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ABSTRACT
179263

The goal of this study was to investigate and analyze how marketing communication
tactics of campaign “Unseen Thailand 2 , the marketing communication media launched by
Tourism Authority of Thailand, affected the decision-making of a group of working-class tourists.

The study employed qualitative research methods which include documentary
research, content analysis, in-depth (individual) interviews as well as focus group interviews. The
documentary research was based on reviewing of related documents while the content analysis
derived from six television advertisements , two radio advertisements and sixteen printed
materials.

The results showed that marketing communication tactics used in television
advertising called ‘Dek-lieng-kae’, ‘Tasanakati’ and ‘Oke-huk’, which made use of both
emotional and rational appeal, were the most effective. Moreover, public relations strategies and
marketing communication tactics used in handbook of Unseen Thailand 2, which emphasized
emotional appeal and symbolic meaning, worked equally well. Both of the successful tactics
involved the use of connotative meaning in order to heighten the receivers’ interest, perception
and retention, which in turn, influenced their decision-making to travel under Unseen Thailand 2
Campaign. However, it should be noted that Teaser Advertising used in Unseen Thailand 2
campaign was not successful as it failed to positively attract the receivers’ perception,
comprehension and retention.

In addition, with regard to campaign information, the results showed that the personal
media, mass media (such as television) and specific media (such as handbook of Unseen Thailand
2), were the most effective ways in promoting the campaign.

Finally, further research on tactics and efficiency of the marketing media may be
conducted. It is suggested that future marketing communication plans use the postmodem theory

as project guidelines.





