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Abstract

In this study, the researcher used the Marketing 3.0 Concept of Philip Kotler to explain the results of the
study. The researcher opted to study Hi-Q Product Foods Co. Ltd., because the well-known products brands are
“Roza” and “Hi-Q”, moreover, the company determines the organizational philosophy and conducts marketing
activities reflecting Marketing 1.0 Concept, Marketing 2.0 Concept, and Marketing 3.0 Concept.

This research is a qualitative research studying and analyzing marketing strategies and marketing
communications of Hi-Q Product Foods Co. Ltd. The researcher collected data via interview together with research
analysis. For instance, the data were collected via in-depth interview derived from those involved in the marketing
activities of Hi-Q Product Foods Co. Ltd., as supporting data in discussing the results of the research. In addition, the

related documents were analyzed for the marketing strategies and marketing communications development of Hi-Q
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Product Foods Co. Ltd. during 1972 — 2015. Subsequently, the data derived were used in the descriptive analysis in
response to the objectives of the research, as follows: 1) the marketing strategies and marketing communications
development of Hi-Q Product Foods Co., Ltd. under Marketing 1.0 concept emphasizing the products, 2) the marketing
strategies and marketing communications development of Hi-Q Product Foods Co., Ltd. under Marketing 2.0 coneept
concentrating on consumer orientation and 3) the marketing strategies and marketing communications development
of Hi-Q Product Foods Co., Ltd. under Marketing 3.0 concept valued-driven marketing.

According to the result of the study, during 1976- 1986, the company was owned by members of family,
carried upon the businesses based upon Marketing 1.0 concept concentrating on production factor or product
orientation during 1976- 1986, whereby the form of business operation to utilizeMarketing 1.0 concept.to adopt the
marketing mix to assist in sale of products. According to the marketing communications, there were merely the
marketing promotion to assist in sale of products and merely use of media, for example, newspaper and television
advertising to enable the consumers to know the brand only. During 1986-2015, the company carried on the business
by using the name “Hi-Q Product Foods Co., Ltd.”. During 1986-1996, the company operated the businesses under
Marketing 2.0 concept with the brand names “Hi-Q”. In 1996, the company. won the “Roza” trademark bidding so
during 1996-2015 the company operated the businesses under Marketing 2.0 concept with two brands, namely, “Roza”
and “Hi-Q”. The company used the marketing strategies by determining the marketing position for both brands in
which “Roza” was primary brand and “Hi-Q” was secondary brand. The products were divided into 3 groups, namely,
canned foods, seasoning sauces and instant.foods.. The target market was determined by dividing market shares in
accordance with level of nature of package in the strategies creating the “Roza” brand merely. According to the
marketing communications, the advertising is the main medium to transmit the products’ qualifications in conjunction
with other media, such as radio, printing matter, advertising in magazine, out-door mobile advertising, advertising at
the point of sale and purchase, and marketing activities via online social network under the brand “Roza”. During
2005-2015, the company catried on businesses in line with the Marketing 3.0 concept and continuously ran the projects
with social responsibility, and the company mission, vision and organizational values were determined under the
Marketing 3.0 concept as well. Nonetheless, the researcher found that, at present, Hi-Q Product Foods Co., Ltd. has
simultaneously run the businesses in pursuance of the Marketing 2.0 concept and the Marketing 3.0 concept. The
Marketing 2.0 concept focuses on research in products manufacturing innovation in response to the demands from
consumers, while operating social responsibility activities for Value- sharing in society together with business

operation.
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