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ABSTRACT

This study is the combination of combined qualitative and quantitative research
which aims to investigate the factors which promote the eco-tourism at the Thai Elephant
Conservation Center in Lampang, type of communication and the use of public relations to
promote the eco-tourism at the Thai Elephant Conservation Center in Lampang, and the
effectiveness of the use of public relations to promote the eco-tourism at the Thai Elephant
Conservation Center in Lampang. The qualitative research methodology consists of documentary
analysis, participant observation, and in-depth interviews. The target group is 19 key informants
who have been involved in organizing eco-tourism at the Thai Elephant Conservation Center in
Lampang. Moreover the questionnaire survey is used as a quantitative research method focusing
200 tourists which consist 150 Thais and 50 foreigners.

The research findings are as follows:

1. External and internal factors are important to promote eco-tourism at the Thai
Elephant Conservation Center in Lampang. External factors are the policy of Forest Industry
Organization, the policy of the Tourism Authority of Thailand (TAT) and the promotion from
mass media and internal factors are the condition of tourist attraction, tradition and culture, the
role of mahout lifestyle and the villagers and the benefits from the center.

2. Three important forms of communication for promoting eco-tourism at the Thai
Elephant Conservation Center are found which consist of 1) informal two-way communication,
2) formal two-way communication, 3) formal one-way communication. In addition, four maim
types of media were used for promoting eco-tourism at the Thai Elephant Conservation Center.

The first type of media is personal media such as the officers of Thai Elephant Conservation



Center, mahout and villagers, tourist’s friends and relatives who have ever visited at Thai
Elephant Conservation Center, the tour agents and the officers of the Forest Industry Organization
and the Tourism Authority of Thailand. The second type is special media such as brochures, data
labels, exposition equipment, tourist’s handbooks, books and journals, videotapes, academic
documents and souvenirs. The third type includes mass media such as televisions, radios,
newspaper and magazines and journals. The last type comprises of the Internet such as
information services on the websites and wed boards provided by ofthe Thai Elephant
Conservation Center and others tourist-relavant organizations.

3. The effectiveness of the use of public relation to promote eco-tourism at the Thai
Elephant Conservation Center in Lampang as follows: firstly, Thai and foreign tourists have the
same incentives to visit the Thai Elephant Conservation Center in Lampang. It is found that Thai
Elephant Conservation Center activities and the need of relaxation are the travelling incentives.
Secondly, an effective media promoting eco-tourism at the Thai Elephant Conservation Center in
Lampang to the Thai tourst is mass media; on the other hand, the internet is found as an effective
media for foreign tourists. Lastly, the elephant show made an impression on both Thai and
foreign tourists.

In conclusion, the success in promoting eco-tourism at the Thai Elephant
Conservation Center heavily relies on the supportive internal and external factors, types of
communication which encourage cooperation, and the use of public relation media to
communicate with the tourist to the tourists. These will lead to successful and sustainable eco-

tourism at the Thai Elephant Conservation Center in Lampang.



