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Abstract

This article aims to determine the marketing mix (4Ps) and to investigate the benefits
of Online Travel Agency (OTA) in marketing promotions of the hotels in Nakhon Phanom
province. From the study, the results showed that the marketing mix (4Ps) is the significant
factor that helps to analyze the hotel marketing strategy. The benefits of Online Travel
Agency (OTA) in the aspect of hotel marketing promotions in Nakhon Phanom province
which are as follows: 1) presenting the products of the hotel, such as types of rooms,
the internet, restaurant, spa, cruise ship, etc., 2) comparing prices with other OTAs in
a short time including assisting customers to search for the rooms with reasonable prices
as needed or searching for the cheapest rooms, 3) increasing the distribution channels
for hotel business in Nakhon Phanom in order to be able to sell a hotel reservation
at all times, and 4) playing a key role in marketing promotion, especially electronic

word—of-mouth marketing (e WOM).
Keywords : marketing, hotel, online travel agency, Nakhon Phanom
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Wuetrann Wesanannsaléifuunaadoya uagsiniseesioninlietsazainiazsinii
nwud dn1siEduled elndnnenaey (www.agoda.com) LLazﬁ:ﬂﬁuﬂmawﬂam (www.booking.com)
Bangugndulvgilivosmanisdisesionin e dnvieiien waziinnsdrsesiesiniesay
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Tnsiasin Faagiinnstrszduiiuiiviediseiuluudainiueg fuulsuevosusaziuny
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vieaifleoaulativisuiaiioududsiouiu (Search Engine) Tunnisvieaies dnsugldau
Afosnsiinlusaivanzaniuaudeins aunsadenvieninlasnisiieuiisunasznit
fununsiadmhemamsvieaiivreeulatluwsazivled iilelvinseiuinguszasdvaansidisin
wazeUUsEaNaAig el inlignArAundayanieg Aefulsasuldagain Ussndana wagiien
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3.4 Uszlgvudrun1sdaudiunisnain (Promotion)

funumsdndmiennsiesiisreeulall Tuseloviiunsdiaiunmnanuedlsausy
Tudafauaswuy Tushunsdudedglvusnsduiinn Tsausy Saesm wiosummus Suilefu
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AsUNNIULUY Bsazdruansialy wazaglesuuinmsuinninfiaianiviesieiutiesas
wnanefumadenlignidadulalednmvils Feilderreidunisadimnaudn Tnenisaina
Aunszutniunsivled wazidunsviniseaianiansdleelidesdeaiiun Adlusudd
wagnsvimanameeuladdiamsafudsudvledldnudeinslasaganilodniu fszuu
MsUsMIgNATazmIn 5357 ansavhnideraaldinnguguslandolas visediiezidugnén
lusuan@alas (Adapted from Sukhothai Thammathirat Open University, 2012, pp. 8-41)
Mnmsdumaifuimslsunludmiauaswuy wuin Fununisdadiminenisnisveadien
saulay fusslevudaiunisvinissaiauuulinseuintussuuseulal (word-of-mouth %30
WOM) Fainsuenigazideavesitin ngszifouveslsusy mslvuinig vieaufianelase
matinludnuauzvesmsleuteuusih (Review) iteltidudeyausznounssindulaisinlsiiy
gnAviudy
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1. Uadpdqulszaunnenisnana (4ps) vaelsausuludaniauaswiuy

Jadudrulszaunsnisnaiafudadodrdgivaslunisiinsesinagndiiunismainves
159153 AILUIARYBS Kotler & Armstrong (2013, pp. 76-77) wazdennassiu Kumruan, J. (2016,
pp.58-73) FavhnsAnuniadvdrulszaunianisnanaluyuuesesgsiaiidmanenisimun
NAYNSNIINAIATBILTHINITEAU 4 A13 Tullosinen Tuiundnduel musia Autemnenisdn
MUY AIUNITALESUNITAAIN AIUYAAINT AIUNINSNYILAZNITURAUD LAZATUNTZUIUNTT
U313 daNason1SAMUANAENENANTINAIAYLTIIY

2. Usglowtvasmsldiununisindiminemanisvisaiisassula (OTA) Tunnsdaady
nsaainvaslssusuludminuaswuy

2.1) Tsausulasuussledludunisliuinisteyandndasivedlsausuunngugnan
uennideyafiusngludulsdviowonndiaduresiununisdadmuienanisronien
ooularifimsdnsusulsusidauioursuazinindsezdmaronisindulavesgniaenndeaiu
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