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The objective of this research is to explain the on-going problem process of
government advertising budgetary practice which currently undermines most of the
government advertising projects, as well as to draw practical recommendations to help
improve its effectiveness and efficiency resulting in a more transparent budgetary and
management process. The research adopts a qualitative approach using depth-
interview method to interview 22 government officers in 5 departments of 5 different
ministries. Content analysis is also used in parallel to analyze 13 TORs (Term of
Reference) of those related advertising activity projects. Both methods are employed
to crystallize related advertising budgetary and management problems which are
consequently posted to question 5 advertising professionals for practical
recommendations

The research findings reveal 5 major problems, i.e., problem related to
advertising budgetary process, problem related to procurement laws and regulations,
problem related to content of TOR, problem related to process and criteria of
advertising (supplier) agency selection, and unfair contract problem.

The research concludes with practical recommendations to improve the
process. It is recommended that government agencies should only set advertising
budget in response to perform their department’s mission which calls for necessary
dissemination of information and persuasion. No budget should be set and spent
mainly to build up their agencies’ image. Regarding the procurement process, it is
recommended that government agencies must consider changing from the concept of
having separate suppliers to undertake different advertising activities to commission
the whole ad/media/below-the-line activity project to respective agencies according to
their main business activity. Consequently, TOR’s content must be adjusted to
include basic information needed to develop a good strategic plan as well as to enable
necessary campaign effectiveness and cost efficiency evaluation. Moreover, they
must set supplier’s qualification criteria so it reflects suppliers’ main business interest
which qualifies them for each particular advertising project. They also must consider
changing their supplier selection criteria from the lowest price bidding to price-quality
trade off, as well as to make the selection process transparent. Advertising
professionals and experts interviewed all suggest that government agencies should
consider using standard contract developed by The Advertising Association of
Thailand to help solve the problem of unfair contract popular among them.



