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This research aims at investigating strategies of persuasion as

they have appeared through verba erbal language in the national

~ tourist organization's brochures and encé ocess, It also aims to

analyze the relationship o ganization's brochures

and the tourist campaign’l-' |
Results of the/ s anal jonstrate that persuasive

techniques in tourist b \ wo types; emotional and
logical appeal. They als zF‘ﬂ D e emotional persuasion more

\ = ..
O . addition, after

efficient it is neces
representatives of advertising
agencies creative departmefit ' e h at effective persuasive
techniques can be created t «.,.-1:-,; ', lu ation, and typography, which
; u-—i‘- f > make decisions to i:ravel.
Interviews with Tourism Authozity : officials indicate that there
are many factors whi- i : j oding process;

\“ the culture of the
encoders., An active t

xﬁ st Campai _nalﬁactor that creates

changes in tourism brochuies, improving both verbal and non-verbal language.
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