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The purposes of this research were to study the communication process of Young Creative Traveler
campaign of the Tourism Authority of Thailand and its effectiveness by studying the participation in campaign,
realization of being quality tourist and ecotourism behavior. The research methods were divided into 2 sections. The
first section was the communication process study using an in-depth interview and campaign’s documents. The
second section was the effectiveness study of Young Creative Traveler campaign. Questionnaires were used to
collect data from a total of 400 members of Young Creative Traveler campaign who had the residences in Bangkok.
The frequency, percentage, mean, Standard Deviation, Pearson’s Product Moment Correlation Coefficient and
Scheffé’s test were used to analyze the data. Statistical Package for the Social Sciences (SPSS) program was

employed for data processing.

The results of the study revealed that the principal strategies were to publicize the campaign’s information
through the mass media such as television and Internet. The others media were radio, newspapers and the specialized
media such as campaign billboards, brochures, posters, call center and e-mail in order to enhance the participation in

campaign, realization of being quality tourist and ecotourism behavior.

The results of the assumption were as follows:

1. The participation in Young Creative Traveler campaign was not correlated with the realization of being quality
tourist.

2. The participation in Young Creative Traveler campaign was positively correlated with ecotourism behavior.

3. The realization of being quality tourist was positively correlated with ecotourism behavior.





