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The objective of this research is to study strategies, contents and forms of mass media which
Tourism Authority of Thailand (TAT) use to promote tourism : TAT's campaigns call “Be My Guest” and
“Traveling Thailand, you can go every months™ which TAT created for promoting tourism under Royal
Thai Government's urgent measures to tackle negative effects from terrorist attacked in the United
States of America on 11" September, 2001 or “9/11" event. The main research methodologies of this

study are In-Dept Interview and Content Analysis from documents and advertising sources.

The study found that after “9/11" event in the United States, the communicative strategies
which TAT used for promoting tourism via “Be My Guest” campaign was to use mass medium under
AOL Time Wamer ﬁeMorks on 2 main channels ; broadcasting and printing media which are Cable
News Network television or CNN, TIME and FORTUNE magazines. The objective of this strategy was
to building Brand Image of constructive part of Thailand. TAT directly purchased this mass medium
to publicize mainly in Asia—Paciﬁc and Europe. The main target for this campaign were business
people and MICE. For_“TraveIinQ Thailqnd, you‘can go every months':' campaign, the study found that
TAT integrated various kind of mass medium to promoted advantagesfas well as reduced limitations
of each kind of media. TAT mainly focused on print media as first priority follow by radio and television

in orger.

For the contents and the forms which mass media used to promote 2 TAT’s campaigns, theie's
been idifferenc;e aspects varies from each mass medium. The research found that under “Be My
Guest” campaign, their contents had focused on building positive images for every aspects of the
country. And under “Traveling Thailand, you can go every months” campaign had emphasized on

encouraging Thais to travel and spend more money winthin their country.



