
 

82 

REFERENCES 

[1] Theparat & Chatrudee. (2017). Tourism to continue growth spurt in 2017.       

Bangkok Post. 

[2] Record 32.59 Million Foreign Tourists Visit Thailand. (2017). Voice of America. 

Associated Press. 

[3] Visitor Statistics, 1998–2016. (2017). Thailand Authority Tourism. 

[4] Thailand becomes hottest destination for Chinese tourists. (2018). 

http://www.ecns.cn/travel/2018/05-04/301434.shtml. 

[5] TAT teams up with Alibaba to bring more Chinese tourists to Thailand. (2017). 

https://www.thailand-business-news.com/china/68979-tat-alibaba-bring-more-chi

nese-tourists-thailand.html. 

[6] Chinmaneevong & Chadamas. (2016). TAT aims to attract rich Chinese tourists. 

Bangkok Post. 

[7] Chotika Tungsirisurp & Warunchai Athigapanich. (2017). Impact of Chinese 

tourists on Thai retail industry. CBRE Research & Consulting, CBRE Thailand 

for Bangkok Post. 

[8] Chotika Tungsirisurp. (2017). China drives tourism growth in Asia-Pacific. 

Bangkok Post. 

[9] Natasha Spencer. (2016). Thailand to focus on increasing cosmetic growth by up 

to 10%. https://www.cosmeticsdesign-asia.com/Article/2016/09/28/Thailand-to- 

focus-on-increasing-cosmetic-growth-by-up-to-10.    

[10] Thailand personal care and beauty products. (2018). 

https://www.export.gov/article?id=Thailand-personal-care-and-beauty-products. 

[11] The China internet network information center reports. (2018). 

http://tech.sina.com.cn/i/2018-01-31/doc-ifyrcsrv9714983.shtml. 

 

http://property.bangkokpost.com/news/1294254/impact-of-chinese-tourists-on-thai-retail-industry


 

83 

[12] China network new media users research report. (2016). I Research Consulting 

Company. 

[13] Cai Kai Long. (2016). The internet celebrity economy leads the trends of 

consumption. Entrepreneur Press. 

[14] Wang Wei Bing. (2016). The logic, ethical reflection and standard guidance of 

internet celebrity economy. Journal of QiuShi. 

[15] Zhao Xu Xin. (2016). The analysis of factors influencing college students 

purchasing domestic cosmetics. Journal of ZhiYin LiZhi.  

[16] Chayut Setboonsarng. (2018). Reports focus on Snail cream, smelly fruit: Thai 

cosmetics, food firms tap into Chinese tourism boom. 

https://www.reuters.com/article/thailand-china-retail. 

[17] TSuwan Juntiwasarakij. (2016). Towards framing of net idol as cultural influence. 

Department of Information Technology Policy and Management College of 

Innovation, Thammasat University. 

[18] Rachanon Thaveephol & Parinya Nakpathom. (2017). The process of promoting 

products via social network trough „net idol‟: A study for grounded theory. 

Panyapiwat Journal. 9, 118-130. 

[19] Shen Xiao, Wang Guo Hua, Yang TengFei, Zhong ShengYang. (2016). The 

development history, characteristic analysis and governance countermeasures of 

China's internet celebrity phenomenon. Qing Bao Magazine. 35(11):93-98+65. 

[20] China Internet Celebrity Ecology Research Report. (2016). I Research 

Institutions.  

[21] Ji Xiao Lan. (2017). The field analysis of content-oriented internet celebrity in the 

age of social Media [D]. Ji Nan University. 

[22] Zeng Wei. (2017). A study on network reds economy and its value-cashing [D]. 

Nan Chang University. 

 

 



 

84 

[23] Zuo Fang. (2010). The cultural significance of the network red and the 

construction of its media space. Journal of Central China Normal University. 

Issue 4. 

[24] Li Liang. (2016). the China top ten buzzwords of 2015. Yao Wen Jiao Zi. (03):35. 

[25] Zhao Ru & Zhang Nan. (2016). Interpreting internet celebrity: Gathering fans and 

traffic monetizing. Journal of Journalism Research Guide. 7(21):21-22. 

[26] Li Tian Jun. (2016). The diffusion and generation mechanism of „internet 

celebrity‟ under the background of social applications changes. Journal of Art 

Review. (07):19-26. 

[27] Chen Li Ying. (2017). The phenomenon and interaction analysis of „web star‟ and 

its influence on youth [D]. China Youth University of Political Studies. 

[28] Xu Guang & Shen Hong Gen. (2017). Research on the development of 

contemporary China's internet celebrity economy. Journal of City Academy. 

38(04):69-74. 

[29] Song Ming Rui. (2017). Analysis of internet celebrity marketing strategy based on 

customer delivered value. Journal of Modern Business. (30):22-23. 

[30] Zhou Guang Lan, Liu Ren An and Lin Hua Dong etc. (2018). Research on the 

construction of internet celebrity competitiveness evaluation model. Journal of 

Economic Forum, (2). 

[31] Goldhaber M H. (1997). The attention economy and the net. First Monday. 2(4). 

[32] Hai Chuan. (2017). Why internet celebrity economy is so hot. New Economy 

Weekly. (Z1):50-53. 

[33] Wang Jin. (2017). From internet celebrity to internet celebrity economy: New 

exploration of we-media communication. Wild Angle Press. (05):49-50. 

[34] Guo Yong. (2017). The analysis of the internet celebrity economy in the age of 

media. China Business Discussion. (02):5-6. 

 

 



 

85 

[35] Ding Shi Jun & Wang Shan Shan. (2017). The analysis on the reason for the 

emerge of internet celebrity in mobile socialization era. Today Communication. 

25(01):43-44. 

[36] Xiao Bing. (2017). Internet celebrity economy hit the cosmetics marketing 

encountered a new „outlet‟. Journal of Chinese Cosmetic. (Z1):18-23. 

[37] Zhang Yu Ting, Qian Dake, Liu Xi, Jiang Chun Jie, Lou Yi Ying. (2018). The 

analysis of consumers‟ impulsive purchase behaviors under the beauty of cosmetic 

live show. Journal of Cooperative Economy and Technology. (01):55-57. 

[38] Zhou Rui Hua. (2017). The rise of niche KOL, small is beautiful. Successful 

Marketing. (Z5):38-39. 

[39] Social application Instagram monthly active users reached 1 billion. (2018). 

http://www.techweb.com.cn/world/2018-06-21/2677711.shtml. 

[40] The China mobile internet 2018 semi-annual report. (2018). 

https://www.questmobile.com.cn/research/report-new/33. 

[41] The concepts, cases and best practices that marketers should know about short 

video marketing. (2015).                                                 

https://socialbeta.com/t/short-video-marketing-guide-2015.html. 

[42] Tian Bin. (2018). Research on content production and dissemination mode of 

mobile. Short video application [D]. Hebei University of Economics and Business. 

[43] Zhu Jie and Cui Yong Peng. (2018). Short video: New media forms in mobile 

visual scenes-technology, social, content and reflection. Journal of Xin Wen Jie. 

(07):69-75. 

[44] Li Jun Zuo. (2018). The rise and development of short video. Youth Reporter. 

(05):95-96. 

[45] Lin Kai Yin. (2016). The applications of short video advertising in e-commerce 

marketing. Cooperative Economy and Technology. (18):134-135. 

[46] Gao Yang. (2018). The short video marketing strategy research in social media 

[D]. Hei LongJiang University. 



 

86 

[47] Xing Hao. (2017). A preliminary study on the development status and application 

concept of short video marketing. Journal of Na Shui. (15):97-98. 

[48] Zhang Xuan Wei and Peng Min Hao. (2018). The analysis of the new marketing 

of short video. Modern Commerce. (23):19-20. 

[49] Kliatchko J. (2005). Towards a new definition of integrated marketing 

communications. International Journal of Advertising. 24(1): 7-34. 

[50] Schultz, D.E. (1993). Integration helps you plan communications from 

outside-in. Marketing News. 27(6), 12. 

[51] Gabrielli V, Balboni B. (2010). SME practice towards integrated marketing 

communications. Marketing Intelligence & Planning. 28(3): 275-290. 

[52] The definitions of integrated marketing communications. (2018). 

http://multimediamarketing.com/mkc/marketingcommunications/ 

[53] Kitchen P J, Brignell J, Li T, et al. (2004). The emergence of IMC: A theoretical 

perspective. Journal of Advertising Research. 44(1): 19-30. 

[54] Kotler P, Keller K L. (2006). Marketing management 12e. New Jersey. 

[55] McCarthy. (1964). E. J. Basic Marketing, IL: Richard D. Irwin. 

[56] Zineldin, M., & Philipson, S. Kotler and Borden. (2007). Myth of relationship 

marketing and truth of the 4Ps. Journal of Consumer Marketing. 24(4), 229-241. 

[57] Frey, A. W. (1961). Advertising (3rd ed.). New York: The Ronald Press. 

[58] Lazer, W. & Kelly, E. K. (1962). Managerial marketing: Perspectives and 

viewpoints. IL: Richard D. Irwin. 

[59] Lazer, W., Culley, J.D. & Staudt, T. (1973). The concept of the marketing mix, In 

Britt, S. H. (Ed.), Marketing Manager‟s Handbook. Chicago: The Dartnell 

Corporation.39-43.  

[60] Borden, N. H. (1965). The concept of the marketing mix. In Schwartz, G. (Ed), 

science in marketing. New York: John Wiley & Sons.386-397. 

 



 

87 

[61] Judd V. C. (1987). Differentiate with the 5th P: People. Industrial Marketing 

Management. 16(4), 241-247. 

[62] Booms B. H. & Bitner B. J. (1980). Marketing strategies and organization 

structures for service firms. In Donnelly, J. & George W. R. (Eds.), Marketing of 

services. American Marketing Association. 47-51. 

[63] Kotler, P. (1986). Principles of Marketing (3rd ed.). New Jersey: Prentice Hall. 

[64] Goldsmith R. E. (1999). The personalized marketplace: Beyond the 4Ps. 

Marketing Intelligence and Planning. 17(4), 178-185. 

[65] Möller, K. (2006). The marketing mix revisited: Towards the 21st century 

marketing by E. Constantinides. Journal of Marketing Management. 22(3), 

439-450. 

[66] Wu, Y. L., & Li, E. Y. (2018). Marketing mix, customer value, and customer 

loyalty in social commerce: A stimulus-organism-response perspective. Internet 

Research. 28(1), 74-104. 

[67] Lauterborn, B. (1990). New marketing litany: Four Ps Passé: C-words take over. 

Advertising Age. 61(41), 26. 

[68] Armstrong, G., Adam, S., Denize, S., & Kotler, P. (2014). Principles of marketing. 

Pearson Australia. 

[69] Nonaka, I.&Toyama, R. (2003). The knowledge-creating theory revisited: 

knowledge creation as a synthesizing process. Knowledge Management Research 

& Practice. 1(1), 2-10. 

[70] Howells, J. (1996). Tacit knowledge. Technology Analysis & Strategic 

Management. 8(2), 91-106. 

[71] Nonaka, I., & Takeuchi, H. (1995). The knowledge creation company: how 

Japanese companies create the dynamics of innovation. 

[72] Nonaka, I., Von Krogh, G., & Voelpel, S. (2006). Organizational knowledge 

creation theory: Evolutionary paths and future advances. Organization 

Studies. 27(8), 1179-1208. 



 

88 

[73] Suchman, L. A. (1987). Plans and situated actions: The problem of 

human-machine communication. Cambridge University Press. 

[74] Nonaka, I., & Konno, N. (1998). The concept of “Ba”: Building a foundation for 

knowledge creation. California Management Review. 40(3), 40-54. 

[75] Nonaka, I., Umemoto, K. and Senoo, D. (1996). „From information processing to 

knowledge creation: a paradigm shifts in business management‟. Technology in 

Society. Vol 18, No.2, 203-218. 

[76] Hosseini, S. M. (2011). The application of SECI model as a framework of 

knowledge creation in virtual learning. Asia Pacific Education Review. 12(2), 

263-270. 

[77] McAfee, A. (2009). Enterprise 2.0: New Collaborative Tools for your 

organization‟s toughest challenges. McGraw-Hill Professional, Boston, MA. 

[78] Treem, J. W., & Leonardi, P. M. (2013). Social media use in organizations: 

Exploring the affordances of visibility, editability, persistence, and association. 

Annals of the International Communication Association. 36(1), 143-189. 

[79] Wagner, D., Vollmar, G., & Wagner, H. T. (2014). The impact of information 

technology on knowledge creation: An affordance approach to social media. 

Journal of Enterprise Information Management. 27(1), 31-44. 

[80] Kitzinger, J. (1995). Introducing focus groups. British Medical Journal. 

311(7000), 299-303. 

[81] Wilkinson, S. (2004). Focus group research. In D. Silverman (ed.), Qualitative 

research: Theory, method, and practice. Thousand Oaks, CA: Sage. pp. 177–199. 

[82] Krueger, R. A., & Casey, M. A. (2000). Focus groups: A practical guide for 

applied researchers. 

[83] Leung, F. H., & Savithiri, R. (2009). Spotlight on focus groups. Canadian Family 

Physician. 55(2), 218-219.  

[84] Saunders, M., Lewis, P. and Thornhill, A. (2007). Research Methods for Business 

Students (4th edn). London: FT/Prentice Hall. 



 

89 

[85] Deanscombe, M. (2010). The good research guide for small scale research 

projects. 

[86] Mob Data short-video industry research report. (2017).                                                                                                                                              

http://mobdata.mob.com/report. 

[87] TOP 10 cosmetic internet celebrities in Meipai social platform. (2018). 

https://www.caasdata.com/index/rank/index.html. 

[88] Bernard, H.Russell.(1988). Research Methods in Cultural Anthropology. Newbury 

Park: Sage Publications. 

 

 

 

 

 

 

 

 

 


