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CUSTOMER JOURNEY ANALYSIS TO SELECTING ACCOMMODATION DURING THE

NEW NORMAL SITUATION OF THAI TOURISTS
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Abstract

Today’s customer journey of Thai tourists is immensely affected by technological
changes. As a result, brand touch point also changes congruently that result in Thai tourists,
there is a point of contact with service, safety and goods, changing the choice of
accommodation under the new normal situation. A customer journey of Thai tourists begins
with pre-purchasing, during-purchasing, and post-purchasing of product or service which
comprises six steps including awareness, evaluation, purchase, usage, purchase, and advocacy.
A key instrument used to identify a customer journey is known as the customer journey map
to selecting accommodation during the New Normal Situation of Thai Tourists which the
accommodation business to create an in-depth analysis of customer’s opinion, demand, and
behavior. The result of an analysis is constructed as a map of customer journey to explain the
relationship between customers and the brand touch point of contact with service, safety and
goods, changing the choice of accommodation under the new normal situation. The derived
insights can be used to plan a better marketing strategy to satisfy the target customers and

effectively manage their experiences.
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aunmiliedosiuingn COVID-19 Homahlimudssivnuialauasdsaudensvieniesliinig
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suusstu wihussmalveazdidneawlunadulsamaiifingeuaslain19 Tiafaadusudu 4 ves
lan seunsnisshwinnudasaieananiunisallain-19 agradune wazausiuiievasauly
UsenAnDnunInsnesseyvinamsmenmegauasinda winnundidmasenainionanumion
vosnueaveatnvieadisalunsundesueaaziiounumiouiioannandes guilaniivimunfse
mMaAnnsuNsszUIalain-19 lvinsdsuulamgAnssunisviesiisamdsnsunissuinlain-19
viail AASINTI wiaRedn wazeSen wednde (Susaraporn Tangtenglam, & Ariya Pongpanich, 2021)
fnuirtafeiiinadensdonnisfumaiondirlneuuuuanil nsdadulaiiumeioad et
melulssimatazaeuenUssma aiimsiilfsnnnuvasnsouargueunoidususuiiddganniian
nmsaaitusinssgriauunwnduilila uagmaedsuaumoriaufiunsiulmisnegld Digital
platform fiviannviane eannsudyniuasduialnense i’]ﬁ]{fﬂﬁﬁwﬁ’mmﬂﬁqﬂumiﬁmLﬁ&J’JLLUU
Usnilmal Ao Jafedudymaveudouaslsnfndeuniandususuusn vildmhenunnniadiusis
Ssuazionvu Sedesiuinldlawarnunuiusesednnieds Seiladedinanlutadofliausanndn
innousssduanumsallddrsiiagsuusdlduansemuluilan
uenanilunsieneidumsesuilaneavededditmsfnymareisussnauiiu fans
iedosiomanaluladiiannsofunginssumamdoya msldnalunssuiumsdousastunaunis
dndaiuleduagdedinnooulad wiedesmninmsdasimineesulatinfingfinssunisdessslssmsia
p1afadlinmsifoisnmninusznautuianisdunivalidedn nsdunauuuiidusiuarnsdunauuy
laifidausu elilddeyadednuazaziBeniian Wethudaviiduumuiidunsifumewosuilan us
fomssyisie msidennguinogiadiefunidunisvesiusinaafesiulainflnuantinsaiugndi
Wanuie wazatuisaazviounginssuvesgnandivuield aenadesiu adariing Mnglnsas
(Salilathip Thippayakraisorn, 2018) nanalin I‘umiaLﬂiﬂ‘vmLaumwaqwuﬂﬂﬂiuaﬂmwauummm
Fudpuanntumneiedseuooulavifinrrumvainuats desnanisdns et uuazesulat
fenuumnsirstusgistaay Bnsdumdeyaiasuntasil mneglinnudeiendiunesfiuaoy
unlrienudedefuslaafiliduiauduniazessmdssld nsazaualndiiosasusiazyinns

v
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Fumdayanisooulatuny Midulunsieneidunaosfuilnalugaddvaiisfesinsziods
aviBoauariiameidedinuniu

nslianudfyiugedudavesgnAn w5e Customer Touchpoint gyibvitauiunuImngly
nsadnufianelaliiiugndn deqaduiatunisuinig amnuvaends wazduddenisideniiinusy
aeldanunsaiundluiidu dusenounisduiinndosinis Restart uagsn1sasns Customer
Journey smﬂivﬂauma 1) Awareness tHuduneulunisasrenissuilunguguslomdmanevedsausy
Fetunouiinoufiinazaina Awareness Ifisdnduiiay zApadriNIyUIUNTT STP (Segmentation -
Targeting - Positioning) tilelismsuiiangulmeneiisnazdeans Wesannshifmuangudmsned
wdemsiieatumsiviagililsussdudesudssnalasldmgmezasdunsinsdeansly
wuul¥ians nénvedlsausuAensilesesigniusaznguuazmvesislunisains Awareness iz
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\idausazngaliifigndmiunisdeasiiieainanisiuslutlagtuannsouenliiiu 2 SnuagAonis
a$19 Awareness luduga313 Online waz Offline 2) Interest 1utuneuluninAnauaulaves
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auiaaﬂaa 9 ﬁ%ﬁﬂﬁlﬁﬂﬂﬁ%@iﬁdwLLawﬁasﬁu muﬁﬂmﬁmﬁqﬁsmL%ﬁﬂﬂ;ﬂ%ﬁ’uﬂmaLﬁuﬂawﬁms
LLGU\‘i“Uu‘VIiULLN“Uu W3 mUﬂmqumﬂiiﬂfﬂiaumﬂmmmiaﬂmmuamﬂlﬁﬂumum Fafudssouuay
Juffiazaroidndsiunsdu mszdanudesnisdudndudmauunn mummwﬂgwiwmmulm
nanewdueudndln alufigailenadlufasrilifemiuduiu naneludiuvilnedddinund
vaAuludeny

References

Alanna Shaikh. (2020). Coronavirus is our future. Retrieved from
https://www.youtube.com/watch?v=Fqw-9yMVO0s|

Ayanso, A. (2015). Business and technology trends in social CRM. In Handbook of Research on
Managing and Influencing Consumer Behavior (pp. 295-309). |Gl Global.

Benjawan Bowonkulpa. (2018). Behaviors and service marketing mix factors affecting the
selection of hotels and resorts for the government agencies in a case study of the
western region. The 2" Work Integrated learning National Conference “Employability
and Engagement” 26-27 March, 2018.

Drug and Medical Supply Information Center, Ministry of Public Health. (2020). Guideline green
covid19. Aksorn Graphic and Design Publishing Limited Partnership.

79



2158@153PINSHIINYIAUAISANLKNEIE TN 16 aTUN 3 (AKe18W - SHIAN 2567)
Academic Journal of Thailand National Sports University Vol.16 No.3 (September - December, 2024)

Dutsadeewat Kaew-in, Thanakit Chaimadee, Metha Siriprayoonsak, Kasemsab Donghong, Wirat
Namuangrak & Napak Namseethan. (2019). Decision-making behavior of hotel
customers in Loei. Journal of That Phanom Review, 3(2), 224-240.

Flom, J. (2011). The value of customer journey maps: A UX designer’s personal journey.
Retrieved from https://www.uxmatters.com/mt/archives/2011/09/the-value-of-
customerjourney-maps-a-ux-designers-personal-journey.php

Greene, M, Riley, E., Card, D., Mitskaviets, I., Bowen, E. & Wise, J. (2009). Justifying social
marketing spending. Forrester Research.

Hilal, M. I. M. (2019). The effects of services marketing mix elements on Brand Equity and
Customer Response of Tourists Hotels in the East Cost of Sri Lanka. International
Journal of Innovative Technology and Exploring Engineering (JITEE), 8(11S2), 249 — 259.

Huanga, X., Daib, S. & Xub, H. (2020). Predicting tourists' health risk preventative behaviour and
travelling satisfaction in Tibet: Combining the theory of planned behaviour and health
belief model. Tourism Management Perspectives, 33, 100589.

Jacobs, J. A, Klein, S., Holland, C. P. & Benning, M. (2018). Online search behavior in the air
travel market: reconsidering the consideration set and customer journey concepts.
Proceedings of the 50" Hawaii International Conference on System Sciences.

Jittakorn Wijannarong. (2021). Tourism management in Thailand for the new normal. Journal
of MCU Social Science Review. 10(4), 372 - 381.

Kasem Jankaew. (2013). Integrated environmental management. Kasetsart University Press.

Kotler, P. & Keller, K. (2018). Marketing management (15" ed.). New Jersey: Prentice Hall.

Lemon, K. N. & Verhoef, P. C. (2016). Understanding customer experience throughout the
customer journey. Journal of Marketing, 80(6), 69 — 96.

Magnini, V. P., Crotts, J. C. & Zehrer, A. (2011). Understanding customer delight: An application
of travel blog analysis. Journal of Travel Research, 50(5), 535 - 545.

Nattawut Maopraman. (2021). Decision making on hotel selection through online system of Thai
tourists in the Andaman province area. Rajapark Journal, 15(43), 211 - 225.

Nuanprang Khan-ngern. (2019). Marketing strategies influencing decision making in using hotel
services in Ubon Ratchathani. Humanities and Social Sciences Journal, Ubon
Ratchathani Rajabhat University, 10(2), 199 - 210.

Olya, H. G. T. and Al- Ansi, A. (2018). Risk assessment of halal products and services: Implication for
tourism industry. Tourism Management, 65, 279 - 291, doi: j.tourman.2017.10.015.

Park, H., Kline, S.F., Kim, J., Almanza, B. & Ma, J. (2019). Does hotel cleanliness correlate
with surfaces guests contact?. International Journal of Contemporary Hospitality
Management, 31(7).

Patchareeya Kaewchoo. (2021). Factor influencing change in new normal tourism behavior
after Covid-19. Retrieved from https://mmm.ru.ac.th/MMM/IS/vIt15-1/6114993619.pdf

Philip Kotler, Hermawan Kartajaya, & lwan Setiawan. (2017). Marketing 4.0. John Wiley & Sons.

80


https://www.uxmatters.com/mt/archives/2011/09/the-value-of-customerjourney-maps-a-ux-designers-personal-journey.php
https://www.uxmatters.com/mt/archives/2011/09/the-value-of-customerjourney-maps-a-ux-designers-personal-journey.php
NB Msi
Highlight


2158@153PINSHIINYIAUAISANLKNEIE TN 16 aTUN 3 (AKe18W - SHIAN 2567)
Academic Journal of Thailand National Sports University Vol.16 No.3 (September - December, 2024)

.

Rashid, T., Rembielak, G., & Chat Asawapreeda, P. (2012). Investigating the influences of marketing
mix factors on consumer buying behaviour in booking a budget hotel. International
Journal of Sales Retailing and Marketing, 1(4), 52 - 60.

Romyanun Chanpanich. (2021). Awareness and factors influencing green productre-purchasing
behavior trend of consumer in Bangkok Metropolitan Area. Faculty of Business
Administration for Society, Srinakharinwirot University.

Salilathip Thippayakraisorn. (2018). Digital age’s customer journey, a new marketing quest.
Panyapiwat Journal, 10(2), 294 - 302.

Susaraporn Tangtenglam, & Ariya Pongpanich. (2021). Factors affecting the selection of new
normal Thai travel. Journal of Multidisciplinary in Humanities and Social Sciences, 4(1),
12 - 24.

Tanongsak Sangsawangwatthana, Nidchchanun Sirisaiyas, & Chot Bodeerat. (2020). "New Normal"
a new way of life and adaptation of Thai people after Covid-19: Work education and
business. Journal of Local Governance and Innovation, 4(3), 371 - 386.

Thanawan Sittithai. (2018). An investigation of service marketing strategies of hotel businesses
in the area of royal coast to promote tourism capacity in the west coast of Thailand.
Princess of Naradhiwas University Journal, 5(2), 135 — 146.

Venkatesan, R., Petersen, J. A. & Guissoni, L. (2018). Measuring and managing customer
engagement value through the customer journey. In Customer Engagement Marketing
(pp. 53-74). Palgrave Macmillan, Cham.

Weerapong Jaicheun. (2015). Marketing strategy influencing the decision to revisit boutique
hotel in Thamai district Chantha buri province (Master’s thesis), Burapa University.

Wen, J., Liu, X. & Yu, C.E. (2020). Exploring the roles of smart services in Chinese senior
tourists” travel experiences: An application of psycholosgical reactance theory. An
International Journal of Tourism and Hospitality Research, 31(1), 1 - 4.

Xie, Y. (2020). The relationship among marketing mix, customer satisfaction and customer
loyalty of Chinese tourists to budget hotel of central Bangkok. Retrieved from
http://www.ijbejournal.com/images/files/21316953225c5d59bbe99b4. pdf

Yalanee Sa-Ah. (2019). The factor marketing mix relating to choose boutique — style
accommodation of foreign tourists in the Rattanakosin Island (Master’s thesis),
Bangkok University.

Zhang, J. (2020). The safest ways to dine out during the coronavirus pandemic (if you must).

Retrieved from https://www.eater.com/2020/3/12/21177140/dining-out-atrestaurants-

during-coronavirus-covid-19-explainer

Received: 2023, May, 31
Revised: 2023, October, 14
Accepted: 2023, October, 24

81






