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Abstract

The objectives of the research on Brand Building strategy of Thai Magazine are to

understanding of the process, methods and tactics used in brand building of Thai magazines in order
to fulfill the demand of its target group, and to correspond with the marketing situation as well as the
current competition in the magazine industry. The results of this research are as follows :
Most Thai magazine publishers realize and understand the importance of brand building because of
high competition in the magazine market, The magazine is and important medium that can make high
profit and it is stable compared to other types of media. One of the strategies which has been used is
to have a copyright from a popular foreign magazine.

It's important that to build its brand, the magazine publisher should put emphasis on staff,
trendy contents, and brand identity that is simple. What makes the magazine highly popular is its
contents. Another strategy is the “Cover”.

The effective marketing communication method for magazine brand building is to organize
the special events which allow the publishers and readers a chance to exchange their ideas. The
publishers can then use the information to develop their brands to fulfill the readers demand.

Whether Thai magazines will be successful in building the brand depends on three factors.
The publishers must 1) Cleary understand the readers’ need which can be done through market

research 2) Create interesting contents and 3) Use a suitable communication method.

Keywords : Brand Building ,Thai Magazines
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