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Abstract

This research aimed to 1) analyze the design
strategies of environmental product commercials in
Thailand and 2) study the impacts of the design
strategies on the interest in environmental issues
in the commercials. The study used a quantitative
research method, giving a close-end questionnaire to
400 samples of consumers aged 18 years and above
that had been chosen by a cluster sampling method
from six districts of Bangkok. The collected data were
analyzed by sum, percentage, standard deviation (SD),
one-way analysis of variance (one-way ANOVA), and
multiple regression. The findings showed that: 1) the
design strategy of environmental product commercials
that received the highest mean score was ‘there
should be research data to support the idea in the
commercials’ (mean = 4.25; SD = 0.80), which fell
into an ‘agree’ level, and the environmental issue
that received the highest mean score in terms of the
interest was ‘use both sides of the paper’ (mean =
4.45; SD = 0.80), which fell into an ‘agree’ level; 2)
the different buying behavior of the sample group had
a different impact on the design strategies in terms
of using supporting data from environmentalists or
scientists (p-value = 0.010) and the commercial design
concept (p-value = 0.027); 3) the design strategies
for environmental product commercials included (1)
the commercials should be a realistic portrayal and
use real photos and (2) there should be research
data that can support the idea in the commercials
and also predict the interest in environmental issues
in the commercials (38.7 percent or R-squared =
0.387). The research results were found that the

strategy for designing product advertisements with the

highest average content about the environment was
that there should be research results to certify the
information presented at a high level. This is in line
with the basic concepts of 5 important principles for
environmental communication, namely 1) Transparency
2) Appropriateness 3) Credibility 4) Responsibility 5)
Clarity. There should be content about the environment,
namely 1) should be an advertisement that creates
realism from photographs 2) should have research
results to certify the information presented. able to
jointly predict interest in environmental issues in
commercials The research results reflect the creation of
a compelling point through these two issues, which will
help make consumers of the product or the audience
of the commercial film attract more attention to the
target of the advertisement, both from realism. and
information from the research results that support the

various stories presented.
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Xo3p) iwﬁﬂ%mﬁmiﬁzﬁmimnaﬂwg@m (Multiple
regressions) Tneldnaila Stepwise

38M1satiun1sive

MsiTeasel 1unsITeBeSunns (Quantitative
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WALNINAR LUALNUDY IAEAAUAIIUIUAIDENIYN 9
U AD LIAAT 66 58 67 AL AUATUAINIIUIL
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ﬁiaﬂaqwﬁmiaaﬂLmumwaumﬁmwmauﬁqﬁﬁLf:am
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WU 2 ¥u MswIANtdede (Reliability) w99
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Andusosay 16.80 wazdrunniseldadsdeiion
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& A o A
ﬂ']WEJuW?I"JJEm']‘V]ﬂ@ﬂLLUUW']ﬂﬁﬂ']WLL'JﬂaaNVILUu@
=
7

1.6 HANIINARDUANNLUTUTIUMALALIANY
aulavszifuRonndonlunneundlamwon S1uunanu
ANuaUlaN e UAST N YUIVDIFUAILAZUTNITUARE
U3einan

aundgne: gaeuuvuasuniufiienuauls
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4 (P-Value = 0.03) fiszdutiaddneada 0.05
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A enluglf (P-Value = 0.04) (5) Saulsuns 3RS
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0.04) (11) Mswasuazasveudinlan (P-Value =
0.02) (12) Mwsuvesanzlansau (P-Value = 0.01)
fszauiadAyneaia 0.05
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F =125.44

Constant = 2.03

asunaoeAusignan1sivy
ANHANTITY WU NAYNTNITODNUULNTNEUAT
a v Ao oA a o a P Ao a
TUHUIRUAINTL LR N LINURILINADN NTAILDAE
g9ga Ao AITHNANITAN®ITETUTRITRY AN
LAUD MUSTAUNIN UUFADAARDINULUIAANANNIS
Wuguid Agdausunisaearsmudinaonlivoiun
5 dszns lewn (1) aulussla (Transparency)
A JUNTMULA NITVIUNIT 35n15UJTRMU 35013
winsdeya uaranudAgunianlilunisdeassiuas
WIAARN FINSUMIBUANS 9 Miendes lagile
DIN1TQUATNIHIAMNAVLDITOLATITAUNANINAIIN
o <, =S 2 v 1 1 dl dl L £
Fudu saudInsudsldinienu d1g 9 Anendadda
NIVDIVNUINTUNITROFITAIURILIAGEN (2) AU
NI ®N  (Appropriateness) W:Lﬂumi’%’ﬂﬁﬁmﬂa
ANTAUNATINSUNITADANITANURILIARDN NLNEITDI
Auniaeaue1s 9 lasnisldsduuy nsn uaz
A A Ao = v a P ' PV < o
Fondundeinis welmnanisidiudinleagrafun
(3) AnuUWTpie (Credibility) azidunisaiiunig
FRATAUFILINADN FIUANNTRFND UATEADTIN
saisdnslitayaasaunAmedaiiaacg gneed
(= a 1 d‘) o Qs 1 dl dl 2
Wudasy wazldidunisgiinumiiasuniieddss
(4) ANNSURATDY (Responsiveness) %L‘fluﬂ’ﬁ@ua
HN15ARANTANURINIAFDNTANINIAINANNFBING
YDINUILINUALNEITDI HNITADUAUDIADNITAIAI AN
wsatanaazamisuiiieteslusliuunasutu
wazviua santanisaseliianissugiuumislu
N19ANISNULDFIRY UWAZAININGA ] NNATUAINS
PUIBNUAE 9 ANed8s (5) ANNTALY (Clarity)

22 | onsansdvinisudanssudodisdvau

aztdunisandunis teldunimiswaznimiildly
msaeasEuAInden asnsonliiiaanudila
Aontisuang 9 Mt Lﬁmmwﬁmuﬁaﬂﬁ'qm
(Anfined 357829, 2555) Geaanndninauddsves
\INAND WESITEY) (2554) WU WHINNINITEDNUULNIY
asumnesuasdulnniduiinradiinnuanadennni
AL ImﬂaanLmufmmﬁmﬂammizi’amam‘
wsanmeedauarliaingddinnannauiumazasuaz
IMNNFIATIZVNTBBNLULIUES 1 UM NEUAS N e
WU muaaﬂLLuuﬁLLuﬁi’IuTﬁﬂu@iﬁnauﬁamﬂﬁuﬁ'aﬂ
9 ﬁazﬁauﬁmaqwﬁ‘miaaﬂLmumwsmmﬂw:mqauﬁ']
PfianAfudsnedonfieananalulszimalng
IUINENITENIFINRARAAINUAZT1HITUUTLLAUAY
alal,nﬂﬁauLLazmiﬁwgwﬂLﬁaﬁﬂﬂémsa%wmm
aszminuasihlogmaudletigmlasmbsnuiinendes
iauﬁaQ‘Uizﬂa‘umﬂmﬁﬂﬁﬁ?ﬂ‘aaﬁmm%&ﬁmjau
sadsnnluyNTuisTInAudsTAuMUANNSURATDY
godsnuunsinmunumminiiedseuanusiuis
Wiuanludaunaanauihlinisaoasiinnuiiaula
mn%yua'awa&iamsL?Jﬂ%’ULLax%’uiiuﬂszLﬁuﬁﬁaams
arfeansunndsiu anvaludeiuenladoentunissiiu
93NAVBIBIANT LTU NITUNAUBIIBNGT FAINAINU
Lﬁ@lﬁ’mwiﬁmr"f‘umsﬂiwsﬁ’mwé’amuuazmi@ua%’nm
fowrnden Hudu (3nm deufving waz Un3wne
a0NUAUUY, 2565)
lnsiladesunagnsniseanuuuNNeEUasTuEN

a o A

oA = o a o E =
AUATNNNIUBUILNYINURILIAIDN VL@LLﬂ (1) g



NMNeuAslL BN AS9ANNENAZINANEY (2) 25
ﬁcmmiﬁﬂwﬁﬁﬁmaﬁaaaﬁﬁﬂmLaua A1NTNTINAU
wennsoirnuaulalsziudsnadenlunmneundlamon
Sauay 38.7 %aNamﬁﬁ'ﬁazﬁauTﬁLﬁuﬁamm%ﬂaﬁgm
ﬁuiﬁvmuﬁmawszLﬁuﬁanain%ﬁwﬁﬂﬁ@’uﬁmﬁuﬁﬂ
wiagrunmeuaslusnianuaulanimineyes
nasulawanldunndsiwiainanuanass wazdoya
ﬁnnNamﬁ%’fﬂﬁﬁwmaﬂfuméuﬁaasnshs 9 Piaue
Fslunisaneaos TUINT qUALIY (2560) LAt iaus
Lﬁmﬁuqmﬁa@m%vﬁdﬁﬁnimwmﬁﬁmLﬁangmﬁ'ﬂﬂﬁ
mmmmﬁuauﬁwLﬁagaiﬁv@uﬁmﬂﬂﬂzﬂmima‘uauaa
m:uﬁmuﬁmmiﬂumﬁﬂimwmﬁammsnLmﬂﬁgm%’uiﬂu
aulasonladuy 2 wuy fe geaulanssnumeua
(Rational appeals) uazyndulasueisuainseansue
\B43@INen (Emotion or psychological appeals) 1ag/n
%v"ulﬂuimwmﬁ'Lﬁaniﬁﬁ?u%ﬁamamﬂa”mﬁmﬂaqm%ﬁﬂfﬂ
Tm‘l:mnéfmaus[,mﬁaﬂi%ﬁ”aLwiﬁuﬁaﬁmaﬁmﬂmwmuﬁu
*ﬁﬂqmamﬁ’ﬁﬁ%a@mé’ﬂwmzﬂumﬁuﬁﬁﬂﬁaﬂgqu’ﬂﬂmwm
ﬁaLﬂuﬁaﬁmummﬁmgnaunndauluawuimwmwﬁamw
Fomulason uazeu 9 Viaaﬂﬂﬁmﬁuw%’ﬂwﬁiﬂu
sulaisoniii LLaxLLa@ﬁﬁLﬁugm%’u%ﬁ?uashﬁmwu
daunisidenldyadulaanunsanansanlaannansmue
gpsduAuarduslnadunan lnsaniznislayndula
ﬁmmqmaiuhymwﬁﬁﬁamLr“imﬁ’uﬁ'al,nmﬁau 9
Qm'év"ﬂ@ﬁmmq]r:mL‘i‘flu'ogmév"ﬂ@m%mwLLmn@iNmaﬁm

ABAIWVRIRUAN (Physical differentiation) Mwinluaiy
foinsuslevildansvrasdumuazn1sianuslnmtinmu
lduselaaiinanslusnniswsnlumedeyauadale

P A =2 I o v A = oa o
weieeing 9 Mdwmadunainmlugusinadsnislsdua
A1 9 lawuamensuasiinnuuladeduslnai
aud/uinisuu 9 dauantfnazneliiinaudsslond
NeeuausIANfBINIsiaavsetioun g lvguiing
Tavinlinsdndulagedudndunsandulalaaldidoys
A A ° v o o I
mﬂumqwawimwmﬂmmua amﬂuﬁawmunaqwﬁ
N190RNLULANEUAS U FUAN LTI N8I N
FInFoNADANNALIIUTTURIIRA NI BN INEUAS
lasn fuslnasilnesslylueuias

Jaldauaiuzv1INNISIVY
1) nagnsiddnlunmsesnuuunmeunslason

a v

AUALATUI NSRRI NUFILIARDNAITHEANS
AnITesusasdayaminiaus
2) AT TUNNTRDNUUULATASIFTTANTNEUAS

TUHUINAST1IAINANATINNAINWDNLLAT ATV

dolauanuzflunisiveasvdalu

1) AITHNSANEUBIAMNMNAIBNITALTYAIN
Hrnlasunrsenusing LLazgmammmmimwm%ﬁaTﬁ
Vlﬁiagm?{mﬁ’maqmﬁumiaaﬂLmumwaumﬁmwmw

Ao A& a v a o a = a &
‘V]llLua‘VnLﬂinﬂUﬁﬂLn@Naﬂlulfﬁﬂaﬂmqﬂﬂﬁ"ﬂu

ct
3L
[
[
9]

f
SL.

unl(1l)u.n-0.966 | 23



1I9NaNS91vAv

NIYAW WANW. (2553). wudrnialusiludaansdnun.
WIUAIUTAANIWRLN. NTINNNIUAS.

a §a o

ANAWIA 3378297, (2555). NSRORITANURILIARDN.
For Quality Trend, 18(171), 17-20.

nQEAN AR, (2547). Uszd@aiansniweuasnig
AN 10 ASENAFIARY. NTUNNY: WHNAT.
NIUANATUAMNIWAIUINADY. (2562). 80 A5aalan

FOU. NTUNNY : NTINTWNTHLINTITINTIAUAL
FILINRDN.

LWNANS WoSITRY. (2554). ANHINITOONKULINY
aseluniwsunsing. 215815381015 MY
anilnanssueans aaa., 12(2011), 22-35.

9381 Tundens. (2551). NNSLTIRUN RN, NFINN
AN RUNUAIITAINT NI INENAE.

NN FONNNINY WAz U15110 annUauun. (2565).
ms%ammam%’uEmawiaﬁmmmmg'u%ﬂs:ﬂau
nsinsiiesilng. 2nsansdsmsuianssufoas
d9an, 2(20), 16.

7NANs quavie. (2560). msiasuyadulalusu
Tasmnasnauafna lasmuIFUAIUsEIANANN
sunalu Hashtag uu Twitter. N1sAUAIDATE,
NIETAFATNIL UG, NATINLIRYFTIHANEAS.

wiedes ymeiuas. (2545). mslamanlduinaluy
atdls. asasine, 1(4), 33-43.

Waln aunzlan. (2560). NISANBINITAILNTNUAS
WUULEY 180 D9AT NTRANE: NIWLUAS LWL
sussntlainulsaeaniadulasn. Inninus,
ANANFATNINTUNAG. NAINE1asNAlUlaE
FITNIARDYLS.

[

03 Yryanu. (2563). Yves Rocher apusizWaafn
P o 1 ¥ a o &

09 2,700 ¢iudiall mantyatulusUasnElan

NAAUIANWAIEANS LBLARN DS (BLAaABlA 100%.

duAulile 25 NUATWUS 2564, 91N hitps://

thestandard.co/yves-rocher-cuts-2700-tons-of-

plastic-waste-per-year/)

24 | onsansdvinisudanssudoadisdavau

QAUUY Lauae. (2558). nsillaSumwaunslaenn
Iugﬂtw‘u In-stream ad U¥ Youtube LAY
WOANTINNSADUAUDIVDINTN. N1TAUATIBATE,
NIENTANFATUMTUAG. URTINYIAUDTITNAERS.

oiwg waenAsud. (2561). MaaEpsrumwEUaY
TasadILETHRIAN 5E119 W.A. 2558-2560.
Ineinus, Aalmansuituie (nArans
WATUIANTTH). AONTUTURANMULIHSAERS.

Brandbuffet. (2018). 6 msuARUSlAA 2020 zaw
MoFUM AN wnidunusua “Snelan’.
Auduile 16 NHNINUS 2564, 91N https:/www.
brandbuffet.in.th/2019/11/tetra-pak-research-the-
six-new-segments-of-consumers-concern-the-

environment/

Dailynews. (2018). “Buniia” &11 ECO BRAND 1an
aiinsnslan. Auduile 22 NUNTNUS 2564,
91N https://d.dailynews.co.th/article/669121/

Positioningmag. (2018). “ia@ia” \Wanagnsizgigsna
Tasaudasing uuzisiarzaaauuuluisae
walulafdandn. Fudwile 10 NUATWUS 2564,
91N https://positioningmag.com/1244605

RYT9. (2021). The Film Factory USEmaIweuas
Tawandnslngaaslneg js'nc-% 6 USENIDITY
anAIgARaTA. Audwile 24 NUANUS 2564,
91N https://www.ryt9.com/s/igml/3199609



