1 ( Public Relations)

2. ( Marketing Public Rela‘ions )
3. ( Marketing Communication )

4,

( Public Relations )

James E Grunmg

( Management )

( Gruning Hunt 1

1984 )
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l. ”
( Grunig Hunt,1984
,2542)
Vi
(effect)
(Mutual Understanding)
(1975 Gruning Hunt, 1984 )
( Persuasion ) Cutlip Center (1978
Gruning Hunt, 1984) "

John E Marston (1979) “

Baskin,Aronoff Lattimore ( 1997 )



1

Baskin (1997)

, ( Public Relation as a

Management Function )

2.

Communication )

('systems )

3.

( Public Relations as

D
2)

( Public Relations as

(skills) (tasks)

- ( operations )

a Means of Influencing Public Opinion )

( maintain favorable opinion)

( create opinion where

none exists,or where.it is latent )

3

( neutralize hostile opinion )

( Model of Public Relations ) 4

James E Gaining

4 /

( Press Agentry / Publicity Model ) (Public Information Model )



( Two - Way Asymmetric Model )
(Two - Way Symmetric Model )
/
( propaganda )

“ (feedback )

2

( Monologue )

( Dialogue )



(Gruning Hunt, 1984 )

4

1

( Bernays, 1982

, 2540)

2.
( ,2540)

3.

( Goodwill )
(Image) , 2532)
4, i "
( , 2542 )

( Public Relations Process )

Cutlip, Center Broom (1994 )

1 , ( Defining the Problem )
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2. ( Planning and

Programming )

3. ' ( Taking Action and Communication )
(Action Strategy ) ( Communication strategy )
4, (Evaluating the Program)
(feedback)

(Public Relations Society of America :

PRSA) 14 @

(publicity) (2) (communication) (3) (public affairs)

4 (issues management) (5) (government
relations) (6) (financial public relations) (7)

(community relations) (8) (industry relations)



15

9) (minority relations) (10)

(advertising) (11) (press agentry) (12) (promotion)
(13) (media  relations) (14) (propaganda)
(Newsom, Turk Kruckeberg, 2000: 2)
Cutilip (1994) 8
(@) (publicity) (2) (advertising) (3)
(press agentry) (4) (public affairs) (5)
(issue management) (6) (lobbying) (7) (investor
relations) (8) (development)
(Cutlip , 1994)

( Marketing Public Relations : MPR )

(Marketing Public Relations : MPR)

(Wilcox,
Ault Agee, 1995)

Thomas L Harris (1993 : 12)

Shimp (1993 Kitchen Papasolomou, 1999)
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(Kitchen, 1993 Kitchen Papasolomou, 1999)

(2542)

(Valued added)

(Product = promotion)

(Marketing mix)

(MPR) (Corporate
Puclic Relations : CPR)
?
ll?
(CPR) (MPR)

(Hirris, 1993)

Harris  (1993)
(Marketing) (MPR)

(CPR)



Market assessment
Customer segmentation
Product development
Pricing

Distribution

Service

Consumer advertising
Sales promotion

Sales

: Harris (1993)

Harris (1993)

Product publicity
Sponsorships
Special events
Public service
Publications
Media events
Media tours

Trade support

17

Corporate media relations
Investor relations
Government relations
Community relations
Employee communications
Public affairs

Advocacy advertising



Television commercials
TV program sponsorship[
Radio commercials

ROP newspaper ads
Magazine ads

Co-op advertising
Business and trade press
Advertising

Direct mail

Direct response ads and
commercials

Outdoor advertising
Telephone direct

Advertising

Motion picture advertising

Car cards

: Harris (1993)

(Four Ps strategy)

Couponing

Games, sweepstakes,
Rebates

Patronage awards
Price packs

Prizes

Premiums and incentives

(MPR Tactics)

18

News conference

Media tours

Newspaper publicity

Radio publicity

Magazine publicity
Television publicity
Seminars and symposiums

Surveys
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()

(Contests, Competitions and Created events) (2)

(Demonstrations) (3) (Exhibitions) (4)

show) (5) (Advertorial) (6)
(Newsletters) (8)

9) (Grand openings) (10)

(Press conference) (12) (Interviews)

(Road
(Media tour) (7)
(Video News Release : VNRS)

(Meetings) (11)
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Public Relations

vy Lee
13 ? ,l
Y
( : , 2531 : 23)
John E Marston (1979)
( )
Scott M. Cutlip, Allen H Center Glen M. Broom (1999'
Grunig Hunt (1984) "

( , , 2531 : 23)



| «Btnjfintni tioimniwuw
| twmminniwHMi . " |

(international  Public Relations

Association (IPRA)

( , 2540)



John E Marston (1979)
R-A-C-E

R-A-C-E

m O X>» X

M. Cutlip and Allen H. Center

[ o7

Glen M. Broom (1999)

(Research - Listening) .

22

Scott
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2. - (Planning - Decision Making)

3 ' (Communication - Action)
4, (Evaluation)
(on-going
process)
1
Downing

(@ social planning of any organization)
(social behavior)
( , 2537)

(2537)
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12

21

2.2

(2522)

(Single use plan)

24
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4
1 (General Support)

2 (Specific  Support)

3. (Reinforcement)

4.

(Remedial)
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22

26



52

AWIAINTUNNIING 1A Y
CHuLALoNGKORN UNIVERSITY
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Cutiip, Center

Broom ( 1999 )

28



(design)

(model)

(Strategy of publicity)

(Strategy of persuasion)

(Strategy of organization)

(Strategy of reflection)

29



Cutlip, Center

Cutlip, Center

Broom ( 1999 )

Broom (1999)

30
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10.

Scott M. Cutlip and Allen H. Center (1978)

1 (The Printed Media)

Information Racks

Inserts and Enclosures-Stickers

31
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(The Spoken Media)

3. (Sight and Sound)
Scott M. Cutlip .Alien H. Center Glen M. Broom (1985)
2
1 (Internal Communication Media)
2. (Mass Media)
Frank Jefkins (1982) ! Public

Relations Made Simple 10



> DN

10.

ol

(Corporate Image)

(Printed Material)

(2522)

(Spoken words)

(Grapevine)

(The printed words)

33
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22

2.3

(House of Home Journal)

(External Publication)

(Combination)

(Journal)

(pamphlets)

(Light and Sound)

34
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4.2

4.3

4.4

1
Simon  (1984)

lu

(Activities)

(Community Relations)

David K Berio

35



(2534)

(Repeating)

(Participation)

(2527)

2-4

36



=

(2527)

(code)

(content)

(treatment)

(Berio, 960 : 54)

37

e



(elements)

(message)

Cutlip Center
of Communication) (

1 Credibility :

2. Context :

3. Content :

(2537)

(structure)

,2516)

7

38

(The 7 C’s
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4. Clarity :

(themes) (symbol) (slogan)

5. Continuity :

6. Channels :

7. Capability of Audience :

Terence A. Shimp (1993)

Terence A. Shimp (1993)

(Sender) (Receiver)

(Feedback)



FWIAINTAUUNIINY 1A Y
CHuLaLonekoRN UNIVERSITY
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GHuLALONGKORN UNIVERSITY

41
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(2530) (Marketing

Communication)

(Target Market)

(Desired

Response)

2)

3)

4)

5)

6)

2. ( Channel )
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(Needs) (Internal  Stimuli)

(External  Stimuli)

(Feedback)
1
(Present  Position)
(Company Goals)
(Marketing  Strategy) (Tactic)
(Desired Consumer Response)
' (Actual

Consumer Response)



(Selective

1

2530 : 102)

@

Filter)

(Advertising)

@

, 2530)

, 2540 : 76)

44



(Product positioning)

( , 2529 : 377)

(Sales  Promotion)

( , 2530 : 101)

( , 2538 : 22)

(Public  Relations)

(Terence A. Shimp, 1993 : 587-589)

, 2530 : 138)

45



2527 : 610)

, 2540 : 170)

, 2538 : 23)

(Personal = Selling)

(Terence A. Shimp, 1993:609-610)

( , 2538 : 25)

46
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(2537 ) - '
3

?

1 2

(Corporate Advertising ) ! ( Pseudo
-Events) 3
) 2) 3 7
1
; ) 9::%
* 2540 )



(2532)

AWIANTUAUIING A
GHuLALONGKORN UNIVERSITY
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