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Abstract

The research’s objectives aimed to: 1) study the social issues of LGBTQ matters in the series
“dairytootsies”. 2) study the narrative in The series “diarytootsies” This research was qualitative
research by using document analysis through The series Diary Tootsies, 2 seasons, That 25 were.
They are analyzed through descriptive presentation.

The result found 4 social issues about LGBTQ in The series “Diary Tootsies” that were as follow
1) social stratification, 2) Thai society’s abuse, 3) socializing social friendship, and 4) LGBTQ'’s
problem. Furthermore,

The narrative of the series “diarytootsies” for Diary Tootsies found 3 issues: 1) themes that
reflect on LGBTQ; 2) Dialogue and Soundtrack 3) The conflict of story narration

Keywords: Social issues,narrative, LGBTQ
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Abstract

This research aims to (1) study the knowledge, attitude, and behavior of TikTok usage among
people of Chanthaburi Province (2) seeks to compare the knowledge, attitude, and behavior of
TikTok usage across different demographic groups within the province (3) examines the relationship
between knowledge, attitude, and behavior in TikTok usage among the people of Chanthaburi
Province. This quantitative study using a questionnaire to collect data from 400 people in Chan-
thaburi Province.

The research results found that: (1) People in Chanthaburi Province have a very high level of
knowledge about the TikTok application. (2) People in Chanthaburi Province have a very positive
attitude towards the TikTok application. (3) People in Chanthaburi Province have a high level of
behavior in using the TikTok application. (4) People in Chanthaburi Province with different demo-
graphic characteristics. There were differences in knowledge about the TikTok application at the
0.01 level, including gender, age, education level, occupation, and monthly income. (5) People in
Chanthaburi Province with different demographic characteristics have different attitudes towards
the TikTok application, with statistical significance at the 0.01 level, including age, education level,
occupation, monthly income and people in Chanthaburi Province with different demographic char-
acteristics are having different attitudes towards the TikTok application with statistical significance
at the 0.05 level, such as gender. (6) People in Chanthaburi Province with different demographic
characteristics have different behavior towards the TikTok application, with statistical significance
at the 0.01 level, including age, education level, occupation, monthly income and people in
Chanthaburi Province with different demographic characteristics are having different behavior
towards the TikTok application with statistical significance at the 0.05 level, such as gender. (7)
Knowledge is related to the attitude towards the TikTok application among people in Chanthaburi
Province. This relationship is statistically significant at the 0.01 level, indicating a positive but weak
correlation. (8) Knowledge is related to the behavior of using the TikTok application among people
in Chanthaburi Province. This relationship is statistically significant at the 0.01 level, indicating a
strong positive correlation. (9) Attitudes are related to the behavior of using the TikTok application
among people in Chanthaburi Province. This relationship is statistically significant at the 0.01 level,
indicating a moderate positive correlation.

Keywords: Knowledge, Attitude, Use Behavior, TikTok Application
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Abstract

This research aims to 1) study brand image through advertisements film of Frasers Property
Home (Thailand) Company Limited and 2) study the guidelines for creating brand image through
advertisements film of Frasers Property Home (Thailand) Company Limited. This research employs
a qualitative methodology, utilizing document analysis of seven advertisement fims produced
by Frasers Property Home (Thailand) Company Limited between 2017 and 2022. Additionally,
in-depth interviews were conducted with two individuals involved in the image communication of
these advertisements. The results are as follows:

The brand image communication through advertisement fims produced by Frasers Property
Home (Thailand) Company Limited is composed of the following four components: 1) modern
design image 2) brand value 3) elevation beyond standard Townhomes 4) family warmth.

The guidelines for creating a brand image through advertisements flm of Frasers Property
Home (Thailand) Company Limited that are 1) presenting the unique attributes of Frasers Property
Home (Thailand) Company Limited), 2) conveying the correct and honest message to the viewer,
and 3) defining the role of presenters in the advertising flms to optimize brand image enhancement.

Keywords: Communication, Brand Image, Advertising Film
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ABSTRACT

This research aims to study and analyze Indian films that reflect Society inequality. The study
involves examining the narrative structure, semiotics, and reflections of inequality present in
five Indian films: “Gunjan Saxena: The Kargil Girl,” “Skater Girl,” “The White Tiger,” “Gangubai
Kathiawadi,” and “12 Th Fail.”

This article aims to studied about the narrative structure of Indian flms that reflect inequality in
society; which is the quality research. This article analyzing the data of the five Indian films, which
the researcher was conducted a research and collected data from various databases; along with
the various concepts and theories to be used for analysis purposes of the narrative structure of
Indian films that reflect the inequality in society. The symbolism and essence of the fims have
showed the inequality of society on the perspective that each film presents, which is consistent to
the objectives of the researcher.

The findings reveal several interesting elements of Indian flms that reflect society inequality :
1. The narrative structure in each film straightforwardly connects the sequence of events involving
the characters, their lives, struggles, and the unequal social environment, clearly portraying the
socio-cultural realities of India, 2. Characters are crafted to allow viewers to deeply understand
their roles, emotions, and feelings, 3. The settings in the films are divided into created scenes and
those shot in real locations, 4. The dialogues vary depending on the characters’ personalities,
gender, profession, and age, 5. Semiotics are varied, yet the coding of messages remains clear,
and 6. The reflection of social inequality and the environmental problems encountered are diverse.

Keywords: Indian films, Reflection of social inequality, Film analysis
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Abstract

The objectives of the research were 1) to study patterns of tie-in advertising in the
presentation of products for women through online influencers and 2) to study persuasive communication
strategies in the presentation of products for women through online influencers. A qualitative research
study was applied by analyzing tie-in advertising and persuasive communication strategies in the
presentation of products for women through online influencers. The data were collected from video
clips from YouTube from January to December 2018 presented by four online influencers as follows:
Suquan Bulakul, Ann Thongprasom, Momay Napatsorn, and Nune Noppaluck. The findings
revealed that 1) tie-in advertising: five patterns were (1) the use of a short VTR before the
program with a tie-in logo or a product name, as well as a short clip showing that these influencers
touching, wearing, or mentioning the products or their interesting stories (2) the use of tie-in
graphics, such as product logos, brands, prices and promotions, shops, and product description
(3) the use of tie-in products, such as real products at certain events, an atmosphere, a tie-in
logo, a tie-in price tag, and a tie-in product discount throughout the program (4) the use of a tie-
in person considering significantly important throughout the program with the emphasis on the
major role of online influencers who were the host of the program, while the subordinate roles were
famous guests, staff and crew, and salespersons(5) the use of tie-in content, such as experience
sharing, positive feeling towards products, product explanation regarding features, characteristics,
usefulness, usage, sales channels, shops, and product promotion from tie-in advertising; and 2)
persuasive communication strategies in the presentation of products for women through online
influencers can be divided into two main parts which were Rational Appeal and Emotional Appeal.
Keywords: Tie-in Advertising, Persuasive Communication Strategies, Products for Women,

Online Influencers
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Abstract

Purpose of this study is to study the social communication of Chinese mainstream media in
Tiktok, and promote the positive interaction with the audience in news information dissemination.
Consequently, the audience’s satisfaction with mainstream media short video news at the cognitive
level, attitude level and behavior level was examined. The research object is the users who have
watched the short video news of mainstream media on Internet social networking platforms such
as Tiktok. A questionnaire was distributed through the online survey platform “SoJump”, and 423
valid responses were obtained for SPSS data analysis. Finally, the research findings emphasize
that the audience has high expectations for social news forms and believes that interactive social
short video news will become the mainstream form of news in the future. Better utilization of social
media may enhance the innovation of mainstream news media, transform their discourse style,
and expand their influence in future development.

Keywords: Mainstream media, Short video news, Social communication

Introduction

The production and dissemination methods of media content have undergone continuous
development and changes. From radio, newspapers, television, Weibo to WeChat and short
videos, the paths of information dissemination have become increasingly diverse, and the forms
of information have become more diverse. People’s demands for information have also become
higher and higher. The rapid development of Internet technology and the rapid change and
popularization of mobile terminal equipment have laid a good foundation for the development of
media technology(Hua,2022). The audience’s needs and ways of receiving information content
are also changing with the continuous transformation of media technology. Short videos, as
an emerging form of content dissemination, have the characteristics of short content and easy

sharing, fully catering to the fragmented and socialized online reading habits of the current audience.
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The 53rd Statistical Report on the Development of Internet in China shows that by December
2023, the number of Internet users in China has reached 1.092 billion. The rise of social software
and social information platforms has brought people closer under virtual terminals, driving mass
media into a new era of social communication characterized by “instant communication and
feedback”, “information interaction” and “social sharing”(Li,2020). More and more mainstream media
and official institutions are entering different media platforms to spread to different audience types.

Based on this, this study will select the short video news released by mainstream media in the
Tiktok short video platform as a sample through case analysis to analyze its theme characteristics and
discourse characteristics Secondly, through a questionnaire survey on users who have watched short
video news on the Tiktok platform, we can understand the factors that affect audience satisfaction with
short video news of mainstream media. Through the above analysis, this study attempts to summarize
the communication characteristics of short video news of mainstream media in the Tiktok short video
platform. Through systematic analysis of the deficiencies in the current short video news content,

it puts forward optimization suggestions for the content of short video news of mainstream media.

Literature Review
Based on the current research status of short videos both domestically and
internationally, from multi platform attempts, to rapid capital entry, and then to market recognition, the
development of short video platforms has entered a stable application period from explosive growth
since its inception. Whether from market feedback or the research of experts and scholars on new
things, it has been proven that short videos are hot enough and have given rise to KOLs (opinion
leaders) based on mobile short video platforms (Li&Hu0,2022). Based on the current research
status of short videos and short video news applications, the following conclusions can be drawn:
The dissemination of short video news has broadened the path of news dissemination, improved
the reach rate of news dissemination, and extended the boundaries of news dissemination(Wang,2023).
The new features of short videos have given more possibilities for news dissemination. Both the industry
and academia have recognized and actively attempted to turn news into short videos. However,
a unified, systematic, and relatively standard short video news production mechanism has not yet
been formed, so itis also impossible to form a normalized application in daily news reporting, and thus
achieve the dissemination effect of multiple platforms, the same form, and the same content(Song,2021).
In short video news applications, only some media have first-hand information on specific
scenarios such as press conferences and press conferences. In short video news, multiple
media outlets may also use the same visuals and content (Zhang,2020). This not only wastes public
resources of online information, but also leads to serious homogenization and copyright issues.
This research mainly applies the theory of usage and satisfaction to explore the current development status,

existing problems, and propose corresponding optimization strategies of mainstream media short video news.
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Figure 1 Using and satisfying theoretical models

From the model, it can be seen that social conditions and personal characteristics drive
audience demand. Based on media impressions and the possibility of media contact, audiences
choose media contact or other means to meet their needs. Regardless of whether the audience
meets their needs through exposure to the media, the media will have an impact on the audience,
especially on their subsequent media choice behavior, and to some extent, affect their media
expectations (Gong,2017) .

Based on the theory of usage and satisfaction, research is conducted by analyzing the
content of mainstream media short video news and reflecting the advantages and existing problems
of short video news products produced by mainstream media from the perspective of audience
satisfaction and inner expectations. Optimization is carried out in combination with audience

satisfaction to improve the dissemination effect of mainstream media.

Research methodology

This research used quantitative research methods and designed a questionnaire to test the
attitudes of mainstream media short video news audiences. With the help of a questionnaire
survey, data is collected and used for data analysis to explore the audience’s acceptance and
satisfaction with mainstream media short video news, understand the influencing factors of audi-
ence satisfaction with mainstream media short video news, and lay data support for identifying
problems and proposing optimization suggestions.

The questionnaire designed for the research has three dimensions. The first
dimension is background information, which is based on demographic analysis to investigate the
characteristics of observation samples such as gender, age, and education of short video news
users. The second dimension is based on the Likert 5-factor scale to investigate the audience’s
satisfaction with mainstream media short video news, its influencing factors, and willingness to
interact. The third dimension is the survey of user expectations for short video news dissemination.
This dimension mainly explores the audience’s psychological expectations for mainstream media

short video news from the audience’s perspective.
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The research subjects are Chinese university students aged 18 to 25. Design a survey
questionnaire from the perspective of audience cognition, attitude, and behavior, and use a
combination of online and offine methods to obtain 423 valid questionnaires for
comprehensive analysis. This research will explore the influencing factors of audience acceptance and
satisfaction with mainstream media short video news, understand audience interaction willing-
ness, and analyze the dissemination effect from three aspects: cognition, attitude, and behavior.

Demographic analysis

In this survey, 54.37% of the participants were female and 45.63% were male. The number of
female participants is slightly higher than that of male participants. Among the 423 participants
in the survey, the age group of 18-22 years old accounted for 59.81%, and the age group of
23-25 years old accounted for 40.19%. It can be seen that there are more people in the age group

of 18-22 years old, accounting for more than half, and the user age group tends to be younger.

Communication effect

From the “bullet theory” at the beginning of the 20th century to the “limited effects theory” from
the 1940s to the 1960s, and then to the 1970s, macro effects theory has been widely accepted
by the public, and communication theorists have continuously deepened their understanding of
the effects and impacts of mass communication. British communication scholar Dennis McGuire
divides communication effects into three theories: common sense theory, on-site theory, and
social science theory. He believes that the factors that influence audience acceptance of com-
munication mainly include public opinion, internal media perspectives, and the popularization of
social science. This study is based on statistical data from questionnaire surveys and conducts a
micro level analysis of the dissemination effect of mainstream media short video news from three
aspects: audience cognition, attitude, and behavior.

1.Cognitive level

Cognition is the primary link in communication that produces results, mainly including the
process of the brain collecting and processing external information to obtain information, knowl-
edge, and experience. This study refers to the direct or indirect impact of short video news from
mainstream media on the audience’s intuition and memory system, causing an increase in people’s

knowledge or changes in their knowledge structure.

Figure 2 Proportion of respondents who have watched mainstream media short video news



'
a

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

s [ 1100

Tewt reeers | | " Tée

armrt P s T ey s I - [
™ L LT [ . i

Figure 3 News Form Tendency

As shown in the above figure (Figures 2 and 3), 98.82% of the respondents have watched

short video

news from mainstream media, which indicates that short video news is widely spread

in the current Internet. The proportion of short video news with a duration of less than 5 minutes is

the highest among the preferred forms of news expression by respondents, reflecting that short

video news has a good audience foundation as a new form of news content expression. Among

the respondents, short video news with a duration of less than 5 minutes had the highest inclination

towards news formats.
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Figure 4 News duration of commonly watched mainstream media short videos
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Figure 5 Popular media short video news types frequently watched
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The survey results (Figures 4 and 5) show that the respondents prefer mainstream media short
videos with a duration mainly concentrated between 1-2 minutes and 2-3 minutes, accounting
for 37.12% and 27.66%, respectively. From this, it can be concluded that although current main-
stream media short videos have the characteristic of being “short, flat, and fast”, audiences still
tend to have relatively complete narratives when browsing news at a fast pace, rather than just
excerpts from the climax of the news. Among the mainstream media short video news types that
audiences often watch, social news accounts for the highest proportion. Currently, the selection
of short video news themes published by mainstream media is consistent with the news themes
with high audience attention.

2 Attitude level

Attitude is the second level of evaluation of communication effectiveness, which is an indi-
vidual’s psychological inclination towards a certain type of social affairs. In this study, the main
focus is on analyzing the degree of influence of the audience’s beliefs or value system in the short
video news dissemination activities of mainstream media, as well as the audience’s attitudes and

development expectations towards the content itself.
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Figure 6 Overall satisfaction with mainstream media short video news

According to the questionnaire data statistics (Figure 6), it can be seen that the majority of
respondents hold a high level of satisfaction with mainstream media short video news. With the
development of short video platforms and the improvement and promotion of short video functions
on numerous online media platforms, mainstream media short video news has a high degree of
influence on the audience’s emotions or emotions, and the audience is also aware of the attitude

changes affected, with a high degree of acceptance.
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Figure 7 Shortcomings of Short Video News in Mainstream Media
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Figure 8 Respondents’ expectations for mainstream media short video news

According to the questionnaire data statistics (Figures 7 and 8), it can be seen that respond-
ents are most concerned about the shortcomings of mainstream media short video news, such
as content homogenization, low timeliness, and incomplete event presentation. Among them, the
problem of low timeliness accounts for the highest proportion, indicating that the audience has a
high demand for the timeliness of news reporting. Secondly, there is homogenization of content
and incomplete presentation of events, which may mean that the audience wants to see more
reports from different perspectives and contents. According to data, most people hold a positive
attitude towards mainstream media short video news, believing that it has high potential in meeting
news information needs.

3.Behavioral level

Behavior refers to the overall behavior of an organism in a specific environment, and behavior
generally utilizes various tools in the environment as a means to achieve goals. This study mainly
analyzes the audience’s viewing behavior and willingness to interact with mainstream media short

video news at the audience action level.
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Figure 9 Frequency of watching mainstream media short video news
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Figure 10 Duration of watching mainstream media short video news

Through statistical analysis of the questionnaire survey data (Figure 9), it was found that more
than half of the respondents had a higher viewing frequency. In addition, the length of time that
respondents watch short video news also shows fragmented characteristics, with 25% watching
within 10 minutes, 45% watching between 11-30 minutes, and 20% watching between 31-60
minutes. The proportion of respondents who watch for a long time is relatively low, with only 10%

watching over 60 minutes. It can be seen that the current mainstream media’s short video news

also conforms to the audience’s fragmented browsing habits of information reception.
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Figure 11 Audience’s willingness to participate in mainstream media short video news interaction
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Figure 12 Reasons why audiences do not participate in mainstream media short video news interactions

According to the data statistics from the questionnaire survey (Figure 11), it was found that
the audience occasionally participates in discussions on mainstream media short video news
through the comment section, accounting for 59.1%; 21.04% of people frequently participate in
discussions. This indicates that most people have a certain level of participation in the discussion
of mainstream media short video news, especially with a higher proportion of occasional participa-
tion. Among the reasons why the audience did not participate in the interaction, the main factors

were a single form of interaction and untimely feedback.

Findings
In this survey, the main focus was on investigating the audience’s satisfaction with mainstream
media short video news, identifying the factors that influence the audience’s viewing of mainstream
media short video news, as well as the problems that mainstream media faces in news dissemination.
Firstly, the survey audience likes to use fragmented time for browsing, usually with a
single viewing time between 11-30 minutes, and likes to browse social news. At the same time,

the audience also hopes to be as complete as possible in the news narrative.
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Secondly, through the analysis of the audience’s cognitive attitude, it can be seen that the
audience has a high level of attention to the content quality of mainstream media short video
news. The high number of interactions in news topics such as social news and international news
highlights the authority and credibility of mainstream media in the news center. Through the analysis
of audience behavior, it can be seen that the audience has a high loyalty to mainstream media
short video news, with over 40% of the audience watching more frequently, but lacking motivation
to participate in interactive behaviors such as sharing or forwarding.

Thirdly, it reflects that the audience is not blindly pursuing the “short” of short video news.
Whether users actively or passively receive it, they have put forward requirements for the content
quality of short video news. There is still room for improvement in the content quality of short video
news dissemination in mainstream media. This also provides certain reference significance for

the content setting and enhanced dissemination effect of mainstream media short video news.

Conclusion and Discussion

The rapid development of Internet technology has given birth to new ways of information pres-
entation and dissemination, catering to the mobile and fragmented reading habits of the audience.
Mainstream media also take this as an opportunity to break away from the traditional form of news,
utilize its strong advantages in information resources and content production, enter short video
platforms, and launch short video news products (Wang,2021). This enables mainstream media to
have a deeper reach rate in news dissemination. Based on algorithmic recommendation platforms
and audience are sharing methods, news reception increases the passive way of receiving news
information on the basis of active viewing; The rich interactive functions allow mainstream media
to communicate directly with the audience in real-time (Tu,2023).

From the initial stage of mainstream media entering short video platforms, the emergence of
“hot selling” short video news, mainstream media publishing high-quality content, and short video
platforms providing traffic support have a mutually complementary effect (Zhou,2017). However,
at the same time, when the audience’s sense of freshness in short videos decreases, they still
need to return to the content itself. Only by providing high-quality short video news content can
sustainable development be achieved.

As a characteristic of short video platforms, social attributes reflect the audience’s willingness
to share their attitudes and viewpoints through real-time interaction. Mainstream media should also
strengthen interaction with the audience in the dissemination of short video news, stimulate the
audience’s second or even multiple reposts, and transform potential audiences with less attention
to short video news from passive reception of “weak relationships” to active understanding of the
news content watched by others through “strong relationships”(Yue,2018). At the same time, we
should also be wary of the drawbacks brought about by algorithm recommendations, and break

through the shackles of the cocoon effect by enhancing the dissemination of public information.
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Abstract

The research aimed to examine the integrated marketing communication strategy of alcohol-
ic beverage of Thai Beverage Public Company Limited through musicactivities. This study was
qualitative research that conducted through document analysis of the company’s music activity
advertisements released in the year 2022 and in-depth interviews with 4 individuals involved in
marketing communication through music activities of Thai Beverage Public Company Limited. The
analysis and presentation of the research findings revealed that the marketing communication

strategy for alcoholic beverages through music events encompasses 5 main points:
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1) Selecting catchy songs and music videos for easy memorization 2) Using diverse and con-
tinuous activity formats 3) Utilizing colors instead of symbols 4) Creating an image to communicate
friendliness and 5) Emphasizing urban cultural values.

Keywords: Integrated Marketing Communication, Music Activities, Alcoholic Beverage
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Abstract

Sound design is essential in digital media for influencing listeners’ perceptions of sound and
their emotions, particularly in podcasting. This study looks at how podcast hosts’ voice images
are affected by acoustic spectrum analysis. We demonstrate that the voice of the host of the
Happy Planet podcast exhibits severe oscillations in its high-frequency components, which are
primarily above 2 kHz with a core frequency surpassing 3 kHz. Emotional engagement and clarity
are improved by this spectral profile. On the other hand, the mid-frequency spectrum is smoother
and adds to a pleasing aural experience. It spans from 500 Hz to 2 kHz, with a center frequency
of approximately 1 kHz.

According to our research, mid-frequency components offer comfort and efficient emotional
transmission, while high-frequency components are essential for enhancing sound recognition
and emotional expression. Optimized high-frequency spectra lead to a 22% increase in listener
retention and a 30% increase in emotional connection, according to quantitative studies. Gender
disparities were noted: male listeners preferred sounds with a lot of bass, whereas female listeners
preferred a balance of high and mid-frequency components. This study demonstrates how fre-
quency modulation can modulate emotional impact and listener involvement, supporting Ma and
Thompson’s (2015) approach that links sound qualities to psychological responses. Our findings
highlight the value of customized sound design in podcast production and provide guidance for
improving emotional resonance and listener experiences. This study highlights the potential of
sound design to enhance digital media content while also advancing the theoretical knowledge
of its role in media and communication.

Keywords: Sound Design, Acoustic Analysis, Emotional Response, Podcast, Media Studies
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Introduction
In the digital media era, sound design is crucial in film, television, games, virtual reality, and pod-
casts. Sound not only conveys information but also stimulates emotions. Research has demonstrated
that sound design significantly impacts viewers’ emotional experiences and cognitive processes
(Bradley & Lang, 2019). Podcasts have emerged as a popular medium for content consumption,
making sound design in this domain particularly critical. Understanding the emotional impact of
sound design in podcasts is essential, as it directly influences audience engagement and satisfaction.
The theoretical foundations of the relationship between sound design and positive audience affective
responses are rooted in the interdisciplinary fields of psychoacoustics, cognitive psychology, and
media studies. However, although there have been a number of studies that have explored the impact
of sound design on audience affective responses, theoretical research on its specific mechanisms
and effects in terms of positive audience affective responses is still relatively limited (Koelsch, 2021).
It is commonly known that hearing is a crucial sense in the human experience and that
processing emotional cues depends on it. Certain acoustic characteristics, including as pitch,
rhythm, and timbre, have been linked to a range of emotional reactions, according to psycho-
acoustic research. For instance, high pitches are frequently linked to tension or excitement,
but low frequencies can evoke feelings of fear or relaxation (Lerner et al., 2016). certain results
imply that sound design might purposefully alter certain factors to elicit particular emotional
responses from listeners. With a particular focus on podcast sound design, this study seeks to
close the knowledge gap on the important role sound plays in evoking emotional reactions. In
podcasts, as opposed to other media, the auditory sense serves as the main means of com-
munication, which emphasizes the significance of precisely manipulating acoustic qualities.
Hearing is vital in processing emotional cues, with psychoacoustic studies identifying parameters
like pitch, rhythm, and timbre that trigger different emotions. For example, high pitches are associated
with excitement, while low-frequency sounds may induce calm or fear (Lerer et al., 2016). These findings
suggest that sound design can intentionally manipulate these parameters to elicit specific emotional states.
Cognitive psychology examines how individuals interpret and process auditory informa-
tion within their cognitive schema and emotional memory. Emotional resonance theory and the
mirror neuron system highlight humans’ innate ability to empathize with emotions expressed
by others, including through auditory means (Scherer, 2017). Thus, sound design can ex-
ploit these cognitive processes to create immersive and emotionally resonant experiences.
Media studies have further extended this theoretical field by examining how cultural and contextual
factors shape interpretations of sound design. The semiotics of sound is a key area that involves the
study of the meaning of sound in cultural contexts. The cultural connotations of a particular sound
or musical theme can significantly influence an audience’s emotional response, and the reception

of a media work in a wider socio-cultural context can also be affected (Zatorre & Salimpoor, 2018).
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Significance of the study:

This study is significant because it may offer further information about how to opti-
mize podcast sound design to elicit favorable emotional reactions. The results of this in-
vestigation on the particular acoustic characteristics that affect listeners’ emotions may
help the podcasting business create sound design tactics that are more successful.

This research will contribute to our understanding of the emotional influence of sound
design while also providing useful guidance for podcasters and content makers by
bridging the theory-practice divide. This study has ramifications that go beyond scholar-

ly discourse. It may have an impact on how sound design is used in various mediums.

Research objectives:
Through the research in this paper, it is expected that the following objectives will be
achieved:
(1) To explore the role of frequency spectrum in podcast host voice design.
(2) To evaluate the impact of spectral features on listeners’ positive emotional responses.
(3) To investigate practical applications of voice spectrum design in enhancing listener

engagement.

Research Contributions

(1) In-depth Exploration of Voice Spectrum in Podcasting.This study offers a comprehensive
examination of how the frequency spectrum of a podcast host's voice influences listeners’ emotional
responses. By dissecting various spectral elements—such as pitch, tone, and frequency varia-
tions—it provides a nuanced understanding of how these factors shape the auditory experience.
This research enhances existing knowledge by creating a precise framework that aids in designing
podcast content that effectively connects with listeners on an emotional level, addressing a gap
in the literature related to the application of voice spectrum in podcast production.

(2) Practical Sound Design Strategies for Emotional Engagement.The findings of this study offer
actionable insights for sound designers and content creators, particularly within the podcasting
domain. By demonstrating how specific spectral characteristics—Iike the interplay between different
frequency bands and the dynamic modulation of the voice—can be leveraged to evoke targeted
emotional reactions, this research contributes to the development of sound design techniques
that are both technically sophisticated and emotionally resonant. These strategies are aimed at
producing podcast content that engages and emotionally connects with audiences, ultimately
enhancing listener experience and loyalty.

(3) Empirical Support for the Impact of Spectral Voice Design.Through rigorous experimentation
and data analysis, this research substantiates the claim that the spectral design of a podcast host’s
voice plays a significant role in shaping listener emotions. The study provides empirical evidence
that supports the effectiveness of specific spectral attributes in conveying emotions, offering a
scientific foundation for these sound design techniques. This validation reinforces the theoretical
principles of voice spectrum design and serves as a benchmark for future research within audio

engineering, media psychology, and communication studies.



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

2. The use of physical properties of sound in sound design
2.1 Correspondence between physical properties of sound and psychological parameters

Sound’s physical properties, such as frequency, intensity, waveform, and time, correspond
to psychological parameters like pitch, loudness, timbre, and duration. These relationships have
been extensively explored in music psychology.By controlling sound’s physical properties, one
can influence the corresponding psychological parameters of the audience, thereby aligning
sound effects with the intended design to enhance the work’s impact and immersion (Collins,
2020).An individual’s voice characteristics, including timbre and tone, are shaped by factors such
as upbringing, pronunciation habits, and vocalization style, Timbre reflects the unique qualities of
the sound source.

2.2 Style characteristics of sound design

In film, television, and video games, sound design is often integrated with other artistic styles to
create a cohesive experience. Sound designers achieve stylistic unity by controlling and adjusting
the physical properties of sound.

In the mobile game project “Baolian, the sound design included unifying the sound effects
into short samples of approximately 0.8 seconds, minimising the use of low-frequency sounds
in order to maintain a bright and fresh tone. Instruments such as wind chimes and marimba
were used, and short, fast major scale rises or major third arpeggio rises were employed. These
design choices are intended to create an emotional atmosphere of stability, relaxation and
pleasure. These stylistic features reflect everyday listening experiences and aesthetic perceptions
(Gibson & Polfreman, 2021).Generally speaking, the bass is turbid and heavy, the alto is mellow,
and the treble is light. These responses are built on the basis of the general people’s life experience
and aesthetic experience, and are generated through association and imagination.

Sound design in film, television, and games must align with the intended emotion and meaning
of the work. Over-exaggerated sound in a realistic style can be jarring. Sound designers should
ensure that the emotional tone is consistent by carefully controlling the physical properties of
sound.

2.3 Application of auditory cognition effect

Auditory cognition emerges from the sensory processing of sound by the human auditory
system, which is influenced by individual life experiences, emotional states, cultural context, and
specific cultural backgrounds (Tse et al., 2022). Understanding these cognitive processes is
crucial for sound design, as it allows for the alignment of auditory stimuli with the psychological
and emotional responses of the audience.

Sound designers use both the physical characteristics of sound and the acuity of the hu-
man ear to create a realistic soundscape. For example, using sound attenuation properties
to alter how sound is perceived spatially results in high-frequency loss and volume decrease

for distant sounds since high frequencies attenuate more quickly than low frequencies.
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Since the human ear is particularly sensitive to the middle frequencies (500-1000 Hz), which
improves pitch discrimination and sound perception, amplifying these frequencies works well to
give the sensation of proximity. Furthermore, it's crucial to take into account variations in the overall
spectrum balance and sound intensity in addition to the pitch shift when applying the Doppler
effect to noises like racing vehicles or airplanes.
3. Application of sound aesthetic psychology in sound design

In the practice of sound design, the choice of sound effects and sound is
crucial, and music as a form of sound, in which also plays an important role, the two are
intertwined, and together they create a more realistic contextual experience for the listener.
3.1 The association between sound form elements and emotional experience

Human emotion is bipolar, including the increase or decrease of emotional power, the
fluctuation of the degree of excitement and the change of emaotional intensity. There is an obvious
correspondence between this bipolarity and sound form elements, such as the height of the pitch,
the harmony and dissonance of the tone, the change of the stability of the sound, the speed of the
rhythm and the length of the rhythm as well as the volume. Based on the theory of “heterogeneity and
homogeneity” in Gestalt psychology, there is an intrinsic connection between the formal elements
of sound and human emotions, which leads to similar psychological and emotional experiences.
3.2 Sound form elements and cultural context

The cultural context of sound aesthetics needs to be considered when designing podcasts.
The host’s voice must resonate with the audience’s cultural and emotional expectations to create a
compelling listening experience. For example, in a podcast aimed at a Western audience, employing
a voice modulation that aligns with Western musical traditions can enhance listener connection.
Utilizing specific scales or rhythms can evoke familiar emotional responses, thereby enhancing
the listener's engagement. The orchestration of the host’s voice, through careful selection of pitch,
tempo, and modulation, can create a desired atmosphere, whether it is calming, authoritative, or
exciting. By adhering to these principles, the sound designer ensures that the podcast delivers a
consistent and emotionally resonant auditory experience.
3.3 The key role of sound design in positive mood shaping

Recent research emphasizes the importance of sound in creating emotional reactions.
According to Stephen P. Pliva’s research, music can elicit emotions such as excitement and stress,
which are connected to brain regions responsible for emotional processing (Sek & Moore, 2020).
In podcast sound design, the frequency of the host’s voice is important for influencing listener
emotions. Frequency, measured in Hertz (Hz), influences pitch; higher frequencies frequently indicate
excitement or haste, whilst lower frequencies evoke calmness or authority. Sound designers can

improve emotional involvement and the auditory experience by strategically manipulating frequency.
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Research methodology

This paper adopts a mixed research methodology, combining qualitative and quantitative
research strategies in order to fully explore the research questions. Firstly, quantitative data was
collected through a structured questionnaire designed to cover the key variables in the study
and statistical analysis to reveal trends and patterns in the data. Secondly, qualitative data were
obtained through semi-structured in-depth interviews, which were designed to provide an in-depth
understanding of respondents’ subjective experiences and perspectives in order to provide con-
textual support and interpretation of the quantitative data. To ensure the reliability of the research
instrument, this study will validate the process of using, collecting and analysing the questionnaire
and interview data, focusing on checking the internal consistency of the questionnaire and the con-

sistency of the content of the interviews in order to ensure the accuracy and reliability of the data.

Qualitative Research

In this study, a qualitative analytical approach is used to provide insights into the use of audio spectral
design in podcast sound and its impact on listeners’ affective responses. This approach aims to reveal
the intrinsic mechanisms behind sound design and its specific impact on listener experience.We used
semi-structured in-depth interviews with respondents from different backgrounds to gain insights into
audio design and its impact on listener emotions. Specifically, we chose the following three categories
of respondents and conducted a total of 2 interviews for each category, totalling 30 respondents:

1.Audio designers: 10 audio designers with extensive sound design experience were selected
who were able to provide insights into how spectral features can be used in sound design and
discuss how these features can enhance emotional expression.

2.Podcast Producers: 10 active podcast producers who have been directly involved in content
creation and sound design were selected to share the application of spectral design in real-world
creation and its impact on listener feedback.

3.Regular podcast listeners: 10 regular podcast listeners were selected who were able to
provide a direct experience of the podcast’s sound and feedback on the practical effects of the

sound design on their emotional response.

Quantitative Research

In this study, the quantitative analyses focused on a systematic and quantitative assessment
of spectral features in podcast sound design. By designing and distributing questionnaires, we
collected listeners’ subjective responses to different sound designs. Subsequently, we statistically
analysed these subjective feedbacks with actual sound spectral data to reveal how spectral fea-
tures affect listeners’ emotional responses. Through in-depth analysis of the questionnaire data,
we were able to scientifically assess the effectiveness of sound design in conveying emotion, and

thus provide targeted optimisation recommendations for podcast sound design.
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Research results

In sound design, the analysis of the high-frequency sound spectrum is crucial in shaping the
voice image of a podcast host. The high-frequency sound spectrum often reflects the sharpness,
clarity, and activity of the voice, which directly affects the listeners’ perception and emotional
experience of the host’s voice. The following is frequency sound spectrum analysis of the

presenter’s voice in the Happy Planet programme on the Himalayan podcast platform:
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Figure.1 High frequencies of sound

In Figure 1, we can see that the high-frequency sound spectrum presents sharp and prom-
inent features, with large fluctuations between waveform peaks and troughs. This indicates that
the presenter’s voice has a clear and sharp timbre in the high-frequency band, which can provide
listeners with a clear and distinct listening experience. In addition, the high-frequency sound
spectrum is mainly concentrated in the range above 2(KHz), and its centre frequency may be
above 3(KHz). This frequency range contains the high-frequency components of the sound, with
high sharpness and clarity, which is conducive to improving the resolution and recognition of the
sound. At the same time, the energy distribution of the high-frequency sound spectrum may have
a certain concentration phenomenon, i.e., the energy is more prominent in a specific frequency
range. This indicates that the presenter’s voice may have certain emphasis characteristics in the
high-frequency band, which can more prominently convey emotions and information(Sek & Moore,
2020).
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Figure.2 Midrange frequencies of sound
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In Figure 2, we can see that the mid-frequency sound spectrum of the voice presents a relatively
smooth and homogeneous character, with relatively small fluctuations between waveform peaks and
troughs. As the mid-frequency band of the sound is mainly concentrated in the range of 500(Hz)
~2(KHz), its centre frequency is around 1(KHz). The energy distribution in the mid-frequency band
is relatively balanced, with no obvious over-concentration or lack of energy. This indicates that the
presenter’s voice has a stable and comfortable timbre in the mid-frequency band, which can provide
listeners with a pleasant and clear listening experience and effectively convey emotions and information.

The qualitative analysis explored the subjective experiences and perspectives of three groups—audio
designers, podcast producers, and regular podcast listeners—regarding the use of audio spectrum
design in podcasting and its impact on emotional responses. Semi-structured in-depth interviews
with 30 participants revealed unique insights from each group. Audio designers (10 participants)
highlighted the importance of mid-frequency components (500-2000 Hz) in enhancing emotional
expression, with 8 out of 10 designers noting that careful manipulation of the spectrum could add
warmth and intimacy. On a scale of 1 to 10, the importance of the frequency spectrum in emotional
expression was rated 8.7. Podcast producers (10 participants) focused on the practical applications,
with 7 out of 10 reporting that audience retention and engagement improved with specific frequency
adjustments. For example, a producer mentioned that strengthening high-frequency elements led
to a 20% increase in perceived clarity and engagement. Positive listener feedback increased by
an average of 15% when the spectrum was intentionally adjusted. Regular podcast listeners (10
participants) provided feedback on their emotional reactions to spectral adjustments, with 6 out
of 10 noting more emotional resonance with spectrally balanced podcasts. On average, listeners
rated the emotional engagement of podcasts at 7.5 when spectral enhancements were applied.

Quantitative analyses focused on assessing the impact of spectral features on listeners’
emotional responses through structured questionnaires completed by 30 podcast listeners aged
18-65, with an average age of 35 years. The analysis showed that podcasts with an enhanced
mid-frequency component (500-2000 Hz) received significantly higher positive emotional re-
sponses, with 68% of respondents indicating a preference for these settings. Gender differences
were observed, with 72% of female listeners preferring a balance of high- and mid-frequency
components for higher emotional engagement, while 58% of male listeners preferred bass-heavy
sound. Statistical analyses revealed that podcasts with strategically tuned frequency spectrums
had a 22% increase in listener retention and a 30% increase in reported emotional connection
compared to those with unmodified sound design. The overall positive emotional response score
for podcasts with optimised spectrum design was 8.2 out of 10, and audience retention was

75% for strategically tuned podcasts versus 53% for those without strategic spectrum tuning.
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Conclusion

This study provides insights into the critical role of audio spectral design in podcasts on
listeners' emotional responses, particularly how high and mid-frequency components affect listeners’
emotional engagement and experience. It was found that distinctive features of the high-frequency
spectrum, such as concentrated energy and pronounced fluctuations, significantly increased the
clarity and sharpness of the sound. This high-frequency component not only enhances sound
recognition, but also improves the precision of emotional expression, helping to build a clear and
impactful listening experience. The mid-frequency component, on the other hand, with its stable
and balanced sound characteristics, provides a comfortable listening experience and effectively
conveys emotional content. The smooth fluctuations and balanced energy distribution of the
mid-frequency spectrum further support the emotional stability and affinity of the sound, enhancing
the listener’s sense of engagement and emotional resonance.

Through comprehensive quantitative and qualitative analyses, this study verified the significant
role of audio design in enhancing listeners’ emotional responses. Qualitative analyses revealed
that audio designers, podcast producers, and general listeners were in agreement on the effects
of spectral tuning, especially the significant impact on emotional resonance and listener reten-
tion. Quantitative data further confirms these views, showing that by optimising spectral design,
podcasts can significantly improve emotional connection and listener engagement. Optimised
audio spectrum design not only enhances listeners’ emotional experience, but also strengthens
the appeal and impact of the programme content.

This study provides important theoretical support in the relationship between sound design and
emotional response, in line with relevant theoretical frameworks in psychoacoustics and cognitive
psychology. The findings clarify the link between sound frequency and psychological perception,
supporting Ma and Thompson'’s (2015) theory on the correspondence between physical properties
of sound and psychological parameters. Through a detailed analysis of the high-frequency and
mid-frequency components of podcast hosts’ voices, this study elucidates how sound design can
be adapted to achieve the goal of emotional rendering by adjusting acoustic parameters, thus
providing empirical support for the application of audio design in podcast programmes.

Overall, this study highlights the need for thoughtful sound design in podcast production,
pointing out how emotional responses can be optimised through acoustic properties, thereby
enhancing the engaging and immersive nature of media content. This finding provides valuable
insights into the application of sound design in media and communication and makes an important

contribution to the academic discourse in related fields.

Suggestion
This study makes clear how important sound spectrum design is to the emotional
reaction of podcast listeners. The results show that the high- and mid-frequency parts of

the audio spectrum are crucial for improving the clarity and emotional expression of sound.
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It is specifically advised that podcast producers provide careful adjustment to the high and mid
frequencies in their audio top priority. Improving the high-frequency component can increase the
sound’s clarity and resolution, highlighting emotional expression. On the other side, a well-bal-
anced mid-frequency adjustment can boost the listener's emotional engagement while offering
a steady and comfortable listening experience. These modifications not only improve the show’s
overall audio quality but also greatly increase its appeal to various demographics. These changes
greatly improve the program’s appeal to various audience demographics in addition to helping to
optimize the overall sound quality of the show. It is advised that producers employ sophisticated
spectrum analysis tools for real-time monitoring in order to accomplish these aims and accurately
alter the audio spectrum in order to make sure the sound design effectively conveys the desired
emotional message.

This study emphasises the significance of customising sound design to audience
preferences in order to enhance the emotional resonance and listener engagement of podcast episodes.
According to the study, listeners’ preferences and gender have a big influence on how acceptable
the audio spectrum is. For instance, whereas male listeners can favor low-frequency amplification,
female listeners generally like designs that balance high and mid-frequency elements. In order
to properly tailor the audio design to the needs of various listener groups, podcast production
teams should take these distinctions into consideration. To systematically gather information on
how audio design affects emotional response, production teams should regularly administer lis-
tener feedback surveys.Then, they should modify their audio strategy in response to the feedback
they receive. Enhancing the listener experience and program quality can also be achieved by
teaching podcast producers and audio designers to become more proficient in sound spectrum
tuning and emotional delivery. With practical advice on how to employ audio design in media
creation, these steps will assist increase the emotional expressiveness of podcast programs and

overall audience happiness.
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Abstract

This research aimed to 1) study and find out the current state of tourism in the Lao Wiang
community, Noen Kham Subdistrict, Noen Kham District, Chainat Province. 2) study the devel-
opment and creation participatory communication for the Lao Wiang community. To promote
sustainable tourism in the community. Data were collected from 20 people living in the Lao
Wiang community and 3 community leaders in the Lao Wiang community, totaling 23 people.

The results of research found that 1) the sample group was of the opinion that the Lao Wiang
community had a sufficient number of tourists. Most of them come from the area around Chainat
Province. Come visit and see the way of life of the people in the community. 2) the sample group
viewed that developing and creating participatory communication of the Lao Wiang community
Should be developed by emphasizing communication that reflects the “way of life” of the villagers
in the community to increase both in quantity and quality. This community has a way of life. It
is a “Lao Wiang Noen Kham way” that is unique. Being a person of Lao descent from Vientiane
who is kind to others. In this regard, there should be participation in communicating with each
other, focusing on the “core wisdom” of the villagers in the community, namely weaving that is
unique and unique. However, sustainable tourism in Lao Wiang Chum should be developed
and promoted by having villagers in the community communicate in all forms to reflect the
generous way of life of the Lao Wiang Noen Kham people. Use Lao Wiang language Selling
family Community way fresh air Tourists like to breathe natural air. Including working together
to communicate wisdom about Lao Wiang Noen Kham woven fabric that is uniquely beautiful.

Keywords: Participatory Communication, Sustainable Tourism, Lao Wiang Community, Chainat
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Abstract:

This qualitative study examined the perspectives of millennial parents in Thailand on the im-
portance of child car seats and their impact on child safety and injury prevention. The research
addressed a gap in the existing literature by exploring the factors influencing these parents’
decision-making processes when purchasing child car seats. Utilizing the Knowledge, Attitude,
and Practice (KAP) model, the Marketing Mix (7Ps), and the Consumer Decision-making Process
frameworks, the study provides a comprehensive analysis of parental behaviors and attitudes
toward car seat usage.

18 millennial parents, aged 28 to 43, each with at least one child under 6 years old, were
interviewed in-depth. The findings revealed that these parents had moderate knowledge and
strong positive attitudes toward the necessity of child car seats, especially for newborns. However,
practical challenges such as children’s resistance and the perceived convenience of short trips
often lead to inconsistent adherence to safety protocols. Among the brands, Chicco emerged as
the most preferred.

The study also highlighted distinct purchasing behaviors among millennial parents. Safety
and quality are prioritized, with significant investments typically made in the first car seat, while
subsequent purchases were approached with greater budget-consciousness. Mothers were par-
ticularly influenced by promotional offers like discounts and free gifts, whereas fathers focused on
product features and functionality, relying heavily on prior knowledge and research. This indicated
a collaborative yet distinct approach in the decision-making process, where both parents played
crucial roles.

Keywords : Millennial Parents, Child Car Seats, Children’s Safety, Injury Prevention, Purchasing

Decisions
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Introduction

In 2018 (B.E. 2561), the World Health Organization ranked Thailand as No. 9 globally due to
its high road accident rates, with approximately 20,000 or more road accident deaths annually.
In response, various institutions have implemented strategies to reduce accidents, aiming for
significant reductions by 2027 (Thailand Development Research Institute, 2023; World Health
Organization, 2023). Focusing on car accidents involving children, a report from the Thai Senate
Newsletter (2022) indicated that from 2017 to 2021, a total of 1,155 children aged newborn to 6
years lost their lives due to road accidents. Among these, approximately 221 deaths occurred in
car accidents. The report also highlighted that between 2019 and 2021, only 3.46% of children in
this age group were seated in appropriate child car seats while traveling. Currently in 2024, within
the first five months from January to May, there were 227 child fatalities due to car accidents. This
figure represents nearly half of the total deaths over the past two years: 586 in 2023 and 554 in
2022 (Thai Road Safety Center, 2024). This lack of improvement raises questions about the factors
or obstacles that hinder efforts to reduce car accidents involving children.

One crucial factor contributing to child safety in vehicles is the proper use of appropriate seat-
ing equipment. Failing to use a child car seat or misusing adult seat belts poses serious risks, as
standard seat belts are only safe for children over 10 or those meeting specific size requirements.
Thus, choosing “Child Car Seats” is essential, as they are designed to reduce the risk of death
by up to 60%, compared to the 120 annual deaths attributed to improper use (Thai PBS, 2017).

In Thailand, the Land Traffic Act B.E. 2565 (2022) mandates that children under 6 years old
or shorter than 135 centimeters must be secured in a “Child Safety Car Seat” while traveling in
vehicles. While enforcement was set to begin on September 5, 2022, consumer opinions on this
law vary (The Thai Senate Newsletter, 2022; The Standard, 2022; ThaiPBS, 2023). Concerns have
been raised about additional costs, pricing, and quality control (Thai Consumer Council, 2022).
Eventually, the Royal Thai Police later announced that enforcement of the law would begin on
August 17, 2023, with a fine of 2,000 baht for non-compliance, though taxis and public transport
are exempt (Thai PBS, 2023).

This fine prompts questions about how much parents are willing to invest in their children’s
safety. Car seats vary significantly in price, ranging from under 2,000 baht to over 40,000 baht,
and differ in materials, quality, and safety standards. Each brand offers options that meet various
safety regulations, such as FMVSS 213 (U.S.), ECE R44/04 (EU), and ECE R129 (i-Size, EU). This
variety underscores the importance of selecting the right car seat for optimal safety. Generally,
there are four types of car seats based on age: (1) Rear-Facing Seats, (2) Forward-Facing Seats,
(3) Combination Seats, and (4) High-Backed or Belt-Positioning Booster Seats (Thai Senate News-
letter, 2022; Thai Consumer Council, 2022).
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In 2024, children aged newborn to 12 years likely have parents aged 28 to 43, born between
1981 and 1996, categorizing them as millennials (Pew Research Center, 2019). Studies indicate
that millennial parents exhibit significant differences from previous generations in child-rearing
practices and information-seeking behaviors related to purchasing children’s items. In many
Southeast Asian households, including Thailand, millennial mothers often act as ‘Chief Household
Officers,” making key purchasing decisions for the family (The Asian Parent, 2020). They are more
comfortable with online shopping, often reading reviews and comparing prices across platforms
while combining online and offline channels (The Asian Parent, 2022).

Surveys reveal that mothers typically select brands for purchases, while high-involvement
categories like health, insurance, and education often require joint decision-making from both
parents. Notably, child car seat brands such as APRICA, FIGO, and CAMERA are well recognized
among brands targeting fathers (The Asian Parent, 2021). Previous studies on child car seats have
included data collection from fathers, recognizing their role as co-decision makers (Atayoglu and
Atayoglu, 2023; AlSallum et al., 2019; Chen et al., 2014; Liu et al., 2016; Cai et al., 2021).

In Southeast Asia, a study by Tan et al. (2020) found that while parents acknowledge the
importance of legally mandated child car seats, barriers to their use include limited awareness,
challenging child behavior, and cultural perceptions. In Thailand, Termworasin et al. (2020) noted
that although parents were aware of car seats, only 21.5% consistently used them, primarily due to
children’s refusal. Atinwong (2022) applied the Knowledge, Attitude, and Practice (KAP) Model to
find positive correlations among parents’ perspectives on car seat usage, highlighting challenges
with bulky equipment and child behavior. Champahom et al. (2023) reported that while both users
and non-users prioritize child health, non-users encounter greater barriers related to installation
and price.

Despite existing studies on millennial parents’ knowledge and attitudes toward child car seats,
there is limited research on their purchasing decisions, especially through qualitative methods.
This study aims to explore how millennial parents in Thailand perceive the importance of child
car seats in light of recent legal mandates and to identify the factors influencing their purchasing
decisions. The research will utilize the KAP Model, the 7Ps of the Marketing Mix, and the Consumer
Decision-Making Process. The findings will provide valuable insights for the child car seat indus-
try, helping brands effectively target millennial parents with relevant messaging and strategies to

promote child seat safety.

Research Objectives

1. To examine millennial parents’ perspectives regarding their knowledge and attitudes of
child car seats’ importance and impact on children’s safety for injury prevention.

2. To investigate the factors influencing millennial parents’ decision-making processes when

purchasing car seats for their children.
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Literature Reviews
1.The Importance of Child Car Seat, its Impact and The Government Policy

A child car seat is vital for child safety in car accidents, as a parent’s embrace and safety belt
are insufficient, increasing the risk of injury. Infants up to 2 years old should use rear-facing seats,
while children aged 2-6 need forward-facing seats with harnesses. Booster seats are recommended
for children aged 4-11 until they can use the vehicle’s seat belt, typically around age 9, following
international safety standards (PPTV, 2022; Royal College of Pediatricians of Thailand, 2023). In
Thailand, car seats are classified as controlled products, ensuring certified safety (ThanSettakij,
2023).

The World Health Organization reports car seats can reduce child fatalities by up to 70%. As
of now, 96 countries mandate car seat use for children under 135 cm or 10-12 years old, including
the U.S., France, Portugal, and Thailand. Thailand’s Land Traffic Act B.E. 2565 (2022) requires
children under 6 to use a car seat, effective from September 5, 2022 (Thai Senate Newsletter,
2022).
2.Knowledge, Attitude and Practice of Child Car Seat Usages among Millennial Parents

Liu et al. (2016) found that factors like knowledge, car ownership, occupation, and income
influenced parental decision-making in China regarding child car seats. Many parents had mis-
conceptions, such as believing holding a child on the lap was safer than using a car seat, and
lacked knowledge about selecting, installing, and pricing child seats. Chen et al. (2014) reported
that only 22 out of 3,333 children were properly secured in vehicles, with over half of infants or
toddlers riding on adults’ laps. Cai et al. (2021) highlighted the relationship between CRS use and
trip frequency but noted low CRS usage despite reasonable knowledge.

AlSallum et al. (2019) found most parents complied with seatbelt laws, some for safety and
others to avoid penalties. In Malaysia, Ang et al. (2020) found half of the parents had CRS for
their newborns, despite general awareness. In Thailand, Termworasin et al. (2020) and Atinwong
(2022) found positive correlations between knowledge, attitudes, and car seat use but identified
obstacles like children’s refusal and difficulties with installation.

The K-A-P model, used in several studies, explores knowledge, attitudes, and practices.
According to Rogers (1971), communication influences these three factors, but gaps may arise
between attitudes and behaviors. Addressing this gap requires education, expert advice, or
strategies like influencer marketing (Kertsombat, 2008). Attitudes can also shift based on family,
peers, and experiences (Assael, 1998).
3.Targeting Millennial Parents in Child Car Seat Marketing

Millennial parents differ from earlier generations in child-rearing practices, information-seek-
ing, and purchasing behavior, drawing attention from marketers and researchers. The marketing
mix has evolved from the original 4Ps (product, price, place, promotion) to 7Ps, adding people,
process, and physical evidence, as noted by ISoraite (2021) and Thienthaworn (2024). These

components shape consumer decisions today.
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Thienthaworn (2024) found that consumers favored quality, reasonably priced products, pre-
ferred online shopping with discounts, fast delivery, and well-designed stores. Millennial mothers,
according to Richards et al. (2020), rely on online sources and value feedback. Studies also show
parents prioritize product quality and durability (Chuathue, 2017; Tu et al., 2021). Regarding child
car seats, Anitsal et al. (2009) identified price as a barrier, with parents perceiving the cost as
outweighing the benefits due to children’s rapid growth.

4 Millennial Parents’ Decision-Making Process in Child Car Seat Purchase

The consumer decision-making process includes five stages: problem recognition, information
search, evaluation of alternatives, purchase decision, and post-purchase evaluation (Solomon,
2011). Studies like Ayuningtyas et al. (2018) show millennial parents prioritize online research,
quality, and price comparison, particularly for low-involvement products like children’s apparel.
However, for high-involvement items like strollers and car seats, parents conduct extensive in-
formation searches (Asavachongruk, 2019). Atinwong (2022) noted most parents don’t receive
hospital recommendations on car seats, suggesting businesses should offer various price options
and ensure safety.

Millennial parents often share responsibilities, with high-involvement decisions like car seats
being collaborative. There is limited research on their car seat purchasing patterns, so this study
aims to fill that gap using the consumer decision-making process, the 7Ps framework, and the
K-A-P model to examine knowledge and attitudes toward child car seat safety.

Conceptual Framework
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Research Methodology
Population and Sampling Group:

The study employed purposive and snowball sampling to recruit 18 Thai millennial parents
aged 28 to 43, each with at least one child aged newborn to 6 years. This recruitment complied
with the Land Traffic Act B.E. 2565 No. 13 (2022), which requires children under 6 years old to use
a child car seat while traveling in vehicles, and also follows the suggestion of types of car seats
and boosters appropriate for children.

Data Collection Procedure:
Each session typically lasted between 45 to 60 minutes, and the in-depth interviews were

conducted via Zoom, an online meeting platform, and recorded for electronic transcription.
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Research Instrument:

The one-on-one in-depth interview questionnaire comprised semi-structured and open-end-
ed questions, which integrated relevant concepts from the literature such as the KAP model, the
Marketing Mix (7Ps), and the Consumer Decision-making Process.

Validity of Instrument:

The questionnaires were reviewed by scholars who, as millennial parents, had firsthand
experience with child car seats and were familiar with the law enforcing their use. Their review
confirmed that the questions were clear and suitable for the study.

Data Analysis:

The author utilized coding techniques to analyze the responses, which were then synthesized
into relevant and meaningful points, as depicted in the research findings section.
Research Findings
Part 1: Demographics

The study includes 18 families, consisting of nine millennial mothers and nine fathers aged 30
to 40. Among these parents, five have one child each, while the remaining four have two children,
resulting in an equal distribution of one-child and two-child families. Participants have educational
backgrounds ranging from bachelor’'s degrees to doctorates and work in diverse fields, including
freelancing, public and private sectors, business ownership, teaching, healthcare, and homemak-
ing, with monthly incomes between 80,000 and 100,000 baht.

The children, both male and female, are aged from 2 months to 8 years, with the youngest in
the 0-6 age range, necessitating compliance with the Land Traffic Act regarding child car seats.
All children follow WHO guidelines for car seat usage, with heights of < 135 centimeters. Parents
typically own one to five vehicles, tailored to their family size and needs. Some households include
extended family members, while others prefer independent living arrangements. Vehicle types
vary from sedans to family-oriented models. Notably, four families reported non-serious child
road traffic accidents, with only one child not properly secured in a car seat, fortunately escaping
serious injury.

Child car seat ownership varies from one to five per family, with some families having multiple
seats for different vehicles. Chicco is the most preferred brand among parents (12 mentions),
followed by AILEBEBE (7 mentions) and Daiichi (6 mentions). Other brands mentioned include
Joei, Combi, Graco, Recaro, and Glowy, though some parents could not identify all their car seat
brands.

Part 2: Knowledge, Attitudes, and Practices (K-A-P) of millennial parents concerning child car
seats’ importance and impact on children’s safety for injury prevention.

Knowledge: Millennial parents generally have a moderate understanding of child car seat regulations
under the Land Traffic Act B.E. 2565 No. 13. Mothers often show lower levels of knowledge, with
many uncertain about the WHO’s recommended ages and heights for using car seats. However,
most correctly identify the proper installation position and acknowledge the need for seats on both
sides when transporting two children. Notably, many parents are familiar with the two installation

systems, with ISOFIX being the most recognized.
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Attitudes: All millennial parents agree on the importance of placing a newborn in a child car seat
immediately after hospital discharge, although four families did not follow this practice. They
strongly believe that using a child car seat is the safest option and stress the importance of
properly securing children for both short and long journeys.

Practices: Millennial parents, especially mothers, occasionally make exceptions for short trips in
low-traffic areas or when a child is crying. To address a child’s refusal to stay in the seat, they use
strategies like explaining, negotiating, storytelling, offering snacks, or showing videos. If these fail,
parents may remove the child from the seat, even when the car is moving, with some grandparents
also doing so to alleviate the child’s distress. Most parents purchased their first child car seat,
while some received second-hand seats from friends or relatives.

Part 3: Factors influencing millennial parents’ purchasing decisions for child car seats
Marketing Mix

Product: All parents prioritized child car seats that meet safety and quality standards, considering
functionality, features, brand reputation, and materials. Some fathers also assessed installation
compatibility with their vehicles. They typically invested more in the initial purchase and reduced
costs for subsequent purchases while maintaining a focus on safety.

Price: Parents viewed child car seats as essential safety investments. Initial purchases ranged
from 10,000 to 80,000 baht, while subsequent purchases usually cost several thousand to ten
thousand baht.

Place: Most preferred in-store purchases for their first car seat, often buying at events like
‘Baby Best Buy’ or department stores where free installation services were offered. For later
purchases, many brought their children to test the product in-store for comfort and fit, although some
opted for online shopping when preferred models were out of stock or during special promotions.
Promotion: Eight out of nine mothers stated that promotions influenced their decisions, while nearly
all fathers focused on product features and functionality. Mothers particularly favored discounts
of 30-50%.

People: Seven mothers emphasized the importance of salesperson advice, compared to four
fathers who acknowledged its influence. Some fathers felt well-informed and sometimes knew
more than the sales staff. Salesperson guidance was mainly valued for the first purchase, with
free installation being a plus for families with one child.

Process: The ordering and delivery processes had little impact on purchasing decisions, as parents
prioritized the outcome over the process due to the high cost of child car seats.

Physical Obviousness: Most parents noted that product displays, point-of-purchase setups, and
store decorations were crucial in attracting their interest. They preferred stores that highlighted
top products and provided clear information and pricing. Only three fathers felt these factors were

unimportant, as they preferred online shopping and had specific products in mind.
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Consumer Decision-Making Process

Stage 1: Problem Recognition: Most parents, except those who received second-hand car seats,
purchased their first seat when expecting a baby. Initially, they acquired one car seat, with addi-
tional seats purchased when their child began kindergarten for school transportation. Parents with
multiple children bought a second seat when expecting a new baby, upgrading the older child’s
seat and passing the original to the younger one. As children grew, parents upgraded to larger
seats or boosters for continued comfort and safety.

Stage 2: Information Search: Millennial parents primarily used the internet and social media to
gather information, focusing on consumer and peer reviews. Both parents were actively involved,
with fathers researching functionality, safety, and installation compatibility. While they shared
information and selected the best options together, most fathers tended to follow the mothers’
preferences. Fathers also accompanied mothers to stores to help finalize decisions.

Stage 3: Evaluation of Alternatives: Millennial parents evaluated brand reputation, safety, and
quality standards, as well as product features and materials. Fathers typically focused on safety
and installation systems, while mothers with two children were more price-sensitive.

Stage 4: Purchase Decision: Parents identified several key factors influencing their decisions:
safety standards, comfort, reasonable pricing relative to functionality, and age suitability for their
child. Mothers with two children prioritized promotions and discounts, while fathers emphasized
the need for proper fitting and installation in vehicles with multiple car seats.

Stage 5: Post-purchase Evaluation: All millennial parents expressed satisfaction with their child
car seats, whether purchased or received as gifts from reputable brands. Some recommended
car seats to friends and family in person or via social media, while others seldom did so, either

because they used second-hand products or because no one asked for recommendations.

Conclusion and Discussion
Knowledge, Attitudes and Practices (K-A-P Model):
“MILLENNIAL PARENTS SHOW MODERATE CAR SEAT KNOWLEDGE AND STRONG ATTI-
TUDES TOWARDS CAR SEAT NECESSITY; SUPPORT SAFETY PROTOCOLS ESPECIALLY FOR
NEWBORN BUT EXHIBIT FLEXIBILITY IN PRACTICE DUE TO CHILDREN’S RESISTANCE AND
SHORT TRIPS; PREFER NEW SEATS AND BOOSTERS IN CASE OF DISCOMFORT; INVEST
HEAVILY IN THE FIRST SEAT, BUDGET-CONSCIOUS FOR SUBSEQUENT PURCHASES.”
The results both reaffirmed and contradicted previous studies. Millennial parents in Thailand
exhibited moderate knowledge about child car seats, being familiar with correct installation positions
and the two main systems but uncertain about specific regulations, including those under the Land
Traffic Act and WHO'’s recommended ages and heights. Despite this uncertainty, they intended
to use child car seats primarily for safety reasons, aligning with Champahom et al. (2023), which
emphasized parents’ concerns for their children’s safety. However, this contrasts with Tan et al.
(2020) in Singapore, where strict legal mandates motivated parents, and AlSallum et al. (2019)
in Unaizah City, KSA, where most parents used car seats to avoid punishments rather than for

safety.
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This suggests that in countries with stricter regulations, people tend to understand and follow
the rules more diligently due to severe penalties. In Thailand, the relatively low fine of 2,000 THB may
not effectively promote compliance. Key informants in this study, millennial parents with moderate
to high incomes, prioritize their children’s safety over concerns about fines, as the cost of a child
car seat often exceeds the penalty. If they can afford the fine, they can also afford a standard car
seat. Similarly, lower-income parents may be less influenced by the fine, as the higher cost of a
car seat may not significantly impact their purchasing decisions. Consequently, this could explain
why millennial parents in Thailand possess only moderate knowledge about child car seats; they
understand installation but are less aware of the regulations, which aligns with Liu et al. (2016),
highlighting how knowledge and income influence decision-making.

In terms of attitudes, the study found that millennial parents strongly agreed on the importance
of using child car seats from the first day after hospital discharge, believing that sitting a child on
a parent’s lap with a seatbelt was less safe than using a dedicated car seat. This perspective is
likely shaped by information received prior to the child’s birth from family, cousins, and peers,
aligning with Termworasin et al. (2020), which highlighted that parent mainly learned about car
seats through the internet and relatives. This supports Assael’s (1998) view that attitudes are
influenced by family, peers, and acquired knowledge. However, it contrasts with studies in China
by Liu et al. (2016) and Chen et al. (2014), which revealed misconceptions, including the belief
that holding a child on the lap was safer than using a car seat.

Despite this strong agreement on necessity, practical implementation showed inconsistencies.
While millennial parents in Thailand demonstrated moderate knowledge and expressed commit-
ment to using car seats, actual practices varied due to factors such as the baby’s size not fitting
the car seat, insufficient recommendations from healthcare professionals, the belief that car seats
were unnecessary for short trips, and challenges in managing a crying baby, especially when
grandparents were involved.

These findings align with previous research from both domestic and international scholars.
For example, studies by Termworasin et al. (2020) and Atinwong (2022) in Thailand found that
while most parents were aware of child car seats, major obstacles included children’s refusal
to use them and difficulties with installation. Similarly, Tan et al. (2020) in Singapore identified
challenges such as limited awareness and challenging child behavior, while Ang et al. (2020) in
Malaysia noted that although most parents supported legislation for car seats, only half had them
for their newborns and sought assistance with usage challenges. Additionally, the perception
among millennial parents that car seats are unnecessary for short trips aligns with indings by Cai
et al. (2021), who showed significant associations between car seat use and trip frequency and

distance traveled.
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A crucial factor affecting the inconsistency among knowledge, attitudes, and practices is
the K-A-P gap, which suggests that while information shapes knowledge and attitudes, actions
may not align with them (Assael, 1998; Kertsombat, 2008). This discrepancy likely explains why
millennial parents, despite having moderate knowledge and positive attitudes towards child car
seats, do not consistently adhere to their intended use. Challenges such as managing a crying
child, especially with grandparents involved, and the belief that car seats are unnecessary for
short trips contribute to this issue. Interestingly, parents who experienced minor accidents with
their child in the car became more committed to using car seats, highlighting that attitudes can
evolve through personal experiences.

In addition to these obstacles, the cost of purchasing new car seats significantly affects us-
age frequency. Parents often continue using a car seat until it is uncomfortable and may delay
buying a new one until necessary. If their children reach the size stipulated by the law, they might
refrain from purchasing additional car seats. Thus, price plays a crucial role in decision-making,
as Anitsal et al. (2009) found that perceived expenses are a major barrier to regular booster seat
usage, with parents often viewing the costs as outweighing the benefits due to children’s rapid
growth.

Marketing Mix:

“MILLENNIAL PARENTS PRIORITIZE SAFETY AND QUALITY IN CHILD CAR SEATS; VIEW CAR
SEATS AS ESSENTIAL SAFETY INVESTMENT; PREFER IN-STORE PURCHASES FOR INITIAL
CAR SEATS TO INSPECT PRODUCTS AND ACCESS FREE INSTALLATION; SUBSEQUENT
PURCHASES OFTEN INCLUDE IN-STORE TESTING OR ONLINE OPTIONS FOR DEALS”

Millennial parents prioritize safety and quality standards for children’s products, including toys
and food, due to their children’s weaker immune systems and overall fragility, as noted in previous
studies (Thienthaworn, 2024; Chuathue, 2017). Similarly, this study finds that parents view child
car seats, despite their high cost, as essential investments in safety. As a result, they focus on
safety and quality, dedicating significant time to researching and comparing options before making
informed purchasing decisions. Many parents prefer to visit stores for their first car seat purchase
to experience the product firsthand and benefit from free installation services. This aligns with
Asavachongruk (2019), who noted that millennial parents extensively seek information to ensure
well-informed purchases at reasonable prices. Ayuningtyas et al. (2018) also highlighted their
focus on quality and price comparison across stores, while Thienthaworn (2024) and Richards et
al. (2020) confirmed that convenience, such as free installation services, is particularly valued by
millennial parents, especially mothers.

“MILLENNIAL MOTHERS ARE MORE INFLUENCED BY PROMOTIONS THAN MILLENNIAL FATHERS;
MOTHERS FAVOR DISCOUNTS AND FREE GIFTS, WHILE FATHERS PRIORITIZE PRODUCT
FEATURES, FUNCTIONALITY AND RELY ON PRIOR KNOWLEDGE; ATTRACTIVE STORE
DISPLAYS IMPORTANT; RECOMMEND HIGHLIGHTING TOP SERIES AND CLEAR PRICING.”
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As mothers often serve as ‘Chief Household Officers,” they make decisions about various
household items, including those for children (The Asian Parent, 2020). Their management of
family finances makes them more price-sensitive, leading them to compare prices across differ-
ent platforms (The Asian Parent, 2022). Consequently, a ‘child car seat,” being a high-cost item,
receives significant attention from mothers who seek promotions like discounts or free gifts to
manage expenses. This aligns with Anitsal, Anitsal, and Liska (2009), who identified ‘price’ as a
key factor in purchasing decisions for child car seats. In contrast, fathers typically focus on prod-
uct features and functionality, relying on their own research, particularly for decisions related to
children’s health and insurance. Such high-involvement decisions are often made collaboratively
by both parents (The Asian Parent, 2021). Additionally, store displays can influence parents to
explore product details and alternatives, as documented in the prior study on eco-friendly toys
(Thienthaworn, 2024).

Consumer Decision-Making Process:

“MOST MILLENNIAL PARENTS PURCHASE FIRST CAR SEAT BEFORE BABY’S ARRIVAL;
ACQUIRE ADDITIONAL SEATS FOR SCHOOL TRANSPORT OR NEW SIBLINGS, OFTEN AT
LOWER COST; PREFERENCE FOR TESTING IN-STORE OR ORDERING ONLINE, UPGRADE
SEATS AS CHILDREN GROW.”

This behavior suggests that millennial parents leverage their initial car seat purchase expe-

rience to find a balance between cost and appropriate features. Their past experiences shape
their decisions, leading them to select car seats that offer reasonable pricing and suitable features
aligned with their needs and purposes. This aligns with Assael’'s (1998) assertion that acquired
knowledge and experiences are crucial factors influencing consumer behavior, including purchas-
ing decisions. Additionally, the findings support the study by Anitsal, Anitsal, and Liska (2009),
which examined factors influencing parents’ consistent use of booster seats. One significant barrier
was the perceived expense, with parents viewing the cost of booster seats as outweighing their
benefits due to children’s rapid growth. This underscores the importance of price in purchasing
decisions for child car seats, explaining why millennial parents may lower their budget for subse-
quent purchases and seek good deals, whether in-store or online.
“MILLENNIAL PARENTS RESEARCH CAR SEATS ONLINE, PRIORITIZE BRAND REPUTATION,
SAFETY AND COMFORT; PREFER CONSUMER REVIEWS OVER ADVERTISING; MOTHERS
WITH TWO CHILDREN ARE PRICE-SENSITIVE, FATHERS FOCUS ON INSTALLATION; BOTH
ACTIVELY INVOLVED IN FINAL DECISION, FATHERS OFTEN SUPPORT IN-STORE VISITS AND
DEFER TO MOTHERS’ PREFERENCES; GENERALLY SATISFIED WITH THEIR PURCHASE,
SOME HESITANT TO RECOMMEND SECOND-HAND OPTIONS; LIKELY TO PURCHASE THE
SAME BRAND FOR FUTURE CHILDREN OR BOOSTER SEATS.”

The findings align with the Asian Parent Survey (2020 and 2022), which revealed that mil-
lennial parents, shaped by the digital era, differ from previous generations in their child-rearing
and information-seeking behaviors. They primarily rely on the internet for information about
children’s products, valuing reviews from other buyers, including child car seats, due to

convenience. While they prioritize feedback from fellow millennial parents, brand reputation is

)
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also crucial for ensuring product safety and quality, allowing them to make informed purchases at
competitive prices (Asavachongruk, 2019). Price sensitivity is evident, especially among mothers
of two children facing significant family expenses for items and school tuition.

Additionally, millennial fathers are active co-decision makers in purchasing child car seats, often
leading the research on high-involvement items like health and education (Atayoglu & Atayoglu,
2023). They support mothers, typically the ‘Chief Household Officers’ (The Asian Parent, 2020),
during in-store visits and ensure proper installation and vehicle compatibility, given the high cost
of car seats.

Most millennial parents prefer reputable brands, whether purchased or received from peers,
as they invest significant time to ensure the seats meet their children’s needs. This trust in estab-
lished brands emphasizes the importance of branding, as those with second-hand seats from
lesser-known brands are less likely to recommend them. Child car seats have a limited lifespan
and must be replaced as children grow, necessitating different types for various ages (Thai Senate
Newsletter, 2022; The Asian Parent, 2024). Lastly, parents often stick to the same brand for future
car seats if their children experience discomfort, reflecting how past experiences influence future
choices (Solomon, 2011). Millennial parents also frequently review their purchases through social
media and face-to-face recommendations, consistent with findings by Ayuningtyas et al. (2018).
Recommendation for Policy Governors, Brand Strategists and Marketers
1. Educational Campaigns on Safety: Develop comprehensive educational materials, including
online videos and in-store demonstrations, to educate millennial parents on the proper use and
safety benefits of consistent car seat use, especially for short trips. 2. Enhanced In-Store and
Online Integration: Improve the in-store experience with expert consultations and clear product
information, while integrating with online platforms for virtual consultations and special deals,
catering to parents who prefer testing products before purchasing. 3. Targeted Promotions and
Incentives: Design targeted promotions such as product bundles, discounts, and loyalty programs
to attract price-sensitive millennial parents, emphasizing safety features, brand reputation, and

positive consumer reviews in marketing strategies.

Limitation and Suggestion for Further Research Study

1. Future research could explore additional concepts, principles, and theories, emphasizing
demographics as a critical factor influencing the knowledge, attitudes, and behaviors of millenni-
al parents in Thailand regarding child car seats and their importance for child safety. The study
notably finds that, unlike in countries such as Singapore, millennial parents in Thailand use child
car seats primarily for security reasons, rather than due to legal mandates. Further investigation

could assess the impact of enforcing the Land Traffic Act on these behaviors.
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2. This study uses qualitative research to gain in-depth insights into the behaviors of millennial
parents in Thailand, providing a detailed understanding of consumer behavior dimensions. For
broader and more representative results, future research could employ quantitative methods to
collect data that reflects the population at large. Alternatively, an experimental study using a 2x2
factorial design could be conducted. This could involve creating different campaign messages
(rational and emotional) promoting child car seat usage and communicating them through differ-
ent spokespersons (influencers and medical professionals) to examine the main and interaction

effects of these variables.
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Abstract

The objective of the study was to analyze the content, forms, channels and communication
strategies used for opposing and supporting the development of the area along the Chao Phraya
River. This research is qualitative research conducted using the textual analysis of the data which
were gathered through in-depth interviews of the four informants from both parties, non-participation
observations and documented sources covering online communications and other communication

activities.
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The results of the study showed that communication for opposition to the project has pro-
cedures and forms of communication that enhance public perception and raise the strength of
expression as follows: 1) Communication through Facebook fan page “Friends of the Rivers”. 2)
establishing a people’s network, 3) communication based on academic approaches, 4) commu-
nity communication, 5) cultural communication, 6) public listing campaign through change.org
and 7) dissemination of information using legal processes. The communication section to support
the Chao Phraya River Development Project employs communication strategies in the form of
defense and response to opposition attacks as follows: 1) press conference on project progress,
2) interview, 3) communication via Facebook fan page “Chao Phraya For All”, and 4) presentation
of documentary-style video clips.

Keywords: The Chao Phraya For All Project, Communication Strategy.

unin

196U 2558 NsengeNIA lng SINALNFUNNENIUAS ianaieslassneiauEudadnszen
FRANT IS '1'71I1Ji:ﬁuﬂmzi"guum?ﬁuﬁwﬁﬁuﬁﬂmum:Iﬁr%\iﬂmzmiumiﬁﬂLﬁumwﬁfv'faﬁnm
pouANAazANElRlllE TunsauseRuandszunainniumiu 1.4 uiludnuum wdeanmiu 14
dlannTumalulaginszaaninddamunmeaansziia (aaa.) HugvinnisAne eanuuy was
Uszandiiuglasenis vieil Wewdeusiunan w.a. 2564 Tassnsmundanaazaeldiduntsdansa
‘Mﬁqmﬂm@ﬂﬂm@@\1znggm‘jﬁi’ﬂKﬁumuﬁﬁqm@ﬂﬂmm%uﬁu ﬁﬁﬁﬁqﬁwmﬁﬂqqmwumumﬁ”mﬁu
ThsamamsBadaubudimszenannzludaursaunnnud 1 Ae mamduuiindmszerliieu
aunindnaaziminnefuetinedu et ﬂimgmmimi?q'@mﬂm%qr;]wﬁmﬁml,mzﬂm
afuayuszvinaiilasenssniiulliy Senahadladnmneldndimided aauld

SulasmansreslasmsianBudausih Wnszensvyiadnglszasdandlasenidd Lﬁ'ﬂﬁwj
usin v‘v”mmﬂi”uﬂqmﬁﬁﬂu?mmﬁﬂL%Wixmlﬁﬂi:mmunﬂﬂu FNDIAUNNTUATEEIBTE AINN30
dndanaldslenlduiindausaniul fatnegzaon daende uazwindion sudaieiimun
Mufiansnsuz madwii deuseszuiilasedng anANTudEns1InLz Aaasawiteuaa R
'viml;1'71|mﬁﬁwuﬁﬁuLL@:L%qmﬁnﬁuanmnﬁ élaszymagdn TRsanaimwIT Hawaibndmszen side
M-t @euusi Lﬂwﬁﬂuuiﬂmwmﬁ*ﬂm@ﬁiﬁmmzﬁﬁﬁzyﬁuma‘ﬁuyjﬁwmm‘u@xﬁwm
Mutlansrsniuilousinh g wiulszanaunnaunszduannsadnfelfetnaminneuiu Lﬁ'ﬂ@mmw
Fm sudnannsieafion@einusse uazn1singdeangeislueuandulndsion

nazngaenmalnanaumnglig1inn1slusn ngamnamueg Sovnum T Bt
B azen az8zn1999n 57 AlAIAT ANATNIUNGZITM 7 Segaiaangamnamuns TnsEulasanng
1hies 14 Alang anagniunszsm 7 easnnuguiifanslund ieidulassnisshagislunis
Wanndmszenluuiio 7 lwawian Tnalddrdaisnensunndnmuazeenuuuiaganig agls
fin ’Lu‘ﬁzﬂmm;amwmmumdﬁ’ﬁmmﬁummiu‘iﬂﬁww@fammﬁw«’ﬁamwwmmmzﬁq (#ag.) Ty
gAnmn aanuuy waztlsymduiugiasanis aaldsrazinaiaiiiunig 210 4u wazlduuinends
YRULAN (H7.) FAT AN IENLRLIRR DL (EIA)



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

YUY ﬂﬂmumm@muwmu@’lmﬁmwumu‘imqm@ La*umﬂﬂﬂmwammm %78 Friends
of the River (FOR) A mnuulun’mﬂi‘”mmmu 14 dmansmmusivi (The River Assembly)
fauﬂi:ﬂfaumm@mmuumm aguanANlunsz s mLiNsT annandlalualne wsednsdal
Fassndnnidmezen guiteyallseiRananiou dufu wazlumeinnis Téderidangs
AR RLTEIEEwezen FalunissiuiiuaesantinnansAne dunisfadies dszney
Foofaiiesqiny duilessssuaiand dallavnuasaans duilasdaling mulaesedisaniiiin
Lazinaanuuy

nNqw Friends of the River (FOR) a9 afnunwina Friends of the River'%wﬁqmnﬂmﬁﬂmum?
fudiuraumdnnisradasenis Taafiuuamianisdessludnensfsmouiuausiiussures
Tasanns a‘quﬁﬂﬁ%’ﬂm“mt,@x‘i’l’@ﬁmﬁuﬁ uamsaasHiAAlAssnsfanaaetase iies ks
LLmJLﬂmﬁmmﬁdww%luﬁq% “Ug)AlATINITLAUANITNIEINIZEN” B www.change.org ileLave
Tuneniguuwss nalendsygms Sunilenn I9Fgnumaulaseanis dafanssuaouwn SniinssAniaiieu
Lt ApRansTuansnszne SaRanssatlsalaunandnazen (Hug the river) anlA9N1352ANANY
AR TaNDaRdeINIsaEanTsussene A TuanuganAnmnsing o) 4 A5a ldur amranende
nATulatnszaund1suL3 (1A5.) AHIAINIATNNIINENRE NUNANNAYSITNANERT LATHNNIINENAE)
NIUNN (FINALNMINLAETIAR) 999D lecture & discussion 3NAUANZADNTINENIINARAT
[71 10 @011

aeiglafin Lﬁmﬁaquﬂ?}mﬂu W.A. 2561 mﬁmmuﬂﬁﬁluﬁmmﬂ%ﬂ 4 oz TauA (1) Aoy
¥ (2) AuENIIINNIEAwENalATIN IR B LT ez (3) NTLNTNNMANY WA
(4) N34 mwwmm‘imﬁamﬂixmﬁﬁ@ BunfeslfenidnlassneimuEndeusiidmezen Elw?]"a;m

o

FiNuAIalnAIeY IHeWNTAEIAIaLNAEINaNe TNngamnEnIuAsAiiulATaIN IR

FuflandtndIngzen NNZUAIUIBLEWITUN 1 A N1ALBN NN zenldReu WlunstaAsg

auninFnaazmRnInE e dauetnedu Weideunun g w.a. 2563

deRansnnanamdnenzresuaumsedeulnamisdenugtluunlus (New social movement)
WAD HARELNT ﬁ@ﬂﬁma\mzﬁmﬁmmL‘W'ﬂuusifiﬁmmﬂé’@\ﬁmmuma‘mﬁﬂmmmqzﬁ“qﬂugﬂl,mu
sl A unuthdawlve)idugudunans AnsldimanuRnsy ﬁuﬁmmww’%‘*@m”memfmﬁw
A9 ] Uz SeunFedludnuniznistiumanadnld i laseniesanans uananid mmmimmmﬂm
Aongunany (mixed media) LL@vm@vmummmqmwwmmmumm@ma‘mammmm e

Auganitiulasaniseting antumalulagnszaauinddrnmunmsainnsel (4aa.) £aAHY
wihAnmuarasnuuulasanissiall ndrinsdawmadinunuma Chao Phraya For All Tu el
foyauazdaiiaassludouativayulaganis TneniudeansneldFndn nisiaun” waz “Aanain
Fen uiaganaUssmduiusfeyanaziansuiiansineusnidunnsssudnnazuaunsiy
FapnuAniulsrmanluitud gaNDNLHEUNIAYINAATIuIRNINAT NS LA ENIA RN TuAN LY
Lﬁmfuyﬂzﬂﬁmé’m

il esesre A ludendn wovdTA Lzt lumh e Rt B mdeuldnini us
ﬁiiﬂmﬂﬂmvl,ﬂndnﬂs:mumsﬁmmu‘ﬂm@mmmm‘Lngmmﬂ?gIﬂNmiaum Taldnatlszanau
sadualaesenaaaeans@nivssanau usiaial faniiulasanisifianssunisdeansuann

1 Aﬂl v v £ 1
Wf\l’mg‘ﬂ HULASTANNINEND LL@Q“B’HH@I‘M wAtesaa



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

gRdvasaulananssunisdeansiinaanulassnisiamisuilusiundinezen anvisdadndu

[ o oA k73 z 1 & 'ﬂl 1 23 a &
LL@ZﬁJ’]ﬁ@uU@Hu’JWNﬂ’]fL‘HLu’m)ﬂ g'ﬂLL‘LI‘LI DANINN LL@Z?ﬂ@EqV]ﬁﬂ’]?@’ﬂ'&’]ﬂ@ aeinglating TneRiasnzd

frumaesfanssunsdeansresia 2 dnu e dheAnAuLazneatiuany ﬁlﬂum@?ﬁlfamwjmmim:
dwdeiuAanssunsdanfesau y ﬁ@ﬂﬁmwﬁ@mﬂﬁﬂﬂ“mr-?mu,@mﬁumu‘ﬁm‘qmaﬁwuﬁu
Aausithidnszen fussiiufhirauladne Ae ilewnans stuuunsdaue dam1ennsdedns
wazdaepsiulssdunedean Sffedecuazildaulddaudadaumnn slsadui il
Rennsaednailefndn udémﬁlmﬁumu MW" Fananawintis usdsetauanslfifiunisld
NITHRE T TP Bz NUTTeIFnT s TuSumlusl | Ao uanani Meafums
‘Léﬁﬁmﬁyuﬁ@?ﬁ'ammmgﬂ LULLAZTRINNEN ] idauladne Lﬁaqmﬂﬁﬂﬁlﬁuﬂ@qmﬁmiﬁl@mw
ﬁmzﬁm’lﬁlﬁuﬁqmmLﬂ?ﬂlﬂuuﬂ@wmﬁqﬁmquﬁﬁmﬂﬁ'@é’qm

Azt mﬁLmﬁzﬁﬁfmmLﬁ@fﬂ'mmm@mﬁ@mmumaﬁeﬁ@uﬂgluﬁammmiﬁ@mm’wq y RS
a23el1e 21V AU AR TR NAN ] filenagludepallng uananid enasi duiannnig
194015 1 Ty eyzUAaTNALNEFNG ) ﬁi@éfﬁmﬁﬂfﬁaﬁqﬁuﬁ oeTenuiiunse santetasennnuitiu
ARBEAINTDIABITUZAE

loywimsaase
N I e X 4%, :
1.m3deasiveniafndu tTasesnsimuniuisniudindmeseiuaengls
2.nsdeansiensaiuayy tTassnswmwnuisn i nssaiuatials

nguszaennaImsias
4 s o P T S R
1.ieANEIATIEINITARANTINEN1IARAU TATINNIR I LN ALTTN LU WezeN
2. 1aAnHAAzinIsdeansivanisatiuany TassnswauNuisn A nssen

WUIAALANENT 1]

1 WUNAAREIRINIR 08N RN TR (Development Communication) Lﬂumﬂf‘ﬂﬁ@mimmwﬁ
miﬁ@mniwﬁwqwﬁmiﬁwm Tneihimmnnisanlueiafidunsviliiuaie nszaneanuiasyy
Frudng Inelddesnaunszuandnidueiesiiommedudelundesnasesde Asifananislva
2938198199 NARENAN Tdaulanaudesnisiufvesdseanau LL@JLNmmmﬂuﬂwmfﬁumu
NAL dmm@mmw'ﬂmiwwmmqLfmm Thel Meyau wiamw (2550) iduadn nazuauimiasenis
W meuwmmmﬂmﬂﬂ wﬂunmmmm'ﬂmam@miwwmluummmwm:wLﬂ@ﬂuiﬂ Vi
fiflneiearenanudnlasaui Luummﬂmﬂﬂmmum@menm Slfnmmummu PeEIFIY
EHM19ANAR Ay iusansuniu lneuenanndadusazusuiiaumnniuuda ?;I\ﬂ,‘]m’]?
HaNansluanEuzansriuiiasag

2.LLmﬁmL‘ﬁlmﬁum@ﬁzﬁquéqmmqmﬂﬁmLmzmm?u'@uvlmmqﬁqﬂugﬂl,mﬂmi (Political Participation
and New Social Movement) ununAaTiNein mﬂﬁfmLLuuslmem@ﬁi@mirfiﬂéﬁn@wmummg@ﬂm
nedany Toelaeimd wsoy@ulering (2545) auadn mimgﬂuﬂ,mmqﬁqmugﬂ wuvlusidponuueansingly
anmsaelmgaiinadnaingdla fia winisredgnasnaannnisseditednsvseninenssasmdldl
Qmﬁﬁ'ﬂf’iqﬁu atneinedennuazTmusTTY LmzLﬁmmrﬂ,sﬂﬂjmmuﬁqﬁumméLﬁﬂm@ﬂi:‘Eﬂmu‘TmWN
Aulunissandauuumac 7 L@WW:G‘INL@Wﬂ:mr};mimimrmfh uananBelaiininennslalysiasas
fugunadg vlsnagnslunapieuln Bunfeseenguillifianussiitszuen usiflunstiumann

(2)



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

3. WARAIY L INENLAZNNTAEI9ANNNNNE (Semiology and Signification) \ThuanansAnen
LN NAEMIY AunszuaunRanarEng gRansanannsssumivesissde
AN E LAY 9T ievarnuidnladianamnagniasenunldasagls
wfAties Tags (§9delu naryauwn ufawmw, 2553) iidsnisaoadsae Suausy W iawwAndooys
NN mmwmmjmf&ﬁw?i'qﬁiﬁﬁmﬂghﬁwm%q&u Leri@gjﬁ'mwzﬁ"uﬁuﬁﬁﬂﬂﬁq&uﬁuﬁﬁuj el
Tfsvunipentiu nﬁmﬁ'uua:m“l%‘lum@?ﬁlfamﬁwmﬁq mﬁ?m“ﬁﬁmqﬁqmuﬁutﬂum@mmnmwmmmlu
nslin 189y ARA mmﬂmnmmmngmmmmmﬂgumwmﬁuuu°] mmua‘quﬂuLW@“LwﬂwmmmﬁLi@
4.umnAndelmifunuduiufiansiss (New Media and Public Sphere) ffladuann
pufutimamaluladuazmadnisdunefidnetnandneaans Taagivmidenanuluilk
@mmuﬂﬁuﬁ@Lﬂ?ﬂlﬂuLLﬂ@q@ﬂNmﬂ Tugiiemansiu r:’iu?imu‘?‘@ﬁﬁ*umiWLﬂw’imamL‘f:@m
(User-generated content: UGC) LATAINITDAUUALNTEINIANT AR ALY mummmmuum
7 5 Pegldaunasiidn (Netizen) Feuiansrsnusiifnduulaneeularii WuiuAnUssaau
ansnsanaliatnaringen awsnsaeitmalfatnatame LLmﬂmmﬂuma‘Tmmmiwmammm:
lalnanadaeii many ﬁamunu‘i@n@@ﬂ@u‘?ﬁuﬂu‘imLmﬁ@ummﬁﬂ%mmmLﬂ?iﬂw,l,ﬂm”lﬁma@mm yiaid
¥Aunna mmmuﬂmnm (2542) L1@Ua91 msmmﬂﬂuwuwmmimv@ﬂu%ﬂmqLﬂummmiﬂmramﬂ
Wisedieiaueiiaanpdeiu LLmﬂmm@”memmmwmummL‘flummmmmqmmﬂmmmmﬂuu
Huwendneninisdirniazuandliiiudauduiuideuna
5.411AuTiAEades WitE Wi (2546) Anmnszusunsieanslunisedenlumasngs
danAnulassnisviafinglng-uaide wud’mzjur:;iﬁmé’m‘ﬁﬁma‘t.ﬂﬁ@u"lmmqﬁqﬂugﬂ wunlvsd Tneld
Aanasine 1éun mafiumiede mseenuaasnizal nasaniiaaun Tnaiuilau iy dou
QAN Anfisz (2548) Beiseriadia armnssumsiaL: nsafrenszd i luunsaisafisdmin
e luad wud ﬂ@ufmqmumvmﬂna‘@ua‘ﬂwwﬂmmu%ﬂgummsmqmwnﬁmLW@mmﬂuuimmﬂ
Fguanuanegiuuy 819 nistiunilide masenuaaINIIRltaNEA kaswndesaduduanden
szULTlaA AlguTu Smuas wazANde LW@SLM?J@N,]@LM@WHLLH@@NQ@%HLL@:ﬁﬂ’ﬂ‘ﬂ“ﬂ\mu Wandulas
LAvBAe LA TNl ATUTIANNARLTIU AAIUAIUN T0UET ARNTD A9ALMT (2557) ANe
mim?{@u”l,mﬁmﬁmmm%’wﬁ'fauLuJNﬁthustnﬂﬂ Sasin Chalermlarp Wud1 ARWNgNEAAAT I
nsadenli Wy nadendaanaduinfivanzan nemnenuanadedlatiuaun il
nsigudRAnINAINNTIATIiAn U TRTTNgNNG] W.A.2554 ANHOUITLATLARNIANIZHN
sy denldwadnidudemiedeans gy Inetladeivilfszaaudnsaunsinaoulm Ae
gmﬁmﬁmﬁummﬁnﬁa‘qmmﬁ@u yARNANH ANz I8 AR Sa1a9RL wAziains sanTenan
”Laﬂﬁué’mﬁuu‘lﬁmmLm:ﬂizmumi'ﬁliﬂﬂs'ﬂmmﬁ*ﬁlummx&u

sziiauinaas

mu‘iﬁﬂm%ﬁﬁtﬂmmﬁﬁﬂL?nq@mmw (qualitative research) ﬁi%mﬁmm:ﬁﬁqwmﬂ%’mﬂ@%‘qLﬁ‘u
sousNAReNNdanmwLL 9139 (non-participant observation) N1739UT9NANLANANT ﬁﬂi@umu
miﬁ'famafa@uimilmxﬁ@ﬂﬁumi?ﬁlfammﬂﬂi:mw waznsduNE0lEan (in-depth interview) Tae
zﬁ"ummiuﬁﬂ@ﬁﬁmﬁmﬁmmﬂﬁmfﬁmu 4 pu LAUA (1) aANA Yoyas ;:Jﬁﬂr;TQﬂzju Friends of the
River (2) Hnua (admm) wlnu WA Friends of the River (3) NA.A3.818N" a¥anAs luenlazanis
Fimmsudaiidmesen uazanuRALLan RN TIANART antiumnaluladinszasund1idnnns

o o

NUTAIANTELN (4) Nﬂ.u‘Wﬂ{]@ ’QQ’W%"IMHVI AnUAAtzAnTInanssNANARS NvnAnandudadudey

o



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

NAMSAAE

— d e s N A T < o . 4

gAdanugn nsdeansineAnAulasesnisimunuisnasiunidnszen Gainlagiasetng ivel
Wi (Friends of the River - FOR) HdumaunazgiliuunisaesnsnenssfAunnuiuiaasansnsnsm
LATENILALUAMNLIINFINIBINTLARIRAN F9Th

1.nsldaedaneaulall Tnuadrananunuma (Friends of the River - FOR) TN flunui
y . 4 e y . . , da d .
deansiulsvamaneniulansanis Inaldnnilszansa (profile picture) MideLdsLavdaansatinamnsald
39K TN uuAdAn Faniladednnseydananu “ugall MadaudInszen” LEUALATATL
NUENHN ’L%ﬁqﬁﬂwﬂaiﬁﬁmmM”mﬁumu%uﬂwﬁwmﬁnmummﬁ@uimLﬁﬂﬂiwﬁaﬂuﬁm@uﬁﬂlm

ey A dnenes Lﬂuﬂi’]WﬂL‘iﬂ‘U\‘i’]ﬂ Iddudau ngein Lﬂumamqmwm (short quote)
mmﬂmmuﬂummmmn‘lmﬂuuummm (font) wmux‘mmmmmam memw LAYADANTULIL
AsLALluNREY PuEeiinsurinasietsueenuuLiuiiatssusiurhainsedlssman

A%ENINAE
uanannii fdnsusfpanpadivtesfifademisdennuazfiimsnuansite q ludnws
Haifiudnaiilasenis VluR AT A dausssn Aduanden nguau nasnaua Ll lneg ﬁ%ﬂ
Wesasmndeunuusielsznalagllmilidnsnsanziaesiasiu
2. mMedasarsetnanalszaey Taaieseaimruiiduieuudunseeaieatne
el Suszneudanesdns YAl warrFalanIALsTIdsANFng o |y aniaNanLin
fadlasing aunpueyindAadnesuuazAeuanden aunpudleluglng idadasinnydu nduiinyid
s mimm‘@‘mLWﬂuLLumﬁmmLﬂwuﬂw‘lmqmsmmu"[wmwmmmmmm@aﬂmmu
3 naAeansumsIRauTITINS Tngdnniiaaunanasvaneass wazingsAns dudums
AoanslFanprenumudiudy Tm@msﬁimﬁmgﬂ ﬁmﬁm‘l,wg@ﬂi:ﬂau%ﬁwwhi%u WAN1aNN3TINg
i bliusog i
uanannil ngal “Friends of the River” feasiufiguauiiléFunanssnuilerinnisdnengauly
o annfumalulagnszasuinddraunmsainnszils (aaa.) Fanszaum TR uNANIENLLAS
nsvinniuianAniu Inalgidoulidauas (stakeholders) ndan WA flusnen e
LaummummmﬁLﬁﬂﬁmummm?ﬂuum‘?‘
atinelsfia witetnefleuusiihdemusdeAniiuuasdeiaueaniaiigaunsing d Suananmin
Tndennns dnuedeulunelszandaan aransdaminend glesunansgny wazaatiwluguaw
Lﬁﬂmﬁ\‘imﬂﬂ%ﬁuuﬁ sregns dunslagn foe %ﬁﬁ e ataamnenisieans (channel) 92194
Uszanmuiudyg
4.nnaReansqueu annisdrmadeyanniuAniiu (Feedback) Tatnga “Friends of the Rivers”
WU ngugFuasluuTuma Friends of the River daulue) fhurutunansitlslldeg lutud asins
?ﬁj@maﬁuﬂi:mwﬂuﬁuﬁimm?TﬂLﬂdimhﬂmiﬁ'@misgmuel,umil,l,i_iaﬂu%mj@ﬁié’mﬂmiﬁﬂm
luiuiising 7 anuennans Wiulddn mseanstdnenizndulndussswinedeseulaiuazgum
Tuaneouziasundsnazaiuayuiuwaziv Tmﬂmiﬁ@mmmuﬁu Tdmeadunisyilidssana
pazviindAvsnaiesiaueiuds duinlhed ulduaruluiuiifindudae ?ﬁ'mﬂumiﬁﬂﬁ
mmuma‘ma@u”l,mummLﬂumLmu (representation) mwmﬂ‘wmwmwumm\mumﬂmu
5. mm@m?mummwmmwuﬁﬁu s TnE e UL AR ILAREN IR UM

=

mm‘lu‘lﬁmium@ ARENTTIN @fam\m@:mammm Tuiuananseny w.A. 2558 muﬂﬂmm@'um

a
o

Audiuou “FunWinazanawiun” dunnnads nansevindildiunzan aauasussllunn
weildnaansinentaain TdAnAtuRawull dufunisdeiauudand (parody) 19901991

©,



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

Lmuﬁ@m@u@msluum@mumm@mmﬁmmﬁmqL%mmﬂﬁmﬁuLﬂuéﬁﬂmmm&ﬁ@mﬂa Tne/ld
Ussinilaeunsznsdaduianssueasnan tnenszuaacen

6. mimmﬂmﬁm@ﬂwmfﬁumu change.org nshmederesszanauidaduiudesue it
ﬂumﬂﬂﬁuum fufennsaiame@enusiidmezen 14 na. Lmjlummﬂmmqmwmimmnmﬂ
30,000 et mmmqumnmwmmmum@ (Us=810 24,000 A%) T4l WINZAMANIRLY (features)
m@qmLauisnmmemmmummaLwau‘LuiemmﬁLﬁﬂﬁ nanape nasaussAr U ladaenanalé
mmmm@nmmﬁ unagnsuuuineiein (viral) uazaanAdesiUsTINEANT Ml Tea
e TuAe L‘W@‘LL‘LL’]Lﬂﬂﬂ@ﬂ’)’}@'ﬂ:ﬂ'}@%uu@wiﬁ

at19lsfinNu ngu Friends of the River 531_4meiumiﬁmﬁqum@mqu;ﬁLwiﬂi:lﬁumm
laililsela Awuonden SRR Snquau gRvmiimusssy UssTRaans Tafeaunzanudneesdiy
Al luRAl AT AuTR saadansldnmn (cover photo) tfunwanule (collage) Tazeairalual
asuunndgassluenn taaldnmiasaiimiadsuduasmungalun wzan L
271901 Lﬁﬂdﬂﬁ’]Lﬂ%‘ﬂﬂﬂi&Wﬂﬁﬂ’Wﬁlﬁ"]%N‘ﬁ@Nﬁ?ﬂ el e U mna TN 19gN AN (visual culture)
winvhy wiflagnirannsdAnuasanldiuansaunnnsigiivilunsdifanireiian (worst case
scenario) fianaulul g &

7.M9MELN3EN9813N13 1 NIT LU NN UNNE asdmnuaiiniianansesa 3,000 wih du
Hparnarnaseiieselidufuazanidnlassnsimunuiiiudausihdnszen tnenawflunagng
mim%fauvlm%uzgmm LL@:Lﬂuﬂ@w'Emi?ifamﬁLL%qn%aﬁzgmﬁw esannlaiifesennnauteuss
Feanafiuzenannyszanauudn f9U1AAINTRUEITNN NN UK EIAE fandnviu Fdnduvesrna
ﬂnmmﬁ’lﬁé’um@ﬂmamﬁqmm AiflunsTdn nsruaunsAnEuasAniiuntsetalsilusdlasse
TN e AR ALNAIERaen

ot &nunuzilomidhedndmildlunnsdeans ldun

1.Qﬁﬁmi°u@\uui;l”1v%wmw

2.ﬂ’.}’mﬂg]:llﬁﬂ”ﬂﬂ\‘iﬂ’]ﬂ‘gﬁﬂ‘]_lﬂﬁ‘xll’]MLLﬂjuauﬂﬁﬂﬂﬁlu@”ﬁuU’miﬂTT‘LIIWidﬂﬁﬁ‘ﬁﬂ’]ﬂ%ﬁiﬁﬁ’mauiﬂiﬁ
drmnlaasanduigeson

3. lilyselanarlinsalinsennaesdy FausTumaUmind ipasdnaim enTuNnszya
WU WANALAINMNANENAE289TTLNA Fumeunnsine uazynfisuianwAniv

4. qnsﬂmummemmﬂiﬂmﬂumawmmwu‘wmuu,mﬂm “wde” uuusy

5. mLLfJﬁ@@NLL@‘”uLfJﬁ"ﬁ’]Elﬁx‘Wl’ﬂWL’&Hiﬂﬂ@ﬁmﬂﬁiﬁﬂm‘ﬂm@"ﬂ@\ﬂﬂﬁ\‘izﬁ’N‘VH\iL@EI‘]_I

6.azsmnaaLTh wsih uwardeuanden vedlunansianadi o

7. AnuAniiu anfiu uaznisuasssiadnsanistadiefaduresiimisauAnuazdiitedes
ludapn muﬁaﬁﬁzﬁquiﬁmuﬁﬁmwmﬂmMfm i1 A3ANR TAALNAN 2Ttya9e aRNE naanan
UneBdu AN YUUA 9adnT e paemauTatiwlugamy

muma‘mm@meumuu‘imam?wmmwumuﬁummmwnmﬁu RAdewudn Annsldnagng
nsdeanslusnendciuuasneuldnislanfvehadnd fdl

1. NM3U04a9119 ANNALUTINTaITATINIG N9 mm.%qLﬂucji”mmﬁnm‘lﬁmqmmmﬂ@qmwwmm
s Ensznduiug iedeansiudszauiaaiuasauninedasins eeinuidm
fipnnandlufleanin Saufidesnnsdeans uariitemnenisisseiudingnuazing s

2. mslidunnenl sedlaenlnsinsileduasannudilafia uenannisuaasinoLnfuda vangess
BN mmm”Lumuimwﬂ‘ﬁmqmswnmem@wwﬂavmwumﬂwm m@ﬂayl,mummhmmmu‘i@m 217
S OUALLLNT LSRN AUNg F aenuuuaniingadengy fnmesieasedousivh gy



'
a

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

3.msldaedanaaulail lnsaFraadnunumna Chao Phraya For Al iNe@aansiuiseanau
Tnenssninudeasulal wesainasemindnfiuansasulnnfuansinudessulaRaulamwaau #is
d‘ di a £% [-3 d‘ al ] @l & ) 1o [~ 1 o
Wwedeanaidegnuasmeulslsviauigniang adnelstia Tnaddoulunjdauiunisuafiiesulaiiain
drtingnanszuandn uaznisdsradniusuuuigaclisenadesiuassumanisldielngeaiineg
Awenelsrdng wedgaren i@\m’mﬂﬁ*ﬂmum‘?tﬂwmmﬁumﬂummzﬁu NauAalaefuaingnoua
aunvg liundseanauguawassling lulasanistiuduasdssansy

asi19lafimn An1avnlnasonn-neuieTwastssifuatinadnay naldninwnsNnfadnig
Tugtlwuuduing wassedne wazasuaulugiinien visl Hunsnstingauamaldaussensudaniing

- 4 y . . ., e s 2y

(aggressive) Baldainnisdeansiiedssanduiuslneilnd wu Sausaiy, NaRnusae, aRnazls
A519578 1Tlupu

4. 3pvAmviAd “ntTyyusisdmusssnin andddwszenaeusmnaw lugtluuuansas
AYNEND 21 WIT LEUNINSEYL

v X . 4 v

9l ansousiidanndheatiuayuldlunisdesns Taun

1.N11980a1309ANNWINNENNIUIA “Chao Phraya For All - I&WIZELNGYNAW" NaLTlEN
nadndauddnezewes “naw”

o o I L T

2. pivimdludnansenwazdusnfavdasiinaundsnea¥elasanis

3.msLEndnntsuazui letlywiia 1% n1sgnan aan nsisdealnauarindaaintinuiEen

4 tlapsnuunaadaianananinnilsela

5. 41szmduiusniaigiuanddiiviug guauliléfunanssnuninetendeAndulans

anisana

Tun19348iTes N193AMZINAYNENNIARANINEARAULAATLAYWIATINNIMIALLILEYN
Wngzen anunsnailaanalaaed

msRagITINaAnAILlATIMS

anuan1siAszinsdeansiiedndulasanis §3duwudn ngu “Friends of the River* 14
nagnsniseasulnaznisdaeasngduuuwinnlszanauazainnsoninle seusairanaiin
A “Friends of the River” ivaifuunnany auillgnisdnsenany o lueadaauiui 7
ooy 4 . X dye X 4 & 4 vy X 4. X
ylinsedeulmudaunsean unfdnuiniu Ganiundenszuandnliuiniu Wiadedenini
sousaNsamuuaLiuansznedeauls

ssntfnesdalud Hanwuznis@eanslunuseuny J31luun many-to-many communication
X2 i dl =3 1% | = i 3| .
Atldennaeitlsziiuniedsanla - azgnnszanseanliuuuindetn auanazandudu viral

C ane s A oo od e m e m ma ans o X 4 3

marketing ft§ Ballaidudedepnvielndaailiny Nlanaraduiuniaiioulunisa¥aunauni

Y § v v Yy = a % ] A4 o o o A o
nszsulifldeuvananuaniinAnaesnu seeulingiudi “ivew” mawnesls waaaiesla fiu
19 azsls unumaaanal v lddszsusenanananeadunsenedaanldlienn aanpdasiuunin
BNENALD971TIUASH 5 T9Ae lFaumesiiln (Netizen)

()



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

v
o a

1 @ 4&‘ 1 IS a A 1o Y KR a o @ =2 o 9 tﬂl
aeelafia deluduaclndoafinatiuynfnesiuniadiDedumesidn asanavlinnsdeans

U au
[ v
A 1

aauladlinedFuansanizngu lunsdlil Ae nquauiunats ABNgIMNY ieanuuy LasgimAy
aulawnnziunisaning aﬁﬂﬁmﬁiﬁ\nﬁmﬂdﬁLﬂ"i‘i'ﬂﬂiﬁﬂﬁﬁ‘mmﬁLﬁ’ﬂﬁﬂﬁﬂuﬁﬂﬂﬁﬂﬂuﬁﬂﬁuﬁﬁu
gt Fepnarhuluiuiienaldldfnnama wietnansieansgamidededimnadndndedmsy
WPTRTNEARAIY %ﬂuﬁm%ﬂuﬁmwNmﬂﬁ%’@mLm zANNIRATINTNY Faen1enisiiudeya
Fednuazesdaadangating uaznisaienaTuluiug L‘Wi’]”13J'J’1ﬂi”Lmuu®“’ﬂﬁ"mg1u@'ﬂ
nszuavdmiselal puiltedeaitediimennuAnagliauiwield @ofiiiminuniigaiuns
deansludimnasnmuiieilugnenasulddudilasamsly fdadudomedldsunanssnuess

ﬁ@iuﬂﬁqﬁﬂﬁﬂimwumﬁﬁum‘ﬁ'LﬁuLﬂuvl,wéﬁﬁm’i'ﬂ,@rzz‘i"u%’@y‘@&nﬂ%’@wiﬂ’]ﬂﬁﬂq Waeu
uwmwﬂuﬂ:{a’émLmzzﬁ'\wimﬁﬂm Lﬂ?‘mhﬂLﬁ@mmﬁﬂugm:éiﬁmﬁmmﬁmmmm"ﬁLﬁumaﬁﬂm
Arunlliuiglaelaifessel#igindne ileaks “eew nga Gauansdllanaanisfinenaes
antumelulaiinszaenindidnmmmsaianszls (gaa.) nendeldnsieasmuiuamieianis
L‘ﬁ@ﬁﬁL@u@qmmmﬁm‘fimmslumislﬁmwwmﬂ‘lmiﬁuﬁﬁﬁﬁ*ﬁlﬂ’ﬁ FaAdAn WL nEvieg
g Awanden uaznsiloaiusiefs

Tufifinnsildausaumenindes deluddwinlflssaauausssunnanunsasausaiunay
Qﬂﬁuﬁﬁmuﬁqiﬁdwﬁ'ﬁu UL NAANeSIAN T3 a0t1q change.org Taglaidesldans e
”Lu@mlﬁ@ﬂ;T\m@u‘?ﬂmétymiﬁﬁﬁﬂ?mwﬁ vispseenilelunitszafiansnlivinti uiasdad
%’faﬁqmé@amii”uﬁqmums\iﬁmL@umﬁ@uﬁumﬂ%%mufaudifal,tf’fvl,mﬂgumﬂﬁmm WEAUIY
uqm@qﬂ?mﬁfnuwuua‘auﬂuﬂmqm@@mqmmmmmu%mmﬁ vieil dednrinresunannesy
change.org Fileuifuelylsing 7 fufe Tuegiusnmmednidumesidn feiinad Tuuf (2556)
Damsadngaderuweuyluduladdn dolwgjerdeerlu 10 dedug/lunianans 8a1u waz

16 mmummummmmLﬂJﬂma‘mmmmmmummmm IﬂﬂL’ﬂW’b@ﬂW\iﬂ\‘i AR mmaum@ﬂum

16 aznslafin Andnazns change.org wmmmaum@@u “mwmum" ‘H@\‘ii‘ﬁuu a1a@zhauli

'
a

Wrusndstlaniulaffananna weuddaanisnesienafiafieaiueesfiames w.e.2550
Lamenldnagninisdeaiseeulalinudalud nsdeansguau LATN19ARANTATNUUINIG

a

Atnawinil wsiAsetnaAnAudvinfanssieanlallugluuueuasenszne uiEngsANg 9

1AFINNAWANIATY Hug the River: Tdsnleunenusith ?ﬁ'qﬁmammé’mﬁumimmmmﬁ Tt
fid1 wissidula q enadlunszualulaneaulad uslieranalfifnauildsuuamisdons
Tanavnlivneanunglansanlad fenieuntini nesnsedefiessiunisairadiouusiaa uax
naanaw w.o.u. lstnenssugaes fa;mﬁwLLﬁq%mmmrﬁﬂizmmuﬁmﬁmmuwﬁaLmeqmgmﬁuL«ﬁuﬁu

uananni} mmﬁﬁﬂﬂ"\ﬂmmm’u’mﬁ“uLLm‘Fﬂmm@ﬁmuéfmLmea‘Lﬂﬁ'ﬂuvmeqﬁqmgﬂLL‘uu‘l,mJ
(new social movement) ?imufadﬁgﬂ LLuuma?rﬁi@é’ﬁu'ﬂwmumiLﬂ?ﬁlﬂuW,mmaﬁmugﬂLLuu’LmJLLmrfm
lulannadarinfe wiinmssedgnasnaainmssiedifiednivieninennssasiaedlildiamisdeny
wazdmunIT dnemuiveusietitesihaaam 1 laengueuiiaiuayunaideauusive fe Tudu
nanslvel Seinelduaznsinengs sanienaegluinanduiih a1@ annlin dndsnnis Taaviala
m@ammamﬂLmuiuuuwﬂ@@ﬂwmimmmmumwsa‘lummumsﬂwnummmmeﬂmm

mm@ma‘mmm@ﬂwm mmmwuﬂum Friends of the River hm@mmmmuimmq
S 9 AeusnszaA ARz uazMENs TR N lumasmeanT AT e zEn
anlaemeunafeeg nwluasmnsdaluasesmeudmamaziend dudu Geudazldlfdea

inlwdsnslidayadeiiaasanaalasenis wsaunsarinligiuansianneaonudunanineniule



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

Tmﬂ’lmm@nwmwmnwmvLﬂu@uwummmmJ u@ﬂmﬂu dfjiaslilidfAnAulasenisniniy
i mmm\mLﬂuﬂgﬁnwnmﬁmawmmvmmmmummmuﬁﬁmmﬁm@ NITWAR
AameinAnAsenaautenmmifieaatednauaslduaamuia uilifunsdeasing lulddclafnna
atialafinu nan19RdtaanAReINLNUAAEI0Y WHBES 1aTmuN (2546) NANHINIZLAUNNG

Aﬂl dl 1 ¥ o % 1 23 = dl ' 1 ¥ o % k73
aeanslunisirdeulmaeinguidndulasenisviefinglng-uades Anudingugandnuldnig
= v , sl : v = o - o
waenlansdiangtuuylud Taeld3anngsing o laun nastiumilede nseenuasanisnl nnsdmni
@own Iaeiuienn lnadguey douryniian Adsy (2549) GeRdevinde amnssunsWmwY: N9
% Y 1 1 dl o o = 1 1 1 £ 3 o b‘dl o v Y
afnszdn i luuvaaieaiissdmindedel wodn nguaaiuuazesinseyindiidnfnlg
ﬂgummimmwmauLW@mamnuuiﬂmmwmﬂummﬂLm'u 217 natiumiade n1seaNUaAINTNl
waneAs waswndeyadinfauanden ssuuilnd Atguan Sauesw wazpade e lidaya
wenHuiAeaaTuLazAedtesiy [Mailsflardinaiitenantiansdafuienasfniiu 4y
@AW B0uER AWty AsAYRs (2557) AnmnisiadanlmadAndiunisainadiaundaiiaumaln
Sasin Chalermlarp wusn ARudgnaAaaslunisnaaulug Wy nsdandaaBuinmnzan
n9senuANiAaeilvatugi iy nsil g ugRanaINnIArasianunsnitIN g

N.A.2554 ﬁﬂwm%m”maﬂmwwvﬁwmmﬁu Lﬁfaﬂ‘l,%l,wsﬁﬂﬂLﬂuﬁmmq%@mi sy Inetladannale

ﬂa‘vmfnummqumsmaﬂuvlm GR ﬁmﬂmmmﬂummmﬂm\mqmau YARNANHOIZIANIZUDIARY
Sareedu winznadas mumm’miumummuu‘iﬁmﬂmeumum3m1u‘mmlmmiﬁ1mmwuu

iesanpivendediasuluddinanaluuds waznsdndeBumesiianiniy laeatnilet
2556 AlszantudnieBunesiin 19.3 wefidusveslszans Wsduidy 47.5 wefdudlut 2562
Faudnfuauie 150 Wefidud (frinuAmLgINIsNN1eBLannsating, 2562) Savin el
fananannndein liduuduAtesnistssing nisdeanniiedndulasansimuniniiadousith
AnszendaGatuilel] 2558 dulasenislungamnamiuas L‘ﬁ'm%’mﬁwmﬂﬂa‘:lﬁu%ﬁﬁfqmu
Awandan v uazaouldllsels saudensiinguunuiduaandfinuazinesnuuy Al
nsAegnsuazmnaderluaisluunuaznagnsuansseenliinsanuaresnuiseinendas
dn9m lowa 1) nsafeunmaiieduiuiuanidsunanu i 2) NTUABNTINTZNING
nsdagnseaularl aaunsas uazianssueenladetnuuuiiuasidsumasiulilun 3) "Lmz
faypnaddusnuiietetisiieainlildyanaiiie das winthuiiauenuAadiudenidy I
AN ] VBIANTNYTE wwsaniiiluypeaiitedawasiimisnaudn 4) reuldnisdnmesaan,
ﬁvaﬁmdeﬁqwmifa ARENIYINNIIANEATUIUANNNIZLIUNININAUTINLATTLRNANAR
Wit 5) nasnaedatlszanausiau change.org 6) nMsiaakngtngrsldnssuaun N

msAassiiasiuayulasams

@ﬁnm@mﬁLm’wﬁmiﬁ@mWiLﬁ@mﬁuwu‘Emami {AdENL9T |94 Muuamnenisdeans fe
n19deLFENsvaduiug ‘1}’7’\1Lﬂ'fv'@@”m’]ul,l,nm‘*ﬁwmmﬁuuﬁwm‘mNmﬂﬁmﬁ’]immﬁmﬁ WAz
edszandniuslunszuaumsiidausaniudszanmiluiuiiden SeaenndesiuuuAnnisiidon
$mamndlesteszaneu fiuasdng gassnilns waz 09a%R YIna (2548) iuainnisiidausan
fvaaeziu anefidausanlusziunislifieya useiusgauazdiaiige dingusvasdiie
Todayaunszanau Inedsnis Wu n1sunasdng nisuandnn usiu Inelddalanialilszamu
wamAaAnTwEadsnReades ninlunszuaunsiuisrauAndiuluuRanTumelulad
WITABHUINANAIANUIIAIANIZIN (894.) fifadsziunisdladuaiuAamivaintszanay Ae
é’mqLLNuiﬁNmaﬁaﬁquslﬁﬂ@mwummmmLﬁuLﬁ@ﬂi:Lﬁu’i’T@ﬁ%’@L‘&'ﬁimqmm'ﬁm-ﬁmu

()



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

atslafieny NaafuanldddlasasnseusunisidausongnaisAnInsusduLeny aniii
wAlulaEnszanNnAANAUNINIAIANIRTN (Aaa.) Funlasenissdaedn asandodnTadn
Y v 6 v o = o o eA 9 A -
eszylianlivnnisdnm eanuuy wazlszaduiusinea¥lasanis lusyazioan 7 1hou vive
AAe Hdefsr19fasednaradaldfiaunmnn Wuiwan nezuaunFuieAnNAniuazaanuiLl
agials §gidnaulaainsegnvisels

i’/ dy o = G 1 o Y d‘a‘ [~3 1 < % yd’l d‘ 1 d‘ o 4?

9 MA9n ATt AnAIUA BN TaNse wiandn warldnundinludenssuananuinau
antiumalulatingzasuingdidgnmimsainnszii (4aa.) autlawa Chao Phraya For All ina@asns
Audsearulnenss ieludneaiznislideya wafiinaindenszuananasulal wafideurannina
2BNWULANUITMA astnalszadniugsy wazsvinsiinTuasdsuidungnlasiliednem dndanmdd
antiumalulaingzaauinddngnmsaianazila (aaa.)wanlddaludlunnsdeansguiu meny
mezurindgiviad@e lfilasuld srainnaneiugiuasludresdianinfiaunalunisiuunans:
1194819 saNassINTRaesdalnToadinenatuayulidlduanspnuanmiutazantiule a1Winag
woasinauldiiesneazairanudnladudseanau asandusfasdearslunngiuanses lund Ae
Y o U Y o T a ‘iJ 1 G :’/ = d‘ Y KX a e @& U
dAnfunazfaslifndula dedouluniflusudunarsludesndnidume sl s

@
cal 9m o

aeinalsiA HAtemL9N amﬁumﬂ‘ﬂu‘mﬂws”%umﬁﬂLﬁﬁﬂmwuwmmm”m (AaR.) mefamﬂm

al
=

MmammaTmﬂuﬂa‘vmuﬂmmmimﬁmmmm@Lmﬂwmmu”l,m naRe Imqm?mnmqmmu@m
m@mmmmﬁ@mugmﬁmurihl,mmmmwﬂuﬁ@auu FeRdnenizdudeuneuriafuimiauiiy
wae Tenduadu Lm:ﬁi’mqumnﬁ;ﬂgﬂ%ﬁuﬁ?uﬁQLLﬂﬁﬂImﬂﬁﬁ@uﬁaﬂngumﬂ T uudiusiionau
atinaiuesIuTYEelsausunnena TAsannsann miwaﬁ‘ffm ﬁmmmé‘”‘wﬁj@uﬁmm?mlﬁﬁtymﬁ'
nunvandsAaieairansasing il ﬂtymLﬁ'mﬁumﬁ;ﬂgﬁﬁuﬁ?ﬁuﬁwmﬂimwuﬁu nnsy
Lisygaliaomumalulaiinszaeuindidianmmsaanszle (@ea.) yo desainaznanedy
UsziAudniel LL@:mﬂﬁlqﬁﬂi:tﬁuimiqﬂam%u anatiiidosdunaan

dndAviemTansnnies “qﬁﬁcgaﬂ,mﬁrﬁuuﬁimﬁﬁ Lﬁ@LLN’JE’]L%W?:EWMLimﬂmu" euns
g unagniniadeansdiAmyituiu Inefnieldniw dess uas @ des lunisdesslnamsuas
ﬁ@@ﬁiLﬁqam@ﬂmeW@ 1) ugagliiiiudy Sguay mmuumﬂiuiaﬂwsv@@ummmﬂmmmsmmmum
(82a.) Hpaniaandila mmnuﬂiwmmmmmVmimuﬂ“lummmmmmmmemwumluﬁmw
usANMeARIUESTN 2) TWdiuogunsing ’l fiflegin gy adw miﬁ;ﬂ@ﬂmwuwmmimximmau
poanguue 3) esunganaiulunisieaiielasnisingmnpantegnndiy dewanden szuu
o wazniviend 4) Tudsledndulasacladenldmnssuneaiuetniandiduzgans 5) 16
wélatlszifunaulilneaasudnAnuaziuuaesiasanig
6) m"nu,uLmmm"tma‘um@ﬂamu‘llmﬂma‘qmmmszmmummummummamw 7) maﬂmfnwmm
AT Faennsyeiedndn “iennew Ueunsa 1y Amazeniewsmnau gnauitednszen
dndausivildethaindien dudu

atnalafmu Lﬁﬂm‘ﬁ'ﬂ]"mmﬁumuimqmﬂ%iumiﬁ@mi TAWA 1) 2NNTINANNWINNINENY
dalassmsuntialiie “Chao Phraya For All - waszeniiannaw’ iewiuaiuwindienlunis
dndausitudnszen 2) ﬂﬁﬁmﬂuﬂﬁmmqmm Lﬂui”l,ﬁﬂu%w Antundarieainelasanis nis
UinsannIstleynin 819 mﬁﬂm Ay ma‘mmﬂgﬂ@Lmvmmmqﬂmumu 3) WakeUy
raafruiangnsannllsdla 4) mqmvmmuwuﬁmmﬁmmﬂumum guaulalAfunanszny
unnegnafideAdlans eﬁqmu”l,mmmummumwmmm WY szrdreaeselawansnari
denAdasiLenddeviade amnssunieimmn: nsarenssdlninluumsmesfieasadndedivsl



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

PRIYNRAT ANNTE (2548) Finudn Wnthiguazgnvuaulaunanananalasnisa¥ensid
I luAsudndaslusion ﬁﬂ‘ﬂLﬁ'ﬂLﬂmmmjmmuml,l,ﬁﬁfmLmzmmﬁqéﬁ fuifunisfienauuiuy
wnened ldenlsiedsuanden Saussen uasidguau vl ulazesnseyiniesdaduuas
fed AretlfuRn1m1eamnsssninaaitaadnumung lusliadimun

uilteudn Auirasdauduaz uniisei ﬂ'@mﬁﬂﬁmwﬁ’miﬁ@mmmﬂrﬁmﬁ”m@ﬂiﬂ
lunseii] ﬂﬁi?ﬁlfafmiL‘W"amﬁuwu‘lﬁmNm@ﬁmimu‘lﬁﬁum%l,mﬂwﬁmﬁm‘luumnmwgmmu
famsltdunenlaalamniasenis nisuaitng meviinasauney g

dalduaLUsdIvsuUIAEluauIAm
1. ﬂm:mmm@mﬂu‘llm\imﬁﬁimﬂwqwgw"mmma‘@uj 1 WARNNIARANINNNsIEee
2 lunsdiiflunsdiAnslazenn a?sn\mmr:hmmmmmvmumuu fIdBIAauadIAIAaNANEN
nsdeasreseladheviklaeianiz

UFTUIUNTH

NATYALN WANN. (2553). 11924A51% 57 - UroAAUAS mnuﬁ(‘wuwmw 2). N 10AdU nea Tnasng.

AR LAUNN. (2550). NUNAUIUARLAZINRTA L4t nsdeanstiensiamnludensilng,
97?@7577755’%7@779‘1/9@77%,1(1), 1-30.

T 5l wary@ulaning. (2545). 2mnsaun17WmLT : 87114719 AN AIINATI LONANHA] UASAIIN
s (ﬁuﬁm;ﬁ‘?{ 3). NTANN : TNE.

QUNTIAN AT, (2548). 9mNssn RN meadNnssda i Tuunaviaaieasinsades vl
PNAINTUNNINIRLNPUNNEL.

194N/ mﬁm‘im WAL DA9R 13NA. (2548). 1/rem 51/ e undaansas. ngawmn : anntiunszalningn.

UNNG WANAUTIN. (2556). 1ssm5i/laariy Tnduadidy iuysan aagl T - ABANIALNENNTDL.
Andaanaaulail. https Iiwww.komchadluek. net/news/knowledgeﬂ 73833

SR (ResATanANR. (2542). NEUMARIEI70UI8IN AR TEUABNANABNTUAD T NNN:
http://dric.nrct.go.th/Search/SearchDetail/94776.

ARTNTI0L RIALAI. (2557). m?mﬁéu?wm‘”mi”vzm7?@?”7\7477'%72444y’oon‘?/’;mﬁ%ﬁn Sasin Chalermiarp.
http://www.car.chula.ac.th/display7.php?bib=2050986

AinauNmUNgINsTNNIeBLanMsaling. (2562). ETDA wie 1l 62 aulng 8B umesfilmmuiiuadt
10 Falaa 22 a7 Gen v Azavuaui] 5 1881 https://www.etda.or th/th/NEWS/ETDA-Re
vealed-Thailand-Internet-User-Behavior-2019.aspx

WVRIRE AR, (2523). nazauntsdeanslunisadeslng vaNngugAnAIIATMITIBTIT Ng-1uaTe)
http://dric.nrct.go.th/index.php?/Search/SearchDetail/159533



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

[ 299 i1 130 - 141]

&

xﬁa&,-g‘_,

Wiy

=
“""’?rll."t:"‘
NAY : ANUNALUIAMNUNILLAZAUAWIMNS

Scent: The Power of Meaning and Imagination

499 BRUUIN. INENAEENAAIART N1TNEIAEITIAR.
Worrawut Onnaum. College of Communications. Rangsit University.
Email: worrawut.o@rsu.ac.th
Received: 10 September 2024; Revised: 11 September 2024; Accepted: 28 October 2024

UNAREa

LNAME HAINNNIRIANDNGN “NAY A3 1eENtnauAIIaNe LazaiAununns T
atils” anthAdldRansAuAmey unanuutidy 3 daw Tnedauusn Whinsnanena
LL@vmmﬁ”ﬁﬂmqﬂumwﬁuﬁm meuuwﬁﬁﬁmﬁﬁﬁ'ﬁ?ﬂﬂﬁmmﬁLm%ﬁﬂ%ﬁ'u ANTOANNAL LA
mimLLunn@umwammuummumu mmsmmumuﬁnmewmq I mmimmmmmv@ﬂm
ﬂmumq | UaY AN TiEisenAIUlE doufl 2 nduuasnsdenumang nauardAnamIne
ngnmwmm ﬂ@mm@mimngituuﬂizmmmmum nan1sfudiduninaunuinig el
win90d Uszaunisnl iseAnnumssan wisanisiiaaunuinisldiuaaaaniindn nsa¥AssAnAY
Avfeulunssdegnennusng sitenaafAnlgdiu uazdoudl 3 naufuniesielszaunisning
Fufveaunsus Hun1eaieuUIumiTan196a AT LITUG inumnediiiania 5 wansneadiu nldau
nadiniia n1sldnau warnsausa deduslnalddudaduaziinsaunsiindatedauyniuiy
AeinelddndanTud fnnnh3esnduendnandszgndldlugsiauaziinas lnadaulug Waanw
fandeauaans udlas wsadianniAnisziivlalunisldisnig eravliiianisuianan vise denles
Tulgwsnieni ws viag389919Ang y ”Lﬂwmmumﬁmmﬂmmum WraN195ULEINNT azdena Ly ldisnis
wragistnaianisfuFanauusus LnAETauedn NAUREIUIANIANTANE LAZAWAANNS
Tanusiesnaudsanmasldiuanuailauaznisinnsiludaans L‘W@‘l‘wmﬂ@@mmmmn@ummu
AEATY: AL, SINAUMANINNE, AUAWINNT

Abstract

This article is based on the question: “How scent creates power of meaning and imagination”.
Then the search for answers began. This article is divided into 3 parts. The first part is about
smell and sensory feelings. The human brain, which is responsible for receiving and analyzing
smells, can smell and distinguish delicate and complex smells, can perceive and distinguish
different smells, can remember or recall different smells and memories related to those smells.
Part 2: Smell and meaning. Smell has meaning when created.Smell is linked to the nervous
system and brain, creating perception as an imaginative image. It may be an event, experience
or memory, or the imagination occurs along with feelings and thoughts. The creation of scent

is therefore considered to be aimed at communicating meaning or feelings to the recipient.
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And part 3, Scent and sensory marketing, is branding or brand marketing through the five senses:
sight, hearing, touch, smell, and taste. When consumers experience it, they will immediately think
of or associate it with what they have experienced. Fragrance is applied in business and services,
mostly providing a sense of relaxation, friendliness, or a sense of impression in using the service.
It may cause recognition or connection to events or stories along with product information or
service, which will result in users or consumers recognizing the brand. This article suggests that
scent has semantic and imaginative power, and the world of scent deserves scholarly attention
and analysis to better understand its value.

Keywords: Smell, Power of meaning, Imagination
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Abstract

The objective of this research is to develop the components that indicate and contrib-
ute to the overall effectiveness of virtual personal brands on social media. The study was
divided into three phases. The first phase involved a review of theoretical concepts and

related research to synthesize a framework consisting of basic indicators for the study.
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These indicators were categorized into three domains and used to create a questionnaire for the
Delphi technique in the second phase. In the final phase, after the component indicators were
approved and developed through the Delphi technique, second-order confirmatory factor analysis
was conducted using a sample of 352 respondents (n=352) who are Generation Z, knowledgeable
about the relevant topics, and regular social media users.The findings showed that, among the 23
indicators across the three domains, the domain that best predicted the effectiveness of virtual
personal brands on social media was the one representing attributes of effective brand elements,
which consisted of 10 component indicators. This was followed by the domain representing the
attributes of effective brands and personal brands, which consisted of 7 component indicators.
The least effective domain was the one representing the attributes of effective virtual characters,
which consisted of 6 component indicators. Overall, the standardized regression weights of each
indicator in all domains suggest that visible external elements, such as appearance, outward look,
and attire, are crucial. The visual design elements must be easy to understand and clearly express
unigueness and persona. In terms of interaction with the audience, although the direction must
align with the defined identity, there is no need for the appearance or emotional expressions to
resemble those of a human, nor does it need to be realistic.

Keywords: Virtual Personal Brand, Component Indicator, Delphi Technique, Confirmatory factor

analysis, Generation Z

fuuazANudAYIaINUIeE

pIAUANLAAR Vida Personal Brand Ae nswasyppailuasdudiUssinnuils Tagunann
umummammmLmumm%’Nmﬁué’ﬂﬁumdmnaqmmmLﬂu‘ﬁué’ﬂé’mm ”Laidﬁmt,ﬂuﬁwm@ﬂim
vslnavialul naasnssing | ANAN BIANT TIANTIH visausineziasiayang (Aaker, 2011) Tatins
af1emadudypnaas Luuiﬂ'wmmfama@mwn@ﬂwﬁmuwwmmq I wumm@uw,ﬂu flanuifiendas
m@mga‘@ummmuu iegireauinideie ANAegAla m"l,ﬂzgl,ﬁwmwmmmi Aaudllu
aRnnAuAYAnasngn4TLERTe Rawinti 1y aswinuane thnsidles sisesindiin ussesn
ﬁmﬁmmLL@“ﬂi”ﬂ%lﬂLﬂuLmeﬂumiLﬁumm VERUEaN0 muslw,muﬁ'rﬁ”vaqrm‘l,ﬁﬁumﬁ@ﬁqvl,ﬂ
LW@U??@Lﬁ’mmﬂmLmﬂm’Nﬂu (Keller, 2013; Khedher, 2014; Montoya & Vandehey, 2002, 2006)

Slounfvgailaqiufidaundn 5.04 fMuduauideldnudedenueaulad uazdipafinunn
Tudey °] IABATEHTIIAN 10 Uiinuan (DataReportal, 2024) dapnnaulafdldnaeiy
Tanuafleuaunelvg) iaudendnlddiinuazuansiauiienaaz dumiloulunnnaduass vivalsl
wieuluanuiduadaefldaanun (Hoang & Su, 2019; Hootsuite, 2022) TpeiannzataENd s
MANANAWALUBLTTY Z fiAnszwinatl w.a. 2540-2555 1'71|Lﬂuﬂi:mﬂiﬂ@juﬁlumﬁzgmmi@ﬂiummzﬁ
munzﬁuﬁﬁ%ummﬁﬁm?@m: 96.9 ”lﬂﬁuﬁ;ﬂzﬁ“\mu@@u”l@ﬁmmm?ﬁ@g’ﬁfmm 2.59 ﬂfqiuqluﬂ:iwﬂjq WAy
2.32 %Imiuﬁjﬁm Faunnndnnsldeulngieasretlszanvialan (DataReportal, 2024) AUNGH
ﬁﬁmmlﬁh%}Lﬁmﬁumm?ﬁqﬁmﬁﬂmﬂmmauﬁmﬁﬂ@'ﬁ'ﬁr:humq'?i"fa?ﬁ”\mm@ui@ﬁu@mmmﬁﬁﬁm

o
]

o A A4 Agy Ay \ o e o o o
mmuuslugmummmﬂ‘ﬁL‘WfamwmmLmﬂmq LL@:mwmwmmmlmumum\ﬂummmﬂmuum
n1suaaduga (Barhate & Dirani, 2022; Schenarts, 2020; Vitelar, 2019)



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

12

4 o % 4 o = P T g & o9 o
LW@‘V]WV‘W’]NLﬂJWGL'QLﬂEl"Jﬂ‘l_I‘]Jﬁ‘zLﬂ‘VHI@\‘iM?W@uﬁ’]‘]_qlﬂﬁ@%ﬂ%‘uu@@@\‘iﬂﬁJ@@uvLﬂlnu’llmtu Q"J@?;Illm

mussdedenneerlalinainurumalulssmalneidsudRnnauminndt 1 duew fegl
3z Community mLﬂuﬁqaﬂ'wﬂumﬁmmxﬁaﬂLLummmw?ﬁuﬁmmmuu'zﬁi@ﬁmu@@ﬂ@ﬁmm
uannzsausaNaniu A ziideyasaulal SocialBakers Flaiou HNTIAN W.A.2564 WU
L‘V\Isn‘unLLWuqummummmmmmqummmmumnmq 1 duen Benuaumaniiu 184 e uas
iﬂLLuummuwumimeu@mLﬂummmmaﬂ 3 szinn As (1) Lﬂumﬂ@mummmﬂmmmmwu q
nathamiaeazanaiiufnuresuesniuesisrneuuasiiauaiieniiaaiumeady
ik lURUET 1 wladnma welaming waz neLduLwWA (2) Lﬂuum@wmmmuﬂﬂu‘iaﬂmm
fuase witinsldmazanaiieoutaelunadufunuuazdeanilevuuiuinesay AauA Ay
FIIAUAT 7 L‘ﬂustﬁqﬂLW@ Little Monster tas Drama-Addict LL@::ﬂﬁ‘:mVWl mﬂfﬁma:mmmumiu
Tunusayanale ”Laiﬁmiﬁﬁmwumm@@?ﬁaﬁﬁﬁmﬁnmﬁﬁ'LL‘ﬁ@?ﬂu‘E@ﬂme‘imﬁmﬂwﬁwmﬁ uazdeans
sjf]umqmﬁﬂi:ﬂauﬁumLﬁuvlﬁu%mﬁﬂi:ﬂfa‘umwauﬁﬂﬁgﬂm?wqﬁumumwawhi?Iu v wlainina
BAtL AU uaznefvIun SendudyaeraLsznniianail lilndawe famiuieses
Enapartrydilden AU ad RN sAnIaTiR Ll A f e d s neuiti sy Avanmn
m@qm’@uﬁmmm@uu?ﬁl@ﬁama@ﬂmﬁﬂu@ﬂ'wmn mefl,;iﬁﬂﬂ%ﬂluﬁ;mﬁqmu@?wmqm@ﬁ@
awsneafudanduanssnuld Anildddunmduiyanaadieuuuiedeueeuladasnuias

atidlsfmulutiaaudelsifinsinenifeatufiinesilszneuihlugaoudilssansnmaes
FIATATIANDUDELNANIZIANZAY Immﬁ'au‘l,mg%ag'qmm@ﬂ@iﬂﬁqmiﬁﬂmﬁLﬁlmﬁuqmﬁwmmﬁu
AN LLﬁi”LaJ”Lé’m‘ﬂumw‘%ﬂLﬁmi@q@ﬂwﬁmLﬁ«]uvl,ﬂﬁqﬂmﬁmmmﬁﬂa‘m@umﬁué’ﬁu@uﬁuﬁ‘ﬁlﬁ‘u
udaudrAnyaesnanduiynnaiaiien wazsinidugitdniasfniumendminnisSdunenienns
luigaatnArugemnentsieanssing y flanadiiladeiu I dsunsnussldlunszuaunisdegns
TunizfinsAns e fumadaesdilssnatresesdilszneunsmauinfishlss@nanmiu douses
mﬁﬂixﬂ@umm?mﬁwﬂﬂgﬂﬁﬂwﬁluﬂﬂumrawﬁwmmmﬁué’ﬁﬁ%w’%waﬁ@?qiméquﬁq@ﬂﬁqL@Wﬁz
LAZAY LL@xQﬂﬂ@'mﬁqLﬂul,ﬁmzi’ﬁvﬁ”mwmmmﬁaﬁm@ﬁﬂﬁdﬂLﬂumﬁﬂi:ﬂaummmmauﬁﬂdﬁﬁ
azlatha TnelalldAnendennifneniraesesdilszneuns@udiinlUgauiilss@nsnn iane
Uszneumsaudnii e snuusniidiile Susunisdeasiignaieensnannasdudnlwiuiniinng
WEmﬁaﬁuﬁwLmzﬂﬂ%vl,:iﬂ%“uLﬂﬁlﬂulﬁui:ﬂmmmqmu%m@'mié’dﬁLﬂu?q'qﬁ@i’mﬂmm:gﬂiﬁmm
gnanyiluatinennluanenvesaanagnsna&uen (Aaker & Biel, 1993; Kapferer, 2004; Keller,
2013) u@nmn&ﬂumiﬁﬂmﬁ'Lﬁ'mﬁumﬁﬂizﬂ@uéf?mﬂixﬁw“ﬁmwmmmm'ﬁuﬁmmmﬁu Tnedau
Tuggwudn unsinend il iduiypeausaziszim du nsdnensdudyaravesdiinaey
A7 9849 Mortezaee, Dousti, Razavi, and Tabesh (2022) M‘?\ﬂma‘ﬁﬂmmm%uﬁmmmmm’lum
Aavia 284 Kolodeznikova, Neustroeva, and Timofeeva (2021) ‘Emmkummmmmu,mwnumm
msmummﬂ@mmuuummumnmqLLavumrmmmwammmmuumwmmmﬂummmmwwmm

U
a

yarausaztsziam adddannsnianldiunisfinensduinsiasanaianlunimeanldlnanss
o ‘ﬂl U %’/ ¥ L% IL’ =2 =3 v o S =2 ‘ﬂ‘ U =2 a % dl Y o
AaninaaNIiauNadnasuil AadiulddndelidinisAnele Anananena@udnyananldsa
azATiatiauLazedAtlsznaui i lunistindss@nsnmaesnsduiyrnaaiienlugiuzaesees
Usznaumns@udias vis - insldnusiazanaieniuldfupnanlannauies 4 lddazdunis
ldshazanaiauaasyanaiiall inaliianlansanuidonuaglulanvesannuduasaaiiaul i
NI (Hepperle, Purps, Deuchler, & Wolfel, 2022; Waltemate, Gall, Botsch, & Latoschik, 2018)



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

A Y o A a 1% ' ! Y o A a A ' o 'S
vsansldsaazATalaulaaAIAUAIFg 1 VI nsldsazasiatiou “lo-la3u’ aaaaradna nsdnwy

AIS (Ingigeaulail, 2564) nsldvazasiaiiou “aeiuil 194 surAns Fladud na 4170 (NVNT)
(Thansettakij, 2565) viseldiflusadenldiufiaas mmmum@wmim‘luwuwimsz'au‘l,mﬂuuu
Aui Wein wreatlsyiy e ldnmdudaesmudnlUifuanviaalunisugasionuuudedany
aaulanesfu3inag (Shorman, 2022)

ThissaeAraImsIag

d oo X o o . . o la

e AdinesRlsznaufisnunsmirlgamudnezaesnnuidsr@ngnimluninaanzes
paduiyrnaiaiauLudedernaanlatl

o (4

UeuAnNIl)1iems

£
o o

AaTdnasAlsznan wsamaddn lunuiduaiilunniaauiesinidnasflsznauininlilg
Usz@ninn deienniinmodrfnyludusing 7 Mdlunstintennuiidezansninluningau
T laildauunllundyulandyuntis Taalsenauannaudnsncineadesiuiadeday Taun

De

o PN X = = 2 a s v a ! o PN
@m@ﬂﬂmzmlmuﬂqimqﬂﬂ\'iﬂqqﬁ\lﬂﬂﬁ‘zﬂvmﬂqwmﬂ\imﬁ"]’&uﬂqnﬂﬁjuﬁ ﬂ@‘ll@m@ﬂ‘]ﬂ’mzml%ﬂuﬂqim

o K a a a & a v 1 o tdl zv aa
DeANHLUITANTN N TR9R9AUITNOUATIAUAT NENAMANUEN L lUuN1sTTANITRRNLLLNH
1s2An3nTnueafiasATId L

AREASIANAY UTALARALANAY T11ddau AR IMNNE DA ATNYNATI9TUNY Tailendlu

FOLNUDNYAAATNINEEATINHaUANANT YiFRFIWNUAALAYTReIANs lANNagudamiauNnanen

U
%

LLﬁiLﬂuﬁqmuﬁgﬂm%ﬁumlm ﬁma‘%ﬁ@me%”muﬂﬁnﬁﬂwm:mﬁ@mﬂuumm@q aunsnigl
anwniduddlafld lidnandu au dnS viedes Seenaaireduldanianingae amann vise
nwnaiin ladnaziluniseenuuudnunigle o %qmuﬁﬁuﬁugﬂﬁﬁu wazisluuLL 2 37 site 3
117 Psasieini nmilaianmadeuln lnaanansagnidaulfetimainuane

=

psRuAyAraaiauuuadianaaulal luuiddaaiiiuuneiwmmduiynnailid
Fanuagasy warldfnazasaleuunudedianeaulaliiluesdilsenaunsdudn Wudnyddld

o

. N S y . da sy s
aedsaneeulaiinlufinislduvsedeansiudfnniudianinsayanaidagase lddnisi
A o % D | ¥ 16 & o A ] py | o

nnauidwdrveaiydunldusldninsiazasaieulugluuusiig o Wedusaunulunig
aeansrnniiunsdudyanareinu Inaainnsnrinauaniaiuna@uAnsing o weildlfid
AU NURTAUA AR AuAU wasiUfdniusiudRnmnlimieunsdudiyanadialy

asAlsznaumnsAuA luinuideadsil nunsfesdlssnaunuesiivlfuessaazasailaungn
1 luduneunisdaeansaauilunsduiyaraiiutemadsanaauladiinny

) ac a s
TLLULUITMITIE
a a A

seeg 1 Aunaud 1: nuniudeyanfanil wesumndeyanmdnsoy esdszney fodied

= I's dg/u/ dld a [=] d‘i/o/ Adld o o/i/dliz = U o U ¥
wsanausinstdnndeginnuaziiunfannineaqiuiadensenisinm lnefaduldmusndeyaan
LUIAR Vlf]h‘ﬁ WATINUIRENIAENTAITUNNITALs AN TN WA RUAN UsrRnEnInaasasrlsznatiaes

¥

ﬂimmmwmmmmummm msmwmmummm nsldsazasiatiau Usz@nsniwnnsldau
m@vmmmu LL@”ﬂWﬁ‘@@@’]ﬁ“ﬂ’ﬂ\‘mﬂﬂ@ wazfaazAaiau uuzﬁ@mmm@ﬂ@u Tnaldnsaiaaeit
Lu@ﬂ’] (Content Analysis) L‘W@‘Vﬂﬂ‘]’mL°]J’ﬂﬂLL@tﬁg‘ﬂﬂ@uﬂﬁﬂﬂ@ﬂﬂm&ﬂﬁ'}ﬂum’ﬂqWJEIﬂLL



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

s3EZ 1 TUADUN 2: AUATVTFITIALATAF 1AL MAIAINIILIINNGNATTIHAMNAE LAY
o a o U v o ¥ LU o o o o d’lo/ dl 1 dl % aa a 1 1 6
Ansnzipentiudnlddaaiunda fRdavnisAnnsessinadnilainaades lidanswa wazldldesfisznay
ndlunsesunedsraninmaesesdlsznaunsduiyanasienaaninaniin dunziilaggain
ANTHUNIELAYADNNT M1 ﬁmndmﬂumﬁuimmu&i@mﬁmmﬂmwﬁﬂéﬁ@u AUUAAIINANILLAZIDLILAR
ﬂ'ﬁ‘ﬂﬁ‘]_l’]EI'Nﬂﬂﬁ“’ﬂ’ﬂmﬂuﬁiﬂ@ﬂﬁ‘”@%ﬁﬂﬂw [51\‘1L‘]Juﬂi’m.lﬂ’]iﬁﬂﬂﬁzﬁ’]ﬂi‘ﬂﬂ’]i‘wfﬂ’]imﬁ@’mBJL°]JEI'J‘1I’1§LI

o

ﬁ“"EI“"VI 2 all'hlﬁl’nﬂ‘l«l‘lll 3: 'WIFJ\I‘LL’]WJ‘I]’JQIWEINL‘I]F;I’JT’]D.I@QEIWMUF‘]L@@WWE Lu@ﬁ’ﬂ’]ﬂﬂ’]ﬁ"ﬁ@ﬂﬂi\‘iulﬂuﬂ’]i

%ﬂmmmmwmﬂfmmﬂummLﬂuiﬂimu@uﬁﬂmmmmaaqa‘mum@xﬂmu@uuuwuwﬁaﬁ@ﬁﬁ

m*mmmwmmvm@ﬂuuﬂm'ﬂwmmm ANT LL@vﬂiv@Uﬂ’]im mnmafmﬂgummmi\ﬂmmmw
Renda AufludausznaudnAny g7 m@ﬂmm@faﬂmmmmmmmu 7 AU AMANNITETTYTIATDLAYH
Pdiandnaesnnsidy LazaeNUSRINNIAANALARELATLAL 0.6-0.7 (Macmillan, 1971; Wanlop Rath-
achatranon, 2019) Tng/lsAm Lﬁ@ﬂtijﬁmmzyﬁ'rﬁmﬁ%@ﬂimumﬁémﬂlué’mm@mamﬁmmi LATANUNNT
UfjiiRase leun Fevmevizardaiuetansd tinussane u?@ﬁ@ﬂuuﬁqﬁﬂiuﬁﬁﬂﬁﬁﬂﬁm N
mmm\mu 7 Lﬂumﬁﬂwﬂﬁﬂumﬁmmq y Tudeiifenteq Immm\uﬂu 3 meqm’mmmm”l,mm
1) mmmmmmummm N3 WazAeanInmAudn 2 au2) mmmmmmummumuﬂﬂ@uuzﬁ@mﬂu
paulail 2 AL waY 3) ;3mmmmmummmu@m@ﬂLL‘uummﬂizﬂ@u AIIRUALATFIAZATIANY 3 AL

ﬁ’ﬁﬁ?ﬂﬁﬁm@m@zﬁ“&Lﬂm:ﬁ‘ﬁ@mmﬁmmmzmﬁ 1 WnafraduuuugaunnuuLNATdauLlsEanng
A1 5 F2HL (Rating Scale) Wi@mun@'mmemﬁmmmuluﬂwwaamm ietsifiuanaimanza

a/do/

Tﬂ\?LLﬁ]@“’ﬁl’]“ﬁ’lﬁLL@ Lmemmmumfawmmmmmmmum mmmmmmm R IpgasnngLsiiu
Yo o

i @ummnmmm:umﬁmumm nesiaginfiaznalddndiannanysniuazlisiawinnistssdiv

o

I A o 4 oo o o X dm i e , .
antiu sesliiAuusiiEnan§idaagnyynau usadandaA1dsegIu (Median) 8nndn 3
= 2 @ o Ne aAa = \ - ~ % Y A \

(Me>3) e iludaidandanumuizaniuatwunnyzaninfign wassedlaandesendng
pAalnd 131 IR (Interquartile Range) Ntiaendnvidawiniu 1.5 (IR<1.5) NNANUNNd T a0y
ynvinuiianumiuiaenadedllluiiAniaman (Consensus) TUNLAALAMNIANNZANTBIFITIATIL

FTEE 3 VUARAUN 4: ATIRADLAMHNNIZANIAILLLADLNH Lﬁ@ﬁﬂﬂwm@uﬁumjuﬁfmﬂ'w
WannstiudiuasAilszney Waldinousfdnnasaurguuazaanndasiuandidaoainyludunaunis
o (% zn/ dl U 2 o o o é’v d‘ U % [~ a)
WnundaTinluszash 2 uda gadeindaadanlsunaiailuiuuasuandarata wuuniagou
Uszannudn 5 9wt Tnadedananislssiivang @y luduneumafinmaniaivenagasnas
WemTaANuLenn (Content Validity) UDIULILABLIAN wazldnsiiaefandudsz@ansueaniues
ATauLlA (Cronbach s Alpha) NAEBLANUITALT (Reliability) T¥iuwLLgaLNN

szezd 3 AURAUR 5 AINAABLILATAANGNAIALIsTNaLIAIENTAATZTRAL sz N ULT T LdY

o o

AUALARN (Second-order Confrmatory Factor Analysis) ;p'wmmm@umwmmﬂ@m‘umiuLm 187}

A o

tufueAlssneunarnsdpnguesAlsznausoaatfieuNY e lilAunTeintinesdlsznay
paduiyrnaiaiauLudedernaanlatl



=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

1 s 1 =ﬂ| a s o a A o A o t#l a ! S
nansatne Nldlunisinssiesfleznau@sdiuigy Aeauamalrdu Z Mnseudedl w.a.
ddld v U = a d‘ = 9 o KR ¥ o 1 v % 1 ]

2540-2555 NdANiAndnlanaziqmninsiiieane gadeaclinivuadasangliegludaseny
Al ' P4 % ~ A ad Y o o - a v a a
fiunnndn 18 Tauly azdecmeaiBaumeiaineadesiunisaievizensniuuna@uin dnginsss
nsldeudedsaneaulaiagifulszan innsfinaunmduiyarauudedennsanlail uazsiesdan
wazipaiuRAuAYARaLaRaw Tuszazinan 3 wau lisguuuuldianzaminusazanniungngs
un grededayaananitiuganAnwndeyludssnalnaandrtinauldansensenisgaudnm
InFIanFITELATUARNIIN (89.) (2023) wiklavminguuvianendzeendy 2 dou Aa @071l
gaNANET99TTuaTaAnTugANANEITedeNTU LaziRe NN zan T uNENsiTlnaeudT NN des
Tnamwnrasngusnetnaiiulilauunafnesnismmzdesdlssnaufiaruuasangusisacingsiasd
aunalvandnaruausaddailaun 10 win Andudadau 10:1 vidaunawufaddaiulaand 30 6
B35 TN ruaauIuNgNAet 1 TuAUINIIN LATAYTHANWINNANFaENIaEN9TRY 300 318 AYAE
ﬂuié’dm@m:ﬁuﬁ (Grace-Martin, 2022; MacCallum, Widaman, Zhang, & Hong, 1999; Shrestha,
2021; Zhao, N/A; s1%un§ Aailang, 2563) Aariulusuddsiutiasingusanting 352 au (n=352) Ina
He1g9eidng 18-26 T aanantfunsAnsienau 3 il uazan1unsAneiguna 4 wis daulugy
= . o ¥ oaal a P P > a4 o = v a v
AnweglusyAudutln 3-4 uazlssiiunuasitianuanudilaneaiunsmdusi nsdusiyang
wazFaazasialeuluszAulunans

HAMINEszaT 1 ﬁq%’i’mmﬁﬂ'a‘zn'aumnmivmmu{fagavﬁﬂgﬁ
WUIAA NORJUAE NUISENNELDY
mwmumum@mmmﬂmmmn‘urmwmmmmmwuﬂﬂzﬁmm@ﬁmmmummml’m WwRAREN
fuawaiedy z fignidenidungusaethafieldiduuumcluniinmsiuan1sise uazuuin
il Rundesiuvideiss WedunmsiaidunseusesesdilsznenlunsTdndmiumsfanson
Fnamaiemanelussasi 2 laanuniusiade ﬁ\‘i‘ﬁ (1) WWIAA mqwﬁﬁlmmﬁuﬁﬁ LazadAlsENaL
m’lzﬁumimﬂLuﬂﬂmm’mmmqwgmm Kevin Lane Keller, David Allen Aaker bag Jean-Noél Kapferer
fusnfhuindeneiuamnauifiduiizsnedtnniemans 2) uusdn N wazenuddeninaades
Sasnsaienndudyprauudedieealad anide unenu waziuladisluuazsnaszma
(3) WUIAA N wazeAdeiiiedesdeinsldmazanaiiounazermuiedsnuealad ain
fmfm?Lmv‘uwmmmiummwﬂumm waz (4) muﬁﬁﬂ‘ﬁ'Lﬁﬂfg%’@\ﬂﬁumﬁmﬂa‘jw%mwm‘ﬁué’ﬁ
29FszneunIAuA uaznsdegeme AU @'1ﬂ'ﬂi'&’]iLL@""LI‘VIWJ’]NVl\ﬂuLLZ\]“’[ﬂ’]\‘iﬂﬁ“”LV]ﬁ
HAMSNUNIULUIAR NBFUATIUIIENNEITaNHAMITEs 8T 1
sluma‘@“mﬂ@:ume“\iLmﬁ:ﬁmm:@ﬂmmﬁﬁfm ARABEAAINAINUNIE ANANTAAIIN LATAN
asunangdeiugrAny Lmzmﬁmlummmﬂwﬂ%ﬁﬁﬁwﬁﬁmeﬁmﬁumnLwi@uma'ﬁmﬂ@
Tﬁmﬂfﬁﬁﬂwudﬁﬁq%ﬁmmﬂ%’mﬂ@nﬁﬂgﬁﬁwmﬁu LR R eKIEAE G (FYCI T KITR NN e
QPO T SRR E TR G ﬁqmuﬁimﬁmﬂzﬁmmqﬁf;‘%ﬁmﬂﬂmié’lﬂu 3 Towu Taunngulamu A flasaas
azanaiioudufmmaun TmmqmmauﬁmﬂmLﬂwﬁﬂmﬁmmmﬁuﬁﬁm Thiuy B flues
frazanaiiouduesilsznaufineatiuldrammaui Auiuluwdyunisldemndudfy uaclaum
C fuasazpnailowdumazasioil Qﬁgﬂ‘ﬂ’ﬂﬂLLUUNﬂ‘ﬁM%@%UMﬁuﬁmﬁﬂuVL@fLﬂuﬂ?‘ﬂ‘LlLLu')ﬁm
patiFn LLﬂi%immﬁﬂizﬂfﬂﬂwﬁmrﬁumn%g@nﬁﬂqﬁ suau 18 Faulstin Fannd 1



A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

! . "
5 e s N -

a o T
kL R o e - Y
o L _..-__.-ﬂ_ | AR - !
..__.-_.- L T R II

1 : K

U ] . g Fa
I._‘_

-
L a,
bkl [ LT S, !

T atmmas ] Wil i i ! e L
L sl - e ! "I (A !
I - . frps—— - F i r
& ] =t "._\_ - N - <
_— .- — 4 L .
i (N ey - — g
- k. w
- s — b & L (]
kT I" I PP —— _-I_.H.. fLmdn o
A f
T toalakokd fmin | E . . Iy
S o o -
Crmmn [ e

AT 1 N9RLLUIAANINNNANEA AINNANNTIILIINALATITTUATAANGNAGIATYA N TRy AN At
msIaeseasi 2 msIaanlenAlAAanIs
a'a;ﬂwamﬁﬁ'ﬂﬁ'faﬂmﬂﬁﬂmaww

AINNIRATUNLBIET LTI AenATALANIE ﬁf;LLﬂi%f?mvmﬁqié’ﬁ*uﬁumﬁﬁmmﬂ&’@uﬂu
L@nfauw (consensus)qmmmmmmmlmmumnmmnmm (ME =4-5,IR<_1.5) Elumiwmmw
paii 3 ‘EmﬂumiwmimmwmmLLﬂﬂqmmuum 5 #ia 1A A7, B9, B10, C5 WAz C6 samifhuteRy
23 fa34m Tneutiaflulam A ﬂzgmmmmmﬂﬂi:ﬂ@mmmmumLm:mfmummm AU 7 A
A B nquiiiinesdlsznatratesflssnatni@ud s1uau 10 6 was Tai C ngudaadn

o o
ANALIZNALTBNFAIAZATLANAL AU 6 FD ‘Emm’jmﬂ@uﬁﬂmmmaﬂmimﬁmﬂﬁﬁmsmm ANRTINN 1

AN3199 1 NaagliTdnaInnITIAziNadtmalinnanie

uitmihd ] uBITTTTEn
v Tt s T R

Tt & rd b e

ey B
PP ELEDETAIE

1P L



'
a

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

SLnEan st

HA TRty

v (Ersenbed atoopnsn S

man Resesrmilarce [

m | A

NAMSIAESTEEN 3 MSILATITIRIALTEMULITIE WS UAUALIADY
NAMSILASIZNANNANNUEURIALLS
NANTIILATNTUAN AN T2 ANBAUANANUSNULN ANdusr@ndanduiussendnedawiledanmls

)}

NN Lﬂummﬁuﬁuﬁ’mamﬂmegiuizﬁuﬁﬁ@ﬂﬂdw 0.80 thnnusinvualy e fedayai
pNMNNzaN Fautlsipanduiusiuearldfiifywnnazsandunsany tnadAniud Anynieada
nnﬁf;‘ﬁ' 0.000 (p<0.01) AL AT A AU 5T5R AT waz C2 ﬁ'ﬁmﬁm’qmﬁ
0.081 (p>0.05)

NANT99LATIEH Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) wae Bartlett Test
of Sphericity w191 A1 KMO RAwiniy .933 F911NN91 0.6 (KME>0.6) fadnrnunneiag lusz Ay
ANIN LATAN Bartlett Test of Sphericityﬁl Sig. (p-value) Winriu .000 %am@mﬁmmzﬁ%\mm@ﬂw
i LmeaiﬁLﬁud’]ﬁTstLﬂi@%d”mmﬁ Taiifuandiananend Saoumunzan aunsaill1ld3nngs
Ainmevitladeludumeusie |l dlussauFunn

NAMSATIARAUAMNNANNAUARITNLASN

‘LumiwmmaummmmﬁﬂwmmﬁmmﬁuﬁTfJLL‘}J@%@”@meqmﬁuﬁuﬁrﬂmGTQLL'}JS‘%@”WTUT@Luu
Iu‘llmmﬁgﬂ@%‘w%u uanisnaaauaglladn lunadiaonsenadasivlunadayaidalszdninu
mmsﬁmiﬁ@wmqmuﬁﬁmumif’i ﬁﬂ"] CMIN/df=1.758, GFI=0.921, TLI=0.949, CFI=0.960, RM-
SEA=0.046 uay SRMR=0.0443 uasilifienmnseiuaasinazifiugeslagiuais (CMIN-p) Winths
”Lsir:immmw‘f%mwL‘ﬁmmﬂmm‘xwmmﬁmqumi@aﬂ@ u‘?‘ﬂm?ﬁ%g@ﬂmmm?n"auvlﬂmnmsﬁgm
ok 3\‘1mmmﬁmimmmummm"imamnﬁmﬁﬁﬁﬁu U (e weagaiiiu, 2554; fiagn 9
ity 2562; ladusl anarissidiy, 2556; s1iiung Aailang, 2563)

namsnsaagauAminiadarasmsiiasziiadedediugy

ARARLLNNNTULAAHAT AT UABIAN99 A amsefl 2 uARINANITAATZ e TasESusL
d09 Teazuanauaniudaiusaesiausudh T A (Domain A) Ty B (Domain B) ua T
C (Domain C) rfi@ﬁqLLﬂ@%ﬁmﬂszaw%mwmmmﬁué’mmmaﬁ@u (VPB) LAYANTNT 3 LAAIHANNT
Ainziveiadtsudmile deulssnevluUdusaudsdad dusudsdansld sruau 23 fa Tl
glAmU A AU 7 69 (A1-A7) Taluu B A191 10 53 (B1-B10) waz 1Ak C a1131 6 6 (C1-C6)



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

anAIed 2 aziidldan Toun A T B uas Tawy C fannuduiuslilufianiafen iy
atNNTAATYN9ARAYN AN Imﬂﬁﬁﬁﬁuﬂi@ﬁwﬁmﬁuﬁ’vwmmﬁﬁﬁmm (R2) M‘?@ﬁﬂﬁuﬂivawﬁf
miwmmmmmmuﬂmm (Coefﬁment of Determmatlon ’ailslummsrnm ABTZUIN 0.734-0.969 ‘ﬂ\‘i
MNEANIY TAL 3 muumﬂmuwuﬁﬂmﬂnumqm (VPB) Milusnudlsusadufuansatnenn
Taelamu B 1A R2 @;am@m 7 969 winfuAnidubena 96.9 filamu B danwnsnldedunasuds
weladufuans VPB 18 Tniu A fldn R2 71 859 windu Aniflufesay 85.9 7ilau A avg1unsnesung
Fautlswsla VPB 14 uae Taww C il R2 71 734 wihdy Aniflufesias 73.4 Ailamu C azdnungm
e3unesaudsurs VPB IF uenannifusiaudsdansldduan 23 f Tunnaed 3 wanSl¥LTiudnn
fandsfipuduiugllufidvnadefuetaidud dyneadanne eefldhuindulssans
ANANNUS (Regression Weights) 2a9saudslulniuu A @g_uiﬁa‘wdw 0.594-0.713 TALN1 B @%i‘ﬁ'a‘wdw
0.505-0.747 wazlawu C ’ﬂgl:‘ﬁlﬁ‘?.iwal’]\i 0.557-0.795

N@mﬁmﬁ?’]zﬁ%\mumﬁu,@msLﬁLﬁuvlﬁfj’\ﬁq%iﬂﬂizam%m‘wLﬁfamiﬁ@mﬂ%m@wﬁmm
mﬁué’mﬂm@mﬁ@uuu‘?ﬁ'ﬂﬁmu@ﬂﬂ@ﬁ(VPB) TN ARETE TAUIMNNYEN HNUNIMAFELINN
40m LL@:awmm”ﬁﬂuma‘%ﬁmﬂi:ﬁ%’%mwié’@?a@ﬂwﬁﬁﬂﬁﬂﬁﬁymmaﬁ

A13799 2 NANTIALATITANUNMINTTAdE ANnnisaLAzTTadefus LN Aea

Aeqresson ehis Stendeedired
R greaion
Estirmaie SE R -
s

[ 9Ea D.O%2 0TS alord

Chardaniized
Frathifannll i . Regression

Fovaskand

P R Wose TR DupE

AT Appearanis ounaT D3

Dsereckin B Bl Raoagrition [LBES o712
nyig TEC

LEEL noTs




=~

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

Fargrassion Walghes Srardardized

Fausinnnll Hegresson
Esimamm  SE ;

0T

OLREA
£ Frgs HiLarTia [LBEY

11 HE1
Peserrdd aee:

eractidn 1

i Fanh g ness I TR Frs

CE Wiiual, ATracl st [LBEA D50 12553

agluazanlsanamsiqe
memm@@’mm?@ﬂﬂimm@miwmmmumiumwmmummﬂ’mimwmmmm LaznNg
AnrziesAlseneudetuaudnsne funan 69 m«wwmq vmmmmmﬂﬂaﬁvﬂawmmﬂmmvmmmvu
1AnNNIsUnaudeyanReni LL@JIJ@L’ZQH@LLHVLWNLIF]N@WHF’ﬂLLuuu’HI’rJ\‘iﬁ\lL‘ﬂﬁl']‘ﬂ’m_luu gnungnldlu
mﬂqmmmmﬂimwﬁmwmmm’mumumm@Lfamumhuummmm@ui@u"lm@mwuﬂmmqu

AnA
T,ﬂf;lﬂ@'&l V’J“dﬂ mmﬂﬂa‘m@wu@mﬁwzﬂumi‘mmﬂimmmwmmmmummmLau@umﬂmm

Aa ngNsNTIaNNIAINTAmNY B nzmmmmmmmﬂmvn@ummum AfldausaudsTsanaau

2
A o Ao

10 Fin TpalsnTdin B10 Vlﬂ@’]'}ﬂ\'i@ﬂ‘]ﬂm‘”ﬂqﬁ‘@@ﬂLL‘].I'LI‘V][?]@\?L‘M‘Lﬂ,ﬂﬁﬂLL@“’@@@’WSLMW’]I@VLL'N’]F;ILﬂu

o

asFsznavuiidrdnyiige Faduldlufianadsaiusunidnemuas zuwIRANgE AR NULLIL
@Nﬂﬂim@ummummmqmmﬁmmm’]mmm’l@mﬁu@nwmﬂﬂumm@miwuuLﬂmmiu
FrusudrAyaesninilignisneusuaslugduunsing o 7iffaanis (Lawrence, 2010; Liktan, 2020;
Wheeler, 2009) uazflaaanndasiuansaznisiufuaznisGauaasnguiivungia ez fifinns
Uszunanadeyarmegnwlda wazlddrunelunisviheeudnlanisieansiidudeu (Ninan, Roy,
& Cheriyan, 2020; Rothman, 2019) uanmn&umﬂumm'muuqﬁquwﬁﬁmmi'ﬁ@mmmauﬁwu,@x
APIRUALAAALAY fdegnansananalddnesdilsznanineadiuld liinasdudimisniseanuuy
Frydnual msdenldnm@ndn wienszienisusanie fudlunisieasfidiulddauazansnsnld
lunisdeasiienanseaniesnanuallfdnlaldireduiu (Schembri, Merrilees, & Kristiansen,
2010; Woodward, 2003; Wroblewski & Grzesiak, 2020)

ﬂ@juﬁQLLﬂi%ffmﬁﬁ@m%W@ﬁmﬁ@m Aalaw C mﬁuﬁﬁi@mmﬁmzmmﬁ@u Fenandliifiuin
pnduinypraideuLdedenneeylmbtilignueadusasesaiioudefiius uignueadussdilszney
AALA LAz AU TN mﬁumurﬁmmmﬁLﬂm:ﬁmﬁﬂ?:n@uL?ﬁqﬁuﬁuﬁélﬁﬁudﬁﬁq%ffm
fidavanatinsiigalungulaim A C2 FuaruadiuafeTuaysinafuniann waziesan fe C3
uANAREARI TN AR A Fannsiisulsdin 2 i iRz NAR AR T
';Tqmﬂu@ﬂmemﬂumm[?Tf;@mil,mﬁfaiﬂ§§Uﬂ1@ﬂizLﬁudﬁﬁ@zﬁummmmmuﬁ@mdﬂﬁmﬂ@%imﬁluj



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

wanalfiudnduiunisilugoazasaiouin Daudsliednsurnauenasdegdnladinawas
ANE9NH HEFDTNRUAY wazsazies avidaunyed weliadufesiniinn ensunianuidn vise
nstinAnumdeunyed feamsiuetadumnanziiazanaiieulildecnisnsesiuihniduiouwnu
uﬂﬂ@ﬁ?‘@ﬁﬂmaﬂﬁﬁd (Gonzalez-Franco & Peck, 2018: Waltemate et al., 2018) vnlildiAq1a
° 3| dl v v v XK o Ca d‘ ‘ﬂl Yy K 3| % A

auflunazdiasainanuadraaasiuaanuiunyed edenlagliiantannuiiuinaewizenas
A o d’j dl A & | azal ! Z’/ o rd’ln/ | a = o ?a// a

Srnnuuununtanadeuniiuld Belinddunsdnsidadulilluianamsaiuisainnisitaison
nnfidesmnylnamaiinnare fifansnnanyusesesiidszaunisalade Wisulsiinaesin
uumwmﬂmu@ﬂmﬂmuﬂimmuj i waziudniudeunnsedrAtyszuinamsaudiyang
adlouitlalfifauesass wazamAudyarafidlfausiaiiniugnspnupndiu dnEesdaus e
A519ANUATINAUN LATAE19IATIRLANUDIALLES (Brems, Temmerman, Graham, & Broersma, 2017)

TRLAUBUUE

1. lunsldeunmeddendn dnnemata dhdeansmianisaana saniadnaenanaudn
mﬁmﬂﬂumu’ﬁm%@ﬁ Wunwanslunisaiemmndudnyrraiaion saudanisdiuldiudaazns
aileuviaamsau y A luRanssunanisnanald Taeuildresunesesinuylsisnusazsa
LmﬂﬁmmzﬁﬁﬁmﬁuﬁqLLﬂiﬁﬁmﬁwﬁﬂqq iensdmnaminennsluduneunisudn saludein
DANUUUANAZAT LAZFIAZATANDUIEY ﬁ'mmmiﬁmGT'JLLﬂi%’imeLuqm’ﬁm%ﬂﬁﬂuummﬂumi
nansazanafleuiitesiszneunseiudsifuilnanesnuayliaudiny

2. ludumeunsldausaulsidail glduseniuiianuiuazanudilalunufnwasngsg
AIURATIAUAT ANAUANYAAA wazasAlIznaunsIAUAT wazffesianudnlaluinazasaiion
Fesnsimssidulsy@ninwduedne Wesnnfudstdaresnuideluaseilfianenmndy
fausdmnufidesdmaiinnzsiuasihemudilalunsssdostesiaulaienissuunaniu
uansnstesusiaziaulslFateiaian prudilafidlungquifiiestesdedausduieldiie
nsldeuetieiidss@niningegn

3. dnusumsistluewan iennsdaruLazazaan s onunndeu ideaueuus i
nsfinAstieaanguAasiliuglessupauglifufaulsidnuazsn ieannszlumsians
ﬁLﬁmmnmﬁmmjuimuu LAZTNEAIEER ANALANANSTILANHBE TRLAAz LT IR GennsAne
LﬁuLﬁuluzﬁ'quﬁmﬁﬂﬁﬁqLLﬂif‘%d“mﬂa‘ﬁ‘m%mwmmﬁmmmﬁmuimﬂuﬁﬂ@ﬁqvlﬂ”l,é’\immﬂéq%u

4. dwsunadeluewan lunsdneesdlszneudsdufuesmisunieil fideldngusating
Dupaweiriu z fadunguauiipulnniudednueeulad asnelsimanguauaeisdu z du
Lilfdunuiteangusenlulsandlnefiadl fdudasunisldaunmaudnypraaiiouuiedony
aaula] FuiuiieldnansAnmiatdausyannmdnauanngaau snddetuiianansnldu
LLuwmsLumiﬁﬂwﬂﬁﬁun@:mumLu@Li*ﬁuﬁlu l Lﬁ@iﬁﬁ'}%{ﬂﬂizawgﬂﬁwLﬁ'ﬂﬂ’]ﬁ‘g‘ﬂ@’]ﬁ‘@\iﬂ@ﬂqﬂﬁ
vasazanaiiouuiedianealal ‘Luﬁm:mﬁﬂa‘:n@mmmﬁuﬁmﬂﬂ@ﬁ‘ls}ﬁmuié’@?\i@ﬂwﬁ
13£@NBNINGIgn



'
a

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

UFTTUIUNTH

3T WG, (2554). N173smsevitfadesag SPSS uas AMOS ion 734, NN LFEN Tuin
?g.mffu AR (NUTW).

fAiaen aBaeinyan. (2562). 1173A712H ARG NN17IATNATN (SEM) A28 AMOS. NIINNE:
VnavudauainaINan.

lafus anarFUsviady. (2556). nMslmszyiesAlssneui@eBudu. 91749235 90e9AAN, 44(1), 1-16.

Inesgeaulail. (2564). AIS A o a7 Al Influencer ilunvsudueninanes sumalulad 5G.
https://www.thairath.co.th/business/market/2208952

85ung Aatlang. (2563). N12798uAZTIATILITOYANNANAAIE SPSS 48z AMOS. (ﬁuﬁﬂ%‘ﬁ' 18). NUNN:
L34 lagen s unaTlsind sain.

AinaulannsznanensganAneinenmansiduwazwinnesu. (2023). TayaanIiuganAnm.
https://info.mhesi.go.th/homestat_academy.php

Aaker, D. A. (2011). Building strong brands. New York: The Free Press.

Aaker, D. A., & Biel, A. L. (1993). Brand equity & advertising: Advertising’s role in building strong brands.
Hillsdale, N.J.: Lawrence Erlbaum Associates.

Barhate, B., & Dirani, K. M. (2022). Career aspirations of generation Z: A systematic literature review.
European Journal of Training and Development, 46(1), 139-157

Brems, C., Temmerman, M., Graham, T., & Broersma, M. (2017). Personal branding on twitter.
Digital Journalism, 5(4), 443-459. https://doi.org/10.1080/21670811.2016.1176534

DataReportal. (2024). Digital 2022: Global overview report. https://datareportal.com/reports/digital-
2024-global-overview-report

Gonzalez-Franco, M., & Peck, T. C. (2018). Avatar embodiment. towards a standardized ques
tionnaire. Frontiers in Robotics and Al, 5, 74.

Grace-Martin, K. (2022). how big of a sample size do you need for factor analysis?. https://www.
theanalysisfactor.com/sample-size-needed-for-factor-analysis/

Hepperle, D., Purps, C. F., Deuchler, J., & Walfel, M. (2022). Aspects of visual avatar appearance:
Self-representation, display type, and Uncanny Valley. The Visual Computer, 38(4), 1227-1244.
https://doi.org/10.1007/s00371-021-02151-0

Hoang, T.D., &Su, Y. (2019). Virtual celebrities and consumers: A blended reality. (Master’s Thesis).
Copenhagen Business School. https://research-api.cbs.dk/ws/portalfiles/portal/59791788/
663290_MT_ALL.pdf

Hootsuite. (2022). Social trends 2022. https://www.hootsuite.com/research/social-trends

Kapferer, J.-N. |. (2004). The new strategic brand management: Creating and sustaining brand equity
long term (3rd ed.). London; Sterling, VA.: Kogan Page.

Keller, K. L. (2013). Strategic brand management: building, measuring, and managing brand equity

(4th ed.). Boston: Pearson.



-

278 MAAanTUIVIAY

o

U9 29 aTUN 1 (HNFIAN - HEIEI 2568)

Khedher, M. (2014). Personal branding phenomenon. /nternational Journal of Information, Business and
Management, 6(2), 29-40.

Kolodeznikova, S. ., Neustroeva, E. N., & Timofeeva, E. K. (2021). Personal brand of university
teachers in the Arctic Regions in the context of digitalization of education. In SHS Web of
Conferences. (Vol. 113). Les Ulis: EDP Sciences.

Lawrence, G. (2010). Graphical client assessment for communication designers serving small
businesses: An application of photo elicitation theory. (Master’s Thesis). California State University
San Marcos.

Liktan, V. T. (2020). Successful logo design: An effective branding strategy. Social Sciences and
Humanities, 1(56), 6-14.

MacCallum, R. C., Widaman, K. F., Zhang, S., & Hong, S. (1999). Sample size in factor analysis.
Psychological Methods, 4(1), 84.

Macmillan, T. T. (1971). The Delphi Technique. [Paper Presention] The annual meeting of the California
Junior Colleges Associations Committee on Research and Development, Monterey, California.

Montoya, P., & Vandehey, T. (2002). The personal branding phenomenon: Realize greater influence,
explosive income growth, and rapid career advancement by applying the branding techniques of
Michael, Martha & Oprah. CA: Peter Montoya Inc.

Montoya, P., & Vandehey, T. (2005). The brand called you: The ultimate brand-building and business
development handbook to transform anyone into an indispensable personal brand. (2nd ed.).
NY: Personal Branding Press.

Mortezaee, L., Dousti, M., Razavi, S. M. H., & Tabesh, S. (2022). Developing Iranian sports coaches’
personal brand. /ranian Journal of Management Studies, 15(1), 19-33.

Ninan, N., Roy, J. C., & Cheriyan, N. K. (2020). Influence of social media marketing on the purchase
intention of Gen Z. International Journal of Advanced Science and Technology, 29(1), 1692-1702.

Rothman, D. (2019). A tsunami of learners called Generation Z.https://www.hsc.wvu.edu/media/
15624/needs-different_learning_styles.pdf

Schembri, S., Merrilees, B., & Kristiansen, S. (2010). Brand consumption and narrative of the self.
Psychology & Marketing, 27(6), 623-637. https://doi.org/10.1002/mar.20348

Schenarts, P. J. (2020). Now arriving: Surgical trainees from Generation Z. Journal of Surgical
Education, 77(2), 246-253.

Shorman, A. (2022). More options, more platforms, and Super Bow! LV shirts for Avatars. https://about.
fb.com/news/2022/01/updates-to-avatars/

Shrestha, N. (2021). Factor analysis as a tool for survey analysis. American Journal of Applied Math
ematics and Statistics, 9(1), 4-11. http://pubs.sciepub.com/ajams/9/1/2/index.html

Thansettakij. (2565). CIMB Thai Bank ventures into the metaverse, launches “Nong Wannee”.

https://www.thansettakij.com/pr-news/economy/516938



'
a

98N AANERTLIAY T 29 aTTUR 1 (NNTIAN - LWENEI 2568)

Vitelar, A. (2019). Like me: Generation Z and the use of social media for personal branding.
Management Dynamics in the Knowledge Economy, 7(2), 257-268.

Waltemate, T., Gall, D., Botsch, M., & Latoschik, M. E. (2018). The impact of avatar personalization
and immersion on virtual body ownership, presence, and emotional response. /EEE Transactions
on Visualization and Computer Graphics, 24(4), 1643-1652.

Wanlop Rathachatranon (2019). Future research using Delphi technique. Journal of Interdisciplinary
Research: Graduate Studies, 8(2), 1-10.

Wheeler, A. (2009). Designing brand identity: An essential guide for the entire branding team.
Hoboken, New Jersey: John Willey & Son. In: Inc.

Woodward, K. (2003). Understanding identity. London: Hodder Arnold.

Wroblewski, t ., & Grzesiak, M. (2020). The impact of social media on the brand capital of famous
people. Sustainability, 12(16), 6414.

Zhao, N. (N/A). The minimum sample size in factor analysis. https://eli.johogo.com/Class/FA-Size.htm



o

A8 TN AR AR IRAL T 20 a1TUT 1 (NAY - IEne 2568)

[ FadnE Wewsvu vt 156 - 166 ]

&

3

=
“"'"?'rl'l."t‘“
NMAENENIIMSRRANTMIAAANAINASAMIFARULATANANNUN
1159R9UUIURILNANDYN Gen Z T UANTUNNNWIUAT
Marketing communication strategies influencing the purchase decisions-making of facial
skincare products among Gen Z females in Bangkok

o

FURNS NNT2NG. AN ANGAIANARIAR N LT, ﬂ77/7n7fﬁbmfﬁm@g/wﬂ/wﬁm/m?mgwWv.
WIWIV TN 0199981 /22907 159928081 9UA A0 18l AU TN ARAIGRS NIV INEFEIN I
Chaiyasit karakate. Master student, Master of Communication Art Program in Strategic Communications,Bangkok University.
Pornprom Chomngam.Communication and New Media Department, School of Communication Arts, Bangkok University.
Email : chaiyasit.kara@bumail.net, pornprom.c@bu.ac.th
Received: 15 August 2024; Revised: 27 August 2024; Accepted: 14 November 2024
UNARER

nsAnAsuides ﬂaqmﬁ’mqﬂﬁiﬁ@mim?mmmﬁmr:mrs»ifﬂma‘ﬁmaﬂ@%ﬂmamﬁm%ﬁﬁ@qﬁwﬁﬂ
vaamands Gen Z luamnganmnamues Singlezasdiie 1) Anmdnagnsnisdegimnemnis
ARIAYBINAAATUTILNGIHINTNVBIUN AN 2) Lwaﬂﬂmmmvmumimm@ui@&ﬁam@mnmmmmm
BN ARE Gen Z TUANIUNNNMIUAT 3 ) L‘W@ﬂﬂmmﬂ@ﬂmﬁma‘zﬁﬂma‘mqmmmcvwmm@
si@m@ﬁmﬁu%%@m'ﬁmﬁmsﬁﬂﬁgqawﬁwmL‘Wﬂmy\i Gen Z lWlangannuvinuas ﬂ@um@mwh
Tunnsfinun Ae e Gen Z Aiftene) 18-26 ¥ wazanduag lusuiangammamiuag s1uaw 200
AU FL"’ﬁLL‘LI‘LI@ﬂ‘Lm’mL‘f|‘LLLﬂ?:ﬂ\‘iﬁﬂiuﬂ’]ﬂﬁumummﬁ@&ﬁ wazdnnviteyasuadAaudunugineg 5u
(Pearson Product Moment Correlation)

HANNTANEINLGN 1) ngusnatinsdauluny ‘Lﬁm’m'g\i”]ﬁcyﬁun@ﬂqmﬁrﬂ’w%@mmwmimmmiugﬂ
wuLMsAeansuLLnseLn Tneanizandeyariiansalresduslnauuaunesiiln 2) ngusiaecing
zﬁqulmmlﬁmwﬁﬁﬁfyﬁumzmumiﬁmau%%ﬂmﬁmﬁm%ﬂwgaawﬁwmmef@\‘manﬁmmmﬂ
wdannste lngianizarlifenaninrihganhamdmudiwaniusiigstauildudalasuns
3) ﬂ@qwﬁwqaﬂﬂﬁﬁﬂmﬂ?ﬂﬁim@ﬂmﬁdqtmﬁi@miﬁmaulfa%@mamﬁmsﬁﬁqqaﬁwﬁwmmﬂmﬁq Gen Z
Tulmngamnamuag athailiTtdAoyneadafisiu 0.01
AdNATY: NaYNEN1IERANIMNNNIAATA, nasinvlate, ARSI gaRanTi A

Abstract

A Study on the marketing communication strategies influencing the purchase decision- mak-
ing of facial skincare products among Gen Z females in Bangkok has the following objectives:
1) To examine the marketing communication strategies for female facial skincare products.
2) To study the purchase decision-making for facial skincare products among Gen Z females
in Bangkok.3) To study the marketing communication strategies that significantly influence

the purchase decision-making of facial skincare products among Gen Z females in Bangkok.
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The sample group consisted of 200 Gen Z females aged 18-26 years living in Bangkok. Question-
naires were used as the data collection tool, and the data was analyzed using Pearson Product
Moment Correlation statistics.

The study found that: 1) The majority of the sample group prioritized word-of-mouth commu-
nication strategies, particularly consumer reviews on the internet. 2) The majority emphasized
the post-purchase behavior in their purchase decision-making, particularly the tendency not to
repurchase facial skincare products if they found the products ineffective. 3) The marketing com-
munication strategies had a statistically significant influence on the purchase decision-making of
facial skincare products among Gen Z females in Bangkok, with statistical significance at the 0.01
level.

Keywords: marketing communication strategy, purchase decision-making, facial skincare products
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Abstract

The objectives of this research were to study the sub-district municipalities that have received awards
for waste management in Phatthalung province, focusing on the issue of campaign management and
communication in terms of 1) plans and policies for communication management; 2) methods of com-
munication in the campaigns; 3) factors of success; and 4) problems, obstacles and recommendations.

This was a qualitative research using in-depth interviews for data collection. The key
informants were people involved in waste management at 5 sub-district municipalities, in-
cluding mayors, municipal permanent secretaries, academics in charge of environmental
public health, policy and planning analysts, heads of the directorate office, and personnel,
with people coming from each sub-district municipalities, for a total of 18. The research
tool was a semi-structured interview form. Data were analyzed by drawing conclusions.

The results showed that 1) every sub-district municipality had a plan and policy of holding
a waste management campaign, but they differed depending on the concepts of the mayors.
However, they did not have clearly stated campaign communications management plans. 2)
The campaign communications were structured and the communications activities were dele-
gated from the office of the permanent secretary of the sub-district municipality. They employed
methods to persuade citizens to participate by offering benefits to people who brought their
waste to the waste bank, offering high prices for recyclables, waiving rubbish collection fees
for those who recycled, giving out free gifts at activities, exchanging eggs for hazardous waste,
building understanding by making community visits, collecting information, listening to residents’
problems, holding training sessions to educate people on different types of recyclable waste
and waste management methods, making art projects out of waste materials, playing music at
rubbish collection time, visiting door-to-door, and supporting local youth in staging puppet shows
about waste management. 3) The factors of success were continuity and frequency of visits to
the communities by personnel, having a network of allies, and choosing the right target groups.
4) The problem faced by every sub-district municipality was trash separation. The major obstacle
was opposition from citizens who felt that waste management should be the responsibility of the
municipality, and not a burden for residents. Policy recommendations are (a) a budget should
be set aside for campaign operations and for making a proper campaign communications plan;
(b) personnel should go and visit people in communities often to remind them of the importance
of waste management; (c) the actual community leaders in each community should be identified
and recruited to help; (d) communities should write community constitutions and be involved in
the campaign communications; (e) communications should focus on changing people’s attitudes.
Keywords: communications management, communications campaign, waste management,

Phatthalung Province
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Abstract

This research employed qualitative methodology. The research aimed to: 1) investigate
narration techniques in novels and movies in TV media and 2) explore factors with impact on
the adaptation of a novel into a movie. Data were obtained through textual analysis, document
analysis, and in-depth interviews. The research investigated two movies: “Sugar Café” broadcast
on MONOMAX in 2018 and “Touchdown” broadcast on MONOMAX in 2019. The results revealed
that the novels were adapted into the movies. The stories, novel elements, and plot development
were adapted. Factor affecting the adaptation of the novels into the movies included time, story,
length of the movie, and the producers.

Keywords: Novels, Movies for TV, Adaptation
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