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Abstract

This research aims to study the exposure to news, the demand for news, the perception
of brand value, and the perception of corporate reputation. A case study is a private university in
Thailand. This is a quantitative study. The data were collected in a survey form to measure the
results only once. The study was conducted on Mathayom 6 students under the Office of the
Basic Education Commission (OBEC) and the Office of the Private Education Commission (OPEC)
in the Eastern region, namely Chonburi and Rayong provinces. Both groups consisted of 400 males
and females. The sampling methods were purposive sampling, quota sampling, and accidental
sampling. The statistics used to analyze the data were: Included Chi - Square, F-test / One-Way
ANOVA, and Regression Analysis. The findings revealed that majority of respondents were residents
of the Eastern region (69.00%) and male (45.75%). Most were studying in the Arts-Mathematics
stream (40.75%) and had GPAs between 3.00 - 3.51 (40.50%). A significant proportion (80.00%)
were students under OBEC-affiliated schools. Regarding information exposure, 21.50% received
news about the Faculty of Law, while 49.75% accessed Facebook platforms for 15 — 30 minutes
per session. News about the private university was mostly obtained from personal sources,
particularly guidance counselors (63.75%). The most desired information concerned admissions
and scholarships (38.00%). Perceptions of the private university's brand equity were at an "aware"

level overall, as were perceptions of its brand reputation.

Keywords: News exposure, News demand, Brand Equity, Brand Reputation
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