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Abstract

The purposes of this study were as follows: (1) to study the demography
affecting communication strategies of Lolane Z-Cool, (2) to study the current
communication strategies of Lolane Z-Cool affecting brand's succes, (3) to study
integrated communication strategies of Lolane Z-Cool affecting brand's success, and (4)
to study awareness of z-generation affecting communication strategies and success of
Lolane Z-Cool. This qualitative research collected data by depth interviewing and using
quantitative research. Speaking of the qualitative research, the depth interview was
conducted with personnel related to strategic planning, marketing, and organizational
communication of Lolane Z-Cool as well as scholars and communicators. Each group
consisted of 3 participants.

Most of the samples were male, followed by females, aged between 13-23
years. The largest number of respondents is the 14 year old group, the smallest
number is the 22 year old group. And the average monthly income is 6,236.68 baht.
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The brand communication of Lolane Z-Cool via mass media, the findings
indicated that (1) magazines and television had effects on the perception at the highest
level with a mean of 3.61. (2) the offline marketing activities, the brand communication
of Lolane Z-Cool through activity booths in public, premium distribution, and
sponsorship for university activities could significantly increase the perception of
Generation Z with the mean of 3.60. Furthermore, (3) the brand communication via
online media and activities, Facebook had an influence on the perception at the high
level with the mean of 3.43.

For the brand communication via brand ambassadors, BNK48, through several
media, the results demonstrated that BNK48 could enhance the perception of
Generation Z since the samples could recognize the identity, the image, and the
outstanding points of Lolane Z-Cool. They also perceived that Lolane Z-Cool became
a more modern brand due to the use of brand ambassadors including 16 main
members of BNK48 — Cherprang, Pun, Music, Mobile, Korn, Kaew, Pupe, Jane, Orn,
Jennis, Kaimook, Ja, Satchan, Namneung, Noey, and Tarwaan. The image of BNK48 was
concordant with Lolane Z-Cool and it was applied to the brand communication
through both online and offline media such as Facebook Page, Instagram, Twitter,
social media, articles on websites, promotion activities, and premium distribution. The
mean of brand communication via the brand ambassadors was at 3.89.

According to the qualitative research, the findings illustrated that Lolane Z-Cool
applied both online and offline media to the brand communication strategy. For this year,
the core brand message was “Beautiful Hair and Cool Life with BNK48” which aimed to turn
the brand image into modern Japanese style to suit Generation Z. After the use of BNKA48 as
the brand ambassadors, it was found that Generation Z men, working-age customers, and
even Generation Y were more engaged in the online media of Lolane Z-Cool.

As a way to work out the communicational strategies for the Lolane Z-Cool brand,
researchers concluded that the brand will have to place their efforts on developing
credibility within its target groups and position their communication message clearly for the
brand to be effective. Through online media and integrated marketing promotional
activities, consumers will be able to get close and involve themselves and relate more to
the Lolane Z-Cool brand. In doing so, it will create brand awareness, and increase the
customer base for the generation Z target group and allow the brand Lolane Z-Cool to be

relatable to them (generation z) in the near and promising future.

Keywords : Communication strategy, Product brand, Z- Generation,

Integrated communication, Brand success
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fnmsnevaussionagmsnsdeasuusudlauauTna uanssdy

2. wamsIdeiRnfUdnvAEMIUsEvInsMansdmasienudnslunisdeasvesuy
sudlanaudaa 99nn15Anw1 wudn fuilaaauiuelstudidimaunnd1afuszdanase
awdsalumsnanagninisdessvesuusudlauaudaa liunnsneiu Wudeaiuiuguilae
RuwelsTuTiTenguanssfuazdimasioaudiialunisnanagndnisdoansves wusud
Touaudna luiunnsaiy fedludiuvesnelfadedaiiou wut fuslaamuueisiuifdneld
\desalieuuanssfuszdmasionudsalunsnsnagninisdeansveuusudlauaudna
uanenstuegafitudfneadaisedu.01 annsAnwnInTInvesnsdeasuusudlanaud
g8 Tudoysanmsguuuusineg fuilaaauiueisdudanansosudiunisdearsuias (Above
the line) léuA nsdoansritudeingans, nsdoansuudelnsyienl Wundn wenannd daily
duvesnsdoansifieainsnisiuiiiuianssumienisnain (Below the line) fuslaalauiue
istudanansaanusasusldanmsdemsiuysanssuluaniuiiansisaesingg, msdeansiiu
dufaunan uaznsdeansiiunsifualsuwesfionssuluuvinerds sudsnsdoansiiie
a¥unsiudihudeuazAanssueeulayl (Through the line) AUszneusiy Msdeansiiude
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19 9aNaNVDILUTUR, ms?‘%amimu‘lmwmﬂu?«'aaaulaﬂsm6], NFIANINTIUAIE Tude
ooulativeuusudlouaudne, mideasinuudenines uennimauvsuilauaudea Safinng
foansileadnenisiudriuuususuonames (BNK48) Tudesineg Tnamsléiinges BNKag
iletelunsiffuslnranansaiuiuazanduusudlowaudaa 1d, msfuusudlanaudea 14
tin¥eans BNKA8 luuusudionuramefiliauuesiudiiansidndudldunnineuilyl
T4iinFona BNKa8, fuslnaauiuelstuiannsaiuiuazildusmfuuusudlanaudna s
Aanssuuudessuladfisasiuduiniess BNKAS 16 uagnnsldiniears BNKAS vinlwosnidn
salufanssumanisnaia (eeslall) vesuvsudlauaudng undu aeandosiuil Sujittra
Kaewseenual (2015) l¢Anwnianisairauusudlugna Branding 4.0 findnfennumaneves
nsfeansnsnainuuusaunaiy Wunslfiedesdiodoasodimsmdsianiy en1sdears
nsmanauuuilddemnarunazasinfanssuludoasisaglunsdeansludauilnaileasns
mssuslituwusuddudlaluiniegnarng,

3. wan1s3deiiedfunsdeansnisnaiauuuysannnsyesuusudlanaudea i
aduiusiunsuivesauueisiud TumsAnwiauduiusvesnsdomsuuuysannis
vosuusudlauaudna funmsiuivesiuslnaauiuelstud wuin msdeasvesuusudlauaud
A8 tieaunsiudiunsdondn (Above the line) Tnssaudianuduiudiunissuivoaau
\welsud nanafe minuusudlavaudga dn1sdearsiioaranisuiiiunisdearsudn
(Above the line) ifinduagsilinissuvenauuaistudiiutuluduiloasefugediunis
doansvesuusudlauaudea ileairensiudriufanssumenisnain (Below the line) Tagsam
fudiaruduiudiunmsiuivesuilnanuueisdud ninde mnuusudlouaudea dn1sdeas
dieadrsnsdudinuianssumnanismarnfinduagsilinisfuivesauueisduiifutuly
seiuge Jeaonadosiunaiuidones Pattareeya Kiangnarong (2001) léinnns@inuiizes na
gnén1sdeansnisnainiadesiuteanesednauneuiy nsdAnvinusudUIA1$E vTives
(Bacardi Breezen) [éfnwnistunauntsnsunuuazmadonifiaiosflonisdearsnsnainuos
LUsUAUIAER Uiwed 1inagnsnsdearsmsmanauuuysan nisuillinisdeansinu nng
Tawan nisduaiunisne msdeRanssunmsnaiaiaznsvhnsUsseduius tonong v
fuslaainnsansluasaud nudaiansvasosduuazdodudiuiasa vees lufigelu
Msai1sns3ud dunsdeansvesnusudlauaudna doansifieaiisnisuiiiudenariansey
ooularl (Through the Line) winuusudlauaudga fimsdeansifieaitsnissudriudeuasdn
Aanssuuuoeulatl (Through the Line) isduagitilinissuivesiuslnmauuoisfufifingu
Tusedugs uazlunsdeansvesuusudlanaudna iensaenssuiuuusudueianes
(BNK8) Tudesineg mnuusudlauaudna sinsdeansiionisainsnssudiuuusuduenuna
W3 (BNKA8) Tudesnse Lﬁuﬁu%v‘iﬂﬁmﬁuimmLﬁml,uaLi%'“u%l,ﬁwﬁuiuisﬁuqa AIUNTS
fvuausanosvesnsdeansludelndea uusudlauaudna fnisununuesiniosd il
a¥enuduiing tiaueneuiudfitiniusiuasis asdaduilaa neulanddameuduns
wazaudeinislindn Sasiundearsiiunouiug nmnds 3ale wazdulvnsmilasiai
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viuasle aenndestumsdnuidanaannuin lusuwesnisiuivesuilamsiunsdoasves
wusudlauaudaa Wedinsiudeyaiuslaalumsinfanssuduadunsnainludeluidoaiife
udnuesiusus SnviadsiinisnsiaquaTmuesiusus (Brand health check) Tunng T Tnsn1sv
wuuAeuMukarnsasiuiiileliutoyaangusiaaiilethiniaunisioasveanusudlauay
Faa TiliussAvBndasnntu seidwut Suslnamuueisdud Sanuusudinntundaani
THuusuduosuianesudidualniidn (BNKas) lumsioansuioussmduiususaiusud Ty
fuslaauiau 70% amnsnSendouvsudlanaudea IWgndeufiuuiniu waslivonfnnulude
yn Aeledoaiutu fefuilaauuasiulmeaduars sadsuilnatorhauiidim
AoUNINTBsYANAN AN IINNTY Senseiunanisfinwves Som Kiattikanarat (2017) 7il&
ﬂa'nﬁﬁﬂmﬂiuLLamia%ﬁamﬁu%’i,ﬁﬁuﬁﬁlmLauLuaLi%uﬁiuﬂ 2560 Taeitunsioansiy
oviidduaznaem ulanlnl Withendndasiauduly uonIniglFifgaindrdldng
mmamN‘U'ﬁimLﬁ]uLuaLimwmﬂwammﬁlamumﬁaamwmLwium wardanseiu Usana
Janklum (2017) find1n1 fuslnaeuueisiuddmadenilidndrilunisideniiazidnivde
#9q Tumnedsfuilamauueistudfeansnadulaaniinuesliaulaléviui uazduilaa
wuastudnguilfosmadudimuamadenvesiies

4. namsIdeiReriunsiuveauuelsiud fdwmademudisavesnusudlanaudea
nmsAne wudh Tusunmdnuaivesuusudlauaudna uslnauiuelsiudiinisiuifu
Andnwalveswusudlauaudaa laannistduusuduenuianeasvitlinindnualvousud
Touaulvifleuiuadionnntu msldnionsindesatidualnifisn (BNkas) Wunusuduon
amedihliuslanauueistusidninueaduauiiuadie suysdnawssauususlanaud
g8 wuih fuslnaeuuelsiudatinsiuifuyrannmussuususlauaudga Tiindunususd
fiynang luing asla, 9159, :nmsdeansvesnusudlauaudea vudessulatiuazdesslay
uazFugaLuvesuusUAlauaudga wud guilaauuelsiudfiinisiuiiugaiureny
suslauaudna lsnnnisesnuuuussafusinidusundsun uasnsuisdiunaunaninde
ungenlnla assiudenves Kalan Warapitayut (2015) lenanafis nsadrsenanualvowy
su (Brand Identity) 1131 “londnuaivesuusuddudn” Ssife yaudeiiauenndnuusiidy
faaioviaforvesnusuddud Jauvsudlanaudea Algauvielondnuaifidudadue

P =

genAdeaiumsfnwidinunminuiilouusudlauaudng dn13uHuNagNsnsaeansves

U
¢

wusudiiuadansendrnmdnuaiuusudliiinménwalyaradidunmdnualaududgiy
wnu Sanuituatie umsdeansiiiuondnuaiuazgaudwesuusudiduunsentala vl
wusudfienuudousanndduluniynvainsansivesuslon uenanidsfinaudsunin
WU ULNaesUsI i Tivesnguaiudsudny Jga dalaesiad Miunandusivdnveay
sudlifiaianmofiduaniede anla g uassneaufunuTud sl Sumsdoansossaiiy
nsfafenssuvesuusudlauauinas iknudessulal uasdolndoafiunniuludoseulavilsd
AuvEINTay TauTaniusinsidnisdeasinsmdsndaslunsifenssuduaia
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nseansNiuiieasansiuiuasiiugruguilaaludg Maauuesdudiuasnguioinnu
mouduliuINTy

Impactful Communication
for Lolane Z-Cool

6C’S STRATECY

Change Image

IMC STRATEGY

Consistency
Conviction

Social Media
Native Advertising
Activity
Influence
Partnership

Genergtion 4
Generation C
Co-creation
Customer needs

Creativity content

wun il 2 lanannsaean sl voRaveUTUAlaWaUTAA (Impactful for Lolane Z-Cool)
1 (Ipdansiz)

1NMTIATIERan1sITelulina “nsdeansiBdugrninaveswusudlanaudea

Va o

(Impactful for Lolane Z-Cool) {3delsiAunudn asruszneudAgueduna amnsouvsladu

3 nay Inedanuvanedssialudl
1. nagnsn1sdeansn1snan 6C’s Strategy

Change Image unefia msdfunmdnvalveswusudlavaudaa illnwdnwaldu
anLeldy Aviuas

Consistency e wusudlauaudaa awdesdinisdearsiiduonnin vidlude
soulatuazeenlatluiiAmadeaiu

Conviction vanefs uususlauaudna fesairsanudedulifunusuduagzsn
wARS a9 HunsAeasinsmaslusanguiauiuelsiud

Co - creation mnefis uusuAlauaudea dosdsiuilefuiunguauiueisiudiile
a¥aassAnsdeansuusuluguuuynyg

Customer needs vanefa wusudlauaudna Fosjatunsdearsinsdlaniny
Foensvesuilnaauiuelsiud
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Creativity content vs1efa nstiausdoyandndnsifiiuaudnaiisassa
fuasty thnsust Sanuwdanlulsidlas
2. Fruiadesilannsieansuusud (IMC)
Social Media mwneiie nslddeladeaiifelvalg Avuadte Whunldfuiy
wenmileandeluiduandng
Native advertising vanefis msthiausdeyandnfusinlinnuiifianmniidede
livgvesmuiuluiludoseulmiuazdeeonloy
Activity sanefis msa¥isUszaumsalialiifuguslaaiiunisdnfanssudaass
nsmandiuantyal
Influence Mnefis Msliyanaiideidesiiinmdnualivivaioasandesiuuusud
lauaudaa
Partnership ynefls Msvsiusinsifinguitmneiauueistudniloudu Tuns
fudlefuatrsassinisdoansuusudlinienniu
3.9’1"1ué’uﬁﬂm7ivf]uﬂu§ﬂmi (Generation Z / Generation C)
Generation Z vaneis fuilnafiunenesaud 13 - 23 T Adudhmanendn wiengu
sulmififienaiuatedomnisldudnsusiitlduanil lidnlas
Generation C (Generation consumer) yaneis Malasuudasoglivgadsos

N

Auslaaiasuudadlunuenade

dalauauuy
L daauauuglunisiuan1sidglulyd
1.1 innsAnwadel] Fidelfiemanisifoanusulssnagmsnsioansues
wususlakaudna lunsyhausunisdeasuusudsniaiiemailinsideuuivusuas
ﬁwmﬂﬁﬁaﬂwgaﬁhaGﬂﬁmmzamﬁ’umia"if’mmi%’uﬁﬁﬁuLﬁ]uLuaL'ﬁﬁi?'uﬁ?ﬂuaumm
1.2 91nnnsfnwadadl nud genaAsanan fusidunyliaudduindunig
foansveuuIuAuarNITUHUNagNENITAa sULU TR Uy ARATA Fefunususdniudun
198U mslirnuddyfunisnausunagniuaznsieaslinssiunnudesnisvesngs
fuslnauusistudinuieiiu ileligstatduansondstusuuusudaudsedug Kiluuey
AaUszinaliegeliusednsnn
13 91nmsanw wud gafandndasidmiuidunsiinagnénisdoasuusus uaz
mﬂfi’fm'%'aa*ﬁaﬂwsﬁaaﬂiﬂﬂimawﬂuguLLUUNammuﬁasmqiauﬁ’uﬁgﬂ?%aaauiaﬂuas?iaaaﬂlaﬂ
Famaifefieonunduanunsodudusuuliungshndndasidmiudunmsesug
2. Forausnuglumaiidensioly
2.1 msiinsfnvudadnlunisnununagniiaznisifiaiosiionisdearsnia
nsmaneianvanezuuuy Wl lilddeyaidmau wiud1 wazanunsathluldlsess
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2.2 msiin1sAnwLBENAEINUNAENEN1STRaTUDUTUAUTEANGINAANEEY
AHUNLLUUATURS WelrlanagnsiinsouaqurianIfen 15T U INARULLBLITUT
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