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This study on the Bangkok Fashion City project is divided into two parts: a qualitative
and a quantitative . In the first part, documents from the project’s main office and other nine
responsible agencies, media coverage of the project, and intervicws with those having roles in it
were used to study the project’s communication management process, factors affecting success.
and obstacles found in the overall communication and management.

The quantitative part studied public perception and satisfaction with the project, based
on data obtained from a survey conducted with 250 subjects, including fashion industry
entrepreneurs and fashion house personnel, as well as other 3 industry representatives.

The findings are as follows:

1. The project used a 2-way communication process to facilitate communication
between its main office and other related projects, and between the office and outsiders, with
fashion industry entrepreneurs and workers as its main targets.

2. The mnain / PR objective of the project is to create a recognizable image of Bangkok
as “the City of Fashion” to gencrate marketing support and value for products from thc fashion
industry.

3. The project used the following public relations strategics: building of public relations
network, perception and knowledge intensity, and using IMC for all kinds of PR. activitics.

4. The survey subjects had a high level of perception and knowledge of the project.

while the level of satisfaction was modcrate.





