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Abstract

This study is an attempt on the leveraging of IMC (Integrated Marketing Communications)
culture to build brands among Thai entrepreneurs due to the fact that Thai entrepreneurs are not
interested in brand building and not likely to use IMC strategies to build brands. The researcher
has, therefore, tried to find out a paradigm to leverage IMC culture to build brand among Thai
entrepreneurs. This research is qualitative in nature, conducting In-depth interviews with experts in
several disciplines; both practiioners and scholars in marketing and marketing communications
fields. From the findings, the researcher has fabricated a paradigm to leverage IMC culture to build

brands with a title “SMILE Paradigm”, consisting of 32 factors of building blocks.
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