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*Vichien Chutimatavin

pinion Research Corporation has found

that people who new a company well are

five times more likely to have a favorable

opinion of it. Consequently, Northwestern

University conducted a study of stock

performance of 73 corporations and found that corporate ad-

vertising had an average positive influence of 2% on the price

of their stock. Does this 2% so trivial ¢ Considering a corporation

has a market value of USS$ 40 billions and that extra 2% amount
to US 500,000,000 !

Corporations are now using advertising more effectively

to inform publics on public issues ie. energy, conservation,

nationalization, foreign import. Some particular advertising

ot s i 1

campaign seem to have been successful in influencing legis-
tration. For example, Bethehem Steel, won public support on
import steel also to the passage of bill protecting steel industry.
In case of British Labour Party ten years ago, announced their
intention to nationalized the bank, however in six month of
well argued advertising produced several good research resulted
that the bank has not been nationalized.

“With public opinion on its side, nothing can fail”
this thought of Abraham Lincoln can apply to our case that
“Corporate image’ to win public support can proof that cor-
porate advertising are the means in paying off in the long run.
""Sawaddee”
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