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PIDCHA JIRADETPITAK : ADVERT!SING STRATEGIES FOR HOUSING PROJECT
IN NORMAL AND RECESSION ECONOMIC CONDITION. THESIS ADVISOR :
ASSOC. PROF. YUBOL BENJARONGKH, Ph.D. 132 pp. ISBN 974.5839-177-1

The purpose of this research was to compare the advertising strategies of housing
projects in normal and recession economic condition. Normal economic was sat by the year
1993.1994 and recession economic was during 1995.1997. Advertising strategy comprised
advertising objaectives, budgeting, advertising creation and advertising media planning. This
research focuses only the housing projects in Bangkok and vicinity. The housing projects
selected belong to large and medium companies that registered up to 500 million bath and were
the top ten advértising spendaers during the year 1993-1997. The data were gathered by indepth
interview of 3 groups {29 samples) inciuding developers, advertisers, and involved organizations.
Qualitative method of analysis was used taken into consideration housing. project
advertisements and related artictes. |

Findings of this research show the difference of advertising strategies in different
e_conomic conditionae. it was explicit that by the and of the year 1996, when the economic showed
'Fnt;l.'e- effect, in normal economic condition, budget spending in advertising was huge, sales.
volume as well as emotional attach were emphasized. Production of advertisement often showed
high-tech effect. Mixed media, both mass and direct, were used for campaigning. During
economic receesion, advertising emphaeized salee volume alons, budget has been cut down,

therefore advertising creation reliee purely on rational and hard sell, media use was very limited.
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