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The study examines the factors that affect the production of the television
advertising under the 1998- 1999 Amazing Thailand Campaign. The study is also to
find out the presentation methods, verbal and non-verbal language including to
investigate the symbolic meanings in those television advertising.

The samples consisted of the whole set of nine advertisements broadcast to Europe
and Asia. The list included Amazing Day I (Europe), Amazing Day 2 (Asia), Dollar
1- Dining, Dollar 2- Shopping, Dollar 3- Thailand Grand Sale, Amazing River of|
Kings, Pain Killer, Dear Steve and I- San Culture.

The study found that factors affecting the production of television advertising
were budget for the production, framework of the advertising, Thai and overseas
cultures. The presentation methods comprised narrative, problem-solution,
testimonial, product alone, and slice- of- life format. The techniques were fantasy,
computer graphics, animation, documentary and fiction. The results of verbal
language also showed that Amazing Thailand was the brand name of the campaign.
There were two kinds of copy that was a copy showing purposes of the campaign and
a copy that was a part of the presentation methods. Most of the copy was a copy
showing purposes. In addition, voice- over was applied to describe pictures and story.
For non-verbal language including sound, logo and color, the results indicated that
most advertisements employed Thai music. The logo was the golden eye drawing in
Thai design. All nine advertisements employed both black- and- white and multicolor
images. The results also showed that the symbolic meanings could be grouped into
five categories: symbols representing Thai characteristics, Western characteristics,
Asian characteristics, Asian characters as a traveler and other symbols.

For further study, it would be interesting to study tourism advertising broadcast
following the 1998- 1999 Amazing Thailand to see whether or not, it has a different
strategy to persuade targets? A study of Thailand tourism advertising that broadcast in
two different countries will be a deep analysis and elicit how advertisers produce the
advertising to specific target. This study did not investigate the editing process that
can signify some deep meanings in the advertising, it is then suggested. In addition,
explore if there is a cultural study transmitted in tourism advertising that broadcast in
Thailand.
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