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Abstract

The research entitled “Strategic public relations innovation through social
network communication, “PR in the Covid era must turn the crisis into
opportunity” is the study to enhance the efficiency of strategic public relations
operations through online social network communication using PR+ NST2 Model
of the Nakhon Si Thammarat Primary Education Service Area Office 2. The
objective of this research was to study the quality of public relations operations
with management by using PR+ NST2 Model towards becoming a modern
organization with quality and efficiency in public relations operations, and drive
public relations networks to achieve the goal of building knowledge,
understanding, trust, and being promoted and supported by the organization
continuously. This study was quantitative research. The study model was survey
research using a questionnaire as a tool to collect data from a sample group,
including educational administrators, school administrators, teachers, educational
personnel, parents, and the general public who receive information services of the
Nakhorn Si Thammarat Primary Education Service Area Office 2, totaling 200
people. Data was collected during November, 2020. The statistical analysis used
descriptive data analysis, including frequency distribution, percentage, mean, and
standard deviation. The inferential statistics that were used to test the research
hypothesis were the T-Score, F-test, and Pearson's Product Moment Correlation
Coefficient.

The results of this research indicated that in the public relations operation
of the Nakhorn Si Thammarat Primary Education Service Area Office 2 before the
innovation was implemented, the overall public relations operation condition was
at a moderate level and was unsatisfactory as it should. When considering each

aspect, it was found that the public relations planning aspect was at a high level.
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The designation of persons responsible for public relations work was at a
moderate level. The arrangement and service provision was at a moderate level.
The public relations evaluation aspect was at a moderate level. When the
implementation was reviewed with an evaluation, survey results and an analysis
after implementing the steps to drive innovation in strategic public relations
through social network communication using the PR+ NST2 Model, it was found
that the implementation results of the public relations work of the Nakhon Si
Thammarat Primary Education Service Area Office 2 in overall and in each aspect
was at a high level, which increased in every aspect. This showed that the
implementation of such innovations can make the public relations operation
conditions of the Nakhon Si Thammarat Primary Education Service Area Office 2
truly efficient and effective.

It can be seen that the advancement of online social media has resulted in
another evolution of public relations in the digital age. Therefore, public relations
operations must be adjusted greatly, especially the public relations of government
organizations from the old form to the new one that is more technologically
advanced. They must carry out proactive public relations activities that
systematically plan and manage the implementation of social media in public
relations and corporate communications to enable public relations and public
relations networks from educational institutions to increase their knowledge, skills,
expertise, experience, abilities, attitudes, and values that are up to date with
modern technology that allows them to create high-quality PR media. The target
group will receive accurate, complete, fast, and all the time information under the
limitations of the coronavirus disease 2019 (COVID-19) epidemic situation that can
use modern media to increase efficiency of the operations by having a strong
network under teamwork to find ways to improve and solve problems in public
relations to be more effective by driving public relations operations, producing

public relations materials, and distributing public relations media to create
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knowledge, understanding, building credibility, and giving the organization
continuous support.

Keywords : Public relations, communication, strategy, social media
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