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Abstract

The purposes of this study were as follows: 1. To study the adaptation
marketing strategy of resort accommodation businesses in Koh Lipe, Satun
Province under the epidemic situation of coronavirus disease 2019. The study
employed quantitative research methods, and the data were collected through
in-depth interviews with 10 groups of executives and managers in the
accommodation business using a semi-structured interview format. Content
analysis methods were used for data analysis. The findings of the study
indicated the following: 1. Product: Resort policies were screened according
to hygiene safety standards for tourists. Guest rooms were cleaned and
disinfected, and seating arrangements were adjusted to comply with
government measures. 2. Price: The arrangement of packages included a total
payment option, and room and service rates were reduced based on the
situation. 3. Distribution channels: Resort operators increased the use of online
media channels and promoted their services on social media platforms. They
also utilized online travel agency agents for distribution. 4. Promotion: Resort
operators promoted their marketing efforts by participating in government
marketing activities. 5. People: The resort operators organized training meetings
to educate themselves on how to navigate the epidemic situation. 6. Physical
evidence: Resort operators participated in the Hygiene Safety Standard Program
for tourists, focusing on improving the landscape surrounding the resort to
enhance its attractiveness. 7. Process: Resort operators implemented rigorous

health and safety measures for both staff and customers.

Keywords: Adaptation Marketing Strategy, Resort Accommodation Business,

Epidemic Situation of Coronavirus Disease 2019
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