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ABSTRACT

The objective of this research was to study the information perception of tourists in
Phetchaburi province. The samples were 400 Thai tourists who traveled to Phetchaburi Province.
Questionnaires were used to collect the data. Frequency, Percentage, mean and Peason’s product
moment correlation coefficient were employed for the analysis of the data. Data processing was

done by SPSS

The results of the study were as follows

1. The tourists received information about tourism in Phetchaburi province from
interpersonal medi'é, mass media and specialized media respectively.

2. All forms of media, not any particular kind, had an effect on making decision to

visit Phetchaburi province.



