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The main purposes of this research are to study marketing communications strategy in
promoting tourism in six Andaman coastal provinces of the Tourism Authority of Thailand (TAT)
and to investigate effectiveness of marketing communication through knowledge, attitude and
behavior of Thai tourists residing in the Bangkok Metropolitan area.

The methodologies of this research are divided into two parts: Firstly, qualitative method
was applied by in-depth interviews with executives and officers from TAT, advertising agency and
travel agents as well as by gathering data from document sources regarding marketing
communications strategy. Secondly, surveys were conducted on a sample of 400 Thai tourists
and the SPSS program was employed for data processing.

The results of this study are as follows :

1 ) The TAT has implemented marketing communication strategy to build perception,
knowledge, and a positive attitude toward touring Andaman coastal provinces through mass
media. Also, sales promotions with price strategies and events were used to activate touring
behavior among Thai tourists. 2 ) Most Thai tourists possess moderate knowledge of tourism in
the Andaman coastal provinces and moderate attitudes toward tourism in the Andaman coastal
provinces. While intention of touring Andaman coastal provinces is in positive level. 3 )
Knowledge of tourism in the Andaman coastal provinces does not significantly correlate with
attitudes toward tourism in the Andaman coastal provinces. 4 ) Attitudes toward tourism in
Andaman coastal provinces positively correlates with intentions of touring the Andaman coastal
provinces. 5 ) However, knowledge of tourism in the Andaman coastal provinces does not
significantly correlate with intentions of touring the Andaman coastal provinces. 6 ) The
combined knowledge and attitude toward tourism in the Andaman coasta! provinces do positively
correlate with intentions of touring the Andaman coastal provinces. Moreover, Thai tourists’

attitudes are only one factor influencing their intentions of touring.





