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Factors of Tourism Public Relations Media Exposure Affecting Travel

Decision-Making to Koh Maprao Community, Phuket

Hiranya Klangnurak*, Prutthiyaporn Maneerat **, Pawika Kunchan **, Phattamon Polrong**

Abstract

This study aimed to develop and evaluate public relations media for
community-based tourism in Koh Maprao Community, Phuket, using a mixed-
methods approach under the concept of participatory communication. The study
emphasized community members’ roles as co-creators to ensure that the media
reflected the local identity and community context appropriately. Qualitative data
were collected through in-depth interviews and content analysis to develop the
media through three stages: pre-production, production, and post-production.
Quantitative data were collected from 400 tourists using questionnaires and analyzed
through descriptive statistics and correlation analysis. The findings revealed two types
of public relations media: tourism route posters titled “Coconut Sweet” and “Way of
Life,” and a Facebook page named “Coconut Island.” Tourists reported high levels of
media exposure, media utilization, and satisfaction. Media exposure was positively
correlated with media utilization (r = 0.75) and tourist satisfaction (r = 0.72) at a
statistically significant level. The findings also indicated that community participation
in the media development process enhanced the relevance and credibility of the
media and effectively supported sustainable community-based tourism development.
Keywords: Community-based tourism, public relations media, participatory

communication, Koh Maprao, Phuket
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