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The objective of this research is to study the demographic of people, consisting of genders, age,
marital status, education, occupation, income and habitat, toward the public relation media’s
perception and to evaluate the opinions and satisfaction of Thai visitors toward the effectiveness of
public relations media in order to use as guidelines in the future. The questionnaires were from 400
Thai visitors who visited Wiang Kum Kam during October to December 2004.

The result of this study found that the majority of the samples were Thai females, aged below
20 years old, studying in secondary school and in bachelor degree. Their average income of
5,000 baht per month. Most of the respondents lived in northern Thailand, especially in Chiang Mai,
Lamphun and Chiang Rai provinces, and traveled to Wiang Kum Kam by their institution’s mini van
or bus.

The results from questionnaires revealed that most of the respondents’ purpose for traveling
there was to study about the history of Wiang Kum Kam, because it is one of the newest important

historical sights and also to relax from the stress of studying at school.
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For the part of the media’s perception, it was found that friends and lecturers were the most
effective medias.

As a result from the sample group’s opinions, most of the respondents think that the lecturers
are keen on acknowledging and facilitating the information. They also have very good personalities
and are very friendly. Secondly, local guides found that most respondents think that the local guides
are enthusiastic, friendly and provide support. These points are very satisfy for the Thai visitors.
For other medias, most respondents think that the signposts are clear and comprehensive.
The multi-visual slides are clear and informative about Chiang Mai’s history and are of an appropriate
duration. However, most respondents think that the brochures are not interesting and not attractive
because they focus only on the history details.

According to Thai visitors® satisfaction towards the public relations media in Wiang Kum Kam,
the lecturers are the most effective media in acknowledging and satisfying the sample group.
local guides, brochures, signposts, and multi-visual slides are relatively satisfactory for the Thai
visitors.

The result of this study indicated that external public relations media which satisfied the sample
group at the relevant level were friends, relatives and signposts. Other kinds of public relations media
such as television, the internet, tour agencies, newspapers, magazines and radio are the least satisfying
public relations media for the respondent group.The respondent group suggested that the public
relations media should be improved on television, newspapers and brochures.

In conclusion, the questionnaires revealed that Thai visitors tend to visit Wiang Kum Kam
again because they are impressed with the Wiang Kum Kam’s cultural art and beauty.

The study also showed that personal factors and the effectiveness of Wiang Kum Kam public
relations media were implicitly related. The effectiveness of the local guides were related to Thai
visitors’ genders, whereas that of the lecturers were related to the visitors’ age and occupations. The
effectiveness of the use of brochures and multi-visual slides related to the visitors’ marital status,
occupations, income and habitats. And the effectiveness of the signposts were related to the visitors’
genders and occupations.

Moreover, the researcher would like to recommend that the public relations media used in
promoting Wiang Kum Kam should have planning and pre-assessment to follow up the results of

the media and be used as guidelines for future work.





