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The objective of this research is to study the communication strategies used in conveying
the national identities of Thailand and Malaysia in their tourism campaigns, targeted at foreign
tourists in 2005. For Thailand, the researcher analyzed the “Phuket Today” campaign which was a
special project set up after the tsunami disaster, and “Thailand...Happiness on Earth” which was the
year's thematic campaign. As for Malaysia, the “Malaysia, Truly Asia” campaign is analyzed. The
focus of the study is on the communication strategies in terms of presentation techniques and mass
media usage. The researcher also uses semiology to study the national identities of both countries
presented in the advertisements to compare the similarities and differences of the two countries.
Research methodology used in this research comprises in-depth interview and textual analysis from

documents as well as TV commercials and print advertisements.

Research findings show that both countries use similar techniques to present their
advertising works. Both use an execution style of product as a hero, focus on emotional appeal and
the selling tone is indirect. The selling points are also identical, namely the culture, natural attractions
and tourism activities. Thailand uses television media most whereas Malaysia mostly uses printed

media.

Both Thailand and Malaysia present their concrete national identities namely national
architecture, costumes, vehicles, handicrafts and food. Thailand, in addition, also presents paintings
and herbs. Abstract national identities include religion and popular traits. Thailand also presents its
music, language and traditional massage while Malaysia presents its performance arts and folk
games and play. Natural national identities presented include natural attractions and wildlife.
Thailand also uses its flowers as imagery. Both courtiers present the identity of racial diversity.
Thailand outstanding presents cultural identity, which mainly focused on Thais characteristics;

meanwhile Malaysia presents the racial diversity identity.





