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Abstract

The widespread popularity of Nong Mhee Noey, the living mascot and brand ambassa-
dor of Butterbear, which has rapidly built and expanded its fan base both domestically and
internationally, has become a phenomenon that many brands and individuals are eager
to explore. According to the author’s study, Butterbear’s success stems from a strategy of
creating a five-dimensional communication experience as follows: (1) Mascot Marketing to

enhance brand value, (2) Storytelling to foster emotional connections through narrative,
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(3) Digital Public Relations and Marketing Public Relations (MPR) to build brand image via social
media, (4) Event & Collaboration to engage audiences and big brands in collaborative experi-
ences, and (5) Creating a Safe Zone Community to provide emotional support for the fandom.
Additionally, the author proposes recommendations for brands aiming to leverage mascots
to enhance brand awareness and cultivate a positive brand image for long-term success as
follows: 1. Prioritize the creative development of mascots with human-like characteristics that
align with social and cultural contexts, while establishing seamless emotional connections to
foster engagement and emotional value. 2. Focus on organizing diverse and captivating activi-
ties or events that keep audiences interested and engaged. 3. Implement an integrated social
media strategy utilizing Owned media, Paid media, and Earned media to effectively reach target
audiences and generate viral momentum rapidly.

Keywords : Butterbear, Mascot, Marketing Public Relations, Communication Experience
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301 93fn3 MsdeansuazmsiUABuLUAT vos Usglwita yiinniadey (2562) filsiosuneiasenags
nsdeansifioadiinisiasundas Biuneuniivin Fesende Spray and Pray g n1snszatedeya
ruvanmaneteanns laeieiBenguitmnoifuazldsudeyaunuinls asviliiiuunlilums
Wasuulasmsiug siauaf sidenginsailuioniu 1 THetusiniy

AT 4 NAIBIN1TAA Event AIAULAZ Big Brand 1#iXi&us9u (Event & Collaboration)

nsiiulnegasInsiveemiluefivenersnatslusazsessme nadanisdeansiiddy
Auususidudregnadiulidn fe nsdnnududniedainssuiiasuaynsadisnnusuilen
wisnies (Partner) My Big Brand tlea¥1ensivg aunuilnddn wazvenogiugndn Fedae
fsgamuaulalinguidmnenazauhludunddusuiuianssuvesiomiliug Tneunisaiis
Uszaunsalsaututesinusramdudadu venwdennnisldduvuauasiniesiuvesiasHlsyam
Fufananisausa fe nsldiiiu 160y Iénau waslddudaiuiennnty Wy msdnsu My Buttery
Birthday 2025 s 1uiuiiniioniiiue n1539A91U Fan Meeting “Butterbear’s 1st Fam Meeting : Adven-
ture Awaits!” uaznsiathudeusuynaudng “BUTTERY WORLD” Fuinainmusiuilefusening
Butterbear way Suding Asiedin Jawas Fuilefuusinduonutlanaraiios ity 5 asumisney
Tnedithvanesjadudiueuguuuunoniud Tndussmausntemiueriauilosiniemugin
oy WuniTnuasiivsraunmsnisuiuiulaialadfiuninvesiomnntusiunoudusin
“A Magical Journey to Our Buttery World” Tnemeluthuiistonn 7 %os uay 1 arusenls! wenan
dfinsdananssy Fan Meeting doaueadausnlusnadsema o dlesmunuds Ussmesu et
Uaned 2567 Falgsunisensuannmatussasumdl vievd uaswa. s mdudmauann

AW 4 911 My Buttery Birthday 2025
M : https://www.bangkokbiznews.com/lifestyle/judprakai/1184884
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AMSUNINTINTDINTAF19ANT DAY Big Brand N4 9) Fausd 2567 wusumtomiuetiuidu
wUsUATITin1sYhAusauile (Collaboration) U Big Brand t¥us uaun liiasdunusudunidu
Lﬂ%mﬂisﬁu %wuasmﬂ%a LAYS1UYUL Fegnau 7-Eleven, Babi Mild, Calpis Lacto, Converse,
GENTLEWOMAN, PIPATCHARA, SOURI, Zara wJudiu ‘vﬁau,ﬁl,m'aqﬁnsmﬂ%gaEJ'Nmivimﬁia’;Lwia
Uszelng (mnn.) lasinduladuiie Butterbear uag BeOnCloud wauawuey “guviufifuenluuas
Woaue” WILwaU anKlaieg “dadue” uag “enlu-alglne Tauadnml” dnuanwasue
wuuiliasuduiususuddassdulan mamuturudielneuuuanai Cute) evasaeli
HAULT AIANSEAUNISALNI-a319518ld 500 druuim (FORBES THAILAND, 2024)

MW 5 . Fademiiusnazeluiawauelvl
7111 : https://forbesthailand.com/news/travel/tat-new-campaign-butterbear-apo

uenanifluras® wa. 2568 uilugldifiun1s Collaboration AuBnMANBLUTURITY RAVIPA,
NaRaYa, CASETIFY, SABINA, KFC, MamyPoko uaw Samsung Jusiu wazdilafuiligimaudaudisiy
UszinAuazaraUsne iy finssAnansauanves Butterbear idesld iflotuil 19 - 20 wwweu 2568
i azvieuliiiufainnudiSaiiivinediseiilesvesiusudtomiiug

FannRasananieuwesin Collaboration Marketing fenisiiwusudduiiesufundnduimie
ursgiteuseloviinagsiasiuiu uastitevensgrugniilul 4 vieifteRsanuaulaainngugnaniiu
Tasnsihdelsiuieu (Strengths) Aflondnualianzivsiusaziusudesnulvidaia iledsienne
yosuususashududguuuul o vhdamAuiudnuususd (The Growth Master, 2025) daadenndes
fufuwwafnues Anderson (1995 §1adislu Kesi Widjajanti, 2015) lalsieddnanuliindugluuy
Benagniuasnisysamsssvintaesasiniosnniitu emiusiudefilunndumieunsdn
y03NszUILNIHAR fauin1sideidesiuluaufmsmaauazmsdnswiine sisil n1svi Collaboration
Marketing fuselewtl vidodafdenisvingsia Gsagulél 3 dewdn q @il (The Digital Tips, 2024)
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1. a5 uuusudilindu (Brand awareness) iilosfsustaziususiiu Collab fu druiignu
gnfuesaLes wazuusUAlvuTiassiImuUL Social Media lédi3a fazvinagAanamia Social Media
Wludae dadu nsiwusussne q daduladuiiorh Collaborative Marketing auffu goudalonia
inguithuungvesusdazuusudldhanuidniuuusuaniinueslulagdnluda

2.a579lon1@n1an1smaIalui ) (Brand conversion) N3 Collaborative Marketing ﬂﬂmﬂugﬂl,wu
yoamssmifuladandn il Saagfinmdnual aaealii way Story Aumnsndluainiin fedu 3
sngauszmeliguslnainauanls uazyiliiil Conversion iuduainund

3.naURToULUTUA a3199auds (Brand building) Mnuususvesnalignseuiiiulita uieids
gniumuedluniyuiilsirendf Collaborative Marketing azteiaiuunuanls uazshliigninandy
AU uazTIEINAll 4 uenanil ndsifutuidurninuesdululiied fazduns
as19gaudelifiunusudsg

HAINNTIAANEIAYAUNITATINUTEAUNTANIUNITIANINTTULAZATAS AU INLDAY Big
Brand dwaliikusuadomiliuglasulonanieniseainlug o warldveegiugnAmainraiensgs
Huitsan uasdiffnnuanniulunardusng:

A9 5 Meadeiunlaansaiadalaunusas (Safe zone community)

mniinsutuduegieid lefemaaiananentomiiue iietuluradaio-19 fadurisidau
wIgyiuaMueIsaLazaNnaduanladesousu nsusnamiiuivaendemdlavie “duiigale” 39
nanenfudssniu muvsusdemiluedimnuddaiivvadafomiug b udysnualniesunuus
Angy Humusnestemilithmafifisesduanla S0de5e gougu guiufing wioudsondany
fiuwan (Positive energy) Trkiuynau Wiaa,mmmiaiwwmuaaaaﬂamwaLﬂmwuwiwl,wawiim
Sumdl viendl waewa. IéTuAuUstumuguintu venaniimuwusudtiemiivedlintatinn
fdlefuuusud Buiind edtefv Jain Suflefuusdntutiosuslanaadlesiitu 5 asumisnou
Tnefithmnegafufuanugueuusennud  Tivaussaausndemiiiuednie nssaudives
wrludton (Fandom) tiasuiiiue Felllduitesnmenunguesiiifimiureuufuvindy uissaunso
W&umlﬂdmﬂﬂu‘umuﬁmaumilﬁmmmﬂﬂﬁﬁ’ml,avﬁ’ulﬁ FagtognsmeuiuuFnuuAdy deluil

“aii¥Fnaniq uinelfugeautiomiiuendaiandiadatunion veuguiidusestaliituusay”
(AneoutuuAlulnas Instagram)

“ypunmutiomilusitognssiiane iiazmodaserlsn uavutesisanguluniouldneniasns”
@ndaaulunguuviupgu)

“laifpsiunBumsrunidnuiiusey” (Advanced Biz Media, 2024)

“iiusFormuguuesdu wilos 1 o  wAgiissBufiienuguuda” (Advanced Biz Media, 2024)

visensaiftheTuainsendeves neum a3nd fuuszny wmdBemaiuaisauasssuulszam
foonuinadutstudossnuumstnm ‘mszanesivonuueging’ 41 fonsiou anoldud,
vdudushmivesiomiiue lalltmagmueins uiidunsenine (Geaawinl, 2568)

ndepnudsnandreiv asveuliduiominelidiewsinin uwidsdinadoaunmisluni
fifsnie mendlddussaidadesinauiifiousniitiesalayusimnulan uazanuien
suvoulud ‘domviluey’ Agndlifiundrinmnuiniifidefnamiiteusnliinedas
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unggianudisarasuusuatewmiiug
MnsAnw e wasdaesgiunngnsaifemiiuefinesvesiifou Anuinguaniy
d139909UUIUS Butterbear fla MsadUsvaunsaimsdeansita 5 4R fuiolui
| 1 Mascot Marketing ffunisifisgadlifunusud

2D
=3)
=)

2 M3FeasitesMaiANuynNTuHIUNISIENEe4 (Storytelling)

2D
3)

3 AMsUsEnduNusas A NN valiudelwdeaiiif (Digital Public Relations X MPR)
4 WagUeIN1397 Event AeAulag Big Brand Twilldausau (Event & Collaboration) wag

2D D
=) =)
2 Sp ). S

7 5 msassiufvaenseiiedalaunusdeu (Safe Zone Community)

Feazvioulmnuinnnulasiaionuduiavesiusun Butterbear lildAntulnavedey waun
PNANNRILE AUlElR kazN1SININaIsANARAsIeES19UsSTAUNSAISILAUMANUS AU AT Wewdl

R D
3)

wazwa. mslianudAnyiunisindluduasainsanusiuiledy Big Brand s 4 Litevenegiugnin
warnsiinswierhmnefidanurendwesusuduasinnunde Afesnsiutomiuelmniu
dydnwalviomunuuiinuas uasfdaiann il ICON wisanugy anUssmelveganaszma
uenwidlonnnatinsadesraunisainisdoasi 5 G findrandredu fideuiideiauenuy
dmsunusudifiosnsaisassisnanondusununusudifioainsnssuiuas mstiduson suld
dmafinnmdnuaifialiiunusudlussezenifiuia Sl
Llnnuddiunisadisassdvseimuanusninesvesnanonlidauduuyed (To Humanize
the mascot’s character) fypdnfiaeandosfiuuiurmsdsnuuasInusssu wazienlomsersual
wuuldsesreifoadnsnalidusiuuazaniAvniensual
INNTAIvILUTUAtRmTuY wulanenipwmiliuegnas1sliidin uaz3dnldnteine (Body
language) Tifuilumwannalunisdeansensual anuidn Adaou vililidesduuriuadusmlne
vierenAfaansainnumnedsidesusdesnsdeasldgniies
Snitedinmarmuayeanutolidrounarenliuansosnodvaenadesiuuiunmedsnuas Tausss
nafvsstiomiiue uwiaeiiidodidu Juu seudumasiaioglunssualumsudadteld udvasifoaiu
wiiidetons TAseGevos uasdanudeunu dnsluiveunnstund wovndl wa. waedl 1 Aourawy
Lﬁuﬂ'ﬁ%ﬁi’mﬂﬂ%ﬁﬁWUL‘-\]E)LLagié”la’lﬁlu Fovilvvnlneuazvnmmatureunasurluftomiimied
Wiingeuteunounuyeamiliug
uanINtMUIUAElFaud Ay funadeulewmnsorsuniuuulisesse fenisyyadn
arwaugu anuadtl elldlavestemiiue uazdnwyadnidlfetnsaios wu msttsoehadila
mslnanangliiindila msansdetunildvestiomiive Wusy viliuiueduidnauglaynadeiils
wulwe ARy SIvhAansI wardnaiemiiug dwmeulandanudesnviensuausadsesual
vosfaulugaiildosumssgn owndagiu feusandyemmeionludinusziiiu wasduuili
theidulsafuesunniu nqueuvaniitsiosnsitinfdavienuiivasndefimninannsaanddes
o1sual Auddn uazdesmsamasuMUATIliLINEAmMELTIsAaEA AT INTIRY ST T
sy nadeulesnsensunl (Emotional branding) Wsuanlufaunsssewiuusuduasduilnangs
\mang asAigenseRugnisiiduiumnsensusl (Emotional participation) ¥3en15a319AnAN1901540]
(Emotional value) silsinguthmunsasniduniiaausu fieamusdnin uniu wassndtuuusudaniy
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2. funsdnRanssuviednudfidamumanvansuasiigniauiinfinaa (To organize diverse and
engaging event)

wenwileannisiyimiomiliuefinindu Butterbear MaUTUAgaEinTInAanssuRga ALy
Aduinauaula Aennu wagdhaniiuszaunsalsiuiu lddnasdu msleddu nsde Fan Meet
MIAUAN MIEEAN MInUIuAn nMsdswanudamauauusunns saludanisivlaidalu
eI o Ingluusazan demilugaziimsusdinemeyaiinindniuSuuazsinaniasis 4 wu
yafDn gadeuiuiungwiu gdeuiunuainstud yddidwheimania Pride month udu iudnuils
gniau (Gimmick) Mvhlsiuniundunssiana Aosdu uazeniidiusiuduAanssuuagyinAouususs
Famuunduvesiemiiugegeseiios

3 Aenlddeluduailfsuuunannauia Owned media, Paid media uag Earned media 914l
Uszansanlunishdanguidmneuezaianszualisaldogssnida (To adopt an integrated use
of social media platforms)

51940 Owned media, Paid media uag Earned media Siafunnanetu nsdivosuusus Butter-
bear inslideluduaiiifieoiuusudifuiwouasmuguiednensilunisussuduiusaudi doms
LALAINTTUVBILUTUS FasolUl Facebook: Butterbear.th, Instagram: @butterbear.th, TikTok:
butterbear.th, YouTube: @Butterbear-th, LINE Official / LINE OpenChat, Website iag Platform
YBWUSUR dmSUUsEYEITLERA Y 1Ens uarAanssuvaelusus uenanadadimslinsinsiue
waziuiuuud Tudsnsdafaunatuas MV PIYATNFIUHUATY pondramEnwaiauLhin Al
wazdaiuildunugenldRnmuuariidusanegsaiies auame

wenwilean Owned media fiflnarnvanedesands mMausussilasunisneuuanaudivu
yeutipwmiiiug Faevende uys 531 Inglilaanetu vilindwenanaBunsyuaderuuazidu Top of
Mind vasfjausislunasuenussinaognasaiiios fagnatu magnyaiding Influencer / KOL aiikiu
Aulneuazaudy nslasunisyaiidlutng wu nesy nsevmgsia Inelideanlddielaenss n1siin
nyziahfanmsursrdutoniliueidiu K-pop/T-pop U TikTok, Twitter, IG n19a319nszuLa
Hashtag: #Butterbear #iomiliug Aurhufonadnetuos sudesnslisusietasis 9 Wu “Phenomenon
of the Year” uay “Best Brand Performance on Social Media” tJunislasuniseensuandsnulae
Ligedede \Hudu Fensliders 3 wuunaumaufuastiodiunsdnds Winlenalunsadrenssua
Ta%alifunusus Prwadeanuseideddunsieas wazaseanuindedelituusudlilussozen

UFTUIUNTH

naws uiasassd. (u.U.\.). Waandive Butterbear fuknurauy1alneuas 3. https://shorturl asia/SGFKX.

NIYIUT ALY, (2557). nﬁz;/zfiﬁfn75U53°z/757’1/w”uaiﬁéﬁ75&7577@775’%5&7’@177%/5?7yﬁfam’ﬁﬁ/adﬁmﬁﬁ
Inegwidivg $20a (umv) Tuwaituinganmaues, [MsfuairdassUyanuimsssnaum
Unudin aInedengaunml.
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