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Abstract

This research aimed to investicate and contrast the public relations
communication strategies of Hainan College of Economics (HCE), China, and Rambhai
Barni Rajabhat University (RBRU), Thailand, across divergent cultural, policy, and
organizational contexts. Data were collected through multiple methods: document
review, in-depth interviews, observation, and media analysis, from purposively
selected informants, including administrators, public relations personnel, faculty
members, students, alums, and external stakeholders. The fieldwork was conducted
between 2023 and 2024. Data analysis employed content and thematic analyses, as
well as cross—case comparisons, with triangulation techniques applied to ensure
trustworthiness.

The findings revealed that HCE adopts a digital-first strategy and a multi-
platform approach, integrating its official website with applications such as WeChat,
Weibo, and Douyin, alongside offline events. It promoted the brand image of a
“Smart & Innovative Global Campus” through narrative-driven content, social
listening systems, and student-generated media. Quantitative outcomes included a
social media following exceeding 120,000 users, an average Douyin video
engagement rate of 22%, a 30% increase in international student applications
through online channels within two years, and the introduction of an Al-powered
chatbot for real-time inquiries. Conversely, RBRU employed a five-year strategic
framework anchored in an omnichannel communication model, positioning its official
website and news portal as the central hub linked to social media platforms and
public media networks (ECP-RBRU). Its communication emphasized narratives of
local impact, sustainability, and its pivotal role in teacher education. Performance is
monitored through quarterly KPIs aligned with accessibility, engagement, conversion
into student enrollment, and regional development outcomes. Overall, HCE
demonstrates strengths in quantitative growth and internationalization, whereas RBRU
highligchted social value and data governance. Both institutions demonstrated

theoretical consistency with organisational communication, image management,



network theory, and the 14C framework, particularly in clarity, consistency, and
collaboration with key influencers.
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