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Abstract

This research aimed to study the implementation of
public relations principles of Thai women
organizations in producing media to promote and
propagate information about women and related issues
which are communicated through the public relations of
women organizations. The presentation patterns of Thai
women in _public “Telations media of women
organizaiions#in Thailand weresanalyzed by applying the
qualitativesrescarch principle. Jhe \researcher examined
relevantydocuments and media The two\ representatives
of jeach organizatiom were officidls, in the media
promotien| or-information<departments and| executives or
directors |of ,women organizations. The non-participated

dbservation \was also applied.

The-findings were as followings (1) These women
orgamigations | implement public’_pélations principles to
produce “prometional/ media. gThe principles were
objectivels and the“proeess in producing public relations
media) | (2)Generaily;" the [organizations presented many
i33aes)| miainly] (aboum) violeneé\[agaiast T women through
various sexual aspects such as sex, gender and sexuality
(3) The presentation of Thai women can be categorized
into five patterns. The first one was presented as the
negotiation between women and social authorities. The
second one was portrayed as abstract and positive. The
third pattern was seen as attractive and eye-catching
with emotional Ilanguage. The rests were those with
Information and references from various sources and the

Iast one was a short dramatic.

Keyword : Women organizations, Campaign media for

Public Relations, Sex, Gender, Sexuality
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