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The purposes of the current research were to: 1) study and compare
stakeholders' opinions on in-school marketing communications 2) study and compare
stakeholders’ attitudes toward different types of in-school marketing com'r'nunications
and 3) study and compare stakeholders' demands for regulation of different types of in-
school marketing communications. The survey research was conducted by using
questionnaires with 248 samples of four stakeholder groups which were school
administrators and teachers, parents, social interest groups and marketing practitioners
in Bangkok Metropolitan area.

| The results found that majority of the stakeholders had neutral overall opinion
and attitude toward in-school marketing communications while demanded for regulation
at high level. in addition, overall opinion, attitude toward in-school marketing
communications and demand for regulation among four groups of stakeholder were
significantly different at 0.05. Moreover, their attitudes toward different types of in-school
marketing communications were significantly different at 0.05 and also their demands
for regutation of different types of in-school marketing communications were significantly

different at 0.05.





