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The objective of the study is to investigate the market making strategies of “Bangkok Radio” music
station, examine the strategies used in attracting its audience, and explore the characteristics of this
audience. The study was based on the concept of receivers, fans, program formats and strategies in

attracting the receivers. Qualitative research methodology was employed. Radio program executives,

producers, DJs and the audience all took an in-depth interview.

It was found that the Bangkok Radio music station was built up from advertising, a horizontal growth
expansion strategy. To attract the audience, the program producer used a combination of strategies, such
as program allocation strategy, supermarket strategy, Homophily strategy, paralle! strategy, maiket
promotion strategy and public relations strategy, which were in line with the characteristics and ways of life of
the target group. With respect to the target audience, the producer made use of market sharing criteria
which comprised of the characieristics of citizenry, geographica! aspects, and lifestyles. In addition, the
findings revealed that the audience of the Bangkok Radio program were previously the audience of A-Time
Media Ltd., and A-Time Media fans. This kind of loyalty comes from to the binding feeling towards the

organization. The motives that drew the zudience to the program were the musié. activities, games, DJs and

short documentaries.



