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Abstract

The purpose of this study was to study texts and persuasive strategies in tourism brochures
issued by Infonmation Development Section, Tourism Service Department, Tourism Authority of
Thailand. The data were 14 brochures of southern provinces, namely, Krabi, Chumporn, Trang,
Nakhon Si Thammarat, Narathiwat, Pattani, Phang-nga, Phattalung, Phuket, Yala. Ranong,
Songkhla, Satun and Suratthani. The number of pages in each brochure ranges from 10-12 pages.
This quality research with descriptive presentation investigated texts and strategies employed.

The findings were that three types of texts were presented in the brochures : general
information. tourism information and producers’ information. These kinds of information
functioned as a guideline for tourist’s decision on their tour to certain tourist destinations. The
general information of a province also included its slogan, its history, its administration and
geographical boundaries. Moreover, the tourism information of a province encompassed its route,
major destinations, festivals, local sports, local products and amenities. The last section, the
brochure producer’s information, involved the name and address. Noticeably, different brochures
contained different numbers of topics and distinct order of information. However, the writing
technique mostly used was description, but also was persuasion in distributing destination
information.

Seven persuasive strategies were found in writing a tourism brochure: 1) analogy found in
simile and metaphor; 2) motivation and emotional appeals shown by alliteration. antonomasia,
paradox, hyperbole, all giving explicit communication and also stimulating readers’ emotion and
feelings; 3) appeals to authority that credit the message in communication;
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4) appeals to the crowd that express membership and relationship to a group: 5) assertions with
evidence to affinm rcaders’ judgment 6) alternatives to provide a choice to readers for their decision;
and 7) prediction of consequences to forecast the future so that readers could expect what will
happen.

To promote tourism with brochur‘es, texts should be convincible and persuasive. Hence,
message composition for effective communication is an important step. Such a successful
communication requires certain strategies in creating knowledge and persuasion in readers’ minds
to make a decision on a trip. Moreover, different persuasive strategies should be adopted properly

for different context.
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