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Abstract 

 

The purpose of this independent study is to study the Integrated Communication Strategy 

used by the Siam Cement Public Company Limited and to study the effectiveness of Integrated 

Communication Strategy in creating organization of the Siam Cement Public Company Limited. 

The scope of this research is to study only factors which relate to marketing communication 

strategy used by the during the year of 2009. 

The study has founded that the Siam Cement Public Company Limited has adopted the 

Integrated Communication Strategy as the primary communication tool to enhance the image of 

an organization. Firstly, the company thoroughly employs marketing as the main drive in the 

organization. Secondly, not only does the company communicate to its consumers but it is also 

aware of the importance of parties involved with the company. Thirdly, besides communicating 

through media, the company also emphasizes on other elements which are used for 

communicating with its target audience (Contact Point). Lastly, the synergy and integrity of 

medium are the most crucial elements to success of communication. Integrated Marketing 

Communication concept used by the company can be broken down into 5 steps: 1. Outside-in 

planning 2. Segmentation/classification 3. Contact management – two way communication 

between organization and consumers 4. Communications objectives and strategy 5.  Determining 

communication tools and guidelines 

The research has found that the research sample had been exposed news regarding the 

Siam Cement Public Company Limited through several mediums which are television, radio, 



' 

newspaper, internet, printed material (poster, leaflet and newsletter), outdoor media (billboard and 

mobile media), company employee and promotional event. 

Television, 44.5% of the population samples are exposed to the news less than once a 

month. Radio, 47.0% of the population samples have never been exposed to the news. 

Newspaper, 43.5% of the population samples are exposed to the news less than once a month. 

Magazine, 38.0% of the population samples are exposed to the news less than once a month. 

Internet, 33.0% of the population samples have never been exposed to the news. Company 

Website, 49.5% of the population samples have never been exposed to the news. Printed material, 

40.5% of the population samples are exposed to the news less than once a month. Outdoor media, 

50.0% of the population samples are exposed to the news less than once a month. Company 

employee, 67.5% of the population samples have never been exposed to the news. Promotional 

event, 44.5% of the population samples are exposed to the news less than once a month. 

In relation to the news which population sample has received, 28.8% of the news relates 

to product and service. 22.4% of the news relates to corporate social activity and public 

awareness such as youth and environmental program. 

From the opinion survey in regards to the company image, the overall image of the 

company ranks in “Good” category (X=3.91). The company primarily perceived as the leading 

organization of the country which ranks in “Very good” category (X=4.21). It is perceived as the 

company who produces good quality products (X=4.15) and as the company who has advance 

tools and equipments (X=4.06) and as a company who brings new innovation to the society 

(X=4.0) which ranks in “Good” category. 

 From the company endorsement survey, it has been found that the majority of the 

population samples (20.5%) endorse the company as being the leading organization of the 

country. And 23.6% of population samples endorse the company as being the one who brought 

new innovation to the society.   

 


