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Abstract

Objective of this study is to delineate the images of the Thailand tourism destination using brochure analysis as a tool. The research outline is a collection of brochures from the tour operators available in the UK [from the lists of Tourism Authority of Thailand (TAT) in London and Association of British Travel Agents (ABTA)], that focus on Thailand’s tourism and performs systematically analysis. Data from ABTA affiliated companies’ brochures has been compared with that of TAT Brochures which reveals some difference. This knowledge may give a better understanding of the UK tour operators’ perspective, a key to facilitate a promotion of UK tourists to Thailand and provide basic information for future Thailand tourism development.
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Introduction

Recognizing the benefits tourism can bring, nowadays Thailand was an early starter compared to its neighbors in the region, in implementing active tourism campaigns. Its location as a half-way stopover between Europe and East Asia and Australia and as a gateway to Indochina and Inner China provides a strategic position to offer a diversity of tourism packages to international tourists (TDRI, 1998). In the last two decades, the number of international arrivals in Thailand has increased fivefold from 1.2 million arrivals in 1975 to about 7 million arrivals in 1995. This figure represents approximately 1 per cent of the world’s total travel. Therefore, Thailand has ample opportunities to tap more new arrivals and expand its market (TDRI, 1998). In summary, taking account of the flow through effect economy of Thailand, travel and tourism represents: 13 per cent of jobs, 15 per cent of GDP, 12.7 per cent of exports and 14.4 per cent of capital investment (WTTC, 1999).

The UK tourist ranks for the second European tourism market in Thailand (TAT, 1998 cited by Higham, 2000). Therefore, knowing the situation of tourism promotion in the UK is important for Thailand tourism development. UK tour operators are supposed to be the major promoter for destination in Thailand. Nevertheless, no previous literature has demonstrated the UK tour operator perspective of image of Thailand as a tourism destination. This study will investigate this issue using content image analysis of the brochures as a tool.
Materials and Methods

Among the various kind of tourist promotional tools, brochures are one of the most important and widely utilized means of advertisement (Holloway and Plant, 1988). It plays an important role in the creation of destination images and the selling of package holidays. Tour operators therefore rely on brochures to project a powerful, attractive and persuasive image of a particular destination. It performs a ‘product substitute’ role and it established expectations of quality and value of money (Middleton, 1995; Dann, 1996). The contents are therefore crucial for decision making of the traveler. Methodology for study is using content analysis of brochures (Dilley, 1986; Pirie, 1995). By using the following criteria, brochures were selected for content analysis (systematic, objective means of quantifying the words, topics and/or concepts in communications materials, and can be used for both textual and visual media) as follows. Firstly, a range of different activities and attractions will be offered, or in the case of wildlife-oriented tours, a variety of flora, fauna and habitats will be featured. Secondly, Itineraries included a minimum of two specific destinations in Thailand. This will be result in ‘themes’ of each brochure that can be further analysed and images of Thai tourism can be demonstrated. It has to mention that brochures featuring only single-purpose holidays, such as golf, white water rafting, or bird-watching, will be excluded from consideration, primarily because of the bias in communication content towards the activity rather than Thailand per se.
Results

The year 2002 edition of 78 brochures were collected. Fifteen and additional 6 brochures were excluded due to repeating and single-purpose type, respectively. Fifty three were collected from UK tour operators and other 4 brochures belong to TAT. Each brochure was studied and the data was classified into subgroup, according to the aims of this study.

The majority of brochures produced were based on A4 size (300 mm x 210 mm). Although some were slightly bigger or smaller than the actual size of A4, 1 brochure was B5 size. Number of pages produced for each brochure ranged from 4 to 435 pages. Apart from 4 of TAT brochures, there were no brochures from UK tour operators that devoted 100 per cent of content to Thailand (standalone brochure). Among 53 items of UK tourist brochures involved in this study, thirty per cent (16/53) were produced for Asian destination, and others (6/53, 11.3 %) focussed on the Southeast Asian destination only. In contrary, a large proportion (31/53, 58.5 %) was devoted to worldwide destinations. The brochures produced by UK tour operators varied for Thai destinations. With an overall average page number of 122.6 pages per brochure, advertising for Thailand as a major destination (8 pages or more) was common (25/53, 47.2 %). Thirteen (13/53, 24.5 %) spent 4 to 7 pages on Thailand, while 12 (12/53, 22.6 %) used 2 to 3 pages. Only 3 brochures (5.7 %) had one page or less for Thai tourism.
In UK tour operator brochures, 45 (45/53, 84.9 %) used more than half the space available for illustrations. Seven spent 1/3 to 1/2 of all areas for photographs and maps. Only 1 brochure devoted more space for text and used less than 1/3 of space for illustrations. Meanwhile, all of 4 TAT brochures utilized more than half of their pages for this purpose.

The most important tourist destinations in Thailand from the UK perspective, were beaches and islands such as Phuket (25.12 %), Koh Samui (17.61 %), Hua Hin & Cha Am (12.07 %), Pattaya (9.79 %), Krabi (9.2 %), Phi Phi Island (3.16 %) and Phang Nga (1.58 %). Historic places and cultural tourism destinations were also mentioned such as Grand Palace (4.45 %), Floating Market (3.76 %) and Bridge of River Kwai (1.58 %). Northern Thailand, the combination of cultural and natural destinations like Chiang Mai, Wat Doi Suthep and Chiang Rai, were represented 5.44 per cent, 0.69 per cent and 1.19 per cent respectively. Tourist attractions and activities in this region included elephant riding (0.4 %), hill tribe tourism (0.4 %) and the Golden Triangle (0.79 %) were also indicated.

It also demonstrates that TAT brochures devoted less space for beaches and islands such as Phuket (4.41 %), Koh Samui (4.41 %), Hua Hin & Cha Am (2.94 %), Pattaya (4.41 %), Krabi (2.94 %) and Phi Phi Island (2.94 %). On the contrary, historic places and cultural tourism destinations were much more mentioned, including Grand Palace (25 %), Floating Market (7.35 %), Ancient Capital of Ayuthaya (11.76 %) and Sukhothai (5.88 %). Northern Thailand destination such as Chiang Mai and Chiang Rai were represented 5.88 % and 7.35 % respectively. Elephant riding (7.35 %) and hill tribe village (1.47 %) but not the Golden Triangle (0 %) were emphasised by TAT. 

The visual presentation of Thailand ranged from 4.13 to 86.1 per cent (mean, 35.23 %) and from 34.08 to 57.51 per cent (mean, 44.14 %) by all weighted areas in the UK tour operators and TAT brochures, respectively. Many subjects have been portrayed by this method as follows. The fauna and flora subject dominated the tour operator’s brochures, accounting for 1.67 per cent of the visuals as compared to 5.99 per cent of the TAT brochures. Elephant (1.43 %) was the only fauna shown in the UK tour operator’s brochures. Meanwhile, elephant (1.66 %) and birds (0.66 %) were demonstrated in the brochures of TAT. Flora (0.08 %) and coral reefs (0.12 %) were shown in the UK brochures. Meanwhile, 1.66 per cent and 1 per cent of these items were demonstrated in the TAT brochures, respectively.

Landscape subject was illustrated in 13.83 per cent of the UK brochure compared with 24.25 per cent in the TAT brochures. Interestingly, UK tour operator seemed to emphasis more on facilities (hotel, 64.19 %) and services (transport, 1.9 %; food, 0.74 %) in Thailand, by devoting 66.82 per cent of their visual content to this topic. In the contrary, TAT spent 20.93 per cent of their illustrations on the same topic (hotel, 7.31 %, transport, 5.32 % and food, 8.31 %). People represented 5.81 per cent and 7.64 per cent for UK and TAT brochures respectively. Breakdown of this subject showed that ethnicity diversity (such as hill tribe) was the most single theme for either sources of brochure. History and culture subject was less focused by the UK tour operators (7.2 %) while TAT mostly emphasised this subject by using 25.58 per cent of their visual content for this theme. Breakdown of this subject demonstrated that temple (4.73 %) was the most important illustration for the UK tour operator, followed by historic sites (1.28 %) and art/crafts (0.93 %). Meanwhile, TAT focused on temple (9.3 %), festival (6.64 %) and historic sites (4.98 %).

Sports subject was mentioned only 0.66 per cent in UK brochure. Strikingly, TAT portrayed this theme as one of the major activities (5.65 %). Similar finding was found in health theme 0.27 per cent (UK tour operator) and 6.64 per cent (TAT), of all visual contents was illustrated. Maps were demonstrated only in UK tour operator brochures (3.72 %). It has been shown that TAT spent 3.32 per cent of their pictures portraying shopping activity but not by UK tour operators (0 %).

In summary, by using visual content analysis, five themes were demonstrated from two sources of Thailand tourist brochures. All visual contents could be divided into five major categories. UK tour operators portrayed Thailand as a tourist destination by using facilities/services (66.82 %) as a major image, followed by landscape (17.55 %), culture (13.01 %), fauna & flora (1.67 %) and recreation (0.93 %). TAT demonstrated Thailand images as the destination for culture (33.22), landscape (24.25 %), services (20.93 %), recreation (15.61 %) and fauna & flora (5.99 %).

Analysis of descriptive phrases described in all brochures was studied. The three most common phrases used by UK tour operator to depict Thailand are as follows, “The land of smile” (14.56 %), “Marvelous beaches and islands” (11.65 %), “Glorious history and culture” (9.71 %). On the contrary, TAT portrayed Thailand by using the phrases, “Fantastic shopping” (9.09 %), “Wonderful cuisine” (9.09 %), “Glorious history and culture” (9.09 %), “Fascinating culture identity” (6.06 %), “Rich in history with palaces and temples” (6.06 %), “The country with warm and friendly people” (6.06 %), “City of dramatic contrast” (6.06 %), “Marvelous beaches and islands” (6.06 %), “Finest hotel accommodation in the world” (6.06 %), “Convenient and inexpensive transport” (6.06 %).
The textual presentation of Thailand in UK tour operator brochures ranged from 3.36 to 64.06 per cent by all weighted areas (mean, 23.43 %). Most of the pages were devoted to describing the facilities and services in hotels and resorts, history/culture/people, geographical features and major tourist destinations. Very little was mentioned in relation to ethnic diversity and the contrast of the big city and ancient heritage image. None of them mentioned the value of money or sport options.
TAT devoted 12.6 to 27.61 per cent of area in their brochures for the text (mean, 18.68 %). Most of them portrayed Thailand images in history and culture, people and their world famous cuisine. Interestingly, sport such as golf and diving were the major activities focused by TAT. Shopping and value for money were also emphasised. Few were mentioned in spa holiday and other sport options. Strikingly, none of the TAT brochures described Thailand as a land of smiles as previously used.

Discussion

The images define what is beautiful, what should be experienced and with whom one should interact (Dann, 1996). These images are important for place and can affect their choices and behaviour (Bramwell and Rawding, 1996). Dann, 1996 has pointed out that ‘understanding the people of tourism is thus an analysis of images’. The success of any image is something that only the relevant tourist authority can decide as only the country producing the brochure and projecting the image knows what it wants from it (Dilley, 1986).  This leads to a new kind of place image study in literature. Nonetheless, there is much less research on the images of place projected for tourism (Bramwell and Rawding, 1996). The original works includes Dilley’s assessment of the imagery projected in Canadian travel Brochures and Cohen’s structuralist analysis of the brochure images of island tourism in Southern Thailand (Dilley, 1986; Cohen, 1993 cited by Bramwell and Rawding, 1996). 
 In spite of few researches conducted on projected images study using brochure analysis, they can be divided into subgroups according to their point of interest. Some authors focus specifically on brochures promoting the role of marketing and promotion in forming the images (Dilley, 1986; Pirie, 1995; Dann, 1996). The studies can range from descriptive content analysis, to an interpretative semiological (or so-called ‘semiotic’) analysis and focused on visual images, written messages or a combination of both (Albers and James, 1988 cited by Dann, 1996). 

Content analysis is a technique that is applied to non-statistical material and it allows the researcher to analyse such material in a systematic way (Finn et al, 2000). It is thus a quantitative means of analysing qualitative data. It can be applied to such things as newspapers, television, radio, books, letter and public documents such as local authority or company annual reports and official reports. In tourism research, it can be applied to analyse material such as a tour company brochure, destination promotion material, the travel pages in newspapers, travel programme on the television or radio, holiday photographs or postcards (Finn et al, 2000). 

Content analysis can however be applied to textual material as well. Here the researcher may count the number of times a pre-defined word, phrase or idea occurs in the text. The researcher, therefore, assumes that these words, phrases or ideas that are categorised together have similar meanings (Finn et al, 2000). In addition, content analysis can be applied to the responses gathered from semi-structured/depth interviews in order to identify those words and ideas common to respondents in the research programme (Finn et al, 2000).

Semiological analysis is a way of getting below the surface of a piece of communication to discover what lies beneath the obvious content of the communication (Finn et al, 2000). It will focus on what lie behind the message and interpret it. In other words, semiotic analysis is concerned with the meanings that are embedded in communication. Therefore, results of this method are neither constant nor simple. A lot of researchers can say by many ways of an analysis of one image. For these reasons, content analysis is the method of choice using in this study.

There seems little reason to doubt that for many people, tourist brochures-obtained from travel agencies or from official government tourist bureau play a major role in forming the image of the country of destination (Dilley, 1986; Pirie, 1995). TAT, which was established since 1960, generally aims to organise, manage and develop programmes for tourists who are interested in learning about Thailand’s natural and cultural attractions (Higham, 2000).  In addition, TAT has a major responsibility in making image of Thailand tourism and has performed a valuable work in this field. Nevertheless, as tourism develops rapidly, it is increasingly felt that a more active role in monitoring and coordination investments in restoring and preventing tourism degradation is necessary (UNDP, 2002). Association of British Travel Agents (ABTA) has played a crucial role in regulating the sale of travel products in the UK. Tour operators and travel agents who are members of ABTA have agreed to abide by the organisation’s guideline and Codes of Conduct, which offer clear directives, including those relating to information which must be contained in brochures (Middleton & Clarke, 2001). 

Using brochure content analysis, it has been proved that Thailand is one of the major UK tourist attractions. UK tour operator usually focussed on scenic areas especially beaches and islands such as Phuket, Koh Samui, Hua Hin or Pattaya as destinations for UK package tours. In contrast, TAT devoted a major area of brochures for cultural destination. In addition, sports, shopping and health themes were introduced and emphasised more. This finding may reflect that TAT may try to achieve another step of tourism by introducing new images for Thailand together with launching a new in line products with global market trends (WTTC, 1999). Although, Thailand was ranked best among the Asia-Pacific regions in 5 categories: historical sites, culture, people, food and night-life (TDRI, 1998). TAT recently emphasised more on the cultural tourism image, using both visual and textual content. This could be done by using less space and text for previous popular images of the Thai people (e.g. ‘the land of smiles’) and spent more space on promoting cultural and new recreational activity images (shopping, golf, diving, elephant riding and hill tribe tourism). Nevertheless, an adaptation of tourist images based on TAT brochures needs to be reevaluated for it’s outcome, including positive and negative impacts for culture, nature and economic.
Among the Asia-Pacific region, shopping in Thailand was considered third after Singapore and Hong Kong (TDRI, 1998). It is one of the principal tourist activities, but has received insufficient attention in the literature (Cohen, 1995). Total spending by tourists on ‘shopping’ (souvenirs, handicrafts, etc) amounted to approximately 26 per cent of spending in the country (Parnwell, 1993). This activity is increased by the exceptional value for money for visitors, since the devaluation of the Thai Baht (WTTC, 1999). In this study, UK tour operators did not portray of any Thailand image for this activity neither by visual nor by text. TAT did emphasis this by depicting this image, using either pictures or an explanation. These findings may indicate that TAT needs to emphasise UK’s tour operator on this issue. 
Conclusions

This study indicates that Thailand is one of the major UK tourist destinations. In general, image of Thailand from the UK tour operators’ perspective is good. Nevertheless, more communication is needed because images portrayed by TAT and UK tour operators’ brochures are quite different. It shows that TAT is trying to launch new products with much more cultural/adventure in nature. Information from this research might contribute to future specific research areas, especially for the further investigation in specialized field such as sustainable tourism, adventure tourism and new age tourism which combines health tourism, cultural (meditation and/or Buddhism-related) and ecotourism. Furthermore, similar study might be applied for other potential European nations which interest in Thai tourism destination.  This type of comparative study would provide more information for international tourism management and development in Thailand
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