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ABSTRACT

The aims of this research, Strategies and Effectiveness of Public Relations for
Tourism in Lampang Province, are to study the tourism public relations strategies of
Lampang Province and to study the information exposure, perception and behavior of
Thai tourists who traveled in Lampang Province. The study used combined methods of
qualitative and quantitative research. Data were collected by using questionnaires
distributed to a sample of 400 Thai tourists’ from a population of 871,688, an in-depth
interview of 6 informants. Statistics used-in the research were frequency distribution,
percentage, average, standard deviation and Pearson’s Product Moment Correlation
Coefficient. SPSS for Windows was used for data analysis.

The results of the study are as follows:

1. Public relations operation of Lampang Province had no special strategy
determination, it received policies from the central part. Tourism and Sports Authority,
Lampang Province and provincial office; to implement only approach strategies by using
public relations media and releasing public relation messages.

2. Lampang Province was the central tourism province when traveling to other
northern provinces and used to receive many awards concerning tourism locations such

as Award for outstanding historical and cultural attractions of northern region and Award



for excellent tourist recreation sites. So far, information of tourism public relations only
focused on specific festivals, important traditions and some tourist attractions.

3. Sample group’s exposure to information from mass media, personal media
and internet media was at intermediate level and from specialized media at low level.

4. Information exposure to personal media had positive relation to tourism
information perception, while specialized media and internet media had positive and
negative relations to tourism information perception. Mass media had no relation to
tourism information perception.

5. Information exposure to media (posters, leaflets, newsletters, and teachers)
had positive relation to tourism behavior, while Information exposure from media
(television, radios, newspapers, magazines, stickers, SMS through cell phones,
advertisement on ATM, family members, friends/neighbors/colleague, staff of Thailand
Tourism Authority, and internet media) had no relation to tourist behavior.

6. Tourism information perception had positive and negative relations to

tourist behavior.



