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The purposes of this study were to survey the outputs of industrial and research projects by undergraduate students;
to analyze opinions concerning brand image making of the project outputs from entrepreneurs and executive faculty
members; to develop strategies of brand image making; and to propose guidelines for developing cooperative
education programs in order to promote industrial and research project outputs for undergraduate students.

Data was collected from 68 entrepreneurs and 26 executive university faculty members via questionnaires. 8
students from the IRPUS projects were interview about their product and 15 experts in business which provided well known
product brands and brand image making in business. The researcher used content analysis, interviews, and
questionnaires as instruments to construct. Finally, the strategies have been adjusted by the expert opinion for
final approval.

The findings showed that outputs of two projects were licensed and outputs of eighty-two projects were
in process of research development projects in order to obtain further development in business area. Additionally,
nine projects were awarded from the innovation contest in Thailand. Entrepreneurs and executive faculty
members agreed that brand image making of the IRPUS outputs be well-known and be accepted by all
entrepreneurs. The brand image making of the IRPUS outputs developed in business were brand position, brand
personality, brand identity and brand communication.

The strategies of brand image making for products of the IRPUS projects composed of 2 groups: (1)
Brand image making strategies. Strategies to improve public relations and strong brand image making via media
and encourage value of students’ products among entrepreneur, Strategies to Enhance producing and
developing graduates, as well as products and innovation which serve the need of domestic industrial sector as to
upgrade international competitive ability, strategies to promote product value by the management system and
motivation to create brand image to be nationally well-known and strategies to upgrade the quality and standard
of students’ products for the sustainable development (2) collaboration strategies. Strategies to strengthen
effective collaboration in science and technology research with domestic and foreign alliances in order to develop
well-equipped graduates who are ready to work in Globalization and to Accelerate and develop the administrative
structure of IRPUS Project and accredit it to be a development study center of student’s products and innovation
of Thailand in order to promote investment in the industrial sector and strategies to expand collaborative network
between the industrial sector and the educational sector in order to apply potential products and innovation in the

international commercial production.
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