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Abstract (AJ) 
This paper presents perspective of tourism in social marketing. Typically, we hear about the 

application of social marketing in many sectors including health care. That is because many 

countries, including the developing countries, have utilized multiple channels of mass 

communication to touch and communicate with all reachable segments of the population to 

influence people’s attitude and behaviour towards personal health and care. In other words, 

social marketing facilitates the delivery of messages from many different sources at any time 

to change attitude and behaviour. Kotler, the father of marketing, and his colleague Zaltman 

in 1971 emphasized that non-profit and social causes can benefit from ‘social marketing’ 

because it helps to enhance social consciousness on a given issue using marketing techniques.  

 

I would like to put forward that tourism also has a place in social marketing. Tourism is often 

associated with business and profit. However, if we look at the context domestic tourism 

campaign, we will see how social marketing can be used to instigate ‘buy local’ behaviour 

which would help ensure the sustainability of the local economy. True to the nature of social 

marketing, the promotion of domestic tourism in the ASEAN context has utilized the 4 Ps 

(product, price, place, promotion) and go through the normal process of audience analysis 

and segmentation, product conceptualization and development, message development and 

testing, directed communication, facilitation, exchange theory, the use of paid agents and 

volunteers to get the message across. 

 

I am going to give you a case study of using tourism to instigate ‘buy local’ behaviour within 

two Asean contexts i.e. Malaysia and Thailand, I will illustrate to you how domestic tourism 

campaign is important tool for community action 

 

Abstrakt (SJ) 
V príspevku prinesiem pohľad na úlohu cestovného ruchu v sociálnom marketingu. Obvykle 

sa zaoberáme sociálnym marketingom v mnohých sektoroch, zahrnujúc zdravotníctvo. 

Dôvod je ten, že mnohé krajiny, t.j. aj rozvojové krajiny aplikovali rôzne zdroje masovej 

komunikácie na komunikáciu s  dostupnými segmentmi s cieľom ovplyvniť správanie 

spotrebiteľov. Sociálny marketing slúži na ovplyvňovanie správania spotrebiteľov 

prostredníctvom komunikácie informácií a správ z rôznorodých zdrojov so spotrebiteľmi. 

Kotler a Zaltman (1971) zdôraznili fakt, že neziskový sektor a sociálne orientovaná činnosť 

môže byť úzko spojená so sociálnym marketingom z dôvodu posilnenia sociálneho 

uvedomenia v určitej oblasti za využitia marketingových techník.  
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Rada by som zdôraznila, že cestovný ruch a sociálny marketing sú prepojené, hoci cestovný 

ruch je často spojený s podnikaním a tvorbou zisku. Avšak, ak sa zameriame na kampaň 

spojenú s domácim cestovným ruchom, môžeme nájsť súvislosť ako je sociálny marketing 

prepojený so snahou podpory „kupujte domáce produkty“ na ovplyvnenie spotrebiteľského 

správania, ktoré je zamerané na udržateľnosť miestnej ekonomiky. V krajinách ASEAN sa v 

tejto stratégii využívajú v marketingovom mixe 4 nástroje (produkt, cena, miesto, propagácia) 

a uplatňuje sa analýza marketingového prostredia, segmentácia, konceptualizácia produktu a 

rozvoj produktu, pripravuje sa komunikačný proces prostredníctvom priamej komunikácie, 

prostredníctvom výmeny a využitia platených agentov a dobrovoľníkov v procese 

komunikácie.  

 

V nasledovnej prípadovej štúdii sa  zameriame  na využívanie cestovného ruchu na podporu 

predaja domácich produktov v rámci dvoch ASEAN krajín – Malajzie a Thajska, kde  by som 

chcela zdôrazniť aká je dôležitá pre komunitu  kampaň na propagáciu domáceho cestovného 

ruchu.   

 

  

 

1 APPLICATION OF SOCIAL MARKETING IN MALAYSIA TOURISM 
 

Let me begin by sharing with you the application of social marketing in Malaysia tourism. 

Domestic travels have only recently caught the attention of the government and the private 

sector when Malaysia felt the effects of the Asian financial crisis towards the end of 1997 

(Mohamed, 2005). During this period, international arrivals dropped sharply and the situation 

worsen with the spreading of SARS and bird flu. The Iraq war in 2003 and the 9/11 bombings 

in 2004 also had a strong impact on inbound tourist arrivals as people were more cautious in 

selecting destinations that are safe and secure.  

 

At the same time, there was a steady improvement in economic conditions has also lead to an 

increase in the amount of disposable income and leisure time available among local 

Malaysian residents.  Recognizing the potential and economic value of domestic tourism, the 

Malaysian government began to aggressively promote local tourist attractions and provide the 

facilities and infrastructure that meets the needs of domestic tourists. Tourism campaigns 

such as Cuti-Cuti Malaysia was launched and various tourism products, events and festivities 

were introduced by the Ministry of Tourism to stimulate domestic spending and holidaying.  

 

The then Tourism Minister said that all levels of society, including the JKKKs, Rukun 

Tetangga, residents` associations and schools would be asked to organise tours for their 

multi-racial communities. The main agenda was to cushion possible impacts of external 

factors that create uncertainty in international tourism. Factors such as wars, political 

instability (demonstrations, corrupt governance etc.), epidemic and economic recession can 

make or break the volume of international tourists to any particular destinations.  

 

Turning to domestic tourism as an alternative is appropriate because in the context of 

Malaysia, domestic tourists often outnumber foreign tourists. For example, there were 9.9 

million local tourists compared to 5.5 million foreign tourists in 1998 and 18.3 million local 

tourists (compared to 10.5 million foreign tourists) last year. The expenditure of domestic 
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tourists in 2011 was 42 billion ringgit which is quite a significant amount. For this reason, 

Tourism Malaysia has resorted to advertising via multiple channels such as TV, radio, 

newspapers and magazines, not to mention more creative ways such as using 100 taxis to 

advertise CUTI2 campaign from 2010 to 2011. The taxis were fitted with new skin creatives 

to promote local destinations in Malaysia. 

 

The use of taxis was a multi-prong initiatives because taxis in Malaysia has managed to 

garner themselves quite a bad reputation especially in terms of overcharging and inefficient 

service. The government had hope that using the taxis, as well as buying space on the 

company's Taxi Billboards - a triple sided mobile taxi signage product, will instigate a ‘think 

tourism’ mentality among taxi drivers and make them more tourist-friendly. At the same 

time, the initiative help Tourism Malaysia better promote the Homestay business and the 

create public awareness on the go2homestay.com website. 

 

From social marketing point of view, domestic tourism in Malaysia contributes towards 

enhancing local suppliers profitability, reduce economic leakage, enhance the multiplier 

effect of tourism income and encourage local currency circulation in the local market. It also 

helps promote rural tourism products to urban Malaysians, thereby giving them better 

awareness about the cultural and heritage tourism products of their country. One example is 

the Homestay program i.e. the offer of ‘living with the villagers’ for a certain fee to learn and 

experience the traditional lifestyle of Malaysian. This program has social benefits because 

urban Malaysians are often too disengaged from their roots due to their busy metropolitan 

lives. This program offers them a chance to re-learn their roots via a stay in villages that still 

have traditional houses, people practicing traditional economies and upholding traditional 

values and lifestyles. To the villagers, the homestay program allows them to have additional 

means of income, without having to significantly alter their lifestyles. In other words, the 

Homestay program help the Cuti2 campaign achieve two social objectives – the preservation 

of local cultures and tradition as well as economic progress of rural folks. 

 

On the other side of the counter, domestic tourism campaigns also bring about another social 

benefit i.e. making the locals aware that holidays are a necessary part of life. The feel of 

being refreshed and rejuvenated after a holiday help make domestic workers become more 

productive, which will ultimately benefit the country’s overall economy (BERNAMA). 
 

Overall, the Cuti2 campaign can be summarized as a social marketing effort that has 

benefited all -the industry player, the consumers/tourists/visitors, and the private sector 

including travel agencies, hotels & resorts and other smaller and medium sized 

accommodation types. In fact, the private sector also contributed towards the growth of the 

domestic market by providing value for money and reasonably priced products and services 

that the average Malaysian can afford. The annual Malaysian Association of Tour & Travel 

Agents (MATTA) fair to promote heavily discounted travels also adds to the multiple 

channels of marketing for the Cuti2 campaign. 

 

2 PLACING DOMESTIC TOURISM AS A SOCIAL MARKETING 
INITIATIVE IN THAILAND 
 

The placing of domestic tourism as a social marketing initiative is also evident in Malaysia’s 

neighbouring country, Thailand. I am sure many of you know Thailand as one of the most 

famous international tourism destination in Asia. The Thai government has continuously 
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support international tourism as its main selling point from the past until the present because 

it relies on the high expenditure tendencies of international tourists as its main income. This 

dependency has resulted in a big problem for the Thai government when international tourist 

arrival to the country dropped significantly in 2008 due to the unstable conditions of the local 

politics then. The gains from domestic tourism simply cannot offset the whole loss from 

foreign tourism (Bank of Thailand, 2009).  

  

Having learnt the hard way that it is unhealthy to depend too much on international tourism, 

Thailand has had to look at another option for its tourism industry. Lucky for Thailand, the 

growth rate of its domestic tourism was not affected by its many crises such as political 

turmoil, epidemics, natural disaster, economic recession and high oil price (Kamgut, Aus-

sawatmongkol, Chumsavat, Pinmuang-juam, & Ratcha-ne korn, 2010). Therefore the country 

then joined Malaysia in mitigating the vulnerability of the tourism industry by investing and 

focusing more on domestic tourism(Leong, 1997).  

 

Table 1 The Direct and Indirect Effect of Foreign and Domestic Tourism 

 

     Items     Foreign tourism revenue lost Domestic tourism revenue 

        (Hundred billion baht)  (Hundred billion baht) 

 

Direct effect    -1.00    +1.00 

Direct and indirect effect  -2.11    +1.80 

- Service sector   -0.91    +0.93 

- Transportation sector  -0.68    +0.43 

- Manufacturing sector  -0.42    +0.35 

- Other sector    -0.10    +0.09 

 

Source: Bank of Thailand (2009) 

For any destination, marketing domestic tourism to the local population can achieve many 

social returns particularly in improving the local economy and changing the mindset of the 

people about the value of local tourism resources. Domestic tourism plays a crucial role in 

stimulating economic growth, enhancing and upgrading basic infrastructures and the 

contributing to the employment rate of the local people either in regional or local levels (Wu, 

Zhu, & Xu, 2000). It can also mitigate the seasonality of international arrivals and departures 

(Richter, 1989). In fact, domestic tourism is a perfect mechanism for nurturing conditions 

through which people can co-exist, share believes, mutually appreciate cultures and develop 

friendship. Consequently, domestic tourism is able to act as internal bridge on the national 

level (D’Amore, 1988).  

 

So for Thailand, the strategy since 1998 has been to allocate 1% of its income from 

international tourism to support domestic tourism. This money will be allocated to 77 local 

administrations all over the country. Campaigns for Thai tourism in the past, for example the 

Visit Thailand Year 1987 and the Amazing Thailand 1998 were designed for both the 

international and domestic tourists to make sure that Thai people  travel within their own 
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country (Ngamsom, 2001). This attempt failed initially because in the year 2000, so many 

Thai people travelled abroad that the expenditure of overseas travel increased dramatically. 

The Thai government responded to this by introducing a social campaign called “Thais travel 

Thai”. One of the activities of the campaign was to have a light and sound project called “The 

night at Arun Temple” to help stimulate awareness of Thai people on the importance of 

domestic travel. As a result, there has been a consistent increase in the number of domestic 

tourists and income generated from domestic tourism in Thailand. 

 

Another social outcome of the domestic tourism campaigns was a more evenly distributed 

tourism income as more and more local destinations become interested to join the tourism 

bandwagon. Local people promote their destinations leading to a remarkable increase in the 

number of destinations competing for the domestic market. The competition also brings 

positive change of attitude among local tourism management unit, as they become more 

attentive and systematic in managing their destinations (Wongkairtrat, et al., 2001). 

 

Perhaps a more important social outcome of the domestic tourism campaigns is their role in 

mitigating impact of the recent political crisis in Thailand. The political instability has 

resulted in a direct loss of foreign tourists’ expenditures, which led to more economic 

activities to be affected nationwide. To counter the problem, the Thai government has 

announced domestic tourism as a national agenda to stimulate the economy, increase liquidity 

in the industry and distribute income to local areas in 2010 

 

 

Among marketing activities that the Tourism Authority of Thailand did include stimulating 

travel interest via the Enjoy Traveling Thailand, Stimulate Thai Economy campaign designed 

to instigate a feeling of patriotism among the local people, using a popular Thai superstar 

Thongchai, McIntyre as a brand ambassador for Thai tourism. TAT used emotional appeal in 

its domestic tourism campaigns to help the tourists understand the importance of tourism 

toward the economy of the country and ‘go help the nation’. They wanted to change the 

prevalent mindset from ‘travel is a waste of money’ to ‘travel helps distribution income, 

increasing employment and expanding economy’.  

 

 

From the Malaysian and Thai examples that I have shown you, it is clear that tourism has a 

place in social marketing. Specifically, we refer to domestic tourism and the many social and 

economic benefits that it can bring about to a destination. Therefore I am a strong believer 

that domestic tourism is an important social marketing tool that deserves good attention and 

investment from any National Tourism Organization. Many more countries should resort to 

domestic tourism to counter their socioeconomic problems. 
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