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This research on Integrated Marketing Communications of Thai Restaurants in
Tokyo has the main objective to study the marketing communications methods and
tools to deliver success. In this study, qualitative research is employed to analyze
Integrated Marketing Communications (IMC) and distinguish any problems. The
methods include In-Depth interviews of 15 owners/managers of Thai restaurants in
Tokyo to study their Marketing Communications methods including the
communications tools that they use effectively with their customers, and content
analysis of communications and public relations tools, e.g., papers and digital media

including in-store media in their restaurants

The results of the study show that all Thai restaurants in Tokyo in the study
used Integrated Marketing Communications (IMC) to promote their restaurants in a
number of formats, e.g., papers and digital media, promotion, and word of mouth.
However, the most effective media to influence Japanese people is digital media on
the internet and mobile phone. The Thai restaurants have to utilize this technology to
publicize their products. This issue is the challenge for Thai people who would like to
set up a business in Tokyo or elsewhere in Japan. Moreover, sales promotion is

another important tool for successful in the Thai restaurants in Tokyo





