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This research is aimed to study ‘Word-of-mouth’ communication employed in Thai business in
terms of its role, strategies used and key factors to successful word-of-mouth. Qualitative research
methodology is conducted by documentary research and in-depth interview with 10 key informants who are
marketing staff and marketing communicators who use “ word-of-mouth” as their planned strategy through
purposive and snowbail sampling.

The resulis show that in Thai business, WORD-OF-MOUTH COMMUNICATION has 11 roles. The
most mentioned roles are: (1) to save advertising budget; it helps saving much cost compared to mass media,
(2) to create brand awareness and (3) to make known the legally restricted products such as medicines and
alcohals.

In terms of strategies, the research found that the marketing staff and marketing communicators
mostly use Word-of-Mouth communication like general marketing strategy, However, the mostly used
strategies are: (1) heart-felt presentation , (2) well-integrated media and (3) thorough competitors’ strategy
analysis. Nevertheless, the key success depends on the process and tools of arousing the products to be
told , such as how to create effective message, or appropriate channels to expand WORD-OF-MOUTH as
large and quickly as possible despite no increase in sales. The most important thing is to stimulate people’s
attention to the products and put them into their communication network.

The variables affecting the effectiveness of WORD-OF-MOUTH COMMUNICATION are : kind of |
product or service , message design , use of media , receivers’ factors, societal or cultural and environmental
variables. In addition, it is found that no matter what kind of media or channel: traditional like face-to-face
interpersonal  communication or modem media like internet , is used for WORD-OF-MOUTH
COMMUNICATION , social network of shared interest and high credibility source are the essential

components.





