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. This study aimed to study the role of public relations (PR)
practitioners in Thailand by examining the extent of time they spent performing
each work activitiy, and the relationship with top management, managers from
other fields and marketing. The survey explored the perception of the members of
the Public Relations Society of Thailand. This actual instrument was deVeIoped
from prior studies to discover demographic and organizational characteristics of
the PR practitioners, the extent of time spent on each work activity, and their
relationship with top management, managers from other fields and marketing.

Data collected using self-administered questionnaires returned from
a mail survey were analyze by frequency and mean tests and one way analysis of
variance (ANOVA).

Based on the sampled data, no statistical difference was found for
any of the analyses of the activities performed and demographic and
organizational characteristics at the 0.05 significance level. However, there were
significant differences in the relationships between top management and marketing
and PR by different types of organizations, while size effects were not 'significaht
at a 95 percent confidence level. However, the findings illustrated satisfactorily
supporting evidences to conclude that Thai PR practitioners tend to move toward
the managerial roles.

Although the contribution of this study can be significant for both
academicians and practitioners, the implications need to be carefully interpreted

due to the small sample size.





