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Abstract

This article investigate strategic communication of social enterprise in Thailand.
The objectives are to study factors influencing strategic communication and strategic
communication of social enterprise in Thailand. This qualitative research on in-depth interview
basis from four social enterprises which applied contingency theory of strategic conflict
management and strategic communication management concepts. The study discovered
four external and five internal factors. The four external factors are macro environment,
industrial environment, issue under question, and external stakeholder. The most essential
factor that contributes to good operations and strategic communication is the external
stakeholder. As social enterprise businesses choose external stakeholders to be business
partners based on shared beliefs and values, they must work together to achieve their vision
and communicate throughout the process. The five internal factors that influence strategic
communication are characteristics of leader, organizational characteristic, communication
department characteristic, individual characteristic and relationship characteristic. The
most important internal factor is characteristics of leader as it is the factor that generate
all internal factors. The study found 8-step of strategic communication of social enterprise
started with situation analysis, then the process of setting philosophy, vision and mission,
goals and objectives, target groups, big Idea and message, strategies and tactics before the
step of implementation and evaluation. Moreover, that 8-step was adjusted due to the
internal and external factors in the context. However, the philosophy stood the same as it

is the core differentiation between social enterprise and other business.

Keywords: Strategic Communication, Social Enterprise, Communication Strategy,
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“A business that makes nothing but money
is a poor business.” (Ford, 1903, 91909k Teller &
Goddard, 2006) AnNa1%84 Henry Ford dg7iouin
padnsgInefifazdeiindrfuinninisvindils
digsograien Turmssedl 20 Han1sUsngiunes
anuAALUUY UL lsiuauAadily
awddn Ui fivesesdnsiifisdnednm
naeendrddmiudeadluanissudl 21 fdenns
WEIVNFIRUUSIAv b fannsaudlolymaenan
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Hagiuininmsldlianuddyiufanisiie
Frunnty Lilesanfanisiledenuiidmanet
nsgunanlsnaznisuntgur/vaurdsauunag
daundenniuaiu yilviAanisiedsaunateidu
D9ANTIUUNANNETU (hybrid organizational form)
Aunnssanesdnsluein Juasgndiuunuszian
dauindussdnsienvu (private organization)
94AN301ASY (public organization) ¥3004ANS
Taluansuanils (non-profit organization) i
(Napathorn, 2018)

Tuansivorundnsiidndiufanisiiiedeny
Yaay 9.00 vosRINTTVLIAENT MU warAans
iedanumianuaiisTuauds 471,000 578 {309
#1809 1.44 a1uAU (Department for Digital,
Culture, Media and Sport & Department of
Business, Energy and Industrial Strategy, 2017)
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Hapndaund 19805 Tuansgeinifanisfiodsny
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Foanererunusuiienarsmsgliniaduiiiel
famsegsenld Anuneneusinanateliumadon
Fanagmiiilevssaiimneymadsnuivivlesdns
fianudsdiu (Achawanuntakul et al,, 2017)
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(Siripatsophon, 2015)
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ﬁmmé’fﬁu (Napathorn, 2018; Rojanawong &
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29ANS b ka@191n1 1S 99ANSAwAIMINlS US e
DIANTLUUNANNAUNALAIIUA LS e ldwaam
finls dwgusenaunisderu (social entrepreneur)

Judunilsvesianisiiedsnu (social enterprise)
AILAATUAINAIUATS

Public
Sector

Government
Organizations
Non-profit
Organizations

sasEswsmEE g

Social
Enterprise

- Oriented on
public service

Other NGOs i Non-profit :

: Organizations common interest
PP ——

Social economy : Hybrid :

Sector : Organizations E Social
:hlllll"llllllllllll: entrepreneur
*  Forproft &
: Organizations :

.

- Oriented on

ssnnnnnnlppnnndonnnnnt

K

AN 1 Social economy, Enterprise and entrepreneur

fiun: Brouard and Larivet (2010)

Aannsifledsananunsndnunaunguyaaa
viposdnsfinessld 6 ngu Useneude 1. Aanns
diedsnuiinedaulpewdotneuazesdnaumy 1y
osAnsfTgUwuuLIuIamAaguy avnsal edns
nsdugaey 2. Aansiedanudinerslagesdns
asrsdselond (Wussdnsiidguuuuidugsied
Jods waz/mie devulnsesdnsansisaselon
3. Aamaiiedinuiinedstulasmhenusenisuay
Sgiamia Wuesdnsganafidnds uaz/vie Soriu
Tngnhegsunisuagssiamaa 4. Aamaiiedny
fidstulaegusznounisll fsuuuuidufianisi
ynidnlag

q
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N0 ulnggsNAeNIU kae 6. NINITLNaFIAY

fuseneumsiiledanu 5. Aansiiledans
Ussiandu dyvuvudugsfafidnds uaz/uio
fovulaginan1dun1sAny) an1dueans v1as
(unuwsiunaduasufanisiiedsay w.a. 2553-
2557) (Thai Social Enterprise Office, (2010)) lag
Usznnvesfanaiiiedsauiidanfrdlviaugulug
vidoyanavhlUlfidandidunisAefanisiiledany
firstulnsgusznaunslvl viieluddinnsdondy
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(social economy sector) Fufnuszauaminig
funssEANnY MsBuduAanTs MsveneAanis
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AnwiRamsiiiedsnuiliinaingusznounisll
Junan
nfeadailiuunfnnsdoansdenagnsues
Mahoney (2013) wkag Wilson, Ogden, and Wilson
(2019) LHunmdlunisAnsinisdeasidanagms
Tng Mahoney (2013) seyinununsdeasidanagns
fu Uszneaudae 9 saddszneuilSesdduidy
Fumou Ao 1. Mshnszdanunisal (situation
analysis) 2. Wmune (goals) 3. TnnUszasd
(objectives) 4. @13 (messages) 5. nguvdmuneg
(target publics) 6. ﬂaqwﬁﬂﬂiﬁaaﬁi (communication
strategies) 7. Na33n15d0a13 (tactics) 8. 13
ALUNTT (implementation) wag 9. NM13UsTUNE
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lona (core problem/opportunity) 4. tvung
wazingUszasd (goal and objective) 5. LA
AUAR (big Idea) nguidmvunevian (key publics)
&n3 (messages) NAEMS (strategies) agnas (tactics)
6. U Aun1svinauLazsulseund (calendar and
Budget) 7. n1381HuUnN1T (Implementation) way
8. \n3osilouazinasinisuszidiuna (evaluation
criteria and tools) w19 uneudi viiauslae
Pn3wnsieaswiudreduasdanuuansiai
agtne uilunmsiuidanuaenndeciuluwuims
Weatu agdlsfiny diidudesiiavesudeu
Masssuiianenisesuieiaseiiieatoaty
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Hadufinadestunisdeasdanagns dafirennu]
N15UMI9gean1un1sadlun1sIanisAudaugs
L%ﬂﬂﬁ&g‘ﬂﬁ‘ (contingency theory of strategic conflict
management) 984 Pang, Jin, and Cameron (2010)
Tneiunguifidesonunainnguinisuinisids
an1un1sal (contingency theory) LWuuuinily
nsAnw’

Pang et al. (2010) seyinesAnsidenlinagns
nsdearsesnslstusgfuaniunisaliliiniy
Fsnagnénisdeansitosdnsidenldaisndiuun
u 2 nway Tiun 1. msdoansludnuugdudy
9nfu (advocacy) way 2. n15d eansludnumz
Tougousiauny (accommodation) snagnsnns
doansiindoansidentiazogsening 2 dhil fauans
Tun il 2 vienanleiluunsaanunisaiindoans
o1aldnagménisdoarsifidnuazdeulunisnis
fudugadu wiminaniunsaldanuud suly
tindoaseradenld msdeansianuvazdeuluma
Tougaureununle

Pure Advocacy | -———————— — — — — | Pure Accommodation

AN 2 wuuiiaesnisdeansiudnuusiudugntulaznisdeansludnuugloudourouny

fian: Pang et al. (2010)

e UnIsUIMTWaaIunisallunisinnis
ANUTALduTINagnssryI BUTeTanIunITel
(contingency factors) Mdumaninuanisiden
WWINNINSaRansiavae 87 Uade deanunsadiwun
I 1 [ [ | [
Junquiadunelunasdadunieuen lnenguiade

melu Usenaumie 1. anwazesAns (organization
characteristics) 2. anwaznUIBUUTZVIFUNUS
(public relations department characteristics)
3. anugveds U15¥AUga (characteristics of
dominant coalition top management) 4. 9U&33A

’ ﬂwuﬁﬁéwfﬂixqnGﬂ%wqwﬁmw%m5L%aaamn’lim‘”[,umﬁmmimmﬁﬂ”ﬂLLﬁ&L%anawa‘ (Contingency Theory of Strategic Conflict
Management) wiinazlildidunsfinmeudauds e Mahoney 2013 38U NQuHNISUIMSITsan1un1Ial (Contingency
Theory) annsathanssgndldlafsunsdeansifainagns isizdungquiiiiesuneindadelathaiiidvinaseruaansaiozviily
daloadnsiesmevi uasnguinsdeansideanunsallumsdansenudaudadenagns WunguidlsimauinsuimsBeaaunisal

wszandldluusunveinisdeansidaaunaniuiagiu
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Yomguwareyaldelszdny

52108UDI9Y

AU Idnuam vmsdaden
$198719LUULAIE39 (purposive sampling) 910
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pufiufanisuuadlidesndn 5 U dwauszneunns

a

fiduuan IsuseTauagnsmounsaud el
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aafnsuardenan fieadnsldmeunssiue
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Aoenu (data triangulation) nsldszideuisnis
Anwriinannwane (methodological triangulation)
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210 Miles, Huberman, and Saldana (2014) lag
wian1sieszideyasendu 3 diudiedu laun
1. M3aaneudeya (data condensation) 2. 113
wanstowa (data display) Uag 3. MIATUALATIY
ﬁqaﬂwaqﬂ (drawing and verifying conclusions)
Tngludumeuusngidearsiinindonuazannou
foyannisduntwal wazienansiiiadedliivge
awzdeyaiineuingusvasdvaanmsfinuitldwely
Mntiuagyhnmsutsdeyaoenifudius vioesddeya
(corpus) vinmsasshadeya (coding) waguiun
Funwaluazienansfifendes uieesiuayimun
Foulusimi (concept) Tntudslugiuneudl 2 fe
nsuansdeya Tnsludunoudfifoasiulusai
affaldndunond 1 uwhmstadunguuoslusieg
(categories) uagyin1sidenloslusimisigg 4
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slusten] udanduiadrgdunoud 3 de thdo
Funuitldaniis 4 nsdinwvhnmsSeudiou i
afafuunasususenvosis 4 nadl eside
waSaauysal §idelddnduiselitugedafionis
dlodsnuiita 4 uvis Idmsraseumugnieadnads
NBUNITINEUNS

il e ae :: vai A Av o v e s - & o P - .
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JaseMinendeaiunisdearsilisnagnsves
Ramsiedenuludszmelng
MnMsAnwinisdeasiBanagndvesianis
diedamiluusznalneia 4 nadl wudn fusznau-
nsfsaudaulngjdn Suduianisangredades
ALIAE udAtudLiiEusuRIsIngunods
117 1 AU M3FuduRanisanauduules
wuil sramentuyuiiiidda lsinimnanagns
Tunsdniurufimunzamduddfyeegieda
AUTENaUNTTdIANRR0IiIN15ItAs18Tade
aeusnegadsfudleliaunsafmuauuinig
Tunsdufdufaniswaznisdoasldegaumnzay
N15338nu1 Jadeniguandanaianunsadiun
Iy 4 Uade Usznaudie 1. anmwindeuumnia
(macro environment) 2. amwmé’auqmmmim
(industry environment) 3. Usztautlgynn (issue
under question) wag 4. gilduladnudenieuen
(external stakeholders) lnganiniinaeuumain
A Uszneunsdsnudeaddedis Usznoudae
ANNLINRENAIUNTIRY LATYEAY dau nguneY
Fausssu welulad dwindou wagniweins
Aeusn vauziietuidesAdeisaninwndon
gnanunssuiiisatesdaelasly 4 nadld léun
AN NIIAGDNEAAMNITUNSINYASIAE NTYDTIEN
Fadsan nuandounvnIALazan LRGN
gravinssudnaiifinnuduiusidauanuag Beay
Aufamsifiodsay vaferiuduszneunisioy
AoarumIIINguyAranisuannguladielining
Aululdfasdreativayuianisiiedsauesmy
wazngalateieziduguassalunisdnduianis
Falufiddonindudddlddndsnisuen an
nenegiaautladendndsiu fusznaunis
Finuaznulseidudamddyiisndudeddsuns
uilrlasnsdoasuazmstakeiansiiiofiey o1f
Uszifiutlymivesquindnssusssunfuuidos
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Element of strategic
communication plan
(Mahoney, 2013)

8 Step strategic
communications matrix
(Wilson et al., 2019)

Strategic communication of

social enterprise in Thailand
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