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Abstract

The purpose of this research was to study the organizational culture and
productivity improvement of the Budget Bureau personnel including government
officials, and permanent and government employees, and to do a comparative study
of productivity improvement in the digital society. The research was conducted using
300 samples of the Budget Bureau personnel. The personal data were analyzed using
percentage, mean, and standard deviation. Relative productivity and relationship
between variables were analyzed using the Stepwise Multiple Regression Analysis.

The finding from the research indicated that different personal experiences
such as education level, work period, and work position have an influence on the
level of productivity improvement in digital society. The study also showed that
organizational culture has an impact on productivity improvement of the Budget
Bureau personnel at 5% significance level. Finally, the Multiple Linear Regression
analysis, showed that 4 dimensions of organizational culture, namely Human Resource
Development, Job Performance, Humanistic Workplace, and Work Environment, were

positive factors to productivity improvement in the digital society.

Keywords: Organization Culture, Productivity Improvement, Digital Society.
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Abstract

The objectives of this study were 1) To study and analyze organizational
strategic factors that affect learning innovation. 2) To present guidelines for
developing corporate strategies to create learning innovation in the society of change
of Electricity Generating Authority of Thailand. The results of the study found that
Factors in the changing society Digital society has the most positive influence on the
creation of learning innovation, with the guidelines for developing strategies at the
organization level to create learning innovation 4 strategies as follows: 1. Proactive
strategy The organization must be ready to open up a view to finding information in
order to cope with competition. 2. Remedial Strategies The organization must be
ready to improve, amend the rules and regulations for personnel training. 3. Reactive
Strategies The organization must establish effective communication at meetings, yes,
and 4. Preventive Strategies. Organizations must provide opportunities for personnel

to express their opinions on creating learning innovations, etc.

Keywords: innovation of learning, digital society, corporate strategy, Strategic

Factors
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miﬁﬂwﬂuﬂ%ﬁw”ﬁﬂmLﬁaﬂﬁﬂwmmmwmﬂv\lﬁmwmﬁml,‘qum“malm
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mamﬂmmamwuaaumﬂﬂmmmamwuaaummwau g Lﬂiawaﬂi’ﬂmmﬂumaualmLm
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30 AU WauadAATouuIAsani (Cronbach's Alpha) tag uwauammwuaaummmm
Segienudutussenineius Tneldaandulsyivivsafiodau Lwamaauammm
NN ATIERAMULUTUTIUNIGLAEY (One - Way ANOVA) Imi&uﬁumﬁamaammu
wingas (Multiple Linear Regression) Wefnwanuduiusseningiunusdaseaiduinnid
NLIAITUA U TATUNT IR LaEIATIERADALTINTTUUN (Descriptive statistics) d1115U
Hoyavhly

A2ULLUIAA
adsodse (Independent Variable) aadsan (Dependent Variable)
NAANSITAUDIANT . : o
A —> WIANIINUHRINIILILN]
w5 IINNYlwDIANT
fanunran1stlaswulas diau

AN 1 NSBUKUIAANISTIYY

FUNAFIY
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auyfgiui 3 demuuisnsiasuuias denuAdviadsrasonisaiiauinnssuuins
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Y

a o/ -3
UYIUANN
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AR NEARNEY WA 2568 B9 TunAm el 2566

HaN15338
1) Msanzideyailuvesngusisegng
WU nguegvdlngiumeaye S1uu 302 au Andudesaz 75.50 Jeny
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3) mylanziteyaneafuaussaulussdnsdmanonisaireuinnssunrienis
BEIH
Wudn sgauauAaiuiausssuluesdnsdmadonsaseuinnssuwiimsiseug
oglusesuann (X = 3.69 SD. = 0.39) Wensniiarsansiede wuin ssdnslimnudfydu
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4) meAnzideyadenuuvianisildsuudas feauddsiadnananisadia
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WU Usenvu 114%’1‘14“’@%17L‘LJ‘LM‘LJEJﬂa’NsL‘LmWiIMUiﬂWiﬁQNaGIEJﬂﬁWEJ’]EJ’]@JLB\IEJLLWiﬂﬁﬂuiﬁ
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I3 (3 LY

E!Vlﬁi%ﬁU@\‘lﬂﬂﬁ (X1) Lu@ﬂﬂqﬂmﬂLLﬂﬁﬁﬂﬂ‘M@ﬂVIﬁ (X3) llﬂ']LQﬁEJll']ﬂﬂ']']LLﬁ“LﬁJ@'JLF"Ii'W“'VWYJLLﬂiﬂa
s (% L3

ElVlﬁﬁgﬁlU’aﬂﬁﬂi( X1) LL‘U‘UﬁWEJGUE]bLﬂJWUiSWUUEJEJ%aWﬂ@W’Nﬁﬂﬁl AINNTILATIZRADADAN DY

9
a

WYAMBUAURT (Multiple Linear Regression)
6.2) NMINAFBUALLRAFIUNTIVY
wﬂﬂml@mmmaummu mu
ammmu‘w 1 ﬂaEJ‘Vlﬁiwﬂ‘U’eNﬂﬂiaﬂNﬂm@ﬂﬁﬁiﬁduqmﬂiiuLL‘MQﬂWiLiEJ'LlS
ammmuw 2 ’JGlmﬁiiﬂﬂuaﬂﬂﬂimNﬁﬁ]@ﬂ’ﬁa’i’lx‘ilﬂGlﬂiiiJLL‘M\‘iﬂ’]iL’iEJui
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AuyAgIuT 3 Feenuvisnisiasuuas dnuidviadmasionisaireunnssy
WiaNsiseus

M19197 1 LAAINANTITAATIERENEURUS W ANIS TRV IAENHUNUSNAMAUSULA
LAZAIAUARIALARBUNINTIIN VaesuUsNeNTal

n = 400
Adjusted R Std. Error of the
Model R R Square .
Square Estimate
1 .485° 235 233 .35168
2 .853° 127 126 21017

Predictors: (Constant), X2, X3

NM57 1 WU mamﬁam51mauauwuﬁwmmmamwaqmammwuﬁwummm
Usuuniay mmwmm@maaummmu LLamﬂwmumiﬂLwU (Model) mmmmwmmm g
AU IRNTIUUNINTS BUS  {ogldulsBasesiuu 2 d fe deuurinaUdeuutas Saay
Advia (Xs) way Sanssiuluesdng (Xo) Wudwdsnennsal mansinseaunsaasegunuy
aums sadl

Model 71 1 (a) wuin Smusssulussdnsg (X,) wernsaimsairsuianssuuanisfeus
ansanensallagesas 23.30 wandliiudaauduiuslufianiaientu Model 71 2 (b)
wuIdAuuisnsiUasunlas daaunaa (X) e NsUNTAT N IAnT IR eus 1ng
a1unsanensallaseuay 72.60 wansbiiufsanudunuslunaniaf ety 3nNanns
Iinnevianduiusnygariidsaesvemanduiusiguiiviuud uanslifudsduysden
wiansasuLUas daauRava (Xs) aunsanensainisasauinnssuuanisieus () 1o
WNNIT gedieTesay 72.60 Lmz@hmmﬂmmm?{aummgwmmmiwmmaﬁ (Std. Error of
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Estimate) €agfl4 0.21017 ﬁNLaaﬂmmwiaaﬂmLmamiwa&mwdaa FapuAdva (Xs) 1usn
LLU3aas”ﬁafﬂ,umsﬁﬂwﬂumqu

uaﬂmﬂumi'sLﬂs%wmmwsﬂi’m WU mamﬂiuamamuwuﬁwmmmuamﬂw
PNEBATISZAU .05 UanIImuEuRuS Iz A9 an (miaiwqmmﬁmmaﬂmiam (Y))
wazALUsBasEiies 1 Auds Ae mﬂmmamimaauwaq FpNAITa (Xs) WHosannilan F
(A1adiR) 11nnIn muﬂsmuaaaﬂuamﬂs (X2) Fatu wansimseiauulsusauduly
mumimﬁumammmu‘w 3 JapuuanisiUasunlas danuRava (X5) @INananIsasns
u'mmimmqmil,saui (Y) WU mami:}Lm']mamauwuﬁwmmmaaaawaamamauwuﬁ
W‘Vimumsmmu,aummmﬂmmmaaummmu mufdiammmeimaammaq GNGIERNG
(X3) wmﬂmauﬂiuawﬁawauwuﬁwmm (R) dA1 0.853 As1uatlunisnennsal da1 0.727
wag Adjusted R Square A1 0.726 Imammiawmﬂimmiaiwu’mmiuLmeiLismg 1)
Jeuay 72.60 LLazmmwmmmm?{aummgmﬁuaamwmmaﬁ (Std. Error of Estimate)
Wiy 0.21017 wansliiiudaninuduiuslufemafedtu vse @euan

A1599 2 MINNETURANTITIATIZANITANADENIIAN

n = 400

B Std. Error Beta t P-value
(Constant) 1.155 .093 12.398 .000
X3 706 022 853 32.544 .000

a. Dependent Variable: Y

9115797 2 anansnadesUiuUaNNIneInsainsas s innssuisnaFeus 1a
40 Y = 1.155 + 0.706 (Xa) WAZANHTNATINANNITHEINTANTAS U IRNTTUWINSIS B U
TusUazkuLIInTEY ¥ Z(v) = 0.853(x3) nmsAneanunsaaglaan (B = 0.706
t = 32504 , P-value = 0.00) a3ung/lasail NFaFIANTTULMINITIES (V) IAuduius
\Badunssegrailfudfameainfisedu .05 namsianeituuanaesnnga wuin de
wismswasuuUas daaufdsia (X;) favdwaluduuin sensairsuianssuuinisiious
fla¥enar 72.70 (R%y = 0.727) uarflAnAnnunaInlnd o usInsgIuvesnIsneInsalvinfy
0.21017

Uszlamiinldsu
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03n3 Midsrarensairsuinnssuwiinisiseud Tudsruisnaudsuudasmos mslylitie
nARuisUsEInAlnY iedidunagnsseiuadnsognsiusyavisnmlueunen
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[y v o w a
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Abstract

The outbreak of Coronavirus or COVID-19 has spread around the world
affecting various aspects of humanity such as : the impact on economic, social, and
business performance including the impact on human resource management in the
organization as well. This can be observed from millions of corporate employees
around the world facing the prospect of losing their jobs. The purpose of this article
is to study : Guideline of Outsourcing Company’s Creative Human Resource
Management during the Covid-19 Crisis, Case Study: Magnolias Waterfront Residences
ICONSIAM by using the method of studying literature academic articles, research
articles, interviews, and other relevant information then bring it to the conclusion.
The interview separated all 5 problems and obstacles as follows : manpower
planning, occupational health and safety, employment and compensation, effect the
performance on work and the future management plan.

Preliminary research has found that 5 issues and obstacles : manpower
planning, health and safety, employment and compensation The impact on work and
future management plans conform to the concept of the New Normal, and the new
lifestyle is different from the past. That's because something happened. Until the
familiar and predictable patterns and practices in society must be transformed into

new ways of life.

Keywords : Labor, The impact of Covid19, Creative Human Resource Management
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Abstract

The study of making merit” s meaning perception and marketing
communications of Thai’ s integrated merit making business is quantitative research.
The objective is to study the making merit’s meaning perception among Thai people
and to study the perception of marketing communication of the integrated merit
making business of Thai people. The survey was conducted using questionnaires from
286 samples. Statistics used to analyze the data include percentages, averages, and
standard deviations.

According to the results, most of the sample is female, age ranges from 30 to
49 years. About half is employed as private company employees, Bachelor's degree,
average monthly income level above 25,001 baht, living in Bangkok and its vicinity,
and person who has the greatest influence on merit making is themselves. The results
of the study the making merit’ s meaning perception among Thai people are 1. The
attributes of making merit are that merit making should be done with a pure mind
and good intention. 2. The benefit of merit making are to be happy, complacent, and
comfortable. 3. The personality of people who make merit are good people with
good heart and sincerity and do not trouble themselves and others, and 4. The
culture of merit making, Thais consider house blessing ceremony as one of the
cultures of making merit. For the results of the study, perception of marketing
communications of the integrated merit making business of Thai people is found that
Thai people are most aware of marketing communications through word- of-mouth
communication and Facebook. The most common marketing communications
content is the information on goods and services, such as equipment and tools for
merit- based event, monastic seat, set of altar table, offerings, food for monks and
guests. The perception of personality of merit making is as an expert with a particular

knowledge and ability on merit making.

Keywords: Perception, Meaning of Merit Making, Marketing Communications,
Integrated Merit Making Business, Thais
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Abstract

This study aimed to study brand awareness through latent advertisements of
MasterChef Thailand viewers. This research was quantitative research collecting data
from 400 samples. The instrument used to collect data was an online questionnaire.
The data were analyzed using frequency distribution, percentage, and mean to
describe the general characteristics of the samples and the research results in the
descriptive form.

The study found that most samples were female, aged between 20-25 years
old, with a Bachelor's degree and were private employees with a monthly income of
25,001-35,000 baht. Samples had brand awareness through latent advertisements as
follows: 1. Product Placement which was at a high level (mean equals 4.12), with the
perception of seeing product placement in the show the most (mean equal to 4.34)
and having different perceptions even if those people were in the same situation. 2.
Product Movement was at a high level (mean equals 4.05), with the perception of
seeing or hearing brand associations with the show contents the most (mean equals
4.28), which was a process that each people selects, organizes and interprets incentive
differently. 3. Branded Content was at a high level (mean equals 4.02), with the
perception of seeing or hearing branded content the most (mean equals 4.24), in
which perception or feeling was a component related to each other in affecting
purchase decision behaviors.

Keyword: Brand awareness, Tie-in

a8



unii

JagUundsainilaniianisszuinvesisalaia-19 vilvngAnssuvesay
Wasuwladluanidiu naneidu@iedidlve (New Normal) annilineeenaintiuiteluau
TWlsaseu Fosiuushmnegeiitnu mndarnusndudeseenaintulddeuta ude
winsgislunuunng Adeslavinniiiodestulsa deafuszesvinadmiuyana dile
Yoy 9 utu 20 unil eiledeuoanesed saufansuiuiasumeiugsiaazuinng
s 1 Tiviusiaanumsaliagiiy Aressuasulugnslinszuvamaieussularl nsld
ssuuonsnasuimamseanlay Aintuitlmilunsdsddin mmammaaﬂgumﬂu
duunfdeiedluszerinamivuinduanunels Tuiigaiouedfldnaisdu New
Normal Tudsau (nsenswensgaudne Inereans Ideuazuinnssy (03], 2564)

ynyyAda New Normal &anilsiivnnlafld e n1svieuditu (Work from home)
videfivany AugoIn "WFH' ATNMIERT 9 A9 m'i‘v‘hamﬁﬂwmﬁumsuﬁmsﬁwmuqfnﬂ,mi
finuanfumaluladansaumaiimunluauiliauausofndedeans fuldeesazan
59157 wazdidunuiisnas Uszneufunginssumsyihanuvesausulmifivesmansvia
wuudase Wamuaianu wazmaiunaiiefudsvaunsallval 4 Wfudie Wewmeluladi
Aidndsaudiulng iunsgunsaldiuiale agnmauiey aunsnlnu Jagevinli
sufnshauiithudaauiu arnsovhau uasdeanstudilmudolvddls (hganmngsia
aaulall, 2563)

ndniingAnssuvesay nduhnusagldi3sludumngu ilddnalunis
andorng q flaunsasurdlaivi Somidduduiie delnsied wiuldanduunsiur
Tuthaalndulnigadudadu 25.3% Ui 24.9% Tasawglunduiiieny 35 J3uly
ffidndnsn 28% Asvvulnsieidudendn uaznmamnslddieludelnssimilugas
New Normal ndugstuifundn 5,576 v ileuwihtnouladn-19 Usssuigsia,
2564) wagnsiiderns 4 aunsadiiusuegldluanunsalminduiiu Wesnnisléen
Tawakude Wiuldannsiuusudauisununnldvinnisdemnsnanaiioudsdeiiud
deliiuslnainmnuavlelududuazuins uazanyadlaanmalnsviesd 3 susuiivh
Rulgiwangean taun ¥es 3 (1,140,919,945 un), Y83 Mono 29 (825,779,875 u), s
One 31 (697,980,206 U) AUE19U (NEATIY AWgUTTI, 2564)

waznilslumeniasnsimiidsuiudSuegdu vonmiionnmemsinide
$1811338aaR TN Y83 TT091 MasterChef Thailand %q@lé’mmsméﬁqqﬁq 4.3
Tneieidumenisfifvonduugeiianluvneiy (wamth, 2563) uandfifiuisemsingid
Lﬁmﬁ"umiﬁﬂmmilff]uiwmiﬁlﬁ%’ummﬁammﬁ%’wﬂuﬂm‘[ﬂ% gnailesanngAngsu
suaa;g’ﬂuﬁw?{ammaqlu ﬁﬁLaawaQﬁﬁﬁuMWﬂéfu wazUfuldsungAnssunsiulseniu
omsusntundunshemsmues Jadaawaulalunisivensenisiieiuns
yhos sluisguuuuvesensiiinnuaudy ilkiAsnnuauladnnusuruedis
soliles

49



MnMsivsIen AU e saziulid vasenisaziinislavanussed
fae Fadunsunnguesdadag wennauduazuins dilvludwiiduidemsonis
Feoradunnuiilavesivanmeniswasiiewesdud Tseglusuuuuldiainisanadie
daa3unisvie wiennseiunayselovineuunudu 9 i enaniagsia (@nfneu
AMEATTUNISNINITASLNULE LS NANITINSTIAY LazAINITINTANUIANLNSTIH [NENT.],
2564)

Tusnenns MasterChef Thailand In1slawanunsluguuuusing o laddezidunisg
Aufn (Product Placement) fidudtuaylaiffunuindenissidusenislasnaduannds
yienaidonlewmandudiuiiion (Product Movement) AligidnsamsnensnBuiuaudn
slufantsdeansnsdudniiduunuvedsionis (Branded Content) fidenunsnns,
Aududldeyluionvessenisessuuuidou (Usiiund A3unatmun, 2560) Bl
manTaneuUTUREety 017 ieafudng itunane unduniuued seadundesnin
yiod nefidumn o1diluread Yundlnsdnd uudundednndad divanunion diva$
wgulud soouddeyey 1Wudu deuilaaliannsavanidedls siliiAanss uidensidudi
uanineiu uazoradssasiongAnssunsinaulade JaduvssduivhliisoAnauala
Tumsiinw “mssudasdudviulavanulawedfmusions MasterChef Thalland” tiels
Iinaidefannsmhludsegndldlunsnaununsiearsman anvesnenisingviasely
Tuowan

QUsaANTTITY
WaANYINITUIATIAUAH Ul RYNUNYBIYUTI8N1T MasterChef Thailand

Uszlenifinnainazldsu

1. ietdunuimaunidwesmsdud wiedndeaisnisnatn Tun1sa1aununns
larwaunsndun lisnga

2. Wodunmabiudtnivinsg wieyaeamlulumsinyideiieaiunssuives
Funsonaumiinislavanulslusionisemsuulnsimisolulusuan

A1INUNIUIIIUNITIA

mimsmsaulﬂmmimummimﬂﬁwmmsuaa mmmmamqw{]mmﬂm Ao
LLmﬂmLamqwgmmﬂum'ﬁus LLummLLamqwgLﬂmmmsaamimsmm@ LUIAALEY
N9 wf AN URTIAUA LLU’J@@LLauVIQH{]LﬂEJ’JﬂUﬂ”IiI?JJUﬂJ’]LLN\‘i doduwuavnansnse
uaganusena

50



wuIRALAENgERNENUNITIUS
Schiffman and Kanuk (1994 81999luq@ amaﬁm 2555) Aa13731 miiuwmam

q q
=

ﬂivmumiﬁnLLmavUﬂﬂalﬂmmiLaaﬂaii dnsulev way LUamunLNEYasAInse A i
asspumngeenundunin wiesntundsie mimﬂﬂauaqmiaumwlmwu,sqﬂiwmu
Weatunazitouluiientu asdinszuiunisidon n15annnT wazRinUMLNEe8NLMANANS
il "?Nﬂ’]ii‘UiLU‘Uﬂ?U’J‘NﬂﬁﬂJ@\‘ILLma”‘Uﬂﬂa‘Wﬁ’e]@ﬂa 2INUANUABINTG ANNEY WAYAIIY
ANANI ImamLLiJimﬂanumamawqmmimaqauﬂm

Yo alnsing (2556) Na171 MsTuimIneisnisuedanvesunnaeg19iinseuIuns
sTfﬂmwiazUﬂﬂa %ﬁma%’u%’ﬁum&mﬁu 5@LLﬁdmﬁﬂamdwﬁ?u%asﬂuamuﬂﬁahﬁm A
A% mmmmmmmawﬂﬂaumwmmmmmﬂumumq 9 WU ANHEN AIUADINITVD
UAAa mmmﬂsyaumimwuaammawmauu

nAdeuazuladn nssuiee miwuwsﬂmummmuﬂiuamammam 5 91l
inAduaula way Lﬂﬂﬂ’]iLaaﬂﬁii Fan1s wazfAunueed udly Tngenaas
frnunanglalananeiy szjwuaqﬂ‘ummmaamimaﬂizaumimmENLmazqﬂﬁa wazina
sensinaulade

uwunAnuasNguiNEafun1sEeasNIIRaIN

nsdeansnismanaiimnuddgiugsiefiazidusdislunsdeansvesuususiug
nauthmne wazadaenalfiuTeuseduieiy Seddilinnumanelisdl

Kotler and Armstrong (2004 138 sluwansinsal eddng, 2563) iendenu n1s
dea1snisnaindn iumadanisiinisdeansdisaudrdunisnain Inedearslusa
nguilmneviognanvesnandue deilingussasdifledsioiauadniowgAnssulug
nausdmane

21975504 B3AATNINW (2565) nain Msdeansmsraausuiuuvesnisieans
sUnuUnilsTidsansfio duandudvdeuinig gaadimiredud dielavanvesuitn vise
winnung densluguuuusing o Tadnydnwal nm Aes was maideulm fdnus AT
naonIuldsRnag danseludadsuans 3 0H 1Y 0aN19n158 sansUTEANANS 9 AT
nausdmane

Nndflewazlliin msfeansnisnain vanefa asdeansmsnismanaididimaneg
vieinquszasdfivaan defdsansandudnandudmiotnnisaainvenusud fsinis
doansluggnamionquitmaneiidesnslildsuas welmAansfuuazidirlateya
Aeafunusud wasilugmaAengnssunisdadulad eseluluounan lnenszuaunis
doansiiuonadomslaensslugnguithmne vioriudetomnsing q uarlisuduifedd
iwsesilensdoansluguuuuideauely

51



wuARuaTNguNEafunTEuA

ATIAUAT AD ATIREYANWAl SO Fuanslifiunmussdudivieuinmsiu 9 fadu
dsfazadanuuandauazlnaiuainguds Tneguuuunsdumanusalvinumaneld 4
5 lAuA

1.) sUsnmthenniguen (Attributes)

2.) AauUselevl (Benefit)

3.) AnA1 (Value)
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Abstract

The independent study titled "Analysis of ZJB Page’s Beauty Content
Presentation Strategies" aims to analyze the beauty content presentation strategies of
ZJB Facebook Page. In this study, the researcher used the method of content analysis
to analyze the data by creating coding sheet as a tool to study 200 contents regarding
beauty displayed on ZJB Facebook Page. The study results were categorized into 4
parts: (1) presentation style; (2) type of content; (3) communication strategies; and (4)
techniques for displaying message on online media.

According to the research findings, for the presentation style, ZJB Facebook
Page primarily presented the beauty content with images that accompanied by texts
to help audience understand what Page owners wanted to communicate. ZJB
Facebook Page also used the presentation style that focused on straightforward
reviews, fancy contents, and imitations of celebrities or well-known characters. ZJB
Facebook Page also had the makeup demonstrations, shared makeup techniques, and
recommended makeup tools to Page followers. In addition, they also presented viral
content regarding social issues. Most images in such content were selected based on
the sensory response message strategy. They chose images that communicated
positive feelings and gave joy to those who followed Page. Images and videos on ZJB
Facebook Page were also unique as they featured Page owner's character through the
uses of color tones and visual styles. This would help in creating Page recognition,
stimulating audience’s perception, and establishing audience’s positive feelings
toward Page as well as what being offered by Page. The least message strategy being
found was comparative strategy, and the technique most used by ZJB Facebook Page
was communication through interesting images and videos. The technique for
displaying message on online media being found the least during the data collection
period was the technique of creating headline sentences using comparison at the

beginning.

Keywords: Facebook Fan Page, communication strategy, message strategy, beauty

blogger
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Why Do You Need a Documented Content
Marketing Strategy?
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Abstract

The objectives of this study were to examine to the Opinions of white-Collar
workers towards marketing communication of dating applications on mobile phone,
using qualitative research based on Phenomenological Method collecting data from
in-depth interviews using specific sampling main data of seven people as a working
people in Bangkok.

The study found that most of the key informants have some primary purposes
of using the application namely to build a new relationship and to meet people from
all over the world without any restriction. Furthermore, working people who is always
in a hurry in their daily-life and spend so much time for working. Most of them receive
marketing communication through various of Dating applications such as Public
relation Advertising and Promotion makes it accessible to dating applications, which
can mean incentivizing continued use. However, the opinions of key informants
commented on the issue “Dating apps” in five points; 1) response to the needs 2)
security and reliability 3) efficiency 4) motivation to use the dating apps and 5)
development of the dating apps in the future. The study also found the interesting
point of a key informant who said that he decided to start using dating app, because

of the inviting from his acquaintances and his family members.

Keywords : Dating application Working people Marketing commmunication
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Abstract

The objective of this research is to study the influence of brand love and
brand respect on becoming a Lovemarks of smartphone brands among Millennial
consumers in Thailand. This is a quantitative research study with a sample group of
420 Millennial consumers who have used iPhones or Samsung smartphones for at
least 6 months. A questionnaire was used as a research tool and the sample group
was selected by convenience sampling. Statistical analysis methods used included
percentages, means, and regression analysis to test hypotheses. The research results
showed that both factors, brand love and brand respect, have a statistically significant
impact on becoming a Lovemarks of smartphone brands at a significance level of
0.05. The results of this research can be useful in positioning brands to be strong,

distinctive, and competitive.

Keywords: Lovemarks; Brand Love; Brand Respect; Brand Evangelism; Smartphone
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EXPOSURE TO MARKETING COMMUNICATIONS FOR KING OF GLORY PLAYERS IN
YUNNAN PROVINCE
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Abstract

The objectives of this study were to study the communication exposure of
King of Glory players in Yunnan Province by using quantitative research methodology
(Quantitative research) with survey research method and online questionnaire as a
data collection tool with a sample of 207 persons.

The study found that The respondents were exposed to marketing
communications as follows: 1) The highest exposure to advertising media was
Magazine advertisements and vehicle advertisements such as buses, trains, cars, etc.
2) The most exposure to public relations media is Public relations through various
publications such as brochures, posters, etc. 3) The most promotional exposure is
organizing competition programs or prize draws.4) The most exposure to direct
marketing is the Bilibili application. And 5) The most exposure to special events is

Special activities related to playing games in different areas.

Keyword: Exposure to marketing communications, Integrated Marketing Communication,

Mobile Games
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Abstract

This qualitative study aims to explore strategies of content creators, and some
warning in creating contents in online short-form video. It was conducted by the
methodology of Phenomenology. Data collection was conducted by interviewing 3
content creators and 5 audience members. The results of the study showed that
there were three main strategies which content creators used. They were funny
strategy, strategy of simplification and responsiveness towards audiences’ emotion.
The study also revealed that there were some cautions which content creator should
bear in mind. There were some sensitive topics such as gender and reference of other
brands.

Key words: Content creator, Personal Branding, online short-form video
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Abstract

This qualitative study aims to investigate marketing communication of men’s
nail shops in Bangkok. The methodology of Phenomenology was applied to this
study. Data collection was conducted by interviewing 3 shop owners and 3 male
customers The study revealed that nail shop owners determined an objective of
communication and used three tools of marketing communication such as
advertising -offline and online, public relations, and sales promotion. For offline
advertising, owners used posters for giving information of promotion. They used
online advertising on several platforms such as Facebook, Instagram, TikTok, line ad
and website. In addition, an influencer was also used. For public relations, it was
mouth to mouth communication. All shops used sales promotion for sale increasing
amongst all genders. In the case of the shop of popular owner, she also used a

tool of personal selling for marketing communication.

Key words : Marketing Communication, Beauty Business, Nail shop.
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Abstract

The purpose of this study was to study Marketing communication of Haidilao
according to public opinion of people in Bangkok. By using qualitative research
methodology (Qualitative Research) as a guideline for the study. Data were collected
by focus group discussions with key informants, namely: 8 people who used to service
at Haidilao

The results of the study revealed that the marketing communication tools
used by Haidilao restaurants were the most used for public relations. Emphasis on
providing information about eating in the restaurant and methods necessary for dining
in restaurants. Including giving souvenirs to customers is a part that creates good
feelings for customers. In addition, Hai DiLao has focused on selling by individuals. In
which service providers in the store will act as food items and service
recommendations, including providing entertainment to customers. It creates an
impression on the customer group. However, the study also found that Marketing
communication tools that are not used for business benefits are advertising, direct

marketing and sales promotion.

Keyword: Marketing Commuication Haidilao Hot pot restaurant
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Abstract

The objective of this research is to study the acceptance and perception of
online marketing communication among consumers on RIREW Fashion's online media.
It is quantitative research conducted using a survey method, collecting data from a
sample group of individuals aged 25-40, both male and female, who follow the RIREW
Fashion store's Facebook fan page. The data was collected through a questionnaire
distributed via Google Forms, with a sample size of 400 respondents. The statistical
analysis used in data analysis included percentages, means, and standard deviations.
The research findings indicate that the majority of the sample group consisted of
females aged between 25-35, with a bachelor's degree, working as company
employees, earning a monthly income of over 25,000 Baht, and being single. The
sample group had the highest level of acceptance and perception of online marketing
communication on RIREW Fashion's online media through Facebook. Facebook was
chosen as the preferred channel because it is a modern and up-to-date platform that
is frequently accessed by the respondents. They typically view the content 1-2 times
per week, mainly between 9:00 PM onwards, for a duration of more than 1 hour but
not exceeding 3 hours. The respondents also had the highest awareness of
communication through the use of sales representatives, as they perceived them to

be friendly, articulate, and not overly emotional.

Keywords: Online Marketing Communication , Facebook Fanpage
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Abstract

The main aim of this research was to investigate the perception and behavior
of male consumers who purchase branded clothing in Bangkok. The study utilized a
guantitative research approach through survey methods, with a sample size of 400
male consumers aged 25-60 who worked in Bangkok and regularly bought branded
apparel. The research focused on two objectives: studying the perception of branded
clothing and examining the behavior of male consumers. The study found that male
consumers prioritize durable and high-quality products with neat tailoring, which helps
to reduce the time spent searching and comparing products. Additionally, the
research revealed that male consumers pay significant attention to the occasions
when they wear the outfits and prefer durable and high-quality products that reflect
their personal style and dress appropriately for their job or social status. Branded
clothing was also found to serve as a status symbol, job creation tool, and means of

building friendships among male consumers in Bangkok.

Keywords: Perception; Using Behavior; Branded Costume; Male Consumer; Brand
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Abstract

The purpose of this study was to study the personal branding of Earth
Katsamonnat Namwirote, actor of Y Thai series, with qualitative research by in-depth
interviews with 2 groups of people. First, people who related to the creation of the
personal brand of Earth Katsamonnat Namwirote. Second, fans who have followed
Y-Thai Series Actors for more than 2 years and have participated in the activities of
Y-Thai Series Actors less than 3 times.

According to the results, Earth Katsamonnat Namwirote's personal branding
consists of 4 important steps: 1.Discover 2.Create 3.Communicate and 4.Maintain. It
also found that the 3 main strategies used to create a more successful personal brand:
1.Clarity 2.Specialization and 3.Consistency

Keywords: Personal Brand, Earth Katsamonnat Namwirote, Y-Thai Series Actor, Y-Thai

Series,

165



unin

WeAuaINraIeUsEmANIlan Suyata LGBTQ+ AUBE1NNININY hayTNsIAs0d

A | oA o § vad & & Ad caa o v & Y] Y I3
AMINegeReItley ilndsde wiedSdniimavasudnduyissneie lanateidu
AaUUARUTUIAY Nlesuanuflouanniudes q lnesusswndlnees Wunilslussinadn
nszwannudenludidneiudy sgradiuladn Wiulaainnisiuaiy asdinisunsniiazas
A g Vo a Aa 6 1 Aaa a a' Y g a o o aa ¢
Mmdugsnue-ve LluinaeuuwasdSdyom3iimsuinsoavingy Asuiuuvi@sdne
WUULAILS 83 uNINTY MelugUluuueaunesi1uYeniiil oo3duaaniullsvasunas

¢ A ¢ | ¢ o 1 ° =~ aad =
unanasy uaznisanedsdnslutielnsdindudniniaa lnenidsluadanuiaula Ao
W.A. 2561 — 2563 Amenisulssndlnelandnd3dine 3o Boy's Love story 88nu1unis
40 599 (nunngsnvseulail, 2563)
% ad ¢ (% dy o YV ad 6 [y a < 1

nsadvayudsdneludnvaet vilitnuansdsdnelnglasuanudeuduegauin
wagnaneilupsesiienisdoansmsnainiidifyvevanegaainnssy lugiusduvgiouises
WILUas TINAWANUIANDST W gratunssuduagUlaauslan Niundenldinuans
° A ¢ Y] & ~ Y] P A va I3 ° )~ v A
1ng3deiunindu iesindnuaasvandiigdanududiuiuunn wasiuuadui
wiouaTuay slusunsTIsUssanduiiusiusua waznsldaneiieatiuayuiusus s

p819l5ARU SnwarRiAwYesdsdielne fe dnavidenldtnuansutinlud unsuun
Wudnuansd vliludegiuiddnuansdsidanelnendludifad wdudrwaunin
YR Unuansvatgauiaeinanuuitiwal fsulasuauiloutosas dawalinis
wistuiodudutnuanauaintnvesanisiilasunisaduayuainunuedu uazlasuany
11ndlaanngnmgsia Juulsnndusig

AetiudIdeiudanuanudidyueinisadansnduiiyaaa (Personal Branding) T
UNUAAILARZAY LANAINAINLNDUTILDITW INTIZATIAUAINI DLUTUA (Brand) 1A g

a b4 ¥ Y = ¥ 1 ¥ U d’l gO/ 2l & a
mmiaL%mmauiwqﬂﬂﬂimemwuwwﬂ LLasmq}mQﬂmmﬂuﬂaum%a%’ﬂm’]a (5LumIng, 2020)
Fadunafisoardndnuansiionafiengnisiaureudadnia eaulad@newnieafunagns
nsasensduR1yAna (Personal Branding) vastinuani@3dnelulsemalng 1iaiaedn
fadewdinsadsuwusudliuanasanguds waziluiandy vesiwnundy uazgndinie
5509 auhanglomanisvihnulurnistuiiduszezeny laglduwifn wasnguiiednu
ﬂﬁa%ﬂﬂmiﬁuﬁmﬂﬂa The Personal Branding Process: DCCM 89 Dan Schawbel (2008)
23AUszNoUIRINITES 1R TIAUATYARAUsTAUAINENSY VB Kerry Bural (Bural, 2010,
pddludaas Usnugna, 2560) wavlA3aelon13dea1In1snalnveiniginisvaleviny
819 Belch wag Belch (2003) Kotler hag Armstrong (2012) Kotler hag Keller (2016)
59194 Cote (2022)

madelunsell {Iduladennsdlinwidu 1835 Awuueing uwidlsadl dnuansdsd
Melnenfvedomnunundt 4 U Snanunisuand wiwuwes wazdungieuesiiiusgg
soilos Mudigfnmululudeaiivieunannasusiieg 31031 5 aulniginny

166



% s a o
WUTeaIANIIIRY
WaAn¥IN13aTImIduAIYARaYeRdss Auvuualng u1udlseu

A5ANIUNITINY

mm%mﬂummwmﬂmmw (Qualitative Research) shaemsduntualedn e
AL 2 NA dofuil 30 Ausou 2565 fa 31 ganau 2565 LAuA 1. Wnuanuazyaaad
Aerdestunmsairnnaudyanareadss funing unilsad S 2 au fe 1545 Ay
uuglns wiAlsay waeAtad atafudng WivesTiniudsiaveudds 2. ununduiian
Tuansdidnelvemuunit 2 U waseedissfanssuvesinuansdidnelisng 3 ass
wualuunuaduidss dwuualng undlsad S1uiu 2 au wazlulduurduidss Avuueing
WALTA 90U 2 AY

TumsdunwaiiBedn FAdelEasmsaumnduglidunvaiuuuidassats Ae ns
FunwalffAdeldmuauszifiudnomegiensn 4 Waimthud uivazdunvalazlails
Bosdrdumannduiunou uarliiinmayanouuunzden (Probe) olildmmeuluusas
Ussiunuuidedniian Taevhmsdamneuazdsadusniudimth Tifuyanaris 2 ngu

Vil Aeun1siutoya ﬁ‘i%’dﬁﬁmimwaau%uaLLU‘U&W;JLE% (Triangulation) fu
mmsawiﬂ‘m wazndsanninfiusunudeyaasaiu lmmmiaammﬂaumwmmaqsﬂw
Fogandniia 6 au wuudded Wenusndudoyadmssuu wostfeyatumasy
sz nduanvoudeyaifioasusluvie (Concept) nuingUszasduasniside

[

NAN153Y
9INNSFUNWALTANFITaYANANTI 6 AU WU 1835 Awuueing Wil dn1s

Y Y
(%
a

aiansduAUAAg Aall
1. Biuaruitmiudataldldrnunnsdudiyanalifaususn uddadsslating
neneuAuAsTifiesmeu uagatin udniAwrdiduninudenen uasuans
oonlufvansisavy TuvuiuTdndudsia avvimihilumseuaugua Tdsd
wamspanluify luigeldsawAuly Welmass duiiveuiuresdsay wasidui
nlunaninanndy fedlidunwaineundeiing1oin

“doneuwsn 9 ﬁu%ﬁmﬁwmmaagﬁmﬁq Aemamnagitesls wuulvud
witundasidninestudoadumausia udemih dilfsdulatuuy uasimesndsde
orlsuuuiloanluinsinly anfdeshld fufunsdenludsiinain wszdaln waau
fufvgeaning”

“Ihiinfadfsenlvesindusunuveseusiule iesnwiiwudaiusila
snuderrunsuith Idulsifing nateenaunyfiasmyaies fuazesnuuamy
U150 9 ity wilee 97

(1855 Awwueing wAlsd: dnuana)
167



“dmiudss inliresdmanmaviaenluiiouiisuiuauduiasus usfazy
Tituligalaaiuld mszslildngazveuads usite eyl dusaiauue ...
i1 UdesliBSsansiinanign udamasiivey uiwedindsiiuveuiusuadniuay
AAAA ﬁ]uﬁuﬂmEJLi‘;JuLLUiuﬁLLUU‘nqﬂi’wf”

(¥l a¥afudna: liwesidvdudsinveudis)

2. \@ssladendnauansduAiunna N3eAINUTEIRNULEY NIUABUNUATULUY
f199 agunn 3Ale 28en naweasdeasiugfamy madeludeaiife Ty
denlnadaeumududuaniunsy  Wundn nszduveunisaegy du

[
= 1

wnanvlesudu 9 wTuegiumnTualunouty

a

“@eitlimnudrdgyanfeduaniunsy 13sarlvianuddyiunisasgunn

) q o
a

ms1zinsveumesy wiaiiiled aned Aldimiloutu druweudu q AsUnmmumsusly
HognAnTima 5Aresvihaulsils”
(1855 fwuuaing WAty dnuand)
3. @isilwanendnlumsiiauensiduaiyanavedsiaies Ae viligAnausu;
famuvesmules wazairsmulnddatuuniuady TnoussinnisiigndAndiandis
nulugrudungeumes vienswuwnes Wunanasyld
“peuluATIMAnTnToauuadume szuruadunegldiaininlnddady
191 Wiwisdueadineguy egnteeldiiugy Afiddda ... Inaneauinuniuuues wyll
fudulensaszrounisusisinannias veulatalnd whiundnmuiy uaswenudrandamy
woy 9 navasgldfinuanAfessiigndn”
(1855 fAwuuaing waAlsad: dnuang)
4. Bfsfimainauensnduiyananiundladeaiifueswaiiaue sgley 3
ady/EUni ey iouinaunsliad
“anuilumsinadduamunsy Aeedrwiesvisenfingdosasmaumuidn 3 ass
dielounamudifuasiioguuuiu . Anflenfiasegidos 1 .. sesasun uninmes Aoas
wenedlaimely nsgdn aneganledea 1w duwilowneluae 1 U fululain”
(1855 Awuuaing wKilsal: dnuand)
5. BssuazUsEvaudaialilafinisivuanguidvanedfinanaludiuvesunungy
b widulvaiRaaululndeaiifisasduivdannningene mseunfuda
AuiiAnam@sdie ssdudngannnit uiludiuvesnguitmanedidugndn
09An353A0 azfmunliindugsiasuaiesdions inszdugningundniiin
snatuayudsdne Tnsdananidudeivisndudetafisdunuionuios
“a3¢ 9 wildldunednnguurueduazdendulas nquanadluldrimumas u
shoadiAvesduamunsy B5sigRnmaduivds 85% fune 15% sfusnangruduiiunny
§3d1e ... drugndnswesnisnsnuluiidudneawin mszseanududidne .
dumiiduduidmiudve lduu 4 Wubes Fisnfisdumslaidielivenid”
(@¥atl avafuding: liwesuisniudsinvoadss )

168



6. NMsTLALeATIAURMYARATBNESE AunsuasT udanti deanusiule
sunslodoaiiie vldunuadudidnelne el duunuaduvendss uas
ildurunduveadss suildiwnaudynnaveadss e Aushila

“Kmedadsofasinfadetiundu maussme wiidduanla dawedia ndn
uEu3USRUAB LAY IG uay Twitter tosazinadisulafialaddiosnenly luiflen Tua
ol yuil WAl TikTok wuuldiu Cover inaa”

(AU AUUTIN: WHUASULETD)

“Rausiusn 9 Adladduinesvimout Afewnfvuy . Nafwnumy ueid
nol i e 1nTufidEnit widiarusulagann fasiilafiaenedesiunounsnus e
deauivey wifdanududimandilude . famydamswuudangdlu 6
Twitter waw TikTok ¥8s1”

(a59w1 dyvinigyaunuun: lalldunlupduidss)

2AUI8NANISIY

NsasNnAUAIYARAYRAEsE Tuuuning wiKilsad aenraesiunszuIuNIs The
Personal Branding Process: DCCM 98¢ Dan Schawbel (2008) @sUsgnaulumig n1sAuny
@519 mMsFEeaswarsnwld sl

1. n15AUNU (Discover)

a s % o 5 al L3 4 ¥ LY} 1 (=) %4 1%

1855 Awuuaing windlsad Tdanlunsrunudainued1slisuieu agldiian
VAN TTUTINEY LTAUMIAINUVEINULDI0ETEUENTY UAAUMAINFTIAULEY
1 919 UFy WarAINUTDUAIUN? UUADNNTHAIGN LATNITLAINRLN

2. #5714 (Create)

1855 Awuuaing w1ulsl wazuSendudein Wladnsasmsduayanall
ag9TALRUALARIN waldITn s aued s Aunutueendatsiae 019 a1 ladlalad
dud ledeaiine Tudnwazvosnisidutinuans LGBTQ+ Mdudiunuvasausiula lay
UswmuaﬂﬂﬂwmmumﬁﬂaamLLaiwaQMﬂuwuuulmaLUuaqmmﬂmulﬂ NANAD mammm
woRtuNsaUYeIden Wislrinuanadufiseusu wmmamummammﬂummumuﬁﬂa 7
ﬂmmﬂé’ﬂ,wqm @Qﬂ’]ﬂﬁ’]’;‘ﬂ@ﬂ‘hlﬂLLﬁNLLauﬂﬁjNLLWUﬂaUWm dletindudss Awuuaing 9
fnteAuiiila wazidusivasdiee Wiuldainniswsaadi

r-:‘l’ M vya o 1 ‘:l' [~ (Y] ¥ 1 [ 1 I v
wenanl lilasinsimuanguidmnenduwnuaduliogataau wivaeyl
[~ a aa 6 = [~ vV a 1 v ] 1 &
Juluausssunfivenens@Sdnelne As Wudugwnnningvieeiy wavdmlnglu
Jouilsa Jouives vaeiinquilmuieidugndiesdnsgsia lianzasluiingudud
wsesdenadunan uinevadladignAneguenmilenrumanuieidiuiie

169



3. n1589815 (Communicate)

895 fwanuing unAlsed Wunsdearsnsaudyanasiuluganguitivined
Andunusssurfivesnsdidnslne lnewuduanunsuduianniian uazagliifa
wwanvledalaunanesimilsly druneumudiidenlnaduosiian loun amis

4. $nwld (Maintain)

055 Awuualny windlsaduazuiendudein Snwinsdudiunna way
nautinglifsenusioidles InsTnadaoumuinainraissuuuy siluioanidiud
LATLDALANFTDIEIEY TavhAsumudmunszuanadesluneuty 4 uazmaidenty
nuiinsafunAuiyanaveinians

NN1sadsuazd eansnsdudyanaveadss fwuuains uwdlsayd e
nszUIUMIRaINaN egseiilos sihliiAnnadwsluiiansiid Ao ununduuazgnAiesdns
sstafuinaaudyeaaldnsamuiitnuaniuasuisniudiagdlaiiaue vildenlard uys
warUSnansinufistuedisdeiiios yaurimrinuanaosfannsaieueglunmsle
wun11 4 U nanaledndss dwuuelns vnilsad Ussauanudnialunisadnemsdun
yanalvidudiandnle

viafl nsafensdudyanaves 1895 Awuualng uiuilsad Ssaenadasiy
93AUTZNOUIDINTTAS AT IAUAIYARE LU SZAUAUE59989 Montoya way Vandehey
(2009, $r9fdludfaas Us1vgga, 2560) na1131 nsazadiemsdudyanaliussay
audsafasszneauluiie 3 asruseneu T AnudalauveInsAud Aoy
Az uazeudeiiles fail

1. AUTALRUYDINTIFUAT

Bfs fwauaipg unAlsad SanudanuluFosnsudei usih wazadisnou
wuddu o shemusivla Faduifuinseiuinfinalansy uazuandisaninuansdsd
Melneaudu 9

2. AMUTIIIYLAWIZN

555 Avuualgs wwilsed dauadalunisudsiadededundy Miflaled
anzyana Tasvsiiviiguadeinifliluiinussdriu ussdeindmiuoons sendlaud
fie 9 Sremuesienualiiswalndaad Jeilinsdudiyanadnmdrfidant dela
nauilvang Tuddsieanndounmsudsi Midleda naunauauLnin sl

3. AnudaLiies

1B95 Awuualng wwdlsey Snstnadaeumudsuuuusing q fdefemsaud
yanavesnuesasledsaiifvegesoilies vnrividniudsinfidonsunuinseiuns
dudyanavesinuansegreLiasoiuiy vlinguuriuaduuazednsgsfaandle
waglvinsatuanunaeavaied

170



39AANNTINNTTIVY

N158519M13UATUARAYDILDSS Neaualng uNlsaul

Create Communicate Maintain
Discover

BssUnAAUNULN LBS5ARATNINAUM LBS5SNYINTIAUAM
DRGIVRLGRGRPRIAY upnalUd yAAALAAIBLNIY

a2 v ' P & ¢
unaeumsAu ﬂE]]iLIL{]’MlI’]EJ 2014 A INEAADULIUA

LBISAUNUAINU
a oo A
NFNFUDI JU

Yo Lavailn . 45 o s S aa
uAAA TR “nns doluBuaiiifie lng aduiliadiifeetng

o L LUBUARNLNTY AoLiad
LAIFILAZLAITATN

peaULula”

ATAUFIYARRYDY ATNFUAUAARUBILDIT \B¥s5d0a15051AUAN

> Az 5 4 .
1555 @S19UUan NAT VU AL FDANT UAAAUBINULDIDES

o o -t - | o g vy o w
Anadgavaiany ganl fanudaiau sorilaq yilviauus

= It o
N9 VBIAULDY I‘LJLifNEUENﬂ'ﬁLUu LLagqmq]’fLm

TNLANITILAS baYy

weantin ag1edula

URIGILINNE
Forruauurdmiuauiduadadaly

fetedriamaiiunan vlinsiseluadsdannsodnwinsdiedidldifies 1
nsdlwindu Ssdeindudmuivesinniofsufusuuinuansdsdnelnefivsay
anud§aluramarsdikiuan vilvinansiseldfinsdvesinuansaudunIeuiiou
Fifu uenaind Seldnsfnwinisiuiasaudyeanaluyumomonuadudeisng
dunmwalidednyaeaifios 4 au Jsdedndudnuitessnnivuiu WedsufuyIuaui
pduBSs Muuualng wilsend uazuuaduinuansdsdnelneviomn Selienaludneds
fsuszrnangailvglen dAenagnénsairemsaudyanaiuszaunuduioegausiate
wrrordufissnagnsivnzautuud 1B fuwualns wailsad Wesewdeawiidy

171



Fadu wndlenaldvinis@nuiesdseluluouian §idsaafunsddnu
Fumwaliinuansvianeau waziiunsAinynssuinsduiyanavesinuaniainnguuy
ARUFETENTB UM TuTAnwmsadenAudiyaravesinuansdidaglnelviun
T uazAnulundyadug Usznaude wu msliesgiiunansemeunanslulsde
fifevestnuans wgmsniduaufieeiRatuiuinuansezdmanssnudensidudyana
dunealdvinilsgnénfiaehistnuanseudy 1 Gudu Welvansidelienunarnvany
wazannsnassstlevdlitunanednms nudfaulaldungsty

Jarauauuideuszenald
Jagtuidnuansdsdnelneeglursmsduiisiuiuunn wszluusasdigsdanne

| o

lmma%ﬂqsﬁumnma wazdrulugiazidenltinuansinlvnusuunmin ilinisuveaduly
mumimwaﬂ aaw 1189 (Top of Mind) oISy way 99ANTTINAAG 9 Fadinis
uajadu figann muu mninuanwseuTendudaia desnistidnuanseglulsnisleiuiu
waginanudaiie mslvimnuddniunsaiannaudyanaliuaning LLauIQWLﬂu%"Iﬂ
Auts Tnefusguuiluguids wiomnuiuiaswesinuans Wldid iy egnamsatie
awdnweitunluvg Fainsdlnastnuansessduds Lﬁauﬁm?{mﬁ@m@aauﬁawLﬁmsﬁu
Tuawen wszwiindnuanadsdnelneaziiududivesgaavnssuduiidulszmelng u
\Dududiifianudn anuddn 4ds wazlasialadlunuuvosmuies Snvreudududai
\Redesiuensual mnuddn vosumuady Fadunduilmnendnesistinuans uasuusud
audniivihnsindnatnuanse

172



LONEN51984

nyamngsiaseulatl (2563, 13 fquiew). desyarinain 'T3dae’ Fasdn 'weve’ Ald
1ﬂﬂugnnLWﬁ. https://www.bangkokbiznews.com/lifestyle/884794

SLUASHS ShULTeeA. (2020, December 14). Branding Aaazls? nagnsnisaiiawusua fi
Qmﬁﬂﬁ'ﬁa. Thaiwinner. https://thaiwinner.com/what-is-branding/

faas Unvgga. (2560). nagnsnnsivuatendnualuaznisieasnaudiyanavail
dnswasauladlnesitumadnunuiwa Bverdnususyaumdnge, aansal
U Iede]. CUIR.  http://cuir.car.chula.ac.th/handle/123456789/60253

Belch, G. E. & Belch, M. A. (2003). Advertising and Promotion An Integrated
Marketing Communications Perspective (6th ed.). The McGraw-Hill

Boone, L. E. & Kurtz, D. L. (2011). Contemporary BUSINESS (14th ed.). John Wiley &
Sons

Cote, J. (2022, Sep 23). What is New Media?. SNHU. https://www.snhu.edu/about-
us/newsroom/liberal-arts/what-is-new-media

Dan Schawbel. (2008, December 22). Learn How to Build a Powerful Personal Brand
That Will Differentiate You and Allow You To Compete in the Global
Marketplace. Personal branding blog. https://www.personalbrandingblos.
com/an-introduction-into-the-world-of-personal-branding/

Kotler, P., & Armstrong, G. (2012). Principles of Marketing (14th ed.). Pearson
Education

Kotler, P., & Keller, K. L. (2016). Marketing Management Global Edition (15th ed.).

Pearson Education

173


https://www.personalbrandingblog/

nagnsn1saainiilevnisaatnsaulatduumadavasiuindvirendas

angnnaTLasEvuy

33?8 gunseysiny, as.lan1a widlywiiya

Kanchai Soonthornanurak, Sopark Panichpapiboon

nisnududiagideundn

unfnwmdngasimamansuniiudn erv13imaransnisaain udIngrdenanisiing
2191589UszA A ImArIENS U INeIaERaN1SANLNY

Corresponding Author E-mail: kanchai_s@outlook.com E-mail: sopark pan@utcc.ac.th

£%

UNANED

unAuAdeiiiTngusvasdifefnunagninismarniiomesulaikiumataves
$rudmirendesdfiuas udiminendesdvuy ferdunagnsdfn i Sudmiiendes
drenmlsdearsiugndidmane Gamsiteadaiidunisitodeausma Ingldlnadvasiis
apsiuduru 253 nadidunguiiedns Tnglduuutuiinteyafuniesionsidouas
Uszanadeyalagldlusunsy PSS lngldatfngsaiun

Han1TIenUin Srusmiiendesdienwisaesiumeunsidenlurag 15.00 -
18.00 u. ¥ nfian lngldnslavarludnuazsunminniian dagnAinguidmanednig
novausselnadvesiusmitendesdieninuiniigaialudiunisuaniaanuidn nng
wisiuuagnisuaninuAniuanniian vasifiodturaaam 21.00-0.00 u. eadednu
Msuanseusan Msudsiiu mIwansmuAtuINAign vazFodtungugnalivaned

| | J d’lj Ao ¢ A LY a P 61 a
Eﬂ‘lﬁ']llfﬂ@L‘LlEJ‘IﬂWV]lDG]Q‘Ui%ﬁQﬂLWEJF]’J']@JUULVNLLﬁ%LWEJGU’WEJ IUEULLUU ﬂ'TWLLaSVLﬁ‘V\IﬂGﬁlI

AEAgY: NsnanaLilen; wade; Srudmuiendes

174



Abstract

The research topic is "Quantitative Research on Analyzing Online Marketing
Content on Facebook of Retailers Selling Blue and Pink Colored Cameras through
Content Analysis Method, Using Data Collection Form to Collect Marketing Content
Data Used in Online Social Communication on Facebook Fan Pages of Camera
Retailers with Blue and Pink Brands, totaling 253 posts, and Processing Data Using
SPSS.”

The objective of this research is to study the online content marketing
strategies through Facebook of retailers selling blue and pink colored cameras.
According to the research results, it was found that both camera retailers publish the
most content on Tuesdays, between 3:00 pm to 6:00 pm. The most commonly used
marketing communication tool is image advertising, with the main objective of selling
products.

Tuesdays received the highest response from the target audience in terms of
commenting, sharing, and expressing their opinions. The time period from 9:00 pm to
12:00 am has the highest average number of emotional responses, sharing, and
expressing opinions.

The recipients of the marketing content from both camera retailers showed
the highest engagement with content that aims to entertain and sell products. The

format with the most engagement is through images and live streams.

Keywords: content marketing; Facebook; camera shop
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CONSUMER SATISFACTION TOWARDS BULLY MARKETING BY

THE NAM PRIK MOO YAI NOI BRAND

weEINUNLIa afanales | uaz asnvging laelvd *

! tinfinwmangastimamansavniuga a1vdvitdnaaansnimain anslmaians
WAINY1AYRBNITAT NG

2 91sduszanauslmAAIans URIINedenanisanlng

x4 1
UnAng
n7IveATediingUssasdiiefnwiaiuianelavesiuslaasenisldvaswusun

q
<

dminuauvyenetios unfedaiin nelduuuasuamesulaiifueiesiielunis
Lﬁ‘Ui%UiﬁM%@JﬂaﬁUﬂﬁjmﬁ’mﬁl"NﬁL‘ﬁu@:aﬂmmL‘Wf\]LWSZI‘fl:ﬂ‘IEﬂW%ﬂLLﬂ‘UWgJEHEIﬁE]EJ"\T’m’m 220
AU dszozinamaifiururuteyaszninafeunain - Sunau 2565 adadidlunis
Ainszideya ldun Jevay Aeds dudsauuinnsgiu iansisenuin nqudedislae
drulngidumandgeuindiga sesasunduiwavie wagngu LGBTQ o1g 26-31 U
amumwiam uazsEAUMIAnWIeg iUy es fendnmiinauenyu uazeldrefousy
i 20,001 - 30,000 U TneFnimasdnuminuALYEETEEIINNTUTTLIARNH UL
ginvoafiounionuidn ennafenumaisdniminuaunysiedesmedureun oy
WuAnankwl Bully Ussinndsay LLaywawa‘LamwLLmewuaaQﬂmwawaaum duns
dinanulatoAudinsziureunaumuiuundodouisesntieatuayy

o [

AIFIALY :  NMFRANININATR, ANTeNela, Bully Marketing

185



Abstract

The study aims to investigate consumer satisfaction towards bully marketing
by the Nam Prik Moo Yai Noi brand. It utilized a quantitative research approach, with
an online questionnaire as the data collection tool and a sample group of 220
followers of Nam Prik Kab Moo on its Facebook page. The data collection period was
from October to December 2022. The study analyzed the data using statistical tools
such as percentage, mean, and standard deviation. The study found that most
respondents were females, followed by males and LGBTQ groups, aged 26-31 years
old, single, and working as private company employees with a bachelor's degree,
earning 20,001 - 30,000 baht per month. The respondents were attracted to the brand
through jokes shared on Facebook by their friends, and most of them chose to follow
the Nam Prik Kab Moo Yai Noi page because they found the bully and humorous
content appealing. The respondents also expressed satisfaction with the photo
captions posted by customers after buying the products, and those who purchased
the products did so to support the brand and because they enjoyed the parody

content. Regenerate response.

Keyword : Marketing Communication, Satisfaction, Bully Marketing
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efeaviliauiunsedanuds Jereuhiausnsunudiiidomiaula #131150599AAIY
aulavesfuilnalnlauazdadasmidedianislvvssloviiuguilaauagiilvguslnaveuuay
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2560)
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Ugundl (Primary Data Source) fie foyafif@nwildunndisafmeuuuaeunu gy
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FIUIUTI 261,099 A (Toya i 9 fue1ey 2565)
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wAunyenetios S1uau 204 au adiiletesiunuuasuniliauysaifideTadenldndu
fhegnaiistuu 220 Ay
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NIINISEBNNANFI0E19AE m,‘?jﬂ’]uLWGZIUﬂVW]Wl’mLW%U’]W’iﬂLLﬂUWJEJ’]EJuE]EJ 918 20 Yy
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Bully vmmwmwedqﬂmwsﬂmeaﬂmauasﬂ%aLaauml,aﬂw,iwuamum fifosnisazde
Tsaniliotos TagpufihuldRlidamnn widerrumadundunaaduiitureuesy)
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Usziiulaluwusus loadana ifnunsguns (2549 91ataby Mgl agelamng, 2560) 1o
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Form) 2) n1fin Aie MsthunaiifiseaziBendiuiumn 4 vieunaudiguilaa di
Tugeniazidrlamairadunsiiiniiguiauls weliiesdeniidle wu nsifin sUuuy
2949 Infographic 3) Ale Lf]ul,ﬁ/amﬁﬂgﬂLLUUMﬁ@ﬁﬁﬂﬁalé’%’ummﬁwqﬁumL%EJ ‘
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AelnadAUnliiAnmulduansawdniu sufamuaynauiuaznaneiduiisianves
Fuslnalalufige

Usziudl 3 madaduladeiuduusudimdnuaunyenetiosvasduilng wui
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Abstract

The purpose of this independent research study on " Perceptions and Attitudes
of Game Players towards In-Game Advertising on Smartphones " is to investigate the
perception and attitude of mobile gamers towards in-game advertising on
smartphones. The study employed a quantitative approach and gathered data
through a questionnaire, selecting a sample group of 400 individuals aged between
18 and 50 years who have the habit of playing games on smartphones. In addition,
descriptive statistics, including percentages, means, and standard deviations, were
used to analyze the collected data. The study results indicated that a significant
proportion of participants were exposed to in-game advertisements every time they
played. The most common products advertised were games, food, and apparel. At
the same time, the most noticeable advertising formats were the advertisements
placed at different stages of the game, such as videos, pop-ups, and banners. The
study also found that participants were more likely to notice and remember in-game
advertisements that used a similar voice to other advertising media channels they
had encountered. Regarding attitude, they had a positive attitude towards these
advertisements and were able to recall the type of product, brand name, and the
brand's message. In addition, the study revealed that the sample group expressed a
higher level of interest in advertisements integrated into the game story than in
advertisements that appeared during different game phases. They also became
interested in products or services after seeing the advertisements in the game story.
However, in the process of information search, alternative evaluation, purchase
decision, and post-purchase recommendation stages, seeing advertisements in the
game story resulted in no significant difference compared to seeing advertisements

appear during different game phases.

Keywords: Perceptions Attitudes Advertising In-Game Advertising Game
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Abstract

This research The purpose of this study was to study the opinions towards the
contents offered through the hotel business website of Gen Y tourists as a quantitative
research. (Quantitative Research), which collects data from a sample of 25 years of
age and older who are in the Gen Y group, both male, female and alternative gender.
who have viewed the presentation of content through the media website of the hotel
business at least 1 time by doing a questionnaire (Questionnaire) via Google Forms, a
total of 207 sets, using a data collection period of 4 months, from May to August 2022
and analyzing the data by a packaged program. The research found that most of the
samples were female, aged 25-29 years, monthly income of 15,000-20,000 baht,
studying at a bachelor's degree, being single and working as private employees. Most
of them were exposed to various news and information through website media. have
opinions on the presentation of content through the website media of the hotel
business Is wanting to know about various promotions of the hotel Most of them have
good opinions on the media website because they get information about room:s,
prices, comfort. and various services. Comments on the presentation of content Most
of them think that illustrations (still images) should be used that are consistent with
various aspects of content in order to build credibility and influence decision-making

to use the service.

Keyword: Opinion, Presentation, Web-site, Gen Y
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Abstract

This study was conducted with the purpose of examining marketing
communication done by Thai animation production houses during the COVID-19
epidemic. Adapting the qualitative method, this research was executed through in-
depth interviews with 8 insiders of the Thai animation industry, who were able to
provide strategic communication information as well as a comprehensive picture of
the field. It can be concluded from this study that the Thai animation business was
less affected by the pandemic than other industries. This is due to the spike in
demand for contents during the quarantine period, even after the lessening
seriousness of the epidemic. Thai animation production houses’ marketing
communication has shifted to online media during the spread of COVID-19, especially
toward the incoming and popular platforms of the time. Regarding the marketing
assets, contents are designed to be shorter and aimed to capture the audience’s
attention at first glance- a shift happened to meet the change in consumer behaviors
nowadays. Nevertheless, Thai animation production houses’ objectives in marketing
strategies and marketing communication remain more or less the same, save for the
communication medium and the form of content that change to meet behavioral

needs after the pandemic and trends of the society.

Keywords: Marketing Commmunication, Thai Animation Industry, Covid-19
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Abstract

The objectives of the study were 1) to examine impulsive consuming
behaviors of consumers towards Shabu buffet restaurant regarding to the emotional
marketing communications and 2) to study emotional marketing communications
stimulators that make impulsive consuming behaviors of consumers. It is a
quantitative research. The sample was 400 consumers who lived in Thailand, aged
18-60 years old, and had ever consumed Shabu restaurant at least once. A
questionnaire was employed as a study tool. Descriptive statistics such as Frequency,
Percentage, Mean, and Standard Deviation were used for data analysis. The findings
showed: 1) Impulsive consuming behaviors of consumers towards Shabu buffet
restaurant was at a middle level. The most frequency impulsive consuming behavior
of consumers was ‘Remind impulse buying’, followed by ‘Plan impulse buying’,
while ‘Suggestion impulse buying’ was rated by consumers as least impulsive
consuming behaviors they had done; 2) all emotional marketing communications
stimulators made impulsive consuming behaviors of consumers in a high level. The
photos of many food menus lined up on dining tables were rated as an effective
stimulator, followed by close-up pictures with action that made consumers hungry,
such as the picture of skewered bacon with sauce. In contrast, seeing a message or
communication about a popular Shabu restaurant then feeling afraid of falling out of
trend if not using the service was rated as the least effective stimulator for impulsive

consuming behaviors

Keyword: Shabu restaurant, Impulsive consuming behavior, emotional

communication
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Abstract

This research aims to study customer journey of bakery shops on social media
platforms. This is quantitative research in which all the data is were collected from
samples with the age of 20 years or over who have purchased a product from a bakery
store on social media at least once. The online survey was conducted as a means to
collect the data from October to December 2022. A total of 448 samples responded
to the questionnaire. The results showed that the majority of the samples were single
women with the age range of 20-24 years old. They had bachelor's degrees, worked
as state-enterprise employees and earned a monthly salary of 40,000 baht. Based on
the results of this study, the customer journey of bakery shops on social media was
as follows: 1) Awareness: the majority of the samples have known the bakery stores
through self-internet browsing. 2) Comparison: quality of ingredients was the main
concern that made them compare products from different stores. 3) Purchasing
decision: online delivery was a reason for them to order from social media bakery
stores. 4) Satisfaction: the majority of the samples were most satisfied with the
products bought when the actual taste was the same as advertised. 5) Repurchase:
most of the samples have self-repurchased because of the deliciousness. 6)
Recommendation: most samples have recommended the online bakery stores that

they like to friends and families.

Keywords: Customer journey, Consumers, Bakery shops, Social Media
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Abstract

The study for exposed marketing communications of mobile phone
wallpapers among people in Bangkok. This study is quantitative research which has
purpose to expose marketing communications of mobile phone wallpapers among
people in Bangkok.The samples data were collected from 410 samples and were
analyzed by a SPSS program. The statistics used for data analysis in this study is
included number, percentage, mean, and standard deviation.

The results of this study were as following: Majority of the samples were
women who are 31-35 years old, single, graduated bachelor's degree, working at
private company, and have an average income 25,001- 30,000 baht per month.
Moreover, they mostly know “HoroWall”, the brand of mobile phone wallpapers.
They mostly open receiving to marketing communication channels during
8.00 p.m. - 00.00 a.m. and 3-4 times/week in average. In addition, an exposure to
various types of marketing communications for mobile phone wallpapers, the study
found that the samples were firstly exposed to advertising media such as Facebook,
Line, and Instagram and public relations media respectively. Thirdly, the samples are
influenced by personal selling such as by family, friends, or acquaintance. Next, they
are attracted by sales promotion like offering discount. And the next influence
marketing communication is direct marketing such as telephone marketing. Special
Event such as grand opening event in department stores is another impact to the

samples too. Lastly, online marketing through Facebook.

Keywords: Exposure, Marketing Communication, Mobile phone wallpapers
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Abstract

The objectives of the study were 1) to examine attitudes towards the use of
billboards in political campaigns of different generations voters and 2) to compare
attitudes towards the use of billboards in political campaigns among different
generations voters. This study was a quantitative research with survey technique.
Questionnaire was used as a research tools. The sample was 400 of three generations
voters: Generation X, generation Y, and generation Z. The statistics used for data
analysis were Frequency, Percentage, Mean, Standard deviation, and One-way
ANOVA. The findings showed that 1) attitudes towards the use of billboards in
political campaigns of different generations voters was at a good level; and 2)
attitudes
towards the use of billboards in political campaigns among different generations

voters in some dimensions were significantly different at 0.05.

Keyword: Attitude, Billboards in Political Campaigns, Voters, Generation
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Fenlddlnduiiondr Famssanisiflesatorouinosdiudunuasintu itededssanilne
uidludlagiu wssanisidlessaumnnidenldddu 4 MAsitesiunssn wiefainsunn
u alluiinadenlitsnusiiiiunsAnuasienassunniu Wasnndesiuasiidadingsy
Fondaasnisdeanssae (nunnssm d1nadlu (2544) Snvia Sn1sdeansdentvinmd
Fudoutuuardniu fanuweenlumsadseuuenddithelavamidesesdading
A8Msled veud aladgunneg NTaN1IIEIUNUIYRIN N (NUNNTT ANNATY (2544)
snfegrsdmiunadeniaing nu. O 2565 i lifeauarudstutufomauusudivindy
wigaimaBeuniasedilng e wuisuazguiuuvesthondesiidinas uasindilugn
fsunmunisdyasvesssnvutiosaswng Fathemidssuumunsgiunuiingyaneimun
A93M 120 x 240 . Fadurnamlvesianseg wu liSavdeuriuariiun uazdalingf
aliuilinniigavinflasnduldly

wihwssansidleaasifadasziunumddalunisdoans wazdaamenguas
Aoansmnuuansing uangueufifiunumdrdglunisden wislidendaias ldud diians
Fonda deuinduulnavesmsdeasnisnaamamaidios daguuiliifonyosluinmsi
fidensald Usznousevarnvansiaiuaisdu lidesdumiuesdudnd e viewen g
Jueuilfawanivlnduluusazdasnaidieiu fdnuuedde uasiauaiidisoanly
(20358 weiwA, 2560; Viall ASARAANR, 2554) Ussﬂauﬁuqzﬁﬁﬂﬁﬁaﬁﬂ%uuﬂmlﬂaéw
1nnlur292557-2565 Aensandaegsdelnsvimiuazmiiadofinsignuyuiidosoulat uazde
Frudsnarerdudonszuandnveanuiiles Instaniznguausulmivazienivu na
#9515 Usenduiusiadasiuguuuulavanegansdlunsanenalidmauinlagnsienis
Ifundenzuuudeanioufuudnou (:ruLasugianana, 2565) vilvimssanisidesuay
Jatrsazdesdnuinagnslunisieansedazdensou lasianiznsdomsniutelawan
yudes msAnuiiruaidedaothelavanidsmesiiansidondwanausduiad
Aud Ay on1sNuNLAUANagNsNsEean s T e lawanmdes osaniiaunad
ysuIn au wazflaae ashlugmsneliiAnauiisnels wazaruswilelufanssud
Aertestudosdu (nsd wuves wigaw, 2532) Taslawigegads Wuusslewdiunis
Fenidlundasaly

o 3 =
INUILAIAYDINTANEN
TogUszasAvesnsAnedl 2 e taun 1) wefnwviruainiidenisiddielawanty

s idssveilavaidendwainaieliu way 2) ieseuiieuiinuainiidenisiddne
lawanlunisvnideesiidnsidendeniliaiuastuuansiaiy

273



auuamu%mmsﬁn‘m
NiJﬁVlﬁLa’e]ﬂGlWliJLﬁ]LuE]LTU‘lJLLG]ﬂm\‘lﬂum‘ﬂﬂ‘Uﬂ Tnanislathelawanlunisnidss
LANAIAY

ada A v

LU2AA RSN Y NNYIVDN

v o a v

RIS Y eCIORGIE e yiAeateq fail

04 =

1. uuaﬂﬂuaqungnaqnuwﬂuﬂm osnitruafidusudmislunssuiums
dndulavesduilan Weguslaalasudeudrasiinmnudndiueeisls uazluussdiulaths
%qnwammiﬂuaamﬁuQMﬂaqmUiIﬂﬂwmmaumuﬂwaim%ﬁuwﬂaﬂuwimwiwuaauuaiuqumﬂsiu
voxfjuilnadely dnimmsvanevildlimaiaeunagfosuiaiituiauailidsd
Allport N1 "iruad fe annzmsinladauanfemnunionfiaznevaussredanszdu
remtuilaeUsvaunisaluarddvinaliiinisisuuwamietuusdengiinssy (@igns
naAnsSeAal, 2548: 122)

2. uwunAnFasNsiea1ImanaIlas (Political Communication) N3AoansmIs
naflendunszurunmamemadiesiiAsidessensuaniudsudeianss visug wazan
Aaviiu maemauUszaumsainmnilosseninsyana WunszuiumsiasineliAans
U duiusseniteaundnvesdeaunisiiles uagviliuanaaiuisamsstineylaludeay
nsdondufanssufiunsuatenialy (Acree, 1976) nsdeansvnanisidiosdio Aanssud
weounsiialy unsvhaihfivemansvesszuunaifies nszuauns deudseRn 1
aflaseunenayselesd n1suszatulselevd n1sasieng n1sussynd ldnguas
nsUsuasung Swdiululaensdeasiiuaiesile (Almond and Coleman,1960)
nsfeamsmemaiiemnefiansaienestnasiifeafunisidesnndruniawesszuy
nsiles B ndumiavesszuunadles wasfunsdienenszninsssuudauiussuu
n154dle3 (Rush and Altoff, 1971)

3. uurAauaznguReafudtelavumndes nmslavaduduniwesszuy
gsfefiaztaglunisiweuns 11a1s msdngsle waznslmnufifeaiumsiausvedud
wazusnsuanguiuslnavang 393155 35UsEIR (2552: 1-14) lalvimnuvaneves 113
Tawan 197 Wufanssunisdeasinegiiiauenasdnasuienduiud nsusnis wie
AuAn Tngszudaudus (identified sponsor) Nﬂuﬁlaﬁiﬁiﬁﬁ@qﬁﬂa (non-personal) lag
Foudeuaqlang (paid form) daenadesiuainiu 2sdngitud (2548 : 4) Aedurednisg
Tawandumaiaustmansinafuduiuaruinsiiudeyszaning lneglavanazdios
favuszanmarldieuasszydeuduaruinislulavantuquonaini 13 2edumm
(2540: 1) na31 Mslawan (advertisement) Hoansuavuiiintufiondliauteduduas
Tdusnislaeiavemtudynfazwdle Jaymn vienauaueInlufeInIsveE uslan
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ngutimang 2amviy FuTawasd (2554: ) Iaumneves nslawandt Wunsdeansid
mstmuansznioaliaimin edeanstunguifuasidmng Wunsdeasiazdeade
Aldaglunsnanuazdeansiulavan uazansiidesenludosdidnuurusansliuingsle
HSuans Wigsuamsiinniseensulundndusiuasnsndudndniueiwazusnisiasiossyyy

guiius uarlidolavnmansqussannfulunisdearsdaiu Swenananlédn mslavan
Jufenssumsdoansfidnsnszniondrsriifietiauetnainfsafududi wiouing
NudeUszIAneneg WelduinuazgdanguidmneliiAnnissensulududmieuinng
thiq uardeaderldsnelunsnanuazdoastueulavanty

4. wurReuazngufifeafudiuntsiaasnisnann nsdeasnisnann (Marketing
Communication) 1 ugUnuuvesianssunsdeasiiusazesdnsldiusgranitsuineg
annsaaiissansEmunensaeasludanguidivineg ielausdufuazuinisliguslan
¥§umnuavlauuiAnvesnisdearsnisnain (Kotler, 2003) lenanain iuianssunns
doansnisnainfiesdnsdnduiiiofeasuardaaiududiuazuinsludangutmangly
MA189TURUY LHUNSIRYN MIARESHNITUIY N1TAAIANIATE NMSUTEFURUSIaEN1S
Twiinauane WeshlfiAnnsdeansitaausieduslan (Delozier, 1976)lasmsdeansriu
FoemasnsitelinguidmuneiinnsiuilusnsfiaTaun 2s¥ngiius (2540) 1415
ANUMINEYBINNTADANTNNTNAIN Maede nseduAanssmnsnsnatniideanslud
AuslaaliiiAnanudila wasliludnlaguilnadwangliiiansnevaueswmuingUsyasa
vpasRatiy eflmuaenedestuuuifnuasin e3dnaRtey (2550) Aildndndn msdoans
msnaadunmsdniuianssnileaisniandila WeliiAans nevaussmuaufednis
043RI uenaNil Aresas wadmiuaza (2535) avfuayudn n1sdeansnismaingsle
1 Anavaulalududuasneliiinnssuviunsdndulade Snifedasulufianisadng
awdnwalluds vinliAedululavesuilang lnewereudeaslifiudsdnenimuesms
duFninanunsanauaues viseunUymvewuslaald wasdidngalvguslaaianisatuayu
TuRanssuauesesAnsiallu eg1eiMcArthur and Griffin (1997)

5. uurAauaziisafuialuaistu el A3AnAdnA(2554) Ifaguanunangveq
iuaLsT (Generations) 1§ 11 mnefenguanfiiagusnasadentu wigdulnduunlag
I#$uUszaunsaiann anmwandenmsdenuiindiendsiu vilidunda fauai Ardou
neAnTsN wazgUwuuly msﬁﬁﬁﬁmﬁmﬁauﬁu Heuludsnuazlasudninaanuiunmig
FenuuagmalseiReans auly ganiles w,ﬂmLLauLmuimummﬂmqmmmiaﬂummqasm
sfufiardidnuuridefindrvedstunasdnvurduganduiinunouanvedlanluil
soluagnslsfinuusiinmgnisal ddnesnansnilaniouinnssuiifinatuiinazisnina
sodnuazldvoauuiuuandowoauasiuilyinnsldosusdnvasvosauludny
Ietnsduysaifefsfruazdqmmmsaiiderfuuiaunsazauiiinivdedu o ivainvane
U Nudl gfidun sudu Tausssu viemadrdavelulefuazdoyarnasiiunnsnaiy
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manufvareglugaaleilanuvamanisalifeaiu usaavineinfinieriruafiveswiazynaan
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1
HANUTNNILIR129085 (Mannheim, 1923 91edislu 10lgd waua, 2560)

v
v

NSAULUIAAN

o o

INMINUNILITIUNTTY {I38lTnToURIANUNTIRY dall

I

wAMRBEITY (X Y.Z) |

ABNIANLUNITIY

1. U590 nguiaeg1 waznsdudangne msideisonirundfidsenisldtie
lawanlunisndeswesiiidniidenvainaiuastudunsidelaliunn (Quantitative
Research) Uszrnslun1sideafedl Aediiaviidondsiidengsening 18-57 Ylendevie
ﬁﬂwm‘%av‘hmuaﬁummﬂqqmwumuﬂif\i’ﬂmu 3,148,111 au (nTun135UnATDY, 2565)
desandunqueuidfanssud deslddineguantudnsidunisllud uivas
NUMNLMIUAT ANANTITUUNYTEIINTABIsTuALU N usiveia @3RnAdANA
(2554) HATENMNUATUIAYDINGUFIDE1AINAT19VBY Taro Yamane (1970) laeidenld
sesupudotiu 95% Anumanandoufiveusulaliiiusosas 5 fiussens 3,148,111 Au
wldnquiegsegsiessiua 400 au Fslunsiduadsiaslingusognesiuan 400 au
Hadeldn1sidendiegauuuimuadadiu (Quota Sampling) ANNYINUBLTTU wadl
iesnniingusrasdlumsiFouiiswimuainudisaiuesdulasuiaduaiueisdudnd
(918 46-57 V) 91u3u 159 AU LLWelstuNg (e1y 28-45 U) 31uiu 152AU Wiualsdunen
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(918 18-27 V)T1uru 89 AU nasandus398ldn1sidendleg1auuudniiuazain
(Convenience Sampling) AUAUATUANLTIWIUARLT

(%
N A

2. \3asfiefildlunside indesflefldlunafusunudeyalunisinunadsd fe
LUUAUAMEWTALNINIINLLAAR gul] wasauAdeiiendes wu wRnvesaFen Ty
(2548) nunwsIal A129ATL (2504) Awmes wwslnana (2546) ludu venaniniuly
wuvaouaudslduainaaildainnisinseitelavuinndodunindond i
nsamavuas U 2565 wuuaeunuUsznoulufie Mikas uavduiideun e uBusey
Tunsliteyavesmounuuaeuay wininevnuuaeunuliueseulvdeya Nawnsanen
nsmeukuuasunlaviLT Fenuvasunndu 2 dawu dil ddl 1 de AonufiAeady
Toyaialuvesneuuuuasuny ldun iwa a1y seduns@ne 01dw seldvefou
A0UNNTINIATEUAT MSTIRAATAITUYEU @il 2 fe AauilAeAuiruARfiTienslY
thelewaulumsnides dal 2 4o TnswvvasuonluduifnigldunsinvediAm (Likert
Scale) wuusedu Tnefinasinsussdiudel snfian (5 azuuw) fo 1) Andid wae 2) $8n

a

vou waw 3) vilhiAnesnluidendeadasaud 1n (4 azuuw) A 1) Aad1R uag2)idn
vou wie3) iliosnludendafatasaud Ununans (3 azuuw) 1) Aed wide 2) Finveu
vde 3) vilfiAnesnludendadataseut oo (2 asuuw) 1) And1lid vde 2) fanliweu
way 3) ldvhliesnluidendedaiinsaud toeflan (1 azuuw) 1) Andildd uay 2) $Anld
vou waw3) liviliesnluidendeasinsauil

3. MsAususy wazadadldluniside {3dafudoyann 2 uwas Ifud 1)
wnasdoyaniogil (Secondary Data Source) l¢annnsdnw Téun nguijiieafuanuidy
51891UN5398 UnAuAvIns Inendnusansinus nasmaudeyarinansiiiedestu
AL wav2) unastayalzunll ldannssiusiudeyamisuuuasuaiy (Questionnaire)
$1uan 400 4o Taedidoutsnmafunuvasudu 2 wuuimsoonladuasnseoulai
Google Forms uaziilelvussgamingUszasdvesnside Teinsmmnisinseimeeada
WonshaTIed fie 1) adfdanssaiun (Descriptive Statistics) WA $7uau (Frequency)
Yoy (Percentage) Al (Mean) uazduidesunnsgiu (Standard Deviation) uag 2)
aNAIT991994 (Inferential Statistics) lawA A15AtATIZRANULUTUTIUNIAABY (One-way
ANOVA) dUSUnageuauufigIunIsig

NAN1338

1. doyavluvasnguiaegns nausetduluadumemds Govas 49.30) 10y
uelstudndfienysyming 46-57 U (Feway 39.80) m3dnwseAuUTyaesniign (Fou
az 79.80) lnsdrulngfiondmdundnausgiamia ($ovaz 31.50) vauzdrulngselese
WoueE Tning 15,001-20,000 U (Feeag 49.30) anunnlan (Seeay 49.50) Wuie
A (Sovay 96.0) lnenguieshdulnyifadasfiveunouludendeindu (fovay
81.80) Mwaziduadudanimi 1
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oal - n A\
nrdo g ]u as
x Y z
2owa4930 fowaz4830 FrpRp IR0 a0
ssAumsAnu D1Gw
> < ; & g
N
' = =] -
UEnnol chnswnaanat uEnsantn wilnmuiglmniia fusioms wilnowuEdn
dovar 7980 douar1s B0 {oval 30 {ooaM 50 2o68:2950 2ova17 80
swiddud> anmumw
s [ )
- %0 l '
15,001-20,000 25,001 ulu 20,001 - 25,000 tao udoow weh / wonduag
favad9 30 foua2730 fouai030 toua49 50 toua-a4 00 {ava6 50
Mmawn Aufivauripudonciv
J & @
wns Y/
Sowa: 4930 d Wi
doua: 8180 foun: 1830

A9 1 HamIdedeyaniluvengueiietg

p74
I = o 4

2. viruafvasdelawavidesvaidnsiaanawainiuastu nan1side

nwud lunmsiudddnsidenadamainiaeistuilviruaideUnglavauinudsdduynaiu

'
A CY a

drulvgjegluszaud Weiansundudn o szauvesiruafivesthelavanndsslunndi

= 9 a

dnlugjeglussivfidenasunduiu q ssivveviruafvesdslavavidsaunse
aguldssd 2.1 derrmuuthe nanifenuinddavsidondmainnmeistulivieuadse
Fomnuuuielunwsmeglussduia lnedvirundnnetefssyuszaunisalviien wn
fian @ e szyuszaunisalyinay (Mean =3.99, 5.0.=0.94) 2.2 vasdrelawmn
wan1Tidenuin Tunmew §iavdidendmainaeistuliiauadfiasodvosielawvn
Tneilsrundfndetdefldausysngsa umﬁqﬂ Fatreldduszsmssn (Mean=3.80,
$.0.=0.82) 2.3 dadnusuuthelawan wanisidewudn lunmsu giavdidendmannia
woistufivaunisessnusuuthelavanuuuisnuiuuusaiy viouuuiiv wnnilan 39
FSNUTLUUR LAY VS OWUUIT (Mean = 3.97,5.D. =0.77) 2.4 \a38euAsn1guudIe
Tawan wan13sewuth lunmeu filavdidendmannaiueisduiiiauaifroidosusane
vuthelawan lnedviruafssonsudsiuuuAsminisdudein seavindilu windian 39
AMIUAITILUUA IS E ol e soaindlu (Mean =3.80, S.D. =0.87) 2.5 nnsTwa
virmnsvasdfasing nansidenu lunmendiiaviidendmanaiuaistullssduiaunia
sonstnaviruuthelswan Inedviruadfiadevimsfigiuasie qlufudmsunniign vima
yiuasly guiugusvs (Mean =4.12, 5.0.-0.75) 2.6 yamaiteglunwuuthelawamides
amIdenu fRavsidendmannauestuiiiruaidfeyeeaiiegluniwuutielavan
TneilvimunAisenisinmvesiadasifiosauie unfiga dalifissnmussiasingifiosay
e (Mean =3.87, S.D. =0.75) 2.7 a1n1asvasdnglawnn #ani1sisenuin ﬂﬁﬁw%lﬁaﬂﬁq
vaniuelstuiimuafiddoainndswestholavavdsdaeiiiaundfdeainndei
Sou o 1Wudiwu & 340 §v1n 11niiga (Mean =3.65, S.D. =0.85) 2.8 a1wvutie
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ada

Tawan wansidenudn diavsidondmanameistulliaunidse nwuudielavn
sniunfleminiieudesani wu nudeuiidesdisimnruiuddmidiuedeveu fed
fmnuuszasdfiazasaiasiunusug niteguaszmvuinnyndldoniiiaundlusefuis
1y Iﬂaﬁﬁﬂuﬂaaﬁamm aeuuuldidunnens gluiues dfm WU W weduvey And
vosguaiitesnvi (Mean =3.78, S.D. =0.81) 2.9 vwauazfinevasiie nan1s3dewui
fiavBidondmanaiestulViruadfiidovuauasissesthosnduihefiinnuaum
ymaduiiiimuadluseduiidaeey Tneiiiaundffandetheifandssoasisay wu dndn
solud sosadNAe Jnonengs fvuindn detefRandssoasnsas Wy dndn sowd
(Mean=3.66, 5.0.=0.91) 2.10 wailtinsndrelawanvndes uan1s3dowudn §ians
Fendaannaiuaistuiiimuediifdenadiinanthelavamnidesdneiviruniniian dona
fi1n Prelawandrelivinuguiiou wagihlfansinssavesainsaudsna ildd dele
Tawantaelivinugiiou uagyliandmssavesdainsaudaind 17ldd (Mean =3.96,
S.D.=0.73)

3. agunanimaseuaNuAgIuNsSsuIsuAuaRvaaualsfudnaqiiside
nsléthelawanlumsmidsadonds Tuduresesdusznauvasiie wansisenudn £
andidendsfidiaiuastuuanssfuiiviruaiisonslitielavalunimidedunan
psfUszneuuanseiuegeiifuddynieedn fudulunuauuisuiiadll drudoauuu
18 Gen X uaz Gen Z vouthediszyulouemiloufu (Mean =3.99,5.0.2