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Abstract
The change of the global trends and the government policy of Thailand 4.0

leadThailand’s tourism industry policy and tourism marketing 4.0 to focus more on innovation,
technology and creativity on the tourism management and marketing. There is also a modern
entrepreneurial group called “’Startup’’, which employs technology and creativity in tourism
industry and it can be applied to all entrepreneurs, venture capitalists and government
agencies. This will support the development of So Lo Mo (Social Local or Location Mobile)
tourists, which are capable of employing the new technology for self-tourism mostly in a group
of DIT (Domestic Independent Tourism) and (FIT (Foreign Individual Tourism) tourists, has also
been increasing. This phenomenon causes a new marketing trend to focus on the online
marketing, also known as digital marketing, which is regarded as a type of market called social
media marketing and it is widely open and emphasize on the participation of people and
adaptation on the different among the people. There is also a development of communication
technology to support the customer’s mutual exchange of knowledge as well as searching
information on purchasing and selling products and services without any limitations. The
linkage between the online and offline marketing including the way to access to the customers
(Omni channel) can increase the potential of analyzing target audience and tourist behavior to

be consistent with new marketing trends and conform of the tourism trends for the future.
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naumginssii 6 Sandunuildudnrieafiorflasfeluowian nduinvieailendssnviay
HugFumanalanuludanu (Social capital seekers) aziigadosiunslddossulatinsustiuysy
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viaaufien So Lo Mo (Social  Local %3e Locationuay Mobile) lunsvisadisailidossulatimming
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AuUsEiiula (Customer Relationship Management) %38 CRM (Kotler, Philip. 2017)

wlsungusznelng 4.0 dan1sn1siuasunUasgaanssuviading?
wlsuinsaaasunisvesfisavessguialaiinisuiudmuuleuisseaudszmaduuloue

Fegnlunisuimsdanmsiumsviesdies Sanuddglu 4 Ussinundnde 1. dufdnea wisuaiy
wienfuusewelneg 4.0 2.msasedeyandumesidaniielionlulddunsvieniion 3 iwuuay

nszRvYARINIAUNSiea e lilseliinty Wususulinawadvesdu Wudud.nisienud

2060



Veridian E-Journal, Silpakorn University atumwlng annuyvemans deumans wasfals

ISSN 1906 - 3431 U7 10 atufl 3 Weudueeu - Suau 2560

szuuiuligusegneunsmsidngssuumsaangideungndes dnmsiseuslunisdtenigndesias 1
Jayadnvionfivafigndoniesiinuazsia1dud1 MIuasmnuunuimuin 5o uieuieyif

Y .. 2558-2560 ( NSENMNSVILAgLazinn, 2558).91nulguigsunisveaietlsenalng 4.0

@

suuldivilifnenuazanauiglunisdhfeyavesiliusnisidussuuuasdeyalinuiiuade

[V
v

naliusemelngladuleuiens 4 Jeuildegrsauysaluvagyiliinnisimunsudeya nsdni
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Thailand 4.0 : New Growth Industry
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Source: NSTDA
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wialulagoms walulagavain arumalulagaiueiueuduazdcingsy auvaluladgfinea
wazmaluladfuiaussay Wudu Jegravinssusnuiausssufinnufododugraimnssudiunis
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MIWNUFIERLDY FremuLeUUBase (DIT- Domestic Independent Tourism) wagtinyioadien
YeAnguTNTiEeme suUUBaTH(FIT- Foreign Independent Tourism ) fin1sdnnisanauny
Fedemnegasiviinudiaty dnviesfisnasifineuazninauisanunsnansszuueelatiivn
Tsausy anon1sDu sruuvudssagildies videsimsliuinmsuAuisdananuisningen
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YWIANANLAUUIAgaN(Small and Medium Enterprise 38 SME)  101gn151 U UIAAMIUAIILAR
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#u Tech Startup 9zUsznaugsiav Ui sminisrguuuulyel Fangu Startup wsnsannngy
JamisvwenattazauingeunseSME  Aekidndudeadudamuieservasilufninauesiiu
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ANWAIZYDINGNFINAIUNTHIDNEIEA1MEN (Startup Tourism Business)
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1. fuMSANLIAN UG Yuds Maiedeud uazduniszanngavilsludganils

2. fufunuudsnindien (Travel Agency) Q‘lﬁﬁmi%amm;mﬁm (One  Stop
Shopping) dnn1sviendiealdnsursasnasanisiniierwandudnuvasfunuuidninieteoulal
(Online Tour Agency) Wiagige OTA

3. gufinnende Wy 159usu(Hotel), tnadiand (Guesthouse), leana  (Hostel),
wakeuRlUsATNEs (bed & breakfast), lwasigenisniuus (Service Apartment) 1usu

4. fhufinihg dhme waliieyainansidudy

5. fUUIA1TEILIBANNALAINBUY 91915 LATBIAN T12veaATedld nsquaniny
Uaendudusiu

lunshniseanatugeavnssuviesienlugauinnssusasinalulad 4.0 agfaaiinsaAieds

¥
v

Asfidday (Seok, 1., Google Inc, 2560) sl

1. Bumedidalunnds (intemet of Think) uie fage 10T iuaTetisvesing gunsal
wivug dagnaine uazdsvesdneqfidaeesdidnnseiind sruvrerduwaiuazniaidousifussuy
m'%mhae?faﬁﬂﬁﬁmsLLaﬂLﬂﬁawﬁaaﬂa Wutuiinlusyuveeulatl (Committed to connecting the

world, 2017)
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2. Yoyaeoulaudiuiunin (Big Data) dudeyaynegefisifegluuisn Nitoyand
wiaanuanneluvignuas deyanunainunasiininieusneg1edeaneasulal (Social  Media)

fetomndutoyafiannsniunienedld Aamsmideyaudieseilivarnvais’s Juegiin
dosnaihdeyamariululésla Jagiuisuhinmeidoyaooulasiuaumn(Bic Data Analysis)
diellumsdmsunsmansallueunanuasquualiiufiesiinduld (Big Data Experience Center,
2016)

Tumsilugmsvhnsranavieuiienesulatezdiosinsiszsinagnsnsaain 7Ps Ao
dumA1warusnas(Product), s1@a1(Price), ¥pan19lun1531% U8 (Place), N1S@9LASUNITHAA
(Promotion), ANYUENIIALATN (Physical Evidence), YAAAINT (People) LLazSﬁy’umauﬁaeﬁmi

N3¥UINNTIUNISIANTS(Process) (B3R wisau o eesen, 2555) wieldlunisimsiziviuuinigly

a ado o A

N133ANIAIUNITARINYDTET Widsid Ay galun1sitnisnaIaiIunsviesiies 4.0 Fen1sia
Hoann4 (Place) WignAmnsannsaidifsladng Faussnnlunisigsisesulatdaziinisudsomidly
Y =2 v ' ~ 13 I

mMsniunatnviodiiendu 2 Ussan Ao

Uszinndl 1 Pure DOT COM Business \un1siihgsfasunisviesdieaiifatuluszuy
soulatnadumesitawintgu Lfisuiegads dwunsigstaussmeatidsdesdinisinivled (web
site) havtiuna (web page)linaula

Usznii2 Click and Mortar Business %38 Bricks and clicks Business Strategy WHu

a v 1

mMainagnsvnenIsraalaeyigsiamunsviesfieifivzdugsiaiifiifudedase udula  Auled

e

[

(web site) wagtIUna (web page) Yunenasliduwmesiis Wudeamdiigndinauazainauielu
ASTOFUA

Internet Users in the World

by Regions - March 25, 2017

1035 93 8 W Asia 50.2%
8.6% "
\ (YT 0.7% [JEurope 17.1%

L [ Lat Am / Carib. 10.3%
W Africa 9.3%
50.2% W llorth America 8.6%

[ Middle East 3.8%
[ Oceania / Australia 0.7%

Source: Internet World Stats - wwwiinternetworldstats com/stats.htm
Basis: 3,731,073 423 Internetusers on March 31, 2017
Copyright© 2017, Miniwatts Marketing Group

JUT 2 : aonuglunisidnfsdumesidalul 2560

ﬁu’t Internet world status, 2017
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Mniindaludrsiuiudnvazsuuuunsiinsmainesulatiidoudimainuaneduiy
fuszneunsidenlditla wazandeyaguiuansanuglunisididsdumenidnlul 2560 Wiuldindu
TngwgAnssugfuilaalddumesidnngueereuiragefian sosnidunguelsunaznguaziuenidni
wanliiuinlwadeiloniavazdnanamlunmsimuisiunisnainseuladnionarnidneailueng
wn ngugflddessulatiazldinuszuiiefio (Smartphone) Wuvdnlumsansedeasuazmdoyaly
msvioufisnmenues wulay (Line), Suwm (Wechat), wiada (Facebook), ey (Youtube), ninnas
(Twitter), n3Uwanlaiwes (Tripadvisor), aneawnuies(Skyscanner) 1usu waznguaainaUszme
fldsunnuiiouuaraianelfuniianludd 2550 wasl 2560 Rousemeu 898 2560 adreelals
Usenelng 161,927.29 duuinuayl 2559 a¥usgld 171,285.77 1u (neuasughanisvieadisiuay
fan, 2559) lumsimsnaafuussmaduiudesdinsinudeildooulmifians 1wy ssuunsld
swdeanslaglatl (Line) waz wiada (Facebook) Usswmaiuayliannsadidsld anunsasiinismain
ooulatiimiell (Weibo) e aduiun (Alibaba)  fsdusesiimadenldussinnmaialunish
msmanooulalimngautungupaiatvmeuasUssimedidnlde Tulisudanisigsianianis
Guensfimanaunuliangulunssesiundumanesulay faru dnvisuilerfudissuumaigsnssy
mMsduianz foslinsdaszuuedmg (Alipay), Jusvmng (Wechat Pay) Judiu wavUsznalne
aesglatinsatuayuliiinsdaiierhssnssumanisiuseulatingmia (Paypal) ilosesiuszuuns
Peiusaulalfavaniilesesiussiveeulay wazatuayuannsgnssndedlunadutemsiidy
Aonansszwrinagouazguns(Market Place) TugUuuunmsvhnmssaakuugussnounisiuiusznaunis
(Business to Business) #3a¢ita B2B uayfusznauni1siugnan (Business to Consumer) #3efIge
B2C (M5EREIUNITANTENINUSEINA NSENTININVE, 2560)

Tunsvhnsnannesulat 1i5e Disital Marketing thu Philip Kotler (2017) lénanalfifieniu
nsvinsnatngalvi 4.0 lunidedeMarketing 4.0 Moving from Traditional to Digital Tun1svin
mMsmanadesliinviesifiodddn 5 Uszifiu Customer Path (5A) Ssazfioindszauanudnialunisi
pangaulay il

1. gnAnandnsdudilalignAiiunewiin (Aware)
2. gne Havlaldinniuans (Appeal)

3. gnAnanunsadeun oAl (Ask)

4. gnéndesiinisindnulate (Act

5. anAdestinmsvensislulanesulall (Advocate)

msvhmseaaeeulat Tutlagiududedimuddlu 5 Ussiuireiu fussneunsdesd
nagmsvilignAassaandins1audile wu gnianansanaumaestsausy aenstuld Sz
Tandifnauaulauiniy venandudesiinisnsssuuannsalignéasunumdoyaifinduly

szuuteyaseulatunianvugdeyaseulatdiuiuiin (Big Data) uaziimadeulewilvidnvisaien
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\AnAnufianela(Customer Relationship Management) tiloxiUSeuriieunaslsdoyananiasils
roudnaulate uazilodnaulatouds Wogniridngilafezdnnsuendonioutadudoyaluszuy
ooulay fodnduderlunagnimavinnisnaingalml uenaniu Agns waansSsfad uavawid du
13y, (2558) faldlausundnnagnsmsimsnaiagelusiilitnviosilsrvnmanidumeaniiies

Uszinelng Aonagnsnisnainseuansbiiiuienisaiianmuaisiuiu (Co- Creation) lneiUaloniali

'
1 =

dnviesieddidiuslunsaienuasiuiusenitadnesiietuasdlviusnis lngordunmsaunuiuas

[ ! [ !

maufduiusluszuueeulal viedunmsadsanuddgsauduseninagliuinig

o

unagy
n1InataLazgInInIunIsvisuigllulagduvesusemalneiinisusudndignisnain

Mol 4.0 (Tourism Marketing 4.0) AfluwrAnluaunAlulad WinNIsULaLANUARESI9ETIATN
TiAnsuuunisyimatakazgaamnssuieaieandsuluaingusenounisvuingen  (SMEs)

<, i s o Aa a v a o 1% ] = '
ﬂa’]EJL‘U‘UﬂQMﬁ@’ﬁV]@W (Startup) WllLLU'Jﬂ@ﬂ’]u@n’]ﬂﬁﬂai’]\?aiifﬁIUfﬂquqma’]ﬂﬂﬁimm@QL‘V]UQEULLUUIWN

i

MpnuMIANANYLES TNy MunuuTeminiiel (Travel Agency) fu17h3 1 auazn1suINIg

'
a

dgneanuazaInseglngenfedeyadiuiuninaindeyaseulatl (Big Data) uazgunsaiynegiei

&

Wouleaduwesiln (nternet of Think) Tunisidndstoyaszninagusznaunisiumsvieaiieiuas

1

AUstnAkUUN1SHRE AR (Two-way Communication) Usztanlunisvingsivesulataziinisuus

e,

gosmadulunsdrdisinunisnaindu 2 Ussian Aeuszuan Pure Dot Com Business fiaidunisi
gatasumvieaiieriussuveeulaBumefiiawintuldfisuegats uazuszinm Click and Mortar
Business tunsifiunagninianisnaindeiiuegataazvisesulatsieg lunsiménnisnain
ooulatdesilignénseutiniedud ansild aouniudoya dndulade uazinisuendoieassiling
vnsnaaeeulatussaumnudiia GsnudnnisfananaonadesfuusuiauniaAsvgiauasdny
WismAatuT 12 uazuRugnsmansnsRauILTa o lsvesUssmalnglul 2560-2564 Tiuly
nstdesuinnss welulad anuAseaiassdifionauuasioniiolifliauandsdudululy

BUIAK
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