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Thai Film and Integrated Marketing
Communications Strategy for Thai Film
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Abstract

Film is a field of mass media that combines different forms of art and is also entertainment media
considerably playing a significant role. Production of quality and well recognized Thai films depends on
several factors including analysis on film making, audiences, selling point, title, and more importantly, proper
use of integrated marketing communication tools. These factors will bring success to Thai films and also

answer audiences’ desires.
Keywords: Thai Film, Strategy, Marketing Communication
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MslduaznsUsZINENNWUS (Publicity and
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2NN 2 F19819NSlA YA NINEUASIUTAEANT
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Aun1sUTEE@NNUS (Public Relations) Muneis
N398R UEAEN5ALHUN1TUURN T lun a3
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93 Meuns aginsdadidneudsn “Snuvisasiy
Premier Concert: Siam In Love” finflaiufadined
wanen aoiRadineIdumeneunisatseulsuvial
flsanmeunsaeunnds msneudiindnd gudnisi
AU1UNNTINDY

n1svelagldniineruvne (Personal Selling)

n1svglaglininaueiy vanedia gUwuunIg
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FoAudvIouInsveauTT (Belch & Belch, 2001)
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Fudléd Jadunisifiuanuindedelviuiusiaa
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FuauBeseTa wazn1sdaasunsve o e 1usiy
(Belch & Belch, 2001)
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wazn1slawuInounaulaunss (Direct Response
Advertising) Bunesiin (interet) nasnavudelnsvimi
wazdodsiunidun (Belch & Belch, 2001)
d1m5Un15nan1ensIdInsunIneunsine
annsauUseantally 2 dnvauy Ao dnwazusn N5V
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N3EtUAYUNINTTU (Sponsorship)
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