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Abstract

The growth of international education agencies in Thailand has undeniably been competing at
a high level. This study focuses on studying IMC strategies for marketing promotion in international education
agencies in Chiang Mai Province, the second largest business area following Bangkok. The objectives are
1) to study how to use IMC strategies 2) to study how to use IMC tools 3) to study the obstacles for using
IMC strategies.

This study use the qualitative research methodology which focuses on in-depth interviews
and documentary investigation. The data collection period is from June 2014 to March 2015.

The result revealed that the international education agencies in Chiang Mai Province have
applied IMC for their marketing communication strategies. The most influential tools were
interactive/internet marketing and direct marketing such as printed media and personal sales. These
also strengthen the images of the company. Most of obstacles were caused by external factors such
as the changing sovernment policies.

Keyword: 1) Integrated marketing communications 2) marketing promotion 3) international education agency
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LURRLAELUITEUY eadauduiudsud
FENINEUINITIEAUGIUAENTNIY S2u
wifnsdiviauunundy Wedufadmnevie
Inqusrasdnanisnandaniu tiefmuniianis
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A18UBNB3IANS (External Communications)
IduAnsusmsnisdeansifioasrsannudusiugly
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psAnslusnnningnin deeravanedinasmu
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(Top Management) §u3n3sgAuUnaia (Middle
Management) wagniinaussiuaafitnddaiu
anA1laense (Front-line Employee) 51184013
doansiidamarenisiuivesfuilnadae fedu
Fedudsdnduededefiosdnsazdesiuilsa
FosnsvesifuslnauazanuAniiuvesiisiale
drudennau Wilewaunduduazuinsluouian
(Gronstedt, 2000, p. 18)
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sesnsUssmeognatios 5 Il

2. fidavesdnTuLLELLINISANYIRD
Gmﬂiwnﬂaeﬂuﬁwi’ﬂL%ﬂmiwhﬁu

3.
nsAnwIsemsEnA nangnIvedanItuseo
og1atlan 5 ndngmstuly ldun wdngmsSeu

A5 HUAINITUDIADTU UL UL LYY

w1 (Study Abroad) vingmsdses (High school)
nangnsusgniaflednsIv1¥n (Diploma)
nanansAnuinelusEauUSyInTLargIndd
seAuUSeyns (Graduate Programs) tHudu

4. aa1UuULUELUINSANYIRAIIUSEINA
fvdngaailodainGeulusssemanineg eghaifos
5 Yszmaduly o7 eoanaide anizeluing
ANS190IUNTNT wALAN LazilaTuaus Wusu

dlofiansuiaiudeulediedu oy
wuzuuINSAnE e Usenaludmin e
AATeldFnuIde Toun

1. uSEenledd lnavea Lém@wﬁ"u 3119
(OEC Global Education Co, Ltd)

2. UFEMEN Bumefiutuuua Waguady
woud lunstu Wumes $18m (CP International
Education and Migration Centre Co., Ltd)

3. U3EMEndn aguadu $adn (Exit
Education Co., Ltd)

andu §3Teld

ad o N v

1AM LAD NN

U

TWdaya
(Key Informants) Tngl438n1sidenglndeyanis

U U
v

TngUszasd (Purposive Sampling) fugusmsuay
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010Uk UZLUINITANBIHOA1IU TEINATUT 91 TR
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(Documentary Investigation) Usgnauniu

d3duazanusnena (Conclusion and Discussion)
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$auffu fedu nszuIunisIeuRunITdonns
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LUULUIAY Aon15dea1sainuuasans
(Top-down Communications) Larn1sdedns
a9y (Bottom-up Communications)
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(Two-way Symmetrical Model) LaTnN15A0aIs
Tusuaszuu (Cross-functional Communications)
Fedenndoedu Wrght (1995 pp. 181-198)
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fAvates (a8 wanavuazamy, 2550, wih 68)
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AnsiarIUN1INIANA non15UsTYNTINAU
(Conference) 1udiu 91nuan153denudn N9y
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D
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URNATRET
Tudhuwesnsthiasesiiodoansnisnain
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fnmsufuiasunsldiedesiiedearsnismanslag
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Jniadesln
SR Advertising Direct Internet Sales PR Personal
Marketing | Marketing | Promotion Selling
1. Exit Education - v v v . v
Co.,Ltd
2. OEC Global - 4 v v _ v
Education Co.,Ltd
3. CP International - 4 v v } v
Education and
Migration Centre
Co.,Ltd
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