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ABSTRACT

“The Survey of Research on the Image of Public Relations” is to study the quality,
types, forms and scopes of Research on the Image of Public Relations as well as examine
communication concepts and theories, Public Relations concepts, Image concepts
employed in Research.

The research is quantitative in nature using a content analysis approach and coding
sheets as a data gathering technique. The research population includes all Thai-written
Research on the Image of Public Relations and academic research reports published
during 1988-2007. The survey was conducted by collecting 134 copies of Research on the
Image of Public Relations from on-line database of both state and private universities that
offer graduate programs in Communication Arts, Mass Communication, Journalism,
Advertising ,Public Relations, Marketing Communication. The data was analyzed by using
descriptive statistics which was computerized by SPSS/PC+.

The results are as follows :

1. There is no consistent increase in the number of research. The largest number of
the research was found in 1996 and most of them are theses belonging to Chulalongkorn
University and Thammasat University.

2. The most popular types of research are quantitative. In terms of its form, it mostly
employs descriptive research approach.

3. Most research is focus on the study of Institutional Image



4. The concept and communication theories that are used the most are receptive
theory, agenda setting and model of public relations theory.
5. The most frequent applied conceptual framework is types of image, image

concepts and definitions
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