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ABSTRACT

The objectives of the research are to study the difference between the
demographic profile of retail customers and their information exposure on ESG policy and to
study the relationship between their information exposure on ESG policy and their
engagement toward Krungthai Bank.  This is a survey research, with data collected from 300
retail customers aged 20 years and above who have pressed Like Facebook “Krungthai Care”
of Krungthai Bank. The finding reveals that those of different sex show no significant difference
in their information exposure on ESG policy, while those with different domicile, age, and

personal monthly income will have a significant difference in their information exposure on
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ESG, and their information exposure on ESG policy has a significantly positive relationship with

their engagement toward Krungthai Bank.

Keywords:communication management, customer relations management, Brand engagement,

ESG policy, Krungthai Bank
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waziAnaulaluddadswilsogisunn (Armstrong, 2010)

3. AUNANTIU (conative) tauA N15ddu9IU (participation) iAunssfsiaiunas
LaRININIEYnegealaaziiala (Vivek, 2009)

HUIANAMUTURAYDURDHIAU (CSR : Corporate Social Responsibility)

Kakabadse et al. (2005) 819fi4lu Adam Smith @L%uwﬁ’ﬁaﬁ'm “The Wealth of
Nations” 3ulul) a.f. 1776 1ng Adam Smith iauesumeudsdnazuesimsiuinteuse lsugia
Fufieafifismeuds wazsomuuAndnaneduduuuuresdvivuiends Friedman (1962) 1
anuvanevadluytieadedni CSR Aeruduinvoufuiasugiaves eadnsiiewiiudsslowivie
selalgievurilesdnsdamuatusslunisailivianssunis naaauduAaluindupealdine fe
Funuvesesdnsdeinlirnuannsalunisiilsanas yuuesdaniagveuliifuifveanisuans
ArusuRnTeusedsauiivarnvateuIny

131910 Carroll (1979) thiausunAni3ssnmsuiaveusedinuusenoudie 4 sy
Laun AuLATYENY AUNUINE A1U9385550 wazeuderd Hemphill (2004) §aliaileny nuned
nsfiesrnsifunaiiiesfivesdenu (Corporate Citizenship) LLﬁﬂizﬂ"ﬂuﬁﬁ]ﬁ;ﬁumu ABINITA
diaueauannaaus1u Usnauiaeg inls/iasugia (Profit/Economic) Tan/ &suwind e
(Planet/Ecology) WazAw/438555% (People/Ethics) (Figar & Figar, 2011) fieadanudsdufiunan

NUFIULWIAANSHARIANNTURRvaUdodenLlulun i Gawwidnd lasunisueausuitaunsouans
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AuSURAvausansdulsddslevatedn 12 Jeuddeimieitesdu CSR Tlusruruninuadalal

Y
o a

dnsmurundawazadenuvas CSR nYmauluseauaina (Kakabadse & Rozuel, 2005)

[

INNNSNUNIUITIUNTTUD AU 9LANTBULLIANYBINITIFEFAL]

AnYaLnUsEYINg msilasurnasineanuulouiy
ESG
WA
giidmn - Awandey (Environment)

21 } ‘
i N - d3A (Social)
Teladudreliou

- 535U7AU7a (Governance)

AAgNYisiasuIA1INlne
- anudeiuuazlilesgrausangr (Vigor)
- muvuuagldlaluesdng (Dedication)

- nsildausau (Participation)

s2108U Y

n9ifeadaillinisideiiednann (Survey Research) wuuifiudeyaifissadaien (Cross-
sectional Study) Uszwns Ao Uszanaidmaneluidendaide gnéryanating Like Facebook
Krungthai Care wassu1mansslne Tneflany 20 Pauly Fslaimsusunudszenns

YWIAFIBEI9 300 AU ITN1TIdeNAIegelEITAsIdenAeg 1 uUUlAIAT (Quota
Sampling) Tnsudsngumugiidnursedadiuiwinduiaiesideldlun1side fe wuvasuaw
(Questionnaire) Tnefinsnaaeuamfissnss (Validity) Inelifideamgasivaey uaziinsmaaey
aadefiold (Reliability) #8n15W1A1 Cronbach’s Alpha HANSNAEY NUT WUUABUAIUABY
AyniusiesuiAsngalne led Alpha lsifiindn 0.7

mefeadasiiiununadeyadenslinduioginsonuutuuuasuniudie  aules
Tnesiudunuuasuameaulat Facebook Krungthai Care st diAutayaluiuil 20 w.a-10 9.6
2565 drumsiaszideyaldliaffdamssann (Descriptive Statistics) liun fovay wazAnadsly
mstiausdoyadnwazmasznsmsliafuinaaieriuuleuesu ESG seduaugniutes
anen i’mﬁgﬂaa&%dagmu (Inferential Statistics) oA Independent Samples t — Test, Oneway

ANOVA uag Pearson Correlation s[,umwmauammagm
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NaN15IBUazaNUTENE
nsadudasiesiuulsuiedy ESG
nauegradniutnasfeiuuloviediu £SG useduuiunan (3.26) Wefiansan
ALY ESG Witazsnu wudn naufegradndutnanigiuulouiesu £G lufudau lu
s¥iuN (3.41) sesamnngusegiadinfurnasieafuulouesu £SG lusudswnden Tuszy
Uhunan (3.18) wazladutnansifsafuulsuiedu £5G TususssuAvialusefudunans (3.15)
AUAIRY

nqumsgalinfuinasiisadiuulouiesu £SG lusudsay gsilan lasgnAyana
drulnadendadutnmasietulasinsauaress was tnasietulasnmsswiiodeiu Favia
2 Tnssmsidulassiidananlassnisvesisuna inesguiadnsdsenduius wae 91asdd
Uselomdsegniyanates assiunguiinisidndutnans (Selective Exposure) 91 nanyin yamaaglyl
Sudasnnegeiiiungauiomn uiasdeniufifiss vsdniianidusslenidenu faly

v A

Imasivasivaiudianlugypraainteniewmie du dnazgndndanaaaniial 919a1siunauls

u

a

fiussleviuavmungaunuanuindavessuasasidurnasineliinanudnsalunisdeans

AURNWURBSUIASNTINY

1 @ 1

ngudlegrsdanuyniusesuiarsnisingluseduuin Weiansunseaiu nqu

q

frogradadnugniusiesuiaisngslneniniigaludiuaiiudedunazlilosgrausendn
(Vigor) (3.82) aruainuvuinuazldlaluesAns(Dedication) (3.73) a1unisddiusay
(Participation) (3.43) aua16u

PNNANIANIANURNILABELIANINTINEVDIGNATYARS WUTT ATIURNTUAILA Y
\Festuuazlileseausandn (Vigon) gefian Tnsgnétynaalvirnudosiusgaussndlusundndasi

Y9351 JIlneasanevausInudedudiald deiliviuiisuiaisngalnesiniseen

' 1%
a ¥ U o

nanduaingnAuaratillslauaziinUseloviaganiuaudeinisvesgnaiyana 39l

RY

anfupradaMuletiukarlilesgsusinaidensnduAnsaiun Gallup Press (2006) lananadi
ANURNTUEATIAUATTT Usenauluale 2 BaAUsEnay ABN1NgNaNAIAAAILKANLNIIAIU
WIARALAZTEAURNTUNIAI U THA] WAIILNAINANY SNAWWIANE SEAUAUNNTLYBIgNANEINTS

Wannlumudduty Aensiianusnluasidud Enduidives duwildufisrldnasaly wazm

Y a1

anduiialilasanuiale tneviligndnddausiy lunsiuusduduasuing vlidanisvasiua

Y

TuduAuazuinis Suwdsmnuygniusensdumiuensuniioandu 4 szav launszduusnieniny
A O a v . Y a & ~ ] a v O o a A o
Wesulunsduen (Confidence) gnAnfinauiulanaglinsduaitus sedvasshannutedngly

A3IaUA (Integrity) anAfinAnudediuiinsduaidnnuunteioliiegalsnsdusinouas

A a %

SuiinveuuazuAlvlunsdiifadymisineg seduniaulaunanugdlalunsidud (Pride) gnAnifn

Ausanaiiladieldduiusms viseeslsiiiertesiunsdumil wasseiugegn fie Auvasivaly
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Y a

#313UA (Passion) gnéniinaundedinsndudrianusaneuaussudesnisvesgnéldauie,
Fesnindunnaudiu Wegndifnanuyniuiuanauiiinemlimunsodfiusenmevsgsia

NSNATUHNNAFIY

mMsdnsuimasisafuuleviesu 656 lunmsufianuduiusiuanugniuse
sunsngdlnevesgnétyanasgalited ey Tnefanuduiusniauan nande didnsilaiy
Fmasiafuuloviesu £SG Tunmsamunn ssdanugnitusesuinsngdlnelunmsiuann uaze
Afimadasuinasifertuuloviesu £SG lunmsmtes szdanuynituiesuinisngiinely
AMsIeY

\WeRa1sannsilasuinasiisafvulouisdiu £SG usazduiuauynwuse
su1Asngalneveagndtyana wudn Madasurnasiisaduulouiesiu £SG dudeaud
AnuduiusAuanugniusueadesiunarliloograusand(vigo) geiign sesasn e Fusss
1Auna (Governance) wazsnudaiindes (Environment) msddy

mMadnsuimasiefuuloviediu 56 Mudsauianuduius fuannugniiugiu
anuvumuazldlaluesdng (Dedication) gefign 59331 Ao AuSTINAUIA (Governance) Lay
fudauIndon (Environment) Aaad

nsWinsudnansifsrfuuleniesy £SG sudsnuiinnuduiusiuanugniudiuns
fid1usau(Participation) gefian s89a%1 A Audawindea (Environment) LagsusIIUNAUNa
(Governance) MUY

Y =

= L v oA w1 = ) | o
aﬂﬂﬂUﬂﬂa‘VlﬂJLWﬂLLG]ﬂ(ﬂNﬂULUﬂiU‘U’]’Jﬁ’ﬁLﬂ&I’JﬂU‘LJIEJU’]E;I ESG lelLLG]ﬂm’]Qﬂu LNIIENIT

Y 9
¥

Wasudetiutuegiumiusioams usigdla wayinguisasdvesignényanauaznisihansfildutain
Pasuliusglovifiazunnansiuesnly aenndesiu anns dame (2556) Na1731 yanavzdl
ngfnssumadaiudniens fmquszasdiarannudonis lumadafumsiunndnetu dsdudlome
yeuazndainsidafuinanivaiuuleuis £56 Liunnsiaiu vilsisuimsngilneanansavinde
Ussanduitusilidoniedennuieaiuld

defiansanmadunfidiu wui gninyaeafidgidiuuansisiuasinalady

I d‘ Y] o = v Aa _a o | a a o
SU'T]a"IiLﬂEJ']ﬂUUIUU']EJ ESG enMI9AU IWHNﬂEQQﬂﬂ’]uﬁﬂaWN MﬁﬂLUﬂagﬂEQLWWLLazﬂium%aL‘LJ(ﬂi‘U

(9 19

q
Fansieafivulewnns ESG u1nnd gnAyaraiidigfidnuegaiedmin  Wumse madifsdeves

Y

aa

anfupralungavuazUSuanailuseshenignduanaiifiglawiegindamin

9

diuauey WUl gnAtuaradenguananaiuariinisiasuinansineatvuleuiey
ESG uaneinaniu lnganAtuanaiiiieny 20-29 U 30-39 U 40-49 U 50-59 Yazdin1sidasuy1ians
Wenfuuleuns ESG wnningndtuaraiidens 60 Yuld denadesiu an1ned se59emse (2552)

NA1377 anwaen19UsEYINT ABINA 818 NTANYT DITN LATTIULNIUATEFNT TIUNUNDANY

a | !

ANNFNRUSIEMITERUANMUSEN wagviAuARRedtuYIIUTEmATUNg ANTSUNSIUATUENS

CVC)

AaUsewe MsfnwdanudAyegditdeddydunsiUaiurnimaseinanatdsdoiug wazing
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[

Feondnlaifanudifyesitoddynsladuisussmanisdemary (M3fnvingAngsu
Wasurnans g uasviruaiensiaueynsiwsemedomasuresUssrvulunsammamuns)

susglddmdseiion wuin gnAyanaifinelddudiieifouunndaiuaziing
Uasurmansifeatuulouns ESG uansneiu feiimnuaenndosiu Usue ansnpu (2541, W, 112) 9
agUlFndnuagmalszansfiunnsisty axiingnssuiuannaiuly Tnamamnodumwead Jaonu
Fesmsuanamgmasunniunandgdaisnilunsdafurinaisuinndt uenainierdnues
elfadesioiou duduiaduddniesaney uazmsfnwigsgainls 3889n Uszaunsaliisinu
anlu@in siaunf uazenfion vosusazaulsindoutu fafu namsitouandliifuindnumem
UszvInsdeondinanengfinssun1slasurusienisiandnd vesunnaLAasUARamIY

mMsdnfuimansisaduuleviesu 66 lunmsufianuduiusiuanuygnituse
sunsngdlnevesgniyanasgaliedday Tnefianuduiusniauan nande §ifnsiladu
Fmasisfuuloviesu EsGluamsiuann flimnugniusesuiamsngsingluamsiuann wazy
Afinadasurnasiiertuulouiediu 656 lunwsutios azdinnuyniusiesuiasngalnely
Aoy

\eRa1sansilasuinasiisafuulouiediu £SG usazduiuaugnwuse
surAsngalneveagndtyana wuln madasurnaisiieaduulouiesiu £SG dudenui
AnuduiusAuanugniusueadesiunarliloog1ausand(vigon) geiign sesasn e Fusss
1Auna (Governance) waziuawInden (Environment) muddu denndosdy Patterson et al,
(2006) Aind@ila BeAUsENOUTBIAILLNTLVBIgNAIIN UsegndfulLIAAN TS9N UsE
94AN5989 Hollebeek (2010) F38u1891 wurAneuynifuvesgnéteguuiiugundnuesaufn
(cognitive) 13u8] (affective) WagngAnssuvasgnAi(conative) wazyITvaansaaslasdusenay

1%

ddyresauynituvasgnéniiussnoudie 3 daundndedl

1. fuANuIANAn (cognitive) laun audetuuazlileng1ausandd (vieor) 3Au
nszdunszias uazAnandeduasladands (Kahn, 1990) avinendeswdgsuys

2. frumnuan (affective) Téun Aramjuinuazldle (dedication) farmidnfudiunas
iﬁﬂauiaiuﬁaiﬂﬁqwﬁﬂaa'mﬂﬂ (Armstrong, 2010)

3. PIUNEANTIY (conative) lauA N13ddIUTIM (participation) iAunszRAeiasy waz

waARINISNIEYIaEeidlawaziiula (Vivek, 2009)

LRIEPEIE
1. gneyaradinsinsurnasierduulouiesy £sc lusudsey Taeil Aanssud
WRendosriuiguiagean ounansuinsngdlneazsihianssuogslsfinuasdennlasinisvessy
2. Tusuanugniy diuditfosfiqe Ao Aanssunisviiyy suinisngslneaisiing

UsgnduiuslumufanssunisyihguntuivelignAuaaalaidisnddiusuiulasanisiy
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v
[

3. sunmsnydlnsanunsavideussnduiusididemanudsitulaglisndudesusn
LNAYELWAEYS

4. sumsngslnemsiiiunsusznduiuslvdugnayanaiiglidwuniegssdmis
Nty

5. swAsngdlneasliimansdmsugnéyaeaiileny 60 Jluluifiuannty

6. frsurmsngalneesnnligninyaraiiniugnilusiunundesuuasiloog1ause
néwRLndufe sl A sty

7. inswiansnyabneesnlignayaradinnusniulusuauy unuasldlalusedng

LN TUAAITIAI1IEN AU IALLANT Y

31801591989

Mg

RN gsaus. (2541). f/?’]l/f%?x?f]’]iﬁ’éﬁ?i ARy NTANIMAnSLarAeansinaTy
UINYTETTTUAARNS.

sy angiafiu. (2501). 17550877098 TUN T UIUNISUASYIG YT (RUNASITZ). A nia,

a01ws Awmie. (2556). Folul dmamaniuyntadin a1vivinsdeasidanagns sninende
NTANN.

40MA SEIIEN. (2552). NN INGANTIUNISURTUYIIaISAIUTIAUARNBNITIYD U1
97'701/534WmﬁammmmUsmmm;?un';qmm/mum [neninusUean wmdudinl.
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n13lasude n1ssuinweanual uazwginssunisvisaiedluyguvuIutuYINuL
vasinvisaiigavilng
Media Exposure, Perception, and Traveling Behavior Thai Tourist

In Ban Chaj Ngaew Community

sUMNS Tusrind' uazUselniia yiiniase?

Tanapat Khunthahut® and Prapaipit Muthitacharoen’

UNANED

UnANNIdEATII TR UsEasAiieAnwnnilaiude n1sfuinmdnual uazngAnssy

q

nsvieaiierlugurududurnuiivesdnriendisawiilng nsfnwiasedidunsidedediss

o
(Y |

(survey research) Wiutayalunquiinviesiieasnilnenfionadsus 18 YaulU uasinenseldidums
VRN gy TUIUTIUIINEET druavielng dneunsasys Jaringays 31U 300 AU NA
nsAnwIuI 1) meilasudeieriunisvesigiusududuviniiiianuduiusnisuiniunis

[y 1

u¥nmdnvainsvieniivagusuiutusinuilunwsiuessiideddey (r = 0.516) 2. 155U3
amdnuainsviesiisyuruiutumnuilunmsniinuduiugmauaniueuin 1A
vieuinryuvuduthumnuiiegeiifedidy (r = 0.450) way 3. mIsudnmdnuainsvieaiierguvy
FuthumnuilunmsudienuduiusmauinduswldungAnssunsvieadfisvesinvieniisar

N o (Y]

Ineegeiidedfy (r = 0.401)
Adfey: MaUasuiie nsfuinndnual woRinssunisvieuiiey uyLIUTIUIINLDN

ABSTRACT
This research article to study media exposure, image perception, and traveling
behavior in Ban Chak Ngaew community of Thai tourists. This research is survey research
collecting data among 300 Thai tourists aged 18 years and over who have been or have
traveled to Ban Chak Ngaew community, Huai Yai Subdistrict, Bang Lamung District, Chonburi
Province. The results showed that 1) media exposure on Ban Chak Ngaew community tourism

was significantly positively correlated with overall image perception of Ban Chak Ngaew

U dnAnwseauuSagin ANAINTUIINTADESIIATY ALILISENSANENSLAL DENSIIATY N INENSEEITUAERS

2 ’iaﬂﬂﬂﬁﬁliﬂ’\ﬂii‘j Ui%ﬁ?ﬂm%?ﬁﬁﬁﬂ?ﬂm%LLa%éaﬁﬁN’)a%u Nﬁﬁﬁﬂﬂﬁﬁﬂﬁiiﬂﬂﬁﬂmé‘

% Master’s Student, Program in Mass Communication Adminitration, Faculty of Journalism and Mass Communication,
Thammasat University

¢ Associate, Faculty of Journalism and Mass Communication, Thammasat University
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community tourism (r = 0.516) 2. The overall perception of the image of Ban Chak Ngaew
community tourism was significantly positively correlated with the frequency of visiting Ban
Chak Ngaew community (r = 0.450) and 3. The overall perception of tourism in Ban Chak
Ngaew community was significantly positively correlated with the trend of tourism behavior

of Thai tourists (r = 0.401).

Keywords: Media Exposure, Perception, Traveling Behavior, Ban Chak Ngaew

[

AULAZANUFIALY

[

[ [

guruiutuenuis drvarelng sunounsasys Smiavays Wugusunisludios
wnedsdimnanniualusaeigtiu 100 ¥ yndulugeuiiinsldiiauas Sausssuussndsig o
wuulneunasmay andasnssilugueudsadisuuudainlnedmsoyndliasogluaning
Haatulugusuiinisdanaraynibuiuand Tnenelupaineueadsussemeasulumauuuiada
017 flagody mawdn Useind 3anslddin emnsuarudiuudafuvosiesiu Feilinain
gusuiulunathunnuiuduanuiveufiwiesiuifiondnualfegaliinvieaiivndunideuden
ogidudruauunn uenanidanelhiAnednuazainaseldvessnduluguudie dufy &
dnvieaisndnauiiaelanazussiivladeyumy Aagilonageiitiviondenfuagndunidedlu
Ut (Buasri & Sirigutta, 2015) Fvailunadsegusuyinlviueuanasaimunendnasreneldls
oe19898u ngRnssureninviesiisafidausdlalunmsndunvendieaddy Soindunisuansesnds
Audniveinvedion (Loureiro & Gonzalez, 2008) lnansdmdusaindulusaluguwuuouu
auiunelduun@n Pattaya Old Town Walking Street Sfurduuvasviondisauvslnyifi lasunis
Wanandasing 9 luudunvesyuruiidoasulunsiaueiiFondn yuinusssy Fuwa Juwes
wazfivingAiaed, 2558) ileatiuayuduadunazyszvduiuslrinveaienduvienileiwasl#3an
quju%uﬁ']umm,l,%mm%u (288 0aN9, NNUNA TESHU warsnINAn T5m, 2563) N15aeyinli
anufiveafisnarsduaniuiiuiauledy desdimstauanuivieudsreganouasnmsiaide
il eUszduiusidudiunidsivilianuiiviond vaunauls Tasdueyiunindendelunis
Uszanduiusiimungaudemanisaluazgaais mslddessuladidunadeniiminzaudiv
amumaninsunssrunveatelifalain-19 fmsusuusemanssing 4 Wiuadvesieroiesligi
aulafiazaniiedld@nundeyaneu (aigngn a1nans, 2564) eehslsAmumsianngusuduiun
wiliAnAudsdu Usznamilsde msdnwinimdnvalinsvieniiuazaiisnnufanelond
‘ﬁfﬂ‘viaﬂLﬁaaLﬁa%’ﬂmgmqﬂé’wzﬁﬂmaiﬁﬁfnviauﬁmmjué’ﬂﬂﬁnLﬁumﬂﬂé’umviauﬁmsgﬂ (FAw) 390
U wazlasgde nunlnaa, 2553)

Y YA v

meauIaulavesguruding1y e lididedesns@nyideyaieriunsitaiude

U

nsfuinmdnual uazngAnssunsvisaiieivesinvisauiisrviive Mimenselafunisunvieuiien
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guyuIutuNL faenduausatnan1NTelUUTuUTwasiRIvILWINIINT sea sUe syu Ul

@

Junddnegraunsvarsnniu wasiiailuuwinislunisdaadunisnainiionsvieuiiessly
QUILAIAYRINITIY

1. weAnwnsidasude n1sTuinmanual ngdnssunisvieaied uazuulliumgAnssu
vieadgrluguruiudunnuivestdnvieaiieivilny

2. wiefnwianuduiiussenintamsilniuie n1sSusnmaneal nginssun1svieaiien

wazwnldunginssuvisaierlugurudutnusnuiivestinvesiessniine
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ABSTRACT

The objective of the research was to study Exposure of marketing communication
tool of the Success God Shrine (Samrej god shrine) at Samut Sakhon. This research also
included the perception of people in the shrine, the attitude of people to the shrine, the
behavior of people worshiping at the shrine and behavioral tendency to the shrine. This
research was the survey research which collected data from the representative sample of 300
people who had been to the Success God Shrine, aged 18 years and over. The results of the
study found that most of the respondents were male and female with a similar proportion
aged 25-35 years. Their exposure to marketing communication tools of the Success God Shrine
was very frequent, with follow-up on the merit-making news about the Success God Shrine.
Most of them remain informed about the Success God Shrine to know about the events and
festivals. Most of the respondents had the highest level of perception toward the shrine on
the issue that there is the tallest Guan Yu Godfather in Thailand and the one and only the
God of Success in Thailand. The most of them has a good attitude towards the Success God
Shrine on the issue that they had belief and faith in the God of Success, the Guan Yu Godfather
and other gods. Besides, they also worship the shrine most often in Vegetarian Festival 10
days in the reason for attending the festival and the activities with their family. Most of them
had a tendency towards the Success God Shrine at the highest level, which was the intention
of recommending other people to come and worship at the shrine and return to worship the
next time. Regarding the research hypothesis testing, it was found that study the adoption
marketing communication tool of the Success God Shrine ( Samrej god shrine ) was positively
correlated with the perception of the shrine as well as having a positive correlation with the
attitude towards the Success God Shrine. In addition, attitude towards the Success God Shrine

also had a positive correlation with the behavior and behavioral tendencies toward the shrine.

Keyword : marketing communication/ Success God Shrine (Samrej god shrine)/ perception /

attitude / behavior / behavioral tendency
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- lswawugyy (YouTube) meldeanas

AuN15UTTYFUWUS ( Public Relations )

matdmisdisalatinisussnduiusesnsnisoansianisnamig 9 Teun

- Besdvhlne https//www.youtube.com/watch?v=aeZj2sAluul
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e
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a « o o
nmsWlnfuiadesiledassnisnain

- fmumslawan (Advertising)

o v

- Aumsussrdusiug (Public Relations) «—» | nsninireradnedise

- fumsduadunisuie (Sales Promotion)

- uMINaANNASe (Direct Marketing) H1

- pumsdamsdananssufiiawiien1snana (Even Marketing)

H2
I uualiiumgAnssusiaaaidn

wad5q

A
v

firuaRfinamaiiwadnsa

H4
H3

woAnssHNISIUENMsEMalied s

ad a o
/N5
n339easatilunsideiBeU3una ( Quantitative Research ) fildguUnuuNMsfnuly
Ay a o < v ) < o J
N15398189d1519 ( Survey Research ) Ingiiudeya i Yrananlanamiduiiesnsausied ( Cross

Sectional Study ) Imelduwuuasuaueeulay ( Online Questionnaire) WulAIoatiolunisifiusiu

TayareIn1sAN®IAITELAN1INITIATIERToyaadAiganssun (Descriptive Statistic) wazadifiis
¥ Ya o ¥ 1 L U U L a Q‘ L v
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Y

Ya

WUUWiEsdu ( Pearson correlation ) #33eldn1sgudiegdlaglalldauiniu ( Non - Probability
Sampling ) wuuaaiias ( Voluntary Sampling ) 91nngusiaegwasyszgyufiaaidinedsa
idleny 18 U JuluiinsAnnseuinounuuasuniu ( Screening Questionnaire ) Uagid1umey
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Communication Satisfaction and Cultural Intelligence of Workers of Multinational

Corporation: Case Study of Decathlon (Thailand) Company Limited
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ABSTRACT

The objectives of the research are to study the difference between the
background of workers of Decathlon (Thailand) Company Limited and their communication
satisfaction and cultural intelligence and to study the relationship between their
communication satisfaction and cultural intelligence. This is a survey research with data
collected from Thai workers in Decathlon (Thailand) Company Limited with at least three
months of service. The finding shows that worriers of different sex and work positions show

no significant difference in their communication satisfaction, while those with different lengths
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of service have a significantly different communication satisfaction. In addition, those of
different sex and different work positions show a significantly different cultural intelligence,
but those with different lengths of service have no significant difference in cultural intelligence,
and their communication satisfaction has a significantly positive relationship with cultural

intelligence.

Keywords: communication management, cross-cultural communication, communication
satisfaction, cultural intelligence, Decathlon
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ABSTRACT
The objectives of the research are to study the difference between the
backeround and perceived Japanese working culture of workers in Japanese advising agencies,

to study the relationship between such perception and satisfaction toward work. This is a
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survey research. Data are collected from 3 00workers in Japanese advertising agencies who
have worked at least one month. The finding reveals that workers of different sex show no
significant difference in their perception of Japanese working culture, while there is a significant
difference in such perception for those with different work positions with regard to teamwork
and superiority system, and those with different lengths of service show no significant
difference in their perception. The perception of Japanese working culture has a positive
relationship with satisfaction toward work, with the highest score found in teamwork, followed

by superiority system and HORENSO communication principles respectively.

Keyword : communication management, corporate communication, Japanese working

culture, work satisfaction, Japanese advertising agency
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TuiFeetiue
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S vy & o & AW o v o ax a @ A aw A a
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2. wuIAALAENguLA 81iUn 134 ea13sEna1eTmus Iy (Intercultural
Communication) Wuguiuumsaeansusziamuils AfauddglulangatiagtuiGenldindulan
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(Questionnaire) ﬂgqﬁimmuaaumuLf“{mﬁ’umi%’ui’i’wuﬁiimmiﬁwmmwuzﬁﬂu Uszgndunain
Usndl viilungi3e (2562) waguuvasunaiaiuanufiowelaluny Ysegndunan aden ige
(2016) Tapdn1snadeuAuisnss (Validity) Imaiﬁﬁv?j'mﬁmmmwaau wazdn1ImadauAIY
\Yefiels (Reliability) f&n1391A1 Cronbach’s Alpha Wan1sMAdey WU wuuasuawluaeunns
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meifeadsiifunumdeyatenslinguiegnsenuuuasumudenuios Tngs

Wuuvvasuaueeulatdjuuuu Google Form @siuwuvasuanululnadngu Line veu{7idu
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AmeuunuiviulFsuTiAumINzanfunLii (3.78) Shs1Ruieululiaqiuresvinuagluinasii
uwiela (3.73) Ameuunuiivinuldsueglusssuilidesnitiviiumsazlé (3.69) uazAmouunui
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ABSTRACT

The objective of this study was to investigate internal communication exposure
and employee attitudes towards National Telecommunications Public Company Limited’ s
merger and acquisition. This research was a quantitative survey research by using survey.
Online questionnaire was used as a tool to collect data from a sample of 300 people.

The results of the study indicated that most of the respondents had 11-15 years
of work experience with job positions at the operational level, and most of them belonged
to the former organization before the merger, namely TOT Public Company Limited or TOT.
In terms of internal communication exposure regarding merger and acquisition, it was found
that most of the respondents had the highest exposure to electronic media (mean = 3.73),
followed by personal media (mean = 3.67) and print media (mean = 3.30). The electronic
media with the highest media exposure was Intranet, with a high level of media exposure
(mean = 3.94). In addition, in terms of content exposure in employee communications, it was
found that the content of communications related to welfare and compensation was found
to be the highest, at a high level of exposure (mean = 3.97), In terms of attitude towards
merger and acquisition, it was found that the respondents had a good attitude towards merger
and acquisition (mean = 3.66), with the highest agreement in terms of performance at a good
attitude level (mean = 3.78). The hypothesis testing revealed that the respondents with
different years of work experience, and the same organization before the merger had different
attitudes towards the merger and acquisition. In contrast, the respondents with different job
positions had indifferent attitudes towards merger and acquisition. The media exposure
frequency hypothesis test was positively correlated with attitude towards mergers and
acquisitions (r = 0.484) at a moderate level, and frequent exposure to the content of
communications was positively correlated with attitude towards merger and acquisition (r =

0.366) at a moderate level.

Keywords: Internal communication exposure, Attitude towards merger and acquisition, Merger

and acquisition.
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ABSTRACT

The purposes of this independent study were to examine the communication
process and marketing communication process, problems and difficulty in communication
including communication management on Facebook page of family influencers. This study
used a quantitative research method and in-depth interview with specific group by using
purposive sampling method. The participants were the owner of the Facebook page or
executive and employee related with communication process in total of 4 people. This study
analyzed the data and observed the content that published on the Facebook page.

The results illustrated that the Little Monster Facebook page’s communication
process of family influencer had 8 processes which were identify problems and opportunities,
specify objectives, identify target groups, determine the main issues of communication and
designing the message, choosing the media, planning, budgeting, and evaluation. In addition,
marketing communication process had the same processes as communication process except
the process of media choosing which is not included because Facebook was the main channel
in communication so there were 7 processes in total. The problems and difficulty in
communication were categorized by sender, message, channel and receiver.

Therefore, being family influencer must communicate by considering the natural
content, demonstrate expertise, reliability, creativity, unique presentation and satisfy the need
of the target groups in terms of benefits they will receive and these techniques will provide
more followers. Furthermore, Facebook system development was the reason that created
changes in communication pattern and content presentation of the Facebook page in order
to keep up with the trends and context and provide effective results. Little Monster page
family influencer communication management had perspective towards Facebook page

communication as a brand that reflects individual in aspect of parenting and development in
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child’ s brain, body and mind. There also were contents that provide positivity for society.
Moreover, the children of the owner of Little Monster Facebook page will grow up and decide
the content they want to present by their own. In conclusion, the owner of Facebook page
will communicate about experiences of being a father and mother and family life but also
being a spokesperson that has influences on social media and provides knowledge about

parenting continually.

Keywords: Communication process, Marketing communication process, Influencers, Social
media, Facebook page.
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ABSTRACT

An independent study aimed to study media exposure, attitude, and consumer
behavior for food review by influencers on social media in COVID-19 era and to study the
relationship between changing behavior in the Covid- 19 era and media exposure of
consumers, the relationship between media exposure and consumer attitudes and the
relationship between consumer attitudes and consumer behavior after watching food review
by influencers on social media in COVID- 19 era. This study is quantitative research.
Methodology of this study are survey research and questionnaire. The questionnaire was used
to collect data from 300 people which the use of social media and experience of viewing
food reviews through influencers.

The results found that the sample group was exposed to influencers' food reviews
on social media at a high level. Most of the issues were search or view influencer food reviews
on social media to a large extent by Youtube platform with less than 1 hour per day. The
attitude found that the sample group have positive attitude towards restaurant influencer
reviews on social media. Most of the issues that were an influencer's personality is effective
for attention. The behaviors found that behaviors have changed during the COVID-19 era are
at the highest level. Most of the issues that were turn to do things more on the Internet at
the highest level, and behavior after watching food reviews of influencers on social media
found that most of the issues they are very likely to go or invite friends to eat at a restaurant
or order it.

The hypothesis testing reveals that behavior changes in the Covid-19 era have
correlation with consumer exposure to media. Media exposure have correlation with
consumer attitudes, and consumer attitudes have correlation with consumer behavior after

watching influencer food reviews on social media in the era of COVID-19.
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qﬁﬁaﬁalﬂiauﬁqaﬂﬁﬂiﬁwm Tglunsasrsufdunusuazyinfianssy wWu Facebook, Instagram,
Twitter, Youtube, Tik tok, Wongnai 1d udu ag19lsfnua1nn1siud suulaseg195ini5a909
wialuladidvia dwalvngAnssuvessiuiasuuiasly Wrddsnuoouladinniuddnuasngingsa

Y

vaan1stdaud eoeuladuvseantdidu 5 ngumuanuduiusvesnginssudsiiszda (The
Engagement Pyramid) U84 Charlene Li (2010, 919814lu &3dnwal 83Tmuned, 2557: u. 14-15) 1o
nanafie weEnssunslddedinueaulal uwaglideiausiiosnuduiusvomgiingsudaiselin (The

Engagement Pyramid) Ingananisutanguvesauilydodsnueeulatliidu 5 ngu léun nguig
(Watching) nguuusilu (Sharing) nguuansmu@aLiiu (Commenting) wagngudAnnses (Curating)

wAnLasnnuin1sladudio Samual L. Becker (§1efislu A31590u UseAnSdna, 2547,
24) lalianununeuesn15Uasunians lagduunaiunginssunisilaguans tawn nswanem
Uoya (Information Seeking) 15iUasudaya (Information Receptivity) kagn1siUasudsyaunisal
(Experience Receptivity) é’ﬂfuwwéﬁwﬁmilﬁam?Jm%JU?{aLﬁamiLLa’NmLLazLTJm%’U%’ayJa FHN
Wndulszaumsai@siitadvnnanudesnis simuad Wmne Yssaunisal avde anuanunse
waznsldselend viliinsdndudnasidunndaiu dmavilimgAnssunisdedudeveusay
yAradiAuLana1aiuly

wnARRLITUTAUAR 91nUUIAARINGT Sharon waw Saul (1996, 370) naa viruad
Usgnaudae 3 asduszneu el 1) ssdusznaudiu arwd mnudla Wuaudedenisusady
Wvne Tnseguuiiugiuresanuide Junuints uaen1sd 2) esduszneudiueisual Anuddn
HumuFAnlunsuan vieau videreuan wavaudeitmane way 3) esdusznousunginsss 1y
winlduvesmgAngsy w3e wudlduvesnisuanseanseaitvuny lnevinuaiiungAnssuiianudunus
finadafunaiu nanfe Viruadinadonisuananginssuvesyana wagluvazideiunisuans
noAnssuvesynnafiinadofimuaivesyana defuauideluassid azide nlduurAaiauaii
ssrUsznavludiuanuidn wldduimsgdanuduiuslunsd@ne nalesu vieued uay

noRnIIUTRIUIInARan1s M STeBugleuesuLdedinueaulatlugaladn 19
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WA eangAnssuty ASa9se w@ssa (2538, 124) nanalian neAnsIN USLnA
(Consumer Behavior) #3188 anﬂiiM%QQﬂﬂaﬁﬁmiﬁUWﬂ (Searching) 5@ (Purchasing) N1514
(Using) n1sUsgidiuna (Evaluating) kaznsldane (Disposing) Tundndngiuazuinis lnua1ainag
AUDINBUANABIN1SVBUVINS ontnefanszurunisdndulafiisadestuauduazuinis e
AOUAUDIAIUADINITVDINY Imsﬁjﬁ]%’aﬁﬁmaﬁiawqﬁﬂﬁumw%‘[mﬁu WS 29I (2542, 32-46)
Igduunisiadeniidnsnasenginssunisuilaneendutiadeifogameluyanauazadoniouen

1 Yadeiegngluyaraliun Anudens usegdds yadnain 153 1553 n1siseus viauad

Y

e

duiladufiogniouonyanaldun Svdnavesnseunss dinu 5370 Tausssunaziasugha sauf
sele LLa::mﬂLmaﬁm‘%aqmsm?{auLLUaamaawqﬁﬂﬁimfu U5aNT Funsune wazaue. (2562) loagy
1331 MstAnngAnssuwasn1shanieansnge ‘U?ul,mﬂﬁhaﬁ’uaaﬂlﬂiw,wiazqﬂﬂa 9INNSAVATEN
arwd udanmsfinnumngvesasildsuindanelmnanuAaiiuansetu Fduin msdeans
r1udesingg annsaviliyanatinnnd waganunsniauiildnainenudn auad qavneas
daaliAnnsiuasuulamgAnssuvesyana vinliudazyanaduwiliunisfangAnssuainnis
Wadutnansnndesiieg Sanginssunisuansoeniiuansiai

LIARL3BINT3T? Mudambi & Schuff 2010 (Bnsfislu unsalwdu udld@d, 2563, 596)
nanrimslideya warUssdiu Audvideuimsriudedinueeulaifumenennnuszaunsaives
Aldauduarusmislasussenglumunnuddnudannmsldduduasusnmsvessiulumdn defives
$hife uuvdsdoyaiianunsndddldieuasnis venanilunsihaudesuladdugsiasg
fnhllfidunagnsnmsiessmsmanmiesaniimnuidofiodafinisinegmssdndwa (influencer)
JudEhdudvieuinis laun nislifeda (information Giving) nsliiaau@aiiiu (Opinion Giving)
NSAUNIALAALIAU (Opinion Seeking) Lagn1sdsraAUAALIL (Opinion Passing)

LuIARALS 098 uMgLauLEes Brown & Fiorella (2013) n@1971 FULUUATYIN9UTB4
n1snaadddnSwassiuluaungu] Fisherman’s influence marketing model Ao nagnsNg
nsnaaiiU3oudBninaduum warldumiunensenluiledutarsuiuinn danduisuldiy

Y yaa o

Fuslaaiuies neguuuunmsviuvestunaidensldyisvinalude dsanseulaludunn
Mntuazianisvenderasmsustiuresuslnafiinnuiudefues

LLmﬁmﬁaﬂqﬂIﬁ% 19 Barnes, Stuart J. (2020, 919519k Aswaltl Tawnaun, 2563) nana
11 maszvinvedlainlo Iddsuudasiinuyvdiardsaulanedrsdudsunaisg du ldun 1)
Saouiuesa waynsuilan (e-commerce and consumption) waAnssugfuslaafiuAsunly 1330
dudusmsniuresesulatinniy 2) 3303UazLATYNA (enterprise and economy) NMsAIUANUY
szuvoauladfiuwalduduln geiuanwgfnssuvesfuslnafiudeudgnatneeulaviunn il

Juszneunisiinnsiseeedemaingsiauaradieneldvussuvesulategradumenisunndu 3)
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nstuiisarauduegd (entertainment and wellbeing) 9nadanuInlugidlainlg ialand

MSENYININYBINIIAY LNETY

wgAnssuiUasuLUasiy

lugaladn19

nsiasudesiiuemTURIBUNgLeY

wasuudedinusaula

Y e _ WOANTTUFUILNANAITUBNNTTA
ViruARRoN153II U MR B UG

. . e mnsvesBurgleuwesULFed Ay
wosuudedsnueaulatl .
oulall

B3I
MsAnwEes “maliadu Vinuad wazngAnssuvesuilaasonisiiemsvesdulg
uwesuudedinuooularilugalaia 197 WumsideisUiina (Quantitative Research) ludnwas
A1537813981539 (Survey Research) laglduuuasuanuaaulay (Online Questionnaire) 18u
insesflolumsiiuniusiudeya Tnsingusedede fiiflongseming 18-60 ¥ Gelinsldnudedsnn

9

poulal wazUszaunsainiiuseiane M INIuBugeuwes 31131 300 AU LAEN1SAILINULIN

YOINGUAIDY19AIUFATVRI Taro Yamane (1973) Tdadfidanssaun (Descriptive Statistics) 1Uu

q

v
aad

A1ad AN ugIuf lfussenenudnvarveIng uiaot s tagldarud (Frequency) Anfevay
(Percentage) A1LaA8 (Mean) wazduLdeauunsg1u (Standard Deviation) wazadfdseysnu
(Inferential Statistics) Wielingufauuosiiu adfiBieuuuusznoufonsussanaa wazns
nedeuanAgiu Inefinisléada léun A1 t - test uag one way ANOVA wagendusyAvsanduiug

= § o ) . ..
UDALNYIAU (Pearson’s product moment correlation coefficient)

NaN15IdBUAzaRUTENE
M5398 1509 M3UATU viMuAf LaznginssuveruslnAnan1s3IIeMnsueIdungLeu
wosuudedsnneaulanlugaladn 19 Usinguadsil

dnuasnaUssrInTveInauiiegis wuin diulvaiduwemds Jo1g 26-35 U fiszeiu

msAnuUiges Jondwlundnauuidnenvuy Seladuduaionsifiou 15,001 - 30,000 UM
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MnnamsAIduansneiuneliin ngudaegsaziing 01y sedunAne 013w wazeldfnaiy
Fapravilidnsiumauasineg anatuayy WedmUszneumailiau auai wazwgAnssuves
Fuilnarediemsvesdurgieuwefuudedsnuseularflugalain 19 veusazyana deaenndad
fuauiferestaie gd1 (2564) AldvinnisAnutadeiisninadensdnduled edudusziam
onsrumsINndeseulat wuih dnvarlszrinsvesireunuuasuaudusnndumwemda 7
91y 19-30 U AszdiunsfnwuSeysy s wasilseldaaeseiouil 10,000 — 30,000 Uw daiduag
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nMsAum srulnaduseunasitemnsvesdurgeuweslusedulesnin 1 $alussedu lasfins
Wndumnilgaitluunasedu Youtube Tusesu 1-2 aluwioTu 91nuan1siduanunsneduselsin

v

nquiiegralasudeainunaslasy Youtube iiasanazimiulainlulagiuiidiuiu Youtuber sy

vYa

A5 UEEINNTSUUTEMUINSTIUNUIY kazlidnuiuiiindussesaiias uldainnsiannmniuly

Y

= [

799 Youtube Huduaumniudes 4 sulufswendnnuaiilunmsiusuuneugdmdndundy
uananiidadianuitsuarazninlunsideniurusumg Youtube Sndae mssfuadAnivalud
2565 499 We Are Social fszyl391 Youtube Wuunanvefudedsnussulatififauilanldinarse
\worian

muiiruaddensiiuensvedungiouwe suudedsauesulatinuin ngusioeiad
vimuARson1sT i uesvesdunigeuwesuudedsnussulafluiBsuin Inedvimuafieuandignd
ludszinu ypdnnmvesdungiouwesinadmsuanuaulaluseduuin annuan1sideaunse
oiuselii yadnamuesdurgieuwesiludsdfyiivilvinguienafniiruafidsuinsenisii

$uermsvesdungiouwesvudediauseaulal eswnguslaadnasliauaulandnvaenis

a

memnmeuenuioyadnamnewduddiuusn wu nmsiutiania fyadnnndigiuazazern 7
anunsauanseaniisAuUITaud saudensiwnideyen LLas@mamﬁﬁﬁmmzam Feaonadoeiu
snATevesiaivun Auusiug wazuselniia uiinnady (2564) AldimsAnwivirunidoooulad
dungoumeitungnssunsuilnaedestuitoqunimvesnguduilaniueisiune wansdnw
Wud nausegiivirunfrossulatBungieuwes ndinslafurniaslunmameglugauin e

ViruaRdesuyAinAEALadLNTgn
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sungAnssuiasundasldlugaleia 19 wui1 nguiedieiingAnssuiasunlasly
Tugeladn 19 Tuszduanniign TnedngAnssuiiuasundasiusnndigailudseiiu mausnyhasingg
vudumediinuiniu 1wy Fevesesular iusulussduinniian :nnansideannsnoduselai
fuslnafidmsnstoAudknuromseaulaifumniy iesnnandudgulnauilnavesyssina
e Tud 2563 fmaivlaniuduegnamnn Insameiuaznnde sheiuanadel fdvomns
nMsdadmigiiunmedumesidn feaenndesfuauisoresfinins seanms wazUsun angaiiu
(2564) 1’7{15‘1/1’?miﬁﬂquaﬂiiuﬁuﬁﬂﬂﬁiami%yaﬁuﬁwmiaﬂmqaauiaﬂumw%ﬂqmiﬂ% 19 Tu
WmngavmIueTUSiama warfivalan wan1sfinu wudt ludaenngledn 19 duiuuliiiluns
FoAuumsesulatinniunigisneunnzingalain 19

wazgavnesungAnsmdsuraiiemsvesdungioume suudedinusoular wui
naufegsiingAnssumdaiuniiiomsvesdurigiouwesuudedsnuesulalusyduinn lnd
waAnssuanigailussdiu vinuduunlduagluvdornufiouluiuussmuesmsiiiuemnsviods
pwnstulusziuIn Mnramseaninsnefuneldd nausegnalinmsdeansiudednusaulat
fedruiinaionisiuivesuilnaniu TnsUszaunisallumsld dedsnueaulmivesiuslnaussinm
sine 9 finasiensinauladenduermsdniunisfulssmuiiiunrdedemstu ieennisit
Srugnskudodsaueeulat agvlvingusiednaldidnlafiAnvesiuemstug wndu d
aonndpafuILITevesymeIws lissaua (2559) Aldviinsfine msT i uensiuAedany
saulatiunisdndulaidensmensdmsunmssulsenmunenthuresuslaaluwansunnuuas
nansAnYINUI M uemsidedsnussulatilasynnaiifiveideazyilvinguiaeg1slai
anmanuiduriwesuemnsinniu i lauundnves ety slrsanmanmaly
M3eL/ANNTINF NS Teiiumnuiidedevesieya uavthensedunisdndulalunsnden
Huonsiagiinadensindulaideniuensdmiunmsfussmuovnsuentuvesnguiieee

nsunRgude 1 woinssuiiasundasiulugelain 19 danuduiusiunsdniu

don153379 M svesdungleuwesuudedinusaulatlugalain 19 wuil ngAnssundsuudasly

o PPN

lugaladn 19 danuduiusiunmsiUaiudevesiuilnafiliden1ssitemsvesdungieuigaiuude

Y

dernoaulatlugalain 19 na1fe Bainguslnalinginssumvasuwlasilugaladn 19 10 aed
nslafudenlsen1siesvesdungioureinnTuinty FedenanedtunuiTeveg) uiml
a £ v o ¢ v v = a a & aa %
UONA Uazlendns eredeian (2564) Nlafnwses ngiinssuwazauAnmiundsenisldnuwey
wAltuyafanes Turianiunisallain-19 vesuservululunnannumuns nan1sfnyinudn

noAnsTUNguMetelinIsifenldiuleundinduilafaiies nvainvateundulugisidaniunisel

A o

v93lA3n 19 lnafinqualeg1alinslasulavaniiunlsdvalifedsdaanangfinssunisiaenly

9

woundadunafaneIaleduiu niiliewunludnanunisallaia-19 uslapaglduinmsueundia
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= [N 1
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Y

[ v A 1 =3
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ABSTRACT

The objective of the research is to study perception of the image of Facebook
Fanpage owners, their attitude and behavior, as well as behavioral tendency toward buying
products online on Facebook Live. This is a survey research, using online questionnaire to
collect data. The population consists of 300 buyers aged 18 years and above who have bought
products online from one of the following Pages: Pimrypie Page, MakeeShop Page, Khai Khong
Cham-Rud Page, Loonnystore Page and J Jeans Page. The finding reveals that the perception
of overall and various aspects of Facebook Fanpage owners has a positive relationship with
the behavior of buying products online on Facebook Live, with the highest relationship seen
in the image of contents creation. It is also found that the attitude toward overall and various
aspects of those buying products online on Facebook Fanpage has a positive relationship with
the behavior of product buying on Facebook Live, with the highest relationship seen in the
attitude toward personalized service. In addition, it is found that the attitude toward overall
and various aspects of those buying products online on Facebook Fanpage has a positive
relationship with the behavioral tendency toward buying products on Facebook Live, with the

highest relationship seen in the attitude toward personalized service.

Keywords: Image, Attitude, Product buying behavior trend, Facebook Live, Facebook Fanpage
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ABSTRACT

As a result of the change that marketers or brands are increasingly turning to
Virtual Influencers in brand communication, even though Virtual Influencers are similar to
Human Influencers, there are still limitations that cannot be act like a human being in every
dimension. The purpose of this research was to study the exposure to Virtual Influencer,
consumer attitude towards Virtual Influencer and the brand communicated through Virtual
Influencer, the relationship between exposure to Virtualinfluencer and attitude towards Virtual
Influencer in brand communication and the relationship between consumer attitudes towards
virtual influencers in brand communication with brand attitudes communicated through
Virtual Influencer on Instagram platform. This research using quantitative research protocols.
An online questionnaire was collected from users of the Instagram platform, who known and
followed Thai or oversea Virtual Influencer by 300 samples between the ages of 18 - 45 and
analyzed with various statistics: percentage, mean, analysis of variance. and the perseverance
correlation coefficient

The results found most samples exposure virtual influencer on the Instagram
platform was correlated with consumer attitudes towards virtual influencers in brand
communication. The relationship was at a moderate level. And consumer attitude towards
Virtual Influencer in brand communication on Instagram platform is correlated with brand

attitude that is communicated through Virtual Influencer. The relationship is very high

Keywords : Virtual Influencer, Consumer’s Attitude, Brand Communication, Marketing
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Virtual Influencer fusimua@iifie Virtual Influencer

wnAneIfuANAATIALA (Brand Equity)

NNUAREIFUAAAATIEUAN Iumuiﬁﬂﬁu151’13’1LLmﬁmLazaﬁﬂizﬂawaqammm’]
Aufves Aaker (1996) uay Keller (2001) anldidunwimslunisasisuuvasuaiulunsiniieuad
vesf{uilnafifionsidudiiinisinauesiiu Virtual Influencer leun 1.11533nm518uA (Brand
Awareness) 2. 1133V AMAMATIAUA (Perceived quality) 3.n5udeuleens1dudn (Brand

associations) Wag 4.aUANARENTIEUAT (Brandloyalty)
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Attractiveness) 484 McGuire (1985) 39111195u1889n15% Virtual Influencer Wuuvasanslunig
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n3Ane1IdeITee “nMsidasuiieuagiiruaiivesiuilnarensdunfninisdeansniy

Virtual Influencer vulwanneosy Instagram” 19un153 9818 sUSuau(Quantitative Research) 14
AU a o 9 . . & a P < v

JURUUNTIABLTIA1593 (Survey) waglduuuasunny (Questionnaire) WuiaTeaiislunisiiudeya

MnnguUsErIRuall illengsening 18 U fs 45 U Tdunanvlosu Instagram $3nuazfinmiu Virtual
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Influencer vasUsinalnevsassseing lngfmuangudiegns 1nn1sldansauiuvemils o1
1w (Taro Yamane) Tun1smauianguiaegnelag linsiudiwiudszwns 3dangusiegiadiuam
300 Ay

fideldmnasugunmusaaiesile Tnsmsmsnaaeunnaniissnse (Validity) wazaina
W oiTuresas aaile (Reliability) vesuuvasun1y 1aadsn19n15MAd0UAIINLT B9ATIA B
wvuaunulFinssnand Wudfinsaasaaeuduanuifissmssmuiien (Content Validity)
LaEANNINE AR (Wording) daunisnaasumeuibesiu f3delsinuvaeuniudiriiy
AT9EEUINEMIIRaNATEUSesudn Tuvhnsmeaeufunguuszunsidnuandinssmuveuiun
nquAI981s $1u9u 30 Ay udimAIANT ostun LIS ueansouuIa (Cronbach’s alpha

coefficient) Ingldgmnsnismarduuseavsuwaani (Alpha Coefficient) ludeyadinuviaund uagle

ALEANIAINTTI
fauds FUUTD Ardan
ViruARTsise Virtual Influencer 13 0.887
AuyAFNAINYeY Virtual Influencer 4 0.767
fuanuddeiieves Virtual Influencer 3 0.867
é’mlﬁammm Virtual Influencer 3 0.737
ﬁmgﬂLLUUﬂﬁﬁﬂLﬁua Virtual Influencer 3 0.912
iruaRsdansdudfifinnsiaueriy Virtual Influencer 15 0.915
AUNNT3INATIAUA (Brand Awareness) 3 0.779
sunaAmMiign3ug (Perceived Quality) 5 0.859
sfunsidexleansidud (Brand Associations) 4 0.794
AUALANARDATIAUAT (Brand Loyalty) 3 0.908

1%

NuATpllEaaATInssaun (Descriptive Analysis) Tn1suanuasaa1udl (Frequency
Distribution) Finsagay (Percentage) ALadiglavAiin (Mean) wavd il uuiInggIu (Standard
Deviation) lieadunen1ailniude uasviaund uwazldadfigaeuuu (Inferential Statistic) naeeay

AUNAFIY LN ANULANGNNTDANTURUS

NaN15IHaTaAUIIUHA
nMsAnw “nsilasudenasiimunfveduslaafilsensiduaiinisdeanskiu Virtual

1%
v

Influencer VuUNaANBSY Instagram” THan15398 A9dl
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3 ade/u Tnedulngdasude Virtual Influencer 1 a¥y/fu $ruau 85 au Andudevas 28.3
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nan5Idewudn nguiegadinisAnanm Virtual Influencer Lade 2.20 vide 2 au lng
drulugiinau Virtual Influencer 2 AU 311U 124 AU Aniluoay 41.3 Sosawn Ao AAu 1 A
$1uu 100 Au AnduFesas 33.3 waziinau Virtual Influencer Hosiian 8 uay 9 AU 1 1 AU
Andudes 0.3

mm’fayjamn%%’uﬁﬂué’hummﬁLLazﬁi’ﬂmuL%%’U fidmeufivarnvareiduluny
anufissmsvidenuaulaluteyainasande muuwiAnnslinfutiansues Klapper (1960) 7
na1711 YARaALiinIzUIUNSIRBNaTIUIENS (Selective Process) IagnsyuIuMsaenassvnansae
fdnvuznehouiidutuseumiiouwdeinseni wWisumilewadoansestmanslunisudvosus
avyaaa Uszneuluime nsidenidaiuvieiiionld (Selective Exposure) yanadgfiasaInIsidien
Wnsudeuazynams Usenyuestniems uazvesisandeUssiavle Weduaiunimfniiuiediy
ALY (Self-concept) wazmsidondadufianuduiudiutadefiiordomarsusenis Falneunf
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JUUASUIIUIU 3 ASY

3, ﬁﬂuﬂa‘uméuﬁﬂﬂﬁﬁﬁia Virtual Influencer

v ke L4 GRIRTENATY] . v -
AUARNUAD Virtual Influencer ALRRY FEAUNAUAR
UINTFIU
a9

AUYATNATMYDY Virtual Influencer 4.18 0.671 A
AUANNUNLTBDRVY Virtual Influencer 3.72 0.811 A
ANULUaY Virtual Influencer 4.23 0.574 flun
AuUkuuNTIEUe Virtual Influencer 4.35 0.689 Aun
AINSIY 4.13 0.572 f

nansidenudn nguiegsilimuaffidise Virual Influencer Tuseduf (4.13) Tnedl
viruARfngarefugULuUNsaUe Virtual Influencer Tusefufsn (4.35) sosasun Ae s
\levwas Virtual Influencer Tusgdufunn (4.23) druyadnnmues Virtual Influencer Tusgdud
(4.18) wagduauindefiovss Virtual Influencer Tusedu (3.72)

A0AATAINUNGYHAINAINAYBILMEETT (Source Attractiveness Model) 484 McGuire
(1985) findd1 UssAvEnmuesansiuegiu 4 Hade widluiue mnufgela (Attractiveness) &s
guulan Virtual Influencer 1iuunasansfiannsaasrsnnudagalaliduguslaale 1osan

o w

Virtual Influencer gnasstulviinnuadenywd wilifitedninluseswesseniemiauuywe
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av Yy A & a Y A v v . Ay &
AlaUIsunywdAensduAImMTeRa3 9 Virtual Influencer au1saAIuAY Influencer nauilla 73
sUdnwalntin dnwaeddy nsyan ladaled virued wasaudn wenanigluuunisutaue
waztilomndadanlum Virtual Influencer anansadnawesuunuuladldmuiiinesnuuuasiiledely
AFUEUD %qﬁa%wmmﬁmm’laﬂé’flﬂiwﬁmﬁu HOAARBINULUIAARVTIBNSNANIANUAR NG
o P ) a a a = PP = oS .
nstdupmaidudnsedvinaneanudnvseyanaiidedss Felunlife Virtual Influencer @1313a
nszauauaulaveiuslnalags
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4. virupRvasguilnaransduAniinisiieansiay Virtual Influencer

MiAuARdansduAIMTNIsULEUDNIY o AUBaLuY Y.
ALRaeY STAUNIAUAR

Virtual Influencer UINIFIUY

AUN1533NAI1EUA (Brand Awareness) 4.20 0.649 A

AuAMAMANIU3 (Perceived Quality) 4.09 0.638 A

AU RUleIRI1dUAT (Brand Associations) 4.06 0.609 A

AIUALANARDATIAUAT (Brand Royalty) 3.95 0.745 7

AT 4.08 0.578 A

1 I

HANTIFENUIN NEUfeg1lvimunRvesuIlnadenTduAMinsdeassiu Virtual

| Y £

Influencer lusgdud (4.08) lnevirupRngnson1uN1539nAT1dUA1 (Brand Awareness) Tusedud

19

(4.20) 5998931 AiD AUAMNMNAYNTUF (Perceived Quality) Tusedud (4.09) sunisieslewms
Aur (Brand Associations) Tuszsuf (4.06) Lagaruauinanensiduan (Brand Royalty) Tusesiu

A (3.95)

AAARBINULUIAANITIINAENSN15F0a13n150aIAHY Influencer Marketing 1n81331

ATAUAININALNSN1TAAIAK UL NTIBNTNAN 1AIUARTY W alrau150a319n155U3 N15330

Y

a v L3
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wIARAMAMIIAUATULNNBIREUTIAA TNA1TINANAINTIAUAINNAIINATARUSIAATAUARNA

WeNURsIEUA Inefanunsaaulessyninedaladenilaiineddunsiaunla Tundasnisngusiae
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Yo a Y aa a ' . v
SInasduAiinisdeansiiu Virtual Influencer e
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nsitlasuda H nAuARIlUSInANNsa Virtual

=
-AAMNND Influencer

-UIUY

ANUAZIUNITITEN 1.1 Audlun1silngu Virtual Influencer uuuNanWasH
Instagram flauduiusiuiruaRvesfusinanise Virtual Influencer Tun1sdeansnsndumm

HANIVIAdeUAD BauSuaNNAgIU lagnudn AudlunsiUasu Virtual Influencer v

aada

unaanesu Instagram HpuduRusAUiAUARNAse Virtual Influencer Tunsdeansnsndunilu

o o

amsameehaiidedndny (r = 0.456) Ineifumnuduiudmaeuin nande fuslaafidanuimsidadu
Virtual Influencer Uluwannesy Instagram 1A aeiiiruARifse Virtual Influencer lun1sdeans
p3rAudlunmINd el aruduiusdinaneglusgduiiunang

AuuRgnun1sided 1.2 Srunueduioulun1ada3u Virtual Influencer vuuwaRoSH

Instagram HAnuduiusivimuaivesiusinafiilse Virtual Influencer lunsdeansnsidum

v
° [

HANIINAABUAD BaNFUaNNAFIU Laenudn Inutuaswoiulunisiasu Virtual

aaa |

Influencer VukWaANBsY Instagram dAuduiusiviauaRndae Virtual Influencer Tun1s&@oans

o

asrdudlunmsinegelivedAny (r = 0.456) lnaiduaiuduiusniauin nadfe guslaaid

ada

Frurundaiatulunisiliadu Virtual Influencer Uuuwannlosal Instagram 11 asfiviAuafailse
Virtual Influencer lunisdoansnsnaudlunmend adanuduiusdinaneglussdutiunans
auuagﬁumﬁﬁﬂﬁ 1.3 $7u3u Virtual Influencer fifnauuLwnanwesy Instagram 3
Anwdtusiuiiauafvesifuslnadifide Virtual Influencer Tunsdeansnsidud
nansaaoUAe saufuanuAgiu nenudn §1uam Virtual Influencer ARAANLIUY

ada

unanWesy Instagram dAnuduNusSAUFUAATIZfe Virtual Influencer Tun1sdoasasduanlu

o w 1 A

Annegaiitedrdny (r = 0.174) Ineiduauduiusniauin nanfe ﬁu’%‘iﬂﬂﬁﬁﬁwmuﬁﬁmmu
Virtual Influencer vuknanwesy Instagram 11A auflvimunififise Virtual Influencer Tun1sdeans
p3AuATuAMTINR Yol Audiuddandmogluszdus
aenndosfunAnnmainsimaifina1nin euaiiAnainnsilafutniaisiiudeniee
msidendefiiusraninmuazanuindedelunisdhizdmadionsdasuuazannsaadsimuai
fsiundituguslnald waziaenadosiutadosionisidendasvdeiinanityaraazidniuinas
auanuaule iauafuazA1den (Attitude and Values) vesudazyana Jairuafuazanioud
Svsnaegedwienadenldde niadentmans nadenfinuing uwaznisidenand eaenndes
fuemidideluadsiiidofio Virtual Influencer azifiuldinnsiiguilnaasiniutmansain Virtual

Influencer Wi @IUNLIUINNAUARTNANLAD Virtual Influencer AalimNuTFuUTaULALIANUAULD
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ulldmmaunaadiunisnain Tunisdeansiuduslan msidendenanunsatnfeguslnedsiadld
A A @ v v 3% 1 o v a % v & o v
donnnaiuanudesnisuazauaul lngazdedvideyarnasuaglinnuduiisluneuduivily
AuslaAindiruaRndls uazdlofiansannisitnu Virtual Influencer 113 3 fuUstios Uufe AU
AMNUBEATY kazd1uIUAAANIY daduduiusgagaiuaiuyaina1nees Virtual Influencer
= y) Y o = = ! . A ' a a
willowiu deAAReItUNgEAINAIYATDIUNEIETITVEY McGuire (1985) Nind1vinUszdniainves
X Y ¢ = & A ~ . . o Yo a v ~
a157uegiu 4 eerusznau vildlutufe Anutureu (Likeability) lusiguauadud Wawan
AnudIRegalanayadnanvesdinaue lnvenadanulaimminguslaaveuyainninues Virtual

Influencer MU InAURSUMBALDLAZAINUBENINTY

AUAFIUNIFIVEN 2 Vimuafveduslaafilise Virtual Influencer lun1sdeasnsn
FUATUULNAANBTY Instagram AANMNFNRUSAUTTAUARROATIAUAINAN1TE 0d15H U Virtual

Influencer

o a 2 a o
Vlﬁuﬂﬂ'll’ﬂﬂguiiﬂﬂ'ﬂuﬂ'ﬂ

Virtual Influencer

H2

o a ¥ a .
V!Huﬂmﬂ’a&&lui?ﬂﬂﬂﬁﬂi’l
a v ada ° .

AUAMNNITUIAUBNIU

Virtual Influencer

ada

HANINAGOUAD BauFuaNNAgIY lagnudn inuaRNdise Virtual Influencer Tun1s

YY) a a

HoansnsduAmuulnanesu Instagram lTunnsiuiianudunusiuiAuARnens@uANin1sdoans

o w

W Virtual Influencer Tunmsauegnsdidedfy Tnaidumuduiusynisuan (r = 0.775) nanfe

Ao aada

Juilaadifiiaundfifae Virtual Influencer lunnsd sansas1duduuunanwosa Instagram lu
nwsinf agdivirunfdensiauiifinisdeastiu Virtual Influencer Tunmsand il aosduiug
Aanamegluseiugann

aonndesiulnAnnslinagnnisdeasnisnamsiiu Influencer Marketing find124
nsldmssdvBnanaenudn (nfluencer) Wuedosilonilslunisdeaisnsnain anunsaasians

v

Suslituasduatugluianig wagafanistdudnlaliduduilaals wasdsaenadasiudiieny

Y

484 Micro Influencers Y84 We Are Anthology (2017) #ina1331a18150v 3 eusoi vl Annule
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wuueglnddn wazdfnaudanuaulaluanudaiiudiuds Fedanalidnsinisiidiusiugau oz

= P . P | A U Y a e a a =~
wiuldan Micro-Influencers 3n8utonidlunsdeansiuduslaanifiussaniam Wosainuvaumn
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