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Abstract
Purposes of this research were to study opinions of printing houses’ executives tow];rZs ?nasrkg)tiZg
activities of printing media in Bangkok and its boundaries. Total of 330 samples were 273 males
and 57 females which were selected by the purposive sampling and by the simple random sampling
methods. Tool for data collection was a questionnaire. The data collected was analyzed by using
percentage, average and standard deviation. Results of the research were that the printing houses’
executives had their opinions of over all products strategy at a middle level (; = 3.13). The
findings were that they created their unique, image, differentiate and brand name into the market.
The results of over all pricing strategy was at the middle level (; = 3.17). The findings were that
they settled by the products pricing according to production processes, payment terms, added-value
of the products and competition on pricing attack. The results of over all distribution strategy was at
a low level (; = 2.36). The findings were that they distributed within their cooperated printing
houses, by the general tender and by the middle men. The results of over all promotion strategy was
at the middle level (; = 2.92). The findings were that they provided demonstration, production
visits, price discount, special services and salesman team. Correlations of variables between size of
the printing houses and their marketing activities towards printing media in term of product strategy

were related statistically at level of 0.05.
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