NIATHIRNAIANSLAY TSI ; YN 7 adun 5 (Wgunax 2566)

UNAINIY

n1sAeasnIsRaInvBINNaRantaUaINadET UL UTUA
QNINGFWITAUYT
MARKETING COMMUNICATION OF NONGNUER MASCOT TO
PROMOTE SUPANBURI BRAND

Vet Uszgadng

Preeyanan Prayoonsak”

AN aAYAlasesal

Supawan Apicharttraisorn

NOUAINT UszAvinaAe

Gritsanaporn Prasitwisate

A7 @NIINHAY

Vipavee Valeepitakdej

giion yaniieg

Suthita Julakanit

AMEINGINTITIANTT AMINYIFUHIUA TR
Faculty of Management Science, Suan Dusit University, Thailand

“Corresponding author E-mail: dr.preeyanan@gmail.com

UNANED

unmifeditnguizasdiii 1) AnvitgmiuazgUassaveanisd oas
N139AIAVBANAABA LD INUBIUNTANASULUTUATINIAANTTUUT 2) LAUBLUZLUINIG
mMsUfuUsmsdemsmmanavesnanentesvieifieduaiunusuddaningnssans
lngldszidouisnisideidenmnin Hennguil9g19uuulenza utayaannis
dunmwalidednsomaianisdunualiuuilasadne 2nnAsvnns Malenvy Lay
AznssUNsTUIRABULU T ToaMe Tidmunulsvienisdeaisnmsnainvesans
AUDILNUD imiwﬁﬁz’faaﬂaﬁ’mmﬂﬁﬂmﬁmiwﬁﬁuﬁyam (Content analysis)
NaNTITENUIIeIAUsENOUYRINT AR SILUTUAS I TaUTENeUME 1) frAnuazids
a3 Ao firwnsdmialunisgiugimunulouts wazanznssunstuindouny
sustioamo 2) a3 Ao M3t munsndnvaliazUNUINYBINITIIEREN 3) N3ABANS
msnaa Ao mslddeuazAnssulunisieansuusuddanin @) §iuans Ae Uszanvu

" Received 4 May 2023; Revised 28 May 2023; Accepted 31 May 2023



392
Journal of Social Science and Cultural . Vol.7 No.5 (May 2023)

R o &

tnvieaiien uazduszneunsiidnisiuy fdrusmAeiiudoasuusuddanin
anssaySihunanendouvie Jamuazguassa leud nisldunasesunisdoans
ooulatiiidrin vamnuvainvats MansUImMsiamsunanslesy vilsiinasoniw
Tansiulunsdeansdeya vansairadesnuiiefsganiwala uaznsdeansiBegn
ANULANANYBIFUSNYalsEINaRenLaz utiaune lnelitalauauuy Ae N3
Asgringandmang nsdavih Website doamsifiotiausdeya dalvidnnsdeans
msnanHudedsaussulaiinainvate airsnnsdearsdensanios davide
WHUUBeN NskAnuteanielisudnualliviloutiuunanenioumiie

AdAgY: 158 DANSNNTAANARIBUNAADA, N5 DATUUTUS L] B4, g NITNUS,
Ware, ANarentioumie

Abstract

The objectives of this research were to: 1) study the problems and the
obstacles of marketing communication of Nongnuer Mascot and its support to
Suphanburi Province brand; 2) provide suggestions on how to improve marketing
communication of Nongnuer in order to support Suphanburi Province brand. This
research is implemented by using the qualitative research methodology,
selecting a very specific sample space, together with various depth interviews in
the related field from 5 government officers and 3 persons from private sector.
The committee Driving brand Nong Nuer, which set the marketing communication
policy of its mascot, analyzes the collective data by using content analysis
technique. It examines the consistency with the research objectives. The result
shows that using limited marketing online platforms and lack of managing skills
are the problems and the threat to Nongnuer marketing communication because
using the online platform of the Provincial Public Relations Office Therefore, it
lacks the prominence of Nong Nuer mascot in communicating news and
information. In addition to the lack of interest from a good storytelling, there is
no proactive ways of communication both offline and online. The difference in
personality of mascot Nongnuer and its mannequin is so vague. To improve the
marketing communication of Nongnuer, this research comes up with solutions
and suggestions: making a related website of Nongnuer (showing the story of

Nongnuer), creating various marketing communication online platforms,
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supporting offline communication media, creating proactive plan, analyzing
specific target groups, and manufacturing Nongnuer mannequin to look exactly
like the mascot.
Keywords: Marketing communication with Mascot, Province brand marketing

communication, Suphanburi Province, Mascot, Mascot Nongnuer.
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