wuIMNINNsERANsYsANNITaR U aNwallamRaguvulvelugaRiiia vuiy
grunsaULUIAANITAREN TN TAIUsTIY: nsAlANYIAE AR YNTUINTIZINNENTTY
Integrated Communication Guideline to Promote Thai Small and Micro
Community Enterprise Image in Digital Era Based on Cross Cultural
Communication Conceptual Framework: A Case Study of Because

of Agriculture Affection Community Enterprise

g Aadiseddla’ uag Jndin aulng’

Usa Silraungwilai' and Bundith Rattanatai'
'‘ManansuIMTgIiINIUagin umanendedaisuiewe

'Master of Business Administration Program, Eastern Asia University
Received: January 28, 2020

Revised: January 26, 2021

Accepted: February 1, 2021

UNANYD

ot duniteludsnunmilagldnisdunsaingy ileviauouumnisdomsysannisiioduaiy
amdnwaRaviagusulnglugadivia vuiugiunseuuuAnnisdeastutamsssunansiTenudn uuamig
nsdeasysanmaiedauaiunmdnvaliamieyuvulnglugaddsia Uszneuse (1) mssusulinimudiGes
msdmiddseiunede (2) mieuniliaiufiesnsiauntomissdadiming ldun Yesmianisdn
dnirgeaulay Wy weln wazresnanisiadmuieesilad 1y n1590nNYs war MULARIELARI (3)
nseenuULLaEHARTuLlaaUsEIdIRLS Wiewmeundiutomanisindiminseaulat wu Aduldle
war Wawmesdiinnsoind (4) n1seenuuuiaznantuulavaiasUszenduiug iowsunssiugemionis
Fnsmine oovlat wu Funulavanuazyssnduius a 9ave Welddmiunisesnysuazauuansdudi
#1199

LY

AEARY: NEDANTYTUINTG, NMINaNval, EARIYA

Abstract

This qualitative research used focus group method for proposing integrated communication
guideline to promote Thai small and micro community enterprise image in digital era based on cross
cultural communication conceptual framework. Findings showed that integrated communication
guideline to promote Thai small and micro community enterprise image in digital era is consisted of (1)
accounting training (2) distribution channel training such as booths and exhibitions (3) advertising and public

relations material design and production for publishing via online distribution channel such as VDO clip and
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electronic poster (4) advertising and public relations material design and production for publishing via

offline distribution channel such as Point of Purchase communication materials (P.O.P) for booths and

exhibitions.

Keywords: integrated communication, image, digital era
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