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Abstract

This research aims to achieve three objectives: (1) to describe the context of online
communication for marketing promotion of hotel businesses in the southern provinces along the Gulf of
Thailand, (2) to analyze the management of online communication in the hotel business market in the
southern provinces along the Gulf of Thailand, and (3) to propose innovations in managing online
communication to promote the marketing of hotel businesses in the southern provinces along the Gulf
of Thailand. This research is qualitative in nature. The key informants, totaling 20 individuals, include
entrepreneurs, service users, relevant governmental agencies, and academics. Data were collected
through in—depth interviews and analyzed using content analysis.

The research findings revealed: (1) The context of online communication comprises
communication channels, challenges, and government policies. (2) Analysis of online communication
management identified six issues for improvement, namely: (a) use of interesting and valuable
content, (b) utilization of diverse online media, (c) prompt and reliable responsiveness, (d) utilization of
communication management systems, (e) customer service through online channels, and (f) analysis
and improvement. (3) Regarding innovations in online communication management, it was found that
hotels should prioritize online communication to promote business marketing, considering five key
components: (a) database, (b) communication channels, (c) services, (d) awareness-building

techniques, and (e) monitoring and analysis.

Keywords: Innovation management; Online social media communication; Hotel business; East Coast

Southern Sub region
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