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Abstract 

This study aimed to examine 1) content design 2) media utilization 3) success factors and 4) guidelines for 

designing content, using media, and disseminating information to promote knowledge about value-added tax (VAT) 

on online sales among entrepreneurs registered with local administrative organizations in Nonthaburi Province, 

Thailand. A concurrent mixed-methods design was employed. For the qualitative phase, 35 key informants were 

purposively selected and interviewed using semi-structured in-depth interviews, and the data were analyzed 

thematically. For the quantitative phase, data were collected from 364 respondents using proportionate quota 

sampling and analyzed with descriptive statistics and mean values. 

The findings revealed that 1) content design should focus on the target audience, ensuring clarity, simplicity, 

and coverage of foundational concepts, procedures, benefits, and relevant legislation, 2) media utilization should 

combine traditional media, such as brochures, manuals, posters, and public announcements, with new media, 
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including infographics, demonstration videos, illustrations, and QR codes, with quantitative results confirming that 

mixed media was most effective 3) success factors include internal factors, such as organizational readiness, 

personnel capacity, and budget; external factors, such as differences in knowledge and technology access; and 

strategic factors, such as collaboration, training, and evaluation, and 4) dissemination guidelines should start with 

audience analysis, define key messages, produce comprehensible content, utilize mixed media appropriately, and 

continuously evaluate outcomes.  

disseminating VAT knowledge. The model can be applied to guide policy-making, develop tools and communication 

materials, and strengthen inter-agency collaboration within local administrative organizations. Furthermore, it serves 

as a foundation for designing sustainable communication strategies in other areas. 
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