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The objective of this research is to study the Channel 9 M.C.O.T organization
transformation, the concept behind the transformation and the direction of M.C.O.T as the media
that reflected on its programming during its major changes from the end of 2002 until October
2004.

The methodology of this research were researching through documents analysis and

in depth interview with related key persons ,and the findings revealed as follows;

1.There were different phases of Channel 9 M.C.O.T organization changes which
resulted from Frequency Allocation Act 2003. The significant change was from recruiting the key
person who is keen on marketing and public relation to supervise the channel in 2002. The new
executive used aggressive strategies to run M.C.O.T until it could corporatize from state enterprise
to publicly liseted company in the Stock Exchange of Thailand in 2004 while the government is
still the majority shareholder.

2. Marketing policies were the reason behind the Channel 9 M.C.O.T identity; which
were rebranding, positioning, differentiation along with niche market and new business partners
that brought along the programming restructuring. Eventhough the channel is having its own
characteristic and more flexibility where it could generate higher revenue, however, the finding

from the research was the popularity of the channel remain unchanged.





