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Abstract
This research aimed to 1) analyze tourists' attitudes towards the promotion of tourism
marketing through online media of Phu Pha Man National Park, Khon Kaen Province, and 2)
propose guidelines for the promotion of marketing through online media of Phu Pha Man National

Park, Khon Kaen Province. The quantitative sample consisted of 400 local tourists and the
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qualitative sample consisted of 3 persons from 2 government officials: the Tourism Authority of
Thailand and the National Park officials.

The results indicate that most tourists have a positive attitude toward online marketing
due to its quick and convenient information, such as engaging photos and videos. Online
marketing helps tourists plan their trips more easily, such as by checking routes and activities.
Additionally, reviews from other tourists serve as an essential source of information for decision-
making. Interviews focused on using online media to promote tourism, public relations strategies,
conservation planning for local resources, and the development of online channels such as
Facebook and websites. Collaboration with the private sector and local communities is also
suggested to create sustainable tourism activities. The guidelines for promoting online marketing
include using social media as the main channel for public relations, such as video reviews, live
broadcasts, and using online influencers, as well as developing easy-to-use websites and
applications that support multiple languages to attract international tourists.

Keywords: Tourists' attitudes, Marketing promotion, Online media, Phu Pha Man national park
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nsvisaisndsdnaduianssumsieadiodfidadunisaiiaimg funiseusnyuaznis
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oglsAmunsthuImansdaasumsmainnsvieuiisanumissulative sgne sy
wsiu FeinveuudulugnisufoadsdedudsuduiiashlnAsnvieaiisndeiinaogiedsduluiiud
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Fangldaseuuunanesy seailey (TikTok, Facebook Reels, IG Stories) aaulu SEO uag SEM Live
Winnsueadiu (visibility) Tu Google Search wag YouTube

2. wwngutmnenussRunsinyuazne neiauidommsaizas wu ionids
Fnms/dsansardmiuiiinsnugaiauiuasgyiinannvans aseunquynnausadnyal laun e
yadon (LGBTQ+) tteaduauddnidudives (inclusivity)

3. ygneanuailefuruvwissiulazmeaudug Tnshmfugusuaineianssudeyinduas
TusTIN WU Aanssudgnyn WudhAnwisssud 308InvUu dauauyiniuaninedevse
TsaSeuileanguiinGou/dnAnwdadunguitmanendn

4. W iulesuazszuuassesuladlildnude Aisusulzs UX/UL ladaau, sessullefionn
sTULINTEUULaMUBNADU Mawsmlulfi wardaviaduuusinsldouiuled

Forausuuziian1sidelusunan

1. esfimfeiitunsiidusuemnniedufiemsimunisiendendinduiuiliie
ATy

2. msiinsfinuidesiufvaniuvdevthenudnnmsmansiiieades 1wy msmann nsuins
fuit nseuiny ilehlugnisysanmaiiensiauvesiiuiiosauriase
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