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ABSTRACT

The purposes of the research entitled “Marketing Communication of Tourism
Authority of Thailand and Decision Making of Thai Tourists on Traveling to 6 Provinces
of Andaman Coast after Tsunami Disaster” were as follows:

1. To sludy Marketing Communication of Tourism Authority of Thailand for
6 Provinces of Andaman Coast after Tsunami Disaster.

2. To study the channel of Media exposure about 6 Provinces of
Andaman Coast of Thai Tourists

3. To study the level of Media exposure and Decision Making of Thai
Tourists on Traveling to 6 Provinces of Andaman Coast.

- 4. To accumulate the opinions of Thai Tourists for marketing
communication plan of Tourism Authority of Thailand in the Future.

The study was conducted by 3 methods for data collection. First, using in-
depth interviewing with Tourism Authority of Thailand's staffs, such as Director of
Planning Division, Director Domestic Markets Development Division, Assistant Director
Domestic Advertising and Public Relations Division and Assistant Director Advertising
and Public Relations Strategies Division. Second, using survey echnique with a group of

400 Thai Tourists who were traveling in 6 provinces of Andaman Coast. Third, using




¥ ]

focus group technique with 3 groups of Thai Tourists (8-10 tourists each group). Phuket
Krabi and Phang Nga were chosen as a sampling.

The results of this thesis had shown:

1. Tourism Authority of Thailand has been planning fo improve the tourism
economy of 6 provinces of Andgman by using Marketing communication which included
factors of 4Ps, Product, Price, Place, and Promotion. '.

Tourism Authority of Thailand had been sent information about 6
Provinces of Andaman Coast via Mass Media, Internet and personal contact to Thai
tourists.

2. Thai tourists were most exposed information about 6 Provinces of
Andaman Coast from Mass Media, Second from Internet and Specialized Media was
the least.

3. Thai tourists were exposed information about 6 Provinces of Andaman
Coast from Tourism Authority of Thailand in middle level.

4. The main factors of Marketing Communication which most impact on

Thai Tourist's decision to travel in 6 Provinces of Andaman Coast was the price factors.



