Review article TSSO auAaUIns

Silpakom University Journal
Vaol. 42(2): 1-13, 2028

LHININITARIALNDNITNAINLIAINTDLAINLNAS

gula dulninas

2

HINemInAaanIweuas UsEh 9008AnaY Aauia1d 910a

Corresponding author: jaew.joy@gmail.com

Unanga

qmm%miwmiﬁamﬁm%ﬂﬁmméﬁé’ruumn@iamﬁum'&‘ammwgﬁwaaﬂi:mﬂuamﬁﬂum%'mﬁammmﬂﬁu
Sawinvesfisaludsandlnefioniwouas azas 338 MndsFetufiiu 9 o fisndema uas
invaafisanslulszing nneuas %%aﬁaﬂmﬁaﬁé’nUmwsl,umsa%a'éﬂ%waLﬁam:@jul,mgdlalﬁl,ﬁﬂ
mMsviesfisrausasnneuad asiuunaITni %aﬁi’mqﬂi:aaﬂﬁlumi&jaLﬁuﬁnmluﬁaammﬁﬁﬁ@
PIN1Iia gL figInINToIN NI HAS LLa:'iLmﬂ:ﬁu‘mgﬂwaaﬁnﬁauﬁmmmaﬂmwmm%mnamuﬁriwﬁw
N ﬂum‘?gfmiviaatﬁm T MIANE AT InmMIUMIwTTINTsIenasAAgTaslum LN
mmmm‘mLa'%umiviaal,ﬁmmmaUmwwﬁgﬁﬂwﬁaﬁnmua 5C Marketing Model 1fiatiassidsznaufianalilu
UNANMUUIIUNUERARUNNTIATINANUNTDNYBIQAEANTINATWEUAT LLazqmwniiwmiﬁaaLﬁm
Lﬁ‘aa%wgammammmﬂﬁaaL“’?immmaslmwmumﬂﬁﬁ’ugﬁmu"lﬁmm%y ssanusiulitusnuiivies i
daldluamaa

ArdaTy @ 1. MIreuivinuIasnweua3i 2. usagslarieaneiainsan 3. 5C Marketing Model

ISSN (Online): 2586-8489
Received: November 18, 2021; Revised: February 24, 2022; Accepted: March 24, 2022



118dA1S

NH1Ing1ayAaung U7 42 aufl 2 @waw - Wweeu) WA, 2565
Silpakorm University
Journal

Marketing strategies for film-induced tourism

Chanajai Tonsaithong
Producer Joy Luck Club Film House Co., Ltd., Bangkok 10120, Thailand

Corresponding author: jaew.joy@gmail.com

Abstract

Travel industry in Thailand plays a pivotal role in driving the country’s economy. Among effective tools for
increasing the number of tourists in Thailand, both domestic and international tourists, are movies, soap operas,
series, and other types of entertainment. Because of this, it is indisputable that movies and entertainment media
have motivated viewers to turn into tourists who want to visit settings they have seen in the media. Based upon
these reasons, this article aims to study the importance of film-induced tourism and to identify motivations of
tourists who decide to travel to movies’ locations. The methodology of this study includes content analysis and
literary review of relevant documents to analyze marketing strategies used for promoting film-induced tourism.
From the synthesis of the literature review, this study incorporated 5C Marketing Model to establish elements
needed for stakeholders to plan and strategize. The contribution of this study is to prepare stakeholders for market

value added of film-induced tourism and to guarantee the sustainability of film locations in the future.

Keywords: 1. Film-induced Tourism 2. Travel Motivations 3. 5C Marketing Model
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FINTSURONININEBAS UazaanIEwWNIYioainn
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T30 FILFSUNIARIAN ST a9 AEIAUTaININIHAS
BN HaN RLIAANITAaLAREIAINGBINTITUAY
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TIuNwVaILwIAaRa ALl wERINBINNT (Azcue
2021)
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et al, ludwassgia madiafifiauld
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Umeh laun unasvioaifion ﬂguﬂnmammdwiauﬁm
489 Madunleaad msfmuesnuiterie 1w
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Tunwenas n3fess uaznslitesmienisaess
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AN 1 UWINWNITARNG 5C Marketing Model (‘ﬁlm : Chanajai Tonsaithong)

1. Content Lﬁamﬁaﬁnﬁgﬂmﬂﬂa@aaﬂm
A o \

TUA TN UATTINRRINAATULUD LTU AINDUAT
s a 68 o . [
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NaTYAY (adventure) 98y NIRINNADALIAY (plot) #38
WWIANUAANAN IUNNTTERITVBININEUAS (theme)
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ANUNITITH U (Tankha, & Gandhi, 2021) f18814
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'
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4. Collaboration nmyfindanudidiunlddiuiie
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et al, 2021; Garrison, & Wallace, 2021) tWas313
anwisfuealdlnanina wanaininissiuie
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Wasf19nnansssluszuzeny (Tankha, & Gandhi,
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dvtazine ﬁt\ﬂ,uﬁawaﬁv'umuslumsmgzymaumo
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AINNEZAINTBIFDIWATNET NTAaRd aunn
(Ngamsilstian, 2020b; Polianskaia et al., 2016) L‘ﬁla
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38991789 13 %Qﬂﬂﬁﬁ”wuﬁwmmau PBIRANY
Ron Howard @9snnasdnsviininenaslufilseine
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FILM TOURISM: A MODEL FOR EXPLOITING FILM MARKETING OPPORTUNITIES
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