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ABSTRACT 

 

This independent study aims to learn how to make marketing plans as well as how to 

select self-advertising media of the advertising agencies in the province of Chiang Mai. It also 

aims to study current business situations of the advertising agencies in the province of Chiang 

Mai.    

In this study, the researcher used the Qualitative Research by researching from the 

Primary Data such as In-depth Interviews and from the Secondary Data which is from the 

relevant journals, researches and learning resources.  

The representative samples of study are executives and marketing officers from 7 

advertising agencies in Chiang Mai Province within the limited researching area. The researcher 

has divided the study into 2 parts according to the study objectives. The orientations of marketing, 

advertising and advertising agency business as well as relevant researches have been considered 

as a frame of this study.   

The study has found that the advertising agencies in Chiang Mai Province have short-

term marketing plan in order to gain profit in a short period of time and reduce advertising budget 

and any business risk. Since each company does not have any complete marketing plan process 

according to marketing orientations. Therefore, simple methods of operation are exerted, focusing 

on important processes for further study. Then the company’s marketing plans are the product of 

the study’s result. Though one of a company’s effective processes may fail in a real situation, it 

can still gain some other good results such as a good reputation, meeting a customer’s need etc.  

 

In order to self-advertise, the advertising agencies in Chiang Mai Province will consider 

low media investment but more effective to reach a target group. Another important consideration 

of advertising selection is the experience of a company’s executives or marketing planners who 



	 

will determine the direction of the company’s advertising along with its goals. Besides, clear 

understanding of the advertising business is required so it can be applied to the local target’s 

society and culture of Chiang Mai Province. Hence, it means the increasing of the company’s 

customers and income.   

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 


