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Abstract

The objective of the research was to study the marketing communication
strategy for new generation entrepreneurs who were the traditional dealers of TOA
Paint (Thailand) Public Co., Ltd. The methodology of this study was qualitative
research and in-depth interviews and documentary research.

There were 6 steps in the marketing communication planning which
consisted of the following; (1) Situation analysis “Strengths” - Better brand recognition
than that of our competitors because the brand has been in existence on the
market for a long time, being situated in a better location in the business center
for a better location, and having a variety of products to meet customer needs as
well as providing good service. “Weaknesses” - Employees who have worked with
the company for a long time are unable to adapt to the variety. Furthermore, the
advanced technology of social media has played a major role in reducing the working
process. One of the threats for traditional dealers the number of existing companies
who are doing the same business is high. Another is the business recession causing
the construction industry to lose its income. (2) Target audiences - Geographic
Criteria: To select a good location in the business center and it is easy to commute
to. Behavioral Criteria: To define the customer group by the purpose of usage. There
are painters, sub-contractors, and the house. (3) Determining objectives - The 3 main
objectives for the dealers are to create 1) brand loyalty, 2) product awareness, and
3) increasing sales volume. (4) Marketing communication tools - There are 3 main
tools; Personal Selling, Sales Promotion, Commercials via offline and online media.

(5) Determining budgets and timing - There are no specific budgets but to have
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them by objectives or type of works. (6) Evaluation - To evaluate the communication
plans whether they meet the target by looking at the customer awareness results,

and sales volume.

Keywords: Marketing Communication / New Generation Entrepreneur / Traditional

Dealer for Decorative Paint / Coating Business
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nsiviuaeSasdiadaansnisaana (Marketing Communication Tools)

Sufunudmihsuusaiuvesuiin Moo wiud Wsemelng) S nww)
I§denindesiionsieans 3 Ussnnmdn Ao (1) n1skiniinauane (Personal Selling) Ll
fnste wupih wasBywiugnélvidedudmiouims uneiulindnnunetadingudi
wianeulasenis uenwienn ngutwienguisumniiindonthiiu 2) maduaiums
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Aanssueng 9 lown veensilley Aanssuniseaulall Asnssumseslal (3) nslawan
(Advertising) winu 2 sUwuy el 1. Fooewlati (Offline Media) léur wanmaen Tus
15 Wawed wouues thelawaniud wasynlyisegaty 2. essulard (Online
Media) & 4 Hoam19 Usznaudae dulusd (Website) Miuisuiaiiountihfuulanesulat
dmsuiiulonanazifinsenuiedud lay (Line) fianansnaouay wanes uugi Wawiu
uyhlsninaudansueld wedn (Facebook) Wudesmsnsdeasiinfengugnenle
FrunumnnuarsInis) uazgiaiAsy (Google Search) fensidentordisafiAitosiy
dudn lelvignAndumuiaeneudududus q

ASNIAUAIUUTENNULAZ TEUEAa1 (Determining Budgets and Timing)

NstLAIUUSE AT ST ER A TN oA N1 INANATe LU I Bk UY
Fuduresutn e Wi Usandlng) $ain @mew Wldinsimunsudsvanad
wiida danlvindmuanuingUssasiuas nuiifesi wdnifanssuimanndun
sulsTnLazsEznaTluNAoaINIIRaIn el UTEnedATdutelunsatiuayu
sz Felalldfnsssunsussanallidmii wituegiuaniunisaifiAstu
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nMstspdfiunanisdoansnismatnvesiufunusmsuuusaiuee i en
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Nnwennalad naus Aeuud drugiiaaziaansenauiindndumieyafefdise
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84 Siam Communication Review Vol.20 Issue 2 (July-December 2021)

aAuTENa

N139kA31EAUN150] (Situation Analysis)

PINNTIATIEFAIUNNTAIMNINISRaIR WieTiGundn “SWOT Analysis” Usgnau
My 9aude gageu lona wazauassa viliuszneunisjulviivesuiem filowe wium
(Wsgwalng) $1dn @y dadiulemaidunafirenisdidugsia sensiinudn
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wazBeslifiypannsiiBervqiudomsmsnaiauiifilaenss (5) mnuvanamans
yoadudn vilimdnauliaunsadladudliioma 6) nisliasiniudn idesiniu
Fdunusmhelaifedliinsdouvuiude génFeiuludoaudriulinfsumsnuny
ohilsfinu anumsalisassuinladalain-19 nanedusataeddyiivilignésndeiudn
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Belch (1995) na1ai1 thdeansmsnandesidnuazidnlairdesdienisdoasnis
nanaifuete othuldldedaiiusyansnm nsdendirdoddiedeasmsnaaiiuas
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