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Abstract

This qualitative research aimed to develop strategic guidelines for the international
marketing communication of Thai Boys’ Love series by integrating concepts from marketing
communication, marketing communication of cultural content, strategic international market-
ing communication, soft power, brand creation, brand communication, brand loyalty through
customer relationship management, and competitive advantage. Data were collected through
in-depth interviews and focus group discussions with six key stakeholder groups: Thai Boys’
Love series producers, distributors, Over-the-Top platforms, marketing communication experts,
academics in communication and business administration, and representatives from public
and private organizations. In total, 30 participants contributed to the study. Data analysis
employed inductive reasoning, grounded in relevant concepts, theories, and prior research, and
was systematically connected to empirical evidence provided by key informants. This approach
formed the conceptual framework for designing research instruments and for conducting a
structured discussion of the findings in alignment with qualitative research principles.

The findings indicate that developing effective international marketing communication
strategies for Thai Boys’ Love series requires approaches tailored to both business clients (B2B) and
audiences (B2C) across diverse cultural contexts. Five core components emerged: (1) creating and
communicating a Thai Boys’ Love series brand identity with clear differentiation at the producer,

production, and actor brand levels, supported by experiential marketing and transmedia storytelling;
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(2) fostering brand loyalty through long-term relationship strategies with business partners and
emotional engagement with fan communities; (3) implementing a seven-step strategic marketing
communication process comprising foreign market analysis, clear objective and brand image
setting, localized content adaptation, appropriate marketing channel selection, brand-audi-
ence engagement activities, continuous evaluation and strategy adjustment, and cross-border
collaboration management; (4) strengthening industry capacity through public—private sector
support, including policy-level cooperation, participation in international content exhibitions,
and professional skills development for industry personnel; and (5) achieving competitive
advantage through societal openness to gender diversity, leveraging digital technologies and OTT
platforms, targeting niche markets, and encouraging creative fan participation. The study further
reveals that sustained success of Thai Boys’ Love series in the global market depends on the
development of marketing communication strategies aligned with specific regional contexts.
In ASEAN, strategies must address a high degree of diversity, ranging from countries with open
acceptance to those with legal and content restrictions. East Asian markets emphasize quality
and content customization to match local preferences, often requiring indirect and culturally
sensitive communication. North America and Europe are generally open but highly competitive,
while Latin America demonstrates receptivity to romance and drama genres. The integration
of brand identity, distinctive and differentiated content, strategic international marketing
communication, collaborative networks, and the mobilization of domestic and international
fan communities into a coherent industry ecosystem is essential. Ultimately, the development
of well-defined and contextually appropriate international marketing communication
guidelines will serve as a critical mechanism for enhancing awareness, loyalty, and the long-term
competitive potential of Thai Boys’ Love series.

Keywords : Thai Boys’ Love series, international marketing commmunication, strategic

communication, competitive advantage
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\Hunseuunanlunisesnuuuiedeiiodds Tasinesiieflld léun uuudunuaiisdnuasuuuaumn
nau ?}ﬂﬁmm%ﬂm@ﬂmﬂimqﬂixaaﬁ%amﬁﬁa WaEANTNIANNADARTDIVRIAIN LU TG U T AR
runsmsIeaaulagduimyiuiy 3 au ieUsyiliurduiinuaenndes 10C) LaznTIv@RUAIL
Jemsadaiion (Content Validity) uenainil lunssuiunisiiasesideya fiseddduumsmaagy
naBsgUile (Inductive Analysis) Inefiwundn nqui wezadeiifedeadugu odeulssiutoya
FeUszindanglidoyandn Jauandbidiuianslinsouuwafnlunsesnuuuisesiiedfouarluns
aAumenastaduszuuludnuazvesnuddednunimn
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1. Msadruardaansuusuntsannging

nsaisuususTIdNelnedesasviousndnualfidaau wioudugadumeensuaiiazamAIma
AN WU ANaINUANIEMILNALaENNTEENSUAWES MSiuakusURegtalussuutieains
ANsLANAIINguTaziaiuANtundusare wilusyduUsTmAwazuud sddsznou
ddgldun nmadenlosdndnuaivesindn fT3d wazinuans sdanslinagnilanGeaiioains
A THAILar TSI W Msadenmdnualfidaiauain GMMTV wag Be On Cloud
Tunslénagnsnisnarnidadszaunisal nslémaluladlanasiounaznissiloduiusiingile
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Tng gy nsalfisey (2567) namnliin “msadanusuanesdnlalassasneisaussa lildnasdu

LL‘Uiu@NB\Ia(ﬂ LLUiu@ﬁdﬁ’l"lﬂ LAZLUTUATNLERS i’luaﬂﬁﬁlﬁﬂiﬁ]ﬂEJ‘lﬂWUﬂLﬁ]uLLauall’lLﬁllE] LNSIZARN

Y
Y

Fos visouundu szdndulaafuamudidanslneanarusiuaswousus”

nagnsdeasuusudlugaiaviadiadlinaandesimdeusrusuidommunivnuas Yanssuves
wiazUszina Ingldfeg1sandsdnelve wu My School President uaz KinnPorsche the Series 71
navauaseasuaiuaznguidmvesing 9 nsiUalenmaliuruaduilaiusin wu nsdwniueiin way
dhsuuauigyesulal iududdnlunsiadduanugniuuazanufnddeuusus msdemsuusud
fifeyansuminafunguidmnsuasfnoamnsiivlavesuruadudadunauaddglunisaing
Ansdesiuiugiuazdielansinsamansils Tag $unnsal nunamna (2567) nanai1 “ns
domsuusudiugfnfegnEuduresauduiusia Lilvudiddidnelnevennieesls widosd
foyansu anguidhvane Welldtnuans sommdn uasuualtiumaivinvesguunundy ol
Ariudnenimats sufenauadidnlunsaisenuidesiunazdadale”

2. masepmaAsnAnARauLsATI e e

nsaseuRssninfdenusuidsdneleamnsaldmenisldnagnsnsusmsanuduiug

v
o

MaiUgNAINEXNTINA (Business to Business: B2B) wazanAnaudvs (Business to Customer: B2C)
dmiugnéngugsia malnseigiidenagnsuagmsdnideniiusinsiisidnenmaaiauagainudi
AuldmeTansssdudedndny mimmL'ﬁlauimﬁjﬁﬁ]imﬁﬂmiﬂ%“uLﬁammmi’muﬁﬁuﬁaﬁumzmi
Ttinelulad CRM teladuuszavsnnlunisdomuaznsuinsmdanisne Tnonslideyaaiauas
Fa TalumsiaunnuduSsrere Wy nMsvhualgTInkarnsuenelasing Suaelvdidne
Ingansaiulmfuesediegsiasyaulanldegaliondn a1snn weanu (2567) nanalidn “ns
bigdn3dntsnnnudumsniuesaie 9 LilduAnmstorisuuunduiion dwalminanudiniusssey
gainfousioseslulusiandsely”

Tudugnénguiiss madladuusioununduosnednteiunsiinssidoyaanunaniody OTT
uaziadesila Social Listening uitugilumsesnuuuitiomuasianssuiingdla measrsUfduiusein
dodspuuazmadalonaliuuasuiduuluianssy wu nuuuiefussmseenuuutszaunsal
uuARUSNg 9 PretaRunNLgITLLAT 31918l MsuIsAnuduiBsonsunisiensieansiieidle
uwarnInaUauBIaNadyieunduegnsInElunawsddglunsaieenulindauasnisatduany
wusudluszeze1n M50 weEU (2567) naniadudn “dhuansfevihauesdiduasitugadenles
fuunuady Mewundnenmussinuansaztisaiseuinfimioiulazsuu’

3. msRamsnsnandsanglneluialszimmdnagns

nsdeansnmanandsdnengluiassmadanagnsusenaude 7 dunouddnyiidenlssty
sthaduszuy Buanmsdiesginaindmangluinsusemedieniesde STP (Segmentation,
Targeting, Positioning) e leasadonuaznginssuvesgunlundazszima 1wy guaduu
fAuvouomanBunsounarlsuuun viefwluaAueisnifidennsnududu denfenistivun
Inguszasiuaznmdnualuusudiidaiau ImamaaaiwmwaﬂwmmmWiam@jmmﬂumwivLwﬂlm iy
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mstauenmdnuaivedlnglugugduesrumanaeiazanudnla mud Soyws anaseions (2567)
AN “wusuntsdnelngaunsadiauenmanvalvadvelug s iiuvesnnudilanazanuainany
Fadunueifsganusuiieoannsaszina” nsusuiomimnzaufuuses Ussmanaznisiden
Fownsdeasiinzauiunginssugua wu TikTok TuilduTuduaz3ununy v3e YouTube dmiu
dovmuinen udsddolumsdenlosuuiuuusud tae Inlsod wiuysiyaed (2567) Wsuusi
1 “Aeutmunteasnisdeans Aedliaszvingutmneegistaio uazidenuwaniesulviaonndes
funginssuguiluusasdszin weunauitomlideulosiuynunanosy”

9Nty msadefanssuiBenlosfuuiuuusus WU Fan Art Contest mamaammuuﬂummmm
PoudESRafS avtaeiasudenlvinaedudatuayuiasiueneuusus vonanid msvszdiuna
uazdiunagnsesnsdaiileslaeliit tafivannuans wu Sammsiidusuuasnndulnvesgiuuiu
adu Wi eassanSnmaesnsdeansnisnaia Sﬁaaﬂaméﬂﬁazgﬂﬁmﬂﬁﬁumw%’maQM%LLUU
Fealsl Wy nsvenereudsniadiing viemsiiiudulafanarsawimuaudesnisvesiv @
msuimsmmsossnhsussmaiunssiuderuunanvle sy OTT wasieludviesdutisiaiuaay
dunddlitunagnsvianan dregaiidaaufionudiiaresdidnelneides KinnPorsche the Series
fuszendlinagnsinaniiegnsnsud

4. MeanuAYuuazdLasNTTAN e Inelusnadssina

msaduayuazdnaiididnenglumsussmaldiuamsuiiossniumassuasienyuiidunum
dlumstuiedougpamnssuainnadudetiufisamenaulugindesiie Soft Power seiuwna
MBNUSFRAEWA WU nIuduasuNsisenilsemalavnsudasuinusssy laatuayuns
TusTundsdnelnglunusmaiionumnnend wu FILMART way TIFFCOM K1un13d Thai Pavilion
uazAanssudugssia dedawaliiAnmsnedvansuaselddaumnn I8 ASlnmAe (2567) nanain
“Fdnefodunidugsidetuiwedneiddnoamlunisivlauazilenmavenenaindseen DITP
finsanasuionineruddsdne neshunusaaifonumnnyi Iedn Thai Pavilion iileTustus
wazdugiasngsiafuiorssumnea dealiAnnseduaviuassels” luvnsioitu maenau
HuaedsaSunoumud 1 ne (TBLO) Wilusnandlunsiamninasgusasasnalontaniagsna
UMY W N139nAINSTIU Thailand Y Content Awards wazn1sWaulasen1s Y Content 2025

mmduiloszminenaiguasionyuliairmadnsiiunysesiule Tnglud wa. 2567 msuaniuden
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a1 “anavduaiunoumnud 1o ng aanmsnndivesindn gindmine wazdifuitesly
gramnssie ievihlimoumudnglnedvlnegraduszuunazudaduldlunaelan wilaiifes
atfuayuiunmann uideianyaaIng KénFuMIaIennsgIu washausuiunaigiiieains
lonannegsnaseugen”
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5. msasanulaFaumenisudsivaasdzdanalnealunaialan

anuliilSeummsudsduresdsdnelnglunainlaniinainnsysannistadensdang isugha
a¥aassd waznagnsidegnavnssuegiauszuy Tasdsalnefilaniswonumainvanemaine
W NSATUAYEAINAINTINAN 9 1 Bangkok Pride wagn1saaaiuannmienusy asenmanual
vosUszmalnglugiug LGBTQ+ friendly destination Fuafumdsliiunaiulnvesidnenelunain
Ton wenanimsfanyaainsilasinisiineusuid@sdn wu Content Lab o9 CEA uazmsadig
Personal Branding vestiuansegnaiiuszu Idnmeoduussiuindouddygnisutstussiuumnyi
Ty oy yyersssuy (2567) nanri “Usenalnedugumedsauiilanannfudeussiiu
aruvanvaeynaarliinuansulmiliidndadafias suunuwiludidne” uenaind msld
walulaffdviauazunanesy OTT Saelidsdneledndsfvurilanegsiussdvinm s
sonuUULEaLUURMEMLaza AR B TIYa s Rieas U sTAUNSaiATUINAS

nsvenenaIndsdneinediazrauianisainuniotnennuudosenineg lnvu wasunannasy
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\eugpamnIdTENelng Wy Mevdunwn madhsmenuuuieie wasnisaduayufons
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wiazninna wu msvsudenlidrsutesfamengmneluns fuesnnans wiemsusudom!lv
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anlsana

nan1ITvazTeuetstRIuITNsTRILILLIMNINTHoansN SR didnelnelusiisUseine
751Lﬁuﬁaﬂa&Juuﬁugﬂu%dﬂ?iﬁaaﬂiﬂﬂimaﬂmLLUUUﬂSmWﬂﬁ (Integrated Marketing Communication:
IMO) Aldmnuddysensideulsundesiedeamsndeiesinaduiwenss (Owned Media) do
filfzuangBulagliiiderlidng (Eamed Media) uazdefifesineiu (Paid Media) T¥aenuszanu
fupegafiiama Tnesnwianuasiianevesans (Message Consistency) WazloNdnyalveIwUTURLY
nﬂﬁdanmn FaaenndeatunuIRnuaRUatLazIUaY (Belch & Belch, 2021) 52194 Integrated Brand
Communication (IBC) vassfuiauuaylasensa (Duncan & Moriarty, 1998) FRlRAuimuEnndos
yosansilutadedfiivieieiuanumss e suuusliiung Lﬁaﬂmamﬂmaﬁmaaném%%ﬁawalwa
9613 GMMTV uag Be On Cloud agnuitnsdeansuusudlallivgafiosnisasanssiude udvensld
gmseaniuy “Uszaunsal” Tiunluaduiidrusn flulanseulaviuasianssuasa Sl IMC nane
Wuszuudnamsaisuususiauysal

TushumsnausutazUszifiune nagnsiguandidnglneiunlidianuaenadesiuluing
SOSTAC® wasusnilduayadls (Chaffey & Smith, 2017) fUsznoussMsIATwiaaunsal (Situation)
nsReIngUszask (Objectives) nisruuanagms (Strategy) nisidenynss (Tactics) Maufoinag
(Action) waznsmuALUszdiuNG (Control) Hamsidetguandsdnenelduszgndlunaiiiuises
n33u3 (Learning Loop) Tifiutieyaainnanauazunanrlesusing 4 undiasigi wiletilugnisusu
nagnsuvuFealnl vilvinsdeansiinrudaneuuazaevaussionisidsuuiasliognasnig
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naRmuAdNRuS ULz uluadUSsduusTasmsstunguidsuiunanisdoans
(Hierarchy of Effects) vssanianuavalniues (Lavidge & Steiner, 1961) FeoSurensiasunias
siauafvesfuslnannnssug (Awareness) lugnisdnaulatonieatuayuuusud lunsdidsdnelne
nseeniuuLdomlsfimnusmnuiimenimuazesunl ufamsadsianssuiideuanusoddan
$lld iy uustufings rewddn videlassnsunulusiand &udunalniivasduindouseuain
ms¥inuusud lugnistusey Westu wavaduayuuusudlusversn aenrdesivnuidevoaiouay
ABLLBL (Zheng & Common, 2024) indmin aanuiidieviiiansny mssenuuuaniidedsesual
wazndenidodsuuufin Suddvdnaronisiuiuaraudurevvesiuy Tngliieaiiomanuin
weefusity uwidisufinunwanuaisireulmdinnunumeaenuazensualiy

donadlugruzAudmisiausssy (Cultural Products) #3dnelnglaildvinuiihfiesduian
duiis widadu “Aenansvesmnuming” muuiAnueusaLeuieIdn (Hesmondhalgh, 2019) 7
anunsanevendndnual Aoy uarSeaaiifvuanunsassyiauld msianFesiitiulssifiunnin
Wign N1598u5Uaues wazAuaINaIeIawme yiigsanelnedenndesiunseu Cultural Branding

oY ¥
= 1 A

vasload (Holt, 2004) FsiinifomiiuszaumnudiSaingntuiy “dudnvalmeausssy” Tnds
Fedsmuazersual aenndesiuaitevesdingd (Shimauchi, 2023) finanain unuaduragUuiEy
Fasuanumannvatevesdidnelne lnedrdeduiunmetaussuvessemedulueide tevhaiy
Wilanudiiusmatansssufiandddu venant msdrdesiude (Transmedia Storytelling)
MULIRATEIRUALE Uenkins, 2006) Aflunumeshwnnsemsvenednsarionvedsdnslne
nvtheeglaneoulat Anssuesenlay uarAudiisedn shlvundAnddunuddnuasemuiuiy

Tufifvesnseansnmnanseninalsema dedunuvesnuideasnndosiuuifnvasaunlon
uazAn (Cateora et al., 2016) uargaaiauiy (Hollensen, 2017) fiuinanuuand1aduiausssu
a1 uazngAnssuvesiuslaalusimunniseenuuumsuagmsidentdesnadeas nsUSusitom
Tdfuusuntiosiiu (Localization) Salalldmnedanisudaniwifissesnadies uisifsnsulaniny
HnuazdoyayzmaTausssn sudsnsidentnmngilea @ wu Tudvu fnmsmnddeaduawdiu
dmsuidnelng os 2gether the Series vionslifusseneiivuliifusatenduluusiazyssie
mMadenunanleduiivnzan wu TikTok Tueidens Tuoondedd vie X Tudiu iunimevaues
AengAnssudefiuanssiueeediussAnsnin

MMTIATILANANITIVUSIEETDULUIAR Soft Power 90318 (Nye, 2004; Nye, 2011) 111158579
SwﬁwamﬁwuﬁﬁﬂunﬁhﬂﬁaamﬁwﬁaLﬂfamﬁmﬁq@jmLLazmﬁmNﬁaaLm (Narrative Framing) 1%
genAdpsiuUTUNTRISUas nsdldsdnelveduandiiiuicdotaudeseninasly soft Power Tu
NIDULATHFNIUALNITNAINYDINATT ﬁuwé’qmqi’wuﬁiiuﬁLﬁmﬁumﬂﬁﬁuﬁaLLWuﬂé’u FainAmau
wazrevoniiemluiffivannvareniiiisgimun Tnefeddovesugnus fasdies (Duangwises,

[ 4

2025) finai SsunalvelididnedudydnualvesnnudiSamegsialussaulan windulidinesdes
flun1sdaasudndvesngy LGBTQ+ wisanuauaniansderdlulszima d3dnelnedanarodu
wsasdlonnsnaintunsoulATEgRkaznsillosguIaliAIUANNIAAITY Soft Power Inan1saing

“AU939” uuAsaudnglfuNndnwalveslsenalng



MsastimemansUsvied UN 30 atufl 2 (wquaiau - Fsviau 2569)

Tundveansad uuTURLas s AaTUUSUA HanTIuaenadasiuLIAnTeteARS (Aaker, 1996)
\naLaes (Keller, 2013) Tandsflenuazvaae (Fog et al., 2010) 1MSAMUASASNYAlLUTUABE 1T ALAY
wiluseiuuItn 334 wastinuans N15a319ANUKNHUNI9015Ua] (Emotional Branding) kagn13tan
Fesetnafienuvang iunagnéiviliaidnelnedimuuansauazanunsoadimiuasininilusses
17 MIUTMIANUFIRUSTUgNAT (CRM) siilusedugaia (828) wagRas (B2C) muuuIfnvaundy
uazlnsi (Payne & Frow, 2005) LLavuaﬁ‘LLﬂULLa“é’uﬁ (Morgan & Hunt, 1994) Fagia3uadnasiumves
\wetnegsRar LIRS lunsdeasideLiios msmumu‘wmﬂmmaaiwmquwﬂﬂwmu
Iuaﬂwmwwmaﬂummmu%awmmm*m U Msfiuanfiununduiureu fasesfifidnuusangi
HunTuvou viomsuansmNdfusseninedasasiuriuadudesnisiiiu (Fan Services) uaznsida

v
&

filiunduidusududairsnue

vhetiga msannaldiuSeumansuiduresdidnelneglusaelanaenadesiuuuifnues
woslmes (Porter, 1985) wazAnlaailaviaaiaes (Kotler & Keller, 2016) lagendenagnsnisasa
ALANEELAMAIMANIKEN MsiaZesiiuendnual msadenelfanvatedemis wagns
wuanlassairsdseniilianirsdenumatnvangymanadifuanuannsalunsdrdaunansiedy
OTT eghaa’ uonanil msufunagnslidnsutesfauaslonaveusazgiinig wu edeudd
Ama AN ungneuazAden Guuuazinmaldfidunanings sy fusennansiiitedifingu
maun viesuinuviiouazglsuiutadugs fuduineudisaluszezendeserdunisih Localization
\GeanAugiunsinwsnanuaivesuusudlnglusedvaina

nanlagasy mamsa%uluL‘wmauaummaamaamumwgLLa gaddefineadodusunis
doansnsmann MIaSUUTUS way Soft Power Wity usidsvenanudnlaluiBesdndindsdne
Ingannsaaie “szuvinaBsimusssuarssfa” fuaunuAnainsessd Msuinsians way
nMsUsufudanagns tieaunuilfiudsunenisudsiuegedsBulunilan

TRLAUBLUE

1. doiauanuzBalove massasUiulgtostadungmneusstunouiiduguassadenis
HARLAYNSTUETE Y INe Wy USussuudnenuasnasimiuidenliaenadoatugaiiva fars
FEUUBLAINENEYIIUUUYALAET (One-stop Permit) saniguazluauginyinaueg195ni5) funsnis
ydlasnunBuasRuganyu Wandygymindaunedyyisasnisduaseussnulildunsgiuaina
wienliwdamansyalaglianuyalnednianssuaedid (inveu wesouunuindeslosiuiausss
Msvioadien wazAudlng Weaunmdnuallazvenegiuunuady paBAILIARIMIELNAIAY
nesuatuayuyaang lassadeiiugu uasdoyanann Wowmunssuuinadidnslnglinsuises
naz iy

2. TolaueuusldrivnIn fuinuwazyindmieaisigiowwiuiimunisaan nsdndmiie uay
msdeansnsnansieUsemeadiliinasguaina lanssuaiadiiudiuuuadulugiiniasis 4
sufaninelal wiosldneluladRavainmsitoyafionmunagns uenaini msimuidnuans
198U Global Brand Ambassador ifivinsgawidangy n3neiiluaina wagiilanuuansimis
Jausssuiniden naonmuahaeietelguauniuadulumsUssmaogiatiumans wioueusunis
NﬁmLﬁamLLazU'%misqmuLLWuﬂﬁULﬁam&J']EJmﬁuiﬁ,l,azﬂ”ﬁﬁehm'wﬁﬂaﬂ
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3. doiauauuzidiniside asinisfnuinisvenednsnadidnelvedenisiandediude
(Transmedia Storytelling) Hiead1eUsraunisaifiderlosfunarsunanosuuasUalonaliunundu
St uasemsdinaluladuvisounan W AL 10T, ML, Metaverse, AR uag VR lunisdeans
msmaaLiionsaaseunaionIsTuSiarmsTdusuvesun uazmsAnwinguiualugiinialvsiosng

gIuennansuazuening e latadesuden Jausssu waswgAnssunisiurnde euunagns
Thmnyautunandhmanglmiveni
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