( Predicting Role Behaviors )
( Public Relations )
( Public Relations for business )
( Public Relations planning )
(Public Relations planning for business)
( Public Relations for hotel )

Berio The Process of Comunication . .1960
3

L. Role Prescriptions
2. Role Descriptions
3. Role Expectations

David K.Berio, The Process of Communications (New York : Holt, Rinehart and
Winston, Inc., 1960c), p. 152-155



FwraNnsaluniingas
CHuLALONGKORN UNIVERSITY

15



(descriptions)

description

prescription / description

expectation

(prescriptions)
(expectations)ll

prescription / expectation



Phillip V. Lewis2 (Expectancy Theory)
Sarbin Theodore R. 3 2
1 (Expectations) ,
2 (Enactments)
4
(expectation) (prediction)
2 (empathy)

(knowledge of the social-cultural system)

Edward L.Bernays 5

l I

Philippe V. Lewis, Organizational Communication ; The Essence of Effective
Management , p.225.
Sarbin R. Theodore, Role Psychological Aspects. Intemation Encyclopedia of the
Social Sciences (New York : The Macmilan Co & The Free Press, 1972c), p.546.
4 , ( :
252) 102103
Edward L.Bernay,Public Relation, (NormamUniversity of Oklahoma Press, 1952¢), p.3
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3.
(Adjustment)
Scott M. Cutlip 6

Cutlip and Center 7 4

L - (Research - Listening)

2. - ( Planning Decision Making )

Scott M.Cutlip and Allen H.Center,Effective Public Relations,(New Jersey:Prentice-
Hall, Inc., 1978c), p.4

Scott M.Cutlip and Allen H.Center,Effective Public Relations,(New Jersey:Prentice-
Hall, Inc., 1978c), p.91-9%4
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3, (- Communication-Action )

4, ( Evaluation )

(Image )
(Direct experience ) ( Indlirect experience )

8
Claude Robinson and Walter Barlow 9

XY, T

, 2536), 82
[ , ( ; , 2534)
154-155



( )
i}
1
2
3
4
B
6.
1
( Image ) 4 L
1 ( Corporate image )

( Management )
( Product ) ( Service )
( Corporate Image )

Time ( Corporate
Image )
corporate image
1 . 154-155,
1 ’ ( . )l

2534, 81-83.



Image

(Trademark)

Al

)
2)
3
4
)
2. ( Institutional Image )
Institutional Image Image Corporate
3. JIProduct / Service Image)
4, ( Brand Image )
( Brand )
(Advertising)
( Sales Promotion )
Brand Image |

(Brand Image)

(PR MAN)



22

1
12
13
14
15

16

Haywood, Roger. All about PR.(Singapore McGraw-Hill, 1987¢c), p.4.
i} : ( ) , 2526),
29-30
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22
23
24
25
26
21
28
29
2.10
211
2.12
213
214
215

Cutlip and Center 5
1

o1 B~ o P

Scott M.Cutlip and Allen H.Center, Effective Public Relations, p.142-144



24

10.

S
~—

3

16
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1 Management Function mood

2. Staff Function

( Shore-boy )
8
1 (Writing ) ( Reports)
( News release ) ( Publicity ) ,
2. ( Editing )
3 ( Placement )
( Sunday Supplemnt )
4, ( Promotion )
( Special events )
( Press Parties )
I , (
2532), 8
B

190-191.
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( Speaking )

(podium )
b- (Production)
| (Layout)
1
1. (Programming)

(Institutional - Advertising )

Robert W.Miller 1

250

87

Robert W.Miller, Corporate Policy and Public Attitude (Washington, D.C.. The
American University  1965¢), p.24



(Image )

2539)

1

149

( Correction )

( Feedoack )

16
3
3
68
63
o7
o7
56
54
54
ol
49
3l
26

22



a2l
1441

28

1 ( Give sevices )
2. ( Keep media)
( Don't flood media )
4, (Don't ask for 1) " 1
(Don’t beg™'L
6- ( Don’t corrupt media )
/i
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69.

( Media )

19
2.
21,
2.
23,
24,
25,
26.
21.
28,
2,
30.

3L
32
33.
34,

109

29

2531)



L
( )
2
3
4,
5.
6.
(PR activity”
b
/i
1
2
5 , 109-110.
% 316,

Vi , 316.

(To call public attention)
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3
(To enhance an organization’s role in the community)

4 (Personal relationships)

B , A : 2532),
122-123.



> g "
2531),
53.55



Agency



(Maximized profit)

106-107.

117-118.

34
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)

1.

36

( General Support )

( Specific Support )



(Reinforcement)

4
( Remedial )

10 D

o1 B o N -

(Marketing Mix)

1)

(Management Function)

3.

37

(Mutual Understanding)

(Staff Function)



1

53-55



(Chain Hotels)

(Independent  Hotel)

(International Chains)

(Local Chains)

39



12

(Local Chains)
J

r~
(Public Relations Manager)
(Public Relations Assistant Manager)
(Public Relations Officer)
1
(Photographer)

(Messenger Boy)

3
i} . "

2533), 22

3 : 23.

40



PUBLIC RELATIONS DIRECTOR
t

ASSISTANT PUBLIC RELATIONS MANAGER
0

SENIOR PUBLIC RELATIONS OFFICER
T

PUBLIC RELATIONS OFFICER =2
T

PUBLIC RELATIONS SECRETARY
T

PUBLIC RELATIONS CAMERAMAN
I

MESSENGER

253, 9
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2538

1-8.

(Publicity)

( Marketing )

( Special Events )

42
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(Food &Beverages)

( Hotel Publications)

( Newsletter) ( Staff Magazine )

( Employee Relations )

( Community Relations )



4

%53)),

44

16



! (International Chains)

4
I}
2
3
Press Clipping
4,
5.
M I n n (

2534),  28-29-30.
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21

JA

47



48

47

2

3

4

( CAPE

PANVA SHERATON )
k3

) (Sales)

]
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