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ABSTRACT

The purpose of the research is the study and analysis of marketing communication in
alcoholic beverage products on the website of FaceBook (www.facebook.com) in Thailand, the
analysis was included with the community building analysis of alcoholic beverage by using the
www.facebook.com for marketing communication in Thailand. This research collected the data
during 1st January 2012 to 30rd April 2012 follow the qualitative research methodology by used
the observation and content analysis.

The research conclude that the alcoholic beverage manufacturers used the marketing
communication tools via the component of FaceBook, Wall, Info, Photos, Picture Cover, Profile,
People Who Like, and Content Update, in the similar communication model, but there are some
difference of contents for attracted the interest of targets group in the each of marketing
communication that can be explained by the concept of Marketing 3.0 that emphasize about brand
building and customer characteristics. The alcoholic beverage manufacturers had the analysis of
marketing communication purpose for using in the communication to the consumers via the
component of FaceBook of their firms. According to the concept of Marketing 3.0, the modern
brand building will be 31 model that the brand will be built in 3 dimensions that consist of mind,
heart, and spirit, so the manufacturers must respect with the customers who had their own life,

spirit and social participation.


http://www.facebook.com/

In addition to the alcoholic beverage manufacturers chose the marketing
communication tools for responsiveness of the purpose of marketing communication and
adjustment of the suitable content for the customer behavior by accord with using via the
FaceBook components that is the business strategics process for planning, operation development,
and communication assessment. The unique brand accord with the first step of development,
tactical coordination, that concentrate with mixing the tools of communication and marketing
activities in the same direction, and making the according communication policy for the external
marketing communication of organization should be “One Sight, One Sound”.

The alcoholic beverage manufacturers used the component of FaceBook for
communitarian building in the kind of “Pool” that respond to the loyal customer by using the all
of FaceBook’s tools for communitarian building. Moreover, there are using the component of
FaceBook for communitarian building in the kind of “Webs” for linking with the interactive
interfaced group of customer.

Therefore, it is concluded that online community building of the alcoholic beverage
manufacturers gave the important to the tools of communication in FaceBook, the component of
FaceBook, that is able to respond to communitarian building in the kind of “Pool” where is
distinctive community. The consumers in the same pool will have the same values although there
were not any connection among them, but faith and favoring of brand is the intermediate of the
customer in the same pool. The faith and favoring in product brand of these customers are the
valuable of the company. In the same way, the alcoholic beverage manufacturers used the
component of FaceBook for interactive interfaced communities building, these community used
the social network for linkage their relationship together in the kind of one-by-one relation, and
all of relation will be linked like the webs. Follow this study, there are some suggestion s for the
further research. First, there should be content study of online communication in FaceBook Page
for study in the meaning of real consumer need. Second, there should be meaning study from
FaceBook Page designer of each alcoholic beverage manufacturer for understanding in the trend

of FaceBook Page design that will be used in marketing communication in the future.
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