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Abstract

“The Brand of Thailand Research Fund (TRF): An Evaluation of Brand Value
and Image for Strategic Communication Planning” has three main objectives including
1) to study the image of TRF perceived by stakeholders; 2) to study the image of TRF
appeared in the printed, electronic, and multimedia; 3)to develop brand

communication capacity within TRF.

Three research methods are used in this study. 1. For a qualitative method,
interviews were conducted among four groups of samples including stakeholders in a
policy level, TRF staff, researchers funded by TRF, and other TRF research users. 2.
TRF image is investigated by using a quantitative method. Questionnaires were
distributed to 800 researchers who have direct experiences with TRF and those who
do not have any experiences with TRF. 3. To examine the image of TRF,
documentary research is conducted through a content analysis. The content, from
the early years of TRF until the present, in newspapers, documents, radio, television,

and multimedia were explored.

The study shows that TRF has an explicit image. All stakeholders perceive TRF
image in the same direction. The organization equity and image equity of TRF are
very healthy. As a brand personality, the image of TRF is compared to a 40-50 year-
old male who is active and hard working. Competence is the most outstanding
personality of TRF. The study also indicates that TRF possess both technical and
reliable personality. Three topics of TRF that the media have paid most attention to

are community, society, and culture.
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