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The purpose of this study is to explore the public relations strategy and its effect upon tourism in the upper
southern provinces.

The exploration was conducted by using two methods of study namely indepth interviews of public relationé
officers, local mass media production and survey of 408 Thai travellers. The statistical techniques were frequence
distribution, percentage, mean, standard deviation and Pearson’s Product Moment Correlation Coefficient. SPSS for
Windows program were used for data analysis

The results of the study were as follows:

1. Public relations division of The upper southern provinces doesn’t have the extra strategy. They follow
center unit’s policy. And the strategies are proactive strategies and reactive strategies by used the public relations
media strategices and the public relations message strategies.

2. The upper southern has the uniqueness for traveling from other provinces where include perfectly
resources but almost travelers have low revenues and remain inactive from the other group of traveler. In the past,
Public relations intend open to the especially upper southern which there are not enough useful information for the
traveler in order to decision for traveling.

3. Respondent exposure to mass media and internet were low, however exposure to specialized and
interpersonal media were very low

4. Open to get the media from mass media of Bangkok and Nakorn sri Tammaraj , interpersonal media from
Chiengmai and Nakorn sri Tammaraj , Internet media from every provinces , specialized media from Bangkok .
Chiengmai and Nakor Sri Tammaraj had positive correlation with traveling perception.

5. There was a negative correlation of media (mass , interpersonal, internet, specialized) with an attitude of
Thailand traveler.

6. Open to get the media from mass media and interpersonal media of Bangkok and Nakorn sri Tammaraj ,
Internet media from every provinces except Nakorn sri Tammaraj had positive correlation with Thailand traveler
behavior. Almost getting the media from interpersonal media had negative correlation with behavior of Thailand
traveler.

7. There was a positive correlation between the touring perception and the touring





