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The Objeotive of this research is to know how the public relations team manages the work
processes {0 promote a_good image for the singers and understand the perception of the target
audiences in regard to the image that has been presented. The research is worked on in two parts.
One part of the work is image management Strategies of their singers. This part focused on the quality
of-work of the public relations team . Deta for this‘ topic is collected from the in-elepth interviewing from
the public relations team of the RS song record company and GMM grammy song record company.
The roles of their work is studied and analysed . The second part of the work for this research is the
perception of the target audience of the singere. This part focused on surveying. The research was
done by questionnaire. The questionnaires were distributed to male and female who were 12-25 years
of age , All of them who live in Bangkok. The questionnaire was given to 400 people in total.

The result of this research that are three steps to the work processes.

1. Creative teams of the company set an image for the singer to the son.gs that they sang.
2. - Public relations teams studied the concept for planning the processes of work.
3. Public relations teams plan the process of work in order to pro‘mote songs and image of singer.

Besides the three steps of work, to promote the singers themselves, the public relations
team worked by bringing out the positive characteristic of singers to present to the public. Good
characteristic of the singers were presented, Sueh as good at studying and other abilities.

The public relations team have the singers participate and join in activities with public and
_charity erganizations. The presehtation of these activities were presented and publicize on various
channels. They were television, radio, newspaper, magazines and websites. The public relations
team chose a channel to match with kind of image that they were trying to present. In the part of the
measurement of pereeption and attitude is.found that this research method worked well at
developing the character and image of the singers to meet the target audience. And good image of

singer help themselves to be admired by the public ; special target audiences.





