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Abstract
Current trends in mobile technology indicate that organisations are keen to find new ways of
harnessing the craze for increased interaction via smartphones and other mobile devices.
The tourism industry has been slow to innovate in the mobile area, instead focussing on
transferring existing resources (e.g. guidebooks and websites) onto the mobile platform,
despite huge potential for disruptive solutions to increasing tourist interaction. In response to
this gap, this project addresses the issue of designing an interactive game for tourists that
utilises some of the unique strengths of mobile technology. The project establishes an
international collaboration with University of Eastern Finland, with knowledge transfer
through one researcher visiting Naresuan University to contribute to the project. The concept
of “gamification” is concerned with applying game design principles (such as accumulating
scores and badges, giving users rewards, and encouraging competition between friends) to
non-game domains. Our work explores the promising new direction for the use of
“gamification” in tourism. The aim of this project is to develop the ideas and technology in
order to run a full-scale evaluation on tourists in the lower north of Thailand. The project has
two main objectives: a) applying “gamification” techniques to design and develop engaging
mobile applications for tourists; and b) evaluating the tourist’s experience and potential for
boosting tourism.
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Background
Particularly in Thailand, but also in other parts of the Asian region, the travel and tourism
(T&T) sectors contribute a large share to total GDP and generates a large share of jobs
when compared to the worldwide average [1]. In the lower north of Thailand which is
traditionally a rice farming region, tourism can boost income for the local area and, if
managed well, improve the quality of life of the locals. The lower north’s wide variety of
heritage attractions, from ancient cities in the west to mountains in the east, is highly
relevant to both domestic (Thai) and international tourists [2]. But in general, this area
benefits less from tourism than other areas of Thailand.
In order for areas such as the lower north to benefit more from tourism, the focus of research
is on potential innovations for tourism with a particular emphasis on new ways to engage
tourists. Using technology is one way forward, which if used correctly could be a tool for not
only promoting tourism to potential visitors, but also engaging more tourists during their visit.
In this area the most exciting and innovative research is on serious games for tourism, which
have educational objectives such as cultural awareness, historical reconstruction, and
heritage awareness [3]. Researchers in Finland, whose work involves connecting users to
local history at open-air museums, have defined “Hypercontextualised Learning Games” [4].
Their approach promotes engagement because the game is rooted in historical facts and
real world details that “encourage the players to discover the historical location where the
game is being played”.
The solution, presented in this report, takes some inspiration from the research on hypercontextualised learning and serious games combined with local expertise and local skills.
The outcome has been a completely new framework that has been applied to the World
Heritage site of Sukhothai and its surrounding area, as well as to a length stretch of Route
12 from Phitsanulok to Phetchabun. The evaluation has demonstrated that the framework
can contribute positively to engage tourists in a way that supports Thai history, culture and
values.

References
[1] World Travel & Tourism Council (WTTC). The 2014 Travel & Tourism Economic Impact Report:
Asia Pacific. http://goo.gl/I7p0tn
[2] Maurizio Peleggi. National heritage and global tourism in Thailand. Annals of Tourism Research,
Vol. 23, No. 2, pp. 432-148, 1996.
[3] M. Mortara et al. Learning cultural heritage by serious games. Journal of Cultural Heritage, Vol. 15,
pp. 318–325, 2014.
[4] C.I. Sedano et al. Hypercontextualized Learning Games: Fantasy, Motivation, and Engagement in
Reality. Simulation & Gaming, Vol. 44, No. 6, pp. 821-845. 2013.
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Personal Reflection
A little over 12 months ago, we set out to “explore the promising new direction for the use of
gamification in tourism”. In this time, we have travelled a long way in understanding etourism, and discovered a great deal about making an educational mobile game as a
platform for engaging tourists. Now that the game has over 500 players, a number of
positive reviews and encouraging feedback through 100 survey participants, we have
gathered sufficient evidence to report the significance of this work.
In the early stages of the project, we narrowed the scope to focus on Sukhothai Historical
Park and only Thai tourists. But after some initial success, and seeing the potential for
increasing the scope, we developed a 2nd mobile application for Route 12 (Phitsanulok and
Phetchabun) and we built a multi-language platform supporting Thai and English in order to
have a greater impact.
Apart from the direct impact on tourism in the local area, this project has had a secondary
output that is to build the capacity of the team at Naresuan University to undertake mobile
application development. From graphic designers, to programmers, to the marketing team,
this project has significant increased their skills and confidence.
I am convinced that we have made a big step forward in unlocking a new dimension to
tourism that can be applied in other areas of Thailand and across the world.
Antony Harfield - Project Leader

!
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Product Information
Try one of our 2 apps, available on Android and iPhone.

Sukhothai Adventure

!

!
www.mobcomlab.com/get/sukgame

Exploring Thailand's ancient capital city of Sukhothai is more exciting than ever!
Join us in the “Sukhothai Adventure” to rediscover the Siam of 800 years ago. Learn about
the history while having fun travelling around Sukhothai Historical Park and the local area.

Route 12 Adventure

!

!
www.mobcomlab.com/get/route12game

On the road from Phitsanulok to Phetchabun? Take the Route 12 Adventure to explore the
sights along the way. Complete quests with your knowledge of the local area to earn points.
With each success, a new location is uncovered on the Route 12 map.
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Project Objectives
i.
ii.

Apply “gamification” research techniques to design and develop a mobile application
for tourism.
Evaluate the potential for the proposed method to boost tourism in Phitsanulok and
surrounding provinces of Sukhothai and Phetchabun.

Project Benefits
The project will have an impact on the local area as follows:
i.
ii.
iii.

Increase visits to smaller and less known places of interest in and around
Phitsanulok (including local products and businesses).
Educate tourists by providing more local information and further cultural/historical
background through mobile technology.
Raise awareness among local people regarding the potential for mobile technology.

The project will contribute to international research as follows:
i.
ii.
iii.

Provide case studies to supplement existing research into the gamification of
tourism.
Propose a framework and methodology for developing innovative mobile technology
for tourism.
Evaluate the effectiveness of gamification on mobile technology in an Asian/Thai
context.
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Part 1: Developing a mobile game for tourism

1.1. Introducing the ETWG Framework
The main output of this project is a framework that can be applied to develop a game for
tourism at locations around Thailand and abroad. The ETWG Framework (“Engaging
Tourists With Games” Framework) describes the complete process from designing the game
through to launching and analysing player engagement.
The ETWG Team are the people involved in the ETWG Framework, consisting of:
i.
Content Curators. Responsible for collecting historical, cultural, and architectural
knowledge at locations, which might include maps, photographs and textual
information.
ii. Game Designers. Responsible for creating a series of “quests” (or challenges) from
the curated content and for adding the quests to the ETWG Platform. They will
specify what places will be used, the logic (or order) of the game and the points/
trophies that will be available to players.
iii. Mobile App Developers. Responsible for customising the Mobile App Template to the
requirements of the Game Designer. Produces an iPhone App and an Android App.
iv. Marketing Team. Responsible for publishing the game on the App Store and Google
Play and advertising the game to potential players via social media and on location.
v. Analyst. Responsible for monitoring player data and giving feedback to the ETWG
Team on possible improvements to the game.
The ETWG Platform is the cloud service that supports the ETWG Framework, consisting of:
i.
Location information. The name, description, photograph and coordinates of each
location in the game.
ii. Game resources. The data required for each quest, including questions, answers,
photographs, maps, etc.
iii. Game logic. The order of the locations, the quests associated with each location and
the points/trophies that will be awarded.
iv. Player data. The profiles (name, country, picture) of all the players, the quests that
they have played, the points that they were awarded and the trophies they have won.
Also includes the leaderboards for all players and by country. This data is all
generated by the players when the play the game via the mobile app.
Other resources required for the ETWG Framework:
■ Google Play Developer Account to publish your Android apps.
■ iOS Developer Account to submit your iPhone app to the Apple review process and
publish.
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1.2. Using the ETWG Framework
The process of the ETWG Framework consists of 8 stages, as illustrated in Figure 1.
Gather content
The first stage of the process is for the Content Curator (with support from the Game
Designer) to gather content that can be used within the game, such as maps and
photographs, as well as historical, cultural, and architectural facts. The collection of
information will be mostly be performed at the tourists attractions, but can also draw
on existing bodies of information (e.g. Tourism Authority of Thailand). It may involve
interviews with tour guides and coordination with local stakeholders (e.g. museum
owners, historical park directors).
Design game
With a sufficient body of content, the Game Designer can arrange the content for the
design of a game. The Content Curator will be involved in supporting the Game
Designer and provide further content if required. The output of this stage is a series
of “quests” (or challenges) will be created on the ETWG Platform in the cloud. The
Content Curator will act as a verifier that the quests are correct and suitable for Thai
and Foreign tourists.
Create mobile app
Once the content is setup on the ETWG Platform by the Game Designer, the Mobile
App Developers can design and implement the mobile application on Android and
iOS. The Mobile App Template (described below) speeds up development time. A
newly implemented Android or iOS app might take up to 6 months, but the template
can reduce the development time to less that 1 week. The output of this stage will be
an Android app and an iOS app.
Publish
The Marketing Team will prepare the Android app and the iOS app for publishing on
the Play Store and the App Store respectively. Descriptions, screenshots, videos and
translations for other languages are submitted together with the app. For iOS, the
app must pass Apple’s review process before it will appear on the App Store.
Promote
After publishing, the Marketing Team can promote the games to tourists at the
attractions (e.g. using posters or leaflets, sponsoring or taking part in local events).
They can also use other channels such as social media and online advertising to
extend the reach of the game and find new audiences (e.g. try to reach potential
visitors before they arrive at the attraction).

!10

Play
Tourists will download the app on their Android or iOS phone, register as a player
and start the tutorial inside the app to begin playing. Play can begin either at home or
on location. As play begins and quests are completed, new quests and nearby
attractions will be unlocked.
Collect data
As tourists play and complete quests, the player data is recorded in the ETWG
Platform. Players can see their own scores and the scores of their friends and others
at their current location. This feedback to the player gives encouragement that can
lead to further play and new locations being unlocked.
Analyse
The collected data is valuable in understanding the behaviour and interests of
tourists. Back at the office, the Analyst can monitor the number of app downloads,
the amount of time spent in the game and the number of quests completed or points
earned. Such insights can be used for improving the game or for reporting on the
value of the game to key stakeholders. Over time, the value of the game to local
tourism will become evident.

!11
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1.3. Mobile App Template

!

The Mobile App Template is a ready-made app that enables the programmers to quickly
produce an Android app and an iOS app that contains the following game features: a) player
registration; b) tutorial on how to play; c) a quest map; d) 6 types of quests; e) leaderboards;
f) history. The template speeds up development time because developers can focus their
effort on customising the graphics and look of the app. For example, the welcome screens of
Sukhothai Adventure and Route 12 Adventure are shown in Figure 2.

!
Figure 2. The Mobile App Template customised with content for two different games.

!13

1.4. Summary of completed activities (part 1)
Activity 1.1. Preparation (16/12/2013-15/01/2014)
■
■
■
■

Liase with key stakeholders by holding meetings with Sukhothai Historical Park,
Muangkao District Office, Tourism Authority of Thailand, etc.
Visiting researcher, Dr. Carolina Sedano Islas, came from University of Eastern
Finland to take part and advise the direction of the project.
Existing mobile applications developed by MCL were evaluated as a source of data
and guidance for the current work.
Presentation of one month report

Activity 1.2. Game design (16/01/2014-15/03/2014)
■

■
■

The location was selected for the game to be Sukhothai Historical Park and
surrounding community of Muangkao District. This was based on the rich history and
density of attractions that are easily accessible by a large number of tourists.
The content for the game was drafted and storyboards drawn up, first on paper and
later digitally, which included both game content and application structure.
Final game design, ready for implementation

Activity 1.3. Develop infrastructure (16/03/2014-15/04/2014)
■
■

■
■

A database was designed and implemented for storing the 4 types of data outlined in
the ETWG Framework
The service-oriented architecture (SOA) was designed and implemented so that the
ETWG Framework could support multiple games (e.g. Sukhothai Adventure and
Route 12 Adventure) on multiple mobile platforms (e.g. iOS and Android).
The ETWG Framework was designed for recording usage data for further analysis,
as discussed in part 2 of this report.
Mechanisms for offering users the opportunity to participate in the survey and
experiment were set up using Facebook.

Activity 1.4. Implement the game (16/04/2014-15/02/2015)
■
■

The graphics for the mobile application were produced, a prototype was built as an
iPhone app, and testing was undertaken to obtain user feedback.
A final iPhone app and a final Android app where produced, and published on App
Store & Google Play.

Activity 1.5. Launch event (16/02/2015-07/03/2015)
■

Preparations were made for the launch event to promote and educate about the
applications (discussed in Part 2).
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Part 2: Evaluating a mobile game for tourism
2.1. Introduction
The purpose of evaluating the ETWG Framework is to confirm or reject the benefits
proposed at the beginning of the project. Here we focus on the benefits to the local area, as
outlined earlier in the report:
i.
ii.
iii.

Increase visits to smaller and less known places of interest in and around
Phitsanulok (including local products and businesses).
Educate tourists by providing more local information and further cultural/historical
background through mobile technology.
Raise awareness among local people regarding the potential for mobile technology.

2.2. Method
In order to evaluate the above benefit to the local area, two separate evaluations were
performed.
A. App Usage Method
The ETWG Framework was designed with evaluation as a central component. All player
data is collected from the game, which consists of:
■ The points scored by each player from every quest, including the date and time the
points were achieved.
■ The number of quests completed for each player, for each place.
■ The number of places passed for each player.
Furthermore, we collect the following anonymous data (in order to protect player privacy):
■ The screen views by user (but the user identity is not recorded)
■ The duration (in time) of the screen view and the overall time in the application
■ The language of the user’s phone
The player data was collected since 1st November 2014 for the Sukhothai Adventure
application. The player data represents a complete data set of the app usage for all players
since it was launched.
The anonymous data was collected later after an initial period of use. It only covers Android
users since February 2015, but it can be considered as a representative sample of the
actual app usage.

!15

B. Survey Method
The purpose of the launch event on 7th March 2015 was partly for promoting the game, but
also to evaluate its potential to benefit the local area. We conducted a survey at the entrance
to the Sukhothai Historical Park that consisted of 3 stages. First, we recruited participants at
entrance and the nearby ticket office, asking them to download and play the Sukhothai
Adventure game. We assisted them in the download process and any registration issues.
Next we invited the recruits to go enjoy the park and the local area while using the game,
asking them to return before 5pm. For incentive, we prepared prizes for players who scored
over 100 points. Finally, when the player returned we asked them to complete a
questionnaire in order to receive their prize.
Following the one day launch event, we transferred the survey to social media and
continued to offer prizes and collect questionnaires via the Sukhothai Adventure Facebook
page, up until the end of April 2015. During this second period, recruits were able to play the
game either at the park or elsewhere.
The questionnaire consisted of 3 parts:
■
■

■

“Background”, including the gender, age, country, and level of education of
participants.
“Visiting Sukhothai”, to identify how many times the participants have visited
Sukhothai, who they visited with, how many people were in their group, how many
played the game and how many hours they visited.
“Playing the Game”, to identify what device they used (Android or iPhone), how many
points they achieved, their likes and dislikes, their opinions and their satisfaction on
the technical use of the app, the game content, and their learning outcomes.

2.3. Usage Results
From the usage data of Sukhothai Adventure, there were a total of 621 players. First let’s
consider the demographics of the players. From the player data shown in Figure 3 it can be
observed that a high majority of these players originate from Thailand. The language of the
devices used are mostly Thai, but there are clearly some people from Thailand who are
using their devices in English. Considering little effort was made to advertise the game to
international tourists, there are a number of non-Thai players (mostly from U.S.A. or U.K.).
There was a small number of Chinese-speaking players even though the app was not
localised for Chinese language (which was recommended as the next possible language to
develop by stakeholders in the historical park).

!16
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!
Figure 3: Players’ country of origin (left) and device languages (right)

Most of the player registrations occurred around the launch event. Figure 4 shows that
during the launch event week (03/03/2015-09/03/2015) there were 192 players joined the
game. There were also a lot of registrations during the following week, perhaps due to news
and TV coverage (discussed later). During the 6 weeks following, approx. 20-30 players
were joining the game per week.

!
Figure 5: Number of player registrations by week

!17

After players register, it is important to understand how much time they spend in the game.
The results from the anonymous data (sample) shown in Figure 5 indicate that the average
user spends around 11 minutes in the game every time they open it. Furthermore, the
average number of screens visited per session is 38. These figures indicate that each time
the player opens the app, they play a significant amount. Another encouraging figure is that
over 60% of the sessions are returning users, meaning that many players come back to play
again and again.

!
Figure 5: Android users, sessions, and new vs. returning users

If we look deeper into the session duration (as detailed in Figure 6) then there are both
positive and negative results. Many users are spending a lot longer than 11 minutes, with a
number of users spending up to an hour using the app in a single session. The bad news is
that there are a lot of users who spend less than 1 minute in the app. Reasons for this might
be that they don’t want to register or that they have a problem starting the game.

!
Figure 6: Session durations

The fact that users are being lost before starting to play the game is also evident in the
player data. From Figure 7, 22% (139 out of 621) of players never score a point, and 36%
(222 out of 621) don’t get past 50 points. This certainly indicates that the registration and
tutorial process could be improved, in order to convert more first time players into long term
players. Reasons for this might be that the tutorial is not easy enough to understand, or that
the initial quests are too difficult. These insights are a significant benefit of the ETWG
Framework, that negative results can be observed and that a game designer can work on to
improve the experience for future players.
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!
Figure 7: Number of players achieving points by points range

Figure 7 indicates another trend, that there is no “drop off” after 100 points. Meaning that, if
a player reaches 100 points then they are more likely to continue beyond 150, 200 or 250
points. This trend is even more striking in Figure 8 which shows the number of places that
are completed. Specifically, 21% (128 out of 621) of players passed all the places (which
means that they completed at least 4 out of 6 quests on every place). The “drop off” was
minimal after completing 3 places. Meaning that, if a player passed 3 places then there is a
good chance they would pass all the quests in the game. In the games industry, this would
be known as “getting players hooked”.

!
Figure 8: Number of players by how many places passed
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A final observation would be to look at which places were most popular. This is difficult to
quantify because the availability of each place depends on the order of the places that a
player passes. Generally, the places further right in Figure 9 are deeper into the game,
hence they have fewer completed quests. However, the results are not completely linear and
an interesting outcome is the popularity of Sangkhalok Ceramics. This would be considered
a less commonly visited attraction amongst tourists, but it appears to have generated almost
as many completed quests as the most popular temple ruins. The next question would be:
can the game cause increased interest in a less known attraction?

!
Figure 9: Number of completed quests by place
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2.5. Survey Results
The questionnaire was available in Thai and English. There were a total of 110 participants,
of which 106 were Thai and 4 were non-Thai (from U.K., Spain and Myanmar). Table 1
shows the demographics of the participants, with the majority of participants in the 19-24 or
25-35 age range.

Participants

%

Male

44

40.0

Female

66

60.0

Up to 13

1

0.9

14-18

4

3.6

19-24

47

42.7

25-35

31

28.1

36-49

16

14.6

50+

11

10.0

High school

24

21.82

Undergraduate

66

60.00

Masters

13

11.82

7

6.36

Gender

Age

Level of education

PhD

Table 1: Demographics of survey participants
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The next section is about the participants’ visit to Sukhothai. From the data in Figure 10, the
participants are regular visitors, with ~60% of the participants having visited at least 5 times
(left pie chart). Also, the most common length of time spent in the park of the participants is
1-2 hours.

!

!
Figure 10: Number of previous visits and time spent at Sukhothai

!

The majority of participants visited Sukhothai with their friends and more than half of those
not visiting alone were in a group of 4 or more people, as shown in Figure 11.

!
Figure 11: Who the participants came with and how many people in their group

Next, the evaluation is concerned with participants interaction with the game. Of the 110
participants, slightly more used Android compared to iOS (see Figure 12). Only about 10%
of the participants used a tablet device (Android tablet or iPad). Despite the threshold for
receiving a prize being 100/150 points, it is encouraging to see that a high number of
participants achieved over 200 points (shown in Figure 13). We can infer that participants
were not just playing for the prize, but that there was another factor that kept them playing
deeper into the game. This confirms the earlier result in Figure 8 that after completing 3 or 4
!22

quests, there is a high chance that players would complete all the places. Furthermore,
Figure 11 shows equal proportions of Android and iOS users at most points ranges, so both
platforms were equally successful at retaining players to complete the game. When
participants were asked on the suitability of the length of the game, 81% agreed that the
game was “about right” in length (see Figure 14).

!
Figure 12: Mobile device used by participant

!
Figure 13: Points achieved breakdown by mobile device

!
Figure 14: Participant opinion on suitability of game length
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In order to assess the participants satisfaction with the game, they were asked to rate their
level of agreement with different statements, as presented in Table 2. From a technical point
of view, participants agreed that the game was easy to learn how to play, it had a good
appearance and it was easy to use. On the content side, there was a mixed response to “the
questions were too difficult”, which we are not sure if the participants felt the questions were
too difficult or not. The strongest answer of all was “I learnt something new about Sukhothai”
which is the best result, confirming our hypothesis that games have significant potential as
educational tools. On average, most of the positive statements received between “agree”
and “strongly agree”.
Statement

Agreement (avg)

Technical statements
The app was easy to begin and learn how to play

3.98

The app has a good appearance

4.34

The app was easy to use

4.30

Content statements
The questions were too difficult

2.90

There is enough content in the app

4.10

Learning outcome statements
I learnt something new about Sukhothai

4.38

I discovered a new place with the app

4.25

The app distracted me from enjoying the area

2.60

The app made me want to stay longer at Sukhothai

4.23

Table 2: Average agreement scores on statements of satisfaction (1 = disagree, 5 = agree)

Finally, there was 5 questions in the questionnaire which were open for participants to
answer freely. Not all the responses are shown here, but the most common answers are
discussed. Participants responded that they liked the “variety of game types”, “inspiration to
find new places”, “makes visiting more fun”, and the “graphics, colours and UI”. Participants
responded that they disliked the “difficulty level (too difficult for children)”, “some misspellings
and incorrect answers”, and “app crashes”. Some of these problems have already been
corrected following the launch day. When participants were asked what they learnt from
playing the app, they answered mostly that it was “historical knowledge” or “knowledge of
Sukhothai” that was gained. Other problems that participants found were that they “cannot
find the place for checking in” and that the “internet was too slow”. There were a
considerable number of suggestions, particularly asking for more places and more quests,
new games and new locations. Overall there were considerably more positive comments
than negative ones. From the survey results it suggests that overall satisfaction with the
game was high.
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2.6. Evaluation summary
With reasonable levels of app usage of over 600 users and high levels of satisfaction in over
100 survey participants, the evaluation has covered a large sample of potential game
players with positive results. There is sufficient evidence to suggest the benefits to the local
area were achieved.
The first proposed benefit to the local area was increase visits to smaller or less known
places of interest. From the satisfaction in the survey, there was strong agreement that the
game helped the participants to “discover a new place” and to “stay longer at Sukhothai”.
From the app usage, we found that less commonly visited places like “Sangkhalok
Ceramics” were popular within the game, suggesting that the game can be used to drive
tourists to new areas of Sukhothai that they might not otherwise have explored.
The second proposed benefit to the local area was to educate tourists by providing more
local information and further cultural/historical background. The results strongly show,
particularly in the survey satisfaction, that players gained historical knowledge and learnt
something new while playing that they might not otherwise have known.
The third proposed benefit was to raise awareness among local people regarding the
potential for mobile technology. One surprising outcome of the launch day was that we
had a number of local people, including shop owners, tour guides, security guards and taxi
drivers, who were not only interested in the app but also downloaded the app and played it.
This game was something new that captured the attention of both tourists and local people.
More effort could be made to continue to raise awareness of this use of mobile games, and
the Sukhothai Historical Park and Muangkao District Office have expressed interest in
running more events in the future.

!
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2.7. Summary of completed activities (part 2)
The following completed activities were outlined in the proposal.
Activity 2.1. Evaluation of app usage (08/03/2015-06/04/2015)
■
■

Collected data on app downloads and app usage from Google Analytics.
Analysed app usage to identify strengths/weaknesses of the ETWG Framework.

Activity 2.2. Evaluation of survey (08/03/2015-06/04/2015)
■
■
■

Designed a survey for tourists who used the Sukhothai Adventure game.
Collected data by questionnaire at Sukhothai Historical Park and via Facebook.
Analysed survey results.
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Part 3: Publicity and Events
3.1. Downloading the application
Sukhothai Adventure mobile applications are now available for free download in both iOS
and Android version as the link below.

!
iOS version: https://itunes.apple.com/us/app/sukhothai-adventure/id939167087?mt=8

!
Android version: https://play.google.com/store/apps/details?id=com.mobcomlab.sukgame
!27

3.2. Events
During 2nd-5th February 2015, Sukhothai Adventure mobile application was selected to be
one of the inventor’s product for demonstrating in the Thailand Inventors’ Day 2015 event at
Muangthong Thani, Bangkok, Thailand. This event was organized by the National Research
Council of Thailand (NRCT). We set up the booth and demonstrate the application to
audiences. Pictures of the event are shown below.

!

!

!
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Later in February, we went to the Muang Khao district municipality office to discuss the
possible date and location that we could set up the official launch event for Sukhothai
Adventure application. A great warm welcome and discussion, we then got a date and great
helps from the Muang Khao district municipality office.

!

!
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3.3. Launch and media reports
Sukhothai Adventure application was launched officially on Saturday 7th, March 2015, at
Sukhothai Historical Park. This event was accomplished with the cooperation of Muang
Khao district municipality office, Sukhothai Historical Park, The Thai Research Fund (TRF),
Area-Based Collaborative Research Phitsanulok and Naresuan University, Phitsanulok.
There were some press media which published our work as follows:
1. Manager Online newspaper on Sunday 8th March 2015
http://www.manager.co.th/Local/ViewNews.aspx?NewsID=9580000027253

!

!
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2. National News Bureau of Thailand (NNT) on Saturday 7th March 2015
http://thainews.prd.go.th/centerweb/News/NewsDetail?
NT01_NewsID=TNICT5803070010001

!
3. VOICE TV21 on Sunday 8th March 2015
http://news.voicetv.co.th/thailand/176433.html

!
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4. Naewna Newspaper on Sunday 8th March 2015
http://www.naewna.com/local/148101

!
5. Naresuan University News on Wednesday 8th April 2015
http://www.nu.ac.th/th/news_view.php?n_id=7925&action=view

!
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6. Thaivisa news on Monday 9th March 2015
http://news.thaivisa.com/thaivisa-news/sukhothai-adventure-app-launched/36879/

!
7. Thai travel news on Sunday 8th March 2015
http://www.thaitravelblogs.com/2015/03/smartphone-app-to-help-explore-sukhothai/

!
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8. Monday 2 Friday (M2F) news magazine on Monday 9th March 2015

!

9. Sukhothai Adventure Facebook page
https://www.facebook.com/SukhothaiAdventure

!
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During early 2015 when we were testing the Sukhothai Adventure app, we were given the
opportunity to try the ETWG Framework for another location, from Phitsanulok to
Phetchabun. This was in coordination with the Area-Based Collaboration project called
“Seasons Change, Route 12”.

!
iOS: https://itunes.apple.com/us/app/route-12-adventure/id964900453?mt=8

!
Android: https://play.google.com/store/apps/details?id=com.mobcomlab.route12game
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On 12th-13th February 2015, Route 12 Adventure mobile application was officially launch at
the joint event of “Season Change @ Route 12 Winter to Remember” at Khao Kho,
Phetchabun. It is the event to launch and unseen route 12 book which is a research work by
Assoc.Prof.Dr. Jirawat Phirasant, Naresuan University, Phitsanulok. The event was
organized by The Thai Research Fund (TRF), Area-Based Collaborative Research
Phitsanulok and Naresuan University, Phitsanulok. We set up a booth to promote the
application as the pictures shown below.

!

!
A press from MCOT (Channel 9) came to interviewed us about application and it was
broadcasted on February 24th, 2015.
https://youtu.be/WaDPSA_L-AU

!

!
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Conclusion
A year of building tourist games
The ETWG Framework is introduced as an approach that has successfully been applied to a
game for Sukhothai Adventure and Route 12 Adventure. The two games are significantly
different, one located in a World Heritage site covering several kilometers, and the other
spread across over 100km from city to countryside. The evaluation shows evidence that the
ETWG Framework was successful in engaging tourists and could be applied to other areas
of Thailand as a technique for boosting tourism in the local area.
What next for games and tourism?
Our results suggest that tourism is ripe for innovation with mobile technology. Both
Thailand’s domestic tourists and international tourists are equipped with mobile devices, and
able to use mobile apps to support their travel activities. While there is a wealth of valuable
information for the tourist, we think that innovators need to think beyond the traditional
“tourist information” mentality and begin to look at ways to engage tourists in new ways. By
combining game techniques with tourism, the two apps developed during this project show
that mobile technology is able to offer a unique new experience to tourists. The ETWG
Framework is one possible method that can be explored further. The next steps would be to
focus on improving the content quality and quantity, increasing the number of players
through marketing and working with organisations and businesses to maximise the benefit to
the local area.
Creating value through mobile games
The value of games is that they increase enjoyment for individuals and that the competition
element of games can lead to greater interaction between friends and family. This project
has also shown that there is an educational value in the games for tourists, particularly at
rich heritage locations such as Sukhothai. Beyond the direct ‘enjoyment’ or ‘educational’
value to tourists, the results support the hypothesis that games offer a unique opportunity to
engage tourists for longer periods at a particular location or attraction and to open the
possibility for tourists to discover a wider variety of locations and attractions. Thus, games
create value to the tourist locations by increasing tourist engagement, which will increase
business in the local area and lead to more opportunities in the local community. They can
also help distribute tourists more sparsely between a larger number of locations, which
creates value by limiting the effect of overcrowding at popular locations, and sharing the
benefits of tourism at lesser known locations. Even a relatively quiet area of Thailand such
as Phitsanulok is plentiful in attractions and games could be one technique to encourage
tourists to explore more of the relatively “unseen”.
The ETWG Framework is our solution to creating value on each of these levels, for tourists,
for attractions, and for the local community whose livelihoods depend on the value of
tourism.
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