nsiifinyAWANTUSnagnsthuthmsaaanumsksnn
Case Study of Relationship between Ocean
Marketing Strategies and Advertising

Jguiws uaaunu
Patamaporn Netinant

unAago

nagnsmsnaadunAsmdniigsisliiuedosdioidumsdiugsia eairsdeldiussulunisudsduns
panauaznsUszaumNdSalugsia YagtusinsiiauenagnsnmsmanaguuuulmidaSendn nagstuthnsnan
unauiifsthiavenagvsiimanata 2 sUuuy Ae 1) nagnsihuihnmseaavzaiung uaz 2) naguduiuth
nsnaAnziaingin nadiAnwAudiiussgndldinaguimaivhnsraauarnislavan maiimslienesiay
asunagnsnislavan loun nsiarsandenlivssunnlavan nagnsanuaivassalunislaman nadsnsaieassa
alavan uasdonieanslavan eilueiesdodeasnmsmmaiiienaumilaenadesduiusiunagnimi
nsmanausiazuuy ielrnslavanidueesdiedsannsdauaiunmnaalivszaunudisale

AEIALY: NAENEUINIINITAAIN NAENSUINIINIINAINNAUATUN NAENEUNNINITIAIANLATATIN NI5I8IYas

Abstract

Marketing strategies are the key concepts of business marketing tools. Marketing strategies create
competitive advantages and business success. Nowadays, there is a new marketing strategy concept which
is called “Ocean Marketing Strategy.” This conceptual paper will hence present two concepts of ocean
marketing strategies: “Red Ocean Strategy” and “Blue Ocean Strategy”, case studies of brands that applied
these strategies in marketing and advertising, and the analysis and summary of advertising strategy, i.e.
how to choose advertising types, creative strategies, tactics and advertising messages that use each ocean
marketing strategy to synchronically be a potential tool of marketing communication for branding, so that
advertising can be a tool that contribute itself to the marketing success.
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shudelifidossulatl (aunudh g “fofe” 1Ju
wwaslasunan..., 2557)

fuil 2 msa¥eanudesmsuuulel Ae ns
ahaussgslanaznszdulinauiuslaadanglduinsds
gwnsmslnsdng wWasungnssusnlduinisdenms
rudolmivazdoooulay] Wy dedumedidn iulud
wanndiaduuulnsdniiefowazAouiianesnnn,
ileannidaiiuin Tuswannguiuilanagsigsnssu
e rulnsiniofeuarreufinmasnnniunndeiy
uonanil Hunudndeiliuslnafnnufesnisu
vl fe wWasungAnssudunsliuinisdemnaniu
Ussmuiithuumunsesnlu3uUssnmuemsuenthuds
finsaasanda ensesulavinglasiilale, 2557)

nagnEnIenIsRaATasilaunui i 2 fuil 8
aonAdosiudsi Sustvs lvemszgady (wUUa) Fou
Rertuedaduresnistinagnsunutinismaianzia
amsu Tuuvenuesulal $ee “Blue Ocean Stratecy
(2)” 11 g3 weImIAUAMIEFRdlnsTANSLaENNS
dndulalunsiauensidudniduddl Taeiunside
panalvsl Ainnudesnsgauazsidnsnisesaiulags

uenntu faunudndadinagnsnagnisuivis
Fanaiiteaianuildiuisumsnisutsty Tasannsa
Aereinuundanagniiuthmamaamsedesn lu
2 ¢ fio MsanduvuMTEsAa LazsadsRmA L
Tifumsaudn wail

fuil 1 nsanduyunsingsRavesiaunus
depndowunayyiuthnIraavzadaT (Kim &
Mauborgne, 2015) audseifiusngg sail

Ussifuil 1 msansununsvingsiase
nsfnwiseetereiioniafungAnssuduilanaiien
funsidontoomsuasdadelunsiaduladionms
goulau warnannnsiTeanUssyndldiun sy
nagnsnsvitnsnann Lilelvnisldauussnamianis
saaluluagnsduen wazneuseleviasdn (FoodPanda
2899ATUTBY 3 U..., 2558)
sl 2 msanduyunsyingshase

msldesne enisdeansnsraawuulalddeuiavy
(Insvim] niledofinsi Ing) lnelddelviuazdedany
poulatl Wy Facebook (Facebook wenemslylawan
WUU Carousel gilefie, 2558) %30 YouTube (azifu
fala ijaN%"qgﬂ%m%mmmﬂm..., 2558) Filanlawan

|
[J

sndudendnlunsadansidud (Young, 2010) 53
fauszgndldniseaiauuulida (viral marketing) fo
nsrAufdududumeundidonans ameunslavan
nseaduIalevans1duainon lnediseanlavanli
dolmivazdodsauooulall Wu Facebook YouTube
iislddeyansnaudluaszuunouiiamesdiunans
(upload) wesdesiana1n wdndalenaliinguiuslna
Wivangvedavanaunikaziaiudeyainiansuu
dolviuadedsnuooulan] Neafunsadud Ussnauns
dndulate andulwudsiufeyaiinuuudelniua
dodsnuenulayl Ussiansag deolu (Vollmer &
Precourt, 2008)

mslidelmi dedanuooulatl Laznisranauuy
h¥aflensdeansnisnainvesiiaunusn dreUsendn
sulssnaiedelavan uenaniswhlfavanaus
afamansenuiunguiuslaadmuneglauinndinig
Tawarhudeinasusuusady Wesanguilangalvsl
dlafinnslavanriudesnasufion1sne wagnsvin
pannsIAudegmils Jslireeidefieteyaaisves
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Tawan wifuilnegalmidfmelafiandasudeyans
NFUIINATIA9 Meiueslinnil (Young, 2010)

dwdl 2 msadsqaAiinliunsaue-
unuFApARdasRLNagNSILThMInaaNEIadATIM
(Kim & Mauborgne, 2015) AUUTELAUAT el

Ussduil 1 msasanauenliiunsaud
memsthiaueyszloviiBanthil (functional benefit)
(McDaniel et al, 2013) 1AgafuNsliusdsevng
ooulat lnedoasliuslnaiuiin msliuinsdseng
NnifaunuiinFulsEuiitiu ey viedilafanu
Hansvinloifuslaafiuszaunisaliiliumnsisainnisly
Sulsgmui$u lesanannsaidendsiieusuiiivan
drulsvnaurasyemsiamuANieIN TR TU
nshusudsgnuluimuemisass (iaunuen g “defie”
Juunasvlosundn..., 2557)

Ussiduil 2 msasenaalfiuns,
AUA AENTESALLNATI1EUAT (brand positioning)
(Aaker, 2013) Trilpunugududihnmsliuinisdsenng
ooulay Inemsdeanstiguilnaidndolouazlindah
founusndanulaasusazianianuinisdieis
533w esaninisliuinsdsemssiuguiuunis
48e@dvia (FoodPanda Waduewwdlady “Food
Delivery”, 2557)

Ussiuil 3 nnsadanmaliiung
AUA MIINTEIIANUANALUATIEWAT (brand loyalty)
ibiguslaainauazaInauislunsndunliusinig
faamse Tasmsuanslss Hmsdenarommsenis
lUsavesduilaa uazdruigauazainlvguilan
annsndinensomsaldessarninaus (Haunudn
o “flotie” Juuwasvlosundn..., 2557)

Uszifuil 4 nsadanmuanlviiuns
dum mensasesiiduilunsud (collaboration)
(Kotler & Armstrong, 2013) Iaeilinlanalviguslaaidi
InadsuomIs UanImIuAIY Uarn13hiAY LY
Hupmnsidsluiuusenu (auwusn g “defio” 1u
wwaslasuvan..., 2557)

NagNEN1IALLUNITNAINAILNITANAUNUNI
atauazmsasnme Rt lFTusT AuA U Filine-
I#vasgsiavesiiaunudiintu aeandosiu Sustus
lsemsegads (U.Ua) findrudeatunsinagnsunai
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Asnananzadnsy luunaueeulat 3os “Blue
Ocean Strategy (3)” 41 Wumsaniiunisnainlaed
\mnelunisdndufanssunisnaniivihligsiad
éfuvqlwi"ﬂm (low cost) \inAsILANA (differentiation)
waztinfuAgULUUlnY (new value curve)
msﬁwﬂaqméu'mff’]mwammmﬁmmmﬂ%
villutiagiu faunusn Usemealne 1uglsiuinisds
o1nsesulatiifisnsnisiivlngeanlunain naide
gnsnsaulnuszanuseag 550 tUaInU w.A. 2556 54
U w2558 fgrugnduazeennisdsevnaifiugstu
Sowvaz 20 molfou BE‘U‘%IQﬂﬁLﬂEJsL%U%m?UENﬂmLLWUﬁW
¥away 20-25 Hu3nserluseudanni uasfevay 50 19
Bmsnluseuviiasou @ewnsooulatfnau .y 2557)
Tnofifidndenvmivledvesuion S1um 280,000 Au
salieu deannsantiivaauenndinduiiawnum Sy
350,000 ﬂ%y’wiatﬁau (FoodPanda asesasuseu 3 V...,
2558) wazilgaanisadvlnanuonniiatulanesiu
Tusausd w.e. 2555 898 WA, 2557 s 5 drunds
(Hounugn g “Tefe” WWuunanesuman. ., 2557)
mavilavanuesiiaunush Seaenndesiunags
thuthnseanameiadasy Aenauinlelavananuen
2.52 3wt 4 “asifudile Wensagnamiuemsined
lalnefusnneu 1” (azidudsle LﬁaN%"qgﬂTJmm%mmmi
Ing..., 2558) fanmil 4 nagvdnisaiiassiamilaan
fio mevilvguilaatmnensuimsidendioins
FUUsEYMUSNENLSY WS TusasALTm e UTANs ey
wazdsonssiiiaunisi nguszasdmslavanieiio
asepnuFuiiinlalunsaus (Belch & Belch, 2012)
FNesINUYsENIUeIMISTIRSININALGBINITHAL
arufianolavesnuios msliusnisilaunud wiomss
LLuxﬁw%umaumﬂ%U‘%ﬂﬁ%’qmmsaauiaﬁmﬂﬂmLquf?ﬁ
nanoasvassAnUlavan i siEuenanvuuy
yulvRnnL (Hegarty, 2012) Tagii191@19tn@ 4 A an
Yoamuilonunau Fuemsuazaulne wadsliesuenay
Lazsan i i dndUnnudrieas Seyasneni
JrusTnEnauLazsarRosLazuLlnglaed BN
USTAUNIalTEIRILEITUAIUB N SVDIAULDY Yilinan
yutulasrIuliRnau ludiuinevesralinlelawanay
vani limslilasdiomnslisuusemu desdiomsd
FoansSulsemudeauies neuvausidauali
aodliuimsdsemsanniaunusi fsnmil 4



waqu‘é

s ET

£ foodpanda FI* vy ‘@foodpand-a-
' ™

(0.9) foodpanda y .

'- o ﬁn
368 848§ 317 1661111565

Al 4 pmunsdiuaniavanilawnuii ga “azdudils WerSignUamanemsiveildnefuuineu 1”
i 9 dudsls WenSsgnTUamanemsine... (2558)

INFIREL TR UL mmw ﬂaEWIﬁmummimmmmLaaﬂswﬂmmwﬂmwmLwaaum AD 3SLAUDUIYAT
a‘NFﬂL“U‘uLﬂEJ’Jﬂ‘IJﬂ‘UﬂaEJVlﬁ‘U’]u‘Lﬂﬂ’]SG]a’]ﬂVluLﬁﬁLLm LLG]L‘UaEJu’i‘ULLU‘Uﬂ’]SI"ZJ‘l&}m’]L‘UumiLLﬁmﬂ’J’]ﬁJLﬂquﬂLUﬂ (pioneer
advertising) (McDaniel et al., 2013) LuaamﬂawﬁmwummnJummmimLﬁmﬂmm ﬂmﬁaswassmmimwmﬂa
linsdumuaneie uanll LLaumau‘Lm‘UuWLﬂw (Hagarty, 2012) Luammamﬂmwmmmsﬂmammsma‘u
auaqmmmaamimaﬂuuﬁﬁﬂwwmﬂau (primary demand) vi3eviausdsiilslineiindeu (McDaniel et al, 2013)

unasu

nanlaeasy ﬂaawﬁmummmmm W2 sULUU Ap 1) ﬂasmﬁmummmmmmLaaLLm (red ocean strategy)
way 2) ﬂaqwamummsmmwaaamm (blue ocean strategy) Aallgauiuazynaou wardnuazilany
LANANSAY mmzLm'milﬁaﬂiﬁi’ﬂﬂuLﬂ%qﬁaﬁ%uumwmﬂmBimaaﬁuﬂﬁmsuamwssuammamm%wLLmﬂmaﬂu 1y
inmsnaindesdenlinagnsedaseuney warRarsandonliindesdiodeaisnisnain nsdeansnsndudn Ussuan
maamﬂmwm ﬂasmmiaiwasiﬁimm nalsNITASNaTIANUlRYN LAy Luammamﬂmwmﬂmama'eNmJ
ﬂawamummimmmmavimmu Immmummmaiﬂlmmmmw 1 Wazms19d 2 @

] 4
M19199 1 agudnvagddgvesdaznagniuuiINmaia

s 1 3 & 1 %3
ﬂasmﬁmummimmmml,aﬁl,lm ﬂaqwﬁmummimmmmaﬁmm
“red ocean strategy” “blue ocean strategy”

o e Y e o HBINITAS1ALINNISAANAUNANEUS INA LA
AHUNIRAIRRELET LarABIN1TWTITuAUAUY N

Inglsifaanisiiauds
ADINTADFUALLD VUL AU lidpanisaiavselaifiduus
AUMANLFBINTTT T lunan ahwaznseduliiinaudenIsUsznnindlunain
anAuNU
linagndlunisuanieu denivesduszneuniansnain v o
NG PHITER RN

el Idenagiisunsesnaly N - . .
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A13197 2 asuAnuduiusraINTTIla v AvIzaLiuksiaznagnsuiIN1TAaIe

NAYNSUIUINITAAIANLATLAS NAgNSUINUINITAAIAVELEEATIY

“red ocean strategy” “blue ocean strategy”

UszLANU8InI1slaLan

Sl NEAIIAUAN

v

« M3VNlAYULNDNITWIITU « Msvilavaiiananslidiuaudugundn

Y 9

° = = =
. ﬂ’ﬁ'Vl’]I‘ZJ'Uﬂ.J']L‘W@ﬂ’ﬁLUiEJUL‘V]EJU

na3sas19asIAN Ul YA

- ilisEdntiansndui - limsdudguansng wlanivd Wiauls WWuiay
« YauenLAwmala
« whuusgleviideensual

Wanvsaanslawan
* AMNINVDINTIFUA - madugnevaussmnusisanisiddny Jedaliiidle
« UssEBnueansIdum uneu

« NMNANWANAVDINTIEUAN
« sryRaNUR vsenuUstlovifitrvianizramdum
« wanslidiuIn fanulaaey wiladunin warwana1anin

ALYIBEITUTY

( )

ussnuunsuy

mslesuiladdutianied “aatia” Usuunusnngudin. (2557, 19 Amaw). §eansesula dusuile
17 un31AuN 2559, 970 http://www.manager.co.th/iBizChannel/ViewNews.aspx?NewsID=9570000
094158&Html=1&TablD=2&

UsyiRanadia ualng Tuussmalne. U, dududlieTuil 17 unsiay 2559, 910 http://www.calpis-
lacto.com/about/#tab-calpisthai

“mafia” viy 200 &1 d 5 savAlmigmann. (2558, 24 Tuan). Ussaeigsiveaula Fududle
17 unsAuN 2559, 970 http://www.prachachat.net/news_detail.php?newsid=1427182761

szifudila e fagnUandnomnsinedlsinefuunneul. (2558, 2 gane). Auduiile 26 ey 2559,
910 https://www.youtube.com/watch?v=xFAyjrN5pdd

¥an auluziY. (2559, 18 1UATIAL). prlsho Red ocean, blue ocean Wa¥ white ocean strategy?.
dududle 17 unyau 2559, 270 http://www.mmpchula.com/2009/node/1392

Sueus lwensznaty. (uU.U.n.). Blue ocean strategy (1). dududle 17 uns1An 2559, 910 http://www.
thaifranchisecenter.com/images/logo/file/blue_ocean 1.pdf

Sugdus lwensznaty. (.U.U.2.). Blue ocean strategy (2). dududle 17 uny1AN 2559, 910 http://www.
thaifranchisecenter.com/images/logo/file/blue_ocean 2.pdf

N J

01sa1sUinUSHIS
‘ 48 ‘ Executive Journal



/

Sugus lwensznaty. (uU.U.n.). Blue ocean strategy (3). dududle 17 uns1An 2559, 910 http://www.
thaifranchisecenter.com/images/logo/file/blue_ocean 3.pdf

wiuduiie. (2558, 18 fiuraw). 113l8 Wukususkonuanes U 2 madaleanant. 8717977 INN online.
?mﬁmﬁ'a 17 1n31AN 2559, 910 http//www.innnews.co.th/shownews/show?newscode=606053

Hounug g “dofio” uunanresumdnlunisdiemns segeanilvanuenndindy “foodpanda”
N1 5 &ueds. (2557, 29 nanew). Indsuils. Fuduidle 26 ey 2559, 90 httpy/
positioningmag.com/58673

Hounud dulwdinisdeemsesulat. (2557, 9 unsaw). wdvueeulas Fuduile 26 wwiy 2559,
7N http://www.matichon.co.th/news_detail.php?newsid=1389248331&grpid=no&catid=
&subcatid=

o “dosmedwiing” fgnnawiedidn | Jufnusingmssl “asuinnadia uarlny”. (2558, 9 Tunew).
dududle 17 unsimu 2559, 2910 http://www.dodeden.com/72907.html

ASoUENaA (ee5558. (2554). nNagNsNzadnsIN. 275975UNUNIS, 31(2), 15-20.

Hdouduameiinndn knuuew “faunudn’. (2557, 27 Gonaw). 1nadad. Aududle 26 ey 2559,
91N http://www.dailynews.co.th/article/262111

HownsooulatRnauuy “faunudr” issweneiuiiuing. (2557, 4 fusne). Ussmmdgsie. Fududleo
26 Wy 2559, 91 http://www.prachachat.net/news_detail.php?newsid=1409830248

drownsoouladlnelasivlalln. (2557, 25 Gamew). w15lAnies Fuduidle 26 Wwwisu 2559, 910
http://marketeer.co.th/2014/08/food-panda/

Facebook wenansidlamanuuy Carousel giloile. (2558, 20 wauwanaw). 972la7 24 Falis. Fuduile
26 Ww1gu 2559, 910 http://www.itnews24hrs.com/2015/05/facebook-carousel-mobile/

FoodPanda aspsasuseu 3 Yluusewmelne. (2558, 17 waunaw). Auduile 26 wwieu 2559, 30
http://ireview.in.th/pr-foodpanda-3-year-in-thailand/

Foodpanda ynmanndsamnseaulay 5n 40 Ussmesilan. (2557, 13 nuaniius). ASTVESanseaulasl
dududle 26 wWweu 2559, 911 http://www.manager.co.th/Food/ViewNews.aspx?News|D
=9570000017563

FoodPanda Wadauennalatu “Food delivery”. (2557, 9 @nAu). duduile 26 wweu 2559, 970
http://ireview.in.th/pr-foodpanda-food-delivery/

Foodpanda ansstusiyesulay @sueulunassi. (LU, S-peudse uunnidu. dusuile 26
WEeu 2559, 310 http//www.ecommerce-magazine.com/issue/167/November 2012
ECover Foodpanda

Aaker, A. (2013). Aaker on Branding: 20 principles that drive success. New York, NY: Morgan James
Publishing.

Belch, G., & Belch, M. (2012). Advertising and promotion: An integrated marketing communications
perspective (9" ed.). Columbus, OH: McGraw-Hill Education.

Grewal, D., & Levy, M. (2013). Marketing (4™ ed.). Columbus, OH: McGraw-Hill Education.

Hackley, C. (2010). Advertising and promotion: An integrated marketing communications approach
(2" ed.). London, UK: SAGE Publications.

Hegarty, J. (2012). Hagarty on advertising. London, UK: Thames & Hudson.

N

J

Ui 36 adufi 2
nsnpiAN-Sud1AY 2559

49



/
Hult, G., Pride, M., & Ferrell, O. (2012). Marketing foundations-international edition. Cincinnati,

OH: South-Western College Publishing.

Kelly, L., Jugenheimer, D. W., & Sheehan, K. (2013). Advertising media planning: A brand
management approach (3 ed.). London, UK: Routledge.

Kim, W. C., & Mauborgne, R. (2015). Blue ocean strategy, expanded edition: How to create
uncontested market space and make the competition irrelevant (10" ed.). Watertown,
MA: Harvard Business School Publishing.

Kotler, P., Kartajaya, H., & Setiawan, I. (2011). Marketing 3.0. Hudson County, NJ: John Wiley & Sons.

Kotler, P., & Armstrong, G. (2013). Principles of marketing (15" ed.). Upper Saddle River,
NJ: Prentice Hall.

McDaniel, C., Lamb, C., & Hair, J. (2013). MKTG 6: With cases (6" ed.). Boston, MA: Cengage
Learning.

Mullins, O., & Walker, L. (2013). Marketing Strategy: A Decision-focused approach (8" ed.).
New York, NY: McGraw-Hill Education.

O’Guinn, T, Allen, C., & Semenik, R. (2012). Advertising and integrated brand promotion (6" ed.).
Mason, OH: South-Western.

Ottrman, L. (2011). The new rules of green marketing: Strategies, tools, and inspiration for
sustainable branding. San Francisco, CA: Berrett-Koehler Publishers.

Paharia, R. (2013). Loyalty 3.0: How to revolutionize customer and employee engagement with big
data and gamification. New York, NY: McGraw-Hill Education.

Sisko, A. J. (2014). Imitate, innovate and annihilate: How to clone and improve on competitors’
best products and services effectively! n.p.: JNR Publishing Group.

Vollmer, C., & Precourt, G. (2008). Always on: Advertising, marketing, and media in an era of
consumer control. New York, NY: McGraw-Hill Education.

Young, A. (2010). Brand medlia strategy: An integrated communication planning in the digital era.

New York, NY: Palgrave Macmillan.

Translated Thai References

“Calpis” invests 200 million Baht, sending new 5 flavors to rock market. (2015, March 24).
prachachat.net. Retrieved January 17, 2016, from http://www.prachachat.net/news_detail.
php?newsid=1427182761 (in Thai)

Calpis Lacto history in Thailand. (n.d.). Retrieved January 17, 2016, from http://www.calpis-lacto.
com/about/#tab-calpisthai (in Thai)

Chaitrakulchai, T. (n.d.a.). Blue ocean strategy (1). Retrieved January 17, 2016, from http://www.
thaifranchisecenter.com/images/logo/file/blue_ocean 1.pdf (in Thai)

Chaitrakulchai, T. (n.d.b.). Blue ocean strategy (2). Retrieved January 17, 2016, from http://www.
thaifranchisecenter.com/images/logo/file/blue_ocean 2.pdf (in Thai)

Chaitrakulchai, T. (n.d.c.). Blue ocean strategy (3). Retrieved January 17, 2016, from http://www.

thaifranchisecenter.com/images/logo/file/blue_ocean 3.pdf (in Thai)

N

01sa1sUinUSHIS
‘ 50 ‘ Executive Journal



/

Facebook expands the carousal advertising to mobile phone. (2015, May 20). iT news 24. Retrieved
April 26, 2016, from http://www.itnews24hrs.com/2015/05/facebook-carousel-mobile/ (in Thai)
Foodpanda celebrates the 31 year anniversary in Thailand. (2015, May 17). Retrieved April 26, 2016,

from http://ireview.in.th/pr-foodpanda-3-year-in-thailand/ (in Thai)

FoodPanda opens “food delivery” application. (2014, August 9). Retrieved April 26, 2016, from
http://ireview.in.th/pr-foodpanda-food-delivery/ (in Thai)

Foodpanda: Online variety menu, hot serve in rush hour. (n.d.). e-Commerce magazine. Retrieved
April 26, 2016, from http://www.ecommerce-magazine.com/issue/167/November 2012
ECover _Foodpanda (in Thai)

Foodpanda proactive with online order food in 40 countries around the world. (2014, Febuary 13).

ASTV Manager online. Retrieved April 26, 2016, from http://www.manager.co.th/Food/
ViewNews.aspx?NewsID=9570000017563 (in Thai)

Foodpanda: The food order-delivery online website. (2014, January 9). Matichon online. Retrieved
April 26, 2016, from http://www.matichon.co.th/news_detail.php?newsid=1389248331&grpid
=no&catid=&subcatid= (in Thai)

Foodpanda uses mobile phone as the main platform to order food-delivery with 5 million times of

the application downloaded. (2015, October 29). Positioning. Retrieved April 26, 2016, from
http://positioningmag.com/58673 (in Thai)

Limpchanavej, C. (2016, January 18). What are red ocean, blue ocean, and white ocean strategy?.
Retrieved January 17, 2016, from http://www.mmpchula.com/2009/node/1392 (in Thai)

Nanabuntung. (2015, March 18). Mario is the 2™ year brand ambassador of Calpis-Osotspa.

INN News online. Retrieved January 17, 2016, from http://www.innnews.co.th/shownews/
show?newscode=606053 (in Thai)

Order easily by fingers click “Foodpanda”. (2014, August 27). Dailynews. Retrieved April 26, 2016,
from http://www.dailynews.co.th/article/262111 (in Thai)

Order food online hits top chart, Foodpanda in a hurry to expand service areas. (2014,
September 4). Prachachat. Retrieved April 27, 2016, from http://www.prachachat.net/news_
detail.php?newsid=1409830248 (in Thai)

Politics hits Functional Drink, “Calpis” adjusts plan to reach youth consumer. (2014, August
19). Manager online. Retrieved January 17, 2016, from http://www.manager.co.th/
iBizChannel/ViewNews.aspx?News|D=9570000094158&Html=1&TablD=2& (in Thai)

Thiangtam, S. (2011). Blue ocean strategy. Executive Journal, 31(2), 15-20. (in Thai)

What happens when foreigners got blind-test of exotic Thai foods II. (2015, October 2). Retrieved
April 26, 2016, from https://www.youtube.com/watch?v=xFAyjrN5pd4 (in Thai)

When “Distribution Channel” got more power than manufacturer ! So, “Dramatically-Calpis Lacto”

phenomenon happened. (2015, March 9). Retrieved January 17, 2016, from http://www.
dodeden.com/72907.html (in Thai)

Who said order food online didn’t grow? (2014, Auguest 25). Marketee. Retrieved April 26, 2016,
from http://marketeer.co.th/2014/08/food-panda/ (in Thai)

~

J

Ui 36 adufi 2
nsnpiAN-Sud1AY 2559

51



	03_กองบก
	04_01_อรณิชา
	05_02_สุกฤตา
	06_03_กนกวรรณ
	07_04_ปฐมาพร
	08_05_ธันยกร
	09_06_นภาพร-สืบพงศ์
	10_07_ยุทธชัย-สมนึก-สุนันทา
	11_08_ศรัณย์, ก่อพงษ์
	12_09_ทีฆะทัศน์
	13_10_ธัญลักษณ์, ปิยธิดา
	14_11_ทรงพล
	15_การเตรียมต้นฉบับ



