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Abstract:

Background and Objectives: Within the framework of Thailand’s National Strategy and
the Thirteenth National Economic and Social Development Plan, the country seeks to
position itself as a high-quality and sustainable tourism destination in line with SDG 12.
This is particularly relevant to the Andaman coastal region, where tourist behavior has
shifted toward smaller groups with higher spending power in the post-COVID-19 period.
While online reviews exert considerable influence on travel decision-making in the digital
age, there is still a lack of in-depth research examining the role of reviewers as a key
mechanism within the 4E’s marketing framework in promoting sustainable tourism
development in the region. This research aimed to: 1) study the roles and impacts of
online reviewers on the promotion of tourism marketing of the Andaman coast provinces
2) study the appropriate 4E’s marketing strategies for the promotion of tourism marketing
of the Andaman coastal provinces, and (3) propose guidelines for promoting the roles
of online reviewers on the promotion of tourism marketing of the Andaman coastal
provinces.

Methods: This research was qualitative research using the Delphi technique by collecting
opinions from experts, including domestic and international academics with knowledge
and experience in tourism management and communication management, obtained by
purposive sampling, with a total of 14 persons. Data were collected on the roles and
impacts of online reviews, the new 4E marketing strategy consisting of creating experience,
exchange, everyplace, and engagement and the guidelines for promoting the roles of
online reviewers, in three rounds: Round 1, open-ended questions to ask for opinions, data
analyzed by content analysis; Round 2, assessment of appropriateness with a rating scale
questionnaire; Round 3, verification of experts’ opinions to confirm opinions with a rating
scale questionnaire, data analyzed by median and interquartile range.

Results: The research findings found that experts reached a consensus that all issues
were consistent and had opinions on the roles and impacts of online reviewers on the
promotion of tourism marketing of the Andaman coastal provinces, the new marketing
concept 4E’s, and the guidelines for creating economic value in promoting the roles of
online reviewers on the promotion of tourism marketing of the Andaman coastal provinces
as being appropriate at a high to highest level. Policy recommendations: The government
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sector should have specific projects to support the growth of reviewers who promote
cultural, natural, and community-based tourism sustainably and create a reviewer certification
system under the supervision of the Ministry of Tourism in order to screen and promote
the dissemination of accurate information.

Application of this study: The findings can be applied across three dimensions. First,
at the policy level, they may provide a framework for developing government-supported
certification systems for professional reviewers to enhance the credibility and quality of
tourism information. Second, at the local level, the results may support the development
of local reviewers’ storytelling competencies, enabling them to communicate authentic
destination narratives that strengthen community identity and create added value. Third,
at the technological level, tourism businesses may integrate the 4E’s marketing framework
with emerging technologies such as Al and VR to deliver immersive pre-travel experiences
and enhance tourists’ decision-making processes.

Conclusions: The findings indicate that online reviewers have become a critical and
influential mechanism in promoting tourism in Thailand’s Andaman coastal provinces,
as consumer behavior is increasingly shaped by social media engagement. The 4E’s
marketing framework enables a transition from a traditional focus on products and services
toward the creation of meaningful and memorable experiences for tourists. Such an approach
not only strengthens brand loyalty but also contributes to sustainable tourism development by
generating economic value while preserving and promoting local cultural identity.
Keywords: Online reviewers; Tourism marketing; 4E’s marketing strategy; Sustainable

tourism; Andaman coastal provinces; Delphi technique
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Table 1. Results of Expert Evaluation

Median Level of
Item IQR Consensus
(Mdn.) Appropriateness

Roles of Online Reviewers in Tourism Marketing Promotion in the Andaman Coastal Provinces

1. Creating awareness and disseminating information about 5.00 Very High 1.00 Consensus
tourist attractions, hotels, restaurants, and local activities to a Reached
broad audience through online platforms such as Facebook,

Instagram, YouTube, and TikTok

2. Credible online reviewers help enhance the image and 5.00 Very High 1.00 Consensus
credibility of tourist destinations, enabling consumers to make Reached
travel decisions more easily based on authentic experiences

rather than promotional advertising

3. Generate interest and popularity for tourist destinations and 5.00 Very High 1.00 Consensus
tourism activities through engaging reviews, attractive photography, Reached

compelling storytelling, and the strategic use of hashtags

4. Inspire and influence tourists’ decisions to visit the Andaman 5.00 Very High 1.00 Consensus
coastal provinces Reached
5. Reinforce the attractiveness of tourist destinations through 5.00 Very High 1.00 Consensus
online platforms such as TikTok, YouTube, Facebook, Reached

Instagram, LINE, and X

6. Communicate with and respond to tourists’ inquiries in real 5.00 Very High 1.00 Consensus
time, reducing the complexity of searching for tourism-related Reached

information
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Table 1. Results of Expert Evaluation (continue)

Median Level of
Item . IQR Consensus
(Mdn.) Appropriateness
7. Increase the likelihood of purchasing tourism-related products 5.00 Very High 1.00 Consensus
and services Reached
8. Promote tourist destinations and tourism brands, making them  5.00 Very High 1.00 Consensus
more accessible to target markets Reached
9. Strengthen the credibility of tourist destinations, tourism 4.50 Very High 1.25 Consensus
products, and tourism services Reached
10. Introduce new destinations and lesser-known tourist destinations 5.00 Very High 1.00 Consensus
through photographs, videos, and firsthand experiences Reached
11. Facilitate understanding and appreciation of local culture 4.50 Very High 1.00 Consensus
through online communication and content sharing Reached

Importance of Online Reviewers in Tourism Marketing Promotion in the Andaman Coastal Provinces

1. Share and communicate travel experiences through social 5.00 Very High 1.00 Consensus
media platforms Reached
2. Provide information about tourist destinations, hotels, 4.50 Very High 1.00 Consensus
accommodations, food, atmosphere, and local souvenirs through Reached

social media

3. Support digital-age travel behavior, in which tourists search 5.00 Very High 1.00 Consensus
for information and read reviews before traveling through Reached

platforms such as Google Reviews, TripAdvisor, and YouTube

4. Provide real-time travel reviews during trips, such as posting 4.50 Very High 1.00 Consensus
stories or live streaming on TikTok and Instagram, to generate Reached

interest and attract attention

5. Share post-travel experiences, encouraging word-of-mouth 4.50 Very High 1.00 Consensus
communication and repeat visitation Reached
6. Enhance credibility through authentic experiences rather than 5.00 Very High 1.00 Consensus
conventional advertising Reached
7. Promote tourism marketing among younger Tourists and 5.00 Very High 1.00 Consensus
digitally engaged tourists who are attracted to the beauty of the Reached

Andaman coast, encouraging repeat visitation and the
exploration of new restaurants and accommodations based on

online reviews

8. Serve as an important tool in contemporary marketing 5.00 Very High 1.00 Consensus
communication by targeting specific audiences and presenting Reached
content through reviewers’ firsthand experiences

Positive Impacts of Online Reviews on Tourism Marketing in the Andaman Coastal Provinces

1. Increase the visibility of emerging tourist destinations, 5.00 Very High 1.00 Consensus
enabling lesser-known destinations to gain greater public Reached

attention and recognition




Parichart Journal, 39(3), 67-81 8 of 15

Table 1. Results of Expert Evaluation (continue)

Median Level of
Item . IQR Consensus
(Mdn.) Appropriateness
2. Stimulate the local economy by helping small businesses, 4.50 Very High 1.00 Consensus
such as homestays, restaurants, and tour operators, attract more Reached

customers during both peak and off-peak tourism seasons

3. Build trust in tourist destinations and local businesses through  4.50 Very High 1.00 Consensus
the provision of accurate information and authentic storytelling Reached

by online reviewers

4. Promote sustainable tourism by disseminating environmentally ~ 4.50 Very High 1.00 Consensus
responsible travel practices and encouraging sustainable tourist Reached
behavior

5. Enhance the image and attractiveness of tourist destinations 4.50 Very High 1.00 Consensus
among younger Tourists who frequently rely on online reviews Reached

when planning their trips

Negative Impacts of Online Reviews on Tourism Marketing in the Andaman Coastal Provinces

1. Reduce tourists’ interest in visiting destinations and negatively  4.00 High 1.25 Consensus
affect the image of tourist destinations due to unfavorable Reached
reviews of attractions, services, or accommodations

2. Contribute to overtourism, leading to overcrowding, environmental 4.00 High 1.25 Consensus
pollution, and the deterioration of tourist destinations Reached
3. Undermine the credibility of tourism information when reviews 4.00 High 1.00 Consensus
are inaccurate, misleading, or influenced by hidden commercial Reached

interests, resulting in unrealistic expectations among tourists

4. Cause tourists to make inappropriate travel plans and experience 4.00 High 1.00 Consensus
dissatisfaction when information is inaccurate, outdated, or Reached
accompanied by exaggerated photographs that do not reflect

actual conditions

The 4E’s Marketing Concept: Experience

1. Implement an omnichannel marketing approach that integrates 4.00 High 1.50 Consensus
online and offline tourism experiences into a seamless and Reached

consistent journey

2. Enable tourists to conduct transactions and interact with 4.00 High 1.00 Consensus
tourist destinations and tourism services smoothly across all Reached
channels

3. Serve as a key strategy for supporting the sustainable growth  4.00 High 1.00 Consensus
of tourist destinations and tourism businesses while delivering Reached

seamless travel experiences

4. Provide consistent experiences across all customer touchpoints,  4.00 High 1.00 Consensus
thereby enhancing satisfaction and fostering tourist loyalty Reached
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Table 1. Results of Expert Evaluation (continue)

Median Level of
Item . IQR Consensus
(Mdn.) Appropriateness

5. Encourage online reviewers to share exciting travel experiences, 5.00 Very High 1.00 Consensus
such as diving, hiking, and learning about local culture, through Reached
videos and blogs to inspire potential tourists
6. Encourage influential online reviewers to maintain high-quality ~ 5.00 Very High 1.25 Consensus
reviews based on authentic experiences and engaging storytelling, Reached
thereby creating positive impressions and stimulating word-of-mouth
communication
7. Promote distinctive tourism activities of the Andaman coast 4.00 High 1.00 Consensus
through social media platforms Reached
8. Develop tourism routes that integrate natural attractions, 5.00 Very High 1.00 Consensus
cultural heritage, local cuisine, and adventure activities based Reached
on insights from online reviews
9. Design tourism programs that encourage tourists to engage 4.00 High 1.00 Consensus
with local communities, drawing on recommendations and Reached
experiences shared by online reviewers
The 4E’s Marketing Concept: Exchange
1. Enable local tourism businesses to better understand tourist 4.00 High 1.00 Consensus
behavior and improve their services in response to tourists’ Reached
needs through insights gained from online reviews
2. Increase tourists’ confidence and understanding of tourism in 4.50 High 1.00 Consensus
the Andaman coastal provinces through online reviews of key Reached
tourist destinations
3. Encourage word-of-mouth communication and repeat visitation 4.00 High 1.00 Consensus
among diverse tourist groups through reviewers’ authentic Reached
experiences shared on digital platforms
4. Develop value-driven tourism packages that promote equitable 4.50 Very High 0.50 Consensus
income distribution within local communities by incorporating Reached
insights from online reviews
5. Leverage digital technologies to enable online reviewers to 5.00 Very High 1.00 Consensus
share tourism information and travel experiences anytime and Reached
anywhere, thereby creating exchange value among tourists
The 4E’s Marketing Concept: Everyplace
1. Enable tourism information and destinations to reach tourists 5.00 Very High 1.00 Consensus
anywhere through online platforms by utilizing hashtags, Reached
location sharing, and live streaming
2. Support integrated online—offline marketing communication 4.50 Very High 1.00 Consensus
based on content and reviews generated by online reviewers Reached
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Table 1. Results of Expert Evaluation (continue)

Item

Median Level of
IQR Consensus
(Mdn.) Appropriateness

3. Bridge virtual and real-world tourism experiences through the 5.00 Very High 1.00 Consensus
technologies utilized by online reviewers Reached
4. Enhance tourists’ confidence, convenience, and enjoyment 5.00 Very High 1.00 Consensus
throughout their travel journeys through experiences shared in Reached
online reviews

The 4E’s Marketing Concept: Engagement

1. Encourage audience engagement through comments, shares, 5.00 Very High 1.00 Consensus
and online interactions, thereby increasing word-of-mouth Reached
communication and expanding reach to new tourist segments

2. Strengthen tourism marketing through participatory activities 5.00 Very High 1.00 Consensus
that enhance the credibility and influence of online reviews and Reached
reviewers

3. Develop online platforms or communities that bring together 5.00 Very High 1.00 Consensus
individuals interested in tourism in the Andaman region through Reached
content shared by online reviewers

4. Design tourism activities that encourage tourist participation 5.00 Very High 1.00 Consensus
based on recommendations and experiences shared in online Reached
reviews

5. Promote the involvement of all stakeholders in tourism 5.00 Very High 1.00 Consensus
marketing through online reviews and digital engagement Reached
6. Utilize major online platforms as primary communication 4.50 Very High 1.25 Consensus
channels to effectively reach and engage target audiences Reached

Guidelines for Enhancing Economic Value through Strengthening the Role of Online Reviewers in Tourism

Marketing Promotion in the Andaman Coastal Provinces

1. Create economic value for tourism in the Andaman coastal
provinces through government initiatives, such as recognizing
individuals who contribute to tourism development and inviting
influential representatives from different countries to encourage

repeat and continuous visitation

2. Provide incentives for online reviewers, such as discounts on
food, accommodations, hotels, or other privileges, to encourage

the creation of high-quality tourism-related content

3. Support local online reviewers in producing in-depth content
that highlights unique tourist destinations and enhances their

attractiveness beyond conventional reviews

5.00 Very High 1.00 Consensus
Reached
4.50 Very High 1.00 Consensus
Reached
5.00 Very High 1.00 Consensus
Reached
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Table 1. Results of Expert Evaluation (continue)

Median Level of
Item . IQR Consensus
(Mdn.) Appropriateness

4. Promote collaboration among public and private sector 5.00 Very High 0.25 Consensus
stakeholders, including tourism authorities, tourism businesses, Reached
and online reviewers, to support sustainable and conservation-

oriented tourism promotion

5. Develop high-quality online reviewers through training 5.00 Very High 0.25 Consensus
programs and courses on ethical reviewing practices, ensuring Reached
the provision of accurate and valuable information for tourists

and local communities

6. Develop online tourism platforms and support digital technologies, 5.00 Very High 1.00 Consensus
such as Al and VR, to create virtual tourism experiences prior to Reached

actual travel

7. Organize activities that encourage the participation of online 5.00 Very High 1.00 Consensus
reviewers, such as games, online campaigns, and reward-based Reached

initiatives, to stimulate interest and content creation

8. Recruit and promote high-quality or influential online reviewers 5.00 Very High 1.00 Consensus
to serve as tourism ambassadors and recognizable representatives Reached
of the Andaman coastal provinces, thereby generating economic

value through both their content and personal influence

MANTIA 1 (Table 1) waaslwiAiuin @%mmrgﬁﬁfumuﬁdw nndadinnusaandasnulazinnufalinds
1) unnuaaindieeulat Usznauds ununnuszenuideniniiisenlaidaiananiivivessiwiameds
NUABUANH 2) NANTENLUINTINBWIAYE UTznaume NANTENUTILNNLAZNANTENLLTIAY 3) uwaamIaaauwllnd
4E’s Ysznauee msasedszaumsol (Experience) mnmmﬂﬁlsugam (Exchange) nﬂﬁ (Everyplace) LLae mM3dEIuIN
(M3T§1U320 (Engagement) Uaz 4) Lm'mwmia%“'mgaﬁwmLﬂiﬂgﬁﬂumsddLa’%uwm‘nmaaﬁn’%”’naauvlaﬁ@iami
FUFSUMIaAAR BN YBRBITsT IR e olenzaauandinin ﬁmmmm:awaglui:@”umnﬁamnﬁq@

namla By AAUNLINNIAN BN IR audwﬁn’%‘haauvl,aﬁmm'mﬁ'm”rgas’wﬁﬂunwdua’%wmma’mLﬁi )
miviaaLﬁmmaﬁmf@msﬁawuaé’umﬁuluqa@%ﬁaLﬁaaa'mms@hLﬁu%%ﬂszﬁ‘i'n”maaﬂuﬁmmiﬂéﬁ?w%aLLuuaﬁw
Aumnaluladdeg laganizmsltdwnesidasanladuazlofoaiiifods 9 annmsltinsanvidetio unuldauas
AaNNILAaT %ammmﬁammaqﬂﬂavlé’[@]msma:imL%mnﬁ'q@ @”@ifuhmaﬁnmmm@luﬁaqu"’uﬁw‘hLﬁumimu
ﬁaaauvl,aﬁl,ﬂuehﬂ”rgﬂi:nauﬁ’umi'ﬁ'qﬂﬂammsﬂ@i’ﬁaga@m6] Afanmoduninuaaass (Real Time) uazan
Qﬁﬂszanmitﬁﬁﬂ@ﬂmamﬂﬁu JesanadadIfmvinmIaanalna 9 11w 4E WesasSumvaafisisiniamedinaa
sumduandanumsnuuazsihauladunudvagui aaumsaneitssmusoin luduuwamalumsdfinelaong
maaafisludmiamodmasduaniuuninmaizuszmaenty HunIMIsEIuaNIhRleRUMATINGIg 1T
TUTH Hashin sanszaumvsafisauaaiuneldnmarieaiisrsmiamodmassuandudin sowgaslunni
1 (Figure 1)



Parichart Journal, 39(3), 67-81 12 of 15

/ Guidelines for Promoting Marketing \

B for Tourism in the Andaman Coastal Provinces

The Role of Online Reviewers
1. Promote tourism through awards and recognition from the

and the Importance of

Online Reviews RRElmtnl
- 2. Provide incentives and special privileges for online reviewers.
” 3. Support local reviewers to create in-depth content.
The Impacts of Online Reviews » 4. Foster collaboration between the public and private sectors
- ~

to promote conservation and sustainable tourism.

5. Develop high-quality reviewers through training in ethics

_ =
The New Marketing Concept: 4E’s Tt et et e

- Experience (Experiential) 6. Utilize digital technologies such as Al/VR to create
- Exchange (Value Exchange) realistic virtual experiences.
- Everyplace (Everywhere) 7. Organize activities and offer rewards to encourage

- Engagement (Engagement) reviewer participation.

A4 8. Use high-quality reviewers as ambassadors to build
\a strong destination image. /

Figure 1. Guidelines for Tourism Marketing Promotion in the Andaman Coastal Provinces

through Online Reviewers

Source : Developed by the researchers based on the study findings
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