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POST CO.LTD AND IMAGE PERCEIVED BY PEOPLE IN BANGKOK. THESIS
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The purposes of this research were (1) to study the public relations strategy of Thailand

Post Co.,Ltd. (2) to study the image of Thailand Post Co.,Ltd. as perceived by people in Bangkok.

Documentary study, in-depth interview and survey were used to collect the data. For
survey research, the samples were 405 people in Bangkok metropolitan area. Questionnaires were
used for data collecting. SPSS was employed for data processing. The data were analyzed in

terms of percentage, mean and standard deviation.

The results of this research were as follows :

1. Public relations strategy of Thailand Post Co.,Ltd. was divided into 2 phases (1) public
relations strategy for building corporate image. (2) public relations strategy for branding.

2. In the first phase, multi-media strategy was used. Mass media, however, were the
main media that affected the corporate image building during the period of corporate
transformation. Mass media also built new corporate image to create the recognition and credibility
of the corporate.

3. Public relations strategy for branding “Thailand Post” focused on personal media i.e.,
postmen and counter services personnel. However, mass media, special events and symbol
building were also used to create recognition, retention and loyalty to the brand.

4. Totally, Thailand Post Co.,Ltd. had positive image as perceived by people in Bangkok.
When the image was viewed in five aspects, the result were as follows :

1) The image of the organization was neutral.

2) The image of the executives was neutral.

3) The image of the employees was neutral

4) The image of the products and service was positive.

5) The image of the activities was positive.





