FguatuaNysal

AU TU
gnsAAnsNEsyaRAtiNLaznsaiee iU sumansutady
GuaeqmmwnﬁumivimLﬁﬂa%aﬁﬂiztwﬂlwﬂ
Tneldinsatedsnusaulay
(Strategy of development in Value Adding and
Competitiveness for Tourism Industry of Thailand by Using
Social Network)

Tne

NA.AS. NS SIUNAY

12 Wy AINTBU 2556



UNANED

SWALAINTS: RDG5550033

Folasenis “qwamam‘maa%’w;ﬂamLﬁuLLazﬂﬁa%ﬁmmulﬁm?aumdmiLLﬂﬁwmqmawmimmi‘vimLﬁ&lwm
Ussindlnelagldinsovnedenusaula”

Foindde  wesdl avuwas

o

foquszasdnsidoiiie 1) Anwianmnisldiadedredsnuesulatveatnriosfisanazaniu
Usgnaumsgsianmsvieadiealutszmelne 2) Wiannguiuy (Model) msliiedetnedsnusoulatiionisduady
gRaMnssINsvieivIUszmelne 3) Saviunugmsmaninisliiaietnedinusoulatiloduaiugnannnssuns
vieudiersemelne uaz  4) adrsesdanuiifndfugnseaninisaiisyasfinnazaiieannaliuioumanns
wisiuresgaamnssunvieniivessunalnelaslfindorisvesdsaueaulay neifeluwunuiiunside
Beysanlasnaanidslulasansi 1 wazlassnsd 2 mdaangiifielild “osdaud” wazthwanisvesnis
Feludanudunulyiguszneumsgsiavieafienlsimansideludszendlugsia

NAN1TITNUI

1. anmnsltieietedinuosulatvesinvieaiivnazaniuuszneunisgsianisvieadiolulseina
ne

1.1 wans39eifelTanm

- dnvieniisrvminedonliiaiovedinuesulavdmiuniseaiisnnniign fe Facebook i
Inquszasdlunsliinietiseoulavdmiumsvieadisniieriouiiousia wagianuanfuitaniuusznouns
mashumsvisadieamsinisliinieniedsnuooulaflumslideyatnans

Hinvienisrvndaszmatoslddauesulatdmiunisieuiioauiniian e Twitter lnwd
InquszasdlunsliinieriesulavdmiunsvieaiivufiowSoudiousan uasiinnuAniiuindeyaildaindsny
ooulatiiinasensindulalunsviesilen

- aoudsznounisdlulugllisl Website wazlifiinsotvesulatvesaniulsznounis lnuanuvuy
nsldin3eviedianesulatvenisiigsiasunisazsilunislideya  dugndn  Tsetnedenuseulalde
Facebook @ msulgymvesnisldinsetnedenusaulatvesaniu Ae winnuvinanuiwasinuelunisldau
wsetedinueaulall

1.2 HANNTIFYLTIAUNN

tnteadisnlnedldieietodsnuosulatdduazeglungutinsenguszana 20-50 U lagdru

Sinfienld Facebook, Youtube, Instagram, Twitter wa Line lunisdeanslasdnvieaiierasldinsetedeny
ooulatir1um Smartphone 1nilan 115 Upload gﬂmwu,axLLGU%;‘UmWh”‘uLﬁauﬁa&ﬂuiaﬂaaulaﬂﬁmﬁu v
$uomns wazuvdwiondid deyaiitinvieafivafumadmiunisviendiedifinadenisdadula Ae 1) 51 2)
ANAINVDINANAUN/NITIAUTNT  Uag 3) Anunainvatevendndudazdeliviifenuinne  ludiuves
fnvionfigrvsnsmadiuunndinazlfinieotsdinneoulatiiies u Review  voudiouq feglu Online
Community Tagaausnniinagld TripAdvisor dududuleddliuinisling “Unuue” aowdiinveadeldiae
WumalunagiBou Review  #naq igafulszaunsaimsiunsieniie safednvieaiiearassuiagli
audfaludenein1suinsiia derurainvansvesdudiuaruinis fnnulaendeveinisiiunidluroniien
figsdmivanulsznoumsigsiavieaiisrninauduazyransiiieierisdsnuesulatinussgndliiugsia
961993934

2. sUnuwvesslfiaietnedsnueoulavileduaiugnamnssumsvieaiistsemelne fe 7°C

Customer (gné) Fsdufuusngsiavieadivadndufiazdosiinsiinsevingugninneu Tnsazsdes
Aasgvitanginssunisldiaseinedinueeulativengugnisie



Creation  (AuARa$assd) gshavionfirdnduiiazdosdinislianudnairsassd ilofies
Waumsuimsvienandusiveswmuliiauunndng iileflazanunsadeansnsduiiugnanléie

Connect ({¥ousie) anuusznaunisgsiavienilenazdesiinisidensegsiadiniuinietedny
soulatagauminyay Laaﬂ‘L‘UUiummaqLmamaaaﬂuaaulauwaamﬂaamuwgmﬂﬁmaqaﬂm/m‘uﬂm

Content (iifoy) anuusznounsgsfaviendisrazdesiinmsasademiignla Witeyafugnéile
iliAnnisuensie

Community (Fsaupoulat) nisniifidenlaulauds s1dufigsinasdosdinnsatsooulad
Community U03§L99 LﬁaL“ﬁlumia%ﬁqLﬂ%@ﬂhwmgﬂﬁwLLazQﬁdauvLﬁdauLﬁa Lﬁaﬁ%LLaﬂLﬂgauia;ﬂaLLaxmi
doansvesesdnsriugniniiogludenuooula

Conversation (nsaunun) gsiadndudiazdesiinisaunun Ideya audeinsyaneifieidunis
doensuazainamsuaniUdsulszaunsaliifvesgninflegluiaietndsaneeulay Fefuldinduliadeiddniian
fD 9¥ABIINN1S Engagement ﬁuqﬂﬁﬂﬁlﬁmmﬁqm

Campaign (wAsdgy) HunisdnRanssunieatanmsydaligniuiliintesiodinuosulatidn
1N$IWAINTINIBIGA 19U Msansian Mslrigues mslidvERimydug [Hudu

n13thguluy (Model) ) msliieetnedinussulatifioduaiugnavnssumsvieadioasemelne
lugmsujua flog 4 fumeu o P= Plan, D = Delivery, C = Check wag A = Action

v

;3LfnmmzyﬂiuLuugﬂLL‘UUﬂwﬂmﬂiaﬁm&Jamuaaulauummmumaamﬁmﬁ’udﬂ WwIRnYRIFULUY
(Model) 8adUsznauvasguuuy aasnunsiisuuuuliyszendldlugsiasunisvieaitssdndanuduldldun
Tapilunnaia
3. unugmsmansnsltialededinuooulatiioduadugnamnssumvieadieaszimelne
RLENGM
“WnTornedinuesulaiduniosdiolunisairayasifinwazanulfiussumenisudstures
gRAmMNIIUViDNTE”
Usziaugnsaans
gvseaniil 1 msddumaidsgniiteativayumslfiedorinsdiaueoulmilunisvioadion
gvsmansil 2 duaduuazlinnudifesiunslfiedeisdinuosulailunisdiunisgsaaliiu
FUsEneuNsgIiavieailen
gvsmansd 3 Anwi 330 WauuazihieSetedieueeulathnldatuayunisvieaiien
gvseansil 4 ieuaiaaietiennusilesunslfinietedinuosuladlunisvieadien
nsthurugnsmaninslfiadetnedinueeulatifieduadugnaivnssunsvieadisruszinelnglg
M3UFUR msinsduiuns 1) mhsnunedgiertesmsiinsdaiusuljoassnsitelvaenndesiuns
andunuluunugnseans 2) dnsdnasssulszanauaznineginsaduayugnsenans 3) dnsdanszuiunis
UBUVINENNTENU LAy 4) MU FAnULAzUsHUNANIAN TN UALUKUENSANERS
nan1sUszdiuaudululdvesgnsmansi 1 gvsmansi 2 gusenansdl 3 uavgmsmansi 4
ABevgiiuinnmsniiuun e duldldunn
4. psfmnuSAnIfUgMsmansnisaisyarintaraisauldiUSsunssudiduvesgnavnssuns
vieuflvesszinalnelaglfindoinsvesdnuesulatl A Social Network Model

S = Specific lonaNuYniYaI§INa)

O = Optimization social network (inTevednuoaulailiiinusslenigaan)
C = Competitive advantage (NM3a319ALAUTEUNINTUTITL)

| = Initiative (AMUARSSUAS9ETIA)

A = Assessment (Usgilunanisleanu)

L = Linkage and integrate every social network website

(ysannmsiivledvaaaiotedrueeaulainndudimieiu)



X ®D®Os HAmz

Network (a5191A3818v04gNA)

Educate (lin2na13)

Technology (Aaasmalulagisi«)

Work on every platform (asnsalglalunne iwanvosu)
Opinion of customer (SuilsauAnTILTBIGNAT)

Resource utilization (lim3snennsluesdnsliinuseleviasan)
Knowledge management (N153AN15A73)



Abstract

Code RDG5550033
Title  Strategy of development in value adding and competitiveness for tourism industry of Thailand by
using social network

Authors Pannee Suanpang

The objective of this subject was to 1) study the current social network usage of both
domestic and international tourists and current social network usage in the tourism business; 2) develop a
model of social network usage in the tourism industry; 3) develop a strategic plan for the use of social
networking to promote the Thai tourism industry; and 4) to develop a body of knowledge about the
strategies of development in value adding and competitiveness for the tourism industry of Thailand by
use of social networking. This research uses an integrated approach by synthesizing information from
research project No. 1 and No.2 and contributes knowledge from research presented in a seminar for
tourism business.

The results of the studies are as follows:

1. The current usage of social networks by tourists and the tourism business

1.1 Results of quantitative research:

Domestic tourists mostly use Facebook to search for information and to communicate
for the purpose of tourism. They use social networks mostly for comparing prices. It can be suggested
that tourism businesses should use social networking to provide information for tourists.

- International tourists mostly use Twitter to search for information and to
communicate for tourism. They use social networks mostly for comparing prices and quality of services.

- Most tourism businesses do not have websites and do not use social networking.
They use social networking to provide information to customers. Most tourism businesses use Facebook.
The obstacles of tourism businesses include a lack of staff which have social network skills.

1.2 Results of qualitative research:

- Domestic tourists aged 20-50 years old use Facebook, Youtube, Instagram, Twitter
and Line via smart phone. They upload and share pictures about accommodations, restaurants and
tourism attractions with their online communities. They search for information concerning price
comparison, quality of services and variety of services and products. International tourists read reviews
from online communities, especially the TripAdvisor website. They are concerned about quality of
services, variety of products, and safety in travelling. Tourism businesses are concerned about how
important social networking is to support their businesses but mostly lack the staff which have the social
network skills.

2. The model for social networking used in the tourism industry includes seven C’s:

Customer: Tourism businesses should analyze customer needs and their behaviors in
the use of social networks.

Creation: Tourism businesses should create innovative products and services that are
unique. Uniqueness is effective in order to develop brand and brand loyalty.

Connect: Tourism businesses should connect with social network websites and choose
applications that are appropriate with customer behavior.

Content: Tourism businesses should create attractive content to support viral marketing.



Community: Tourism businesses should create online communities in order to share
information and experiences with customers.

Conversation: Tourism businesses should communicate with customers and continue to
engage with them.

Campaign: tourism businesses should have promotions and campaigns to attract
customers.

The 7C model of social network usage in tourism industry implementation includes four
steps: P= Plan, D = Delivery, C = Check, and A = Action.

Expert results found that the model was highly relevant for implementation in tourism
business.

3. Strategic plan for the usage of social networking to promote the Thai tourism industry:

Vision: Use social networking as a tool to develop the value added and the
competitive advantage of the tourism industry.

Strategy 1: develop proactive procedure to support social network using in tourism.
Strategy 2: Promote and educate tourism business enterprises in the usage of social
networking in their businesses.

Strategy 3: Study, research and develop social network innovation to support
tourism business.

Strategy 4: Develop collaborations between the government sector, businesses and
communities to use social networking in tourism.

The strategy plan implementation should involve 1) government agencies to develop
an action plan for each year; 2) an allocation of budget and resources for working associates included in
the strategy plan; 3) work allocation and 4) monitoring and evaluation of the strategy plan.

Results from the expert’s evaluation of the strategy plan showed high

compatibility for the implementation of a social network strategy plan.
4. The body of knowledge from the research used a Social Network Model which consisted
of S: Specific, O:Optimization of social network, C:Competitive advantage, I: Initiative, A: Assessment, L:
Linkage and integration of every social network website, N:_Networking, E:Education, W:Work on every

platform, O:Opinion of customers, R: Resource utilization, and K: Knowledge management



