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(Corporate Communication
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(Corporate Communication Process)

4 I\ A A //I
\\ | 1 7’
o 1 1 i
~ I 1 //
N 1 1 ,
\\ 1 1 //

\\ 1 1 4
N 1 1 P
N 1 1 s
\\ | 1 //
~ 1 1 Pid

~
< 1 1 -,
~ 7
~ 7
~ '
~ '
~ '
~ e
~ e
~ 4
~

: d
ﬂﬁ%ﬂﬁuﬂ1§§®ﬁ1§@\‘iﬂﬂ§

Two-way
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Gen X w.A. 2508 — 2523
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Gen Y w.A. 2524 — 2539
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Gen Z w.A. 2540 — 2552
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- Social Media Usersof
- sGenerations
 Baby Boomer w.a. 2489 — 2507

Facebook, LINE
e Gen X w.A. 2508 — 2523

Facebook, LINE
e Gen Y w.A. 2524 — 2539

Facebook, Instagram, LINE, YouTube
e Gen Z w.A. 2540 — 2552

TikTok, Instagram, YouTube

* Gen Alpha w.a. 2553 — flaqiiu
TikTok, Instagram, YouTube
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° 1, nﬁiﬁaaﬁﬁ@ﬂnuuaqdﬁq (Downward Communication)
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e 2. msdaasanasiuuu (Upward Communication)
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* 3. msAeaslunuiuau (Horizontal Communication)
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* 4. nsAasslunuanuas (Diagonal Communication)
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n1sdaasnsainuuasans (Downward Communication)
MsARR1TAINATULY (Upward Communication)
n1saassluuuruau (Horizontal Communication)
nsaassluuuanuas (Diagonal Communication)



n1sdaasnsainuuasans (Downward Communication)
MsARR1TAINATULY (Upward Communication)
n1saassluuuruau (Horizontal Communication)
nsaassluuuanuas (Diagonal Communication)
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(Proactive Communication)




1. nMgapszudanun1sad (Situation Analysis)

nmsiuuanaulivananenisiasns (Target Audience)

nmafuuningilstaeananisdasns (Objective)

2.

3.

4. nstnvuaLAsasiianisaasns (Tools)

5. nignuuasuilszanayszazinan (Budget & Time)
6.

nsnuumanisdsziiuna (Evaluation)
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Structured Corporate Communication)

President/Dean/Director

Strategic Plan News &
Media Relation
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(Controlling/Evaluation
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Online Engagement
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7 percent through spoken word (verbal communication)

38 percent through tone of voice (Nonverbal Communication)
55 percent through body language (Nonverbal communication)

This rule was developed by professor Albert

Mehrabian at the University of California, Los
Angeles, in his 1971 book Silent Messages (1971)



How you said is more important than What you said
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Eye Contact
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