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Abstract

The objective of this research is to study the influence of the elements of the
effecting of personality trait and brand personality on political trust and representative
voting of generation x, y and z in 2023, Thailand. The researcher used a questionnaire as
a tool for collecting 2,000 respondents of voters and analyzed the data with multi-
regression analysis.

The research results revealed that: the elements of political personality trait
such as agreeableness, neuroticism, openness and extroversion influenced and predicted
simultaneously and significantly on political trust at R* = .42, (Sig. = .05). Besides, the results
also contributed that political brand personality predicted significantly on people’s

political trust at R*= .31, (Sig. = .05). Importantly, political trust also influence significantly

on voting at 22%, F = 6.19 (Sig. = .013).

Keywords: Personality Trait; Brand Personality; Political Trust; Voting
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HaUselevegnvreU T vIRUAIUNANNTTAY
naangnsiiansannszuIunsanaula
nansiflesveanaiaslussusuusyasdlneg
wsrznsanaulanisnisdlesiuiinnudunus
Wealestuanududivessrunsesdlng
sUnuukarIsMslddunvesylnenaoniuna
Ustlomidenansynufiindy ogndlsfnnis
fndulanenisdiosiliintudentugfuiiy
F1UV8I9330UsE 8vUNINTIT09 et s
TienudduasBnussavudumudnalves
mMsAniiufanssumansidies nsdlesdady
L‘%'awmﬂunﬂﬂu wisznaulilanunsauias
HansENUTIARIINAISEIe e nTRIauTIn
veanula ﬁazﬁauiugﬂmaamiﬁmuim
N19N134dI94 (Political participation) Tumaney
dnway Wu msaduayuieGundeseszuna
(Support and demand) AMuneELiiene
ThAnduguinanislunislddninadonis
UFtRnuiguIa (nfluence) msnsesiiign
AoIRNUNOUUNEYBINALIBI (Legitimate) N3N
seyhiifFunumensiies (Representation)
ST INTININISIEieg (Alienation)
AMUNTEAesasulun1sIUIsIUNIeNSLE DY
(Active) siusiuamnufiufnansiiondy
fy (Activists) Tnarfunisnszvndidsedies
aguimaamm (Persistence continuum) A15L1
WidnInawmilon1sufUian15ve9519n13
(Bureaucratic actions) wagulyu1gansIsale
(Public policy) nsnseviiifinasiensiiiesly
seAUTA (National politics) kagn1sidingly

113

DISEISITNUNISDSSUNSSFAL

sedutiosiiu nsnsevimanisdles (Political
action) (Wiener, 1971)

Wail nsAnwuAgatuyadnaw
(Personality) ¥a4yAAAIZRARINGANTTHUIY
AuANeY U N1sdedula (Decision-Making)
WaTAINFADINITIUADIUNITAlNNe) Tnalaniy
Tuaaumsaimansidlesiiyanaaulalidneg
Dusaunisalvesiguransosunssanisiios
wazinnisiies Jaladnisldsuuuuves Big
Five Model %38 OCEAN laun 1) n15iasu
(Openness) NISULAAIATIINONAD
(Conscientiousness) n1sauladanieuen
(Extroversion) nseugesiiiula (Agreeableness)
wazauldifuaanisesual (Neuroticism)
(Sihag, 2021, pp. 35-52) FanAsIven1enis
a4 (political psychology) a5u1ewgFAnTTY
nsidendeveyanatuegiuyadnnin
(Personality) LLiﬂ@JﬂIﬁ] (Motivation) N15naau
LNAIMI9NISLeY (Socialization) @AM
WSEgNadaAL (Socio-Economic Status) wag
VirrLAR (Attitude) Sty ﬂﬁ?mélﬁaﬂﬁgﬂ (Voter)
%aﬁuagﬁuﬁﬁuzLﬁaaﬁuaawuﬂﬁaim’mﬂﬁ
dlesvarduiitedndulodenuieldiden
(Sihag, 2021) 8e4lsAMN NSHNTINNIAT
\as (Political Engagement) maaqﬂﬂaﬁuag
fudnung (Trait) vesyanaiddnuazasd
MADAT IR Qﬁé’ﬂwmzauiﬂ?%aﬂﬂauaﬂﬁLLua
IﬁuL%"]i'mmamil,ﬁaﬂuﬂumﬁQ’ﬁﬁé’ﬂwmzmi
wana AnugndesiuudliufiagfURnu

(%
Y]

AszLEdIAN (McCrare & Costa, 2008) A9y
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WaidedAgidnisAnuilunaisusun
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2019, pp. 1-20) LLmﬁmﬁ'mﬁ’UQﬂaﬂmw
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wazidoulusinag n1sUszidiuyadnaimn
(Personality Assessment) Jadunisusziy
Ifvarsuumisiifgafudnynzvesuyyd
(Human character) fisiufisainuaula
(Intention) 35An (Way of Thinking) wagn1s
UFEUSHUEBY (Interaction with others)
TngMAUN Bl TIB9TUAULDLAYN1TUTELEY
WEANTIY (Schuliz & Schultz, 2016)
9813l3AR1 Kavanagh (1995) 85une
11 msmanaldnanedudunilweinsidends
Ssurauazdunguinisnaianianisiiies
(Theory of political marketing) Tuuszine
ansgosnilaeniunszuIunIsnaInu Ly
nauNIsiles (Kotler, 1995, pp. 761-769)
nsnaanIensiiies (Political marketing) 1a
Wasusatiufinisuanisanvestinnisilo
L?;Jum’mauiwaq@ﬁ%wéaamﬁmLﬁaﬂﬁaﬁﬁﬁia
é’wmz;jaﬁm%’mﬁan@?& Usgingadasiu
Benda warmnuduiusaiuda (Ormrod,
Henneberg, & O'Shaughnessy, 2013) LU
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& Bergner, 2011) $31A4ANUTOUIVNINTEIBN
(Political Efficacy) o1ailansznumnanisilaiy
Svessnvudesnnenuudauidesiuly
AuLeY (Self-Confidence) Tunisuanseannig
wgfnssy uenand anmuseuineniaidios
iliiAnAusuingeunediay (Social
Responsibility) wazfigauAilunisuansoantie
ANFBINSYRNPY AgUin Anuavenialy
UszaunisainnsiewinliinAnwinseweniguy
WueuiAnduyana Armsouinissiies
(Political Efficacy) wazaiulingla (Trust)
(Capara et al., 2007, pp. 393-405)

Yoz Coppock & Green (2016, pp.
1044-1062) Sslduansmnuisiuiinisidends
(Voting) 1uAuaulluninsfissnnuidn
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fa peslafinnu azUlian madends (Voting)
\Hunrudsengd (Habit) ilunsdivanuadls
nensie AMunensdies nsidudiu
wilsvesdeau uazAuasentinluday ued
ddnyieluauuviesdunans Soavaneiuua
saflaugulvsifiauediiievianliduiives
Uszvnvu laglamigaugy Gen Y \intugag
WA 2523-2540 vidoo1gsEMing 24-41 TG
dhandunumluausnisdlesmnszduannds
Tu AU Gen Y WRauvhunansanmuwinden
welulaflmilulandeansuuuddva nslédu
Simansdununnsaansldilenianenis
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denda (Voting) I@EJLQW’]%M?L%@N;?QE:\TLLWN
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(Contextual and Environment Factors)
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(Ha, Kim, & Jo, 2013, pp. 511-532) ffatiu 113
Bendainnisidlosialussiuvesdunarlu
sefuUsEmAnIsegnsBeiingdosianudle
fadvSnavesdnuaruadnnmiuaulingda
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Lavdwsunsal Bastian, Jones, Moore,
& Roe (2017) adurgyadnnn (Personal
Trait) Jndudnuasiinaniannuuanenadn
ANAALAENANTINIINALBY dnume
UARNNNIINUER Snuauefininiedeaine
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suamﬂﬂaﬁLﬁmsﬁumﬂﬁw%wamaqmmﬁmLLaz
ngfnssu 89 Allpost (1961) saliilenuves
dnuwazyadnamindundsiuiedouluesdng
Yosdningduyaraiiiuendnuaiiazing
Uiusadhuannden dafu yadnamiady
NATIVBIYARATINERTDDNELTULUUATAR
N3LENIDBNNITHAL (Emotional Expansion)
LazdnvazveINgAnssNfiuans1aangdy
(Wang, Yong, & Jaitrong, 2021, pp. 117-157)
unuziingud] Big Five 130 Five Factor Model
(FFM) 1Jungufuusiszinnaeayndnnin
(Personality Trait) filnsWaiu1ann Goldberg
(1990, pp. 1216-1229) wag Costa & McCare
(1992, pp. 5-13) John & Seivastava (1999)
Iowusdnwazypdnnmesniu 5 dnvaliun
1) &nunizanladeneuen (Extroversion) 2)
anwazdugeniula (Agreeableness) 3) A3
WaRIANYNABY (Conscientiousness) 4) N3
fonsunilaifiung (Neuroticism) 5) N15Lla%y
(Openness) Youzieniuf Martineau (1958,
pp. 49-58) leadusmudAg uasanyazes
dryanwal (Symbolic) veswansine (Product)
\enssaunnmdnuwaidiuyana (Brand
Personality) JJuynvesesdusznounI
dnwaliielviguilanalsivensu (Perception)
Tunménwal way Gardner & Levy (1955, pp.
33-39) edueifisAnInwanualdyana
(Brand Personal) iunsingunsnmdnuaii
lafun1en1s (Nonfunctional Brand) T
Park, Jaworski, & Maclnnis (1986, pp. 135-
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145) adunganwuzyaanaIn (Personality
Trait) vaansazseuluduiifianwass (Symbolic)
andnwalidunirenisiludselovd
(Functional Benefit Brand)

Yuzifeatudl Azoulay & kapferer
(2003, pp. 143-155) aSursnInanual
ymAnAM (Brand Personality) 1dun1sasue
Lﬁ@iﬁﬁﬂﬁ]ﬁmﬂaLLazmiaam%'Usuaap:JU%Im
fifiranndneal (Brand) Aaker (1997, pp.
347-356) I9LAAIIUNUIYUDINTNEN Wa
yadnnimin tuyavesdnuuzyanad
wanseanlaglauusnmanualyadnainuus
ponduuinsnisin (Scale) loun 1) A
93913(Sincerity) 2) AUALGY (Excitement)
3) @ussauy (Competency) 4) fdusyaunisal
(Sophisticate) way 5) [Wuuds (Ruggedness)
slUfs Cantor & Mischel (1979, pp. 187-
205) IinausanuAdeluniseSuredansziu
Tudsla (Heuristic in Mind) wulAnn1siden
ﬁfﬂmsl,ﬁam%aﬂﬁqﬁwamwmaé’ﬂwmzsmﬁu
ypdnaw (Personality) Wudenseduludsle
‘Lﬁﬁﬁamélﬁaﬂﬁaﬁum%’auaLﬁmﬁ’uﬁaﬁm%’u
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e

Fondaitonsasnzuuudes (Voting) wiadn
TuSowesaussauy (Capacity) Avudodad
(Integrity) miw:iﬁ’] (Leadership) tazAdu
wlald (Empathy) istudsnseiuludslaves
ﬁ“ﬁm’éaamﬁm%aﬂ&g@ (Vote)
szt duS ST s wae
yAanAIMEnNslesiunINaNwaldIuYAAS
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