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Abstract

The Research on “Symbol, Myth and Communication of the Nang Dan Parade Tradition in
Nakhon Si Thammarat Province” aimed to analyze the signification and aesthetic elements, and
the roles and duties of communication on cultural existence of the Nang Dan Parade Tradition in
Nakhon Si Thammarat Province, by means of field study and in-depth interview. According to the
research results, it was found that:

1)Signification and meanings of the Nang Dan Parade Tradition in Nakhon Si Thammarat
Province have been determined through symbols and myth of abundance consisting of the use
of iconographic symbols, the use of rules of association and intertextuality, the use of ritual codes.
2)Aesthetic elements for creativity of the Nang Dan Parade Tradition consist of the use of multiple
codes, implosion of meanings, value of light and shadow, aesthetics of dramatization aesthetics of
orderly disorder and aesthetics on harmonious relationship between content and emotions. 3)Roles
and duties of communication on cultural existence of the Nang Dan Parade Tradition According to
the research results, it was found that the communication has important roles and duties to pass
on knowledge and to tell stories of the Nang Dan Parade Tradition for cultural existence through
rites and shows such as the roles and duties of passing on the beliefs, communication on cultural
existence of the Nang Dan Parade Tradition, the creation of body of knowledge and passing on
of wisdoms, mobilization of community powers, entertainment, social organization, Thai cultural
and social reflection, and promotion of sustainable tourism.

Keywords: Signification, Myth, Aesthetic of communication, Nang Dan Parade Tradition
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Abstract

The objectives of this research were (1) to study factors affecting service quality of air oper-
ators of a government organization, and (2) to develop guidelines for improving service quality
for air operators of a government organization. A mixed research methodology was employed.
Quantitative research was conducted by using a survey. The research instrument was a ques-
tionnaire. The sample group consisted of 246 service customers. On the other hand, qualitative
research was conducted by using in-depth interviews. The key informants were 15 personnel
who were responsible for providing services and 5 executives of a government organization,
totaling 20 people. The data analysis for the quantitative research used frequency, percentage,
mean, standard deviation, multiple regression analysis, and the variation. For the qualitative
research, content analysis and descriptive analysis were used. The results were as follows:

1. From the study of the factors affecting customer satisfaction towards the service provided by
air operators of a government organization, it was found that the development needs of the service
quality in terms of ‘Empathy’ affected customer satisfaction towards the service provided by air
operators of a government organization, with statistical significance at the 0.05 level, The results
showed that affecting factors include understanding and knowing the customer (B = -0.24) with
a predictor between 33.5 and the variation (R2= 0.97) while other factors did not affect customer
satisfaction.

2. The guidelines for improving service quality for air operators of a government organization
were as follows: 2.1 Tangibles should be improved in terms of buildings and locations, facilities,
service staff, and cleanliness and safety; 2.2 Reliability should focus on speed and punctuality,
accuracy, security in customer data collection, and consistency in service; 2.3 Responsive should
exhibit the willingness to assist customers or service recipients, and has equality in providing
services to every individual customer; 2.4 Assurance should emphasize on the knowledge and
ability of personnel to ensure they possess an adequate level of knowledge and, thus, can inform
accurate information, the development of a good personality, and the creation of service stand-
ards; and 2.5 Empathy should focus on serving each customer with care and friendliness and
taking care of customers like relatives. In addition, service staff should have an understanding of
the problems and needs of customers.

Keywords: Service Quality, Air Operators

Q)



o

A8 AR AR IAL T 28 21TUT 1 (NAY - lEIE 2567)

unin

N1INBUIATUNINNNTLTNNTIAANNTNNATT (Public Sector Management Quality Award
. PMQA) iflunsaunisiiiwadanig fdnneuanznasuniaiamnszundismanisld iy
witeaflendnmilinsiaunssuumanstilssdnanmuazdeiu denndeiy NIATFIUAING LAY
WHUENBANAASNNIRBN WU TNT NG WA, 2556 — T1aqiiy daiuliuiassiusanis
Ufutlgeesdnnsatneranfunazatnssaiios m’aum@u%\i 7 A1 TUN1ILIMNILAT ALY
20989193 TALA N1911e9ANIT NNINLRWEgmaANans nsliaudAtyiudFunEnisuay
fdaulidauds n13dn nsirezinisdanisaang nssaiiuyaaing nasyadiuszuudimnas
waznadnENTAdune (§rineuanznssunis Wannszundeenie, 2558) aanniad
drineumniznssun st sTuLdfITng ﬁu”l,é’ﬁLﬂmw‘f@mmwmw?mﬁmmammﬁg yarhiyeang
fanaiiugmuAtaypansludunsFauuaznisiipanudi Ay fuypainsuazieiatie
wanliiuieAIAILAZ A NAAT 109 miu?miﬁwmﬂmﬂm@'ﬁlﬁ@mﬁ’]Lmzmmzﬁﬂﬁry@ﬂmﬁlq
si@mﬁﬂﬁmL@Wﬂ:@ﬂwﬁlﬂumﬁmmmﬁ IR AN HELALANENINIBINRIAUNIATIUAL
wiseNAINNTaNYAAININATTgUszanANe Ty untseRantsstuundnluilaqiiuges
dniinanm . Taefaanusjende Iypansnaigiinnisnunisitelssaed aid 1) Sannaniuileanin
(Professional) Haxg901 111991911 ma‘s{qm@ﬁquf fanulunu Lmzﬁﬂfnu;ﬁ@ﬁﬂium@ﬁ@ﬁ
AuledtiiR 2) JAvnsduuiungnd (International) 3) Ampauiflugaiuayu (Facilitator)
4) Lﬂuéﬁﬁmﬂﬂfﬁ'ﬂuuﬂm (Change Agent) (§113n91uUARLENTINAN3TINI1TNNTNALTRY, 2558,
14.2) Fari nsauIYAaINTluesAnsacTaLIaaun sRunesflsznay visetladadnAny 1
psLfauanysnlTuedng ieAelugesdnsuinisSediuiuanud ity uasdithng lunsaie
NAAMNIUATN IV UNLTTINATIR

mﬁm‘ﬁ*ﬂm\mﬁqLﬂu@mﬁuﬁ"lﬁu‘?mﬂmr;g’fﬁﬁmﬂummﬂ nelFniiniuguaeenedyin
armAuaznsznaaanatua futhilumslsinsundssmudnuasmaninetiu fidumsfeaiunig
FIIRARLAAN NI WLEEN AILIAN AUATNAINN aanuTliARAN AT uridwifiuas
grinnnsluanid MguEl anunenIsuAzAHuNNIAALAELEN e A iau%\iﬁmuﬁﬂéﬂimuﬁﬂiu
n9tiu duasuaulasnsialunistiu asuasunatmgnianisunngdlunstianniAuugriR e inada
Fupin Astuasimunieniunsmaninnsiiu siiumsuasindnem eusidsnsageansnisiu
a‘qu%\ﬂﬁmmﬁumwuﬁmmfﬂmmm“miﬁmmLfo’v’ﬁm’iﬁf LLﬂtﬁiﬁﬁﬂﬁﬁ‘iuﬂﬁﬂﬁﬂLMZQ"WTW%‘ILL
waznazeuliidulinuninsgueesnasineinia wazesdnisnisdunazauszudatlsving
Qg LWL&VLQQ’]Uﬂ@’]ﬂiﬂﬂiyﬂUJJMuﬁVlM@ﬂsLuﬂ’]ﬁ‘sLMUﬁ‘ﬂ’]i‘LLﬂﬂﬁ‘ﬂ]’]“ﬁu dreans uazgiinnisluainis
Lu@\imﬂuﬂmmmmmmuumummmium?mLuumumumq ‘I fiviid mmum@mmnu
Memmadaiden 5wzl pauay dudinganin eanvidediAomeniaunme widhuthg
LATEIINNTIWEINIA 2 KEL 81UENITLAZATENNIRALE LN 9eNA aedaTae
Juszaudalunisiu dugiuanulasadalunisiiu aauasumaiugmianisunnelunsil
2 nAL LR sy ﬁqﬁu@mmwmﬂﬁu?ﬁmi'ffmﬁmmz%’wﬁiy@ﬂwéﬂuﬂwéﬁLﬁuﬁ@mi‘nmmﬁm

ﬂfafﬂﬁu@m‘rﬂﬁgumuﬁq MndayanisdisaaninuAndiutesdiursnisdszaiienaes
B9ANINNABUNLIIN ;:Ja*uu?ma‘ﬁmmﬁmLﬁuu@z‘ﬂ’@LauﬂLLuzsluﬁlﬂwmmﬂﬁu?ﬂmmmLm:ﬂ“\ﬂu'
Iisunnuitonalaguanluidesesnslfisniseeesdng Tnaddlaianansoufdomldluunedou



=~

983N AANERTLIAY TR 28 aTUR 1 (NNTIAN - WENEI 2567)

TaganzausinunisuEnisdiniugianislueinia wndsladfinnsaniiunisdniouuimieng
Wanuaun s LN liusnsdusugvinnnslueniasallenadenalinanunanalazes
gFutsnisiinauaiansinas (annfunmAiansnisdunesinenis, 2560) A91il N19REWN

AunmnsliunisneluesdnsisianudiAnyedieds idesldfunislfudgauasinmn

q
'
3

oA L‘W@Wflﬂgﬁ'ﬂWﬂﬁu?rmmﬁﬂimwu dnanisuazgiinisluainia lieenadannin

U
'3

andayafildnanlideduinldiul gy ainsluasineddufiazdes EFunewamuwn

'
=

Frunnslinsiivainuans LATYNFBIMINAIINABINNT Lweﬁ%mmm‘lﬁﬁnﬂmwmﬂmﬂmm‘
IfaginufningIauaNeD ﬁﬁﬁﬂiuﬁmzﬁLﬂuqﬂmm‘ﬁ'ﬁﬁﬁﬁmuﬁmmiﬁmm@mmwmiaﬁmimw
Whusneeeesdng tdwa 1) nsldtinnsesaaneania (Equitable Service) 2) nsltiznnsacineiuman
(Timely Service) 3) N5l seeiaiieanea (Ample Service) 4) sl 3nnsetesaLies
(Continuous Service) 5) N17LALITN1988N9AUTN (Progressive Service) Tuasfnsuiiiasala
ﬁ@:ﬁﬂmLme\‘imiv"v’wm@mmwﬁwumﬂﬁﬁmizﬁwi”u;ﬁﬁﬁmﬂummﬂiumﬁﬂi%’ﬁl,mwﬁq

% L4
'Jﬁlqﬂ‘izﬂdﬂ‘llﬂdmiﬁnﬂ’]
A = o Ao ) > 9 a o o wo e o T
1. LW@ﬂﬂﬂqﬂQQHWNN@mﬂﬂmﬂqWmquﬂ’]?&lﬂuﬁ‘ﬂq?@qﬂﬁ\ﬂﬂ\lm’]ﬂqﬁqu@’]ﬂqﬂ"ﬂﬂ\i'ﬂ\iﬂﬂﬁ‘ﬁ\guu\iﬂuﬂ

al

2 delduumenisien A ndunsldtinsdmingriinislusiniAvesesdnsigusianiig
ANNAFIUMSINE
ANNABINIIWENWIADININAUNNTIRLENNS Anasarduianalaaasdlduinisduiugiiong

a

luanIA 19909ANIFFUNI

WuIARLAN R AT

1. AnNIWABNE LN unede nsiamnaunnnislitsnaiiunissslildnisansedu
AnNNMSLLENTT MauwaRanIaEsann miasa TperiuwsAniaaiugaunm msldiing nged
Lm@\m@mmmﬂmmwmﬁmma“um Parasuraman, Ziethaml & Berry (2013) ﬂmmwmﬁmm@ (Serwoe
quality) ifiasanifuuuniainseupquLiuntesesinsTgusimi ThmdnaesnsetuwAnlunsuil

1) annandugtlassumeaniatinis (Tangibles) sianefls euLimsfianunsndudadusadlsd
fnwnuznamaniilang Wi du sl iwdesile wazisiedddninnu anmuandeuuacnannusis
NsusenIBeeenIingIl UL wazianaissing o thedsenis pnuazetnuazpuiussidey
209471 muﬁqﬁﬁmﬁ;ﬁ Iﬁﬂﬂé’ﬁu%ﬁﬁmw%ﬂﬂumﬁﬁﬁmﬁ wazgnAansaiunwlidaian

2) mmmmmﬂ (Reliability) tsineifis mﬂwmmmmmmmLf;mmmmﬂfmummmummi
fineulviunignémnasedesiinnugnies manzan wazipauainaneiinisfudeyaze
gnAtuazamsntiunldldatnarnds Ininewiiasmesanislitinig wazansadoaurile
ﬂmmﬁﬁmﬁuqﬂﬁﬁwmmLﬁ;fl@

3) MsmaUduesgnén (Responsive) i Avmmadailupnasslaiiazdanmie
anén Taelianmsetnemnis IllfseAruusaiadesiinnunssigiefuiiugninudafiedugensy
Innsdaeinas aeuninfenisunldisniseeslidaziae

) naldaanaidlanigndn (Assurance) wanaie nstinnsannineAtipaaFeaa
mmmiumﬂﬁ%gmﬁlgﬂrﬁmﬁﬁﬂwﬂuﬂWiﬁﬁmumu@ummmﬁmmﬂmgﬂm”wme
TR anansainlignénfnanuideie wadiindaenfuaiennadidladngninldsusinasia

©,



-

278 MAAanTUIVIAY

o

U9 28 a1TUN 1 (HNTIAN - W8I 2567)

5) naudnlauariangnAn (Empathy) uunede wilnaunldusnisgnAnusiazaason
Ao lalduazlianuiduiuestazguagnAifFauiaieuny i wazuisioyatioans
pine 7 WiFLN9IL ANHANFBINTIBIgNAIUGAAZIIEH AN ULATANLANANN LT
T iduwuanianisliisnisgnAusiazselunisa¥eanuianala

2. aruanalalugunimnisliuinisaesyaainssdunisusnisdmiugvinnisluenieluy
© o ' < v o Y Yo a 4 o = v a .
avAnsfgurienils nefidelMiuusAnfeaiuauionelalugnuninnislitinis 2es Millet (1954,
p. 397) NNANUUANIALWIIAA TUNNTIAE Usenausag

1) nsliusNseEingananiA (Equitable Service) MuNEAe AN RA59TN NI
184NN UARNIIAUNNAUIITENiY AaiuldEnimnauasldfunisUfiRetraiunieniu 1)
a 1 = o Y a Y a Yar a oA ‘dl 3| ‘ﬂl £
Answdeueniafiulunisliinag glduinimneavazldfunsdfulugusnduiaanyanadild
N msgunsliLENaReail

Y a ' o . . = a [ | t%

2) nsldiLFnsetneiunan (Timely Service) unene Tun13U3NNTaFaIN@991N13 L3
1IN9anansnurazfingnsaean fnlaiinismssnaaviandanisainannuladnaelaliungldisnig

3) N7LHLTN7RE N NEane (Ample Service) MN8N NNFLHLTNNTANEN TS HRINAN U
nslELTNNT wazanuiliL3nnseeamunzan (The right quantity at the geographical) 4 Millet
WiNdNANNENENNA YiFanTRsaana il AN rHneae g RANuanns lHLFN NN L eane way

tﬂl :’/ 4#' Y a % 1 a v a é/ 1 Y a
an s liEnsai e ldyfsssulmAnauwngldisnig

4) n19lu3nnsesinasaLilad (Continuous Service) N8 N3 lLENNTa1 310U Ul
agvanane Inetindslemivesanssaziiunan tdlddnanunalazasaasnsilfusnisdnasli
wisangaLsNaialails

5) A3LELINN90L9R9MIEN (Progressive Service) NNED N3 LHLFNNE151700eN T
netFudgeamunn uazkan1sUfimeu nanagntiauil Aeniaiindss@nininiTanuaINIg
ldl o £ dl U g £ o 1 a
A lannntulae My iwensvinns

AsENNeTa

TaA9 LBANTUN (2562) NIN13IAeE LﬁfﬂﬁﬂmﬂQWNWQWfaIfam@qﬂizﬁﬁmuﬁi@@mmwmﬂﬁ‘]ﬁmi
204199WENLNATIYT Senanside wudnlszanrudszauniniveanalasiannininnisliuinisues
Taanenunasuyanansanat lusyauuan Flefiansainfusediu T punsdlagFuLEng
autnideiialdandda dnedauiniian sevaeundadunnsldaanuiulandfiu
1Fn19 AruAnNiduglsssnesnsnig druandnlanasiiuanwiulag funsnisuay
ANUNNTABLAUBNABNFULENT ATNAIAL Han1snfFauausTAUANNNIWe lazaslsy g usa
AN IRLTN 919N LUNas YT AuunaNadudauyAAs W9 Ussanguilsva
mmﬁ\iwa%ﬁi@@mm‘wmﬂﬁu?mimaq‘ﬂiqwmm@ﬁuﬁ'ﬁliﬂLLmrwmﬁu

AR LUUMSEIRE

n193aides “WUIMNNIIRRWIAMAINAUN LT sdmTuinnnslueniAeseddngdy
Wit TN B UR AR Iz TdE e Bunniuazn e VI9ARLNIN (Mixed-Method
Research) Iaguilali 3 sea P!



=~

983N AANERTLIAY TR 28 aTUR 1 (NNTIAN - WENEI 2567)

syeizi 1 NNIITETIADININ ﬂﬂmmﬂml,@ﬂmmanu WWIRA N1E)4]) e ANIBNANINNITING
131 913813 ummmm’mmmiwmmmmnuLmeqmimqwmﬁmmw antusunIg
Funenli@edn (Indepth Interview) avndszifusmaaziBen mmnummmwmimmﬂu
wiaeu InadunenliuyAainssunisuIngg Jusuls mega\ummi‘lu@mﬂﬁgumum
NANAY 5 AU ifm%\aéu 15 AL FNA=ILULAARaR (Face- to-Face) taalduuudunnsaiuuy
m‘llmmm (Semi-structured Selection Interwew)

T 2 nFAEdeLfsnng Dumsihuadlfannnisisuszezd 1 undnmn Tnsfnmmeaz@aaitaiy
WHIAR N5 {Heun anienanseRTINNg #1901 915817 UnARNTNSITINsTiREateaiy
AUNINYBIBIANT waztNadsEaNszesd 1 wnlsznaunsa¥renuunia suLLAeLnLTY
AFNUUUNIATIFULTENIUAN 5 AL Lﬁ'ﬂmummxﬁummﬁmmﬂum?ﬁmm@mmw
ﬁmmw’?mm@zmmﬁqwe%mmﬁ‘ﬁﬁmﬂummﬁﬁmi%u?mimﬂmﬁm%ﬂumﬁﬁi@ﬁm
mmﬁw‘i’uﬁ’mmﬂ@fﬁ“ﬂﬁmN@ﬁumﬁ?u?mﬁ?zﬁwé”ur:;ﬁ']mﬂummﬁm@\‘ifa\m’ﬂﬁgl,l,ﬁwﬁq
Trafiudeyaaingfusnig Useanns Aa éjmﬁ*uu?mﬂummmmmﬁmﬁ*ﬁwwﬁﬂm@u
1 1A9W AU 600 AU mﬂf-i’]mw:im?“uu??mimalﬂ'lmﬂumuLﬁ@u Taeiade 30 Ausedy
Tnemiuanndudfjifsanis Ae 20 Jusieibiou FouasfifiniuiEninede 600 Auseidew Mdeya
114@@14‘1‘71'Lﬁuﬁﬂgazﬁm?mmﬁﬁmﬂwﬁﬂ mg'uﬁmh\ﬂun’wa‘?ﬁﬂﬁ%@ﬁﬂﬁﬁﬂié’ﬁmummjmﬁq@mq
Tneldm1971981989994 Krejcie and Morgan t seFUANNNIE RS 95% UAYSYALANANARTALARRL
5% Taedsnnslannaeangusiaatiailunisgusiaatneetneineg (Simple Random Sampling)
1mﬂﬂum@mqmmu 246 AU ‘Emmamwimmﬂm@mmqmqmLmumumu unmnviteyalneldans
Tfun mmmm An¥ataz ALRAE mummmummmu WATNNTILATITTDAD BN A

azaed 3 NMIANTIANIN Lﬂumimm@ﬂmmnmmqmvﬂm 2 1Ane Tnanismazit
‘1‘71'Lﬂwﬂ’mﬂ@Lﬁ@l%ﬂmmmqmﬁﬁwm@mm‘wé’mma"lﬁu‘%ﬂwé’m%uéﬁﬁﬂﬁ?’lummmmmﬁﬂ?
i”ml,viwﬁa wazyinN193aelALNNIANNHOIENAN (Indepth Interview) HAd8AzINNIIABNNEGN
mum@ummmfan 1A12A4 (Purposive Sampling) mﬂi”ﬂ@umammwmmmﬁvmumLL@vrmunmwm
mﬂmimmwm AU 5 918 ANHUNNIANNEILUULENEN LW@’&Nﬂ’WHMNU‘JM’W??wﬂU@QLL@V
ivm‘uﬂm\mumummmmmimuumu‘fﬂummiwﬁumummnimum‘m'a*ma‘wlummiﬂimwu
NN ﬁﬂﬁguﬁwﬁq Imﬁﬂizlﬁuﬁummﬁm:ﬁﬂL'ﬁ'mﬁuLLuqmqiuﬂﬁiﬁmm@mmwmiu?mﬂu
WU zim%‘umﬁmm:ﬁ*ﬁ@g@ﬁiﬁ@ﬁﬂm@ﬁmmmimﬁLmﬁzﬁé’qmmﬁmﬂzﬁtﬁ@m (Content Analysis)

fgUnamsIae
1. msaeLadLTHI

1.1 m@miz%ﬂw-ameﬂummmﬂ@;urﬁTq'aﬂ'ﬁWT"\mm 246 Au gaulunifluwan faeay
52.40 Hiaaengsendng 21-30 T Andlufenas 45.90 uazsrazinanlunisdfjimem 1-5 U Anduiesas
44.30

1.2 pndasmslumeiaun annwlunislfiiinisresesinafgurioi taafisafuid
pdasmsluneiauanniiga 18w melianuulaurignan (Assurance) (X BAR =4.18) da
ﬂi:Lﬁu?{ﬁﬁthaﬁ'ﬂﬁﬂﬂﬁqmﬁﬂ ANLdeTe (Reliability) ( X BAR = 4.18) waingnalsinuluningau
HausiasnislunisiaunAunnes luseAunIn (X BAR = 4.11)

©,



-

278 MAAanTUIVIAY

o

U9 28 a1TUN 1 (HNTIAN - W8I 2567)

1.3 mmﬁm@’lﬂwmr:lim@uLLuumumuﬁﬁm@@mmwmﬂﬁu?mmmmrﬁi’ﬁ*gmwﬁqim
A manipnuEanelalussduties TaadAeaswiniy (X BAR = 1.89) TneilsvifuiifiAnmanu
welagegeldun nslfinsethaanane Gefvaglusziupanunelaitios (X BAR = 1.96)
m’auﬂa‘:lﬁu‘ﬁ'ﬁmmmwai@ﬁ@ﬂ‘ﬁ'qmﬁ@ nsldisnasatinsaiies agluszAunalatiag
(X BAR = 1.83) anNaanssanang wanalimiulfdniandn 'a\‘iﬁﬂﬁgLLﬁqﬁfﬁqm']mﬂwﬁﬂ’mﬂ’Nrﬁi@Lﬁm

1.4 nsFnuniladefidanasieninufianelasasdldisnisdmiugvanasluania
m@qmﬁﬂﬁﬂumwﬁq WL ANNEBINIRELNATUNINNANILENNT AunisdnlawazFangninduasie
puanalamesgldiznisdmiugiinisluainia ﬁnfmmﬁnﬁgumuﬁq athailTadFymeatinnsiL
0.05 uflafefifiuatlsznaudaaniadlauaznisiingnin (B = -0.24) lnaanansanennandl frnfenas
33.5 ANAuLlarAND auAUWUE (R= 0.96) ANAMNLLSEL (R2= 0.97) ArAuuL sl U d
(Adjust R2= 0.98) LazAdulszana (Beta= 0.53) dauiladuduau y Iidenariannuianala
SN TR RE et 7 lAun ausean s AmunINLIEN9F WA NI ugLa9sNaeINTs
133 fruannuniniede ANUNIIABLAUEFRgNAN meé”mmﬂﬁmmﬁﬂ@Lngﬂé’ﬂ Tddsnasiamnan
fanalavesdldiiin1eesesdnaiguriavile

2.MIRETIAUNIN
ANt LINIITuAININaeINs ILENMsdmnFuEManTsluen A AuyAaINsinuNgLENNg

HLTN1992A LR LLmﬁ‘}“uﬁﬂwﬂumﬁﬂﬁgwwﬁq Tnelduuudunealuunidasaa¥
(Semi-structured Selection Interview) 78484 ﬁnﬁgumuﬁq Tuuamelunisliuinisetedinounin
Favam 5 Fusiads

2.1 Anilugils99u989n191303 (Tangibles) Ag AaRanunIndudes Neaiu wavdusald
anxnsautiveanidullszinnsng (EE!

1) FUBNANTLAZADUT Arrazrznavllgnasnumie i areed1iineu
gunsnidnAdldane nsasasazaanatng il Location 1 Google Map gnunsadusldieuaziusiugi
neneunuiienasuaslnsareesenmslaifuden msmnussenesanuiiililletnaannes

2) AugnInidnuleAINATAIN mm:ﬂa‘zﬂ@uiﬂé’qmqﬂm‘mﬁﬁ?mﬁwm I
fiviuaste Hhelsznna doydnunibing 7 lenans wHusiy Fani aruaensn qunsafldlunnslisns
uaz n1sdeasdiaunden el uazldenl fasedissAnanm

3) ArugluIng Q’ﬁ‘lﬁ’u’?ﬁmw‘?\@wﬁmmnﬂmMqu‘ﬁ'ﬁwﬁﬁﬁlL‘ﬁlmﬁ”‘u
nsliuEnnmngduuumsusenalignin pazenn Baufes dauouniinawnaInese
Audane uaziaanhidede Sypannndiauazwihauu laevieglue ldasnidwnasdesd
ypannmingesfiasliiinisnaennan tuuduuasla waanlwianzinile Wideaise tnudead
e lunsuasanagang visedeyasing jiﬁmimfu% Tnaanzdayasuanulasasie winawipoug
ATINAILNTD ATy TuEessing o

4) AuANATeIALazANLanndt AN19N1AINATEIATBIBIAT
gunsaidinausng o Wigaren Tuduaznienldamiane Wieaad A laensuseiinua
nindaueadunldiinig lunsdlifsmeanisaigniausinge wazsauiannlaanianiasig
21@9e1niTe wazANlaandaluniaivdeyasing o mmé’ﬁm’lﬂﬁﬁm?

2.2 Auindeie (Reliability) ﬁ@?ﬁ‘\iﬁlﬁm%mﬁ@%m%mméﬁm%ﬂﬁmi ﬁﬁlqmmmmﬂ@@n
ulflulsndusaselii



=~

983N AANERTLIAY TR 28 aTUR 1 (NNTIAN - WENEI 2567)

1) Mansssiainan ArsazdnniEnsanananiilinafuaznsesanaiaud
sryvizaudaliiuduniunEnimeny LL@‘”mmmﬁgummﬂummﬂmmmL'am‘wmvmm 1énana
feludasnanlunsldusnsdn nmensfeduludasnanfinzas mads uazasdldasen

2) Amugniesmanzan assazfimslsuiniefiduldaamnagu usiugn gnies
Lmemmuﬁ’uLqmﬁﬁwumngml,uwm 7 lunslinEnig Anasinanendndneilugluuy
5119 7 TARE NN ZANLAZ AN TR LZIN Ianiinmnignies nadlipssnuazaanafesiuniy
ARINITUBNENITULEFNNS LL@xw%wﬁq:LLﬁ’ﬁﬂ;Mﬂﬁé@Jﬁuu‘?ma‘ﬁfmmwLﬁzﬂ,@

3) Autlaendielunisivdeys saziinaivdeyatesgnituazaiunsaiiiu
Wlkethemnda ssuuniafodeyadaanudaenie Taiflvauasldarananideyaaindidann
fildReaniyldatedulding

4) AanasianaluniI3nng Tudrazunldudnnsinss naslisnisfisan
mmmummgmfaf;iwmj%mm Saaunsnafuarlezivla mosindeie wazanimelaliiigniy
wisaFuLEngle wazamadnanelunsEnig

2.3 nMamauauesgnAn (Responsive) Tugmavngsuninag sitamiaasuiivaudiilunig
THUFNN9AUFNG ] mimmumﬁi@Qﬂﬁwﬁ?@tim%’uu?mi&ulﬁuﬁm?’]ﬁtymﬁuﬁu?{%é’whm%q
TR A NTianela wazansziivlalignAnlAduimaaiu fearnnsdunisal a1anen
agteensniiludieyadndnyldmasellil

1) mi%ﬁmmé’?\ﬂ@ﬁ%mﬂmﬁ@@uﬂﬁw?ﬂém%uu?mi g T ssieenavinmne
afaruazrasudsaapdeuluaninisseda uazdnmgnindnaaunssieielu aeunnu
gnAnlvinaunedeyasing o Ineviuniule

2) pasazdmsldiuinaefivinfen i iunnaufiunldsnng Lienufjifignan
viselsianalneviananeuunuetiy uazquagnimnvinudasanaiufinssznadesundn
lumsaunia mﬂmﬂmmmﬂmnmmmLL@”’Lmumim'ﬂuaumfaﬂm@mLfsm

2.4 mslfprusiulaurgnn (Assurance) mimwmmmﬂuu wazprusilafiudly
AvdAnyBnvileteiliinaauesdng uenwiaannniniEnimieduiu ] U mmmqmmuu‘lﬂ
urignénanunsndaelsfesdnsiiteidaauazanunmniagagninliinnniudag Fannsa¥iapenuu
Talumslssnsunignéndu ageenundudlssdldaail

1) ATUAINTAITNAINITD Wﬁmm‘ﬁ'ﬁmwi’mmmmmiumﬂﬁ%’@umn

al

b

£

¥ o £ % v a -ﬂl A =] o v nl/ ! % Vo a dld
gnsies annnsavinliignAniinanuidens uazianUaeasiuaieasniiuladngninlasusEnisia gl
Uin9azsiaeuanadierinezaug avuasnsalunisliuinig ldnsfnsedesnsniszdnsnmn
wazliannduladnfiuisnisasldfuiinimangs dannuiacnaiunsnlunisdifeuisnig

o o o = a
niuNATauatinallsEAnanIn

al

o = o S a ala co o ealal

2) FUYARNNN NIIANTNUAYARNANTR HNyEdduiusng navaues
ANINARINNITBEFLLENNIHILANANN Ynas Ansenunsanniia Saenduwaudden Hlussanmiiuiues
Y o v a SJdI a = !; = 3| a Y oa A Y a = Aﬂl a
Fanliinesidau a3l Sinla waranuduiinsesdufifinasliisnis davntensuazgasm
1095 1113n19 TaifinaFn

3) Aummsgulunislininag nsiesAnstiulindnisziudnaiunsndeney
UFnsAUAINLAEFULENTL wazfasudanInggIusng ) 2e9anunUENNg nefudlsein
AFULENN781A9 TR AN RGN o InnedlriuaniaaelaEy

2.5 nmadinlauaziangndn (Empathy) nasudinla wivanwiula waziangndnsannenaia

a1119011N193nA1gN AT AndnsneaziBensine 9 e Tuniin ging ddes AnusieenIITeIgnA

@



o

A8 AR AR IAL T 28 21TUT 1 (NAY - lEIE 2567)

funsuansliviudsanuldlalunmeazigandn < dos o 209gnin nsUrfsegnAnluyinuesds
azilunisaenanivanlasiagni vinlignAfinanimedu Awldangla aruazaanla
= o v | Ao gy, = - P o -
Auanalawazautlsziula 1iduatnamvinlidinansansdnslunatadu Gelunisdunimsn
anunsnagieanunlasall
% ] % % 243 ‘ﬂldl ¥ a % 1 %

1) Anungienlaldgnen iWnthnnliuinisgnAusiazsesasannienlald
waglpuiiuiuestarguagnAiFauaiouy faneausasnissesgnALsazsed
ANIHEULAZANLANGSTLLNNIEeY fasdaruatnsalunisguaenlalddiuiisnissnuaaiy
FRININLANANTIDIEFULTNTUARALD LN AN

2) ArumpNinlagnAn AaaNaNITnlunNIsABUILAaTiaAHdla
AaFeNsTBegnANFRLiLLEN mmmmmmmﬂ@iuﬂmm AYNFEINT AYNALETYL Bn9nd
AN uaznIINTSTUARSENN NTNARY naleatnadn ielfdnladhvsnauasssdud
sasnisurily anuinansivla Ae nisguatenlaldgndn iaanaulatugndn sautediaoaudnlalu
ANINEBINIIUBIGNANTUANANTUANNLEUN

afUsanamsiag
1. ﬁ@qmwuwam'aﬂmmwmumﬂuusmsmmuwmms“lummﬁmmmﬂmsﬁumnuq
annsAnEIAasaInslunsiE LA nnsIELEN e VN 5 gnu laun
mum 1) ﬂfmmﬂmﬂﬁiimmmimmi (Tanglbles) mu‘w 2) m’mmmma (Reliability)
muw 3) ma‘mumu@mnm (Responsive) RN 4) ﬂﬁﬂummuu‘huﬂmm (Assurance) Lay
Faud 5) nadinlauasiangndn (Empathy) wudh frunnsdilanaziingniniluasiepniaitimela
o35 MLFN19d mFuganasluenie m@qmﬁnﬁwﬁ\mﬁq attdnryneadAszAU 0.05
Gﬁ\immmmmswwmﬂmmwmm?muma‘mﬂ@LmemﬂWmmmmmwuﬂumﬂmmmu
Aritanelasesdldiiing uasidefiarsandeyariais ssinsnnudesnisianamnIwLENTg
numquw'aslﬁmmt;ﬂmmmiuuumm@ﬂu@mﬂmmmm’m nanape §lLdsn1siAusienIg il
NMINEUIANINLENT W AUNIN wazdanuianalasanisldiusniseglussiutas e
AdipnuduednsBsimisanuasfessaimunnisliusnmslfaenadesiuanuieanisaed 4
L3nnamnLiunaesesdnafifesliuinisuidvianisluenalasiani daganadesrty
Parasuraman, Ziethaml! & Berry (2013) finanadn mm?'mmmﬁqw‘ﬂwm@%ﬁm@ﬁu ANTWAUINIT b
Uinnsiaenadesiunudosnisesdidiing
2. WUANNMENAIUIAMNINATUMS LALTMS ﬁ’m%’ué’v’hms’lummﬁmamaﬁmé’guﬁwﬁa
1) N9L3NsuULgassn annisdunimalfisug Tadeagidiuuamieniswamunnisli
tsnnsuuuiugiassy a?wi?uéﬁﬁmﬂummmmmﬁnﬁgmwﬁqﬁu @mﬂﬁWﬂW?U?ﬂ’]i&W%ﬁ‘ﬂx‘lﬂ%ﬂﬂU
ugae mMsSmsfiannsasugedtd lidasdulufuenasuazansd AugLnInignuAINAZAIN

prulisn1ssuanazatanazaNlasniy Taaaiunsndedslaain ofisdes nazHan

'
= al

(2558) LL@ﬂ@’VJ(J’m’]‘J'SLWLIi‘ﬂWiLﬂuﬂ@ﬂi‘i‘Nﬂ’]ﬁ‘ﬂﬁ‘vV}’]LL@Wﬂ’]?ﬂ{]‘U[ﬂ‘V] r:’ﬂmmmmmmwmm@u@

al
%

A8l LLavmmummummwmLﬂummiummwwummummm@uml,w'amu'aqmmmmﬂmm“
a¥repnuianalaliungfuisnisessiuniule @ﬂwmmmmﬂummsumiwgﬂmm@
FiamLd ﬁuﬁuﬁmumvﬁmiﬁmﬂLL@”Lﬂua'qﬁ'Lﬁ@MtUzﬁ@’]ﬂé’d’]ﬂLLﬁiﬂ’]m%@ﬂ’mﬁuﬁ sana latame
(2558) ’L&mmqm mmmwmﬂummi Ag mimu@mmawmmmmammm%iummm
mmmmmmimmu AN Lmemuwﬂmﬂm Lwamﬂﬁlmnmmwﬂ@mm e Beudlennis
13nNsanAsTiAnamaneieus BN fuRsTlEFULEN93e mmmﬂmummwummmmmm



=~

983N AANERTLIAY TR 28 aTUR 1 (NNTIAN - WENEI 2567)

agyililasuanunalalunisuan gnAnaziinacinanulseivlagegn MnliFanAuAAuRun
angliluazagrinlimiianisuensellfiauianusaddamladfuusnisiudeandinaiauungldas
a ey | ' o | a \ o= S Ay A a e
Anarufanlinala lhdssivlawazacldifinnisuense dvenraflunadeiliddiuswnle o
agn ALY
2) ANNUEeNe TANNUTeTeeIANIaNNIndRuaslssiulda nAININTRINIg
T9u3ng mmma?mmLmvﬂivmumwmmemmﬂmmmwmﬂummﬂmmu NN9AIIFBIIAT
ANgNAavuNzanANlaendalunsiudayas ﬁnqmﬂmm@mmmwuummmmm\ﬂm
an Asenaef wduAszsmi (2553) ldnanadn Uinng vanede Aeitlailiaususedldl fuanduded
ldnnes dudaiidenaaneldetnesamia vnsifistuannisdfifvesd liusnising
daneunsusnisulldediunsnie visegndn ialdusniatii - lneiuivizeneluszazinanineuasyiug
nnslLsNg
3) NMINALAUDIGNAT N9FRLANBSFBgNAMTRNNNFULENstuAd Aty uiuias
fatasa¥emnnudioiu anuienala wazaudseivlaligndnlfiduwmaantiu annisseeuns
arnmnagtuagenuidu o 1491 nisneuauessagnAnludnu AvumslanazdaamangnAn
4 Yy o a = 2 a s = > o A ¥ a = Y any
WragunFuLEng wazdinnsliuinisimindenldiunnaununldiinig deainnsndisdelsann
nsAnHeLAseiNaadasssll Millet (1954, p. 13) nanqdn Whuuned1AyIe9n19UINIg Ae
nisafieaunanalalunisliuinisansnsizundszanan Inadndnuaziuanig
AB NI ILENNsRENLEANENIA UNNBDY ANNYRSITHIWNTLTMSUNIATTAN g IARTd ALY NAL
winieuiy deiudssaaunaualdiunisdjifetavinfianiu Milet Windd avNanenia
A 1 s v o ¥ a o d‘ z// Aﬂl U
wranigmsesanatazlifiauuniaay frlsuaunsliuTnsldiesnawazan NN 1
1sn1sai e laigfsssnliifnaunngiuisnig nisliuinisadieseiies wunaie nisldusnag
dl ' 1 =< Ly [ % I 1 =R
arsnsuriiiulidetsadnane Tnstialscloninasansisuziiunan lalddanaunalases
WU LENg Usens laedne (2556) Tananadn AnsnmnnsliiiEnig (Service Quality) wianadia
ANANNIO IUNNIABLAUBIAINABINNITRIFINA ITLTN s AN BB N s uRednAtyganas
a519ANHLANGNTesgIna iwmtandguiiuld nssuanmninnslitsnisinsaiuaauaAnds
Yo a [~1 tal 4#' % o Yo a v Yo QI lﬂ‘ £% lﬂl Yo a = k%
1e93uLEnaiudsnsiesnseyin giunnisasnaladliudansesnis Wediuisnisiiaanusednis
dldl Yo a % dl % o % o Ce % 1 U
o AnUANGFULENNsFaeng warlugluuunfesnisuaiiania anasysunine (2560) lananadn
ARININNNTILENNS MNNBTa RanssuvzanisdJuRNHNsneLauesianuFeINII1eegFLLETNNS
Tnanss Tearlljdniusseudadliinisuaz{ldisnis maenauiinnaniienela avuilseiivla
Tumsunisudeantasusinisluuda Tneanunindnlianneausienis vieauepAndaaesgisnig
gnAsuauesnIndaniesle Tneillanauaandsaasdiuisnisuanndanisfuinadinislduznisds
T wLazIlan135 Ui VNAUMTaIRLUNE1ANAIANIIR LR INN9 LT LETNN9H AN
WINAUNINGZALIR
4) nslaonnulanngndn annisAnnresdidn arnnsnadlnananesnisli
ANdulanignAnlataanunisliuinisluduyadnainaesniinauliusnisuazsnu
NIMIFIUNITUINIT TensuFnaslusesdnuilainisna¥acuieanelasianistsnasls was
ANNNIDAUTUAIN NN IRLENG AaAARBIALNAT WWENN (2562) 83LH90 ATUNIWTBINISLH
a | QI d‘ o o [ a %’/ 3 a =3 dJ v DI/ YV o v 9./://
wnaiudendrdryladniinsiussiluidnisdssmlafinin aanisairsannudulaliiugnAn e
misenuazsieslitinig Inedfimsedldinnduetammupaneands uaziinnsgnlunislisnng



o

A8 AR AR IAL T 28 21TUT 1 (NAY - lEIE 2567)

5) madlauaziangndn aannisdnmnudn nadnlauazidngnAnidoudnAny uatined
seAnlavesgnin Seanansneftmanamsinelulsnduiiliin nnsguaieniald uazn19gangnAn
aansadnaunnmsifEnsuanfnanieme lulanisliusmsle Taauanisinenusiduil
anunsneRlmeiainldainanidseniasdesesntynn fungnan (2558) Ténanadn
anunmnislfusmadutiadedidnylumesniivnuiasinldgldusnnfannuione lauas
'Wluﬂﬁ‘].lﬁ\lW%U'i.l?‘ﬂ’)ﬁ‘%’)%ﬁﬂ’]i‘u?ﬂ’]ﬁﬁﬂdﬁlﬁ\iﬁ/‘]_lﬂ’l’]ﬁ\lﬁ@x‘m’]ﬂ’ad@‘ﬂﬁ’] Aadldla wavdiulgeli
To’w’mﬁma‘ﬂﬁu@ﬂwﬁimﬁm

UFTRUIUNTH

frnwa latiama. (2558). mwﬁdwzz7@7%@mmwm7?73’1;/%77775&7%97’@@97m’7‘7ﬁ7%@\7@nf5’7u?ﬁ77//w@7‘7
niwel Tuaangamwayiuas. [N19AUATI8ATLT ey INUITOUTIA, NUIINEIRENTUNN].

i 0199y eUNINE. (2560). AMUNINNIIUTNNIVBIAIUNUNUNIFINANITA AUTRALLTING.
915477017990 17ANEI 194, 15(1): 139-148.

Uszns laadne. (2556). annmnisliuinisaesensaaaningn d1nauIuaIRIIATALTI8Y
tremrmug 1907097, [AnentinusUTyoyruvninugin, aunanandeysnal,

VT3 NNATHON. (2558). N19ANBITAUAIUYAAN UITEIINIABIANIG AIINYNN FIOBNANIT UAS
mmﬁm@7@Zwmﬁéﬁmw’mmmw??w71477’1?7/77\772437/@\7 WU MIEALLNIAN 7L NIEN T
lugangamnuniuasz. [N13AuAEATL T NN TUTR. NUNANENRENTINN 1.

23y LRANATIR. (2553). Aaun I lauLin g (ﬁ.i/w%:%ﬁé). NIAUNWA: WHAB.

73 W, (2562). naafrsanufianelastenislfiinislugaaesninuaeuudamnedenniiaqiiu,
Journal of Modern Learning Development, 4(2): 32-47.

ANATYEYN AUNINDN.(2558). AN IFUTN 17989017 NI A4 AN A 1998 UNBIIBNELATITEIT,
(e ulasanIsienIzyARS sy aumtinge, sunanendsguaassiil].

antungranin1siunesinenaA. (2560). 78yaavAN7. hitp://iam.rtaf.mi.th

AineuanznssinsdnagniIwazan. (2558). 77e97WL/75471 2568, WWT | A1INNBANENIINNIS
f1s19n19NaiTew.

ANTININUATLZNTINNIWA LN TZLUDNI1TNT. (2558). NITHRIUIAUN INNITLTNITIANTNIATT.
naNe: U3 A9 wiuilensify S,

10m19 [HDINTIN (2562). AnwAuienalagedtlszangusiannInnsIEN9a TN LNAULT.
NI, 2924979990 1NUIINEINBENIZIANITU AN ATUIAIA AN, 18(2): 62-71.

Millet, J.D. (1954). Management in the publics service: The quest for effective performance. New York:
Mcgraw-Hill Book Compan.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (2013). A Conceptual Model of Service Quality and

Its Implications for Future Research. Journal of Marketing, 49, 41 -50.



=~

983N AANERTLIAY TR 28 aTUR 1 (NNTIAN - WENEI 2567)

[ \woyan ngmeing win 31-39]

//
/4

§\w

/tl\\\\

[ = o [~ =
MSLALFAAZMIAZNAUD AR NEIIAMNLLUDFIUBDS
HinAuaImu A553 LM weauasEL1a Innu

Narrative and reflection of Isaan identity in the flm “Phubao Thai Baan
of Director Uthen Sririwi

\WEYAN ANONEY. TNEIREBMAAIAaT 41 INLIAETIAS.
NOWEINT RSTYNAR. TNEIAETNAAIGAT HYIINEIRENAR,
Benja Srithongsuk. College of communication Arts, Rangsit University.
Kritsaneekron Jaroenkuson. College of communication Arts, Rangsit University.
Email : enangnoi.Benja.99@gmail.com, Kritsaneekron.j@rsu.ac.th
Received: 16 June 2023 ; Revised: 19 June 2023 ; Accepted: 9 August 2023
UNARED

a o ?.j/ gd o o A
ma‘q%‘lumqummqﬂimmL‘w'a

=] 1

AN 1) nstanizadlun neuafina Intig way 2) nsasviau

L]
o ¥

dnaneaipuiiludauaesniiiugmu d733 luniwauafginglniing Wwanuddedennnw
(Qualitative Research) Taeldnsaimssiition (Content Analysis) iesinnsAnEnsifuga
mm’qﬁﬂﬂiéﬂﬁWﬂW%@ﬁﬂ”L%ﬁW LazNITdNNE0I (Interview) NN AN ausmanal
ANLTUB A UIRINN LRI AR lunneuaslsenaulilsos ﬁﬁﬁqiwﬁﬁuﬁmuﬁug (2557)
Bautalavges mmqiwmu@mu@ummuumuufﬂummeavmmu (2561) uazginalniihudauion (2564)

HANNTANEINLLN mﬁl,mwmiumkumwmﬁmmum 4 me fesflszneuresnananies
whimalasaies uiuaauAn aamdauds fazes an dydneniAsiazyaNeINnaEee
psunesAtlszney Tnanineunfiadiunisiiauaunuanndawazpndaudauiuan Tnawniu
wRnRnLlun e 4 n1a T kAR fLEaLATR B R A auA TN E A
Inatiu wnAansuaneenilugesd LLmﬁmmmm?i@ugﬁmaz&ﬂm@wu%uuﬁé\‘muLL@xmﬂnuLLm
wAsfesiuleniunislvemenn dviudsziiunistinauegluuuadnudn udiafinulunnenns
funalnii dsgnevulildng aandaudessudanguunna mu%umﬂnwmummu ANTALEN
mﬂluqﬁmﬁﬁuﬁuﬁ’ﬁuuwmmmﬁmzm W1 FRAZAIUNLAY AT LA UNATLUAL LA AT AL
iwdwyﬂm@ﬁlﬁm%@qﬁumméﬁ”uﬁuﬂum@m% v Weriugnuiseusidoiugniae s esflsznaunis
Ldﬁﬁ@qﬂﬁuﬁmﬁﬂwﬂﬁLﬂw 1lsznavlildng (1) z@ﬁnwmﬁiﬁmzﬁﬂumﬁﬂm%muﬂmﬁfm (2) nauenilugas
SuazanuTERan T ALY (3) nfojmu%ummqw,t,@uwwu way (4) ﬂﬁiﬁ@qﬁuﬁﬂumemﬁwm@ﬁm
A mFunsdunsalinmgmu AF3R nudgindusesnisasieudnansaida laun (1) mﬁ?l,ﬂuwu'w
siasamedannmasudelutuum (2 ) Matfufaresradanulntion (3) fymdesinouazaumaenin
@mwmmuuﬂwmmvmwﬂum\mu uaz (4) MazmsTvemnedmidansdafrhufsvesngudaundaiu
Aty | ey, measteusadnen, avsiduan, nweuasiinalntiu



-

278 MAAanTUIVIAY

o

U9 28 a1TUN 1 (HNTIAN - W8I 2567)

Abstract

This study aimed to study 1) narrative and 2) reflection of Isaan identity in the film “Phubao
Thai Baan” of Director Uthen Sririwi. This research is a qualitative using content analysis to study
about the narrative and interviews were conducted to gain deeper insights into the intentions and
reflections concerning the representation of Isaan identity. The data for this study were gathered
from four episodes of the film series “Phubao Thai Baan,” namely: Phu Bao Thai Baan Isaan Indy
(2014), Isaan New Own Song (2016), Isaan Indy “Man and the Kham Pan” (2018) and Isaan Juet
(2021).

The study’s findings revealed that all four episodes of the flm employed narrative, encom-
passing elements such as plot, theme, conflict, character, setting, symbol, and point of view.
Notably, the episodes placed significant emphasis on themes and conflicts. Among the major
themes identified throughout all four episodes were Isan Phiwat or reflecting values about of Isaan
far from home, Bipolar Separation Concept, Social inequality of capitalist and the working class,
Localism and Nostalgia. Furthermore, the conflicts found in the film included the conflicts between
different societal factions, the internal conflict, and the conflict between characters. and narrative
through special symbols, consisting of (1) symbols that reflect values about Isaan far from home,
(2) Polarization and Identity, (3) bourgeoisie and labor and (4) localism and nostalgia. For the
results from the interview, it was found that there were four Isaan identities that the director of the
film would like to portray including 1) Isaan as a space for social negotiation, particularly among
local women, 2) the adaptation of Isaan Thai Baan people, 3) problems related to social gap and
inequality existing between the capitalists and workers, and 4) the reminiscence experienced by
Isaan people who had to work far from home.

Keywords: Narrative, Reflection of identity, Isaanness, Phu Bao Thai Baan
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Abstract

The main purpose of this study was to Communication and Cultural Adaptation of First
Year Chinese Students of Communication Arts Program of International Rangsit Universi-
ty. The study was qualitative research through methods of focus group including partici-
pant observation. By presenting data and summarizing research results in a descriptive.

It was found that Cultural adaptation found that the motivation to study in Thailand and Rangsit
University from impression to interest in studying in Thailand. As for the direction of adaptation of
Chinese students, it was found to be positive, ready to learn and accept a culture that is different.
The expectation of coming to study abroad across cultures, it was found that; they expect to work in
Thailand, able to study at a higher level and expecting to have a family in Thailand. The sample group
of Chinese students used a cross-cultural for adaptive communication. whether it is communication
between friends or doing activities in the faculty and daily life. Including learning about culture
through mass media by watching Thai dramas and listening to Thai songs. Communication and other
factors That affects the adaptation of Chinese students is communication to make a relationship.
For the problem in cross-cultural adaptation is the different languages. For regarding social and
environmental factors, it was found that Chinese students had good cross-cultural adaptability.

Keyword : Intercrultural Communication, Adaptation, Chinese Students, International
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Abstract

A study of the relationship between the Korean series exposure behavior “Start-Up” and uses
and gratification of working age in Bangkok aims to study 1). the Korean series exposure behavior
“Start-Up” of working age in Bangkok 2). Uses and gratification from the Korean series “Start-Up”
of working age in Bangkok 3). The relationship between the Korean series exposure behavior
“Start-Up” and uses and gratification of working age in Bangkok. The sample in this study consist-
ed of 136 working age group of males and females aged between 18-59 years with behaviors of
Korean series exposure behavior “Start-Up of working age in Bangkok. Questionnaire is a tool for
data collection. Pearson Product Moment Correlation Stattistics was used to analyzed the data.

According to the findings, 1) Selective Perception or interpretation is the most essential
component of the Korean series exposure behavior “Start-Up” because they understand how to
conduct in the face of commercial competition. 2) Tension Release Needs is the most important
feature of the Korean series “Start-Up” uses and gratification because they focused on watch-
ing the “Start-Up” for enjoyment. 3). The Korean series exposure behavior “Start-Up” is related
to uses and gratification of working age in Bangkok statistically significant at the 0.01 level.

Keywords: Exposure Behavior, Uses and Gratification, Korean series “Start-Up”
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4.30, S.D. = 0.58) dusiudas Aa Aunsdeniaiuvizaidenaula agluszdunin (XBAR = 4.12,
S.D. = 0.67) uazdusugaving Ae funsyuaunisaananan aglusyAusn (XBAR = 4.11, S.D. = 0.66)



983N AANERTLIAY TR 28 aTUR 1 (NNTIAN - WENEI 2567)
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Abstract

The objectives of this research are 1) to examine the relationship between causal factors
of those who are familiar with and have previously watched virtual sports and attitudes toward
watching virtual sports in the context of the COVID-19 pandemic, and 2) to investigate the
relationship between attitudes toward watching virtual sports and the behavioral intention to
watch virtual sports in the COVID-19 pandemic situation. This exploratory research uses a
questionnaire as a data collection tool from individuals familiar with and who have previously watched
virtual sports.The research findings indicate that predictor variables, namely acceptance of virtual
sports technology, social norms, reference groups, and experiences gained from watching virtual
sports, which are causal factors, have a statistically significant positive correlation with attitudes

towards watching virtual sports, with a multiple regression coefficient (R2) of 0.34 for prediction.
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Acceptance of virtual sports technology, experiences gained from watching virtual sports, and
attitudes towards watching virtual sports also have a statistically significant positive correlation with the
behavioral intention to watch virtual sports, with a multiple regression coefficient (R2) of 0.50 for prediction.

Keywords: Virtual Sports, Behavioral Intention, Technology Acceptance, Experiences Gained
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4. LLu')ﬂﬂLﬂEIQﬂ‘]J‘VIFI‘uF]E] 5978 AUR (2540) 18150 nusiruAR 91 Lﬂ%@\i‘l’l@ﬂﬂ’?ﬂiuﬁﬂﬁiﬂ?@ﬂ
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unaansaesinuaRnaglldain Schiffman & Kanuk (2000) #lamanundiAnysil
1) ﬂi”mmwm‘Tmammmnmﬂ%ﬁuﬁw (Information and Experience) Faneludsvaunisal

ada

Immmnmmunumm‘lﬁm vnlEnnsssifunazieliAnduirunasainunAnarenFudias
yinlginnsl i ldanluamnan

2) msuﬂgmmwuﬁﬂunwﬂumummmmmﬂ [ iew Weual vise Aties vived Fandnily
famwwmmnm'aumm ﬂ@ul,‘wfau (Family and Peer Group Influences) TaamsaLAFIaziilu
memmmﬁmmm@mmmﬁuﬂmmmﬂ@mnmm Luﬂ\‘i’ﬁ"mﬂ?@‘]_lﬂi’]Lﬂu’&ﬂ’mu%iWHﬂNﬂ@LL@&ﬂ@“ﬂﬁ\i
A wazenflansne Wiiuyaaa

3) nsElnsudeansuaaTuIesusazei hinnseldAnTAuARLE ulaiunnwindunslésuan
m‘@mﬁ*m,l,mmﬂﬂzjwﬁ@u
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sasiglalid 1) ) Amnasey 2) ArauAda 3) nquiiteuviangudany 4) yaanamimileuiu uag 5) nng
mmmmqmmw'amwn@mﬂmuu 7 Tneaniz

5. wuaRALREMIMAanALElszgumani Hulten, Broweus & Van (2009) nanqdn
dszaunsniifludsifnauienivyrns Fasenlaaiuduinegidemaslszaunisniiugadmig
nsnananLdEn lfaduayunmanenizasndusddanlunisaielscaunisainisuan neau
waziilunany SeusazyaaaaziuFuarfinou@aiisineiy velnndszaunisaiininaunsain
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21910IANNEAN 3) ANARA (Think) sldlselemian@simiiaaumiaunnavesiinaienssfuli
HUSTNANAANAARLUATINAIIR 4) N1INTENN (Act) WoRANIINIZZENT N1IANHUTIALAS
nsUduusiungudann uaz 5) n1gvianled (Relate) s dnila mmé_jﬁﬂ ANNTUAY
N19NTERENAQ8If (Schmitt, 1999)
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1.Uszaunisalinunisiuinaailszanduda (Sense) An Anuanlaresdiising 2.Usaunisalfinu
ANIAN (Feel) Aa n1saieadniAnTigLsInARAAdwldansla 3. dszaunisnifnuaau@a (Think)
Gl ﬂ’]ﬁ‘l,'ﬂlmﬂﬁ‘zﬂ'i_lﬂ’]?ﬂiﬂﬁdﬂﬁi%ﬂiLL@:ﬂ’J’mﬁlﬂﬂLimiuﬁu 4.dszaunsalAnunisnszin (Act)
An ma‘m?ﬁqﬂimummﬁﬁﬁvlﬂzjwqﬁm‘mmemmﬁﬂﬁ 5.1l3xaunn9niu e e (Relate)
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AteARLunAteFa B e lFuuuasuny (Questionnaire) huedaatialunsiiu
fagaaanngusnen TmﬂLLuum'aummxﬁzdmmmLLum@‘umuLﬁfaﬁmﬁﬂﬂmﬁmﬁa@m (Screening Ques-
tionnaire) LAZWLLAALINNNUAN (Main Questionnaire) 119U 6 @21 mimm%@ummmwmmm"'émﬁfaﬁm

gadalavianamagaumAIAINeas (Validity) LATANANLLTE (Reliability) saqAseaiiedde
m@LLuumumwlﬂjL‘ﬂmmﬂamiumimmqmqm@ummmmwm\m praid

1) mwmm%faummmmmmLsnuufam (Content Validity) faein1sindaainiusng o Tu
Lmumumwimwmmmu‘lmmmmmmm@wma‘mﬂmmmmm@ma‘mmqm@m’lum@mmm‘u
ARINNIEU2IN13998 (I0C: Index of item Objective Congruence) mumwmimmwmmmu
vasnsldnenlunsazdesniu TnedaduldiunnueyemsiandiBasmmduimaaans
U 3 VN1

2) fRdeAwnazviAiANaanndednely (Internal Consistency Reliability) Tngldgnsda
Use@nsueaninsauLng (Cronbach’s Alpha Coefficient) Frennsthuusgeunuildsiunns
ﬂﬁ*uﬂmmuﬁﬁLLuzﬁwmﬂ’iﬁmmmLL&’qiﬂwm@ﬂﬂ%ﬁUﬂduﬁﬁ%ﬁﬂLmvmm*ucnm@é‘m@ mﬂm‘%
mimhmumﬂmwmmmwLmemaﬂwmvmmuﬂu Tneay ﬂmL@@ﬂmWﬂvm@mmumu
mmu,m 0.7 mu”l,ﬂ WY Lﬂu%mmwummmm@uu (Cronbach, 1990) Tnafiseaziden mu
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1) ANANE e uTe T AN DL UL LLEE LN IINTIatL S119% 36 48 TRty 0.814

2) ArAauEesuresdaA Rt tunsteniumallafinesmis alesn Usznaudas
nsfufmanndnglunisldern nissuisclamiannnisldeu nsfuipnumanmauaynauiy
FAwinu 0.811

3) ﬂ'ﬁmmﬁ'@ﬁummi@v-ﬁﬁmuLﬁﬂqﬁUUﬁﬁmgmwwﬁqﬂmmzﬂzjm”w%qﬁﬁ%m'ﬁwmi@
nMsfuTNnesiNe dalefn JAwindu 0.795

4) AnANE asTuresd AN R Tl szaun TRl d Fua NN fLTLnesTas alesn

FAwwindu 0.778
a { 1 o o a

5) ANANNIEAT AT aA DN AU ANARN N AN 75 UTNINA 08 alasm NANwWintu 0.822

v
o

6) AP UIANTaANNINEaRUANGlafUTNesTINa dlasm HANWINGL 0.817
UszansuaznguAIaEng
Uszgnaldlunsideaioll Ae gnianLazinafuaunefng dlafanunAmaLaziwAuc
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= =
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a1gARnsldBumesidaninfign 3 duiuwn (A1INURBLIINITNNINBIANNIaTNg,
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Wasanndszannslunisidaaiailiawialungjuazlinsuanuinilszansinudn feiu
tﬁfé’ﬁqﬁmummmﬁqmj’]qmnqmvl,aiwmmmmﬁqamwm Cochran (1977) TagnvuAszAL
ANANNITRNUEREAT 95 sTAUANANARTAIARRUTRAY 5 (Taan nfadiiysn, 2549) Tule
AIUANNgRTas ldIuAReENe BeNles 384 AW FRNaAINAZAINTLNIIIATIETEY A
= o = ey \ > v o 2 gy “ . %
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Y yaa " o | ' o o ' ) . . A
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NM9guFnaLNILULIRNIZIANZaY (Purposive sampling) naname faaflugdnianuaziasfun
wasmaa alesn TnaniefddeazldaniudnnsasdaounuuasuniuiieAniaanngusiaaenani
ATUANTTRATIANNGRATFBIN9

ADAN I lumsIATIZRTRYS
ADATaNTTMUN (Descriptive Statistics) TagldAanud (Frequency) Aade (Mean) faeas
(Percentage) Z@"JuLﬁENL‘LIummgﬂu (Standard Deviation) Waza@nmLIaaLNU (Inferential Statistics)

ANGDAN LT LA AN T-test @ lElLNNTUIANANNLANFANN LAZADAANAN T AN ANANNUTL LA

-y
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338 wiaNAuNITAeisrAUANANAUSIEud e TadETIame] iABARKAzANFSlAlUNIg

o 'y

Fuannedien alash audanRauINNENAIATALLLNIMIAIDANBLLLLINAN (Multiple

o
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o o

vinanafiatiadenisseusauesesgniane g alesn tnarimuatitdAyneadinlinsziu .05
q38659N lumMsIae

UITER I AFUN1TRANTUNFUIDIRFLFITHNNFINLRAINAUTNTINATAFLFITHANIANE
YRINVNANENFENTNRLUSTF $9aTATIN13998 TNSU-ART 013/2565 AALHun1sHAN
ABAARBITLINANATLBITNANA WHaTUN 3 Hguiau W.A. 2565 IaalasunisNatsnuuuLgesau

@,



o

A8 AR AR IAL T 28 21TUT 1 (NAY - lEIE 2567)

agluazanlsanamsive

AINNANNTIAY {Adua1n190a7kartinenlmananNdNAusseudeiladeideanie
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AINKUANTTITENLIN ﬂfw‘”m%mmwmﬂﬁqLLﬂiﬁmwz%’uﬁuﬁrl,%qmﬂﬁ’uﬁﬁumﬁ‘ﬁ'ﬁrﬁi@mi
Fusaneda auefn danmneAaNn soutlsifadtidearmeaynsiauds Toun dawtlsniseaniu
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ﬁﬁlqmﬁmmﬁﬂmﬁ 1 989m5348 F9P9197 1 uATANINT 2

A1519% 1 uansARAEsINeasiladeEeaven HAuARLAzANNAIlUMSSUTIasTIs dlasn
lugnumsaimsunsssunnuaslain -19

WUt M SD
mseenfumeiulziviedee avoin® 107 0.£0
vszfIuresdmuuarnanerds 389 050
UstauNTI0Iv P TU AU Yse AUt 4.04 0.36
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lun1smegeuANdiuissndntiadeiiamnuasiAuARNNsan 3 UTNINe f190 alasn (Rse
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Iidayaredtsntesiiadaidsavnusaziiadun unngei 1 1naseUANNANRLSTUTiALARTH
pansfurunesia alasnsanisldrraifauduiusuuuiasdu (Pearson Product Moment
Correlation) Fam13197 2
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p < .05aNANL) eeelirdAyneata daduldmunguinisaeniumaluladl (Technology
Acceptance Model ; TAM) 984 Davis (1989) naape wag145uilansanuiilss lamiuvazanuldineses
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Aa9l Fishbein war Ajzen (1975) lanaalddn yarasaudng wu aundinluaseaunia e
UUTANGNENTNATUAIANANIDNBNENAF DT AUAR LH WaNAINUNaanARaITLLWIARA
WaiuLuasNu1289iAuARL89 Schiffman & Kanuk (2000) 9141 nnsdUfdnwusiy
nguAuAUAANIANAIY W ey Weaud vde Wes visenFundududninaiuiainasaunin
nguiau (Family and Peer Group Influences) HIWUAASNNENINAFON9IAATIALARTEIARAS
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p < .05 LAY r = 0.22, p< .05 mummu) FeanandadiuLAAREATUN AR AL 0l
NG AIUSINAUATAAN BAT (2547) findnadn ﬂa‘mumimmuﬂnﬂima‘umnﬂwmmm‘ﬂqmmm
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P @ o a A ¥t Ao a o a o Y o a .

adnanduirupfvzanNiAnnAfeduALazEnIg wazdiaenndeanuLwAnTas Schiffman &
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NALARLA DN adanAAeITLLLIAAYEY Holbrook & Hirschman (1982) Nlananadn Uszaunisniues
¥ a P Y o - P o a o a o = A ~ a .
fustnaazinendasivansual avudan Aruesiiuazszavanlsidiiingu <) Annainnisidaudonly
N19viNfANgsNFng 7] uanaNiiiaenAReiuNan1sIdaYed Pizzo et al. (2018) ALANINI9ANLN
Wnaaudauninadnnsating (eSports) Wudn Fannindidnynsetindwenaunauauadisegsla
A v 2 o o ¥ A Y a . X = el Yo o =
NadaadsiuiugruATLuuAus wiegslamaitsanislszaunisninldFuainnisiutanva
ianneatindludusing < ednglsrasfnAd e AR WAL ILLLAANLAZAB LAY
ANHABINIUDIETUTHNAG B AR

1.2 AMNANNUSTEUINNAUAR LATANNAI LA LUMSSUTNLIRSTIIa dlasm

nuan1TasiLanaldiiudn FauARNIRen195UTNefINe dalafni A NdNRuSITeLanAY
AnAsialunsiuannestia alad (r=0.65, p <.05) et NNTRIAAYNNATA tanFLANNFFIUN
2 4RIN13IRE FIMI9N 3

ANSINN 3 LAAIANNANNUETEUINNABARNLANNAILAlUMSSUT NS TIa dilasn

ATTNANRUETINTNY r 3
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HANNIIARTRINMANA UsanlaT)d (2561) Mmmmmmﬁwm “fladefiiavanasionudalan
AT RENNIeTind” nanTIdenLT TadeiidaaserudalanastuRinadnnsatindiAnann
BNENAFUTAUAR LAZEIRDAAFBINLNNUINE DS Hamari & Koivisto (2014) ﬁiéfﬁnmﬁmﬁumma
fienl$13nns Gamification IngminnamsagaL P AL Is T ALAR LA AN LATla N9

paAAUTIALARFAN9LAY Gamification WLdiAuARNANANIUEN LN TedenalaenseiungEinssunsld
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Abstract

This study aims to examine public audiences and stakeholders’ media exposure,
satisfactions media engagement, needs, and expectations toward the media provided by The
Government Public Relations Department in 2022. The study was quantitatively conducted
and collected the data from 400 samples, who were public audiences, and stakeholders of
the media provided by the Public Relation Department. The sample group were derived from
the quota sampling method, and the data were collected using a questionnaire and analyzed
through descriptive statistics including frequency, percentage, and Standard Deviation (S.D.).

The study revealed five main findings. First, the sample group were exposed to (1) the television
media via the platforms of Facebook and television programs directly, (2) the radio media via radio
programs and social media, (3) person media, or the radio-television broadcasters of the Public
Relation Department, and (4) digital media, social media through Facebook, websites, and Line
communication. Second, the sample group were highly satisfied with all media platforms, mostly with
person media, followed by the media provided by radio, television, and digital platforms. Third, the
sample group showed a high level of media engagement toward all media platforms, greatest in radio
media, followed by person media, television media and digital or social media, respectively. Fourth,
the sample group, to the greatest degree, needed the television and radio programs with respect to
news analysis, and news telling. They also expressed their needs with accurate, complete, compre-
hensible news, current and interesting style of the programs that create social solidarity. In terms of
person media, news broadcasters or service providers should be friendly with human relationships
aspects, active, and service-minded. Also, the digital or social media should provide breaking news,
and interesting, accurate, and deeply investigative news. Lastly, the audiences’ expectation was
of a greatest level on radio media, followed by a greater level on the media provided by television,
digital/social media, and person media. The media by radio, television, and digital/social media
should be provided for audiences’ benefits, broadcasted professionally, ethically, transparently,
accountably, and managed efficiently, accurately, and profitably for society development. Also,
person media should be broadcasted or provided creatively, reflect public opinion for the govern-
ment, and build up the public network with respect to significant issues broadcasted constantly.
Keywords: media exposure, satisfaction, media engagement, expectations, The Government

Public Relations Department
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Abstract

This research is quantitative research to study 131 participants who attend the integration project
of Communication Arts profession for community culture and environment of College of Communi-
cation Arts. The research sets specific samples, gathers information from all participants joining the
project, uses a online questionnaire as a tool in collecting data and applies descriptive statistics, e.g.
frequency, percentage, average and standard deviation. The results of the research are as follows:

1. Samples participating in the project are students and personnel. Most of them know this
project from instructions of their lecturers in their courses or Facebook pages of University or
College of Communication Arts. The reasons for participating the project are to learn the work
in the fields of communication, communication arts, learn to live together in different community
culture, environment and ways of life, and exchange experience with other classmates and sam-
ples in order to mostly apply communication knowledge and skills for developing community and
culture by doing activities, work as a team and communicating between persons, respectively.

2. For the effectiveness of integration project of Communication Arts profession for commu-
nity culture and environment, it finds that samples have an overall opinion at a high level with an
average of 4.39. When considering each area, it finds that process has the highest average of
4.45, followed by product, context and importing factor with averages of 4.39, 4.36 and 4.43,
respectively. When considering in the area, it finds that 2.1) in respect of process, the period for
arranging the project is clear and suitable; speakers have useful and interesting knowledge and
experience; location for conducting lecture and making hand-made books is appropriate. 2.2) With
regards to product, the project causes participants to learn and understand social problems from
experience by using existing skills and knowledge, learn and understand society in which they live
together in different ways of life, and have satisfaction in activities for creating benefits and values
to society. 2.3) In case of context, the project creates experience and learning of environment and
promoting community culture to be consistent with volunteering and making benefits for society
and focuses on creating sense of responsibility for public and becoming a part of social supports.
In addition, it finds in 2.4) that the process of the project is clear and effective by having special-
ists including students, personnel, lecturers, and outside experts provide suggestions; the tools
used in making hand-made books are ready; the service center in providing recycle papers are
sufficient; and the working teams and speakers are sufficient to conduct the project, respectively.

Keywords : Project Effectiveness, Environment and Community Culture
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Abstract

A study of the relationship between job performance motivation and retention decision-mak-
ing process of generation Y employees in The National Broadcasting and Telecommunication
Commission (NBTC). The objectives of study are 1) to examine job performance motivation of
generation Y employees in The National Broadcasting and Telecommunication Commission
(NBTC). 2) To investigate retention decision-making process of generation Y employees in The
National Broadcasting and Telecommunication Commission (NBTC). 3) to study the relationship
between job performance motivation and retention decision-making process of generation Y
employees in The National Broadcasting and Telecommunication Commission (NBTC). The
sample consisted of 180 employees of The National Broadcasting and Telecommunication
Commission (NBTC), males and female, aged 22-42 years. Questionnaire is a tool for gath-
ering data. Pearson Product Moment Correlation Statistics was used to analyze the data.

The study found that 1) work achievements are important source of job performance motivation since
they keep their attention on the duties assigned to them and frequently succeeded in accomplishing their
goals. 2) Searching for alternative is a crucial part of retention decision-making process because they
concentrated on the expectation of changing position and receiving greater income. 3) job performance
motivation is related to retention decision-making process of generation Y employees in The National
Broadcasting and Telecommunication Commission (NBTC) statistically significant at the 0.01 level.
Keywords: Job Performance Motivation, Retention Decision-Making Process, Generation Y
Employees, The National Broadcasting and Telecommunication Commission (NBTC)
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Abstract

This research aimed to analyze the narrative techniques of Thai and Chinese movies depicting
teenagers’ life. The research focused on six movies including First Love, Suddenly Twenty, Bad
Genius, You Are the Apple of My Eye, Miss Granny, and The Ark of Mr. Chow. The movies were
analyzed based on theories of teen movies and narration.

The results revealed that 1) all the movies embraced the three-act structure with the five-act
structure: the exposition, rising action, climax, falling action, and resolution. 2) All the movies
shared the themes of teenagers’ life. 3) The research found two character types: round and flat.
4) The movies had three conflict types: character vs. character, character vs. self, and character
vs. society. 5) Most of the scenes depicted characters’ life mainly in urban cities and in different
periods based on the stories of the movies. 6) First-person and third-person points of view were
mostly found.

Both Thai and Chinese movies shared some similarities. 1) Both Thai and Chine movies
had the three-act structure. 2) Both shared the themes of teenagers’ dreams and life. 3) Female
characters in both Thai and Chinese movies were high schoolers. 4) Most scenes were houses
and schools. 5) The frequently found conflict type was character vs. character. 6) First-person
and third-person points of view were mostly found.

Thai and Chinese movies were different in some aspects.1) The Chinese movies presented
a variety of plots which were simpler and less complicated than Thai movies. 2) The themes of
both groups were influenced by their cultures. 3) The Chinese movies put more emphasis on the
changing moods and emotions of the characters while The Thai movies did more on characters’
personalities. 4) The Chinese movies mainly presented conflicts in families, especially between
parents and children, which were not found in the Thai movies. 5) In Thai movies, big cities, e.g.
Bangkok, were used as the scenes while the Chinese ones had more varieties. 6) The point of view
from male characters was mainly used in Thai movies while the Chinese movies focused mainly
on female characters’ point of view.

Keywords: Thai and Chinese movies, Narration, Teenagers
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Abstract

Millennials, who are increasingly adopting eco-friendly lifestyles, are entering
parenthood and have become important consumers in the baby and children’s product market.
Notably, toys are consistently among their top three spending categories. In response to these
changing consumer behaviors, this study aims to explore millennial mothers’ views on eco-friend-
ly toys for their children. The research seeks to uncover the benefits and drawbacks they
associate with these toys and the factors influencing their purchase decisions. To accomplish these
objectives, the research applied several key concepts, including the marketing mix (7Ps), the
consumer decision-making process, and the theory of planned behavior, as guiding frameworks.

The author conducted in-depth interviews to gather information from a sample of 16 Thai millennial
mothers, ranging in age from 29 to 45 (born between 1987 and 1945). Each participant had at least one child
between the ages of 0 and 3 years old. Additionally, these mothers had experience with eco-friendly toys,
either through knowledge or past purchases, particularly for their children’s skill and brain development.

The findings revealed that millennial mothers have a basic understanding of
eco-friendly toys, often learning about them through friends or social media. PlanToys is a
recognized eco-friendly brand, while others remain uncertain. They encounter these brands
at stores, pop-up booths, kids’ cafes, and through gifts. These mothers value eco-friendly
toys due to their environmentally conscious production, safety, durability, and developmental
advantages. Nonetheless, they express concerns about the limited variety of toys, their weight,
vulnerability to moisture, and higher costs. To be specific, millennial mothers prioritize toy
safety and quality. Their buying process involves occasional consideration, quick research, and
convenience-driven decisions, balancing factors like quality, social input, and independence.

Keywords : Millennial Mother, Eco-Friendly Toy, Purchase Intention

*Chonnikarn Thienthaworn, Ph.D., a Full-time lecturer, Albert Laurence School of Communication Arts, Assumption University

of Thailand.
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Introduction
Millennial, a group of people who were born between 1978 and 1994, and currently aged between
29 and 45 years old (Weber and Shandwick, 2023), have now become parents and primarily allocate
expenses towards their children. Interestingly, women appear to be the biggest spenders when it comes
to baby and children’s products. According to the 2020 Thailand Digital Mum Survey by the Asian
Parent, 92% of mothers said that as a ‘Chief Household Officer’, they are the primary or co-decision
maker for household purchases (KSME Focus, 2021; Marketeer, 2021). It is noteworthy that the Baby
and Child product industry is predicted to maintain growth. The trend appears to be consistently
increasing on a yearly basis, not just in Thailand, but across the globe. (Statista, 2023; Thansettakij, 2022).
Interestingly, children’s toys, which are among the top three products that mothers
typically spend on for their babies and children (Positioningmag, 2021), are expected to generate a
global revenue of US$297.7 billion by 2023, with an additional contribution of US$2,530 million
from the Thai market (Statista, 2023). The Asian Parent’s Digital Mum Survey (2022) revealed that
in Thailand, online purchases of baby clothes and baby toys are more frequent than those of other
children’s items. This aligns with the fact that children’s toys are considered fast-moving consumer
goods (FMCG) because the types of toys in demand vary according to each child’s age and skill
development. Unfortunately, children’s toys are often abandoned even when they are in working
order, and sometimes they end up being thrown away as waste. (Bangkok Biz News, 2022).
As a result of increasing environmental concerns, several companies in the children’s toy
industry have begun incorporating eco-friendly practices into their production processes. For instance,
PlanToys, a leading manufacturer in the Thai children’s toy market, has fully embraced the idea of utilizing
sustainable materials in their production process. In line with this goal, the company has successfully
created toys using rubber latex, which eliminates the need for tree cutting (Bangkok Biz News, 2022).
With the world’s rising awareness of environmental problems, individuals are increasingly
adopting an ‘Eco-Active’ lifestyle. A recent study by Hill Asean revealed that 86% of individuals
aged 20-49 who are part of the millennial demographic across different countries, including
Thailand, have started incorporating eco-friendly practices into their daily lives. This group
shows a strong preference for environmentally responsible brands, and is willing to pay a
premium for eco-friendly products (Bangkok Bank SME, 2022; Spring News, 2022), gathering
comprehensive information on products before making a purchase, and comparing prices
and availability across several online stores (Ayuningtyas, Prihatiningsih, and Laura, 2018).
In a recent study, Hasan et al., (2022) explored the willingness of young consumers aged 26-45
years old in Bangladesh to purchase eco-friendly clothing. The findings showed that Bangladeshi
consumers who are environmentally conscious and have positive attitudes are more likely to buy organic
cotton clothing. These findings are consistent with Mateedulsatit's (2018) research in Thailand, which
found that environmental consciousness and self-realization play a significant role in Thai millennials’
decision-making process towards adopting zero waste products. Another study by Songsermsawad

(2019) found that environmentally friendly packaging with a long lifespan can encourage its use.
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Furthermore, family members were found to have a significant impact on the individual’s
decision to use environmentally friendly packaging. On the contrary, Moslehpour et al. (2021)
indicated a slight deviation, suggesting that the purchasing behavior of Thai millennials is
highly affected by their perception of green packaging and green marketing awareness,
with environmental concerns exerting the least influence on their purchasing intentions.

When considering the area of research on millennial mothers, the findings of Mettaijit (2017) found that
the convenience offered was identified as the primary factor contributing to their favorable perception.
Regarding children’s toys, the investigation conducted by Richards, Putnick, and Bornstein (2020)
indicated that millennial mothers tend to heavily rely on online sources to obtain information about toys
for their children. These mothers show a preference for the convenience of online shopping, including
the ability to have items delivered directly to their doorstep and to review feedback from other buyers.

When investigating how millennial mothers make eco-friendly purchasing decisions for
children’s toys, the study by Tu et., al. (2022) in Taiwan showed that as mothers get older, they
become more concerned with the functional and durability aspects of products, but their attitudes
towards consumption have less of an impact on their decision-making. Among mothers aged 31
to 40, 55.3% of them have positive attitudes towards eco-friendly consumption, and they are more
likely to buy children’s toys with green designs and from brands that offer safety guarantees. The
study suggested that increasing the visibility of green designs for children’s toys and promoting
brands that use eco-friendly packaging can make these products more attractive to consumers.

Notably, the Theory of Planned Behaviour has been widely applied in previous studies on
the purchase intentions of eco-friendly products, as it is a suitable framework for explaining the
relationships between variables and predicting potential behaviors (Mishra and Faroogi, 2021).
Examples of such studies include eco-friendly tableware (Tu et., al, 2021), eco-friendly home
service adoption (Zhang and Luo, 2022), and environment-friendly toys (Saini et., al, 2023).

Although there have been numerous studies examining millennials’ purchasing behavior,
there has been relatively little research specifically addressing the purchasing behavior of
millennial mothers, particularly in the potentially lucrative eco-friendly toys market in Thailand.
It's worth exploring whether millennial mothers, who have been shown in previous studies to be
environmentally conscious, continue to prioritize eco-friendly attitudes and behaviors after
becoming parents. Additionally, it's important to note that previous scholars have primarily used
quantitative research to investigate this area, providing only a broad understanding without detailed
insights. Finally, there has been limited utilization of the theory of planned behavior to examine the
potential behavior of millennial mothers. Hence, the main objective of this research paper is to
bridge the gap in existing literature by providing insights into the perceptions, attitudes, and
purchase intentions of millennial mothers regarding eco-friendly toys for children. To achieve
this, the study will utilize the marketing mix concept (7Ps), consumer decision-making process,
and theory of planned behavior. The findings are expected to provide crucial insights for the
children’s toys industry to understand the preferences of millennial mothers and develop effective
strategies for conveying the eco-friendly features of their merchandise. This could help brands in

targeting millennial mothers with appropriate messages when promoting eco-friendly children’s toys.
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Research Objectives
1. To understand Millennial Mothers’ Perception towards Eco-Friendly Toys for Children
2. To understand Millennial Mothers’ Attitudes towards Eco-Friendly Toys for Children

3. To determine Millennial Mothers’ Purchase Intention Factors for Eco-Friendly Toys for Children

Literature Review
1. The Overview of Millennial Mothers:

The millennial generation, also known as ‘Gen M’, has now become parents and is one
of the leading groups that contribute to household and children’s markets. In Thailand, there
were around 28.5 million mothers and 5 million are millennial mothers as of 2016. Recently,
a study on the ‘Trend of Thai Millennial Mothers’ unveiled several noteworthy observations:
69% of millennial mothers are willing to pay extra for products and services that are beneficial
for their own and their children’s health, 58% express concerns about both health and the
environment, and 82% understand what organic products are. 86% of them prefer to share their
experiences with other millennial mothers, and 80% read reviews from other millennial mothers before
buying products for their children (Forbes Thailand, 2016). This aligns with a previous study called
momypedia in 2015, which showed that 47% of millennial mothers searched for children’s toys
on the internet to help their kids develop their brains and skills (Marketingoops, 2016). Indeed,
millennial mothers have a strong impact on decision-making and tend to share their thoughts
and suggestions more often than other mothers (Ayuningtyas, Prihatiningsih and Laura, 2018).
2. The Concepts of Eco-Friendly Toys

It is worth noting that Baby and children’s toys are classified as fast-moving consumer goods
(FMCG) due to their short product life cycle, which is influenced by the rapid changes in the age
of babies and children (Bangkok Biz News, 2022). In fact, young children, especially toddlers
and preschoolers, have a natural curiosity to explore new things by touching and tasting objects.
However, the majority of toys available in the market, particularly those made of plastic, which can
endanger the safety of children and have a negative impact on the environment. (Parent Circle,
2023). Consequently, numerous brands of baby and children’s toys have started manufacturing
eco-friendly toys that are made from recycled and sustainable materials like renewable wood,
cotton, bamboo, or wool. This includes well-known brands like PlanToys, Barbie, and Lego
(Bangkok Biz News, 2022; Environman, 2019). PlanToys, a prominent Thai company in the children’s toy
industry, is highly recognized for their production of wooden toys. They have embraced the concept
of utilizing sustainable materials in their manufacturing process. Their wooden toys are classified
into 11 categories: Active Play, Babies, Block and Construction, Games and Puzzles, Push and Pull,

Music, Learning and Education, PlanHome, PlanMini, Pretend Play and Water Play (PlanToys, 2023).
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3.Millennial Mothers and Eco-Friendly Toys for Children

Since millennial mothers have adopted eco-friendly practices in their daily lives, they
demonstrate a significant preference for environmentally responsible brands and are willing to
pay extra for eco-friendly products (Bangkok Bank SME, 2022; Spring News, 2022). A study
has shown that 55.3% of mothers aged 31 to 40 hold positive attitudes towards eco-friendly
consumption, and they tend to choose children’s toys with green designs and from brands that
provide safety guarantees (Tu et., al.2022). One of the reasons for this is that “toy safety” is one
of the factors that millennial parents consider when purchasing toys for their children, along with
price and child gender (Richards, Putnick, and Bornstein, 2020). According to Saini et al. (2023),
environmental concerns and perceived value significantly influenced the attitudes of parents
who purchased toys for children towards green toys. The study also found that awareness and
willingness to pay a premium affected their intention to purchase. Moreover, the respondents
placed a high value on the eco-friendly features of green toys and were willing to pay a premium
price for them. Meanwhile, Mai’s (2021) research revealed that millennial parents, especially
millennial mothers, aged 25 - 40 years old had a very positive attitude towards green products and
showed a keen interest in the current environmental situation. The respondents demonstrated an
understanding of the concept of green products and paid significant attention to famous green products.
4 Perception, Attitude and Purchase Intention of Millennial Mothers

Several scholars have conducted research into the variables of perception, attitude, and purchase
intention of millennials for eco-friendly products. Mettajit (2017), Kimanee (2019), Songsermsawad
(2019), Ayuningtyas, Prihatiningsih, and Laura (2018), Vasuki, Shoba, and Balaji (2021),
Moslehpour et al. (2021), and Mai (2021) have investigated these variables and have discovered notable
correlations among them. The studies reveal that long-lasting durability is a critical factor in promoting
the use of eco-friendly packaging, whereas unreasonable pricing is a common obstacle that affects
the decision not to use such packaging. Price discounts and point of collection for redeeming free
reusable packaging were found to be significant influencing factors for customers’ intentions to
use eco-friendly food and beverage packaging. Furthermore, family members have a substantial
influence on an individual’'s decision to use eco-friendly packaging (Songsermsawad, 2019). Attitudes
of millennials towards eco-friendly products are highly positive and they possess a strong interest in
the current state of the environment. In addition, female millennials are more likely to purchase from
well-known sustainable companies whose products are aligned with their beliefs (Chi et., al., 2021).

In terms of ‘perception’, Solomon (2011) defined ‘perception’ as the cognitive process in which
individuals organize, select, and interpret sensory information, including sight, hearing, touch,
smell, and taste, to give meaning to their surroundings. Additionally, in studying human behavior,
several concepts of attitude have been proposed. According to Assael (1998), attitude is a variable
that changes through the learning process based on factors and the surrounding environment.
These factors include family influences, peer group influences, personality, and information and
experience. Lastly, ‘purchase intention’, Arifani and Haryantoit (2018) explored the concept of
purchase intention in their study, using the Theory of Planned Behavior to define it as a consumer’s
desire to make a purchase. In the next section, the author will provide a deeper explanation of the

TPB, which is relevant to the purchase intention variable.
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5.Theory of Planned Behavior

The Theory of Planned Behavior (TPB) is a widely used psychological construct for studying and
predicting human intentions in various domains, including the acquisition of eco-friendly products
(Ajzen, 1985; 1991). Zhang and Luo (2022) used the TPB framework to investigate the adoption of
eco-friendly smart home services among Chinese millennial consumers. It indicated that consumers’
attitudes and perceived behavioral control had a significant and positive impact on their intention to
adopt such services. However, a slightly different finding was that subjective norm did not have any
noticeable effect on adoption intention. When exploring the topic of children’s toys. Saini et al. (2023)
conducted a study, focusing on Indian parents who have purchased toys for children and found
that buyers’ attitudes towards green toys were significantly influenced by environmental concerns
and perceived value, while awareness and willingness to pay a premium impacted their intention
to purchase. Additionally, the study revealed that buyers placed a high value on the eco-friendly
features of green toys and were willing to pay a premium price for them. Although previous studies
have examined consumers’ behavior towards eco-friendly products such as clothing, tableware, and
smart home services, no research has explored the perspectives of millennial mothers on eco-friendly
toys for children. Therefore, the author aims to use this framework to investigate the purchasing
intentions of Thai millennial mothers regarding environmentally friendly toys for their children.
6. Marketing Mix and Consumer-Decision Making Process

The concept of the marketing mix has been developed over time. Initially, it was
explained using four components: product, price, place, and promotion, also known as
the 4Ps. However, according to ISoraite’s (2021) review of previous studies, three more
components have been added to the marketing mix: people, process and physical obviousness.

In terms of consumer decision-making process, Solomon (2011) delineated the
five stages as follows: Stage 1: Problem recognition, Stage 2: Information search,
Stage 3: Evaluation of alternatives, Stage 4: Purchase decision, and Stage 5: Post-purchase
evaluation. Therefore, in the next section, the author will utilize the concepts of the 7Ps, the
consumer-decision making process, and the theory of planned behavior to investigate the
perception, attitude, and purchase intention of millennial mothers towards eco-friendly toys for
children as outlined in the conceptual framework and explained in the research methodology.

Conceptual Framework
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Research Methodology

This qualitative study utilized in-depth interviews to achieve three main objectives:
firstly, to comprehend millennial mothers’ perception regarding eco-friendly toys for children;
secondly, to ascertain millennial mothers’ attitudes towards eco-friendly toys for children; and
thirdly, to determine millennial mothers’ purchase intention factors for eco-friendly toys for children.
Population and Sampling Group:

The purposive and snowball sampling methods were utilized to recruit 16 Thai
millennial mothers between the ages of 29 and 45, each with at least one child aged between
0 and 3 years old, falling within the preschool age range, and who have known eco-friend-
ly toys or ever purchased eco-friendly toys for their children’s skill and brain development.
Data Collection Procedure:

The interviews, which focused on perception, attitude, and purchase intention,
were conducted either face-to-face or via zoom (online meeting program), and were
recorded for electronic transcription. Each session lasted between 45-60 minutes.
Research Instrument:

The interview questionnaire consisted of semi-structured and open-ended questions,
incorporating relevant concepts from the literature: 7Ps of the marketing mix, the consumer
decision-making process, and the theory of planned behavior.

Validity of Instrument:

The questionnaires were evaluated by two scholars who were also millennial mothers with

experience purchasing toys for children to ensure the contents’ clarity and appropriateness for research.

Their evaluation confirmed that the questions were comprehensible and suitable for use in the study.

Research Findings

The first part focused on demographics, followed by the perception of millennial mothers
towards eco-friendly toys for children. The third segment explored the attitude of millennial mothers
towards eco-friendly toys, and the final section investigated the factors influencing millennial mothers’
purchase intentions for eco-friendly toys for children. These factors were examined through three

concepts: the marketing mix (7Ps), the consumer decision-making process, and the theory of planned
Part 1: Demographic and Buyer’s response of Millennial Mothers

Table 1: Demographic Data
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L9 | ncomeot | *™ | cras | A9 | Genseror

Mom | Age | Occupetion Arvy Mermber Child
(Zone) :.':)’ (Amount) | Amound | (yeey | O
Monm1 | 38 Froviencer | Banghok 300,000 9 1 3 Yeurs Make
Mom2 | 35 | Family Business | Vicinity 120,000 5 1 2 Yeors Mae
Mom3 | 38 | kmursnce Agent | Bangkok | 1,000,000 3 1 1 Yeur Mak
Mom4 | 30 | lsuronce Agent | Vicinity 300,000 7 1 3Yeors Male
Mom 6 | 35 | Foamily Business | Vicinity 1,000,000 3 1 3 Yoorn Femaleo
Mom 6 | 32 | Family Businoss | Vicinity 400,000 3 1 1 Yoor Maie
f Yoars Famala
Mom7 | & Housewife | Bangkok 100,000 4 2 2 Yeers Male
Mom@ | 38 Officer Danghok 150,000 4 1 2Yeors Female
Yoo Female
Mom O | 42 | Family Rusinass | Ranghok 120 000 11 2 3 Years Male
Mom 10 | 29 | Family Dusiness | Vicinity 1,000,000 4 2 “m m
3 Years Ma's
Mom 11 | 35 | Family Business | Banghkok 500.000 6 2 3 Mot Fomeh
G Yoors Male
Mom 12 | 40 | Family Business | Banghok 100,000 K 2 1 Years Male
Mom 13 | 29 Omicer Viciny 150,000 4 1 6Mormns | Female
9 Years Female
Mom 14 | 42 Taachar Rangkok 100 000 5 k| f Yoars Famala
2Yoors Male
2 2Yeors Male
Mom 15 | 40 | Business Owner | Bangkok 400,000 6 (Twin) 2 Years Male
6 Years Maie
Mom 16 | 35 | Family Dusiness | Vicinity 00,000 4 2 2 Yoars Male

Among the 16 millennial mothers surveyed, they frequently purchase general toys, doing so
more than 2 to 3 times per month. However, when it comes to eco-friendly toys, their purchasing
frequency decreases significantly to approximately once per month or even less. It appears that
millennial moms are more inclined to buy eco-friendly toys when their child is young, but as they
grow older, the mothers involve their child in making toy choices, leading to fewer purchases of
eco-friendly toys. Indeed, eco-friendly toys like wooden toys are often considered as a preferred
choice for a birthday present. On regular purchases, the budget typically ranges from 100 to
1,000 baht. However, when it comes to birthdays, the budget is doubled, ranging from 2,000 to
3,000 baht. In cases where millennial moms have only one child, they tend to buy both regular
and eco-friendly toys. However, if they have multiple children, they are more likely to purchase
toys and eco-friendly toys primarily for their first child. For subsequent children, they are more

inclined to buy fewer toys since they often pass down toys from older siblings to the youngest one.

)
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Part 2: Perception of Millennial Mothers towards Eco-friendly Toys for Children

Millennial mothers believe eco-friendly toys have environmentally responsible manufacturing processes,
using recyclable natural materials, setting them apart from plastics. Safety is paramount, as these toys are
non-toxic and pose no risk to kids. They value the toys’ durability, providing prolonged enjoyment. Interest-
ingly, many associate eco-friendly toys with wooden ones due to their natural and sustainable attributes.

Based on these perceptions, it appears that millennial mothers have a moderate understanding
of eco-friendly toys. However, some are not proactive in seeking more information to enhance their
knowledge. Some mothers learn about eco-friendly toys from their friends or see them through social
media. PlanToys is widely recognized as an eco-friendly toy brand. Other mentioned brands like IKEA,
Tender Leaf, Wooden Kids, Hape, and Melissa and Doug are also noted, but their eco-friendliness
remains uncertain to them. The reasons behind PlanToys and other brands coming to their minds
differ among millennial mothers. Some have noticed these brands while shopping at department
stores or visiting pop-up booths. Others remember seeing them at kids’ cafes and playgrounds.
Furthermore, some have received these toys as gifts for their children from friends and cousins.
Each of these experiences has contributed to their familiarity with these eco-friendly toy brands.
Part 3: Attitude of Millennial Mothers towards Eco-friendly Toys for Children

In general, millennial mothers express that eco-friendly toys offer numerous advantages.
These toys undergo an environmentally friendly manufacturing process, ensuring safety for
both the environment and children. Being non-toxic and durable, they provide long-lasting
playtime. Additionally, they contribute to the skill and brain development of their children. In
comparison to plastic toys, eco-friendly options, such as wooden toys, allow children to expe-
rience unique textures and also enable parents to instill a sense of environmental awareness
and sustainability. Their overall opinion is that eco-friendly toys are superior to general toys.

However, there are some disadvantages to playing with eco-friendly toys, as millennial
mothers explain. One concern is the limited choice of toy categories compared to convention-
al toys. Sometimes, children prefer to play with marvel hero toy models, which may not have
eco-friendly options available. Additionally, eco-friendly wooden toys tend to be heavier than
plastic toys, posing potential dangers if mishandled or thrown incorrectly. Moreover, wooden
toys from brands like PlanToys are not waterproof, making them susceptible to mold if they get
wet. Lastly, their higher price makes millennial mothers less likely to purchase them frequently.
Part 4: Millennial Mothers’ Purchase Intentions for Eco-friendly Toys for Children
4.1 Marketing Mix (7Ps)

(1) Product: Most millennial mothers have moderate concern for eco-friendly toys, prioritizing
quality and expecting superiority over general toys due to higher prices. Playability matters more
to them than the eco-friendly concept. Generally, millennial mothers prioritize product features
and functions before considering materials and eco-friendliness. Brand names influence their
decisions, while packaging matters less

(2) Price: Price plays a significant role in the decision-making of millennial mothers. They are
willing to pay more if the product justifies the higher cost. Due to the higher price of eco-friendly

toys, they are more inclined to buy them on special occasions like birthdays.
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(3) Place: About half prefer online platforms like Shoppee, Lazada, Facebook, and LINE for
the convenience and discount codes. The other half enjoys visiting physical toy shops in depart-
ment stores, valuing the hands-on experience and frequent exploration.

(4) Promotion: Most of them acknowledge promotions’ influence on buying eco-friendly toys.
Preferred are 20%-50% off discounts, followed by “buy one, get one free” offers. Complementary
items, vouchers, or credit card point redemption also attract. Just one mother prioritizes her chil-
dren’s toy preferences over promotions. Presenter and influencer reviews interest them, but wield
less influence.

(5) People: Most of them acknowledge that sales staff and customer service significantly
influence their decision-making process. Well-founded guidance holds the power to make an im-
pression. Only one mother asserts that these elements hold lesser sway in her decision-making,
as her primary focus lies in her child’s preferences.

(6) Process: Most of them emphasize the significance of the delivery process in their deci-
sion-making. For online shopping, promptness and intact items are fundamental requisites that
should meet their expectations.

(7) Physical Obviousness: Most of them highlight the significance of an attractive UX and
Ul when shopping online. For physical stores or pop-up booths, appealing decor and organized
product displays are crucial.

4.2 Consumer Decision Making Process

(1) Problem Recognition: They rarely consider purchasing eco-friendly toys. The idea of
eco-friendly toys emerges when seeking to boost children’s skills and cognitive development,
often prompted by birthdays or promotions, and sometimes triggered by store visits.

(2) Information Search: 10 of them occasionally turn to influencer pages or social media
reviews for information, whereas the remaining 6 rarely conduct such pre-purchase research for
the toy. The information-seeking process becomes longer when dealing with higher-priced items.

(3) Evaluation of Alternatives: Before making a purchase, half of the group compares toys,
taking into account brand, price, promotions, and functionality. The other half, who are already
loyal to specific brands, begin their search from those trusted options.

(4) Purchase Decision: Half of them prefer buying the toy in physical stores for the first-hand
experience, while the others choose online shopping for its convenience, allowing them to make
purchases anytime, anywhere. Some mentioned visiting stores to try the product and then checking
online for price comparisons and promotions before making a final choice.

(5) Post-purchase Evaluation: Typically, they withhold toy reviews unless truly impressed.
When offering feedback, face-to-face conversations are preferred over social media posts. Some

may choose messaging platforms to share thoughts.

)
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4.3 Theory of Planned Behavior

(1) Individual's Attitude: Most of them agree it's a good idea to buy eco-friendly toys. These
toys are made from strong, safe materials that are good for the environment and kids. However,
a few types of these toys are more expensive, resulting in less frequent purchase.

(2) Subjective Norms: The majority indicate that advice from those around them has minimall
influence on their purchasing choices. Any impact that might occur is likely due to similarity or
familiarity with those individuals.

(3) Perceived Behavioral Control: They primarily take charge of deciding to buy eco-friendly
toys. These mothers often opt to purchase these toys when aiming to enhance their children’s
skills, as birthday gifts, in response to their children’s requests, or when they come across a store
or pop-up booth at events. The infrequency of their purchases is attributed to both the higher cost

and the limited product variety.

Conclusion and Discussion

The results primarily corroborate the findings mentioned in prior studies and also introduce
some intriguing additional points for further discussion, as outlined below:

“MILLENNIAL MOTHERS DEMONSTRATE A STRONG FAMILIARITY WITH ECO-FRIENDLY
TOYS, PARTICULARLY THOSE MADE OF WOOD. THEY PRIORITIZE THE SAFETY OF TOYS
FOR THEIR CHILDREN AND TEND TO FAVOR PLAN TOYS WHEN CHOOSING BIRTHDAY
PRESENTS.”

The majority of millennial mothers exhibit a keen understanding of environmentally
friendly concepts, as underscored in Mai's research (2021). Their generation has fully embraced
the ‘Eco-Active Lifestyle,” seamlessly integrating environmental consciousness into their daily
routines. Additionally, they tend to gravitate towards brands celebrated for their eco-responsible
practices and are willing to invest more in eco-friendly products, as emphasized in reports from
Bangkok Bank SME (2022) and Spring News (2022). This level of awareness often leads them
to readily associate eco-friendly toys with the esteemed ‘PlanToys’ brand (PlanToys, 2023).

Nonetheless, the use of superior materials in crafting eco-friendly toys, like PlanToys,
often results in a relatively higher price point when compared to conventional toys. This
pricing dynamic may prompt millennial mothers to reserve these eco-conscious toys for special
occasions, such as birthdays, owing to their strong appreciation for the environmentally friendly
qualities of these ‘green’ playthings. Their willingness to invest a premium price for such products
has been documented by Saini et al. (2023). Furthermore, Tu et al. (2022) have underscored
that millennial mothers exhibit a greater inclination to select children’s toys with eco-friendly
designs and opt for brands offering safety assurances. Notably, millennial mothers are open
to paying extra for products and services that enhance their children’s overall well-being.

“MILLENNIAL MOTHERS EMBRACE ECO-FRIENDLY TOYS FOR SAFETY, LONG-LAST-
ING DURABILITY AND DEVELOPMENTAL BENEFITS, DESPITE LIMITED CHOICES AND
HIGHER COSTS.”
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In summary, the study reveals that millennial mothers generally hold positive attitudes
toward eco-friendly toys for children, aligning with the findings of Hasan et al. (2022) and
Mateedulsatit (2018), who noted the significant role of environmental consciousness and self-reali-
zation in millennials’ preference for zero waste products. These mothers prioritize toys that are both
reasonably priced and safe for their children during playtime, as “toy safety” ranks among
the key considerations for millennial parents when selecting toys (Richards, Putnick, and
Bornstein, 2020), alongside factors like price and long-lasting durability. Eco-friendly toys
tend to lose their appeal when priced unreasonably (Moslehpour et al., 2021; Mai, 2021).

Additionally, millennial mothers are keenly interested in the benefits that eco-friendly toys can
offer their children, as they are willing to invest extra in products and services that promote their
children’s health (Forbes Thailand, 2016). This sentiment aligns with a previous study, “momype-
dia,” conducted in 2015, which reported that millennial mothers actively search the internet for
toys that facilitate their children’s cognitive and skill development (Marketingoops, 2016). How-
ever, millennial mothers express concern about the relatively limited variety of eco-friendly toys
compared to conventional options. For instance, PlanToys, their wooden toy selection is categorized
into just 11 groups: Active Play, Babies, Block and Construction, Games and Puzzles, Push and
Pull, Music, Learning and Education, PlanHome, PlanMini, Pretend Play, and Water Play (PlanToys,
2023). This narrower range may not fully meet the diverse needs of children as they continue to
grow and look for other toy categories.

“ECO-FRIENDLY TOY CHOICES OF MILLENNIAL MOTHERS: EMPHASIS ON QUALITY,
PRICING, AND SHOPPING CONVENIENCE”

Since eco-friendly toys are relatively expensive and have a short product life cycle, influenced
by the rapid growth of babies and children (Bangkok Biz News, 2022), millennial mothers seem
to prioritize quality over eco-friendliness. As mothers age, they become more concerned with a
product’s functionality and durability (Tu et al., 2022). Therefore, unreasonably priced items might
fail to capture the interest of millennial mothers (Songsermsawad, 2019). This tendency often leads
them to actively seek promotions or discounts, both in physical stores and online since discounts
significantly influence customers’ decisions to opt for eco-friendly products (Songsermsawad, 2019).
Additionally, the brand name carries significant weight in their decision-making process, as they
tend to place trust in well-established brands. Consequently, brands that incorporate eco-friend-
ly packaging can make their products more appealing to these consumers (Tu et al., 2022).

Moreover, ‘convenience’ emerges as a crucial driver behind the purchase decisions of
millennial mothers. This aligns with research by Mettajit (2017), which identified convenience as
a primary factor contributing to their positive perception. This convenience encompasses not
only store proximity and well-displayed products but also streamlined payment and logistics
processes, for example, free shipping, allowing them to efficiently manage their busy schedules.

“MILLENNIAL MOTHERS’ ECO-FRIENDLY TOY BUYING JOURNEY: OCCASIONAL CON-
SIDERATION, QUICK RESEARCH, AND CONVENIENCE-DRIVEN DECISIONS”

)
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Millennial mothers tend to make occasional purchases of eco-friendly toys due to several
reasons. Firstly, toys are among the top three products that mothers typically spend on for their
babies and children (Positioningmag, 2021). These toys fall into the category of fast-moving
consumer goods (FMCG) because the types of toys in demand vary based on each child’s age
and skill development (Bangkok Biz News, 2022). As a result, millennial mothers prioritize other
essential items such as food and clothing over toys. To be specific, eco-friendly toys are not a fre-
quent consideration for these mothers, except on special occasions like birthdays. One key factor
behind this is the higher price of eco-friendly toys, making them more suitable as gifts rather than
everyday purchases. It's noteworthy that millennial mothers tend to engage in quick research when
making these purchases, frequently comparing prices and brands and scanning some reviews
from other mothers (Richards, Putnick, and Bornstein, 2020). Their busy roles as mothers align with
Mettaji’'s 2017 observation that convenience is highly valued by millennial mothers. This often leads
them to choose children’s toys from reputable and well-known sustainable brands that prioritize
safety, as shown in studies by Tu et al. (2022), Songsermsawad (2019) and (Chi et., al., 2021).

Being enthusiasts of convenience, millennial mothers have a preference for making pur-
chases both in physical stores and online, choosing whichever option suits their convenience
at the time. This inclination is consistent with the findings of Kimanee’s study in 2019, which
revealed that millennial mothers favored buying children’s items from various e-marketplaces,
social commerce platforms, and some even opted for pop-up stores when they happened to
pass by them. Overall, millennial mothers are typically more inclined to share their thoughts and
recommendations compared to mothers from other generations (Ayuningtyas, Prihatiningsih, and
Laura, 2018). However, when it comes to eco-friendly toys, they are more selective in what they
choose to share, generally doing so only when they are truly impressed. Additionally, they tend
to favor face-to-face sharing rather than posting online reviews. This could be because they have
a multitude of topics related to children to discuss, such as nutrition, child well-being, and more.

“MILLENNIAL MOTHERS’ ECO-FRIENDLY TOY PURCHASING PATTERNS: BALANCING
QUALITY, SOCIAL INPUT, AND INDEPENDENCE”

Millennial mothers often seek opinions from other mothers, utilizing sources like Google and
Facebook reviews (Kimanee in 2019). Nevertheless, they tend to make their independent decisions
when it comes to the final choice. This aligns with the findings of Zhang and Luo (2022), who observed
that subjective norms, including seeking opinions from peers, have limited influence on adoption
intentions. One possible explanation for this behavior is that “toys” are not as essential as other chil-
dren’s necessities. Consequently, the frequency of toy purchases is lower, despite millennial mothers
acknowledging the superiority of eco-friendly toys over conventional ones. However, they still perceive
eco-friendly toys as relatively expensive. Consequently, they strive to strike a balance between cost
and quality when purchasing eco-friendly toys. This approach can be explained by the experiential
hierarchy proposed by Solomon (2011), which suggests that millennial mothers evaluate intangible

qualities of the product, such as attractive packaging and brand, before making a purchase decision.
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Recommendations for Strategists:
(1) Provide special birthday discounts (up to 30% off) of eco-friendly toys for children
(2) Create a short content through (Mom) consumer reviews on social media platforms

(3) Focus on quality (valuable and reasonable price) rather than eco-concept

Limitation and Suggestion for Further Research Study

1. The findings indicate that millennial mothers are price-conscious, resulting in fewer purchases
of eco-friendly toys. However, they are willing to invest more in eco-friendly toys of high quality.
Therefore, for the upcoming study, an experimental approach could be adopted, such as a 2X2 factorial
design. This approach involves presenting various options (eco-friendly toys versus conventional
toys) at different prices. This will help figure out exactly what millennial mothers prefer for their kids.

2. Itis noticeable that millennial mothers who have just one child often choose eco-friendly toys
while those who have two or three children prefer to pass down eco-friendly toys to other kids since
they’re strong and made from recycled materials. However, on special occasions like a younger
child’s birthday, a new toy might be bought. This insight suggests that future research might

consider including the count of children in millennial mothers’ homes as an important factor to study.
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Abstract
The research on causal factors affecting the decision to study in higher education institutions of
Generation Z children aims to study motivation seeking information lifestyle and the utilization and grati-
fications of media in predicting children’s decision to study in higher education institutions Generation Z.
This research uses quantitative research. (Quantitative Research) is a survey method
using a questionnaire as a tool to collect data from a sample of 400 children born during
Generation Z, who will be in the age range of 15-19 years and uses qualitative research.
by conducting in-depth interviews with Mathayom 6 students, namely Science-Math
students. Arts-mathematics students and language arts students total of 8 people.
Quantitative research results found that the motivation to seek information lifestyle and
utilization and gratifications from media Generation Z children’s decisions to study in higher
education institutions can be predicted. After considering: Motivation can be predicted 67.2%,
with an R2 = 0.672. When combined with information seeking, it can predicted 73.9%, with an
R2 =0.739, which is a better prediction. In addition, if we add the variables of utilization and satisfaction,
the prediction can be 75.9%, which has a value of R2 = 0.759. And when adding the last variable
That is, lifestyle will give the highest predictive value of 76.5%, which has a value of R2 = 0.765.
The results of the qualitative research found that most of the key informants stated that
they had preferences and interests that influenced their decision to continue their studies.
Search for information from many social media sources and would like to have up-to-date
public relations media with information to support decision-making in choosing to study further.

Keywords: Motivation, Information Seeking, lifestyle Uses and Gratifications and Decision
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Abstract

This study explores the multifaceted dimensions of destination branding for Doi Mae Sa-
long, a culturally rich and historically significant locale in Thailand. Utilizing a mixed-methods
approach, the research delves into tourists’ perspectives, local stakeholders’ viewpoints, and
the area’s unique attributes to formulate a comprehensive branding strategy. The study reveals
that Doi Mae Salong’s competitive advantage lies in its cultural diversity, historical background,
and natural beauty. However, it also identifies challenges such as the impact of the COVID-19
pandemic and the need for more structured management in the hospitality and tea industries.
Key findings indicate that, tourists’ genuine affection for Doi Mae Salong due to its diverse at-
tractions; a collective desire among stakeholders to enhance the destination’s competitiveness
while preserving its cultural and natural heritage; and the gaps in hospitality management require
industry-specific associations. The study concludes with strategic recommendations for branding,
positioning, and stakeholder engagement, offering a blueprint for sustainable tourism development.

Keywords: Destination Branding, Tourism Resources, Stakeholders, Community Engagement, Doi Mae Salong

Introduction

Cultural tourism is a growing global phenomenon, fueled by travelers seeking genuine
local experiences. As highlighted by Mousavi et al. (2016), cultural destination branding
plays a crucial role in tourism development by creating unique identities for destinations.
Located in Chiang Rai, Northern Thailand, Doi Mae Salong has gained prominence as a key
cultural tourism destination. Surrounded by stunning mountains, the village of Santikhiri offers a
compelling mix of rich history, distinct culture, and natural beauty, as noted by Dania et al. (2022).

Influenced by migration from Yunnan, China, Doi Mae Salong is celebrated for
its rich cultural heritage, attracting visitors with its traditional Chinese architecture and
aromatic tea plantations. The local lifestyle adds to the destination’s appeal. Specifically,

Doi Mae Salong is situated in the Mae Fa Luang District of Chiang Rai Province, as figure 1.1 illustrated,

Figure 1.1 The Location of Doi Mae Salong in Chiang Rai Map
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and serves as a hidden Chinatown near the famous Golden Triangle. It is approximately 72
kilometers from Chiang Rai International Airport and 850 kilometers from Bangkok. The area is
home to a lively Chinese community, where the Chinese language, customs, entertainment, and
festivals are prevalent. Often referred to as the “Yunnan Village” or “Little China” of Thailand, the
area reflects its strong Chinese influence. According to Chaoprayoon and Panyadee (2014), Doi
Mae Salong has multiple villages, including Bann Lor Cha, Bann Santikhiri, and Bann Japusri.
The Santikhiri Village is the primary village for Doi Mae Salong, known for its vibrant Thai-Chi-
nese culture. It is governed by the Mae Salong Nok Subdistrict Administrative Organization.

It has been highlighted by (Eiamroengporn et al., 2023) that, Doi Mae Salong exhibits
a greater diversity of ethnic groupings. The region is inhabited by many ethnic groups, including
the Han Chinese, Akha, Tai, Lahu, and Lisu populations. In terms of communal existence, the
demographic composition of the region indicates an approximate ethnic populace of 15,000
individuals, with the Han Chinese constituting the biggest national group, or around 40% of the
total population. Importantly, most of these ethnic groups have Chinese roots, owing to historical
migration to mountainous regions in countries such as Thailand, Laos, Cambodia, and Myanmar.
Doi Mae Salong is well recognized as a prominent tourist attraction due to its picturesque land-
scapes, tea plantations, and distinctive cultural legacy, mentioned by (Eiamroengporn et al., 2023).

However, the residents of Doi Mae Salong did not possess land ownership rights due to
historical circumstances, according to (Cui, 2022); following the successful intervention of
the 93rd Army in assisting the Thai military in combatting the Thai Communist Party, the local
villagers were granted the opportunity to undergo a conversion process to obtain Thai citizenship.
Additionally, they were granted a 40-year tenure to utilize the property. However, it is evident that
the designated time frame has lapsed, and it is apparent that the proportion of legally operating
hotels, with valid certifications, does not exceed 30%. (Duangjai et al., 2015) has mentioned
that, the majority of villages engaged in the tourism industry operate alone, without engaging
in collaborative efforts with one another; there exists a dearth of comprehension regarding the
perception and branding of this destination among its various stakeholders, encompassing local
inhabitants, enterprises, and tourists. Hence, the primary objective of this study is to investigate the
destination branding of Doi Mae Salong, focusing on the perspectives of stakeholders. The study
also intends to offer suggestions for enhancing brand development and management strategies.

This research is pivotal for shaping cultural destination branding in Doi Mae Salong,
a unique locale blending Chinese and Thai cultures. It examines stakeholder views on place
identity and destination attributes, identifies branding gaps, and suggests ways to boost
cultural tourism. The insights are valuable for local authorities, the tourism sector, and other

stakeholders, and also contribute to academic discussions on cultural destination branding.
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Research Objectives

1. To conduct an evaluation of the tourism assets and the prevailing tourism landscape in the
Doi Mae Salong region.

2. To gain insights into the aspirations and goals of stakeholders with regards to enhancing
the brand identity of Doi Mae Salong.

3. To provide strategic recommendations for branding enhancement, informed by an analysis

of available resources and the valuable input from stakeholders.

Literature Reviews
1. History, Tourism industry, and Tourist Attractions in Doi Mae Salong

1.1 Historical Origins and Doi Mae Salong uniqueness

Located in Thailand’s Chiang Rai Province, Doi Mae Salong was once a dense forest that
transformed significantly over the past century (Eiamroengporn et al., 2023). Following the
Kuomintang’s defeat in 1949, remnants of Li Guohui’s 23rd Division and Tan Zhong troops
took refuge in the Golden Triangle. They established the “93rd Division of the Revival of
the Republic of China” in 1950, with support from Chiang Kai-shek and local opium trade
(Duangjai, Schmidt & Shrestha, 2015). Doi Mae Salong, shaped by the Chinese Nationalist
diaspora, reflects the Golden Triangle’s complex history and its impact on modern cultural tourism
(Cui, 2022). Key attractions include Santikhiri Village, which blends Thai and Yunnanese cultures;
Yunnanese traditions and festivals; The Martyr's Memorial Hall; tea and coffee plantations that
highlight cultural heritage; and scenic landscapes and hiking trails (Eiamroengporn et al., 2023).

1.2 Tourism Industry of Doi Mae Salong

Tourist arrival data in Doi Mae Salong is limited for researchers. However, Doi Mae Salong saw
increased tourism in the late 20th century (Trupp, 2014). According to Chaoprayoon and Panyadee
(2014), many tourists from Chiangrai city visit the mountainous Mae Fa Luang district to experience
the Thai-Chinese cultural blend in Santikhiri Village. Tourism activities would include tea leaf picking
and the option to stay in private Home Stay accommodations during the January holidays. Tourists
can also partake in festivals like the Cherry Blossom Festival and the Tea, Sakura, and Tribal Food
event in Doi Mae Salong for a 3-day, 2-night duration. The Ministry of Tourism and Sport reported a
33% increase in tourist arrivals in Chiang Rai in 2017, reaching a total of 4 million visitors compared
to the previous year’s 3 million. Indigenous groups reliant on the environment must safeguard its
biodiversity due to the significant role tourism plays in their economic sustenance (Cadena et al., 2015).
2. Role of Stakeholders in Community-based Tourism Industry

According to (Asker et al., 2010), in the mid-1990s, “community-based tourism” (CBT) emerged.
CBT is best for rural and regional areas and involves local interactions between tourists and the host
community. Most agree CBT is governed and controlled by the community for the community. This style
of “local” tourism emphasizes employing local merchants and service providers and understanding

and sharing local culture. Local governments, NGOs, and communities have sought and supported it.

(=)
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Latin America uses CBT and rural tourism for comparable tasks. Several Asian countries employ
CBT for ecotourism. Ecotourism, rural tourism, sustainable tourism, and community-based tourism
share aims. Tourism planning may benefit a place’s natural assets, cultural heritage, and local
economies. Eco-tourism, rural tourism, and community-based tourism are both market niches
and guiding concepts. Regardless of nomenclature, there are a few key methods and practices
that may ensure CBT is appropriately considered, planned, and managed for individuals and
environment. The CBT enterprise may directly or indirectly affect stakeholders. Identify and in-
clude stakeholders in the review process. The community’s vision, aims, and objectives, along
with external collaborators and partners, must be assessed to establish their “fit” with tourism.

Figure 1.2 illustrates the diverse participants in regional and rural CBT and sustainable tourism.

Figure 1.2 Stakeholders in Tourism Industry
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The majority of the time, CBT in rural regions depends on natural resource-based
tourist goods. As a result, more organizations (such as government departments of
agriculture, parks, forestry, fisheries, and mining) may need to be included in the CBT assess-
ment and planning phases. It is crucial to establish positive relationships with these sorts of
stakeholders right away because they may have difficult bureaucratic processes to overcome.
3. Destination Branding Concept

Destination branding sets a location apart from rivals by effectively showcasing its unique features
through attractions, accessibility, and additional services (Buhalis, 2000). The strategy is rooted in
shaping tourists’ perceptions of the area. Aligning the destination brand with tourist needs is crucial
for mutual benefit, as noted by Vengesayi (2003). This approach is key for differentiation, competitive
edge, and market positioning. However, Uro$evic (2012) points out that existing research often
overlooks challenges in regional branding, such as stakeholder cooperation, negotiation complexities,
and alignment with government goals. This study adopts and adapts from Vengesayi's Model of Tourism

Destination Competitiveness and Attractiveness (2003) and uses it as a study framework (See Figure 1.3).
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Figure 1.3 The Model of Tourism Destination Competitiveness and Attractiveness
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As Figure 1.3 has illustrated that, destination competitiveness and attractiveness focus on a location’s

ability to draw travelers, influenced by factors like attractions, infrastructure, marketing, and reputation.

These elements are crucial for long-term success and sustainability in the competitive travel market

(Hassan, 2000). While attractiveness sparks initial interest, competitiveness sustains that appeal. Balancing

these aspects enables destinations like Doi Mae Salong to consistently attract tourists and maintain a

competitive edge. This research explores stakeholder perspectives on Doi Mae Salong’s destination

branding, using the TDCA model as a framework. Table 1.1 links research objectives to this model:

Table 1.1 Explanation of Research Objectives and TDCA Model

(=)

|0 Understand U Mae
Salong’s Tourism
Landscape

I tvs obpctve involves the evaluation of naturdl, cultuay, and hstoncal resources, alongwith
the assessmant of characterstics such as climate and tourist demographics Addtionally, it
examines auxiliary services such as lodgng and tonsportation, as well as contemponary
maretng tackcs.

10 isentdy Stakeholcer
Goals

| vs chpctve conters around the parspactves of stakoholdars about natural, cuttumy, and
hstorical resources, tourist satisfaction, focility improvernants, and promotional tackics.

10 Prowde
Recommendations

Ihe copctive is to enfiance the biond of Loy Mae Saiong by utlaing s cistnctive characterstcs
and inputs from stakeholders in order to enhance its competitie advantage and atfactiveness

Adtor explonng Loy Mon Saong’s intrinsc destnation resources, CXpenance anvircnment, fourism supparting servces and
Communication and promation, rescarcher witl analyse them based on the concept of Competitiencss and Attactiveness

The incorporation of the “stakeholder’s performance” part in this study is based on the original

concept. In the

present study, the researcher has identified a correlation between stakeholder

performance and stakeholder objectives, with a particular emphasis on the achievement of stake-

holders’ goals in relation to the brand Doi Mae Salong. After analyzing these aspects, the research

aims to optimize

Doi Mae Salong’s attractiveness and competitive advantage in the tourism sector.
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Destination branding research often focuses on identifying various components, which can

be grouped into two main categories: (1) Tangible/Visual/Functional and (2) Intangible/Symbolic.

Balakrishnan et al. (2011) outline five components within each category. Table 1.2, adapted from

Balakrishnan (2009), provides a detailed breakdown of these Destination Brand Components (DBC)

Table 1.2 Components of destination branding

DsC Tangible/ sl Functional Intangidle Symbolic
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Building on the components of destination branding outlined in Table 1.2, this section of-
fers a brief overview of 10 key studies. Each study employs various methods and focal points,
ranging from cultural identity and marketing strategies to sustainability and community involvement.
Henderson’s study (2007) uses qualitative methods to explore Singapore’s branding,
focusing on visual identity and cultural elements. Similarly, J.J. Zhang’s 2010 research on
Kinmen Island employs semi-structured interviews to emphasize cultural identity and unique selling
propositions. Suprakarn (2013) uses mixed-methods in his study in Thailand to examine heritage
tourism, covering aspects like history and culinary experiences. Nare et al.’s research (2017)
in Botswana highlights sustainability and social responsibility. Medaric et al. (2021) explores
Lake Balaton’s accessibility, emphasizing marketing and natural assets. Guiry et al. (2015)
investigates South Korea’s medical tourism, focusing on cultural identity and marketing strategies.

Hjalager (2011) delves into well-being tourism in Southern Denmark, emphasizing community
involvement. Stephens Balakrishnan’s (2008) explores strategic branding, including destination
image and marketing partnerships in Dubai. Wheeler et al.(2011) research in Victoria, Australia,
and address community involvement and sustainability. Lastly, Wang et al.’s 2007 case study

focuses on collaborative marketing and community involvement in Elkhart County, Indiana,.

Research Methodology

The study uses a mixed-methods approach, combining quantitative and qualitative
techniques like semi-structured interviews, on-site observations, and a detailed
questionnaire survey. The research tools were validated with an Index of Item Objective
Congruence (I0C) score of 0.896. These tools are: 1) A visitor questionnaire totaling 35 questions,
completed by 151 respondents (78.81% Thai and 21.19% non-Thai), covering demographics,
destination resources, current tourism trends, and suggestions; 2) Interviews with nine local
stakeholders, including community members and authorities, focusing on tourism resources and
stakeholder views on destination branding; 3) On-site observations conducted from August 8 to
September 8, 2023, offering a deep understanding of Doi Mae Salong’s current tourism situations.

The combination of these methods provides a comprehensive understanding of the subject matter.

Research Findings and Analysis
1. Tourists’ Perspectives on Tourism Resources and Current Situation in Doi Mae Salong
The researcher administered a questionnaire to gather data from visitors who visited
Doi Mae Salong between August 8th and September 8th. The data was gathered from various
establishments within the immediate area, including lodgings, restaurants, attractions, and
coffee shops. The results will be provided using quantitative data, such as numerical values and
percentages, as well as qualitative analysis. The sequence of presentation will be as follows: an
examination of Tourism Resources from the perspective of tourists, an assessment of the Current

Tourism Situation from the viewpoint of tourists, and an evaluation of Tourism Supporting Services.
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1.1 Tourism Resources from Tourists’ Viewpoint

The findings regarding Tourism Resources from Tourists’ Viewpoint are: The majority of
tourists (57.9%) believe that the natural landscape is the most important tourist resource in Doi
Mae Salong. This is followed by coffee and tea products (38.4%) and Chinese culture (21.1%);
A significant minority of tourists (15.23%) would not visit Doi Mae Salong if there were no coffee or tea
products available. This suggests that coffee and tea products are a major draw for tourists to Doi
Mae Salong; The majority of tourists (63.31%) agree that the natural views in Doi Mae Salong have
made it differentiated from other tourism spots in Chiang Rai. This suggests that Doi Mae Salong
has a unique and distinctive natural landscape that sets it apart from other tourist destinations in
Chiang Rai; A significant minority of tourists (34.44%) believe that tourists are often drawn to the
natural scenery and might overlook the cultural heritage of Doi Mae Salong. This suggests that
the cultural heritage of Doi Mae Salong is not as well-known or promoted as its natural scenery.

Upon conducting an analysis of the findings in section 1.1, it has been determined that the follow-
ing findings can be made: There exists a robust correlation between the appreciation of the natural
landscape by tourists and their inclination to visit Doi Mae Salong for its coffee and tea offerings.
This highlights the interconnectedness of both factors in attracting tourists to the destination. Tourists
perceive the natural landscape as a significant distinguishing feature of Doi Mae Salong, surpassing
the significance of the local Chinese culture as a resource for tourism. It is evident that tourists are more
inclined to believe that the natural scenery overshadows the cultural heritage of Doi Mae Salong. This
underscores the necessity of enhancing visitors’ awareness regarding the cultural assets of the destination.

1.2 Current Tourism Situation from Tourists’ Viewpoint

The current situation of Doi Mae Salong shows that the majority of people in Doi Mae Salong
(92.73%) think that coffee and tea plantations can reflect the economic value of Doi Mae Salong.
Only 3.31% strongly disagree with this statement, while 6.62% disagree and 2.65% are neutral. This
suggests that coffee and tea plantations are an important part of the economy of Doi Mae Salong.
Moreover, the table shows that 35.1% of people strongly agree that the natural landscape in Doi
Mae Salong is influenced by the COVID-19 pandemic, while 24.5% agree. Only 20.53% of people
disagree with this statement, while 2.65% strongly disagree and 6.62% are neutral. This suggests that
the COVID-19 pandemic has had a significant impact on the natural landscape of Doi Mae Salong.

Overall, the table shows that coffee and tea plantations are an important part of the economy of
Doi Mae Salong, and that the COVID-19 pandemic has had a significant impact on the natural
landscape of Doi Mae Salong.

1.3 Tourism Supporting Services

The majority of respondents (55.63%) believe that more facilities and tourist spots should be
built in Doi Mae Salong. However, a significant minority (41.09%) believe that the facilities in Doi
Mae Salong are already well developed. The majority of respondents (71.86%) are satisfied with
the tourism infrastructure in Doi Mae Salong. However, a minority (31.08%) believe that Doi Mae

Salong is not easily accessible.
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There is a large discrepancy between the percentage of respondents who believe that more
facilities and tourist spots should be built (55.63%) and the percentage of respondents who believe
that the facilities in Doi Mae Salong are already well developed (41.09%). This suggests that there
is a need for more facilities and tourist spots in Doi Mae Salong, but that these facilities should be
developed in a way that is sustainable and does not damage the natural environment. The majority of
respondents are satisfied with the tourism infrastructure in Doi Mae Salong, but there is still room for
improvement. This suggests that the government and tourism industry should continue to invest in the
development of the tourism infrastructure in Doi Mae Salong in order to attract more visitors to the area.
2. Identifying Tourism Resources, Current Situation, and Fulfillment of Stakeholders Goals in Doi
Mae Salong from Stakeholder Perspectives

During the semi-structured interviews held from August 8th to August 30th, 2023, the following
individuals participated while maintaining anonymity: Mr. A (Mae Salong resident working in Bangkok),
Mr. B (Owner of Shin Sane Guesthouse), Ms. C (Owner of Hill Top Home), Mr. D (Gravekeeper at General
Tuan’s Mausoleum), Mr. E (Retired Soldier of 93rd Division), Mr. F (Principal of Xinghua Middle School),
Mr. G (Owner of 93rd Division Tea Shop), Mr. H (Mayor of Mae Salong Nok Subdistrict Administrative
Organization), and Ms. J (Director of Ling Ping Tour Co., Ltd.). The findings of the semi-structured inter-
view encompassed three main areas: Tourism Resources, Current Situation, and Stakeholders’ Goals.

2.1 Tourism Resources in Stakeholders’ Viewpoints

Interviews with Doi Mae Salong stakeholders highlight the area’s natural beauty as a
tourism attraction. Mr. B and Ms. J emphasize Thai tourists’ milder climate and Western visitors’
trekking, while the region’s economic change from opium to tea and coffee growing is crucial.

. Interviews with key figures like Mr. B, owner of Shin Sane Guesthouse, and Ms.
J, Director of Ling Ping Tour Co., Ltd., underscore the importance of natural resources in
attracting tourists. Mr. B points out that Thai tourists are drawn to the area’s cooler climate,
while Western visitors are attracted by hiking and forest adventures. Ms. J echoes this, not-
ing that outdoor activities like hiking are a natural fit for Doi Mae Salong. These perspectives
highlight the area’s natural beauty as a key asset in attracting a diverse range of tourists.

e Mr. F, the Principal of Xinghua Middle School, recounted a turning point in Doi Mae
Salong’s economic history. After the 93rd army, led by General Tuan, aided the Thai army’s
victory, King Rama 9 granted citizenship to local Chinese villagers on the condition that
they stop opium farming. To pivot, General Tuan consulted Taiwanese experts to assess
the region’s soil for tea cultivation. This marked a transformative shift in the local economy.

+  Asthe Chinese villagers transitioned to tea farming, the Aka community, who were also involved
in opium cultivation, faced a livelihood change. Some returned to the mountains in Myanmar, while others
took up coffee farming. Mr. H, Mayor of Mae Salong Nok, noted that the coffee grown by the Aka people
is likely Arabica, a variety common in northern Thailand and known for its unique flavor influenced by

local conditions. This shift diversified and stabilized the local economy, making tea and coffee its pillars.
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2.2 Current Situation in Stakeholders’ Viewpoints

In this section, it has explained that COVID-19 has hit Mae Salong’s business-
es hard. Ms. C’'s Hill Top Home and Mr. G’'s 93rd Division Tea Shop are grappling with
challenges. Ms. C’s homestay business has seen a sharp decline, and Mr. G stresses
the need for a tea sellers’ association for sustainable competition in the local tea industry.

*« Ms. C, owner of Hill Top Home in Mae Salong, returned from Taiwan to face the
challenges posed by the COVID-19 pandemic, which severely affected her homestay business
due to a sharp decline in customers. Similarly, Mr. G, owner of the 93rd Division Tea Shop,
expressed concerns about the local tea industry. Despite the high quality of the tea, the lack
of a structured system for managing sellers has led to price wars. Mr. G advocates for the
creation of a tea sellers’ association to ensure fair competition and long-term sustainability.

 Mr. H, the Mayor of Mae Salong Nok Subdistrict Administrative Organization,
highlights the lack of formal regulations in the tea and hospitality industries. He advo-
cates for locals to form associations, facilitating more effective communication and col-
laboration. Mr. G, owner of the 93rd Division Tea Shop, agrees, noting the current lack of
cooperation among local businesses. Mr. H also breaks down Mae Salong’s workforce: 20% are
farmers, contributing to local agriculture; 60% are retirees or financially supported by family;
and 10% work in tourism-related businesses, playing a key role in the area’s tourism sector.

2.3 Stakeholders’ Goals

In this section, local stakeholders in Mae Salong have distinct goals and perspectives when
it comes to enhancing tourism in the region.

. Mr. B, owner of Shin Sane Guesthouse, aims to boost check-in rates from 20-30% to
50-60% in the off-season, and from 60-70% to 80-90% during peak times. He believes facility
upgrades are key to achieving this.

* Mr. D, the Gravekeeper of General Duan’s Mausoleum, doesn’t have a specific goal but
believes more visitors will improve community life. He aligns with the broader aim of maximizing
tourism’s economic benefits.

. Mr. F, the School Principal of Xinghua Middle School, wants to address tourists’ concerns
about high prices in Mae Salong to improve the area’s value proposition.

3. Deeply Understanding the Current Tourism Situation From the Researcher’s 1-month Duration
Onsite Observation

This part presents an elucidation of the results obtained via the implementation of on-site
observations pertaining to the prevailing state of tourism in Doi Mae Salong. During the duration
of the researcher’'s month-long visit at Doi Mae Salong, a series of observations were made:

3.1 Accommodation Option

Accommodation options in the area significantly deviate from traditional hotels. Many of the
establishments in Doi Mae Salong adopt a homestay-style approach rather than conforming to
conventional hotel standards. The absence of standardized star ratings for hotels within the vicinity
poses a considerable challenge for tourists when it comes to evaluating the quality of lodging
options through widely-used mobile apps and booking platforms. This absence of standardization

introduces an element of uncertainty for travelers during the process of selecting their accommodations.
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3.2 Tourism Seasonality and Tourist Categories

In Doi Mae Salong, the tourism industry exhibits pronounced seasonal variations. The peak season
materializes during the winter months, specifically from December to March, when tourists converge on
the area to relish the refreshing, cool climate. Two primary categories of tourists frequent the region: Thai
and non-Thai visitors. Thai tourists are enticed by the allure of the crisp mountain air and the opportunity
to savor the local coffee. In contrast, non-Thai tourists, particularly those with Chinese backgrounds,
display a greater inclination towards exploring the historical and culturally rich heritage of Doi Mae Salong.

3.3 The Changing Traveling Trends

A noteworthy trend within the tourism sector is the escalating preference among travelers
for self-exploration, steering away from reliance on travel agents. Consequently, travel agencies
operating in the area have observed a decline in customer numbers, as a growing number of

tourists opt for independent travel experiences.

Discussion and Analysis

Based on stakeholder interviews, Doi Mae Salong lacks a clear brand identity but offers several
elements for potential branding. These include its history as a “Secret Isolated Army,” its unique
blend of Chinese and Thai cultures termed “A Hidden Chinatown,” and its peaceful transformation,
making it “A Historical Destination.” Its cool climate sets it apart as a “Cool Weather Retreat,” while
its serene environment suggests it as “A Chilling Place.” Lastly, its reputation for hospitality could
be emphasized as a “Bastion of Hospitality,” highlighting the community’s welcoming nature.

Doi Mae Salong'’s competitiveness stems from four key areas: 1) Cultural Diversity: Its unique
blend of Chinese, Thai, Aka, and other cultures offers travelers an authentic, diverse experience.
2) Historical Depth: The area’s secluded military past adds intrigue, attracting tourists interested
in history and cultural evolution. 3) Climate: Its cool climate is a unique draw, especially for those
seeking a break from heat, and allows for seasonal tourism. 4) Culinary Uniqueness: Influenced
by Yunnanese culture, the local cuisine offers a distinct gastronomic experience that also serves
as a cultural exchange.

Doi Mae Salong’s attractiveness hinges on four factors: 1) Scenic Beauty: Its captivating
landscapes and temperate climate create an inviting setting for tourists seeking aesthetic experi-
ences. 2) Cultural Depth: The area offers immersive cultural encounters, particularly in Yunnanese
culture, appealing to cultural enthusiasts. 3) Historical Appeal: Its unique military history adds an
extra layer of interest for tourists keen on historical and cultural exploration. 4) Authentic Products:
Local coffee and teas, rooted in regional authenticity, attract tourists looking for genuine, destina-

tion-specific goods.
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Recommendations for Doi Mae Salong’s Destination Branding

To preserve heritage and boost competitiveness, the vision focuses on offering an authentic
destination rich in culture and natural beauty. For Thai tourists, the strategy leverages coffee
experiences and cold-weather activities, while for Western tourists, it highlights natural adventures
and eco-tourism. For tourists with Chinese ties, the focus is on cultural, historical, and culinary
experiences. Differentiation centers on unique Yunnanese culture, military history, appealing
climate, and diverse coffee and tea options. Communication involves event marketing,
social media, celebrity endorsements, storytelling, partnerships, and multilingual promotion.
Feedback strategies include monitoring slogans and licenses, market intelligence, brand
protection, and integrating feedback. Implementation considers potential challenges and
involves community collaboration, private sector engagement, and government support.

After thorough analysis of tourist feedback, on-site observations, and insights from semi-struc-
tured interviews with local stakeholders, a well-defined brand identity for Doi Mae Salong has
become crystallized. Building on key elements derived from stakeholder perspectives, a cohesive
theme or concept for the destination can be formulated: the unifying theme is “Mae Salong: A
Hidden Historical Gem of Tranquility and Hospitality.” This theme encapsulates Mae Salong'’s rich
history, serene atmosphere, and warm hospitality, setting it apart from other Sino-Thai destinations
in Thailand.

Figure 1.4 Positioning of Doi Mae Salong’s branding Comparing with Pattaya

N oy Raen ity

e e i

s AV ey, Y

Temary

el Agnm— e

With a different branding strategy, the destinations will attract different group of people to
visit. Figure 1.3 - The positioning of Doi Mae Salong revolves around its historical significance,
refreshing climate, and tranquil ambiance, which are valued by tourists. Meanwhile, local
stakeholders aim to spotlight its distinctive cultural heritage while safeguarding its
unspoiled natural surroundings. This positioning suggests that Mae Salong offers both a highly
authentic cultural experience and stunning natural beauty.lt would imply that visitors can immerse

themselves in the local culture while enjoying breathtaking natural surroundings.
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While Pattaya’s unnatural appearance and cultural artificiality are evident in its neon-lit nightlife,
featuring vibrant streets, bars, and nightclubs. The iconic Walking Street, adorned with neon lights
and adult entertainment venues, creates an artificial and lively nighttime atmosphere. The city
also boasts artificial attractions like the Sanctuary of Truth and Mini Siam, with miniature replicas

of global landmarks.

Conclusion

The study on Doi Mae Salong holds critical implications for Doi Mae Salong’s development goals
and branding potential. Through an in-depth literature review and on-the-ground observations, the
research uncovers the destination’s untapped assets, such as its rich cultural tapestry, historical
significance, scenic beauty, and warm hospitality. Key takeaways include: 1) Findings emphasize
tourists’ strong affinity for Doi Mae Salong, fueled by its diverse attractions; 2) Local stakeholders
share a unified goal of boosting competitiveness, with a focus on conserving natural landscapes,
maintaining cultural integrity, and preserving historical landmarks as branding strategies; 3)
However, gaps in hospitality management persist, and the formation of industry-specific associ-
ations is essential to tackle these challenges. These insights offer actionable recommendations
for both local stakeholders and governmental agencies, laying the groundwork for a more vibrant

future that honors Doi Mae Salong’s distinct character and enriches the visitor experience.

Limitation

This study has some constraints that warrant acknowledgment. Firstly, the primary fieldwork
was conducted in August, an off-peak tourism month for Doi Mae Salong, which may not fully
capture seasonal variations in visitor trends. Second, the lack of external funding limited the scope
and duration of data collection. Finally, the one-month onsite survey and the area’s rural setting

restricted the diversity of tourist perspectives, despite valuable insights from local stakeholders.
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Abstract

The aim of this research is to analyze the content of personal brand communication through the
TikTok application by examining the case of VValentines, the owner of the Valichain brand, using
a qualitative research approach. The data source for this study is VValentines’s TikTok app video
clips, collected over a period of ten months, from January 2023 to October 2023, totaling 110 clips.
This comprehensive analysis aims to understand the multidimensional aspects of personal brand communication.

The findings reveal that Valentin effectively utilizes all four dimensions of personal brand
communication, including: Communication Patterns: Valentin employs various communication
patterns to establish relationships, provide information, and create brand recognition. This
includes elements of reputation and familiarity. Brand Personality: VValentines’s Brand
Personality is characterized by sincerity, sophistication, and competence, reflecting authenticity,
sophistication, and success. Strengths of Personal Brand Communication: VValentines
strategically communicates her strengths, such as knowledge, experience, position, and
responsiveness. The analysis highlights the prominence of VValentines’s position as an
influencer in the content. Brand Product Linkage: VValentines, as the owner of the Valichain brand,
consistently integrates the brand into almost all of his TikTok content, especially in the context of
fashion and beauty-related content. This strong association enhances brand cohesion and alignment.

In conclusion, this research underscores VValentines ‘s successful use of TikTok as a
platform for personal brand communication, where he effectively communicates her brand
identity and integrates his brand into his content, particularly within the fashion and beauty niche.
Keywords : TikTok Application, Personal Branding Communication, Content Analysis, VValentines,

Valichain brand.
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Abstract

The primary aim of this study was to investigate the viewing preferences and content exposure
on YouTube across Generations X, Y, and Z users, employing a quantitative research approach.
The research involved a multi-stage sample selection process, with data collected through a
questionnaire administered to a sample group of 405 YouTube users. The research findings
indicated that the sample population showed the highest receptiveness to Travel content (TRAVEL),
with an average rating of 4.02. Following closely, comedy/parody content (COMEDY/SKIT) received
an average rating of 3.90, and cooking content (COOKING) had a comparable rating of 3.89.
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An examination of content exposure on YouTube among Generations X, Y, and Z users
revealed statistically significant differences in their preferences at the 0.05 significance level.
Specifically, it was found that Generation X users exhibited a higher exposure to health and exercise
content (HEALTH & FITNESS) compared to users from other generations. In contrast,
Generation Y users demonstrated a greater affinity for do-it-yourself (DIY) and travel (TRAVEL)
content. Meanwhile, Generation Z users displayed increased exposure to music and dance

content (MUSIC & DANCE) as well as VLOG content in comparison to the other generational groups.
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Abstract
This quantitative research aimed to assess the satisfaction levels and needs of high school
students regarding potential improvement activities in communication arts offered by the College
of Communication Arts, Rangsit University. Purposive samples were 300 high-school students
who completing online questionnaire. The study employed descriptive analysis. Key findings:
1.The majority of participants were female students in grade 11 from the Bangkok
Metropolitan Region. Their attendance at this activity was infuenced by recommenda-
tions from seniors and friends. The primary reasons for attending were to broaden their
perspectives and gain experience in communication arts / mass communication fields.
Participants also had some prior knowledge of storytelling and creation before attending.
2.0verall satisfaction with the activity was exceptionally high. Participants reported the
highest level of satisfaction with the program’s outcomes. They expressed that they gained
valuable communication skills, including storytelling, media creation, fiming and editing,
application utilization, presentation techniques, and more. The second-highest satisfaction rating
was for the program’s process, as the speakers were knowledgeable and effectively conveyed
their experiences in an engaging and beneficial manner. Furthermore, the activity successfully
enhanced participants’ knowledge and background in communication arts related work as an input.
3.In the fields of communication arts. They specifically requested more opportunities
for hands-on media creation aligned with these fields. Additionally, there was a preference
for one-day workshops held on weekends during the second semester (March to May).
Participants also expressed a desire to receive a certificate of completion for these workshops.

Keyword : Satisfaction, Needs, Potential Development, High School Students
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