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Abstract

In the context where experiential tourism and online media play an increasingly significant role in shaping
consumer perceptions, research on the image communication of tourist train services remains limited. This study
therefore seeks to address this research gap within the context of the State Railway of Thailand (SRT). The
objective of this research is to examine the image communication of SRT’s KIHA183 and Royal Blossom tourist
trains through online media. The study focuses on analyzing how the images of these two train services are
presented across various online channels, including official public relations platforms of the SRT, travel review
websites, online news media, and YouTube channels with large numbers of followers. This study employs a
qualitative research methodology, using qualitative content analysis of data collected between January 2023 and
June 2025. The analysis integrates both inductive and deductive approaches. The findings reveal that the images
of the two tourist train services are communicated through six key themes: 1) luxury, 2) convenience, 3) promotion
of experiential tourism, 4) connection with nature, 5) cultural identity/Thainess, and 6) community revitalization.
The findings provide practical implications for the development of communication strategies by the SRT and
relevant agencies. These strategies can help strengthen a clear and distinctive image of tourist train services while

ensuring alignment with Thailand’s national tourism development strategies.
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