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Genshin Impact: Player Behavior and Perception of Cultural

References

Atippat Viengratana
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to investigate gaming behavior and the perception of
cultural references presented in the game. It explores the differences between
demographic characteristics and gaming behavior, and examines the relationship
between gaming behavior and the perception of cultural references in the game
Genshin Impact among players (Travelers).

This research used a survey design with participants drawn from
the Facebook group "Genshin Impact Thailand Official," which has 400,163 members.
A non-probability sample of 300 individuals was selected through voluntary sampling.
Screening questions ensured participants were over 18 and had experience with
Genshin Impact. The sample completed an online questionnaire independently
between June 16 to June 30, 2024. Data were analyzed using descriptive and inferential
statistics.

The research findings reveal that the majority of the sample exhibits
gaming behavior for Genshin Impact 7 days a week, with an average playtime of 1 hour
per day and an average monthly expenditure ranging from 101 to 200 THB.

Perceptions of reference country cultures in Genshin Impact reveal that
the majority of the sample prefers the city of Fontaine, which references early
20th-century France and has the highest level of cultural perception of the referenced
country. When examining specific aspects, perceptions are highest in the areas of
decorative arts, humanities, and fine arts, while perceptions in craftsmanship and sports

and recreation are at a high level.
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The hypothesis testing results indicate that male Travelers have a higher
average monthly expenditure on Genshin Impact than female Travelers.

Travelers aged 25-34 and 35 and older play Genshin Impact more
frequently per week than those aged 18-24.

Travelers with a monthly income of 15,001-30,000 THB and those earning
30,001 THB or more play Genshin Impact more frequently, in terms of days per week,
than those earning 15,000 THB or less. Conversely, those with an income of
15,000 THB or less spend more time per day playing the game compared to individuals
earning 30,001 THB or more. Additionally, Travelers with an income of 30,001 THB or
more have higher average monthly expenditures on Genshin Impact than those earning
15,000 THB or less.

The behavior of playing Genshin Impact in terms of gameplay duration is
positively correlated with the perception of the referenced country's culture as
represented in the game. Specifically, travelers who spend more time playing
Genshin Impact tend to have a higher overall perception of the referenced country's
culture through the game. When examining all five dimensions, it was found that daily
gameplay duration is positively associated with the perception of the referenced
country's culture in the areas of fine arts, craftsmanship, and sports and recreation,
which have the greatest impact on perception. In contrast, the areas of humanities and

decorative arts have the least impact on perception.

Keywords: Genshin Impact, Traveler, Game Online, Behavior, Perception, Culture
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The development of content marketing of FPS in Thailand,

case studies of Valorant and Overwatch 2

Thitipan Saijanholm
Master of Art, Communication and Innovation
Graduate School of Communication Arts and Management Innovation

National Institute of Development Administration

ABSTRACT

This research study the development of content marketing of FPS games in
Thailand, case studies of Valorant and Overwatch 2, which affect the growth of the
economy at home and abroad and serve as guidelines for the development of content
marketing for online games. There are 4 objectives, as follows: 1.) To study the content
presentation of Valorant and Overwatch 2 games. 2.) To study the content marketing
of the game Valorant and Overwatch 2. 3.) To compare the consistency and differences
of the content marketing of the game Valorant and Overwatch2. 4.) To develop
content marketing for Valorant and Overwatch 2.

This research used qualitative methods. This research is based on content
analysis and document research that focus on in-depth behavioral studies. Develop
content marketing for First-Person Shooter (FPS) games.

The results of the research found that 1.) The presentation of similar content
including the format of playing the game is the same. 2.) The marketing format of
online games is divided into 4 points. 2.1) The time period for posting content is
Similarities 2.2) The most common form of presentation is text on images. 2.3) The
methods for making it accessible to the public are completely different.
2.4) An important marketing strategy is E-sport competitions. 3.) Consistency and
differentiation in content delivery and marketing. Consistency: Focuses on content that
inspires and entertains. Contrast: Valorant focuses on content that inspires action.

Overwatch 2 Focus on content that disseminates game news. 4.) Marketing

7
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development requires using the Hero Hub Help marketing strategy and creating How
to content in order to attract more players' attention. And there are more E-sport

competitions organized.

Key words: Development of content marketing, Presentation of content 3. Marketing

strategy, Valorant game, Overwatch game
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The Impact of Media Literacy on The Online News Facebook

Page for Working-Age Audiences

Krit lamphasuk
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The objective of this research is to analyze media literacy and involvement
in the online news Facebook page of working-age audiences. Including studying the
differences between demographics and media literacy on the online new Facebook
pages of working-age audiences and studying the influence of media literacy on
participation on the online new Facebook pages for working-age audiences. This is
quantitative research with a sample size of 314 people, using Non-Probability Sampling
and Purposive Samplingonly people of working-age audiences or people aged 19 - 59
years. Data collection was carried out between June 17 - 30, 2024 and was analyzed
using descriptive and inferential statistics.

The research results found that most of the sample had a high frequency
of visiting the online news Facebook pages. They are most open to receiving
information from Morning News TV3's Facebook page.

The sample group had the highest media literacy level on the online news
Facebook page. When considering each aspect, it was found that the sample group
had the highest media literacy level on the online news Facebook page in terms of
analysis. Next is the aspect of understanding at the highest level. Aspects of valuation
at a high level and awareness at a high level.

Hypothesis testing results It was found that working-age audiences with
different levels of education have different media literacy on the online news
Facebook page. Those who are at the bachelor's degree level or equivalent and higher

than the bachelor's degree level. There will be more media literacy on the online
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news Facebook page. Those whose educational level is lower than a bachelor's degree
in every aspect of both aspects, awareness, understanding, and analysis, In addition,
late working-age audiences will have more media literacy on the online news Facebook
page in terms of analysis than early working-age audiences significantly.

In addition, working-age audiences with higher media literacy about
analytical will "like" or press the "like" button on a post and "comment" or express
feelings on the online news Facebook page more frequently than working-age
audiences with lower media literacy about analytical, and working-age audiences with
higher media literacy about evaluate will press "share" posts on the online news
Facebook pages more frequently than working-age audiences with lower media literacy

about evaluate significantly.

Keywords: Media literacy, Facebook page participation, Online news
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Attitudes Towards the Thai Horror Film Tee Yod and Behavioral
Trends Related to Thai Horror Films

Supachai Nasomwat
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This quantitative survey research studied exposure to Death Whisperer (Tee
Yod; 2023), a Thai supernatural horror film directed by Thaweewat Wanta, on the Ghost
Radio program, related audience behavior in theaters and while watching the movie,
as well as attitudes and behavioral trends related to Thai horror films. Data was
collected from 300 filmgoers who had seen Tee Yod in cinemas. Results were that
most respondents were female, aged from 26 to 41, employed by private companies,
with an average monthly income from 10,001 to 25,000 baht, and having earned
bachelor's degrees. On average, they viewed Thai movies in cinemas nine times
annually, frequently choosing the thriller/horror genre. The principal reasons for this
preference was film script and storyline quality and social interest. Most saw Tee Yod
an average of twice, due to a personal preference for horror/ghost films and following
media coverage of the movie. They had a positive attitude about Tee Yod and showed
high behavioral intent towards Thai horror films. Listening to the Ghost Radio program
did not substantially affect attitudes towards the film, but attitudes towards Tee Yod
and behavioral trends related to Thai horror films were strongly and positively

correlated.

Key words: Exposure, Attitudes, Behavioral trends, Ghost Radio program, Cinemagoing

behavior, Thai horror films, Tee Yod
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Exposure, Attitudes, And Behavioral Tendency Toward the
Audiences Of 8 Minute History Podcast

Krittapas pinkunakorn
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The purpose of this quantitative research was to study the demography,
exposure, attitude, and behavioral tendency towards the audience of the 8 Minute
History podcast. The data was collected from 300 people aged 18 or older who are
the audience of the 8 Minute History podcast by using an online questionnaire. The
results of the research indicated that the majority of the sample were female, aged 27
to 42 years old (Generation Y), who had graduated with a bachelor's degree, earned a
monthly income of around 25,001-50,000 baht, and had a career as a private sector
employee. In addition, the average exposure frequency was 6 days per week, and the
most popular exposure source was the YouTube application. In term of testing
hypotheses, the result revealed that both hypotheses, 1) exposure was related to
attitude towards the 8 Minute History podcast and 2) attitude was related to behavioral
tendency towards 8 Minute History, were related to a positive relationship with a

statistical significance level of .01

Keywords: Exposure, Attitude, Behavioral Intention, Podcast, 8 Minute History Podcast
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Narrative Reflections of Current Thai Social Issues by the

New Generation: A Case Study of TaitosmitH

Natchanon rojwanlee
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This study, entitled "Narrative Reflections of Current Thai Social Issues by
the New Generation: A Case Study of TaitosmitH," is a qualitative research employing
textual analysis of TaitosmitH's lyrics. The study focuses on three main themes:
subculture, social class, and teenager identity crisis. The objectives are to understand
the evolution of the songs for life genre, to identify the social issues reflected in these
songs across different eras, and to analyze the concepts presented in TaitosmitH’s
music.

The research findings indicate that TaitosmitH uses songs for life as a tool
to reflect social conditions perceived as problematic by the new generation. The band
uses music as part of a new form of social movement to demand rights and raise
awareness of various social issues, such as subculture, social class, and youth identity,
through nine songs. TaitosmitH adopts a first-person perspective to give voice to
minorities and those with less power, challenging the system and authority.
Furthermore, the band often concludes their songs by posing questions about the
current social landscape to provoke broader awareness of these issues. The analysis
of these nine songs reveals that in the subculture category, TaitosmitH serves as a
voice for marginalized groups, standing alongside them in their strugsles. In contrast,
songs dealing with social class issues primarily reflect societal problems and encourage
public awareness without directly engaging in the fight, marking a departure from
traditional songs for life. Songs addressing youth identity aim to guide and question

adolescent self-discovery, promoting a sense of responsibility among the new
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generation. Thus, TaitosmitH serves as a musical voice for the new generation, using
their platform to engage with and challenge societal ideologies by addressing issues
such as subcultural marginalization, social and economic oppression, and violence

among youths, thereby fostering societal awareness and change.

Keywords: TaitosmitH, social conditions, new generation, Song For Life, Story-Telling
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Differences in narrative and sociocultural contexts in the

Korean (2020) and Thai (2024) Start-Up television series

Punyawat Phanyao
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University
ABSTRACT

This qualitative research studied differences in narrative and sociocultural
contexts in the Korean (2020) and Thai (2024) Start-Up television series. Content
analysis was used, subdividing narrative style and sociocultural context. Data was
gathered from 16 episodes of the series in both versions. Results: in terms of narrative
differences, characters were similar and dissimilar. The female protagonist had the
same desires, the male protagonist the identical personality, the supporting male
characters experienced the same success, and the supporting female characters
shared similar idea. Yet the supporting grandmother characters had diverse
personalities based on different religious backgrounds, Christianity in Korea and
Buddhism in Thailand. The plots had the same beginning, development, crisis,
resolution, and ending, following narrative themes such as career, love, and morality.
Similar interpersonal conflicts and societal issues were also featured. In terms of era,
setting, and scenery, they remained contemporaneous, past, three years in the future,
and the same work and home settings for the main female and male characters.
Residences for the secondary male characters differed, bein a condominium in South
Korea and a house in Thailand. Identical visual symbols were used to impart secret
messages.

Socioculturally, the narrative about the interaction of social groups
and family relationships were intensely loving and attached. Work groups differed,
in Korea dividing private and professional lives, while in Thailand, colleagues

developed into to close friends. In both, solid friendships were mutually reliant.

22



o oA a | - ' s a 9 s o =
57ENTUE‘I'UL‘UB\W’]ﬂﬂ’]uﬂi%’qu]“ﬂﬂﬂﬂiﬂﬁuﬁ@LLa5ﬂ?iﬁ@ﬁﬂﬂmx‘lﬂﬂw??iﬁ?Wﬂﬁﬁlﬁﬂ UMINYRYFITUAERNT Uzl 2567

Culturally in terms of lifestyle, values, religious beliefs, traditions, rituals and festivals

differed due to diverse South Korean and Thai culture.

Keywords: Storytelling format, Social context, Cultural context
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A Collaborative Production Management Policy of Ecomomic

News On 9mcot Hd: A Case Study of Investment Minutes

Weerada chuncuansungkom
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This bipartite qualitative research studied policy, strategy, and journalistic
factors affecting collaboration in producing the program “Investment Minutes” on the
9MCOT HD channel. Data was gathered by in-depth interviews with four key informants:
the assistant managing director, economic news editor, producer, and host of
“Investment Minutes” as well as other relevant stakeholders; Content analysis was
done by selecting five episodes of “Investment Minutes” broadcast between 19 and
23 June 2023.

Results were that the collaborative production management policy for
“Investment Minute” was a collaboration between MCOT and the Stock Exchange of
Thailand (SET), whose mission and policy is to communicate investment knowledge
through diverse media channels. This concurs with  MCOT policy of renewing
“Investment Minutes” based on the “Stock Station” program of 2004, containing
economic, financial, and investment news as well as promoting investment knowledge.
This formal collaborative policy and agreement on collaborative strategy for producing
“Investment Minutes” included four strategic management steps: environmental
analysis; strategic planning; strategic execution; and strategic control. Each step
involved production preparations and coordination with the SET through quarterly
meetings to set strategic direction for the program’s presentation. Mass communication
factors in “Investment Minutes” may be divided into two parts: internal factors such
as staff, technology, and budget; and external factors such as social context,
inter-agency coordination, competition, consumer behavior, customer advertisements,
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and channels. Each may positively or negatively affect “Investment Minute”
collaborative production. A strategy of concealing weakness with strength appropriate

to the context may make the program more successful.

Keywords: Collaborative policy, Production management, Economic news,

Investment Minutes, 9IMCOT HD
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The Effect of Perceived Cross-Cultural Dimensions Differences
on Thai Employee Efficiency in An Indian Multinational

Company in Thailand

Anusara wongjeak
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This quantitative research examined: 1) perceptions of cross-cultural
dimensions and work efficiency of Thai employees in an Indian multinational company
in Thailand; 2) related background differences; and 3) work efficiency. 230 samples
were Thai employees in an Indian multinational company with at least four months of
work experience. Results were that samples had a high overall perception of cultural
differences (3.57), with the highest degree of perception of cultural differences on
power distance (3.83). Sample rated their overall work efficiency as high (4.02).
Hypothesis testing results indicated that gender, work experience, position, and
department had no impact on views of cultural dimension differences. Cultural
perception of masculinity and femininity influenced sample job efficiency in all
aspects, including work quality, quantity, time, and cost. Yet cultural perceptions of
differences in power distance and long-term orientation had no consistent impact on

employee efficiency.

Key words: Perception, Cross-cultural dimensions and differences, Work efficiency,

Indian multinational company
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Expectation, Exposure and Satisfaction on Internal Media of

Employee in UBE GROUP THAILAND

Anchisa Panwong
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The purposes of this survey research were to study about the expectations,
exposure, and satisfaction by Internal media of employee in UBE GROUP THAILAND
with public relations media within the organization, as well as the relationship between
satisfaction expectations and exposure to internal public relations media among
employees of the UBE GROUP THAILAND, This research is quantitative research in the
form of survey research, using questionnaires as a tools to collect data in a specific
point of time. (Cross-Sectional Study) from a sample group of 200 employees in UBE
GROUP THAILAND. The study collected data during the period from June to July 2024.
For statistical data analysis, descriptive data analysis was used, including percentage,
mean, and standard deviation for statistics. The inferential used by testing the research
hypothesis is Pearson's Product Moment Correlation Coefficient. The results of this
research found that, regarding to expectations that, the sample group had expectations
for public relations media within the organization. The sample group are excellent in
all aspects. When considering each aspect, it was found that the aspect of providing
information had the highest average in terms of receiving useful messages from
employees. such as welfare, training. Reception aspect Most of the sample group were
exposed to the public relations media within the organization through channels.
Electronic mail (E-mail) is the most and regarding to satisfaction with public relations
media within the organization, it was found that the sample group was satisfied with
public relations media within the organization. All aspects are included was excellent.
When considering each aspect, it was found that the information provision aspect had
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the highest average. In the issue, one can be informed of various events and changes
in the oreganization, such as changes in the command structure, adjustments in
positions, and the and the transfer of employee positions. Results of the relationship
between expectations and exposure to public relations media within the organization.
It shown that there was a relationship with expectations from exposure to news from
all public relations media within the organization (r =.472***). The results of the
relationship between satisfaction and exposure to public relations media within the
organization were related to what was satisfaction from exposure to news from all

public relations media within the organization (r =.385***).

Keywords: Expectation, Exposure, Satisfaction, Internal Media of Employee in UBE

GROUP THAILAND
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Media Exposure, Attitude and Intention to Study at Rajamangala
University of Technology Phra Nakhon among high school

students in Bangkok Metropolitan Area

Chawiwan manopa
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research studied media exposure, attitude, and intention to study at
Rajamangala University of Technology Phra Nakhon among high school students in
Bangkok Metropolitan Area. Quantitative research was performed through a random
survey method. The sample consisted of 12th grade students, including a vocational
third-year student who lives in Bangkok Metropolitan Area, for collecting data from 300
samples. Results were that the sample group had media exposure to Rajamangala
University of Technology Phra Nakhon. The channel was at a moderate level (with a
mean of 3.23). Media exposure about Rajamangala University of Technology Phra
Nakhon was at a moderate level (with a mean of 3.31). Attitude towards Rajamangala
University of Technology Phra Nakhon had a positive level (with a mean of 3.85). The
intention to study at Rajamangala University of Technology Phra Nakhon was at a high
level (with a mean of 3.67). In addition, the frequency of media exposure positively
attitude interactions (correlation is .516). Attitudes were positively interacting overall
with the intention to study at Rajamangala University of Technology Phra Nakhon

(correlation is .629)

Key words: Media Exposure, Attitude, Intention to Study, Rajamangala University of

Technology Phra Nakhon
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Expectations for, Exposure to, and Satisfaction with Thammasat

University Elder School Public Relations Media

Supachai Tankon
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This quantitative survey research studied the relationship between
expectations and reception of public relations media of the Thammasat University (TU)
Elder School. Data was collected by questionnaire from 210 TU Elder School students.
Results were that most respondents have high expectations for TU Elder School public
relations media (mean = 3.72) and generally received public relations media at a
moderate level (mean = 3.03). In addition, reception of news-type TU Elder School
public relations media was high (mean = 3.52), with high satisfaction (mean = 3.75).
Expectations for TU Elder School public relations media was positively related to the
reception of public relations media, which in turn was positively related to satisfaction

with TU Elder School public relations media.
Keywords: Expectation, Media exposure, Satisfaction, Thammasat University Elder

SchoolKeywords: expectation, media exposure, satisfaction, Senior Citizens School at

Thammasat University
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Media exposure and the attitude of people of Generation Y

and Z towards the Department of Mineral Fuels

Rachaneekorn Limpagomol
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to study media exposure, knowledge, attitude, and
behavioral trends of people of Generation Y and Generation Z towards online media
of the Department of Mineral Fuels. Data were collected from Generation Z (ages 18 -
27 years) and Generation Y (ages 28 - 43 years) who had been exposed to online media
from the Department of Mineral Fuels in the past 1 year using an online questionnaire.
(Questionnaire) In collecting data, there were 300 people. The results found that the
Generation Y group consisted of 170 people. and Generation Z, numbering 130, are
mostly female. Bachelor's degree Occupation: civil servant / state enterprise employee
Personal income per month 10,001 - 20,000 baht. Both generations have different
exposure to online media from the Department of Mineral Fuels. Generation Z is more
frequently exposed to online media than Generation Y. Both generations have a
moderate level of knowledge. Have a positive attitude towards the Department of
Mineral Fuels. And there is no difference in behavior towards the Department of
Mineral Fuels. Exposure to online media is positively related to knowledge. and
knowledge was positively related to attitude towards the Department of Mineral Fuels
in the Gerneration Z group. It was also found that attitude was positively related to

the behavioral tendencies of both groups.

Keywords: Media Exposure, Knowledge, Attitude, Behavioral Tendencies, Online

Media, Department of Mineral Fuels, Generation Z and Generation Y
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Exposure and Attitudes of the Investigation Division

Metropolitan Police Bureau Facebook Fanpage

Kanokwan Deesubin
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This is quantitative survey research investigated the reception of, attitudes
about, and exposure trends towards the Investigation Division Metropolitan Police
Bureau (IDMB) Facebook fanpage. The relationship between exposure to, and attitudes
towards, the fanpage, as well as between attitudes and exposure trends among 30 0
followers aged 18 and older, were studied. Results were that most samples were
female, aged between 24 and 35, with undergraduate diplomas and working as civil
servants or state enterprise employees. Their average monthly personal income ranged
from 15,001 to 30,000 baht. Engaged with IDMB Facebook fanpage an average of 3
times weekly, primarily to access news. They tended to favor open content related to
knowledge sharing and different types of crime prevention warnings, seeking self-
protection. In addition, samples had a mostly positive attitude towards of the fanpage.
There was a positive correlation between exposure and overall attitudes towards the
fanpage among followers. Attitudes correlated positively with the fanpage exposure

trend fanpage among followers.

Keywords: Exposure, Attitudes, Behavioral exposure trend
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Media Exposure, Attitudes, and Behavioral Trends Toward

Secondary City Tourism Among Thai Tourists

Sasikarn Jittawana
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to study media exposure, attitudes, and behavioral
trends in secondary city tourism among Thai tourists. It examines the relationship
between media exposure and attitudes toward secondary city tourism, the relationship
between media exposure and behavioral trends toward secondary city tourism, and
the relationship between attitudes and behavioral trends toward secondary city
tourism among Thai tourists.

This quantitative research uses survey methods and questionnaires to
collect data at one point in time (a cross-sectional study). The population consists of
Thai people aged 18 and over who have received information about secondary city
tourism. The sample size is 300 people, and data were collected using questionnaires
distributed via social media from June 29 to July 16, 2024. The data were analyzed
using descriptive statistics and inferential statistics.

The results showed that overall, the sample group had a moderate level
of media exposure regarding secondary city tourism, with the majority having high
exposure to online media and moderate exposure to offline media.

The attitudes toward secondary city tourism among Thai tourists were
generally positive. Most respondents strongly agreed with the physical evidence aspect
of secondary city tourism, followed by strong agreement on the product, people, price,
promotion, and process aspects, while the place aspect received moderate

agreement.
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Regarding behavioral trends in secondary city tourism, the overall sample
showed a high level of intention. The majority were highly inclined to recommend
secondary city tourism to others and had a strong intention to travel to secondary
cities themselves.

Hypothesis testing results found that overall media exposure regarding
secondary city tourism is significantly related to the attitudes of Thai tourists toward
secondary city tourism, with a positive relationship.

Overall media exposure regarding secondary city tourism is significantly
related to the behavioral trends of Thai tourists toward secondary city tourism, with a
positive relationship.

Overall attitudes toward secondary city tourism are significantly related to
the behavioral trends of Thai tourists toward secondary city tourism, with a positive

relationship.

Keywords: Media exposure, Attitudes, Behavioral trends in tourism, Secondary cities,

Thai tourists
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Strategic Communication and Message Design for Thai Specialty
Coffee Driving by Thai Specialty Coffee Association
of Thailand: SCATH

Suphitcha Chommarerng
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This qualitative research studied Strategic Communication and Message
Design for Thai Specialty Coffee Driving by Thai Specialty Coffee Association of
Thailand. The study has the following objectives: 1) To study the strategic
communication planning of the Thai Specialty Coffee Association of Thailand 2) To
study the message design of the Thai Specialty Coffee Association of Thailand
This qualitative research on in-depth interview basis and documentary
research with additional data collection through press interviews and diverse
information related to the operations and communication of Thai Specialty Coffee
Association (SCATH). The study is based on strategic communication theory and
effective message design concepts. The research findings discovered the strategic
communication planning of Thai Specialty Coffee Association is divided into 9 primary
steps: 1) Situation Analysis 2) Goals 3) Objective 4) Message 5) Target Publics 6)
Communication Strategies 7) Tactics 8) Implementation and 9) Evaluation
The strategic operations and communication of Thai Specialty Coffee
Association of Thailand are adjustable according to both of internal and external
environment related to the Thai specialty coffee ecosystem, align with following six
external factors: 1) Political 2) Economic 3) Social 4) Technological 5) Environmental

and 6) Legal
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Thai Specialty Coffee Association of Thailand considers these factors to

enhance their effective operational and communication, thereby supporting and
driving Thai specialty coffee development for the overall local living conditions within
long-term sustainable coffee ecosystem, environment and society.
To achieve the goal for elevating Thai specialty coffee to high- quality coffee globally,
through partnership building and storytelling strategies. The strategic commmunication
and message design influences based on the three primary target publics: 1) Upstream
2) Midstream and 3) Downstream of the coffee ecosystem.

The two factors are considered with these target publics in message design
which include: 1) Considering the understanding and knowledge nature of the receiver
2) Designing effective messages, to meet specific needs and to create value for the
target publics within the Thai specialty coffee industry ecosystem and society, as a

non-profit organization.

Keywords: Strategic communication, Message design, Specialty coffee, Specialty Coffee

Association of Thailand, SCATH

49



o oA a | - ' s a 9 < o =
57ENTUE‘I'ULUB\W’]ﬂﬂ’]uﬂi%’qu]“ﬂﬂﬂﬂiﬂﬁuﬁ@LLa5ﬂ?iﬁ@ﬁﬂﬂmx‘lﬂﬂw??iﬁ?Wﬂﬁﬁ]ﬁ“’\ UMINYRYFITUAERNT Uzl 2567

n1sAnwviAuARvaInguLnuaduiansdauasunisuelaeldfalu

NYIFNYAYATUALAZNITNDUAUBIRBNITHLEITUNITVIY

UNSUY  Lun1eIU
MIEASAANTUMN TGS A1U1IVINTINNISNISARENITOIANT

AMLINTANTANENT LA EDANTUIATY UMINYIFUTIIUANEAS

¥
a v a A v

NUITBUTTngUszasAian1sAn v AUARYaINg ULNUAS Us BN TdLETY

13 velegldAaluaindsdneregiuAuaznisnovaussnanisduasunisvie tunis

Y a ad ¢ !

NI en133dedad59 hudeyaainnauunuaduresdaluandsdieny

o

wh Negsaws 18 VIuld Mpesunsiuianssunisduasunisviendnisld@aliuaindsd

)}

L)

[ Y] a

NeA1eguR 91U 300 AL NANTITENUI FiruARYBINqUUUATUABNSALETINTUY

aa 6 1

lngnisivveuaulagldfatiuantidinearegiud ansilvimuaiidauaniusysuinn lag
wuiiruafsuga g sesasnAeiruaRsuauuilingde wassiruaidy
ANUAIRALANNATU wazviruARvaInguwuAdUioN1TEuESINTY Inensudelugalyn
lngld@atuandidneeegdus MwsiudviruafiBauintuseduinn lagnuindnuaiuu
ndlaunndign sesasnfesirunisiunuiisgals uagiiruadfuyarfiumuddu uas
N13MBUALDIRDNITAUATUNITVIBVBINAUUNUATY A mTInin1snevauadluszauin lay
wuinAnnsmaaesliduditliinelduinign sesaundenisaounuiisiAuiAefudud
uaznsnAud SufuanuFomafiutiinanistedud Susuareiimaasunsiduiannms
Audnauts Suduriefimadlufigadiminsveansidudmiu uandfineuilunistedudn
PUdFU HansTAdeUANLRg N U TaviruARvasnguuuadUsan1slHve kAL NT
wiatudalen lagliRatluandidineaegiud danuduiusiunisneuaussionisdaasy
MsveveInguuiundy Tnei3ssandumnuisgals sunianilingda uazsugaduia

AIUAIRU
ANFNATY: NTANATUNITVIE, TIAUAR, N1SHBUAUEBS

50



o oA a | - ' s a 9 ¢ o o
37ENTUE‘I'ULUB\W’]ﬂﬂ?uﬂi%‘qu’ésﬂﬂﬂﬂiﬂﬁuﬁaLLa5ﬂ?iﬁ@ﬁﬂﬂmﬂﬂm%??iﬁ?Wﬂﬁﬁ]ﬁ“’\ UMINYRYFITUAERNT Uzl 2567

The Attitudes of Fanclub Towards Sale Promotion Activites
Using Bl Series Artists fromm Domundi Company and

Their Response

Natthamon Monthaswin
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to study THE ATTITUDES OF FANCLUB TOWARDS SALE
PROMOTION ACTIVITES USING BL SERIES ARTISTS FROM DOMUNDI COMPANY AND THEIR
RESPONSE. It is a quantitative research study using a survey research method. Data was
collected from fanclub of artists from the BL series company “DOMUNDI” who are 18
years of age or older and have been notice for the sale promotion activities involving
these artists with a sample size of 300 people.

The research findings that the overall attitude of fanclub towards sale
promotion activities involving premium giveaways with artists from the BL series
company “DOMUNDI” is a high level of positivity. The most positive attitudes were
found ranked in the following order: an added value, a trustworthiness, and an
attractiveness. Also, the research findings that the overall attitude of fanclub towards
sale promotion activities involving sweepstakes with artists from the BL series company
“DOMUNDI” is a high level of positivity. The most positive attitudes were found ranked
in the following order: a trustworthiness, an attractiveness, and an added value.
Likewise, the research findings that the overall response of fanclub towards sale
promotion activities is high. The most response were found ranked in the following
order: a trying out products that not used before, an inquiry for more information
about the products and brands, an increase in purchase volume, a switching from a

competitor’s brand, a visiting the brand’s sales points, and an increased purchase
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frequency. Therefore, the results of the hypothesis testing reveal that both fanclub
attitudes towards premium giveaways and sweepstakes involving artists from the BL
series company “DOMUNDI” are related to their response to sale promotion activities.
The relationship is ranked in the following order: an attractiveness, a trustworthiness,

and an added value.

Keywords: Sale promotion, Attitude, Response
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Exposure to marketing communication tools recognize to image

and consumer behavior towards EleX by EGAT

Masarat Potichan
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The purposes of this research were: i) to study the exposure to marketing
communication tools, perception of image and behavioral trends in using the EleX by
EGAT Charging Station among the target group, ii) to study the relationship between
exposure to marketing communication tools and perception of image of the EleX by
EGAT Charging Station among the target group, iii) to study the relationship between
exposure to marketing communication tools and behavioral trends in using the EleX
by EGAT Charging Station among the target group, iv) to study the relationship between
image perception and behavioral trends in using EleX by EGAT Charging Stations among
the target group, in the form of survey research. The sample group was 300 people,
obtained through the nonprobability sampling and convenient or volunteer sampling
methods. The online questionnaires were applied as the tool for collecting the data
from the sample group during 2024, May 15-31.

The research findings revealed that the majority of the sample were
female, aged between 31-45 years, and marital status. Their highest level of education
was bachelor's degree. Most of them worked as employees of private companies,
earned the average income 30,001-50,000 baht per month, and most of them are
those who have used the EleX by EGAT Charging Station and have used NETA brand
electric cars. The overall exposure to marketing communication tools of the EleX by
EGAT Charging Station was at a high level with an average of 3.72. The exposure to
sales promotion tools was the highest, with an average of 3.80. The overall perception

of the image of the EleX by EGAT Charging Station was at a high level with an average
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of 4.05. The perception of corporate image was the highest, with an average of 4.13.
The overall behavioral trend in using the EleX by EGAT Charging Station was at a high
level with an average of 4.08, and there is a tendency to persuade friends or close
people to select using the EleX by EGAT Charging Station, with an average of 4.23. The
hypothesis testing results showed that that the exposure of all marketing
communication tools was related to the perception of the image of the EleX by EGAT
Charging Station. The marketing communication through promotional tools was more
related to the perception of the image of the EleX by EGAT Charging Station than other
marketing communication tools at the significance level of .001 (r = .390), which was
at a moderate level. Exposure to all marketing communication tools was related to
the behavioral trend in using the EleX by EGAT Charging Station, namely; marketing
communication through public relations tools was more related to the behavioral
trends in using the EleX by EGAT Charging Station than other marketing communication
tools at the significance level of .001 (r = .474), which was at the moderate level.
Perception of image in all aspects was related to the behavioral trend in using the EleX
by EGAT Charging Station, namely; the perception of the image of products and
services was more related to the behavioral trend in using the EleX by EGAT Charging
Station than other brand image elements at the significance level of .001 (r = .511),

which was at a high level.

Keyword: EleX by EGAT Charging Station, Exposure to Marketing Communication,

Marketing Communication Tools, Perception of Image, Behavioral trends
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Online Media Exposure, Perception of Image, And
Mistine Product Purchasing Behavior of Consumers

After a Global Rebranding

Chiwarat Kittisirisawat
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The objective of this research to study online media exposure, perception
of image, and Mistine product purchasing behavior of consumers after a global
rebranding, to study the relationship between online media exposure and Mistine
brand image perception of consumers after a global rebranding and to study the
relationship between perception of image and Mistine brand purchasing behavior of
consumers after the global a global rebranding.

This research is quantitative research using survey research. The population
is consumers who have used the product and were exposed to media from the Mistine
brand Official Account after a global rebranding, aged 18-42 years, totaling 300 people.
Quota Sampling was used to select the sample group and a questionnaire was used
for data collection. Data was collected via social media from July 1-20, 2024, and data
was analyzed using descriptive statistics and inferential statistics.

The research found that the sample group had a high level of online media
exposure, with Instagram MISTINE OFFICIAL having the highest level of exposure, and
the sample group had a high awareness of the Mistine brand image after a global
rebranding. The sample group was most aware of the brand image, followed by the
product or service image at the highest level, and the image of the institution or
organization at a high level, respectively. In addition, the sample group had a high level

of purchasing behavior for Mistine brand products after a global rebranding. They
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purchased Mistine brand products in skin protection and sun protection products at a
high level, followed by facial, body, and hair care products at a high level, body
cleansers at a high level, cosmetic products for the face, eyes, and mouth at a high
level, and perfume products at a high level, respectively. The most important reason
for purchasing Mistine brand products was product quality.

The results of the hypothesis testing found that overall online media
exposure was significantly related to consumers' perception of Mistine brand image
after a global rebranding, with a positive relationship. It was also found that overall
image perception was not significantly related to overall consumers' purchasing

behavior of Mistine brand products after a global rebranding.

Keywords: Online Media Exposure, Perception of Image, Purchasing Behavior, Mistine
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Title The Relationship Between Media Exposure Trust and
Behavior Food Ordering Service Through Lineman Application

of Service

Yawitha Vithayanun
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research to study to study media exposure Trust and behavior of
service users in ordering food through LINEMAN To study the relationship between
media exposure and service users' behavior in ordering food through LINEMAN. To
study the relationship between trust and the behavior of service users ordering food
through LINEMAN. This research uses survey research. The population is consumers
aged 18 years and over who are repeat users of the service through the LINEMAN
Application. The sample size is 320 people, using quota sampling. and use
questionnaires as a tool to collect data The data was collected from network
transmission and published on the social media Facebook during the period 1-30 June
2024 and analyzed with descriptive and inferential statistics.

Overall media exposure was at a high level of exposure. It was found that
the sample group had the highest media exposure to the LINEMAN Application. Overall
trust in LINEMAN is at a high level. Have the highest trust in LINEMAN in terms of giving
time (Take Your Time) The behavior of users using the service to order food through
the LINEMAN application has a number of days of using the LINEMAN service, with a
frequency of using the service of 2 days per week. and has a value per purchase of
151-200 baht. Food orders are most popular through LINEMAN, made to order food

category.
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The results of the hypothesis testing found that overall media exposure
was not significantly related to the behavior of using the food ordering service via
LINEMAN, both the frequency of using the service and the amount of value per
purchase. And overall trust has no relationship with the behavior of using the food
ordering service via LINEMAN in terms of frequency of service use. and the amount of

value per purchase is significant

Keywords: Media Exposure, Trust, Service Behavior, LINEMAN Applications
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Media Exposure, Attitudes and Behavioral Trend Consumer Of

Coca-Cola Zero Sugar Advertising

Watcharaporn Innuan
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The Study on Media Exposure, Attitudes, and Behavioral Trends of
Consumers Toward Coca-Cola Zero Sugar Advertisements was the survey research.
The purpose of the research is to study individuals aged 18 years old and above who
have seen Coca-Cola Zero Sugar beverage advertisements in the “Aroi Sa Tha Hai
Long” and “Aroi Jat Chat Pa” campaigns. By PP Krit Amnuaydechkorn Presenter of
Coca-Cola Zero by volunteer sampling, totaling 300 people. The research results
showed that most samples are females, working age (25-42 years old), with a bachelor's
degree, private company employees, and a monthly salary of 15,001-30,000 baht.
This is the most exposure for new media. Most of them have media exposure through
Instagram and Youtube and have positive attitudes towards the creative aspects of the
advertisements, particularly the visual elements. In the future, the tendency
behavioral, Intention to purchase Coca-Cola Zero Sugar beverages was the most
prominent outcome. Additionally, it was found that exposure to Coca-Cola Zero Sugar
advertisements was related to the attitudes toward the advertisements, and these
attitudes were, in turn, related to behavioral trends toward Coca-Cola Zero Sugar

beverages.

Keywords: Coca-Cola Zero Sugar, Advertising, Exposure, Attitude, Behavioral Trend
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Media Exposure, Consumers’ Attitude and Consumption
Behavior Towards Tansansu Korean Soda:

Case Study of Ichitan Company

Jantakarn Siripromma
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The objectives of this research to study the media exposure, attitudes
toward marketing mix, and consumption behavior of Tansansu Soda. This study was
quantitative research through a survey. An online questionnaire was used as a research
instrument for data collection from a sample of 300 persons of Gen Z consumers (aged
18-26). The major findings revealed that, overall, consumers' media exposure to
Tansansu Korean soda was related to their attitude toward the marketing mix (r = .482).
The most frequent media were offline media, including television advertisements
(TVC), and online media, such as Facebook. In terms of attitudes toward the overall
marketing mix, product, price, place, and promotion were related to the purchasing
behavior of Tansansu soda (r = .327). Attitudes toward the marketing mix and
promotion were related to the purchasing behavior of soda. Tansansu was the most
popular (r = .288). It was also found that the sample group most frequently purchased
the Soju Bomb Flavored. The purpose of purchase was for self-consumption, and the
reason to buy was for delicious taste. The frequency of purchasing was, on average,

4 bottles per week.

Keywords: Attitude, Consumption Behavior, Marketing Mix, Tansansu, Soda
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ROMANCE SCAMS: KNOWLEDGE AND ATTITUDES AMONG
GENERATION X

Nontalun anurak
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to study the knowledge, attitudes, and media exposure
behaviors related to romance scams among Generation X (aged 44-59 years) involving
300 participants. The findings revealed that the majority of the sample were male,
aged 50-59 years, married, held a bachelor's degree, employed in government or state
enterprises, and had an average monthly income of 30,001-45,000 baht. Most
participants were moderately exposed to romance scam information, mainly through
offline channels such as television, newspapers, and radio. The majority had a
moderate level of knowledge about romance scams, with only a few having a high
level of knowledge on this topic.

Additionally, most participants indicated negative attitudes towards
romance scams, viewing them as a serious threat deserving legal punishment, and
considering such acts as immoral, irresponsible, selfish, despicable, shameful, and a
danger to internet users' safety. The majority had never received suspicious messages
or contacts suspected to be romance scams, but those who had received such
messages exhibited high-level coping behaviors, predominantly by blocking the sender.
Participants generally displayed moderate coping behavior tendencies, with the highest
intention being to carefully protect personal information and the lowest intention
being to report suspicious profiles.

The study also found a positive correlation between media exposure to
romance scams and both knowledge and negative attitudes towards these scams.

However, no statistically significant relationship was found between knowledge and
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attitudes, or between attitudes and coping behavior tendencies regarding romance
scams.

The results of this study emphasize the need to enhance the knowledge
and understanding of romance scams among Generation X to effectively cope with
this cyber threat, reduce the risk of victimization, and build confidence in safely using

online media.

Keywords: Romance Scams, Generation X, knowledge, attitudes, media consumption

behavior
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The Relationship Between Online Media Exposure, Knowledge,
And Attitudes Towards the Process of Acquiring Members of The
Senate According to The Constitution of The Kingdom of
Thailand, B.E. 2560 (2017) Of the People

Supalak Tawinwisan
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to study The relationship between online media
exposure and knowledge about the process of acquiring members of the senate
according to the constitution of the kingdom of Thailand, B.E. 2560 (2017) of the
people, The relationship between online media exposure and attitudes towards the
process of acquiring members of the senate according to the constitution of the
kingdom of Thailand, B.E. 2560 (2017) of the people and The relationship between
knowledge and attitudes towards the process of acquiring members of the senate
according to the constitution of the kingdom of Thailand, B.E. 2560 (2017) of the
people

The research employs a survey methodology. The target population for
this study comprises Thai citizens aged 18 and over who reside in Thailand and are
aware of the process of acquiring members of the senate, as of June 2024. A sample
size of 300 individuals was selected using non-probability sampling, specifically
accidental sampling. Data was collected via online surveys from June 17, 2024, to July
17, 2024, and analyzed using descriptive and inferential statistics.

The findings reveal about the online media exposure that the sample
showed a moderate level of exposure to online media related to of the process of

acquiring members of the senate. The highest exposure came from the Senate
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Secretariat's online media, followed by the House of Representatives Secretariat and
the Election Commission's media.

In term of knowledge reveal that most respondents had a moderate level
of knowledge about the process of acquiring members of the senate. Fewer
respondents had high knowledge, and an even smaller number had low knowledge.

Towards the attitudes reveal that overall, the sample held a neutral
attitude towards the process of acquiring members of the senate. Specifically, attitudes
were somewhat positive regarding public participation in the election process, while
attitudes towards the integrity and fairness of the process were neutral.

Hypothesis Testing reveals that no significant relationship was found
between overall or specific aspects of online media exposure and knowledge about
the process of acquiring members of the senate. However, there was a significant
positive relationship between overall online media exposure and attitudes towards
the acquiring process. Specifically, individuals with higher overall online media
exposure had more positive attitudes towards the acquiring process, while those with
lower exposure had more negative attitudes. Knowledge about the senatorial acquiring

process did not significantly relate to attitudes towards the process.

Keywords: Senator, Constitution, Parliament, Political Communication
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Media Exposure and Factors Affecting the Decision to Purchase

Art Toys from Pop Mart Thailand

Raveerat Rojtavornpornsuk
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This research aims to study media exposure, purchasing behavior and
factors affecting the decision to purchase art toys from POP MART Thailand are
quantitative research. By using a survey research method, data was collected from
consumers aged 18 years and over who have experience in buying art toys from POP
MART stores in Thailand in the number of 300 people. In the form of an online
questionnaire, the results of the study found that Gender demographic characteristics,
Education level and monthly personal incomes are different new media exposure
regarding POP MART's art toy products.

Most of the sample group had exposure to traditional media in the form
of special events at a frequent level and there is frequent exposure to new media
such as Facebook as well.

In addition, the study found that gender, age, education level and monthly
personal income differed are factors that affect the decision to purchase art toys from
POP MART Thailand in every aspect, including products, price, distribution channel and

marketing promotion is no different.

Keywords: Art toys, Figures, Demographic characteristics, Media exposure, Factors

affecting purchasing decisions, Marketing mix
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Content Exposure, Attitudes and Behaviors Towards

the Virtual Idol Group Plave

Nicha Tongtharadol
Master of Art, Media and Content Administration

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The study titled “Content exposure, attitudes and behaviors towards the
virtual idol group Plave” aims to investigate the reception of content, attitudes, and
behaviors towards the Virtual Idol group Plave. It explores the relationship between
the reception of content related to the Virtual Idol group Plave and the attitudes
towards them, as well as the relationship between the audience's attitudes towards
Plave and their behaviors towards the Virtual Idol group. This study is quantitative
research and survey research that uses closed-ended questionnaires as a tool for
collecting data. The data is collected through online questionnaires from 300
individuals who are familiar with the Virtual Idol group Plave and have previously
engaged with content from the official account of Plave, a Virtual Idol group from
South Korea.

The study found that the sample group frequently engaged with content
from the Virtual Idol group Plave, with an average overall frequency of 4.26 or 4 days
per week. The highest frequency of engagement was through the platform X (Twitter),
with an average of 5.81 or 6 days per week. In terms of the duration of content
engagement, the majority spent more than 60 minutes. The sample group had a very
positive attitude towards the Virtual Idol group Plave, with the highest regard for their
skills. Regarding behavior towards the Virtual Idol group Plave, the behavior was
frequent, with direct behaviors towards the idols being more common than behaviors

resulting from the idols.
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The results of the hypothesis testing revealed that the reception of content
related to the Virtual Idol group Plave is correlated with attitudes towards the Virtual
Idol group Plave. Additionally, the attitudes of the audience towards the Virtual Idol
group Plave are correlated with behaviors towards the group. These relationships are

of moderate strength.

Key words: Virtual Idol, Content exposure, Attitudes, Behaviors

80



o oA a | - ' s a 9 < o =
57ENTUE‘I'ULUB\W’]ﬂﬂ’]uﬂi%’qu]“ﬂﬂﬂﬂiﬂﬁuﬁ@LLa5ﬂ?iﬁ@ﬁﬂﬂmx‘lﬂﬂw??iﬁ?Wﬂﬁﬁ]ﬁ“’\ UMINYRYFITUAERNT Uzl 2567

nsAneLlanIuaznsildusInUWadnINAIYa9§INITINEIMNTUSENS

ANUADIT AUAS
MIEASAARTUMN UGS A1U1IVINTINNISNISARENITOIANT

AMLINTANTANENS LA ADANTUIATU UM INY1BYSITTUFERNS

meAfedes “mafinwidomuarnsidusuumedninavessiaiuemis
Ueghe” 18un5398189USunas (Quantitative Research) 19n158mvintenansassita (Coding
Sheet) Lﬂum%ﬂﬁdumﬂﬁm’f@yja warldnisiasesiidown (Content Analysis) lnod
TagUszasa 1) Lﬁaﬁﬂmgmwwfam Ussuamvaaiilon wagnsildus v dninagsne
$rupmnstiegne) Lﬁam%mﬁwgmmuLﬁamﬁ’umsﬁmuiammmﬁﬂLwaqiﬁaﬁmmmi
Daghe 3) Wiessudisudssamiomfunsiidmusiuuy  wedninagsiadiuemsts
619 vuigdnumagIiaiuemsiiegns S1uau 4 wa léun Bar B Q Plaza, AKA Japanese
Restaurant, Tenjo Sushi & Yakiniku Premium Buffet &g Sukishilntergroup J9e19alng
N waze sy RaudTudl 21 Suiau 2567 - 6 nquniau 2567 lneifudeyaluion
wepunnAy 2567 Srunmilevansisdu 301 nad

MnHaNIAnY1 wuin edninagsfafiuenmstegnadnaueiionsuiuy
Yom1u (Text) annfian fovar 38.44 s93a9n ldua 3Un1w (Photo) Seway 33.21 A
(Link) $avaz 24.14 37l (Video) $avaz 2.16 uazn1ssa (Question) Sosay 2.04 1Ty

& = Y A ) 9 & 6y a v 2w
FJULUULUMINUIINY UBENERA @15 UUIZAMUDNT LWGUNLWATINATIUDIMITUIE19UNY

a a

YNAUDLL DU &2TDINUAIUUSEAUNIINITARIAATUNY 4 AU LASLLDMIATUNAN S U9

[

(Product) 1nfign $euaz 27.78 sesasn Wi evmduresmisnisdadiming (Place)
$ovay 24.30 Lilomdunisaaaiunismaia (Promotion) fesay 21.30 Loy (2) Ausian
(Price) 3oy 20.25 wazilomitiAgdosivdmussamisnisnain Wudssandemil
Usingiesdian Sovay 637 dwiumsiduiudedemuurisdnmagsiaiuemstissng
I3unsuansamidnunniian Yovas 88.67 sesadun lfun msuansauAniu Seoas
6.03 wagnsuss Jovay 5.30 nsilomguuuuder (Link) fradsnsfidiuuselnasiun

Nan 8¢ 590.22 ATwalnad wazn1suausilonmsuiuuiunn (Photo) dAadunisi

81



o oA a | - ' s a 9 s o =
iﬂENTUE‘I'UL‘UB\W’]ﬂﬂ’]uﬂi%’qu]’mﬂﬂimﬂuﬁ@LLa5ﬂ?iﬁ@ﬁﬂﬂmﬂﬂm%??iﬁ?Wﬂﬁﬁlﬁﬂ UMINYRYFITUAERNT Uzl 2567

drutusielnadtasiign agil 520.69 aTwialnad uazUszianilennniiAafenisidiusiy
Aolnaduinyian fe evAuNTALESUNITIAIA (Promotion) 887 657.13 wawtileniill
Neasivdinszauninsnain danadenisildisiudelnaddesian og# 441.38 A3

Aolnan

AdAty: sUBUULem, Ussianiilenn, Msdiusiy, wadnimavesgsnasuemnstegng

82



o oA a | - ' s a 9 < o =
57ENTUE‘I'ULUB\W’]ﬂﬂ’]uﬂi%’qu]“ﬂﬂﬂﬂiﬂﬁuﬁ@LLa5ﬂ?iﬁ@ﬁﬂﬂmx‘lﬂﬂw??iﬁ?Wﬂﬁﬁ]ﬁ“’\ UMINYRYFITUAERNT Uzl 2567

Studying Content and User Engagement on Grill Restaurant

Business Facebook Pages

Karnteera Suepsri
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

This quantitative research studied 1) different forms and types of content
as well as engagement on grill restaurant Facebook business pages; and 2) compare
different forms of content and engagement as well as types of content and
engagement on them. Four Facebook pages for grill restaurants were examined: Bar B
Q Plaza, AKA Japanese Restaurant, Tenjo Sushi & Yakiniku Premium Buffet and Sukishi
Intergroup Korean style ¢rill and Japanese food. Data was collected by coding sheet
from 21 March 2024 to 6 May 2024 for content analysis from 301 posts.

Results were that the business pages offered chiefly text (38.44%),
followed by photos (33.21%), links (24.14%), video (2.16%), and questions (2.04%).
Typically presented content related to the 4P’s marketing mix: product was
commonest (27.78%), followed by place at (24.30%), promotion (21.30%), and price
(20.25%), and unrelated to the marketing mix (6.37%). In terms of engagement, the
most reactions were expressed, followed by comments and shares, in decreasing order
of significance. Link had the highest average engagement (590.22 per post), while photo
had the lowest average engagement (520.69 per post). Promotional content ( 4)
garnered the highest average engagement at 657.13 per post, whereas content
unrelated to the marketing mix had the lowest average engagement at 441.38 per

post.

Keywords: Forms, Types, Content, Engagement, Grill restaurant Facebook business
pages
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Advertising Exposure, Attitudes, And Purchase Decisions for

Electrical Appliances of The Public

Kobkanok Upapong
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The research aims to explore advertising exposure, attitudes toward the
changed Label No.5, and purchase decisions for electrical appliances of the public.
This quantitative research was conducted by using cross-sectional survey research.
Online questionnaires were used as tools to collect data during May 21 - 31, 2024
from 300 persons aged 20 years old and above who had been exposed to the “Saving
Season,” the changed Label No.5 advertisement.

The research found that most of the sample group were female, aged 30
- 39 years old, with a bachelor's degree or equivalent and an income of 30,001 -
50,000 Baht per month, who paid the latest monthly electricity bill of about 1,001 -
2,000 Baht. Overall, the sample group had a moderate exposure frequency of the
“Saving Season,” the changed Label No.5 advertisement (3.05). The most frequent
exposure was through earned media (3.35), followed by paid media (3.16), and owned
media (2.82), respectively. Their attitude toward the changed Label No.5 was at a good
level (4.16). They had the best attitudes toward the new Label No.5 (4.26), followed
by the energy saving (4.21), and the “Saving Season,” the changed Label No.5
advertisement (4.04), respectively. Overall, the decision to purchase new electrical
appliances was at the highest level (4.35).

The results of the hypothesis test showed that the exposure to the "Saving
Season," the changed Label No.5 advertisement, was correlated with the public's

attitude toward the changed Label No.5. In addition, the attitude toward the changed
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Label No.5 was correlated with the purchase decision for electrical appliances. Both

correlations were positive.

Key words: Advertising Exposure, Attitudes, Purchase Decisions, Electrical Appliances,

The Public
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Media Exposure, Knowledge, Attitudes, And Public Engagement
Towards the No Mixed Waste Project by
Bangkok Metropolitan Administration

JIRATCHAYA PONGKANKAM
Master of Art, Corporate Communication Management

Faculty of Journalism and Mass Communication Thammasat University

ABSTRACT

The study, titled "Media Exposure, Knowledge, Attitudes, and Public
Engagement Towards the No Mixed Waste Project by Bangkok Metropolitan
Administration,” aims to examine the relationships between media exposure,
knowledge, attitudes, and public participation in the project. This quantitative research
utilizes a survey method, focusing on a sample of 300 Bangkok residents aged 18 and
above. The findings indicate that the public predominantly engages with offline media
such as out-of-home advertisements, billboards, stickers, digital screens, and posters.
Participants demonstrate a high level of knowledge about the project and hold positive
attitudes toward it. Additionally, the level of public participation in the project is high.

Hypothesis testing reveals no correlation between media exposure and the
public's knowledge about the project, nor between knowledge and attitudes. However,
a significant relationship exists between positive attitudes and higher levels of
participation in the No Mixed Waste Project. These results highlight the importance of

fostering positive attitudes to enhance public engagement in environmental initiatives.

Keywords: Media Exposure, No Mixed Waste Project, Bangkok Metropolitan

Administration
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