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Abstract

This research aimed to study internal communication,
marketing communication and experiential marketing for brand
communication and consumer perception of Suphanburi National
Museum and Museum Siam affected by internal communication,
marketing communication and experiential marketing. This
qualitative and quantitative research outcome showed that
branding communication of both museums begin with internal
communication regarding eight types of the communication. They
were vision/mission, pattern of the organization communication,
leader, organization management, employee, compensation,
training/learning, and organizational culture and there were four
significant marketing communication tools have been used by
Suphanburi National Museum and Museum Siam. They were
1) Sales Promotion, there were many promotions went on in
Suphanburi National Museum such as premiums, contests, training,
sales conference, sales tools, print media. Due to Museum Siam,
there were added premiums, collecting, couponing, price-off deals,
sweepstakes, contests, training, sales conference, sales tools and
print media; 2) Public relations was taken in many forms such as
using leaflet, magazine, radio, television, advertising sign, facebook,
blogs, chat boards, youtube, advertising on cars, billboards and

newspaper; 3) Special activities for Suphanburi National Muse-
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um, for instance, mobile exhibitions, dialogue, seminar As well as
Museum Siam, and event called “Muse Playground” has been
arranged; 4) Customer service, for example, personal media and QR
code. Moreover, the interview result showed the qualitative research
outcome indicating public relations, customer service and special
event are the most efficiency tool. Likewise, it was assured by the
quantitative research outcome as such, personal media, facebook
and youtube were used sequentially by customers of Suphanburi
National Museum when facebook, personal media and mobile
exhibition were used by Museum Siam’s customers.

The employees and leaders used experiential marketing
strategy for communication brand of Suphanburi National Museum
and Museum Siam with five sections; 1) sense 2) feel 3) think 4) act
and 5) relate for the museum brand stronger.

The most of consumer perception level for communication
brand of Suphanburi National Museum were the service, exhibitions
and learning of at mean score 4.32, 4.29 and 4.17 respectively.
Whereas the Museum Siam were the highest score in exhibitions,

learning, and relationship scored at4.40, 4.32 and 4.30 respectively.
Keywords: Internal Communication / Marketing Communication /

Experiential Marketing / Brand Communication / Consumer

Perception
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Anmana1suazisnisaiisiuudevnnsuudanein
(Close Ended Questionnaires) 5 32AU (Scale) WAUAAINNTIN
ﬁfaéﬂ?ﬂ'mfﬂfm; TunnsmgaagauAMuANTasLLLaaLnIN (Validity)
wazthuunaeunniilsulaudalinaaeddiungusetteiauou
40 AU YRaTlEaNnnnmageLNI AN dulsrAng uaann (a)
109ATOULNA LTHBALATILTINAIALIT ST (reliability) U3
wuuganny EFnduLlszananaani (a) Wi 0.85 (RRsAUNan L
LT G zgwaam‘]ﬁ) LAy 0.81 (ﬁqﬁﬂmmu) LAZTNLULARUDINLA
fnnBenmauvieas 400 Au

AEMsIAzdaya

ldTsunsudidagy wazldadmimanssaiun (Descriptive
Statistics) Lﬁﬂmiﬂ’m%’m@mﬁmﬂLLuumumu 1&un AN
(Frequency) ANFaaiay (Precentage) Aaat (X) avdaueiu
HIRTIIU (Standard Deviation: S.D.) LAaZN1TNAKALAINN
LANFNSTAIANRAEILLIL One-Way ANOVA Analysis #28R5n15184
W (Scheffe)
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1.5 WHINIUTNABIUINH AN NAUF DU LTUAL AP NG ANTTH
wapsaanEIuNsUTRNuIedaed LAun 1) Avuaeiie (Helping
Behavior) wiina1ulauiluiling wanssinladqawaaiuluessng
2) AausalalazaslasianIuiluLLsua (Brand Consideration)
PR ATIANTNIIURITUAILIANNDLATENINY 113 NTLFATEN
NN3FNNUN NITLAUININTTINNG 973 Night at The Museum
NUINIIANTAARUANNLIUAN 3) NN9IWRNLNALLEY (Self-Development)
wWiinuAnsEnuRmuinee ausiauiiesaisainnialulas
wanedAng 4) niinauisnladnAna (Sportsmanship) WENI1ULAY
Y a 1 v 1o =S o
gusmanenanaldanaudnliandy wasyanawusus luanm o
FauanaNe 5) niineuinnNmedulazAnanluuusus (Brand
Endorsement) AagiAantLuadAnsaa@3NAaLdImUsIINTeITNRAS
NABANITNINIUAL AN UIAN IR ANNTN IURIANTAREINA

NunRRANNEEN “@ilaunduiAnidud1ues” (sense of belonging)
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LATAILANIEAIANT NITNITUTURAINLIAR ANNATFANTU
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“lufileany NAURATAR" dAaunNRaTINaL NN A NFasNALlszAAa
“Play & Leand inAuEauiaynninian”

daa a [
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n17ausN  N1sUsTINNITNE wresflaganny uazdeRud
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Ingvimd dhananuds wadn uden nszauaunud gnyd saum
thelw wlsdeiun wazidulas

2.3 N1IAARANTINTLAL Faaaquitad 1) UN9IANIT
WWEAUNAD UL ATB zg'wﬁmﬁ%ﬁf]ﬁmmmimﬁ'@uﬁWm
Tsaimensing - douiiaifenasnil “A1919uiniFew” (Muse Caravan)
BN 2 NANTINUAN AR “305N3811” (Muse School) TNLdua 4 a1an
Tufugeain aiulssFaulungannauazdinnma waz “Muse
Bus” iunnsliimssuseinFauguuasFauiiihaulasag o 3n
wail “ToBanfnde” (Muse Mobile) {ufingsan1ssinadansnin
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AunguiAzatine Nl wavtszanauinlifigula 3) nnaduaun
311013 fndgnas weterefRsdmuel Ussaiguiiaula
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wasulsraunisaifumanenllddaaiu 4) Todanasnusaiinng
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2.4 N13UTN1IYNAN ﬂ?zﬂfauiﬂﬁwﬁ@qma IR PAEEAT
UfimnnsAqenslen

3. miﬁammusuﬁﬁqamﬂqwémsmmmL%qﬂszaumsni
ARINWENUNADIULUITR FNTTUUTUATNITENFEN

A fouTaansdoansuususaialssaunisalugnninigal
nsti3lnAEN s mddaT 5 1w Fail
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3.1 Ms5ug (Sense) nn3iuneg (sight) WiNesinumaniu
WWSTNR qWa9nuLaHgLINgIsanAsR 9L asnIineuLAInIasa
dl & = a dl [ a = a Y
wrauuLedesAnslaeiyaaniludng Afhauenniuiullias
FALAAI 9 aeNanend JEe9T89nN195UsE (taste) NNRNaADLT
H “Bouym” Amaesesnn a1usd1ifagluarausvainuane

o 6

241150398 Lpan el UARNSTUTHNAUNAZAA (scent) wazluiag

ada o

o g A cY o W = o o
AALLAAIHLIAEN (sound) @ﬂ")ﬂwﬂum@u?UﬂQﬁL@ﬂﬂL@quﬁu WIBANNU

HAUFTUIILAY IntineunasauiiA1dn “adanss Aissiumaniu
WRTNRWITULTEURGDUILAL” AN199ALARNIDTIRAIABIUDITL
eiuazAsedg I fanemresifisioua’ felfiRnanaumdnma
samednaasurielfifianisduda (touch) Tassms “sudnany
Auudaasgwes” Inslidanlivnaaes “ga 1inon 8198 LaTIes
1892849180” 1711314 Interactive Installation \lunnsa¥silszaunisnd
Inlneldwmaluladl AR (Augmented Reality Technology)

Nd@enaeuitiy Play & learn d@519dszaunnsninnssuinau

u
A

n1suadLiuAae gy (sight) wﬁmmﬁ’@uﬁ?ﬂdmm’%’lmuuu%LL&NL@@@
uﬁuﬂu%ﬂi:ﬁﬁmﬁm LAZANNNIONLITIWRINF AN HaTIR i EHeN
aﬂ’mﬁlﬂugﬂﬂuumimmm FN1NN95UI4 (taste) Nl NgsNNHFL
117 LN Lm::m'?mﬁu%dﬂ “Muse Kitchen by Elefin Coffee” 14
1Ansludasnszanfiaues dunas (scent) MeluanAnIdaLaaad
FrasFuenmanazenn lisuiin ludesdaugaaduaing Fiesi

Ao Yy A a A Iy = Na ~
LAZNWNNHNAUAIUNNAUNAZANA  ATULAEN (sound) HUNTIANITING

]
v vl

o o A o oA o A o
ﬂq?L?ﬂugM@qﬁl\ﬂuLﬂﬁlQﬂUL@EN LL@ZHQIMNV]NWLﬂﬂmsﬂmiﬂqqﬁgﬂmqﬂ

L1l
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lNuAenstAn wazmaluladl AR (Augmented Reality Technology)
AaunrnuunlanueAiiiduaTuazlanfaiald Ao T uas
AutlanTudlunisTs AaeAauN9EEUERNNLNAA Virtual Museum
paenAlulatinsned 360 agAmATulad
w0 a aa o 1 a
3.2 ANSAN (Feel) inssAnianie lunisAnsman 1l iaTnm
g 41' P 44' » 5
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