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Abstract

T he pufposes of the, Current:studydwere to examine how
tofimplement the integrated communications (IC) concept
in profit,/ non-profier"and™egvernmental) organizations, and
measure /fcorponate .ceputatign among the organizalions’
consumers and| stakeholders. Three organizations were! studied :
True CGorporation Rlc. (True), ThaiRed Cross Seciety (TRCS),
and Tourisin ‘Authority™0f Thailand (TAT). Seven in-depth
intervicews ‘were | ¢ondiicted with organizations’ corporate and
marketing communieations executives~Quesfronnaire was then
used t@ eollechfsurvey datamtrom=200 organizations’ consumers
and stakeholdérs) [aged 20°50(years eld) living inyBanckok. The
findings [$bowed| that] thé( (hrge\|orginizafiony perfofmed their
communications tasks following the first five IC characteristics ;
communication at the level of corporate brand., equal focus on
consumers and stakeholders, strategic management, symmetrical

communication, and building and maintenance of corporate
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reputation. However, the sixth one, measurement of
return on communications investment, was still not
implemented. The quantitative results indicated that
TRCS had highest level of corporate reputation
among both target groups, followed by TAT and

True, respectively. It is noted that IC is not the

untin
msauiiuauveseannsluilepiudesiinny
57057 nazapUaUBIREMsIAsun ez msuiay
ﬁqas'ﬁyu TaswznsndowinasiidgnzesTgae
Ty (New Economy) cﬁqnduuﬂﬂa Ao I H5e
Uszinaenen 185usnEwaninnsandTohsdenian
vounaluladansaums (Kelly) 1999, as cieed in
Schermerhomn, 2002) Ti¥euTodtlséinadai idadae
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FANTMINUHUNINNB TUgMEuen (inside-out

only factor affecting corporate reputation; other
elements are also counted, for example, organization
goals, time of operation, global awareness. Finally,
corporate reputation was significantly and positively
related with consumers and stakeholders satisfaction

and purchase intent on each organization.
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