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UNSEEN IN THAILAND CAMPAIGN
THESIS ADVISOR: ASSOC. PROI., UBONWAN PITIPATTANAKOSIT. 209 PP. ISBN 974-17-4832-9

The purposes of this study were to describe the Public Relations tourism strategies, media exposure and
perception of people in Bangkok.

Three methods were used to collect data: the documentary research, in-depth interviews of campaign-
runners, from Tourism Authority of Thailand and Creative Juice G\One Company Limited, and survey of 400
Bangkok respondents. Percentage, t-test, ANOVA and Pearson’s Product Moment Correlation Coefficients were
used for the data analysis.

The results of the study were:

1. The principal strategies for the campaign were the Integrated Marketing Communications. Television was
used as major media in building an awareness, whereas printcd media were used to inform the public for
deeper information resulting in the change of traveling behavior of the target groups. Specialized media
were also used to stimulate a public awareness of the tourism campaign. Besides, a co-operation between
the public and private sector was used as a campaign strategy to support the campaign to be more
significant.

2. Mass media and Internet exposure to the Unseen in Thailand campaign were moderate, whereas exposure
to specialized media, PR activities and personal media were low. The perception of the Unseen in
Thailand campaign from various media was also moderate.

3. There was a difference of media exposure and perception on information of the Unseen in Thailand
campaign of the people living in Bangkok metropolitan who were different in demographic status as
hypothesized.

4. There was a positive correlation between media exposure and campaign perception of the people living in

Bangkok metropolitan as hypothesized.



