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Abstract

The research on “Public Relation’s strategies of Tourism Authority of
Thailand (TAT) in case of political crisis” was qualitative research by studied the public
relations processes of communication management in crisis and public relation’s
strategies plan of Tourism Authority of Thailand (TAT). This research was using in-depth
Interview process to the person who related or responsible in planning, strategies and
public relation process in crisis including documentary analysis process.

The findings support that the Tourism Authority of Thailand (TAT), there was
3 periods in public relation processes in communication management in crisis, which
was in harmony with the communication management crisis concept.

1. Before a crisis: TAT organized the Tourism Intelligence Unit and Crisis
Management Center (TIC) for analyzed the tourism markets both of domestic and
overseas in normal situation. In case of there was irregular situation TAT was monitoring,
collecting, analyzing, prefiguring the future situation and reporting the information to
TAT’s overseas and domestic offices immediately by focusing on tell the truth. Moreover
TAT built up the partnerships that were in the tourism industry for more facilitate in
process when crisis occurred.

2. During a crisis: TAT established the war room in Tourism Intelligence
Unit and Crisis Management Center (TIC) for summarized the operation processes that
was decided into 4 parts. They were consisting of:

1. Give assistance to the tourists at the airport.

2. Give assistance in part of the information and crisis’s situation.

3. Communication

4. Liaison with TAT’s overseas and domestic offices.

TAT operated the communication part into 7 elements that consisting of
analyzing the crisis situation, forming the committee, making the internal public relation,
establishing communication center, communication, targeting group and evaluation,

which were in harmony with the operations of crisis public relation concept.



3. Following a crisis: TAT summarized the overall operations and crisis
situation, together with made the meeting to brainstorm with the partnerships and private
sectors on strategy and action plan to regained confidence and revitalized tourism
sector.

Furthermore, the internet was the most importance and often use in during a
crisis. Accompany with event marketing that TAT was operate all the time but they were
depend on the tourism industries and social situation.

For the public relation’s strategic plan in case of political crisis, TAT made
the “Bustling Thai Tourism, Burgeoning Thai Economy” campaign and “108 1009
Parakitteaw” campaign for stimulate the Thai tourists more travel in the country and
support the economy better. There were 7 elements for planning that consisting of
surveying and analyzing the situation, setting the objective, setting the target group,
setting the activity and media, setting the period, setting the budget and evaluation.

However, there were the opinions from the other that the government should
to establish national crisis center for made decision and command from only one

person. This effect made more facilitate and catch up with the situation.



