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Abstract

The research aim to explore desirable qualifications and competence
of graduates in public relations program at the bachelor degree level and future trend
in professional practice, and also describe public relations program in the universities
in Thailand and USA. The web content analysis and survey research is used as research
method. The web content of 42 programs in Thailand and 305 programs in USA
is analyzed. The survey research is conducted among academic people and PR
practitioners both Thai and foreign. The questionnaire is distributed by mailing and web
based questionnaire, then 325 respondents response to the survey.

The web content analysis reveal that PR program in Thai University is mostly
full program, while half of PR program USA University is co-program and 34.1 %
is full PR program. The most subjects in both Thai and USA program include
communication and PR theory and PR and strategy subject, then is marketing,
management, research and practical subject. The subject of new media, law and ethic
is also included in the program.

The survey indicates that important knowledge of PR graduate are strategy
and planning, new media utilization, audience analysis, public relations theory
and working experience. The important skill are PR plan writing, campaign plan writing,
PR media production and Persuasive writing. The important ability are task completing,
strategic thinking, analyzing and building relationship with stakeholders The important
personal qualification are good human relations, eager to learn (new things), good
behavior in social context, be creative and be analytical.

The respondents suggest about future trend in PR profession include; 1) new
media will be the central of public relations practice. 2) PR will take more important role
on preventing and solving organization problem. 3) The core practice of public relations
will be integrated into corporate communication to support management, reputation
and social responsibility. 4) PR will be more important for marketing. 5) Intercultural

issue will be the emerging issue in public relations.
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Communications



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

44

. Public Relations

. Communication

. Advertising & Public Relations
. Strategic Communication

. Mass Communication

. Journalism

. Journalism & Public Relations
. Public Relations & Advertising

. Integrated Communication/ Marketing Communication

Corporate Communication

Organizational Communication

Organization Communication/Public Relations
Organization & strategic Communication
Integrated strategic Communication
Integrated Media & Marketing

Public Relations Integrated Communication
Public/Corporate Communication

Public Relations & Marketing

Communication Studies, Media Management

Communication, Communication & Journalism,

118

70

21

14

30

305

38.7

22.9

7.1

4.2

3.6

2.6

2.3

2.0

1.6

1.0

1.0

0.6

0.6

0.3

0.3

0.3

0.3

0.3

9.8

100

18



44
5
1. Public Relations 118
2. Communication 10
3. Advertising & Public Relations 2
4. Strategic Communication 14

5. Mass Communication il

38.7
22.9
11
42
3.6

19



45

1. School

- School of Communication

2. Department

- Advertising & Public Relations

- Communication Arts Department

- Communication Arts & Digital Media Department
- Communication Department

- Department of Mass Communication

- Department of Public Relations

- Marketing Communication Department

- Public Relations & Marketing Communication

- Strategic Communication Department

3. Program/Major

- Advertising & Marketing Major

- Business Administration Program

- Communication Program

- Major of Public Relations

- Major of Public Relations & Corporate Communication
- Program in Advertising & Public Relations

- Program in Communication Arts

- Program in Public Relations & Corporate Communication

20

21

2.4

47.6

50.0

80



81

4.5
“ " (Public Relations)
(Department) (Program/Major)
Mass Communication, Marketing Communication, strategic Communication,

Communication Arts & Digital Media

(Program/Major)
Advertising & Public Relations, Communication Program, Program in Communication

Arts, Business Administration Program, Public Relations & Marketing, Program in Public

Relations & Corporate Communication



82

4.6

. Public Relations 24 57.1
. Public Relations & Advertising 6 14.3
. Communication Arts 5 11.9
. Public Relations & Corporate Communication 2 4.8
. Marketing Communication 1 2.4
. Public Relations & Marketing Communication 1 2.4
. Strategic Communication 1 24
. Advertising & Marketing 1 2.4

42 100

4.6
Public Relations 24
57.1 Public Relations & Advertising 6

14.3 Communication Arts 5 11.9



83

4.1
)
42 12.1
Bachelor of Arts (B.A.) 10 23.8
Bachelor of Science (B.S.) 0 0
Bachelor of Communication Arts (B.C.A.) 32 76.8
305 87.9
Bachelor of Arts (B.A)) 228 74.8
Bachelor of Science (B.S.) 76 24.9
Bachelor of Elected Studies in Communication Arts (B.E.S.) 1 0.3
347 100.0
4.7
Bachelor of Communication Arts (B.C.A))
32 76.8
Bachelor of Arts (B.A) 10
23.8
Bachelor of Arts (B.A)
228 74.8 Bachelor of

Science (B.S)) 76 24.9



84

48

1. Bachelor of Arts; B.A.

- B.A. in Communications 125 41.0
- B.A. in Mass Communication 22 7.2
- B.A. in Public Relations 22 7.2
- B.A. in Communications-Public Relations 14 4.6
- B.A. in Journalism n 3.6
- B.A.  Strategic Communication 5 1.6
- B.A. in Communications Studies 4 13
- B.A. in Media Communication 4 13
- B.A. in Journalism & Public Relations 2 0.6

- B.A. in Corporate Communication, Digital Media

28 9.2
& Communication
2. Bachelor of Science: B.s.

- B.S. in Communication 27 8.9
- B.S. in Public Relations 14 4.6
- B.S. in Journalism 6 2.0
- B.S. in Marketing Communication 4 13
- B.S. in Mass Communication 4 1.3
- B.S. in Advertising & Public Relations 3 1.0
- B.S. in Integrated Marketing Communication 2 0.6
- B.S. in Public Relations & Advertising 1 0.3

- B.S. in Strategic Communication 1 0.3



85

- B.s. in Communication: Media study, B.s. in

5 1.6

Nutrition Communication
3. Bachelor of Elected Studies in Communication Arts (B.E.S.) 1 0.3
305 100

4.8 I
Bachelor of Arts (B.A.)
Bachelor of Science (BS)

Bachelor of Arts (B.A.) 5
1. BA in communications 125 41.0
2. BA. Mass Communication 22 1.2
3. BA. in Public Relations 22 1.2
4. BA. in Communications-Public Relations 14 4.6
5. B.A. in Journalism 11 3.6

Bachelor of Science (B.S.) 6
1. B.S. in Communication 27 8.9
2. B.S. in Public Relations 14 4.6
3. B.S. in Journalism 6 2.0
4. B.S. in Marketing Communication B.s. in Mass Communication

4 1.3

5. B.S. in Advertising & Public Relations 3 1.0

6. B.S. in Integrated Marketing Communication 2 0.6



49
1. B.A. in Communications Arts 4
2. B.A. in Advertising & Marketing 1
3. B.A. in Advertising & Public Relations 1
4. B.A. in Journalism 1
5. B.A. Public Relations 1
6. B.C.A. in Communication Arts 19
7. B.C.A. Advertising & Public Relations 2
8. B.C.A. in Public Relations 2
9. B.C.A. in Public Relations & Corporate Communication 2
10. B.C.A. in Communication Arts (Digital Media) 1
11. B.C.A. in Communication Arts in Public Relations 1
12. B.C.A. in Marketing Communication 1
13. B.C.A. in Public Relations & Marketing Communication 1
14. B.C.A. in Strategic Communication 1
15. B. Tech, in Advertising & Public Relations Technology 1

42

4.9

9.5

2.4

2.4

2.4

2.4

45.2

4.8

4.8

4.8

2.4

2.4

2.4

2.4

2.4

2.4

100

86

Bachelor of Communication Arts (B.C.A.)

B.C.A. in Communication Arts, B.C.A. Advertising & Public Relations, B.C.A. in

Public Relations, B.C.A. in Public Relations & Corporate Communication,

B.C.A.

in

Communication Arts (Digital Media), B.C.A. in Communication Arts in Public Relations,



87

B.C.A. in Marketing Communication, B.C.A. in Public Relations & Marketing
Communication, B.C.A. in strategie Communication

Bachelor of Arts (B.A.) B.A. in
Communications Arts, B.A. in Advertising & Marketing, B.A. in Advertising & Public

Relations, B.A. in Journalism, B.A. Public Relations

4.10
42 121
(Full PR) 33 78.6
(Co- 5 11.9
PR)
(Single PR) 4 9.5
305 87.9
(Full PR) 104 34.1
(Co- 154 50.5
PR)
(Single PR) 47 15.4
347 100.0
4.10
(Full PR) 33
78.6
(Co-PR) 154 50.5

(Full PR) 104 34.1



4.11

176
158
83
42
35
34
25

24

411

:35:18:15:14:1.:1

94:7:88:22:16:18:11:1

( =1,148)

15.3

13.8

7.2

3.7

3.0

3.0

2.2

21

88

( =4,130)

595 14.4
441 10.7
553 13.4
138 33

98 2.4

63 15

11 27

68 16

7.3.6.6



o 4,130 ) ( 1,148

Communication Theory

Mass Communication Theory

Audience Analysis

Media Literacy

Public Relations Theory

Rhetorical & Critical Approaches to Public Relations
Foundations of PR/Strategic Communication
Advanced Public Relations

Introduction to Strategic Communications: Public Relations
PR principles & practices

Journalism & Public Relations

Advertising Principles

Advanced Advertising

Argumentation & Advocacy

Argumentation & Persuasion

Persuasion & Advocacy

Public Opinion

Organizational Communication

Corporate Communication

Business & Professional Communication
Interpersonal Communication

Convergent Media News

89



90

Interactive Media

Internet Politics

Principles of Visual Communication
Visual Communication & Visual Language
Visual Critical Literacy

Gender & Communication

Intercultural Communication

Group Dynamics & Methods of Decision Making
2.

Practice

Basic Reporting

Basic Newswriting

Publicity & Public Relations

Advanced Media Writing

Advanced News & PR writing

Advanced Speech Writing & Presentation
Persuasive Writing

Feature Writing

Magazine Article Writing

Public Relations Message Design

Digital Content Promotion

Digital Storytelling

Advance Business & Professional Speaking
Public Relations Tactics & Techniques
Public Relations Layout Design & Editing

Basic Photography



Basic Radio & TV

Print design layout, & production

Web Design

Computer Graphics (Desktop Publishing; Multimedia Production)
Seminar in Professional Communication & Public Relations

Creative Portfolio Development

3,

Campaign Management & Planning
Campaign Planning & Client Services
Communication in Conflict Management
Crisis Communication

Communication Programs & Issues Management
Conflict Resolution

Corporate Communication strategy
Corporate Reputation Management
Reputation & relationship management
Image Management

IMC Campaigns

Integrated Communication Campaigns
Creative Strategies

Integrated strategic Media Management
Public Relations Management

Public Relations & Civic Responsibility

91



Public Relations for Problem Solving & Applications
Public Relations Strategy Development

Corporate Communication & Information Management
Risk Communication

Event Planning & Management

Case Studies in Public Relations

Issues  Public Relations

Nonprofit Public Relations

Fund Raising Management

Communication & Health Care.

Environmental Communication

Political Communication

4,

Applied Public Relations Research
Communication Research Method & Analysis
Media Information Gathering & Evaluation

Media Research Techniques

Advanced Communication Research

Strategic Research & Writing for Public Relations

Research for strategic Communication

o}

Communication Law & Ethics
Ethics in Professional Life

Communication, Justice, Rights & Law



Law and Ethic of Mass Media

Media & Society

Advertising, Public Relations & Society
Case Studies & Ethics in Public Relations
Advertising & Public Relations Law
Communication Ethics

Ethical issues in Integrated Communication
Ethics of Advocacy

Managing Integrity: Legal Issues & Ethics in Strategic Communications
Professional Communication Ethics
Professional Ethics & Social Responsibility
Public Relations Ethics

Communication, Justice, Rights & Law
Strategic Communication Ethics & Society

Legal Issues & the New Media

6.

Marketing Principles

Advanced Marketing

Marketing strategy

Marketing Management

Market Analysis & Research

Consumer Behavior

Global Marketing

Marketing Communication & Advertising
Advertising & Branding Strategies

Advertising & Integrated Marketing Communication

93



Marketing Communications

Integrated Marketing Communication

1.

Fundamentals of Management
Management & Organizational Behavior
Management Principles & Practices
Project Management

Strategic Management

Business Finance

Financial Accounting

Introduction to Business

8.

Principles of Economics
Principles of Macroeconomics
Principles of Microeconomics

Introductory Microeconomics

9 ]

Internship

Internship in Public Relations
Senior Portfolio

Field Experience & internship
Internship Career Preparation

Public Relations Senior Seminar

9



Strategic Communication Professional Internship

10.

Social Movements

Civil Rights Era & the Media
Public Opinion

Group & Social Conflict

Social Issue & Analysis

95



4.12

235
46
44

325

180
92
35
3l
16

145
43
30
42
28
2

2.3
142
135
100

55.4
28.3
10.8
9.5
49
12
0.3
44.6
13.2
9.2
12.9
8.6
0.6

96



412 ()

1-3
4-5
6-10
10

22-30
31-40
41-50
51-60
61-71

8
54
3l
56
176

87
238

54
108
85
47
18
13

7

162

84
1

2.5
16.6
9.5
172
54.2

26.8
132

16.6
33.2
26.2
145
5.5
4.0

0.3
23.7
49.8
25.8

0.3

97



112 ()

238 73.2
! 7 12.6
25 7.7
12 3.7
9 2.8
4.12
235 723 %0 277
' 46 44
14.2 135
180 145 554 446
92 28.3
3 108 3
9.5 16 49
4 1.2 {
0.3
!
43 42 13.2 12.9
30 92 ! 28
8.0
10 176 54.2 6-10
56 17.2 1-3 54 16.6



4-5
2.5

13.2

33.2

18

258

13.2
12.6
12

31 9.5
87
31-40
41-50 85
16.6  51-60 47
5.5
162 49.8
25

3.7

26.8

7

26.2

108
22-30
14.5

238
41
1.7

23.1

238

61-71

84

99

54



10.

11.

413

8
(52)
108
(332)
14
(3%.1)
120
(3%.9)
124
(382)
131
(403)
137
(422)
144
(#43)
123
(379)
151
(465)
148
(455)

233
(17)
209
(643)
202
(622)
194
(59.7)
176
(542)
164
(505)
152
(463)
150
(462)
155
@77
138
(425)
142
(@)

4.67

4.62

4.59

4.56

4.44

441

4.36

4.35

433

4.30

4.30

0.58

0.55

0.55

0.58

011

0.68

0.68

0.69

0.74

0.72

0.73

100



12,

13

14,

15,
16.

17,
18,

19,

2.

21,

113 ()

(129)

(120)
64
(19.)
57
(175)
5
(163)
5
(138)
£
(129)
69
(212)
119
(3.5)

125
(385)

153
(@1.)
133
(409)
80
(246)
9
(277)
80
(246)
103
(317)
109
(335)
77
(237)

4.29

4.26

4.2

4.02

4,04

4.05

413

4.18

3.95

3.54

4.1

SD.

0.65

0.86

0.79

0.71

0.76

0.70

0.75

0.71

0.79

0.80

0.38

101
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4.14

9
(302)

120
(369

124
(382)

122
(375)

130
(400)

138
(425)
154
(74)
140
(#3.1)

157
(483)

211
(649)
168
(579)

179
(5.1)

179
(5.1)

171
(526)

161
(495)
135
(415)
156
(48.0)

135
(415)

4.58

451

447

445

4.44

442

430

438

4.30

SD.

0.65

0.64

0.66

0.73

0.69

0.64

0.67

0.66

0.67

104



10

11.

13

14,

15,

16.

414 ()

4.5

f
(126)

19
(15.)

51
(157)
07
(145)
3
(120)

04
(289)

11
(%2)

160
(492)

159
(489)

190
(400)
135
(415)
il
(526)

154
(474)

153
(47.)

118
(3.9

115
(3.4)

13
(412)
1%
(406)
109
(335)

60
(185)

5
(139)

420

419

419

418

417

3.79

3.69

4.21

S.D.

0.73

0.70

0.82

0.85

0.73

0.80

0.78

0.42

105
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10.

1

4.15

12
(37)
2
(65)
24
(74)
18
9)
18
53)

112
(345)
1
(342)
118
(362
147
(¢52)
138
(25)

144
(43)

141
(433)

161
(495)
145
(4456)

148
(455)

175
(539)

198
(609)
103
(59.4)
182
(56.0)
160
(9.2
166
(51.1)

159
(489)

161
(495)

144
(43)

152
(468)

142
(@37)
14
(%.1)

4.57

4.53

4.48

4.44

4.43

4.42

442

4.38

4371

4.33

423

SD.

0.58

0.62

0.65

0.69

0.67

0.64

0.66

0.62

0.67

0.67

0.67

107



4.15( )
12 1 5
(0.3) (1.5)
0 1
13,
©) (0.3)
0 5
14.
©) (1.5)

4.15

32
(9.8)
62
(19.1)
59
(18.2)

166
(51.1)
146
(44.9)
185

(56.9)

121
(37.2)
116
(35.7)
74

(22.8)

4.23

4.16

4.02

4.27

S.D.

0.71

0.73

0.69

0.42

108
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10.

4.16

0

©
1

(0.3)

(0.3)

(0.3)

©

©)

(0.6)

©

(0.6)

(0.6)

3
(0.9)
0

©

©

©

©

©

(0.6)

(0.9)

(0.6)

(0.9)

(2.5)

(1.5)

17

(5.2)

(1.8)
13
(4.0)
23
(7.1)
15
4.6)
25
7.7)
27
8.3)
28
(8.6)

87
(26.8)
9%
(29.5)
105

(32.3)

142
(43.7)
135
(41.5)
115
(35.4)
123
(37.8)
117
(36.0)
121
(37.2)
115

(35.4)

227
(69.8)
222
(68.3)
202
(62.2)

176
(54.2)
176
(54.2)
187
(57.5)
183
(56.3)
179
(55.1)
173
(53.2)
177

(54.5)

4.66

4.66

4.56

451

4.50

4.50

4.49

4.46

4.42

4.42

0.58

0.54

0.62

0.57

0.58

0.63

0.67

0.68

0.72

0.74

110



11.

12.

13.

14.

15.

16.

17.

416 ( )

©

(1.2

(0.6)

0.3

(0.6)

(0.9)

(0.9)

4.16

(2.8)

(0.9)

(2.5)

(0.6)

2.2)

(1.8)
10

(3.1)

27
(8.3)
47
(14.5)
42
(12.9)
il
(9.5)

40

(12.3)
56
(17.2)
58

(17.8)

125
(38.5)
111
(34.2)
114
(35.1)
164
(50.5)

167

(51.4)
139
(42.8)
131

(40.3)

163
(50.2)
159
(48.9)
159
(48.9)
127
(39.1)

109

(33.5)
120
(36.9)
121

(37.2)

4.36

4.29

4.29

4.27

4.15

4.13

4.11

4.39

0.75

0.84

0.83

0.68

0.76

0.83

0.87

0.47

111
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411

(0.3)

©)

(0.9)

©)

©

(0.6)

©

2

(Corporate

(0.6)

Communication)

(0.3)

©

©

(0.3)

(0.3)

©)

(0.9)

©

1.2)

(0.9)

(2.5)

14
4.3)
21
(6.5)
18
(5.5)
17

(5.2)

32

(9.8)

24

(7.4)

23

(7.1)

41

(12.6)

126

(38.8)

126
(38.8)
105
(32.3)
132
(40.6)
140
(43.1)
125

(38.5)

153

(47.1)

139

(42.8)

131

(40.3)

188

(57.8)

183
(56.3)
195
(60.0)
174
(53.5)
168
(51.7)
163

(50.2)

147

(45.2)

155

47.7)

149

(45.8)

4.55

4.52

4.50

4.47

4.46

4.43

4.38

4.37

4.30

SD.

0.58

0.58

0.71

0.62

0.60

0.75

0.62

0.72

0.75

113



417 ()

10.
( Internal
Organization
Communication)

11.

12.

13.

14.

15,

16.

17,

(0.6)

©.3)

©)

0.3

©)

0.3

0.3

(0.3)

4.17

2.2)

(0.9)

(0.9)

1.2)

(0.9)

1.2)

2.2)

(3.4)

29

(8.9)

40
(12.3)
40
(12.3)
51
(15.7)
51
(15.7)
57
(17.6)
59
(18.2)
84

(25.8)

157

(48.3)

151
(46.5)
156
(48.0)
161
(49.5)
176
(54.2)
177
(54.5)
180
(55.4)
165

(50.8)

129

(39.7)

129
(39.7)
125
(38.5)
108
(33.2)
95
(29.2)
86
(26.5)
77
(23.7)
63

(19.4)

4.25

4.25

4.24

4.14

4.12

4.06

4.00

3.86

4.23

SD.

0.76

0.73

0.70

0.74

0.69

0.72

0.72

0.77

0.43

114
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(Internal Organization Communication)



418

4,

(Publicity)

10.

11.

0.3

0.3

©)

(0.3)

(0.3)

©)

(0.6)

0.3

©)

©)

©)

(0.3)

©

0.3)

©.3)

0.3

(0.6)

(0.9)

(0.9)

(0.9)

(2.2)

(1.2)

19
(5.8)
24
(7.4)
22
(6.8)
2
(6.5)
30
9.2)
27
(8.3)
51
(15.7)
59
(18.2)
57
(17.5)
73
(22.5)
76

(23.4)

126
(38.8)
126
(38.8)
144
(44.3)
148
(45.5)
136
(41.8)
157
(48.3)
148
(45.5)
145
(44.6)
176
(54.2)
159
(48.9)
158

(48.6)

178
(54.8)
174
(53.5)
158
(48.6)
154
(47.4)
157
(48.3)
139
(42.8)
121
(37.2)
117
(36.0)
89
(27.4)
86
(26.5)
84

(25.8)

4.47

4.45

4.41

4.39

4.38

4.33

4.18

4.15

4.08

4.00

4.00

0.65

0.66

0.63

0.65

0.69

0.65

0.77

0.77

0.69

0.76

0.74

116



418 ()

12.

0 6 81 151 86
0) 18 (249  (465) (269

3.98

4.23

4.18

(Publicity)

0.77

0.45

117



4.19

0.3

(0.3

(0.3)

(0.3)

(0.3)

(0.3)

(0.3)

(0.3)

0.3)

©

(©.3)

(0.9)

©

(0.3)

(0.3)

(0.6)

(0.6)

©

10
(3.1)
19
(5.8)
18
(5.5)
18
(55)

21

(6.5)

16

(4.9

22
6.8)
22
6.8)
31

(9.5)

86
(26.5)
119
(36.6)
119
(36.6)
131

(40.3)

123

(37.8)

133

(40.9)

120
(36.9)
126
(38.8)
138

(42.5)

228
(70.2)
184
(56.6)
183
(56.3)
175

(53.8)

178

(54.8)

174

(53.5)

180
(55.4)
174
(53.5)
155

471.7)

4.66

4.49

4.48

4.47

4.47

4.47

4.46

4.45

4.37

S.D.

0.57

0.65

0.67

0.63

0.66

0.64

0.68

0.68

0.68

118



10.

11.

12.

13.

14.

15.

16.

17.

18.

419 ()

(0.3)

(0.3)

(0.6)

(0.3)

(0.3)

(0.6)

(0.6)

(0.3)

(0.6)

(0.3)

(0.9)

(0.6)

(0.6)

0.9)

1.2)

10

(3.1)

13

(4.0)

12

(3.7)

25

(7.7)

32

(9.8)
39

(12.0)

45

(13.8)

49

(15.1)

91

(28.0)

88

(27.1)

95

(29.2)

101

(31.1)

156

(48.0)

151

(46.5)
139

(42.8)

149

(45.8)

153

(47.1)

151

(46.5)

147

(45.2)

147

(45.2)

145

(44.6)

142

(43.7)

138

(42.5)
141

(43.4)

127

(39.1)

119

(36.6)

77

(23.7)

78

(24.0)

69

(21.2)

65

(20.0)

4.34

4.30

4.28

4.23

4.19

391

3.89

3.83

3.80

0.66

0.71

0.75

0.73

0.74

0.79

0.82

0.82

0.82
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19.

419 ()

06)

4.19

12

3.7)

120

SD.

100 146 65
308 49 (200 >80 082
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4.20

4.40

431

4.26

4.24

431

SD.

0.76

0.69

0.70

0.73

0.61

122



421

©

(0.3)

(0.3)

(0.6)

'4.21

(0.9)

(0.6)

(0.3)

(0.6)

31

(9.5)

35
(10.8)

51

(15.7)

46

(14.2)

125

(38.5)

142

(43.7)

135

(41.5)

155

(47.7)

166

(51.1)

145

(44.6)

137

(42.2)

119

(36.6)

4.40

4.32

4.25

4.19

4.29

SD.

0.70

0.71

0.75

0.74

0.62

123



4.22

(0.3)

(0.3)

(0.3)

(0.3)

(0.3)

(0.6)

4.22

(1.5)

(0.6)

(0.9)

(0.9)

1.2)

2.2)

38
11.7)
43
(13.2)
59
(18.2)
67
(20.6)
76
(23.4)
96
(29.5)

162
(49.8)
164
(50.5)
159
(48.9)
168
(51.7)
157
(48.3)
168

(51.7)

119
(36.6)
115
(35.4)
103
(31.7)
86
(26.5)
87
(26.8)
51

(15.7)

4.21

4.20

411

4.03

4.00

3.80

4.29

0.73

0.71

0.74

0.73

0.76

0.75

0.62

124



125

4.23

S.D.
2 3 49 160 110
4.15 0.75
(0.6) 09)  (151) (49.2)  (33.8)
2 3 69 168 83
401 0.75
(0.6) 09  (21.2) (517)  (255)
4 25 119 146 31
3.54 0.82
1.2) (77) (36.6)  (44.9) (9.5
3.90 0.66

4.23



4.24

2 31
06) (9.5
6 35
18 (108
7 35
22) (108

6/:;
4.24

117
(36.0)
137
(42.2)
135

(41.5)

136
(41.8)
119
(36.6)
122

(37.5)

39
3.55
(12.0)
27
3.39
(8.3)
24
3.37
(7.4)
3.44

0.85

0.86

0.86

0.82

126



4.25

(Senior Project)

1 1
(0.3) (0.3)
2 2
(0.6) (0.6)

4.25

17

(5.2)

33

(10.2)

87

(26.8)

123

(37.8)

219
461
(67.4)
162
4.37
(49.8)
4.49

121

0.63

0.74

062



4.26

4.26

5
(169)

il
(219)
79
(243)
75
(23.1)

143
(440)

142
(“7)
148
(455)
151
(465)

123
(379)

1
(342)
90
277)
8
(265)

4.18

412

3.98

3.9

4.06

0.75

0.75

0.79

081

0.66
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31

32.

4.21

09)

2
(62

15
(46)

0]
(280)

%
(292)

108

(332)

103
(31.7)

219
(674)

205
(631)

199

(612)

206
(63.4)

4.62

4.54

451

4.55

4.58

0.58

0.68

0.48

0.60

0.60

129



427 ()

3.3

34

(Corporate
Communication)
35

3.6

09)

13
(40)

%
(80)

100
(308)

108
(332)

121
(372)

140
(#3.)

110
(339)

209
(643)

190
(58.5)

17
(575)

152
(468)

187
(575)

4.58

4.48

451

4.35

4.48

SD.

0.62

0.73

0.64

0.70

0.67
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4.27
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10.

11,

12.

4.28

4.58

414

473
4,08
4.63

415

440

4.35

417

4.48

4.65

4.62

0.59

0.50

0.45
0.62
0.50

0.46

0.62

0.67

0.63

0.62

0.50

0.53

4,09

4.15

4.47
4,05
457

4.58

4.40

445

415

429

4.53

4.47

SD.
0.71

0.70

0.57
0.67
0.60

0.61

0.66

0.61

0.70

0.70

0.59

0.68

4.21

45.2

451
401
4.66

4.12

4,06

4.2

4.23

4.34

461

3.52

SD.
0.76

0.77

0.69
0.83
0.52

0.65

0.88

0.80

0.79

0.69

0.53

0.97
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13

14,

15
16.
1.

18.

19,

2.

21,

428 ()

438
3.88

348
3.96

4.40

407

4.07

4.40

4.57

4.35

4.28

SD.

061

0.72

0.696
0.67

0.70

0.66

0.70

0.63

0.57

0.33

4.35
4,02

3.62
3.99

4,08
402

411

403

4.39

423

SD.

061

0.77

0.82
0.74

0.76

0.78

0.76

0.86

0.65

0.39

409
3.93

3.49
412

461

403

422

4.30

421

423

SD.

0.70

0.88

0.86
0.72

0.62

0.85

0.78

0.719

0.719

043
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10.

11.

4.29

4.55

4.65

4.12

4.59

447

4.28

4.29

4.25

4.48

3.63

438

0,57

0.54

0.53

0.55

0.57

0.60

0.63

0.63

0.56

0.66

0.64

711

4.23

453

4.49

4.21

4.39

4.20

4.28

421

4.36

3.66

3.85

2% 1A

0.65

0.57

0.65

0.76

0.70

0.74

0.65

0.74

0.71

0.83

0.84

4.53

4.32

457

4.53

4.60

4.48

4.36

403

3.58

3.82

4.46

SD.
0.64

0.79

0.74

0.82

0.67

0.60

0.7

0.83

0.99

0.84

081
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12,

13

14,

15,

16.

69

429 ()

4.58

449

4,06

4371

4.35

4.39

4.29

SD.

0.60

0.61

0.65

0.58

0.65

0.35

4.21

4.21

3.69

4.02

411

417

SD.

0.67

0.70

0.85

0.75

0.74

0.45

4.52

443

3.36

4.21

412

421

0.75

0.65

081

0.79

0.68

0.43

136
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10
11

4.30

418

4.50

4.52

4.44

4.47

4.43

441

449

443
407
4.53

SD.
0.65

0.62

0.59

0.64

0.61

0.67

0.60

0.61

0.60
0.61
0.65

416

421

4.35

432

4.25

4.39

4.05

4.35

419
391
441

SD.
0.67

061

0.64

0.57

0.59

0.64

0.69

0.59

0.70
0.76
0.63

438

4.53

4.23

4.39

4.67

4.84

430

442

440
411
4.52

SD.
0.70

0.74

0.77

0.67

0.52

0.36

0.80

0.72

0.67
0.65
0.66

138



12,
13,

14

430 ()

393

4.53

4.76

441

4.30

SD.
0.64

0.56

0.74

0.38

3.95

437

443

4.25

SD.
0.74

0.62

0.64

0.43

4.12

4.40

4.49

4.47

SD.
048

0.83

0.57

0.40

139



10.

11.

431

4.63

451

4.69

4.47

4.68

4.22

4.30

4.62

4.68

4.64

4.82

SD.

0.48

0.59

0.48

0.61

0.53

0.80

0.62

0.53

0.51

0.54

0.39

4.54

4.44

4.64

4.24

4.40

4.18

4.16

4.52

4.43

4.43

4.66

S.D.

0.53

0.58

0.53

0.72

0.72

0.74

0.73

0.61

0.68

0.69

0.54

4.33

4.60

4.65

4.09

3.66

3.97

3.97

4.34

4.24

3.94

4.47

SD.

0.67

0.54

0.62

0.65

0.94

0.95

0.91

0.72

0.77

0.87

0.74
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12.

13.

14.

15.

16.

17.

431 ()

4.63

4.63

451

4.63

4.63

4.67

4.58

'431

0.54

0.54

0.62

0.58

0.56

0.53

0.36

4.32

4.46

4.24

4.50

4.48

4.53

4.41

0.71

0.64

0.68

0.63

0.59

0.62

0.43

3.87

4.12

3.43

4.08

4.32

4.48

4.13

1.06

0.91

0.98

0.93

0.86

0.71

0.54
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10.

4.32

4.39

4.32

4.32

4.48

4.44

4.08

3.85

3.38

4.70

412

4.32

S.D.

0.34

0.40

0.43

0.45

0.52

0.52

0.66

0.80

0.49

0.59

4.24

4.17

4.23

411

4.10

4.05

391

3.49

431

3.95

0.46

0.47

0.50

0.64

0.65

0.58

0.63

0.76

0.62

0.71

4.25

4.23

4.24

4.38

4.39

4.04

3.94

3.43

4.51

4.15

S.D.

0.46

0.46

0.61

0.67

0.61

0.66

0.71

0.93

0.68

0.70

142
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4.33

4.85

4.65

4.63

4.66

4.62

4.62

0.41

0.54

0.53

0.51

0.55

0.56

4.56

4.43

4.60

4.60

4.47

4.62

0.58

0.66

0.59

0.57

0.72

0.61

4.47

4.48

441

4.47

4.34

4.50

S.D.

0.67

0.64

0.70

0.71

0.71

0.68

144



433 ()

(Corporate

Communication)

10.

11

4.63

4.63

4.43

4.52

4.65

0.54

0.52

0.55

0.57

0.54

4.58

4.51

4.38

4.24

4.58

S.D.

0.63

0.64

0.73

0.74

0.62

4.14

4.37

4.23

4.19

4.36

145

0.92

0.73

0.81

0.86

0.87
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4.33

“

(Corporate Communication)"



2)
3)
1)
2)
Survey)
1
/
42

305

1

(Website Content Analysis)

(Survey Research)

(Online Survey) ' (Link)

325

347

121

87.9

147

(Mail
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aj A9

Department Program/ Major

School College

" (Public Relations) Department
Program/Major
Communication, Journalism, Mass Communication, Marketing, Advertising & Public
Relations, Arts, Language & Literature, Digital Media, Communication & Media Arts,
Communication & Fine Arts
College School

College of Communication, College of Arts, Media & Communication, School
of Journalism, School of Journalism & Mass Communication/ Media, School of Media &
Strategic Communications

5

Public Relations, Communication, Advertising & Public

Relations, strategic Communication Mass Communication

Bachelor of Arts (B.A.) Bachelor
of Science (B.S.) Bachelor of Arts
(B.A) 5 B.A. in Communications, B.A. in Mass

Communication, B.A. in Public Relations, B.A. in Communications-Public Relations
B.A. in Journalism Bachelor of Science (BS) 5
B.S. in Communication, B.S. in Public Relations, B.S. in Journalism, B.S.
in Marketing Communication B.S. in Mass Communication B.S. in
Advertising & Public Relations
(Co-PR Program)

(Full PR Program)
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Department Program/Major

" (Public Relations) Department Program/Major

Mass Communication, Marketing Communication, strategic Communication,
Communication Arts & Digital Media
Program/Major Advertising &
Public Relations, Communication Program, Program in Communication Arts, Business
Administration Program, Public Relations & Marketing, Program in Public Relations &
Corporate Communication
Public Relations Public Relations &

Advertising Communication Arts

Bachelor of Communication Arts (B.C.A.) '
Bachelor of Arts (B.A.)

Bachelor of Communication Arts
(B.C.A) B.C.A. in Communication Arts, B.C.A. Advertising & Public Relations,
B.C.A. in Public Relations, B.C.A. in Public Relations & Corporate Communication,
B.C.A. in Communication Arts (Digital Media), B.C.A. in Communication Arts in Public
Relations, B.C.A. in Marketing Communication, B.C.A. in Public Relations & Marketing

Communication, B.C.A. in strategic Communication
Bachelor of Arts (B.A.) B.A. in
Communications Arts, B.A. in Advertising & Marketing, B.A. in Advertising & Public

Relations, B.A. in Journalism, B.A. Public Relations

(Full PR

Program)



4)

1

6)

7

4,130
(

3)

2)

(

5)

150

1,148



tl
10)
3
44.6
6-10 1-3
26.8 31-40
51-60 61-71

72.3

55.4

151

9) 1

27.7

10

73.2

41-50 22-30

73.2
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(Senior Project)



1)

155

2)

3)

5)

(Descriptive Comparison)

51



10.

11.

12.

13.

14.

15.

16.

17.

18.

5.1

156



10.

20.

21.

22.

23.

5.1 (

5.2

5.2

63

157



158

Department Program/Major)
(School College Wilcox (2006,
v 69-70)
200
(2523, . 2)
(Journalism)
(2527, . 13)

(Co-PR Program) (Full PR

Program) Co-PR

(Concentration)

, 2543, . 36-44)

Department
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Program/Major
(Full PR Program) )

(2548, . 22-23)

(2542, . 107)

, 2548, .8, .20)

Wilcox (2006, pp. 69-70)



160

63

Toth, & Aldoory (2010)

Zhang, Luo, & Jiang (2011)

(China International Public Relations
Association; CIPRA)

500,000 (Wilcox, 2006, pp. 69-70) Jamilah, & Putra (2008)

(2544, . 529)

63
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Sriramesh, & Hornaman (2006)

1)
2) 3)
4) 5)
6) 7)
Goncalves (2009)
(100%)
(94%) :
(88.8%) (83.3%) (77.7%)
(50%) (50%) Cotton & Tench
(2009)
Grunig (1989)
1987

(Public Relations Society of America., PRAS)
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(Toran, 1976; ; 2544, . 524-526; Xifra, 2007)

Simpkins (1976)

Somerville, Purcell, & Morrison (2011)
1

(lobby)

Ekachai, & Komolsevin (1998)

Gibson (1983)

Toth, & Aldoory (2010)



163

Ekachai, &

Komolsevin (1998)
(IMC) (Corporate Image Marketing)
(Corporate Image Management)
(MPR) (Customer Relations Management)
(Relations Marketing) (Brand image
Building) (Alexander, 2004; , 2545)
Xifra (2007)
50 Goncalves (2009)
83.3%
(2556, . 25)

(2556, . 14)

Taylor (2001)

Hwa, & Chen (2007)
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Wilcox

(2006, pp. 80-81)

(Podcast) (Video iPod)

Kent (2001)

Commission

on Public Relations Education [CPRE., 2006]

Hickerson, &

Bsumek (2013)
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( Guiniven, 1998; Toth, 1999; Tench, & Fawkes, 2005; CPRE, 2006; Brunner, & Fitch-
Flauser, 2006; Hwa, & Chen, 2007)
Stacks, Botan, & Turk (1999) '1

3

(Public Relations Society of America., PRSA)

80
(Flardin, & Pompper,
2004) (Goncalves,
2009) 60

(Xifra, 2007)



(2542, . 209)

(2545)

Wise (2005)

Gibson (1983)

Hickerson, & Bsumek (2013)
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167

Wilcox (2006,
pp. 84-85)

CPRE (1999)

(communication and persuasion concepts and strategies) DiStaso,

Stacks, & Botan (2009)

Benigni, Cheng & Cameron

(2003)

Worley (2001)

CPRE (2006)

(2556, . 14-15)
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Sriramesh, & Hornaman (2006)

Bertelsen, & Goodboy (2009)

Zhang, Luo, & Jiang (2011)

Cotton, & Tench (2009)

78

Aldoory, & Wrigley (2000)

)

2)

3)

' ' (Freberg, Remund, & Keltner-Previs, 2013)
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11 ( . . 2555-2559)

3 All

( , 2556, . 35)

Wilcox (2006, pp. 84-85)

(DiStaso,

Stacks, & Botan, 2009)

2) 1 3)
4)

5)
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Alexander (2004)

Wilcox (2006, pp. 84-85)

(Technocrat)

CPRE (2006)

(Kruckeberg,1998; a, & Chen, 2007; Bertelsen, & Goodboy, 2009)

Wilcox (2006, pp. 80-81)

Chung

(2007)



17

Taylor (2001)

DiStaso, Stacks, & Botan (2009)

Wilcox (2006, . 72)



1

, & Chen (2007)

(Grunig.1989;

Ekachai, & Komolsevin,1998; Zlateva, 2003; Alexander, 2004; Brunner, & Fitch-Hauser,

2006; Hwa, & Chen, 2007; Cotton, & Tench, 2009; Goncalves, 2009; Toth, & Aldoory,

2010; , 2545)

Wilcox (2006, p. 75)

(2547)
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Chung

(2007)

Jamilah, & Putra (2008)

Toth, &

Aldoory (2010)
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(Full Public

Relations Program)

(Co-Curriculum Public Relations Program)

70
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. (25309).

. . 2020"

. (2545).

. (2542).

. (25309).

. (2529).

. (2542).

. (2545).

. (2534).

i

. (2551).

, 6(1), 96-108.
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. (2523). /

. (2544).
. (2547).
. (2531).
( ).
. (2545).

. (2556).

. (2554). P

. (2555). P
. (2542).
. (2544).
. (2549).

. (2556). ft A
11 (. . 2555-2559).

. (2543).

' .. 2543.



[ 1

Aldoory, L,

Alexander,

179

. (2542). : . 1
, (2543).
. (2548).
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Desirable Qualifications and Competence of Graduates in Public Relations Program

at the Bachelor Degree Level and Future Trend in Professional Practice.

Instructions:

This survey is funded by the Faculty of Communication Arts, Chulalongkorn
University, aiming at surveying opinions of public relations scholars and practitioners
in Thailand, countries in Asia and the United States of America. The research would be
beneficial for the development of public relation program in the university.

This questionnaire comprises seven parts: Personal data of respondent,
Knowledge, Skill, Ability, Personal Qualification, Subject in undergraduate program and
Trend in Public Relations. Please provide your opinion by filling in the provided choices
and tables. This questionnaire will take approximately 15-20 minutes to complete.
Your return of this questionnaire is an implied consent. There is no direct benefit
for participation in this study. Any information obtained in this study that can
be identified with you will remain confidential and will not be disclosed. You are able
to quit-from this study at any time without penalty. Your participation in this study would

be gratefully appreciated.
Part 1: Personal (lafa of respondent
1 Your current working based country
[ ] Thailand [ 1 Country in Asia
[ ] United States of America [ ] other, please indicate..........ccccceevivviveeenennne.
2. Which is your major work in public relations field
[ ] Scholars including lecturer, researcher, or academic freelance

[ ] Professional practitioner (please go to question no. 4)
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3. Your academic position

[ 1 Lecturer [ ] Assistant Professor
[ 1Associate Professor [ ] Professor
[ 1Academic Freelance [ ] Researcher

4. Your professional position level (only for PR professional practitioner)
[ ] Officer/staff [ 1 Chief/First level management
[ 1 Manager/Middle management [ ] Executive/High level management
[ ] Other, please indicate............ccceevvverrinrenne
5. Years of working experience in public relations field
[ 1 Lessthan 1year [ 11-3years
[ ]4-5 years [ ]6-10 years
[ ] More than 10 years
6. Gender

[ ] Male [ ] Female

8. Educational Level

[ ] Lower than bachelor degree [ ] Bachelor degree

[ ] Master degree [ 1 Doctor of Philosophy (Ph.D.)/Doctoral
Degree
9. Your graduate field

[ ] Communication Arts/Journalism / Mass Media

[ ] Social science (e.g. political science, economics, law, business administration,
commerce and accountancy)

[ ] Flumanity (e.g. arts, humanity, fine and applied arts)

[ ] Science (e.g. engineering, science, pharmaceutical science, medicine, nursing,
information technology)

[ ] Other, please indicate..........ccocceeeeininieeneane
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Part 2 KNOWLEDGE considered essential for graduates in public relations program

Please indicate the level of importance for each knowledge component that graduates

from undergraduate public relations program should know.

KNOWLEDGE

1. Communication theories and
principles

2. Public relations theories and
principles

3. Audience analysis

4. Journalism

5. Planning

6. Public Relations Strategies

7. Organizational Communication
8. Interpersonal Communication
9. Cross-cultural Communication
10. Persuasive Principles

11, New Media

12. Foreign Language

13. Marketing and Marketing
communication

14. Management

15. Economics

16. Social Issues

17. Research and Evaluation

18. Globalization Concept

19. Visual Communication and Visual

Language
20. Ethics and Law

21. Professional experience

22. Other, please indicate...................

Level of Importance

Not Very Not Very
Neutral Important
Important  Important 3 4 Important
1 2 5
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Part 3: The SKILLS considered essential for graduates in public relations program
Please indicate the level of importance of each Skill component that graduates from
undergraduate public relations program should acquire

Level of Importance

Not Very Not Very
SKILLS Neutral Important
Important  Important 4 Important
3
1 2 5

1. Persuasive writing

2. News writing

3. Public relations plan writing

4. Campaign plan writing

5. Media relations skills

6. Public speaking skills

7. Coordinating with internal and
external organization

8. Argument and negotiation skills
9. Foreign language: writing and
speaking skills

10. Management and financing skills
11. Conducting research and
evaluation

12. Producing public relations
media/tools

13. Utilizing and producing new media
14. Computer graphic design

15. Message design skills

16. Working skills in organizational
context

17. Other, please indicate...................
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Part 4; ABILITY considered essential for graduates in public relations program.
Please indicate the level of importance of each ability that the graduates from
undergraduate public relations program should acquire.

Level of Importance

Not Very Not Very
ABILITY Neutral Important
Important  Important Important
3 4
1 2 5

1. Managing communication

2. Building relationship with
stakeholders

3. Ability to publicize

4.Managing public relations work
5. Analyzing

6. Strategic thinking

7. Campaigning

8. Coordinating

9.Persuasive ability

10. Marketing

11. Task completing

12. Critical thinking ability

13. Producing creative public relations
media

14. Practical ability

15. Other, please indicate...................
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Part 5 PERSONAL QUALIFICATIONS considered essential for graduates in public relations
program

Please indicate the level of importance of each personal qualification that the graduates
from undergraduate public relations program should acquire.

Level of Importance

Not Very Not Very
PERSONAL QUALIFICATIONS Neutral Important
Important  Important Important
3 4
1 2 5

1. Be creative

2. Be analytical

3. Eager to learn (new things)

4. High technology sophisticated
5. Be hardy

6. Be stable

7. Globalization thinking

8. Systematic thinking

9. Be trouble shooter

10. Focusing on success

11. Good human relations

12. Be humble

13. Good personality

14. Be mellifluous

15. Positive thinking

16. Good manners

17. Good behavior in social context

18. Other, please indicate...................
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Part 6: SUBJECTS considered essential for that graduates of undergraduate public relations

program.

Please indicate the level of importance of each subject that should be taught in

undergraduate public relations program.

SUBJECTS IN PROGRAM

Theoretical Subjects
1. Communication Theories
2. Public Relations Principles and
Theories
3. Advanced Public Relations
4. Audience Analysis
5. Media Literacy
6. Rhetoric and Persuasion
7. Journalism Principles
8. Advertising Principles
9. Internal Organization
Communication
10. Corporate Communication
11. Interpersonal Communication
12. Communication in New Media
13. Visual Communication
14. Intercultural Communication
15. Problem Solving and Decision
Making
16. Business Management
17. Creative in Public Relations

Practical Subjects

18. Basic News Writing

19. Advanced News Writing

Level of Importance

Very
Neutral Important
Important Important
3 4
5



Not Very
SUBJECTS IN PROGRAM
Important

1

20. Persuasive Writing
21. Speech Writing
22. Publicity in Public Relations
23. Public Relations Message Design
24. Digital Content and storytelling
25. Public Relations Tactics and
Production
26. Printed Media Design and
Computer Graphic
27. Web Design and New Media
28. Seminar in Public Relations Issues
29. Business and Professional
Speaking

Strategy Subjects
30. Campaign Management and
Planning
31. Communication in Conflict
Management
32. Crisis Communication
33. Issues Management
34. Corporate Communication
Strategies
35. Corporate Reputation Management
36. Corporate Image Management
37. Integrated Marketing
Communication
38. Public Relations Strategies

39. Public Relations Management

Level of Importance

Not
Important

2

Neutral

3

Important

4
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Important

5



Not Very
SUBJECTS IN PROGRAM
Important

1

40. Public Relations and Social
Responsibility
41. Risk Communication
42. Event Planning and Management
43. Case Studies in Public Relations
44. Nonprofit Public Relations
45. Public Relations for Health Care
46. Public Relations for Environment
47. Public Relations for Political Affair
48. Public Relations for Tourism

Research Subjects
49. Public Relations Research
50. Communication Analytic Methods
51. Media Information Gathering and
Evaluation
52. Media Research Techniques

Ethic and Law Subjects

53. Communication Law and Ethics
54. Ethics and Code of Conduct in
Professional Life
55. Public Relations and Society
56. Case Studies and Ethics  Public
Relations

Marketing Subjects
57. Marketing Principles
58. Market Analysis and Research
59. Consumer Behavior

60. Global Marketing

Level of Importance

Not
Important

2

Neutral

3

Important

4
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Very
Important

5
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62

63

an

64

65.

66.

67.

68.

69.

70.

71.

72

Not Very
SUBJECTS IN PROGRAM
Important

1

. Brand Management
. Marketing Communication

Management Subjects
. Strategic Management Principles
d Practices
. Project Management
Business Finance

Economic Subjects
Principles of Economics
Principles of Macroeconomics
Principles of Microeconomics

Internship Subjects
Internship in Public Relations
Senior Project

Social Subjects

Current Social Issues Analysis

. Social Group Conflict and

Relationship Management

73

74

. Social Movements

. Public Opinion

Level of Importance

Not
Important

2

Neutral

3

Important

4
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Very
Important

5



Part 7: The Public Relations Trend the next 5 years

Please indicate the level of possibility of each Public Relations Trend that would occur in the

next 5 years.

Not Very
PUBLIC RELATIONS TRENDS Possible
1

. New media will be the central of public
relations practice.
2. The global public relations practice will
become more important.
3. Public relations will become an important
management tool in an organization.
4. The reputation management will become
more important.
5. Public relations will be more important for

marketing.

6. The approach of public relations will turn to
be more strategic communication
management.

7. The core practice of public relations will be
integrated into corporate communication.

8. Social responsibility will be an emerging
issue in public relations.

9. Environmental concern will be an emerging
issue in public relations.

10. Intercultural issue will be the emerging
issue in public relations.

11. Public relations will take more important
role on preventing and solving organization
problem

12. Other, please indicate.........cccccccevcvvvreeennnns

Level of possibility

Not
Possible

2

Neutral

3

Possible

4
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Very
Possible

5
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As this research intends to reach as many public relations scholars and professional
practitioners as possible, | would like to ask whether you would be willing to share your contact

information of your colleague that | should send this questionnaire to. Please kindly share their

e-mail addresses.

Thank you very much for your participation  this survey.

*
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