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ABSTRACT

This study had three main objectives: (1) to identify marketable aspects of Chiang
Mai Zoo which could be publicized to promote tourism, (2} to evaluate the efficiency of
public relations for tourism promotion, and (3) to suggest improvements to the efficiency of
the public relations for tourism of Chiang Mai Zoo.

A total of 400 people from three categories: (1) groups of Thai tourists, (2) family
groups visiting the zoo, and (3) young people patrticipating in special zoo events using
guestionnaires, were interviewed using a survey questionnaire. Data obtained from the
survey was analyzed using the SPSS statistical package.

The study found that the animals with the most tourists drawing power were wild
animals including penguins, giraffes, and the elephant names Chaiyo. Children wanted to
see the animals and families wanted to go to the zoo for relaxation on their day off. In
evaluating the effectiveness of current public relations efforts, it was found that people had
good knowledge of special events such as National Children's Day and Songkran Festival

as well as regular zoo attractions. This level of knowledge is supported by the fact that



Children's Day and Songkran have traditionally been the times of the highest number of
visitors to the zoo.

Areas where improvement in public relations would be beneficial included the Zoo
Lover's Society of Thailand project, Animal Adoption Program for Children, special animal
shows such as Chaiyo the elephant dancing to traditional Thai music, and activities of
special interest to visitors such as penguin feeding time. This study found that the tourists’
level of awareness of these activities was presently quite low. In addition to increasing the
level of publicity for activities such as those described above, the zoo would benefit from
additional service programs such as a tram service. Also, special events, such as the
planned future visit of a pair of Giant Pandas from China, should be particularly well
publicized.

Based on the survey results, the most frequently cited source of information about
the Zoo was radio, where announcements and news about the Chiang Mai Zoo were"
broadcast as part of regular programs. The second most freguent source of information
was word of mouth. However, when asked which media provided the clearest and most
useful information about the Zoo, the most frequently mentibned was newspapers, followed
by radio.

At present, the number of group tours in Chiang Mai is increasing rapidly. However,
in spite of public relations efforts, very few group tours visit the Chiang Mai Zoo.
Conversations with group tour leaders identified one key reason for this situation: current
government regulations prohibit the Chiang Mai Zoo from giving commissions (a portion of
the entrance fees paid by group tourists) to the tour guides. Because of this restriction, tour
leaders take their groups to other Chiang Mai attractions where commissions are given.

It was found that the current levei of public relations activities by the Chiang Mai Zoo
couldn’t be significantly expanded from present levels due to budget and personnel
restrictions. Expanded and improved public relations programs would require both an
increases in the skilis and staffing levels of the Zoo planning and public relations section.

Based on this study, the following modifications to improve the efficiency and

effectiveness of public refations for the Chiang Mai Zoo were identified: (1) increase the



marketing and public relations focus on group tours, (2) increase the overall public relations
budget as current budget restrictions preclude effective marketing to potential zoo visitors,
(3) modify regulations to allow commissions for four guides, and (4} increase the overall

effectiveness of public relations activities by hiring appropriate public relations specialists.





