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THE PURCHASE DECISION IS INFLUENCED BY PERSONAL BRAND
COMMUNICATION THROUGH MASCOT AND PERCEIVED QUALITY
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q'm?]%’aﬁﬁi’mqUizmﬁlﬁaﬁﬂmwmmmLLUiuﬁdauqﬂﬂa (Personal Branding) uazunanomlu
nsvuIuMsaAnudiiuSsEheuilnafulusud wasnansznuserudiladeluuiunsesuiine
ylne Tnedndumsifudeyadsuinasuwuuasunuanngusiiensdiuu 400 au deduszaunisal
Aenfuwusudilinanemdudenandunisaienmdnualuaznisdeans HaNTIATEiveyalagly
adANTIUUN (descriptive Statistic) LazlunaaunisiAsaasny (Structural Equation Modeling: SEM)
frunan Anla-aumasdusiug (x2/df) mstesnii 2 Amuunazdu (p-value) doslifideddymnseia
A1 CFl wag TLI A353nndn 0.94 dudn RMR wag RMSEA AIsidaendn 0.07 Han sAneInudl yadnam
YoauuTuAluiiAnNUsaln (Sophistication) wWazAuaIL15a (Competence) idvSwanesiltlud1Ay
yadRsensTusammaLd lnefneunuuaeunussdiuli “auasminluniste” (X = 4.00) uae
“AUNMNITHER” ( X = 3.96) luseduas uenanil nMsuvstudsraunsaluusudinmendedeaiiie
w mstnadnmeiederuiienfiuinanen dwalasnssensifiunnudslade (X = 4.03) waznis
wuzhaudvesuusudlitugau (X = 4.01) dedunuidliduinnanondueiesdieddyiitoas
afenuhdetie arwand arMISUIAMAIMYBILUTUA luytBeUsLan TngkansinTeiaunns
WalAseadenud Muuuiaeannsinddaiugenndoinaunau (fit) AUALUUTIE0ImMINg ]
ATy : wusuidiuyana, maulsulssaunsaiuusud, n1s¥udaainm, anudilade
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Abstract

This study aimed to study the relationship between personal branding and natural mascots
created between consumers and brands and the impact on the purchases of Thai consumers
by conducting a quantitative study through a sample of 400 people who have experience with
brands using mascots as a medium for executives and communication of research results. The
preliminary descriptive Statistic and structural equation modeling (SEM) determined that the
chi-square value of the relationship (X2/df) and the p-value were not statistically significant, the
CFl and TLI were generally 0.94, and the RMR and RMSEA were 0.07. The results of the study
found that the brand personality in the dimensions of efficiency (sophistication) and capability
(competence) will help respond to the statistics of product quality by the auditors evaluating the
dimensions of “company buying” ( X = 4.00) and “production quality” ( X = 3.96) in executives.
Sharing brand experiences through channels such as The fact that mascot images or messages
directly influence the necessity to purchase( X = 4.03) and some of the brand’s products to others
(X =4.01) results in this finding following from the fact that mascots are important in enhancing
brand credibility and performance among consumers, with the structural equation results showing
that people who know and tend to talk about (fit) themselves being a theoretical consequence.

Keywords: Personal Branding, Brand Experience Sharing, Perceived Quality, Purchase Intention
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mswaunvemaluladfdsuulasegssiniilddmadenginssuguilan Tnsanzlusuns
FuSuusuduaraunmaudshulsyaunmsaiianensauaseden Feldsudninannueundiady
LLazixuuﬁﬁgmﬂszﬁwﬁﬁﬁiwLﬁuﬂiz?m%ﬂwwiums?‘iamiizwj’mLLUiuﬁLLazQU%Im \iedwou
Uszaumsal (Brand Experience Sharing) Tnsmsasismsunnsidlumanaifinisudsdugs uusus
?Nﬁ‘]”ni‘]uéfmﬁwumﬂaﬂmwﬁ%’mﬁ]uimai%’maﬂamﬂuﬁaLmuﬁuadLLUiuﬁ mndslulsemealny wu
“PA9” WARDR VosEIUdRIUA T ﬁﬁamﬁmﬁmwﬁ@jammm 70,000 v 162,000 Aulud
2567 (Thai PBS, 2024: Sanook, 2024; InfoQuest, 2024) “uiliug” Una@menvads1u Butter Bear ﬁﬁw
Wingoameda 25% nelunilsd (Sanook, 2023) war “U1dfeu” inanonves Bar-B-Q Plaza ity
a¥eUszaunsainssulsemuemsiidiondnualuasinn1sansuusus (Manager Online, 2023)
luvsunvesuusuRsEAUaINa MstuarenftununaAgwuiy Moty Coca-Cola 14 “Polar
Bear” luthamanianiasiung detheifinsenunenin 30% ynt (Statista, 2023; Struzik, 2014) vase
fi KFC 1§ “Colonel Sanders” Aoflamusafuuazamuamuosdud shlviuusudansovesana
1$1nnan 24,000 wisalan (KFC Annual Report, 2022; Musay, 2013) 115U McDonald’s n11%
14 “Ronald McDonald” theasenndnuaifiduinsdenseunss dswalviLususyadinainds 190
Wuaseyansglud 2023 (McDonald’s Corporate Report, 2023; Keuper & Schomann, 2014)
uananil Kellogg’s 19 “Tony the Ticer” Feazsiouinuudausauarnds TreifivsenuedSoaly
ﬂfjuLﬁﬂLLazﬁﬁiﬂﬂﬁ%’ﬂqmmwm’] 15% et (Kellogg’s Market Research, 2022; Zhao et al., 2023)
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doanuddyuesnananlunssuiunsiomsuusus luseduiosiusasseduunngd saudenis
Wasuulamginssuuilaanelddvinaveanaluladiifauntuosenngs Tuduresmausiy
Usgaun1sad (Brand Experience Sharing) agnuinuusuasie 4 dnsdseudszaunisalliiiuguilaa
TuvannuanesUuuy wu delaan snanen Aanssuvninisnan sUkuUAuAvSouIng Wus Jal
SvisnasemudTladeduALUsUATAL 9 WU Ferreira uaani (2022) IdFnwUszaunsaluusudiidma
somunuusuilundugsiaundulusemalusnng wuth sadusznouvesysraumsaiLususiten
Uszannduila uilyan duensual wazdunginssy T8vsnadeuaindonusnluwusud daimii
Dududsdsiuluanisasinaainsidud vsewdiud nan1s@inwivesijayi uaz Abina (2024) fidnw
NansEMUveIMsAvasmsmaafiiuesusifevindeninlunusud wui madeanslasmsituensial
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a

AUNNELA 3eRuaLTRAUA IRaUauawUSInAldeg 19Uy AVEN M (Rohula Utami, Muslikh wag
Dwi Oktavia, 2024) 9nfina1aunvisvaatiu 3uduiunvesnsfinwil il ingusyasdiiodisaniy
duiusseninsuuuddiuyana Mssuianmnuusun wazanudsladevesjusiaaluiunvessemelng

TngiseasAaInisiag

Liednndafesunsiuiaunmaudiidmaienisddatevesduiloa

2. fiofnwdvisnavesuususduyAnaLarMsuUsuUsEaUMsaiLUTUARE NS S USRI ALAN
fidsmarensndlatevesasiuilng

3 fleAnwianuduiusseninauususdinyane msudsduussaunsaliusud wasmssuiannn
Audiidamarienisilatedudvesiuilan

WUARUAEZN BT RETa

WUSUAEINYAAA (Personal Brand) n1saseuusunaIuuAAa (Personal Branding) vanedis
mvmuﬂﬁwumﬂawmmmwaﬂwml@vLaﬂaﬂwmLawwvmumaaﬁwmmau‘[mLLa gANdNusiungs
v Teefidmaneliteasvioufagauts anudeivy uazdauiiuanis Fadumnaailisuay
aulaondnimmeitilussiuanauarlulszmalne Tas Mugge (2011) seyimsasiayadnamuusud
(Brand Personality) $agifiuannuanansalunsudeiuvesusud Tnonsliyadnnmuyudiduedos
foddnyidenlasuslnafunusudiuanuuandauaziondnyaivessdnsios mnuedduininds
ana uenaNil Jin Su uaz Xiao Tong (2016) wuiyadnnmuusuddmadsuindenufisnelauas
anufnivesfusing Tnsawvernsislunusudidedh wu munsBudiady Teeliuusudainsea
wandngazasAnuduiustuIndunguithanglaegnsiivsydnsan Balasubramani Ramaseshan
wag Alisha Stein (2014) LUUUVUINYBIUARNN L UTUALUNITATIANNENTUSTHEZENITENIUMUTUR
wazfuslan ngyadnamuususiunzautsdaaiuaulingdas mnuind waznsuanssndnual
vosuilna nadnsiananaenndosiuinAnues Roberto Blanco Alarez (2010) fiszyasdusznou
ddy 10 tadelunsainstoidesvesuususidruynna leun awd Uszaunsal dumms msadiuanyu
Hatfuayy nsuanseandieleemang UAsemeundu uum euflen uagsnsidenles

O



e

MyanstwmaansUsviay

o

"T‘Jﬁ 30 Q‘U‘Uﬁ 1 (UnsAY - W8 2569)

MNMTUYIIMNTTIasaagUliin Msaauusuddnyana Wunseuumsiiyanaaiig
wazdansamdnuaivesnueaiieairsnsidenlesiuguilaaviefuundmneludnvausianunsa
agfoufnudeg 9auds waziondnualiamenuld wAniivisuaiiounisadiauusud
Audn uitiulufiyana Seasdinasonisiuiuazanufinelavesfuilaniifsoyanatu q Tnons
ahauusuddiuyaraifdestumsliyadnnmuasaadnuausvosmyuslunsidenlostuguilag wu
msadsemuaneng madeansaruaidla uasnsdaaiuemudoiiy il dnimmavansauldfing
HANSENUTBIYARNAMHENNTT UL ANUANARaLUTUA

nsuvstluUszaunisaluusus (Brand Experience Sharing) létn3wnisislulsuinauas
ANUTEINANE1IAIANUMINY BIAUTENDUVRIMILUTAINGITIWNIUNIN WU Ferreira wagAny
(2022) leAiiun1s39uTeUsuIuMeITNTdUAIE1UULATAINIINNGNAIDENTIUIN 560 AU
Faduffuslamiedesyssfuwridiludsemalusaing maiusiunudeyadifunisihuwuuaeuny o 9w
Tnefinsmaseudesiiolfoitosufunguiogiediuu 25 au wan1siseuandlidiui esdusznou
yasUszaunsalbusuiedulszamduda duldyan dwensuel wavsunginssu Tovswa
Favnsennuinlunusud Ssvmihdidusiudsdsinulugnisairsqudiasdud TunsAnwiil
ANUERAARDITU Ajayi ke Abina (2024) levinsinseingusiagsinfnusedudSyyesdiuiu
154 au neUszgndliuuusiassaumslasiaiaileAnyinanssnuresnisdeasmanaindiiiuensuc]
Bevansonnudnlunusud wamsiessitlidun ssdusznavtesanuinlususud Ussnoude
aailnd3n anuvasivia uagemmsjalu ldsudvdnadsuinanmsieansiitiuesus) lnoanusesiudy
osfUsznauiildfunansenugefian uenanil sddeues Steriopoulos wavame (2023) I¥fuiu
nMsitedainaniiedesiunumvesorsualluudunnisviesiiendwsanimusssy Tneiiu
FTmdeyaludiedl w.a. 2562 uag 2563 NIULUUABUNULAYNTHNMBENIUUELDEY HANNT
Anwagviouliiuin msidusiumsorsuaifiunumddglumsiasuadne Ysvaunisalnsiaum
naznTusEMIaIUsuARUguiTaa vauedl Santos uazamy (2023) IddudunsideeUim
luusunveuslaaluiles Conceicdo do Coité $§ Bahia UseweAusi@a sewinedl a.f. 2019-
2020 WeldiBnsduimegnuuieglumsiudeys nanideuanddiiiuanuduiusiBauinesiad
oy sswhasraumsaitesusudiunsdadulate lnsawzoseddulssiufifetortugmuen
fuguvowusus 019 A nveswanSasiuarasndeiiovetesdng uenani nan1sAnuds
azvouliiuisauddgueansadimnuduiusidanuiuduilaalunsduasunnudnise
LUTUAlUSEEEEN @9 Johnson uaw Rosenbaum (2022) lédiunmsidenuvaniszes lnefingy
f081991UU 150 wag 338 aumwaiu widsedeuisnisduiiegisaglilignssyliegnsdniau
wifdnfumaidetmuadvszaumaninsiidmhutususudinuunaniesudodnussulat a1
Twitter kaw Facebook nan1533etlidiutn nisuansauiumey (Like) wien1sutsiu (Share) iifomn
yesuusuATiANudTusIBsaInAuTiruedRTdouuTus Tnslanzegnaddunguifliaundszdunisd
drusiuge egndlsfinny ldufinseuiindsnisgndanemginssuosuladluiiufians s duuli
flazuansviruadiBainiianasmendsnsutatu azveuliifiuianiududeuresnisiuasuuas
Sndnualrumgdnsmilulanooulay Tneasy nsuisdumsdsausudedinuooulavifunumedied
toddnlunisvaevasuuazUiudsusndnualvesuilan saonsumsaaimuafidsuindeuusus
osdeuirnnuidemaniitlidiuh Jademetnussauasmaiuivesdlinuidrounantiosudn
fdvswarenadwsinam Ssanunsnilutssgndllunsimunnagninsnanelidszavsamestu
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INAINUMIWITIAUNTTUANTaaUlNd Msudsluusgaunisaliusud (Brand Experience
Sharing) Aenszuaumsiifuslaaaievesuszaunsaliferiunsiduiduanadusiiutesmising 9
01 nisdeansuuutnndetin madeuuinssivuumaneduesulat waznaweundidenuude
dseuoaulatl uwnAniniauddylugaiivadinsuisiulsraunsalamnsowndnszaiglunniis
oghadundu demartantsiuinsauduasnszuunsinduladeresfuilon nsudsdulsvaunisal
oA Falildduissnngmsaifiieiulnesssund vnudidunagnsmansnanafiaziiouni
flanelauazanuidesiuvesfuslnafidrensiaud

N53U3AMAIN (Perceived Quality) Hn3vIN1snatenuming uagedAUsznay Wy Darwin
Dhasan uag Mayuree Aryupong (2019) AnwAEIfUNANTENUTBIANAINALA ALAMNSUINS
WAZANERSTINTIAMEANUTEIUTINYRRNAUATANNANAYRIgNATlUgRAMINTTHETUEUA Lag
fnsnansdanssuinaunwindunmsivivesgnififeriununnlaeuvesdudvieuinisiie
WisuiuuusuaguidlagnsuszilivannanumaviwazUszaunisalvesgneanluedn lagusenau
LUy A NREATMI AUAINATITUINIT ANUYASITUVBITIAT ANUAIANIIYDIGNATLAZNNT
ABUALDIANLABINTUDINAN B99Innuddesananinisfnuiuidivessasud $1umu 224 au
feglunsammamunas Usemelng nansenvimuinnssuinanimuesgnidssaseainuinives
anéiifisouusud Ssrdmaldfunndumngniiiszaunisaisiukiulsraunisaimsliuinavie
TfUseloviandudlaensy vaziedfunuinnunwuedua wazsimlidmananisiidiusiuges
gnéuilunmsnnssuinunmazdmasierufnfvesgnniay Guaenndesiunanisinuives
Andreas Samudro, Ujang Sumarwan, Megawati Simanjuntak wag Eva Z Yusuf (2020) Anwuieatu
NANSENUYDIRAANTISUS Iz AuATITUsoruTianelavesgnilunainindl Tnefinnsnands
nmssuipaunIndunsusadiunanmaudvesgndlaegndminUsyaunisalueagnd wu Ussdnsnim
AMuNIL Audelie uasnseUAUBIALFBINITYRINA1 FeaneniideiinisAnuiungs
Fammsiegluuiemiitimsliiadfasidnwau 269 au wansfnwmuiinisiudamnw Wy aunmw
yesdufuazU3ng Anadeiie MsneuauswisnueINsTITiusEAvEA maNAreALTianele
‘U@ﬂgﬂﬁ? FaflauAnitunseiu Alifia Lintang Dharmanisa, | Gusti Bagus Udayana iLa¢ Bernadetta
Diansepti Maharani (2022) fnwsanszvuvesnanmueadnfamiasuimnumdululfuessian uas
amanwaireaLusudAsaauianelavegnd Tnendntenissuiaunmindunisusyiluvegnan
Alsiodufuiouinig lnsordouszaunisalluefin Jsnsiuinaninazdwmaenufisnelaves
gnén Fanmsidesainanimuinmssuiauninuszneulufessdusznousing 4 leun uaudives
fufn amdnwaluusud senidianugisssy wasUszaunisaiuesgnanlusiin Tnananisidesiangn
wuhnguiegnefifiusvaunisaiondndasiann Mie Gacoan Tamansiswa annniwisads S1uau
154 au fianufiaelafunuamdui anuduAYessIm wasnmanuaivesdui Jsesduszney
fenandwarenisiiinszaunsaliirlifiugnAndensliAnauimelalududuazuinisveausus

PNMInumMUITIANIsRaTUladn mMsfuiamnn (Perceive Quality) manefis N1sUsELELYDS
anédenuamvesHAnSuTvEeuintT Fellldninanamuamaiaiamen uddunsiusiignénld
dufaannUszaunsaififiedud nsuinaunmAnanauaavisuesgnd nsiieuiiisuiu
Auts uaznsmeUaUBIANFBISTignAnAman Ll Feesduszneuiiddyueamsiunanmusnoy
TUMevaeiy Wy ANNNUBIHARTNI AMAIMYBINITUINIT AINERASTTNVDITIAT ATINNUNIY
anuidedie Anuazmnlunisiéoy uazamdnualveausud

)
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ArmAslatie (Purchase Intention) fitiAwin1snandsauming uazesdusznauvasiauys
fanam 1wy Howard (1994) Ifeduneanumnsvesaustladeiniunszuiunismedslaiivsuonis
ms’mLLmumaaﬁﬁiﬂmﬁax%@ﬁuﬁﬁﬁwﬁﬂwﬁaﬁnaﬂmamﬁq wauedl Soyoung Kim wae Thomdike
Pysarchik (2000) szyieuislatennefataiiguilaaniouiinndonmadeniiaonndasiva
#ioens lnemsdnaulatovesiuslnalilldtueg funnautivosdudfissodtaier uidimufeusslond
ffuslnaarldsurnaudiuiinevaussausesnisveaa masddlatedudulenidlunisiilig
nsteq3s Inedidaruniazduegi 0.95 uenainil Fitzsimons way Morwitz (1996) Tdvhmsfinun
arsslatovosfuslnauasnuihruidatotudamnduiusfuussaunmsainsldaududies
N‘UﬁIﬂﬂLLauWﬂUﬂﬁl‘ﬂumaEJ‘VT’eJﬁ‘Lm’l weghaty fuslnafilisnsuddviendainazduuliifiaznoui

whosnsuddrioiiy esmnivaundfiftuauddundmnmsldou luuneiguiloaflinetons
Aufaziimnuddlatonsaudiifiduutsnsmangsigauny

oghdlsfinu anudiladeesiusinrenaliiuiudiauely esnnddadedu q forafinanseny
somsfindulate wu anunsaififdviwanonnudilavesiuilng aenndesiu Putrevu way Lord
(1999) FeInmusslatalnsnsnnuduilaaifeafumiugeuluiaud anufesnistodudilaziia
Fuluewan wazArweENARedldEuA uenand 1uATEues Okechuku way Wang (1988) ¢
aounuiuilaafeaiuanudenisvasestedud anudiladeidlaituiudmismeninluiiu wa
AudaInsmdentedideduin Tuvasieiy Soyoung Kim tag Thorndike Pysarchik (2000) 1¢1
asvaAsatuuuiliufiestoauianyssmaundsdnle 4 luauan uaseuideshuresuslon
MAuFNUssmEtumIauTiazde Mowen uar Minor (1998) seyinanudiladoiaudusiug
aEJ']amﬂﬁquﬁﬂﬁMﬂﬁ%ﬂm@Uﬁm Lﬁawmﬂ'auﬁQ’U'%ImazLLaquﬁﬂiimmi%a AADIUAY
slansenwliulumsuanaginssudindriderou Fsenauansoonluguuuunsrumdeyalieiu
Auduteuinis viemsvenidunfBuieatulsraunsainsldaudwiouiniavaniy Tneanide
994 Fitzsimons and Morwitz (1996) fivhmsfnuuieaiuaruddatevssiuilnalnedinisiean
Aeafuanusdlatevesiuilnn wuhdmeuvesuilnaduiuegiulsraunsaimslinuauives
fuslnauaeiauaRidredodudn wu Wagndsmanufentumiudilate fuslnaildsnsusdonds
ogudinaznoudarinastosnsudifeiin Seulnausiimueddiftuauddundmnldouud lu
szidmivislnailiinsdesasudasmeumanrhiinnuddadenauiiifdmumenisaan
aefian egnlsftmunmsvinnenginssuvesiuilnannaudilatotuedligniesausly esan
Faitaseau 9 Funsndnanseninsnnsdnaulate (Kotler, 2000) WU @01UAITAIRANY 9 fitlovswase
ARl (Situational Influences on Intentions) sndfpenait fuilnanuniserafinnuddateites
ardufeassmadadseuns Weegluduemsiuiion 1 vhaniilesnindesmsnisseniuain
o lunsiferufuilnronafenudilitodefdnlussmedsdnamgniiolufuaudeiitu
yiemutladomaduasugianng q fenadunisvsnarilmAeniadsuuasuddado (Peter
& Olson, 1990) 1w {uilnrenvazgnanituiou Viliguslaadsuutasuddlafiasdesosus
vl Dudu wenani UNﬂ%5&wqaﬂsimm;ﬁu’%‘lmawhjaaﬂﬂé’mﬁumméu“ﬂa%a WY U3V
Pickering and Isherwood (1974) fifnuwieaiuanuddladelneneiensauuliuiigusinaenduin
Foaudlnsgainanundlatenaon Insliuslnauanimiudalatosodudisuiisuduedfius
wuiifuilnatosar 5 fimeuiilifuuldufiasnduintedoifuogauiiuoy winduiniedeiiu
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PInMsnumssanssuasoasUliianuftlatennundenvesduslaafivzdedud vie
uinisluewan tneiinainUszaunisalfilasuannuusud wu aanin anudugeulauiisnanusenis
duAananuddulunisliden

NSAULUIAANIGIAE

Personal Branding

Brand Experience

Purchase Intention

Sharing

MWA 1 NFBUKNIARNSARITIUTUAYARRENUINARBALaE NN TTUTAMNINEUA TdNasan1sndulaTe

sELlaUAENSANE

msidoatsilliuuuasuny (questionnaire) edasiislunmafvrusadeyannnguieds
41U 400 AU LABNTIFUAIDENHUUANEAY (Purposive Sampling) Wukuvaeuaueaulatilay
uademoudnnseiierusnautinguiegisiineiuszaunsaidedudlunusudiitinanon
;ﬁiﬁsv‘hﬂﬁmwaaummmﬂLG'?NLﬁam (content validity) fensilAsIERmAIRstALdeAAdDY
senintomauiuingUseasAniside (index of item-objective congruence-I0C) AMNENTIAMA
sy 5 v wuhuuuaeunafimanunsadaion 0.98 Faegszming 0.6-1.0 wansinnnwTa
aaummmqL%&Lﬁammﬂﬂma@mqeﬁwudﬂLLUUaaummﬁmmaamé’mﬁuﬁaLLUiLLazﬁ'aﬁﬁaami
Ay uazvhnsvadeuLuUasUA (Pilot Test) Aundusiegnaiadu 40 au lethumadeuen
Audesiy (reliability) AugnsuuUdUsEAnSsan (Cronbach Alpha Coefficient) aMngmsves
Cronbach Tngldinausiniseeusuiifidnuinnit 0.7 Swmanisnaaeuiaudesiivesuudeuniy
nlsunsureNinwmesiAvinty 0.95 FalAunnninnasifisensulduansiuuuaeunudisns
mdedunnasiiiun Sansiteluadidinunsiarsananaaznssunsiasanidely
uywd uvAnedevenislneg vanelay A01004/2025 dslumsiasizvideyaiideasyinns
APz Radanssauun (descriptive Statistic) wazlumaannislassasns (Structural Equation Mod-
eling: SEM)iwiunan Anla-aumsdusiug (x2/df) asdesnin 2 amiuuiasdu (p-value) foa
laifidedAymeand a1 CFl way TLI @a5u1nnan 0.94 @Al RMR waz RMSEA aastiesnan 0.07
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NANISANEN

N@%Lﬂi’]zﬁﬂﬁ@gaﬁ"ﬂﬂmaﬂizmnsmam%

Joyanuuszansenans nuindumaviedeag 34.00 wazinavgeiosay 66.00 lnewuiteny
¢ 01y 41-05 U (Feuaz 48.00) 87 36-40 T (Fowazds.00) 01y 25-35 T (3ouag 3.80) 87g Fint
25 U (fogag 1.30) uaray 46-60 U (Fosag 1.30) sun1sAnw wudt USayan3 (Fegay 81.80) a4
nisayes (Gevas 17.00) uazininUSayaes (esaz 1.50) fMue1dw wuingusegisUszney
p1Inninuenu (Fogag 82.00) 11519115/553a MmN (Foeazs.50) W10e§3Na (Fawaz 5.0) 81N
Sase Yoz 5.00) uavdusEld WU Saud 30,001-45,000 UM ($o8az71.30) Rausi15,001-30,000
v (Bagaz 22.8) Aaus 60,001 vnAuly (Gegas 8.00) sndwsewiiu 15,000 um (avay 2.80)
Laghaus 45,001-60,000 U1W ($e8az 2.50)

N@%Lﬂi’lzﬁmaﬁﬁﬁrugwmmﬁqLLﬂfa‘ms'Aﬁﬂ

fukusuAdIYAa (Personal Branding) wudnduanudszaln (Sophistication) ( X = 3.96,
SD = 0.74) TngnuinisusngivesnaneniliAanisindansdudegasoiiios sosan
foAuause (Competence) ( X = 391, S.D. = 0.76) lnewuiildwlusuvesnisifiuay
ihidefiouas iunnrmsduduesuususideduilan sesaunfonuudausuasumu (Ruggedness)
(X =389, 5D = 0.72) Tusuwesmsazviouliiuisnunmdud sesasnie Awa3sla (Sincerity)
(X =378, SD = 0.78) uarAufuiiu (Excitement) (X = 3.59, SD = 0.82) a1y

Funssusnmn (Perceived Quality) wud1 ananevvaswusuFEilvimstedudEugoms
fina o $etu ( X = 4.00, SD = 0.81) sesasmnnanenvekusURasoudsnsiiauddaludu
AMAMASNANAUA (X = 3.96, SD = 0.79) uazananenveaLUsUsTIBLiNA L deuvesduAlungy
augulml (X = 3.94, SD = 0.809) Auasiy

nsuvsuuszaunsaluusus (Brand Experience Sharing) Wuin nausegsiangiilaiilauus
Hulsvaunsalifsfuinanenvesnusustuuluduaiiife ﬁﬁhLﬁ?&JMﬂﬁ&}ﬂ (X =397,5D = 0.83)
iaﬁaamﬁaﬂfjuéhaemmemmﬁfﬂLﬁuﬁmﬁ'vmaﬂamﬁumLLUiuéﬁiuﬁdﬁﬂﬁuLLﬁui‘ (X =3.96,5D =
0.83) waznguinegeRniinsursinanenve TR TluTnad AyTefgeauadlianausey
(X =3.94,SD = 0.84) puddy

Fuauidlade (Purchase Intention) wuth neuiegsilununztedufasuysudiideasrhusnanny
auan (X =4.03,SD = 0.83) 599893179 ﬂfcjwﬁ’aasmamﬂLLusﬁﬁuﬁwaaLwiuﬁﬁﬁaawsmumaﬂadﬁﬁ’uﬁﬁu
(X =4.01,5D = 0.84) kg ﬂﬁjmﬁaaéwamﬂsﬁaauﬁwmLLUiuﬁﬁ?iamsmumaﬂam (X =3.99,5SD =0.83)

NANISILATIZTRAMNANNUETTUINIAabLsuLLNeaSAY ( Pearson’s Product Moment
Correlation) AT LU 30 fuds Sendulseavsanduiussynineius ¢
581319 0.114 4 0.660 Fdhifinzsmdunsmmszninsulsdunalalusuudiaes Sy wans
nmwiaruduiusseuieiudsdunnld Fadulunudennandedumaifivesmsiinszsiauns
1A59@379 ANEDA Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) winfiu 0.941 uansin
AANuUduTusYesinUsHaumnzanlunsiAssiesrUsynouUIuna1aLagan Bartlett’s Test of
Sphericity ftfuddaynnsadfiiszdiu 0.05 WARIANEBUTUANNRFIY H1 Tufle fFuUsing q dau
duiusiunazanusainlviesegiesadsenaula
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NaN19IATIzRAlsEnauBatiugu (Confirmatory Factor Analysis-CFA) Han1sItAs e
peRUsznoudeBiuduresiulsiionanidanuusassiiinnuaenadesnaundy (Fit) woudns
Thdiusaziudsiuiianuaeardeadseindlaefinnsananafuiuuusiaomime s
(Abidin Dagli and Buinyamin Han, 2018) ¢4 Table 1

Table 1 N137TIVADUANNADAASBINAUNAUAUMIUUTIRDINIINGWY (Model fit assessment with

the theoretical model)

Aauls

ATNIAIFIU

wusUAEIUYAAG
mauvsthulszaunisaluusun
MssuiRamn

Lo X
muAdlade

910 M1l 1 MInTIRaeUANIABnRdeInandufuiLUITaemquivesusiaziuysile
ihmaanfilaluSoudisutunasiiunsiansandisimunin ala-auasduius(xe/dn msteenin
2 Aranuinazidu (p-value) Aedlaifidoddgynisatd A1 CFl wag TLI A35U1NA31 0.94 dum1 RMR
Lag RMSEA Aastiesndn 0.07 sy shuuusiassnnsindedauaonadasnaundy (fit) fusiuuy
189G ud (Tabachnick and Fidell, 2007)

NANISILASIENANADAARDIURILHLARANNNTIASIAES
Table 4 AADALEAIAIIUADAAADIVDIAILUUINADIEUNITIATIASNS (Fit indices of the structural

equation model)

Auls X¥/df p-value CFl GFI RMSEA

ANNATEIY <200 >005 >094 >094 <008
AL 2752 0.097 1.000 1.000 0.066

N M99 2 Fenuduuudassaunislaseadie (Structural Equation Model-SEM) Lile
ihenadafildluUSsudisutunasilunsinsandifvueiasnsdiuvesla-aunsduims (x2/df)
MTtieenI 2 Amnutazidu (p-value) fasliififoddamsatia A1 CFl uay GFI msannin 0.90
due1 RMR way RMSEA aasiiaenin 0.08 Seiliifuuuinnsiafinnuaenadenaundudatuuasfu
(Model fit) fufauunamged] (Abidin Dagli and Bunyamin Han, 2018) 3sasulaindauuuuesnns
Tnaudsfuresuuudassiinruaenadosnaunduiuduuumaguidmualilussdufivensulsd

O
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Table 5 HANINAFBUANNAFIUNTIFY (Hypothesis testing results)

= - el
#UAFIUNTTINY

H1 PS> PQ> P
H2 BE > PQ > PI
H3 PS > Pl
Ha BE > PI

p-value 0.05

N M3 3 WAAIHANTTANYINUTMUTUAGINYARRA AN I TILaseaulgaunslade
agfituddgnvEdiflaean R Square AU 0.348 df Wiy 3 namldduusuidinyanauazng
wisudszaunsaliusunlaeriuiinanisiuinun mndwanennunslagesg1altedfyneada

nsadlsiananisias

HaNTITBLansliiuIUsUAdINYARa (Personal Branding) dunumdidysenisasnenay
dmtusiuguilaa Taefid “anuuszdin” (Sophistication) flrzuuuiadegegn (X = 3.96, SD = 0.74)
Feaenadosfu uwIRAvEY Mugge (2011) Vi%ﬂwLmsuﬁﬁﬁuﬂ%ﬂmwimmﬂ'ummmLa%a%f'mmm
andaraulindannguslaala uenanil Fu “ArmEsa” (Competence) %qﬁﬂmmmaﬁa
quﬂuﬁué’uaaa (X =391, SD = 0.76) &1 @anndaeiu Ramaseshan Way Stein (2014) 9 i‘“‘U’J’]
ypdnAmMvRILUTUAT IR LA MU lun A ALA WAL UI N TYRILUTUA Tudreamsiuinunn
(Perceived Quality) Wuiniia “panuaraanlunisdedudriutemsing 97 finzuvuLdgan
(X = 4,00, SD = 0.81) Az donAdoeiu 1ues Dhasan & Aryupong (2019) Fednmsiiiue
avmanlunsifedudndudlededfalunisadianufionelanaranuaesndnd vesdiads “ns
azﬁauﬁq@mmwmimam” (M = 3.96, SD = 0.79) YuEdi 91U Samudro LarANE (2020) WU
anutdeiefuaunmaudioaiiunuimissadunaiaiinisuisiudunaiduiudsddy s
wustluuszaun1sallusun (Brand Experience Sharing) ﬁﬂzLLuuLaﬁaqﬂuﬁa “mmgﬁhﬁiﬁuﬂaﬂu
Usvaunsaliieafuinanen” (X = 3.97, SD = 0.83) denAdasfiu Johnson wag Rosenbaum (2022)
fnuhmsudstudemifortusususuiledeaiifetisadsrnuduiudieinuasiiarmnadiase
WUTUR mmsﬁmamﬁ%’a%ﬁmiLL%%’LW'NL’Jm?‘hﬁ’zmhEJﬁaammmaﬂ%mﬂuiaUﬁa (X=394,5D =
0.88) unuzdl Ajayi uaz Abina (2024) szytademeiaussiuenalinadonisuusiulszaunisalily
Foailfe wazauaslade (Purchase Intention) WUindd “n1sneusudedudlusuinn” (X = 4.03,
SD = 0.83) @enndastu Fitzsimons wag Morwitz (1996) fignanuddadeiinuduiudlnenseiu
Uszaunsainsldnuuasiiauafnifidewusus vasfias “miLLuvﬁﬁuﬁwaaLLUiuﬁlﬁﬁgu” (X =
4.01, SD = 0.84) maamaummmbmﬂwmeulunaumﬁiﬂﬂmﬂivaumimmwmﬂmmium

szNmimmaauamummuwmwLLUiummuUﬂﬂammammamﬂLLaumnaamiﬂammmﬂwaaEmmw
dAyaenAaBINU Mugge (2011) Vlﬂa’]’)’J’]ﬂ’liﬁi’N“Uﬁaﬂﬂ’]WLL‘US“LJG] (Brand Persona |ty)LUume3Ja
ddyiidenlosfuilnafuuusudinuanuunniaaziendnyaivemandasinasoiuauannsaly
M3usuway Jin Su kag Xiao Tong (2016) Wu31 UARNATMUTUAGINARIUINFEANUTNe lawazAIY
fndiveruslan Tnetavnzaghaddunusudided wu mansdudinia Seeliususadinnuuansing
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wazasenudiusiBantundudmanelfodiussansamuonanianisinwdmuiinusud
a'auqﬂﬂau,azmmﬂaﬂuﬂizaumiaf!u:uiwﬁmsn;huéhﬂaNﬂWﬁui@mﬂnwﬁdma@iammﬁﬂﬁaaéw
Tiedndaynneadn Feaenndoetu Faaenndasiu Darwin Dhasan way Mayuree Aryupong (2019) i
naminsiuinunnesgndmanonnuinfvesgnAniiirenusud FaazdenaldFnntumngnén
fuszaunsalfmriuUszaunsainsliuinmavielivssloniannduilnenss Jeaenndeaiu Santos
uazrAN (2023) NAMIANUFUNUSITIUINOYNHTBAIAY T81INUTZAUNTAIURILUTUARUNTANEU
Taile Tnsiamzogaddutssiuiifendesiuauaiuguwesiusud onfi auamussHdnsusiuay
M deieveeng wenanil nansinuiasoultifiuisruddyesnisadianuduig
BenauAiuguilaalunisdaaluanuinireuusudlussezend

TRLAUBUUE

1 msfnyunumvestademsdsinelunisiuianamauduasnginssunsteiiAedostuua
Aen AdelueuAnAITiaNsanYadenedniven Wy Anukniunisetsuel, anulindadewusud
waznssudanidnsaudiiaonnslinanen ieTaneiindundiiinansenurenisiugamam
Aufuazanuslate edls Tadlduuussesdddasiaidlunmsmsrdeunuduiussenineduys

2. msfnwiadmeiausssuiidamadionisnevausswesiuslansounanssluuiunainalu
USunvesgsiasenislseme unanenetagnuesuazsuiuandsiululuudagdausssy nsfinw
AITINTaNTUadeAIY TWUsTIUIEAUIIA ANUNTOULLIARYBY Hofstede’s Cultural Dimensions
¥30 Hall's High- and Low-Context Culture \ilensiaaouinguilanainussimesing q SUFA3en
sonsliinanenvosuusuduandsiundeld uasdsildwmaronisdadulatoduiviouinsedils
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Abstract

This study aimed to investigate the viewing behavior, consumption patterns, and percep-
tion of soft power elements in Thai films among Gen Z consumers, as well as the impact of
soft power elements in Thai films on the economy and society. The sample consisted of 400
Gen Z Thai film viewers aged 18-25. Data were collected using questionnaires, and analyzed using
descriptive statistics, including percentages, means, and standard deviations. Inferential statistics,

namely Pearson’s correlation coefficient and multiple regression analysis, were also employed.
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The findings revealed that the majority of respondents were female, held a bachelor’s degree,
earned less than 10,000 baht per month, and primarily watched Thai films on Netflix, with
a viewing frequency of 4-6 films per month. They typically watched films from beginning to
end, seeking entertainment and relaxation. The perception of soft power elements among
viewers was at a moderate level, with traditional and cultural aspects receiving the highest
mean scores, followed by martial arts. Three personal factors, namely education level,
occupation, and viewing frequency, significantly influenced consumption behavior, accounting
for 19.00% of the variance (p < 0.05). Additionally, two personal factors, occupation and age,
significantly predicted the perception of soft power elements, explaining 27.0% of the variance.
The results of this study can be utilized to effectively plan for the expansion of related businesses.

Keyword: Consumer Behavior, Soft Power, GenZ, Perception, Sustainability

unin

agund et Tugnugninensddyivisduaurendnnnesindnswansanudnde
fuslamisluiazsavssna adnmeunsinedusdosiomeunsiadin suussaudoslnefinn
wazAatznssied laslamzesduin (2546) Thiausfauznsseguslngliiuiizinuasliiuay
fosniuialan Aanunsaduadudugramnssuaiassanddyannlunsensefunisudsiues
UizLwﬂ,‘wsflummmiaﬂﬁmmma%’wLﬁmﬂaﬁhmamﬁ@ﬁﬁﬂm" (Anantd Junsanad, ngyaun deian,
Ullgyay Sinwn 85381 Aviaey, Ui Summia, 2558) naenautuindeuasygiavesyssmanuiimne
n$iaLTEIBuU (SDGs) fu SDGS (Decent Work and Economic Growth) Tagagiiildaintn.a. 2562
amgunsilneasoainengldiumsgsnssunuuiaiuuasgsianuuBidnnsetdind i 229,169.64
auun wlagdinnsunsseuiavedanunsaimsunsszuavedhidalalain 2019 Tuln.a.2563-2564 wi
nduldsunansenumieguassadunsnwiios Fesgunalimuddfunisdaadunmeunsine o
WamunaUsglovinaasvgianaznisudeduiuinassma auunuutdunangldgvsenansund 20 U
UsZLAUNTSAI9UTZINe (W.A.2561-2581) 31 “MIaalasuanIuzuass1ualuuasyy HIUn1nIsIHeLns
Jusssusazenanuallng (Wassu mizai’aé, 2564) BnTansENTITALET (2567) SAVUNLNNG
Fuindeu wovines seliFausssuilionauasugiatazrdenlng inszidadiuisdneninues
Uszmalnglugmugifyumsaussssivannansusslauaiuiivoniulussfuana uasdrinay
AUASULATYFNATNATIA (BIANITUMITL) WYIWIUHANAUIINANENUDIQAAMNTTUATNATIAENTA
ihlugmaiiagondnmiiesld shumsdseannineuns was 25sunssy widu mMsesniuy uasiiom
#3via uansdernuisdsyneTausssy anuvannvasuazLinnssIvesUsEMALS U8 U UYa
wazas1dndnasraulan (yv1n1us ete, 2024)

anfive) AT (2565) sduieiwerdnmines Ae muannsalumsingdegduliieuimels
viiowslanaunginss vensuuazadosnudsiiaenndesiumudiesnisueslis e lnefeainainnis
fagalaidngdliindosmulasusmnnmsgnamienisnnasanidudda unnsannmstisiunaddiy
fifinslignnamamamsriesunamaasvgiadajinnaugdu dlafien infafesiuasvema sudee
(2566) 52y UsgineilneBandn 5F fiveduindeuasugia Tansssy LLasmwé’wm’iﬁﬁuﬁiﬁﬂmnﬁu

©,



e

MyanstwmaansUsviay

o

"T‘Jﬁ 30 Q‘U‘Uﬁ 1 (UnsAY - W8 2569)

Tagmdn 5F Usgnauseemsing (Food) flveuazniseeniuuundu (Fashion) nweunsuas3avim]
(Film) w8ilne (Fighting) wawUswiniillng (Festival) iz Wiyiauuga (2561) STyunasiiuneq
gonAn1Ies 3 Usenishe 1) Aduumnanisiles 2) Wleuiednnuseing wag 3) TRUsTIN N imussIu
vosssmaglisunafimuaenndestumieuesssmadu Tonaiuszmagldsnvannsnaiuss
plaseUssimaduaniunnty vardvesmsdiilinussailnenaaduiisinogaunsvaresinegiu
SULUUYRINIANE MaRredeasuaznsuanidsuinusssn suhlugnsigdvlamaasegia
wazdsnule (ngaws WBa, 2562) HanUsemelneidnuasiaunie Soft Power Ao ndnwaliamusssy
Inefifusy Renanfonumn Wusnnguildunuiausss asvieudiiuems Aavy Jausssu Tudis
mas MeuRsiazanuivieniien swduniinilan @asugs uyle, 2567)
vouriszng Gen Z Wungulugflugiinrendeuiifunumdrdyiuiieslinfunnudnuas
Jausssuiivannuans Suuliuiasuudsuinuedldd farunduansesnuaziinrunderiuly
puesge ausandniiomiiaisassdiieduainlifnduindoureninnneseantugnanaina
(McDonald, 2011; Schroer, 2014) sﬁawqaﬂsiumwiﬂmmwaumﬂwwaﬂ Gen Z LLazLﬁmmi%‘uﬁ
gowinmneiiaratsassdlodofieondnmanuoongnaimanniu dainsiinfedud (2567) e
mafvlavesgsRalsanneunsuazunUMAdyveIngl Gen Z AITiSasinAulaannda 100% vide
ls 2 wh ilofeufiugng Q1/2566 Faaes Ftwand 929 Q1/2567 Sseldsan 1,719 &wum
warils 140 Ewvw iuladudios 8% vstheulneiiladdlpdiduroumsguildulsanmeuns inse
Huuszaunsaimairdendildlinanduiliouniensouass lnslams Gen Z Wudlimuduvouay
Suisuenthy usduidvamwiniduivaniuilavdoifleseula uinsgmitlulssameunsiiua
wsihuszaunsaifidudindt adamnumssssniuidu usslunduiifiindte Sejadanmeuns
Tdusimunmsud Tulin.e. 2566 granunssunmeunslnendnnmeunsinainvatseenanaulin
Dunszua aseeldndniosdumatsdes wu Sven dUunse aking?
AdedeailadnunfangAnssunisiuruuasng Anssunisuslangu GenZ den1sfuisunuugens
ymnesiunmeunslng etwansfnvuiausuuzainsnudsdumansugianasdsau aenndos
mumngvesesdnsanUssnmAtunsiaunegadiduly 2 fufe Wivaned SDG8 (Decent
Work and Economic Growth) uay SDG11 (Sustainable Cities and Communities) 99n¥avaa 17
Whmane
TnnilszasAnsias
1iflefnwmaAinssumssurniunginssumsuilannmeunsinevesnguiuilan Genz
2. fefnwinssuisuuuureinnnesiuameusilnevenguiuilan Gen 7
3 e Paduaiuyana noAnssunsusunazngAnssunsuilaafumsiuisuuuumendnmnes
Hunmeunsivevenguiuslaa Gen Z
4 feFnwmslizendnnneslunmeunsinedifimsvieufisauaznisdseenduiuazunsmg
TUUETIH



o o

ﬂﬁ 30 aUUN 1 (WASIAU — LU¥IEU 2569)

e

MsansiwAaansUsTied

WUIRALASN 1)

Lyanannesivgaamnssuduiia

gnavinssuiuisdamasiennuden AnyiureuTausssnnmaldiunsluimlan dundanan
F3d nmeund e auAndunszua Korean Wave fivszauanudialulandasnsadiaseld
WUSEIWANNNDN 12.3 Wuduneaaais (Venus kanpaksom, 2022) 3wilinangusemeansdngnn
mytmusssnaassfifurendnmnesinudetufisessaasuaznmeunsing failaziinn
uanssnLUIUNTeILiarUssma TnslawizUseimalnesjuiuluiinisdsoenaussslng wu 01mns
mMsutseuarfiaUsnisred daiufiotuvessoninmies Sssouaguanzemslne flveuwarnis
ooNUUUUIEY nmeuns welne wasUssindlne Srannsnaeaunsnlugnamnssuiiuiviasasing
waznmeuaiTiansnadseldiigussmealdiviniy

2. WnAnngAnssuYeuslam Gen Z

Hawkins & Mothersbaugh (2013) wag Solomon (2017) osuensyumsiaaulateduiuay
Uimaesfuilna Usznaude 5 dumeufio Msiud maumendoya n1sussdiumaden mstedudn
wazmsUssiiundiniste usiilemalulaBnnsioanstiunumédniilviuslaaiinginssudeuntag
nszuunsinauladedudeu HinnsiUisuiieuaudnui Sugiyama & Andree (2010) l@usliina
AISAS (Attention, Interest, Search, Action, Share) ﬁﬁmmaﬂmﬂ AIDMA (Attention, Interest, Desire,
Memory, Action) @enrdasiu Rosen &Simonson (2014) wuimsuslaedudilugafdviadions
ﬁmimmﬂﬁwLLuzﬂﬂﬁump:J%ai’l&JSu 7 wazAnhmueadiadnlalududildfniinsfifuieinedune
Audviieinfnfudniu o

3.198§n1355U3 (Perception Theory)

mssuiduiiugunadudiadymnemsreuausmginssulatuegiunissuiananimindon
YOIULEY ANANINTILUARIVINEYasAN WY fetunsFeudeduagiutladenmaiuiuasia
fifiuszansam atladonsiug Usznouse Uszamdudauazdadomedale anudosnisuazianad
Husiu nsfuisiessiod 3 nsvuiunisenisiududa nisuarununenarensual (nguds e
N, 2556) ﬁaﬁw’mﬂfjm Gen Z finmssugeridnnnesitumanineunsinefazauisoasieasse
wnaruluguuuuduitedisengnaald

4.LLu’Jﬁmmmﬁq@umﬁLﬂiﬂgﬁmazﬁmu

Whnensiann gy (Sustainable Development Goals: SDGs) Aouamnansivaniiney
aussAuAeINsveInuiutiagiulnglidnseuniaunse neuausinIFBINTURIALT NG Dol
17 Whvane Usgnause 169 Wmnegesifimnanduaina ImsJLi’]mmwaqmsﬁﬂmﬁguﬁu SDG8
foduasunmsniyiulamaasugiareiiles aseunquuazdiBunshsruiuiiuasiiusyavsnmuag
msflrufifinuendmiunna uae SDG11Aevilnieasmskeiugiuyusianunseungu Uaoade
%‘Viijul,l,asébdgu (Brundtland Report,1987)

©,



e

MyanstwmaansUsviay

o

"T‘Jﬁ 30 Q‘U‘Uﬁ 1 (UnsAY - W8 2569)

38N1sAIUNISIAE

msfnasaiiunsiededime lasdsznnsio Fuunmeusilnedifleny 18-25 U Fslalanunsa
nsdnnulszvnsiuiueuls 3suunin W.G Cochran Afldamaindeuosay 0.05 lduuin
feen9 385 A dmadadenuuunasduneuudadu Simple Random s1asAY 400 Au inTesiions
Weuwuuaeuanu Ysgnaudie 4 da 1) deyadiuyana S1uau 5 4o 2wgAnssunisiury S
4 U9 3) ngAnssumsustaanmeunsing 91w 11 4o 3) N135uizUnuUgaNiAnTIBs U 16 U8
nMmadeuAITesiu (Reliability) waganuifissnss (Validity) vesuuuasuanuiusiegns $1uam 30
AL $EgMIY8s Cronbach’s Alpha i1 = 0.953 uazA1AAITBIRTs KMO=0.667 msifiusiusiudeya
nuuvasuaueaulall (Google form) adfin1simszvidoya Aoatndnssnun toua Aady @
Deauunmspuasaifidieynuiiiedinszimudiniusseinsdeyadiuyana wodinssunsiuwm
fungAnssunisustnanarnssuisuiuugeninnesinumnmeunsineg W maaeuauduiug
yosuUsiedulsyavSanduriusifiosdu (Pearson’s Product Moment Correlative Coefficient)
LA¥NITNEINTAINAINNTIATIEINSANDRENYAN (Multiple Liner Regression)

ANNAFIUNTIE
Uadudnynpnauaenginssumsiuvruianuduiusrenginssunisuilnauasnsiuizluvugerlinmies
HUANEURSIng

a a Qs
NTAULLUIAANITINE
Uadgduynna wgRnssunisuslan
LINF 2078 358AUNTANY Attention, Interest, Search
4918w s58la Action, Share
v P p
T AN3UFFULUULINANIIIDS
, o 1.97%19201540 9018 3UTTLING
1999111901330
. “ Tuss d.daUrmsnod
2.amudlun1ssuey v
335mssua
4.AUMRTINTTUTY
a Qs
ARIAMERR ]

MyBATdayanuuuaeuaty $1uau 400 g wlsimsiauenan1sidelu 4 Wdedes
fio 1) deyailuvesngusnedns 2) wAnssunsuTLasaswasn1sIUSTULUUTE N IDSHY
ameunslve 3) Nslwaeadulseansandunusseninamginssunmsuslaawaznisiuizuuuy
gananIeslunmeunsing 4) nan1siaTgvianneenyausynIulsdaseuasfiud ey

1. doyaviluvosnguiegns wud Wumemdanniign s 214 au (Gevay 53.5) 59909
gAY 911U 154 au (Feway 38.5) dwllvgjeny 21-23 U (Fesay 53.75) sosasunde 18-20 U
(Soway 43.0) AnwlusziulSggns Gewvay 95.75) IudniSeuuazindnw sruiu 375 au (Gevay
93.75) Meldroiiouiio #1n1110,000 um Gevay 56.25) wanslilumisned 1



o o

ﬂﬁ 30 aUUN 1 (WASIAU — LU¥IEU 2569)

e

MsansiwAaansUsTied

A9 1 TUIULALTREATTUNMIUNA 818 TEAUNTANYT 01T UazT1eTusBLAUYDILY

doyangualogng U Souas
1.LneA KIME] 154 38.5
N 214 53.5
LGBTQ+ 32 8.0
201y 18209 172 43.0
21233 215 5375
24-26 1 13 3.25
3.55AUNIANY fseufne 9 2.25
USan3 383 95.75
Ysaann 7 175
Usugten 1 0.25
4.0Tw dniSeu-in@ne 375 9375
nnUUIINIENTU 10 2.50
FUT9NIS 3 0.75
PEARGPIR) 12 3.00
5.51¢ldraifou #n9110,000 UM 225 56.25
10,000-30,000 U 155 38.75
30,001-60,000 U 10 2.50
1NAT1 60,000 UM 10 2.50

2 ngAnssumssusunmeunslnevesiin Gen Z wuin YesnaiuruEums Netflix 1nniian
U 256 AU (Fwar 64.0) sesaunde Tsan neuns 9w 70 au (feeag 18.3) Youtube 3113
50 AU (Seeay 12.5) wazdeannady q Aiflseiunissurdlndifesiu wu DisneyPlus Monomax iQiyi
auilunsiur 1nfignfie 4-6 Seseifiou (Fosay 80.3) 9aunie 5-8 Fesreiieu ($evay 13.3)
uag 9-12 Beseiieu (Fovar 3.0) Wnnsfuwwde @(%QLLGWSIJW\]HR]UL'%IEN mmﬁqﬂ (Souay 86.0) 599893
armnzansensuiidfey (Fevag 10.0) aveisuufe lilemuaynau LA HoUAINEANLLATEN
wniige (Fevaz 46.5) sesaunie unameusitinnuaile Govay 25.3) uazieatuayulian
ameunslnefuiuveutinuanmierdiiuuans (Govas 8.8) dusziumssuisuuuurendninesves
fou Gen Z shunmeunslne wondusiefiu Usingaumsisdl 2 wasasnedl 3

AN51991 2 A1LRAENTTTUTTULULLDNANIIIDS kENTIWATUVBIETU Gen Z Hunenmeunsivg

sULUY sgAuNsFuTULUUeiAnIesHIuIn e unsing
X SD. AURLY
L.AuewNS 3.47 0.94 Uunang
2 fuuridunisusianie 3.41 0.95 Uunang
3. AuUsEInEL Az TausT L 3.65 1.01 A
4.iufiausniseed 3.50 0.99 Urunang
T 3.50 0.99 Y1unang
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9597 2 wandliifiuin msdudsuuuurendinne vy GenZ shumsnmeounilng lag
segsziuUIunans (X =3.50, 5.0.=0.99) suiifiAladsgeande smuUszmduasamsssu
( X =365, 5.0.=1.01) sesasufe audavznissed (X =3.50, $.0.=0.99) wazd1ue1Ms
(X =3.47,5.0.=0.94) Imaé”mﬁﬁmmﬁaﬁaaﬁqmﬁa Frunsussneuazundy (X =3.41,5.0.20.95)

A5 3 SEAUNTTTUTTONANINES Huvnsnneunsinevessay Gen Z Tuusagsiu

sULUY szAuNsusULUUTeAn1ILIeS
- ’ SD. ‘ ALY

fuamng
1:ﬁmLngjmsﬁmwmmmslm 3.16 1.24 | Y1unan
2 Supoumsvhuasaufidngu 351 1.10 [ 31N
3.ANUMAINVAIURATAUAILY 3.43 1.17 | dunans
458 ALaTANANTEIBINIT NG 3.78 1.05 |0
Fruundunisusanie
1 finuazgaudifyeanisusiinig 3.35 1.24 | drunana
z.ﬂmﬂ'wLLazQi?ﬁsyr:mmswﬁma?faal,wianw 3.19 1.28 | Yunans
3. Uszendldtinlszdriu 3.50 114 | Yunan
4.a§wagaﬁuﬁmmamw§ﬁa 3.63 111 | 3n

P o o
ATUUTTNAULALIRIUTITN

1. fnuazusy FRvesUsemdluaz Tansssy 3.50 1.10 | drunang
2. @mﬁ%mzqﬁﬂzyfywﬁmﬁulwa 3.70 1.06 | 31n

3 anuiluasuvasieailendaimusssy 3.61 112 |

4 dnfanssuiioaineneldidrussna 3.79 112 [
FuRauznissed

1.UstiRuazanuiufivesdauznsred 3.47 1.16 | Yunan
2. amudeaazuaznngillalumnandud 3.48 111 | Ywmnang
3.msBeuiinufaUzniseed 3.45 121 | dwmnans
4. ahayaA LM aATEEe 3.61 110 |

59U 3.50 0.99 Y1unang

MNeTR 3 wandlidiuin sedunssuisuuuureiwnesiuameunilnevesuy Genz
Tassmegsziuuiunans weusnidusiesu Besdfuanunnluties wuin suussmduas Sansssy
fhusdiifiaadesnniignite dafansafieasemeldidissme (X =379, 5D.21.12) sesaunie f1u
Aausnsied fusdiiAnedeunilgafio aisadfismansgia(X =3.61, S.D.=1.10) wazdu

Y o
SNaa |

91913 FUWTNTALREENINTIanRD SarRLasAuAIveIemIsivg (X =3.78, S.0.=1.05) fusnunis

¥ '
I Aaa a

wsian1e fustiiaedeuniigad en1sasaganiuniaasegie (X =3.63, S.D.=1.11) awdwu
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3. HaATsiAndul sEAvsanduiussenitang Anssunisuslaakaznisuisuuuugeldnniies
Wunmeunslng wuheadengAnssunisuilae fie ( X =3.14-3.80) A1 SD. = 0.94-1.25 uagen
lABMITUSULUUTeNANIeSAe ( X = 3.41-3.65) A1 S.D. = 0.95-1.01 Wanein szAUMSTUSSY
wuugendnInesiunginssunsuilaalinnulndlAsaiy dunimaaeuaNduRussEningiLUs
fifAfednidonunde Yaduduyana $1um 5 fuds uaswgAnssuNsTuTL S1uu 4 fuls 3 9
MuUsBasy warAnwianuduiusvesiiulsmu Usenaumenginssunisusinawasn1ssuisuiuy
goFimned satun 11 fuusidnu Ingliisemmanduiusifiesdu [Weanduius () fmsei 4

A19199 4 ANduUSEANSanAUTUSIILUTDATE 9 MUsHarfILUIAY 2 Aads (N=400)

Auus 1 2 3 q 5 6 7 8 9 10 11

1.LWA - -.053 -1.21* -125% .101* 060 -.050 .006 .003 -.009 .057
2.@7&! - 110 2(2"" 073 .007 .098 -.098 .029 .061 .046
B,isﬁumiﬁﬂwﬂ -1.21% .110* 337 .038 126 .016 -.065 .065 .053 .006
4.3 -1.25% 272% 337 246 006 .160* .148* .010 015 .097
5,378167 101* 073 .038 .246%* 016 .159% .007 .008 071 .007
6.999N19N5YU .060 .007 .126™* .006 .016 .080 .016 .048 .041 .025
7,ﬂ11u5n73%’usﬂu -.055 .007 .016 .160** .159% .080 .004 .039 .028 .008
8 3FmsTury -.003 .098* .065 .148** .007 016 .004 .019 013 .024
9.LW61Nﬁmisl!;J .003 .029 .065 .007 .016 004 .019 .067 .067 -1.02%
10.wq§miiuﬁinﬂ -.009 -.061 -.053 .015 -.071 041 .028 -013 067 217
11,ﬂ73%"u§ .057 .0d6 .006 .097 -.007 -025 -.008 .024 =102 | 217

VUYL *P<0.05 wag **P<0.01

4HANMTIATIEVIONNDENYAMTEVINIUUTBATETAINAsBMAILUTNIN 2 f LARINNAITNN 5 Way
M13NN 6
AN5991 5 HANNTIATIEVInAnRENYANSENINsLUTBaTEAUNg ANTIURYY GenZ

Aaudswensal Unstandardized Standardized
W ANITHE U Coefficients Coefficients

B SE Beta t P VIF

Constant 3.989 394 10.124 0.000
1.ene -0.009 0.056 -0.008 -0.162 0.871 1.051
2.a7¢ -0.017 0.014 -0.064 -1.215 0.225 1.107
3. 9¥AUMIANE -0.123 0.109 -0.062 -1.126 0.261 1.189
4.01Tn 0.068 0.101 0.040 0.068 0.498 1.376
5.57¢let -0.078 0.053 -0.078 -1.485 0.138 1.106
6.99IN19NITVY 0.018 0.020 0.045 0.886 0.376 1.036
T.Fl’J"\JJsr'I"\j%)U’EIlJ 0.029 0.042 0.035 0.685 0.494 1.060
8A%Ms5Suvy -0.033 0.061 -0.028 -0.543 0.588 1.064
9 LMANANITUL -0.019 0.017 -0.057 -1.130 0.259 1.011
R ?=0.190 Adjusted R® = -0.003 SEE= .67017 F=.847 Sig= 0.000
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NanTIATIzsinsanneewaa wuin dadefidmasionginssunisuslaauszneusy sedu
msfine endnuazanudlunisurunmeunilne Tasssdunsfnwiianuduiuuuuanduse
wgnssunsuilaesnniign TnefiadulszAvinisoanoswiniu -0.123 AAnuAaIAIAAUINIEIY
0.109 dwivendnuazanuilunssuraiinnuduiuslufiemaietuiunginssunisuilon Tne
fiAndulszAninnnesviiiy 0.068 way 0.029 AAIALAABLNIATTILVIAAY 0.101 WAy 0.042 AN
a19u wazA1 VIF (Variance Inflation Factor) wassuusdaseliiiu 2 lnafiansanmunaueives
Hair et al (2009) wansirsudsdassyndudslifalagmeanudunvduiussiuiusswinedus
Sesziithundnunt 9 & ansavhuenanginssunsuslaalddesa 19.00 (R 2=0.190) uaxeunis
wmﬂ‘imﬂlugﬂmuuummg’m 7' = 0.062 s¥AUNMSAN®Y +0.040 91T + 0.035 AuAluNTI UL

A59N 6 HANITIATIEVIARDRENYANIENIILUTBaTEAUNMITUTTULULUTednNTIeS

Aaudsweansal Unstandardized Standardized
:ms%'u_%{qsaﬂﬁwnna% Coefficients Coefficients

B SE Beta t P VIF
Constant 3.736 0.509 7.338 0.000
1.hne -0.061 0.073 -0.043 -0.836 0.404 1.051
201y 0.007 0.018 0.020 0.377 0.706 1.107
3.58AUMSANYY -0.081 0.141 -0.031 -0.577 0.564 1.189
4,91 0.255 0.130 0.115 1.959 0.051 1.376
5.518let -0.033 0.068 -0.025 -0.484 0.629 1.106
6.74999119N15T -0.011 0.026 -0.021 -0.418 0.676 1.036
7 armAnTsyuy -0.030 0.054 -0.028 -0.549 0.584 1.060
838msTuTn -0.059 0.078 -0.039 -0.751 0.453 1.064
9L URNANTTTU -0.045 2.022 -0.103 -2.056 0.040 1.011

R 2=0.270 Adjusted R? = 0.404 SEE=.86602 F=11.191 Sig= 0.000

NaMsIiATIzinIsannoenvga WUl 83w uazeny Wy 2 Yeduiidwmalufimnadieriudens
Susuuuurendnnines Tasordnvesiuniinadenissuivendnmnesinnian Taoddulsans
n1sannoweg 0.007-0.255 AANARALAABUNIATFILBYTEIIN 0.018-0.130 Wagen VIF (Variance
Inflation Factor) vaeaulsdaszliiiu 2 uansirduusdassynduushiindaymearnudunmduiug
faiuszrheindsBass et 9 i aunsavihnenan1siuigeniniefvevy GenZ
g¥oeag 27.00 (R 2=0.270) wazaun1sngnsalluguazluulnggIu Z° = +0.115 918N +0.020 o1

msanisaua

Asunmeunsivedlwahdumeandgunnnitmeyie fog 21-23 U Gudn@nwlussduUSyaes
FursinuTeea Netflix $1u7u 4-6 Bosioifiou Ima@&u’uwimauﬁuwﬁmﬁaa Yz iingAnssunisuilan
vosnguivuailafinnuiuruameunsinennEesiumssuaimmsneazdenfeiuameunsing
flaglurunudesnang 4 titeglusTududiuanuasianssusom lnslamensiimsladeaiifennes
iamﬁ”’mﬁw'1ﬂﬂ'ﬁ%fwumwaum%%ﬁmsvgmEm'%aLLsuifmﬂéf’]ﬁzw%ammﬂﬁzﬁuhmﬂLﬁamﬁurﬁﬁ'mama
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Fadenadostulondyul wwas uazsund Sundnlsed (2562) uazaian dnsanalniy (2557)
nanindadvdnyanaianuduiusiunginssunisuslaauas msidsunuuraeinisiuisuiuy
BoNANIIsTRIN GenZ Hunmeunsingegseauliunans nefinsiudgerdnninesuendu
seshuslenuuansaiy Inedudssnduas Sansss innilgn sesasnie Mufatzmsreduasiu
ownslve deandoafuuany invfinsuazanis (2567) Anwimsiuiomnsinevesinvieaiisnsniuiaide
wud1 o 01y 88w 1818 warduaunfifiufieussmalneiinnudiiudiumssuiemsing
Tavestinnaus ug3und (2559) nud1 A 81y anunm seRuMsAne 01dn Meldreideunas
s mnuandsiuiinaiensiuinansenuainmsvieniisndemaunfiunnsnaiy uanaNtY
Ha (2023) wuransznuvesazasinsviadnsiludenanna dnsldugvuin #itatianamerican uu
duaninsulngydadeussiulazdvinavesesdusenaunin lnadenissuingseileu
msanduimoseulaflunmald fikemsifeinuuansiinalnvesnmeunsinefianunsoasrumeriinnes
aoaunsnlufuidonifsaivinussauanuduey aouiveudion sufnauidniiuduiares
AMALUIAMALIRY Film induced Tourism #indndsguuuunsvieaieaditnviesindunsluds
aninunnglunmeundviedddinuesdureu ileduiausraumIniuasusseniafindends wu
gududtlan usenadoves fista Suviuazanis (2565) axlsionadosiunanside Jewuin oy
ﬁLLmﬂ@mﬁmLa?i'EJmi%"u%’%uuﬁiimawmsﬁuLﬁaaf{fami’mq%uw%maaﬁﬂﬁﬂmwﬁmmé’aswﬁ’gq%um’
Tlumnsineiufiang

il George (2016) BEUNENTUIUIANSIUNIATLULNBTUIE T KENFTIMNTTRUSTINTRIUSEINA
silsnsnsniuanufagalassuvesematiu lnssjuthdeasludssmausmiemmnuduay
U507 wiunAnilgnifudvindussavsamiredeldsumsatuayunnsunaudenmamsuasasygiia
i druthdvdyprawarngAnssunisiusuiunginssunisusiaanmeunsive nudisedu
Msfinw ordnuazanudlumsiurnmeunsineinnuduiusiunginssumsuilaavesiau Gen
z ﬁqﬁup:wszﬂaUﬂﬂinﬂwaumﬂwagﬂLﬁuﬂémLﬁ”mmaﬁLﬁuﬂﬂﬁauﬁﬂﬁﬂm wiiinaedisglalaiaeusd
AmudureuLarTIIMsSUBLRTnanvasunarafnntu A Tade azman Alddeles
Tagiiumsusznduiuslinmeunslnedlungugualn o fe

vauzigniudadudiuyanatarnginssunisfurniunissuisuuuugenaniies wull a1
wazorgfieudiiusiumssuizuuureninmnesiumanimeunslnevesion Sruiszneu
nsnmeunsinemslianuddytudeunduiiufiay aenadosiu McDonald (2011) wax
Schroer (2014) ﬁﬂé’ndﬂ@mm GenZ Lﬁuﬂuﬂfjﬂmy”lugﬁmﬂmL%auﬁﬁwumﬁwﬁ’zyiumﬁuiuazLTJm
fumnuAnuar Tamssaufivannvans fwnliufiasUunasuiruadldd fanunduansosnuaziinng
Fosulumuesgs Tk 1Sifinfagud (2567) Taswausznauntsvessiaes Siwdnd 91s Q1/2567
ffisnsnsAulannie 1009% vierls 2 wih ileiisuiuta Q1/2566

venmiuranIfenuiwerdnaneslunmeunidsadeaudBumansygianiu SDG8
(Decent Work and Economic Growth) wag SDG11 (Sustainable Cities and Communities) tW31g
Slongufva Genz iwmmwaumﬂmLmequmﬂiiumiUﬂmLLaumiiUi wu aulaeeniiunisll
EJaamumauLmaqwaammmmuaﬁumamu’nmﬁﬁmﬂammmuﬂiuszuLLaumuﬁiizu wawmlﬂ
dmistnaulafedudieglunmeuns fuatosustnie o1ns susfertufdiansofgetinveade
senAlifumeanisaiioy msUssgndhinlneanlfifteudinmeniethanaudunliluiinuagyinny

©,



e

MyanstwmaansUsviay

o

"T‘Jﬁ 30 Q‘U‘Uﬁ 1 (UnsAY - W8 2569)

uAansaisyarfisliduduasuing ﬂuﬁgqﬁm%uqsﬁwmmﬁﬂ W fusznaunisenmsing
videruslng aenndestu SDG8 duaiuliiAnanudsdumanasugialneouan wenaniuwU
gewinmnelunmeussdidnaiugulidulnosnedduanniivmmfsonsuTausss faemns s
uheme a1 anaduey svnBeuiuanudumiliesdeen heduauiaussulne fanuinussmelne
s donades SDG11 vliaulneifinaugilalutausssuardunennudulnedwieludsuseld

TaiauauuzdnsunsIas

1lunsideederoly asfnwinguiediduuonmiloninndy Genz wu ndufoshauifinds
Soganimelaioeiifesnaiunaiieindeunierieniloniiogunn uenamiuussifuresnis
Anwuieafugenldnanes enawzanlunsairswarmagsiavesnisumdunlng fanansaaiis
seldguszma Tneuiumuusiidnuisnuussgdle aunRuazngAnssunisinduladeiiosslevdise
MITNURUNITAAIAMIUAITUINISN SN usLngld

2 mamsifenuhanuilunsfurdauduiusimofnssumauilaauasnisiuiveninanes
UB4Nga GenZ Srfumnfesnafiunsuilnedudilnesufamsviesdlen Manassuasionsuasios
UssmduiudilonseulvigumiAneuesniuvy viedafanssumiawiulasinsuszninitelng
ArudesnsiwiTiwesruidesmaiomuuilaioaunsonannineuniiiaenadesiunguivm
anzBity iauﬁwmmm%fgw%aLaﬂszmlfﬁﬂlﬂi'amﬁuauwwmi@mﬁ'aﬁmmﬁuﬁw%mamﬁm%ﬁ
waglummeumivansBesiiuszauanudisalusssuununmiuazlilldfimssosannnudisa Wy
anufidevhannsodausuusddifumdmeniionasldlivhaedsly wioasssndnvalliundud
vioensUszdiuveudazdmin ielvinvieailemienulnesusldnseiu

UFTUIYNTHN

ngANS w84 (2562). Wlerwe Soft power iunNsasoenInusTsivaunIale a.a.1997-Tagu. [Ussyaiinus
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iU 1g3uns. (2559). 119539091551 INTANARTTTHONSYIDUTY UTIAUDENEITY NTTAN
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§uWQLauLﬁ'aa§é’miL§&N Gluta Story ﬁﬂﬂu%ﬂﬁ]“ﬁaauﬁ’]LLaziﬁﬂ’liLﬁﬂ?ﬁuﬁmiéﬂwmfg{aﬂmu 9) Anwn
NOANTIUNIUATUYIEIM8 Gluta Story LLazmwmgﬂsa%aauﬁwLLaz‘u?m13Lﬁaaﬁué’mit,§yawaqr§§®mm
JuidedsUuna nquiiedi liun §Rnnu Gluta Story l1w 4 uwasvesy laun Facebook, TikTok,
YouTube, was Instagram 1191 400 Ay HWuuudeuauduesesle Lﬁaﬁﬂmﬁmwﬁ%’agaaaa
Wawssouun menfesas Alnde wardudeuuuinasgu naaeuauuRgiunsidesensingi
adid 1soyu Taglinnsvaaey One-Way ANOVA LitevnAnm uiani1esenitensiLuLaAsyesngy
o813 Tnen1slnseildinnunUsusiunadien wasatnduussansanduiudiiesdu
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amFIfenud 1) dnvauzmsuszrinsuesginauiuandiedu li i 91y sedunsing e1dn
uarneldfiuandeiuiinanenginssunsilafutniasmana Gluta Story uanenafiy 2) wginssunis
\Wasurmasnana Gluta Story mauwanwasu Facebook, TikTok, YouTube Hag Instagram diA2u
duiusiuanuindeiiovesdurigiouwe inides Gluta Story 3) munindeiedurigiouwe iniides
Gluta Story Sinvmidiiusfuufduiusmedsaufsauets 4) Ufduiusmsdenuisanuadsdiany
fuitustuamudilafeduiuasimafentudnfidssmesfinnu 5) mmnhidefieuigeuise S ides
Gluta Story fanudiusiuauiladeduiuaruinmafeiudnidemesinay 6) wginssunis
Wasudnasniana Gluta Story MaNanNasy Facebook, TikTok, YouTube &g Instagram fiAny
dusiuaudiladeduduaruinmafniudnidemesfinay sgiifoddymeadffisesu 0.05
ANRIATY: WEANIIUNIUATUL1IENS, SuWQLauma%ﬁmiLgm, AuRalatoRuAN

Abstract

This study aims to 1) examine the media exposure behavior regarding pet products and
services among followers of Gluta Story. 2) explore the perceived credibility of the Gluta Story
pet influencer. 3) investigate the parasocial relationship between followers and the Gluta Story
pet influencer. 4) analyze differences in media exposure behavior based on demographic char-
acteristics. 5) assess the relationship between media exposure behavior and the credibility of
the Gluta Story pet influencer. 6) examine the relationship between the credibility of the Gluta
Story pet influencer and the parasocial relationship. 7) explore the relationship between the
parasocial relationship and purchase intention of pet products and services. 8) evaluate the
relationship between the credibility of the Gluta Story pet influencer and purchase intention of
pet products and services. and 9) analyze the relationship between media exposure behavior
and purchase intention of pet products and services. This quantitative research was conducted
among 400 followers of Gluta Story across four platforms. Facebook, TikTok, YouTube, and
Instagram. Data were collected using a questionnaire and analyzed using descriptive statis-
tics, including percentage, mean and standard deviation. Hypothesis testing was conducted
using inferential statistics, specifically One-Way ANOVA, to compare mean differences among
demographic groups, and Pearson’s Correlation Coefficient analysis to examine relationships
between variables.

The findings revealed that 1) followers with different demographic characteristics - such
as gender, age, education level, occupation, and income - exhibited differences in media
exposure behavior on the Gluta Story page 2) media exposure behavior on Facebook, TikTok,
YouTube, and Instagram was significantly associated with the credibility of the Gluta Story
pet influencer 3) the credibility of the Gluta Story pet influencer was positively correlated
with the parasocial relationship 4) the parasocial relationship was significantly associated with
purchase intention of pet products and services 5) the credibility of the Gluta Story pet influ-

encer was significantly correlated with purchase intention of pet products and services and
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6) media exposure behavior on Facebook, TikTok, YouTube, and Instagram was significantly associ-
ated with purchase intention of pet products and services at a statistical significance level of 0.05

Keywords: Media exposure behavior, Pet Influencer, Purchase intention
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viunananssuanudenlunsidssdniifistusdiedeoiias ma Gluta Story 8ATun Ty
nilludedsuoaulaidlanidudmivauindnd dedomiihale Whise wavasiioumiugniy
sewhayudiudniiassestdngs inatiasnsnadegugfanuswaumniindeufineur s
Fossfeniudnidesedilndda msfinuinme Gluta Story annsafsganarasnsufduiusiug
fanallsogils sufetafeiiidvinasomdnaulateduiuasuimaientudnides Jalulsadu
ddnitieatunagnsnenismanlugafdvia

Tutligiu nmadssdnilidisadufnssuiiadvanumdandusasnfufuausnlunsouais
wigsunumandyseguansmednlauasdinuvesiau Tnetisananuiaion uANLgy wazds
S szhayaaaiumanuUskaskaniUAsudsraumsallunduiidesdn wnfniien
fumsidesdnifivdeuaduanernegeitodiy ;:Jﬂuluﬂm;ﬂ’ulaiLﬁmumﬁmigmlﬂwﬁau Wl
onlitanuzaiiouaininluaseunth azvioulifiufionszua “Pet Humanization” Fedniidesldsy
nsguaelaldwusiediulywd

U'ﬂﬂgmszﬁﬁménﬁ%’uLm?{aumiLauimmﬁgmamﬂiﬁuﬁL?{aa%'aqﬁ’uﬁmil,gaqa&hwmL%q grelugu
DIWNIAMNINGS UIMIFuaw waendnfastiamemaitearuusyifvesdnifies mnuadisraves
Morgan Stanley (2021) wud1 dvesdndideaiou 70% vevidnidowesmuiuaundnlunsounda
wagni 47% anuziaiionduyns nszuaididuasuliAnuulinlmiogns “Pet Celebrity” o
“Petfluencer” daivesdniideniausiiessnuaryrdnvosdniidosiudessulay vilvidnd
vidanunsaasagldanlavanuasmadundisunesaud

wnlumadesdafluguzaininaseunfuazstiauednidowiudossulad dealinans
dnidedulssmelnevensmegisiaiios sumsnuues ttb analytics (2567) AAMsaliwar
manadn Tdeslulsemalned 2567 audulads 75,000 uum lneiisnsnisveneiinasdounds
53 (CAGR) a&uiﬁl 17.5% ﬂejmmmﬁlﬁdm_jﬁqm Town m‘mﬁmit.gaq%qﬂ’]mdwﬁu“amqqﬁq 44,600 A1UUIN
waztimssnwdnfdesiinaeneiediwaides madsuwasdasiouumumiiiuiuvesdnides
Tufinuywd feluguziousninarlugustaduiddvswadengfinssunisuslnavesdsnugalvsl

femnil ideTadenfinuine Gluta Story Fsdeifumadnifesilansuuasdgudfna
Fruaunn TaegsiinsgingAnssunsdinduimans mmniideievedungiouwes Uiduiusms
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FipuAamuase wazanuddalun1syedusnedfudniaes Fediulusirlsenaudfuidinase
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IngszasAuaInisias
1.Lﬁaﬁﬂquﬁﬂiiuﬂmﬂm%’u%mmsﬁmﬁ’uﬁuﬁwLLaxU%mié’miL?:&mhuLwa Gluta Story vaAAA1Y
2 fiefnumssuiamnidefiovedurigiouwesdniides Gluta Story
3 lefnuUFdusadenuArutiessrinsfnmuuaBungreuises Gluta Story
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a.flefinunannuunnesemgingsunsiliniurmansmne Gluta Story audnuazUszeins

5.ifieAnuAnuduSsEniamgAnssun1sdniutnaansmig Gluta Story fuaruuidede
vgaBugieuwes

6 \ilofnweuduiussineuidefievesdurgouwesiuufaiusmadinuianueie

7tefnenuduiudsswhefiiusmedinufseuasetummusilatedufuasuinmsdnides

g flefnwanuduiusssrieeuhdefieveBurlgieuresifumnuiiladeduduasuinisdnides

9 fefnumgRnssunadadurtaasme Gluta Story fuarudshgeduiuasuinsdniaes
VOIAARNL

AAULUANSINE

MFRLNGANTIUNSTATUIIENS mwmhL%aﬁaéuW@JLauma%ﬁmiLgm Gluta Story NMsUfAuRUS
yedanufarn e uaranudilafedufuasuimaieaudnidsmosfineu Sveumdulssring
Tneiuangudmnedudfinnu Gluta Story vuunanwesu Facebook, TikTok, YouTube ez
Instagram vauRR e tefnuBungreumesdniifies Gluta Story ARan NNt 5 Euay
TagAiasgimuusddty loun waAnssunsidaiurinas amnanindedeves Sunguouiwes Uiduius
yedenufanuais waranusilateduduaruimafifedestudnidemosianu veundu
szpzaa fvuaiafunussdeyadussesam 2 Wou dudifounnainieudeiuneu 2567 las
Tuwuvasuameoulaifueiosilovdnlunside

N1TNUNIUITTUNTTH
1) unAnigiungAnssunmadndvinans
wnssumMslnduimanndutadvddyiidsmasonisiuiuesmsusaiiudeyavesfuilaa Tne

amnylugadiviaiifidevainvareunanyosy miﬁﬂmﬁ@éﬁmeﬁwqaﬂiiumiLTJm%“UﬁzJ'na'ﬁsuaﬂ;:\T

AneuBulgiouises Gluta Story Bamsundiiioninu Facebook, TikTok, YouTube Waw Instagram

TaglfunAnues McLeod and O’Keefe (1972) lunsinnnudlunisilindude
2) wnAnferfunnuiidedevedians
mnutdedevesdurigeuwesinalaenssionsiuteyauaznisindulavesiiamu nsdn

HdunAnues Lumsden, Lumsden, & Wiethoff (2009 #1¢lu nua Argauialnena, 2566) Tun1s

Saputidedioves Gluta Story Musauusddey Taun anudiunans anuilinds anuaunse

ANUINaTn warALARAATDY
3) LnAMAITUMIUAuiumedsauAsauaia
Ujduiusmedsrufsmuasadutiadddiiosusanuduiudssnindurigiouwe suazifinnu

Tnofsumstiuiindenloudlifufdmiusiasse msfnwiilfuuafnues Singhal & Rogers (1999)

Fauwvsufdmusoonidu 3 fu ldun Besmnufn @eeuddn uasiangAngsu
8) unAnuaznguiifeniunnuddade
anudilitoasioufsseiunnusiilavesiuilnalumsteduduazuins lnensdnuillduuda

%93 Putrevu and Lord (1994) lumsiaenudslagorindads wu enuduveuludhaud anudosnis

goluaunan arwennvasedly uaznisuande
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5) WWIAA Pet Humanization
Pet Humanization ApkUALLNRNV0IER IdesLBdn I RedllouanTnlunsaunss tngliniy

o w '

drfysianisauaaunIn Tnwuins wagamunninvesdn dliinsinuyed wginssuilasvieufisany

AUUSAITUNTILUULLLINNTY (Morgan Stanley, 2021) waglidiunanaulignavnssududdn’

¥
=

doudulnegasadodunainlan (APPA, 2021) miL‘U§EJuufdaaﬁﬁada%w%waeﬁagﬂLLmeiU%Iﬂﬂﬁuaa
Auslnagaludetnaiiiudeiy

6) feyaiiaiiu ngei aned (Gluta Story)

Gluta Story Ynausiovvannvatssiulsdeaiiie Wy Facebook, TikTok, YouTube wag
Instagram IneitfuFessmdindnidsuaznisguadniognaiiooin nieuluslunduduaruinisi
Aeafudndides wu ewns wdndusigua wazgunaaiing q uenaniifunsundidemniiienuiuin
YOUNNEIALY 1Y mia'ﬂLa'%umi%“uLgaaﬁmﬂ%ﬁwLLamham%aﬁmiﬁﬁaamimi@LLaﬂmw Favilof
Gluta Story Wuurigreumesitliilesiiavswalusudud widiaisnsiuiuasativayuianssui

Dusslenisiodiny duasumudonlowaypuduiusiidssnisfnnunazwusunaiig 4 Aluslun

szifigungiqs

mifoidos “nofnssunmadaiutmans anuinidefiovesdurgeuesdniifies Gluta Story ms
Ufduiudvadenufisanuaie LLazmmé?ﬂﬁ]%a%uﬁﬂLLazU%miLﬁ'mﬁué’miémmaa@@mmu” Juns
81981579 (Survey Research) ﬁﬁmumﬂfjuﬂ‘izﬁmﬂﬁlﬂuéammu Gluta Story Ul Facebook, TikTok,
YouTube uag Instagram Ima’l‘ﬁmizjuﬁaa&mLLUULLﬂq%umué’mdau (Proportional Stratified Sam-
pling) Litel¥iléingusegsduau 400 Ay g 3V89 Cochran fisgsunnuidesiu 95% w3seledily
Aouvuasuameaulall Ssunismaguaailsmsseaiion (Content Validity) Tnefideamey 3
vy waznaaeumudasiu (Reliability) Megns Cronbach’s Alpha Farnanudotuvewiulsea 4
ag/lurie 0.82-0.88 LLamﬁﬂmmmﬁaﬁaqﬂ mafiuTiusndeyaniiiunisduszezian 2 weu
(WeAINEU — SWIAN 2567) KuLUUABUN e laTH U T ULUWaR DS Google Forms wazi
wIpszilagldaifiganssaun (Descriptive Statistics) Leikn MIuINUaANLl Adeeay ALade
wazaudonuunasgu wieusadiAaBeoyuu (nferential Statistics) Tagld One-Way ANOVA Lo
NAABUANULANATEINTINUSTIANE

#gUnaN1938

AUt 1 anwouzvnelszaang

HAN1SIFLNUIN ﬂﬁagafﬁlﬂﬂuaqQmammuaaumm UENaUME WA 818 S8AUNISANY d01un
warseldnaiiou nuindneunuudeuniudmlvgiiu iwandgs S1uau 290 au Anduiesas 72.50
Ineflony 31 - 45 U d1wau 122 Au Anlufosas 30.50 fssdunsfiny) Usyayes 91w 286 Au
Anvdusevay 71.50 @onunmlan 1w 327 au Anvdudevay 81.80 Usyneua@wntinauusem
wnww/gnine S1uau 167 au Andudesaz 41.80 warilseldiededeiiou 15,001 - 30,000 U
1uu 137 auAnduiesay 34.30
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A9udt 2 woAnssunsiElafudnagnsniana Gluta Story lunwsan

HAN1TITENUI NufIeEaiingAnssun1siUnsuriansniana Gluta Story lunmsasegluseau
1n fniede 3.71 dudoavunnnsgiu 0.24 Wefinrsanduseunanviesilaeosdduanaade
wnlddfeenuin wgAnssunsiliafutniasmiana Gluta Story {1 Facebook aglluszfusnniign
Auady 4.06 drudonuuannsgiu 0.83 sesawmnfe ngRnssun s ln¥utniansmiana Gluta Story
WU Instagram agluszduann Aade 3.73 dudssuuaasgiu 1.16 sesaunie nginssunisida
Futmasmiana Gluta Story H1u YouTube aglusgiuan Aade 3.66 daidssuumnnsgiu 1.20
LaEgAnssINSUATUYNEIaND Gluta Story W1y TikTok eglussdiuuiunans Aade 3.38
dudsauunasgiu 1.41

&9udl 3 mutdeiarasdunglauitaiAnilaes Gluta Story

NANSITENUIN ﬂzjméhaEmﬁml,aﬁ'ammmL%aﬁamaa@qutauMa%ﬁmiLgm Gluta Story
Tusguannilan fianadesin 4.6 dudsavunasgiu 0.06 efinrsuidusesmilasGesdiiy
Mnunldtfesnuin sumnuiinadn (Oynamism) egluszduanniign dade 4.58 damidssuu
19551 057 599A3AD sumLans (Competence) aglusziusnniian Aads 4.50 dau
ijsmmummg'm 0.61 58989K17D FUANNFDAASBS (Coorientation) agﬂuazﬁumaﬁqm Aade 4.45
dudsauunnasgu 068 sesaunde fueahlings (Trustworthiness) aglussiusniian Aade 4.44 dou
Wsiuuanasgiu 0.67 wagshumamidiunans (Objectivity) eglussiusnniian Aade 433 daudeauusnnsgu 0.73

gt 4 mallfduiusmedanisanuadsesdnmuiudugiautaidniiaes Gluta Story

Nan1TITeNUIN nduidegsiiaadnsufduiusnisdaufsrnuasvesdinaiuiu
514‘1/@914@1@%5@&58& Gluta Story luszfumnniige fredesin 4.30 daudesvunnnsgiu 0.67 e
fisandusede TaeFosdfuanunludesnuin mudanieuduiusievguuazdulingiu
Gluta Story ileguievluma oglussiusnniian Anade 4.61 drudosuunasgiu 0.61 s0%eunie
muEngmiuaiioudn Gluta Story lWuileou egluseduunniian Aade .58 drudsauuanasgu
0.63 s03asu1RD Liowes Gluta Story ¥lildsdnyedndnvmsvendivenna uardnifewes
dweana egluszduanniian fede 457 dudsuvunnsgiu 0.63 sesaunie amnuianidels
5o Gluta Story Feamerummmsaifiuna eglusziusniian Aade 4.55 dudsuunnsgu
0.65 sp%snie AusFnmileuld¥in Gluta Story Wunsdwdaudladuiomlume eglusedy
1niige Aade 4.28 drudeauuimsgiu 0.87 sesasunie Auianda Gluta Story Wudumilsly
FinUszaru eglusziunnniian Anade 6.23 drudoauuinnsgu 0.88 sesaunie msuvstiuiion
84 Gluta Story liuiieuvienseuns egluseiunniian Anads 4.22 drudoauumnsgu 0.95
sesRsnAe MsthauAsvesmuissUisuifisuiudomviedoRauiu Gluta Story tiuaus eglussduan
ftede 4.17 dulssuunnsgiu 0.9150%uanie nsvhianssuvierasuntamainssunisquadig
Aesmuiiugih 984 Gluta Story ogflusziuinn Aede 4.16 daudoauuannsgiu 0.95 uaznisuans
anuAniunseldneusulnadues Gluta Story ludesmslmdeaiiiiie Auade 4.03 dndesuu
NI 1.11
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nansisenu ngusesnsdriaisanuidatoduduasuimaieatudnidemoainnu lu
seiusnndign dAnedsin 4.22 dudenvuinnsgiu 0.77 WefinsanidunetelaeFesdfuain
wnlutieswud auduseuluAudwiouinsiiieatudnddesiiviana Gluta Story wugiioglu
sefusnniian Aade 4.32 dudoanuunesgu 0.76 sesasunfo uwiliuflagtodudwiousnis
fiAeudnfidesiiniana Gluta Story uuwth Tuswan egflussiuaniian Auade 4.24 dudes
WuAsgIY 0.82 sesaunde anuaulafieriodudmieuinisiiisatudadifesiimans Gluta
Story wuzth eglussduinniign Aade 4.22 dudsnuunasgiu 0.81 sesasunie ANFEINS
favnnasddaudmiouimsiieaiudnidesivians Gluta Story wuzi aglusgauun Aady
419 dhudsavuinigiu 0.84 uagnsaziuzih ‘qﬂﬂaSuﬁﬁiﬂiﬁsﬁaﬁuﬁwLLazU%msLﬁ'mﬁué’mi
Aosfimana Gluta Story iaue ogluseduann Anadewindu 4.11 dhudeauuannsgiu 0.95
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ausa oinnazeldfiuaniaiu TngAnssunadaiutmasmana Gluta Story uandnafusanis
Wenud e 018 SEAUNTSANYY a1Tinwazsald dngRnssunisiUadurmansmana Gluta Story
uanAnafiy uianIunwaLsa fngAnssunsdia¥urmansmana Gluta Story Aildusneneiy

ﬂuuﬁg’mﬁ 2 WYANIIUNSTUATUYIEIINIUND Gluta Story euA unamwesu Facebook,
TikTok, YouTube Wag Instagram ﬁm’mﬁmﬁuéﬁ’ummmL%aﬁa‘uaﬂﬁuwQLaul,ezja%é’mil,gaﬂ Gluta Story
HANITIENUIT WERNTIUNITUATUYIAITNINT Gluta Story vuwwaaneasusng 4 danuduius
Fsuanfueuiidefiovesdungeusesdnides Gluta Story eghailifoddnymaadiffiszsiu 0.05
TagGeadfuanaauduiusgegalusingn wuimgAnssumsidadutniasmiana Gluta Story Uy

a

wnanvlasy TikTok fendulszavSanduius () wihiu 0.671 %ﬂLﬂuﬂaﬂmﬁmﬁuﬂuixﬁuqa ERGNEY
feunantlosu YouTube fifieduuszavsanduiug () wiiu 0.650 Tnedsnaduanuduiuslusedu
gasiuity daanAengAnssunisdniurnanssinuunanlesy Facebook deslendussavsanduius ()
Wiy 0.612 Wupnuduiuslusedugs uazgavhefeunanilosy Instagram fifendulsyansanduiug
() Wiy 0.533 S&NEN?NE]EJSLU%G]UE‘N LLmumua&mamLual,ﬂi&mm&JUﬂULLwamWasmau q

auumﬁﬁuw 3 mmmmaaaauﬂmauwasamLasm Gluta Story fenuduiusiuufduiusmia
FaANAanua3e nansisenu mmmmaaaaquLauwaiamLasN Gluta Story HAuduRUS
Feuanfuufduiusmediauianinuete egndidudfgnsadaiisedu 0.05 Tnefiddulsyans
avduius () wiiu 0.826 WJupnuduiusluszivasnn

ANNAFIUN 4 Ufditusmedsnuiisrunadanuduiusiumusilaoauiuazusnisifeiu
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nidgaeERnnY Nan1IENUI Uduiusnadiauinnuasaanuduius@euinduaunsla
pAufuaruInIsiediudniidewesifinn egiideddynisadifinsedu 0.05 Ineidrdudszans

She D

o

avduiius () wiiu 0.772 Juanuduiusluseivasnn

annfgIud s arwindeiodugoumesdnides Gluta Story damudiiusiuaruilaie
AufuazUinaieafudnifesesdiany nansidenudn mnuhdefiodungioumesdniiins
Gluta Story farudiniusidsuanfunusilateduduasuinafeiudnidonesfionu ageilile
ddyyneaifiszitu 0.05 Tneslanduuszavsavduius () wiiiu 0762 Wuanudiudlusdugenn
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ANNAFIUT 6 10AnTIUN5TRTUI 1IN Gluta Story Uuuwantles Facebook, TikTok,
YouTube, ua Instagram fimnuduiug@aniuanuddadeduiuazuimsioiudniidewes
HAnmuegslifuddyneaiffiszdu 0.05 lnoiFeadifuanamdiusgagaliman wuin
YouTube fifnduysavsanduius () wihiu 0.667 Huanuduiusseiugaiian TikTok Senduszans
avduniug () wiriu 0.654 adunnuduiusseugs Facebook fiAnduUsyavsavduiug () wihiu
0.644 Tuszdugaiuiu uag Instagram Senduussavsanduiug () Wiy 0612 ufsiiigaudds
asagluseiugs naddodliiuinnslindurnnasann Gluta Story uuuwanwasusing 4 dwaronu
f??ﬂﬁ]f%a?mﬁﬂLLaz‘U%msLﬁmﬁ’ué’migwﬂaa@ammmSﬂaﬁﬁaﬁwﬁm

msanlsananisias
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adnuarseldiunneneiu neAnssunsidndutniansmiana Gluta Story Auandnaiu

1.1 dnuaugn1UseanIveinm e 3nan1sITenudn inanddinginssunsidaiu
¥18591Ma Gluta Story geaniimAmsuazinamadensgielifsdfyyneadaiisziu 05 Tad
Anaden1siladutnias 4.41 avveuliduihnnuwenienanedsadenginssunsdaduimans
TngnavgadnlinnuddyiuseasiBenvestoyauinnil sudenndesiuluIAnves Usue anslifiu
(2546) BespynadnuasmMaUszeIng Wy e Dvsnasdenszurunsiuasuaznisdndule naen
unuATeves Fnssand S5l (2565) Athiduiruuaniemginssumsidadudessulad
auweluuiunvesnslduinisanwasuaILey

1.2 §nuagnaUTEYINTVOIERANLAULDIE INKANITITeNUD nAndjedingAnssunisidasu
F1E391NN9 Gluta Story geninmAmeuazmavnadenaeiiduddgmeaianisziu 0.05 Taedl
Anaden1sdasutnias 4.41 avveuliduihnnuwaniewnanedaadenginssunisdaugnans
TnginangadnlinnuddyiuseasiBenvastoyauinnil sudenniesiuluIAnves Usiy angliiu
(2546) BeszyAadnuazmMaUszYIng Wy WA D8vsnasenszuumsiuasuaznsdnaule naen
unuATeves Bnssand Snsiia (2565) Atliduiemuuanimemginssumsidaiudessulad
ALNAlLUUSUNYRINITIHUI N TEWETNAINNY

1.3 dnwarmeUsznnsvesiinmususeiunisine anean1sisonuin nquietnaiisesi
miﬁn‘mqqﬂdwﬂ%ayzywm%'ﬁ‘wq?msiumsﬁm%’mmmigﬂﬁqﬂaéwqﬁﬁaéwﬁmmaaﬁaﬁizﬁu 0.05 1ng
fiAedy 4.93 asvieuliiuingiifinsfnugeuindunltnidddoyaanundsiidodiold wagld
Todvafifodurommamdnlunmsduvdeyanmunin aenndosiuuuifnyes Malcolm (2000) Aiszyin
syiunsAnuiinasonindenidaiurnasuazmsfiansanamuniideievestoya

1.4 §nuaieneUsTEdINTUDILRAM UM UANIUA TN mﬂmamﬁi’fﬂwudﬂ amumwlziﬁ%w%waeia
wqmnswmnﬂmumamsmmLWA‘J Gluta Story agnslifudndymaadanisziu e1aLosnngusieis
ﬁ’J‘Lﬂ,‘ViiULUUN%MWJ’}SMUI‘\]I‘LJ?IWJLﬁEN’eJEJLLa?l u,avLuamﬂuaaLwaummmmdummiumm gAUTULI
wﬂ,‘mmmsamm@mmmmmmﬂwmaﬂqmlmamamm

1.5 &nwarnalsznsvesiAnmuiueIndiunandeiy fngAnssunsladudnasmig
A Gluta Story Aiuandafiu 9nwan1sidonudn nguiegniilulinGou/dndnuinginssy
miL‘TJm%’usdnmiqaﬂ'jmejmm%wﬁu q egdldudfynisadaiisyiu 0.05 tnedanads 4.79
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awviouliiui thidewsndnwilunlildnaruuumaniesussylatinnniniieumandoyauazain
s AonndoatuuLanves Wil uudd (2014) fidhnduiodeulisnanisiidessulatigring
013ndu waediarwaulalumsfiseudemifendesivladalduaznsing

1.6 dnwaigmeUszansvesianmuiunelfeiieu annansidenuin nquegeiifisels
TaliA 15,000 v fngAnssun1sdasurniasaniwa Gluta Story @aﬂdﬂﬂﬁjmwléfﬁu 5 981381lY
ddymaadiafiszau 0.05 nefidade 4.80 uandifiuinguiiiiseldminlinaludessulatinnni
waglvimuddgifudeyaitemmiudisuaznsinsiou iesnidudesmailidondemldeuiudb
aonndosuLLIAnYes Maslow (1943) Feszyiniifiseldminlinnuddyrutedomedsnuuazai
maqmﬁmummﬂaamammﬁuu vl ludasudnasiifodesiuaueshuunansie suAdva

ANNRAFIUT 2 noAnTsunIadniutmaamene Gluta Story faudiusiuanuindetio
ypBungionimasdniifies Gluta Story 9Mnnan1sidemut

2.1 ngAnssuMsUn3UUIESINANA Gluta Story KU Facebook NaM33ITeNUI1 NeAnssunsila
FUtmIEn s Gluta Story K1 Facebook innuduiudidauiniuamnindefioves Surlgiouies
e Gluta Story aghaiidudimeadaiisesu 0.05 Tnefiadudssavsanduiug () wiriu 0.612
Fauansfannudiiudluseiugs uanslifiuidiiingAnssunaidaduinasaining Gluta Story Ui
Facebook snntu fuwiltiufiesdianuideiioluiduigiouwes Gluta Story snntusedaenndosiiy
N auUszasduazany (2566) MmuiuslanfimwAniude Influencer Tasamsmoglusysu
un efinsandusesunuinegluszdumnmnsu Tnefumaniidefioves Influencer fien
WAsINTian seaunfe Fuanudeamgues Influencer wazduamETodewes Influencer
fifedetioniign Jeauvni Muanuindede Wsuauddnniian o1adumsizguslaaduuli
flazidededurigloumeiilvideyaduiuazuimsogismsdlunsan Fafidelanuiiuinaenadeiu
ngAnssuvRaLAnna Gluta Story Ul Facebook fiuasinwaiilioyaioatudnifeafiduusslond
B¢ lRAneulindauasinnueeisioios

2.2 NgAnssuNSUATUYIEINANA Gluta Story HIu TikTok NAN1FITENUIN WeRANTTUNSLUA
FutmansmMama Gluta Story H1u TikTok SanuduiusiBauanduaninideievesdugiouwesdni
{do9 Gluta Story eghaditeddaymsetinfiszau 0.05 Tneflnduussandanduiug () whiu 0.671
Bauansiennudusiuslussiugs uansbiifuingidnginssunisiliaduinansannina Gluta Story
uu TikTok ann¥u fuwnliufisdianudedelufdugiouwes Gluta Story snntudeaonndasiu
Adeves Yyl A (2565) AldinsAnwiBes ngdnssunsdnduinasnsiuinudnume
mzmumﬁ@\’mﬁuﬁlﬁaﬁumLaumja% ‘W‘udmqaﬂﬁiuﬂ’lsﬁm%’wﬂnmﬁﬁmﬁ’mﬁamﬁuadmamﬁm%ﬂwgn
At way madiafurnaaifeafussinnveandandsiiigaionii faruduiusludeuanogis
ffudAmsadiffiszdv 001 fumsiuinudnuasyesdurglouwesmunnudeivg Fuau
Tnsla shunafageile uazsnunmasnsanisnsdsans Jedungrouwesuuunanwosy TikTok i
mmidedeluszdugmndu Ineduaudnnagidiadegge sesaunie ammansovnIms
deans anuigala warAui gl suddu wdaeinnislindunlens

2.3 WeAN3IUNSUATUI1IEIMNANA Gluta Story HU YouTube NANTITENUI 1eANTTUNN5LUA
FutnesmIama Gluta Story Hu YouTube Smnudiiudidauinduamnuiidofiovesdurgioues
e Gluta Story aghaiidudimeadaiisssu 0.05 Tnefiandudssavanduiug () wiriu 0.650
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Fauanademuduiudluseiugs wandsiiuingiiingAinssunsilin3utmansainma Gluta Story Uy
YouTube wnau fuwildufiesdianuiedoluiburigioues Gluta Story snntude aeandesi
ATpes suNs veauas (2562) AldhmsAinBes sULuumMsiiudin mslinsudeiden A
ihidefle uazmsdinaulaviondisrvesiuiden wuih mnuhdeiievesiden (viog) uu YouTube lu
AUANNUTITONRA AaRgala wazarmdene iy nausegafinnudeefugduiunensi
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2.4 WgAnssuN1sUASUYNIEIMIANA Gluta Story H1u Instagram KaNMFIYNUI WOANTIUNNS
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Fauanstennuduiuslusedugs wansliduiginamademuuumanrosutinnuiuuliudede
Surlgeuwesinniu Tasdafeflaiuainenmnindede W msthausidomiieadesuasdu
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3 Uszns 1A Anadiennney (expertise) Aainlindla (trustworthiness) wazamstnfgele
(attractiveness) aiianudefiovesduigeumeignasduanmsdeasiiiussavinmuarahiaue
shuunaslasuAiva Sedmarangfinssuvasinmaluniadniutoyauasdefioduigauwasinndaty

aNNAFIUT 3 msdefiedungioumesdnidies Gluta Story famduiusiuufduiusims
dpufisruaie nmansidenudn mnnideliovesdurgiouweidniides Gluta Story fAnu
duiudidauanlusssugefuufauiusmedenuisauede sgrelifoddameadan 0.05 Tnsilen
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a$ummsyiivle elaSuaiennuinymiuiudfinnu Sssonndesivanifoves Giles (2002) uag
Bond (2016) #hihuin Parasocial Interaction Sunumddaludenaa Tnsamzunantieiudidn
TonalsifAnnuiidrusiufuduigiouwessiuileddusing q Sseiaduainsenuidnduasuaslindda

ANNAFIUT 4 Ufduiusmadsaufsauniedanuduiustuanudslateduduazuinig
Lﬁmﬁuﬁmigawmﬁﬁmmm MnHanTITewyi1 Ufduiumedennienniuats fenuduiusideuan
Iuizﬁuqqﬁ’ummé’ﬂﬁaﬁuﬁ’]LLaxU%ﬁLﬁmﬁvﬁmiLgmma&;:@mmu agnafifedndnymneadn 0.05
TneifidndudssanBandurius () wihiu 0.772 Tneidemveama Gluta Story Haasrsanuymiuuas
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dﬂmalﬁﬁammwmﬁdauiamuWﬂ%u Wy nsuanseaAnuiu usidenn Jjduiusinanaenadestu
yguiives Roland Martin (n.d.) WAerfunsufdusiusmsdeauisanuassiiansnsaaiisnmdusius
yaensuniuUdeden Ssdinasionsdnaulatedudn lugeRdviaiinisdnunanrlesulnduadiie
Wy Instagram, YouTube wag TikTok shliAnUiduiusiilnddauazdndanniu Sseonadesiva
798989 Chung and Cho (2017) §awuin PS| fiansnasonnussledodudn Tnonsadennuduiug
dusuarinddafunusudviedidviwalulanseuladasfiuaruilatodudiutesaseulat

auuﬁg'\uﬁ 5 mmml,%aﬁa@uwQLaum%ﬁmiLgm Gluta Story Smnudastusfunusdlagedud
wazUEnmsAyatudniAeseinny nan1sisenut anudetievesdurlgioume Sniaes Gluta
Story fimnuduifudiauinduanusilatedufuaruinaiiudnifemesfianuetaiiioddams
afATiszdu 0.05 Tneflendudszansanduriug () wiiu 0.772 Fafeidunnuduiuslusedugann wa
mefeildlfiu dedfamuidefiotoyaanmg wanwnfuwltudinduladenniu Gluta Story a9
anuhidefiorumsiiauetoyaiilusda Wunans uasannsansreaeuld nglideyarignios wonues
fonasenanuAniiudiu waensefuliiianuinliaes uenani nslfiemitinaula wu
sUnw Afle uaznsmeuaussmNARiuesainate Freiaduadmslindauaziinnnuilaly
msteauisivanuhadlalitumanasiagalifomufamuiondely fsaenndostuuuian
nsdeansNNsRANRRIVIAYes Smith and Zook (2016) fiszyinsansauduiusaasuguslansiu
Feseaulatioiaiuamnulindaazanusiulalududvdouinig lnsawziiledurigieuwesnie
wadmnuindede SwvilifAamuidninlisutoyafidedelduazinanuvasiiunas aenadeaiu
NUITevee SRYUA q3Eau (2566) Uay AveN guITIATUE (2565) aﬁfuawuumﬁmﬁImawudwqmﬁﬂwmz
vosdurlgioumesinidefodmanomudilatodud lnsawrluunanrosuiigRanuduas i You-
Tube, Facebook, L& Instagram §athu N7 Gluta Story mmsaa%ﬁammu’wL%aﬁauazﬁauimﬁuﬁ
Al Wutaduddyiinediunnuinfuaziiulonalumsatuayuiususviedudlussozen

AnNAgINN 6 naAnssUMITaTUTIasIaNa Gluta Story faruduitusuaudslatodud
uazU3naAeiudnfidesmosianu

6.1 WeANTIUNTUATUIIEITNUNA Gluta Story H1U Facebook HANTITENUIN WYANTIUANT
Wautmansmana Gluta Story #1u Facebook finrudusiugiBauinfumnusslededuduasusnis
Aeatudniidemoadfnnu ogilifoddymeadaissiu 0.05 InefedussAvsandusiug () wihity
0.644 Fsuansfannuduiusluszivgs asnndestunuideves CUI RONG JUN (2023) Aidenndosdiu
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wnnzlunguiauneg

6.2 WeAnTIUN1TWATUYIIAITNIUNA Gluta Story W TikTok KaN15IenUd1 NeAnssunisila
i‘UﬁU’naﬁm&LWf\] Gluta Story 11 TikTok ummauwuﬁmmﬂﬂummmﬂwaaumLLauUim'ﬁLﬂ'&n
fudnidesosiiamy egredideddmeadiafissdy 0.05 nedidduussavsanduius () vy
0.654 Fauamsdsmuduriudlusyiugs aonadeatuuiseves mavue W (2562) Anuiilamansinu
TikTok dsmaromssnaulatovesiudloalumanvanedd wu meadusinssfunarnisaiaeudila
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6.3 WANTIUNITUATUYNAI1INILNT Gluta Story WU YouTube NAN1TINUI WEANTIUNNT
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fudaunsefudungeueesildsummulindennngutmne

6.M3Un3urmansiioatu Gluta Story Sraseruddlateduiuazusmsioafudniides
Frfuuusudasuiugiuuumaiiaustmanslinssiuanualavesiamuiiienssdunsindulate
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Abstract

This research is a Research and Development (R&D) study that aims to develop and eval-
uate the effectiveness of 3D animation-based multimedia for promoting rail tourism, with a
case study of the Pink Line Monorail. The research methodology is structured according to the
ADDIE Model—a systematic instructional design framework comprising five phases: Analysis,
Design, Development, Implementation, and Evaluation. Each phase guided the multimedia
development process, ensuring structured content design and effective delivery. Additionally,
the research references the 3P Production approach (Pre-Production, Production, and Post-Pro-
duction) to ensure high-quality animation production for effective promotional media.

The population of the study includes tourists and general commuters who use or are likely
to use the Pink Line Monorail. The sample consists of experts in 3D animation and rail transport,
as well as 100 tourists and general passengers, also selected through purposive sampling, who
evaluated the multimedia. The research instruments include expert assessments of media ef-
fectiveness and satisfaction questionnaires. The findings indicate that the effectiveness of the
developed 3D animation-based multimedia was rated as high by experts in terms of content
and presentation (X =4.00, SD=0.47) and graphic design and technical execution (X =4.06,
SD=0.62). Meanwhile, the overall satisfaction of the sample group was rated highest (X =a.26,

SD=0.65), particularly regarding the value of the media in promoting rail tourism effectively.
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The research suggests incorporating interactive elements, enhancing compatibility with
Augmented Reality (AR) and Virtual Reality (VR) technologies, adding multilingual narration,
and expanding digital distribution channels to cater to diverse tourist demographics. This study
provides essential guidelines for developing 3D animation-based promotional media applicable
to other public transportation projects in the future.

Keywords: Multimedia, 3D Animation, Tourism Promotion, Rail Tourism, Pink Line Monorail

Introduction
Tourism plays a significant role in the global economy and continues to grow steadily
(UNWTO, 2023). In Thailand, the development of public transportation, particularly urban
rail systems, is a crucial strategy for sustainable tourism promotion (Ministry of Tourism and
Sports, 2022). One of the recently developed public transport projects is the Pink Line Mon-
orail, a monorail system that connects suburban areas to downtown Bangkok, presenting a
high potential for promoting tourism (Office of Transport and Traffic Policy and Planning, 2023).
In the digital era, multimedia and 3D animation have proven to be effective tools for tourism
promotion and enhancing public understanding of tourist destinations (Liu, 2022). Specifically,
interactive multimedia enhances the pre-travel experience for tourists, making information more
engaging (Kim & Hall, 2021). 3D animation technology allows for the realistic simulation of travel
environments and tourist sites, making content more accessible and captivating (Chang & Wang, 2020).
Several studies have demonstrated that 3D animation can enhance destination branding awareness
(Xiao et al., 2023) and improve the appeal of promotional destinations (Huang et al., 2021). Additionally,
animation simplifies complex information and fosters audience engagement (Moreno & Mayer, 2019).
However, despite the increasing use of digital media in tourism, limited research has
focused on the application of 3D animation-based multimedia specifically for promoting
rail tourism in the context of urban monorails in Thailand. Most existing studies center
on traditional tourism destinations, without addressing how advanced digital media can
be used to promote public transportation systems as tourism experiences in themselves.
Moreover, a structured development model for such media, integrating both instructional
design (like the ADDIE Model) and animation production frameworks, remains underexplored.
This research aims to fill this gap by developing 3D animation-based multimedia for
promoting rail tourism via the Pink Line Monorail.The significance of this study lies in its
ability to provide an innovative, replicable framework for creating effective tourism media,
especially for public transportation. The findings will contribute to effective multimedia applica-

tions for rail tourism promotion and their potential adaptation for other public transport systems.

Research Objectives
1.To develop 3D animation-based multimedia for promoting rail tourism via the Pink Line Monorail.
2.To evaluate the effectiveness of the developed 3D animation-based multimedia for tourism promotion.

3.To assess the satisfaction of the target audience with the developed multimedia.



MyansiimArmansUsviad 97 30 atufl 1 (Wnseu - wWweu 2569)
Literature Review

The development of 3D animation-based multimedia for rail tourism promotion is ground-
ed in both theoretical and applied studies. This section begins with foundational concepts
in communication, multimedia design, and technology acceptance before narrowing to tour-
ism-specific research and the instructional design framework employed in this study.

Communication Theory: Effective tourism promotion requires a clear communication
process. The Shannon & Weaver model outlines key elements Sender, Message, Channel,
Receiver, and Feedback (Shannon & Weaver, 1949). Schramm’s Interactive Model emphasizes
the Encoding-Decoding process to align message interpretation between sender and receiver
(Schramm, 1954).

Multimedia Learning Theory: Mayer (2021) highlights that animation combined with audio
enhances learning efficiency and reduces cognitive load. Key principles include Multimedia
Principle: Visuals and audio improve comprehension more than text alone, Coherence Principle:
Unnecessary elements should be avoided to reduce distractions, Modality Principle: Information
presented in both visual and auditory forms enhances retention.

Technology Acceptance Model (TAM): Davis (1989) asserts that technology adoption depends on
perceived usefulness and ease of use. If 3D animation-based media is engaging and user-friendly,
viewers are more likely to retain information and have a positive perception (Kim & Hall, 2021).

Instructional Design Framework — ADDIE Model: The ADDIE Model—Analysis, Design, De-
velopment, Implementation, and Evaluation—is a widely used instructional systems design
(ISD) model. Molenda (2003) highlights the historical development of ADDIE, noting that while
it originated in the U.S. military in the 1970s, it has since evolved into a flexible framework
applicable to educational and training contexts. Peterson (2003) stresses the model’s prac-
ticality by illustrating real-world applications where each phase—from needs assessment
to evaluation—contributes to effective instructional products. To extend this, Clark (2005)
focuses on its role in technical training and how each phase can be tailored to digital content
development. Moreover, Branch (2009) provides a comprehensive guide to applying the ADDIE
model systematically in instructional design, emphasizing its iterative nature and adaptability
across various learning environments.

3D Animation Design and Production: The production of 3D animation involves: 3D Mod-
eling: Creating three-dimensional models, Texturing & Lighting: Adding textures and realistic
lishting, Rigging & Animation: Enabling model movements, Rendering & Compositing: Finalizing
the animation for high-quality output (Williams, 2020).

Tourism Marketing and Rail Tourism: Kotler et al. (2017) emphasize the 4Ps + 3Ps framework in
tourism marketing. Promotion, in particular, is vital in raising destination awareness. Xiao et al. (2023)
highlight that immersive 3D content significantly enhances destination marketing. Rail Tourism and

the Pink Line Monorail, Rail tourism offers convenient and eco-friendly travel options (Hall, 2019).
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The Pink Line Monorail aims to ease urban congestion and encourage rail travel (Office of
Transport and Traffic Policy and Planning, 2023). Digital media plays a crucial role in increasing
public awareness and promoting rail tourism.

Although previous studies have validated the benefits of animation and multimedia in
tourism (Chang & Wang, 2020; Liu, 2022), they largely focus on traditional destinations or
general marketing strategies. This study differs by applying a structured instructional design
model (ADDIE) to the development of multimedia for promoting an urban monorail system—a
unique aspect not yet widely addressed in academic literature. By integrating the ADDIE and
3P frameworks, this research bridges theory and practice, offering a replicable model for future

tourism-related multimedia development.

Part 1: Research Methodology

This study adopts a Research and Development (R&D) approach to design, develop, and
evaluate 3D animation-based multimedia for promoting rail tourism, using the Pink Line Monorail
as a case study. The methodology covers the population and sampling, research instruments,

validation and reliability testing, data collection, and data analysis procedures.

Population and Sampling

The population includes individuals relevant to the Pink Line Monorail: 1) experts in 3D
animation and rail transport systems, and 2) general users and tourists who currently use or
are likely to use the Pink Line Monorail.

« Expert Group: Two experts were selected using purposive sampling. One expert
specializes in 3D animation with at least five years of experience in digital media production,
while the other has experience in rail system operations or transportation management. Their
insights were essential for evaluating the content and technical quality of the multimedia.

« Audience Group: A total of 100 participants were selected using purposive sampling
from among tourists and general passengers using the Pink Line Monorail. The sample size was
chosen based on recommendations for usability studies and public opinion surveys, ensuring

statistical relevance and practical feasibility for evaluating media satisfaction.

Research Instruments
1. Instruments for Development and Data Collection
1) 3D animation-based multimedia for promoting rail tourism.
2) Expert evaluation form to assess media effectiveness.
3) Audience satisfaction questionnaire to measure user engagement.
2. Instrument Validation
1) Content Validity was assessed using the Index of Item-Objective Congruence (100),
reviewed by three experts.

2) Reliability Testing was conducted using Cronbach’s Alpha, ensuring a reliability score > 0.7.

©,
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Data Collection and Analysis
Data Collection

The sample group viewed the 3D animation-based multimedia via digital devices (smart-
phones, computers, or tablets). After viewing, participants completed an online satisfaction survey
(Google Forms) using a five-point Likert scale (Likert, 1932). The response scale is as follows:

5 meaning Strongly Satisfied

4 meaning Satisfied

3 meaning Neutral

2 meaning Dissatisfied

1 meaning Strongly Dissatisfied

The collected data was analyzed using SPSS statistical software.

Data Analysis
1.Quantitative Analysis
1) Mean (¥X) and Standard Deviation (SD) were calculated to summarize audience
satisfaction levels.
2) Reliability testing of the questionnaire was performed using Cronbach’s Alpha (> 0.7).
2.Qualitative Analysis
1) Expert feedback on the quality and effectiveness of the 3D animation-based mul-
timedia was analyzed.
2) Audience comments on content clarity and animation quality were evaluated using

Theme Analysis or Content Analysis.

Part 2: Research Process (Based on the ADDIE Model)
Development of 3D Animation-Based Multimedia Using the ADDIE Model

1) Analysis Phase: Conduct research on rail tourism and the Pink Line Monorail. Analyze
audience behavior and needs for tailored multimedia content. Examine appropriate 3D ani-

mation techniques for effective tourism promotion.

Figure 1: On-Site Field Study for Data Collection on the Pink Line Monorail
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Figure 2: Route Map of the Pink Line Monorail

2) Design Phase: Develop storyboards, scripts, and visual style guides (color schemes,
mood, and tone).

Figure 3: Sample Storyboard

a D

Figure 4: Visual Style (Color Script/Mood and Tone)

3) Development Phase: The 3P Production approach (Williams, 2020) was followed, comprising
three key stages: Pre-Production, Production, and Post-Production.

3.1 Pre-Production (Aligned with ADDIE Analysis & Design Phases)
1.Researching 3D animation design principles tailored for tourism communication (Mayer, 2021).
2.Analyzing tourism promotion strategies and target audience behavior (Liu, 2022).
3.Designing storyboards and scripts for an effective narrative structure.

4.Developing a prototype (Animatic) to test concepts before full production (Chang &
Wang, 2020).
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3.2 Production

1.Creating 3D models of scenes and characters, ensuring realism and aesthetic appeal
(Huang et al., 2021).

2.Enhancing textures, rigging, and animation for dynamic movement.

3.Adjusting lighting and composition for high-quality visual output (Kim & Hall, 2021).

4. Recording voice-over narration and designing sound effects for an immersive experience
(Moreno & Mayer, 2019).

3.3 Post-Production

1.Refining rendering and compositing for final animation quality (Xiao et al., 2023).

2.Incorporating visual effects (VFX) and motion graphics to enhance engagement (Liu, 2022).

3.Conducting technical and content evaluations by experts, ensuring a minimum 80%
approval rating before release (Chang & Wang, 2020).

4.Finalizing rendering adjustments before dissemination.

Figure 5: 3D Model of the Pink Line Monorail Created Using Blender

IMPACT Muang Thong Thani

Wat Phra Si Mahathat

Siam Amazing Park

Figure 6: 3D Scenes and Locations Created Using Blender
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Figure 7: 3D Animation Media Created Using Adobe Premiere Pro and Adobe After Effects

4) Implementation: The 3D animation-based multimedia was disseminated to the sample
group, consisting of tourists and the general public who use the Pink Line Monorail, for eval-
uation and feedback.

5) Evaluation: A total of 100 participants were surveyed to assess satisfaction levels after
viewing the 3D animation-based multimedia. The collected data was then analyzed to measure

the effectiveness and impact of the developed content.

Research Findings

The development of 3D animation-based multimedia for promoting rail tourism, using the
Pink Line Monorail as a case study, has resulted in the following key findings
Development of 3D Animation-Based Multimedia for Rail Tourism Promotion

The production of 3D animation-based multimedia was conducted following the ADDIE
Model (Analysis, Design, Development, Implementation, Evaluation) to ensure the quality and
effectiveness of the promotional content.

 Analysis Phase

This phase confirmed a clear gap in the availability of immersive and visually appealing
content for the Pink Line Monorail. A needs assessment of the target audience (tourists and
general users) revealed preferences for interactive, narrative-rich content that enhances un-
derstanding of transportation routes and nearby attractions.

» Design Phase

The narrative structure highlighted landmarks along the Pink Line route and emphasized
convenience and tourism appeal. The design was informed by multimedia learning principles
such as the use of dual channels (audio and visual), minimizing cognitive load, and maintaining
visual coherence. These principles helped ensure that the content was engaging and easy to
comprehend.

* Development Phase

The 3P Production framework was also applied to enhance the design and technical

execution of the animation. The finalized 3D animation-based multimedia is shown in Figure 8.
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Figure 8: Completed 3D Animation-Based Multimedia Implementation Phase

The finalized animation-based multimedia was distributed digitally to 100 purposively selected
users of the Pink Line Monorail. Participants were instructed to view the content on personal
devices and subsequently complete an online questionnaire. This ensured flexibility and min-

imized the need for physical engagement, aligning with modern media consumption patterns.

Evaluation Phase: The Effectiveness of the Developed 3D Animation-Based Multimedia
Expert Evaluation (n = 2)

The overall effectiveness of the media in terms of content and presentation was rated as high
(X =4.00, SD= 0.47). When analyzing specific aspects of content and presentation, the findings are as
follows: the alignment of content with objectives was rated as high (X =4.00, SD=0.00), the logical
sequencing of information received the highest rating (X =5.00, SD=0.00), the accuracy and clarity
of content were rated as highest (*’? =4.00, SD=1.41), the consistency of content and visuals was
rated as high (i=3.50, SD=0.71), engagement and narrative flow were also rated as high (i=3.50,
SD=0.71), and the appropriateness of presentation duration was rated as high (X =4.00, SD=0.00).

In terms of graphic design and technical execution, the overall effectiveness was rated
highest (X =4.06, SD=0.62). Evaluations include character design suitability (X =4.50, SD=0.71)
rated as highest, scene design and layout rated as high (X =4.00, SD=0.00), typography inte-
gration rated as high (X =3.50, SD=0.71), graphic elements and animations rated as highest
(1\_’ =4.50, SD=0.71), narration quality rated as highest (i =4.50, SD=0.71), voice-over suitability
rated as high (X =3.50, SD=0.71), sound effect quality rated as high (X =350, SD=0.71), and
color selection and consistency rated as highest (X =4.50, SD=0.71).
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The overall effectiveness of the multimedia in terms of its promotional value was rated as high
(X =4.00, SD=0.47). Specifically, its effectiveness in promoting rail tourism was rated high (X =4.00,
SD=0.00), its ability to enhance route understanding was rated highest (X =4.00, SD=1.41), and its
suitability for promotional use was rated high (X =4.00, SD=0.47).Audience Satisfaction (n = 100)

The study assessed the satisfaction of 100 tourists and general passengers using the Pink Line
Monorail who were selected through purposive sampling. The overall satisfaction with content
quality and presentation was rated high()? =4.00, SD= 0.69). The detailed findings are as follows:
Satisfaction with content alignment to objectives was rated high (X =3.75, SD= 0.87).
The logical sequencing of content was rated highest (X =4.15, SD= 0.59). The ac-
curacy, completeness, and clarity of content received a high rating (X =3.94, SD=
0.77). The alignment between content and visuals was rated high (X =4.04, SD=0.61).

Satisfaction with engagement and storytelling was rated high (X =4.00, SD= 0.66), while
the appropriateness of presentation duration received the highest rating (X =4.11, SD=0.64).

Regarding graphic design and technical execution, the overall satisfaction rating was highest
(X =4.03, SD= 0.67). Satisfaction with character design suitability was highest (X =4.03, SD=
0.83). The scene design and layout received a highest rating (X =4.04, SD= 0.63). Satisfaction
with typography suitability was rated highest (X =4.01, SD= 0.70). The use of graphic elements
was rated highest (X =3.99, SD=0.67). Satisfaction with narration quality was rated highest (X
= 4.11, SD= 0.72), while voice-over effectiveness was highest (X =3.97, SD=0.57). Satisfaction
with sound effects suitability was rated high (X =3.97, SD=0.65). Finally, satisfaction with color
selection and consistency was highest(X =4.11, SD=0.63).

For the overall multimedia value, the satisfaction rating was highest (X =4.26, SD= 0.65).
Satisfaction with the effectiveness of the multimedia in promoting rail tourism was rated highest
(X =4.23, SD= 0.66). The effectiveness in enhancing understanding of the Pink Line Monorail
route was also highest (X =4.23, SD= 0.66). Lastly, the appropriateness of the multimedia for
promotional use received the highest rating (X =4.34, SD= 0.62).

Summary of Evaluation Results

Expert evaluation indicated that the effectiveness of the animation in terms of content
and presentation was high(X =4.00). The technical execution and graphic design were rated
highest (X =4.06). The overall value of the multimedia for tourism promotion was also high
(X =4.00).

Among the 100 participants surveyed, satisfaction with content quality and presentation
was rated highest (X =4.00). Satisfaction with graphic design and technical execution was highest
(X =4.03), and satisfaction with the overall value of the multimedia was also highest (X =4.26).
These findings confirm the effectiveness of 3D animation-based multimedia as a promotional

tool for rail tourism.

Q@
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Discussion of Research Findings

The study findings indicate that the developed 3D animation-based multimedia effectively
serves as a promotional tool for rail tourism. This aligns with Mayer’s cognitive theory (2021),
which suggests that combining motion graphics and audio can reduce cognitive load and en-
hance information retention. Additionally, the development of 3D animation aids in increasing
viewer engagement and comprehension of rail tourism content, consistent with the findings of
Wang & Antonenko (2021), who found that 3D animation effectively conveys complex ideas
and enhances memory retention.

Regarding multimedia effectiveness, expert evaluations revealed that the content and
presentation aspects scored highly (X =4.00, SD=0.47), demonstrating that the media success-
fully communicates travel information and highlights attractions along the Pink Line Monorail
route. This supports the study by Xiao et al. (2023), which found that 3D animation enhances
tourist awareness of destinations. Furthermore, research by Vijit (2021) confirmed that multime-
dia animation increases comprehension and encourages public transportation-based tourism.

In terms of design and technical execution, the overall effectiveness received the high-
est rating (X =4.06, SD=0.62), particularly for visual elements and audio integration, which
enriched the viewing experience. This aligns with Huang et al. (2021), who emphasized that
3D animation enhances tourism marketing by capturing audience interest. However, there
is room for improvement in animation fluidity and realism, as suggested by Chang & Wang
(2020: 89). Additionally, research by Pongsak (2022) suggests that well-designed animations
with appropriate color schemes and elements can enhance viewer engagement and retention.

Concerning audience satisfaction and its impact on tourism behavior, findings indicate
that satisfaction with content and presentation was at the highest level (X =4.00, SD=0.69),
aligning with Liu’s (2022) study, which found that 3D animation technology increases engage-
ment and tourist interest. However, improvements could be made by incorporating inter-
active elements and expanding travel-related content to better align with audience needs
(Kim & Hall, 2021). Similarly, Somsak (2023) found that adding interactive features in digital
tourism media enhances user engagement and encourages the use of public transportation.

Recommendations for future development include integrating Augmented Reality (AR) and
Virtual Reality (VR), which would allow users to experience rail travel virtually before their journey
(Park & Lim, 2022). Thai-based research by Chutima (2021) suggests that VR tourism applications
significantly enhance visitor engagement. Additionally, content should be adapted for diverse
audiences by incorporating multilingual narration to cater to international tourists

(Davis, 2020). Napaporn (2022) found that multilingual media improves accessibility and expands
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the potential tourist base. Lastly, further research could examine the impact of 3D anima-
tion-based multimedia on tourism behavior using the Technology Acceptance Model (TAM),
as suggested by Davis (1989). Phanupong (2023) found that perceived usefulness and ease
of use are key determinants in the adoption of new technologies in the tourism sector.

Overall, this study concludes that 3D animation-based multimedia is an effective tool for promoting
rail tourism, with positive evaluations from both experts and target audiences. However, further im-
provements can be made, particularly in enhancing interactivity and leveraging advanced technologies
to improve user experience. The findings offer valuable insights for the future development of multi-

media-based tourism marketing and contribute to the sustainable growth of rail tourism in Thailand.

Recommendations

Based on the study on the development of 3D animation-based multimedia for promoting
rail tourism in the case of the Pink Line Monorail, the following recommendations are provided
for future multimedia development and research:
1. Recommendations for the Development of 3D Animation-Based Multimedia

1.Enhancing Interactivity — It is recommended to incorporate interactive elements, such
as enabling viewers to explore additional information or navigate through routes interactively.
This would allow users to engage with the content based on their interests and improve their
understanding.

2.Integrating Augmented Reality (AR) and Virtual Reality (VR) — The adoption of AR and VR
technologies can provide a more immersive experience for users, making the presentation of
information more engaging and realistic.

3.Improving Animation and Graphic Quality — Although the developed media received high
satisfaction ratings, further improvements in animation quality and scene details can enhance
realism and viewer engagement.

4.Incorporating Multilingual Narration — To cater to a diverse audience, adding narration in
multiple languages, particularly English and Chinese, would enhance accessibility and inclusivity
for international tourists.

5.Expanding Content Coverage — The media should include more comprehensive
travel information, such as details on facilities, transportation connections, and related tourist
activities, to provide a more holistic view of the rail tourism experience.
2. Recommendations for Implementation and Dissemination

1.Expanding Distribution Channels — The developed media should be disseminated through
various platforms, such as tourism agency websites, mobile applications, and social media, to

maximize accessibility and engagement with the target audience.
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2.Collaborating with Businesses and Local Agencies — Partnerships with tourism-related
organizations and local businesses can support wider distribution, for example, by integrating
the media into government tourism campaigns or collaborating on promotional events with
tourism service providers.
3. Recommendations for Future Research

1.Studying Factors Affecting Technology Acceptance — Future studies should explore the
factors influencing the adoption and usage of 3D animation-based multimedia among target
audiences, using models such as the Technology Acceptance Model (TAM) as a framework.

2.Developing Media for Specific Target Groups — Further research should focus on adapting
digital media to better suit specific demographics, such as international tourists, the elderly,

or persons with disabilities, ensuring inclusivity and broader tourism promotion.

Conclusion

The ADDIE-based methodology effectively guided the development of engaging, high-quality
3D animation-based multimedia for rail tourism promotion. Statistical evidence from expert
evaluations and audience feedback confirms the strengths of the multimedia product in terms
of design coherence, technical quality, and promotional value. These findings support the
future use of structured instructional design models like ADDIE in multimedia production for
tourism and public communication. However, there remains room for further improvements,
particularly in interactivity, distribution strategies, and research on its impact on traveler behavior.
These insights can serve as a foundation for developing more effective tourism promotional

media in the future, ultimately supporting sustainable rail tourism growth in Thailand.
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Abstract

The current tourism promotion, it is necessary to provide information that is attractive
and reliable to tourists. This research is the development of mixed-media storytelling through
promotional videos of cultural tourist attractions in Mahasarakham Province that affects the
perception and participation of the community on social media. The objectives are 1) to
analyze and synthesize the techniques of mixed-media storytelling through promotional vid-
eos of cultural tourist attractions in Mahasarakham Province that affects the perception and
participation of the community on social media. 2) to produce promotional videos of cultural
tourist attractions in Maha Sarakham Province. 3) to study the results of using promotional
videos of cultural tourist attractions in Mahasarakham Province. The key informants are (1) 6
experts on cultural tourist attractions from government agencies in Maha Sarakham Province
using interviews. (2) 30 tourists selected by accidental sampling using a questionnaire on the
needs of cultural tourism. (3) 20 popular promotional video clips on YouTube. The researcher
analyzed and synthesized the consistency of the content and storytelling techniques with
the needs of tourists. (4) The sample group used in the research was 400 tourists selected by
accidental sampling. (5) The research instruments included a public relations video for cultural
tourism attractions in Maha Sarakham Province, a perception assessment form, a satisfaction
questionnaire, and a behavior analysis table for community participation on social media after
watching the public relations video. The statistics used in the research included percentage,

mean, and standard deviation (S.D.).
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The research results found that 1) the results of the analysis and synthesis of the mixed
storytelling techniques through the public relations video of cultural tourism attractions in
Mahasarakham Province that has an effect on the perception and participation of the com-
munity on social media that is appropriate, consisting of 3 types of storytelling techniques: (1)
opening the story with alternating stories with fast-paced images (Nested Loops), (2) storytelling
with narration and background music (Sparklines), and (3) storytelling by linking content to
be consistent as a tourism route (Converging Ideas). 2) The production process of the public
relations video of cultural tourism attractions in Mahasarakham Province is divided into 3 steps:
preparation (Pre-Production), production (Production), and post-production. The quality of the
public relations video was assessed by experts and found that the overall quality was at a
good level.3) The study of the results of using the public relations video of cultural tourism
attractions in Mahasarakham Province found that the results of the perception of the sample
group after watching the developed public relations video had a high overall perception and
the highest overall satisfaction. As for the behavior of community participation on social media
during the period of the publicity video for 1 month, it was found that there were 4,474 views,
129 likes, 16 shares, and positive comments. This shows that the appropriate storytelling mix of
the pubilicity video for cultural tourism attractions in Maha Sarakham Province has an effect on
the decision to visit Mahasarakham Province. Therefore, relevant agencies should continuously
give importance to tourism publicity.

Keywords: Cultural tourism destinations, Public relations video, Mixed Storytelling
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AANBUASLATASEYAN HELRSUBINMELURTUBATyA Suawtmua 10 Fos Tasluuseanilu
dostasan feil 1) 929 A, 1980 - 1999 & Dostana (1980) Duniya (1984) Agneepath (1990)
Chamatkar (1992) uag Hum Aapke Hain Koun..! (1994) ua 2) 434 A.A. 2000 - 2019 (U290) lawn
Lagaan: Once Upon a Time in India (2001) 3 Idiots (2009) PK (2014) Drishyam (2015) W&z Uri: The
Surgical Strike (2019) Mgy ImumwgmmmwaummuLLmﬂmULLU‘uuau wwIRRBIAUTENEUENT
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Tsuuufin avvioudiny uasUsyTamans uonanidsaunsawunmeundsiingy fadunidunsena
AmgunseRainndnme 3) MIussEIANUUABULUABININNELRSLaTATE A ME LA NI
mawdsuulantinnugnamweuniiiduas 01 NFUNIM BUIANIM JuNdes Maiadoundes sveedn
ANUEININ LFeY Feann Feanuns fnse Tdwouau aadUsznaunm uawwazd n1suaniuazdues
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Abstract

This research is a textual analysis by analyzing film language and genre. The objectives of
the research are to analyze film language, genre characteristics, and describe the changes in
film language and genre of 10 Bollywood films, which are divided into two periods as follows:
1) 1980 - 1999, including Dostana (1980), Duniya (1984), Agneepath (1990), Chamatkar (1992),
and Hum Aapke Hain Koun..! (1994), and 2) 2000 - 2019 (present), including Lagaan: Once Upon
a Time in India (2001), 3 Idiots (2009), PK (2014), Drishyam (2015), and Uri: The Surgical Strike
(2019). The theory of film language is based on the concept of formalism, formula composition,
and film language theories. The research results are divided into 3 parts as follows: 1) According
to film language, the Bollywood films that were analyzed completely followed the theory.
Film length, images, frame, size of images, camera angles, camera movement, depth of field,
speed of images, sound, speech, music, editing, mise en scéne, composition of images, light
and color, performance and color of costumes. 2) In terms of Genre, the Bollywood film genre
can be clearly seen as masala, romantic, social and historical. In addition, thriller films, which
are one of the Hollywood film genre, can also be found. 3) It was found that the description
of changes in film language and genre found that there were changes in both film length,
images, frame, size of images, camera angles, camera movement, depth of field, speed of
images, sound, speech, music, editing, mise en scéne, composition of images, light and color
performance and color of costumes, including genre that have changed more towards the
Hollywood genre as well.

Keywords: Film Language, Genre of Film, Bollywood Film, Popular Bollywood Film

AuuazanNdIATY
Tuthgtunmeunsiduledondaiewuaismnduisildiuanudonluynnd yaaw way
FadoududusmeiausssuitianuunsvansuarldsunseensUaIN LG (81358 U, 2554)
Ssgpanmnssunmeussluszivunnvdvna g ildiuamnudouesnaunsuaslildfudgnamnssa
Ameunsvesansgesnilag ¥ariing fsgunsing (2565) Na1191 gAAMINTTUAMEUATBULAYEINNTD
HAnANEURToRNILANINNIRMAMNTINANEURSANSTRIIENT InERAAMINTIUATMEURTBUAEAINTD
A ELRSeenIlFiNnde 1,500 - 2,000 Fesel Gegpanunssuameuniavigeuinianansa
Nammwaumﬁaaﬂmlﬁmﬁa 800 Boasiel guanvinssunmeunsduisiivarsauilasusnlumuniw
fosturesusiariuilulsemaduii Wy veadyn Bollywood) ) lawdudl peatiyn (Kollywood)
i uazmeadyn (Tollywood) Watwumgy lumsieans anfinarundreutugpamns
mwaumaumammuaaagmLﬂuvﬂmummuaumﬂwqﬂuﬂiumﬂauma
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Suenanay LwimewﬁfﬂdwLmaszmlmﬂ°’1ﬁwlmamgmwaum%vaaﬁgmmnsﬁu (Devi, 2023)
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Adelsvinisidendnunmeunsueaiyn nefinasiniadenameunianaziuniealuiulyd
IMDB wazdunmeuniiidmuuilumsiiiudesmunsiuou 10 des Tnewlsoondu 2 9230
et feil

1. 929 A.A. 1980 — 1999 LA Dostana (1980) Duniya (1984) Agneepath (1990) Chamatkar
(1992) wag Hum Aapke Hain Koun..! (1994)

2. 939 A.A. 2000 — 2019 lgn Lagaan: Once Upon a Time in India (2001) 3 Idiots (2009) PK
(2014) Drishyam (2015) wag Uri: The Surgical Strike (2019)
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Tnewmmaveamsfinuinmeunsueaiyans 2 ga A 1l A 1980 - 1999 WurAMAANUEA
879 (Classic Bollywood) Wuiiflenvesnsudnnmeunsuuieisgnssy wazueadnasislml (New
Bollywood) lutausnvesnmeunsueaiyaliimithdananazduiisanuailan uasvisnansiesn Tul
A.A1. 2000 - 2019 1ugafinmeuniveadyaldsumuaulanndedsUssima auannsaldiidesnsda
oeansluainmeunsUssmasenien wayldanameunsivatevaneiuasIny Jaftuauans
asden 2 i ieneflunwameund wazessganmeunslunmeunsueaiynsenien

WuIAR 1] uaz FaMindas

wndn nauiitanliluns@inu leun unaafefulse Rmansameunsdude (ndian Film
History) ngun1ua neunsmukAngUuuulien (Formalism) wifinnIswuInsE)anIneuns
UBad3n (Genre of Bollywood Film) kuARN1sWUIRsENAN N UATERATIA (Genre of Hollywood
Film) wazlwiAnesdusenauans (Formulaic Elements)
wuaRmEaRulsEIRrmansMwauaSAuLAE (Indian Film History)

Thadeshwar (2020) ldutsUss Shenansnmeunsdudoduurazgaed feil 1) Famesswil 1890-
1940 fuldutisulse fRmansueadyamensainsnmeuniiides 2) daaenmssed 1940-1960
Fonldindugenes (Golden Age) Svanlvajfunmeuniiferdesiuinvessusunsamudundn 3)
F2UMENMITTYA 1960-FunmsTuil 1970 MNBUASIHALHAUALATATIRAMNTIIAMEURS 4)
FammsTeil 1970-1980 Foningananadnueadyn (Classic Bollywood) WutisnaniidugaEusiu
YOI MEUATULIDNVYINTINTUUS VT OIFENENeE19T MszgaINeNaT (Masala) 5) aanmsswil 1990
gnaseuivhsnmeunsnszgalsuuuAnraunauaus’ saduiiiinduludoyn uoadynasielvl (New
Bollywood) 6) F2sUaned A.A.2010 veadnEuiUAsuLIMIINSIa G oslar NEURSTINaReaNIN
Tughsiflildfusuulsuninfinaunauaunwazorvnssuviniu widdldademunTsy Ruay
Beudefulsuifunsdeny
wquﬁmmmwaum%muumﬁmgﬂLmuﬁﬂu (Formalism)

WA UasAad (David Bordwell) wag A3afu neuddu (Kristin Thomson) $1inA1UANY §U
WU (Form) T Uy fe Asfidrdnftarlunufiasnnussnn waznmeunsdulslnfiousna
drulsEnounig 9 asluiidy wildunsimuaauduiusvesdiunauuaziaganuaula lnedinis
Aoansie nw Eos dase waziidyeues (David Bordwell way Kristin Thomson, 8nsialu 59y
anwal suriate, 2563)
u.mﬁmmeu,'u'qms:gamwaum%um%‘gm (Genre of Bollywood Film)

nmiade Bollywood : Sociology Goes To The Movies (Dudrah, 2006) leinanfisnsena
mwaum%mawaaﬁgmﬁﬁaaﬁu%ﬂwm 6 n3ENa el nmeumitermiaiusnaun (Devotional Film)
MeunsUsEIRmans (Historical Films) nweunsasvioudany (Social Films) Aeunsdsnuyady
(Muslim Social Films) Aneunsugan (Masala Films) way aweunslsiuu@n (Romantic Films)
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WUIAANITULNATENANWEUASERAAIA (Genre of Hollywood Film)

nguen ind tuwumsznanmeunivesseaianeeniliy 10 asznadeiu laun nweunsdeny
W AERIILaEIUALINTT (Science Fiction and Fantasy) nweunsasesviey (Horror Film) A weuns
gy (The Adventure Film) aweunsunidnaziunn (The Western) nMweunsuisaines (The
Gangster Film) nmeunsiautias (Film Noir) nweunsinas (The Musical) Mweunsnan (Comedy)
AweunsAale (The Art Film) waznmeuniasvieulayvndsau (The Social Problem Film) (nguan
\iRF, 2541)

wenani fineans Forbes fimsnantansznanineunsluunaiu A Complete Guide To The
Basic Types Of Movie Genres (Daws 2023) IfﬂEJ’eJNENﬁ]’]ﬂﬂ’Iﬂ’J‘U’]ﬂ’]WEJumiﬁﬂHﬂ‘U@diJW]’JWEJ’IaEJLEJa
fmmmaaLmevﬂamwauml,wuwumuaaﬂLﬂumwm 12 asena il pmeunsasestey (Horror)
nMneunsnan (Comedy) AMEUASLEATY (Action) AMmeuasTsuuufn (Romantic) AMwEURSILY
WBIENEnN3 (Sci-Fi) MNEURIATIAN (Drama) Mueunslsiuuinuazaan (Romantic Comedy) AMWEURS
2719338 (Crime Drama) Aeunsanau (Mystery) AMneunsunum @ (Fantasy) nweunssedin
ey (Thriller) wag AWeURSANI (Sports)

LLuqﬁm'aqﬁﬂszn'augm (Formulaic Elements)

Berger (1992) (819fislu finsiin ywwe, 2561) linanalidn esdusenevans vise Formulaic
Elernents 3sUsenaulusig 10 asrusenaudfty LﬁaiﬁmmmLLﬂﬂ@i%Qﬁﬂ?WﬂumﬂéﬁwLL@%‘E@LT\]U
Bty Téun yaasly anudl fazasien fazasses fazastauds lasades wiudes iy
D175 AT MUY

sziliaulgiag
1. WHAITDYA

1.1 pmeunsueadyaiionnanesznined a.m. 1980 - 1999 $1uau 5 $os Taeldinasiannazuuu
faludulest IMDB (The Internet Movie Database : uvdssandm3ugisusunmeunsannilanidi
inlinzuuudmiunmeuniildgauluuazanunsainsallduuiviedlfian) uazanunsasueililuges
19619 9 919 Tulsenmeuns wi DVD wise wwaanasu OTT lawn Dostana (1980), Duniya (1984),
Agneepath (1990), Chamatkar (1992) itag Hum Aapke Hain Koun..! (1994)

1.2 Mmeunsueadyaiiosnanesznined a.m. 2000 - 2019 $1uau 5 Gos Iaslinasianaziu
Houluiuled IMDB wavanansasurslalutemisig g 019 lulsanmeuns uiu DVD e unannasy
OTT lawn Lagaan: Once Upon a Time in India (2001), 3 Idiots (2009), PK(2014), Drishyam (2015)
ke Drishyam (2015)

2. Azasialiun1sise

Tnawedesdielumatfusiusiadeyad 2 wuy fedl
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2.2 wiutuiindayanszanimeuns
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3.2 True ID
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MEMNEURFUIRIMNEURTUBARYATIERNANESEMINT] A.A. 1980 - 1999 WAz Tl A.A. 2000 - 2019

mmmwaﬂmwwm%mwaum%vaaﬁgmﬁmmmaﬁguaa
M

nsAUNW (Frame) dvdunsaunmiiifisanmeunsaint 1980 uag 1994 wihidildnseunm
U 4 - 3 viae Sndeniladunin SDTV / Video computer displays mneunsiwdetildnsounm
1M 2.35 : 1 videfidnTeiFunuilyin Cinemascope warwIAnMand

AN (Shot Size) lusisanatisdiinsdenldvunnwisamanialng (Close Up %38 CU)
waz Mwvualiunans (Medium Shot wse MS) Wuman uslugasd a.e. 2000 - 2019 agiinisih
anaualng (Close Up %3 CU) wlflurauuuisnansseninsnnuuiauiunas (Medium Shot
e MS) wenaninmauinlng (Long Shot wie LS) dewumnmiiiusa (Full Shot) finnsthunld
Tudadeaiuluanifimsndeulmnaentssisnie amauislnaun (Extreme Long Shot e ELS,
XLS) lutad® a.e. 1980 - 1999 fhagdemhanliluainmseed msiaufwiuazainiudouanuil us
Tugasd A.e. 2000 - 2019 azhwrldluainasuanuiidundnuny waznmeuelnduin Extreme
Close Up 1138 ECU, XCU) wanldvesaddlugast a.e. 2000 - 2019

NUNADY (Camera Angle) Tuamﬁwﬂﬁuﬁm‘atﬁaﬂﬁlﬁgmwwwﬁumam (Eye-Level Shot) 1¥u
sdrluaniifinisaunniu uenanidaligaunnseduluninyuigs (High-Angle Shot) Tnsnimapigsd
msthunldluainnstiflenmuesinasas waznimaue (Low-Angle Shot) gnusnldluainnstats
AN gunmarenIun (Bird’s Eye View Shot) Fansthulduannsasuvesaniuiidundn
wazanvingldnmyandes (Dutch Angle) anunsanulaurlugel a.a. 2000 - 2019

nM9LARAUNARY (Camera Movement) dmsuraansthsUidninsdenldnisiedeuiiunnsnaiu
waziioutu Inerasstndieuldinisedeundesuuuuunead (Dolly Shot) lundn uazgai
wansneiy e Belugael A, 1980 — 1999 Snawflenldunu (Panorama wie Pan) #iast (Tilt) uae
wauMeas (Hand-Held) 3nnninlugae® A 2000 - 2019 fifenldiasu (Crane Shot) wde Tasu
(Drone Shot) wazalfkal (Steadicam Shot) 111N
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seazdn (Depth of DOF) lutel A.a. 1980 — 1999 shnazilesldnndnan (Deep Focus) Wu
védnuagludasl a.f. 2000 - 2019 @onldnwdniy (Shallow Focus) uman

ANNEINN (Speed of Motion) dsuassdistiiinuunnsndunisidendifuetiann lu
923U A.A. 1980 — 1999 finazieuldn1misa (Fast Motion) Wundn wagluaied a.a. 2000 — 2019
donldningh (Slow Motion)
RN

\ieanm (Speech) Tugael A, 1980 - 1999 awdliieadesunaumun (Dialogue) Wi uly
429U A.A. 2000 - 2019 finsidenlwdesusseny (Narration) wagidasainanuAnuesiiazas (Voice
Over wio OV) wsznavlunisiiiiudes

\Reaauss (Music) dmsulutngd a.a. 1980 — 1999 [uiitlsnetannsunsiiunmasiunneuns
fifutadnefarasvioiiunit Wesussluain (Local Music) uwinduifulugasd a.a. 2000 — 2019
gapsinsirunnasinyseneulunmeunsuanineunsiud 2015 way 2019 %Lﬂulﬁsdmum?ﬁaguaﬂ
270 (Background Music) mLmuﬁqu"aq
ARRAA

Wignwstiimsdnsefiumnsnsiuognsinou dluted a.e. 1980 - 1999 Mssadedirsaray
Tnawaznsiandeulfiadossnilueiin (Flashback) Ssadrsruuananesmeaaanladlald wimmuly
257 .61 2000 — 2019 axilnnudulnafusgnnnisiardeuluiadessmluein (Flashback) a1unsa
Mbvigualidvaulugiaanls uaﬂmﬂﬁé’qﬁmiﬁwmi@fmiaLLuuaaaﬁgmuaumﬁ] (Hollywood Montage)
LaznsFRRBLULANAAnLTILAT A WAL (Cross-Cutting) anUsznauldlunmeunsdnde
Addaaudy

a3AlsEnaLNIN (Composition) ﬁm%’uﬁu’qaadmﬂé’dﬂ&ﬁﬂ’ﬁﬁ%’ﬁdau@aiﬁﬁumwLLazs‘TﬂmLa'u
fudgnsstiueg usdmsunmeunslugasl ae. 2000 - 2019 tursimsaiisdoeslitunm Taed
MsSAneRInNALda LN saI q fifavasmdUsyaunume

ua9uazd (Lighting and Colors) Tutasl a.f. 1980 — 1999 finssianisiduasiazdidulnu
Renfuiouaynaoniaies uddmdud a.e. 2000 - 2019 axiinisuSunmsusasinulfmnzaufy
ATENANINBUATUAZANLLAAZAIN

n’ﬁuﬂmtmxﬁ‘nﬂatﬂ?’mLLG'Nﬂ'IEI (Performance and Colors of Costume) Tuse#11989@04
frstiiirnuunnssfusgnsdneu Tnelutisd A 1980 — 1999 fhasasinazlddefi (Costume)
wUTsssuRaRuiunslafavislunamds wimaveazusnelagldandundn undmsulugg
U A 2000 - 2019 sinagldidefi (Costume) wuuriuaomuiodewnndsiy
ASENAMNLURT

Iuﬁu’aaaa‘mQ?Jﬁ’?uﬁmmmﬂﬁhwaamxgamwaum%ﬁw%mw&Jum‘uaaﬁgmaamﬁw Faawnsa
wildegnsdnau lnglugied a.a. 1980 - 1999 dnazileunsznan neunsuwinigial (Masala Films)
Duwdn wifaefinsgganimeunsuuilsuuufin (Romantic Films) fewduiu uidmiulugid aa.
2000 - 2019 %ﬁmsgamwaum‘ﬁwmﬂwm&JLmemdﬂmhﬁJLLiﬂ Ingagdn1SHANNATLVRINTENR
Amegunsaaaiyn (Hollywood) 1
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M¥MNEURFIRINNEUATIBARYATIRAN SN A.A. 1980 - 1999 UAL Tl A.A. 2000 - 2019
WIn Uesaad (David Bordwell) wag asadu neulddu (Kristin Thomson) $ainaud1d §U
WUy (Form) 151 suuuy fe Asfiddnyilanlunufasnnussian uaznmeunstulaloifiousse
dulTENoUng 9 asluiihdy wilunsiupauduiusvesdiunauuazignauala lnefinng
doansene am 1du fadle uazliduasus
lorhaninsandenguiammameusinuunaaguuuuies (Formalism) fuameuniuead
At 10 Besiitadinrsitulianuaesadesiuludiu nssunim suaain yundes Maedeundes
szozdn arisinn des dase wasildweauu muvgudithanly nedsdinsdoaumnensini
wwAagUwuUilen (Formalism) leeghadniau
Tuduveanadaithunlflunmeunsusadyn msindeundes (Camera Movement) finsindeuln
fumneinaiu Fdlutaed ae 1980 - 1999 Insindeundesiitesninammeunslutied a.a. 2000 -
2019 3wiliAnnsndeiilddeiios Fsavaenadetunuiseniieatoses Shagun Tatia (2019) 16
Anw304 Evolution of Bollywood: A Study on Taste and Preferences and Income-Expenditure
Framework of Consumers l¢inaalii Tuthwdaniimaieturesiiuilmifitauedesm
fihaula Ssaansadelinmeunsuoaimesndaemanalaninndiy
uenniidssulufsanuevesnmeunsiignnanndrdunuideiideatosas Nishi Thadesh-
war (2020) 15&?1‘19’15"@@ LOOKING AT BOLLYWOOD’S CHANGING NARRATIVE WITH REFERENCE TO
SELECT FILMS “nmeunivesduietuaziiruemiaivogiiaesialusedslne Uz
asuldinnmeunsueaiyadunmeunsignadnoonuimunseunguinwnmeunsmauuuiin
sunuullen (Formalism)
ASENANITNEUATIBINTNEUATIRARIALBAAIATIRANAESENINGE] A.A. 1980 - 1999 WAZ

1 . . 2000 - 2019 ATUIU 10 134

mem‘WﬁmmmaLLmﬂmmiLmemamWﬂumuaaam (Genre of Bollyvvood Film) fiu
mwaumuaammm 10 Lsawmmumiwmuuaaﬂﬂaamummamwaummmdﬂu ANEUAS
UseiRmans (History Films) nweunsazyioudenu (Social Films) AMweunsingian (Masala Films)
LAZANEUATLIHILFN (Romantic Films)

Tus3duves Carmen Escobedo de Tapia (2021) lmnwaaa ORIGINS AND EVOLUTION OF
INDIAN CINEMA: A CALEIDOSCOPIC VISION OF INDIA thuaenndorieideumnanveduie o
fnmsthuseiRemans Ussinand uagnmaianFes snideslsathiedu TngasFesddulunisiaain
UsgiRmans &y wazdmusssy aunansufulseimeduislutiagiu dnasiandeulufavanisal
dAgy 919 szmﬁ‘dszmﬂ@u@aﬁumﬂIULfJummﬁﬂmaﬂé'mqw usu

uenniisaonadesiunuideues Nishi Thadeshwar (2020) l#AnwiFes LOOKING AT BOL-
LYWOOD’S CHANGING NARRATIVE WITH REFERENCE TO SELECT FILMS Ia1meunssuifiedilase
Foafefummusnuazauguusadunivresdos uazldfinsdrsainguudesnsuunineunsaaus
mutiwesdsnsludlagiuiiethuduaiesdielunsiuasunUadny
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Fothsnfinsanfeuufnnisutnszganmeuniseadyn (Genre of Hollywood Film) fu
aguRsUaREIRT 10 et dinneituaenadastunszganmeuniduiolull ameundinas
(The Musical) waznneunsseiinaTy (Thriller) 91naAdefiieadosvas Nishi Thadeshwar (2020)
iﬁﬁﬂmﬁ;aa LOOKING AT BOLLYWOOD’S CHANGING NARRATIVE WITH REFERENCE TO SELECT
FILMS ameunsduieimaidnuananduieanas Insaeaunsninaaiotsddoadluluidom
YBINNEUAS LLazLﬁanmﬂwqaﬂisumi‘%’wum‘wwm%mm;ﬁmuﬁum%uwaﬂﬂ Fuhlinmeuniiign
wAmpoNINHuUAILAdlUde

agUlfnmeunsueadyaiinimasnadeslunsutinszganimeuninunseuuuiAniiedty
UsgiRmansnmeunsduie (Indian Film History) kagiinAnn1suiinsenanneunsueadin (Genre
of Bollywood Film)
MINANNANUIURSE AN TNEUATIDILBARYALATERAAYATIDANRNLTENINGT] A.A. 1980 - 1999
waz 3l A.A. 2000 - 2019 41U 10 (384

NTLNANTNYUNTVDIUDATINABAADITUSNYYAUATENANNEURNTTRAAIA WU MnUns
was Togldimadluniaidndes ldfiarufaedon filumgnisaiase vioauud Fsaslundefunsena
AMEURENAS (The Musical) 304 La La Land eazaenadesiuniide Useiimaninmeuns n1s
Anwnindie 10 asenadidny ved nqua ind Idnaziinisaenuninnisiuiesdilulunmeunsuay
wiuluSsenuaynauudundn wasuenanilssaenndedunseganimeunsssfinutey (Thriller) fig
nanlag Darreonna Davis lutlngans Forbes dn1snanitamsenanneunsluunaing A Complete
Guide To The Basic Types Of Movie Genres nmeunslunszgatidnazgnaianiioduiuiala
WAEAIULATEAYDINYY
mathdayauussenaanuilasullamaimmnmwauniuazaszganneunslunweuns
UaaRIATEUINN 1l A.A. 1980 — 1999 uaz 1l A.A. 2000 - 2019

mm‘ummm‘waummaﬂmwaumwaamwLﬂaaulﬂimma U A, 1980 - 1999 uaz U A.A.
2000 - 2019 fieuaenndesfanuideites msdemsndnuaiuazuigedadlunmeunivoadyn
wnueniuduide Ty 015am Uy (2556) Aldnanliin masuungeRatflunmeunsueaiyauun
ueniuduiefimanaunausEInRduLasnsTuiesUsneuaus’ vidensduiesusznoununs
amsotaniifiedFedld dansfesuarnilunmeunsueaiiniudanudidyduegten
wawanmsovhligunuadulusuameuns TaensidBoshusasasuasiinuansifudiunid
fianudrAglunisidensurunimeunsvasuu

aAsuulaseansznanmeunslunmeunsueadyniigniuniieseidulunuuunaniea i
aeunsBULAE (indian Film) Tne Nishi Thadeshwar (2020) Hul#nan21347 Tugasd a.a. 1970 -1980
vietagananadnueadyn (Classic Bollywood) Miinaznanmsznanmeunsunman (Masala) undn
077 nmeunsidas Dostana (1980) 11UaLd A.f. 1990 MnsunsusaiATansenu sz dunmeuns
fifinsnaunaueudluie 099 weunsiEes Hum Aapke Hain Koun! (1994) Sadengaiii
veadaasilya (New Bollywood) ausnfistaaaned a.a. 2010 granvinssuueadniinisiudsuulas
NnilesunEnnszganmeunsIgIal (Masala) Wuvdn Ieinsiasunlasnsdanineunsng
nMsaseafetunmeuniagieudinu (Social Film) wagnweuniUseiRmans (Historical Film)
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unAnIAmNsigUsTasifiolnnsiumansieasnmanvaiosinadenagniluuiunues
yARIYa LardnTIzsinansEyUYeIMsaeansfana e lindavesiiidnlddimds Tasiamzly
Uiunilesdnsdioandyiumnuasuiasmanalulad ndnssuuslan uaznslinmedeyastis
sdwuAeRTTta uumaAmmsil Uszneusemsianeiidomvesnsdidnmanesdnsluma
gafaenvuiimsUimsiamsnménvalegradussuuiutesmaiiva wasmsiinesitoyavengs
wegeilaulddinunds usen Hauaudguesindiin diia uay Usdvansded Usemelne 91in

NaMTIATIERsAnsTaINsai MuanagnsmsAsansiidenndesiusndnualesdns (corporate
identity) uazndosmdn niewiadenlddesmeAivaosnamnyan azannnaiansiusnminyal
TuBsuan uazdmalnenssiomsieiuaiannalindevesiiidnldduds lnsenziilotiausans
Afeulussla danufuiaveusedinm wasiufauiusuuuaean (interactive communication)
othwsianios aullindafidntulifisshsdnaduamunsindnfuasnisatuayuesdng urdde
Iadnsanunsasuilonuings visenseuadenulugainldegsliussdnsnm

ForaueBeulovsanunenuisinstiiduisrmsndufiosdnsnsiamunagnsnsieas
amdnvallneysannsiaifvendem desns uaznmsfidrusmvesifidnldamdeiufeduans
dieatasruuinmivesaulindalugafinaediedsdu il unaruauenseuwmAanisieans
mw5ﬂwaﬂ.uqﬂﬁ%ﬁaﬁawmiaﬁﬂﬂﬂizqﬂmﬂsﬁumim&Lquﬂaqwéﬁwuﬂwsﬁaa159nﬁﬂ'iﬁy’ﬂumﬁguaz
nvulusvezendsaly
Fnddty: msfemsnmdnualesdns, medeansianagnsluganavia, meleneinanseny, analinda,
Aidulddudes
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Abstract

This academic article aims to analyze strategic approaches to corporate image commu-
nication in the context of the digital era and examine the impact of such communication on
stakeholder trust. The study particularly focuses on how organizations navigate rapid techno-
logical changes, evolving consumer behavior, and the increasing transparency enabled by digital
media. The article involves a content analysis of case studies from private sector organizations
that systematically manage their corporate image through digital channels. It also includes an
analysis of stakeholder data from Foodland Supermarket Co., Ltd. and Starbucks (Thailand)
Co., Ltd.

The findings reveal that organizations capable of aligning their communication strategies
with their corporate identity and core values while appropriately utilizing digital platforms—
can foster a positive image perception, which directly enhances stakeholder trust. This trust
is particularly strengthened when communication is transparent, socially responsible, and
encourages continuous two-way interaction. As a result, stakeholder trust not only promotes
loyalty and organizational support but also equips the organization to proactively manage
crises and respond effectively to public discourse.

Policy recommendations from this article highlight the necessity for organizations to develop
integrated communication strategies that incorporate content, channels, and stakeholder en-
gagement—specifically focusing on message recipients—to build a sustainable trust ecosystem
in the digital age. Furthermore, the article proposes a conceptual framework for digital-era
image communication, which can be applied to long-term strategic planning for organizational
communication across both public and private sectors.

Keywords: Corporate Image Communication, Strategic Communication in the Digital Era, Impact

Analysis, Trust, Stakeholders

anutlusuazaudrAaastiom

Amdnuaiuesesdns (Corporate Image) utladuddnyiitnasonsindulavesiuslag msdeans
amdnwaiidnulasasafuanrivesesdnsastisadieudiiuifssozenn maUdsundasmes
waluladAdviadamalinsdemsesdnsdosudiiolid fenguitmneegnaiissansam Tuta
aommssuiiiuan lanlsifadindgaadviasgiafugiuuy nsamzlusunisdeasuazimaliulad
asauma 9lddsunlasguuuuresnisduiugsialuegisduds ssdnsienvudesuiusauding
uwwanleuATviaiiemwegsonuaznndula Wy nsliludeaiiie uled msmanedava uazns
domsoaulavifunguilmanesig q vimsdeuhuaddldldmdonualomaurdninndama
e Tesamedymlunts “deansnmadnualesdns” (Corporate Image Communication) #ifl
wansznulneasaieruidesiuveiidiulfaiude
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sgiiiuldin mseansnndnuallugaidviadananedudladoidenagméfesdnsienvulsianusa
uestuld amdnwalesdnslildifisadomweimnainuieussnduiud usienlesie “armidesiv”
wag “arlinda” andiidwlddudeiingluazneuenasdng deldun ninmu gusms gnén
tfnawu guw uasmhsnunasy msdeansilliaenadestunginssuvaesdns visvamnslusda
anunsavilinmdnualidenide uazilugaugapdelussozen feghatu ssdnsiuanseenianmy
Sulinveusiedsruriiudendva winduinginssufiarumdulanausss ﬁ]zgﬂ&u’aﬁmmﬁmmmﬁﬂh
wazanidede SnamniAsingramdnual wu Yoyaiilva nsfessuvesgnén videdendnam
\Aenfuasusssn sadnsazgnivmussiazasaeuIndinmeeulategiadudu Famnvianisdeans
fifaunarasasziu orehliAningaasmsidmaissonuie yarvu wazauinivesuilna

melaneiidanagns lulidveanagns msdamsnmdnualesdnslugeddviadniusioadunsdeas
WUUABIN9 (Two-way Communication) #ildltissnisdsanseenly Wit wisadsnsSuilauaraey
AUDIRDALANTILAINE5 50Uz 0E T3 Insiavnzuuwnanesullivadiile esdnsdeslisyuufinay
9mEns I il (Social Listening) wasmaundusgsiusyavsamanglunaniivangay Savianns
Tdnagnsiuu “Authentic Branding” 3an1sasnnmanuailaedananainuass anulussla wazaiy
aviawe Wuiladdnlugeddvia fiidwlidudslutagiulinnuddyiu “anmmely” vesesdng
Wy AmwsURaveusediny ALY uazasusssy B dusesasiiousenuilunisioansyntesna

wenani nsilususuilen1agingm (Crisis Communication Plan) wagnisiindeuetsioiiesas
Hglesdnsanunsanevaussoaaunsallinniiuldegalivszdnsaim s057 waranaudene
flonaifniu

awiiliilundnansenusionnuidesiuvesifidnlddmds fidulddmdslugaiivaiionne
Tumsdndulanagiiedosdiolunsuansoeniinsandsniniiiag nmsdeasnndnuaidsliaunsaldifies
mannusisvzeUnUamnuasdnaell mnamdnvallidenndesiunsnseyingse agdmansenulaense
somuderiu Fuduninensiifimgugeuesesdnsluszeren enadinasognitoradenlaivayy
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wildluunumdfguesnisdemsnindnuallugaddvia Ao nsadeeanindete (credibility)
wazamlusdla (transparency) Wiuesdns esnguslaalutiagiuiimuansalunisasivaey
Foufinnseruunasdeyars 4 maeansiithnusazaidaiinaaduiiugiuresnnulinga (rust)
seninesAnsiugiiduladide (Kim & Kim, 2021)

uenanil msdeanslugeddvtadafentdunisiidaudan (engagement) fufiuans asdnsfianunsn
asnUsraunsalsuile@eaiiide wu nsreunduanudaiiunionsasiswanysuiugnei iin
Uszauanudidalunisadeenuduiiusszozen nszduilaaldldfosnisifissundeys usdesnis
ANUFANTNABRIMUilAMAT (Setiawan & Nurcahyo, 2023)

Snunummils Ao msdmanmdnuallunmeings dilugeRtaduesdnsliianansnmunurnies
Ismslevluedn msfoasieaiuluegimnds funusesiu uaserdedessidvialunsdoansiu
Fsuanslaonsafiesnwanuidesiulilslsunndiga (Puspitasari, 2021)

Mnswazdondinanndiiu asllé nmdnuaiosdnslugaiilionausnvinandiioniiosdns
Foans W anudsdu (sustainability) Aumainviane (diversity) wazanusuRnveusodsay (CSR)
fedudulssiuiifiuanslugatagiulinnuddey nsdeasnmdnuallussiumaniidilzdes
599 winaneilumilavesnagnsesdns (Wijaya, 2024)

aéﬂiﬁdﬁwqwa Corporate Identity, Image, and Reputation Theory a8 Philip Kitchen laz
Gregory Idausmnuionlesasdndnualoding (Corporate Identity) nwdnealesdns (Corporate
Image) wardeldeteddng (Corporate Reputation)

asfnIfesdoansondnuaivesmy (identity) lugaéﬁdaulﬁdawﬁaLﬁaa%amwé’ﬂmi (image) @3
oarauluszoronaznateuieides (reputation)

msﬁ’ﬂ@Lm:u%msﬁ'mmi;jﬁdfau"lﬁmuLﬁﬂ"lumﬁnﬂﬁﬂmsﬁ’mmmﬁns@ﬂﬁqﬁqﬁu (Under-
standing and Managing Stakeholders in Companies for Sustainable Organizational Development)

Tuqﬂﬁmim"wLﬁuqiﬁ%é'aqLm%zyﬁ’umm%%’awuadé’mmasﬁﬁmﬁau vstmenvuldenaniiunuy
Tnglsidnefadiidulfaude (stakeholders) aneluuasmeuanasdnslédndely wuaAnidosmiu
f48u (sustainability) Iénaneiduiladdyvesnagndesdnslummssui 21 laewiuliAnaunaseming
warfnlsmaasugia anudusssuderdiidnldd wazanusuiinveusedawndes (Freudenreich et
al., 2020)

Aidulfdude” vaneds yana nquyana viosadnsldsunansyny iedimualaluanssy
mssfinany wiensdndulavesesdniviolasinmile q lidineemmsaiensden Tnsealdsu
“Ustlonnd” e “nansenu” andstu  dfdulfdudsvesismenvuanmsouidldidu 2 ngu
nan (Maak et al,, 2021) lown
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1.msuunngugnaulagaudauaesing

1.1 é’ﬁdqu'lﬁl,aﬁm'mﬂlu (Internal Stakeholders)

Afevuwaztinawu vuneds glianudidyiunaneuwnu auldlunamlsuasnisiivlavesssia
audes uaznmdnuaieadns

fusmns vneds falalunaussneunsuaznmdnualosdng desnisteyauasszuuiiiBeronis
andulaganagns

wilnow e dlianudidydvatannis asunansenuanuleuie vieanmindedluns
yhau anasiuas waglenalunisiam

1.2 é’ﬁdw‘lﬁdqmﬁﬂmﬂuaﬂ (External Stakeholders)

gnén vaneds ld¥unaanaunwaud Uins mafiang uazalessaesesdns

dnnaneoos vaneds fosnsanmdussailuauduiuimegsi ldsunaanddsdouasidouly
N9EINI

guvu/dann vineds dadlanansenumadanndenuasdinuainmsduiugsia Wsunansenu
MnAaInden 1Aswgha iedeny

AUYNNegIRa vaneds gianuaulalunuliuuasnagnsvetasAns

domavu/dnasu mneds faulatoyarnasuaznsamedeyavosoding

MAsgLarmhsnumiugua mneds gaauaulidivnumungraneuazinsgiu aulaluns
UfURmungrnewaznalselevivosssng
2 uuaansiEmnsanmsgadoul AdauReasnedadiu

2.1 N9ALATITNAMUATANIAULATHANTENL (Expectation and Impact Analysis)

Wsmamsimsieneiierhathleiusasnguiienuaemisesls wagAanssuveesdnsds
HANSENUTIUINTSeaUegelsiumInn

2.2 MeRagsasnslilsslauasainana (Transparent and Consistent Communication)

nsiiessdeansiidameuaziduszuu wu sesunmdedu uled wiemsussyuiugiid
1$ide asasainnudesiuazanaudnuds

2.3 mMsidIUusINTaINaIulARe (Stakeholder Engagement)

UitmasdagildnlidudantdninlunssuunsdadulaluFesddy wu mawasuulas
ulewie €S mawauilasanslvel wiensdanisdaandes

2.4 nﬁiﬁmuﬁﬂﬂﬁaauqa (Balanced Development)

mssiunagnsiilisutiufiomarilszerdu uiadsaugassinmanouumumaasugia M
Husssudediidnliids warnmsdnunauneden azdiliesdnaiiulnesndsduluszeren
nstiAny: mavimsdansgiidulidudevesuiTh fauaud guiesindiin Sita feil

2.4.1. USUNURIRIANG
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HanaudlvianudAgiuiddmladondn laun ndnou: fauaudlindnaudszana 6,000
au warlinnuddnyfuatainisuazanusiunsweminm Taglifinisidniduiasingalain-19
Uszgwwigsna gndn: atiunislivinmsiinuasaudaunings easrsmnuiiswelauazaming
¥83gnA1 (Brand Buffet, 4 August 2023) d@3u FWnA18L03: IN1INTIVHOULMAINAAKAZUINTFIUYEY
AUADETNIIN Lﬁ@%’ﬂiﬂﬂmmwLLazmmUaamﬁammﬁuﬁﬂ
2.4.3 NagNEMsUEMsAaAN1sI N lALAe (Stakeholder Management Strategies)
WHuuumeiiesdnsiifiessy Aesest uaguimsanudiniusiugiialsiduesnduszavinm
Gﬁaﬁﬂi%'lﬁaaﬁuaigumm"wLﬁumusuaﬂmqmsﬁamsﬁwLﬁuqiﬁaiuizSSSWQ ﬂaqméwé’ﬂﬁﬁqﬁ (Freeman,
R. E., 1984).
1. ﬂ’l‘iﬁ‘zqéﬁdfau"lﬁhaﬂ (Stakeholder Identification)
Gﬂ”’umauLLsrfLum’s%’mﬂﬁpﬁﬁﬁauﬁtﬁﬂ fie nMaszutilasdudiidvina vieldsunansenuan
TasansueRanssuvasesins iedesile Wy Power/Interest Grid titednnguiiiauldidemudvinauazanyauls
2.m‘ﬁm€’1$ﬁ§:¢'§d’au1ﬁ!,§ﬂ (Stakeholder Analysis)
1ATNANUABINT ANUAANTS BVENa uarnansenuveiidiulaidy uenanil
fa1500 399418 AnNdNTUS warseAuANdAyveudazngu (Bryson, J. M., 2004).
3.1192 19U UNNTHAIUSIN (Stakeholder Engagement Planning)
NusABmsAeansuaradsmuduiusiugiialside wu nsussu msduntwal
WseNsInnaNssue uammﬁﬁmummmﬁLLangmeaqmiﬁam'ﬁﬁmmzam (Bourne, L., 2015).
4. M9 RdIUSINLATNTRBENT (Stakeholder Engagement and Communication)
afunnuduiudiiauazinunnalinga lnonsliteyaiilusda nssUsziiu uas
soiile uaﬂmﬂﬁmiﬂ%’uLﬂSsnﬁf%'mi?‘%amsmmﬁﬂwmwaaﬂduQ’ﬁa’aulél?m (PML., 2017).
5.N9AARNULAZLSEIAUNA (Monitoring and Evaluation)
Anpunsmevaussesianleide warUssiiuinagmsildlduaniely fimsusu
ﬁaq‘wﬁ‘mm%‘wLLazamumizﬁﬁLﬂﬁammaa (Savage, G. T., Nix, T. W., Whitehead, C. J., & Blair, J.
D., 1991).
'Agﬂ‘lﬁ'ﬁ’lnﬁi‘fquyﬁn’liﬁuﬂun’lwﬁ'nutﬁ (Image Restoration Theory) (William Benoit, 1995)
gmiauendausnlul 1997 InegadulunisfinuBiyana siieesdnslilunisuntesamanual
Towmued iewdgyiuingd M’%aﬁﬂwmmaawqﬁﬂiimﬁawﬁﬂﬁmwﬁwzﬁgm/‘hma wqwﬁﬁﬁmi
wuznagmseng q Ayaraviossdnsanansaliifieansanszyuainnslandnindnual wiensnsev
fRawanluasisne Tnsanunsodenldnagnsinanifuegfuanunisaiuassyduvesnislanfiinaty

NAgNENAN vgualag (Benoit, 1997) Taun

1.m3UGis (Denial) msufiasinmnnisaiviedenanmmiuliifuais

2.m3vanideansimil (Evasion of Responsibility) mia%mEmmammiﬁfmﬁmﬁuam{]ﬁa
meuondilianansanunsls
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3.15aANans¥Nu (Reducing the Offensiveness) NMINENLINAAAINNTULTIVRITBNAIMNNTE
wmmsaifiAnTy

4.3y (Mortification) n1svelnuyviseuansaudeslawasSuinveuy

5.MsgeuFulazU3UUSS (Comective Action) msuansiamssiiunsiteusulssvietesiulsl
IAnmansaiiugn

nquftgmirlulilunsiiesgianunsaling 4 Adeatesiunsiugamdnuaivesananie
psAnsluvany 9 an1unsal wu nsiiles 3R iedearsuiamy

deesdnswdningiviomnudemesedeidss TusslowilunsdifnwiAersunisdanisan
dnwallugaiideyaunsnszansetnesinida
nsalAnE

FoghsanUssn fanaudguilesiniin $1in fiddoseulatlumsiuynmdnualanngnisel
AUAY

1.ms¥nvniinau fanaudiiuguiufounaratainislifuminnu ieadrusegdlauagany
fuaslumshau msmeuaussiegndn 2) fimsusulssuinsuasaudilvinsstumnudioimsyssgnii
wu msdaaulvaluviiadifidnenin msdansdnwaieivy 3) Tn1srseaeularAIUANAAA THYDS
duednadune esnwimasgiulazauasnivvesdudi 4) nadnduazamdidu nsuims
Jamsifidnlsduduedisiivszavzam dreliilanaudaunsainmamnusiunsuaziiulneg1sdsdu
wilugaringaladn-19 mslinnudAyiuntdnnu gnan wasdwnaneiees vilviesAnsanunsauiu
fuazmovauasionuUasuLlasldognsiiuseansam (UseavAgsiia, 2020)

Tugaddvia nmsmunuamdnualesdnsnanetdumnavinmediddey iesandeyaanuisauns
nsgweguTInsmIAsetedinuesulal Juslaadisnunalunisuannnufaiiu 39150l wiouns
Usvaunsalferivesdnsliuuudealng wenadmanssnusenmdnuaivesesdnailuuduinuazay

msfoasiulndeaiifeieumasuasddeauiiuumn silfnsmuaudemnifeatost
osdnaLludasnniu ufuddemuviolnadiignauluuds foragndufinuazmeundroldogasai
feu sdnssndudestinmaununasnagnslunsdeasiseunsy Wetloatfuuasdanisivinged
o1Anty

wonanil nsiladesesiuslnaiunisieszideyaanlsdeaiiie (Social Listening) §a.du
wdessleddnylunisinnuuazysziiunmAniiuresasisavusionsdns Seaunsnilugnmsusuu
nagnsnsdoasuarnisumanmdnualldmneautuaniunisel wWesulletumnuimemeni
psAnIMIILNLNTIANTIngan1sdeanseaulall (Digital PR Crisis Management) fidLau Faaui
nsUssdiuanudes matmuanagndiBnuandsu wasnsnsaseudaiiarimeniemieume
s Wlesnwmnmihdefiouaznmdnuaivesesdnslustzen anseaziBondanantiediu fideu
I¢vihnsagu msfeansnmdnuaiosdnsluganda il
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’ MWANHMBIANT (Image/Reputation) ‘

v

& P P
\ | m'ms%’auummgumu‘lmmumﬂ | /

aa o

MAA 1.1: NTOULLIARN mi?'iamsmwé’nmﬁaaﬁﬂﬂuaﬂmwa mmmwmmﬂawmm NANITNU

AoAuetuailaulidudy

“msdoansnmdnuaiasdnaionvulugeddia: mslneidnagvduasansznusonudesiues
fRdnlsdwuds” aunsadenlostunsouuwiAnuaznguinisnisdeasuaznisinnisesdnsvane
Uszns lnslanzluuiunvesyanavia datuiinagndnisdeans msuivnsamanual uazaudiius
fugiidaulddude deluiiie nquivan fannsalivssneulunseuuunfnuesunauivinisd

nsauuwIAN InanaNKATUNg U Rl

m%?l"amﬁﬂaqwﬁ (Strategic Communication)
> hugesnedda (Digital Platforms) -> dwwaen mdnuelosins (Image / Reputation) -> 34dd
wasie ATesuveTdulsdde (Stakeholder Trust)

1. SndnwaivesasAng (Corporate Identity) neufinwdnuaiesAnsuazdeideasdng (Corporate
Image, and Corporate Reputation Theory)

Philip Kitchen wag Gregory (2010). IHauernudonloses Corporate Identity — Corporate
Image — Corporate Reputation 83¢ns@asdoanssndnuaivesmu (identity) lﬂé’aﬁﬁdaulﬁmwﬁmﬁa
asennaneal (image) Fudeazauluszeremavnate dudedes (reputatlon) TuuSunadna s
doasrilnuailile Gules wazunanlesuosulainalaensitonszuaunisil

2. wqwgmiﬂaa’m‘?}ﬂﬂaqm (Strategic Communication Theory)

whunsnunudeansegsiiianeieduaiuamdnvaiosdng Readestunisdmunngy
Whwsne nagndnisdeans wazdeansnisdea sz

3. qﬂﬁﬁﬁaLﬁumsﬁamiaaqmﬂLLazmiﬁdau‘s’au (engagement)

nufiiidnladiude (Stakeholder Theory)

ANumINEuazLIAnuan: nauiiiiidinlddinnds (Stakeholder Theory) WununAniliausin
osdnslimasatiufiomardilsgeanliiugfieviu (shareholders) Wity uimsdfsfmansenuuas
waUsglovives “fRdnldduds” yanauiAeidestueadng wu wilnau gnén Swnaneiens ey
Vioshu wardwandey (Freeman, 1984)
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ALV EN1TIANTANNENTUSTUdTlduldduduegsauna Anulusdla mnusuiinveu uay
nsa319nnA19IN (shared value) msdndulansgsRandsduluiifiasugia dn wazdaandon
Suungaulidnde wadidnulddnudadu 2 nquwdn:

1. Primary Stakeholders - nguiiiiavswalagnss wu gnén wiiney dnasmu g

2. Secondary Stakeholders - nauiifidvEnanisdon wu doutavu NGOs gLy Yy

aguléin esdnsmsdeansiudildulidiudeynnau lildioudgiodu audesiuues Stake-
holders iAnannndnuaiadnsfineuaussionuaavisiazAfouresmani

4.mqw§miﬁ7\luwdmwé'ﬂmj (Image Restoration Theory)

deesdnandaingiviennudsmeedeides fsslovilunsdifnuilfgrtunsdanisnm
a”ﬂwzu“l,uqﬂﬁﬁﬁagaLLWi'ﬂszmaaamimﬁa (Benoit, W. L., 1997)

5. Impression Management Theory

ssdnsdumilou “thuans” fidanisnménvalnuiesieasisasy gandviahlinssuumsdans
AuUsyilasudoutu stﬁssﬁau”aﬁauﬂavuLﬁm%uuwﬁ'aalwﬁ (Goffman, E.,1959)

6. Media Richness Theory

ndmismnzanesteInsdeasiuilionlugaidvia madenlfiatollentounanle
doansfi “rich” 1wu 3Alean Bungieuies u3e interactive content avdswasanmaNyAiNNTY

7. Social Media Engagement Theory

oSuemsiomsaemnaszninsesAnsuaziildnlddmdsuilndoaiiie msfldiusmmesild
(like, share, comment) azﬁaummL‘?iaﬁw,t,asmmiﬁﬂsiaumuﬁ

NSALUUIAANINNG L]

awduussevinedndnual nwdnwal wasdeldesuetesdns

L8wdnunivesesdns (Corporate Identity) muneils aﬂwmuLawuwaﬂﬂmmmmumau,amm
mwmﬂummumammaa Fsnseunquiiderim WusAe eilon dgydnual ISesanenisi sy
nsdeans uayTausTsiedng (Balmer & Greyser, 2003) Sndnuwaldududeiiosdns “deonwsies”
wagneneudevenludingutng ‘Vf%E]5@miaaﬂiﬂéﬂﬂﬂuaﬂaﬂ’méﬂﬁ]

Wisuwileu “fhauiiesdnsionudies”

2. Mwdnwaivesding (Corporate Image) ifatiuanmsiyanameueniuiiarfinudsiesdng
doansoonin 017 uUszaUNMIings domiaru mInann vieURduRusiuesdng (Comelissen,
2020) mwdnwaiiadunsasvion “yuneswesyananeuen” Tifldestdns JsenadenademIosis
Mndsflasdnsrioamsdermnssiilavioyumesiifaulinonsdng o frenatu innnissudiio
do lawan Uszaunnsal wagmsdoansyngesnia

Wuded “guansueaiiu’ Fsoramileuvidesnsandndnual
3.301d0910983An5 (Corporate Reputation) # eradzauveInNIWANwAITLFSUNsUsTIiUlY
sreven lagduinuszaunisal n13u warAuAIANTIYesEIsIsaNd (Fombrun & Van Riel,
2004) Fodvsildnuniramunazdmasion el muind waznsdnaulavesidulddaude
\Hudsiiasneenn wiggideldine



o ¢

Nsansinar1ansusiaY U9 30 aUuil 1 (WA51AY — Ly 2569)

TuUTUNIEINSADENTaIRNTHAZNISUSNIWUTUS Shdnwal (Corporate Identity), nwdnwe]
(Corporate Image) wazdaides (Corporate Reputation) tHussAusznaudifianudenlosiuegnad
HedAty wagauliunumddgsienisiuivesiiidilaaiude (stakeholders)

Tnagy asdnsiiugimun Sndnwal :ndu Fesavuuazifiduldduis andudiuiuasinmm
aunanetdunmdnwal S'T}aLﬁaLﬁmmﬁuiashw'aLﬁaﬂLLazazaﬂuiwwn Jzvaenasuiy Foideves
89Ans Faunun T uAnsolUil

Corporate Identity -> Corporate Image -> Corporate Reputation
(fmun) (M35u3) (M3Uszidiuszezend)

NM5AATIEMTINALNS (Strategic Analysis)

vanefis navuumsinseitoyaamelusasmeuenasdnsagnaduszu liessygauds nseu
Toma wazguassa (SWOT) saudsuwliiusing q fidssasionnuannsalumsutstunagnisnauny
nAgseIeAng qanszasd Ae letsliiuImsannsafivunnagnéfivnzaukas sy avsnm
gegnlunmsussaudmungvedssans

asALlsznaunanTaINIsIATIEREINagng Taun:

1. MIVATIERENNINGBUNBUDN (External Environment Analysis)

wiunsAnundadeusnesdnsiidsmanenisutiusazlonalunann wu PESTEL Analysis: 3¢
Jadesunisilles (Political), 1iswgha (Economic), &au (Social), walulad (Technological), A
WINAeY (Environmental), kazngviung (Legal) Porter’s Five Forces: 31A3121usananun1sudaduly
QNANNTIY

2.MFpszianInndaunely (Intermal Environment Analysis)

Anymsnenns ANEITn waznsEUIUNISAELUBIANS WU NAATIMSNEINS (Resource-Based View)
N153LAT1ZUNSLdAMMAT (Value Chain Analysis)

3. MTIATIZIR SWOT (SWOT Analysis)

nannautoyanTieszinglunazaneuen ileszygaud (Strengths) sy (Weaknesses)
lan1a (Opportunities) auassa (Threats)

IEL ] « yumsuian
. muvlqmm_wg\l * nsnatnoouladlinVansy
* msuSmisniduiiuio + WwysHAsAFIAR

* ussgimAsuAIgAgnAI

coaa Eo ’ & ik, Y
o dnvituwWunindiAes ¢ INSUFNISAUNMWIVLVU
* dunusnnfugiu * vowyWuseAv1e
o insugfioRTUTuAY * vgegoInnisvigooulad

AN 1.2: SWOT 51un1um

fsn: https://www.idmcouncil.com/blog/marketing-swot-analysis/
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4.nsivuakarUsEliumLdenilienagns (Strategic Options) Useiluuaziioniumnanagmns

W TOWS Matrix, Ansoff Matrix, BCG Matrix
4.1 TOWS Matrix 1dunisseganain SWOT Analysis lngldideyaain SWOT iieimuiuwims

nagns (Weihrich, H., 1982).

TA9851929 TOWS Matrix

Opportunities (0) Threats (T)

Strengths (9) SO Strategies: lfinutindiond-lama ST Strategies: qaudiuitoansansziuvnfoanay

Weaknesses (W) WO Strategies: uiangauelilamalild  WT Strategies: anindeuiitavanifesionnm

MNT 1.3: Tasaadaves TOWS Matrix
IN: https://www.popticles.com/business/tows-matrix/

adunglein:
SO Strategy: I%LLUiuﬁﬁLLGﬁaLLﬂﬁ'qsumama’mlﬂé’wizmﬂﬁmwgﬁﬁ]ﬁwé’mﬁulm
WT Strategy: U3uUgsaninimmsuinmsiilevanidssnisgaydegndn
4.2 Ansoff Matrix (Product-Market Expansion Grid) iuipesiiofnun uwavnanisiiule

Y9989ANT MUNITUIIN AUAT Wazman (Ansoff, H. I, 1957).

AANALRL pAALY]
uridiu 1. Market Penetration 2. Market Development
dudll 3. Product Development 4. Diversification

AN 1,47 LUINNSHAUIAVR989ANT LABRIITUNANN FUAT WAL AAA

A https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/

DFUIBLAALNAYNS:
1.Market Penetration - Lfinganwielunandy (Wu ansian, Tustud)
2.Market Development - thauafuluglunaiall (Wu ae1enaina1slssine)
3.Product Development — saiunaualnidmsunaiaiaa
4 Diversification — WarnAudnlvsidngmanelual (ruidesgeam)
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4.3 BCG Matrix (Boston Consulting Group Matrix) TdUsgilusumisussnanfumnieniae
53719 lggndnsnsiulnvenain uagduunsnaiadiivng (Boston Consulting Group, 1970).

gnsINAUlAge dn1nsAulac
dmuuliniseangs % Star © Cash Cow
dwuvinsmaiadn ¢ Question Mark " Dog

ANA 1.5 BATINTHAULAVBINANN LAY @IULUINITHANNEUNNS

fian: https://corporatefinanceinstitute.com/resources/management/boston-consulting-group-bcg-matrix/

DBUEARTUIZLAN:

Star: Audweiu Tasa ldiuauas > e19nateidu Cash Cow

Cash Cow = Tel@tums frlsunn Widesiasu

Question Mark: auanliuiuey -> fesdindulaamuvsensus

Dog: lalle Liviils -> Wasawnenidn

asrnsidiAsaiiewmant) W Apple, Starbucks 1138 SCG
nﬂﬂqwénﬁ‘iﬁ'ﬂﬂﬁin’lwﬁ'ﬂﬂtﬁaﬂﬁn‘i (Corporate image communication strategy)

MsIMUARIAUEANS (Corporate Identity): wu lald dosAns alawnu

nsUsEEduius (Public Relations): a¥1e3assmuazinatsiidaadunwdnual

nslifledeaiiiie (Social Media): in3asfloddnyflanunsadeasuuvassmatuguslnald

n153An53nge (Crisis Communication): titesnwnmdnuaiidleinaniunsaiflaifislsyasd
Nam‘zvn_llﬁ'l'am’mL%afumaaﬁﬁdauiﬁdqmaﬂ (Impact on stakeholder confidence)

Ao NaﬁwéﬁLﬁfﬂmﬂmeizﬁﬁamiﬁﬁLﬁuﬂ’lsmaqaﬁﬁﬂiﬁdnwaﬁammﬁmﬂ,ﬁ] AUASNE Y30
nsatuayuInglauladiuds wu gnen dnasyu wiinnu mhenuss uasdinulagsin nanseny
Feudnuazausennuidesiuveadiidnldadude Taun:

NANSENULTEILAN

1.msiuiiussiaegielussla - duafunnudesiuantnasuuazmsnuiiugua

2 nufuiiameusiadana (CSR) - a¥enménualiirlumenvosdinuuazgnii

3 MIUIMIIAnseLAseEedusEAnEam - ﬁwiﬁﬂ’ﬂaav]uLLazﬂ’Uﬁﬁmﬁuiﬂummﬁ"ummmmﬁm

d.nsquantnauegraniivan - MAAnanugniungluesdnswazissuiiadesnin
NANSENLLTIAL

1miﬁ]mw&Jﬁdwagaanﬁammﬁm - yhldnadesiuvestinamuuazgnianas

2. mMiaziiindandonvioansuyuery - aeussuIINaITMELALeIRNTITIINUTEYA

3 msuFmsiianaavienaUszansam - ilimiauuasifievuineulisulalufiemeesesdng

4.nsnevawseinglidisse - vibiinauidnitesdnsludidnenmlunisiulielgm
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Stakeholder Mapping: Starbucks NTLUEAALTRTNR 2018

nauiidnlédude auaulanan dvEna manszrunmamal | Anumanimdannnsel
andn uinsiiten udes M mudediuanag wmsmstaafummsais
wilha amudaenfglufhiy M vihddeanas Fausssuesinilidenu iR
e
Unasu/iieiiy o snmaeld # YaAmfusNY wruttueide daou Tsdla
A .
Hoiduauusud
de/dpupanla mmanuEmsn | v | dnbiadeamin mifemsiluida fany ik
BANTEVI/NGOs AT AweRsTI Unan Fenfawnusuiintou anusudolumsineusuuasy$uls
Sque/ fumsdenUgin e avdeiuluuitman aniaieludulonesasngmie
whguviesdu uazdvisuywey

MW 1.6 Stakeholder Mapping: Starbucks ns@imBendewi 2018 BBC News (2018)
71 https://www.bbc.com/news/world-us-canada-43967065.

nsdiideuan: mIduaiunnudBulazanuinion

1. 840750

Starbucks fulsuefuanudsiu iy nslufihindualddls annistinaadin uazniste
AN Fair Trade saudisfiuleungdaadunnunainuanewasniseausu (DE) 081993949 1wy
1159794 LGBTQ+ LLaw:J/gﬁEJ

2 HANTENUABANIT AN

gnén: wiuuusudlignBunaaiossuuarldladannden -> dwadeniadonte

thammu: uesinesdnsiimsuimsnandes ESG > Mganawmuilitiuniuddy

wilnow: ilauasyniuiuesdns > andnsinisateen

Pr/NGOs: Saflefuanniu -> adenmdnualiivreasise
ned@ideau: wansaivdeadeiluiud 2018

1. 401UN50s

Tud 2018 fivmnsaliintinan Starbucks TulansaiileGondmandumneindassnuiitsse
diouludulagliduedosy dugnuesindunsdendfiimadons
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2. HANSLNUABANNLTANY

gnén: iamsaiuasludsaussulay Taownznguitlyieuddnyfuavsuywesy
tnaau: rudssdudeidssuasanuietiudmaonafulusserdy
wifnau: v¥yiddeanas Tnstamzwinauilegluauniiléduussnaduanasisas
danw: anultindelunusudanas Wnsmglunguauindluansgouning
3.NM19AAUAUBIUAN Starbucks
- Ypsunin 8,000 LLﬁQﬁ?ﬁM%ﬁﬂ fhrs1 iiedansinoususueARTIReEN (implicit bias
training)
- ganuaaIn1saive e ulumienis
- dnesmislmiieaiunsiiuisulneliduduseadugné
4. uansENLNURY
uifagnsenussazdu uinissuiinveuagemnduasiusddateftuganudesiuldlussdunis
wuaemsuWAdasiu (Rebuilding Stakeholder Confidence)
vineds nszuaumsiiesdnsAiunmsesnadlszuunazseileafionsudauidesiufigaudsluann
naugTdlsdde (Stakeholders) laiinazidugndn wilnau thasu yuvu viedemaru mends
Aamgnsalingaiidianssnusedeidssvionunindofiovessdns (Harvard Business Review,
2020)
asvddguenfn Feadrlat “armidesiu” Wunumedean (sodial capital) iredkdizarlu
nsavau uazoragnynaelalunium nisituslalldud “nmdnual” wie n1siAsuudadlassasig
wAnTsy uarTausTINesdns esdnsdosandiiiuie “armaivla Anulusdla wazarusjesivly
S¥U881” e stakeholder YNNGy Uszneusetuneumadfussil (nstitute for Public Relations
(IPR), 2019)
1.uaAIANNSURATRURENeESla Wy senunasnsaluenFuRialagliundlesdaies wanides
Amafidoauunnaiia wu “mndlFanliaugle..” Fsenaanmnutindede dvormanguivis
guan (CEO) ilauansnmzdii
2. ANUUNINTNI9LT 952U (Systemic Response) Sail
- U§udseulouneesdns wu msliuinsiilsiidenujoa
- Serlneusumiineny wu eaRfilsdn (mplicit Bias) WieAumnainwaty (DEI)
- AannunaienalnUssldu 1y Wuuaeun1l MTIATIEINgANTIY
3.459ANSuTanuasAnsneuan (Partnership Building) Fail
- Jufleriu NGOs wsanisnuansuywesulunsliaUsnm

- Gaygununnngaudhvnenlasusansenudniuluanenssuns vsenszuiumsdndul

.
=

4. dassad19ldselauazmaiiiag (Transparent Communication) $141)
- UnwedeyaruAuniiehuivles s1eeu ESG %38 social media
- ApASUUU “@0IMe” Ap aN1sUsENARaznsasuanuAniuanUses vy
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5. AANAUATIIEIUAMNALUTI (Monitoring & Reporting) Fadl

- #1 KPI gunwdnual Arufianelaves stakeholder wasaulusdla

- FENUANNAUNTFoE TN A TUE/D

~Tdsussifiunisuen (third-party audit) dieanutdetie

6.85193musssNasAnslusl (Cultural Shift) fai)

- Ugnilemniley W anuwinied Anuansw kagn1sldimsu

- sWwnghviasiu (local managers) Tffunumidu “gfihdunasssy”

wiildandaeeaiiansiind ndangnisald 2018 UiEnldvhnstasuvhansgs welneusy
winguusuuleune “Third Place Policy” WnﬂﬂumuWiai%ﬁuumu%ﬁulﬁuﬁlﬂ%amm M9y
safnsmeusniioUsuiliumnuauniwaslfduusi

— 1 i P
' Smdasdoun-ao g oo

MW 1.7: Tea 4C-DIM (Four Components of Digital Image Management)

C1: Content Strategy (ﬂ@ilq“/lél,ﬁy’r:lw]) L‘i:;Jumiﬁmua‘ﬁa;gaﬁIUi'ﬂa AseUsziAL wasmaulangdsuans

EULLUULﬁaMW: unAny, 3nte, dulingiin, latlan
C2: Channel Management (M§aAN1s12999) Ldanliveinaidvialvimvangiunaudviany (wu
Facebook, YouTube, LinkedIn, Website) mmﬁluazmmaﬁﬁLauaslumiLN?JLLWi'
C3: Community Engagement (nsddusantaiaaulagiwde) nsnouausswoniu@niii
NSASITUNAUNUT WU QRA, nsinnanssueaulall
C4: Credibility Building (Ms#%19anaindaia) nsUamedayassAns Wsdla asaaaeuld n1sdl
wsudLeanef vieyanaiidetioldtasdeans

yonanienaianansevuienuiesiy UsuuAleafiuralinga (Trust) daaSunwdnwel
Bauan (Positive Perception) ns¥AuN1silausIu (Stakeholder Engagement) anY1idaulazAI1y
wWlaim (Rumor Control)
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asU msfoasnmdnvaivesesdnsionuulugafdvia:nmslinsgidanagniagnansynusonany
Fesiuvesfiidnlsdmds funumadalunsaauasinmnauidesiuveiidnlddmide iesan
Foyaaunsauninszasesunnduludeaiife msdemsiadesiinnulusdda iunan uagiinny
34l nagndlunisdeansmsnseunquitsdinunistostfiingauasnisiiuneides lnswtiunsfids
fugfidnlsduds nsdeansiaenndesiunnirnvesidnsuaznouaussionmmMAnT e sdinm
Proiaduaienmdnuaidauanegiedadu il maﬁuvjmmLﬁ?jaﬁwé’nLﬁmiﬂqmﬁtﬂuéfaqaﬁami
doansdanagnsmugiunsdsuudandilassaianielussdnsie
maanBauiisunisiessmnanuniasdnsidanagnslugaaanaussmilauauaglulaianiiin
wazansUAd (Ussinalneg)

Uszifiu vidniauaudguasindiin annfiad Wsamalne)
1. yaBuvasnusus Wi waalval uSns 24w, "Third Place” - Wuiiianusesnntiuuaz
“aaummiiionulny” vhen wiwszaumsalgndn Tavtelad
2. awlunisdesns WAMAMUAZATINANA wuasesswuIud (Storytelling) waz

s o e, cda 1,
LESHAI MNENL "UUSUATIIARAN

3. uwannefufava Facebook, Line OA, Wulss, Facebook, Instagram, wau Starbucks,
Grab, Delivery Apps Fuled

4. nsldnavuuluidoa pouluuLdufuies 11a52 doansieontn ldlanmanwal

5. ngadvang ATOUATD AUVINUSEAUNANS audlos Yovhan sulnidldlaladialad

6. MUIMINMEINGA Foasnadmuanunsal Maunuamih Tupuadauin

7. manadesangnAn fimsmouaussihulmiFeauay Line OA Ttuuudsan ueundndu way Social Listening
(LINE Official Account)

8. nsdieansneluasdns auTazUsyrumeluaiaue Hausssuesdnsiduuda wu dhiutoudiden

(Green Apron)

NSAATIZMTINALNS

Houaud Tnagnsisatiunmilnddn arweide uazmnssioidesvesnsuinns Tasiamglusag
Angw COVID-19 fimsdeasogunndmulndeaiiie 1efnvamudeiunnguslaeldidussned
mnuldiuSeuegiimnuduviesiunaznsitdisine

an1sUnd (Useinelng) wunsafauusudiidnuai (Value-based Branding) laglaniznisled
weaayiiRendesivaanden anuwindien wazanudsdu msdeasidussuuiasnannauszing
syiulaniuviosiu vilduusudquidediouasviuadioegiaue
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agluazdaiguauus

ANNARIEATY: TeapseAnsiludailfoduniedevdnlunisdeas arsnudertusne
Anulussla LavnouaueIng19TING

AMALANANS: fauausiatiunisuinsiilnddauaznevausdly Tuvazfiamsdadliuuma
Storytelling waguANUaAMALBa ML ToTe 0]

dalAUBLUL:

- flauausiaisiian Content Marketing TiliFassmsnntuifioasrennugniuiuiusud

_ am$Undesiiiufiuiinsaeansiiuiwewnniuiennlnddalusyduiesiu
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q

lumsiasuasigiauiumadauuazanaiusunsdluaseuaiilunguienvulaeiiingUssasdianie 3
Uszns leun (1) iilesenuuuianssusunuuiidaaiunieg viruad waznginssalunsdanisana
Foudaegndlalimnuuuss (2) wleAnwinansenuvesfianssufifivenuy simunf waznginssuves
Fidnsam uaz (3) ieUszidiuanufianelavesgidnsruderanssudunuy msideldsadeuititeds
NAaBY (Experimental Research)ImaaﬂLLUULﬂugULLUU Pre-test ilag Post-test Design ﬂ&jm@h@&i’m
Usgnaumeigyuseaulseufnvineulansuazer@idnuilu 4 giinnavesUsemalnednideniag
Bnsduuuunistuuaznisdonuuuingas indesieitelsznoudenuuasuay msdunualids
An wozuuudunangingsy wansAnynuihazkuueag vesfiinfuiutuegiedifoddgmis
AR nALeasdounseUsy 11.17 W 13.59 (fiutudesay 16.10; p < .01) muiiruARnUINSoY
ag 79.5 Wiuinnsivapaduimsiivsnzasiigelunsanaudauds wazanmsdansmgAnssa
wuhgdsufuualtuaanginssuifldnnusuussasesnadanu wamsidedlidudussansam
vaansidRanssukvuiiduInwarNsRsusHuUsTaunTalasslunsduasuNsAnTInINYG

* uneaiuififudumilaesiide « msudndeatvasshuaznsdafanssuduiuuiioiuaegiduiunsdinuuasefimiuguussioiin ans uazemguusdunseunaiids
naseguamInnglausundinulne” neldsunugavuunisidouazuinnssuandinnunsideuiend Ussrdauussunn 25677
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nsAIUANeTSUAl wagIdeasetedud nieuausuugliysannisfanssudnuasillundngninis
Ainw wazafiunisuseidivnassezeniiioasenudiduresnisuasuwUasmginssy
AdATY: RANsTNAULUY, allAuAunediny, Ausuustluasauasy, N133RN15ANUTALES

Abstract

This study developed and evaluated a participatory communication-based prototype
activity aimed at enhancing social immunity and mitigating domestic violence among youth
in Thailand. Specifically, the research sought to (1) design an activity model that cultivates
knowledge, attitudes, and behaviors conducive to non-violent conflict resolution; (2) assess
the activity’s impact on participants’ cognitive, affective, and behavioral outcomes; and (3)
measure participants’ satisfaction with the intervention. The study employed an experimen-
tal research design using a pre-test and post-test format with 200 high school and vocational
students selected throush stratified and purposive sampling across four regions of Thailand.
Data were collected through validated questionnaires, structured behavioral observations, and
in-depth interviews. The results revealed a statistically significant improvement in participants’
knowledge scores (from M = 11.17 to M = 13.59; a 16.10% increase; p < .01). Additionally, 79.5%
of participants expressed a preference for reasoned dialogue as the most effective strategy
for conflict resolution. Behavioral observations indicated a marked reduction in aggressive
tendencies, particularly in verbal retaliation and impulsive physical responses. High levels of
satisfaction were reported, especially for experiential components such as role-playing and
group brainstorming. These findings underscore the efficacy of participatory, experience-based
learning in promoting critical reflection, emotional regulation, and peaceful communication.
The study recommends integrating such prototype activities into secondary and vocational
education curricula and conducting longitudinal evaluations to ensure sustained behavioral
transformation.

Keywords: prototype activity, social immunity, domestic violence, conflict resolution
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WwIRAveY Bandura (1977) Tu “nguin1sBeuiniedsnu” (Social Learning Theory) Fimghinssu
ANNTULsIENINsaEEuSuasevensunsdsuLuULUeE slunsauATLazAeuIndon vl
NTUNTNUYATITEUY
Tuvsunvesimamansmsdeanslillfifudfionssuaumsievendeyauidaduedoloduloue
wagnaasuutamiedany (Communication as Social Intervention) Tnelavzeenebeuufnnis
doansifionsiUAsuutas madsa (Communication for Social Change) Baitiumsassiufilifgau
fdwsulunssuiunsisous WanuwAnuazilasuudamgnssarnunsiidiusay (participatory
communication) warnsdeasideUsyany (experiential communication)
nuATeatuitujeenuuuwerUssiiunaresinssudunuuildnssuiunsieas e fifinsg
(interactive and participatory communication) LﬁaLa“s:ua%’wqﬁﬁuﬁ’umaé’mﬂﬁuﬁLmaﬁuuLLazﬁqmu
Tngiiun1siannesinug viruad uazvinuglunmsdanisanudaudedislidldniusuns iufanssy
flsenuuumelfinseunuAnvemquiinisFouivnadaes (Bandura, 1977), MsFeuskiuuszaunisal
(Kolb, 1984) wagnsounanIsun1sdsnu (Engestrom, 2001)
mMseenuuURINITIRuLUUAITiIUTININMguinsdeasuagngAnsadadunalnddayiivag i
FinsnildFouiinuuszaunsalatemsemiiniaunumvesailumsiwasuulasdnuuazannsaidu
dumillunstiostunnuguusslfednedsdusuazinlugnmsimulevisdemsuasianssudedoaiu
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ngUszasAraInIsAne
1. ilewannfnssuduuuuileiaiuainsgiiduiumsdeny
2. \flefnymansznuvesfianssusunuuiitediuaiugiiduiumedinuiifronud vimuaf uazngfnssu
3. iioUsuifiueufianelavesfanssuduuuuiitewiuaiandduiunsdany

NENUMIUITTUNSINMLAEITa

mssenuuuATNTIIsuLuUlumATeEfeguuguremguidunsdeuiuasoingsuiivarnvans
LA ngufianssy (Activity Theory), Nguiin1siEeusHuAangsu (Activity-Based Learning Theory),
NouYNMIEEUINEA (Social Learning Theory) wazwuudnaeansuseiilunaves Kirkpatrick 4
dudldudiglunsiauinumianisseudifesedng msinduinee wazn1sussilunasgradu
YUY %ﬂﬁﬁﬁ]ﬂiimﬁmwugﬂaaﬂLLUUWENLa'%:uminJ?iauLLﬂaawqﬁﬂiiaﬂmai%ﬂizmumsﬁaamwu
fdwuaugiunisiBeudiulszaunsning laeiuunda “Qiiguiuniadinn” (Social Immunity)
Huthmngueanisivdsunasiiaseunquszduyana aseuata uazguvu (Miklikowska et al., 2021;
Galtung, 1969) waglinsou “msdeansiilonisiUBsunlamisdany” (Communication for Social
Change) th.maiﬂﬁwﬁzﬂuﬂﬁlﬂfﬂﬁuﬁmiﬁaui w@suasean1gly waziauinuglunisdnnig
ﬁ’ummgmmasmél’aﬁu (Servaes, 2008; Waisbord, 2001)

NOHHNANgsH (Activity Theory) 989 Vygotsky (1978) wag Engestrom (1987) Hunuim
ddglunsesuisufiuiusszninayanatuuiunmedsnuuas Smusssn Mdudivuangingsy
yosywd uuAnndnvemnuil fo n1sfiuaradeudiasiaumuewhunsiidudnlufons
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figniifulaeiaiesilomeTausssn (Mediating Artifacts) ngunausinadans (Rules) uaznainves
Ywu (Community) mqwﬁ‘ﬁﬁhaiﬁl,%%dmszmumiﬁaui warnsdsuulamginssniatuain
Yadowndondidudou SsanansathanlfidunumdumsesnuuuianssufidaaiunisBouisouiu
LLazmiL‘Ua“EJuLL‘UaQ‘WE]aﬂiﬁJﬁhumiﬁﬁhuﬁm%aﬂﬂ’q‘uLﬂﬁ‘ViiJ’]EJ (Engestrom, 2001)

quuﬁﬂﬂi@‘ﬂuéﬁLﬁuﬁﬁﬂiiu (Activity-Based Learning Theory) I¥sumsaunuanuudn
¥84 Kolb (1984) uay Dewey (1938) lagitiunisiseuiriiuuseaunsaiass (Experiential Learning)
wazmsfiduimesiFeulunsruiunisioudinasmaioudves Kolb Usenoude 4 sunou éun
nsdulaUszaun1sal (Concrete Experience) nsagvioudin (Reflective Thinking) N13aguluIAnidi
U5533 (Abstract Conceptualization) wazn1svaasslluaniunisaiass (Active Experimentation)
mslfunfnirgliianssusuuuuainsanssduligdnfuiauanudlafetuligmanuguuss
wazgHninwglunisdnnmsiutymlaseefivsy@nsnm

NOHYNI5FEUSNIEIAN (Social Learning Theory) ¥ed Bandura (1977) a5uednnisizeu
SansafntuldiunsdanauasdeusuunginssuvesBudadunalndwofideliyaraaus
WamniruafLasngAnssufivanyay wRnEdruddytenseenwuuAnssuTFhUURE1eiia
(Role Models) Tunsanemeaimuaiiuazuuimnanisuiliaudauddaglilininusuuse sideves
Bandura (1986) SauandliifiuindadeiidmariensGeudnadny Iduiarwauls (Attention) ns
ani (Retention) ﬂﬂiﬁ?%ﬂwqaﬂiiu (Reproduction) uazwsegsla (Motivation) Feanunsntudu
wunslunsesnuuuiansslifiamniadauazansnsansedul i funiansGeuiiazusuasy
wainssuldognadi

wuUUANaRINIssidunan1sInausnuay Kirkpatrick (1994) Qﬂﬁmﬂ%l,ﬁaifﬂﬂizﬁw%mw
yosRnssuAuLUY Tnsuiensussifiueandu 4 sedu Téun (1) YiRSenvesiidrsin (Reaction) B
Iaennufianelauasanudniiudiefanssu (2) msEeus (Leaming) Mseiiudngidrsamansnsaiam
psfmNiuazinueln o lividolal (3) mawAsundamgingsu (Behavior) Miasziingidhsau
anansntheuslusiuliludinasdolal uas (4) wadns (Results) fiuszifiunansenuvesianssaly
sEAUBIAnIvisaguvy N1sliuuudnansves Kirkpatrick yinlianunsadnszriusednsnmaesianssy
susuuldegnaiussuu wagtiglianunsaianianssulifivsednsningean

LuawmimmmmLsuauiawawqwgmq o digniharidlunsfinenilidussiussneudn el

Y X
1Y

Weassil mmsmmwaaquﬁﬁuamaﬂﬁmmmuLwaLaiuaiwﬂmmummmlﬂamqui ansam

WUIAAFRINNANAUMNIAIAN (Social Immunity) ) luadei] vaneds euaninsnvesyana
AseuAdd wazypmulumsiumuviesuliefuusnafumsdeny Jausssu uazosusiithlugnginss
TUUTY Imsmamaumi yaiutalan (psychosocial immunity) uazseaulassasns (cultural immunity)
FafannldrunszuunsFouiuasnsdeasegialaimian (Miklikowska et al., 2021; Galtung, 1969)

wuaRANIsRadansl A uLlaan9&aAN (Communication for Social Change) 3ja4tiu
nszuIUM SRR siduaTunsTidIus I MeBeudsan uasnsaiamds (empowerment) telviiFuansiiunum
Tumsiusuulamginssunazannwandouesn (Servaes, 2008; Waisbord, 2001) uuamsiifeiduns
\ndoulvann1sdeasuuuasans (transmission model) Ejm‘iﬁam‘muuﬂﬁﬁuﬁuﬁ (participatory model)
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ATevedsUsen ASquns wazsaon lsaunseqa (2563) Anwnsiasuaisenudundwesyuyy
lumstesiuanusuusslunseunss Inguiunisiidunuvewnaiedinsiunssuiunsusaiulygm
FesEuu Msaaesetiunsauad-gurL-eddy wasmsaunsnsihsy SuazBieegisseu
du wansfnwutiugunumvesnisieaaiteatnsaudiladudvseuiifenmaneuagnig
Jamstlamedisdud Fedudunalndrdglumsadegfiduiumedenuse fuguvy

Msfnyivesdiaan Sunan (2558) Aiginsruaunsuiudsunginssuvesgnsyina
suusilunsouatalaglinsdyadindeetnlnaduiedns swddetifanssufidunansswing
ynaensual msazvieunueuaznsBeuisnlunguativayuiunalndiiilugnisanngingsu
suusalagionzislefinalninsdseniivaendouarlidndulugusessu

TusinaUszimanuideues Miklikowska et al. (2021) FedsmguinisBeuimadenuszyinenvudl
duatuenusuussluaseuniifisnTiudeunuungdnssuiiiulutudmalyinginssuguusdneven
ugdsnn nansinwaduayuinnisasuuuegiadanindunalnfiananuidsmimginssaluszezem

Martinez-Torteya et al. (2009) Anwarmdanegunsinlaveadinlunseuniafifinuguuss Tagwui
dnflFsunadesgteaunmsmnesuainndUnasesuariisnunsidsusuiifnzansofiuyaued
wiegluanmuandenilivasnds Busuumumusstaduneluaseuniiuasyrnnmlumsasegiduiy

YpU7aLYRe Sugg et al. (2018) wiuunumvsanalnnissdayilan (coping mechanisms) wag
wothemadsealaewuinguds fldsumsaduayuanauseutin wasuimsassasiiuuldustuiian
ANNURSIAANTT waranmnsamwImEansautaudegslilianuuusdldognadivsedninm

nAfeRmagliiui msdestuauguusduaseuniafesordonssuiunsGeuiedsa
msatfuayuaniefeteYNYY LarnseenuUUAINIIIRdNAINsAILameAnssuTanlag
Ttnalnnsdeans uaznsildiusiuduniesdledfylunnaiuaiegiduiunsdenuiiddy

sziliauagiag

nsfnwifldnnsideBamanes (Experimental Research) Tnsaanuuuluguuuy Pre-test uaz
Post-test Design tloUszifiunavesfianssuduuuusonu firuad uasnginssuvesnguiegned
dhsmdassngauiunsianavesmusnussiudsauuasdnlalasansluuiunvesnisiaduaing
pliAuiunedinuLaranauuLsilunseuaia

szrnsuaznanalatng Useyns fe lwvulussiudsendnwineulate wagseivantidinwm
Tu 4 plinnavesdszwdlve ginieay 50 A santsdu 200 au lnedndenandminddadia
suusannfigaanmsifvaiivesnsufansassuazantuaseuasiseulasnad 2 unsew - fuias
2565 (NSURINTERILaZEn1UUATOUAT, 2565) ﬁmLﬁaﬂﬁaﬁ%midmmmm%u (Stratified Sampling)
WaEANSIERNLUULNES (Purposive Sampling) Lo Tssiauialuiemdn (mawile), Inedewnadia
vauuiu (nziusanideanile), endumaiaginugistil (19) waslsaSousvidadisey (nane) 1naus
nsfmdennauiogratuinideuluanufnuiidivun auleafnsidsnnRanssulasatinslaiiuns
finsanmismszannATIuzIILasiimsmiendiudsla fiinsrurunsUsssdusiuglivann
vanedesmaiioassanudilalulassnsuazlildnguidmnefivanzaniign
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\AsaINaIae Usznaude (1) Luuaeuny TaszAunug vimuad waenginssulunisdanisay
Tauds (2) wuudunangingsy nelduuunesunaeianmi wag (3) wuuiaauianeladenanssy

msastaRaLLATasiia Ifunnadeuanuisssadaiion (Content Validity) Inefidinny
3 AU feA 10C = 0.50 1ad8 = 0.80 warATIvaoUAILdeLU (Reliability) #ef Cronbach’s Alpha
28 = 0.80 UBNINY AenssusuuuuishunsUssiiuang@nmaiuiongsu 3 viu FaduAr
gonnaeaiuingUszasd Anuwmgay wagn1sinlulgas

nsiiusausandaya dduns 3 Fupou Tur (1) wonuuvaeuawreuwasndadisauianssu
uardnadmd 2 dUaik (2) Funangiinssusewinianssulaeindss uaz (3) wanuuuaeUnILAIY
fawolavdadugeianssu
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nsaiasiendaya JeyaleUinnaiinseiiiealfidomssaun (Mean, SD) uazadiAnageu
AfiLuunauduius (Paired Sample t-test) tiaiUSsuifisunanoulazvds dudeyaanuuuduns
Wqﬁﬂiiﬂ%’%meﬁ@aﬂmmwLﬁammaaué’ﬂwmzmiLU?{auuﬂaawqaﬂﬁu’luﬁum?a ASTUIUNS
saunteliannsavssdunavesianssulfesssouiuimnuumesdsiauiasnginssuiivng
a3dlusgnineianssy

NANISIAE

NIANYINUIN ﬁami'imé’fumuﬁﬁmm%ummmddLfﬁummL%’ﬂﬁ]L%"aQ‘U%%&Jﬁdﬂﬁtﬁmamqul,m
wazgrgimuvinvsvenguidmnglunsdnnisanudaudiegnaineassd kunsEeuiuuuiiai
FazNSHNUG RIS

MaWRIUINANgsNARLLL 1H5UN1500nLuUlnedaanLuAnnIsdnineuadianeans Laun
NOUNINTINVOY Vygotsky Uay Engestrom, nqufn1siieuinnedsnuves Bandura kagnguinis
Beauiiuuszaun1saives Kolb nszuiunmsiauuunly 3 Funeu 1dud (1) msfinynssanssy
wazvguiiiiedes (2) maiudeyanirausiunsduniwalidedn way (3) mIssenuuuianssy
Inaennsosiulaymuazanudeinsvesngudmane %’agamnm%mm%ﬂ’] Hadudndeyidanasie
ausuussluasouads leun msmnnnuidudviuaznguine fimuafvioonsunnuguLse wagns
YevinwznsmuAmensial Aanssudagnesnuuulitiussduszneuddy Wu nsliianug nslide
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nisaniufanssuaunul Aanssudunuuiilunaasdddlu 4 damda laun nguvmuniuas
vouwu g31ug5511 wavledlnl lnedneususveznan 2 Ju Tuwsnilumsadesanuianudila
A UUSELAMLATRANTENUTOINNLTUSY HIUNSBANEURSAY N150AUTE LazMsszauALDY
dutuiteoaduiansafindnug Wy nsdanmaanudaugs nsuansunumanyd (Role Play) uag
mspenuuukulasiuaTuguusdluueu wiewAonssuasiounanisdeus nemssuiufanssudi
i3 uiiauIn1sauaws vieuad waznganssd lnsewigluiinisnseminitmansenuvesaiiy
JuLsaeNTTEUATS luMInn sy winenisBeusinusvaumsalvasnisiidusiudunum
drAglumsiasuasimnudladedn Aanssunmeunsias Role Play HelUnyusaanisensuaiiay
dustuuumensuitiyvegnsaiiassd Aanssusuluuiieenuuumuuundanmguisagneulang
nautihmsneegiauiats fussavsnmlunsduaiumsBous maudsunlameinssunasnstoiu
muguusilupseuafidudugudAglumsimunuloviodegnuazuumadadusodnlng

panIssziiufanssNAULLL

msU%xLﬁumaﬁaﬂssué’uLLUU’lumsﬁamiLﬁaLﬁm"iﬁﬂqﬁﬁuﬁumaé’aﬂmLLazqammquLLiﬂu
AsouAia Aidunslsadeisioyaidiinuuandnunwiteasfouliiiudwadnsveansosnuuy
ﬁﬁ]miﬂugmmﬂ%"mﬁamiﬁamsLﬁamim?ﬁluuﬂawwﬁmu (Communication for Social Change)
Tagudseonidu 3 fFvan léun (1) ngAnssumsdomsuagnsnouaussroaniunIsalANTLU (2)
nsUSuasudiruaideruguusdunseuniy uay (3) seduanuiienelauaznisiidrusinluns
doansnglufanssu
ANgaft 1.1 WSsuisuanufifeafuamguissiowin and wazanuguusdluaseunia

dau dou i
o . =i = o . = = Alaaey . =i
WU | Auabe | Wdsauu WU | deds | ieauu LUILEENGN
- ) e n w9
18NS duriau | fiau syl | dunds | was UINTFIU %
& AU L
naFaU | vedau | nau VAFAY | NeEIU | WAl ) Auf1Intn
UANEINg
nAgav nagaU
ATUNNUNIUAT 50 11.38 3.32 50 13.78 1.15 2.40 16.00%
ﬁi’ﬁs}{]ﬁ‘ﬁ’lﬁ 50 10.46 2.63 50 13.22 1.43 2.76 18.40%
VD UKAU 50 11.50 2.03 50 13.72 1.01 2.22 14.80%
ERY Ve 50 11.34 2.15 50 13.62 0.88 2.28 15.20%
FIUTTINUR 200 11.17 2.60 200 13.59 1.15 2.42 16.10%

M7 1.1 mamaisuifisuasuuuminnousasndadiuianssuluutasiud aeeuls
Fuhfdruiineiamenudilafetueuguusdusseuadufintuegsdanu nedanadsves
anufmiilpesmegi 16.10% wansdeszAnsnmaesiansaulumaiuyueudugilusad
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A15197 1.2 kan1siUAsuLUasinunusiieaiuanuguussein an3 wazauguusiluaseuasy

MuUsiene flauEou NATHY t df p-value

(Mean + SD) | (Mean % SD)

mwsinfummsusain | 1527 +251 | 1896 + 172 -9.543 ) 000

a3 wazAsauaia

*p < 01

9NA15971 1.2 LLammamﬁmeﬁmml,l,mﬂsmsumﬂzLLuummiLﬁmﬁ’ummqw,lswiaLé“i’ﬂ ansuay
Anugusilupsauaineularndinsiisufansulagldaia Paired Samples t-test wud1 AzluY
lasndnssuAanssy (Mean = 18.96, SD = 1.72) Q\‘iﬂ’jﬁﬂzLLUULQSUﬁ@UL‘ﬁ”ﬁ?NﬁQﬂﬁM (Mean =
15.27, SD = 2.51) aghsilfeddeymeadiisesu 01 ({(49) = -9.543, p < .01)
AN519% 1.3 ﬁﬂuﬂaLﬁ&’;ﬁ’UﬂﬂM'quLLiquﬁﬂ an3 uavanusuustlunsouaiy

sefuANARLIY
o du
= Wiudae Laiwiiu Ll Anady | (Geauy
Uszihu C .| wiudoe | liwdla 0 #8814
atiabs e P AMSFIU
N

1. n1sadluyunsvasneuiviedunases 5 10 36 75 74 1.98 0.98
Temsfdiusadae iandniieuldl | (2.5%) (5%) (18%) | (37.5%) | (37%)
waAnssuTATULE
2. MIYAIMYIUANEY AIND YUY W38 3 8 23 69 98 1.75 091
azaonludiaussdriu idwsosund | (1L49%) | (3.98%) | (1L.4%) | (34.3%) | (48.8%)
537UAN
3. ﬂ15mu¢]mumalﬂﬁ1%mm§uu§duﬁ@ 99 56 26 10 9 413 1.10
Tinou 1 udail @ ui'datesazeylu | (49.5%) | (28%) (13%) (5%) (4.5%)
aomunsaifidanunafy
a. nrsunUguianudand lasld 6 8 22 88 76 1.90 0.95
wqﬁﬂiiuLLazﬁﬂwmﬁguumﬂuﬁmﬂﬂﬁ (3%) (4%) (11%) (449%) (38%)
5. mydaiwionzaonldunnatiinsumu 4 10 44 77 65 2.05 096
viu v vuarersualluf e | 2%) (5%) (22%) | (38.5%) | (32.5%)
nyzIhlel
6. mslfinapa uasmsyanududesdd | 159 21 10 3 7 4.61 092
Tumsaammdnuds waeanssulse (79.5%) | (10.5%) (5%) (1.5%) (3.5%)
7. ansldinnuguuse ilenauléngy 1iu 2 11 24 75 88 1.82 091
SesUnfiaansansyild (1%) (5.5%) (12%) | (375%) | (44%)
8. msldidniieyanadu Wasen 2 3 9 53 133 144 0.74
ANAUIATARTY 9 Wudosund (1%) (1.5%) (4.5%) | (265%) | (66.5%)
9. mia”mﬁﬂué?ﬁuﬁm;gﬂmaﬂL?Juﬁmﬂm?] 1 12 30 75 82 1.87 091
uazawnIanIzila (0.5%) (6%) (15%) | (37.5%) | (41%)
10.nsldanusunsadunieenvents 2 a 13 a7 134 1.46 0.78
uitlynitaiign (1%) @%) | (65%) | (235%) | (67%)
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= 0.74) uaz “msliauguusadunseeniinfianlunsudtiym” (Mean = 1.46, SD = 0.78) Wiy
swdinshiviudeiunsdedeu n1sadnuinensd waen1slinaguuss
S99 1.4 NgAnsINRITUANTULSHeIAN a9 uazAuguLsdlunsoUAT

- vnfu | vflu | bieeh | f’au
bl Usdn UnAs 18y e sean
NMsgIL
1. Wdmaguusmenume lumsmoulfidefimanmen 26 160 14 206 044
viouanmgAnssulid (13%) (80%) (7%)
2. YAMYTUANY ATND THY VisonzARN fuiiiou q 95 96 9 243 058
visauARdluAsaUAI (47.5%) (a8%) (4.5%)
3, ﬁﬁwﬁmmLﬁa?ﬁﬂay‘luﬂmummﬂﬁﬂmﬁu 159 33 8 276 052
(79.5%) (16.5%) (d%)
4. Foduuu fMennn viewninssuidsunuuUndey 107 80 13 247 0.52
voufBu (535%) | (40%) | (6.5%)
5. 4R ﬁi@im%@mzﬂﬂﬂ‘[ﬁqmﬁﬁ WNIUNIUIY 72 110 18 227 061
vauziiiuarersucily (36%) (55%) (9%)
6. svnuAuduyeRaTviTivinusEnliauelolifiamelo 109 75 16 2.47 0.64
(54.5%) (37.5%) (8%)
7. v'hades Lﬁmﬁmmm?ﬁﬂwqw‘im yiseosunilain 149 a7 a 273 0.49
(74.5%) (23.5%) (2%)
8. ‘Lmem;umeau‘lﬁmﬂﬁsjﬁumﬁﬂﬁvhu?ﬁﬂlﬂﬁvf%a 126 65 9 259 058
liiwou (63%) | (32.5%) | (4.5%)

MR 1.4 wu nguseensdingumaAnsuiazsiounisiinnusuusduseiusing o laengings
fifiiiadegegn 1Wun maviiremueadleeglunmznafu (Mean = 2.76) uasmsvhendweaidlongavia
(Mean = 2.73) agvioufisnisdnnisensualiislimansan luvasiingAnssunouldfduseanusuuss
WU M3EINUALAY (Mean = 2.47) wagmslimuguusaneuld (Mean = 2.59) Ssnsnulusziuiidos
#harTs uenaniwgAnssumslidmnsuusaasnsuansesniiay ity msdeideunasmanzaonld
yanatuaounsallifissrasdiidindsindifsaiu uandlifudeeudndulunmsimuyinugnis
doans uavnsmuauesuioseauassd etesfumginsaumuguusailussiuyananazaseun
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A5 1.5 M159ANNTInelasiaussEInAlaeInAaNTsuAUL UL TuNTESuas e RAuiung

dapuuazefnuIULIIwoIAN @03 wavAseunss ynalinna

Y 9

o daudaauu
i - Aaay

die s1ensUssiiu i AINTFI
) i
(SD)
1. AU ALVDIUTIENNIA LUNIFIAN ANTTH 457 0.57
2 ATAEEAINAUNEURIAAUNLUN TS TANANT T 4.59 0.58
3 AraUasadavesmaiuiiiunisdanonssy 4.72 0.53
a. araaulavesianssufidatu 4.55 0.64
5 AsLUaadniufanssueg « agiamnzay a.54 0.63
6 AU aLvestuneumsaiuulufanssunsazaiu 4.58 0.55
7 sraznatlunisatufanssuviuzauiuLlionn 451 0.63
8. nsfiduguavewinfanssuiiuszansan a.69 0.52
9. Anudaaulunsesuleiionivesfianssy 454 0.67
10. | mruaenrdesvesfanssudutimaneaddaly 454 0.60
11. mmmmzauﬁuaau‘iam’l,uﬁaﬂisuﬁiaﬂa:utﬂﬁwuﬂﬂ 457 0.62
12. | arwitmelalpesiumonisinnanssy 473 0.52

NA5199 1.5 Hansuseiiiuauiianelaveaidnsiasia ussenAlaesIuuesian s suiuwuunda

lunngiinanud ssivanufisnelaegluseivgmnin IneUssnuiildsuazuuuniogenan liua

anuianalalagsiusefanssy (Mean = 4.73, SD = 0.52) 898931 Ap Aulasnievesaniui (Mean
= 4.72, SD = 0.53) uazUszavsn1nveafiinanssy (Mean = 4.69, SD = 0.52) Yaugfinsvsnzas

YoeUTIENIA Uil wazllomvesianssuilasunsusadiulussdugauiu (Mean > 4.5 ynde)

A195197 1.6 wuudunanisainisildrusulufanssuiuwuuiieiasuaipiiquiumsfeuuazefay

JUUSIRBLAN @m3 wazAUULItluAseuA

L daudeoauu
B . ALagy
4s F18MTUITAY - WINIFIY
(x)

(SD)
1 Aanssudt 10 wusthansdafanssuiuluy 4.25 0.68
2 Avnssudt 2: mstaduaiagiduiunsdany 4.40 0.58
3 Aangaudl 3: Anssudmunnisuasiiaupn e uasdu 438 0.64
4 Avnssud a: Aanssundy seauauna 455 0.51
5 Avnssud 5 vhiauemsszanaunIRan UGN 4.49 0.62
6 Aanssudl 6: AnTsudunnIg Role Play 4.60 0.50
7 Aanssudt 7: Aenssudunms Wenduriug ai1se 4.33 0.67
8 Aanssud 8: ThiauafiangTung Role Play A8n1sefinnusuuss 4.65 0.47
9 Aangaud 9: Aanssudumunms dumnnsaiasAngnAuTULTY 4.52 0.56
10 Anssud 10: Anssumsussens umnviasnsiidousiulunsei 444 0.63

ATHTULT
11 Aanssud 11: Aanssungu azvioundudn unuIvsiidusasnis 4.58 0.49
HAAUTULTY

12 Aansaud 12: AnssudununmIsasiEuenmeunidutosd 3 4.40 0.60
13 Avnssudt 13: agUfanssu uazhuuuUseiluna 475 0.43
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915197 1.6 wansnanisdanangAnssunsildiusinvesdidnsanfanssuduiuunuii yn
Aanssuidnadsssdunsiidiuimegluszdugs TaslamzAonssudl 13 Sadunisasuianssuuazyh
wuuUseiliung 167%%%14&‘141@58@%1@ (Mean = 4.75, SD = 0.43) 50498431 Ao Aanssuil 8 msthiaue
Role Play Tunsgfinnuguuss (Mean = 4.65, SD = 0.47) uazAanssuil 6 Msdumnnissiunisuans
UNUIELLA (Mean = 4.60, SD = 0.50)

agyioulyiiiiuin AenssufidaaiumstiduimuuuliifuasmsasviouUszaunisalass anmnsa
nszfunsiidausauldegnefiusaniam nansdunmstimaseniuuAensalaewiunisdeusio
nsfidiugan (participatory leaming) wagn1doansaeanng (two-way communication) el
Finsdimnunssiededu aulauaeildiusimesansadilunszuiunisBoul Sududedodwasions
WasuuamaAnssunazvimuniiAedesiumnusuusslunseuas

NANISAANANYANTTHUBINANAIRLENNIARUIN

INMTNATIEITOYARINEANTIUHIUNTHUNANIAAUINTENINNTANTURINTIUAUUUY WUT
nauseeaiisgfumsiidausin uazanunseiiodeiusglusziugs Inslamnglufanssuilinszuaums
Foansuuuiufauiug wu nsazaennfingsu (Ice-breaking) wagAanIsuszaNaLes (Brainstorming
Session) tevauuImsdostunnusuussluuiundseslng msfdmwuniduduluienssmani
azvioulidiudsinenmusnisdeansuuuiidausau (Participatory Communication) flansnsaidaiiui
TnguitnmneuansauAneasvassd frnuussiiuidudou uazasemnudilasluyssiiu
GRCURGIE

Ranssuillddeatnaassd (Creative Media) Idud nmeunidunaznisdassaniunisaiinums
wansUNUMANYA (Role Play) flunumdrdglunisnsedunsyuiunisiSeudidedn (Deep Leaming)
TagamznsBeudinunsuedanannyuusesnssihuagignnsssi fseliidrsmansadile
nalnveseuguusslussdutiann aseunth uarlasadonmadnuetneseudu fanssumaidaln
Tomalvigjitrsulldagyiouuszaunmsaivesmueadenloafuuiunvesnnuguussiiaeidey wagiinu
vinwrlun1sdnnisanudauds (Conflict Resolution Skills) aen9a319assd Fedardunalndrdalunis
AaANEANTINNIIN UaziaTUa LUINIINTTBgTINTUDEIFUR

annsiidusulufan s fiRsagvioulfiiufimadsuamofnssuvenguiedidly
Beuanlasuisoaniu 3 Taudn liun (1) maifiamuruiifsrivanvn wagiansenuIesAHFULSS
Tunseundauazdaen (2) manszviiniieunumuesauedlunindu “gadnsiasundas” (Change
Agent) Tussfiuguvu uag (3) Mawmuinwensdeansesnaiiuszsansain edanisfuaudauds
Tnglaldnnuguuss sl mstinevsudifilassadedanu ievnasaadosfuuiunads wasTalenaly
Annsdeansanasiadussdusznoviidmalinissusifnduesiedsiu

TuiBsgnsmanimnanunsaverenaiansaiineusulusnguithmineifianudesgs 09 vy
Tugsruiifiadfenuguusigs aseunsumzu uazanunuluiiuivindng avanansaiaiuan
whaunssliulassadhomsdsasluszoren waraiegidufumemginssunay Tausssy fidosens
ginTLsuLssE TR AnssuduuuilunSiiffsdeidummmimesisdeanafiomsAsuutas
yadan (Strategic Social Communication) ianansasiesenlugnisiunulouiedsdosiulusssu
Uszwalaagaiusednsnm

(=)



e

MyanstwmaansUsviay

o

"T‘Jﬁ 30 Q‘U‘Uﬁ 1 (UnsAY - W8 2569)

agulnamsAnen ailsananisAne uazdaiduanus
#gUnANIsANEN
nan1sAnwazvieuliuiUszansanvesianssususuulunsiaiuainaiaudumedinunay
gruguusiluasaunss IneSesdrunuingussaadniside il
AUNITNRIUINANTTHARLLL UIT8lAU WA B BniveLasdspumans W
Mo NTSEUIIEIAL (Bandura), MsiFeusHIuUszaun1sal (Kolb) uazngeiianssy (Engestrom)
sUszgnAlunseenuuuianssuiivannvans liiagdumslinmeuniduiioatnsnissug nisuans
unumayRiftetinmsdanisanudauds uarnesrauaeswilungy fanssudlifesdatonm
wiffadenlsstuguuuumsSouifiaenadesiuuszaumsalvesiinin waznevaussimneids
gmsmanslunsains “Rduiumadaen” (Sodal Immunity) iszneusiensiunusousINAdy
ysensuainardsausilussiuyana Asouath wazyuwu (Miklikowska et al,, 2021; Galtung, 1969)
funansznurasfiangsn wud fihsudinmswasuwladuauiifiogsdniaunanie fu
A finsufiazuuundiniseusuganineususuegaiiteddy (fudu 16.10%) fuvirued
fnsiasusinuannisseniumnuguisdluguunannisioasednsdui wagdungAnssuiluualiu
annginssuguusilunseunilasianisnginssudegnuasnmaneulinientan wamaiiaziiouaau
d3esnssvrunsdeansiiunisiidusiuvesfFoumunnga “nmsdeansifiomsiasuutamis
&wu” (Communication for Social Change) SudlafiuilliAnnsasiounu nsadrmdanelu (em-
powerment) uaznsieuiuduiilugnmsiuasuudasesnaddu (Servaes, 2008; Waisbord, 2001)
lumumsdsziiuanuianalarasianssunuuuy wuigdhsudszivanufioeloa Iy
lanzAINTsULUUTTAILT I 19U MsuansUNUMANRLas N sTEALELDs Seredaadulvgidnsiule
fimuniinwensdemsediaiieassd wasiaiuaianidudunsdsanludifsng 9 egradususssy ua
nsdunamsainpawnBudui guhiniidusiueganseiiesedy anunsoasvioulsraunisaldu
FrnunsBoudidedn uazdidnonmlumsvenenagnauitmnedifianudssgaldedisdusyasam
9197 1.7 - M5ETURANSANEN

Y I3 a v .
’]ﬁf‘]uig’ﬁ\iﬂﬂ'ﬁ’]'@ﬂ Naﬂ"liﬁﬂiﬂ"l RUIYHRA
1 ANAINTINAUKUL | DBNWUURINTINNVOERnIMen-deaxeans (Bandura, Kolb, wumsSeuirulvaunse
Engestrém) iU AMeuasaw, Role Play, Brainstorming uaznsidIusIy
2. finwnansenusie ANUITNTY 16.10% (p<0.01), HAuARUGsuwlaaGeuan, Tduuvaauaunou-as way
AN TAUAR Uay WOANTTUAAAINTULT nghnssudunantnd
NRNTTY
3. UseiliuUszavona anuianelags, Avnssudeansuuuiidusuiivssdniam, iy | wanzuinsveesaglsatou-
a v a = WA
fanssuAuLUy finnulasuiasedadaiu Py
a =
anlsananIsAnE

namsAnwiiaioulifiuiszAvinmaesianssuduuuulumaeiuadioniduiundeey uazan
anusuisslunseunsrunalnmsFousiieonuuuuugiuvesuifionssu (Vygotsky, 1978; Engestrom,
1987), nuin1siseuiniedsnu (Bandura, 1977) wagn1siseusiinulszaunisel (Kolb, 1984) lagAanssy
#a 9 iu mstinmeun iy nisuansunumaR (Role Play) uasmsagiiouAnlunduldsunisenuuy
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Tifaonadostuuudnmant warduaiulifnmaGeusiudsuwamginssuldesnadussuy s
Feuduuuildsin (Participatory Leaming) wazUszaun1salnss dunumddnlunisimuivinue
nsdnnsanudaudeesiidisin TneAanssuitunsinujiRuaznsFeuisauiudeleniali
\Ansaviounulos MIUSHansEnUTesANTULSS asnsidenliisnsdeasiiairsassduny
ANNTULSITIADAARDITUNUIAATES Bandura (1986) Tiausin msBeuiiederiuuuuagiei
wanzan awilugnisuiudeunginssuogsseiiu uenannsrusunsngudiniusildluiansa
Funuudanuaenadesiunanisdinuves S duvean (2558) fioliiuin n1sanngingsu
Juussesgnsziausuusdlunseunss desedensyuiunsiinduegiwioideduanimundon
faendouarlidadulasanznguaivayuiiiunisasemininisensual msavviounues uaz
msfinmvuauersual Faudussdusznavddnyiigmiranldlunisesnuuufenssuessidvasuil

nansdsuulasdangAnssnvesnguiegwasviouliiiudsUssAviuavesianssueg iy
Tnslomglulszifiuiifetesiumsannginssunsnouldmedosdguuss mnudilanansznuves
ANTUNSS uazAunszvtindsunumusanueduguy “fadunisiudsunias” (Change Agent)
Faaenadnstunuideres Miklikowska et al. (2021) fuunumvesiuvesadsuinsongingsu
LYY LATIUYBY Martinez-Torteya et al. (2009) 17'iLﬁummﬁ’lﬁ’zymmmiéqLa%umm%mjuwm
Inlalurdunasounth milideairsassduaznizuiumsdemnuuiiduiudaivayunanisifoes
Nation et al. (2019) wag Sugg et al. (2018) ﬁﬁuﬁuﬁawmmaaﬁaﬂﬁmﬂfcjm’lumiﬁua%umiﬁmj
waznsdaaiulymanuguusdlussuzend

nansAnuidledoslefunseuuunfndesgfiduiumadsas (Social Immunity) wagn1sdoans
ensasunlamsdany (Communication for Social Change) (Servaes, 2008; Waisbord, 2001)
wain gl ﬁﬁ]ﬂ‘i‘iuéljmwuﬁa@ﬂLLUU%M@'IM’]'?OLE%QJH%’NW]?L%‘Elui wagnsasuudamn@nssule
agafusyuulu 3 seau leun 1) seivypaa fdrsaniannunsendnsludns dilandnanuwindien
mana uagiianvinuzauate1sual Mufanssufidaaiunisasiounulos uaziBsuuUULUUDENT
LailgAausuuss (Bandura, 1977) Faaonndostunuin psychosocial immunity wednauanynse
Tumsiumuusainafuananimnadeniilugnginssuinin (Mikikowska et al,, 2021) 2) s¢du
AsaUAd Aanssusrastaaunisal (Role Play) waznnsideadnaassa wu nweundau 9aelienvy
aansadeansesmnguussiuandnlunsouaiiiunsGeuiiudu (Kolb, 1984) msaunuilagly
WRHALAENSLARsERNTIIN Sedunumlunsannginssuguuseiienaniovensemineiu (Sugg et
al, 2018) uay 3) s¥AugNYU NMIHdWTINVBULNIVUINVIAINVTANE AR lTArN1TaTwATeY
N19&3AY (social network building) ﬁLgaﬁi@ﬂ’]iLLaﬂLﬂgﬁluadﬁ‘ﬂ’ﬂmg NFIANITAINTALES LAZNNT
wanmnssuyadenillilinusuuss feferdugiifuiudeTausssy (cultural immunity) fiaansa
veenagsziuulovienazmsiasuulanddassaindlusyozen (Galtung, 1969; Servaes, 2008)

é?:mLmﬁﬁﬁ]msmﬁuLLUUﬁi%ﬂisuauﬂ13§aammuﬁdauiw (participatory communication) 331
st “nalnnsedestu” fonemginssuuas Sausssu fsanmumdssmesnislinusuusdu
siuyana AseuATlazyuvue e luszuukasdidu lunmsRanssusuioy Sdlifewsfuaies
fielunsdsuudamginssuidean wididonemngruvesnsFeudiddasaine fiaansavenenag
seRuYLYy wazmstmuauleuigassaglueuanlaegrsliusednsam
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TALAUBLUS
daiauawuzlumsinanisias lufly

1. mswannlsunsueusHszeren WU 6 Weuls 1 ¥ Inedszuufnmuuasseiiunaselilos ile
UsifussiumnudiBuraamadsuntamoinsalusreren sisludumnng Visuad wasnginssu

2. msysannsianssusuluuingnanansnsAnuseaudseufnwinaror@idnw Taewdunis
Feuguuuiiadiusiu (Participatory Learning) Wagn13i38u3anUseaunisalns (Experiential Learning)
wieaseedealyallunmsdanisamnudaudiosnedui

3. mswawilugafanssuianmnsaviuldldmuuunamzvenguimineg Tnsenzngudes
Tuwsiazniinim wavatfuayunisaagiiedanssuiianunsathluldldesnadavgulumisnuniaiguas
LYY
TalduauusAINTUNsIAe luauIAm

1. msinsfenassifiunaluszeren wu msfanadnda 3 Wou 6 Weu way 12 \feu Lile
Usziliuanusioiiiesuamginssuiiudsunias wagnansenusedanadounisdiny

2. msfnwiBadTouiisussrinanguimane s uanieiu Wy 1in 11U fgeeny uas
Wity welidlanainvesnisneuaussefansaluuiuniivannvans

3. sAnunadumelunazniouen Aavswasennudsduvemginsau 1wy ussgdladiuynna
Tassa¥nsoundd uasnsaduayuaniedotiedie ilosenuuunsioansitiiussansnmluszeren
Talduanuzidaulauns

1. madgmsdaasunsdomadeilovisuuuiidu ngaduayunseenuuuulouodily
nszurumsdeansidunalavdn rueuiilossritemieaudy Fownavy wazneUsErvy Lile
afunnutlesuieaiunstesiuauguisdunsouaia

2. msﬁ"@ﬁaLﬂ%@ﬂ’mms?‘iamsszﬁwmu TneBaunenisdeanswuuiidiusay (Participatory
Communication) tieidafiuiflsiaulugmuansananiUdsuag wiams LazoonuuuLLIMIINTg
uwilvdgmenusunssegranuzaniuusunveanuies

3. msaduayunsandeaivassduarnssusdasnsne TaounislinagnsnisianEes (Nar-
rative Strategy) waznsdansautiiom (Framing) idexlesfumileuuas Tausssuvasdnlne e
Wasuulasiruadseruguusdussiulasadiomisdsay

naAnssulsEnA
AIdveveUAn “MuaarLuN1TIdeuar L InNTsUUsETTeudsEanal WA, 25677 andTine N TITeue
A unInendomaluladsvuseanszuns wazlsmeuiarssya faduayunmidoaudiSegaisiei

USTUYNTY

nsEnTRMSTmUNsauuazANuiunasIyYd. (2565). 7e9TManIuAITAIRI TS IUATOUAT
Useinil 2565, drvinaufanisansuazanidunseunia.

A3USe Asquvs, & stann Tsaunszna. (2563). nsiaduasvanuduwlwewuvulunisdeaiu
ANNgULITluATEUASI. 97977570 IMTUAY TIE LN, WzuAs, 14(1), 151-165.
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Abstract

This research aims to examine 1) the causal factors influencing business performance in
Thailand’s entertainment media industry, 2) develop a structural causal model illustrating the
relationships among these factors, and 3) investigate both direct and indirect influences of these
factors through digital transformation capability. The sample consisted of 414 entertainment
media companies registered as juristic persons in Thailand, selected using stratified random
sampling by region. Data collection was conducted using questionnaires that were validated
for content validity and reliability. Data were analyzed using Confirmatory Factor Analysis (CFA)
and Structural Equation Modeling (SEM).

The findings indicate that the structural equation model is consistent with empirical data
(X2/df = 2.731, p-value = 0.000, CFI = 0.948, GFI = 0.929, RMSEA = 0.065, RMR = 0.020). Hy-
pothesis testing revealed that organizational context, entrepreneurial orientation, and tech-
nology adoption significantly positively influence digital transformation capability and business
performance of entertainment media companies in Thailand. Moreover, digital transformation
capability acts significantly as a mediator, transmitting the influences from organizational
context and technology adoption to business performance. This highlights the critical role
of digital transformation capability in enhancing business efficiency by enabling organizations
to swiftly respond to market demands and effectively utilize new technologies. The study
provides valuable insights for entertainment media businesses to strategically plan and adapt
their organizational strategies appropriate to the industry context in the digital era.
Keywords: Organizational Context, Entrepreneurial Orientation, Technology Adoption, Digital

Transformation Capability, Business Performance, Entertainment Media
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Abstract

This qualitative research explores the representation and communication of local identity
in the context of traditional Thai long boat races broadcast via television and online program.
The objectives of the study are threefold: (1) to examine the structure and characteristics of
local identity data sets embedded within live broadcasts of Thai long boat racing traditions;
(2) to analyze the content and methods of video-based communication used to convey local
identity through both television and online media; and (3) to develop a prototype model
of local identity data sets suitable for integration into live broadcasts. Data were collected
through two primary methods: content analysis of live broadcasts of long boat races in 2023
and in-depth interviews with 16 key informants. The research employed content presentation
analysis and in-depth interview tools to collect data. The obtained information was then cat-
egorized and analyzed to identify relationships among data sets using an inductive content
analysis approach. Additionally, a video clip and an instructional manual were produced and
disseminated through online platforms.

The study found that the presentation of local identity in televised coverage of the Thai
long boat racing traditions is characterized by a value-based content format, developed through
participatory processes involving the local community. The key thematic categories identified
include expressions of loyalty, traditional lifestyles and culture, religion and belief systems,
local wisdom, and tourism and economic aspects. In the online format, every race is broadcast
live without time restrictions. The online content prominently features local wisdom, such as
information about the racing venue, boat launch buoys, water channels, finish lines, boat struc-
tures, and decorative patterns. Furthermore, the online narratives highlight both the boats and
their respective communities, as well as elements of traditional lifestyle and cultural context.
The content and production approach of the television broadcasts adopt a sports broadcasting
framework infused with traditional and cultural storytelling. The production process involves
selecting the racing venues, gathering background information, producing special features
(scoops), scheduling race times, and preparing technical equipment. The guiding principle is to
present local sports in a globally accessible manner, utilizing modern broadcast systems and
graphics. In contrast, the online broadcast simulates the experience of spectators physically
present at the venue, streaming races throughout the day primarily via online platforms. The
production workflow for online content is straightforward, with simplified broadcast systems
and graphics. As part of the media output, two video productions and one online publication.

Keyword: Tradition, Long-boat Racing, Local Identity
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Abstract

This study examines the influence of soft-sell and hard-sell advertising formats on con-
sumer behavior and engagement on Douyin, focusing specifically on the cosmetics product
category. The objective is to compare the impact of these advertising approaches on pur-
chase decisions and explore differences in consumer acceptance and preference within this
high-involvement, image-driven sector. A quantitative research methodology was employed,
utilizing a structured online questionnaire distributed via Douyin and WeChat. The study applied
convenience sampling, targeting a stratified sample of 400 active users who regularly engage
with cosmetic-related content on the platform. Key findings indicate that soft-sell advertising
excels in fostering emotional connections and enhancing consumer interaction, particularly
by leveraging aesthetic appeal, influencer endorsements, and storytelling techniques. While
hard-sell advertising remains effective in driving immediate purchase decisions through direct
product highlights and promotional urgency, it struggles to sustain long-term engagement and
participation. Soft-sell advertising demonstrates a strong influence on consumer trust and
long-term purchase intentions through emotional resonance and brand value transmission.
In contrast, hard-sell advertising is more effective in triggering short-term purchase impulses
but may risk post-purchase dissatisfaction. Moreover, while soft-sell advertising aligns with
consumers’ pursuit of emotional and aspirational experiences in the beauty and skincare context,
the directness of hard-sell advertising—though capable of quickly capturing attention—may
lead to consumer resistance or skepticism.

Overall, the study finds that soft-sell advertising on Douyin enhances long-term consumer
engagement in the cosmetics category, while hard-sell advertising drives immediate purchases.
Though neither format was strongly preferred, soft-sell appeals to emotions, and hard-sell
supports rational decisions. These insights guide beauty brands in balancing short-term con-
versions with long-term loyalty on social media.

Keyword: Soft-sell advertising, Hard-sell advertising, Consumer behavior, Douyin, Social media marketing
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Introduction

Understanding the impact of soft-sell and hard-sell advertising formats on consumer
behavior is crucial in the digital age, especially on platforms like Douyin, one of China’s most
popular social media applications. As digital marketing evolves from traditional methods toward
short-form video and interactive content (Dasi¢ et al., 2023), companies increasingly invest in
platforms like Douyin to reach specific demographics more effectively (Homburg & Wielgos, 2022).

Douyin’s algorithm enables personalized content delivery, making it ideal for studying
advertising impact (Li, 2018). Soft-sell advertising, which emphasizes emotional storytelling
and brand resonance, is known for fostering long-term loyalty (Okazaki, Mueller, & Taylor,
2010), while hard-sell strategies—direct and product-focused—are often linked to immediate
purchase responses but may risk negative perceptions if too aggressive (Ren, 2019).

The platform itself supports both formats: features like hashtag challenges align with soft-sell
strategies by encouraging user-generated content and organic brand interaction (Verot, 2023),
while live-stream shopping promotes real-time hard-sell opportunities. Consumer preferences
also vary by age, with younger users often favoring creative soft-sell content and older users
responding better to informative, hard-sell tactics (Chen, 2022).

While prior studies have explored advertising effectiveness on Douyin, few have directly
compared soft-sell and hard-sell strategies in the context of specific product categories, such
as cosmetics. This study addresses that gap by examining how each format influences engage-
ment, trust, and purchase decisions within the beauty sector. It contributes to both marketing
practice and academic discourse by offering insights into optimizing social media advertising
for different consumer responses. These findings can guide marketers in crafting balanced
campaigns that drive both short-term conversions and long-term brand equity. Further research
could explore similar comparisons across other product categories or demographic segments
to broaden understanding in this rapidly evolving field (Ausat & Abu, 2023).

Objectives of Study

1) To examine the influence of soft-sell and hard-sell advertising formats on consumer
behavior and engagement on Douyin.

2) To compare the difference between soft-sell and hard-sell advertising formats in the
impact on consumers’ purchase decisions on the Douyin.

3) To explore the consumer’s acceptance and preference differences between soft-sell

and hard-sell advertising formats on the Douyin.
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Literature Reviews

1) Elaboration likelihood model

The Elaboration Likelihood Model (ELM), developed by Petty and Cacioppo (1980), offers
a foundational framework for understanding how consumers process persuasive messages.
On Douyin, this model helps explain how soft-sell and hard-sell advertisements influence
users through two distinct cognitive routes: the central route, which involves thoughtful and
deliberate message processing, and the peripheral route, which relies on superficial cues like
visuals or spokesperson appeal. By recognizing differences in consumers’ motivation and ability
to process information, marketers can tailor ad content to encourage either deep reflection
or quick emotional appeal. Effective application of ELM enables the creation of persuasive
advertising strategies that align with users’ cognitive states and maximize impact on Douyin.

2) Theory of Planned Behavior

The Theory of Planned Behavior (Ajzen, 1991) offers insights into how advertising influ-
ences consumer intentions and behavior. It emphasizes three key components: attitudes
toward the behavior, subjective norms, and perceived behavioral control. On Douyin, soft-sell
advertisements may enhance positive attitudes and align with social norms through emotional
storytelling, while hard-sell formats may increase perceived control by providing direct product
information. Understanding how these components interact allows marketers to predict be-
havioral intentions and refine ad strategies that are psychologically aligned with Douyin users’
motivations and social contexts.

3) AIDA Model

The AIDA model, introduced by Lewis (1898), remains a cornerstone of marketing com-
munication. It outlines four key stages in consumer response: Attention, Interest, Desire, and
Action. On Douyin, hard-sell advertising often drives immediate attention and action through
direct appeals and calls-to-action, whereas soft-sell advertising builds interest and desire over
time through engaging visuals and emotional narratives. By analyzing how different ad formats
perform at each AIDA stage, marketers can better structure their messaging strategies for greater
consumer engagement and conversion.

4) Uses and Gratifications Theory

The Uses and Gratifications Theory, first developed by Katz, Blumler, and Gurevitch (1973),
focuses on how and why individuals actively seek out specific media to satisfy personal
needs. In the Douyin context, users consume content for entertainment, social interaction,
and self-expression. Marketers can apply UGT by designing advertising content—especially
soft-sell formats—that aligns with these user motivations. For example, campaigns that en-
courage user-generated content or emotional storytelling can fulfill users” desire for identity

reinforcement and entertainment, increasing engagement and brand loyalty.

)
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5) Concept of Online Marketing

Online marketing, as defined by Chaffey and Ellis-Chadwick (2019), encompasses a range
of strategies that leverage digital channels to reach and influence consumers. On platforms
like Douyin, effective online marketing integrates real-time engagement, algorithm-driven
personalization, user participation, and data analytics to deliver targeted advertising. Both soft-
sell and hard-sell formats benefit from Douyin’s tools—such as live streaming and interactive
challenges—that enable immersive and measurable consumer interactions. Understanding
online marketing concepts is essential for brands aiming to develop adaptive, platform-specific

strategies that resonate with digital audiences.

Research Methodology

1) Research Design

This study adopts a quantitative research design aimed at examining the impact of soft-
sell and hard-sell advertising formats on consumer behavior among Douyin users. Although an
experimental design using a 2x2 factorial technique would be ideal for establishing causality,
a survey-based method was selected due to its feasibility in accessing a large and diverse
sample of Douyin users across various regions in China. This approach allows for the statistical
analysis of relationships between advertising formats (independent variables) and consumer
responses such as engagement, preferences, and purchase intentions (dependent variables).
Data was collected using structured online questionnaires, enabling efficient data collection
and analysis.

2) Population

The population for this study comprises active Douyin users aged 18 to 45, as this age
range is considered the most responsive to digital and social media advertising formats. Ac-
cording to ByteDance (2023), Douyin had over 600 million daily active users as of June 2023,
with a significant portion of the user base falling within this age group. The selected age range
ensures that the participants are digitally literate, active consumers of content, and within
a demographic that marketers typically target for both soft-sell and hard-sell formats. This
demographic alignment enhances the study’s relevance to advertising strategies and product
categories commonly promoted on Douyin.

3) Samples and Sampling Method

The required sample size was calculated using Taro Yamane’s formula, with a confidence
level of 95% and a margin of error of 5%. Based on the large population of Douyin users, the
resulting sample size was 400 respondents.

A convenience sampling method was employed to distribute the questionnaire through Douyin and
WeChat, targeting users who were active on these platforms and had prior exposure to both soft-sell

and hard-sell advertisements. While convenience sampling has limitations in terms of representativeness,
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it enabled the researcher to efficiently gather data from a diverse pool of users who met the
demographic and behavioral criteria relevant to the study. Efforts were made to ensure that
respondents matched the age and interest profile aligned with typical Douyin consumers.

4) Research Tools and Measurement

The primary data collection tool was a structured online questionnaire, distributed through
the Wenjuanxing platform, widely used in China for academic and commercial research. The
questionnaire included:

1. Demographic data: Age, gender, education level, and geographic location

2. Social media usage: Frequency of Douyin use, interaction with advertisements, and
exposure to soft-sell and hard-sell content

3. Perception and behavior: Items using a 5-point Likert scale to measure perceptions of
advertising effectiveness, emotional engagement, and purchase behavior. The questionnaire
was carefully designed to distinguish between responses to user-generated content (UGC)
and branded advertisements, especially in terms of emotional resonance, awareness, and
behavioral intent. The validity and reliability of the instrument were pre-tested with a small
group of users before full-scale distribution.

5) Data Collection and Analysis Process

Data was collected via an online survey, allowing broad accessibility and quick turnaround
from respondents. Participants were required to confirm that they had been exposed to both
soft-sell and hard-sell advertisements on Douyin, ensuring that the data collected was relevant
to the study objectives.

Data analysis involved both descriptive and inferential statistical methods. Descriptive
statistics were used to summarize demographic data and usage patterns. To examine the
relationship between advertising formats and consumer behavior, correlation and multiple
regression analysis were employed. These techniques allowed the researcher to assess:

1. The strength and direction of the relationships between independent and dependent
variables

2. Whether advertising format had a statistically significant impact on consumer engagement
and purchasing decisions

While this study does not employ a true experimental design, the careful selection of
relevant demographic groups, exposure criteria, and structured statistical analysis contributes
to the internal validity and practical applicability of the findings, particularly for marketers

seeking to understand advertising effectiveness on Douyin.

()
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Results of Research

1) Demographic Information

Number and percentage of sample group by gender it was found that 215 people were
female, or 53.8% and 185 people were male, or 46.3%. Categorized by age, it was found that
most were aged above 50 years old, 141 people, or 35.3%. Categorized by education level,
it was found that the most examples had a High school, 112 people, or 28%. Categorized
Occupation, It was found that most of examples were retired, 114 people, or 28.5%.

2) Conclusion of Research Results by Objectives of Study

2.1) To examine the influence of soft-sell and hard-sell advertising formats on con-
sumer behavior and engagement on Douyin.

Soft-sell advertising has shown outstanding performance in establishing emotional
connection and promoting interaction with consumers. Its strategies and content elements
can effectively attract consumers to participate deeply, and meet the needs of Douyin users
in entertainment and social interaction. However, this does not mean that hard-sell advertising
is useless. Its directness in promoting purchase decisions still has some value, but it needs to
be improved in attracting continuous attention and participation of consumers to better adapt
to the communication characteristics and user preferences of the Douyin platform.

2.2) To compare the difference between soft-sell and hard-sell advertising formats in
the impact on consumers’ purchase decisions on the Douyin.

Soft-sell advertising focuses on long-term influence on consumer purchasing decisions,
establishing consumer trust and potential purchasing intentions through emotional bonds
and brand value transmission. Hard-sell advertising has a strong performance in directly stim-
ulating consumers’ purchase impulse in the short term, but it may face the risk of consumer
satisfaction after purchase. Marketers should use two advertising formats reasonably based
on product characteristics and marketing objectives, balancing short-term sales and long-term
brand building needs to achieve better marketing results.

2.3) To explore the consumer’s acceptance and preference differences between soft-
sell and hard-sell advertising formats on the Douyin.

Soft-sell advertising has won consumers’ favor by virtue of emotional resonance and
entertainment, and satisfied their pursuit of emotional experience on social media. The direct-
ness of hard-sell advertising has certain advantages in attracting attention quickly, but it is also
easy to cause consumer resistance. Marketers should have a deep understanding of consum-
ers’ needs and contexts and choose or combine advertising formats accordingly to improve
the acceptance and effectiveness of advertisements, better meet consumers’ expectations in

different contexts, and thus enhance the overall effectiveness of marketing activities.
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3) Hypothesis Testing Results

3.1) Soft-sell advertising formats will have a positive impact on consumer behavior
and engagement on Douyin.

The performance of soft-sell advertising on Douyin is closely related to consumer
participation. Through its unique emotional transmission and creative elements, soft-sell ad-
vertising has achieved remarkable results in attracting consumers to participate in depth, and
consumer participation has become a key factor affecting its effect. This shows that soft-sell
advertising can effectively reach the hearts of consumers, stimulate their positive interaction,
and provide an important direction for the optimization of advertising effects.

3.2) Hard-sell advertising formats will positively influence consumers’ purchase deci-
sions on Douyin.

The hard-sell advertising format plays an important role in the purchase decision-mak-
ing process of Douyin consumers. Hard-sell advertising, with its direct presentation of product
advantages and clear benefit guidance, has a strong performance in promoting consumer
purchase decisions. Its direct impact on purchasing decisions is significant, and the model can
explain the changes in purchasing decisions well. This provides marketers with a clear idea, that
is, in situations where the product has obvious advantages or specific market environments,
the reasonable use of hard-sell advertising strategies can accurately convey product value,
effectively promote consumer purchasing behavior, and improve sales conversion rates.

3.3) Consumers will show differing levels of acceptance and preference for soft-sell
versus hard-sell advertising formats on Douyin.

That in most measurement aspects, consumers do not show obvious preference for
soft-sell or hard-sell advertising formats. However, the significant results specific areas where
consumer behavior and preferences differ. These findings provide some support for Hypothe-
sis, indicating that consumers’ acceptance and preference for these advertising strategies vary
from situation to situation. soft-sell format may be more attractive to emotional participation,
while hard-sell format may be more consistent with rational decision-making. Consumers’
acceptance and preference of soft and hard-sell advertisements show complex situational
differences. Although the overall preference is not clear, the unique impact of different ad-
vertising formats is highlighted in the comparison of specific issues. This requires marketers to
have a deep insight into the needs of consumers in different situations, accurately grasp the
advantages and characteristics of soft-sell and hard-sell advertising, and flexibly combine and
use them to adapt to diversified consumption scenarios, maximize the satisfaction of consumer

expectations, and achieve the optimization and improvement of marketing effects.
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Discussion

1) Discussion on Theories and Concepts

The findings of this study align closely with foundational advertising and consumer behavior
theories, yet they also provide insights into their continued relevance in the evolving digital
landscape—particularly on platforms like Douyin.

Soft-sell advertisements, which utilize emotional storytelling and brand narratives, encourage
consumers to engage in deeper cognitive processing through the central route, as proposed
by the Elaboration Likelihood Model (Shao et al., 2023). For instance, when a brand shares a
story of sustainability or corporate social responsibility, it prompts users to evaluate the con-
gruence between their values and the brand, fostering a favorable brand attitude. In contrast,
hard-sell advertisements operate via the peripheral route, relying on direct product features
and time-sensitive offers to quickly erab attention and encourage immediate decisions.

While these theoretical frameworks were developed before the rise of algorithm-driven,
short-form video platforms, their principles remain relevant. The underlying cognitive and
emotional mechanisms they describe—central vs. peripheral processing, motivation, and at-
titude formation—still function in today’s media-rich environment. What has changed is not
the validity of the theories, but the contextual delivery mechanisms. Douyin’s unique format
of fast-paced, interactive content amplifies both soft- and hard-sell strategies, giving them
new digital expressions while reinforcing the foundational psychological processes described
in these models.

The Theory of Planned Behavior (Ajzen, 1985; 1991) remains particularly applicable. It posits
that behavioral intention is shaped by attitudes, subjective norms, and perceived behavioral
control. On Douyin, soft-sell advertising helps shape favorable attitudes by humanizing brands
through emotional storytelling. Meanwhile, the platform’s strong social interaction features—
likes, shares, comments—function as modern proxies for subjective norms. Consumers are
influenced not only by the content but by their perception of what others think or do. This
social validation mechanism aligns with TPB’s premise, showing that even in a social media
environment, the formation of behavioral intention remains deeply social and attitudinally
driven.

The AIDA model—Attention, Interest, Desire, Action—continues to guide advertising
strategies effectively. On Douyin, soft-sell content attracts attention using emotional hooks or
aesthetics (e.g., cinematic visuals or touching narratives), builds interest through storytelling,
cultivates desire by embedding aspirational lifestyles, and prompts action over time through
brand affinity. Meanwhile, hard-sell formats deliver quicker transitions across the AIDA stages
with urgency, clarity, and direct calls to action. Although the delivery has become more dynamic
and interactive, the psychological journey of the consumer remains unchanged, demonstrating
the model’s sustained relevance.
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Lastly, Uses and Gratifications Theory (Katz et al., 1973) underscores why consumers actively
engage with content based on their needs. This study finds that Douyin users gravitate toward
soft-sell advertising not just for product information but to fulfill emotional, educational, and
social needs. For example, emotional storytelling serves entertainment and affective gratifica-
tion; educational content embedded in ads provides cognitive utility; and the ability to share,
react, and comment offers social connectedness. The persistence of this theory highlights that
while platforms evolve, human motivations behind media use remain largely constant.

In summary, these traditional theories endure because they describe core human cognitive
and behavioral tendencies, which persist even as platforms change. The difference lies in how
these tendencies are activated—through features such as algorithmic targeting, short-form
formats, and interactivity on Douyin.

2) Discussion on Related Research Studies

This study’s findings also resonate with a wide body of prior literature, particularly con-
cerning the effectiveness of soft-sell and hard-sell advertising strategies in shaping consumer
behavior and brand perceptions.

Several previous studies have emphasized the role of soft-sell advertising in evoking
emotional resonance and strengthening brand image (Xu & Wu, 2022). Consistent with these
findings, this study confirms that soft-sell ads on Douyin—through storytelling and emotional
cues—can effectively capture attention, build trust, and foster positive emotional associations
with a brand. For instance, brand campaigns that share stories about founders’ challenges or
charitable efforts successfully trigger empathy and increase perceived authenticity, leading to
deeper consumer engagement.

This research contributes further by situating these findings within the Douyin ecosystem,
where the integration of user-generated content (UGC) with advertising adds another dimension.
As users like, share, and comment on soft-sell advertisements, they contribute to the viral
spread of brand narratives, reinforcing peer-to-peer validation and emotional bonds—effects
less common in traditional media.

Moreover, consistent with Salim and Sofri (2022), this study underscores how soft-sell
advertising satisfies a broader range of user needs. On Douyin, users encounter ads that are
not just promotional but also entertaining, educational, and socially engaging. For example,
ads that incorporate humor, cultural references, or practical tips serve multiple gratifications
simultaneously, leading to higher engagement and shareability. This multi-functionality enhances
ad effectiveness and supports long-term brand-consumer relationships.

On the other hand, the value of hard-sell advertising is also reaffirmed. As Beard (2004)
noted, hard-sell techniques can be effective, particularly when targeting utilitarian purchase

motivations. This study shows that when Douyin ads focus on showcasing product features,
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limited-time offers, or performance advantages, they succeed in stimulating immediate consumer
action—especially among users with clearly defined product needs. The digital context actually
amplifies the urgency and impact of hard-sell ads, as real-time comments, countdowns, and
promo codes create a sense of immediacy rarely seen in traditional media.

Together, these findings suggest that although digital platforms like Douyin have transformed
how consumers interact with advertising, the fundamental principles of persuasion and media
gratification remain robust. What has evolved is the platform’s ability to blend entertainment,
education, and commerce, allowing both soft-sell and hard-sell techniques to coexist and

thrive—depending on consumer context, content format, and engagement design.

Suggestions
1) Suggestions from This Study

1.1) Marketing personnel should have a deep understanding of the characteristics
of soft-sell and hard-sell advertising, and skillfully select and combine advertising formats
according to product characteristics, marketing objectives and the purchase decision-making
stage of consumers.

1.2) A deep understanding of consumer needs is the cornerstone of developing effec-
tive advertising strategies. Marketers should use big data analysis, market research, and other
methods to accurately grasp consumers’ interests, pain points, and purchasing motivations.
Pay attention to the changing needs of consumers in different consumption scenarios, adjust
advertising content and form in a timely manner to better meet consumers’ expectations.

1.3) The interactivity of Douyin platform provides a unique opportunity for marketing.
Marketers should actively encourage consumers to participate in advertising interactions. Use
the social attribute of Douyin to expand brand influence through user sharing and word of
mouth communication, promptly responding to consumer comments and feedback, estab-
lishing a good communication mechanism between the brand and consumers, and enhancing
consumer trust in the brand.

1.4) Soft-sell advertising has unique value in shaping brand image and cultivating long-
term consumer relations. Marketing personnel should focus on delivering the brand’s core
values and unique personality through soft-sell advertising, so that the brand can establish a
positive and positive image in the hearts of consumers. Continue to invest in soft-sell advertising,
maintain emotional communication with consumers for a long time, and cultivate consumer

brand loyalty.
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2) Suggestions for Further Study

2.1) Future research can further expand the sample size to cover consumer groups of
different ages, genders, regions, cultural backgrounds, and consumption levels. At the same time,
various research methods should be comprehensively applied, such as combining qualitative
and quantitative research. In-depth interviews, focus group discussions, and other methods,
research design to more accurately explore the causal relationship between different adver-
tising variables and consumer behavior, providing more convincing basis for the formulation
of advertising strategies.

2.2) With the diversified development of social media platforms and the acceleration
of globalization process, future research can be expanded to multiple platforms to conduct
cross platform comparative research, and analyze the effect differences and influencing factors
of soft-sell and hard-sell advertising in different platform ecosystems.

2.3) Future research can further explore the moderating effect of consumer individ-
ual differences on the advertising effect of soft and hard-sell. Besides common demographic
variables, further exploration can be made into how consumers’ psychological characteristics
(such as self-efficacy, perceived risk, innovation acceptance, etc.), consumption habits (such
as purchase frequency, brand loyalty, shopping decision-making style, etc.), and social media
use behavior (such as social media dependence, ways of participating in social interaction, etc.)

impact their perception, attitude, and behavioral response to soft and hard-sell advertising.
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Abstract

This research aimed to evaluate the quality of Thai entertainment television programs
based on the NBTC’s draft criteria and analyze their potential for promoting social learning. A
mixed-methods approach was employed, analyzing 12 episodes from three popular programs:
Dual Pleng Ching Tun, HOLLYWOOD GAME NIGHT THAILAND, and THE RESTAURANT WAR THAILAND.

The findings reveal that: (1) At the standard level, Dual Pleng Ching Tun received the highest
score (100%), while the other two programs scored equally (66.64%). At the above-standard
level, THE RESTAURANT WAR THAILAND achieved the highest score (67.5%), followed by Dual
Pleng Ching Tun (65%) and HOLLYWOOD GAME NIGHT THAILAND (35%). (2) The programs
exhibited varying capacities to promote social learning: THE RESTAURANT WAR THAILAND fos-
tered life skills and diversity acceptance; Dual Pleng Ching Tun emphasized moral and ethical
values; and HOLLYWOOD GAME NIGHT THAILAND primarily delivered entertainment. This study
demonstrates that entertainment programs have the potential to serve as effective platforms
for social learning when appropriately designed.

Keywords: Entertainment Program Quality, Social Learning, Television Program Evaluation
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Abstract

This study aims to analyze the role of digital media in holistic care for elderly people in
Thailand living alone. The research adopts a qualitative approach using textual analysis as the
core methodology. The data are derived from the radio program Clinic 101.5, which is broad-
cast via Chula Radio Station FM 101.5 MHz, the online platform www.curadio.chula.ac.th, and
the Chula Radio Plus mobile application. A total of 262 episodes were examined, each lasting
approximately 25 to 30 minutes.

Research findings reveal that the digital media components supporting holistic care for
elderly people in Thailand living alone consist of four key elements: Providing health infor-
mation that integrates physical health with mental, spiritual, and cognitive aspects. Promoting
social participation through digital media and various forms of activities. Supporting mental and
spiritual well-being through emotional support and mindfulness practices. Developing inclusive
content and services related to the environment, social systems, and access to healthcare.
A key limitation of digital media in holistic care for elderly people in Thailand living alone is
that if the content focuses primarily on physical health while neglecting other dimensions, it
may fail to meet the complex needs of this vulnerable population. Therefore, the content
should be balanced across all four components. The in-depth interpretation of this study also
highlights how digital media can be creatively designed to empower elderly people in Thailand
to become active agents in caring for themselves—by helping them redefine their life goals
when living alone.

Keywords: Digital Media, Holistic Care, Elderly People in Thailand Living Alone, Chula Radio Plus
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Abstract

The rapid evolution of communication technology and social media profoundly impacts
consumer behavior and marketing in the organic cosmetic industry. This research investigated
key factors influencing the promotion of organic cosmetics among Bangkok consumers on social
media. Employing a mixed-methods approach, the quantitative phase analyzed data from 400
consumers using CFA and SEM to assess causal relationships. The qualitative phase involved
in-depth interviews with 16 key stakeholders (entrepreneurs, distributors, government officials,
consumers). Findings reveal government policy, entrepreneurial credibility, marketing strategies,
and service standards significantly influence industry promotion. Government policy showed
the strongest direct impact on entrepreneurial credibility (0.68) and directly affected industry
promotion (0.67). Entrepreneurial credibility also strongly influenced marketing strategies (0.70),
highlighting the importance of regulation and trust. The model demonstrated good fit (Chi-
Square = 24.91, df = 16, p = 0.071, GFI = 0.99, AGFI = 0.92, RMR = 0.006, RMSEA = 0.037, CFI
= 1.00). These insights are valuable for developing and promoting Bangkok’s organic cosmetic
industry, benefiting government agencies like the FDA in policy refinement.

Keywords: organic cosmetics, consumer behavior, social media marketing, sovernment policies, marketing strategies
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(organic cosmetics

industry promotion)

9NA3a7 2 e iaduusus: asinasniideevesiuszneuns (ENCR) Ussnausedins
st T umsneduiifisane (SFCT) nsiidaumagshafidaioy (CLBP) nasuseifunantost
(PRGT) uazuuUtAlumsuneiifiadusssu (SLET) Inefidrdudszavnisivantaduomnsgiuegd 0.81,
0.94, 0.85 uag 0.84 MUAIFU UATIANAYNEVIINTIAIA (MKST) Useneusigesauszney 4 diu
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1A nMswuaGnsiaet (PRDV) nagnsnisimuasinl (PRST) N153an1syeanen1sdndiniig (DTCH)
LazN1TaLEsNN1521 (SPRT) Imﬂﬁﬂ'ﬂé{miz%wéﬂwﬂmamﬂﬁﬂmmgmaeﬁ 0.85, 0.86, 0.92 uag 0.67
MINEIRY WINTTANINTFIUNTUIAIS (SVST) Usenaume ﬂ’]i"f]liﬂ?iﬁﬁ’]ﬁbd"%l’e]ﬁgﬂﬁm@]’]uﬂl’mé}jmﬂ’]i
(ODAC) U3Msdansune (ASSV) UsTsiausiiivanzas (APKG) wagdsnsthseiuvanssuuuy (MPMT)
ImEJ*ﬁmé’uﬂizﬁwéﬂﬁiuam{]ﬁammgmaujﬁl 0.91, 0.85, 0.84 uag 0.79 MINEIAY aAving 1 msIANS
duiaBugnanvnssuAsesdiensensunin (OCIP) Usznaushe nsiiulavesgnin (CUGR) mwanunsa
Tunrsvirinls (PRFT) s1¢Tauazn1sgausu (AWRD) karAnusulinyeusadinuveeddns (CSRT) Ingd
ﬂ'ﬂé’wixﬁwéﬂﬁiwamﬂﬁammgmagjﬁ 0.76, 0.94, 0.68 wag 0.43 AUANU

5U% 1 uvvresnuduiusidaswaimadeniiesuiedumennuduiusanaunisyiwe (@ t)

N

Chi-Square=1925.70, df=160, P-value=0.00000, RMSEA=0.lE6

9N3UT 1 msenziiuusiaewnuaniunsaling uandiiiuinduusudaniouen uleune
Ae3g (GVPL) finansnulnemsasiensiinidedieveatfUusznauns (ENCR) nagnémsnismaia (MKST)
1MFFILNTUINS (SVST) waznsdaaiugnanmnssuiaieadionsessunin (OCIP) Tnsidmanseny
a;iﬁ 0.69,0.17,0.13 wag 0.67 MuaRU mmﬁﬁaﬁa‘uaﬂﬁﬂizﬂaumi (ENCR) finansenulngnsase
nagMEMINIRAIN (MKST) 11nsg1un1suingg (SVST) wagmsduaiugranvinssuiaiesdienseeiunin
(OCIP) TnediAmansznuagil 0.70, 0.60 Wwag 0.26 AMAWU nagNENIen1Tman (MKST) finanseny
TagnserenAsTgIUNTUINT (SVST) uazmsduaiugnamnssaeiesdionsensinin (OCIP) Tneslen
9871 0.45 ua 0.29 AUARU 11ATFILNTUINS (SVST) Tiransenulnenssionisaaasugaavngsy
\resdreneasunin (OCIP) InefiAmansznuagil 0.39
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AN 3 MTUATIERANUENNLSTILA Tngnss uagn1ewaululuudiasmagien

. e . Aaulsdase
aamUsanu ARNANWUS
GVPL ENCR MKST SVST OocCIP
ENCR DE 0.68** N/A N/A N/A . N/A
IE N/A N/A N/A N/A N/A
TE 0.68** N/A N/A N/A N/A
MKST DE 0.17** 0.70%* N/A N/A N/A
IC 0.48** N/A N/A N/A N/A
It 0.65** 0.r0** N/A N/A N/A
SVST DE 0.13** 0.60** 0.45** N/A N/A
IE 0.70** 0.31%** N/A N/A N/A
TE 0.83** 0.91** 0.45** N/A N/A
OocCIP DE 0.67** 0.26* 0.29* 0.39%* N/A
IE 0.227* 0.15% 0.17* N/A N/A
TC 0.89** 0.41%** 0.46** 0.39%* N/A

Chi-Square= 24.91, df=16 p-value = 0.071, GFI=0.99, AGFI=0.92, RMR=0.006,
RMSEA=0.037, CFI=1.00, CN=513.42

N7 3 aansnesuedumepuduituslaed Weueaady GVPD) druduitusiasnss
fudaunsaiigniuanunidedevessznouns (ENCR) Tneiimanduiusedi 0.68 nansevulagnss
fudaunsesesamnfonisdauaiugramnssuiaiesdienseasuniin (OCIP) nagvdmanisnain (MKST)
LATINASFIUNTUINNS (SVST) InediAnavduiusedil 0.67, 0.17 wag 0.13 suddy wonani uleune
11A53 (GVPL) SailNansenun1adausauInsgIun1suIngg (SVST) nagnsnnanisnana (MKST) wagnns
dam%uqmmmsimLﬂ%‘laaﬁwmqaaimﬁﬂ (0CIP) Imaﬁﬁhawé’uﬁuﬁ‘agﬁ 0.70, 0.48 wag 0.22 ANUAGU
Ansdedievesifusznounts (ENCR) danuduiudlasnseiiudaunssiigniunagndynanismann
(MKST) Tnefianamdusiusegil 0.70 sesasnAonnsgunIu3ng (SVST) waznsdaaiugnanyngss
\Aesdesensuniin (OCIP) Tnsfiiandiniusedd 0.60 waw 0.26 muddy uanaind deliuanszny
NDBNADIUINTFIUNITUINT (SVST) LLagmiﬁﬂLﬁ%mqmﬁ’]‘wﬂiiuLﬂ%@ﬂﬁ’lmﬂaaimﬁﬂ (OCIP) Tned
Aavduiudogd 0.31 uay 0.15 Mmudfu nagnsmanisnata (MKST) fanuduiuslaenssiu
1ATFIUNTUINT (SVST) uazmsduaiugnamnssueiesdionsensiniin (OCIP) Inesirandiius
987l 0.45 way 0.29 AudRy wonanil Sailnansemunisdauromsduasugnanssuaiosdianse
o5uniin (OCIP) Inedlenandusiuseyil 0.17 snnsgiunsuinng (SVST) fianuduiuslonssiunisads
ieRugnamnssuIAsesdnsensinin (OCIP) lnefimanduriusesi 0.39

n1sanuse

mseAuTeran1Tehiauely 2 dwumdn: (1) Mssfunenanimaaeuauuigiulagldfiuudiass
aun1slAseane (Structural Equation Model: SEM) uag (2) ﬂ’]iE]ﬁUi’]HLﬁﬂﬁﬁUﬂ%ﬂﬂﬂi%N%LﬁﬁJU
Fiouazngul] nomibannndesivausfguiinel euadad:
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uls1snasy (Government Policy: GVPL) ulsunsmass (GVPL) fanuduriuslaeaseiiudaunss
figaruansnindedievesifuszneuns (Entrepreneurial Credibility: ENCR) Tnesiandassavsiviniu
0.68 woNaNi é’qﬁwaﬂiwuL%qmﬂiﬂ&meiaﬂﬁadl,a?uqmammiuLﬂ%qﬁ’m’maaimﬁﬂ (Organic
Cosmetic Industry Promotion: OCIP) ﬂaqwﬁ‘mﬂmimmﬂ (Marketing Strategies: MKST) Waga1nigu
115U3M13 (Service Standards: SVST) fisgutiuddaymeadn 0.01 TnefiAduussandvifu 0.67,0.17
ua 0.13 Uiy Kadwsiushmaiutureslevisniady (GvPL) Wnlgnmsdaasugaannnssy
asdeseaiindn (OCP) NAENSVNIIAAIA (MKST) UagaNAEILNISUINS (SVST) {iftu uonani dany
HaNTENUN1Sauvelsu1enAsy (GVPL) #eN1nsgIun1susnTg (SVST) nagnsnenisnatn (MKST) wag
msdaiaiugnamnssatesdeseesunin (OCIP) Inefidndusavsviniu 0.70, 0.48 uag 0.22 maiddu
AnahidefievesifUszneunis (Entrepreneurial Credibility: ENCR) Asnindefiovesisznaums
(ENCR) Slenuidusiuslngmseiiudaunsaiigaiunagnsmenisnana (MKST) Tnefieduussansivindu 0.70
uonanil faflansznuegnafifudifnsiennnsgiunsuinns (SVST) uaznsdaadugnavinssieios
dro19e0suniin (OCIP) fiszduiiuddty 0.01 TnefimduuseanSwindu 0.60 uaz 0.26 AUEINU KANS
Wowehiiifmanssnudauan nande ﬂmﬁwﬁmaqmmmL%aﬁamaugﬂizﬂaumi (ENCR) daralyt
1NASEIUAMTUINS (SVST) uagmsauaduguamnssuaiasdionseasuniin (OCIP) At Tumandufiu ns
anasemNdefiovesUszneuns (ENCR) 1hlugnisanaswesnasgumsusnig (SVST) uagnsds
ugeanvngsy (OCIP) uonani anshidefievesisenauns (ENCR) SxilBvinansdausiannagiu
M5UINS (SVST) uagnsduasugnavnssy (OCIP) TnofiAduusyansininiu 0.31 wag 0.15 audidy
NAYNSNINIINAIN (Marketing Strategies: MKST) nagnsn1en1snatn (MKST) fanuduiug
TagasafumsgIuNITUINg (SVST) wagmsduaiugnanvnssuiaiesdionseasunin (OCIP) lnedl
dulssAnsidteddamaadaviiiy 0.45 waz 0.29 mauddu Tisedu 0.01 nadwsiiuandliifiuds
HANSENUEIUIN NaNIFe NMasTUYRINAENSNNIIAAIA (MKST) Faeifisanmsgiunsuinis (SVST)
warNsaLasHERamNgTIU (OCIP) lumanduriu nsanasuesnagnsnienisnatn (MKST) wiludnisanas
VYBNUNATFIUNNTUINNT (SVST) Uagnisaaaugnavngsu (OCIP) wonani NAYNSN1NTAAIA (MKST)
failavinanisdoudemsduaiugnamnsuiaiasdionsensinin (OCIP) Inefiendussavisivinty 0.17
WINTFIUNITUINS (Service Standards: SVST) 105§1UN15UINT (SVST) HAuduiusigeuin
Tagnssiumsduaiugnavnssuadosdionsessunin (OCIP) Tnsdimduussansiniu 0.39 wadns
iusdhnmsususanesgiunsuing (SVs ﬁﬂﬂémilﬁmﬁuﬂuamﬁéﬂLa?;uqmamﬂﬁu (OCIP)
Iummzﬁmiamawaammg’mmiiﬁmi (SVST) dawalvinnsdaaSugnamngsu (OCIP) anad

Talauauus
mamﬁ%“aLﬁugﬂ5awmwé’wﬁ’§wmﬂamEJmﬂ%fgLLasmmmL%'aﬁa‘uaﬂQﬂixﬂaumﬂumﬁu
\nAsundIS TR seRaMnsIIAesdentessundn ulsuianiasginansenuiiudaunsdign Tned
Svdnasdsdifodinremnuindefiovefusznaunis nagymenisnaIn 11ASFILNTUINS LAt
mMsdaaiugramnssulaes Wonesglinsaiuayuiiudungs qiﬁaaziﬁ%“UﬂaﬂmﬂwL%aﬁamﬂf'ﬁu
ﬁﬂﬂgjﬂa&gwéwmmwmmﬁﬁﬁﬁuLLazmmg’mmiﬁﬂ’ﬁﬁqﬁu Fevheflanaztiensedunainiaios
d1oneeiunin uennil Avuhdedevesfusznaumstidiunumddylunsimuanagnivienis
AaAlAYAANMNTUINS Wetuszneunsldsumsseusuini@efiouarlindald wanwnaunsa
Uudsanasgiunsusnisuagduasugnannssulasgnadiussangam
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UNARED

nMdeiingUsrasdifioTinseisuuuunslidlundnsusiuaznislavaunues POP MART
Art Toys 338 Crybaby x Powerpuff Girls Ingldnsiseuuunaumany Usznoumsiaszsiienm
NM3a159EUsLAA 415 Au uazn1sduAwalldedn 20 AU NaMTITemNTngUseasanudl 1) N3
AATevsUkuuNsIEEluNGR AuaiLazUTTTUNNUTY POP MART WEUNETUTENINENANYDIHT
avassiuatuiulmudmama Tnelidvmnniian (30.77%) sewaniediuaziden (23.08%) uas
dulnajiudduanta (76.92%) finnsliandatu (69.23%) dwduussyiasiitavnuazvuyy
andn (50%) 2) wueuaeAAdesvesNsITAsEINANTe UsIRAuet uazdolavan Tnglddun
\Wuavanluussafas (500) uardolaan (20%) Tagldaiugeauladudvuyan (35%) uazdii
an (30%) 3) mslidiinansznu@auandenisiuiuusud (B= 0.45, p < 0.001) wgAnssuguslan
(B = 0.48, p < 0.001) warUszaun1saifuslaa (B= 0.47, p < 0.001) Iay 92.53% Wi &l
TnnLiu waw 87.95% anan30andilé wamsduntualnudt 95% sewsuiaiidvinasonisinaulate
KanATeiliUsslerinomsinunguuuumslidlugrainngsy Art Toys uasgnavnssufifiendos

AdATY : JULUUNSIEE, 13anes, MsFeasuusun, wadnssuduilaa, Jeusnin

Abstract

This research aims to analyze color Pattern in products and advertising of POP MART
Art Toys Crybaby x Powerpuff Girls series, employing a mixed-method approach comprising
content analysis, a survey of 415 consumers, and in-depth interviews with 20 participants.
The research findings revealed: 1) Analysis of color strategies in products and packaging
showed that POP MART effectively blended the original character colors with their signature
pastel tones, with pink being the most used (30.77%), followed by blue and green (23.08%).
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Most products featured vibrant colors (76.92%) with contrasting color schemes (69.23%), while
packaging primarily used white and pink (50%). 2) Color consistency was found across products,
packaging, and advertising, with white as the primary color in packaging (50%) and advertising
(409%), using bright pink (35%) and bright blue (30%) as accent colors. 3) Color usage showed
positive impacts on brand perception (|?>: 0.45, p < 0.001), consumer behavior (B: 0.48, p <
0.001), and consumer experience (B =0.47, p < 0.001), with 92.53% finding the colors distinctive
and 87.95% reporting high memorability. Interview results indicated that 95% acknowledged
color’s influence on purchasing decisions. These findings contribute valuable insights for de-
veloping color strategies in the Art Toys industry and related sectors.

Keywords : Pattern of color, Art Toys, Brand Communication, Consumer Behavior, POP MART

UNU
4 I3 a v 1 & Ao w [ a = [ [
91350vee (Art Toy) LuAuAvauaUvearauUssinuilenigs sglunseualioy Faorsaneeidu
YasdufignesnLuuINAatuvsetinesnuuy Taeidunisnauray serinsfadsaislnliuvesaunuy
Wi s daguainuanevila 91finanain il 17 widn Ffugndnasistu ﬁmwiuﬁumaﬁmwas%

o 4

Hiunsadsassiiagesuuulddosiifees uifisudnuel Awanlna waslusuuiidite vhlan
msudsduiitonisaseunses uaznnidunauvesiali Afdeidewidordieglunszua mnuseans
Budiuty vhlimeuiudundlude venaniiidn Ssldfuainimeluguuuundesdy (Blind
Boxes) Lun1sassaruiuduliuagonnmsungnaes Alinsuiasduoisamesluguuuula u
Annszuadonludladdeudanss (POP Culture) vido Jmusssusiuaioldiumudomdusgnann
(Finnuuleuieuazenseansnisen, 2567)
Tuviumesgramnssunsavauiimdaiulnetnesaniail The Powerpuff Girls Miguseatiesan
%94 Cartoon Network filaananniesenined 1998-2005 13 6 §4u 78 meu léinduinasrsusngnisal
Snadauneaiandi CRYBABY x Powerpuff Girls Tag POP MART fisausuiufaliulne ‘wead’ Wnsh
loufl 7 funew 2024 Poaianduiissnaudeiazamdn 6 i TusUuuuiuansatu 12 wuu won
Hazasiikay (Secret) Ao midaatin (Princess Morbucks) fagasustindiiumngluusmounesdid
faldsuarudisuegnsdunanuaudmhenunosnnditemsosulavuazeenilov (Hulus, 2567)
anudisaveseeaiandufinanlsienausnainguuuumsli@iduszansam iesain & (Colon iy
wiasdleddglunsdorsssrhuusuduasiuilan Tnsanunsadofenndnunsvenandomiiludu
TIAALAUNN aﬂ'ﬁ'qé’qﬁuwuwmﬁﬂﬁﬁgiuﬂwsa%'wqLaﬂé’ﬂmﬁLLasmmﬁ’uﬂ’uﬁideLmiuﬁﬁuﬂﬁlﬂﬂ ns
Anw3ninend (Color Psychology) Iaudfgysiaguuuunemsnanagdliiedeiy auﬂizﬂ"ﬂaﬂﬁﬂsﬁqiﬁa
vanewisamunineInsSuunAlunsUiuIAusanuaifud (Color Rebrandinglsaufsnsaiu
mMsmanganetiteundesdfiannzfouduaiesunensi luvaiivisesdnasjaiunsidouasian
deduminuafiaisamuusnssanguidunatn il nssuiumsiuiivesiuilnafieuideslssiuns
Uszanaranensuaiiasnsmvunauadedydnval lngenuduiusseniduazorsualiisnsnasenis
dndulavesifuslnalunsidonudntasininisiugaiaenndesivetsualauidn (Cunningham, 2017)
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wenynuansausiudr nsdenlidlunsesnuuudelavaniinuddyesiedirensiearsnisnain
Lﬁaamﬂﬁﬁﬁwﬁwaﬁami%‘UiLLazmima‘uauawNmsmﬁ%ﬂrﬁﬁiﬂﬂ (Color Psychology) lngn1s3ug
Fmnzanlliiifiesaivauvieninmsnisueaiiu uidufuatesdieddnlunsdenlossevinauuusus
fungudng el theenuuudelavansniufesdilandnnismafaUsuasining difioasns
dfiaenndesiuingusrasdmsnisnain suazthlugnisdeansiissaviamuaznisainanisandd
wusUAluszeve (WS, 2567)

9naMNTIL Art Toys flendnwalianizfinaufals n1seenuuy wardninensazay Msfnw
unumvesdlunainitsdanududeusarinauls ewide “Guuiinsioasuusus nislinsieig
wuunsElunaniueiuaznslawan POP MART Art Toys @34 Crybaby x Powerpuff Girls” 1iuifu
Fovhamalninisi Inglifoyadedniifuszneunmsanusathlulifaunagnsnismain senuuy
wan st uavaisndnualiusuiiudunss Wefvanaldivieulunsuisiuiilussdusmauayanna
TngiszasAnisias

1. iWodwseviguuuunisiddluniseenuuundnfasiuazussqinsives POP MART Art Toys lu

@34 Crybaby x Powerpuff Girls TnewUSeuifisufiusazasiuatuiasnansamidures POP MART

2. \ilenwianuaenadeauazanuidenleswesnslidsymineiandnfost ussefas uasdelawan
109934 Crybaby x Powerpuff Girls lun1sdeanssndnuvaluusus POP MART

3. WleUsziiiunansenuUveansIFIUETA Crybaby x Powerpuff Girls fionns3usiusus POP MART
wazmanevaussvesiuilaaluudvesanufgala maandi wazanudilade

WUIARLAZNE ]

MAdy “Fduwisnsdeamsuusus: mlnneiguuuunslidlusdedasiuaznislavan POP
MART Art Toys @3d Crybaby x Powerpuff Girls” nsauiuifnainnguising 9 Faseluil

1. NOHYN155USA (Color Perception Theory) ﬁLﬂumﬁﬂszﬂauﬁaﬂﬁa%ﬁqLmﬂzmuasﬁq@m
TagwuLdiu udeuanieonneinineuaraiinsanst (fnade esauipuns, 2553) ddunum
adnlunsaiedndnuaiuasnsdeansnsdud Ine Triedman way Cullen (2004) %ﬁwﬁuﬁmmau
aussedneunsuitonnu aenndosiufl Fehrman uag Fehrman (2004) tausdn Avsainsanna
Taausilviiunandoust nsdeulesd (Color association) NseduNIABUALBIMIEITHAHNLNTA
FyaanssludsausanasiuUssauNTaIed I TS TY Wil nsfuiuashnuminguesdlasy
answannladeneinusssuuazUsesnsenans (Aslam, 2006) quaﬁﬁﬁUﬁHuﬂ’liﬁm&’]gf’JLL‘U‘iﬂ’]i
Tl undndninardelasanvas POP MART Art Toys Tnsuandliidiuininudndn Inudses anvan
warAUNALNGUYeSd finasianissuivesuilan

2. WUIAALTDIBAANBEILLITUA (Brand Identity Concept) Kapferer (2012) flgnusnanwual
psdudindudnuaziameilaasuayiougabulazanuuang1saInguls De Chernatony
(1999) WlauooIrUsENoUIBIWRANEAINTIAUA 6 Usens taun Adeviruns duat Tausssy
ATIAUAT NTIEAUIATIFUAT YAGNANATIEUAT N15aTRANUEITUS Laznsiauensdu
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asfUsznoumanivheniulunsaiuasSnmsndnvainsaudfiudunsauas iy wnfndiden
Tosushuusmugusndnuaiuusus POP MART fidnwlusiset Tnaamglulssdiunuaenndes
v03n1514E Anuideslossrinieaduszneu uaznsioansamiAILUTUA N1sAnyIAIdITLSTEMINS
nsldnagonanuallusun

3. numsaaadelssaunsm nsnaadlszaunsaiddglunanensanesmzduiian
wanamAAniiumFenndnsiast Schmitt (1999) lausssdusznay 5 Ussmsissendldldodneg]
Useavsnm laun Ussaunmsalinudszamduda (Sense) amidn (Feel) mudn (Think) wainssy
(Act) wazmuidenles (Relate) NsWaLHANUBIAUSENDUWETEAS1IUSEAUNSAILUTURATUIDS
wageNusTEYe11 Mudiaduayunisfinyidudsszaumsaifuilon Tasuansiinisldaing
AoUszaunsaimsmuny nsuesuudediny wasanufionelalnes nslERmnzauTwasads
Uszaumsaliususfinsuiusasaismugniuss oz

4. LLuQﬁﬂéﬂﬂwqaﬂiiué’uﬁnﬂﬂluqﬂaaﬁ’ﬂ (Digital Consumer Behavior Concept) WgAnssu
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Tadumsiuiuusus R? F (4,410) p-value fauis B p-value
ATIATIMUTUR 068 | 217.89 <0.001 msladlunansios 0.45 <0.001
msladlulavanaaia 0.38 <0.001

masuinmAuuTUA 0.72 263.41 <0.001 mMsloalunaniun 0.51 <0.001
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AUNAROLUTUA 065 | 190.18 <0.001 mslaalunansios 0.42 <0.001
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6) wansenuveNsiiddeusvaumsaiiuslan Inmsliaseinisanneenyans (Multiple Re-
gression Analysis) wandliiiuinnslddinansenuseusyaunisalfuslanegradiduddgynisain
(p < 0.01) Inefiswazideadail
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mslaatulewanAisa 0.34 <0.001
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wu (R? = 0.69, F(4,410) = 228.31) uazUszaumsaimsuriuudednueaulayl (R2 = 0.66, F(4,410)
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Wisuidleuifunandasidures POP MART wutdsadiinnsldaiiaslauinniiund luvasdeniu
msnassanlnudvnamaiiluluneazdonftdisaiunninimaiazaiuininfiduendnualves

POP MART @anaaasfiunuaAnwes Digitiv (2023) iNa1271 @wawmaanansaiiuanuanlauazanasusudln

funueenuuu wihluedndmamadingnihuldlunmsesnwuudmiuin willigduinesnuuuaiisassd
¥dunuauAosinamadneds Inslamzanuannsalunisaisnnuidiniuazenuanialiiy
KA LazFuNMIeBNLULUTISuTATns AT aenndafuinaniust wiiulnuaiiauienniie
Tishuanfaumilansiu azvieufnudilalundnnisesnuuuussyfusinn Fnamamadlsiuau
fovegnannlunseenuuuussiue mssenuuuanuRsgly uasueenLUUTINATEFULUUBY
sheaudnuuziidefsmnumedaniundd awidnenseduiala uazauaynauy Fnamaauns

UoUYARNANNTISuazInaTlAiuLUTUA WERSMe uagN1TeRNLUULTENTIANAYRIAM UBNANI

dnamadadieihanuidnandulazusseimauiaggluliindndusngnsruiuniseeniuuyes
ANANEVAIINHTLNUN VU8 UETIUY (Digitiv, 2023)

7.2 WaAnEANNAaARFRIRAzANNITaNlEwaIN s IR sT NI SRR UFFANUN
wasAaluumasTI4 Crybaby x Powerpuff Girls Tun1sRasnsanansoiuusus POP MART

N15338NUIT POP MART @11130@3579A11N880AS03909N5L0d5eninamansine ussqsiou
wazdelawanliogaivszadvsam Tnefinsldduradudnanluussadiost (50%) wazdeluwan
(40%) WiglvisnanSusilaniay "?NE‘1E]fﬂﬂaE]Qﬂ“UVIE]“HQﬂ’]ﬂﬁuﬁiuﬂ’liﬂ‘i’mmﬁﬂﬁuﬂ’m@d Batey (2008)
fiosuei madenldEideruanzinsatarandunnitiu ardwanen1sasan1sansnsaudn
(Brand Recognition) LLasmmaaaiNmmLSUEJ:MIEJaizmwmﬂ?umm@uﬁm (Brand Association)
I¥egheiluszansnm wenant mslidludelavanasvaiinaunaussninsdanlavesinazasi
udramavesuusuitisaieanunduennmlunisieas denndesiuuuifnues Roselle (2024)
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a Naa

finudn 3ninendlunisnaia (Color Psychology in Marketing) Dumansidnudvdnavesdiidse
o15unl N13303 warnginssuvesuslan Tastnmasainthanudiinussgndliideliutiguilon
ﬂ'ﬁa%"mmmaamﬂé’awmﬁiumﬁamimwmmﬁqLﬂuﬂﬁ]%J&Jﬁﬂﬁzyﬁeiwa@iamﬁuﬁ@mﬁhLLUiuﬂ‘ﬁuaq
fuslam luuwdvesnsadensuainudin n1sand wasnsdonleatuuusud

7.3 iiladsziiunansznuaasms A LuTI4 Crybaby x Powerpuff Girls AANISFUSULTUA
POP MART wazmsmausuasasfidinalunizasanuisgala nsand uazanusdlade

Han1FITenandliiui mslidiinansznu@auinsenssuduusud (B = 0.45, p < 0.001) uag
maneuaussesuilna Tnslamzlusnunufsgels (92.53%) nsand1 (87.95%) wazAausile
%o (B = 048, p < 0.001) denrdoafuNaNTIToTET UNPA SHuLANHSY (2019) TiRnwmgRnsuTn
avau Bearbrick lutssmalng nuin nsliEdularanasediedisuuvunaronisdnaulatodud
agan Tnotladondnlunisindulaazan Bearbrick Aoniseenuuuiarainaeiansam Jeayviould
Jhuisdvinavesquiioaansuassatnduyanalunsindulate furaulafio nswaunausewing
FavlauasInudmamarisfageanduuriusafuves Powerpuff Girls uagnguiinazau POP MART
aonndosiuaAToves unea Sauuasiisy (2562) finuin mslEETvanvanetIsveegLUgNAN
lupainduAiagan a3unedn Beerbrick LAMRILNFULUUNTORNKUUNIIN Kubrick fnmiwanasn
UM 6 WUALNT IenaNRaLAARY Teddy Bear Fuduinnsssunsuilnafnamilfiiuseya
g13uund1 100 U msldgudnae (signifier) yosfnpviiidefemnueugunaziinsnimluiein
wanfunsldafivanvanegluniseenuuy il Bearbrick anansnaiianisiuiuazanuduineiy
fuslnaldfausiusniiu venandamundunamanauay Soveswandos Jsznoufusuuuumsld
dfvianavany Saevenegrugndlusanduiasadlfesniussansamn SnisluFesesnsléad
denndasmaaniszULnAnNIaIAYDs POP MART fdsalitiuslnafinufimelalneruiluseiugs
(B =047, p<0001) waduunltiufiasurduszaunsaivudedenueaulatl (85.00%) Faaeveney
mssuduusudlunnii aonadosfuuinfnmes Grewal wae Chahar (2013) fissydn dlomidunm
sosfiosdusznouiiiaulavanssu Inslanglyuduasensusiiannsafsgamiuaulovestiusinale
Tunandusinids Fseeillomanansifiulia mslidednaiuszuuuasasauelunsdomsuusuding
Beuandemsdadulauiidomvssiuilnauuunaniedudodnuooulad

TALAUBLUS
daiduawuzdmsumsiilildszanald

1. MsnANNAUALAzANAREARFaslusTULTIANARA T WKER At Toys ATSHALNATY
dndnvesshazassuatuiulnudmana (e i o) uagianngiionsiiafiaenndoaiu
syyiamAnfug UsTefas uasdelavan Tngliduduguasisiuiedanlaiiduendnuaiilenia
N159ATHUTUA

2. MelERiasNUszauMsmE T amseonuuulszaunisainsiliangas (Unboxing Experience)
shediaiuanuduiuasionela wasimunedesiondviailiinudaonadeaiunaniu (tu
Tlawnes Instagram viFewmawannstnad) ilensedunsursuudednuonilai
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1. Mmedsedeinudausssuuazinalulag msdnvmanssnuveanslidlungsinnssud
uanenai wagddeidmeasaieitunisliinaluladiadiousds (AR) lumsthiaueniadendiudsenis
ndulede

2. MsIREdsRnuazsEEze MTANYIANNEITUSTEIMsIdaiuesualvesustnaluuIun
dodsnuoaularisuuuull uazvividuszozeniflefnnunavesnrmaenndedlunslidsonuing
m'aLLUﬁuﬂ‘LLazwqaﬂimms%a%wﬁm@mmﬂszmﬂ
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nsensamalulafansaumanaznsioans. (2559). 1897un15a1599M0AnsLE o UMeSITRYsE A IYE.
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Shiuns a33nauns. (2508). wanmsuazuLIAANISIBNLUURERTAS, n3smaLAT AU WauR n§U S,
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nsAAsIzIlAsIaE9N19LIaFasH UTAESAR Content Chiang Mai
TPENITAANSTWIHUATW PM2.5
AN ANALYSIS OF THE NARRATIVE STRUCTURE OF THE DOCUMENTARY
SERIES “CONTENT CHIANGMAI” ON PM2.5 POLLUTION MANAGEMENT
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uUNAnga

msfnwiidTagUszasdiftelianeilasadiniaiaiFesvesnasai Content Chiang Mai $1u3u
15 pou FnhiausUssifiuliymiduatu PM2.5 fidssansenusogunimiasaan miinuesUssyvuly
mawmilevesUsendlny lnse1fesileuisiTodenun N ILNITIAIEidIun (Textual Analysis)
meldinseuuiAnduanuaenndes (Coherence) uasaniiiaiie (Fidelity) mumgufnisianses
LﬁaﬂisLﬁug"dLL‘U‘Umiﬁammazaaﬁﬂizﬂaumné%%ﬂumiazmau

nan1sAnEIMU asadilassadenisinaueitanuiariididuiiemediadussuulng
uwiaznauavieulsuifiugesiifondastiutlym PM2.5 Tufiishe 9 Wy n1sdanisaey nsinuas
ymadion viensiauondwluuwy emAefmudenlssswialiymauiumensdnmsluiiui
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Taofinssrdauvastoyaanyanaiiieadeddusuvu 6un dndvins fuwiesiiu wasfufoRoueie
el msvssndliinalinnszuiuntsFouduuy Production-Based Learning (PBL) nswamasaf
wuUildausiu (Participatory Documentary) LazASLENEeILUUAL (Short Narrative) danaliansai
aunsnasviouyuueasyuvuliegding

AFATY: TAseassmsianses, a1saf, fuau PM2.5, N153AT1eRsaun

Abstract

This study examines the narrative structure of the 15-episode documentary series Content
Chiang Mai, which addresses PM2.5 air pollution and its effects on public health and quality of
life in Northern Thailand. Using qualitative textual analysis, the research applies the concepts
of narrative coherence and fidelity to evaluate how each episode communicates its message.

Findings show that the series adheres to a clear and coherent narrative format. Each episode
focuses on specific aspects of the pollution issue—such as waste management, alternative
agriculture, and local livelihoods—and links them to community-based responses. Sources
include scholars, community leaders, and practitioners, which enhances the credibility of the
series. The use of Production-Based Learning (PBL), participatory documentary methods, and
short-form storytelling strengthens the series’ ability to convey grounded in real experiences,
community-driven perspectives.

Keywords: narrative structure, documentary, PM2.5, textual analysis

unin

anunsaluazess PM2.5 lumamilevesusemalneviausuussegiwioiilodlutimenssui
WU Ingauideues Amnuaylojaroen Wag Parasin (2023) 599 “Future Health Risk Assessment of
Exposure to PM2.5 in Different Age Groups of Children in Northern Thailand” wu11 An8u PM2.5
eTunareieulugguisiitniiudnsgiuvessamalng (50 lulasn3u/aua) uazvesdns
sunfolan (35 lulasnsw/auy) lussyiafounuaiudfasweuiadueiageie 400 lulasnu/
au.a. dwansevusegunnluszezen lnswnzlunguuszuns Wi nnuazdgeeny nuidednan
agviouliuiinnuseulunsimuaulsneidelesiusaginnmanuauiteussnnansgnuse
AVN NIV VU

N3zUIUNITBEUSILUY Production-Based Learning (PBL) tduuuinisddglunisdnnisiteus
fajatiunisasiieufoRaterhunssuiunmseenuuukaganiusuegdidhveng faeduaiunistn
Ansesi msdansIeiamg waznsdeasediainsassd lnslamzluiunveanmsndnderiioain
anunszminFiudanndes wu Jyvduazess PM2.5 Sadullymansisasidudeunasdeansnis
domsoehagnies Faiau uazdnladneludassanmulinning lnssnddeves Krajck wag Blumenfeld
(2006) s2y31 PBL Yrgduaiun1sieusitedn (deep learning) HIUNTEUIUNITATIOIAAIINIAN
Usraumsaings InefFeuaziussgslasnniuileddsiinundniinasiodsaunss vafi Thomas (2000)
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%91 PBL dewasoniswaiuinwen1sviaududin nsuddegu wagnsAn@essuu vzl
Usunlng 1510580 WIga1n (2561) wud nslinsyuiumsFeuiiuy PBL duaSunnufnaieassd
warANuaInsnlun1sandeineuausion Lo SN suldet19iUsEAVEA ™M wenanil PBL

fafidnannlunsadsassrdeiluuinnssunisdeni Juderemsiauinuenisdeans nsiseu;

Beinns uagnsfidausamvesGoululssiumedinn TnsfoindntumelinssuaunsiFdalndios
isesdlennamandeya wifudunalnlunsiuirdeunsdsundandmginssuvesfuansidonediy

Tunsfnwedeijdiinsgilassaineiniadifesainynansni “Content Chiang Mai” $1u7u 15
pou Fudunanuenyuiivhnusmiuindnng dndvdn uazdihyuy edeansiaym PM2.5
MNLLDVDIELATUNANTENY IBUNSHIUNT Facebook Content Chiang Mai 11T w.. 2566 Lile
yhanudlanagnsnmsiiaus wiadamsianGes uaznisliaiesledeasiiiodaaunsiuiuasms
fdusmvosmpmluseauviesiu FsavluguumemsimunuianssumsGeuiiasnsdeasiney
auasaUTUndsansimaliy waratuayutoiauaifeaiudneniwues PBL Tunsiafuaiiainugnns
NANABUBEITY AABAILUNUMYBIEIAR UG AT TlaREuSuaz SR Bilon T AB UL A
\Badany

nguszasanisAnm

Wiolgilassasanisiandes (Narrative Structure) mawmmiﬂm Content Chiang Mai Tun13
doanstymijuniu PM2.5 Tneliuanudonades mndeieveniom warunumusinsnaauuY
fdnsnlunsioaslupmesueoy

WUIAA N wazIUIRBTLNETRY
medeiilunsiasesigluuunsanbedudeynaisad  “Content Chiang Mai” Agniunis
IansUymduaiu PM2.5 Tnefinwainlaseainaansaffiniunseuiunis Production Based Leamn-

ing ATBUARUYUABU Pre-Production, Production, Post-Production WagnstHewnsgeansisay vail

Inresiaugnios anuaenadesonilom wazanuiideiovesyadiomsnd Tavordouuain
yigud warnAseiiietosieluiidunsoulunsfin

1. LLmﬁmLﬁ"mﬁ’umﬁmﬂﬁﬂmmwumfu PM2.5 Ygynduadu PM2.5 Tudssinelneiin
MnisdadrnssuniuazAansauvesysd Tasanizluggudsfipfionneadesenisazanve
aenATu Wy AT oamniigs uardnuwanfiusemaLuuuRN G ianssEUIge1NA dena
Tiluazeesavaulnaiatuluyisnafiu wdaiulandnves PM2.5 laun nskawiannienisinens
nsnvee i M3ruuiau waglssnuenannssy ngnisiniiviies 1 duaunsaUdesiuazeas
1#9 2-14 Alandy wihauamermalassmasAtuluusd wituifingpdasssautymiuiue
wmsg SsdndudesdiusuuiiRnsseiueid mugiunsatiuayumadeniidaiuniinuasns ua
nsAIUANNATIBINAAAILANY 9 88199388 g1uGams wyReshasd (2561) Fduinisudly
{]zyvim:uaﬂﬂi’usl,ulf?iaﬂmiET@m'ﬁmaﬂﬁuwumwmiuwﬁﬁuﬁu’u WAZVINNITHAIUTININUTZH WY
g19Wia3e vauzfinms Alase (2561) lauensldngmneviosfiulunisdanstiyvmuenaiudiuuay
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defiuauBangunazaonadesiuaniniiu §9a38 insussduns (2558) laueuuamiemsiidinday
rutennassausylowivesdanu (Society Benefits Agreements: SBAs) fiktiunisidiusudau nsuus
Hunsnerns uazearwilusdalunszuiuns vasiisaing ndvng wazusses ndwney (2558) whuns
idundarunamdnUTsgiesgiaweliiss ioadeeusuie andldane wazduadunisdans
AawndoungnedsBu u,mﬁmmdwﬁasﬁauﬁammﬁﬂLfluiuﬂﬁiyimmﬁuiauwLLazmiﬁdauiammmﬂ
Uszanauograutiade iiemsudladgmmuenalusssuiiuitegradusyuuuasddu

2. uwnAndesnaianZedudioased msusssisdes “nmedouased” oy aiand Smlvengy
(3530554337 Thimusssy, 2020) nd1rd1 nmsidesdluasafidumaniuazfadiideslosening
“Jaianse” fu “anusdn” lngldusafiniuese LwiLﬁaﬂiﬁmﬁﬂiz@ummﬁmLLasmmL%'ﬂﬁmmi{w
peUsENaUdAYeaNIARUSENoUMetaya, s & uas (sTauiad), yuwes WalduEe Esude
mwAnassassALiioai1sendnualiannzsn deasadliiiioslvinnug widuUmpmesdmisiolan dsau
WYY Imaagi?immﬁwd’m%aLﬁfﬂﬁmazmiam’mLﬁadﬁm“iﬂﬁﬂw “Wnla” 1NnIns “Sug”
whi mmaamﬂﬁawaﬂLf‘ja‘viﬁﬂLﬂuﬂa%’sﬁwﬁaﬁﬁﬂﬁmsmL’%f‘aﬂﬁﬁﬂma T uavthinaa iem
msduiusiutsluddaseduazansy IneunnmsdenUssiumdnivaay nsiesdueyadils
IZAUANANDE AL AN miﬂamLmiﬂL%"mLdﬂ&iaaﬁaﬁuaquﬂimﬁwﬁﬂ wazn1sideUsenou Wy
A s wazdusIens iesuensualuasifomesunauniu svuaiiteassenninlunisdeans
LLazL%amimﬁszmﬁuL'%'aasnlﬁasmﬁﬂizﬁwﬁmw Tuiueutdede mil,ml,'%'aﬂuaﬁﬂﬁﬁaﬂ&y’aasi
Uumaua‘wmum‘ammﬁa‘uamaawLasm Tneidenunasteyaiiindotio vannmans uaziiuasfe Waan
yARRIS Mula3s wasndngumedmnavieusyTimans Msudetoyangragniies msidssenad
wavmsmuniidensaderion immmﬂ‘mwwﬂmgmawumﬂmﬂu,auLﬂﬂiamaimwmmmma
aues Wunagnsiveiatummihdofiovesansad uardaaiunsBoudiianndesisdsdu

3, LIARMTIATIERED 21NUWIRRE0Y “MTIATIzvide: LnAnLazImATA” (NQYaU WALIN,
2542) msdwswidelngld “Ussidudunas” Wunssedanuriedentideanslunisionsan
dovnde wu nadies ine Wowi wiius suty vieRwandon Fideliinseiasinden
douaziiansanindetuasiiou adi vietounuueweUsziiuiindaulaegsls lnsdinmesinademn
AU AW warNsTnesRUsTneUBY 9 LﬁaLﬁi’fﬂf\nf’mizLﬁuﬁugﬂﬁ%auamﬂﬁﬂiaummﬁoﬂﬂ
uazidenlestugaunisaluies unamsdsnsoedls wnmeiitaeldmsiesesideiiiamauazdmne
FoLau Imarzﬁms’]vﬁmmsaé}u’qﬁwmuLawwvmvm Wy nnziUsziu “nsdanistymduaty
PM2.5” ludeansai aranunsaseranylain aauuuuauas\lumﬂu%mv “Yoyyaswndey” vie
“ymmailes-wlevie” wnndiiu? videlidssiungudlasunansenu wu 91ty inwasns vise
dntin3ousnntiosudly? viesjutispmeseininiguasiidonny? uenanidaunoinsgild
Maedeulosdym PM2.5 difutssiiudu 4 wu arumdondmaiud dndluniadiddeys vie
aunmvaaszrsuedls umsivieliiuumumesdelunisveneaudle leideulosifims
Femu uavsamanuiusunaiiieadesiunmsinnistam PM2.5 Isunndeaiiiesls
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38N1sAIUNISIAE

AT IuMATeidanin (Qualitative Research) Tagldimsiinsizvidaun (Textual Anal-
ysis) meldnseuuuifndiunsiandes (Narrative Theory) Lﬁaﬁﬂmgﬂuuumﬂdﬁaﬂum a15Af
Content Chiang Mai ﬁﬁ%auaﬂimﬁuﬁmmﬂuﬂi’u PM2.5 iudeyasensisiuiinsiens (Coding
Sheet) FappnuuuAmINTOUATIEALABAAGDS (Narrative Coherence) Wagawitndofio (Nar-
rative Fidelity) voudovluusaznou adanmsinsamaiiansiaZeuasnssuiunasdnuud
d7u37% (Production-Based Learning) 911U 15 nou

nMsnTIvdeUAuN S Bslialdeieaisanindeieveuaiesdiedfusnenisnsraaeuuuy
@ud (Triangulation) Tu 3 ¢nu lawA 1) Lmdﬁaga (Data Sources Triangulation) WiewSeudieu
JoyangidusumaInaengs Wi v 1n3vn1s gn3ndn wasuiyuey 2) §3ns1en (In-
vestigator Triangulation) nemslsigiBenvgsuiimamanisinusziiiunsiaunansiiaszy 3)
F8m5A3 189 (Methodological Triangulation) fen1snanunsAs1sii@aiionm (Content) funs
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Abstract

This study aims to examine the marketing and brand communication factors of small and
medium-sized enterprises (SMEs) that influence the purchasing decisions of digital consum-
ers in Maha Sarakham Province. A purposive sampling method was employed to select 400
participants, and data were collected using questionnaires. The data were analyzed using per-
centage, frequency, mean, standard deviation, and multiple regression analysis. The findings
revealed that: 1) Overall, the respondents’ opinions on marketing and brand communication
factors influencing their purchasing decisions were at a high level. Specifically, the physical
attributes of the products and brand credibility were rated the highest. Similarly, the overall
level of purchasing decision-making was also high, with the highest ratings in the aspect of
decision intention. 2) The most influential marketing factor affecting purchasing decisions was
the physical attributes of the products, followed by service processes and product-related
aspects. In terms of brand communication, the most influential factor was consistent brand
messaging, followed by interactive communication and brand value, respectively. Both groups
of factors were found to significantly influence consumers’ purchasing decisions at the 0.05
level of statistical significance.

Keywords: Marketing Factors, Brand Communication, Purchasing Decision
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Abstract

This research aimed to create and present contemporary Lanna drama through symbolic
representation to convey moral teachings, employing a mixed-methods research approach
through the processes of study, design, development, and presentation. The research instruments
included observation, interviews, and performance evaluation. The stakeholders comprised
local scholars, Lanna academics, performance collaborators and developers, and audience.

The research findings revealed that the research implementation was divided into three
phases: Phase 1:Research, Survey, and Analysis (Pre-Production), which began with the study of
Klong Nirat Hariphunchai, analyzing and categorizing the content into three episodes: beginning,
middle, and end. The data were extracted into key themes for performance design. Phase
2:Design, Development, and Performance (Production) involved creating the work through six
components: 1) Plot structure - interpreted from Nirat Hariphunchai to construct a new narrative
based on the Buddhist concept of three levels of craving (tanha), divided into three acts: Act
1 - Kamatanha, representing infatuation with form, taste, smell, and sound; Act 2 - Bhavatanha,
depicting the desire to remain in a satisfying state; and Act 3 - Vibhavatanha, reflecting the
readiness to sacrifice everything for satisfaction. 2) Actor communication - designing movements
and gestures corresponding to emotions in each act, with Kamatanha utilizing gentle, sweet
movements incorporating traditional Lanna paired male-female dance, Bhavatanha alternating
between rapid, intense and slow movements to convey passionate emotions, and Vibhavatanha
employing graceful gestures representing detachment combined with swift and strong Jing
martial arts. 3) Costumes - designing symbols through colors, patterns, and forms that conveyed
character emotions and personalities, incorporating Lanna identity through traditional Lanna
lanterns reflecting faith and love. 4) Music - utilizing indigenous Lanna musical instruments
combined with traditional Lanna vocal styles including saw, joy, and kham khao narration,
adjusting rhythm and melody to correspond with each scene’s emotions. 5) Lighting - design-
ing different colors and intensity levels according to scene moods, using shadow creation to
convey emotional complexity. 6) Performance props - serving as symbols representing feelings
and beliefs, comprising symbols of love, emotions, and faith. Phase 3:Evaluation (Post-Pro-

duction) involved data collection from audience members through opinion questionnaires.
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The evaluation results showed that most audience members were satisfied with the overall
performance, with suggestions to add narration or explanatory text and extend performance
time for significant scenes. Therefore, this contemporary Lanna drama demonstrates that the
systematic interpretation and construction of performing arts elements can effectively con-
vey cultural and moral meanings while preserving and transmitting Lanna arts and culture in
harmony with contemporary social contexts.

Keywords: Lanna performance, theatrical communication, Nirat Hariphunchai, contemporary

performance
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Abstract

This study focuses on female university students in Chengdu, China, and explores the in-
fluence of TikTok on their fashion clothing purchasing decisions. A qualitative research method
was adopted, with data collected through focus group interviews involving 16 female university
students from different academic years and with varying consumption frequencies. Thematic
analysis was used to analyze the data.

The findings indicate that TikTok influences purchasing preferences and behaviors through
multiple dimensions. The key factors include visual presentation, creative content, shopping
convenience, social interaction, and promotional strategies. Based on these results, it is recom-
mended that the TikTok platform use algorithms to push clothing content based on user age,
shopping frequency and other characteristics, and strictly review clothing-related information
to ensure authenticity and reliability. At the same time, clothing suppliers should customize
products according to user needs and strengthen cooperation with TikTok to improve pro-
motion effects and user shopping experience. Future research should consider expanding the
sample size and examining new platform features. This study contributes to the growing body
of research on the impact of social media on consumer behavior and offers practical insights
for relevant industries (Modified according to the suggestion in point 2).

Keywords:TikTok, Female University Students, Fashion Clothing, Purchasing Decision

Introduction

TikTok, released in September 2016, is a popular social media app that allows users to create,
watch, and share short videos shot on mobile devices or webcams (D’Souza, James, & Velasquez, 2024).
With its personalized feeds of quickly short videos set to music and sound effects, the app is notable
for its addictive quality and high levels of engagement.The short form video format of TikTok has

revolutionized the way people consume content, providing a quick and engaging form of entertainment.
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It has become a platform where users can showcase their talents, share their daily lives, and
connect with a global community. The app’s algorithmic recommendation system is a key
factor in its success, as it analyzes user behavior, such as likes, comments, and the time spent
on different videos, to deliver highly personalized content. This not only keeps users engaged
but also makes it an effective marketing tool for brands.

In China, TikTok has a large youth user base and its influence on youth growth has attract-
ed widespread attention from families, society, and academia (Gao, 2023). In this study,TikTok
refers to Douyin of Chinese version. It is not only an important entertainment social media
platform but also plays an increasingly important role in shopping decisions. For example, a
study on TikTok influencer marketing shows that influencers on the platform can significantly
impact consumer behavior, especially among Generation Z (Tram, 2022). Generation Z being
digital natives.They are more likely to be influenced by the content they see on social me-
dia platforms like TikTok. They are actively engaged with the platform, following trends, and
taking inspiration from influencers.TikTok influencers have the power to shape the purchasing
decisions of this generation through their relatable content, whether it’s through product re-
views, fashion hauls, or lifestyle recommendations. Moreover, the interactive nature of TikTok,
with features like comments, likes, and shares, allows for a more direct connection between
influencers and their followers, enhancing the influence on consumer behavior.

Chengdu, the capital of Sichuan Province, is known for its strong commercial appeal and
diverse fashion brands. The “first - store economy” in Chengdu has thrived, with 708 new stores
launched in 2022, ranking among the top three cities in China (Xinhua Silk Road, 2024). The
unique fashion environment in Chengdu makes it an ideal place to study the impact of TikTok
on fashion purchasing behavior. Chengdu’s fashion scene is vibrant and dynamic with a mix
of local and international brands. The city’s residents have a high enthusiasm for fashion, and
the “first-store economy” has further enriched the fashion choices available to consumers.
The opening of new stores brings in the latest fashion trends. It creates a competitive and
exciting fashion environment. This environment provides a perfect backdrop to study how the
platform influences fashion purchasing decisions. It has combined with the widespread use
of TikTok among the local youth. The local fashion culture in Chengdu is also influenced by
various factors, such as the city’s rich history, unique lifestyle, and the influence of neighboring
regions, which further adds to the complexity and uniqueness of the research context.

Researching the key factors of TikTok on the fashion purchasing decisions of female university
students in Chengdu holds considerable theoretical and practical implications. Theoretically, it
helps to better understand the effectiveness of social media marketing, especially the influence
mechanism among young consumer groups (Xiao, Y., Liu, M., & Wu, B., 2023). Practically, it provides

great value to brand managers, enabling them to carry out more targeted digital marketing activities.
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Brand managers can use the findings of this research to develop more effective marketing
strategies on TikTok. They can identify the types of content that resonate most with female
university students in Chengdu, such as the use of certain influencers, the style of video
presentation, or the promotion of specific fashion items. This can help brands increase their
brand awareness, engagement, and ultimately, sales among this target group. Additionally, un-
derstanding the key factors that influence purchasing decisions can also help brands optimize
their product offerings and pricing strategies to better meet the needs and preferences of this
market segment. Additionally, Chengdu can serve as a model for other regions, reflecting the

development trends of cities outside the first-tier cities.

Research Objectives

1. To analyze TikTok’s influence on the fashion clothes purchasing preferences of female
university students in Chengdu.

2. To explore the key factors of TikTok’s influence on purchasing decisions in fashion clothes

among female university student in Chengdu.

Research Questions

1. How does TikTok’s influence on the fashion clothing purchase preferences of Chengdu
female university students?

2. What are the key factors of TikTok’s influence on purchasing decision in fashion clothes

among female university students in Chengdu?

Literature Review

Social Influence Theory

Originated by Herbert Kelman in the 1950s, Social Influence Theory posits three modes of
social influence acceptance: compliance, identification, and internalization (Kelman, 1958). It was
inspired by research on conformity, cognitive dissonance, and functional theories of attitude.
In the TikTok context, female university students are influenced by others. For example, they
might buy certain clothes for social approval (compliance), imitate influencers’ styles (identi-
fication),or adopt sustainable fashion values (internalization) (Davlembayeva & Papagiannidis,
2024).When a particular fashion trend goes viral on TikTok, many female students may comply
and purchase related items to fit in with their peers and gain social approval. They might see
their favorite influencers wearing a specific brand or style and identify with that image, leading
them to buy similar clothing. Moreover, through exposure to content promoting sustainable
fashion on the platform, some students internalize these values and start preferring eco-friendly
clothing brands, which not only affects their current purchases but also reflects a long-term

shift in their consumption attitudes.
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Social Media Marketing Theory

This theory aims to explain how social media impacts consumer behavior, brand commu-
nication, and market strategies. Social media marketing strategies include social commerce,
social content, social monitoring, and social CRM strategies (Fangfang, Larimo, & Leonidou,
2021). Brands use social media to convey information, and the choice of platform and con-
tent encoding depends on the target audience. Social media marketing also involves diverse
profit models and customer relationship management methods, playing a crucial role in brand
awareness, sales, and customer loyalty.The profit models are wide-ranging in social media mar-
keting. Some brands rely on direct sales through social commerce platforms, where users can
purchase products directly from the app. Others generate revenue through advertising, either
by promoting their own products or by partnering with other brands. Customer relationship
management in social media includes activities like responding to customer comments and
messages promptly, which helps build trust and loyalty. For example, a brand that actively
engages with customers on social media, addressing their concerns and providing personalized
recommendations. It is more likely to retain customers and increase brand loyalty.

Concept of Purchasing Preference and Decision Making

Purchasing preference is related to the economic concept of preference and is affected
by factors like product characteristics and price. It can be classified into different types, such
as habitual, rational, economic, impulsive, and brand loyal preferences (Wang,2004). Habitual
preferences develop when consumers repeatedly choose a particular brand or product out
of habit, without much thought or comparison. For example, a person who always buys the
same brand of coffee every morning has a habitual preference. Rational preferences involve
a more in- depth evaluation of product features, quality, and price before making a decision.
Economic preferences are driven by price sensitivity, with consumers opting for products that
offer the best value for money. Impulsive preferences are triggered by external stimuli, like
attractive packaging or a limited-time offer. Brand-loyal preferences are characterized by a
strong attachment to a specific brand, often based on past positive experiences.

The purchasing decision-making process is complex, including problem recognition, infor-
mation search, evaluation of alternatives, purchase decision, and post-purchase behavior. It has
different types, like complex and habitual purchasing decisions, and is influenced by purchasing
preferences (Munthiu, 2009; Qazzafi, 2019). In the case of complex purchasing decisions, such
as buying a high-end smartphone, consumers go through an extensive information search pro-
cess, comparing different brands, models, and features. They read reviews, consult experts,
and visit stores to try out the products. On the other hand, habitual purchasing decisions
are more automatic. For example, when buying everyday items like toothpaste, consumers
may rely on past experience and simply pick their usual brand without much consideration.

Purchasing preferences play a significant role in each stage of the decision-making process.
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A consumer with a brand-loyal preference may only consider products from their preferred
brand during the evaluation of alternatives, while a price-sensitive consumer will focus more
on cost during this stage.

Concept of Social Media Influencer

Social media influencers are independent third party endorsers who shape audience atti-
tudes. They can be classified into engagement-based, credibility- based, purchase intent driven,
brand awareness, and opinion leader types (Freberg et al., 2011; Gashi, 2017). They influence
consumers’ purchasing decisions by sharing content and have different ways of promoting
brands and products. Influencers may use various content formats to promote brands, such
as product reviews, unboxing videos, and sponsored posts. Some influencers create long-form,
in-depth reviews that provide detailed information about the product, while others use short,
catchy videos to quickly showcase the product’s features. They also collaborate with brands
in different ways, such as receiving free products in exchange for promotion or getting paid for
sponsored content. These promotional activities can significantly impact consumers’ perception
of a brand and their likelihood of purchasing the product.

Concept of TikTok Social Media

TikTok is a globally popular social media app with a large young user base. Its algorithm
pushes personalized content, and advertising is a major income source. TikTok offers diverse
video genres, has unique content in audio and editing styles, and is known for its authenticity
and personalization (Carkner, 2024). The algorithm of TikTok analyzes users’ behaviors, such
as their likes, comments, and the time they spend on different videos to deliver highly per-
sonalized content. This means that each user’s “For You” page is tailored to their interests,
making the app highly addictive. In terms of video genres, TikTok has everything from dance
challenges and comedy skits to educational content and DIY tutorials. The audio on TikTok is
a key element, with popular songs and sound effects often going viral and becoming associat-
ed with specific trends. The editing styles, like quick cuts and special effects, are designed to
keep users engaged. Moreover, the platform’s authenticity and personalization come from the
fact that it encourages users to share their real life experiences and unique talents, creating a
sense of connection among users.

Conceptual Framework Theory

The traditional five stage model(Figure 1) of the consumer buying process serves as the framework
for this study. In the context of fashion clothing consumption, TikTok plays a role in each stage
for Chengdu female university students. It influences problem recognition by presenting trendy
outfits, provides information during the search stage, affects the evaluation of alternatives in terms
of price, quality, and style, simplifies the purchase decision process, and impacts post-purchase
evaluation through user feedback (Qazzafi, 2019; Kotler & Armstrong, 2010).However, this model-tra-

ditionally viewed as linear-is increasingly being challenged in the age of digital consumer behavior.
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While the traditional five-stage model remains relevant (Kotler & Armstrong, 2010; Qazzafi,
2019), Solomon’s (2011) framework of “buying, having, and being” and “consumer tribes” helps
explain newer, more interactive consumption patterns, such as those facilitated by TikTok. As
Solomon (2011) notes, modern consumers do not simply “buy”-they participate in a broader
system of “buying, having, and being.” Especially in the TikTok ecosystem, users are not only
decision-makers but also creators, trend initiators, and community contributors. Female uni-
versity students in Chengdu engage in co-creation, not just passive viewing. They share outfit
inspiration, participate in challenges, and shape fashion trends through TikTok content. This
reflects Solomon’s concept of “the extended self,”where consumption becomes a mode of
identity expression and social positioning (Solomon, 2011).

Moreover, in the current digital age, the influence of TikTok extends beyond the individual
purchase decision-making process. It has also shaped a unique fashion consumption culture.
Female university students on TikTok form a community where they share fashion experiences,
inspiration, and advice. These peer interactions mirror what Solomon(2011) describes as “con-
sumer tribe”-temporary but powerful brand or lifestyle-centered communities that influence
not only purchase behaviors but also cultural norms.Although Solomon (2011) could not have
predicted platforms like TikTok, his theories offer a useful lens for understanding symbolic con-
sumption and community-based identity formation in today’s digital ecosystems.For example,
the popularity of certain fashion challenges or trends within the community can drive a large
number of students to buy related clothing items. This kind of symbolic consumption-driven
by the need for identity performance, group belonging, and cultural relevance-adds a new
layer of depth to the classic five-stage model.Thus, the traditional consumer buying process
becomes non-linear, cyclical, and socially mediated in the TikTok environment. Buying deci-
sions are shaped not only by individual needs and rational evaluations but also by emotional,

cultural, and community dynamics embedded in platform use.

" . Post-
Problem Information Alternatives Purchase
= A e purchase
Recognition Search Evaluation Decision F
Evaluation

Figure 1: Five-stage model of the consumer buying process (Qazzafi,2019)

Research Methodology

Research Design

This study adopts a qualitative research method, using focus group interviews to
explore the influence of TikTok on fashion clothing purchasing decisions among fe-
male university students. The focus group interview allows for in-depth discussion and
understanding of participants’ thoughts and feelings. It can explore factors like con-

tent characteristics, user interactions, and platform recommendation mechanisms.
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Source of Information

The study focuses on female university students in Chengdu, 16 key informants were
divided into two focus groups (Group A and Group B) to participate in the study, with Group
A consisting of junior students aged 18-20 and Group B consisting of senior students aged 21-
22. Each group included respondents with high and low consumption frequencies. Purposeful
sampling was used to recruit eligible female college students in Chengdu (aged 18-22, actively
using TikTok, and having experience in purchasing fashion apparel) through platforms such as
Weibo, Xiaohongshu, and TikTok. Quota sampling was performed based on grade and con-
sumption frequency, and 16 people were finally selected to conduct focus group interviews.
(Modified according to the suggestion in point 8).

Data Tool

The data tool in this study is a set of carefully designed semi-structure interview questions(-
Figure 2). These questions cover aspects such as demographic data and five-stage model of
the consumer buying process. They aim to uncover the relationship between TikTok content

and key factors of TikTok influencing on purchasing decisions.

Content

Please state your name and age*

YEducation

VGrade

s[Consumption Frequency

I. How do you consider budget, price, and quality when buying fashion
clothing?

Demographic data

Problem Recognition
2. In the field of fashion clothing, do you have a loyal brand or
particularly like to follow fashion bloggers?

3. What forms on TikTok (e.g., live streaming, short video
recommendations) atfect your convenient shopping experience?

LU 4.Do you think the quality and style of fashion clothing

recommendation videos on TikTok impact your purchasing decision?
What kind of video attracts you more?

5.To what extent does the style, presentation, and personal image of the
model/streamer in videos influence your purchase of related clothing?

6.What 15 your view on the credibility of fashion clothing
Alternative Evaluation recommendations on TikTok, and what factors affect your trust in these
recommendations?

7.How does the price of recommended clothing on TikTok influence
your purchasing decision? What price range is most attractive to you?

8.What types of marketing (e.g., discounts, co-branding) are you more
inclined to buy?

Purchase Decision
9. How does the brand’s publicity and image shaping on TikTok affect
vour purchase of the brand’s clothing?

Post-Purchase Evaluation 10.How do you share feedback on purchased clothing via TikTok (e.g.,
through reviews, likes, or shares)?

Figure 2: Focus Group Interview Semi-structure Questionlist
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Data Analysis

This study uses thematic analysis to analyze the semi-structured interview data. The specific
steps are as follows: (1) Transcribe the interview recording into text and read it to ensure a
comprehensive understanding of the data. (2) Based on the key nodes of the five stage con-
sumer purchase decision model (such as recognition of needs, information search, alternative
evaluation, etc.), openly code the content of the interview and mark the influencing factors.
(3) Classification and theme extraction: Group similar codes into themes to help identify key
drivers in purchasing decisions. (4) Find out the key influencing factors by comparing the an-
swers of different respondents and compare with the theoretical framework. Summarize the

influence of TikTok in the purchase of fashion clothing.

Research Results Conclusion

Demographic Data of Respondents

The participants are female undergraduate students from Sichuan University of Media and
Communication, with ages ranging from 18 to 22. Different grades bring about various consump-
tion concepts and behaviors. For example, freshmen are still in the process of forming their
consumption ideas, while seniors with more personal income pay more attention to clothing
quality and style. Their consumption frequencies vary from 1-6 times a month, reflecting dif-
ferent consumption needs and patterns.

TikTok Display Content On Cloth Selling

TikTok presents diverse content. High quality video images with stable footage, accurate
colors, and professional filming techniques can show fabric textures and details.It significantly
influence students’ perception of clothes. For instance, a TikTok video of a cashmere sweater
with close-up shots of its soft texture and fine knitting received a high number of likes and
shares among the student group. Many students said they were more likely to consider buying
it because the video allowed them to closely examine the product’s quality, which increased
their trust in the item. The outfits displays which combine different clothing items and simu-
late various scenarios, inspire students’ purchase desire. Professional and charming presenters
can enhance students’ understanding and trust in clothes through detailed explanations and
diverse styling. The convenient buying process improves the shopping experience. It includes
personalized recommendations, easy to use shopping links, and fast delivery. The interaction
between buyers and sellers, from pre-purchase inquiries to post-purchase feedback, affects the
overall shopping experience and future purchase decisions When a seller on TikTok promptly
and helpfully answered a student’s question about the sizing of a dress, the student was not
only more likely to purchase the dress but also left a positive review, which in turn influenced

other potential buyers.



¢ 1 o A

Nsansinar1ansusiaY U9 30 aUuil 1 (WA51AY — Ly 2569)

TikTok’s Influence on Purchasing Preference

TikTok users can be classified into three types. Trend-seeking users are mostly junior students
with high shopping frequencies.They are keen on following the latest fashion trends and trying
new brands like ZARA and UR. A junior student shared that she often participates in TikTok
fashion challenges related to emerging trends, such as the Y2K revival, and has purchased
multiple ZARA items inspired by the outfits shown in these challenges. This not only satisfies
her desire for fashion but also allows her to showcase her style on the platform. Value-orient-
ed users are from all grades with moderate or low shopping frequencies. They are focus on
cost-effectiveness and prefer brands like 1JINN and METERSBONWE. Quality-focused users are
mainly senior students.They care more about fabric quality and design, and are willing to pay
more for high-quality clothes from brands like Uniglo or high-end brands. University students
use TikTok for entertainment, knowledge-acquisition, and social interaction. Entertainment
helps them relax, knowledge-seeking improves their fashion sense, and social interaction meets
their need for connection and shapes their fashion ideas and buying choices. For example, a
student mentioned that through TikTok’s fashion knowledge-sharing videos, she learned about
different fabric types and how to match colors, which influenced her subsequent clothing
purchases. Additionally, social interaction on TikTok, such as participating in fashion - related
group chats, helped her discover new brands and styles recommended by like-minded peers.

TikTok Users Interaction Behavior

Students’ interactions on TikTok have a profound impact, such as following favorite influ-
encers or brand accounts, liking, sharing, recommending, and commenting.Following allows
them to access new product and styling information. Liking and sharing boost brand popularity.
Commenting enables direct communication with brands. When a popular fashion influencer
on TikTok recommended a new sustainable fashion brand, many of her followers not only
showed interest but also shared the recommendation with their friends, leading to a signifi-
cant increase in the brand’s visibility among the student community. This word - of - mouth
promotion was a powerful marketing tool for the brand. About post-purchase interactions,
if positive, can build brand loyalty and promote word-of-mouth; if negative, they may affect
the brand image and future consumer decisions. A student who had a great experience with
a brand’s clothing shared her positive review on TikTok, along with pictures of herself wearing
the clothes. This post received a lot of likes and comments, and several of her followers were
inspired to purchase from the same brand. Conversely, a negative review about a brand’s
poor - quality clothing spread quickly on TikTok, causing some students to avoid the brand.

Factors that Influence Purchase

Brand factors play a crucial role. Well known brands with good reputations and stable
quality are more likely to gain user trust. Fashion bloggers and celebrities” recommendations
can help students discover new brands and styles. Clothing quality is a key consideration.

Students with different budgets have different views on the balance between quality and price.
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Promotions, such as discounts and co-branded products, can effectively stimulate students’
purchase desire, and different consumer groups have different preferences for promotions.
Junior students are often more attracted to flashy promotions and new brand collaborations.
For example, a co-branded product between a popular fashion brand and a well known ani-
me received a lot of attention from junior students, who saw it as a trendy and unique item
to own. On the other hand, senior students are more likely to consider the long term value
and practicality of a product, even during promotions. They may focus on the quality and
functionality of the item rather than just the discount or novelty factor.

The Key Factor of TikTok’s Influence on Purchasing Decision

TikTok influences every stage of female university students’ fashion clothing purchase
decisions. In the problem recognition stage, it triggers the desire to buy through trendy outfit
videos. In relation to information search, it serves as a key information source. During alternatives
evaluation, it affects students’ assessment of price, quality, style, and trends. With regard to
purchase decision, its convenient shopping path and promotional activities encourage buying.
In terms of post-purchase evaluation, students’ feedback influences future buying and sharing
behavior. Overall, TikTok’s visual display, creative content, shopping convenience, social inter-
action, and promotional strategies jointly influence students’ purchase decisions. For example,
in the alternatives evaluation stage, students often compare different brands and styles on
TikTok. They consider factors like the fabric quality shown in the videos, the price mentioned in
the product descriptions, and whether the style matches the current fashion trends. A student
might see a trendy dress on TikTok but then check user reviews and compare prices across
different sellers before making a decision. This shows how TikTok provides a comprehensive
platform for students to gather information and make informed choices. This section interprets
the research findings using Social Influence Theory and Social Media Marketing Theory, also
referring to prior studies to explain TikTok’s impact on female university students’ fashion

clothing purchases in Chengdu.

Discussion

TikTok’s Influence on Purchase Preferences

From the perspective of Social Influence Theory, as proposed by Kelman (1958), TikTok
wields its influence on students’ purchase preferences through compliance, identification,
and internalization. Compliance prompts students to conform to popular fashion trends on
TikTok for social approval, such as wearing the latest styles to fit in, as observed in Gentele
& Persson (2022)’s research on social influence in consumer decisions. Identification leads
students to imitate the looks of their favorite influencers, seeking to project a similar image.
Internalization is evident when students embrace sustainable fashion values promoted on the

platform, reflecting a shift in their long - term consumption attitudes.
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Under the Social Media Marketing Theory framework by Fangfang et al. (2021), TikTok’s
algorithms play a crucial role in brand targeting. Brands leverage creative videos and influencer
collaborations to showcase product advantages. For example, a sportswear brand’s fitness
challenge featuring influencers can effectively attract female students. Moreover, brand stories
shared on TikTok create emotional connections with users. Additionally, user interactions like
likes and comments strengthen the brand-user relationship, which aligns with the significance
of user-generated content in brand promotion.

Key Factors of TikTok’s Influence on Purchasing Decision

In the problem recognition stage, social influence theory explains that the transition to
university heightens students’ awareness of their appearance. TikTok’s fashion-focused con-
tent, similar to what Tangtatsawasdi (2015) found regarding the influence of media on fashion
attitudes, prompts students to compare their wardrobes with current trends, thus generating
a desire to purchase new clothing.

Regarding information search, social media marketing theory emphasizes TikTok’s role as
a vital information source. Influencers and brand accounts on the platform offer valuable tips
and product details. As Qayyum et al. (2024) discovered, TikTok’s User-Generated Content
significantly impacts purchasing decisions. Students rely on this information, along with user
reviews, to make informed choices.

During the alternatives evaluation phase, both theories are relevant. Students take into
account factors like price, quality, style, and trends. Social influence theory shows that re-
views and outfit demonstrations on TikTok by others affect students’ evaluations. Meanwhile,
social media marketing theory highlights how TikTok’s trend-setting content shapes students’
preferences.

When it comes to the purchase decision, TikTok’s convenient shopping features, diverse
brand offerings, and promotional activities, as studied in e- commerce and social media market-
ing, encourage students to make purchases. Livestreams with product demonstrations further
enhance students’ confidence in buying.

Finally, in the post-purchase evaluation stage, social influence theory indicates that students’
feedback on TikTok has a significant impact on future buying and sharing behavior. Positive
reviews can attract new customers, while negative reviews can damage the brand’s reputation,
as demonstrated in studies on online reviews. This feedback also serves as a catalyst for brands

to improve their products and services.
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Recommendation

For TikTok, it is recommended to utilize algorithms for precise content delivery, ensuring
that users receive content that aligns with their interests and preferences. For clothing suppliers,
optimizing products to meet user needs and strengthening cooperation with TikTok can help
enhance brand exposure and sales. Future research could expand the sample size, focus on

new TikTok features, and incorporate quantitative methods to further validate the findings.
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Abstract

This study aimed to 1) study the communication strategies and tourism
promotion of Thailand and Malaysia through advertisement spots in the Amazing Thailand and
Malaysia Truly Asia campaigns, 2) analyze the similarities and differences of communication
strategies between the two countries, and 3) propose guidelines for developing tourism
marketing strategies through online public relations media. The research design was qualitative
research using the concept of storytelling and tourism concepts as a research framework.
The study studied advertisements in the Amazing Thailand campaign of Tourism Authority
of Thailand and advertisements in the Malaysia Truly Asia campaign of Tourism Malaysia.
The content of the advertisements with the highest views was analyzed, totaling 8 clips, and
data was collected from focus group discussions with 12 tourists (6 Thais and 6 Malaysians).

The results of the study found that Thailand focused on presenting the
diversity and beauty of tourist attractions, such as religious sites, the sea, mountains, and
places that reflect Thai identity. Malaysia focused on presenting cultural diversity and the
coexistence of people of different races and religions. Such identities clearly help create
recognition and enhance the image of tourism in each country. The findings indicate that
the development of effective communication strategies should focus on creating unique
experiences, responding to changing tourist behaviors, and using digital technology appropriately.
Cooperation from all sectors is the key to creating sustainable and growing tourism in the future.

Keywords: tourism, tourists, advertising spots, commmunication strategies
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