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The research of “Radio Music Market’s Communication for Customer Relationship of Click
Radio Company Limited” is based on the qualitative research methodolegy. The collected data came
from two main sources. They are from individuals including (1) a group of program producers from
Click Radio Company Limited, (2) a group of radio music listeners, (3) a group of radio commercial
spot market, and from related document gathered from newspapers, magazines, and company’s internal
database that relate to GET 102.5 and FAT 104.5. There are 3 methods used in collecting data. They are
in-depth interview, focus group interview, and field observation.

The first objective of this research is to study the communication process that creates a
relationship between the company, Click Radio, and radio music listeners. The research found that Click
Radio uses music as a communication tool to its target group. From market surveys, the company
believes that music they play is the primary factor attracting people to listen to the station. Apart from
that, the company also uses various marketing tools such as directing a program to match the needs of
each target group in order to draw attentions of listeners through both the activities used in the program
and those special activities set up by the company. The second objective is to study the communication
process that creates a relationship between click radio and its customers in radio commercial spot
market. The research found that a selling strategy, a creation of a program, service mind of sale and
production department, and a formation of strategic alliance are major factors that contribute to a good
customer relationship and a better mind set of the company’s programs. In doing so, the company can
attract customers from radio commercial spot market to continuously support the programs.

The research also found that there is a relationship between the communication of Click Radio
to radio music listeners and to radio commercial spot market. As a result, there might be a similarity in
the communication means used, The more attractive to the listeners the company is, the more customers
from radio commercial spot market will be supporting the program. Also, the theme of the program
broadcasted to the public can clearly point out who a target group is. These results in an easier way to
draw an attention of the commercial market to participate in the program, in the case that the target

groups of both parties are similar.





