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To sustain their profit and development, architectural firms, like other private firms, take commercial benefit as
their major consideration. However, the architectural firms are also required to provide professional service. Meanwhile,
they need to foliow their professional ethics and maintain the standard of their profession. This consequently makes
marketing strategies of the architectural firms different from those of other private firms.

This research thus aimed to study marketing theories and principles and investigate marketing strategies that will
be applicable and beneficial to the architectural firms. The characteristics of the architectural firms, their professional
ethics and principles, as well as current marketing strategies employed by the architectural firms in Thailand were studied
to explore anc categorize the marketing strategies that have been used in Thailand in the framework of professional ethics
for architec:s.

Related theories such as marketing theories, professional principles, professional ethics and marketing features
of the architectural firms were studied to summarize the 1narketing strategies for architectural firms. The architectural firms’
administrators then were interviewed about how they employ these marketing strategies and what are the results. The
samples used in this study were the architectural firms registered under the Association of Siamese Architects. Their
offices must be in Bangkok and greater Bangkok areas and they must be providing architectural service. The samp'es
were divided into 3 groups according to firm size: small, medium, and large. All the information gained was analyzed to
find marketing strategies appropriate for architectural firms.

The results showed that reactive marketing plan was employed by every architectural firm. The proactive
marketing plan was used in cvery large architectural firm, while in medium architectura! firms and small architecturai firms;
the plan was used with a 10/13 ratio and an 11/16 ratio, respectively. Moreover, in most large architecturaln firms more
marketing strategies were used and at a higher degree than in medium and small architectural firms. The oroblem found is
that the administrators have insufficient time io do the marketing, especially the proactive one since most of their time is
spent on providing professional service. The problem also stems from lack of systematic marketing planning because the
administrators often do the marketing depending only on their vision and experiences.

15 marketing strategies for the architectural firms found in this study can be categorized into 7 groups that are
1. Strategy of image making, 2. Strategy of determining potential target customers, 3. Strategy of contacting the customers,
4. Strategy of increasing chance in getting work from customers, 5. Strategy of public relations, 6. Strategy of maintaining
customer relationships and 7. Strategy of expanding market. Nevertheless, each architectural firm employs different
marketing strategies due to different factors and their firm objectives.

The researcher finds that the architectural firms should take marketing as their major concem. They should also
develop their marketing as well as provide an effective and ethical professional service to establish a promising business
opportunity and firmness for their firms. Above all, the marketing must be done in the frame of professional ethics and
professional standards. Accordingly, professional ethics for architects must be clearly defined and exemplified to the

better and clearer understanding of the architects.



