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ABSTRACT

The purposes of the study of digital marketing strategies affecting the overall
operation of hotel business in the northeast of Thailand were 1) to study the digital
marketing strategies of hotel business in the northeast of Thailand, 2) to study the overall
operation of hotel business in the northeast of Thailand, 3) to study the relationship
between the digital marketing strategies and the overall operation of hotel business in the
northeast of Thailand, and 4) to study the impact of digital marketing strategies on the overall
operation of hotel business in the northeast of Thailand. A study from hotel business operators
in the northeastern region of Thailand. The populations were 384 cases which were selected as
the sample in the study. The research instrument was the questionnaires which 384 sets of them
were sent by posting, but there were 232 sets were sent back. After tracking through phone call,
additional 79 questionnaires were sent back. After checking the accuracy and completion, 6 of
them were incomplete. Therefore, the total numbers of questionnaires for the data analysis were

305. This had the response rate of 78.81 percent which was acceptable. The statistics used in
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analyzing data were percentage, mean, standard deviation, multiple correlation, and

multiple regression.

The results revealed that:

The hotel entrepreneurs in the northeast had the opinion on the overall digital
marketing strategies in the high level.

The hotel entrepreneurs in the northeast had the opinion on the overall of the
operation of hotel business in the northeast of Thailand in the medium level.

The results of the analysis of the relationship between the digital marketing
strategies and the overall operation of hotel business in the northeast of Thailand in each
aspect through the multiple correlation revealed that the organization’s online public
relations marketing, the digital marketing channel, the online reputation management, the
content marketing, and the positive relationship with the operation of hotel business in the
northeast of Thailand.

The results of the analysis of the impact of digital marketing strategies on the
overall operation of hotel business in the northeast of Thailand revealed that the
aspects of online public relation, online organization’s reputation management, and
digital marketing content specification affected the results of the operation of hotel
business in the northeast of Thailand in the same direction. However, the digital marketing
content specification was reported to affect the results of the operation of hotel business in
the northeast of Thailand (OO), in the opposite direction (Adjusted R2 = 0.436) with 43.60
percent. When the constant value (a) was reported, the significant weight of the forecaster
was also revealed in the format of raw scores. The significant weight of the forecaster
which was also presented in the format of standard scores which could be shown in the
regression equation as follow: OO = 0.335(0OPR) + 0.234(ORM) + 0.231(CM) - 0.121(CM)

”» “
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= -0.121 Han193Ty WU MuUsdaszdaaldeuindesinlny nan1saliuauniniiane a1y
nsmandszanduiusooulat (OPR) gty 1 wiae vilv namsdufiuaugadu 0335 sesasunfie
Funsamstieidesesdnosulayl (ORM) geiu 1 wiae vl wansdufiunugedu 0.234 uagdu

YoINNNIAAAATTA OM) 90U 1 e Vilrnan1saliunugelu 0.231 aWa1iu uag  AIuUs
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dasrnagnsNIIAaIARIviaNdIralisay fie mumsivuaguiuuiienInImaInfavia (CM) gadu 1

Mg v liRan1sALduILanae - 0.121 fetuisgousuauuigiui 2

[

assaunIneInsainansAiunuressitlswsy lunmangiusenideunie gl

OO = 0.335(0OPR) + 0.234(0ORM) + 0.231(CM) - 0.121(CM)

aAUTENa wazdFUNan13de

Y]

IMNNANITIIVLTO NALNTNITNAINFITA AN OHANITANTUNUYDITIAINTTN TuaA
nzupanideanilovesUsewelng aunsoediunenanisfin ledail
1. fusznaunisgsnalswsy lunianziusanideanile daudadiunenagns

nMsnatnRIvialneTneglusyAunin Welnseiseazidendusiedu mnuinlumdes laun du

aa v I

N133nN15¥eLEE 103ANToRUlaT FAMUYBINIINITNAINATTE AUN1SATMUATULUULLENINITARIA

1%
v

Aavia uwagsunsnanUssnduiuseeaulal sudeiu lnelisivaziBen fail
1.1 grun199an1serdssesdnseaulail (Online Reputation Management)
Ausznaunisganalsssy lunianziuseniBoanile danuAniiud1unisdnnistiedeasdng

soulatl lnesaudianadeegluseivunn Gdenndesiunguain waun (2563) wuin ANuAATiuse

A aa v a i

Fordusednsveraliugsimainesulall lnesinegluseauanniign wudn n1snain fdviadinass

o w

nan1sanduuresgsnavuInnaakazawngen Jadeidanudidgdududun 1 As nsads

PuduiusnatiugnAteg1wialilos Susun 2 Ae Nsuansn nNandueLazUINIABTUIBINEY

'
v a

ANGNEE WagTIAuudelYduailifeag1ewiellasiuniinauauewiagnAsIeuARalAenTs BURUT

o

3 msundesmududiuswazaulasadefiugndi nssulseiundndusiviousnig wazBudsu
WagunIeAuRY auasu

1.2 1UY0IM1IN157A1AAYa (Digital Marketing Chanel) HUs¥naun1555A 3

Y

Tssusy Tunmeagfueenideaniie danufadiuiutemiinismainddve Ianafusgluszduuin 39
U

denndednuaTial 239laA1ns (2561) wuin Yeanistunisiusuaziinfangdaunuma

avay

(Facebook Fan Page) Mifgaiu dumgnamnssuundu dgnsuiwagidntavudaamanadaunumng

(Facebook Fan Page) nquuse¥1ns M Generation d@ulvgjaulauasyuraunseduanfeliu

I &Y

Wit Iddederueaulatilunisdede Mlvuuniian fe waln (Facebook) 1311 Surans (2556)
WU SEsuAUAAiuAsTutlade s ude dirueaulatiidninaneainudsalunisaduianis

w03 UsznauNsIuAnledumsedunsilonluanngammamiunas aAnufadiueglussduuinign

' '
a0 =

SumflgeavigiiuduiieiUssuiisuiunauseneunsiulng1un Nsedu 4.36
1.3 mun1simuasukuuiionin1snainddsia (Content Marketing) #Usznaunis
ganalsusu Tunangiuesnidesnile farufadiudiunisimuasusuuiileonnisnainiasa eglu

sEAulIUNaN FeaenndoiunuIfevetayasn 3edlsu uazeTaan agein (2563) Nudn N15YN
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v
a IS = (% v ¢ v A

panadallamdauduiusiunisdndulaldusnsueunandy Viu asumudiionnuduiady

al

ﬂa%’aﬁﬁmmﬁﬁmmﬂmm Lﬁaqmﬂﬂaumuﬁtﬁammﬁ’m%ﬁmasiawqaﬂiimammawﬁq6] 1
fuilnaulduinig drutladeiiieudrdysesasunie reumudiieliausideviifgaen
Uslgvidaumuizay a1ursavirbiguilaaianisdadulalduinis aenadesiuangiad
233lnANg (2560) Wuin Usznnangy M ianuaule wazduseuiasiurmlusreznarumiaiy
10 Wit uaglinrmadlafuiiionsuuuy Video wnnilan

1.4 grun1snatnUszerduiusesulail (Online Public Relations Marketing)
Auszneunisgsialssusy Tunenziusandewnile TrnudaiumunisnainUssanduiusesulan
T agluszauuiunans Feaenndestunuifeves Amsn arndesyia, yaisu GRRLY
uazn1@s wadeded (2562) wuih sEduanuAnTud IR AR TaLas MIdnaulade Audnled
iulunsnonmaindily sunsmainUszanduiusooulatiiamudniueglusysuann

2. nan1sAnwInan1saiiuanuvesgsnalsawsuluniang Jusenideamile veq
Ausvneunsgsnalsawsuluniane fueenidesnile InnuAnmiusenanisaiiduiuresgsialsiusy
Tunanziuoen @eamile wui fiduedslasswegluszfuuiunats Faaenadesiusuideves
ausAuNn Nifude, Srlu wasiing, wag wum3 587905 (2561) Wudn suwsudisuTmsenuduiusiv
andlneiunslsiuinsia madufues wagnsliving egawindientu funagnénspanm wuin
Tuwsheuerentndusandasiviu eliaaddaytunmssmn miuarernemiemniuemsdads
drngauazaInlinsuasy dinalulaginnudndusasnouauermudesmsyegnAieusmsng
Sumesidslianes TnsAnsedeamsiugnisiuymsanunedidnvselind
3. NANTIATIEANAg NS MsRAIAAT AT d e enan1 s uaugsialsausy Tuna

peiueen WeamilevasUsemalng

nagnénisnanesulatildmwasonanisdniunuesgsialseusy Tunany fusen
doanile Ssanmsoataunsanaos TEfl

OO = 0.335(0OPR) + 0.234(0ORM) + 0.231(CM) - 0.121(CM)

MnaNnsneInsaiftlianmsiessianduiudnisanaes amisaeiUsiena
MsAn®Y NagnsnImaInRITafidNatenanisAdunugsialswsy lunanz fusenideunile
U

3.1 mun1seanyszduiuseaulal (OPR) denasonani1sALiua1uYedgsia

a6 aa

Tsausy Tunienziueenideamilelufianiafeniu Jeaennassiuuguu dals wag §an38 Ausea

&

(2564) WU ANUNISEBE1S (Communication) N15lawaIUsEIFuNUSAuA TuwWuw N Adl

9

sUnvun s nauedua Mihaulansemiunuaenis dn1suansiiedne wasnaansangldau

sUwuuvivaty Wilade lawanegrsainaues nseduliiinaudeinste wazfansudaasuns

¥

evliinauaulaanduilan @nins Juidl (2558) wuin anvuzvesIulyddmadenisius

Y

aulindadadnvarvesivleduseneudie auninarsaund n1suiaudenonishdaunis
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[ s [y @ ] Y 1 [ % 1% 1 Y]
ponuuulIulen Anudasadulasulouieanudugius mumssugmmhmﬂa%amaiﬂmmm

'
=

flanela Aruasindnd uagerudidlalunisvesesindrumaivleduedsausuluiign Seivels
Anszsiudriherwlindaiamideulosioanufinels wasdmademiuddlavesiosin tilug
msreldadudnmiaesmansiiiunuves gsialsausy

3.2 fun1sianisdeldusesdnsesulatl (ORM) dsnasonanisinduiunes
gefalsausy luniangSusenidoanile Tufienafoatu Faae ardesiunuidoves nuin dunis
fan1sdoidssesdnseeulatiinansenuiBsuinfunansiidueumianisnatn uazemmduiussud
sewihoruns Singh & RatnaSinha (2017) nu leduadiifiefeiniesiefiiussaniam faunsn
Housteriugnén annsaudnfagnélduiniu anunsameuaussaruiesnisienizvasgnénldfnndy
g3Rvasaaianmdnsalnsauiidiaueuinnssuuaznagnivessing dednuesulainie
Tdvadifotudsanssnutonafulnuassyaninmuesgsia

3.3 AUYBINNNMIAAAFITE (DM) dnasonanisaiiuaiuvegsialsusulunia
nziusanilesuilelufiAniufeiy daennaeeiuedsy ShuATeg wasyIng Ay (2563) Wuin
nmsna1adidnnseind Wulladeifdvinannssdenisiiunanisdiiuiuvesgsialssusuly
Uszindlng Wudadelagnssivroiiumaiilslifugsialsusuvmnadnuazinanddlulszmalng
uaransLiunan sy nui mInanadviaiinaseransiuiuuresgsisYIAna Az
yunpgendadeifimwadydusudui 1 fo msademuduiusfinfugniedisieiiles suduil 2
fio MsuananMeAndasinaruIns MoSursifedfuamudnuvay wazsauudelsduaiifiuetis
seeafunisnevausssegnisayanalasnse sufudl 3 nisunlesanuidudiuduazai
Uaendufiugniuazmsiuussiundniasiuazuinig wasdud Sudeu/muku smuddy

3.4 funstisunsuuuuLiioninisnaiadda (CV) fnadenanisdiiuiuyes
gsfalsausy luniany fussnidsamile luiirmanssiudiy iWosangusznounisiiuszaunisally
FrunsUsznduiuslusuuuunsraaddvafifidonuniul degldsumuaulanngndesnin
sUamdianunsadennuvanglignidlaldine wu Suliinswila aeandesiu wuin Bninaves
AsInIsRaIARUULEenT (Content Marketing) Inelddeuszinnidlefinasenisindulaldusnng
Netflix wosgfuslnalummngammamiuag 3ale Trailer wag Mobile Preview i Netflix intiuag i
TUinmeundilomuas Netflix nielsandn Original Netflix Wudaulng dwaldiiansldusnng
B9 wivnlduusud sidewdlovnfinnifululdassfuanudesnisfivliguslaeldaulald uinisla
wuih paUIRle 1 Taun fiinRas e defifnarentsdadulautstutuiueg fumanseduauddngau
vosffuumsiiaueiuansing usntauensdudanniuluuaglifianudnin agililside
AnuiAnesnutatiy FsmnuveunsazyanafuansiumuanmIadeudsny LAy TamsTIy Uaz

NOANTIUVBEUILNA
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