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WEERAYA AKKACHOTIKUL: ROLES OF PERSONAL MEDIA IN PROMOTING
PERCEPTION OF INNOVATIVE ORGANIZATIONS. THESIS ADVISOR: ASSOCIATE
PROFESSOR METTA VIVATANANUKUL, 241 pp.

The purposes of this research are to study the perception of the roles of pe:rsonal media and
communication methods, including the roles of other media in creating and enhancing the image of
being an innovative and creative organization. Data are collected from 6 organizations awarded with
“Thailand’s Most Innovative Companies”. The research is conducted by In-depth interviews with 15
organizational executives, and by 105 questionnaires with organizational personnel and 420
questionnaires with organizations' customers.

Results of the research are as follow:

1. Personal media in building and promoting innovative organizations which are perceived
the most by organizational personnel are the roles of executives in expressing their vision and focus
on innovation, in initiating and promoting innovation, and in persuading their subordinates to exercise

innovative and creative ideas all the time.

2. Communication methods in building and promoting innovative organizations which are
mostly found are campaigns in organizations, especially through competition and innovation awards
and contests, including opening an organizational communication channel to exchange ideas
through an organization's website.

3. Target customers perceive the image of innovative organizations through personal media,
and other alternative media, including the organizations’ physical environment. From personal
media, people perceive the innovativeness through workers’ adept and modern personality, ways of
working, and apparel. As for other media, people perceive through organizations’ modern and

unique logos, their building and interior arrangement, and their use of technologies.





