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Abstract

This research aims to study the marketing communication strategies of 7-Eleven
Thailand Facebook Fanpage which focuses on creatingconsumers’ interaction. The study
is a qualitative researchin nature using in-depth Interview and documentary Research.

Research results demonstrate that the marketing communication strategies of
7-Eleven Thailand Facebook Fanpage were formed based on the fanpage’s communication
objectives. In 2018, the strategies include (1) Keeping Facebook Ad Content Fresh - to use
the popular topics as a content and deliver in a fun and unique way. (2) Creating a Human
Touch —to create friend-to-friend conversation and interactions between Facebook Page
Admin and consumers (3) Posting at the Best Time on Facebook - to post at the right time
(4) Pushing to Store - to create traffic in stores by using promotional push (5) Always On
Brand Positioning Content -to reinforce on the image of 7-Eleven Thailand as food destina-
tion and friendliness (6) Stable Fanpage Base —to acquire and retain more Facebook
audiences.

In addition, the research finds that other communication tactics which can build
relationship and create interaction between 7-Eleven Thailand Facebook Fanpage and its
audiences involve (1) using consumer insights to generate contents (2) keeping the content
posted no more than 5 times per day (3) being responsive to the audiences. Most of all,
the fanpage admin must implement all marketing commmunication strategies and tactics

with regards to the designated personality and character of its Facebook Fanpage.

Keywords: Marketing Communication /Marketing Communication Strategy/Convenience

Store Brand /Ineteaction/ Facebook fanpage/ 7-ELEVEN
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