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Abstract

This research aimed to study the communication development and changes in issues and
media formats on online channels of ThaiHealth Section 9, and to examine target audience
opinions on online channels regarding the role of ThaiHealth Section 9 in promoting the health
and well-being of ten specific vulnerable populations, namely older persons, persons with
disabilities, the homeless, informal workers, migrant populations, ethnic minorities, LGBTQ+
individuals, prisoners, women affected by violence, and Muslims. A qualitative research methodology
was employed, comprising Media Content Analysis of the Curious People page, Nab Rao Duay
Khon page, and the Nab Rao Duay Khon radio program from 2020 to 2024, alongside Comment
Analysis from 2,078 high-engagement posts totaling 13,585 comments, and Keyword Analysis using
Ubersuggest. The findings revealed that Section 9’s communication evolved significantly from
individual storytelling toward structural and policy-oriented communication, particularly following
the COVID-19 pandemic. The most prevalent media format was static images combined with
Thought Leadership content, with the Expert persona being most frequently adopted, followed
by Helpful and Friendly personas, delivered primarily in a formal and serious tone. Hashtags
were found to perform four interlocking functions: agenda-setting, reframing, building collective
identity, and reflecting the collaborative strategy of partner networks. Audience opinions were
analyzed across three dimensions: health, health equity, and bias reduction. Comments on
health were the most numerous, with most recipients demonstrating Functional Health Literacy
by using the comment space to inquire about entitlements and exchange lived experiences.
Comments on health equity, although fewer in volume, reflected an advancement toward Critical
Health Literacy through rights claims and policy critique, while comments on bias reduction

signaled a reframing of vulnerable populations from objects of pity to bearers of human dignity.
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A notable phenomenon of Submerged Branding was identified, wherein audiences recalled
partner organization brands more readily than Section 9 as the primary supporter. Keyword
analysis revealed that culturally-rooted content generated the highest levels of engagement
and information-seeking behavior. These findings carry significant implications for health
communication policy and strategy, suggesting that Section 9 and similar health-promotion
organizations should strengthen organizational branding alongside partner content to address
the Submerged Branding effect, and adopt culturally-rooted communication that connects with
the lived realities of vulnerable populations as a core principle of content design, in order to
elevate health literacy and concretely reduce inequities in access to health rights and services.
Keywords: Health Communication, Vulnerable Populations, Media Content Analysis, Online

Social Listening, Health Literacy
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