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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 wusage 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.
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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



