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Abstract

This qualitative study explores the role of Business Chinese expertise in cross-cultural
communication, corporate image building, and communication challenges, particularly in the
context of Thai-Chinese business interactions. Data were collected through in-depth interviews
with five Thai business professionals who have ongoing business relationships with Chinese
counterparts, along with an analysis of relevant literature and documents.

The study has three key objectives: (1) to examine the significance and expertise of Business
Chinese in cross-cultural communication; (2) to investigate how Business Chinese proficiency
contributes to corporate image building; and (3) to identify communication challenges in cul-
turally diverse business environments.

Findings reveal that Business Chinese proficiency significantly enhances career opportu-
nities, supports effective communication across cultures, and fosters a deeper understanding
of Chinese business culture. It also plays a critical role in marketing, negotiation, and business
expansion in China. In terms of corporate image, proper use of language, cultural etiquette,
and respectful communication styles help build trust and long-term business relationships.
Additionally, challenges such as language barriers, differing cultural norms, and variations in
non-verbal communication were identified as major obstacles in multicultural business contexts.

The study highlights the value of Business Chinese not only as a linguistic skill but also
as a strategic asset in international business communication, particularly in fostering mutual
understanding and professionalism in intercultural settings.

Keyword: Business Chinese, Cross-Cultural Communication, Business Relations Between China
and Thailand
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Introduction

China and Thailand have shared a long history of connections and interactions dating back
to ancient times, with established diplomatic relations and trade between the two nations.
Chinese individuals have chosen to migrate to Thailand, establishing careers and settling in
the country, while also preserving their cultural heritage, food, and traditions. As a result,
Chinese culture has integrated with Thai culture. During the World Wars and the Chinese Civil
War, a large number of Chinese people fled from various provinces to escape the wars, and
many rebuilt their lives in Thailand. Over time, Thailand became a second home for Chinese
refugees. Since then, the relationship between Thailand and China has evolved smoothly,
based on equality and mutual respect, with close and continuous cooperation. The demand
for Chinese people to travel to Thailand has increased, and Thai citizens have also moved
to China, further facilitating the blending of the two cultures, a trend that continues today
(Embassy of Thailand in Beijing, 2023).

Communication and business cooperation between China and Thailand have naturally
led to the use of different languages. Language has thus become a tool for communication,
exchanging ideas, emotions, and fostering understanding between individuals. It allows both
Chinese and Thai people to live harmoniously, acting as a bridge linking the two nations
and leading to various forms of international cooperation. In 2013, the Chinese government
proposed the “Belt and Road Initiative” (BRI), with the aim of promoting policy coordination,
infrastructure connectivity, trade and investment, financial cooperation, and people-to-people
exchanges between China, Thailand, and 65 other countries in the 21st century (Office of the
Leading Group for the Belt and Road Initiative, 2020). Simultaneously, the Thai government
launched the “Thailand 4.0” strategy and the Eastern Economic Corridor (EEC) development
project, aiming to promote trade, investment, and facilitate business operations to enhance
Thailand’s competitiveness. The connection between China’s “Belt and Road Initiative” and
Thailand’s “Thailand 4.0” strategy suggests that economic cooperation, trade, and investment,
along with mutual benefits, between China and Thailand are likely to increase in the future.
Consequently, the role of language in communication between Thai and Chinese people in
business will become even more critical (Eastern Economic Corridor Policy Committee, 2020).

Business language proficiency requires knowledge and understanding of the business
context, such as economics, finance, accounting, statistics, business law, and the background
of specific industries. Effective business language should be concise, clear, and elegant, with
precise language use in accordance with grammatical rules. Spoken and written language must
maintain politeness and consider the feelings of the listener or reader. Therefore, the use of

business language differs significantly from everyday conversational language (Jarumethi, 2006).
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In the modern business world, the application of Chinese in business is undeniable. China,
as a global economic power, continues to experience steady economic growth, and Chinese
is the most widely spoken language in the world. The expansion of Chinese investments into
Thailand has contributed to a linguistic revolution. Furthermore, global business trends high-
lisht the necessity of language skills for international business communication. Learning the
language of the business environment, or conducting business with foreign nationals, requires
proficiency in a language that facilitates communication with foreign business partners. As such,
“business Chinese” is a language that can enhance competitiveness in the current globalized
era (Saeko, 2018).

Given the importance of business Chinese, and considering the growth of business relations
between China and Thailand, which enhances cross-cultural communication between the two
peoples, the researcher is interested in studying how proficiency in business Chinese influences
negotiation strategies, corporate image building, and overcoming communication barriers in a
multicultural business environment. This research aims to contribute to the field of business
Chinese and communication studies by demonstrating the influence of language in effective

cross-cultural communication and its role in business success.

Objectives of Study

1. To examine the importance of proficiency in Business Chinese for facilitating effective
cross-cultural communication between Thai and Chinese business professionals.

2. To investigate how proficiency in Business Chinese contributes to the development of a

corporate image through appropriate language use, cultural etiquette, and relationship-building.

Expected Benefits

This study is expected to yield several significant benefits for both academic and profes-
sional fields. First, it will provide a clearer understanding of how proficiency in Business Chinese
can enhance cross-cultural communication between Thai and Chinese professionals, thereby
minimizing misunderstandings and improving negotiation outcomes. This insight can be par-
ticularly useful for business executives, educators, and policymakers who aim to strengthen
Thai-Chinese business relations.

Second, the study will highlight how linguistic and cultural competence contributes to
building a positive corporate image. By understanding the role of appropriate language usage,
cultural etiquette, and relationship-building practices, organizations can develop more effective
communication strategies that foster trust and credibility among Chinese stakeholders and

business partners.

O
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Furthermore, the findings can guide curriculum development for Business Chinese language
programs in Thailand, ensuring that they are aligned with real-world business needs. Training programs
that integrate language, cultural awareness, and professional etiquette can be developed or enhanced
to better prepare students and professionals for success in international business environments.

Finally, the results of this research can be used as a practical reference for companies and gov-
ernment agencies formulating policies or initiatives related to international business communication,
particularly those involving China. By promoting the development of Business Chinese expertise,

Thailand can better position itself in the competitive landscape of Asian trade and investment.

Literature Review

This research involves a review of relevant concepts and theories to study the role of
proficiency in business Chinese in cross-cultural communication, with a case study on the
business relationship between China and Thailand, as follows.:

1) Chinese is a foreign language that has a close connection with Thai society. Thai people
have been exposed to Chinese since the early days of trade with China during the Ayutthaya,
Thonburi, and Rattanakosin periods. The Chinese were regarded as experts in trade, and when
Chinese migrants moved to Thailand, they played a significant role in the continuous growth of
commerce. Areas with a large population of Chinese immigrants became key commercial centers.
The area with the largest Chinese community, which eventually became the most significant
trading hub in Thailand, is Bangkok. It can be seen that Chinese language has a deep connection
with business in Thailand, and it is inextricably linked to business operations in the country.
Today, the role of Chinese is essential for the survival and economic development of the nation.

2) Cross-cultural communication refers to the interaction between a sender and a receiver from
different cultural backerounds. It involves ensuring that people from different cultures understand
what one is saying, thinking, feeling, and expressing. Cross-cultural communication primarily occurs
between people from different countries, who often have distinct spoken languages, writing sys-
tems, thought processes, and gestures. Building understanding and making a positive impression on
foreigners does not solely depend on language proficiency, but also on the ability to comprehend
social behaviors, perspectives, and thoughts of people from other cultures. Through these interac-
tions, individuals become more aware of other cultures, which leads to successful coommunication.

3) Image building is crucial and directly impacts the credibility and trustworthiness of cus-
tomers or service recipients. It also creates a positive and unique identity for the organization,
benefiting the business or organization significantly. Organizational leaders must be mindful
of and strive to maintain a positive image. A good image creates value and adds worth in the
minds of the public. Image is a perception that individuals form based on their awareness, expe-
riences, and interactions with an organization or business, which occur through communication
processes and organizational behavior. If the target audience is impressed, a positive image
will be created, leading to success in the organization’s operations and enhanced reputation,

along with efficient services that foster trust and credibility.
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Research Methodology

This study investigates the role of proficiency in Business Chinese in facilitating cross-cultur-
al communication, corporate image building, and communication between Thai and Chinese
business professionals. The research adopts a qualitative approach, using documentary research
and in-depth interviews to gather data.

To understand the role of Business Chinese in Sino-Thai business relations, the researcher
first conducted a thorough review of existing literature, academic papers, and industry docu-
ments related to the communication strategies of Chinese companies operating in Thailand. This
documentary research was crucial in building the theoretical framework of the study, providing
insights into the use of language and cultural etiquette in fostering successful cross-cultural
communication. It also highlighted the impact of effective communication on the corporate
image of Chinese businesses in Thailand, offering a contextual background for the study.

In addition to documentary research, in-depth interviews were conducted with five Thai
business experts who have significant business relationships with Chinese counterparts. These
informants were selected through purposive sampling, which targeted professionals with substan-
tial experience and knowledge relevant to the study. The five participants were chosen based
on their senior roles in sectors such as international trade, finance, and consulting, where they
regularly engage with Chinese businesses. Their qualifications for participation were grounded
in their experience using Business Chinese in professional settings, their direct involvement
in Sino-Thai business relations, and their familiarity with the communication challenges that
arise in such cross-cultural contexts. This selection ensured that the informants could provide
valuable insights into the significance of Business Chinese for fostering effective communication
and enhancing corporate image.

The interviews, which were both structured and semi-structured, were audio-recorded to
capture the full range of responses. Participant observation was also employed to complement
the interview data, providing further context to the commmunication dynamics observed during
interactions between Thai and Chinese professionals. The interview protocol was designed to
explore three key areas: the importance of Business Chinese in cross-cultural communication,
its role in corporate image building, and the communication challenges encountered in a
multicultural business environment. The protocol was validated for content by three experts,
and the Index of Congruence (I0C) method was used to assess its reliability. ltems with an 10C
score greater than 0.5 were retained, and the protocol was revised based on expert recom-
mendations to ensure its relevance to the research objectives.

The data gathered from the documentary research and the interviews were then system-
atically organized and analyzed. The information was grouped into related categories and

interpreted in relation to the theoretical framework developed from the literature review.

)
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The findings will be presented descriptively, focusing on how proficiency in Business Chinese
influences cross-cultural communication and corporate image building in the context of Si-
no-Thai business relations. This analysis will contribute to a deeper understanding of the role
that Business Chinese plays in overcoming communication barriers and enhancing business

relations between Thailand and China.

Conclusion of Findings and Discussion

This research investigates the importance of proficiency in Business Chinese in facilitating
effective cross-cultural communication and enhancing corporate image building within the
context of Sino-Thai business relations. The findings highlight the key role that Business Chinese
plays in fostering smoother interactions between Chinese and Thai business professionals,
particularly in sectors such as international business, tourism, and hospitality. Business Chinese
differs significantly from general Chinese language, as it incorporates specific linguistic and
cultural nuances essential for formal and professional settings. Unlike general Chinese, which
is typically conversational and may focus on casual interaction, Business Chinese requires
knowledge of etiquette, formal expressions, and context-specific vocabulary. This distinction
is crucial for understanding its impact on cross-cultural communication, as Business Chinese
enables individuals to navigate business settings, where politeness, respect for hierarchy, and
precision in language are paramount.

The research also underscores the importance of proficiency in Business Chinese for build-
ing strong corporate images. As companies increasingly seek to expand their networks in China
and engage with Chinese-speaking partners, the ability to communicate effectively in Business
Chinese is essential. This involves not only linguistic proficiency but also an understanding of
cultural practices such as business etiquette, respect for elders, and the significance of formal
greetings and introductions. For example, during the interviews with key Thai business experts,
several informants emphasized the importance of using correct titles and forms of address when
engaging with Chinese business partners. One participant recalled a specific instance where
their company’s ability to use formal language and follow Chinese business etiquette helped
establish trust and credibility with a potential partner in China. The use of Business Chinese
in such interactions goes beyond just language; it signals an understanding of the culture and
demonstrates respect for the partner’s values, which is vital in building long-lasting business
relationships.

Further, the findings suggest that proficiency in Business Chinese positively influences
corporate image. The research highlights how language choice and structure in business
interactions affect the way companies are perceived. Proper use of formal, polite lan-

guage not only enhances credibility but also strengthens the organization’s reputation.
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This aligns with studies by researchers such as Shen Shuyuan (2010) and Mao Fanling (2011),
who argue that the language used in negotiations should be clear, precise, and based on reason,
as well as culturally appropriate. The ability to communicate in Business Chinese thus plays
a key role in shaping the perception of an organization, especially in terms of professionalism
and cross-cultural competence.

The research also explores how Business Chinese can serve as a bridge in fostering cultural
understanding. One of the informants highlighted that the understanding of Chinese culture—
whether through language, customs, or festivals—greatly enhances business commmunication. For
instance, the understanding of key cultural events like the Chinese New Year or the Mid-Autumn
Festival allows businesses to engage with Chinese clients on a deeper, more personal level.
This cultural linkage, as discussed in the interviews, enables professionals to build rapport and
demonstrate a genuine interest in their business partners’ traditions and values. Moreover,
the interviews revealed that knowledge of Chinese communication practices, such as avoiding
direct criticism and the importance of gift-giving, further strengthens business ties.

Lastly, the research acknowledges the growing significance of Business Chinese in the digital
age. As Chinese companies expand their digital presence globally, understanding the nuances
of digital communication in Business Chinese becomes increasingly important. The interviews
revealed that digital platforms, including social media and business websites, require a nuanced
approach to language use. The key informants noted that clear and respectful language on
digital platforms helps establish a positive image and fosters successful online negotiations.
This aspect of Business Chinese is especially relevant in today’s digital era, where businesses
engage with global audiences through various online channels.

In conclusion, this study emphasizes that proficiency in Business Chinese is not only an
essential skill for cross-cultural communication but also a powerful tool for building and main-
taining a positive corporate image in international business. The findings highlight the role of
Business Chinese in facilitating smooth communication, fostering strong business relationships,
and enhancing cultural understanding between Chinese and Thai professionals. Through careful
attention to language and cultural etiquette, organizations can improve their corporate image
and increase their competitiveness in the global market. The research also demonstrates the
importance of adapting to the evolving digital landscape, where proficiency in Business Chinese

can lead to new business opportunities and more effective negotiations.

Recommendations

This study explores the critical role of Business Chinese expertise in facilitating cross-cul-
tural communication and contributing to corporate image building, particularly in the
context of Sino-Thai business interactions. The research emphasizes that proficiency in

Business Chinese is essential for Thai business professionals engaged in trade, investment,
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and other collaborative activities with Chinese counterparts. The research emphasizes that
proficiency in Business Chinese is essential for Thai business professionals engaged in trade,
investment, and other collaborative activities with Chinese counterparts. The findings under-
score the distinction between general Chinese and Business Chinese. While general Chinese is
more focused on everyday communication, Business Chinese requires knowledge of specific
business-related vocabulary, cultural etiquette, and formalities that are crucial for successful
professional interactions. This expertise is especially vital in the context of cross-cultural com-
munication, where misunderstandings can easily arise due to differences in business practices,
expectations, and communication styles. Business Chinese not only facilitates effective com-
munication but also demonstrates respect for the cultural norms of Chinese business practices,
which can help build trust and strengthen business relationships.

The research highlights the significant role that proficiency in Business Chinese plays in
shaping corporate image. In today’s competitive global market, organizations that demonstrate
cultural sensitivity through the use of Business Chinese are more likely to establish a positive
image and enhance their reputation with Chinese clients and partners. The study suggests that
using appropriate formal language, recognizing business customs, and understanding cultural
nuances, such as the importance of face, hierarchy, and the role of relationships in Chinese
business culture, all contribute to an organization’s perceived professionalism and trustwor-
thiness. For businesses in Thailand, investing in training employees to master Business Chinese
can therefore be seen as an investment in enhancing corporate reputation and increasing
competitiveness in the Chinese market. Practical applications of this finding include developing
training programs focused on business etiquette, negotiation tactics, and formal communi-
cation strategies in Chinese. Furthermore, companies could implement language proficiency
requirements for employees engaging in international business, particularly in industries such as
tourism, hospitality, and export, where the ability to speak Chinese is increasingly in demand.

One of the practical recommendations for Thai businesses is to integrate Business Chinese
language training into their employee development programs. This could involve offering language
courses that focus not only on linguistic skills but also on cultural competencies necessary for
navigating the complexities of cross-cultural business negotiations. For instance, businesses
could collaborate with language institutes to design specialized curricula that incorporate case
studies, role-playing, and scenario-based learning to simulate real-world business interactions
with Chinese counterparts. Additionally, companies could prioritize hiring bilingual staff who
are proficient in Business Chinese to handle international communications and negotiations,
thus ensuring smoother interactions and avoiding the potential pitfalls of language barriers.

Moreover, businesses should also take steps to align their corporate image with Chi-
nese cultural expectations. This includes ensuring that formal communication, whether in

meetings, emails, or presentations, adheres to Chinese norms of respect and politeness.
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For example, the use of appropriate titles, formal greetings, and a respectful tone can ¢o a
long way in fostering goodwill and creating positive impressions. Organizations should also con-
sider the role of Business Chinese in building relationships, which are highly valued in Chinese
business culture. A focus on long-term partnerships rather than short-term gains can enhance
a company’s reputation and improve the sustainability of its business relationships in China.

In terms of policy, businesses should consider implementing a corporate communication
strategy that incorporates the use of Business Chinese across all levels of interaction with Chi-
nese partners. This policy could include guidelines for formal language use, cultural etiquette,
and relationship management strategies that align with Chinese business values. Additionally,
companies could establish partnerships with Chinese organizations to promote cross-cultural
understanding and to provide their employees with first-hand experience of Chinese business
practices. These collaborations could involve exchange programs, joint ventures, or internships
that allow Thai professionals to immerse themselves in the Chinese business environment and
gain practical insights into the application of Business Chinese in real business contexts.

In conclusion, while future research can further explore the nuances of Business Chinese
and its role in intercultural communication, the immediate practical applications of these find-
ings are clear. Thai businesses can enhance their cross-cultural communication and corporate
image by prioritizing proficiency in Business Chinese, integrating language and cultural training
into their operations, and ensuring that their corporate communication strategies are aligned
with the expectations of Chinese partners. By doing so, they can create a competitive edge in
the Chinese market, foster stronger relationships, and ultimately contribute to the long-term

success of their international business endeavors.
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Abstract

This research aims to study ageism towards elderly patients in the health services reflected
through the texts of Korean movies and series by looking at the media through the sociological
theory. This is a qualitative research. Data were collected by textual analysis of 14 Korean

movies and series that were broadcast from 2013 to 2025.
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The results of the study found that the texts of Korean movies and series communicate
ageism towards elderly patients in the health services, which can be divided into 4 dimensions
as follows: Dimension 1: Negative image leads to the absorption of negative images of the use
of health services by the elderly; Dimension 2: Industrial society leads to the idea that elderly
patients are economic burdens; Dimension 3: The upper class and the lower class elderly pa-
tients lead to the idea of ageism towards the oppressed; Dimension 4: The social structure of
elderly patients, which is full of both perpetrators and victims. The research has an important
finding: the acceptance of power that acts on the health services. The concept of sociolo-
gists reveals the factors before the emergence of power, resulting in ageism reflected in the
texts of Korean movies and series in a profound way. All of these research findings will help
prompt aging societies to develop programs and policies aimed at reducing age discrimination
in healthcare systems and promoting the health and well-being of elderly patients.

Keywords: Ageism in Health Services, Elderly Patients, Films and Series Korea, Sociological Theory
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ABSTRACT

The Research on the Development of Innovative Media for Health Protection and Health
Promotion among Agricultural Workers under the BCG Economy Framework was conducted
with the following objectives: 1.to develop innovative media for health protection of agricul-
tural workers under the BCG economy framework, 2.to develop innovative media for health
promotion of agricultural workers under the BCG economy framework, and 3.to examine the
quality of the developed innovative media for both health protection and health promotion.
A mixed-methods approach, incorporating both qualitative and quantitative research, was
employed in Samut Prakan Province. The findings revealed that the innovative media for
health protection and promotion of agricultural workers under the BCG economy framework
was a program entitled “Sukkaparb Dee-Dee Kub Kaset BCG”, consisting of six episodes: (1)
The Pre-test, (2) Disease-Free Animals, Safe People, (3) The Frogman, (4) Muscles Cry for Life,
(5) Livestock OK, and (6) Vitamin B1: The Partner of Thai Fisheries. The quality assessment of
the innovative media was conducted with three groups of participants—crop farmers, livestock
farmers, and fishery farmers—using a pre- and post-test design. The results showed that the
overall mean satisfaction score with the six episodes of “Sukkaparb Dee-Dee Kub Kaset BCG”
was 4.63 (SD = 0.58), indicating the highest level of knowledge acquisition and satisfaction.
Keywords : innovative media, health protection, health promotion, agricultural workers, BCG
Economic
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anpudssanlsafindeluay 0 wasity uasdssiilunsenssfuamnndisfiatursiiludes
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3 flonseasunuA et TnnssudmunsUntesgun Ay MIAILASLGUAMYBIUTINY
menuasnelawifniasugia BCG
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wazdtlyy ATMLiles uawesy, 2558)
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Untlesgunin (Health Protection) MiAgadesruAanssudentesvidedunsesyanaaindunsie
warnsUIady Ganisuindudusnasietulasaulidds arunsadanaiieundesguamld
lneNIAIUANAILNYTINY AUANAIUNETeTeld muaulagssidsutededunieulouny uas
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Anlady 2.99 1.16 Yunan 4.58 0.6 wndiee

A15199 1 Wiguiguauianudilaneunsiuri (Pre-Test) UaghuUAOUNEINTTTUIL
(Post-Test) @ouinnIsunisduaiuaunmueussunAnensneliuiAnasegia BCG.
FI8NTAVANARATULNYAT BCG.
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nau UAdnd OK.
6.7MIHVANARAUINYAT BCG 4.70 0.51 wnitan
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doasmuditmuaithvngBlumsniainens Bnaaueasiudeddmiuseuneuluusiasos el
Hllunarfagusrasiidesmslinguitmnedouuammgfinssu Sadesilaenrdosmnmsdunval
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Abstract

The objectives of this research were 1) to study the issues of violence among lower secondary
school students 2) to study strategies for creating safe and creative media through the media
innovation from research processes and experiments with participatory workshops of lower
secondary school students. This research was a mixed method, consisting of qualitative research and
quantitative research. Research tools included the Focus Group, Interviewing, Questionnaire, Participant
observation and Design Thinking process. The researcher used the Participatory Action Research or
PAR that focuses on target groups- lower secondary school students in Daonairoi school Songkhla
and the Hatyai International Dhamma’s Educational School for Blind to be involved in every process.

The results of the research found that 1) the issue of violence in the viewpoint of
the Daonairoi school Songkhla target group consisted of controversy, bullying, mimicry,
extorting money, group bullying, mayhem and mentality hurt. The issues of violence in
the perspective of target groups at the Hatyai International Dhamma’s Educational School
for Blind consisted of mimicry, bullying, harsh words, derogation, controversy, rejection
with the word “okay” or “Mai pen rai” in Thai. 2) The safe and creative media creation
strategy through the media innovation focuses on the participation of the target group in all
processes, including the selection of students from the Faculty of Communication Arts to
be a Change Agent in driving activities, organizing activities to search for violence issues,
organizing knowledge-building activities or Empower, selecting the issue of violence, media
creation and design, media production, media development, and media evaluation, including the
expansion of knowledge to new target groups through a Lesson-Learned Stage in every region.

Keywords: Innovation, Creative Media, Awareness, Literacy, Violence
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Abstract

This study explores how Black Myth: Wukong, a Chinese AAA video game, reinterprets tradi-
tional mythology through narrative design, character development, and symbolic world-build-
ing. A non-commentary full-review gameplay video, 18 hours, 24 minutes, and 4 seconds in
lengths, from the MKiceAndFire YouTube channel is selected as the sample. Content analysis
is employed to examine six mythologically themed chapters and over 200 in-game characters,
comparing their representations to the original mythology guided by Hall’s representation
theory. The findings reveal that the game transforms classical figures, such as Sun Wukong,
Zhu Bajie, and Red Boy, into emotionally complex and morally ambiguous characters, while
introducing the player-driven “Destined One” as a narrative bridge between myth and mod-
ern storytelling. Rather than offering a faithful retelling, the game reconstructs mythology as a
living, interactive experience. The study highlights the potential of digital games as a medium
for cultural expression. It suggests that immersive narrative design can enhance both player
engagement and the global visibility of Chinese cultural heritage.
Keywords: Chinese mythology; Black Myth: Wukong; Cultural representation; Narratives; Video

Games

Introduction

Myths in media function as systems of communication, conveying both literal and
deeper meanings shaped by cultural, historical, and social contexts (Bignell, 2002; Kopaleishvili,
2020). In Chinese tradition, shen-hua closely aligns with Western definitions of myth as sacred
narrative (Birrell, 1999), often reflected in structures such as the hero’s journey. These mythic
frameworks are frequently adapted into modern media, including films, literature, and video
games, where they are modified to reflect contemporary values while preserving their essential

narrative essence (Evans, 2018).
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Released in August 2024, Black Myth: Wukong became China’s first major AAA title, selling
over 20 million copies. Developed by Game Science and inspired by Journey to the West, it
boosted the domestic market and showcased Chinese culture globally, marking a milestone
in cultural export and game development (Davies, 2025).

In the digital era, video games have evolved far beyond simple entertainment. They
now serve as dynamic platforms for both cultural storytelling and technological innovation
(Ferrer, 2017; Zheng, 2024). While traditionally excluded from notions of “haute culture” or
fine art, video games have grown into a powerful global industry with considerable influence
on popular culture (Aoyama & Izushi, 2004). Unlike passive forms of media such as film and
television, video games enable players to engage actively, taking on roles, shaping narratives,
and connecting with global communities (Jenkins, 2000; Wolf, 2000). Some games, like Super
Mario Bros and Pokémon, have left lasting cultural impacts, not only shaped generations of
players but also enhancing the international image of their countries of origin (Liang, 2024).

Commenting on Black Myth: Wukong’s success, Chinese Foreign Ministry spokesperson Lin
Jian expressed optimism: “Glad to see Journey to the West, a Chinese mythological novel from
over 400 years ago, shine in the digital age and captivate gamers worldwide” (Chinese Foreign
Ministry, 2024). Indeed, more than just entertainment, Black Myth: Wukong serves as a cultural
export and soft power tool, signaling China’s rising presence in a space long dominated by
Western media (Xiang & Yuan, 2024). Given its profound mythological roots, the game presents
an important case for exploring how Chinese mythology is represented and reimagined in the
global gaming industry.

Luo and Han (2024) highlight that Black Myth: Wukong’s animation and visual design play a
key role in representing Chinese mythology, using symbolic imagery and atmospheric aesthetics
to bring cultural themes to life. Hou (2024), analyzing 4,000+ Steam reviews, found the game’s
landscapes and storytelling sparked interest in visiting China. Similarly, Zhao (2024) noted a
tourism boost to Datong, linked to the game’s setting. Mao (2024) identified five factors shap-
ing international reception, including sensory experience and translation quality. Lu and An
(2025) further showed that perceptions of the game’s narrative and creators influence player
engagement.

Most studies on Black Myth: Wukong focus on visuals and tourism impact, using data like
user engagement and search trends. However, they often overlook the game’s narrative depth
and cultural adaptation of Chinese mythology. Few examine how it reimagines traditional
myths through interactive storytelling. A closer narrative analysis is needed to understand its
balance between authenticity and creative reinterpretation. This leads to the following research
questions: 1) Are the characters and plotline from the original Journey to the West still exist
in Black Myth: Wukong, and 2) How Chinese mythology are represented through the game

narratives and character, comparing the original myth to the game.
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Research Objectives

1.To identify key characters and the plotline from Journey to the West in Black Myth:
Wukong.

2.To analyze how Black Myth: Wukong represented Chinese mythology through narratives

and characters by comparing it with the original myth.

Significance of The Study

This study would fill the gap in existing research by examining how Black Myth: Wukong
applies storytelling techniques to reinterpret and modernize Chinese mythology within in-
teractive narratives. It contributes to the academic field by advancing discussions on game
narratology and myth adaptation, particularly in non-Western and culturally specific contexts.
The findings could offer practical value for game developers, narrative designers, and cultural
content creators seeking to integrate traditional culture into global digital platforms. Moreover,
this research highlights the growing role of video games as tools of cultural diplomacy and
soft power, demonstrating how interactive storytelling can enhance the global visibility and

influence of Chinese cultural heritage.

Literature Review
1.Chinese Mythology

Myths have long been understood as narratives that explain fundamental aspects of the
human experience. Traditionally regarded as sacred stories, they recount the actions of gods
or ancestors, offering explanations for the origins of the world and humanity’s role within it.
Beyond entertainment, myths carry essential knowledge about human thought, emotion, and
social structures, providing symbolic frameworks that validate and reinforce cultural norms
across generations (Yang & An, 2008).

In Chinese tradition, the term shen-hua (F%#3&) is commonly translated as “myth” and
closely aligns with the Western concept of sacred narrative. The character shen (F8) refers to
the divine or gods, while hua (3&) means speech or tale, suggesting myths as orally transmitted
stories of higher powers (Birrell, 1999).

However, modern scholars have argued that myths are not strictly confined to sacred or
divine themes. In many traditions, including China’s, myths often extend to the supernatural,
the marvelous, and even the everyday. This broader view is especially relevant when exploring
how Chinese myths are adapted into contemporary media (Yang & An, 2008). Viewed in this
lisht, myths are not static relics, but dynamic narratives shaped by historical and social con-
texts. Their transmission, from ancient oral traditions to modern video games, reflects ongoing
cultural evolution (Yang & An, 2008).
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2.Game narratives

Narrative media are typically defined by plot and storytelling, while non-narrative forms
focus on action without story intent, but in video games this line is often blurred (Majewski,
2003). Games like Tetris lack narrative, while Space Invaders includes minimal context (Eske-
linen, 2001). Non-narrative games emphasize points and action, narrative games reward story
progression (Majewski, 2003). Though games may appear to unify gameplay and story in real
time, narratives often occur in a different temporal frame. Unlike traditional media, games
struggle to manipulate time flexibly, leading to a division between gameplay and cutscenes
(Majewski, 2003).
3.Media Portrayal

Media portrayal refers to the way cultures, ideas, and identities are depicted through vari-
ous forms of media, shaped by ideological perspectives and cultural contexts (Punnahitanond,
2018). Such portrayals influence how audiences interpret visual and narrative messages as well
as symbols embedded in media texts (DeFleur & Plax, 1980). This study explores the cultural
meanings conveyed through the game’s storytelling and visual design, revealing how Chinese
mythology is translated into a contemporary interactive medium.
4.Stuart Hall's Representation Theory

Stuart Hall’s representation theory provides a framework for understanding how media
constructs meaning by connecting culture and symbols through shared codes (Hall et al., 2003).
Hall stated that meaning is actively produced and contested through processes of encoding
by creators and decoding by audiences, based on their cultural backgrounds and experiences.
Signes (2007) emphasizes representation as the construction of reality in media, while Sisler
(2008) highlights how meaning is created through symbolic images and signs. In video games
such as Black Myth: Wukong, cultural and mythical elements are conveyed through visual
design, narrative, sound, and player interaction, which together form a complex text open to
multiple interpretations (Galloway, 2004). Applying Hall’s theory to analyze the Chinese my-
thology encoded and the ways audiences might decode these representations, acknowledging

the dynamic interplay between cultural production and reception.

Methodology

This study employs a qualitative approach using content analysis to investigate how
Black Myth: Wukong represents and reinterprets Chinese mythology. The analysis is guided
by two main objectives: first, to identify the key characters and narrative elements adapted
from Journey to the West; and second, to examine how these mythological components are
reconstructed through the game’s narrative structure and character development. Building on
these objectives, the study adopts a comparative method to explore how Chinese myths are
narratively reimagined in the video game, with a particular focus on character development

and story representation.
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1.Sampling

This content analysis focuses on the AAA video game Black Myth: Wukong, which is widely
recarded as the first Chinese-developed title of its kind to achieve significant international
recognition (Yang, 2024). For this study, a non-commentary full-review gameplay video from
the channel called MKiceAndFire is selected as the sample to avoid the commentary bias and
ensure the narrative continuity. Moreover, the view count on YouTube of this gameplay video
was the highest amongst other gameplay videos at the time of this study. This full-review
gameplay, with a total length of 18 hours, 24 minutes, and 4 seconds, is used as the primary

material to identify key characters and plots within the game.

BLACK MYTH

WIHTKONMC

Figure 1: Screenshot of the full-review gameplay posted on MKiceAndFire’s YouTube channel
Source: MKiceAndFire (2024, August 22).

2.Procedure

This research was conducted in three phases. In the first phase, a content analysis of Black
Myth: Wukong was carried out using a full-length gameplay review video with the highest
view count on YouTube. This phase aimed to identify key characters and main plot points
as presented in the video. To enhance reliability, 30% of the data was cross-checked by a
second coder, an instructor at the school of Communication Arts, ensuring consistency in
interpretation. The second phase focused on a comparative analysis between the game and
the original myth Journey to the West, examining how Black Myth: Wukong represents and
reinterprets mythological characters through narrative structure and character development.
Attention was given to differences in role, tone, symbolic function, and emotional depth. The
third phase explored the storytelling strategies observable in the video content, particularly

character-driven narrative and structural design.



I3

Nsansilmaaansusiay IR 30 aUuil 3 (Augeu - Ay 2569)

Findings

Black Myth: Wukong presents a vast and detailed mythological world, featuring a total of
203 distinct characters. These include 90 minor demons, 55 monster leaders, 26 demon kings,
and 32 other figures such as immortals, deities, and guardians. While many of these charac-
ters are original creations or drawn from broader Chinese folk traditions, a significant portion
are adapted from the classic novel Journey to the West. This chapter focuses specifically on
characters that share direct origins or symbolic parallels with fisures from the original myth.
1.Primary Characters in The Game from The Original Myth

In Black Myth: Wukong, Sun Wukong and the Destined One (FR®FN) are narratively
intertwined, despite being distinct characters. While Wukong is rooted in classical mythology
as the rebellious hero of Journey to the West, the Destined One is a player-driven protago-
nist, original to the game, whose identity and path remain deliberately ambiguous. However,
textual and visual cues throughout the game suggest that the Destined One is not merely a
bystander in Wukong’s story, but a successor, reincarnation, or spiritual inheritor of his legacy.
On the other hand, Destined One possesses skills and spells that are highly similar to those of
Sun Wukong, such as stick techniques, immobilization techniques, copper head and iron arms,
etc., which allows players to experience the same fighting pleasure as Wukong in the game.

The connection is reinforced through shared combat abilities, symbolic imagery (such as
the staff and transformations), and thematic parallels of fate, rebellion, and suffering. Wukong’s
apparent fall or absence positions the Destined One as the new bearer of myth, tasked with
reliving, reinterpreting, or even correcting the path of the legendary Monkey King. This relation-
ship creates a bridge between classical narrative and interactive storytelling, allowing players
to engage with the myth not just as observers, but as participants shaping its future.

According to classical mythology, Zhu Bajie was once the “Marshal Tianpeng” before being
banished to the mortal world due to misconduct. He was later subdued by Sun Wukong at the
Chapter of Gao Lao Zhuang and joined the team. Upon completing the journey, he was granted
the title of “Cleanser of the Altars” (F3*3z= TR =&") by the Buddha. In the original narrative,
especially in the Gao Lao Zhuang chapter, Zhu Bajie is portrayed as a comical, gluttonous, and
lustful figure, symbolizing human weakness and worldly desires. In Black Myth: Wukong, Zhu
Bajie undergoes a significant reinterpretation. His design is grotesque, his personality darker
and more emotionally layered. The traditional humor associated with him is largely removed.
Instead, he is positioned as a multi-functional assistant to the Destined One. He aids the Destined
One (R®FAN) by providing combat support, healing, and strategic tips. Beyond gameplay
mechanics, he also delivers emotional depth, offering stories, praising good performance, and
sarcastically commenting on the player’s failures. Notably, the game introduces a new narra-

tive arc involving Zhu Bajie’s past relationship with a character named Zi Zhuer (88 #KJQ).
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This subplot is a complete departure from the original tale of the Spider Demoness, offering
a more tragic and emotionally charged reinterpretation that adds complexity to his character
and enriches the game’s mythological world-building.

Unlike other core disciples, Sha Wujing does not explicitly appear in the storyline of Black
Myth: Wukong. In Journey to the West, he is portrayed as calm, loyal, and morally grounded,
a stabilizing force within the group. His absence in the game may reflect a narrative decision
to focus on more emotionally volatile characters like Wukong and Bajie to link to the myth. It
could also suggest a thematic shift away from collective harmony toward individual struggle,
aligning with the game’s darker, more introspective tone.

In terms of Tang Seng (J& = 3X), In the original Journey to the West, Tang Sanzang leads
the spiritual journey to retrieve the scriptures, serving as the moral and narrative anchor of
the tale. However, in Black Myth: Wukong, this traditional narrative structure is subverted,
Tang Sanzang does not appear directly, and the focus shifts from spiritual pilgrimage to mythic
fragmentation and recovery. The game introduces a new storyline: after becoming a Buddha,
Sun Wukong rejects celestial constraints and returns to Mount Huaguo, with Tang Sanzang re-
signing his post to support him. This rebellion provokes divine retaliation, leading to Wukong’s
defeat and the scattering of his soul. This repositions the classic narrative from a journey of
enlightenment to one of resurrection and identity reconstruction, placing the player at the
center of a myth retold through loss, conflict, and agency.
2.Secondary Characters in The Game from The Original Myth

Hei Feng Da Wang (Black Wind King), also known as Hei Xiong Guai (Black Bear Demon)
in the original text, was a thief who stole Guanyin’s cassock out of greed and was ultimately
subdued and converted. In Black Myth: Wukong, he is visually redesigned with imposing ar-
mor and beast-like features, no longer just a petty thief but a formidable guardian of Black
Wind Mountain. The game elevates his function from a minor antagonist to a regional boss
with symbolic control over the theme of “spiritual theft” and corrupted guardianship, thus
embedding a stronger moral and existential dimension to his character.

Huang Feng Da Wang (Yellow Wind King), In Journey to the West, is a minor role, a yel-
low-furred weasel spirit who blinds Tang seng with poisonous wind and is quickly subdued. His
role is brief, and the narrative treats him as a disruptive but ultimately insignificant figure. In
Black Myth: Wukong, he is reimagined as “Huang Feng Da Sheng,” a powerful elemental being
who once served as a royal advisor after defeating insect demons. He later takes command
of Yellow Wind Ridge, using the destructive “Samadhi Divine Wind.” No longer a single-scene
enemy, he becomes a key boss with political authority and thematic depth. This shift trans-
forms him from a simple moral obstacle into a complex representation of natural power and

fallen heroism, aligning with the game’s darker, more layered narrative tone.
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Hundred-Eyed Daoist adapted from the novel’s Centipede Spirit, appears in Black Myth:
Wukong’s the Webbed Hollow (3 22 5al). In the original Journey to the West, the Hundred-Eyes
Demon is a minor antagonist who attempts to poison Tang Sanzang out of selfish desire for
immortality. His role is brief, and he is ultimately defeated with divine help. In Black Myth:
Wukong, the character is reimagined as a powerful former ally of Sun Wukong who later turns
vengeful. After being betrayed and exiled, he returns with a holy relic and violently attacks
Wukong’s former supporters. This version shifts him from a deceptive trickster to a tragic and
vengeful figure, adding emotional depth and aligning with the game’s darker, morally complex
narrative tone.

Hong Hai Er or Red Boy (EL.3&JQ), in the original Journey to the West, is depicted as the
spoiled and arrogant son of the Bull Demon King (4FBZ ZE.) and Princess Iron Fan (BKJ59
). He uses deception to capture Tang Seng and often bullies local deities, embodying
youthful rebellion and impulsiveness. After being defeated by Sun Wukong, he is subdued and
eventually becomes a disciple of Guanyin. In Black Myth: Wukong, Red Boy is reimagined as a
more tragic and emotionally conflicted character. Born from Princess Iron Fan under coercive
circumstances and estranged from his father, he harbors deep resentment toward both his
family and the Heavenly Court. His refusal to lend the fan to Sun Wukong and the resulting
conflict led to his physical defeat and emotional rupture with his mother. Later, disillusioned
even under Guanyin’s guidance, he chooses to leave and seeks revenge against Wukong, no
longer as a mischievous child, but as a hardened fighter shaped by betrayal and isolation. This
shift transforms Red Boy from a mischievous trickster into a symbol of intergenerational trauma
and unresolved vengeance, aligning with the game’s darker, psychologically driven narrative.

Figures like Erlang Shen, in the original mythology, is portrayed as a righteous and powerful
deity who upholds celestial order and occasionally assists the pilgrimage from a distance. He
represents divine justice, discipline, and heroic strength. In Black Myth: Wukong, however, Erlang
Shen is reimagined as the game’s most formidable antagonist. No longer a distant protector, he
becomes the key enforcer of the Heavenly Court, leading the assault on Mount Huaguo and
ultimately defeating Sun Wukong. This transformation shifts his role from heroic guardian to
oppressive force, symbolizing the corruption or rigidity of divine authority. This stark contrast
reflects the game’s broader theme of power inversion, where divine figures become threats
rather than saviors. Erlang Shen’s portrayal invites players to question traditional hierarchies
and explore mythology from the perspective of rebellion and resistance.

Black Myth: Wukong reinterprets both main and secondary characters from Journey to
the West with greater emotional depth and narrative complexity. Sun Wukong is portrayed
as a tragic, introspective warrior, while Zhu Bajie becomes a bitter, fallen figure. The addition

of the Destined One introduces a player-driven character that inherits and reshapes myth.
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3.Narratives Representation

Black Myth: Wukong is structured around six chapters: Black Wind Mountain (F&301l),
Yellow Wind Ridge (B &%) The New West (ANBER), The Webbed Hollow (# 22 3)),
Flaming Mountains (RX& 1), and Mount Huaguo (F&5111), each drawing inspiration from
and reinterpreting scenes from the classic novel Journey to the West.

Black Wind Mountain (F&JL1L), in the original myth, chapters 16-17, the Black Bear De-
mon steals a sacred cassock from Tang Sanzang, serving as a light-hearted tale of greed and
redemption. In the game, transforms this figure into Hei Feng Da Wang, a solemn, armored
guardian haunting a decaying temple. Here, the original theme of theft is reinterpreted as
spiritual collapse what was once a tale of recovery becomes a meditation on lost purpose
and fallen sanctity.

Yellow Wind Ridge (& &%), Chapter 20 in the original myth setting, features a demon
who blinds Tang Sanzang with poisonous wind, only to be defeated through divine interven-
tion. In the game, the ridge becomes a hostile, open battlefield where storms obscure visibility
and the Yellow Wind King commands elemental forces. The story shifts from divine rescue to
chaotic confrontation, transforming spiritual blindness into sensory overload and environmental
danger.

The New West (ANBF R). In the original myth, Journey to the West features several epi-
sodes where Tang Sanzang and his disciples encounter false Buddhas and corrupted Buddhist
kingdoms, such as the tale of the False Western Heaven (TRBE 2R in Chapter 87. In this story,
the pilgrims are deceived by a group of demons posing as enlightened monks who attempt
to usurp the legitimacy of the real Buddhist West. Black Myth: Wukong transforms this satirical
moral lesson into a darker, more symbolic experience. The New West is populated by corrupt-
ed monks and divine impostor figures like the “Monk from the Sea” and other pseudo-holy
bosses, who perform the outer forms of enligchtenment but exude violence and madness.

The Webbed Hollow (L 22 3J)), Chapter 72 of Journey to the West, is a short moral tale
where seductive spider spirits attempt to deceive and eat Tang Sanzang, symbolizing lust and
distraction. Sun Wukong exposes their illusion and defeats them, reinforcing a clear moral
order. In Black Myth: Wukong, Webbed Hollow is reimagined as a dark, horror-infused space
filled with grotesque insectoid bosses like the Scorpion Lord and the Hundred-Eyed Taoist
Master. The theme shifts from temptation to corruption and psychological horror, creating a
more immersive and emotionally intense narrative. This transformation reflects the game’s
move from moral allegory to symbolic and emotional storytelling.

Flaming Mountains (RX& L), The myth of this fiery region explores family conflict be-
tween Red Boy (£L.3ZJU), Princess Iron Fan ($KJ8 2 2E), and the Bull Demon King (4
BLZE). In the game, Red Boy is no longer a mischievous child, but a tragic figure driven by
rage and abandonment. The flames become symbolic of generational trauma, and the battle

is framed not as an allegory but as a deeply personal confrontation with emotional wounds.
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Mount Huaguo (FESR-1L), traditionally the birthplace of Sun Wukong and a symbol of
untamed rebellion, Mount Huaguo is reimagined in the game as a ruined and somber landscape.
Figures such as the Old Monkey and Erlang Shen appear as echoes of a fading mythological past,
suggesting the weight of legacy and the consequences of defiance. Rather than evoking pride,
the setting invites introspection, prompting players to consider what remains when memory,
power, and purpose begin to decay. Notably, the Destined One engages in battle sprites of Sun
Wukoneg. Instead, the narrative shifts toward multiple interpretations and successors, reflecting
a world where myth is fragmented and roles are constantly renegotiated.

These narrative choices reflect modern storytelling trends that emphasize emotional com-
plexity and moral ambiguity. Characters like Sun Wukong, Zhu Bajie, and Red Boy are no longer
one-dimensional archetypes, but reimagined with psychological depth and internal conflict.
Perhaps the most notable narrative invention is the Destined One, a player-driven character
who stands outside the original canon yet embodies its legacy. As an undefined figure, the
Destined One is shaped by player action but linked symbolically to Wukong’s story, sharing
combat abilities, traits, and thematic burdens. This positioning allows the game to explore a
constructivist approach to myth, where meaning is co-created between text and player. The
myth becomes not just something to witness, but something to live through and rewrite.

In doing so, Black Myth: Wukong does not simply retell Journey to the West, it reconstructs
it. Through chapter-based design and character reinterpretation, the game turns ancient legend
into a personal, emotional, and interactive experience, preserving the myth’s essence while

reimagining its meaning for contemporary audiences.

Discussion

Following the concept of media portrayal (Punnahitanond, 2018; DeFleur & Plax, 1980), the
game’s portrayal of Chinese mythology shapes how players interpret and engage with cultural
symbols and stories embedded within digital worlds (Rianto, 2024). By combining goal-oriented
game mechanics (Yang, 2024) and emotionally immersive visuals (Ma, 2025), Black Myth: Wukong
not only entertains but also actively encodes layers of Chinese mythology and philosophy,
constructing a complex representational text.

Applying Stuart Hall’s Representation Theory (Hall et al., 2003), the game’s depiction of
iconic mythological figures such as Sun Wukong, Zhu Bajie, and Red Boy moves beyond fixed,
static symbols toward emotionally nuanced characters shaped by internal conflicts. This re-
flects Hall’s idea that meaning is produced through encoding by creators and subject to varied
decoding by audiences across cultural backgrounds, illustrating how representations in media

are contested and dynamically constructed.
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Each of the game’s six chapters draws from familiar scenes in Journey to the West, yet
reframes them through darker, introspective storytelling. These regions function as symbolic
landscapes of cultural memory, transforming moral parables into emotional narratives that
address identity, power, and belief.

The introduction of the Destined One further localizes myth within interactive experience.
Players are no longer passive observers of Chinese mythology but active participants in reshap-
ing it. Even revered divine figures like Erlang Shen and Maitreya are reimasined with ambiguity,
challenging traditional hierarchies and encouraging critical engagement with inherited narratives.

In doing so, Black Myth: Wukong revitalizes Chinese cultural heritage in a globally accessible
format. It bridges ancient stories with contemporary sensibilities, turning classical mythology
into a playable, emotional, and culturally resonant experience that invites reflection on history,

identity, and the evolving meaning of tradition.

Conclusion
1.Summary of Findings

This study finds that Black Myth: Wukong engages in a complex reinterpretation of classical
Chinese mythology by transforming iconic figures and narrative structures from Journey to the
West into emotionally layered, visually symbolic, and interactive experiences. The game’s
reimagining of characters like Sun Wukong, Zhu Bajie, and Red Boy emphasizes psychological
depth and moral ambiguity, reflecting a broader trend in modern game design that prioritizes
immersive storytelling over traditional didactic functions. Through its six regional chapters, the
game reconstructs mythological spaces not as static backdrops, but as narrative environments
filled with introspection, trauma, and symbolic conflict. Moreover, the introduction of the
player-controlled “Destined One” offers a participatory lens through which myth is no longer
just retold but reshaped.
2.Implication

Black Myth: Wukong is more than a visually impressive game; it’s a powerful example of
how traditional mythology can be reimagined through modern game design. By turning famil-
iar legends into emotionally rich, interactive experiences, the game offers a new model for
cultural storytelling in digital media. For developers, it highlights the value of moving beyond
surface-level references and embracing deeper narrative adaptation. Myths, when treated as
evolving stories rather than fixed symbols, can connect with players on both emotional and
cultural levels. This approach not only enhances player engagement but also creates new

opportunities for sharing cultural heritage with global audiences.
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3.Suggestions

Future research could employ a survey or an interview method to explore how different
player demographics, such as Chinese vs. international players, perceive the reinterpretation
of the mythology which leads to the practical application of game developers to better under-
stand how cultural representations in games are perceived across different cultures, enabling
them to create more authentic and resonant narratives. A cross-game narrative analysis could
be conducted for comparative studies between traditional and in-eame myths, both for Black
Myth: Wukong and other myth-based games (e.g., God of War, Hades) could also reveal how
cultural context shapes myth adaptation across different gaming cultures. Moreover, deeper
interdisciplinary approaches, combining media studies, cultural theory, and game design could
further illuminate how games function not only as entertainment but as evolving platforms of

cultural expression and dialogue.
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Abstract

This research investigates how community enterprises in northeastern Thailand operate, the
obstacles they encounter, and the types of support they require, with the aim of identifying
practical ways to guide them toward becoming social enterprises. To achieve this, the study
adopts an integrated methodology, combining a quantitative SWOT analysis with the TOWS
Matrix Approach and qualitative insights gathered through focus group discussions. The TOWS
Matrix serves as a tool to connect internal strengths and weaknesses with external opportuni-
ties and threats, allowing strategies to be shaped in a more targeted and actionable manner.

The analysis highlights three key directions for fostering social enterprise opportunities.
First, Internal Transformation: refining the organization’s vision, policies, and strategies to reflect
social enterprise values, ensuring alisnment with relevant regulations, and reinforcing financial
management and communication practices. Second, Governance and Cooperation: maintaining
active engagement with regulatory bodies, keeping abreast of policy updates, securing funding
and marketing assistance, and forming collaborations with educational institutions. Third, Private
Networking: developing partnerships to expand market access, drawing support from public
organizations, and tapping into private sector resources to strengthen competitiveness.

Keywords: social enterprise, community enterprise, SWOT analysis, TOWS Matrix
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Introduction

Under Thailand’s Social Enterprise Act (2019), a social enterprise is legally defined as a juristic
entity established under Thai law to engage in the production or distribution of goods and ser-
vices, with the primary aim of achieving social objectives. These organizations act as important
mechanisms for addressing societal and environmental challenges while complementing the
work of government agencies. Internationally, countries such as the United Kingdom, Canada,
and Singapore have recognized the strategic significance of social enterprises by implementing
supportive policies and financial frameworks to encourage their growth and sustainability.

In the Thai context, the government has introduced a range of measures to foster the
development of social enterprises. The Revenue Department provides tax incentives, including
deductions for investments and donations to registered social enterprises, while organizations
that reinvest profits—rather than distributing dividends—may qualify for corporate income
tax exemptions. The Securities and Exchange Commission (SEC) also permits certified social
enterprises to raise public capital without adhering to conventional regulatory requirements
(Social Enterprise Promotion Office, 2023).

Social enterprises are a prominent concept that pursues profitability while embedding social
objectives, yet they face persistent challenges with scaling operations and securing adequate
financing. In Thailand, there is a high concentration of small, agricultural-focused community
enterprises in the Northeastern region, reflecting a strong grassroots economic base. However,
these businesses are hampered by a lack of comprehensive planning, limited access to fund-
ing and technology, and weak marketing and sustainability practices. The region’s economic
vulnerability is further exacerbated by low household incomes compared to the national
average and high susceptibility to market fluctuations. Recognizing these challenges, various
governmental and non-governmental initiatives have targeted this region, making it a strategic

location for research into transformation pathways toward sustainable social enterprise models.

Literature Review

Strategic preparedness is a critical factor enabling organizations to anticipate and respond
effectively to emerging business opportunities. The capacity to make informed strategic decisions
directly influences an organization’s survival, competitiveness, and overall performance out-
comes (Rugman & Verbeke, 2002). Among the various analytical tools available, SWOT analysis
has retained its prominence for decades. It provides a structured method to examine internal
strengths and weaknesses alongside external opportunities and threats, offering a foundation
for strategic formulation (Fitriani, 2022; Punt, 2017; Zakeri et al,, 2019). This tool has been
widely adopted in both academic research and managerial practice to assess organizational

positioning and support decision-making processes (Rozmi et al., 2018; Benzaghta et al., 2021).
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However, effective management of social enterprises requires more than situational analysis; it
demands a comprehensive understanding of organizational theories tailored to hybrid models
that integrate social and commercial goals. The Triple Bottom Line (TBL) framework (Elkington,
1997) offers one such perspective, emphasizing the balanced pursuit of economic profitability,
social equity, and environmental stewardship. Similarly, Creating Shared Value (CSV) theory
(Porter & Kramer, 2011) highlights the potential for businesses to generate economic value in
ways that also produce value for society, a principle that underpins many social enterprise
strategies. Recent research also provides insights into the complexities of managing social en-
terprises. Doherty et al. (2014) describe them as hybrid organizations that face inherent tensions
between their dual missions, requiring innovative governance and performance measurement
systems. Haugh (2005) emphasizes the need for context-specific management practices, es-
pecially in resource-constrained environments. Mair and Marti (2006) further argue that the
success of social entrepreneurship depends on the ability to mobilize resources creatively and

adapt business models to local conditions.

Objective
1. To study SWOT-TOWS of community enterprises in the northeastern region of Thailand.
2. To study the guidelines for creating opportunities for community enterprises to become

social enterprises in the northeastern region of Thailand.

Conceptual Framework

How to Create Social Enterprise Opportunities for Community Enterprises
in the Northeastern of Thailand? A SWOT-TOWS Approach

SWOT Analysis TOWS Matrix
1. Strengths (S) 1. 50 Strategy
2 Weakness (W) — 2. ST Strategy
3. Opportunities (O) 3. WO Strategy
4. Threats (T)
a. WT Strategy

L 2

Guideline of Social Enterprise Opportunities for Community Enterprises in the Northeastern of Thailand

Figure 1. Conceptual Framework

Methodology
The methodology comprises a theoretical and methodological framework, along with
data collection and implementation procedures. This approach is grounded in three distinct

methods

©,
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3.1 In the first phase, a qualitative research approach was employed through in-depth in-
terviews with a purposive sample of 15 participants, comprising academics (n = 5), government
officials (n = 5), and social enterprise operators (n = 5). The selection of these participants
was based on their direct expertise. Findings from Phase 1 were further utilized to formulate
specific survey questions for the second phase of the study, which employed a quantitative
research design. The content analysis results were systematically transformed into questionnaire
items, ensuring that the quantitative instrument was grounded in empirically derived qualita-
tive insights. These generated questions are presented in the tables reporting the quantitative
research findings.

3.2 Second, quantitative research involved the creation of a questionnaire to collect data
from community enterprises in the northeastern region of Thailand. The sample size was
determined using Yamane’s formula for a finite population (Yamane, 1973). The population
consisted of 42,044 individuals, with the confidence level set at 95%, yielding a total of 395
participants. To facilitate analysis, the sample size was rounded up to 400 participants. A
probability sampling method was employed, whereby community enterprises were randomly
selected to meet the required sample size. The questionnaire has a total of 3 parts as fol-
lows.  Part 1. The operations of community enterprises. Part 2. The level of strengths and
weaknesses in the operations of community enterprises in the northeastern region of Thailand.
The nature of the questionnaire is a rating scale (Rating Scale) according to the Osgood Meth-
od, which has criteria for determining the weight of the evaluation as follows: The weakest
point is determined at -2, The weak point is determined at -1, Unsure is determined at 0,
The strength point is determined at 1, and The most Strengths point is determined at 2. And
Part 3. The level of opportunities and threats in the operations of community enterprises in
the northeastern region of Thailand. The nature of the questionnaire is a rating scale (Rating
Scale) according to the Osgood Method, which has criteria for determining the weight of the
evaluation as follows: Too much threats are determined at -2, Have threats are determined
at -1, No effect is determined at 0, Have opportunities are determined at 1, Have the most
opportunities are determined at 2.

3.3 The qualitative research involved the strategies which were presented using TOWS
analysis, and guidelines for creating social enterprise opportunities for community enterprises
in the northeastern region of Thailand were developed. For the strategy development phase,
a purposive sampling technique was employed to select 15 key informants for participation
in a focus group discussion. Such an approach enhances the validity and richness of the data,
enabling the formulation of strategic recommendations that are both evidence-based and

contextually relevant to the Northeastern region of Thailand.
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Results

1. Most community enterprises are formally registered as community enterprises and pri-
marily engage in agricultural activities, such as cultivation, fishing, and livestock farming. The
majority have been operating for less than five years and have generally not achieved financial
success in line with their established goals.

2. The results of the analysis of internal factors of the opportunities to become social
enterprises are shown in Table 1. (-1.001 to -2.000 is a weakest, -0.001 to -1.000 is weak, 0.000
neither is it a strength or a weakness, 0.001 to 1.000 is strength, and 1.001 to 2.000 is the most
Strengths)

Table 1. The mean and standard deviation of the internal factor. (n=400)

Internal Factors X Meaning

1. Flexibility of rules and internal management methods of community enterprises 0.16  Strength

2. Community enterprises have social and cultural capital that helps them become -0.25 Weakness
SE.

3. Community enterprises are not legal entities. Therefore, does not receive -0.75 Weakness

support from the government and private sectors.
4. Community enterprises do not have legal entity status and therefore do not -0.87 Weakness

receive benefits in the name of a legal entity.

5. Community enterprise members have knowledge Management ability when -0.70  Weakness
being an SE
6. Community enterprises have knowledge of accounting and financial systems -0.95 Weakness

when they are SE.
7. Community enterprises have the ability to use online systems to communicate -0.62 Weakness

with consumers and investors.

8. Community enterprises have tools and equipment ready to become SE. -0.72  Weakness

9. Community enterprises have the ability to create advertising media for selling -0.52  Weakness
products.

10. Members are knowledgeable about the benefits of changing status to SE. -0.65 Weakness

11. SE is an organization that can generate profits. and give back to society and the -0.62 Weakness
community.

12. Community enterprises have sufficient capital to operate in the SE. -0.74  Weakness

3. The results of the analysis of external factors of the opportunities to become social
enterprises are shown in Table 2. (-1.001 to -2.000 is the most threatening, -0.001 to -1.000
is threat, 0.000 is neither opportunities nor a threat, 0.001 to 1.000 is opportunities, 1.001 to
2.000 is the most opportunities)
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Table 2. The mean and standard deviation of the external factor. (n=400)

>

External Factors Meaning
1. The government sector supports the establishment of SE. 052 Opportunity
2. Becoming the SE makes it easier to access funding sources. 056 Opportunity
3. Becoming the SE will receive support in sales and product display. 0.12 Opportunity
4. Becoming the SE gives tax benefits. -0.14 Threat
5. Becoming the SE enhances the likelihood of receiving increased financial 087 Opportunity
support from the private sector.
6. Consumers are more popular and patronize products from SE. 1.04 The most
opportunity
7. Advancements in internet technology have significantly increased the 096 Opportunity
accessibility of product advertising to consumers.
8. Becoming the SE will be promoted by higher education institutions in 0.73 Opportunity
product development and marketing.
9. Becoming the SE will receive help from large retailers in bringing products 0.03 Opportunity
for sale in the future.
10. Becoming the SE has an image of playing a role in solving social problems 0.39 Opportunity
in various dimensions in a sustainable way.
11. The competitive business environment gives SE an advantage over other  0.76 Opportunity
types of businesses.
12. Becoming the SE can bring local wisdom to drive the grassroots economy. 1.42 The most
opportunity

The subsequent stage involves presenting strategies as guidelines for fostering social en-
terprise opportunities among community enterprises in the northeastern of Thailand, utilizing
the TOWS Matrix tool. The proactive strategy (SO) entails analyzing strengths and opportunities
to formulate proactive approaches towards transitioning community enterprises into social

enterprises, shown in Table 3.

Table 3. TOWS Matrix: The proactive strategy (SO)

Strength

Opportunity

TOWS (SO)

S1 Flexibility of rules, internal
management methods of

community enterprises

01 The government sector

supports the establishment of SE.

02 Becoming the SE makes it
easier to access funding sources.
03 Becoming the SE will receive
support in sales and product

display.

S101 Gain an in-depth
understanding of government
support programs

$102 Search for loan sources and
apply from financial institutions.
5103 Plan product displays and
sales in collaboration with the

government sector.
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Table 3. TOWS Matrix: The proactive strategy (SO)

Strength

Opportunity

TOWS (SO)

04 Becoming an SE boosts chances
of gaining more private sector
financial support.

05 Consumers are more popular
and patronize products from SE.
06 Advancements in internet
technology have greatly enhanced
consumer access to advertising.
O7 Becoming the SE will be
promoted by higher education
institutions in product
development and marketing.

08 Becoming the SE will receive
help from large retailers in bringing
products for sale in the future.

09 Becoming an SE signifies a
sustainable role in solving
multidimensional social problems.
010 The competitive business
environment gives SE an advantage
over other types of businesses.
011 Becoming the SE can bring
local wisdom to drive the

grassroots economy.

5104 Cooperate with private sector.

5105 Develop products to meet
consumer needs.

5106 Enhance organizational
knowledge, skills for effective use of
marketing communication tools.
$107 Request product
development and marketing from

educational institutions in the area.

5108 Contact to bring products to
sell in the community enterprise
product area.

5109 Create media to showcase
support and promote societal
sustainability.

51010 Bring the strengths of social
enterprises into a vision to drive the
organization.

$1011 Build a community network
for career development, turning

wisdom into income.

The preventive strategy (ST) involves analyzing strengths to address obstacles faced by

community enterprises aspiring to become social enterprises, emphasizing areas needing urgent

improvement and opportunities for transition, shown in Table 4.

Table 4. TOWS Matrix: The preventive strategy (ST)

Strength

Threat

TOWS (ST)

S1 Flexibility of rules and

internal management methods

of community enterprises

T1 Becoming the SE gives tax

benefits.

S1T1 Request special tax privileges
according to the conditions of the

Revenue Department.

The corrective strategies (WO) of weaknesses and opportunities to solve problems and

obstacles in becoming a social enterprise of community enterprises, shown in Table 5.
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Table 5. TOWS Matrix: The corrective strategy (WO)

Weakness

Opportunity

TOWS (WO)

W1 Community enterprises have
social and cultural capital that helps

them become SE.

W2 Community enterprises are not
legal entities. Therefore, does not
receive support from the
government and private sectors.

W3 Community enterprises lack legal
entity status, preventing them from
receiving benefits granted to juristic
persons.

Wd Community enterprise members
have knowledge Management ability

when being an SE

W5 Community enterprises have
knowledge of accounting and

financial systems when they are SE.

W6 Community enterprises have the
ability to use online systems to
communicate with consumers and
investors.

W7 Community enterprises have
tools and equipment ready to

become SE.

W8 Community enterprises have the
ability to create advertising media for

selling products.

W9 Members are knowledgeable
about the benefits of changing status

to SE.

W10 SE is an organization that can
generate profits. and give back to

society and the community.

W11 Community enterprises have
sufficient capital to operate in the

SE.

O1 The government sector
supports the establishment of

SE.

02 Becoming the SE makes it
easier to access funding

sources.

03 Becoming the SE will
receive support in sales and

product display.

04 Becoming the SE enhances
the likelihood of receiving
increased financial support
from the private sector.

OS5 Consumers are more
popular and patronize

products from SE.

06 Advancements in internet
technology have significantly
increased the accessibility of
product advertising.

O7 Becoming the SE will be
promoted by higher education
institutions in product

development and marketing.

08 Becoming the SE will
receive help from large retailers
in bringing products for sale in
the future.

09 Becoming the SE has an
image of playing a role in
solving social problems in
various dimensions.

010 The competitive business
environment gives SE an
advantage over other types of
businesses.

011 Becoming the SE can bring
local wisdom to drive the

grassroots economy.

W101 Develop a comprehensive
understanding of utilizing social
and cultural capital effectively to
establish SE.

W202 To apprise relevant
agencies of the issue and initiate
actions aimed at facilitating
access to funding sources.

W303 Notify the pertinent
department to provide support

for product exhibitions.

W404 Build networks with the
private sector for organizational

management insights.

W505 Enhance accounting
proficiency through Revenue
Department collaboration for
accurate financial records.
W606 Enhance corporate
communication capabilities via

social media platforms.

WT7O7 Forge partnerships with
higher education institutions
dedicated to advancing the
mission of promoting social
enterprises.

W808 Develop the ability to
create advertising media for use
in distribution channels in large
retail stores.

W9Q9 Develop knowledge about
the benefits of being a social

enterprise.

W10010 Define the niche market

W11011 Expand marketing and

sales channels.




‘s o A

Nsasiwmeaansusiad U7 30 atuf 3 (Tueneu - Swial 2569)

The defensive strategy (WT) involves analyzing weaknesses and obstacles to effectively
address challenges encountered in the transition of community enterprises into social enter-

prises, shown in Table 6.

Table 6. TOWS Matrix: The defensive strategy (WT)

Weakness

Threat

TOWS (WT)

W1 Community enterprises have
social and cultural capital that helps
them become SE.

W2 Community enterprises are not

legal entities.

W3 Community enterprises lack legal
entity status, preventing them from
receiving benefits granted to juristic
persons.

W4 Community enterprise members
have knowledge Management ability
when being an SE

W5 Community enterprises have
knowledge of accounting and
financial systems when they are SE.
W6 Community enterprises have the
ability to use online communicate
W7 Community enterprises have
tools ready to become SE.

W8 Community enterprises have the
ability to sell products.

W9 Members are knowledgeable
about the benefits to SE.

W10 SE is an organization that can
generate profits. and give back to
society and the community.

W11 Community enterprises have
sufficient capital to operate in the

SE.

T1 Becoming the SE gives tax

benefits.

W1T1 Transform the organization

into a SE

W2T1 Change the organization to
a social enterprise according to
the Civil and Commercial Code.
W3T1 Transform the organization

into a SE

W4T1 Acquire expertise in

taxation.

W5T1 Develop a manual

outlining accounting standard

W9T1 Provide education to
members regarding tax benefits.
W10T1 Promote a
comprehensive understanding of
accessing special tax privileges.
W11T1 Minimize expenditures
through the utilization of tax

benefits.

Based on the outcomes of the SWOT analysis and TOWS Matrix analysis, strategic decisions

were formulated through a focus group discussion involving invited experts as key informants.
Analysis of the discussion’s content culminated in the development of guidelines aimed at
fostering social enterprise opportunities for community enterprises in the northeastern of

Thailand, which is illustrated in Figure 2.
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Approach 1. Internal Transformation
1. Align the oreanization’s vision, palicy, and mission with the defining
characteristics of social enterprises.
2. Conduct anindepth examination of the regulatary requirements
and legal frameworks goveming social enterprises.
3. Disserninate the established policy across all levels of the
organization.
4. Educate all personnel within the organization about the principles
and advantages of community enterprises.
5. Develop accounting and financial guidelines tailored to the specific
context of social enterprises.
6. Strategize intemal and extemal communication strategies

pertaining to the organization's status as a social enterprise.

Approach 2. Governance Corporative

Guidelines for creating social enterprise

opportunities for community enterprises in the

. 1. Seek guidance from the regulatory agency overseeing social
northeastern of Thailand |——n

enterprises.

2. Stay informed about developments and initiatives aimed at
promoting and supporting social enterprises.

3. Pursue opportunities for funding, marketing, and support for sales
channels.

4. Collaborate with educational institutions dedicated to social
rnissions for knowledge exchange and assistance.

Approach 3 Private Networking

1. Engage in negotiations to foster collaboration and enhance
marketing and sales channels.
2. Seek assistance from public organizations with policies designed

to promote community enterprises.

Figure 2. Guidelines for creating social enterprise opportunities for community enterprises in

the northeastern of Thailand

Discussion

The findings from the quantitative SWOT analysis and qualitative focus group discussions
provide an integrated understanding of the factors influencing the transformation of community
enterprises in northeastern Thailand into social enterprises. By combining both data sources,
three strategic approaches—Internal Transformation, Governance Cooperation, and Private
Networking—emerge as the most viable pathways for achieving sustainable social enterprise
models in this regional context.
1. Internal Transformation

The quantitative results (Table 1) reveal that community enterprises in the region possess
a moderate strength in flexibility of rules and internal management methods (S1, mean =
0.16), which can be leveraged to adapt to social enterprise requirements. However, multiple
internal weaknesses, such as insufficient accounting and financial knowledge (W5, mean = -0.95)
and limited use of online communication tools (W7, mean = -0.72), indicate that substantial

capacity-building is required.
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Qualitative insights from the focus group emphasize the necessity of revising organizational
vision, policies, and strategies to align with social enterprise principles, supported by training
programs to address knowledge gaps. These insights reinforce the Resource-Based View (RBV)
perspective (Barney, 1991), where internal resources—when strengthened—become a basis
for competitive advantage.

Implications: For practitioners, this suggests prioritizing capacity-building initiatives targeting
financial literacy, digital marketing, and social enterprise governance. For policymakers, the
findings underscore the need for targeted support programs that address the specific skill
deficits identified in the quantitative analysis.

2. Governance Cooperation

The SWOT results indicate that several external opportunities are linked to gsovernment
support—such as facilitation in establishing SE status (O1, mean = 0.52), easier access to funding
(02, mean = 0.56), and collaboration with higher education institutions (08, mean = 0.73). The
focus group discussions further highlight the role of government agencies in providing legal
guidance, funding opportunities, and product promotion platforms.

This aligns with Institutional Theory (DiMaggio & Powell, 1983), which suggests that or-
ganizations adapt to formal rules and normative pressures to gain legitimacy. In this context,
active collaboration with regulatory and policy-making bodies ensures compliance and unlocks
resources necessary for transformation.

Implications: For practice, community enterprises should establish structured engagement
mechanisms with relevant agencies to access ongoing policy updates and funding schemes. At
the policy level, results suggest that decentralizing support mechanisms and increasing regional
outreach can accelerate SE adoption in rural areas.

3. Private Business Networking

Quantitative results point to strong opportunities in consumer preference for SE products
(06, mean = 1.04) and leveraging local wisdom to drive the grassroots economy (012, mean =
1.42). Focus group participants emphasized that partnerships with private sector actors—such
as large retailers and social impact investors—are critical for expanding market reach and
strengthening product branding.

This finding resonates with Stakeholder Theory (Freeman, 1984), where building alliances
with diverse stakeholders enhances value creation and resource sharing. It also connects to
the Creating Shared Value (CSV) concept (Porter & Kramer, 2011), in which private—community
collaborations generate mutual social and economic benefits.

Implications: For practitioners, engaging in joint ventures and co-branding initiatives with
private businesses can improve market penetration and brand credibility. For policymakers,
facilitating matchmaking platforms between SEs and private sector partners could amplify the

regional economic impact.
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Overall Implications of the Study : By integrating quantitative and qualitative findings, this
study demonstrates that the transformation of community enterprises into social enterprises
is not solely dependent on strategic planning tools such as SWOT-TOWS, but also requires
alienment with broader social enterprise management theories.

Theoretical Implications: The study enriches the literature by showing how hybrid organiza-
tions in developing economies can adapt strategic tools alongside management frameworks like
RBV, Stakeholder Theory, and Institutional Theory to address dual economic—social missions.
Practical Implications: The three approaches provide a roadmap for enterprise leaders to
systematically address internal gaps, foster institutional partnerships, and build multi-sectoral
networks.

Policy Implications: Policymakers should focus on capacity building, enabling regulatory
environments, and fostering private—public partnerships tailored to the socio-economic realities

of northeastern Thailand.

Recommendation
1. Organizational Transformation

Leadership plays a critical role in defining strategic goals for social enterprise transition.
Organizational structures must be adapted to ensure flexibility and alignment with social en-
terprise principles. Capacity building is essential; therefore, tailored training programs should
be implemented to enhance staff knowledge of social enterprise models and compliance with
legal frameworks. Benchmarking against successful social enterprises allows the organization to
adopt best practices. Additionally, performance should be evaluated using both quantitative
and qualitative indicators to assess progress toward social impact and operational effectiveness.
2. Government Collaboration

Social enterprises benefit significantly from engagement with relevant government agencies.
Key supports include financial assistance under Section 48 of the Social Enterprise Act, tax
incentives according to the Revenue Code, and preferential treatment in public procurement
processes under applicable procurement legislation. These mechanisms foster sustainability
and incentivize broader social innovation.
3. Private Sector Networking

Building networks with private businesses enhances operational capacity and social reach.
Participation in industry events and trade shows facilitates partnerships and knowledge ex-
change. Joining business associations and chambers of commerce provides additional platforms
for collaboration. Collaborative initiatives such as co-branding or sustainability projects foster
mutual value creation. Formal partnership agreements with private firms ensure long-term
cooperation, shared goals, and resource alignment.

Together, these strategies provide a holistic framework for guiding organizations through

their transformation into effective and sustainable social enterprises.



Nsasiwmeaansusiad U7 30 atuf 3 (Tueneu - Swial 2569)

Recommendation for the research future
The guidelines derived from this study should be empirically tested with community en-

terprise operators through research and development studies.

Limitation
This research was conducted and analyzed from the standpoint of community enterprises,
whereby the participants provided self-assessments grounded in their own opinions, judgments,

and direct organizational experiences.
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UNARED
mAToasibjutiunsaeuiansmnisdouisuuuulnidiofiaUssansamlunisiFou
msaeungmnedemnnavilusziugaudnw Tagldeenuuunasiauiinunida (Card Game) Iy
donsFoudiBsuinnssuiinanundnnsBeuiidesn uazunAnnudifeduiionsedunisidmso
neRniAsIeet uarnsudtlmuesdiBou numiadiiaundulsenoudiensa 4 Ussiom léun
niangvEneg NRgIuALEA Nsaunadny uaznisadiininy Tagldguuuumsiauuseendann
sl WiesligiauBeuindnnismanguineriuaanunisaiiaesiiaynuasiiilaie nsUssidy
wafungufieg1eiin@n 30 au wui sadugrsnisnsGeundinisliinuniingenitteuou
oslitsdAyNIeada (t = 10.76, p < .001) W%famﬁzﬂﬁﬂﬁﬂmﬁmmﬁawa’[ﬁmamiﬁaui‘luisﬁuaum
(X = 4.46) Ingiawednuauaun uagnsiidausi (X= 4.68) wamsidedliiud nisaseudanss
nsBsuslugiuuuinunisaansnsadiuisgda duedunisdidausn uasenseduardilaluidion
Adudouldogreiiuszansam JadunuimeddglunsiauiedesiionsSeuiitsaineassd
faenndestugGeulummssuil 21
AdATY : winnssun1sBeus, n1sany, inudiniad, ﬂgmmaﬁamimaﬂuu

Abstract

This study focused on the creation of an innovative learning tool designed to enhance
the teaching and learning of media law and ethics in higher education. A card game was
designed and developed as an innovative medium, integrating principles of active learning
and gamification to foster analytical thinking, problem-solving, and student engagement.
The game consisted of four types of cards—Law, Violation, Penalty, and Judgment—
adapted from a dummy-style card game to simulate real-life legal scenarios in an
enjoyable and accessible manner. An experiment involving 30 university students revealed

that post-test scores were significantly higher than pre-test scores (t = 10.76, p < .001).
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Moreover, students expressed a high level of satisfaction with the learning experience
(X = 4.46), particularly in terms of enjoyment and participation (X = 4.68). The findings suggest
that this card game, as an innovative learning tool, effectively enhances intrinsic motivation,
promotes active participation, and improves understanding of complex legal content. This
research highlights the potential of creative and game-based innovations to elevate learning
quality and align with the needs of 21st century learners.

Keywords: Instructional Innovation, Card Game, Gamification, Media Law
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2. WefnwnadugnsneniseulasUssliuyseansanvaenisidinunminlunsteus

NISNUNIUITTUNTTH

nsfnwngunedeansnasilulssmalneiiunumddydensaunnuaunaseninaaiam
uazausuRnTeuresde luniveamsduasesdvsiainmuesUssrnru nmnedenseunguiaus
$5o9TUUAMANTITRIRNTNTINe W.A. 2560 TUaufansesesuaAfiieides wu nszswdygRonuds
NI Wiz gRnisusznauianisnszaneideswaz Insvial wszsuUyaRnmeunsiaziaviay
wsvsddiRidensnsyieuiadeiuneufiames udsuntyaAlulszuangrungaIyIuas
Uszananguinousiskazded Senseunquiisnisasfindns msviluszany uaznsieuniteya
filsnzay (@innuAngnIsuNIsNgunI, 2564) YAl uayaysnl lyatuanade (2558) asulein
ngminedemavusadunalndalumsiiuguade ielmAnm udusssuuazanusuingeuse
ey M3FeunsasungrinedeasiaruiafeatiunnaiuavinusnsAsdiasg wagn1sdeu
lgamdnnguruneiuanIunN1aiaseeeeliveNa

Tudungufinstens wnAnnsBeusiden (Active Learning) Tasunuaulastnann wse
PaeliFouidwsulunssuunmsGoudiosdnladenidainmniu Imsﬁmuﬁuaq Bonwell Wag
Eison (1991) Aglsfiitudn mﬁumauuﬂgauwuﬁua GNHGHHNEEPR mmimwuwwﬂmmsmm
QLﬂiﬂuMLLauﬂﬂmﬂlﬂﬂﬂ’J’]ﬂ’]iL’iEJuiLLUUUi'ﬁEﬂEJ FeapandasuiinAnidos KAP w’lwmmamwuﬁma
lesfusening 3 fuus Ae ﬁmug NAUAR warngANTIH (Ajzen & Fishbein, 1980) FeeBure e
#suadasyiliimueiifreestu q wWasuuadly wasvilinginssunisuaniseniufsuuag

mulume Wewau Active Learing 11y KAP Model TunisiBeunguane iseuaglasunninug

Badnuavdszaunsalintiglimnuimuiwunfaiignassteng uuneuazasesssu anvidsanunsatn
ruilugnisufiRassldednaiula wenanil KAP Model deasviouliiiunszuiunmsSeusideiies
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wagilnansenudaiunaziu nanfe WegFeuldsy s (Knowledge) inunisinianssuiinainvans
Wiy MIiEwnanga axAsliiAansUTuAsu vimuaf (Attitude) finosinguanglalizesiidloesn
vidolnadh wiiludsiiausadenlosiuiinuszdriuld gavineTauansoonidungingsy (Practice)
ﬁﬁjﬁ'aummiﬂ%ﬂné’ﬂﬂgﬁmaaEimi'mmqmaLLazﬁmwu%’Uﬁmawﬁaﬁaﬂﬂﬁﬁﬁﬂ (Ajzen, 1991)

TundweanszurumsdnnisGoumsasy dvainvanedsalssunsiam warUszndldiiiesn
seuUszAvBawmsGeus uilsdudu Ao M3ouiuuuusses (Lecture-based Learning) fiiiiunis
demaneuiIngaougiFoulans Funduitiufuidnddunivarouiitostalugunig
fdusmvesBoudeSouiivutunisousiBegn (Active Learning) MislgiFeuldasiioufuaass
H1uN1seAUTe Msviaungy vienanssuiiassaniunisal vilvigiSeuainsoaiernnuime
mueanazilaiioniBsd@nunniu (Bonwell & Eison, 1991) Snuuimamils fe nsiEgusLUUTINIe
(Collaborative Learning) FeffFuvihanudungy ouanidsunudniiunazaiiaesdamnuisiuiu
Haduinugnsioas wazmsvhauduiy vasinsFoudiuulidgmidugiu (Problem-Based
Learning: PBL) iiunmsudtlapmiifiaududou vieideslesivanunsaiasehligisoulsiamn
VinwensAndiinszikazmsuitgmediadussuy uaﬂmﬂﬁé’ﬂﬁmsﬁauimﬂﬁiﬁmamiLﬁugm
(Project-Based Learning: PjBL) filvtinAinuesnuuy wazdndulasinisass %ﬂﬁdwa%’ﬂamiyimmﬁ
ANUsNNVaEAanid1Re il

dlefinsannisysanms gamification Whiunszuiunsdnmaeud Bnamatausnden
ToafunalnueanaildednsBandu Wy lunsBouiifsgnannsafinssuuaziuy s19%a ions
dnddfu (leaderboard) LlenszdumsildiusiunisBouiuuuimiieannsasenuuuiansuiy
“nufin” fifFousesendnsiiasei wagmsdoansiftoussathmnediniu dunsouuuuld
Jayyidugiu amnsaeenuuuniainaiidiassanunisaiigvngraneligFeulduilunudeuly
warn1siteuiuuulassnisannsaleiume gamification Tuguiuu “A13Aa (mission)” uay “swdiu
Arudda (level)” ieadansagdlauasinmuitaunmsvesiFou fdu nsdnnmsounisaouly
yanaviadalimstnAniuislaituilafivseiaien uimsysannmsisnsBouiuuuvainvaeiinhe
i uazidenly gamification \unalniaduiflewiuussgdle muayn wasnsdidusnvesiou ne
ewglusginiitiomidutoussnguane Finsdsuiunalninuasnsatisanauiassosly
myvheatnla wasdalenalvESeindn Ains1zit uazdndulameldvunilndidesiuaniunisal
F3dlapgnaliusednsam

Tutund wuaRminudfiadu (Gamification) funumddylumsadoussgdawasiuauaulaly
sBeus runsussgndldnalnveany Wy Azuuuazas sduandI3e eTa uasmsutady Jaanli
AseuAnusegalaniely (intrinsic motivation) warildiusametaseiiie Deterding, Dixon, Khaled uag
Nacke (2011) 85U inuiifaduaninsaains “Ussaumseitaunuagiidousan” luuiummsBeusilals
i danalsiiFounszitoedu uavansuilonlfenuueiu nsih eamification suszgndluinngane
Wy Msadvanunsaihaesilndifssiunsdieds aslialomaligFouldiinmslinssiuasdadulany
winnguane lawil ndainal (Card Game) \Wusheghaesdefisenuuuliiindniuazesdusenavasnndes
fuilem mwmwLﬂuaaﬂmwwmumiljauimﬂgum msfsiaset uagmsvinanudnladond
Fudeuliinetu wiomiiaisussennamsEoudiiaynaumuasiimie (Plass, Homer, & Kinzer, 2015)
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atslsfiny winudfeduaziidofiuinune drenszdunisiidusiuuazasismnuhaulamdandu
Tun1538u (Hamari, Koivisto, & Sarsa, 2014) LLﬁQL%EJuU’NﬂEjiJmmJQLﬂuiﬂﬁ “57978” 1INAINAS
dlaifeornass v30019LAnNTUTsTuTITULSS wagmnnseenuuyliaenadosiuingUszasdnisFeu
SAeonmaaveuruaulaluszezenld dudediinfid ey liun aududouvesnsesnuuuianssy
ANNUANANSAURUNT] UazvinweRdviavesd Sy suudmnuliminsanvenuifnduluuesein
Tnslameginideendunisasioudn wazn1sanideadsdnuinnit n1suredu (Barata et al,, 2013)
Afusndunilsiifinsanlanud ddui

NnnuATeiieates wuin vesanuuazmimnalssumnuaulelugusdeuinnssuiiveuiuyy
maBeuduaradiousagdlaunfiFou fegratu Univin duedy (2569) IdimuAanssunsGouslae
THvesanuduguiieduaiuanuamaidussuuindluinGouison@nndi 4 nansidowui
Ranssuileenuuuiivszdvinings uasgSouiimnuiiansladenisFouilussiunnn aonndesivnuves
AR WAFS (2563) ﬁa@ﬂLLUULLa%W@uU’]LmJﬂiz@WUL%@QiSUUQﬁﬁNﬁUﬁ’]W%UﬁﬂL%‘&Juﬁﬁﬂuﬁﬂw’]
i 4 Fowud wnuiifmutuausadfiunadugrinenseulfesreiifedfy luiueuieatu

Fnmavs Hadiuns (2566) lehauauunfndeszutlumsianminnssuvesanuiion1siSeus Ineuseney

$e 6 Tumen 1Fun Msfinymen g mssyaaups a5 1sRULUY N3MIAaes MAeouNa wawnITHALY
Funeusinanlifisstieaiuesanuiiiomsdousiiusyavinm uiduatuadoinenishnaiisassd
mauidym wazniseenuuuuinnssulvigiauanansaiilusesenliasduuiunnisAinyiuargsna
FadufimmedfuesnisBousluamsseil 21 vaeiluseduanna fonddesausnniuduednenn
mammﬁamﬂ%ui WU NITIATILAUATOY Lee, Chen Wag Huang (2019) fiRnwnavesnsly
ndnnuanaide 26 Bes wuth nunmsadsalunsuinderadugrsnisnisiseuseedtod @y
Tagiamesunnudlawaznsiniiaseit TaegBoulussduuszauuasiioonsuldsunadiiudaiian
uonanifnui inufiidnarmaudsiulinadwsgandsuuuudu 4 Ssasfeuinalnveanuduiiade
dndlunsasnenanisBeus vauxdl Martinez-Ortiz uag Garcia (2020) IdAnwidsdniieafunisesnuuy
m%mLmJLﬁamﬁl,%‘ﬁlui‘luszé’uqmuﬁﬂm Tnedlfidiuinnseenuuui@essuy (systematic design) fiFniledis
foadusznoun om uarsvaumsaivesiiau Wulladeddyiivhlvinudussavinings snidded
spyn nuMdafioanuuuAamMaNTS Game-Based Learning (GBL) laliiesdeiiiausegslanazanny
fawely widduasunsindianest madladonidedn uasmehausufuresinAnwlfegsd
Usydndua

Mudngudsindidlulssmauazenessna Sl vesminuuarnsanuduuinnss
M3Beuiinsands ansaiiuussgdlauasnadugrimansFoulunainuaneivn Faussziuiisoudnu
ufvgaudne naonutisaisUszaumsaimsGeuiiiayn ldmim uazdenleafunisindinges
og9fiszuy Fuimuniiaonadasiuuiuidn Active Learing uazmsdnnsdousifesn lasfina
ffadudunalnvdnivieliBouimdudediinvesnisBounisasunuuidu uazaunsaUszand
anulugnginssusialdosnstulanmeléngau KAP Model dafu naysannisnguanedeansuiayy
Tuguuuuvesniain SadumefivenzaunasiidnoamlumsiannsFouinoulandyGeuly

ANITTEN 21



MsansimAransUsTie U9 30 atufl 3 (Fueneu - Suneu 2569)
NTAULUIAR
INATNUNIUITIUNTTU LNATT UNANLIYINTG WarTgunudTeiineitowine 9 auggide
1H19NKUUNTEUINTINTIIE NS MUANTOULIANNTITL B U INNTIUNTSBUINY VI BFaNS
UIAYUAIENITANLAINING 1

1 a o a & v
wanATsLaTLARTIN BT A1sgaNUUUKanTANUIRnTIIN1S G

e F Y <
1 AVINBHBANTUIATU ANUNILABHITHIATUMIBNITANN

2. wnAnvruaR AN waAnTsu (KAP)

3. ATTUIUNNSIANISISHUNITABY l

4. inudiedu

< A 4 a o v
5. A1SALAY ﬂ']‘iLﬂJ.lLﬂﬂi‘Nl.ﬂ‘il.lﬂ’l‘iL‘iﬂuzﬂ{]m.l"lﬂ

F
dodnsuaty

AINA 1 NFOULUIANINEY

q8M994e

mMsideadatifunsidouasitann (Research and Development: R&D) ﬁﬂaLﬂumia%ﬂﬁami
LszmsvuammmiﬂuﬁﬂLLUUmumﬁmmmummsmsngwmaaaaﬁmasuu IpgliunTzUIUNITBDNLUY
st wezneaedlfifievssdulsyavsamuasdafingnn dumeunsiifiunuusznaude 2 daumdn
lawa (1) Mmsadranunisn uay (2) mimamLwaaﬂmaaqu%mzmmwawdwaagdjLiEJu

1. NMFAEIWNNNITA

AvuAnsaLRUIRRLATFLATIZRL M TnefMuansou Game-Based Learning uay Expe-
riential Learning Lﬁ@iﬁﬁfﬂﬂiimL‘?}ammﬂﬁ’umaé’wa‘ﬂ’ﬁlﬁauiﬁ%ﬂ% WAITIUTINANGRBNATENY YU
doansinavu Evd/guarmiin/unadiny/nsd) T dumhemauiiidunssdumngliuunmis

aanuuulasegiunuuazszuunga lnefvualaswasiunuwuy “dug/dngn” aunsing
M3yAsIIH gruALin — nguane — unadlny—> finnnw (assadendedu) uazdemnia
4 Uszian (ngane/gruanuiie/unadly/ininw) wiesdwvluiieliuszneudu “yaauysal”
mudmnenisiteus

WaIAULLLLNNNISA Tngldnsaruinuinsgiu 63x88 uu. 199 Information Design/Visual
Hierarchy wend-dydnual annsenmsUszanananarlitonuazudu srudilad usmuangning
naiau MmiuliFemgngransuasmelulaBnisfinm (~3 viw) sseaeuarugniosdaiouLay
Wigad wdUSUUTIRLUY

nasauazlulgs Wousuauganan anuen dnnulwEudu wazfeulvauny uddmwan
atulinusimdoudiiode (Tnqusrasd Fsdeutuou wduienisBeud uazdomasvioudin)
wlelyiseivduhluussgndleviud
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2. MenAaRaLiaTANA

elsinundnatuauysalud fAselddudunmeaedifunguiin@nwduau 30 au Tagldnng
onuuUITBuuUNguAY IanoulazvdaEeU (One-group Pretest-Posttest Design) Laosiiofldinra
Usznauieuuunadouradugvsinaou dudmindunnidemiusstlununia uasuuvaeuna
arufiswelavesdidoy admnsvesnismanesadeiilflasdmmosadunn mauidunis
futoyadsusyindidesiuiionmaeummumngan uasUssansamnsinureanuniialuuiun
HespuvindieasviouiuaTesdefiimutuansmiluldldesnamnzay uasfuuslovionis
SyunnSaeu

il fAsemsputninsdenldsndeuitludnvasdinandilifosita 01d msvianguaauey
nsfivmanguiegiadios 30 au aienudululeesiadounsndeuilalannsamunuliimun
Supndmaronunsngluresnuide dafy Naﬁlﬁmﬂmi‘mmaaa@%@ﬁﬁamﬁm’uﬂugmz%ga
L‘ﬁ@ﬁﬁuﬁﬁxﬁauﬁﬁﬁﬂElﬂ’]‘V\PUE]Q%@ﬁﬁ@llﬂlﬂﬂﬂ’j’]ﬂ’lﬁﬁﬁqﬂL‘Tjdﬁ?LMG}ﬁLLﬂuau wazAITNISAnwIsaY
anlagiiinruiafieg widelinisoenuuunmaifeiinauisuiisuiunguaiuauiiofiuain
udefievessanisAnulusuian

3. MeAsIzRdays

ToyanadugrimesnsBeugnihuiieneidoaifnssaun (Auedsuazanudoiuuinnsgmg)
LASNAFBUANAIULANANITENINNBULAENAISEUAIY t-test WUUNGURIDE1FUNUS (Dependent
Samples t-test) vazfinnuiienelavesfFouiiasvisneanads (Mean) uazdnszfuanudfianela
D 5 526y

A3assTNNIsIAE luNy R

nuiTedest \unmAtodieRannuianss uasidnaiuminnuiilelidnaiunsFouinguane
doansunwu Inglinafutoyanfeginnionansing 4 uaziinisvasouiitemanadugns Tnglsidnag
sryfnuvealidnsiteidu wasndumnaesldsumsindaninumdninasinnusens

NAN5I4E

NN999ALUUNISALNLBINIULUIAA Game-Based Learning Ly Experiential Learning Imwﬁé’ﬂ
Idmauariinnsivszsimnumiailiiumly wui Snanvaneguuuy wu ins3suiouile
rdug wsiislal inedulal il insuaniBels inssteidles inusled uasnayll uazUssuam
figauuuazvinuriidaaduunns1aty Wy n3and) M3y NsAnBenagns vonsdeans
Sty 9nnsfiansan wudl inududl Rummy) Sanuesngaunniige Wesandaegldidy
naunuduguazinuuaniaeuli dofddueanudui Ao nsdaaiunisandiuaznisanauny
SnsdaduiifenlulssmalnemnsiudGounte fiteiadentilasasuaznalnvennudud
Wusuwuulumstaunmiainuiionisfeudngrnedomsnary inufuilfdnvasddy fe Wy
g (Matching / Meld-making) fdusiosdauasiislwluusiazseuiioadns “un” vo “Goe” Wasy
Tefithmnefieduiiduidayauysalldnouddu ninuaginuedld Wy msnauwusmiuay

v
=1

sl Mudeandosiumsininueiiasiziidangmune Fadudmnendnvesnisesnuuudell
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MndufAselddiiunsfinu e nsiwssrurmidemanngunefifedestudeasuayy
waznsdoansludenalng sasiedu 11 adu Teun SgoTTuYRLeTIveIANs e WA 2560 (M
avsiasninde) waesulyaRanudanisfiant we. 2550 nsrsadadinnsuseneufanisnszanedes
wazAanITnsviad w.a. 2551 wszswlggRn neunsLagiIaviad we. 2551 wizsUyqRinmens
nsgvheuRafeafunonianes wa. 2560 @iuldly) Usznangmneengn (asifgiueudn
FIuviiulszam) Ussnangraneuniuasndue (msAngiuazin) wessvdnydRavans wa. 2537
nsrs1vdyaRfuaTostoyadiuuana W.e. 2562 N¥II¥MMUANITUTIMSTIINMsTuaaunIsalaniduy
WA, 2548 waznsrssUydAnnusiunniglusretnndng we. 2551 Lﬁ@lé’%@yjammgwmaﬁa 11
atuud fRdelshmnasiuazGouFeaiiednih Huidemamsunmsuaanisaina Tnefmualiinge
sravun 4 Uszinw Téun mdangune nisagiuanuiin ndaunading wagn1dafinnn mMssenuuy
fsnandmdnmsveanuduidslinmsduglwaunssnsfiaenndestu idesandiusungynedivmm
Anuniiianue 11 atu Fagnrimualiinisadiuau 44 luned Tneuuseeniluge 9 av 4 lu usazyn
Usgnouseniianging giuanuiia unasiny wasfinnnw dwsumdeiinnnudu Tdeenuuuld
Hunfeimuiildfidenny Lwiz:mﬁmuﬂiﬁﬁaé’lumLﬁ'aslfi?l,ﬁumi%ﬁwaﬁwé’m%ﬂumm
Tutumeuaniine masﬂmmmiaiﬂua Liemysmmamﬂauma Unadvy LaggIuAuRnl
Arwaenadoaty niomiinsanaIwzauTeaiom Ui Riuivasniia laeideniman
gneelidu nsedu uazldlomnu WeliSouaunsndnlaldie uavannsousnuesnnuuaniisves
quL‘ﬁamLwiasﬂszmwié’a&m%’mwu
namsidsanmsitauuaznaaedliminnuilensGeudngrnedeasinary anmsiesi
Tnssadrsveailommiangune wuh m'%laaﬁaﬂ’1iﬁwiﬁa%ﬁuﬁﬂiz?m%mwﬁ”’ﬂuﬁmﬂﬁaaﬂLL‘UU
wanadnsn1IMIBeus ninnuuszneudie 4 Ussan leun
ndn “nguine” wansuntiydfviedenguunefiiedos
139 “§IUANURA” LLaquﬁﬂiimﬁL‘ﬁﬂﬁdﬂEJLfJummﬁﬂmmgwmsJ
min “unasln” uanslyevnangyneiidonadosiuaauin
nfn “dnnw” Tdun$alanuiissynavesnszuiunsyfisssu
Fernuduitusvesniausazuszinngnesnuuuliaenadesiunsionsanafinunssuiuns
8fsIIU AD IUANLAR —> NOYINE —> Unadlny —> ANINY

nnKNY unaolnu

Weswiniimsus:naufamsnszonuides
urcomsTnsfiag W 2551

2NN 2 Fpg1aNSaNUT 4 Ussvlugaieniv
(V1311 NEUNTODNUUUVDILITE)
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msausiazUssamlasumsesnuuulnglimdnnsesnuuuiiionisiieus (nstructional Design)
wagn1sInesAUsENounW (Visual Hierarchy) Lﬁ@iﬁﬁﬁaummmL‘ﬁﬂﬁ]LLazamﬁﬂLﬁawﬂﬁdﬂﬁu uag
Wledaaiunisiuiuaztisanaszmalyan (Cognitive Load) niausagUsziamgninvusliliinid
Fumnansfuegedaau (Lidwell, Holden, & Butler, 2010) Fail
Ay dmsunianguane - Aefsrutiuasuazanudunmenis
Aimdes dmunidngiunaiie - AefangAnsuiiides
Ao dwdumdaunading - deflanszuaumsdndu
Auns  dwdunidedinnne - defannaninuinveinssuaunisyfsis
giuuumsiay tnuningnesnuuuliiidnvasadenudiudl Tnediauusazauazlssunsalu
$ruaush 1 fu mnduagdeadenniinangmnefifedesiuanunsallung wieksiugiumingu
auiiauaznsaunadlylinsuyn Weglauaunsadnganiialidsa axdeadonldnisamiinnnm
ieeSunetengrneuaznavesnsdndula msutstuazdiduluiduseu 9 (ound) Tnefidusedd
AmudiungrneuagnsinTganunsaiiterhesuuldldinniian susuumaauiitslifeus
amnuAyNAuTULATANTNNE UASdaaiavinuznsAndingied uamsdoamsiBangua

ngn@ninasiay: tnunadangranedasnsanary

o ngmnuuazsisssiudearsnary duns@eulsgiunnuiaduuntygRuas unasine
ot nilwnNa

o difundadl aa Tu

o uwindu 4 Uszm 1dun mdagouminuia nadanguine ndauvading uaznidndRwaAW

o lafieu 4 aurenildiu

o Tnathmnsveanudodngalvdivssnoudrenidnie o Usavlinsy gvhldneudieiiug
wuy

o nuEwdsunuBuanduln weniduaues 7 Tu Mdlwivdeiunesdy wandin 1 Tudunes
#a Bualnefiduiivainnesiitenssiaiedayn winlivuzdosia 1 luiendwluile

=4 ) ‘o - :
13 7 v invdugadiaiifidudayalnldasuniedlaiduasu 30 sau

MWA 3 NYARNINTEUNUNTANGVINEFRaTUIaYY
(M37: HAUNITRBNLUUYDILITE)

mntudaiununsalunasestifunduindnudiuiu 30 au TasnsTasafenuunageunadigns
mansFeutazuuuaeuauauiisnelavesfiFou Tnsuvunaaeunadunvdgnesnuuuludnvue
Hodeuustusiuau 30 o Azuuwiis 30 Azuuy AseungIeirenndastuaslununidn fud 4o
nnefifendes grumnuie uasunadng deaougmifeatugninuliviiousasndaSouitoiioy
WeumsiimuianuivesdiBou namsiasd wuih azuuuedendaSeu (X = 16.83,S.0. = 1.94) g4
nAzLLURAsRouEeY (X = 12.30, S.D. = 2.58) a8l dudAYN19ada (t = 10.76, p < .001) Lansd
nsaRadIMSMIsEeuTidany wenaini Silfuuuaeunuaufionela 15 4o Tuseduanas 5
sz LileUstiliuguueswesFousofanssy saumngiaiiemelalassmeglusesuiinn (X = 4.46)
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Tnglamziumuaunauuwaznsiidnsiu (X = 4.68) deyadinanasiieulyiiugi inunisaliidissdaa
semsifiuuanuiiBengving widaiaussenamsiseuginsyiunisiidusiy uasn1shnliesziliesng
fseansnm

agduazanlsana
1. MsRRNLULLATRAIINANMIANadLaE NN FauinguangReansuaaTy
msfuiunmanaingUszasdiBufunnmsfnuiieneiidemuarlasadauesngranoiay
a%sﬁsimﬁaaW§uaa%1;LﬁaaﬁhaﬂszéwﬁmmwﬁthLﬂuwmamugﬂawmﬁﬁaWMWSQuﬂmeﬁugﬂuU1nﬂuiﬁ
mntuFseenuuununislnglivdnnisesnuuuiioniseud (nstructional Design) mugfumdn
msdnesUsynaunm (Visual Hierarchy) sielnuiruaisny danu wazdilaie
lunisesnuuunin wissziaveandu 4 ngu leun nsangrane (Law), N1sAgIuAIILRAR
(Violation), NMsaunasiny (Penalty) wazn1sndfininy) (Judgment) lnausiaznguiinisiiund
uazdydnualiamnziteliannsnandildie uazaunsminndenlosiudugnnnuiiaonadony
NITUIUNITNNNYAUNY
AmUsenauTasnsagneenkuuliasyioudnwasldauussIUTesngving Wy wilsdenguune
dmsunisanguung QUisﬂWﬂﬁTJm%aﬁaﬂismﬁaﬁwm%ﬁﬂw§mgwuﬂaﬂuﬂﬁ1ﬁauaawawaﬁww%uumaaiww
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Abstract

This study aims to analyze the portrayal of leading characters in Boys’ Love (BL) series
as a reflection of Thai societal norms, focusing on popular Thai BL series available on the
VIU streaming platform. The primary objectives are to explore how these leading characters
embody social values and attitudes, particularly relation to gender diversity within the
context of Thai culture. The research employs a mixed-methods approach, combining qualitative
content analysis of six selected series using character analysis and semiotics, with quantitative
data collection from surveys of Thai audiences who have watched these series.

The research unveils how BL characters act as cultural symbols, communicating meanings
through clothing, gestures, and contextual cues that signify sexual identity and relationships.
The findings highlight audience receptiveness to diverse gender identities and underline the
pivotal role of BL series in reshaping societal narratives towards acceptance and equality. These
insights can guide the strategic development of character portrayals in Thai media, leveraging
the entertainment industry’s soft power potential to project cultural diversity and inclusivity
on a global stage effectively.

Keywords: Image, Values, Norms, boys’ love series
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2020) Fodiatlaziioufnnuuandndlunisadunmdnuaivesiazasminluisdne euazdeaina
Inegidealisenfnundzdnelnglulagtuldasriounmdnual viiedreustdlsveanguyana
NAINUAIUNIUNA 1AETATIZRRIULNAANTIATIZ ARz AT LAY INEN

Tunandufunistiauenimeunididnglneoragnuesindumadaiuilvitunguyaaavain
seyanalunisuanioon wazassnnuidlaludeay ulidemazinsinoglunsouveslusiag
LUUMKLRRL uiETdmeaniiFldtsaneafunsdmiiideruannvatemane Tasawgluuiun
vosTausTvlnefidsnsiadennavesauiunsuasudauuunaivegiamiley

#e8191%U Sotus the Series 2559 nilsludidneiFesusniliiunnuiouegianiisva
fimivmsaevinlimnsdadiuid@dagviouunummedivesiiazas uasdiluuuiuLUUATAS
evgehliwimiudonvesdidndunisndnduliiinnseeniuBeanmidivarnvaslungudva
29 Tnstomglunguauiulvaifidafuarauandieannty uenainid maadisassdiazasdd
fimuinsiuensualiazssensuiaes SudumsnseduliiRnunaununludsnufsifulseiiu
LGBTQ+ Fadufimddalunszuiunsadsanudilanaynssensy

wirdnimnsvanevi deuvBusnifmugvosiniviniseseganan afsfiyad Tunsinng
aménwalveshazasludeinenadslingasiuanunummslisensuimavesny wagnsnanngui
anuvanuamanaeenty widsiiodunalniivaefagaaruaulavests uagnsedulians
ooy mandluingie nsthiauesunseuaTah wazAnmAiIaan enavhlvsLus
ﬂfj:uLﬁmm’mLﬁﬂw%L%ﬂﬁ]ymawadﬂfjuqﬂﬂawmﬂwmsmmwﬂé’ﬁﬂ%ﬁq%u

feunsudndidnelnannsnilugnmensFeanaitludsnilne dddussezen enailug
mawdsuuasilassassvesidemmanelusesduiinietu wihneddidednin uiituiidows
sty deudugnBuiuitddlunssuaunsudswiudseslidan iaassiiiteusintu mside
iRsenndnnnmagieuiiddnenedromfeusetsumedsnilneindnaogdlsuazadrannerls
TwAgu
TngilszasAnsias

1. WeAnwnmanuaivesiasasvdnluidnelne ievhanudlafansiiausuazaumne
fazviournufazasfangn

2. WleAnwamdnwaivesiarasndnludidnelneiinovaussdeiounisdnlne
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NUNIUITTUNTTHN

UUIAANISAATIZNAIALATULUANAR 1B Egri

Egri (2008) waua windesnsidlasazesldodnsintauaranysal sndufosiinneiiazas
Tu 3 fdndn wail

1. fnanmeain Ao msiarsandnuaedidiuldainnieuen wu e 91y JUT9 nihn vina
fif swfedaunnseamsiname feghaty faveasiitisudnuaigduudwvdosounes fazdmwasiens
Aauypdn uazunumvesaiuFedld

2. fiivnedenn Ao Magrindhazasiianiug vionnubuegludsauoendls wu Wumuduluu @
nans g9 viendwesls eldnntesudlu msnwigaides anmaseundndueeisls (Wousl
weie Wudndmin 9a9) Wuiemauiezls Sunummedsruvsenisidlesedsls wazilsatonly
nsthuisuuulvy Wy veusumldeRuiuulvy Huwaserls duvarivelidlafiuguiiaves
fazas uazilifarasgauIIety

3. §An1930INen fis nsilaan ndala visuag o1sual warauAnEluTeIiIaZAT WY A
VZaNZeIU ANURANTI AUNED Auvadiva wieviruaRsedIn FrazAsuNAIIaliaNdUto
wu meuenguisunss uwimeluszun viefleudaudiduiies Suilvifasasififnniuuay
thanlaeu

oUszgndlifudsdnelneludenivia wu ViU vieludeaiife Mazasingnesnuuulsitidnuasy
mBuenanz (wu derh vina 3 Swihmihildu “dyne Awaunsaoonstaitesusinada
UNUIMANLEITLS Wavanueedinuvediiasas W 5n/5u visovutumanaiilaiome n1siinsei
fidsinerAienloafudyyealidususss wu msvaum nsnauthen viedvesanfiudeuluna
915ual Bevilsiffruanansagiu “arwidnnely” ldanarsamlaense ulflsifunaunun

asuAnanudftiUssandldiunsinsgishazaslunneunsdidne deviliamnsnnonsia
aumnefiandaReaiufayasananemee Tludunwanee] ensual wavmsesesadnual
Tuituiidesueadeldetrsnsuiu

WUIAALRY Hal Fischer

Fischer (1977) iiuAatuuaztinifeiiynidnnslinmeneysznoutemnuiiotinssy “dojays”
(signs) Tuu3un¥ausssund Tasanglunu Gay Semiotics Fldiuas Wdeausiane vims & wde
Fageina 4 fvsingluguvund Sldduiivaniesmnudsmeusn wiidy “szuvvesenumng” fign
nAnEuazsousUrutennasBeTansTsu (cultural codes) wwaAnues Fischer donnansiudninen
afelvsivs Barthes iiuindyarliled “Arumnelaeinin” witutuusummadinuuasmsin
Y835Uans (Chandler, 2017) L:ﬁaﬂizqmm‘i‘ﬁﬁ’u%%‘émalmduﬁaﬁ%ﬁa Wy VIU viselgdeaiine 1S
wAsNe a1n MsengAnssuimazasnanatiu “Syee” fidoansunumanuduius warsndneainane
TneiTalsivasindann uazadienuvsngll asvieuunuimuesieddvalunisresessndnualma
wludspusauaiy

a3Uledn wwaRaves Fischer Fslidnenmlunisiliamedn n1swanteanvesiiasastudsdine il
\fieansianFes LLGI'L“ﬁuﬂ’l‘ic‘iE]iadélﬁléjﬂwfﬁﬂi’lu%UUﬁ’iyiyﬁﬁLLNQagljiuﬁaﬂWWLLaSLﬁaWW Tnsanzlude
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Fnagnsaunds
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F3dnelne U 2563-2565 finguarasdiiielnsginisainenseulannnudaiiiensiedoulmmnadaey
Tulsuamadidnelne TnsmsnsesisunnaanFeswesdidnefmeunsseningd 2563 - 2565
§1u 7 Bos waznsiAT1zsimngsu (Discourse) MNUSNMMATIANY Usznauseundunival
drirfunasinuansiweunslude Sy 19 183 wazvoBudntudsdnenueundindugyu 2 voq
NaMsANYINUIINMIEEeesTTdne Felszneudlasades unazas Mazas unszuaunsadie
nseulannnuAaiismsndsulmedsnslulssudndnuainana lasiamnedhdnuaiiuumeinme
uazieietnesnaiiilugnisiendaeiouduluden Tundeuiuiididneluguzdetudisiviaudii
WueFesdielunsidenleauuitlailsuszautigm vieliviunnuddguesssifiunsiadeulmivid
indidusnilunsindeuln Fafenindumsianseulaserm@slunszuiunsaaiusingmansoy
TAs9nuAn vauriiunmadidne fo thuans §iiunisuans masnauvessudniudzdne sadumum
lumsaduanuideieliiumsathenseulassanuailulsaiushdnuaimand ussirdetiesun
amAlunsIaE

nsfnwafeilfuismsidouuunaunau (Mixed Method) Ferufansidoidenuninuasids
Uinal edleneidazas wagvharsidilaunum nasnauimuinisvessnazasdnludidne
$1uu 6 Fas Feldsumulisuuazeglumnamsonsn vuunanladu VIU Tasdidmunnanoiniaay
meluieuueiou wa. 2566 weilldruiunsiienet uasduaneiidomdainnifedenedsd
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Qe gdadFucu

aal

Ussnsiidne fe Qﬁ"ummwaum SEnelvedilasumnuienvuansuiunanody ViU Tu
Usewelve Fslivsuaunvesssanns

nausegsiidnw Ao flvunmeunsdidnelnedildsueuionuuaniudsumanodu viu Tu
Useinelng 1ngasves (Cochran, 1953) ANNTIANALAYB IR T linT UL AYeIUTTYINT
lAruInAIBE1e 385 MBI
sasiafldlunisian

wipsdioflilunafvtoya e

ARETIRUNN

1. wuvieseiidemnmeunddsdne Tngdnseiibomannmeunigsdneilasuauioy
$1uau 6 Foa iehnszideya veuilemvssnmeunitidnesensasiounindnualvssngu
NAINNAENINF

2. wouaeuaufundidne Tnedumamiiieadestunmdnuainuanvanemamesiosnien
Tunsdsen iloneuinguszasddor 1

AqendefFunc

Lﬂﬁ'ﬁaaﬁam‘ﬁumiLﬁmwsawﬁagaﬁm%’umﬁﬁmﬂuuwaaumu (Questionnaire) laeA15919
Famomiierfuluugeuaunmdnvelvesiasasvdnludsdneiiasioumdenludnulve : nsdl
Annnmeunsdsdnglveiilasuaudonuuaniuiamannodu ViU Tnednvasiaiesdioudseenduy
5 dhu ienauingUszasdded 2 il

dil 1 demannieafudeyamly $1uu 5 e fdnvasduuunaaeusens (Checklist)

dwil 2 wuulssfiufeafunmdnuaivesazasdniudidnefiasieusdenludndlve 1
8 oy Hanwazidusnasd@muuuaiAsy (Likert’s Scale) 5 seau

it 3 wuuussdiuRnfudemludsdnefiasiouddenludindlng $1uau 5 fanu Tenwae
WusnesidiuwuuaiAsy (Likert’s Scale) 5 sesiu

dwit 4 wwuussiuRfuguAesil S1uiu 9 fonu Sdnvasidunendunuudiam
(Likert’s Scale) 5 s¥@u

dudi 5 wuuUssdiufisatunsiaunfasasmanludidnelnefiaseunmdnvallaznovauss
parduuvesdnlng S1um 10 Moy Fdnwazduannsduuuudasm (Likert’s Scale) 5 seau
dunawlunsadraeiasiianldlunsdse
mia%ﬁaLr«ﬁ"aaﬁaLﬁa’l‘ﬁumﬂﬁuswmwﬁamﬂ%ﬂﬁ ﬁ i maﬁﬂ,umim’m fatl

X

@

1. maaamLmuaaumﬂmiﬂﬂmmwgLLaummawmEnsum Wetnaddoramvenaiodle
348 Inemsstomauisatuluuaeuanunmdnuaivesasasndnludsdneiiasoumdonludeny
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Tréneiavvieurdenludsaulne: nsdifnnameunsdidnelnedliFuammouuasiudunanrody
VIU dwfunasedddiuglinguiegnsiifidnwazadongudnudiuom 30 au

5. thuuuasunuitlsveasslifugldnguiedeifidnuuzadionduinudiuam 30 au ins g
Apudesiu (Reliability) veauuuse Ui S duUsEAnswaar (Alpha Coefficient) AMuLULT84
AsouLIA nkUUAsUN LT NudetussatululUmnasizifvuall fe faue 0.7 Sulufiod
141 Ailadlld Ao Fnnnuidesiu (Reliability) Tesuutaeuausisy ity 0.920 Tehunamiuay
annsnthuuuasun il AuTayalumhefedneidld (wuasunuatvauysaidmiufudeya
F39sialy)

6. Wwuuaeuanuatuanysaldmsuivioyasioly
nsiiusausantaya

FRBTIAUNIN

nuAsildhmafunumsteyanmeunsTidneuiasdesitldviinisdnden Tnefinyian
UNAIAZATLAZIATIZNAAZAT NULNAAILATIZAMIAZAT LANIUTIATIZRnIRdInen

1. fAfovhmarunmeunsiidne wieufnwuiem uazinisiieseidenesann

2. FvuAlATIANILUUABUNULULINEANAILNTOULAANTITY wagyhnsasiaaeulilel
1598519009 TUANLUVADUD IUATEUARH kaZATWNUUITTAUNTITE

3. {idevesuanagmeunuuasun eV siuTsaziBen Wefideldteyainnisdunivalin
wdshdeyasuinanunfanuiaraiiedeasy

BPREIE 1L

1. fvareUwAYessEIIng | inuaveuwavesszensiideInsds Jseradufuunmeunivie
Frdnelneuu VU ludsemalng (Binsusnudszrnsiuide) taglduunedegie wiiu 385 fegh

2. idondhegns : vhmsduiegsanussrnsiiivunveuwald Tnonsgudegismuaiuazain
(Convenience Sampling)

3. fiudeyaansesn: didegaildunvimsdise vieaeuaudeyaniuinguszasdvesiide
Tneifudoyannedsfignauiiledinszsidoya e lldtoasy vienadwsiiiuustlovirenuide
N5IATISUTaYA

lunsleneideyadifelihdoyauinseitoyalnedduneu fuolui

FRETIRUNN
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Analysis) wazFanuieafuriauniseteludsruaniazasndnnszionuazineien lun1sinss
nauUsEnsTIdeldsumuion 6 Bos filddndenin Welduruuarinssinardansyidsd
MefildFumnufions 6 Bowdr nevstunsuanuuudeuamduA g lFTUTLETANelddennd
4 lu 6 s Fahdeyaildundszneunsiesesinarasy nimndudifeininerdoagiiiiae
NnnguiinsIzsisiazas (Character Analysis) LazuuaAndyinefiszyeglunsounuifnnuise i
Uszneumsaguteya ilevdnoufsnmdnualveanguyanavainuaieymama kun1sdsdneils
Sunnuden muusazBesiilinBusnindne elduteyaiaonadeafufounsdanuudmiei
fudn iy swludsfragldamudnlafiftety Sanmdnuaimumainaenanavesiiazas
anludsdneildTuauion uazdsseloviuinn o auitduiededumataundidildiuami
feslviaenndosiuadousodelnglusuian uazenathlugaudile uaznissensuiinirswnsnn
Betuluninilagtu

PEEE NI

MIIATIERToYaINRUUBUATY (Questionnaire) luNTlinTzidaya@eUiua §ideiiisns
Ffiunsianzideyalaglilusunsudniosy il

1
aad

1. meAnsziideyariluseaianugiu liun Aesas (Percentage) Atads (Mean) Anideauu
11%351U (Standard Deviation)

2. aaamﬂumim@mmwm%qﬁa loun Avlinnudennassiudemainlngnsmanuianang
danAdes (100) wavAaudeiiureawuudeuany (Reliability)

NAN15248

1. fwdnualvessazasudniunmeunsgsdnglve iufazasiammn 6 Bee liud wlunndy
UsgsutinBeu uwdusnn $aihwemws as lasheeswan wazvenzisaiud {iaun 12 fazas
wusuiazasnssion 6 faavas wazmazaTueen 6 fMazas lnediderinisiesizinindnual
Frazasavua 3 g Tiud @unenm sudey wasdudning) wui

oA

1.1 amdnwaldunmenimvesiiazasnsyen dngnaselidumenuiigs yud 7w
oy

q
=

w3813 anaule wionduliyndniigyu Sauduy uasiasesy avvieuliiuisdyinerrfonves

o 1%

danalvefazasnszionlunddumininsiu vaaidur luvaefidazasuiaen dngnasislidume

LY
a o

yjuiigaiud witldugafesninviewindudiazasnszion wienduiline wihGein wasilyadni
134 Rowu nedu avveulidiudsdainemdouvesdsauineluuddumiuiids Aowu

1.2 awdnualdudsauvesiiasasnszien dngnasalilidnvazaesnnundufih duaism
fig1uzime Taseunirilousu uasinrmamsafimslunivesnisaununiuasfivn asvioulvidiud
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1.3 amdnwalinudnine1vesiazasnssien fingnasalidauguy uw wsewsu dudym
TuFeannuin aseuns waznsviau Ivmuedia ety asieuliiuidnineddouvesdenlng
fhazasnsztenlunsmaiumenminfifimsuou sjuiu luvaeiidhasanneientingnairaldelsisnGeanla
yaurs wistgmluBesnudaaluanuin nduduutsesaniunn uaziivimuediia Wundswanlsity
Ausouih awvioulsiiudedainenmieuesdensilnesazasusenlund dumjsiiiimunddd fwdsun

2. nwdnwaiuesazamdnludidnefiazviousdenludeulne : nsdlfnuinmeunididng
Ineildsuamnudsuuuaniuiunaniod VU asidunisiiesgilasnmslinsidodaiinu fngu
fegsieay S1uu 385 A

2.1 HaNFAATIEVENYAUENNUTEYINTAENT USENoUME LA 918 S8AUNISANYY 91TN uay
seldindedaiiow 910 wud Ussrnsiisurunmeunsssdnednilng Wumwends Siuau
155 au Andudosay 40.26 uasfiengind 23 U 41w 108 au Aaidufesas 28.05 fusziuns
Anwwesaunmeunitidnglnedildiummuouuuaniuiumaniesu VIU wui dulvjoglusesiv
nsanwnduseauUSygns s1uau 159 au Andudesay 41.30 uazdwlngiiusvaunisallunisvhau
N3 5 Y $uau 204 au Andufesas 52.99 nSeutudnlwaiiineldraieusewing 20,001-30,000
um S 165 au Andudesay 42.86 famsi 1

AN5199 1 kanTIWIL Sevas vedeyailuvesrunneunsgidnalvenlasuanulonuuaniui
wwanasu VIU laun el 01g seAun1sine Yssaunisalinnu wasselddeiiou

Faganluvasuunmouns@idnelvedildiuanudenvuania  S1uou fon
flauwannadu ViU (Aw) az
LWP
%418 107 27.79
Wi 155 40.26
wanuden/lissy 123 31.95
o1y
o1gshin1 23 9 108 28.05
21g3Enie 24 - 30 Y 95 24.68
2195EnI 9 31 - 35 Y 87 22.60
014 36-40 U 55 14.29
87y 40 T Fuly 40 1039
sEiuNIsAnY
fninatseudnun 66 17.14
ssaufnwn 92 23.90
Y3 159 41.30
Yyayln a9 12.73
Ysyeyen 19 4.94
Uszaumsainisvineu
Fndn 59 204 52.99
5-10% 96 24.94
11-15% 42 10.91
16-20% 29 7.53
1nn3120 U 14 3.64
swidrairou
#1nin 20,000 UM o7 25.19
20,001-30,000 UM 165 42.86
30,001-40,000 U 64 16.62
40,001-50,000 UM 39 10.13

AINN91 50,000 UM 20 5.19
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ar ar @ - . @
amaneaivasiaazasvanludidneiiasvieuddouludsnulne:
nidiAnenmeuniBidnelneildfuanufivauuaniads x s.D.

uwanwasu ViU

1. nmdnuaivasiavamdnludidnefiasieumieuludenuine 456  0.859
2. iewilu@dnoiasfour ol udinylve 423 0772
3. AuAvp e 408 0976
4. psRauazaTanluT A nelne fiasiounndnvaluay
mevaussreAdonvesderulne 426 0917
3% 4 Fu 426  0.898
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amdnwaluazaeuaussielonvesdsaulng Anadewintu 4.26 eglusziuamnuiiuiiinn wavdou
WHenuunasgiu whi 0.917 fuidemluisdnefiastousienludelne fevadewitu 4.23
aglusziunnuiufiung wardrdoauunasgiu whiu 0.772 wagsuanaesiv feadewinfy
1,08 oeflusziuanuiiuiiinn uazdrndoauuannsgiu winiu 0.976 mudeu
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Frdnelvesinldsunsaidiidnuasnamenmiladiendstu Miludugudnualidniimg faun
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Abstract

The objectives of this research are: (1) to study the satisfaction of the audience who are
visually and hearing impaired towards the production innovation of the program “Sueyod-
naksueb” in terms of content and presentation technique, including the provision of audio
description services, sign language interpreter services, and closed captions services of the
program; (2) to study the media literacy of the audience who are visually and hearing impaired
from watching the program”Sueyodnaksueb”; (3) to study the suggestions of the audience who
are visually and hearing impaired towards the program “Sueyodnaksueb”; and (4) to propose
guidelines for developing the quality of variety game show television programs for the visually
impaired and the hearing impaired. This is a quantitative study using a questionnaire as a tool
to collect data from a total sample of 400 people, consisting of 200 visually impaired people
and 200 hearing impaired people. Descriptive statistics were used to analyze the data, including
frequency, percentage, mean, and standard deviation (S.D.), to explain the satisfaction with
the production innovation and media literacy of the sample group.

The research found that: the visually impaired and hearing impaired groups were highly
satisfied with the overall program content, similarly, a satisfaction with the presentation techniques
in both sample groups was high with the overall program, in terms of satisfaction with the audio
descriptions the sample group of visually impaired people, it were highly satisfied; satisfaction
with sign language interpreting services among the hearing impaired people, was at a high level,
satisfaction with the captioning service among the sample group with hearing impairments,
was at a high level, media literacy indicated that both sample groups were highly satisfied.

Both sample groups provided valuable comments and suggestions for the
program, which have been incorporated in proposal guidelines for developing game show
content for the visually impaired and hearing impaired audience in the future. A total of
14 issues were addressed, which can be summarized as follows: Audio descriptions, sign

language interpreters, and closed captions for all types of programs should be provided.
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The quality of background music should also be improved. The quality of the program’s
audio descriptions should be improved. The selection of interesting guest stars should be
considered. The length of the program should be increased. Television programs that offer
audio descriptions, sign language interpreters, and closed captions should be publicized to
the visually impaired and the hearing impaired. The broadcast schedule for programs catering
to the visually impaired and the hearing impaired should be adjusted, when possible to more
convenient time.

Keywords: improving the quality of variety game show TV programs, visually impaired people,

hearing impaired people
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el guarasdiftefnuilafeiiisvinademiudilaviesiienszmdlnevesinvieadien
yadunnguUsTinanNsmdesgeemsu (GCO) Ae warensuile ansgomsueliiand neng
ann Tosnu wazuwisu Inswiusuysnsiuiaudnvasyesgamneasmsnsviesiisrdmiuyads
(Islamic Destination Attributes) A3LASeANEUT (Religiosity) ViFuARfaganagUatene (Attitude
towards Destination) wazALRtlaYioudlen (Intention to Visit) s3u8an15a3esuuaunis
Tnssaafiosduismiuduiusidsam sl uideildudaima Wnguieds
tinvieafleayady 400 A 970 6 Uszina GCC Magviaaiiodlnglutag 3 Weunsuiuuuaeuaiu ns
Tnserdeyaliadf@mssauuasnsiesgiaunisiasasne

amITenUd Fulsanuassman (X = 3.62) firuaf (X= 3.81) uazanudslavioniien
(X = 3.55) agluszusnn vauiifudsaudnuazvesganeUatems (X = 3.11) sglusziutiunans
wuuaesiitauiufianuaonadesiudoyadessdny (Model Fit) aglunamifia (X2 = 173.153,
df = 86, p < 0.001, X2/df = 2.013, GFI = 0.951, RMSEA = 0.050, CFl = 0.983) Inawuin fuus
ANENUIZTRAVINEUAETIAYANILATIFNAL dnanansevirLARLazA Rt laviaaTien
sneiiruafvosineaiienfiavsnamenssdenuddlamviesdierlutssmalnemuiy Tunailld
anunsonensaiviaund Ii¥esay 37 uaswensalanusdlasviondien 1i¥esar 39 maidetliui
Uszimelngnisdaaiumseeniuuuinis uardssiuennuazmniineuaussietinviondieyiyads
TnnBetu ewsuassausiilausrauidnduinsesyaduiifigudnuasians Suavdmwa
somnudilalumaiun swaznmanduindeutivesiinvieafivrangfiniany fusennansesedbu
AdnATy - AudnvazYesgemeUaEMIsieTlsdmIuyaay, AmnuasamaL, Tuafiogn
wNgUa18NNg, mm&y’ﬂamviaqLﬁaaﬂszmﬂ"lma, ﬁm/iauﬁmgaaumﬁuaammﬁ
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Abstract

This research aims to investigate the factors influencing the intention to visit Thailand
among Muslim tourists from the Gulf Cooperation Council (GCC) countries, namely Saudi
Arabia, the United Arab Emirates, Qatar, Kuwait, Oman, and Bahrain. The study focuses on four
variables: Islamic Destination Attributes, Religiosity, Attitude towards Destination, and Intention
to Visit. In addition, it seeks to develop a structural equation model (SEM) to explain the causal
relationships among these variables.

This quantitative research employed a sample of 400 Muslim tourists from the six GCC
countries who had visited Thailand within three months prior to completing the questionnaire.
Data were analyzed using descriptive statistics and structural equation modeling. The findings
revealed that the variables of Religiosity (X = 3.62) , Attitude (X= 3.81), and Intention to Visit
( X = 3.55) were at a high level, while Islamic Destination Attributes (X = 3.11) were at a
moderate level. The developed model demonstrated a good fit with the empirical data (X2 =
173.153, df = 86, p < 0.001, X2/df = 2.013, GFl = 0.951, RMSEA = 0.050, CFI = 0.983). The results
indicated that Islamic Destination Attributes and Religiosity had direct effects on Attitude and
Intention to Visit, while Attitude also had a direct effect on Intention to Visit Thailand. The
model was able to predict Attitude by 37% and Intention to Visit by 39%. The study highlights
that Thailand should enhance the design of services and facilities that cater specifically to
Muslim tourists in order to foster greater confidence and a sense of Muslim-friendly hospitality.
Such improvements would positively influence travel intentions and encourage repeat visits
from Middle Eastern tourists, thereby contributing to the sustainable growth of Thailand’s halal
tourism industry.

Keywords: Islamic Destination Attributes, Religiosity, Attitude towards Destination, Intention to
Visit Thailand, Middle Eastern Muslim Tourists

anutlusuazaudrAaastiom

pRensrEr kU AN Tieafisesinedinisueneetiweiies sislufifvesiununies
Wien 1eldanmsvieniien msdasufuaaion waryarmaasygiaiieailesiunmsieaiies
wiilid Uszndlvedigaudswnunisvieafimanssu ety Ussmelneidugagudnansvesniinie
ez Tuoonidedd arumanvatevemineInsssed Aauiamsssy Ussndiduendnuel
Ssondelusdvesaulne Gaunuwimaeldevsmanduausziudunsvionden Wiauddgyiunis
fnnmsfugmnetaemavesmsviesiienssdulanudsdfnss Tnsazdasitaninisondients
szuu satiuinvisafieanguannm aiamnumainanefumeadiviliaenadeatumiufioansues
tnvieaiilen (unuutiunneldvsmansuni (5) Ussiiunisvieailen (w.a.2561-2580) faduiiszdng
T msfnwieatusureuaUssnstulinasenTineiludo g 9 VOIFIANAIENT 919
uleugseninend Madsunlasessznng wazdwadeanmiasygia (Pourreza et al,, 2021) 91
Adede “The Future of the Global Muslim Populations” 489 Pew Research Center Tul 2011
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mensalienlih Uinmwesmyaulud 2030 wiivssrnadiududosar 26.4 delinmaifisduosng
soriosnnilutiagtu Tnengudssmelugiiaans Tusennans (Middle East) vaslanduduiiuiifign
usheUseIRmansvdnmemauveswyady dedioldindumauniifissnslaniuiieluyiun
audududuansadansosnmauaias uazduiiuiifieniyadu 20% veslanenduog (Koehrsen,
2021) ?mLﬂuﬁwuaummaammLﬁué’uﬁuaawaﬂaﬂﬁmﬁaagiuﬁuﬁmmgﬁmmmi’uaamﬂa'm (Jafari
& Scott, 2014)

Hagtuuszmalnegnimlugamneuaisnanisvienilsvesinveaiiowaaususui 4 veos
Iafﬂ,umimﬂizmﬂﬁhfhi%g%amu (UszmyRgsneseulall, 2566) ImaLawwﬁfﬂviauﬁmmﬂqﬁmﬂ
ngiusennans Fsdiodunguilainsneldgaliiunuseme (G936 esdon uazane, 2564) lutsnou
nsunsszuaveshdaladn-19 (n.a. 2560-2562) Ustimalnedouiuinvieailaduny fusonnans
Yaznin 700,000-870,000 A @319518 A5 mUsEU 50-70 AUV (@815, 2566) WTWIUIzAR
adluthdinginsundszuin wivdsaaunsairdeaendu wuh Susutiveadennngfinaiifsty
agsiidudAgy Tnelut 2567 du1ndis 903,728 Au (NENTHMTHeTLar i, 2567) agslshinnu
mMsduadunsiesiisrdmiunaaanizngy Wy dhvisadieaadunzfusonnans Sinandyaiiy
Fmevanedszns asamemsinarnudlatadefifavinade “anudilalunisfiunie Gravel
intention) SuiAgatesiunsiuinmanuaigarsneuatems (destination image) ARUANYUEAUNS
vieuierflaenndeafundndaans (islamic Destination Attributes) Au@eARBINIITALETI LA
UizaumﬁiﬁmwiadL‘17isn17'imauauaqm’méfadmit,awwuawnagaau (Jalilvand et al., 2012; Beerli &
Martin, 2004) Tngs1umes Liu et al. (2018) St hamdnuaivosganmneuaemsiidufinseyads
fidnsnalaenswerirunfivesinvieadies Feasiouiinnudifyvesnisadisszaunisaldauan
fidosomsdinaulaiuns sl muAdeluefinldfinsiauduusdunisuinmdnuainngduys
Destination Attributes Lﬁaa%mUwqaﬂisumsviauﬁmmamqaﬁu (Battour & Bhatti, 2013; Battour
& Ismai, 2014; Cetin et al., 2014; O’Leary & Deegan, 2005)

aziulan ﬂ’ﬂvianL17immwaéuﬁuﬁ%ﬂwwqaﬂaﬂ'ﬁﬁﬁi’wLﬂuﬁmﬂﬁsv‘l’wmuﬂ'ﬁyﬁﬁaﬁummam
tyAlilufuAssansen Tneddydanidei “WBuyudauilnadsiiowT (e1aa) ifandiided
Tuukuin” Fansew, 2: 168. uth 51) Tnedrhenaailllamnedusiiensusinnewnawhiu
wisAaiamasiuinluyndulveglunsoufimauildsnydfily vldtneailoruyaduiiui
Fatosfauazanudesnisuuuamzivameniieafiuandnninveaiisiluedradulidn
(Rahman, 2017) viail dafluntygluduisdangeiudn “ussndasns ssuslandsiienldlitade
Fe¥nurinanidn 9ndedia q wovane UATVBUAMDARRELIN mnamnsresdvhiuimnd iy
fEnney isedanosmavinumnidduiiousidng meies den itoans uasdnifigniudadeadio
duuenansanss udileldsumnududy tnedldfianzumen waeilldfazidnvouwaudaled Alsd
vile 9 unin wisssdaaeadugnseds swunniawe” (Fansew, 2: 172-173. w1 52) 910
undygAthedu andiulid sanalilldmnedaansludesems niewrdesiuwiniu uddesaluia
daves g mansvhuazngAnssuvesuyedludiaussdiu desdudulumumdnundayeRviamann
ouifogaasendn fufuudr FaTiavosineuiloariuady Jumndslidizduludoansiu

()
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mMsUjuRnundnniseaundaany wu msasvang 5 nan (aswdnnisznsydud) nistiedasalu
Weusengeu (Mssaruanmsiu msiu nsiaw mafimeduius waenisaunnorsuallddsimans
yidoudinseitanistunriniieddu) dedeig 4 weahildeuinansenurengiinsunisvieaiivanayadu

nsEnsRMvienfisuarfmwiisemalngldsmuaulsueduaiunsvieniiondsenanaiiosn
spivgpamnssIvieisddmiuriyadu Inedavhaileuuimemsvieaiisiidaauniensvioaiien
Adufinsronady eaiuanufianela uazasandesuinTiniidandnmasumaudaaty (@i
WAUTBNISUNENTNLRS, 2566) Tl YyadudaTuAisHenszi10sRen (Sared) warBatiomds
Tveamsyosmdundnuranisaniiugin nanisanw1ves Hollinger & Makula (2021) wuin Ussanvu
iumsi'uaaﬂﬂaNLLazLLaw%mmﬁaﬁixﬁummméqmamqqLﬁ'al,ﬁauﬁumamﬁu 9 vaigdl Elmenouar
(2014) 98U AILATIENALITEITLERLTBYENatan1Tdies dinu uariTTinegnedaau ilesan
Aawdaaugnuesindundnuanisisedin wazdruideForfuuriinismouunundsanuny
oty mﬁfv‘f’lmmLsﬁ'ﬂm:ﬁﬁummLﬂ'ﬁ'dmauwm%’ngaaﬁﬁL‘ﬁuﬂisLﬁuﬁﬁﬁiyﬁmmwxadNaimﬂmq
sonsdnauladonanmneUatemnaviouieavesuiyady (Abror et al., 2023)

ﬁaaﬁml,l,axmmﬁﬁﬁgﬁaﬁﬂénlﬁwaﬁuﬁﬂﬁ;ﬁﬁaaﬂa%ﬁﬂmLﬁ'mﬁ’u “FAUUANNTTIATIATS
yniladefiidvswaromudilaviesilorlulssmalnevesyyaduny fusennans” wiednuiuuuuas
thurldlunsnensaiairadunagniidajiRnislunisensedugsiamsvesiismaalulsuinelne
Imaﬁiﬁsiﬁﬁ%ﬂ%mﬁa (Structural Equation Modeling: SEM) uﬂ%LﬁaﬂgaﬂLLazﬁué'udﬂmmaﬁgﬂ
anlumidfeiifaruaenndonaundy uarlaumnzauiesilidnulfsmiels uazanuise
tundiesgiitewaunmseniisivesUssmalng Waenrdestuuiunuazdadeiiddyuesinves
Wewaduny Fusonnans

a

AgUszasArRINIsIat

£ @

1 iflofnwseAuvesiinsmsiuinudnuasveamneansmansvies s iigadnvus
dmiuyadu (slamic Destination Attributes) fudsaansnaseenaun (Religiosity) fudsvirunfise
B UaI8919 (Attitude towards Destination) wazdndsaudslaaviaiien (ntention to visit)
Tudssinalngvesiinvioufleadung Susennany

2 ieAnwdvEnaBsavnuesiuUsnudnyuz v sgneUa eI visaieafidandnuay
dmiuyadu (Islamic Destination Attributes) fuUsanuAsernaun (Religiosity) MwUsvirunfise
AUNIEUA18NY (Attitude towards Destination) fifiomnusilasioadies (ntention to visit) Tu
Usemelngvestinvieaiioiyadung fusennans

3 ifleadsiuuvaumslasiadsesuemudiniusuestafeiidvinaronuitlaniiiel (n-

tention to visit) lutssimelnevesinviosfieyadung Tusennais
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Attitude towards

NUNIUITTUNTTH

Islamic
Destination Attribute

Destination Intention to Travel

91MFIRUNTINes Liu waganzlud 2018 Alsvimsfnwifeiunwdnuaivesaauiiviondion
veganeUaemsfiiduwmawiondiordsdinmsduiunisiiaus vieussuduiusludsiiluiingse
thvieafierrnyaduiiinisinundeufoegnauntendn wuin mwdnualvesanuiivieadisafiduing
ﬁa%wmaﬁuﬁuﬁ%w%wamﬂmiqGiaﬁ’ﬂuﬂﬁﬁmagaamﬁm'aaamﬁifuazﬂﬂﬂémm&gﬂﬁ]ﬁ%mﬂmLﬁaﬂu
anuiifanan meluassanssuléfinsmumussanssudsldfaulandumuusifsrdumssuinm
Snwalinanduys Destination Attributes iWAmLNTY (Battour & Bhatti, 2013; Battour & Ismai, 2014;
Cetin et al,, 2014; O’Leary & Deegan, 2005) 3sdanAdaiuIssainssuves Abror wazanizlud 2020
filsimsinwieatusiuls “eruduiinsdetnviondiersiyedy” Jadusudsussanideniud
Faeafusziuves “gamneUatemsnsvieaiivriiinudnuazdmiuyadn” (slamic Destination
Attributes) uonaniissninssuTes Sudarsona uazANy (2021) WawaT3AINTINYR4 Jalilvand wazAnLY
1ud 2012 IévimsnuAeatuviaund (Attitude) vosinvieaiftsrniyaduiiisvnadeniudilaun
vioafien (Intention to Visit) Tsaenndosiuissainssuves Aji & Muslichah Tud 2020 fild@nwiieaiu
fszaLLUsﬁﬁuﬂﬁﬁﬁGiammé?ﬂﬁ]mvimLﬁawaaﬁﬂviml,ﬁawmgaém Usgneufudaihnssunssusesiudu o
fleBunevideriimsfinw wuih fienuduiusviedidvswaseninsuusgamneUatemansvie il
ﬁﬁ@mﬁﬂwmzﬁm%gaau (Islamic Destination Attributes), ifuA® (Attitude towards destination)
LLazﬂa’m?}’jﬂﬁ]ﬂ,ﬂﬂa&Lﬁm (Intention to visit) (Abror et al., 2023; Solekah et al., 2023; Gannon et
al., 2017; Sobani et al., 2022; Carvalho, 2022; Sudarsono et al., 2021; Lam & Hsu, 2006; Julina et
al., 2021; Sudigdo & Khalifa, 2020; Mursid & Anoraga, 2021) Q’%i’]’a?Ns?]y’aa:uuagmﬁm%mui%’dﬁﬁaﬁ
auuﬁgﬁuﬁ 1 apuanglaamansvaaiaaiiauansusd i uyaanina fasiruaRaag
TnveseyaanAzIuannnae
ANNAFIUT 2 apuanglaavnanisiafinfifiaudnsusdviuysaninasannusslann
Vaufirrasinvauiieysanunsiuaannag

293591799 Sudarsono wazaurlud 2021 SuuenanagldvihnmsnuiRetudulsdiu
FrunRTidmanaruitlaviondien (intention to visit) Tuanuiiviesifisnvesinviesfiensedu
wEdslaFnwnienfufuussesuanuassluman (Religiosity) iensiaaeudninanudunus
fidsuarionnuitlasvieafiendniedinnuanismaaeumuduiusidsanafonmslinseiada
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WU AILUTIZAUANLASIIUAEWT (Religiosity) 5uﬁ§w%waﬂawuﬁmﬁuéL%qawLmﬁiamméﬁu’ﬂam
siouiflen (ntention to visit) luanufiviesiisrvesinviondiormedy n1sAnunillinanisinui
denAdeaiuITTINTIUTes Juliana wazanlud 2023 flddnwsyiuresnnuasdumaun (Religi
osity) filidvEwariamusalauiesdien (intention to visit) luaauiivieaisrvesinviesileyadu
Lﬁua&JmnmLLazLﬁuéhLLﬂiﬁﬁéwﬁwamﬂﬁqﬂmﬁmﬂiimiﬁaLﬁauﬁué’mﬂiﬁu 9 lusuuvauns
Tassadeiildadaty Ussnouturssanssuves Jalasi uay Ambad 1ull 2020 fild@nunsuuuany
duiussyninsmulsanumuszneulumeanuassluaiaun (Religiosity) waguUsiAuaRve?
yady (Attitude) fifidvdwariorudslauvieaiien (Intention to visit) wa¥assuNTINTEY Sobani
wavmnizlud 2022 AfinisAneieatiusnys Islamic Attributes wassauds Religious #ifldnana
sonruslaviondiervestinuieilonnadu (ntention to visit) warliuinisaniufiviendioads
nsuIngdmIuyaRusuamafnynud Vaesiauusiuaasathanadaaunsnensaidyda
Ifegnafidddymeedn wonand dmudn fhssunssuiiferdednmaenssanssuiifinisinm
warliaSunaieatuauduiusidsdvsnasywinanussesurasnuasslumau (Religiosity)
AuviAuA® (Attitude) LagAnuRslaLYieaien (Intention to visit) (Shtudiner et al., 2018; Musa
et al,, 2021; Iranmanesh et al.,, 2018; Hanafiah et al., 2020) ﬁﬁiﬁﬂaﬁlaﬁzﬂauuag’]wﬁuLaﬂﬁﬁd‘ﬁ
ANNAFIUT 3 ANNLATIALNTIRAsaYiAUARTRsTN e EIyEANRTuRaNNAN
auuﬁgwﬁ 4 mwLﬂéamamﬁwaﬁ'mmwé'lgﬂqmvimLﬁ'mmmﬁ'nv'mLﬁﬂqsﬂﬂﬁumﬁuaannmq

waziflesnninssunssumininefifnuifeafudiaund (Attitude) vestinvieafienfidsaredvina
Aennusalanviaafisvesinvieadien (ntention to visit) (Choirisa et al,, 2021; Chung et al., 2015;
Jalilvand et al., 2012; patwary et al., 2021; Zarrad & Debabi, 2015; Huang & Hsu, 2009) LLazr;ﬁff]"&J
IERsaniundriduusirunfvesivieniisaiufiaudenloiufuusaus Tiun fuds
mneUaensnsvioadisaiidandnuurdmiuyadu (slamic Destination Attributes) fauus5edu
ATILIASIFNA (Religiosity) kazsautsauddlaanviandios (intention to visit) sil¥EATeldnan
asraduaunfgrufiaal

ANNRAFIUT 5 ViruaRrasinafisnraysaniinasannuaslanvieuistraayady
AZIUBBNNAN

NIALLUIAANIFIAE

Islamic
Destination Attribute

Attitude towards
Destination

to Travel

Religiosity
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A8AUUNI5IRY

AeiifunsiseBeUsina (Quantitative Research) Tagld33nnsdrsaa (Survey Approach)
LﬁaLﬁumumwﬁa;@L%«?hLaGUmﬂﬂfjmﬁaasiﬁdmuwmiwzgﬁaaqﬁﬂviaqLﬁaagaaumﬂm’;’uaaﬂﬂaw
wioaileovanililuniside fo uuvaeuau BnaBalinaumngandmiunsseyuunlin Miasgd
ToyaUsryInT Uagn15d15IAANNEITUSTENIFILUTHINNTIATIEYIVNeEDA (Li, n.d,; Sarker et al,,
2024; University of Derby, n.d.). nMslgluudiassannisiaseasng (SEM) mungaudmiunsvagou
wuudaemmquiiidudou uaznsrraaeumudiudideiveserineiauy suss Sadurialad iy
maﬁmqﬂizaaﬁmmmiﬁﬂwm%ﬂﬁ (Kaplan, n.d.; Sarker et al., 2024; Wikipedia, 2025).

3.1 UsznsuaznguAIENa

Uszrnsfililunside fe yaeafiduiemaudaniy fdqui ordouaslunadiomensene
Tunginangfueennans nguuseme GCC 31w 6 Useina laun 91gfensele ansgomsuied
5nd nans Auim Teanu wasuniisy Fadugifinginssunevieaiedlutag 3 Weurewhuuvasuay
wanngldsuteyarmansisatuaniuiiviesdledlulssmalne nguusssnsameignidenidesan
mmﬁﬂﬁ’zyﬁLﬁm%ﬂummmmiviaal,ﬁmﬁ'ﬂaﬂ wazAUFeINIITaLssTuazaawAduendnueal
(Battour et al,, 2014)

HRdeiennguiegelagazaIn (Convenience Sampling) fvunuadiegeililunsiasz
qumaaﬂaumﬂmaaiw (SEM) S1uau 400 A Fedenadesfumuugiiives Hair wasanse (2010)
fisgyinunamesafivanzaunsegszning 200 s 400 FogedmiunsiaTIzh SEM wenani
plgseu fnshivAyed (2556) §9nd1231 VAL 300 R waz 500 fadRuin Tun1933eild
mafudeyaiuin 20 ga Wetesiudeyaliasudruviegame vilssiudoyarisdu 420 4
3.2 iAsRNanltlunsiee uuusauanwisaaniily 3 daunan:

A 1: ﬂﬁa;&aﬁ’ﬂﬂmm@mauLmuaaumu ﬂiaUﬂquﬂagaLﬁmﬁ’mwa 818 FEAUNSANY @nUA N
ausa 19w Usemafivingn warselddaiion

&l 2: LuaeuANAnITUNgANsIINiouisvesyady Jelidnvazdneuduvany o
fiadon (Multiple Choice) ﬁu’qszﬁumsi’msﬁauﬂaﬂﬁzmmmﬁmaj’a (Nominal Scale) wagszsun13in
Joyauszinnisesd1du (Ordinal Scale)

AU 3: szduauAnTABIR UL ITaN THun @mé’ﬂwmzﬁumﬁ;wmwm&memiviadLﬁ&l’;
ﬁﬁ@mé’ﬂwmzﬁm%’waﬁu (Istamic Destination Attributes) Imaﬂ‘sz%ﬁmmmmad Liu wasatdy
(2018), Aji wazAn (2020), waw Abror kazAny (2023) sefunnuAniuAETUFWUIATIUAT AW
(Religiosity) IngUszensdainauves Abror kagansy (2021, 2023), El-Menouar (2014), Hassan (2015),
Hassani & Moghavavemi (2020). fuUsviriua@siagnvanglaenia (Attitude towards Destination)
IngUsgniannaIuYes Liu uagany (2018) Wag Sudarsono wazAg (2021). wazdauUsmNela
vioaifien (Intention to visit) Iﬂaﬂizqﬂﬁmm’mmm Liu uazAne (2018), Sudarsono wagAge (2021)
uay Aji uazang (2020). lagldunsiauuu Likert 5 sgdiu

fimsnadeununnveAdodile Tneldnisamadeunuiissmsadailom (Content Validity)
Taegidevey (Lynn, 1986; Rubio et al,, 2003) uagnsaIaeumNITedels (Reliability) Ingldien
dsyAnSusarinmesaseuunn (Cronbach’s Alpha Coefficient) Famansmadeuidesiuain 50 0

)
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U3 A1 Cronbach’s Alpha veniudsgandn 0.70 (Fudsaudnuugyasaaninglaienig
flAn 0.862, AUIATIATAMNSANEYN SR 0.881, TrumRvesinvieafion Sl 0.896, ARl
vieuflgnilan 0.854) %mamﬁmamﬂwﬁaﬁaﬁqq uenanilfadinismmadeunand (Skewness)
uazAAsla (Kurtosis) vesdoya Fseglutaeseming -2 fa 2 puinausives Hair wazansy (2012)
FsfohtoyaiidnualndidssiunisuenuasuniuasanunsnthlUliiinsevisoaduuumsamdnle
3.3 mMaaAszudays fduihdeyasinuuudeuauuniiasizinuingUszasiuazauufigiuues
MAeleeldlusunsumeada

ADALTINTTOUUN (Descriptive Statistics): Lﬁaa%ma%a;gaﬁﬂwmﬁmuquaaumm (Sovay,
anud) warsziunTIAniuesiuUMaN (Aeds, dudeuunnsg)

ADALTIAYNIY (Inferential Statistics): IHuuuTasaun1slasaazi (SEM) Lﬁammaauauuagm
LAZIATIENANFURUSAEIN 5EN IR U S UMY TUSEANY wagANdNTUSTEnIeuYs
Saszuazdudsmy TumeunsiaTIEst SEM

NANISIAE

NANMTATZidNvAsUsENsmanivesinvieafleaduns fusennans wui dnvieadierdiu
Tvgjdumane (59%) donadaaiu Al-Hamarneh uag Steiner (2004) fiszyin MIAuNIINYsEINA
ngFuosnnanainfuerdugiingy Ssavieunnudndulumsesnuuutinsimnzaniunguiinyes
Wienwe nguetgfinusnndign fe 21-30 T (30.75%) Jenssiuunltuvestnviondioaaduulmii
fingAnssunslidinaluladas waraulavszaunisallud 9 faenadosiundnaawn (UNWTO, 2020)
susgld nausegnsaulngegluyig 2,000-5,000 aeaansansy uandsdnenmaunslidne lng
feuuinisfidufinsdedaas wu l5asugIanansen1saLagUuAMLUULENIMA (DinarStandard, 2023)

wamﬁmswﬁﬂ"]Laﬁ's&uaqéfqLLUiﬂﬁ%’ﬁﬂmé’ﬂwmmawwmaﬂmUmqmwiaal,ﬁmﬁﬁﬂmé’wms
dmsuyadu wui Sanedenindu 3.1 egluszduiiunas fuusanuesannmamaunimmiii
3.62 agluszdvunn mLLUWﬂuﬂmaauﬂwaqmmmmaauummaam’mu 3.81 aglusdivann uae
mLLUimmmﬂammaammmaquﬂmaammmnqaammuaaﬂﬂmq ffedewiniu 3,55 eglusziuunn

mamsﬁmmﬁal,wuammﬂﬂiqa%ﬁamﬂmiwummsimﬂﬁuﬁuwudwﬁmmaamﬂﬁaaﬁwﬁayja
Fesyinstaiunsuatmdehunisuiuladuuuiaediiadidumuhediaunauniuses
é"hLmuazumiimqa%ﬁqﬁéﬁ%’dﬁﬁmmﬁuﬁuﬁﬁﬁqﬁ X2 = 173.153, df = 86, p-value = 0.000,X?/ df =
2.013, GFI = 0.951, NFI = 0.966, IFl = 0.983, CFI = 0.983 k@ RMSEA = 0.050 Fagausiinm p-value
tuavsusilesand p-value Tuad@uyu Non-Parametric agnslunsalves Chi-square thiimnals
(Sensitive) slasruauseehalueghan ndsdeiseusuldmniinsanduivdmdulsynounisiiansan
ANNADARABIUBIFLUUANNTSTLATIESS (Bentler et al., 1980; Gefen et al., 2000) agwiulaininan
afnnagoUmLFBRASD AN AT NS UsEL warnNannaIsaunsaagulaiuuuinaes
aumslassadneiidudunisusuud (Adjusted Model) imnuaenadaafudeyaidaszany (Model Fit)
waenUd unansdvinassv e suliiitetunuausfguidiseldfaelingluwuaoniy
Gulumuaiguiifideldfaolilunauig fwielud audnvusvemansUaendaina
mMensereviaunRvesinvioaiisdlaeiidimindvinawiniu 470 fisvduiladdun1eada 0.001
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AudnunzvesyaaneUmenslBvEnaensaeruitlasviesfielasdaiwiindviwawity
283 fisgfutiaddun19adi 0.001 AruASIImaUNTiBvEnannsweAuaRvesinviedien
Tneiidmimindndnawiiu 232 fiszutiuddymneadia 0.001 ARSI IAMAUTIEVENaTNIRSe
serusslanioadielaefiddminaviwawiiu 220 fiszutuddmneada 0.001 Frunfives
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Tesiugnsovay 39

MAA 1 HaNITIATITRLUUTIaRIENN5IATIES19US UL (Adjusted Model) wagilinugennaneiu
Joyalisusydnduanadunziuuinsgiu (Standardized Solution)

a1 wansliduidiiauaenadawesnuusiassaunisiassadieiildmiunisusuud
(Adjusted Model) dianuaannnesiudeyalislsziny Pnefutiaudenndedilduanitang
FaaUlén wuudrassaunslassaisiidudunisusuud (Adjusted Model) imnuaanndasiutoya
BeUszan® waznisuszanaiwsiwesluuusiassiinaniaduiisensuls Fwmised 1
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%2 = 173.153, df = 86, p-value = 0.000, ¥?/ df = 2.013, GFI = 0.951, NFI = 0.966, IFI = 0.983, CFl = 0.983 W@z RMSEA
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aguliiuuuiiassaunisiassaieivmuniu wazlavinisuSuuidmuuudianiuan (Adjusted
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lidesdungrineg 913 38730 maenauszuumsine mstidadalunnazwniiogends nisEen
gnsazmnnegralame omnsenaaidunimsgiu nsusineiidaeu uaznstdulinguune
W3evs druduasunistaiulumann :1uisees El-Menouar (2014) wag Hollinger & Makula (2021)
fudufinnuduudmsaimswesszvvuluns Fusennaauazioninuvile 1eglusiugaiian
lewfisuiuginiedu q shlan KaNTATE i thvieainlvinzuuugwionsufoamauia wu ns
avmnadulsydn nmavdndedefitasendnmaut nslirnuddnyifunisuslnaduideuinis
friunsiusesilddnsondndany uaznisdhiwAanssumemauluguvy falunsazviousen
MangRAnTsIaTe raassmauiluuunveny fusennandliifieaiadestuiitnssy uidaudussuy

a

AlleuvasdenuLazAudnaIewBnanyal Faduudfaziiundlusinssema wanafdmensiuing
FaTAnenumdnmaundaaniliifionuidnuaendemednlanazaine

3. fimunddegamneUanensiiimsiawionlimnzaudulinvieaiiviviyady nanisidenuin
vimunRvesinviondierviyaduny fusennarwieUssmalneegluseduinn Fadumsazvioufimans
Hafeiiintusidussduulovts maentu uardszaumsainssesinviesdien Tasangluriomds
anunsal COVID-19 fimaviaaifleanduaniiug waznquUsEImAnz JuBaNNaI AR UNUINUgIUY
aaavisnfisanuamgs thvisadfisaviyaduainayfusennandliimudfyiueuazainluns
UftRmumdnmaudaain msivsemalngldZunsendndsmnudfnueinainyedy warians
wndoulmdadenisieafisuudanin liandunsialiisuemnsenaa nsaduayulilus
vwiihgaznanarliidsiiedostuueanosed vienseusuniinaulid o Sausssudaaundes
#u Taovngludmisvioadioamdn wu ngame Wedvl gufin vionsed AGudinmslimznsiney
Tandtinvieadisaduniuetisianiies nmdnuaivosssmalngludunisdousuiiougu Ssende
lun3vesaulne uazmnudasnsts Jadusuarfitinvieadivryiyaduainaz Fussnnandrieud iy
Huiiay Aflduddny WewFeuisutugamneuaemslussmadililisgdaau Usemelnesinm
dnualifudszine “fasveyedn” Aflussenavesmsiensnlunnuvanvaieyemauay Juusss
Fsaenndosfunaifofiuansiinvieaiinduiuannidnisumalneg “aanndesiurdoumemaun”
o Bdlundidu dadedu “Ussaumsaiase” vesiinviesfienfinsniBeulssmelnefidu
Fuafuiinsmdsserimunfidun mi%"uimﬂﬂizaumizﬁmqﬁuﬁﬁmﬁﬂa&mﬁwiamidagﬂﬁmﬂa
Beuaniididu emnufeuvesussmalnglungulssimany Tusannansiigetuegaeides saufensd
amemstunssdiuiuann hediunmdnvaivesUssmalnelugiugUssmad “dhiddieuazidila
UsunAuduyadu”

4. mm@?ﬂamviadLﬁaﬂuﬂﬁxmﬁlwwmﬁﬂﬁmLﬁaagaamzi’uaaﬂﬂmn NANNTITYNUN
seiuAnuidlavionellulsemAlnsvestinvieaileayaduny Tusannarsegluszduinn Fafinan
auiula ewifianels wasusegdlodudintefidnvisafisnduiinoussmealneluguzqamnetaems
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Abstract

Technological advances and developments have significantly influenced social changes
and the media landscape. Although the concept of “media” has evolved, ethical problems
in Thai media persist across both new and traditional media platforms, becoming increasingly
complex in the digital era. In this digital era, anyone with access to communication technology
can function as “media,” making media access easier and more convenient while simultane-
ously becoming more difficult to control and monitor. Consequently, effective media regula-
tion requires an integrated hybrid approach emphasizing co-regulation with complementary
measures. These include establishing effective enforcement mechanisms, utilizing artificial
intelligence technologies alongside monitoring networks, fostering an organizational culture of
ethics, developing media literacy, and improving legislation while providing opportunities for all
sectors to participate in genuinely elevating the ethical standards and credibility of Thai media.

Keywords: Media ethics issues, Media regulation, Co-regulation, Media literacy, Social responsibility
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ABSTRACT

The purpose of this research were to (1) study the factors of screen time and number of
followers that affect the cybervictimization of social media users; (2) study the cybervictimization
that affects self-objectification as an online object of a social media user; (3) study cybervic-
timization and self-objectification as objects that affect screen time, the number of followers,
and the self-presentation of social media users; and (4) develop a structural equation model
of factors that influence the self-presentation of social media users. This quantitative research
employed, collecting data through 160 sets of questionnaires from users across various online
platforms. The statistical analysis of the data was conducted using the SPSS and SmartPLS
software packages.

The research findings indicated that screen time and the number of followers directly in-
fluenced cyber victimization. Furthermore, cyber victimization and self-objectification acted as
mediated factors between other variables and social media users’ self-presentation. All these
factors collectively impacted users’ self-presentation both directly and indirectly. Therefore,
social media users should be mindful and recognize their true worth, avoiding comparisons
with others. They should also foster self-esteem that isn’t dependent on follower counts or
external validation.

Keywords: Social Media, Self-Presentation, Self Objectification, Number of Follower, Cyber

Victimization
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Tutlaqiiumalulad “dodann (Social Media)” WHuguuuumsdomsiifunumaeTingauanniy
dodsnuesulatitioifiuanuazminauns fauausanseiusgisiedmaliinimdninddniu
1N wardedsauoaulatvannsnteliaudiedeyare 4 16 1wl 2024 ffl4Fedsnuooulat
yhlanuszana 5.17 fuduau nesseznaniifaulinudedsnuessulatiuszann 143 uiiidetu wiesn 9
2 Hluep3a (Sprout Social, 2024)

nsltaumnRulUgoudaaldoniumn wu siliAnnnziawdald (Social Addiction) %4
wdmanszmuieTneuarinla uwardudositerelfiinlseduias indon auddu warlulwansld
wonmndumslidedauoeulatisnnifuluiliauineglulanvesesulat Tnsoosvhsanlanara
uade elanseulatasvilidauidniisiunn awnsalulasild vieagyheslsild Tudlduise
szfauaule warlimuddyiulansoulatinnnitdsiieogasimin fevinliunufduiusiu
UAAATOUTNY

mstiaueiiLes (Self-Presentation) waznsiUisuiiisunsdsasuudedanuosulatl (Social
Comparison) TutlagiuldfunisAnwegunevnadsmansevuiionaiiviequnimdn Ias Nadkarmi and
Hofman (2012) 5141 enwiearnanudesnismisssnisudaiy AnufeIn1siiauesiesluusdle
fuitugulunmslidedauosulaiBngas mathiauedies Ao nszuiunmsiiyaraneneiumueunioUsy
Wasunminuaivesmuedumenuesdu it B uneaiiuaueslunuuiifesns (Goffman, 2023)
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fiesiliuraieudedsnuooulaifarudiiustussduanuinnfnanedsauiigatu wasanu
tfuflenuesfianas (Twomey & O’Reilly, 2017) Mswaunsameienwes Wy wall (Selfies) wia
MsmeamieaUes FsmseunsamdNsadILyana 019figaUszaALiofDINITNTEENIUIING
dunazifleuanseumagiilalusutes

venniiluthgtiuldiAnguuuugsialnifiiraulaluinsdedsauooula Ssanunsaesungldi
Humsliusslomiannisdiauesian (Self-Presentation) Hutewnaidvia griamaidmsliusnis
Suiudinanetiieaanménuallvgflivsnngiiluanudl vioRanssuiidiosnis Wy aewdsn $1u
oIy viFeBlausdiing 4 Tnefigldlildlusnausie uenanddfimatenogunmauduususiu
Wiothlulnasadduaneivesnuasuunanosusoulal wu duanunsy (nstagram) dwiavaed
I¥mqusrasdifieatns vieusuasunmdnualmadealulanseuladlvhiduiivensu uastindusuen
FaununNufInIsvealld nsfnwves Kelly et al. (2018) mswdayfumsnauundsuvlanesulay
(Cyberbullying) %ﬁﬂﬁlﬁmmmiﬁﬂﬁaamLﬁaw%mﬁwmmmﬁuﬁﬁu wavaulifenalalugusne
vesnupadloifisuiiugussuesynnadu |

Tnggesinanuiandymdiedu Jahlvdnsfinusuuuuanuduiusideanvnvestadenis
Tnamihee Swaudfienu msandumbomdlewes waznsussiiunuaiiouing Ailavswnasie
mMaiauesinuveslidodiny faunsathuansfnulufuuumdlunslifodsauoouladliiin
Uselevistegldon wasiaundimmesnslidessuladiunmslidinussriluiingse
TngiseasAnuias

NAeFesiiiaguszasd 1) deAnwtadunslinamihee Swudfemu AilsvEnadens

anidumbomaluuesveslidediny 2) ilefnuitladonisanilumdendlawes Aifidvswasens
Ussiusuiaiiouinguiulanesulavveslddedsay 3) ilefnwinisandumdensluues wagnns
Usslunuailowinglutadudsihuszwinnisldnaimine Sunudfanu dunisihawednuues
{lidedsnu 0) leWaunduuuannslassaiwvesilads Mlsvsnadensiausinuveslidedeny

NISNUNIUITTUNTTHUALNTALUUIAAIIUIAE

LunAniefunslinamthes (Screen Time) Aanssuiiyanaldaniugunsaluansnaidsia
917 masusulnsviend, msufiRnuihueouiiunes, mslinulnsdmiindeuiivieuriuidn, uaznisiau
o Anssumdidmalinemeeglunzanafussernaiu Sudssnanmandeulminie
fisrin shlvinslimdanuvessrsneegluszdum videlsifinisliwdanuias @i Sumuwu, 2563)

)
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2 uwnAniRgfuduugiinau (Number of Follower) 9Mnflenuves §annu (Follower) fe 4l
dhinnafanaesnsdedsnuesulat (Social Media) doamslatamnanis Instagiufiuwanmledu
ﬁﬁﬁqﬁ%’ummﬁammumnma wu wwdn (Facebook) 18nd (X) 3o Buaniunsu unanwoduimantl
fiterdugAnnuegnaunivats (Cheung, 2014) Wil Suaugiantu (Number of Follower) @15
avvouvausvadazat emsdInuveldildlagnse nanife ?jaﬁﬁi’ﬂmu;ﬁaﬂmmmwmﬁiﬂs Baued
fannsildernenedinuiindrsvnenntuintiu

3.LL‘u’JﬁﬂLLﬁSV]QHﬁLﬁ‘S’JﬁUﬂ’ﬁG}ﬂL‘ﬂum?ja%’ml"ljwa% (Cyber Victimization) msﬁqﬂﬂagﬂmzﬁw
Sunmevioldsuransznudtauniuisnismedidnnseiindviovulanseulat nsndunndsnuisns
wwﬁtﬁﬂmaﬁﬂé Wy MsastamuTinenuneLazyiiiesisne Iwaﬁmmﬁmﬁuwﬁu A9BANUNID
aamm AnaenuLay LLm‘ﬂuﬂuammImalulmuaumm maswwmmamau THluslnavasy vielnan
sUunmvseialelnednsominuyse mmamau MifinausLfLreIsnauLNATRedUsynay
YDUIAUT N1V LLasmmluau@aﬁuaqmuw LLaumamamqummwmLﬂumaawmagmw‘u
i’nﬁﬂzﬂLLUUﬂ?’]MiHLLiQV}’N‘ﬁNmEJLLaS?UGﬂ?ﬂ (Olweus, 1994)

4.LLmﬁmLazmw§Lﬁ'mﬁ’umiﬂizLﬁumumﬁauﬁ’mq (Self-Objectification) m'ﬁﬁqﬂﬂamamazﬁmau
ANANYDIRLLEIAINYAUDIVDIUAARATEUBN Imatﬁuiﬂﬁgﬂé’ﬂwzﬁmﬂuaﬂﬁuaamumuﬂwé’ﬂ wnuitazls
ANUEAYAUANNAR ANUIAN AT m?aﬂzumms‘[,uﬁuﬁﬁq (Fredrickson wag Roberts, 1997)

5.u,m?mLLasmwﬁLﬁaaﬁ’UﬂﬁﬁWLauaﬁmu (Self-Presentation) ﬂi%‘U’JUﬂ’]'ﬁﬁlyﬂﬂawmEJ’]@JF’YJUQ&J
vioufuasunmdnuaivesmuiedlumenivesdu ilelifduneadumueduluuiifiomis wieiile
TrlasuN1SRaUSUTEaUIN warnNsEaNsuUNI9dany (Goffman, 2023)

)
anldiarfiviee

(Screen Time) H10
H1

v

nslavedanu
(Self-
Presentation)

asandumenwlowed | ys | nlmdhmueaiouing |Hs

—
Ha (Cyber victimization) (Self-Objectification)

i He x L

¥

T B

Ineginem ur

(Number of Followers)

AINA 1 NFBULUIAANITIVY

LAgasdauazdddLiunnside

N9398WeUSHN (Quantitative Research) lagldis3duuuun1sd1599 (Survey Research)
MunsLUTIUTINTeyaMLUTABUNA (Questionnaire) Insutseaniiu 2 szoz Ao svosdl 1 dangu
Fuvsiiterimundemanmeswuuaeuay Insnsiianeiesduszneuilsd1aa (Exploratory Factor
Analysis: EFA) Tagldlusunsu SPSS szexdl 2 dsradeyannnguineds ilesmunduaunisluna
Balassafanuuidsaesdeugaunsdiu (Partial Least Square SEM %38 PLS-SEM) lagdaniuusias
Safuiideldmumussanssy feil
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1 Jademslinaminvededinuesulay dswau 3 4o Wawwianmsideaes Caplan (2010)

2. 0adeduugfinniy 291w 3 e WawmnnnsIdees Chivu et al. (2022)

3 Jadumsmnidumidonidlaues $5wau 4 do Wauunainn153deves Longobardi (2020)

4. JafemsUssdliunuaioning 4913 4 9o WamunannsITeves Fredrickson et al. (1998)

5. dadunsthavesauundedeaeaular $5wou ¢ do Wawwnanmsideues Lyu (2016)

N1SNAFRUANNAFIUAILLUUTIA0EUNITTIATIETN (Structural Equation Modeling) tuu
$raesiill 7 fuusieriesndn ffauuUsUsIu (Communalities) aglusdutunansiio 0.5 uat
yiflfudslafisiveranutiesnin 3 4o mmmfcjméhashwza@jﬁ 150 #eena (Hair et al,, 2022) iiie
Jostudeiianann Manannsiivdeyalunmsyssifiunaazmsiesisdt (ise3dduunnguieis
fravun 160 foehs

NANIIAE
HANNSIATIZRANBULlSZINTURINGNAIRENT

UixfmﬂsﬁLfJuﬂfcjmﬁasmﬁwm 160 au dauluniJunendedoay 64.4 uazinavesouas 35.6
Tagengvesnguiegnafionyszming 21 - 26 U fevaz 36.9 1nfign seamn To1gseming 27 - 327
Sowaz 21.9 a'auimy'wmsﬁnm%uqqqmzﬁw%zyzym%‘ Soway 56.3 wazilondmduiniSouain@nw
1nilge Sevay 38.1 sosaan Wuedwninawuie Jovas 37,5 uazseldreiteuanniianegluris
20,001 - 30,000 fegag 30.6 MUY
HANFILATIETING ANTTNNITIF M uRadeanaaulat

woAnssumsliudedsaueeulatveinguinegns wuin naadeilidedsnueeulaviniian
fio 110t 3 alusrietu Fevay 43.1 sesawn fie 2 - 3 Hiluwiotu evar 22.5 SwugfEieenu
isvesiyTdedsnueauladinniian fo 501 - 1000 TayF evay 43.1 509091 Ae 100 — 500 Uiy
Youay 32.5 ueUndinduilinuussdmniuinniian fe Suamunsu (nstagram) Yegag 24.5 5998931
fg wwdn (Facebook) Seeay 23.4

misldnamihaevenguiietng wud nsiufduiusnsdsauesuladinlinguitesiaanuidn
aunglasnnninsiifdiusuuumunhiu Taefeadenniige fe 3.65 sesasnde Wengumetis
lail#audedsrusaulay] ngusegnsinagunudninislidedsnuooulatiegiaue feadvei 3.55
uagaavhede nguiegrsfsiiuiudewniiesmununslidedinmeoulavesiies finaduegi 3.47

Hadednnuginnu wui nduiegizianfidetidedsnuooulativesauesiidiuaugfnay
ity uaznduiednedinfimelaidiotyTdedsauooulavesmuesiisiuiudanuiiuiu Tasdie
WAewinu o 3,59 so%a3n Fo nqushegieidndulasntudetyTdedsmuesulatvesuesiiduay
fRamaiiutu Seaduegi 3.30

Hademsmndumbenslewes wuin nuiegdulnajinslauasusmgd (Comment) vl
Fuesfdnlaiaunela fanedemniign fe 3.49 sesasn A JUnmiSuvRINgUFIDEUEIL
grweunslaglalldsuoygn danadueei 3.28 nquiedraaslauisuluvinduii (Meme) doideu
vudedinuooulay fireduegi 3.06 gavhe fe naufeduaslautsUlUkeUE UasLTYT T
\dvegi 2.66

()
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Hadomsvszdumuaioutng nui dmdnvesamediuansenudeinvesnduiietns fauade
4,04 509091 Ae YwAdadILINY WU B0 197 azlwn TnansznudeTinueanguiiedis Aade
3.77 sUdnuaifigurisgeiinansenudeTinvesnauinetng fade 3.67 wazgaving Ae ANaiNRga
ARLNANTITY (Sex appeal) dnansenusiaTInveenguiing finade 3.28

Hafonsthiauesny nuh nduiegdniluninaslifamesuseguiiierhlifiesgiturieu
flazlnadnmasuudodsnuooulatl flriede 3.94 nguiegiainazufuusi (Retouch) sUamYes
fieufieviligitudeulnadasudedinuesulay feade 3.69 nduiegisinagldueundindy
Uiuussguiiterhlifesgitureufiaglnadnmasuudedsnuenulat fiduade 3.45 uasnguiogs
el Al Usuussguiilevinlisiesgituneufivslnadnmasuudedsauooulay fduads 3.02
nansveaauauladannaudassulunsiinsmsilueaaunisiaseaine

Fuit 1 MmwTzesUsznouBedisa (Exploratory Factor Analysis: EFA) 1ngign153tas1zsi
aeRUsENEUNIAN (Principle Component) wagyyuINUAILTBWISLUNG (Varimax Rotation) @13130
dnosdusznauld 5 nau ldu Yademannidumbonmaluues Jadenmsinaussnu dadonislinm
wih9e Yadenmisussiliunuaiiouing Yadedruiuginnu

it 2 MawszinsuwanuasUnd (Assessment of Normality) an1snagaunud1 Arduysal
voanlf (Skewness) agluzas (-0.086) - (-1.135) Inefienduysaivesanundlaiiu 2.0 (George &
Mallery, 2010) waganduysaiuasanala (Kurtosis) aglugas (0.942) - (-1.400) Inefiendaysalves
ailaslsilAn 1.5 (Schumacker and Lomax, 2004) Ssfioindeyafinsuaniasuuuun@ideny awns
ihlUhnnesidoyaludunsuseluls

il 3 NFIATIENAIETIEURTING (Multicollinearity) wud mATvilossusznauvinuneiien
tadunsvenedivesnuuUsususening 1.456 - 2,958 emiadensvenefvesmnuudsusm
(VIF) msilensinngn 5.00 (Hair et al, 2011) #afioin Tumaaunislassadnadmsunsisonssiliia
Taymamesiudunsaanmuaassalsenauniguen
nan1sUsziiulnimanisdn (Measurement Model Evaluation)

nsnadeutmtinesdUsznaunisuen (Outer loadings) nan1sidenudn fauusanvayndaiien
1§1Mﬁﬂ@ﬁﬁﬂi3ﬂaUﬂ78uaﬂ@gjizﬁj’m 0.716 - 0.910 BasfaulsawmarsdirdwiinesUsznousnsg I
laisiindn 0.70 FeanansoagUliidudsidivmun fdlumsdnuduiiamnidede

MsnaaBUAAITiBUsENBY (Composite Reliability) uazn1snaaeumsIissvounasile
SodeAnduUszanssarh (Cronbach’s Alpha) Nan1s33emudn fauusuresia 5 duds Weun nsld
nawthae Suugfanu msanlumbomdlaiued msUssdiuaiioning waznmiiauedam
fifnALTiB«(PY nevBgsEMINe 0.769 - 0.910 AAMTissUsEn(PIgseming 0.845 - 0.912 uag
AduUsAvssaragszing 0.757 - 0.873 Fannndn 0.7 aguléd faudsudaiamnililunsfin
dudiamnindede

nsnaFeUmMATLLUSUSILTiadalfiade (Average Variance Extract) #3o AVE wudn fauususl
i1 5 fus fenenuudsunuanalfiadossig 0577 - 0741 Fsgeniunasifitun Ae AVE
ADIAIWINATY WIOWINAY 0.5 (Hair et al, 2013) lnedidudrAgnisadia p=0.000 M18AINI
Fulsuratmunianunsadamiiou (Convergent Validity) nanfs fuUsulsansnasuiense
Sodhuusdunmmiu q tdegraflomss
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nMsvRgeuANLAs RS uunTetesiioTR (Discriminant validity) lusmiideidfansandaeunasi
984 Fornell-Larcker (Fornell-Larcker Criterion) wazAthminly (Cross loadings) Falunsiased
AUATUTITIUNFIBLNENUDY Fornell-Larcker (Forell-Larcker Criterion) agldnsiuseuiisuen
nflaesvesnnuususiuadaldinds (VAVE) sewinssaudsusfufuysudedu o Tne vAVE agdosd
Amaus 0.7 Wudn fauusurdasta 5 §auus fiAn VAVE 98521319 0.760 — 0.861 uagmuUswaadiAAy
wUsUsuafialdiadevasiulsuradentu ﬁﬁwgmdwmmé’uﬁuéﬁ’uéﬁLLﬂiLLﬂJdSu 9 WazNIINAADU
AunsIBesuungetminlad (Cross loadings) Wu11 AmthesrUszneuresfauUsdaunn
Tusuusuraiian 0.716 - 0.910 %ﬂqadmm%ﬁﬁmum fio Anannividewiiu 0.7 wasilefiansan
AAuduiuE sz minesAUsEnavve Ll sEannva i anUsuratiu q fusuUsuedu 9
Tulina wuh Sanaruduiuslussduiian Ssaguliindaudsusats 5 fuus faunsadesiuun
aanassiAntmdnled (Cross loadings)

A19199 1 agunansuszdiulumansin

Measurement Model Evaluation NANTTNATDU
1. Outer loadings 0.716 — 0.910
2. Composite Reliability Pa A10E521I9 0.769 — 0.910

pc fiA1agszui1e 0.845 - 0.912

3. Cronbach’s Alpha 0.757 - 0.873
4. Average Variance Extract 0577 - 0.741
5. Fornell-Larcker Criterion 0.760 — 0.861
6. Cross loadings 0.716 - 0.910

nan15usziiulnimalialaseadsna (Structural Model Assessment)
MsAuaduUsEansnsYue (Coefficient determinant) namsHdenudn fudsudediuiy
HAnn1n nsldiamtinge nsandumienaleiues nsUszliunuaiiouing n1suaueiny
flendudsyansmsvinunevessuusurenely R2 se R-Square 5¥Wina 0.202 — 0.461 fo31
Faulsduaninsaesuisanuslsusulufudseuld suanddunmd 2

oen
FL2 +—08I7

—
o082

A3 o o2 cva cva

0.580 \
-
090
- sP2
o 07—
0868y oo
0.893
T

0538

084z 0795 0849 gg3s
oV 50 s

061 / \ P4
sc1 0759 p726 0716 0833
0819
sc2  «—0837 M
501 502 503
2
pumtE

sc3 sc

NN 2 GhLLUUS%%Wﬁ?iﬂmuquamyiiﬁ (Full Mediation Effect)

naen : AfuTIngnelududsuls Ae Aduuseansnisviune (R2)
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NTIATIZIANANTZNUADAMUIUETUNTYIWNE (Effect Size 1938 f2) WU AUAUTUSIZNIN
FuUsving (Predictor) uazdiulsnauaues (Response) 913U 2 ¢ xansenuagluseaugs Laun
wansznuvaamsnndumiendluiuesiensussiiunuiaiioning (2 = 0.412) uaznansznuvesn sy
namhIesedwILRAN (2 = 0.408) IneAnuduiussenineiulsvinneg (Predictor) uagduys
MaUANDY (Response) 911U 3 7 Transevvagluszauliunans laun nansenuvessiuIuginniu
semsanidumdendlewes (72 = 0.165) nansenuveanislnamieesensanidumdemslsues
(f2 = 0.233) warnanseENUvINTUSEUAailowTngransLauafnu (f2 = 0.252)

NTILATIZRDNENAN19ATe (Direct Effect) Bvswanisdou (Indirect Effect) wazdnswasiu (To-
tal Effect) wuin msnnidumbemaluiesivinansionssmsussifiunuatouing ( B = 0.540)
uaSailavnanisdensensthiauasanu (B = 0.242) Swaugdfanuildvinanisssronisanidu
widomslaues ( ﬁ = 0.353) waznslianinge (SO ( ﬁ = 0.538) fadlavisnan19dounanis
aniumBendlaues () (B = 0.226) uavnsuszidiunuaiioning (SO) (B = 0.313) uavnisth
L@uaAInU (SP) (ﬁ: 0.141) msliamiiee (SO Favsnamnsssensanidumiemslsues Cv)
( ﬁ 0.420) wazdlldnsnanisausienisUssiliunuaiioning (SO) ( (‘3 0.227) wazn13un
wduaRIny (SP) ( ﬁ = 0.102) msUsziiunuaiioudng (SO) ddvsnanmsatenisulauaiiny
(sP) (P = 0.449)
HANSNARDLANNAFIU

nsvegevaNtRgIuEnTUNTUTBuMILUUTATIEs19AeTs PLS-SEM agldnisveaauns
HdvdAgyn1eadfvenis i osaenszUIunIs Bootstrapping v sglimsneaeuanufgiy
ﬁﬁwmmiﬂﬁmﬁaawm (two-tailed) Tnedudszansdseiuilodday 0.05 fo p-values < 0.05
LAy t-statistics fAMNNNIWEeIWAU 1.96 wansiAduUsEAnBIduNseEuayuaILAgILITY
Fawansluning 3

FL3 on cv2 cv3 cva
035344, 213:\\
0000 0.000 0.000 gopo
sm
0538 (8.216) 000"
(2 — yosa—> 572
0.540 (8.748) 0.443 (5.841) 0000
- ™ sp3
0. noo\\‘
0.420(8377) ov s ® sPd
sc1 0.000 gooo o000 0000
.-
0.000 /
S5C2  *—0000

0.000 so1 soz S03 S04
s5C3

°

J’]’]W‘VI 3 NanNanfINNIIInaauN1sitedn viy 18NTLUIUNTT Bootstrapping

naEuR | AN MiduANUFITUETEnIRLUsELNaliuazAuUsu A A1 Path Coefficient
WAy t-statistics AU
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A9199 2 ToaTUanuAgIuYeINITITY

ﬁuuﬁg'm t-statistics Han1vagau

SwudiinnufinuduiuiiBauanmansafumsandu .
H1 4.213% auvayy

wionalewes

asldaminvefieuduiudiBauanvimseiunisen .
H2 5.177%* auvayu

Wumdonwlawes

manadumbanslewesfimuduiusiZwnnnsaiu .
H3 A 8.748%%* afuayu
m3Uszidiumuaiiouing

InnugRanuiiaudiuiiduneesiunsidoan .
H4 Y 8.216™* duvdyu
e

myszduaiioutngiinuduiusdainmianseiuns .
H5 | | N 5.801%* avfueayy
thiauadanu

msnndumionleuesimmduiusidauinnidey .
He | . . . 3.901%% atuayy
fumswnauasianu

FudfinnufinuduiusiBauanmedenfunsandu .
H7 4.796*** auvayu

wionaleed

Funuffanuiaudiusidiunadeniunis .
H8 e 5.862%%% afuayu
dsuilunuailowing

Fnugianiuiauduiusiduinedeniuns .
HO | o 3.431% duvdyu
thiauefny

msldnaminveiimuduiudiBauinnedeuiums .
H10 o 4.266% afuayy
Uszflumuaiiowing

msldaminvefimiudufudidsuinvideudiums .
HiL| . L 2.877%% atuayy
thiauafanu

MUYLME) *** P-value<0.01

9191507 2 wansliiiuiwaiildannaadn tstatistics advayutoauufigiuia 11 4o lay
fifin P-value Wounin 0.01

aflsiananisiag

nslinamihae TvEnamemswionsanidumbensluussunniiga (tstatistics = 5.177)
denndasiunannnsidodinueauladiiintu (Sprout Social, 2024) ilugnsifislenia
Tumawdnyiussanaumislenes Wesmnnsldinamiae waznslidedinueaulay fdiutu
aeflanuduiusTaensetuanudn wazdanuduiusivannedueiannsaninnisldaude
Fipuoaulatiiunniiuly ﬁ]uﬁﬂﬁﬁi’mﬁu@faﬂLﬁmmﬁuﬁwLﬁ&lw'hLmﬁ’uquLﬁaLduﬁaﬁmuaaﬁlaﬂ
LLaxﬁﬁﬂdﬁ%ﬁmaﬂﬁaLaqLLﬁiﬂdWﬂugu 9 ndsifiuuudednueoulatl (Evans et al, 2021) §1uau
Q’@mmmﬁ%m%wamamam’amimﬂLﬁumﬁamﬂsﬂma% (t-statistics = 4.213) @enndpstuLLIAATIIN
Tuthgiudldnuiiuuliy fasdamedoyadusmnty wasdufduiustuyanailigdnunntu
IuugAnauianuduiusdainmeasadunsldinaminge wasdruuganauiauduiug
Fanmsdoudumsanidumdenslaives nanfe edldnudedinuosulaliiuanudeoun
Fuuuunanesusing o wu ﬁ;:iammmmn%u szdaaliilfnuinnisianfindedsauooulatidia
innduardaalyanidumiemsluues %aawdmaﬁaamw%ﬂ%mQ‘Lﬁffmu (Longobardi, 2020)
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Ine Alvarez-Garcia et al. (2015) leina1191 Yademnuidaninan1sdiny nmsaunuivuesulail
fugdu mslinamirefinnifuly uaznisuanmginssundssuudumesidn dudutladeiodama
vilAnnsandumemdlaesuuuesulald nmsandumdemdlsvesfinuduiudideuinms
nssfumsUssifiumuaiioudng (tstatistics = 8.748) Tnetladuiierdoatunsanidumbomdlees
iitadennuniagilalusues Mdutladslunsdestunsanidumdendlaiwes (Alvarez-Garcia
et al, 2015) Fslunmsinwiinuin Yedeiledostunsandumbenidlaves Ao n1sussidumy
wailouing (Self-Objectification)
mMeUssdusuatiouingfienuduiudiBsuinmanssiunmsiiauesianu (t-statistics = 5.841) 84
aonndestulnAanguifiietesiunmsussiiunuaiiouing Ahfldnudedsauooulavinavddiy
Tnefiiveuuszidunuis ﬁnaﬂﬁmmﬁﬁaﬁummﬁmLﬁmaa;ﬁu W iieunienseuns wnnindiey
WelumnuAnvesnuied ieflazimunaueludies Ing Higgins (1987) nanain ;ﬂ%ﬁaﬁﬂﬂmaﬂaﬂ
wlimsthiausnuesmsesulay eduedadiolunsinaussnulugaund (deal self) Fadu
Audnuny TaratuuTsnuesnndy Tnsundesaulugauafifunisdunguivesnniiaue
#mu (Self-Presentation) fliudodednussulatiuansrsisauniioziiaus ‘Fanilugeuni’
runsdnnisTusivldvessutes (Ellison et al, 2006) dwmsuitltnudedsnneeulatiinaslva

'
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ABSTRACT

The research objective were: 1) to explore the digital brand image and positioning of MIXUE
Ice Cream & Tea. 2) to analyze potential digital branding strategies to enhance MIXUE’s market
position and 3) to study digital brand communication for awareness and recognition in Taian
City, people’s republic of China.

The research methodology was qualitative research. Through in-depth interviews and
document research, the key informants were chosen by purposive sampling in 3 groups 14
people for example 1) brand image and positioning of MIXUE Ice Cream & Tea consisting of one
marketing director, one public relations managers, two branch managers, 2) potential branding
strategies consisting of two brand academic professionals, two digital marketing managers, one
Communication Arts Professor and 3) brand awareness and recognition of the marketing con-
sisting of five consumers. The research instruments consisted of structured in-depth interview
guides while the data were analyzed using content analysis to identify key themes.

Research found indicate that 1) MIXUE brand image is strongly shaped by its iconic “Snowman”
mascot and widely recognized theme song, both of which are deeply rooted in consumers’ minds.
The bright and colorful store design conveys a youthful, fun, and playful atmosphere, effectively
attracting customers and fostering emotional attachment. 2) Local marketing strategies further
enhance this image, including partnerships with influencers, community events, and active use of
digital platforms. Through WeChat, MIXUE provides product updates, promotions, and purchase
links, while on Douyin, it shares engaging short videos about product-making and employee
stories. These approaches reinforce its positioning as “delicious and affordable” and 3) help
broaden consumer reach. At the same time, consumers primarily associate MIXUE Ice Cream &
Tea with affordability, reflecting the effectiveness of its communication strategy in raising brand
awareness. However, to remain competitive, the brand should adapt to the growing trend of

healthy consumption, enrich its brand culture, and optimize services for diverse consumer groups.
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Recommendations include formulating innovation policies, enhancing team training, and promot-
ing sustainability to strengthen MIXUE’s presence in Taian. In addition, adopting mixed-method
research and exploring emerging technologies can further improve brand commmunication and
the overall effectiveness of its strategic initiatives.

Keywords: Digital Brand Image, Communication Strategies, MIXUE Ice Cream & Tea, Taian City

Background of Research

MIXUE Ice Cream & Tea, a nationwide chain brand under Mixue Bingcheng Co., Ltd., has
rapidly expanded to 46,479 stores as of December 31, 2024. The brand’s success is not only
rooted in its cost-effective pricing model and extensive franchise system but also in its ability
to integrate digital brand communication into its business strategy. By utilizing social media
platforms, mobile applications, and digital marketing tools, MIXUE has strengthened consumer
engagement and created brand awareness among a diverse customer base. In Taian City, the
brand has built a strong presence, particularly among students and young professionals, by
leveraging digital commmunication channels to enhance visibility, recognition, and consumer
interaction in the digital era.

However, despite its popularity, the brand faces challenges in maintaining consistent
brand communication, differentiating itself from competitors, and ensuring franchisees adhere
to standardized marketing strategies. Additionally, local consumer preferences and seasonal
demand fluctuations pose further obstacles to sustaining customer engagement and sales
performance. Addressing these issues requires a well-structured brand communication strategy
to enhance brand loyalty, improve customer interaction, and reinforce a cohesive brand image
across all franchise outlets (Smith, J. 2022).

In the digital era, as a nationwide chain brand, MIXUE Ice Cream & Tea has rapidly ex-
panded in the Chinese market with its cost-effective pricing and extensive franchise system.
In Taian City, MIXUE has established a strong market presence, attracting a diverse customer
base, particularly students and young professionals. However, despite the brand’s notable
success in the Taian market, consumer perceptions of MIXUE Ice Cream & Tea also exhibit
diverse characteristics (Johnson, L. 2023). So, Digital brand communication MIXUE Ice Cream
& Tea has the process by which a brand conveys its core messages, brand identity, and brand
values to target audiences through various digital channels in an effective and strategic manner.
The goal is to build brand awareness, encourage consumer engagement, and foster long-term
emotional connection and loyalty to the brand.

Taian City, the beverage and ice cream market is highly competitive, with popular brands like
Heytea, Nayuki, and CoCo dominating the mid-to-premium segments. While MIXUE holds a strong
position in terms of affordability, it faces significant challenges in differentiating its brand image,

particularly among young consumers and university students (Liu, 2022; Wang & Chen, 2021).



¢ ol

Nsansilvamansusial U 30 aUuil 3 (Aueeu - SunAY 2569)

Despite MIXUE’s rapid nationwide expansion, there is a notable lack of academic research
focusing specifically on its brand image and communication strategies within Taian City. Existing
studies tend to address general consumer behavior or national-level branding but overlook
local dynamics and regional consumer perceptions (Zhang & Chen, 2022; Li, 2021). No prior
study has analyzed MIXUE’s brand positioning in Taian or proposed localized branding strategies
tailored to the Taishan District context. This study fills a critical gap in localized brand commu-
nication research in second-tier Chinese cities. Consumers in Taian generally perceive MIXUE’s
products as affordable and cost-effective, with items such as the 2 yuan ice cream and 4 yuan
lemonade being particularly popular. The brand’s “Snow King” mascot and its theme song
have high recognition among consumers, conveying a youthful and lively image. Additionally,
MIXUE maintains frequent interactions with consumers through social media platforms such
as Douyin and Weibo, enhancing the brand’s approachability and visibility (Zhang, X. 2023).
Furthermore, with the rise of health-conscious consumption trends, some consumers
hope that MIXUE will introduce more low-sugar and low-fat healthy beverage options. In ad-
dition, although the “Snow King” image is fun, the brand’s cultural depth still requires further
enrichment. Consumers expect MIXUE to incorporate more cultural elements to strengthen
emotional resonance with the brand. Regarding service, consumers have also suggested areas
for improvement, such as providing more personalized service experiences tailored to the
needs of different consumer groups, including students, office workers, and the elderly.
MIXUE’s Ice Cream & Tea branding appeals to young consumers with its fun, playful image
and affordable treats. Otherwise Strong Local Presence: The brand maintains visibility in Taishan
District with eye-catching store designs and strategic locations, and Social Media Engagement:
Active on digital platforms, leveraging trends and promotions to attract and retain customers.
Giving rise to delving into the corporate image communication strategy of MIXUE Ice Cream &
Tea in the new media environment is not only beneficial for the brand’s growth but also has
far-reaching implications for the entire industry and academic research. It has the potential to
unlock new strategies for corporate success in the digital age. (Kotler, P., & Keller, K. L., 2016)
However in Taian City, Shandong Province, represents a rapidly urbanizing area with a dense
population of young consumers, including university students and first-jobbers. As the economic
and administrative center of Taian, it has seen rising demand for trendy, affordable beverages and
desserts, positioning it as a strategic site for MIXUE’s expansion (Liu, 2022). Unlike first-tier cities
such as Beijing or Shanghai, where global trends and high purchasing power dominate, Taishan
District features a cost-sensitive yet brand-aware demographic, shaping unique opportunities for
localized branding (Wang & Chen, 2021). Prior research on brand communication in China has
focused mainly on national markets or major cities, with little emphasis on second-tier cities like
Taian. Therefore, analyzing MIXUE’s digital brand communication in this district helps address

this gap while offering insights into consumer behavior in emerging urban markets (Zhao, 2023).



I3

Nsansilmaaansusiay IR 30 aUuil 3 (Augeu - Ay 2569)

Therefore, researchers are interested in studying “Digital Brand Image and Communication
Strategies of MIXUE Ice Cream & Tea in Taian City, People’s Republic of China”. The expected
benefits include understanding the brand’s image and positioning, identifying potential digital
branding strategies for marketing positioning, and recognizing the digital communication nec-
essary to create brand awareness and recall. Scholars and businessmen interested in digital

communication about beverage brand communication can apply this knowledge.

Research Objectives

1. To explore digital brand image and positioning of MIXUE Ice Cream & Tea in Taian City,
People’s Republic of China.

2 To analyze potential digital branding strategies for MIXUE’s market position in Taian city,
People’s Republic of China.

3. To study digital brand communication for awareness and recognition of MIXUE Ice Cream

& Tea in Taian City, People’s Republic of China.

Research Scope:

1. Scope of content: To analyze the digital brand image and positioning, To Explore
potential digital branding strategies for MIXUE’s market position, and to examine brand awareness
and recognition digital communication of MIXUE Ice Cream & Tea in Taishan District, Taian City.

2. Scope of Key Informants: were chosen by purposive sampling in 3 groups of 14 people
directly involved with brand communication Mixue’s Ice Cream & Tea awareness and recog-
nition including 1 marketing director, 1 branch managers, 1 public relations managers, 2 digital
marketing managers, 2 brand academic professionals, 1 communication arts professor and 6
consumers.

3. Scope of Area: Taian City, in People’s Republic of China.

4. Scope of Time: January 2025 - March 2025.

Conceptual Framework

Theory of Communication
Digital Brand Theory of Brand
Image and Communication
Communication ®  Brand Image Theory
Strategies of e Theory of Marketing
MIXUE Ice Communication

Cream &Tea e Theory of Consumer
in Taian City, Behavior
People's e Concept of Aaker’s Brand
Republic of Equity Model
China

Figure 1.1: Conceptual Framework
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Definitions of Terms

1) Digital Brand Image

Refer to the overall perception, impression, and associations that consumers form toward
a brand through digital platforms and online interactions. It encompasses how a brand is rep-
resented, communicated, and experienced via websites, social media, mobile applications, and
other digital touchpoints. These digital interactions shape consumer attitudes, trust, engagement,
and loyalty, influencing both brand preference and long-term relationship with consumers in
the digital environment in Taian city.

2) Communication Strategies

Refers to the strategies and methods a brand uses to interact with its audience through
digital channel. This includes social media, websites, email marketing, online advertising,search
engine optimization (SEO), and other digital platforms to create awareness, engage and build
brand loyalty in Taian city.

3) MIXUE Ice Cream & Tea

Refers to the brand communication strategies and practices used by MIXUE Ice Cream &
Tea, a popular Chinese beverage and dessert chain, It encompasses how MIXUE interacts with
its target audience in this local area, including Marketing communication (advertising, promo-
tions, and events), Brand Equity, Brand image and messaging (how the brand presents itself to
the public) Customer engagement (online and offline interactions with consumers behavior),
Local partnerships or community involvement Adaptation to regional culture and consumer
behavior in Taian City.

4) Taian City

Refers to City is a prefecture-level city in Shandong Province, China. It is best known for
Mount Tai (Tai Shan), one of China’s most sacred mountains and a UNESCO World Heritage
Site. Taian has a rich cultural and historical significance, attracting tourists and pilgrims alike
(UNESCO, 2006).

Theory and conceptual

1) Theory of Communication

Based on Berlo Communication Model SMCR model (Berlo, 1960) outlines communication
through four elements: Source, Message, Channel, and Receiver. MIXUE effectively applies
this model in Taishan District by managing its brand communication strategically. The Source
represents MIXUE’s brand identity and core values. The Message includes affordability, quality,
and joy in consumption. Digital platforms and in-store experiences act as Channels to reach
young, budget-conscious consumers. This structured communication enhances brand loyalty
and supports MIXUE’s local and global market growth.

By leveraging the SMCR model, MIXUE ensures effective brand communication, fostering
brand loyalty and engagement across multiple platforms. This structured approach contributes

to its rapid global expansion and strong market presence.

)
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2) Theory of Brand Communication which is Brand image consists of characteristics name-
ly: 1) Brand Identity, 2) Brand Competence & Benefit, 3) Brand Personality, 4) Brand Behavior
& Attitude and 5) Brand Association. Through various channels. Then delve into how brands
convey messages, interact with their audiences, and shape brand perceptions. In the current
competitive business land scape, this theory holds significant importance for companies aiming
to establish a strong brand presence. (Kotler, P., & Keller, K. L., 2016).

3) Theory of Marketing Communication

MIXUE Ice Cream & Tea utilizes the Marketing Communication Model to build its brand
and Engage with consumers in Taishan District, Taian City. The brand employs a mix of adver-
tising, social media marketing, public relations, and sales promotions to create a strong brand
presence. For example, MIXUE uses social media platforms like WeChat and Douyin to pro-
mote new products and engage with customers through interactive content. The brand also
collaborates with local influencers and participates in community events to enhance its local
identity and credibility. By leveraging the Marketing Communication Model, MIXUE Ice Cream
& Tea effectively communicates its brand values, such as affordability, quality, and fun, to its
target audience. This integrated approach helps the brand maintain a consistent image across
different channels 1) Advertising, 2) Public Relations 3) Sales Promotion 4) Personal Selling 5)
Direct Marketing 6) Digital Marketing 7) Event Marketing 8) Word-of-Mouth Marketing.

4) Brand Image Theory

Brand image theory highlights the importance of how consumers perceive a brand—its
personality, values, and emotional associations. Effective advertising and consistent visual
identity contribute to building a strong brand image (David Ogilvy, 1983).

5) Theory of Consumer Behavior

Theory examines how individuals and groups select, purchase, use, and dispose of goods,
services, ideas, or experiences to satisfy their needs and desires. This field draws from psychol-
ogy, sociology, economics, and anthropology to understand buying decisions and consumption
patterns. (Schiffman & Kanuk, 2010). Understanding consumer behavior is essential for MIXUE
Ice Cream & Tea to effectively attract, engage, and retain customers. By applying key consumer
behavior theories, MIXUE Ice Cream & Tea has successfully built a strong brand presence and
loyal customer base.

6) Concept of Aaker’s Brand Equity Model

Focuses on how the value of a brand is built through consumer perceptions and associations.
Developed by David A. Aaker, the model outlines the concept of brand equity as the value
premium that a company gains from a product with a recognizable name, compared to a generic
equivalent. Aaker’s model emphasizes that strong brand equity leads to higher customer pref-
erence, premium pricing, and long-term brand success. By managing these elements effectively,

businesses can build a brand that holds value in the minds of consumers (Aaker, D. A., 1991).
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Aaker Model

Brand Equity
!
L L]
1 Brand FPerceived Brand Brand
Awareness Quality Association Loyalty

Figure 1.2: The Aaker model

Source: https://www.canto.com/blog/aaker-model/

In Conclusion, Aaker’s model posits that a strong brand equity is built over time through
consistent positive MIXUE has successfully built brand experiences, emotional connections, and
clear communication of brand values, which collectively contribute to the brand’s long-term
success. According to Aaker, brand equity is a straightforward concept built on the foundation
of recognition. Brands that trigger emotional connections and are easily identifiable are the
ones that achieve the most tremendous success.

7) Background of MIXUE Ice Cream&Tea Taian City

MIXUE Ice Cream & Tea was founded in 1997 in Zhengzhou, starting with selling shaved ice
and fruit tea at low prices, targeting students and young consumers. The brand later expanded
its menu to include bubble tea and ice cream, using a “low price + good quality” strategy. It
launched a franchise model, enabling rapid nationwide expansion. Mixue developed strong
brand identity through the Snow King Mascot, theme songs, and digital marketing on platforms
like WeChat and Douyin. The brand has grown both across China and into Southeast Asia,

including key areas like Caiyuan Street in Taian City.

Figure 1.3: Mixue Ice Cream & Tea

Source: https://focus.cbbc.org/what-is-mixue-the-worlds-largest-fast-food-chain/
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Research Methodology

1) Research Design: The study was Qualitative Research with In-Depth interview and Re-
search Documentary.

2) The key informants: were chosen by purposive sampling 3 groups from 14 person di-
rectly involved with Digital Brand Image and Communication Strategies of MIXUE Ice Cream &
Tean: one marketing director, one public relations managers, two branch managers, 2) poten-
tial branding strategies consisting of two brand academic professionals, two digital marketing
managers, one Communication Arts Professor and 3) brand awareness and recognition of the
marketing consisting of five consumers (students teenager, working adults)

3) Research Instruments: The research instruments used were 3 sets are composed and
add the sequence number as follows: 1) Semi-structured in-depth interview scripts used
to collect data from the interviews and document. 2) The researcher studied and reviewed
the literature and related research, collected data to be used as a framework for creating a
structured interview. Before using it, the researcher initially checked the quality of the created
instruments by considering the consistency of the questions with the issues studied according
to the objectives of the study. 3) The instruments used for data collection were submitted to
the advisor

4) Data collection method: The researcher made an appointment in advance to request
an interview and explained the objectives before collecting data according to objectives 1-3. It
was a self-data collection using a semi-structured in-depth interview and adhered to the ethics
of human research. When an appointment was made for the date, time, and location with the
informant, Based on current environmental factors and to make the interviews more convenient
for the interviewees, the interviews will be conducted through video conferencing software and
audio recording. The purpose of the interviews will be made clear to the interviewees before
the start of the interviews, and they will be informed that any information that is not readily
available for public consumption will be kept confidential and that all the interviews will be
audio-recorded with explicit consent to facilitate subsequent transcription and analysis. The
researcher recorded the interview tape and transcribed it in detail after making a phone call
via Line to facilitate data analysis

To ensure the validity and reliability of the research, the study employed triangulation
methods, including: 1) Data Triangulation — Information was collected from multiple sources,
such as survey responses, interviews, and secondary data, to cross-verify the findings. 2) In-
vestigator Triangulation — The research process involved reviews or input from more than one
researcher or supervisor to reduce individual bias in data interpretation. 3) Methodological
Triangulation — A combination of data collection methods, including qualitative interviews and

guantitative questionnaires, was used to compare and enhance the accuracy of the results.
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5) Data Analysis: The researcher will analyze the data using the content analysis method
according to the 4 following steps are composed Step 1: Transcribe the data from the interviews.
Transcription: The first step is to transcribe the recorded interviews accurately. This involves
converting the spoken words into written text, capturing all the details and nuances of the
conversations. Step 2: Prepare data from notes and interviews for analysis. Similar data will
be categorized to find findings. Step 3: Collect data and summarize only important data. Step
4: Process and summarize real data to analyze the data by creating conclusions by describing
the description analysis.

The results of the study obtained from the interviews will be analyzed by analyzing the
conceptual framework base on the following theories : Communication, Theory of Brand Com-
munication, Theory of Marketing Communication, Theory of Consumer Behavior and Theory

of Brand Equity.

Result

From objective 1: Analysis Results of the digital Brand Image and Positioning of MIXUE Ice
Cream & Tea in Taian City:

The results of the study were as follows: it can be seen that consumers in Taishan District,
Taian City, have a clear perception of MIXUE Ice Cream & Tea’s brand image, considering it
affordable, stable in quality, and unique. MIXUE Ice Cream & Tea has achieved certain results
in digital marketing, The bright and colorful store design creates a lively and friendly atmos-
phere that effectively attracts, ‘Snow King’ image is deeply rooted in people’s hearts, and its
theme song is widely spread. Most consumers will feel very relaxed and happy when they
see the online content of MIXUE Bing cheng. The various funny videos of “Snow King” enjoy
cost-effective drinks and ice cream. Therefore there is still room for improvement, such as
precise marketing using big data and strengthening brand culture construction. At the same
time, product and marketing innovation combined with local characteristics will help further
strengthen digital Brand Image and Positioning of MIXUE Ice Cream & Tea in Taian City, China.

In conclusion, this objective 1 using the Theory of Brand Communication, Theory of Com-
munication according to the 5W principle :(Who, What, In Which Channel, To Whom, and With
What Effect.) was focus on positive and consistent with analyzing MIXUE Ice Cream & Tea’s
brand image and positioning in Taian. Image according to the established framework.

From objective 2: Exploration Results of Potential digital Branding Strategies to Strengthen
MIXUE Ice Cream & Tea’s Market Position in Taian City :

The results of the study were as follows: the digital branding strategy can be characterized
by a dynamic interplay between centralized branding direction from headquarters and locally
adaptive implementations. 1) Headquarters’ Strategic Direction The headquarters provides a unified
branding framework that includes consistent use of the red-and-white color scheme, the snowman

mascot, and standardized store design, all of which reinforce brand recognition across markets.

)
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Moreover, the headquarters focuses on brand image promotion and new product launches,
utilizing integrated online and offline commmunication to strengthen the brand’s overall visibility
and consistency. 2) Localized Strategic Adaptation Individual store operators adapt marketing
strategies to fit the local context, placing emphasis on customer service, in-store promotions,
and community engagement. They also implement digital marketing on popular local platforms
such as WeChat, Douyin, and Meituan, to better align with consumer behavior in Taishan Dis-
trict. 3). Application of the “Glocalization” Concept MIXUE’s branding strategy in Taian reflects
a clear application of the “glocalization” concept balancing global brand consistency with
local market adaptation. While visual identity and brand personality remain consistent across
regions, product offerings, recipes, and promotional tactics are often tailored to match local
tastes and preferences.

In conclusion, this objective 2: Using the Theory of Marketing Communication, Theory of
Consumer Behavior. MIXUE’s digital branding strategy in Taian city demonstrates an effective
combination of centralized brand control and localized responsiveness. This dual approach
enables the brand to maintain a coherent national identity while simultaneously engaging
meaningfully with local consumers through context-specific marketing and platform selection

and MIXUE’s commercial song goes viral on TikTok.

Table 1. Apply application of Marketing Concepts in MIXUE Ice Cream & Tea in Taian City

Model

Concept

Application of Marketing

Aaker’s Brand Equity
Model

Creating Brand Value
through Brand
Awareness & Loyalty

Utilize mascots and well-
located stores to enhance

brand recognition.

Word-of-Mouth & Viral
Marketing IMC Model

Amplifying Brand
Awareness through

Social Influence

Harness TikTok and viral
campaigns to increase brand

awareness.

AIDA Model

Attracting Attention
and Stimulating

Purchase

Use mascots, vibrant colors,
and viral campaigns to attract

customers.

Keller’s CBBE Model

Building Long-Term

Use Snow King and the

(Customer-Based Customer brand’s theme song to create
Brand Equity) Relationships Brand Resonance.
IMC Model (Integrated | Multichannel Leverage advertising, social

Marketing

Communications)

Communication for

Brand Building

media, and promotions

together.

From objective 3: To study Brand Awareness and Recognition digital Communication of

MIXUE Ice Cream & Tea in Taian City, People’s Republic of China.
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The results of the study were as follows: 1) Interactive Engagement through Social Media
Respondents consistently emphasized the brand’s active role in engaging consumers online.
MIXUE’s official social media accounts respond promptly to customer comments and private
messages, which builds a sense of connection and value among consumers. This proactive
digital interaction is perceived as crucial to building trust and reinforcing the brand’s image in
the digital space. 2) Digital Membership and Loyalty Programs

Multiple participants referred to MIXUE’s online membership system, where consumers
earn points that can be redeemed for free drinks or gifts. Birthday promotions and exclu-
sive offers further strengthen consumer loyalty. These benefits not only encourage repeat
purchases but also increase the “stickiness” of customer relationships. 3) Cost-Effectiveness
and Accessibility: A recurring theme was affordable pricing and widespread store presence,
which makes the brand highly accessible to various consumer groups. According to Wang Li
and Uncle Chen, MIXUE appeals particularly to price-sensitive groups such as students and
young office workers. This cost-effectiveness is a major factor contributing to brand awareness
and frequent consumption. 4) Influencer and KOL Marketing: MIXUE also benefits from digital
word-of-mouth via influencers and key opinion leaders (KOLs). When food bloggers recom-
mend new products, their followers are motivated to try them, thus boosting both visibility
and perceived credibility of the brand. This strategy helps reach new audiences and builds a
modern, social-media-driven brand identity. 5) Brand Identity and Unique Image: highlighted
the strength of MIXUE’s brand image, particularly the distinctive ‘Snow King’ red mascot and
joyful visual branding. This visual identity is unique compared to competitors and contributes
to stronger consumer recall and recognition, especially in high-traffic or youth-centered areas.
6) Convenience and Service Quality: that online ordering and delivery services are fast and
reliable, ensuring that products arrive fresh. This enhances customer satisfaction and supports
the brand’s reputation for convenience. MIXUE Ice Cream & Tea has successfully built strong
brand awareness and recognition in Taian City through a combination of digital marketing,
physical store presence, and strategic brand communication. Wide Store Presence. The visibil-
ity of MIXUE stores in high-traffic areas strengthens local brand recognition. Digital Marketing
& Social Media. The brand engages local customers through platforms like Douyin (TikTok
China), WeChat, and online promotions. Affordable & Trendy Image-MIXUE’s budget-friendly
pricing and fun branding make it popular among students and young consumers in Taian.
Word-of-Mouth & Community Engagement-Local promotions, customer interactions, and
visually appealing storefronts contribute to organic brand recognition. Overall, MIXUE’s con-
sistent brand communication strategy has effectively established its presence in aian City,
making it a well-recognized and preferred choice for ice cream and tea lovers. However, it
was also noted by MIXUE is cost-effective, some customers expect improvements in product

quality such as using higher-quality raw materials to meet more diverse and evolving needs.
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Conclusion: DIGITAL BRAND IMAGE AND COMMUNICATION STRATEGIES OF MIXUE ICE CREAM &TEA IN TAIAN

CITY, PEOPLE’S REPUBLIC OF CHINA

Brand Image Digital & Local Consumer Awareness
g Marketing Strategy & Perception
@ Iconic "Sngwman' mascot

and widely recognized

thems song + Partnersnips with influencers + Consumers associate MIXUE with
> and comyunty events affordability and accessibility
Bright, colorful store d ) p—
dghiicolelstolcicoion « Communication va WeChat + Communication strategies
creating a youthful, (un
(proguct updates, promations, effectively raise brand awareness
and playful astmosphere

purchase links) ane Douyin + Suggestions for adapting to
Pramotes emational (shart videcs, emplayes stories) health trends, enriching brand

attzchment with e « Relrfrces tre gasioning of culture, and improving services
J Fariahie™

Discussion

From the study on the digital brand communication of MIXUE Ice Cream & Tea in Taian
City, People’s Republic of China, the researcher presents the following key discussion points:

1) Discussion about major findings of objective 1

Focuses on exploring digital Brand Image and Positioning of MIXUE Ice Cream & Tea in Taian
City, People’s Republic of China.

Discussion of the results of the study that indicate that MIXUE Ice Cream & Tea has suc-
cessfully cultivated a distinct brand image in Taian through its affordable pricing strategy and
the recognizable “Snow King” mascot. These elements contribute to a brand identity that is
perceived as fun, fresh, and youthful, particularly resonating with students and young profes-
sionals, who represent a significant portion of the brand’s customer base. This is consistent
with Kotler and Keller’s brand communication theory, which emphasizes the importance of
creating memorable, emotionally resonant brand imagery to establish a strong market presence.

However, the brand’s current market positioning is heavily skewed toward the low-cost seg-
ment, which while effective for mass-market appeal, limits its potential in attracting higher-end
consumers seeking premium experiences. The absence of a premium product line or upscale
environment may hinder the brand’s long-term equity and diversification strategy. As such,
there is a need to optimize positioning and enhance product quality to appeal to a broader
market segment without diluting the core identity that has made MIXUE successful among val-
ue-conscious consumers. In terms of brand perception, consumers in Taian commonly associate
MIXUE with affordability, accessibility, and a cheerful tone. The brand is often viewed as a daily
refreshment option rather than a luxury indulgence. While this perception supports high-fre-
quency purchases, it may also constrain the brand’s aspirational value consistent with Johnson
(2023), whose research emphasized the importance of user-generated content (UGC) in shaping
brand narratives in the new media era. Johnson suggests that encouraging customers to share

personal consumption experiences can enhance the depth and authenticity of a brand image.
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Applying this insight, MIXUE can leverage UGC campaigns by inviting consumers to share pho-
tos, videos, and stories particularly at popular locations such as the Caiyuan Street store to
promote positive emotional associations and increase organic engagement. This approach not
only enriches brand perception but also supports digital positioning through authentic story-
telling, a key strategy in digital era branding. Moreover, social media engagement has played
a vital role in building brand loyalty in Taian. Promotions, limited-time offers, and interactive
campaigns on platforms like Douyin and WeChat have sustained customer interest and repeat
patronage, especially among younger demographics. However, qualitative feedback from the
field indicates that inconsistencies in service and brand experience across franchise locations
may affect overall customer satisfaction and perception of brand professionalism. To enhance
its potential market position, MIXUE must address the dual challenges of standardizing brand
experience across franchises and upgrading its perceived brand value. This could be achieved
by introducing premium product lines, improving interior design elements in flagship stores, and
ensuring consistent customer service through franchisee training and digital monitoring tools. In
conclusion, while MIXUE’s current brand image as an affordable, consumers are youthful option
has effectively positioned it in the mass-market segment, strategic enhancements in quality,
storytelling, and service consistency will be essential to expand its appeal and strengthen its
digital brand positioning in Taian and beyond.

2) Discussion about major findings of objective 2

Focuses on analyzing potential digital branding strategies to enhance MIXUE’s market
position MIX Ice Cream & Tea’s market position in Taian City, People’s Republic of China.

Discussion of the results of the study that strengthening localized marketing strategies is
essential to enhancing MIXUE Ice Cream & Tea’s market position in Taishan District. Adapting
to local consumer preferences by introducing flavors and product variations aligned with
Taian’s cultural and seasonal characteristics has proven effective in building relevance and
consumer connection. This approach not only improves product-market fit but also strength-
ens emotional engagement with local audiences. One of the most promising digital branding
strategies involves collaboration with local influencers and food bloggers to amplify brand
visibility and credibility. Social media personalities play a vital role in shaping consumer be-
havior, especially among younger demographics. Through their authentic recommendations
and viral content, MIXUE can extend its brand reach and foster greater community trust. This
is consistent with Zhang (2023), who emphasized that the rapid local market penetration of
national beverage brands such as MIXUE is driven by iconic brand symbols (e.g., the Snow
King mascot and theme song) and their ability to shape a unique local identity. Moreover,
engaging in city-based marketing campaigns such as sponsoring community festivals, univer-
sity events, and local promotions has been shown to reinforce MIXUE’s local presence and
create a sense of brand belonging among consumers. These practices serve to humanize

the brand and align it more closely with the lifestyle and values of the Taian community.
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The use of digital platforms further enhances this localized approach. MIXUE’s social media
campaigns on platforms like WeChat, Douyin and Xiachongshu have generated substantial
consumer interaction and brand exposure. Consistent with Smith (2022) then on beverage
brand marketing, social media platforms are instrumental in increasing brand awareness and
engagement, particularly through user-generated content, influencer collaborations, and re-
al-time feedback.

3) Discussion about major findings of objective 3

Focuses on study digital brand communication for awareness and recognition of MIXUE
Ice Cream & Tea in Taian City, People’s Republic of China.

Discussion of the results of the study that MIXUE has achieved high brand awareness
largely due to its affordable pricing strategy and widespread franchise presence, which makes
the brand highly accessible to a broad range of consumers, particularly students and young
professionals. The extensive network of stores across the city ensures high visibility and frequent
exposure, reinforcing brand recall. Furthermore, the brand’s distinctive visual identity, especially
the recognizable Snow King mascot and red-and-white logo, enhances visual branding and
supports instant consumer recognition. These elements have led to increased foot traffic and
a high level of impulse purchasing behavior, particularly among budget-conscious consumers.
In terms of communication strategy, social media and digital marketing play a central role.
MIXUE effectively utilizes popular, interactive campaigns, and customer engagement. Strategies
including online discounts, gamified challenges, and user-generated content have successfully
strengthened the brand’s visibility and consumer engagement. The use of short videos, memes,
and trending content aligns well with the media consumption habits of younger audiences,
resulting in increased brand relevance and loyalty. These findings align with Smith (2022),
that the role of social media platforms such as Facebook, Instagram, and TikTok in boosting
brand awareness in the beverage industry, particularly among students and local communities.
MIXUE’s structured and localized digital communication strategy combining consistent brand
messaging with culturally relevant content demonstrates the application of this principle in
practice. This multi-channel integration not only supports real-time interaction but also builds
long-term brand equity and loyalty in the local market. Similarly, MIXUE’s participation in local
events, sponsorships, and campus-focused marketing in Taian has enhanced its local brand
recognition. Peer-to-peer marketing techniques such as group buying and referral discounts
have also encouraged organic brand growth through word-of-mouth promotion. Moreover, the
findings are consistent with Acar, Cizmeci, and Turan (2021), that the impact of social media
on consumer behavior in the beverage market highlights the value of monitoring social media
data to adjust product strategies and communication content in real-time. MIXUE’s use of
such feedback mechanisms supports agile responses to consumer demands and enhances its

marketing effectiveness
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Recommendation

Recommendation for policy formulation

1) MIXUE headquarters should establish innovation-driven brand policies and provide
dedicated funds to support locally integrated product and marketing innovations in Taian.

2) A professional training policy should be established for the brand communication team
in Taian to enhance their creativity and marketing insight skills.

3) Promote sustainable practices and enhance community engagement to build a respon-
sible and trustworthy brand image.

Recommendation for Practical Application
1) Enhance Digital Engagement and Communication — Utilize Chatbots, live streams, interactive
polls, and social listening tools to maintain real-time two-way communication with consum-
ers, monitor online sentiment, and adjust messaging strategies to strengthen brand image and
customer satisfaction.

2) Develop Locally Relevant and Healthy Products - Introduce beverages and food items
that cater to the taste preferences, health requirements, and cultural characteristics of con-
sumers supporting innovation and market differentiation.

3) Strengthen Local Marketing and Cultural Activities — Collaborate with local media and
cultural institutions, sponsor festivals and art events, and establish interactive brand experience
areas to enhance cultural influence and consumer engagement in the community.

Recommendation for Further Research

1) Research mix Methods qualitative research and quantitative research to analyze the
factors that affect consumers’ attitudes towards the MIXUE Ice Cream and Tea brand.

2) Follow-up research to monitor the market response and consumer behavior after the
adjustment of the strategy of MIXUE Ice Cream other area and analyze the changes in key
indicators to help the long-term development of the brand.

3) Explore the potential of emerging technologies such as artificial intelligence and virtual reality

in the brand communication of MIXUE Ice Cream and Tea and promote communication innovation.
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ABSTRACT

In the digital era, social media has become a powerful tool in higher education, influencing
students’ engagement with news and their ability to assess its credibility. This study aims to (1) identify
key components of social media literacy, affective trust, and news credibility perception; (2) examine
the predictive relationships among these variables; and (3) analyze the mediating role of affective
trust between social media literacy and news perception. A mixed-methods design was employed.
The quantitative phase involved 375 international university students in China, using a structured
questionnaire analyzed through Structural Equation Modeling (SEM). The qualitative phase used
semi-structured interviews with 20 students, analyzed thematically via NVivo. Findings revealed
that social media literacy significantly predicted affective trust ((3 = 0.61, p <.001), and both
variables had significant positive effects on perceived news credibility (ﬁ = 0.65 and ﬁ = 0.59,
respectively; p < .001). Affective trust partially mediated the relationship between social media
literacy and news credibility (indirect effect = 0.043, 95% Cl [.034, .040]). The model showed
good fit indices (ﬁ 2/df = 2.582, TLI = 0.926). Demographic variables—gender (r = .67**), age
(r = .67*%), and education level (r = .57**)—were positively correlated with trust and news
perception. Qualitative findings further emphasized emotional elements such as empathy,
consistency, and platform trustworthiness as crucial factors influencing how students assess
online news. These results underscore the importance of integrating emotional and cognitive
dimensions into media literacy education. Strengthening affective trust and digital competence
may enhance students’ critical engagement with online information in academic settings.

Keywords: Trust, Social Media Literacy, News Credibility Perception, Students in China
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Introduction

In the current digital era, social media has become an essential component of higher
education, not only facilitating commmunication and interactive learning but also enhancing
institutional visibility and student engagement. Platforms such as TikTok, WeChat, and Sina
Weibo are increasingly integrated into educational activities, ranging from virtual discussions
and multimedia-based assighments to influencer-led digital campaigns (Groshek & Cutino,
2020; Li & Liu, 2021). These platforms also support educational marketing, enabling institutions
to target prospective students through tailored content, chatbot assistance, and community
engagement tools (Zhao et al., 2021).

Despite these benefits, social media is also a major channel for the spread of misinformation
and disinformation, especially among youth populations. The rapid circulation of misleading
content challenges students’ ability to evaluate the credibility of news they encounter online
(Islam et al., 2023; Park et al.,, 2022). Studies have shown that students’ perception of news
credibility is shaped not only by content but also by platform dynamics, source trustworthiness,
and the presence of emotionally manipulative elements (Kim et al., 2020; Karlsen & Aalberg,
2023). Moreover, political and ideological biases often embedded in social media posts can
distort public opinion and fuel polarization.

To address these challenges, social media literacy has emerged as a critical competency
in higher education. It encompasses the ability to interpret, analyze, and verify digital content,
recognize bias, and engage responsibly with online media (Liu, 2020; Islam et al., 2023). Stu-
dents with low digital literacy are more susceptible to false news and more likely to reside
within algorithm-driven “echo chambers” that reinforce existing beliefs (Kim & Dennis, 2019).
Affective trust—trust based on emotional perception rather than solely cognitive judgment—
plays a mediating role in how individuals interpret news credibility. Factors such as empathy,
consistency, and relational communication significantly influence how students evaluate and
accept online information (Park et al., 2022; Islam et al., 2023). In educational contexts, this
emotional trust often determines whether students consider a piece of news credible or dismiss
it as unreliable.

This study targets international students in Chinese universities, a demographic highly
engaged with global and local social media ecosystems. It aims to: (1) identify the compo-
nents of social media literacy, affective trust, and news credibility perception; (2) examine the
relationships between these variables; and (3) analyze the mediating effect of affective trust
between social media literacy and students’ perception of news credibility. By investigating
these relationships, the research provides theoretical insights into the psychological and digital
mechanisms that shape students’ interpretations of news. It also offers practical implications
for educational policymakers, suggesting the need to strengthen digital literacy programs and

build trust-enhancing communication strategies in academic environments.
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Research Objectives

1. To identify the key components of affective trust, social media literacy, and news cred-
ibility perception among students in Chinese universities.

2. To examine the predictive relationships between social media literacy and affective trust
on students’ perception of news credibility.

3. To analyze the mediating role of affective trust in the relationship between social media

literacy and perceived news credibility among university students.

Literature Review

In the digital information era, the relationship between social media literacy and affective
trust has become central to understanding how students evaluate news credibility. Social media
literacy, which includes the ability to critically assess sources, interpret algorithmic biases, and
manage online engagement, is a foundational competence in combating misinformation (Liu,
2020). However, recent studies argue that technical skill alone is insufficient; the emotional
dimension—namely, affective trust—plays an equally important role in shaping news perception
(Islam et al., 2023; Park et al., 2022). Affective trust is grounded in relational cues such as em-
pathy, consistency, and emotional resonance, and it influences how students filter and accept
information, particularly on platforms known for personalized content and emotional appeals.

This dual pathway—cognitive and affective—has been supported by empirical findings.
Karlsen and Aalberg (2023) demonstrate that students’ trust in news shared via platforms
like TikTok and Weibo is shaped not only by source credibility but also by their emotional
connection to the content. Likewise, Cheng and Shipman (2020) emphasize that students
with higher self-efficacy in media literacy are more resilient to misinformation when trust is
mediated by emotional factors. These findings underscore the importance of integrating both
skill-based and affective strategies into digital literacy curricula in higher education. Theoret-
ical frameworks such as Vygotsky’s mediational theory and Fredrickson’s broaden-and-build
theory support this integration by highlighting how emotional engagement expands cognitive
processing, leading to deeper, more critical engagement with information. Thus, the interplay
of affective trust and social media literacy is not merely additive but synergistic in predicting
how university students perceive the credibility of digital news content. (Wang et al.,2021)

In the context of higher education, social media literacy has emerged as a critical skill, enabling
students to interpret, evaluate, and engage with digital content. Scholars have increasingly em-
phasized that media literacy is no longer solely about cognitive evaluation but also about under-
standing emotional and algorithmic influences on digital behavior (Liu, 2020). Research by Karlsen
and Aalberg (2023) demonstrates that students’ perception of news credibility is shaped by both

source transparency and emotional resonance, especially on platforms such as TikTok and WeChat.
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This supports the need for digital literacy programs that combine technical evaluation skills
with emotional awareness. In particular, the ability to identify bias, verify content, and under-
stand social media algorithms significantly contributes to critical news evaluation (Cheng &
Shipman, 2020).

Affective trust—defined as trust shaped by consistency, empathy, and relational commu-
nication—has been found to mediate the impact of digital literacy on news perception (Istam
et al,, 2023). Students who emotionally relate to digital content are more likely to interpret it
as credible, even if the source is unfamiliar. Fredrickson’s broaden-and-build theory suggests
that such emotional responses can enhance cognitive processing, leading to deeper news
comprehension. Studies also confirm that female students tend to show higher emotional
engagement and trust in educational content on social platforms (Park et al., 2022). These
insights highlight the synergistic interaction between digital competence and emotional trust,
underscoring the need for integrated media literacy education that fosters critical thinking and

ethical engagement in the digital age.

Table 1 Comparison of Theories and Research on News Credibility Perception
Source Key Concepts Components / Variables Theoretical
Foundation

Flanagin &  News Credibility, Source credibility, message Dual Processing
Metzger Information credibility, medium credibility Theory
(2020) Processing
Kim et al. Emotional Emotional framing, platform  Framing Theory
(2020) Manipulation, Social  algorithms, political bias

Media Bias
Islam et al.  Affective Trust, Digital ~ Empathy, consistency, digital ~Mediational Theory
(2023) Competency skills, critical thinking (Vygotsky)
Park et al. Emotional Trust, Consistency, empathy, Broaden-and-Build
(2022) Media Literacy relational communication Theory
This Study  Social Media Literacy, Algorithm awareness, source  Integrated Model:

Affective Trust, News

Credibility

evaluation, trustworthiness,

emotional engagement

Vygotsky’s Mediational

Theory + Digital Trust

This study underscores the integration of key theoretical and empirical components in the

development of a coherent conceptual framework, particularly in the formulation of clearly
defined hypotheses for the quantitative phase of the research. The comparative synthesis of

relevant constructs and prior studies is systematically presented in Table 1.
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H1: Social media literacy has a significant positive effect on students’ perception of news credibility.
H2: Affective trust has a significant positive effect on students’ perception of news credibility.
H3: Social media literacy has a significant positive effect on affective trust.

H4: Affective trust mediates the relationship between social media literacy and students’

perception of news credibility.

Research Methodology

This study adopts a mixed-methods approach to investigate how social media literacy and
affective trust influence the perception of news credibility among international students in
Chinese universities. The quantitative component focuses on identifying the key components
of the three core constructs—social media literacy, affective trust, and news credibility per-
ception—and examines the predictive relationships among them. Meanwhile, the qualitative
component enriches the understanding of how affective trust mediates the impact of social
media literacy on students’ evaluations of news credibility.

The target population consists of international students enrolled in both public and private
Chinese universities. A probability-based random sampling method was employed to select
375 participants for the survey, ensuring statistical power for structural equation modeling
(SEM). In parallel, 20 students were selected purposively for semi-structured interviews to
provide qualitative insights. Data collection tools included a structured questionnaire (using a
5-point Likert scale) and an interview guide focused on emotional trust and digital behavior.
The questionnaire was pilot-tested to ensure reliability and content validity. The degree of
variation in measured values caused by random mistakes during the measuring process is the
core idea of dependability. Retest reliability, split reliability, and Cronbach’s alpha are three
popular reliability indices. (1) Test-retest reliability is also known as the coefficient of stability. It
refers to the simple correlation coefficient R of the scale scores of the same set of respondents
assessed twice before and after the same scale, indicating the measurement’s consistency.
In most circumstances, the correlation coefficient must exceed 0.7. The influence of retest
interval time on the retest correlation coefficient should be considered. (2) Split-half reliability
is defined as the simple correlation coefficient R, which demonstrates the internal consistency
of the tested items. (3) Cronbach’s alpha is the average correlation coefficient R between the
scale’s items, indicating the scale’s internal consistency or reliability. Cronbach’s coefficients
greater than 0.7 imply that the scale is very reliable.

Quantitative data were analyzed using descriptive statistics, correlation analysis, and SEM,
while qualitative data were examined through thematic analysis using NVivo. The findings are
expected to reveal how emotional trust interacts with digital competencies to shape news
perception in online environments. This methodological design allows for both generalizable
patterns and in-depth understanding, offering practical insights for educators and policymakers

aiming to enhance media literacy and trust-building mechanisms in higher education contexts.
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Research Results

From research objective 1: To identify the key components of affective trust, social media
literacy, and news credibility perception among students in Chinese universities.

The study identified several core components contributing to students’ perceptions of news
credibility, with a strong emphasis on affective trust and social media literacy. Key emotional
attributes such as consistency, compassion, communication, and empathy emerged as vital in
building affective trust among students. These traits fostered open communication, loyalty, and
respectful engagement in digital environments. The concept of “charity in communication,”
including nonjudgmental listening and emotional presence, also played a significant role in
students’ evaluation of news credibility. Statistical results confirmed that these affective di-
mensions—particularly compassion (M = 3.972) and communication (M = 3.983)—were strongly
correlated with trust-building behaviors in educational settings. On the digital competency
side, social media literacy was reflected in students’ ability to understand algorithms, analyze
audience engagement, manage digital identities, and utilize platforms like WeChat, Weibo, and
TikTok for educational purposes. High-frequency users demonstrated better understanding of
post timing, content trends, and interaction strategies. Moreover, collaboration through social
platforms—such as news discussions and group assignments—enhanced students’ critical

thinking, problem-solving, and media awareness.

Table 2 Group Comparison of Variable Constructs (3 Decimal Places)

Group Mean Average Std. Dev. Highest Mean Lowest Mean
Average
News 3.920 1.023 3.990 3.810

Perception (NP)

Social Media 3.891 1.104 4.090 3.720
(SM)
Trust (TR) 4.017 0.851 4.860 3.640

The study also found a positive correlation between education level and news perception
dimensions (value, enjoyment, influence), indicating that more educated students tend to
interpret news content more positively and critically. Ultimately, the results underscore that
both emotional trust and digital literacy competencies are critical factors shaping how students

perceive, trust, and engage with news in a university context.
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According to the findings related to Research Objective 2: To examine the predictive
relationships between social media literacy and affective trust on students’ perception of
news credibility, the study found that social media literacy and affective trust are significantly
influenced by demographic factors such as gender, age, and education level, and these, in
turn, affect students’ perception of news credibility. Female students showed higher levels
of trust and news perception scores, suggesting a gender-based difference in emotional trust
and media engagement. The findings reveal that individual factors—namely gender, age, and
education level—have significant and positive correlations with students’ use of social media,
development of trust, and perception of news. Notably, gender showed a strong association
with trust (r = .67), while age correlated positively with both trust (r = .67**) and news influ-
ence perception (r = .62**). Education level was significantly linked to social media usage in
the context of education marketing (r = .57**%). Furthermore, social media usage, particularly
in educational and marketing contexts, was positively associated with students’ perception of
news credibility and enjoyment. Trust also played a crucial role in shaping news perception,
as communication and competency dimensions of trust were strongly related to how students
interpreted news content. These results support all three hypotheses and emphasize the
interconnected influence of individual characteristics, social media engagement, and trust on
students’ media perception in Chinese universities.

Based on Research Objective 3, findings revealed that affective trust mediated the relation-
ship between social media literacy and perceived news credibility among university students.
The results indicated that students who possessed higher levels of social media literacy—such
as the ability to evaluate news sources, understand algorithms, and critically assess content—
were more likely to develop emotional trust in online communication. This affective trust,
in turn, significantly enhanced their perception of news as credible and valuable. Among the
dimensions of trust analyzed, compassion and consistency emerged as the most influential,
suggesting that emotionally grounded relationships play a central role in shaping how students
interpret and value online news content. The structural validity of the research model was
confirmed through confirmatory factor analysis (CFA), with fit indices showing a good model
fit (e.g., X%/df = 2.582, TLI = 0.926). The trust scale demonstrated strong convergent and dis-
criminant validity, affirming its reliability as a mediating construct. Statistical analysis showed
that affective trust partially mediated the relationship between social media literacy and news
credibility, indicating that while digital competencies directly influence students’ perceptions,

their emotional engagement and trust significantly amplify this effect.
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Table 3 Summary of Hypothesis Testing Results

Hypothesis Description Path/Effect Result

H1 Individual factors (gender, age, Gender — Trust (r = .67*%), Age Supported
education level) positively —> Trust (r = .67*%), Education —
affect social media usage, SMa (r = 57*%)

trust, and news perception.

H2 Social media usage has a SM — NP (B = .647, CR. = 4.650, Supported
significant positive effect on p < .001)

students’ news perception.

H3 Trust has a significant positive TR — NP (B = 589, C.R. = 3.789,  Supported
effect on students’ news p < .001)
perception.

H4 Trust mediates the SM — TR —> NP (Indirect effect = Supported

relationship between social 1043, 95% CI [.034, .040], p < .001)

media and students’ news

perception.

These findings support international research (e.g., Islam et al., 2023; Park et al.,, 2022)
and confirm that promoting trust-building behaviors—such as empathy, communication, and
transparency—can strengthen students’ ability to interpret news critically and confidently in

social media environments.

Research results of Qualitative Research

The qualitative results identified three interrelated components shaping students’ engage-
ment with news on social media. First, affective trust was found to be influenced by emotional
factors such as consistency, empathy, and perceived trustworthiness, which students viewed as
essential for trusting online news sources. Second, in terms of social media literacy, students
displayed differing levels of competence in evaluating source reliability, detecting bias, and
understanding platform mechanisms—skills that are fundamental in navigating today’s digital
news landscape. Lastly, students expressed mixed feelings about news credibility, showing
skepticism toward content on entertainment-driven platforms like TikTok and Instagram, while
expressing relatively greater trust in more established platforms such as Facebook and Twitter.
These findings support Objective 1 by clearly identifying the core psychological, technical, and
perceptual elements involved in how students process and evaluate online news.

The qualitative findings indicate that students with stronger social media literacy
skills—such as the ability to critically assess sources, detect misinformation, and inter-

pret digital content—were more likely to develop affective trust in reliable news sources.
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This emotional trust, in turn, positively shaped how students perceived the credibility and value
of the news they encountered. Students who trusted sources that demonstrated consistency
and transparency reported greater confidence in the accuracy of the information. These pat-
terns suggest a predictive relationship, wherein enhanced digital literacy fosters trust, which
subsequently leads to more discerning and credible news perception—clearly supporting the
aim of Objective 2.

The qualitative findings confirm that affective trust acts as a key mediator between stu-
dents’” social media literacy and their perception of news credibility. Students who demon-
strated higher levels of digital literacy were not only more capable of identifying credible news
sources but also more emotionally connected to content they perceived as trustworthy. This
emotional engagement strengthened their belief in the credibility and value of the news they
consumed. Affective trust demonstrably functions as a mediating mechanism that links digital
competence to students’ evaluation of news credibility, thereby offering empirical support for
the theoretical framework underpinning Research Objective 3.

This table presents a synthesis of quantitative and qualitative research findings, supported
by theoretical literature. It highlights how social media usage, trust, media literacy, and edu-

cational level influence news perception among university students in China.

Table 4 Summary of Mixed-Methods Findings

Quantitative Research

Findings

Qualitative Research

Findings

Supporting Theories

and Literature

Social media platforms like
WeChat, Sina Weibo, and

TikTok are highly valued for
educational communication

and marketing.

Students use media literacy
to distinguish credible vs.
misleading content, prefer
Facebook/Twitter for news

credibility.

Zhang et al. (2022) -
Trust in Chinese
social media brands
(WeChat, TikTok,
Weibo).

Consistency, trust,
empathy, and
communication positively
impact educational
outcomes and news

engagement.

Students emphasize
importance of trust,
consistency, and emotional

connection to news.

Cheng & Shipman
(2020) - Influence of
misinformation and
role of trust in social

media.

Higher education levels
improve students’ ability to

critically evaluate news.

Students express need for
critical thinking skills to

process news responsibly.

Lee & Lindsey (2017)
- Education level and
news perception via

social media.

Strong correlation between
social media use and
educational outcomes; trust

plays a key role.

Students view trust as
essential to navigating news

content online.

Zhang et al. (2022) -
Trust,
communication,

competency affecting
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Table 4 Summary of Mixed-Methods Findings

Quantitative Research

Findings

Qualitative Research

Findings

Supporting Theories

and Literature

educational

environments.

Trust significantly
influences social media and
news perception in Chinese

universities.

Students rely more on
credible platforms and trust
emotional connection with

reliable sources.

Hatamleh et al.
(2023) - Trust
enhances social
relationships and
moderates social

media use.

Trust mediates the
relationship between social

media usage and news

Trust serves as an emotional
and cognitive bridge shaping

how students evaluate online

Karlsen & Aalberg
(2023) - Facebook’s

impact on perceived

perception. news. news credibility and

trust.

The synthesis of quantitative and qualitative findings reveals that social media usage, trust,
media literacy, and education level collectively influence how university students in China
perceive news. While platforms like WeChat and TikTok are widely used for communication
and marketing, students show greater trust in platforms like Facebook and Twitter due to
their perceived credibility. Emotional and cognitive elements—such as consistency, empathy,
and transparency—emerge as key components of affective trust, which mediates the rela-
tionship between digital literacy and news perception. The convergence of findings highlights
the importance of fostering both technical and emotional aspects of media literacy in higher
education, aligning with previous research that emphasizes trust’s critical role in navigating
today’s complex information environment. The synthesis of the preceding research findings

allows for the formulation of a coherent and structured model, as outlined below.

Education and
competency. (r=.61)

INDIVIDUAL
FACTORS

Z

Gender with
competency
(=0.67)

Age and news
perception, (=.68.)

Gender with
social media
use in
classroom
leaming
(=058

News Perception
among University
Students in China

Perception value
(=3.99)

Trust mediates the impact
of individual factors on
students' news perception
via social media.

S |

Consistency

builds

Media
Engagement

Social
education (%=4.09)

trust,
recognition, and
lasting
loyalty.(=4.86).

The ten components reflect the core
factors linking trust, literacy, and
news perception in social media use.

Figure 1 Conceptual Framework
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Key insights into media engagement, trust dynamics, and news perception among university

students in China

Research Discussion

The findings of this study offer a comprehensive understanding of how social media lit-
eracy, affective trust, and news credibility perception interact within the context of Chinese
universities. In alignment with Research Objective 1, the study identified key emotional and
cognitive components that shape students’ engagement with news on social media. Affective
trust was strongly influenced by emotional traits such as consistency, empathy, compassion,
and trustworthiness, which served as the foundation for students’ confidence in online news
sources. These findings are consistent with the study by Islam et al. (2023), which emphasizes
the role of emotional trust in fostering stronger social connections in digital environments.

Regarding Research Objective 2, the study revealed that social media literacy significantly
predicts affective trust and, in tumn, influences students’ perception of news credibility. Students
with high media literacy skills—such as the ability to critically assess sources, recognize bias,
and understand digital algorithms—tended to report higher levels of trust in news content.
These students were also more capable of distinguishing between credible and misleading
information. The findings reinforce the work of Cheng and Shipman (2020), who noted that
users’ trust in platforms like Facebook is shaped by their self-efficacy in detecting misinforma-
tion. Moreover, demographic variables such as gender, age, and education level were found
to be significantly correlated with both trust and news perception, supporting the argument
that individual factors contribute meaningfully to media engagement outcomes.

In accordance with Research Objective 3, the study confirms that affective trust serves as a
mediating variable between social media literacy and perceived news credibility. Students who
demonstrated stronger digital competencies were not only better at evaluating news content
but also emotionally engaged with trusted sources, which enhanced their perception of the
credibility and value of news. This mediating effect aligns with Fredrickson’s broaden-and-
build theory, where emotional trust broadens cognitive processing and supports deeper news
interpretation. The confirmatory factor analysis (CFA) results further validated the structural
model, with fit indices such as TLI = 0.926 and X?/df = 2.582, indicating a good model fit.

Overall, the study emphasizes the interdependence between digital literacy and emotional
trust, suggesting that fostering both skill sets is essential for cultivating critical news consumers.
These insights are especially relevant in light of the growing influence of social media platforms
like TikTok, Weibo, and WeChat in students’ daily lives. The implications extend beyond theory
into practical domains, where educators and policymakers are urged to design media literacy
curricula that not only enhance cognitive skills but also promote emotional awareness and
trust-building mechanisms in digital communication. As Karlsen & Aalberg (2023) caution, the
erosion of news credibility on platforms like Facebook necessitates urgent educational inter-

ventions to equip students with tools for responsible digital citizenship.
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Research suggestions

1. The findings confirm that age, gender, trust, and digital competency significantly influence
students’ news perception. Affective trust, in particular, plays a dual role as both a predictor
and a mediator. Thus, educators should incorporate media literacy and critical thinking skills
into curricula to help students critically evaluate online information, recognize bias, and dif-
ferentiate between reliable and misleading sources.

2. A positive relationship was found between social media use and trust-building in ed-
ucational marketing—especially among women and younger students with higher education
levels. Institutions should use targeted social media strategies to enhance credibility, reach
broader audiences, and foster meaningful engagement, thereby strengthening news perception
and institutional reputation.

3. Students’ ability to distinguish credible news is shaped not only by technical media
literacy but also by affective trust. Media education should therefore include interpersonal
and ethical dimensions—empathy, consistency, and respectful communication—empowering
students to become responsible digital citizens who engage thoughtfully with online content.

4. Educational institutions should implement integrated media literacy programs that
combine fact-checking skills, tailored instruction based on gender and generational differences,
and sustained anti-fake news campaigns. These initiatives can be embedded into the formal
curriculum or extracurricular activities to enhance students’ critical thinking, promote ethical

media use, and build a resilient academic environment against digital misinformation.

Further Research

1. Future studies should examine how evolving technologies—such as Al-driven content,
decentralized news platforms, or immersive environments like the metaverse—reshape the
dynamics of trust and credibility in digital news consumption, particularly among youth.

2. In addition to mixed methods, future research should adopt participatory action research
(PAR) approaches that co-create innovative educational or media tools rooted in indigenous
knowledge. Collaborating with local communities will ensure that research outcomes are both
practical and sustainable in real-world contexts.

3. Future research should investigate the long-term impact of media literacy education
on students’ news perception and critical thinking across different social media platforms. By
employing mixed-methods and experimental tools such as Al-generated content or chatbots,
researchers can evaluate how trust, credibility assessment, and misinformation detection evolve
over time—providing evidence to inform digital ethics policies and platform-specific media

literacy strategies.
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ABSTRACT

This study aims to: 1) examine the use of message framing by weight loss influencers on
Tiktok platform, 2) examine the use of storytelling techniques by weight loss influencers on
Tiktok platform, and 3) examine audience engagement with weight loss influencers’ short videos
on Tiktok platform. This study employed a qualitative research design using content analysis. A
purposive sample of 105 TikTok short videos which have at least 500,000 views was selected
from three influencer accounts with healthcare professional backgrounds. The videos were
published between 2021 and 2024. The findings indicated that 1) gain-framed messages were the
most common type of antecedent variation. Regarding the four types of consequence framing,
1.1) long-term consequences were most frequently used in terms of time, 1.2) self-oriented
consequences were most frequently used in terms of personal impact, 1.3) promotion-ori-
ented consequences were most frequently used in terms of regulatory focus and 1.4) health
consequences were presented more frequently than non-health consequences. 2) In terms of
storytelling components, influencers frequently employed 2.1) second-person point of view,
2.2) implicit dramatic questions, 2.3) speak on camera angle, 2.4) sequential moments of change
(And, And, And) and 2.5) hope appeals. 3) The findings also revealed that the short video with
the highest engagement rate originated from an influencer’s account, which 3.1) exhibited a
friendly persona, 3.2) employed a first-person point of view, 3.3) incorporated non-health con-
sequences, 3.4) utilized metaphors and 3.5) collaborated with other creators in content making.

Keywords: Message Framing, Storytelling, Message Appeal, Weight Loss, Health Communication
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Abstract

This study examines how service quality influences university brand loyalty among students
at public universities in Kunming, China. To address gaps in research on non-elite institutions,
data were collected from 393 students using a SERVQUAL-based survey. Five dimensions of
service quality—reliability, responsiveness, assurance, empathy, and tangibles—were tested
against cognitive, affective, and conative loyalty using PLS-SEM. Results showed that reliability,
responsiveness, empathy, and tangibles significantly predicted loyalty, while the path from
assurance to affective loyalty was not significant. Responsiveness, empathy, and reliability
were the strongest predictors of cognitive and conative loyalty, highlighting the importance
of timely support, personalized care, and consistent service delivery. Theoretically, the study
validates SERVQUAL’s applicability in Chinese higher education and clarifies how service quality
dimensions shape different loyalty types. Practically, it suggests universities should prioritize
responsiveness and empathy in faculty-student interactions while addressing weaker assur-
ance-related affective engagement.
Keywords: Service Quality, University Brand Loyalty, SERVQUAL, China

Introduction

Universities increasingly recognize service quality as a critical driver of student loyalty, which
enhances retention, reputation, and sustainability (Helgesen & Nesset, 2021; Hemsley-Brown
et al,, 2022). Loyal students persist, advocate for their institutions, and contribute as alumni,
making the service quality-loyalty link vital in a competitive higher education environment
(Rew et al., 2023). Yet, uncertainty remains about how specific service quality dimensions shape
loyalty, especially in non-Western and developing contexts (Mourad & Benmamoun, 2022).
Research on Chinese public universities outside major cities is limited, despite their role in

educating most students.
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Public universities in China enroll over 70% of students and operate under unique policy
and cultural conditions. Institutions in cities such as Kunming face challenges of limited resourc-
es and high student—faculty ratios while balancing quality and access. Students’ perceptions
of service quality are further influenced by government funding, job outcomes, and cultural
expectations, making this context distinct from Western models.

This study quantitatively examines how reliability, responsiveness, assurance, empathy,
and tangibles influence cognitive, affective, and conative loyalty among students in Kunming’s
public universities. It aims to clarify which service dimensions most strongly predict loyalty and

provide evidence-based insights to improve service delivery and student engagement.

Literature Review

1. Service Quality and SERVQUAL Model

Service quality in higher education refers to students’ perceptions of the effectiveness of
academic and non-academic services shaping their overall experience (Gruber et al., 2010). It
strongly influences satisfaction, retention, and institutional reputation (Sultan & Wong, 2013).
The SERVQUAL model (Parasuraman, Zeithaml, & Berry, 1988) highlights five dimensions—tangi-
bles, reliability, responsiveness, assurance, and empathy—that remain widely applied in higher
education (Tan & Kek, 2004). Tangibles cover facilities and infrastructure; reliability reflects
consistent delivery of promised services; responsiveness captures timely support; assurance
relates to competence and professionalism; and empathy emphasizes personalized care and
inclusivity. Together, these dimensions shape trust, belonging, and loyalty in university settings
(Rew et al., 2023).

2. University Brand Loyalty (UBL)

Service quality in higher education reflects students’ perceptions of the value and effective-
ness of academic and non-academic services shaping their experience (Gruber et al., 2010). It is
a critical driver of satisfaction, retention, and institutional reputation (Sultan & Wong, 2013). The
SERVQUAL model (Parasuraman, Zeithaml, & Berry, 1988) outlines five dimensions—reliability,
responsiveness, assurance, empathy, and tangibles—widely used to evaluate teaching quality,
resource provision, staff support, and the overall campus environment (Tan & Kek, 2004).

3. Gaps in the Literature and Justification

Despite extensive research, key gaps remain in understanding service quality and brand
loyalty in higher education, particularly in non-Western contexts. Studies often focus on Western
or elite institutions, neglecting public universities in underrepresented regions like Kunming,
where limited resources, large student populations, and digital service demands shape percep-
tions. Existing work also treats service quality as a single construct, overlooking how SERVQUAL

dimensions distinctly affect loyalty.By addressing these gaps, this study provides a detailed,

)
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context-sensitive analysis of how service quality dimensions influence multi-dimensional brand
loyalty in Chinese public universities, offering actionable insights for enhancing institutional
competitiveness and sustainability. Based on the SERVQUAL model and brand loyalty theory,
the following hypotheses are proposed (see Figure 1):

H1: Reliability will positively influence cognitive loyalty (H1a), affective loyalty (H1b), and
conative loyalty (H1c).

H2: Responsiveness will positively influence cognitive loyalty (H2a), affective loyalty (H2b),
and conative loyalty (H2c).

H3: Assurance will positively influence cognitive loyalty (H3a), affective loyalty (H3b), and
conative loyalty (H3c).

Ha: Empathy will positively influence cognitive loyalty (H4a), affective loyalty (Hdb), and
conative loyalty (Hdc).

H5: Tangibles will positively influence cognitive loyalty (H5a), affective loyalty (H5b), and
conative loyalty (H5¢).

Service Quality University Brand Loyalty
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Figure 1 Conceptual Framework

Methodology

This study employed a quantitative survey-based design to examine how service quality
influences university brand loyalty among students at public universities in Kunming, China. The
research population included approximately 325,188 students across nine institutions, and a
stratified purposive sampling strategy was used to ensure representation by university, academic
level, and major. A minimum sample size of 393 was determined via G*Power, and 400 valid
responses were ultimately collected from undergraduate students through both online and
in-person surveys. The structured questionnaire, adapted from SERVQUAL and higher educa-
tion-specific scales, measured five service quality dimensions—reliability, responsiveness, assur-

ance, empathy, and tangibles—and three loyalty components: cognitive, affective, and conative.
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All items used a 5-point Likert scale. Data analysis was conducted using Partial Least Squares
Structural Equation Modeling (PLS-SEM) with SmartPLS, assessing both measurement reliability
(Cronbach’s alpha, composite reliability, AVE, HTMT ratios) and structural relationships (path
coefficients, R?, effect sizes, bootstrapping with 5,000 resamples). Content and construct validity
were ensured through expert review and CFA, while reliability exceeded accepted thresholds,

confirming the robustness of the study’s design and findings.

Results
A total of 393 valid responses were collected through the online structured questionnaire.
The participants were sampled from nine public universities in Kunming, Yunnan Province,

based on proportional representation (see Table 1).

Table 1 Distribution of Survey Respondents by University Affiliation (n = 393)

University Number of Proportion
Respondents

Yunnan University 69 17.56%
Kunming University of Science and 65 16.54%
Technology
Yunnan Normal University 55 13.99%
Kunming Medical University 28 7.12%
Yunnan University of Traditional 19 4.83%
Chinese Medicine
Southwest Forestry University 36 9.16%
Yunnan Agricultural University 39 9.92%
Yunnan Minzu University 41 10.43%
Yunnan University of Finance and 41 10.43%
Economics
Total 393 100%

Among the 393 respondents, 43% were male and 57% female, with representation across
all undergraduate years, most from Year 3 (28.8%) and Year 2 (28.2%). Regarding service
quality, Assurance scored highest (M = 3.37, SD = 0.99), followed by Tangibility (M = 3.32) and
Responsiveness (M = 3.31), while Reliability and Empathy were slightly lower (M = 3.29 each).
For loyalty, Cognitive Loyalty achieved the highest mean (M = 3.31), followed by Conative (M
= 3.29) and Affective Loyalty (M = 3.28, SD = 1.08), showing heterogeneity in emotional ties.
Measurement model assessment confirmed reliability and validity: factor loadings exceeded
0.70, Cronbach’s Alpha and Composite Reliability surpassed 0.70, and AVE values exceeded
0.50. Discriminant validity was established via HTMT (<0.90) and Fornell-Larcker criteria, while
VIF values below 3.5 indicated no multicollinearity. Overall, the scales demonstrated robust
psychometric properties for examining the relationship between service quality and brand

loyalty.
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Table 2 Results of Factor Loadings

Construct Item Loading
Assurance ASS1 0.821
ASS2 0.855
ASS3 0.830
Empathy EMP1 0.805
EMP2 0.842
EMP3 0.817
Reliability REL1 0.810
REL2 0.835
REL3 0.822
Responsiveness RES1 0.833
RESZ2 0.850
RES3 0.825
Tangibles TAN1 0.815
TAN2 0.840
TAN3 0.828
Affective Loyalty AFF1 0.800
AFF2 0.835
AFF3 0.810
Cognitive Loyalty COG1 0.820
COG2 0.845
COG3 0.832

Table 3 Results of CA, CR and AVE

Construct Cronbach's Composite Average

Alpha (CA) Reliability (CR) Variance

Extracted

(AVE)

Assurance 0.887 0.920 0.794
Empathy 0.875 0.910 0.770
Reliability 0.868 0.905 0.760
Responsiveness 0.880 0.915 0.780
Tangibles 0.870 0.908 0.765
Affective Loyalty 0.850 0.895 0.740
Cognitive Loyalty 0.860 0.900 0.750
Conative Loyalty 0.855 0.898 0.745

The structural model confirmed significant positive relationships between most service quality
dimensions and university brand loyalty. The only nonsignificant path was from assurance to
affective loyalty (B = 0.085, p = 0.099). Responsiveness emerged as the strongest predictor,
influencing affective (B = 0.230), cognitive (B = 0.273), and conative (ﬁ = 0.210) loyalty.
Tangibility also showed consistent effects across all three components (B = 0.195-0.212),
while reliability significantly shaped affective and cognitive loyalty, with a weaker impact on
conative loyalty (ﬁ = 0.098). Empathy exerted significant, moderate effects on all loyalty types
(B = 0.153-0.168). Assurance contributed to cognitive ([3 = 0.222) and conative ([3 = 0.136)
loyalty, but not affective.

Bootstrapping with 5,000 resamples reinforced the robustness of the results, as all confi-
dence intervals excluded zero except the assurance-affective path. Effect size analysis revealed
responsiveness had medium effects on cognitive (f2 = 0.16) and conative (f2 = 0.14) loyalty,
while other predictors demonstrated small but meaningful effects (f2 = 0.05-0.10). R? values
indicated moderate explanatory power: affective (0.384), conative (0.354), and cognitive (0.310).
Model fit indices (SRMR = 0.044-0.058; NFI = 0.81) supported adequacy, while Q? values con-
firmed predictive validity. Collectively, the results affirm that service quality dimensions are

significant predictors of loyalty in Chinese public universities.
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Discussion and Conclusion

This study confirms that university brand loyalty is multidimensional, shaped by service
quality, rational trust, emotional bonds, and behavioral intention. Responsiveness, empathy,
and assurance emerged as the strongest predictors, while reliability and tangibles served as
baseline expectations. Responsiveness consistently influenced all loyalty dimensions, empa-
thy drove affective loyalty, and assurance strengthened cognitive and conative loyalty. These
findings highlight the differentiated effects of service quality in Chinese higher education.Table

4 shows the summary table of findings.

Table 4 Summary table of findings

SERVQUAL Cognitive | Affective | Conative Interpretation

Dimension Loyalty Loyalty Loyalty
Timely communication
Responsiveness | Strong (+) E\jlr;)derate Strong (+) :23 é‘éﬁgﬁg;['ve trust
commitment
Personal attention
£ th Moderate <t ) Moderate | fosters emotional
mpathy (+) rong (+) connection and long-

term engagement
Competence builds

As St ) Not Moderate | rational trust and
surance rong significant | (+) continuation, but not
emotions
Consistency prevents
o Moderate | Moderate dissatisfaction, but less
Reliability (+) (+) Weak (+) impactful for deeper

loyalty

Facilities and resources
matter, but mainly as
baseline expectations

Moderate | Moderate | Moderate

Tangibles ) W )

This study confirms the multidimensional nature of university brand loyalty and validates
the SERVQUAL framework in Chinese higher education. Responsiveness, assurance, and em-
pathy emerged as the strongest predictors, while reliability and tangibles served as baseline
expectations. Universities should prioritize communication, efficiency, and supportive rela-
tionships, ensuring infrastructure is paired with responsive interaction. Limitations include the
Kunming-only scope, self-reported cross-sectional data, and SERVQUAL focus, suggesting future

research should consider longitudinal, comparative, and contextual factors.

)
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Abstract

This study aimed to examine and design a Line sticker set to support misinformation sur-
veillance within consumer networks in Southern Thailand, as well as to evaluate its efficiency,
effectiveness, and user satisfaction. The research was conducted under the Human-Centered
Design (HCD) framework, employing a mixed-methods approach that combined qualitative and
quantitative techniques. Qualitative data were collected through focus group discussions, while
quantitative data were obtained from a media prototype evaluation survey. The target group
comprised 14 volunteers from consumer networks across seven southern border provinces who
participated in the co-design of 16 prototype stickers. The design emphasized the representa-
tion of local identity, the use of Southern Thai and Jawi languages, and visual communication
that encourages information verification prior to sharing. The prototypes were subsequently
evaluated by 27 actual users using a five-point Likert scale satisfaction questionnaire.

The findings revealed a high level of user satisfaction across all dimensions. The highest
mean score was attributed to font size suitability for readability stay at 4.63 points (strongly
agree). The color contrast for visual distinction stay at 4.59 points (strongly agree). and content
layout appropriateness stay at 4.48 points (strongly agree). The average satisfaction score across
all items stay at 4.46 points (strongly agree). indicating strong usability and acceptance.

The results suggest that culturally grounded Line stickers can effectively serve as micro-media
tools for community-based misinformation surveillance. When designed with users’ linguistic
and cultural contexts in mind, such media not only enhance information awareness but also
promote participatory media literacy practices. This approach offers practical implications for
developing similar tools in other regional or community-based contexts.

Keywords: Misinformation, Media Literacy, Line Stickers, Human-Centered Design, Consumer
South Network
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2. uansisziiususuuaininaslan

nsUsEllusukuuALiunsiunguiieg e ldanuase Sruastonun 27 ey 1NNNGUIENALAT
ffusndniaiedieduilanan 7 dminnald aundnlungudedenuesuled liun latuas et
Taglduuudeun1uuuy Rating Scale 5 s¢fu Tns1zsidnedads (Mean) wogdudouuannsgiu
(5.0.) wan1sUsziiudiseandondai:

A15199 2 Nan1sUseiuUsEANS A LAz UsyansNaveInsituaRnneslatauld Check nou

Variable N M SD
LAmausunissadiudusayszandld ()
1.1.n13k0leneusar ATeBnUULARRINBT A 27 4.37 0.63
1.2 ilevnanunsnuanstenumnadiodhse T 27 4.37 057
JoyaRanain

1.3 n1slédlamauanituna 27 4.59 0.5
1.4 wunaidnysimnzanfiumssu 27 4.63 0.57
1.5 dndulpgsauvesesnlsznounm 27 4.48 0.51

2 mManudunisussiiudszaunsaifld UX)
2.1 alszdiauazFuudgueInseanuuy 27 4.48 0.58
2.2 Hafduuazanuazainlunisideu 27 4.33 0.48

Wasa 4.46 0.55
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(UX) a8aTads Fadudeulvddnivilidedivaiisyavsamlunisdearslugatiagiu
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ﬂ'1ﬁ%’aﬁﬁi’mqﬂszmﬁtﬁaﬁnm@w%wamaangﬂﬁaLLaxﬂ1sLTJcﬂ%’Uszmmiﬂmﬁawiawqaﬂﬁmmi
wanseanensdiosuuleundindudndvasssanvuanestud nquiiegisusznaumelssynay
Wuels iU ARTEING WA, 2538-2553 TulwangammwamiuasuazIuama S1uau 400 au 14
wuuasuaulunsiivioya waslnaneiiien1siasizinuonnoenan Kan15ITenudl wgle
Tuns@infurnansnsilesiiavinaseradidodfaronginssunsuanseanmenisides (B = 873,
p < .001) Tngannsaesueanuulsusnléfosas 76.1 vaueiimalasutnasifissesiafesls
Usngdvswnasgsiifoddey WeRinsanussgslafusesu wuimginssunisEenomanmsiies
Iesudvsmaanusegslasuesdanus (B = 368) maidudiuvilswesdann (B = .360) waznisnane
mnuRaesen (B = 246) wqaﬂﬁummﬂ’uagumnmiLﬁaalﬂ"%’u%w%wamﬂLLﬁdﬁ]ﬂﬁ]ﬁ’lumﬁLi‘Judau
vilwosdany (B = 392) Mspanwewdaaien (B = .345) uazesdnnui (B = 205) ngiinssy
nssdnsunlsnisanssurldsudninanussgslasumsidudiuniaesdsan (B = 439) ssdennu
([3 308) wazensual ([3 = .156) mwwqmﬂi‘iumimamu'igmalmuawﬁwamﬂngﬂamu
mafudnmiavesdany B = 440) asdmrwd (B = .295) uazmsmansanuiaesen (B = .173)
ANAATY: LL’N@JQI‘\], ASTAFUY1IENTNIINITERY, NITHERIDDNNIINITLEIRY, LoUNAMTULENT,
el Ul

Abstract

This study aimed to examine the influence of motivation and political information exposure on
political expression behaviors on the X application among Generation Z citizens. The sample consisted
of 400 Generation Z individuals born between 1995 and 2010 residing in Bangkok and its metropolitan

area.Data were collected using questionnaires and analyzed through multiple regression analysis.
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The results indicated that motivation had a statistically significant effect on political
expression behaviors (B = .873, p < .001), explaining 76.1% of the variance, whereas
political information exposure alone did not have a significant effect. Analysis of motivational
dimensions revealed that political advocacy behavior was influenced by knowledge (B =.368),
social integration (B = .360), and stress relief ([3 = .246). Political support behavior was
influenced by social integration ([3 = .392), stress relief (B = .345), and knowledge (B = .205).
Public policy promotion behavior was influenced by social integration (B = .439), knowledge
([3 =.308), and emotion ([3 = .156), while government opposition behavior was influenced by
social integration (B = .444), knowledge (B = .295), and stress relief ([3 =.173).

Keywords: Motivation, Political information exposure, Political expression, X application,

Generation Z
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nMsfldusuminsdlewesssrmudutihddfusoanuduudwesssueulsvuiulag esn
Junalnilalemaliussanvuannsouaasanudniiusagdnddmsulunsdndulanmsiies
(@riinanuariBnsaniunuegs, 2561) lugamaluladidvia dedinuooulainansifutemis
ddydmsunmsiom amadey wazuanidsutoyansmadles savadusiesdefinssamailes
waztihmaidedddeasuloviouarsuilsnrmAndiuannuszvvu (Fma mesusziass, 2565) g
fimuesdoooulavfinaridelondliuszmvuirfdeyanisniniledidiosemnds Tnsanizau
sulwsinFelaiueistiud (Generation 2) fienansouansoonminmsidesldogmannmane

vildluunanslesuildsunudeougs Ae ueundieduidng (X) wievinmes (Twitter) Famouauss
sonufosmsmuasnmluntsuansanuAniusasrududiivesdld (susde lvedyan, 2562)
nsldunanesudinanasnngeiunguinslivsslevikasauiisnels (Uses and Gratifications
Theory) fiosunemaidentidevesyanatusgiuussgdlanasanufianslavesdld (Rubin, 2009) d
Wldgnsiiarusinmenisdiedluvantesuuuu Wy nsiBenses nmsatuauuy wavnisudnduuleuiy
a15n300e (ina Tuugazaun #9iuns, 2560)

waAnssumsniudevesuszvvulugaddvaiiiefusteyansnsdlosduual tuduluseaiian
devanelanzyanainnIINsLandeiuugy (Kaye & Johnson, 2002) TasussgslalunmsiUniude
faruvannuany Tsuesie] (Affective) Au3 (Cognitive) M3snwanuzdIuyAAA (Personal
Integrative) madudrunilsvesdiay (Social Integrative) Lazn13AAIYAIUAILATEA (Tension
Release) (Katz, Blumler & Gurevitch, 1973) lnatanislunguiatuesdud Feavvouliistudenisldde
Heuooulaviduiiuiiddylunsuanseonniamsiiies (Boulianne, 2019) Maihisdeyaoeulavita
Timsdnduladansileaduliedesindinazaennassiuaniunisal (Suhariyanto & Rozak, 2025)
Snvaduaiuaiadndnuaimnindeasidenlosliidrfunguaaunisaifentu Tasusagdadidy
lown Ausiaan1snseausy (Status) nMsuarvndeyalval (Novelty) wagnisadisnuduiusnig
damy (Social Connections) (Velasquez & Rojas, 2017)
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yensifioazasjuiulumstuiadoulssiuatsiay il wuestudddumumlaneiilunis
Fuindounsiilosyaddva ’uns3ug wansmnuAaiy wazadnmsaseuiniluussiunsdng
(Boulianne, 2019) safansldessulatifuiufiaissndnuaimenaidiomasadndunauisuuas
vdepuluguuuulval (Vaccari & Valeriani, 2018)

nAfeTrunldinsAnenistidusmansidlemiudedrussulaflufifiong q wu nsld
wisdniledaaiunuailavnanisdles awivnanisdles msaunun uaznisiidrusiulufanssu
yamaidies (Gsend Iundad, 2564) unumvesdedsnuoeulatl wu ednuasninmeslunisiidou
Fununsiledunguensulng (Sonsena, 2024) samdsnisiifiadeayaniensiiles Msaduayuns
afumenmadiomarduaiunmaadeulmmnindesihudedinueeulat Uitsaeng, 2023) oesls
finnu uAfefdieneiusagdasasngnssumstansesnmsnsiledasianzvesnguiaiuelsiud
vukwannesudng (X) vseminmessalidruudia faifimsfnelaswadveddnaduuminmes
warnsilaIuTINeualuBIsTUT (Stolze & Melanie, 2022) uionadsliifiomeiazosuneidadniouss
ylauaznslinsuimansmanisidesluiunveslng desimnanside (research gap) 3eegiinis
dlathdomandlunduauiulmivumanrlesusananluuiunussmelne

fafu uATeatuiingusrasdifiofnumginssunsuwansoonniamailesesnguaiuoisdud
Fadulaumieutumaluladidvauasinislideseulaiedisdeiios lnsamenslinuueundindy
Bndlugrugiuiidearsmenisilesiiasfounssgdlanasainmlunisuansoon nsideselinggy
dvdnavesussgslanaznslnduimasmensidiosiideaienginssumsuansoonmansidesuu
waUndindudainan Weadsarudlafnsuiadeiidoreomatidusumanadiosesausill
wazidumddumsiannagvnisomsvesmisnuniady nssansiles uazesdnsiieades
TiUssavBnauazannndesiuuiunnsdeansidvialutlagu

ANDNNNS2RE
uwssgdlauasnslnsuimansnisdesidvinasensuanseenmemalesuuieunaindudndves
Usgrmuaiuestudviseld egnsls
IngszasAraInisias
1iflofnwiBvsnavesussgslafifidenisuanioonyenisidlesunusunaindudndues sy v
LU TUT
2. fioRnwdvsnaveinisidadusmansnisiiedifidensuanseannnisdesuuieundiadudng
VRIUTEWIVULAUBLTTUT
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ANNAFIUNGIE
usagslanarn1siUaiuriansnisdies dvSnasdenisuanteanyenisidiosuuneundindiundnd
YRIUTLVIVULLUBLTTUT

NITNUNIUITTUNTTUUAZNTAUUUIAATUTIAE
msidundall TdnumussunsauwasmAtefiisdes welflunsdiumiade fil

1) noumsldszlagiuazauianala (Uses and Gratifications Theory)

nuinslivsslovinavanufisnslaosuied fFuasiunumiBssnlunisidendeiileneuauss
AmufesmsduyanaTasudinuayala suthluganufiawelalunuies (Rubin, 2009) Taeffsuans
flagnnashedneduds mnualidasslunsidenasailemuasdesmaiiaenadosfuauaulaua
LLiﬂgﬂasuaamu (Katz, Blumler & Gurevitch, 1973) 17?&5 LLmﬁwﬁﬂmawqwﬁUizﬂauﬁw 5 Useng
leun 1) msldFefithmuneianzuazdsuasenginssudld 2) mslideiflonsuausrudesnisdiu
yana Wy Msuamandeyavionnudtiuniis 3) Yadensdinuuazdnineddviwadonginssunislide
1) Aedpautstuiiiofagaauavle way 5) fliFesnseuguaudussErimuivde (Sjoblom
& Hamari, 2017) fiviu nqufidsadunseuuunniitiseduisussgdlauaswofnssumaidentidoves
Auslaalsegraduszuy

2) wuaARNEITULsIaslalumMsilaFutinaans

usgdlaiduesdusenevdifylunguinislivselevivazaiufionala (Uses and Gratifications
Theory) GaasinguslnadesiunumiBesn (active audience) lumsidenlideriionsuaussausiesnis
WNEveInY (West & Turner, 2010) T.mEJLLsagﬂaﬁfaﬂa'nﬁﬁugmmﬂﬂﬁamaﬁﬂﬂmmﬁm%m uay
avvioudsanufianelafimenisnnnadadutmans Rubin, 2009) il naudsuunussgdlasonidu
5 anu ldwn 1) 915ual (Affective) 2) A3133 (Cognitive) 3) a@nuziazni1seausy (Personal Integra-
tive) 4) Udufusnsdsau (Sodial Integrative) uag 5) Msnateaufiaeien (Tension Release) §4
agyiouinnslaiudols 9 HruiAsnndneanzuazasfeinsngluveusazyana suly
Hadudndnyiidmuanginssunisuslandeluuiuneng 4 (West and Turner, 2010)

3) WUIAALNEIAUNTLEAIRENNNENTIEI D

nsuanseennIenIsiiies vanes nszvIunsAn mededule uaznisnsesilagainsled
Aendosiufanssumenadios diludnuuratuayy dafn viondndunisdsuulas (ina
WUy Uavaun Fmuins, 2560) Feanusosuunld 4 Usean Teun 1) nsendeamanisies wu
nsifvrudedudeFunfeailendnsunsiudsuulanddlassaine 2) msaduayumanisiios
WU Msauayunssanidles dnmaifles videanduiiieades 3) mmdnduulevisansisas
wu MsawviouteBunioswmutesmamenseganssansilesvidedontaru way 4) mIreduizuia
WU MUY Inngiansal viseuiasnisaiuayu (yunigyail WuGIANed, 2559; fina diutug uageaun
Aainms, 2560; N30 HgAINSIAsS, 2563) NuidsatuiliinumgAnssunsuansosnyemailesas
wwastuduuweundndudng Tngldnginssutedussmadusudsmalunsiiesest
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4) wwaRALRERULALWALAT UL NG (X)

waUnaLAtudndg (X) viseninwes (Twitter) Wuunannesunseinedenusaulaiviin
lalasufoniifléanunsndstomudu q warldileiduvannuats iy Reply, Re-tweet, Like, Quote
Tweet wazlauiin (#) (@014 éuaﬂa 2562) 1u¥ 2566 unanesuiildiudouiodusnd () Ined
Wrnsnelidu “Super app” visowaUaunUszasd (Thai PBS, 2566) Jidfdninguaugulm
1/1maamﬁm’mL‘U‘umumLLauwuwmmumﬁmeaaﬂaEmaa'ﬁu (WUt 16na°ﬂﬁum'1 2562)
LLanamﬂuuLaﬂmqﬂmaJLﬂumiaqmammy’tumamawa;gamami msuaniUasunuRnIiy Lazns
fldnsmmanisidles iunmsliussuiinuas Samusssuosulatiildeulanseulaiueanlad
ey (Suhariyanto & Rozak, 2025) wenanil Fadureamddgdmiuiguna nssanisides
thnsiles wardesnawu Tumsdemstoyauaradnsildusiuvosszvvuegissinga (Lilleker
& Jackson, 2024)

sziilegniani9iae

m33fondadiumsifedesinm (Quantitative Research) TusUuuunsITe@ed 519 (Survey
Research) Tnglfuuuasunuiuuuasla (Close-ended Questionnaire) Wuiaaaiielunisifi
swsdeya nguied1sfeUsmvueistuT (Generation 2) Fudnsewingd a.f. 1995-2010
(.. 2538-2553) (Gentina, 2020) kavilane5ening 15-30 U

ﬂﬂiduﬁaaéwqisﬁiﬁwaW8%umau (Multi-stage Sampling) Usznausig

1.ﬂ1§?j'§JLLUU%‘LJQﬁ (Stratified Random Sampling) fwuaUszansitwanedulssenwu
Lﬁ]LuaLi%“u%ﬁmﬁaagUJIuL‘umﬂqamwumuﬂmaw%mmsmaﬁﬁ SrnuT LR 1,359,274 AU (NSUNIT
UnAses nsensasumalveg, 2567)

2.maduuutlani (Quota Sampling) wisngusegnsmudndrulssanslunsasiui Téun
NIUNNUYILAT 204 AY aNTUTING 50 AW Unusti 45 AW wuny3 44 AU uATUTY 36 AU LAy
dynssms 21 Ay TIVAY 400 AY

3 mMsduiuutiadey (Accidental Sampling) melunsiasfiufinudndiuiitmuaauldsumungy
§79E19ATU 400 AU

msmsssuaunTYeaAsesisiteriunsladlifviimaenndasstriedeawiuingussad
(Index of Item-Objective Congruence: 100) Tnefmumnasiniseonsulia 0.50 FulU nan1snsaa
aounuin duil 1 usegslalumsidadurnansnisdles fien 10C 1@ 0.87 dwil 2 woAnssunisida
futmansmadies fid 10C lade 0.93 wavdwdl 3 MauanseenniemaLiles e 10C 1ade 0.92 sausis
atuslen 10C 1ade 0.91 Seegluszdvimnzan aunsaldlumsifununudeyaldesaindede

NANSIAE
mferdsliingusrasdiitefinydvinavesussgdlauaeniadnduinmsmadiosidrenginss
msuanseanmemsifiosuuieUndiadudndvesUssrsumaieisdud Tnsanansoagnansidelsd
auuAzIuNITItY wseglakazn1siasudnansnisides favsnanenIsuanIeanNINISIloIUY
weUnAiadudndvesssrvuaiueisiud fyeandeavesmaiemesidvinavestuuslunweu fil
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Msasimaaansusvied

A15197 1 ussgalalunsilasurmansnisdiewmasnisidaiurnasnisdesuukeundndudndg fu
wyAnsIuNsUAnseaNINMTlssuuLeUndndudndvesssrvuaiesdud

Unstandardized Standardized
fawUsdasy Coefficients Coefficients t P
B Std. Error Beta (/9)
(AAsdi) 237 087 2731% | 007
nﬁqq'ln'lumﬂﬂﬂ%‘uiﬂmiﬂﬁ\ﬁaq 918 026 873 35.650*** | .000
msdafurmansnisidios 059 037 059 1616 107
R = .873 / Adjusted R? = 761/ F = 1270.907**, p =.000

*p < .01, **p < 001

INA1597 1 WU wsepdlalumsidasurmansmsidesdiBnSnasengfinssun1suantoennienis
diesuuueundindudndaasUsevuaiueistudegdituddey (p < .001) (Beta= .873, P-value<0.001)
TneduUsiinanaunsassuisAuiuwlsremgRnssumauantoannensdiosuuneundindudnd
Iespuaz 76.1 (R2 =.761) egwlsinu malasuimasnisiiesuuleundindudndludsninase
wgAnTIuNsUanIanNInIsiiosuuLeUnAlntudndesUssmvuaies tud

ol mylnszidninaretsigilslumadnivinasnsdesdunedmusenginssunisuansesn
nensdloadumedu Sseasdeadail

A1sen 2 ussgalalunisinduiniansmsilestunginssunisSendemensidesuuuweunainty
WndvasUszvuaiuestud

Unstandardized Standardized
fauusdasy Coefficients Coefficients t P
B Std. Error Beta (ﬁ)
(ﬂ"]ﬂﬁﬁ) .233 .089 2.612** .009
Frumafudnumihvodnn .353 .044 .360 8.020*** .000
Fupsnnng 362 036 368 10.043** [ 000
MMunIsAANEMINRAS YR 222 034 246 6.607** | .000
R = .873 / Adjusted R?* = .760 / F = 422.015*** p = .000

*p < .01, ®p < 001

A7 2 wudsedlalunsiiaduinmasnisdewinuesiaiug (Beta=.368, P-value<0.001)
fﬁmmﬂi‘]umwﬁwaﬁmu (Beta= .360, P-value<0.001) wagd1uNIsAANEANNALASEA (Beta=
246, P-value<0.001) Hvzwamsuinsenginssunsiienismmsiiesuueunainduidndoda
fideddny (p < .001) Inefudsasnaesuisamuiullsvomginssunisinsesas 76.0 (R2 =.760)
amiady vaziusegdlasnuensual uazsuanuzuazmnduiivonsu lifidvswasongAnssunis
atfuayunanIsLiles
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A5 3 usapslalumaitasuinansmadesiungAnssunsatuayunisnisiissuuieundindy

1Ond YoM VURLUBLTTUT

Unstandardized Standardized
Audsdasy Coefficients Coefficients t P
B Std. Error Beta (ﬁ)
(Fﬁmﬁ) .283 .096 2.942% .003
Frunndudunilesding .382 .048 .392 8.036™* | .000
Frupsnnang 310 .036 345 8.542%* | 000
Funisaatanuiason 201 .039 .205 5.166** | .000

R = .848 / Adjusted R?

=.718 / F = 338.916***, p = .000

Ne57 3 WUt LLia@jﬂaﬂumiL"?Jm%’Uﬂzmemﬂ'1iLﬁaaﬁmmstJudawﬁwaaé’mm (Beta=.392,
P-value<0.001) AUN13AMNEANNAUATEN (Beta= .345, P-value<0.001) kazA1UaIARIINS (Beta=
.205, P-value<0.001) ﬁ@w%‘wamamﬂﬁiawqaﬂisuﬂwsaﬁuaqumamﬂﬁawuuaﬂwﬁLﬂ%’mﬁﬂeﬁaém
fidoddny (p < .001) TaeAudsaenanesuisauiulUsvesmgAnssunisiisosas 71.8 (R2 =.718)
youriussgdlasuosual wasfuanuzuasmsduiiensuliifidvisnadengAnssumsativayunienis

*p < .01, ***p < 001

WesuuueundindudndvesUsyviruiaiueistud

A19199 4 wsedlalunisiUasuinansmadesiungdnssuniswanduulevigansisasuuleUnaiady

WOndveslszrvuiaiuastud

Unstandardized Standardized
dnsdasy Coefficients Coefficients t P
B Std. Error Beta (ﬁ)
(ﬁ1ﬂdﬁ) 314 .105 2.983% .003
Frunsilugnniesdeny .433 .046 .439 9.326%* | .000
Fuosnmg 305 045 308 6.768"* [ 000
FuNIsAANEAINRLAS R 156 046 156 3.401%* 001

R = .828 / Adjusted R?

=.683 / F = 288.165***, p = .000

1597 4 wudn wssgslalumsdaiuinasmsidesiunsiudiuvisesdsay (Beta=
439, P-value<0.001) <MueAAL3 (Beta=.308, P-value<0.001) uagsuesuel (Beta=.156,
P-value<0.01) f8vzwamsuinsengAnssunsudniuuleuisasisaz vukeUnainduidndod iy
a1y (p < .001) InesuUsminaneduisnnuriuLUsvesmgAnssunslasesas 68.3 (R2 = .683) Ualy
fussgdlasuaniuzuagmsduiisensv wassumsamenuiaienlifidvnadewginssunisndn

5 < 01, **p < 001

FULlEUIEENSIT UL UL UN AT UL NTVDIUT L BUDUBLSTUT
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A15197 5 wsegslaluniadeduimasmadestiungiinssunsseiusguiauuweundndudndues
Uyl dud

Unstandardized Standardized
Amusdasy Coefficients Coefficients t P
B Std. Error Beta (ﬂ)
(A 311 105 2956% | 003
Frunaudiuniive s 446 .052 .444 8.603** | .000
Frupanmuy .298 .043 .295 7.006%* | .000
FunsAanemINFuAien 161 .040 173 4.052** | .000
R = .828 / Adjusted R? = .683 / F = 287.120***, p =.000

*p < .01, **p < 001

INM5199 5 WU LL‘iqgﬂﬂumsL?Jfﬂ%’Uﬁu'na’]'iﬂ’1'3LﬁanﬁmmsLﬂudauwﬁwmﬁmu (Beta= .444,
P-value<0.001) fMuBsARNLS (Beta= .295, P-value<0.001) kAzAUNNSARNEANANATEA (Beta=
173, P-value<0.001 fidvizwanisuinsenginssunisresuiguravuneunaiedudndegsdiduddy
(p < .001) IngsuusdsnanosuismnuiuulsvesngAnssunisldfosay 68.3 (R2 = .683) vauziluse
galaduensual wazduanuziaznsduiivensu Lifidvdnaengnssunisuansoonmanisiilos
anwazn1sReRuigUIaUULeUNAIATUENdvasU ST TUaLUDISTUE

ANUENALALIRIAUDULUE

nsAnwmud ussgslalunisidadurnasmamisilesdisvsnaseilduddgsengAinssuns
wanseanNIaNsiilasuukeUndindus nduesusenvuluestud lnsaunsaesuieauwUsusiu
16 76.1% vaurfimaidndusnmaiissesnadelidmasgrsiidodidey dumneaui usigds
Tumsiandeyamensidondusuusdadnineifdvinalaenswionisindeulminazmsuansoon
nensiilosesulal Ifﬂ&Jpﬂ%ﬁa%umaiﬁmﬁﬂﬁLﬂmmﬂ%’mﬁlﬁlummawﬁa;ﬂa Tneidondedinavauss
AUABINITRNITVBIRNULBININNIINTUTINAKUUEY (Kaye & Johnson, 2002) NSKAAIDBNNINNTT
Lﬁawuﬁaé’muaaﬂaﬂ%&lﬂLﬁma%aLLazmﬂgﬁmé“ﬂwaivrmﬂ'ﬁLﬁawméﬂﬁmmmﬂfu widBerens
L%auimﬁ’mfjuﬁﬁqmmmsmi'ﬁm ANUAIATIIsENAENS Wu M3lasuniseausu (status) nsindsloya
Tvai (novelty) wagnisasrennudusiusyadsan (social connections) Wuiladaddnyinszduns
drusaunanisdieseaulall (Velasquez & Rojas, 2017) Tnsramgluussrmuanesdud Juivin
mﬁumﬂiuiagﬁ%ﬁ’aLLazﬁLLmIﬁﬂ%ﬁaé’ﬁﬂuaaﬂaﬂLﬁaLLammmﬁmﬁuuazLLamﬁ;m@‘umnmiLﬁm
(Boulianne, 2019)

Lﬁaﬁmiwﬁém'ﬁwa‘uaﬂngﬂﬂumiﬁm%’Usu"nmiﬂﬂiLﬁaﬂmlﬁiasé’mdawqaﬂﬁmmiu,amaaﬂ
mamsdledlugusing q nutilvssdiuiiiale sl
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1) ANENAVBIUTIATLAABNYANTTNNFIFENTRINNSLHDS

usagelasuosdanug msiduduvilwesdien wasmsaaemnuiaaion Savswaidauinsde
woRnssun1suniomninsdlosuuseundindudnduesaiueisdud lnsaunsaedutsainunususiu
1615 76% ussgaladuesdnnudiiavisnagegn axvieudmuiiuimianisides (political awareness)
vosrusulvl lnemsdinsugnasmmsdiedulagiuliladissnsiuiiaiu uidumsuainanu
313980 dwalildanunsouansanudniiuegalivauanazimuagadunansdioslddaa (Viomen,
Xenos & Loader, 2014) 33t mmi‘mwmsLﬁaqt,l,awlumaé’mmLLUUL%@@JIEN (bridging social capital)
duasunsiidusiumenisdesunalndify T arudeiulunues (selfefficacy) wavaan
ANANIIFBNAGIS (outcome expectancy) ;jﬁﬁmmi’wmﬂm,ﬁmqﬁﬁﬂLLamaaﬂmuﬁﬁmiﬁu WU N3
Uspihs videmsioansmuAniiiuuudedinuesulat (Kim, Kim & Lee, 2020)

ussgdlashunsifudimisesdenuiiBvnasewenginssunsBenesmimsiiesuuneundindy
Bnd azvoulifuinemuluuiuniausssuAtvadnuansesnensdlestnunsfidusiuiiands
waziinnune Tnsewzidleausouaniudsunudaiutuduluiiuiieaulay Ssdaaiumsasng
é’mé“ﬂwaimawaLﬁmLLazmﬁwﬁwuﬁugmﬁummﬁwLLazqmumiaii'm 1INNINSTHAIUTINGS
WONTIUNTBRUAU Jenkins, Ito & boyd, 2016) Wqﬁﬂsaué’nnénﬁ%tﬂadmiLLammmﬁmLﬁuﬁalﬂ WA
agviousrnudesnaidusumsdsauuasaismnuduiusifdedfyfunguiiiigpdumanaies
Adondaiu aenndasiun1sAnyives Del Vicario et al. (2016) fmui §ldieSetedsnuesylatiin
vilnadeyafiaanadosfumimieiiu vilmAn “Hosawouides (echo chambers)” Ssnondiiauaf
uazgaunsalvealld eglsfin mstandeyaiamsiduiunnudeifuetadrinnissuduuuesiivain
ey waraslenalunisuanideuanudaiufidfysednulssulag

2) angnarausiaslanangAnssNMsalLaYUNIINISIEaY

usagslasunsfudnmiavesdeny msnaemnufaaion uazesimnnd favsnadauinse
woRnssunsatvayunensidlosuuseundindudnduesaiuesdud Tngaunsasiuiueduieany
wUsUsIUla 71.8% wanstisdnvazvesausulnilugiug “nalleuniotng (networked young citi-
zens)” filidedsaussulariilesu uislu uazianinnuAniusioysTfundinuuaznsiiies T
amzdszfuiiiedesiusndnualiazszaunsalduyana wainssunsatuayumensiiedlusy
wuviaereunsfidusulvluiiuiiaave uasdliduummuasuamenemuilunsioamsuas
aoulsnenisiiies (Vromen, Xenos & Loader, 2014) ansnasunelanuwnAIg Bi Sndnual
madans (Social Identity Theory) Beszyinyanasinimussmuendumninveangumaedan uazd
wnliuuansmginssuaeaadesiuadon mnuide uaznsnseviivesngy ufenszuaunsuenues
FEMINNGUAULDY (ingroup) LLazﬂfjuﬁu (outeroup) Wiiesnusrdnualuazmuduniafien wu s
atfuayunssanmsifiesvdeninAniiaenndesiungy (Tumer et al,, 1987)

ngﬂf\]é’ﬁumslﬂua’huwﬁwaaﬁdmﬁﬁw%waqnqmawqaﬂ'ﬁ's:umiaﬁuauumﬁm‘ﬂﬁawm
wiussiuduuweUNaIATuSng flinuinuanseenludnuasiesleatungunieirdetneiifinanuas
gaunsalndneiy msatuayunsnsilesdsagviounssundsatuayungunievuiunsiiaenndes
fudndnuaimsdenn flihuslnauaziveunstoyaisonadestunnuidovesmues uaglssumstudu
mﬂmjuﬁﬁl,l,mﬁmﬂé'wﬁ’u (Del Vicario et al, 2016) dsaliiruainazanuidonensiioatiung
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maﬁa’auémL%qé’ﬂ“luﬁuﬁaau"laﬂt,gasiamsLLﬁmaamnNﬂmﬁaﬂul,%ma;maéﬁﬂﬁﬂizﬁm%mw (Boulianne,
2019) wenani msudsludeyauazansualmelunguinadunnuduudweuaioteativayuiass
nsvenefesuuIAnmenadiorhunalnnsBususiainngu (Del Vicario et al,, 2016)

sesaunfeussgdlafuniseansmuiaaion dedessulatvigliglinudenlestunduiiday
Anwiundeiy aemnusaniduduvilwengy uazananulnafemnadenn msuaninuAaLiy
wioatiuayunansdlosiuseundwdudnduazinadntisaatsnnuaisnainaauidnlisnalu
szuumaiieaazmsldanansardsunasanrumsainiedanuls Belk, 2013) msidusadlufanssy
nemsdieseaulaiaiunnuidnididawnsaldniwadeding uanseuniiuldeddaszlagligndiia
Mndesafuviedvsnangusiung uenandduaiuaruiindudumilwesmmunades nsedunis
fuuazmsuanseenynanisiilosenannsvng vildldenudndamddumsiasunasayaliuayuy
mswndeulmluussiiunedeaudifey (Vargo et al, 2019)

3) ANENAVDINGIFILAABNOANTTNNTHANAUUTELNRIE1TUE

usagdlashumafiudiuvisvesdsnuuasiuosdanuiisvinadauindenginssunisnansu
ulsusansnsaz e Undndudndvosssnauaiueisiud Tnsussgdasunsfudiunises
denuiidviswagean Ssnsuanseenuuiaietnedsnseeulativaglifinounsussiiuiiaulaagnaniis
ynlaglidditauansidusiululanais msuansanudaiiukas nsaduayuriuuwanesueoulal
ansanszfunsedeulmildmasieuuliunsniniledludsa (Theocharis et al, 2015) Mt
sanguviemsuanseenlungusing  udeseulal iunalndWayfiairenrmddnidudundsves
nsgvuMIenales uastwatvayulssiuiingudiuiios nsfidusndlifieurideyavio
awAniu uadssmdamsivusiiemansiadeuln vlrlianinulidvsnadenisiuasuudas
VedIALLAZNTEUIUATININNGIETDs (Boulianne, 2019) dwisulniuaistud dodirusaulatiduiiud
ddlunsairesndnuaimemadiesaranuidenlosiugdu nsiiduimdeeulatasiousgaiy
duyarauazunumlunasuLUasdans (Vaccar & Valeriani, 2018) a¥otedsnuooularide
ahefets masungy warduindsunsuAsunlamsdsauegrsdiuszavsamm kunsainensiu
JuaznsEAuNSIdINTINNINISIEeY (ANNSY MEYNAD, 2562)

sesaanAeusigsladiuesdnimg Tnsussanvuifianuiuazanudilalulssifumanisiies
aunsadnauleesadingranazsiuaivayuntendnduulsunsfineuausswonufeansvesmiLes
wazdsny Tnslamzlugaideyanisnsislomanaouazidinfieing msumananuitisaiigadu
nansdiefitneu denndastulufn ANUIMNeNSITRY (Political Knowledge) uagnsildiusu
man13iles (Political Participation) fiszyinmsiudeyaddnduaiunundilauaznisindulaoeis
fmeua (Norris, 2000) wonani msldednussulatifneiunisiidusiunanisiios Insamy
Tunguemuilfunanmosimailunsiud wansarudadiu uasadarumseming viliwados
fianunsefieseiuuasiiunuimideaivassAluseueudszysulae (Boulianne, 2019)

4) anEnarasusiasladanginssumsaasiuiguIa

usagslashumsidudiunilwesdeny sussdmng uazsnunsnaiennufaaion Tvswanma
vIndenginssunsseiusguauukeundintudnduesUsynsuaiesdud nedliduunldinng
Fnsaluazdndiuiguna esnnmnuuerimuweuiuaninvesnguesulatiiduumanniiofu
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nauaniindriunmaedeulvderyslulansianntu Tasnfetedsauesuladvhminiidu
Nudindnsunsiedeulmmedanslagliftmnosinsudeantusaiy (Enjolras et al., 2013) A58
‘le’Jﬁ’l‘iLLazﬂ’J’miﬁdﬁﬂLﬁl&l?ﬁuamumiﬂjmﬂﬁmgﬂﬁ’lﬁlﬁ%ﬁﬁﬂ’,}’m‘%’w}dﬂ’]iLﬁEN (political knowledge)
FuaSumnuannsalumsiinneitarUssiiungAnssuiguiassseunsy fitanuigeinuans
AnuAniuiideyasesiunazuansoenifstesnuiguiainiu (Dimitrova et al, 2014) usegsladnu
mMafudunilavesdany Tovsnagsanrenginssunsrosuiguia avvioulisuinlugaddsa as
wansoonnanailesdliiintuogslaniier mnuidunisnovaussienuiinidudumisesngs
siegaunsaidaniu Insomnsluuiundedsnuesulatildeliaudeniamansdeyaiiaenndostv
J1HBIALLDY (selective exposure) iaziauleafugiiuuafalndifes (homophily) nsvuaunsiiie
AN “Viosazvioudes (echo chambers)” flasndniindudunazunilesgaunsnivesausitunisidon
lany1a7l “Wiusne” wagndnidestnd “dauds” (Garrett, 2009) FaduaTumgAinssuatuayunay uas
Tunanensdihlugnmsuanseendssesusgunaiiiedusuanuzuazsadnualmelungy

ssAuNAD AuewrAus TneAnuinnisides (political knowledge) slunumddgjlunisds
U sidusumamadedduguiuuing q suiansuaneenidewanuiguia (protest partici-
pation) U‘izﬁuwuﬁ'ﬁmmiwmmﬁt,ﬁmgq fidenudlafiifetulasadiuagnszuiunsmanis
o9 Gatnglmnunannsoussiiuulenisuaymanssyiuesizunaldognsseunauiariian s o
uenaINil mmimﬂﬂ']ﬂﬁmﬁﬂé’uﬁuﬁ‘ﬁummL%aﬂu’luizwﬂmﬁaa (political efficacy) duuuss
yiladdnindnduliusavuinauladihnianssumemsdlosifidmnedaeu wu msUseie
YIBNSUANIBDNABAIUTTUR (Weinschenk et al., 2021)

wwesTudiunumddylunmstuedouninisdies Tngldedinueaularl wu woundindu
Bnd () Huedeailelunisindauariuiadoumandeulmlunansyssme (Rasanah: Inteational
Institute for Iranian Studies, 2023) @oAAARIAUNANITANTIABY United Way NCA (2024) fiwun
FounildlumuvesUssrvuaiueistud fdnmedsaihaneluianssuiionmgfsssumadany

=

Feganinguilarauiileasgaiiduddny Insanglunguilnfnuisedugaudny nsddiusiuig
Juifieusevaz 40 wansliiud auguludiilifesauladmgu] wiadeufUiResduiinuszdriu
sty msliia3etnedsrussulatvesauestud Jsldldisunsediolunsuansean mnusdunagns

mimsilesiiuseansninlulangadiava
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Fosiilaieuazindedie ioedunsAniinszsiwaziiuyuarsslfienvulidusedisadasse
2. duaensgensudesatenvuluding useplamuaniusuasnisveniudamanonisildiu
swmsmsiflesvesaugulil msiafanssuvienifilalondlfenwuuansmudndiuderlvauas
deau eaannutlaseningds warduaiunissensuidssesionuuogisusiaie
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meieiiiingusrasdileAnmsuuuuidenosfesduaziadenemsdemsnisnanniidenai
WOANTTUNTTUYNTI8NS The Ghost Radio YD Humeitedewinuedeuuuasunuduedes
fiolunsiiununiudaya lnensAwinengnsves Cochran langusiaeg13duan 400 AL Uszaiana
dheadindosay Anade dudsavuasguuasadudssAvianduius nansidenudn nusegns
daulvaiDunwandgs oy 19-25 T LLaxﬁiﬂsﬂﬁagjﬁ 15,000-25,000 U Ingaulvgiiauveu/aulasy
LLUULﬁE}W]L%ENL@I’HNﬂﬂi%ﬁUmiﬂj@ﬁdN’mﬁﬁ;ﬂ ARAEIVNTU 4.28 sesmunPelomussamiFondi
ynuaauil/Jsziimans uasBoaafidenloatunnuideuasidnssu slanadewintu 4.10 uag 3.98
pnuddi ludrutlademenisieansmsnann nauseendliimnuddnyiuaunmmsidnuazivadan
fign Slredewintu 4.35 sesawnie muhaulavesiiidusiens fedewintu 4.32 uanaIni
HANSVNAFBUANYAFIUNUD EULLUUL%@%W@QL%ENL@I’]%Q 5 UssnnilanuduiusidauiniungAnssy
N155UTN5I9N1T The Ghost Radio ag9itud1Agyyeas IWEJEULLUUL‘%EJWL'%ENLEﬁf\]”IﬂUizaUﬂﬂiiﬁ
asaflanuduiudidauandunginssunssurnnensvesiuilussiugs (- = 0.703) vazfiguuuy
\domBouaniiyndvaniuil/Uss Hmans uardoudiidonleatumuiouasignasy faruduius
Gauanfunginssunisiurumenisvesvaluszauliuna1s (r = 0.584 uay 0.526 MuawiU) W
Wenfutlafemanmsdeansnsnanmia 5 suiifienudiiudideanfungfnssunisiususens The
Ghost Radio agiitudgyn1eadia lneanuiiaulavesiiniusenmsiazauninnisuinuasinatn
fanuduiusi@euindunginssumssususiensvesgaaluseauas (r = 0.691 uay 0.639 MWL)
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ANEATY: EULLUULﬁI’eJWWL%‘IaﬂLa'W, Hademansdoansnisnann, NEANTIUNITTUVY, ensEeaaaay

Abstract

This study aimed to examine the narrative content formats and marketing communication
factors influencing audience viewing behavior of The Ghost Radio. A quantitative research
design was employed, using a questionnaire as the primary instrument. Based on Cochran’s
formula, a sample of 400 respondents was determined. Data were analyzed using percentage,
mean, standard deviation and Pearson’s correlation coefficient. The findings revealed that
most respondents were female, aged 19-25 years, with an income between 15,000 and 25,000
baht. Among the five types of narrative content, personal encounter narratives were the most
preferred (M = 4.28), followed by locative/historical narratives (M = 4.10) and spiritual/ritual-
related narratives (M = 3.98). Regarding marketing communication factors, production quality
and technical aspects were rated highest (M = 4.35), followed by the host’s appeal (M = 4.32).
Hypothesis testing indicated that all five types of narrative content were positively correlated
with audience viewing behavior at the .01 significance level. Personal encounter narratives
showed a strong positive correlation with viewing behavior (r = 0.703), while locative/historical
and spiritual/ritual-related narratives demonstrated moderate correlations (r = 0.584 and r =
0.526, respectively). Similarly, all five marketing communication factors were significantly and
positively associated with audience viewing behavior, with the host’s appeal (r = 0.691) and
production quality (r = 0.639) showing strong correlations. Overall, the study highlights that
both narrative content and marketing communication factors play a crucial role in shaping
audience engagement with The Ghost Radio, particularly personal encounter narratives, which
exhibited the strongest relationship with viewing behavior.
Keywords: Narrative Content Formats, Marketing Communication Factors, Audience Viewing
Behavior, Paranormal Narrative Programs
UNUn

aruaulaludesasuidunilduumngmsnimeiausssafitinndnludseulnesnennum duns
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1. wuIRALEAAUE R A LAZN19LaNE a4 (Narrative and Narration)

Foud (Narrative) \unilsluguuuuitugiuvesnisdeansiuyudldlunadilalan deven
Usvaunisnl wazadearamneliunin wesadunalnddylunmsdemadeinussa anude way
o15ual shunsdnlassairsweannnisallvieglugunuuvesies (Fisher, 1989) ludiuvaamsiani3es
(Narration) azitfuluil “3nsian” vide “wefianisian” Taesaufensidenlinwiyn Smneasian
thides mangariu naidudes nisliassmuniysuiiviyan uagnsdansuues

uonanil efwa/gilsdionsunisan (Emotion) 3unuinis (imagery) wazarmiila (Attention)
lufuBeuaazifinane “naainluluBes” (Transported into the Narrative World) daj1lugia
FUNIAUAR WERANTIN w%amm;&ﬂﬁuﬁ’u?ia (Green and Brock, 2000) s1Ademanetulatutiui
Narrative Transportation #igvnSwasian1slduinla A1unsedn uasnginssuveyd 019 MuldY
%84 Green, Strange and Brock (2002) wuin nmsiadeudreiingendwievaanluluGeaady
nsliutnlawezanuultunsldudaionm danansifores Moyer-Gusé (2008) 5wy Narrative
Engagement dsnaranspniuiuiiayAs waziiudvinavesdetudfiwiorauni lunsdvessens The
Ghost Radio 13 “Transported” llldiitssnsanlanietureuiifom witionsildiusiunsesual
mwAn wagdumnnsegadusuuuy dadunalnddyiidmaliAsnadwsangingsy wu ms
AansuriegreLiios mnd%’%ﬁﬂﬁ%ﬁuﬂﬂ viousinszisnsuiuasuvimuadvionuideues
aunaAsilauanFeadnld

2. noufnsldlszlaguuazanuiianala (Uses and Gratifications Theory)

nquiitdunsouuudniiosuehiruiiunumidesnlunindontilaede ieauosnnudesns
nzau Lilsgfuansiignauaslaedeifiosiheiiien (Katz, Blumler, and Gurevitch, 1974) nquj
nsliuslesiuazaufionely Pfduhumumidsnlunsdendeiioausnufemisameves
puilfivannvans wu enutudis Msvauniainenunds madhdsey wiensuansianu vilFananso
B UIBNNANTIUNTFUBITIIMIAGY WU MsTleen n1sRnmudouds viemsuusdliBusurm fedy
Jeansauszendldlunisinnnunginssunissuva/Suilesenis The Ghost Radio ld 917 weinssu
MssuTITIEMIASUeE M Msfianudounds viemsuuzthlvgBusuwy fadaeeiueiumg
Taitdaeuidomusssannnidnussnvmils iy msveudesdnnuszaunsalnsannni
Foadilussiu Fsoradumszdeviunsafuanudosmansesun viedauidnausiannn

3. LLu’Jﬂﬂﬂﬂiﬂﬂﬂ’lﬁ‘ﬂﬂ’iﬁla’mLL‘LI‘LI‘LI':‘;‘mﬂﬂ’\‘i (Integrated Marketing Communication)

MsdeanIMIRaNALUUYIANMS 138 IMC manefa Msuszanunureaesiiensoasmenisnann
ﬁwumwaamﬂsua‘umimmmmaaﬂﬂaaﬂﬂuiwﬂwuﬂmLLauamﬂmm‘LwﬂuLwimﬁ‘luiuaum (Belch
and Belch, 2018) lnggavasdefiavia IMC IiiaunluguunAnnisdeasmsaanidaliguslnafiaiusu
flukusuA (Participatory IMC) (Kliatchko, 2008) W11 Brand contact point N&13f® MNINFURAVDILUTUA
fuguslandaudueiosionsdoms liinazdudes isns viounamieduild Samssiuuiunvesenis
The Ghost Radio lal¥Eildlnsitruna1Beaes ursnau uansnnudniiuluneusmd uasdanmuriu
snvangdesng Anssudnuaiuandidiui fuldldduiosiuamasidy widudiumumily
nsassuUTURTINA Y Tavsaiiaenndoatuninues IMC 741 msadennuaenadedlunndesmins
doans ileliAnnmdnualuususfidiuds uaziiwmuynitufugfuslan” (Schultz and Schultz, 2004)
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(@) Souarvidoulusiurudanasinysy & o

; neFnsTumsSutaTems
5) Gouditdnwamtiunnmiowdain " i
® The Ghost Radio voafjuu

(1) rl'J'w:.ﬁﬂ'wtﬁua'l.um".i'?ﬁ'U:.:

(2) maidanamusnuavls

Todumamsieasnisanin (3) Amagniuiuswns
29958015 The Ghost Radio (@) wy@nysunaiiduim
(1) nmwanwalsnunis
(2) mynemeiudedpuasulad

(3) eunhavlsvesnduswms
(@) gramnsudawainaie

(5) M3 vaamunanaty

AINA 1 NFOULUIAANITIVY

szilleniaias

nsdnwadsiifunsifodatiinm (Quantitative Research) THuuvasuannueiosiielunis
Fudoya uariinseitoyadeaifdmssnunuasaiideoynu fssasdonseluil

szmnsuazngusaadng - Ussnnslunmsideadaiie fitededvuilaeiuusonis The
Ghost Radio @unduiregislunuideifedilvwiodousiens The Ghost Radio #iutaHuTas
¥4 YouTube #3e Podcast Tnedleny 18 B1uly uaziassurumenismeluszezim 6 Woufikiusn
oghatien 1 e losnlumsdnmillaififeyaswaulssrnstuusents The Ghost Radio fiuida
wazduninis §idedsimunrunengudedidlagede gasdundmiulsznnslidnia (nfinite
population formula) MuKWINIBY Cochran (1977 819dsly WinY YasAq, 2563) fisvsupay
Fosiudosaz 95 AnuamaedouSosas 5 ot musuuanguieiadesiiliansoinmzidesya
Igogaiiduddmeads egnslsfnu Wewindesidadunsdidassmnsdvine wavdnuae
laM12983516713 The Ghost Radio Tiflffilsmannvanslaslsifgudeyauszansdnau Iddmadans
\HONNENAIBEL UL (Purposive Sampling) kagluunuAuazaIn (Convenience Sampling)
Mnnguirumenmsiiansadiidlduazaiaslaneuuuuasuniuesulay Favsngfumsidedidums
drianguidmanefifUszaunsainsatunensiifin sl ufoedlimaduogiauiass uinissmun
yuneg1enagns Cochran Saadfidunumadieldswugmeunuuasuauiifivswedmiunis
AATideyaneadn (Creswell & Creswell, 2018)
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wrgasdialdlumsifiusiusandaya - wnesdeflilumsiiuniusudeyade wuuasun
(Questionnaire) Fef3deldimutulngsanuuain awl wesnuideiieatos fdnvasduman
Uaneln wiseenidu 4 @ leun dauil 1 deyariluvesnouuuuasuniy daud 2 gﬂLLUUL“ﬁ@W]“UEN
Foadn dwit 3 Safemansdeansnianan dawdl 4 woRnssumssura sl §AdEldduuuaoUn N
Tunaaesly (Try-out) Aunguitiidnuaglndifsaiungusegisdmam 30 4a uwdnhuviiaszsien
audiesiu (Reliability) wArdudszavsuoanivesnseuua (Cronbach’s Alpha Coefficient) wu
FuvvdeuuatiuiTimanLdesuviniy 894 fﬁﬂLL?IM’JIWLﬂ%aﬂﬁaﬁﬂmﬂﬁmﬁmwa (Wl weassen,
2558)

maifusiusandayauaznsiiassidaya - Mideedsdiniunaiunusadeyade
wuvAsuay SeldFumsiantumunseuknAnNTITe wasiunsnTsreunmnApaTlarouth
U3 Tnegfidelinnsiiudoyauuuesulad noweunsuuuasuamesuladludingutmaneidy
fwus8n13 The Ghost Radio Mndufidodniunsiesesitoyaiildanuuuasuaudelusunsa
dnsaguneadn lneuenoandu 2 seau liun adfiBanssan (Descriptive Statistics) Usgnausie
Al (Frequency) 3988y (Percentage) Aady (Mean) LLazﬁauLﬁ'memmgm (SD) vileaduny
dnwarvoInguiiegLazsyiuauAniuluwAarau dwalifileeyuu (Inferential Statistics)
Wumsisesiandulsyavsanduiusuuuifiosdu (Pearson’s Correlation Coefficient) tlansa9
aaummﬁmﬁuﬁ‘iwdwgﬂLLUULﬁamﬁaaLm Hademensdeansnisnana uasngAnssumssuy

NANNSANEN

ﬂ’]ﬁ%ﬂﬂ%ﬂﬁLﬁUi’miﬁm%@yjaﬁﬁEJLLUUﬁE]‘Um&J LﬁaﬁﬂmgﬂLLUULﬁamLLazi‘]fﬂé’wwmiﬁamimi
AATidamanensFuUTNII8Ns The Ghost Radio vesva Tasanteyariluvesnguietng wu
Anounuudgeuaudumendannninnae Aaduiosas 51.35 uay 48.65 mudau lnedlvg
fiongoglutag 19 - 25 T Anadeievas 60.00 iuinGeutindnw Jovay 37.7 wilnauuion Jovas
313 swandiu wazfiseldegil 15,000 - 25,000 v Andudosay 39.70 WeidlevinsUsvanana
wiranunsaiiauenamsiselaseeluil

Aun 1 NamiﬁnmgﬂLn_n_lLﬁyfaml?;‘mL'é']LLazﬁqﬁ'ﬂmamfa‘?i'am'a‘msmmmﬁdaNaﬁ'm
WOANSSNNISFUTNSIENNS The Ghost Radio URIHTN

AT 1 uansefeuazdiulsauuinasuduunmuanuveu/aulaguluuiienvessede
wiazUsennlusenis The Ghost Radio Yl

Fuuuu ilowiZoaisn Anady daudsauunasgiu
Beadrvnuszaunisaing 4.28 0.58
SBouariilddundedanandeiumn 3.76 0.65
L‘i‘a-ﬂ.d'lﬁgnﬁ'uanWﬁ/ﬂiz’iﬁmam% 4.10 0.62
Bauafidenlssiumuidauasidnssy 3.98 0.70
Feaafiidnvasdurssunssundousiadng 3.55 0.74

Q)



)

U1 30 atufl 3 (Tuenou - SurAL 2569)

I3

Msasimaaansusvied

nansienesisUuuuiiomuesdesdifidmanongfinsaunasurusients The Ghost Radio 109
HYs WUd 'E‘ULL‘U‘ULﬁ@%’]‘umﬁ@%ﬁﬂu%&m’]i The Ghost Radio @ansaduunesnlaidu 5 Uszian
vén lnenguinegdnlngfienuvew/adlafoudanuszaunisalnsanniign duadewindu 4.28
sosaande omussamdeadiigniuaniuil/Usy fimand uazdoudfideulssiuaudouat
F3nssu Tanadewintu 4.10 uag 3.98 nuddu audesdUssandildBunienenenserumn fidn
WiBwiy 3.76 vasTidemideaafifidnvandussanssuieussad fiAnedeifigavindu 3.55

A15199 2 uwansARfskardIlsnUNIIATFIUTILUNAUANEAyvesdadensHeasN1Ta1nT
darasian135UTNTI8NNT The Ghost Radio ey

Uadomansdaansnisnann Auady daudoauunnsgiu
nmdnualvesnens 4.29 0.67
msnanarudedannonulan 4.01 0.75
Arutnaulaveruliunenis 4.32 0.62
aunmnskdnuazinaila 4.35 0.61
mMsnfivdemunaniesy 4.28 0.63

Msnneitadenenisdeansnismanniidwasion1siurnsenns The Ghost Radio watjual
TnefiladeiAsatos 5 fu namsidewuin lunmsungusedislimnudfyiuganimnisnan
waziedauniign sleadeindu 4.35 sesawne amnunadlsvesgiiiunens danadowintu
4.32 dunwdnvalvessenisuaznisinfyremnunannesy fanadesesaunluseiuiilndides
fufte 4.29 uay 4.28 muadIRu YaEfisunIsranudednueaulall (Social Media Marketing) &
Aadsifianfe 4.01

AT 3 uanARAsLArdITBAULLNATTIUTUAAUNGANTIUNNTTUYNIIBNNT The Ghost
Radio v@val

WORANSSUNSTUTNSINNS The Ghost Radio Anady dvukﬂuqmumm‘gﬂu
pmehiauelunsiuT 424 0.59
msidenilanuanuaula 392 0.77
AN RLAUIINS 397 0.74
msilawusuiusens 368 0.83

U 4.03 0.62

NANTILATIZIINGANTIUNNT3UBNTINT The Ghost Radio waatius Fsinann 4 su wudn luam
SN0 9Ng AnTIUNSFUTHTIENTS The Ghost Radio Tusgiugs Anadssau 4.03 Wefiarsan
swazBesluusaziunuin suanuaiiaelunisiuv feedegegade 4.24 sesasnaziudy
AnsgniufusIensuazsunsdenilinumisala feade 3.97 wag 3.92 mud iy uazsums
fdusmfunenms fanadeiitganiniu 3.68
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ﬂ'15'351’8ﬂ%y’qﬁéfaqmsﬁmmmmé’mﬁuéawﬁwgﬂLLUULﬁwwmﬁmLm Hadovanmsdeansnismane
LaENOANTIINSSUBLTIBNS The Ghost Radio 1oty Insfiauufigiu 2 4o léun (1) sUuuuiiiomn
yosoadrdmuduiusiungAnssun1s3uruens The Ghost Radio vesdfus (2) Jadomianis
deansmsnaannuduiusiungAnssun1ssutusens The Ghost Radio VDI dlevsranana
sunslinismuIumAduUsrandanduiusuuuLiesau (Pearson product-moment correlation)
annsntiauenanadeUavuRgulATete UL

(1) Nam'ﬁLﬂiwﬁmmﬁ'uﬁuﬁ(iﬁwiﬂJE‘ULLU‘ULﬁ@%’]‘uaﬂL'%ENLa"lﬁlquaﬂii‘umi%JUGU‘;Ji”IEJﬂ’ﬁ The
Ghost Radio ¥@vs WU gﬂLLUULﬁWW@ﬁ@JLdW’T’Q 5 Ussaniiauduiusigauiniungingsy
M55UrLT18N"3 The Ghost Radio aeefiiddaymneadffisysu .01

A9 4 LansAdulseAnSanduiussenisgunuuiilemveseuaiungAnTsunssususens
The Ghost Radio maaﬂﬂm

. WAANTIUN1TFUTNIIBNTS The Ghost Radio .
nuys — —  #iAn
r. Sig. sTAuAMNEUNUS

al ' « - o
GFaaganuszaunisainge 0.703* 0.000 . ey
o ' o ' W &
Fouanitldduniechovendeiiuin 0.431%* 0.000 Yunana ey
a e o o wa . - "
Goudynduanui/dse Simans 0.584** 0.000 Uunan e
a e o - as - "
Geuam@euleauaudenasfisnssu 0.526 0.000 Yrunan ey
- i e ar - v B - o
Gauamildnuusdurssunssuvioussaiin 0.362* 0.000 i e

v o W aad a
*fudgyneaiiinszdu .01

1ead 1 ot stuuuiemussianEesdinuszaunisainssdaudiiudidauanty
WaANT5N35UTNII8MS The Ghost Radio vesiusiluszduga (r = 0.703) fiszdutiudfmeada
0.01 mmzﬁ‘gﬂuuuL‘f'jamﬂizLﬂm%'mLéﬁﬁ@ﬂﬁuaa’mﬁ/ﬂsﬁamam% uaziFoadfdenlosiuaiy
Weuazisnasy dauduiudiauindungfinssuns3ususenis The Ghost Radio vesusilusydu
Urunans (r = 0.584 uay 0.526 AUEGU) daugmwmﬁamﬂizmmL’%%NLéﬂﬁlﬁéuﬁamwamﬁaﬁu
WEANUFUTUSRIUINAUNGANTIUNTTUTLIIBANT The Ghost Radio vasrusiluszaulunaldeu
41961 (r = 0.431) uazgunuuitiomussanFeadiifdnvaes dussunsavioursadneflmudiius
WIUINAUNGFNITUNITIUBLIIENS The Ghost Radio %aé’%ﬂuizﬁuﬁn (r=0.362)

2.2 mamsiszinnuduiusseninstlademensdeansnisaaanayngAnssunsiuraens
The Ghost Radio wasfjt iy Sadeyemsdeansmanatatis 5 fudenudiniusidaandungfingsy

'
aaa

N135UB518N13 The Ghost Radio ag1alidedAynsadnnszsau .01
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Msasimaaansusvied

AN 5 LansAduUszansanduiusszninelladenienisdeansnisnainnazngAnssunissuTy
578M3 The Ghost Radio ¥835s

. WOANTIUNTITIUVUIIUNTS The Ghost Radio R
Auds — — NAN
r. Sig. szAuAuAUNUS

AMwdnwalsians 0.576** 0.000 Urunans LBy
nsnaneeiufednuooilay 0.413** 0.000 Urunans LBy
mutaulvvegaiiusons 0.691% 0.000 a4 ey
AuA MM INERLaLmATla 0.639%* 0.000 G leinh
madfivdavaunanwasy 0.521%* 0.000 Yunans Reaiu

& o aad o
*UgaAnananseau .01

nA5197 2 wui Yadeyansdeansmsnanasuasniraulavesgiuiunensiimuduriug
FauanAungAnssun1siurusenis The Ghost Radio vesiualusedugs (r = 0.691) Aszfutiodiy
n9adn 0.01 wufeiudunuammIrdnuazmaiaiifeuduiudidaaniunginssunisiur
578M3 The Ghost Radio vauslusesug (r = 0.639) druiunmanualsenisuagnsdifyaes
ManannesuilaNUINUETIUINAUNGANTTUNITTUBNTIENS The Ghost Radio vewvlusedu
Uhunas (r = 0576 way 0.521 audidv) vagidunsmamindedinuoouladiauduriugids
UINAUNGANTINNTTUBUTIENTS The Ghost Radio vesulusgauUunans (r = 0.413)

afdsanan1sAnm
ﬂﬁﬁﬂmmﬁmqﬂizaaﬁmﬁﬁaﬂ”’ﬂgﬂLLUUL‘?jamLLaz{]afi’]“emwmi?iamsmimamﬁﬁwaaiawqaﬂim
N53UBNII8NTT The Ghost Radio @ Wuin g‘dLLUULﬁamﬁmjuﬁaaem%u%aumﬂﬁqmﬁa Fo
19 NUsEauN3alnge (Personal Encounter Narrative) luesiifildnsdwidhanadaenuesie
dufadliifuay Tnesreiifnfunmesenulnddn Soadussamilindantiudeaty “anuise
vi3o “Uszaumsalidoame” siufsdigavinag wu fumilasfiia/feglummnsailiism vionissu
SaifineliAnawdnindsinde “lildeyu” Tuanunisalund aeandesiu Fisher (1989) filaue
1¥i1 maaFeadunisusssreiiinnamne Lﬁm%uﬁﬂugﬂLL‘UU%’%miﬁamiLLaxmiﬁmnwmaaﬂN
fonssmnglumsianFes TnsdsiinguduesnluGoudlilvivema uilumnuauvnamaiiiomed
UsngluGeaaauanmnsavinlvigily fuundesmald axiiuin gauiuiiddysududnuzionsues
FeudanUszaunisainseie mevihligile/uainnisiidiusiumaensual Emotional Involvement)
LANITANNINIUNUINITIIM (Mental Simulation) (Green C. Melanie and Brock C. Timoty, 2000)
fuFessniicnevensenuilusnens The Ghost Radio LﬁaamﬂﬁjLa"uﬂuqﬂﬂaﬁU‘szaumamifﬁgﬁu
willossaumRtuseaues Tefianuautiuazenulndiaduusraunsalludesdanan wudeaty
HAaNTITevedaiaIn Snuywd (2566) fdnvioimaleneiidomBoaailuremanerlnasile
spyd1 BaasFesfetinuar wu nsaUsraunisalasesu iy WuSeudfiidnunrresanny
Samguuazangliizessngnudevasumueudosnisvesiily/dusls
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SovadeuaudIuSTUNgANTIINTUTNTIBNS The Ghost Radio UesfvumuaNuAgiy
wuh iemuszianidessanUsraunsalnss Sendulssavsanduiusiuansdnuduiusifs
vanluseiugs uandliiiud emussaniiiunumddysonisigauas smvgugruvessens
The Ghost Radio aamﬂﬁaﬂﬁquwﬁ Narrative Transportation Theory fi Green C. Melanie and
Appel Markus (2024) iusl$31 nmsigunindumnmsimusadudumiwesmmnsaliianevenily
Foudn dwaliAnnmnsidwsumaislaegdnds viefidendn “nsgnwidedhglanves
Foad1” (Transported into a Narrative World) nzsisnamduaiulvuainanuale mnsldle
LLaSﬁﬂﬁﬁ%leﬂaﬁMﬂﬁui%GT‘UQQG]'E]Lﬁa%”lﬁ%JU‘UiJ Tnoanvedvduilodondniuiauauiuas
MemenanUszaunisainssedian sdliiieafiuseiuresmsiiduuidanlavitu uidweli
Yt “suendudumisedonn” Suhlugunlilunsienudomesieidouaraiiaue
nsiidnuuzreaFondiuiniinussaunmsninssdsfodussdussnauddyiidsmasongAinssunis
FUBNKAANUKNTUYDIEINRDII18NTS The Ghost Radio ageiltiudAgy

namsITodamuiiedn Feadiigniuaniuii/Usy iAmans (Locative and Historical) luguiuy
Homildriadssosan Tnenguiognedinsdamuiureulussdugs asfoulfiudnomdssan
ﬁﬁmme‘hﬁfysiaﬂ1ﬁﬁa@mmmaﬂwm;ﬁmmaéﬁﬂﬁﬁsﬁﬁmtﬁutﬁmf’fu %QL%‘aﬁLﬁ’lﬂigLﬂVlﬁﬁﬂﬁﬂﬂLdﬁimﬁ’U
anuillamz Wy thwin Tsafeu Tsausu Tsmerunaine uaslidoyamaussimanvomgnisal
339 1w 2935y auRme a4 Tun1saian1mmada (Mental Imagery) Falau H1useastdunves
A0UTIUAZUIIIINIA denndestunuAdeuas Rense Lange and James Houran (1997 $1adislu 33
USUATYIRNg, 2567) Pldauslin mi%’UiLLasmsLﬁ?iaL%“aqﬁﬁlﬁlﬁﬂ%umﬂﬂizaummjmmﬁmaem
Wen mnusdunaanufduiusvestadeniningrdfyassdsznis laun usunndeu wazau
Fofiflegriounti (Pre-Existing Belief) nst3umianiy wu mssgluanuiifinsiadeiideday vio
thusafigndnsin “07” aznsedulissuunsivivesaussuszananadainsoumiludnuasltndes
umuewmensalfiflegidy nande Weyarariiganunsaifignnseuseuiunusisauvasy
auesinAmuduifinguedevielidanuindulnngmsainiesssumfosndaiii audeiiin
rounthiwimihfidunseunisfinina (nterpretive Frame) dsiiavswasionssus Uszaunisal uas
amnudesedsdduludnuneiliddla

il Feuanfiynlesiuanuiiaeieuss iimans fanudmiudiBeuanluseduuunansiungingsy
M53UTLT19MS The Ghost Radio lasnguiedliinuadadufimwioesdiissyaniuiiinammegs
Fonau wu T sy lsmenuia vielsaowm warlimmnainainndwesaniuiludeseliiie
JumnsuarduiuiFeadn donndaeuLUIARATiAaNTYRIAIINNGT (Geographies of Fear) fiaued
“fiuit” ildTanumnedissdimenin uiduiuiivdseuwasersunifignussneuaisnulsyaumssd
aude waze1suel InelanzAunda (Pain Rachel, 2000, SupaduDev, 2020) luu3unvesenis The
Ghost Radio Fesdfilannvdauanuiiatsingdslunisnszduanunds mszgilsanansaszyfitaves
“armndr” ldmau Bsdhanuiituliegivdaduanuiifdituasluin AdwilfFeuddnanseny
Beorsualinniu fedu mafigilaiinnds “Aufturaie” uandsidiuhersusiamundldlffatuuuy
409898 MNUATINT “ﬁqﬁaagiuﬁuﬁ” visognynAniuanuilans Sanssiudsil Pain Rachel (2009)
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138171 Emotionally Charged Spatialities na1@® Huflursustenaneduiufivesninumsesh
AN Wioaudenietaussey %ngﬂmaﬂgﬁi{mmﬁaum Tneaneded msraonui
waninaneduiuins “anumneiivie” (Symbolic Spatial Meaning) 1nn153uAUIN155ILTU
Yausssulneandy “ﬁuﬁmaﬁzyzym” ms%"uﬁaL%"aua'wﬁaﬂﬁuamuﬁﬁmmaLfJu “msiBeudeuiig
Fudes” il duairssraunsalamnundauuuiiifvesanuianse

dmsuiladomansdemsnnaniidwasionginssunisiurusiens The Ghost Radio et
namTIdenud nauiegilianuddrfuliadenenisdemsmanaannduluseduinn laetladed
fradegeanie auamnsAnuazmeda salusuenudnauiazmslfieniing Fessznau uie
asiundt SesEuusTenAaresualluSendagu nanie iuqﬂﬁLLwamWaﬁ’uaaﬂaﬂﬂaw
Hudeamadnuesninande auamuesmindalildfissssdudanaia muddudnunies
Uszaunsainissudvesan (Audience Experience) danunsadsnasioszfiunisildiusisnayainy
sertedlunissuily/Surusionis §51en1s The Ghost Radio fin1seanuuunisianiZesnedes iy
nsliidesUsznou deaorvind iasitunds uasdsundonitiaisusseinmAvesiaauuay
mnufaaien aildenndefuluain Media Richness duaueliindeiiannsasenenasiiuges
meszamdudavarnvanefiifdneamlunsnseduensual Wuenutle wazdaadunisliuin
TavesFuanslaunnndt (Daft and Lengel, 1986) Tnelanizegabs ﬂmmmﬁmﬁﬂﬁ’ﬂwu Us1#1n
Fyanusunmu wagmsdadeldesivsydn uflduddylunsaiuayunisaienngiunlubes
161 (Narrative Immersion) suifunalnddnyfidmasienginssunisiuvavesils sslunduasnsils
U159V wagnsidennduniledounduiionaintasesnainid (Green and Brock, 2000) @
Hademanisdeansnmsranafifaiadesesasunie Auhaulavesiniusenis Tneramzinides
FBnsian wavymdnnmueada-Jysna Unlaf fanfiusienis Lﬁmmﬂmiﬁﬁm"’]Lﬁuiwmiﬁﬁ’nﬁm
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**This article is part of the research project “Communication for Health Equity among Vulnerable Populations under the Implementation of the
Office of Specific Population Health Promotion (Section 9)”, This research is supported by the Office of Supportive Health for Specific Populations
(Section 9), Thai Health Promotion Foundation (ThaiHealth)
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Abstract

This research aimed to study the communication development and changes in issues and
media formats on online channels of ThaiHealth Section 9, and to examine target audience
opinions on online channels regarding the role of ThaiHealth Section 9 in promoting the health
and well-being of ten specific vulnerable populations, namely older persons, persons with
disabilities, the homeless, informal workers, migrant populations, ethnic minorities, LGBTQ+
individuals, prisoners, women affected by violence, and Muslims. A qualitative research methodology
was employed, comprising Media Content Analysis of the Curious People page, Nab Rao Duay
Khon page, and the Nab Rao Duay Khon radio program from 2020 to 2024, alongside Comment
Analysis from 2,078 high-engagement posts totaling 13,585 comments, and Keyword Analysis using
Ubersuggest. The findings revealed that Section 9’s communication evolved significantly from
individual storytelling toward structural and policy-oriented communication, particularly following
the COVID-19 pandemic. The most prevalent media format was static images combined with
Thought Leadership content, with the Expert persona being most frequently adopted, followed
by Helpful and Friendly personas, delivered primarily in a formal and serious tone. Hashtags
were found to perform four interlocking functions: agenda-setting, reframing, building collective
identity, and reflecting the collaborative strategy of partner networks. Audience opinions were
analyzed across three dimensions: health, health equity, and bias reduction. Comments on
health were the most numerous, with most recipients demonstrating Functional Health Literacy
by using the comment space to inquire about entitlements and exchange lived experiences.
Comments on health equity, although fewer in volume, reflected an advancement toward Critical
Health Literacy through rights claims and policy critique, while comments on bias reduction

signaled a reframing of vulnerable populations from objects of pity to bearers of human dignity.
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A notable phenomenon of Submerged Branding was identified, wherein audiences recalled
partner organization brands more readily than Section 9 as the primary supporter. Keyword
analysis revealed that culturally-rooted content generated the highest levels of engagement
and information-seeking behavior. These findings carry significant implications for health
communication policy and strategy, suggesting that Section 9 and similar health-promotion
organizations should strengthen organizational branding alongside partner content to address
the Submerged Branding effect, and adopt culturally-rooted communication that connects with
the lived realities of vulnerable populations as a core principle of content design, in order to
elevate health literacy and concretely reduce inequities in access to health rights and services.
Keywords: Health Communication, Vulnerable Populations, Media Content Analysis, Online

Social Listening, Health Literacy
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Tu 3 Ussiundn Ao duguain suanudusssmisguam uazdunisanend LesnyIum
AuLUATITid LN (ATTssandlitlyyszfivg (Artificial Intelligence) FroUszanananIw
sysuwIElun1sIANngaAU3EN (Sentiment Analysis) 9ULUNABNILIUAMNUTHANUIN-NAN-AU LazE
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a a

Wevewazdns Inilvianuansn (Respectful) Muanseenienisujjifdenguidmaneegrefidnaes
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