power strategy” (2009b).   

Implicit Recognition of Cognitive Approach 

In dissecting further into the soft power mechanism black box, a number of 

existing literature has attempted to adopt unconventional explanatory tools to 

International Relations, namely affective-cognitive approach 7 . In Lee’s preliminary 

theoretical framework to soft power, he explains that the application of soft resources to 

recipients is to alter the recipients’ “preferences, calculations and interpretive 

frameworks or emotions,” so that their behaviors comply with what the power projector 

wants (2009b, p. 211). Unlike Nye’s mere emphasis on positive attraction, Lee clearly 

underpins the “cognitive processes of the recipients” as well as identify that soft resource 

application can be “diverted into coercive power” when generating fear in the targeted 

state’s reception (pp. 8-9). Solomon (2014) and Nurnus (2014) pivot the focus of soft 

power mechanism on the role of emotions, where the former  argues for ‘emotional 

                                                           
2 See for example, Watanabe & McConnell, 2008; Otmazgin, 2008; Nye & Kim, 2013.  
3 See for example, Zhang, 2011; Iwabuchi, 2015; Loh, 2017. 
4 See for example Zhao, 2016; Feizi, 2018. 
5 Mattern, 2015; Hayden, 2012; Solomon, 2014. 
6 Froese & Kishi, 2013.  
7 To clarify the concept of cognitive process, cognition can be defined as the elements, structures, 

and processes of thoughts and feelings at individual and across collective level (Thagard, 2008; 

Milkoreit, 2017). This definition follows hot cognition hypothesis which refers to human’s 

thinking as inseparable to emotional involvement. To avoid the ambiguity of the concept, this 

paper will employ the term cognitive-affective interchangeably to include the involvement of 

feelings (or affects in psychological term) in reasoning and other thought processes.    
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investment’8 in identity image as a basis for attraction in soft power mechanism; and the 

latter argues for the role of intergroup emotions to change belief or perception at the state 

level. In Ji’s “Measuring soft power” (2016), the author constructs methodological 

framework to assess soft power impacts by measuring cognitive effects9, as well as 

evaluating emotion, perception and behavior of the power recipients. That is, despite the 

mixed academia reception of approaches to soft power concepts, the recent development 

of soft power theory increasingly incorporates the role of perceptual, emotional and 

cognitive changes to help explain soft power conversion process. Though subjected to 

reductionist criticism or mismatched level of analysis, inclusion of cognitive components 

into IR discussion can be justified as increasing social psychology literatures and 

emerging field of social neuroscience has suggested the implication of macro-cognitive 

focus which is also known as ‘social cognition’ (Fiske & Taylor, 2013; Gawronski & 

Strack, 2012; Warner et al., 2005).  

Dissecting more into the cognitive-affective dimension of soft power, while 

recognizing that soft resources are capable of both persuading and threatening the target 

(Lee G., 2009b), one may want to pay more attention to the persuasive or cooptive ability 

because it yields a means to alter behavior of other states while conforming to the 

prevailing international norm of none-use of force. Relating to cognitive-affective 

approach, existing literature implicitly supports that soft power mechanism of cooptive 

power links to positive emotions in the target’s reception. Lee G. suggests that “comfort, 

respect, attractiveness, and safety” prone to induce cooption (2009b, p. 211).  

Affirmatively, Pew Research on global attitudes10 blatantly links positive attitude (e.g. 

favorable, approving, liking) to rate a country’s soft power11. Also, a number of scholarly 

                                                           
8 Or affective investment. Affect as a noun means “emotion or desire as influencing behavior” 

(Oxford English Dictionary).  
9 Three hierarchical levels of analysis for cognitive outcomes are perception (micro level), group 

opinion or institutional policy (meso level), and public opinion (macro level).    
10 Attitude is defined as “the way that you think and feel about somebody/something; the way that 

you behave towards somebody/something that shows how you think and feel” (Oxford Learner’s 

Dictionary, 2019).  
11 See “Mixed ratings for American soft power” (Pew Research Center, 2017). 
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work positively associates “warm” feeling with a country’s soft power level, notably 

based on the Multinational Survey of Public Opinion for the report on soft power in Asia 

by the Chicago Council on Global Affairs12. The aforementioned emotive terms are 

characterized with positive value or positive valence in psychological term13. Hence, it 

is arguably that, contrasting to fear triggered from threats and coercion, one underlying 

distinction in cooption is its association with positive emotions. However, further 

interdisciplinary studies on IR and psychology is required for better understanding in the 

cognitive-affective process of soft power mechanism.   

Attractive Image as a Soft Resource 

Defined as the quality of being pleasant, interesting, or worth having (Oxford 

Learner’s Dictionary, 2019), attractiveness is raised as a critical component in soft 

power mechanism. Directly linking soft power to the power to attract, Vuving views 

three qualities as essential to the “softness” or attractive power currencies; they are 

“beauty, brilliance, and benignity” (2009, pp. 8-12). In association to emotions, Vuving 

argues that such qualities generate soft power through the production of inspiration; 

admiration; and sympathy and gratitude respectively (ibid). Nye interchangeably 

employs the words “attractiveness” and “appeal” to suggest the sources of soft power14. 

Supplementing such proposition, social psychology research postulates that physical or 

perceptual attractiveness can prompt significantly greater persuasion on behavioral 

outcome (Chaiken, 1979). Nonetheless, Nye’s presupposition of attractiveness limitedly 

attaches to “culture, political ideals, and policies” (2004b, p. 256) which confound 

between power resources and power means. Also, Nye fails to point out the subjective 

                                                           
12 See for example scholarly work citing the survey results (Lee S. J., 2009; Holyk, 2011).  
13 According to American Psychological Association Dictionary, emotional valence means the 

value associated with a stimulus as expressed on a continuum from pleasant to unpleasant or from 

attractive to aversive.  
14 For example, “the attractiveness of a country’s culture, political ideals, and policies” (2004b); 

“the attractiveness of its culture, the appeal of its domestic political and social values, and the 

style and substance of its foreign policies” (2004c). the ability to get others to want the outcome 

you want because of your cultural or ideological appeal (2004d).   
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attributes of attractiveness, namely the distinctiveness between the attractiveness 

perceived or evaluated by oneself and by others.    

This literature gap can be bridged by welcoming the concept of ‘image’ which 

is defined as “cognitive, affective, and evaluative structure of the behavior unit” 

(Boulding, 1959, pp. 120-1). In Boulding’s “National images and international systems”, 

it is argued that people whose decisions determine a state’s policies or behaviors respond 

not to “the objective facts of the situation, … but to their image of the situation” (ibid., 

1959, p. 120). That is, it is the subjective evaluation of attractive image in the mind of 

the perceivers that determine their behaviors whether to coopt with the power resource 

applicant. Hence, in order to effectively strategize soft power, it is crucial not to conflate 

between (1) the means to construct attractive image by the soft power projector, and (2) 

the end outcome or the counterpart’s perceived image towards power projector. 

Furthermore, to offer a feasible scope of evaluation despite complexity of images and 

multilayered agencies involved, Boulding suggests simplistic division of focus groups – 

the powerful and the ordinary – where the powerful being those with direct policy-

making authority (i.e. state actors), and the ordinary being those with less influence (e.g. 

journalists, leading businessmen, etc.) (1959, p. 121). Among the ordinary, media agents 

deserve particular attention for its image constructing roles. In laying out actors and 

multipliers of soft resources, Chitty et al. (2016) suggests the follows in the light of media 

product contributors – “civil society, corporations, prosumers and stage agencies” (p. 27). 

Hence, attractive image as a soft power illuminates a clearer conceptual link between the 

working of soft power and the embedded affective-cognitive involvement.   
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2.2 Application to Tourism  

Soft Power and Tourism 
 

Existing literature surrounding tourism and soft power can be divided in two 

perspectives – (1) inbound tourists as soft power recipients; and (2) outbound tourists as 

soft power agents.  Regarding inbound tourists as soft power recipients, one can consider 

in two aspects – first, tourist inflows is resulted from soft resources (i.e. attractive images 

constructed and projected to recipient countries); second, direct experiences in particular 

country through tourism can further stimulate the cognitive-affective process in soft 

power mechanism. By saying deepening cognitive-affective elements, one can refer of 

Ooi’s contention that the direct experience in tourist destination will create greater 

empathy, familiarity and likeability towards to place (2016). Apart from emotional 

inducement, inbound tourists can witness the capabilities (i.e. technological 

advancement), especially through mega events like global sport games and world 

expositions (Ooi, 2014). In other words, post-visit image of destination is composed of 

cognitive and affective images according to Beerli and Martin’s Model of the Formation 

of Destination Image (2004), which is critical to generate cooptive power when positive 

emotions involve.   

On the other hand, supporting the view of soft power resources, Morgan, 

Pritchard and Pride posits (2011) that the role of attractive image presented by 

destination country, particularly by tourism organizations and public diplomacy tools, is 

crucial to attract tourist inflows. In literature on tourist behavior, there is a consensus that 

‘destination image’ plays critical role in tourists’ choices and decision making (see for 

example, Hunt, 1975; Baloglu & McCleary, 1999)15. According to Kunczik (2016), 

which is defined as “the cognitive representation that a person holds of a given country, 

what a person believes to be true about a nation and its people”, is induced positively 

through public diplomacy, and importantly constitutes a country’s ability to maintain 

                                                           
15 See also Chen & Kerstetter, 1999; Lopes, 2011; and more.  



10 

 

positive relationships with other countries. Attractive image and the sources to such 

image construction are, hence, considered as a vital pull factor in tourism.    

Media and product exports play significant role in disseminating the images of 

a country. In the case of South Korea, there has been a clear link between ‘Korean wave’ 

or its creative cultural contents and the country’s image which has been employed by the 

government to increase its tourism efforts (Kozhakhmetova, 2012). Lee also suggests 

that Korean popular culture provides opportunities for the manipulation of the country’s 

images (2009a, 2009b). In the case of Japan, its popular cultural industries have 

massively penetrated East Asia’s markets and their products have disseminated images 

of Japan (Otmazgin, 2008). That is, among the configuration of factors that create 

attractive images of a country, one can argue that media, cultural as well as commodity 

products exporting plays important role, or act as initial sources to attractive image 

construction. 

Lastly, though less relevant to this research, one can consider outbound tourist 

as soft power agent. This aspect is well exemplified in the case of China, particularly 

considering the recent government campaigns to educate their citizens about manner 

when travelling abroad (Xu, Wang & Song, 2018). Tourists can, hence, function as 

mobile soft power agents abroad (Chitty, 2016). In sum, this section reveals that in the 

context of soft power literature, tourist flows are significantly determined by the 

destination country’s attractive image, a soft power resource, which is constructed 

through various means of media dissemination and product exports. Importantly, among 

various determinants, such soft resource is shaped and wielded by government agencies 

as argued by Morgan et al. (2011) and Kozhakhmetova (2012).  



11 

 

Determinants of International Tourism Flows 

Existing literature on determinants of tourist visits are majorly from economic 

discipline, developed out of international trade model and gravity model16. Originally 

developed to describe the patterns of international trade, during the last decade, gravity 

model recently reemerges in the literature of tourism demand determinants as Kimura 

and Lee (2006) uncovers that the model better predict trade in services than in goods, 

and Keum (2010) examines its validity to explain tourism flows. Major determinants 

include distance and income level (Santeramo & Morelli, 2015), where ‘distance’ can 

cover “physical, psychological, social and economic components” (Morley et al., 2014). 

Furthermore, the model is also employed to evaluate the significance of transport 

infrastructure as a tourism attractiveness determinant (Khadaroo & Seetanah 2008).   

In the study of international tourism determinants, Eilat and Einav (2004) sort 

explanatory factors into three categories – economic, cultural, and geographic variables 

– at three dimensional datasets – destination, origin, and destination-origin specifics. The 

findings suggest that price level and political risk matter for tourism flows (ibid.). It is 

well recognized that empirical tourism research face challenges in structural 

complexities in tourism prices and costs. Hence, researchers have to use proxy variables, 

where exchange rate variables can be used as proxy for tourism price, and distance of 

travel as a proxy for transportation costs (ibid.). Closely related to transportation 

variables that correlate to international mobility, visa restriction is also placed as 

significant hurdle to visitors supported by empirical evidence that such imposition 

reduces bilateral travels on average between 52 and 64 percent (Neumayer, 2010). That 

is, in studying international tourist flows, destination-specifics and mobility-specifics 

                                                           
16 Gravity models draws an analogy to Newton’s universal law of gravitation to explain the 

patterns of international trade, describing that bilateral trade is directly proportional to the 

countries’ economic masses while inversely proportional to distance between them.  
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including price level, domestic risks, distance, and entrance barriers shall be taken into 

account.  

Linking Attractiveness and Accessibility Factors 

While attractive images of a destination country can lure foreign visitors to have 

desire to visit, the above discussed variables function as crucial determinants whether 

such attractiveness of a country will be translated into tourism outcomes that generate 

palpable economic incomes to the country. The attractive image promoted by national 

tourism agencies constitute as foundational and prerequisite resources to determine 

whether foreigners will have recreational motive and aspiration to visit a country. This 

variable shall be called attractiveness variables (dubbed AT). However, even though a 

county may successfully establish such attractive image in the eyes of international 

audience, one shall not neglect variables to facilitate visitors to access the destination. 

Such variables include tourism price level, transportation, destination situational risks, 

and visa restriction or other similar forms of non-visa barriers. These factors shall be 

understood as accessibility variables (dubbed AC). Hence, in order for the soft power 

mechanism to fulfill its process and generate foreign tourism outcomes, additional 

factors concerning mobility-specifics shall be taken into account. Shall a country succeed 

to lure with attractiveness but fail to ease accessibility in tourism context, soft power 

outcomes may not be fully generated at its maximized soft resource capacity. Such 

phenomenon can be regarded as attractiveness-accessibility mismatch of a soft power 

projecting state. In the next Chapter, a comparative study is introduced to shed light upon 

an empirical instance of methodological appropriation to investigate the working of these 

two proposed factors upon tourism outcomes.  
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Chapter 3. Research Design  

 

3.1 Qualitative Comparative Analysis   
 

Corresponding to the significant accounts of contexts in the power applicant-

recipient relationship, this study takes the method of qualitative comparative analysis to 

shed light upon the two distinct cases of soft power applicants. The contextualization is 

also required on the account of destination-origin specifics in explaining determinants of 

visitor flows. To investigate the critical determinants – attractiveness and accessibility – 

in relationship between soft resource and tourism outcomes, this paper compares 

between Japan’s and South Korea’s strategies on tourism image and tourism openness 

towards Thai public. The soft power outcomes of Japan and South are correspondingly 

observed through the trends of Thai visitor flows into Japan (dubbed THJP), and Thai 

visitor flows into South Korea (dubbed THKR). This comparative analysis involves 

the synthesis of the differences, similarities and patterns of their workings on 

attractiveness and accessibility variables. As existing literature offers comparative 

analyses of soft resources or soft power outcomes at regional or global level (Hadfield, 

2015; Wu, 2018), they tend to neglect the possibility that discrepancies in perception 

may incur between different recipient countries. Also, a large number of literature 

attempts to examine soft power motivation, goals and strategies of power ‘projectors’ 

(Sohn, 2011; McGiffert, 2009; Heng, 2010), however, they leave a significant literature 

gap in soft power assessment from the viewpoint of ‘recipients’. Therefore, this research 

bridges such literature gap by offering an empirical analysis on soft power mechanism 

that takes into consideration of both parties – power projector and power recipient – 

whereby further elaboration on the framework is discussed in the section 3.2 and 3.3.     
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Case Selection Justifications 

Japan, South Korea and Thailand are selected for this research based on three 

justifications. First, with the competitive environment among Northeast Asian countries 

who are “ripe for rivalry”, the pursuit for soft power posits one of the prominent 

contesting areas (Sohn, 2011). While the level China’s soft power and its attractive image 

are somewhat problematic and questionable as revealed in Pew Research Centre’s 

Global Attitude Project17, Japan and South Korea are evidently progress in soft power 

level proved by their  continuously enhancing soft power index scores (Table 3). Thus, 

this selected case will shed light upon a larger picture of regional soft power dynamics, 

and evaluation of their soft power strategies. Second, with geographical proximity that 

allows close connectivity with Northeast Asia while pertaining as center of Southeast 

Asia, Thailand has arguably served as a hub for the Northeast and Southeast Asian 

cultural relations, particularly with the recent waves of pop cultural relations 

(Siriyuvasak & Shin, 2007). As both Japan and South Korea fuel foreign policy attention 

towards Southeast Asia18, the investigation on Thailand as a soft power recipient can, 

therefore, shed better light upon Northeast Asia and Southeast Asia’s soft power relations. 

Third, this case selection yields methodological merits as one can control critical variable 

to tourism – distance variable. Thailand locates far from Japan and South Korea at similar 

travelling distance at 6 hours and 5 hours 35 minutes respectively.      

  

                                                           
17 Pew Research Center (2014).  
18 Recently both Japan and South Korea express their affirmative and reassured foreign policy 

gesture towards Southeast Asia, exemplarily by the official state visits to the region. Prime 

Minister Shinzo Abe made a South Asia visit to Vietnam, Thailand and Indonesia in 2012 during 

his second term; and to Philippines, Indonesia, and Vietnam in January 2017 during his third term. 

Under New Southern Policy, President Moon Jae-in made official state visits to all ten member 

countries of ASEAN in 2018 and 2019 (Indonesia on November 8-10, 2018; Vietnam on March 

22-24, 2019; Brunei, Malaysia and Cambodia on March 10-16, 2019; Thailand, Myanmar and 

Laos in September 1-6, 2019.)  
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 Japan South Korea 

2015 66.86 54.32 

2016 67.78 51.44 

2017 71.66 58.4 

2018 76.22 62.75 

<Table 1. Soft Power 30 Index scores of Japan and South Korea (2015-2018). The table 

illustrates the Soft Power 30 Index scores by University of Southern California Center on 

Public Diplomacy. The full mark is 100.>  
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Trends of Thais travelling to Japan and South Korea 

To justify the significance of research question, this section, first, presents the 

dependent variable or soft power outcomes in tourism sector by illustrating the number 

of Thai tourist flows into Japan as well as into South Korea. Over the past few decades, 

both Japan and South Korea have enjoyed the overall positive trends of international 

tourism inflows, including from Thailand. The study focus on Thai visitor trends yield 

an interesting outlook. Thailand has long established friendly relations with both Japan 

and South Korea 19 , positively embraces commodity imports and media – cultural 

contents from these two countries over the past few decades20, and posits as a hub for the 

Northeast and Southeast Asian pop cultural relations (Siriyuvasak & Shin, 2007).   

Over the past fifteen years between 2003 and 2018, tourism statistics reveals that 

the number of Thai tourists travelling to the two countries expanded dramatically. The 

increases amount more than eleven times in the case of South Korea, and more than 

twenty-four times in the case of Japan. Despite the long-term positive trend, one can 

observe both Japan and South Korea face short-term fluctuating trends in the first half of 

2010s. Both countries enjoy similar number of Thai tourist inflows with a small growth 

rate until 2010 when South Korea gains better position and starts to rise for several more 

years, leaving Japan behind with a significant downturn in 2011. However, soon after, 

Thai tourist inflows to Japan recovers and in 2013 dramatically surpasses those to South 

Korea. In the meantime, South Korea struggles to continuously generate positive trends 

when Thai tourist inflows drop in 2013 and 2015 before steadily bouncing back on a 

growth continuum. Despite its continuous growth, South Korea has never experienced 

                                                           
19  Japan and Thailand established diplomatic relations in September 1887 marked by the 

Declaration of Amity and Commerce between Japan and Siam. South Korea and Thailand 

established diplomatic relations on October 1, 1958, although the relations can be traced back 

earlier since Thailand’s participation in the Korean War.    
20 Unlike the emerging discourse in neighboring countries, like in Vietnam, Thai people positively 

receive cultural and household products imports from Japan and South Korea without having 

skepticism of them as cultural imperialist.  
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skyrocketed growth like that of Japan. Japan experiences highest growth rate in 2012 at 

1.12, whereas South Korea obtains the highest growth rate in 2010 at 0.48 (Appendix 2).     
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<Figure 1. The graph illustrates the trends of Thai nationals visiting Japan and South Korea 

between 2003 and 2018. Data retrieved from Korean Statistical Information Service (KOSIS) 

and JTB Tourism Research & Consulting Co.>   
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3.2 Holistic Approach to Soft Power Mechanism  

 

This section proposes a holistic approach to illustrate mechanisms of soft power 

conversion process that have been laid out in different existing literatures; however, the 

specific framework tailored for this study’s research design is presented in the following 

section. Figure 2 visualizes the preliminary mechanism following the flow of logic 

model21. By incorporating logic model, the power mechanism is demonstrated in a flow 

chart, hence, eliminating overlapping and ambiguous concepts in the existing literature 

on soft power theory. The big umbrella of this frame differentiates between power 

projector (state A) and power recipient (state B). The diagram unifies the two soft power 

approaches, lays out their relationships, and integrates cognitive-affective accounts; 

resource-based approach (non-material vis-à-vis material) is depicted on the left side of 

the flow chart, and cooptive nature of power (vis-à-vis coercion) is depicted on the left. 

The underlying emphasis of power mechanism is the distinct between power applicant’s 

desired goals in their strategic mind, and the power recipient’s perception as well as their 

assessment of such power application. When the aim of power application is to ‘win 

hearts and minds’ of a targeted state and public, it is the perception of recipient, not of 

the deliverer, that is vital to estimate whether cooption will be achieved, or will fall short 

into unintended consequence of resistance. Congruently, strategy and evaluation of soft 

power shall be conducted in a contextualized manner. 

The logic model yields practical utility for policy-makers, first, when 

considering different foreign policy options between the application of soft and hard 

resources by taking into account the country’s specialization and resource abundance 

level; and second, when calculating the probability whether such power outcome is likely 

to yield a cooptive, resisting or coercive behavior. Questions worth noting in strategizing 

soft power, as demonstrated in the diagram, may include, but not limited to:  

                                                           
21  Logic model is a graphic map to present “the shared relationships among the resources, 

activities, outputs, outcomes, and impact for your program” (“Logic Models”, Cdc.gov).  
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a) What changes in behavioral level and/or cognitive-affective underpinnings of state B 

and/or of its public do you (state A) aim for?   

b) How much is your strategic patience? In other words, do you merely care about 

immediate change, or do you aim for medium and/or long-term change?   

c) What resource, and whether such resource is compatible with state capacities? 

d) By what means, and how much efforts and consolidation of stakeholders?  

At the inter-state relations, the goal in wielding power is to make targeted state 

behaves, prefer certain objects, think, or rationalize certain agenda in a way that aligns 

with what power projector wants. When requiring immediate response, coercion can 

yield behavioral change by submission and obedience. However, when provided with 

strategic patience and when seeking for either sustainable outcomes or cost-effective 

solution, one may consider cooption because it does not cost lives or extensive financial 

resource (Lee G., 2009b). Also, it can yield medium and long-term outcomes by 

generating social habit (ibid.); and stereotype or group belief (i.e. cognitive lock-ins). 

While hard resource application (e.g. military strikes) which generate threat perception, 

fear, and other negative emotions is provided with two expected outcomes – either 

effectively coercing the target to comply, or falling short with resistance – soft resource 

application is provided with three possibilities – (1) to coopt (such as through friendly 

image or new interpretive frames); (2) to coerce (such as via threatening image or 

discourse); and (3) to yield unintended consequence, resistance. In other words, both soft 

and hard resource applications are subjected to resistance when, but not limited to, 

defense rationale and/or rage-motivated reasoning is triggered, therefore deserving 

cautionary assessment of unintended consequence.        
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3.3 Research Question and Framework  

The comparison of tourism outcomes in relations to Japan and South Korea as 

soft power applicants and Thai public as soft power recipient has illustrated interesting 

variations significantly in the 2010s. By integrating mobility-specific variables into soft 

power mechanism framework, two configured factors are presented with high 

importance – accessibility factors and attractiveness factors. In this regards, this research 

aims to examine why Japan and South Korea experience different outcomes of Thai 

tourist inflows between 2008 and 2017 by observing their strategies on attractive image 

constructions and accessibility levels in tourism domain. The selected case study is the 

comparison of two relationships – (1) Japan as soft power projector towards Thailand; 

and (2) South Korea as soft power projector towards Thailand. This study hypothesizes 

that attractiveness factors and accessibility factors are mutually crucial determinants in 

tourism domain as soft power outcomes. However, this paper speculates that it is the 

accessibility factors that are crucial to explain both the rocketed number of Thai tourist 

inflows to Japan, and the negative or slow growth of Thai tourist inflows into South 

Korea critically after 2013.  

Figure 3 illustrates the adapted framework from the holistic approach to make 

agreeable to this specific research question. While attractive images appertain to 

independent variable, the accessibility factors are postulated to be intervening variable 

which will determine whether the desire to travel triggered by attractiveness factors will 

be actualized. To keep the research efforts feasible, the research design omits to directly 

assess the affective-cognitive components; however, they are taken into consideration 

and discussed at the implications. Further questions worth exploring may include – under 

what conditions attractiveness may outweigh the difficulties to access the destination; 

and what may constitute the most crucial negative determinant that downplay the 

destination’s attractiveness. This holistic framework also takes into consideration 

various stakeholders, hence allowing one the observe coordination between different 

agents. Lastly, apart from the focused time frame, this study also takes the long view on 
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soft power relationships to better understand the different contexts faced by Japan and 

South Korea in Thai market.  

This study sets time frame of ten years between 2008 and 2017. The author 

estimates 2008 to be the year when South Korea successfully penetrated into Thai market, 

particularly in terms of entertainment media and cultural products, hence marked as the 

golden period of Hallyu in Thailand (Appendix 3). Media and cultural products are 

significant to portray a country’s attractive image, hence creating imagination as well as 

positive expectations in the mind of Thai audience. In this case, the author assigns South 

Korea as the main indicator to set time frame because Japan’s attractive image or Thais’ 

preference for Japanese products has long been planted in Thailand since early 2000s 

(Toyoshima, 2008), or even before. Thus, it is arguably that on the verge towards twenty-

ten, Japan and South Korea are relatively on an equal footing in terms of establishing 

attractive images towards Thai people. The next section further elaborates the 

construction of variables, data, and limitations; whereas the relationship context of the 

comparative case study and justification of the case selection are clarified in Chapter 4.  
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3.4 Variables and Data 

 As the two notions – attractiveness and accessibility – are complicated and 

seemingly abstruse concepts to be operationalized, this section designs the composition 

of the two configured factors. While accessibility factors are easier to operationalize into 

quantifiable measurements, attractiveness factors are observed mainly in terms of 

attractive image in tourism domain. Referring to Vuving’s proposed qualities of 

attractive power currencies (2009), this study assumes that in tourism sector, beauty or 

magnificence is the emphasized attribute in the projected attractive images. This is 

because such a quality can trigger a sense of admiration (qtd. Chitty et al., 2016), and 

therefore, can inspire the audience to visit and gain direct experiences in the actual 

locations. Elaboration on the operationalization of variables are explained below and 

visualized in Table 1.          

Attractiveness factors 

 The hypothesized key determinants are classified in this section. First, regarding 

attractiveness factors, facing limited available methods to measure complex macro-level 

image, this research designs to examine image-projecting means, contents, and 

consolidation of strategic tourism stakeholders surrounding attractive image 

construction. Following Boulding’s suggested focus groups (1959), this paper examines 

the working of (a) governmental tourism agencies (state actors); and (b) tourism and 

culture exposition partners (influential private actors). Exposition is considered creative 

cultural actions which permit the construction of images through manipulation of 

attractive displays and imaginative experiential space, hence affecting the audience’ 

perceptions of destination images. In other words, among media agents, stage agencies 

or exposition production firms pertain influential in creating palpable images directly 

exposed to the local audience (Chitty et al., 2017).  
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Accessibility factors 

Regarding accessibility factors, the study takes into account national-level 

barriers and inter-state transport connectivity including (c) air transports; (d) exchange 

rates; (e) border control; (f) domestic security risk. The increasing air transport traffics 

signal higher connectivity which is measured by number of port cities and direct-flight 

airlines. In terms of exchange rate, when won or yen becomes more expensive in 

relations to baht, Thai tourists are discouraged to travel to South Korea and Japan; hence, 

relatively higher exchange rates overtime exhibit a kind of barrier disincentivizing tourist 

inflows. Regarding domestic risk consideration, this study looks into national-level 

phenomena that impose perception or expectation of harms to the visitors’ own lives or 

wellbeing. Such phenomena include natural disasters, pandemics, and unpeaceful 

environment. In terms of border control measures, this paper examines two aspects – (1) 

formal barrier imposition or tourist visa requirement; and (2) non-visa barrier which can 

be represented by tourist rejections on arrival.  
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Variable 1 Agencies  Operationalization 

 

Attractiveness 

factors (AT):  

the working of 

tourism image 

construction  

a) Governmental tourism 

agencies 

 

 What are the image 

construction means employed? 

 What are the contents 

surrounding tourism image? 

 How do different stakeholders 

consolidate to one another? 

 

b) Influential tourism and 

culture exposition partners 

 Variable 2 Indicators  Operationalization 

 

Accessibility 

factors (AC):  

barriers or 

connectivity to 

tourist inflows 

c) Air transports  Direct-flight port cities 

 Direct-flight participating 

airlines 

 

d) Exchange rates  Spot exchange rates 

 

e) Border control   Visa barrier 

 Non-visa barrier 

 

f) Destination’s domestic 

security risks 

 Natural disaster 

 Pandemics 

 Unpeaceful environment 

<Table 2. Variable construction table> 
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Data Construction 

The data construction is composed of organization-level data retrieved from 

official open-source documents, news articles from Thailand’s major newspapers, and 

interviews with current or former manager-level officers. The interviews were majorly 

conducted at the 24th Thai International Travel Fair 2019 (TITF). Hosted by Thai Travel 

Agent Association, TITF is the largest tourism exposition held twice a year (in Winter 

and Summer) in Thailand. The event gathers companies and organizations of tourism 

value chains, ranging from airline and other logistics agencies, national tourism agencies, 

regional tourism agencies, tour agencies, accommodation agencies, etc. The author 

conducts semi-structured interview with altogether 18 key agencies – 7 agents 

representing Korean tourism market, 6 representing Japanese tourism market, and 4 

representing both markets (Appendix 4). Snowball sampling method is adopted due to 

difficulties to approach governmental agencies and to access manager-level officers. 

Interview questions center around strategies to construct attractive image, stakeholder 

consolidation and competitiveness, physical and ideational tourism barriers, as well as 

tourism incentives subjected to Thai publics.   

Regarding non-visa barrier and destination’s domestic security risk factors, this 

paper looks into alternative source of aggregate online data – Google Trends™ (GT)22 – 

which allows one to capture public awareness or public attention on particular topics. 

The GT offers “interest over time” score presenting a relative search volume, where a 

score of 100% or 1.0 indicates the peak popularity of such searched keywords, and a 

score of 0% or 0.0 implies insufficient or no search volume (Appendix 6). The tool 

allows one to control data retrieved to a specific geographical areas and to certain 

language searches; hence readily controlling target group as Thai population. GT data is 

monthly data. When converting to yearly data, the author calculates weighted average as 

                                                           
22 Google has been prime dominant search engine in Thailand. It has occupied Thai market share 

at approximately 87-97 percent in 2004 (Tongchim et al., 2007), and steadfastly maintained at 

99.01 percent in 2018 (“Search Engine Market Share Thailand”, 2018).  
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estimation. The level of public awareness is categorized into four tiers – “very high” (80 

- 100%), “high” (60 - 80%), “moderate” (40 - 60%), “low” (20 - 40%), and “very low” 

(0 - 20%) – where two upper tiers are in this research’s interest.   

Searching frequency on the relevant keywords represent Thai public awareness 

on barriers to travel to Japan and South Korea, hence shedding light upon perceivers’ 

viewpoints. The GT scores of the following selective keywords indicate Thai public 

awareness of domestic security risks in Japan and South Korea – “ไขห้วดั ญ่ีปุ่น” [Japan flu], 

“แผน่ดินไหว ญ่ีปุ่น” [Japan earthquake], “ไขห้วดั เกาหลี” [Korea flu], and “ขีปนาวุธ เกาหลี” [North 

Korea missile]. In similar manner, these keywords – “ติดตม ญ่ีปุ่น” [detained at Japan’s 

immigration checkpoint] “ติดตม เกาหลี” [detained at Korea’s immigration checkpoint] – are 

applied to estimate Thai public awareness on non-visa barrier.  

 

Variable1 Agencies Japan South Korea 

 

Attractiveness 

factors (AT):  

the working of 

tourism image 

construction  

a) Governmental 

tourism agencies 

 Japan National 

Tourism 

Organization 

(JNTO), Kawagoe 

City Tourism 

Division, Business 

Industry and 

Tourism Section of 

Nishio City Hall 

 

Korea Tourism 

Organization (KTO), 

Busan Tourism 

Organization, Tourism 

Division of Jeollanam-

do Province  

b) Influential 

tourism and 

culture 

exposition 

partners 

G-Yu Creative, Thai 

Travel Agent 

Association (TTAA)  

Korea Thailand 

Communication Center 

(KTCC), Thai Travel 

Agent Association 

(TTAA)  

 

<Table 3. Data sources and selected stakeholders> 
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 Variable2 Indicators  Japan South Korea 

 

 

 

 

 

 

Accessibility 

factors (AC):  

barriers or 

connectivity to 

tourist inflows 

Direct-flight port 

cities 

2014 Airline Route Mapper Route Database 

(retrieved from OpenFlights.org); real-time 

global flight tracking (retrieved from 

Flightradar24.com on January 29, 2019); 24-

month historical flight data (retrieved from 

Flightera.net); historical records on new route 

openings (retrieved from Routesonline.com 

operated by Informa PLC); interviews with 

airline sales managers  

 

Direct-flight 

participating 

airlines 

Spot exchange 

rates 

Bank of Thailand’s historical data on foreign 

exchange rates 

Visa barrier News articles   

Non-visa barrier News articles, interviews with tour agency 

managers, Google search trends (keywords: 

“ติดตม ญี่ปุ่น” [detained at Japan’s immigration 

checkpoint] “ติดตม เกาหล”ี [detained at Korea’s 

immigration checkpoint]) 

 

Destination’s 

domestic security 

risks 

News articles, Google search trends 

(keywords: “ไข้หวัด ญี่ปุ่น” [Japan flu], “แผ่นดินไหว 

ญี่ปุ่น” [Japan earthquake], “ไข้หวัด เกาหล”ี [Korea 

flu], and “ขีปนาวุธ เกาหล”ี [North Korea missile]) 

3.4 Limitations   

 

It is recognized that the research design yield limitations of generalizability as 

the case study is contextual to bilateral relations and destination-specific factors. 

However, this qualitative study has attempted to accumulate operationalized factors and 

measurable indicators that can be developed into a quantitative approach in the future 

research. Also, in examining attractiveness factors, the study faces limitations in 

collecting comprehensive tourism images, and is adjusted to fit a feasible research effort. 

Representativeness of sources is arguably justified by selection criteria. First, the author 
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selects the involving actors of high importance based on Boulding’s theoretical 

foundation. Second, the outstanding contents of the tourism image are selectively 

scrutinized. Among the complex image configuration projected, the author essentially 

focuses on the elements that the state actors have consistently wielded efforts and 

symbolic actions to promote, notably, national tourism slogan and selection of tourism 

envoys. Also, it is recognized that snowball sampling may yield biased data. Therefore, 

the author relies not only on the interview responses, but also on the diversified 

supplementary sources as to put utmost efforts to balance the data. By incorporating GT 

as indicators, the data cannot sufficiently reflect non-internet users; nonetheless, this 

research attempts to introduce unconventional sources as an alternative to opinion 

surveys that, to certain extent, can capture the general public’s interests and perception 

towards certain issue by means of their inquiries on online search engine.   

 

  



31 

 

Chapter 4. Long View on Soft Power Relations  

4.1 Japan and South Korea as Soft Power Applicant  

 Abundant scholarly work has investigated Japan as a soft power applicant 

dubbed various titles – ‘soft power superpower’ (Watanabe & McConnell, 2008), ‘softer 

power’ (Heng, 2010), ‘cultural power’ (Bouissou, 2006). Contemporary Japan’s soft 

resources and their transnational markets are also widely studied, ranging from television 

drama (Iwabuchi, 2015), manga and animation (Allison, 2003; Lam, 2007), games 

(Kohler, 2016), language education (Iwabuchi, 2015), fashion (Richie, 2003), ‘kawaii’ 

and ‘cool’ image (Lewis, 2015), cuisine (Farina, 2018) and more. It is recognized that 

Japan has long cultivated cultural resources and attractive images, representatively by 

means of Japan Overseas Cooperation Volunteer (since 1965), Japan Foundation (since 

1972), Japan International Cooperation Agency (since 1974), Japan Exchange and 

Teaching Programme (since 1987), Japan Media Communication Center (since 1991), 

and the recent Cool Japan Strategy under Abe Administration (Lam, 2007; Iwata, 2013; 

Iwabuchi, 2015; Valaskivi, 2013). Long before the coinage of ‘soft power’, Japan has 

pursued cultural diplomacy and media communication to improve its image in 

international arena, notably since 1920s when the country aspired to become imperial 

power (Sato, 2012). Motivations for Japanese soft power are argued to be, first, a respond 

to anti-Japanese sentiments in Southeast Asia and economic friction with the US in 

1970s-1980s, and second, in nowadays’ context, to be a respond to rising China’s 

challenge (Lam, 2007). Despite long experience in wielding soft power, several critique 

its limitation to overcome historical reconciliation as well as to promote genuine mutual 

cultural exchange instead of one-directional projection (Iwabuchi, 2015; Lam, 2007; 

Otmazgin, 2008).  

 On the other hand, scholarly discussions on South Korea’s soft power can be 

understood majorly in the context of its middle power strategy and its affluent resources 
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of popular culture (Lee G., 2009b; Sohn, 2012; Kim E., 2015). Although the projection 

of soft resources as national strategy appeared much later than that of Japan, South Korea 

has gained tremendous global momentum of public attention and transnational 

consumerism of its media and commodity goods over the past decade (Lee H. K. 2013). 

The phenomenon is popularly known as Korean Wave or Hallyu. Extensive studies on 

South Korea’s soft resources concentrates on pop culture and content products, 

particularly music, films, dramas, celebrities, and game (Russell, 2012; Kuwahara, 2014; 

Kim Y., 2013). Other soft resources that are well recognized as strategic, but at a lesser 

extent, include food, fashion, language, and tourism (Jang & Paik, 2012). Global status 

as elite donor is as well recently projected, aiming to construct leadership, reliable, and 

empathetic image in the international community (Kim S., 2011; Kang, 2017). In terms 

of the soft power means, existing literature well recognizes a significant role of state, 

where particular attention is paid to cultural industry promotion policy along with ICT 

investment (Kwon & Kim 2014), and establishment of promotional institutes, such as 

Korean Culture and Information Service (1971), Korea Foundation (since 1991), Korea 

International Cooperation Agency (since 1991), and Korean Cultural Center (32 offices 

in 2018)23 (Kim T., 2012; Jang & Paik 2012; Hwang 2014). Although South Korea has 

clear strategic goals of its soft power (Lee G. 2009a; 2009b), scholars also reveal 

potential limits of Korean soft resources that they are likely to be limited to entertainment 

without yielding further development into deeper sociocultural and historical 

understanding (Nye & Kim, 2013). Also, nationalistic repercussion in forms of resistance 

from abroad can be provoked (Kim et al., 2014). Lastly, applicable to any soft power 

applicants, there is an uncertainty that higher awareness may not translate into more 

favorable policy24 (Nye & Kim, 2013).  

 

                                                           
23 “Soft power superpowers” (2018).   
24 This can be thought as a challenge in converting cognitive-affective level into behavioral level.  
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4.2 Thailand as Soft Power Recipient  

Existing empirical researches are drawn from media and communication, 

psychology, business analysis, consumer behavior studies, and area and regional studies. 

They appear to confirm the soft power mechanism framework in a manner that Thailand 

receives impact of the aforementioned Japanese and Korean soft resources at both 

cognitive-affective level and behavioral level. The complied lists of affirmative 

empirical studies can be viewed in Appendix 7. In relations to Japan, reflected in a 

number consumer perception survey and attitude survey results25, Thai people have high 

trust and growing affection towards Japan, its people, and its products (Toyoshima, 2011; 

Phuengsuktechasit & Buaman, 2010). A positive image of Japan is described by Thai 

people to have characteristics of beauty, hygiene, good friends and model for 

development (Surakanvit, 1984; Takeshita, 1999). Such findings suggest that the impact 

of Japan’s soft resources on Thai people’s attitude has been under the gradual course of 

positive outcome since 1980s. This has reversed the economic imperialism image of 

Japan in Thailand prevalent in 1970s (Surakanvit, 1984). On the other hand, similar 

positive impact is also illustrated in the case of South Korea (Witthawaskul, 2006; 

Chairungmaneedamrong, 2011), only that it took off later than that of Japan, at least two 

decades after. Attitude surveys suggest that Thai public have positive view towards 

Korean Wave phenomenon in Thailand and the world (Lampao, 2013), and that Thai 

public opinion favors Korean cultural products (i.e. films, dramas and high technology) 

than Thai products (Mailaung, 2007). Favorable image of South Korea is mostly obtained 

from the most frequently consumed contents – television-radio and online contents 

                                                           
25 In Toyoshima (2011), attitude survey towards Japan reveals that 94.9% of respondents “love 

Japan”, 85.9% “want to study in Japan”, 78.2% “want to have a job which is related to Japan”, 

and 79.5% “want to make Japanese friends” (p. 247). Confirming with scholarly work, other polls 

also illustrate highly positive attitudes of Thai people towards Japan. 92.2% of Thai respondents 

think Japan “can be trusted” (Yomiuri Shimbun, 2006 in Lam, 2007), and 62.6% choose Japan 

among all countries as role model for discipline (Super Poll, 2018 in Spring News, 11 February 

2018).   
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(Lampao, 2003) – which produce favorability highly towards Korean images of natural 

scenery and people’s appearances (Tantiwong, 2009).   

Empirical studies on also recognizes positive behavioral outcomes – higher 

cooperation between Japan and Thailand on economy, finance and capacity building 

(Prasirtsuk, 2006), as well as increasing trades between South Korea and Thailand 

(Saleepoch, 2009). In terms of Thai consumers, representing Thai public behavior, one 

can observe correlations between positive attitudes, cultural familiarization (e.g. content 

consumption) or cultural experiences (e.g. language learning), and their behaviors to buy 

products from or to travel to Japan and South Korea (Toyoshima, 2011; 2013; 

Apiwathnasorn, 2014; Ruangprayoon & Thunwanont, 2017; Suwanapasit, 2008; 

Visesrith, 2009; Treesuwan, 2010; Pimnu, 2013). In terms of tourism, existing literature 

only examines Thai tourist behaviors in these two soft power projecting countries 

(Waewkaew, 2014; Pimnu 2013). Although it is suggested that Korean Wave and 

tourism public relations play important role in attracting Thai tourists to South Korea, 

there still lacks further investigation on the work of tourism organization’s construction 

of attractive image and its communication. Also, there is still an absence of investigation 

on accessibility factors as well as comparative approach to the study. Hence, curtailing 

this literature gap, this paper selects comparative case approach, and holistically looks 

into both soft resource factors (attractive image) and accessibility factors. 
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Chapter 5. Comparative Analysis   

5.1 Japan’s and South Korea’s Strategies on Attractive Images 

In this study, attractiveness factors are examined in terms of attractive image 

projection by Japan and South Korea. Amid a complex and multidimensional 

configuration of national images26, this paper focuses on a positive and attention-steering 

representation of a country in tourism domain. Images become visible only when they 

are communicated (Li & Chitty 2009), and they become public images only when they 

are transmitted and shared (Boulding, 1956). Limited the subject of study to the 

influential agents of tourism image construction, this section investigates how state 

agents project public frames on tourism image; what demonstrates efforts to cope with 

intervening factors undermining attractive tourism images; what are the strategized 

sources of attractiveness pivoted by the state agents; what are the eminent and highly 

visible channels of image communication implemented; and how are they reinforce 

image communication and cooperate with the exposition agents in Thailand.  

Tourism images of a nation are multi-sourced. As mentioned in Research Design 

Chapter, for methodological feasibility, the research limits the actors to only tourism-

related governmental agents and representative exposition agents. Projected tourism 

images of Japan and South Korea are captured by brand identity of national-level tourism, 

namely their slogans and logos, and their highlighted mass media images. These 

representatively paint the pictures of tourism attractions, frame the basis of public 

discourse, and create meanings of the destination countries in the audience’s minds. 

Lastly, visual and virtual experiences offered by tourism expositions are also significant 

means to construct attractive images. Hence, the roles of these private event production 

actors are incorporated in this section.   

                                                           
26 A comprehensive national image may include a wide range of contexts, such as historical, 

military, diplomatic, political, economic, religious contexts, and more.  
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Japan 

Roles of state actors in constructing attractive images  

 

In working towards the goal of building a tourism nation, in October 2008, the 

Japan Tourism Agency (JTA or 観光庁) was inaugurated. Positioned as an external 

agency of the Ministry of Land, Infrastructure, Transport and Tourism, JTA operates to 

achieve policy goals of, inter alia, creating tourism destinations 27  and promoting 

international tourism exchanges 28 . Within its jurisdiction, JTA governs the Japan 

National Tourism Organization29 (JNTO or 日本政府観光局) which mainly functions 

to facilitate and encourage international travelers inbound to Japan. The Japanese 

authority inaugurated tourism promotion office in Bangkok as early as in 196030. This 

marked its 50th anniversary in 2010 whereby JNTO launched annual event of Japan 

Tourism Award in Thailand.   

 Regarding the role to construct attractive image, the JTA’s “Visit Japan Project” 

lay out guidelines on two overarching programs where one works on projecting attractive 

oversea, and other works on improving the actual reception environment at regional 

levels. The latter is emphasized as significant as to “elevate the degree of satisfaction of 

visitors”, and therefore, “increases the chances of their revisits” (MILT, 2016). In 

creating imaginable attractiveness to the foreign public, JTA utilizes means such as 

advertisement, online information releases, fam-trips for media representatives and 

travel agents, and collaborative production of advertisement with transport agents. JNTO 

                                                           
27 Relevant policies include “Tourism Zone Development Act” and “Creation of Local Tourism 

Communities”.  
28  Relevant policies include “Inbound Travel Promotion Project” (Visit Japan Project), 

“Promotion of MICE Hosting and Attraction”, “Tour Guide-Interpreter System”, “Encouraging 

Outbound Travel by the Japanese”, and “Charming Japanese Souvenir Contest”.  
29 JNTO was established in 1964, where its headquarter locates in Tokyo and its oversea offices 

station in 20 cities around the world. Assigning JNTO under JTA’s jurisdiction indicates 

restructuring of governmental bodies relevant to tourism to have better synergy and coordination.    
30 JNTO (n.d.).   
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Bangkok office acts as an implementing actor in Thailand, where it functions as 

information center, as well as provides supports for tourism conventions and incentive 

events.  

i. Tourism brand identity: Welcoming and assuring revisits 

 In generating tourism images, JNTO utilizes consolidated tourism brand identity, 

strategizes manga characters as a key attractiveness resource, and identifies the variety 

of unique tourism resources at the local units. First, regarding tools to create public 

frames that stipulate a broad tourism image, Japan appears to have high consistency in 

national tourism brand identity by minimizing rebranding to only one time over the past 

fifteen years, and by maximizing brand presence among stakeholders in tourism market. 

In 2003 the slogan Yokoso Japan! (ようこそジャパン! [welcome to Japan!]) was 

launched along with Visit Japan Campaign (VJC). The overarching strategic marketing 

campaign was "YOKOSO Means Welcome" which was collaboratively adopted across 

governmental and tourism business actors, ranging from JNTO, local governments, 

airlines, ground operators, hotels and travel agencies. This branding demonstrates 

JNTO’s intent to draw the image of Japan as ‘an international tourism destination,’ 

signaling the country’s openness and emphasizing Japanese identity by using Japanese 

language. In 2010 JNTO took a step to rebrand its tourism catchphrase and logo into 

“Japan. Endless Discovery” which carries the meaning of "Japan, a country where you 

can find endless excitements" (JTA, 2018).  This new slogan underlines its market 

reorientation towards re-visitors. After exposing the image of Japan to be recognized as 

a welcoming country, it now moves to the phase of creating Japan as country worth 

revisiting. This implies its attempts to sustain long-term relationships with foreign 

tourists, and to allow tourism reinvigorate economic activities at local levels by 

introducing more diverse tourism resources in local Japan. The presented variety of 

tourism resources range from traditional and modern culture, history, food, ways of local 

life, seasonality, and bounties of nature (ibid). All in all, they are exemplified by logo 

depicted with cherry blossom.    
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ii. Crisis management: consolidated communication to reimage  

In March 2011, the Tohoku earthquake or  the Great East Japan Earthquake 

(東日本大震災), which was the most serious natural disaster in Japan since the 1995 

Kobe earthquake, has drastically damaged lives and economy of Japan. Inevitably, the 

incident deteriorated Japanese tourism industry. The immediate impact was reflected in 

a sharp drop of tourist arrivals by 62% in the month following the disaster31. Towards 

the recovery of the tourist inbound demand, two main actions to reshape Japan’s tourism 

image were implemented – promotion of the unified campaign “Ganbaro! Nippon”, 

which can be translated as “Never give up Japan”32 , and the provision of accurate 

information to the oversea markets. One month following the incident, movies and 

information illustrating everyday life of people in Japan provided in multiple languages 

were launched to foreign countries starting in April (MLIT 2011). JNTO website also 

provides information in multiple languages regarding the conditions of transportation 

infrastructure and the radiation level from Fukushima Daiichi Nuclear Power Plant 

accident (ibid). These portray the efforts to prevent false rumors and to communicate the 

image of Japan undergoing consistent recovery progress.  

Four months after the incident, familiarization tours were held at the global scale 

to recreate safety image and introduce nonmainstream local tourist attractions that are 

distant from the risk locations (JNTO “Japan: Action plans for tourism recovery”). Such 

public relations efforts are well received and reflected in mass media contents of major 

newspapers and Japan tourism websites in Thailand33. Furthermore, to reassure tourists’ 

experiences in Japan “with a feeling of greater security”, in 2014 JTA launched Safety 

tips mobile application that provides notifications of natural disaster warnings (i.e. 

earthquake, tsunami, extreme weather and eruption notices), illustrates evacuation action 

                                                           
31 The figure is comparing to the same month in 2010 (WTTC, 2012) 
32 Although “Ganbaro! Nippon” campaign rather targeted Japanese consumers to revitalize 

domestic tourism, such unified message visible in English language would, to certain degree, be 

received by foreign tourists.   
33 Thairath (25 Sep. 2011). 
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flowcharts, and other communication facilitating tools34. That is, during the time of crisis 

management and recovery period, consistent and consolidated efforts to rebuild the 

attractive and safe image are crucial to regain to trust from the consumers, whereby post-

earthquake Japan has illustrated such example where multiple, easily accessible means 

of communication were simultaneously employed.  

iii. Strategized attractiveness resource: manga characters 

 Apart from promotion of uniform brand identity to both create and recreate 

tourism images, governmental tourism agents strategize manga characters as a key 

resource to draw attractive attention 35 . Under the larger umbrella of Cool Japan 

Strategy36, popularized manga characters are pivoted to promote both national and local 

tourisms. Several approaches are utilized, majorly by appointing globally popular manga 

characters as official tourism ambassador, and creating tourist attractions based on 

manga stories. Prominent characters received special ambassador role are Hello Kitty, 

Pikachu, Godzilla, and Doraemon (Appendix 11). Furthermore, manga is a kind of 

creative content that embraces the stories of characters, hence allowing tourism industry 

to utilize such storytelling to add values to the local spaces. Prefectural and municipal 

tourism promotion divisions actively embrace manga characters in visual 

communication as well as create their hotspots, such as manga-storytelling museum and 

redecoration of public transport vehicles (Appendix 12). For example, Saitama 

Prefecture and its Kasukabe city pivots on Shin Chan (クレヨンしんちゃん)37; Tottori 

Prefecture pivots on Detective Conan (名探偵コナン) and GeGeGe no Kitarō 

                                                           
34 Also, more information on civil protection information (e.g. ballistic missile launches) was 

added in 2018 (JTA, 2018). 
35 It is noteworthy to identify that there can negative and positive kinds of attention. In Davenport 

and Beck (2001), he identifies that aversive attention is paid due to fear for negligence, whereas 

attractive attention is paid due to fondness or expectation to like.  
36 The campaign’s overarching goal is to turn Japanese creative industries popular overseas into 

revenue sources. 
37 Iconic landmarks are Shin Chan Game Center and decorated train station. (Saitama Prefecture, 

24 Nov. 2017).  
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(ゲゲゲの鬼太郎) 38 ; and Shizuoka Prefecture and its Shimizu-ku pivots on Chibi 

Maruko-chan (ちびまる子ちゃん)39.  

iv. Visualizing creative contents in the logistics space 

 Images arise in the mind, or cognitive systems, of the audience when imageries, 

either through words or pictures, are communicated. The above sections discuss about 

public frames to communicate the tone and overall picture of Japan tourism scenes. The 

use of media agents and mass media channels to disseminate information and imageries 

are as well discussed. However, to deliver the abstract attractiveness, visualizing and 

maximizing its visibility pertain significant. Japan’s tourism sector has close 

coordination with transport sector, observable at organizational structure of both central 

and regional governments40. Such relationship is also reflected how creative contents are 

communicated in the logistics space in Japan. Although prominent number of 

transportation companies are privately owned41, they have closely coordinated various 

governmental initiatives, pertinently Cool Japan Initiative42. As critical stakeholders in 

tourism industry value chain, airlines and railways have actively turned themselves to be 

the means to construct tourism image and resources for attractiveness. Examples can be 

                                                           
38 In March 2015, in hoping to attract foreign visitors to come to the prefecture, Shinji Hirai, 

governor of Tottori Prefecture, strategizes on Conan character by renaming Tottori Airport to 

Tottori Sand Dunes Conan Airport (Japan Times, 16 March 2015). Yanago Airport was also 

renamed to Yonago Kitaro Airport to honor the creator of the GeGeGe no Kitaro, Shigeru Mizuki. 

His hometown is Sakaiminato City (All Nippon Airways-Cool Japan, n.d.).  
39 Chibi Maruko-chan Land and Maruko-themed train represents application of manga contents 

to recreate attractions in the local space.  
40 At central government level, tourism-related policy had been in effect incorporated under the 

Ministry of Land, Infrastructure and Transport before 2008. In conjunction with the establishment 

of the Japan Tourism Agency (JTA) and to emphasize determination to become Tourism Nation, 

‘tourism’ is incorporated into the ministry’s name –  Ministry of Land, Infrastructure, Transport 

and Tourism. At regional level, district transport bureaus, including Transport Department of 

Okinawa General Bureau, are stakeholders responsible for tourism-related operations (JTA, n.d.).  
41 The two national airlines, ANA and JAL, as well as Japan Rail (JR) are privatized. For more 

examples, refer to Japan Private Railway Association (Mintetsu.or.jp).  
42 Under the Cool Japan Strategy Public-Private Partnership Initiative by the Cool Japan Strategy 

Promotion Council, linking policies to businesses is emphasized under the five means to deepen 

and enhance the Cool Japan Strategy (Cabinet Office, 2015). 
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observed in projects by the two airlines, ANA and JAL, where both launched the special 

outer designs of their airplanes to send out promotional message on Tokyo Olympics 

2020.  

Regarding domestic transportations, railways, tramways and local airports recreate 

the logistics spaces to become attractive resources by making use of manga characters 

(Appendix 12). Turning vehicles into a kind of attraction add values, meanings and 

purposes for tourists dive deeper into different regions and locals that are well connected 

by such transportation routes. Hence, when tourism authority also works on refining local 

tourism attractions – nature, cuisine, local livelihood, cultural heritage and regional 

products43 – the beautified means of connectivity motivates them to take off various 

domestic routes while reinforcing ‘cool’ and ‘kawaii’ images of Japan. 

Role of exposition partner in constructing attractive images 

Apart from tourism information centers, either provided by JNTO or travel 

agencies, tourism and cultural expositions are frequently held in Thailand throughout the 

year. The leading agent here is considered to be G-Yu Creative company. The founder is 

Thai Japanophile who originally started business in Japanese language education, and 

later on expanded to event production business. The company organizes exposition and 

cultural events of various contents ranging from tourism, entertainment, cuisine and 

fashion. Some examples of yearly events are “J-Trend in Town” (since 2005), “Japan 

Festa in Bangkok” (since 2004), and “Japan Expo Thailand” (since 2014). Japan Expo 

Thailand is regarded as the biggest Japan exposition in Asia that offers a comprehensive 

information and virtual experiences of Japanese cultures and creative contents, education, 

tourism and entertainment, as well as provides a venue for related businesses match 

making44. The characteristics of Japan events organized by specialized agent involve 

                                                           
43 Cabinet Office (2015).  
44 In 2018 the number of visitors to the expo is approximated to be five-hundred thousand for the 

three-day period event. The expo is divided into different zones on idols and J-pop artists, live 
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spatial designs, participatory activities45, live performance46, and attention attractors – 

costume plays (or cosplays) and character mascots. Lastly, another noteworthy tourism 

event captures the cooperation between the private agent and Hokkaido Prefecture 

tourism authority 47 . This indicates prefectural government’s active penetration, 

independently of JNTO, to appeal Thai consumers.  

 While private agent tends to incorporates creative contents (e.g. pop music, 

anime and games) to appeal Thai audience, different attractiveness resource tends to be 

adopted by state agent. JNTO Bangkok Office is likely to present national charm through 

traditional cultural artifacts and performances as expressed by a former information 

manager:  

 

Due to limited budgetary resources, we hire cultural performers and use cultural 

resources available in Thailand, such as Taiko and Yukata. To support 

prefectural and local tourism authorities, JNTO provides information about 

major travel expositions in Thailand, like TITF [Thailand International Travel 

Fair]48; however, they are financially independent and depends on their own 

resources to network with Thai [event organizing] agents. The cases of 

Hokkaido Prefecture and Sendai City are good examples of active local tourism 

authorities to approach to TITF expo. In case of Sendai City’s tourism authority, 

despite the small scale, their personnel have experiences working in JETRO 

Bangkok, hence readily providing them with strong network to approach Thai 

market.     

 

The statement confirms the activism of regional tourism authorities and signifies the 

advantage they could take from the existing network in Thailand to facilitate their 

coordination with exposition agents. At the TITF, consisting of more than sixty tourism 

                                                           
concerts, food tasting, anime and game, culture, travel and prefecture, education, art and fashion, 

B2B, and cosplay.  
45 Cosplay, cover dance and anime music contests are sample activities that general public can 

apply and become performers themselves. 
46 J-Live Music stage involves pop, anime and J-rock genres.   
47 “Hokkaido Sweet Event” (2012) and “Hokkaido Fair in Bangkok” (2017).  
48 TITF is regarded as one of the largest travel exposition in Thailand hosted by Thai Travel 

Agents Association (TTAA).  
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industry agents49, ‘Japan Zone’ took up the exposition space as large as one-fifth of the 

whole main exhibition hall, remarkably in 2014 when the number of participating agents 

doubled from the previous year (Appendix 11). This also sheds light upon high 

competition amid collective consolidation among different Japan prefectural and local 

tourism authorities as further explained by a public relations agent:  

 

Prefectural tourism authorities mostly approach private PR agencies based in 

Thailand. A common marketing strategy is that they hire Thai celebrities as 

their tourism presenter or brand ambassador. For example, Akita Prefecture 

appointed Ploy Chermarn and Panjan Parama, while Saitama Prefecture 

appointed Belle and Frung from Nadao Bangkok to appeal Thai market […] 

Although we witness high competitiveness between different prefectural 

tourism authorities, in a big picture and for big festival, they synergistically 

cooperate to one another. One explicit example is firework festivals50 – all 

prefectures will make sure not to hold the festival in the overlapping time frame.  

 

Prefectural governments appear to have high leadership and activism to enter into 

oversea market. By hiring local public relations agents, localization marketing strategies 

can be suitably approached. It also implies that in Thailand there provides supply of 

marketing and public relations companies competent and equipped with specialized 

skills to work with Japanese partners.  

 To summarize, the case of Japan demonstrates a clear branding strategy aiming 

to trigger a public frame that impresses oversea audience with overarching tourism 

identity – a welcoming and revisit-worthy destination. As the natural disaster hit Japan 

in 2011 which tremendously affected the trust level in Japan as a safe tourist destination, 

the tourism authority responded with consistent information sharing, communication of 

recovery images, and reassuring future safety with handy information tools like mobile 

                                                           
49 The agents may include tourism promotion authorities at regional, prefectural, and local (e.g. 

city, town) levels, travel agencies, hotels and resorts, transports (e.g. bus, railway), shops and 

tourist attraction sites (Appendices 5, 12).   
50 Firework festival or Hanabi Taikai (花火大会) 
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applications. Despite variety of attractiveness resources available, manga is a category 

of creative content highly pivoted by tourism authorities to add values to tourism image 

and recreational activities, particularly in local tourism, which is also demonstrated in 

the redesign of logistics space equipped with manga characters’ stories. Reflecting 

Japanese state agents’ strategic mind in constructing attractive image, Cool Japan 

Strategy Promotion Council clearly emphasizes the role of ‘design’ as seen from the 

viewer’s perspective; it constitutes a useful means to integrate “the functional value 

(quality and specifications) and the emotional value (artistic sense and texture)” of a 

product or service or inbound-tourist experience plan (Cabinet Office, 2015). All in all, 

one can witness that the post-crisis Japan has consolidated resources to redesign tourism 

spaces, and hence, to reinvigorate its attractive images in diverse local areas. Lastly, such 

images and contents are meaningfully communicated to Thai public, given their choice 

of localized public relations strategy through Thai marketing agents, and significantly 

through Japanese tourism agents’ active participation in tourism expositions.  
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South Korea 

Roles of state actors in constructing attractive images 

 In the view of organizational structure, rather than in operation with transport 

and logistics department like in the case of Japan, South Korea’s tourism policies are 

coordinated under Ministry of Culture, Sports and Tourism (MCST)51. The key affiliated 

national organization to promote tourism domestically and abroad is Korea Tourism 

Organization (KTO: 한국관광공사) which was established in 1962 then under the name 

International Tourism Corporation52. KTO has launched its main campaign “Visit Korea 

Year” occasionally to highlight its effort to become tourism leading power in Asia53. 

Visit Korea Committee (VKC: 한국방문위원회) was established as nonprofit 

organization under MCST in 2008. Then, in 2013 it was reorganized to contribute to 

cooperative programs between public and private entities54. “Visit Korea Year 2010-

2012” campaign, according to the then KTO president Lee Charm, aims to upgrade 

tourism competitiveness, to attract ten million foreign tourists, and to accentuate merits 

of Korea tourism to foreign travelers, particularly in the occasion of the 2012 Yeosu 

Expo and the 2011 IAAF World Championships in Athletics in Daegu55. To fortify the 

foundation for qualitative tourism industry growth and tailor tourism opportunities from 

                                                           
51  In 1994 the Tourism Organization’s services was removed from the Department of 

Transportation to be under Ministry of Culture and Sports. In 2008 the Ministry of Culture, Sports 

and Tourism was inaugurated where the Ministry of Culture and Tourism (inaugurated in 1998), 

Government Information Agency, and Ministry of Information and Communication are integrated.  
52 The International Tourism Corporation was renamed to ‘Korea National Tourism Corporation' 

(KNTC)in 1982, to Korea National Tourism Organization in 1996, and to the current English 

name Korea Tourism Organization in 2008.  
53 The first campaign was launched in 1994 in the occasion to celebrate Seoul’s 600 anniversary. 

In 2001-2002 the campaign was also launched when Korea co-hosted the World Cup finals.   
54 Main projects include Korea Grand Sale, Korea Sale FESTA, Korea Tour Card, Hands Free 

Service, Smart Help Desk, and Tourist Service Center (VKC, n.d.).   
55 Korea Times (2 Nov. 2009).   
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the PyeongChang 2018 Winter Olympic Games, “Visit Korea Year 2016-2018” was 

launched.  

In the context of Thailand, KTO Bangkok Office was inaugurated in 1982. Since 

then, the oversea office acts as a spearhead to promote Korea tourism to Thai public, and 

to certain, to Myanmar and Laos markets. Under the joint tourism cooperation MOU 

between KTO and Tourism Authority of Thailand (TAT) signed in 2016, the two 

organizations cooperate to exchange tourism information, tourism personnel, and jointly 

support tourism promotion activities to mutually enhance tourist flows between the two 

countries. In constructing Korea’s attractive images to Thai audience, the following 

contents are presented – four seasons, gourmet or Hansik, safety, Hallyu and 

entertainment, all-year-round festivals, wellness and medical tourism (KTO Bangkok, 

2019). Means to promote the images are through (1) its own communication channels, 

available via both online (social network services) and offline at KTO Office; (2) 

cooperation with agents in forms of co-advertising and co-developing tour products; and 

(3) provision of fam-trips to travel agents to diversify attraction contents. Additionally, 

between 2007 and 201356, KTO Bangkok Office also operated “Korea Plaza” provided 

a platform for cultural exhibition and activities57, making it an integrated space for both 

tourism information and virtual cultural experiences. 

i. Tourism brand identity: offering unique experiences 

In terms of national tourism brand identity, KTO adopted three slogans within 

eight years. The first tourism brand was Korea Sparkling launched in 2007 to convey an 

image of Korea as a destination of “emotional dynamism”58 and “vital refreshment” that 

                                                           
56 In 2013 Korea Plaza operated by KTO Bangkok Office was dissolved as Korean Cultural 

Center Thailand was inaugurated. This is seemingly to avoid the overlapping operation.  
57 The Plaza exhibits Hallyu, entertainment contents, and other attractive cultural sources such as 

food, seasons, and nature. Free cultural classes were offered on a regular basis, including 

Taekwondo, Korean language, Samulnori, and K-pop dance. Other occasional activities involve 

cooking contests and fan-meeting events. (Manager Online, 18 Jun. 2007).  
58 KTO (n.d.).   
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offers unique experiences of harmonious coexistence of traditional and modern culture. 

However, it was criticized by National Branding Presidential Council that the brand lacks 

relevance to tourism and strong identity (Korea Times, 1 February 2010). Also, following 

the Virginia Tech Shooting by a Korean-American in 2007, the word ‘sparkle’ was 

feared to prompt the image of gunshot flash in association with the image of Korea. In 

2009 a new slogan was introduced – Korea Be Inspired – in attempting to convey a 

similar message of the country’s tradition and culture, but once again it “fails to 

conceptualize the image of Korea”59. Hence, in 2014 the new tourism brand Imagine 

your Korea was employed; the selection was based on online public survey results60. The 

font design and colors of the logo are embedded with cultural elements as motif. The 

logo emphasizes the ‘K’ to symbolize K-Culture, K-Style, K-pop, K-Food61; in other 

words, it attempts to engrave Korean identity to its diverse consumable and 

experienceable cultures. The logo also portrays traditional cultural elements which are 

sangmo, a Korean folk arts hat, and saekdong, the traditional multi-colored stripes.  

South Korea has modified its tourism brand identity comparatively more 

frequently than the case of Japan. The two earlier slogans and logo images fail to depict 

a concrete attractive picture relatable to the audience, whereas the recently developed 

brand has improved to draw direct relations with the audience by using the words ‘your 

Korea’. All in all, the frequent rebranding of tourism identity reflects South Korea’s 

learning process to pivot and construct its identity image at the international level. 

However, the short-lived brands also mean that South Korea’s tourism identity will need 

more time for the brand identity to be imprinted and well resonated in audience’s 

reception.    

ii. Crisis management: low-key communication about risks 

                                                           
59 Criticized by Byun Choo-suk, president of the Korea Tourism Organization (Korea Herald, 29 

Jun. 2014)  
60 Korea.net. (23 Jul. 2014).  
61 KTO (29 Jul. 2014).  
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Amid the unstable peace regime of the Korean peninsula regardless of its 

abundance attractiveness resources, South Korea continuously faces challenges to ensure 

visitors with the image of safe and secure Korea. Some strategies implemented are, for 

instance, the promotion of Korean peninsula peace themed destinations ranging from 

DMZ (demilitarized zone) tour, museum and Peace Concert; Joint Security Area (JSA 

or Panmunjom); and Goseong Unification Observatory. Regarding a broader sense of 

safety, MCST along with the National Police Agency (KNPA) established Tourist Police 

Division in 2013 to protect tourists from crimes, help resolve any aggravation, and assist 

with tour information and interpretation services62, where the promotional image was 

launched under the theme of “Gangnam Style”63. These instruments attempts to trigger 

a sense of safety to reassure potential visitors to come to South Korea. Regarding to 

communication tasks of KTO Bangkok Office in responding to security crises, passive 

approach and indirect communication to Thai public tend to be employed as clarified by 

the former marketing director.    

  

It is suggested that we do not hold a press release in responding to North Korea 

crises, or even the past MERS crisis. We can only convey data and information 

released by the related authorities managing respective crises. In dealing with 

the pandemic, we inform on Thai website regarding fundamental prevention 

and cautionary guidelines64. However, in dealing with North Korean threat 

crises, to avoid spurring fear, we tailor communication only to those who have 

concerns, for example, by answering phone calls. Another indirect 

communication means is via the shares stories of travelers. The messages 

portraying positive and safe experiences in South Korea shared by direct 

experiencers on SNS channels deem more credible and convincing to the 

audience, hence reassuring confidence to future visitors.    

 

That is, in dealing with peninsula security issue, the tourism authority would try to avoid 

direct public communication to let the crisis awareness abate. However, for public health 

                                                           
62 Korea.net (17 Oct. 2013).  
63 Korea Times (14 Oct. 2013).   
64 KTCC (11 Jun. 2015).  
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crisis, expansionary measures on communication is taken. Additionally, the Ministry of 

Health and Welfare provides direct information platform, www.mers.go.kt, as well as a 

direct communication channel, MERS hotline service with nineteen languages65.  

 Regarding recovery measures, in so far rehabilitation regime could only be 

observed in response to MERS crisis66. KTO Bangkok Office strategized to assure travel 

agencies’ confidence in Korea tourism destination by organizing reassurance event 

“Welcome Back to Korea with Love & Care” and launching promotional supports, such 

as advertisement. There appears to be inadequate direct communication of its recovery 

image between the tourism authority and Thai public, and the marketing strategy only 

focuses on providing incentives to free individual travelers (FIT). Among various 

incentives, KTO and MCST strategized to stimulate inbound-tourists in the post-MERS67 

by launching free K-pop concerts targeting foreigners – “2015 Summer K-Pop Festival” 

and “Grand K-Pop Festival”68.  

iii. Strategized attractiveness resource: K-superstars 

With the rising momentum of Korean entertainment popularity in international 

media, Korean tourism authority readily taps into this attractiveness resource category to 

construct inviting and fun image. In 2009 KTO started to noticeably incorporate Korean 

Wave as a theme in tourism promotion by featuring a Korean actor, Song Seung Heon, 

in its video advertising69. In the following year, other tourism governmental stakeholders 

– namely, Seoul City and Incheon Airport Customs – also joined KTO in pivoting 

towards its popular celebrities or Korean idols as means to draw attention and represent 

                                                           
65 Korea.net (16 Jun. 2015). 
66 The MERS outbreak has caused approximately a reduction of 2.1 million foreign visitors 

corresponding with the loss of USD 2.6 billion in tourism-related industries (Joo et al. 2019). 
67 South Korea declared a “de facto end” to MERS outbreak on 28th July 2015, while the official 

end under World Health Organization’s guideline was made on 16th October 2018.  Yonhap. (16 

Oct. 2018); CDC. (2016).  
68 Grand K-POP Festival (2015); Kto (2015). 
69 “2009 Korea Tourism CF” (2009); The TV series Autumn in my Heart or 가을동화, one of the 

most representative media that made the actor known in Thailand, was broadcasted in Thai cable 

television channels in 2001, 2009 and 2013.  
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tourism image. KTO tends to select superstars, who gain timely popularity among 

foreign public to represent tourism ambassadors. In earlier years, KTO focused on 

superstars in music industry – Girls’ Generation (2010), 2PM (2012), 2AM (2012), Psy 

(2013), BIGBANG (2014) – and then, shifted towards television drama actors – Lee Min 

Ho (2015), Song Joong Ki (2016), and Lee Jong Ki (2017) (Appendix 13). At the 

provincial level, it appears that only Seoul Metropolitan City takes a step further to lead 

its own projects outside KTO’s umbrella. In creating attractive image led by K-pop idol 

groups, Seoul Tourism Organization appointed Super Junior, Girls’ Generation and 

TVXQ as the ambassador of “Infinitely yours, Seoul” campaign in 2010, and launched 

“BTS’ life in Seoul” campaign in 2017.   

 In attempting to bring attractive images and purposeful activities to local areas 

outside the capital city, tourism agents stimulate inbound-travelling to their regions by, 

first, organizing Korean superstar showcase events, and second, promoting filming sites 

of Korean dramas, movies, or even variety shows. Prominent examples of annual K-idols 

events in various provinces include “Busan International Film Festival”70, “Busan One 

Asia Festival” (since 2016), Asia Song Festival (since 2004; rotational locations)71, 

“Changwon K-Pop World Festival” (since 2011), and Incheon K-Pop Concert (also 

known as INK; since 2016). Furthermore, K-pop events are also utilized in both 

opportune and rough times. For example, to bolster national-agenda expositions, pop 

concerts are attached to Yeou Expo (2012) and Yeonggwang Expo (2019. On the other 

hand, as mentioned above, K-pop concerts were organized to cope with tourism 

downturn during MERS crisis. Regarding promotion of filming sites for local tourism, 

the contents are generated and promoted by both tourism authorities as well as the fans, 

where the latter case posits cost-effective means of promotion. Recent popular locations 

are, for instance, Gangwon-do’s Jumunjin Beach (주문진해변) following the drama 

                                                           
70 Lee, H. R. (2014). 
71 The concert is hosted by Korea Foundation for International Culture Exchange (KOFICE). Its 

venue is on rotational basis. The past locations outside Seoul are in Busan (2005, 2014-2018), 

Gwangju (2006), Daegu (2011), Yeosu (2012), and Ulsan (2019).   
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“The Lonely and Great God – Goblin” (쓸쓸하고 찬란하神 – 도깨비), Incheon’s 

Songdo following the variety show “The Return of Superman” (슈퍼맨이 돌아왔다), 

and Gyeonggi-do’s Hantangeo Park following the drama “Legend Of The Blue Sea” 

(푸른 바다의 전설).  

Utilizing K-idols as attractiveness resource to promote tourism can have two-

folded implication. First, the content featuring Korean celebrities itself is an attractive 

and creative content, hence effectively capable of drawing attention as well as spreading 

the messages among Korean-entertainment fans. Second, K-idols can act as means to 

introduce other attractiveness resources application to tourism. Apart from yearly 

promotional advertising, another blatant example is observable in PSY’s ‘Wiki Korea’ 

campaign that introduces Korean lifestyle to international audience, corresponding to the 

peaked popularity of “Gangnam-Style” song72. Treating superstars as strategic means to 

disseminate tourism contents as well as means to regenerate creative contents illustrate 

that South Korea has pivoted towards existing Hallyu fan base which can impose 

limitation to its market segmentation.  

iv. Visualizing tourism images through entertainment contents 

 In maximizing the outreach of tourism images, tourism authorities take 

advantage of the country’s advanced media production industry by, for instance, 

presenting tourism contents and images in forms of short films or music videos. These 

means of visualization, while delivering the perceptual attractiveness, also permit 

repeated consumption and sharing of such creative contents based on consumers’ 

demands. The innovation of digital media streaming, through online video or audio 

platforms, has enabled speedy accessibility of the presented tourism contents and images. 

In other words, there is higher opportunities for the contents to go viral. Seoul Tourism 

Organization has established vivid examples through their advertising song “Infinitely 

                                                           
72 The campaign introduces foreigners undiscovered attractions and unique livelihood of Korean 

people, or K-Style. The six subjects are introduced, including "banchan'', "bulgeum'', "cosmeroad'', 

"samgyeopsal'', Dongdaemun, and olle-gil.  Korea Times. (2013, June 3); KTO. (2013, June 3).  

http://www.koreatimes.co.kr/www/art/2017/05/688_136849.html
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yours, Seoul” gaining YouTube views of five-hundred thousand within twelve days73. 

Another example is demonstrated in KTO’s interactive campaign launched in 2010. The 

campaign commenced a six-episode web drama named “Haru: An Unforgettable Day in 

Korea” featuring top Hallyu stars at the moment74. The campaign aims to introduce the 

images of countryside attractions in addition to the prevalent images of urban Korea. The 

strategized means of tourism presentation through music and drama forms appear to 

focus on the existing Hallyu fan base as the target, attempting to convert their likeness 

of Hallyu stars and cultural products to aspiration of visiting the country.  

  

Role of exposition partner in constructing attractive images 

The above section uncovers the active role of KTO in presenting attractive 

images through various creative contents and means. Equivalently significant to image 

construction, exposition also constitutes another communication channel that the tourism 

authority has prioritized at the ground in Thailand. ‘Snow and winter activities’ themed 

expositions were one of earlier public events initiated by KTO Bangkok Office aiming 

to create new experiences to Thai public75. To attract and bring new experiences to Thai 

public, the events highlighted with simulations of snowy winter season and ski class. 

While the Bangkok Office’s campaign reflect localized marketing strategy, KTO 

headquarter consistently consolidates efforts through the local office to expand the 

exposure of Korean arts and cultural scenes to Thai public, observable in such as “Korea 

Tourism Roadshow” (2008), “Korea Culture and Travel Festival” (2015)76, “FIT Fair: 

                                                           
73 Chosun. (2009, June 20).  
74 The drama is starred by Lee Da-Hae, Kim Bum, Park Si-Hoo, Han Chae-young, Jung Yunho 

of TVXQ, and BIGBANG.   
75 The expositions were co-hosted with private agents – “Korea Sparkling 2007 Fun Ski & Snow 

Festival” was co-organized with Korea-Center Travel (n.d.); and “Korea Festival 2009: Snowy 

Korea in Thailand” was co-organized with Korea Thailand Communication Center (KTCC) 

(Pingbook, 2016).   
76 Ryt9, 2015.  
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Love Korea” (since 2016)77, and “Korea Performance Festival in Bangkok” (2017)78. 

Apart from hosting its own expositions, the tourism body also yearly participate in TITF 

as elaborated by a former senior officer:  

 

KTO supports approximately twenty booths yearly for Korea Zone at TITF. We, 

then, invite tourism agents, such as travel agents, airlines and transport ticket 

agents, medical tourism agents, and provincial tourism authorities. As we 

promote local tourism destinations, we encourage RTOs [regional tourism 

organizations] to participate not only in this particular expo, but also in other 

KTO-led events in Thailand. Except STO [Seoul Tourism Organization], they 

tend to depend on the leadership of the KTO oversea office.   
 

  

There is a limited level of activism from regional tourism organizations. Hence, despite 

the absence of hierarchical structure between national tourism body and the regional ones, 

KTO oversea office plays a role to “bring them [RTOs] to Thai consumer market, by 

creating or launching their promotional activities as well as inviting them to expos”79. 

RTOs’ tendency to rely on KTO’s outreach channels can imply their limited networking 

resources with Thai partners.  

 Regarding influential private actor in Korean tourism exposition field, Korea 

Thailand Communication Center (KTCC or 한태교류센터) has been a pioneering actor 

to bring Korean entertainment contents, particularly K-drama and K-pop music, to 

Thailand80. Established in 2003 by a Thai-speaking Korean, KTCC has been a major 

event production agency who organize major Korean events in Thailand81. The largest 

Korean cultural exposition organized yearly since 2008 is “Korea Festival” (2008-

                                                           
77 The event is held in Chiang Mai to hear bloggers’ individual travel experiences in Korea. In 

2016, the theme was introducing Seoul, Gyeonggi-do and Incheon. In 2017 the theme was 

introducing Pyeong Chang to welcome the Winter Olympic Games.  
78 The performances include show from Cookin' Nanta, Bibap Chef, the Jump Show, Lotus, the 

Pang show, and Sachoom.  
79 Retrieved from an interview with KTO Bangkok Office’s senior officer.  
80 As the company imported to Thailand the television drama Da Jang-geum (대장금) in 2005 

which significantly spurred Thai public awareness of Korea.   
81 The company covers comprehensive expertise in MICE services, public relations, marketing 

and media, translation, as well as tourism services (KTCC).  
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2010)82, which is later named as “Thailand Korea Friendship Festival” (2011-2015). The 

festival is regarded as one of the earlier Korean cultural event that bring interactive 

activities and virtual experiences to Thai audience. Main activities that expose Korean 

culture and attractive images to Thai audience include traditional cultural performance, 

such as Taekwondo and Buchaechum; Korean celebrity stage, such as fan meeting and 

mini-concert; and contemporary performing arts, such as musicals and drawing shows. 

The festival also features tourism promotion contents with particular highlight in 2009 

when co-hosting with KTO. Additionally, KTCC has been the organizing partner for 

Korean host agencies of annual global contests – “K-POP Cover Dance Festival” (Seoul 

Shinmun, since 2011) and “Asia New Star Model Contest” (MCST, since 2015). In terms 

of Korean cuisine exposures, in 2015 KTCC was also the mediator between Ministry of 

Agriculture, Food and Rural Affairs (MAFRA) and Thai public to actualize “Global 

Taste of Korea Contest”. These demonstrate the role KTCC as a vital medium between 

Korean authorities and Thai general public as to create an interactive space where 

attractive and fun elements of Korea are exposed and experienced by Thais.   

 To sum up, South Korea has undergone some rough times in the early years of 

establishing tourism image as the country endeavors to encapsulate a concrete, attractive 

tourism brand identity. The pop-culture leading country has pivoted towards superstars 

as a critical attractiveness resource that entice attentions to the nationwide tourist spots 

under K-entertainment themes, and also as deliverer of other tourism contents through 

creative media like advertisement, short drama and song. However, in delivering 

activities to project Korean tourism images inside Thailand, to certain extent, there 

appears to be limited activism from regional tourism organizations, if not under KTO’s 

leadership. KTO Bangkok Office, thus, more or less acts as a de facto hub of 

information83. Such constrained efforts can be explained by tight networking power to 

                                                           
82 2008 marked the 50th anniversary of Thailand Korea diplomatic relationship; hence, the year 

inaugurated the festival that became an annual event.  
83 RTOs gradually operate their own information platforms in Thai language, starting from social 

media channels. Busan Tourism Organization (BTO) and Gyeonggi Tourism Organization (GTO) 
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connect the local Thai marketing agents; hence local tourism attractive images could not 

be disseminated to Thai public at its utmost potentials.   

Comparison of the Attractiveness Factors  

 This section provides a comparative perspective on strategies imposed by Japan 

and South Korea to project their attractive images in tourism domain towards Thai 

audience. The two countries clearly have different approaches in laying out their 

branding identity, positioning their uniquely abundant attractiveness resource, and 

handling intervening factors during crises. In constructing tourism brand identity, Japan 

displays to have a long-term strategic plan where in the initial phase it imposes a 

‘welcoming’ image, and later, depicts an image of a ‘worthwhile revisit’ destination. On 

the other hand, South Korea appears to consistently project its tourism image as a ‘unique 

and dynamic’ experienceable destination. However, the country struggled in its early 

years to conceptualize the brand image in a palpable manner; hence, causing frequent 

rebranding which could have obscured the long-term memory of the brand. During the 

past major crisis, both countries aim to reimage themselves as a ‘safe’ tourist destinations 

and diverting attention to new attractions. However, the degrees of communication and 

reassuring measures are different. Japan tends to treat the situation as ‘predictable’, and 

becomes an ‘active informant’ who disseminates news updates and assures a sense of 

safety through a specialized communication channels. Contrarily, South Korea employs 

low-key and indirect communications as a strategy to prevent exacerbating the public 

fear. 

 Interestingly, both countries pivot towards a category in creative contents as their 

attractiveness resources. While Japan takes advantage of their globally popular manga 

characters, South Korea takes the opportunity of its rising K-pop and entertainment 

industry to utilize their globally famous celebrities. While both differ in the nature of 

                                                           
currently have Bangkok offices within KTCC and independent information disseminating 

platforms, starting in 2017 and 2019 respectively.  
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content, characters and superstars can simultaneously be both attention-driving force or 

attractive contents (e.g. location-based storytelling and content-based recreational 

activities), as well as communication means of other tourism attractions (e.g. advertising 

and tourism ambassador). Celebrities as an attractiveness resource may have limitation 

as their fame can be temporal or tainted. However, comparing to manga contents, they 

can be more relatable in terms of human-experiences and can impose higher sense of 

exclusivity when meeting in person. On the other hand, manga characters are long-lived, 

hence permitting intergenerational connections and wider market segmentations. Also, 

one may take into account the different nature of the two businesses, entertainment 

agencies and character copyright owners, which can affect marketing schemes. The 

difference in strategized attractiveness resources also bring about different strategized 

means of visual communication. This may also have to do with relationship of tourism 

division with its proximate sector. As Japan tourism bodies coordinate closely with 

transportation infrastructure, transport agents tend to welcome any tourism image 

construction schemes, and even transform itself to be manga-themed attractions. In terms 

of South Korea, after relocating tourism organization from Transportation Department 

to Ministry of Culture and Sports in 1994, tourism authorities have closely coordinate 

with cultural and creative contents agents. The country, thus, has invigorated the tourism 

images through entertainment media production and creating tourism attractions by 

bringing in pop-culture performances.      

 Communication means with the local Thai public through tourism expositions 

and cultural festivals constitute a crucial factor in image construction in the local market. 

They bring about ‘intimate interactions’, ‘virtual experiences’ and tourism spectacle of 

the host countries’ cultures, seasons, and environment. Annually, Thailand may hold K-

pop related events more than that of J-pop; however, the specialized events on tourism 

promotions in Thailand is arguably overcrowded by Japanese tourism agents. In entering 

Thai market, Korean tourism agents may find challenges given limited networking power 

with local Thai mediating agents to coordinate marketing and public relations schemes. 

Thus, although the images and attractiveness presented by the two countries are 
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incomparable, the scale and degree of information and image outreach in Thailand can 

crucially differentiate successful outcomes in attracting Thai tourists.   

 

<Table 4. Comparison of attractiveness factors projected by Japan and South Korea>  

Image 

construction 

Identified elements Japan South Korea 

 

Overarching 

image  

(public frame)  

National tourism  

brand identity  

Welcoming and assuring 

revisits 

Offering unique and 

dynamic experiences 

Treatment to 

intervening factors 

(crisis 

management) 

Consolidated 

communication to reimage 

Japan as a safe destination 

Low-key communication 

about risks, while 

enchanting the fun 

 

 

 

Pivoted 

attractive 

contents & 

means for  

storytelling 

Strategized 

attractiveness 

resource  

Manga characters  Korean stars  

 

Application to add 

value in local 

tourism  

Relating local areas to 

original manga stories and 

retelling them through 

creative spaces – e.g. 

manga-themed museums 

and game centers; 

redesigning local transport 

connectivity with manga 

characters    

Organizing Korean star 

showcase in different 

regions; promoting filming 

locations as local tourism 

attractions  

 

 

Visualizing 

means  

Means to visualize 

and  maximize 

tourism image 

exposure  

Visualizing creative 

contents in the logistics 

space (i.e. on the vehicles 

and on transport platforms)  

Visualizing tourism images 

through entertainment 

contents, such as, music 

videos and short dramas 

Exposition as 

interactive 

medium to create 

virtual 

experiences  

G-Yu Creative as a leading 

mediator; prefectural and 

local tourism authorities 

actively coordinate with 

Thai PR agents; JNTO as a 

broad facilitator  

KTCC as a vital private 

mediator, and KTO as 

leading agent for RTOs; 

hence limited exposure of 

diverse local tourism 

images  
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5.2 Levels of Accessibility to Japan and South Korea 

This section investigates accessibility factors of Japan and South Korea in 

relations to Thai tourists. Main three criteria are observed – air transports, exchange rates, 

border control measures, and destination’s domestic risks. Positive factors can be 

observed through the increasing number of direct flight airlines, their city ports, cheaper 

currency exchange rates, and exemption of tourist visa. In terms of transport accessibility, 

the participation of low-cost airlines in opening direct routes deem significant because 

airfare plays important role in decision making of travelers from low and middle income 

countries. Disincentivizing factors include rising currency exchange rates, stricter 

imposition of non-visa barriers, and insecure environments in destination countries due 

to pandemics, natural disasters, or armed threats.   

Japan: Just-in-time Opening 

 Thailand and Japan has long open air transport relations to each other, with the 

commercial flights started since 1956 commenced by Japan Airlines (JL)84. The long 

established airport cities for direct flights with Thailand are Tokyo85, Osaka, Fukuoka, 

and Nagoya86. Participating premium airlines for direct flights include Japan Airlines 

(JL), All Nippon Airways (NH), and Thai Airways (TG). It is only recently that low-cost 

airlines participate in direct routes between Thailand and Japan where AirAsia X was the 

first by opening routes from Don Mueang International Airport (DMK) to Osaka Kansai 

International Airport (KIX) as well as to Narita International Airport (NRT) in 

                                                           
84  Tokyo-Hong Kong-Bangkok route (JAL, n.d.); Thai Airways commenced its routes from 

Bangkok to Tokyo in 1960, to Osaka in 1964, to Nagoya in 1988, and to Fukuoka 1992 (Thai 

Airways, n.d.).   
85  Two international airports – Narita International Airport (NRT) and Tokyo Haneda 

International Airport (HND)  
86 Thai Airways inaugurated direct flight to Nagoya Chubu Centrair International Airport (NGO) 

in 1988 (code-sharing flights with JL), to Fukuoka Airport (FUK) in 1992, and to Osaka (KIX) 

in 2013. JAL inaugurated direct flights from Thailand to Osaka in 1992.  
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September 2014 (Bangkok Post 29 Mar. 2019)87. Other low-cost airlines also follow the 

first-mover. Scoot, a Singaporean airline, launched routes between Singapore – DMK – 

Osaka in May 2015; Singapore – DMK – Sapporo New Chitose (CTS) in July 2015; and 

DMK – NRT in July 2016. The latest new airport city to connect new direct route with 

Bangkok is Naha Airport (OKA) in Okinawa operated by Peace Aviation, Japan’s first 

low cost carrier. That is, after 2014 one can observe the proliferation of low-cost carrier 

(LCC) expanding their routes between Japan and Thailand (See Appendix 8 for full 

chronological list). Interesting feature of air transport connectivity between Japan and 

Thailand is that Bangkok88 acts as a hub that connects to various Japanese airport cities.      

 Regarding border controls, Japan had long imposed tourist visa requirement for 

Thai citizens while reciprocal visa barrier does not apply to Japanese citizens visiting 

Thailand. Japanese citizens can visit Thailand less than 30 days on tourism basis with 

visa exemption. However, since 1 July 2013, Thai citizens who enter Japan for tourism 

and stay within 15 days are exempted from visa obtainment (MFA of Japan, 2 Sep. 

2019)89. This allows Thai citizens enjoy preferential treatment to access Japan more 

easily. This policy is, however, revised every few-year term90 . Japan’s tourist visa 

exemptions can be regarded as a measure to fulfil the goals set by 2012 New “Tourism 

Nation Promotion Basic Plan” which targets the number of inbound tourists at 18 million 

by 2016 and 25 million by 2020 (JTA, 2017)91. In addition to visa exemption policy, the 

                                                           
87 Other direct routes offered by AirAsia X recently connect DMK to NGO in 2018, Sapporo New 

Chitose (CTS) in 2018, and Fukuoka in 2019.  
88 Bangkok has two international airports – first, Suvarnabhumi International Airport (BKK) 

which mostly accommodate premium airlines; and second, Don Mueang International Airport 

(DMK) which mostly accommodates low-cost airlines and domestic flights.   
89 The same policy is also applied to Malaysia on the same year. This has made Thailand and 

Malaysia become second and third countries to enjoy such privilege following Singapore (90-day 

stay).   
90 For example, in 2016 the grant period of exemption was three years (Royal Thai Embassy, 

2016).   
91 Since the target was fulfilled since 2017 when the oversea resident’s visits to Japan already 

surpassed 28 million according to JNTO statistics, Abe aims to achieve new target at 40 million 

by 2020 (Japan Times, 2018, August 31).   
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2012 Basic Plan also emphasizes “promotion of fast and smooth visa issuance procedures” 

as well as promotion of “fast and smooth immigration procedures”92. In Thailand there 

are altogether three channels that Thai citizens can contact on visa matters – Consular 

Division93, Japan Visa Application Center (JVAC) which has eleven more provincial 

intake centers94, and lastly, visa hotline (MFA Japan, 13 Dec. 2019).  

 In terms of exchange rates, Japanese yen maintains in stronger position starting 

in 2008 (0.39 baht per yen) but gradually depreciated to the lowest rate in 2013 (0.30 

baht per yen). Then, yen starts to recover in the following year and reaches a minor height 

in 2016 (0.37 baht per yen) before falling for -0.01 in 2017. Regarding other types of 

barriers, natural disaster and pandemics appear to be problematic. Among various 

domestic risks, 2009 swine flu and 2011 Tōhoku earthquake are the most severely 

perceived in Thailand as shown in the Figure 6. 2009 and 2011 is rated with “very high” 

public awareness of domestic risks in Japan according to searching trends. Apart from 

those two critical years, Thai public awareness on earthquake and pandemics in Japan 

maintains at relatively “very low” level. In addition, the perceived non-visa barrier is 

also rated “very low” (Figure 6).    

  To summarize, Japan’s accessibility factors appear to be compatible to more 

openings towards Thai tourists. Despite rough years towards the end of 2000s due to 

severe pandemics and earthquake, visa policy change in 2013 has lifted the most vital 

tourist barrier. Also, such visa exemption happened in the same year when Japanese yen 

significantly depreciated, adding to higher degree of accessibility as Thai baht gains 

relatively more purchasing power than before. Following such well opening conditions 

to Thai tourists, participations of low-cost airlines in existing and new direct flight routes 

also help boosting Thai tourist opportunities to visit Japan. Within ten years, total number 

                                                           
92 Aim to reduce waiting time at airport checkpoints to less than 20 minutes and design check 

methods that will carry out “smooth and strict” checks (JTA, 2017).   
93 At the Embassy of Japan in Thailand in Bangkok, and at the Consulate-General of Japan in 

Chiang Mai.  
94 VFS (n.d.) 
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of participating airlines doubles and two new Japanese port cities, Sapporo and Okinawa, 

can be directly accessed by Thais.   
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<Figure 4. The graph illustrates historical foreign exchange rates of Thai baht per Japanese 

yen between 2010 and 2017. The data is derived from Bank of Thailand’s monthly data 

converted into weighted average for yearly data.>  
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62 

 

  

<
F

ig
u
re

 6
. 
D

o
m

e
st

ic
 r

is
k
 a

w
ar

en
es

s 
–

 G
o

o
g
le

 s
ea

rc
h
 r

at
es

 i
n
 T

h
ai

la
n
d

 (
m

o
n
th

ly
 d

at
a 

b
et

w
e
en

 2
0

0
8

-2
0

1
7
).

 C
o

m
p

ar
in

g
 t
h
e
 r

is
k
 a

tt
en

ti
o

n
 

o
f 

T
h
ai

 i
n
te

rn
et

 u
se

rs
 t

o
w

ar
d

 t
h
e 

o
u

ts
ta

n
d

in
g
 r

is
k

-b
ar

in
g
 e

v
e
n
ts

 i
n
 J

ap
an

 a
n
d

 S
o

u
th

 K
o

re
a.

>
 



63 

 

South Korea: Early Opening and Unintended Consequences 

 South Korea and Thailand started commercial air transport around a decade later 

than that of Japan. The first airline to operate civil aviation between the two countries 

was Thai Airways in 1968, then followed by Korean Air in 1969, and Asiana Airlines in 

199195 . Unlike Thailand-Japan air transport relations where Bangkok acts as a hub 

linking as many as four Japan’s airport cities (Tokyo, Osaka, Nagoya and Fukuoka) even 

before 2000s, Thailand-South Korea air transport relations display the different 

characteristics. Dissimilar to hub and spoke, South Korea and Thailand are mutually 

connected to each other’s three airport cities even before 2008. Bangkok acts as a hub 

connecting to Seoul, Busan and Daegu; whereas Seoul also connects to Bangkok, Phuket 

and Chiang Mai. All are operated by the aforementioned three premium airlines. Also, 

one can observe a higher participation degree of low-cost carriers in relations to South 

Korea than that of Japan. This is both in terms of market-entry speed and volume of 

participant companies. Above all, the first-mover was Jeju Air who entered in April 2009, 

followed by Jin Air eight months later. Eastar Jet and T’Way entered in 2011, while Air 

Asia X appears to be the most recent entrant with its debut in 2014. In 2015 new route is 

expanded to Jeju airport. It is noteworthy that except Air Asia X, all low-cost carriers are 

South Korean companies. Also, Thai airport cities to Korean ones is 3:4 comparing to 

the case of Japan 1:6. This reflects the reality that the increase of Korean air transports 

is more of a response as well as stimulator to demand-side of Korean outbound tourists 

to Thailand. That is, in the case of South Korea, although there is a positive force to 

higher accessibility via increasing direct flight routes, one cannot conclude that it 

contributes to Thai tourist inbound to South Korea in absolute term because transport 

supplies have to be mutually shared by the two markets – KRTH and THKR – where 

Korean consumers deem to win over the supply due to higher purchasing power.  

                                                           
95 Traveltimes. (2009); Thai Airways (n.d.). 
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 In terms of border controls, since 1981 South Korea has exempted tourist visa 

for Thai nationals who intend stay less than 90 days. This is regarded as a friendly 

diplomatic gesture to a Korean War participating country96. It means that there has been 

no policy change applied to Thai tourists travelling to South Korea ever since. Such 

policy signifies the deep and long history of tourist mobility openness between the two 

countries; nonetheless, recently non-visa barriers emerged a negative force to this high 

level of accessibility. Over the past recent years, heated topics regarding the increasing 

number of Thai illegal workers in South Korea have been widely discussed  in both Thai 

and Korean media97. According to Disayatas’s study on “Unauthorized Thai workers in 

South Korea”, the number of Thai illegal stayers continuously on the rise; in 2014 the 

number increases 114% jumped from 20,665 in the previous year to 44,283. The Figure 

7 illustrates the increasing proportion of illegal stayers between 2011 and 2015. Illegal 

stayers refer to those whose period of sojourn exceed their permitted period.  

  

                                                           
96 South Korea has been consistently granting favorable policies towards countries that once 

assisted South Korea during the wartime. In particular relevance to visa issues, after September 

2019, Korean Government Scholarship students who are nationals of countries participating in 

Korean War will be given F-2 or resident (거주) visa; and Korean War veterans and their 

offspring will be given five-year multiple entry visas (MOFA of ROK, 2019).  
97 Korea Herald (20 Dec. 2018); Korea Herald (25 May 2018); Korea Herald (17 Jul. 2018).  
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60.8
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March)

% OF ILLEGAL STAYERS OUT OF 

TOTAL THAI RESIDENTS IN SOUTH 

KOREA

<Figure 7. The graph illustrates rising proportion of Thai illegal stayers in South Korea 

between 2011 and 2015. The data is retrieved from Disayatas (2015).> 
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Responding to such concerns, South Korea’s Ministry of Justice has 

consequently collaborated with Thai authorities to implement stricter screening measures 

to Thai nationals at the immigration airport checkpoints98. The most palpable measure 

appears to be entry denials of Thai nationals at airport checkpoints in South Korea. 

According to data from Immigration Bureau and Thailand Travel Agent Association 

(TTAA), the number of Thai nationals who are rejected to enter South Korea increases 

more than threefold from 2015 to 2017 (Figure 8). However, such measures cannot 

guarantee the accuracy that the rejected subjects have ill-intention or non-tourism 

purpose to visit South Korea. This stricter measures have sent out unwelcoming image 

of South Korea. The repercussion can be observed in an emerging public discourse in 

Thai society. The popular phrase “ตดิตม เกาหลี” or “detained in Korean immigration 

checkpoint” is widely discussed and received high attention in both online and offline 

discussions. In terms of online channel, Google search trends (GT) indicate that after 

2014 Thai public attention continuously increases, where it peaked in May 2017 

according to monthly data (Figure 9). The higher search trends depict the general public 

fear of the risks to be detained at the South Korea’s airport checkpoints. Such reference 

is also confirmed by the findings from FIT (free individual traveler) counselling sessions; 

one of the most frequently asked question concerns the risks to be detained or rejected 

to enter the country by the immigration checkpoints99. That is, although South Korea 

does not impose official barriers, tourist visa, the country has increasingly imposed 

different forms of barriers, such as entry denials and stricter screening processes. With 

the blurry line to distinguish between tourists and illegal immigrants, South Korea 

struggles double-edged problems –  preventing illegal worker to enter, yet imposing fear 

to authentic tourists.   

                                                           
98  Thai immigration officer patrol and screen Thai tourists who will travel to South Korea 

(Khaosod, 25 Feb. 2018).   
99 The counselling service was provided for the first time by Korea Tourism Organization in 

Bangkok at Thai International Travel Fair held on 15 - 19 February 2019. It aims to assist travelers 

who do travel with tour agencies. Approximately, every four out of five clients expressed their 

worries and fear to be detained at or rejected by airport checkpoints.   
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<Figure 8. The graph shows increasing number of Thai entry denials to South Korea. The data 

is retrieved from Thairath TV (24 Mar. 2017), Bangkok Post (26 Sep. 2019), Damrongmanee 

(2018)>   
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<Figure 9. GT shows the interest rates over time between 2008 and 2017 regarding the key 

phrase search “detained in X country’s immigration checkpoints”. Peaked concern of the 

public ranks at the score of 100, and no concerns ranks at the score of 0.>   
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Regarding other barriers, appreciation of won in relations of Thai baht along 

with other domestic security risks in South Korea are portrayed as negative forces to 

accessibility factors. In terms of exchange rates, in relations to Thai baht, Korea won 

stabilizes from 2008 to 2011 (0.027 baht per won) before it constantly rises and reaches 

its peak in 2014 (0.040 baht per won). Then, won declines and stabilizes at 0.035 baht 

per won. In terms of domestic security risks, South Korea may not face problems of 

natural disasters like Japan; however, North Korean threats and pandemics significantly 

impose intimidation to tourists. According to GT results, Thai public has high awareness 

of health risks in South Korea during the spread of bird flu (2008), swine flu (2009-2010), 

and Middle East respiratory syndrome or MERS (2015). The outbreak of MERS is 

estimated to incur loss to tourism service sectors as high as 2.6 billion US dollar 

corresponding to the decline of 2.1 million foreign visitors (Joo et al., 2019). Although 

North Korea has frequently conducted nuclear and missile tests100, GT reveals high 

public attention from Thai people largely during the crises in 2013 and 2017. That is, in 

contrast to Japan where Thais perceive less frequency of domestic risks, South Korea 

have been perceived with higher recurrence of public health emergencies, unstable 

security environment, as well as entry denials.  

In sum, South Korea’s early openness behaviors, including visa waiver and 

proliferation of low cost air transports, appear to bring about unintended consequence 

denoting illegal immigrant inflows. However, the counter measures, representatively 

entry denials, not only fails to effectively inhibit illegal worker entrance101, but also 

generate fear among incoming visitors. Such development of negative feelings towards 

South Korea as a tourism destination, if prolonged in a long term, can significantly 

undermine the longstanding efforts put to construct attractive image of the country. 

Domestic risk management, either on public health or security issues, and consolidated 

                                                           
100 CSIS (2019).  
101 According to South Korea’s Justice Ministry, around 120,000 or 65% of Thais living in South 

Korea overstay their visas or are undocumented as of data in August 2018 (Korea Times, 2018, 

October 14). The number makes Thailand ranks the first in terms of illegal foreign residents, 

accounting for 36% (ibid.).  



68 

 

communication to pacify worries of foreign tourists appear to inefficiently handle each 

risk outbreaks, hence negatively contribute to accessibility factors.   

 

  

<Figure 10. The diagram illustrates the expansion of direct-flight airport cities between Japan-

Thailand (JP-TH) and South Korea-Thailand (KR-TH) at two different time points – in 2008 

and 2017.> 
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Comparison of the Accessibility Factors 

 The above sections investigate the contributing factors to level of accessibility 

towards Japan and South Korea by taking into account cross-border openness (i.e. tourist 

visa waiver, air transport and entrance denials), tourism price, and destination’s security 

risks (i.e. natural disaster, public health emergency and peaceful environment). 

Comparing the two countries in relations to Thai tourists, one can observe a similar 

increasing trend in air transports, thanks to the proliferation of low-cost airlines. In fact, 

South Korea took off the trend earlier than Japan as well as at a greater degree. However, 

characteristics of JP-TH direct-flight connectivity is denoted as centralized network 

where Bangkok is a hub connecting with six regions in Japan. On the other hand, KR-

TH direct-flight connectivity demonstrates to have two centralized networks; Seoul is 

the node connecting with three regions in Thailand, and Bangkok is the node connecting 

with four regions in South Korea. Hence, despite the higher degree of KR-TH’s mutual 

air connectivity, Thai tourists can have a direct access to more diversified destinations in 

Japan. Also, according to KTO senior officer, as Korean tourist demands to access 

Thailand continue to overwhelm air transport supplies, Thai tourists have limited access 

to local Korean destinations.  

 Regarding destinations’ security risks, Thai public appears to more frequently 

be aware of South Korea’s destination risks, ranging from bird flu, swine flu, MERS and 

North Korea threats; whereas Japan faced with mainly awareness on swine flu and 

Tohoku earthquake incidents. Although these merely capture an estimation based on 

aggregate data of Thai internet users, it sheds light upon Thais’ interests in negative 

contents that determine a perception of destinations’ accessibility. Faced with negative 

perception on destination’s safety following the great earthquake, Japan made a positive 

move by lifting tourist visa to Thais two years after, which coincided with the period 

when yen was relatively weaker, hence enhancing Thai purposing power in Japan. On 

the other hand, South Korea maintains its non-visa policy towards Thai tourists over the 

past three decades, marking no further positive moves required apart from incentives and 
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promotional schemes. However, with the unintended consequences of illegal labor 

overflow into the country, non-visa barrier by means of entrance denials has been 

implemented, consequently producing fear among potential travelers as evident in the 

increasing inquiries on the issues through both online and offline means. All in all, when 

looking at the surface, South Korea displays a higher level of openness towards Thai 

tourists – 90-days period of free-visa stay, higher number of direct-flight airlines and 

airports connected, and relatively lower tourism price. However, such positive characters 

are undermined by other forms of barrier treatments.    
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Chapter 6. Findings and implications 

6.1 Comparative synthesis 

Similarities: Patterns to add value to tourism attractiveness 

 The comparative analysis reveals that Japan and South Korea majorly have 

different characteristics in attractiveness and accessibility variables while some 

similarities can still be identified, particularly in the way they add value to tourism 

attractiveness. The case presents that both countries employ creative contents, namely 

manga in terms of Japan and K-pop in terms of South Korea, as the key strategized 

sources to construct attractiveness. Rather than natural sceneries or traditional cultures, 

creative contents are vigorously utilized to draw attention and create positive 

expectations towards tourist destinations. In relations to tourism image construction, 

creative content is associated with three dimensions of utilities. It plays roles, first, as a 

measure to add value to local areas with little attractive resources to begin with; second, 

as a communication tool considering its attributes to narrate a story, hence giving 

meanings to the audience to visit certain areas; and third, as a means to efficiently 

disseminate the constructed tourism narratives and images by maneuvering its existing 

consumer base and media channels. Besides, both Japan and South Korea have been 

recognizing and promoting creative industries to foster economic growth (Kim T., 2017; 

Yusuf & Nabeshima, 2005; Yoshimoto, 2003). Hence, one can say that it is not 

unconventional to see these two leading soft power countries to integrate creative 

contents into garner tourism values. Furthermore, both countries attempt to introduce 

new tourism destinations in less urban areas to diversify destination options for the 

visitors as well to better redistribute economic activities to other local areas. In other 

words, Japan and South Korea are also moving along the emerging global trend of rising 
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secondary cities102. Therefore, both countries employ creative content and secondary 

cities are the key sources to add novel and captivating qualities to the tourism image.  

Differences: Patterns to pursue AT and AC 

 While similarities are observable, the overall result of the comparative analysis 

is rather denoted by the differences. Among many, the key contrasting feature appears 

to be how the two countries approach the attractiveness (AT) and accessibility (AC) 

variables in a different pattern. In the case of Japan, one can identify the pattern as – first, 

steering positive and attractive images to Thai audience (AT ↑) which resulted in early 

favorability Thai people have towards Japan, and then later on, a bit over a decade later, 

gradually and cautiously loosening the visa barrier (AC ↑) to maneuver for tourist 

inflows. Additionally, along with this movement or the accessibility policy change, 

governmental tourist actors rapidly respond to this market opportunity, actively 

promoting new attractive images through localized communication means, prominently 

through public exhibitions and large-scale expositions in Thailand. Hence, the movement 

of each variable are complementary to each other, and are effectively enabling attraction 

forces to actualize into tourism outcomes.  

 On the other hand, the case of South Korea reveals a reverse pattern. That is, the 

country removed visa barrier (AC ↑) at a very early stage and at a relatively large extent 

as a diplomatic gesture. This was long before South Korea could expose and establish 

attractive images to the Thai audience in the recent phenomenon of Korean Wave (AT 

↑). In other words, unlike the strategic opening of Japan, South Korea generously impose 

open policy to Thai tourists even before she could win the mind of the people. Such 

movement of limited calculative consideration has resulted in unintended consequences 

which is responded by covert barrier policy (AC ↓). That is, nowadays, even though 

                                                           
102 Popularized by Rondinelli (1983), the term “secondary city” aims to identify urban cities of at 

least 100,000 population that are not the largest city of the country as to develop stimulation to 

rural economies surrounding the second-tier cities.  
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various cultural agents are continuously contributing to maintain and heighten 

attractiveness resources among Thai audience, accessibility level is, to certain extent, 

identified with a degrading direction. This denotes a case of mismatch between attracting 

power and the intermediary enabler to translate it into tourism outcomes. The comparison 

of different patterns marked by Japan and South Korea is illustrated in Figure 12.  

  

<Figure 12. Different patterns in the pursuit of AT and AC by Japan and South Korea> 
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Differences: Coordination across and within sectors 

 The comparative analysis illustrates the major differences in the coordinating 

behaviors between each government’s tourism agencies and other relevant sectors. 

Japan’s tourism authorities, both of national and local levels, appear to have close 

coordination with transport agents, not only by ensuring the higher accessibility of the 

foreign tourists, but also by recreating new sources of local attractions. On the other hand, 

South Korea’s tourism authorities cooperate rather with cultural authorities to construct 

attractiveness resources to secondary cities and to overcome downturns during crises. 

South Korea focuses on the application of cultural events to divert tourists’ attention 

from negative news, and redistributing tourists’ attention to the destinations outside 

Seoul. The different pairs of coordinating sectors are explainable when observing their 

ministerial-level institution. While Japan’s Tourism Agency locates under Ministry of 

Land, Infrastructure, Transport and Tourism; South Korea’s Tourism Policy Bureau 

locates under Ministry of Culture, Sports and Tourism (Appendix 5). Second, in terms 

of coordination between public and private sectors, Cabinet Office’s “Cool Japan 

Initiative” has produced Cool Japan Public-Private Partnership Platform103 as well as 

Cool Japan Hubs104, and also has launched a study on ‘inter-hubs collaboration’ field 

survey105. In the case of Japan, tourism sectors is located within the larger framework of 

national attractiveness construction, permitting one to observe the interrelation between 

different stakeholders, hence policy areas 106 . On the other side, South Korea 

reinvigorates public-private partnerships under the support of Visit Korea Committee. 

This reflects that the promotion schemes here are more focused to tourism products and 

services, whereas the ones of Japan can benefit better from synergistic effects as they 

                                                           
103 Cabinet Office, “Cool Japan Strategy Public-Private Collaboration Initiative”. 
104 Cabinet Office, “Cool Japan Initiative”. 
105 Cabinet Office, “Establishment of Hubs for Cool Japan”. 
106  Under the Cool Japan Public-Private Partnership Platform, the following sectors are 

considered – (1) government sector including related governmental agencies, ministries and 

organizations; and (2) private sector including content industry, manufacturing, tourism, dining 

and food products, and distribution. (Cabinet Office, “Cool Japan Strategy”)  
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nurture linkages of more diverse sectors, ranging from content industry to distribution 

infrastructure. Lastly, the coordination behavior with the local event organizer or public 

relations partners in Thailand also shows a significant difference. Japan can maneuver 

from the long-existing networks with local business network, particularly from the 

Japanophile circles in Thailand. As a latecomer, South Korea’s tourism agencies are in 

a less advantageous position as their network with local Thai communication and event 

managing partners is relatively younger and limited. This explains why South Korea’s 

local tourism authorities are likely to depend on the national tourism office, and make a 

less active move in penetrating into tourism event scenes in Thailand.  

 

6.2 Limitations and triumphs of Attractiveness Factors 

Destination’s Risks as Crucial Constraints 

The investigation of accessibility factors reveals that destination’s security risks 

are the most critical explanatory factors to the decline of Thai inbound tourists. The study 

employs online attention rates as a proxy to destination’s risk awareness. Such proxy 

appears to efficiently correspond to each country’s major domestic security crises. 

Between 2008 and 2017, Japan experiences declines in Thai inbound-tourist number 

twice in 2009 and 2011, explainable by swine flu outbreak and Tohoku earthquake 

respectively. During the same time frame, South Korea also encounters the falling trends 

of Thai tourist inflows in 2015, notably explainable by MERS outbreak. The That is, 

public health security and natural disasters impose eminent threats to the lives of visitors, 

thus constituting as a crucial determinant inhibiting travelers to visit attractive resources 

of the destination countries. While existing literature offers a rather individual study of 

each crisis affecting tourism trends, this research offers a holistic perspective of 

aggregate data. In application to soft power literature, the provided cases, therefore, 

argues for the limitation of a mere attractiveness resource in deriving tourism outcomes 
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under the highly life-threatening conditions. This suggests that future research should 

dissect further into public threat perceptions.    

A more ambiguous case is observable in 2013 which is the year marked by a 

relatively high public attention on North Korean threat in the first quarter of the year. 

However, it is also arguable that the negative tourism trend is a result of substitution 

effect, where Thai tourists switched from Korea tourism market to that of Japan 

following the implementation of free-visa policy starting in mid-2013. This argument is 

to certain extent supported by a number of business sectors. Hence, regarding the 

concerns over North Korean threats to negatively affect tourism growth of South Korea, 

it is difficult to make a conjecture that the unstable environment of Korean peninsula 

alone is fully responsible to the decline of Thai tourist.   

 

<Table 5. Year-over-year growth rates of Thai inbound-tourists to South Korea in 2013> 

 

 

 

 

Conditioned Triumphs of Attractiveness Factors 

 Limitation of soft power demonstrated above appear to be intuitive. Despite such 

intuitive argument, this empirical study also illustrates the evidence where attractiveness 

factors work and outweigh the deincentivizing forces. This is well confirmed by the case 

of South Korea. Considering the threat awareness, Thai public appears to pay high 

attention on the bird flu in 2008, swine flu in 2010 and North Korean threats in 2013, 

and pay very high or peaked attention on swine flu in 2009, MERS 2015 and North 

Korean threats in 2017. It is of one’s intuition for soft power not to work during the high-

risk awareness of MERS. However, it is arguable that South Korea’s soft power was at 

Jan-13 Feb-13 Mar-13 Apr-13 May-13 Jun-13 

33.10% 4.40% 12.70% -21.50% -16.90% -29.70% 

Jul-13 Aug-13 Sep-13 Oct-13 Nov-13 Dec-13 

-5.40% -21.50% -29.50% -14.00% 2.70% -5.80% 
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work during the peak of swine flu outbreak in 2009 and high intensity of North Korea 

threats in 2017. Another countervailing force in 2017 was the high public attention on 

non-visa barrier of entrance denials. Unlike the case of sluggish tourist demand to Japan, 

South Korea illustrates an opposite trend with 37% growth in Thai tourist demand in 

2010. Also, faced with the double negative forces, South Korea still yields a growth rate 

of 7%. That is, attractiveness factors do have pulling capacities that can outweigh the 

challenges to access. Hence, this suggests that there are rooms for South Korea to 

improve accessibility factors, with particular focus on public perception on non-visa 

barriers and security threats.  

 It is also arguable that soft power has been at work in the case of Japan, and is 

observable even prior to South Korea’s case. This might be outside the research’s 

focused time frame; however, the longer view of Thai inbound-tourist trends to Japan 

has shown an interesting finding. Despite visa barrier, it appears that Thais has long 

preferred to travel to Japan. Between 2003 and 2008, the number of Thai visitors to Japan 

has already surpassed the level of the ones travelling to a visa-free country, South Korea. 

It was only between 2009 and 2012 that South Korea managed to outplay the Japan’s 

soft power application in tourism. That is, attractiveness factors were in effect and 

successfully inspired Thais to visit despite a strong decentivizing factor like visa barrier.  
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6.3 Entrance barrier as critical to Accessibility Factors  

Forgoing Visa Requirement: Soft Power to get Sweeter? 

 Among various components of accessibility factors, policy posture on the 

entrance barriers arguably gives the strongest signals of tourism openness to foreigners. 

This study focuses on both formal entrance barrier and the less formal one which are visa 

requirement and rejection on arrivals respectively. The positive change, or the relinquish 

of tourist-visa, is demonstrated to maximize the potential growth of inbound-tourists, 

allowing the attractiveness factors to work at its fullest extent. This is illustrated in the 

case of Japan where 2013 achieved growth rate as high as 95% year-over-year. One also 

shall recognize that Japan works on the attractiveness factors hand-in-hand with 

accessibility factors. After 2013, marking the historic gesture of tourism openness, Japan 

has made a great leap in promotional efforts with direct contacts to Thai locals, 

noticeably by means of exhibiting diverse tourism images from different regional 

organizations at major tourism expositions.    

Covert Entrance Barriers: Soft Power to go Sour? 

In the past recent years, notably 2016 and 2017, South Korea has actively 

imposed a seemingly disguised measure of entrance barrier – entry denials on arrival. 

The increasing trend of public attention on such barrier (Figure 9) corresponds well with 

the estimated trends of rejected visitors (Figure 8). Although such measure has not 

contributed to the negative growth rate of Thai inbound-tourists insofar, it can explain 

the slow year-over-year growth to only 7% in 2017. Particularly, in the age of 

information where individuals or prosumers107 share their experienced stories and media 

                                                           
107 Prosumer refers to someone who is both producer and consumer in the economy. “Prosumption 

on the Internet has increasingly occurred through user-generated content on what has become 

known as Web 2.0” (Ritzer & Jurgenson, 2012). 
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agents compete for viewers by means of negative contents108, the contents of Thai visitors 

getting rejected on arrival has gone viral online and traditional mass-media channels 

from sporadically. Figure 13 portrays sources that have been generating negative 

contents surrounding issues of South Korea’s entry checkpoints109, and compare with the 

level of public attention on the issue in terms of Google trend score (relative over time) 

over the four-month period in 2019. The graph suggests that comparing to online news 

website, more online contents are generated on discussion forums where horizontal, 

informal, and interactive communication takes place. Out of total number of “Korean 

tourism” discussion rooms in the selected popular online forum website, around 12% 

involves the remarks saying that discussants want to visit Korea, but are ‘afraid’ to be 

‘detained’ at South Korea’s entry checkpoints. Such proportion may be considered as 

somewhat small. Yet, most discussants who express such concerns are free individual 

travelers, known as FIT, who are the youngster, direct target of Korean entertainment 

products and K-superstars promoted in tourism images. This sample empirical evidence 

shed light upon the concerns that attractiveness, a soft power resource strategized with 

K-pop contents, may not work at its fullest capacities to draw in Thai tourists due to the 

growing perception of travel-barrier despite the free-visa regime.  

                                                           
108 In psychological terms, humans tend to focus more on negative information than positive one 

(Soroka, 2006).  
109 Regarding measures for discussion forum contents, the author selects Pantip.com which is a 

popular website among Thais to talk about current issues or post inquiries. Search traffic is as 

high as 74.7% (Alexa.com, 24 May 2019). Unit is the number of relevant topics open on the 

platform. Regarding newspaper measures, the units reflect average number of relevant articles in 

the two representing daily newspapers of this study – Matichon and Thairath. See also Appendix 

9.  
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Transport Connectivity: Mutual Demand and First Impression? 

 The study illustrates the importance of inter-state transport connectivity to 

enhance accessibility; nonetheless, beyond the mere elevation of connectivity, two less 

obvious implications shall be discussed. The level of air transport connectivity expressed 

in Figure 11 illustrates that South Korea is in a more advanced position than Japan. By 

merely comparing the number of participating airlines and port cities of direct-flights, 

one can make a rough conclusion that South Korea is more abundant in air transports, 

and the early moves of low-cost airlines should benefit the share of Thai visitors flow 

into South Korea. However, it is explainable why Japan attract more Thai visitors by 

looking at the characteristics of airport city networks and of low-cost airlines. First, 

Japan’s airport cities are distributed into more local regions connected to single 

Thailand’s touch base of Bangkok. Also, the low-cost carriers are either of corporates 

based in Thailand or other Southeast Asian countries (Appendix 8). Although in Japan’s 

holiday seasons, the almost full flight capacities serve demands of Japanese visitors to 
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Thailand, a more balanced market share between Thai and Japanese consumers can be 

observed in general or Thai holiday seasons, according to airline sources.  

On the other hand, Thailand-South Korea airport city connectivity portrays a 

balanced penetration into both Thailand’s and South Korea’s local regions. Participating 

low-cost carriers are dominated by South Korean airlines companies. These 

characteristics majorly point out the imbalanced demand where the air transport market 

share is majorly occupied by Koreans travelling to Thailand. It is expressed by KTO 

senior officer that flights from South Korea’s secondary cities are occupied by the 

demand of Korean tourists. Hence, even with a demand of Thai tourists, it is likely that 

there would be small or no available supply for demand-side from Thailand. That is, in 

considering air transport factors, mutual demand and mutual share of the supply between 

the home and host countries’ visitors shall be taken into account. The imbalanced market 

shares or imbalanced tourist exchanges can distort the efforts surrounding accessibility 

factors.     

Lastly, the transport connectivity plays a vital role in linking peoples in the 

physical space where it will bring first impression to the visitors through their interaction 

with the space itself and with the people. This exemplifies how a variable of accessibility 

factors can have share attributes with attractiveness factors. As far as the cognitive and 

emotional dimension is concerned with the process to create positive attitudes and to 

reinforce the soft power outcomes, experiences at the first encounter at transport or cross-

border space appear important. The case analysis of Japan illustrates an appropriate 

example where transport sectors, including airlines and air ports, put efforts to redesign 

the physical space with attractiveness resources, as a means to add value and hence create 

new experience to the visitors. Furthermore, face-to-face interaction between officers at 

the airport checkpoints also plays role in creating first impression to the host countries. 

The finding shows that the case of South Korea has been problematic in the process of 

inspecting Thai tourist arrivals at the airport checkpoints. Politeness and mannered 

treatment by the inspecting officers should be of high consideration, and were frequently 
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requested by tourism authority agents. That is, South Korea has room to improve in terms 

of people-to-people interaction to maneuver better attitudinal outcomes from Thais as 

well as other foreign visitors.   

 

6.4 Discussion on Cognitive Underpinnings  

Finally, the comparative case has demonstrated that Japan’s long-term 

advantages in attracting and effectively drawing in Thai tourists are explainable by long-

view of relationship context. As suggested in Chapter 4.2, the impact of Japan’s soft 

resources upon Thai people’s attitude has been under the gradual course of positive 

outcome since 1980s, comparing to the case of South Korea that noticeably impose 

similar positive impact in the late 2000s. This implies that the span of generations that 

got sweetened by soft resources of the two countries are different. It appears that old, 

middle age groups are exposed to Japanese cultural products and other attractive sources 

before exposing to those of South Korea, whereas teenage and younger age groups are 

exposed to more concentrated K-entertainment contents, noting that young adult age 

group is located in the transitional period from the high popularity of J-pop to K-pop. It 

appears that the age groups who are potentially be more attracted by Japan’s 

attractiveness resources have higher financial power unlike the younger age groups. Also, 

the longer time period of socialization and familiarization of Japanese cultural products 

and other attractive means suggests that these population groups are attributed with 

higher chance to have cognitive lock-in provided with a long-term admiration towards 

Japan.  

Some forms of cognitive lock-in can be thought of as positive stereotypes 

towards Japan. For example, an opinion poll illustrates that Thais rank Japan the first, 

with 62.6% of respondents, as a model country to learn from its disciplined citizens 

(Spring News, 11 Feb. 2018). Thailand also ranks the third, only after US and Taiwan, 

as the countries of highest donation to Japan following the 2011 Tohoku earthquake 
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crisis110. In relations to emotions, nostalgia or “a sentimental longing for personally 

experienced and valued past” deserves particular attention (Zhou et al, 2011). Nostalgia 

is a past-oriented emotion that is argued to foster social connectedness, optimism and the 

acts of giving (ibid; Cheung et al, 2013). The dramatically increasing trend of Thai 

tourists to Japan after the free-visa policy can viewed as a result of longstanding efforts 

of Japan to win the mind and heart of majority Thai people. Based on the study of 

consumer preferences, it is argued that “styles popular during a consumer's youth can 

influence the consumer's lifelong preferences” applied various consumption products, 

such as music, movie stars, fashion and music products (Schindler & Holbrook, 2003)111. 

Hence, it is also convincing to argue that such consumer preference also extends to 

tourism destination preferences, particularly when manga characters that receive long-

term popularity are strategized to promote tourism images.  

This discussion on cognitive underpinning highlights the significance of lock-in 

effects. Following the proposed AT-AC patterns, the comparative synthesis has revealed 

the underlying temporal factor, and demonstrates Japan as the early mover who could 

secure long-term interests in Thailand. Thus, as far as the lock-in effects are concerned, 

or may even be considered as a strategic goal for the long-term benefits of soft power 

mechanism, it is of policymakers’ interests to analyze the country’s positioning (i.e. early 

mover or late mover), and design policy corresponding to its positioning’s advantages or 

disadvantages.  

 

  

                                                           
110 After 2011 Tohoku earthquake, there has been an impressive popular mobilization to raise 

donation to help Japan by both individuals and private sectors. According to statistics from 

Japanese Red Cross Society (Asahi Shimbun, 5 Apr. 2013), Thailand ranked the third among the 

highest amount of donation which was 2,059 million yen (approx. 18 million US dollars). US 

ranked the first (approx. 2,990 million yen), and Taiwan ranked the second (approx. 2,920 million 

yen).  
111 It is also argued that their preference heightened for products popular in their childhood 

(Schindler & Holbrook, 2003).  
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Chapter 7. Conclusion  

In conclusion, under the holistic approach to soft power mechanism, this study 

adopts comparative analysis method to observe what contributes to the diverging trends 

of Thai tourist inflows into Japan and South Korea, given their similarities in price 

competitiveness, travelling distance, and omnipresence of their cultural and commodity 

products in Thailand. By focusing on attractiveness and accessibility factors, the findings 

suggest that Japan’s recent success to immensely attract Thai tourists is due to her early 

mover position in Thai market and her recent visa policy change. On the other hand, 

despite rising Hallyu momentum in power recipient country, South Korea relatively 

lacks the consolidated communication efforts as well as cross-sector coordination, and 

is also starting to feel a growing negative opinion among Thais regarding the covert 

entrance barrier. Furthermore, the comparative analysis denotes the characteristics of 

synergy and mismatch between attracting power and the intermediary enabler to translate 

it into tourism outcomes. While Japan’s case can be characterized by consolidated and 

coordinated efforts of stakeholders surrounding both attractiveness and accessibility 

factors (i.e. AT-AC synergy), South Korea’s case implies a less synergized endeavor (i.e. 

AT-AC mismatch). Overall, the research demonstrates the cases where a soft resource, 

here represented by attractiveness, is still at work despite various countervailing factors, 

while recognizing that public health emergencies and natural disasters impose major 

limitation to such attracting forces. The study also highlights the consideration of, first, 

temporal dimension with the implication of early mover advantage and lock-in effects; 

second, coordinating behavior across sectors and with local agents; third, strategic 

rationale, degree and timing of open-up policy; and fourth, experiential factors as 

significantly influential to cognitive-emotive receptions of the subjects. All in all, this 

comparative analysis can be generalized to explain why countries with similarly 

established attractive images at a time point experience different patterns of tourism 

outcomes. The study suggests that in order for soft power to realize the tangible outcome, 
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both government actors and private actors need to have close coordination, particularly 

in relationship to the agents in power recipient country as well.  

Drawn upon the research findings, generalized policy recommendation shall be 

further discussed. First, strategic rationale and calculation of the degree and timing of 

open-up appears to be important. The soft power applicant shall ensure that the targeted 

foreign public already well received the projected attractive images before increasing 

level of accessibility. Second, during the time of domestic crises inside the power 

applicant countries, responsive and constant communication shall be actively executed 

to ameliorate foreign public attention on negative concerns. During the post-crisis, 

certain communication mechanism between the authority and foreign public should be 

created to help ensure and regain confidence from foreign visitors. As persuasion through 

personal experience is considered to be a powerful tool, the design and activism of 

exposition activities to promote tourism shall be emphasized apart from online or screen-

based promotion schemes. In addition, experiences during the visits are also of high 

importance, as they can either reinforce the positive attitudes and favorability to be even 

deeper, or turn down the positive image to be a rather negative views. Hence, training 

program for better communication and face-to-face interactions targeting checkpoint 

personnel, immigration officers, service sectors, and even locals in tourism attraction 

areas are no less urgent than other policy sphere. Lastly, soft power applicant country 

shall consolidate efforts to better coordinate across sectors including, but not limited to, 

tourism, transport, immigration service, creative content, and communication. 

Additionally, public-private partnership shall be actively supported and monitored; while 

networks surrounding communication and public relations agents of the power recipient 

country shall be strengthened and institutionalized to secure long-term relationships.  

 All in all, this paper sheds light upon one aspect of soft resource and its 

corresponding power mechanism. To keep up with the realities of increasing global 

public relations and for a soft power applicant country to better strategize its public 

diplomacy tools, other aspects of policy areas surrounding people-to-people relations 



87 

 

should be further scrutinized. Future research is encouraged to incorporate 

methodological tools that permit one to better understand perceptions, or even emotional 

aspects, of foreign public. Interdisciplinary research, particularly with the use of big data, 

are, therefore, encouraged.  
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Appendix 1 
 

Cognition-emotion related terminology  

Emotion “a complex set of interactions among subjective and 

objective factors, mediated by neural and hormonal 

systems, which can a) give rise to affective experiences 

such as feelings of arousal, pleasure and displeasure; b) 

generate cognitive processes such as emotionally relevant 

perceptual affect, appraisals, labeling processes; c) active 

widespread physiological adjustments to the arousing 

conditions; and d) lead to behavior that is often but not 

always expressive, goal-directed and adaptive.” 

(Kleinginna & Kleinginna, 1981) 

 

Feeling “complex mental state that results from the emotional state” 

(Damasio, 1998); “person-centered psycho-physiological 

sensations” (Kagan 1978 in Munezero et al., 2014); 

“affective phenomena to which we have direct conscious 

access” (Matthis, 2000) 

 

Affect “emotion or desire as influencing behavior” (Lexicon); 

Affect is a predecessor to feelings and emotions, and is non-

conscious (Munezero et al., 2014)  

 

Attitude “the way that you think and feel about 

somebody/something; the way that you behave towards 

somebody/something that shows how you think and feel” 

(Oxford Learner’s Dictionary, 2019) 

 

Emotional valence “the value associated with a stimulus as expressed on a 

continuum from pleasant to unpleasant or from attractive to 

aversive” (APA Dictionary) 

Cognition  as the elements, structures, and processes of thoughts and 

feelings at individual and across collective level (Melkoreit, 

2017) 

 

Cognitive process processes of thoughts and feelings (Thagard, 2008) 

 

Hot cognition 

hypothesis 

human’s thinking is not independent from emotional 

involvement 
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Preliminary linkage between cognitive-affective components and power 

mechanism  

According to cognitive-affective approach 112 , the application of non-material 

resources may trigger arduous psychological processes as they require 

socialization of ideations. For example, according to Thagard, ideologies 

“construed as emotionally laden systems of ideas” (2015, p. 52), and according 

to Lakoff and Wehling, cultures, which are common and physical experiences in 

particular society wiring brain structure (i.e. cultural brain), can shape different 

reasoning and interpretive frames in different cultural spheres (2016:17-19). Then, 

the change in one’s cognitive conditions would, in turn, bring about variations in 

individual preferences, and consequently, behaviors such as lining for foreign 

policies or consuming cultural products of power exerting country.   

Regarding cognitive-affective process, negative emotions incurred in the power 

resource recipient deserve particular attention when drawing relations from 

neuroscientist and psychological findings. Negative emotions like fear is revealed 

to incur fast reaction and even produce nonconscious emotional responses as 

human’s brain has evolved to enable rapid detection of threat (Méndez-Bértolo, 

2016; Åsli, 2012). Similarly, parties with anxiety are more ready to react and 

respond to perceived threats as brain motor circuits is heightened with energy 

when anxious (El Zein, 2015). Thus, some of the negative emotions can produce 

relatively quick response in behavioral level. However, such responses may be 

merely emotionally coherent, and not calculative based on the party’s relative 

utilities like the assumption of rational choice theory.    

On the other hand, positive emotions – like confidence, trust and loyalty – offer 

different aspect on impact at behavioral level. Confidence, trust and loyalty are 

social emotions prerequisite to social processes of cooperation (Barbalet, 1996). 

Most importantly, unlike other emotions, they are temporal state or future-

oriented’ (ibid). This implies that to generate changes in power recipient’ 

behaviors, it requires consistent, durable efforts, hence requiring relatively longer 

time to generate behavioral outcomes. However, it is noteworthy that these 

future-oriented emotions are likely to generate predictable behaviors or lock-in 

preferable outcomes.  Thus, one can interpret that cooptive power – power 

outcomes that products of socialization or familiarization of recipient parties with 

                                                           
112 Cognitive-affective approach is congruous with existing political research on ideology 

(Maynard 2013; Haidt 2012).  
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favorable reasoning frames, or the like, which coherently produce these positive 

emotions – potentially yields better interests.    

Such incorporation of psychological and neuroscientist findings into the picture 

of power mechanism helps explain why cooptive power is seen favorable in a 

longer term, particularly when wanting to yield group cooperative behaviors. 

Coercive power which is power generated from threats deem useful when 

requiring rapid reaction from the recipient parties; however, it also yields risks as 

negative emotion involvement declining predictability in behaviors, and can even 

spark off vicious emotional cycle when rage-driven or anger-driven inferences 

are adopted as reasoning mechanism (Thagard, 2005).  

 

Appendix 2 
 

Statistics of Thai tourists travelling to Japan and South Korea between 2003 and 

2018.  

 TH=>JP 

Growth 

rate TH=>KR  

Growth 

rate 

2003 43,832  42,216  

2004 63,017 0.44 59,794 0.42 

2005 75,333 0.20 66,209 0.11 

2006 80,330 0.07 72,201 0.09 

2007 119,718 0.49 86,359 0.20 

2008 143,541 0.20 100,800 0.17 

2009 135,903 -0.05 138,500 0.37 

2010 165,901 0.22 205,629 0.48 

2011 95,185 -0.43 247,594 0.21 

2012 201,623 1.12 320,139 0.29 

2013 392,856 0.95 295,556 -0.08 

2014 599,690 0.53 394,029 0.33 

2015 737,943 0.23 305,953 -0.22 

2016 838,025 0.14 399,812 0.31 

2017 919,000 0.10 426,801 0.07 

2018 1,060,402 0.15 482,726 0.13 
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<The Graph shows Hallyu impact upon Thai tourist inflows to South Korea between 2003 to 2013. Data 

retrieved from Korea Thailand Communication Center (KTCC)>  

Appendix 3 
 

Data retrieved from Korea Thailand Communication Center (KTCC).  

  

 

K-dramas 
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in Thailand 

2003 17 

2004 6 

2005 11 

2006 24 
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Appendix 4 
 

List of agencies subjected to interviews  

Japan South Korea 

Organization  Sector/ role  State (S) 

or 

Private 

(P)  

Organization  Sector/ role  State (S) 

or 

Private 

(P)  

Japan National 

Tourism 

Organization 

Tourism  S Korea Tourism 

Organization, 

Bangkok Office 
 

Tourism  S 

JETRO Bangkok Trade & 

investment; 

including 

cultural 

contents 

S Tourism Division, 

Jeollanam-do 

Province 

Tourism  S 

Business Industry 

and Tourism 

Section, Nishio City 

Hall  

Tourism  S Busan Tourism 

Organization  

Tourism  S  

Relation Asia 

Pacific Co., Ltd. 

(Thailand) 

Communication 

and Promotion; 

mediatory role   

P KTCC (Korea 

Thailand 

Communication 

Center)   

Tourism, 

Culture, 

Entertainment, 

and Exposition; 

mediatory role   

P 

Shiawase Group Ltd 

Partnership 

(Shizuoka city 

promoter 

representative)  

Tourism S Buynow Company 

Ltd (T’way Air)  

Airline  P 

Kawagoe City 

Tourism Division 

Tourism  S Jeju Air, Bangkok 

Office  

Airline  P 

Journey Land 

Korea 

Tourism P 

Both Japan & South Korea  

Organization  Sector/ role  State (S) 

or 

Private 

(P)  

DKC Group 

(Discovery Korea 

travel agency)  

Tourism  P 

Happy Trips  Tourism  P 

Thai Travel Agent 

Association  
Tourism and 
Exposition   

P 

Essawan Travels, 

Chonburi Vessawan 

Business Co. Ltd.  

Tourism  P 
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Appendix 6  
 

Google Trend 

Google Trends™ is a web tool  by Google (https://trends.google.com/trends/) that 

provides analysis on popularity of search inquiries in Google Search global wide. The 

web tool used in this research (2019) is the version that has merged with Google Insights 

for Search since 2012. The score given by GT illustrates “interest over time” which is 

calculated by dividing a fraction of specific term searches by all searches conducted on 

Google search engine for the selected region and time; Relative search volume (Scaled 

from 0−100) = 𝐹𝑟𝑎𝑐𝑡𝑖𝑜𝑛 𝑜𝑓 𝑔𝑜𝑜𝑔𝑙𝑒 𝑠𝑒𝑎𝑟𝑐ℎ𝑒𝑠 𝑓𝑜𝑟 𝑡𝑒𝑟𝑚 𝑜𝑓 𝑖𝑛𝑡𝑒𝑟𝑒𝑠𝑡

𝑇𝑜𝑡𝑎𝑙 𝑔𝑜𝑜𝑔𝑙𝑒 𝑠𝑒𝑎𝑟𝑐ℎ𝑒𝑠 𝑓𝑜𝑟 𝑡ℎ𝑒 𝑠𝑎𝑚𝑒 𝑙𝑜𝑐𝑎𝑡𝑖𝑜𝑛 𝑎𝑛𝑑 𝑡𝑖𝑚𝑒 
 (Schootman et al, 2015). 

Empirical studies have shown that GT data has utility to examine state-level interest in 

particular topics. See examples, Schootman et al (2015), Nghiem et al (2016), Bloom et 

al (2015).       

  

https://trends.google.com/trends/
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Appendix 7 
 

Existing empirical studies on the case of Thailand as a soft power recipient  

  
 Impact at cognitive-affective level Impact at behavioral level 

Japan  “The Thai Attitude Towards Japan: 

Heart felt Friendship or Skin-deep 

Relationships” (Surakanvit, 1984);  

 “Intercultural Communication Between 

Japanese and Thais Through 

Discrepancies in Images” (Takeshita, 

1998);  

 “Influence of Country of Origin on Thai 

consumer attitude and purchase 

intention toward skincare products” 

(Phuengsuktechasit, 2010);  

  “Consuming Japan: The Consumption 

of Japanese Cultural Products in 

Thailand” (Toyoshima, 2011) 

 “State of Knowledge on Japanese 

Studies in Thailand: A Survey of 

Master’s Theses” (Kongjit, 2013) 

State level 

 “Japan’s Vision of an East Asian 

Community: A Perspective from 

Thailand” (Prasirtsuk, 2006)  

Public level  

 “Consuming Japan: The 

Consumption of Japanese Cultural 

Products in Thailand” (Toyoshima, 

2011)  

 “Emergent Processes of Language 

Acquisition: Japanese Language 

Learning and the Consumption of 

Japanese Cultural Products in 

Thailand” (Toyoshima, 2013) 

 “The design of street wear lady 

costume from Japanese cosplay 

concept for Thai market” 

(Apiwathnasorn, 2014); 

 “Learning Japanese popular cultures 

from animation and Manga of 

Generation Z” (Ruangprayoon & 

Thunwanont, 2017) 

 

Korea  “Public relations approach in promoting 

the Republic of Korea’s images through 

television drama A Jewel in the Palace” 

(Witthawaskul, 2006); 

 “Influence of Korean cultural products 

on Thai perceptions towards Korean 

people and other cultural products” 

(Mailaung, 2007) 

 “The Influence of Korean TV Dramas 

on Viewers’ Attitude and Consumption 

Behavior of Korean Cultural Products in 

Bangkok” (Tantiwong, 2009) 

 “Korean craze among Thai teens and 

young adults on product decision” 

(Chairungmaneedamrong, 2011);  

  “The Study on Attitude, Perception and 

Behavior on Korean Trends” (Lampao, 

2013) 

State level  

 “The effect of Korean Wave on trade 

between Thailand and South Korea” 

(Saleepoch, 2009)  

Public level  

 “Korean singers and Korean Wave as 

experienced by Thai fan clubs” 

(Suwannapisit, 2008); 

 “The impact of Korean television 

dramas on Thai society: a case study 

in Bangkok” (Visesrith, 2009);  

 “Factors affecting demand for travel 

to Korea: a case study of Thai tourists 

to Korea” (Treesuwan, 2010);  

 “The traveling behavior of Thai 

teenagers to the Republic of Korea” 

(Pimnu, 2013) 
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Appendix 8 
 

Proliferation of low-cost airlines participating in direct routes between Thailand and 

Japan.  

Direct route commencing 

dates 

mm/dd/yyyy 

Routes Airlines  

09/01/ 2014 DMK-KIX AirAsia X (XJ)  

09/01/ 2014  DMK-NRT  AirAsia X (XJ)  

07/08/2015  SIN-DMK-CTS  Scoot (TR)  

05/ 21/2015 SIN-DMK-KIX Scoot (TR)  

07/21/2016 DMK-NRT  Scoot (TR)  

02/19/2017 BKK-OKA  Peach Aviation 

(MM)  

04/10/2018 DMK-CTS  AirAsia X (XJ) 

06/01/2018 DMK-NRT Nok Scoot (XW)  

10/28/2018 DMK-KIX Nok Scoot (XW)  

10/30/2018 DMK-NGO AirAsia X (XJ) 

12/7/2018 DMK-NRT Thai Lion Air (SL)  

03/28/2019 DMK-KIX Thai Lion Air (SL) 

07/03/2019 DMK-FUK AirAsia X (XJ)  

10/29/2019 BKK-SDJ (Sendai Airport)  Thai Airways (TG) 
*Premium airline 

 

Proliferation of low-cost airlines participating in direct routes between Thailand and 

South Korea. 

Direct route commencing 

dates mm/dd/yyyy 

Routes Airlines  

04/11/2009 BKK-ICN Jeju Air (7C)  

12/21/2009 DMK-ICN  Jin Air (LJ)  

06/30/2011 BKK-PUS (Gimhae International 

Airport) 
Jeju Air (7C) 

10/nd/2011 BKK-ICN  Eastar Jet (ZE) 

10/20/2011 BKK-ICN  T’Way (TW) 

11/1/2011 HTK-ICN  Thai Airways (TG) 
*Premium airline  

Winter 2013/2014 (seasonal) CNX-ICN  Jin Air (LJ) 

06/17/2014 DMK-ICN Air Asia X (XJ)  
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10/01/2015 BKK-CJU (Jeju International 

Airport) 
Eastar Jet (ZE) 

10/nd/2015 BKK-PUS Eastar Jet (ZE) 

Winter 2015/2016 (seasonal) HKT-ICN Jin Air (LJ) 

12/22/2017 CNX-ICN  Jeju Air (7C)  

05/3/2018 BKK-MWX (Muan International 

Airport)  
Jeju Air (7C) 

10/29/2017 BKK-TAE T’Way (TW) 

06/nd/2019 HKT-ICN T’Way (TW)  

11/22/2019 CNX-ICN T’Way (TW)  

 

 

 

Appendix 9 
 

Negative news coverage in major Thai newspapers regarding cross-border issues 

Thairath and Matichon’s news coverage on South Korea between January and April 

2019 (n=290) 

No. Themes Thairath Matichon Total 

1 Entertainment  72 12 84 

2 Korean peninsula security and North Korean 

issues  

38 19 57 

3 Sports 18 22 40 

4 Social issues captured in Thailand – 

investigation or exploration of criminal charges  

17 12 29 

5 Cross border matters – immigration, illegal 

workers, tourism  

12 12 24 

6 Socio-political issues in South Korea 10 7 17 

7 K-beauty  10 6 16 

8 Cooperation between Korea and Thailand  2 12 14 

9 Technology  4  2 6 

10 Other  3 1 4 

 Total  185 105 290 

Source: Author’s constructed table 
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South Korea-related news associated with negative valence 

No. Themes Number 

of 

negative 

news 

% of the same 

category news 

(172) 

% of 

total 

news 

(290)  

1 Entertainment  33 39.29% 11.28% 

4 Social issues captured in Thailand – 

investigation or exploration of 

criminal charges 

29 100.00% 10.00% 

5 Cross border issues – immigration, 

illegal workers, tourism  

20 

 

86.96% 6.90% 

6 Socio-political issues in South Korea 11 37.93% 3.79% 

8 Cooperation between South Korea 

and Thailand 

1 8.33% 0.34% 

10 Other 2  50.00% 0.69% 

 Total  99 57.56% 34.14% 

Source: Author’s constructed table  

Appendix 10 
 

Comparison tables of accessibility factors between THJP and THKR 

Accessibility factors (THJP) 

 Transports 

Exchange 

rates Border control 

Destination’s domestic 

security risks 

 

Number 

of airport 
cities 

(nodes) 

Number 

of direct 
flight 

airline 

1 Yen = 

Baht  Tourist Visa 

Non-visa 
barrier 

awareness (100 

= High 
awareness; 0 = 

no awareness) 

Moderate to very high 

risk awareness (PN = 

pandemics; EQ = 
earthquake; NK = North 

Korea threat)  

2008 5 3 0.3936 Required 0  

2009 5 3 0.3865 Required 0 Very high in May (PN) 

2010 5 3 0.3650 Required 19  

2011 5 3 0.3709 Required 7.14 Very high in Mar (EQ) 

2012 6 3 0.3265 Required 6  

2013 
6 

3 0.2959 
Exempt 

(July 1) 4.2  

2014 6 4 0.3284 Exempt 3  

2015 6 5 0.3685 Exempt 3.42  

2016 6 5 0.3747 Exempt 4.03  

2017 7 6 0.3607 Exempt 7.17  
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Accessibility factors (THKR) 

 

Number 

of airport 

cities 
(nodes) 

Number 

of direct 

flight 
airline 

1 Won = 
Baht  Tourist Visa 

Non-visa 

barrier 
awareness (100 

= High 

awareness; 0 = 
no awareness) 

Moderate to very high 
risk awareness (PN = 

pandemics; EQ = 

earthquake; NK = North 
Korea threat) 

2008 6 3 0.0277 Exempt 0 
 High in Mar, Apr; 

Moderate in Nov (PN) 

2009 

6 5 

0.0277 Exempt 21 

Moderate in Feb, Jun 

(NK); Very high in Apr, 

Jun; Moderate in May, 

Jul (PN)  

2010 6 5 0.0276 Exempt 27.51 High in Mar, Oct (PN) 

2011 6 7 0.0271 Exempt 13.65  

2012 6 7 0.0310 Exempt 9.34  

2013 6 7 0.0373 Exempt 6.66 High in Apr (NK) 

2014 6 8 0.0398 Exempt 5.75   

2015 7 8 0.0394 Exempt 9.69 Very high in Jun (PN) 

2016 7 8 0.0353 Exempt 18.79  

2017 7 
8 

0.0350 Exempt 
49.27 (100 in 

May) 
High in Apr; Very high 

in Aug-Sep (NK)  
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Appendix 11 
 

Examples of Japan’s efforts put by tourism agents to construct tourism images 

 The appointments of manga characters as tourism envoys      

 

 Examples of Japan’s tourism agents to use manga characters to promote 

tourism images  

 

 

 

 

Year Character Occasion of appointment 

2013 Doraemon Special anime ambassador to support the 2020 Olympic and 

Paralympic Games 

2015 Godzilla Tokyo tourism ambassador 

2017 Hello Kitty Special Ambassador of the International Year of Sustainable 

Tourism Development 

2017 Hello Kitty & 

Pikachu 

Osaka Special Envoy to support 2025 World Expo 

 

Shin-chan makes promotional logo for Saitama social media page  

(Picture retrieved from  Facebook.com/saitamajapan.en) 

 

Promotional board at the opening of  Tottori Sakyu Conan Airport (Picture 

retrieved from Brandbuffet.in.th) 

 

Manhole cover installed with Chibi Maruko design, placed in front of the 

west exit of Shimizu JR Station (Picture retrieved from 

Shizuokatourism.com) 

 

GeGeGe no Kitaro character is turned into attractions at the Yonago Kitaro 

Airport 

 (Picture retrieved from  Ana-cooljapan.com) 
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 Increasing of exposition efforts in Thailand  

 

Source: Jnto.or.th; Tiewyeepoon.com; Mgronline.com; Allthaievent.com; 

Thaitelegraph.com; Thailandexhibition.com  

 

  

Thai International Travel 

Fair (TITF)  

Number of booths  Number of agents  

12th TITF, 2013  40 n/a 

14th TITF, 2014 87  (*big leap) 62 

16th TITF, 2015 83 61 

18th TITF, 2016 120 78 

20th TITF, 2017 94 64 

22nd TITF, 2018 104 72 
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Appendix 12  
 

Japan’s strategized tourism image & pivoted attractiveness resource 
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Appendix 13  
 

South Korea’s strategized tourism image & pivoted attractiveness resource 
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국문초록 

태국 관광객들을 향한 일본과 한국의 매력도 및 접근성 비교 연구 

성명: Silsupa Wiwatwicha  

학과 및 전공: 국제학과 국제협력전공  

서울대학교 국제대학원  

 

소프트파워라는 개념은 학자들에게 극도로 비판 받고 있지만, 실무자들 

사이에서는 환영 받으며 정치적 담론에 이용되고 있다. 본 논문은 소프트파워 

개념의 장점을 입증하는 데 있어 우선, 총체적인 접근법을 제시해 소프트파워 

이론의 다양성을 통일하며 인지적 영향을 미치는 기반을 인식한다. 다음으로, 

소프트파워 메커니즘의 명백한 예시에 주목하면서 논문은 관광 분야의 경험적 

사례를 조사한다. 본 연구는 어째서 국가들이 매력적인 이미지를 수립하고 

소프트파워 지원국들이 다른 수준의 관광객 유입을 경험하는지를 탐구한다. 

선정된 사례는 두 가지 관계의 비교-(1) 태국에 대한 소프트파워 

지원국으로서의 일본, (2) 태국에 대한 소프트파워 지원국로서의 한국이다. 본 

연구는 소프트 파워 메커니즘의 이론적 틀에, 기존 연구에서는 잘 다루어지지 

않은 항공 수단과 비자 정책과 같은 이동성 관련 변수까지 통합하여 분석을 

수행하였다. 따라서, 본 연구는 매력도 (attractiveness, AT) 요인 뿐만 아니라 

접근성 (accessibility, AC)과 같은 추가적인 요인까지 고려해서 분석한다. 본 

연구의 결론은 최근 일본이 태국 관광객을 유치하는 데 극적인 성공을 거둔 

요인이 일본의 선발주자로서의 위치와 최근 비자 정책의 변화 때문이라는 

것이다. 반면, 한국은 소프트파워 수혜국인 태국에서의 한류 기세가 

높아졌음에도 불구하고 상대적으로 국가의 긍정적인 이미지를 홍보하려는 

의사소통 노력이 결핍되어 있고, 태국인들 사이에서 비공식적인 입국 장벽에 

대한 부정적인 의견이 증가하고 있다. 즉, 일본의 경우는 AT-AC 시너지 효과가 

(두 요소를 모두 강화하기 위한 통합되고 조정된 노력) 존재하는 반면, 한국의 
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경우는 AT-AC 불일치가 존재하는 것으로 나타난다 (관광지로서의 매력도와 

접근성 간의 불일치). 결론적으로, 매력적인 국가 이미지로 대표되는 소프트 

자원의 적용은 북한 안보 문제나 비자 장벽과 같은 저해 요소가 존재함에도 

불구하고 관광객을 유치하는 데에 효과적인 것으로 드러났다. 반면, 본 연구에 

따르면 공중 보건 비상사태나 자연 재해와 같은 더 강력한 억제 요소는 

관광객들이 여행할 동기를 분명하게 꺽는다. 또한 본 연구는 (1) 시간적 차원과 

함께 선두주자의 이점과 자물쇠 효과의 함축 (2) 현지 대리인과 지역을 뛰어넘는 

행동의 조정, (3) 개방 정책의 전략적 근거, 정도 및 시기, (4) 대상의 인지적 감정 

수용에 상당한 영향을 미치는 경험적 요인을 고려하는 것을 강조한다. 본 논문은 

정치경제학의 영향과 함께 외교정책에서 사람 대 사람간의 관계의 중요성이 

높아지는 것을 고려하여 국제관계에서 저조한 관심의 분야와 관광업에 조명하고 

있다. 또한, 이러한 실증적 연구는 정책 입안자들이 서로 다른 이해관계자들의 

관계를 볼 수 있게 해주며, 따라서 그들이 조정과 네트워크 개선을 제안할 수 

있게 한다. 

 

 

주요어: 소프트파워, 관광, 매력도, 접근성, 일본, 한국, 태국, 인적 교류 

학번: 2017-20590  
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