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The purposes of this research are to search for the symbols that appeared in the
tourism advertisements, to explain the meaning of those symbols and to describe the symbolic
interactive communication of the tourism industry in the postmodern age. This study uses a
qualitative approach which has critical theory, semiology, theory of symbol, tourism, and postmodern

concept as its theoretical and conceptual framework.

The results of this research are that there are 12 kinds of symbols found in the tourism
advertisements that were launched during the Amazing Thailand Years. These symbols included
handicrafts, gastronomy, objects, buildings, places, nature, leisure activities, vehicle, performance,
human beings, animals, and plants. They were used by the sender to convey both manifest and

symbolic meaning to the receiver.

The symbolic interactive communication of the tourism industry of Thailand in
postmodern age is related to 4 factors which are

1) The capitalists in both government and private sectors who produce tourism
products are acting as the sender.

2) Many kinds of symbols are presented the tourism advertisements. Most of them
convey a symbolic meaning about Thai culture.

3) Television media and printed media are the most suitable channels to deliver the
symbolic messages.

4) The middle class tourists who have different demands are acting as the receiver.
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