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Abstract

This research set to investisate an influence of social network site
management on the creation of destination image of Thailand that could affect
foreign tourists’ decision to visit Thailand. The research confirms three main
components of social site network management that are influential to the creation
of destination image. The three components include trust, knowledge management

and site management.

In terms of destination image, two main components are found composing
the destination image, namely affective image and cognitive image. An affective
image appeared to receive higher average score from foreign tourists. The top three
factors concerning affective images include friendliness, interesting and pleasant,
respectively. Therefore, tourism enterprises or organizations might want to pay
attention to how to generate such affective images in order to foster a better
destination image. Considering the destination image scores given by foreign tourists,
the average score given by the Middle East tourists are found to be the highest,
whereas the average score given by the Oceania tourists were found to be the
lowest. Therefore, more effective communication of friendliness, interesting and
peasant experiences to the Oceania tourists might help foster a better affective

image.

In summary, the research shows that social network site management
significantly influences the creation of destination image. Knowledge management is
found to have the highest influence on the creation of destination image. Trust and

Site management were the second and third, respectively.
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