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Abstract

This study investigated the opinions of foreign investors and influential persons towards
Thailand’s brand image (of investment) and the media exposures and opinions towards
advertisements and public relations media from Thailand. The data was collected in
two phases, prior and after the advertising campaign. The data collection method was
in-depth interviews with a sample of 66 sample foreign investors and influential persons from
11 countries. The results showed that Thailand was able to build its country brand as
an investment hub of ASEAN because of its geographic advantage, which was the gateway
to export products in ASEAN, the weather, relatively skilled labor, and infrastructure.
Thailand is an interesting place for investment in these industries—automotive parts,
agriculture, and medical services. However, the negative images of Thailand regarding
investment that should be improved were poor development of infrastructure, natural
resources and energy management, higher wages, slow document process and unclear
trade and the ASEAN Economic Community (AEC) policies. Also, Thailand should solve
the problems about law clarification, government stability, and corruption. Most
investors and influential persons had been exposed to BOI of Thailand via
television, printed media, and online media. Most of them had never seen the advertising
campaign “The Unparalleled Opportunities.” BOI is recommended to increase its advertising

through new kinds of media such as websites, video clips, and social networking sites.

Keywords: Brand Image, Thailand, Investment, Foreign Investors
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