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Abstract

The objectives of this research were to study 1) the brand communication
strategy of "The Standard News Agency" 2) the brand communication of "The MATTER
News Agency". Data were collected by in-depth interviews with 3 executive chiefs and
news editors, 3 scholars and a focus group with 14 members of news audiences.

The research results showed that the brand communication of "The Standard
News Agency" relied on reliability, modernity, leadership and standards. The content
presented on their channel was guided by the brand and also the behavior of the
targeted audience. In addition, to maintain the personality of the brand, The Standard
faced the need to change their generational targeted audience. They regularly
presented more useful content, organized special events and they usually promoted
specialist personnel of the agency.

The MATTER news agency brand communication strategy was based on the
friendly personality of the brand. Its communication was more informal. The selected
content was produced based on the interests of the targeted group audience, using
cartoon characters, color, letters, fonts and graphics, and also questions as headlines.
The targeted audience generation and personal setting of the MATTER had been
changed every 2 years. This news agency organized special small group activities. They
used all the tools and designed their content by inviting influencers to join their
conversation and publicized the content in line with the needs of the targeted

audience.

Keyword : Strategy , Communication Brand , News agency , online Media
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Abstract

The qualitative research study titled "The narrative of the grocery store:
Adaptation and Marketing communications" was conducted with the objective of
exploring the adaptation and marketing communication strategies of traditional retail
stores. The researcher utilized a narrative inquiry methodology, collecting data from
a group of traditional retail store owners. The store owners were asked to narrate
their experiences, including participatory observations involving four stores and four
key informants.

The study's findings were as follows: 1) Grocery stores had a heritage that
had been passed down through generations, incorporating and adapting ideas while
coexisting with the local community for an extended period. 2) There was a practice
of adapting by offering a diverse range of products to the community. 3) There was
an adaptation that involved reaching out to the local community. 4) There was a
lack of knowledge in adapting to the use of new-age technology. 5) There was an
adaptation that included store decoration and arrangement of products to be
modern and convenient, following the format of leading convenience stores. 6)
There was flexibility in selling alcoholic beverages. 7) There was an adaptation to
survive in crisis situations. 8) There was a pricing strategy to compete with leading

convenience stores. 9) Store owners served as the primary communication channel.

Keywords: Grocery stores, Adaptation, Marketing Communications.
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Abstract

The purpose of this study was to investigate the brand image of Singha drinking
water among Generation Z consumers. The study utilized mixed methods research
methodology including qualitative in-depth interviews with 10 respondents and
quantitative surveys of 400 consumers aged 18-22 who were familiar with, had
purchased, or consumed Singha drinking water within the past year.

The findings regarding Singha drinking water's brand image among Generation
Z consumers were as follows: 1) Regarding attributes, Generation Z consumers had
similar opinions that Singha drinking water had a long-standing reputation, was easily
available, had a prominent brand logo, and importantly, was produced using different
Smart Micro Filter technology compared to regular drinking water. 2) Regarding value,
Singha drinking water was a product that inspired confidence due to its brand
reputation along with consumers' positive experiences, leading them to regularly
purchase and consume it. 3) Regarding brand personality, Singha drinking water
reflected the personality of young consumers as it showed environmental awareness
and an ability to rapidly adapt to consumers. Additionally, by choosing actor
Putthipong Assaratanakul as its presenter who was popular among teenagers, the
brand effectively reached teenage audiences. 4) Regarding culture, Singha drinking
water demonstrated social and environmental responsibility through its long-standing
(over 30 years) glass bottle return program which had become part of Thai culture. It
also had plastic PET bottles that could be recycled. Additionally, it met the
convenience needs of modern times by offering home delivery services through the
company's application. 5) Regarding user imagery, people who drank Singha water
were modern since the production process used advanced technology to deliver
clean, safe, quality standardized drinking water. 6) Regarding benefits, Singha drinking
water benefited skin because it contained silica which helped fight wrinkles and slow

aging. Additionally, Singha drinking water quenched thirst and revitalized.

Keyword: Image, Brand, Singha drinking water, Consumer, Generation Z
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Abstract

The purposes of this study were to investigate the marketing communication
reception of the Australian Barista Class courses among students in educational
institutions in Bangkok and to examine their awareness of marketing communication
for the course survey research using a questionnaire to collect data from a sample
group of 200 individuals. The data analysis employed descriptive statistics, including
frequency, percentage, mean, and standard deviation. The results showed a high level
of openness to marketing communication for the Australian Barista Class courses
among students in educational institutions in Bangkok and a significant awareness of

marketing communication for these courses.
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Abstract

The perception of marketing communication and decision to use services
Slole Café and Garden for people in Bangkok aimed to study the market perception
and communication of individuals in Bangkok when using the services of Slole Café
and Garden, as well as to examine the decision-making process of these individuals.
The study was conducted through survey research, utilizing online questionnaire to
gather data from a purposive sample of 201 respondents who have previously
patronized Slole Café and Garden. The sample is drawn from the café's Facebook
page followers, estimated at around 12,000 individuals. Statistical analysis, including
frequency distribution, percentages, means, and standard deviations, was conducted.
The study found that the majority of respondents were female, aged 25-34, holding
bachelor's degrees, employed in private companies, with a monthly income of
15,001 - 30,000 Baht. Market communication perception regarding Slole Café and
Garden was generally high, with the highest perceptions related to distribution
channels, pricing, marketing promotions, and products. Regarding decision-making,
the majority of respondents primarily chose Slole Café and Garden to fulfill their
needs. Conversely, the aspect with which most respondents disagreed was the
necessity of researching information about Slole Café and Garden before deciding to

use its services.

Keyword: The perception of marketing communication and decision-making
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Abstract

The study on the use of influencers in the marketing communication of Master
Peach Plastic Surgery Hospital aims to examine the utilization of influencers in the
marketing communication of the hospital. This qualitative research involves key
informants, namely, the hospital administrators of Master Peach and the director of
the marketing, advertising, and public relations department. The total number of
participants is two, selected through purposive sampling, ensuring individuals with
knowledge and the ability to provide insightful information.

The study found that marketing communication strategy of Master Peach
Plastic Surgery Hospital focuses on four main aspects, including Setting clear and
specific goals, demonstrating dedication and flexibility, Continuous experimentation
and improvement and Utilizing the "trial and error" approach to experiment with
various strategies and techniques. The hospital adopts a "try and learn" The criteria
for using influencers at Masterpiece Hospital consider on public awareness by reviews,
word of mouth, recommendations and demonstrations to use the products in real
life. 2) Influencers have followers based on the characteristics of the target group 3)

influencer appearance.

Keywords: Marketing Communication, MasterPiece Plastic Surgery Hospital, Influencers.
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Abstract

The objective of this research article is 1) to study the level of influencers that
affect the decision to continue studying at the private higher education level in the
present era. 2) to study the types and characteristics of influencers that affect towards
the decision to continue studying at the private higher education level in the present
era. 3) To study the channels of awareness through influencersSir that affects the
decision to continue studying at the private higher education level in the present era
4) To study the behavior of perceiving and making decisions through influencers
towards the decision to continue studying at the private higher education level in the
present era. The type of research is quantitative research using surveys (Survey
Research). The sample population includes students who are studyingat the
bachelor's degree level University of the Thai Chamber of Commerce The sample
group used in the study was 400 people. The tools used in the research Use a survey
research method (Survey Research) using a questionnaire. (Questionnaire) is a tool for
collecting data. Data collection through questionnaires (Questionnaires) Google form
data analysis and statistics used in analysisData: Data is analyzed using descriptive
statistics as follows: Part 1 Personal data. The results are a distribution of frequencies
and percentages (Percentage). Part 2 : Questionnaire for grading the process of finding
influence of influencers that affect the decision to continue studying at the higher
education level in the present era. Displayed as mean (Mean) andStandard Deviation:
The results of the research found that (1) the level of influencers that affect the
decision to study at the private higher education level in the present era comes from
following famous people. Megalnfluencer/Celebrity/Mass Publisher (1,000,000
followers or more) has a high level of priority with an average of 3.64 (2) The level of
influencers in terms of types and characteristics of influencers overall is at a high
level. It was found that the decision-making aspect was studied from singer/artist
influencers (Singer/Artist) has the highest level of priority. It has an average of 3.97 (3).
The overall channel of perception through the influencer is at a high level. It was
found that Instagram had the highest level of sequence of perception channels with
an average of 4.44 (4) Influenza perception and decision-making behaviorEnsor to the

decision to continue studying at the private higher education level in the present era.
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It was found that in terms of receiving news and information about studying and
promoting various activities of the University of the Thai Chamber of Commerce
through influencers and decided to study at the University of the Thai Chamber of
Commerce The highest level of priority was equal to 3.66 perception of experience.
It was found that the perception sidelnformation about the UTCC Open House of the
University of the Thai Chamber of Commerce through influencers and deciding to
study at the University of the Thai Chamber of Commerce. has the highest level of
priority has an average of 3.74 decision making processes It was found that the
decision to continue studying was because a senior | knew recommended me to

study. The highest level of priority had an average of 3.68.

Keywords: Influencer, Decisions for further study, private higher education institutions.
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Abstract

This independent research study is a quantitative investigation conducted to
explore attitudes towards marketing communication and purchasing decisions for
the electric vehicle (EV) "ORA GOOD CAT" in Bangkok. An online questionnaire was
used to collect data from a sample group of 200 respondents, which was then
statistically analyzed using descriptive statistics, including percentages, averages, and
standard deviations.

The study revealed that the majority of individuals interested in buying and
using the ORA GOOD CAT electric vehicle were predominantly male, aged 30-34,
with a bachelor's degree education, and employed in the private sector with a
monthly income ranging from 30,001 to 40,000 Baht.

In terms of market communication perception, the sample group
demonstrated a frequent awareness of ORA GOOD CAT marketing communications,
with online advertising being the most recognized medium, followed by public
relations and sales promotion, which were perceived at a moderate level.

Regarding attitudes towards marketing communication, respondents generally
agreed that effective marketing communication could make electric vehicles more
appealing. Specifically, advertising through product review endorsements was
perceived as the most impactful in making electric vehicles more attractive.

In terms of purchasing decisions, the study found that marketing
communication had the greatest influence on the decision to purchase the ORA
GOOD CAT electric vehicle. This influence was followed by considerations related to

pricing, product features, and brand-promoting sales activities.

Keywords: Attitudes, Marketing Communication, Purchase Decision, Electric Vehicles,

Bangkok
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Abstract

This research is a quantitative study with the objectives to (1) study the
attitudes of consumers towards packaged bottled water and (2) study the decision-
making process of consumers when purchasing bottled water products. Data was
collected using a sample group of 200 individuals who have consumed bottled
water products. The research tool used was a questionnaire survey.

The research findings reveal that the majority of respondents were female,
aged between 28-33 years, with a bachelor's degree education level, employed in
private companies, and with an average monthly income ranging from 15,001 to
25,000 baht. Regarding the attitudes towards packaged bottled water, overall,
respondents had a positive attitude. Respondents had the most positive attitude
towards graphic designs on the packaging, which enhances product recognition
(X=4.5). Following that, attitudes towards infrared sensors on the packaging were
also positive, with respondents having the most positive attitude towards infrared
sensors aiding brand image and creating memorable product branding (X=3.88).
Additionally, attitudes towards the decision-making process of purchasing bottled

water products were overall positive. Respondents predominantly made purchase

decisions based on confidence in quality and production standards (X=4.61).

Keywords: Attitude, Purchasing Decision, Packaging
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Abstract

The objective of this independent study was to examine the perception of
Port Football Club's brand marketing communications by spectator. The research
instrument used was a questionnaire distributed to 300 samples comprised of
spectators of Thai League football matches. The statistics utilized in the data analysis
were percentage, mean, and standard deviation.

The findings showed that most of the samples were males aged 30-39 years
old, holding a bachelor's degree or equivalent, and working as corporate employees.
The majority had a monthly income above 30,001 baht. In terms of brand awareness,
the samples perceived the brand personality as a very determined football club at a
high level (mean 4.11). Regarding brand equity, the samples associated the club with

)

its chairperson, Ms. Nualphan Lamsam or “Madam Pang,” at a high level whenever
they saw her (mean 4.05). Concerning brand attitude, the samples viewed it as a long-
standing Thai football brand at a high level (mean 4.04). For brand identity, the
samples felt the Port Football Club logo has distinctive and unique characteristics at
a high level (mean 3.87).

In marketing communications awareness, the samples were highly aware of
personal marketing communications through the club's chairperson (mean 3.69).
Advertising awareness was also high, particularly for online advertising (mean 3.43).
For special event awareness, activities giving back to society were moderately
recognized (mean 3.05). Other marketing awareness was moderately perceived

through the club’s cheer team (mean 2.83). Finally, sales promotional awareness was

moderately felt via home game ticket price discounts (mean 2.75)

Keywords: Perception, Marketing communications, Thai football club, Port Football

Club
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Abstract

The objectives of this study are: (1) to study the awareness of marketing
communication of horoscope wallpaper enhancement businesses for smartphone
users. (2) to study the belief in setting the horoscope wallpaper screen among
smartphone users. (3) to study the purchasing decision of horoscope wallpaper
enhancers for smartphone users that leads to consumers' belief about life-changing
screens or to choose to make a purchase decision for wallpaper enhancers. It is a
quantitative researched with a sample group comprises individuals who have
purchased mobile phone horoscope wallpaper enhancements at least once and are
aged between 23 and 32 years old. The total sample size is 200 people, selected by
a specific random sampling method. The research instrument used is a closed-ended
questionnaire, and data is analyzed statistically using percentage, frequency, mean,
and standard deviation. The research findings are as follows: (1) The awareness of
marketing communication is at a moderate level overall (mean = 3.24), with the
highest perception of wallpaper enhancement information coming from
advertisements through Facebook (2) Belief is high overall (mean = 3.53), with the
highest belief in the belief and attitude towards the device's platform (mean = 3.49)
and (3) The importance of purchasing decisions is high, with the highest level of

importance being awareness of problems.

Keywords: Smartphone, awareness of marketing communication, belief, horoscope

wallpaper
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Abstract

This study aimed to investigate the decision-making behavior concerning
industrial electrical cable products. The sample group comprised individuals who
had purchased or utilized industrial electrical cables within the past year, totaling
399 participants. Research tools utilized included questionnaires, with statistical
analysis employing percentages, averages, and standard deviations. Results revealed
that the key factors influencing decision-making behavior regarding industrial
electrical cable products were brand, price, and after-sales service, in descending
order of impact. Brand emerged as the most influential factor, followed by after-

sales service, with price exerting the least influence.

Key words:  Perception, Marketing communication, Purchase decision behavior

Electrical cable
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Abstract

This study aims to investigate the marketing communication strategies of the
online insurance proposal system under the Areegator brand and to examine the
marketing communication perceptions of insurance agents who are members of the
Areegator brand. The research employs a mixed methods approach, comprising 1)
quantitative research conducted through an online questionnaire survey with a
sample of 400 insurance agents affiliated with the Areegator brand, and 2) qualitative
research using in-depth interviews with purposively selected high-level brand
executives, totaling two participants.

The study's findings reveal that the majority of the sample demographic
consists mostly of females over 50 years old, holding a bachelor's degree or
equivalent, and predominantly employed in corporate positions. The average income
falls within the range of 50,001 - 60,000 Baht. Regarding the acceptance of marketing
communication for the online insurance proposal system under the Areegator brand,
the study indicates a high level of engagement in online advertising through insurance
media websites (3.78%). Following closely is the engagement through Facebook, rated
as high at 3.70%. In terms of support for marketing activities, involvement in Areegator
-sponsored events is also rated as high at 3.56. Furthermore, in the realm of
perception regarding the marketing communication of the online insurance proposal
system, the study identifies the highest level of acknowledgment for the option to
distribute insurance premiums in up to 10 installments (4.16%). The second-highest
acknowledgment pertains to the ease of accessing the system through smartphones
(3.91%), as reported by Areegator members. In summary, this article provides insights
into the marketing communication strategies and perceptions of insurance agents

associated with the online insurance proposal system under the Areegator brand.

Keywords: Perception, Marketing Communication, Areegator, Areegator Member
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