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Abstract

This study aimed to collect and analyze the marketing pattern used in Thai live concert
business, including to study Thai consumers' wants from the live concert and live concert trend.
The researcher used Mix-method research which applied qualitative and quantitative research
techniques. The research has been carried out by collecting interviews of board members from
the 5 live music concert companies in Thailand, analysis of news coverage of the concert business
from 2007 to 2016 and a survey of 242 live music consumers by the questionnaires. The results
of the study have shown that Thai entrepreneurs have used up to 17 marketing strategies in
applying. Mostly Thai consumers want to see the live performance from western artists and new
technology on stage. The most influencing factor for consumers to make a purchasing decision
was the artists themselves, and the 7 business trends were: 1) Reflection of society taste and the
upgrade of consumers' social status. 2) Adding new technology to create more joys 3) Creativity
and innovation to provide more self -expression. 4) The concerts should be either large or small
in size. 5) Only Thai consumers are not enough. 6) Synchronization is when a live music concert
is more than a typical music performance. 7) Union is the strength.This research can be the important
information for the entrepreneurs in the industry as empirical evidence for making
a business decision and be the knowledge for doing the academic study in music business strategy

in further.
Keywords: Marketing Format, Business Trend, Live Music Performance, Popular Music.
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memmaidumsnseniniBeanagniifetuuumaazreuuaesfiansauszezen fagsiliosdng
FandliUsoudamsudaiusnenslininensifineldanmundoniiudsunlas iileausinnufisnele
vosgniuazamnaniwesiioru Tulanuisnisudsdusuusainisvenemanslein Bawdndilviosdng
yuneiiussansnmilenassmaialansiemadonnagynanismaindidaiau nagnsnisnianainds
Ldigausdunisunauenueliiugndt widssaulutianisnnunndanagns n1sussdu wagaiuny
mssiumaemanana wetlesturmufianaauasdymitazintulussrienisdufan sy naenau
Junstssifiunaitununagvdiagianssumiansnaasiieg duiivssaninmanndmneiidesnis
inntiosifisdn msnaadsnagrsiadumsnunuyaveunaiaiBmimanain Gseaaglinanmaiide
finseonuuuiaiLIHEn ST Masasnan fure nisvieuazmsdaaiunzue nislamn Ussrndusius
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faiilun1sfnwmes lsoraite (2009) lésryfmansinyvssivimsiangunagnininiman
oonidungusingg Gdldanmsnunumamsfnniivnnglusisieg uasdienalindedumansfng
wagnIsuELenagnsues Michael E. Porter (1985) agunn dsziiuldinanlaiiausnguuainagns
uunesnidu
1. nagmsiiAgatestunsadyivlnuesesdnslngssyindunagndmanisnanandn (the main
marketing strategy) Uszinnaasnagmstiannaduunldiiu 4 Usens Sefinsanainudnfasiuaznain
fifpsnsazdnluvheaindie Tudundndusiivielmiuassmaiiiniel undndindnilaenadosi
Ansoff’s Growth model %138 Ansoff Matrix 853:31Tng Mr. Herry Igor Ansoff UnimuInagNsvIIRLEiu-
fady Faldtnausiniesdiofiaguuuimnanisnnagnénisnainanmsiessinanfasitaznaialugy
YOINNTIUTING (Matrix) (Ansoff, 1987) srensiiansanitlusyrinmansusilvaiuaziinfiazneiely
anadussemaelmal msagsudunagnsesnslslimnyay Madnagns 4 Ussinlunisvesgsiia léun
1) NnagnsnsiazaaandnsaaLlunaiadia (Market Penetration)
2) nagnsmIiauwandusinandaueilvallusaiadu (Product Development)
3) nagnsn1svengnatananduaaLlunainlvi (Market Development) wa
4) nagnsnisasagsnalmindnsdaeilvallunaialvy (Diversification)
Femninnsanudrasnuinagrsiiienisaiayivinvesesdnsdenagnsnisnismanail a1
wnlglugsfanusilaegniniawg
2. nagvdaruiliiuTsunanisursiuilvesnagnsnmsnseunsesmain (General competitive
advantage in the acquisition strategy) Fadlefinsanudrdonadosiuuuifa Generic Strategy U84
Michael E. Porter (1985) flszyinosdnsazdasfinnsanivhumisowumesiuegluilavownain ussdng
filgdlsgamIedninAadevesgaamnisy wnannsavinliflsegmioanadeld AagviliiAn
auldFoudenisudeduldognedsdu eduudadsndrudunsfisnsandadondn 2 vsensldun
AulALUSBULTINSuYdU (competitive advantage) wazynyatiulunisuasdy (competitive scope)
dwaliiAnnaensudndday 3 Usenis lawn
1) NagnsENAUAUNY (cost leadership)
2) NAENSAUANLLANGIA (differentiation) way
3) Nagnsysmaraanizan (focus)
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Fadadruunlaiiunisyaanzdrululssidududunu (cost focus) nioazsjaiuaiig
Arauansnslunguaaiaidng Hu (differentiation focus)

3. nagnsnsuadulaeinnsanaindruasenaln (Competing strategy by market share) tJu
msfimsanmslinagnsmusiuimenisutedi nnundamsiosaimwdonnseanidesalisiay
Uitmazdesnaunuinmslimaiadegn (offensive) n3ald93u (defensive) Tunsvimatn dadoidu
wdnaflelunsdndunsmunagnsteinduussezem dumedasaosssnmstasiuogiuaniunisal
msudetulutnanamie warluwasmfiuesinsfannsaldnagnitadanuassulindeutumnuismi
manaTiviannviane (West, Ford, & Ibrahim, 2006) dm3ugnsIs (tactics) ﬁﬂiwﬂgléfl,l,ri

o

—_

%819 (market leader)

€

N

1%4 (market challenger)

W
D = -

e3P e e eXlp

#11 (market follower) LLag

o

LZAAIATVUIALEN (market niches)

Sofiansanngnsisiinaniudiasnuintuegfuruiavomainiildnsounses (market share)
uazislunisuntesdruninatnmieisnneg taun nisuntlosiunuanienisnain (position defense)
nstasiumudng (flank defense) nsaariumenissnnau (preemptive defense) NMstesiusmenisiangu
(counteroffensive defense) nMstfasfunuuiadeufl (mobile defense) uagn1stiosiuuuunac
(contraction) (Kotler & Keller, 2006)

4. nsldnagnsnamsaaindmsunainidiming (Marketing strategy for its intended market)
FaduunAnieatufumssinuanagnsmuduuianans sedmstvuanaiadhvneieduilavenis
vheaa msgnsidentadelunsusdiunainiigndes uazidenlinaynifinssiudiunainazdanals
ns1audlueglulavesuslaadavane (West et al, 2006) #en1sldninensiiiog Tnevily
winnagnsdmivdnainzgniiaueld 3 nsdl (Mullins & Walker, 2010) lauf

1) nagnddmiunainianizdn (niche-market strategies) Faagldnagnsivaniaes
nMsudstunsnsstugudaifvunelg)

2) nagmsdmunaAIaTI (mass-market strategies) tasanaaiadivuialunjeadng
FedpsjaiunmsuimansudndielfAnnisuszudadeuun (economy of scale) agnalsfiniunisnain
wasiitedlinagnsdioninagnsasianuunneg (differentiated marketing) Tunsdifilunain
warudaua nvaereIndundn uarUisnvioasinUszasdarrinanasaungIMANGLNATEL
fanansntiauenagnsiiunneeiululd uas

3) nagnsnsnaniia3aAuln (srowth-market strategies) Saidunagnsdmivosdnsi
Funguihmneiifsnsniafvlageaiu 1 dwmnetuld Tnsdnlvgdunaniinasivuadnuiiismm
NaRBULMUGY BenagndfiasdnsmsliAensiimAdeuarianniudunsafiotiauonnuuansisuas
wlanlmignanalel

5. MsfvuAnagNEnITNIuIa (Positioning strategy) datliunagniiiovivlinaninsivie
nsrauidinauresndlsluinlavesuilng deisdmunsumistu THun nsmasumimiseuuaneg
(Point-Of-Difference: PODs) kagn1simuafiuiianiueundtends (Point-Of-Parity: POPs) @dluyn
pdudazdestuasumsisaesssiand Tnsefurglddinsimundunisannuadisadedio
nsasetuhkanSsensAudiidneglusavaudlaviedaduaninndula luvnuefinisthmasumis
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puarauansnadunsaiegebuitlindeutuduidunann dwsuauuandedsanusosiuunls feil
1) AMULANANAUNAAAITILAZNI5UIANT (product/ service differentiation)
2) ANUUANANATLYAAA (personal differentiation)
3) AUHANANAIUYBINNITIATIMUNE (channel differentiation)
4) AMULANANATUATWANYA (image differentiation) (Kotler & Keller, 2006)
5) AULANANAIUNISUSNNS (service differentiation) (Essays, 2018)

6. miﬁmuﬂﬂaq‘mémuaqﬁﬂizﬂauﬁ%’u%’aumqmsmmm (Strategy of the complex marketing
elements) umsimupnagnsmudiulszannienisnain Lo nagndseundnsioe nagnsausen
nagndiuteanansdndiming nagndiunisduaiunisnatn wagnagnifiunsuInisialsznoude
NAEVEFIUNTZUIUNT NAENSALENWAETINIBAM uaznagnsduyana (Whalley, 2010) Bniadly
asounqulufsnsilasuuvasvedlanimaluladduinlugnisldnagndduaisasaude Taendnld
hslinagndsnuiidanaeitueiesdiomansnanaiiddydmiussianunirlulssmdlneuasluszd
ud datulunisuiiausues Colbert & St-James (2014) Fslémurumifnuideiieaiunisnain
dwiuRauy (Arts Marketing) 1i1sausidae¥ a.e. 1990 Wuduan msfnuiideiieatiunsaanndmsu
nuRatzdimafulstueinann uasnuhueninaulszammemanananin Sfimaiauaiiiiunisai
n31@UA" (branding) msmmimmamwuﬁﬂuaﬂm (customer relationship management) mmﬂmma
dieasaauasindng (oyalty) WAndu agvioulidunislinagnsmenimmaiafivarnvansuasdudou
diethvaneysntsmanadineld

A5A8UN15IY
Nt umATowuuNauiE (Mix-method) lngldmalaianisis TLInuUNLaZIATIATYY

¥
Yo A

WeUSuna Ineiruanguusznsikaznquiingeduunauwmatinis e taeeil
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% a a vy v & va a P Y a o a A v oa
1. uasteyaugugil: Tglideyananduimineitesiugsiadnuaninunianyssinmnaussadedey
voslnelusgiuguimsdnuau 5 vinu dwsunisdndengiifeyandniuasiliunsidendlideyauwuuaieas
(purposive sampling) Wneilvideyanainaautfdfay Ao AoIRNTIUMUITEAUUIINIVRIBIANTNL TR
fugsiadnuansnunsandssinmaunsadedonvedive Niivszaunsaleglugeavnssuausslitdesni 5
a a = a X% U va o
U wazdlanuaslanaglvideyaiugide
2. wiasteyaniegd: Wunissiusiuuasinsziionanuiediugsianisdnuaninunian
Ussinaunsasielouvesnglutiessegianseningd wa. 2550 - 2559 susingegluguteyaosulay
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wAllATEN15I8LdeUTUI

UsEynsuaznguaagng

dmsunmalaiBidodewinn dwuavsssnaduduilnavnlnefiesdotnsuasd furunms
wansnusiasiulsemalngUssnvausdateden dddannsassyduulduiueu Taengufogianain
Uszang wastduiidinsdmnuuszasdazitriusunmsuaninunianyssiamausiatoionluounnn fe
nslgnsAanguiieg1Intusunsy G*Power Tnosvundeulunsinses F-test, Effect size =
0.35, O = 0.05 léngusaegnediuau 101 au egndlsimniteviauedoyaidmssann Fafmunvuinngs
fheghelitussuau 200 AEIBN13dUANNEEAIN (convenience sampling) Tuudnaituiindnnssauans
aussanLuuTmhestnsdrluangamunuasuazUsiana lneazsaadunuldaninundanuszan
AupSade oy

o o A a v
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FANITHARIAUAS ALY ULALAEAULDILS TuteUIARAIINT ALLINUIUNISLARIALNTAAURIRRT LAY
' a acs L & Xa < Ao o U Y a a v a a a A
Aeuuninawdsnuntu Natitedulomanfdmsuguslnanaglasurunisuaninussvesfatunvugeu
nnAeaee JenntulusinudinadudeiBululals
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MnnsAnuidelundall avefumenantsinwinuingUszasiniide dedl

1. jUuuumensaaaiigusznauntslugsianisiauansaunianuszinnauniadeden I
uldlunsimanaluszmalngluszeziaansendng U w.a. 2550 - 2559 59uszezidan 10 U

pRDATNnATIRILIN fUszneumslugsiansiauansnusianUssivausiasoionvedlne 1Hld
sULUUMIMsRaATivanvateLilerLeg senuaTHaUTENBUNTYBIEIAY Feaiiiuldinaaunisalves
UsgAnazaniunsivegsiatauiumnuarbiviusugen wedgmdiunades wanisainig
gydeunradfuessemauaviningnisvenus ey iunsInuvsan Jayynannde uaslyviasugna
pnfnegsaLosenunhlan dwalvuszneunsymilneiiansGeuiiazsdesegsenlililuanimnisal
wull femsianagnsmsnsmanafiansntisaiuayulviussneumadifandugnénldediedinga
Hagtumsnaaldiiirgen 4.0 wd Tasszeznaiiunguilnaesifimaasuasiutam Tnousa
grtutinnmaafagdesnauauasgnéntmanglivazan (Kotler, 2016) Insendododsnuooulatily
nsuaniUAsudeyauaymadauszaunmsalssninmsauduasuilae Jaduldinguuuunenisnain
s fulndulumudsnavieaniunisaiiug uasnansinwillduandiduinagnsiigussnounis
Tugshamsdnuansausiantszinnausdadefenlutsamalnetanld Weudlaoymmssiafiistuly
wsiaz® usinseduililvdosefiondrigninduitmangliiomn Sadodandunagniudamuindinigld
nagmdudn 5 nau e nunagnsiigtestunnatyiulavesesdng nqunagnsnruildiuisunans
wistumly ngunagnmanismanadmiunanaiivang ngunagninuesdusznauiidudounisnisnain
LaEnAUNAYYIEELY FIuviAy 17 nagnéeos Sudunainanmsuiusuilenueysenvesgsiasenssin
UUUINAgNEMNINsnATIn farunanIsAnuges Naidoo (2010) Fsfnwgsivvuindnuazauianaisu
UsenAatu denuiinsaanianssumainisnaialagmngfnisuful sl ssanmninisnain 1z
ylgsfnanusadediuauimeaneldaniunisalinsugia feinanisinyivesamuiinisaiig
winnssunnsnaiaannsaaieauldiuisusaranuddulumawisiuldlnaamensldnagndaing
ANUWANGINN (differentiation) wazkinAUAUNY (cost leadership)

nansAnulunSilasveulifiuidninavesdedinuooulatfidhuniiunumadtenisn
nAEMSNIINITIATA alunsAeans nistiauenaIL NMsUsETndus nsadeguruauauad auluis
nsasanszualifuilaresinfuruiuilinisuansaunianiiug aenndestunisinausves Vaccaro &
Cohn (2004) findnidiTannismdasagsfauaznagnsnismanalugnannssunuasdagiuiimdi
deyplvl (the new business model) Fsansmsdadimnelugshaildiufeunnuthinlugnissmne
ooulatl luvniindnsusidduiidifemas fnumvainvatenin auunuazdoniiuiuusmugnén
(customization) Tuvugiinisdwasunisnarailiaiuaulafunisuense (word-of-mouth)
uudedumeiiinutetu sildedinueonlatuarmsdeawmas (file sharing) sioq Miludumediiin uiaud
WUUasiinAYaNS ufidsdmmaidemmihmanansuansausian esnnileduslaaldwudiiuisanesinld
Fudatuiindomasnisuanianass Smdunmsmaieandiieondt “nsnnisuuy 360 e (360 degree
deals) (Dewenter, Haucap, & Wenzel, 2011)

laisnaanluns@inuves Asai (2008) FeinmsAnulassaiieesdnsuaznagninianismainved
sstnausslutssmadiu udmuhnagnmensnainvesssanusslulssmadutiudeusundely
puaanandeuiidasuld Tasludssnmaduuesildunansenuananmundoudiunaluladlsl
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wananaluanusanelne Tnedumesidvldiduniununludomenisindiming suiludnaeduedes
flomnenismanaliiuAemameg wazllunumddydmsuamemasunadn lnenagnsnsnainazees
Ufudsulilensudsustasiiietu Tnsewzdleduilnaadsuutamgingsy
dwisumsanumidelulseinalveies wunan1sAnwwes Yodtirak, Kongsawadkiat & Sutamuang, (2014)
fenisfinsuigatuiadonisdeduladivuneudindivosraluansanme uazuiumna Tagly
nsAnwinuindafeiidmadonisdnauladisunewaindwesuilaarilne Iiun Yadeidesanuiidn
Svhevnsuazianinemdsn nMndnuaivesrewdsn anuidesiulunistunowdsn uazaruilingdaly
nMesurewdsn JaudiiusiontsinduladisuroudindrvesuluaangunnuazUTumumanes
fifedduneadafisedu .05 azvouliifiuindiutszaunanisnatn nsadnsdudiifanuduuds

(%

msaseanuiderulitunnauidinaduniesdenanisnandidfay
2. anasaamslunisidivamsuansaunsaaUszinnaunsadeteuvasiuslnayiine
PNNaNISANYIMUIINGUEUTINATI IneUsrasAUssasdazSurunaudinandatuving Junn
wnitan sesaaniaufaliurnlng uasdsvasdasldfurureuddnvionisuansaunianilfinalulad
fuvanlminndian sesaanfododlddouasldifuogiaynaun winssdufnuimevuuuaeuniu
dnilvgFedasitedmunmsuaninunianUssanausadedensennuiiies 1 aswiet veinansAneil
amesueldhfatiufinnuddyesnduiensinauladeoniurunisuansnusdanlag fananisAnuives
Sivabutri & Srikudta (2014) Fafnwidausagela Msfud Anuaamds wazngAnssunsTLAoLIATAANS
Ustimalunsammmuas nuihnsdentuneudinvesiuslnaiumninanudureulusafaly uumas

a A

wazrasududAy lnowsegaladuorsualuazmana saufen1ssuiaudaluuasuins wagsiand
ANNFUTUSTUNgAnTsuNIsTLARUETAseUsEIAvaIngud TNy
wan1sAnyiiiaenndosfuaninarandusiswesgsiada Panthong (2018) ldrmsndoya 5
Usingmsainetnsneudinmnlafianiud 2018 lnenuidunoudsnvesiatiumineludnuusaeuds
wuUTIAaTuWIeiend1 reunionldiun ABWLASR "Chang Music Connection present ‘Genie Fest 19"
HuAaTuiamanainee Genie Record wazapuiAin "What the fest' fafunoudsnrmaliunatsee
e Suilaneudsnvesinefisminedngldffensuldsn "Tao Kae Noi Present BNK48 1st Concert
'STARTO" 09ngu@atiu BNA8 dniunsudimesialiurng funniismiednslifunniuaativlssam
WuAMAY Electronic music 1 2 Aowdsn Fsrudimvanivsoudsnanusadimneldvannielu 10
uid uazanngalaiiu 10 Falusazviouliifiunuduseuvesymilneiidesnisdvunmuansauniand
aunauny Tafenaumsus uarldfurAaluiilneuwasae funnmunansanuillfiaueani
3. wunldalugsiamsiauansnuniaaUssnnaunsadelisuvadine
dwiduuunliuvesgsiansdanansnusianyssamausiatofonlu semalnedeseyld 7 Usenns
léun 1) msvilarreudiniazvieusatouuazengrusmedsnsliiuguilng 2) meluladlvaiq e
933058@N9AUA3 3) AeudinadsassAudaniui TilsdUanUassanududu 4) reudsadrliaunlugf
Fosundnisazegsen 5) uaguslangilnedslaine 6) Synchronization Wemsuansausian [Wuannniy
NSUARIALAS kae 7) TINAUL108 weniuegisng
eudulUldrsmnldugsianisdnuaninunsantssinvaupiaiodenvasing wuiawnsadie
Fulé Famansfinu1as Kulczynski, Baxter & Young (2016) filgvhnsidedaenisdunuaingy (focus

VY a

group) NuIwsegslanvilvguslnasenidsnnulansnunsanUszianaussadeteudulseiy 10

Y
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Usens wiklutuiidulsaduiiduny Aonsuilnareudindauaenndosiuarudesnsvasiuilan
fau fioanssedntenunds (Nostalgia) iioauyFenIw (Aesthetics) tlovdnuianTinuszdriunas
AMUSURAYDU (Escape) L@3Nan1UyN19d9mn (Status enhancement) lasudssaunsalluiuaglafanas
fifianglunewdsn (Experience new and concert-specific music) LLazléfLLaquaﬂiﬁﬂﬂﬂlﬁigﬂé’ugq
(Uninhibited behavior) usnimiieanusziusananfidumsiuveusudnualvesdaluiindos (Physical
attractiveness of the artist(s)) FureuluinusAnuausasuaunivesAatiu (Physical skill of the artist)
uazldigfimmuilefatiu (Hero worship) Wulfisatu Charron (2017) fisgyinusegdlaisdninerivial

\
Y aa v v @

Auslapdadnlusumsuansnussanuwlinedngeafdsa tuifen1sndusinadslatiausiuegiudeu n1sla

'
] =3

LWuaiuny

a

caa Y ¢ a Y] Aa P Y . . A& o
weamgnsalifiiendnuaiuazfitay fupundnuveumiiouqiu (likeminded) foiduila

o w 1%

AAeINITAsI9UTEAUNTISAINSNTINNSENIAURS AR NENznaLnUlanIeS N5 U Tuasiwmalulad

o

a

(%

Adniduddyiunsdauansausian sonadeaiunanisthiausues Supsinwiwat (2017) fiuesingsia
ausSvedlnglusmanazdesdeaisiumaluladuasnainssuguilanasfutafuifydegnamnssm
wsegRuslnalianudAgyiunmadulanyuegistaay

dusulszinusiuiuged uwoniuegsiang uazn13vi Synchronization lasunisatiuayuain
n31LEueves Ongkulna (2017) ﬁizqdwqmmmimum%ﬁ%aEUJVLé’mﬂmiﬁmmmmamaw% Live
show LilawfinuSnansinanu nmslédedinueeular] warnsmuuniiunisgsia arwdudefudy
iwdoretitetmiudnmuiniinmssegladuiam wandiufuunAnveamsuiusvesgsialimieudy
M3wAsuuUas LaznieuazRoUaLsIiBALIMIYIgNA Tdinslinduiusinsremslinnihsdmiu
Aafusgwiememannniy wensaidnuasinesy Wanntulussiaausivedneesnadeiios umiy
wunlhidauluiedanguiuntasd a.a 2013 fmanisAnyives Gamble & Gilmore (2013) fiszyi
TugpadelmivesgsfanuninfAonisasannusuiionanisnain (co-creation marketing) luvnnimdaau
Yo3gmaINTT Seasfintusyninsesdnatiugnd fuiefude vidususikantuiuilaaild Tuumedny
$1897U8M IFPI 1AgIfUN1sYi Synchronization Tugnamnssuimasainiilan ilnsninaulnves
el .a. 2016 Uszanaidosay 2.8 naneibuyarsingsdis 364,100,000 wryansy Snvarmewmag
wazRatulanisuliauadlafuisnsmegshadnanaiiutuegnaseiies (Music Industry Insights,
2018) WWunsatvayunsldwwimsdananlugeamnssunisinuaninunsanvediveduiu Janaild
ImsuansaustanUssinnauniasiodoniinsafuanudesnsnatn mnufiendnval uaznisltieietie
ynasuAIzanansaannuuanidltugioglugnanvnssals (Boonyam, Manomaiphibul, Chimnoo,

Buayairaksa & Soontornwan, 2016)
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= = = VI 3 = v v & o o v
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2. namsfnyidnsdnaanddiiuiduilaessnsiurunisuanmusianaiodion 1 afuio
U avvioulemansmspaafidiannsaiiusiuunsidifusnisuansausdanuuud mnendeild
Tnensfomsdoyauazmaainenszuainudedsauooulall madensdaiilomnsuansiiienuudanivl
Tomaluladatuayuiioateddu uaznmmiliguuldifuanioonisinuuazanuduiaentuvesmy
vidoliwuiufuansdguzmedsauasmania
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e
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showuuaeuamifuiislag ussmsdunvalilideyaddndaduiussneunisidugsiomsdnuansausd
anUssimaunsatiofonvedlive Fwamnsadugrudeyadunslitudaulalsiluldely

Forauouurlun1siduaaialy

1. flesnnmsdmaguilaaluafsisniunaifeluensummumuanduddy Turued
nMsdauanInusanivhussna fdumsvhenudlalugsiatesnadndeanntu Ssmsdidunsinulu
nauguslnanedminsIueie

2. mvhnsAnwidedniausagdlanastadelanengugnandming wevihlvinisinununagns

a

NNNMINAINEUTINDUAUBIANNFRINNTVRINGUANAanwngulfegnsliuseavEn mLas UsednSuagean
3. uinmsdnmadsilldnununagnimensnainiivarnnaisdausznaunislugshanisuans

aussanUszinnausadedouvedlnglidnnld winldlddiausnavesnisldnagnsusaznagnsinavdma

Tudsnemaalumsuinviensay egnls Jadulssiduiinsnudediudslumsidonsaely

AnRnssuUsENA

&

nuIeilidudiuniianesnuifenlasunuganyunisidenigldlassnisatduayunuisouay

a a

A5719855A IMeaeRs89AAal UNINeNFuNing UsyarUsulseuna 2561

q

0188183y INISUSHISSSNO
auAuanmuugauAnusonsulkaus:InAlng 191
Tuws=s1gUfur auIFaWs:INWSAUSIBEA1Y d8WUSUSIBNLNS

1 8 18 1 Us=FndiouunsiAu - Dnune 2562




LONEI5D1989

A.C. News. (2017). Index reduced risks in the event business by heading to EDM Festival. Retrieved
from http://www.acnews.net/detailnews.php?news id=N255913448.

Ansoff, 1. (1987). Corporate Strategy. London: Penguin.

Asai, S. (2008). Firm Organisation and Marketing Strategy in the Japanese Music Industry. Popular
Music, 27(3), 473-485. Retrieved from https://www.jstor.org/stable/40212403

Boonyam, T., Manomaiphibul, P., Chimnoo, S., Buayairaksa, N., & Soontornwan, K. (2016).The
differentiation strategies of musical product for reputation formation: A case of the
Paradise Bangkok Molam International Band. Journal of Business Administration. The
Association of Private Education Institutions of Thailand, 5(1), 9-24.

Charron, J.P. (2017). Music audience 3.0: Concert-Goers' psychological motivations at the dawn of
virtual reality. Frontiers in Psychology, 8, 1-4. DOI: 10.3389/fpsyg.2017.00800.

Colbert, F., & St-James, Y. (2014). Research in Arts Marketing: Evolution and Future Directions.
Psychology and Marketing, 31(8), 566-575. DOI: 10.1002/mar.20718.

Dewenter, R., Haucap, J., & Wenzel, T. (2011). On file sharing with indirect Network effects between
concert ticket sales and music recordings. DICE Discussion Paper No. 28. Retrieved from
http://hdl.handle.net/10419/48607.

Duncan, L. (2018). How to make money from gigs, the various monetization methods. Retrieved
from https://www.musicindustryhowto.com/how-to-make-money-from-gigs-the-various-
monetization-methods/.

Essays, U.K. (2018). The types of differentiation strategy marketing essay. Retrieved from https://
www.ukessays.com/essays/marketing/the-types-of-differentiation-strategy-marketing-essay.
php?vref=1

Gamble, J., & Gilmore, A. (2013). A new era of consumer marketing? An application of co-creational
marketing in the music industry. European Journal of Marketing, 47(11/12), 1859-1888.

ISoraité, M. (2009). Importance of Strategic Alliances in Company’s Activity. Intellectual Economics,
1(5), 39-46.

Koster, A. (2008). The emerging music business model: Back to the future. Journal of Business Case
studies, 4(10), 17-22.

Kotler, P. (2016). Marketing 4.0 Moving from Traditional to Digital. New Jersey: John Wiley & Sons,
Inc.

Kotler, P., & Keller, K. L. (2006). Marketing Management. (12" ed). New Jersey: Pearson Education,
Inc.

Kulczynski, A., Baxter, S., & Young, T. (2016). Measuring Motivations for popular music concert
attendance. Event Management, 20, 239 - 254. Retrieved from http://dx.doi.org/10.3727/
152599516X14643674421816.

01S81SD8INISUSHISSSNP

192 aurAuantugauAnuIdNBUIKIUS:INAlne ™

Tuws=515UAUn AUIFoWS=NWSAUS53AY A8WUSUSTBNLNS
1 8 14U 1 Us=fiouunsiAu - Dnuneu 2562




Mitngam, S., & Ngamsutti, C. (2017). Policy direction on music and performing arts management for
department of cultural promotion. Institute of Culture and Arts Journal Srinakharinwirot
University, 17(1), 109 - 119.

Mullins, J.W., & Walker, O.C. (2010). Marketing Management: A Strategic Decision-Making Approach.
Singapore: McGraw Hill.

Music Industry Insights. (2018). Sync opportunities are on the rise. Music Industry Insights. Retrieved
from https://insights.midem.com/music-business/sync-opportunities-are-on-the-rise/.

Naidoo, V. (2010). Firm survival through a crisis: The influence of market orientation, marketing
innovation and business strategy. Industrial Marketing Management, 39(8), 1311-1320.
Retrieved from https://doi.org/10.1016/j.indmarman.2010.02.005

Ongkulna, A. (2017). The others' view of point from the insiders in Thailand music industry which
is adjusting for a big time in the day that will never be the same. Bangkokbiz, Retrieved
from http://www.bangkokbiznews.com/news/detail/749092.

Panthong, G. (2018). Five phenomenal quick sold-out concerts in 2018 (part 1). Retrieved from
https://www.fungjaizine.com/quick_read/snacks/five-concert-sold-out.

Porter, M.E. (1985). Competitive Advantage. New York: The Free Press.

Posttoday. (2016). High competition in Music Business, using 0% installment to push the sales.
Retrieved from http://www.posttoday.com/biz/news/441887.

Sivabutri, S., & Srikudta, S. (2014). Motivation, Perception, Expectation and Viewing's in foreign
concert in Bangkok Metropolis. Srinakharinwirot Business Journal, 5(1), 25 - 42.

Supsinwiwat, N. (2017). Music Industry in Thailand 4.0. Journal of Social Communication Innovation,
5(1), 157 -167.

Vaccaro, V.L., & Cohn, D.Y. (2004). The Evolution of Business Models and Marketing Strategies in
the Music Industry. International Journal on Media Management, 6(1-2), 46-58. Retrieved
from https://doi.org/10.1080/14241277.2004.9669381

WP. (2017). Reveal "'music listening behavior of Thai consumers" with JOOK success formula, the
music platform that rock the music industry. Retrieved from http://www.brandbuffet.
in.th/2017/01/joox-the-way-to-success-in-music-industry/.

West, D., Ford, J., & lbrahim, E. (2006). Strategic Marketing: Creating Competitive Advantage.
New York: Oxford University Press Inc.

Whalley, A. (2010). Strategic Marketing. Retrieved from https://bookboon.com/en/strategic-
marketing-ebook.

Yodtirak, P., Kongsawadkiat, K., & Sutamuang, K. (2014). Factor in the decision to purchase concert

again of Audiences in Bangkok Metropolitan Area and Perimeter. UTK Journal, 8(2), 1-16.

0188183y INISUSHISSSNO
auAuanmuugauAnusonsulkaus:InAlng 193
Tuws=s1gUfur auIFaWs:INWSAUSIBEA1Y d8WUSUSIBNLNS

1 8 18 1 Us=FndiouunsiAu - Dnune 2562




