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Abstract

This study aimed to examine the current problems, needs, and educational information
services in order to develop a positive communication model for educational information services
and to test its effectiveness in enhancing engagement among prospective graduate students of the
Behavioral Science Research Institute, Srinakharinwirot University. A mixed-methods approach
was employed, consisting of qualitative research through focus group discussions with eight
graduate students and quantitative research using a questionnaire administered to 32 participants to
evaluate the model’s effectiveness. The findings revealed that prospective students encountered
inconsistent information across channels, a lack of a centralized information system, and insufficient
clarity of essential information required for decision-making. At the same time, they expressed the
need for complete, easy-to-understand basic information and preferred communication channels that
were convenient to access. They were also found to search for program information well in advance,
typically 1-3 years before applying. Insights from the focus groups were used to develop a positive
communication model comprising key components related to content, tone of communication,
communication channels, interaction, and communication consistency. The model was grounded in
principles of empathy, creative language use, value creation, trust building, and accessibility. The
evaluation results showed that participants’ engagement scores significantly increased after
receiving the positive communication model (z = 5.30, p < .01), demonstrating the model’s
effectiveness in strengthening engagement among prospective graduate students. The study
highlights the importance of an integrated communication system that provides accurate, reliable,
and two-way information to enable educational institutions to function as decision-making
facilitators. The positive communication model developed in this study offers practical and policy-
level guidance for designing program communication systems, enhancing staff communication
competencies, and improving the overall experience of prospective students. Ultimately, it supports
increased recruitment opportunities, fosters long-term relationships, and strengthens institutional
competitiveness in the digital era.
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