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Warm Greetings from 
Dusit International
Welcome to Dusit Pulse – Bringing you 
essential updates from the heart of our business

“When the wind of change blows, some people build walls, others 
build windmills,” runs an old Chinese proverb, and it is a beautiful 

illustration of how we can channel the energy of change into something 

positive and creative by leveraging it instead of resisting it.  

Over the past 20 months, in the face of high supply, soft demand, and 

rapidly shifting consumer expectations, we have done everything in our 

power to build as many ‘windmills’ as possible and turn the pandemic-

related challenges into opportunities. 

You may have read about some of these efforts in the previous issue 

of Dusit Pulse – including, most notably, the introduction of four new 

pillars of Dusit Graciousness – Service (personalised and gracious), 

Well-Being (delivering wellness experiences beyond the spa), Locality 
(uniquely linking guests with the local community), and Sustainability 

(social, economic, and environmental) – and our group-wide strategy to 

evolve our offerings and optimise our operations around total revenue 

generation. 

In this issue, we now shine the spotlight 

on one of the most important ‘windmills’ 

of all – Customer Experience (CX). 

While the value of customer experience 

may not initially be as easy to see as the 

ROI of other investments, it is extremely 

valuable – especially in highly competitive and increasingly 

commoditised industries such as hospitality, where standing out from 

the crowd is essential to long-term success – and even more so in our 

hyper-digitalised, post-pandemic world.   

According to a recent article in Forbes, companies with a customer 

experience mindset drive revenue 4-8% higher than the rest of their 

industries; 96% of customers say customer service is important in 

their choice of loyalty to a brand; and 84% of companies that work to 

improve their customer experience report an increase in their revenue.

It is with facts and figures like this in mind that we recently established 

a new centralised CX team tasked with ensuring that each of our 

properties is positioned to increase revenue by offering unique 

experiences beyond the standards and capabilities of the competition.

(see page 8 )
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This issue 
in numbers

The new CX team’s strategy, which includes, amongst others, leveraging 

shifts in consumer needs, expectations and preferences to make Dusit 

Hotels and Resorts more resilient and profitable, is outlined in an 

interview on page 8. 

In this issue, we also highlight the technological transformation that will 

allow our properties to efficiently adopt new CX-driven programmes and 

activities, adjust to market changes, and push ahead of the competition 

via informed, data-driven decision-making (see page 12).

As usual, we also showcase our commitment to sustainable expansion 

with a spotlight on new signings – including two new stunning properties 

in China (see page 5) – and highlight some key industry trends that relate 

to our strategic direction and post-pandemic recovery efforts (see page 6).

If there are any topics you would like to see covered in a future issue of 

Dusit Pulse, please just let us know. We would be delighted to accommodate 

your request. 

In the meantime, keep safe, stay healthy, and continue building windmills.

Graciously yours, 

Suphajee Suthumpun,

Group CEO

(see page 5)

(see page 6-7)
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919 billion  
Wellness tourism, valued at US$ 639 billion in 
2017, is projected to reach US$ 919 billion by 
2022. (Page 6).

275
dusitD2 Chuxiong, Yunnan will comprise 275 
well-appointed rooms, suites and villas in a 
prime location next to Guanyin Temple, which 
dates back to the Tang Dynasty. (Page 5).

160
Dusit Thani Tianmu Mountain, Hangzhou will 
comprise 160 spacious villas and guest rooms 
on the outskirts of the beautiful Tianmu 
Mountain National Nature Reserve (Page 3). 

80
Eighty per cent of consumers are more likely 
to purchase when brands offer experiences 
personalised to them. (Page 11).

71
Seventy-one per cent of people recommend 
a product or service because they received a 
“great experience.” (Page 11).



New signings in the spotlight

Dusit Thani Tianmu Mountain, Hangzhou is slated to open in 2Q 2022, 
with dusitD2 Chuxiong, Yunnan following in 2Q 2023

Dusit’s China expansion continues with 
new hotels in Chuxiong City and Hangzhou

Dusit’s strategy for sustainable expansion continues 
apace in China with the signing of two hotel management 
agreements under its dusitD2 and Dusit Thani brands. 

First, Dusit signed an HMA with Chuxiong Rongda Real 
Estate Development Company Limited to operate dusitD2 
Chuxiong, Yunnan, an upscale hotel in the heart of Chuxiong 
City, southwest China.

This was swiftly followed by the signing of a hotel 
management agreement with Hangzhou Dahua 

Qingshanhu Company Limited to operate Dusit Thani 
Tianmu Mountain, Hangzhou, a luxury resort in an area of 
outstanding natural beauty in Lin’an County in Hangzhou, 
one of the most prosperous cities in China.

In China, Dusit currently operates 10 hotels and has more 
than 20 properties in the pipeline. 

Here is an overview of each of the new signings. 
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The first internationally branded hotel in the Chuxiong Yi 
Autonomous Prefecture, dusitD2 Chuxiong, Yunnan will 
comprise 275 well-appointed rooms, suites and villas in a 
prime location next to Guanyin Temple, which dates back to 
the Tang Dynasty. Chuxiong High-Speed Train Station is only 
10 minutes away by car, providing quick and easy access to 
other destinations throughout Yunnan Province. 

Designed to deliver highly memorable guest experiences 
for business and leisure travellers alike, hotel facilities will 
include an all-day dining restaurant; a specialty restaurant; 
meeting rooms featuring the latest audio-visual equipment; 
and a spa offering wellness therapies, treatments, and com-
plimentary activities.
 
Alongside enjoying direct access to Guanyin Temple, guests 
will also be able to arrange visits to other local attractions, 
such as Yi Ren Gu Zhen (Ancient Town of the Yi People), 
where they can experience dancing and music by the Yi 
people, one of China’s 55 ethnic minorities.

Offering a welcome escape from city life for business and 
leisure travellers alike, this luxury resort will comprise 160 
spacious villas and guest rooms on the outskirts of the 
Tianmu Mountain National Nature Reserve – a UNESCO 
Biosphere Reserve renowned for its ancient towering trees, 
verdant valleys and mountain peaks, and pleasant weather 
year-round.
 
Easy to reach by car, the stunning location is only a one-hour 
drive from Hangzhou city centre. Hangzhou Xiaoshan 
International Airport can be reached in 90 minutes, and the 
new high-speed rail station, which links with Shanghai, is just 
a 20-minute drive from the property.
 
Resort facilities will include an all-day dining restaurant, a 
Chinese restaurant, an outdoor swimming pool, hot mineral 
pools, a gymnasium, the deluxe Namm Spa, and two ballrooms 
with adjoining function rooms.
 
Guests will have a unique opportunity to learn more about 
local culture and environmental sustainability by joining 
exclusive workshops at the Tianmu Mountain Nature Classroom. 
Tianmu Mountain’s rich history as the source of the finest 
ceramic glazed teacups, which dates back to the Tang 
Dynasty, will also be celebrated at the resort.

dusitD2 Chuxiong, 
Yunnan

Dusit Thani Tianmu 
Mountain, Hangzhou

5

Dusit



Trend watch
Tourism industry
experts on the road 
to recovery

Investing in wellness 
makes for healthy business 

Travel industry statistics worth knowing

According to the latest UNWTO Panel of Experts survey, almost half 

of all experts (45%) continue to see international tourism returning to 

2019 levels in 2024 or later, while 43% point to a recovery in 2023. By 

regions, the largest share of experts pointing to a return to 2019 levels 

in 2024 or later are in Asia and the Pacific (58%). In Europe, half of 

respondents indicate this could happen in 2023. The Middle East is 

the most optimistic, with a full recovery expected by 2022.

While travelling for wellness purposes has 

already been on the rise in recent years, 

it is expected to grow significantly in the 

medium to long term, supported by trav-

ellers actively seeking ways to enhance 

their well-being, says the World Travel 

and Tourism Council in its latest report, 

Investing in Travel & Tourism (published 

September 2021).

 

In 2017, wellness tourism was valued at 

US$ 639 billion and is projected to reach 

US$ 919 billion by 2022. It grew by 6.5% 

annually from 2015–2017, faster than 

Travel & Tourism overall, which grew by 

4.3% annually during the same time 

period. What’s more, international 

wellness tourists on average spent 

US$ 1,528 per trip, 53% more than the 

typical international tourist. 

Dusit’s new group-wide wellness concept, 

Devarana Wellness, aims to tap directly 

into this fast-growing market to bring a 

healthy boost to business at Dusit Hotels 

and Resorts worldwide. More details 

about the concept and its rollout can be 

found in the previous issue of Dusit Pulse.
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Demand for new 
experiences on the rise

China looks to 
travel again

Expedia Group’s new Traveller Value Index report, based on a global 

consumer survey of 8,000 respondents from eight major markets – 

Australia, Canada, France, Germany, Japan, Mexico, the UK, and the 

US – has revealed high demand for unique and extraordinary travel 

experiences. 

In fact, 75% of respondents are likely to select a destination they’ve 

never been to before, and 22% are seeking once-in-a-lifetime 

experiences on their next trip.

This is great news for Dusit’s new Customer Experience (CX) team, 

which is creating unique activities and programmes to attract new 

markets and maximise revenue generation at Dusit Hotels and 

Resorts worldwide (see page 8).  

Dragon Trail International’s fourth China Traveller Sentiment 

Report has revealed that more Chinese people are now willing to 

consider travel, as long as safety measures are being met. 

In a survey of more than 1,000 Chinese travellers, some 43% of 

respondents said they would “travel cautiously,” up from 31% in 

Dragon Trail’s March 2021 Chinese traveller survey, which asked 

similar questions. The proportion who said they wouldn’t travel 

dropped from 39% in March to 32% in the September report, while 

those who said they were “eager to travel” stayed the same at 20% 

of respondents.
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How Dusit is enhancing Customer Experience (CX) 
to meet shifting guest demands and gain greater 

competitive advantage in the new normal

C
ustomer expectations of what great customer 

experience looks like have shifted significantly 

during the global pandemic, leaving the travel 

eco-system in a game of catch-up, says 

renowned management consulting firm 

McKinzie in its latest report about the travel industry 

(published September 2021).

“In this changing landscape, travel companies that prioritise 

Customer Experience can gain loyalty, build resilience, and 

future-proof their businesses,” states the report. “Indeed, wise 

investment in CX may be key to the industry’s survival, and 

flourishing, in a post-pandemic world.” 

Hotel companies like Dusit, which have maintained satisfaction 

and performance levels while providing safe environments for 

guests, will have a clear opportunity to attract new customers 

– and gain even greater competitive advantage – by enhancing 

CX at their properties during this time. 

The good news for owners of, and investors in, Dusit Hotels 

and Resorts, is that the company is making – and has already 

made – significant strides in this area.

Alongside introducing four new pillars of Dusit Graciousness 

(see page 1) and embarking on group-wide technological trans-

formation to ensure all properties can collate, assess and take 

action on data in the most efficient ways possible, the company

has introduced a new centralised CX team tasked with 

creating programming and events that showcase Dusit’s brand 

values, enrich customer journeys, and maximise existing assets 

and resources to increase revenue generation.

Here, Ms Tachatan Chairoek, Assistant Director, Customer 

Experience and Programming, and Ms Nisarat Sae-lee, 

Assistant Manager, Programming and Operations, explain 

how the CX team aims to drive short- and long-term value at 

Dusit Hotels and Resorts worldwide.

Great 
expectations

deserve 
exceptional
experiences
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TC: Today’s consumers demand and expect outstanding 

customer experience, and it’s vital for commercial 

success. To maintain and gain loyalty and find opportunities

to raise rates at our properties, we must consistently 

exceed expectations. We must differentiate from others 

through how we make our guests and customers feel. 

And our group-wide customer experience strategy is key 

to making this happen. 

What are the elements of effective CX?

Why is CX so important?

TC: Customer Experience is not just a department or a 

phase of the customer journey; it’s a customer-centric 

approach to business that seeks to meet the needs of 

customers in novel, creative and exciting ways. Basically,

it ensures  we have the processes, programmes, activities 

and systems in place to make our stays – and other guest 

and customer experiences – personalised and extraordinary, 

so our guests and customers want to repeat them and stay 

loyal to our brands.

NS: Community Management is another important 

element. Through CX, we aim to build genuine relation-

ships with our communities and collaborate with external 

partners to create activities that enhance property expo-

sure, link guests with authentic local experiences, elevate 

customer satisfaction, generate new revenue streams, and 

ultimately drive sustainable value for all stakeholders. 

Ms Tachatan Chairoek
Assistant Director

Ms Nisarat Sae-lee
Assistant Manager, Programming 

and Operations
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How do you plan to enhance customer 
experience at Dusit Hotels and Resorts worldwide?

TC: In short – by creating programming and events that 

showcase our brand values, enhance exposure, enrich 

customer journeys, and increase revenue.

Working closely with each property, we will seek to utilise 

all existing space, products and services creatively – turning 

assets into revenue generators as much as possible.

This will include developing activities and programming 

specific to each property, and establishing an experience-

driven framework that helps bring out the best of each 

location.

This will be done in line with the four new pillars of Dusit 

Graciousness – Service (personalised and gracious), 

Well-being (delivering wellness experiences beyond the 

spa); Locality (uniquely linking guests with the local 

community); and Sustainability (social, economic and 

environmental) – and will comprise four key focus areas: 

namely Local Connection, Body & Mind, Nature Exploration, 

and Gastronomic Journey.

In each location, we will also seek to form strategic external 

partnerships to bring the best of each destination to our 

properties. This will allow each property to tell authentic 

stories and establish new revenue-generating opportunities 

– all while connecting Dusit’s values to our customers in 

meaningful and unique ways. 

Take Dusit Thani Laguna Phuket, for example. Our new 

approach to CX has seen the resort collaborate with a 

community-based tourism operator to provide guided 

tours to local villages; introduce complimentary wellness 

activities like meditation and yoga; arrange trips to an 

animal welfare shelter, and host exclusive dinners with 

renowned guest chefs.

NS: From inner-city hotels to beachside resorts, and small 

interactions to large-scale events, we will make informed 

data-driven decisions to wow our guests and customers 

and ensure they always feel special with Dusit’s distinct 

brand of Thai-inspired gracious hospitality.

We are now developing and creating standards for CX 

group-wide by data-mapping the entire guest journey. This 

will give us an excellent foundation to drive a broader range 

of target markets into Dusit properties – ultimately widening 

our pool of potential customers.
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Are there any other examples of CX in 
action at Dusit that you’d like to share?

NS: Over the past few months, we’ve been trialling several 

concepts in Thailand as part of our CX framework with much 

success. To share just a few – the recurring bi-weekly Sunday 

Brunch at ASAI Bangkok Chinatown Hotel (which focuses on 

experiential wellness activities and workshops in conjunction 

with external partners) has been a big hit with local diners; the 

organic farm experience at Dusit Thani Hua Hin has drawn large 

groups of families coming to meet the resident buffalos; and our 

first large-scale event, Local Feast, also at Dusit Thani Hua Hin, 

attracted more than 1,000 visitors to experience the best of local 

cuisine and live entertainment. Considering the ongoing situa-

tion, this was an excellent turnout, and it suitably demonstrated 

strong customer confidence in the quality and safety of Dusit’s 

offerings.  

Any final words?

TC: The implementation of CX is an ongoing process that covers 

both the physical and virtual aspects of our customer journeys. 

The data-driven frameworks we are creating will give each of 

our properties a strong foundation to increase their competitive 

advantage and maximise ROI by delighting our guests and 

customers on a deeply personal level.  With 80% of customers 

more likely to purchase when brands offer experiences 

personalised to them (see the related research opposite), 

this is a strong position indeed.

NS: I’d just like to add that we’re here to provide as much support 

as possible, and we’re very much looking forward to working with 

Dusit teams around the world to create programming and events 

that help enhance exposure, enrich customer journeys,

showcase Dusit’s brand values, and boost revenue too.

Why Customer 
Experience Matters
8 reasons why CX is key to 
driving business in the new normal

16%

17%

80%

40%

63%

71%

71%

2/3

Consumers will 
pay a 16% price 
premium for great 
customer experi-
ence. (PwC)

Retained customers 
will pay a 17% price 
premium if it means 
getting excellent 
service. (American 
Express)

of consumers are 
more likely to pur-
chase when brands 
offer experiences 
personalised to them. 
(Epsilon)

of consumers are more 
likely to spend more than 
they had planned when 
experiences are highly 
personalised to them. 
(BCG)

of customers say the 
best brands exceed 
expectations across the 
customer journey. (Wun-
derman, via Adobe)

of customers expect 
customer service agents 
already to have informa-
tion regarding their previ-
ous interactions with the 
brand. (Radial)

of people recommend 
a product or service 
because they received 
a “great experience”. 
(Convince & Convert 
Consulting)

CX drives over two-
thirds of customer 
loyalty, more than 
‘brand’ and ‘price’ 
combined. (Gartner, 
via CMSWire)

Source:
 https://emplifi.io/resources/blog/customer-experience
-statistics
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Dusit future-proofs 
group-wide

business with digital 
technology

Accelerated overhaul of legacy core systems and software 
will help to drive efficiency, enhance customer experience, 

increase business resilience, and lay the foundations for 
long-term value creation group-wide. 

Dusit has completed the first stage of its most significant 

technological transformation project to date – including 

investing in the latest cloud-based ERP (Enterprise 

Resource Planning), CRM (Customer Relationship Management), 

and Data Management software to drive group-wide efficiency 

and leverage big data to create exceptional consumer experiences 

and identify new business opportunities to the benefit of all 

stakeholders.

The state-of-the-art cloud-based software Dusit is implementing 

includes SAP S/4HANA, which includes centralised processes 

for everything from finance and accounting to inventory and 

purchasing on a single, unified ERP solution; Microsoft Azure, for 

secure data storage and management; and Cendyn, for efficient 

group-wide CRM. The new ERP system is now live, with the

integrated CRM and Data Management elements set to be

introduced later this year.
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“While investing in such a significant project during 

this uncertain period may seem against the grain, 

to achieve swift post-pandemic recovery we must 

deeply understand the shifting needs of consumers 

and how we can best meet and, most importantly, 

exceed their expectations with our various services 

and products,” said Group CEO, Ms Suphajee 

Suthumpun. “Investment in this area is of critical 

importance so we can collect, collate, analyse, and 

act on big data in the most efficient way possible 

to create the products, services and experiences 

our guests and customers expect and deserve, and 

ensure we maximise every opportunity to generate 

revenue.”

Throughout the pandemic, which has signifi-

cantly impacted Dusit’s core hotel business, the 

company has optimised its operations around 

total revenue generation, rather than cost-cutting, 

and innovated its way through the challenges by 

seeking ways to leverage its existing strengths and 

resources to create additional experience, 

convenience, and value for its guests and customers.

Chief among these efforts has been the introduction 

of four new pillars of Dusit Graciousnes and creating 

new experiences in each of these areas (as outlined 

on page 8).

“Like many other companies around the world, we 

have had to transform our organisation and rethink 

our capabilities to enhance our resiliency and deliver 

not only short-term financial improvement, but 

also long-term value creation through innovation, 

efficiency, and agility,” said Ms Suthumpun. “From a 

product standpoint, we have also had to swiftly yet 

considerately reimagine our services and put the 

infrastructure in place to ensure our hotels and 

resorts can suitably cater to accelerated trends – 

and ultimately achieve long-term success.

“The new real-time, centralised solutions we have 

invested in as part of our significant group-wide 

technological transformation will expedite our 

efforts in these areas, allowing us to deliver the 

value-driven experiences our existing guests and 

customers expect and deserve, efficiently identify 

new market segments, and ultimately position our 

properties for long-term value creation to the benefit 

of all stakeholders.”

Making further use of digital technology, Dusit 

recently expanded into e-commerce by launching 

dedicated stores on the popular LINE Shopping and 

LazMall platforms.

Aimed at consumers in 

Thailand and featuring 

attractive promotions on stays, 

meals and fitness experiences 

at Dusit Hotels and Resorts 

throughout the kingdom, the 

online shops continue Dusit’s 

efforts to establish new sources of recurring domestic 

revenue while the country’s borders are closed to 

international travel.

“While the effects of the pandemic will be felt for 

some time, we firmly believe that travel will come 

back stronger than ever when the COVID-19 

situation improves,” said Ms Suthumpun. “And we 

are confident that our technological transformation 

and new customer offerings will contribute 

significantly to driving short- and long-term 

business, extending our market reach, and cementing 

the competitive advantage of Dusit Hotels and 

Resorts worldwide.”
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