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Abstract

This study “Exporting Opportunities for the Thai Film Industry” studies the
marketing characteristics, management, and distribution strategies in foreign markets of Thai
films during the period 1997 — 2006 (2540 — 2549 B.E.), exploring the variables which effect
production in the Thai Film Industry. The objectives of this study are 1) to analyze the
overall business management systems, 2) to study the competitiveness of the Thai Film
Industry, 3) to explore opportunities and readiness of producers to make Thai films as
products for export, with case studies, two Thai fims “Fan Chan: My Girl” and “Ong Bak:
Muay Thai Warrior” were selected to explore how marketing strategies and management
techniques were used to promote Thai films in foreign markets. This study used two ways
collecting data 1. by depth interview to 4 groups including executive producers, directors,
theorists, critics and related professionals as well as government officials totally 38 persons
and 2. questionnaires with multiple choices as well as an opportunity to express written

opinions in Bangkok area totally 200 persons.

The research findings can be divided into 10 areas of interest:

1. Competitiveness and readiness of flmmakers
Executive structure and growth of the Thai Film Industry
Marketing opportunities for Thai films both locally and internationally
Attitudes, culture, and society
Strategies for planning, marketing, advertising, and distribution
Joint-venture production management

Government and private investors policies to support the Thai Film Industry

© N o ok~ W D

Marketing planning, public relations, and distribution studied from Thai Films
“Fan Chan: My Girl” and “Ong Bak: Muay Thai Warrior”
9. Intellectual Property Laws

10. Opinions of survey participants



Which found that ;

1. Competitiveness and readiness of filmmakers. With the entry of new
technology into the film industry the opportunities for expansion have increased. Growth
in the use of optical discs and the reduction in cost of hi-tech production methods have
increased the quality of the CD, DVD while reducing costs with the new technology in
films producing developed to make more convenient and good qualities as same as
print films, which reduced the cost of productions. Also that the trend of movies in the
world markets has opened wider and more interests in films from Asia. By the way the
negative subjects, which effected directly to Thai Films in general are : to produce Tele-
movies in large quantities with less in qualities, as well as the theme, story or dialogue
had no interests in newness. The economic situation and politics’ movements instability
were also obstacle course to the Thai Films Investment.

2. Executive structure and growth of Thai film industry. Thailand has a wide
range of film production systems, including large film studios, freelance and
independent filmmakers. The research findings show that most of the film business
structures are a combination of family-owned business and modern business management
systems. The negotiation process for employing people to work for film productions and
directors is a complex process and must take into consideration which parties have
bargaining responsibilities and the equitable sharing of the risks and benefits in an
industry where profit is not always a certainty.

3. Marketing opportunities for Thai films both locally and internationally.

Marketing of Thai films has changed over time due to changes in society, technology,
state policy, and film laws. These factors must take into consideration by the way they
have caused both positive and negative feedbacks. Thai films have been exported to
many countries in Asia, Europe and America and have become well known by many
producers and have a following among international viewers. Thai films have received
awards from International Film Festivals and have become well known worldwide and
distributed throughout the international markets. On the other hand, it was felt that there

was a lack of common identity by either product or producer. The Thai films industry is



still in flux and it will take some time before it is able to produce the quality and variety of
movies to attract a consistent, large international following.

4. Attitudes, culture and society. Thai viewers generally chose to see movies
as entertainment and are not popular to the stories that are too complicated. Some Thai
viewers got more chances to see independent films and it was felt that there was not a
major difference in the view habits of people in town or upcountry. International film
viewers have more opportunity to see a wider variety of types and styles of films. This
more sophisticated export market is more demanding and has higher expectations.

5. Strategies for planning, marketing, advertising and distribution. There are
significant differences between local markets and export markets in the effective
methods of communication with prospective viewers. In the local markets direct advertising
to viewers is easy and effective. For export markets it is necessary to go through sales
agents and distributors and advertise through film festivals and other markets and also
needed well co-operation with Distributors. The ways of selling are for ; Out-Rights Sale,
Minimum Guarantee Sale, etc.

6. Joint-venture production management. Joint-ventures highlighted included
cooperative agreements between directors and production companies and those
between film company directors and company in other areas. Joint-venture agreements
usually include a stipulation authorizing each party to control the marketing rights in their
designated territory.

7. Government and private sector policies to support the Thai Film Industry.
Policies to support the Thai Film Industry both from the government and the private sector
are not very clear and unable in actual because of the lack of professional standard and
supporting laws. Meanwhile, those who are in charge of film policy have neither the
knowledge nor the interest in supporting the films industry. The industry has never been
included in the government policy, so there is no institutional commitment to support and
encourage the film industry. By the way the Act of Legislations for Films 2473 B.E. need

to be adjusted to comply by the time being and activities.



8. Marketing planning, public relations and distribution case studied from Thai
films “Fan Chan: My Girl” and “Ong Bak: Muay Thai Warrior”. For both of these films the
distribution was handled through sales agents and marketed by their own sales
department.

9. Intellectual Property Laws. The most important factor in selling films in
export markets is to describe the rights to advertise in which types of media and how
long the promotional effort. The statement in contract used to be “All Rights* always
been remarked at the enclosure.

10. Opinions of survey participants. Questionnaire respondents consisted of
more males than females with an average age of between 19 - 25 years and an education
level of bachelor's degree with a career in a private company. The respondents indicated
that they did not often watch films in theaters. The frequency depended on the occasion
and the film’s attraction. They generally were accompanied by friends and spent an
average of about 301-500 baht for each viewing. Promotional advertising on TV helped
to motivate them to view the film in the theater. The Internet is regularly used to learn
more about films by searching theater websites. It is more common for survey
participants to purchase bootlegged products on the street. The rationale is that, as the
films are so inexpensive, viewers will not be so upset or disappointed if they are not
impressed with the film. With this illegal option so readily available, there is not much
incentive to spend more money to view Thai films in theaters and risk selecting one that
they did not enjoy. Participants indicated that, if they were to view a Thai film, they would
most likely chose a comedy.

Consumers in Bangkok confirmed that television advertising attracted their
interest more than the other media and agreed with comments from executives,
producers, and others that television is the best medium to reach consumers.

As Thai films receive more awards and greater international visibility, some
survey participants felt that there would be momentum for consumers with high
education to view more Thai films. On the contrary executives felt that international

awards had no impact on viewers at all.



