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ABSTRACT

The purpose of this research is 1.) To study the history, beliefs of talismans, motives, values
and factors that led to religion's adaptation to marketing processes 2.) To analyze the phenomenon
of the adjustment of the belief industry products in Thailand and study the process of becoming a
market in the modern world. The main conceptual framework in education is concepts related to
belief. Concept of consumption and beliefs Concept of marketing process And concept of
marketing communication

This research hold to Qualitative Research principle. Using three factors for analyzing. . 1)
Documentary Research 2) In-dept Interview from In-depth interviews from informants are social
science commentators and marketing talent.

The result of research by the objective 1 (Documentary Research) that Thai Amulets &
Talismans beliefs and approaches as a market could be divided in to four points are as follow 1)
Individual beliefs in Thai culture 2) The intensity of values and the development of the modern
world, It is divided into two sub-topics: (a) changing the contemporary meaning of belief to
materialism (b) the need to establish the symbolic object of belief. 3) Adaptation of religion to the
marketing process. It is divided into two sub-topics: (a) Use of strategy, marketing mix (b) Use of
strategy, concept, product life cycle. 4) The contribution of the theory of marketing communication
has four sub-topics: (a) policy adjustment using the concept of integrated marketing communication
(IMC) (b) application of strategy. Theory of people's response process (o study results (AiDA
MODEL) (c) communication through product image. Product presentation through famous people
in product presentation (Brand Ambassador) (d) Marketing communications through event

marketing areas



The result of research by the objective 2 (Documentary Research) could be
synthesized Thai Amulets & Talismans beliefs and approaches as a market Province could be
divided in to four points are as follow (1) The concept of human belief has two sub-topics: (a) the
relationship with the Thai way of life since the period (b) Buddhism (2) giving the body, details
and beliefs. The 5 sub topics are (A) Entry into the world of capitalism (b) materialism (c) the
attempt to adapt religion in the modern world (d) the consumption of material beliefs are related to
the symbolic consumption (e) theory The signs help create a meaningful meaning for the product
(3) Marketing concept The strategy of faith product development has four sub-topics: (a) plan and
study brand identity (b) define brand target groups (c) study products of all product life stages (d)
to improve products. From both from the market and from competitors (4) Marketing
communication approach to support the marketing process has 2 sub-topics: (a) Study and
development of appropriate communication methods, using various channels to reach target

consumers (b) Use of communication strategies. Others come to support



