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Abstract

Social media constitute rapid communication channels and could efficiently communicate
hotel image to customers. This study considered the application of online communication on
SMEs hotel image and customer loyalty. The data were derived from in-depth interviews and focus
groups interviews with stakeholders from different organizations of Andaman Cluster (Phuket,
Phang-nga, and Krabi). Three main categories emerged from this study: 1) hotel image was
considered from the overall image and image characteristics; 2) customer loyalty showed intention
to revisit, word- of- mouth, and recommendation; and 3) online communication was used for
activities, channels, and types of communication. Moreover, the results of this study suggested
that online communication could be adapted to communicate hotel image to the target market
and involve interactions between customers and hotels in a long term period. Contributions of
the study on practical implications were discussed in the paper.
Keywords: 1) Hotel 2) Small and Medium Enterprises (SMEs) 3) Online Communication 4) Image
5) Loyalty
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