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Abstract

This article examines interorganisational collaboration between tourism organisations. Specifically,
it discusses motivating factors and preconditions necessary for the successful coordination of tourism market-
ing in Thailand. Using qualitative study approach, the researcher explores the dynamics between tourism
related organisations to participate in a collaborative marketing project.

" It was found that tourism managers participated in an event when they perceived mutual benefits to

be gained from the collaborative venture. Personal relationship and social bond were found to be of significant
.factors. The results also strongly indicate that the special nature of tourism industry and product requires
event champions to (a) initiate the project, (b) to clearly articulate the contributions that each participant
needs to make, as well as the benefits to be attained from co-operation. Based on a multidisciplinary approach,
a theoretical framework is established for further research in this area. From the results of this research,
managerial implications for collaborative tourism event pre-planning are established, to assist tourism ma-

nagers develop successful collaborative campaigns.
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