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Abstract

The objectives of this research are: 1) to study the process of digital marketing communication
and develop strategies for new normal tourism, 2) to examine the factors influencing the intention to
use technological innovations for new normal tourism, and 3) to develop a structural equation model
of digital marketing communication for new normal tourism. This study employs a mixed-method
approach, consisting of qualitative research through in-depth interviews with key tourism agencies
in Thailand and operators who use or develop technological innovations for new normal tourism. In
terms of quantitative research, a survey was conducted with a sample group of 320 tourists in the
Bangkok area. The results of the research found that 1) communication models vary depending on
the mission of each agency. Regarding communication for new normal tourism, both public and
private sectors comprehensively use technology and online media to communicate information
about new normal tourism. The main tourism agencies focus on creating high-quality and valuable
content strategies for digital marketing communication, along with strategies for developing various
communication channels. Meanwhile, the private sector focuses on developing new marketing
communication tools and channels by applying modern technological innovations to maximize
communication efficiency. 2) The structural equation model of digital marketing communication
factors influencing new normal tourism aligns well with empirical data, statistically significant at the
0.01 level, with SRMR = 0.058 (less than 0.08) and NFI = 0.945 (greater than 0.90). It was found
that digital marketing communication factors, perceived ease of use, and social influence have
a direct positive impact on attitudes toward technological innovations for new normal tourism, as
well as an indirect positive impact on the intention to engage in new normal tourism.
Keyword : Digital Marketing Communication, New Normal Tourism, STRUCTURAL EQUATION
MODEL
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