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ABSTRACT
This purpose of this study is to investigate the marketing communication

strategies for the live broadcasting of MX MUAY THAI XTREME Tournament on Channel

ONE 31land its future direction. The results of this study can provide beneficial
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suggestion for the business with its marketing plans that aim to build distinctive
characteristics and reach to the target audience.

The researcher utilized the concepts of marketing communication and
ideas about broadcasting of sport events on TV as a framework for analyzing the
execution of marketing communication strategies. In order to understand the
performance and the selection of marketing communication strategies for the live
broadcasting of MX MUAY THAI XTREME on Channel ONE 31, the qualitative research
method was applied to collect data through in-depth interviews of current staffs at
practitioner level and nine interviewees who are known to have experience engaging
in this career field. The empirical part of this study was also explored through the
Participative Observation and Documentary Research methods. In this part, the
researcher looked into the related paper documents about the communication of
marketing strategies for this tournament from November 2016 to July 2017.

The results show that Channel ONE 31 use marketing communication for
promoting the live broadcasting of MX MUAY THAI XTREME Tournament in order to
expand its audience to male market, while the main channel’s audience is female.
The marketing communication of this particular sport event is executed by both
internal staff from Channel ONE, which is under the responsibility of the Department
of Marketing Communication, and the group of TV program managers as the external
parties.There are eight approaches for conducting marking communication:1).
Analyzing the situation, strengths, weaknesses, opportunities, and threats 2).
Determining the objectives of marketing communication 3). Identifying target audience
4). Selecting marketing communication tools and channels 5). Selecting marketing
contents 6). Coordinating for marketing communication 7). Exploring problems and
threats 8). Making evaluation on the outcomes. This study reveals that Channel One
places an emphasis on every approach for marketing communication, particularly the
selection of marketing tools and channels, to reach to target audiences by taking the
behaviors of the audiences into account via advertising, public relations, viral
marketing, and direct marketing. The combination of education and entertainment in
its contents can create widespread popularity even though it encounters some

budgeting problems. Above all, the overall popularity of Channel ONE is not satisfied
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as expected. The organization still cannot make use of its renowned artists and movie
characters as marketing communication tools. However, the evaluation on the
channel’s rating suggests that the popularity of the channel continuously increase.
With regard to the policy concerning audience expansion from the
executive level, the future direction of marketing communication for the live
broadcasting of MX MUAY THAI XTREME Tournament on Channel ONE 31 remains its
primary focus on the selection of marketing strategies to communicate with audiences.
The Content Marketing, which gives priority to the combination of education and
entertainment in its contents, is also used for making contribution to increasing
channel’s popularity. Besides, this could offer the organizations on planning budgeting
policy to support the execution of marketing communication with the aim of long term

expanding its audience to male market.

Keywords : Marketing Communication, Strategy, Direction Communication, Marketing
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