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ABSTRACT

Since Philip Kotler started to discuss the necessity of marketing in the public sector in the 1970s, its
necessity has been widely shared and increasingly recognized. However unfortunately we have found
few marketing practices implemented in public administration. Despite the lack of concrete action in
“Public Administration Marketing”, the National Election Commission (NEC) has continued to adopt
the concept of “Public Administration Marketing” and worked hard to academically systemize it in
recent years. In this regard, this study aims to establish and modify an evaluation model for public
relations (PR) and propose a future PR marketing strategy for the NEC. By doing so, this study is
expected to suggest various implications regarding “Public Administration Marketing” for the
government and public agencies which provide citizen-orientated services like the NEC.

This study mainly analyzes the gap between the PR evaluation model established after the presidential
election in 2017 and the PR effectiveness survey conducted after the local elections in 2018. The PR
evaluation model consists of four parts; input, output, outtake, and outcome. In particular, this study
examines the effectiveness of PR used during the local elections in 2018 including changes in voters’
consciousness, an evaluation on each individual PR activity as well as the over all PR campaign before
and after the elections.

As a result of the study, the subjects for evaluation in the PR effectiveness survey are made mainly
based on the PR evaluation model and largely meet the evaluation criteria suggested in the model.
However, due to restrictions regarding cost and resources, this study was not able to apply all criteria of
the evaluation model. Nevertheless, this study is expected to be helpful to the evaluation of PR activities

and the establishment of PR strategies in the future if the efforts persist to minimize the gap.

Keywords: Administration Marketing, National Election Commission, PR Activity Evaluation,
Establishment of PR Strategies, The 19th Presidential election, The 7th Nation Wide
Simultaneous Local Elections
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