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Designing banners for various types of live performances on online media
in digital Thailand
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Abstract
In today’s digital age, communication has become entirely digital. As a result, online advertising
has become the preferred method for reaching a wide audience. Even advertising for various types of

performances, aiming to sell tickets, has evolved from traditional physical posters to digital banners.
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These banners are disseminated across online platforms allowing for a wider reach to consumers
seeking different types of entertainment. This article aims to delve into the websites used for ad-
vertising performances, which serve as online resources for finding shows. It’s intriguing to explore
why certain high-priced performances consistently sell out, regardless of the venue. A key focus
of this study is to examine the artistic elements that dominate the design of posters and banners
for various performances. This includes an analysis of imagery, typography, and overall design
principles. We will explore contemporary trends in poster and banner design for Thai performances,
particularly in the context of the rapidly evolving digital landscape. The primary objective is to identify
the most impactful artistic elements in commmunicating the core message of each performance.

Keywords: Design art elements, Advertising banner, Live Performance
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Abstract

This study used a questionnaire survey of Chinese Generation Z and in-depth interviews
with Chinese digital nomads gathering in Chiang Mai, Thailand, to examine the relationship
between new media and Chinese Generation Z youth subculture. The study finds that because
of the symbolic understanding of self-knowledge and the need to use the Internet to satisfy
the needs of Chinese Generation Z, the new media has become a structural force contributing
to the emergence of Chinese Generation Z youth subcultures. Because of the interactive and
decentralized nature of Internet communication, a new type of “DAO” (Decentralized Autono-
mous Organization) youth subculture has been formed. This youth subculture is characterized
by spontaneity, identity, and virtual-real symbiosis, and its organization is characterized by
digitization, de-neutralization, interest gathering, and a high degree of autonomy. The conclu-
sion of this study, to a certain extent, extends the study of youth culture based on interest
aggregation in the Internet era.

Keywords: New media, Youth subculture, Generation Z, Digital nomads

Introduction

China moved to the Internet in 1994, and Chinese Generation Z, born between 1995 and
2009, has been called “Internet natives” along with the development of the Internet in China.
They are more likely to accept and master new media technologies, are good at utilizing the
Internet for information search and dissemination, and are accustomed to communicating and
expressing themselves on the online platform. Since 2005, China’s Internet new media tech-
nology has been developing at a high speed, and the new media has become an important
communication channel in China. With the current development of the Internet in China, Chinese
people have become very accustomed to living in a mobile Internet world, where socialization,
entertainment, information dissemination, and consumption are achieved through the new
media. Chinese Generation Z puts more emphasis on personal privacy, individual expression,
entertainment social integration, effectiveness, virtual and real symbiosis, decentralization and

digital assets.
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The new media of the Internet has allowed Chinese Generation Z youth to become digital
nomads, no longer confined to a geographic area, and to live in clusters all over the world. Ac-
cording to ClubMed UK 2021, Thailand is the world’s No. 1 digital nomad destination.

Chiang Mai in Thailand has now become an important destination for Chinese digital nomads.
Focusing on why Chinese digital nomads choose to gather in Chiang Mai, as well as the forms
and characteristics of gathering in Chiang Mai, is of research value in studying the relationship

between new media and the youth subcultures of Generation Z in China.

Top 15 countries for digital nomads v

Based on 8 factors including temperature, cost of living, internet speed and number of activities

Country Index Score (out of 3120)

b=
fa)

uba 19
14 El Salvador 14
15 Puerto Rico 94

Read the full report at clubmed.co.uk/I/blog/digital-nomad-index

FIGURE 1
CHART RANKING THE WORLD’S TOP 15 COUNTRIES FOR DIGITAL NOMADS

Objective

Based on the above research background, the purpose of this study is to investigate the
phenomenon and causes of the aggregation of Chinese Generation Z digital nomads in Chiang
Mai, Thailand, in order to argue: first, the relationship between new media and Chinese Gen-
eration Z youth subculture. Second, the causes and characteristics of the gathering of Chinese

Generation Z youth in the new media environment.
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Literature Review

The study of youth subculture in China began in the 1980s, later than that of Europe and
the United States, and initially focused on the manifestations of youth’s “rebelliousness” in
pioneering literature, rock music, and modern and contemporary art activities. The research
theory and research paradigm follow the Birmingham School of youth subculture research,
using “class agency”, “ritual resistance”, “symbolization”, The research is conducted from the
perspectives of “class agency”, “ritual resistance”, “symbolization”, “political integration”,
“commercial integration”, etc. It tends to explain the phenomenon of Chinese youth with
the relevant theories of Europe and the United States, and emphasizes the superiority of the
mainstream culture, and only explains the relationship between the subcultures and the
mainstream culture as well as the inherent conflicts of the youth subcultures.

The research on Chinese youth subculture based on the Internet communication environment
started in 1998 because of the “hacking incident of China Shanghai Information Network”, and
the research stance also began to tend to study Chinese youth subculture in order to explain
the more grandiose issues of Chinese society and culture in the new period, and at this time, the
research on Chinese local youth subculture entered the “post-Internet stage”. At this time, the
study of Chinese local youth subculture has entered the “post-internet stage”.

Hypothesis 1: Because of the new media, many youth subculture types and phenomena have
emerged.

Hypothesis 2: The new media form a structural force that facilitates the emergence of a youth
subculture for Generation Z in China.

New Media Contributes to the Emergence of Different Youth Subcultures in China’s Generation Z

China’s current object is mostly the study of Chinese youth subculture types and phe-
nomena under the Internet environment, part of the literature is summarized as follows:First,
Secondary Cultural Research. Zhang Jiagi (2022) focuses on China’s Generation Z. She explores
the consumption of animation by Generation Z in order to understand the consumption con-
cepts of Generation Z. She also explores the consumption of animation in China.Second, Online
Game Research. Long Shuting (2023) argues that the essence of online games for Generation
Z players is to communicate their emotions and satisfy their emotional needs. According to
Li Xingchen (2022), game consumption has become the daily entertainment consumption of
Generation Z, but there are problems such as impulse consumption and show-off consumption
in the process of consumption.Third, Fan Culture Research. Chen Shiyu (2020) analyzed the
communication characteristics of “Generation Z” fan communities in terms of the relationship
between communication subjects, the mode of communication discourse, and the effect of

communication.
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consumption of animation in China. Second, Online Game Research. Long Shuting (2023) argues
that the essence of online games for Generation Z players is to communicate their emotions
and satisfy their emotional needs. According to Li Xingchen (2022), game consumption has
become the daily entertainment consumption of Generation Z, but there are problems such
as impulse consumption and show-off consumption in the process of consumption.Third, Fan
Culture Research. Chen Shiyu (2020) analyzed the communication characteristics of “Generation
Z” fan communities in terms of the relationship between communication subjects, the mode
of communication discourse, and the effect of coommunication.

In the study of Chinese youth subcultures, Mead’s Symbolic Interactionism and Katz’s Uses
and Gratification theories provide important theoretical perspectives.Symbolic Interaction Theory
helps to understand how Chinese youth express identity and group belonging through specific
symbols and behaviors For example, Ma Zhonghong (2023) investigates the “meng(cute)” ele-
ment in the secondary yuan culture, and explores how youth subculture groups interact internally
through unique symbolic systems to form unique cultural circles.Usage and fulfillment theory in
Chinese youth subculture can explain how young people obtain information, entertainment and
social fulfillment through media such as social media and short video platforms. For example,
Sheng Jiyue (2024) takes B station as an example to explore its role as an important platform for
youth subculture, which not only provides a space for content consumption, but also serves as
an important channel for youth to express themselves and build communities.

Hypothesis 3: In the new media environment of the Internet, young people of Chinese Gen-
eration Z gather together because of different interests and hobbies.

Hypothesis 4: Chinese Generation Z youth have their own subculture discourse system and
cultural barriers.

New Media and Youth Subculture are Closely Related

China’s current research on new media and youth subculture takes different phenomena
as research objects, does not cut in from different disciplines, and studies the relationship be-
tween new media and youth subculture from different research perspectives, and the specific
literature is summarized as follows:

First, influence research. Impact research is a prominent research perspective in the study of
new Internet media and youth subculture in China, highlighting the impact of youth subculture. For
example, Zheng Xiayu and Yu Jiagiang (2022) believe that compared with the older generation,
“Generation Z” is highly dependent on the Internet for information acquisition, socialization and
entertainment, social cognition, and the construction of a value system, and is more experienced
in the use of media, more educated, and has a completely new style of media. They are more

experienced in media use and have higher media literacy, and have brand-new audience qualities.

©,
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Second, relationship research. Relational research focuses on the relationship between the
new media on the Internet and Chinese youth subcultures, for example: Chen Lin (2016) studies
the communication activities of youth subcultures on the Internet, revealing their communication
characteristics of gathering and flow, participation and sharing, and segregation and fusion, and
pointing out that youth subcultures construct their own new media space by doing so; Zhang
Mingxin and Liu Yusi (2013) put forward the proposal of “socially interactive communication
technology”. Zhang Mingxin and Liu Yusi (2013) study the role of the use of “social interactive
communication technology” on the real-life interactions of young people. In addition, there are also
studies exploring the relationship between commercial consumer culture and youth subculture, for
example, Ma Zhonghong (2010) argues that the new media, consumer society, and globalization
have allowed commercial logic not only to borrow, possess, and embed youth subculture, but
also to actively stimulate and shape youth subculture, and that commercial interests and cultural
identity are not completely antithetical and contradictory.

Third, behavioral research. Behavioral research is currently more focused on the theme of
studying the formation of young people’s interesting groups and their behavioral characteristics
in the new media environment of the Internet, for example: Luo Ziwen (2013) argues that network
virtuality can lead to the alienation of youth interesting groups and individuals from real life, which
leads to negative impacts such as obsession with the network and the dissolution of mainstream
culture; Fan Shilong and Sun Ying (2017) argue that the youth network interesting groups’ differ-
ences in value choices lead to a shift in their behavior.

Hypothesis 5: In the new media environment of the Internet, the “DAO” type of community of
interest is formed.

Hypothesis 6: The “DAO” type community of interest has
Youth Subculture Communities in the New Media Environment have Their Own Unique Char-
acteristics.

In recent years, research related to the new Internet media and Generation Z has also
received attention, mainly focusing on the behavioral habits, consumption characteristics, and
personality traits of young people in Generation Z. For example, Li Lin et al. (2022) found that
young people in Generation Z have unique characteristics of their own. For example, Li Lin et
al. (2022) made a literature review on the concepts and consumption of the “Generation Z”
group; Liu Xiaoyuan (2021) studied the influence of the integration of Generation Z’s identity
and their willingness to purchase local brands; Deng Shichan (2021) studied the design principles
of vertical interest socialization for Generation Z youth. There are also some business research
reports on the consumption habits and trends related to Generation Z, such as: hand puppet

consumption, beauty consumption trend research and so on.
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As for the research on the use of new media of Generation Z in the Internet, it is mainly devel-
oped from the perspective of news, communication, film and television, and the characteristics
of Generation Z as the communication recipients in the media social relations, new media use
habits, etc., for example, Zeng Ying (2008) was very early in the study of the then-new media
on the study of the new generation’s spiritual ecological pairs; Zhang Youquan (2019) for the
symmetrical analysis of the post-1995 audience in the television media research; Li Xiaoli (2020)
used Q method to study the motivation of selfie for female college students of generation Z; Cui
Ziman (2020) focused on the motivation and music social behavior of generation Z users using
music social networking in online music communities; Ren Zinan (2021) studied the principles
of the construction of generation Z in the system of online expression and discourse; Wang Xu
(2021) studied the principles of designing social H5 works for generation Z; Sun Yongjun ( 2021)

to study the visual presentation and characteristics of Generation Z social media APP, etc.

Research methodology

In the problem analysis stage, this study was conducted using a mixed research method,
with a mixture of quantitative and qualitative research, applying questionnaire surveys to collect
information about the use of new media on the Internet by young people of Generation Z in
China, and applying in-depth interviews to collect information about the aggregation of Chi-
nese digital nomads who have gathered in Chiang Mai, Thailand. In the problem solving stage,
SPSS statistical analysis method and case study method were used to analyze the collected
information and draw conclusions.

Total sample size of the questionnaire: according to the 2019 China Census, the total pop-
ulation of Generation Z in China is roughly 264.1 million. Sample size: according to the stratified

and random sampling sample size calculation formula

(pr@)z? R :
n= 3 ~nis the sample size; z is the standard error corresponding to

the selected confidence level, which is generally 1.96; p is the percentage of the estimate in
the overall population, which is set to 94%; g: 100%-p; e is the permissible error, i.e., the ratio of
error in the total number of sample estimates that can be received, which is set to +2.7%, and 495
Chinese Z Generation respondents’ questionnaires, and the specific sample size is calculated as

shown in the following equation:
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2 2
(p*q)zz (94*10)1.962 940x3.84 3609.6
Nn= > = > = = ~ 495
e 2.7 7.29 7.29

Number of in-depth interviewees: the in-depth interviewers needed to fulfill two criteria:
they had gathered in Chiang Mai, Thailand in the last month; and they had made at least
five statements in the last month in the online community among the Chinese digital nomad
community. 17 Chinese digital nomads were selected for in-depth interviews.

This study is based on Osgood and Schramm Circular Mode, applying Elihu Katz’s Uses
and Gratification Theory, and George H.Mead’s Symbolic Interactionism, this study explores
how the dissemination of information on the new media platform of the Internet breaks down
the inequality brought about by the traditional mass commmunication tools, and how it builds
up the youth subculture of China’s Generation Z. Applies the use and satisfaction theory to
analyze the relationship between new media and the youth subculture of Generation Z in
China. Apply the theory of symbolic interaction and analyze the reasons and characteristics of
the gathering of young people of Generation Z in China in the new media environment from

the perspective of Mead’s “subject-me” and “object-me”.

Findings
An Overview of Chinese Generation Z Youth’s Use of New Media

In this study, a questionnaire was administered to Chinese Generation Z youth born between
1995 and 2009 from 21:40 on June 18, 2024 to 10:35 on June 29, 2024, with the option of
“whether or not you agree to voluntarily fill out the questionnaire truthfully”, which involves
minors under the age of 18 years old, and requires the consent of their guardians. A total of
508 questionnaires were collected, of which 492 were valid.

In terms of the age of Internet exposure, more than half of the respondents (52.4%) started
to access the Internet at the Chinese school age, around 6 to 12 years old. In terms of the
motivation for need fulfillment in using the new media, respondents’ shopping and consump-
tion needs, learning needs, gaming and entertainment needs, hobby needs, and work needs
ranked high, accounting for 80%, 70.2%, 65%, 59.4%, and 51.6% . In terms of which features
of the new media are the reasons why people are willing to use these platforms, the top five
features of Internet platforms that respondents find attractive to them are: abundant informa-
tion (78.4%), rapid dissemination (68.6%), interactivity (51.8%), freedom of expression (47%),
and aggregation according to interests (45%). More than 98.4% of the respondents considered
the new medium of the Internet to be generally important, important and very important to

them, as shown in the chart below:
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Very Unimportant 0.8%
Unimportant 0.8%

Very Important 33.2% Generally Important 17.8%

Important 47.4%

FIGURE 2
DISTRIBUTION OF CHINESE GENERATION Z RESPONDENTS’ RATING OF IMPORTANCE OF NEW MEDIA

The results of the ANOVA analysis of the relationship between the importance of Gener-
ation Z to the new media of the Internet and their age of onset of Internet exposure in the

Questionnaire on the Use of New Media are as follows:

Table 1

ANOVA OF THE RELATIONSHIP BETWEEN THE IMPORTANCE OF NEW MEDIA
TO GENERATION Z AND THEIR AGE AT THE BEGINNING OF INTERNET

EXPOSURE
Options Sample Average Standard
Size Values Deviation
0 to about 5 years old 24 4.33 1.05
6 to about 12 years old 262 4.18 0.72
After 12 years old 206 4.01 0.81
F 3.500
P 0.031

F: The variance ratio, which is used to compare the magnitude of between-group
differences to within-group differences. (The larger the F value, the more
significant the between-group difference, that is, the greater the difference in
means between different groups.)

P: Significance level, used to determine whether the difference in sample means

is significant.
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ANOVA: To collect information on Chinese Generation Z’s ratings of the importance of the new
medium of the Internet and the age at which they started to access the Internet. The total
sample size was 492, which was divided into three groups: 0 years old and around 5 years old
group (24), 6 years old to around 12 years old group (262) and 12 years old and beyond group
(206). Analysis of variance (ANOVA) was used to analyze the differences between the different
age groups in terms of their importance to the new medium of the Internet. According to the
ANOVA results, there was a significant difference between different age groups in terms of their
importance to the new Internet medium (F=3.500, P=0.031). Further post-hoc test showed
that the mean importance rating of the group around 0 years and 5 years was 4.33 (standard
deviation=1.05), 4.18 (standard deviation=0.72) in the group from 6 years to around 12 years
and 4.01 (standard deviation=0.81) in the group from 12 years onwards.

Based on the results of the above analysis, it is concluded that Generation Z’s exposure
to the Internet at the beginning of different ages has an impact on their importance to the
new Internet medium, and the earlier Generation Z touches the Internet, the more important
they consider the new Internet medium to be to them.

The Gathering of Chinese Digital Nomads Clustered in Chiang Mai, Thailand

According to the survey, there are hundreds of young Chinese digital nomads gathered in
Chiang Mai, most of them are software engineers, designers, self-media, marketing and sales.
The main communities in Chiang Mai, where Chinese Generation Z digital nomads gather are
SeeDAO, Four Seas Community, PlanckDAO, 706 Chiang Mai, DaliHub, MaskNetwork, RSS3,
Nomadverse DAO, Matters, and Great Voyage DAO.

In this study, 17 Chinese digital nomads gathered in Chiang Mai, Thailand, were selected for
online in-depth interviews in order to understand their reasons for choosing Chiang Mai and the
relationship between new Internet media and digital nomad subculture.

Interview outline: “1. What is your professional or disciplinary background? 2. What are your
reasons for choosing to become a digital nomad? 3. How long have you lived in Thailand or Chiang
Mai in the last year? 4. What are your reasons for choosing to reside in Chiang Mai, Thailand? 5.
Have you effectively found the digital nomad youth subculture circle that you identify with through
the new media of the internet? 6. Do you agree that the digital nomad circle you are in has certain
cultural barriers? 7. Do you join digital nomad-related communities, forums, or organizations on
the new media platform of the Internet? 8. What are the reasons for you to join this community
organization? 9. What characteristics do you think this community organization has? 10. Do you
create and manage your own persona on the new media platform of the Internet? 11. Why do
you create and manage your own persona on the new media platform of the Internet? 12. Do you
create and manage your own persona on the new media platform of the Internet? What are the
reasons for you to create your own personal persona on the new media platform of the Internet?

13. Are you satisfied with your current status?”



Interview time: July 1, 2024 from 13:00 to 17:30. Interview format: online. The interviewees
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Table 2
TABLE OF INTERVIEWEES AND SELECTED INFORORMATION
Whether
Have you
Do you to create
ever joined a
Length of think there | your own
digital nomad Are you
residence in are cultural | persona
Professional community satisfied with
Interviewees Chiang Mai, barriersto | on new
Backeround on anew your current
Thailand within the digital | media
media status?
the last year nomad platforms
platform on
community? | on the
the Internet?
Internet
Interviewee Literature Within 1
Yes Yes Yes Yes
1 and History month
Interviewee | Science and Within 1
Yes Yes Yes Yes
2 Engineering month
Interviewee | Science and Within 1
No No No Yes
3 Technology month
Interviewee | Science and Within 1
Yes Yes Yes Yes
4 Technology month
Interviewee 1 month to 3
Arts & History No Yes No No
5 months
Interviewee | Science and Within 1
No No No No
6 Engineering month
Interviewee Within 1
Art No No No No
7 month
Interviewee | Science and | 3 months to 6
Yes No No No
8 Engineering months
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N

Interviewee Arts and 6 months to
Yes No No Yes
9 History 12 months
Interviewee | Literature and Within 1
Yes Yes No Yes
10 History month
Interviewee Arts and Within 1
Yes Yes No Yes
11 History month
Interviewee Science and 1 month to 3
Yes Yes No Yes
12 Engineering months
Interviewee Science and Within 1
Yes Yes No Yes
13 Technology month
Interviewee 6 months to
Arts & History No Yes No Yes
14 12 months
Interviewee Science and 3 months to 6
No No No Yes
15 Engineering months
Interviewee | Literature and 6 months to
No No No No
16 History 12 months
Interviewee | Literature and | 1 monthto 3
No No No No
17 History months

Interviewees’ professional backgrounds cover both science and arts, and all have gathered
in Chiang Mai, Thailand in a recent month, some for more than a month. More than half of these
respondents have joined digital nomad communities on new media platforms and believe that
digital nomad culture has cultural barriers.

Summiarizing the reasons why interviewees chose to gather and live in Chiang Mai, Thailand,
there are two levels of national advantages and city advantages. Advantages at the country level
in Thailand: first, Thailand is the world’s digital nomad gathering place with a good working atmos-
phere; second, Thailand’s visa policy for China and digital nomads, which is more convenient;
and third, Thailand’s food is in line with the appetite and the price of goods has an advantage.
Advantages of Chiang Mai at the city level: First, Chiang Mai has a quieter city atmosphere and
cooler climate environment compared to other cities in Thailand; second, there are more young
digital nomads gathered in Chiang Mai, Thailand, with a good youth culture; third, Chiang Mai’s
old city has historical and humanistic features; fourth, Chiang Mai has more Chinese and Chinese

sojourning tourists, which has a more cordial cultural atmosphere.
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Interviewees’ main reasons for choosing to become a digital nomad are categorized into three
points: first, time can be arranged freely, second, work and life can be arranged independently,
and third, the place of residence can be arranged freely.

82.35% of the interviewees have joined the community related to digital nomads. The reasons
why the interviewees chose to join the digital nomads to participate in this community organization
on the new media platform of the Internet are summarized in several points: firstly, it is possible
to get to know unfamiliar friends with the same interests as their own, secondly, it is possible to
discuss and exchange the topics of their own interest, and thirdly, it is possible to obtain the in-
formation of their own interest in a timely manner.

The characteristics of the digital nomad community according to the interviewees are sum-
marized in five main aspects: first, the commmunity organization is formed by members’ self-or-
ganization, second, the members gather because of common interests or commonly recognized
cultures, third, the members are mostly strangers who have not met offline, fourth, the community
organization is decentralized and self-governing, fourth, the discussion content revolves around
the topics related to interests or recognized cultures, and fifth, the community organization has
key opinion leaders. The key opinion leaders in the community organization.

More than half of the interviewees created and operated their personal personas on new Inter-
net media platforms for four main reasons summarized: first, it can be a combination of offline and
online, and is an online extension of one’s real-life role; second, it can gain more social attention
and social satisfaction; third, it can be a way to freely express one’s views and display oneself;

and fourth, it can be a way to learn about oneself through the perspective of Internet user.

Conclusion and Discussion
Conclusion1: New Media Has Allowed Many Youth Subculture Types and Phenomena to Emerge
Through a questionnaire survey of young people in China’s Generation Z, it was found
that the new medium fulfills the needs of shopping and consumption , learning , gaming and
entertainment, hobby, work. And because the Internet is characterized by abundant informa-
tion, rapid dissemination, interactivity , freedom of expression, and aggregation according to
interests it has allowed many youth subculture types and phenomena to emerge.
Conclusion2: New Media as A Structural Force Contributing to the Emergence of Youth Subcultures
Based on the above findings, more than 98.4% of the respondents consider the new Internet
media to be generally important and very important to them. Applying the theory of symbolic
interaction proposed by Mead, it is found that Chinese Generation Z young people have a very
clear concept of “I” and “Me” in the new Internet media platform. By creating and managing
personal personas on the Internet new media platform, on the one hand, the “main 17, as the
subject of will and behavior, realizes a self-awareness, self-expression willingness, and self-image

shaping through the management and creation of personal personas, forming the “main I” role;

©,
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on the other side as a representative of others’ social evaluation and social expectations of the

|7!

“eguest me” , is the “main I” in the social relations of the embodiment of the realization of the image
of others on their own evaluation and perception of the role formation.

Continuing to apply Mead’s concept of Role Taking, it is clear that Chinese Generation Z youth
believe that individuals can recognize themselves through interaction with others, tell who they
are through others, and develop their ability to act through interaction with others. They are also
very good at applying the new media of the Internet to “role-play” and gain others’ perceptions
of themselves. As the social, two-way and interactive nature of self-propagation, human internal
communication is a social process of two-way interaction between the “master self” and “guest
self”, and the medium of interaction is also the information, that is, what Mead said “Meaningful
symbols”.

By analyzing the reasons why Chinese Generation Z participants use the new Internet medi-
um, it is found that the new Internet medium can satisfy their own usage needs. By applying Elihu
Katz’s Uses and Gratification Theory, it can be found that Chinese Gen Z young people regard
the new Internet media as a platform to satisfy their needs through use. In the process of growing
up, Chinese Generation Z has specific needs brought about by social and psychological factors,
and these needs have generated expectations of satisfaction through the new Internet media,
and then realize the satisfaction of their needs through the active use of the new Internet media.

Because the new media of the Internet has the characteristics of rapid dissemination, rich
information, interactivity, equal communication, free expression, gathering according to interests,
virtual identity, data digitization, and decentralization, this puts the right to release information not
only in the hands of the media, but also in the hands of the audience.

Who according to their own motives and reasons, generate specific needs and media expecta-
tions, and take the initiative to release information and content related to their needs, personalization,
values, and self-characteristics independently through the new media. It is these characteristics
of the new media of the Internet that build the structural forces that contribute to the emergence
of youth culture or youth subculture.

Conclusion3: In the New Media Environment of the Internet, Chinese Generation Z Youth Gather
Because of Their Interests and Hobbies

Mark Post argues in The Information Way that “the Internet is a decentralized communica-
tion system. The Internet is also decentralized at a foundational organizational level, facilitating
the decentralization of language.”

In the New Media Environment of the Internet, Chinese youth subculture is not only a form
of organization, but also a platform for social interaction and expression of cultural values. This
autonomy and sharing provides the basis for the formation of cultural creativity and community
cohesion. Members have common cultural values and identities, and through these platforms,
they communicate, share and interact with each other to find like-minded people.This has allowed
Chinese Generation Z youth to gather on the new media platform of the Internet because of their

different interests and hobbies.
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Conclusion4: Chinese Generation Z Youth Have Their Own Subculture Discourse System on
New Media

Youth subculture is characterized by decentralization, without a centralized management
structure in the traditional sense. As a new form of organization, it emphasizes equal participation
and autonomous decision-making among members. In youth subculture, this decentralization
means that the generation of activities and ideas is not restricted by traditional authority or
centralized structure, and relies more on autonomous actions and interactions within the
group.This has led to the need for China’s Generation Z youth to have their own subculture
discourse in the new media. It has formed its own subculture discourse.

Conclusion5: In the New Media Environment of the Internet, the “DAO” Type of Community of
Interest is Formed

Based on the above conclusions, the study finds that Chinese youth subculture has formed
a new type of DAO (decentralized autonomous organization) youth subculture in the Internet.
This form of youth subculture is characterized by a combination of reality and reality. Young
Chinese digital nomads gathered in Thailand not only communicate and discuss online, but
also meet offline.The virtual community becomes the main place for them to communicate,
share creativity and show their identity, and at the same time, these virtual communities can
also promote offline activities and physical gatherings in the real world, thus realizing the
interactive coexistence of virtual and real interactions.

Conclusion6: The Organizational Characteristics of the New Type of “DAO” Youth Subculture:
De-neutralization, Interest Gathering, and a High Degree of Autonomy

This study analyzes the characteristics of the communities that Chinese Gen Z participants
said they have joined, and concludes that the “DAO” youth subculture has the following main
characteristics:

First, decentralization. Its state is distributed and decentralized, rather than having a central
node and hierarchical management structure. The most distinctive feature of “DAO” youth
subculture organizations is decentralized autonomy. They are usually built based on blockchain
technology and smart contracts, without a traditional centralized management structure.

Second, interest gathering. Its members are strangers or even Al people with common goals,
common interests, common cultural identity, and certain interest relevance, rather than acquaint-
ance circles and person-to-person organizations. “DAO” youth subculture organizations are often
involved in the investment and governance of projects of common concern or interest.

Third, highly autonomous. Its norms are autonomous principles of governance, rewards and
punishments, and decision-making agreed upon by strangers within the organization, rather
than rules and regulations such as enforcement, and “DAO” youth subculture usually distribute

decision-making power through the issuance of Governance Tokens.

©,
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Recommendation

This study examines the phenomenon of Chinese digital nomads gathering in Chiang Mai,
Thailand, and the youth subculture behind it in relation to the new media, and makes some
applied and theoretical recommendation.

In terms of application recommendation, the findings of the study can provide references
for the government and social organizations. First, the government can draw on the successful
experience of Chiang Mai to attract digital nomad groups and promote local economic develop-
ment and cultural diversity by optimizing the policy environment, reducing the cost of living and
upgrading digital infrastructure. Second, social organizations can promote youth participation in
social governance by supporting the practice of digital nomads, exploring new organizational
forms of decentralization and autonomy, and enhancing the vitality of social innovation.

In terms of theoretical recommendation, this study provides new perspectives for the study
of youth subculture. First, the study reveals how new media technology builds structural forces to
promote the formation and dissemination of youth subculture, providing empirical support for media
research. Second, the proposal of “DAO” youth subculture provides a new research direction for

understanding the organizational characteristics of youth subculture in the Internet environment.
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Abstract

This study explores the creation of events during the COVID-19 crisis, focusing on the
“Covid...Rao-Tid-Pan-Daiii” (Relation-VID) project. Adopting a qualitative research design,
the study employs interviews and participatory observations to examine methods of event
creation. The primary objective is to study how event communicate the notion that positive
outcomes can emerge from challenging circumstances. The findings underscore the need for
production teams to adapt concepts, creative ideas, and procedures, ensuring alignment with
audience expectations during crises. The research reveals that while most narrative elements
remain stable, the “Concept” requires heightened innovation and adaptability. Additionally,
the study incorporates Crisis Management Theory to highlight how strategic planning, effective
communication, and proactive adaptation are essential in mitigating disruptions and ensuring
event success during a crisis.

Keywords: event organizer, crisis management, COVID-19, live event, narrative

Introduction

The COVID-19 pandemic, which emerged in late 2019, has had profound effects across
various industries, including event management. In Thailand, the country’s first major outbreak
occurred in March 2020 following a Muay Thai boxing event, prompting the government to
impose strict measures such as curfews, social distancing, and travel bans (Pulitzer & Greeley,
2020). These restrictions severely impacted event organizers, resulting in substantial financial
losses and disrupting both educational activities and practical training in event management
(Dillette & Ponting, 2021; Harris et al., 2021).

Event organizers are among the hardest damaged industries (Dillette and Ponting, 2021,
Gossling et al., 2021). Inability to hold events resulted in severe losses for the sector (Harris et al.,

2021). This effect of crisis is not only in organization level but in teaching and learning level as well.
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The protracted lockdown not only dealt a significant hit to the country’s tourism-dependent
economy, but it also delayed the start of the new school session. Originally scheduled to resume
teaching in mid-May 2019, the new term start date was moved to July 2019. Responding to uni-
versity closures drove many educational institutions, notably tertiary education institutes, to shift
their students and courses to online distance learning. All dormitories were closed. In contrast to
lecture courses, practice-based courses appear to have a focus on teaching and learning. As a
result, the person in charge must examine how to mitigate the impact of the crisis on the effec-

tiveness of the study’s outcomes.

Significance

Research in health psychology and primary care psychology provides a window into what
is happening in hundreds of millions of families throughout the world. Furthermore, those who
are quarantined are more prone to experience a variety of psychological stress and disorder
symptoms, such as low mood, insomnia, stress, anxiety, rage, irritability, emotional weariness,
melancholy, and post-traumatic stress disorder. The study highlights the prevalence of low mood
and irritation. Furthermore, in cases where parents were isolated with their children, the mental
health consequences were considerably more severe. In one study, not less than 28% of confined
parents justified a diagnosis of “trauma-related mental health disorder”. (Elke Van Hoof, 2019)

The mental condition impacts a large area around the world, including Thailand, at all ages,
particularly teens, according to the survey results of Dosomething.org members. A new research
asked students aged 13 to 25 about their current mood, and the top three responses were “frustrat-
ed” (54 percent), “nervous” (49 percent), and “disconnected” (40 percent). Teenagers are anxious,
agitated, and nostalgic. Teenagers and college students have magnified natural, developmental
motivations, making them difficult to segregate at home.

As the research it mentioned that during the period that teenagers have to pause at home for
a long time to be free from Covid-19, the whole country, when locked up at home, living 24 hours
together can lead to “accumulation stress” and beyond “Depression” because they feel that they
are losing their own space to express how they feel or to express themselves.

University student who is in the age of teenager, is one of the group of people, were
effected on this mental problem. Because of the changing both of lifestyle and surround-
ing. From independent university lifestyle to being at home with family, lacking of the
freedom as before or feel lack of personal space then lead to the argue with the mem-
ber of family or people around them which is the problem of “RELATIONSHIP” during the
time of quarantine. As the result, the bad situation from covid-19 lead them to stress and
make relationship worse. Finally, they feel unhappy with bad relationship with family and
people around which make them feel getting worse. As a result, the biggest issue for the
family throughout the quarantine period is a “relationship” that deteriorates with time. In
response to the transition to online learning at Assumption University, this study examines
how the “Covid...Rao-Tid-Pan-Daiii” project adapted to these unprecedented challeng-

es. It aims to offer insights into effective crisis management strategies in event creation.
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Theoretical Framework

Narrative elements serve as the foundation for storytelling, shaping a narrative’s structure,
meaning, and emotional resonance. These elements include plot, characters, point of view,
setting, theme, conflict, and symbols/motifs (Bal, 2017; Chatman, 1980).

Congept

eme
) . Event creation
Point of view

Narrative (case study of
Elements “Covid...Rao-Tid-Pan-Daiii"
(relation-VID) the project.)

Symbols and
Motifs COVID-19 situation

Figurel: Theoretical framework

Additionally, this study incorporates Crisis Management Theory and Social Determinism to
provide a broader analytical framework. Crisis Management Theory emphasizes the need for
proactive planning, adaptability, and strategic decision-making during unexpected disruptions
(Coombs, 2015). This theory highlights the significance of effective communication, stakeholder
engagement, and creativity in mitigating crisis impacts. It further explains how event managers
must continuously assess risks, create contingency plans, and foster transparent communication
with their teams and audiences.

Social Determinism, on the other hand, posits that human behavior and creativity are influ-
enced by social structures, cultural norms, and environmental factors (Marx, 1978). In the context
of event creation, it underscores how societal constraints during the COVID-19 pandemic shaped

the project’s design, messaging, and execution.

Methodology

This research employs a qualitative case study approach (Creswell, 2018; Yin, 2018), focusing
on the live event production course at Assumption University. Data collection methods includ-
ed participatory observation from November 2020 to March 2021 and structured interviews
conducted in March 2021. The study’s respondents comprised six key individuals: the project

manager, producer, creative lead, scriptwriter, art director, and designer.
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This case study is the event project which is from course of live event creation and management
department, Albert Laurence School of Communication Arts at Assumption University in Thailand.
The majority, of course, are practice-based of event production. During Covid-19, all classes were
changed to online, but it was not possible to practice event production and administration. As a
result, lecturer must investigate the manner in which events are generated in this crisis environment.

Data were collected using participatory observation and structured interview techniques, Six
people were chosen as respondents for this study based on their responsibilities and range of
authority. Researcher conducted participatory observation during November 2020 to March 2021

and interviews during March 2021. The research’s analysis was done.

Location category Number of respondents
Thailand Project Manager 1
Thailand Producer 2
Thailand Creative 3
Thailand Script writer q
Thailand Art Director 5
Thailand Designer 6

Table 1. Respondent classification

Results and Discussion

Event or Live performance is the tool for communicating the idea or main message to the
audiences. The goal is to create a memorable experience for attendees, sponsors, exhibitors,
and other stakeholders. Event communication is the process of sharing information about
an event with its target audience. Main message of Event can be communicated to people
through storytelling or narrative technique. A key element of narrative theory is the idea that
stories are structured and shaped to create meaning for their audience (Bal, 2017). Narrative
theory explores how stories are constructed, interpreted, and how they function across various
contexts, including literature, film, oral traditions even in live performance. Elements of event
creation are

Concept: The “Covid...Rao-Tid-Pan-Daiii” project originally envisioned a live stage performance
and on-site exhibition. However, due to pandemic restrictions, the event evolved into a hybrid
virtual stage play and online exhibition. “Covid...Rao-Tid-Pan-Daiii” (relation-VID) Project is new
live event concept during the crisis. Event is consisted of 2 pieces of work which are online
exhibition named “Covid...Rao-Tid-Pan-Daiii” (relation-VID) exhibition and hybrid simulated stage
play named “Besties store”. This concept has changed since the inception, which was a stage
performance and onsite display. During the crisis, full live stage plays could not be shown, therefore

they were replaced with hybrid virtual stage plays that used puppet shows instead performers.
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Figure2: simulated stage plays by using puppet plays

Crisis Management Theory explains this shift as a strategic adaptation, ensuring the event’s
continuity while adhering to health protocols. Proactive measures, such as creating digital plat-
forms and employing virtual communication tools, showcased the team’s agility in overcoming
crisis-induced barriers. Mair and Whitford (2020) highlights how event organizers globally adapted
to similar disruptions by leveraging virtual formats and hybrid models. Their study emphasizes the
critical role of digital innovation in sustaining audience engagement during crisis periods. This
aligns with the strategies employed by the “Covid...Rao-Tid-Pan-Daiii” project.

Moreover, Social Determinism highlights how the societal shift towards digital platforms
influenced the project’s format, reinforcing the idea that external social forces dictated creative
decisions. According to Getz and Page (2021), event production during crises is not solely driven
by internal creativity but also shaped by external pressures and societal expectations.

Theme: The event’s central theme, “Relationship,” stemmed from a pilot study that highlighted
both strengthened sibling bonds and heightened familial conflicts during quarantine. Kim and Park
(2021) found that pandemic-era events often incorporated themes of unity, mental health awareness,
and interpersonal relationships, reflecting a global trend in event management strategies during
crises. The “Covid...Rao-Tid-Pan-Daiii” project’s focus on relationships aligns with these findings.

Plot: The plot followed a traditional five-stage structure: exposition (pre-pandemic family
disconnection), rising action (enforced quarantine), conflict (familial disputes due to prolonged
cohabitation), climax (resolution of conflicts), and resolution (finding optimism amid adversity).
Crisis Management Theory informed the plot’s progression by emphasizing conflict resolution—a
key component of crisis response. By integrating crisis recovery strategies into the narrative,
the project reflected real-world strategies for managing emotional and logistical challenges
during the pandemic. Stokes et al. (2021) examined how global event narratives incorporated
elements of conflict resolution, often mirroring real-life responses to crisis situations. The
“Covid...Rao-Tid-Pan-Daiii” project adopted a similar approach, crafting its storyline to resonate

with contemporary audiences.
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Characters: Nineteen team members acted as protagonists, sharing personal quarantine
experiences, while family members were portrayed as antagonists. Social Determinism explains
how these character arcs mirrored real-life societal tensions, reflecting the psychological and
relational struggles exacerbated by the pandemic. Crisis Management Theory also highlights
the importance of clear roles and responsibilities, as the team structured their creative and
operational roles to maintain efficiency and address conflicts.

Point of View: A first-person narrative perspective was adopted, allowing team members
to share their experiences directly, fostering authenticity and enhancing audience empathy.
Crisis Management Theory supports this approach as an effective communication strategy,
promoting transparency and emotional connection.

Setting: The setting of the narrative reflected the crisis context, emphasizing home isolation
and the pandemic’s disruption of daily life. Social Determinism highlights how these settings
were not just artistic choices but reflections of broader societal realities dictated by pandemic
restrictions.

Symbols and Motifs: The project employed linguistic and visual symbols to reinforce its
theme. The Thai phrase “#n-#u” (interpreted as both “relationship” and “infection”) symbolized
family bonds and pandemic-related struggles. Additionally, a heart-shaped logo and thread
imagery emphasized love and interconnectedness. Social Determinism provides insight into

how these symbols were influenced by cultural and societal interpretations of the pandemic.

Thread in heart shape

Figured: online exhibition design for

"Covid...Rao-Tid-Pan-Daiii" (relation-VID) the project

According to Coombs (2015), crisis management is divided into three essential stages, each
playing a crucial role in the success of event production during a crisis:

Pre-crisis Stage (Preparation and Prevention): In this stage, event organizers identify po-
tential risks and develop contingency plans. For the “Covid...Rao-Tid-Pan-Daiii” project, this
involved scenario planning, such as shifting from live events to hybrid platforms. The team
anticipated restrictions on gatherings and proactively created an online event structure. Clear

communication strategies were also established to keep all stakeholders informed.
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Crisis Response Stage (Immediate Action): This stage involves the implementation of
strategies to mitigate damage when a crisis occurs. The project’s team quickly responded to
government restrictions by transitioning to a hybrid format, combining a virtual stage play and
online exhibition. They maintained transparency with their audience through social media
updates, fostering trust and engagement.

Post-crisis Stage (Learning and Adaptation): After the event, the team conducted a thorough
evaluation of their crisis response strategies. They gathered feedback from participants and ana-
lyzed technical challenges to strengthen future crisis preparedness. This reflection allowed them

to build a more resilient event planning framework, ensuring adaptability for future disruptions.

Conclusion and Implementation

This study demonstrates that event creation during a crisis necessitates adaptability,
particularly regarding the “Concept,” which requires increased creativity and originality. Crisis
Management Theory reveals that strategic flexibility, clear communication, and stakeholder en-
gagement are crucial in overcoming event-related challenges. Simultaneously, Social Determinism
underscores how societal constraints and cultural contexts directly influence creative outputs.

Ultimately, the integration of these theories illustrates that successful event management during
a crisis is not only about internal creativity but also about responding to and reflecting broader
social dynamics. The research not only prepared students for real-world event production but also

highlighted the value of relationships, resilience, and adaptive storytelling during challenging times.

Limitations

This study has several limitations, most notably the small number of cases studied. This
study employs a single intrinsic case study method, so we only look at one interesting case,
that of university project. As a result, the findings of this study cannot be generalized to all
cases of virtual events with different socioeconomic contexts. Furthermore, the focus of this

research is on how to adjust event creative and production during crisis.
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Abstract

The article aims to study and explore the dynamics of storytelling in video games,
focusing on both the tools and the role of storytelling. It categorizes the evolution and role
of storytelling in video games into three distinct eras: (1) The Foundational Era : The For-

mation of Narratives and Storytelling in Video Games (1970s — 1980s) - During this period,
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narratives were conveyed simply through text and linear plot structures. Storytelling served
as a basic context to help players understand the game. (2) The Era of Interactive Storytelling:
The Integration of Storytelling and Gameplay (1990s — 2000s) - Storytelling design emphasized
greater narrative interactivity, allowing players to shape the direction of the story. Stories became
more complex through diverse tools, and video games were influenced by Hollywood films,
resulting in a true blending of storytelling and gameplay. (3) The Era of Immersive Storytelling
(2010s - present) - This period focuses on enabling players to deeply immerse themselves in
the narrative or the in-game world, rather than being directed along a predetermined path by
game developers. Key tools like environmental storytelling play a significant role.

The evolution of storytelling in video games reflects the close relationship between technology
and art, especially the art of storytelling. Modern video games have developed storytelling into a
space where multiple art forms converge, creating a unique new medium. The rapid advancement
of technology will enable video games to become a medium capable of conveying even deeper
and more influential narratives in the future.

Keywords: Narrative, Storytelling, Video game, Narrative design
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maaFedluafeinuidussdusznoviifinnudfyesidduitannnsvedimleinlug g Aauy
wazdotiuis wiTlugausnveansia LNy msidBeservaglildsunnuddyunnin widlonan
rnuluGeadn uagmsianFedlunuldnaneidududdyiivieaiuaiiassaunsaivesiiau ilving
nanedusnnnifissmaduiioruduis uidafusemidunsdessuazdionennuin A
Yan uarufduitusmsdsnusulaniaiiou msidBesisaiannuduiudidnseningiaududh
avAs wAn9al wanilodes Swiliiduannsaidinis uasldmhmtunalussduiinainfiomnis
nadu viseviheunalning
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nMsenianstesmnadedidalenufinnuddyy Bifsansemadideaiuesduszneu
adyiitedundounaauny uidadummenmsadedidilonulivasudadlumuimunisues
welulad dann warTansssu nslinngiiannnisvessidBedlydileny annsavilisdla
feunummihilveunilugugdematanssan Sududuvilwesianssauusenien uastiodame
FitthesnuvuinuaiassdlasFes uarEaiisuifasesaluuiunvesnisiufduiug et
Wuewasvesnsidedidileny uasnsiideadasiamlinasdussiuseneundnlunisaths
ANUMINERAzUTTAUN ST AN veauBn MY

athslsimunisinsinsiadeduinlenvdwlvglulsenalnedmmuliinnin wasiifing
Anvitfnssinuludl “Goudr” vide “lewn” Midnuaresnils innilasAnuieiedieiirleny
(vioBnienils Ao WnoenuuumaarFeduilewns) WumsdawedosmmdodFedduifleny
e Ivgfwa Sauanssas (2565) fidnwgUuuunsiaIEeswean The Last of Us AR 1 uesd
UsenouveIn1sianFes 8 asdusznou léikd 1nsedes (Plot) uAuiFes (Theme) amnudaud (Conflict)
farAs (Character) 211 (Setting) Unauvu (Dialogue) yuxad (Point of View) wagdyanualiivy
(Special Symbol) saulufis@nwirunnfnesrusenaureunudneieg

uanaINNUFINa1Tedu Sailinuves Tadn ainquasni (2553) AidnwAsnsaiFesunuuuy
auunumvesdu warnsdusiuvesdiau InedinnesinaisnisianFes wasgunuunsiidius
LLazLLmﬁﬂﬁagjLﬁuawa”qmiﬁdauiamm@éu’lumiLa'umm FawuinaisnsianBesveanunuvai
unumuuugituiuilasaasenisidiFesuundaatlns (Postmodern) Alldunuuandmuareion
fnmssdudeniilndifsswazunnssiuinmuiutuiadedalufusuurensinudend Ses
smifnlszneuadsiulneditugiunanmgnisalulanads uasthiauefen manwalsuiuuns Tusn
uikdauaAauuuag Suoeniontfluitdes dulufumsidmuesidulunumuunumvssdgiu
dunuindumsdeans 2 me sewheimesidutuing Tneddeasiifidumunuiudenatsiuies

Fafuunanuiifailingusrasdilednaasinssiiaummeinndideduiflenudused
ufsdagtusgrsdauny Tnoariiluiinisd1:ana®s wadeuaziedesdofimeinslilunisidnGes lne
Anwanienans wu unany Inedinug wide Wudu sudaialenuiiddy uavihinduasziiie
Tunmesifanmsuazunummsandediimonyluusazepaty mafnwiazdeduiugu
Tin3ums dhifauing theenuuunisianGes wazfaulemlulsidlafeeududou uazdneniw
gaansiadediAnlonuidaidindhunduiaUznisaSesidfywiemssui 21

UsziRuazRauInIsIaIMsiaiEadludalany

lisnsanameunslugausn Afausandudiundieiu 5 Gud Wevunmsduiinamuesine
1 feedesilnalavveneddulule.. 1894 nneunidedldnandnnaenessylunsiamuay
TGEDEPIGR sunmedufausuasdotuisfiunivats Ieinunesfivuiu IlewnuEuduanaruuan
Tnifinduduluiomnasmesvanininenmans uagdmnsneufinmes mnuiiuduveunalulad
astelnal reliAnanuaulalunsinudunt douftasdes q gnilmunisludumaluladuasguuuy
nsiau sunmedudetufiseialnifivhlangousu



a

Ui 29 atufl 3 (Fuenou - SurAL 2568)

o ¢

NyanstiwmaanIUIvial

foundululuasnauwsnmstdedileny msnoumanuiithadbegnainlenuusnvadlan Aownu
aziiﬁu@mﬁau%Lﬁuﬁmmﬁmﬁmaumﬂﬂdﬂﬁ'ﬁm desonlutrsusndu mafaninaulegieshin
wazlanngutininenmansuazimnineuiiunes fvmanassaneluladreuiinmesvihiiu eghdls
Aonumspnnentsiiddguiatulud aa. 1948 fnsadvstnaiflenuiissmaansgeiniunds
usnlude “Qﬂﬂiajﬁ'mﬁﬂm%waam%ﬂﬁLLﬂI‘Vlﬂ” (Cathode-ray tube amusement device) (Donovan,
2010) wagnsianndesnGes 9 ludeamaass aunsziivialoinuaansnoondaeniasisasly
Un.ei. 1958 Fadu 8Auvesy (William Higinbotham) l@ad1awna “Tennis for Two” Fuil Brookhaven
National Laboratory iedauansluinssanis lneldmeufinmesuousdon (Analog computer) wax
peadalaalay (Oscilloscope) Wuasuaniwa (Lambert, 2008)

aglsfimumaianFesdindivsngiliadleny Sudswnandsadsifaudnduiiinlemns
szfediimadnder msmidutisnauisnsianmeluladroufiunesviniy Flenudendisinu
agiesluviomaans ﬁ]uﬂszﬂ"nmﬁﬁwma&mﬁ"nmﬂmﬁﬂﬁ?ﬁ‘[aﬂmmﬂLﬂuﬁuﬁﬂu@awwzﬁ%ﬂugﬂ
LUUT8Y “1nue19ian” (Arcade game) 138 “inuvizaawiun” (Coin-op game) tneinuusniiusyau
Audsvegnuazidnlunistisadisgeamnssuintonuldun “Pong” sandmielul a.a.
1972 duluimddguedimensiinfefaudiuuinn wihidinuezddlififead vionnaFes
Ta 9 Wuisanudassnsiignisesszminsiauassnu uanslisiuiamsuiuimunluiinalnnisiay
(Game mechanics) ety winsUszauanudSavesnuiviiiananudoenislunsudedu o
NARAY 9 ?inl,?'uﬁ%ﬁumauhgﬂLLU‘UGU@QLﬂuu’mﬁﬁmﬁaﬁa@m@éuﬁlﬁmﬂ%u uag o ﬁ;mfjt,adﬁﬂ’lil,d’l
FosBudniiununiuirlewnsluiian

qm?uél’u: nsnamTadEataILazmMaaizasludalainy (1970s — 1980s)

NUNSARTUTIMAITTET 1970 waznenssuil 1980 ﬁa'aué"]ﬁfyaﬁhau’mﬁiaﬂ’lida&hﬁﬁumm
Soudn waznnadedudilewny Slewnudnaludeiiroudilval waluladveuniounu Vil
sUsuuitesnenfiuned wanintondunuroulvadsnsdifosialunaty q fu seiunaifin wae
ANAT wazwaslunisuszanana ﬁﬂﬁﬁﬁimﬂﬂuqﬂﬁuﬁuﬁ whilufinalnanisiauvesinauazdisy
wuumMsiauegedty 9 TaedsadiivangFeadiluidlenudsiaegany Pong Aildnanludresy

Uanemenssy 1970 deunaululuiemeasswasininenmansuagisnsnouiiames lausing
WNUUITLAN “INUNAYABRUUTEAIIN” (Text-Based Adventure Games) agauny Zork (1977) wag
Adventure (1976) vi3a7i§iniuludie Colossal Cave Adventure FsfioduffunidnnisianGoadsldney
(Interactive storytelling) iunfigaluadleiny Tasnislidenralunmsusservanminaden Tag
wazNI3LARDU ;:JLa'u%La'umur:hum‘aﬁuﬁﬂ"wé"d \ioindouiinuanuisng 9 udluuian wasiame
TwazBunEassn (Montfort, 2003) inuguuuuilliitnig “ussers” lumsiendes wasldmoudug
dusensiferuimuamuamuszneuit 1 funudddnvasmilowdumniee Aensnsalory
iaud15a9 uasldmeuiugiauldduies



5

Nsansimaransusiay U 29 atuil 3 (Tugneu - Sunay 2568)

any such thing

NE End of Repositor

~drop star
Dropped

- 1 =drop mark
Standard interpreter 1.8 Dropped

At End Of Road >1
You are standing at the end of a road You are carrying:
small brick building. Around
s a forest. A small stream flows E 1 (providing light)
the building and down a gully. a s 10 le (which is empty)

mwilsznaudl 1 1nx Colossal Cave Adventure
111 © https://www.youtube.com/watch?v=03etkSoHrR8

vauidnAulATenLuUInLDNSiaaliUINgI TifinsaeaunsniFeadegneineg o ity
dlagauszasveansiawnuinnty wu luinu Space Invaders (1978) fauazldsuundutndui
fosuntadanainnisgnanuvesieidou iewns Asteroids (1979) flausesaiunueueINALazds
vanenrasitesiidiiuning Wudu egnslsfiauazdiuldin “Geud” nanelurdesiiondsly
nsmusUuniuguvenny ieliiaudilaaniunisal wasidhmangvesnuviniy uidnedld
i3 “id3es” lusunuudedndla

frddyrenisndedidilonudulutiaienmssudl 1970 wazdunamssuil 1980 dedie
Huganesvasnuenan N5anaues Donkey Kong (1981) iilvinisianFesnaeiludiunilwenaln
Msiduseeie o fauaglasuundu Jumpman @desniamnnidy Mario) fifesdiemdeidvds
N33 Donkey Koneg Tnswnuiinmsiandesienisliandndu (Cutscene) lunsuduvanny ie
wandliiituisnisuaunivosdedndfinudmdsluie ynedsifiauhusunuasuandfivuideing
et mde uastuiuludiiuiigtu uenanidiluedudunasdonnumuadniitisdiovon
dedosegdonnu “Help” Tuanadudenruiuiidadmdaiiolfununmsiowenutiomdesn
e (Stone, 2019)

wennnNesianLdy inueeulsaffiunumliuitulunstglinnnafeduifenuisuvey
vouln wawdlvwandununbely ety The Legend of Zelda (1986) iﬁﬂiwﬂgﬁaﬁmmmﬁu
fhoghaivesmaiauitiodosiiduianudndanniulugaidudul fidueldsuondu Link s
gonuanyAeluAuueu Hyrule iietoidmds Zelda 910 Ganon Wweuvisauile Tnedndusinasiod
flufine LLawmumumq R wandlidiudimsBuuszaunsianidestunalnnsiaunuanny
wu roudnuiifornudy q uansunuihae e idomdmesdessmiiAatumelunuuagszih
vingyeamsiaulsifiaunsu sesndiduazsioddtevesugadunalamis vilgiauidusmiuing
dauﬁ@ﬁu%ﬁw@aﬂmmmmimaﬁmm%ﬁﬂmﬁwﬁﬂLLasLémﬁuﬂﬂimﬂzgﬁa Jugu mndregaiing
infrsdunansiiiiuisdnuarvesnisesnsuunmsadadaenisndasauies wuumudsu (linear
narative) iludnvnzessnmndasadesuuuie 1 lidudeu muddune wasmgnisaififndy
anuvnduneunioliuusild Ineldiasesiionsadaazas (Character) anvisenisasialan (Setting /
World Building) a1nfndu (Cutscene) warumaunin (Dialogue) lunsianizes
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Key: Linear:
Gameplay —— O ® ® ® O O O A
Story Event O
Beginning [
Ending A

awdsznauy 2 1As9asen1a1EeIkuUnINEIaU (Linear narrative)
11 : https://www.gamedeveloper.com/design/the-evolution-of-video-games-as-a-storytell-

ing-medium-and-the-role-of-narrative-in-modern-games

Tusuvesiasesiulinseenuuusasasetnensilunsan wardanulidudeu violishazas
#ULUY (Character Archetype) ttelsifiaudlafisunumuesinazasifodismndy wu Isyge
Bnds e Wudu uarldfazasifiedhifslunmsiiiudewenny vonanduudrenaiisazas
3w 9 Aflunumneluny wienslildiuiazastunisiiiubes Weeduadsussennewaslan
younuilauaieBatuy saiaitunumlunsadrsnnudauds (Conflict) uasduguassalitugidu
wuieatumssenuuusiazas andnduesiidnumzdy 9 Hngusrasilumadidoadsadniios
wihthu sinlfifteiuasuneu vieanveandliiduluegnssuiunnniringuszasdlumsianFes une
finseenuuuain viemsalanlunuEuduniiunumegiannlunisaiFeauaraieusseinia
vouny ielrfiauinlaviun uazdumailaluiuinlenudnsie

unaunniusnghiaienufiduluegraSeuie du 4 lidudeu Taeideihdunnaesussnsves
nslfunaumndmiunaaidedduifleny fe Yssnsusn unaunuilimenslugadduiidnume
Husmidsde (Text) luliduama (Voice) Ananmsming uazsindriadonrmegifiedsiiussiin vie
desdeanudu 4 wihiy Vssnsiiaes unaunuiiedunielunudlifeswnaumnideassewing
Mazaseiues uiduderuSeunaunuidoasiudiausng eliidudlanaln Fossm
waztmnevesniniy q Fadudnvasanzvenisiiunaunnlunisadeduiileny wu msld
Gﬁammﬂﬂ “Help!” Tuinu Donkey Kong wona i ndaazdeansiu Jumpman 1‘17mhamﬁaLﬁaLL53
fu Sadunsdomsiudiau Famumudu Jumpman) bighanfavesgidu Aoogls Wusu 3
Hudnuurvesunaumniiuansannunauninlunimeuns Ajaudemsserisiazasniglubes
fued

nsrefvesdond waemaaFesluiilonslunmssudl 1970 wae 1980 deiduduneuusn
fiddyuesmstawSenadiunsauny wihndesidamanaluladasilnond lunusslyl
annsofiazidnetnedudou whnlugadfldGuianedosilouazuandiiiufnmiululilunsg
ienBesrinddleny uazldnanguddgdmiunsiaiGosiasiamndenlugands o fiFeasnd
ArwAndauasdutouinniy
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ﬂqﬂmstdﬁﬁ'}mt‘iﬂﬁmu: msgsmﬂmiizwiwmﬂmF}mua:mﬂdumu (1990s - 2000s)
ndanmsiawmanaluladegnsinnsylanuazanudnsaveanuean Intewnulanatedu
drunilevesimusssudsendeussnadiass iunuenan waznunsulzadizudhlueglutiuseis
unsTanesausiUaenessei 1980 wariunlduivtudes o lundassuil nsudatuiunagsialy
gnavnsIuny desalviAnnsiaumeluladuesaieaduns uagmataneeniuuinanuegiamn
quiinsnamieisannsuteiuiindu “amsununoula” (Console wars) weiiiien (Harrs, 2014)
Frmasudi 1990 Iewnunananuldnateduiitey uasliivinadensesnuuunsianedluny
agalitidn Ay Lﬂ:ummﬁié’%fu5m%wamma’3§1uﬂmmL'%'mmﬂqﬂﬁauwﬁmasﬁmmgﬂLLUUsuaaéhLaa
JuaNIaRAUINMSEEefiiendneal dudeu wasnaunaunsE3asTUNMSIEuNIBE LU
Pafuddguanmeiaumaneluladivuatosudunaunanammensulunsusdilugnamns
nusaiildnauuds weluladmeeufinneslnl 4 dalenalmnuanansediznisin o lumsiddes
F9E1TU NITHRAIUINTITN SDTHE!F]‘IQ‘: 19U OpenGL %38 Open Graphics Library (1992) wag DirectX
(1995) fignldiagnaunsvanglunsiannidlein taelfnsesnuuuindiifuazanaienndsdu Vil
aranuannsandesiiunm uardanedeunelunldedrdndanndeiu Snransfinfiaua3adh
Helviauannsadeslosiviazas LLaVIaﬂsuaﬁLﬂulmmﬂwuu mamnﬂmmmau@waa&m Sony Play-
Stat|on (1994) Nintendo 64 (1996), PlayStation 2 (2000) filensausiinsadidtusisiusinnsi
‘uaaﬂawmﬂmu Wi mslé CD-ROM uar DVD fdrelisasiuiilon uaznalnmsidunuidudenls Wudu
Tugunisiendes Fasduvemessull tnueehs The Secret of Monkey Island (1990) léiTn
1/|maw’lmié’mmsLa'wL%"aamumil,eiumuLmea,;ﬁ’aLLUU%LLasﬂﬁﬂ (Point and Click) fifin1sia3os
filorsuaifunasiaule inlanwiudensiddesienisidunaumuniianduasidend n1seenuuy
matanFesuuumddu ilsiauldsuiudededlunslasai dgneenuuuientiamih luvas
Wiy Wing Commander (1990) tnuuuidnassnisdueania (Spaceflight simulator) ladinsiiaus
TvmL’%'aaﬁél,dummmﬁwam'ami@i’ﬂLﬁuﬁaaLLazmau%mmaémw 5 MBI ITLATIASLUUTANBLEY
9114 (Branching narrative) Insnsdindulanasmauiivusvosfidulusiaznsivazdsnaseiiiodoman
uazwpnuvLseenlUmuwsazIduns Fsasifiauluggravesiesluiign

Key: Branching:
Gameplay —
Story Event O
Beginning [0
Ending A

awisznaudt 3 lasadanisianEosuuunatedunig (Branching narrative)
17 : https://www.gamedeveloper.com/design/the-evolution-of-video-games-as-a-storytell-

ing-medium-and-the-role-of-narrative-in-modern-games

©,
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MsiinTuvedasEdsnsaSosuunatadune axveuliiiuinanumensalunisaing
Uiduusssrnediautudoadnnndetu wiesnifondsiasioulfifuisanunesilunisesniuy
nalnalnmsiwnaiiruduidfunsiandoannddutiues whdumass 9 delailadimnu
wannvaneviedudousnniin uifkandiiduiiunumvesSendwionsan Bedudilewnylilddu
desuAitmunusuniug e anudndelufuunlunmssuieunii uAdoud wasnaaidos
Isnaeidudundsvenny earsssaumsniuazensuallviiugiaund

soulunmssuil Svswavesnmeuniseaiinudsfunumiunadidesduinleinsiliig
LUUTBINISLENE s U B LRSI NaLRauAUIRTewny neliAnnsidndedluiflanufidudon
wanlvei fanududeunisensual warfageiiduinndsdu nsusvauanudifaves Final Fantasy
VI (1997) LﬂuumﬁqaﬂﬁﬁmuazdﬂNaﬂizm‘uaEhmmmaﬁiamm'wL%‘Iaa‘[,ummlm RPG (Role-Playing
Game) felaseesiiandauasdudou Mavasiiiifuasimuinisidaau agnslsiniu Final Fantasy
Vil spdlfiedasiiolunsididosiiugruesuandniunastonnuduunaunudy 4 Wnousswineh
azas wielifisuiladessmveanuiidduduludremii

wena NN Metal Gear Solid (1998) Sufusnuitanalunmssvilinaunanunsiaidesuy
apussifUnsEuANeguLUieY Fnuiauenndntuiiieuen wasdudeunnndiu
unaununiilawennudndeesiiazes Inedalonaliiduiiduinlunsdadulafidemasionis
fuduBes nsaausseinmeafinaaien uaenmsimaluladadevdlunsidndes wu msliaund des
Uszneuwazimafiavnann Wien1sadsensuaifidudy ﬁﬂﬁmuﬁlﬂuqmLﬂéﬂuﬁﬁiﬁmﬂwﬁﬂuﬁm
msadedidaleny

Pnamunerlunsiamsadedduiilanlunmssunount vlvinalunassei 2000
annsaimwInoliog15Ingy mmﬂ%yuﬁwﬁ’fgﬁammw&nmﬂumﬂﬁ@&iuﬁﬂﬁﬁuﬁuﬁ(ﬁuL%"minmrmdw
fazunagiinszvilunuBossniigninun waztuesiviliAninuegns The Sims (2000) s
$100938%3n (Life simulation) filvifiduanansafmunFessiuazldnouiumnnisaling q flazidn
Juinalldogadasy shunsmuaufiasasiifiduasinsluny wasdaudansosuldogaides
ogslaifgnaumeluny SuAnannisiannssuudyeiussing (Artificial intelligence; Al gl
#1azA3 NPC (Non-player characters) fnginssuiidudounazannsnnouaussogiauldegisaudds
1Nty a'waiﬁ’m3ﬁﬂ§é’uﬁu§mmﬁéuﬁuﬁaazm NPC fianidnda unaunuiuazmsdaaulaluin
ANUNLIBLNTY am/mmms’l‘mmummimﬂ,ﬂsaaswLiaﬂinmi‘uLﬂaaulﬂmqummsmaamLaulm
(Dynamic storyte lling) aaL‘LJuaﬂ‘mmLﬂmumﬂmwLﬂummwmaiwﬂu‘lamﬂiammmmwmiiw

wenmuwdmelulatdumesidaiiintu Sewaronisdndediilemnlutamenssui wu
\NUUIEAN MMORPGs (Massively Multiplayer Online Role-Playing Games) vilyiiauansnsaiauuay
fufauusilulanidertuls SadudnumenaidZesuuuyuvu (Community-Driven storytelling)
fiflauaiaessnvesiaosiniululanvesny warsruuasia (Quest) wazfanssusng 4 figndn

U
v
=%

Fulunuitiaulunistigvesvsuwausinisiaseseantluintu 919 EverQuest (1999), World of
Warcraft (2004) wusu
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amveaneluladiiiutadelunsiauiflonuaudndutisaienassud 2000s nTeuduinign
Tmaloga Xbox 360 (2005), PlayStation 3 (2006) waz Nintendo Wii (2006) snwieufumaluladi
aduayunmnaiinszdu HD vhlsifauninuanunsoadslanlung Alleasdongeuavauaieiy
wiu nsliing 1Fee uazuannluny deauesuaiuayuiunveadossm udu dwalvininanFes
KALIAdeN (Environmental Storytelling) L'%'mgﬂau’k]uazﬁ’]ﬁzyma?jﬂ%u 19U Bioshock (2007),
Assassin’s Creed (2007) L8ugiu Snitadasvlsiaindndudaumanvaneinaula uasgnldiflevesnian
Ba9siTutouNNB st ufew LN WU 1Ny Uncharted : Drake’s Fortune (2007), Metal Gear Solid
4 : Guns of the Patriots (2008) 1ugu

nsaduiusseninadiauiuinleny fematinalansaunuifudenainelung vl
AnnstaBeadsufdunius (nteractive Storytelling) ﬁ"ﬁ’mLausﬁuiuﬁaqqﬂaﬁaﬁﬁ@éuﬁwmmﬁﬁm
Tunsfvuniduniavesdessnliies fmeonslilassadsnisadeasuuvanedunia Branching
narative) Fslesumnudendusnann waziinifloinuiiaGosnelassaiafananannunelutis
Uanevimssuil 2000 817 Mass Effect (2007), The Witcher (2007) iusfu uaz aamamamaﬂﬂmﬂia
nalugedioly venantusduwnAndonslifiduionumadylunsimusfienisesdessmil &
danaliAnnaAulavesnuuuulemuisd (Open World Games) iulvifidudsalanluinauas
i nmlunsaiiafessnvessuedldedisdasy nefldnvarddgylunisiaifesde Gossmlildgn
Sarududumsa uinszaseglulaniilinn e wu 1na Fallout 3 (2008), Grand Theft Auto VI (2008)
Husdu Seresnuundedinanaznaefiumnaaiidigluniseenuuumaanzesiflemsilugaasiodaly

Tugaiiflenildfigaisauedunmsunounti sudrdaniudundmesfausssussn
fouegawiaie madFeduialoinuimtwannsduiisisiun vieanvdditunalnnisidy
i videinumadnansududnuddniiaaszaumssl wazensuallviiudidu weluladiifanih
Peasualaniadionsiuashliidedowamnsaianudnduasvarnvaieinntu nalnnndun
fagn ysanmshAunsaBesegnauuuidsuueiananliidatensldnaeududslumsiaibes
DYIIVIDIIE uaﬂmﬂijLé"quammsuﬁLa‘uimasi’mr’fnﬂﬁﬂmmé’aL%T,amzﬂﬁlﬁm?ﬁiamuﬁwmﬂ
vangluipsmaauaznaoduauumanosinsididedvl q Usgneufudvswanisidnidesannweuns
goadniiisndiunumsenisianBesuialeny suthlugnmsiannuumsmsianFeduileins 7
dudunagdutousniulugeon

a.lﬂumn'mmﬁmt%aﬁuﬁﬁ (2010s - 11aq1iu)

lurhemmsswil 2010 gramnssAflenuveneiuanivlniuegienn Fileunuldidrdyating
i@deadsium (Immersive storytelling) nanewdumiladdayluniseenuuuing nseenuuUUNISE
Fodlunugeil lldhinogfswdnnitaueFesiudomiunienndnduvintu udinelulad
astelmifiannluogann uazsindlddalondlrinesnuuuinuldaseUssaumsaiiiauaunsa
fusuasiduintudededussiuiilineiatunton

M3UsINF84 The Elder Scrolls V : Skyrim (2011) lidunisgnisidnFeadsiuslunmssuil
Tnonudialondlsifiduaunsadinalandanie Adiluseneasdoauazessmees q Maduaing
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Abstract

This study, “Online Marketing Communication on Facebook on Consumers’ Decision to Use
Cafe Services: A Case Study of Chatterbox Café” aims to: 1) examine the online marketing commu-
nication of Chatterbox Cafe, 2) analyze consumer behavior in using Chatterbox Cafe’s Facebook
online media, and 3) analyze consumer satisfaction with Facebook online media that affects the
decision to use Chatterbox Cafe’s services. This is a qualitative study, examining content on the
Facebook fanpage and conducting focus group interviews with consumers who use Chatterbox
Cafe’s services. The data analysis and presentation are in the form of descriptive narratives.

The research found that Chatter Box Cafe uses online marketing communication through
its Facebook fanpage to reach consumers. The cafes utilize delivery services such as Lineman
and Robinhood. The cafe’s online marketing coonmunication strategies include word-of-mouth
marketing, influencer marketing, content marketing, delivery marketing and online and social
media strategies. In terms of consumer satisfaction with the cafe’s Facebook online media,
the research found that. Product factors: The cafe maintains the quality of its products and
services. Price factors: The prices of food and beverages are appropriate for the quality of
products and services. Distribution channel factors: The cafe’s product and service distribution
channels are accessible to consumers. Marketing promotion factors: The cafe uses strategies
that make consumers aware of its products and services. Service process factors: The quality
and taste of food are high and unique. There is a wide variety of coffee menus. The style and
atmosphere of the cafe are unique.

Keyword: Online Marketing, Facebook, Consumers’ decision, Chatterbox Cafe
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1.nsdeansnisnatneaulatvesdunninestondal (Chatter Box Cafe) Wueeils
2.ﬂaﬁmﬁ‘mﬁﬁam'imﬁmamaaulaﬁﬁuaq%"mmwma‘%ﬁ”aﬂﬁmLW (Chatter Box Cafe) uagnsls
3 anufianelavesifuslnaiidsedessulatimednuesiuusmmestendai (Chatter Box Cafe)
Aunsdndulaldusnisiduedials
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TnguszaeAnisIaE
Lifle@nunmsdeasnisnaneeulatvessiuusmmestendanil (Chatter Box Cafe)
2.Lﬁaﬁmznﬂaq'1/1ﬁ‘mﬁﬁam'imimmmauiaﬂﬁum%"lul.wwma%ﬁ”aﬂﬁmLW (Chatter Box Cafe)
3 flofnwanuianelaveuilnaiisivedesoulaivatn fAdwadenisdadulaliuinng
Suurniestendawl (Chatter Box Cafe)

WUIRALASNE 1)

wuRnuasnquiililuAne3dundel Usenoudae

1LunAnLagnquindeasn1snatn N5aeaNsNIINNIAaIn Ao AANTINNNITIAN Uaz
nsdeasluguuuusing q Adsludafuslaatmine Tnsanunsaliiedeaiiofiunndneiulln
wanganfuAud uaruinsvesnguiuslaatming nsidenldnagniuaziaiedielunisdoans
yanmsaaausazgULUUAeiideR uazdesesiunnsaiuly madenltlimzaniuinguszasiuas
nautine agannsanseulviuslnaiiengAnssumsdinauladentodud warliuinsld iy
Blzk Laﬁﬂiﬁuﬁ: 2562) drunisdeansnisnanuuueaulal (Online Marketing Communication)
\Humsdeasteyatmasaingsialudauilan rutemenisdeasiiendonmsifonsoriuiniete
FyanaBumedide wu uled Swa wieln Suanunsu dedsauesularl Inefuslnnaunsailniu
GﬁaaﬂaﬁmmiméﬂﬁumumaqﬂﬂiaﬁamiﬁL%amiaﬁ’UizuuaauiaﬂﬁaiswLﬂ%szha@uma%l,ﬁm W
ARLIABS aunsaliy wiuLEn (Fill & Osmond, 2017)

2 wwiRnuaznguinagnsnesniseaind miuiszneunsseges (SMEs) §3ia SME dedndu
gtafiinnudangugs wunvesgsialildfinnulnguddes q ulalunslenta enaiidedrinnas
stadlaiisuiugsiavunelug e 4 nagnéfidesinanmiile loud 1) manvommanarndilallg
WJunsidiu Niche Market Wiznguand wiunisvhgsiadungudivanalaenss 2) asawusudiuas
Foasn Feudugaidusenin 3) sesmgitusiing / wsmiuesfianansasiuileduls diuduasy
amdnuainisvevesssialdinniy 4) nisvhgsia SMEs gnénfidndy fe gnénflegagiiutendu
nagmiduuianssy indesdiaiulenalumsiulamessia (G¥nt invedsRde, 2563) uenaini ms
Hudhinfifanuunnsneulasiadunnusaduduasuin msweuarudeshuuringugnd du
A maldle uazlimnalnddatugnisnnnindudu o msliieiesdlouazmeluladasislvsinn
Frwoonuuunmsvnnuliiussannmnntu Smslinneinginssufuilaalutisidfisrilfisnas
nguihmangldnsouaqunntu Aidutiadeiifnadenagninisnismaindmiuilsznsumsnedes
(SMEs) (aawn wafesadl, 2566)

3. wwAnAgITUME UG (Facebook Fanpage) wladnuniuma uedesilofigld
annsoadistunldon mngdmivlidutesmdunsussnduius liiasdutmans Aanss
aaenautiaueduf LAz o Tiiuyaravidenguausing 9 Aanuauls viefdsmes
Foyavmansludeimiloutu Tnegldannsouansanudniiu wwusuuy vioudsiuteyaiifany
aulamsstuunglifiadngnle vidoRmmumtsdnuiunald (ugavs fundunseqa, 2560) Snwainis
yhauveusnurumara st uniteduiunumiheny 0sng wieuusud FeflFnumedn
yhluannsadunadngnla (Like) wieRnnu (Follow) tileRnaugnansanuadsulmussiwusudld
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Tnefilusludeaduiieutudivesdyd aunsalidvsnisldnuundlilussing wWevhnsauaugua
viodwan Jeyatinas wielideyalinnuiiuadeuasiluiaulaudgldawily ndeuviamladn

wiwmadsdinsesdlolunisinisnaneeulatnviglinisussuduiusiety wasiniangudldauld

asanguidmung (Judy AnFedlsan, 2565)

4.unAnmsaanadailem (Content Marketing) A® mMsvhmsaanaruien Wumadagu
nseane lunsadrsuazuandneilom il “aaurn” Aunguidming lnelanuszasalinguidmne
navinaseselaliiuesing IﬂsLﬁuLﬁamﬁ'a%ﬁqaisﬂﬂﬁﬁuﬁmau‘imaﬁém Ibie e
LLU’iuﬂa‘uﬂ’l S ONANAUIIVDIDIANT IR L‘Uul,uammummLwamwaumawmu lmmuammﬁuauaumu
devivnis vie omeslsfny wsenilirsgaderumniian 1l dlemustazdesusazunanuasdl
nauthmnefunndnsiu munmuagﬂmquLﬂmmmaaamammaamimuﬂqmLﬂmmmwﬂm JETLE
Fesauilomilashiaue fsvoznansasiiutueu sWilandnues Content Marketing Ae msasraiiiom
i “AuA” nsviilew w3 Content ﬁﬁmiﬂ"wﬁqﬁmdmﬂmma LLazmﬁaﬁﬁnﬁa&ﬁﬂiiﬁmaz
fmnuidenvin) Mayberlin, 2019) Tutlagiiuasdnseng 4 Wanuddnyfusgrannlunsinmanain
Badlom Wiefsgamuaulaveanguidsne shldingudmng ssiilauasandifudviouusus
¥ Ineitlomdosadsassreenuliidufiunaulasedoiu wunsuansanuaidauaylianusignies
frugnAn (Wusnud 15 3aniuiuw, 2563)

5. LLmﬂmLavmwgwmEnﬂumvmumimmauiﬁﬂsummﬁ Frunsnsemindeninudesnis e
NTEUIUNSTOIENTY LuaNsaammuﬂmﬂmwmsammmaqmi Tneaudosnsiuenaiintuands
nsgAuanneluiives Juslan Lwamauauaqmmmaqmi‘wugﬁumq 9 U lokA AwA AUNTEIE

s dunsfumdeya Weanudeanisvesgnignnseiuaninmseaialussdufinnnwe Aaevili

neumeneulunisdumdeyavesdananiu iteforaussmeusmsoantsiignnszdutiu Senaru
#iosnnsluseduiii “enwddlailagdum (Heightened Attention)” Taefignnssduassensunionyien
Suitoyaiiaiuaudmsousnistunniusaslussduiigauly FumsUssdiunadeon nevds
nnfifuslaaldsuteyai q erfuaumanmeaumsinisinaulouds fuilaafasGauussidiums
Fon suusniuilnrasneneuiizaussanusienis suflaesuslnaazussmnusslowiiildsuanaudi
si3euinat 9 sugaineuilnafiansandudviouinisiiddnuuesilndifety wduisuden Tne
firsanfansaussnouarudesnisiifleg|dfifian funsdadulade nevdannduilaaldusadu
AnAvesdui udiuilanazvinnisidondudmonuinisiiduauagnssiunudiosnisuiniian
wtogndlsfinn fuilaronafinnsanivesdusznavlunsinaulatosulsznaudaensidud (Brand)
1A (Dealer) USuau (Quantity) 4331381 (Timing) wagssuUMIIsEAdua (Payment Method) wag

AuMsUssiiunenanis@e Mendmnduilaalagedumnsouusnisiuuaglauslnandndueiviely

U3msvantuudn ﬁﬂﬂ'ﬁmmﬂﬁawi’]U’Iﬁ’lﬁﬁqmmﬁﬂwaiwaﬂﬂuﬁmﬁﬁeiawamﬁm%ﬁ?u 9 \flosan
mnduslaedanufiovelalusaud e vimsfasdaduladedndn (unsuni wWsuUh, 2564)

6. LAMABIRU UM @andueims (2558) ledangusuuuuvesiuniurleandu 2 U
wuu iuA 1) Aeniidey (Coffee Shop) yjswenuvidundnenafiiuinedsing q udwiszneu
Auszneumsdnaiufanisluguuuuiueietts nguidmnendn fe filselduiunansiiegs
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1Udhe o1aduensnuvdnviesmsing nquilvanewdn fe auvinnu dn@nw uazaseuas B
fuualthumgdnssufiaglinawiianssusing 4 Tudunmun wu dsaunun sruniede degy 1w

7. idefiAeades

Anfiums qug (2560) AnwniFes ﬂWiﬁamiﬂwwmmhw,ﬁawmuﬁaL‘V\I%{J:ﬂ Anasiensdndule
THu3ns gsfavssamiunmusiiiszaueudifa nsdifnuniru Kaizen Coffee Hansfnw wui
dlngHrudnduiaadomios Ineguuuuidemiliunndigaidudomuusinduduaslavialad
Fsfimnuaenndestusuuuuunuituiulaalad undn LLaSi‘ULL‘UU?iaLﬁauﬁu’wmmﬁuﬁaiﬂmw
Taggunmitmeudenttidusuauiidudnivy mmmﬂl,l:uuLuamwaqma‘Lmﬂmmiumumu Gk}
Luammiﬂivmauwuﬁuavﬂ’mmwmaum musﬂLLwLuam‘vmmamamsmau‘[ﬂlﬂiﬂmm‘mwmfmﬂ
th fo emiiimsuuzihdui sievenddessmisne q Taevhildeuaulaviedu msadeeia
Foan1sfunul anudesnsfinraesluliuins annsadwaienisindulaluldusnisle
Y MTIANUID, ugua amsuﬁ%lwyaé, gavUN VIANNIT LazUalen Mwa‘é (2565) Anw
3a4 ﬂﬁaﬁéﬂmam'amiéfﬂ?miﬁ]Lﬁaﬂiﬁi’fu'%mi%fmmw'dLLazmiﬂﬁumﬂ%ﬁmasgwaan;:IU'%Im NANTS
w1 wui nausegsdnlngfimslulduinsa ldsuds 1-3 adweiiou Aanssuiiewiidle
uail Ao SuuszvuvesmuLaziATesfy donm uasnulzdeassd Tnetadeiidwmaliiguilan
Gonliuinsaifluwansanmamiuns liun 16ld wagsimemnsuaziaiesdn duiladefidma
Tiguslaadenlduinmsauilutiuama Ae mnudeuvesdsny Tuvazidedesiliduilannduin
Tusnmanstendnads Toud seemsuasiedesily erufelunduifiounienseusss uazanu
duavesdsan Tofunuiidwauesudnwi fo U'%miﬁugmmaﬁmml,w WU DIMIUAZIATDS
Audsnafimnuddgiiliguslaadenlduinisa wazndualduinisen TnglanIgANLEALLYA
aunadusmmdedunuihadladnusznaniliiie Jadudufenssuduasunisme Jadeduiiss
wazanuazmntunsiune ndulutadeilidmadsonsdenldusnsunimuagnisnduunld
vsmst wifuilnaeslimuddgiutiadonednn wu amdisulunduifieusasaseunia way
mudlenludansnnnnii eenaaerieuityuuesweinslivinisiunivesiuslnalutlagiuddnume
adefunslurieniion vieldusnisitenulzduasse safunisindulaliusnisiedutiuauiouuas
anufiderdssesiu nglilsihdedrdnlunmaiuns viefanssuduaiunisuisanfiansanunnin

szillauiaian

M93eiEes Msdeansnisnanesulatduumedniitinadenisiadulaliuinsvesiuilnaduas:
nsdiAnu Suummiestendal unmsifednmnm lneTesgidomuumadnurium uazis
nsdunwaliluungy (Group Interview) gliusmsunninestendan

msiaanunasdayailddnun

nsAnwIATIERAINUednunume (Facebook Fanpage) TnefnwnsdeansanaAeumnuinig
Inadgunm aduddlevessuuanimesienai (Chatter Box Cafe) Tutasd w.e. 2560-2567 uwawn1s
dunwaliuungu (Group Interview) fuglduinisiuwsmmesdendand 1uiu 20 Au lagudny
$2997g wazanunmuesifuslag léun dnFeu viethAnw Yovhau dluaiidaseuni wasigeens
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\rgasaililunisidn
fAdeliFmadanmafunusadeys Wun mafnwanidomuusednuiumad gy
waslendal wardgnsduniualuuungy (Group Interview) lasAanulunisduniwaliidely
wnmManuuuuUaeida (Open-ended Question) iegulaafidnunldudnstusuanliuans
mAaiulagazden [Huudowdalassaiumaunamguiuasuna Aldinsimualy
oA unAnuaznguinsdoasmanann woAnuaznguinagvmanisnaindmiuiuszneuns
Tegey (SMEs) wnAndesdedsaveaulat uuAanmmanndaien uudauasnguiiiieary
nszurumsinaulalduins wuRnReafudunu warnuisesng o Mietes Sseasdeanuil
1.msfnwiednuiunaiuusnestondasd Téud mslwadidenn sunmuazeduinle
Tneflinarinisinszauainnisnagnla (Like) nsuas (Share) uazniswansrauAniiy (Comment)
2.uwmanudnsuisnisdunivaluuungy wiamaudunvali@edneendu 3 dw fe
2.1) msdeamsnmsnainesulativesiuusnmestonda
2.2) nagmsmsdemsnsmamesulavesiuusimesdendan
2.3) enufianelavesuilnndifivedessuladmednuesiuusminestondaiisinasie
nsanaulaliuinig

N15ATIZUTBNAUASUILAUANANITIAE

fidvaviiausteyalusUuuunsiinseiemssann (Descriptive Analysis) fun1sdeansns
aann msddule uazarwienelavesiuslnniifredessulaimatnvesiuummmestendauiid
warionsimaulaliuing dmansfnunitldasuuazeivena TnglflnAnuasnguiiiReadeni
1nUsznaunslinseie Wenaudgmihidedidmunlildesediusansan uasiinnuaenades
muinguszaAidosnsineildegisgniosnsudou

a71Unan1sie

mﬂmiﬁnmwwizLﬁumsﬁa'm‘smimamaaulaﬁumweziﬁ:ﬂﬁﬁmaﬁiams@f@?ﬁulﬂsﬁu%ﬂ’maa;3
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1. ﬂ’]‘iﬁ@ﬁ’liﬂ’]'ﬁﬁla’l@@aulaﬂvuLW“IJ{J:ﬂ Suurniestendail (Chatter Box Cafe) 1iun1sin
lEuorIuNeNsTad aned (Story) viondu Reels mseidudofidhdsldie waediflddwaunnn
Junsldsluedu wasdglunsdhfwedlduinis Insdaasunisman (Promotion) faenis
Tduanvsedudmiidenluloniane q Wefiuarnuiiauls Windewmneihuseundindy Tik-
Tok, Line %38 Instagram U%Uﬂjuf‘:ammiﬁ%aua Tiraulonniy nsweungibenvesiiu
Fosdiliemainauovesguisogaenian iedumsuiulsadomvesuliianmiaulasnddu

2. ﬂa&4‘1/1'Sﬂ’15%aEmﬂ’limmmaaulaﬂsuaﬁmt,tfuwma%ﬂ”aﬂémw'\l Usznoumie

2.1 nagnsunsialn (Word of Mouth Marketing) vinlviguslnatinauawla Usevivla ya

&4 uazvandemulssriulafedfudus vieusnmsvesiunndssaunisaiaseuandeludaulndde
AsauA viaLitey Anuaulafinduiiy AiNAINNTSWYSANIANYRIGNAN Imaﬁ%ﬁuhﬂﬁamuﬁumi
TawanatloudunslavanEiildangniuesiu msassmnudseiiladegninduiudesnauny
mMssuiumaiduegned dudmieuinig Adesdiannmiidse
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2.2 nagnsmananauuulidurigiouwes (Influencer Marketing) $1uiinsmanauuulddu
Wareuwes Wunagnslunislivssleniandeidusetyana adnlusinduazauiouvesdu

Y 9
v
[

ety Faududsslevideiuilodurigiouesinisuistiu sieluslundemietennuresiu

2.3 nagvdnamanaEIuN1s@eansdeliion (Content Marketing) $1ufimsassassdiiiomn
adludesmaledn ilegauszasinisnisaann Wy nsdsueunuAvonLueERSae nszdu
nsasensiidsauliiuin fefgensensequnisdadulavesuilan autlugnisasienis
Wasuulas Suiinisliunany awene 3ile vdeusisinisiin Alusinandlunisdeanssening
$luvgnén

24 ﬂa&mﬁ‘m'ﬁmaml,wdﬁﬁﬁ (Delivery Marketing) LﬂuﬂaqwéﬁﬁmiﬁmumLLuamqmwﬁ’wLﬁu
gandusdgliissiaanunsoudeduiungugsiedulunaald ausonanuduldiiedmungsiavie
USudgsliiatu fenmsuanauddesaendunumpsgiuaina mauinsdideiinien aiemi
fawelaliigndn mstanismstierieazniniu nisdeasiugnéviedfnnuuuromiseeulad ua
aunsadalusluduiivhaulafagagndn

2.5 nagmsesulatuazdedsay (Online & Social Media) Wumslddelmi 9 Tuguuuy
soulaviiitonzadluiingutimnglml q Taglivemmaiiodonsefedfld Wy medemny am 1des
FAlosns 9 wazansafnsalaNIULRIMI Social Media 16k Facebook, Line %38 Instagram ¥94
1 Gaanunsausgndananldunn lasusazvosmnsansadeansinguszasdlunisvinnisnanals

3. auilmelavesifuslnniidsedoosulavimednuesiuummmesdendan annnsduntual

wuunguiunguiiegns wud liuinsianufiswelanisdomsnisnaiauaznislavanesulad
vumetinuesdu aunsafanuluslududign Swamalvaig uagnisdafanssufivwsing 9 il

3.1 fuilovuasdioya 1103 wioAudn uarluslidushg 4 vessudieianls fuguuuy
wazmsldia madanmdsznauiimuaeaadoatuiion nwiflifieudanugndes uandladne

3.2 futesmnamsinsie $ulivesmaindeinanvans Saeliignénanunsadadeduiiuls
avonn Wumsiaduadunmdnuaiifuazifineuidesiuliiusu wu msfumiuri Goosle Map,
nsAnsisrutamseaulatuumadn, FoWNINIIaT LAy N IEaDE UL aANa Lineman
waz Robinhood, unannesustieaulal ulvdasly (Wongnai) s‘?iagﬂﬁwmmaavﬁﬁalﬁmaamm

0. erufimelavesiuslnadunmsinaulalivinsiuummmestondanl wiseenidu 4 Ussidu dil

4.1 Jadeiundnsdot (Product) mewagldimadnuesitu lunisiauenuninees
AuAuaznsuinis wmsztduiduladeddgresnisvigsie minmsdunvaluuunguiugliuinig
wuin fliuinmsfiewels iesanfinrwazmnauiglunisideniuyemsuaziniesinainnisinad
A viieTwanBuavete s uaziAiey nnsdeseulaienuesiu Inasonisdaduled
sgidenitunliuinisiiu uaslimsnausdiieiundnfusivosmeiuseluse

4.2 Jadesnusian (Price) dovpulatinadnuesiu InsudsnauesemIuaziniesi
daau danumgauiuaun I nUesduAMLaENITUINIg

4.3 Yadeimutemenisdndmviuie (Place) msdunival wui giusnsuiulnadainmede
yeseuRgiutemsnsindedeasindazmnauts san5a laidoadunislng
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1.4 Yadusunisduaiunisnatn (Promotion) annmsduatuel wuin deseulavivadn
voa¥1u annsaiddelaig gliusnsanunsansuiidusiutuveameiuiumanadn wasiu
MensdaruLeUNEIATY Lineman wag Robinhood vilfumgranislunisidenlduinismis
Sruwnmestondandl wud Flduinisiianudseivlatinnsuwysluguuvanssaeselnaduomng
Srushumansdn safiiimsdudendidnunasuaunisafuauduasuinisnnmeudulses

aflsanansiae

NATUNENTINE awsaedusenald 4 Ussidiu ol

Uszidudl 1 msdeansmsnaneaulay runwminesSendal (Chatter Box Cafe) Aitfunisih
iauorun1ensTnad ame’ (Story) u3enau Reels vulndin wszdudefidndsliieg wasiigly
TN denndesiuuITeves grsdey Juyayrlsadl (2556) wardysal wuviena (2560) lgdnw
Fos msdteansmsmanmesulay finuin msnausunseansgsiavannvansguuuuludinguidmine
gsaiiies wulumuimneiifmun Sududediiedesionoulavsing q Tnslaneietn Faduy
Fnsdearsnmamanosulavifitenlilutiagty Wesniflisuun wWudeatuemAteddsg
ﬂ'1i%‘laa’lsﬂ'ﬁmmmaaﬂaﬁﬂ’mﬁastuﬂ:mflwé’ﬂ LaranAaBINUIUITBYDY Holliman and Rowley
(2019) Bos Mmanamdailomadviauuugsia Msfuifaumefuaiaiaeuesinnsnain wui
m'ﬁ@l@’]ﬂLﬁ@MWaaﬁaLLUquﬁ%ﬁUﬁjﬁﬁ]L%umﬂﬁﬂmiﬁlaﬂmwv‘lﬂﬁ’] Wuntilsdoaiifiiunmen
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Feafuaiadel

Uszifiuil 2 nagndmsdeansnimmaineeulatvesiuusninestondal desznoude 5
nagms dun nagméunnsetn (Word of Mouth Marketing) @enadosfiu 1finn 1eadlen uag
157550 psAAMinw (2561) TildFnwnseansnsmanauuuusnssuazngAnssuiuslan wu
gnénfunliuinsiinanuuszivle udhdadeunusivimssuiauminsalluduuden uazuense
Tfuaundnlurseunsiuaziiiounsiu nagndmsnaauuulidumgieuwes (nfluencer Marketing)
aonndesiu fivgndl 55513T (2563) fidnwiBosnagnénslifiavina mslideyaves Influ-
encer iumsltiiumangiamuliunadls awnsofezaiadomilaioussgds a¥edvdna
MIANAR wazn1snsei ansnsaduiihmnuAaliiugRnauiialald nagndnismanasiiuns
doansdeiiovn (Content Marketing) denndasiu nnfiund qug (2560) findnat nseansdne
demiifinsuusihaud wievsniddessnse q Tnevldauaulavdedunisadennudasnis
funun anudesnisiazasdluliuinig awnsadwasonisdndulaluliuinislénagnsnisnain
WUl (Delivery Marketing) aonadesiu Londal grssaina uazinumed 2emlsay (2563)
WU NMFEFIANAILANANNINAUTITU NagnEnnIRaIaLUUAIsEeT AwazmnTunisly
U Msrevaussinadvzyiligndiinsdnduleuilnndufvesfuszneunis waznagné
soulatiuazdodsan (Online & Social Media) aonAdasiuNsANYIVDS Content Shifu (2565)
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ndnd wedn Wuunasefudediauesulal Misuiaiounuvuseulaufilalenalyigldam
dranane dum wavaisasaddsitou wandulenadfdnsaudagldhaudinuand laiui
saulatimanil Lﬁaiﬂé'%mgﬂﬁm*m%u Feuuammastendan lﬁ%ﬂaqwa‘miﬁamﬁmimmmaaﬂaﬂ
Wa 5 Dijufy

Usziiudl 3 anuflnelavesuilandifidedessulavinadnvesuusmmestonda loun
arufisnelasuidonuasdeya aenndesiunuiseues Yull Audeddsa (2565) IAnwiFesaru
fianelavesgflivinmsidsomlednunumavedlsafouasn wninendofauing wui wedn wa 4
Snwailuiomdy 4 w%amgﬂﬂizﬂamﬁamﬁmmm Lﬁu%;ﬂaﬁgﬂﬁaﬂLLaxmmmﬁiaﬁa QUFGERR
e videdenuasdesdinrunsedu Fawu Whlate wasiinsdmnesdlssneuillansiu szannse
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wazaufiawelafurmnansinse aeandesiuaideues fiswanl naseviuus (2555) fiwuin
aundnilednunumagsiaduaitulsendlne In1slasunasinnuiianelamadnununadudily
sefuge osmndnnuianls dilaie uasiivememsiasedeasifazenn wuitunansideil

Uszifiud 4 avwfiswelavesuslnaiumsindulaliusnsiuennesdonde uuseeniu 5
Jady loun Jaduaundnsiue (Product) A1us1A1 (Pirce) Autsanansandiviuig (Place) ATunTTas
W@3un139ann (Promotion) wazdunszUIUNSIHUSANT (Process) Tsdanadosiuauisuves a3 T
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Abstract
This study investigates the influence of WeChat on cross-cultural communication, focusing
on its impact on language learning, cultural understanding, and social connectivity among
international users. With over 1.3 billion active users globally, WeChat is a central platform for
cross-cultural interactions. The research aims to explore how WeChat facilitates language acqui-
sition, enhances cultural exchange, and fosters social connections through its unique features.
A quantitative methodology was employed, with data collected from a structured on-
line questionnaire targeting a stratified sample of 400 international WeChat users. Partici-
pants were selected based on their active engagement in cross-cultural communication,
representing diverse demographics such as students, expatriates, and professionals. Sta-
tistical analysis, including descriptive and inferential statistics, was used to measure the
influence of WeChat on language learning, cultural understanding, and social connectivity.
Key findings indicate that WeChat significantly supports language learning through features like
voice and video calls, although vocabulary exposure through Moments showed less impact. Regarding
cultural understanding, participation in cultural exchange groups was highly valued by users, though the
effectiveness of translation features varied. Social connectivity emerged as one of WeChat’s strongest
aspects, with users reporting enhanced ability to establish and maintain cross-cultural relationships.
In conclusion, the study highlights that WeChat plays a vital role in facilitating cross-cultural
communication, offering tools that enhance language skills, cultural exchange, and social interaction.
However, the findings also suggest areas for improvement, particularly in vocabulary exposure and
translation features, to better serve users’ needs. These insights contribute to understanding the
potential of digital platforms like WeChat in promoting global connectivity and bridging cultural gaps.
Keyword: The Influence, WECHAT, Cross-cultural Communication, An Analysis of Language Learning,

Cultural Understanding, Social Connectivity, International Users
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Background of Study

This study examines WeChat’s role in cross-cultural communication, particularly in language
learning, cultural understanding, and social connectivity among international users. As digital
platforms increasingly reshape traditional communication, WeChat enables real-time interactions
across cultural and geographical boundaries (Chen & Gu, 2024). Despite its widespread use, its
impact on cross-cultural communication remains underexplored, leaving a critical research gap in
intercultural communication and digital media studies. This research aims to bridge that gap by
analyzing how WeChat fosters language acquisition, enhances cultural comprehension, and strength-
ens social ties, offering new theoretical insights into digital communication in a globalized world.

Existing studies highlight the importance of social media in cross-cultural exchanges but
rarely focus on WeChat’s unique contributions. By examining its role in language learning, social
interaction, and cultural adaptation, this study expands traditional intercultural communication
theories—typically centered on face-to-face interactions—to include digital environments. It also
explores the relationship between linguistic and social behaviors on WeChat, providing empirical
evidence on how digital engagement influences language acquisition (Sawyer & Chen, 2012).

Additionally, this research investigates how WeChat facilitates cultural understanding and
adaptation by providing a digital space for cultural knowledge exchange, international networking,
and engagement with transnational communities (Wu, 2024). The study addresses the gap in un-
derstanding how digital platforms foster cross-cultural dialogue and adaptation, offering valuable
insights into the role of social technologies in global communication.

WeChat, as a platform that compresses time and space, has become essential for interna-
tional collaboration, idea exchange, and relationship-building. Studying its role in cross-cultural
communication will offer new perspectives on how digital tools support cultural integration and
innovation. By making interactions between diverse cultures more accessible, WeChat serves not
only as a tool for cultural dissemination but also for fostering mutual understanding and transfor-
mation (Chen & Zhang, 2010).

Beyond academic contributions, this research provides practical recommendations for We-
Chat users, language educators, and developers. It identifies key platform features that enhance
language learning and cultural adaptation, offering actionable insights for educators and learners
(Mo & Chen, 2020). Moreover, findings will help WeChat developers better understand interna-
tional user needs, guiding future platform improvements to support global expansion (Yan, 2015).

In conclusion, this study advances the understanding of WeChat’s influence on cross-cultural
communication, particularly in language learning, cultural exchange, and social connectivity. By
exploring its unique role in international interactions, the research offers theoretical, practical,
and developmental insights that contribute to the future of digital communication among

international users.
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Objectives of Study

1) To examine how WeChat facilitates language learning among international users.

2) To explore the ways in which WeChat contributes to cultural understanding in cross-cultural
communication among international users.

3) To analyze how WeChat enhances social connectivity among international users from

diverse cultural backgrounds.

Literature Reviews

1) Concept of Communication Media Effect

The concept of communication media effect provides a valuable framework for studying
the influence of WeChat on cross-cultural communication, particularly in the realms of lan-
guage learning, cultural understanding, and social connectivity among international users. This
analysis reveals how WeChat’s multimedia capabilities spanning text, voice, and video impact
communication processes and outcomes. WeChat facilitates interactive language learning by
offering practical resources for users to engage with native speakers and improve language
skills. Moreover, WeChat’s global reach and features like Moments and interest-based groups
support cultural exchange, enabling users to explore and understand diverse cultural norms and
practices. Social connectivity is also significantly enhanced, fostering a sense of community and
support among users. However, challenges such as potential miscommmunication and privacy
concerns must be addressed to optimize the benefits of WeChat. By addressing these challenges
and continuing to improve the platform’s features, WeChat can further enhance cross-cul-
tural communication and provide rich opportunities for global interaction and understanding

2) Uses and Gratifications Theory

The Uses and Gratifications theory provides a useful framework for understanding how
WeChat satisfies the diverse needs of its international users in the realms of language learn-
ing, cultural exchange, and social connectivity. By continuously adapting to users’ evolving
needs, WeChat can maintain its relevance and effectiveness. However, addressing challeng-
es such as information overload and platform limitations is essential for optimizing user
satisfaction and enhancing the platform’s role in fostering cross-cultural communication.

3) Cultural Dimensions Theory

Cultural Dimensions Theory offers a valuable lens for analyzing the impact of WeChat
on cross-cultural communication. By examining how WeChat facilitates language learning,
cultural understanding, and social connectivity, this study provides insight into the role of
social media in shaping cross-cultural interactions. WeChat’s diverse functionalities—text,
voice, and video communication enable users to practice language skills, engage in cultural
exchanges, and strengthen social ties across cultures. However, addressing communication
barriers and cultural conflicts is essential for optimizing WeChat’s role in promoting effective
cross-cultural communication. By continuing to enhance its features, WeChat can further con-

tribute to fostering global understanding and facilitating meaningful cross-cultural interactions.

©,



NsansimeamansUIvied U1 29 atufl 3 (fugou - Sunau 2568)

4) Acculturation Theory

Cultural adaptation theory offers a valuable framework for understanding the impact of
WeChat on cross-cultural communication, particularly in language learning, cultural under-
standing, and social connectivity among international users. WeChat promotes interactive
language learning, offers valuable cultural exchange opportunities, and helps users establish
cross-border social connections. Despite its advantages, challenges such as language differenc-
es, communication barriers, and privacy concerns must be addressed to maximize WeChat’s
potential in fostering effective cross-cultural communication. By addressing these challenges
and continuing to develop WeChat’s features, international users can benefit from a more
effective and enriching cross-cultural experience.

5) Instructions for Using WeChat

WeChat is a powerful tool for enhancing cross-cultural communication, particularly in terms
of language learning, cultural exchange, and social connectivity. Its various features, such as the
chat function, Moments, Official Accounts, and Mini Programs, provide users with the necessary
tools to interact with others from different cultural backgrounds, thereby facilitating a more
globalized and interconnected world. Through these interactions, international users not only
learn new languages but also gain a deeper appreciation of diverse cultures, thus enhancing

their ability to communicate and collaborate across cultural boundaries.

Research Methodology

1) Research Design

This study belonged to the category of quantitative research, and data collection was
conducted through a questionnaire survey and was used as the main measurement tool. By
applying statistical techniques to analyze the collected numerical data.

2) Population

Tencent’s Q2 (2024) Financial Report further reveals that as of June 30, 2024, the combined
monthly active accounts for WeChat and WeChat International reached 1.371 billion, reflecting
a year-on-year increase of 3%. Additionally, a report by China’s Sohu website indicates that by
2024, WeChat has amassed over 1.3 billion monthly active users, with projections suggesting
that this figure will exceed 1.67 billion by the end of the year.

3) Samples and Sampling Method

Based on Taro Yamane’s statistical formula, the global usage of WeChat was analyzed using a 5%
sampling rate and a 95% confidence level. To ensure effective data processing, the ideal sample size
for this study was determined to be 400 respondents. In order to obtain a representative sample,
the researchers employed an online questionnaire as the primary data collection method. The
questionnaire was distributed via widely-used social media platforms such as Facebook, Instagram,

Weibo, and WeChat, targeting respondents from Mainland China as well as international users.
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400 international WeChat users were selected as participants based on specific inclusion criteria
that they had to be active users of WeChat, engaged in cross-cultural communication, represent
diverse cultural backgrounds, and were willing to participate in the survey.

4) Research Tools and Measurement

The research study was designed to gather quantitative data to test the relationships be-
tween WeChat usage and the three key dependent variables: (1) language learning, (2) cultural
understanding, and (3) social connectivity.

The questionnaire was divided into the following : (1) Demographic Information (2) WeChat
Usage Patterns (Independent Variable - WeChat Usage) (3) Language Learning (Dependent
Variable 1 - Language Learning) (4) Cultural Understanding (Dependent Variable 2 - Cultural
Understanding) (5) Social Connectivity and (6) Additional Comments

To ensure the robustness of the study’s findings, the reliability and validity of the research tool
were carefully assessed. For reliability, the internal consistency of the structured questionnaire
was evaluated using Cronbach’s Alpha. The analysis yielded a Cronbach’s Alpha value of 0.860,
demonstrating a high level of reliability and confirming that the questionnaire items are strongly
correlated and consistently measure the key constructs of language learning, cultural understanding,
and social connectivity. Regarding validity, the questionnaire underwent a thorough evaluation by
three subject matter experts with expertise in cross-cultural communication, social media usage,
and language learning. These experts provided feedback on the relevance, clarity, and compre-
hensiveness of the questionnaire items. Their review confirmed that the questionnaire effectively
addresses the key aspects of WeChat’s influence on language learning, cultural exchange, and
social interaction. Based on their suggestions, minor revisions were made to enhance clarity and
reduce redundancy, further ensuring that the instrument accurately measures the intended con-
structs.

5) Data Analysis

Three hypothesis statements were proposed. The information is as follows :

H1: WeChat significantly facilitates language learning among international users, enhancing
their language acquisition through its interactive features.

H2: WeChat contributes to cultural understanding in cross-cultural communication by providing
international users with opportunities to engage with diverse cultural content and perspectives.

H3: WeChat enhances social connectivity among international users from diverse cultural back-
grounds by fostering communication, community building, and social interactions across borders.

To analyze the data, the descriptive statistics were applied to summarize the demographic
information of respondents, such as their age, nationality, language proficiency, and how often
they used WeChat. This provided a general overview of the key variables, with measures like
mean, median, mode, standard deviation, and frequency distribution calculated for the Likert

scale responses. This approach helped in identifying the overall trends in WeChat usage patterns.
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Next, Pearson’s correlation coefficient was used to explore the relationships between
WeChat usage and the dependent variables of language learning, cultural understanding, and
social connectivity.

Additionally, multiple regression analysis was conducted to assess how well WeChat us-
age could predict outcomes related to language learning, cultural understanding, and social
connectivity.

Hypothesis testing followed, with each hypothesis being evaluated through the results of the
regression analysis. The significance level was set at 0.05, meaning that if the p-value was less
than this threshold, the hypothesis was accepted. This indicated that WeChat had a significant
impact on the corresponding dependent variable.

Finally, the results of the data analysis were interpreted to determine how well WeChat sup-
ported language learning, improved cultural understanding, and enhanced social connectivity
for international users. These findings were discussed in the context of the research objectives,
providing a detailed picture of WeChat’s role in facilitating cross-cultural communication.

In conclusion, the analysis offered valuable insights into the influence of WeChat on interna-
tional users’ ability to communicate across cultures, particularly in the areas of language learning,

cultural understanding, and social connections.

Results of Research

1) Demographic Information

Number and percentage of sample group by gender it was found that 205 people were
male, or 51.25% and 195 people were female, or 48.75%. Categorized by age, it was found that
most were aged 24-29 years, 132 people, or 33%. Categorized by education level, it was found
that most examples had a bachelor’s degree, 312 people, or 78%. Categorized by occupation,
it was found that the most examples were students, 81 people or 20.25%. And categorized
by WeChat Usage Frequency, it was found that most examples do not use it every day, 152
people or 38%.

2) Perceptions Regarding WeChat

The results are shown in Table 1
Table 1 Pa

oticne Dogarding \NgCh
Perception about WeChat Usage Patterns 1.244
Perceptions Regarding Language Learning 1.265

Perceptions Regarding Cultural Understanding 1.251
Perceptions Regarding Social Connectivity 1.251

From Table 1, the results show that the overall perception of WeChat has an average score

of 3.40, which means that the results are at a moderate level. The details are as follows:
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Perception about WeChat usage patterns the data indicates an overall positive perception of
WeChat’s functionalities in facilitating cross-cultural commmunication, with an average score of 3.41
across the various questions. Among the statements, the highest-rated one is, “I actively partici-
pate in WeChat groups focused on cultural exchange and language learning,” which garnered an
average score of 3.56, suggesting that a significant number of users are actively engaged in these
areas. This highlights the platform’s effectiveness in fostering cultural and language exchange.

Perceptions Regarding Language Learning the average score of 3.40 is at a moderate level.
For the highest average score of 3.54 the question regarding voice and video calls on WeChat
allows me to practice speaking and listening skills in foreign languages. This suggests that users
find these features especially beneficial for practicing speaking and listening skills, highlighting
their importance in language learning.

Perceptions regarding cultural understanding the average score of 3.39 is at a moderate level.
For the highest average score of 3.54 Perceptions Regarding Cultural Understanding the aver-
age score of 3.41 is at a moderate level. For the highest average score of 3.51 the highest-rated
statement, “Participating in WeChat cultural exchange groups broadens my knowledge of diverse
cultural traditions”, highlights the significant value users place on engaging with cultural exchange
groups. This suggests that WeChat effectively facilitates learning about different cultures.

Perceptions regarding social connectivity the average score of 3.40 is at a moderate level.
For the highest average score of 3.53 the highest-rated statement, “WeChat improves my ability
to start and sustain friendships across different cultures”. This result suggests that users find
WeChat particularly effective in initiating and maintaining cross-cultural friendships, emphasizing
the platform’s role in connecting individuals from diverse cultural backgrounds.

3) Research Results by Objectives of Study

3.1) To examine how WeChat facilitates language learning among international users.

WeChat significantly aids language learning by providing abundant resources and com-
munity support through language groups. Users benefit from voice and video calls, which create
an immersive, real-time language practice environment, improving listening and speaking skills.
Self-assessment data indicate steady progress among users. Correlation analysis confirms that
WeChat usage—frequency, feature types, purpose, and social engagement—moderately influences
language learning outcomes.

3.2) To explore the ways in which WeChat contributes to cultural understanding in
cross-cultural communication among international users.

WeChat enhances cultural awareness through exchange groups, where users engage
in discussions and share experiences about diverse traditions. Moments further exposes users
to different cultural perspectives via shared posts. The translation feature supports cross-cultural
comprehension, though improvements are needed. Correlation analysis reveals a moderate link
between WeChat usage and cultural understanding, highlighting its role as an effective platform

for cultural learning.
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3.3) To analyze how WeChat enhances social connectivity among international users
from diverse cultural backgrounds.

WeChat facilitates cross-cultural friendships by enabling seamless communication
through messaging, voice, and video calls. Users highly value its role in maintaining international
relationships. Correlation analysis indicates a moderate connection between WeChat usage and
social connectivity, confirming its effectiveness in fostering global social networks.

4) Hypothesis Testing Results
H1: WeChat significantly facilitates language learning among international users, enhancing
their language acquisition through its interactive features.

Table 2: Hypothesis 1 Testing Results
Predictor Standard
Hypothesis Coefficient T-value | P-value
Variable Error
H1: WeChat significantly Types of
facilitates language leamning Features . 0.043 4.752 0.000
among international users Used

enhancing their language
Social
acquisition through its 0.228 0.038 5.930 0.000
Engagement
interactive features.

Although the frequency of use did not prove to be a significant predictor, the other factors

clearly demonstrated the positive impact of WeChat on language learing. In the multiple regression
analysis, when considering language learning as the dependent variable, the types of features
used, purpose of use, and social engagement emerged as significant predictors. For example,
the coefficient of the types of features used was found to be 0.205 (with a standard error of 0.043
and a t-value of 4.752, resulting in a p-value of 0.000), indicating a strong positive relationship.
This shows that when users actively engage with specific language learning features such as
language exchange groups and utilize the platform for targeted language practice purposes, their
language skills are likely to improve.

Additionally, the coefficient for social engagement was 0.228 (with a standard error of 0.038
and a t-value of 5.930, and a p-value of 0.000), further highlighting the importance of interacting
with others in the language learing process. These features not only provide users with opportu-
nities to engage in real-time conversations with native speakers but also offer a wealth of learning
resources. The use of language interaction methods in foreign language learning can enhance
learning effectiveness, fully stimulate learning enthusiasm, and is of great significance in language
learning (Liu,2019).The fact that participation in language learning groups and the use of voice,
video calls are positively correlated with language improvement indicates that WeChat creates
an immersive language learning environment. This environment encourages users to actively

practice and apply their language skills, thereby significantly enhancing their language acquisition.
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H2: WeChat contributes to cultural understanding in cross-cultural communication by providing
international users with opportunities to engage with diverse cultural content and perspectives.

Table 3: Hypothesis 2 Testing Results

Predlctor Standard
Hypothesis Coeff T-value P-value
Varlable Error
H2: WeChat contributes to Types of
cultural understanding in Features 0.192 0.042 4.575 0.000
cross-cultural communication Used

by providing international
users with opportunities to Social
0.234 0.037 6.265 0.000
engage with diverse cultural | Engagement
content and perspectives.

The types of features used, and social engagement had a significant positive relationship. The

coefficient of the types of features used was 0.192 (with a standard error of 0.042 and a t-value
of 4.575, and a p-value of 0.000), and the coefficient for social engagement was 0.234 (with a
standard error of 0.037 and a t-value of 6.265, and a p-value of 0.000).

The availability of official cultural accounts and cultural exchange groups has enabled users to
access a diverse range of cultural content and engage in meaningful interactions with individuals
from different cultural backgrounds. This exposure has broadened users’ cultural horizons and
deepened their understanding of cultural diversity. Users often commented on how they gained
new insights into different cultures through these features, which in turn enhanced their intercultural
communication skills. The significant positive relationship between social engagement and cultural
understanding further emphasizes the importance of user interactions on the platform. Through
sharing cultural experiences and discussing cultural differences, users are able to build a more
comprehensive and accurate understanding of different cultures.

H3: WeChat enhances social connectivity among international users from diverse cultural

backgrounds by fostering communication, community building, and social interactions across

borders.
Table 4: Hypothesis 3 Testing Results

Predictor Standard
Hypothesis Coefficiel value | P-value
Variable Error
H3: WeChat enhances social | Types of
connectivity among Features 0.153 0.043 3.553 0.000
international users from Used

diverse cultural Purpose of
0.300 0.044 0.000
backgrounds by fostering Use
communication, community
Social
building, and social 0.255 0.038 6.663 0.000
Engagement
interactions across borders.




NsansimeamansUIvied U1 29 atufl 3 (fugou - Sunau 2568)

The regression results clearly validate the hypothesis. When social connectivity was the
dependent variable, the types of features used, purpose of use, and social engagement were
identified as significant factors. The coefficient of the types of features used was 0.153 (with a
standard error of 0.043 and a t-value of 3.553, and a p-value of 0.000), the coefficient for purpose
of use was 0.300 (with a standard error of 0.044 and a t-value of 6.797, and a p-value of 0.000),
and the coefficient for social engagement was 0.255 (with a standard error of 0.038 and a t-value
of 6.663, and a p-value of 0.000).

Features like Moments and group chats have been particularly effective in facilitating com-
munication and building relationships across borders. Moments allow users to share their daily
lives and cultural experiences, creating a sense of connection and familiarity among users. Group
chats, especially those focused on shared interests or cultural exchange, provide a platform for
users to interact and form communities. The data shows that many users have formed long-lasting
friendships and professional networks through these features, which has significantly strengthened

their social connections across cultures.

Discussion

The findings of this study align with key communication theories, illustrating how WeChat
facilitates cross-cultural communication through its interactive features. The Communication
Media Effect Theory suggests that media technology shapes cognitive and emotional processes.
WeChat’s multimedia capabilities reinforce this by influencing users’ intercultural perceptions,
consistent with Wang (2011). The Uses and Gratifications Theory views users as active participants
who engage with media to fulfill specific needs. WeChat’s tailored communication tools meet
diverse linguistic and cultural demands, aligning with Cuan & Sun (2014) on user motivation in
media consumption.

A critical framework in this study is Hofstede’s Cultural Dimensions Theory, which provides
insights into how WeChat bridges cultural gaps. The results of H2 highlight the role of individu-
alism vs. collectivism and high-context vs. low-context communication in shaping interactions.
Features like Moments allow both collectivist and individualist users to share experiences,
fostering mutual understanding, as noted by Tang & Guan (2006). Additionally, the Cross-Cultural
Adaptation Theory emphasizes intercultural communication as a dynamic leaming process.
Findings show that WeChat users actively engage in cultural exchange through group discus-
sions and content sharing, supporting Chen & Yu (2012). By integrating these theories, the study
demonstrates WeChat’s role in strengthening intercultural connectivity.

Language is central to cross-cultural communication, as linguistic and cultural elements
are interwoven. This study confirms that WeChat facilitates language exchange and cultural
discussions, supporting Li & Li (2024) on digital platforms as key facilitators of linguistic and

cultural diffusion. Features like official accounts, Moments, and chat groups serve as effective
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channels for cultural exchange, reinforcing Zhang (2024) on digital media’s role in enhancing
cross-cultural engagement. In terms of social connectivity, WeChat helps maintain and expand
international users’ networks through profile images, geographic tags, and interactive features
that foster online relationships, aligning with Fu (2020) on digital identity in social interactions.

WeChat’s functionalities contribute to three key dimensions: language learning, cultural un-
derstanding, and social connectivity. The study confirms that WeChat actively supports language
learning, with users engaging in group discussions, accessing educational content, and com-
municating with native speakers. These findings align with Zheng (2024) on digital platforms’ role
in modern education. Exposure to diverse cultural content via Moments and discussion groups
also enhances cultural awareness, reinforcing Lin (2024) on digital media’s impact on cultural
exchange.

Furthermore, WeChat expands cross-cultural social networks by enabling real-time emotional
connections through video calls and fostering community-building via Moments and group chats.
These findings support Wang & Zhu (2014) on digital communication’s role in interpersonal rela-
tionships. Overall, the study highlights WeChat’s multifaceted role in cross-cultural communication,
confirming its effectiveness in language learning, cultural understanding, and social integration. The
integration of theoretical perspectives and empirical findings underscores WeChat’s significance

in the global digital landscape.

Suggestions
1) Suggestions from This Study

1.1) International users of WeChat are encouraged to actively participate in language
learning groups available on the platform. Engaging in various language practice activities,
utilizing resources from official accounts and mini-programs, and regularly practicing spoken
language with group members are effective ways to improve language skills.

1.2) To foster cultural understanding, users should pay attention to multicultural accounts
and video content that promote diverse perspectives. Joining cultural exchange groups allows
for meaningful interactions where users can listen to and respect different cultural customs, share
their own cultural viewpoints, and expand their cultural awareness.

1.3) WeChat’s social networking features provide a platform to build global connections.
Regularly sharing personal experiences, interacting with others’ posts, and engaging in mean-
ingful conversations can strengthen friendships and reduce misunderstandings, creating a more
connected world.

1.4) In the digital age, privacy and security are paramount. WeChat developers should
ensure robust protection of users’ personal information, chat records, and data during storage

and transmission.
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1.5) To address language barriers and improve communication, developers should
optimize WeChat’s translation features. Enhancing the accuracy and fluency of text translations,
expanding the capability to translate speech, images, and culturally specific contexts, and intro-
ducing real-time voice translation can reduce misunderstandings.

2) Suggestions for Further Study

2.1) In future research, qualitative research methods should be incorporated alongside
quantitative approaches to create a mixed research design. This combination can provide a
more comprehensive understanding of WeChat’s role in cross-cultural communication.

2.2) A comparative analysis of WeChat with other social media platforms could also
be conducted. As social media continues to shape global communication, examining WeChat
alongside platforms like Facebook, WhatsApp, and LINE would highlight its unique strengths and

weaknesses.
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Abstract

This academic article aims to explore the role of government leadership in crisis com-
munication within the context of the modern world. Many countries are facing events that
are unpredictable, uncertain, complex, and difficult to comprehend (Bani World). In the past,
Thailand has encountered the COVID-19 pandemic and severe flooding in several provinces,
resulting in significant impacts on the economy, society, and citizens’ livelihoods. Government
agencies at the central, regional, and local levels must apply crisis communication strategies

to foster understanding among the public and alleviate the effects of these crises.
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Government leadership in crisis communication is a crucial factor in managing emergency
situations and future crises, as it helps mitigate the crisis and meet the expectations of stakeholders,
all while adhering to the time-sensitive nature of crisis communication. This article discusses vari-
ous dimensions of government leadership in crisis communication, including the preparedness of
leaders during crises, the ethics of government leadership in crisis communication, communication
with the mass media during a crisis, and the utilization of social media for crisis communication.

Keywords: Government Leadership, Crisis Communication
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Abstract

The purposes of this research are to study This research aimed to 1. Study the needs of
online media platforms on modern agricultural management of farmer groups in the com-
munity. 2. Develop online media platforms on modern agricultural management of farmer
groups in the community. And 3. To evaluate the development of an online media platform
on modern agricultural management by applying it to social and cultural capital related to
agriculture within the community to achieve sustainability. The research methodology was
Action research with a mixed research design, divided into Quantitative research was collected
by using questionnaires with 300 sample groups of farmers in Khlong Niyomyatra Subdistrict,
Bang Bo District, Samut Prakan Province. The statistics used were mean, percentage, and stand-
ard deviation, including the paired t-test. Qualitative research was collected through in-depth
interviews with a sample group of 9 people, divided into 7 farmers and community enterprise
groups, 1 community leader and representative of a government agency in the area.

The results were as follows: Social and cultural capital within the Khlong Niyomyatra com-
munity can be divided as follows: 1) It is something that is embedded in a person or group
of people, including ideas, and beliefs that have been deeply rooted since the establishment
of the community in the reign of King Rama V, including wisdom from agriculture / livestock /
handicrafts that have been passed down from generation to generation 2) It is something that
has a physical form, such as digging canals in the area / agricultural products / animal husband-
ry and processing various products for trade in the area. and 3) Institutional status, including
Khlong Niyomyatra Subdistrict Administrative Organization / Village headmen / Community
enterprise group. In addition from the online media platform practical training on modern
agricultural management. The research team created connecting channels (links) from TikTok
channel: Khlong Niyomyatra Subdistrict Administrative Organization, Facebook Fanpage: Khlong
Niyomyatra Subdistrict Administrative Organization, and Youtube channel: U2T Dru Khlong
Niyomyatra to the website of Khlong Niyomyatra Subdistrict Administrative Organization. In
this regard, the farmer groups have the highest level of satisfaction with the organization of
practical academic service activities in providing knowledge on the use of digital technology and
the use of online media platforms. The knowledge and application of online media platforms

before and after the training of the farmer groups increased more than before the training.



Nsasiwmeaansusiad U0 29 atuf 3 (fueneu - Swial 2568)

After the training, it can be observed that most farmer groups in the community were able to improve
and apply the online media channels that they already had for agriculture, including being able
to improve the online media channels for agriculture that they had created to be more beautiful.

Keyword: Online media platforms, Agricultural management, Cultural capital, Social capital
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Abstract

This study aims to explore the dynamics of the advertising industry between 2000 and 2024,
and to examine the emerging trends in advertising media production in the digital era. Employing
a qualitative research approach, the study adopts a documentary research methodology based
on the conceptual framework proposed by Scott (1990; 2006). A total of 30 peer-reviewed and
credible international academic articles were analyzed. The findings reveal that advertising content
that is creatively constructed and aligned with brand values can effectively evoke emotional
responses and motivational engagement among consumers. Concurrently, advertising agencies
are required to shift their roles from traditional media producers to strategic technologists in
order to adapt to the transformations brought about by digital media. Consumer engagement

through user-generated content has emerged as a pivotal strategy in cultivating brand loyalty.
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The integration of advanced technologies, big data analytics, and artificial intelligence has signif-
icantly enhanced the precision of audience targeting. Moreover, advertising continues to exert a
profound influence on consumer behavior and values. Looking forward, advertising in the future
should not only embrace technological innovation but also strive to generate meaningful social
value. Sustainable adaptation, therefore, becomes imperative in navigating the evolving digital
advertising landscape.

Keywords: Advertising, Advertising Industry, Digital Advertising
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Wasuulasddlassaiednanldosnsdivssaniam el neldnnensudsiuiiviaududuly
NNNAAAMNTIN WUTUFAUR A 9 Sududedlinudfyiunisesnuuutagnandolawani
ansaaiemnuuanidlunsieansndeuneuausrenudosnsvesuilaadisinrsmannvane
mswAsuntasingaainuauzden (Analog) gyaidviafilddouivlanluifuedisaysal Hads
WaswIBnsAn nsfindedeasuazBeudoauilandimiuliiuGesitene aiunnuazain
avnanntu Taedugaiifuilnaaunsafmuannendlédedies Tilddudgnimunmiioudu
Tuefin Qezvd desing, 2561) %a;gamnammﬁlﬁmaLau%LLasﬁjﬁaﬁaLLmUi:mﬂlwa (MAAT)
spyin gravnssudelavanivnednsivualduivlnedsieios Tagludl 2024 yarnande
I@meﬁmagﬁ' 122,855 &wuum Wulatu 4% ntneunth Tneddendn laun delnsimi (a5%)
doRdvia (32%) wazdousnthusiu (18%) dwiulull 2025 medyadnanazedil 122,885
Suum dutudnies 3.9% vhunansdnsduiteluniedeiivssina 7% Tnefimsudsuulasd
ddy 1oun delnsviminadiasmin 53,049 uum wide 50,661 &1uumn Anvdu 41% Feddvaiiuln
970 37,444 §ruum 1B 42,873 1uum Andu 35% deusnthunaviu 9 AU 23,543 SMUUM
Aoy 19% Tnefitadedundouddy o1fi msuilnareuwmudiudenivauasunanesuaniuia
msuenedvesiassaisiugiudos wu salvihuazausnisi manduinesianssuuentiuuagnis
Wharevesnmeunswesuinddamalidouentuldsunudeniingnniy (Marketing Oops, 2025)
oglsAnu Wewaluladiaunfegagean fuslaaldlfduiissiuasudtiumumdugs
WAR HuNITLAIANLARIIL MTiauekUIARLAYNsTiduTuLERTTR wnAnssudinaagiieu
famswBswiunduslnawuiafuglidvinadeduduasuims weludunmdnual n1sdeans
wazn1sean frandadududessuilaaslinuddyse dowssiuslnnlugiusunastoyadil
AAY (Klaus Schwab, 2018) Fuunumvssinnaunudslavanaivaiivthilunisnenagnsns
delimnzanfufuilnauaz agusrasdvosiusus vhunaserudisunlasindesafugde
Tl msfananseumquitadunsasuuasnginssuiuilan TaofuitRnudosdivnuenisdous
PG ERE) LLaz?‘iamia&miauﬁmlﬁalﬁuwuﬁaLﬁmﬂizﬁw%maqqqm (Kannapitch Prasiratenang, 2021)
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whgdnsdnwuferunslavanlunainaneifanegesieides udegslsfnuamideds
Wunsiesgikarduasziesdauinnunanuideiarivinisaiugaamnssulavanluseau
anadsasiegegneintn suasioufisdesitemdnmsiimslaunisiiud e AR aiiud
m39‘1”1LﬁWﬂﬁ%’&Mﬂ%ﬁ‘ﬁ%Lﬂuiamaé’ué’ﬁzﬂumam%ma%wLLawum&Jaqﬁmm?Luﬁa@m 9 Vo4
gnanmnsaulavanegsouiy fveralugnistenanddelnl q waruumansfinwideson
fiflunsdemsitaundnnsuaznrgaavnssulawalusuianld
Inguszaen

1 iflefnwmaimuesgmamnsnlavanly

=

U W.A. 2543-2567

o

2 ieAnwwnldumnandeluvanlugaadvia

WUIARNY B NUNIUITTUNTTHN

1. WuIARUAENgET e LN TaBN

Philip Kotler (2003) nd1vi1 mslaivanfeguuuunmaihiauevientsatuayudaaiudumuinig
vownin lnonsdeiuivionanlumsiaueasindelae IngdinsiUnmgglayavsogudanin
Tarwanlisng

Tom Duncan (2005, p. 9) lsesunein mﬂ,wmLﬂuﬂws?iamiﬁhjmzm@hqﬂﬂa WALIUAIS
dndsnarusiuun famsdeanstazgnirssiulneuidniiguiudidtensadamsndudatg
ANULANAININARTIMAZAST N NAN BalveInIIFUA

nwsfing dulanzaily (2546: w.118) Na1IN Lﬁammaqﬂ’ﬁimwmLﬁuaaﬁﬂizﬂauﬁwﬁmaqﬁ
Uszneu nildlunsrurumsdeansnislavan mseiemnislavandunisdenenaudn uwwadn
amdnual wazduq vesiidufuazuinig Wgiuilan Tnelddydnuaisng q fesfusunuves
auAntug ioasseudilauasissgelaliuilnaivauniuas/miongAnasy aufiddsans
Fosnmadlevlaanitaunsagsdaduilaeldduasinagninisatisassd onisgdandeldutin
TarinuAsTalsthefiagsilsiffassassia Tawasdoniiiomn (content) Ipginagelalumslawan

Bovee (1995) l¢adunaiienfuuisnienudlavanlii Aossinsdassiivszneulufeindn
afsassruariingsiaiianaudenglunasisumsiauiwunuiasy foanisaulswan T
wmssulavanfuuidnidvesdudinlavan msnainwarnsUszanduiug sedussnie
wudlavandesdfidernymumihiiiifededumssidunsiulawan

Smith & Wheeler (2002) Isfefuieifgduuszaunsaivesifuslaaliin Uszaunsalidusuys
ddyineliiAnanuidesiulusiaud Tnsuszaunsaivosiuslan munefs msfifuilaamely
usagildsulunisuaniudsuanufndiusswingtuy deliAnanudilalunsidnuiiubu
Usvaumsalanunsaduldtensuanuagnisay maadaUszaunisaiiialfitugndn Seasiilug
AudesiunazaufnAdeuuTud ﬂy’aﬁ%uagiﬁ’umﬁmmﬁmaqLLUiuﬁ

2. WIRAKAENHIREAAURAARNA

Usuy amsiafiu (2546) Idesunevdeasiolmidindudeildtueglutagtiufiuyudlssivstunnds
anunsaviliansangdsansiuddivansldegnasamnuar anis
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McLuhan (1911 #1sluils Lev Manovich, 2014) §esuiein delwmifedenavafidnisidneu

1Y =%

i swdansdeansasaniuasifentesiusuiuuvesneniunes Waeuiudewin wu Insdui

Inguay Wneviemd Fowariifonginnt uandudeillisidudesmeluladnoyfinmesivuien
fumaluladdu q

Aty YA Aewmeu (2556) nannin mawdsuudasesssuumalulagnsdeans awnsn
wsoonidu 2 Usziam fe Aeuvududuuazdelml Insdeuvusafugsuliaunsaldnouviofinsie
ndusndaffasansld dauderivaadiolnd vanefs Fofiddsansuasifumsanmnsovhmiindiduldvs
fFuansuazdsanslunanforiuiunsdeasuuuanmg

PMNMIUIULNAN e uazsnAdeiietes enazulii mslavandueiosdledoas
fajasanmdnuaiuazanuuandswesuususiudomiifinruAnaisassd Tasendeloiud
Tawanugnunuuazndnnuegadussuy dildelewanlfivdsuldivdsunvadiunmuneliulad

avanUalenalvitinisdeansaemne ilvguslaaiidisiuuasiinUssaunsaliauiniuusua

= &

Fulusngruddglunisfinenisiasuudaimslavan Jahwndunseulunisfine dsil

NSAULUIAANIFIAE

wadaua:uudidu
vovaaamnssuluuun
ul w.a. 2543-2567

va o

MW 1 nTeULWIAATUN1TITELNaNT (Documentary Research), ({398, 2568)

8999

N398R (Qualitative Research) T¥nseuiunis3deienans (Documentary Research)
Huirdesileddnlumsdnidonionanssefuyiiegdll (Secondary Sources) Tagidonnisguatndne
(Random Sampling) ﬁwmmm%{fﬂLLaﬁmmsﬁlé’%mmaLLwﬂug’]u‘ﬁaga Scopus (Wellington,
2000) agluriasening w.a. 2543-2567 5@u‘]u‘dmL’Jm‘ﬁ'LﬁmmiLU?ﬂlsuﬁhuﬁr]ﬂﬁaé%lﬁmgiﬁaa%ﬁa%a
dawansznusiognamnssilavan §IdElREA% “nsdsuudasmesgramnssalaman” Tunsum
Hoya Inefiudoyadusriafioutuensu-sune 2567

nainsAnRendeya FIidelinsendeyaainenassedunAe)iinuuuifnves Scott (1990;
2006) BsilndninausilunsAnidenunanuideuarinnsiiedesiuingussasdaveaniside
fail 1) fimwgndes (Authenticity) Aeifuenansiunannuvdadedeldfinnudosgniesauysal
aenAdasfuUsunvasdaunsaiitintulurasssornardiafud 2) faudede (Credibility)
Huenansitusiendefiananuaznsdadoudoya 3) fnnudusumy (Representativeness)
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FuduenasianunsouanseaziBeaunuenasussiamiriuld Meazideaansafusumungy
Usyannssiegdls uae 4) fesdinnumnedaay (Meaning) Aarduenansfianunsadilalgiedinanu
68’61Lﬁ]uﬁy’qé’qé}’maamﬁaaﬁ’v’;’mqﬂﬁzadﬁLLazﬁfaﬁﬁ@mmmﬁﬁ'ﬂ (Mogalakwe, 2006)

seuRraNanasTERLNALNE voundomvesdoyaililumsinsgiidaenarsnisl
Usznavdsaiumsdinu il 1) ilommesmislavan 2) unumeesenudlawan 3) nedwsvesnis
Tawaniflsioffuslaa 4) unumvesdondvialunulaman 5) mslawaniuiulssaunsalvesiiuslan
uaz 6) unliiluswanvesnislavan lnenansfndenissanssuiliedeaenndesiumaninasi
nsfmdenenasuazingUsrasdanuideiduunanuidouazivinsmuissUssinanaisatu us
nssfuvdnnaEifiAsormualisiun 30 aty FeidldiindunseinunseunuAndinely

MaABEMsAATIER tnauTinnsiidemmunszuiunsinndumussiuiidanuedieadatu
siFeuANAeiu TinduasUnamaringUszasiitmunlfvesnuide legldsuuuunishnseideyaids
W3584UN (Descriptive Analytics)

#9UnaN1938

1. asuramsideluiiinainvesgnavnssulawanlul we. 2543-2567 laganunsneduigsiuna
msfnwsudevvesnislenan unumvenenudlavan wasnadnsvosmslavaniifineruilan
feflsrwaniBunsil

11 fruiiomvasmslavan deduessddsznevddyedlsznaulunssuaumslavan sy
domnsTawandunstenenmiudn wifa amdnual wardug vesduduaruinig gy
vilna Tnesjamindieliutnlaguslon mslawanFafienusiduiiasdoadentfidom (content)
fydlalundlavon nmsmunussunssudifnundudemvodavan §il nansfnwves
Brian Moeran (2009) U1 uwiAnveamsiiasgiinasfauzgninanliiiiededydnualifioadsasse
naslawan amnuAnaisassrgminnlfiiieairsanuduiusvessiunaszuinayaainssunns
Tswanswdeuslaa Tngerdonisdadumisesdniasisuimihfivesfinnuiivainaneves
nslewanazyaglilawanesnind M199ny Bruce A. Huhmann and Yam B. Limbu (2020) wu
1 Uszaunsaivestfuilanfifinnuduinegauaziaietionisidenlosiinamuiegnaivaglnanian
annsafuuazandeyaiieatedldfninduilaniifienuduiaed desdinimaiaassd e
szthoiiunnuadlouazmsandrdeyaiiintestuuusudiiduingléd eg1lsfinu Joshua Fogel
and Bernard Blaise (2024) nui1 mssussdEeseurauaalulavananssadfisaudlaly
nstevesuilaald Femnuiifienudesnsguiladisutudonulavanunfifinnuduiusess
HdpdAgy

nRaNsAnwItananamisaaguledn anufauazvinuedidasiinadonisuanulava
mMs@eudennuiidyrnludnuazveamsiiegluduudrinazaivanunssrinliiunguiuslaa
sglsAmunisiiaussmilavaniunniairsassdeziduinszdunisandvesnguiuslnaléd

1.2 unumvesielaudlavan FeUszneulusmetinAnaiassduagingsiafifndeamalums
Wi uHLueU FiRnsnulavan Thamsiwlavanduuisndmesdudnfiadulaman ns
panAuayMsUsTndutus Tnensanvdueeulavant fil nansAnwves Gergely Nyilasy et al,, (2013)
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WU AnuARasassAtunslavannulaluszuulearuAnvefU jiRnuuuuranrateta luea
sruifomuanstidiuanudlafiuguvesioniniunudnadsassilumsiavan uarlasaiads
FBnslawan luwadaimumsaziausuudaieiuinueauAnaiiassdneluyana luvaed
Kasey Windels and Mark Stuhlfaut (2018) wui1 nslawandsuandeuuusaiulufudensva
waudlavanissidusesinuanudorngiulavanidtalinngs utnumbnitsuduiissses
Judninaluladiuanufnadieassa Wulngvsmanssulszaunsalfld wazluddanislasinis
eunumlmimaniivsuenisnadsuwasitugnilugaamnssu snnseumeluladluwivesnisuis
TWlumsimuanseumnaluladi@inagns

MNnuan1sAnwIfinanasaaglliin unumveelnuTasdeiinnuAnaiisassAlunis
TawanlnsBuduanitnueiiogneluimudevensonuignisuansany siivnuverononudly
gandviaredudusosimunaudsimysulavaniaalisng sudufazdouduinmelulad
PuauAnasEsse wazdeulutnignsemanisulszauniselfldlaluegned

1.3 nadndvesnislavaniifseduilan nmslavandunisdemsilinizasiyana wiily
madhdsnarusuunn Sansdemstasgniisyiulasuitniiguiudifionisainemsdudaing
ANuUANEsNGulILarai I N walvensAud uazuueuindlelawangnieunseanly
dovdsuansgnuliimdlamamdaunguilanermanded @l Tnefiivinsdnuly ddl wans
Ainw1ues Louisa Ha and Kim McCann (2008) wui1 n1sifiulnegnesainisivedavaneaulatyinly
Femnudnavesnguivy nslavanluanwadeydessulaiiiniuunnsiissyninsdessulay
wazdooovilatgniuisuiiisulunivesmsmunuduuuaznislavan sruaddelavanluuiunde
yhluazdouuuionzinnzas wwmnenshauieduedeiidmaienisiuiuaznisnovaussse
T21waun91997U Robert Aitken, Brendan Gray and Robert Lawson (2008) na121 nswasuuag
Mndvinadiunsdeasuardedilinuddyiuuiunmadninel deu waziaussiuveang
Fuslaadeiimnuduiusiudoyadanduduasunumvesielawanludinesemiugiulug ey
funumvidnlunszuiunsdeanslavan dogansdnuasnadosiuaruaulafiiuiulungw]
Fauusssuuslaa guvuwusud uaznssnelndvesnsmanaiiuuinmadundn Tuvuedl Maria Ar-
razola et al, (2016) Iosunedn msldguuulmivesmslavanmsnsimififistuaisadiga:d
I§Feteldudeiiiefunuantiveddavamalnsiad yilifufegiuuuiiuansainlawan
LWUURY aaumsaiuazansdifeniuguuuumslavanlel q warUssiavesnisTavandie q
Tnsvien] feifudssansnmilaseugiuzvesnudadzlunislawan il Loes Janssen et al.,
(2021) FuadndliFuigidvswauuledoaiifeinisisnunniulugusfatuayunansu §
fovswaludesiielawaniifussansnm anumnzauuazsuIugRnnuansovinuaIug
Al wingiidvdnanddRamudiuiunnasfiuifuseusnnnin waznseensuremIniIazds
walvERnnuiliaunfideansoslavanuasnandusiinntuwdndn fariilavunnisaonados
funwanualvaeElavisna Wai91981 Anshuman Sharma et al,, (2022) 55U Msldaulngdnn
flofielfiudsuruanlavesinniseanaluiinslasanfdvialugiusiaiesdedmiunisdoans
wuuimuadwane egslsfinunislilavandivaiidiumntudsalifuslnadosglavaninn
Auld e?faman'aiﬁlﬁmmm%”]mzyuazﬁﬂﬁtﬁ@mmﬁmaLﬁmﬁuﬂizam%mamaqmﬂ%wmﬂmaim

)
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wenanLdsiinan1s@nwwes Lin Yuan, Hao Xia and Qiang Ye (2022) inadwsuansliidiu
JuszAvsnmveanslavanuuuduiinazgeludlendnsusivasuedisiasiini dildedue
fnsuanirleazaunniudie uenaniinguiiimnanudaiiuasivssansninsenisieaudn
wsglihamdndasiasdusileiaudiffihnenudaduduienasneldd uwieglsiny
Uiv?m%‘m‘w-uaamﬂmwma“ﬁﬁmﬁaﬁmaﬁwﬁmiﬁiaawauﬁﬁi’ﬂmumn waz Antigone G. Kyrousi et
al, (2023) ilswuin mmaaulmmaawﬁwammwrﬂﬁmu,avmiuﬂmmamuwuasiumimmm
maﬂﬁmumamuammﬂmwmmmamﬂuﬂmmwuﬂm nslasaniidusuuiansigasianuiiy
szdwasiomonfiunnrsty Tuvagifertunislavanmddmasormaivesnguiuilan @
NeAUAbrar Al-Hasan, (2024) wuin AnwdAyvesn sidusmuulgdiaiifisveildnsnanis
AuAnlunsaseRuAIIiundunguiuilan nsldiusiuegnulstuveiidvsnavulyde
afifsartnsduadunazainenisiidusi vedudunaaiuaienadedeiiiefiuaudnives
Fuslnafitldeuususduddie

nuan1sfnwdanaaunsaagulidn nsivlnegienindivedavanesulatiliiin
mnufnavesnguivy Tuduvesunumvesdelavanlutagiumiugfuarslugruzgiunuvman
Tunszurunsdeaslavan Usyaniamvesnislavanniansiemidunisagiouanuddaly
grugesAazdunslavan gidvinavuledoaiifegnirdrenunntumnesduiivensu
voanguiuslnn wazfiuszansamdenislawanuiodud uindndusiilavanaisaenadesiy
mwdnwalvosiildviwa Tuvariiawivesnisveslewaniaviaidvinasevirunivesiuilaa
oglsfmunislevaniiduuuansaizasinudulrdsateadoufiunnssiusazdmwase
viauaRvosnguiuilon fisvsnavesnslavanulndeafifiorsheduaiunisidudi uay
ms@eusioiileifinausnivestfuslnafiddenusus

2. agUnamidvlufiivesunliunsudndolavanlugaddia Tnganunsaeduiesinunanis
Anwisuunumvesdedavialunulavan mslavaniiussaunsalsuvesiuilan wazuun
Thluaunanvesnislavan Seflssandondall

2.1 vnuvwesdeddvialusmilavan mensasuulaesssuumaluladnisdeans nsin
wunuiivounalulafdelm Jeilideiidsansddluuasnaudfuansanansavimiindduldfegsy
awuawﬁa'amﬂunmLﬁEJ’Jﬁ’uuﬁumiﬁaamwuaaama Tugunstavandeddvadiunuimnddy
lrdnagedsundasly Imaﬁ@’ﬁﬁflmsﬁﬂmﬁ 3 wansAnwwes Patrick De Pelsmacker,
(2016) wud TanuiansTawanddndsundasedesinga walulagnsieasiliglavand
goamslug 9 lunmsdeasuariusiundomnulifuuusus Fannsainnsnuniuassanssuvil
Wiunwasviouvesdeyaiddnfsrfuummenislavanadiolmiazudnisndunazasine
dianda Tngmesny Brian T. Ratchford (2019) lsfefuted deyavunalugivesnislewanselat
vuilefie n1sAumAulan Msaeuuudesulall w3evieding unannesudmiunsingnssy
ysvaulall Aundriidunansenuvesdumesideifidonainduanyntomnasuiiniseuuy
Omni-channel Fafoatiunagnéiilgnaiiulawaniiiotuumsiananlufmuidunagns
solu Tuvniedl Tae Hyun Baek (2023) lddunuin Jayanusedvg (A) Mdsufuasunini
aueiomiifnauduarnisiduimmesuilnalugramnsnlavanogsdiioddy and

a

Generative Al #si ChatGPT \Jusnegsdfnyavdamansenuegrsunndelamulavannaviamlan
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il Sihem Ben Saad (2023) Wui1 miaamLumanaumaiLumwﬂmﬂmmﬂﬁwmaaﬂau GRRT
UstleviieasAnsmsnanaynguuuy FBmsiivisneineg anvindenisuaumelulagfdiadniums
Tawan Feudstagiuldjailuiivesmenslavanuulndeaiiis Tavanvuilede lawaidle
fdvia wazlawanmnediwa luvaedi Charunayan Kamath and Sivakumar Alur, (2024) wuin wan
senuvessuuuumsaislavaniuieundindu dnansevudeaiulinngde vinuad waznginssu

€

e

Uoyayrusshng (AN LLazﬁuﬁmywéa%‘wﬁu%nﬁwé’qdqmaﬂiwﬁluwmaﬁa 9813l5Any Seyedeh
Fatemeh Kalantarzadeh Tezerjany and Cordelia Mason (2024) a§unerdn mseansuiuiietioldnans
Juedestiedrdydmiuiinnsnan fefenaraifuinarsmanudila fauaf wagngAnssuves
naugnén sedsannsafinsfiunseensulavanuazanauidnidsauvesiuslaaldlundouiuse

MnsanIAnwfInaasaasuliin mataveaeluladnisdeasiliinlasaniides
il 9 Tumsdeansuazluslundud Tuvasiinslavanssuladuuiiefie vilvguslaransa
Aumdeyauazyingsnssumsesuladdls Tuvaridyavszdvg (A) Mdwuasunsiaue
dlevlugnanvnssulamanegaiifvddny MeinsderiiinvedumesidailfiAanislawan
soulay] Faduuszlovisessdnsnsnanlunnguuuy eenslsimunisdeansiniedeldnane
dueSesflodddmsutinnmman fefenaailuedesiielunsianudils Revauead uas
danangAnssuvesnguusinalugalagiu

2.2 mslawaniuuszaunisalsimmesuilaa Tasuszaunsalifusuusdrdginelin
anuBesiilumidud msiiguilaamelinutasidnulunsuanidasunnudafiussninetu
relAnaradlalumslfnuiifisdu msadsszaunsaliidlitugnéiilugeudosuuas
AnuAndseuusud Tusuanulavanns@nuiiiunsaiassaunisalsiuiugni fgvinnns
Anwlisadl nansAnwves Shwu-Ing Wu, (2001) wuin ﬂa;uQ'U%Iﬂﬂﬁﬁéauﬁ’mﬁmeﬁmﬁuﬁmﬁ
nevaunseUszavBHaveInslavandmiunAnsuiiiefuiiuaneety Tneldsedunisiidiusan
GUENﬂa'uﬁU'%Immﬂmiﬁﬁfmﬁﬂwm“La‘wwvL‘ﬁaﬁﬂmﬁwummmé’mﬁuéivmwﬂivﬁm%ma%ami
Tawanuazseiumsiidausimvesuilan Tuvaigdl Christine Defever et al, (2011) wudn Tawan
fuunuaiionszduliiAnngAnssuiiaenndesiunuilawanlituge VIQUWZ]G]ﬂiiiJQ‘UiIﬂﬂ
%’ﬁﬂﬁdaui’mﬁvmﬁwﬁ %aﬁﬂﬁl,ﬁuﬁqLLua‘EﬁwﬂaqmﬂmwmﬁLﬁua%ﬁqﬂmﬁﬂﬁﬁ’uﬁﬁimmmfh
mmuwamwamaawmm 199U Vivek Madupu et al., (2018) mamﬁﬂﬂmmm’l Luaﬂam
uilnaslanuidniiddelavaneglusziugs fuilnaas LﬁuaaﬂmwmummmmmLsnaaamﬂﬁuu
LLaufﬂJlmLﬂmmmmﬂ,ﬁ]ﬂUImwmuummumﬂUm& ogdlsAmuluduauidnvesiuslnndia
filsolawanlsifindestumnuinfgalavesnislavanegreiifodidny Tuvaeil Vaibhav Shwe-
tangbhai Diwanji and Jaejin Lee (2022) Wui1 ’“Jﬁiauﬁaﬂﬁﬁ%ﬁﬂﬂEJ;j'l%’mua%w%maaLﬁam“ﬁ'amﬁau
fulavandiaislasuususios mm(??ﬂﬂumié’??asum;Esu:umﬂmﬂﬁﬁiauﬁaﬂﬁa%ﬁﬂmwﬂﬁmu
ahaesdiinnninlavaniiadlneuusudosiadidedidy weiliRnandsraunsaiimveanduu
waUsznousig og1elsiniu Amelie Burgess et al, (2024) WU M3szyfALLAZANLEDAASDY
vesmnudatdusnandunisaisnuduiussenineaaumanrateisuiuasauidonloangs

Aruvihlilavantuiianuaenadesiuanudevzyiiddnsnafiuduwnsandt msviiguiiasyinli

AuduussEnIAudoveInguivuausadioulawilikusudliianuudanswntu

USTAA UL UNALATURIANNTONBUANBIANNABINTTE WanaINTNSANwLEmsIdaunsly
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Abstract

This research aims to 1) study the narrative of tragicomedy movies by Wes Anderson and 2)
examine the use of film language in tragicomedy movies by Wes Anderson. It is a qualitative study
utilizing textual analysis of tragicomedy films directed by Wes Anderson between the years 1998
to 2021, focusing on seven movies. The data will be analyzed and presented through descriptive
research findings. The results indicate that the narrative in tragicomedy movies by Wes Anderson
reveals the following narrative techniques: 1) Plot which is organized into five stages: Exposition,
Rising-action, Climax, Resolution / Falling- action, and Closure. There are two types of endings: a
Happy Ending and a Realistic Ending. 2) Theme which involves around loss and letting go of the
past. 3) Conflicts which can be divided into three types: interpersonal conflict, internal conflict,
and conflict with external forces. 4) Characters which can be categorized into two types: Static
(or Flat) Characters and Round Characters. 5) Settings which can be separated into five types:
Natural Settings, Artificial Settings, Historical or Time-period Settings, Settings which reflecting
the characters’ way of living, and Abstract Environmental Settings. 6) Symbols which represent
psychological wounds from the past, or ways of coping with incoming problems in order to
move forward into the future. 7) Point of views which can be divided into four point-of-views:
First-Person Narrator, Third-Person Narrator, Omniscient Point of View, and Objective Point of View.

The result of Film language analysis in tragicomedy movies by Wes Anderson reveals that 1)
In term of lights and shadows, there is a use of both natural and artificial lighting to create high-
key lighting, low-key lighting, and directional lighting. 2) In term of color: there are colors that
created from the scenes, colors that created from lighting arrangements, and colors that created
by special visual effects. 3) In term of acting: Actors often display neutral facial expressions
and have minimal body movement during conversations. 4) In term of cinema photography: the
focus is on the symmetry of the images, using medium and close up shots, eye-level angles,
and quick camera movements. 5) In term of sound: there is a use of dialogue, sound effects,
and music. And 6) In term of editing: there are both Continuity Cutting and Compilation Cutting.

Keywords: Narrative, Film Language, Tragicomedy Movies
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ANBUATULIUNTIAABULRA (Tragicomedy) (Tunsznadesvainimeuns (Sub-genre) 109
MNYUATATENANNEUASTIN (Drama) Lﬂumiwauwmuﬂmumwmwaumﬁﬂﬂmgﬂiiu (Trag-
edy) uazanweuninan (Comedy) "11\'1LUULﬁlIE)uﬂWWﬁuVlEJu‘lJE]Wl\‘iﬂ’J”IJJﬁ‘ULLauLﬂiW AIUAY
sefanazlfasgliaummaunafivzyuiulUludinuged msfiazviamdilonmeunsuuiuns
Jarewdldiiy awsaduanmaianudliesdusznevesding q lunmeunideeliindu
303377 nsiades (Film Narration) Saduesesdiefivreldladafinmeunsusazidosdosns
szdomsvSofennumnendauuls sadusznouvasnisiaBesiunndnaiuiazdeninumang
ugsfraunnsnaty Wensfmaadesiiluendnvaivesiagiifunineuns fazidosons
'vamL“i’fﬂaﬁﬂLLm‘MNLl,azﬁﬂwmzﬁiﬂmm'u‘uaﬂmia%ﬁaaiiﬁﬂstumﬁmaqrﬂﬁwﬁ’whuﬁu’u 5 P8
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2 & A4 A o v oA I =~ o ' %] v i s v v

ﬂ']‘lﬂ']ﬂ’]‘l/\l&lum%ﬂLU“LJLﬂﬁENll’e]ﬂ’]ﬂm@ﬂ@ﬂ?ﬁ%ﬂﬁﬂﬂ%%?ﬂi%@“ﬁuLSZJ’]I?\]’QG]Lﬂu%a\‘iﬂ’]W’ﬂumiLLﬁz(ﬂ?N

U
s

MfuAmeURSIuNIIsAasessn Mg e1sualazAuianiiunngeglunweuns
Feitinug auning (2552 ¢ 21) lelvassliednedanuin mwiameuns Wussuudadnualogis
vilsweanmeuns Mneunsanunsadeans Whis wagihanudladugeuldnama e yned yn
AW nvuturesdauuaryn Ty wilsnseauiisundidelioon viefinnuumndnaiy
yaideni a1 vidotwuss faunsadildessn wesfuduieesuaiuaseudniiuingey
Tunmeunsls fonmeunsdudeasviofonumnoduniwana Taglinmuasdsadundn

Wes Anderson Wuginfuymeuiiuiiiingnenuniuiediailenanimauiussiiusns shet
ameupstssinduiiinanmuulantendedes mudivnunmuarniaaidesiiduendnyal
uuenmiionntu nmeumiues Wes Anderson fatudadunisliauainlunisuasuysslon
amgusunsianouAvesmBudutamalislflanaiuazBeie welisannsosonsuls
1 GesheaziAndusesadedlild uazneuauiiduguviethfioneleevazlifiogase usnnsile
39lunn 9 Lmmiai%ﬁL%"aqﬁﬁﬂﬁmﬁ’;mzlﬁ%ﬁ’mlﬁmamdﬁu (Madeline Joint, 2016) Wes
Anderson Idlsdunwaifuiiulesineans The Guardian 31 wdussmsiiazaiisiasesuasidosn
vosazAsvaiy uwilunsiriufennavaindanlulmidmiumeaiazasuenniag fewms
ilios Tanlunmeundues Wes Anderson Juiiniinginasiiielunnlananuidusiseguesnda dade
SrupreNsaEesTfinssdubeninadmieaviioula Iiauaudurusiale (Lamont, 2014)

Freammmaniiitldndandreiu §3deSsailafiazennacures Wes Anderson wfnwinisih
iuednuwaisImsIareATaslansulaz duendnualgs ieiduuumsliungindy dnideuun
Igiluuszgndlilinmeunsvesmmesiimuaulannndeiy wasifledfiaulafnuldiilusesen
sufadlefuunmeunifidesnsidilaniednumnisianbes uaznwnmeunsues Wes Anderson

ar [4 a o

M UseaIANsIAE
1) liBAN¥INISLENTDIIBININYUASLLILNTIAABLUA (Tragicomedy) Tng Wes Anderson
2) WeAnwnsldnmwinmeunsiuiinsinnewd (Tragicomedy) 1ng Wes Anderson

WuIARLATNaHIMNeda
1) wndnlpssadensiandesuninewns (Film Narrative Theory)
Tassafumsidzeadusuuuilumsideuunameunsiivisimunmgnisal LLavmsﬂivﬁwﬁLﬁﬂ
Fu mmmLsmul,l,awmmulﬁaﬂmsmaamﬂ:ﬁ mwmaiwamﬁmammmﬂmamaaLfmiamaﬂu \ile
Boatmmauardnsing q Mdussdlszneu Ae nsuanavizauendy favas an waud eed |, I, I
winnseivioaoumsal inasuszneu aus Taindu Rnduaundudesiues (5574 wzdtou,

2562 : 13) futiulassasrdaduiibaddumanisndanuduiusiuwazsumnegiadimeiuiavun
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2) WIARNIWINNEUAS (Film Language Theory)

Msfinmeumansadeansiiessnn arumng e1sualazanuidnliduudilaludeiusng
agﬂumwaumﬂé’ﬁu wsznmeunsiunwegimils Bend mMwinmeuss (Film Language) &4
Lilgldndnhensaiuientunwunimilulunsdeasviodennuving wiilisnsdeaumneg
viefinwiamzifuveswmues lunwuni nmslidvany q Aandedessunatsdulssleaiie
dornumng lunsdeansilesnverungvesnmeuaiiu Ussneusiemievesnsianides
vaneqmiheinSedesdniety wihevesnsandemhenilieaunuiieniainseunm (Frame)
Tunmewund nseunnmatsgnseun i Sesatunatadunisdon (shot) ethdesnansgde
muBesfessafiasduiusiuarSenin nilanvdenilsdu (scene) lothwanes3u (scene) 1
Bosdesdndeiuy wwdenin nilesivienifiniud (sequence) wazameunsdosinenisih
i fudvansgfinfudunFesetuiioliiadesvidedenumneldasudumuiidainaasse
ANEUATADINTT (HNUS AN, 2552 @ 21)

3) LAAUIERUSNT (Auteur Theory)

aweupsiadufatzuvuamils finunsadsassdannsyuiunisindidudon easious
o1sualuazBossmnngadneassd FounmeunsdemiGmdetunnfalzaindnins we 1
Useiusuumtinsgay dofinnsanainAin Auteur dadurmdwiinainanudsaea delsiainu
g “gussiusiens unnd Wialudaswassissanssy” Wudifeaduiu Author Tunw
BNy (Wael ga53ung, 2555 : 24) ﬁaﬁquwﬁﬂisﬁuﬁﬂiﬁqLﬂquwﬁﬁﬁadwﬁﬁﬁumwwm%
Huffussiudnmeunsdesiusandudvemanunmeund Tasuesuiumuluueundy q 73
drwnlunszviunisaiunimeuns wagdmnnididuameunsidrlufidmusnluns@euun
AMEUATAIY Qﬁwﬁumuﬁuﬁ%LfJuLﬁwaqmwzmm%asmaugiaj (Ephraim Katz, 1994) (§19fi5lu
Sn33¢7 WAsoTIUsS, 2558 : 8) MMuTeuBes “Une Certaine Tendance du Cinema Francais” 1no
wl50997d gWINe (Francois Truffaut) ginfunmeunsuaztindsainmeunsvriniaaa Affa
lua15a1s “Cahiers du Cinema” Ua.a. 1954 nynlvidlilauendninaeilunsiiasigiidiunniy
wuamsuseiusnsll 2 Usenas Ae (Etherington-Wright and Ruth Doughty, 2011 : 4-5) f-apu-lau
(Mise-en-scene) LazNIUAnIERNTaNIZE (Director’s Personal Expression) ma&ﬁﬁﬁﬁumwaum%
fordunquad Ay ildfRansauningiduviiunis 9 v Arsgnentilududseiusnsvsol

4) WAALNIIAABLUA (Tragicomedy)

Jeli Laureen Lowe (1999 : 3) Na1¥i1 N35IsInuvatay mu,mmaﬂLLavIﬂﬂmgﬂsiﬂuaﬂLLiﬂ
uuLUuLiaawﬂawmamﬂimmmhLmamumwamwuwLLsmamimamUiuanaaﬂmﬂﬂu k)
fvuafiiendiegnaty Ussiamvesiiazas iesandazasientuazasiamngnssy sniduiid
gitfunsgedng Snasauged deadumarasiifuuannaddniiueniivle Tuvaeiidazesionlu
avasman shifuansiywy vieauiiligiuzenou SsenansaFondowinszanduald uasvilsifa
Sndleniiazasvant uwsiiilanuignssuannsaavesiediauaguldgninunldosauns
vaneluAnissui 16 fnmsuenagasianugnisuesnidu lenungnssufiaveenaai uaslanungnssu
ﬁf\]UEJEJ'NL‘fJuqu LazBonasAsosavdtiiin “unsinnewid” (Tragicomedy) (Sidnell, 1991 : 126)
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aglsfinu winaedenuinavasunsinrewd fAeavasianuignssuiavedraduautu Addlign

U

ABIATUNIUTIN Dukore (1976, P.3) na1371 diudAyvedisasnaniaglanuignssy agiufisen
o4 &

wosfjuy videdde lanungnssuhlitauaimdonnnzds drudesmanyilifvuiiszudoduls
ogslsfimuunsinnouaitudentlazliauinouauesdonsdmasioduuegndls mnnweuns
vidarasunsdnnefifemiadenieediiudedaaiuanudulanuignssndundn Tureuau
fagvinnsBudulifvugula Lufinisldnvliiazas wavlianunsavibigeuvanuaesaiusdn
suussiiegneludala (Catharsis) senanldegnsfiazasianuignssumsasdu udfsnnnmeuns
vidpazasunsianewfidonflaydiiuFedasiduanundunandundn unasulunouauvesFos
Fowhlifmdunierunslioon fosweduamnuddnliauela dondoafimiviuy enasiimiu
mednuniedos il lddduuasEnegndlstunouasuresiesiarhidmadeidodontaiu fo
§iameuns Tragicomedy wengumasusmdnenInvesnmeunsiaesssnniiidietu

szifiaungiqs

M5B “NsiEE0mazn N MEUASULILVTIARDWE (Tragicomedy) Tng Wes An-
derson® 1{un1533uiBsamnn (Qualitative Research) TngliisiiaswidoniileAnuniednus
ANITVDININEUASUNTIARBILF (Tragicomedy) Tunmeunssuau 7 Bes miulae Wes Ander-
son §I38lEN1TIATIZIEIUN (Textual Analysis) SafiauuIAnuaznguisn o loun wuiAan1san
Bodlunmeuni (Film Narative Theory) uuaAnn wnweuns (Film Language Theory) Mg
Useiusns (Auteur Theory) LNAALNTIAABINA (Tragicomedy) LLazﬁiJJE]lluaL?]IEJ”JFQ]JUQ’IUJT]WEJHW%%EN
Wes Anderson 11usgnaun1sfinenide

WALILUANIFTINE

1) fiTefmuaveunmsinmanameunsidesesnn Miulay Wes Anderson finsineuns
Tulssnmeund seninad o, 1998-2021 Tnedmdonnmeunsildldnmeunsuodudunazyhels
1NN 10 Aumisegaeaadanss (§199991n3Ules https://www.boxofficemojo.com) Hkasu
AMEUASSILIL 7 30 @A Rushmore (1998), The Royal Tenenbaums (2001), The Life Aquatic
with Steve Zissou (2004), The Darjeeling Limited (2007), Moonrise Kingdom (2012), The Grand
Budapest Hotel (2014) wag The French Dispatch (2021)

2) fAdeimuaveuavesUszifiuiidnu fe msidFes waznsliawnmeuniuuunsdn
ABWR (Tragicomedy) fifiiulae Wes Anderson wieidusumslunsiinseilasasianisiandes
Tugulasade (Plob), unudes (Theme), Anudaud (Conflict), faazas (Characten), 210 (Setting),
dydnwal (Symbols) uazsuueslun1nianFes (Point of view) wariinneinmslinmuinineuns
TussAUsznaumMuuasazia (Lights and Shadows), asAusznouaud (Color), asAUszNaUAIU
MTuans (Acting) 8eAUsENBUMUNITENEAMEUAS (Cinema Photography), asAuszneusmuLdes
(Sound) uaresAUsENEUAUNIIARABILATEIRUAN (Editing)

)
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I3

Msasimaaansusvied

mMsinusIUsINTays
doyauseunniavial: Anwiarlinsendeyaanidivseminnmeuns lng Wes Anderson uag
Aulwaniliuinisinle Toun Aules https://www.hotstar.com wagiiules https://www.bilibili.tv

N153ATIZUTDYA

MleTeinsEEeslunmeunsiuumsInnewilag Wes Anderson unisdnwinaisnig
@30 Inglufnunsianewd (Tragicomedy) wundnlassadeansiandadlunmeuns (Narration
of film) wazngufUseiiusns undunseulunsdinw WeRasanmsadaddunmeunsuuiumsia
ADLUALAY Wes Anderson

MFATERNSIEA I meUnTluA T NeuASLLILNSIARBILALAY Wes Anderson 1Junns
Anwinwinineuns tnelduuifnunsinneiud (Tragicomedy) WWIAANIWININEUAT waLNG Y
Uszitusns wdunsevlunsinw Wefiarsaninsldnivnmeunslunneuniiwiunsinae
LWAlAey Wes Anderson

o i a P oA s a =
FIBYWATITN LLUU’JLﬂ‘i’l%‘iﬂﬂiﬁaﬁwﬂ’l'ﬁLa’lLiaﬂumW&JumﬂLU’JLLWSﬁJﬂﬂaLufﬂImﬁl Wes Anderson

MweuRiTes. .
11nsad0s 1) Mmsi3uiEes (Exposition) 2) nM1sWmuNMeN13a] (Rising action)
(Plot) 3) axdnge (Climax) 4) AmzAdRaT (Resolution / Falling Action) 5) 13

Yoo (Closure)

2.unuBos
(Theme)

AMUARTIVEBA/ANUARNENDUTBY

3. anudauds
(Conflict)

AnutaLdeserineauiuaw/anudandanisluidala/anudaudeiundenieuen

4.618vA3
(Character)

Flat Character/Round Character

5.21n (Setting)

anfilusssuni/aniiluielssiivg/anfiiludnaviegaaliv/aniilu
mssfduTinvesinazas/aniiiduanmwindendauusssy

6. daydnual
(Symbols)

Fydnuainanw/dydnvalinades

7.3mdlung
L@384 (Point

of view)

MatanTaeanuNeIYAAad 1 (First-Person Narrator)/ld1i30491nyuuesyaaa
1 3 (Third-Person Narrator)/n13tdi3edluusausu (Omniscient Point of

VieW)/ﬂ’liL’ﬁ"‘lL%"e‘NR]Wﬂl!llll‘élﬂ'ﬁlﬁjUﬂa’N (Objective Point of View)
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F9819M51LUUIATIERNS TN NINEUAS IUATNEUASLUILNTIAABLUA LAY Wes Anderson

ANHURSLTDN...

LoAUsznauauLamasial | 1) unasiiliauaansssue @ (Natural Lights) 2) waaaniile
(Lights and Shadows) weaINuaUsERivg (Artificial Lights) 3) dauasuuulefd (High

Key) 4) dauaiuulaifg (Low Key) 5) dauasuuuldfiavig
(Light Directionality)

2.89AU5¥naUAUE (Color) | 1) @Minannann 2) AMARINNSIaLas 3) @finannansldy
ATATILAYN AT

3. 09AUSENBUMUMSUERS ANSUARIDBNVINENT/NTWNNE/IATBAUAIATY

(Acting)

4.99AUSENOUMUNSENY 1) 99AUsENEUAM (Composition of shot) 2) Sx8zUINTH
AneuRs (Cinema (Proxemics) 3) yunw (Camera Angles) 4) nsindeTive
Photography) nde9 (Camera Movement)

5.09AUsENOUANUIEES Fesluuvaunwn (Dialogue)/desusznau (Sound Effects)/
(Sound) 1d8Inum3 (Music)

6.3UsENOUSNUMSFRsiD | 1) mIsiasiauuusiaitias (Continuity Cutting)

waza1siunw (Editing) 2) MIARRBLUUIIBUEEY (Compilation Cutting)

#71Un1534w

1) MinnsAnwnsadedunmeuniuuILnsInnewd (Tragicomedy) 31 7 3asas Wes An-
derson Wyl

1.1 luduvedlasaies dnmsadummnisailunisianzeddy s funou TaeSuduain msy
Seq (Exposition) nswmuwnn13al (Rising action) A1gnge (Climax) AARAaY (Resolution
/ Falling Action) wazaudne n1sYades (Closure) sniudasdudesdudes The cycling Report Tu
Amaumsies The French Dispatch (2021) fiflladasuste 5 dunou dwSumssudeswwesnineuns
W 7 Bos fnsaudedunmeuns 2 wuu e yuathadugu (Happy Ending) fo M5IUEDIIY
mnuguvserudSavesiiazas uaznsauilviaugladamufedamuazuidnuesiazas s
fetuegfufrinzuevihnautuifenmsvesaduguniesvesalanuignssu

1.2 TuduvesunuiFes nud uiuGesiinuldves et msgyde waznisUdesnnsan
oitm flosvnlunmeunite 7 Sesiildidenunfine Sannisdetinvessiavas wiensnan
fansdeTinvesanndnlunseuailuynies wivssnfazasidinsiuiduindely winsge
Foauiitnazdamansenusienyed uiyananiedazasilimsandenluanunnd eenslsfnmily
ameunsusiazFesiilnuaziBunuaresdusznevdesimnativayuuiufomanunndaiuly

)
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1.3 Tuduvearnudands wuin UsewuanudawdsinntulunssuiunisianEes Inanun 3
anwaue oA Anudandeseringauiuay Audnawdsngluisla wazanudaudsiundanisuan

ANURNS Amdauds (Conflict)
SEWINIAURUAL meludsla funasneuan
Rushmore v v
The Royal Tenenbaums v v
The Life Aquatic with Steve Zissou v v v
The Darjeeling Limited v v
Moonrise Kingdom v v v
The Grand Budapest Hotel v v
The French Dispatch v v

1.4 ’Lua’awaqﬁaavﬂs WU @nsnsaundazaseenlmdu 2 dnwug fe Static 30 Flat
Character Aofasasididnvaridelidudou vwiedldeduiudnuausdsesnien 9 udugns
d5a (Stereotype) 12LI3Jﬂ’liLUﬁ8JuLLUaQ‘*UENWE]G]ﬂﬁM'MiE]F"’]’J’]ZLIF’]G]E]EJ’NGU@LR]UGNLLMMUT\]HR]ULiEN 2
Fravastunineunsided The French Dispatch (2021) wuwmwﬂuamsmamamim dUfaYATON
Snwauzie Round Character Wy favasiifinisiasuwlamiodiuln fauausss wu awdfives
ngfﬁmmu nies The Darjeeling Limited (2007) ﬁLéﬁJéljuf\]’]ﬂﬂ’]iLﬂuﬂEjlmuﬁLmﬂﬁa’]&Hﬂﬂ
nsgdsludinuavarlaudBosmesiues naneduiidesiisniuuaznieniazudesnsainedn

1.5 Tuduvesain wui fimsldannsiesmn 5 Ussan 1éun anfidusssuwnd anndiduda
Uszhug mmﬁﬂus&hmmﬁaqﬂaﬁa anidunsenduiinvesiiasas wazaniifuanimunden

BUNEIIY
NNBURNS a0 (Setting)
sy5uvA | Awssiug | daanan | msduiu®ie | anmwnden
visgpaly | aeIarAT | LBIWNEIY
Rushmore v v v v
The Royal v v v v v
Tenenbaums
The Life Aquatic with v v v
Steve Zissou
The Darjeeling v v v v
Limited
Moonrise Kingdom v v v v v
The Grand Budapest v v v v v
Hotel
The French Dispatch v v v v




Nsasiwmeaansusiad U0 29 atuf 3 (fueneu - Swial 2568)

1.6 luduvesdydnuwal wui1 dydnvaldwmniiusmnglunmeusiusaziFes dnaydet
uaunamadslaanluein vienismeneususiodudamiialandian weflaziifuselug
suAntravth uandvifiulinAnyes Wes Anderson fifiufiiu Adesnisfiazadanmeunsi
Aenfumnuduiussenseunifiitygmvieunnsonuedne warmanivlaiomanewayisie
VDAY Y

1.7 ludrwvesmueslumsidnfos wui fuymedunisidnFes 4 dnwag loun maidFos
mﬂymamﬂmaﬁ 1 (The First-Person Narrator) ﬂméﬁ‘awmymamﬂﬂaﬁ 3 (The Third-Person
Narrator) L%"aamiLéﬁﬁ"amwisauﬁm (The Omniscient Point of View) LLazmiLaﬁﬁiaﬂmﬂgumad
ffunans (The Objective Point of View) ddlunmeunsunades InsliyumedunsdFomans
é’ﬂwmzaé’uﬁwﬁaLﬂ?{au;ald’m%Lﬂ?ﬁlaumﬂﬁqamuﬁLLax‘*U"NLam

MnguRs yuneslumsi@ndes (Point of View)
qmuaaqﬂﬂaﬁ' 1 quumqﬂﬂaﬁ' 3 | wuuseusu gumaaﬁlﬂuﬂma
Rushmore v
The Royal v
Tenenbaums
The Life Aquatic v
with Steve Zissou
The Darjeeling v
Limited
Moonrise Kingdom v v v
The Grand v v
Budapest Hotel
The French v v v v

Dispatch

2) MinnsAnEInTAmEURsluNNELRTIUNTIARBIA (Tragicomedy) 51 7 asas Wes
Anderson WU

2.1 Tuduresesnusenausuuasitazlan (Lights and Shadows) wuin dnaslauasannumnas
Aidauadly 2 dnway Ao wrasnLlalasaInsssue1@ (Natural Lights) uagumasnilaiasann
wasUseReg (Artificial Lights) wazdinsdnuszunmuas 3 anvazsneiu lawn dauasuuledd (High
Key) dnuasuuula’ng (Low Key) wazdauasiuuldianig (Light Directionality) Taeifinnsldumas
Aifiauaensssurd wavdnuasuuleAdidudnlng iWelvldnmitainwasiauanla 19l
andidhazasiiosualiuuanudersunats wagldundsindauaminuasUssRvgiiedauasuy
TafAdluandidunainaisdiu LLaﬂumm7'iGhazmé’uauﬁaﬁmmiﬁmﬁmav

2.2 Tuduvesesrusynausud (Color) wuin finsldesdusenaudnud 3 dnvae fe 7inan
2 AAnannisdauas uazdiiinannistimadafimumnnin Tunneunsuiazdesasinnsld
91U (Color Palette) iislymnasdusznoulumninudiAeaiiu waiielddang o lunsderumine

)
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LLaxﬁmﬂ%’ﬁ@'msﬁflﬂumﬁﬁamsmﬁ%”;mﬁmﬁ’uiumwaum‘ﬁ‘mLamﬁ’uﬁﬂﬁw diedelviity
fanunnd anuduau uaganudandanieluinlavesiiazas dounlussduszneudiiAngin
nsdauas Ae Aldanmsfiuasdesriutandeing q viderduwsuilamesdviemadsing 9 Mg
vuanty 9 Wes Anderson fnsiuasdudnuaiildann slfifienulnudvesnnliidulnud
erfumnneunti wielfileaianmiiinimidnmileass (Surreal) uawsinslidiiAnainnis
Tnpdafisnenn fe Aldainisadsassdsemaiaig q Wy dieannisaiavionts
U3ud (Color Grading) ni3emsuid (Color Correction) Tnelélusunsuneufinmeslutunoundenis
Wam (Post-Production) faitensinudvesnwlidnfuaindu q TunmeunsBoudentu fudede
asuaifnstuluanfiduanuiliferfuusiimiia wasiioseanfifunanarsduluna
nanviulagltivatia Day For Night

2.3 luduvesesdusznaufuniswans (Acting) wuil Mlansvasiuannay innundtenas
fulunmeunsin 7 Seitldidenindne wwBenldidumsuansdifiondnualions Tnetdhusans
fnvzddnihSeuns Mssandviiuaznisimdoulmsneneseninunaunudeudeos iy
aInman UnuansfaugneankuunAting (Deadpan) ag1sliionn LLavﬁaawmﬁuﬁmauauaqm
AanTSeAMNTILTITeIanIuNsalfieAuduay memﬂaamﬂivﬂaummmaﬂmﬂummaﬂim
1g579n18 (Physical Comedy) snuszdae Wy ¥n1en1sie WiemssedigiuelAuass wonanil
Hazasinddnwarnsyeiidumanisesnann mwitliyaneiluunaumndiinrugnimiy
aghann sainsdnvasLardduvenAousisnie (Wardrobe) fidianuidiy Costumne Sadhi
Tnuivesan Tdnsusantiiee (Special Effects Makeup) W n1sadnssasesves’e Humaaam
Tudnwazsng q sesuiauma unalu uazu easdeasiiunwvinmeunsifvuaansadile
Fossn arunduin wavorsusiawiEnvesiiaras uenani sadUszneuiuntsuansfiiale
negnafie finmslituanwesmsaniindosdoaugedistios 1 a1n Tunmeunsusazesdnde

2.4 TudveI9sAUsznaumuNIIaI8A NeUns (Cinema Photography) Wui1 M3inesAUsznauy
lunsaun (frame) Tuusazdon (shot) WuauauNInsvInm fnsldsvervesnmlussesiiu
nae (Medium Shot) warszelnd (Close-up Shot) udauann yunm (Camera Angles) fnsly
ANaTEAUAEA (Eye-Level Shots) Aaudnesn nmsipdeuiivendes (Camera Movement) Tng
unidunsaienuuyandesdieds 4 (Fix) §nM3nananiwiuaLey (Panning) UETIPRT PRIV,
(Tilting) Tunshnmumsipdeuiivessazas fnsadoundeswuu Quick zoom ieduniw amw
svoylndvaslumivesinuans fn1sldnnsiendesdie (handheld camera) Tuanndisiesnisdedis
ALY wazdinsneamuuuey (Panning) Tlinegesnga vwiefifunin Whip Pan lag
wnnzluaniidesnisdunmlunivesinuanainnit 1 au %qﬁna&ﬂuﬁwLmﬁqﬁﬁwﬁuﬁama
Fufu venanidfinisldnsindeundemansuvuseaidesturdenauiuluiuiion wu nnaam
wuiawdgudn viensindeundodluuuouudguiiledunaserlnddndne

2.5 luduwetesiusyneududes (Sound) wut Snsiadesluunaunin (Dialogue) deossznoy
(Sound Effects) uagidanun3 (Music) Tuauesauszneuldssluunaunun (Dialogue) dnsldidusussens
(narration) tieyefnuazinvesnasaslutisnisiEuteuazasummnsaivesiaasiunistaides
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sudesuszneu (Sound Effects) Wes Anderson linnuddtyiuynidesdnifeslunneunsvasan
1 Tradpume WeaUausyg despuidiu W@esingnssnuii whailldssnadniuenndentsitiuiin
sauzanevi sadululdiniinsidnsaadevaiiou (Foley) lutunoundsniswan (Post-Production)
Tuguideanuss (Music) Wes Anderson denldinas (Song) Mluiifinluefnuusenounineuns
WumasINgA 1960-1970 leaiunnuidnaiamedn uazileliidriutisavesnmeunsvean
wazustazmasfidenliffidososiienumnefidefammmsnifidatuluaindy 4 dwsusivszney
(Score) lunmeunsves Wes Anderson uwnunnides iunupsfiussiustulng Mark Mothersbaugh
uaz Alexandre Desplat azdl Randall Poster Vmthidu music supervisor Tnewa3osaunsildn
Huiedosans wu hledu Ang wa uaziTely

2.6 TudiuvesesrusenoununsinfelazaInunn (Editing) wuin dnisldnisdasenn
2 dnwaig fo 1) mMadareuuuseiiles (Continuity Cutting) Fauteeniiu msdaseadumnnisal
(Cross Cutting / Parallel Cutting) ez n1sdinmsuwuunIMnTzlan Jump Cutting / Cutting on Action)
Uiﬁﬂg’l,umwausn%ﬁy’a 7 Besfiléidenundnu uag 2) MsdareuuuEauEes (Compilation Cutting)
%ﬂﬂiﬂﬂgiumwaum%lgm Rushmore (1998), The Royal Tenenbaums (2001), Moonrise Kingdom
(2012) waz The French Dispatch (2021)

nsandsana
ﬁnﬂmiﬁﬂmmﬂfﬁL%"aﬂumwaum%umLmﬁﬂﬂamﬁ (Tragicomedly) ﬁy'd 7 L%‘IEN“UEN Wes Ander-
son WUl Iv-mL%aaiuﬁauﬂ13ﬁwu1quﬂﬂizﬁ (Rising action) waznTzAAAa1Y (Resolution / Falling
Action) #niiin Reversal w3anAansnaumataveslyasen vsonsnaniuvewennsTIveiaas
ndude wie andeidud Fenslinsmswanduressemnssueganseiuiuuil denadoiu
MsfnwIumsaneiAves Pollard (2015 : 17) Fsnand1 nagnéfifussiusnasulszinnunsinae
wiliRgadeu towd nsndnduvessemnssuvesiiarasaniiluiie weaniedud (Reversal)
Wuieatufusafnues aedn ik (2563 : 133-136) fildduunnisiiauednuasunsinaefioon
Hu 2 dnwauz 16uA nalnvesuniivdsuiFessnandidulugundu uazanuudulugindu Tudmves
TassBesdimansalviuidiannsavilvgusdnvudueglaies sgslsinu Anfingnisaififeidos
AUATUMENINTN LagdaratuensualnuIanveiIarATREeN LU Im&ﬁmamaaﬂﬁa
anunsalfinanvutufidinsifiuell wieluneedaiinsldmumendudnuniidunistnides
ﬁ'&ﬁLﬁaLLamﬁmmwaaL'%éasnwﬁw’%aﬁaazmﬁﬁmﬁwﬁﬁwLﬁuﬁaﬂﬁu 9 TuvagiAsaiunisauiie
arnumeflilinisavesdlanuignssudeduty msdadeasuivililifmsldnlitazas way
orvilifliansnsntanidesnnudinsuussiiegaeluinla (Catharsis) fuueaaziveanidings
Hnaututuudanvesinasas uarunagUlunouivvesdesenaashliuubuviorszldoon 1
amufAnlilavelaviodeadintduuuy sillidfrunsddnegndlstunousvuesdes faglidwmarte
dedeuiidu uileuiuuidnunsinewives Dukore (1976 : 3) Fenanin unsirneuwitiuden
ﬁf\]ﬂnjaudmauwmaaLéaaazdamasiaﬁmmaéWﬂli wifnmeunsues Wes Anderson 9siinislindesii
wimuLiaai’namamwaumﬁﬂﬂmgmiu Ui Wes Anderson Alilldaudossvesmuseanuman
YuuULADIiY miwmmmaﬂmﬂamuu Junsfuliidedestiuniviiuludmeusuvesides
sld FafunsUnFeslunimeunives Wes Anderson SelafldnsadlaliFesauatralanuignssu

)
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winsefasvesynaanvsenisldesduszneuvedlanuignssudnanssnfedsivinlnizessnidng

FupounsUnidedls Fsaenndosiuil Dukore (1976 : 4) Iil¥anuiuin nssurunisvesdesman
Lﬁaﬁdqwﬁqﬁuﬁlﬂmaﬂgﬂmw ﬁgmﬁﬁiﬁuﬁmﬁLLasmﬁUizﬂawadmmmaﬂu’mlﬂ qmﬁﬁquﬂﬁmw
wazeanaliinandnaseu nsvuunsiithesivihlvidodosdunth aunasy uazdwmaliAnunsia
POLLATIARLAIL

ANNIANTIATINNEUASIUNNEUATUUILNTIAADLIUA (Tragicomedy) 989 Wes Anderson
wuhfigaaulusun1sldd Wes Anderson Tgrnunengnuegaunntunisadnannud (Color Palette)
dwdunmoundusasBewean niavesanuarided auaenadesiy uardwimihilunisdeniny
vnednse WelafinudvesnwluusazGeauaeuly Aidueaounsddyyradsfvuiainlyie
aneanuuTy wazanluRsrusune wihades wazennauinvesiiazas ssdedunisldvesnm
TAnUslevflunmeunsuuiumsinewd wiloudsit dnus aan3ng (2552 : 24) Ténanfuunin
waresAUsEnaUTRIN N MEURS luisasfaunssurmansuminetdeveunnu 1331 n1sased
fifondnuaisstisadrednuasnmuardduiiudaninl Wegaslunsaennumnevietuesldnui
HNERN NI UATABINTT yenaniiSamelumsaneyiues Wes Anderson fannsipdeuiivesndesuas
msdeulmessinuans Sanuuluduaranuanziizaniuegiann ennfensEsunuy umu
au‘laﬁ%ﬁﬂmﬁ'aui sullUBsunsdeuuniiulanuazdiondnualianizsn #37 Ruth Doughty and
Christine Etherington-Wright (2011 : 3) {ieuntisde Understanding Film Theory linanfis gy
flynanamuasiaudsdvinauazmuquameunivesvieiseiiustnaunn sugnenlifuaiious
Usziug (Auteur) vesrasuiiy Sadandinmeunsveauasdunaiy (Body of work) fifuiudes
nanuazinAlaINAu LLaz%LLamﬁ&é’ﬂwmzLa‘wwLLaﬁé’aﬁ’mﬂﬁL‘f]u{]mﬁmmaaﬁﬁﬁwhuﬁu Sonlein
AMNBUATUUILNTIAABLUA (Tragicomedy) 183 Wes Anderson finsuanseendianiesa (Director’s
Personal Expression) wazdl-wou-wu (Mise-en-scene) dadoidunsdusznauddnlunisianudila
Aeurs waridurenisiengsinaginsalnneuns

nMseRusedsiu §Ideuiuin Wes Anderson anunsaifiukazasiesnineunsiuuiunsinaewf
(Tragicomedy) Tilsiwmiioulasuasiluendnuvalianzin lned B unfnlasiasinisansouaziuian
ANNEURS AWMU AUATUTIUALY 58] Suunsiademidufitaudulseiusnsdae
Yrassflvinmeuniauysaitetu

daiauanuziialy

1) yAteatuiiansatludusumidunsfinu reversal lulassdosdunisiamimgnisel
(Rising action) warnIZAARATY (Resolution / Falling Action) Tum‘wEJW]%LLMLLM%%%L&J%‘U@QEE
Mfuiuduseld

2) mAeatuiausailuduunmdumsinuanuduiusserinsesiussneuiatvarmsian
Sadlunmeunsuuiunsiarewi (Tragicomedy) tielilunisasassinsormunineunsaisisnua
wnngieeuunvsedmiusielule
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1) mmiaﬁﬂmﬁﬁaLﬁmLaméﬁamamqﬂﬂ5&mwaum§uaﬁmﬂu Stop Motion waznneunides
duwos Wes Anderson Liipaainenaarlduufn viedununisiandosuasnwnmeunsiseeonly
viedauLnnd ety

2) {femunameunsuLImTIReILAvEs Wes Anderson sinfluruiFesiieaiunisgande uas
mssufetuarume feudfaulaasnsailudnyifonmeunsssanBudenmeussveiiy
yusuiiturusedndissiuiiefnmmsdidemasmuaneunsitanvazansaunnmaiulule
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TneldseifouiBitudenmunin Usznousemsiwszidhundenediuan 12 Gos wagmsduntval
TeEnNKEU 24 Au wan15ITenuin denelowindsalimsvihmeruumega nkuuIaNwalkung
adsruuwAsasiivannuany u,m'ETammém%ﬂmaa%ﬁaéwmﬂuguLLUUIM&J FNUNITODATHAAINUNNIE
W‘ummLmﬂshaizudwqééﬂuﬁaiﬂﬁuaﬂuudmmﬁmﬁa LLagﬁéwuﬁﬁmmwmmﬂawmdLWﬂﬁiﬁﬁ'Lf’Ju
Nufluanseenuazsresessndnvel avveulifiurdnenmuasdesiinvonssanssulunisinie
ussvingIumamAludnusady é“uﬁwlﬂz;jﬂ13L%ﬁuﬁmﬁwuﬁiiﬂmﬁﬁﬂmEm‘vmﬁmisLLa‘mﬁﬂ
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Abstract

This research aims to analyze the construction of queerness through narrative elements
and storytelling techniques in Omegaverse Novels and to study readers’ decoding processes
and gender meaning interpretations. The study employs qualitative research methodology,
comprising textual analysis of 12 novels and in-depth interviews with 24 readers. The findings
reveal that Omegaverse fiction challenges binary gender norms through the creation of diverse

secondary gender systems, while simultaneously reproducing power structures in new forms.



Nsasiwmeaansusiad U0 29 atuf 3 (fueneu - Swial 2568)

In terms of meaning decoding, there are notable differences between general readers who view
the content as entertainment and LGBTQ+ readers who use it as a space for expression and
identity negotiation. The study reflects both the potential and limitations of literature in challeng-
ing contemporary gender norms, leading to the creation of new cultural spaces that challenge
mainstream discourse and foster critical understanding of gender power relations in Thai society.
Keywords: Queer Construction, Omegaverse Fiction, Storytelling, Meaning Decoding, Gender

Diversity

unin
mMswdsuulasesanndiludinngaiiagtulasiameussiiuduanudlouasnisseniua
MmﬂmwmuwmﬁuﬁuLTJuwa’iw'mé’qmJﬁazﬁauﬁqﬁwmmimaﬁmﬁﬂﬁﬂwwaﬁlumiLmiwﬁﬂéﬂ%
amududaenyana TnefisngrusnanmdnnnsddnuesdvBuyveruiyatuausiniiouuas
nslaFenufth nszviuimidldadandeuuasedednddulasaiimnedsa Yamsss uas
MNTTUTIEATY LLﬁ%ﬁmiaaﬁULLazL%ﬁuﬁiﬁﬁ’uﬂajm;iﬁmﬂwmﬂwmwwme UANITLARIDBN
LazfpumanATiLAnA1aInUTTTiag U sdsanansgnandnuazivediinlunisuanieen
(UOWUS AT, 2553) Tnsangludruiisafnfussuumawuurisneaifiuianaesniduiio s
waznegs (Rosenblum and Travis, 2000) ﬁﬂﬁ@ﬁﬁé’mé’ﬂwaﬁmﬂL‘WﬂLLmﬂ@hqé’ammﬂmﬁuﬁiumﬁ
uansoonuazadsimulusuuuudu aevhlsuiimedsnuiioumarnvansuasBanguundstu lay
lanzogaBdlulifvesnsdeasiazn1suansoonynIsTanTsy
ssunssueeulatnatedudeamdidglunisaeneauszaunisaluazdndnvaluainguynaa

d

AfANuaINAIEISNA Wnaanesumg 817 Read A Write, Webtoon waztiudenglve léida
uilindeuannsnaassdEesmiidudoularauin aveuyuuesdinihuiasasiitimuman
vanemanreesiifuarandeaseu nmaUdouwdasiilifiowddamatensaieassssanss us
S99V UAAMNLTANNEIAL AANIUDAR LaAUASHIAUSTTULAAITAITNAIINLANAIS NI
nsiaFesiiindauaranuduuysdeiauiis Nuiidossulainareilumadend dayiiUalenia
Tnguauifiaumainaeymameaasauansoonuazassimusunuaiiassalfetndass Tny
mnzassanssuesulatiszamioneifinsalanauufifiotiauesndnvaimanealusuuuulvsl
Fadenndoaifuuunfnues Michel Foucault (1998) Aidlifiuinnsainemufifoatumemmionty
srunauagmsmuan luvaifedtu maiulavenssunssosulatiagioulifiuianmsasundas
Tutamsssunmssunazmadeu Mdalenalsifeunazidoumunsaiufauiusuazsamaiian
MR UARTA

TowAisa (Omecaverse) Wuussnmssanssuiilansulunsitauenisusynevasiedndnwel
wissinunsasslanauufniviimieanudiladeanawuunidneal Tnefvuslidnaaning
nanNaNeUNLNLeNY LN widawn wén uavlewin (black.opal, 2561) n1sasislanauuf
Wuilaseuliiiuanunenenilunsiensunaradrennumnelmifeafundanmuazineia
aenndeafiuuuiAnues Judith Butler (1990) fuavinnranmifudsiignussnouaiiamedany
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RBenuAwndelinnag

1. m3uszneuaine mnefs nssuaumsaianuneuazkandsussrinsandnlugmuions
TowMida wu nwwazmsiinnumne dyay wasnmildntuwiuiazas aoumsel wavdydnvel
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Abstract

This study examines the influence of Chinese TV media exposure on tourists’ cognitive
processing and perceived appeal of tourist destinations. Television shapes public perceptions
by portraying narratives, images, and emotions, allowing potential visitors to process information
and discover new travel experiences.

Using quantitative research method, 400 respondents participated in a questionnaire survey,
providing strong empirical evidence. The study analyzed viewers’ TV media exposure habits,
cognitive processing, and perceived appeal toward tourist destinations. Through statistical cal-
culation, regression analysis showed that there was a significant positive correlation between
TV media exposure and cognitive processing (R?=0.819, p < 0.01), and a significant positive
correlation between TV media exposure and perceived appeal (R2=0.78, p < 0.01). Chinese
TV media exposure significantly affects the relationship between cognitive processing and the
perceived appeal of tourist destinations.

Findings reveal that extensive TV media exposure significantly enhances cognitive engage-
ment, improving information processing, memory retention, and knowledge acquisition. It also
strengthens emotional and aesthetic perceptions, increasing destination appeal through cultural
identity and emotional resonance.

Overall, the study confirms that television media exposure plays a crucial role in shaping
cognitive processes and the perceived appeal of travel destinations, especially among tour-
ists aged 18-35. These insights highlight that TV media is not only a channel for information
dissemination, but also an important medium for influencing tourists’ psychological and
behavioral decisions. With the continuous evolution of the media environment, tourism man-
agers should pay more attention to the potential of TV media, combine content creativity

with communication strategies, deepen audience cognition and stimulate tourism interest.
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Future research can further explore the synergistic effect of different types of media, and pro-
vide more comprehensive theoretical support and practical guidance for the image building
and marketing of tourist destinations.

Keyword: Television media exposure, tourist destinations, cognitive processes, perceived appeal

Introduction

The development of modern technology and the advent of the digital age have made
media an indispensable part of people’s Daily life. Whether it’s entertainment, education, or
communication, media influences how people perceive and interpret the world around them,
and at the heart of this impact is television, which despite the rise of new digital platforms
remains a powerful and trusted medium for mass communication, especially when it comes to
reaching a broad audience with diverse demographics. As a form of media, television occupies a
special position in the dissemination of information. Its visual and auditory capabilities provide
a multi-sensory experience that engages viewers in a way that no other medium can match.
Media plays a key role in shaping travelers’ perceptions and expectations of their destinations,
which in turn influences their travel decisions and the quality of their experiences (Bennett,
A. & Strange, N.2015). According to the 2023 Communication Market Survey in Taiwan, 38.5%
of people aged 26 to 35 use cable TV as their main source of viewing. In addition, Nielsen’s
study notes that in 2022, 14 of the 25 programs that women aged 18 to 34 watched the
most were classic TV shows, indicating that this group still watches traditional TV content.

By presenting scenic landscapes, cultural highlights and other attractive features, television
helps viewers process information and form a good impression of potential tourist attractions
(Tversky & Kahneman, 1974). A prime example of this is New Zealand’s long-running “100%
Pure New Zealand” campaign, which debuted in 1999. This campaign used stunning visuals to
showcase New Zealand’s natural beauty, outdoor adventure opportunities, and vibrant culture
(Morgan, Pritchard, & Pride, 2004). Similarly, China’s Hunan Satellite TV reality show Dad, Where
Are We Going? contributed to the popularity of several rural tourist destinations by featuring
them as filming locations (Zhao, 2015). This process has been reinforced by the medium of tel-
evision engaging viewers on an emotional and intellectual level through storytelling techniques
and high-quality visuals. One of the most critical aspects of television’s impact is its ability to
structure information in ways that shape how viewers understand and interpret it. According
to framing theory, media don’t just present information neutrally, it positively influences
viewers’ perception of information by emphasizing some aspects over others (Entman, 1993).

However, the effects of television on cognitive processes and perceived appeal are not
limited to short-term effects. While an immediate response to a TV Advertising or program may
generate initial interest in a destination, long-term exposure to TV media can have a lasting

impact on how viewers view certain places (Morgan, 2012).
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This study also provides valuable insights and strategies for tourism marketing, filling the
current research gap that lacks long-term impact, and exploring in depth how narrative tech-
niques and visual elements affect media effects. It aims to enrich the academic discourse
around media effects and tourism.

In conclusion, television media remains an important tool in influencing public perceptions
of tourist destinations. It combines visual storytelling, emotional engagement, and a wide reach,
making it ideal for promoting travel and tourism (Shrum, 2009). Tourism marketers should make
full use of television media, especially tourism programs and advertisements, to effectively
shape and communicate the image of the destination and attract potential tourists (Voyer P.
A. & Lee, W. H. 2017). By shaping how viewers cognitively process information and perceived
appeal of different destinations, television media plays a key role in driving tourism interest

and engagement (Kim & Richardson, 2003).

Objectives of Study

1) To explore the influence of exposure to Chinese television media on how viewers
process information about tourist destinations.

2) To investigate the relationship between Chinese television media exposure and viewers’
perceptions of the appeal of tourist destinations.

3) To analyze how Chinese television media exposure influence on the connection between

cognitive processing and the perceived appeal of tourist destinations.

Literature Reviews

1) Concept of Media Exposure

Media exposure is a key concept in understanding how information is absorbed, processed,
and ultimately influences audience perception and action (Voyer P. A. & Lee, W. H. 2017). At
the core of media exposure is the frequency and duration of audience interaction with media
content, which can shape both conscious and subconscious perceptions (Cohen & Kaim, 2017).
In the context of this study, media exposure is examined through Chinese television, which
influences audience perception, understanding, and ultimately the attractiveness of tourist
destinations through carefully curated visual and aural content. Moreover, the concept of media
exposure encompasses multiple levels, from the frequency and intensity of content engage-
ment to the cognitive and emotional responses that content elicits. Exposure to well-crafted
content can significantly shape the cognitive processes associated with the perceived appeal
of a tourist destination (Cohen & Kaim, 2017). Television media attracts audiences through
narrative, emotional appeal and cultivating quasi-social relations, and becomes a powerful tool
to influence audience perception, thus enhancing the attraction of characteristic destinations

and promoting tourism interest.
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2) Cognitive Processing Theory

Cognitive processing theory is a theoretical framework that discusses how humans acquire,
organize, store and use information, It emphasizes how human beings process information through
the processing mechanism of the brain, especially the role of visual and auditory information
in multimedia environment (Mayer, R. E. 2005). In this study, cognitive processing theory can
help to understand how viewers construct their impressions and views on a tourist destination
through visual and linguistic information of TV media, and form the cognitive and perceived
appeal of the tourist destination. cognitive processing theory provides a comprehensive per-
spective that explains how television media exposure shapes viewers’ cognitive framework of
tourist destinations through cognitive processes (attention, understanding, memory, evaluation,
and construction) and further influences perceived appeal and behavioral decisions.

3) Theory/Concept of Perception

Perception refers to the process of receiving external stimuli through the senses and form-
ing cognition and understanding of these stimuli through the processing and interpretation
of the brain. Perception is an important part of the cognitive process that helps individuals
receive information from their external environment and react to it (Bennett & Strange, 2015).
In this study, perception means that the audience receives the relevant information of the
tourist destination through TV media, and generates their own understanding and feeling of
the destination through cognitive processing, which helps the audience to further deepen
their cognitive processing and perceptual understanding of the information transmission of TV
media, so as to create a positive impression on the tourist destination (Cohen & Kaim, 2017).

4) Tourist Destinations in China

Tourist destination is the geographical area or specific place that tourists choose and go
to, usually with unique natural landscape, cultural heritage, historical background, recreational
activities and other attractive factors. The core purpose of a tourist destination is to attract
tourists, provide a good experience, and promote the development of the local economy and
culture (Voyer & Lee, 2017). As a country with a rich history, culture and natural landscape,

China has a diverse range of tourist destinations, attracting tourists from all over the world.

Research Methodology

1) Research Design

This study employs quantitative research methods to obtain more comprehensive and
detailed information. To facilitate data collection, a questionnaire survey is utilized. The data
was collected between October and December 2024, and the questionnaire was distributed
through a combination of online and offline methods to ensure coverage of young people
from diverse backgrounds. In order to improve the data quality, all questionnaires were
accompanied by filling instructions and anonymous commitment. 432 questionnaires were

collected in the end, and 400 were valid after screening, with an effective rate of 92.6%.
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2) Population

According to China’s latest 2021 census, the total population of China is 1411.178 million.
The target age group for this study was set to be individuals aged 18-35 years. This group rep-
resents about 266 million people in China. Adults 18 years of age or older can usually travel
and use transportation independently according to their preferences, and this group generally
exhibits a positive attitude toward television media, making them an ideal sample for research.
In contrast, people over 35 years old have more conservative information processing methods,
and their travel behaviors are more influenced by health, family and other factors. At the same
time, the inclusion of samples with a large age span may lead to excessive data heterogeneity,
which affects the stability and explanatory power of regression analysis.

3) Samples and Sampling Method

In order to study the effects of TV media exposure on the cognitive process and perceived
appeal of tourist destinations, we will adopt a structured sampling method to ensure the
reliability of the data. The target sample for this study included individuals aged 18-35 years
in China, estimated to be about 266 million. To determine a representative sample size from
this large population, Taro Yamane’s formula was used with a 5% margin of error and a 95%
confidence level. In the end, the study required a sample size of 400 participants.

4) Data Analysis

This study utilized a quantitative data collection approach to investigate how exposure to
Chinese television media influenced viewers’ cognitive processing and perceptions of tourist
destinations. The data collection tool was a structured questionnaire, which was designed to
capture various dimensions of the research questions and objectives.

Then, the person correlation coefficient is used to show that there is a significant positive
correlation between TV media exposure and audience cognitive processing. It can also show
that there is a significant positive correlation between TV media exposure and the perceived
appeal of tourist destinations.

Regression analysis is used to show that TV media exposure has a positive predictive effect
on the audience’s cognitive processing, that is, the higher the TV media exposure, the better
the audience’s cognitive processing. The TV media exposure also has a positive predictive effect
on the perceived appeal of tourist destinations, that is, the higher the TV media exposure, the
stronger the perceived appeal of tourist destinations.

Finally, the hypotheses are tested, and these results jointly establish the significant impact
of TV media exposure on cognitive processing and perceived appeal, as well as the interre-
lationship between them, emphasizing the key role of TV media in shaping the audience’s

perception and decision-making of tourist destinations.
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1) Demographic Information

Men accounted for 51.75 percent of the respondents. In terms of age, participants aged
18-25 made up the majority at 38.25%. This provides a sample group of young people with
travel experience, who are usually the main force of travel and media consumption (Cohen &
Kaim, 2017), and their high frequency TV viewing habits provide an ideal analytical framework
for the study. The larger number of respondents in the 18-25 age group is also because they
are more willing to participate in online questionnaires, respond faster, and are more familiar
with electronic media. In terms of educational attainment, the majority of participants chose
other options, at 52.25%. In terms of travel experience, 67.25% of the participants had travel
experience in China in the past year. At the same time, TV series became the most frequently
watched TV program by participants, accounting for 72.75%

2) Television Media Exposure, Cognitive Process and Perceived Appeal
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As can be seen from the above table, the average agreement level of the sample group
on the frequency and attitude of TV media use is 3.07, and the standard deviation is 1.02. The
average identification level and standard deviation of the impact of TV media exposure on
the tourist destination cognitive process are 3.02 and 0.99. The average identification level and
standard deviation of the impact of TV media exposure on the audience’s perceived appeal
are 3.02 and 0.99. According to framing theory (Entman, 1993), the media can influence the
audience’s cognitive framing by selectively highlighting or downplaying certain information.
This study shows that through visual and emotional resonance, TV programs can effectively
shape the audience’s cognitive processing and emotional identification of the destination, and
enhance the audience’s emotional participation.

1) Hypothesis Testing Results

H1: Exposure to Chinese television media significantly influences how viewers process in-
formation about tourist destinations.

The results strongly support this hypothesis. The Pearson correlation coefficient between TV media
exposure and cognitive processing is 0.905 (p < 0.01), indicating a significant positive relationship. Regres-

sion analysis further confirms this effect, with an R? value of 0.819, demonstrating a strong model fit.
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The F value of 1802.47 (p < 0.001) reinforces the significance of the regression model. Additionally,
collinearity statistics, including tolerance value and VIF of 1, confirm the absence of multicol-
linearity issues. The regression equation Y = 0.844X + 0.420 shows that greater exposure to TV
media enhances cognitive engagement, improving information processing and comprehension
of tourist destinations. Thus, H1 is accepted. This also indicates that television media enhances
the audience’s cognitive processing ability through continuous visual and emotional guidance
(Tversky & Kahneman, 1974), which enables them to understand the relevant information of
the tourist destination more deeply.

H2: There is a significant relationship between Chinese television media exposure and viewers’
perceptions of the appeal of tourist destinations.

This hypothesis is also supported by the findings. The Pearson correlation coefficient
between TV media exposure and perceived appeal of tourist destinations is 0.883 (p < 0.01),
indicating a strong positive correlation. Regression analysis confirms the relationship, with an
R2 value of 0.780, demonstrating a solid model fit. The significance of the regression model
is further validated by an F value of 1407.933 (p < 0.001). Collinearity statistics, including
a tolerance value and VIF of 1, indicate no collinearity issues. The regression equation Y =
0.835X + 0.450 highlights that higher TV media exposure enhances the perceived appeal of
tourist destinations. These results provide clear evidence of the positive impact of TV media
exposure on shaping viewers’ perceptions. Thus, H2 is accepted. This result is consistent with
the formulation of emotional connection theory, suggesting that television programs enhance
the attractiveness of destinations through cultural identification and emotional resonance,
especially among young people.

H3: Chinese television media exposure significantly influences the connection between cog-
nitive processing and the perceived appeal of tourist destinations.

The results confirm that TV media exposure plays a crucial role in linking cognitive process-
ing with the perceived appeal of tourist destinations. Higher exposure fosters deeper cognitive
engagement, leading to improved information processing, memory retention, and knowledge
acquisition. Additionally, TV media exposure strengthens emotional and aesthetic perceptions,
enhancing destination appeal through cultural identity and emotional resonance. The strong
correlations and significant regression outcomes provide substantial support for this relation-
ship. Thus, H3 is accepted. Television media exposure helps viewers process information by
promoting deeper cognitive engagement. This process is related to the theory of emotional
transmission (Sternberg, 1986), that is, television media enhances the audience’s attraction to

tourist destinations through higher frequency of emotional resonance and aesthetic perception.
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Discussion

With the development of digital media in recent years, although TV media is faced with
the challenge of reducing the number of fixed users, it still has unique advantages in covering
a wide population and providing in-depth narrative content. Television media also, due to
its high exposure to repeated broadcasts, can establish a mental framework that affects how
viewers process new information (Atkin, 2010). The more often viewers watch travel shows or
advertisements, the more positive their perception of the destination will be. At the same time,
different people will have different cognitive understanding through TV media. Demographic
characteristics such as age, interest and travel experience regulate the influence of TV media
content on cognition. This study verifies that TV media can not only stimulate the audience’s
interest in the destination in the short term, but also form a lasting good impression on the
audience through long-term repeated exposure.

High-quality programs can not only attract the audience’s attention, but also strengthen
the memory of the tourist destination through deep cognitive processing. Television media
attract the audience’s attention through bright pictures, dynamic scenes and emotional nar-
ration, so that the audience gives priority to the information related to the tourist destination
in the information input stage (Zillmann, 2000). At the same time, TV media has narrowed the
emotional distance between the audience and the destination by shaping emotional reso-
nance. Perception is a direct response to features of the environment, and media enhance this
response through a rich and authentic sense of image (Gibson, 1966). By repeatedly displaying
a certain feature of the tourist destination, the TV media shapes the brand image of the tourist
destination in the eyes of the audience (Entman, 1993).

For a long time, television media has been regarded as the key medium to shape the
audience’s concept and influence the audience’s behavior. In existing research, however, few
studies distinguish between cognitive processes and specific mechanisms of perceived attrac-
tion. This study not only verifies the different effects of media exposure on the two, but also
reveals that TV, as a traditional media, still has a unique communication effect in the digital
age. For the media industry, this study has certain research value. In the future development,
TV media can further design differentiated content according to the interest and cultural back-
ground of the target audience, which can promote the long-term and stable development of

tourist destinations.

Suggestions
1) Suggestion from this Study
1.1) In view of the loss of regular viewers in recent years, TV media can design di-
versified program content according to the age, gender and interest differences of viewers.
This differentiation strategy can more effectively attract the attention of different groups and

increase the durability of the development of television media.
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1.2) Although television still has unique advantages, digital media has gained momen-
tum in recent years, and combining digital platforms can help expand the effectiveness of the
promotion of tourist destinations.

1.3) In recent years, many cities in China have become hot spots for tourism. Con-
stant media exposure contributes to the permanence of a tourist destination’s image. It is
recommended that the tourism sector work with the television media to develop a long-term
publicity plan to clarify the publicity tasks and objectives of different cycles, so as to strengthen
the brand impression.

1.4) Improve the production quality of TV programs, focusing on narrative structure
and picture expressiveness. Showcase the unique charm of the destination through high-quality
visual and aural elements and engaging story content

2) Suggestion for Further Study

2.1) According to the characteristics of tourist destinations and audience needs in
recent years, more attractive TV media content is designed, the structure of TV programs is
optimized, and the audience’s immersive experience is increased by using high-quality visual
presentation.

2.2) Use celebrity effect and brand linkage to enhance the awareness and attractiveness
of the destination, through their influence to attract more audiences. In addition, cooperation
with popular brands or movies, film and television works can further expand the influence of
the tourist destination.

2.3) In the process of development, the concept of sustainable development of the
tourist destination is promoted through television media, supporting the development of local
communities. This will not only attract tourists who care about environmental protection and
social values but also enhance the brand image of the destination and promote the long-term
development of the tourism destination.

2.4) Relevant tourism management departments and media organizations cooperate
to optimize communication strategies through data analysis, using audience viewing data and

tourist behavior data to evaluate the actual effects of TV media exposure.
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Abstract

The study sought to investigate the extent of media exposure to election-related infor-
mation, the determinants of voter turnout, and the levels of political participation among
members of Generation Z in Northeastern Thailand. Employing a quantitative research
methodology, the data was collected through structured surveys administered to a repre-
sentative sample of 400 Generation Z individuals (aged 18-26) across all 20 provinces of the
Northeastern region. The findings indicated that Generation Z respondents predominantly
consume election-related information through digital media platforms, including websites,
Facebook, Twitter, Instagram, YouTube, TikTok, and LINE groups, with a mean score (X) of
4.69. The most significant factors influencing voter turnout within this demographic were
the candidates’ qualifications and the expectation that their preferred candidate would se-

cure victory, both of which were rated at the highest level, with a mean score (X) of 4.76.



Nsasiwmeaansusiad U0 29 atuf 3 (fueneu - Swial 2568)

Regarding political participation, the study revealed that Generation Z actively engages in voting
at multiple levels, including national elections (Members of Parliament) and local elections
(Subdistrict and Provincial Administrative Organizations), with a mean score (X) of 4.53, which
reflects a substantial degree of electoral engagement.

Keywords: Media exposure, voter behavior, Generation Z, political participation, Northeastern
Thailand
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Abstract

This research aims to investigate the comparison between demographic characteristics
and digital marketing communication for promoting Thai OTOP products in Vietnam, analyze
the relationship between digital marketing and digital marketing communication strategies for
promoting Thai OTOP products in Vietnam, and propose a model of digital marketing com-
munication strategies for promoting Thai OTOP products in Vietnam. This study employed a
mixed-methods research design, combining quantitative research with a sample of 400 Viet-
namese consumers using questionnaires as a data collection tool, analyzed through descrip-
tive statistics, t-test, one-way ANOVA, and correlation analysis, alongside qualitative research
through in-depth interviews with 20 key informants comprising communication arts experts,
OTOP entrepreneurs, Thai-Vietnam trade specialists, and Vietnamese consumers. The findings
revealed that different genders had significantly different digital marketing communication
strategies at the statistical level of .05, whereas age, occupation, education, and income did
not result in significant differences in digital marketing communication strategies. Furthermore,
all aspects of digital marketing, including websites, social media, search engine optimization,
content marketing, and email marketing, demonstrated positive correlations with digital mar-
keting communication strategies for promoting Thai OTOP products in Vietnam, with email
marketing showing the highest correlation. The appropriate digital marketing communication
strategy model comprises integrated digital media usage, valuable content creation, storytelling
to communicate product identity and unique selling points, understanding and responding
to target audience needs, and fostering customer engagement. The research findings provide
valuable insights for OTOP entrepreneurs and government agencies in planning strategies and
formulating policies to effectively promote Thai OTOP product exports to the Vietnamese
market through digital channels.
Keywords: Digital Marketing Communication, Thai OTOP, Socialist Republic of Vietnam, Digital

Media Usage Behavior
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Nent wazilunisaiaendnuaimeiausssuriudufuazuinishuguuuusng 9 (Timtong & Lalaeng,
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Abstract

This research on “Fashion Communication Strategies of International Fashion Magazines
in the Digital Era: A Case Study of L’Officiel Thailand” aimed to 1) Study the presentation
content strategies and 2) study the marketing communication strategies of international fash-
ion magazines. The study employed qualitative research methods through the analysis of 12
issues of L’Officiel Thailand in 2024 and in-depth interviews with fashion industry experts.

The findings revealed five key content presentation strategies: 1) Storytelling Strategy,
emphasizing unique language use and in-depth analysis; 2) Cultural and Social Dimension
Strategy, connecting fashion with social contexts and art; 3) Temporal Presentation Strategy,
aligning with the fashion calendar and consumer behavior; 4) Collaboration Strategy with
key fashion industry stakeholders; and 5) Digital Adaptation Strategy, adapting content to
various digital platforms. Regarding marketing communication strategies, four main strate-
gies were identified: 1) Advertising Client Relationship Strategy, elevating relationships to
strategic business partnerships; 2) Advertising Space Management Strategy, efficiently allo-
cating advertising spaces; 3) Digital Revenue Generation Strategy, employing hybrid business
models; and 4) Long-term Client Retention Strategy. This research highlights an effective
model of integrated fashion communication strategies in the digital era, particularly the
fusion between cultural content value and digital technology, which can be applied to me-
dia businesses and fashion industries to sustainably address challenges in the digital age.
Keywords: Fashion Communication, Fashion Magazines, Digital Marketing, Communication
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Abstract

This study aims to 1) examine media exposure to Thai artist concerts among Gen Y con-
sumers, 2) investigate Gen Y consumers’ attitudes toward Thai artist concerts, 3) analyze the
concert attendance behavior of Gen Y consumers, 4) explore the differences in media exposure
to Thai artist concerts based on the demographic characteristics of Gen Y consumers, 5) ex-
amine the relationship between media exposure to Thai artist concerts and Gen Y consumers’
attitudes toward these concerts, 6) study the relationship between media exposure to Thai
artist concerts and concert attendance behavior among Gen Y consumers, and 7) investigate
the relationship between attitudes toward Thai artist concerts and concert attendance behavior
among Gen Y consumers. This research is quantitative in nature, using an online questionnaire
as a tool for data collection. The researcher distributed the online survey through Facebook to
400 individuals with experience attending Thai artist concerts. The participants were grouped
into four categories: 1) Concerts in Thailand, 2) Concert Lovers, 3) Find Friends for a Concert, and
4) Concerts/Live Performances/Theater. Descriptive statistics, including percentage, mean, and
standard deviation, were used for data analysis. Hypothesis testing was conducted using inferential
statistical methods, including t-tests and One-Way ANOVA, to examine the differences in mean
scores among the sample groups. Pearson’s Correlation Coefficient analysis was also applied.

The findings reveal that 1) Demographic characteristics of Gen Y consumers, such as
age, occupation, income, and marital status, influence their media exposure to Thai art-
ist concerts. 2) Media exposure to Thai artist concerts on platforms such as Instagram,
Facebook, TikTok, and YouTube is related to Gen Y consumers’ attitudes toward these
concerts. 3) Media exposure to Thai artist concerts is correlated with concert attendance
behavior. And 4) Gen Y consumers’ attitudes toward Thai artist concerts are significant-
ly related to their concert attendance behavior. at a statistical significance level of 0.05

Keywords: Media Exposure, Attitude, Thai Artist Concert, Generation Y
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1.3) o uunauendn ansidewuin odwsnstuiinginssunsidaiudenreuwdsnAalulned
uansneiu egiitoddynisadiffiszdu 0.05 Taedien Sig isgdu 0.00 FudulumuanuRgiunside

1.4) odwunmuseld wan1sidenudn neldmetuiinginssunsiafudenoudindatiulned
uangnaify egnaiiifudndymaadaiissdu 0.05 Taedien Sig sz 0.019 Fudulumuaungiunside

1.5) Weduunauaniunmm wansidenuin aomunwsnsfuiinginssunisidasudenauasn
Aalulnefiunndnety egedifeddnmneadafisedu 0.05 Tnedan Sig fisedu 0.002 Faduluau
AUNRFIUNITITY

auuﬁgmﬁ 2 madasuonsuidsadadulve 1dunde X, Instagram, Facebook, TikTok @y
YouTube fianuduiusiuirundfiiienewdsndatiulnevesiuslnn Gen Y nans3demuin mside
SudenoudsnAatuleununanesusing 4 fanuduius@nduimediifinersudsnfatiulng
YoaRuslaa Gen Y agnailtfudfymsadiisziu 0.05 Tneflidudssandanduius () wihiu 0.506
Wuerudiuslusgduuunan Jadulunmuaumdigiunside

ﬂuu'ﬁgﬁuﬁ 3 madasudonsudsadadulne Taunde X, Instagram, Facebook, TikTok ua
YouTube fnnuduiusiunginssunissuneudsadalulvevesuslan Gen Y nan153denuin
nsafudersudsnAatiulneuuunanledusing o farudniusiBauntunginssunisvuneudsn
fatulnevesifuslaa Gen Y oghailifudfaymsaifissiu 0.05 Tneflendulssansanduriug () winf
0.159 umnuduiudlussdusiun Jadulunuauufgniside

AnNRAgINT 4 rundfiTldedonoudsnAatulne fmuduiudiunginssunsvureudsndaly

a

Inevewuslna Gen Y HamM3idenudn Vimupdnsedensudsnfatulng danuduiusizauindy

neAnssuN1srNARUAsAfatulnevesuilan Gen Y egndiduddynisaifinsedu 0.05 lnefla

=

duuseAvizamduiug () wiiu 0.173 Wuanuduiusluszauniun Jaluluauaunfgiunsise
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ANNAZINT 1 AnwazmeUsznnsvesuilag Gen Yl tie 01 97w 518l uazanuw
funnsedy aziinisdinsudensudsndatiulneiunnsaiu

1.1 dnwazvnalsznnsveadfinaudmine mnsansidenuin welildduadenisiaiude
roudsaatulne Tndhiflenuunnsnalddynisedanisesu 05 Feliidulumuausigine’
Taonqusnegsiivuveunsudsndatiulne fuuliudasudeyareudsnlnelnglidiadane dade
ddy e woFnssunisuslandelugaddviaiiviiliuslanausadnfenoudsnliie uazasaaniin
wnannesuesulatl Ingligndrdnmemeviededninniediny wardenndesiunuideves yauise
guns (2562) Anui walalitadedifinadensidasudeluunassamduionty

1.2 dnwagnsUsznnsvesginmudiuey mnnanisidenuin ngudiegsiiieny 27-35 U 4
nmsdafudensudndatulnesnnninguey 36-44 U egnailduddgmeadafissiu 05 Fanns
Wasvdeunniaiuaansoesungldanauailafiunnsisiunutaey Tnongu 27-35 Uil
mnunsziededugs uavaulaluwsuidamsssudey mfaladudeyaandeddva uazunanwosy
ooulatl Fudutesmnmdnlunsiuslunneudsnfatulne vonanil ndueny 27-35 9 Silvinnu
dfnfuszaunsaltuiis wazfanssumsdeny Wy madhsuaewddn luvnsiingueny 36-44 1
fnspathiintu Ssdmalfeuadlalufanssniudisonas aeandosfuuuAnues Kotler (1997)
finanin woAnssunissloadeldiudvsnantladousranimans lnslamzenyiiinasonisiia
fude wazaenndesfunuideves auwe At (2561) Awudn ngueny 25-35 U fuwdlifilunns
Aamunasiieduneudsnunnninguiitionguinndi 36

1.3 Anuugn1aUIEINTVRIRAAMINAUDITN INHANITITNUT nauFegRToTwniinay
wonwu fimsdindudeneudsndatiilnesnnninguedndy o egrsiifoddymeaiaiszdu 05 3
wansliiiiudn winouensuinisidnivdensuadndatiulneuiniian nsusnssiulunginssu
miLTJ@%’U%'@mmﬁ%mwdwﬂfjmm%wmaﬁﬁmmma’%maiﬁmﬂé’ﬂww%ﬁm wazlafldlndvotusiaz
917 Taewiinauenyy Shilmsinuidilusmemiusduiasaueden vilinnrdanudesnis
ymanutuiiaiienisunas Wy nsgrewdin vieAamuAaliuiitusey

uennil AnwazauveswinLENTY flnradaveuinnnindrsenis viedivesfianis de
Tnwiansadaassnauassulsyana Wedhswfenssududidldaznnnit Jsaonadesiy
nguinsliuslemivagaufienela (Uses and Gratifications Theory) 484 McQuail (2010) 7inan?
1 fuslaadentasudeiiionouaussanusionislusnusing o wu mnuduiisaznisindey ua
aonAdaafunuisoves 3sins 21edd3na (2562) Anudn ngundhauensu fdasnsidniudoiien
fumeudsnathilneganinnguendndu 1 uazavvioulifiuddvinaveserIndenginssunislniy
dotuislunguwiinauenyuenyy

1.4 dnwairmaszrnsvesAnmususeld anaanisidenuin ngusedisiifisels 30,000 -
50,000 U nsdin3udereuaindatulneinnninguiiisglédu  egredilvddymaadanisee
05 Fauansliiuin smié’ﬁma@iawqamimmiL'TJm%“U?iaﬂauL?ﬁm Iﬂaﬂfcjmﬁﬁiwiﬁ 30,000 — 50,000
v findunguievhauiifimutuasmamsiu uasanansadaasseulssana iefanssudumunms
Ifnnninguitisneldsing



Nsasiwmeaansusiad U0 29 atuf 3 (fueneu - Swial 2568)

uennil nquilinedvegludsauidiosfiniadhdshonsausig q wu rewdAinaznin uandudi
sfisvadlaflalod nadrswRanssumdntl Sehesauaiennudiniusmedeny agdlsfinu ngud
fseldaendt 50,000 v oraliauadlafnssufiRedesiunsamu vieladaladugnaaniy
slinsdinsudonoudsnanas aenndesiuuunfnues Maslow (1943) Aerfuddutumiudoms
finamlsnisuanseandsianu uazanudesnsnisseuiuludinm uazaenadosiuauiseves 1

o

gudsgy (2563) Mnuinnguitdisgld 30,000 - 50,000 v duwslduiladudensudsnuinningui

q

fieldamsening

D

1.5 AnunryaUssInsvesAnnusnuanIunIn nRansIdenui nguiegnaidaniuam
Tan fimsidnsudensuidsndatulnennnninguiudsnuuasnguiliunhe vieusnmaeetneie
dfyynaadiTisesu .05 ImsLLamﬂﬁLﬁuﬁﬂmmLLmﬂm"miu‘wqaniium‘sﬁlm%’u?ﬂlaﬂau@%mmmmumw
Taonguitdilan fnnudasslunmislinaning wazannsadnauladhsufonssududisldmumiuagenn
Yoenuled Wy Marsiurewdsn Seuenanazneuaussanutiuis Sudulemalunisairaniet e
madansnaznugiioulnl

Tnemslddedava wu Tnduafifeussunanlesuseulatiing 9 Sselinguil anunsofinnw
Fmanivtuianssuiaulaldaranuaz sy aenndesiuuuiAnves Erikson (1959) WAeafunis
fimumsdndamilutasiegluajneusiu (early adulthood) Suduteifuualiiesdilanunnninie
u 9 A yanaludied dnjatunisadeenuduius wassndnualvssaues vhlsimnani
wnlthaslaiuianssufitieduiunudomnisiudieuuarensual Wy aouddn wazaonados
fusiAdeues Wudund Tamna (2562) fimuin yaralaniunliilunisuslaadetuiiannningi
uinuud esnmninidastlunisuimsnanuasalidevesauies

anNAgIun 2 Mmslinsudensudindatiulng fanuduiusivvirunafilidensudindatiulne
vo3juslnn Gen Y 1nsanifenuin mslindudenoudsndatulnedammdniuiBainiuimruad
ﬁﬁaiamam%%mﬁaﬂﬂm‘umQU%T,m Gen Y aghsfitfuddayneadnisesu 05 fanduussavanduiug
(n) Wiy 0.506 wanafannudiiuslussduuiunans lnewleguilnalniudensuldsn finseiuainy

v
a A

aulavowuantu azdwmalviiauadiity uardaudimiuinsersuaiifideonoudinwosAatiui
R

namsifeilagviouliiiuin nmadasudedinssiuarwaula asnsonssfuitmuediiuanuazadng
Anugnitunsensusifudathildegneiisyaniam damalndudeneudsniinseiueuanlatoe
nsyfumsUsznanateyalusziuan lasyanaiiavlaluFedeinosidumenisitdhilauuuguinans
(Central Route) Bavneru1 wanawazUspidiudeyaossasBenidau vinliimuedfiAndusiaom
sunsuaziAsuutaslionn aonndesiuuuifnues Atkin (1973) ind1n91 giiidadudeyainansunn
wdanuuazmnudnlafiituieatuanmuandouseus warannsausuilmdtunaudsuuas
Iindn il nMsWiafudeiAstesiuAatuiguilaatureuriutesising q aansaaiernuidn
ynuM199133al (Emotional Attachment) wagnszduirundiiaronsudsndatulneld Gsaenndos
FUUATEYes Chen & Haley (2010) finudn msiliasudefiiisatudaliunsenuds dnansznuse
frunALazngAnssumsinaulavesiuilae uasrefiuenuidenlossyvisduilaaduionssutuis
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annAgud 3 nadnsudensudindatiulng slenudiusiunginssunsvuneudsndatiu
Ingvesifuslan Gen Y 9nsamsidonuin msidasudensudsndatilvg danuduiudideuin
fungAnssumsvureudsndatulnevesiuilan Gen v etnsiliuddnmsadiffiszsu 05 Tneilen
duusyavBanduius () Wity 0.159 Fuanstenrmdiiudlussduimnn wandiifiuidoduilna
Unfudeneudsniinsaiuanuanlannty svdmalinginssunsvunewdsaiutumuluge Tne
msdnsudiotionseiunnuaulalufianssunoudsn uasduusmdnduliuslnatidrusulufanssy
wenilinnay

Taonslinsudeiinssivanuaulatisairenisiusiarenanssy wazdwmasensinauladinguy
Aanssudng 9 Wy mMsvueeudsn Tnenslinsudeinssiunrmaladusinseduirdylunisasy
aamgAnssunsfidnsalufanssusng  Ssaenadosiunguimsliussleniwazeufionel (Uses
and Gratifications Theory: UGT) 984 Katz et al. (1973) fina1a1 %TﬁiﬂﬂLTJW%’U%@Lﬁaiﬁlﬁﬂiziﬂﬂlﬂ
fifosnns wu mutuiia viedeyaiifetosiummualadiudh Fsnsliasudeiinssiuanuale
Fanszdumsiianelalugfuilng azdwmarengnssunisuilaalufanssusing 4 TnslamzAanssuiingn
wilinudney Wy Msdsunewdinvesdaliulng Lasdonadeiuiuideved Jang & Lee (2014)
finuin mavslnadetuiisinssiuauaulaannsansefumsiinsanfanssudufisng q uaztiods
ieunsidonlosadny Tasiamzlunguduilnafifienuaulanmzdiu

o msiWafudeiinsatunnuaulevilvguslag Gen Y funlifufivsisimfonssunoudsnuas
Aanssutiudiedu 4 neflenuiionels wazenuaulalunmsidenssumeaniegreemu msuslnade
faenndosiumuails avairennuynuyensusl uaziaduaisnuduiusnsdnuilianuns
Antuanmauilnedeiilinsatueuaulavesiuilan

ANNRFINT 4 irundfiTldedonouEsnAatulne Tmuduiudfunginssunsvureudsndatiy
nevesfuilna Gen Y Mnuan1ifowuin visuadfisidedenswdsndatiulne feuduiusideuan
fumginssunsvarewdindatiulnevesifuilan Gen Y ogaflduddymsainsedu 05 Tneil

#UUSEANTANFUNUS (1) WINAU 0.173 FIARIDaANUFUNUSIUSEAUALIN WATIALTBUDIDNTNS

7

o

upfansnsadivenginssunsdrsifenssuvesiiuslne uandiiiiudn edimundiuazidu
wnsedersudinfatulne fuwliiiivznsydulifuilnadrsumureudsnnntu masvinuediia
anunsansefumstiarusulufonssusing q wu msdhsiuunewdsn Ssaenndesiunquiviruaiuas
wefingsal (Attitude-Behavior Theory) U84 Fishbein & Ajzen (1975) fina1nin Virupiifanunsodsa
songAnssuvesyana mnguilnafivimunAniuan wasiiugueiludsinnuislan Wy deneuidsn
fiauealiufitureu wanwaziiuunliufiaziihmRenssuiiieites uazasandesiuaitoves
Hernandez et al. (2018) wuin firuadiiAsedetiuiis wu Aewdindatuiildisunnuden aunsods
warieMsIinsmAINTIY warnsnsimgnssuiiieadesldesaiiduddy Tnsanzlunguiuilan
fflnnadureuluismstuiis msnguslaadvimuadfiduaziiiunailufenssuduiie axvildmnn
funltiufigdnsanfanssusn 9 wastureudsnegiereiios

fatiu maauadairuaiiiflufuslon Juduetesteddylunsnssungingsunsulon wasnisd
dsalufanssutiufiang q lifisauinissunewdss uidsufnindenuslnadetiufiadu q fivanan
Fuvou uasimundniatnaluszezenrenginssunsinauls uasnsidenfanssufinsetuauaulavesiuslan
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NnNaMTITeReIiy “mslinfude vimuad uazwgAnssunsvurewdsndatiulnevesuilan
Gen Y {ifeiidoiauouus il

1) MnuanFIdeiEesdnvazmeUszang wuin fuslanngy Gen Y dhsiunoudsadiaumain
vaneMeiUDY A waze1dn agndlsfinu nguvdn Ae nguiuiumeulmefiviovinnuneudu 3
Hunguitinginssuuilnaderinuveswnseeulatifundn i Hinneuldsnasusunagnnisdeans

nensranlinssivanyarveingutvung wu madenldunasvesulydeaiivie ingudmuneld

NUUY WU TikTok, Instagram wag Twitter LﬁaL%ﬁﬁﬂfcjm:iszm‘[,uﬁﬂwmzLa‘wmmzam (targeted reach)
waznseulilAnnTsildiusiy (engagement) 1nBeTy

2) Mnansitedensidaiuiefertureudsaialulng wui nsdndudedianuduius
ﬁuﬁaﬁm@aLLaswqaﬂiime’Uﬁm Tnstamzidleduilnaldsudeinssiuauaulavesmy
wdwmaliAnauaRna uaznginssumadihuiifiuiu fudu fineoudinaadenliunanviosufi
Gen Y {Wnsuiutsed gy Instagram, YouTube wag Facebook wiawviainudonliegluguuuy
Fuaifouazdnisine Wy AaudRleau (short-form video), mslaan3u (live streaming) welalas
Jemdnunewdsn ewasuuszaunsaiidndddutdsldladnsnase wagnseRuaLaulaamt

3) RnnansideiesiruaRiitineneudsadalulne wud ﬁﬂuﬂaﬁamaaﬁﬁimﬁﬁw%wa@ia
qumimmilﬁmmmmaim Tngiamglunguiituveudatiulne warilenudesiuluannmuesfatiu

o

fatiu nsdeansiiunisdaalunmdnuaives@atiu wu nsuandiiiufeanuaninsn Ussaunisel
i wazusssmaiidanaewddnluein szdiiaiuaiainuafideuanvesfuilnaldesied
UsxABn uena It mameunsdh viemuenannguuaie madBurlgiouises wiediiieides
Tunguihmsneuninewdsn Adudnituildumsaiunundesiy warussgslalunisdhiy

4) mﬂmamﬁi’faL%“aqwqaniiﬂums‘umawfﬁm WU NYRANTIUNTDITINABULATHAIN IO
euldrihunadasudouasiauaiiin Snitangu Gen Y Selfmuddfutszaumsalfildsuana
fau finneudsnasimuiuumdel 9 Weiuarufidusamess itz dunsinianss
NOUNIDNAIADULEIA 11U N1T Meet & greet AUARTY, NILANTBITisTANTiLAY 115R9N5TY interactive
meluau %ammiaLﬁmmﬁﬂwisaumsajmm’m'm uazduasuAINISNANA (loyalty) Aefatu

veuuTUAYRIInAeuLdTnlusTELeT)

dairuanuzdmiunuidansanalil

1) yATeedainly enafnufatiademedinuuas Taussaiitnadenisinduladnsmneuwase
oy 1wy madeslesszvisusunduazanuveuduyana ileadunagnsiineuaussadosnis
voanguidhmneldF

2) yidendednly annsadnvuuamensldineluladivl 9 WU VR, AR %#39n156891008R
AoudsnrinuaniuileiifussansnmiteiaiuainsUssaunisalin uazitevenegiuguaiiliannsa
sauaule

3) siAfeadeinly enaieufisusswinneudinvesiatulneuasinssama luudvesnsld
dolumsluslumnsdnanu msfidusuvesion uaskansznumaAsugia eFeudisnisiamnsa
anszauAawdsnlulszmalnelifiunnsgiussavaina
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91g 21-30 U iwend LLasﬁmﬁnwﬂmzﬁuﬂ%mmﬁ NNNITVNAABUANAFIUNUIN Hadeiidamasie
mnhdeiovesith un anudeivy (Expertise) mmmhmﬂa (Trustworthiness) kazA13
U1749Ala (Attractiveness) Vo453 wenani ﬂ’ﬂﬂm’lL‘UémE]?JENTJ’J&JWM@J?DJWHGL‘NUQF]ﬂUﬂmmsUEN
A3IAUA (Brand Equity) Tufuns33nns ausi (Brand Awareness) matifesilesfiunsdudn (Brand
Association) @mmwﬁgn%’uf (Perceived Quality) wazanusndnens1dud (Brand Loyalty) Bslunin
i AuuFtesnaAuAddBvsnararuilate (Purchase Intention) vesfuslnnegediduddry na
Mol aunsalfidunnmedmiuissnoumsiuenslumsdendiifimuzantungutmne
Weriumnutndede uasiaiuainuAivemMAnd Tudihnanagninisnaindidiuszansnm
wagasaulmuseulunsudsiulugaamnssy
Fddty: anuhidedle, Tieeulet, Auenanaudn, anudilate, wymnen

Abstract

This study aims to examine the factors influencing the credibility of Mala Shabu res-
taurant reviews on social media by PEACH EAT LAEK and their impact on brand equity
and consumers’ purchase intentions. The research employed a quantitative approach,

collecting data through online questionnaires from 400 social media users in Thailand.
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The results indicate that the majority of respondents were female, over half of the sample
group, aged 21-30 years old, and held a bachelor’s degree. Hypothesis testing revealed that
factors influencing review credibility included the expertise, trustworthiness, and attractiveness
of the reviewer. Additionally, review credibility showed a positive correlation with brand equity,
specifically in terms of brand awareness, brand association, perceived quality, and brand loyalty.
Moreover, brand equity significantly influenced purchase intention among consumers. These
findings provide practical insights for restaurant businesses in selecting suitable reviewers for their
target audiences to enhance review credibility and strengthen brand equity. The study also offers
guidance for designing effective marketing strategies to gain competitive advantages in the industry.

Keywords: Credibility, Online Reviews, Brand Equity, Purchase Intention, Mala Shabu
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wanslifiuinaulnessiumadn viedsiidesdilined ewuruuszaunisallvi 4 vulanesulay
warludi mﬁ%mmdwaiﬂﬁ“‘umwim@umaiﬁmﬁﬁumﬁm Top 5 nangilufanssueendn ivaeeany
wuazfusiutaanarilfduednsiluged (nsightera, 2568)

Mnaruinntieavalulad uazauisuvesnslivudedsausoulatifingn dmalide
dsaueeulatdidundutesmmén Aldlunsdeassznimsdumludafuilaanguidmne ua
Lﬁmmil,ﬂé"auuﬂaagﬂLLUUm'ﬂmwm?ﬁaL“T‘.’JuLﬂ%@dﬁaﬁ’lﬁ’mﬂaamiéamimimam wazdlunumeen
mn‘[,umsﬁ’]Lﬁuﬁﬁﬁﬂﬁﬂisawwmé’u%a (JobsDB, 2014) Tnefumswasunlasnderiviede
wai (Traditional Media) Judelml visedonanaadelval (New Digital Media: NDM) Tnedidewin
grltifuvesmdawanliiuguilaanenuiu aunsadhdeuilanluiniie uidunsdoasms
{fie2 (One-way Communication) 877 nsvien] wilsdofant vy warlineans vueiidelmiduns
Aoasuuuasans (Two-way Communication) idunisdsans M’%@Lﬁamﬁa&ﬂugmwuﬁ%ﬁa
Weweunsiuszuudumesidnuagldnwiugunsadidnnsednd onii Suwa vden Fuled 3o
dedpuoeulal mas WenweusLULaRILTs Aeusiaaia WHudu (Louwn qunalatios, 2559)
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Taefidesne q fanan Qﬂﬁﬁm“[,%’lﬂw,ﬂ%‘aqﬁaﬂizna‘umiﬁwLﬁuqiﬁa Fahuwneddeyusznisnils
A nsveduAvseusnsliwinguiuslaadmine Tnenduguilaaagyinisaumdeya uaesiusiu
Foyasing q vemAuf 01ii AuANTR AuAmBsEuAUALUINS AmnuARiutesgnAtAudY 9 7
froAuduaznisuinistu awhlifuslaanduidmnedienuieud-lansidud (Brand) uag
Audvoansaudiduedied fauihilalunistedud Aaidumssuinuaivesnsaud (Brand

Equity) uagiinanuiediuludeyaniui mnuuiwindulauazidendseduan (Aaker, 1996) viail

m‘uﬂm’mmmmamamauamnﬂamuﬂmmaﬂu ezNLﬂumﬂamﬂsvaumimmﬁ‘uaummammi
thu denadosfukansAnYIves The Nielsen Company (2009) finud1 msmanauuuvenseilu
wnafletaenssduliguslnaiansdadulatoduduazuinsldaeian dauilandesas 70 Eon
dedemmAniiulésuaindesoula Tnefuilanaliruddyiununiiuesihniudn
uvAnnsafAudn (Product Review) wiensusuidiu suilluanudndiuiadsinuasdsauiildefud
viiouTonuesgnnneunth gnitlagtiuvioyanaiionadugndilusuian dayararhluausnaiig
HOUNS LazinEeruaniavitoauAndiuiiu q AR unedumesiin (Hennig-Thurau, Gwinner,
Walsh & Gremler, 2004) et dnnsmaavsegusznaunsdilug IuhnseaiadigiBnisasie

nsvensiesudessulall Inglvigvsednina (Influencer) W3agivoidesannianisene 9 naaedly

AudnvemTAud uarih (Review) Audiu 1 WunsdsioUszaumsnl kuiuled gyu viede
denuooular] elifuslanddnidede inmssuiauAmveInsdum uaziAnmiusioansaudwie
vimsthy thlugnmsdnaulatiodufuasuins uasianisuendelundguiiuiing $53nd nesfnf, 2555)

msnanasuBunigleuwesEuldsumnuion esnnnsliyenaiifiteidesdesddfumugs uazung
adsgnuesindulavanilsiindede Wewssuidieutuauily ignuesifenudnduiinsduasen
Fodurgiouwefilisidufondulildsieddedos uddugiifmudemgludedademilsegs
Fowau wazlufivoniuvesfiany LLﬁ%hjLi‘;luﬁ%’mﬁammﬁﬁ%mﬁm winiwdslunistuindonlyiin
MswAsuLUaIsegsl GansidenliBungrouwesonagns amuam Qniamn gnAu uazgnndu
Wwsng assiuAu pueninvesBurlgiouses svansnsonamiomidnunmauer iy
wazmnzAungudRney wazduedesiionisnmsnainiifiussansawegisnn (Halavais, 2017)

fiv 8 wvan (PEACH EAT LAEK) Wudefiduiaslursnisgyuiuesansiuvesusemalne
Wivesesrie Angauviay Taniaueiiud dilnnuvadvalunisiuussmuemsuaransauslaaludium
mnldegnaiils wBusudumagyuuesfenuduiiyszana 100,000 um wariagtutesweannd
fRanui 8.99 Eruau fis Faeelanisuannsadsassdienn Aifenfunsiulssmuamsly
USunauunn N353 e wagnsvinmensiuluguuuusing 4 anuaiunsalunisiug uagnsidn
iauefiaynauy ilianldsuaudeuetiaunivans uonani wdildmsnlunenisneimivay
dodu 1 vilvTedumeniulntuedeeiios

Wity gsfaiuemsnymina Adwuwldunsiulagedulaglul 2567 9indeyaves
nIURALSIAINIIAN nseNTrwded wud Sunudugshasieliminailusamdlne Watuan
15,000 51wt 2565 1 16,000 $1ulud 2566 Aadusnsinisiule 7.3% laesungialnmiign
dulvgy seeglungaywa wasUiunma uazandilul 2567 ervedswaudufisdudy 17,000 $1u
msmamsaldnsnsiulayarnangsiavshanlulssmelnglud 2566 anadnazegit 20,000 duum

)
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ogslsfionu seavievesgsiandielrimirailulssmalnglud 2566 iula 15% defiotudulatesnini
mamsalld nensevmendadaanisali senmnevesgsiausielimhamnauaalulssmalnglud 2566
adulang1 20% (gsRansnann exsunsoelatl, 2565) uazannsiiudeyaruiaiesile DXT360 Lite
fladesludsnueonlas] (Social Listening) wuth Tuthedui 31 dsnen - 11 fueneu 2566 Tnswededri
“yunan” wileideatiifie 1nnda 3,697 Fera Tnedl Engagement unnie 315,561 ads ﬁ‘hmummmﬁqﬁlﬁu
Puuandlififiudr wndBumsudommsitldsuamuiiouesantludsruseulad Inefinswaddunanans
wigga lmzdumsihiemaming) nsussansemnsmuna videuwluanislnasnmaigemsmna

iesngsieunielwmirdarduuliunadulaidanu wandiduddenianassiarhiaule
suludsdnsamluguiiufingunm wardiuuma Addadusundolimidigeants 60% vesdiiuau
Srutavmeludssmelng uazdagtudihifinAtedfnwmarudenlosssrimnindefiovenisih
(Review Credibility) fiupaiivasnaualuuiunveshumnymihalulssmalneegsnsaungs §ides
alaflagAnudnuagnmasenns mmnndeiiovesmsihumnymhandiudednueaulalng PEACH
EAT LAEK funuAwasnsiauduarausilatovesiuiinn iteinlammusoansuaswginssuvesgnéi
Tuituiimanil dwsuduteyansnususasiaugsionh WuUssnounsgsiaiuemsiii dues
ynagnsmsdemsrudedsauosulatl ioadumsiuslituguslan fegdaduladenlduinsiuems
Tneimanaauudldyanaiiidvswa (influencer Marketing) iunildlunagnsmsmanaiiteslilutiagiu

TngiseasAaInisiag

1. ilefnwmnuuanssseninadnuaeynaszeng funnaiidedievesnisiiniuvymine
rudedsnuooulaiilng PEACH EAT LAEK

2. Wiefnwanudusiusseninsmnuiideiovean i umymihawiudedinuooularllng
PEACH EAT LAEK ffuRauA1veInsIdum

3. iflefnwAnudiiusssringuA o sAud fuaruidatevasguilae

4. \fiefnweuduiusseninsmnuideievean i umymihaWiudedinuooulaillng
PEACH EAT LAEK fiuamiAvasnsauduazanusdlatovesgusinn

ANNAFIUN9IE

1. Snwaigmeusznnsiuanuin@efiovesiimymhavindednuesulmilay PEACH EAT
LAEK fiadnauansingiu

2. mnshidefiove i unymiaudedsanesylarilag PEACH EAT LAEK fanuduniug
TUAMANYDINTIAUAN

3. muh@efevesihunymiarudedsausoularilay PEACH EAT LAEK findnudusiug

fuanustlateestiuslag

4. gruAewmsAuidanuduiusitunnuddateveaduiioa
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WUIARUAZNOEITIRETa

1. WUIAR uaTNEFINEIRUAN NN LTINS

Snwamalszrnsiludneasiiddyuaradanaunsaiald elunsfvuanaintue
Tudnunzdninguardsen Tausssutiodunsfamiufn wasanudfnvesngutmaneiu foyanis
Uszrnsanunsonde wasiivseavsnasienisivuanaindimung (F3950 @350 uazany, 2543)
TnelusmAdoilidnymsmaussring Ussnoude wa o1y uazseiunisine

2. WUIAA UAENOETREARIANNLLTe TS

Audedie (Credibility) wiuneds ?ﬁﬁ@u'ﬁmﬁ%’uLLé’aLﬁmmmﬁmﬂa TagUsAINAINY
avdfe viouwluiiaAneudes violivaonsvlutoya uasdanundafadundinnldsudeya
(McKnight & Kacmar, 2007) Usgnausae (Ohanian,1990)

1) Anudeavey (Expertise) o mmaﬁmLawwsmwaq@damiﬁaaﬁuwamﬁmsﬁ Wi

e

deansieanisiiaue
2) Autlindla (Trustworthiness) fe seduvesnsseny uazarushilavessfuansiis
sodoyatiasTidsnsdaly
3) anuiisgalavestiToidus (Attractiveness) Ao dnwagymaNuAmesiidoldesd
Widsgala wu wihed yednd Seuies Wudu
3. WWIAA UAENEENEINUANANIBIATIRUAN
ANAYBIA AU (Brand Equity) vanefis auaidoglunsaudifideidea (Schiffman & Kanuk,
2007) iudnuaeiiuansianseousundndusilvl msdnassiuilunsnsdudisng audiisus
AN MTSUY uarluiuresmsanaiumersasdnavhliuslaaiamuduau dafutnmsraeasdes
ahumnudiudditunsiaui ieifiumen uaznszduamindrensdusvesuilng Usznouse
1) M353ndensndudn (Brand Name Awareness) nefis msindedudn daindugaiEusiy

'
o

fagiliAangRnssunste mswnisiiasaudila o anunsadhineglulaguilaald wansimsndu
fdudausiunsedulavesuilaahilaunmiuesdodeld
2) ArInNTign3u3 (Perceived Quality) mnefis muidnvasiuilnafisuifananmilass
vionunmiinionidudnnduvewmsaudnlansmis
3) nsieulesiunsIdud (Brand Associations) manefis nndsynedisfiidousiardiu
psrAuddntum MRS uLiugusraumsaivesiuilne videmalinsunisdeansuesiuslag nns
doslosmsndudasudounssiy vinlunsatfuayurinueiesiionisdeansnisnans
4) ANUANAREAIIEUAT (Brand Loyalty) LﬂuﬁaﬁLLafﬂaﬁnmmﬁmﬁ"uﬁQU%Iﬂﬂﬁ@iamﬁuﬁ’l
Hudsassiouliifiuidinenmmenismainvesaaudiu
4. wuIAR uaznqufiaaiuAnundladarasgizlng
AruRilae (Purchase Intention) vanefls ngfnssuvesuslnafiAnneuinidede auaf
nsfuiusglovivedud uasanulasnivvesdessulatfisuey auwviliAnawdesnisly
AU (Meskaran, Ismail, and Shanmugam, 2013) Immm'ﬁé’f&ﬁ%ﬂizLﬁumm&”’ﬂa%asumﬁﬁim
NTiruARveIUSInATideRiBviENa viSeRIIIAUA uazUszliuauianelsonuA1nTdUM

)
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ABALUUNNGIAE

M53deiEes “Yadeidsmareanuiidofiovosnssivhuvymaindodsnuesulal Tne
PEACH EAT LEAK fugmidwasmsduduazarundadevesfuilna” lumsifodaium tagld
wuvasunauedesdedmiufunusmdeya Juiunisnsaaeuanuiiisanss (Validity) 91
QLG‘TJ'Emmy%a 3 YU warnsaTIsdeUmdesiu (Reliability) fredinismenduusyanssarnves
msauln (Cronbach’s Alpha coefficient) InefiAnsening 0.780-0.934 fiadldle {adevhnsiusausa
Hoyaannguiagnauuuesulafluuuuunes Web Page H1u Google Form niisantutiasnr (Link)
Tnasuungy Facebook ua YouTube Channel PEACH EAT LEAK auitsdssionuunoundindulay
(Line) Wlemusamuuvasunmdmiu 400 Mot Tnenguieeaiuynnailidumesiiniionds
ogflutsanalve forgdaud 18 Vil Feitedunduiegnauuuagain (Convenience Sampling)
mnseitoyalagldaifidonssann lun Al dfesas fede uardudsnuunasgu
WleeBundnuazlszang sefumuideiierssnsiin uazstAunuAMIIALA LaznTiATed
Toualaeliadifideeyuulunsmaaouaunfgiu neld ttest uay F-test ilennaouanufigiudon
1 uagldnsannegudunyan (Multiple Linear Regression) ievaaevanuRgiuded 2,3 uay 4

agUnan153E

1. nMsAsendayalagldafnTawssuun (Descriptive Statistics)

Fimeunuvasuanudnlng umends (Govaz 79.3) forgsewing 1827 U (Gevaz 67.0)
waginsdnwieglusziuiyaes (Gesar 60.8) Tazuuusziumnnidedevesesulaiiia
supilinsdanniign (X = 4.45) lussfuiiiudeegieds sesasn Tiua fuanuifsga
(X = 4.32) wazsunrudoingy (X = 4.20) muddiu Tdazuuuseiunmuinsaud funs
Weuleafunauduniiagn (X = 4.07) lussiuiiiudie sesasn dud fuannwiignivy (X=
4.03) Frunsidndensndudn (X = 3.95) wazduauinddensidud (X = 3.79) audu ua
fszdunnuddlatooglussiuidiugae

2. msnsizndayalnelfafmigeayany (Inferential Statistics)

aunAguded 1 dnwagmeUszansiummniideievesiiunymiaiiudedsnuooulay
Tng PEACH EAT LEAK flanauandnai annnsvaaeuassfigis wuin imaduenaiidedevesnns
Thhuvymiarudedsaussulailag PEACH EAT LAEK Sanmuansneiu sgnsfideddymneada
fiszsu 0.05 TusuanuiBeing uazsuauiiage

aunfgiutedl 2 mmnihdefioved iy udedinuesularilag PEACH EAT LAEK
fanuduiusiunuAvendud MnnsvageuaLRzI WU mnuideiesunruideny
wazFuALLNRIge TvEnaBauindensiindensnaud ludusumnuilinda fvsnaday
sons3indennaud egnsiuddyynaadanisziu 0.05 wazsunnuBIng uagiuafsga
fisvsnadeuindenisdonlesiunsdudn sgrfitudfynisadfiseiu 0.05 waviueudeiey
wazsuALLRage TavSnaiauindenunniigniuy egnsiituddyynaadaniseiu 0.05 uazsy
Ay fuanulinda wagAuANMINAIge d8nSnaluInsennuinfdensidun o

o o a

HdpdAgynsadanszau 0.05
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auuAgIun 3 AnutWetievesi iU ymiawudednueaulatlag PEACH EAT LAEK HAany

5Mﬂ’uﬁ‘ﬁ’umm&u’ﬂa%ammﬁﬁiﬂﬂ PMNMIVAFBUALLAFIU WU FuAadeTn uasiuAlLL
Fage fvEnadeuinderuilateesiuilan oghalitoddamsadaszdu 0.05

aunigiuil 4 auewemaAudiiruduiudiueuiilatevesiuilng Mnmavndeuaufgu
shums¥indensdudn sunsidenlestunsidud wazduauinddensidud Tvsnaidauinse

ANuATaTavaUsLaA agditudAynsadnnsesiu 0.05

anisrananisiae
NnMAdeEes “Jediidmasionunindofioveansiiniuvmymnarudedsauesulati Ine
PEACH EAT LEAK flunnvasmsnduduazanuidladeesiuilon” annsnafivsenanisive dail
1. 5ﬂwmzmwsmﬁﬂiﬁummmlf'?jla5@%ﬁ%ﬁmmuﬂmﬁéwNﬂuﬁaﬁaﬂmaaulaﬂm PEACH
EAT LAEK fA21uuansinaiu nan1s@nuyinuin LWﬂf’fvmmmL%aﬁammﬂ’lﬁ%%ﬁwmwméﬂBhu
dodinueeularllng PEACH EAT LAEK feuuandneiy egrefldeddaymnadavisesiu 0.05 ludu
ARG wardunNRage dmsusuengiuanmideieve i urymiariudedsas
ooularflag PEACH EAT LAEK lsifinnauanssdu warlushums@inuniuananiidedevesdinuy
wihashudedsausaulailng PEACH EAT LAEK fanuwsnsnafiu sgrsdifuddymadaiisziu
0.05 Tughupuulinda aenpdesiunuidevesiisstiad duwia (2560) finuin iefiunnsneiy
ﬁﬁmuﬂaé’hum’mmL%aaaﬁiamﬁ%mamﬁm%mjuL’Jﬁuﬁwmﬂuﬂa;mvﬁamﬂa%qﬂﬂaﬁ’ﬂﬂ e
vowwdas thas (2561) AldAnunnudiniusvesimundfifinesmssdvinamdedsauiuninusila
THusnmssuemsmdansgi nui guilaadifine 13w orguazseldiadedeiiou wnnseiu &
mmé’?ﬂﬂ%’ﬁmwé’aﬂmﬁaﬂﬁuu%'fn%"]uaTmimuﬁdanmqaaulaﬁsum@'ﬁ‘[mLLmﬂﬁhqﬁ“u GRAND
ddyvaadniszau 0.05
2. mmu"]L%aﬁamaﬁ%ﬁmmyjmhmmu?iaﬁﬂﬂuaauiaﬂmEJ PEACH EAT LAEK fanuduiusiv
UANYRIRNTIAUA HANSANYINUI FumNTEIvny uazsunIiRsge TBvEnaileuansenis
Indemsndudn Tudasuenuinlinge fvenadsaudensiindensiaud egnsiifuddgma

Cale D
e

'
aaa

afAfiszdu 0.05 dwusumsiBenlsiuasaud wuin fumnudeingy wazduananiifge i
svsnadeuinsensdenlesiunsdud egnafitudfynatafisedu 0.05 ﬁm%’uﬁ’m@mmwﬁgﬂ
U3 Ui dumnudeny uazsueutfge fdvnadeuandenanmiigniud egnsiiiudndy
NNEBRTISYAU 0.05 wavsuANUANARRTIALA WU Fuaudiny suanuilingde way
AIUANNUIRIRA TBVENARIUINARANUSNARENTIAUM agnaiifeddnymnsaditisedu 0.05 adune
Ieingfuslan silsimmudfyfuanuindefiennusraunsaluaziauadfifinersin Insaudevey
uazANULAg Aastieieuaiismulindadeuusud dsdmasionisiuinman uazauindsie
WUSUALAR donpaesiuiuiTevesuuns A3aee (2565) Touansmudniiulidn Jaduddgusens
nilsiifnaonsinduladeduduasinisvosgnd iun anuindede deinnsanainaninge
fio usiuas Anuthung UseiRvszaumnudisamsssia ssuunsdamsidaeulunisdiiiugsia
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3. muidelievesihuniymidiudedsaueoulavilay PEACH EAT LAEK finnnudusiug
ﬁ'ummé?ﬂa?gasumﬁuﬁm NANSANYINUTY FuAudeIngy wassuauLndege Tovidwa
Bsuandeanudslatiovesiuilag ensditfoddymaadafisedu 0.05 iesnguilan dnliany
ddnyumslasutoyaiiennay uasiimnmhaulaanngih feausaaiuanuivlalumauduas
ﬂi%ﬁﬂﬁﬁUﬁﬂﬂﬁﬂi?ﬂéﬂiﬁ]’%@ﬁﬂﬁﬂﬁm’]ﬂsﬁu aonndeafuuAdevesatiyn avieUian (2558) Afnw
Foswrmudeiulunsduiuaznmdnvaissmaunasidaduiiidmadensdndulate nsddnu:
ATIALA COACH EST.1941 NEW YORK wuin frumnuundefie dmnuduiusifsuandunsdngy
TadeduiinananUssimaaivy aonadeafunquirnnideievesunasdoya (Source Credibility
Theory) Tng Hovland & Weiss (1951) finana mmu"]L%aaaéumLma'ﬂsﬁa;_gaﬁwaﬁiammmmmﬁlu
nslifuinta Tnsanuind@eiegnimunann mnudesney (mmwiuazdszaunised) uaz Al
ndla (mwdednduarauaisle) vosdans

=

4. auvamaumilanuduiusivaundagevesuslan Han1sAnyINUI1 AUNSIINT

araud sumsidenleafunsdud uassunnuinddensidud fsvinadsuindennuddlate
vosfuilng edredituddnmeadiffisesdu 0.05 iesaniuilag Sdndulatodudnunissuiuss
aruduitusiidtouusud suausnAifreuusudftansonseduanuddlalumsde aenndos
funuideresiamaes Ansint (2556) A dateiifinadenssuiunsinaulatodudnsanizes
anén mud1 Jadedunmeinsaud wasduanudssivle Sewduitustunssuaunsdadulate
Auduasgndn adeuunAnve Das (2014) finanrd anuddlatieiduamenesulumstedudiuas
vimavesfuilnn Tnsastuagifutiadovansusenis wu Usslonildans aur1vesdudn uasuinig 8n
JadsaenndoatunAnueaniesing fuiiuen uay wangy Junanssins (2561) lnanai AruRila
Foinanamnhdeievestoyaiinanundsteyaitauysal Tneglvideyadesdinnuindetio uonain
fufuslnadassdiummnidefiovesdoyannanudadiuiiiuuin wasn1siidudlunidia
nan93detlsiiutn asnideievesdhiwmymiarhudedseusaular Tnsiangluduar

L%"&nngLLazmwmﬁanm;ﬁ% ﬁ%w%waaEhaﬁﬁ‘aﬁ']ﬁ’fgﬁiami%’ufﬂmmﬁummﬁuﬁwLLasmmﬁy’ﬂﬁ]
Fovesfuilne Teamnamimaidoiluussgndldldluvansuuamia dail

1. dwsuguszneumsuemsuazgsianidisiiesula: mslimnuddysunsidendii
fiftanindede viluwinnudarudnlalusdnsug anuansnsolunsdeans wasyadnnniinaga
10 wleasranmanuaiidlifunusud uasiinanalindaangusiag

2. fumsimwInagnsnsnaIaRdvia: nansITeanansalfidusuimsunisnununagns
Influencer Marketing fiwsnzanfunguitvane Tnewiulinssiuma o1y uagngdnssunisly
Teduaiifevoandugnin s guuuueeumuiEidlitianmhdefe uasdeulostususudinniu

3. A1919MNUAINTITNAS9AUSNARBLUTUA (Brand Loyalty): 9 nna3dedinuin
ArdefiovesiiidenaronmAvensndud uasauAveInsALAdnaderuitlate g3ie
anunsaeenuuUATnssITisellesnnin Wy msuanguesiimemdsmsisin iednuenyazauusy
iiedaieuanudiusszrinuusudtugnilusyzen

a. lufifvosmsideuasiandoly: dnidevidesiiaulaanmnsorosenainuadnsiludn
ANULANAILBgAnTsvenguEuTInaluldazunanlesy vieAnwiUTeuisunavessuiuy
AouMUATIAIMans WU Fuuuidle Thuuudenia wieiuuulaian dwmaienisiuinae
VYDUUTUAANASTUDE9LS
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Tngaguudn namsiedaunsaduwumsddgdmiviusenounis dnniseain uaziinide
TunsauwInenisdeasnisnaiarudedntesuladlniussdvsn iy neluiivenisasng
ANU@elie lERUNMANAIURILUIUA uazNTEAUNGANTINN1ITeveerUSInAlABg19iusEAvENa

Talauauus
1. darguauuzalyl

1.1 Mnwamsidonudn dnuaznssznnsiinasonmuniideievesiiriumyminainiu
dodanuonulat Ing PEACH EAT LAEK fidaiausliduuiunagnénisiden Influencer fmanzaniv
dnwairvesnguidmaneg suma 81y uazn1sAng eliiuauin@edie Taeiunnuidsine uas
mnufsgalunisioans ilelsinsafuanueaniavesnguidmanousazngu Tagiden Influencer 7
faladnsaus WumsThemnsluludeaiiie faonadestunginssuvenguitivane wy 4
ywanszdu Uhanla wazinisaneniw vieirlesmsiiiuusssniaiiu

1.2 MnHamsidenuin mudefiovesdhilimnuduiusfuaniuesnsndud $rumns
opnuULLiMIN Tldaaiunisansidensdud madeulssiunsiaudn uazAAAMTgN3UTHIL
HovniuandiaruBiing uazmiuiifagaves Influencer loasnsnmearlinsaudiogaddy
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Abstract

The objectives of this research were to study: 1) the demographic characteristics, expecta-
tions, satisfaction, and utilization of the NBTC website among users; 2) the differences in users’
expectations of the NBTC website based on demographic characteristics; 3) the differences
in users’ satisfaction with the NBTC website based on demographic characteristics; 4) the dif-
ferences in the utilization of the NBTC website based on demographic characteristics; 5) the
relationship between users’ satisfaction and their utilization of the NBTC website; and 6) the
relationship between users’ expectations and their utilization of the NBTC website. This study
employed a survey research methodology, collecting data from a sample of 400 individuals.
The data were analyzed using descriptive statistics, including frequency, mean, and standard
deviation, and inferential statistics, namely t-test, and f-test. The results indicated that users’
expectations, satisfaction, and utilization of the NBTC website were at highest levels. When
comparing differences, the study found that users’ expectations of the NBTC website varied
by age and income with a statistical significance level of 0.05. Users’ satisfaction with the NBTC
website significantly differed based on age, education level, and income with a statistical sig-
nificance level of 0.05. Users’ utilization of the NBTC website varied significantly by age and
occupation with a statistical significance level of 0.05. In addition, users’ satisfaction with the
NBTC website was significantly correlated with their utilization of the website with a statistical
significance level of 0.05. Similarly, users’ expectations of the NBTC website were significant-
ly correlated with their utilization of the website with a statistical significance level of 0.05.
Keywords: Expectations, Satisfaction, Utilization, Website, The National Broadcasting and Tel-

ecommunications Commission
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aunmmstufauiuslumslivins eglussduanniige Saedewindu 4.3¢ dubsnuunasgu
(5.0) Wiy 0591 Wefiansansiede nui sefuawiawelavesidnliuinmaiuledisidentsly
vimatuginmnsiufduiuslunsliuins eglussduinniige fe viuaansadlduinisiiugu
Tumnawyvdnmihduleddinan nanv. wu iesfu nane., 91, guddeyanans, Jeyalinmesy
nQvsne, ngNg, ITA deyaansnsae, Ansie Wudu fldadewintu 6.46 dnidsauuumsgiu (D)
0.582 5040931 Ao viuanunsadliuinsfisuunaunsiavesdrinnu navv. iitelsigldaunsacdi
fedoyalsognsavanuazsanida fianadewiiu 4.39 dudsauuinasgiu (5.0.) 0.659
4. mslduszlagnuagldudnmeannmsldanwivlafeasdiinenu nand.

wul seaunsiusglevivesdlivinisnnnisliauivleddrdneu navy. wudregluszdvun
ffnadowintu 3.86 Wefiarsansiede wuin sziunslivsslovdveslduinmsanmsldnuiuled
aglusziuinniian fe Lilensianswideaendesaniunsaitiogiiu fldedewintu 4.31 sesaun fe
e llstoyatnansiannsaillflunsinduladeidesing 4 fianadewintu 4.21 Tussduann G
muAade Ao Wasudeyarnasiiteliianinueaduduvilwedimmdedidusinluaniunisal
taqu fAadewiniu 4.03 sesasn fe wethlultidumdelumsyareaununfugdu eadewini
3.93 dmiDeuuuanTgu (5.0.) 0.821 s03aun f etsiedudwioaiuayunnuAniiuemuies
fiAnadnindy 3.72 sefuuiunans Aelitemnureunaneuazautuiis fenadewiity 2.95
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5. §iEnshianwznelszansuansnaiuazinnuaaudsdanislidanuiulandinau
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v o o

NIVAFDUADALAZILATIZRAMULANAINAIULNA WUIIAT Sig. AU 0.846 %"’aqnﬂdwmuamﬂ@
naadATsEdy 05 uansinguiegnaiidimafiuandaiu Sanuaanisenisldnudvleddinan
name. lauananaiu wansSeddhidulumuaunigiudiae

nIMAdeUANNLANA1TUTBIANLAIUTIRens It iulsddingu nany. Aednwaueng
Uszrnsduunmumemuindan Sig. v 0.846 FeganinAuddymsaniseiu 05 wansinga
Fregaiifinefiunndnadiu faruaanisenisldnuivisdditnmu nane. liwanseiu waniside
Falshdulunuaumigiuialy

nsnAgeUANNLANASIUTBIANLAIAnTIRN T wuleRd Ty nany. Fednwaznia
Uszannssiuunamegnuindien Sig. iy 0.007 Fsninendudidymisadiafisedu 05 uansin
ﬂfjuﬁaa&iwﬁﬁm&gﬁumﬁmﬁ’u fnnumanisrensidauiuleddineu nany. wanataiy ogqed
tfodfaynaadaiisediu 0.05 mamﬁ%’a?ﬁqL‘?;Julﬂm’mamagmﬁ&u’ﬁi"i

nInadeuANNLANANaTuTBIRNNARUTmens It Ivleddineu nany. dednuaeni
U3291n3TUUNANTZAUNITANEY WUIIAAT Sig. iU 0.062 %"'q;jqﬂdwﬁﬂﬁ’aﬁﬁmmqaaaﬁizé’v .05
uansInguiegiiissfunsAnyiuandieiu daueanisionslinuiuleidiina nanv. i
WANAIAU

NSVAFRUANNAMNLANAAUTDIANANARTSRENSIFuAUlERdTnOU nanv. Rednwu
NUTZYINTIUNAINONTIN WU NMINAROUADNRLAZIATIZAAMULANANAIUDITN WUIEAT Sig.
Wiy 0.053 FsgeninAntudndyvneadafisedu 05 wansinguiegieiifissfunisnuniiunnsneiu
fimnuaanissenisidauivlsddinau nany. ldunnaneiu

NsNAdDUALAMLLANASIUTDIANmAnTsrensIdaudvleddinenu nany. rednuuy
MIUTEAINTIMUNAINT LR WU NMIedeUaiRLAIATIEANULANANALTIE LS WUl Sig.
Wi 0.015 Jsninanddymeadffisedu 05 LLamd’]ﬂfjm?haemﬁﬁi’miﬁﬁl,l,mrwhaﬁu ECtY
AanTaronsidauiuledddinau nany. unnstai
6. ﬁﬂ%’u?im'a‘ﬁﬁé’nwmzmaﬂsx*’mnsumns'nqﬁ'u%ﬁmwﬁawﬂ%'mLgu"lmm'ﬁ']ﬂ'm'm NAN.
LANAINNAY

MadeUaRALaLIATIEiANLLANSLINE WuTilan Sig. Ny 0.846 FagendnAntddty
ynaadAnisziU .05 uansingusiegaifinaiuanseiu fanufmeladeduladdinnu nave. li
unsiaiu nan1sTedvlidulumuausigiudisels

nsnageuaNLAnAsiuariauianelasensidauivleddinaeu navny. sednwuznia
U321NFIUUNALULNA WU NITNAADUADALAZILATIZRAULANAINAINNA WUINEAT Sig. WinAu
0.846 ?ﬁ"ngﬂdﬁﬁhﬁfaﬁwﬁ’zymaaaaﬁﬁsﬁu .05 LLam’imfjuéhasiwﬁﬁmﬂﬁummmﬁu fauiswelase
dulwddtnau nave. lalusndeiu manisisedsladulumuausfgicly

nsvadeuUALANLANATuYesrLianelane iulsddineu nave. dednungnisUsyens
Fuunaeng wuindian Sig. iriiu 0.000 Fasnreneddnymsadafisesiu .05 UAAYINNGNAIDENS
fiflogiunnsineiu danufiawelaseriulasiditnem nane. uandeiu egredifioddyymaadaiissdy
0.05 wamsHseadulumuausfig ey
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NMsNAERUANUANULANEST YRR lada U lsRd TN nany. sednwauensUsErIng
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FILUNANUTEAUNITANYY WU NISNAFBUADALALILATIEIAIMUBANANAIUTEAUNISANET WUINL

AN Sig. Wiy 0.001 Fwnidfudfynieadniszdu .05 LLam’jﬂﬂfjuﬁaaEi’mﬁﬁixﬁUmiﬁﬂmﬁ
wananafiy fianufleweladesiuladdinau nane. uansnafu egnsfituddymeadffisyiu 0.05 wa
m9ATeRalulunuasRgiiaaly
NsNAAUANNANLLANASTLYBIANN e lare U lsddinau nany. dednwagsUsyeng
FWUNAINOITN WU NSO UADAKALIATIZRANULANANANDITN WUIEIA Sig. iy 0.095
Beganinendudfameadafisediu .05 uanaingushegneiitleniumnssiu fanufiowelaseriuled
dtinau name. laumnanedu wamsidedslidulumuausfguiisel
nsaEeuUALANLANASTuYasANianelaneiulsddTneu nave. dednunensUsyens
Suunnugla wun NMsvegevaDRkarIAIIEiANLANAIRINele WuIndlan Sig. Wiy 0.000
FashnianfudAyeadiafisedv 05 LLamdﬂﬂfju&hasmﬁﬁiwiﬁﬁl,mmmﬁu fmuianelaneiiuled
dinau name. uanshedu ehaiifedAymisadafiseau 0.05 amsideladulumuausfgiuiidaly
7. glduEnsnaanuuzmalszmnsunnssiuaziniglduss landiiulaaginau nang.
LANFAINNAY
MadeUaRALaLIATEiANLLANSLINE WuTiian Sig. Ny 0.846 FagendnAntuddty
ynaaddfisziu 05 uansingusiiegnaifinaiunnseiu fnslivssleviduladdiinny nane. 1
umnsiaiu wan1sTedvlidulumuausigiudisels
nsnAdeuUANLANLLANANsTuYessiUsleviiuleddtina nave. AednwazynesUssnng
Fuunaueny wuin MsveaevaiALaLAATIEiALLANAsLeNY WuTnTlen Sig. Winfu 0.010 B
mniAuddynsefifisedu 05 uansinguiogisiiiongfiuandnaiy fnsliuselovdivled
dinau name. uanshedu eehaifedAymisadafiseau 0.05 namsideladulumuausfgiuiidaly
nsnadeuANUANULANATuYeIsiUsEleviivleddtinau nave. rednvaznsUssnng
FWUNAINTZAUNIIANET WU NIINAADUADALAZILATIZTRAMULANANAIUTZAUNITANYT WU
fifn Sig. Wity 0.387 Bsganinenifuddymaadaiisziiu 05 uansinguiegsTislsziunsAnu
uanehaiu fnsliuselemiulasdnineu nany. liuansnatu wans3dedsladulumummigiissly
nsnedouANLANNLANA1ITLYeINSIFUsE e ulRdinegu nane. AednwaynsUserng
FWUNAINOITN WU NINADUADALALIATILAANLANANAINDITN WUINEAT Sig. 11U 0.003
Fasniedudndymaadaiisedu 05 wansinguiiegieiifiondniiuanmeiu dnstiusslomiivled
dntinau nav. wansedu agnsdideddameadaisedu 0.05 nan1sideTadulunuaudgidaly
nsnadauANLANLLANANsTuYessiUsEleviivleddtina nave. sednwagynesUssnng
Suunnugla wun NMsvegevaDRkayIAIIEANLANAIRNTele WUIdlan Sig. Wiy 0.589
Fsganhantiodfaymeafiifisziu .05 uansingusaegnaifiseldunndnatu fnslivselowiivled
dtfnau nave. lalusnseiu man1siTedsladulumuausfgialy
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anumanisesglduinsiinensliiiuluivesditinay name. wuin Tassawegluszduanniian
yindu definsanseduansnsefnenaldal

1. shuausansalunisldau wui eglussduiniiannniu Tnsradsgeanie Jouiulud
wdldine sesasn Ae asnsadumdeyaaniduledliie iesmnduleivemmhsnuiidasfeduiu
nsdnassrdumLiarifunsUsznouAsnsingnszneides Inglnsviem wazAansinsauunay
Ya9Usemnelne %é’aqﬁsﬁa;ﬂaﬁﬁ waziinldaulade dnsinansaumeegradusyuu (Vidgen, 2000)
aonAdosiunuideves wama A3Tauming (2560) AnwiReadu msAnwimgAnssuvealiause
Aulwdiiiaunsemaiaisaneudsl nanis@nvwuin glifaudamufisnelalumusndlunsid
fedeyaiommiiviumdlussduanufisnelanniign sesasnfeaufiswslaludunsoonuuy
Guled wazanufsnaladuenudiglunisldau mudwv

2. fruaunwaasdaya wuieglussduinniiaavndu Aedegan fe deyaiinugndes
waziiidedte esanaunmusniomusznoude mugndes JULUY wasAwETLS Aanw
ansauma g lganunsadideyalUldls anudiesenisldau waeanuvasndelunisldem (Vidgen,
2000) FeaonndesiuuIdoves quilm Asfuationa (2559) fAnwAeiu Bvisnaveinsiuinanm
Fulwdifirennuiienela anudesiu uazarmsndseiuled “adlyu” vesfuslaslungaummmuas
Han13IReNU A mveivledlidninasensldauivled

3. suaun sl fduiuslunislduinig nui egluszduinniigannde Aiadegean
fio viuannsodnliuimatuglumnauymdnvinduleddinmu nane. wu ety nan. 91
Audtoyanans deyalamesunguung nguane A doyaasisae uazinse Losniuludues
namy. Saunmidulediia Adnseenuuulassadeesguuun e Wasmndemsldnulnedidis
fdanu uaniduivlediamsareliglidumdeyaiidesmsldlnegliannsoGeus Wilefednwaue
yaudules (Spool, et al. ,1999; Benbunan-Fich, 2001) Fsdenadosiuruideves un3sm Tafau
uuit (2556) ANy IdoiEes msfnwimmaiofauiuledlunsssndiuduesdinanunmue
n3sUNMINSALANY MansAnwIMUI mMssenuuudiuladfidiiayie nsdnguuuuiuled dsnus
wazmsuaiion asiinsdaguuuy Tnefimsesnwuunthivledlunisussduiusvesdrtinamu
aznssuNsMsgandAnwliazgam TanuGeuie Wunnem wasdullufiemadediu 1987
ligeanaauiuly susislessadseaulsiadunasguieitu

anuanalaresgldudnishilnenisliiznsiulafuasdnineny nang. wui lnes
ogflusziuanniiganndu WeRorsanseduaunsneiusenalddsil

1. fhuanuaansalunslionu wui eglussiuinniigamniiu Tneredegeande deriuled
andildine sesa9n Ao annsadumdeyanniuledliieg Wesniuludvesdinnu navy. and)
I¢ie Teriuiidu asatuiossdnsuararsiadiiiumsdaassedumiuiuasifunisUssneufams
Iy nszanedes nglnsiml waziansinseuueuvesUssmalng uazivledeenwuuninauyly
msifsdeyamunsiafidaeu vilidrdstoyaldsinduazazan (Lestar,2017) Fsaonndeosiy
ATevestigdviiiug Ussauns (2558) I6fnuiduEes audeants msld uazanufinelefidide
Gulsdaninimalnevesdiidnlddinnds nan1sdnwnuin ngudildulddnudanieludlng ot
TuaguiuNMIUImswarssns waengugiidnlddnudsnieuen nuhdlddnnuaanisienisly
Foyafiinesensduduiiradegaiian
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2. suammwaastaya wuieglussiuinniigayndu Atedvgegn Ao Teyadaugnies
waziidode osnnmaneuaussnufesnisnisliuing uasdugmnmvsademitfinsusuyss
Toyaliiuaivogiauenuamieyaiiinduvasiindeyafidnuuanaaould fadudeyaiReiuunum
wihfinsAvesdnslunsasiiu uasdoyamweunimunguue n.5.0. ssdnsdnassaauauiuas i
M3UsENaURaNITINg NSEeldss Inglnsviad uazfanisinsauuias lneiinszuiunsaiivnuniy
wasguifaruseideuazaianslumnouaussaNfoamsvesiuuimsiiianufianelasionns
THu3msediedinanm Seaenndesfunuiduueiaing Fmes (2564) léFnunidedes Yadeiidng
seaufiswelavesfliuinisivledrusfaUmans uninedemaluladsivunadyys nanisfinw
WU ngusegedenuianelasenisldiuledlunmsasedluszaunn laun AMurunndeya lae
Yadeiiinnuddyuniiande deyadinugnies sesaunie deyafimnuinidede [Wuteyaianuisa
vhaudnlale desafimnuasuiuanysel deyatimmnAsadestunuvesin uasdoyaliammiua

3. suanmwmMsHUFuNuElunsldusnng wui seduanuianelavesdlduinisiuled
fislienanmnsiiufauiuslunisliuing eglussduanniigannde Aradegean fo vinuausadi

1 '%miﬁugmiummLuwﬁﬂwﬁﬁﬂ%ﬁﬁwﬁmm nam. Wy eIty namv. 911 quédeyanans
Foyadamenungmne ngune ITA Yeyaasisae uazinse Wosniulusives nany. n1sdn
vanamyvestoya uasiisuuuuiiiausiiesensdvdudeyanisliinisiasedldau uazdoyaid
mnhideie ahuanufianslalifuglddsnaliinisuinisussaunmdisa Geaenndesiuauide
o3 u3¥a ladtunuust (2556) AfnuidoBes msdnwuumaitonauiuleilunsussuduius
yosdnuAMEATIIMITIANANY KansAny Ui MsesenuuuiuledTidAtyRe nsdnguuuy
Sulest fasnws wazmsutaiion msfimsdnguuuy Tedmssenuuumiviuledlumsussuduig
vosdinuAnEnssInsMsaaNAnulaasaen danudeuie Wunany wazilululuiianig
Aot 1Warligeainauiuly suidassadonivlimadunmsguie

mslduselerdeagldiznisannsldauiulaagiinay nang. wui sgluszivann
Tnednedogsande Lilensansvideaondosaniunsaitiogtiu sosawmn Ao ilelldteyaremsi
amnsnihliflunisinduladedesing  minnisideautinui glivinaduleddinmu nany. 1§
fuvssloviannnmsdlunuduled esnnduledfinisdnnistoyaasaumastradussuu wanu
Foyafiinmsusuulidutiagiunasanan daulnyiiinlivinsduiusznauns videyamarilud
fosmsdunmdeyailvliusloviuaznovaussnudensldaudiuledlunds o amumewa
fustasyanaidonliuszlovi (McCombs and Becker,1979) Ssaanndesiuuidovesish n1szysal
(2562) I¥AnwIdodes arwfimelavesasiideriulafuesdrinmumaiiuiinisinwussoudng
Bedlwad we 5 wan1s@nvinuihnwsiweglussduann Tneduusglevivaznmsiiluldaunsadu
uwdsaruduasumtoyaiugiuisaiunhenuld aunsaldfumndoyatanussgndldifiednms
FounsaauuarnITUIMsNUlsEey wavltnuluaniuunesuenansng o FeUssndanaiiun

fliuFmsniansuznelszrnsuanaeiuazinnuaiauisdanisldanudulas
#1UNU NEANT. WANANNY

flduinmsiima sedunsfinu uazendniiumnsnafuiiaumanistenslinuivleddiinm
nane. liunndnedu egndideddgyneadafissdu 0.05 Inonguiiegrenuine sedun1sAng
wazendn iesnilufuszasddnlivimsduleddinem nave. euteya vieduduteyai
Hudsslevsieliuing Geaenndesiuamidevensmssa efrazlva (2564) léAnuideiFes
Anumaniakaznssuivesfliuinisrenuamiuledvesdinreaynumnivendeinuasmans
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wamsAnw U gliusnsiistaanunmuansaiuiaunenisenanmiduledliwnneieiu dou
lduinsiitieny wazsreldunnsefuiiaunanisienslinuduladdiinnu nany. unnsaiu
egsiilddymaaiiiiszdu 0.05 Inengusegisiiiony 18 - 30 T wagiisnelalaiiu 15,000 v
sgflszduanuAaiiudiningudu 4 wesanety Wuladeiviliruianuunnssiulufoses
AuAnLATNgANSIY AuTlengtoesinazlimuAnaiton Bafiogaunisaluazuedanlunifuinniy
Aufiongan luvaisflauenganndinazlinnudndieyinvion vesanlunihenieudifionglos Lies
ianiuUsTaunsaiinfiuansnaiu feaenadestunuideues gmiing Tnsdan (2557) fidnw
AuiFes mmaands euienela wazaaamnsliuing: nsdfnu dimzbounasyszinana
uvTinendusssuenans wuin gliuimsiiitededauyanaunndnaiu Sanuaanisonislisnsd
uansneiu enaidesanmisBouiiuandsiulunsazansindngnsnisdounsaeuiiunndnaiy gouds
wasto LAV TaikanAaiueenly

gliuFnsfianwazmalszainsuansneiuaziinufianalasanisldenwiules
FUNUY NEANT. WANFNY

Aiusnsimea uazordniumnseiufinsufionsladensldauivleidinny navs. liunnsng
fu egiifoddymeadatlsvdu 005 Tnenduiegteiunameuasmamdiimmufiomeladenisly
sudvleddrinnu nanv. liusndietu Geaenndestunuiferessaien yyainu (2562) TiAnw
Feodes ﬁﬁuﬂaLLazmmﬁﬂwahﬁﬁ@ia@mmwLﬁuiﬂjémgﬂqﬂ{]zyzgwLﬁamﬁﬁﬂm NANIIANEINUTT LA
fupnsnsdulsifinaderuianelalnesalunsdliuing il nquiedsiitordndnGew/dnfinm
wiinanuuTEenau AMune/sstadaus axdiszduanuiianeladiininendndu 4 dauglivinsidens
sefumsfny uasmeldfunndstuianufianeladensldnudvleddiinnu navy. uansnaiy
oghaditfoddqmsadaiszdu 005 Tnenduihegisifiorginnnii 60 Ftuluagiiauiianslagendy
naue1y 51 - 60 U dnszdumsdnudiiniiygieiardmnufianeladaanssdunsAnuiyan
piuazganinUTyae’ uaznauiisielding 45,000 vmiluisnnguitdselfnnndy 45,000
U %ﬁi:ﬁﬁummﬁﬂLﬁuﬁ’mﬂﬂﬂfjugu 1 flesandninau nane. finseenuuudiulydiiadieay
famelalyitunguiliauiaouiiedony uaslinmdnsuifertudvlsdvemhsnusensmuuuy
Yaqtu witunquilinfogtosaziindaunastoyasis q Idunnniuazenaiiansisuiioy Jedill
welafudiulasidtnem nave. dlefleusudulsfvesmaenty visesdnstuthiy o fwenndosiu
NMATeveIUTATR wanaIns (2560) liAnwiideites Jadeiitinasonnufianelovesfldanuiuled
Bunsiln nuin. wansAnwmuin naufegeifssdunsAnwuanaiu fseduaruiowelasionns
Touduleddunsin . unnisiuegsiifeddymeadffiszdu 0.05

glduEnnsRansaznelszmnsuanaeiuazinisldsslaadiuladdiinau nang.
WANANNNAY

liuinmsiima szdumsfnu wazneldfiuandnafuinislivssloviduleddninnu nany. Tl
wanenei egnafitudfynieadnfisyiu 0.05 Jsdenadesiunuiteves Yadl TewslwRaniuuy
(2548) l9iFnw1Asuies mmmants mnufianele uaznsliuseloviandeyasnansuundsdofian
aulail (Online Newspaper) veaglddumnesidaluwnniammumuaswasU3uama nan1sfnwinuii
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Abstract

This study aimed to: (1) examine the relationships between perceived value, perceived
impact, and the decision to use anonymous accounts among students at Lampang Rajabhat
University who use social media; and (2) investigate the factors influencing their decision to
use anonymous accounts. A quantitative research approach was employed. Data were col-
lected through questionnaires from a sample of 385 students at Lampang Rajabhat University.
Descriptive statistics, including frequency, percentage, mean, and standard deviation, were
used to summarize the data. Inferential statistics included Pearson’s correlation coefficient
and multiple regression analysis. The stepwise method was employed to select appropriate
independent variables for constructing a regression model to examine the relationships among
the variables under study.

The analysis results found that the perceived value of using anonymous accounts was
positively related to the decision to use anonymous accounts. The perceived impact of using
anonymous accounts is positively related to decision to use anonymous accounts. And it was
found that a powerful factor that can predict the decision to use anonymous accounts is the
perceived value of using anonymous accounts. It was able to predict the decision to use an
anonymous account at 35.9 percent. Overall, students agreed that anonymous accounts have
value (X = 3.71). The highest mean score was for the statement that anonymous communication
can be used to create a sense of identity (X = 3.81). Regarding the impact of using anonymous
accounts, the highest mean score was for the statement that anonymous communication is a
channel for criminals (X = 3.96).

Keywords: Anonymous communication; The value of anonymous accounts; Anonymous account

impact; Decisions to use an anonymous account; Anonymous account
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Abstract

This article aims to analyze the dynamics of strategic communication and measures for
improving the quality of life for the Thai elderly. It covers the roles and functions of media
institutions, as well as the information exposure and expectations of the target audience. The
research methodology is qualitative, integrating document analysis of government policies, tex-
tual analysis of media content published in 2024, and focus group discussions with two distinct
groups of elderly individuals: a technology-receptive group and a technology-indifferent group.

The research findings indicate that the government’s communication strategy, which pri-
marily focuses on digital channels, has created a significant “communication gap” with elderly
individuals who still rely on traditional media and local interpersonal networks. This latter group
is largely unaware of the existence of government agencies directly responsible for their welfare.
Meanwhile, both state and commercial media institutions have acted as interpreters, translating
policies into diverse content ranging from welfare information to cultural inspiration. Based on
these findings, this research introduces a new body of knowledge in the form of a “Dual-Track
Strategic Communication Model for Thai Elderly in the Digital Transition Era.” This model proposes
the concurrent implementation of two strategies: a “Digital Track” for the online-connected
elderly and a “Community Track” aimed at empowering human networks and local media.
The goal is to ensure that public policy communication is inclusive and leaves no one behind.
Keywords: Strategic Communication, Media Creation, Quality of Life Development, Thai Elderly,

Communication Gap, Dual-Track Communication Model
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4. wwaRmAEaUN9ElAsuRD wazANAIAKSS (Media Exposure and Expectancy Theory)
m3L‘TJm%"uﬁamaaﬁ%’umﬂ;ﬂé’ﬂﬂumvmumﬁﬁLﬁ@%U@&JNI%’ﬁﬂWN witdunszuiunsidenassves
H3Uans (Selective Processes) (Klapper, 1960 81afislu Wdinviy unied, 2542) Fausznoudag
1.msiRanilndy (Selective Exposure): yanaiiuualiufiazidondaiudeiiaenndesiy
awaul viruad waraudeifivemuLes
2. mataangula (Selective Attention): iaidnsuundn yAAadzidenlimuaulaanzug
duvestan sy
3.M151ABNSUSUIRARINN (Selective Perception): ‘UﬁWa%amwuﬂmmﬁmuﬁugmm’m
dhlauazdszaunsalifuvesnu wagsinazdadounmumneliiniudsdiiaudoogudn
4.n151@ananan (Selective Retention): ‘qmﬂa%LﬁaﬂamﬁLaww%aﬂaﬁaﬁuayummﬁm
yosnues wazdudeyaiidnuds
ﬂizU%umiLﬁaﬂﬁ‘ﬁﬁQﬂﬁULﬂé“a‘iﬂﬂaﬂfﬁﬂ@hﬂ 9 WU AUABINTT (Needs), iMuAR (Attitudes)
uazitmang (Goals) vesusiavyana Auglufiu nquiauanuia (Expectation Theory) Faiausin
uywdazdnaulauansngAnssuegnslaegimils Tnefiugiuanainnisaansaifmadnsiag iy
(Vroom #nsfidlu 8381 A, 2546)
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TusniAdeil LLmﬁméﬁ’aﬂénmmsaa%mawqaﬂismaq@gqmqﬁy’aaamejmiﬁaé’mﬁmlﬁm nauln3y
wealulad Tngdnssudufuamndoyadegn (Active Information Seekers) Tnwdonidiniudeseie
pnuanglpeiiimneionanamundin wardanuaanirindomildsuasdoiiusloviae
thluldléass lumanduiu nguliiaulaafumalulad fnszuaunsdenassiiuandasenly nsida
SudevesmniTdnuasdulunuuiumuazduneden uazdmuaaniaiiGeuienin de deams
Foyaiduiusensmsdintuiuguhudesnsiidueasuandeiold ddunsdil fe wdoteyana
Tuilufl (interpersonal Network) iy eau. viogthgury sinnddewasy snddefiAvides wu
nsAnIRY afasn 1dunuanA (2556) fidliiiuin nstuiedeusnaniafiedaeenglisyay
ArudSasesendoarudonnmediluiiuil tioliaonedosfuuiunuaraudoansiiurass
Beauayuiofunuresuideiii wieteyaaaluiuiiiunvddyegudstonisdeasiuggs
o1enauitlilfinalulad

sziilenisias

MsfnwiteEes “msdeansevsmaniuazilouns msaedondviaiionannauamTingzieny
vy~ SLUﬂ%ﬁﬁLﬂum‘i?ﬁﬂL%G@mﬂﬂw (Qualitative Research) 9UsgnaumeuININISANYI 3 WUIMNg
I¢iuA 1) MsAAs1zsitenans (Documents Analysis) gvsenansuazulouneiieadasiuigeeny 2) ms
Ansesiilondo (Textual Analysis) 3) msaunuInguEzeeny (Focus group)
1. WNRSTRYALAENITARLABNNANAIRLY

PAdeldmmununasfiinvestoya 3 Ussinnndn ileliaenndesiuinguszasdvesniside
Tuusagila

[ 1% L4

1.1 dayasugnamaniuaznInsnseainAsg eAnwinsouulouisuasuumsmsauiu
Nuangimuauleuelaenss §338l05Iusmdeaan 2 uee A
- dayatanas (Documentary Data): ‘v‘hmiﬁmznLaﬂmiuiamﬂLLaSLLNuWﬁmam‘ﬁLﬁaﬁaa
frunsiauaIongvesUsena laun ensmansvid 20 U (w.a. 2560-2580), WHUKEDIGUAIRLAL
wuUfoRmensiiedos
- dAyANITRNMBIUNATZAN (In-depth Interview) fUNgufuIMITIZAUES %ﬂLﬁu@ﬁﬁaga
d1#%y (Key Informants) :nuiienuniagisuiiaveulaenss lagldinsidensegauuuianzianzas
(Purposive Sampling) Usenausig aSURAVSaLLNUNTUAINTSHEIRE, HEUIenIsnesensamaniiay
WU WaEBunsnesdaduAnenmaieny nsensamsiandsaunayeuiunse syyd
1.2 Fayasuiiiamda efnwunummihiivesdelumsuUaasuloviedanssuey §iveld
ymsliasgideyanndiundeuasiiandelaense Tutiafeunnsiay 2567 - lwwigu 2567 33
sravun 116 1y fail
. MAAATIETILEavNAe (Textual Analysis): faidandundeiimeunslugied we. 2567
LUURNIaze Tnewundu 2 Uszuan Towd
o #aaaulail: 1w 36 U iudesnsdeasvaansuianistigeent (Facebook,
YouTube) uaxY9s18Ms “uyudinede” FniiaueUszifiudsaugsivenalanisu

&)
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NyanstiwmaanIUIvial

o Aaaanlail: $1uiu 80 WU rhusensmgsanaafinsiaiumisUssmelne
(NBT), immsqeﬂ,uﬁiwLLaziwstiqﬁmwlié{ 994 Thai PBS, snemsteyayiliugu 2024, s1en1slud
el 1delun uazTEMIANsEIINsanilngvimiiianess (Workpoint) Ssdisensfiieades
frunguEasae
. MsANAEallanzEn: dunwalidndevieussanimsiiieades Tasidendedisuuy
wmnzzanaaiinsiadlneiidies evhenudilansyuiunisidawazunndemdinisih
waueiiiom
1.3 dayaannguggeany eAnwnsidaiurinasiaraumaninInyLLesesuas
Inenss §Ielaldnnsaunuings (Focus Group Discussion) Ingliisnsdnidonnausiieenemiuning
dgmIn (Convenience Sampling) Mnnauaseny “in3etnsunuiiihseiafuslaadeluianising
nszaneidsawaginsviml” Jwdnunusiil meldnsiduguanazaduayuaindidnau nane. uus
ooniu 2 nguiidnuaznislideunnssduetretanu WerSsuifiouyuueazaufniu Téund
- ngud 1: ngulinsuwmelulad $1uau 3-5 au ulfgenny (9g 60 Vauly) Aldouaunsalau

o

uazde QﬂﬂJE]E]HIﬁflLfJU‘UiSﬁ’]

ISE ¥

- nand 2: nguldaulalnsumelulad d1wau 3-5 au Judaeny (01 60 Yauly) 7ilule

@

1% viseldauladndanaluladfdvaludinusydiu

NANT5IAE

a 1Y

Mmseneiteyafenanmnuszleuisiteiimunll ansaagunansifomuinguszad
3 Usznsléiail
1. gnsAansuazulainanisaidaiianaviaunwiingganglng

HAINMTIATIRMENasUleuedAnyvesUseme toun enseansyd 20 U uarwhuragaengwie
A atuil 2 Ussneufumsdunualinnsdnduimsseiugauesnsuianisggeeny wui gvisenans
nsdeansvesnasiinseunsiiusudidaauneld “amsnsdaddualivayudonnusziamlid
ematitedgeotguazatuayligeengliiuannd uaraunsadifisnasuazde” dslumeUfoa
Isigniuindourunalniididy 3 gUuuy e

1.1 MedasiunisuAndAaumaazatng: masglisudeiuiomaruiiniadguazienyy
Tumawandomilistesiulgeeny anuanisinmudssiiunaluiae® wa. 2560-2565 wui
fnmadiuturesenislnsvimiuasingatietos 11 919m3 wu qulaislss Super Active (Thai PBS)
16931 (NBT), g938 valatiunuinis (mnu.5), wag SUPER 60+ (Workpoint) fesremananil fiidom
AsouARuEILANIasaussTunalalumsliFinluaudnislideyadviuaratainns uandfiduds
anumerenlunistinalndenfegiitewmeunsulouns uasairsmunseviiniludsey

1.2 meRasslnansainudanasia: nsufansigeengldususindgaiavalnglidemndde
Hapupoulativeviths UL I0819ATUIIDT 1 Facebook, YouTube, uag TikTok iieiuremiandn
Tumsusenduiusianssy, weunstoyadnanslugluuuiigesde wu duliinsiin (infographic)
warilody sufdiiiuromnsiuitestesfounndsersu Fadunmsdoarsaosmafidinfengu
faeongluwnilomienguilliinaluladldlaonse
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aa a

1.3 naaeinuzRANaINansIiude: mimLuumum‘lmLduuauﬂugﬂﬁsimﬁqm Ao
nnsdnvi vdngms “gelesvinviude” Fuumasmsidegniidsadegiduiu uasvinugnsaniiassi
Tunggeoglumssuiofudoyatmansuasfoooula udngasilinssuiunisiidlaie de “ungn
An v lefinligeengrgaiiansandoyaiilisu, Andseudndulazamnindede, aounu
marusnauanudsdeyaiililald deuflsdadulade viodutedeyadusioly
2. unumutihneasdalunsiassgmsmaniuazansnis

antudeviuihiiu “fuams” ulsuevesnasglinaedudomiiassusuamsodids
wazitlaldl TnsdeusasUssiamiunummihfiluandnsiueenluamniunvesmuies

2.1 desaulail:

o daImsreInsuRanIsggeag: i Tideyauaznis@nen (Information and
Education) lngnsa ImmﬁumﬂﬁmmiﬁL‘ﬁuﬂiﬂ%ﬁ 2 “mmiﬁuﬁa” iolfeusuazaounuy
msUesiunuiesainnsgnuaenalsluguuuusing Fehiauerhuazasiu wavaeumsaiaesidlaing

o Ammaulatiags: 1y das “NYBAATE): Vi fadeenudnlanas nuduug
n1edaan (Social Correlation) wazenemenusanVadsay (Social Heritage) Tnevnauaidedsniuay
Uszaumsaiiinvestigeengluyuuesfiaiausstunale Wwhunsaainuadidauanderdgiiouas
anYeIINeTENingly

2.2 Aaaavlat (Insviel):

o ﬁamm%’g (VW NBT): 9187115 “91gyv51” ﬁmﬁwﬁiﬁﬁﬁaga (Information) \igafuans
atain1s Wevienieg wazanuiiuguaimegimsslunsan dudunalnnsussduiusuleuns
fddnesniady

o Aams1anue (11U Thai PBS): 31815 “qellaislse” shwihiiaiaussiiunnalauazdiemeon
usanvnedsns Tneiauenwdnualvesigeegfiing (Active Aging) TRmn uazdinsaiiasslom
Tidan ataoduaiuinundiBeuandedenugede

o ﬁaqiﬁq (viu Workpoint): 180115 “Uayayriiugn” LLﬁbﬂé’ﬁLﬂmmaLﬁaﬂqnm@mmq
usivnthiasvieunazmendrmfisumadeay TnslewizFesaundiyy Kun1sitaueEessives
AseUR MiFesguarigeengiidutievieduin Gsaenadesiuitmnevessy fidesnslviasounia
Jumbewaniunisguagaien
3. M9LATUIIRITURZAMNATANIITDILFIDL

mamiawmﬂaﬂmLmﬂ,mmmmmLmﬂmaaEmamsmwmwwmmﬁ 2 Ny Faazvioudsusingnisal
mUVEDNE SRR (Digital Divide) a¢19%ALaY

3.1 nautlasunalulad:

o waAnssuNsitlasuanagns: Tanvasduduaiandoyadesn (Active Information
Seekers) WINWNAAAININETOE A I@NBINNVIANMAIBYDINNG TelnTii (Y94 3, Thai PBS,
Workpoint) wavdoeaulatl (YouTube, Facebook, Line) uazSuitnsiieguazunumueamieny
$giieates wu nsuRanstigeeny

o ANuAANSS: Sarwaevisioidomil “Gn” was “fiapunngs” Imamanmimama‘w
ansathlddssgndltlaassluiinuseaniu IﬁjWQSLﬂUL%‘IaQEj“UﬂWWL‘Uﬂ‘ﬂaﬂﬂ‘u, N3 UNUNTRUNAS
ndon, mslimaluladoshsuaonse uonaniidatesmslidensintssiutigmiseuiigoigios
By 1wy analaniien vernuduiudluaseunss

)
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3.2 nguldaulatlasumalulag:

o waAnssunsitladutnagns: Tanvaslugsudoyaniuuium (Contextual and Passive
Receivers) dasmninsiuideyandn & elnsaiililasiu q lavlildkdladonsumy uasiiddyitan
fio inderneypraidedoldluiiuil wu oreadasassuguss gty (ean), fiiguey wa
ymsvianu Sevimthildu “fEnwdszgdeya” (Gatekeepen) Tfumanan namsideiiraulasgieds
fio glrdunallunduifdulvyliieeldtude “nsufenmstigeeny” indewas dslduhansan
aessidumadldlaifeaunduil

o AMuAIANS: finruaenieil Seuieuazduiiugiu Tnesosnsteyadidnduse
mstsedin Tldtoyadedn wu nsudaioudoudeddn, swumnisquaguniwlugsmy uassesnisli
messdemsriutomsdaiuiiddsiedian wu dosmuasluguo wayinggueu uonanismants
Timasgatuayuianssulugueuiiduaiunsnuys uasmsguagunmsnaniinisdeansiudenidlna

anisrananisiqs

o Yy o o

nan153duassllaneliiuiionaln wavderinaweinisieasigrsmansiieadatiunsiau

£
a./VLi/eJd

AN ningaongludinulveegnadideddy InvansoeiuselulsziudAgla dail
1. ulaneegAanauas “tasindlunisdass Haenaniedy

Todunuiidrdnyusznisusn e gusmaninisdeasvesniady wheilanuniifuasnensudy
fliiusiesmarilaeysiunsliivemnidadundn wilumafifnduneliin “desinslunis
doan3” (Communication Gap) #ifaLau Usngnsaiiaenadesiuuufnnsdeasulsuisasisoe
LUUULAYEN (Top-Down Communication) deindinmsimuauleunsuasdemnenisiearsaindiu
nane Ingealiladidatisnnumainuats wazanudussweanguduansuanenislieginsoungu

uam et fasorgndulsiavlamaluladaning “bhesldduionsufianisigeeny” Fadu
mheuisuinveulnenss 5@Lfﬁluwé’ﬂgmL%wszﬁﬂ@ﬁm%dﬂmimﬂmﬂﬁ@umﬂﬂhﬁwiﬁﬂﬂi
nauiiuszusiian uaslunduitonadesnisteyadnuaviuaratainisinnitan antunisaiilnonsli
i enusdeudnsddvia (Digital Divide) lalufudiostiymnisdnisgunsal udldnanedutiade
ﬁug’mﬁﬁwuﬂmi%’ui waznsinfsdvEnadlodlugatagiu maﬁ@gqmqﬂajmﬁﬁﬂmﬁwwm%ﬂha
yaraluiiuil Wy enanatasassaguUsysmy iy (oaw) Wudesmadnlunsiutoya avteuls
Wiudnalnnisdeassgninayana (Interpersonal Communication) wagdeviosiugsasiinnudiy
otaBauarlaianinsngnunuiidiemeluladidvialdiomn ffimsfnuives afasn 1dunuaaie
(2556) Idldiuin msfuiedewnasmaliiodgienyliuszaunadiiniy doserdeanusmiionn
ynmadnluiuiiiielfimsfiRnuaesadosiuuumasanudeansfiuiass
2. gontiuFelugiue “Guilaans’ uaznalnduirdaunedans

andudelalldvimihiidudfiostomnedeihulouisanniasy wivimihidy “guaas” (in-
terpreter) fipunsziioiodu (Active) Tunsimden Anny wavadnassduleveiidudeulinay
HuitlonlugUuuviivanvans Ssaenadosiumnfanasnguiunumaihiivesde (Media Role
and Function Theory) 081384 Tnedousiazusziamiunummuandnaiu feduaiununndinves
fasony dedduaunmdinmarifiawasnadesiunansfinyives Uadla Indng (2558) finut
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ﬂmmw%%mﬁa%aa@qqmqﬂizﬂauﬁwé’miwma, nla, Fuusnmmedany wasasnndou Tneunum
vasdendunulunuiseilddunnevauedasing 4 findnetdnou:

. Hovessguazdomsisas vihmihidugiuindeutazysznduiusulouelagnss Wy annil
Tnsvirniusisuszimalng (NBT) viudhillidesyatnnans (information) WRenfuansuasaiannis vae
Thai PBS fiunumiidudounin Inesjmisfiagdszauausing ludsau (Correlation) Lilensdulds
wlguny uag enenusAnnIedIny (Transmission of Social Heritage) Kun1suLauan nanyalzs
mqﬁﬁwé’ﬂ (Active Aging)

- dog3Ra (Workpoint) wifazlallgfidmmedadeuielaenss uinduvimihiiaievenusan
N9dAu (Social Heritage) TnensuansuaznondnAdey “Pnuneityey” muﬁam'ﬁﬁrﬁﬁd;}um
Tunan'e iy s1ems “dyantuge” SamanssidmaridulumusssnsBandasiijatiuidomnd
a¥uesualin uiluvasfeniuiifunmsadumpuimngvessglasdon idesnsliaseuniaiy
andundnlunisguargseny

 Aolmiuazransznuannmalulad: mnuuanswvesdeusarUssinnannsnosungldiiuuuafn
nguimaluladifusiarvue (Technological Determinism Theory) #olvisiogns YouTube uag Face-
book finaudnuuzd1Aty fie nsldneuld (nteractivity), nsdensuilemuuuanzadly (Individualize/
Demassified), wazn135uansiilideandouiu (Asynchronous) qmamﬁ’ammﬁlﬁwﬁsuﬂizaumizﬁms
$udovesfgeorgnauiniumeluladosteduds unsvdonaenlimnindiaruaantuiodelusyiui
Qnuammmﬁnmnﬂqqa’]qﬁé’qm@ﬂamgﬁuﬁaﬁy’mﬁu
3. asdAMuETlFannsAne: Tuiaansdasmsgnsmanigigeanslnanuusastamig

Tnsasdarulmifldanmsinuadell Teddylubmnuiuasnisussndld aodeulseiy
yguiunumuesdeasisas (Public Service Media) aaonauunanmaluladidusaiisun (Techno-

v '
P

logical Determinism) ¥ii Sadafuilvalitumsld “do” lugius “desiodsgvsmans” laldifios
ﬁaawwanwmwma%;&aMwﬁ?u widunalnaduayudnuyvesy nsdhdiennus warnsduaiunisd
dusmveaeneluyniia T,maﬁﬁifaﬁuwuﬁﬁwﬁmﬁamamuﬁﬂﬁ fia mavsngiedudnauresgs
maaanﬂawqumiimm31,Um‘uaa wazanumavsuanssruogiEud Fadunalagnseneniy
wieudmaRaia Tasunuillfinlugnisduasviesdanudlua Ae “Taaansdeansgmsmansdias
m&ﬂmﬁlLLuuaawadmﬂuqﬂLﬂaaumummwa” (Dual-Track Strategic Communication Model for
Thai Elderly in the Digital Transition Era) lnaiivnmenssuiurierinisdeasuleuieasisaziuy
“wilinamsngunnAu” (One-size-fits-all) uaziauedn msdeasiitiussavsamsndudowiniy
nagmsaesdumg (Dual Tracks) funnsafusgneduds usdostuiulumugiuegnadussuy Tiun
« EuMMIAITIa (Digital Track): oBnWUUEMTY “mmmwmamdaﬂmwa” (Digitally-Engaged
Elders) Fafufuasmndayaidegn (Active Seekers) nagmidmiudumsil foutunisadassditiom
AMAINES, IAnudn, Immauim, wazadusstiunalovuuwanie suiivainvans
« Wumaziwy (Community Track): 88nuuUd MU “ggeengiialesiugumu” (Community-Re-
liant Elders) SadugfSuansmuuiun (Passive Receivers) nagnsamiuidumiail fouudugaitiuain
nsdoansrumalulad 11gnns “Sundanetneuyud” (Empowering Human Network) Tnesiaun
dnenmues oaw. uazfihusuliidy “yadoans” wioudvlideriesduiifaniavina W dewnu
mouarIngyuey Wedweudeyaidndudenisisedin
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HlovaeTuna
[Ty

AnumaT:

dasme: faomaiia: )
Hasaslai (Facehook, Qruavingufia: Tt
YouTube, LINE) dipangfidaduinalulai (mumw, s, inetaiad),

Fomarmzaumn (Thai P5) o wactiaou i

Atk

wa&wé (Outcome)
- msHBAUNNTI

5 (Message)
i 45

- yrsa

s (Source) ENR T - HaysZounsy (Feedback)
- wihga sy - ke inmel i
(rwfomiaggans)

guons) dagme: dfummnaufi 2: ATamante: Pinlpaynsmaad
i &

dgouimlotaty | doumstay
sl i,

i 2 Jnanisdeasynsansgiatenyineuuuaestosmslugafeunudeiia

Talauanus
MnramsIouarnseRnenatieiu fifeideiauouuslu 3 sedu dil
1. Yaiauauugidauleuns (§msumhenuniasy)

1.1 USugnsemansnisdeansd “lunadeseamie” sgraduniens: nsufanisggeenguas
mhsnuiiAgrdesemsmumuunugnsmaninisiens lnsgonsuinmsdemsiudeamedivanios
strafalianmsatiisszvnannguld wazmsdnasseuUsznauaznnensiteduiunagns
“Wumeyuri” eg1nesadauaziduszuy

1.2 Wanndnenw “yedeans” Tuituil: Asdnsilasinisousy wasimundnenimuoueietiy
yanaluiiuil Tnslawy eau. uavoraadinsimundeaus (o) Wilanud audlaluaviuay
aYaRnmaning q egstesust warlivinuelunsdemsirevendeyaidudouliiudoais newia
v “gaiaesiiedoans” (Communication Toolkit) 1w wkusity, gilenm, Bulvins1iin fsnioansn
ud Tiyaannsimaniiluleluiiug

1.3 a¥uenuiilefudeviosiuegadugusssn: msdamiiduiindennas (MOU) vieatuayusy
Uszanallvifuanniimeguou uasiedodeidesuamerinusyne lionanuazosneinadeyaidniy
AensmssTinvesigeengetiasiiane
2. forausuusiBUiUR (Fmiudnande)

2.1 dwdudeddvia: msimuitlomiineuaussmumantadsdnvosdgeenygelval iu nisdas
Fdmenvatunsnusumsudandon, mslestuauesannnsasnarmsesulat (Online
Scam), viensgquagunndn Tnesldguuuuiidaatunsiidinsin wu msda Live QA fufideavay
vi3onsasangu Facebook ileLduguvuuaniuasuious

2.2 dwmiudonnuszian: msdaaiumstiauenwdnual “wdwesigeis” (Positive Aging) aena
93984 InrhiaueiFessnvesigeongluiiaivannuans Wudiinnuaunsa Wulfadsassd waslunds
vosdany ilevansnmdy 4 Minussigeorgiunseverioslona Jaaztrsaisiruafideun
Tudsnuandng
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3. Yatausuurdmiunuidsluewian

3.1 MeATerdeUsidiu (Evaluation Research): msfimsviideifloussiiiulssavsnmuasUssavisna
vosgmsmaninisdeansifliedlutivgtustnadussuy IneSsudfivunadnsiistuaisronmam
Fimvesfgeorglunguilindsdeddvianasnguitdlaifa ilelilddeyaideusednddmivinludiuuss
wleuny

3.2 MIIVUIIAUNNULUURZEN: ﬂaiﬁmiv‘fﬁ%’ﬂL%&ﬁﬂslumjuQ’q&m&gﬁﬁmmmi’wmdLaww
Wty wu fgeogluituivindng, daeengfinns, dasorgndumiiug viedgeogiioganis
iievihaudilaguassauasausesnslunsiinfedoyassnauvinss wagihlugnsimunnalans
doasszdugunniuangauiuuiazuiun

3.3 MyATeuagia (Research and Development): msiimsideiftesiannuaznaassguuuuns

doanslvial dwiu “dunsyuan” wu mamudeunna (eaw.) Tiduiaeneadeyaiiiuseavsnm
viensasnassAdeiutufiaansaaenunsndayaniuiiidndudnlula

UTTUIUNTH

YA WY, (2553). FoarsuIavY VQuTUALILIN AT, RUNASIT 2. ngamma: AL,

MY UAANN UazAne. (2550). gmAIwidimamans. namn: drdnfinsiuvisinasnsalivnivende.

NSUAINTEGIRNE. (2561). ENSAIANTATEUAIUNTOUAUNDUTEIGND Y UALENEAIANITAIUTL UUANATEN.
http://www.dop.go.th/th.

3N Wiasddnd. (2557). uwalilan 2050 meud 3: dmulan... Ansuggeens. https://www,
bangkokbiznews.com/blogs/columnist/107437

suAsWUsEIMALNY. (2561). AIWIINIEV8IN 18 AIALETI VeI EmAlNE. https.//www.bot.or.th/
Thai/Pages/default.aspx.
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