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The main purposes of this research were to study information exposure and
effectiveness of public relations media for floating market tourism. The research methodology
was an integration of qualitative and quantitative approaches. In-depth interview énd survey were
used to collect the data. For survey research, the samples were 400 people in Talingchan
floating market, Bangnampeung floating market and Amphawa floating market. Questionnaires
were used for data collecting. SPSS of Windows was used for data processing. The data were

analyzed in term of frequency, percentage, mean and standard deviation.

The qualitative research indicated there was not a formal public relations campaign.
Each floating market has its special unit responsible for public relations campaign and publicity
with support from Authority Tourism Office. The medium most people were exposed to was

television. The problem of public relations were different from place to place.

As for the quantitative result, tourists perceived public refations information especially
that concerned with traveling most. Television was the most effective medium especially for
making decision for visiting the floating markets. The reason for traveling was relaxation. The
respondents thought that the most attractive public relations toollwas the scenic photo of the

floating markets. Most respondents thought that they would return to the floating markets.





