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The objectives of this research are: 1) to compare exposure to news on tourism in Japan
and Korea and 2) to study exposure to marketing communications for Japan and Republic of Korea
tourism and their effect on tourism behavior among the target group. The study was conducted
employing quantitative research with a sample group of 400 persons, aged between 18 and 60.

Results showed that the tourism communication of Japan and the Republic of Korea were
different. It found the Japanese tourism news was predominantly communicated by word of mouth,
or buzz communication, while tourism news about the Republic of Korea was included in TV dramas
and programs and films and word of mouth. Exposure to Japan is conveyed predominantly through
internet and persons who have a great amount of knowledge about the country and tourism, while
the target group would get their tourism news about the Republic of Korea from TV dramas and
programs as well as films. And the exposure of Japan and Republic of Korea communication
positively correlates to the behavior of tourists in Thailand.

Thais will be interested in visiting another country through word-of-mouth communication
along with the use of film and TV programs and dramas. It is also recommended that studies be
conducted on the exposure and acceptance of tourism news on Thailand among foreign nationalities

to develop more effective communication plans for tourism in Thailand.



