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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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vosnueaveatnvieadisalunsundesueaaziiounumiouiioannandes guilaniivimunfse
mMaAnnsuNsszUIalain-19 lvinsdsuulamgAnssunisviesiisamdsnsunissuinlain-19
viail AASINTI wiaRedn wazeSen wednde (Susaraporn Tangtenglam, & Ariya Pongpanich, 2021)
fnuirtafeiiinadensdonnisfumaiondirlneuuuuanil nsdadulaiiumeioad et
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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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