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Editorial Message

Congratulations to all researchers whose articles have passed the peer review and were published
in the Journal of Business Administration and Languages (JBAL), Vol.12 No.1. All articles published in this
issue have best quality contents and are extremely useful. They can be used for development of
innovation.

An academic journal that collects research articles in language and social sciences, including business
administration in the same publication are very few in Thailand. Therefore, JBAL is a journal of such research
information which will be useful in integrating knowledge and utilization.

JBAL has received the standard of recommendation from TCl (Thai-Journal Citation Index Centre),
therefore it received more attention from both national and international researchers to submit their
research articles to JBAL. Currently, JBAL is still in the TCI 2, but the editorial team has worked together in
order to promote it to achieve TCl 1 at the next opportunity.

The editorial team hope that all articles that were published in this journal will be beneficial to all

readers for citation to their research and development.

Assoc. Prof. Dr. Ruttikorn Varakulsiripunth
Editor-in-Chief

see
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Abstract

The purposes of this study are: 1) to examine the adult learners’ satisfaction on the assisted technology for
developing English email writing skills of logistics professionals, and 2) to find out the benefits and challenges of
the assisted technology for developing English email writing skills of logistics professionals. The research
instruments consist of the online email writing course and a 5-Likert scale evaluation forms regarding the learners’
satisfaction on the learning tools and open-ended questions about benefits and challenges after using the learning
tools. The d-week online email writing course comprises a two-hour live conference via Zoom and 30-minute
video-on-demand clip for each week. The on-demand video clips and recorded live conference serve as a pre-live
classroom session overview and post-class review. The lessons focusing on replying to inquiry emails cover the
topics of providing important information, requesting politely, informing about attachment, and closing
appropriately. The participants, who voluntarily attended, are 60 full-time employees from one internationally
renowned logistics company. Before designing the course, a needs analysis was carried out to identify the preferred
time, duration, and subjects for study. The findings indicated that the participants had favorable views of the online
lessons and appreciated the technology-supported learning activities. Each tool used in the leaming process
fulfilled its intended purpose and helped to boost the learner’s motivation to engage in the learning process;

however, some challenges were also discussed in the study.

Keywords: Adults learners, Assisted educational technology, English for specific purposes, Logistics profession,

Writing skill
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. INTRODUCTION

The main missions of Thai educational institutes and
universities involve qualifying education to learners,
conducting research, preserving arts and culture, as
well as providing academic services to the society
where they are allowed to pass on the knowledge to
improve people’s lives. Suan Sunandha Rajabhat University,
therefore, encourages every faculty and program to
connect with society through both government and
business sectors.

For example, the Business English (BE) program under
the Faculty of Humanities and Social Sciences follows
this policy, gaining connections through alumni and
current learners. Every year all fourth year BE learners
are required to attend 450-hour-job training in any
workplaces which can be divided into different groups:
government office, state enterprise, private company,
tourism business, airline business, hotel, and logistic
business, etc. In other words, this is also a great
opportunity for the program to engage with other
stakeholders to network in different companies when
observing learners’ internship. Many suggestions are
made by several organizations about the preferable
qualifications of graduates that the program can help
shape the learners for their future careers and requests
for collaboration in improving English language skills of
their staff.

Logistics is one of the most competitive business
areas. It is getting larger, especially after the spread of
COVID-19 because people around the world are
temporarily quarantined and locked down for safety
reasons. However, the product demand remains, which
affects the increasing demand for transportation and
delivery logistics. Employment in this field is therefore
competitive. Consequently, employees need to improve
themselves to stay in the business. For example, some
logistics companies provide English language training

courses for their employees, while take courses on their

own and submit the results. This language training may
involve their performance evaluation, getting promotion,
receiving award, depending on their company policies.

In this study, the Business English Program worked
with an international logistics company that organized
an English course to reskill the company’s employees,
according to their company policy. In addition to
designing an ESP course, needs analysis was conducted
to identify the needs of the potential learners as well
as their managers from 8 company departments. The
survey included the preferable length and time of the
course, the content, and the required skills that need
to be developed. The results obtained from both staff
and managers showed that English email writing skills
were the most required to be reskilled, particularly the
responses to customers’ inquiries, followed by
speaking skills and English grammar reviews. Due to the
condition of full-time employment of the learners and
the different working hours, it was agreed to arrange a
short online course every Sunday morning for 4 weeks.
In addition, it has also been the impact of COVID-19
that has spread around the world, changing the way we
used to live, including teaching and learning. Therefore,
this course was developed to give lessons through
Zoom online platform.

Nunpaporn Durongbhandhu and Danuchawat Suwa-
nasilp (2023) suggested applying Computer-assisted
English Language Learning (CALL) with Task-Based
Language Teaching (TBLT) to an English for Specific
Purposes (ESP) course to improve EFL Thai learners’
language knowledge and found the significant increase
of vocabulary knowledge. This confirms the usefulness
of teaching with technologies and multimedia to improve
the learners’ language abilities Saowakhon Khunnawut
(2008) proposed 3 advantages and strength of CALL which
are 1) capability to measure and record, 2) the building

and use of authentic database such as concordances,

and 3) the opportunity to interactively practice the



language with other learners and teachers in synchronous
and asynchronous means of communication.

For language teaching via online platforms, several
learning tools are recommended. Each tool has its own
unique characteristics, benefits, and language learning
challenges. The choice of learning tool is also a
challenging task for teachers, especially for online
platforms due to the lack of face-to-face contact like in
the traditional classroom. This study, therefore, could
provide guidelines for choosing learning tools for
teaching online language courses focusing on developing

writing skills for adult learners.

Il. LITERATURE REVIEW

A. Adult Learners

This study focused on adult learners who
worked in one of the international logistic companies.
Previous studies showed the characteristics of adult
learners. For example, Hapci (2017) explained that
adult learners were different from young learners
because of their life and work experience. These made
their learning pace and style mature. They wanted to
use their background knowledge for situations and
problems they encountered. In addition, they were
willing to learn specific knowledge that they thought
they would have chances to use. As a course
developer, it was required to be concerned about not
only adult learners’ background experience, but also
the reasons that had driven them to enroll in a course
so that they could attend the class and achieve their
learning goals.

Souri and Merg (2021) studied the motivation of
40 adult learners in Turkey to enroll in a language
school and found that 80% of the reasons were to get
a job, while the other or 40% was to have a high salary.
Some other reasons were related to academic and
personal reasons. The investigation by Vanslambrouck,

Zhu, Tondeur, Philipsen, and Lombaerts (2016) also
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added that the majority of adult learners enroll to keep
their current job, have another job option, or because
they are looking for a new job. In addition to designing
a course for adult learners, Diep et al. (2019) pointed
out that the adult learners’ needs should be identified
so that they could achieve their learning throughout
their learning process.

Another worrying factor was that adult learners
were responsible for many roles; therefore, the
challenges in designing a course were work
commitment, work transition, family commitment,
adjustment to study, and other commitments such as
commitment to friends. As a result, adult learners have
not been able to attend the traditional classroom,
which is full time and on campus (Bok, 2021). In order
to achieve all these goals, a specific course needs to
be developed with all the concerns as mentioned in

the previous studies.

B. English for Specific Purposes

English for Specific Purposes (ESP) is the answer
when Dudley-Evans (as cited in Anthony, 1997) defined
ESP with three absolute characteristics: 1) meeting
learners’ needs 2) using underlying methodology and
activities by the discipline it serves 3) focusing on the
language appropriate for the activities related to
grammar, lexis, register, study skills, discourse and
genre. For instance, Arani (2014) explored opinions of
medical learners toward EMP- English for medical
purposes, as well as developed a competency-based
blended learning EMP course module. The learners’
attitudes toward the course were positive. In other
words, the results of the study indicated that adopting
technology into the classroom could enhance the
effectiveness in learning English.

In logistics, English is an important medium of
communication between colleagues, customers, business

partners, etc. It is undeniable that proper Enslish or
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polite English are more acceptable in formal contexts.
In other words, using the appropriate language in the
right context shows the professionalism of the
speakers. Phurinat Thirasisombat (2021) reported that
Thai employees who work in a logistic company
believed that being able to write in English is one of
the most crucial abilities needed in today's workplace
and that having strong English writing abilities for
business emails can lead to better career opportunities.
They also felt that being able to write English well for
business emails is crucial for their job. However, they
found that vocabulary and English grammar are the
major obstacles for their e-mail writing. This aligns with
the findings of Wirithipa Kepnil (2020), who identified
organization and format, grammar, and word choice as
the three primary challenges faced by Thai employees
in the logistics industry when composing English emails.
They preferred internal training or self-study to improve
their email writing abilities. For this reason, English
courses for the professional development are the key.
An ESP course, therefore, serves their needs.

These previous studies focused on factors that need
to be considered when designing a course for adult
learners, namely adult learner characteristics, life and
work experience, time commitment, their motivation
and needs. The course developers should also apply
technology and learning tools in the classroom,
especially in the English language classroom through an
online platform.

This study then aims to provide a guideline for
assisting ESP course developers by emphasizing on the
adult learners’ satisfaction on the learning tools,
websites or web-based applications to improve English
skills for e-mail writing, including their benefits and

challenges.

Il. OBJECTIVE
1) to examine the adult learners’ satisfaction on the
assisted technology for developing English email writing
skills of logistics professionals
2) to examine the benefits and challenges of the
assisted technology for developing English email writing

skills.

. METHODS

The participants in this study, who were willing to
take the course recommended by the company’s
human resource department as an alternative course
to improve their English, were 60 full-time employees
working for one internationally renowned logistics
company. English was used as an internal and external
communication. The participants had never attended
the English training course with integrated educational
technology.

The research instruments used in this study were: 1)
an ESP course designed regarding responses to inquiry
email writing, and 2) an evaluation form. The evaluation
form was designed to be used for all 4 lessons and
distributed each time after completion of each lesson.
This evaluation form consists of two parts. The first part
is a 5-Likert scale with 3 items regarding the learners’
satisfaction on the assisted technology: learning tools.
Weighted averages were calculated from Very satisfied=
5, Satisfied = 4, Neutral = 3, Dissatisfied = 2 to Very
dissatisfied = 1. The second one consists of three open-
ended questions. The research tools were validated by
three experts.

The course offered two-hour face-to-face teaching
via video conference program, 30-minutes video on
demand, and after class evaluation, as shown in Figure

1.
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Figure 1: Learning Sequence in each lesson

For the video on demand, the lecturer was assigned
to pre-record some key tips and points of interest to
consider when composing emails, as shown in Table 1,
and upload them on www.youtube.com. The participants,
later, received the links to watch the video clips before
each class.

In addition to the live teaching sessions, they were
delivered and recorded via Zoom, the video conferencing
platform. The recorded classroom sessions were later
uploaded for participants to view as a review on
www.youtube.com. Each lesson used the same lesson
sequence. First, the lecturer explained new vocabulary
before reading the examples of emails, followed by
exercises. After that, the language focus of the lesson
was introduced with some sample sentences that were
useful for the next exercises or homework. These were
the sequences of each live teaching session. After the
first week, the feedback on the homework from the
previous week was quickly given by the lecturer as an
introductory lecture before the start of the new lesson.
In addition, some exercises were reported back during

the lesson.

After each online class, there was an evaluation
which was generated in Google Form to examine the
participants’ satisfaction and attitudes towards the
assisted technology assisted in all classes. The evaluation
forms were in Thai for better understanding, and the
participants were asked to respond either in Thai or
English.

The communication between participants and
lecturer, including researchers occurred via Line group
and a private Facebook group. These communication
applications were selected due to the participants’
familiarity and convenience. All of the worksheets,
presentation files, video clips, including both on-
demand and live teaching sessions, as well as other
useful tools and websites, were posted in these two
types of communication groups, to which participants
were invited to join.

The content of this course focused on responses to
inquiry emails from logistics professionals, which are 4
on-demand videos as shown in Table 2 and the 4-week
live teaching sessions on Sundays in May 2021. Table 3
shows the covering topics. The examples of these
inquiry emails mostly come from the authentic data of

the participating company.
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Table 1: Lists of assisted technologies and their purposes

2. Padlet (https://padlet.com)

3. Text to Speech (https://ttsreader.com)

4 Speech to text (https://speech-to-textdemo.ng.bluemix.net/)
5. Jamboard (https://jamboard.google.com/)

6. Sentences examples (https://bab.la/)

1. YouTube Video on demand
2. Zoom Video conference (Live teaching sessions)
3. 1. PowerPoint Presentation

7. Oxford Online dictionary (https://www.oxfordlearnersdictionaries.com)

Learning tools

4. Google Form

Evaluation

5. Line Group, Facebook

Communication

Table 2: The contents of the response to inquiry email English writing course (video on demand)

1 Formal email structures 30 minutes
2 Components of email structure: giving subject line, traditional way | 30 minutes
- PowerPoint presentation
of addressing and closing
- video clips on www.youtube.com
3 Punctuation marks and linking words 30 minutes
[ Politeness in English Professionalism 30 minutes

Table 3: The contents of the response to inquiry email English writing course (two-hour live teaching sessions)

1 Providing important | 1. Oxford online dictionary
Reading the examples of the inquiry
information (https://www.oxfordlearnersdictionaries.com) )
2. Text to speech (https://ttsreader.com) ematt 2 hours
3. Padlet (https://padlet.com) Rearranging the email using formal
language
2 Requesting politely | 1. Oxford online dictionary Reading the examples of the inquiry
(https://www.oxfordlearnersdictionaries.com) | emails
2. Text to speech (https://ttsreader.com)
3. Jamboard (https://jamboard.google.com/) Rearrange the email 2 hours
4. Padlet (https://padlet.com) Write an email in reply to the given
situation
3 Informing about 1. Speech to text (https://speech-to-text- Recording the pronunciation of new
attachment demo.ng.bluemix.net/) vocabularies and sentences
2. Padlet (https://padlet.com) Suggesting formal sentences 2 hours
3. Jamboard (https://jamboard.google.com/) Rearrange the email
4. Sentences examples (https://bab.la/) Introducing useful vocabularies
4 Closing 1. Jamboard (https://jamboard.google.com/) Rearrange the email
appropriately 2. Sentences examples (https://bab.la/) Introducing useful vocabularies 2 hours




According to Table 2, the contents of each video on
demand are related to the topics of the live teaching
sessions (Table 3) because they function as an overview
or a review of the lessons. These contents were
presented, recorded, and uploaded on www.youtube
.com by the lecturer. The links of the videos were
posted in Facebook private group and Line group prior
to each live teaching lesson.

Participants had opportunities to simultaneously
participate in all activities during these live teaching
sessions. In these circumstances, participants who
missed the live teaching sessions would be able to
watch them online via www.youtube.com.

Several assisted technologies were integrated into
the course for several purposes. In this study, the
learning tools were focused on analysis.

In each live class, at least two learning tools were
applied to the lessons. Here are the lists of learning
tools and their purposes.

1) PowerPoint presentation: This program was used
as a main presentation tool to illustrate the contents
taken from a regular worksheet, learning sequences, etc.

2) Padlet (https://padlet.com): This tool enables

Journal of B ation and Languages (JBAL)
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questions in real time. This way, participants could see
everyone’s answers and the teacher can give immediate
feedback.

3) Text to Speech (https://ttsreader.com): This tool
is useful for participants to convert normal texts into
audio ones. For instance, some sample inquiry emails
can turn into listening exercises. This tool was added to
the course, according to the needs analysis results
conducted prior to the course design, to serve the
demand of improving English listening skills. Participants
can spend their time practicing listening skills by
themselves.

4) Speech to Text (https://speech-to-text-demo.ng.
bluemix.net): Apart from writing skills and grammar
reviews, some participants need assistance with their
English-speaking skills. This tool was selected to help
the participants improve their speaking skills by
themselves with feedback. Participants can record their
own voice and transcribe the audio into text. In other
words, this enables the participants to improve their
English pronunciation to see whether they pronounced

words or sentences correctly.

participants to share ideas or write short answers to
Fle Home Insert Draw Design Transitions Animations Shide Show Record Review View Help a
= ] Disout - P o 2 find
L[] e i Reset o~ U Ls £2 Roplace +
Paste New Shapes Arange %
v Sl ~ [ Section ~ v v b Selectv
Urda | Opbosd Sl Fanl | — Dramitg Ldtng o
]
6 - . -
- Unit 1 Response to Inquiry Email:
- Providing Important Information

7

* L -
Programs Used in Unit 1:
1. Oxford Dictionary
B
‘ 2. Text to speech
3. Padlet
)

9 i
- N
— - v Click to add notes v

Slide 5 of 30 Englisn (United Stutes) % Accessibibty: investigate = Nows 2 i 9 1 w4y

Figure 2: Learning Tool: PowerPoint presentation
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Re: Freight rate charge from
Milan to Bangkok.

Dear Ms.Wang,
Thank you for contact

am writing in response to
Freight rate Quotation from
Milan to Bangkok.

In regard to your enquiry, I
would like to inform you that
approximated Freight from
Milan to Bangkok as following;

Re: Freight rate charge from  §
Milan to Bangkok.

Dear Ms.Wang,

Thank you for contact

L LI
am writing in response to
Freight rate Quotation from
Milan to Bangkok.

In regard to your enquiry, I
would like to inform you that
approximated Freight from
Milan to Bangkok as following;

!

Re: Inquiry about
freight charge from
Milan to Bangkok.

Dear Ms.Wang,

Thank you for contacting

I am writing in reference to
your request freight charge
rate quotation from Milan to
Bangkok. I would like to offer
you the best estimate freight
charge as follow;

* Account: 123456789

Subject: Estimate Freight
charge Milan - Bangkok

Dear Ms.Wang,

Thank you for your writing to

. My name is ]

b

. Iam writing
email in response to Estimate
Freight charge from Milan to
Bangkok as below:
- Account no: 1234xxxxx
- Origin Country : Italy
- Destination Country :
Thailand
-  Estimate Freight charge :

Freight rate Quotation from
Milan to Bangkok

Dear Ms.Wang,
Thank you for writing to

.Iam writing in
response to Freight rate
Quotation from Milan to
Bangkok.

In answering to your question
, i am please to inform you
that approximated Freight

Figure 3: Learning Tool: Padlet

TTSREADER @ P>

ENGLISH, US, MICROSOFT DAVID - ENGLISH (UNITED STATES) NORMAL SPEED

[Click Play button to listen to this text. You may edit this text here, or upload a
file such as text, pdf or e-book.

o sfizirs cony aned s=piel gizmiollo wing usl: nripsi//,

Figure 4: Learning Tool: Text to Speech

+ Use your microphone to record audio. For best results, use broadband models for microphone input.
« Upload pre-recorded audio (.mp3, .mpeg, .wav, .flac, or .opus only).
+ Play one of the sample audio files.*

“Both US English broadband sample audio files are covered under the Creative Commons license.

The returned result includes the recognized text, word alternatives, and spotted keywords. Some models can detect multiple
speakers; this may slow down performance.

Voice Model:

| US English broadband model (16KHz)

Keywords to spot:

v ” IBM,admired, Al transformations,cognitive, Artificial Intelligence,de I

1 Detect multiple speakers

( 9 Record Audio

Text Word Timings and Alternatives

) C |1| Upload Audio File ) (

JSON

@ Play Sample 1

) C @ Play Sample 2 )

Keywords (0/0)

i
Cookie Prefere]

Figure 5: Learning Tool: Speech to Text
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Unit 4 - Exercise 1 Gl & =- I:I
S QR - Set background Clear frame 3] Open on a Jamboard
7 2. Dear khun [
11. First of all, thank you for your reply. 9. With this email, please find attached a POF file
3 6.1am Alerts and Updates” for detalled
5. If you have any further queries,
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Figure 7: Learning Tool: Sentences examples

Oxford Learner’s Dictionaries
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Figure 8: Learning Tool: Oxford online dictionary

5) Jamboard (https://jamboard.google.com): This tool
allows participants to write and drag any text or image
in real time. In this study, it was used for drills and
exercises such as jumbled sentences, to rearrange the
sentences, or to put the paragraphs into the correct
order.

6) Sentences examples (https://www.babla.co.th):
This website provides tremendous sentence examples.
Participants can therefore conceptualize the meaning

of recent words and apply them in various contexts.

7) Oxford online dictionary (https://www.oxfordlear
nersdictionaries.com): This online dictionary offers
definitions, pronunciations, examples of the use of

vocabulary.

IV. RESULTS OF THE STUDY
The results of this study can be divided into two
parts: 1) the adult ESP leamers’ satisfaction with the
assisted technology of the English email writing skills
development course, presented in Table 4 and Table

5, and 2) the adult ESP learners’ attitudes towards the



Journal of Business Administration and Languages (JBAL)
Vol.12 No.1 January - June 2024

assisted technologies of the English email writing skills
course in Table 6. The overall results of satisfaction
from adult learners are considered very satisfied in each
item (see Table 4). As presented in Table 5, learners

were very satisfied with all items in all four weeks,

indicating that most of the learners had a positive
attitude towards the applications of multiple learning
tools to the lesson, especially in the lesson sequence
responding to the learning objectives, attracting learners’

interest and ease to follow.

Table 4: The overall adult ESP learners’ satisfaction towards the assisted technologies of the course for developing English email

writing skills

Very Ver
Satisfied Neutral Dissatisfied Total
ltem Statements Satisfied Dissatisfied M SD
(%) (%) (%)
(%) (%)
1. The sequences of the
4.80
teaching with various learning 84.58 12.08 2.50 0.83 -
240 Very 0.51
tools in each class serve the (N=203) (N=29) (N =6) (N =2)
Satisfied
learning objectives.
2. The teaching with various 4.81
84.17 12.92 2.50 0.42
learning tools in each lesson - 240 Very 0.48
(N=202)  (N=31)  (N=6) (N =1)
is interesting. Satisfied
3. The teaching with various 4.80
83.75 12.50 3.33 0.42
learning tools in each lesson - 240 Very 0.50
(N=201) (N=30) (N =8) (N =1)
is easy to follow. Satisfied

Table 5: The adult ESP leamers’ satisfaction towards the assisted technologies of the course for developing English email writing

skills from each week

Very Very
Satisfied  Neutral Dissatisfied Total
Item Statements Satisfied Dissatisfied SD
(%) (%) (%)
(%) (%)
Week 1
1. The sequences of the
teaching with various 4.65
76.67 15.00 5.00 3.33 -
learning tools in each 60 Very 0.73
(N=46) (N=9) (N =3) (N =2)
class serve the learning Satisfied
objectives.
2. The teaching with
4.63
various learning tools in 73.33 18.33 6.67 1.67
- 60 Very 0.69
each lesson is (N=44) (N =11) (N =4) (N =1)
Satisfied
interesting.
3. The teaching with
4.62
various learning tools in 71.67 20.00 6.67 1.67
- 60 Very  0.69
each lesson is easy to (N=43) (N=12) (N =4) (N =1)
Satisfied

follow.
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Table 5: The adult ESP learners’ satisfaction towards the assisted technologies of the course for developing English email writing

skills from each week (Cont.)

Very Very
Satisfied Neutral Dissatisfied Total
ltem Statements Satisfied Dissatisfied M SD
(%) (%) (%)
(%) (%)
Week 2
1. The sequences of the
teaching with various 4.85
86.67 11.67 1.67
learning tools in each class - - 60 Very 0.40
(N =52) (N =7) (N =1)
serve the learning Satisfied
objectives.
2. The teaching with various 4.87
88.33 10.00 1.67
learning tools in each - - 60 Very 0.39
(N =53) (N =6) (N=1)
lesson is interesting. Satisfied
3. The teaching with various 4.87
88.33 10.00 1.67
learning tools in each - - 60 Very 0.39
(N =53) (N =6) (N=1)
lesson is easy to follow. Satisfied
Week 3
1. The sequences of the
teaching with various 4.85
85.00 15.00
learning tools in each class - - - 60 Very 0.36
(N =51) (N =9)
serve the learning Satisfied
objectives.
2. The teaching with various 4.85
85.00 15.00
learning tools in each - - - 60 Very 0.36
(N =51) (N =9)
lesson is interesting. Satisfied
3. The teaching with various 4.83
85.00 13.33 1.67
learning tools in each - - 60 Very 0.42
(N =51) (N =8) (N=1)
lesson is easy to follow. Satisfied
Week 4
1. The sequences of the
teaching with various 4.87
90.00 6.67 3.33
learning tools in each class - - 60 Very 0.43
(N =54) (N =4) (N =2)
serve the learning Satisfied
objectives.
2. The teaching with various 4.88
90.00 8.33 1.67
learning tools in each - - 60 Very 0.37
(N =54) (N =5) (N =1)
lesson is interesting. Satisfied
3. The teaching with various 4.87
90.00 6.67 3.33
learning tools in each - - 60 Very 0.43
(N =54) (N =4) (N =2)
lesson is easy to follow. Satisfied

11



Journal of Business Administration and Languages (JBAL)
Vol.12 No.1 January - June 2024

Table 6: The adult ESP learners’ attitudes towards the assisted Technologies of the course for developing English email writing skills

(Open-ended questions)

1. How did you feel about the lesson each week?

“I enjoyed the class because it is useful and can be used in professional life.”
“I enjoyed the teaching style of the lecturer.”

“I was impressed with applications and learning.”

“I enjoyed the class because it was easy to understand.”

“I' was impressed with the PowerPoint presentation themes.”

“| felt boring because it was hard to follow.”

2. What activity do you enjoy the most from the class?

“I like exercises on authentic email writing because | had chances to practice and got feedback”
“I like the lecture sessions with the lecturer explaining some tips, grammar and other difficult points in details.”

“I enjoy the exercises on rearranging email orders using Jamboard because | can help rearrange the sentences.”

“I'enjoy using Padlet.”

“I’m impressed with online dictionary and sample sentences.

“I think | like homework.”

»

3. Do you have any suggestion to improve this course?

“It’s already good.”

“Recommend more websites or applications for editing writing.”

“Recommend more websites or applications for correcting English grammar.”

“Teach and explain more slowly in some difficult points.”

“Add some multiple-choice exercises.”

“Lessen the use of technology tools because it was hard to follow using many applications.”

In Table 6, these participants reported that most of
the learners were satisfied with the lessons using
technological learning tools and enjoyed lectures,
exercises and the implications. Therefore, their
recommendations for the course concern the variety of
exercises, pace at which educational content is delivered
to learners, and the more applications to improve their
English skills. However, a few learners indicated that
using several applications in one lesson was difficult to
pursue because they possibly only had one smartphone
to attend the live teaching session, or they had a
limited technolosgical background.

Based on the feedback provided, we can conclude
the following benefits of applying technology tools for
email writing skill development as follows. First, for
engagement and relevance, leamers enjoyed the classes,
finding them useful for professional life. This suggests

that the integration of technology in teaching email
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writing is engaging and relevant to their future careers.
Second, the use of different applications and platforms
(like PowerPoint, Jamboard, Padlet, online dictionaries)
caters to diverse learning styles and preferences, making
the learning process more interactive and varied.
Practical application is also the benefit of using the
tools. That is, exercises on authentic email writing and
the opportunity to receive feedback help leamers to
practice real-world skills. This hands-on approach is
crucial for effective learning. In terms of clarity and
comprehensibility, the ease of understanding, possibly
facilitated by technology, makes the learning process
smoother for learners. Moreover, the use of technology
in presentations, such as impressive PowerPoint themes,
can make the learning material more appealing and
easier to digest.

Drawing from the feedback received, we can identify

the subsequent challenges of utilizing technology tools



in the development of email writing skills. Firstly, some
learners found the use of multiple technology tools
hard to follow, indicating a potential issue with the
complexity or the number of tools used. Also, a
suggestion to teach more slowly on difficult points
indicates that the speed of instruction, possibly influenced
by technology, may sometimes be too fast for optimal
comprehension. Since learners also suggested the
inclusion of more websites or applications for writing
and grammar correction, implying a need for the use of
a broader range of tools or resources to aid in learning.

The lecturer also needs to balance between
technology and traditional methods, meaning that the
feedback suggests a need for balancing the use of
technology with traditional teaching methods. While
technology enhances learning, over-reliance on it can
be counterproductive for some learners. Lastly, it is
worth noting the aspect of the diverse learning
preferences. The varied responses to favorite activities
highlight the diverse preferences among learners. Some
prefer practical exercises, while others favor lectures or
specific technology tools.

In conclusion, while technology tools offer significant
benefits in making email writing lessons engaging,
relevant, and diverse, educators should be mindful of
the challenges. These include managing the complexity
and number of tools, adjusting the pace of teaching,
incorporating a variety of resources, and finding the
right balance between technology and traditional

teaching methods to cater to all learning preferences.

V. DISCUSSION
The results indicate that learners are pleased with
the lesson and lecture sequences. This suggests they
understand and appreciate the use of diverse learning
tools for achieving educational objectives and are open
to experimenting with new technological tools for

language learning. Additionally, their eagerness to explore
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new tools shows a positive impact on their motivation
for language learning. The favorable response to the
activities also suggests that the selected learning tools
effectively align with the intended learning outcomes,
as learners enjoy the innovative approach to activities.

Despite the fact that PowerPoint is a simple and
commonly used tool for presentations and lectures,
learners were satisfied with it. This shows the importance
of using a mix of different teaching methods. Relying
too much on technology can sometimes not be helpful.
It's important to balance modern and traditional teaching
styles to suit different learners. Because learners have
various ways of learning, it's necessary to use a mix of
hands-on activities and standard lectures in teachins.
Manoharan, Hua, and Sultan (2022) further explained
that both young and adult learners struggled with online
learning because they missed the kind of support they
were used to receiving in conventional classroom settings.

Learners were satisfied with using Padlet for
brainstorming and doing writing exercises. This could be
because they can see each other's ideas and work
instantly, and the teacher can give feedback at the
same time. Furthermore, their posts on the wall are
nameless, unless they choose to add their real names
or group names. (Deni & Zainal, 2018) Padlet posts can
also serve as a recap for learners who can't be present
in the class in real time. (Fisher, 2017). The customizable
layout, themes, decorations, and colors are some of
the notable aspects of this web-based application,
capturing the learners’ interest. Padlet's user-friendly
design makes it an effective tool for engaging learners’
focus. (Al Momani & Abu Musa, 2022; Deni & Zainal,
2018; Fisher, 2017)

Learners found Jamboard satisfying because it aids
in writing tasks like sentence rearranging exercises. It was
used to help learners reorder sentences to form emails.
Virto and Lopez (2020) also noted that the Jamboard's

interactive features are a key motivational factor. Aliyyah
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(as cited in Manoharan et al., 2022) pointed out that a
less interactive environment can lead to decreased
learner engagement and boredom in class. However,
it's important to note that Jamboard doesn't support
audio or video attachments, so it should be used
alongside other applications like Microsoft Team or Zoom
for spoken discussions (Sweeney, Beger, & Reid, 2021).

Learners were pleased with the use of text-to-
speech and speech-to-text tools, even though listening
skills were not the main focus of the course. The
researchers decided to use these tools based on a
needs analysis done before designing the course, where
some learners expressed a desire to improve their
listening skills. Instead of having learners read email
samples on their own, the text-to-speech website was
used to read them aloud during lessons, with the
lecturer demonstrating how it worked.

The positive response of leamers to the use of text-
to-speech and speech-to-text tools, despite the course's
primary focus not being on listening skills, implies that
while the course may have a primary focus, integrating
additional resources that address other skill areas can
enhance the overall learning experience. Also, conducting
a needs analysis prior to course design proves crucial in
understanding and catering to the specific requirements
of learers. This approach allows educators to tailor
their teaching strategies and tools to better meet the
expectations and aspirations of their learners. Moreover,
the successful integration of text-to-speech and speech-
to-text tools illustrates the effectiveness of multimodal
learning approaches. The interest in improving listening
skills, even in a course primarily focused on another
area, points to a broader trend where learners are
seeking holistic skill development. Educational programs
might benefit from considering how different skills can
be integrated, even when they are not the main focus
of the course. This implies that educational programs

should be dynamic, responsive to learner needs and
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leaning styles. Holisoh and Fitriani (as cited in Manoharan
et al,, 2022) believed that the leaming style of each
learner would have a strong influence on learning online.

This study recommends that the understanding of
learning style is also essential for designing effective
email writing courses that effectively integrate technology
and meet the varied needs of learners. Also, other
points are recommended for further consideration. For
example, Kittiya Keadplang (2020) recommended
content-based instruction as an effective method for
teaching communicative English to adult learners and
Ordonia (2015) suggested the use of problem-based
learning (PBL) as an effective motivational strategy for

adult learers, emphasizing its suitability and effectiveness

in aligning with their learning style.

VI. CONCLUSION

In conclusion, the research offers valuable insights
into the use of technology in email writing skill
development. The benefits are clear, including enhanced
engagement and practical relevance, but there are
challenges to consider. These involve managing tool
complexity, modulating the pace of teaching, expanding
the range of resources, finding a balance between
technology and traditional teaching methods, and
accommodating diverse learning styles. While designing
a course for adult learners, it's essential to consider not
just their unique characteristics, such as life and work
experience, time commitment, motivations, and
requirements, but also the importance of selecting
appropriate online language learning tools. Evaluating
the benefits and challenges of these tools is crucial to
meet the learning objectives and accommodate the
learning styles of adult learners. This study presents a
significant challenge for educators, learners, course
developers, researchers, and especially lecturers. The

role of a lecturer might shift to the role of a facilitator

in an online course.
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Abstract

The study aimed to investigate the strategies employed by higher education teachers to correct errors and
enhance students' writing and language proficiency. Despite the limited literature on this topic in higher
education, qualitative methods such as interviews and classroom observations were utilized to delve into
teachers' perspectives. The findings underscored teachers' preferences for specific error correction approaches,
consideration of individual student needs, and the delicate balance between providing corrective feedback and
positive reinforcement. Identified challenges in implementing these strategies, including time constraints,
balancing correction with content instruction, and addressing diverse language proficiency levels, were common.
Recommended pedagogical practices center around student-centric and reflective approaches, encompassing
timely and constructive feedback, a balanced integration of correction with content instruction, differentiation
based on individual needs, and the promotion of self-correction skills. Moreover, the integration of peer
feedback, scaffolded error correction, and continuous professional development were highlighted as crucial

elements for enhancing effective teaching practices.

Keywords: Error correction strategies, Higher education, Teacher perspectives, Writing skills
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[. INTRODUCTION

At the higher education level, effective error
correction is a pivotal aspect of writing instruction,
playing a crucial role in advancing students' language
skills, nurturing language proficiency, and elevating
overall writing competence (Bitchener & Ferris, 2012).
Despite numerous studies exploring error correction
strategies across various educational contexts, there
exists a research gap, particularly in higher education
settings. This study seeks to address this gap by
investigating the strategies employed by teachers in
correcting students' writing at the higher education
level and assessing their effectiveness in improving
writing skills (Ellis, 2009b).

Error correction entails teachers offering feedback
to students on their written work, identifying and
rectifying errors in grammar, vocabulary, sentence
structure, and organization. Teachers employ diverse
approaches, ranging from direct correction of specific
indirect correction,

errors  to and from targeted

correction to a more comprehensive approach
addressing multiple facets of writing. Understanding
these strategies and their perceived effectiveness is
vital for refining pedagogical practices and enhancing
writing instruction in higher education (Ellis, 2009a).
Although existing research has explored error
correction in various educational contexts, including
primary and secondary schools, there is a noticeable
scarcity of studies dedicated to higher education
settings. Therefore, it is imperative to delve into the
unique context of higher education and scrutinize the
specific strategies employed by teachers for error
correction at this level. By investigating teachers'
perspectives and practices, this study aims to
contribute valuable insights, identifying effective error
correction strategies that can elevate students' writing
skills and foster language proficiency within higher

education institutions.
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The investigation into the effective error correction
strategies utilized by higher education teachers to
enhance students' writing skills is underscored by
several crucial factors, all supported by referenced
scholarly works. Firstly, the significance of effective
error correction lies in its pivotal role in students'
language development and proficiency. The complexity
of writing, encompassing grammar, vocabulary, sentence
structure, and coherence, necessitates accurate and
timely feedback. Teachers, drawing from strategies
explored by Sheen (2007), can assist students in
identifying and rectifying writing errors, thereby fostering
language growth.

Moreover, the consistent application of error
correction strategies allows students to internalize
correct language forms and  structures.  This
internalization process, as advocated by Sheen (2007),
contributes to an overall improvement in writing
competence. Secondly, higher education institutions
bear the responsibility of preparing students for
academic and professional success. Proficiency in
effective writing skills is paramount in these contexts,
where students are tasked with producing well-
structured essays, research papers, and various written
assiscnments. The research on error correction strategies
at the higher education level, as discussed by Sheen
(2007), has the potential to inform the development
of pedagosgical practices that facilitate the acquisition
of advanced writing skills.

By understanding and exploring the strategies
employed by teachers in higher education, the research
contributes to the enhancement of pedagogical
practices. These practices, grounded in evidence from
Sheen (2007), empower students to meet the rigorous
demands of academic writing and excel in their future
professional endeavors.

Moreover, the exploration of error correction

strategies within higher education settings serves to
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bridge a gap in current literature, a point supported by
the references provided. While prior studies have
delved into error correction at the primary and
secondary levels, a scarcity of research exists
specifically focusing on the distinctive realm of higher
education. This research initiative, informed by the
insights of Hyland and Hyland (2006), addresses this
gap by spotlighting the strategies employed by
teachers in higher education—a context where
students encounter unique challenges and possess
specific language needs.

Furthermore, beyond addressing this gap, the
research  has broader implications for teacher
professional development programs. As elucidated by
Hyland (2006), teachers in

and Hyland higher

education necessitate guidance and training to
effectively navigate students' writing errors. Identifying
error correction strategies that yield positive outcomes
becomes a crucial foundation for developing targeted
professional development initiatives. These initiatives,
informed by evidence, can empower educators with
the requisite tools and techniques to deliver efficient
and impactful error correction. Ultimately, this leads
to enhanced writing outcomes for students, aligning
with the overarching goals of teacher professional
development in higher education.

In conclusion, investigating effective error correction
strategies employed by teachers in enhancing students'
writing skills at the higher education level is important
due to its impact on language development, academic
and professional preparation, addressing research gaps,
and informing teacher professional development. This
research will contribute to the advancement of
pedagogical practices in higher education institutions,
and their future

ultimately benefitting students

success.
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Research Questions:

1. What are the common error correction strategies
employed by teachers in correcting students' writing
at the higher education level?

2. How do teachers perceive the effectiveness
of different error correction strategies in enhancing
students' writing skills?

3. What challenges do teachers encounter when
implementing error correction strategies in higher
education settings?

4. What pedagogical practices can be recommended
based on effective error correction strategies identified

in this study?

IIl. LITERATURE REVIEW

Writing proficiency holds paramount importance in
the realm of higher education and beyond. To
facilitate the development of robust writing skills,
educators play a vital role in employing effective error
correction strategies. This comprehensive literature
review endeavors to delve into and scrutinize a
spectrum of error correction strategies deployed by
instructors at the higher education level, aimed at
augmenting students' writing aptitudes. The review
seeks to provide insights into the efficacy of these
strategies and their implications for pedagogical
practice.

Direct Correction: The practice of direct correction
involves educators identifying and rectifying errors
within students' written assignments, furnishing them
with immediate feedback to cultivate precise language
usage. Ferris (2004) cautions against an overreliance on
this approach, highlighting its potential to dissuade
independent error recognition and rectification among
students.

Indirect Correction: Conversely, indirect correction

entails providing students with feedback devoid of

direct error rectification, fostering a proactive approach



to error analysis and remedy. This approach encourages
students to engage in critical thinking and introspection
about their writing, subsequently contributing to an
elevation in their writing prowess (Hyland & Hyland,
2006).

Error Coding and Highlighting: Employing symbols
or codes to accentuate errors, error coding is a
method where educators prompt students to identify
and rectify their own mistakes. While Truscott (1996)
advocates for the efficacy of error coding in enhancing
student engagement, Ferris (2002) underscores the
necessity of accompanying explanations to preclude
any potential confusion.
Review: Within the

Peer Feedback and Peer

collaborative setting of peer feedback, students

actively contribute constructive evaluations. As
supported by Liu and Hansen Edwards (2002) and Liu
and Brown (2015), not only cultivates diverse perspectives
but also encourages collaborative learning and facilitates
the identification of common errors. Bundit Anuyahong
(2021) further emphasizes the necessity of effective
feedback training to ensure accurate and constructive
assessments, aligning with the principles highlighted
by Cho and MacArthur (2010) regarding the
importance of training in peer and expert reviewing.
Conference-Based Correction: In personalized, one-
on-one conferences, educators engage in tailored
feedback sessions with students, aligning with the
reflective teaching principles outlined by Richards and
Lockhart (2020). Bundit Anuyahong's (2017) research
on the development of a research supervision model
supports the notion that such personalized
conferences offer valuable insights into students'
writing processes, allowing for precise guidance and
comprehensive skill enhancement. This approach,
when integrated with other strategies, can prove

effective in nurturing adept writers.
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Error-Centered Instruction: Error-centered instruction,
as discussed by Ferris (2002, 2010), involves a focused
approach on specific error patterns, with lessons
tailored to address common errors. Bundit Anuyahong's
(2014) assessment of English language learning
proficiency complements this, emphasizing the positive
impact of error-centered instruction on grammatical
accuracy and writing quality. It is essential, as Bundit
Anuyahong (2021) notes, to maintain a balanced approach
to prevent an undue fixation on error eradication,
ensuring a holistic focus on skill development.

Process-Oriented Approach: Embracing a Process-
Oriented Approach prioritizes the intricacies of the
writing process, spanning drafting, revising, and editing,
fostering a culture of continuous refinement. This
methodology, as emphasized by Flower and Hayes
(1981) in their cognitive process theory of writing,
asserts that refining the writing process leads to the
creation of more coherent, organized, and thoughtful
compositions. Bundit Anuyahong's (2012) exploration
of English writing techniques based on metacognitive
knowledge further supports this perspective by
advocating for a focus on the writing process to
enhance overall writing proficiency. By encouraging
reflective practice among students, this approach
contributes significantly to the gradual augmentation
of their writing skills over time, aligning with the
insights provided by Bundit Anuyahong (2018) regarding
the use of task-based learning activities to enhance
writing ability.

In conclusion, adopting an amalgamation of error
correction strategies, thoughtfully selected based on
students' individual needs, empowers educators to
effectively enhance writing skills in higher education
settings. Bitchener and Ferris's (2012) research on
written corrective feedback in second language
acquisition and writing underscores the significance of

choosing appropriate strategies. Ferris's extensive work
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(2002, 2010, 2014) on error correction in second
language writing research provides valuable insights
into the intersections and practical applications of
various error correction methods. This comprehensive
approach, observed through the lenses of these
scholars, contributes to a holistic method in facilitating
students' journey towards writing excellence. It is
evident from the research by Ferris (2019) that these
strategies, when implemented judiciously, have both
short- and long-term effects on improving written
expression, aligning with the broader insights provided
by Truscott (2007) on the effects of error correction

on learners' ability to write accurately.

IIl. RESEARCH METHODOLOGY

This research employed a qualitative approach to
ensure a comprehensive and detailed exploration of
teachers' error correction strategies in higher education.

There were four primary objectives of the study: 1)
to explore the common error correction strategies
utilized by higher education-level teachers when
correcting students' writing., 2) to investigate teachers'
perceptions regarding the effectiveness of various error
correction strategies in fostering the improvement of
students' writing skills., 3) to examine the challenges
faced by teachers in the implementation of error
correction strategies within higher education settings.,
and 4) to identify and recommend pedagogical
practices based on effective error correction strategies
uncovered in this research.

Qualitative research methods are well-suited for
investigating complex phenomena such as teaching
practices and provide rich and nuanced insights into
the topic.

To gather data, semi-structured interviews were
conducted with a purposive sample of experienced

teachers who possess expertise in teaching writing at

the higher education level. The purposive sampling
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approach allowed for the selection of participants
with extensive knowledge and experience in the
specific context of interest, ensuring the collection of
relevant and insightful information. The interviews
were designed to be semi-structured, providing a
flexible framework for participants to share their
perspectives, experiences, and strategies related to
error correction.

In addition to interviews, classroom observations
were conducted to directly observe the practical
implementation of error correction strategies. These
observations allowed researchers to gain an in-depth
understanding of how teachers incorporate error
correction within their instructional practices, observe
the interaction between teachers and students during
the writing process, and capture the dynamics and
nuances of the classroom environment.

The data collected from interviews and classroom
observations were subjected to thematic analysis.
Thematic analysis is a widely used qualitative data
analysis method that involves identifying patterns,
themes, and recurring ideas within the data. This
process involved systematically reviewing the interview
transcripts and observational notes, coding the data
into meaningful categories, and then organizing these
codes into overarching themes. By analyzing the data
thematically, the researchers were able to identify
commonalities, variations, and key trends related to
teachers' error correction strategies in higher education.

This qualitative approach, combining interviews
and classroom observations, allowed for a multi-
dimensional exploration of teachers' error correction
strategies. It provided a holistic view of teachers'
perspectives, practices, and the contextual factors
influencing  their strategies. By employing this
methodology, the research aimed to capture the

complexities and nuances of error correction in higher

education and generate insights that can inform



pedagogical practices and support the development
of effective error correction strategies.
A. Population and Samples

For this research on exploring teachers' error
correction strategies in enhancing students' writing
skills at the higher education level, a purposive
sampling method was employed to select participants
who possess expertise in teaching writing and have
experience in higher education settings. The sample
comprised experienced teachers in higher education
who could provide valuable insights into their error
correction practices.

The population of interest for this study includes
teachers who are actively involved in teaching English
writing courses at the higher education level. These
teachers came from diverse academic disciplines such
as English, humanities, social sciences, and natural
sciences. They were employed in universities, colleges,
or other higher education institutions.

Within this population, a purposive sampling
technique was employed to select a sample of
participants who can provide rich and varied
perspectives on error correction strategies. Purposive
sampling involves selecting participants based on their
specific characteristics, expertise, and relevance to the
research topic. In this case, the participants were
selected based on their experience in teaching writing
and their familiarity with higher education contexts.

The sample size for the study would depend on
the scope and specific requirements of the research.
A suitable sample size aimed for an adequate
representation of different perspectives and experiences,
ensuring that a comprehensive understanding of error
correction strategies is achieved. It is crucial to ensure
that the sample size is sufficient to capture diverse

insights while maintaining the manageability of data

collection and analysis.
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The sample for this research included 10 teachers
who meet the criteria of having more than 5 years of
experience in teaching English writing at the higher
education level. There were 6 female and 4 male
teachers. These participants were invited to participate
in semi-structured interviews, where they shared their
perspectives, experiences, and strategies related to
error correction. The sample selection prioritized
diversity in terms of disciplines, teaching experience,
and institutional backgrounds to obtain a comprehensive
range of insights.

Additionally, practical observations of classroom
activities were carried out between June and July
2023 to observe the practical implementation of error
correction strategies in real classroom settings. The
observations involved a subset of participants from
selected based on their

the interview sample,

willingness to have their classes observed. The
classroom observations provided valuable data on
how teachers interact with students during the writing
process and how error correction strategies are
integrated into their instructional practices.

The thematic analysis delved into various facets
concerning the influence of peer feedback on students'
writing skills, unraveling several discernible themes:

1. Positive Impact on Writing Skills

2. Encourages Collaborative Learning

3. Identification of Common Errors

4. Effective Feedback Training is Crucial

5. Varied Perspectives Enhance Learning

The semi-structured interview questions were
thoughtfully categorized to cover various essential
aspects of teaching writing skills and error correction.

The topics and questions were systematically organized

as follows:
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Table 1: The list of semi-structured interview questions

Introduction

Can you provide a brief overview of your approach to teaching writing skills?

Error Correction

Strategies

1. How do you typically approach error correction in students' writing assignments?

2. Are there specific error correction strategies you find more effective than others?

Preferences and

Considerations

1. Do you have a preference for direct or indirect error correction? Why?

2. How do you consider individual student needs when implementing error correction strategies?

Challenges Faced

1. What challenges do you encounter when implementing error correction strategies in higher
education settings?

2. How do you balance the need for error correction with other instructional priorities?

Effectiveness of

Strategies

1. In your experience, how do different error correction strategies impact students' writing skills?

2. Can you share a specific example where a particular strategy was particularly effective?

Recommendations and

Pedagogical Practices

1. What pedagogical practices do you recommend for effective error correction in writing?

2. How do you integrate error correction seamlessly into the writing process?

Peer Feedback and

Collaboration

1. How do you incorporate peer feedback and collaboration in your writing courses?

2. In your view, what role does peer feedback play in error correction and skill development?

Continuous Professional

Development

1. How do you engage in continuous professional development to enhance your error correction
strategies?

2. Are there specific workshops or resources you find particularly beneficial?

Reflective Practices

1. How do you engage in reflective practices to assess and refine your error correction approaches?

2. Can you share an instance where reflective practice led to a positive change in your teaching?

Conclusion

Based on your experiences, what advice would you give to educators seeking to improve their error

correction strategies for writing skills?

Table 2: Observation checklist for classroom teaching

Observation Checklist

for Classroom Teaching

Categories

Teacher-Student

Interaction

1. Frequency of teacher-student interactions: - High (frequent interaction) - Moderate - Low (limited
interaction)

2. Clarity in explaining concepts and instructions: - Clear and concise - Moderate clarity - Unclear

Student Engagement

3. Level of engagement during different activities: - Actively engaged - Partially engaged - Disengaged
4. Participation in class discussions: - Actively participates - Occasionally participates - Rarely

participates

Use of Teaching Aids

5. Integration of visual aids or technology: - Frequently used - Occasionally used - Rarely used

Classroom Management

6. Strategies for maintaining discipline: - Effective strategies observed - Moderate effectiveness -
Ineffective

7. Transition between activities: - Smooth transitions - Moderate transitions - Disruptive transitions

Student Collaboration

8. Opportunities for and effectiveness of student collaboration: - Frequent and effective collaboration -

Moderate collaboration - Limited collaboration

Feedback and

Assessment

9. Provision of feedback on student work: - Detailed and timely feedback - Moderate feedback -
Limited feedback

10. Assessment methods used: - Varied and appropriate - Moderately varied - Limited variety

Inclusion of Diverse

Learning Styles

11. Adaptation of teaching methods for different learning styles: - Evident adaptation - Partial
adaptation - Limited adaptation
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Table 2: Observation checklist for classroom teaching (Cont.)

Observation Checklist

for Classroom Teaching

Categories

Time Management

time

12. Efficient use of class time: - Optimal use of time - Moderate time management - Inefficient use of

Incorporation of Error

Correction

13. Strategies used for error correction in students' work: - Clearly defined error correction strategies -

Moderate use of strategies - Limited use of strategies

Overall Classroom

Atmosphere Negative or exclusive

14. General atmosphere and tone of the classroom: - Positive and inclusive - Moderately positive -

This observation checklist for classroom teaching
provides a comprehensive framework for assessing
various aspects of the teaching environment.

By utilizing a purposive sampling method and
incorporating both interviews and classroom observations,
this research aims to gather insights from a select
group of experienced teachers in higher education.
The findings from this sample provide valuable
perspectives on error correction strategies and their
effectiveness in enhancing students' writing skills at

the higher education level.

IV. RESULTS

A. The study explored the common error correction

strategies employed by teachers in correcting students’

writing at the higher education level. The following
strategies were identified:

1) Direct Correction: Teachers explicitly identify and
correct errors in students' writing by marking errors or
providing written comments to guide students towards
the correct usage or form.

2) Indirect Correction: Teachers provide feedback

that prompts students to self-identify and correct their

errors, fostering their self-monitoring and reflective skills.

3) Error Coding or Symbol Use: Teachers use specific
codes or symbols to annotate errors, indicating the
type or nature of the mistake without directly correcting
it. This strategy encourages active engagement in error

identification and self-correction.
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4) Focused Error Correction: Teachers adopt a targeted
approach, focusing on specific error types or linguistic
features in students' writing, such as grammar, vocabulary,
or organization.

5) Recasting or Reformulation: Some teachers use
recasting or reformulation techniques to correct errors
by restating or rephrasing the incorrect sentence or
phrase, modeling the correct form or structure.

6) Peer Review and Collaboration: Teachers incorporate
peer review and collaboration activities where students
provide feedback to their peers' writing, identifying
errors, and suggesting improvements. Teachers facilitate
and guide these peer interactions to enhance error
correction and promote collaborative learning.

7) Error Explanation and Clarification: Teachers
provide explicit explanations and clarifications of errors,
offering detailed linguistic or contextual explanations
to help students understand the nature of their
mistakes and how to avoid them in the future.

For instance, in the strategy of direct correction,
the teacher identifies and corrects the error by explicitly
pointing it out and providing the correct form. In the
case of a subject-verb agreement error, the teacher's
comment may be: "You have a subject-verb agreement
error in this sentence. It should be The students were'

instead of 'The students was'." The teacher guides the
student by highlighting the error and offering guidance

on rectifying it.
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Alternatively, the recasting or reformulation strategy
involves the teacher restating the incorrect sentence
in the correct form. For instance, if the sentence is
"The students was happy," the teacher may suggest:
"Consider revising this sentence: The students were
happy.' This captures the plural subject-verb agreement."
The teacher models the correct form to help the
student understand and internalize the correction.

These findings provide insights into the common
error correction strategies employed by teachers at
the higher education level, illustrating their approaches

to identify and rectify errors in students' writing.

B. The study explored how teachers perceive the
effectiveness of different error correction strategies in
enhancing students' writing skills. The findings include
the following:

1) Preference for Specific Strategies: Teachers express
a preference for certain error correction strategies
based on their beliefs and experiences. Some teachers
find direct correction more effective in providing
immediate feedback and guiding students towards the
correct form. Others perceive indirect correction as
more beneficial in fostering students' autonomy and
self-correction skills.

2) Consideration of Individual Student Needs:
Teachers emphasize the importance of tailoring error
correction strategies to meet individual student needs.
They recognize that different students require varied
approaches based on their proficiency levels, learning
styles, and specific language challenges. Teachers
perceive strategies that allow for personalized
feedback and targeted support as more effective in
addressing individual needs and promoting writing skill
development.

3) Balancing Corrective Feedback and Positive

Reinforcement: Teachers highlight the significance of

balancing corrective feedback with positive reinforcement.
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They perceive that a supportive and encouraging
approach, alongside error correction, can motivate
students and maintain their engagement in the writing
process. Teachers value strategies that not only identify
and rectify errors but also acknowledge and highlight
students' strengths and improvements.

4) Integration of Error Correction in the Whiting Process:
Teachers emphasize the importance of integrating
error correction strategies seamlessly into the writing
process. They perceive that error correction is most
effective when it is incorporated throughout the
various stages of writing, such as planning, drafting,
revising, and editing. Strategies that promote ongoing
feedback and revision cycles are perceived as more
effective in enhancing students' writing skills.

5) Reflective and Metacognitive Practices: Teachers
recognize the value of fostering students' reflective
and metacognitive skills in error correction. They
perceive that strategies that encourage students to
analyze and reflect on their errors, understand the
underlying reasons, and develop strategies for
improvement are more effective in facilitating long-
skill Teachers value

term  writing development.

approaches that promote self-awareness and
metacognitive control in error correction.

Teacher A believes that direct correction is an
effective strategy as it provides immediate feedback
and helps students understand specific language rules
and structures. They also emphasize the importance
of positive reinforcement to motivate students and
recognize their strengths. In contrast, Teacher B finds
indirect correction more effective in promoting critical
thinking, self-reflection, and independent learning.
They value the long-term growth and self-correction
abilities fostered by this strategy.

These results illustrate the varied perspectives of
teachers regarding the effectiveness of different error

correction strategies. Teachers' beliefs and experiences



shape their preferences, highlighting the need for a
flexible approach that considers individual student
needs and integrates error correction effectively within

the writing process.

C. The study investigated the challenges that teachers
encounter when implementing error correction strategies
in higher education settings. The findings include the
following challenges:

1) Time Constraints: Teachers express challenges
related to time constraints when implementing error
correction strategies. The large class sizes and high
volume of student work make it challenging to provide
thorough and timely feedback on students' writing.
Teachers find it difficult to allocate sufficient time for
error  correction, particularly when individualized
attention is required for each student's work.

2) Balancing Corrective Feedback and Content
Instruction: Teachers face challenges in balancing error
correction with other instructional priorities, such as
delivering content knowledge and covering the
curriculum. It becomes a challenge to find a balance
between providing adequate error correction and
ensuring the completion of syllabus and course
requirements. Teachers need to make strategic
decisions about the frequency and depth of error
correction to optimize learning outcomes.

3) Addressing Diverse Language Proficiency Levels:
In higher education settings, students come from
diverse linguistic backgrounds and have varying levels
of language proficiency. Teachers encounter challenges
in providing effective error correction strategies that
cater to these differences. It is challenging to
simultaneously support students who require remedial
assistance while also challenging those who are more
proficient in their writing skills.

4) Individualized Feedback for a Large Number of

Students: Higher education classes often have a large
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number of students, making it challenging for teachers
to provide individualized feedback to each student.
Teachers find it difficult to provide personalized error
correction strategies that address the specific needs of
every student. This challenge may require alternative
approaches, such as group feedback or targeted
feedback on common errors.

5) Managing Student Expectations and Receptiveness
to Feedback: Teachers encounter challenges related
to student expectations and receptiveness to error
students

correction feedback. Some may have

different attitudes towards error with

of

correction,

varying levels receptiveness and motivation.
Teachers need to navigate these different perspectives
and employ strategies to maintain  students'
engagement and motivation in the face of error
correction.

6) Providing Effective Guidance for Error Correction:
Teachers face challenges in providing clear and
effective guidance for error correction. This includes
ensuring that students understand the feedback
provided, can apply the correction to future writing,
and develop strategies for self-correction. Teachers
need to find ways to deliver feedback that is
constructive, actionable, and promotes students'
continuous improvement.

These findings highlight the challenges that teachers
encounter when implementing error correction
strategies in higher education settings. Time constraints,
balancing instructional priorities, addressing diverse
student needs, managing student expectations, and
providing effective guidance are key areas where
teachers face difficulties. Understanding and addressing
these challenges are essential for developing strategies,
professional development programs, and support
systems that assist teachers in effectively implementing
error correction and supporting students' writing skill

development.
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The perspectives of two teachers shed light on the

challenges they face when implementing error
correction strategies in higher education settings:

Teacher A: "One of the challenges | face is time
constraints. With a large class size and numerous
assignments to assess, it becomes difficult to provide
detailed feedback on each student's writing. | want to
give thorough and personalized error correction, but
it's challenging to manage the workload within the
limited time available. Balancing error correction with
content instruction is another challenge. | want to
cover the course material effectively, but | also
recognize the importance of providing constructive
feedback on writing. Finding the right balance can be
demanding."

Teacher B: "I encounter challenges in addressing
diverse language proficiency levels among students. In
a higher education classroom, students come from
various linguistic backerounds and have different
levels of proficiency. It can be challenging to provide
error correction strategies that cater to each student's
specific needs. | want to offer individualized feedback
and support, but it becomes overwhelming when
dealing with a wide range of language abilities.
Managing student expectations and receptiveness to
feedback is also a challenge. Some students may
appreciate error correction and actively work on
improving their writing, while others may feel
discouraged or resistant. It requires effort to foster a
positive attitude towards error correction and maintain
students' motivation throughout the process."

In these perspectives, Teacher A highlights time
constraints and the need to balance error correction
with content instruction as their primary challenges.
They struggle to provide thorough and timely
feedback while fulfilling the demands of the course

curriculum. Teacher B, on the other hand, emphasizes

challenges related to addressing diverse language
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proficiency levels and managing student expectations.
They face the difficulty of tailoring error correction
strategies to meet individual students' needs and
fostering a positive learning environment.

These perspectives reflect the challenges that
teachers encounter in higher education settings, such
as time constraints, balancing instructional priorities,
addressing diverse student needs, and managing
student expectations. Understanding these challenges
helps in developing strategies and support systems
that assist teachers in effectively implementing error
correction and students' skill

supporting writing

development.

D. The study identified pedagogical practices that can
be recommended based on the effective error
correction strategies identified in this research. The
following practices are suggested:

1) Providing Timely and Constructive Feedback:
Teachers prioritize providing timely feedback on
students' writing, ensuring that they receive input at a
stage where it is most beneficial for their learning.
Feedback is constructive, highlighting both areas for
improvement and recognizing strengths. This practice
encourages students to actively engage with their
errors and make necessary revisions.

2) Balancing Error Correction and Content
Instruction: Teachers aim to strike a balance between
error correction and delivering content instruction.
This involves thoughtful planning to allocate
adequate time for error correction while ensuring the
coverage of course material. Teachers integrate error
correction activities into the writing process, allowing
students to receive feedback throughout the stages of
planning, drafting, revising, and editing.

3) Differentiating  Error  Correction  Strategies:
Recognizing the diverse language proficiency levels and

needs of students, teachers adopt differentiated error



correction strategies. This approach involves tailoring
feedback and instructional interventions to cater to
individual student requirements. Providing targeted
support to students who require remedial assistance
while challenging more proficient students helps
maximize the impact of error correction on writing skill
development.

4)  Promoting  Self-Correction  Skills:  Teachers
encourage the development of students' self-correction
skills by implementing error correction strategies that
foster metacognitive awareness. This involves guiding
students to reflect on their errors, identify patterns, and
develop strategies for self-correction. By promoting self-
monitoring and self-correction, students become active
participants in their own learning process.

5) Scaffolded Error Correction: Teachers scaffold
the error correction process by gradually shifting
responsibility to students. Initially, teachers provide
explicit correction and guidance, gradually reducing
the amount of direct intervention over time. This
practice  promotes  students' autonomy and
independence in error identification and correction,
fostering their self-regulation skills.

6) Peer Feedback and Collaboration: Teachers
incorporate peer feedback and collaboration as
a complement to teacher feedback. Peer review

activities allow students to engage in error detection,

provide suggestions, and learn from each other's writing.

Teachers facilitate structured peer feedback sessions
and provide guidance to ensure effective and
constructive peer interactions.

7)  Professional Development and Reflective
Practice: Teachers engage in ongoing professional
development and reflective practice to enhance their
error correction strategies. Participating in workshops,
conferences, and collaborative learning communities

provide opportunities for teachers to learn and share

effective practices. Reflective practice allows teachers
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to continually assess and refine their error correction
approaches based on student needs and feedback.

implementing these pedagosical practices,

By
teachers can enhance their error correction strategies
and promote students' writing skill development.
These practices emphasize timely and constructive
feedback, a balance between error correction and
content instruction, differentiation based on student
needs, promotion of self-correction skills, scaffolded
error correction, peer feedback and collaboration, and

continuous professional development and reflective

practice.

V. DISCUSSION

The findings of this study illuminate the prevalent
error correction strategies employed by instructors in
higher education, offering insights into their perceived
effectiveness and the challenges encountered in their
implementation. Rooted in a diverse array of error
correction strategies sourced from the literature and
enriched by the research of Bundit Anuyahong (2021),
this discussion delves into the implications of the
results, incorporating relevant citations.

The spectrum of error correction strategies identified
in this study aligns with the comprehensive review
conducted by Bitchener and Ferris (2012) on written
corrective feedback. The study recognizes strategies
such as direct correction, indirect correction, error
coding, focused error correction, recasting, peer review,
and error explanation. Notably, Bundit Anuyahong's
(2012) research, particularly the exploration of English
writing techniques based on metacognitive knowledge,
adds depth to the discussion by emphasizing the
integration of metacognitive practices into error
correction. This integration resonates with Flower and
Hayes's (1981) cognitive process theory of writing, which
underscores the importance of reflective practice in the

writing process.
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The nuanced perspectives of teachers on the
effectiveness of error correction strategies align with
the broader discourse on this topic. The preferences
for specific strategies, consideration of individual
student needs, and the delicate balance between
corrective feedback and positive reinforcement echo
the complexity discussed by Truscott (1996) regarding
the efficacy of error correction. The study contributes
a nuanced perspective by recognizing potential
benefits when error correction is complemented by
positive reinforcement.

Bundit Anuyahong's (2018, 2021) research on task-
based learning activities and the development of a
research supervision model provides additional layers
to the discussion. These practices, advocated by
Bundit Anuyahong, align with the study's findings,
emphasizing the importance of seamlessly integrating
error correction into the writing process. This
integration resonates with the principles of process-
oriented writing, contributing to a holistic approach to
nurturing adept writers.

The challenges voiced by teachers align with
broader issues in higher education. Time constraints,
with  content instruction,

balancing  correction

addressing  diverse  language proficiency levels,
providing individualized feedback, managing student
expectations, and delivering effective guidance are
challenges acknowledged in both the study and
Bundit Anuyahong's (2018, 2021) research.

Teacher A and Teacher B's perspectives provide
valuable insights into the practical difficulties faced by
educators. Teacher A's challenges with time constraints
and balancing correction with content instruction align
with the issues highlighted by Ferris (2019), emphasizing
the need for strategic decisions in optimizing learning
outcomes. Conversely, Teacher B's struggles with
diverse language proficiency levels and managing

student expectations echo the nuanced nature of
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implementing error correction strategies across a
heterogeneous student population.

Building upon the effective error correction strategies
identified in the study, the recommendations align
with Bundit Anuyahong (2021) research, providing a set
of pedagogical practices for educators. Timely and
constructive feedback, balancing error correction with
content instruction, differentiating strategies based on
skills,

self-correction

feedback,

individual needs, promoting

scaffolded error correction, peer and
continuous professional development resonate with
the principles outlined by Bundit Anuyahong (2018,
2021).

In conclusion, the synthesis of results and integration
of Bundit Anuyahong's (2012, 2014, 2018, 2021)
research contribute to a comprehensive understanding
of error correction in higher education settings. The
multifaceted nature of error correction, the importance
of metacognitive practices, and the need for tailored
strategies underscore the complex landscape educators
navigate in fostering effective writing skills among
students. As the discussion unfolds, it becomes evident
that an integrative and reflective approach, drawing
from diverse strategies and informed by research
findings, can enhance the efficacy of error correction

practices in higher education.

VI. CONCLUSION
In conclusion, this research provides a comprehensive
exploration of error correction strategies in higher
education, valuable into  the

offering insights

complexities faced by educators. The identified
strategies, including direct correction, indirect correction,
error coding, and focused error correction, reveal a
nuanced interplay between cognitive processes and
the correction of written work.

Teachers' perspectives on the effectiveness of

these strategies enrich the ongoing discourse in the



field,

highlighting the preferences for specific
approaches, consideration of individual student needs,
and the delicate balance between corrective feedback
and positive reinforcement. Challenges in implementing
these strategies, such as time constraints, balancing
correction with content instruction, and addressing
diverse language proficiency levels, reflect common
issues faced in higher education settings.

Recommendations for pedagogical practices align

with  student-centric and reflective approaches,
emphasizing timely and constructive feedback,
balancing correction with  content instruction,

differentiating strategies based on individual needs,
and promoting self-correction skills. Integration of peer
feedback, scaffolded error correction, and continuous
professional development further contribute to
effective pedagogical practices.

In essence, this research underscores the dynamic
and interconnected nature of error correction in higher
education. By amalgamating empirical findings with
existing research, the study contributes to a comprehensive
understanding of effective error correction practices.
As educators navigate the intricate terrain of
developing writing skills, an integrative and reflective
approach emerges as a key determinant of success in
fostering adept writers in higher education.

Suggested Pedagogical Practices for Effective Error
Correction Strategies:

1. Teachers should prioritize providing timely feedback
on students' writing assignments. Feedback should be
specific, offering suggestions for improvement while
guiding students towards correct language usage and
form. Constructive feedback encourages students to
actively engage with their errors and make necessary
revisions.

2. Teachers should integrate error correction activities
into the overall writing process. This involves allocating

specific class time or homework assignments for
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students to revise and improve their writing based on
feedback received. By making error correction an
ongoing and integrated part of writing instruction,
students can apply feedback in subsequent drafts and
revisions.

3. Teachers should tailor their error correction
strategies based on students' language proficiency
levels and individual needs. Providing more explicit
correction and guidance for students with lower
proficiency levels, while encouraging more independent
error identification and self-correction for advanced
learmners, can help maximize the impact of error

correction on writing skill development.
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Abstract

This study was an experimental research focused on evaluating the effectiveness of digital marketing
communications in creating awareness and brand engagement through the case study of content design on the
Facebook page “KEEB ON”. It aimed to assess the effectiveness of Facebook advertisements by creating awareness
and engagement, measured by advertisement impressions, the click-through rate, and comparing the effectiveness
of advertisements to determine which ones generated the most awareness and engagement. The experiment
found that advertising on Facebook for brand awareness and engagement could reach the targeted audience
effectively. Campaigns featuring single-image formats that promoted participation in activities, such as contests
prompting likes, comments, and shares, proved to be highly effective. This indicates the importance of
understanding the customer group to create content that resonates with the target audience, combined with
strategies to encourage audience participation with the brand, to achieve the desired outcomes. This research
provides insights into selecting advertisement formats and content on Facebook fan pages for specific product

categories, such as custom mechanical keyboards, for future digital marketing communication planning.

Keywords: Advertising, Effectiveness, Facebook ads
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2 Hlvideya B, unuawy 2 3 1 4 3 1 2
3 Alvideya C, uuauyd 1 2 3 1 2 3 il
4 dlvidaya D, winawsd 3 2 1 3 2 4 1
5 dlideya E, wauyd 1 3 2 2 4 3 1
6 Hlvidaya n, unnauyF 1 3 2 4 3 2 1
7 Hlvideya v, uuay 1 3 2 1 2 3 4
8 dlvidaya A, uuauyd 2 1 3 1 q 3 2
9 Alvideya ¢, uuauyd 1 3 2 q 2 3 1
10 Alvideya 1, uausd 3 2 1 3 2 4 1

aguazuY 18 23 19 28 26 30 18
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M15197 2 : wanslewan MIfnwINsUsEliunansioasnsnan@dvia vuurannesuwedn

Campaign AD Set Budget Impression Reach Click CPM CTR %
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5.1.3) lawanil 3 guuvuiale vauaiemniiter3on-
ey $UTouiiisy Aduedanaln iilediauedeya
Uszlovtiveandnsinst 5101 ioafranisiudlimaldud
390 annsadanguidivang 921 Ay AsLERIHA 1,024

v

A9 N1SHENTIY Seeay 18
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Abstract

This research is a mixed methods study that combines survey research and qualitative research using content
analysis through the Facebook channel of Harper Baby Care. The objectives are: 1) to study consumer opinions
and use them to develop digital marketing communication strategies for selling products through the Facebook
channel. 2) Study consumer opinions in choosing products through Facebook. 3) To assess the effectiveness of
digital marketing communication strategies for selling Harper Baby Care baby diapers via the Facebook channel in
order to create product awareness and stimulate sales.

The study found that it is advisable to present content that captures viewers' interest during uncertain or idle
times for socializing or seeking information. Mothers are interested in content that is beneficial for safety, health,
and childcare more than content that benefits them alone. Content that is solely beneficial does not stimulate
purchases, whereas content promoting sales or discounts can increase sales effectively. Both types of content do
not directly create a strong relationship between the product brand and mothers. Colorful and appealing images
of mothers and babies attract attention, but the content should be well-organized, using minimal text and clear
headings or numbers for easy reading. Additionally, including credits from hospitals or doctors providing

information in the content can enhance credibility and build trust in the product brand.

Keywords: Baby diapers, Communication strategies, Digital marketing, Facebook
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druan vieillusluduiinagale 1wy guesdiuan fvesuan
Judu
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nsmaafivszauaudnsadsdidgyfedoyatiunis

fimnagmsilussdul fiRmauarssdugsialussosdy
TAgLUNITAS19AULANANIVBINARA U Laeds19
nansaeifiiendnuaivaziduuinnssuiivinliuandiain
AT WaEABUAUBIANNABINITYRIUTInAlABE 1l
UszAnBamuiniu dsdunisnaiediutesmiasetn Ae

nslavurinuunaanesuledn Fuduundagusuruin

Yo o

Tngy ndaandnifuduiunin fadandnluduayldsdniu

Y

Wneu waf@nsafazuuz wleupudadiu way
yonetuld nesFninaufidumanedety Wunduaudi
mduveverlsiwmiloutu Insusazinaazinisiguain
Wszneuiuiinisdeasmnanisaatn sauludanislawan

wuulaenss Wenslawakuulsl mensinadlugiuy

v
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#1199 YueEiUNITOBNUBILABLING Feazuana1afiuly N3

v
LYK a

datusunn Wemlviaus Aduisle siudeRanssudey
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wuluguwuug 9 Aliusnisasiseenviedud1sening

=
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a

dadeladunldlunisfinuinisin
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3.3) nrsmamlneltiidon (Content Marketing)
nsaataduiiont wuneds nsadreassdibenily
sUnuuse 9 Alvnaueunguilng lneduiifinisnisnain
ﬁu’amammasmné’au (Nuttaputch Wongreanthong,
2016) MtfuruAnad1eassAlunsadeassienuaz
s U anguidwaneiamizuudessulay (Thanchanok
Nitchunpunsri, 2017) vqueil Bala and Verma (2018) au
Snvazilomitavudodauooulay Wud 1) onlaas
wUkenwazaIsUsuuaslinu e fudnuuzvesdodny
soulatdusazunanvlosy 2) aslinuduiguslanegng
aiaue 3) msfsgaansauaiigaaiuala 4) nsld
Usglorinnimgnisaitiagtuanansaifiunsfidiusiuuay
ﬁq@,mmmau%ﬂﬂﬁtﬁamlﬁ 5) 11552nsAldnnSatioy
LAZNITNAIAAINIAITIENNTaTEL NN ST d usaule

[ - 4

28190 USTANT NN Ly 6) BedfuADARIRRAABILAYER
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v

filuendnuaivesnsauduiloairuilen uazunAnues
Hollebeek and Macky (2019) fisjsufunasluanndau
nsveanauduly Tneamaudasliaueuidomia
AuAmssg3uasedwalauauazaiele deazilug
ANuduRuslusseze1ITEnINSuansuagidansesis
soifles auAnaudeiuluasndud aunseitainnisuen
seluiuludes 9 Tumdetiediaueaulataunszaeadung
e

nsnaaitleiidyasianeifiefsgaauanls nsd
dms uagneliinnsufduiusiuguilan laenisasng

waztnausiiomiifiauen guduluiinisdFowasiiy
yaAlriundnfausivdouinsiitiaue uwnudiazidudingg
Peifisad1nior Taunnd199INNITAAIALUUALAL
fagUszasAndnfenisifinnisfuinsdudi (brand
awareness) LagANUANAREASIAUAT (brand loyalty) fne
nsafraulinsdafuduilaaiiunisinaueiion
AnnadlugULuung 9 Wy Janu sUam 3ate wie
\Fesiudessulatuiooosilal iWhmnegeanfonisaiig
wsstunnalalunisdovosgnaniieaiiaaniils (Pulizzi
2013) Ingedosdiofithunldluntsnsununisnainiden
1#ud 1) ionmussianitlianutuiia (entertainment)
TnilemasiduiFonuianes iwunisadaanuduidis

aunawu i Suansazddmssuduilenivaituun
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fian dedudmanedaidudieniunsadianisius Tas
aunTnumeunsifomlugaBudnisusesnn e 2)
iovnusginnliinimg (educate) uidlevisatunis
wielumnud nsliesendeya sautagionsldaumnie
gilensldnundudsslevifuguslan sonuuuanlidila
fouazadrsanuindediolitunmaudi 3) evndsziay
THusetunnala (inspiration) 1unisa¥isussgala tite
nsgfufrsinuiomsuuuuing q wu n1sldauiideides

Huisan (influencers) mwwmasswwmﬁuanaum EDL

o—

D

Y
TBIgAUAT 59UN15937 (review) NEIYAUA1T Wie

Asgagulan liAnnsinaulatodudiedu uay 4)

¥
=1

Wanmuszianlduti1ila (convince) lsuniseeniuuin
wieltanlaguslnarunsuSeuifisunaginauedoya
iletieTanisve wu Tusludy drandivey wieununis
Koudnsy Wemdduduiudnuue mstiausdoya
ALAUYDIFUAT (product feature) daand ey Hollebeek
and Macky (2019) ind1291 #51dudarslinaAHY
domildinunmderdfuasesvarianeuazaidla deaz
luganuduiuslussezeniseningSuaisuasdsans
ogsililes

[ £

NNNANMUIT1FURaAITTIUIN N15PaIadailand
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a
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34) msdoansee1iusyansam (Effective Communication)

nsdeanseeaiiuszavisnim Wunszuaunslumsuan
Wasudeya AnuAnuazmwy e lidsfidearsoonluiin
nsfuiuaziinlesgredniaunazamgauszasd Inofidds
wazfFuansazsedianuidniidlanazfienelaseiu ns
ﬁamsmmsaLﬁmﬁuléﬂugﬂtLUwaa 7 fefunuaze oy
M1 1wu msldnwme msdliey nsgzunn msite viang
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Wndes insemnedydnual Fe01asinduluguuuunane

<

Y

AMTAUNULUUFIA R vudumasiis uled dedeny
poulatl Wulnsdwd viedwa fedussednannudiny

AuIsnsdeansedeuvauialiinUsed@nSua (Buckner,
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2023) nsdeansfifiuszans A mazdosszneusieilese
e 9 Tunseurunisdeanstasianizludiuiiieituans
Berlo (1960) nan1 ansfisiuszAvanmgedueg iy Lom
a5 (content) WuBossnfifdsanslfuanslasug Whle
waz019U lUURUR n159nans (treatment) LTun159n
Bosduansiiiaazaade 1ilaheieniifuasaldlsios
Taunensnlunisinanudlademaisuinin sia
a5 (code) mnods Mwildlunisieans leud anwame
MYTIU LarDIauN1ET LALA N1STANLT N1TI19AN
muwﬁaé’nmﬁiﬂums%mmm‘&mm Fonau wazinladny
wenandl owians n1sdmans waznisisaansies
iilsddluduiidussdusznavdes wazlaswadrdluuras
druitelinnsaeanstuindsyanina

Berlo (1960) na1731 Uszansualunisdedns wuneds
nslésudsiidents leddeans deansliutinlagiuans
wagyhbigsuansiuimeuwazUjuRnuingUssasdvesans
thy wansinnseansiuiiussaning assfupudesnis
194{d3a15 uanaIN{l Parama Satavetin (1998) N&121
asfUsznauveenszvIunsieandusasmuedssavsua
YaIN3a0ENS mnesrusEneuiivseansnings msdoansh
asfiuszansnmenuludie serdszneviadusinisiias
WS eanUszansnmuesnisaeans Tunszuaunisdeans
perUsrnoULAasetAUsEnavasiiaudunusny o
nansEMUTsiunas iy wazdslinasonisdoans

nsinUszdninavesnagnsnisdearsinazidunis

AAT1enuazUssiliunan1saluIuYeINagnsIInNagnsm

q
¥

MU seansnanudmuienseld wenainddeliniga
UszansuaifieliiAnnsuuuanazuiuiasunagysly
ounAns N5 iaUssansuavenagninisieansaiuse
Wnldlaeldsnd nuse KPis (Key Performance Indicators)
AetosiulmneviengUszasdvesnagms

%umauﬁﬁwﬁaﬂumﬁmﬂizﬁm%mamaaﬂaqmﬁ‘mi?{ami
fievid

1) Amuathvsnowaginguszasdiidaiou Taeidmane
o1afgItestunsiinanudlalunsdud nsidunng
fuiiferfududnievinis Fanisfusidunszuiums
AirnusneAsiinuLiy (Parama Satavetin, 1997) #30n13

aSadlamlndunfaauludrussulail Tnanisivane
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azdordedadulule wariszuzaindaauriala

anunsaialiinagnsiuseavsnavseld
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a

2) Msfuadyia (kPls) Aedeyanldlunisia
UszdnSnaveanagnsnisieans wu Suugdsuivled
803 1N15uUaIN15ve viseanuadeulmiluleduaiide

(Elisa & Gordini, 2014).

v
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3) srusdeyaiiieadesidindidenty wu deyaids
adfaniuled deyanisvieanszuuliyd viedeyanin
mMnsziteyaniedesieludedsny

4) Mmyesgiina Yrdeyaisrusiulduiaseiiina
gnnsdearsiiussansnamudmunevieli Inonns

a

Anseiiianusoliieiesdieinmesiteyaviowuudiaes
nsadAiletaglunsusziiiu

5) USuUsenagns mensdinan1sinsey 1nUsulss
wiousudsunagninisdoans wielilanadnsaaauly
aUAN

ﬁﬂﬂfuﬂisﬁw%mamaqnaqwﬁ‘miﬁamﬁaaﬁmdﬁdw Ju
nadnsuionandndildannisdndununiunagninig
doans TeanusaTaldlngldmainfiAsates Wy nadia
gonv1e Mstiueadlalunsidud vienisiiindiuau
dnneuludinueoulad nsuselulssdvsninvesnagns
nsdeansdndusdosiuiunisedserieaiiolainsa
U¥uusaarUfudsuununisdiunulivangauiy
anmuinden uaganudeinisveinguilmuieldegng

AoLlogkaT ALY

3.5) Wodns 51/7/@0;]1/??@@ (Consumer Behavior)

a

NOANSIUEUIINA iEneds MInseivIen1siantesn

=

yAraUUR Wedeswindulanvznsyrinlusedaisemils @
lunszuiunsdndularzizulioyanasuidynivieiin

AMUABINITNAZ AU TIFUA AT UTNT NIBNGRNIIUVD

€

a

uslaafidumdayaifefudud iedseneumsdnduls

De @

FoldAuAIMIDUINIT wazllAUAINKNITINAUALAZUTNT
WAMNTONDUAUDIAINADINTLA (Rattanapormn Massaeng,
2019) denAdpsiu Pattraporn Kittiworakul (2021) finana
1 msfifuilaaiinrudesnisudidgmiiiatutunues
Jwhmsdumdoya (searching) WileUsznaunssindulaly

N15%9 (purchasing) wazLAnn13ty (using) WeFnTIN



fuslnnazlifugeiitunounsinaladewiniu wifuilae
ziinsUsliunandain1sldau (evaluating) AuAIiu
11519318 (disposing) Tun1sdenanfusiuaznisuinis
v3oli Tnstuneundanisdot fuslnmasussdudsnna
ALATINIEADUALDIAINABINTTURIMWBILA wazwlydn
Solomon, Bamossy, Askegaard, and Hogg (2016)
a7 weRnssuduslaadunisnisuanseanniangfinssu
vonsnszvhwesyana Insusazyanaasilniivdeiiunneing
TurilvinszurumInesiudsa uasdninenuansieiu G
fdwvlieruafuazaleusduvilvingdnssulunis
Andulaumnenaniu é’qﬁ?umﬁmiwﬁwqaﬂﬁsmﬁﬁimﬁaﬁ
anuddgsietinnisnain lnedfnguazasdiieliaiunsa

novaueuUIlnalinsImIuAINABIN THAZA NS INAN

¥
=

n1snan e siliguslaadedulade wasiedisely

oy quslfiAinA1uasdndnd uenani Solomon
(2017) 8aldinamin neAnssuvejuslaaderaioniTIeuay
nagNsLazn1sMuUAANIluNIINITnAIAYeIgINa o
nsilgnéninaufieweladadudsddnyiigsadesd
nsfans femeiisududesinumeingsuguilnadie
Famdsnsedunienagnsnisnainfianunsanevauesny

fanelavasguslaa

3.6) agessn Harper Baby Care

'
v ° a

Adeudnsagy Wadundunuindrfyiiiuaiiy
azanaviglunsidsamandmiuuslugadogiuiivha
useiieagnlude narnduddmiudininandusiidon
d11593U 9 MUNUINUE MR BLUY RWUUNIBAILEY
wuumny uaznanuanedste Teun wia (Babylove) 1l
Inla (MamyPoko) nu (Goon) wos3d (Merries) \Judu Tu
miéfmf?’m%Lﬁaﬂ?ﬁyarz’h5@31@%L%ﬁ]gﬂmaa;:iuﬁﬂﬂl,ﬁmmwmEJ
Hadertansnaudn 51 JULUUDIAUAT UagAMAIN LTU
sULUUTRsHARA M UszAvBamuesnsdudu anuiinves
Fanildlunisndn n1sdeanisndu uagn1sseuieeInia
Hosfuruduiy Wudu mnnsdnwnaiandnsaeien
Uszunndndendnsagy wudi ﬁﬂmb‘dﬂsﬁuﬁﬁauﬁwqa qlw
denldldvannuatedve SnsudaduiiousBediuutmng
msnaindieniseantusludusing q vesusazde lnefing

AMNISaINREansulaRasSesay 10 aet laglumnain
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nanSusiddondnsagu nwudn dauwdanisnainlagdiwun

AuASIAUAISIT Wilnla JduuwuanisnatadususuLsn

agfifesay 63 dusiuseunde wildv egifesas 26 dudu
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anudowas 8 wazdviedu Souaz 4 (MGR Online, 2020)
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H198uLfn Harper Baby Care il unfndusis19au

o & v A s v ' UV Ave =
d15agusrAunsilsunsdudilug uazdililunidn e

o oA

feanisldnagnsnislddelavuriutesmanedn ol

Winnissuiuazlasunisyaddutnielidunidn uas
aunsatineenvele dnveaunsatnaidedluusulalu

ganeduimnngulsaziiniionsimwiseluluewian
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AAniuvesuIlag

Funulawan
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- MsdRENISAITAAN

»

= 41/ a ¥
- ANILADNYDEUAN

Ansgiitilonn (Content Analysis)

- Facebook Manager

- Facebook Ads

Uszdviznanagnsnisdeansnsnain
Advialun1sueduApIugema
Facebook nsdlnuindesniin Harper

Baby Care

JUT 1 : nsaULLIAR

4) Wanilunsidy

4.1) UsevInsuaznguiiee 1y

NMTITULTIUTUI (quantitative research) Usew1ns Ao
nquifuslnafldaudutinaziin dunguiiogisuuuianzas
(purposive sampling) AndRAA MY TNANSoULN
Harper Baby Care 41u3u 30 AU dmiun1s@nuideya
Jesku e doyadildidudeyaiiugruuasfmvuanseu
foyalunisairauuudunvalieldlunisiiusiusuteya
Wenunmstaly

NM5338189A N1 (qualitative research) Aagdun10l

980 (in-depth interview) Ingdlvidoya Aa Aunungy
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Auslaafild@ududuaziin Srunuiisdu 10 au laednad
lunisAniden Ae Wumandsiunisiiyasedates 1
AU afApegluAnTunNIIUAsLATUTIMNS wazlisgld

11ANd1 50,000 UnTuly

4.2) 3oadloflilunsise/siusaudoya

4.2.1) uvvaavnry asatulasnisfinwiainuuiie
ngud wazuiteiiAeades itedudeyafiugiudmiy
aswuvaaunu uwuseendu 3 dw fe

@il 1 deyadiuyanavesineunuvasua dnva
Aaudusuuidennou S1uu 5 4o loun e 01y s2av
nsfinw eldiadedeifeu uazedn

ddl 2 nagnsnsdoasmsnannAdialunisuedud
Hrudesmianedn ddnvasiluuinsuszuiuan (rating
scale) 91U 10 Yo

gl 3 UszdnSuanagnsnisdearsnisnaiadivialy
nsvedusdmsuindiudemiangdn Wukuuuins
Uszanaum 913U 5 4o

4.2.2) in3esilalumsiAvdaya \iudeyaann Facebook
Manager Aulwd Fanpagekarma.com Wae Facebook Page
Fndewdnsazu Harper Baby Care Feflsrwazidon il

1) miLﬁU‘ﬁ'aaﬂmm Facebook Manager 8¢ fanpage
karma.com Lite¥anadelavaniiaslawanluud: ntug
UsgAvBnanagnsnisaeansnsnanadialunisviedudn
U099 Facebook nsdldnwdndeuiin Harper Baby
Care 3 @ ldud 1) ngutimnefiameiazasiugnies
videlailnglindnadfszeing wasuuvaeuninludiud 1
wag 2 Wudivun 2) JUuuuvesdelawaniinelevan
rounthideunds 3 Weou uay 3) sULuULAzuNATaY
Facebook Page Harper Baby Care 1n@gainuazdaiaulu
nsdadoduduasnszduliannisdededuduiuuniy
visoli fiedosefltlunisnsivasunarannsalideyad
wiugrlunisnsrsaevsenauiidruinalad (like) uvs
(share) n1sHUfdunus (engagement) Feanunsavenldin
1413 (budged) Tuswuwinlug lagenlansuauminleng
wWhdengudmanewinlus dn1sujduiusinndesualnu
Tnens¥anadae Facebook Ads Manager dadumnilalus

Fre7 Facebook dnausiiieidulsslewiseiusenaunis
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vuknanwasuYes Facebook lne Facebook Ads Manager
ansossruagiisuantsilavanld Wy Suoufuild
msidennguitimine Fesduusslevilumsmaaouadsil

2) nsiudeyaniu Facebook Page A1daudiiasy
Harper Baby Care lnsmsnnalamanitdsiudiangamane
Tunisadanisfuiieliiinnisfdnluns@udn Harper
Baby Care uazgunuunslawanuuulaiinguitmungls
armaulauasdisnsedulifnnistoauddiowsouiiey
fuguuuunstamaniriuanlussezna 1 Wy

4.2.3) uvvgunrval Alaseairuwazaniulateida
w2 dau Fasolud
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noudl 1 deyaviluvesiliduniual Usznoude de-
ana 013 fog] 01y 30lél wazszezalunsdunval

nouil 2 feyaiiduystlominazlisunuailannan
widneularnatAaen Usenaume 1) viudududeyaly
n1sidssgnatndesndla esursweduny 2) lugasrou
aaenviuliauaulaluiFedeuiniian mudiaianeng
A33A BBueNeduy neunaen (01833 1-3 o), neu
AaBA (918ATIA 4-5 Wiw), Noumaen (819AT3A 6-9 1hiaw)
3) lugrmasaaenvinuidisnis wagliaiuaulalunis
Aadenddeudnsaguegielslifinnnumnzay

4.2.4) MsairusenaaaUAnINIWYBNASDID

o

1) Anwiuudn noud waranAfeiifsadeduFes nis
Jauszansnanagninisdearsnismainddalunisuie
FuAEuYe Mg Facebook nsfiAnwIR168uLAn Harper
Baby Care fnuansounuifafildlun1sise wazldidu
wuIMluNITAsILUUAB UM

2) a5 uuUEIUIY karATIdRU oL
TpseunguingUstadd

3) praouanugndediudeniaiode ddiiiaug
uazUszaunalaugIuIy 311U 3 MU AATITH uay
fvsandanufuseds ndeunddianudniuluday
sty iitethunufudefesnulvanysaifetu andy
UuA1UIun1A R3S (Item Objective Congruence
Index: 10C) Lﬁaﬁ’]mimmaaummgﬂﬁaﬁwmﬁam

1Y

ANUTALAUYBITaANLAEUSERUAINY nea1unsaln

a o =< o

dangidedesnisiamuinguseasd Wediunldas @l

WnaUgIN1SUSELY fatl
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A1 10C > 0.5 wagA1fvtinNLaaAAdouIiU 0.8 kandd

aunsathlulgaule

4.3) Bmsinudeya

a

4.3.1) mM53veidaUsIa Toyaugugil (primary data)
Wususndayannauiiegnsiiuuaeunil 31U
30 Y0 ATIVABUAIINYNHADY ATUIIUVDITBLA WA
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[

dayanlinduuuimslunisaiedniudunival

¥ a a £% 1%

UeyanAeni (secondary data) AUAINAINLBNETITUAY

Y
¥

unanuiAgtes ielilddoyatugiuiléifuuumisly
n1538s uaziiudeyasiniaiesiielunisinuadie
Facebook Manager Way Fanpagekarma Wiesausaunadi
IrSunaneusarnddavanr ugems Facebook page
993 Harper Baby Care naaauAldi1fsy (keyword) H1u
w3oailoAun (Search Engine Marketing: SEM) Agafiu
ASIAUA LAYINE (canvas) UALIUAM (image) tnHad
IunSeudiou Swunnguiuilaa welansanaaoy
Tneitliviudeuruuaslddoyafiuuueu 1duilaangsly
Tanuauls Wwuguuudlaanniian

£ £

4.3.2) mM3Ivendenalnin 1) WUSIUTINTDUA R80T

U

aa o

fauszaninanagnénisdearsnismainddnalunisune
AudWuresmanetn nsdidnwdndeuan Harper Baby
Care 2) unwalfununguiuslnaildaudusiuaziin
U3 10 AU wazdufinAmaumenistuiinides aaaldes
nsdunwal Swunnguteyaiiiediasziiteya agu uas

aAUIENa

4.4) MINATITITRYA
4.4.1) MsIFenTIU5uI8 IpTeRdeyanlanuuudey

DIUAIBERRALTINTINUN (descriptive statistics) Usznausay
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A Sovay Anads dudsavuinnsgiu thieyaildly
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£
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WAUIIE (canvas) wWag3UNIN (image) Yinataiiledain
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Taeiiudoyannyanaiildidenassunegrsfudatidoyad
Ifndinsedt semsdmuaiade wWeldiluluiiminie
wideaguuuAniiaziounumangddny ﬁy’qﬁﬂsmg%’m
wiuazulsegludoyadiugos udh3uivhieazuuuifnid
AUTNIEAdIgAGmIaLAna 19 uNTa Wunguiade
(conceptual categories) {umsiidayasinnisdunivel
11A52988UToyaLUUAINLEN (triangulation) F14oyad
idlfunugniesiold FBnsmsnasuvestoyaasdes
ATI9EBULMANINN 3 unda TduA 19an anuil wazynana
wdiinasiasgiifeniuasiinaiildussuiay
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5) HAN1539Y
5.1) uamsAnwInIuANTuYesusing tlatuniauing
gnsn1sAeaIsnITnaINA IialunisvIeFun s uTem e
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domuazguuuiiadsauaulanas fagaiivans iy
namaaEuen wdld 6 Ussian feil
5.1.1) 1,17”@1/77775 7 ’NZ@H@JTZ?? (User-generated Content:
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Abstract

The strategy for storytelling in commercials within the realm of environmental sustainability holds paramount
importance in communication, especially for manufacturers in the building materials sector. This study aims to
delve into “Narrative advertising film of construction material manufacturer in the context of environmental
sustainability: Case study of a set of “HUMAN” advertising of The Siam Cement Public Company Limited.” It
undertakes a qualitative research approach, specifically the content analysis of commercial films aired in January
2022, focusing on The Siam Cement Public Company Limited's HUMAN series.

The findings found that The Siam Cement Public Company Limited's advertising film series, HUMAN, employs a
communication strategy rooted in Narrative Theory and Semiotics. The storytelling strategies identified include
1) Plot structure encompassing Exposition, rising action, falling action, climax, and ending, depicting individuals'
increased resource consumption. 2) The overarching theme across all five stories advocates for conscious
consumption for a better world. 3) Character development, with two stories utilizing characterization through
caricature leitmotif and characterization through contrast, while the remaining stories feature a continuous main
character. 4) Utilization of time, location, and setting, incorporating both physical dimensions and socio-cultural
aspects. 5) Conflict is depicted as struggles against nature and struggles against other Individuals. 6) Minimalist
dialogue, allowing visuals to convey the narrative effectively. 7) Adoption of an objective narrator for point of view.
8) Conveyance of both denotative and connotative meanings. In summary, The Siam Cement Public Company
Limited's HUMAN advertising series effectively employs storytelling techniques grounded in narrative theory and

semiotics to convey messages of environmental sustainability and conscious consumption to its audience.

Keywords: Advertising films, Building materials producer, Environmental sustainability, Narrative
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Wasuwlas ﬁ'qLa%umiﬁmmqmamﬂsiuﬁmamquLLaz
Fifunazdaaduuinnssy Sauszmalnedanudmiily
msﬁmmLLaxsumaLﬂ%aﬂuﬁaiﬂsqa%ﬁaﬁugmﬁmmsmmﬂu
guds Inglnedans Industrial Transformation Center lu
nslirutsmdsuinagsalsiuiuasunszuiums
anfugsialviszansnauazsesiunisidndynfdva
swstainUszansamlunisldndnenns nslémalulad
LLagmgmuﬂ13w1qqmamﬂﬁuﬁmmmLLazLﬂuﬁmﬁ’u
Aauandon PrwanUsunanisUsesiadaunszaniud w.a.
2560-2562
Usziiupudiduiadusesfivarenndiudiug 19
addey warwiutundeuriunislavanvidesing g

oW ' 1%

lnggsfanguianneasisiisudiuniunuimluizeanis

sous9h duasudmunensvausudunden eewn
Foansadrenmdnvaifinliiuuisnuasidunisiiaoy
LLlJmmmﬁmsumQU%IMWMMH%%Jmmﬁammumi
Foansnislaman
aslavandunidueissdieduadunisnaiaiitani
duarlasuauionann Fefandudusouinnseig g
Tdomaiiielmanussgdlalumstodudn iusenans vie
afunisanslududilisuiuilon saudadunisdeans
AmEnuaivTefiAvwetaAnsiignAmIuBneIeY
famavesnistavanliudsuudasivaninulallaiu
Wesnmsvedudmiioulusin narsundunslavaniie
TiAANIINSA adenmsnseniing wazadnIsUAsuLUas
mARluUIUNTRIILS s uE wanden (environmental
sustainability) [undiunumlinatgesinslvanudfey

o o

FUndn £SG videuseidiufiAsadastuniswauesdnsesne
faiulu 3 dhu fe Awwandau (environmental) &spu (social)
uagnsinAugua (sovernance) (Kankamon Promlao, 2021)
Tngeandewnudanndonfidfaiivaedes Wy nansenu
NNITEONUUUNENSIINIBUINNT NsTamnTngiu FEUS
nsidenldianiinsznudsuindey (Sustainable Capital
Market Development, n.d.)

nslasaiiedsuanday (green advertising) vJuns
Tawanifleadumsnszminidedamilferivanmundon
Feustmsing o jaduiieliffuslaeddnddnluSodanaden

Wundn nslawailodiwindauilsnsinduniunisn



a a

Handinshideyareduslaa IduiuazUINIsvRINUENG

[
W

Y

1%

Fuuandedwindou (Lina He & Worawan Ongkrutraksa,
2012)

Kasian Tejapira (2000) Na1731 121wauf9deiens (message)
Anaasunginssumsduineuslnavessy fila iWmsne
Aoloisglavan 1-2 wiit ududasunginssy andlal
eTedwesiiulude wiewdsuanivenddldnive
nilsflosnlviaugde lawandunislideadnsdrunanis
Jausssufidawasenisiudsuulamginssuvesay de
lasuIdIU1T0d519ANNLI LAY A UFURUS THUNIg
Susssuseninaguugile uagdauditemnlawan uay
funfnhenwvedsa

Whmnenslavaiiedsnndon wiadu 3 seu fie

1) mslavaniiodwandoussauiu Wunislavan
wwzduduazusnisvemthsnuvssuiiveninduiiag
fudananden Tiiandng o fldviaresssunAuazanse
inaulUlalalml
2) nslawariiieduwandenlussiunans Wunislawan

o ' 1%

afreanuyniuseninteaufesansvesguilnalugiug

'
adaa A £% o o

Hanyaraiuitdiniidenndaaiun1seusnysssuya

3) mslawaniiedsndoluszduan liunislawand
Furtilgmaandeuesspimanaslan lnstaumganain
nsuilnrandasuardsau WieliAnnnuaseniinm
AUl (Kanjana Kaewthep & Sritorn Rojanasupot, 2013)

U3uW YuBudlng 91An (unvw) v3e 1oadd (Siam
Cement Group: SCG) Lﬂuﬂduu%ﬁw%uﬁﬂugﬁmﬂmL%sm
Us¥nougsnavan 3 nau fs 1. §5n93iuud, 2. 3309
Hindueineasne SCGC (Fsfaaiinead) uay 3. 3373
uWAIND34 (SCGP) Fadufiunulneduindou ESG Wunsey
msRauifuinsgiudiiugsavedlan aonndes
Wanuren1swautegadadu (SDGs) vede9AnIg
avsznd wazlumaiasugialmiognadaiuresiguna

Ine (BCG Economy) ALLUINIIAISHAILIDE19898ud

J
ESG 4 Plus iiedseulaniineguazdaiul iaugusioly
wazlud w.e. 2565 woaddlasunisussiliunazdndusu
Tudriifaussaninanisdniugsfonmnumisesadsdu
A13laud (Dow Jones Sustainability Indices : DJS) 1uﬂfj:u

9na1MNIINTANNaTI4 (construction materials) wagla
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AzuuugIgaduAwIndou Taduduasinsusnluondeud
Duaandn DIS siewiloadoustd w.el. 2547 axvtouldifiud
Kad13av09NTRALIeE 1B U AFevimiveaeadTld
9819191933 (The Siam Cement Public Company Limited.,
n.d.)
nfindundsiussiiuaruddgyueanisudesfing
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3) NUNIUITIUNTTY
31) wz]wﬁmsm’w?@q (Narrative Theory)
maandendunisnssindedydnvaiuasatzaenis
WAngAIINFAN Wil Arumnevesnsaeldnvaei
vannvaneRLLLe IR IATsasTALasESUTle WleldnTe

AnFaiiaiy azaunsauantedn nmsanseadudunaunis

' v
= o

thigusiiessniifiddudunsuaziiniumnediieites
fuinnaveninvesfordeludondidy 1 wimaianies
AgasaTIAUszaunsalauidn anudn wazaudila
Iuﬁaﬁinﬁ?u sﬂﬁﬂ‘ﬁﬂﬁ%ﬂi (Pasawalee Nitikasetsoontorn,
2011)
MNMFAATIERANLMININSLEIF IR L Tina 12dslng
Thiranan Anawatsiriwong, Preeda Akarachantachote and

Jirayudh Sinthuphan (2000) @13sauiuléin nsiandes

v
[ '

Ligsuansyavionssyiiiisadesiuddiutuneu usd
Jufavziianunsanansanuidnuazdearsaiiuvang
o15ualng 9 Ideganainvaney Fadilsarunsaduiads
ANEAN 19U AuNG mugy AwE wagdu o nelu
U3Unreadessn

ety nsandeddldiiesniniaueSoss iy us
FuduRausiannsauansanuddnuazdeaisninumane
s q ludunouitadeassaauy inlvgilaldduiada
Usgaunsainsanuianuazanudaiinannmatsluuium
Y8389 19y 9 wazdalasunisiauenug ALy
JumunnsvesaineasIAIumAf ieiiuanuasnuLaz
aunannvanglunniiauefonvesiesn

Kanjana Kaewthep (2010) nanafieusyIananauduan
Yesrmaniuiinsiaies (Narratology) 31 1AnTulLY n.a.
2463 nnguiingUwuuiisuludai@e (Russian Fornalist)
soulud w.a. 2503 nnuilassairsdounsnisiandes
(Structure Theories of Narrative) iulaluuszinan e

N o

Tngdundine11d1isn19a1t599u1 A8 MU T s UTU

o
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Arysing o FatnelunisAuninvestinissanffng) wieln
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dn
255unssuseuiiou Tdenanusdudu “Fandanan
wile” Funin “Aansuianisiandes (narratology) 3913
onseull azvtoulidiuin nsiddeslunssuiusiamilg
éfaqﬁ‘iqmmmifﬁumwa warilinausinIsAnENILASIEUR
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maandestunsyuauimilug unns1sainnsyuauiem
Wi Tnenseuiusiatidu (old paradiem) S munedieli
“nsiandeadunisaiiounuaie” (reflection of reality)
AuTiruzaes Arstotle lWisufisunisiandondumiion
“nwdtazvioulunszan” desdl “Ynquesaie vienruidy
9397 flew Fania “nmaziion” \Judeudimiuun du
nszvrwimiluiveanisiandes fimugdnuu Ao “naud
Usgnavaiiellen” (construction of reality) Iﬂﬂwqwﬁ‘ﬁ

o

Bndn “anuduaiadenneide” uyvdurazypadas
“Fudeaming” ves “Arunduatadaniedde” (objective
reality) ogdls S'T](uagjﬁ’v “NITUIUNIUTENIUAS IAUINY

Ju
ANNTRsATANAmIN RNy (make sense) Ingn1sian

1

Seudumsesdioniinuddglunisusynevairsanumne

U a o

Tdeiu 9 Wuauasadednide (subjective reality)

JuaN
Puchanee Sanchai (2017) na130989AUSENBUNI5LEN
1599 7 23AUSENBUIN UIFLIDI “TLATILINAITNITHAN

Sa v

Sevhunmeunilavan 10 sugde asadide” Tned
peAUsEnou fll

1) Tnsai3ea (plot) a¥reaniFesindmvesywd 1wy
Fesnsoundr Fosufduiudronusouindudiauiiiuga
Suduvesnmeunslavamats 9 303 sugyde mf\;m%au
TowemsduduazdieneaLuuLion Lazad1a3edsna
NUNNYURAT LU WD

2) wAw3os (theme) s udnadouvemssduudy
wrsidfuuiuedunmeunslavan wu nslvgdu
TnglinTwanauuny Janseiudsanlunmsieuiidenis
a¥sdanalFATusunmeunsTaman

3) ANTALES (conflict) dntAnanaudaudsluinla

& o v 1Y v

YW TALGIINAMUIY kaztaudsanlenian1ednu

q

a) frazas (character) Wusagasiiuausssun 1l
\Juansmioynrafiifeides uduiaulansssazasiu
uyudsTsun widazasudnnduiduyanaifinusssy
Uszdla

Kajitkwan Kijvisala (2021) na138ia lassas1aynsiass
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lassasiyamarasvesiiniuialds Usenaunig nizien

(hero) &3¢ (villain) #14 (donor) &11a15 (dispatcher)
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Structure

Irawadee Tailanga (2000) Na1I04N15LUIAIAZ ATV
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'
a

(flat character) AafiarAsNUanwurId

a

arATURALALA

(]
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wenanil Saudsussinnvesinavasfuuuusy o 19 1
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firagAINaIn (dynamic character) ftagAsaia (static
character) f1azAINA18L89 (complex character) LazA?
AATLTAAE (simple character)

5) a1 (setting) daulwgflaile 1Huainiingusa us
agiounnuaiiysssunhluveywd

6) dydnwalfiLay (symbol) yundeanazszernmi
ayvioun1TunlveIilarATHIUNNEUAS aYN N1TITAURS
ussiat dssusseneiifuendnvalminuiuuazaide

7) nuneslunisianied (point of view) 41189015La1
Fosinanaingaidn q vesnduaunisludsay vderiu
Foesniintuesdudny dawlwgiiniivwanidunisia
Fosiires o leersualannad v1uis uavsinaudieny
sueulaiave

1n8911398U89 Kamonrat Vongraksa and Krisda Kerddee
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3) MadFeauuisousy

4) MslanTem NG
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Tneshs 5 guuesiinuldosiian usiiaula Ao n1sian
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Pevaufieadredesslidifududuazusnis wasilv

Yaula

75

Journal of Business Administration and Languages (JBAL)
Vol.12 No.1 January - June 2024

IINUWUIAAKATNGBINI5LENTBY (namative theory)

a

gIdganiuwIAnuagngufaand1d uldlunsiasen
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Won 1asa3e9 unulseseslawun LﬁaL"ﬁJULLu’JM’NLLaS

& ¢ v =2 oA
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3.2) ngwijiSesdiya/ive (Semiology)

Chairat Charoensin-o-larn (2002) n@17837i 11901
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1A598579 (structural linguistics) UastnAwFan v
o woshdesd e ly9$ (Ferdinand de Saussure) 35013
‘mmmi’LL‘UUImna%ﬁaﬁamﬁuﬁﬁwLLazImmLm'uiuan
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Hnmade Tnan 1a-alnsa (Claude Levi-Strauss) d9u3s
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TulIn2995504AR19158d (literary criticism) waz ImuUsIIN
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d¥siaa Fo 158096 U1Snd (Roland Barthes, d2ufn1
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Tinwdangu lnefiinusvgenewstuie mia uwunes
\ilwsd (Charles Sanders Peirce)

Kanjana Kaewthep (2009) 83U8AMMLNEURING 1)
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& a ' s [
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AMUMINEYEIANa3 waldlavilndygrdfydesas
wesAtless e la%s (as cited in Chairat Charoensin-
o-larn, 2002) wenduliosaaruduwus (relations) Lay
AauAnsg (distinction) ilesanawndussuuiiadtu
INAMUUANFAI NIDANATIAUTINVDIMUIEDEFS 9]
anununeliliinanaauaudfianisvesudasmiiegey
upAUMNE Il pa T uNAL9INANANUB VLAY
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1399n191USsULiBULaEANLANGNY (relation identity)
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Aounlasunisimuiluguvesnisdnwfnuy wisanuiy
3u (self or other) viSaLondnual Wioawusng (identity or
difference)

wlesAtiesn e I‘U"Zﬁ (as cited in Teerayuth Boonmee,
2015) wusdyziJuansdiu Ae fnuie (signifier) Lay
AwAnTignvane (signified) Weinsl¥dnyazladmils
ffnagnszduansds Sedrududamnsdnine (psychological

Y

entities) FslaliishmilfinTulusslavieausmanst dos
dsilfionnuin (concept) fuides-n1m (sound-image)
Signifier ¥39F1M118 1W1IAAIIT Sign NANAUAIAZAY
Facere Jusndnsiveadin Feasible, Feat, Fact, Faculty,
Amplify 1Husindwivesnguen Thesis nunedia @31 vinlk
AR WSeNSELATIEALALAR 1WU Synthesis ASIRUAIINEUD
FanuredailiAn #1 Sien wa Facere a0efdsauiy

1809 HIVIIAAAIUNLNY
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A a =
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figmane 1 11 un Usngiu wieenvvmiinaudnieu
wihAeeiiin Signifier 14
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P
a o

= < a A A
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31 Famune (sienifier) waziiloauluuiasTausssuniu
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“funnefs” (signified) Kanjana Kaewthep (1999) Fadu
aaFUszNaUTl 3
MsANEIATIIMERSLUIlATIES19e s Atlas 1ne
IWQ% (Ferdinand de Saussure) @® A1TWNTETUINANIAU
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nqufigninnlfifiessuisusingnisaimnanisdoans
TuluUsNg 9 Kanjana Keawthep (as cited in Johnnopadon
Vasinsunthon, 2015)
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the 9 (as cited in Noppharut Tonthapthai, 2012)
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3.3) n13MaIMae19e9E (Sustainability Marketing)
Nitchakarn Noo-urai and Kaedsiri Jaroenwisan (2012)
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Tnglunalitianadasiossuuilion 2) a1unsauiale wie
Wumatadiarudululed Widunisudsdunaesegia 3)
938595u viovanideanisnszyhiineliiinauligfsssu
uae 4) pguuiiugiuresaudiiug 1Wisugumesmsnatn
dnwaznisuaniudsuniuasugia gyuuenisnaind
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dulpdiude (as cited in Nitchakarn Noo-urai & Kaedsiri
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Abstract

The objective of this research was to study 1) the quality of work life of employees, 2) the work environment
of employees, 3) the organizational commitment of employees, 4) the comparison of organizational commitment
of employees based on personal factors, and 5) the quality of work life and work environment affecting the
organizational commitment of employees in a tire manufacturing company. The sample group for this study
consists of both team leaders and operational-level employees in the company, totaling 315 individuals. Data
collection was carried out using a questionnaire, using a probability sampling method, stratified random sampling
method and simple random sampling method. Statistical analyses include frequency distribution, percentages,
mean, standard deviation, hypothesis testing (t-test), one-way ANOVA and stepwise multiple regression analysis.

The research findings indicate that personal factors such as age, marital status, monthly income, education
level, and years of experience show statistically significant differences in organizational commitment at a
significance level of 0.05. The study concludes that various factors, including challenging job roles, safe working
conditions, teamwork support, growth opportunities, and fair management practices significantly influence

employees' organizational commitment at a significance level of 0.05.

Keywords: Organizational commitment, Quality of work life, Work environment
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Abstract

This research study employs qualitative research methods, specifically in-depth interviews, which was
interviewed by consumers of Racha Rangsit shop, Male and female, age range 25-55 years, 20 people. It also utilizes
an experimental research method to incorporate the collected in-depth data into the process of advertising. The
aim is to study the effectiveness of digital marketing communication on Google Ads, with a case study of Racha
Rangsit Stone Carving Shop. The researcher conducted a test by running advertisements through Google Ads and
comparing the effectiveness of different types of keywords: Pain point Keywords, Generic Keywords, and Product
Keywords. The evaluation criteria include impressions, clicks, and click-through rates, which help identify the most
effective keyword format for reaching the target audience. The findings of the study revealed that the quantity of
searches for Product 1 Keywords, which are keywords related to the product category of “Racha Rangsit Sign” was
significantly higher than other keyword groups. This indicates that the target audience is most interested in the
product “Racha Rangsit Sign” and keywords such as “Ashes Sign” “Soft Stone Sign Packaging Ashes,” and “Granite
Sign” generated more searches and clicks than other keywords. This provides valuable insights for future advertising
campaigns, helping businesses effectively plan their online marketing strategies. Choosing appropriate keywords is
crucial as it guides the target audience and increases the chances of them clicking and exploring our brand's

offerings, presenting significant opportunities for the business.

Keywords: Communication effectiveness, Generic keyword, Google Ads, Pain point keyword, Product keyword
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AU UINANNRA P, Q, R, S, T

a

n1sdun1valiTadn unguAIegIe 73

v A

Joandonlaely
n3guseg1wuulAIn (quota sampling) tluduau 20
au Tnengusogradufuslaamanouazinands feglu
ndal Gen X WAz Gen Y 12307y 25-55 U fidin1sdodudn
wazltu3n1951us195@nlasLd1uINIUNIe Facebook

Fanpage ¥93951u51915%80 Fan1sivuangusiegiaiidly
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N15338 {I3uldvinisAinwnduiuslaavesiusunisdn
WU ﬁu%Imﬁﬁy’nmewmmuww@q Tngaulngjegluyi
N Gen X uag Gen Y iflasnnidududiidesianuaula
lynzyFodmadnduliidosdnin uanlududifsags
Fodmdenauiiiniandeduduarlduinsiusv
ednlaeoduguilnaiidranasuausiiumi Facebook

Fanpage 57us1915%@n Unehuunyadan

3.3) ipTesdenlylunisive
Aidevin1sasiauuudunivali¥edn (in-depth
interview) dmiunquaiegiaildlunisfinen Feluug
o U 3 1 I3 ] v 1 1 al'
Aranulunisdunieaintseansdy 3 @ lawn d@ud 1
AaufIiuteyamiluvesiiidunivel diun 2 Ao
NEINULRAUIMS0AUsTAIAINSAUIKAEATALUNIMNS

Facebook Fanpage $1u51915%80 UheRunnzaan wazdiu

N

7 3 AN Inudadendsnalminn st adun s ety

a

UINsHusnsedn waziideyanisduniualidedniile

ho)

thuiiasgit weliliuszinnenguAdiidn uazddias
f1a 9 telingnszurunsinlawanuuunanlesugiia
(Google Ads) lneniin Landing Page tJu Facebook
Fanpage $1us19159dn tefiuwnzadn eagld Google
Ads undestiendnlunisadauwasdsy (campaign) §ins

N6 as

MTIVABUADLITA WIULATDNEB Keyword Planner tivelins

songuilming Ing Google Ads aunsainnauazlvideys
Taegnauiugn Tunsianswaveslawan (impression), $1UU
msean, snsinsadnsediiulawan (click through rate)

Fadudeyaiiduuslenilunsidoassl

3.4) MsiiuTIUTINTaYa

msLﬁmammsﬁaaﬂamawmﬁa Usz@nsnanisdedns

o a

nMInaIARITiauLLNanesu Qiia (Google Ads) nsglAnw

va o o

N?ﬂﬂﬂxﬂﬁﬁﬂﬂi?Ui?N%@Ha

U

Squs1nsed@n Unefunnedan

f a = o '

n1sduN¥algeaniuNgusiiege Faduurdiainlunis

| = ° a

duaval Ao @l 1 Aniufeaduteyaniluvesdu

dunrwal duil 2 drnuierfulanuIvseIaUseasAnvi

AIAUNILAEARNLIILING Facebook Fanpage $1Us1%1

v a =

Sede Unetunnzdan wazdlun 3 aauiganudade

1Y)

dealviinnisteduaviseldusnmsiusuedn Inedide
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£% o 4

AgyinITIuTINdeyans 3 dwiildannisdunivel Live

lUAisent wagliliuseunnuesdidsn v o lugnisi
lawasuniia (Google Ads) lagivunszeyiian 20 Tu

F39TUN 21 NUAMUS 2566 T3 12 TuAw 2566 wazyinis

& ac '

WuUseansuavesussinnadiisa s¥nane Pain point

keyword, Generic keyword, Product keyword TneLiu
toyadldirglunis¥elavanuu Google Ads lunsazad

350, NNSWERINATBI®AN, I1UIUAITAAN, BATINITARN

@

Mrulaiwun waziideyansivsulaluilieuiiivy

Y

ADN

Y

Uszdndna ieguuilduvesnisldguuuumAumniinasie

naudmaneannian

3.5) MuATITYveya
nsiesideya f3deavrinissiusiudeyanlaein
nsfnwianumiegalszasinisrumvesiusinaiida

AENNSTDAUAINIBITUTNITI1UITIUN59ER UneduLneaan

= o

PMNNTFNNWAILTIANAUN

o

AUAI9E19 WastIUNIATIENR

acs '

wielvilaussinnuesfdiiincig q lugnisvinlawanriu

Nifia (Google Ads) Uags1UTINTALAIIN Google Ads
W1u13A TR IngUssasdueen1sidenined Inain

Jayaaldinglunistelavanuu Google Ads Tuusazngy

4) NaN15I9Y

uATeEes “UszAninanisdeansnisnaiafidiavy
wnanwasuiia (Google Ads) nsdlnw $rusyiedn
thefiuunzadn” TinquszasdtiteAnungeuszasdnisdum
vosffuslnafidsnadenstoduduielduimesumuniin

thefuunzadn Wethlugmaidenldidiisa Tunszuiunns
Mlavanvuunaniasuniia (Google Ads) uaz@nwn
nAaed WiuisunaansvasnisBalavanuuunan esy
QiAa (Google Ads) fiflgunuunsidenldmdumiiuansing
fu 1ieguualduvesnislédgunuudidumiiiinasie

' a a v i <, |
nasidmneunnian lnenan1sideudsesnidu 2 du
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4.1) wamsAnwIgaUssaRnIsAumvesuilan idumasie
n15BeduAmIelTuInT T ITEn theduunsadn e
ihlugnisiaenldfdiise lunssuaunisilavaivy
unanresugiia (Google Ads)

4.1.1) Jeyavinglviaunrwaliauszanveinisaum) 10
Tu 20 viru wuh Aeuflasinandsdodudn Ainsdumuuy
zlaasidhauiies esndanundeuiiazviinig
defoAududa Sudrimuesdamusuduiivedoddo 4

AU BINSNBUTARAII1ILTDAUAT FIAUNLUULANE

a v

WILANAEUAEY WiaNzwassmUneduatae Tule

Aoen1sNazmdeyaliudAtiaIeuliguiudenwa

A

9
o

“Nafd1NAUTIUNANTINIRAL WAIAAUAUYIA 9

Puuainesinaziinthedivesmeesulvd tnsizindu
inguseneiuimdsdeiuanwdy udazlandusidmin
wodt AlasFumiiviiteds udrdsinay nsendain
Wenazliasaliiuneuszndutiudae” (8, personal
communication, February 10, 2023)

“wofvialdy udrnefuiithuudrinesnagiuriygli

Woiae wakimeleihthesguesaulndswuuiinneuasny

o <

wiaeLiuegauindne Aflaniiou o udafaesniute

'
= '

35hna 9 Urug wedndrimedldlnanndiuazladnlug

a Ay vy v & v ] o
v89359N51uldAg T dunuulue mwesulliaedin
ana udweRpeasdsaudNaedwinluiee” (F, personal

communication, February 11, 2023)

“yyjinuagyiyguseaUnmadsedmy iy wineuas

Y

[V

Yy sxdlvelitieiuinaiuasenandIanay had

Y

DR

N

a ® U i3

WammmwmmﬂmumﬁﬁagLi‘JuLLUUﬂizmmﬂﬁauwmaaﬂ
Y 2 a o8 = 1% I ] | v o
waasudundy o Wldlunseay Aneiuinaglaviug
98U Llauae1INYTIeUNaIALUALUUALNLAY INTILAY
viwegniuda Atasunidiudedin” (J, personal

communication, February 13, 2023)

a

“eug e insginiadausening udilayw

v a v v

NIrNINULU AU e

o

28 fLasar NS AIAIanTENINUN

wihusen waiinlddanluineeiutheaaiyrwuull

wiwinffusisegnanauddliiae wdiiiviiusgniegnalauds
willouiu AeAninuiviygazdediinieguds faeiu

w3 zdevidheaansensvy azlaasaviunauTuiiy



ﬁﬁaﬂﬂﬁmmﬁlﬁﬁrﬂmaﬂ” (S, personal communication,

February 16, 2023)

v o

4.1.2) YayavnglidunIvalanUseavavesn1sAun) 6

lu 20 7w wudn gnAng

Y

o

N eLiy wazilanuauladusn

windaldladndulanaed@edunay Wesanndadlnaniuy

n1siEen FWNsAUn NI IzeEINIATatayaLNaAY Ly

Y

[% '

Tuiinsdumindiseazideaieaivaudedidlstis ins
Wisuisuvane o dadeniieinsinenludnaulasnade

“peifuthefiusnsadnuuutiogudainaluin wdriee
ﬁmzyﬁl,asJaaam@ﬂwﬁ%ﬂu%’uﬁwﬂw&JﬁuLLwﬁlm wiuni
fufivindudiewuulnudng udarfinguane 9 Srunineu
ud wildresinunaseandentuini wdfaulaaeds
luiae” (C, personal communication, February 9,
2023)

“waRnouinmihtuey udufimiiusounionan

anlnesesnss lfsonluiesls duunuldlvgjunn

'
N a

wg1avintu wasuginIelUldnueg1dusiela asm

[% =

Srufsuwnzadniioeruindutheduls Aeasaiiu
n5urhinefugounnzadn udiiguiviate 9 51U wafliiy
wmavesiuilme udafaula Aaeldvinidan” (L, personal

communication, February 10, 2023)

1% '

“neiuthefuunzadnuuulloguds witIuuInNwaIuY

v ac

wiunAnagiinguiauiveuluiummeiuvate o au us
Tunilsldludavn wwnddldfitheunan feefninazs

KUY 881NILVINUSIIAAIA LAaBaBIIS 1 UNSUYINUN e

(Y

wngaang dudunuulnu Avwavate 9 59U Laamn

U

VY

1 [ [ o £% 1w 3
Prefunisuluusiandudsls Sulvulowmnindy wiumae

Y

v
N v

v =3 v =3 Y o 9
vosiududinaulanie Aaglavinuiaiu” (M, personal
communication, February 18, 2023)

4.1.3) Yoy/av1ng lidun1valanuszasnveanIsAun)

4 Tu 20 viu wui gndvimsdumieglidlaldyenineades

Y v

fFuddurnas Wuiisawanisaumlugdananddeanis

ANPBU LALBINAUNTIAMUNEITRI L UUNIAIUAUEUAT T3

@

anAsdnuaziremiududuuull widdldladanudenisi

Y
o A

wdeWoduan uallowiuinaduaily Google FaLinAy

@ 4
avlaaniay

o

“waflnaaziciuindiends Aaednazvhyglinedu

wiAz Andnazviygiuindiesisudifnagyygyeiiald

ERAN]
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viftuwsisneas wilsifagsherlsd Mlasasamiieafiuns
vhyalussnygug uditadayeemaiiiiu udinld
HreveaetundiBuiugs mszduuiuannuds favass
ﬁﬂuma@lﬁaaﬂﬁ]ﬁﬁﬁﬂ ” (D, personal communication,
February 2, 2023)

v =

“drudidurureuriyg udiiidesemiseguds udal

1da o A

Hudvvesiiowe éiznl,wi?ﬂwmmmzyagﬁaa 9 uaan
IfasaiAenfuamesfinsdesudana viodmnfeaiuls
vhyguiteaziaSunsieamdstiv udufusuteaian
vosfisuudaaula ﬁLaaﬂmL%@Lwa%ﬁuLﬁm@m” (G, personal
communication, February 2, 2023)

“Arnvgsiyasu 100 Juliuad udafazldviriisasy
SaAeLaY Lwid’suéf’fbiﬁaﬁiﬁaqw*mﬁ fllauagmgi
Unfindnanluasesaanstudiluu udadesidiladng e
dadqiiumavesidu Svhihesiie Aasaulaudiney
wsnfannute1binewas o AndmasaInyiyyAsu 100 T
wéaziinungdnit aumeuiialanuaynoghaud Aaevind
:LI’]ﬂEJL%‘I’ejﬂ‘f]ﬂUjﬁﬁiﬁﬂaugﬂﬂgﬂlﬁﬁﬁﬂ" (H, personal
communication, February 9, 2023)

“AnlTuruudriundsdindazviyguies faglan
Aeafuiad o ﬁé’m%uﬁmmammmwﬁ WA
FoifausaIniimsazusatnerlsthe 939 9 fimunid
vangeg el inaeegisiiazionluvingy uafliiugy
Teaaeaenadiunglunaii udinauls Rlagdala
Pagluvhygfifedluias Suianavesing udfundei
treluusananieluae” (Q, personal communication,
February 10, 2023)

ndeyaiildiAsrfunsdunvalldedndungusiedng

ya o

AI3ulAIATIE RS UATNUININUITEAIANSAUMMUDILT
andulainandedumvsodilduinisiusyniedn dadl 1)
Toyanngliduniwel wud 10 Tu 20 v fgauszasdves

[%

nsfumludiu msdumiiiode 2) deyaanglsduaval
WU 6 Tu 20 viu FyaUsvasdvasnisAumluaiu n1s
Fumdudenifiesindula (commercial investigation) 3)
Toyaangliduniwal wud 4 lu 20 vinu IyauszasAves

nsAunItual M3sunivemdeya (informational)
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IINHANITAUNT1WALTIFNAUNGUFIDE1 WaTHa

n1sfAnwgndszasAnIsaum tietrlugnszuiunisii

v
v

ﬁﬁauaﬁlﬁuﬁmiwﬁ wazdnngula fail

mmmﬂ,miaqmsm‘umiw,l,ﬂ'ﬁ 98U

Y

d a

ﬂ’J’WlIﬂ‘Lﬂ.ﬁ] Li@ﬂﬂ'ﬁﬂ/ﬂUﬁULW@Lﬁiwﬂ’N

@

llﬂ’l’]ﬂJﬁ‘lﬂ,ﬁﬁjWEJMULLﬂzﬁ

un

n
finuaulaviedududosdnintess

e walavieddusiosdnithoaanyw

@ (%

Nndeyaniidulaiiaszinardanguiusiaa §3dule

thieyadildanmsdunwaluiiiesest suldussianvos

nauAdiIse 6 9 negIdelainisnsiadeunasdnidondd
Wsar1uLA3aedle Keyword Planner Tiaanadasiungy
Huslaad FAdelsinsimsginnnnnanisdunival wax

Y

Igvinsdnnguiuslaely dedl

A as

597 1 : A635A T Ad Group!: Pain Point 1 Keyword

nauiifinuaulaFesmsviyaliuagandu

a1Ru AdiAsn (Keyword)

1 n13 ¥ ygy 100 Y

i yay ASU 100 Ju

viyey I  dedu

vy 100 Tu aey 8915

3 giie yay T § dedu

NP~V DN

viuey W ussnyge

5Tl 2 : A5 Tu Ad Group2: Pain Point 2 Keyword

|ovaa - o - =
Nae 11ﬂ?’mﬁiﬂﬁ]Li@ﬂﬂ’\iﬂ”lUﬂJL‘W@Lﬁillﬂ’N

a

10U §133n (Keyword)
1 gy ane deamiu
2 yey azieng 1Tz
3 ARG e
4 inugy fie
5 gy vi mu
6

106

mi’m‘ﬁ 3: fAd3se Tu Ad Group3: Generic Keyword
ﬂauwwaulaﬂw ULNZEAN
a1eu fdiisa (Keyword)
1 e U unsila
2 Uy U ung @dn
3 the Ausau
il Su vih the Auseu
5 Su vih the hu wnstia
6 the @an Auseu
5T 4 : ASATA Tu Ad Group4: Product 1 Keyword

Poval A4 o & v @ o s
nauifalavsesdusesdnint sy

d

a1hu g135n (Keyword)

1 Uhe 93

on

thy fugeu Us9q 93

thy fugeu UsIy 85 91

on

Uy U3y 63

the 95 Tnd du

on

93

o

N B~V DN

the fugeu ussy 83 tna du

5797 5 : @635 T Ad Groups: Product 2 Keyword

iowal = &
ﬂqw‘mauslamammu ?Nﬁ\‘iﬂ']ﬂ"lilﬂ']ﬂ’WU‘lﬂ

d

d133n (Keyword)

g un an wud

Uhe aan Yy

g anan YU WIL WINY

e an uus

Une aan Yo 5107

3)0
ome:L»M»—xge

g @n wus Auseu

v
LYK

Mt wan1siiudayansdunueldedniungusiedig

WefAnwnUszasinIsAumvesiuslnaidwmasionisde

Y6

AuAmselduinisiusiunsedn iethlugnisifenlddd

Ain Tunsvilavanuuuwannesugiia fideisldiideya

Y

Alaanmsdunival dndasedt auldussinnvenagudd

a6 as

Ain uwarAdiisn fe o iieiiludnszuiunavinlavanuy

wnanasuniia (Google Ads)
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Account

Campaign : Racha Rangsit

Ad group1 : Ad group2 : Ad group3 : Ad group4 : Ad group5 :
Pain point 1 Keyword Pain point 2 Keyword Generic Keyword Product 1 Keyword Product 2 Keyword
1 1 1 1 1
Ads I | Ads | | Ads | | Ads | | Ads

JUN 3 : lassasnenslavanuuunannesy Google Ads

sunvulassadrauanUglawmu vuunannesugiia
(Google Ads) Taetlu 1 walley LazhanauUseLANYes

nauAAUIT 31U 5 wean3u (Ad Group) lékn

a6

1. Ad Group1: Pain point 1 Keyword #6135

1%

Wetpsiunisviyaasu 100 u, vinyalidadu Wusiu
2. Ad Group2: Pain point 2 Keyword 1gagiisan

v

TRt UMYV, YIyESuAg, Wudu

as

3. Ad Group3: Generic Keyword 19Ag1IsaANARITD4

a < v

Authefuwnzaan, trediusoy, UneRuwnsis Wuau
4. Ad Groupd: Product 1 Keyword l4agiisaiAgdes
utheds, theusseds Dusu

5. Ad Group5: Product 2 Keyword 4@gisafAgades

futhemayan, deunanuudfiusou Jusiu

4.2) HanIIANYINNADMALYTIULTNEUYSEaNSHAYDINT
virlawanuuuwanyasugLAa (Google Ads) lgUuuunis
WFonlgFAumiuans i se39 Pain point Keyword,
Generic Keyword, Product Keyword Lﬁa@ALmZﬁMJEJde

IFsuuuuaIAumduanongumanguInign

M15197 6 : Uszdvidnanislavanuuwnaniosuniia (Google Ads)

Campaign: Racha Rangsit

Cost
Campaign Click | Impression CTR
(Baht)
Racha
449 5,304 8.47% | 2,901.72
Rangsit

107

13197 7 : UseAvisnanislesan vianavanisviysivigaedu

Ad Group1: Pain point 1 Keyword

Cost
Ad Group Click | Impression | CTR
(Baht)
Pain point 1
11 1,047 1.05% 65.34
Keyword
597 8 : wadwsluusiazAdidse ves Ad Groupl
Cost
Keyword Click | Impression | CTR
(Baht)
Ms v yay 100 u 694 1.15% | 51.88
¥ ysy AU 100 Tu 85 1.18% | 3.23
vinyey T ff dedu 16 - -
viygy 100 Tu aee
5 - -
pSGRb
s gite yay W
3 - -
AU
viyey A vssnyge 3 - -

= va o

IIARNTITNIN

Y

a

WNIYYNWUD

Tu Ad Group1: Pain point 1

Keyword @gi3saniansnsaiindenguidmngldunniign Ae

A1 AT 91N ugy 100 Tu

[

M15199 9 : UseAvisuanislaiwan vnavgn1svihysyitelaiunis

Ad Group2: Pain point 2 Keyword

Cost
Ad Group Click | Impression | CTR
(Baht)
Pain point 2
7 587 1.19% 59.43
Keyword
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f15797 10 : waanslurazAdiisa 209 Ad Group2

M13799 13 : UsgdnSuanislevan vanangdus dhedy

Cost Ad Group4: Product 1 Keyword
Keyword Click | Impression | CTR
(Baht) Cost
s Keyword Click | Impression CTR
yyey 01y (Baht)
» 5 264 1.89% 45.28 =
Feanu Uy 93 168 877 19.16% | 862.65
ey avlang e #iugeu UTTy
. 1 54 1.85% 791 - 57 548 10.40% 372.21
AN 03
Wy EFn e |1 149 0.67% 6.24 Uy #iugeu UTTy
> ” - 14 119 11.76% 124.12
yey Ae 0 23 - - 93 31"
viyey v nu 0 97 - - e Us9q 93 11 71 15.49% | 104.99
gy U39A Uhe 83 Ind du 6 57 10.53% | 48.15
0 0 - -
U Uy fugeu UsTy
e 3 40 750% | 20.75
85 Ind du
91A1519% 10 {§35ewu1 Tu Ad Group2: Pain point 2

Y

a6

Keyword Adidsanansainfianguitunglaunniign fie

A1 sy ane Faamnu

M15199 11 : UseAvduanislawan vanamy hediuungadn

Ad Group3: Generic Keyword

Ad Group | Click | Impression CTR Cost(Baht)
Generic
115 1,471 7.82% 757.55
Keyword
a5 12 : wadwsluusiazAdiisn ves Ad Group3
Cost
Keyword Click | Impression CTR
(Baht)
te Au unsile 41 602 6.81% 265.19
g U ung
. 27 237 11.39% 160.32
dan
Uy Fuseu 26 295 8.81% 212.76
Fu v the #u
: 14 251 5.58% 91.04
29U
Su i the
R R 5 54 9.26% 1331
AU NTUR
e @dn
- 2 32 6.25% 14.93
NULU

31nA157199 12 §39enudn lu Ad Group3: Generic

¢ ac

Keyword @gi3sanannsaiiniiangudmngldunniign A

AN 18 U wnsie

108

a

#1597 14 : maansluudazAdiise 209 Ad Groupd

Cost
Ad Group Click | Impression CTR
(Baht)
Product 1
259 1,712 15.13% 1,532.87
Keyword
IR 14 H338wua1 T Ad Groupd: Product 1

Y

Keyword Adidsaianunsaddanguithvanglauiniian fe

o

A dhe &5

M15799 15 : Usgdnswanislaivan vnavgaum deaniyn

Ad Group5: Product 2 Keyword

Cost
Ad Group Click | Impression CTR
(Baht)
Product 2
57 487 11.70% 486.53
Keyword

a

#1597 16 : naandlulrazAdiisa 999 Ad Groups

Impressio Cost
Keyword Click CTR
n (Baht)
{1y un @m
. 23 182 12.64% 191.40
11UA
{18 Aan Yo 19 172 11.05% 211.86
ey ma1 Yo
5 29 17.24% 22.51
N5 NIV
18 @n uus 5 60 8.33% 35.18
ey ma1 Yo
3 27 11.11% 12.25
3701
e anm wun
- . 2 17 11.76% 13.33
Pugou




31NM15199 16 JIdenudn Tu Ad Group5: Product 2
Keyword fdiisafiansnsadfenguidmanelduiniian fe

31 D1e un a@n dud

N v 5 = a a o &
A5 17 : naansiUssuiisuusednsnanisinlavaeews

5 waaniu (Ad Group)

Ad Group | Click | Impression CTR Cost (Baht)
Ad Groupl 11 1,047 1.05% 65.34
Ad Group2 7 587 1.19% 59.43
Ad Group3 115 1,471 7.82% 757.55
Ad Groupd | 259 1,712 15.13% 1,532.87
Ad Group5 57 487 11.70% 486.53

INENTNA 17 FITENUT FIUIUNTARN, NITUARIHA
vaslawan uardnnisranseliiiulavan Wethuadws
WNUSguiEUne 5 woan3y (Ad Group) wudn Ad Groupd:

an

Product 1 Keyword Miunislawarmuinnidudn theds

HUszavSHanian
msadl 18 : ASEeTIEUSTnaiulaan uslsifinisadniAndy
Ad Group Keyword Impression | Click
Pain point 2 . -
ey e 23 0
Keyword
Pain point 1 . v o
vivyey T dedu 16 0
Keyword
Pain point 1 vy 100 Tu aee
5 0
Keyword 89A13
Pain point 1 3 giie yay W g
3 0
Keyword 98U
Pain point 1 . Y
vihyey T ussnygy 3 0
Keyword
Pain point 2 . -
gy U3A v 0 0
Keyword

a

9M15797 18 FATenudn Svanefdiise Thuslaauiu

v
fas o

Tawa weiliifinisadn (click) TawanluAdidsaiy 9
NaN1TANEIUITEUTEANTHATRINTYIN LBV
wnanWeasuniAa (Google Ads) 91 1 kAU Uagkenny
UsenNUeInguAIALN 58139 Pain point Keyword, Generic
Keyword, Product Keyword 3113u 5 wean3u (Ad Group) 4

wiulea1 Ad Groupd: Product 1 Keyword ﬂ’liI"ZJ‘HimmJ’mmﬁJj
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dua U193 arunsadndenguidinminelauiniian lned
F1UIUN1IAAN 256 AGN TIIUIUNITHAAINAVDILEI BN
1,706 ﬂ%’ﬂ LLa:ﬁé”mmﬁﬂﬁﬂsiarfiﬁl,ﬁuimwm 15.01% wag

Lﬂmmaiwmmau% AUNILarinIsAan

a

PU WASUA WU 41 ABN IINHATNSNLAAIHANIY

Uy
\A3e9ilaniia (Google Ads) Aetiu IINNANITNAABY
Wiguiigulseansna naslavanvuunaanesugiia

(Google Ads) ¥9951Us1915980 Uheduunzaan a1unse
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Abstract

The transformative impact of the Internet on human behavioral dynamics, including the viewing habits of
Indonesian individuals, particularly with regard to television consumption, has been widely acknowledged. Despite
the increasing adoption of Internet technology among Indonesians, the prevalence of digital TV viewership has not
surpassed that of traditional television viewers as of 2022. This study delves into the factors that influence the
behavioral intentions of individuals residing in Greater Jakarta, Indonesia, with respect to their engagement with
free-to-air digital television content. Framed within the theoretical construct of the Theory of Planned Behavior,
the study scrutinizes the determinants associated with the behavioral intention to consume free-to-air digital
television content from ABCTV among the populace of Greater Jakarta, Indonesia. Specifically, the research
explores the impact of attitude toward behavior, subjective norms, and perceived behavioral control on the
intention to watch ABCTV content. To analyze the demographic and behavioral data, descriptive statistics were
employed, while multiple regression analysis was conducted to test the formulated hypotheses.

The results showed that the majority of respondents identified as students, bachelor's degree, with an average
monthly income ranging from 1,000,000 to 5,000,000 Indonesian Rupiah. Best time to watch TV is 18:00-00:00,
most preferred platform is YouTube, and most favorite program is Talkshow. The main findings reveal that all three
factors include attitude toward behavior, subjective norm, and perceived behavioral control have significant and
positive influence on the intention to watch ABCTV. Moreover, the study identifies that individuals in Greater Jakarta
find it more convenient to watch ABCTV programs on YouTube than traditional TV platforms, including Free-to-air
Digital TV and Pay TV. These findings can serve as a valuable reference for enhancing the Indonesian Television

Industry and developing more engaging programs that cater to the preferences of Indonesian viewers.

Keywords: Digital TV, Greater Jakarta, Television, Theory of planned behavior, Viewing behavior
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l. INTRODUCTION

With increasing internet adoption in Indonesia, many
television stations have transformed into an Internet
based television station to capture growing numbers
of online viewers. However, since traditional analog
television has been major home entertainment media
among Indonesian people for a long time till date,
despite continued increase in number of internet users,
number of traditional television viewers still exceed the
number of Internet users in 2022 (Annur, 2022).
According to Nielsen Indonesia, the growing number of
internet users in Indonesia would not replace television
as a dominant form of media. Instead, Nielsen believed
that the Internet and television are mutually supportive
forms of media (Haryanto, 2022).

ABC television station or ABCTV, with a head office

«

in Jakarta, launched in 2013 with the slogan “an
updated television” in English. It is one of Indonesia's
private television networks that aims to attract affluent
and young viewers. ABCTV positioned itself to be
distinguished from other televisions that have existed
in the past. According to one of its pioneers, ABCTV
newscasts must be entertaining, and entertainment
programs must contain facts and avoid gossip (Permana
& Mahameruaji, 2019). ABCTV’s mission is to provide HD
quality, quality content, and an environment free of
gossip. Five ABCTV programs were honored with
nominations for the Asian Television Award in Singapore
in 2014 (adelia75, 2017).

Despite its achievement in awards and recognition
by the industry, according to Nielsen's data, the ABCTV
rating has been relatively low as compared to the other
top television stations in Indonesia. This might indicate
that the target audience of ABCTV who are young
people and the upper class people choose to seek
entertainment from other media such as social media
and internet television (Antariksa, 2019). ABCTV reported
a net loss of 147.56 billion Indonesian Rupiah (IDR) as
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of the third quarter of 2022, compared to the same
time in 2021 when the company reported a net loss of
119.35 billion Indonesian Rupiah (IDR). The drop in
revenue from advertising has led to a worsening loss
situation.

With the above situation of ABCTV, it is questionable
what are the factors associate with intention to watch
ABCTV of the people in Greater Jakarta, Indonesia? This
study aims to determine the factors influencing the

viewing behavior of ABCTV in Greater Jakarta, Indonesia.

Il. LITERATURE REVIEW
A. Television Viewing Behavior

Knowing the viewers and the shows they prefer to
watch will enable television stations to produce
performances and distribution (via program schedules)
to attract and satisfy a more significant number of
viewers. This condition will result in higher viewer
ratings, which will attract more commercials and
program sponsorship, leading to an increase in revenue.
According to Sofia (2022), the following are some of the
factors that influence TV viewing:

1) TV Program Broadcast Schedule: A TV program
broadcast schedule is a schedule of how many times
the broadcast appears on television in a specific time,
usually within one week. Sofia (2022) finds that viewers
like some of the programs on television, but these
programs only air 2 to 3 times a week, and some of the
programs that airtime are on the sidelines of people's
busy activities time so that viewers rely more on media
that can provide information or entertainment without
requiring broadcast schedules.

2) Duration of TV Program Broadcast: Television
stations divide the duration broadcast of a TV program
ranges daily. Viewers feel that the duration presented
has to be longer to obtain complete information,
however the time of the program is spent on commercial

breaks. Viewers who have jobs and do not have much
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free time to obtain information prefer to use other
media to obtain information in a shorter and more
precise time (Sofia, 2022).

3) Variety of TV Programs: According to Sofia (2022),
the TV program is a determinant of the audience where
an interesting program will attract many viewers to
watch the program. The number of broadcast programs
creates more and more choices for viewers to choose

good broadcasts for them to watch.

B. Theory of Planned Behavior

In this research, the authors will apply the Theory
of Planned Behavior (TPB) to analyze ABCTV viewers'
behavior regarding their intention to watch ABCTV. The
efficacy of TPB in predicting intentions and behaviors
has been evidenced (Ajzen, 2020), and many studies
have confirmed the effectiveness of the TPB model
(Zhang, Cheng, Chen, & Liu, 2017).

Three key predictors of the intention to act include
attitude toward the behavior, subjective norms, and
perceived behavioral control (Ajzen, 2020) The details
of the three key predictors are as follows:

1) Attitude toward the behavior: The attitude toward
the behavior is assumed to be a function of behavioral
beliefs or easily accessible beliefs regarding the behavior's
likely consequences (Ajzen, 2020). A behavioral belief
is the subjective probability that engaging in a particular
behavior will result in a particular outcome or provide
a particular experience (Ajzen, 2020).

When an individual displays high levels of attitudes
toward a behavior, he or she has a strong propensity to
engage in that behavior. (Koay, Cheah, & Lom, 2022).
Also, the tendency of viewers to watch videos was
higher when they had positive attitudes toward the
behavior (Koay, Teoh, & Cheung, 2023).

2) Subjective Norm: There are two distinct categories

of normative belief, namely injunctive and descriptive.
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An injunctive normative belief refers to the anticipation
or personal likelihood that a specific referent individual
or group (such as friends, family, spouse, coworkers, or
boss) expresses approval or disapproval towards
engaging in the action being discussed (Ajzen, 2020).
Descriptive normative views refer to individuals' beliefs
recarding the behavior of significant others. Both
categories of beliefs have a role in shaping the
collective perception of social pressure to take part in
particular conduct, also known as the subjective norm
(Ajzen, 2020).

Subjective norm is usually shaped by people who
are significant and relevant to the individual (Koay,
Tjiptono, & Sandhu, 2020). The more a person receives
influence from people in his environment, the more
their intention to do something based on the others’
opinions. Villar, Araya-Castillo, Yafiez-Jara, & Acevedo
Duque (2019) found that friends are social figures that
can influence interest in watching TV. Peer influence is
considered a reliable influence because people spend
more time with groups of the same age.

3) Perceived Behavioral Control: Ajzen (2020) stated
that perceived behavioral control is assumed to be
based on accessible control beliefs, the same as
attitudes are assumed to be based on accessible
behavioral beliefs and subjective norms on accessible
normative beliefs. These beliefs are concerned with the
presence of factors that can facilitate or impede the
performance of the behavior. Control factors include
required skills, abilities, and other resources. A control
belief is defined as a person's subjective probability
that a given facilitating or inhibiting factor will be
present in the situation of interest (Ajzen, 2020). Each
control belief contributes to perceived behavioral
control in interaction with the factor's perceived power

to facilitate or impede the performance of the behavior.
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Subjective
Norm

Perceived
Behavioral
Control
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Theory of planned behaviour

Behavior

Figure 1: Theory of planned behavior

Various studies have reported that perceived
behavioral control has a significant positive influence
on behavioral intention (Kim, Lee, Sung, & Choi, 2016;
Tariq, Sajjad, Usman, & Amjad, 2017).Based on the TPB
and previous studies, it is proposed that one’s
perceived control over watching digital TV will have a

significant effect on an individual’s behavioral intention.

C. General Information of Indonesian Television Media
Company

1) Television Media Company in Indonesia: The first
Indonesian television station, Televisi Republik Indonesia,
or TVRI, started broadcasting in 1962. Initially, TVRI was
created to broadcast the sports of the IV Asian Games
in Jakarta and boost Indonesia's reputation abroad
through its coverage of the event (Alimuddin, 2017). As
a state-owned channel, TVRI received a budget from
the government, but this money wasn't enough to
cover TVRI's costs, so the government allowed TVRI to
accept advertising. However, TVRI was not permitted to
air advertisements by the government in 1981.

The number of TV stations in Indonesia has increased
dramatically, reaching 1,251, since the passage of the
Broadcasting Act in 2002 (Ministry of Communication

and Information Technology, Indonesia, 2016) which
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includes public TV, private TV, pay TV, and community
TV. MNC, Viva Media Asia, EMTEK, CT Corp, Indika Group,
KKG, Media Indonesia, and Rajawali Citra were the eight
companies that controlled broadcasting.

2) ABCTV: ABCTV initiated a test transmission on
terrestrial television using the old television station
frequencies before transforming to ABCTV in May 2013,
and the transmission is still ongoing. ABCTV reached 11
transmission locations within a year after formally
changing its name, which climbed to 17 cities in 2014.
The year after that, in 2015, ABCTV successfully expanded
its coverage to 40 additional cities throughout Indonesia.
ABCTV can be received in 187 places in Indonesia
because of its 40 transmission stations (Yesidora, 2022).

ABCTV's subsidiary operates in the digital media
industry and is named XYZ. ABCTV material provided
by XYZ is viewable on open sites like YouTube and
Facebook. ABCTV division is also responsible for
managing ABCTV's social media accounts, which include
Twitter, Facebook, Instagram, and TikTok. YouTube
ABCTV programs are seen by 18 million unique
Indonesian users monthly. This statistic is based on data
collected from March to June 2021. In addition, the
ABCTV YouTube channel has amassed 361 million

views every month (Yesidora, 2022).
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As of the third quarter of 2022, ABCTV reported a
more significant net loss of 147.56 billion Indonesian
Rupiah (IDR) compared to the same time in 2021 when
the firm reported a net loss of 119.35 billion Indonesian
Rupiah (IDR). A growing loss position has been brought
about as a result of the decline in revenue from
advertising (Yesidora, 2022).

This study aims to determine the factors influencing
the viewing behavioral intention of ABCTV in Greater
Jakarta, Indonesia. Based on Theory of Planned Behavior
and related literature review, hypotheses and conceptual
framework for this study are proposed as follows:

H1: Attitude Toward Behavior has significant and positive
influence on the intention to watch ABCTV.

H2: Subjective Norm has significant and positive influence
on the intention to watch ABCTV.

H3: Perceive Behavioral Control has significant and positive
influence on the intention to watch ABCTV.

Subsequently, the conceptual framework is presented

in Figure 2.

Attitude Toward Behavior

Intention to watch
N-TV

Subjective Norm

Perceived Behavior
Control

Figure 2: Conceptual Framework.

lll. RESEARCH METHODOLOGY
A. Population and Sample
The method of this study is quantitative, using
guestionnaires as an instrument for data collection. The
population consist of people who have watched ABCTV
for at least 6 months or people who are interested in
viewing ABCTV, aged between 15 to 50, and live in the

Greater Jakarta area, Indonesia.
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Since the population is infinite, the sample size is
calculated using Cochran's formula (Cochran, 1977)
with a 95% confidence interval and a 5% error margin.
Based on the formula, the result showed sample size
of 384.16. Since we cannot have a fraction of people,
it can be concluded that there must be at least 385
samples. The authors decided on a sample size of 400
samples to cover any error or incomplete response that
might occur, using a random sampling method as
convenience sampling to select the sample for the

study.

B. Data Collection

Data were collected from a sample of 400 people
using questionnaires. Four hundred questionnaires
were distributed via online form, also known as Google
Form, using online channels include Twitter, Line,
Facebook, WhatsApp, and e-mail. The respondent
would take approximately 10-15 minutes to complete
the questionnaires using any device with an internet
connection, such as a smartphone, notebook, personal
computer, tablet, etc.

This study's measurements were adapted from
Theory of Planned Behavior (Ajzen, 2020). The Theory
of Planned Behavior Questionnaire (TPB Questionnaire)
assesses each of the theory's major constructs: Attitude,
perceived norm, perceived behavioral control, and
intention. 5 points Likert scales are used to measure
each respondent's metric responses, which will then be
used to construct an aggregate scale for each TPB
variable.

In this study, open-ended questionnaires apply
Likert's valuation scale. In general, a 5-point Likert scale
is an appropriate choice and would include the items:

“strongly agree,” “agree,” “neutral,” “disagree,” and
“strongly disagree.” SPSS Statistic Version 28 was used

to evaluate the data analysis.



IV. RESULTS AND DISCUSSION

A. General Information of Respondents
In this study, respondent characteristics were
determined by gender, age, occupation, level of education,
and monthly income. General information of respondents

participated in the study shown in Table 1:

Table 1: Characteristics of the respondents

Demographic Characteristics Frequency | Percent
Gender

Male 142 35.5
Female 256 64.0
LGBTQ+ 2 0.5
Age

Less than 20 Years Old 80 20.0
20 - 30 Years Old 282 70.5
31 - 40 Years Old 37 9.3
More than 40 Years Old 1 0.3
Educational Background

High School 114 28.5
Diploma/Vocational Certification 21 53
Bachelor's Degree 237 59.3
Master's Degree 27 6.8
Doctoral Degree 1 0.3
Monthly Income

Less than Rp.1,000,000 130 32.5
Rp.1,000,000 - Rp.5,000,000 138 34.5
Rp.5,000,500 - Rp.10,000,000 99 24.8
Rp.10,000,500 - Rp.20,000,000 26 6.5
More than Rp.20,000,000 7 1.8
Occupation

Student 202 50.5
Government Officer 20 5.0
Freelancer 28 7.0
The employee of private enterprise 130 325
Business Owner/Merchant 9 23
Others 11 2.8

From Table 1, the respondents in this study were
dominated by females (64.0%) and the largest age
group was 20-30 (70.5%). Most of the respondents had

bachelor’s degrees (59.3%), and monthly income of
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Rp.1,000,000 — Rp.5,000,000 (34.5%). In terms of occupation,

the majority of the respondents were students (50.5%).

B. Analysis of Viewing Preferences

This study investigates ABCTV viewers’ habits of watching
ABCTV. The results are presented as the following:

1) Best time to watch ABCTV

Table 2: Best time to watch ABCTV

Time Quantity Percent
06.01-12.00 20 5.0
12.01-18.00 43 10.8
18.01-00.00 331 82.8
00.01-06.00 6 1.5

From Table 2, data showed that the majority of
respondents i.e. 82.8% or 331 of respondents watched
ABCTV from 18.01-00.00. Subsequently, 10.8% or 43 of
respondents at 12.01 p.m. - 18.00 p.m., 5% or 20 of
respondents watched ABCTV at 06.01 a.m. — 12.00 noon,
while 1.5% or 6 of them watch ABCTV from 00.01 a.m.
- 06.00 a.m.

2) Platform to Watch ABCTV

Table 3: Platform to Watch ABCTV

Platform Quantity Percent
FTA Digital TV 113 28.3
Pay TV 89 223
ABC App 13 33
YouTube 173 433
ABCTV Website 12 3.0

From Table 3, respondents in this study use different
platforms to watch ABCTV. The results showed that
most respondents, 43.3% or 173 people, watch ABCTV
from YouTube. Subsequently, 28% or 113 of respondents
use free-to-air digital TV, 22.3% or 89 of respondents
watch ABCTV from pay TV, and 3.3% or 13 of respondents
use the application released by ABCTV, whereas 3.0%
or 12 of respondents watch it on ABCTV’s website.
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3) ABCTV Favorite Program

Table 4: ABCTV favorite program

Program Quantity Percent
News 11 2.8
Talk Show 233 58.3
News Magazine 5 13
Hobbies & Lifestyle 16 4.0
Film 2 0.5
Reality Show 17 4.3
Kids 2 0.5
Comedy 10 2.5
Automotive 2 0.5
Sport 1 0.3
Religion 2 0.5
Animation/Cartoon 32 8.0
Korean Drama 31 7.8
Talent Show 27 6.8
Special Show 9 23

From Table 4, most ABCTV viewers' favorite program
is Talk Show with 58.3%. Furthermore, 8.0 % of
respondents choose animation/cartoon programs as their
ABCTV favorite program. 7.8% of respondents chose Korean
Drama as their favorite program, 6.8% of respondents
chose a talent show, a reality show program chosen by
4.3% of respondents, and 2.5% of respondents chose a
special show program. 2.0% of respondents choose
comedy programs. 0.5% of respondents choose religion,
automotive, film, and kids’ programs. News, News
magazines, hobbies, and lifestyle programs were chosen

by 2.8%, 1.3%, and 4% of respondents respectively.

Whereas western and Tarkiye drama had not been

chosen by respondents in this study.

C. Hypothesis Test Analysis

Based on the conceptual framework and hypotheses,
the study employs multiple regression analysis to test
the hypotheses.

From the regression analysis results shown in Table
5, the standard regression equation for intention to
watch ABCTV can be obtained:

Y =-0.402 + 0.253*ATB + 0.144*SN + 0.092*PCB (1)

The results showed that the three factors including
attitude toward the behavior, subjective norms, and
perceived behavioral control have significant and positive
influence on the intention to watch ABCTV, as can be
further explained in details as follows:

1) Attitude toward Behavior and Intention to Watch
ABCTV.

Ho: Attitude toward behavior has no significant
influence on the intention to watch ABCTV ([3 = 0).

Hy: Attitude toward behavior has a significant
influence on the intention to watch ABCTV ([3 # 0).

The coefficient () for attitude toward behavior is
0.253. This suggests that a one-unit increase in positive
attitude toward watching ABCTV corresponds to a
predicted increase of 0.253 units in the intention to
watch ABCTV. The associated t-value is 11.850, and the
p-value is less than 0.05. This indicates that the
relationship between attitude toward behavior and

intention to watch ABCTV is statistically significant.

Table 5: Multiple Regression Analysis Results

Unstandardized Coefficient Standardized Coefficients
ltems t Sig.
B SE Beta
(Constant) -0.402 0.390 -1.029 0.304
Attitude toward the behavior 0.253 0.021 0.510 11.850 0.000
Subjective Norm 0.144 0.026 0.222 5.618 0.000
Perceived Behavior Control 0.092 0.022 0.159 4.154 0.000
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Since the p-value is less than 0.05, we can reject the
null hypothesis. This implies that attitude toward
behavior significantly influences the intention to watch
ABCTV. A positive attitude is associated with a stronger
intention to watch the channel.

2) Subjective Norm and Intention to Watch ABCTV.

Hy: Subjective norm has no significant influence on
the intention to watch ABCTV (3 = 0).

H,: Subjective norm has a significant influence on
the intention to watch ABCTV (B # 0).

The coefficient (3) for subjective norm is 0.144. This
means that a one-unit increase in perceived social
influence (subjective norm) to watch ABCTV corresponds
to a predicted increase of 0.144 units in the intention
to watch ABCTV. The associated t-value is 5.618, and
the p-value is less than 0.05. This suggests that the
relationship between subjective norm and intention to
watch ABCTV is statistically significant.

With a p-value below 0.05, we can reject the null
hypothesis. This implies that subjective norms significantly
impact the intention to watch ABCTV. The subjective
norms or opinion of others play a role in influencing
the intention.

3) Perceived Behavior Control and Intention to Watch
ABCTV.

Hy: Subjective norm has no significant influence on
the intention to watch ABCTV (R = 0).

H,: Subjective norm has a significant influence on
the intention to watch ABCTV (B # 0).

The coefficient (B) for perceived behavior control is
0.092. This means that a one-unit increase in the
perceived control over watching ABCTV corresponds to
a predicted increase of 0.092 units in the intention to
watch ABCTV.

The associated t-value is 4.154, and the p-value is
less than 0.05. This indicates that the relationship
between perceived behavior control and intention to

watch ABCTV is statistically significant.
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Given the p-value being less than 0.05, we can reject
the null hypothesis. This suggests that perceived
behavior control significantly affects the intention to
watch ABCTV. When individuals feel more in control
with facilitating conditions, their intention to do so will

be strengthened.

V. CONCLUSIONS AND RECOMMENDATIONS
The results showed that attitude toward the
behavior, subjective norm, and perceived behavior
control have significant and positive influence on
intention to watch ABCTV. Based on the result, it can
be concluded that all three factors are important for
ABCTV to attract more viewers to watch ABCTV. The
results imply that positive attitude toward ABCTV will
result in intention to watch ABCTV. Additionally,
subjective norms or social influencers including
opinions of others such as family and friends will
influence people whether to watch the ABCTV. Finally,
if the viewers perceive that it is easy for them to access
and watch ABCTV with available resources that they
have such as mobile devices that they use, platforms
that is easily accessible, they are likely to watch ABCTV.

In addition, based on an analysis of viewing behavior,
viewers most conveniently watch television programs
on ABCTV YouTube channel. It indicates that viewers
can view the TV program every time without waiting for
the program broadcast time and this is aligned with
previous research that said viewers opt for media
offerings that demonstrate pervasive availability across
diverse temporal and spatial contexts (Sofia, 2022).

From this research findings, the researchers have
developed suggestions for businesses such as ABCTV,
other television stations or broadcasters, as well as
content providers as following:

1) It was found that attitude toward the behavior is

significantly related to intention to watch ABCTV. It is
suggested that ABCTV and other broadcasters build
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positive attitude toward brands through marketing
communications and brand buildings to create awareness
and recognition of the brands among target audiences.

2) It was found that social influence or subjective
norms have significant influence on viewers’ intention
to watch ABCTV. It can be suggested that the television
stations can collaborate with social media influencers,
thought leaders, and prominent figures in relevant
fields to promote ABCTV. Their endorsement can wield
considerable influence over their followers and associates,
bolstering the perception that watching ABCTV is a
socially approved behavior.

3) It was found that if people perceive ABCTV to be
easily accessible, they are more likely to watch the
programs. Therefore, it can be suggested that the
broadcasters make programs easily accessible by
educating people how to access and navigate the
content on different platforms. Removing potential
obstacles through step-by-step instructions can bolster
perceived behavior control. Also designing user-friendly
interfaces across various devices, ensuring ease of
navigation and accessibility to the programs. A seamless
and intuitive experience can enhance the perceived
behavioral control.

4) Given that viewers prefer the convenience of
accessing programs on the ABCTV YouTube channel, it's
advisable to expand the range of content available
online. This can include not only full episodes of TV
programs but also behind-the-scenes clips, interviews,
bloopers, and exclusive content that can't be found on
conventional TV. Furthermore, ease of access, device
independent, and accessible anytime are some of
features that online platforms have to offer the
viewers. Therefore, it is suggested that contents are
available on multiple online platforms in addition to

YouTube.

124

ACKNOWLEDGEMENT
This work was supported by a Khon Kaen University
Scholarship, Khon Kaen, Thailand. The authors would
like to thank the College of Graduate Study in Management
for giving a scholarship and an opportunity to expand
knowledge in business and research. The researcher has
learned and gained much knowledge from the courses

and this study.

REFERENCES

adelia75. (2017, July 11). Kenapa NET TV Menjadi Stasiun Televisi
Terbaik Di Indoneisa ? Inilah 5 Alasannya (in Indonesia).
Hipwee. Retrieved from https://www.hipwee.com/list/kena
pa-net-tv-menjadi-stasiun-televisi-terbaik-di-indoneisa-inilah-
5-alasannya/

Ajzen, . (2020). The theory of planned behavior: Frequently asked
questions. Human Behavior and Emerging Technologies,
2(4), 314-324. Retrieved from https://onlinelibrary.wiley.com
/doi/10.1002/hbe2.195

Alimuddin, A. (2017). Growth of the mass media industry in
Indonesia. International Journal of Business and Management,
1(2), 14-17.

Annur, C. M. (2022, December 9). Pengguna Internet Meningkat,
Riset Nielsen Indonesia: TV Tetap Nomor Satu (in Indonesia)
[Data file]. Retrieved from https://databoks.katadata.co.id/
datapublish/2022/12/09/pengguna-internet-meningkat-riset-
nielsen-indonesia-tv-tetap-nomor-satu

Antariksa, Y. (2019, August 12). 3 Pelajaran Bisnis dari Kasus
Kejatuhan NET TV (in Indonesia) [Web log post]. Retrieved
from https://strategimanajemen.net/2019/08/12/3-pelajaran
-bisnis-dari-kasus-kejatuhan-net-tv/

Cochran, W. G. (1977). Sampling Techniques (3rd ed.). New York,
NY: John Wiley & Sons.

Haryanto, A. T. (2022, December 8). Nielsen Indonesia: Internet
Tidak Akan Mematikan Televisi (in Indonesia). Detikinet.
Retrieved from https://inet.detik.com/cyberlife/d-6450837/
nielsen-indonesia-internet-tidak-akan-mematikan-televisi

Kim, E., Lee, J.-A., Sung, Y., & Choi, S. M. (2016). Predicting selfie-
posting behavior on social networking sites: An extension of
theory of planned behavior. Computers in Human Behavior,

62, 116-123.



Koay, K. Y., Cheah, C. W., & Lom, H. S. (2022). An integrated model
of consumers' intention to buy second-hand clothing.
International Journal of Retail & Distribution Management,
50(11), 1358-1377. Retrieved from https://www.emerald.com
/insight/content/doi/10.1108/1JRDM-10-2021-0470/full/html

Koay, K. Y., Teoh, J. Y., & Cheung, M. L. (2023). Understanding
factors influencing viewers’ intention to watch video game
live streaming on Twitch: Combined use of PLS-SEM and
NCA. First Monday, 28(5), 1-22. Retrieved from https://first
monday.org/ojs/index.php/fm/article/view/12644

Koay, K. Y., Tjiptono, F., & Sandhu, M. S. (2020). Digital piracy
among consumers in a developing economy: A comparison
of multiple theory-based models. Journal of Retailing and
Consumer Services, 55, 102075.

Ministry of Communication and Information Technology, Indonesia.
(2016). Annual Report 2016 (in Indonesian). Retrieved from
https://web.kominfo.go.id/sites/default/files/users/12/LAPO
RAN%20TAHUNAN%20KOMINFO%202016.pdf

Permana, R. S. M., & Mahameruaji, J. N. (2019). Strategi pemanfaatan
media baru NET. TV (in Indonesia). Jurnal Studi Komunikasi
dan Media, 23(1), 21-36.

Sofia, W. (2022). Faktor penurunan minat masyarakat dalam
menonton televisi (in Indonesia). (Master’s thesis). Aceh,
Indonesia: Ar-Raniry State Islamic University.

Tarig, J., Sajjad, A., Usman, A, & Amjad, A. (2017). The role of
intentions in Facebook usage among educated youth in
Pakistan: An extension of the theory of planned behavior.
Computers in Human Behavior, 74, 188-195.

Villar, M. F., Araya-Castillo, L. A, Yanez-Jara, V. M., & Acevedo Duque,
A. E. (2019). Impact of leadership styles on the organizational
learning capability (in Spanish). Espacios, 40(37).

Yesidora, A. (2022, February 8). Net TV, Bermula dari Televisi Anak
Menjadi Stasiun TV Kekinian (in Indonesia). Katadata.
Retrieved from https://katadata.co.id/intannirmala/ekono
pedia/6201dab720fef/net-tv-bermula-dari-televisi-anak-menja
di-stasiun-tv-kekinian

Zhang, Y., Yu, X., Cheng, J., Chen, X., &Liu, T. (2017). Recreational
behavior and intention of tourists to rural scenic spots based
on TPB and TSR models (in Chinese). Geographical Research,
36(9), 1725-1741.

125

Journal of Business Administration and Languages (JBAL)
Vol.12 No.1 January - June 2024



Journal of Business Administration and Languages (JBAL)
Vol.12 No.1 January - June 2024

Javgnnanualusendlng n1sdeanswuulinsauinuudessula

1 ¥V
%4

nazA1utI9landenananiundlariawng1UsemAlnever1gauIU

Hong Thi Vu!™ Fsmas waaian?

Uamsdesntunagns aalzdimamans un)iveraenganm, Unusiid, Usemalne

*Useiusussaia Bla : vuhong@bumail.net

Suduatu : 31 unsAN 2567; Suunanuatuwi ke : 29 $unau 2567; maUSUUNAINY ; 1 Wwg 2567

weunseoula: 29 fguneu 2567

unAnga

NITATlilingUssasdidiiefinu awdnualusemelng nisdeasuuuiindetinuudessulauiiieiiunisvieaiien
Uszelng anulindaiiinenisvieaiieiusemelng anuaslavisaierusemaing wazanuauisavastaseninanwal
Usewmdlng nsdeanswuviinselinuudesaulall wazanulindalunissiuiusihuieanunstaiawieiusenalnevas

= @ | &, = ° - ) ' H a | & a Y] ~
YIunun nguitegtaluyIdenuindiui 325 au dendegiswuutungil Insuutesnidu 3 ginia lawn nawmile
nAnans waznels Iuuvageuanudueiedelunisiiuniusindeys wazadanildlunisieszitoya laun Aade dw
UgauuNINTEIU WAZN15ANN0ENYAN NaNMITenuiannanvalusendlne msdearsuuuiindelinuudessulaiin
a o ' a v Ao | a ] | a | o
Weatunsvieaiisalsendalng anulindaniidensvisaneiusemelng wazanuddlaviesfiervsvnalneaglusedu
170 @uRan1sYuIeANURTlanUI Jadunndnwaluseinalnewaznisdeanskuuiinseuinuudeseulatiinelnunig
yiongUsenaingaunsasuiuiueanunslaiaanellsemalnevesisaunule Feanuisaasuieanunlsusiy
Yaannanwalusewmalng wagnsdeaswuvinnseunnuudessulatlaseyar 72.9 wazillosainainanualusemealned
PANUBIAUTENBU WIDIATITILALNINTUNTIALLDUALEY WU BIAUTENBUNNENYAAUIRUSTIY AIUNEATN LATAY

AnulasnivanunsasiuiuyiuganusslavisafietUsemelnevasnieauulasosay 66.4

A1aAgy : nsdeasuuuiindelinuudeseulad nwdnwaliUszmalve anuaslavieadisy aulingda

126



Journal of Business Administration and Languages (JBAL)
Vol.12 No.1 January - June 2024

The Influence of National Image, Electronic Word of Mouth, and

Trust on the Travel Intentions of Vietnamese to Thailand

Hong Thi Vu'" Weerapong Pounglek?

" Strategic Communication Program, School of Communication Arts, Bangkok University, Pathum Thani, Thailand

*Corresponding Author. E-mail address: vu.hong@bumail.net

Received: 31 January 2024; Revised: 29 March 2024; Accepted: 1 April 2024
Published online: 29 June 2024

Abstract

The purposes of this research were to study the national image of Thailand, the electronic word-of-mouth
regarding tourism in Thailand, the trustworthiness, the travel intentions, and the ability of aspects relating to the
national image of Thailand, electronic words of mouth, and trustworthiness to predict the willingness of Vietnamese
travelers to visit Thailand. A stratified sample of 325 Vietnamese citizens made up the sample, which was divided
into 3 regions: North, Central, and South. The instrument utilized to gather the data was a questionnaire. The
statistics like mean, standard deviation, and multiple regression are employed in data analysis. The results show
that the factors of the national image, electronic word-of-mouth, trust, and the intention to travel to Thailand are
at the a high level. Regarding the findings of intention prediction, it was discovered that the two factors namely
the national image and electronic word-of-mouth related to Thailand tourism predicted the intention of
Vietnamese tourists to visit Thailand. The results show that the national image and the electronic word-of-mouth
exposure variance of 72.9 percent. Additionally, there are three components of the national image that could
predict the intention of Vietnamese people to come to Thailand, including Cultural, Physical attractiveness, and

Safety, with an exposure variance of 66.4 percent.

Keywords: eWOM, National image, Travel intentions, Trust
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19371 arulinddadusunuvesszduautiulanes
yananisidsegdulunsnsgyhiidusssu fa3esssu way
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2020; Papassa Saksirikul, & Weerapong Pounglek, 2021)
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Stepwise Multiple Regression i ldunafiegne 119 Ay
widmsuamiafondsidielilenunaraindeutionas §ide
Falgvhnisfinundusaegne S1uau 325 au 3) faudsiithan

AnwiaunagAesliinmuduiusiues (multicollinearity)
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. Adjusted | &duuszAnSannsy
AU R Square t
R Square B Beta
AmdnwaiUsEmATRsTeiunsviouiiUsemnelng 803 644 643 560 543 13.974
msfeansuuuiinseuinuudeseulatiifieatesiunis 854 729 727 333 390 | 10.046
vieufiruszmelne
M3l 7 : uanensiesziiannsenyganiievhuemiusidevieadidlulssmalneveswniisnus
. Adjusted R duUszandannoy
AuUs R R Square t
Square B Beta
ANENWAIIUTRILGTTY 803 644 643 560 543 13.974
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Constant 0.604 6.259
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Abstract

This research aimed to study the level of opinion about the work motivation and engagement of Generation Y
employees at Metropolitan Electricity Authority. The sample used in this study is 336 Generation Y employees at
Metropolitan Electricity Authority. The tools used for collecting data were questionnaires. The statistics used for
data analysis were frequency, percentile, standard deviation, and Pearson’s correlation coefficient.

The results showed: 1) The employee’s opinions of the work motivation factors in motivation factor, hygiene
factor and organizational engagement were at high level. And 2) The work motivation hygiene factors aspects; the
job security, salary, organization policy administration, and working condition were the work motivation factors that

had positive correlation with the organizational engagement, with statistical significance at 0.01 level.

Keywords: Generation Y employees, Metropolitan electricity authority, Organizational engagement, Work motivation
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