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ABSTRACT 

The significant of campus public relations in many Universities of Thailand is often undermined by many 

management levels which then receives a minimum budget. Critical success of campus public relations are the 

elements that are necessary for an organization of higher education to achieve its positive image. These factors 

must be understood to create both marketing and required public relation activities for ensuring desirable image. 

To boost Suan Sunandha Rajabhat University as the number one Rajabhat University of Thailand awareness, it is 

important to have an effective public relations campaigns and activities. The level of satisfaction of campus public 

relations is one of the best measurements to assess the effectiveness of the campus public relations.  The aims of 

this study were to survey the satisfaction level of campus public relations, public relation events, and public 

relation strategies as well as to survey factors and success of campus public relations in various organizations 

from the perspectives of supervisors, directors and the perspectives of students. This research study was done by 

using mainly with qualitative research method. A total of 15 supervisors and directors of various offices, and 

departments were interviewed by using an in-depth interview. In addition, a total of 15 students were also 

interviewed by the same set of in-depth interview questions to gain insight information. The findings can be 

reported that it was important to understand the three steps of determining key success of campus public relations 

factors. First is to pull together the resources. Second is to share ideas and strategy. Third is to conclude the key 

elements of PR activities and information.  From the perspectives of supervisors and directors, it found that they 

had a high level of satisfaction on campus public relations, even though they knew that there were limited 

resources and budget for PR team. From the perspectives of students, it found that they had a medium level of 

satisfaction on campus public relations due to the facts that PR team focus too much on management level, not 

student level.  
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Introduction 

 To succeed as a campus public relation in today’s frenetic business environment, it is 

important to be able to capture and stakeholders’ attention. Whether it is about speaking 

informally with the team in campus of Suan Sunandha Rajabhat University, presenting to a 

group of students, staff, and faculty members, writing an email or report, or leading in meeting, 

and to provide positive news about the university, the ideas are constantly competing for the 

listeners’ and readers’ focus. Creating positive image of higher education organization requires 

careful planning, strategic management, and preparation whether for writing, speaking, 

presentation, and meeting. In many public relation of university’s organizations, it is important 

to provide an effective modern public relation and marketing regularly. Better communication 

in public relation will benefit both employees, customers, and organization in the long run. In 

the modern globalization it is widely accepted that public relation is the key of success. 

Therefore, it would be more benefit if most of employees of university doing the public relation 

to produce good image. Hence, the demanding for the employees of universities in Thailand to 

enhance their basic communication and public relation is proper. The PR from employees must 

be specially tailored or specially designed to increase and enhance with new and effective 

training methods for many different levels of staff and managers to ensure that they can conduct 

necessary functions that is with high confidence.   

In fact, the vital of campus public relations in many Universities of Thailand is often 

undermined by many management levels which often allocated to gain a minimum budget. 
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Important success of campus public relations are the elements that are vital for an organization 

of higher education to achieve its purposes of positive image. These factors must be 

implemented to create both marketing campaign and ensure public relation activities for 

achieving desirable image. To boost up the image of Suan Sunandha Rajabhat University as 

the number one Rajabhat University of Thailand, it is necessary to have an effective public 

relations campaigns and many different PR activities. The level of satisfaction of campus 

public relations is important as one of the best measurements the main factors of the 

effectiveness of Suan Sunandha Rajabath public relations.   

 

Research Methodology 
 

In fact, it is vital to design the suitable research methodology, data collection, and data 

analysis. The objectives of this study were to examine and to survey the satisfaction level of 

campus public relations, public relation events, and public relation strategies as well as to 

understand factors and success of campus public relations in various organizations from the 

perspectives of supervisors, directors and the perspectives of students. This research study was 

conducted by utilizing mainly with qualitative research method. A total of 15 supervisors and 

directors of various offices, and departments were interviewed by using an in-depth interview. 

In addition, a total of 15 students in the campus were also randomly chosen to be interviewed 

by the same set of in-depth interview questions in order to obtain their comments, in-depth 

opinion, and insight information. 

                                                      Fig. 1 the Process of Research 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Findings 
 

One of the important feedbacks from the participants of the study can be reported that 

it is necessary to evaluate the level of satisfaction in details and ask for real feedback from 

students and staff.  When evaluated many PR in detail, it found that many students are highly 

satisfied with university’s image. In fact, the more activities of public relations on the news, 

the higher confidence they have gain and the higher level of satisfaction about the university’s 

image. 

Conclusion/Presentation 

Problem statements  

Data Analyzing 

Data Summarizing 

Findings and Discussion 



© ICBTS Copyright by Author(s)                    The ICBTS 2019 International Academic Research Conference in London     244  

From the perspectives of supervisors and directors, it found that they had a high level 

of satisfaction on campus public relations, even though they knew that there were limited 

resources and budget for PR team. The budget constraints are known to reduce the effectiveness 

of the public relation but it is not the case of Suan Sunandha Rajabhat University due to the 

strong teamwork and efficient allocation of resources. From the perspectives of students, it 

found that they had a medium level to high level of satisfaction on campus public relations due 

to the facts that PR team focus too much on management level, not student level. Students often 

follow the news on social media such as Facebook and Lines more than any other things. 

Therefore, there is a need to ensure the access of social media to make public relations 

effectively visible to students. 

Suggestions 
 

The important suggestions came from the findings from qualitative method can be 

reported that it was necessary and important to understand the three steps of determining key 

success of campus public relations factors. First is to pull together the resources. Teamwork is 

a must for the success. Each faculty and each agent must work together to provide information 

for using as public relations and news. Second is to share ideas and strategy. The knowledge 

and skills as well as resources must be shared and distribute to maximum its impacts for the 

university’s image. Third is to conclude the key elements of PR activities and information. It 

is important to find the best way to achieve the high impacts with low costs.   
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