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This research is a qualitative research. It aimed to study how approaches of online
marketing communications work in the market, and to study trends of developing online
markéting communications to promote tourism industry. Three websites were studied due to
target group. For tourists, the website www.tourismthailand.org was studied. For owner of
tourism business, the website www.thaitravelmart.com was studied. And for the mass media,
the website www.tatnews.org was studied. Ten executives, deputy governor, executive
directors, directors, chief and supervisors; who are responsible for online marketing
communications of Tourism Authority of Thailand, were interviewed. Moreover, forms of

activity, service on the websites and related documents were also studied.

The result revealed that the strategies used in the 3 websites are Customer
Relationship Management, Image Management, Information Management, Maximize Free
Online/Social Media, Monitoring and Controlling Online Opinion, and Online Crisis
Management. It was also found that the main admixture in online marketing communications is
public relations. For the trends in developing online marketing communications to promote
tourism industry, it was found that there are 2 processes. 1)Develop technology structure and
readiness as an effective channel by centralizing data base. 2) Develop online marketing
communications to meet individual needs by creating digital information and online marketing

structure.





