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Abstract

The objective of this study is to study the marketing plan of cable television company.
The main part of the study is incoulded. The study of The International Broadcasting
Corporation company’s structure, marketing plan and marketing strategy. The data were
collected by formal interviewing IBC’s executives and studying document reviews including

those from newspaper and IBC s annual report.

The International Broadcasting Corporation company (IBC) is the first cable television
company permitted by The Mass Communication Organization of Thailand (MCOT). As a
result, IBC has taken compettitive advantages for recuiting members and for being market's
leader. However, this market is growing very fast by competition from new enfrepreneurs
(Thai Sky and UTV). The study of IBC's marketing plan can show the direction of cable

television business in the future.

The result of the study shows that the IBC uses three-year term marketing planning.

The strategy plan calls for three and six month review intervals, Each review pinpoints



actuality as compared with the plan. The annual management plan is conducted by using
brainstorming. Corrective actions would be in place to make the planning most accomplishable

while auditory requirements are looked after every 6 month to satisfy all budget constraints.

Since 1994 untill 1996, the external environment, including economic, regal and
politic environment, had effected to the business in the right way. The IBC’s competitors had
only two companies (The Saim Broadcasting and Communication Co.ltd. and Universal
Cable TV network Co.,Lid. (Public). The IBCs target groups are family having income per
month over 20,000 bath and project; Business. In 1994, the ratio of the target groups was
95 : 5 (family : business). In 1996, the ratio was changed t0 98 : 2

The marketing mix has four elements, including product, price, place and promotion.
The IBC’s product is broadcasted by using modern technology calling DTH system.
Moreover, The IBC's movie contents is aimed to present the best programs that are
differented from its competitors’ programs. The IBC user high price strategy for both
hardware and software to create higher image than the competitors image. The IBC has two
distribution channels including direct sales and agent middleman. The aim of the place
strategy is consumer's convenience. In the promotion scheme, the management is planning to
fortify tis existig installment plan with conditional membership application fee waiver. The

company expects 300 selected dealers to participate in its new incentive plan in 1999.



