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Organization Success Factors Affecting Audience Perception and Recognition:

Case Study of Thairath TV Station
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Abstract

This research objective is to find out factors which lead to recognition information of
ThairathTV (logo and related news). The research is a quantitative research. (Quantitative
Research), a study in the form of the survey (Survey Research), by a third party. As a tool to
collect data from a sample of 400 people which statistics were used to analyze the data base.
Descriptive statistics such as frequency, percentage, mean and standard deviation. And inferential
statistics is to find multiple regression analysis (Multiple Regression) at a significance level of 0.05.
The respondents' opinions towards the achievement of ThairathTV are the program presentation

which presented by considering the exotic and unique. This identity of ThairathTV programs



brought new experience of watching TV program to audiences. The main factor that respondents
recognize and remember ThairathTV is station logo because they see from advertising media and

quite use to Thairath newspaper logo before.
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