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Abstract

This research had two principal objectives 1) To study content with Instagram about
the presentation of Thainess to encourage tourism via social media through Pearypie’s
Instagram. 2) To study the comments presenting Thainess to encourage tourism via social
media from Pearypie's Instagram. The study methodology was qualitative research using a
coding sheet as a tool for contents analysis. The research data were collected from 30
images of all tourist attractions which were published on April, 2019 to May, 2019. The
results of the study showed that the ecotourism content had the highest amount of
presenting and had various tourism elements, including, tourism activities, accoommodations
and restaurants to allow visitors to see images and information for their attention and keep

it for consideration. Pearypie also uses the visual content with the images that correct for
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the purpose of communication. Additionally, most people give good reviews of the contents
as well. Therefore, in order to create content on Instagram, choosing to use KOL to
encourage tourism needs to focus on planning to use attractive content and images, suitable
for the purpose of communication, including the opinion leader that must have good

interaction to reach many people for the efficiency of communication with people.
Keywords: Content presentation, Stimulate Thai tourism, Instagram
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