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The purposes of this research are to study: (1) marketing communications strategy for
corporate brand building of corporatized companies, (2) consumers’ perceptions toward

corporatized companies, and (3) consumers’ attitudes toward corporatized companies.

This research is conducted in 2 parts: (1) a qualitative research, an in-depth interview of
Executive Directors/Managers of PTT Public Company Limited (PTT) and TOT Corporation
Public Company Limited (TOT), as well as Executive Director of Agencies that look after the
marketing communications for corporate brand building of PTT and TOT; (2) a quantitative ™
research, a survey research by using questionnaires of 400 male and female respondents who live
in Bangkok area and know both PTT and TOT. Therefore, statistics used in this research are
frequency, percentage, mean scores, standard deviation: T-Test and One-Way ANOVA. SPSS

program is employed for data processing.

The results of this study are : (1) marketing communications strategy that corporatized
companies commonly used is corporate image building strategy. This goes along with the
corporate vision. Additionally, the use of advertising, public relations, events, and sponsorships
drive reputation and good corporate image for corporate brand. Moreover, corporate architectures
and employees can deliver strong corporate brand that holds consumer’s mind; (2) the majority of
respondents have good perceptions toward corporatized companies, specially with PTT; (3) the

majority of respondents have good attitudes toward corporatized companies, especially with PTT.




