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Abstract

“The Comparative Study of Marketing Strategy for Color Film in Thailand; Case
Study of Fuji and Kodak Color Film  had the objective to study the comparasion of market
strategies between Fuji and Kodak during B.E. 2535 - 2537,

The result from the study found that Kodak (Thailand) Lid. wa;s‘ the leader in the
market with their market share average about 53.33 percent. Kodak s target market were
customers who age between 15 to 35 years old. But Fuji Fotofitm (Thailand) Ltd. had market
share average about 37.33 percent and target market were customers who age between 15 to
24 years old. The market share of both company occured at this point because of the
marketing strategies the used the as follows.

PRODUCT STRATEGY: Kodak protected their market share by using preemptive
defense strategies, such as, set up the new type of film into the market earlier than Fuji, as the
leader in technology. In the same time Kodak also expanded the total market by using more
usage strategies such as one pack with 2 rolls of films in order to make to customers used

more product.



According toFuji who was the challenger in the market, also tried to have the new
type of film as the same time as Kodak. The product strategy that Fuji used was flanking
strategies by always improved that package in order to attack the customers.

PRICING STRATEGY: Kodak set the positioning for their product as the price
leader by using pricing above the competition strategies. But Fuji set the price lower than
Kodak in order to get more market share by using cheaper-goods strategy.

PLACE STRATEGY: Kodak protected market share by using counteroffensive
defense strategies, such as the policy to change Kodak Foto Fast to Kodak Express Lab. In
the mean while Fuji used flanking attack strategies, by increase the number of Fuji Express
Lab by offer the good condition to them. According to the non traditional outlet { NTO ),
Kodak protected‘ the market share by using mobile defense strategies such as distributed
through  Hospital, Gas Station, Drug store, etc. But Fuji used distribution-innovation
strategies by distributed their product through the convenient store such as 7-Eleven.

PROMOTION MIX STRATEGY:

Advertising Strategy: Kodak used preemption defense strategies by emphasize on
brand loyalty. As the same time Fuji used flanking attack strategies by emphasize on teenage
group who had not much loyalty in brand. |

Sales Promotion Strategy: Kodak used counteroffensive defense strategies to meet
the Fuji frontal attack strategies to prevent the customer to buy the product on promotion
program.

Public Relation Strategy: Both company emphasize on the brand image for target
market. Kodak itself emphasize on family group but Fuji emphasize on protection the

environment.



