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ABSTRACT

The research aimed at investigating Journalists Broadcasting and Actor “impact of
media to children” A stratified In-depth Interview of 2 professor in Communication arts, 1
judging committee for children’s new agency, 2 journalists in social and children’s function,
6 journalists and 3 corporate communication

The research found that presentation of the substance of the mass media impact on
children, Social media virtual tsunami that rush into continuously and do not set up and the
media made a serious matter as evil funny joke through reproduction to become normal,

One thing to protect children by the parents to reduce the gap until the children trust.

Keywords: Impact of media, Children
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Abstract

According to Black Carbonate Drinking market compete strongly because of the very
high market value, 4 core brands compete the market share to be the market leader. The 4
Core Black Carbonate Drinking use Brand Communication Tools as one of market strategies
which got intention to do this researching. The objectives of this quantitative research intents
to study about the stylus, the levels and the relationships of Black Carbonate Drinking Brand
Communication Tools Exposure; 17 tools and the stylus, the levels of Black Carbonate
Drinking Brand Awareness; 10 styles,also the Core Factor Analysis of Brand Communication
Tools effect to Black Carbonate Drinking Brand Awareness by VARIMAX Rotated-Extracted. The
400 designed questionnaires use as collecting research data from Black Carbonate Drinking
Consumers who live in Bangkok Cosmopolitan at 0.05 or 95%validity.

The result of this research shows the consumers have all Brand Communication Tools
Exposure, all Brand Awareness styles as well. The consumers have middle to High Brand
Communication Tools Exposurelevel and middle Black Carbonate Drinking Brand Awareness level.
There are relationships between Brand Communication tools Exposure level and Brand Awareness
levelof Black Carbonate Drinking. When using are VARIMAX Rotated-Extracted by Factor Analysis,
the results show all of 16from 17 variables are extracted into 4 core factors which can predict
63.587% of Variances. All Variables are extractedeffect on Black Carbonate Drinking Brand
Awareness excludedonly one variable; “Cinema Media”.

Keyword: Exposure, Brand Awareness,Brand Communication Tool, Consumer
Effected, Black Carbonate Drinking
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UM anas 4.02%nedadendnvesnisidaudszaianisiavananas e uslnavzasnisididu
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[%
L% v LY

dosmnanmiasvgiarrans daymymanmadiosiiintu vildmdsteanas lieglunmeiingdudne
ey (Yan' 1daulavanasanil2556, 2557)

nsafensauddafeduiafvddnlunsdaauatvayunisyihaaalugaiagdu Avidli
fauAduNINN31678uA" (a Brand is more than a Product) inlsinsndusilunguussinmiaeiu
frnulaaiiu wandaainpsaudauiiduguaaiu (Aaker, 2012) in3osilensdoasns@udengg
(Brand Communication Tools) lussdusznauiliiAnnsdeansssninmmauiiunguguslaa
a$1am31du (O’Guinn, Allen &Semenik, 2012) vilviguslaainn1snseniinilunsndua (Brand
Awareness)  BsdsualiAnnissutmanduddfodlunain ianissandlanmaud® (Attibute)
AUTEleIRNeY veInsIduA (Benefits) vson1s3dniinlaluns@iuan (Brand Recognition) inlwt
\Ann33uiandn sednfiensndudi (Brand Recall) Fafuiunvesnsidunsidudlunislavesiuslna
(Brand of Mine) (Belch & Belch, 2012) Jafufbnuesnisfnuidoidost

L4 I3 a o
1M UTEEIANTSINY
Togusrasin1sideasell 1 6 4o laud 1) dnvazuavsyaunnUaiuiasesion1sdeansng

J [ 2/

WAENGY LATesRlngnaudveUslna2)  AnvnzlavseiunaseninilunsiduanIesiu

N

Y

3

v v 5

1Bnandiveeuilnn3) AnuduiusTEninssyiunseseninilunsausasesnuindnaudnaives

a

AUslaAfiusEAuNsIUaTuASaslledeaInsIduA1inee Wesesnutdnaudmveuslan 4) Jady

Y

e

v

NANLATDBNNTHRAIINIIEUAINS LATesRNUNgnandd1v0USIAANdNaNTENUABNITNNS
nsyvtnilunsdunnesesriutdnaudmveuilan

Wanilun1side

M3IFeTuildun1s3de18eU3unns (Quantitative Research) lnsnisiiuteyadnnguiuslon
\w3eeRNtdnaudan (Black Carbonate Drinking) iangjauazyieg Fellengmaus 10 - 60 U fenfiuay
Tuwangawmmumuas 91w 400 9a TEisMmunvuIanguilagsuunsainyssynstidiuauly
ansatiuld (nfinite  Population)  M15gfuA1MLTetU 0.05 Tngn15AUTYALUUIRNIZIIZIY
(Purposive Data Collecting) (@3t wawide, 2554) lugramsunsngiau 2556

Tdmainudeyadnuuuasuniu (Questionnaires) 313U 5 vt wuan1sinnsusedulu 3
1 = 1 a [ I3 1% v wAa . al YY) .
AU A @IUN 1 anwaleyaUIzyIng lWuryaLuuwINUgas (Nominal Scale) uagtieaunu (Ordinal
Scale) Tagldnmsinsiendayanenismainud (Frequency) war3awas (Percentage) (A3Yy wad
A, 2554) @il 2 dnvuzLazsEAUNIUASULAT0ILADATNTIAUAILATOINLLNDAALAAIM1Y) 104
nauuslnAninasenssentinilunsdumiesesmuingnaudnldnisiesegideyalasnmavnaaie
(Mean) uazAIANUAIALARBLNIANTEI (S.0) 1NUU WTeyaunAuTadenanmewruNsdeansna
dufnne veanquiuslnanesuiedeyalanfign lngldisiinseviosdusenau (Factor  Analysis
Methods) uaannladeniedsiinsgiesnusenaunan (Principal Component Analysis) tivelila

s a2 a v v v sw = A I3 Y ad  a ¢ | =i

29AUTZNDUNITUDATLADNULAZAUNUSNY TUADNRYULNUDIAUTENDUAILITIITUUNY(VARIMAX)EIUN
3anwarkarszaunInsEniinlunsdua Coca Cola 31U 10 Tomau Ingldmsinevideyalag

! = ! = = v = [J
MIMALRRY (Mean) uagAIANAIAAREUINATEIY (S.D) Fadeyalunuudeuniuneun 2 uay 310y
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ToyauszinnszAuY N (Interval Scale) § 5 sEAUALNTTHUITEAUYIBS Likert (AT Wewide, 2554)
wssedusaust 1 - 5 fe doeflan ey Urunans 1n uazannitgn
Tuduuundn noud wazaideiiiendes wnAnussaneIesdlonsdoarsnsduduay

nslewan fiteannsnnunueiesdiensdoasnnaudnléiau 17 indowtseonidu 4 ngu
Tvig) naafie naudl 1 nawdesnawu (Mass Media) naudl 2 naudedumesidn (Internet) nauil 3 do
yaRa gilavEnanianuAn (influencer) uazngud 4 vosfiszdnineg (Give Away) lnogidels
FIWTWUNINNTIFRVRITNIVINTIIWIU 7 1ay

drunguinsnentinilunsidu (Brand  Awareness)  HI385UTIUNGUUTLANYDINAT
nsgniindlunsdudn (Brand  Awareness) Idfviadu 10 Usziam vquiinssurumsiuivesiuilng
(Consumer Perception Process) 91nn1silasuiadasiienisdeansnsdudsingg asidnuazunneg
fulufuilnausdazau mudnuvuzeoinsiul nandel) dnsidenilazilniy (Selective
Perception)anndeisq fnudinnuweu aula 2) Lﬁ@ﬂ‘ﬁ'%%’ui AP (Selective  Interpretation)
(Schiffman and Kanuk, 2011) #i5aUsUsu(Distortion) ﬁﬁaﬂﬂaﬁlﬁ%’ummumméfaﬂmssuamulm 3)
\donflazandn (Selective Retention) teyaurdndiaenadosiunuedly visideniazifinassio
foyaranseineg (ignore) aveInsiusTsinednunzuarsziumMInsznindaunnsatu (Belch &
Belch, 2012)

NaN15ABUasaAUTEN

uan173denuin nquiuilnaadesiutidnands fodeeglulnnsaunwumuas $1uy
400 AU Sdnwaznadszens dil Wuwevds 184 au vdedesas 46.0 WumAwe 216 AU Wio
Yovay 50.0 Turseny 10 - 60 T Taeiltaseny 21 - 30 U snnfiaadududu 1 fe 96 au vizedouas
24.0 AU FuFUT 2 92301y 31 - 40 T fio 83 AU MTedoray 20.8 warduFUT 3 $2901g 10 20 Y 77
AU Y3BToEAY 19.3 WArduAUgATNeRaYIt@e 41 - 50 U 69 AU viseSevay 17.3

sedumsfnuvasnguduilnaindaaudd ferdoegumnsammuniuasuanisisenudi &
msAnulusesuUTrinigailiudusiu 1 $1uu 205 au videSesay 51.3 Sudufl 2 finsAnw
ogluseiudsondnwivideliiouin 1 94 au viedesay 235 Susiufl 3 In1sAnwieglusydv
USeyey1In 91u9u 67 AU vaosovay 16.75 LLazé’uﬁuqﬂﬁﬂaﬁaﬁmiﬁﬂma&ﬂmsﬁw?mmLaﬂﬁ'ﬁulﬂ
U 4 AU viIeTosaz 10

m%w%mduﬁuﬁmﬁwé’ﬂauﬁﬁw flordeegiumnsammamnuasUsznauinniigadudusud 1
tiniFeu Tndnw $1uan 130 Au visedesay 32.5 SufUT 2 01IWduY WU NTIndase gninetingm
$1uru 74 au videSeuaz 18.5 Sududl 2 Uszneugsiadiudn d1uau 65 au viiedesay 16.3 wag
dufuanvneesudui 7 1nwnsns ndns S1uau 2 Au visedesas 0.5

nan153denud nduduilnathdnaud ferduegiuansunmumuasiisglddeidouat
Tugia981n31 8,000 UM Mﬂﬁqmﬂué’uﬁ’uﬁ 1 $1u7u 93 AU SoSeray 23.3 suduil 2 deld
8,000 - 16,000 U 91U 91 AU uFedosay 22.8 Suduil 3 f518ld 40,000 VINTULY F1uaw 71
AU M3Year 17.8 Susufl 4 Tl 16,000 — 24,000 U $1uIU 57 AU WSpSeray 14.3uay
Sududl 5 51 2 9aeseld e fi1eld 24,000 - 32,000 U wardiseld 32,000 — 40,000 UN 1Y
wiriuria 2 92eeld Ao 44 A videderay 11.0
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a 1 [ !

dunegendy ngutuslanuidnaudnn Neduegiuansunnuuasaiulvg Ae 31uau 255
Gl 14

>

AU viTesetay 63.8 oduadludiiiaanunnuviuas diumae 91wt 145 A viesovay 36.3

[J I

p1dwagpulasngam wasiunUiunma donunwmsausavesnguiulnatndnaude fendooy
wangumavnuasalngilanunwlanendoogiuneutinazvidefitoanniigaiudusdy 1 1y
148 Au 3o¥eay 37.0 Sufiufl 2 wisuilaseuaiuazyasLdd 1 135 Au ieToraz33.8
dusiuil 3 lanefeagaulien $1udu 57 au iofesay 14.3 wazdudugaiefelaneifuogiu
AsouATilvgiivennens d1uau 29 AU visesesay 7.3

defansandnuugnindaiuiniesiionisdoasnsdudiadosiuiidnanddi(Brand
Communication Tools’ Exposure) wesngufuilnatidnaudiioduegivnngammamiuas ieau
17 idesile iuneiedesile nansidowui finsdiafunniatesiionisdoasnidusdi denndoiu
nAnssumaniuuazmsliiedosilensdoasmsduivesuilangatiagiudl Wind, Mahajanuas
Gunthur (2002) léndmlfluniisdaidos “Convergent Marketing” 1 fuilnagadagiiuiissnsd
wqaﬂﬁums@m%’uﬁaﬂgﬁag’aLﬁ:u 8naLTU Feanavu (Mass Media / Traditional Media) wazdalnsl
(New Media) aehaivu dedumesidn dsnuooulatl (Social Media) yuuooulat (Social Media
Communities)

dofinnsanszdumalinduniesdiensdoasnaudiaiesiuiidnandmusiasiniosie
AN TITEfInTaT 1 wazmseed 1.1wudn Inmadadudelnsimisnniigaidusudui 1 faade
oglusziiunniign fie TAtads (Mean)  witfu 45250 wasdidruidesauuannsgiu (Standard
Deviation) Winfu 0.6523 Susiuil 2 dethelawannanauds feedseglussivanniiga Ae drade
(Mean) Wiy 3.6700 wariidruidssuuanasgiu (Standard Deviation) Winfu 0.9943 Suduil 3
delssnmeuns Ianadueglusziuainniian fe fdads (Mean) Wiy 33500 waziidaudoauy
1175514 (Standard  Deviation) Wiy 1.1601 uduil 4 delfeafuginemumivuzitu Jielaiwan
annunesinsoeust thelavanfiaaiuazuielusaussdmis salal solwih Senedsegluseduann
fian Ao TAnady (Mean) Wiy 3.30500 wazilidanudouuuannsgu (Standard Deviation) Wiy
1.0067 uazduduil 5 doynnaniefibviswanismnudn Aathy a9 nfes tnuans flredveylu
sydusnndige Ao dAade (Mean) Wiy 3.2225 wawilduifouuanmnsgiu (Standard Deviation)
Wiy 1.1385
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A5199 1: AT ILAPIANWUL AT SEAUNSIUASULAT 0931 9N15E0ENTNSIAUALATOINNUIDAALARA LA

avdevaInaNdUILAAIENANEMTIDNAUBLUANTIVNINIUAT Y19FU 17 LASele

nsula | dndesuu
R \A5D9dladENS ANRRY | WASEAU | UIRSFIU
\wsasiion R .
ATIAUAILATDIANUDAANAANLUATU (Mean) A9 (Standard
Wasu Deviation)
1 dolngviend (Television) 4.5250 | wndiam | 0.6523
2 f99ng (Radio) 3.0275 | W 1.0885
3 dontisdoiun (Newspaper) 3.0925 | 1N 1.0709
4 dollneas (Magazine) 2.9975 110 1.1071
5 Urglawannanaudavuinene (Bill Board / Cut-out) | 3.6700 | unndign | 0.9943
6 deolsanmeuns (Cinema Media) 33500 | undian | 1.1601
doganeuniviug (Transit Media) Wwudieannines
7 Hdufnsosudsauszdmnesalniianeluiasyse | 3.3450 | wnfign | 1.0067
meusntheaalisesausyatmaesalnsaluiraand
anninasiauAnanuAsNeIA1Id1tInL (Building
8 ) ) 2.8800 N 1.1828
Warp Media)
9 Aulws (Website) va9n518udtindnandmdonsy | 25175 | 110 1.0760
w3evedenneaulal (Social Media Networking
10 S ' . 25975 | an 1.1697
Media) W4 Facebook Twitter Lagise Instagram
yusuaaulal (Social Media Communities) 4y
11 ! “ 2.4850 1N 1.2588
YouTube PantipltagninSanook
12 e-mail N18IR390IRULDS 1.8600 | tou 1.0669
nanUsstavdedsiunausnliludeulavu (Print
13 T , \ e ia 3.0142 170 1.2097
Media Supporting) wulUainasurunuluuan
As1AatuyAPanTYeLduadulauens1AUAN y
14 ! “ 3.2225 | unnvian 1.1385
(Brand Presenter) !
WOUAUNYVINUISBAUSINLUE TN LIRS INTO AL
15 ) N “ 2.9650 Un 1.1968
(Influencer: Friends)
aulupsaunsiauntnadaduduusiihdnviulinsinie
16 g _ t ¢ 27850 | 11N 1.2339
A3 (Influencer: Family, Close Friends)
17 Y0INTANAY (Give Away) LU Ld@D kAU neekln
2.9075 N 1.1345
VUIN WA I8
ARdglneTINsTaUNISUnSUAS aeiladpa1Tns1ANA y
% 2 A« 3.5720 | W1nndn 0.7701
N9EU 17 LATD9UD !
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defiansnudazinesiionsieansnsdud ssiiulsdn delnsvimidnsdissiunsdaiy
snfign wansifuilaalugadagudiadiauaulafuieduiuoadelnsfaiogisuiy
donmdaaiudadl Vollmer was Precourt (2008) lenanlilunilsdades “Always On; Advertising,
Marketing, and Media in The New Era of Consumer Control (Strategy + Business)” 11 Augu
Ingjiiannudnlaindn mslavanldlaigtualunisairenissuilvduguilaalugatagdu udase
wdmslawandsnnduiniesdedfgyeanisvinaia esanguilanlugatagiudinataiuly
auaulafunislavanniadnsimivsedoutarudug wulueia iiesainnislawanléfing
Usudsugduuuidelmilfienuinaulauasidfenguiuilaaldunndeiu Snslédeluiundy
\wesiiovasnislavanuniu ieliaenndosiunginssufuslnafiudsundadly uananinis
Mwmﬁé’alﬁﬁumLﬂum?aqﬁaiumidaLa%:uaﬁfuauuﬂﬁa%’wmﬁﬁuﬁm%ﬁL%ﬂﬁ’udﬁ “IBP;
Integrated Brand Promotion” delimnzaufusnannseanfidsusdasiuidunisitiung
5199 913UA1NB9Tu (Belch & Belch, 2012)

naveINTIdonansliiiuin fuslnafidiadoszdunsiafudenmeuns (Film) denanauds
visedeuentu Wy thelawanuunasieg (Out of Home / Out Door Media) @hnnasinsaeus
thefiaaniuazudolusauszsmie salwl salvli (Transit  Media) Tuseduanniian (osanilnng
Wasuulasiinslédin vide Lifestyle luannidu fe 1i¥ineguanthu leidnyhauniefungaians
- 9nding lUAumsindeundoula gaimouns flanas Auldumuisassnaud nudziiieus
ATOUATIINNTY donRdaUAT Kelley, Jugenheimeruas Sheehan (2012) lénanals

uanani fuilneadoshuthdnandsflenduegluwmnuymumuasdsiidiadessduns
Wasundeyana filBvswamamudn (nfluencen) dadu Aatly ansn tndes tnuans ogluszeu
wndian wandlvifiudn Foyaramardamisogninunldiduedesdiolunisadrmsdud ads
anuduiusseinmnauiiunguguilaadmneld aeandesiuunanizesstlovilunslide
yanafifideidsadufununs1adudi (Brand Presenter) ¥84 Drewinarylas Jewler (2014)

dmudeUszinve-mail idsnsafianuies dafldnedssysunsdaiulusyiutesde deuade
(Mean) iy 1.8600 wazilAAuudsUsIunInsgu (Standard  Deviation)wiiiu 1.066910u
dusugning aenndesiunansidevesudtm Intelligent Media (Cited from: Young, 2010) fivh
n5idedeansladudslavanduauilan dddvnanisidenuin nqufuilandnuszana 40%
pousuinslavauudedumedidaduinawiuly uenanimudnit eululsemaooanside
awu uavanigowinmmeteundnuiinislavanuuiuleding vufedumesidaiidoudisazna
Anududum (ntrusive advertising)

mnfinrsanAadslaesuszdudnuuznisdniuinieslonsdoaisniauiiniosiy
ﬁwémau?iﬁwaaﬂejmﬁu%lmﬁmﬁaagﬂwfumﬂqqmwmmum wonifunguuszinde $1uau 6 ngu
Usziam sansidenuin finmsdiafunguussiaviestasu(Mass Media) anndigadudusud 1 4
Aadseglusziuanniiga Ae Jrads (Mean) winfu 3.3985uasiidruidsauuannsgiu (Standard
Deviation) iy 0.715118usiul 2 Aonduusziamdenatsuds (Out of Home Media)iiAniaduoglu
seuIniign Ao fldads (Mean) wirdy 3.2983uagildrmdonuninnsgiu (Standard Deviation)
Wwinfu 0.88208usufl 3 Aenguusziamdedumesidn (ntemet Media) fradsetlusziuunn fe
Aade (Mean) WAy 3.1533 uarlidiuidsauuanasgu (Standard Deviation) Wiy 1.3383uag
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dusuanneenqudasUszinndeativayuiJudaiun (Print Media Supporting) fiAiaaeegluszu
U1unans Ae daady (Mean) Wiy 2.1125 uaglldmdesuuninggiu (Standard  Deviation)
Winfiu 1.0759699151991 2uaznns1asion 2.1

M99 2: INTUARIENWERAETEAUNTIUASULATRIIBN AR TN AUALATEIANUNSRANE
YoInguRUIlnAndnadmneduagiunnsavmumuasuenidunguuseiande visdu 6 ngu

, ALRAY AULUgaLuY
nau , 4 oA - . . n1suUa
’ NANUTLLNNLATDINLDADAINIIAUAN JEAUNIT o UINIFIU
Jsuinn 4 Y e e b o NATEAU “
LASDINUUDAAUAAIA)IUATU Wasu . (Standard
MUY o
(Mean) Deviation)
nauUsstanauIavu (Mass Media)au o
1 3.3985 NN 0.7151

Insviend Iny nilsdediud dneans

A519699N 2.1: ANSILEASEN WAL IEAUNISHUASULATBILBNNSAREITASIAUALATBIALUND AUE

AveenguRuslnmdnaudienduagunnjuvmumunasiendunguussiavds Nvdu 6 nauy

. Alade gy
nqu , 4 . - . . nsuua
nauUsENLATBaFRATATIAUA JEHUNNT . 1INIFIY
Uszlam 4 4 Lo a0 i da w o o NATYAU
LATBIANUIDAANEN N1 UATU Wesu a o (Standard
SLURSU o
(Mean) Deviation)
quUsTLAMANa1awas Wy Unelaiwan
2 YUIAF9Y FOlTINMEUNT FBEINYIU 3.2983 | winfign | 0.8820
WU (Out of Home Media)
nauUszmdeduwmeside
3 (Intermet Media) Wy ulan 1a3a1e 3.1533 an 1.3383
denneaulau yuvuseulal uardud
nauUszmdeatiuayunudaiun
q (Print Media Supporting) 1ulualnes 2.1125 | Urwunans | 1.0759
wruululds
nauUszinndeyana (Influencer)
5 Wy Aatu A5 Un3es dnuane aulu 2.9908 an! 0.9845
ATEUASY Waualy Weuvineuy
FoUszinnveanszandieg (Give Away)
6 Wy Ee w1 nsell vian waenaue | 2.9075 1N 1.1345
“1a
ALaaelagsInsEAuNSIUnsULIASllodoansnsIdum y
35720 | anflan | 0.7701

YINFUUTELANGD VI9aU6 Nay
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nan153Tenuin srduuasdnuuennszutnvosfuilnaiadesiuthdnandsi (Brand
Awareness) nendsaniiimadaiuiaiesionsdoasnmaudiaieshuihdnauden AUsLaA 4
AnadslassmuseAuntsnsevinglunsidudiiedu 10 Snwae oglussduunniian e Jauade
(Mean) Wiy 3.3922 wagildnudenunannsgiu (Standard Deviation) inffu 0.6856

iHlefinnsanusazesdUsynauvesnsaseviinilunsaud guilaa flssdunazdnvaznns
nszuiinlutensidudnunniigaifudusiv 1 egluszduanniian fe fldads (Mean) wihifu 4.2800
wazdldrudoauunmsgiu (Standard  Deviation) infu 0.8300 Susiuil 2 finsmszniinlumsn
Fyanwalaudluseduinndian Ae faeds (Mean) WAy 4.0625 wazlidaudsauuunggiu
(Standard Deviation) Winffu 8863 susiufl 3 finsmszniin3lunsidufainnslavandemasly
syiuIniian fe fldads (Mean) iy 3.6500 waziidrudoauuninsgiu (Standard Deviation)
Winfu 1.01493 wagiiszdunsnsgntindainmisdaaiunsuie an wan wan uoa deesiigaidususud
10 finsnsentinglusesuann fldade (Mean) winiu 2.9325 uariidmuidssuunsgiu (Standard
Deviation) Wiy 1.1118fsm571971 3

= Y o a v oA A % o a0 Y 4 4 T o oo a o
M19199 3: sEeuNIRsEnnilunduAiaesnulidnaudmveuslnanTess dnaudmiende
2 lULUANTIVNUNIUAT NENRRINNISIUATULASDIDARANTNTIAUANATORINLUNSAAUER

a7
MsuUana 4
o . o o v L4 . RIENAN!
. o d dnwauesne) vaen1sasentnilunsidum ALRAY AU
ANUN a4 %o oo | WMTEU
LATDIANUNDAANER (Mean) | N1sATERUNS *
-~ | (Standard
Tunsndu o
Deviation)
¥on31duA1 (Brand Name) 4.2800 | wnwian 0.82965
2 | adydnwal (Brand Logo) 4.0625 | wnian 0.88632
3 | Avdyvensidua (Brand Slogan) 3.2775 ING 1.06222
N13YININTTUALATUNITVILVDINTIAUAT AR
4 ) 2.9325 N 1.11177
ANTAA AN LA ko (Sale Promotion)
5 | mslawamedendavu (Advertising) 3.6500 | wnian 1.01493
A15UNAaTU A1 UNTBY TNLAMINIEILEANDAT r
6 - o 3.2150 UINNER 1.11440
duA (Brand Presenter) !
7 | myUsendusiug (Public Relations) 32625 | nwian 1.02529
NSLISIUNINTTUNLAWNINITHAIAVDINTIAUAT
8 . , o4 3.0725 1N 1.02707
(Marketing Event) LU N15309UNDYIBEUAN
nsidugaiuauunisinaufanssume wu
9 - ! ) 3.1750 un 1.11242
AUNT NI (Sponsorship)
nsviAanssuiediaunee taglilasatunis
10 e e , o 2.9950 1N 1.10817
redundunan (Social Responsibility)
AnadelagssyaIuNsasEnIn lunsdun 3.0850 170 1.02910
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NAN1FIT8NANT197 Buandliiiiudn mendsainnsiiguilaaT Wasuiniesiledeaisng
Audieiesinindnausine wd axlsindesriunisssaiinlussaudiaiesiuidnaudmegly
seiunn denndesfiudeil Calder (2008) ldnanilid edinsuiausdeya ansainnislawan
(Advertising Message) 3onsdeansrudosiey foaud naiivunzan dewlos audedinig
Unaueegawguea wuuidey ldviviiinauidniigndaden innssuilaglisen (Passively
Perception) dwaliauasosjuilnathdeya aamdrifulilunrumssiszerem (long Term
Memory) @nansnanditeya a1slailuagned

durnedslneruseiunmssnminindudannsdafanssufilawdnisman (Marketing
Event) N1ssJudaiuayun1sdnnanssusing wu aun3 in (Sponsorship) kaemalugInfanssunieg
Wiedanuuazdswindey (Social  Responsibility Event)  fidaduegluseiuin aenndesiuded
Solomon (2013) wag Wanke (2009) lina13l331 msvilvigusinaiinusvaunisallaens (Direct
Experience) miﬁﬂﬁé{u‘ﬁmLﬁmﬂiza‘umiaim'mizuwszmwﬁmﬁawgﬂﬁ? (5 Sensory organs) AUN1T
1§ Sight)  msledu (Hearing)  n1sléndu (Smelling  nsléAusa (Tasting) warnsladuna
(Touching) TMNMsdswAanssumamaAaasie assiliAanissuliiBedu

mammmaﬂimai'gmmsmumiquUmsaqmamiaamsmwaumﬁummeﬁuﬁﬁmamm
finen edu 17 indesdiouaraiadelnsumesssdumansemindnandudiedostinhdnaudsn iy
10 &nwair umanuduiusfiseduauBeduil 0.05 wui dauduiusluauinudd
anuduitusliunntn iesndt 2 fldannismedeuanuduiusnisinssideyadaifnuy
Pearson Correlations dftiaanin 0.000 #3e Sig. (2-tailed)uaziian r2 Wuvanualdladlng 1 wn
tfn fle wiuwiiiy 0.606aemRdBaTUAT Belch wag Belch (2012) linanilii1 naannsilingy
\n3esilon1sdeansnsndudianeg sunisie meilinguiuslaainnisaseninilunsdudds
157971 4

A1519% 4: ANSILARIANNAUNUTIENINARRYINETINTEAUNSIUASULAT DI BN TEBANTHIIAUAN
WA 17 insesdionazAnafolngiusedun1snsenininsduaniasesnuiidnaudsi Medu 10
ANVULAIBNITIAUFURUSHUU Pearson Correlation N5EAUAMUTIDIUNA 0.05%38 95%

L seAUNSIUASULASEID | S¥AUNISASTUNNS
ALRAYlnYTIU y o a v
NSARENIASIEUA Tumsrd@uan
o ~ o 4  |Pearson Correlation 1 .606
FLAUNSLUATULATDNUD
g - . Sig. (2-tailed) .000
NSEREIIASIEUAN
N 400 400
. . Pearson Correlation .606 1
SEAUNITATLHUNS b
- . * Sig. (2-tailed) .000
ASIFUA
N 400 400

**_Correlation is significant at the 0.01 level (2-tailed).
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U

LuamﬂsmmaﬂwmvLLawivmmsmmuLmamamiaamsmwaumﬁuaaLmamumamamm
fiedu 17 wiesle indumdafovdnvonadosiiomsdeasnindudveseiosiuhdnauddsineg
ansnesuiedeyalsiian Tagldisiaeviosdusznou (Factor Analysis Methods ) udharntlade
AIEITIATIvIRIAUSENBUMEN (Principal Component Analysis) MiULNUBIAUTENBUMIETTHIT
wand(VARIMAX)Tiszfunandesiufl 0.05%38 95% wuin dauusvanun 17 fauus gnineglulady
wdn 4 Yade Aunausin1sinnsan naafe Sl KMO  (Kaiser-Olkin - Measure of Sampling
Adequacy) Wiealdsnanuminzauvedoyasedis 1nd 1 Ao winfu 0.861 Fafioindeyaves
nauegaaumnganlunsldnsinseriveyanie s iasentady (Factor Analysis) wagna
v siazidadevinionun 4 Jads azannsnihluldelusanvmarnuiuuslddosay 63587
fap1397 10 duUaiReaiignineantuaniianun 17 fuds fo Aelssnmeouns (Cnema) il
Wi 16 fuUs

namidBuandliifiuin wodnssunisdasudelssnmeunsvesnguiuilnalisenndesivds
i 0’Guinn, Allen wazSemenik (2012) @231 LﬁaQ’U%Imﬁﬁﬁmﬂ%%%mﬁmﬁ'auwaﬂﬂ Aoldian
drlwgjvhAanssudne eguantiu selufurhausarluunes eanududis fnieula asas
Gonlddelawanlulsenmeuns vie “Cinema advertising” tJudiunisvasdolavanuauilaysie
9199zilosnand nguguilaeluiagiuiinginssunsiaduiinind vewheslsvargeeslunan
ey (Multi-Tasking) Sansdu vilvinissusideddaifiuanntu &l Solomon (2012) Iéndls

M990 5: wansn15ainA1ladenanteaAIsllon15d80anInTIAUAURIATOIRNUNSnaNEAIAI9Y)
MEITIATIEIAUTENBUNAN (Principal Component Analysis) baIVULNUBIAUTENBUAILTTHIT
uung (VARIMAX) s2auauiaiosiuil 0.05%38 95%

Extraction Rotation Sums of Squared Loading
Component . . .

Cumulative% Total % of Variance | Cumulative %
1 36.879 3.625 21.325 21.325
2 48.046 2.551 15.007 36.332
3 56.124 2.330 13.706 50.038
a4 63.587 2.303 13.549 63.587

5-17

A1 KMO WwinAu 0.861

Hadevdnit 1 nauUssnvdodumefidesin 4 fuds Tneflautnduuslussdusznaveg
511919 0.689 - 0. 814 fldrloinu Windu 6.269 JsaansaesursammamiuLUsIFSesas 21.325
naaINNTATIEininduUsitiawddapnniian Wusudy 1 Ao e-mail Midinsainuiasdian
thwinesdusznouwiiiu 0 814 Sudu 2 e yuwuooulay (Social Media Communities) L9y
YouTube, Pantipliaz#se Sanook fenminosdusznouwindu 0.753 sudu 3 Ao 1iuleduens
Audihdnanddideniuiiathwiinesdusenouniniu 0.7378uduf 4 Ae idernedsauooulaii
(Social Media Networking) L% Facebook, Twitter Wazue |nstagramﬁﬁﬁﬁmﬁﬂmﬁﬂizﬂau

c24



o
[

nsUsesivnslyaniiaiasan 4
9 WawAIAY 2557 anndunisdanistdygn it

Winfiu 0.689 wazilAaviuulade(Factor Score) vivonzuuuNaNTINTRINgUfuUslunguladendn

71 1 nqudedumnesiln wiriu 0.68544619915799 6 uaz 7

nan15ITeuansliiuIIngudedumnesilainansenusenisnseminlunsduiaenndeiu

Aefl Sukiyamauaz Andree (2011) lénanlii fuslnalutiaqduiinisinivaedumesidnunninly
afnun wazdenAdeItudf Ryan uway Jones (2012) léna1iliindedineasneg ogrumu
Buwesiiln duwedidnldans (Wi-Fi) uazdefinnnld (Portable Media) agnatu nsdwvidlofeuuy
aundvlnuuiiudn wounsed wonwdiatusineg msazgnihmldidudruniawesnagménisdoansn
AupuIenagnslun1svinnsnan (Marketing  Strategy) Lﬂ'aa%ﬁqmm@ﬂﬁuﬁuuuuﬂuizijmw
aueniunguiuslnadimane (Brand Engaging) mmsamﬁ’Umﬂwﬁu%aﬁ%ﬁ%ﬁmag}ﬁ’uﬁaﬁ%maamﬂS]

wianll ¥3158NBNBE1IneIN “The Digital Generation”

A5 6: UARIANUINTINBIAUTENBY ANLRAE AIAIUABIALARDUNINITIUYDINANTENUYDY

A A = a v ada o a v 4 A4 § o SN o o o o o A
Lﬂﬁ@\‘ill@ﬂqﬁﬁaﬁqﬁmianﬂqﬂ&l@@ﬂ']ﬁ@]iSVUﬂi&Lu@iqﬁUQ']Lﬂﬁaﬂﬂﬂu’]aﬂama@qﬁqﬂﬁUﬂﬂﬂEJ‘Viaﬂ‘Vl 1

. L |Yasendn(Core Factor) 71 1 ANURUN Std.
aulsn |, . Mean
U 4AUT (Factor Loading) Deviation
1 e-mail NdIwTDINULDY 0.814| 1.8600| 1.06689
yuruaaulal (Social Media Communities)
2 i ~ 0.753| 2.4850 1.20972
WU YouTube, Pantiplieig#3® Sanook
3 Aulaavaamsrdusindnaudnfaany 0.737| 2.5175| 1.16966
\w3pUedsnnpaulall (Social Media
4 Networking) 14U Facebook, Twitter Lag3® 0.689| 2.5975 1.25875
Instagram

e Seadunuaimtinesnusznauninlunntee

a i o A A 4 a v 4 A 3w o o o )
AN T LLa@ﬂﬂ']ﬂ%LLuuﬁj"ﬂf\]ﬂﬁU@ﬂLﬂﬁ@\‘ill@ﬂqia@ﬁqiﬁﬁanﬂqmaﬂLﬂﬁ@ﬂ@uu’]@@aﬂﬁﬂqaqﬂiU{j"ﬁ]U

ST 1
Cr | mveeeakus
o 4 o o oA e . AIUIRUN NAAUDY
AU | Uadeuanil 1 97u3U 4eakds . TusUmzuuu S
YDINILUS Y Aauds
UINTFIU
1 e-mail NAINTININULD 0.207 0.00450| 0.00093
yurunaulall (Social Media Communities) 11
2 ! ' - 0.328 0.89475 0.29348
YouTube, Pantipllaig 1138 Sanook
3 Vulwavaansidusindnaudsndeny 0.280 -0.66866| 0.18723
wsevedianeaulal (Social Media Networking)
q , _ “ 0.347 0.58732 0.20380
1Y Facebook, Twitter Lag1s® Instagram
ANPLLUUTTYYD AT 9L DN1TERENTNSIEUAILAT DAL
0.68544

119naNEn dmnsutatenani 1
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Jadeviand 2 nquusziandeyanaiiidvidwa (nfluencers)  wardedsiusiatuayudlaly
dowvawu (Print Media Supporting) $113u 4 §uus ImaﬁmfwwﬁfﬂﬁaLLﬁJﬂuaqﬁUixﬂauagiswdw
0.574 - 0.823 dlelewnu Wiy 1.898FanunsnosuigaumgANauLUslFfesay 15.007HaaM0M3
Ansgiimiingaulsiifiesddyanfaaidusudu 1 fe euauivihoudeauddnuuzidiny

(% '
a

Is¥¥ndlohu (nfluencer: Friends, Colleagues) fldtmiinasdusznauwiniy 0.8238udu 2 Ao Ay
Tuseunirauilnddndufuusindnuulidanded (nfluencer: Family, Close Friends)iin
thwiinesdusznouiiy 0.785 Sudy 3 e yarafiildeides wu Aalluanst dn¥es dnuans u
fiiauensdudn  (Brand  Presenteniidniiniineadusznauiniu 0.710 Sudufl 4 Hedsfius
atfuayuililedewnasy  (Print  Media Supporting)  LulUaimesususiuludan S
sdUsEnauiiy 0.574 uarlidazuuudaforeeiosfionisdeasnadudieioshuhdnaude
#199 WAU 0.75441 Faansnad 8 uag 9

namIdeuandifiuideynnalinansenudussdunanseminglussaudedosiuisnan
d aonadestudnuazvosuilna (Nature of Consumer) @9@n¥ay i Uny, 4379 ana uaz
USnydnBanuuyi (2550) 1inana fuslandosfienundstoyasiisg vesmduetisies 4 unas
fio 1) 1Aseation1sdoansnisnaa 2) Aseuafa 3) Lileu ngud1sde wag 4) furduanudn 9aely
msdinaulatodud deide msuilnaedosiuidnaude

A5 8: UARIANINTINBIAUIENBY ANLRAE AIAIUAIALAADULINITIUYDINANTENUYDY
A A .:4' a v da o a v 4 4 T o Ao o w Y v
wIeslansaeansnauidensaseminilunsduniasesunindnaudidmiuladenani 2

AU YaFundn (Core Factor) 7t 2 ANUINTIN " Std.

- ° ) ean

il AU 43U (Factor Loading) Deviation
WDUAUTNYINIUNT BAUSINWULUNTNIIULASINTD

1 A N N 0.823| 2.9650 1.19681
#3 (Influencer: Friends)
AulumasauaIAuNlnaTaL ULz nulAsan

2 X 4 ) b ) “ 0.785| 2.7850 1.23393
a9 (Influencer: Family, Close Friends)
AsFatuuAnanivedsamdululauansduad

3 ! v 0.710| 3.2225 1.13852
(Brand Presenter)
dodsfiuiatiuaywaus Nlilydeutaru (Other

4 |Print Media Supporting) 1ulUano Uiy 0.574| 2.9075| 1.13453
Tuua

mNewe Sesisuauaivinesdusznauaninnlumiles
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=] i o A A = a v 4 A 7w No o w o v a
M3 9: LLafﬂ\?ﬂqﬂ%LLuu{]QQEJL?’ﬁaﬂﬂaﬂqiﬁaﬁqimianﬂqm@\‘iLﬂi@ﬂﬂﬂu’]@ﬂaﬂﬁﬂ']a'ﬁ/ﬁU{]QQEJ‘ViaﬂV] 2

9 oy L | AvReeankUs
Auus o o AUINUN NaA
4 Uademani 2 . Tusuazuuy o
N YDINILUS YDIRILUS
UINTFIU
1 | eurufivhaurieaussnuusihdnuulisndony
) v v 0.395 0.64262 0.25383
(Influencer: Friends)
2 | aulupseuasrrunlnddaduduusihdnuulnsings
d,. . e é 0.392 0.94864 | 0.37187
A (Influencer: Family, Close Friends)
3 | psdatuunraidteldssiidugianensidua
! “ 0.276 0.44419 0.12260
(Brand Presenter)
Fodsfumiatuayuduy Aildlddouawu (Print Media
a4 ) L e e - 0.214 -0.02855 0.00611
Supporting) LulUanasiuuiuluya)
Azuuutasereuasosilion1saeansnsaus
0.75441

= d' 9; v a o o (% % o A
LATDIANUNERANEAY dusuladenani 2

Hadundndl 3 demiedefind dnoans uaging $1uru 3 Fauvs fendmidnaduysly
09AUTZNOUBYIEWING 0.703 - 0.842 Tanleinu WAy 1.269 FsanansneSuisannganufundsle
Soraw 13.706 warnmslaTgimingudsiifanuddgunnitandusudiu 1 fo dontdidefiusi
(Newspaper) ilfnimtinesiussnauminiu0.842 usu 2 fe dofineans (Magazine) fiamimiin
p¥fUsznauWNAy 0.7488udu 3 Fo Aeiny (Radio Media) fAntwiinesdusznauwiniu 0.703 uaz
frmnzuuuiedorenniesiionisdeaisnsauivenaiosiuisnaudssineg Wiy 0.454708
397 10 uag 11

nansIdouandliifiui devidsdofunt daeans uaringiadudeduiuanunuwlumsadns
wansznUsiensnsmiinilunsdudias aenndefudsil Wertime wag Fenwick (2008) l¢inanlin
Tuefnfisinusnnsvim dedafiant foidudevdn (Primary media) vosdelawan lnefideing do
NAIY ?%a@uma%t,{imL‘ﬁu?%aiam%a?%aaﬁuayu (Support media) vevdelawan wiilewmalulad
svuURInea (Digital technology) la¥sassAdamslugly Tunnninasitensyinann n1sde
ansadudn mslawan Mlvinsauddidnauiuilaadmneldunnd i
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M13199 10: wansAvineIRUsEneu Aads A1AILARIAAREULINITIUYBINANTENUYDY

\wseslansaeansnsAuMAddensnsevnilunsduniasesutdnaudmdmsuladevdnd 3

v o r A
. 2 Uagnan (Core Factor) 1 3 o
AILUTN . o (Factor Mean Std. Deviation
U 3AUT _
Loading)
1 |denilsdoiun (Newspaper Media) 0.842 | 3.0925 1.07089
2 |&@elingans (Magazine Media) 0.748 | 2.9975 1.10705
3 |@eIny (Radio Media) 0.703 | 3.0275 1.08844

AN 11: LEAMIANAZLLLU I LS D9 DNTADATNTIAUAIVDIAT DINULNDAAUARN dMSUTAENaNT 3

. C oy L | AveeekUs
ALUs o wa AN NARL

- Uadsuani 3 . TusUmzuuu Y

9 YDINILUS Y YDIAILUS

UINTFIU

1 | dewtladofiust (Newspaper Media) 0.404 0.70118 0.28328

2 |dofinwans (Magazine Media) 0.445 0.29940 0.13323

3 |#eny (Radio Media) 0373 | -0.10239 | 0.03819
ApzLuutlateveanIesilonisaeasnIauAT

0.45470

A509RNUNDRaNAM@MSUTI8UANN 3

Hadendnd 4 Aonanauds uaglnsvimd S1uau 3 Fauds danmiingudsluosddsznaveg
511919 0.703 - 0.842 fienlewnu wirdy 1.373 Geaninsnesuisaimmanuiuudslé¥esas 13,549 wa
mﬂm'ﬁLﬂswﬁﬁmﬁﬂﬁaLLﬂsﬁﬁmmﬁﬁmmmﬁqmLﬁué’uﬁu 1 fio Aontlsdefian (Newspaper) fiAn
drminesdusznauwiniuo.842 Susiu 2 Ae detingans (Magazine) SiAminesdusyneuiniu 0.748
Juftyu 3 Ao doing (Radio  Media)  firtwinesduszneuwintu 0.703 uaslaazuuuiladoves
Lﬂ%nﬁamﬁ?iamsmﬁué’waqLﬂ'%'aa?iuﬁﬁé’mauﬁﬁwmq winfu 0.717428 5197 12 uae 13

nanITeuansliiiui Felnsvimivasdenaruddliaunsaadimansenudenisnseniing
fuguslnaldegutuluedn aenadesiudsi Vollmer wag Precourt (2008) lina1ild e1aaslu

=

wiszdn ludagduilieIesonisdearsasrduaiuinnitluedn guslaainiuauladeianiesi
wingauiunueannnly ensdasudewsnilungugess) ang wnune
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M19199 12: UaAANNNTINEIRUIENBY ANREY AIAIINARIALAEDULINTIIUYDINANTENUVEY
\A303N0NTHOANININAUAMTDIATEIRNNBRALFRFNY TTRaN1IAsETnlunsAUAATEIRY
Wdpaudmdmsuladendni 4

. R Yadendn (Core Factor) 71 4 At Std.
AILUIN s . Mean
AU AAIUT (Factor Loading) Deviation
dotslavaunnaisiasuunaieg (Billboard,
1 . 0.719 3.6700 0.99427
Cutout Media)
#dowIne1uNIUe (Transit Media) v Une
annunas NauRnsaeus saUszame saluiing
2 “ - R 0.701 3.3450 1.00673
melusazrsaniguan Une @aniisesauseanmng
sabl salwlaand
3 |@elnsvird (Television Media) 0.627 45250 | 0.65226
annunas Ay fin AN FUe1ANS d1TTN9U
4 - T 0.591 2.8800 | 1.18283
(Building Warp Media)

A | ) A = = a v A A 3w Ao 1 ° )
A1999 13: uansrAzuuLladeIAT0oN1TERA1TNTIAUAIYDILATOIANUNDAALEANR1SY §1USU
Javuuani 4

Ly L | eveeekUs
v o u AN NARA
AkUsN Ja3enanil 4 . TusUmznuu o
YDIRILUS v YDINILUS
UINTFIU
?iaﬂwiwmﬂamﬁwuwm6] (Billboard,
1 0.319 0.77996 0.24881
Cutout Media)
A8 unIviue (Transit Media) 1w Une
annunas Naufnsaeus sauseannna sabuinna
2 - - . 0.353 0.42285 0.14927
meluwarvsanieusn U1y @Nisesausyanng
saln salwaand
3 ﬁaimﬁﬁ‘ﬁ (Television Media) 0.049 -1.53807 0.07537
annines fldu fn Anuse Tue1Ans dneu
4 - T 0511 | -0.04833 | 0.24697
(Building Warp Media)
mezuuudaeveunIeilonsaoansnsaua
0.71742

WPIDINNUIDRANEANEMSUTAINANT 4
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ajUuasdatauauusdniuauie

nanlasazunannnnisideuandiiiui fuilnaieshuindnadsifiendueglun
nssmmmunstidnuuznslaiuiniesfiodemsnnauduaiosiuidnaudsasuia 17 infesdle
uardiszdunsdinduadosiiodeaslassmeglussduuiunarsiiannn fuslnaniesiuthdnaudsi
orvegluansannumuasidnumgnisnszniinilunsaudiaioshuidaands asuis 10
dnwaiz sedumalnduiedosionisdeasanauduaiosiuihdnandsdanuduiudiuseduns
nsgnindlunsndudiadesiuiidnanddivesfuilanniosiuiidnanddiendoogluiun
nsammamung uasinnuduiuslinnndnilesainan 2 Wuuinudlilidnlng 1 annin

Slodlovuiinudnvasuarssiunnlniuiniesdiensieasnsnduionaiosiutihdaan
AdieAu 17 wndesdle wdumilafendnvouaiosionisdoarsnsndudvonaiosiuthdnands
TagleigmsesiesAUsEneau (Factor Analysis Methods ) walaintladusmeidiiasigiesalsenau
&N (Principal Component Analysis) MiulnLedAUsENBUMEIBITLLNF(VARIMAX) iszdunam
Fostuil 95% venrunaiaiadeud 0.05 wui Mudsimunl? Fuls gndnegludladendn a
Padeiifisdelssnmeunifissiuusiefignineenly savesnisiiasesitadendniionmn 4
Uade azanunsnihluldesuivameanuiuulslisesay 63.587

Hademdnits 4 Hade Seaundendel] tadendndl 1 nquussinvdedumedidnmu 4 Fuvs
aunsaesuBamnn ULl Sesas 21.325 Ael) e-mail Tidsnsaianuies 2) yuvusaulat 3)
duledvasmmaudmindnauddideniug) iderisdinussulatiiladeondnd 2 nduussnvdoyana
AdvEnauaydedeaniatiuayuililvdomary S 4 fuus awnsaeduisaungeaiuuusle
$ovay 15.007R0 1) ilouauiiviiauveausdnuunidnuuliiindoiu2) auluasounianud
Tn&Faduguuzindnuandigindenius) yanaiiddeides iwu Aaluas Wndes dnuans iudinaue
adumadedsaiatuayuililvdenavutuluame sukuiuluudtedendnil 3 develsdediu
dnoans wazing $1udu 3 fuds awnsneduisanmnanuiunysidiesay 13.706 Ae 1) de
vifsdefiun 2) dofinwans 3) Aoing Jadovdnd 4 Fenansudanaglngvimd S1uru 3 Fwus awnso
oSUIavnANNRLULUT IR Sosay 13549 Ao 1) Fovilsdedant 2) deflneans 3) Foiny

Torauauurdmiunuifetull Ao dnnsununagndnsaudlugatagdy asdnisinde
\efnwnansznuvesdedwimihfideas ensvinainvesmsiaudidnenisaiianuyniui
WuULUU (Engagement)  senitmsduaiungugusian nsldainamsenanssueuinaiionts
finsou (Leisure) wosnguiuilan wofinssunisdumdeyaifioszneunisindulatioldvesuslag
dloftarldTuunesnguiuilaalddndedelu amnsafmunianunisldfouszandieg (Media
allocated) 1¢@8s%u (Block, Schultz &BlGresearch, 2009)9-135%ﬁmuﬂi’mqﬂismﬁmaqﬁaé’wmi
finnsanandnuvazvesaidnivde nansenuveansiliaudeveanguiuilaaidmnglifidenen
WievilAsAasiuglunsivua inguszasdluBananseuvesielavan (Media objectives) 71
fonduiuslnatdmung(Wanke, 2009)1/?@1‘151’?1'@1621@@14134@maﬂiwwiaﬂml,aquammmi%aﬁﬁu
nguifuslnatming wagsilvidendeindosdiensdearsnsaudniidiutiovinlinisdoansnsaud
UsvauanudiSalannieiy (Block, Schultz &BIGresearch, 2009)
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1 9 woalaah ausgivhe Tnaaada fianiseeular feaularl]. 11 w.e. 2556, 1l
7n:http://www.moneymartthai.com/daily/index.php?cat=dd5c07036f2975ffdbce5
68b6511d3bc&know_id=935)Fuitdudeya 13 nuawius 2557).

“Tan' Ieulawanasant 2556.” [poulai].16 uns1au 2557.44183k6
Nn:http://shows.voicetv.co.th/voice-market/94282.html) (’“J’uﬁﬁwﬁaagall NUAUS 2557).

“Uhn” & I3 dudaseu 12 U duuslnantine. Usssnfigsiveeulat. [eeulari].s fuem
2556. idisléiann:http://prachachat.net/news_detail php?newsid=1362457739(3uil
AUTBYAZT SuAY 2556).

yuineysnvlleuquyiosw w3 Big Cola. wumiaaulatl. [eaulail].10 Sunau 2556. 1indald
91 :http://www.naewna.com/lady/81101(fuitdudeya 11 nuaus 2557)

117 glsvar¥am Aniein B1dvzquin Coke - Pepsi - estasrmasd sy, [oaulat] Sumeu 2555, idldan
:http://www.brandage.com/Modules/DesktopModules/Article/ArticleDetail.aspx?tab
ID=T&ArticlelD=7861&ModulelD=701&GrouplD=1876(Yuitfudeyal2 nuniug 2557).

‘Snleanifuniwenegiu weund 60 Eudilnaueauaywdensu 20 Ussneaitalan wis 5 ¥
nTedINLUe 25% Sawed 2. eaulal. Whddldann ;
http://www.bangkokbiznews.com/home/detail/business/marketing/20130223/4917
99 491799/UnTAaaaiauusudsUSaues2 himl(Fuiidudeya12 nuamius 2557).

“Jnlean"auiuil 2 4 “Bangkok Brand”. ASTV ffdinmsefusenllan. [eaulad]. 25 naunius 2556, s
N : http://www.manager.co.th/daily/vievvnews.aspx?NevvsID:9560000023954(5u171|é’u
Toya 11 NUAUS 2557).

Dugvia 400 dugnuiin avsuweiTuLLUYaADS ASTV FinnsseTuseulay. [ooulel] 31
NINNIAN 2556. LU1ASLaaN :
http://vvvvw.manager.co.th/ibizchanneL/VieWNews.aspx?NevvslD:956OOOOO94173(’°JJU171'
AUTRYATL NUAUS 2557).
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unAnEe

n9ideiiingUszasdifle 1) Anwmginssunslivininaterisdimuesulatuu Facebook
2) FnwanuAaiudedadesusuuuunsliuinsiddvEnadengdnssunisliuininedorndeny
ooulatuu Facebook way 3) AnwiAnuAnuuseiladesuunasnisuasndeyasnansiiiavina
AengAnssuNsttUIMsesetederteaulatiuu Facebook vasltuinisluundineiiled Janin
upsTwANN nquegisildlunsise Wugldvinsedeviedsaueeulatiuu Facebook uazend
oglulndunelios Sminunsswdun Moy 13 - 60 T d1uau 424 y wazmFeTevideyalagld
reufinneslusunsudnsagulumsduinaaia loud Aveanud Arfesay dAede wazAdw
Deauunmsgu %nmamﬁ%’aaéﬂiﬁﬁqﬁ

1. ngusegrsdulngi dumanda 9991y 21-30 U szaun1sfinud3aaes andnwminau
UiTn/3udns wazseldiadedeifeugainividerindu 25,001 um

2. wgAnssunslgusnsesediudenuesulatuy Facebook  10anguAIRE1 WU
fléusnsdlvgilinguszasdionitouli/Anseiiouin Usstanmsldidunisinaddonina
avinsdonuies [fituvdedineds THuimaedetienu 1-2 T nanifldudazads 12 dalua
Fra3ailEU3INNg 20.01-24.00 w. dwlngfliiireinnsidanuau@n fsuaudfiew 100-500 Au way
dnlngfiformvosmsaunurdenaddonnuietusesily

3. Yaduiuguuuunsliuimsidsviswasonginssumsldvinisiadetnedinusoulatiuy
Facebook  wun Tnsnmsmeglusziuanudidyuiunats seriede 339 ilefiansunly
swazden wui gliusnistianudidyluseauinn laun dwvesiliaes (features) wara1uvadves
waUndindu (applications) #reAwade 3.49 way 3.41 A&y wazauvasuAna (profile) 19
Awddgluszduiunans feodads 3.30

4. {]ﬁ]wmmmaqmmmwwauamnmwmmaqummiumﬂ%imiLmaﬁmaamu
paulatuu Facebook  nwuh Tnsnmsnegluszduanudidgrunans deeiads 3.04 il
finnsansoaziden wui Gliuinslianudidgluszdumn Tiud uled Weu uazlnsiimd e
Aady 4.10, 3.62 War 352 ANEISU TianudAgluszauuiunans laun qﬂﬂaﬁﬁ%mﬁm/
tihuany/indes mndingans/nsans yanalunseuni/and nilsdedant thelawan dngy Meriade

Cc33



nsUsesivnslyaniiaiasan 4

9 ngwAIAN 2557 @nnUun1sInnslygnaian

3.07, 3.05, 2.99, 2.86, 2.80 uay 2.72 amanu uenuulinudfglusyaution TauA wHuRy/
Tula/lusths wagUingsANTS/aUuSLANLUN AUALREY 2.46 Lay 2.40 mUa1RY
AEAy: Usnsnsediedenseaulal el wainssugly

ABSTRACT

In this research, the main purpose is to investigate 1) the behaviors of using online
social network services on Facebook. 2) the type of services influencing behaviors in using
online social network services on Facebook. 3) the factors in the aspect of sources used in
searching for information which influence behaviors in using online social network services
on Facebook. The population consisted of users of online social network services on
Facebook who reside in Nakhon Ratchasima province and have age between thirteen and
sixty. The sample size of 424 is determined through a computation formula with unknown
population. Using techniques of descriptive statistics, the data is analyzed in terms of
frequency, percentage, mean and standard deviation.

The results of our findings are as follows:

1. The majority of the sample population were females whose ages are between
twenty-one and thirty with a bachelor’s degree. They were company employees with an
average monthly income higher or equal to 25,001 baht.

2. In regard to the behaviors evinced in using online social network services on
Facebook of the sample population, it was found that most of the users had the objective
of finding new friend or maintaining contact with old friends. The type of use was posting
messages to friends. They applied for the services themselves. They used the services at
home or in their accommodations. They had used the network services for a period of from
one to two years. The time spent at each session was from one to two hours. The period of
time using the service was from 20.01 to 24.00 O’clock. Most of the subjects under this
study did not make appointments to meet with members. Users have the number of friends
from 100 to 500. The contents utilized by most of these subjects were conducting
conversations or posting messages in general topics.

3. In studying the type of services influencing behaviors in using online social network
services on Facebook, the results show that the overall level of importance was at a
moderate level with the mean of 3.39. When considered in each aspect, it was found that
service users paid attention at a high level in the aspects of features and applications with
the means of 3.49 and 3.41, respectively. At a moderate level was the aspect of profile with
the mean of 3.30.

4. In regard to the factors in the aspect of sources used in searching for information
which influence behaviors in using online social network services on Facebook, it was found
that the overall level of importance was at a moderate level with the mean of 3.04. When

considered in each aspect, it was found that service users paid attention at a high level to
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the aspects of websites, friends, and television with the means of 4.10, 3.62, and 3.52,
respectively, At a moderate level were the aspects of famous people/performers/singers
and magazines/journals; family members/relatives; newspapers and billboards; and radio
with the means of 3.07, 3.05, 2.99, 2.86, 2.80, and 2.72, respectively. At a low level were the
aspects of pamphlets/leaflets/brochures and exhibitions/training/seminars with the means of

2.46 and 2.40, respectively.

Keywords: Online Social Network Services, Facebook, and Behaviors of Users
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Tutgiudsalnglfinsasuadiegnady sumedidefiFuuanuausiaunuiy
naudsanosulaiuuiaiovisiduiu deuooulatidunguauiidnnyhfenssuvdesunguiuiio
i’mqﬂizmﬁaéﬂﬂmadﬂmﬁa udumnudunusviaasedny U l@1veds, 2553: 15) LAY
&anu (Social Network) fioguulanseulavifanunsnvenenirseonlulfogsdasy|iwsuuny Foulss
ﬁ’uéf’;EJmsJé*uﬁuﬁ‘suaaﬂuﬁﬁé’ﬂwmvﬂé’wﬂﬁaﬁué’wL%"aﬂmﬁawﬁa awiliedotnedvualvgdusas
Fuudetu vonanagléifudenandlunisindedertsvesanidnlungy uaziiuaes infetnedany
faanedadnanfunumluTiausyifuremane aufistuiivsslonivonivrennietedeny
Fauhluuszyndlduaradiaussleviivdnnainuaie wastagiuiveieotnednududugudnans
dnsuyanalunisuansnuAniy fedunadles dnu insugia Awnndew Wudy dudumstn
lUgdsnuurisdaszynenuin danuuisniaifoud uasdsauuianisiaun Tasaguuiugiunes
waluladinaudnddlivulaniaietnedsn (Audu fanivsviasy wazane, 2552: 19)

Facebook Wudnuivladnilsuuaioisdsauooulatiiilalimnauldsmuisiiuanufai
ANNIAN wastaueFULUUNISAENTIN Facebook  lasuaufisuagraunntumisuseinanazly
Uszinalne Jagiufiflduinig Facebook vhlan 112w 609,473,060 auazUszmnalneglduing
Facebook U7 7,859,400 AU ALY 1.29% m@mﬁmu;ﬂ%’u’%miﬁ"ﬂaﬂ Tnaidugmngadnuau
4,316,420 au Anlu 53.7% uaniduganediuiu 3,721,440 au Anu 46.3% vesduauglduinig
Tudsenalng (Uil wwmeds, 2553)

Nndoyadsnan msfiyarartesdnsiimadeusefiliiidheidmalemaenis 19y uundn
ANNYY TInUsEdnTu uefilen anudesnTilAwdug ﬁﬁaﬂﬂé’aaﬁ’mﬁm;mwﬁumﬂmaLﬂu
\nTetnedenn fselovusndmiugsia guszneumsdsannsaaianietisdiauosuladmiv
nguiigsisssamiinaiudieduitandsuUssaunisalauduiauagmsuiiym 1ndetie
Fnuwanisdufidmiunisdeanstfifuedned luligdueuitedidetestunginssunisld
Usnsiasednudernesulaiuu Facebook luusewelnedaiitinidelvanuaulegiosnn wiinae
Budsemaiidsugléuinmandusududiuguedian dudu msfnvinginssuvesdlivinis
insetnedenmoaularl viliAnmuiuaranuiiladulsslevminngisouazBunumangdu

thiFeu thanvuagninauuisniadunguidmnevéniifisnsnslduinsiadetiedsa
ooulatiuu Facebook Tudnsnfigeunn deniauasmedintuindudmiaifanufnuuazusenivh
gefvogidudnuinn Wumgualiidedauauladnuidedes “Uedeiilidvinadenginssuns
THusnsinseduderueaulatiuu Facebook  wasldusnislulundneiiies Yandnuassivaun”
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Fdefienuaulafinungueateny 13-60 ¥ mszsilutsengiiliriuaulalu Social Media uazilu

' (%
aa v = U =

PIANLNIUNTYU UNANWY azAR I

TQUILAIAYRINITIVY

1. ilefnwingAnssunisliuinsiaietiodsnuesulariuy Facebook veagfltuinisluiun
gnailes FminuATIEn

2. \ilefnuntladesusuiuunsliuinisuu Facebook fidBvswasionginssunslduinig
wsetwdanneaulatiuy Facebook vasldusnisluiungineiiios Jaminuassvdun

3. edAnuniadusnuuvasisuaemdeyatnasiiivinadenginssunnslduinig

A 1 [ 3 Y a o IS (% (% =
\sevediaNeaulatiul Facebook maqsﬂﬁummﬂuwmmmamm WUINUATINYEUN

Wanilun1side

nsisendell Wun1sisededse (Exploratory Research) lunisAnuniadefifidnanas
noAnssunslduInIsAIeviediateeulatiuy Facebook  vasldusnIsluungneiios Jamd
upss1vdun Fslduvuasuniy (Questionnaire)  uiAesiiolunisiiusiusiudeya tnefmun
sgoznalunsifiurunudeya fudiuil 1 Gomau 2556 - 31 Sunew 2556 nausegillily
nsideadsil Ao {lduinaadotiedsaueaulaviuu Facebook HumATIBLATINAVEN 01858MINg
13 - 60 U orduegluiwndunaiiies Jamdauassvdun InemvuaruaveInguiiegns (Sample
Size) lngldansnisAuinusernsnguimegiauulinauituindseing (518uns dadang, 2552
46) Tszduarniesiu 95% Iéngusogaildlunsiseadel wihty 385 au wasiftelrldeannna
fAdeTafumunndiognadn 10% sl 424 au Wiernuauysaifeduvesnsife

wdosofillumaiiusunudeyalun1sifondsd Wun wuuasuau (Questionnaire) s
Huwuuaeuawiadinasla (Close-Ended Question) Aif3deldasatuaslasondenisdany
Asfiiuled Facebook iauauagli3nsianuaudniussianaiieaiauuuaeuny  uay
tharlfidueTesdielumafiununudeys asutseanidu 4 meu fail

pouil 1 wuasunuteyamluvesiaeunuuasuauisdfuaniunin dnvasiuuaeuniy
\Junuunsavaeus1ens (Check-List) 913w 5 1o

peudl 2 wuvasuauNgAnsIHNIsIdUSNTIaT e edateeulatiun Facebook  dnweuy
wuvaeua L duluunsI9deUTI8nTs (Check-List) 91uau 10 U0

poudl 3 wuvasuadadefugunuunnsliuinnsiiiavinasenginssunislduinig
w3evnedanueaulatiuy Facebook  weglduinslulndinelies daninuassvdundnuue
wuvaeuanululuuIaTd@uUsTNaaT (Rating Scale) 5 58U 91U 3 du 20 98

oudl 4 wuvasunuadusuunaimsuamamdeyarnasiiianinasonginssunisld
Usnsiesetnederteaulatuu Facebook vasglduimslundnnaiiios Yminuassvdun dnwas
wuvaeuaadukuuNInsIEYsEINMAT (Rating Scale) 5 ¥diu d1uau 11 1o

dnfunmsmadeumisansesiuuasunulumsiduasall aslimameaeunuiilssmss
asuiiion (Content Validity) veauuvaeunudildlunsiduesdedidomiinsstutodiise awnse

Talullevndeinisinlaegrsgnaes InglvEldeiygy 311U 5 ANATIIEUANYNABIYRLDIMN
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Usua lngldenduiianuaenadesseninstemauniuinguseasd (Item-Objective  Congruence
Index: 10C) ldifn 10C Wiy 0.93

waIINas sk uvaeunukarUFuUTnasawa fidelmihuuvaeuauluneaedd (Try Out)
fugldsnsiedetnedsnussulativu Facebook #lsléngusogsiildlun1side S1um 30 Au ui
thuarradediu (Reliability) vesuuuasuay 1§38 manudeshilagldgnsadulsyans
waarh (Alpha-Coefficient) 1a3asouuna ldAaudesiuminiu 0.886

mslieneiteyauavadnildluusiasnoudsl

poudl 1 Teyaieriuaniunmiazdoyariluvesimeunuvasua Anszilasfuinm
Al (Frequency) wagmAniosay (Percentage)

newdl 2 naAnssunislduinmainietiednueeulatiuu Facebook dnwazuuuaeuanuiy
LUURTIIEOUTIENS (Check-List) [3En159nanaud (Frequency) wazsnan¥esay (Percentage)

poudl 3 Yadusuguuvunisliuinnsiddvinasonginssunislduinisiadetedeny
soulaluu Facebook  vadlduinisluwndneiiien Jawminuassvdun anvauzwuvasuaiuduy
WUUNIASIAILUTEIA (Rating Scale) 5 sedu 1938nsmAade (mean) warmdnudosuy
11931574 (Standard Deviation)

poudl 4 Jadefuuvdinisumeandeyatnansiisidvinasdenginssunsliviniseietne
denueaulatuy Facebook vaslduimslulungineiiies Yaminuassvdun dnvazwuvaauay
Juwuuansadiuszanae (Rating Scale) 5 seau Ti8n1svnAeds (mean) wagymarudosun
17113151U (Standard Deviation)

NAN1539Y

1. anunmuazdoyaluvesnounuuasuamdnlngdumamds Andudosas 56.60
Taeflongszning 21 - 30 U unigeaniduiesas 36.30 fmsAnwszdutiaaes Anduiesas
50.70 Usznauendn wiinauuien/fuine snflandniduiesas 36.80 wazilseldszning 5001 -
10,000 U Andusauay 23.80

2. wgfinssunislduinisiseviudianeoulatuu Facebook  luadneailias 4amin
upsTvdInd i ingUsrasdfiinliuinng Facebook Lileviitewnn/lni Anidufesas 32.50
Usziandidlenldiinng Facebook anndigarensinaddenin Anliusesay 22.00 Wunsatasidl
14315 Facebook fhenutes sndigaAndudesas 79.70 dalnafliuinig Facebook fithuvied
Wnande Anduiewas 62.70 19U3n13 Facebook wnlunan 1-2 U Aslusesas 47.90 16u3nis
Facebook luusiazass 1 - 2 Halus wndtanfnidudesas 48.80 damsnlduins Facebooklumag
a1 20.00 — 24.00 w. Anduerar 44.10 dwlngliredanulzaun@niilduinis Facebook fn
\ufeway 48.10 fidrunuifiouuu Facebook 100 - 500 au Aniluosas 45.50 uaviinisaunin
vidolnaitemunigiuzesinly Aadufesay 63.70

3. sziuaudfyadesuguuuunsiidvinadonginssunislduinsiaietiedny
ooulatiuu Facebook vasfliuinislulmsineiiios Sminuassivdn fmsned 1

c37



o
[

nsUsesivnslyaniiaiasan 4
9 WawAIAY 2557 anndunisdanistdygn it

INT 1: ApdeuazdulssuesgwesTAURLAnTLsatad g ULuunsiUE SN T By wasie
WoANTIINSITUS SIS U edsneeulavul Facebook v lusmshuungnedins JminuaTsvain

Uadgauguuuunisivuing X S.D. wlaauviang
duvesiliaes (Features) 3.49 0.68 11N
duvasaUnaLAty (Applications) 3.41 0.64 17N
diuvesynna (Profile) 3.30 0.55 Urunang

CRRG 3.39 0.55 Uunan

M 1 o nguitegdlmNddyiulaterugUiuunsTisiave wasewaAnssumsly
Uinmainsevedsrmeaulaiiuy Facebook vawliusnshundnnedier Ywminuassdin lnennsly
sgfuvunan X = 339) uazilofinsanidusiede nuinguinedwlimmddylusyiuinnuass
mmi‘?ﬁ'ag{aﬁqﬂuﬁmﬁ oA dnwesiiaes (Features) (X = 3.49) uazdnvaaeundiatu (Applications)
X = 3.41) suarusaglimnuddglussauiiunans lun dvesyuana (Profile) (X = 3.30)

4. sgfuanudntladoiuumasnisumandeyarinansiisviwasongAnssunsliving
\nsetnedenmoaulatiuy Facebook vesfliusnslulumeneiiles Sminuassvdun fwsed 2

A1597 2: AedsuazdrudosuunnsguresseiuauAniiuseJadeiuunainisuamtoya
IasidaninasengAnssunislduinisinseviederuesulatiuy Facebook vewldusnisluiun
gnallas Jaminuassvdnn

Jaduauunainisuademdayadnims X S.D. ulanaumungY
vl 4.10 0.79 el
o (Sauany, $au911) 3.62 0.91 4N
Insviay 3.52 1.00 Fal)
unnaTsidedes nuans Wnfas 3.07 1.00 Uunans
dngasuazinsans 3.05 0.89 Urunang
UAAALUATIUATY/QYIRA 2.99 0.91 Urunang
nusdoNun 2.86 1.05 Urunang
Uelawan 2.80 0.96 Urunang
gy 2.72 0.96 Uunang
weiuny Tuuaa Tueas 2.46 0.94 oy
UTNITTANTSHAZIUTUAUNUN 2.40 0.99 oy
F2alady 3.04 0.59 Urunang

15T 2 wuhngusnegsliruddnyiuiiadefuunasnisumendeyatnasidl
dvianarengAnssunislduinisesetnednuseaulaiuu Facebook vaglduinisluwndnnaiiios
Famiaunssvdin Tnenmsluseduuiunans X = 3.04) wazillefiansauidusode wuinngs
shegsliaruddnlussduinnuasdanaiogeiiasluduil W uled X = 4.10) sosaan fo
diew (Gruanufne $auew) X = 3.62) waglnvie (X = 3.52) suddu Iianuddalussiu
Uhunans leun yaradifideides dnuans thes (X = 3.07) dngansuaznsans (X = 3.05) yanaly
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AseuAS YA (X = 2.99) nifadeiun (X = 2.86) thalawan (X = 2.80) waging (X = 2.46) uaei

fAadedgn taun nulinssaniswazausuduuun (X = 2.40)

aAUsuNa

1. 2INHANITIATIEVUDYAVRIERDURULARUNNY WU HlTUSnsinTeviedinusaulatiuy
Facebook dulvgidunandgannninnaveaglugiseny 21 -30 U dszaunmsfnuu3yges &
owduninauuivn/suing wasiinelfiadodeifeuginivdewiiiu 25001 vm aenadesiy
ATeves ofin ledsn (2545) fiwuin nauiegadumandsunnninnae dengsening 21-
30 U sgaunmsaneuSuans endwduninauuievensu

2. PINUANITILAIIBINGANIIUNITLTUTNISIAS U edsnNoaulatuy Facebook WUI
Snquszasdlunmslduinmsdnilugjilemifionli/in Ussaviidedlduimadunsinadden ns
asfasdlavsnsdnivgjatnsienuesanmiildusmadudunefinnende ssoznafildusnmsdau
Tngfldusmenuu 1 - 2 3 ssesnanildusnsluusiazadddding 1-2 Falus grananilduimsdning
THU3nstaana 2001 — 24.00 u. ArwudveInsamulrandniilduinmsdnilveiwesinstany
qundn Ssmnuiteutszanas 100 -500 AW waziemveamsaunuVS elnaRrtemdulnaudes
vlU Faaenndostuamidde ves enfin Wlesen (2547) inuin Taguszasdlunslduinmsdnlvgilom
deuneviaieulnl szozailiuimsluusiaendldine o - 2 dalus uaniomvesnsaunun da
TneiduFentilu ludwvesanuiilinsns szesaildusms uazthaaiifeslduins venanduds
aonndasTUIATeves agun A3gqVsius (2505) finuin anuiiliuinmsduiithusnniian 193ns
1ud 1 -2 ¥ uaztananfitedlduimaduranaiiu wesdwmeulssinnidedldiing nsadasdl
T3 rsdvesmstiamulzaindniléuinms Suauileu uwasdaonadosiumiddeves Fug ina
na & aysen (2552)  fiwuin Yssiaviideslduinsdndvajeru/ddeRniuliiiou aasdlding
Aeaued drulveyluretinnuangn wagilsuaudion 100 - 1,000 AU

a

3. InHanITIneianuAnuiedadedugUwuunsliusnsndonsnadengfnssunis

[

lfusnsiesetnedinuesulatiuu Facebook nwudn ngudiegnslimnuddglunmsinlusedulu
nane wazillofiansaundusedu wuilmnuddnlaenmsaluseduann 1ud fudiuveauey
watadu wardiuvesiiiaed waglinnudidglagamsanluseduiiunans 16un dauvesyana 4
aonndosiuNuITeues giins Hesgam (2551) Amudn dhanwlrienuddyannlusunsanuss
Satusulnadsy nslvanile mas inud Sadusuuuunisliinisluduvesueundiadu uagns
Aamudnansiaulauazivgnisaidifysinge mimﬁﬁa:uuaLﬁamiﬁ’mﬁﬂﬁaﬁuﬁﬁ WATUINIT A9
wansmuAniusingg dadusuuuunslivinisludiuvesiivuns uaznstmansussmduiusues
dufn videesAnsingg nMssudausd uazdunmiileunmierieulvs Fadusuuuumsliuinislugu
vesyana Tnefiguuvunisliuinmsludiuvesyana Tnsnmsuiinanisidefliaenndeds usile
Aosadusedes wu nssuduud Tinansiduaenndesiu Asliauddguin
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Abstract

The public relation works creation for effectuate Lampang’s tourism promotion. The
objectives are 1) Search, Specify and Publicize the marketing position of Lampang province
to well known in tourism. 2) Observe tourism news which appears through mass Media in
Lampang province 3) Study the media exposure behavior of tourists who travel to Lampang
province 4) Cooperation of peoples and organizations to promote tourism in Lampang
province 5) Build up the public relation knowledge and elementary perform longevity for
peoples.

This research is collected the primary data and secondary data. Primary data’s
informants are Thai’s tourists and foreigner who travel to Chiang Mai province and Lampang
province for 400 persons, guide, community leader, owner of tourism location and local
people for 20 persons and primary data are newspaper, magazine, paper, booklet, article,
report and related research.

The result of this research are the peak season in northern part is winter season due
to the weather is cold and there are several of tourist activities. Although Lampang province

have the identity in architecture and the various of attractive ecotourism but creation in
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public relation media still lean on the tourist organization who create through mass media
such as newspaper, magazine mainly. As this result lead to incomprehensive of tourism
information and uncover through target group.

Therefore, study the media exposure behavior of tourists who travel to Lampang
province, media which tourists use for searching the information when travel to Lampang
province and media which foreigner found the information about Lampang province. The
public relation through newspaper and magazine become lower while online media trend to
higher due to exposure behavior of target gsroup has been changed

As per group conversation between researcher and community representative are
developing public relation media in order to promote tourism in Lampang province by set
up the training program creation media for tourism in Lampang province in the topic of
creation online media to promote tourism in Lampang province for the purpose that
develop the skill for youth and peoples in Lampang province. They can be create public
relation media which have the content of tourism in their own area so that relief of the
organization who take responsible for tourism and disseminate the information g¢o round
dramatically and direct to the target group including build up the public relation network for
tourists to get to the information effectively. Especially internet which is important to
promote the tourism

The effectiveness of public relations are make socialize for people and they can
publicize the tourism information to tourists who are our target group, sustainable success
than the others mass media

The advantage of this project are cooperation of people to publicize tourism of
lampang province under Tourlampang in online media (Face book), now they have 86
members who are from 8 Sub-districts including 17 organizations, they have activities such as
introduce the tourism attraction of their areas and make a campaign to increase the number
of member by inviting their friends to become their members enormously 2) tourism
institute can understand the problem, how to publicize and adapt themselves in order to
make a tourism plan for Lampang province in the future 3) the tourism organization can
develop the seminar course to produce the media and add more skill for people and they
can produce creative media for Lampang province effectively 4) the tourism institute,
undergraduate, diploma and secondary education, can develop and establish the tourism
program for their student to increase their skill to produce the creative media for Lampang
province effectively.

Keyword: Public Relations Tourism Online media production
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UNANED

meiendsiidumaifolaSunaiiiingusradioAnunmsiuissloviannnslidedsnn
sauladvasnwiaulunsunnumiuas lusudadediunisiug Jadedunisfne Yadeeudiu
Uszaumsnana Yadesuussgslalunsvihau segrildlunsfinumanussnnsidunuyin
Tungamamuasdiuru 400 au lénsdusegrauuamazan lnglduuvasunanduaiosdiely
nafuTIvTdoya Bneadatsal Andosay Aiade dudssuunsgiu uaznisiessiannoy
\Wanvaa (Multiple Regression)

NANTIBNUI Jravnuvdeunudungi lumendgs Jogsening 20-29 U aaunmlan
szdunmsFnwUIya e ordnmnauuinensy seldadeseiieu 10,000-20,000 UM HOOU
wuvasunudulnglinudiAyduladesiunissui Jadedunisd@ne Jadediudszaunis
nsnana wardadeauusegadalunsiauilagsiuegluseduUiungis nMsegeuaALNAgIUEN1A
aguladn Jadedunissug Jadudnunisine Yadudiudszaunienisnann wavtaduiuusegelaly
My dawasionssuiusgleviannslddedsaueoularflungauymumiuns egnadidoddymis
afiAfiszeiu 0.05

Adnfsy: Mysuiustlem Fedenuesula m3fnw dwdsraumammaa ussgdalunmsvion

ABSTRACT

This study is quantitative research with the objectives to study perceived usefulness
of social network for people who work in Bangkok in the following factors: perception,
education, marketing mix, and motivation in work. The samples of study are from the
population of 400 people who are working in Bangkok via convenience sampling. The
questionnaire is used as research tools in order to collect data from respondents. The
statistical methods are percentage, mean, standard deviation, and multiple regression

analysis.
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The results indicate that most of respondents are women whose ages between 20 —
29 years old, single, holding Bachelor’s degree, having career as company employee with
average monthly income between 10,000-20,000 baths. Most of respondents give the
important level for perception, education, marketing mix, and motivation in work factor at
the moderate level. The hypothesis testing show that perception, education, marketing mix,
and motivation in work factors affect to perceived usefulness of social network for people

who work in Bangkok at the statistical significance level of 0.05.

Keyword: Perceived Usefulness, Social Network, Education, Marketing Mix, Motivation
in Work
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nssuiineatulnsiadluszuualdnea (Digital TV)
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waz 9191358035yvd lyALesgITIa
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an1un15anN1 sy Ata

UNANYD
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A A
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Mavioaifienaiin

Fdnfry: Mssufifeiulnsviedszuuidnea

Abstract
This research was a study of Digital TV perception. Questionnaire and quantitative research
method were used as tools to collect and analyze the results from 7,000 samples. The
results revealed that most of the samples perceived Digital TV information through
television media and knew that Digital TV provided better picture and sound qualities than
the conventional TV. Nevertheless, the government sector that showed the most interest in
Digital TV was the Ministry of Tourism and Sports.

Keywords: a study of Digital TV perception
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