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Abstract

The objectives of this study were to develop the communication model
to build brand equity of higher education institution using social engagement
concept. The key informants are institutional administrators, teachers and staffs,
student and the leaders of the community that amount 68 persons. The research
methodology is qualitative research methods which in-depth interview group
interview and focus group technic. The findings that communication models were
developed to building the corporate brand equity of higher education institutions
in social engagement concept. The core of brand equity is the KICC model.
The set of meaning “KICC” model is 1) Knowledge (K): The knowledge has come
from the education institute and community, 2) Integrated (1): To integrate of
sciences between the education institute and community, 3) Co-Creation (C):
The operation to plan, practice, solve, and publish for the public, and
4) Continuity (C): To continue and consistently operate base on the social
engagement. Moreover, the KICC model bring to brand equity of the education
institute by marketing communications strategy which advertising, public
relations, personal selling, sales promotion and direct marketing base on
the creative message strategy (Perception, Persuasion and, Awareness) and
the media strategy (Online media and Offline media). The new knowledge gained
from the research results is a communication model to build brand equity of
higher education institution using social engagement concept. The value of
the higher educational institution to the stakeholders is recognized and realizes
the equity of organization according to social engagement concept.
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anudeuiazaiuisadnfsnguauldsgianitwnsazsiasilaoanizlunguian
tindnuiifitelddeUsunvesulay lnsiawizdodsnu (Social Media) 1y wlanumy
e wasledn Sadudidounnfigansndfsiouasldouldazain uanaind
msdeasiudessulaiunseansuuuassaiaziFoalvsl Sefdeansuazgiuans
anunsouaniUd surmasiuld uazdsanunsaduunasyususeuladlunissan
wandsy szaumnuAniusuilunisiifiufanssununisiavesaandugaudnu
16 \Judu dwmsunagnsdesenlay Faantugandnwiazdeansnurinsiesdnsmy
wnAnusAsduiusiiAasadwsanndian Tiun nislimyaeaidudevivihiidgearsiu
AAAT U YuYN WU N5t TUINGINTUTTEIEAIINT LUNTVINTT ATULEYS
nansIdereRiuszyn nMsuaniUdsunnufszrinsduuaniugaudnuiiudumy
vosyuwy Ml emngasiiuiiguruieluousulvanug laueuuruuinians
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1. 4AA1UUNTE (Set of Meaning) ¥83IN1TAILTUITUAITANINE NVD
an1UugauAnwimunuiAsiusiadusiug (KICC) WustladdiivhliiAnnmans
psAnsvesantugandny unsUsznmaadureansnosdnsivaLau (Positioning)
asnndesduditaatass (Keller, K, 1993) uandlilunuudiassesdusznaunisaiig
AnuFATIsANI TSI Aderiad Wusha Tnqusvasduetesdng Wudaddry
waztfunumafeiufunansidoveatessn uazany Ssld@nunideiieaiunmen
n3199A NSVt T URANANYINUIT BedUsEnoUlUNISIAnAMAINTIBIANT VRS
a010ugANANY ABNIIAIMUATATUVDIBIANT N1TAINUANINGN YA N1TA1NUA
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N30T UUAIIA NG NVRIEATURAUA NBIATURUIAARUSAIFUNUT (KICO)
Wisuaslouvnsuandilunialiivamssinazindoulmugidmnelddisadueies
uanInnAvesanugauAnwiliauddnyfunmaiseuinshaousuiu Weais
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ﬁwwu'ﬁmﬁ’uﬁzmwamﬁuqmmﬁamuazé’muaﬂw&iaLﬁaq (Mourad, M. et al, 2011)
a9nAd09iUUTTHVDITNTUAY NIVULT T1NE1991 MIAITUIIUAITAIVES
an1fugaudne uennazmszmiinfanunAniusfeduiududdsddndnusenianils
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M1UN155U3 Ve USLaA (Kotler, P. & Keller, K. L., 2012) Felulunuayadgafuiu
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mnufan saudansaiisiansaulunanvanednvasAaziialonialunsifiunisadis
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ponuvuLlomtoyalviauiauls wazdilaldde osnauddifiaain
nsvhaudmiulindeserdunishausmiuluszernamil uasddunouneasdon
na1eUseld ud snsidousisaunandensideuunauuszeduius 1y
M5FININT MNEY unAnee Sadeduduedesdlefvnsdeansnuenauld
\Jueeafl aenadestuiuidoves Vukasovic find1991 nsadisnuAInsIaanng
vosanugauAnudsjnihanudileswiuieaiunurvesusun i
vosantugaudng SuagiliiAnnisiuiuasnsemindifeniuamasdnstumelula
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T., 2015)

4. nagvsdaifieatvauansosdnstuluyimesasddsas aniugaufnw
doailauszansnmviennuannsnvesdeusazseian deslindnlunisfiansan
Gonlddelimnyay dofialdiefunndreiu duduaantugaufnwdsasfiarsan
Nniladevdnsnudnuazuestnans Wy Ynmsiddeyansiumaiainnisunn 9
omamdonlddouszianineans MsanTivinig Seanansnidenteamnadoldenng
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29AANS v
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(Message Strategy) L‘fJuaﬁﬁUﬁ%ﬂ@UMﬁﬂﬁﬁ’ﬁQJ‘U@ﬂgﬂLL‘UUﬂﬂié@ﬁﬁiLﬁ@ﬁ%ﬁﬂﬂmﬁﬂmiﬁ
osfnsvasantugauAnuilimnuddyfuingussasdvesnisdeansiiieadnan e
nsresAnsliiAntuluasmuesdianlddudes anniugaufnunisfestmuatianig
suaﬁmia'wsmaﬂLﬁyamLﬁ'mﬁusqmmmwmmaa “KICC” TR TnLauunasnsInIy
Snqusrasdvosnsieans was @il ¢ nagndde sihlknguilvanededidiulddiu
Fvesanndugaudnwiinauiifeaiunstesdnsvesaniugaudnw 3aaasld
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UBE

Co-Creation

Continuity

University Brand Equity

A7 1 83AAN3INlAINN3F8 KICC Model
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