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Abstract

The objectives of this research are: (1) to study the use of industrial marketing communication
tools in the global context, (2) to examine the use of industrial marketing communication tools in
Thailand, and (3) to propose guidelines for developing global industrial marketing communication
tools that align with the Thai social context. This study employed a qualitative research methodology,
collecting data through in-depth interviews with industrial product manufacturers operating in the
global market, as well as distributors or importers of industrial products both in Thailand and abroad,
totaling 25 companies, and 15 industrial product distributors in Thailand. In addition, focus group
discussions were conducted with nine experts, comprising three academics, three specialists in domestic
and international marketing communication, and three independent professionals. The research
findings revealed that: (1) In the global context, industrial marketing communication tools included
personal tools such as face-to-face meetings and video conferences; non-personal tools such as
catalogs, brochures, and print media; and digital tools such as websites, social media, and e-commerce.
(2) In the Thai context, personal communication tools included tele-sales and face-to-face meetings,
which are used to build trust and close relationships with customers; non-personal tools include
catalogs, brochures, company websites, and email; and digital tools include video conferences, LINE
OA, and social media. Notably, Thai businesses tend to utilize a wider range of social media plat-
forms, such as Facebook, YouTube, Instagram, LinkedIn, and TikTok. (3) The guidelines for developing
industrial marketing communication tools suitable for the Thai context consist of six key areas:
1) setting objectives, 2) action planning, 3) localized content presentation, 4) employing a variety of

content formats, 5) enhancing personnel readiness, and 6) building business partnerships.

Keywords: Marketing Communication, Social Context, Communication Tools, Digital Marketing

Communication, Social Media Platform
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2) Yademaasugiia (Economic Factors) oA s18lavesuseynns (Distribution of Income : GDP) 51¢/la
fowa (Per Capita Income) nans augiuaasanUsza191id oadu (Gross National Product : GNP) uaz
nsiaLILIeY (Urbanization) 3) annnisiiles waznguune (Political and Legal Environment) 4) anwaue
Mandienans (Geographic Characteristics) 5) Twus33% (Culture Environment)

4. ANUANFANYaINIIRaInTERIeUsEmALasTulsEna (Difference between International
and Domestic Marketing)

AanssunsmanmszvineUsmaifnguszasdilodaaiunisnanalifnnisiud mafmuesian way
iionszaneAudnlunedsmadu silinuinmsiinsmainaslulssmanuguassatesniinisi
MIna1nsErInalsenadadanududoudi a1 Taussn anuide antnwanden nsides nvane
dnuaizvegnAn wazlassasnegsie Wusu (Cateora et al., 2020)

5. n1sdeansn1saatngsnaluusundeaulng (Business Marketing Communication within
the Thai Social Context)

anuduiusegsiaszinsgiouazdmnansiooslugnanunsaulne lnewud amudiniusiBesia
ugsha lldondeiosdadonansvgia uadosd “trust” Wusnunarslumsasiuazsnwanusiuile
mmﬁﬁ’lﬂﬁl%ﬂmzﬁuwﬂﬂa (interpersonal trust) UAZIEAUDIANT (interorganizational trust) avviouli
wivinlassadiegsha v uazendsunsdeulnefianudeulosedredndetunsdoansnsnarnuay
N3A319ANUFUNUTN19TIAA (Rungsithong and Meyer, 2024)

6. Lfﬁ'mﬁaﬂwsﬁamsmmmmqmamnisu (Marketing Communication Tools)

Tunsdomsadenilsldsnduiiezdondenldnisdearsmnyluuy madennisieasiignios
donAReINUIngUIEaRn1eNIIRaIn winzauiusulssanu waznssiunguiuilaadmvang Ratratunga
and Ewing (2005) nd171 Fasmadegamsdeansnisnamiuaninsautsenn [ 2 teemnediel

1) 99amen1sdesnsitldyana (Personal Communication Channels) 1iunsdeansilsid
osAUsznouLduialeadledeans uwiazldyanalunisdearsidunsdomsuuununiniu (Face to Face)
JEMINEEAENT wazySuans wu nsldwidnauie (Personal Selling) Nsnsdny (Telemarketing) N15447
FIUULAAIFUAT (Exhibition) kazn153AdUUT (Seminar) (Kotler and Keller, 2016)

2) daaman1sdieansitlaildyana (Non-Personal Communication Channels) [unsdoans

AflesrUsenauunIasiiolunsdeans wuiRauas Smith and Zook (2011) MlAna1In wSesilalunsdeans

erry7 /5’836’7[]4 1unuU FIUSSSIU
Intellectual, Professional, Cheerfulness, Morality

130



onsansASUNUUSAAU aduuyveansia-aunuAans OR 25 a0un 2 nsnN1AU-SUONAU 2568
Sripatum Review of Humanities and Social Sciences Vol. 25 No. 2 July-December 2025

n1sea1alinlgiud 12 JUkUY 1) MTUBUAEAITUINIINIGTUIY 2) MSiawan 3) N1sduasun1sne
4) MIAAATIATI 5) MsUsENALaEMIUsERENRUS (6) malufauauu 7) msdaiinssenis 8) nsadis

wndnwalewdns 9) n1sussiael 10) msldndasdaaidude 11) msuense 12) nsdeasdiannsednd

ad o a a o
0AUUNTTIAY
WUULKUNTIRY
mM3easeildun1sideinanin (Qualitative Research)

UsTUINTHALADE

v v
v a1

Alideyandnlunsidoasedl wuadu 2 ngu ldun 1) {uandudgpaivnssuismineiniaale
gaamnssusEAulan 91U 25 UTEN 2) duwnudmiiedudgeamnssululssnalneuazansssme

lneITuaonuTENAIMNUTMUIEFUAIAAMNTTULUULIEIL (Purposive sampling)

'
Y a a ¥ a

nauyl 1 udndud1anaunssundmiieniediiognaivnssuseaulan 91U 25 USEn Lol

Y 9

1Y &

WNefunsdeansnsnainidagnamngsy uaziiuszaunmsallunisinau laun

& vaa 1%

Funualdsdndunniinaus

Y Y

A o Va v A U

AU UTINADFITAITHANN U0 NULI NN gV 185EaUNIU Seaulan tnedlvgidanusem

Y

NE#

=>4

'
= a a ¥

WUULA1Ea9 (Purposive sampling) Fadumsidenlaeiiinasilunisiansan oun (1) WuuSennndndum

[
=

gaamNIsy nAw1nndn 20 U Juld (2) Wuuseniidmineduiignaimnssuseauszauniy seaulan

(3) WJuvs¥nndvszaunsalldiniesfodoarsnisnain uwaz (4) uddivszaunisalldinseadiedeans
NIARIPLTIAAIMNT T

naud 2 funudmihedudgeamnssululssinalneuasieuseme laggIToidenuienduny

[

F1N8AUA19RAEINNTTULUUIRIZAS (Purposive sampling) Hldayandniduuidnunudiviiedudn

1

gnamnssunslulszmelnewazansUsznea flianunerdestuusenindnnlidunvalngui 1 Jadudid

D

AuSNgIiuMsdeansnsnaindegaavngsy waviussaunisallunisvinnu laun Whvesssia Wavig

v

H9a1501139879 wazka e Fadunisidenlaedinaeilunisnaisan tewn (1) Wuusendunu

Y a

F1MUNETAUA1INNUSENEREANANA 1 (2) WuuSEndwnudmulenIndslulsemnalnensadndelu

Y 9

srsdszne (3) Wuussndunusmheiidadtlitesndt 5 9 (@) Wuuisniiiussaumsallumsldiedostio
doasmanana (5) udivszaunsalldiedesilodomsnmanainisgnavingsu
dmsunstmuasiuudlideyandn fdefinnsan 2 Usgns il 1) muduiavesdoya (Data
Saturation) 2) Avuweliearastoya (Data Sufficiency)
\n3esiinddy

o

w3nstlonltlunmsdulaun wwmaulunisdunivalldsdn (In-depth Interview guideline) e

WUIANDININUITBVRS Forster (2006) Usgnaululsuwidianu 2 ga n1sdunivalaseiyideasly

gunsalnanua 3 ¥ia auenuwinzauiiedufinilonuareaziBenngidunwalidedn lauwn aun

)

@ v

wiintoya 3dle waviaasduiindes (Ideldnsivdeuanugnieseunsesiolusiuiilomdeya nulng

ernﬁ /38367[]4 1unuU FIUSSSIU
Intellectual, Professional, Cheerfulness, Morality

131



onsansASUNUUSAAU aduuyveansia-aunuAans OR 25 a0un 2 nsnN1AU-SUONAU 2568
Sripatum Review of Humanities and Social Sciences Vol. 25 No. 2 July-December 2025

waznwssnquililuiniaiy wazdmiumsnseasuanugndeseanissdle laglimsnandisiuou
5 yiuiisrmaiunsdeansnisaaauaznusingy

AsiiusausIudoya

nsTunndeyanmsdunivalindnadesfiogramngsy 2 diu dedl 1) Anuwanaaiosing
gamMNTsy Oil and Gas 18 - 20 AA1A 2566 a4 AUSinTsANITUAzNTUTEYUlUIMA Wag 2) Google Meet
TngAndedavnemsnsdwitaznsda §ideaenteyaaumundldannsduaual Tnofiuiegaziden
wouszydoyaveslvidaua mntusudoya Tinsesd dum uazdamnanyUssidiud @y il easduas
Uszananaildrnnsdunual Wediluianwudumuallutuseudl 2 Wil lumsiiauedoya §3duas

[

Unauelaglduuusls Natiiesnwnanuduresussnuasideyavan

ya o [

MnduITeladanisaunuinga (Focus Group) Autn3vinis uwagindvdn luduneuillIde

Y

¥ o [ <

#sanmvuadaniunsaununguinivinisuardnivdnaell azaeadudiaiug anudeivgeu

e

a

AsaeansnIseataialiudus s ndunisaunuinanluassdl lneriduladinasingussasAnazaSulie

Y 9 Y 9

A g

wwimnuildlunisviaunuingu weligdniunisdnla uagddeiwihniluddunanisaluaganduiin

Y

Toya wnsosleldlaun uuidnulunisduniual (Interview guideline) §33eldaunsalvianun 2 viln laun

Y 9

ayntuiindoya wavinasduiindes auseazdenlinsuiiuuazannsadndessfiduiinldunsivgeu

Ya v

ANNYNABITDITBYABNATI dIMTUNTNTINEOUATRITR {IFElanTiaaeuaugndesvaasatle Tui1u

U

Wenmdeyauaznrwitldluwuidini lnglvignssnadidnuu 5 i wugiiiasusunily 3nduiwe

TususesasesssuIsvluauvesuminendenenisailne Walalususes Jsdnaseediaideluldasenaly

Ya v a

nsiusiusndeya A3 3ginsnadidiswaunuIngy 311 9 vinu lnefnnenidnsdwi wieuds

Y

s18azBuafIuANIsEuSuag1ndunIanIsHIunIaeUnawrdulal WetnvuieTu 1na wazan 1w dansu

anuilunisauvungu loun viesussyuant 3u 15 fin 24 winInendevenisaiive legldaanlunisaumn

v v
U Ya v adaa a

nauUszun 2 93lue M53deaseil §Ideidsaniunsifevateduneu lagdIdeiSesddunisiaue

Y

v [

HaNTITenuTngUszatrveinsive Tnsueniduunnansive 3 un Wsuiausnan1side Tnguszaa

Y a

VANTBINITAUNUINGY Ao Wi owrdoyad dainnisdunivalidednunduasizisududedniiugin
HN3IR0Al Lo vuALLINIINISHRILLATasllensdeansNsnaadisgaamnssdlusedulanlivsngay
fuusundsnslng

nsAATIEvitaya

a o w 1

A3delanennnuanmsaunun sz wasdanuianyuszinudAyediaduszuy wedily

£

Uszinanauazliiludoyadmsunisasunansideluduneudaly

ernﬁ /38367[]4 1unuU FIUSSSIU
Intellectual, Professional, Cheerfulness, Morality

132



onsansASUNUUSAAU aduuyveansia-aunuAans OR 25 a0un 2 nsnN1AU-SUONAU 2568
Sripatum Review of Humanities and Social Sciences Vol. 25 No. 2 July-December 2025

NaN1578

dauil 1 msinwmsldiesesiionisdeansnisnainifegnaminssuvesinanuazfunusiviing
gnannIsusEAUlan

MARaMTITenUIn grdnuaziunusminedudgaamnssuszdulaniinisldiedealedoans
nsmaniviannuats Tnefivandesdefildyana iniesdlefililéyana uaziaiosiionisdoarsnsnain
ooulay] Feimumgninanldludnuasysannsdediulssdnsamlunsdoasuazadienuduius fu
naugnénluusasUssmadsd

1. AunsdeansmIna1niilduama (Personal Marketing Communication) asAnsdiulvgjidentd

a Aaa o

3857 nannauszninanamulzlaensesiugndtuaznisldimaluladfdsia n3edi3undn Hybrid
Communication Tools MsuaNHaRINa1YeliNsdoasianudangu amnsauuldlimngauiu
dnwaizvesndninet nauihvineg wasuiunmaiausssuveuiazsena vilvesdnslifadafuiaiesile
sUuuulasuuuunils utidenldiedostliofineulandanunisaluazanudesnmsvesnainldfiign

2. frudeansnmsnanailailéyana (Non-Personal Marketing Communication) nu3n Tuu3unwes
nsmanmgaamnssunafinisldiedesdionsdoansuuuiuiy wu Fodsfiunt Trelavan uazufnadon
oehdlsfiny mufonveseiesdiomdrifuuiiuanas wargnunuiideniosflofdvaunniu sednssuau
uniFuiuldnagninInaInuuysINNg (ntegrated Marketing Communication: IMC) Tagnsnanu
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nslddedaduiudordadidedu eadranisiud mendrnndnual wazatuayufanssunisdaaiy
nsveliisyans n ety

3, N34 pansn13natnesulal (Digital Marketing Communication) wuanwdwias eeiiedi Lasu
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(Social Media Marketing)
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1 miﬁamimimamﬁ%’qﬂﬂa (Personal Marketing Communication) §H&# faunuimue uaz
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A15a139N15199U959 wuelesuauteuswindun1sinaukansdudi (Exhibition) #3an1501MU

ANAUEDIUNVBIANALALATI FIF1UITONDUAUBIAIUABINITHATES19ANUT B UlA B9l UseANS AN

Y Y

wnniladlgyana

2. nM3dearn1snaindibuldyana (Non-Personal Marketing Communication) Wu3i1a3 8ile

o
[

a | a a & 1 3 3 v & o = o o o
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¥93193ANT (Strategic Leadership Alignment) n1sdoansnsmainaglianmnsaussqinguszasdliogs
WinUszansam

Wi 2 wBsUFRNT (Action Plan) fdsil 1) ysanmssewinadiesng 4 lueadns Tnslams
nMaUszguimiuszrionisnuiiiendes itormunnagns wdesdle WWhmane uazndevinisdeansly
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Cultural Communication) 4) n15Uszgnsldunannesuaidiasiuiuwuifna Localized 1w Vivlgdnane
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WUINT 6 wWIN9N15as1TusingM1agINa (Partnership) N13as9iusingniegsianiduuds
lpenssineaniuunagns atuayudatasiasedienmunzauiuiui wavousudunudmmieagiesioliios

U LATD9LERAITNTHANNLUUNALNAY

anUuTeNa
NHANTNIANY nudnsldinIesiledearsnmsnainussinanyana (Personal Communication)
fipsduasesdlondndmiuiuszneunising wssdnvasdiauiideddnnuainaunlunisvigsfassey

617 Geq0nAd 09 ULLIRATEY Ongkrutraksa (2010) wazsuITaves Chanitphatthana (2016) Aind1291

aa

YusI5y (Culture Environment) Wutladefiidnsnadenisdeansniseain nan1siaedulusy aenndas

Y adao v

AUUIFBBY Jitkornkitsilp (2009) NNUI1 FuANNTUGDULIINADIONLUVADLUUNaNNE U ALALNZ Al
AULARLNDIDU A1THDAITNITNAIATENINNUTLNARN BIIN1TDBNWUUNTNIIUINEATIFNS UNA1AY 990U LAY

Uszdngnin niseeusuuazldinaluladlni 9 egreninens deiluasedislunisadvayulunisdniiy

a

53719 L3191 LINE Official Account Facebook Page Viulus w3ausinszsis E-Catalog wwaliunnsly

v a o
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I

g1ur Jwedesdieatuayunisdndulate lasanglunain B2B NgFeindeinisteyaiidniau wetleld

'
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wazitfielanniian aenndeeiuNan1sIT8ve3 Jalkala et al. (2009) A1AN¥ T8I “Communicating

A4 A o o A

customer references on industrial companies’ s Websites” Viwudwﬁuievﬁlﬂulmamammyﬂﬂuqiﬁa
PAEINNTTY
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YBINAN 3) N1W 4) TAUTITU wag 5) ATWFN FedAudenRaBITULLIANYRY Cateora et al. (2020)

luunssziiu druuisnanamvnssuiiaseg Ussmalneazlinnudupeivanmwindeuvisadu uas

ASANWINUIN LASBNLBNNSARa1SASRaIA e SUAMUTeuslusEaulanwazluuSunvasusenelng lawn

[

MadTIMULERIAUAT (Trade Exhibition) Fadutomisdridglunisuansdnenimaesdun asenissus
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1. dawauauuzlunisiwaddeluld
1.1 fusznounisinemsysanmaiaiesiiomsdeasnsnaiaviawuuldyaaa luldyana uay
Advia iielvinsdeansiugnénlumeagnanynssuifinysyavsuagsan tnelamiznsly Integrated Marketing
Communication (IMC) ﬁaamﬂé’mﬁquaﬂiiuLLaz’E’@uuﬁiimmmamlm
1.2 §Uszneunismisiinissaniiodug A1 daunusivuie wagesdnsaduayuidluuas
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1.3 UAAINIAISLIUNITOUSHLASHAILIIN Y0 ULDlUATUNITUTITIANIS e eadiie

nslfiedesiiofinszsidoya uaznseenuuuABUMUATIINE AR UUTUNYIDIAY
2. Forauauuzlunsisuaedaly

2.1 masfinwludiuraanszurunisindulanasidunisves dauladude (Customer
Journey of Stakeholders) titaifudnnagnsludearsnismannuiunmsdsauuas Tansssu

2.2 M3fnEINMINVIN3A anslugAaIvnTTL ATEUARUTINISA pananeluadng
n13@0a1594An3 (Corporate Communication) Wagn1sdoansnismain iieldosleaszuunisdoansiidu
wiladien (Integrated Industrial Communication)

2.3 msfnwiunumvesiusiasmagsislunisduaiunisdoasnisnaiaidagaaivnssuly

gramnssusyaulan Ninadeusunvasdinulng
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