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Abstract

The creation and communication of good destination image to tourists is useful
for strategic tourism planning which fits behaviors of different tourist groups. The
creation of destination image is particularly important to tourism products as they
are intangible. However, destination image does change through time, and we
therefore need to study it systematically and consider the changing environments as
well. Besides, in the social media era, online social media are widely applied to
several marketing activities, including creating destination image.

According to the importance of destination image mentioned above, the
researchers aim to study the management of destination image of Thai tourism in
the social media era. The research is divided into two projects. One considers the
use and management of online social network to create destination image of Thai
tourism. The other studies the creation of destination image perceived by tourists
from BRIC, GCC and other parts of the world.

The two researches reveal three main components affecting the creation of
good destination image in Thai tourism, namely, social network management,
psychological factors and functional factors. The social network management affects
the creation of the destination image positively; it includes social network knowledge
management, trust, and social network site management. Psychological factor
includes knowledge and social interaction factor and infrastructure and physical
motivation factor. Functional factor composes 6 factors, namely transportation,
climate and atmosphere, nature, activities, infrastructure and culture. All of these
factors significantly affect the creation of destination image.

Comparing the three different tourist groups (BRIC, GCC, and others), we find
that tourists from GCC rate the destination image of Thai tourism significantly below
the average score rated by tourists from BRIC and tourists in other regions. The three
factors that received a lower-than-average score are climate and atmosphere,
transportation and infrastructure.

From the two projects, the researchers synthesize and develop the Thai
tourism destination image creation model and propose strategic recommendation for
integrated marketing. The results from the social network management and the

creation of Thai tourism destination image are combined and presented.
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%B8%87%E0%B9%80%E0%B8%97%E0%B8%B5%E0%B9%88%E0%B8%A2%E0%B8%
A7%E0%B8%8A%E0%B8%B2%E0%BE%AT%E0%B8%I5%E0%BI%88%E0%B8%B2%EQ
%B8%87%E0%B8%8A%E0%B8%B2%E0%B8%95%E0%B8%B7%20%E0%B8%9B%E0%

B8%B52548-2553.pdf

LLNuﬁﬁuu’lmiﬁmLﬁm (2555 - 2559) Accessed on July 22, 2011 available
at: http://www.tica.or.th/images/plan_tourism2555-2559/2555-2559.pdf
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wuneisiesld uazdszaunisainisvieaiesvesnulinuaundn MIIAMFENAANIG
Tuwesadnadenn wananilfasuianisdnnisienseduliinanig g /ARl fiaula 507 | 154 72.4%
W Social network wisthuadadunig 5.00 1.62 71.4%
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AZLUULAN 7 ‘ Aade ‘ SD ‘ ANNAATY
s 3 o
msannauauldn
fayailannuiidede 517 1.52 73.9%
dnesanisundeys 5.17 1.55 73.9%
dayafuilaqiiu 5.14 1.58 73.4%

AzUUWAN 7 | AeRs SD AMNRATY
LAUNG
g4 Social network dAvuBuANaz e
. 2 4.95 1.65 70.7%
dayanisviaaiian / Uszaunisndifiunia
g4 Social network utleilugtlnin / 3nle 4.92 1.67 70.3%
&1 Social network wiisiiutlszaunisnl
. 4.91 1.60 70.1%
uazdiagyaniaiiunig
L
N1IADLAUBIARAID NN ING S 476 1.64 68.0%
a a o o v
fujdniudiugld 4.71 162 67.3%
g4 Social network wiiafluanansnig
R 4.41 1.77 63.0%
FUNIg
44 Social network wisifudayaiiaariv
4.28 1.69 61.1%
AMNALAW]UINE
AzWUULEN 7 | Awade | SD | AdudiATy
ANMUNLEade
AL / deyaanngldiulesfiiaong
o 5.08 1.56 72.6%
duzene
Tideyangnsiasusiugn 507 | 1.51 72.4%
Fliulasifipaninigete 500 | 1.52 71.4%
I ——
Rt AL A TG T 495 | 159 70.7%
Fadmedludyofucdnig 4.92 1.58 70.3%
vivdnndeyadausinaeedld 4.87 | 1.56 69.6%
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naxNUNYianaIAMNIN (High Quality Niche

Markets)

e A o o S 4 Ao
ﬂZjNuﬂWQQLWHQQMﬂ’]WV]ﬂ’Wﬂ\?Lﬂu%u’mul@ﬁﬂﬂﬂmﬁ‘qﬂ’]i‘

wulaniaAsegiauazuualiinnisiAunieviesiieaeanuen

¥
Uszinagaau uiaily 2 nguudnae ngu BRIC uaz ngu GCC

ngu BRIC Wsa UsNTa (Brazil) 3A1@w (Russia) BuiAe

(India) wax A (China) World tourism Organization lsananisal

¥
Tdnlszmalunguilaztiniaiiuinniaessgiagenda 7% lugasd]
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2555 — 2558 1NWANTIANN 5 4053 leannnisviadinedludl
2553 3213191 2548-2553 aznudnszinalnedisnslgannnis
NN NIURE9ADLHEY FRF1us8dqaastas 11.90%
(WKW WINNIYIB9LREY 2555- 2559) atielsfinuszmalungs
BRIC ua GCC fuiensnisiinauresrldane (Spending) 7
T ludszmalnagendn 11.9% w1n @ au (+52.68%)  FaLde
(117.8%) BuLAe (+39.13%) (Tourism Receipts From
International Tourist Arrivals, 2011) wavianatniausunanm
. T I - s
denanuazting dnviesnaandAnyaeslanansae
ngn GCC wia nquuszimAnzduaannasliun  aniy

o a - ey a PREN
a7 mFuleiiend Unilau NS gue uazsigRenside Felans
anuautnesnaand1unas lulsemeainalutl 2553 Aaudng
U o ¥ s s a ul/ 1 s v
Haeduliidu dusy 7 (4.58%) an 8 gRaaTialan usnauads

H U % U v
elilinavesienneiiugeauaint 2552 89 17.27% s
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uanaun 4 WMELNLRNNIARU
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Tngatuau 1,531 918 wudn dadanidanasanisa¥enindneni
qaunnglananisluanaaninvaaniaaliun dadauseqelagdiu

Wuﬂ’lu(lnfrastruoture & Physical motivations) sa9AaN LA

v o

ANNFLATNTU AN UEN19d9AN (Knowledge &  Social
=

interaction) §99NTNANUNTUINET (Natural) AN WReINIALAS

1998NNTANA (Climate & Atmosphere) N1ILAUNINAZAINALE

(Costs, Channels & Transportations) Aanssununaula
(Activities) tseai1aiugutiavNuTene (Infrastructure) Uaz

o a o o
TusssNMnaula (Culture) ANNAIAL
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4zen

ANTiAUNIwazAnldane (Costs,  Channels &

. = D S o N

Transportations) X180 AMNABINITNALIALNITIAUNUAY
P9y A = = Y i gy Ae
Aldanenanvnasna nadssazgunliun Aldanaiin deq
nan1sdeans naaaunneglluaznauainqananalananig A

ABITN U ’ﬂmﬂuﬁﬂﬂ@’]ﬂﬂ%ﬁﬁ@um@@ﬂ&lﬂ AANNATAINURINIT

\
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wunsluviesiu Adeyanisviesiieaiaiuisndnniels 1dseun
Awazaanlunadeyauaziing uazeAnldanalunisiaunieli
WATNALAINAAMHEUAENNNANIA ANNA
a a Lo = v v
nanssuftiaula (Activities) MN1ED9 AINEBINTLHN
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dd 4 e , LA ey A
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o & ' a

LLNgsa’lqmuwugﬁu ALDAE SD | mugdn
(Infrastructure & Physical motivation) ﬁm,
WaRnEaULATANNRBLARANE (To take a rest/to

5.45 1.47 77.9%
relax)
WaAaMEIAYNNLATER (To alleviate stress) 5.28 141 | 75.4%
Wavniszaunisafiunfusiy (To live exciting

5.1 1.41 73.0%
experiences)
\Weuanuian@adne (To escape) 5.06 150 | 72.3%
AR LA AN NN A ALNAUBAZ A NTTILAS (To

5.02 1.42 71.7%
seek diversion and entertainment)
Lﬁ’aLL@'sWWﬂWTM@,ﬁH (To seek adventures) 4.80 1.44 68.6%
ANNSUATNTUJANWUENISAIAN (Knowledge | A@AE | SD | Awdn
& Social Interaction) Aty
WaAunuan L g (To discover new places) 5.25 1.45 75.0%
AnuaTdnans AN RANARTLAT I UGN

512 1.42 73.1%
(To explore historical and cultural heritage)
IFFeufinaaiuimusssnuazAnae (To learn

5.14 1.43 73.4%
about cultures and ways of life)
waldnwudzdaulun (To meet new people) 4.95 149 | 70.7%
Lﬁ’ﬂuuim’]ﬂ’li‘ﬁ'aL’ﬂdl,‘ﬁ’mﬂu%a[ﬂLL@Zﬁ’ﬂﬂi‘i‘N‘ﬂ’ﬂ\iﬂu
luiasiiu (To integrate myself into the life and 4.88 1.50 69.7%

activities of local people)
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f99NEN RTINS UTHE (Natural) ALaas SD ANNAATY
FIEUNANAIINEITHTVARATUTTUTHET

5.45 1.48 77.9%
(Beaches)
ANNNETTNTNFURIAD 1 UNVRL e (Natural

5.44 1.41 77.7%
attractions)
AviAdRAnNeIsNT Alaz TN

542 1.40 77.4%
(Scenery)
AangauAUsTINTNs (Natural activities) 5.08 1.36 72.6%
qumuuﬁ'\i"ma (National parks) 4.82 1.39 68.9%
AMWYRRINALATUTTENNANA Aade | SD | mawdény
(Climate & Atmosphere)
Us98INNNANAIL (Peaceful atmosphere) 5.00 1.55 71.4%
anwgRaNAR (Climate) 4.85 1.48 69.3%
Haanuazenn (Cleanliness) 4.84 1.52 69.1%
Taluedn (Crowdedness) 4.80 1.53 68.6%
nsLAuNaLazAldane (Costs, ALRAs SD ANNRNATY
Channels &Transportation)
Anldane N ( Accommodation cost) 5.24 1.54 74.9%
Faanneannsaeans wiu Vulad dneans
(Communication Channel; e.g. web, 5.23 1.52 74.7%
magazine)
mapunsliuaznduainqanungtlanienig

5.22 1.54 74.6%

(Transportation to and from destination)
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MaLAuNIeLazATlgane (Costs, AR SD | mnuAIAY
Channels &Transportation)
ANATRITEN W AANKEILANENG
ANWRANHA ( Reasonable Cost of living at 5.17 1.63 73.9%
destination)
ANNNAZAINTBINTTALNNNE Tuiaeiiv

5.08 1.51 72.6%
(Convenience of Local transportation)
madfsdeyanisvieaiion (Accessibility of

5.06 1.49 72.3%
tourist information)
AagunsANazaIndudayauazing

4.97 1.59 71.0%
(Facilities for Information and tours)
Anldansiunielluaznduaintatemnig

4.51 1.55 64.4%
(Traveling cost to and from destination)
Aanssufiuaula (Activities) ALaaE SD ANNAATY
AUAYN (Theme parks) 4.58 1.52 65.4%
NULEAAUAYN1IAALARIENTTANNS/

4.51 1.55 64.4%

WANNA ( Fairs, Exhibits, Festivals)
AANITNLAT AR AINAZ AN AL
- 4.30 1.67 61.4%
NN (Sport facilities/ activities)

v & ' a o
Tm\mswwugm (Infrastructure) ALDRE SD ﬂ'J’mﬁﬁﬂmw
gn1undelth (Shopping) 5.20 1.68 74.3%
ADUAWN (Accommodation) 5.19 1.46 74.1%

g, ” - =
ANUNNLINANAY LAZAD1UTTULNG
518 1.63 74.0%

( Nightlife and Entertainment)
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ARUETIN (Culture) AR SD AMNAIATY
o o A A A \
ANTUBRIUNTUASLATAIANN AN AN

517 1.53 73.9%
(Different Cuisine/ Food and Drink)
unasilsedRAans/ ANes Ul Historic

4.87 1.41 69.6%
sites/ museums
anilmenssu/ ’ﬂ’]ﬂ’]i‘ﬁ’]ufﬁ“’ﬂu

4.85 1.43 69.3%
(Architecture/ buildings)

Lﬁﬂﬂﬁm@mﬂﬂ’]izﬁﬁifmﬁﬂviml,ﬁmmjm BRIC ngu GCC
WAL ﬁﬂvifml,ﬁmmwmmﬁ%w] U ILHULATIAIITINNATA
udanudn ﬁﬂviml,ﬁﬂfm@jm BRIC ﬁuﬁmﬁuimwﬁnmhwma
Uaeneeesnsviesiiasludlsewd lnglluidaanunnigaie

3.56 ATUUUAINATULUWIAN 5  ATUUL ULAYIBNAINIAS NGN

o

GCC A9 2.33 ATLUL ATNAIAU

nYieENTIFNTIRBU AR 3.15 AZWWUE kAENgNTINYiadNag

mwanwoiaamang | tinviaaiien L
A ALaAs
ﬂ'a’liwnsi(Destination dIVANNTR BRIC GCC SD
o Tnegau
Image) AU
ALaAE 3.15 3.56 2.33 3.16 1.27
% to Scale
oA & 63.0% 71.2% 46.6% 63.2%
(ALRREADALLLLAN 5)

UANAMNUNINRAITUNAINUNUNAUTRATUARHAN a2

WindnazuuuednlngsNseansiuinnaneaiyannnglatanig
| 2 e = . o =
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a

v
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o
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nsfuinanansnianuinalateniseg e 2.33 AzuLUAIN 5

U

AZWULLAN

5.00

3.56
4.00 . 376

3.00 —2:33—
2.00

1.00

0.00

nnanEiaauuielaenig
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7.00

6.00 nndnsniaausnalatanisluareainveanianluusazngs
500 - wANFaY
o tﬂl ] ' % o Ly
400 Inetladendeuasianisaienmaneniaauniedatanialu
o 1 Q‘I o U o 1 ‘Q‘I = =
3.00 ANEHUATUNNAILNEI[N WRARATNNQANUIDIUNNAIUNEUINTIERSLDEA
il
2.00 -
1.00 - NN invieaiiendue) BRIC Gce
0.00 J (laisa) BRIC
F1 F2 F3 F4 F5 F6 waz GCC)
w4 ws9q9lamu S i 7 Huay
W ivewimmAd]  WBRC moeCC g m 4o wpaqeladnuivugy  Ranssudthaula  Avaguazng
wugu Uf&uiudnng
F1 = n19LAunIe F2 = anngieniruay F3 = 595:9MANUN A
AZAINALNE LsstNMAfA (Climate & Jusue (Natural) ANNFUAZNT ATINFUAZNNT ATINFUAZNNT uasqalag
a s r 14 2
(Costs, Channels and Atmosphere) UPauAUENNY Ufduiuinedany fduiugnia g
Transportation) qaAN P
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a 4 ' '
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A 13 U L% U = v U o g a A
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. gy MaLAUNa NNILAUNIG TN
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fladundenasanisairanindnealqanuialaianig

#9gn 3 aunuusn Inaninsanliun

TOP 3 184N INWS9H unviaaneaau 9 BRIC GCC
TneAnduilsza@ns Beta | (laisan BRIC uaz
GCC)
AUAL 1 :
L% AudL 1 fumu 8 fudu 2

usaqeladnunug
AUAL 2 :
AHTUAZNNT Fuy 2 FURL 2 R 1
Uduiuinedeny
AUAL 3 :

. SUAL 4 SUAL 4 Taidana
SITNTNFNUNTUTHE

«

fladaidanaranisainInaneaianuuadananig

Q

#3940 3 AUALILTN [TuUNAINTINTezaBulisN BRIC way

Gcec 'l

ANFuarnslAniuinadenn

AUA 3 :
_ n A 4 fUdL 6 Tidann
ANNYTBINALATLITENATNA

fadufidanasanisairaninansaiqanuiglanenig

F98A 3 BuAULsN Amiuinvieaniaangs BRIC Tiun

TOP 3 wasunviaudiealungs BRIC | mwsan | dnvieadien | GCC
TneANduLls2dn3 Beta aue
(laisas BRIC
uwaz GCC)

AUAL 1 :
- n AL 6 Tdana Tidann
Aanssunaula
AUAU 2 :

3 e Sy 2 Sudiu 2 S 1
ANFuazN T NN edenn
AUAL 3

Cox . fusu 7 Ui 6 Tidana
ThsaaFranugudmiunisvieaien

TOP 3 viaufienau Mg BRIC Gece
lais2u BRIC waz GCC

IpeiANduLls=@nt Beta

AUAU 1 :

. oz AU 1 AU 8 AUAL 2
wraqaladuivugu
AUAU 2 AUAU 2 AUAL 2 AUAL 1
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TOP 2 ansinviasifigslungs GCC | mwsan | Unviawdien | BRIC
TheAndutls=dn3 Beta * 'E'uc]
(laizaw BRIC
uaz GCO)
AUAL 1 : AnuiuaznsUdniudnag | dudu 2 AU 2 AU 2
ALY
BUAU 2 : Lw@qhﬁmﬁugm 6L 1 A6 1 161 8

Whusneiy dnvieaiaafidengsendne 20 - 40 T gailu
Cd o .
ngunuvisadaszmalngannfigaainnisdima
® NIMANLMUINARSTL (Positioning: P) Man81ian13974
positioning #adtlszmalnelaald yunesaasgni

(Wnvieaiansinegn®) Mineatdesainnisfuininanend

qanNEaNIe (Destination image) WWMan Tenaann

newg: Auduinviesfieangu GCC Hiladuiiies 2 dadawiniuidens

AaN1IAFNINANEIgANNEA 8NN

Watidayasneuiaglainisndanagninisnainlag
LAY Segmentation Target Wae Positioning (STP) Tudeasiy
Ipail
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