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Abstract

This study investigates behaviors and needs of tourism-related communities through
social media. The main purposes of the study are 1) studying behaviors and needs of tourism -
related communities through social media 2) studying the user-generated content (UGC) and 3)
providing policy advices on sustainable tourism development through social media. The study
employs qualitative and quantitative research methods including user-generated content analysis
(UGC) using text mining techniques and content analysis. The data obtained from two main
sources 1) data from 21 community attractions appearing in 6 websites / social medias (i.e.
digitized guest books, Twitter, hotel reservation website, travel guide website, TripAdvisor LLag

Google Maps 2) photos and comments from visitors participating in the online postcards contest.

Keyword analysis reveals the key features of the tourist attraction based on Thai and
foreign tourists’ reviews. The results of the analytical review focusing on the negative reviews are
detected in order to improve the community attractions and resolve complaints. Common
negative reviews of community attractions include physical condition of accommodation, tourism
booking issues, access to attractions, public transport, insufficient information and descriptions

about attractions, high price / price discrimination, and exaggerated information.

The study of behaviors and needs of tourism-related communities through social media
reveals the differences between Thai and foreign tourists' behaviors. Thai tourists are more
interested in food, photography, shopping, accommodation and friendliness of people than
external environment such as beaches, garbage and travel vehicles. They are impressed in
natural attractions as well as the man-made attractions. However, foreign tourists do not like the
replica tourist attractions. Thai tourists prefer to rate the attractions to write comments, especially
negative ones. They find information from travel guide website such as “Chillpainai” or “PaiNaiDii”
by reading and sharing, without reviews or inquiries. For foreign tourists, they will read Trip
Advisor and seek advice from experienced people. In addition, foreign tourists are interested in
some special activities such as hiking, climbing, chatting with locals, tasting fresh coffee,

watching birds/ insects, eating coconuts and swimming. There are also complaints about
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mosquitos, bugs and the unfairness of collecting fees. Both Thai and foreign tourists use social

media before, during and after travel. But the tools may be different.

The policy recommendations for sustainable tourism development through social media
are presented in two levels, community tourism management level and community tourism policy

planner at the national level.
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