Journal of Business, Economics and Communications

Volume 13, Issue 2 (May - August 2018)

nsldfedenuiinadasiunsieaiien: 3nnuidegnagnsnisaain
Using Social Media for Promoting Tourism: From Research Perspectives
to Applications of Marketing Strategies

2t Fundusyans'
AMFINEIMSIANST WnTAnendesuiggiie
Wasan Janprasit’
Faculty of Management Science, Phuket Rajabhat University

unAnge

unaniiBusiussmadiaueidenmeanieatudedie Idud dom audnvugianiy
wazUszinnvesdedenn Taudls unum anudidgresdedeanluviunmevieaiion ieidugiu
arundilareudeslosgnagnsnslidedimuioduaiunisviondior ddldiiaueidonlu 3 Usifu
wdnde 1) nseulurAnnagnsnislddednuiiionisnatauuuedsiy 2) unBsuainnsdlfnuiuvas
visufleilidedinuiflodaaiuundsieafisrsudszauanuduialundnsadneysnuianuaiunsa
Tunisudsdu way 3) nagmsmsvilfusiaafidudnriosdienlddedenuiionaramdeyauas
Fondnfasisunisienien Wemithiaueluumenuisduusdlonidensldifuwumadetmun
nagnin1snann nagnsnisdeansnisnain dmiuesdnsgsnalugnamnssunisieaiismionsdAns
fsuRaveunuFumM IRl ALEia e
Adfey: 1) dedanu 2) Msdadiumsvieaiion 3) nagndninain

Abstract

The first two parts of this article state the general knowledge regarding social media,
namely the definition, characteristics and classification of social media as well as the roles and
importance of social media in the tourism context. These contents will be implemented as
fundamental knowledge leading to understanding the usage of social media for marketing
strategies in the tourism context. This article demonstrates how to use social media for the
purpose of promoting tourism in three perspectives: (1) strategic social marketing: a holistic
framework, (2) lessons from selected best practices of social media campaigns and key
elements of successful social media strategy by means of building or maintaining competitive
advantages of tourism destinations, and (3) strategies to convince tourists to use social media
in travel information search. The contents presented in this paper will be sguidelines for
identifying marketing strategies, marketing communication strategies of business units in
tourism industry as well as destination marketing organizations.
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AU #UA518991NN15ANIVBY Chu and Kim (2011, pp. 59-69); Chung and Han (2016, pp. 377-379); Chung
and Koo (2015, pp. 226-228); Li, (2013, pp. 269-273); Lin and Lu, (2011, pp. 1156-1159); Tam and Ho

(2005, pp. 1156-1159)
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