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Abstract
This research study aimed to: 1) study the strategies of cosplay event management in Bangkok,
and 2) examine the success factors of cosplay event management in Bangkok. The key informants
consisted of organizers and co-founders of cosplay events in Bangkok. The participants were selected
using Snowball Sampling, with a total of six key informants. Data were collected through semi-
structured interviews and analyzed using content analysis.
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The findings revealed that the strategies of cosplay event management in Bangkok consisted
of eight aspects: 1) sponsor management strategies, 2) experience design strategies, 3) collaboration
strategies with partners and guest participants, 4) spatial planning strategies based on functional usage,
5) crowd density and crowd management strategies, 6) goal-setting strategies, 7) loyalty-building
strategies, and 8) venue selection strategies. Regarding the success factors of cosplay event
management in Bangkok, the findings identified two major dimensions: internal factors and external
factors. Internal factors included venue selection, experience design, event improvement based on
feedback, trust- building through continuity of event organization, and coordination management.
External factors included the growth of cosplay culture, social acceptance, community expansion,
participation from related industries, and the use of social media for public relations and awareness

creation.
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