ansusnnau UR 29 aUUR 90 IWWneu - Dnuneu 2558 313

NagNSNNTEDANITAITAANANINLADN
Wpasemslidusuiuuusues
nsdANENAUEAIIABUNTaNANIDT
FOUBLIUAT LaZAUINIIALBUNTANAND
WRIIRIUL

Alternative Marketing Communication Strategy for
Creating Participation with a Brand: A Case Study
of CentralPlaza Rattanathibeth and CentralPlaza
Chaengwattana

nauna Usehnvananiiis*
Kobkij Praditpolpanich*

a o o ¢

* Head of the Marketing Communication Department, Faculty of Communication Arts,
Dhurakij Pundit University
* Email: kobkij.prh@dpu.ac.th



314 SUTHIPARITHAT Vol.29 No.90 April - June 2015

UNARNED

myifeafeiiunsififieAnmnagnsnsdearsnsnaianiaidanifioaine
Asfidwsaduuusud  nsdiRnsAudnsindunsanaisn Saunsues wazauganfn
Funsanas udeTaue lnafifaguszasdde 1) Wefnmnagnsnisdeasnisnaiamieion
WoasenafidausanuuususaudmamiBunsanasn SauBiwes waz gudnisfidunsa
wan wiinue 2) Welnnziiladadnayuuazalassarensignagnsnisasasmanan
madenifiosianslishusauiusususgudmamidunianais SaunBies uaz gudniadm
FunSanais wdeTaiug 3) Wefnwmuwine waz mawawnslEnagnsmsdossmanann
madenifissanslisiusauiusususgudmamidunianais SaunBies uay gudnism
Bunsanans uwdedmue myiduasdldsoniside Bemunin 3 Uuuy Ao 1) M3fnm
BWAFNITALITEY WY UNANY 17 UNIASIZY (Documentary Studies) 2) AS&UANLA)
\B98@n (In-depth Interview) 3) MsdunawuulaifidIusIn (Non-participation Observation)

nagnsmMIdeanInInaIanIgdenitaainanisfidiusiuiuwususesdugn i
Bunsananan SauBiues way gudnmsmdundanatsn uwdeimue azdunagmsluses
Unins  (bilgnagnsluszivesdng) nagnsaulnaazgadunisadriensfidnsulyd
anf 2 ngu A ngugnATluRldusmagudmafm way naugnAugigi3u (Tenant)
Fadunagnsnmstinsnsmananamaionsisnslddodeeu (Social Media) &39I
fius wazanuassnANAsauusuiduInMIfuszezen?

usnaAENuAALNS TN (Collaboration) MIVAAUANIIEAANTIURIAMMNG
ANIRaNA (Special Event) 1y Aanssutiiadeny WAZAANTTUAUNUMFANALAT JUEATYFANE
ffanwazBambanusssgusuluisuinddiusulufanssunsiiosnisnainseems
AUENNTAM

ludaurpsifadefiaduayunistdnagnsnisdsansnianaianiaidon As
AN RANBTRIIIIENIRasadean i udedeRN (Social Media) lagfiniassndie
myvnestiglunslddodean (Social Media) Afidnwaziasuudasins
wansluawan gudnasm msazdatunisuimasususegiaduszuy Snsdeds
Ausls waz mamuTnEzANAsAUdedn (Social Media) TushifUfiRaulinnguy
AugnIAN AsiisIRUssAnEan (Effectiveness) sMUAMUMTENANURUAUS LAY
maasemstidiusiuiuguilaa (Engagement and Participation) waz A33HIUNIAAIN
iulnsdwyiiadaufiinndy (Mobile Marketing)

o o w

Adde : Audnsmduniananan nagnsnsdeansnIna1n



ansusnnau UR 29 aUUR 90 IWWneu - Dnuneu 2558 315

Abstract

The objectives of this research “Alternative Marketing Communication
Strategy for Creating Participation with a Brand: A Case Study of CentralPlaza
Rattanathibeth and CentralPlaza Chaengwattana” are as follows; (1) To study on
Alternative Marketing Communication Strategy for Creating Participation with a Brand;
CentralPlaza Rattanathibeth and CentralPlaza Chaengwattana, (2) To analyze factors
and barriers of Alternative Marketing Communication Strategy for Creating Participation
with a Brand; CentralPlaza Rattanathibeth and CentralPlaza Chaengwattana, (3)To
study and develop the use of Alternative Marketing Communication Strategy for
Creating Participation with a Brand; CentralPlaza Rattanathibeth and CentralPlaza
Chaengwattana. This research used qualitative research methods in three forms;
1) Documentary studies such as article, news, and analysis, 2) In-depth interview,
and 3) Non-participation observation.

Alternative Marketing Communication Strategy for Creating Participation with
a Brand, CentralPlaza Rattanathibeth and CentralPlaza Chaengwattana, is a strategy
at the operational level (not strategy at the corporate level). The strategy mainly
focuses on creating participation with a brand to two customer groups, general
customers and tenants. This is a strategic marketing communications with the use
of social media options (Social Media) to build a relationship and brand loyalty to
the Shopping centers in the long run.

Moreover, a common strategy (Collaboration) in conjunction with a special
event marketing (Special Event), such as Corporate Social Responsibility activities and
festivals and special holidays events, invites social institutions and local communities
to participate in marketing communication activities of the shopping center.

The factor supporting the use of Alternative Marketing Communication
Strategy is the popularity use of communication through social media (Social Media),
but the hindrance is lack of expertise in using social media that change quickly
by its nature. For the guidelines in the future, the shopping center should focus
on brand management in systematic way with regard to its competitors and the
development of knowledge about social media (Social Media) for practitioner level to
be more efficient. In addition, shopping mall should also measure effectiveness on
building engagement and participation, as well as focus more on mobile marketing.

Keywords : CentralPlaza , Marketing Communication Strategy
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