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Abstract

According to technology disruption, of which effects to tourist consumption behavior and
practices, allowing tourists to travel on their own rather than with tour companies like in the past. Hence
tour companies need to adapt themselves. The main objectives of this research are to 1) study the Thai
tour business’s adaptive cycle between 1987-2017 2) examine the tour business adaptabilities in digital
age and 3) propose guideline developing of adaptability competence of Thai Tour Business to respond
tourism demand in digital age. The study employed mixed methods design. The data were collected by
in-depth interview, focus group with Thai tour companies and tourism experts for qualitative method and
by the questionnaire from Thai tour companies and tourists for quantitative method. The total sampling of
460 data sources were gathered. The research results four stages of Thai tour business’s adaptive cycle
1) Seeking and Searching Stage is by being more selective in products and services including seeking for
cooperation from key stakeholders both in and outside Thailand 2) Selecting and Satisfying Stage is to
adjust their public relations by setting target customers and upgrading human resources 3) Shaking and
Solving Stage is by facing with vulnerability issues and focusing on technology and social media 4) Solution
and Sustainable Stage is rebound stage to build sustainable strategies and disruptive adaptation. And
found that Thai tour business has the adaptabilities in “4C” dimensions in high level 1) Creation of new
products and services (X =3.76) 2) Creation of new energetic staff and business concept (X =3.76)
3) Creation of new distribution channel on platform system (X =3.82) and 4) Creation of new customers
(X =3.83). The last, it found Resilience Model for Thai Tour Business called “ I-PEUX” combined
I-Innovative the necessarily to seek opportunities for innovation to explore difference products and
services. P- Personalized Products & Services is to leverage products and services development to
response the customer personal needs. E-Exuberant Team & Organization is to develop an organization
and staff to always be at the cutting edge. U- Ultimate Connectivity is connecting all supply chain with the
disrupted technology ecosystem. X- Xocial (Social) Engagement is to create social relationship leveraging
travelling experiences for tourists. Public and private sectors can utilize “I-PEUX” as the direction to

remain the sustainable role of Thai tour business in tourism industry.
Keywords: Thai Tour Business, Thai Tour Business Adaptabilities, Tourism Demand in Digital Age
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2.3 4AYDIANMUTIZUIN W.A. 2543-2560
(Shaking & Solving) —ﬁqiﬁ‘ﬂﬂ%ﬁﬂ’ﬂﬂﬂm%ﬁyﬁﬁ?ﬁU
INGAAT 9 WaseRTRmsssurd Tsaszuin nsiles
wiswgnavedlan uwavlulssine danansenulinig

Wumaieafisgavein wazn1sauieg1ssinia
geanalulad vilvinginssunisuilnavesinvioudien
Wasuwladly denaligshatniioalneuiudalagli
anuddyfumalulad wazdedinn egraun 14
NIRAIAAITALNUNITRAIALUULAL USUFULUUGINT
Judnvazesulayd Junanvosulalivesdidiszitu
H1UsEUY

2.4 yawoan1sfusa w.a. 2561 Huduly
(Solutions & Sustainable) 1itaa¥19audadu finns
USuiegnefinaanaste (Disruption) u N5 Tu
Nuitve (Marketplace) vuunanrlosy nsilalona
Teulufiufhinauemensvionderluguruvosies
n1susulassadiausengnisiuduszneunas
(Entrepreneur) 1udu

3. Anuanunsalunisusuiivesgsiatiilen

Inelugedvia § 4 §R (“a ) deil

3.1 nsasiassanndlndvendndueiiag
N15U3n15 (Creation of New Products & Services) -
WAnfausuaznsuImsfiassassatunlmianve iy
Aflegudniielvnsanuadiudoanisianizvos
Unvieaiioanguitimune (Tallor-Made Program) @
MNUUUABUAILTIEUsENaUN LA Ine iy
shann USRI 1 (X =3.87 way X =3.78 Awadiv)
Tnggaleaiuindinyuyu wiuasisuszaunisallng o
Tifutinvieauiien

3.2 Msifinanuiuasinuvsyaainsfae
walulagansawmakazuuiAnnisiigsiaadelng
(Creation of New Energetic Staff and Business
Concept) - tiiaA1u5AsafunIsnaIndiva
fuszneumsuasinvieaiivaiiusnennn Wuddud 1
(X =3.93 uay X =4.02 aua17U) Auegstouily
wARFTiLaznITUINTUeIUIEN aufaFesiiiedos
Bu 9 wu ng sudeu Tuneunisiiien lassadienis
Meuveszuvooulal vos unannesy w@suad
Wnvgnisidnieslidudfagmad n1siieule
wainuae (Multitask Skil) a31emundialuns
M9 daasunisunmalulagarsaumediunlelu
Faem1anisdearsiisluuivniesuasfugndn doq
nan1sdaiudeya wazyeIn1ani1sgiseiiu Usui
IINAUUUNANNATY PO wuuRaAa (Traditional Way)
fusvvarielvdludnuazeoulal

3.3 Msiiintesnadndivinguuuwanyedy
(Creation of New Distribution Channel) lngn1susuuss
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duledliviuate Té5unmanieaunudieduie amn
quaaumuéﬂizﬂaummazﬁﬂﬁaqLﬁml,ﬁuﬁwmm
Jugeudl 1 (X=4.01 waz X =4.02 aud1dv) 91e
wuveeulatuu unanesu ludnwuzatensaiu
QJU 31aA (B2C, Business to Consumer) 41 www.
sawasdee.com; www.Take metour.com w3avglwny
USImindieadu q fidesniswinSaaiiuiy (828
Business to Business) L4 L“ﬂu@ﬁ’]ﬁ’uu%ﬂwﬂ%ﬁm
soulayl (OTAs) AsUszmafiddedssdanens i
HUTLNA 19U www. expedia.com, www. viator.com
msenuvesuladifuremmsunsnssaienan fos;
LLazmiU%mﬁjmmmﬁﬂﬁanLﬁaﬂmaﬂ”iﬂq

3.4 N151RIENGUYNAT FIT A28¥8IN19N1T
paENSWUURaR (Creation of New Customers) WUNiA

D .

AUsznounsuaziinvieafisusiusesnnduddiui 1
(X =3.83) 91ANANITILATIZRLUUABUAN HnT5Lden
waz@nwnguaaadiwine uaglideden ueundindy
Al auldSruaunnnluiiaqiiu 1wy Facebook, Twitter,
Instagram, YouTube, LINE, Whatapp, Wechat #u2n
fUiBaauAn 1Hun n1siiunana lungnanlaons
Wsrneunansdudnienisvieadien (Trade Fair)
fing o weluuszna wassnsUsuna wu nediealne
LR World Travel Mart (WTM) ITB Berlin 1Judu
afunsldnagnslunisaignanludainnisuense
Y04gNAAT (Word-of-Mouth: WOM)

5. wuamslun1sWauiAwaInsalunig
USuswesgsiaduiienlneilensvaussguasdnis
vieufenlugaddvia

IuLmamiﬁu@mmqiﬁﬁ]ﬁ%ﬁaﬂm (Resilience
Model for Thai Tour Business) 71138131 “-PEUX”
Usznoume

I-Innovative Audndulunisuarsmlenia
dieadeassdadivd 9 3nn1sfnwinaznunay
2550un3sn wuin wimnssuduindesiiefivgiliiAnd
Tnifidauuaninsnnadndasinaennsudnnsdudivin
oguda viliAnyad iy wazairaaduldiiiey
mensudedy yhaelalitugusznaunis

P-Personalized Products & Services N 19
BNIEAUNITHAIUINEN AU waznIsUTNITInd Lay
wANANBUALBIANADINITIRNITAU LANIZNGY
¥03gnén FeF8nsfinun 3 dau il 1) wadia nagns
n1snaInfIva Anwinguaaindimuigegisie s
warHAnsusinarn1suinisilaniruresuisn 2) nns

\fudeyavesgnéuazu3sngdn (Suppliers) ileinan
e Mlunsaswassandadusinaznisuinising
wag 3) WAdANITHUIUIERERTNLaZA1TUINAT
vieueriineulandenuaulafimvreingunainianiy
(Niche Market) Usgnaununisiifingninvesyuau
wadsassnduianssy vedumemsveadioalnl q

E - Exuberant Team & Organization n15%1
IesAnsuagiiunuasanandnnisinaulviuaie
ogiane 31nAuiuildainnisdunival waznis
aunnnguiudulii fusznoumaiiisllienud ity
fUUsEAVENIMTBIYAAINTOLININ NITBUTH VLN
Tarusluesvosnandusiuaznisuinig uazdd
Rertoadoulosassiliignéniiula uasdnduladentd
U313 mMsvhausgiuujoRnudstegtumalulad
dasnfiunumuandu sialdyaainsiidaanud
arwanansaludiuiagldsunmsiosundriuiu wy
a11130vN1TRaInAIvale swavidilalasasienis
Wauves unanesy uazszuuseulay msizile
Wnlalassadanisvhaueessyuu Aazginaasyism
wirlsliiy Reseller Inofldnadnlsmudiasazidu
wazAUANlATIaIAIuIIAld vinwenisvinanula
wanNnate vinwenisidiosvesdannanifed
arunsaasienuAtLazUssaunisallug q Tidy
tinvioadieals

U-Ultimate Connectivity n1siouleagsia
FnmFremaluladdats (Ecosystem) auriilifgsia
diienfquainuunigu nsdwdndusinaznis
uinsfiasreassatuulnsivislussvuesulad vu
Booking wwaaweasu ¢i13 9 31nn15918lwiuuIEnin
Wigaseiules (B28) wieviensafugndn (B20) %o
Toifuussnitvh unammesa (B2P Business to Platform)
minifiuarududoulunisviedu 1wy 91e B282C
B2P2P2C
Business to Platform to Platform to Consumer 3¢
featandevnely gnénanunsatdsldnasaiia

X-Xocial (Social) Engagement n15a519A21%
ynWunedsay epnsefunsaieUszaunsaifg
aurAuTnvie el lWumsaienuduiusiugnii

Business to Business to Consumer,

YU Social Media Platform w1 Facebook, Instagram,
Linkedin, Blogs A4 9 saunsatfivdoyagniilu
Snuwarve Big Data wariiuinsieiiiieadnaassd
nAnSuginazn1suinisiifiendnvaluazasiniuan
feenIsianzvaIngugnAdIvang wazinn1snain
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Advialdegnadiuszansaniign fusznaunisifiugie
wnluns@nundeyaifertugniuazinanldlunsia
wanguaarniimaneg siinnsaainadvia el
Fownlunisdeans nislideya uaznisvesioly

2AUTIIHANITIY
1.5p¥nsn1sUsuivesgsiatiiienlne 4 ga:
gAasIN53Us gailes gATaIANIUTIFU Lazyn
vaan1silud denndesfuuuifa N e i0ININIT
U5Fuf1999 Gunderson, & Holling (2002) flosune
Faunisvesssuulineiven 4 szee laun 929w83n1s
WIYLWULA Y29N15AENIN YanEANITIRTYIRULA
waztasvasnisituy Tnefsvozinanluusaznwineiy
Fpdnsnisuiusvesgsiathifenlnelugail 1 uas 2 4
nsflugsieededesdurosly aufgai 3 1Wuga
Afdadesing q dedygranfou mingsiadudieals
psgniinfsdafiindavasuntas uarhifinwidemns
Wieaunuiuile gadl 4 Avgnaneifuiiesniuily
LhAndu ldansaildssAasdusnunduunlésn
fifseanatnaansly Jpdnsnmsususuesgsiainiien
Inedl \Gudsiestligusznounisléiiuuazsunsiui
fanaudmiedsiidossus vonanildsaonadasiu
Hirt, Laczkowski, & Mysore (2019) finann
“Economic downturns are impossible to
predict and sure as sunrise. Build resilience
now, because when the sun comes up, you’d
better be moving.”

2 arwiannsalunisuuivesgsiadiiienlne
TugaRdvia s 4 T3 “a ¢ Ao 1) n1sadrsassfany
Indvomdndugiuasn1uinig (Creation of New
Products & Services) 2) MstiiuANLFUAETNYEYAAINS
mewaluladasaumalaziuiAnnsvigsisadelv
(Creation of New Energetic Staff and Business
Concept) 3) NM9LfiuTIN13dAT M8 Platform
(Creation of New Distribution Channel) 4) n15t31%
naugNAn FIT fedesamsdeasuuuiisd (Creation
of New Customers) iunuifnd gy diléuiainnis
MUMIUITINNTTN wazdaasIenaInnsufiRNuase
y0affUsznouns TavalasunsBusuainmsduniual
MInBURUUARUY ANNAniuLasdeatauawuzlunis
aunuingy azviouliiuininuunguszneunisin
Wigainsuudanlagnasn uiazuiuludszifula
oglsdu Juagiuiiafenieluvesfusznounisi

Wlenth o eluivi 4 i dennrdesiuedusznouues
9w Organizational Resilience in Tourism 484 Hall
et al, (2018) fivsznaudie 1) unumredyaaing (The
Role of People) n1sfintnauiifiadesssu faunf
Fnwenshauiia agdaelinisiugyinldEuandy
gﬂﬁiimmﬂﬂ"ﬁu 2) UNUMTBINTZUIUNTT (The Role of
Processes) flazthemaunuiionauauanaUasuuUa
AT UETIANTY WU N15uRLNSIANTSAY
\Feavosgsia Msdanismineinsyanaliidlassdns
N ukaTNMST U WALn ke 3) UnUTMYes
1A30%918 (The Role of Networks) 1 un15a519n27
wnifu aaefetneiuviadlsgumu viegieidowes
gt

3 wuammslunsiauAMuEINsalunsUsUsa
vaagsiathfienlneiiions uaussgUasdnisvieaiiien
lugpddva lngld “I-PEUX” Resilience Model 11310
wuIRTML tadaunsisiiauty wagldiunis
guduannnisdunival N15RBULUUABUDIN AL
Anviunazdeiauouuzlumsaunungy Jeiuuafnnis
TanudAyduutnnssy (Hnnovative) utdudn
Foulsaariiuesdusznautia 4 e P-Personalized
Products & Services N158ATEAUNITNAIUINERN AU
wazn1susnIsinduazusnaslinouauoinufoIng
ANIZAU WANIZNFUVRIaNAT E-Exuberant Team &
Organization n15vinlWesAnsuasinsuas1wandn
nsvihuliiuadeegiaue U-Ultimate Connectivity
madeslssganadamiomaluladdate (Ecosystem)
uviligsAadifiendinuenuuninga uaz X-Xocial
(Social) Engagement N15a519AURNNUNIIFIAY
WleensefunsaUszaunsaliifinuaiuinviesilen
Aliddnazusudluguuuule desdrdsdeninudn
aswassn anulnd mahldld wagnsiliiAasele

GFLY

gaRdvaLugALInINTING fTdauuts
memsaatnunlddndudeaduusdnlug o 8nsely
winezdulasiivinlfidaninasfuglélenianisnisdi
wnnd faty nMaiaauamsalunsUSufves
g3fatniealnedednfusdrsbaiifosasiieniogis
93993 M3uE vise mMsAnludrand azdununia
flazanansouwdsiulunaald Ypdnsnisuiusmesgsia
diiterazfudiuiiesdaglunisdndula uaginauwu

Syuilefunisasunuasinnineziinduluauiandy
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Tnduaglna szsinlifuszneunisssfatnitedldiiiu
amvesnsiuiugsieineglutinanla faaniidos
Usudmsell egndls arlalensusudludnunvves
naudtlymianiznihdndely Viedyad 3 uaz 4 19y
ﬁaqiaﬂwaﬁﬁﬁqﬂﬁwa%aassﬁﬁﬂmi 9 (Hall et al,,
2018) WislvigsAaddusiely

“I-PEUX” Resilience Model 9azt¥uuuanig

D

o

Y a o 4 o = = o & '
V]ﬁ]%‘i’niﬂﬁqﬁﬂ‘i]u']l,wEJ'Jﬂa‘UlI']lI‘U'WU']Vl 1AMUINTUMD

nvieailed doszuun1visuigIdnass mngsiai

WwienthlUldegwadvassAuarasudiuynesiuszneu
dalauauug
mifeifidoiauonuzuumislunisvaun
ANNaEnsatunsusuda Taeld “I-PEUX Resilience
Model” ¢iid
1. lugadniagnAtlaudeansiitayg 1
Feswdnfuaiuaznisuinis visasiaiisasidiiie
ABUANDIAUABINITIANIzANRIT g naluns
fegaaruaulalidaduladoldviud arsasnunsn
nafin (Gimmick) fianuisaasisdszaunisellvg 1
uaziitunuA i uREn SusikaysUSNTIINTY G
FUsznounn3gInadiedna1ndn “aenunsnianssy
dlumslouduvesuay 1wy mswinvionileadu
Tugthandeusne Fsthwnildeideslead 1Wunsanly
Fiuegnann uazhanssuillaifidldiela o s’
Wusu vidensiidwsiuivyuey Feffusznounisan
Tngiiudie WWunisdalentalidnrewiionldd
Uszaunisaisanfuauluiiuil Wy unainaduiien
YUY 4 Womilurdaziny vesuitmssdnn naia
Hudu Fesmadenlesgsiatavmiomaluladiu iy
nsiiudemnsdadimine wagazdFanamidoumin
dnvoafieraunsadifadeyaldainaurinlnu
Fafiguszneunsmansviuldndaiaiudn “Jagdu
tnvieuieliFinegiuantialuiu 903915 Rusiu
aunsaliiu TnagUasdedsmuinuansnlnu naeanan”
2. msUsudagliauysal 13Useansaimmin
fusznounsideniiazuiuiiisssdidla egremils 1y
W ndnduaiuazn1susnis windnaudwininye
TuesnuAnaiassdogieiiuinnssy fasdunis
gInfaglinandneiLagnisuinisiuansauaz ety
laasslusrezend wagminiildiauevielussuy
soulatl udidonunansesuiligndesiunain
nquitlnuie wiefidediianisdeude Avzidu

guasIAraN1TAIINTTUIAT AR SaiLagnITUINIS
293{UsENBUNTT MInvIANIsIivkaInszideya
nauaaadmuie Aagvilinisasisaruduiiusiv
gnéuudedenuliussquimnedideanis enailiunis
daeundnfusiuaznisuinsildliiduifenisves
anén vilidehnauarneld

3. wuansiifoentsliidunisaunudasmii
wnnvSudiigananiJynianzudn Jsunavdu
Ustlavtdifinnntu mmirlulduiunsausuan
sieLilaanagsia (Business Continuity Plan: BCP) Lile
uimsgstaliduduseluldlnglivgavzinluniigi
gsfafessrauiuaniunsaifilaund 1udsiigsia
Wielneaistianuauls waznaunulunisiuiiedu
wningasing 4 Arsuaulald wazfinuliuvueuly
(3esanunisal uarszarIaTiin Jedemansenusior
fldhuietes (Suppliers) fugsiveesviisluaning
desnnluilagtueylsfifniuld ynegrslinduoy
fegeiiiiudaiigalutiagiull fde mainlsaszuin
COVID-19 M¥inlgsAaisademgafianisdingn
AUIENOUNITUNI18013UARIBE19015 nateUiu
wazduaavyudouliiieae
nnAnssuUTENA

Iasunuganyunsideseauiadindnyain

o o

Finaunisiveniann® Useanl 2563
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