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This independent study aimed to investigate factors affecting the selection of artists
and actors for event marketing organizers and to explore the viewpoints of event marketing
organizers towards qualifications of event marketing artists and actors which could affect
consumption behavior and remembrance of end users. Data collection was gathered from the deep
interview and questionnaires distributed randomly to 180 event marketing customers of Aratist
Division, GMM Grammy Public Company Limited during May to August 2009 as recorded in the
company database. The data, then, was analyzed by the descriptive statistics: frequency,
percentage, mean, and standard deviation. Hereafter were shown the summary of study.

Based upon the study on factors affecting the selection of artists and actors for event
marketing organizgrs: a case study of Aratist Division, GMM Grammy Public Company Limited,
the results showed that all factors were averagely rated for the importance at high level, except for
Price factor which was averagely rated at moderate level. The factors ranking in according to its
importance were respectively shown as follows: Product, Promotion, Place, and Price.

For Product factor, the highest mean of importance was the high ability of artists and

actors. For Price factor, the highest mean of importance was the various compensation rates of the



213557

artists and actors to select. For Place factor, the highest mean of importance was the convenience
in contacting with the Aratist-team and the high performance of the team. For Promotion factor,
the highest niean of importance was the regular and continual distribution of news release
informing about the artists and actors through many channels such as Newsletter, SMS, and
Website.

| The most preferable qualifications of artists and actoré to create brand image through
marketing events were the high popularity and wide fame of the artists and actors, In addition,
based upon the earlier events, the respondents mutually agreed at the highest level that characters
of the artists and actors suiting with the brand image creation events widely affected the cognition
of consumers on market oriented activities.

The most preferable qualifications of artists and actors to create brand image through
marketing events or social activities were mentioned to the high popularity and wide fame of the
artists and actors. In addition, based upon the earlier events, the respondents mutually agreed at
the highest level that characters of the artists and actors suiting with the brand image creation
events or social activities affected consumers in realizing the good image of the organizations
supporting the marketing events.

The most preferable qualifications of artists and actors to introduce new products /
promote the new shops were the characters of artist and actors fitting with the products. In
addition, based upon the earlier events, the respondents mutually agreed at the highest level that
characters of the artists and actors for introducing new products/promoting the new shops affected
the increasing number of participants: consumers/mass media.

The most preferable qualifications of artists and actors to draw the consumer’s
participation in the special events which allowed consumers to join in the activity with artists and
actors were the high popularity, the wide fame, and the ability in establishing close relations with
people of the artists and actors. In addition, based upon the earlier events, the respondents
mutually agreed at the highest level that the characters of the artists and actors that could draw the
consumer’s participation affected the increasing number of event participants.

The qualifications of selected artists and actors fitting with entertaining events such
as customer thanks party and the internal party of company were emphasized on the high
popularity, the wide fame, and ability in establishing close relations with people of the artists and
actors.. In addition, based upon the earlier events, the respondents mutually agreed at the highest
level that the characters of the-artists and actors that suited with the mentioned entertaining events

affected the increasing number of event participants.





