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Abstract

The purpose of the “Sensory Branding Strategy Among Thailand’s Marketing Communication
Professionals” research is to study the problems and obstacles of sensory branding in Thailand’s
marketing environment, additionally to find key success factors in sensory branding and finally
to propose appropriate and competitive advantage strategies in sensory branding strategy among
Thailand’s marketing communication professionals. The qualitative research is investigated from
relevant documents and in-depth interview of the key informants consisting of brand owners or
product businessmen, academic experts or marketing scholars that expert in branding, brand
strategists, brand consultants, top marketing communication executives and marketing media
scholars. The new strategy in this research to develop sensory branding is “9C Strategy” After
that the strategy must be evaluated by quantitative research, using questionnaires to collect
data, consisted of 400 marketing communication professionals in 122 companies that published
in “Advertising 2008”, the method to ensure that Strategy can be applied practically. The 9Cs
Strategy consist of Customer Needs, Customer Value, Customer Convenience, Communication,
Coherency, Consistency, Continuity, Customer Relationship Management and Customer
Experience Management .

Keywords: Sensory Branding Strategy, Customer Needs, Customer Value,
Customer Convenience, Communication, Coherency, Consfstency,
Continuity, Customer Relationship Management
and Customer Experience Management
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