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The objective of this study is to investigate: (1) The role of marketing communications
in choosing a contractor specializing in the construction of industrial factories; (2) problems with
marketing communications; (3) approaches to developing marketing communications as it
pertains to decision-making.

This survey used questionnaires to collect data from 391 industrial-factory owners in
Bangkok. Respondents were selected using the multistage sampling method. Statistics consisting
of percentages, means and standard deviations were used in data analysis.

Results are as follows: (1) This type of marketing communications includes direct
communications, including personal recommendations, followed by newspapers and the Internet.
Other factors influencing decision-méking are price and company reputation. (2) Most problems
with marketing communication involve not meeting the needs of factory owners in terms of
advertising content, sales agents, sales promotions, public relations; direct-approach marketing;
and non-exposure to media used. (3) Approaches to developing marketing communication include

providing content that matches the needs of the client and generating it in a widespread manner.





