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Abstract

The purpose of this study was to verify the relationships between online marketing strategy and
organizational success of tourism businesses in Thailand. A questionnaire was used for collecting data from
141 marketing executive of tourism businesses. The statistics used for data analyzing were mean, standard
deviation, multiple correlation analysis, and multiple regression analysis. The results showed that online
marketing strategy in the aspects of responses to market on time had a positive relationship with effect on
overall organizational success. Therefore, marketing executive of tourism businesses in Thailand should
focus on the importance of online marketing strategy, especially for the ability to learn a competitor. In order

to give the businesses a competitive advantage, which will result in the success of the organization.
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