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Abstract 
 

 The objectives of this research were to study (1) the planning tactics; (2) the 
operations tactics; and (3) problems and suggestions for marketing communications for Thai pop 
music products of Love Is Company Limited.  
 This was a qualitative research. The key informants, chosen through purposive 
sampling, consisted of 9 executives and personnel responsible for marketing communications 
strategy planning and operations at Love Is Company Limited.  Data were collected using an 
interview form and analyzed through descriptive analysis.  
  The results showed that: (1) The marketing communications planning strategy of 
Love Is Company Limited relied on employee participation as well as analysis of the marketing 
communication situation, consumer behavior and the competition situation in the music market.  
Emphasis was put on product differentiation (the qualities of the artists), customer satisfaction, 
selling music with a clearly defined image, and the abilities of the executives who were 
musicians. (2) The company’s marketing communications operations employed an organic 
organizational management strategy with short lines of command and clearly specified division of 
responsibilities. Intra-organizational communications were both formal and informal. The 
marketing communication management was based on the concept of focusing on the individual 
artists so they could achieve their full potential as income-earning resources. Control and 
evaluation followed the company’s evaluation policy. (3) The recommendations are to utilize 
organizational design concepts such as the virtual organization or network organization and to 
focus on differentiation tactics to create a competitive advantage in the market.   
Keywords:  Marketing communication strategy, Marketing communication tactics, Thai pop  
                  music, Love Is Company Limited 
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