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This investigation constitutes an application of survey research in
regard to the following: (1) Investigated is the exposure of Bangkokians to
relevant tourism information in the period after the Andaman seacoast
tsunami. (2) Additionally considered are the attitudes of Bangkokians vis-a-
vis domestic travel in the post-tsunami period. (3) Further studied are the
decision-making processes of Bangkokians in regard to domestic travel in the
aforesaid connection by means of an application of a marketing mix
approach. Moreover, (4) evaluated is the relationship between exposure of
Bangkokians to apposite information and their attitudes towards domestic

travel under the conditions just specified. Finally, (5) determined is the
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relationship between the exposure to pertinent information and decision-
making of Bangkokians in regard to domestic travel in the present
connection.

A sample population of 400 members was selected for the purposes of
this investigation. The members of the sample population are twenty years of
age or older, all of whom work and live in Bangkok.

The techniques of descriptive statistics used in analyzing, formulating
and tabulating the data collected were frequency, percentage, arithmetic mean
and standard deviation. When required, the testing methods of t-test,
one-way analysis of variance (ANOV A), Scheffé’s method, and Pearson’s
product moment correlation were employed.

Findings are as follows:

1. There are more females than males in the sample population. Of
the females sampled, the majority are between the ages of twenty and thirty,
single, holders of bachelor’s degrees, and domiciled in Bangkok. Employed
as staff members of private companies, these females have an average
monthly income between 10,001 and 15,000 baht.

2. Respondent are more frequently exposed to television than other
communications media. In regard to other communications media, they are
most frequently recipients of information gathered through exposure to
leaflets and printed travel information. However, in this connection, they
have never been exposed to pertinent information emanating from videos, CD

ROM’s, the 1133 General Information Call Center, multivision-slide
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projections, the Tourism Authority of Thailand (TAT) 1672 Call Center, and
the one-number travel information service provided by TAT in conjunction
with the 1155 Tourist Police Office. At an individual level of
communications media, the respondents were exposed to information
provided by neighbors and colleagues. Regarding communications media
vis-a-vis the Internet, they were rarely exposed to either private Websites or
to the public Websites provided by TAT.

3. In regard to attitudes, the respondents concurred in holding views as
follows: (1) If tourism is properly promoted, tourism in Thailand will
improve. (2) Tourism can be enhanced in Thailand if public campaigns are
launched promoting provincial festivals. (3) Tourism is beneficial in helping
in the development of the various regions of Thailand.

4. The most influential factors affecting decision-making regarding
domestic travel in Thailand are: (1) whether accommodations and facilities
are beautiful; (2) costs for accommodations; (3) accessibility of a tourist
attraction in terms of convenience in traveling to-and-fro the destination; and
(4) the conveying of information concerning discount prices and tour
packages in materials pertaining to public relations and tourism promotion.

5. In connection with the testing of hypotheses, this investigation
shows that: (1) Bangkokians who differ in marital status and occupation are
differentially exposed to tourism information. (2) Bangkokians who differ in
gender, place of birth, occupation and average monthly income also differ in

attitudes towards domestic travel in the post-tsunami period. (3) Bangkokians
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who differ in gender, in sex, marital status, educational level, place of birth,
occupation and average monthly income concomitantly differ in regard to
decisions to engage in domestic travel in the post-tsunami period. (4) It has
been found that the exposure of Bangkokians to public relations information
promoting domestic tourism is correlated with congruent attitudes in regard to
domestic travel on the part of the respondents. (5) It has been further found
that the sole exposure of Bangkokians to information gleaned from the
Internet qua communications media is additionally congruent with

decision-making vis-a-vis domestic travel.
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