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This independent study, A Comparative Study of Mobile Phone’s Marketing
Communication Strategies in Thailand, involves an analysis of the marketing communication
performance, planning and integrated marketing communication process, as well as marketing
communication method of mobile phone network operators in Thailand. In order to compare the
networks, the researcher selected three companies with highest market share in Thailand, AIS,
dtac, and true. This qualitative research was conducted by using an in-depth interview to collect
data from the marketing or marketing communication department managers of the three mobile
phone network operators. The purposes of this study are to examine and compare the marketing
communication strategy of the mobile phone networks in Thailand. The findings were as follows:

The three mobile phone networks employed different marketing communication
strategies. Both AIS and dtac emphasized the competition in order to reveal the differences and
outstanding points of their company. For AIS, it mainly focused on the strength of its mobile
phone signal and innovation, and the technology developed or introduced by the company to gain
popularity among targeted customers since the company’s signal is stronger and has more
coverage areas than other mobile network providers. Furthermore, the company constantly
introduced mobile innovation, and used its strength of being a leading mobile phone network
provider in Thailand to encourage target customers to use the products and services, and realize
that the network was a part of daily life and comfort. For dtac, services and good images were
used as main features for the competition. It also highlighted the customers’ happiness while
using the network, good services and images of the operators who always paid attention to the
customers, resulting in the highest satisfactory level. Moreover, dtac put emphasis on the
relationship between the company and customers, as well as the network recognition among the
customers. For True, the varieties of the service were underlined. For example, after purchasing
certain products or services, the customers would be able to buy an inexpensive mobile phone or
receive other privileges. As true’s service charge was relatively low, AIS and dtac could not
complete with the price. This strong point differentiated true from other network providers. Also,
True has its own communication channel, true vision satellite, so the company can use other
marketing communication methods focusing more on technology and other services as its main
strategy. As a result, true is different from AIS and dtac that clearly use marketing

communication for the competition of market share.





