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The purposes of this research are to study (1) the headquarters ‘ determination of 

marketing communication policy (2) the iocai offices’ collaboration with headquarters in setting 

marketing communication policy and (3) the marketing communication strategies of global 

brands in Thailand’s fast food industry. Research methodologies are in-depth interview and 

document analysis within theoretical frameworks of Marketing, Global Marketing and Marketing 

Communication.

Results are as follows :

1. Headquarters determined the central policy in order to guide local office in planning marketing 

communication and also controlled the local office’s operation.

2. Local offices were able to plan the marketing communication strategy according to the central 

policy with the guidance and support from headquarters.

3. Marketing communication strategies used in global brand fast food industry compose of 

new product development, price competition, location selection and decoration of outlets, 

advertising through mass media and point of purchase, continuity of sales promotion, 

public relations to create brand image and services of sale personnels. All of the above 

strategies contributed to the achievement of global brand fast food industry marketing 

communication.
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