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ABSTRACT

The objective of the research is to study the exposure to media from Corporate.
The objective of the research is to study the exposure to media from Corporate Social
Responsibility (CSR) Projects, customers’ perception of organization-public relationship The
testing of the hypothesis reveals that the customers of Amarin Printing and Publishing
Public Company Limited with different demographic profiles have a different media
exposure from the CSR projects except when it comes to age and the highest education
level, that their different demographic profiles have different perception of the
organization-public relationship, except when it comes to gender and the education level,
and that they have a positive relationship with the perception of the organization-public

relationship.

Keywords: AMARIN, CSR projects, Media exposure towards, Perception
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