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The objectives of this research are : to study the wish image of S&P Syndicate Public Co.,Ltd.
and the process of marketing public relations for building corporate image of S&P by means of in-dept
interview the public relations manager of S&P, to survey the consumers’s perception, attitude and
current image towards S&P Syndicate Public Co.,Ltd. and to study the correlation between the
perception, attitude and current image of the consumers. Interview forms were uéed to collect data
from 15 samples who are S&P’s regular customers and 35-49 of ages, descriptive analysis was used
to report the research result, and Questionnaires were used to collect data from 400 samples in the
survey, those samples are people who live in Bangkok and 18-40 of ages. Percentage, mean and
Pearson’s Product Moment Correlation Coefficient were used to analyze data. SPSS Program was

used for data processing.

The findings were as follows : the wish image of S&P Syndicate Public Co.,Ltd. are the
organization of “Super service and Premium products” and being the relationship and friendly
organization.

The marketing public relations process for building wish image of S&P consist of 4 steps are
research, planning, cdmmunication by means of the integrated marketing communication to publicize
the message for building wish image of S&P through all types of media in the same way. and last step
is evaluation.

Both 2 groups of samples have the perception on the product and service of S&P was at the
high level. The attitude and current image towards S&P was positive, which conform to the wish image
of S&P.

The research revealed that the perception of S&P ‘s information is positively correlated with

attitude and image towards S&P





