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Abstract

This academic article examines the brand image and regional impact of Doi Mae Salong tea
and coffee products, drawing extensively from Mr. Ma’s (2023) master’s thesis, “Cultural Desti-
nation Branding for Doi Mae Salong: Stakeholders’ Perspectives.” Employing a secondary data
analysis approach, this study integrates insights from academic journals and research, industry
reports, and market analyses to provide a comprehensive understanding of the topic. The re-
search is structured around three primary objectives: elucidating the current brand image of Doi
Mae Salong Tea and Coffee products, assessing their impacts on the region, and understanding
customer perspectives on these products.

The findings reveal that the brand image of Doi Mae Salong tea and coffee is closely tied to
the historical significance and favorable climate of the Golden Triangle Area in Northern Thailand.
The unique attributes of Oolong tea and Arabica coffee from this region contribute to a positive
brand perception among consumers. The economic and cultural impacts of these products are
substantial, benefiting local merchants and laborers. Customer perspectives indicate a generally
positive view of the quality of tea and coffee from Doi Mae Salong, with a significant number of
tourists recognizing these products as a key attraction.

Overall, this study underscores the importance of Doi Mae Salong tea and coffee products in
enhancing the region’s brand image and economic development. The results suggest that continued
efforts to improve product quality and leverage the region’s unique characteristics could further
strengthen the brand and its positive impacts. Future research should explore additional factors
influencing brand perception and economic outcomes, as well as new strategies for promoting
these products in broader markets.

Keywords: Product Brand Image, Customer Perspectives, Tea and Coffee Products, Products

Regional Impact, Doi Mae Salong
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Introduction

This article builds on insights from Mr. Ma’s (2023) thesis, Cultural Destination Branding for
Doi Mae Salong: Stakeholders’ Perspectives, exploring the renowned tea and coffee products of
Doi Mae Salong, Northern Thailand. These Tea and Coffee Products from Doi Mae Salong tran-
scend their status as consumables, symbolizing the region’s cultural heritage and commitment
to sustainable agriculture (Suphaphonthorn et al., 2024). Their reputation for quality, authenticity,
and cultural depth has positioned Doi Mae Salong as a prominent brand in Thailand.

In today’s competitive market, brand image significantly influences consumer preferences and
loyalty. It reflects a brand’s reputation, shaped by factors such as product quality, marketing, and
customer service. For Doi Mae Salong Tea and Coffee, brand image integrates deeply with the
region’s identity and socio-economic fabric, as Guo (2018) highlights. These products enhance
regional recognition by engaging visitors and symbolizing the area’s heritage.

Rural products like Doi Mae Salong Tea and Coffee also contribute to local development by
driving economic growth, creating jobs, and promoting tourism (Fisher, 2013). Their eco-friendly
and sustainable production processes further reinforce a positive brand image. From a consum-
er perspective, these products embody the region’s culture and nature, influencing purchasing
decisions and fostering loyalty through perceived quality and authenticity. Understanding these
perspectives is crucial to evaluating their broader impact.

Given the significance of brand image in shaping consumer perceptions and the intrinsic
connection between these products and their places of origin, this article aims to achieve the

following objectives.

Objectives

1) To elucidate the current brand image of Doi Mae Salong Tea and Coffee products.

This objective focused on the brand image of Doi Mae Salong Tea and Coffee, which is a critical
factor that influences consumer behavior and perceptions. Also, this objective aims to explore how
these products are currently perceived in terms of quality, authenticity, and cultural representation.

2) To identify the impacts of rural products on regional industries and residents.

This objective focuses on the broader economic and social impacts of Doi Mae Salong Tea
and Coffee. It examines how these products contribute to local industries, create employment,
and stimulate tourism, thus fostering community development.

3) To understand customer perspectives on Doi Mae Salong Tea and Coffee.

This objective focused on understanding customer perspectives, which is essential for
evaluating the success and future potential of these products. Also, this objective seeked to
analyze consumer opinions on the quality, uniqueness, and cultural significance of Doi Mae

Salong Tea and Coffee, as well as their overall satisfaction and likelihood of repeat purchases.

©
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Literature Reviews

1. The Development of Doi Mae Salong Tea and Coffee Products

Northern Thailand has undergone a significant transformation from opium cultivation to sustain-
able agriculture, driven by the Royal Development Project initiated by King Bhumibol Adulyadej. In
the 1970s, tribal communities in regions like Doi Mae Salong were encouraged to adopt alternative
crops, with tea and coffee emerging as key products (Eto et al., 2015; Angkasith, 1991). For tea
cultivation, Taiwanese-recommended Oolong cultivars Jin Xuan No. 12 and Ruan Zhi No. 17 were
introduced due to their suitability for the region’s climate and altitude (Qiu, 2015). Doi Mae Salong
has since become a hub for high-quality teas, producing over 200 tons annually, including Oolong,
Green, and Thai Black teas. Specialty teas, such as Osmanthus Oolong and Ginseng Tea, reflect
the integration of traditional hill tribe practices with modern agricultural techniques. This blend of
innovation and heritage has strengthened the cultural identity and economic stability of the region
while enhancing the brand image of Doi Mae Salong tea (Qiu, 2015). Similarly, Arabica coffee
farming was introduced in 1975 through a UN/Thai program to mitigate opium production (FAQ,
2015). Supported by the Royal Project Foundation, coffee cultivation has flourished, aligning with
the global shift toward high-quality, single-origin coffee. Between 1990 and 2014, coffee imports
quadrupled, driven by growing domestic demand and the influence of the international third wave
coffee movement (Sugiyama, 2017). In Doi Mae Salong, coffee production has replaced opium
farming, improving socio-economic conditions and positioning the region as a producer of premium
Arabica coffee.

This transition from illicit to sustainable agriculture underscores the role of strategic initiatives
in fostering economic development and cultural preservation. The integration of tea and coffee
production not only revitalized the region’s economy but also established Doi Mae Salong as a
symbol of quality and heritage in global markets.

2. Concept of Product Brand Image

2.1 Communications in Product Brand Image

Developing a strong brand image requires strategic, sustained efforts. Kapferer (2008) identifies
two key models of brand development. The first focuses on the product’s attributes, features, and
functional benefits, which evolve over time into a brand personality aligned with the brand’s mission
and values, offering intangible benefits. This approach often applies to commodity products that
gradually gain recognition and professional management. The second model centers on a con-
cept oridea, commonly found in lifestyle brands like perfumes or branded fashion. These brands
initially provide emotional benefits through psychological insights into consumer preferences, later
incorporating tangible features and functional value.

Brand communication operates within a hierarchy of branding (Wijaya, 2011), progress-
ing from basic awareness to emotional connection, loyalty, and ultimately advocacy, where
consumers actively promote the brand. For Doi Mae Salong Tea and Coffee, brand devel-
opment reflects both models. Initially, the focus was on product qualities, including high-al-
titude cultivation, sustainable farming, and distinct flavor profiles shaped by the region’s
climate and soil. As recognition grew, branding efforts integrated the cultural heritage of

Doi Mae Salong, emphasizing traditional hill tribe cultivation methods and regional history.
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Through strategic communication of these attributes, Doi Mae Salong Tea and Coffee have tran-
sitioned from consumables to symbols of quality, authenticity, and cultural identity. This evolution
not only enhances consumer perceptions but also elevates the region’s reputation and economic
standing.

2.2 Brand Image Developing Levels

The development of a brand image follows a structured progression, beginning with brand
awareness and culminating in brand spirituality. Initially, when a brand is launched, it enters the
stage of brand awareness. At this point, consumers recognize or have minimal knowledge about
the brand. As illustrated in Figure 1.1, this stage marks the beginning of the brand image devel-

opment process (Wijaya, 2011).

Figure 1.1 Hierarchy of Branding (Wijaya, 2011)

Brand Brand Brand Brand Brand Brand
Awareness | Knowledge Image Experience Loyalty Spirituality

Mind-share .. H‘.ﬂrkfr waw Hmﬂ‘-M(w Whm-\ci.rrm-

As the brand continues to communicate its attributes and benefits consistently, consumers’
familiarity with the brand increases, leading them into the brand knowledge stage. During this
stage, consumers begin to understand the brand’s attributes, benefits, and unique selling prop-
ositions more deeply (Wijaya, 2011). Over time, with sustained communication efforts and direct
consumer interactions, consumers develop specific perceptions about the brand, which forms its
brand image. These perceptions are influenced by both the brand’s messaging and consumers’
personal experiences with the brand. As consumers have more positive experiences and inter-
actions, they start to associate new meanings and feelings with the brand, further solidifying its
image. This phase is known as brand experience. The next phase in this progression is brand
loyalty. Positive consumer experiences and perceptions enhance the brand’s position in the minds
of consumers, making them more likely to favor the brand and resist switching to competitors.
Brand loyalty indicates a strong bond between the consumer and the brand, where consumers
consistently choose the brand over others due to their positive associations and experiences.

The final stage in this progression is brand spirituality, where consumers develop a deep
sense of belonging to the brand. At this stage, the brand becomes integrated into the consum-
ers’ life values, and they actively share this connection with others. This stage represents the
highest level of brand development, characterized by mind-share, market-share, heart-share,
and social-share (Raggio et al., 2007). The journey from brand loyalty to brand spirituality is
particularly significant for brand owners, as it indicates a high level of brand value, contributing

to the achievement of corporate goals and enhancing shareholder value (Raggio et al., 2007).

O,
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Thus, the development of a brand image provides substantial advantages to its owners, signifi-
cantly advancing the company’s progress and market position. This progression underscores the
importance of consistent brand communication and positive consumer interactions in building a
strong and enduring brand image.

3. Concept of Rural Area Products Impact and Related Case Studies

3.1 Importance of Rural Products to Regional Development: The Case of Japan

Rural products are pivotal to regional economic and social development. A notable example
is Japan’s One Village One Product (OVOP) movement, initiated in Oyama, Oita Prefecture, in
1961. Faced with geographical constraints and declining incomes from rice cultivation, Oyama’s
farmers, led by agricultural cooperative president Harumi Yahata, diversified into high-value
crops like plums, chestnuts, mushrooms, and processed products (Wahlin & Natsuda, 2008).
This shift revitalized the local economy and countered depopulation trends, with the New Plum
and Chestnut (NPC) movement spearheaded by young farmers challenging Japan’s rice-focused
national policy (Fujita, 2006). Leveraging the principle of “limited resources, unlimited wisdom,”
Oyama farmers developed value-added products like plum wine and umeboshi (pickled plums)
and later expanded into organic restaurants. By 2008, Oyama'’s agricultural cooperative of 848
households generated 5.49 billion yen (~US $53 million), becoming a leading rural enterprise in
Japan (Wahlin & Natsuda, 2008). The OVOP movement expanded across Oita Prefecture in 1979
under Governor Morihiko Hiramatsu, emphasizing self-reliance and locally driven development.
By promoting regional products through fairs and luxury markets, Hiramatsu boosted the market
value of items like kabosu limes and Seki Saba mackerels (Kurokawa, 2009). Training programs
further supported entrepreneurship in agriculture, commerce, and tourism. The success of OVOP
demonstrates how leveraging local resources and knowledge can transform rural economies,
enhance livelihoods, and build resilient communities.

3.2 Impact of Rural Area Products on Their Region in Thailand

Thailand’s One Tambon One Product (OTOP) initiative mirrors Japan’s OVOP model but is
driven by centralized government involvement. The Thai government, through the Thai Rak Thai
(TRT) party, established a robust administrative framework for OTOP, ensuring coordination
across national, provincial, and district levels. Local subcommittees select products and inte-
grate project planning with regional budgets, ensuring effective implementation (Fujioka, 2006).

OTORP projects have significantly benefited rural communities by creating jobs and promoting
traditional crafts. For instance, a women’s farming group in Chiang Mai demonstrated that two-
thirds of OTOP participants operate community-based enterprises, showcasing the use of local
knowledge and resources for sustainable development (Natsuda et al., 2012). This aligns with
endogenous development principles, fostering self-reliance and preserving cultural heritage.

The initiative has also strengthened rural economies by empowering marginalized
groups, like older women, to generate income. Collaborative efforts between the gov-
ernment and communities ensure the equitable distribution of development benefits. To
maximize long-term impact, OTOP projects should balance immediate economic gains

with sustainable practices, preserving the cultural and economic vitality of rural areas.
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Methodology

This study employs secondary data analysis, utilizing an extensive review of existing liter-
ature to examine the brand image of Doi Mae Salong Tea and Coffee products from customer
perspectives. The primary data source is Ma’s master’s thesis, Cultural Destination Branding for
Doi Mae Salong: Stakeholders’ Perspectives (2023), supplemented by academic journals, industry
reports, and related research to ensure a comprehensive analysis. To enhance the validity and
reliability of indings, the study underwent a peer review process, ensuring credible and accurate
conclusions. While limitations such as potential biases in secondary sources and the absence
of new empirical data are acknowledged, they are mitigated by incorporating diverse, reputable
data and rigorous analysis. This robust methodology supports an in-depth exploration of the brand
image and regional significance of these products. The historical development of Doi Mae Salong
Tea and Coffee products is central to their brand image and regional impact. Studies, such as
Suphaphonthorn et al. (2024), document their transformation from local commodities to national
symbols of quality and cultural heritage, emphasizing strategic cultivation, marketing innovations,
and sustainable agriculture. This evolution underscores the intrinsic link between product devel-
opment and regional identity.

The analysis of brand image draws on established frameworks by Aaker (1996) and Keller
(1993), emphasizing public perception and consumer experiences. For Doi Mae Salong, brand
image encompasses not just marketing but also cultural and agricultural heritage. Factors like
product quality, authenticity, and customer service, as outlined by Kotler and Keller (2012), shape
consumer perspectives. These concepts guide the evaluation of how the products cultivate a
strong brand image resonating with both local and national audiences. The economic significance
of rural products like Doi Mae Salong Tea and Coffee is well-documented. Fisher (2013) highlights
their role in creating employment, boosting local businesses, and attracting tourism, thereby
driving regional development and socio-economic well-being. The study integrates these insights
to demonstrate how these products transcend consumer goods to symbolize regional attributes
and foster economic growth. Consumer perception theory further informs the analysis, showing
that purchasing decisions are shaped by perceived quality, uniqueness, and product narratives
(Solomon, 2018). Favorable customer experiences and satisfaction foster loyalty and advocacy,
aligning perceptions with the brand’s image. Survey data and qualitative feedback reveal that
customers view Doi Mae Salong products as authentic representations of the region’s heritage,

strengthening the brand’s resonance.

Findings and Analysis

1. The current Tea and Coffee products from Doi Mae Salong and their Brand Image
The findings on the current brand image of Doi Mae Salong Tea and Coffee products are primarily
sourced from the onsite observations of Ma’s master's thesis (2023). Additionally, secondary data
from relevant academic research and journal articles have been utilized to further support and

expand upon these findings.
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1.1 Products Overview

Ma'’s (2023) research highlights Doi Mae Salong’s tea and coffee products as key attractions
of the region. Nestled in mountainous terrain, the plantations for Oolong tea and Arabica coffee
contribute to the area’s visual and sensory appeal. Agricultural tourism, including activities like
tea plucking and coffee sampling, enhances visitors’ connection to the region’s heritage. Local
establishments such as Wang Put Tan Tea Plantation and Yoddoi Coffee showcase the authentic
flavors of these products, underscoring their cultural and economic significance.

1.2 Brand Image

Following Kapferer's (2008) branding framework, Doi Mae Salong tea and coffee leverage the
region’s historical and climatic strengths to create a compelling brand image. Tied to the Golden
Triangle’s prestige, the products benefit from the area’s cool climate and authentic heritage. Unique
Oolong tea and Arabica coffee profiles offer both emotional and functional value to consumers.
This alignment with branding principles positions the products as symbols of authenticity and
quality.

2. The Impacts of Doi Mae Salong Tea and Coffee Products on the industries and residents
of the region.

This section explores the impacts of Doi Mae Salong tea and coffee products on the local
industries and residents, drawing on data from various academic sources. The primary sources
for this section are academic journal articles and research by Rattanasorn et al. (2012) and Fish-
er (2013). These studies provide comprehensive insights into the economic, social, and cultural
ramifications of tea and coffee production in the region, highlighting both direct and indirect ben-
efits to the local community. Additionally, Ma’s questionnaire findings (2023) indicate that tourists
recognize the economic contribution of tea and coffee plantations, with 70.20% agreement and
a mean score of 3.93.

2.1 Tea Industry Impacts

Tea production plays a vital role in Doi Mae Salong’s economy, benefiting merchants, labor-
ers, and local markets. As Rattanasorn et al. (2012) observed, the region’s established marketing
infrastructure supports the sale of tea and other agricultural products. However, challenges such
as product quality and targeted interventions for the poor remain. Strengthening these areas could
further amplify the industry’s impact on the local community.

2.2 Coffee Industry Impacts

The Poverty Reduction Project (PRP), an extension of IUCN’s Livelihoods and Landscapes
(LLS) initiative, has bolstered household incomes through coffee cultivation (Fisher, 2013). Cof-
fee production has matured, providing substantial benefits to farmers like Kamron, who engage
in mixed farming with thousands of coffee trees. While coffee cultivation significantly enhances

livelihoods, expanding support and infrastructure is essential to maximize long-term benefis.
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3. Customers Perspectives on Doi Mae Salong Tea and Coffee Products

To understand customer perspectives on Doi Mae Salong tea and coffee products, Ma’s (2023)
survey reveals a positive consumer perception of Doi Mae Salong tea and coffee products, with
64.23% of tourists agreeing they are of superior quality compared to urban alternatives. While only
13% of respondents identified tea and coffee as their primary reason for visiting, these products
remain a strong driver of regional tourism. The data underscores their role in enhancing the des-
tination’s appeal, reinforcing the brand’s authenticity and quality. In conclusion, the study on the
brand image and regional impact of Doi Mae Salong Tea and Coffee products reveals significant
insights into their status and influence. The brand image of these products is intricately tied to
their origin in the scenic Golden Triangle area, renowned for its quality and authenticity, which
resonates strongly with consumers. The economic and social contributions of Doi Mae Salong Tea
and Coffee products to the local community are profound, fostering employment, supporting local
industries, and promoting tourism. Moreover, consumer perspectives indicate high satisfaction with
the quality and cultural significance of these products, which enhances their appeal and ensures
continued interest and repeat purchases. Overall, Doi Mae Salong Tea and Coffee products not
only bolster the local economy but also reinforce a positive and authentic brand image, making

them valuable assets to the region.

Discussion

This study investigates the brand image and regional impact of Doi Mae Salong tea and cof-
fee, focusing on three objectives: examining the current brand image, evaluating economic and
cultural impacts, and analyzing customer perspectives. The findings provide insights into these
areas, laying the groundwork for further research and practical application.

Brand Image of Doi Mae Salong Tea and Coffee: The brand image of Doi Mae Salong tea
and coffee is deeply connected to the region’s historical and environmental attributes. Using Kap-
ferer’'s (2008) branding model, the study highlights how the Golden Triangle’s historical reputation
and the favorable climate underpin a positive brand identity. Exceptional Oolong tea and Arabica
coffee quality further foster emotional connections with consumers. These elements satisfy the
first objective, illustrating the importance of regional heritage and natural features in shaping the
brand’s image.

Economic and Cultural Impacts: The tea and coffee industries significantly contribute to Doi
Mae Salong’s local economy. Citing Rattanasorn et al. (2012) and Fisher (2013), the findings indi-
cate that these industries support merchants and laborers while programs like the PRP enhance
household incomes via coffee farming. Addressing the second objective, the results confirm the
economic benefits while identifying challenges such as quality control and market diversification.

Customer Perspectives: The study’s third objective focuses on customer perspectives, with
data from Ma’s (2023) questionnaire revealing that tourists perceive Doi Mae Salong tea and
coffee as superior in quality compared to urban options. Although not all visitors come for these
products, they play a crucial role in regional tourism appeal. With 27.81% of tourists agreeing and

36.42% strongly agreeing on the quality, the findings affirm the products’ value as key attractions.
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Conclusion

In conclusion, this study highlights the robust brand image and significant regional impact of Doi
Mae Salong Tea and Coffee products. These products are esteemed for their quality, authenticity,
and deep-rooted connection to the scenic and culturally rich Golden Triangle area, resonating
strongly with consumers. The findings demonstrate that Doi Mae Salong Tea and Coffee products
contribute substantially to the local economy by fostering employment, supporting local industries,
and boosting tourism. Additionally, customer perspectives reveal high satisfaction with the products’
quality and cultural significance, ensuring their sustained appeal and repeat purchases. Overall,
Doi Mae Salong Tea and Coffee products not only enhance the local economy but also reinforce
a positive and authentic brand image, making them invaluable to the region. These insights lay
a solid foundation for future research and practical applications aimed at further leveraging the

brand’s strengths and enhancing its regional benefits.
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ument Analysis) WATNITANNHDITNAN (In-Depth Interview)
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Abstract

This research aimed to investigate the adaptation of the stage play Limerence, Crazy in Love,
into a television drama and to examine the format used in this process, culminating in the production
of a self-contained television drama episode. The study employed qualitative research methods,
including textual analysis, document analysis, and in-depth interviews.

The findings revealed that the adaptation process involved significant steps, such as modifying
the storyline, adding new content and characters, and reinterpreting characters and plotlines to
suit the television drama format. The adaptation retained certain elements from the original stage
play, such as a comparable duration, while introducing new aspects, including expanded script
content, additional characters, restructured narrative development, and enhanced presentation
through vivid visuals and sound, offering a more immersive experience for viewers.

Keywords: Adaptation, Stage play, Television drama
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Abstract

This paper is a study on the dissemination effect of official TikTok account in colleges and
universities in Shaanxi Province, aiming to analyze the current situation, influencing factors and
enhancement strategies of the dissemination of TikTok platform in colleges and universities in
Shaanxi Province by combing the rise of TikTok platform and its influence. The objectives of the
study include comprehensively sorting out the current situation of communication research on
official TikTok account in universities in Shaanxi Province, analyzing the main factors affecting the
communication effect, pointing out the future enhancement strategies and research directions, and
providing theoretical support and practical guidance for the practice of TikTok communication in
universities. The scope of the study is limited to all colleges and universities in Shaanxi Province
that have opened official TikTok account and their related communication activities. The research
methodology includes content analysis, case study and data analysis of existing literature. The
results of the study show that the communication status quo is uneven, and the communication
effect is influenced by factors such as the level of the university, the quality of the content, the
interaction strategy, and the degree of activity. Finally, the article puts forward specific suggestions
for communication practice, such as clarifying account positioning, focusing on content innovation,
and strengthening interactive strategies, in order to enhance the communication effect and social
influence of official TikTok accounts of universities in Shaanxi Province.

Keywords: Shaanxi Province; TikTok; Communication effect; Influence factors

Introduction

With the continuous progress and innovation of new media technology, colleges and universities in
Shaanxi Province have also actively responded to the trend of the times and opened official accounts
on the TikTok platform. These official accounts have not only become a window for displaying the
school’s style and spreading campus culture, but also strengthened the interaction and connection

between colleges and universities and teachers and students as well as the public (Huang, 2023).
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However, despite the increasing number of university official accounts on the TikTok platform,
there is still a relative lack of research on the communication effects, operation strategies,
and influencing factors of university official accounts compared to other types of content cre-
ators (Zhou, 2022). In order to better utilize this emerging platform and enhance the commu-
nication effect of colleges and universities on TikTok, it is necessary to conduct an in-depth
discussion on the operation strategy of official college accounts, analyze their successes and
shortcomings, and summarize the effective operation mode and experience (Zhao, 2022).

In exploring these issues, two theoretical frameworks are particularly relevant: the Heuris-
tic-Systematic Model and the Uses and Gratifications Theory. The Heuristic-Systematic Model
suggests that individuals process information through two distinct modes: heuristic processing,
which requires less cognitive effort, and systematic processing, which involves more detailed,
rational analysis. This model helps to analyze how different types of content on TikTok—whether
simple, attention-grabbing posts or complex, thought-provoking videos—can influence the com-
munication effectiveness of university accounts (Chaiken, 1980). On the other hand, Uses and
Gratifications Theory focuses on how individuals actively choose media to satisfy their specific
needs. In the context of university TikTok accounts, this theory helps explain why students and
other audiences may choose to engage with certain content based on their needs for entertain-
ment, information, or social interaction (Katz et al., 1973). These theories provide important insights

into understanding the diverse factors that impact the success of university TikTok accounts.

Background of the study

With the rapid development of new media technology, colleges and universities in Shaanxi
Province are also actively exploring new paths of new media communication (A, 2022). In ad-
dition to the traditional official website, WeChat public number and other channels, more and
more colleges and universities have begun to pay attention to the value of TikTok, an emerg-
ing media platform. However, due to the lack of professional operation team, clear positioning
strategy and effective content innovation mechanism, some official TikTok accounts of colleges
and universities are not ideal in terms of communication effect (Wang, 2024). These accounts
often have single content and slow updates, making it difficult to attract students’ continuous
attention. At the same time, how to maintain the uniqueness and authority of the school brand
in the new media environment is also an important challenge faced by colleges and universities
in the process of TikTok communication. Therefore, colleges and universities need to innovate
their communication methods to adapt to the acceptance habits of the younger generation while
maintaining their own brand image. In addition, colleges and universities should also strengthen
the interaction with students, and understand the needs and feedback of students through the
TikTok platform to further enhance the communication effect. Only in this way can colleges and

universities better fulfill their educational and communication roles in the new media era (Qian, 2022).
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Significance of the study

(1) Theoretical significance

This study aims to enrich the academic achievements of academics in this particular research
field by systematically sorting out and deeply summarizing the performance of official TikTok ac-
counts of universities in Shaanxi Province in new media communication activities.

(2) Practical significance

This study delves into key issues such as target audience positioning, content selection and
positioning, and interactive methods of TikTok communication in colleges and universities, pro-

viding clear guidance and suggestions for college and university operators (Ji, 2022).

Research Questions

(1) What is the current situation of the dissemination of the official TikTok accounts of colleges
and universities in Shaanxi Province?

(2) What aspects of communication effects and influencing factors do existing studies mainly
focus on?

(3) What are the future development directions and enhancement strategies for college TikTok

accounts?

Research Objectives

(1) Comprehensively sorting out the current situation of communication research on official
TikTok accounts in colleges and universities in Shaanxi Province.

(2) Studying the influencing factors of the communication effect of TikTok.

(3) Studying enhancement strategies and pointing out future research directions.

Scope of the study

The scope of this study is limited to all universities in Shaanxi Province that have official TikTok
accounts and their related communication activities in practice. Specifically, it includes, but is not
limited to, the study of the following multiple aspects: (1) The basic information of the official TikTok
accounts of universities; (2) Analysis of released content; (3) Evaluation of dissemination effect;

(4) Analysis of operation strategies;(5) Exploration of influencing factors.

Research Methods

This study utilized a mixed method approach (quantitative and qualitative) to ensure compre-
hensiveness and depth. The specific methods are as follows:

(1) Literature review method

By extensively collecting and reading academic literature, journal papers, conference papers,
dissertations, and industry reports at home and abroad on the study of the communication of official
TikTok accounts in colleges and universities, the current status of research in the field, hot issues,
and major findings are sorted out and summarized. The selection criteria for these sources include
the relevance to the communication of university TikTok accounts, the time period (focusing on

literature from the past 5-10 years, while also considering earlier works for foundational context),
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and the geographical scope (including both domestic and international sources). Additionally,
preference is given to high-quality, peer-reviewed journal papers, reputable conference papers, and
credible industry reports, with a target of reviewing 30-50 key sources. This review helps contex-
tualize the research and provides insight into the key challenges and trends in the communication
of university TikTok accounts, which informs the design of the subsequent research methods.

(2) Content analysis method

By counting and analyzing key indicators such as the type of content released by the account,
the distribution of themes, the form of expression (e.g., video, graphic, and live broadcast), and the
time of release, it reveals the characteristics and laws of the official TikTok accounts of universities
in terms of content creation and release. The results of this content analysis highlight the types
of content that lead to higher engagement, as well as the areas where certain accounts struggle,
revealing key patterns in content strategy that influence communication effectiveness.

(3) Case study method

Selecting representative university official TikTok accounts in Shaanxi Province as case study
objects, we analyze in depth their successful experiences and problems in terms of operation
strategies, content innovation, and interaction methods. These case studies illustrate specific
examples of both successful and underperforming accounts, offering a deeper understanding of
the operational strategies that contribute to the dissemination success or failure, which are then
compared with the overall findings from other methods.

(4) Data Analysis Method

Data analysis tools are used to statistically and analytically analyze the collected literature data
in order to reveal the dissemination effects and influencing factors of the official TikTok accounts of
colleges and universities (Sun, 2022). This method synthesizes quantitative insights that correlate
with the qualitative data obtained from content analysis and case studies, providing statistical
evidence of the factors that influence dissemination effectiveness, such as content quality and
interaction strategies. Additionally, data analysis software was employed to conduct video content
and dissemination data analysis, utilizing first-hand data. To enhance reliability and validity, a pilot
test was conducted with 10% of the sample before the formal data collection. This pilot involved
two group tests with the guidance of experts in communication studies to ensure consistent
results across groups. Another tool utilized was focus group interviews, in which relevant new
media operators participated in five group sessions. The interview outline was reviewed by three

communication experts and received IRB certification prior to implementation.

Research Results

(1) Overview of the current status of dissemination

By analyzing the literature and content of the official TikTok accounts of colleges and
universities in Shaanxi Province, the results show that the number of these accounts has
shown a year-on-year growth trend. However, despite the increasing number, the over-
all level of development of these university official TikTok accounts shows a mixed situa-
tion. Some university accounts have successfully attracted the attention of a large number

of users by providing high-quality content and utilizing innovative operational strategies,
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thus gaining a high level of attention and good communication effects. However, there are also
some accounts whose communication effect is not satisfactory due to problems such as single
content and lack of interaction. These accounts often lack attractiveness in content creation and
fail to arouse users’ interest and resonance, thus making it difficult to stand out among the many
TikTok accounts. In addition, these accounts also have some deficiencies in operation, such as the
lack of effective promotion means and user maintenance strategies, leading to their disadvantage
in the fierce market competition (Wang, 2021).

(2) Assessment of Influencing Factors

According to the analysis of the specific data of the selected sample videos, it can be seen
that the communication effect of the official TikTok account of colleges and universities is affect-
ed by a variety of factors. Among them, several factors, such as university level, content quality,
interaction strategy, and activity, have a significant impact on the dissemination effect. Specifi-
cally, high-quality content can attract more users to pay attention to and like the account, thus
increasing the influence of the account; the level of the university itself and the degree of account
activity can also increase the exposure rate and the scope of dissemination, so that more users
will have the opportunity to see the content; effective interactive strategy can enhance user stick-
iness and loyalty, so that users are more willing to continue to pay attention to and participate in
the interaction. In addition, the diversity and innovation of the content is also an important factor
affecting the communication effect, which can attract the attention of different interest groups, thus
expanding the scope of communication. At the same time, the visual design and brand image of
the account will also have an impact on the communication effect, a beautiful and recognizable
account is more likely to be favored by users.

(3) Analysis of Operation Strategies

Through interviews and research, this paper finds that successful official college TikTok ac-
counts tend to have some common features. First, these accounts have a clear positioning, which
is closely integrated with the school’s characteristics and brand image. Second, content creation
focuses on originality and innovation to attract users’ attention and interest. In addition, these ac-
counts have adopted diverse interactive methods to meet the different needs and preferences of
users. For example, they organize online activities and publish interactive topics to enhance users’
sense of participation and interaction. Finally, their operation strategies are flexible and adaptable
to changes in the TikTok platform and changes in user needs, so as to maintain the vitality and
attractiveness of their accounts. These accounts usually conduct regular data analysis and adjust
their content strategy and operation direction based on user feedback and behavioral data. At the
same time, they also cooperate with other universities or brands to expand their influence through
cross-border cooperation and enhance the account’s popularity and user base (Wang, 2020).

(4) Exploration of enhancement strategies

By comprehensively analyzing relevant literature and research results, this study concludes
that the factors affecting the communication effect of university official TikTok accounts mainly
include the accuracy of account positioning, the quality of content, the level of the university and the

activity of the account, the strength of the interactive effect, and the changes in the platform policy.
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Among them, the accuracy of account positioning and content quality are the key factors affecting
the communication effect; the level of universities, the degree of account activity and the strength
of interaction effect have an important impact on the communication effect; and the changes in
platform policies may bring certain challenges and opportunities to the operation of the account.
These factors interact with each other and together determine the communication effect and
influence of the official university TikTok account. For example, an accurate account positioning
can help universities establish a unique brand image on the TikTok platform and attract the at-
tention of target user groups; while high-quality content can enhance the viewing experience of
users and increase the probability of TikTok and spreading the content. At the same time, the
university tier and the degree of account activity can also increase the exposure rate of the con-
tent. Effective interaction strategies can enhance the connection between users and accounts,
and improve user engagement and loyalty. And changes in platform policies require university

official accounts to adjust their operation strategies in time to adapt to new rules and trends.

Conclusion and discussion of future work

(1) Conclusion

The study of the dissemination effect of official TikTok accounts in universities in Shaanxi
Province delves into the current research status, factors influencing the communication effect,
and major findings in the field. The results reveal that the communication effect of university Tik-
Tok accounts is influenced by various factors, including but not limited to the university’s ranking,
content quality, release frequency, interaction levels, and user engagement. This aligns with the
findings of Zhou (2022), who emphasizes the importance of university ranking and content quality
in influencing communication effectiveness. Additionally, successful operation strategies must
closely align with the university’s characteristics and brand image to ensure the accuracy and
attractiveness of information delivery, which is consistent with Wang (2024). Moreover, the oper-
ational team must closely monitor user needs and market changes and adjust strategies flexibly
to adapt to new challenges and opportunities (Huang, 2023). However, the study of Sun (2022)
argue that an overemphasis on frequent updates and interaction may compromise content quality,
negatively impacting communication effectiveness. Therefore, balancing content innovation with
accurate information delivery remains an important area for further exploration.

(2) Discussion of future work

This study offers the following suggestions to address current research gaps and guide
future developments. First, enhance interdisciplinary collaboration to gain a comprehensive un-
derstanding of the communication effects of university TikTok accounts. Second, stay updated
on TikTok’s evolving trends to ensure timely and relevant research. Third, refine communication
effect assessment methods to improve accuracy and optimize strategies. Finally, strengthen case
collection to provide empirical support for theoretical research, aiding the development of a more
systematic framework for TikTok account management in universities. These efforts will advance

research and support effective communication practices in the new media era.
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Recommendations

To improve the communication effectiveness and social influence of official TikTok accounts
at universities in Shaanxi Province, this study recommends that universities first clarify their posi-
tioning and brand image, ensuring content aligns with institutional values to build a positive public
image. Additionally, they should focus on content innovation by leveraging unique university
characteristics to create engaging, educational videos that attract interactions. Strengthening user
engagement by actively responding to comments and messages can foster positive relationships
and enhance user loyalty. Data analysis should be used to optimize content strategies, improving
communication efficiency. Finally, participating in platform activities and collaborating with other

universities and brands can further expand the influence and reach of these accounts.
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Abstract

Modern Thai films “4 Kings” (2021) directed by Puttipong Nakthong, and “The Undertaker”
(2023) directed by Thiti Srinuan, have established new revenue records for the Thai flm industry.
This development has revitalized and drawn more attention to the Thai film industry.

This development has prompted the researcher to investigate the communication of people’s
identity through modern Thai fims. Focusing specifically on “4 Kings” and “The Undertaker”, this
study aims to analyze the mechanisms by which modern Thai flms reflect people’s identity as well

as to examine the narrative structure employed in these cinematic works.
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The findings indicate that the communication of people’s identity through modern Thai films
is characterized by two main types of representation:

1. Communicating identity through people encompasses various elements, including language,
appearance, beliefs, and attitudes.

2. Communicating identity through social and cultural contexts involves a range of factors,
including environmental influences, geographic characteristics, social class, political dynamics,
and subcultural affiliations.

These two types of identity communication contribute to a cohesive narrative structure, allowing
audiences to recognize their own “self” reflected in modern Thai flms. Consequently, the people’s
identity depicted in the films is conveyed and permeates into new societies, leading to imitation
and the reproduction of various forms of identity.

Keywords: People ‘s Identity, Storytelling, Modern Thai Films
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Abstract

The study on Technology Service Management in Service and Satisfaction in Borrowing and
Returning Educational Equipment for Development of the Learning Support Department of Commu-
nication Arts, Chiang Mai Rajabhat University, aimed to 1) examine the state of tools, equipment,
and technological service management; 2) investigate the relationship between technological
service management and user satisfaction in borrowing and returning educational equipment;
and 3) explore approaches to optimize service management for borrowing and returning edu-
cational equipment. This study employed a mixed-methods research design, combining survey
research and qualitative methods. Using multi-stage sampling, a questionnaire was administered
to 300 students from the Department of Communication Arts at Chiang Mai Rajabhat University.

Additionally, qualitative data were collected through equipment records documenting the
type, lifespan, and causes of damage to the equipment and semi-structured interviews. The
interviews gathered comprehensive and diverse insights for service improvement with a sample
group of 10 participants, including faculty members and students. The findings revealed that the
primary equipment provided included cameras and accessories, most of which had been used
for an extended period. Some equipment was damaged and no longer fully functional. While video
cameras and accessories remained in good condition, some were outdated. Studio equipment
and other tools were generally in good working order, despite wear and tear from prolonged and
frequent use, with an average lifespan of 10-16 years. The study also found that efficient service
management significantly influenced user satisfaction. Factors such as supervision, risk manage-
ment, and appropriate service practices were statistically significant predictors of satisfaction,
with a significance level of 0.01. Recommendations for service improvement included increasing
the number of available equipment to meet demand during peak usage periods, acquiring new
equipment to replace outdated items, and upgrading the equipment management system to be
more modern. Suggested improvements included real-time equipment information through an
online borrowing and returning system and faster, more convenient reservation processes. In
conclusion, the study highlights the necessity of enhancing technological service management
to align with advancements in technology and effectively meet the learning needs of students,
particularly by increasing equipment availability and updating its quality to keep it up-to-date.

Keywords: Service Management, Lending and Return Services, Educational Equipment
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Abstract

The objective of this research is to research and develop audio media innovations that are
appropriate and effective for the visually impaired. Study and understand communication health
problems of visually impaired people. It is a qualitative research using the ADDIE model as a

conceptual framework for innovation development.
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The findings reveal that visually impaired individuals, especially the elderly, often struggle
to access information and communication, impacting their quality of life in various aspects. The
developed audio innovation, designed to connect with smartphones and convert text into speech,
focuses on accessibility and usability training for the elderly and those with vision problems.
Prototype testing with sample groups shows that the smart glasses developed help users access
information and documents efficiently. However, there are still some limitations, such as the ease
of using the interface and the need for customizable voice settings to meet specific user needs.
Further improvements and the addition of new features are expected to enhance communication
competence and well-being for visually impaired individuals. In summary, this research provides
insights into the communication health challenges faced by the visually impaired and suggests
effective applications of audio innovations that can sustainably improve the quality of life for the
target groups.

Keywords: Vision Impairment, Communication Health, Audio Innovation, Innovation Application
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ABSTRACT

This research aimed to 1) examine consumer behavior in using the AIS Play application for
watching live concert streams, 2) investigate satisfaction with marketing communication factors
and enjoyment perceptions related to perceived ease of use, 3) study satisfaction with mar-
keting communication factors and perceived ease of use related to perceived usefulness, and
4) explore satisfaction with marketing communication factors, enjoyment perceptions, ease of
use, perceived usefulness, and attitudes towards the intended use of the AIS Play application
for live concert streaming. The researcher used a survey research method with a self-admin-
istered questionnaire to collect data from a sample of 384 users of the AIS Play application.

Findings : The research findings reveal the following: 1 )Perceived ease of use is influenced by
satisfaction with marketing communication factors. The relationships with various marketing commu-
nication tools are as follows: advertising tools have a positive relationship at 0.103, public relations
tools have a positive relationship at 0.210, personal selling tools have a positive relationship at 0.131,
and perceived enjoyment has a positive relationship at 0.507, all of which are statistically significant
atthe 0.05 level. 2 )Perceived benefits are influenced by satisfaction with marketing communication
factors. The relationships with various marketing communication tools are as follows: public relations
tools have a positive relationship at 0.117, special event activities have a positive relationship at
0.138, and perceived ease of use has a positive relationship at 0.697, all of which are statistically
significant at the 0.05 level. 3) Usage behavior of the AIS Play application for watching live-streamed
concerts is influenced by satisfaction with marketing communication factors. The relationships with
various factors are as follows: marketing communication advertising tools have a positive relation-
ship at 0.082, perceived enjoyment has a positive relationship at 0.136, perceived ease of use
has a positive relationship at 0.127, perceived benefits have a positive relationship at 0.208, and
attitude has a positive relationship at 0.394, all of which are statistically significant at the 0.05 level.

Keywords: Marketing Communication, Technology Acceptance Model

uni
ma‘ﬁfmmmﬁmm%’@w’mmﬁmwmmmm‘lﬁmﬂ‘lgﬁﬂﬁa‘ﬁf&?ﬂﬂmﬂmmﬁmﬁuﬁ’a‘mdw
Falilsannuiafn mqwgmum 2 WA mqa:rgw”lﬂmwmuwmummmm@wmmwmmwuﬁ
ﬁ‘“’W}’NWJLLﬂi‘Lﬂuﬂ’]‘iWﬁNuﬁﬂ\‘iﬁﬂQﬁﬁJﬁ‘V]“TjQEI‘ﬂﬁ‘LI’WEIWE]ﬁlﬂ‘J“J?JJﬂ”]‘j‘i_li‘IJ’]ﬂ%ﬂlﬂuﬂﬂ’]i@’a@’]iﬂ’]ima’lﬂ
LL@uuﬂﬂﬁ‘J[ﬂ@Wﬁ'&’]34’1?ﬂuﬂ‘ﬂl‘ﬁﬂ?viﬂﬂu%\ﬂuﬂWuﬂ"lﬁ‘frﬂﬁi_l"l‘ﬁlﬂﬂﬂgﬂ"l?mm’]N‘M@ﬂ')‘ﬂ’]ﬂ’]ﬁ‘ NFRNI
ﬁﬁiﬂl‘ﬂuﬂ’]iﬁwu’]ﬂﬁ?ﬂ?tﬁﬂﬁﬂ%ﬂ’]%ﬁ’]ﬁ%ﬂﬂﬁﬁ’]L‘auLLNu\iWuﬂﬁﬁ‘g@'&’]iﬂ’]?ﬁl@’m NFRLNaITY
AnstuLusassnsaeniumalulagunlflunnsesunantslduelndinduitani sl auAn ity
walulaguinnssaludenn iy nslduedndamdunisldinsdnsiannsmnlnlu usu
wuyanaesniseaniumalilag (Technology Acceptance Model) UL LUAN e TN
TunfeAneniaduniauen waziladanisasmneniinasenisteniuLasldinalulad i
dranlfludennde fadayneaasindulaidenldinaluladlvdfudediuiaseid iy Ae
fautlsnnenen T8un Avuide tazaunnsal ANAMElanedann visadvawaresiadtiu |



4

M3a1siimAranslsiAL 19 29 atfuf 2 (wqunias - &anaAn 2568)

ﬁdwaﬁi@mﬁuimmLwi@xqﬂm %qﬁqLLﬂimﬂu@mzzﬁ'qm@ﬁi@ﬂﬂﬁuiﬂﬁﬂmﬂ(Perceived Usefulness)
n35u3neAadng (Perceived Ease of Use) mﬂﬁumﬁuiﬂ?zimﬁmen’]ﬁ“u;?’mmdﬁmzmN@m"ﬂ
Feauamnasannslemumelulatiu (Atitude Toward Using) Davis, (1989) % ilafuetwaindilus
T AnnTladasiunewdinadnuelowa madiintu L 3EmasinisdaRansudeaisnisnann (ney
il Sauans, 2544) Tneildiedaaiiasing q Wu meldirdesilelamnn wWiaseanadszaduiug
wiseailanisdnfanssuAruaziriesdensmelnayana delideyaieaiunsldom Uslom
FaFuannslaiasiunewdsn naie Taidesdumsluium uiedmsldmudeansnsniumsld
i muﬁ\iaf‘“uﬁ\iﬂiziﬁmﬁmmmi’lﬁl@ﬂwﬁLﬂ"ﬁ”ulﬁ@m@‘umummmﬁmmimﬁuwmm%m
pamuias wianiuinsldnslszanfuiug uaznealneypaaikusiAinslduednainduas
e WgstnaGauiisnsldunelnanduasiuianuditaaasnislduelnairduingn Lﬁ'@sg
Uslnesugpuinaudnaainirusanasentsldnuuelnandusanaadug
tﬁﬁmiﬁﬁﬂmummaﬁmmquﬁﬁqLﬁmmmzﬁu%ﬁﬂmﬂqﬁﬂmﬂu@ﬂﬁzﬁﬁmﬁﬁm@ﬁi@mi
saasumalulailnemaidunfilfidededuiuAnmandsngmsafitérdty Ae nslduednaindu
wlaiaa mad e T laia T A0SR FavanlngLEEm wanaud BulnF mefia sin (NUT1)

a o o= ! ¥ 9/?:// o o A @ <3 o
watwaLAdu Lﬂi@L‘ﬂ@ LW@F;ID@’J’WQT]@@T]LLUUSLmT\‘i’]uVLﬂV]\TLIuIVli‘ﬁW'VlﬁJ‘ﬂﬂ@ unuaaLazaalngimul

d 0wy mo a . v - o v o d
waliguslnainnsaenlunisiuandennuiuidlugluuuassuiia n1sldudnnisdeansnisnann
AN Ay lunsEsNaienieiug nsanan uaznszumuanlaresdising inanansliiviu
1 73 % dl [~ o £ VY a Yo Y a = a o a d’g 1
dansldiladeunisdesnsnisnanadudansssulifisinalaiuiinfinislalassupaudfnnaaueng
wasilansdeansnisaaianietesnianamaiinaaselaed mad Wedislnafaanaulalude
fanang aslinzENlFuwelnaAdy wlawamadiiesuTnAewAsnnnlL dana lEnaRFALARN
a 1% a o o A a o = H ~ o a o .
pstlannsldaunelnanduinllgwninssunisldaumntisaausslanaslduadnandusiolyly
aUARMINEINT AN aFTNARRSREN AT

gRdumaudsinnaresnisddn luafiilaviulslomisanisimunasdaanudinunisdeansnig
AaNA Tasdnunsnvnnanissenleldldasunailiadanisdaasnsnisnaingadsunislduallnaiadi
T wazedunaiadenisaansumealulatilunisldualnawduludluaunamn
s 4 a o
ngUszaaAmsian
I =

i
Ao

mm@ma‘mummnﬂi:mﬁ 1) LW'@ﬁﬂ‘m‘wqEﬂﬁumﬂ%\ﬂmu@ﬂwaLmsﬁu wloted wadlunig
Suanlafassunowdinuesiising 2) \aAnanENaTeIAN N anelaTiiseladansdeasnns
pa1ALaznITLiAMINAAELATRansTLEAIe 3) eAnmavEnatesaaufanalafidse
ﬂ@ﬁﬂm@%@ma‘mmmmLmzmﬁ‘ufg’mm”]m‘?{ﬁﬁiﬂmﬁuiﬂa‘ﬂmﬁM ieAnEBvENATaIAY RS
walafifdatladunsdngnsnisnann N19FuANINEAWAY NM9FUEANNINY NMsFuiUsslumiliay
FALARTE 'fa'wqmniwm%ﬂmmu@ﬂwmmu wlowea madivauladasiuneudin

©,



=~

01989 TN AANERIUTAY T 29 aTuf 2 (WoENAY - BavnAN 2568)

MINUNIUITTUNTTHURSNTDULUIAAIIUIRE

EAA81LUIAR wq‘]:rﬁ LazHAATETI AT TEuA (1) LUIAANNIADANINIAANA LAY
(2) BuIAAKULANaRINIsaNSLmATLlAE LUIRANNTARENINIRANR TELauefuLlsTiianEna
siansfmAulaslnadudviteringe dwitlunideesiieleen watlinuAnagnsnIg
mim'mmgitmmiﬂ’ﬁr’L%m?r'fa\iﬁ@ﬂwﬁ@mammmm v nslawon nsuseadniug n1sdpnanssy
WAe n19nelneyAna (Neyauimd Sauaus, 2544) Lﬁﬂdqﬁﬂgaiﬂﬁqgﬂﬁﬁﬂ@mLﬂwmﬂ (Schultz 8191w
Am3mitledan, 2557) uazdusiuntsldisnisieleiea mad e iumdladasiuneu@manuitimane
ANTRRENINIAANATANLALS (BRNmI Bauiisuns, 2548) TmﬁLwi@m‘%"mﬁ@ﬁuwuwa?’]ﬁﬁyium
ansefunasndulaldiiinig Ezell, Walker, & Stanton (2007) I4szyfaeiasiianisdearsnianain da
16 1) nslaisnin (Advertising) Tunnslddasng y Iuﬂﬂi‘%@@’]ﬁ“’ﬁ”ﬂﬁﬂﬂLﬁﬂﬁxﬂ@@ﬁ%ﬂ@‘lﬂ@‘ﬁﬂéﬂﬁﬂﬂ
2) n131alagldniinauang (Personal Selling) Lﬂumiﬁ'ﬂmmuuﬁfmiﬂﬁfﬁuéu?Iﬂm Lﬁ@m‘zrﬁ”gu
IiRansTeuazaianudnlalu@ug 3) nsdaiiunsne (Sales Promotion) ifluAanssufTae
mmummwiua‘vﬂmu VT N13AATIATUAZNITUANTBIANUIAM 4) ﬂﬁ?ﬂimmuwuﬁ (Public Re-
lations) Jun1sdAn1sn AN B0l88IANSHNUNANTINFNG 7] LW@M’Nmmmuwuﬁmmm'ﬂmmimw

Lmimu@nwm@mimimmmmLﬂumLLﬂiwmmwwmmi‘LfﬁLmﬂwamu wloted adl e
aullaasrnAeATn aanadedfuuLLs1aean1seNsLmATLla &l Davis (1989) LAz Hong, S.H.
WAz Yu, J.H. (2018) | WRNLLLsaeenan e 3 anstenuLaznsidemelulat dszney
&g 1) fautlsnneuen wanef Anue Usvauninl ANINSAIAN WiERFINIZAUNITUAN ARG
i nsRUfANRLE neinawulideya nislditinisanizyaes avsiiuiiues waznismeulsly
i 2) ns3udilsclamid (Perceived Usefulness) N mmL%mm;ﬁf*ﬁfﬁﬁLm‘l?u‘i@ﬁ%f*ﬁf;fﬂﬁmi
yanuiiUssAvsnmanntu 3) nsfufaanudnelunnsldan (Perceived Ease of Use) nunemis 14
fAndnaluladldoudine B8 andmsldoudulletnsiiu fasidilenaseniumalulad
£ 4) VAuARTIE sianns1491 (Attitude toward Using) #unef mﬁufg’ﬁum;ﬁ%ﬁﬁmﬁi@ma‘ﬁmﬁﬂ@
dwmalulad 5) Wqﬁﬂi‘imﬂ’]i‘g\‘ll@ﬁ@ﬂ%\i’m (Behavioral Intention to Use) #3181l T ALY
gldlunisimalulaglldluauae 6) nsldeuase (Actual Use) manaiia nastmalulagldl
”L%mu@?\immﬁﬁﬂ%émﬂf’i AT AUBU LA ARIANNANTLE IS Feunun i 1

Perceived
Usefulness
(Msfufuselem) l
External Variable = T Attitude Toward Intention to Actual
(Fuusaeuen) Using | Use —> Systems
\ Perceived Ease of / (vimunRsteanisldam) (wginssy (Msldnuasa)
Use Felald)
(n35uiaudie)

MNA 1 LUUANa89N78aNTUmATUIAT (TAM) ANHLLUIAAT8Y Davis (1989)

npnAse R A aramesaTh fausnena ALaEN1IRRANINNINAN AN LA AN
FuiusiumudslunuusasinisensumalulainsdnefudsniauenamBuman o i
fladensdeansnemanaiinednidueiediedfylunisaiuanuiuazanudnlaluiauiuas
UTN1TUATNIIALTUNTR NN ANAEAARBNALINALNENNNITAAIATEIBIANT (Kotler, 2003)



'
a

M3a1siimAranslsiAL 19 29 atfuf 2 (wqunias - &anaAn 2568)

nannadnAunsldiesasiianisdaansnisnainusazlssinndeansiufuslnadiuung ialiiin
nsfuFanndngiszasdnisdeansnisnana (Schultz 819091 a3l tledan, 2557; SAWMI BawN
H5un$2548) TaetindaNn1suaziindds lAANE1AILUINITAAIALATAIIRRAIINITARIANI LA
ANANAUSAUF s lunu LA aesntsueNSLmaTulad WieRmunLULAnaesnsaenfumalulat
Iridgunalun1sasuelutFumeig ] 4anTu U Hong, S.H. uaT Yu, J.H. (2018) tdna1ansilade
pRp . o v - o v . 9 Py oA A
neuan Niuasan1sn1sfuilselemnd nsfuFacndielunisld laun arunneesaauidale
a9 AUNAATULAZLFEN N LHUZNNT (Park, 2012) FawilsNiAendasiuiiadaniauanninasnanig g
medwiiadaun dsznausag assntselomizasduii AnNINaadilan AN 91A7 Lazng
aenLUY (Kim, 2012) fiautlsifeadesiunisseduiiuuelnanduansdidlng sznausos n1sil

Ui duning winewlidays nsliinisanizyaea ansiduiues waznislineuluwiui (Shin, 2016)
AdelARIUNANINUNIUSTUNITN AUUANTBLKUIAANITINE LAZANNRFIUNNTIARA

ANNAFIUN 1 pruienelanidisaiiadenisaeaisnimnainuaznisiuianumanmanianing

FAN195UIAIINSE

a

- -
s pafiolawun

=l Vs
waseflonnsuszunduius |

\ ﬂqsfui'ﬂ’ﬂu‘hﬂ

=) &= -
wnsflanisdnfianssuiiiae {— »
=
wwinsllensvielnaynna L//
mMsFuinmmwannEu

NINA 2 m@‘uLLuqﬁmmuﬁéTHMﬁummuﬁg’]uﬁ 1

(Perceived Ease of Use)

ANNAFIUN 2 Arudanelanilsetladenisdeatsnisnainuaznisiuiaiadie Haninase
nsfudtlsylemd

o -
‘ wTaaiialevan \

\sallemaUssundiniug e
¥ Perceived Usefulness
P _ . (Msiuiusglond)
sasdlantsdafanssufiiey

— /
‘ lﬂiﬂ\i“ﬂﬂ'ﬁ'{ﬂﬂiﬂﬂ\.‘lﬂﬂﬂ |

| msduinNee

AINA 3 m?fauu,ufgﬁmm%ﬁﬂmmuuﬁgmﬁ 2

'
aal

ANNAFIUN 3 Aruienelaniisetadenisdeaisn1snann nsFuFAINAREY N1sFL

a

' o v - o A » Na a ' a > % a o
AITHNNE ﬂ']iﬁ‘ugﬂﬁ‘ziﬂ“ﬁuu@zmﬂuﬂmmllW@ﬂqﬁ\lﬂj\‘ﬂuﬂﬂcﬂﬁ‘wam@wqmﬂi?NszLQIquuLL@ﬂW@Lﬂ‘ﬁu

=

wleed watiunnladassnAeudsm

@



'
a

3asimArNanslsvial 19 29 atfuf 2 (wquniAs - &anAn 2568)

o -
insedlolawmn

- - & ar &
AT BllaNSUSETIEUWUS

Intention te Use
- = - »
‘ A3 esiienisinnansIufiLe (woAnssudalaldnulduey
4 namdusloaawad vulad
Lﬂﬁﬂauﬂn’ﬁ‘ﬂ’l%ﬂﬂﬂ‘uaﬂa
\ ArsTFemAsLwaL

& v '
ANTIUIAINUAY

nssSuiuszlawd ‘

Neiuas |

NINT 4 NRLUUIAAIUITEMINANNRFIUN 3

\ATaedauazddmiiumside

fRdaldn1994u1Ted9a (Survey Research) Tnalduuuaauninuuugpeuiiugnevies (Self-Ad-
ministered Questionnaire) ﬂizmm'ﬁ'sﬁlﬁmquiau%’mj@ﬁfa fldualnaadu wlaea wadlunsiu
guladasmupeudin iesnnlinsusnuulszansiidaiau fiseasimuamnasednlas 1433
NN2ATUITUAINGAIURY Cochran(1977) Tpermuns LA desiu Tifesas 95 sanliiinAuAaIA
wiaeuldtanaz £0.05 fmuaslénguiesnelundansiiaua 384 au

mwmmmmmwmuﬂ%qﬁ@ FRdeiuLUaeun N RN INAMAIRIIREa L AN NABY
(Validity) mn&uﬁﬁLLum@umuiﬂwmmLﬁum‘umwﬁmﬂ@mnmﬁuﬁq@f;iwﬁ’]mu 40 gm Wi
WAdeLIANNE e (Reliability) TneldadAnsimsnsiiduiss@niansnseuuna (Chronbach's
Alpha Coefficiency) NaNTILAIIZH WLIN flenAnudesiunnnngn 0.70 NndauRsannsauun g
Wusugandayald (Fdy nyawnnd, 2544) Fiiumussdayalaadideiusumudeyaainngs
Fatndlumanganmamuan unmauazdaluiuis s fidasuuuusennaeeyladuda
Hususandeyatinudemiaiainadeauaedlal ldud woin uaz ladidedisefumumnadeys
ATLERULALNNNARRENFeLFasLAY A9 lEanFTEansTauun (Descriptive Statistics) Lwn AN
Satiaz ALaAY LL@:dauLﬁmmummgm LﬁﬂmgﬂLL@:faﬁﬂsmm%H@meﬁﬁﬁqwmu (Inferential
Statistics) Imﬂmwwm‘ﬁLm’w:ﬁma‘amn@ﬂwu@m (Multiple Regression) Lﬁ'@mmmuuﬁﬂmm:
ANANAUTITNINFILL S

NAM4Iatl

1. dayadnuuzniglseaing nqusaetinsaadoulunidunandgs Govar 60.7) Honglu
a9 26- 30 T (Fagay 41.7)szdun sAnsuvianandeGesas 60.9) elfledsdaireutianndd
20,000 UM (Faeiay 30.7) LavenAuagniAnans (Faaas 45.1)

2. npAnssugulnanisliuendindu iwleea madivanladassunewdin nqustetalnadan
sluaaiﬁm”’qummLL@‘JJWEmﬁuﬁmaui@wﬂdwé‘hmﬂ@ﬁmm?mﬂuﬁi'm (Jariay 73.2) iileRmmuAaTufirey
Tugmmuiaﬂmm‘?\uﬁ'q (Faeias 40.2) Feunsdnandindu ilaleg inasedifluniadenuiid vy
auladassunewdsn (Feuar 80.7) Annsfuanladassuaouidfnuiudoatlude 46-12 1hau
(Gagaz 34.6)‘11@91Lfeﬁ'ﬂizﬂ:wmﬁ‘lﬂumsé“usﬁuiﬂﬂmm?m ﬂfauﬁi’ﬁvafﬁ{ﬂi:mm 1-2 9l (Fanaz 35.4)
ﬁ*mmqﬂﬁﬂgmﬁﬂ Gasiay 26.5) FasapeiipnudaanislitinslafasuaeAsnELLa NG ATy
wheea watraldlueuan Gauay 96.4)



4

M3a1siimAranslsiAL 19 29 atfuf 2 (wqunias - &anaAn 2568)

3. mqum%mmﬂmﬂmm@msmmmm ﬂ@umﬂm\mmLmﬂmqum%ﬁ@wm@
Aeansnsnannluszdusan (mmz@ﬂ =375, mummmummﬁm 0.86) TaedAeAsANfS
Wfﬂ@ﬁ@wmmamamimmmlw,l,m Foueid (1) mquwa‘l@wumamemimwmwglmmumn
(mm@m 3.75, mummmummﬁm 0.97) (2) mmﬁqwa%‘ﬁ'ﬁmLﬂ?lmﬁﬂmiﬂ?xmﬁuﬁuﬁ@g
Tuszaunnn (mLfa@ﬂ =3.81, mummmummmu 0.99) (3) AafanalafifreLriasiianisdn
ﬂ@ﬂiiuwmmﬂ‘lui”muum (mmzw 3.77, mummmummmu—1 05) (4 )mmﬁqwa‘lfﬁiﬁﬁia
memmﬂwimﬂuﬂﬂ@ﬂﬂ’luimumﬂ (mm@ﬂ =3.71, mummmummﬁm 3.13)

4.ﬁ@wm?ﬂ®muLwﬁ‘iu‘iaﬂmﬂmLL@'}JW@LmuL@i@L@mwammui@ﬁamu ARULASH
ﬂ@:uﬁfmﬂwﬁmLfaﬁ'ﬂmwﬁmLﬁuﬂﬁﬂmaﬂfaﬁuwmiu‘llﬂmmxﬁumn (P]IWL@?QI?_I =3.79, dondesiy
NMIFIU = 0.98 ).Tmﬁrﬁhlfﬂﬁ'mzﬁummﬁmLﬁuﬁi@ﬁ@"i}“ﬂmmﬂﬁuwm‘lﬁuiamumi@w’w’mﬁqﬁ (1)
tladenisfuianndtelaasuetlusssiunin (m'waa‘ﬁ =3.84, mmﬁmmummﬁm =0.97) (2)
ﬂ%mﬂﬂiimﬂiv‘imu“lmmquaﬁiuiymumﬂ (mmm = 3 84, mummmummﬁm = 0.99 )(3)
fladenisfuianuinannaulaamuegluszaunin (mmaﬂ = 3.78, mummmummmu 0.99
) (4) ﬁﬂ-mﬂmmnwﬂuﬂmimmqmgﬂmv (V’Y]L@ﬂﬂ =381, mummmummgm =0.97) (5)
fade Lﬁ'mﬁuwqﬁm@u%ﬂ@lﬁmmqu@gﬂui:ﬁumn (AiaRe = 3.79, dauifienitunnAsgIu = 0.99)

HAMINARBLANNAFIU

mmﬁgmﬁ' 1 mmﬁ\iwal@‘ﬁ'ﬁﬁi@ﬁ@@”ﬂmiz’%@mammmmLL@:mﬁu:i’mmLwammauﬁ%w%wa
AANNIFLIANLNNE NANINARBLIANNAFIU WL puitanelafifideiladenisdearsnisnanadi
witasflalamon SrouduiugiFmaniiszdu 0.103 wiesilenisdszanduiug Sanudaiudide
uanfiszsu 0.210 Lﬂ%qﬁ@mm’mimqmm A uduiusifeuaniiossiy 0,131 waTNI9FLEAINN
WaRINAY Sanuduiusiduaniiszsi 0.507 HangnasianisiuiannuinuetinaliadAnyneana
fls2iU 0.05 wazamnInesLEANiuLLT AT enas 76.7 T,mﬂL%uiugﬂt,l,uuaumﬂﬁﬁqﬁ n9Fug
AYNH4E = (0.099) wispailalaon + (0.199) wiseaiiansLlssmduiug + (0.119) wispaiian1sne
TneyAna + (0.482) N3FLFANNHNAALNGY + (0.457)

a4 a I
LATBIUB LA WU 0.103

0.210
\ mafuimmde

(Perceived Ease of Use)

o A PYRNE YN
wATBallansUsEUdUWNUS

C o a a
rseadlonsdnnonssufiey

»
»
I 0.131
Lﬂ‘iﬂ\‘lllﬂﬂ']‘i'lﬂﬂi(ﬂﬂi!ﬂﬁﬁ

0.507

ATSUiATIWaAWAY

NN 5 ANTEAUAMNENAUTTZUINaRLT



'
a

3asimArNanslsvial 19 29 atfuf 2 (wquniAs - &anAn 2568)

a

ANNAFIUTN 2 mmﬁm@’l@‘ﬁumﬂﬂ@ﬁﬂﬂﬁ?ﬁ@mwsﬂﬁ@maﬂmLmzmﬁuimfmud’m Haninasie
nsfuflssland nanimmaeuanNFEgiu wud prwianelafifidaiiadunisdesiniemanndin
wiasilensszanduiusiauduiugawaniissiu 0117 wissilanissafanssuiiuian
Fuiufdeuniiszdiu 0.138 LL@zmﬁ‘u:fm’mm&jmmﬁuﬁuﬁ‘?ﬂqumﬁi:ﬁu 0.697 Hananasia
ﬂﬁi%ﬂiﬂi‘:ﬁiﬂ"ﬁﬁ@ﬂﬁﬂﬁﬁﬂﬁﬁﬁmmﬁﬂ@aﬁﬁitﬁu 0.05 waraNnnesuNsANEuLLsliTasas 81.7

Tnaannsadeulugduuuannsléfel nsduiusylamd = (0.110) wisnsianislszaduiug +
(0.126) 1ATasHianIsannanssufiLd + (0.692) N135uEAINE + 0.296

- A
\wiasdlolawon \
0.117

\spailansuss s e
© Perceived Usefulness
0138
0 (mssuduselomd)

o oA =
[ LATALANNTIRANT TUNLAT /
o
\ lﬂii}\ll.li]ﬂ']‘i'ﬂﬁfﬂﬂﬂuﬂﬂﬁ ‘

0.697

o v :
AITUZAIE

AINA 6 ANTEAUANNANNUTTZUINaRALT

ANNAFIUN 3 Arudenelaniisetadunisdeaisnismann nsFuiAINARNEY N1sFLE

ada

AN mﬁu:i’ﬂiz‘lwﬁlmzﬁmmfmnuﬁifamﬂ%muﬁﬁm%waﬁiﬂwqﬁmiu%’ﬂ@sﬁmmmﬂwﬁLméﬁu
wlawamadivTulalanmuaeu@in nan1smagenanumgl wodd panalaiiiiatiagenig
deansnsmanadursesiielasnndpouduiugiGauaniiszdu 0.082 NM93UEANINAALINAL
flanuduiugideaniiszi 0.136 mﬁuimmdwﬁmmﬁuﬁuﬂ%qmﬂ‘ﬁ'izﬁu 0.127 N33
UslemiRpnnuduiusiGauaniiazsi 0.208 wazAuARRANANTLEEILIN Tz 0.304 Hanana
siewnnssunslduneindinduieleeamadaylalasuprewdnesnedtud fyneadinses
0.05 wazawnsnasLNeANEuLLslHEeuay 79.4 Tmﬂmmmﬁﬂﬂugﬂmeumi15@"\1‘51 (0.086)
wansialamnn + (0.014) N1FFUFANWRALNGY + (0.139) N3FLFAINGNE + (0.228) N3fudtlsy

Te93d + (0.411) HidWAR — 0.04

\neailolaman 0.082

4 a o w o«
wAsaNdan sUsSUdNWUS

Intention to Use

o - o _a a >
LATDIDMTINNINTIUNLAY (/’/b (wpRnssudislaldeulduoundin
. . -
i a Fureloroamad sulaansu
iAsesllanisuielauunna 0.136

| msfufaundandu 0.127
| msfuiArmde

- 0.208
| mMssuiuszlomi ‘

WeuaR | 0.394

NINA 7 ANTTAUANNANNUTTZMIN9FLL 9



4

M3a1siimAranslsiAL 19 29 atfuf 2 (wqunias - &anaAn 2568)

anUsanamsiag

2 o o 3 a =2 =3 dl o o o/ d” a o :’/ dgl 1 o

FRdunuuadsziiunisaidsananisdneandssiiungdn Aty Asil nansdemafatinudn saudls
fladaniauen A Fusponisnelaniseiiadunisdeasnisaaiaianinasanisiuiaaudie
wazneiuitslaml Asnanimaseuannsgiui 1 Ae faudsifadantauen ldun Asuiteneland
patladenisdadinianann wazn1siuianumannaulaninasanisiuiacnudie Inaeniznng
Uszanduiug waznisunalneayaradlA N ANTUEITIUANTITEAL 0.210 LAY 0.131 AMNAIAL WanS1H
Wiwdn Wengusitatnaiianisnalasatladunisdeaisnisaaianinau azvinliidnisiuiannudne
Tunsldanuaesgusinanguitlmunagaauaanadasiun Blyht (2000) Na1991 N19RDANINIIAATA
Wunnsldisnisdesnsvanagiuuy wiu nrslason nsmevauedlnansawaznslssmduiusinas
panwdnseiy waliduslnafanisBouiuazldisnsuazasnadesiunansidaaes Kim, S.S.

dl 1 o ldl ldl ¥ o =< = 1 124 a o A A A
(2012) Ainudn Tadenineadesiuamuienelainasorsuinisldnuuelnapduiienana Au
wenalaluilaridunisinaunazilszaunisainisldaunaznisivfanudranfeunuildonudinig
Sugponuinannauianinasenisiuiannuitalaalauduiusidaanfisydiu 0.507 aanAderiu
WUIARANRLUANEDINseeN T ATWIAE99 Davis, Bagozzi & Warshaw (1992) Ainanqdn nnsiuf
a a | d‘ a 3| o o ] a o v = di

pumdnmauiuusglanifiaannaluleedudadulldnistlaiunisldaumalulatiieseay
AUDIAYTNATVDIEIL LAIIUIALLDI Agrebi and Jallais (2015) 8n9D9lu T3l dednlsq (2561) 161
AneDenaresnsiuiannumanmanlunisldinsdniienag11iunis Shopping lnudulmsinuan
vulnsdniidiefiouazanusaslanazldmaluladidaanisidenudn nsfufanumannauiunum
anAnylunisesuneannusslanazldonudulafuiuuinsdnilene luaunam

wienfulinanImageLaNNRgIun 2 Sawudn sawdsiladaniauen Ae Aruienelandseiiady

ns@eansnean 1iun nisdseanduius waznisdnnanssuiiay Hansnasanisiufilselomd

Tnef Ao udaTus@enanfisssiu 0.117 waz 0.138 NEIFL waznisiuianndieianinasianisiy
iﬂizimﬁﬁizﬁu 0.296 NANIAD Lﬁ@ﬂfojuéﬁ‘inmLﬂwmﬂﬁmmﬁqwﬂ@ﬁﬁﬂmi?ﬁ;@mamimmoﬂu
FunsLsrandniug waznsdnnanssuAmaNwinle ﬂ:'@lqﬁﬂwi”uiﬂi:‘l:mﬂmﬂ%u aAARRINL
BUITIOU LANGITIOU (2547) fingnadn medtegnanisnanailunanaunaeTasienamenann i
numﬂwm‘imLﬁwmammmﬁmm*‘n@mmmmmLL@VLﬂ@ﬂuLLﬂqummmmmmaﬂivmmm
N198ea"LAZABAARDITUNAIIUIAEES 897E LABLAY (2555) INana91 Bnswazessautlsniauen
azdanasienAuamLazauanlalunisldmalulatdunisiufanudedsanionsiuilsetomnily
mﬂ%\muﬁ&'aﬁﬁmgﬁmiﬁmz?u%ﬁ'mmummzﬁﬁL%@Iunﬁiﬁ@u'i‘“umiu‘iaﬁ
puiianelafiflsatladanisdeansnismans NM9FUTANINAALNGY N195LFRANNdIY N19Fy

'
ada

;a‘ﬂa‘:‘llmﬂl,t,mwﬂuﬂmwummﬂmmmmﬁwaqumma‘mﬂ@%mmmﬂwmﬂfﬁu wwlaiea et
sumllafasmunedsm nansideluassiinudn anuianelantidetiasanisdeansnisnanniies 1
Fin AB mmﬁqwa%ﬁ'ﬁm'faLﬂ?@qﬁ@‘imwmmamﬁwaﬁiﬂwqmr]iwﬁ\i‘lﬂslfﬁmw,l,aﬂwzlLmﬁu wloled wa
ol afaraunewdsn IneflnnuduiugiBaaniisyf 0.082 uasnudnfutsnisaesiumealylad
Teun nsfuiaaum@ninan nsiuFanadng mﬁ”u;?’ﬂiximﬁLLmﬁﬂumﬁﬁEm'ﬁwamwf;T\‘fl@”L%\mu
watlnaadu Taedanuduiugidaoniszdu 0.136, 0.127 , 0.208 LA 0.394 ANAIAL



=~

01989 TN AANERIUTAY T 29 aTuf 2 (WoENAY - BavnAN 2568)

]
a

annssededanmaseAuaNdNTusITIUanaInnauidn luafsiifoulsiruaRnNsanns
T wazdanilsnsfuilsslamiiszAuaruduiusgandndoulsnisiuianudte nsfuiaana
INARLNAY WazFautlsaanienalandsailadenis@eansnisnaiasiunislamnn Asluninanasd
294 Davis (1989) Niasunedn faudsviruamsanisldnuiianinasasanlawgmnssunissialald
Tramsadsannsninlilgnisuasiumatulatiluign dowsauilsnisiudsclaminansnasialng
fannuiAuaRnAensldu wazianinasendnusslaldnulnense deusauilanisiufaaia
18 waznsfuFannunanmauiananaiwiruaRnNseni1s 1w ananmnfanalelian
1Hanfin199AseinIs0Ane LN AMNINARLANNATIUNTIAE AgliaNsndinszianEnani
sosutlslnanssuazinadenls fiduasdedunanddty Ae Anisnelandsetladanisdeans
nsaataduAsesilelnsnianinaseannfnssunissslaldeunedndwndu wleeas wnael
Fumulafassnpeudinuesannaresiiealnrnndunishauedenasiuivladasiupewdsnaes
a a A FA Y a 4 % & P a a a A
Aatlusing - NazillafluansiwilgiungAnssunissslaldeune winilalassuandatiuitey
Y ac  x 4 as A o - o T S
fustnafilenianayldauuelndindu wlewa wadanladasiupowdsnsely Gaesasilalamnn
nadndansnalaensesiengAnssunissslaldenlussiudies inszasdesiusioulmieden elszney
fne naFufannudne nefufsclamd uasiiruas Asazdaatanganssunissslaldaunelnangy
iwlowa waniugulaiassuaadsn

o gj/ == dld 1 o dl aa a 1 [ = 3

Aatiupanienalaniisetladunis@eaansnisnainianinasanisaeniumaiulat ludunis
o Y 1 o Y d‘ a zl/ 173 dl 1 U Yy a o Y
SuFannudnauaznisiuflssTamiluFesaainisabunadunaunisldeundediulifiustnaiuf
dstemivasualnaindunazifaGaulaudanianimasesldiiunszuaunis nssaniumatulat

A A v oa Yo v o a ae o X, A A A \
nand e WedislnalafuiindinsladassuaendinintuniuaTedlan19aeann1smaInaINTesnig
o - A 9 oa a A o = o Py a X

wamlgijnrevelowa waduazdedizlnainauaulaludesinats asdinisBuldenuiniu
wazuansliiiiudiaauianalanisenisdeaisnisnaiaiananasenisiuiannudianaznisiul
dszlamivesffidinalneasdenasieiiauasvazpinuaulaiangnganssunisldauuwe dnaindu
wlaea ivael TuRRIATH LuTgR asnRRetLLWIANTBIANTINT Fiugna (2557) TieBunadnsous
nauenarignsnasanisiuiialslemnivaznisiufanudiedenaseriauainisanisldauilina
dunganssupanaslalunisldau uenaniifisenndesivanuddaeesilnnis alinusng (2560)
AN RLafUsuuuannistassaEesdanlsniansnasaausslaldiEn AL LLATNR
atvsiaiiavaasizlnalugnanssuaussredtlszmalng nanisAnmnudn avuianalaanunsm
utladenansiednuiauas Tanasendnslaldiuetsaiiosesssuuasnielfiduiu

dalguanuzduiumsdtansanalyl

1. pasdnensudsaufidenaranisiumdlatasiunewdsntiunel waedy wleea mae e
Iesdneamnanthuamsne gl didugemnsimuuazifudgsesing melisnag e
ﬂa‘x‘llmiimmmﬁﬂm@:lﬁ@m@‘uzﬁummmfé’]’mma“um;ﬁﬁ?‘ﬂm@ﬂwmnm

2. MselueINARTERINNIMAGELANLAUSs TN sAaanelaRd Aetladennsdedns
nspanafiAefusuisasenistensmatulailuewan s lana lunismaseuannAgiuly
stluunaeenisdinsnziidunig (Path Analysis) R e L G T R v
fanaa9Fauls LWfaIﬁ’lmm@mmwmmmmmﬂmm



'
a

M3a1siimAranslsiAL 19 29 atfuf 2 (wqunias - &anaAn 2568)
UFTTUIUNTH

NEYAUTAU SRUAUT. (2544). miﬁﬂmmmwmmmmmmaaﬁ@rﬁiawqﬁﬂﬁuﬁﬁim.97?@'):717:‘
Aa1ane,18(1),45-58.

TABT ATWE. (2555). N178NFUNTTIFINUIBIITLUNNTNLRUN19BENNI0RNE NIEAN1FUIANT
NINATAYSEN AR (NUNTW). 2978773989 1INENAENATUIATT1TIARATITE,4(1),35-51.

A3l Fud1199.(2561). msgasimaluladnisGeunimisuermantuaeulad vesuilnalu
LIONIIINUAIUATUALTHA7A. [NIAUASIBATZ LM IINANMNTITUTR, NNANENFLFITNAARS].

TUITION WANHITIOU. (2547). nadnuiladeitnasensipdulatedusninaumedidn. 919807
1741779714, 21(3), 83-92.

SAWal BuTTuaS, (2548). N13ATITVNGANTINNNTIIUTN 3B UImefilnlunguiLing,
2174179 1N179AN15,12(2), 201-214.

fAnnsmid fladan. (2557). ﬂ@ﬁﬂﬁﬁm@ﬁiﬂmmﬁqwﬂwm;ﬂ%’ﬁmﬂmﬂwaLﬂ*ﬁ”uuuimﬁwﬁﬁ@ﬁﬂ.
9174771179 1797719,16(4),112-127.

Touna aflnuswms. (2560). FauvaunIsianaiaesusitensnasanatumilalduing
anasuLLansuisas aitevrasgTing lugaavnssunuasvestlssmalne inening
AalA1anINMITUAR, A TULTTUN AN ULTUN AN AR,

ANFUNT Augna. (2558). iastiidsnasaniseauiuannansila, [NN7AUATNRATLINENANART
NMNTUTNR, NUINEAENTUNN].

A3de Noyauang. (2544) nuniefudlungAnssunsLiinn. 2174790198894 820199AN 125774,
8(1),30-45.

a9Vt iAedL. (2555). ma‘ﬁm:mmmzﬁ“uﬁuﬁiwdﬂqmﬁuimmLﬁﬂumquﬁmmmﬁ%auﬁﬁrxim
daan1eaaulail. 2724770195879,13(2),62-74.

Agrebi, S., & Jallais, J. (2015). The impact of trust and perceived risk on consumers’ online purchase
intentions: An empirical investigation. Journal of Electronic Commerce Research, 16(2), 108-122.

Blyth, C. (2000). The role of technology in consumer behavior. Journal of Consumer Studies,
22(3), 245-259.

Coch,W.G. (1977) Wiley: Sampling Techniques. 3rd ed. New York: John Wiley & Sons.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of
information technology. MIS Quarterly. 13(3) : 319-340.

Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to use
computers in the workplace. Journal of Applied Social Psychology, 22(14),1111-1130.

Ezell, A., Walker, R., & Stanton, P. (2000). The influence of marketing strategies on brand loyalty
in online services. Journal of Marketing Research,37(2),145-158.

Fayad,R. (2015). The Technology Acceptance Model E-Commerce Extension: A. Procedia Economics
and Finance, 26, 1000-1006.



'
a

3asimArNanslsvial 19 29 atfuf 2 (wquniAs - &anAn 2568)

Kim, Y. (2012). Exploring the relationships among online shopping motivation, perceived benefits,
and customer satisfaction. Journal of Business Research, 65(10), 1393-1401.

Kotler,P .(2003). Marketing Management.. 11th ed. Upper Saddle River, N.J: Pearson Prentice Hall.

Oh, J. (2014). Validation of Haptic Enabling Technology Acceptance Model (HE-TAM): Integration
of IDT and TAM. Telematics and Informatics, 31, 585-596.

Park, H. (2012). Consumer behavior in digital environments: A longitudinal study of online purchase
decision-making. Journal of Consumer Psychology, 23(2), 134-146.

Rao, S. (2007). Consumer behavior and marketing strategy: An empirical study in the
Indian context. Journal of Marketing Research, 42(3), 295-308.

S H Hong and J H Yu.(2018).Identification of external variables for the Technology Acceptance
Model (TAM) in the assessment of BIM application for mobile devices. |IOP Conf. Series:
Materials Science and Engineering,10,1088/1757-899.

Shin, D. (2016). The effects of digital payment adoption on consumer trust and transaction satis
faction. Journal of Business Research, 69(7), 2668-2675.



4

M3a1siimAranslsiAL 19 29 atfuf 2 (wqunias - &anaAn 2568)

[ LAUNS 111 85 - 94 ]

b,

NS

7l

/2
7N

msAanesramealudinnusinatantiudalasuiaaulan
YAINAANUNLFTHDIWITADARILAU

A STUDY OF THE BODY IN CONSUMERISM THROUGH ONLINE
ADVERTISEMENTS OF COLLAGEN SUPPLEMENTS

URUNS LTI, INENATNAAIAAT N1 TNEAEITIAR.
Bodin Dechaburananon. College of Communication Arts. Rangsit University.
E-mail: bodin.d@rsu.ac.th
Received: 24 November 2024; Revised: 13 January 2025 ; Accepted: 22 January 2025

UNARED

mﬁf-ﬁ”ﬂm%@ﬁﬁfj“mqﬂi:mﬁLﬁ'ﬂﬁﬂmmaﬂa‘zn@um%’wmﬁwmaLmzmﬂﬁﬂma‘ﬁmﬁumm‘lﬁmwmq
aaulalfuIINIBIeIN AR AT Na M IAAA LAY HTUNNFIABEIANN INAIENITRLATIZFLN
alamnneenlaTe AR NEMNTABAAAL FALFT] WA, 2565-2567 S1191 7 (309 HANNS
AENWLIN ﬁﬂ‘ﬂmﬁmqﬁwﬁﬂﬁﬂi:ﬂ@uzﬁwmﬁwmaéwmﬂuqmmﬁ A 1) $19METAYENTL 2)
$nannefifanszansla STAmTN 3) fﬁﬂﬂﬁﬂﬁLﬂﬂNL@ﬂﬁ@ sennefidleudaannusila way 5) $°9Ng
fulszaumudiiia lunnssaiueulasonldnaiuuasiafudiffad dudaduieneilifs
Usns007 siussAlsrnetaasFaadn TEun 1) uiuuazlnsses InensaisnnuluganAR isa
mmﬂamuﬁmmmumﬂmim‘ﬂmmmmm 2) mmm‘wmL‘]Jw:wmmLL@wmwummﬂ’Lumq
321414 21-37 1 3) aniluitufianansnusuasvuiidaus 4) wraansaneiunnsaanfions sty
euazAseaLAINEITunIang uaz 5) nslduasdesnseniia LW@IMmummwmmnmﬂm
ga3fianssns ludruansmssnznnaludesan TEun 1) nswannGEes Inanvua lifaas ATLNTDY
Tguazandaneniugy vienslifazarenfianssoufiasssna 2) aniuresiisnes lnarvua
IazansFesluniasiiuiinszafuluanunentsine uananifadinsldmaiansihiaue
s 1un 1) gl auaTiiaelde 2) uﬂmﬁqiﬂ 3) 217N 4) AULAZIAY 5) Aenuthiung
T3 6) uﬁﬂﬁ;’mmﬁwmm@m% 7) mmzﬁ"yﬁuﬁﬁu@ﬁmqﬁuﬁm LAY 8) NINANNAIU

o ar

AEIATY: $19N"8, UFtnATian, THELN, ARAANLA1L

Abstract

This research aimed to study the construction of meaning and presentation techniques
of online advertisements on the body of collagen supplements. This qualitative research
analyzed the text of online advertisements of collagen supplements since 2022 to 2024 with
7 stories. The research results found that advertising media acts to construct the meaning of
ideal bodies, including 1) a beautiful body 2) a bright and lively body 3) a charming body 4) a
confident body and 5) a successful body. Advertising suppresses and discriminates against

people with dark skins, which is an undesirable body through the elements of the story including
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1) the core and plot by creating an ideal identity for the characters to experience problems followed
by consuming the product 2) the main characters are women and men between the ages of 21-37 3)
the setting is a public and private area 4) the clothing emphasizes showing simple skin and formal
clothing and 5) the use of light to reflect the whiteness of the skin. In terms of the logic within the story,
itincludes 1) the development of the story by setting the characters to face problems and end up
happy or having the characters show off their beauty skin 2) the storyteller’s position is to have the
characters tell stories about their daily lives in various situations, there are also presentation techniques
used in advertising including 1) celebrity testimonial 2) testimonial from target group 3) sense of humor
4) before and after 5) slice of life 6) scientific evidence 7) binary opposition and 8) combinations.

Keywords: Body, Consumerism, Advertising, Collagen
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Abstract

This research aims to study the identity and the communication for the transmission of the
Mahayana Chinese Buddhist monks in Thailand. Data were collected through participant obser-
vation and in-depth interviews. The study found that: 1) The identity is rooted in three traditions:
the Vinaya, Vipassana, and Mantrayana schools. 2)The primary forms of communication are ritual
communication and identity communication. 3)There is a process of repeated communication
to transmit the identity. The results of this study contribute to: 1) Understanding the roots of the
Mahayana Chinese Buddhist identity in Thailand. 2) Gaining insights into identity communication
through various indicators. 3) Understanding the construction and repetition of communication to
transmit the identity.
Keyword: Mahayana Chinese Buddhist Monks in Thailand, identity communication, reproduction

for the transmission of identity
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Abstract

This study employs a distinctive mixed-methods approach to examine the evolution of innovative
communication technologies aimed at enhancing tourism and creative services in Chiang Mai,
Thailand, during the COVID-19 crisis. Grounded in theoretical frameworks such as the Theories
of New Media, Diffusion of Innovations, and Media Management Principles, the research explores
strategies to foster community engagement, promote technology adoption, and advance sustain-
ability in the tourism sector. Findings emphasize the crucial role of digital platforms in enabling
real-time communication, addressing local needs, and bridging gaps between service providers
and travelers. Quantitative results reveal a high level of participant satisfaction (mean = 4.45) re-
garding the clarity, relevance, and practical application of the content. The study underscores the
potential of user-centric communication tools to enhance knowledge dissemination and promote
sustainable practices, aligning with its objectives to highlight the transformative power of innova-
tive technologies in revitalizing tourism and ensuring its long-term resilience, ultimately inspiring
optimism and hope within the sector.

Keywords: Innovation, Communication, Creative Tourism, New Normal

Background and Problem Statements

The COVID-19 pandemic, which first manifested itself in the early months of the year 2020, has
had a profound and far-reaching impact on the economic landscape of Thailand, with particular
emphasis on those sectors that are heavily reliant on tourism and export activities, both of which
are cornerstones of the national economy. Chiang Mai, a central and vital tourism hub located in
the northern region of Thailand Arkarapotiwong (2015), has experienced severe repercussions

due to these unprecedented circumstances that have disrupted travel and economic interactions.
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This scholarly research is primarily concerned with the development and implementation of inno-
vative communication technologies, placing a strong and deliberate emphasis on the essential
and pivotal role that local communities play in the revitalization and sustained growth of the tourism
and service sectors in Chiang Mai, all within the broader context of economic recovery efforts
following the pandemic. The active involvement and contributions of these local communities
are not simply noteworthy. However, they are, in fact, vital components that play a crucial role in
the region’s path to recovery from the economic recession and in achieving lasting sustainability
against ongoing obstacles.

Despite the myriad of challenges that have arisen due to the pandemic, the economy of Chiang
Mai has exhibited remarkable resilience, showcasing the tenacity and adaptability of its local busi-
nesses and communities. In 2019, the tourism sector alone generated an impressive approximate
total of 102.3 billion baht, constituting a substantial and noteworthy portion of the local economic
framework (Hedrick-Wong, 2020). Even when confronted with the severe and detrimental effects
of the pandemic, local businesses have displayed an unwavering determination and commitment
to recovery, diligently adhering to mandated curfews and social distancing measures while simul-
taneously striving to maintain operational viability and continuity. This remarkable resilience is a
testament to the local business community’s inherent strength, creativity, and adaptability, which
has risen to the occasion in the face of adversity.

Furthermore, signs indicating a gradual recovery are becoming increasingly evident, bolstered
by various government and organizational initiatives to stimulate economic activity in the region. For
example, the ‘We Travel Together” campaign, a strategic initiative that provides financial subsidies
for accommodations and travel-related expenses, encourages and stimulates domestic tourism,
and enhances overall economic activity, has been introduced. This campaign aims To revitalize
the domestic tourism sector, which has been severely impacted by the COVID-19 pandemic and
government containment measures; efforts are being made to promote domestic tourism. This
initiative aims to sustain employment within the tourism industry and generate revenue for the
country. It is a key factor in the region’s recovery. Against this positive backdrop, this study un-
derscores the significant potential of innovative communication technologies to facilitate recovery
and ensure the sustainability of Chiang Mai’s tourism sector in the anticipated post-pandemic era.

This research utilized a comprehensive mixed-methods approach to explore strategies for
developing innovative communication technologies. The goal was to establish a ‘new normal’ in
Chiang Mai’s tourism and service industries. Qualitative methods included unstructured interviews
with 12 community leaders and focus groups from four key sectors to gather contextual insights
and validate technology designs. Quantitative methods involved surveying 400 Thai and foreign
tourists to assess satisfaction with communication technologies and services. This comprehensive
approach, integrating in-depth community perspectives with broad empirical data, ensures the
validity and reliability of the findings, providing reassurance to all stakeholders about the study’s

relevance and impact.
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The findings generated by this research endeavor offer a compelling foundation for optimism.
They effectively highlight the transformative potential of these advanced communication tech-
nologies in revitalizing the tourism industry and securing its long-term resilience against future
challenges. This potential should inspire hope and optimism in all stakeholders, from community

leaders to government officials, about the future of Chiang Mai’s tourism sector.

Objectives

The primary objectives of this study are:

1. To identify approaches for developing innovative communication technologies for tourism
and creative services in Chiang Mai.

2. To disseminate innovative technologies across Chiang Mai’s tourism sector to enhance its

recovery and sustainability.

Theoretical Framework and Literature Review

This scholarly investigation relies on several critical theoretical frameworks and prior empirical
research to contextualize the evolution and utilization of communication technologies within the
tourism and hospitality sectors amid the contemporary paradigm shift:

1. Theoretical Frameworks Surrounding New Media

New media refers to avant-garde communication channels that cater to users’ varied and
specific requirements. These channels have experienced rapid transformation by harnessing
digital innovations to compile, categorize, and distribute information efficiently. lllustrative examples
include websites, mobile applications, email, and online tools, engender dynamic and user-centric
communication experiences (Sai-Pradit, 2008).

New media amalgamate multimedia and interactive elements as communication instruments,
thereby enhancing the accessibility and practicality of information retrieval. Sai-Pradit (2008)
articulated that these platforms employ systematic programming to organize content, improving
content distribution and data aggregation efficacy. This focus on efficiency accentuates the prag-
matic advantages associated with new media.

In terms of societal ramifications, new media are intrinsically connected to the concept of tech-
nological determinism. Cooper (2014) argued that technological advancements catalyze significant
societal transformations, altering lifestyles, cultural norms, and worldviews. Manovich (2001) de-
scribed digital media as an intersection of computational progress and communication innovation.
Collectively, these viewpoints emphasize the significance of new media in expediting communica-
tion processes, imbuing a sense of immediacy and dynamism, and facilitating societal evolution.

The shift from analog to digital formats, exemplified by the transition from printed newspapers
to digital news outlets, underscores the transformative essence of new media. Such platforms offer
flexibility, rapidity, and independence, empowering contemporary consumers to obtain customized
information tailored to their preferences. As a result, new media play a crucial role in fulfilling current

communication requirements and propelling societal change (Manovich, 2001; Cooper, 2014).
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2. Diffusion of Innovations Theory

The diffusion of innovation pertains to the transference of concepts, practices, or behaviors from
one individual or collective entity to another across diverse contexts. This mechanism culminates
in the widespread acceptance of innovations, consequently influencing societal frameworks and
cultural paradigms while promoting social transformation (Kaewbandon, 2014). Essential elements
that affect this process encompass the innovation itself, the communication channels employed
for information dissemination, temporal factors, the characteristics of the social system, and the
adoption trajectory.

Innovation is characterized by novel concepts, methodologies, or products that enhance the
efficacy and effectiveness of preexisting practices. Originating from the Latin word ‘innovate,’
meaning “to create a new,” innovation refers to developing or altering ideas, products, or systems
to achieve improved results. In economics, innovation is often associated with utilizing changes
in one’s environment to capitalize on opportunities, frequently resulting in technological advance-
ments that augment individual and societal welfare Pitthayanukul, Pithayanukul & Viriya (2023).

Throughout history, innovation gained traction mainly through Joseph Schumpeter’s contribu-
tions in the early 20th century. His Theory of Economic Development accentuated the significance
of scientific and technological inquiry in propelling commercial and technological innovations
Pitthayanukul, Pithayanukul & Viriya (2023). Within Thai academic discussions, the term “inno-
vation” was subsequently redefined as na-wat-ta-kam to more accurately encapsulate its role as
a mechanism for enhancing existing methodologies across various sectors, notably education
(Rattaya003, 2015).

The theory of innovation diffusion offers a multidisciplinary lens for comprehending how
new ideas or products are embraced across different contexts. Drawing from the research
of Igbal & Zahidie (2022), the theory delineates five pivotal factors that influence the diffusion
process. These encompass the innovation itself, which must present distinct advantages
to its users Namburi (2019).; communication channels, including mass media and personal
interactions, that facilitate the spread of information; temporal aspects, acknowledging that adoption
transpires at varying velocities and necessitates strategic foresight; social systems, wherein cultural,
economic, and political elements affect acceptance, frequently with socio-economic
inequalities playing a considerable role; and the adoption process, a psychological and sociological
framework wherein individuals or groups assess and decide to embrace or reject an innovation.
Collectively, these components illuminate the intricacies involved in effectively disseminating new ideas.

Chang & Yang (2012) investigated the diffusion of innovations, highlighting the dynamic
interrelationship among novel concepts, communication, and societal frameworks. By utilizing
interdisciplinary perspectives, this framework emphasizes the necessity of strategic dissemination
and contextual adaptation to guarantee that innovations realize their full potential in promoting

societal advancement.
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3. Media Management Concepts

The proliferation of media in the digital age has engendered a multifaceted environment,
exerting considerable influence on consumers, media creators, and administrators. This transfor-
mation has instigated macro-level, technical-policy, and micro-level alterations, influencing how
media entities adapt to technological innovations and market fluctuations (Person, Timothy, and
Marjoribanks, 2020).

On the macro scale, legislative shifts, regulatory frameworks, and competitive practices have
revolutionized the media ecosystem. A prominent phenomenon is media ownership consolidation;
major corporations have embraced business models reminiscent of Hollywood while delegating
specific tasks to smaller firms through temporary contracts.

At the technical-policy level, media management centers on the methodologies, frameworks,
and regulations that dictate organizational functionality and content development. Person, Timothy,
and Marjoribanks (2020) emphasized that “content is king,” yet its presentation and accessibility
have significantly transformed. Contemporary media offerings are defined by personalization (con-
tent a la carte), unrestricted geographical access (content everywhere), free availability (content
for free), user-generated input (user-generated content), universal appeal (global content), and
interconnected narratives (content about content). Effective media management amalgamates
creative ingenuity and administrative acumen to generate engaging and widely accessible content.
Consumers increasingly participate in the co-creation and enhancement of media, transitioning
from passive observers to active contributors.

At the micro level, media management prioritizes organizational dynamics and relationships.
Professional identities in media production have evolved from individual creators (soloists) to col-
laborative curators akin to “superstar DJs,” who adeptly remix and showcase diverse content in
innovative ways (Aris, 2011, as cited in Common, 2016). Producers must integrate their process
and content expertise (know-how) with an understanding of their audience and collaborators
(know-who) to navigate the rapidly changing digital media environment. This flexibility is imperative
for both survival and success in contemporary media sectors.

These theoretical frameworks played a pivotal role in shaping the comprehensive design of
interview and survey questions, integrating key concepts of new media interactivity, innovation
diffusion, and media management. For qualitative interviews, questions were carefully crafted to
focus on community leaders’ perspectives on adopting digital tools and strategies for societal
change. The quantitative surveys, on the other hand, were designed to comprehensively assess
user satisfaction with communication technologies, incorporating usability, accessibility, and
the perceived value of innovations. The integration of these theories ensured that the study was
not just a superficial exploration but a comprehensive analysis that captured the societal impact

of technology and its practical application in advancing tourism and hospitality in Chiang Mai.

)
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Research Methodology

Population group and sample

This exploratory research investigates strategies for developing innovative communication
technologies to create a “new normal” for tourism and services in Chiang Mai. Data collection oc-
curred in Muang District during the first two quarters of 2022, focusing on four community sectors:
massage services, hostels, travel services, and food waste management. The sample consisted
of 412 participants, divided as follows:

1) Qualitative Sampling: A simple random sample of 12 individuals, including community
leaders and representatives of community enterprises and OTOP groups, was interviewed using
unstructured interviews.

2) Quantitative Sampling: An accidental sample of 400 participants, comprising Thai and
foreign tourists, responded to a questionnaire assessing their satisfaction with communication

technologies and creative services in Chiang Mai.

Research tools

1) Qualitative methods

Semi-structured interviews and participatory observation were employed to gather data on
community context, history, and products. Focus groups with 12 participants from the four sectors
(massage services, hostels, travel services, and food waste management) were conducted. These
sectors were chosen because they represent key aspects of the local tourism industry and their
perspectives are crucial for the development of communication technology designs. The focus
groups were conducted to refine and validate these designs through participatory processes,
ensuring the inclusivity of the study. The information obtained will be used to create ideas for
designing innovations and communication technologies for tourism. In addition, the information
obtained can enhance the completeness of quantitative research.

To ensure the reliability of qualitative tools, the researcher fostered a collaborative environment,
employing semi-structured interviews and participatory observation to collect in-depth data on
community context, history, and products. Focus groups with 12 participants from four sectors
(massage services, hostels, travel services, and food waste management) were conducted to
refine and validate communication technology designs. This participatory approach ensured in-
clusivity and contextual relevance. The iterative nature of the focus groups allowed the researcher
to cross-verify insights and adapt tools based on participant feedback, enhancing the reliability
and depth of the qualitative findings (Creswell & Poth, 2018).

2) Quantitative methods

After collecting the necessary information, the researcher gathered empirical data from actual locations
and online media documents and engaged the community. The information was then analyzed to plan,
design, write on, and produce media and film, including experimenting and jointly improving according
to the community’s critique. This comprehensive process led to the creation of innovation and technology

for communication, tourism, and services, which established a new normal in Chiang Mai Province.
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Following this, an accidental sampling method of 400 people, including Thai and foreign tourists,
was used. The questionnaire surveyed basic information about satisfaction with innovation and
communication technology, tourism, and new regular creative services in Chiang Mai Province.
The data collection was divided into:

Part 1: General demographic information.

Part 2: Communication technologies and creative services satisfaction levels.

The researcher meticulously conducted a questionnaire pretest to ensure its reliability be-
fore deploying it for actual data collection. Data were gathered from 30 Thai and foreign tourists
to calculate the reliability coefficient using Cronbach’s Alpha. The reliability testing, which was
focused on utilization variables, revealed a reliability coefficient of 0.92. This value, which
significantly exceeds the standard threshold of 0.70, instills confidence in the measurement tool’s
reliability for use in the study.

Subsequently, the questionnaire was employed to collect data from a sample of 400 partic-
ipants, following quantitative research methods. The sample size was determined based on the
study population, calculated using a margin of error of 5% and a confidence level of 95%. The
chosen sample size, which aligns with the recommended guideline of 5-10 times the number of
variables included in the study, reassures the audience about the representativeness of the data.

To ensure the reliability of quantitative tools, the researcher conducted a questionnaire pre-
test with 30 Thai and foreign tourists to evaluate its reliability using Cronbach’s Alpha, yielding
a coefficient of 0.92, which exceeds the standard threshold of 0.70. This high-reliability score
confirmed the tool's consistency in measuring satisfaction with communication technologies and
creative services. Following this, the questionnaire was distributed to a sample of 400 participants,
determined using a 5% margin of error and a 95% confidence level, aligning with recommended
sampling guidelines. The questionnaire, which was divided into general demographic information
and satisfaction levels, ensured.

After collecting the data, data analysis was conducted using qualitative and quantitative
methods. Content analysis and descriptive statistics were employed to align findings with research
objectives. The results informed the development of innovative communication technologies and

strategies to support sustainable tourism and service industries in Chiang Mai.

Results
The outcomes of the qualitative research resonate with and can be scrutinized through the
frameworks of New Media Thearies, the Diffusion of Innovations Theory, and Concepts in Media

Management, as delineated below:

)
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1) Community Involvement and New Media Theories: The investigation underscores
the necessity for local community participation and novel communication modalities to bolster
tourism initiatives. This observation follows the theoretical frameworks surrounding new media, which
accentuate the transformative impact of digital technologies on the aggregation and dissemination
of information (Manovich, 2001; Cooper, 2014).Local stakeholders, including hostel proprietors and
massage service providers, are positioned to bridge the divide between tourist expectations and
service deliverables by employing digital platforms such as mobile applications or websites. These
mediums facilitate real-time engagement and customized communication, exemplifying how new
media catalyzes societal and cultural transformations by improving connectivity and accessibility.

2) Adoption of Technology and the Diffusion of Innovations Theory: The suboptimal adoption
levels of digital instruments by local enterprises, notwithstanding tourists’ inclinations towards
technologies such as mobile applications and online reservation systems, are intricately associated
with the Diffusion of Innovations Theory (Chang & Yang, 2012). This theoretical perspective posits
that the acceptance of innovations is swayed by elements such as the technology’s perceived
user-friendliness and comparative benefits, the communication channels utilized for its promotion,
and the prevailing social milieu. The findings indicate that existing platforms may not adequately
address the requirements of local enterprises, highlighting the necessity for customized, user-ori-
ented solutions congruent with the determinants identified by Chang & Yang (2012). Bridging these
gaps can expedite technology diffusion within the local tourism landscape.

3) Sustainability and Media Management Principles: Incorporating sustainable practices,
including food waste management, aligns with the growing global emphasis on sustainability
in media management. Media management in the digital landscape must respond to modern
consumer expectations, encompassing eco-friendly communication strategies that harmonize
with sustainable tourism paradigms. Through promoting environmentally responsible practices
via new media platforms, local tourism can effectively engage tourists and the local community,
harnessing the tenets of contemporary media management to generate and disseminate content
that embodies principles of sustainability and innovation.

The quantitative research findings are presented: The researcher surveyed the sample group’s
satisfaction with innovation and communication technologies, tourism, and creative service

offerings in Chiang Mai Province. As shown in Table 1

Table 1: Expressing satisfaction with innovation and communication technology, tourism and

creative services, new normal, Chiang Mai Province
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Level of need satisfaction

Satisfaction (percentage) x | SD. Interpret
5 4 3 2 1
1. The content is 252 116 32 0 0 0.63 | 4.55 Very high
appropriate and easy to (63.00) | (29.00) | (8.00) | (0.00) | (0.00)
understand.
2. The content is accurate. 216 76 108 0 0 0.85 | 4.27 Very high
(54.00) | (19.00) | (27.00) | (0.00) | (0.00)
3. Content increases 569 156 25 0 0 0.52 | 4.72 Very high
knowledge and (75.9) | (20.7) | (3.4) |(0.00) | (0.00)
understanding about
tourism and services that
create a new normal.
4. There is the proper 440 181 129 0 0 0.78 | 4.41 High
ordering of content. (58.5) | (24.1) | (17.4) | (0.00) | (0.00)
5. The language is correct, 465 285 0 0 0 0.49 | 4.62 Very high
clear, and easily nderstood. | (62.1) | (37.9) | (0.00) | (0.00) | (0.00)
6. The language is clear and | 465 207 78 0 0 0.68 | 4.52 Very high
appropriate. (62.1) | (27.6) | (10.3) | (0.00) | (0.00)
7. Media/Innovation 223 158 19 0 0 0.59 | 4.51 Very high
Presentation is objective, (55.75) | (39.50) | (4.75) | (0.00) | (0.00)
clear, and concise.
8. Media/Innovation Has an 76 237 87 0 0 0.63 | 3.97 High
exciting presentation format | (19.00) | (59.25) | (21.75) | (0.00) | (0.00)
9. Media/Innovation 465 207 78 0 0 0.68 | 4.52 Very high
consistent with the content | (62.1) | (27.6) | (10.3) | (0.00) | (0.00)
Make it more traightforward
to understand
10. Can enhance 252 116 32 0 0 0.63 | 455 Very high
knowledge and (63.00) | (29.00) | (8.00) | (0.00) | (0.00)
understanding. It can be
used in everyday life
Total 0.65 | 4.45 Very high

From Table 1, the results reveal that participants demonstrated a significant level of satisfac-
tion with the innovations and communication technologies on creative tourism and services in

Chiang Mai, yielding an overall mean score of 4.45, classified as “very high.” Critical elements of

satisfaction encompass:
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Content Relevance and Clarity: The content was evaluated as suitable and comprehensible
(mean = 4.55), as well as precise concerning straightforward measures for personal protection
while engaging with our services during the COVID-19 pandemic (mean = 4.27), both categorized
as a “very high” level.

Knowledge Enhancement: Participants acknowledged the content’s efficacy in enriching their
comprehension of creative tourism and services adapted to the new normal (mean = 4.72).

Content Structure: The arrangement of the content received a “high” satisfaction rating (mean = 4.41).

Language Use: The accuracy, clarity, and appropriateness of the language employed were
deemed “very high,” with mean ratings of 4.62 and 4.52, respectively. For instance, using [specific
language features or examples] was particularly valued.

Media and Innovation Presentation: Satisfaction regarding the clarity, alignment with objec-
tives, and effectiveness in communicating essential messages of the media and innovations was
rated “very high” (mean = 4.51). Nevertheless, the presentation style was assessed slightly lower
yet maintained a “high” rating (mean = 3.97).

Practical Application: The capacity of the content and innovations to facilitate understanding
and applicability in daily life, such as measures for personal safety while utilizing public services
during COVID-19, including appropriate behavior in public spaces, received a “very high” eval-

uation (mean = 4.55).

Discussion

The empirical findings of this investigation correspond with the study’s objectives, providing
essential insights into the application of cutting-edge communication technologies aimed at
augmenting tourism and creative services in Chiang Mai. A critical analysis of these results through
the lenses of New Media Theories, Diffusion of Innovations Theory, and Media Management
Principles elucidates the pivotal significance of these innovations in facilitating recovery and
promoting sustainability within the tourism industry.

1) Community Engagement and New Media Theories

The study accentuates the crucial role of community involvement and accessible communication
technologies in the tourism sector, resonating with New Media Theories (Manovich, 2001; Cooper,
2014). Digital advancements, such as mobile applications and websites, facilitate instantaneous
interaction and tailored communication, bridging the divide between local stakeholders, including
hostel proprietors, massage practitioners, and tourists. By capitalizing on these platforms, enterprises
can align their offerings with the anticipations of tourists while catalyzing cultural transformations
through enhanced connectivity. For instance, disseminating COVID-19 safety information through

digital mediums addresses health and service requirements, enriching the travel experience.
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2) Technology Adoption and Diffusion of Innovations Theory

Even with tourists’ inclination toward such technologies, the minimal adoption rates of digital
tools among local enterprises follow Chang & Yang's Diffusion of Innovations Theory (2012). This
theoretical framework elucidates determinants such as perceived usability, relative benefits, and
the efficacy of communication channels as vital to the adoption continuum. The results imply that
the currently available digital tools may need to adequately cater to local businesses’ distinct de-
mands. Developing customized and user-centric tools, like mobile applications featuring intuitive
designs and multilingual options, could effectively bridge this divide and expedite technology
adoption, ultimately enhancing communication and operational efficacy.

3) Sustainability and Media Management Principles

Incorporating sustainable practices, including food waste management, is congruent with the
global emphasis on environmentally friendly strategies, as underscored in contemporary Media
Management Principles (Manovich, 2001). Leveraging digital platforms to advocate for sustainable
practices, such as mitigating travel-related environmental impacts, can engage environmentally
conscious tourists while promoting long-term sustainability. These platforms educate tourists and
motivate local businesses to embrace and communicate sustainable practices, aligning with
overarching sustainability objectives.

Moreover, the quantitative results accentuate the elevated levels of satisfaction (mean = 4.45,
classified as “very high”) articulated by respondents concerning the innovations and communica-
tion technologies pertinent to tourism and creative services. These findings signify the efficacy of
these instruments in fulfilling user demands and accomplishing the study’s aims. The subsequent
essential facets emerged as pivotal dimensions of satisfaction:

1) Content Relevance and Clarity: Respondents emphasized the content’s suitability and
comprehensibility (mean = 4.55). They notably valued the information regarding COVID-19
self-protection protocols, a critical consideration for secure travel. This observation underscores
the necessity of proficiently customizing content to cater to urgent and context-specific issues.

2) Knowledge Enhancement: The content substantially improved comprehension of creative
tourism and new-normal practices, as evidenced by the elevated satisfaction score (mean = 4.72).
This finding highlights the educational potential of meticulously crafted communication tools to
tackle the changing challenges within the tourism industry.

3) Communication Accessibility: Respondents assessed the language utilized in the content
as clear and appropriate (mean = 4.62), while the congruence between media presentation and
content objectives received a commendable rating (mean = 4.51). These results underscore the
significance of accessible and precise communication in fostering participant involvement and
ensuring the success of communication endeavors. The emphasis on audience comprehension and
engagement corresponds with established tenets in communication for development (Servaes, 2008).

4) Practical Application: Respondents appreciated the content’s relevance to everyday life,
particularly its pertinence to pressing issues such as COVID-19 safety in communal spaces (mean
= 4.55). This outcome illustrates the practical utility of innovative communication technologies in

addressing urgent public health and safety concerns.

)
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This study’s qualitative and quantitative research are interconnected and complement each
other by providing a holistic understanding of the innovations and communication technologies
for tourism in Chiang Mai. The qualitative findings, grounded in New Media Theories, the Diffusion
of Innovations Theory, and Media Management Principles, emphasize the importance of commu-
nity involvement, user-oriented technology adoption, and sustainability. These insights shaped
the design of media and innovations that were later evaluated through quantitative methods. The
quantitative results, reflecting high satisfaction levels (mean = 4.45), validate the qualitative insights
by confirming the effectiveness of the content, clarity, and practical application of innovations.
Both methods converge in highlighting the relevance and efficacy of the innovations in enhancing
knowledge, aligning user expectations, and promoting sustainable practices. Any minor discon-
nect, such as lower ratings for presentation style (mean = 3.97), could be attributed to subjective
preferences, but these differences reinforce the dynamic and continuously improving nature of the
study, as highlighted in the iterative refinement process of the qualitative approach. The methods
create a robust framework for assessing and improving tourism communication technologies.

These results validate the effectiveness of innovative communication technologies in enhanc-
ing understanding. Participation and practical application This contributes to the recovery and

sustainability of tourism services in Chiang Mai province.

Recommendations

This investigation emphasizes the substantial role of innovative communication technologies in
advancing tourism strategies and creative services within Chiang Mai. Drawing upon principles from new
media theories, the diffusion of innovations, and media management frameworks, these technologies
can address community needs, promote sustainability, and facilitate the recovery and expansion of
the tourism sector. The results closely align with the study’s objectives by proposing strategies for
developing and disseminating communication technologies tailored to the specific requirements of
Chiang Mai’s tourism industry. These innovations support immediate recovery by leveraging digital
platforms and incorporating sustainability principles. However, the prioritization of user-centric designs
genuinely makes the audience feel considered and valued in the development of these technolo-
gies, and these designs also exhibit the potential for fostering long-term resilience within the sector.

To further enhance the impact of this research and ensure its long-term benefits, future
studies could focus on developing and testing more tailored digital tools that meet the specific
needs of local tourism businesses, particularly by incorporating features such as multilingual
support and simplified interfaces to address adoption barriers. Additionally, expanding the
research to explore the role of social and cultural factors in technology adoption could pro-

vide deeper insights into the obstacles faced by local stakeholders in embracing innovation.
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Researchers could also investigate the long-term sustainability outcomes of these digital tools,
particularly regarding environmental impact and community engagement, to ensure that inno-
vations align with economic and ecological goals. Lastly, exploring diverse media presentation
formats such as virtual reality tours, interactive maps, and video guides, and their effectiveness in
communicating safety and sustainability practices could further refine communication strategies

and enhance the tourist experience.
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Abstract

The research titled “Processes and Crisis Communication Strategies of Singapore Airlines:
The Case of Flight SQ 321’s Turbulence Accident” aims to 1) examine Singapore Airlines’ crisis
communication processes and 2) study Singapore Airlines’ crisis communication strategies in
the case of Flight SQ 321, which traveled from London Heathrow, UK, to Changi, Singapore. On
May 22, 2024, at 15:35, the flight experienced severe turbulence, resulting in injuries and fatalities
onboard due to adverse weather conditions over Myanmar airspace, with one foreign passenger
reported deceased.

This study is a qualitative research project utilizing content analysis. It analyzes online content
from Singapore Airlines’ official social media channels, including Facebook and X (formerly Twitter),
as well as video footage of CEO Goh Choon Phong’s official crisis statement.

The findings indicate that appropriate crisis communication methods during Singapore Airlines’
crisis event are essential and urgent. Crisis communication strategies included issuing apologies
and expressing condolences regarding the incident, ensuring prompt and consistent communi-
cation, and disclosing the number and nationalities of the injured and deceased individuals. This
information was shared through official online channels, specifically the Singapore Airlines Facebook
Page and X accounts, using hashtags such as #5Q321 #SingaporeAirlines #Turbulence.

The study also highlights the importance of utilizing diverse communication channels and being
systematically prepared to respond to crises. Singapore Airlines’ well-coordinated communication
plans between the origin and destination countries enabled passengers and the families of those
affected to receive comprehensive support.

Singapore Airlines’ crisis communication demonstrates modern adaptability and the imple-
mentation of effective strategies to manage challenging situations. The findings of this research
can serve as a guideline for improving crisis communication for other organizations in the aviation
industry in the future.

Keywords: Crisis Communication, Crisis Communication Strategy, Singapore Airlines
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LW;me??ﬂumﬁuﬁ@%ﬂqmﬁm@Lﬁmﬁu’l,ufamﬂm
3.1 2 NUEBL ARG lWsT 219 98NLASINTANLUININITAANITIUaLIAR
3.2 witukmun s uLazmeiLile WaguiAngeifeAatudn l luuaums
'z?i'lﬂmiqu"iﬂqm (Crisis Communications Playbook) wiauannniuan1ensuitlymuazsiaiaan
Tuunduiunisneuaninluusariasesingm
NAENEN1TABLAUBIFRAINGR (Crisis Response Strategies) m@muaumﬁi@ﬁnqmﬁma‘l,n_imm
w4 ﬂ@qmﬁuﬁnﬁqﬁ
1.nagnin1IneUAUedLULLIas (Deny Crisis Response Strategies) @4Ansazilfjiasaniuin
a8l 3 gﬂl,muﬁqﬁ (Coombs, 2006)
1.1 Mslaumgna9mn (Attack the Accuser) WnALENa1MINAIMALazyInlTana I
nlaiin @1aldnguanainani
1.2 917448 (Denial) ﬁ@@ﬁdﬁﬂqmimﬁm’%u@?q Insunasdoiiassanaznangsieanansnim
1.3 nslauAnNFuRaTey vsenisldunziuunl (Scapegoat) méﬁ*uﬁm@mﬂuummﬁ
mw'?‘@ﬁﬁlﬁﬂﬁmmﬂu@ﬂmﬁm i} ﬁ%mﬁqqmmamﬁﬁﬂﬁlﬁmﬁmm
2. ﬂ@ﬂmmmmmumm@mm (Diminish Cr|S|s Response Strategies) ammmmummmmm
viaAnuiLRaTe LT RN SR ARHANTE N e e
2.1 M3199438 (Excuse) wanaaaudnasdnslaifiasnisliifamenisaluazasunadimanisal
&uﬂguﬂﬂmﬁ@msmurﬁm
2.2 msliwRea (Justification) a3uneanunIsnidgidemeideuanluniaisingm wiex
LAAIMANFUATLIAYY
3. ﬂ@gmﬁﬂﬁﬁ‘uﬂ@m: (Rebuild Crisis Response Strategies) ‘mLfﬂﬂmwL%ﬂmmmzﬁuﬁmmﬁuﬁuﬁ’
3.1 n3liANTAEe (Compensation) °mLﬂmmmLﬁﬂmﬂﬁé@wmLﬂuﬁuﬁﬂiwm
3.2 nn91alne (Apology) I HNIa989ANIAANLNAINITTA INHFARANE1TULLAZLAAIAINN
SURATa LT
4. nagMEN9LETH (Bolstering Crisis Response Strategies) Miadsunagnsudn 3 4a Inaiiiuaoa
FuRusaun
4.1 M2FaUANAN (Reminder) MELENEIANNATIOIA NI AT L AR AANILLAITIAL

|
=l =

4.2 N3TuTH (Ingratiation) engdevgiduliasudainea¥wanuidnidauanuazanalasu
nstazmaelunIsAaRaIIN
| P L 1 ' 'S d' a ;A o ya v
4.3 menniluwia (Victimage) Fuasiresdnadumieradingadunsaiugidoul fdou
Reie 18 ANLINlAAN N AN 51704
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Newsom, Turk & Kruckeberg (2012) ”Lmummﬂwﬁm?mmﬂumqquﬁmLﬂum@fmt,l,mumm
flaadnsdaasannnsl¥anmi ‘Emﬂmmﬂ@”mﬂmnLW@‘ﬂmnuLL@vmmmmm@mfa”aﬂqmmm@mmu

‘Lumi@mmimmamimqvqnqm wqwg‘wimmmmamuamqmwmwm NONNIAANT
mmnqmmamum?m (Situational Crisis Communications Theory: SCCT) %9 Coombs (2007)
Idannay mqwgummummLmmmnﬁiimLL@m’wmuzﬁu@wmmmsmmmmqvqnqm 9904
nstlszifiunanssnusedeldedesdns TnanansuIaniladagnAny 2 tsennasiail

1. ADUNTNIBIBIANIFABNIEANG A (Crisis Situation) aafnadaqlssiiusyiuaLAeadeeiu
Frumnaedings Geanmnsnudelfidu 3 Ussinldun

1.1 mfgxﬁmﬁﬂﬂﬂu@ﬁww (Victim Cluster) ﬁi:ﬁumm%’uam@uﬁ@ﬂﬁqm Wi AUNLR
83917 mﬂm;w,wﬂu‘ﬁ'ﬁwm nsgnlEng uazdnnae

1.2 mq:ﬁfmﬁﬂﬂﬂg\ﬂﬂﬁﬁm (Accidental Cluster) HszAumNFURATaLTRY 11U f1TRIA
anaxEanaIananATulad AvuEanatalunszuuNIER waznisimaangRdaulfdauds

1.3 nagiesdnstlaaiuld (Preventable Cluster) ﬁa‘:ﬁummﬁ*uﬁmmuzgq ¥ ANNHEA
NA1IARNNYEE NsasiAngUNNe WAL A
2) WQHﬁmiﬁuvjﬂ’lwﬁﬂHﬂj(lmage Restoration Theory: IRT)

Boulding (1975) 1é’@%mﬂfhmwzﬁ"ﬂmﬂﬂumm‘qmmmw?ummm?ﬁnﬁuﬂﬂ@ﬁﬁi@%qm’w I
A mWﬂm?vmumﬁmmuﬂimumimmmqmqLL@mN@@u mwaﬂ‘]:rm@\uﬂummmﬂg@uwuﬁ
sendwasAlsenau@snanniuazanuian wmvl,ﬂmmau,mqummiwmmimumummemuu |
laddnaznduluwdnisseniuvisedfjias

Benoit (1997) ”lmwwmmqwgmwluﬂmwanﬁm LW@L‘]JuLme\ﬂumi@mmimqvmqmm
ANANT ‘Emﬂmmu@nmﬂmmm'ﬂma 5 NALNSUAN WiaN 14 NE3D AIll

1.nagnsn13Ufias (Denial Strategy)

1.1 nsdfjiasaniuinzenlngnss (Simple Denial)

1.2 malaupru@nldiau (Shift the Blame)
z.mwﬁmimwﬁﬂmmﬁ*uﬁmfau (Evasion of Responsibility)

2.1 mimfaumumrEi'ﬂLW;miz:LIﬁa;uLmﬂdﬁ (Response to Another Offensive’s Act)

2.2 Magnedstaaninsudaya (Defeasibility)

2.3 ﬂ’]ﬁ‘%LL@x‘id’]Lﬂu‘ﬂqﬁﬁma (Accidental Occurrence)

2.4 AN9E1UARUNTR (Good Intentions)
3.ﬂ@qw§nw@mmmgmwwammummi (Reducing Offensive of Event)

3.1 N9dsuaFNwaNEnideLan (Bolstering)

3.2 NIARANAIATYTRAMANTAS (Minimization)

3.3 naullsnifiauiumsnienilianfrandd (Differentiation)

3.4 ﬂﬂa‘%slﬁl,ﬁuﬁqma‘%jt,viﬁﬁummuma‘ai (Transcendence)

3.5 N3lANAUANA19M (Attacking Accuser)

3.6 NITALTLANNIREINNE (Compensation)
4.ﬂ@ﬂm§miﬁ’nﬁumﬁ‘umﬂl (Corrective Action)

4.1 mﬂﬁﬁﬁﬁuﬁﬁytyﬂummﬁ’lmLLmﬂmﬁuﬂ’mﬁm%ﬁ

4.2 nsaniiunstaeviaed ldfunansenuetaiuglass
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5.nagniniseeNiuiawazaalny (Mortification)
5.1 NNTLAANAINIUEATOL L AZUD INFRAE IO
5.2 nn9e LHdaANldasie

szillaulgiae

mu’iﬁm%ﬂﬁlﬁumﬁﬁﬂﬁq@mmw (Qualitative Research) iflunnsiinmzviiiam (Content
Analysis) LaZN199921aN417 (Documentary Research) Tmﬂﬁﬁmﬂﬂmmmdﬁm Fenemilunienng
woaIN3al muﬁaﬁﬂmﬁmezﬁmﬂmﬂﬁ@mmﬂﬁ@@@ulau"lumﬁﬁﬂ (Facebook) ?aﬁﬂm%ﬁﬁmmm
1NN91 4,304,480 110y LL@”LL@ﬂWELﬂE}’J’uLﬁﬂ%(X) muummmmmumnmw 787,299 170yT 109418
nafudsallfuedlmfiReadesiufioniu 5321 szuinetui 21 NOEAIAN 2567 — 31 AQuIe
2567 WATARLARTAAINNITLDAIEUANIUNI9RIlALWNY Goh Choon Phong U9v8114n3sunTg
13919 (CEO) 1e9ananisdudenlfuaslaflunsunassiawsnisalingasanans Inevinnissauss
uazhiamsideyaiifuadasfunisdeaisuazniaianiznngingpressanisiudenldfueslally
nadlifientiu Q321 Lﬁ@ﬁnmgmmuLmﬁzﬂi:ﬁw“ﬁmmmmigﬂmﬂisluﬂquﬁnqm

agUnamsIan

HANNIANEANIRG sz asA NN

1) nazuaunansdeansluniagingaresanemstiudeatufuedlad nadlingnisnlifiendu sQa21
UseaugURUARNUGNaINIA

HANNIANENLIIN "3\‘1ﬂIﬂi’LL@ﬂ@ﬁﬁizwmzmuﬂWia"famasl,uﬂ’nzﬁﬂqm*’?‘igkuﬁum*mmmL‘%‘f;
Anaililsela wazdeansdanderuiinsudourecdeyn ni:mumiﬁéﬁw‘lﬁmmmmu@mmummi
uazinanuiteiuasassnmildlunsdiifvensaRngmd it s lumgnisaipawiiulou
a;mmﬁlﬁmﬁmﬁmﬁu SQ 321 ﬁmiﬂﬁmﬂ@ﬁmuaumﬁi@ﬁnqmﬂ%ﬂﬁiﬁ@ﬂwmmL%é’fmmiﬁ@mi
tugesmseeulaiiduniems g waijn (Facebook) wazuelwaiaduiand (X) Seviwein iy
deaenananiunislideyaunanansonu uenanEfeEn1sdliamanumsainieumangasiion
fulfathereiiesuazasinane W%@N%ﬂﬁﬁ‘ﬁﬂ@uaﬂmLﬁﬂ%ﬁu;ﬁmﬂ@ﬁi it Anuaug A FuunaLay
Yoy uazaniuzilaqiiuaesdlneans el ddeyafidaauuazasndou

Singapore Alrlines &

22 AN @
[Update 4]
Singapore Airlines (51A] confirms that 131 passengers and 12 crew members who were on board
50321 amived in Singapore viz 2 relief flight on 22 May 2024 2t D505k (Singzpare Timel. They were
received upan their armival 3t Singapare Changi Airpart by Mr Gah Choon Phong, Chief Exacutive
Officer (CEC), Singapore Airfines.
Transportation ta their homes or hotel accommodation has been smanged for pazsengers travelling
to Singepore,
For passengers with onward connections. we have rebooked them on alternative flights. We have
slza arranged hotel accommodation ar kaunge access far them ta rest until their next flight
Singapore Airtlines can confirm that one passenger who wes on board 50327 died during the
incigent,
A5 of 0505hrs on 22 May 2024, another 79 passengers and six crew members from 53321 remain in
Bangkek. This includes those receiving medics] care, as well as their family members and loved ones
whao were an the flight.
A cedicaled SIA leam lrom Singapore is in Bangkok 10 asis] aur collesgues and The local authorlies,
port b the pessengers and crew Trom 502321 who temain i

Mr Guh Choon Phong, CEQ, Singapore Airlines, said: “0n behall of Singapore Airlines, | woukd like 1o
express my deepest condolences o the fTamily and loved ones of the deceased passenger, We also
deeply apulogise for the Laumes experienced by all passengers and crew members on this Tght, We
e |Jl|.'\'il|i ible assislance and support e them, along with Uhein Ia: nilies and loved ones,
duri ne, The well-being of our passenaers and stall is cur uimost priority,”

51 5 fully cooperating with the relevant authorities in the investigation inta this incident.

Felatves seeking nfommanion may contact the Singapore Airlines hotlines af +65 3347 3311
(angapnre), TEO0-E45-171 [Australia), and 080-0066-7194 (the United Kingdnm)

Regular updates will be provided an our Facebook and X (hitps:/ fwan twitter.com/slingaporeals &)
zecounts.

First posted an 22 May 2004, DE2ahrs (GMT+E)

2w 1 nsdeansluningdnge Weadui SQ 321 Usraugiimwmswesesdiunnuguainis, 2024,
WHNEILUR : Facebook Page Singapore Airlines (https://www.facebook.com/share/p/1DcCL6tRsF/).
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§, Smospore Alrines @ m o
) i a

[Update 5
Singapore Alrines CEO bir Goh Choan Phong addresses the 50321
Incidant in his vidoo mossage.

i are deeply saddened by this incident, and a

and craw members who wers on board SG321, as wel as thalr

,
e . ¥ - Famibss and loved ones.
‘m =5 - [ A
2 » the passenger wha passed away.
el . A vl Mg ot 15 of the BE821 pavcmaws arsd o

membars, who ware atle & arived in Singapare fhis
marming 3t 0505hrs IS

‘Dl‘

e oen 50321 ramain
il ’ : i e e N G
Goh Choon Phong Most reiovant +
Singapore Airlines Chief Executive Office “ Susan Michset

Asamplary kaces, My chelce of airling would atways
be Sngapore Alrines. My eldarty mum travelled with
Sham for 10 years and the care by their pikits, cabin
crew and ground staff was exceptional. That is why
they are congistenly voted "beat aiine’.
. o

@ s

Good serviee, great communication and guick

NN 2 CEO m@\mmmmumﬁmm@ﬂ@u memimmmmmim SQ 321
N : Facebook Page Singapore Airlines (https://www.facebook.com/share/v/14vp36D2Rb/).

()
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Abstract

The reality show “Goodbye, My Lover” by Mango T.V. is extremely popular among the
age group 18-50 in China due to the emotional appeal by audiences. The show captures the
life of participants who are on the verge of divorcing and are given chances to introspect their
decisions. The present study aims to investigate the media exposure, usefulness and gratification
of Chinese audiences from the show. The study also aims to investigate gender differences in
media exposure, usefulness and gratification of the reality show in a sample of 400 individuals.
By using a questionnaire will provide an easy and quick form of collecting data along with greater
chances of generalizing the findings to the larger population. Through questionnaires, statistically
significant information can be obtained about how love-themed variety reality shows, notably
“Goodbye, My Lover” is found useful and gratifying by the audience. Once informed consent has
been obtained, Zoom sessions will be used to conduct a virtual orientation for the study and the
questionnaire will be filled out by the participants in Questionnaire Star. Subsequently, the collected
raw data will be statistically analysed using descriptive and inferential analyses. In the inferential
analyses, Pearson’s correlation and regression will be used to explore how media exposure to the
audience is useful and gratifying/satisfying for them and a t-test will be sued to compare the groups.

Results reveal that the reality show has a significant impact on male audiences than on
female audiences. Moreover, results indicate that there is a positive relationship between media
exposure and both usefulness and gratification which suggests that increased exposure to the
show increases the emotional growth and the overall satisfaction of the viewers. Understanding
the audiences can help the media creators in creating better and more diverse shows that connect
with the viewers.

Keywords: Reality Show, Media Exposure, Uses and Gratification, Chinese Audiences
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Introduction

Media, in some form or another, has penetrated and influenced the lives of almost every indi-
vidual around the globe. Among them, T.V. is an easily accessible source of audio-visual media
that presents a variety of shows and forms of entertainment, from drama to news, cooking shows,
movies, and reality shows. In contemporary times, reality shows have become the most influential
and most-watched shows on television around the world and have engaged audiences to a great
extent (Pahad et al., 2015). In China also, there are reality shows on almost every conceivable
theme, from cooking to dancing, singing, challenges, and love. Among these, love reality shows
are exceedingly becoming popular in China due to their emotional appeal (Zhang, 2020; Zhao,
2014). One such novel reality show on the broader theme of love but the specific context of divorc-
es, ‘Goodbye, My Lover,” has been created by Mango T.V. in China. In every season, the show
focuses on the life of three couples who are on the verge of divorce or already proceeding with it
and shows the interpersonal conflicts, efforts, and emotions that go into making an intricate rela-
tionship of life partners in a marriage work (Morton, 2020). In the show, the participating couples
are taken on an 18-day trip filled with challenges (physical, mental, and emotional) and given time
to introspect their relationship with their partners.

The show has released three seasons with 13 episodes each since 2020, obtained a Douban
rating of 8.9, and received more than 3.5 billion views. These numbers speak of the popularity of
‘Goodbye, My Lover,” which appears to connect with the audience at an emotional level (Ashley,
2020). Although the show is top-rated, there has been no research on what makes it so popular
among the Chinese audience, particularly those in the age range of 18-50 years, who are the
largest consumers of this show. To cater to this research gap and to better understand the emotional

appeal of love reality shows, particularly ‘Goodbye, My Lover,” the present study was designed.

Research Objectives

The primary aim of the present study was to investigate the media exposure, usefulness and
gratification of Chinese audiences with the show ‘Goodbye, My Lover.” To fulfil this aim efficiently,
three research objectives were designed.

RO1. To study media exposure, uses, and gratification of the reality show ‘Goodbye, My Lover’
of the audiences.

RO2. To study the effect of gender on media exposure, uses, and gratification of the reality
show ‘Goodbye, My Lover’ of the audience.

RO3. To study the relationship between media exposure, uses, and gratification of the reality

show ‘Goodbye, My Lover’ of the audience.
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Literature Review

Concept of Media Exposure

The theory of media exposure contends that information obtained from the media and
conveyed to people has a substantial impact on their attitudes, mental processes, beliefs, and
behaviors. The importance of the media in influencing perceptions and opinions by making news and
information accessible to a large audience is highlighted by this concept. It suggests that frequent
encounters with media, like through TV shows, movies, or online content, may cause people to
internalize behaviors that are compatible with how the media portrays them. Cultivation theory,
agenda-setting, selective exposure, para-social interaction, and social learning are some of the
concepts that are included in the notion of media exposure. Since media representations may
not always accurately reflect reality, it underlines the significance of critical media comprehension
and literacy. People, media producers, and society shall understand how media exposure affects
the ideas, attitudes, and behaviors of individuals in order to manoeuvre and make wise decisions.

Theory of Uses and Gratification

The theory of mass communication considers the possible impacts that mass communication
has on people and society, acknowledging that media may have both immediate and delayed
consequences on the actions, mindsets, and perceptions of individuals. The complex and con-
text-dependent interactions involving media and society are highlighted in this theory. When it
comes to understanding how the media works and how it has a significant impact on the percep-
tions, attitudes, and behaviours of individuals, the theory by McQuail (1987) is still an essential
component of the discipline of media and communication studies.

Thus, the Uses and Gratifications Theory depicts a dynamic and constantly evolving process
in which people continually analyse their needs, choose media material, utilise it, and assess their
satisfaction with it. It also emphasises the active role that people play in decisions regarding their
consumption of media and the multitude of motives and gratifications that are sought by diverse
audiences. However, the precise procedures and specifics may change depending on the situation
and the circumstances of each individual.

Concept of Reality TV Show

TV is an easily accessible source of entertainment for a larger share of world population.
Among the different forms of entertainment shows observed on television nowadays, reality TV
shows are one of the most watched and influential forms of TV shows which keep the audience
engaged and coming back to watch them day after day, season after season (Pahad et al., 2015).
Reality television frequently makes us consider what we would do in the same circumstance, which
may be an excellent exercise in exploring our principles. Most reality shows have as a recurring
subject the fundamental conflict between self-interest and self-sacrifice (Skeggs & Wood, 2012).
Individuals are familiar with these themes of right and wrong behavior, betrayal, competitiveness,
and connection because they make comparable decisions every day without the help of cameras,
fictitious situations, or exposure. People are drawn to it because, at their most fundamental level,
they enjoy seeing human drama and can identify with difficult choices (Skeggs & Wood, 2012).

They want to witness the battle, whether it is for fame, fortune, or notoriety.
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Information about Goodbye, My Lover

‘Goodbye, My Lover’ is the first reality show with the theme of divorce in China, which is po-
sitioned as a “marriage documentary observation reality show”. Reality shows should focus on
the lighter and more interesting content of life, and the topic of divorce, while striking, is clearly
too heavy in style. In order to embed divorce perfectly into the reality show model, the creators
need to plan enough accurate narrative logic and program architecture. The establishment of the
structure is an important skeleton of establishing the overall program, and the program structure
set up by “Goodbye, My Lover” is wholesome (Morton, 2020). The first season of the show was
aired in 2020 and it focused on three different types of marriage samples, inviting three couples
facing an emotional crisis on an 18-day trip out of the routine state of life. During the journey, the
program team arranged a series of emotional experiments and games, and the tasks set a new
situation and order. At the end of each day, the guests answered a question” Do you still want to
get a divorce?” After the whole trip, they were required to make a final decision.

Demographic Audience

Depending on the particular show and its intended audience, the demographics of the audi-
ence of reality TV shows vary. The present study targets the audience of “Goodbye, My Lover”;
therefore, one demographic feature of the audience for the present study is that they should have
watched the show “Goodbye, My Lover”. These viewers have personal experience with and knowl-
edge concerning the program. They are, therefore, qualified to share their perspectives on the
communication and emotional value of the show. Also, since the poor may not have accessto TV,
and the rich may find the show too boring or not up to their standards, the middle socio-economic
class individuals have been targeted for the present study.

Conceptual Framework

The aim of the present study is to investigate the uses and gratifications of the audience of
China with the show “Goodbye, My Lover”. For the fulflment of the objectives of this research, a

conceptual framework has been proposed (Figure 1)

Uses

LOVE REALITY SHOW

Media Exposure “Goodbye, My Lover”

Gratification

Figure 1 Conceptual Framework

Based on this conceptual framework, the media exposure of the audience to the love reality
show “Goodbye, My Lover” will be analysed first. Then, the uses and gratification of the audience
with the show in enhancing their communicative and emotional values will be analysed with the
help of online survey questionnaires. Moreover, a quantitative comparison of the differences in

these values of male and female audiences will also be undertaken.

)



'
a

3asimArNanslsvial 19 29 atfuf 2 (wquniAs - &anAn 2568)

Methods

Population and Sample

Since the study aimed to analyse the media exposure, usefulness and gratification of Chinese
audiences with the show ‘Goodbye, My Lover,’ these audiences were the target population of the
study. Being regular audiences of the show, this audience could provide more significant details
on the uses of this program and the gratification they felt with it. The sampling frame of the study
comprised a Chinese audience (both male and female) of the show ‘Goodbye, My Lover in the
age range of 18-50 years, as individuals in this age range are the largest consumers of the show.
The final sample was selected through the convenience sampling method, and the sample size
was decided upon through G*power calculation, taking inspiration from the study of Zhao (2014),
in which a sample size of 231 participants was used. To make the study generalizable over the
broader population of the show, 400 individuals (both male and female) were selected as the final
sample of the study. The sample was selected in the process of data collection itself, where the
first 400 individuals who filled out the research questionnaire were chosen as the study sample.
The sample was categorised into three groups for later analysis- group 1 had watched only season
1; Group 2 had watched only season 2; and Group Three had watched both seasons.

Research Instruments

The independent variable in the present study is the media exposure of the audience to the
show ‘Goodbye, My Lover’, and the dependent variables are the uses and gratification of the
audience with the show. Given the nature of the research, the exploratory design of the study, its
sample size, and a quantitative research tool, preferably a survey questionnaire, were considered
appropriate for collecting data for this study (Nayak & Narayan, 2019). A survey questionnaire is
appropriate for affordably collecting quick and more extensive data. Moreover, it is more appropriate
for carrying out data analysis of more extensive data, making it easier to generalise the findings
on a broader target population (Nelson et al., 2019). As there are no standardised tools for these
variables and none in the specific context of the show ‘Goodbye, My Lover,” a survey questionnaire
‘ Uses and Gratification Scale’ was self-constructed on the Chinese platform ‘Questionnaire Star.’
A rigorous process of tool construction was followed that involved pilot studying and validity and
reliability establishment. Items with ICVI (Item-wise content validity) of 0.8 or more were selected
in the tool, and the tool had a test-retest reliability coefficient value of 0.80.

The tool had two parts. Part one had information on the demographic aspects of the sample,
including the age, gender, education level, occupation, and watching preferences of the audience.
Part two of the questionnaire had twenty-four Likert-type item statements in three categories- media
exposure, which had 07 items, which had 08 items; and gratification, which had 09 items. These
items were scored on a continuum of one to five, where one meant ‘never’, and five meant ‘always.’
All the twenty-four items of the scale were positively scored, and the score range for the categories
was 7-35, 8-40, and 9-45 for media exposure, uses, and gratification, respectively. Higher scores
in the three categories reflected higher media exposure of the audience with the show and their

corresponding higher uses and gratification with it, and vice versa.
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Data Collection

The data collection process began with the identification of the target population for this
study, which was the Chinese audience in the age range of 18-50 years who had partially or
fully watched the show ‘Goodbye, My Lover.” After finalising the target population, the link to
the survey questionnaire with a consent form for participation in the research was shared on
several social media platforms such as X, Facebook, WeChat, and fan forums of the show and
student groups of Rangsit University. The link had information on the purpose of the study and
filling out the questionnaire, as well as instructions regarding filling out the questionnaire. The
participants first had to sign the consent form that could ensure their voluntary participation, and
then they were directed to the survey. Individuals (male or female), whether students or other
non-students working or non-working, who were interested in the survey could fill out the questionnaire.

Once 400 individuals had filled out the surveys, the link to the questionnaire was disabled.
During the data collection process, appropriate measures were adopted to ensure that the research
was ethically conducted and the participants were not harmed in any form, physical or otherwise
(Hasan et al., 2021). One way to ensure this was to avoid asking the participants for their names,
which could lead to any form of identification. Along with this, the participation was voluntary and
informed by means of a consent form, which ensured that participants were duly informed of
the reason for which the data were being collected from them. Once data had been collected,
the participants were thanked for their time and efforts. The raw data collected from the survey
was then exposed to various forms of statistical analyses to find the outcomes of the research.

Data Analysis

The data collected through the survey questionnaire was quantitative, which necessitated
quantitative data analysis for the study. For this, the raw scores on the ‘Uses and Gratification
Scale’ from each participant were compiled together in M.S. Excel to form three scores each for
media exposure, uses, and gratification. These scores were then exported to IBM SPSS, where the
actual data analysis took place. Both descriptive and inferential statistics were applied to study the
general trends in the data and establish the cause-effect relationship between the independent and
dependent variables. As part of descriptive statistics, mean, standard deviation and percentages
were calculated to study the patterns in demographic variables of the study, such as age, gender,
education level, occupation and watching preference. t-tests were computed to compare different
demographic groups on the basis of gender and check for any differences in their exposure to the
show ‘Goodbye, My Lover’ and the uses and gratification they obtain from it. Pearson’s correlation
was calculated to identify the nature and direction of the relationship between media exposure
and uses and gratification, while regression helped in ascertaining the strength and extent of the

relationship between media exposure and uses and gratification.
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Results

Participant Characteristics

Of the 400 participants who filled out the survey questionnaire, there were 162 (40.5%) males
and 238 (59.5%) females. Thirty-one participants were in the age range of 18-21 years, 125 were
between 22-25 years of age, 108 were between 25-30 years of age, 112 were between 31 and
35 years, and just 24 participants were above the age of 36 years. Watching preference revealed
that 249 participants had watched the second season, 89 had watched the first season, and 62
participants had watched both. More than 2/3rds of the sample were at least a graduate, and
only 11% of the sample needed to be more educated. In occupation, 39.8% of participants were
permanent workers, 4.8% reported working as freelancers, and 13.5% reported being students.
Based on this statistic, it can be observed that the audience of the show is mainly educated working
females between the ages of 22 and 35.

Trends in Media Exposure, Uses, and Gratification

Mean and standard deviation values of media exposure use and gratification of the audience
of ‘Goodbye, My Lover' reveal average scores. The mean value of media exposure (M = 24.49,
S.D. = 5.35) lie in the average level of exposure, suggesting that the sample audience exhibits
moderate excitement in watching the latest episodes of ‘Goodbye, My Lover,” interacting in the
fan forums of the show or recommending the show to their friends or family. Similarly, the mean
of uses (M =28.71, S.D. = 5.25) and gratification (M = 32.15, S.D. = 6.25) also lie in the average
range. This suggests that audiences find the show moderately useful in understanding and man-
aging their relationships and are moderately satisfied with it in contributing towards their emotional
growth and overall well-being.

Gender-wise Comparisons

The differences between male and female audiences in their media exposure use and grati-
fication with ‘Goodbye, My Lover’ were analysed through mean values. Though mean values are
higher for male audiences for all three variables, namely media exposure, uses, and gratification
than for female audiences, the statistical significance of these differences was assessed using
t-tests. t-value for male and female scores for media exposure was found to be significant, t (398) =
5.47, p <.001, which reflected that males are more excited to know and discuss about ‘Goodbye,
My Lover.” Similarly, a statistically significant value of the t-test for uses, t (398) = 4.18, p < .001,
suggests that males report ‘Goodbye, My Lover’ to be more helpful in understanding and managing
their relationships as compared to their female counterparts. Lastly, the t-test value for gratification
was also found to be statistically significant, t (398) = 4.68, p < .001, which reflected that the male
audience is statistically more satisfied with ‘Goodbye, My Lover’ than the female audience due
to its impact on their emotional growth and well-being. Thus, on the whole, it is observed that the

show has a more significant impact on the male audience than the female audience.
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Relationship of Media Exposure with Uses and Gratification

Media exposure of audience was observed to be strongly and positively correlated to the
uses they perceive of ‘Goodbye, My Lover,” as the value of correlation coefficient, r (398) = .76,
p <.001 (Table 1). This value reflects that the perception of the audience concerning the uses of
‘Goodbye, My Lover’ for their emotional growth increase with increase in their exposure to the show
and vice versa. Similarly, media exposure was also found positively correlated with gratification
that audience feel with ‘Goodbye, My Lover,” as r (398) = .81, p < .001, implying audience are
more satisfied with the show when they are more exposed to it and vice versa.
Table 1

Correlation Coefficients (r) between Media Exposure and Uses and Gratification

oV r p-value

Uses 76" .000
Media Exposure

Gratification .81* .000

Note. * p < .01

Impact of Media Exposure on Uses and Gratification

The regression model developed for the impact that media exposure of ‘Goodbye, My
Lover’ had on the uses perceived by its audience was found predictive for this relationship
as F (1, 398) = 554.12, p <.001. The Beta value or regression coefficient, r (398) = .76, p <
.001, was statistically significant for this model, suggesting media exposure had a significant
direct impact on the perceived uses of ‘Goodbye, My Lover’ for the audience. From the R2
value, it was revealed that media exposure contributed towards a 58% variation in the use of
‘Goodbye, My Lover.” Similar to uses, the model of regression developed for media exposure
and gratification of the audience with ‘Goodbye, My Lover’ was found predictive as F (1, 398)
=766.88, p <.001. A direct significant impact of media exposure on the gratification of the
audience was revealed by a statistically significant regression coefficient, r (398) = .81, p <
.001. Also, media exposure was found to predict a 67% variation in audience gratification.
Thus, it can be conclusively asserted that media exposure was a significant predictor of
uses and gratification perceived by the sample audience of ‘Goodbye, My Lover.’

Discussion

Through this study, the researcher wanted to explore the media exposure of the
Chinese audiences to a love reality show, ‘Goodbye, My Lover’, and the uses and gratification
they obtain from it. As opposed to the conventional viewpoint of higher consumption and
engagement of emotional T.V. shows by females (Deery, 2015), this study found males to be
more interested and engaged with ‘Goodbye, My Lover,’ a reality show based on emotional and
interpersonal themes. This finding has pointed towards shifting gender roles where individuals have
become more flexible in their conventional gender roles as well as choices and preferences.
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The study found a positive correlation between media exposure of ‘Goodbye, My Lover' and its
uses and gratification felt by the audience and noted that media exposure could statistically influ-
ence and predict to a considerable degree the uses and gratification the audience derives from
it. These findings have suggested that media exposure to diverse forms of media (conventional
or social media) has immense potential to broaden the perspectives of Chinese audiences on
their interpersonal relationships and improve their emotional and overall well-being. This finding
derives support from Pahad et al. (2015), who noted that more exposure of audiences to diverse
forms of media can influence and alter their thinking, actions, and emotional reactions. The find-
ings also indicate some fundamental needs, preferably psychological needs, that ‘Goodbye, My
Lover’ appears to fulfll, which motivates the audience to engage more actively with the show and
perceive it as valuable and satisfying. Observations of Papacharissi and Mendelson (2010) on
the theory of uses and gratification substantiate this finding, which suggests that individuals are
drawn to and engaged more with such media forms that fulfil either their cognitive, emotional, or
social needs or all of them or a combination of these needs.

The study has specific critical implications for media creators, audiences and researchers.
Media creators can better explore the audience demographic of their existing shows to create such
new and diverse shows that cater to their emotional needs, which can help expand the audience
base for their shows. Additionally, creators should keep the cultural aspects of the audience in
mind when designing a new show. It is so because cultural needs and background also play a
crucial role in influencing the perceptions of the audience, and what may be expected in one
country may not be applicable in another country. The audience can benefit from this study as they
can find the outcomes relatable to them and can introspect on which needs the shows they watch
appear to fulfil. They can also make informed decisions on what to watch based on their diverse
needs. Researchers can take this study as a base and carry further gender-based comparisons
in different cultural settings to observe the universality/uniqueness of such differences.

Despite adopting a comprehensive methodology and analysis, this study has a few limitations.
One, the outcomes are specific to the cultural setting of China, and they may not be applicable
to other cultural backgrounds; therefore, a multicultural study can be carried out to find universal
patterns that can be widely generalised. Second, the sample selection of this study has been made
through convenience sampling, which is not a representative form of sampling; future research
can utilise random sampling methods with larger samples to ensure the sample is representative
of the target population. Lastly, the use of self-constructed and non-standardised tools for data
collection and the absence of a qualitative measure may impede an accurate assessment of the

variables being studied.
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Abstract

The purpose of this research; (1) to study the identity through the wisdom culture of woven
fabrics of the Lao ethnic group, Nong Kaew Subdistrict, Kanthararom District, Sisaket Province,
and (2) to study the development guidelines for communicating identity through the wisdom
culture of woven fabrics of the Lao ethnic group, Nong Kaew Subdistrict, Kanthararom District,
Sisaket Province. This research is a qualitative research using data search methods from docu-
ments, textbooks, and related research, and collecting field data through in-depth interviews and
participatory observation with key informants who are community leaders, women’s woven fabric
groups in Nong Kaew Subdistrict, and government agencies, Nong Kaew Subdistrict Administrative
Organization, Kanthararom District, Sisaket Province.

The results were as follows; 1) The identity of woven fabric wisdom of Nong Kaew Subdistrict,
Kanthararom District, Sisaket Province is that the community is a Lao ethnic group. Most of the
population is engaged in agriculture, followed by weaving, which has passed down knowledge
and experience that has been passed down from generation to generation for more than 100
years. They weave fabrics for wearing. The community has cultivated and passed down knowl-
edge starting from the household level, especially from mother to daughter, who dress in sarongs.
And there is a sash to wear when making merit or in various traditional events. The weaving of
the Khid pattern, the designer of the Khid pattern will be inspired by the way of life, nature and
beliefs. Currently, it has been further developed by making it a household weaving career, gener-
ating income for the community and extending creativity in designing products from Khid pattern
fabrics into new products such as bags, pillows, as gifts and souvenirs. 2) The communication
process in transferring local wisdom, the communication characteristics of the community will
be communication within the community at the individual and group levels. The communication
process has a sender, which is the village sage, the operator of the product. The message is the
production process, inheritance, and application through channels, which are personal media,
product material media, special media and activity media. The recipient groups are community
members, members of the local media operator group and the general public. There are 3 steps
in developing the communication format: 1) The production step uses personal media through
conversation, teaching, explanation, demonstration and experimentation. 2) The inheritance step
emphasizes the use of personal media, activity media, and training using a combination of teaching
methods such as telling and practicing. 3) The application step emphasizes the use of product
material media to create value together with the use of online media channels to disseminate
information more widely.

Keywords: communication, communication process, identity, local wisdom, woven fabric
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Abstract

The objectives of this research are: 1) to study the process of digital marketing communication
and develop strategies for new normal tourism, 2) to examine the factors influencing the intention to
use technological innovations for new normal tourism, and 3) to develop a structural equation model
of digital marketing communication for new normal tourism. This study employs a mixed-method
approach, consisting of qualitative research through in-depth interviews with key tourism agencies
in Thailand and operators who use or develop technological innovations for new normal tourism. In
terms of quantitative research, a survey was conducted with a sample group of 320 tourists in the
Bangkok area. The results of the research found that 1) communication models vary depending on
the mission of each agency. Regarding communication for new normal tourism, both public and
private sectors comprehensively use technology and online media to communicate information
about new normal tourism. The main tourism agencies focus on creating high-quality and valuable
content strategies for digital marketing communication, along with strategies for developing various
communication channels. Meanwhile, the private sector focuses on developing new marketing
communication tools and channels by applying modern technological innovations to maximize
communication efficiency. 2) The structural equation model of digital marketing communication
factors influencing new normal tourism aligns well with empirical data, statistically significant at the
0.01 level, with SRMR = 0.058 (less than 0.08) and NFI = 0.945 (greater than 0.90). It was found
that digital marketing communication factors, perceived ease of use, and social influence have
a direct positive impact on attitudes toward technological innovations for new normal tourism, as
well as an indirect positive impact on the intention to engage in new normal tourism.
Keyword : Digital Marketing Communication, New Normal Tourism, STRUCTURAL EQUATION
MODEL
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Abstract

This research aimed to 1) Examine the storytelling techniques and content creation in
Marvel Studios flms and 2) Examine the construction of superhero representations in Marvel
Studios films. A qualitative research methodology was employed. The study involved an tex-
tual analysis of Marvel Studios flms. Conduct document research by using books, textbooks,
and relevant websites. Additionally, use in-depth interviews with experts specializing in flms,
including Marvel Studios superheroes. The research findings revealed that: The communica-
tion techniques through storytelling and content creation that have gained popularity in Marvel
Studios films include narrative techniques feature storytelling approaches characterized by
“realistic extravagance,” the interconnection of stories through End Credit scenes, and the
consistent storytelling of each fiim under the production control of Kevin Feige (Studio Identity). This

allows each fim director to control the style and essence of every film they direct. (Great Author).
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in addition, The communication model for establishing the popularity of superhero representations
in Marvel Studios films includes unique character archetypes, a superhero with a human dimension
and an actor who suits the hero.

Keyword: Storytelling, Construction of Superhero, Cinematic Universe “Marvel Superheroes”
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1.4.1 Aneuzasasfidudau (Complex Character): iluazasaliuazmanieiilangid
dnwnizidanans q fuegluiiesduihasaafiiinanuia ensunl uazannafnmieuusymd
ulanusiannnaniuade iy menas ronman 3 fazesini amnsARRARmINNNsTIaYAsIRNITY
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1.7 yuNBILUMSLAITas (Point of view): yuueslunisiaFesndsinglunineuns

AngaNnfadnAte 10 Gad wivaanls 2 sluuy Al
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1.8 M@UAU (Ending / End Credit): 31 Lmumn@u*ﬁ'ﬂmﬂg’luﬂﬂwmmfm?’mamﬁim’fq 10 Bag
N 2 guuuu 1un @1naugduuuauuds (Happy Ending) L‘ﬂumﬂwmﬂi’mg“lumwwmmwm 8
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i 1o rusing Tneitalafiueninily axfludnmnisauiun Tragic Ending wafifsfiatalsiday
glé%AnAering Ae Mdudstnsdmwinliind wiesdensnaelng wazdieinadnddidomld
Insunldiae lwainauwuy Happy Ending wanant g meumfunsulsdinamna McU thy
Tun %) End Credit 3aanmeunsaziianavivslugoaring Feaniuifedemesnarellluewansielyl

N TuANHEIe9FIYAAR WAAZTUNNTAIAINYNNEITBIANNUENTIAUNALAL I BN NNTD]



'
a

3asimArNanslsvial 19 29 atfuf 2 (wquniAs - &anAn 2568)
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a -

Yo 8 va Vo A ¥ A 9 = el o , \
Quqiﬁﬂumﬂﬂmum@ﬁ‘@ LmﬂiuadmLm-‘_WlWZLM‘MEILM@ﬂQﬂu HANLLTALARINNRTIUITL b LILLU

[

rugilanual vessaazas aiv Tnsefa gneanuuuduanlngla ledeunazuda inefll feldin
Wumingen galdss Nsthang SAsemnaiin 449 186 LIURNAT vhwiin 108 Aland weiasnalugy
WLLTN98N3TUE A A.A.1940 Lﬁ@ﬂﬁﬁﬁmiﬁ%:muLﬁ'??"mLLuuﬁﬁmmmﬂﬁw’]ﬁ@ﬁg@L;ﬁ?m Az
Talawnfian fsalaldgndendlidugluuumessmfanigeriniduwinniu efaifuasinagn
m%\mﬂugmmuL%qﬁagﬁnmﬁmm@m?mLﬁ@ﬁi@zﬁﬁuﬂwﬁnmhmmﬁmmﬂ%\i‘ﬁ' 2

Auas 20985 Taiaeda fernuiinluiud 4 nangAN A.A.1917 lutianaia Tnaneaasande
Famasannissulugensalanaied 1 mevdaiuadlEdeTna doesuil p.A.1940 auwanisnl
asnrilanesed 2 annldmenenudnsaunnsinms wadassemeiiinuasdauue Aslaudlias
anmranasianlasnaen aunsgiapanesnaealidnn es. Tauw Eusd) lndaled au
anlgsudinasinung uagldfdendusdauusnlffuminieduguefizaies

ﬁﬂﬁu@LsﬁmﬁwﬁaﬂLﬁw‘?{iﬁ%’mﬁﬂsgL‘]J@ﬂsmjuﬁﬂﬁmmmimu:m\iéwmﬂLﬁ'u%u ANAZNAS
AHIF RN YT Lﬂur{jﬁmmtyﬁ@ﬂ:mwi@éjnﬂgﬂLLuuLL@xmim

smsnusdfauazyunasanuide 1 Tnaefs ddnvuznsziieteiu dfila anvaduay

o I3

.=4' o o & o o & o = % & PO A ®
P¥nAMaITH NNt Snnanies uavedsaiesge seuiuse Daudanidugilesals wiasn
udhnessiaiesagiane dueanazessaedduauseanislunisnilaslan adn@eioiasiag o) doe
Aansnimsalinsann Aslunyananginniaesenae ANNLEgNalawatensslunigyinam

WaIUIMSFIazAT wasmsussaiivnng 10985 Taiaasa dosusnaesnisiuainiuds anw
Tsaafainldiuitlymmuuuuaemmns WANAIANNINAMANITAIAUAE S.H.ILE.L.D WugnunInws
Tnelandn yunesesaiv tawefa TunisdfjimnnsnatiuGuianueaneuau Inganizludodmng
auuaefarnnsiana1av i ausenane A3 i liigniuainigunalisesasunanidoynyilele
A A o ~ oo v P o wa a ' % Y A | o
HuednsudaugulesFlsfefuRninnalinseyiBainaudssanans usgavineudaainiivn
nsnagagANgNFesat ALANI9F Ul RE N ALY gavinaudailaussqiivinagegaly
n17U370 87ue4 A RanFawelU1ETInreemny
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‘vrﬂ,umemmmwmmﬂm@mmuim adsgnminTzIniaindeondounss mumu Aomdaly
szfumianywd fwdsfiananananmaneantd i mmz‘lfﬁwzﬁ”\amﬂLmﬂgmmmmmmmqwm@ﬂ
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spndwEliiuman e anndaudinialudalasaanandiseg wazanudaudeszudengualiso
Aued TnedaruaenAfesiuNWRABIaINmTW 155 (2559) FnnsAnEn Geennudaun g
nw%"@mifqmummi@Lu?ﬁuchumwwmﬁgLﬂ@ﬁiémmﬁﬁwmim futhpradoudadu 3 wuy
Aeail Ae ANdaL e auenszdnasiiaras Anndawinieluanla wazaudnudaiunaa
AELNTFIATATERILILAS
ANNNNIANHINARRIUNNS AN 3B9TBINNEUASINFIIAE NN DU AN Uz 189fAazAT (Char-
acter) ﬂﬂﬂmﬂummms@umu (Round Character or Complex Character) LLﬂym@vmﬂﬁ‘vmw
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wfnatiuuansellanameuniaaau ) Ae nsvinlineuauaesizessaludauaes End Credit
:‘/ dll o o=, |dl Iy a ' v o a 1% ::i o QI é"i’
dwgenleallfanimennsalia o aeswnfinaagilte nanlddinnfinsagaladudueniivindedian
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anfialunisairsnnugniuuazanueaingdlsdasielllunwauniGessall Tnaannisdnenaes
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FandnanmuzuuL Lesser Author 81anan3 Lagnidluiwaniensuantaszmndng Great Author uag
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Abstract

This research aims to examine the construction of meaning of “rice barn” (Lao Khaw) and
overlapping of elements in communication affecting the meaning of its word among ethnics Suy
(Kui), Laos and Yerr in Sisaket province. A qualitative research methodology was employed. Data
collecting used were purposive sampling, snowball sampling, complete observation and prolonged
engagement for its reliability,

The study revealed that the construction of meaning of the word “rice barn” of those ethnics
were comprised of methods and structures of making the barn relating barn structure, roof, gable,
barn pace, pillar, wall, base beam, floor, terrace, door and stair. The result was various and its
meaning was similar to the channel which was integrated from its variety into “rice barn” of ethnics.
This generated implosion in communication. However, the meaning of this word was vague due to
communication elements including sender, receiver, channel, message, context, code, feedback
and interference. These elements were overlapped resulting in convergence communication of its
word from the integration of all elements. Thus, these communication elements were as symbiosis
relating in mutualism.

Keywords: communication, symbiosis, culture, rice barn, local wisdom
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Abstract

The objectives of this research are: 1) to examine the consistency of the causal relationship model
of factors influencing on the donation behaviors of Ramathibodi Foundation’s donors with the empirical
data; 2) to study the causal relationship path between factors of all causal variables, including exposure
to the news content from media about the foundation, knowledge of donation to the foundation, and

motivation to donate, which influence on the donation behaviors of Ramathibodi Foundation’s donors; and
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3) to investigate the direct, indirect, and total effects of various factors on the donation behaviors of
Ramathibodi Foundation’s donors. This research employed a survey method, using questionnaires
as the data collection tool. Data were collected from 400 donors and buyers of the foundation’s
souvenirs. The data analysis was conducted by structural equation modeling (SEM). The research
findings indicated that there were positive relationships between factors of all causal variables and
donation behaviors with statistical significance level of 0.01, with correlation coefficients ranging
from 0.322 to 0.581. The causal relationship model of factors influencing on the donation behaviors
of Ramathibodi Foundation’s donors was consistent with the empirical data. The causal variables
could explain the donation behaviors at 45.00%. According to an analysis of variables relationship
path, the results were found that the exposure to the news content from media about the foundation
and the motivation to donate have direct effect on donation behaviors, with path coefficients of 0.12
and 0.43 respectively. The exposure to the news content from media about the foundation and
knowledge of donation to the foundation have direct effect on the motivation to donate, with path
coefficients of 0.26 and 0.34 respectively. Additionally, it was found that knowledge of donation to
the foundation have no direct effect on the donation behaviors of Ramathibodi Foundation’s donors.

Keywords: Donation, Ramathibodi Foundation, An Analysis of Path Coefficient
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0.760

5) Aanidasurasdamonuiieaiuusadlalunnianauryaisnunsy

6) ﬁhmmﬁ@ﬁwﬂ@ﬁ@ﬁﬁmuLﬁmﬁquﬁﬂﬁum?u‘%mLmaﬂmﬁ%mm‘ﬁuﬁ% FAwiniu 0.814

a A

A4 LAWINAL 0.939

szansuaznguAIaEng

dszannsfildlunsidanieil Ae Bilu"ﬁlLﬂ?;l‘l_l?’iﬁﬂLTTLLLLZWLﬁﬂ%ﬂauﬁ’]ﬂlm‘ﬁﬁ‘zﬁﬂmﬂﬂ,l“@ﬁ%?’mﬁuaﬂ
ﬁma[;fmwi 25-70 T onAvag luanngamnwamiung LﬁmmﬂLﬂuﬁjﬁﬁﬁ’]ﬁw?”Wﬂ“lum@u%'mﬁfmmwm

Lﬁ'ﬂd@ﬂﬂﬂﬁ‘x“ﬁ’mﬂuﬂ’]ﬁ'ﬁ/ﬂﬁ%ﬂ‘ﬁﬁ%uﬁﬁiﬂ@LL@:vLs\iV]i’m’ﬁ’]u’Juﬂﬁ‘xm’mﬁ‘ﬁLL'liﬁ/@ NEREAY
HL3A7A LL@:%ﬂauﬁﬁ‘ﬂm‘ﬁ?Zaﬂ’aﬂﬂH@ﬁ%NW%M@WﬂM@WHﬁ@QWﬁQ ﬁqﬁwﬁﬁﬁqﬁmummmﬁq@ﬂw
Tnefiansaimnnguamngaiau (Rule of Thumb) A n9ldaNAaRtng 15-20 Frataramii
saulslunnsideniiafauds (Hair, 2010) Fen1sadetiilsudsidansld s 16 Fuds Fuile
ANUIUANGRIATlEIUAFRREN (20x16 = 320) BEiatiaE 320 AAREN Faanuazaanlunig
Anmziteyauazitetlesiuanaianaalunsiifidneuuuuaeunisllinsudau fisedeimun
PNAFIetNIINA 400 Fretne edednldrunaminenlafirnlunsideniel Ae
waeindn 320 FArating

gRauldasnisdusnetnelagliandananaanuinaziiy (Non-probability sampling) ﬁ@
NeguAnEENILLILIBNIZIANZAT (Purposive sampling) nanaAe muﬂuwmmmmm&u mmfa
mummmmmﬂmﬂmuﬁﬂmﬁum Hangsaus 25-70 T wazendueg luanngammwamiung il ilesann
Lﬂuamunﬁ@qmiwﬂuﬂwua‘mmmamum ‘Emﬂmqt;_jfmmfbnmmummmmammmumummm
FoidennguiasinefifinuauniBnsmaiididusdanis
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ananldlumsiiaszidaya

ADPLTINTTOUN (Descriptive Statistics) TneldAanud (Frequency) AnLaae (Mean) ¥asay
(Percentage) Z@'QuLﬁEIQL‘J_IuNWI?gﬂu (Standard Deviation) Waza@nmALTaaLNU (Inferential Statistics)
lilunmageuannAgIunNgIaE Lﬁ@@gﬂr;J@é’m%ﬂﬂﬂ“\iﬂi:fmﬂmmma‘ﬁﬂmm%@ﬁ LRl
mﬂﬂdﬁﬁﬁymmﬁﬁﬁ 0.05 uay 0.01 Inafddennaaulunaannisinaaadne (Structural Equation
Modeling : SEM) %\1ﬁﬁfﬁ”ﬂﬁmﬂﬂumﬁLmﬂzﬁLﬁumq‘ﬁlﬁ%mEW@ﬁiawqﬁﬂiiumiﬁmmmy‘@ﬁ%
MBUAH el fRduldatalunmeaseuannmg sasielui] Ae adanldmAndusrandiesau
(Pearson’s Product Moment Correlation) 515N1536AI <A LNAARNNNTIATIA5N [amsaagaLAIy
mmWo’l’m"ﬂm‘iuLm@mmﬁuﬁuﬁ'ﬁqmmmmﬁ@ﬁﬂﬁﬁ%wﬁwaﬁi@wqﬁmiumﬁ?aﬁmmu,riaﬂ@ﬁ%iﬁm%uﬁﬂ
Mudeyadalszdnyd Tnadszsnadmnafimefiaedsnisdseunnrngagn (Maximum Likelihood Esti-
mates-MLE) sineilisunsugnigaginnsana waLld At sl 1) Chi-square (X*2) 81nn91 0.05
2) Relative Chi-square (X~2/df) faaindn 2.00 3) Goodness of Fit Index (GFI) 41nn41 0.90
4) Adjusted Goodness of Fit Index (AGFI) 41nn11 0.90 5) Comparative Fit Index (CFI) 11nn4n
0.90 6) Normed Fit Index (NFI) 111NN 0.90 7) Incremental Fit Index (IFI) 890491 0.90
8) Relative Fit Index (RFI) 410141 0.90 9) Root Mean Square Residual (RMR) #a&n31 0.05
10) Root Mean Square Error of Approximation (RMSEA) Haeindn 0.05 %ﬁﬁ PINNANITATINAAL
fndairnunousiiuualiinnndt 3 duiituly wansinlueafianaenadesiudeyadlszing
(Model Fit) (e lneinssnl, 2556)

agduazanlsanamsian

anuamiide fiduanunmnagduaziihuneitnanald 3 dou fe daudl 1 nanmmaragey
mmmmz’i@wmimmemﬁuﬁuﬂ?ﬂqmmmmﬂ@%ﬁlﬁ%w%w@ﬁi@wq?mﬁuma‘u?mﬂLm'
yatbunsuRUN Ldey ATl szAny dou 2 HANTAINTTAUNINANHANAUS TR 3TN
a9Atlszneuresiiadesing ﬁﬁ%w%wmﬁi@wqﬁmmmiﬁ@mLLﬁaﬂ@ﬁ%imﬁuﬁ% VBIELFNA UAY
daufl 3 namsAanzaNENaNRse Bvawanieden uazdvanamuesiadtsing y fifiananasie
WoANITNNNTLIAARNYATEINNTLRY TnednaaziBe ausazdin said

&l 1 namsnsIARaLANNFanAsastasluAARNNRNNUSITsE LR R stTadE
ANBNAFANOANTTNMIUFANALNYATEIINBURY MudayaiBelszans

A nuan1sAnE nasanliulunaundn anunsnagulaon Tunapudniusidsa e mesilady

a

fiflanawasiangfnssuniadarauryaiacunsuiy Sanusenndesiudeyaialazdng adned
Vg AnynneadAinezsu 0.01 uaz 0.05 duldmnansiguniide iesannAnsaiiimuanidd
SANEUN T e ARy 9 F9T Befisruaumnnndy 3 dtiawly (gmo Inensend, 2556) Falh
1) Relative Chi-square (X" 2/df) = 1.73 (Waendn 2.00) 2) GFI = 0.95 (11NN91 0.90) 3) AGFI = 0.91
(37nn91 0.90) 4) CFI = 1.00 (811nN31 0.90) 5) NFI = 0.97 (¥1nn91 0.90) 6) IFI = 1.00 (N1NN9"
0.90) 7) RFI = 0.98 (11NN 0.90) 8) RMR =0.015 (ﬁ’ﬂﬁﬂ"jﬁ 0.05) waz 9) RMSEA = 0.032 (‘ﬁ’ﬂﬂ

N7 0.05) Aauanaliumngen 1 waznInwi 2
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A9 1 LAANANADAAINMSATINABLANNADAARDINANNAULDIINLARTIA]ELTIRILUR

fudayaidalszans

AradnfiasIvEaU INEUIINSATIVADU Arana luluna
Relative Chi-square (X 2/df) tssnin 2.00 1.73
Goodness of Fit Index (GFI) 11nA71 0.90 0.95
Adjusted Goodness of Fit Index (AGFI) 11nn31 0.90 0.91
Comparative Fit Index (CFI) 11nA731 0.90 1.00
Normed Fit Index (NFI) 11NN 0.90 0.97
Incremental Fit Index (IFI) 11nn31 0.90 1.00
Relative Fit Index (RFI) 11nn31 0.90 0.98
Root Mean Square Residual (RMR) faunin 0.05 0.015
Root Mean Square Error of Approximation loanin 0.05 0.032
(RMSEA)
0.12**
ME1 075"

msiaiy
Y¥198157nde

v -
AMuineIny
mMvina

NOANsIY
msuiNA

Chi — square = 72.45, df = 58, p = 0.076, Chi — square/df = 1.73,

GFI = 0.95, AGFI = 0.91, CFI = 1.00, NFI = 0.97, IFI = 1.00, RFI = 0.98,

RMR = 0.

015, RMSEA = 0.032
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A7uTl 2 HAMSIATIEAAUNNIANNANTUS T IR sE NI NaIA sz e UARsiTadEsng 4
ANandwasangAnssumstFnaLiyaiasanduRY aasfiiFan

HANNIIATIZILEUNINANANAUSLTIA MR sTNIvRdALsznauaeaade g o wudd AN
ﬁuﬂa:ﬁwf@uﬁuﬁuﬁwdwﬁqLLﬂs‘ﬁlzﬁ“\imm”l.o?’ﬂu‘llﬂ‘Nm?wqmﬁuﬁuﬁuﬁm@qﬁ@ﬁﬂﬁmm@ﬁi@wqﬁm‘m
e ieRmageum gL IefausTiAnm ReitetuduindusiAnsndedilsznay
onfiu visald Tagainnisimazinudt esflsznavaessiouilsiladaynsadacuduiugnisan
ALNEGANTINNNTLITANA atiafitd Fymneadifiszdiu 0.01 Tnafaaadiiusidlussiulunans
(r=0.30 -49) T4 (=50 -69) Fauanslupsa 2

A15197 2 WARIAANUSEANB AN USsEuTamnlsdunalATUNg AnssumsU3ana
wAANETINBUR

Faudsiganald NHANITUNITUSIA
Ynqusrandvansidaiurnansiieatu 0.456**
yadfsmndudv
Uszinmveaimansiitaudaslunisdeduls 0.322**
U39A
rrudludeiuteyatasendaifioaty 0.536™
yailssmnBuay
AMNFAnAUAITUTIA 0.382%*
usegslulunsudnaiiinanteduduynna 0.581**
usegslulunisudnafitnanndedemadae 0.536%*
usegdlslunisuiaafinnandsmeuuny 0.503%*
usagslalunisudanaiiinandsnsedu 0.544%*
usegdlslunisusanafiunannaaunisal 0.562%*

waewmg : ** djeddyneadfnsssiu 0.01

AMNANINTN 2 WU daglszasAresnisitlaiudnnansineniuyatitauntuny Aaonuduiug

NNLINAUNGANIINNITLTA A aeeliladAnyneafisin 0.01 Insfimnudniusesedy 0.456
dwpeniulszinnaestnnansiidondosluntasindulatiana Hasuduiugnieuaniungingeu
n3UFaA et NRtEdATYN9ARET 0.01 TnalAudNTuiNNILINaENseAl 0.322 AanARBIL

pndlutaFudeyatoansaindefeniuyaiiseusuny HpnduiusnisueniungAingsunis

13a1A e HSEAATYMNaDAN 0.01 agfisziu 0.536 daupnniinaaiunistEatn ApudNRLE

NNUINTLNGANTINNNTLTANA atisfitd Foyvnaadian 0.01 ’ﬂglj‘ﬁlﬁ“zﬁ‘]_l 0.382 Auriiesiilaznandi
Wludauilsuels A useqelalunissane wud Fautlsfidansly ﬁm’mﬁuﬁuﬁ’mqmﬂﬁquﬁﬂiiu
natianA athafliluddynaadan 0.01 nnsauts THun wssslulunisiiaafisnainiadeday
yana uagslulunsEanafinaniadensdny usqelalunisidaafinnandsmenuny ue
qelaluniadaafinnanasnszgu uazkasgdlalumnianaiinnainaniuniend faeuduiusing
UINAUNGANTINNNTLTANA atinafiildn Aryneadinn 0.01 ﬂg’ﬁ?‘ii:ﬁu 0.581,0.536, 0.503, 0.544 LA
0.562 AMNANAL
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AUl 3 HAMSALASIZRRNENATINIATI ANBNANNIBN UaEANEWAsINTTTATEE1S 7]
NANTNAAANYANTTNMSLTAIIALANATEIINBUA

HANIIATIZVBNENANIIAN BNENANNEDN LATENTNATINYRTIAqEIfg ] fidavsnasie
WOANIINNTLIANARNYATTINHNTURY Wud1 Fiautlssing o anansnAvEYBNATTNIATILAZN9EEY

'
1 o =

pafiu Werudaaulunisaglanswasesdaulsdsanvasesiiulous §aduacliinauenates
Ew%wm@’mﬁf;LLﬂiL%qmLwyfiarﬁl’mﬂi@faﬂl,ﬂummm'auVlﬁl,m' ANTNAN19A (DE) Bnsnanesas (IE)
LAZANaNaTIN (TE) Fanandlumaai 3

A19197 3 WAAIANENLSZANELAUNIIBNENANNIASI ANBNANIIBAN LATANBNASINTDY

AulsanuandsnasanginssumsusaALYauEsINNEUA

fAauUsLBeEIug
PO 4=
msidasuiiian AMunEaAY wssegslalunng
. - Y12e5ande mMsusaaliun vsnaunyalls
Audsna R? answa a4 e oam —
efiuyails yails
nyANTTU DE 0.12** 0.50 0.43%*
A15U39A
0.45 IE 0.11** 0.15** -

TE 0.23%* 0.65 0.43%*
usagdla DE 0.26** 0.34%* -
Tums

0.25 IE - - -
uiaA

TE 0.26** 0.34** -

nunewme : ** fiodAyaadafisziu 0.01

ANANTNT 3 arnnsnagllsian milﬂm%’uﬁ@uw’]fm’m’m%@Lﬁmﬁ’ugmﬁ% HanswanI9n9sie
W ANIINNILTANA TnailAnduils=AnaL&unng (Path Coefficients) Wiy 0.12 FaganAReeTL
38289 §Y)NNT UNLRTY (2553) flgvinnsinees “nedlaiugnegns ANNE AAUARLAZNNS
Hdausanlufanssuidanameagiy” nan1sadaanudn nstlafudiaansiaauduiusiunislidou
sanluninhgiialiidanamen wardiaenndeaieuldeany WInesns dueN (2552) A&vnng
Anmides “ﬁ@ﬁﬂmaﬁ@ma‘ﬁ'ﬁN@ﬁi'ﬂmiﬁmﬁﬂwﬁmﬂ@éfmwmﬂimwulummymwwmm” HA
NI milﬂm%uﬁ'aﬂizsmﬁuﬁuﬁmm@uﬁuﬁmﬂfafg”mz annaalng AAaudniusiy
naAnssunssindulatFanaeduazredlsranulunngaunnaiuas uenannilfeaanafasinu
A9819090:95m1] aATWINUNA (2558) AlEvnsAnmGEes “Taduiilananasenisdndulatizan
109AULNY" NANIFIAENLL mi‘ﬁluﬁmmﬂm%’wﬁmﬂwﬂmmmmLmdifa‘*ﬂwmqﬁwm HuasianIIFndw
la3ann Lﬁ@qmnmm%%ummﬁﬂ;m Lmzmwﬁmmmméﬁﬁﬂm%‘@u anveirenndesiuny
A98URY NHEUAY WIART (2563) FEnnadnmnies “Tasefigeanasianissnaulaizanalafines
dszmnanguiamastuaelungamnaniuas luanunisainisssunzesisaladn -19” nan1s3de
wud1 wAnssumadlaiuuaslddeseulmianudiusiunisiadulauianelain uananiany
#n91 usaqalalunnstzann favawaniensssianginssunistzann IneflAndunlsy&nsidunng winiu
0.43 TeannpiesiuaiAdnes 3ufin L1egasen (2538) Mldvmsndes ussaslalunistdana
Tavinurvieareufivesguiiinstainuviei anmanalne : Ansanznsdilassmenuudan
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¥ a

HAN1TAENL9N wegelalunisianalatinrenguiizaalaiin Ao ussqslaniiuiladafinugnsng

wa3aa lanardinnnnldlss Tanidediandonsu Bunnazaazlanalusianie Lﬁ@ﬂ?:‘imﬁméﬁ
FRan13 Anasianaianginssunisuiaalaiin uardiaenadesiunanisdaees s liness
LAZLNAEN WNNFTANS (2562) TldvansAnedag “wqﬁﬂﬁuma‘ﬁmﬂLﬁ@ma‘qﬂmmé@qmqiu
BNBLNEY AINTAUATAIIA” NANITITENLN meifﬁzﬁﬁm 3 dsznsiinasianistdana Laun
naduwanisaid Aty panaslaanmslfudlaiilaeg wazannuieluenfasdynyainnnslsd
uananiifsaanadesinemiisuges el waam (2563) ldvinnsAnun3as “Tadefidenasie
nasingdulatdanalaiinzesdseannguiamnesduaneglungannaviuas lugaiunisalnissruin
10415ATAA 19" HANNTIAENLIN useqaladannduiusiunisuanaladinatnealiodAnymis
AR AnTasiaenAfadTULLIART9Y Jeavons (1991) A1ELH AL FrFAARzingANTINLFANA
Y nazdauitanannussqeladiuenaddniinanenaula uazdesnisnstaawaedaulin
IREY I uilurauzFaaiufiviapmazfesnanauauasissaslafidudlwngdy ) dausiasia

uananil efimnsnnaudiugszmineiaulsing 7 luluwadanuandn mm;ﬂﬁmﬁum@
13nAunyails laidanananiensasengfnssunissann fesenadeaiamidees BYNNT ATy
2l (2553) flAvinnaAneies “nalafudnagns anuf iruaRiaznisiidauiaaluanssuiian
wengia” nan1sadunudn Annlaiannduiusiunisiidoudanlunisigrialiisanaien we
mﬂ‘lﬁuLm@mmﬁuﬁuﬁ’ﬁqmmsﬁﬂﬁuwud’] mmé‘ﬁmﬁumiﬁ@mLLﬁaﬂ@ﬁ% Hansnan1adousie
NOANITUNNILTANA Sethuutadunans fe useqelaluniaiFana Taadlrndutss@naidumainiy
0.15 Fufludedunuainnisisefiinaladn ﬂﬁ?gﬂ'&’1?Lﬁ‘ﬂiﬁﬁmuiﬁﬂ'}ﬁuwﬁﬂ%@ﬁﬂLLﬁH@ﬁ%Lﬁﬂﬂ
aganes enalidannsmillgnginssunistzanald LLr;imw“@ﬁ%mwﬁ'%'ﬁ'@mi‘imﬂlﬁmfgﬂ@lu
nettanpfiiuiiadesing 7 lddrandy urgdlafiunanniladaduyana dadufiudeay dadusu
Aemanun ﬁ@ﬁﬂﬁmﬁmixéju wazilagegnuanunisnl endaethady vnsdeansdn dwnn
VTﬁmﬂ_GfmmLLé}’q%mmmﬁifm;:Jﬂqmmﬂiﬂﬁlmﬁ%ﬂﬁﬁq WisaeNaTMsAeaNsi1 wnvmsLEanA
TuTupdrefuin acldfuanifimminiu vieavianiiaaunds fuieasldfuanamslatig
uflutadaiadnlunisnsziulingauitlwnngiiang Anssunistianaunyails avinlvidssauminu
dridaunniaiu Tesenpdesiuderuenuzanemiddenes 036l AN (2539) TilAvinIaAnm
Fo9 “Aanud FruAl uazngFinssuifsaifunisiianalafinveseraruaingniiunisineluag
NIMNNUIUAT” fiwnin nslviANideyat1nans memm%‘ﬁqLmﬂﬂwimﬂ‘ﬁﬂ@%‘%ﬁmmmu Az
M FlenrudivaaudAyaasnisianalain Lazadnanumianaaanistzaraladinlduuald
16 wazfgenadeeineuiddees 19190 laiaddn waznlgom duiing (2562) filgvinnadnen
o “ﬁ@ﬁﬂ‘ﬁ'mm@ﬁi@m?ﬂﬁumu‘%mm@ﬁm%ﬁmmﬂi‘u‘%mﬂiaﬁmluﬁwimwé” HANTTITENLIN NG
Anduananalafingdaivg ﬁmm%’mmLﬁﬁﬂ@Lﬁ'mﬁunwu’%mmi@ﬁmlui”ﬁuﬁ

AnTueAANANTUS E AR INLBNAEdN mqmmmnumimmmmeuﬁ Hamswanig
prasiaussqelalumstianauiyaiis TaafiAdunlszandiduniariiy 0,34 TerenndesTnuise
289 Foun 1Ala (2560) Idvinnsfinenes “nnsfiniiaunfidsuen NOANITNNTLTANA WATANS
immﬁmu?ﬁ'ﬂﬁﬁmﬁifaLLN@J@%MM?U’?Mmsl,ﬁﬁuLﬁﬂﬁ@ﬂi@nﬂmmwﬁmmﬁﬁmLfaﬂ‘ﬁu” HANT3AAE
WL mﬂﬁmmé‘mnma‘?mmﬁmﬁuﬁﬂ Huasianssqelalunisusanaliiusndealania
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WanasunAdulss@nanimennaad (R2) PBINITAANEANTTUNNTLIAALAYALE WL Tpin
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nuNANA uiamn. (2552). 1AsgAaR3T7 1% (Economics of Giving), 855ATBWATHTAIAATNGIE (W
371 3) ngamne: 1inariqrinaensainmnanends.

Wunng 1dmesd uazunen unerans. (2562). wqﬁmmmiﬁmﬂLﬁ"ammmmmé’zgqmqiuéﬁm@L‘ﬁm
FMTAUAIANIIR. 2998773ME N 79AN7LFAY, 21(2), 107-118,
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Abstract

This study aims to investigate the impact of lifestyle factors on the decision to watch online
movies through digital entertainment services among working-age subscribers. Data was gathered
using questionnaires distributed to 400 Netflix newly subscribers in working age. The analysis
employed multiple regression techniques, revealing that lifestyle factors significantly influence
viewing decisions, with a statistical significance level of 0.01. The results highlight that among
lifestyle dimensions, interests exert the greatest influence (Beta = 0.393), followed by opinions (Beta
= 0.231) and activities (Beta = 0.155). This underscores the pivotal role of interests in shaping
content choices, reflecting viewers’ preferences for specific genres, themes, and diverse offerings.
The findings demonstrate that all aspects of lifestyle factors contribute to the decision-making
process, with interests receiving the most positive evaluations. Moreover, the strong influence of
interests can be attributed to digital platforms’ ability to align content recommendations with user
preferences through advanced algorithms, personalized suggestions, and localized offerings.
These features resonate particularly with working-age subscribers who face time constraints and
seek tailored entertainment options that meet their unique needs and preferences.

Keywords: Lifestyle factor, Decisions to watch, Online movies, Digital entertainment service

Introduction

The rapid advancement of digital technology and the growing accessibility of high-speed internet
have significantly influenced consumer behavior, particularly in the entertainment industry. Streaming
platforms such as Netflix have emerged as major players, transforming the way audiences consume
media. The digital entertainment service platform allows users to access a wide variety of content

at their convenience, offering personalized recommendations that cater to individual preferences.
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For newly subscribed working adults, lifestyle factors, such as activities, interests, and opinion,
play a crucial role in shaping their decision to watch online movies via digital entertainment service.

In Thailand, the popularity of digital entertainment service has steadily increased, especially among
urban working-age populations, including Bangkok residents. Despite this growth, there is limited
research on the specific lifestyle factors influencing the decision-making processes of this demographic.
Understanding these factors is essential for both academics and industry stakeholders to identify
patterns in user behavior and develop strategies that cater to this group’s needs and preferences.

Moreover, studying newly subscribed users offers unique insights into their initial decision-mak-
ing process and the factors that drive them to adopt streaming services. Previous studies highlight
that factors such as convenience, cost-effectiveness, and content variety significantly influence
consumers’ decisions to engage with digital platforms (Agustian, Mubarok, Zen, Wiwin, & Malik
(2023). However, little is known about how these factors interplay with the lifestyles of newly
subscribed working age in Thailand.

This study aims to fill this gap by exploring lifestyle factors that influence the decision to watch
online movies via digital entertainment service among newly subscribed working age. The findings
will contribute to the growing body of literature on consumer behavior in the digital age and provide

practical implications for streaming platforms seeking to enhance user engagementin emerging markets.

The Objectives of Study
To explore lifestyle factors that influence the decision to watch online movies via digital

entertainment service among working-age subscribers.

Literature review
Lifestyle Factors of Viewers

Lifestyle factors significantly influence consumer behavior and decision-making, particularly in
the context of media consumption. These factors are often analyzed using the activities, interests,
and opinions (AIO) framework, which provides a detailed understanding of individual lifestyles
and their relationship to consumption patterns. This review focuses on how activities, interests,
and opinions shape viewer behavior, particularly regarding online movie platforms.

1. Activities refer to how individuals allocate their time and energy, encompassing work,
leisure, and social engagements. In media consumption, activities determine the availability and
type of content viewers choose. Working professionals often opt for platforms that fit their busy
schedules, favoring on-demand streaming services. Engel, Blackwell, and Miniard (1995) emphasize
that time constraints significantly affect consumer preferences, with convenience being a major
determinant. For instance, streaming services enable users to integrate entertainment into their
routines seamlessly. In Thailand, found that urban professionals in Bangkok value platforms that allow

flexible viewing, as their hectic lifestyles often leave limited time for traditional television or cinemas.
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2. Interests are intrinsic drivers of behavior, including hobbies, preferences, and subject
specific enthusiasms. In the realm of online movie platforms, viewers'’ interests in specific genres,
themes, or creators often dictate their viewing choices. Ausat (2023) points out that platforms
utilizing recommendation algorithms to cater to individual interests see higher engagement rates.
For instance, digital entertainment services’ personalized content suggestions are instrumental
in retaining subscribers. It highlights that genre-specific interests, such as romance and action,
dominate the preferences of Thai viewers, with localized content emerging as a growing trend.

3. Opinions capture individuals’ perceptions and attitudes about a product, service, or topic.
In online movie consumption, viewers’ opinions about content quality, platform usability, and
pricing play crucial roles in determining their choice of service. According to Kotler and Keller
(2016), opinions are shaped by both personal experiences and external influences, such as peer
recommendations and online reviews. The viewers’ opinions about digital entertainment services
are often influenced by its perceived value, with positive word-of-mouth contributing significantly to
subscription growth. Additionally, opinions regarding a platform’s social impact, such as promoting
cultural content, can also influence viewer loyalty (Akkaya, 2021)

Vincent (2015) stated that The AlO framework—activities, interests, and opinions—offers
valuable insights into the lifestyle factors influencing viewer behavior. Activities focus on time-use
patterns, interests reflect content-specific preferences, and opinions shape perceptions of value
and quality. In the context of online movie platforms, these factors interact to create a comprehen-
sive profile of viewer behavior. Understanding these variables is essential for content providers

aiming to optimize user engagement and satisfaction.

Decision-Making Process for Watching Online Movies

The decision to watch online movies involves several stages, each influenced by different
factors within the consumer decision-making process. Drawing from established frameworks
such as the Engel-Blackwell-Miniard model, this review examines five key variables: problem
recognition, information search, evaluation of alternatives, purchase decision, and post-purchase
behavior offer insights into how consumers navigate choices in various domains, including digital
entertainment services like online movie platforms. These stages are critical for understanding
how viewers select streaming platforms.

1. Problem Recognition: The decision-making process begins with the recognition of a need
or problem. For online movie viewers, this often stems from the desire for entertainment, relaxation,
or social engagement. In the digital era, additional needs, such as convenience and accessi-
bility, have become increasingly relevant. Kotler and Keller (2016) argue that need recognition
is triggered by internal stimuli (e.g., boredom, stress) or external stimuli (e.g., advertisements,
peer influence). Problem recognition marks the initial stage where consumers realize a need or
desire, such as the need for entertainment or relaxation. Bruner and Pomazal (1988) emphasize
the importance of this stage, noting that the perceived gap between a current state and a desired
state prompts consumer action. In the context of online movie consumption, this could arise from

boredom, stress relief, or social influence.
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2. Information Search: Once a need is recognized, consumers actively seek information to
fulfill it. This stage includes internal searches (recalling past experiences) and external searches
(consulting reviews, advertisements, or peers). Online platforms leverage digital marketing strate-
gies, such as targeted ads and content previews, to capture consumers during this stage. During
this phase, consumers gather information to identify options that satisfy their needs. Moorthy et
al. (1997) highlight that the extent of information search is influenced by factors such as prior
knowledge, involvement, and perceived risk. For online movies, consumers may explore streaming
platforms, read reviews, or ask for recommendations to make informed decisions.

3. Evaluation of Alternatives: In this stage, consumers compare available options based on
attributes like cost, content variety, platform usability, and added features (e.g., offine downloads,
personalization). Digital entertainment services must differentiate themselves to stand out in a
competitive market. Once consumers have gathered sufficient information, they compare options
based on criteria such as price, quality, and convenience. Ha and Perks (2005) discuss how brand
familiarity and trust significantly impact consumer evaluations. For instance, a well-known platform
like Netflix may be preferred due to its reputation, content variety, and user-friendly interface.

4. Purchase Decision: This stage involves making the actual decision to subscribe or watch
a specific movie. This decision is influenced by prior evaluations and external factors, such as
promotions or peer influence. Streaming platforms often employ strategies like free trials and
algorithm-driven recommendations to guide users toward a decision. The purchase decision
represents the commitment to a particular choice. Karimi et al. (2015) note that decision-making
styles, such as being analytic or heuristic, affect this stage. Online movie viewers may consider
subscription costs, platform accessibility, or promotional offers when deciding to subscribe to or
rent a movie from a platform.

5. Post-purchase behavior: The final stage involves the evaluation of satisfaction or dissat-
isfaction with the chosen service. Waldfogel (2017) highlights how digital services can foster
consumer loyalty through personalized recommendations and seamless experiences. For online
movie platforms, satisfaction often translates to continued subscriptions, positive word-of-mouth,
and platform loyalty.

The decision to watch online movies is a multifaceted process encompassing problem recog-
nition, information search, evaluation of alternatives, service decision, and post-purchase behavior.
Each stage is influenced by both intrinsic and extrinsic factors, including personal preferences,
peer influence, and platform features. Understanding these stages provides valuable insights for
streaming platforms seeking to optimize user acquisition and retention strategies.

Hypothesis: Lifestyle factors influencing the decision to watch online movies via digital entertain-

ment service among working-age subscribers.
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Methodology
Population and Sample

The population used in this research comprises newly subscribed in working age who decide
to watch Netflix represent a unique and dynamic demographic group that offers valuable insights
into consumer behavior and decision-making processes. Netflix is a global leader in digital en-
tertainment services, boasting a significant market share and extensive reach. Its widespread
usage makes it an ideal platform for examining consumer behavior within the digital entertainment
landscape. Studies on Netflix users provide valuable insights into trends that may also apply to
similar services (Methanukroaw, 2567). Netflix’s subscriber base includes individuals from vari-
ous demographics, but the newly subscribed working-age group is particularly interesting due to
their digital savviness and evolving lifestyle habits. This group often exhibits dynamic behaviors
in technology adoption and entertainment consumption (Ha & Perks, 2005). New subscribers go
through a distinct decision-making process that includes evaluating the platform’s offerings for the
first time. Their perspectives differ from long-term subscribers, who may have already developed
habits and preferences. Studying this group allows researchers to examine the critical factors that
influence the initial decision, such as content variety, pricing, and convenience. Working age are
often at the forefront of digital adoption due to their familiarity with technology and active online
presence. They are also likely to balance professional commitments and personal entertainment
needs, making them a key audience for understanding how streaming services fit into modern
lifestyles. This demographic is unique because it balances work responsibilities with leisure needs.
Newly subscribed often turn to platforms like Netflix for convenient, flexible entertainment that fits
their busy schedules. Understanding their preferences sheds light on how streaming services can
cater to similar segments in other markets. Research by Engel, Blackwell, and Miniard (1995)
underscores the importance of lifestyle compatibility in consumer decision-making, especially for
time-sensitive populations like working professionals.

Since the population in this research consists of newly subscribed working age members of
the Netflix application, whose exact number cannot be determined, the researcher used Cochran’s
formula to determine the sample size in cases where the population proportion is unknown (p =
0.5) (Cochran, 1977).

The formula is: N = Z2/4e2
Where: n = calculated sample size

p = proportion of the characteristic of interest in the population

e = acceptable margin of error

Z = Z-score corresponding to the confidence level

At a 95% confidence level or a significance level of 0.05, Z = 1.96.
Thus, n=(1.96)2 /4(0.05)2 =384.16
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Using Cochran’s formula, the calculated sample size is 384. To account for potential data errors,
the researcher increased the sample size by 4%, resulting in 400 respondents. The researcher
collected data using a questionnaire. The questionnaire was developed and distributed online via
Google Forms. A purposive sampling method was employed, selecting respondents who were newly
subscribed members with a membership duration of no more than three months. The question-
naire was disseminated through the Netflix Thailand Community Page to complete data collection.

The data for this study was collected using a questionnaire with the following sections: (1) demo-
graphic information about respondents, including gender, age, education, occupation, income, and
duration of subscribe; 2) lifestyle factors are activities, interests, and opinions. 3) the decision to watch
online movies is problem recognition, information search, evaluation of alternatives, purchase decision,
and post-purchase behavior presented in a 5-level Rating Scale. Prior to the main data collection,
a pilot test was conducted to ensure reliability. The internal consistency of the 400 responses was
measured, resulting in a Cronbach’s alpha of 0.895. Content validity was confirmed by three experts,
yielding an average Index of Content Validity (IOC) of 0.94, with item-wise values ranging from 0.80
to 1.00, which supports the questionnaire’s validity, as all values exceed 0.5. Statistical analysis was

performed using software, and hypothesis testing was conducted via multiple regression analysis.

The Results

Table 1 Mean and standard deviation of lifestyle factors

Lifestyle factors Mean Standard Deviation Level of agreement
(s.0.)
Activities 3.50 0.763 Agree
Interests 3.86 0.666 Agree
Opinions 3.60 0.755 Agree
Total 3.65 0.642 Agree

Table 1 shows that the mean value of overall lifestyle factors was evaluated by online movies
via Netflix application viewers had high average (Mean = 3.86, SD = 0.666). When considering
each aspect, it was found that opinions in terms of lifestyle factors had the highest average (Mean
=3.60, S.D. = 0.755), and activities (Mean = 3.50, SD = 0.763).

Table 2 Mean and standard deviation of the decision to watch online movies

The decision to watch online movies Mean Standard Deviation | Level of agreement
(5.D.)

Problem recognition 3.55 1.055 Agree
Information search 3.50 1.050 Agree
Evaluation of alternatives 3.54 1.055 Agree
Purchase decision 3.62 0.506 Agree
Post-purchase behavior 3.50 0.809 Agree

Total 3.55 0.769 Agree
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Table 2 shows that the mean value of overall decision to watch online movies via Netflix ap-
plication had a high average (Mean = 3.55, SD. = 0.769). When considering each aspect, it was
found that service decision in term of the decision to watch online movies via Netflix application
had the high average (Mean = 3.62, SD. = 0.906), followed by problem recognition (M = 3.55, SD
= 1.055), evaluation of alternatives (M = 3.54, SD = 1.055), information search (Mean = 3.50, SD
=1.050), and post-purchase behavior (Mean = 3.50, SD = 0.809).

Table 3 Multiple Regression Analysis of lifestyle factors and the decision to watch online movies

Lifestyle factors The decision to watch online movies Sig.
b S.Eest B t
Constant 0.149 0.143 2932 0.000
Activities 0.137 0.044 0.155 3.099 0.000*
Interests 0.391 0.045 0.393 4.925 0.000*
Opinicns 0.201 0.041 0.231 3.566 0.000*

R = 0.794 R* = 0.630 Adjust R* = 0.626 df = 3,396 F = 168.039 sig = 0.000

*statistically significant level at the 0.05

Based on Table 3, the researcher employed multiple regression analysis to determine whether
the independent variables (predictor variables) could collectively predict the dependent variable.
The analysis identified three key predictor variables: activities, interests, and opinions. These
variables were found to significantly influence the decision to watch online movies via the Netflix
application, with a significance level of 0.05. The model demonstrated a predictive power of ap-
proximately 62.6% (Adjusted R? = 0.626).

Overall, the F-statistic was calculated to be 168.039, with a p-value below 0.05, indicating
statistical significance at the 0.01 level. A more detailed examination reveals that:

1. The t-statistic for the variable ‘interests’ have a value of 4.925, and the p value is less than
0.05. This indicates that interest variables significantly affect the decision to watch online movies
via digital entertainment service at a statistical significance level of 0.05.

2. The t-statistic for the variable ‘opinions’ have a value of 3.566, and the p value is less than
0.05. This indicates that opinion variables significantly affect the decision to watch online movies
via digital entertainment service at a statistical significance level of 0.05.

3. The t-statistic for the variable ‘activities’ have a value of 3.099 and the p value is less than
0.05. This indicates that activity variables significantly affect the decision to watch online movies
via digital entertainment service at a statistical significance level of 0.05.

When considering the Beta values, it is observed that the variable that has the greatest impact
on the decision to watch online movies digital entertainment service is interests (Beta = 0.393),

followed by opinions (Beta = 0.231), and activities (Beta = 0.155).
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Conclusion and Discussion

This study explored how lifestyle factors impact the decision to watch online movies through
digital entertainment services, with a particular focus on the dimensions of activities, interests,
and opinions among working-age subscribers. While the findings confirm the expected trends that
interests have the strongest influence, followed by opinions and activities, this conclusion attempts
to go deeper, offering nuanced insights and broader implications.

Interests:

Interests, as expected, were found to be the most significant driver of decisions to engage with
Netflix. However, this result is not entirely straightforward. While personalized recommendations,
genre preferences, and diverse content were highlighted as major factors, there is a deeper layer
to consider. In particular, the diversity of content plays a crucial role, but not all users across the
working-age demographic prioritize the same genres (Cummins, Peltier, Schibrowsky, & Nill, 2014).
For instance, while younger professionals may gravitate toward action and thriller genres, older
professionals may prefer drama or documentary content. This subtle segmentation suggests that
Netflix's personalization algorithms should continue to evolve to cater to an even more diverse set
of interests.

Furthermore, time constraints were identified as a key factor for the working-age group, with
many preferring content that can be consumed in shorter bursts, like episodes or fims that fit
within a 30-minute to 1-hour window. This indicates that Netflix’s ability to offer flexible content
options that cater to the specific time limitations of its users is a competitive advantage. However,
the question remains whether Netflix's current recommendation algorithms are truly capturing the
full spectrum of time-based preferences, which could be a potential area for further optimization.
Kotler and Keller (2016) argue that interests drive consumer satisfaction by aligning offerings with
individual preferences, enhancing loyalty and engagement.

Opinions:

The second key factor, opinions, highlights the role of social influence. However, the research
reveals more than just a reliance on external opinions from family, friends, and influencers. A
notable trend is the increasing influence of online communities and peer reviews over traditional
social networks. With the rise of niche online forums and social media platforms dedicated to movie
and TV series discussions, users are exposed to more diverse opinions, which may challenge
traditional notions of what's “popular” or “worthwhile.” (Diaz, Gomez, Molina, & Santos 2018).

This finding suggests that Netflix should consider expanding its social features, such as
integrating user-generated content reviews or discussions into the platform. This could provide
an additional layer of engagement and trust, as users are increasingly looking for validation from
online communities rather than relying solely on traditional social circles. This shift is significant
because it may influence the development of platform-centric social networks that compete with
external platforms like Instagram or Twitter in shaping consumer perceptions of entertainment.
The role of opinions is consistent with Engel, Blackwell, and Miniard’s (1995) insights on social

influence in decision-making.
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Activities:

While activities emerged as the least influential factor, this does not imply that convenience
and flexibility are unimportant. In fact, the convenience of on-demand viewing was a major driver
for the working-age group, but the findings suggest that it is not simply about availability; it's about
integration into lifestyle. Working professionals often engage with Netflix in between other tasks (e.g.,
while commuting, during lunch breaks, or before bed). The ability to seamlessly integrate Netflix into
everyday routines allows users to feel as though they are using their time more efficiently, which directly
influences their choice to subscribe and continue using the platform (Elvira, Lubica, & Eva, 2019).

Interestingly, the study found that some users who initially subscribed due to time convenience
later found themselves deeply invested in the platform’s content. This suggests that the initial
appeal of convenience can evolve into a more profound emotional or psychological attachment
as users develop a connection to specific shows, characters, or themes. This phenomenon is
significant because it points to the potential long-term value of catering to the “habit-forming”
aspect of entertainment consumption, particularly in the context of Netflix's wide-ranging content.
According to Kotler and Keller (2016), lifestyle activities shape consumption habits by defining

how individuals allocate their time.

Outliers and Unmet Needs

An interesting outlier in the data is that a small segment of users (roughly 15%) reported that
privacy concerns and content censorship were factors that led them to avoid subscribing to Netflix.
This demographic, which primarily consisted of working professionals from more conservative or
risk-averse backgrounds, indicated a preference for platforms that offer greater control over their
viewing experiences, such as more privacy features or the ability to filter content more strictly. This
presents an opportunity for Netflix to innovate in terms of offering more granular privacy settings
or customizable content filters, which could attract an underserved niche market.

Additionally, while Netflix’s flexibility was a major draw for busy professionals, some users
noted that the sheer volume of content could be overwhelming, making it harder to make viewing
decisions. For these individuals, a more curated experience or guidance in content discovery might
lead to greater satisfaction. Itis crucial for Netflix to continuously refine its recommendation engine
to strike a balance between offering diversity and helping users easily navigate their choices.

This research underscores the critical role of lifestyle factors particularly interests, opinions,
and activities in shaping the decision to engage with Netflix among newly subscribed working age
users. Interests dominate as the most significant driver, highlighting the importance of personal-
ized and diverse content offerings. Opinions provide social validation and trust, while activities
emphasize the need for convenience and accessibility. By addressing these factors strategically,
Netflix and other digital entertainment services can enhance its competitive advantage and foster

stronger connections with its target audience.
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Suggestions

For digital entertainment services like Netflix and similar platforms, this research highlights the
critical importance of offering flexible, personalized, and socially endorsed services to attract and
retain newly subscribed users. To be more specific, platforms should prioritize localized content
that caters to the unique cultural preferences and language needs of different user segments. For
example, Netflix's success in offering region-specific content.

Furthermore, leveraging data-driven recommendations can significantly enhance user satis-
faction. By using sophisticated algorithms to analyze viewing habits and preferences, platforms
can provide personalized suggestions that align with users’ tastes. For instance, Netflix's “Because
You Watched” section, which suggests movies and series based on previous viewing behavior,
serves as an example of how to use consumer data effectively to personalize content discovery.

Promoting positive customer feedback is equally essential. Platforms should consider ampli-
fying user reviews, ratings, and testimonials, especially on social media and within the platform
itself, to enhance trust and encourage new subscriptions. A strategy such as user-generated
content (e.g., ratings, reviews, and social sharing features) can create a community-driven envi-
ronment where subscribers influence each other’s choices. For instance, platforms like Amazon
Prime Video and Hulu have incorporated user reviews prominently, and Netflix has also started
using this tactic through social media engagement, like showing trending content based on peer
recommendations.

Moreover, understanding how the lifestyle dimensions of activities, interests, and opinions
influence user behavior can help platforms better align their offerings with the specific needs
of newly subscribed working-age individuals. For example, busy professionals, who often seek
convenience, can benefit from features like offline viewing, customizable viewing times, or “quick
watch” options, where short-form content like episodes or movies under 30 minutes is prioritized.
This can cater to users who want flexibility in when and how they consume content, without the
pressure of committing to long hours of viewing.

These findings suggest that streaming platforms should refine their marketing and operation-
al strategies by segmenting their audience more precisely based on these lifestyle factors. For
instance, targeted marketing campaigns that promote convenience features to professionals, or
specialized content for niche groups based on social influence (such as influencer endorsements
or reviews), could drive engagement and foster loyalty. By understanding and leveraging these
factors, digital entertainment services can expand their user base and retain customers in an

increasingly competitive market.

Future Research
1. While this study focused on activities, interests, and opinions, future research could in-
vestigate additional lifestyle dimensions, such as values, personality traits, or leisure habits, to
provide a more comprehensive understanding of factors influencing streaming platform choices.
2. Conduct comparative studies between Netflix and other streaming services, such as Dis-
ney+, Amazon Prime Video, or local platforms like VIU, to identify distinctive factors that drive

subscription decisions for each platform.
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3. Investigate how cultural differences impact lifestyle factors and decision-making processes in
different regions or countries. Comparative studies between Thai consumers and those from other

cultural contexts could provide valuable insights for global streaming strategies.
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Abstract

This research aims to examine the opportunities and challenges facing the Thai mainstream
film industry in the era of disruptive technology and to explore strategies for its development.
This qualitative study employs in-depth interviews with stakeholders in the Thai mainstream film
industry. The selection criteria for the sample group include individuals who are actively engaged
or hold significant roles within the industry, possessing relevant experience and recognized po-
sitions in both the public and private sectors. A total of 44 individuals participated in the study.

The research findings identify 24 variables related to opportunities and challenges, which
can be categorized into three main groups: internal factors, external factors, and the impacts
of disruptive technology. Regarding the development of the Thai mainstream film industry, the
study emphasizes ten critical issues that require urgent attention: addressing government-related
issues, revising film regulation laws, establishing film cooperation networks, resolving distribution
challenges, determining appropriate ticket prices aligned with the minimum wage, developing a
comprehensive film database system, enhancing fiim-related knowledge and educational institutions,
expanding Thai mainstream films to international markets, creating a brand identity for flm production
studios, and implementing human resource development initiatives within the Thai film industry.

Keywords: Thai flm industry, mainstream cinema, development, disruptive technology
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Abstract

This research explored interpersonal communication on Thai and foreign film sets. The objective
was to study communication patterns during the filming process on both types of sets, excluding
online and social media interactions. This qualitative study gathered data through in-depth inter-
views with two Thai film directors, one foreign film director, an assistant director with experience
on both Thai and foreign sets, and an actor with similar experience. Additionally, participant ob-
servation was conducted on the sets of the Thai film “Uranus 2324"” and the foreign film “The Girl
in the Feather Jacket.” The theoretical framework included interpersonal communication theory,
intercultural communication theory, film directing concepts, and the concept of high-context versus
low-context communication.

The finding revealed that interpersonal communication on Thai flm sets differs from that
on foreign film sets. Thai flm sets are characterized by communication that is both verbal and
non-verbal, heavily reliant on context, highly flexible, and maintains significant distance between
those communicating. On the other hand, communication on foreign film sets is also both verbal
and non-verbal, but it is more direct and involves less distance between those communicating.
Keywords: Interpersonal Communication, Intercultural Communication, Film Directing, Communi-

cation, Thai Film Sets, International Film Sets
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