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Abstract

In the view of this research, public relations could heighten agro-tourism of Khao Hin
Sorn Royal Development Study Center, Chachoengsao.

A mixed method of quantitative analysis based on questionnaire sampled from Khao Hin
Sorn Royal Development Study Center tourists/visitors, as well as qualitative analysis was
adopted in this study. In addition, the information from group and focus interviews with staff
from Khao Hin Sorn Royal Development Study Center, Tourism Authority of Thailand —
Chachoengsao, tour operator companies and local agricultural communities related to agro-
tourism was also used in qualitative analysis to perform content analysis to be consistent with
research questions and objectives. From that, two training workshops were created for staff at
Khao Hin Sorn Royal Development Study Center and people from local agricultural communities
related to agro-tourism:

Quantitative analysis suggested that the word of mouth was the best communication
channel whereas internet media/websites facebook and travel blog were potential alternatives. In
addition, the result showed that TV programs, word of mouth, internet media/websites and
facebook could reach people from all the age groups. At present, Khao Hin Sorn Royal
Development Study Center has a variety of public relations communication channel via the
organization itself as well as external sources such as different TV programs which make the
center a very popular attraction and, in turn, spread out to a wider audience.

Focus interviews suggested Khao Hin Sorn Royal Development Study Center staff need
to improve their competencies in public presentation and the usage of media & technology in
public relations resulting in the two training workshops (mentioned above) delivered to the staff.
The knowledge and skills obtained indeed support agricultural knowledge transfer which is the
prime directive of Khao Hin Sorn Royal Development Study Center, and allow the knowledge to
be broadcasted through online media and social network to reach a wider group of people. This
will, in turn, enrich agro-tourism resulting in participation, professional development and to

further development of people’s quality of life.

Keywords: Public Relations, Agrotourism, Khao Hin Sorn Royal Development

Study Center
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