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The research “The Use Marketing Media Public Relations of Tourism Authority of
Thailand 1997 — 2006” purposes of studies want to study marketing media planning of
Tourism Authority of Thailand 1997 — 2006, to study about marketing media of Tourism
Authority of Thailand 1997 — 2006" and study about Tourism Authority of Thailand history
by making qualitative research and data percentage, average value. This research was
presented by analytical description that was the result of the study analyzing the
* marketing plan documents of Tourism Thailand organization the national Tourism
Development, the government no.8, 9. The National Tourism Development, the
government policy, the Tourism Thailand organization’s policy, the regional crisis in the
world. Moreover, this research also studied the tendency and factors that relate with the
marketing plan of Tourism Thailand organization, studied the important of them to the
plan and the corrective of the marketing plan, according to world situation in each year

The research found that the Tourism Authority of Thailand use all marketing
media such as Television Media, Radio Media, Publishing Media, Outdoor Media,
Internet Media, The most media that use of marketing media Tourism Authority of
Thailand are Television Media and Publishing Media. The budget of each year are not
quite different and the tourists visit Thailand are increasing every year, except 2003 year

and 2005 year because of Sar and Tsunami crisis that the tourists are decreasing.

Therefore, the plan of marketing media there are effective and efficiency that attractive
the tourists come to Thailand.

The research found that the result of the analyzing the document of marketing
plan of Tourism Thailand organization, the National Economy and social Development
No.8 and 9, the National Tourism Development plan, the government policy, Tourism
Thailand policy, the regional crisis in the world related with making marketing plan of
Tourism Thailand organization, by the plan expressed the flexibility to world situation in
each year of present time and the plan also used the marketing communication theory
which included tourism marketing plan marketing components and marketing
communication also.

The necessary suggestion of the research to study of thesis is this is analyzing
is not focused on detail of the effect of using marketing media. Therefore,‘ researcher
should study the details about marketing media. In addition, this study did not survey the
satisfactory or awareness of the tourists marketing plan. In the next study should study

about the tourists marketing plan also.





