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ANEIARY: N1TAAIANINBUNGLEULYDS, N1SRUNElBeTes, Foderuaaulall,

tnvisaiied, nagnsnisiuslus

Abstract

This article examines the strategy of influencer marketing in promoting
tourism to secondary cities, focusing on the use of social media influencers to
create awareness and stimulate the interest of travelers. The study finds that
selecting appropriate influencers, creating engaging content, and utilizing
suitable platforms are crucial for the success of marketing campaigns.
Additionally, organizing campaigns in collaboration with influencers and
fostering partnerships with local communities enhances the effectiveness of
attracting tourists to secondary cities. The impact of the campaigns can be
evaluated through various metrics, leading to continuous improvements in
future tourism promotion strategies.
Keyword: Influencer marketing, Secondary city tourism, Social media, Travelers,

Promotion strategy
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nsviefienfugnamnssuiiiunuimdrfydeiasugiavesUseing
Tnglannzludszmalnedenisiesiivradrenelddmuiuunnlundiazd agralsiniu
Sesionflmdn W ngamne gifin wazndeslnl dldfumnuaulaandnyiouiien
111N3L31895949 aiawaiﬁl,ﬁﬂﬂzgmmiﬂizmmwlﬁﬁlﬁﬁaﬁﬂ (UNWTO, 2019) st
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nanszNUaInn118lenaiiaidu (Overtourism) fiAnduluund e uiisandn
(UNESCO, 2021)
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ﬁuaﬂLLmiwiaqﬁisJ'ﬂmzﬁuqﬁmﬂ (Tourism Authority of Thailand, 2022) agnlsina
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gRamnsIuMsvieaiien tnvisafirfulymifianidessularlunisdumdoyauazng
LHUNNSIAUNIININTY (Kotler et al, 2021) uwanWedulnidoailiiie 1wy Facebook,
Instagram, YouTube tag TikTok ﬂmaL“‘ﬁJum%qﬁaﬁwﬁzﬂummEJLLWﬁa;ﬂaLLaza%ﬁq
ussdumalalunisiiunig (Xiang & Gretzel, 2010)
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Yaa

dungiaulwes (Influencers) ‘vi%aQmaw%wauuﬁaé’muaaulamﬁumﬁﬂu
\n3esledifyresnisnainfdvialugatiagiiu Suslgleuwesarunsnaiisdninasie
Wqaﬂiimawgu‘%‘[,mmumﬂdwﬁaa (Storytelling) LLazmia%wﬁamﬁﬁqammm
aula (Freberg et al., 2011) ImaLawwiuqmmmsmiaaLﬁaaﬁwqﬁﬂﬁumsﬁmﬁu%
yestinvieaiioainldiudvinaniiuarUszaunsalvesyanafivanividede (Liu et
al,, 2015)

muitenuin dnvisafisaliauaulaluauAnfiuvesdugieuises
wnninsTavanuuuiada iesnmnuesiudevvedungeueeiimmiy
s3suTRLarUdefionInnia (Schivinski & Dabrowski, 2016) ftiu nslénagns
nsmansudungeuwesiadunuimsiifidnenmlunisdaadunisvieniion
Tngivngluiilossesiidesmsiiunsiuiuarairsmnuaulaainnguiinvioadioalvsl

nsAnuiaeavtringtelimhsnuiiiedestugnannssunisviondes
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1.1 nqufarduduainufasnisvasuialad (Maslow's Hierarchy of
Needs)

PAULAAYES Maslow (1943) tinvieaiiieafusagdlalunsidumsiiunnsng
fupudidutuenusioinis fausiseduitugu (Anuvaeade) luaufssedugean (N3
Fufunwe) lnsanizeg1ads nsvieuiiendsuszaunisal (Experiential Tourism)
Thaeandesiusziuaudosnsiunsfiuiunues uduunlduinulfinntuly
ﬂﬁjmﬁfﬂviauﬁmi;uimi (Pearce & Packer, 2013)

12 ngewainssuguilam (Consumer Decision-Making Process)
Kotler et al. (2021) ¥eSurensyuiumsinaulavesinviesiivarin 5 duneu Tdud

1) n135u3Uaynn (Problem Recognition) Hnvieufieniunsenindeniny
ADINITLAUNIY

2) nsfumdeya (Information Search) tinvioaiflg@inundoyaninumassiig
7 wu iulwivieadien $ieeulat uardusigeuwes

3) n1sUszLiuniaden (Evaluation of Alternatives) tUFo ULl UL a
vioaflsmToufininanisiiums

4) adtadulade (Purchase Decision) HONgAMINEUAEYNILALIDILINTT

5) anﬂiiuwé’qma%a (Post-Purchase Behavior) 3371 38U8n6i @
Uszaunised

Tugatagdu dungieuwesuazledvaiivedunumddglunisasnusegals

wagkansutinviesedlvidignszuun1sindulatl (Xiang & Gretzel, 2010)
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2. NIRAINRIVIALATUNUIMYRIBUNLOUYDS

2.1 n1snannnava (Digital Marketing)

nsnanAdaiuniesdeddlugnamnssuvieaiion Tngiunisld
uwanesueoulatlunisdoarsuazfsgainrieafien Chaffey & Ellis-Chadwick
(2022) 85UIBIINIAANAIVIBATEUARUNAYNSUAILUTENTT LU NMSRaIarIUloea

HiAe (Social Media Marketing) N13ManANIULL®R1 (Content Marketing) Lagn1s

' (%
= £

Tawauuuane3u (Paid Advertising) Ssianuaiianusalisaivdugieuosiio
Lﬁmﬂssﬁw%mwmamﬂmﬂm

2) unumvasdungieuweslugnamnssuriaaiien

Burgreuesanunsawtteandu 3 Ussunnudn laun

Jlaulasdungiowas (Micro-influencers) #fna1a 10,000-100,000 A 5N
Iesumnuidetiogdunguiamis (Nouri, 2018)

“1lAs8ungLauLwas (Macro-influencers) {@nn1a 100,000-1,000,000
AU TBNENANTINYINMALAT NS USLANN

BaU3ABUNgIOULYaS (Celebrity influencers) - ffinnuu1nnin 1 &u
Au TBvEags uimunidedeseiuilnnoiainiingudu

Surlgieuwesiiunumddglunsairamsiuiuasliutnladnvieaiien
Tnsianzagndaiielinagndidevimngauwaznssiuauaulavosnguitmaneg
(Schivinski & Dabrowski, 2016)

3. nagndnisldmeumudlunisiusTuanisvieaiiien
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3.1 AsumudUszINIRIgAiinYiDailen
Falouaznmdeaunmgs omninuaziilofiasudionseduensual
wazksegelalunisiiiunig (Tafesse & Wien, 2018)
Aievuuuduneduandin — 1wy Tnad w8 Q&A Uu Instagram Stories

WU SHdIUT YRR
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Fassnauszaunsalase (Storytelling) - msiandesiaiuaruindede
waradanudenlestutnvieniies (Gretzel, 2017)

3.2 Msldunannasufivunzay

msdenunanesulimnziunguidmineduladudfey wu

Instagram waz TikTok — WinziuLewdunnuazinleay

YouTube - wnziuiionimlesniuaridndean

-Facebook uaz Twitter — WNzAUNTUSEIEUNUGT I TUALUNAINY

4. Aaeg19a1ud59v09n15ldnagnsdungeuivesiuanaivnssy
vioaifien

fifegrsaudnsannunglunisldnagnsdungiewweslugaavnssy
oo 1wy

LuAuilgy #likeAGerman vasteasuil asdnsn1svieouiensesudld
YouTube uag Instagram Influencers Tun1slustunanuiivieafiesrnuinleomoumnus
dma’tﬁﬁ;ﬁvﬁﬁ%mﬁwﬁu 30% (German National Tourist Board, 2019)

2.#ThislsThailand ¥8s Wm. Msvieafivaususzmalneldlulasdumigion
WwosneAlunsluslunidlnses 1wy a1u1e uaznss ﬁﬂﬁmi%’uifﬁmﬁmﬁmaaa
i (Tourism Authority of Thailand, 2022)

3.Airbnb uazdungieutas - Airbnb lidurlgioumesileusiuszaunisal
nsin dealioonsssiinnifiatuis 20% (Guttentag, 2019)
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fuidlomiflsitoyaidadn
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anunsanuldluvaneyseine W waney #LikeAGerman vedeasudifild YouTube
waz Instagram Influencers lun1sluslunaaiufiviesifies wislaseins
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wowUszaun1salfiunnane deuunfnidenndesiunualdunisveadionds
Usyaunisal (Experiential Tourism) fifndndufifien (Gretzel, 2017)

Sugleuwesunumddylunisdsuulamainssuvestinvesiion lne
foyannsAnwmuindnveadiedfiuunliufiasdofioAuuginaindungiouses
1N STy UURALRY (Xiang & Gretzel, 2010) uonang ﬂaumuﬁﬁ@uwQLau
wosdaue wu IAlouden 331 waglnadnimane nsadiwsesiuntalaliiu
nvieafledfifdmIaukuAug

2. Ussinnvesduvigleuiaiiitinanenisindulavastinvieiien

Sumgleuwesanunsoutseenidu 3 Ussnymdn Fausazuszianilnanszyu

nangAnssunsandulavestinvisuneanseiu
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1 a a

2.1 lulasBunlgiouiwas (Micro-influencers) \unguidifinnuszning

10,000-100,000 AU WazdniinnudeivialuEesaniznig dnvieadivainuesinlulas
a & a vy A oA A Py v v a1 |
duvlgleuiwesiininuaslanaslviveyaiyetela diwalvlidnsinisidiusay

(Engagement Rate) gﬂﬂdmzjmﬁ'u (Nouri, 2018)

' (%
1 a Y 1

2.2 1lAsBungLauwas (Macro-influencers) 1 JunguigRnn1usiauwe
100,000-1,000,000 Ay wazinifuyanaiiveideduianing W dninvieadien e
vdoninesieds uiarlisnsnsildusunlesninlulasdunglouwes uiaiunsn
Wadanguvuneduiuuinlaegiiusednsain (Schivinski & Dabrowski, 2016)

2.3 |iau3ndungLauwes (Celebrity influencers) Lungufififfan
111131 1,000,000 AU wazsinidudnuans Ynsas w%aqﬂﬂaﬁ'ﬁ%'aLﬁmizé’ummm&
wiinduilanunsnadanszuanisiusldas wianudndedeluaemvasineadies
919M1nIngudy 1esninsiudindunislavanlnensanniduld (Guttenta,
2019)

3. Uszansnmnvasnagninmsnaianiudugiouses
NNsANBIMUIINagSNITRAIRHUBUYg LeuwesHUSEANS A mgslunsdaasung
vieuiien Tasiawiglu 3 sumdn loun

1) nstiunisiuiuaznisiidauson wanaildnoumudaindumigiou
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Woudiemesszndlane 30% (German National Tourist Board, 2019)
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2022)
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Dabrowski, 2016)
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AUATUNMSaMU (Xiang & Gretzel, 2010)
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