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GROWING IN UNITY – 
THE LUANGAMORNLERT 
FAMILY’S RIDE 
THROUGH CHALLENGES

Chirawan Diskul was assessing the 

Expenditure Reports of Siam Park City 

at her oice in Bangkok in October 
2018 in preparation for the company’s 

management meeting that afternoon. She 

was contented to know that the theme 

park was now on a path of growth. Siam 

Park City had gone through a challenging 

phase during the Asian Financial Crisis 

but managed to sail through the turbulent 

times. Chirawan attributed this turnaround 

to the sheer resilience of the founder, 

her father, and the close-knit relationship 

shared by the family members who ran the 

business. 

Siam Park City was established in Bangkok 

by Chaiwat Luangamornlert. It was the irst 
theme park to be set up in Thailand, the 

outcome of Chaiwat's dream project after 

his visit to a theme park in Europe in 1975. 

The irst phase of Siam Park City, featuring 
a water park, was opened to the public in 

1980. Over the years, the attractions at the 

park had grown to include various other 

rides, global events and festivals. 

Since its launch, the company had been 

through various highs and lows, but its 

lowest was during the Asian Financial 

Crisis in 1997 when it went through severe 

inancial diiculties and had a case of 
bankruptcy iled against it. The theme park, 
like most others, had required several 

million dollars to build. The second phase 

of the construction of the park had just 

started in 1997 and Chaiwat had taken 

substantial loans from local banks to 

execute the project. However during the 

inancial crisis, local banks reneged on their 
loan obligations. The company’s primary 

lending bank decided to pull back on its 

debt contract. Nevertheless, Chaiwat was 

ready to bite the bullet to keep his dream of 

Siam Park City alive. He sold land from his 

property business and other investments 

to meet the bank's payment requirements. 
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Chirawan, a school student at that time, 

recollected the stress her father and the 

rest of the family had gone through during 

the crisis period. Her older brothers had 

just joined the company then to help their 

father, and managed to keep Siam Park City 

operational. Through the reliance on their 

strong and deep emotional bonds, the 

family managed to keep the company aloat 
through the trying times. Other family 

members, such as her sister-in-law, also 

stepped in to help run the business. 

By 2016, the net proit margins (see Exhibit 

1 for Siam Park Revenue and Proit) of the 
park had changed dramatically as Chaiwat 

recognized the need to attract more 

international customers and hence set 

about implementing new plans to expand 

the oferings at the park. In February 
2018, Chaiwat announced the new project 

'Bangkok World', which aimed to enhance 

the consumer experience within the theme 

park premises by providing a unique retail 

shopping experience to the visitors. The 

project was expected to dramatically grow 

the number of visitors to the park and 

was scheduled for completion within the 

next three years. Chaiwat also announced 

plans to sell the company stock after the 

completion of the new project. 

Over the decade, as Chaiwat had grown 

older, his children had taken charge of 

the business. Chaiwat’s older son had 

assumed the position of President of 

the company, while the younger son and 

daughter served as the Managing Director 

and Vice President respectively. Each of 

the siblings had diferentiated roles and 
responsibilities. There were other family 

members in the company management as 

well, who focused on areas of management 

that they were naturally inclined towards. 

The success of her family business had 

been a consistent source of pride for 

Chirawan. Now, with the new project in 

full swing, she contemplated how her 

family could continue to tap on its strong 

bonds to complete the project and propel 

further growth for the organisation, while 

maintaining the company’s vision and its 

founder’s key principle of afordability. 
Moving on, how could they attract more 

foreign tourist visitors to their park?

1 US$1 = Thai Baht 37.91, 
conversion rate annual average 
for 2006. US$1 = Thai Baht 
32.39, conversion rate annual 
average for 2007. US$1 = Thai 
Baht 32.99, conversion rate 
annual average for 2008. US$1 = 
Thai Baht 34.32, conversion rate 
annual average for 2009. US$1 = 
Thai Baht 31.71, conversion rate 
annual average for 2010. US$1 = 
Thai Baht 30.48, conversion rate 
annual average for 2011. US$1 = 
Thai Baht 31.07, conversion rate 
annual average for 2012, US$1 = 
Thai Baht 30.71, conversion rate 
annual average for 2013. US$1 = 
Thai Baht 32.48, conversion rate 
annual average for 2014. US$1 = 
Thai Baht 34.25, conversion rate 
annual average for 2015, US$1 = 
Thai Baht 35.29, conversion rate 
annual average for 2016, US$1 = 
Thai Baht 33.92, conversion rate 
annual average for 2017, www.
ofx.com.

EXHIBIT 1: REVENUE AND PROFIT 2006 - 2017

Number of 
Customers 
(Headcount)

Door Tickets 
revenue 
(mTHB)1

Total Income 
(mTHB)

Expenses 
(mTHB)

Gross Profit 
(mTHB)

2017 868,449 180.8 410.3 407.2 3.1

2016 934,481 194.9 427.1 425.1 2.0

2015 940,699 193.5 453.4 440.7 12.7

2014 975,514 209.3 473.1 442.5 30.6

2013 1,175,154 234.4 502.1 441.3 60.8

2012 1,223,366 254.3 489.1 414.6 74.5

2011 965,696 182.2 335.6 324.1 11.5

2010 1,099,809 131.5 377.9 337.0 40.9

2009 1,005,138 133.8 285.5 285.1 0.4

2008 912,468 93.8 221.4 269.5 -48.1

2007 1,300,501 100.0 266.5 241.6 24.9

2006 1,351,505 67.2 225.9 177.6 48.3
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Theme Parks 
Theme parks played a vital role in the 

tourism industry, as they were often 

the key motivators for tourists in many 

destinations. Theme parks typically 

emphasised one dominant theme around 

which the architecture, landscape, rides, 

shows, food services, costumed personnel, 

retailing, etc., were orchestrated. Most 

theme parks around the world were 

developed, targeted and managed by 

big corporations with Siam Park City 

standing out as the exception since it was 

founded from scratch by Chaiwat as an 

entrepreneur. 

The concept of theme parks had gained 

global prominence after the establishment 

of Walt Disney’s Disneyland in 1955. 

Thereafter, the theme park market 

worldwide had grown dramatically. The 

largest global theme park operators were 

concentrated among few companies that 

controlled a majority of the global market 

share: Walt Disney Parks & Resorts (35%); 

Merlin Entertainment Group (16%); and 

Universal Parks & Resort (10%). Smaller 

regional operators such as OCT Parks 

China, Six Flags Inc. and Parques Reunidos 

represented an additional 7% each.2

In Asia, the irst theme parks were opened 
in Japan, followed by South Korea and 

Hong Kong. Thailand had been the fourth 

Asian country to develop a theme park 

with Siam Park City starting the trend in the 

country. By 2016, the global distribution 

of market share (in terms of attendance) 

of the industry had grown to 42% in North 

America, 36% in Asia, 18% in Europe, and 

4% in Latin America. Annual theme park 

attendance growth was most signiicant in 
Asia, at over 7.5% per year. The region was 

considered the largest theme park market 

for the new millennium. Several Asian cities 

like Bangkok, Singapore and Kuala Lumpur, 

wanted to become ‘tourism hubs’, and 

theme parks were central to those plans.3

Theme Parks in Thailand

Although Siam Park City was the irst 
theme park in Bangkok, there were other 

parks in the city that had sprung up over 

the years. Dream World had opened 

its doors in 1993 – the theme park had 

segregated entertainment areas such 

as Dream World Plaza, Dream Garden, 

Fantasyland and Adventure land. Safari 

World was another theme park in Thailand 

that had started operating in 1988. 

Located in Bangkok, it was primarily a zoo 

with shows for the public. Another park, 

Fantasia Lagoon, was a relatively large and 

attractive water park built on the roof of 

The Mall Bangkok. This was much closer to 

Bangkok city as compared to Dream World 

and Siam Park City, but not as popular 

with tourists. Kidzania, a Mexican chain of 

family entertainment centres was the latest 

addition to Bangkok’s thriving theme park 

market. 

However, most of these theme parks 

did not combine amusement with a 

shopping experience for their visitors. 

The Luangamornlert family believed that 

selling merchandise to theme park visitors 

had great potential for further revenue 

growth. A megaproject called “Bangkok 

World” was proposed to expand Siam Park 

City to include theme park entertainment, 

retail shopping, restaurants and other 

shopping experiences - all under one roof.4 

Bangkok World would be known as a “city 

of cultures” where guests would be able to 

experience famous attractions of Bangkok 

and other places in Thailand in a setting 

that used replicas of old Bangkok buildings 

in a very modern park. It would also ofer 
dining and shopping options for visitors. 

The project also entailed provision of local 

shopping experiences for visitors through 

the One Tambon One Product (OTOP) 

program – a government stimulus initiative 

that aimed to support and market the 

unique locally-made products of each Thai 

tambon (province) all over Thailand that 

could also be purchased. If implemented, 

this theme project would be the irst of its 
kind in Thailand, true to Siam Park’s roots 

and its vision of bringing positive change in 

the lives of Thai people and tourists visiting 

Thailand. 

2 Brendan Richard, Kelly Kaak, and 
Marissa Orlowski, “Theme Park 
Tourism”, Encyclopedia Entry, 
2016, https://www.researchgate.
net/publication/266146281_
Theme_Park_Tourism_
Encyclopedia_Entry, accessed 
November 2018.

3 Ibid.

4 Randy White, “The Role of 
Entertainment in Shopping 
Centres & Malls”, White 
Hutchinson Leisure & 
Learning Group, 2018, https://
www.researchgate.net/
publication/237290161_THE_
ROLE_OF_ENTERTAINMENT_IN_
SHOPPING_CENTERS_MALLS, 
accessed November 2018.
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Siam Park City
The founder

Chaiwat Luangamornlert was born to 

Chinese parents in Thailand. Both of his 

parents were Chinese immigrants. Chaiwat 

had very little formal education and picked 

up business skills by helping his mother sell 

vegetables in the market in his early years. 

While still a teenager, he started his own 

business as a freshwater ish trader selling 
mackerel in Bangkok and made enough 

to dabble in the real estate business later 

on as he recognized the potential in the 

housing business. 

In 1975, he founded his real estate 

company, Amornphant Nakorn Co. Ltd 

(ANC). The ANC project had started with 

the renovation of several large plots of land 

located in one of Bangkok's suburbs. In 

the irst phase, the company executed two 
projects: a condominium housing project 

and a water park. 

In November 1980, a new company, 

Amornphant Nakorn-Suan Siam Co., Ltd., 

was set up to manage the building of a new 

amusement park adjacent to the water 

park, and Siam Park City was oicially 
launched with the slogan “The World of 

Eternal Fun and Happiness”. Located in 

the Kannayao District of Bangkok, the park 

spread over 100 acres of land and was 

divided into two distinct attractions: the 

water park and the amusement park. 

“The World of Eternal Fun and Happiness” 

slogan had several connotations in a 

region that was subject to political turmoil 

at the time. Thailand’s neighbours, South 

Vietnam, Laos and Cambodia, had fallen 

to communist forces in 1975, and the Thai 

democracy had started to feel the pressure 

as well. Political unrest had taken a front 

seat with student-led demonstrations, 

followed by an army coup in 1976. New 

economic policies had driven away 

foreign investors, leading to a tumultuous 

economic phase. It was an era of political 

turbulence and dwindling jobs for the Thai 

people. 

Chaiwat believed in the saying - ‘desperate 

times require desperate measures’, and 

was determined to provide the Thai people 

with a place to enjoy themselves and 

forget their everyday diiculties. The vision 
behind the establishment of Siam Park 

City however had beneitted locals in more 
ways than one. It had also helped create 

jobs and generate employment for the 

locals.  
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Attractions and Events

Since its inception, Siam Park City 

continued to grow its attractions. Several 

new rides and games were launched 

over the years. Typically there were peak 

periods in the park, such as school holidays 

and weekends - and then there were the 

low periods - like the rainy season, when 

visitor numbers to the park declined 

dramatically (refer to Exhibit 2 for Visitor 

Headcount to Siam Park, period 2015-

2017). Chaiwat packed the low periods 

with events like international pageants 

and corporate events. These events not 

only provided greater visibility to the park, 

both locally and internationally, but also 

provided a platform to promote a venue for 

new oferings like weddings and birthday 
celebrations.

Some key events organised at the park 

included the Miss Thailand Contest in 

1985, in association with the Vajiravudh 

University Students Association and 

Channel 7 television channel. In 1987, 

Siam Park City brought in the international 

'The New York Fantasy Show' which was 

considered an impressive feat. In 1992, 

the park organised the opening ceremony 

of the lamp puppet festival, an art festival 

to showcase Chinese traditions. This was 

a government initiative organised by the 

Social Welfare Council of Thailand to build 

a relationship with the People’s Republic of 

China. The ceremony was presided over by 

Thai royalty and carried signiicant media 
coverage. 

EXHIBIT 2: NUMBER OF VISITORS (HEADCOUNT) 2015 - 2017

  2015 2016 2017

January 93,191 123,741 112,868 

February 62,338 70,537 55,264 

March 82,789 80,191 77,667 

April 100,656 104,938 138,260 

May 82,025 77,824 69,944 

June 38,841 24,666 32,639 

July 57,085 96,101 62,117 

August 64,317 90,367 65,107 

September 38,741 69,787 42,338 

October 141,741 79,296 81,474 

November 69,087 33,648 59,679 

December 109,888 83,385 72,189 

  940,699 934,481 869,546 
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5 Financial contagion refers to "the 
spread of market disturbances 
– mostly on the downside – 
from one country to the other, 
a process observed through 
co-movements in exchange 
rates, stock prices, sovereign 
spreads, and capital lows.” Mark 
Whitehouse, Financial Contagion, 
Bloomberg, 25 August 2015, 
https://www.bloomberg.com/
quicktake/inancial-contagion , 
accessed November 2018.

6 US$1 = Thai Baht 31.07, 
conversion rate annual average 
for 1997. www.ofx.com.

The low phase of the business

The 1997 Asian Financial Crisis (also known 

in Thailand as the Tom Yum Goong crisis) 

was a period of turmoil that gripped 

much of East Asia and raised fears of a 

worldwide economic meltdown due to 

inancial contagion.5 The crisis started in 

Thailand with the inancial collapse of the 
Thai baht after the Thai government was 

forced to loat the baht due to a shortage 
of foreign currency held by the central 

bank to support its currency peg to the 

U.S. dollar. At that time, Thailand had 

acquired a burden of foreign debt that 

made the country efectively bankrupt even 
before the collapse of its currency. As the 

crisis spread, most of Southeast Asia saw 

devalued currencies and stock markets, 

falling asset prices, and a precipitous rise in 

private debt. 

However, the woes of the inancial crisis 
were just one of the challenges that Siam 

Park City had on its ‘worry list’ at the time. 

For almost two decades, from 1980 to 1997, 

Siam Park City had operated on a negative 

net proit margin due to repayment of 
debt incurred in building the park. This had 

made the business inancially unsustainable 
given its high ixed costs and operating 
costs. During its irst 17 years of operation, 
the park had recorded a net proit in only 
one year. Chaiwat had other business 

investments that were proitable, and over 
the years, several of these were sold to 

inance the losses of Siam Park City. The 
expenses of running the park were so high 

that Chiawat had to put on hold any idea of 

its further expansion. 

In 1997, the company’s debt had swollen 

to more than THB 3 billion (US$91 million6). 

Chaiwat had a fall out with his main 

inancial backer when the company’s 
primary lending bank began bankruptcy 

proceedings in 1997. What ensued was 

a protracted legal battle between the 

company and the bank. Chaiwat refused 

to bow down to the pressure and give up 

on his dream project. He sold most of his 

businesses and focused on the theme park 

business. His sons and others in his family 

stood by him and did their best to keep 

the business running under the diicult 
circumstances. Chaiwat convinced another 

bank the same year to back his debt, and 

slowly the business trickled back to life, and 

the company survived. 
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7 US$1 = Thai Baht 31.71, 
conversion rate annual average 
for 2010. www.ofx.com.

8 Amazing Thailand, “Attractions, 
Siam Park City” -, https://
sg.tourismthailand.org/
Attraction/Siam-Park-City--121, 
accessed November 2018.

A new lease on life

The amusement park section of Siam Park 

City was completed in 2004. Chaiwat began 

investing in expanding the attractions in the 

park. By 2011, Siam Park City had more than 

40 diferent types of play areas distributed 
across ive zones: The water park zone, 
the X-Zone with high thrill rides, the Family 

World, the Fantasy World and the Small 

World for toddlers. The main attractions 

in the park included the Vortex (one of the 

two largest looping coasters in the world), 

an amphitheatre, and a giant water slide for 

all ages.  

On April of 2009, Guinness World Records 

formally recognised the 13,600 square 

meter wave pool at the Siam Park City as 

the largest on the planet, thereby accorded 

an international recognition for the park.

Ticket prices for entry to the park were 

augmented in 2010 to THB 900 (US$27.30), 

and visitors could get access to both the 

amusement park and the water park at this 

price. Afordability was still a key criterion 
for ticket price determination and entry 

tickets to Siam Park City were still cheaper 

compared to international amusement 

parks in the region. For example, the ticket 

price for Hong Kong’s Disneyland was about 

THB 1,800 (US$54.60), and about THB 

1,700 (US$51.57) for Singapore’s Universal 

Studios.7

Siam Park City was presented the 

'Outstanding Performance for Recreational 

Attraction and Entertainment Award' by the 

Tourism Authority of Thailand in 2010, 2012 

and 2017.8 By 2018, the park had expanded 

over a land area of 120 acres with the water 

park occupying about 30 acres of land.

With regard to the proiles of the 
customers, Siam Park City looked to reach 

out to more international customers as 

they viewed it as a growth opportunity, 

especially from the ASEAN region which did 

not require visa application (refer to Exhibit 

3 for the composition of international 

customers based on nationalities).

Hong Kong

Middle East

Russia

China

India

Taiwan

Iran

Cambodia

Israel
MyanmarOthers

EXHIBIT 3: INTERNATIONAL CUSTOMERS OF SIAM PARK CITY AS OF 31 JULY 2015

2% 3%
4%

6%

9%

9%

9%

14%

17%

17%

10%
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The Family Stands United
Chaiwat had taken great care to ensure 

that his three children, two sons and a 

daughter, received a proper education 

and were equipped with the resources 

to develop expertise in their areas of 

interest. For instance, his older son, 

Sittisak Luangamornlert, had shown an 

interest in electronics and technology 

as a child. Chaiwat went on to set up a 

room equipped with electric circuitry and 

computers to enable him to nurture that 

interest. He also wanted his children to 

cultivate an interest in entrepreneurship 

and often took them to his workplace to 

give them exposure to the business. 

In 1990, Sittisak joined his father’s 

company after completing his education 

from a Thai University. His irst project 
was the implementation of an electronic 

ticketing system that helped the company 

to automate its ticketing process. After 

that, he established the IT department and 

purchased enterprise resource planning 

(ERP) and point of sale (POS) units to make 

the ticketing process smoother through 

centrally managed computerised systems. 

He also introduced a training program 

for the employees that proved to be 

highly beneicial in improving the service 
capabilities of the staf at the park. 

On the heels of his elder brother, Chaiwat’s 

second son, Wuthichai Luangamornlert, 

joined the family business in 1997. 

Wuthichai had studied abroad with 

expertise in international marketing. He 

started working on improving the Siam 

Park City brand while looking out for 

international expansion opportunities. He 

also focused on local marketing campaigns 

to increase corporate and individual 

customers through assigned agents. As 

theme park was a seasonal business in 

Thailand, he tried to ill non-peak weeks 
with catering events and weddings in the 

park. However, Wuthichai had joined the 

company during an era of inancial turmoil, 
when all the resources were deployed 

to save the company from bankruptcy. 

Wuthichai hence spent considerable time 

accompanying his father to the banks to 

help negotiate debt repayments.  

Chirawan, the youngest of the three 

children, had also completed her 

undergraduate degree overseas. Armed 

with a degree in Economics and a major 

in Accounting and Finance, she joined 

her father’s company in 2005. Given 

her father's aim to nurture her as a 

grounded leader, Chirawan was assigned 

to a challenging project. The toilets and 

washrooms in the park had become 

increasingly unclean, and there was an 

organisation-wide need to improve the 

condition. Chirawan was considered a 

soft-spoken person by her co-workers, yet 

her keen eye for detail, her negotiation 

skills and her ability to run the clean water 

project cost-efectively, coordinating 
diligently with the departments managed 

by her brothers, caught everyone’s 

attention.

A keen entrepreneur, Chirawan had also 

set up her own businesses before joining 

the family business. She had set up several 

souvenir shops and dabbled in property 

selling and rental business in Bangkok. This 

experience helped her build negotiation 

strategies that she used efectively to her 
advantage when she joined the family 

business.
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Another Setback

In October 2007, Siam Park City sufered 
a major setback, when a woman died, 

and ive other people were injured in an 
accident resulting from a malfunction of 

one of the rides. This was followed by yet 

another incident, early in 2008, wherein 

30 children were injured after a water slide 

broke. These two accidents did serious 

damage to the park’s reputation, raising 

questions about its safety standards. 

Visitors to the park began to dwindle 

amidst negative media coverage.

In 2008, the members of the 

Luangamornlert family met to decide 

the future of Siam Park. Despite having 

an undying passion for the business, the 

impact of the two tragedies, and the park’s 

inancial struggles, forced Chaiwat to 
consider selling the business. The younger 

generation of the family - his sons and 

daughter, however were convinced that the 

company could be turned around if it were 

run on more business-focused principles 

- without rescinding their father’s original 

goal of making it afordable and accessible 
to the Thai people. Eventually, the family 

voted against selling the park. Chaiwat 

decided to give up the driver’s seat and 

pass on the reins of the business to his 

children.

Management style

Chaiwat inculcated strong family bond 

among his children. He promoted 

transformational leadership by advising his 

children to practise participative leadership 

in the organisation. He encouraged 

open communication between family 

members and asked them to focus on 

goals and measure results to successfully 

manage the business. He also treated his 

employees as his own family, and in times 

of crisis he had chosen to sacriice his 
and the top management’s salary in order 

to pay the employees’ salaries. Chaiwat 

had always emphasised the importance 

of transparency and sincerity, and the 

general understanding was that poor 

work performance could be improved by 

adequate training.

Chaiwat had followed a Chinese-style 

management culture in the organisation 

and adopted the philosophy of ‘father 

governs the son’. However, his sons wanted 

to introduce a more modern management 

style to the business. This was particularly 

relevant as Siam Park City wanted to be 

known as an international theme park and 

attract foreign tourists. As the irm was 
in the trans-generation stage, there was 

a need to introduce a newer and more 

modern culture into the business. Chaiwat 

asked the new management team to 

follow the golden rule of not introducing 

sudden sweeping changes but rather opt 

for a more subdued and gradual change in 

leadership style, as many employees in the 

organisation belonged to a generation who 

were already accustomed to the Chinese 

style of management. The new generation 

followed the father’s advice and introduced 

a blended management style to ensure 

seamless transformation from the old to 

new rules and processes governing the 

business. 
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Second generation leaders

Chirawan took up the Vice President 

position, while Wuthichai took over as 

Managing Director, and Sittisak was 

appointed President of Siam Park City. The 

new management team made some bold 

changes. First and foremost, a decision was 

made to sell some unutilised land to get 

seed capital needed to embark on plans 

to improve and expand park services. New 

staf were hired and IT systems, including 
the ticketing system, were upgraded. New 

rides were installed, and additional security 

measures were implemented to minimise 

the risk of accidents. Fresh promotions for 

tourists were also introduced, and special 

discount rates were ofered to attract more 
travel agents. 

The second generation of the 

Luangamornlert family had assumed 

diferent roles and responsibilities. Sittisak, 
who had a background in technology, 

focused on the future direction and 

vision of the company. Wuthichai had the 

responsibility of turning the company’s 

vision into reality and execute the plans. 

Chirawan oversaw the Finance and 

Accounting departments. Chirawan 

focused on procurement and cost 

management and coordinated diligently 

with her two brothers to ensure a smooth 

low of communication. There were other 
members of the family as well, who were 

part of the senior management team. 

Between 2002 and 2007, Chirawan’s 

sisters-in-law also worked for the family 

business. Noppagarn Luangamornlert, 

who had joined the company in 1997, 

served as the Deputy Managing Director 

(DMD) of Marketing and Sales and Vorapun 

Luangamornlert served as the Deputy 

Managing Director for Human Resources 

and Legal. 

Even though the senior management team 

comprised mostly family members, all of 

them were expected to work under the 

same rules and requirements as the other 

employees in the organisation. There was 

no special treatment for family members, 

as Chaiwat always believed that his family 

should lead by example. 

In 2017, non-family members in the 

senior management team of the 

company included Rajit Sukhakul as 

DMD of Accounts and Finance, Wiwat 

Chamnantham as DMD of Park Services 

Division, and Benjawan Salarungruang as 

DMD of the IT and Revenue Management 

Division among others (refer to Exhibit 

4 for the Management Structure of Siam 

Park City). All senior management had the 

lexibility to chip in with their ideas and 
experiment within the framework - but as a 

team, they were expected to work towards 

a mutually agreed-upon direction. 

Additionally, at the workplace, all family 

members were expected to maintain a 

clear demarcation between work and 

personal matters, and consider the 

company’s ultimate goal above their 

personal goals. Nevertheless, at the family 

level, the close bond among the family 

members saw them work together as a 

family.  
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EXHIBIT 4: MANAGEMENT STRUCTURE OF SIAM PARK CITY

Chaiwat Luangamornlert
Chairman

Sittisak Luangamornlert
President

Chirawan Diskul 
Vice President

Wuthichai Luangamornlert
Managing Director

Deputy Managing Director 1
Started work in 1990
Ms. Rajit Sukhakul
Account and Finance Division

Deputy Managing Director 3
Started work in 1980
Mr. Wiwat Chamnantham
Park Services Division

Deputy Managing Director 5
Started work in 2012
Ms. Benjawan Salarungruang
IT and Revenue Management Division

Deputy Managing Director 2
Started work in 1998
Mrs. Noppagarn Luangamornlert
Marketing & Sales Division

Deputy Managing Director 4
Started work in 1985
Mr. Chokcharoen Tamaroj
Construction Division

Deputy Managing Director 6
Started work in 2007
Mrs. Vorapun Luangamornlert
HR and Legal Division

Deputy Managing Director 7
Mr. Wuthichai Luangamornlert (Acting)
Maintenance Division
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The New Project
‘Bangkok World’ was part of the company’s 

vision of increasing the number of visitors 

to the park from around 1.7 million in 

2018 to 2 million in the coming three 

years. Additionally, in preparation of going 

public and listing the company in the local 

stock market, the company formalised its 

accounting and operational systems.9

The ‘Bangkok World’ Project aimed to 

provide the visitor with an authentic 

experience of ancient Bangkok, in a 

modern space. To be constructed at the 

entrance of the park, the project would 

provide visitors with a glimpse of some 

of the landmarks of ancient Bangkok 

by reproducing historical buildings and 

places of interest such as Siam Kammajon, 

Batman & Co, B Grimm & Co, Baan Phra 

Arthit, and the Democracy Monument. 

The new park would contain twelve areas 

concentrating on shopping, food and a 

host of other consumer experiences, thus 

bringing the much talked about experience 

of retail and fun as a combo ofered to the 
Siam Park City visitors. 

The new section in the park would 

also have areas mimicking the famous 

Bangkok's Chinatown food streets of Sala 

Chalermkrung and Yaowarat. There would 

be separate areas for shopping inspired 

by the famed clothing sales centres of 

Pahurat building and Kiong Thom building 

in Sampeng district of Bangkok. All the 

products would be from OTOP. Also 

included in the plan was a separate building 

for meeting rooms and seminars to attract 

the corporate sector crowd. 

What next?
The ‘Bangkok World’ project would require 

heavy investment, and Chirawan and 

her brothers had assembled in their 

father’s oice along with some of the 
Senior Management team to discuss the 

expansion plan and future of the company. 

How could they ensure that the substantial 

growth they envisaged did not come at the 

cost of the strong bonds shared among the 

family members? How could they continue 

to stay uniied and resilient as a unit among 
the family members? 

9 Kwanchai Rungfapaisarn, “Siam 
Park City Gears Up to Add Bt3 
bn Attraction”, The Nation, 14 
February 2018, http://www.
nationmultimedia.com/detail/
Corporate/30338760, accessed 
November 2018.
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