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ABSTRACT

The objective of this research was to study the communication and perception of people
in Chiang Mai towards the image of Chiang Mai University “University of Excellence” in the
following aspects: 1) the media exposure toward the University from people in Chiang Mai, 2) the
communication and perception of people in Chiang Mai towards the image of Chiang Mai
University.

The findings were as follow: 1)the most media exposure for the image of Chiang Mai
University as perceived by Chiang Mai people was from internets. The fewest particular media
exposure was radios. 2) The most media exposure for Chiang Mai University was vinyl banners.
The fewest information exposure was public relation news of Chiang Mai University in weekly
magazines or even Thong Gwao magazines. 3) The most personal media exposure was Chiang
Mai students and the fewest was the communities. The most public relations media exposure for
Chiang Mai University was maintaining the culture, Thai tradition and environment. The fewest
public relations media exposure for Chiang mai University was the good and efficiency

management.



The Result of the studying of the communication and perception among people in Chiang
Mai towards the image of Chiang Mai University “University of Excellence” is an
acceptation from people in Chiang Mai. Most of the people accepted with maintaining the
culture, Thai tradition and environment in Chiang Mai University, the Strategy concerning
administration of Chiang Mai University is accepted the least compare to the others 6
strategies. Moreover, Chiang Mai University adopt several information which relation with

an image acceptation for an excellence university.



