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INTEGRATED MARKETING COMMUNICATIONS STRATEGY TO GENERATE RESPONSE
BEHAVIOR OF Y GENERATION FOR GROCERY BUSINESS IN THAILAND

Praiya Teepasiri'~ Sirilak Meksang®

Abstract

This Thesisaimed to: 1.find the integrated marketing communication tools for grocery
business in Thailand; 2. to find the integrated marketing communication tools for grocery business in
Thailand which could respond Y Generation; and 3. to find the model of response process of Y
Generation to be applied to integrated marketing communications strategy for grocery business in
Thailand. This qualitative research was designed using constructivism and grounded theory study. The
data were collected through in-depth interview with semi-structured interview form. The main
respondents consisted of 47 persons divided into three groups as follows: experts in the integrated
marketing communications and retail management, entrepreneur groups of grocery stores in four
regions and Y Generation customers of the grocery stores in four regions.

The results found that: 1. The grocery business in Thailand applied the integrated
marketing communication tools in many ways; for instance, advertising and public relations, special
events, sponsorship, sales promotion, In-store media, personal selling, word of mouth and social
media. 2. The integrated marketing communication tools for grocery stores in Thailand to generate
response behavior of Y Generation as follows: The strategies for cognitive stage werestore design and
store atmosphere, advertising and public relations, word of mouth, In-store media, sponsorship, direct
marketing sales promotion and personal selling. (2) The strategies for affective stage included store
atmosphere, in-store service, grocery storytelling, personal sellinglive streaming, positive word-of-
mouth, direct marketing,sponsorship. and (3) The strategies for behavioral stage comprised live
streaming and store atmosphere combined with sales promotion,and partnership marketing.

The research findings led to the discovery of a new paradigm, "STAGE OF CABBDA" which
could be implemented with the integrated marketing communications strategy to generate response
behavior of Y Generation for grocery stores in Thailand. The hope is that this research study will
provide an overall benefit to The Grocery business and Thai Government as an advocacy tool to

promote Thailand’s development achievements.

Keywords : Integrated Marketing communications, Grocery business, Response hierarchy models, Y

generation
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BEFORE DURING AFTER
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Cognitive
stage

Store Design and Atmosphere : Store Atmosphere Positive Word-of-Mouth
2 o (Theme and Identity) (Sensory, Facility) Direct marketing
+~ on
E g Grocery Storytelling Personal selling
£
< Positive Word-of-Mouth Live Streaming
= live streaming and store sales promotion Partnership marketing:
.g Y, atmosphere combined Product consignment
o
g & with sales promotion
s3]
o o
AN 1NTEUIUNAU“STAGE CABBDA”
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