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Abstract 2 3 4 4 8 9

Never before have press conferences been a topic in Thai public relations
research. However, this project into talk-in-interaction takes them to be a research topic.
It differs from other public relations research that was undertaken using ethnographic
and quantitative methods to indicate the effectiver;ess of PR media, image or
Corporate Social Responsibility-CSR.

The principal research objectives were to investigate the structure of talk during
Thai press conference, an application of questions and techniques, maintenance of
neutrality as journalistic norms including a social construct of meaning upon
press conference. The methodology of Conversation Analysis (CA) was applied to
the study of talk between business organization representatives and journalists. Data were
derived from 12 press conference sessions. Ethnographic observation and in-depth
interviews with 8 business organisation representatives and 15 journalists were also used
to collect data. Results are as follows.

1) In the contextualized micro analysis, the structure of interaction of a formal
press conference was found to fall into stages — opening, elucidating and
information giving, question and answer, the exit from the press conference.

2) Different questions and techniques such as hypothetical questions, lists of three
items, references to thirg parties, and extreme case formulation were used to continue
interaction. Additionally, the use of assertiveness, evasiveness, and mistake handling were
found.

3) Neutralism waé found when journalists did not give opinionated remarks.

The use of references to third party also made neutralism possible. The meaning of
press conference was defined and socially constructed through a specific turn-taking

system and turn size.





