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Abstract

The objectives of this research were to study
the techniques and feedback of using social media
that the world-class orchestras and the Asian
region orchestras use for marketing commmunication
and to study the similarities and differences
between the use of marketing contents of the
world-class orchestra and the orchestra in the

Asian region in order to present a marketing
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communication method through social media that
can develop a new customer group for orchestra in
Thailand or other orchestra. This study applied the
qualitative research technique with documentary
research for collecting data. The results of this
study indicated that to present the content of the
orchestras, a selection of 17 techniques were used,
and other different support techniques. The
world-class orchestra that has received high
responses from followers could create new
marketing content for social media themselves and
consistently provide followers information.

Keywords: Social media, Orchestra, Content marketing
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2weesiandn (Orchestra) Wuwasnundvwalugiintusuvly
UseTRmansmenusiaaadnusnglih adfenansenssui 17 Tugananadn
(Classical Period f.f1. 1750-1825) léfufiaummasussinnaului Fadu
uniwasiifisUuuuuazngnasilunisussiaseganiinia Jedesdinisda
woofinanilvdunssuiioliiduunmasUssnndaulng FelouFenie
Ussnili Bulnfoosinanirunaudsiagiu (ugnd ansing, 2546)
uilonananasiingamssuil 21 wosdiaanivans q shsuszaui
Yaumlnafiddaanndmsunisuaninouase ﬁuﬁaﬂﬂiﬁﬁwuauﬁjﬂjuﬁﬂ%mm
antegaininluefn 290931AAN31919UTEINADEN19I9 The Chicago
Symphony Orchestra fiasSuilefiun1sanasvesgvauazAnnagnsiva lnedl
MsNaHEUTiashveIsIalUsuNsINMSUEanaduTanTsy MsuUINsgNan
wazmstmuasATasdsmsLanILUUNaTRS (dynamic) ety
iRty wavansnsafigailéinsonnosvesausnanadnlilffuaniunisal
%1EJLLiﬂﬁﬂLﬁaﬂi%ﬁ%'miﬁgﬂﬁaﬂ (Ravanas, 2008)

lifissusseofiaanditu udenananldiausivssinnaaadn
Tildsumuanlannauulm widadiutsennevewnussamadnuaz1amuss
Usetnneosinanii lneilidygraifouinauninanadnmasileym senune
Unsitomneadinaninanasnifesazansiol waunsliaunsoviilisey
wazsredeaunald fuufionguiniu luvusiieumuannduasiasnund
panadn (Midgette, 2005) mima”mL‘U?{wmamuiumiazqﬂaﬁaﬁﬂﬁ
weesinanivany 9 whulagdu desnisnmislvad q Tunisiauaugli
diudu washliaduii$dninnty Guamiimeihsasdemniaiesde
waziBnsuiannsesfinanilraunsoogldedisdedunasuiuasyls
Wnfunsiasuulas Tngdanssnennsgiuniseandbiuiu (Kolb,
2000)
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1) wieAnwunadanasnanausulunisldd edsrusoulad
Naa%mam%ﬁizﬁﬂammsgﬁmﬂLaL%aisﬁumiﬁ'amimamimmm
2) WefAnwanumieunazuana1wweinsled edsaueaulay
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1. nM1389813 (Communication)
nsdoasneianisdsiutnasnyananiuionguyananis

TugsBnaunilmFednnguuils sunssuumsdemssedydnualannumes

U9IENT HIUAIET HTUans I@EJa'ﬂmasuaﬁﬂ’]i?{ami%um’[,uﬁqm (Berlo,

1960, 12; Lasswell, 1948)

David K. Berlo (1960, pp. 30-39) LauaLLuaﬁmmwﬁmiﬁamﬁaﬁmEJ
wgAnssuveanisdeansin uanuduiusseninsesdusenounienis
eans3un31 SMCR 1191nA131 wnasans (source) a3 (message) FaINNg
(channel) uazf{3uans (receiver) osFUsenousisdilliannsaugnoen
anfildludan 9 Tnedass nszvaumsdeansarssaumnudiSalddu
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Msmanddia Ao msnaafiiauisannsmanatenou lagld
nsdeansludsfuilnaiudedivia duimaifuteyavesiuslnariuszuy
goularl Wertime and Fenwick (2008) linnnuvingveansnanfivia
(Digital marketing) Snduimunisvesnarmintudeussnadniuau
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fugnildegeraidonduseynna feyailiannisdearsiugndn
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The Use of Social Media for International 225

Orchestras Content Markefing Communication m



AMSFISANARNYN Y 10 adufl 2 nsngIAN - SunAN 2563

131 Wunistvuaunn @Rertuauduazu3ng) waenszanuuin
Fununaremnedidnnsedind (Electronic channels) #afin13maia
Bademiasvaldldmneaudaiisusnisnainesulay (E-marketing)
?zfamamaqmﬂdwﬂssawwmiﬁams (Marketing communication mix)
Wit widhsnllufisnmsnainuinssenismandmsududanzdsuan
(Specific categories of products) 111 N15AAIAEMTUTIAIIUNTRUNTE
audgulnauilneiiludndae  waverananldiinismanndaidomaiia
ﬁaﬂszmumw‘%msﬁ%uﬁmauﬁﬁ]ssw (Identifying) mAn13ad (Anticipating)
warvaussaufiawslavesgndn iielildnalsfiFesnisluuiumien
\Baidvia vietngnisdeyaneufiunes (Bitbased object) fidsHumng
downediannsednd

in3osdlenisdearsnimaindidauaz v i ia

LFIENTOLUINE NS 09 DT UNTING AL YOIN19UDINTTA AT
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1) duled (Website) Wisumilouiintihéudiivglduuzidusi
wazhnsgener iUl

2) Search Engine Optimization (SEO) Aa 35nsusuusdaivled
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Anagluduud § vumihuananan1sAum (Search result page)

3) miNIRaIARIuBLua (Email marketing) #38n15v1n1591870
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5) sevilefnnugnAtuudesaula  (Remarketing tool ¥38

v
SN

Retargeting) LﬂsaamaummﬂsuaﬂﬁluﬂwsmmmmauaﬂmLﬂmmsﬂ,umi

q
v =

nszfuazsiftouindidudvieuinisuienaudiu q Sweey

6) naudpueaulay (Social media) %3 Social media tool(s)
Huedesdofnsmdanniiaeluagiu Suansuwanviefuiiduiiteusens
wwivany lanasu Facebook Fsléunnudsuiignlulssmelng Twitter
Instagram w30 Pinterest «Jugiu nslddedsruseulat Fudunisld
uwnanvlesuvesdedsnuoaulatifioarsiansamnanisnatnlunsdud
(Branding activities) JUkUUss 9 LileliAnnsAndedeasuaznnsi
g3 (Yan Xin et al, 2014) ssnisdueniuguslnaegaiussdnsam
nslidedsnuooulatiduiumeesnsairsmnuldiuioumanisudadu
(Mucan & Ozelturkay, 2014; Yan Xin et al., 2014)

7) msmanidle (Video marketing) fimnuiadoulus 1indsge
afalszamduiaiunniinisuesfensils  viliimlesiananinaulandd
domildusmddoegnafior mnnsdisanui flédumediinussana
100 dupu ginteesulamiluuszdwniu Andudadiugeds 1 Tu 3

Y934n137AINTINNIUNeeUlauvun wazievay 78 Vel uTlnAvy
Fleesulatndsdunviazase (FUUAIMN, 2561)

WAiiunidy

Tumsiifums@nuiidedos E‘Uqumﬂ%ﬁamﬁqmmm@Lﬁa
nsdeansnensnaavendeedinaniissiuunnnd  fideldsndeu
/N33 (Methodology) LR (Qualitative research) fe3g33e
\Baenans (Documentary research) lasimualiidunisiivdoyaly
Facebook Fan Page vos1toedinaniiifimuaiintiu uasdounds 3 iiou
nnfuiisuiuiindoya Aefouiiuian wa. 2562 Uszrnslunsfnuilu
nfsil Aensensinaniriegieisnun 5 2 daunain weefiaaniiszdulan
3 Sufuusn waraeesimaniluginimede 2 Suduusn Duiseesinansi

The Use of Social Media for International 227

Orchestras Content Markefing Communication m



AMSFISANARNYN Y7 10 adufl 2 nsngIAN - SunAN 2563

fsimslddedsnuooulavesnwieios uazidurooiinaniiifvenladuas
ganfnmuganlududu 1-3 dmiuiessinanirsedulan waveenianiy
giludedsauenulay] sufu 1-2 venseesiaanirlugiinaeds Tny
firsanan a Yuil 19 funen 2562 2uedy 5 29 1dud

1. 29 Berlin Philharmonic Orchestra: BL {waeesinani1fietng
Tusiulananuszmmgesiufitigfamumsdodnuesilat Facebook Fan
Page mnﬁqwﬂuﬁuﬁuﬂ' 1 vadlan ﬁaaméa@%wauaﬁwmuﬁﬂ 1,344,690
318 Uardinafanudruauninis 1,315,975 51

2. 23 Vienna Philharmonic Orchestra: VN 1Junseaasinan3iain
Ussmmsaainouazifuiiessinaniiesnaiiiinmumededsnuosulal
Facebook Fan Page Hususui 2 ﬁéﬂ@%wauﬁwmuﬁq 410,357 57¢
LLazﬁﬁjﬂﬂammmﬁﬂmu 405,083 51¢

3. W London Symphony Orchestra: LSO Wunseesinanin
frsgnalusyaulan ﬁﬁ;ﬁﬂm%mauﬁuﬁuﬁ 3 FUIUDY 370,475 LAY
ﬁﬁﬂmaﬂmmﬁﬂmu 354,920 57

4. 3 Hong Kong Philharmonic Orchestra: HK Wunseasinanin

egulusziugiinaedeiiduiivonsulussdvunnma 29 HK Phil
Hunseefinaninfioordniinedunldifies 62 Jurannsafguiielniy
souuluszdvanald 29 HK Phil fldwnugnaduvevdedsnuooulai
Facebook Fan Page 911 44,174 518 uazilinainauduiu 45,820
718

5. 9 Singapore Symphony Orchestra: SSO Wunseesinanin
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AANEEN
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loud AaUdAle (VDO CLIP) msldguam (PHOTO) l¥Asdidenlaslui
Vuled (LINK TO WEBSITE) nsanmdigdnsnisuanseaulal (TICKET
SALE ON WEBSITE) n13finilne (TAG FB FAN PAGE) lnaddiiuvinisiana
(EVENT POST) uag nslédedsnuseularidu 9 (YOUTUBE LINK/ OTHER
SOCIAL MEDIAS)

5. 9 Berlin Philharmonic Orchestra 1Swasfifianuduazany
aauslumsiiauedeyariudessulatunian uasilseanansuiy
gefigaillowSouiiouly 5 weefiaani1 wansiifiufennuasnndes
sewineaud anvadiauslunislideanseaularl uazmadaiidenld

easdeanislimediasis 17 35 arwilunisthiauelnaduumedn
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LSO Q’S’?‘iumau 370,475 918 KAAATY 354,920 518
HK @%umau 44,174 579 §Rnn13 45,820 918
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