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Abstract

The purposes of this research were to
investigate the planning and execution of integrated
marketing communications (IMC) strategy, and
to develop an IMC model of Thai universities and
governmental agencies in order to attract foreign

students from the Greater Mekhong Sub-region

(GMS). The research methodology employed in
this research included documentary analysis, in-depth
interview with relevant governmental agents,
executives of higher education institutes and
foreign students from the GMS. A questionnaire
survey was also conducted to collect data from
GMS students studying in Thai universities.
Then, an expert meeting was organized. The results
revealed that the IMC model developed in this
research suggested that IMC strategist communicate
with parents and opinion leaders in each country,
take cultural differences into considerations, and
develop message from potential students’ desire not
from the government’s or institutions’. The findings
also showed that GMS students’ objectives in coming
to Thailand were language proficiency development,
job opportunity, knowledge to benefit their home
countries, international networking and transferring
to a third country for higher degrees. Thailand’s
IMC strategy should emphasize on brand
development and country’s educational image in
order to differentiate itself, in terms of educational
hub, from neighboring countries and to establish
sustainable competitiveness in education industry.
Thailand’s education tended to increasingly gain
trust from neighboring countries owing to stronger
relationships among GMS countries and unique
identity of Thailand. The model also demonstrated
the continuity of the IMC’s entire process, from
message sender to message development and
message receiver, and the feedback loop of the

process.
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Percy (1997)

Step One

Step Two

Step Three

Step Four

Step Five

Establish Target- Market

Link to Marketing Strategy

T

Link to Communication Strategy

U

Establish Communication Objectives

Select Communication Options

Select Appropriate Media for Delivering

Communication

‘ﬁm : Percy, L. (1997). Strategies for implementing integrated marketing communications. Lincolnwood, IL: NTC

Business Books, p. 11.
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Planning Matrix

Campaign Strategy

Execution

Review and Revise
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Customer / Prospect Database

Database
Demographic Psychographics Purchase History Category Network
Segmentation
. Loyal Users Competitive Users Swing Users

Classification

Contact

Contact Contact Contact
Management
Management Management Management

Communications
Objective and

Strategy

Brand Network

Communications

Strategy

Communications

Strategy

Brand Network

Brand Network

Communications

Strategy

Brand Network

Volume Build Gain/Extend
Marketing Objectives Trial
Loyalty Usage
Maintain Usage Build Usage Product, Price,
Marketing ]
Dist, Comm
Tools

N I

Product Price Dist Comm

T T

Product Price Dist Comm

T T

Product Price Dist Comm

Product Price Dist Comm

T 1T

Product Price Dist Comm

1T 17

DM ADV SP PR EV

T

SP ADV DM
Marcom | | | | |
ADV SP DM

DM ADV SP PR EV

Tactics SP DM PR EV ADV

P DM ADV
DM = Direct Marketing ADV = Advertising SP = Sales Promotion

PR = Public Relations EV = Event Marketing

fiwn ;. Schultz, D. E., Tannenbaum, S. I, & Lauterborn, R. F. (1993). The new marketing paradigm: Integrated marketing

communications. Lincolnwood, IL: NTC Business Books, p. 54.
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