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ONLINE TOURISM ADVERTISING FOR THE ELDERLY GROUP
Akera Ratchawiang v

Abstract

This article uses the study and analysis based on concept, theory, and empirical
evidence of online tourism advertising for the elderly group. This research aims at 1) Describe
the online tourism advertising for the elderly group. 2) Analyzing the significances of online
advertising and tourism business for the elderly group. As well as providing suggestions for
tourism business organization as a guide to building a successful business. To provide
information to the Tourism Business Organization to create a competitive advantage for the
organization. Communicating information to the target audience is one of the organizational
strategies of the organization, which is considered a priority, Executives will be featured.
Advances in technology lead to new forms of communication known as the online network.
Business organizations recognize the need to build awareness by advertising, products or
services of the organization through an online network of organizations that are consistent with
the use of target groups. Elders are a group of people with a lot more. At present, the world
society and Thai society have entered the elders. Therefore, business organizations must use
online communication channels to reach the elderly. The way of life of this group is the age of
the time, relaxation needs, and power of purchase. This makes the elders an important target
group of the tourism business. Therefore, tourism business organizations must learn and adapt
by creating advertising media suitable for the way of life of elders who love to travel and create
opportunities and advantages for the business.
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