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ABSTRACT 2 0 2 0 4 0

The objectives of this research were to study (1) the research participants’
exposure to tourism news, (2) their knowledge about tourism, (3) their behavior of tourism,
and (4) the relationships between their exposure to news and their tourism knowledge and
behavior.

This study was a survey based on a sample population of 400 Thai tourists
who visited 5 of the significant tourist attractions in Lampang, namely Jae Son Hot Spring
and Waterfall Park, Wat Phrathat Lampang Luang, the Thai Elephant Conservation Center,
Doi Khuntan National Park, and Kiw Lom Dam. The samples were chosen through
accidental sampling. The data were collected through a questionnaire and analyzed
through a percentage, a mean, a frequency, standard deviation and Pearson's correlation
coefficients.

The study revealed four distinct findings. (1) the largest number of samples
was tourists who came from nearby provinces. Most of them were exposed to tourism news
mainly via television. (2) most of the samples had a good level of knowledge about tourist
attractions in Lampang. (3) the majority came with their families for a one-day trip by their
personal car and spent less than 1,000 baht. (4) as for the relationships between exposure
to news and tourism behavior, it was found that the tourists who were exposed to a greater
amount of news had a greater level of knowledge about tourism. In addition, the tourists
who were exposed to a greater amount of news traveled for tourism more often, while those
who received a greater amount of knowledge about tourism also traveled for tourism more

often.





