VinedyRwIdy finawanenamnidunend

247643

i

TN ANIIIY

'Emam:‘mmsﬂ
mwammm fnTIE e
' ssm

Q o

0§ & ey ]
{2%3":" ey ﬂmmmwmmﬁﬁ ﬁﬂﬁﬂﬂﬂﬁi%@”%?ﬁ%ﬁ?ﬁﬂ%ﬁﬁ

PUBLIC CONSCIOUSNESS OF PUBLIC RELATIONS PERSONNEL
FOR PUBLIC RELATIONS

Iml
i
0191 wﬂmﬁﬁgu d50aanTune

Qrﬁ;"?gfgmé’g;w#?ma%a g%m J
AHINEIRNAaTnguEIaY

4 ™ by > y t?
finmeenyuemuninndgriodufad

2854



vnedyaewidy dinemanensmninidunviend

s L

247643

FILITHHANITIVY

Tasen19vaaa

«nrsRaaIsIAdIRNEN1TRE”
309
SadNIA D515 MR NU ST A NS IR SE TN ANNUS
PUBLIC CONSCIOUSNESS OF PUBLIC RELATIONS PERSONNEL
FOR PUBLIC RELATIONS.

Tay

¢ o £ aa a
a1sdonsagt 835w

ARIIN mé’aqsﬁaﬁ’mm‘“m‘f

a e a a a a e a ¢
EITHNIIN Hﬁﬁﬁilﬂ!%i}ﬂﬂ‘l&%iﬂﬂN‘W\')Ylﬂ"lﬂilﬁqiﬂ%ﬂﬂb‘mﬂEJ

2554




'
A

Fo3a9 : Inditniflammsnsveninysznduiuslunul s duius

{390 : ontloinsdgs Hilygnouiie §onlu : awAnmapnIiudad
YRR : 2554 FOUARUN ; awiinmaupIfmdiad
LmaoﬁLﬁmwmumﬁimﬁuauyﬂﬁ PRI 210w

: guﬁ%”mm:ﬁmm mﬁﬂmﬁygsﬁaﬁwﬁﬂﬁ

o o o A&

fddty - Iadiinmme dsmdius  §uEnt : anAnndbgsiniudiad

UNAALD

[

247643

mﬁé’ami’lumﬁim%aqmmw Lﬁaﬁﬂmquuao AURLY ANURIAAADI LN
maUfidnuasindszmauing msdniinemn usstladpfdnansznulunisdninnu
9 a L 4' & ar o A a 6 a 6 l
mudadmilniinea oIt IuasdnIvesdy 533smne 8IANTOIND LRZAIANT LULEIINE
o A o ar € a & a ar > 6 6
fls WIDENTIUNAR 1auNNIIRUM DAL TIRNINUTTTIFUNUDINN 10 8IANT

NRNTIVEONLIN

a o A& nﬂl ar ar ar 4 =1 d' 6

% i]ﬂmumwammim:‘luquwawaauﬂﬂszmauwuﬁ WiNea MINYAAR aIAns
WIDFOUY WaNnue aammamaaﬂGTm%m«%ﬁﬁnuazqmﬁﬁuﬁﬂmm lasAwiuninnues
aulunmsaidszlomiuazdamlumamianndiomieguruniodiny Tuanwmenauan
< A b 8
gatiu laglundagelasauuny

2. ANWUTNNIA AU ”m”%mé']ﬁnLﬁammim:’luaaﬁnﬁ@ UMIANAUIU
aglumibipsuszmduiug Spsmielinsduinnuduiadiing adwivesdng
0319 AlmsmwuanihinnuiuRaveuduIadiing lasassuazgelianudainouLyin
WUIBINHUINIOU ) VDIBIANT ﬁmmammﬁﬂuazgﬂuuuﬁﬁmsmﬁ'\u%f‘hﬁn% Y LN
aaﬁnsﬂs:mnﬁua:?ﬁmuﬁ%LﬁsﬁnnuTUmzruaﬁgmaﬁgaLiu'lumsm"'mua:nﬁ
YIMIUIzinas@ muaaﬁns'l;jLLmoNaﬁﬂiﬁfgmjmmzl'lummfﬁﬁmﬁwﬁn%mu%amaq

(3

29AN3

aaﬁﬂsqsﬁﬂwuhﬁmmaamnﬁﬂ%ﬂf‘hﬁmﬁammsm:ﬁuﬁ 2 gﬂLLuuﬁaLﬁ@
B, i i .. a WE M g A oL w & o anliSEles oo Ea
IAFIUNY VUNDUIINBAIDIANT URLNDAIBIANTVBUAIWINUAIAIIUNY Banandjua

4 wadie fis Hnmibiafie anwBeasslumsduiiunifia  2)msguauazluysnnuiadoy



247643

sy 3yRamdnsnmaasiusd 4)lianutismiasiny WNUTET FUARDRINNID

fnuaszle lassmsdiszoznaauinnuizszoniuaziinnudaiiios

]
a ' a

3. Jadpfigenansznudannszmauinflunisldiagrinifeduivu
Uszmauiuiing 3 taseldun Taspusnenutaanyans Hasniizes Ao Jausisunie
MWL aNTBI096NT Taspfiana Ao FIAuuazannIIAsaY

myiTeassismui Ylnaaﬁmﬁammjoﬂ"u’lumw’hLﬁumuﬁm’%@éwﬁm W
WS aEinfes s fintuniudidunaasesiniie ifiduihnang wlonsvas
a9ns Anvuilefnsaniudsanafildlumsduinionstuieamincudazinled
‘qnaaﬁnsﬁu’lﬁauﬂs:mm’[uﬂﬁ@hLﬁuﬁaﬂsmmnnfmuﬂs:mmtﬁamiﬂsz"ma"uﬁuﬁ
muéa@mﬂ

0
a

2sfuraulalunisdsuinudn nsdfinoudiniadriniNesisiimeidu
A A v o ¢ & A v [ L & o o o
LS 998 anTU T T U U U B9 89S NI FINIWAN HTINA LA LN 8IANT L6 UazDITI8ET

Uy lumiliungsaudnans



Title: Public Consciousness of Public Relations Personnel for Public Relations.

Researcher: Natthasith Siripanyathanakij Institution: Dhurakij Pundit University
Year of Publication: 2011 Publisher: Dhurakij Pundit University
Sources: Research and No. of Page: 210 pages

Development Center Dhurakij Pundit University

Keywords: Public Consciousness Copy right: Dhurakij Pundit University

Abstract A
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This study was a qualitative research which was designed to investigate
perspectives, definitions, correspondence to PR practitioners’ performance, operation
and factors affecting practice concerning public consciousness in governmental
organizations, state-enterprises, business organizations and non-profit organizations or
public charities by conducting in-depth interviewing PR practitioners from 10
organizations.

The study results revealed that:

1. In PR practitioner's perspective, public consciousness is defined as demand of
individuals, organizations or institutions for expression of their consciousness and morality
since they are aware that it is incumbent for them to be of benefit and participate in making a
contribution to the community or society in terms of sustainable security without expecting for
any returns.

2. The operation of public conscious in governmental organizations is
performed in PR Department. As for state-enterprises, public consciousness operation
will be performed in a similar way as business organizations in which an agency directly
in charge of public consciousness is established and is as important as other
administrative agencies in the organization. The concepts and activities of public
consciousness performed by governmental organizations and state-enterprises are

derived from the government’s policy which is aimed at developing and administrating
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the country. By contrast, non-profit organizations or public charities concentrate on
building up public consciousness as the organization is named.

According to business organization’s perspective, the sources of public
consciousness comprise 2 forms — consciousness occurs before the establishment of
an organization and consciousness is determined after the establishment of an
organization, following 4 principles : 1) being honest in running business 2) caring and
rehabilitating environment 3) developing human competency 4) making a contribution
to the society in which PR practitioners can plan long-termed and continual projects.

3. There are 3 factors affecting PR practitioners in applying public
consciousness to PR performance including individualism, organizational culture or
environment and the society and environment.

The research findings also indicated that every organization is determined to
public consciousness operation since they have found that public consciousness occurs
before the establishment of an organization or it is the main goal of the organization’s
policy. Furthermore, after considering the budget allocated to perform the activities for
the public, one can see that every organization expended the budget for performing
activities more than spending the budget for publicizing via various types of media.

A remarkable point found in this research is that the operation of public
consciousness can be used as a PR tool which creates a good image to an

organization and it can make a good contribution to the society as well.
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