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How Effective is a Role Model Strategy 
in Tourism Campaign? 

Boonlert  Supadhiloke 

ABSTRACT 
 Thailand has recently suffered from the global economic crisis and the internal political 
unrest which dealt a serious blow to its tourism industry. To cope with the crisis, the Tourism 
Authority of Thailand has revised its strategic theme of “Amazing Thailand: Bustling Thai 
Tourism, Burgeoning Thai Economy,” and resorted to the entertainment – education modeling 
strategy to stimulate local tourists’ demand and spending during the years 2008 – 2009. Two 
popular celebrities, a superstar singer and a folk musical band, have been selected as role models 
widely depicted in a series of television advertising spots and other media. The multi-media 
campaigns based on the concept of integrated marketing   communication and a mix of “push and 
pull” strategy were also used to appeal for a bustling tourism and growing economy. The role 
models strategy, based on Bandura’s Social Learning Theory, was found to be very popular and 
effective in creating a social awareness and favorable attitudes among target audiences but was 
less so in motivating them to act. However, without hard empirical evidence, the tourism 
promotion campaign was hailed as a success in meeting the goal: 87 million person-trips and  
$11 billion US in revenue. Some lessons could be learned to further enhance tourism 
communication strategies during a crisis. 

 Keywords:  Role Model, Entertainment–education Strategy, Push and Pull Strategy, Social Learning, 
 Tourism Campaign, Integrated Marketing Communication 
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Introduction  
 Thailand has been in recent years hard hit by a 
series of national and international crises which have 
dealt serious blows to the economy, particularly the 
tourism industry. The national crisis was triggered 
off by the coup d’etat in 2006, followed by a series of 
political demonstrations by the yellow and red shirts 
protestors during 2008-2010 which badly tarnished 
the country’s image. In the international front, 
Thailand also suffered from the repercussions of the 
climate change, the outbreak of epidemics and the 
world economic recession. The tourism industry, the 
second largest foreign exchange earner, had been 
severely devastated by these unfortunate events. The 
number of foreign visitors had sharply dropped 
during this period, together with tourism revenue and 
other related business transactions. In 2007, the 
number of foreign visitors totaled 14.46 million 
persons with a total revenue of  $17 billion USD (548 
billion Thai Baht) (Office of Tourism, 2007). 

The year 2008 appeared to be the doomsday for 
the tourism industry when the political protesters 
seized Suvarnabhumi International Airport, coupled 
with the world economic recession. Consequently, 
the number of international tourist arrivals at the 
international airport was recorded at 9.8 million 
persons, compared to 10.4 million in the preceding 
year (2007), a drop of 5 percent. During the year 
2009 the number of international tourist arrivals at 
Suvarnabhum: International Airport still remained 
relatively low at 9.6 million and slightly rose to 10.3 
million in the following year (National News Bureau 
of Thailand, 2008, Ministry of Tourism and Sports 
2010, Tourism Authority of Thailand 2010). 

Objective
This is a case study designed to achieve 

following purposes: 
1. To illustrate how a role model strategy has 

been used in Thailand’s tourism campaign to 
fend off political and economic crises. 

2. To assess the impact of such strategy on 
Thailand’s domestic tourism, and 

3.To draw lessons learned from the case in order  
to further improve an integrated marketing 
communication  

 campaign. 

National Tourism Campaign 
As a result of the national and international 

crises, Tourism Authority of Thailand (TAT) has 
revived the marketing strategy by switching from 
international tourism to domestic tourism. Setting 
tourism as a national agenda, the Thai government 
has announced the years 2008-2009 as a national 
tourism year. The measure was designed to fend off 
the world economic recession as well as to create 
Thai  tourists’ demands and stimulate the national 
economy. Based on the government policy, TAT has 
resorted to the existing strategic theme of Amazing 
Thailand which has been very successful in branding 

Thailand as a world tourist destination for a long 
time. A new sub-theme of “Bustling Thai Tourism, 
Burgeoning Thai Economy”  was also created to 
attract as many local residents as possible to enjoy 
traveling in their motherland and help contribute to 
an economic boom. 

According to TAT Deputy Governor Rerngron-
asar (2010), the domestic tourism campaign was 
designed to achieve the following goals: 

(1) To increase the number of Thai tourists by 5 
percent, totaling 87 million person-trips. 

(2) To generate a total revenue of about  $11  
billion USD (388 billion Thai  Baht). 
 To achieve the goals, the strategy of market 
segmentation has been used to gear the tourism 
programs to the wants and needs of likely prospects. 
TAT Advisor Auggaphol Brickshawana (2010), said 
TAT has been effectively employing the market 
segmentation and fragmentation strategies to reach 
specific groups of prospective consumers. An 
effective market strategy involves determining the 
target markets to which the tourism attractions would 
be most salable. The Thai domestic tourism market 
has been typically segmented on demographic and 
geographic dimensions. The demographic market 
aimed at the youth and adult, both male and female, 
aged over 15 years old with a monthly family income 
of around 40,000 - 50,000  Thai Baht (about $1,500 
USD). The geographic segment focused on local 
residents, regional visitors and destination visitors to 
special events and major tourist attractions. In 
addition, the psychographic segment was designed 
for likely prospects of special lifestyle and social 
class to such world class events as the Amazing Fun 
Golf and Float Festival.  

A special tourism program has been carefully 
planned and delivered to target visitors. At a total 
cost of $2 million USD (62 million Thai Baht), the 
program highlighted five major activities and events: 

(1) World class floating festivals in November 
in major cities of Bangkok, Chiang Mai, 
Sukhothai, Tak, Ayuthaya and Songkhla. 

(2) Cultural tourism to 100 selected traditional 
villages in the Northeastern region, the hub 
of cultural heritage, during the tourism years 
2008 – 2009. 

(3) Grand celebration of Their Majesties the 
King and Queen at the official opening of 
the National Botanical Garden at Chiang 
Mai, during December 1 – 10, 2008. 

(4) Exhibitions of historical and cultural 
heritage at Dragon’s Paradise museum to 
commemorate the Thai – Chinese relations 
at Supanburi province. 

(5) Amazing fun golf tournament at six world 
c lass  go l f  courses  for  Thai  fami l ies  
throughout Thailand during 2008. 
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Use of Celebrities as Role Models 
Once the strategic theme and target markets  

have been set, the next step is planning marketing 
communication strategy. 

Under the central theme of Amazing Thailand: 
Bustling Thai Tourism, Burgeoning Thai Economy, 
TAT has come up with the idea of using the 
entertainment – education strategy to convey the  
message to the target audience. Although the  root of 
the strategy went back thousands of years to the 
origin of oral storytelling (Singhal and Rogers, 
1994), its recent application in mass communication 
was commonly known as the endorsement of 
celebrities or role models in television soap operas. 
The strategy was based on Bandura’s Social Learning 
Theory. Bandura (1977) asserted that “most human 
behavior is learned observationally through modeling: 
from observing others one forms an idea of how new 
behaviors are performed, and on later occasions this 
coded information serves as a guide for action” 
(p.22).

To appeal to the target audiences: women and 
men, youth and adult aged over 15 years old with an  
average  income of $1,500 USD, TAT has selected 
two well – known celebrities as models:  “superstar” 
singer Thongchai McIntyre,  nicknamed Bird, and 
folk musical band named in Thai as “Poang – lang Sa 
–orn”. As the most popular singer in Thailand, Bird 
has been an  idol to people from all walks of life. 
“Poang – lang” is a traditional musical instrument 
originating from the northeastern region and, like 
xylophones, consists of a series of wooden bars 
graduated in length which produce different notes 
when struck with two small wooden hammers. The 
folk musical band became famous worldwide 
through the superb performance of their leading 
musicians named Eid, Lala and Lulu. They made 
emotional appeals to youths, particularly from the 
northeastern region. 

Together with the role models, TAT appeared to 
use a combination of both “pull” and “push” 
promotion strategies to stimulate the domestic 
tourism. Under the pull strategy, TAT directed its 
marketing  activities mainly through mass media 
advertising and consumer promotion towards local 
residents to induce them to travel and spend more 
inside Thailand. By this strategy, Thai residents’ 
demand “pulls” the tourism service through the 
communication channels. TAT also used the “push” 
strategy by directing its marketing activities 
primarily through commercial promotion towards 
communication channels to induce them to further 
carry them to destination visitors. By this way, TAT 
“pushes” its tourism services through the channels 
(Kotler & Armstrong, 2008) 

Under the entertainment-education role model 
strategy, a series of television advertising spots have 
been produced depicting both the singer star and folk 
musicians as role models to persuade Thai citizens to 
spend more on domestic tourism. Noteworthy was a 
sixty-second television advertising spot depicting 

Bird as a tourist guide to awaken the Thai people 
from the doldrums. Bird was shown smiling and 
singing a popular song while mingling with country 
folks on a minibus touring around tourist attractions. 
The spot also portrayed beautiful scenery and 
landscape as well as cultural heritage and historical 
sites which strongly appealed to Thai tourists. 
Similarly, the leader of the folk musical band 
“Poang-lang Sa-orn” was depicted in a thirty-second 
television advertising spot as a presenter of the Thai 
tourism as an amazing attractive and economical 
destination that anyone can visit. The spot also 
reflected the national identity, cultural symbols and 
traditions as well as the magnificent views of tourist 
attractions in Thailand. 

Apart from television, numerous advertisements 
and publicities depicting the superstar singer and  
folk musicians had been placed in other media, 
particularly radio, newspaper, magazine, internet, 
social media and outdoor billboards. It appeared that 
TAT has tried to apply the concept of integrated 
marketing communication (IMC) strategy by integrating 
its many communication channels to deliver a clear, 
consistent and compelling message about its tourism 
package to target markets (Schultz & Kitchen, 2000; 
Schultz & Schultz, 2004; Schultz, Tannenbaum & 
Lauterborn, 1993). 

It also appeared that TAT has used a mix of the 
“shotgun” and the “rifle” strategies to reach target 
audiences. By the shotgun strategy, TAT has widely 
advertised in mass media such as television, radio, 
newspaper and magazine to appeal to the mass 
audiences for their “loyalty” to Thai tourism. At the 
same time, they resorted to the “rifle” strategy to zero 
in exactly on the target market of interest by putting 
advertisements in such specialized media channels as 
tourism magazine, broadcast and website (Goeldner 
& Ritchie, 2009). 

An Assessment 
How effective was the marketing communications 

strategy to promote the domestic tourism? Most 
tourism policy makers, planners and administrators 
interviewed expressed their satisfaction with the 
outcome (Sawetseranee, 2010). They viewed the 
Amazing Thailand: Bustling Tourism; Burgeoning 
Economy a big success in stimulating the domestic 
tourism and economy (Nitiyanant, O. 2010; and 
Prommaha, J. 2011). It was, however, difficult to 
collect hard data to substantiate their claims of 
success. Also, the question of how to measure the set 
goal of 87 million person-trips and over $10 billion 
USD earnings has remained controversial.  

However, TAT has assigned an advertising 
agency to monitor and evaluate the impact of the 
multi-media campaign. Accordingly, the agency 
conducted a cross-section survey of Thai tourists 
throughout the country during May 23 to June 19, 
2009 based on the multi-stage sampling. Altogether, 
a sample of 1,500 target audiences had been randomly 
selected across the regions out of which 500 from the 
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capital city of Bangkok and its neighboring provinces 
and 200 each from the five regional areas -- the 
North, the South, the Central, the East and the 
Northeast (Chaisiriyasawasdi, 2010). Questionnaires 
had been distributed together with interviews by 
trained volunteers and students. The sample was 
predominated by youths, male and female, aged over 
15 years old with an average family income of 
around 40,000 Thai Baht. The result of the evaluation 
survey yielded a somewhat interesting and startling 
picture. 

In terms of marketing communication strategy, 
the evaluation found the entertainment-education 
featuring the endorsement of celebrities or role 
models very effective and appealing. Among the two 
celebrities depicted in the television spots series, 
people gave a higher rating in popularity and 
persuasiveness to the superstar singer than the folk 
music star. Over 80 percent of television viewers said 
they were attracted by the advertising spots depicting 
Bird as a role model while over 40 percent were 
aware of the spots presented by Poang-lang Sa-orn. 
Over 90 percent of television viewers showed 

favorable attitudes towards the superstars and voiced 
approval of his character and performance as 
compared to about 50 percent for the folk musician.  

Focusing on the overall marketing communications 
strategy, the survey found that it was more effective 
in creating a social awareness and a favorable attitude 
towards the tourism program among target audiences. 
Table 1 shows that 90 percent of the respondents 
were aware of the tourism campaign, 89 percent 
could recall the campaign message and 87 percent 
showed favorable attitudes towards the domestic 
tourism. However, when it comes to a behavioral 
change, the marketing communications strategy was 
less effective to motivate Thailand people to make 
more travels inside the country. As Table 1 shows, 63 
percent of the sample was motivated to visit the 
tourist destinations and only 44 percent had made up 
their made to do so. Thus, there appeared a “cognitive 
inconsistency” between what the Thai tourists “think” 
and “feel” and what they actually “do” in the tourism 
market – a so-called “KAP” (Knowledge, Attitude, 
Practice) gap in communication literature. 

 
Table 1  Tourists’ Responses to Communications 

               Response N % 
Yes 1,350 90 
No 150 10 Awareness 

Total 1,335 100
Yes 1,335 89 
No 165 11 Recall

Total 1,500 100
Favorable 1,305 87 

Unfavorable 195 13 Attitude 
Total 1,500 100
High 945 63 
Low 555 37 Motivation 
Total 1,500 100
Visit 660 44 

No Visit 840 56 Action 
Total 1,500 100

Finally, respondents were also asked to assess 
how the multi-media campaign helped to boost up 
Thai economy. As shown in Figure 1, 58 percent of 
respondents said the campaign has effectively 

stimulated the economy, while 41 percent said it has 
a favorable effect. Only 1 percent said the campaign 
has a negative effect. 
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Figure 1:  Relative Effectiveness of Campaign

The findings are quite comparable with the 
Social Learning Theory put forth by Bandura. 
According to Bandura (1977), social learning is a 
cognitive process wherein individuals observe, 
organize, remember and mentally rehearse behaviors. 
They will be likely to model their behavior after that 
of the television show character if they perceive that 
they will be rewarded from an observed character but 

are unlikely to do so if they perceive that they will be 
punished as a result. In the case of Thailand’s 
tourism marketing, the people were found to be 
highly attentive and very favorable but might not be 
strongly motivated by perceived positive rewards 
from the television spot character to visit tourist 
destinations. Figure 2 summarizes the response 
hierarchy processes (Kotler & Keller, 2006). 

Stages AIDA Model Social Leaning Process Amazing Thailand’s 
Bustling Tourism Process 

Attention Awareness Cognitive Stage Attention Retention Recall 
Interest Reproduction Attitude Affective Stage Desire Motivation Motivation 

Action 
Behavior Stage Action Modeling Destination Visit 

 Figure 2:  Tourists’ Responses Hierarchy Processes

 Based on Figure 2, tourists’ responses, hierarchy 
processes are believed to follow the typical model of 
human behavior change which has premsumably 
progressed from the cognitive stage through the 
affective stage and then the final stage of behavior. In 
the filed of advertising, a poplar model known as 
AIDA is assumed to have progressed along the same 
stages : from attention through interest and desire and 
finally action. Although the two models have been 
very controversial, they have been widely applied    
in the field of communication campaigns to explain 
differential effects of various communication channels 
and strategies. Therefore, it was not by accident that 
Thailand’s tourism campaign was found to be in line 
with both the social learning theory and the two 

models. Here again, it confirms the so-called “KAP” 
gap among Thai tourists as earlier mentioned.  

Conclusion
 This case study has illustrated how Tourism 
Authority of Thailand has used the marketing 
communication strategies to boost up the domestic 
tourism in order to stimulate the economy during the 
political and economic crises. Based on the market 
segmentation strategy under the strategic theme of 
“Amazing Thailand: Bustling Thai Tourism, Burgeoning 
Thai Economy,” TAT resorted to the entertainment-
education modeling approach in stimulating local 
tourists’ demand and spending during the years 2008-
2009. The two popular celebrities, “superstar” singer  
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Thongchai “Bird” McIntyre and folk musical band 
“Poang-lang Sa-orn,” have been widely depicted as 
role models in a series of television advertising spots 
and other media to persuade local residents to travel 
and spend more inside Thailand. The models were 
found very popular and effective in creating a social 
awareness and favorable attitude among target 
audiences. However, in terms of behavioral change, 
they did not succeed well in motivating the target 
markets to act. Thus, despite the officials’ claim of 
campaign success in meeting the tourism goal of 87 
million person-trips and $11 billion USD in revenue, 
there was not enough evidence from the evaluation 
survey to substantiate the claim. 
 The result was comparable to Bandura’s Social 
Learning Theory. Television viewers would model 
their behaviors after that of television advertising 
spots when they are motivated by perceived rewards 
or punishments from models depicted in the 
television series. A lesson learned from this case is 
that it is imperative to select suitable models in 
tourism promotion that can effectively appeal to 
specific target markets to think, feel and act. It is 
difficult to expect an idol to appeal to all segments of 
tourism markets throughout the country. 
 Another lesson learned from this case study 
involves how to design and use appropriate media to 
reach target markets. The market segmentation 
strategy has been rightly used in this case and, as a 
result, a “shotgun” approach should be avoided 
which would advertise in mass media to please all 
travelers. More emphasis should be placed on a “rifle 
approach” which would allow marketers to zero in 
exactly on specific target markets of interest. Finally, 
the integrated marketing communication strategy 
should be carefully planned and executed so that 
TAT can integrate its many communication channels 
to deliver a clear, consistent and compelling message 
to the target market tourists. In time of economic 
recession, more concerted efforts are needed to create 
tourists’ demand that can “pull” tourism product and 
service from the channels. 
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