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‘ The objectives of this qualitative research are to study the process of communication campaign for public
relations, communication strategies including messages creation method, target receiver segmentalién, target
receiver reach and also persuading method and to study the contents of three environmental organizations’
communication campaign for public relations . This research is conducted by the in-depth interview of 6 key
infonnants;_ consist of campaigners, communication and public relations officers and aclivities officers, and a
documentary research by review secondary data from various sources from 2006 -2008. The research finds that

1. There are 7 steps of process of communication campaign for public relations such
as campaign issue selective , target receiver specification and evaluation , campé‘lgn and media planning , campaign
objective setting , communication strategy creation , time period stating and campaign evaluation.

2. Communication strategy is a process of multimedia presentation including personal
media , specialization media , mass media and new media (internet) , by sending a repeatable message to lalfget
groups, persuading target receivers |, creazin.g‘ reliability, rousing stimulation, presenting perplexity, making.
recognition , making easily understanding , and providing various information. Messages are considered as facts,
opinions, and request. They are subject to persuading methods, comprising of fear approach, figures, statistic d_ala,
and step-by-step presentation. The frequency of presentation is flexible and different, which depends .on' types of
media.

3. From 2006-2008, there was no campaign involving in corporate pub'!ic relations, while twenty-
nine e_nvimnmental campaigns were launched. Annually consideration, they were seven, twelve and ten projecls
consecutively. The campaign issues relate to water poliution, marine pollution, air pollution from coal composition,
gl'obal warming, doiphin extinction and exploitation of natural resources especially forest. In 2008, there was a similar
pattern of campaigns, which was the level of environmental prablem. It focused on a specific area. The main media
which was'adapted in publif: was to personal media. Regarding to the target group, the local people directly involved

' in the particular issues. In 2007, the environmental problems focused on global warming. The target group
‘became natfcmwide. Therefore, the corporation from government and private organization were needed by means of
adébting combined  various r'ned‘ra‘ In 2008, projeéts. concentrated on ) cHangiﬁg policies  and creating
initiative méthods to protect natural environment in long term by combining a variety of media. The target
groups emphasized on the policy creators or government including some organizations which were a part of

each issues.
s





