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Abstract

This research article aimed to 1) study the marketing communication of the Le Pan brand as
a brand challenger, and 2) examine the relationship between the marketing mix strategies of the brand
challenger and their impact on consumers' perceptions and purchasing behavior towards Le Pan
products. The research was divided into two parts. The first part focused on studying the marketing
communication of Le Pan products as a brand challenger through qualitative research, using in-depth
structured interviews with five individuals holding positions in marketing and promotional departments.
The second part investigated the relationship between the marketing mix strategies of the brand
challenger and their effects on consumers' perceptions and purchasing behavior of Le Pan products
through quantitative research. Data were collected from 400 consumers at 20 7-Eleven stores in
Bangkok using a survey. The sampling process involved three stages: multi-stage random sampling,
simple random sampling, and convenience sampling. The data were analyzed using statistical methods,
including percentage, frequency, mean, standard deviation, and hypothesis testing, with Chi-Square, T-
Test, and F-Test employed to test variable relationships.

The research findings revealed that the marketing communication strategy for Le Pan as a
brand challenger involved a targeted strategy, utilizing the 4C’s: Customer, Cost, Convenience, and
Communication. When integrated with a flanking attack strategy, this approach gave Le Pan a
competitive edge over market leaders, leading to significant success, particularly through the
distribution channel (Convenience). Additionally, the research on consumer perception and behavior
found that the relationship between the brand challenger’s marketing communication for Le Pan
products and consumer perceptions was effectively conveyed through the 4C’s. All communication
tools were used efficiently, leading to successful marketing communication, particularly through social
media, which effectively targeted the company's intended youth demographic, reflecting clear
consumer responsiveness.

Keywords: Marketing Communication, Brand, Perception and Behavior of Consumers, Le Pan,

Challenger Strategy
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uanA1sInATELAYlY wazillenSouiisundnfurinsiasuls AuAumauissaiaiiald w1 aatuan
Tnsivewdndoe dwlvgfnimmedu Auenuvainvaievewdndun guslnadiulngfnimainvaiendy
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drugudnualussyduet diulugdndn duade/arenin dwsusiandulugfndi weriu Tugun1smae
dnlnaiinin meldiendy wagnslavan/Ussanduius HustaadlvgjAndinfidesndn
4.2.4 nameeRiAiunginssunsdondndasinsiaeulsasiuilnn wui anudlunis
Fowdnusinsiaouts Ao laiuuou wnradifuslnadilugidendondndusinsiasuls Ao misldineg
wAnfausinsiaeulsiifuslnataidulsesh Ao vunilaeald dusnuiuidendnsusinsiaouds sonds Ao
1 3 wazTaguszasdluntstondndamsingiaous fe Fosulssniuies
4.2.5 nanFngiiRstuiadedulssaumnismaindifnadenisdondnfas nsnaouls
wuhdunsdsasumanmsnanadnaonisindulatonniian sesasunie tadediumen Furominisia
Swte warsundedug audduiadlefinsundunefuineanden fail 1) Srundndus Tnenms
fuilnaAninfinadonisdendnfusinsiasutegluseduan Tnsadnisdundnduslueie cp sl
fuilnedniriinasonisinduladogean 2) dwsia TnenmenguslanAnindnadentsdendndasinia
ws egluseduan 3) futememsdadining wui asnmsmguslaafnindinadenisdendnsusinsiae
weglusedunn 4) Frunisdaadunisnain nud neamsmguslaadainiinasonisdondndasinias
weglusgdusnniign msdaliiisemsduaiunmsueiiials fuslnafeindnadenisindulatogean
KanVAEUANYAgIUNMTISY feanSeadsdl
auyAguil 1 msdeansnisnaralugiuzgindeianuduiusiuiviuasnginssuvesuilan

a =

anfinsnaswddluansunnuiuas Jsanansawvseendu 2 auyfigud

LR
a o v W & Y a o ¢

NanSMAFRUALLAFIUT 1.1 MIdeansmsnaalugiusdindainnuduiusiunissuinandasing
wwoudsvasifuslnalulvangaymuiuas wuin msdeansnismanlugiugdindaiifiauduiusiunissus
nanduginsaeuasuslaaluwnnguvmumuas wu 2 a1 laun Aundadue uaeiiunsdauaiunig
nsnana uilanuduiusiunssuindndusinsiaeudesiuslaalulunniunnumiuas WigwaAulgE
ity wagnanimeaeuaunfgiud 1.2 nsemsnsmanalug s deianuduiusfunginssunisde

HanSTnTNaowlIveuaAlulanFnNInIuAT WU dod1snsnanlug ugivindeniianuduiusiu
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wqﬁmmmiéawﬁmﬁ’meﬁmwLaaLLUwaaﬁﬁIm TULUANTIVNENIUAT WU 2 AU LA AuYean1anisdn
TIMUY UATAUNNTAUATUNIINTAAA LLc-w'ﬁmmé’uﬁuﬁ‘ﬁ’quamsmmi%yamamﬁmﬁﬁmmaaLLU&%@QU?IM
Tuwansannumuns

aunfigud 2 fuslnafiddnvauematssrnmansiiuandistu asiinissuuagnginssuniste
wAnSainsnaeuUuAnNeiy Feanusauvau 2 aunfigiude

namsadeUANNAg LT 2.1 uslaafitidnwasmeUssansemansiiuandnaty axlinsiuinan s
pynasudsuandnaiy wui fuilaaifidnuuensussansmansfiunneneiu axfimsiuinansasingiae
wauansaiy wu 2 fudsliun ssdumsfine warseldroieu udfiaruunndsiufiosuduisdauiy
Laznan1sMadeUaLYAgIuT 2.2 Juilnaiiidnwarmsussvinsmansiuandnsiy wiwgfinssunsdo
wanfausinsaouds wui uilandifidnuasmeUssnnsmansiunnsiety azfingAnssumstenandug

asnaauUs wu 2 fuuslaud 0ne uazseAunsfn waanuueneneiy iesduuisdi

5. aAUs8Na
a a o ¢ SYY a
5.1 prsFeasnsaatananinainsaauUlugusuUTUALYINT
NNSANYILIARGaANINTRAR U N INTT anagnsnisiiend @ vesilady Aenlaes
Kotler, 1997 (81984lu usngd Judziud 2555, w.55) Felaiiisnisinagnsdunusuldnieiuey 4 35 @
nandueinsaoudildtinagnsivantunlinmun 4 38 FdaAunude nsadiunisieasnisnainlugiue
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FvnTevoamdniasinsiasuUs wuin wanfasinsiasudnmsinsdoasnseaialugiuzgindanlduuy
ATU9T Aaustumstmuainguszaslunislanfguidaeduivns nefinsilUnaumausunnsdoas
AseanEudINUsEaNansaatakuulva Ae 4 C’s (Customer, Cost, Convenience way Communication)
femsdeasmanasemantasinsiasuls SudumsdeaafielmAnnisiuiazandidud suiadieatg
avudla uagldudmlaliAnaudesniawdndst Swamnsnesuisreandenldmulsdudutoluiie

5.1.1 nagnénsigeth (Frontal Attack) lunslaufieaudsvesquds niensliiaiosienisnaia
siod naUsnsEminsdududazdn naulavanudsiuiy nsdaRnssunsduaiunise saansd
sy Fennuaddeinuin drunisnisdeans (Communication) Wusnnilnaiesieddyvemaniasinm
wwoudsliidesluninsaeasriuauazninlunisge (Convenience to buy) wefiies Fuiisnsnvun 8
F3aide nslawan (Advertising), nsuielagldndnauwne (Personal Selling), nnsuUszanduiug (Public
Relation), nMsnaalagn1sinnanssuiilay (Event Marketing), n1sdet@3un1591e (Sales Promotion), N1l
Aol (New Media), Aowadaudl (Transit Media) waznsldnansasiidude (Merchandising) Funsosiiely
nsldaasunismamiivszaunudidadegieiu 2 wissdeffe msnaelnenisiafanssudfimy (Event
Marketing) mszidunsdeansmsnaniilansiudnnianiesle owhonsvinAanssufiewemwaniusing
wwouvsiy vhlsinguithmnglatlenalnddn wasduiadnuomantusiosnuriads ianissuilnensuay
viuiividla suAnduauynilusivesiuslnadundndag feluisiindshiuslaaldiowazsinsaiign
wazslddelul (New Media) fardudniniesilovesndnisinsaoudsiitionulansudusgnan

5.1.2 Msfaude wiensglandais (Flanking Attack) iunisfignseureguds lidnazlugnesau
sunsiadmiing YnsousuII gaseusuNanel Fewudn nandusinstasuls In1snszanedudily
yin 9 refidullld TneAndmngnunedudfinnasiuslnaasdeiufiiudosivasadslunds tomenis
Samhoagelmifudosfnisfisanuazninlunsdeduduazuinsvesfuilaaldedidls maglunout

YA

fuilnmandulindulatnasdefiluy deannuitls uasdenatla snniinistenudemisiignimuaiuan
AnAnuazEIndving uaidoinun mseansriuauazaanlunsie (Convenience to buy) wienisdeans
NUTBIN1INTIRS Mg vesndndeituindunisdearsnisnaiaiilanaudnanisiemns mugluiu
nsduEsuNmaTn degaruvendndurinsiaonls Ao $1u 7-Eleven Hilugautsveananinsingasui
Fsannsaouniuuilnaasiiuliin ndnfasinsneuladuduiiimioldiemnluyniu 7-Eleven uay
wuriundnfasinsieoulanniian a 9adwiny Aef1u 7-Eleven iflosnnuandusinsnasudaudives
WFiearustu 7-Eleven thues Tnefllnsatuayy Wy nsliuiifiafianlunisnssdedaet nsdindesos
panseulTUUTReuduAiTidnwellnd A s s oAufdurstauidinuazinAudvasgut s et
i1 ferdunsdoansiugadimireduiiideudrsliussuiinduogiann wagliminnuluiiu 7-Eleven
fredefneduitnde uazddimsfinsmnussiunawdntae Shelf) Tiaumenudnie

5.1.3 nsfleuden niafnsenuruln (Encirclement Attack) Lunsiauendndusiliidennane
WUU VIaIEAMAIN LATMATETIAT LRaduasANLF BN 1TTasgnA AU ILANGNS Fearnnaietinut
wanfausinsiaouddldldnsdearsiiuniudesnisvesiuilan Tnesiudndnsarifiaunwiazannsgiu
Fenfuimun wardomshunnuanuangveswanfasiniauings nd 60 wandast vilsidarlnasiuuay
Fuslnadidideniserniwdndueiguas insdlefindndasiaatazduremalagnssitunsdoasves
wannustldauilnald uiluFesmsdoaskiuguniwvessdnsusiludsfuiloaty wdndusinsiaousd
AunninRae uidslifianulaawurieunndsangiudesndle sufiussyfarifdildaznaniauhls
fuslaadnduladelusiufifiiudud fifssanunainvarsvesdndusifidufdomslusauslnaliie
madenundaiu waedliidenunnnitdin uansliifiuindefusasiaeutsinmanagnsluguiiie
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wuzfinlflidivme mnsdufisinsdomsiundnsusidbildfanuwnimndinmnsiiiaog ddy
nsdeansiuanudeamsvesiuslnaveaasuldiedililaniuminlvsin

5.1.8 MsAn1Y (Bypass) Wunisiauendndasivaieiiiendomieliiorestundndauriny nsld
walulaflel saudamsvsnesaialvidae Ssanuaifonuin nansusinsiousditiausddmidiordiun
USuuganaziamwdndasiasuuduvats 9 s lidnesduluduszdunisdeniumunsvemsaud
nAndsinsasulidlauaenadesiuuuiAnnisdennumuneyeinsdudives nea alaunsy (Stobart,
2004, p.5) 7141 sefumsAsmLTINETRIN T AT 6 SERuLUURUTALY uarduiallls IFun aaenTAves
wandue anUseloviveamdnsa auwemanias Sausssu yadnnm waznmdnvaivelifidese
Fuilaeiu sgdheasrdliannmiiusngiululavesfuilaald ndnfe andudomansusinsiaoids
weremazdeliguilnaiuin undndasinfanuaslvdneldnunm waziasgrufoaiuiassine
uenniluduvesnmsdemumnefidudalailiuidutofiulslide ludruvesiuinusssy fueudannazua
Trguslnavusnalaosiisuuseniuieg azmnaus sg1semnsdisagunieniuussmumunszuauilag
flow uaznAnfusinriaoutosfifunisludy uasnerewdolifuilnadiuiayainvomaudided
wanSasinsnaeulsie ausulmi auvjuanlugaladoaiiie uazdfonisomsiunsdudiinisuaniosi
nsuaeuldlsneneiihnagnsinaunnld eftazanznguidmneesnguiosuiifinesssliamsatbls

5.2 n1sdeansmsnmalugiuzgiirdsiunisiuiuaswninssuvesduilnaiidendniusinsuasuls

5.2.1 dnwaneUszansmans wui Juilnandadusinsiaouls iWuinavie 182 Au A
218 AU fo1g 321319 30-39 U dns@nwiszaudsenvatswasU3yeyieswindu fondwmduninauuitm
fielddaud 20,000 - 30,000 VM ansREAUTEHAIRLITUNITUSTRUSIARTinerEn ST T RELUSLE
Fuilnafiszosnanidinuandusinsnasuuduta 2-3 Yundian Snnandnsinsiasus diugomnanisdn
$1vi1e $1u 7-Eleven 1nilgn Ssuansdliiiuinnisiomsiutemisnsdadming (Place) a $1u7-Eleven
fnalaonsdlunsasrenissulituduilnauniigads demaliguslnainfmanfasinsiaoulmnaseiiin
1 7-Eleven Huinduiimsdomsilairsmsiuiltunansusinsiaoudsldifuened wazdfuilnadiuu
Litesfisnazindmansasinsiaeulmnassiiindn 7-Eleven uonaniludunissunsuinansves
fuslnandndausinaiasuls tuasdiuliin Seiuiiu 7-Eleven mnfigndnde

5.2.2 sumsandrdgdnvalvoswdnsueinsaeuls asiuledn nquiiedisfinnufiuitaunse
ansldduunsdin Andudesar 30.5 Jwmandlidiuindwinalansuresdydnualfideldamisaasnanis
anslviguslaeldamun

5.2.3 srumudauiiuiifondniasinsiasuus aiiiulddn nguiogisdianuAaiiuin wansineing
wonvailnunmliunnsnsandudussiamdeduifidmionaissmatniiill wasdanudndiuitludu
vosnunndudiy §eldldiedesflondndlazidnandrslumsfoasnansustldusifiosesdla masaaud
auAaiudleSsudisuiuaudidy 9 uddusdnddnvasildunndietuann Tdiludesruanivali
fanaiinnumeudunsdinegauliiinanuwandis In1sivuasiaine q duduguinain I3Udnuaives
ussnusililanwiuningiin uiflenuvanavansvesdnfasifannniuasiitemisnisindivinevesiaies
dunslawan fmslavantdosni dedimwaenrdesiunansisoidmuaniinuin lilfwuluSesweanis
Tawan uwhiuludesvasesmanisdadmiisuasansaufimundundn 498 avardasvouldituds
nszuIumssuvesiuilnaidnondniaminsuasu

5.2.4 runmdnualvemanisinsasulaziiulad iWendniwanisinsiasus ngusiegig
dnllngjazdindeiin 7-Eleven 1udusiuusn fades 65.3 Sudufiaesdio WuAumilannm wazdusuaude
Sponsorship a'aumium:hL“ﬁluﬁuﬁ’]ﬁﬂﬂ%’ﬂﬂuiuiwzjﬁ?ué’ﬂﬂa’luﬁav‘iﬂﬁﬁuﬁmﬁﬂﬁﬂﬁa&iwffmwu
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5.2.5 fungAnssun1Ttenansnueinsaeus e AuTenanslunanginssuguilanues Kotler
and Garry Armstrong, 1996 ($n38slug¥and A3T5uns wazn1oun aaung 2552 : 241) inddvngslasg 4
flAnnsfnauladenansasilneSuannsiidansedu (Stimulus) fvlfanausoans Anseduazsinu
Wlulundesdn luanudnvesuilan daduanudnnisdndulavesiuilnafiguanvieduisliaiise
nazild Anusanindnvesuilnaasldsusinasindnuaesiie 4 vesfuilnarniuiafennevaues
voaffuslnatu q viensinaulaferesiuslng andiui ludunsmevaussdeiiu fuslaafienuilunisde
laiwduou wandliituinduilaaddlisnfrensaudaurelffnnstodulses uasuandiiuiiidaaule
Fondendnfarinsiasulsimmeimnieldiefian fedovar 64.5 dnundnsuiifiguslnatovesiignde
yunthaonld Andudesas 12.3 Jududumildiuanudennniian wifuslaafuanddnlsa Anduiovas
19.8 lunmin Swauduiiduslaetondedendadios 1 - 2 Susiniu Andulosas 458

5.2.6 fnuanudesnstevesuilaatdu anfuldin fuslnaiinguszasdudnie dosnisdoiile
Futszmues fv 256 au Andudosay 64 TedisruuAueds dafuasuimansusinsaeulineuaues
anusesmsvesiuilnauuuituiviulaannnimsderhn uenanilimguadifuilnadendniusinsiaoutends
wsntuflanazdoansmaaossani Tnedildlfuesdmunmaudwionsduduemansurinsiaouls

5.2.7 Hidviifinasonsinaulatondntusinsieouwesiuilnatuasiiulii fuilaadaaulade
msztadesumsdaaiumienisnann feriade 4.28 Gegluszdivainniign iefinnsundusedenuin e
fifuslnafeindnadenisfnauladegegafomsduaiunisvisuiaula Fedade 4.33 warnislewan/ns
Usgwnduius feaniede 4.24 sesasuniduiladenisinusian Saedsegil 4.09 muundeiadefudes
yensdndineg (aunsndenidaznn deaads 3.70 muude uazdadedundnduminundususy
aaving saoAade 3.60 dauvseanifundndasiluiaie CPluseduuin deAade 4.06 sesasunde
AMEnYaiYeIngIAudn furade 4.04 5esauNEnfe ANLVAINANBYBINANSN oA LadY 3.82 LAy
Arannsanasivuarasisuionuad feAneds 3.67 mudidu feilduandfiiuinguilan
d’;uimujé’amﬁwﬁuiuﬂ’ﬁ%awémﬁmsﬁmwLaaLLUaﬂj’]umqahmJisauwwmimmﬂ

ﬁaﬁ?u%’aé’uwummm’i%’m?jaﬂmmw waztdeina Tunuidedes nsdemsnimainvemsaudi
fvindevesgsiatuine’ Aunssud wasngAnssuvesfuilnalulansammamiuas nsdnwindnsasingae
wts Wt wAnsusinsnauls Sn1sdoansinuguilan, :1e0, anuazaanlunismnde wagnsdeansmg
nsnann Ingldmuguasnaunaunaunduiu uazlivnindosdondeiiuszaniam wu WedinsdnAanssu
fumufiagyiussrduiusemugiulufeionssdusenns weilfiontdiguslnansdaaulade Suatesded
gniunldiie nsdeansiiuanuazanlunmsnie ftedunsioamsmananalugiusiideesndnsusing
leulsfiAfign sziouiailoumsinsedoansitdeslunsindedeansseninmansusiduguslnaldfiian
fagsruneauaranliuifuslnaiudemaillddndae  dauisnesiidesmaiuvosmumeniilifaunso
Usgniinsuuszanalunisvideansnismanels guslnaanansaasnsnisiusldegammma wasdslidmunszdu
TduslamAnnissuiuazanst awAnmadnduladelddnde Tnetesnamsdnsmneduuuy Exclusive
Distribution (N13n3xBAUAUULTIBNREY ) dufifed1u 7-Eleven Sadunsnssareduduuugnuin shls
MUANSEAUUINS waznadwsléunndiga Tassumadie POP (Point of Purchase) ai gas1vitedud finnsdn
fufilunisnsduiiidigarilideduslaadudranluswansoeadiuldviud fSnismnudstunsesng
e Bnviadahadnsusinsiaouniansuutunieududgudadnde hlsuslanannsadentodudn
1#rou uonanddsliminemilui 7-Eleven Baslumadesunsuazuuzindnfasiilognédiutoaud
meludu uazdalinsilusluduan wan uan wou usideldevestesnisnisdndiviing LUy Distribution 7
Juteldseuluneuiiife ieifuaudiiynuin dldernfiasannsodiluneldlutemedu 1 mszgn
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wesAudwiadidududn House Brand lUuda Safasrvuanagnslunisdearsnsnaadoluliian
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duf U158 0815119130819 (Marketing Communication) #aasTausinsaswdafidodnusyau
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