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A PR LRV RGR VRN

unANLEuedl Usingnisal “seudu” 1Judyyinves
mswasuiulugiviminisdeasnisiledlne anguuvunsions
wuvuuasas lugsuuuuiduindeulneinietediidmuinludedia
FadafuilFaugulmiaunsadnandunulunisimuenisemedny
wazasesnanvainienslesluuiunswady

AEARY: TUSITULNUABY, N1SHIBIRTYIR, Aewdl, N15idaNneATU 2566,
Ausulu, NMslidusiumenisdies

Abstract

This article, titled “Fandom Culture and Digital Politics: The
Emergence of the “Orange Fandom” in Thailand’s 2023 General
Election,” offers an analytical examination of the Orange
Fandom as a distinctive form of political fandom that cained
prominence during the 2023 general election. Drawing on
theoretical frameworks from fan studies and participatory culture,
the study seeks to understand the transformation of citizens,
particularly younger generations, from passive recipients of political
communication into active co-producers and disseminators of
political content within digital media environments.
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The analysis reveals that the Orange Fandom extends
beyond conventional electoral support, functioning instead
as a networked fandom that integrates popular culture, digital
technologies, and affective political engagement. This phenomenon
is manifested through the production and circulation of diverse
forms of content, including short-form videos, political memes,
fan art, and hashtag campaigns, which collectively contribute to
shaping public discourse in online spaces. Such practices reflect a
decentralized mode of political participation in which supporters
actively construct and circulate political meanings.

The article argues that the rise of the Orange Fandom
signifies a broader shift in Thailand’s political communication
landscape, from top-down, institutionalized communication
toward a participatory, network-driven model. This transformation
highlights the growing capacity of younger generations to engage
in agenda-setting processes and to negotiate political identities
within contemporary digital contexts.

Keywords: Fandom Culture, Digital Politics, Orange Fandom,
2023 Thai General Election, Younger Generations, Political Participation
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wruAneIazIMUsIIUNTSHEIUTIN (fan studies and
participatory culture

nsanwTITeLIU (fan studies) falduanundeevesiznnis
FrudowarTmusssufisuldsumnuaulangiasedslutimensse
1980 - 1990 Aeundduury (fan) fngnueslundauinduiiies
fuilaafinuniu vawmamanazliannsateniezszinddanauyi
fuauasdld Wy nsazauvesfisydn nmsfinmudalueenddndda
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AN (active meaning-maker) Tisfunumilun1sinay foses uay
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fl¥d1una mnusdugfidneamlunsunsnussniaimusssuuay
fidusulunsivuannumunevesdesiats wwaRaves Jenkins
Ifdasunissudaounuy anguumeveulinatsidudddus
MTusTs (cultural participant) D89N

vl Fan Studies 8suniseenduluwinisisnis
AoNilede Textual Poachers 84 Jenkins (1992) FeoSureduiy
Wigualouwewsiugdnasudn (poachers) findudussduszney
ndedaiu Wy 934 ameundniomasiadiadunanulug
laiagiBumsBeuunuiindu (fan fiction) msviusiuensa (fan art)
W3aNITIUNGUANLTBIUTTAUAN 9 nasumabuanslifuinui
1u1maaiuaawuuw‘uﬂmmaaam watlugsundn (co-producer)
Fetdnlunsasrurmumsnevesdo
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Sruunindeudessnreyeninduatu Wy nsussneuauln
nsfufasAsIgiukuugIe Wsenstidavasiuegluaniunisal
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Fan Fiction 904934 Harry Potter mmmavﬂﬂﬂaduuswiiqL‘iauam“[m
W30 Fan Fiction 910 Star Wars fidusunisiduiSesmaden nasu
L‘VimugﬂLNEJLLW{[MG[!&J‘UUE]E]UI@U WU Archive of Our Own (AO3) %38
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Lwiﬁa;:iwamLﬁamﬁﬁwmwa%’wassﬁi&uuﬁﬁmﬂaEJ (subculture)
YDINULDY

Tuu%umaqé’aﬂﬂm ’wauﬁiimLLWuﬂauluﬁaa%ﬁaﬁﬂWiLauim
ogeroiio Inganzlunguienivusastindnw Feflnnsiidrugan
Tunsadnauay LLaﬂLﬂaauLuammEflusvmuaaulauammmfmma
‘wuﬂmﬂLLU‘tJmmmamiamwaquL‘V\Iu WU Fan Art wag Fan Fiction
mamaumwmmmﬁbﬂuﬁmumwamammumummaﬂumuﬁﬁm
dovest uenini Mandmievdanam mLUmIaﬂwaimmmunmmm
LEAM9DBNINANUANES19ETIA LLaungauwuﬁﬂUwauma‘tu%muuﬂu
ezjd:umumﬂmmamiﬂai‘d“uad‘wu‘wmmmuﬁiiﬂuiaﬂaauiau (A3uun
UMY, 2565) )
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ANARTRIUTITULAY ¢Srazoundwangnulunsiiionivaduiui
a519a55A miuwmaimﬂsm msmia'«aamaﬂwmua n1saseYuY
MeTmusssuiidnataianiy ﬂﬁsLﬂaaumuamaLLWu Huoin
mmaqm LUuNU'ﬂmwmﬂmwialimmma mamiuaq’n “Upu”
LﬂuwmummwLszmiﬂmmmmmmmLLa gafreaaunateln
mﬂaaumaﬂmu lmﬂmsJLﬂmﬂﬂmﬂmﬂmmmnmmaﬂmalﬂ
lud1u Fan Studies LLauwmeUuLLuaﬂmwuﬁiimEummw
(participatory culture) (Jenkins, 2006) wuiAndalRLHuin
mﬂiyiaﬁﬁ%ﬁa Tnganydumesiinuazlo@vailify Tavenends
wasiiuiives uusnndedy winlusinurusndudesaiassibom
Tufiufifin 9 veeues WU M3 Fanzine VionsTaunguiang1?
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unluApUNIINSIEaY (political fandom)
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B aEnazuNINEa85INEY N1STINRARWLE aiuth Ty
“usadutausssy” Tlseiiumenisilesluadnuinsetielaglildo
fsReanssanisiflesmiedonszuandnifiosdeiisn (Bennett &
Segerberg, 2012; Burgess & Green, 2009; De Kosnik, 2016; Baym, 2018)

Tuvdunlneg winsEnwi@eusedndanu dunisidles
DgITNINNTEL6 uAndnguannuAnu iausssuuuludedda
o ﬁLﬁuwmmaasﬁi’ﬂumisamamLLauLLmﬁuLuwﬂuﬁnmuaaﬂau
(Fuw 2ewitey, 2565) Trudsnufiosutensidiusiuveseiv
Tuiuiinavaluguedaiuardundoumsioamedinuuarniados
dazvieuluiirniafiertudn nrsudalaedlddladuiissionssy
gud1a mnusidulassadiswesnisiidusudidunuimaenisadi
gmanwal N1TkANIRBNTNRITHAILATN1TABFUVRIAUNUET I
Tuguruesulal dnvaeangt? mmsammﬂsﬂmwammmlfzn"[,f\]
msaamamamiLuaﬁwaualm Feaenndesfudoausves
Moon (2018) #ildiudn unumsiosswauannldrudnadisassa

=b. ¢

D
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Tumsdoansanuidnuasnisatiuayusie “Fan Object” Yedmu Way
NIIINERFINET Lﬂuﬂaiﬂmﬂmwﬂmmmiumamimaammamsm
uazunsnszgluedovnofdviaogseiiles

3. nMsasdnanealyuyu (community identity)

wiluneun1ansillesliunumadglunisneaguves
guuiddndnwalion Inedatuayuinmudiiuluumanosudedsan
ooulatl wWu Twitter/X #13 Facebook LileuaniudsunuAniiukas
a¥annuandudruniavosnguifiortiu cudnwiausssuumy
Tuusunlnedlsidiud Gumumxluiuaamwammsuumﬂmimmuiamm
filunsadrauazutstudon %aﬂQTMLﬂngauwuﬁLLa GRREtY]
Gzimuiuwwaaulau (A3uw Jowintios, 2565) quruwrumal
mﬂmaLUuwquaam&JmmuﬂmLamaaﬂmqmimaqu,a QEEGERR
ATIVINEIIL UBNaINT] lunanensaluudedaionssueenla wWu
nssamidesinnsdes nstevesiiszAnuienisrandaiusgyy
Tuflansisuy Aundriay maumLLWuﬂawwmimaqiﬂmwm
AudiudLuUTEyARa uiRensTUIUMsE Id RN R TiTnd N ARy
wagnTIvEeUNINIilodla

sFnu Tamsssuunuluuiuninetiiiuigue
ooulaivewunuiidnvarreinisaiuasusduton wu unuonse
wazuluiindy eazsiouunuimvosdlilugruzdiidiusanlunisnds
wazuaniUAsuasaumanglugusy @uun seuiiles, 2565)
Tuauumaifiessnuundsd 2563 uitouasuniinszsivatstu
T3 wowudin daydnwalsan (W 88 @win) uasiasetedunsauy
9819 #MilkTeaAlliance viwmiiindenasusndnvaiwazauiy
dwildladevesatuayuuusoulall neudeusrogianssusenlat
Wy ey Beshiiunase ndnvesiissAnviderinanmmya (Sinpeng,
2021; Tufekdi, 2017) Us1ngnisad “sawdn” Feladlaiiesnnuduius
518YAAA UAABNTTUIUNNTABIUF ALY BefiTunsdrydnual

Lazussing1un1ely aunsanaiy asaeunsiliesiazaseyla

wiilSauddanisnans
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aa v

4. Sausssuludeniva (diital culture)

v

unanvlesuddviaidudassddyiviiliuniuasamg
n1stllaannsnszarsnasidnsnaseaisisue Usingnisal
platformisation yirlfurluiifuiindnduazineundaisodnede
e wu msafrsflunisidesiiuninszaighia nsliuswuinidy
\nseafioszaunmARIuLaz T unavieteseaulatifioTiusiy
fatfuayu (Poell et al, 2019) Aundnifasioudn Sausssuuriuaom
liigausimssoglurnutiuds uldnaodundsivindeudsnsiies
TulanAdviasuady
lu@amgud nsesuisurunauniniIsilodsyly
Ilausingnisaldnnisiledlugiusauda (celebrity politicians)
Fafuyadnain amdnualiaznisadisanuduiusizelndda
fulsewy (Street, 2004; Sandvoss, 2005) n1siiledlugARTva
Fsnaeidunisnaunaiuszuinaulovienisiandes (narmatives)
wazaudulis Jadeuleslasnssfuanuidnuaznisiidiuioy
vaaiuayy
Moon (2018) lasmunanas1in “Political Fandom”
uu1 TaewsnliuanA199InLuIAn Partisanship ag19taay Tunia
M@ Partisanship inuanede NsaleansaNinAnIanIsiles

al
e Sk

D

a

Afdonssanisidedanssandluszozenn Jagffninienisidlos
(partisans) sidennssadug q Sunlindeuaratduayunss
Tnglidsuulasieuazdndulanisnsidesdnlnguuiiugiunes
gaumsniuazsaUsgloviBalouneiingsaae

lunansaiudiu Political Fandom Hlagaleariu
gaun1sainTenssansilieseg1unileaniuludnvuzideaiu
Partisanship mnua i ulufiaugniudersuaiuaznisaiia
AINeYNaIAsTIY AuyaRavonaindn q 11nndn namide fidu
wilun1sileseraianasnsivsenaslvaludiyana wu fuing
n1siles w1AnIEInTIANISLiledlaense TATeHUABNNIINITLTEY
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1 Moon (2018) taued9Usenaunie N5y (worship) NMsasEnting

110ULeRaw (self-awareness) N1532UMInAU (identification)
ANUANG (loyalty) N15amUTIRTTUAILAZLIAN (investment) N3LEw
NTDNITATNATIAADUIUA (playing) uag RERE AV TR ALY
(community engagement) Ssiaviatiae mamwmmﬂuuﬂumams
denduuinniinisidennsse wirensadeUssaunisel Anugnity
wazgRvuNiulud eIy

nanlagasy Usingnisalununoun1enisiiied
Fiduin nmsatuayuinnadesdutauilffufomavoingua
Baulouie uwilunavesnnuduiusidsensunl N9a519a3 A TUs TN
LLaumﬁamaﬂuwummma VOUWAVDY “NITLIDY” Wy “nI1sUuLig”
mlfﬁmﬂmLLawasuauﬂumﬂmu n1sviAulafifve suvunay
NNN19H0IITAMNAIAYFDN1TANIIAUTITUNINTILBITINELD
Tnaanglugaiivsznsulaeindagniowlmiiunsieanshlaniavia

wvulugafIauazguuuumMsiidiusiamienisiiles

meﬂuaﬂﬁ%ﬁalﬁ;lmduﬁLﬁuimﬁwhmmaLﬂﬂiuiaﬁ
msfemiuardedenueaulayl Seilumumddnyiensimungukuums
$ufuagmsiidausiumeniaidios nunuduoumiledliduiglin
doAdrtasulvdiiuulfuieeiidmsrunenindesiiuinanvody
ooulatinnnitdomnauudai TasanzlusUuuuresnisians
AuALiiu Msuridoyauaznisadadeonmianiaiios (Loader
et al,, 2014; Papacharissi, 2015)

Snunuzddyresnsidusnludnunsiie anudandu
warAuliilunienis nanmfe nsidwsulilddineglufanssy
yamadlesuuudndy wu nadrsunssanndiomienisyuyaly
fufinmenin mnuiveslugiansauludinusediu wu msléi
mMsuansmuAniusensidwsulusandgyesulal Jsavvieuds
nswasuldasesmailesugiurdiuvileesianssausmads
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wonani wvulugaddvadeliuualdufiasnannany
nslloudnnuinusssudevuazdndnualdiuyana n1suantaen
‘I/]’Nﬂ’]ﬁLiJENRNhJi@@EJIUiULLU‘UGUE*NL‘VW]NaL‘UQUIEJUWEJLW‘ENE]EJNLWEJ’J
u,mmﬁmmmmmmsmm anusanuazauduiin Fedonndaaiv
wuAndes “Affective Publics” Wuimmmwmmmmimmlu
mstuimdounisieansienisiiedludedda (Papacharissi, 2015)

2e9lsANY AYTRANTUNINENBALAINET mlmﬂuﬂmaﬂwmy
AN mamaﬂmnawmamamam mmmﬂuumiummmu
‘Lum‘uwuaamsLUaauLLanmqmﬂIu‘laaLLavaa et mﬁmmm,ﬁuﬂﬁa
miua’;uﬁ’mmﬂmimawaaLm’;suummsmaa‘uum‘umaqaamwa
Lay muﬁiimmauamﬂm1msmmﬂawmauamusu‘lmwm
DEIUWIUNTIN

wuIAANIINTsIliasvasevulugAfavia

LUIAANIINISHBsYaue1ITUlugARIaaIN1savinAu
wWilalgneldusunvesnisiasuwlamanaluladnisdeans dede
derneaulatiiunumdfysdonisiuideyatiasiasnisuanieen
N19N15L8049 muﬂnwmm%miwmu’nmeuimi%mmamm
AuUsERUAUENS Laimmazmwmauamﬂyiamyaml,miuww“
drusrumenmsieduguuuuiivainnats neluituiiosulatuaz
powlall (lensuns AlsSaude, 2564)

”Luu%wmmﬁ'aa%ﬁa meuﬁLLuﬂﬁuﬁ%ﬂ%LLwam\Ia%m
souladidufiufilunisuanaainudnidiu mmamﬂawuamauau
nsadraedetiensdiny SudelRiAnnisiidiusaumaniades
Tudnwarildidumenisuazdndsldnemniy nnsidiusaudanan
hfLé’aﬁﬁ’magLﬁ&mmiammm'nmﬁ‘vﬁamiamsuumﬁm MINGITINDS
nsasailont nssuseAniedinunaznisuantoeniledaydnval
Tufiufiooulat (35 WuIN3, 2568)

UINAINU ANWALEIAYUDINITHAIUTINNIINITLED VDY
Lm’;suuiuaﬂmwaﬂamimamamﬁvmwmmwaLLa“mium‘Tumiaams
Immmamaaﬂmaaﬁ,mﬂquwaauimﬂumuﬁsimmam W
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iy wiamengurienisaiadenifeaiieassd Jeasviou
Im‘wumﬂﬂiLUaauLLﬂawadmimaamm‘wuwmamuulﬂawuw
Taustsuludinuszdriu (Papacharissi, 2015)

p819l5An1L AITHAITAUIILUIAALAENYANTINAINATD
Hunaanuumvesmsdsuudamadouazinaluladuinniinig
Jueadnuazamevosnguauiulagunis fufu nmshanudila
mﬁﬁdau'ﬁ'mmqﬂmﬁawmLsmszmﬁama&ag}uuwai’mmé’muﬁ%ﬁa
TRV N R S HER PG

ﬁuﬁmsqimﬂuqﬂﬁ%ﬁaLLa:n'\sﬁei'au‘i'ammmeu

wuAndesituiiansisay (public sphere) gnlglunis
oFunsiufiivszruaiusniduiuaniuisuaufnifiunas
anlealszinuassareges ogelsiniy luusunvesdnudivia
fuftassaedldstaegifiduzunuuresaatuioiuiinieam
mnusveeigunanlosuseulay dudalenaliildauaiunsa
fidrusulunsdearsmenisileslfednsnitenng dodsaneeula
Feanunsagnuesinduiiufiansisassuuuulmififdnvaensyaegud
(decentralized) uagiUaninsdanisiidiusiuvesdaunainvane
ngu Tnglamizlonvuiiduiaeiunisdeasiiuunanslofufda
M3uanInLAnTiL NswiTayarsentsiiduluuevuiinueulsy
mouuitJLLU‘UGU@Qﬂ1iua’aui’aﬂuwuwmmsmvmma (Papacharissi, 2015)

oehdlsfinu fuflassuslugaddvalidnvasuandrean
uwRaRaAN namAe ui@maguumamaLszmmsﬂmwmamqmm NS
waLNAUAUBNTIa] AdFnuaynsuanieeniBeimusssN n1sdedns
yamsiflesdauinturusUuuuiivannvats wu fiu ledu vien1w
dolamengu Gsagviouliiiufinisdsunlanesdnuaznisanifies
ansnsnurludeausuady Tuuiunt wnwlugadvadunumaddy
Tugrugddnsnlunisaduasduindeufiuiiasisuzooulal
dhunsndnuazeundidomifoulosseinsseifunenindos
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[y

fuTausssuludiauseantu agrelsiniy n1sidiusiusananinig
anueIndudiunismataniedaunazmaluladuinniinisdu

Y

AudnuazianzyeanguAuilagunis
awanuaiuazsnanualvamssaiiilugnisiiauviuney
nsazidlausedamienves “doudu” Tiasudd iy

Fosueadounduluiaisinssnounanlvaiaanmdnvaiuas Sndnwal

yosuRILATsians Mufnuidunisaiuasiorsnsmsaniin

wssaldoonuuunusuimsnsdioseiaiuszuy fudnisiesed
vsunnisillesive arsimuanguidinunsiluaugulud Tuauds
nsimuIdndnwalnssalugiusndenisiiaswuuiasfouniimin

AfunuAUszrsulae anulusslanaganuyiniiousgadaiay

(Usana 398779 uavAe, 2567)
dndnualvomssagnaeansrinudadnuaiiendildieuas

o

Tanumnenenisuisesdaau liinasduddu laldsuaumdsuiindu

Y
a =2

FIUAIUAANYDIEUIRE195UNST F9TeTeeAY Fegniaualugiue
Brand Icon fiagviauanusiuasiy anundivivmelasiaiissniaif
waznsidosuuauidlug nmansnmdnvalludnuaed vilvseu
voanssna1usaldenlesfunmauazgaunisalvosausuluy
Alwanudfyduiadam Sndnvalnuwesuazanuidusssuly
denuliaganaundu

Tusunisdeans wssrounanlmidenlduloursnsdoans
v “Indeaduguinans” Taserfouuannsdoasuuuysannis
(Integrated Marketing Communication: IMC) NM1SNARABULNUA
finszdu hdsieuazunsnszeldnlulanseulay augiuianssu
&nuauy Event Marketing iieasannulnd@nseminassatuusyanvy
(Usanm 39erina uazansz, 2567) sULuUMsAeansfnanaonadesiy
a@uuﬁiimamaaﬂmﬂm éml,uumi:ummw n1siaulnsiuag
n133unBaLiionn (co-creation) Wiufiu Adudu Bulrinsifinvie
usuiinmensifiosiignuandnognsdeifiodluiiufinda

213613N1580A1TUALRDYIANTS ANENNTARAITINAYY W I auTluy
Ui 14 atud 1 unsay - guieu 2569



anudalauLazaNaiaNevesnwdnwaliar nnsieans
Tudnwagd “Dalfsamadennumeld” fes vilidaduayy
lnsianzaugulndidnind@adiunssa waznouvsndududydnual
yosmssalUlfumeluguuuusing 9 lddinzlunsadediy wiuendn
VIoARUMUA WS LATADIEUN1IN Tl denalikusuiveInTa
ve1esroantiarnnisduesdnsnisidfiesgnisiduiausssusiu
Afaiuayuiunumiduiianauasginounsmiumnefonuies

efinnsanswfvaudnuidunisdearsmensidleaay
wofnssugiiavsidends wui nisadueudile aalinslauas
Asidrusnveadfuasifuilededrdyiidanasanisatvayu
wssan1siiles laslamiznisdeansifianuainaueuazaiunsa
\irdsnguidiminelaednedusz@niaw (Fadas auden, 2568)
luviunil wssnewnanlul uarsenAenssainlna lansudy
ogsdau Womnannsadnuilnunmdnualuazinunnsiios
wwuiderulildeisoidios felunisdoaiseeulatiuazanssy
araauiy i lvdaduayuiuifeaiiudunsyesiinunssa
LAy mﬂmmmﬂwuluaﬂwmvmmLLWumaulmwsuu

ﬂﬁTJIG’]EJai‘U wssaouIAnlrikaznssaibnalulasngs
adiisslugiurasdnsmianisidies minualdimuilignisdu
LLUﬁummuﬁiswLﬂmwuﬂmuiulmLmiﬂumuiwamammm
Usngmsaid avwauimwwmimmsamuaJﬁlzJ"LWGUULﬂaaua]Wﬂuuaﬂawa
vmnAnanndavesgfatuayuiivasusiuanuduuruaeudaiv
gauNsain1amMadles auiludnisneguves “reudy” lugusyuvuy
nensiilesuuuiionsuaisin (affective publics) fimsandsluuiun
danuAdvialng

msilaeuuiunaNwazuNUmMYasAUU Lk n3al “Howdiy”
1. ngFuasgandn: nsillaslugrusinusssuununau
nseSurgunuImmssilosvesauiulva $1dusiosu
nnmshenudilansdsunasesnmsieasnsiledugaadiia
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Tneerduwuifnues Jenkins (1992; 2006) E3oaiausssunisi
AUTI WaZHWIAA prosumer Ua9 Toffler (1980) Wag Ritzer and
Jurgenson (2010) ) Fadlhdiuinduuase NIERFALazEUTLAR
Fosudeusnadulanseulay LLWumawmmulﬂmLﬂumewLawms
wAddruganlun1sHan USULAIUAINELNITIA8AULDY 1Y
“Gloud” 'vriaLLWumaumqmﬁmaamauum{ummmﬂﬂa nalnuuuil
Usngegnstnau lnaanzluginisidensaill Jun 14 ngeaiey
W.A. 2566 NANWHLARUYBINTIALILAATUNUINAINGTUATLUGANER
anseg1afui ﬂallLL‘V\IUﬂﬁUﬂﬁ&JUhJLWENG]G]Gl’lu%’l’miamL’J‘V]‘Ui’lﬂiﬂ
uASIas19ETIA du Aay @uIWﬂﬁWﬂLLauLUE)MW

WA 2 917970 Thai PBS 3aq “idenda 2566: ‘Seudal’
syauuAy 317 dziitoulanssulail au ‘Anlna’ Wiann”
Faazvounisiadeulmussuruneumenindedulanseulat

fisn: Thai PBS (2023)

) ' P Yo A ¢ & v o=
fngiiulatnfewauUgyeoulal #31 Fe91daunneiay
Ungdsnedeveanssaniilnalunisidends w.a. 2566 way ﬂmEJLffJu

dnya wmi’gmaaﬂamLLWumu “Gaudu” (Thai PBS, 2023) LLmJLUmu
L'%:J umﬂmimLLWuﬂaummwuﬂu Twitter/X @319lnadunay
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awnsiindifiian 31 weudydnuel “3du” warBluddy iosaused
TRnnudennssafnilnauuudydnede deun #31 gnminlulidily
TikTok, Facebook wa Instagram Tuguiuuves flu adudnseviseiale
Auanafanrunduuiunduegsainsasse

nsltias 31 Fevimifiuinnindismuieiavgaias
wisfunaofudydnvaldedndnvalvesndy denduilvisaiia
anuddnduyuy (sense of belonging) wazlunisusznie
sanuluiufiasisuzesulaiinuey “deud” lassanunuady
TuYausssy pop fildusvuiinUszsrdonvesdallu wWu HARMY
138 #Blink (Suwantawit, 2023) @U13NABUAUIIUIULINKER
User-Generated Content: UGC Hiuuwanslesumaniegseiios
Liitesduiiy adudnse Aauvieifledoidou Wodwoasnades
ludeadeassduazaynauiu lagludessenisdoarsainnssn
Tnanse wansbiwiugn nsiidusinveaenvug el ldvensveumwn
InnstEnasiugmsndnansegafiuguuuy

nauseududaUsznanudluiinzsuuusssu@ (natural
vote agents) vaes3A Falulldsordandiunans usvhminfisased
advayuuazneunsdeyadsnuiedueietsdsaueaulad Fdu
#31 Faduineiestiefomauanedommemsiaussauiiasiounatn
YosuuneNN1aN1SLildluYARTTARE 1R

AswasuunuIMaIngiuans By guudiniedile
qunsnat)) wndududeans Wy fairduviounuyde) azvioudn
madiedignuasguliduinusssuuiuney newnmelunaugulml
fidvlaundvunanrlesufdfauazdiinvenisdoarsdsldnougs
(Suwantawit, 2023) nszurumsiviliniadiosnatedu “Aufives
msaf1sassd” Adelondliionuuddusnlunsdnaumineng
nailenaradedndnualSauluguzuunduveamssafinuaine,
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Usngnsal “Fewdy” Sadhusnedeimaliovesnadsusiu
mniFuansdidnans Wlanmaidles Fdiflesunensuuaumasmsiia
sumsmadies uidifusuinadedugaidvaldnaadudumines
Sausssuulumenfifiiin nuazideulmmendsvonsmyugilysl

AR 3 912970 Thai PBS 3aq “densa 2566: “‘Feuda’
syankAuley 317 dzieulanssulal du ‘Anlna’ Whan”
Feazviounmsedeulmvsslunounsnisdiedulanesulatl

fi11: Thai PBS (2023)

2. msidlesuulansaulay: Sausssuuwiuluausdonss

Tunisidends wa. 2566 nssafnilnaaiunsaniniis
aa I¢ 151 #ids FedeoduderuenauseSimanifiazioundmes
gudesnuiulnivasdedny swfnvivanstu wu Loader et al
(2014) waw Fuchs (2014) edunedn insetedinuseuladiduiiui
fvinlaugulvsidrdenisideslduinninguieu 9 wsizguuuy
nsildhusnilignainegudnisdends uwinseuaqulufisiansau
nsilleslutiinuszdriu (everyday politics) WU N15ussI AMsnalan
nshnusuiinuiensvinaoumusies lunsel “Foudu” wgRnssuwani
Faaueg198e fegaty

aaUduUL TikTok uag X (Twitter)

nanelunalnddglunisdearsmanisidiomes “doudu”
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Aatdvayudtuiuuindansudislaladainniifiuanisaunsnal
yosunuin Wy fis1 Auainyind wiilddu Aussersudeynids
Sausssudumedidn deuduininsadduwwanvedumeani viildans
nsiilosdu nsrdunazinensunisILEs AAUS LN Tre AR
NANLAUIUDIVANA1ULAY mmmmsﬂumimmamsimmaqmm
Tusunuidends 2566

Gl T AL
noagasnuaISH bls) L:nz%m

“wssan1dlna” o2
UU TikTok v

LN ), ! “WSN AuRStYSaU”
1a9NAY 66 WSSﬂanTﬂa OWGaaWIWY

UNOOO—“J n31 1 duAu

ato 2. 8 aluau
(®@1n 4 naunu)

O AQDRBUSIY
no1 4 wuaiud

noan:nuudeRannu.U
32 nUD 910 33 nU\)

g3alouu TikTok n31 200 AU
goaInNBUSIUNIN 300 AU
(mefu 3 1Gou)

Aulnels TikTok N3 40 ahuAu (IAUASYYELUS:BINSAIUS:INA)

it 4 Sulnsfinuszneuunenuides “aa@ammmam'«a
‘wssan1bna’ TikTok enRnnu— aamawﬂ,u Laaﬂm 66”
szmmemaa,gamsmuimsuaaammmmuaammsswu
vuknanweasu TikTok
fa: Spring (2023)

578910 Spring (2023) way Thai PBS (2023) 53y
TikTok Wununfinssaiilnaaunsaasanszuanduhsanenisidies
laegreiuszdngan wu aduAiunves fisn AuasyInd nounn
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Useifu “lidondlna Aludflasndnuden” Fafinsdndedulaia
Tamasuazyndumesidnauiiveniisunansduafiuasgnueidu
unanwasulugs X way Facebook (Bnsetnsdenauandeyd TikTok
“@sparkupdate” ifianougunswatives fisn Neafumaidieslusda
warldiorinfidssuuvatigaugnilnadalaourundudiuauunn
(Thai PBS, 2023)

aavdumand Tildduieddedienides uivhaiidu
NuiideansnnisdewssUsyavuiiniuaduaiuazinuUasae
AMYTTRLSTINTRIeY devieuliiiufinnsdsuulandilasadng
yeansdeansnisiflesingluga TikTok Fefvunareidugndnuas
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on anything M:myoutwnlsalreadyoyer_

. : " . NEVER.
4 \ again, you will never win
( ‘ 5. You never won a landslide outright. There is 10
5 ’
-

year anywa
maybe try getting 65% of the vote like
Rak Thai and I'll reconsider my stance
7. You don't have any feasible economic policies.
Monopolies and big corporations don't want you in
Ppower. Farmers want policies that cash them checks
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AW 7 wouauli vdiug (“wawd”) gnaguililoduatiie
Psgydnlu “deon du” ImnFnsaliuuesvuiin #uaud
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fu1: Sanook (2023)
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Jinguasvenil

Abstract

The objectives of this study were: (1) to examine the public’s
exposure to information provided by subdistrict municipalities in Ubon
Ratchathani Province; (2) to investigate the public’s information needs;
(3) to assess public satisfaction with municipal information services;
and (4) to compare differences between demographic characteristics
and satisfaction with information services. The sample consisted
of residents from all 54 subdistrict municipalities. The sample size
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was determined using Yamane’s formula at a 95% confidence level,
and multi-stage sampling was employed to ensure proportional
representation based on the population size of each municipality.
The research instrument was a questionnaire validated by experts,
yielding an overall reliability coefficient of 0.95. Data were analyzed
using percentage, mean, standard deviation, t-test, and one-way ANOVA.

The results revealed that: (1) overall public exposure
to municipal information was at a moderate level (X = 3.33,
S.D. = 0.67). The most frequently accessed communication channels
were public bulletin boards, interpersonal communication, and LINE;
(2) Overall information needs were at a high level (X = 3.65,
S.D. = 0.41). Respondents preferred information that was interesting,
useful, accurate, and credible, with emphasis on content related to
social welfare and rights, public health and the environment, and
disaster prevention and mitigation. Preferred communication channels
included the municipality’s Facebook page, municipal officers’ Facebook
pages, and municipal websites; (3) overall satisfaction with information
services was at a high level (X = 3.59, S.D. = 0.75). The highest level
of satisfaction was found in content related to public health and the
environment, social welfare and rights, and occupational promotion and
quality-of-life development; and (4) gender and occupation were found to
significantly affect satisfaction with information services at the 0.05 level.

Keywords: Public Satisfaction, Information Needs, Subdistrict
Municipality, Ubon Ratchathani Province
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AsaYauUsEIn N5IRgedadg N13937980U N13UTZIEUNE
nMsufiRcunarnmslamedoyatnias dlidulumungvane
seilou dodsdudnniensiu waznaninasinayisnisiiniens
U nenuun (@UUENSEUNANSNEINTUN (89ANITUITL), 2559)
6“5@mﬂmas‘iwaiui’fwi’ﬂauaiwsumﬁ TisAu 54 wis ATOUARY 22 6N
970 25 98 Nﬂiuﬁlﬁﬂﬂumi@LLa‘Uiﬂ’liﬁ]@mi U 444,295 AU
(diinauedifiuvisnd, 2568) Iuwuwmmvﬁmamuamﬂanmsumm
mﬂulmLLa.uﬂamuﬁmEJsuaumﬂﬂiuwuwmuﬁmaLLmummmmaimmq
Usemeiitauthy awﬂmmmmmwmﬂwmwamﬂﬂu%muuu 9
nmsddeyauaymsUfiRnuiunsznduiiug
waznsHguNIYayararsieatiuayunIsuTMsIanIsuazns i
uimsUszrrulumeauiasiuanitng saudauszaunisalsinugun
NuUAUWAUIARUABY WU WAuIasiUats 54 uite Sinssiiduau
Usznduiusmusuaniniivesesdinsunasesdiusiosdiu iewmeung
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ﬁuamaﬁu’naﬁﬁuaqmmﬁiﬂmﬂiwmwﬂuwum NUTeIV9N1SH0ans
T LAvFe dodaiy 1wy sanunerrnarlvaines
theuszodunus magmaqaaim wu Buleduazdoderueaulay
SaAedenonssy 1wy ﬂﬁ%’mﬁammmmﬂ‘lﬁﬂamit,t,as?iauﬂﬂashu
Lﬁwwﬁwﬁﬁﬁmﬂwﬁ%am?ﬁamﬁuﬂivmmﬂmwm aghslsin nsldde
aauimmEJamastmiJLLUULmJLLavmmmmmuﬂmamamﬂwimn
AoRdvasualy mﬁ%uumumimmsaLﬁmmmaualmamwmm
warvaviasniy Turaieaty iULLuumimLauasuauaﬁumaa
Uivmawuﬁmlummmmauiwaqmumsmmmi dwaliian
Fosfelunisdeassewinvesdnsunasesdiuiesiutulssrsy
iamwﬂmmmmﬂuww Snnannsenassiulszananitelviaang
mﬁmJmaﬂ1ﬁhwma:uwuﬁsuauaﬁm’amimimauauaamiﬂgumm
iwﬂsaUﬂammmuﬂLauamamamnmﬂwmﬂwmmmw‘ummms
Fearounrusniulunisensedulseaviamdouasomants
Uizmamwuﬂwmauauaﬂmamiﬂgummummimaaaﬂﬂmﬁﬂmaa
Iapgnefiusyansnmn
msdhfiadayatiasanmienuniasgiodutladuddy
fidsnasionunm@in anuvasafouaznisildiusinvesuszuvy
Tudipudagdu nsUszanduiuslugiugnalandndiunisdeans
A151904E f\]quummwmﬂmiumamwamamamawmsmuﬁa
Usyrnaupgnaiaziiussansam mmumiammmmﬂa AUETGET
adneusailowas s uderiussrnamiseuiuUsTsy
(ﬂaaawﬁmamuavqwivmm w4 Uivamwammmsaamimﬂi%
EJamuasm‘UiULLw GUEN‘VVNLLa”ﬂmﬂWW‘Uaﬂﬁ@ﬂi‘fﬂuﬂﬁLwﬂLL‘WiGZJ’e]iJa
mamﬂmmmﬂiwm%uﬂamGm ﬂlmamammwau Lmeaamiauma
Iuﬂawumumwwmﬂwma Widesdnnseding deeeulad & aauma
wazdoRanssy (Humssa Wesdse, 2558) urannsansiafiuiives
AITENUIN nsdeansvennauiasiuadisyaudgnilunisdids
Usgnvu Guauasu'nmsmﬂawmiaaﬂumuauiﬂmamumawm
maqmwmmumauﬂaummumi asvouliiui maamqaamm%
mJasJmlmmauauamawqmﬂiimmiiusm’;msmamsvmﬂmsﬂmf\ma
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DE1UNYIND mwuamasuaqmeamuamamaumumﬂmmq g
T3y Ltluimaaﬁwwumu MSEANSISAEY NSANYY NS sAY
N139AN15A NG DULAZUSAITAS IS ﬁzmﬂusuauawmmuma
n1sdndula N1InII9deuNIIVINIIUTEIsTIAS A153mNRU Vo 9y
(wil FiSanns uazAn, 2567; ity 19EduUns uazAne, 2567)

mewall N1sAinvUTeuiisunuiianeladenisliuinis
GUamamamsmmwamuammﬂi ry1vuludaninguasnysiil Fad
mmmﬂmamqmmwuﬂﬂamswwmﬁﬂLLwaamm%mmmwamu
inuwuiummﬂauaiwam maamummaamaaamLﬂumuwuumi
wwmnawsﬂi suduiusuasesAnsUnasesdutosiuluiuiisy
LwasJﬂiummmmwmsmmimmimvua daasun1sidIusTINYs
Uiuﬁzmuaamm%q

WgUITaR

1. Wiefnumsilinsutoyatnansmaunaiuavesusznvu
Tudwminguassni

2. efnwanudsansteyariansmeasuaveUssv Ty
Tudwminguasysnil

3. iiefnwmufiswelasenslssnisteyatmansinauia
suavesUszruluinminguasusil

4. \ilewRBuiEuRIAnNSsEIr s USEASAY
Anufanelasienisiiusnisteyatnasmauiaiiuavesussusuly
JINgUaTIvEl

WUIAA NEE wazauIdengIdes

1. LL‘L!’JﬂﬂLLa‘“VIi]‘w{]LﬂEJ’JﬂUﬂ’]iLUﬂSU‘U']’Jﬁ’]‘Z

msaamiLﬂuﬂalﬂmﬂmwmﬂimmuwamsaﬁmmLLavaas’mﬂu
Tudsaulapegnafiuszd@nsaw ImEJLawﬁ,umﬂmumwmwaummu
nsfeansBaiiunuimddglunisadrsnnudile anauraiaedou
LAYABUALBIADAILADINTUBELNTN I UEIAY (Schramm, 1973)
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1.1 nqufn15iUaiudnies (media exposure)

a1stiouladudrdysonisdndulavesuyud
wzagliyanaansauiufiAvanmdiautazaniunisaii
Wasuaseinwiaries Tng Atkin (1973) e8uneinffilnsudnans
wnnnazianuuaiouaziiniudiladeanimuindouinds
fidasuties yanalildilnsuinasnedn usi9z Fonanizdad
aempdosiumualasaiusslevisionues duonndostuuuain
NS¥UIUNI5LRBNASTIIIE15 189 Klapper (1960) mlmuuauam
wialtufiyaaatduas LﬂmwnmsmmamaLaaﬂaamwumm
asweunslinssiusiruafuagauaylaveny dansruauns
danunsoutseaniuvansfid 1dud nsuaramdeya n1silny
Fmansinuauls msumamanuiuazanutiuii saufiandnesn
3@sJ'mmuu,avmmmaqmﬂmhuiasuumﬂmams fiail fuansiin
Fendnasfiaenadesiuanudonasiinuaivesnunazsinilaiu
InmsmmAanAsTurieidentnasimidiouazazan

1.2 thivdhuypeaiitaviswarensitinudeyatnans

axvieufisnduunnsrdlududnuauzianisdues
Usvaunsaitinessiiuans Jafemdriivsznoudie 1) o1y Wuilade
mawmaummmemﬂuumaqLLaqumﬂi'ﬁu W Hgeenedindadny
JOUABY g Uavsedinsyiawnniy "Lummmﬂwuuanmmmﬂmas
Dasuundelmi wazaedlanluuivaninanit 2) e Sunuamms

rinewardsny ddesulvamansseyin dugaingnldudnld

fenfiesndnvarersualiazeuazBunseu 3) nivamnadany
LazLATEENA AvuaviauAR AluunasIngin m’mm‘umimﬂmw
1/1memqﬂumﬂgﬂsmmaammﬂmmu 4) P3N aqmammmwﬂﬁ]
WaEMIAAINENT EniinsAnwgaindianuisounuuazaninsauseiiy
asldogasounay Lwﬂ,mwamaaamwaua‘lmmw 5) §nYaEIIU
UivaumsmuavwmwauLuawﬂ,‘wmimmmmiaamﬂaamwmw
YDIRULDY memimmmwmmLsuﬂa]mimﬂ‘Uﬂmﬂi‘wmmmau uag
6) SxuIAlUNISVINGIU § mwmmummummmmﬂwuﬂwmmwuuav
8ONTUNYLNUINFT 9| TuﬁuwmwLwaLimmmumqLLawmiL‘Umu
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aa a

asfiuansnceantu (1536 eaveuin, 2550; 37 Awing, 2560) Fety
MnuIAnkazngefi1eudiveIniungmsfinvinintdaiudeya
Fmmsnluiivszvvuldnuneiagieuainnisidonldteyatnas
PeesMsTmldie avmnuagiinuaula Imamﬂﬂmmmawmﬂm
anuturesUszrsulumauaduadessuifisuainiadedou
yArallanEnasen1silnsuteyav1ia1ssulsenaumey (A Y3901
sEAUNIANYT NsUsznavTnLazsels

2. wuIRaigafunIsUsEAEuNuS

nsUszaduiusidunalnidaulouisiiesdniniaiguay
wnvuldiiioadisnnnudila anliele anusamilesenineesdns
fuans sy anAnuAaIALAABUNTeYA Josfiunudaudauay
atfuayuuleuie/n1siavesesdng Tanfsnssisedoidsauaguma
Anudoievesesdnslustare (1305 WAANd wazAe, 2554)
ulsy mamwuﬁwmmwamaamamiaamﬂumﬂmumim
afaanuilanazausuiinyeusediny EsuANduRUSIUSTIaY
Annfugua wuumi‘wwmLﬂﬂiuiaaaamma $ENTEAUNINTYIY
ﬂiaﬁiiu/miﬂmsaammim nfelasunissensuiiuiundnly
andumsfinyinazaunnudnndn 35y adsauna, 2546) lnednuas
?’%aﬂszmé’uﬁué i 6 Uszinw leun 1) dodsfust (print media)
2) doyana (personal media) 3) delanvidil (audio-visual media)
a) %aﬁaﬂiim (activity media) 5) Zounawu (mass media) waz
6) fedanneaulail (social media)

3. LLu'mﬂu,amqwg]mﬂ'mummmmms

AmNufeINITAe annEANLLANA1ITENINsAsiTogTaty
dsfimeanimiofisusisounluouan Imamﬂmmwumaaumﬂmﬁ
wﬂmuwaLLaqummimLwam‘uauaﬂ,wmiaL‘flmmwmh walad
wiarnudesmseonu 5 szmﬂwu%m"l,ﬂasmum AN ANABINS
MsasTINe ) Aadasndie Anminuay mimumwuﬂumﬁm AL
nailawagnisussadneningaan Hiarudeimsaniatudugsu
Tngliamnsoduduld wuanduaus [§iausnnudesnsvdn 3 Ussns
ldun armdiosniseudiia mnudesnsnrmdiiusuazasioanis
§1un Beawviounsegdlalunsvhauuasnsdiniuin vauedl noud

sEnsmMsAeasuarioysaNng Anznsieansinasy aminendeideslusl
Ui 14 atud 1 unsay - guieu 2569



ERG w84 Alderfer (1972) lddaasigvikazduunainusiosnisidu
3 @ Ao AUABINITHNBNITANSITIN (existence) AIUABINITANY
AUAUAUS (relatedness) LazAuAsInITiALILAULR (growth)
(@uns lansussinn, 2524; ginnd Tued, 2538; &S dau, 2544;
NOYSa LAY, 2545)

ada o

s218U35798

1. Ussrnsuasnguiaegng
Usgmnslunmsidondat 16un Ui“ﬁmmmmﬂaadummm
guUaTIYEIL MU 54 WALIaEIUa 53U 22 81108 S LnusAY
444,295 au eBetayandinuImsmveleu @ ninauadifuiend,
2568) miﬂmumﬁummamaumamﬂsﬂammm Yamane (1973)
AsTAUANUTRIY Seuay 95 mimmmuﬂaumamqmau 400 Ay
lun1sAnLdennqualedis ;3’3'«3aiﬁvﬂﬁqmmamjwammumu
(multi-stage random sampling) Iagsiilunnsdisil
Ui 1 NSuUdREIUNAUAI9E1991NTIWINYTEYINT
IuLwia”Lwﬁmam"waﬁaEJmil,ﬁsmﬁzgiﬁﬁlmmaﬁwmmﬁmu
ngudeEns 400 AU
Fui 2"Lﬁzm'maamaumamqLLUUUQL@&J (accidental
sampling) AUTIUIUNGUAIBYTYALUIRNUARZINAUIAAIUS
mmimivsmsuwmﬂu :uiamaamaaﬂLﬂuﬂaumasmasmm”ummmu
Imamwamamuamumwuﬂmaqﬂuiwamm
2. Lﬂiaauaw“l%‘lumil,nmws'smama
Lmamaﬂﬁi’ﬂumimmaummauaimu,ﬂ WUUEDUAINAIY
wqwa%LLaummmaqmssuamasunaﬁmmmamuasuawwnwuiu
Jainguassnil IfﬂEJlI’JﬁmSﬁSNLLa‘“%”Iﬂmﬂ’ﬁNLﬂiaﬂiJ@m‘u
2.1 M3fnvufa nufiuazaideiifendes
Tudesnslasutnans msussanduiug nslidednuoaulaiiiie
nsfuideyatnms anufanelauayAudens aaenausULuUNNg
mLuusuaqmmwamua‘luﬁmmﬂa‘uaiwmu wagy AnsziUsELud
LﬂEJ’J‘UENLLauuWﬂJ’lﬁﬂWiEJEJﬂLLU‘ULL‘U‘UG@UGW&JQUU?N
2.2 wuuasuauANUianelakarALABIN1SUoYa
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Fmanswauaiuareslszrmiluiminguasusiil adusisUssnou
fn8 4 oY Aatl

moudi 1 ANEUENIIUTYYINTUBIENOULUUAR U
WumauvaneUnuwazlaneda mmﬂuaﬂwmumwiumﬂﬂaqmmau
WUUADUNTILIU 5 U0 LokA Lnel 818 SeRun1sine ordnuazsels
drusnaLnau

U 2 nsiUasudeyatiansimeuiadua Jufanu
JaneUaazdaruiln msnﬂ‘umiLﬂmmammamimmwamua
U 13 98 LﬂmammmﬂmaLU@LLaummﬂiymmm (rating scale)
5 5g6U (Y Az, 2560) ivunariAzkuuesnmalun1sidaiy
fatl

5 N80 ﬁmu%%’umnﬁqm

4 vignee Ansilasuunn

3 e An1sWesuuiunans

2 vidneis dnsilasutley

1 e mmﬂmuuawam

moufl 3 ALABINSTOLAYIASIMAUIAAUR I1UI
29 U9 Lﬂuﬁwmummﬂizujmm (rating scaLe) 5 5¥AU MUUARIAZLLY
YpasEauANUanaly Aadl |

5 vanefie AUABINITUINTIER

4 31854 AANUABINITUIN

3 U8 AAUAINIsUILNEaNS

2 dNgRd dAuAeenIsley

1 e mmmmaamsuawm

noudl 4 mquwaiwamamamimﬂmamua
U 28 U9 Lﬂummmmmﬂiumgum (ratmg scale) 5 5gAU ANUA
ANALLULYBITEAUAUNINDLR el .

5 vianedle daufianelaunniige

4 e danudanelauin

3 e dauianelauiunais

2 e Sianuitanelatios

1 nnedls Ianuiianelatiosiian
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moudl 5 doaueuuzdu q Jumauvaredaie
gougunuAniuressEvdluamauiasua etutoiaue
LLusLﬁamiﬂ%’uﬂqqmﬂumﬂﬁu’%mﬁagaﬁmmi wieldfunuamng
Tumsiaunnisliuinisteyadniems 9w 3 e

2.3 uutdeun1datus1alunTIadeuANusNE

Wassuaineansdnuinwwazudluuuugemudwuginvessaisd

fiusnw

2.4 huvuasuauatuikumsuAluUiuUssa
mumuwaammswﬂiﬂm iﬂmﬂmm‘wmaaLmaquamummmmmq
Failom (content validity) mﬂmmmmmm 3 au laud gnsanandl
ANUNNSIANTOIANITUIINTAIAIUS EVTIAIAIAIUNITIANITRIANS
AASTUAY wsmmmmumiamauﬂiumuma HANFUTZTUAMA N
passiadien 10C = 0.97 ﬁ]'muuﬁmmquaaummwiwqmﬂsumq
wAlumuebugivesEmsIn

2.5 ‘L‘hLmuaaumaﬂ,ﬂ‘wmaaﬂ%ﬁmﬁmmamﬁhﬂﬁ
nquineg1s S1uau 30 Au Wiomanaudesiu (reliability) veua3osile
Imsflfaam Fuuszansuean (coefficient alpha) Au35N15901
AsEUUIA (InAS ey, 2560) HanIsMALdeureumsedile
asmm 0.956 mnedunsesiefiunismeasdlideudetuias
st gl

3. ﬂ’liLﬂU‘J’JU‘J’JQJ‘U@&Iﬁ
nMsisundel FIdeandun1siuTiusIndeyaninauIueme

AULDS I@a%umﬁaumuLiJumsaa:ua’Luﬂ15Lﬂmamaawmwmw U
470 Y L‘waimwmwamamiaLﬂiwv‘wzjamLLaviaﬁummmuiﬂlmaq
Lmuaaummawlmamm mimusausamauamwaawumﬂmuav
2 mmammﬂuiuauwm 3 AU IﬁEJmumﬂlﬂmwwwwummﬂﬂu
gupulufinng 9 WU painan $1ue1ns S thuBSounazimeunaiua
LLauLmﬂLLUUaaumﬂmmaULLwaaumu wEenfunseRUNETUREUMS
mammuaaummLLazmaﬂsaﬂquaaumuamsumaqmwsawmuiu
sond@eulilly wasmsvuuugeuanuatuarldiiu 10 il s
muﬁus&’feyﬂammmnmmLmuaaumuﬁauyifﬁlé’ 91U 443 90
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Wisswemmunanguiegnsiiivunly

4. mMsnsedeya

ARAElAAL TN TIRERUANLANYTAIVBINITHAUNAUIIN
nauiegskazassiateyaneudiiignisiinses lagldlusunsy
Aoufimesdniagun1eadn adamlilunsiiesesidanaminiaula
ANUlAY Yeyuu Asazen (2560) Usenausie

4.1 MTIATITOLARNYUENIUTEYINTVRILNBY
wuuaeuay Wadiinisuanuaseuinazadesay

4.2 MTIAT1EYINSUATUYoYAY1IETVB LN B Y
wuuaeuny THaiRnsuanuasenud Adosay Aade (X) uazdiu
Lﬁmmummgm (S.D.)

4.3 MTIATINAVIUABINTVOUAYIIANTUBUNAUIA
Aua karnsiasauisneladenisliusnmsteyatians TWaa
Anade (X ) wagdudsauunasgm (S.0)

4.4 mymnemUseuiiguanuianeladenisii
UIN13TeyavasmumAvesEnaukuvaaun 1y Tadfnaaauend
(t-test independent samples)

4.5 mynngmUseuiiguanuianeladenisii
Usnmsteyarasiudiulsuszens loun one sedunis@ing o1am
wazsneldiedeseiiou Waiinsinseianuuususiumaien
(one-way ANOVA) wagiilonuanuunneisegefiteddagmieada
A l¥IBn5iUSuiBuT8ee s LSD: Least Significant Difference

NaN1SAN®I

1. dnuaEnNUTTYINTVRIRaULUUABUAIY WUl dlng
Juwands $1uau 255 Au Aadudosas 57.56 longsening 30 - 39 Y
dwnu 111 au Andudesay 25.06 sosawflonysening 40 - 49 T
U 24.38 wazengIEnI 20-29 U duau 83 Au Andudevas
18.74 ﬁizﬁumsﬁmmagﬂiizﬁw%mmw%mﬂﬁqm U 177 AU
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Andudesar 39.95 sesaunilsyaunsAnwlsendnwmeulane/w.
wazauUSnyay VU advay 74 audnilufoas 16.70 TadessTsUMSANY
dulwgiusznevenTn gndnawessy Suau 110 au Anludeas 24.82
sesaaUsEneuDNTNEILM S1wau 106 au Anduieay 23.93 uay
415719015 1w 90 au Anduiesay 20.32 selddiudanelfou
#1nA7 15,000 UM Suau 198 AU Andutosay 44.70 sesasnilsela
9effl 15,001 - 25,000 U wisaleu S1uu 122 au Aniduiesay 27.54 uaz
H5ne/leisEwing 25,001- 35,000 U Aokdieu $1uau 67 AU Anluiesay
15.12 Muaeu

2. n9UafudeyadniansinAvIanuaveIl e y1vy
Tudaminguaswsniinuin Usssnyudlvg wneiinsidaSudayainias
Andudesaz 91.87 laguszyvudsziunisiliniudeyainiasan
douszuduiusvounauiaiiuasylusziuiunans (X = 3.33,
S.D. = 0.67) WeRinsanedenud defildsunsidaduanniigaan
JuAuLsn bawn Treuszrduius (X = 3.73, S.D. = 1.00) 589891
Hu deyaravioidmifmauiadiua (X = 354, SD. = 0.96) uay
lowddhuivelavingy (X = 351, SD. = 1.32) Fednagluszduannita
ANUTIUNITANUAINU

neansnanazvioulmiui Ussvrvuliniudrdyiv
doustaduiusuuusaiuiidndeine wu dheuszrduiusuaznis
Foanswudming suddiauadladossulaiildnudulszslu
Fnusedriuhuladuoundiadu Fnsedl 1 wavansnsd 2

M1397 1 nsiasuteyainiansinautasiuavessenvuludmin
guaT1vs1Hl lngsay

nsiUasudayaviams Iy | Sewa

1. 1R8 a07 91.87
2. laiy 36 8.13

kXY 443 100.00
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M990 2 AnudvesNslnsudeyaimasimauamuavesluguiuy
YosHoUsEYEUIUS TneTau

AUA s

da vee | vew [ ‘lLives |uw q|liwe | X | SD. | wa

Uszandusius [ 40 Al | e wa
ﬁgﬂﬂ%’u T | 9w | 9wau |

(Bowaz) | Goway) | Goway) | (Gewvaz) | (Geway)

1. e 90 176 93 36 12
s 373 | 1.00 | wn
VNG | (05 11) [ 43.20) | (2285) | ©85) | (295
2. doypna 67 | 146 | 141 a4 9
v o 354 | 096 | win
(Wi (16.86) | 35.87) | (3a.64) | (10.81) | (2.21)
INFAUNaRIUA)
3. ladd (lasd 115 119 82 42 49
L. 351 | 132 | wn
mjm/ 28.26) | (29.24) | (20.15) | (10.32) | (12.04)
lavingu)
a. Wawes 68 148 115 56 20 Uy
3.46 | 1.07
16.71) | 3636) | (28.26) | (13.76) | (@.91) nans
5. wlyln 89 147 75 43 53 Uy
. 343 | 1.30
WIAVTARIUA | o187) [ (36.12) | (18.43) | (10.57) | (13.02) fen
6. Aefanssu
- | oea 111 167 58 7
(NANTTUTUTIA
L U
LU DHU 3.41 0.97
a [GRN
YIFANAR
C . v s [ @r2n | 81.03) | (18.25) | (1.72)
ﬂ’]iﬂ’]‘ﬂﬂ@ﬂu’]
Niatd))
7. desuans | 90 176 93 36 12

3.73 1.00 an

(22.11) | (43.24) | (22.85) | (8.85) | (2.95)
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A2Mua s
do voy | vow |'laivew |uww q|liwe [ X | SD.| uia
Uszyneunwus | 40 Ase | ey Ha
ﬁﬁjﬂ%’u | waw | wau | wau
(Bovaz) | Govay) | (Gowaz) | (Bowaz) | (Goway)
8. ulad 67 146 141 44 9 110
R 354 | 0.96
MAVIAIA | (16 46) | (35.87) | (30.64) | (10.81) | (2.21)
9.50uu 115 119 82 a2 49 Uy
o o ¢ 2.90 1.08
UseVFUNUS Nag
(28.26) | (29.24) | (20.15) | (10.32) | (12.04)
10.3aunee3 | 68 148 115 56 20 Uy
2.88 | 1.16
(16.71) | 36.36) | (28.26) | (13.76) | (@.91) nans
a v oy \ Uu
mﬂﬂﬂswagamamﬂﬂﬂsm 3.33 | 0.67
nang

Hanalumsilnu uazdeyasnasinednudeussanduriug
wavtadvaludininguasivsiinudn Ysswvulaiudeyadnians
Tutisnansening wan 06.00 - 09.00 u. nflan Andufesar 22.60
JOIAANFD FI9ITENIN 09.01 - 12.00 u. Andudesaz 19.41 uazyn
nasEMing 18.01 - 21.00 . Andufesay 19.16 deyatmansiaeiliny
doruuszanduiiug wui Wasudeyatnasiumssuguiazauandon
wniign Anidudesar 47.40 sosannde Mulassaiaiiugiu (nsreadns,
USuugedonusy, ysazaun) Andudesay 44.92 uagdnidniuazaiannng
depu Anfufesay 40.41 mudy fans1eil 3
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M1519% 3 PralumsidaiuiasdeyainansinenudoUssunduiug
wAuas Al inguas el

Fanalunisitiasuasdeyainmsitedniude | Sowas
Uszandunus

1. graranTumsitlasu 407 | 100.00
1381 06.00 - 09.00 u. 92 22.60
£381 09.01 - 12.00 . 79 19.41
381 12.01 - 15.00 u. 64 15.72
£381 15.01 - 18.00 u. a7 11.55
£381 18.01 - 21.00 w. 78 19.16
£381 21.01 - 24.00 . 43 10.57
£381 00.01 - 05.59 u. 4 0.98

2. fayavansinelasusudioussundunug’

2.1 AUANSISMATLALAING DY 210 | 47.40
2.2 fulaseasianugu (NMsneashy, USudssdonuey, ysue | 199 44.92
au)

2.3 gudnswazadiaanisaeay 179 40.41

2.4 suasrsydlan (szuudssumginy, seuuduients | 152 34.31
gulna/n1sinens, Msganyun1sueewn i)

2.5 gumsduaSue1inuasmiaunnunngin 145 | 32.73
2.6 fhumsvieadior/undsieadie 134 30.25
2.7 shunsdafiunSiaunazdaignaing 130 | 29.35
2.8 $UNSUBINULAL USIIMIE TN Y 126 28.44
2.9 FUMIANY/ARNLAZIENITY 119 26.86

EMmwindesarld n=407 \Jugiunisiuam
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3. ANudaINIsayarasmaAuIaiiuareIUse 1 vuly
Janinguasivs il wull anuReenITleyavtansveslsevuly
Jminguasivendl leeswmegluszduinn (x = 3.65, SD. = 0.41)
dieRnsundusiediu wud Usseulienudesnisdeyatnags
Tudugduuunisiaue egluseduunn (x = 4.23, SD. = 0.67)
spaasndumuiionnisiieue (x = 3.98, S.D. = 0.66) LALAUTDY
MansAeEs (x = 2.99, SD. = 0.42) AMUAFU Fan3edt 4

M5199 4 mméfaqmiﬁﬁagaﬁjnm3Lﬁnﬂmaﬁwamamzﬁnﬁnﬂu%’w%
QUaTI¥51

. . . SEAUAINABINS
AudINsdaya1Es —
X S.D. ulawna
1. dnuilevinsthiaue 3.98 0.66 un
1.1 pudvSuavadafinisdeny 4.25 0.81 N
1.2 AuasnsguLazinnde 4.19 0.77 1N
1.3 sumstesiuuasussimansnsasie 3.94 0.90 1N
1.4 muasnsagdlaa (sruvdssdmgtny, ssuu | 3.92 0.88 1N
Wiensgulna/mainens, N15gAvyuNITvEY
walwit)
1.5 sulassadianugiu (Msneads, Ysudse | 391 0.92 Gl
FOUWTY, YIUTOUL)
1.6 fumsdniunBnfunarialgnasng 3.90 0.93 0y
1.7 fumsviouiigy/unasviediien 3.77 1.03 1N
1.8 sun1sfnw/ifinuazienivu 3.72 1.08 N
2. fnugduuumsiiaue 4.23 0.67 gy
2.1 yduvuitiavenssmuaudesnslums | 4.30 0.79 1N
Tiuselon
2.2 jYuuundausiinnugneies 4.26 0.76 gty

213813N1TROATUALTOYIUINTT ANENIFDANTUIAYY UVIMeaeTedll
Ui 14 atuil 1 unsay - Tguieu 2569

48



49

AUFRINTTaYAY1IET

LAUAUADINNT

X S.D. wlawa

2.3 Juuuiiiaueiinnuindedie 4.26 0.76 1N
2.4 luuuiiiauadhlade 4.24 0.75 1N
2.5 sUuuuiausviusiomnnsal 4.23 0.72 3N
2.6 Uuuuiiaueannsadndslfenesin 4.18 0.76 1N
2.7 Uuvuiiauefinnunaula 4.17 0.70 0y
2.8 gUuuviinaueiimnusiuate 4.15 0.70 )
3. fugasamsiiaue 2.68 1.08 | Yrunans
3.1 udeanslsuuasurisnannisiiaue | 2.68 1.08 | Yunans
103av8IUNATINAUIR
4. §ruvasnenisieans 2.99 0.42 | Yunans
4.1 wednmeuiasua 3.65 1.24 N
4.2 Foyara (vihfimauiasua) 3.54 1.29 Gl
4.3 Bulydmauiasiua 3.36 1.21 | dunans
4.4 Tl (lavidus/lavingw) 3.29 127 | dunans
4.5 Waimos 2.92 133 | Yrunans
4.6 Aofansau (Ranssusassd iy desnueanda | 2.85 1.29 | drunans
msﬁﬁmgﬂﬁwqama)
4.7 evsvoduniug 2.74 1.09 | twunans
4.8 \deanuany 2.72 131 | dunans
4.9 souiusznduius 2.51 1.03 | Ywmnans
4.10 87 2.26 1.32 ey

33U 3.65 0.41 an
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4. anufianeladenisiiuinsdeyariaisimauiadiua
vaaUszruludminguaswsnll wudn anuieneladenisliuinig
JayavnrasmauiasuavesUsevuludminguaTusidl lnesi
ogluszfuann (x = 359, S.D. = 0.75) ilefirsanidusiesn wui
Uszmuliariianslanniigalusuiiomnisinaue eglussduinn
(x = 3.67, S.D. = 0.79) sosasunTuAIUGINIAINITULAUD
(x = 3.63, S.D. = 0.79) wagauguiuunsuLeaue (x = 3.58,S.D. = 0.88)
AU Fap13799 5

M13199 5 Anuilanelasenisliuinisteyatiansimauiasiiuaves
Uszmwuludwminguavsiil

- , .o e szauAuNeanala
auiswaladensTiiusnistoyatnians
X S.D. wlana

1. sullamnsiiaue 3.67 0.79 170
2. fuguuuunsinaue 3.58 0.88 110
3. AUTINAINITUNEAUD 3.63 0.79 170
4. AUYBINANTERENS 3.53 0.80 110

994 3.59 0.75 4N

5. MIUTPUNBUANULANANTENINENYUENIUTEYINS
fuanufisnelasienisliuinisteyaiiansnauiamuavesusy vy
Tufminguasivsil wuin

5.1 fpounuuaeunuiilimeuansedu fanufiaels
slomsliuinsteyarnansinaunasuaunne1aiu egraiidudfgmnie
afiAiszsu .05 uansdsnsned 6
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A15199 6 NsLUSeUiBUAMUBANFANIYBIANNNINalafanSIUS g
ToYAUVNIANTNAUIAAIUS TIUUNAULNE

n=407
LA Mean S.D. t df Sig.

Y8 3.43 0.77 -3.88* 352.39 .000
SN 3.72 0.71

5.2 HANNTILATIERANULANA1IIVDIAUN WD aRB
ﬂ'ﬁiﬁ‘l.l%ﬂ’13‘%/@‘&1a‘lj'1'Jﬁ"liLVIﬂU']ﬁ@?”ansUaﬂﬂiwﬂ'Wu ULUNANUAN UL
N9UIEIINg IG]LLﬂ 818 'iuﬂUﬂ’]iﬂﬂ‘H’] m%wummsﬂmmummmau
WUl Use ‘UW“UUV]&I@WEJWNWU i’JlIVNNVIlIi“‘ﬂUﬂ']iﬂﬂE’]LLa y51¢la
AuMInaROULANAIAU VLZLIQJWJ’]?,JLLG]ﬂGl’NEZJEN'iu@Uﬂ’J’]QJWQWEJSLR]GIE]ﬂ’]i
1‘1/1‘1.1iﬂ’]i‘U@iJa%’nﬁ’ﬁ@El’NiJUEJa’]ﬂZU‘Vl’NﬁﬂG] meaﬁmmﬂmuaww
WU llﬂ?’]llLLG]ﬂ@l’N@EJ’N?JUEJ&’]F]EUVI’N&E]@VWQJ@U .05 “ZNﬁu‘VlE]'LJ’J’]
@'1“?]‘1/\1L‘Uu‘{jﬁ]ﬁ]UaWﬂZU‘Vl?NNEW]aﬁuﬂ‘Uﬂ']']ll‘WQW@IQ‘U@Q‘LJ?JU’]‘UU@@?W?
IMUiﬂ’lTUE]JJﬁGUTJﬁ’]i“UENLVIﬂ‘U’]aGﬂ‘Uﬁ (5’1\‘1(5]’]'3’]&‘1/] 7 muuﬁmmiﬁumw
I@EJﬂ']iVlﬂﬁ’eJULUN?’]EJ@W]EJ’Jﬁ LSD ﬂﬂ@]’]i"lx‘ﬁ/] 8

A151991 7 n1sidSeuliisuanuiisnelasienisliuinisteyaviians
WIAUIARIUA FHUNANBIY SEAUNSANYY a1nwayTeladIusa
AoLfiou

n=407
Aaudsuazunainany ss df MS E. Sig.
wususau
1. 918
FENINNGY 5.307 5 1.061 1.904 093
aelungu 223.557 401 557
59 228.864 | 406
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AanUsnazunaIndy <s df MS E Sie.
wususau
2. szAuMSANEN
FENINGY 4.624 5 925 1.654 145
melungy 224.240 | 401 559
39U 228.864 | 406
3. 97%W
FENINNGY 15.474 6 2579 | 4.834* .000
melungy 213.390 | 400 533
59 228.864 | 406
4. swlddaunasiaifou
FEWINNGY 1.753 5 351 619 685
aelungu 227.111 401 566
39 228.864 | 406

*Nsyeutiodnei .05

M13199 8 NsilSeuTigunaaeuTwanUitanelastemsliusMsteya
P1asgreuwuvasunuilused Suunauedn

o o . o niinau Y - 5
UNLIYU/ U1 WUNITU o QﬂQ'N D1UN DIUYN
— o va o | UM R
o4 UNANE | 91YNIT | I§d19%N UDIIF AU 2U
YN X - anvu - 1
3.51 3.76 3.69 3.30 3.80 3.50 3.24
DRIEA
o o / 351 - -291*
nAnwI
913 3.76 - 456* 259% | 518*
WA
o 3.69 -
Sgiamia
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o o . o WHnew v o o
dniSew/ | 4 wilnew andne | 9% | 8w

U3Em o . | o4

273N K infinwn | 519013 | S§amie ¥033g | daudn | Buq
tenvu
3.51 3.76 3.69 330 | 3.80 | 350 | 3.24
R X - | -a99r
UIEneNTU
gnnaveg 3.80 - .303% | 561%

alwdus | 3.50 -

a4
1NdU
W Fuda 3.24 -
AT

*syeutiodneyil .05

91NA151991 8 mma‘uLLUUaaummLﬂuumsau/uﬂﬂﬂm
ﬁ'ﬁmumquwdﬂmmwwLﬂuaﬂmwmﬁﬁammuamﬂmwaaw
326U .05 wmmsu‘wLﬂumiwmiummwawaiammwmﬂuwumm
UStienvu fusznauenTnaiudm LLanUiuﬂaummwau 9 U wfm
NIDLNWATNTIN amauuammmaammmu 05 Wufu yenani
NG]E]ULLUUﬁ@UO’]JW]USUﬂ@UG’]‘U‘W Lﬂuwummmwwﬂ%u Januianela
mmﬂmnLﬂuaﬂmwaqsﬁammuammwNam LLauN%L‘Uuaﬂﬁ]’N‘Uaﬁ%
muﬁmmquwahmfmNwﬂimauawwmumLLauaw‘wau 5| 98191
ﬂammmaaammum 05

6. sUaLﬁ‘LI@LL‘qu]u 9 YoIREULUUADUNNY [Wuloiauenus
mamiwmmaaﬂimﬂauwuﬁmmmﬂmam‘ua LATUDLEUBABATTHAIL
e ludeuszundusiusvesnauiasiva mmamwuaaumaﬂm
maLauaLLuvm mﬂmmmwmaamammamﬂwmﬂwmamﬂﬁuu
mﬂwam Andudeuas 39.66 s9a%nAe AsHeasiudednuoaulat
1‘1/!3J’1ﬂ‘U‘Ll Jouay 25.86 LLavmsL‘wmmmLLavmmuﬂwﬂivmamwuﬁ
Youaz 17.24 auddu dwsudolausuusdunsiamniiomyosde

Usgnduiug wudn geeuiuvasuaalviniudfyiunisiduilend
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Aendeafuansuazaiannisvesszvviluyniu wasiinarudlunig
weunsdayatmans snlan Andutosas 36.96 sosawunie levnens
firugndeuazynidotio Souaz 26.09 wagmsweunsy ATl
Afedesiuulounevessguisetsnduasidnguthmneymnngs
Soway 19.57

anUsI8Nan1IsANE

1. MmsdasudeyarnasmeauiaiuavesUsyrvuludmin
guaTvsinud Ussrvudwlvgladudeyailulsed duile
fsandsmmivesnadaiudeyatmansudmui theussuduius
HudeUszvvulindutosiian el oradumnehitheussuduniug
Hudedsfinniithiauedeyatnanseng o vilvissevulsiiuriui

gapm Snmuaedomuiidaau vansvualfidunugaig 4 Tuiud
waviaiua SnvisdideyalidnuifisAuasnadesfuauifeves
ugLs oy I wae Ayannad ity (2563) TildRnvuunltiunsidae
Usgmduiusvesusernaulunmauiaileinsyiamingiin waenuii
Uszanuudndlvaj3uideyatnasainde 3 egnanniiga Usznause
wdn 9901MNa1ud3 (LED) wazihelifia/vesaussmdunus wuiy

Gli’]’laﬁﬁlLﬂEJL?Jﬂ%J‘UB\hu?‘iaﬂi”%’lﬁmﬁuﬁﬁ’mimﬁL‘ﬁul,%‘lmﬁﬁu
anssAuuarAnadon Fulasaadisiugin (nsrieash, USuuge
fouuTy, YInrauL) wasdudvsuavatainisdeeu sl oraudiosn
Foyatnasinaridudeyarnasiidmansznudonislidinves
Uszrnvufiddgidluiuaunm Fulassaireiugiueesnnudy
Usznwu nasnaudvdiasnmniiussrvuiisazlaiuiteyatinas
é’mﬂuﬂaximﬁuazé’ﬂLﬂuﬁugwumaﬂ%’gﬁﬁmwLmemmﬁﬂﬂmEJ
fszylinussnuilaviieinniies i3 ideyainansandiusanis
oehadugUsssusiuesAnsunasesdsiesiu aenndesivanuiseves
WA 1A wag Jodnwal Indassal (2565) loAnwavsiasnm
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waznsidusmmesUssrvulunsunasesdiusiesdiunusgsssaya
WIS IANT MY wazliudiauadnwMELATLINIINITANATEY
avdias nnuaznisiidiusinvesuszamulunsunasesdiuviesiu
MsgeTIIYIsTeandnslve Fanudn Ussanvussdesdidiusom
Tumsiifsdeyatnansvemeniasgitinasenslidinvesseuoy
Tunniif Snadiaenadesiunanisinyives suide quuseifundy
wazany (2561) WiAiudn Uszaaudiavdiaainluniadfouas
Tiuselominndeyarnansvesigliegisdiusyaninm Wida ileain
aunasEnINUselevlansnsaviaznsALATRIENEYa U sTYITU

2. AUABINITVRYAYIANTINAUIAAIUAYDIU TV VY
Tudeninguasiustd Uszvivudrulngfiaaudesnisuindian
TusyuvuresnsiiauesesULuUitauenIInINANFBINTS
Tumstiuseleviinniian sesaanifuBesmugndesuazmmuniiieiio
fadloradumsizifeyatinasvats q egsveunauiaiiua
Julumudermuaunasgiunisdifiunuresvauiasuanseungy
Fruddayeing 9 laasfulassadeiiug NANSITNGY N1SANEN
Msiandinn nMsdansAunadouuaruinisansnTis Ussuvy
Faflenudesmsteyamdifindefiouasiuatoiolflunisiadule
warsdudinvesnuesluriosiu Midasnsufunanisideves
F5w1 wdnides (2560) Mhnsfnsinndedu anufianelauay
AUABINITY A TUTEAFURUSVOIUTE U VUURAIRINSHIWNEdn
d11NUAINANT NTINNUMIUAT WU Ussrsudiulugdeens
T8yav13813 AINTTU 1ATINTvemhenus N susedtineun
figndesuaziiudemanisal iieldlunisfndulevesusazynna
lunsazTuuiu

é’wuﬁawﬂumiﬁmaua Uszrnvufinnudiosnisunniianiu
Luamsuazuaﬁunmsmmﬂuamua“mammsamm LAZAUANSITUEY
uazAunadon il ordumsnzdmasdeyadnsuazaiainisdeny
napnIutIaNsteyaRefumssuguLardsndon udeyatans
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fidfydslunisduiudinvesUszansurilng fanuieidesdu
amazqéumwwmmﬁaLLaz?m%ﬁ”ungu 9 @9AARBINUNUITEVDY
avEna Junihuna wazane (2564) lansAnwunumvesmdieny
mpsgrienslidedsnuselatinuin mhsnumadgadwlnglosiniu
MIReUAUBIANLABSNTUTETTUALUNUMTIT VUl Tudunstae
weunsToyaT M IS diiusing 4 vesiteau adnuiidu
Uselomineussnauluatainsiiugiu naonTudunismeuauuay
Tiusnisuservulunisldusnsmiienuigane

3. avwiianelasionsiiuinisteyatiaisinauiadiua
WU feeuuwuuasuauiauianelasenisliuinisteyaviians
wevaiualasraflussdun delenadunnedneuuuuasunu
fanuianeladenisdeasumetnimaunasuasniian ety
o1adululadumaviadvaludminguasigs diiniswauiszuy
nsliuinsteyatniansiidrfeinesiureansdodenuosulay
ibisganguanunsadniicdeyaldedsasain siasuazaaoniaa
swsdeyarnansfimeunituiinnuiualie eseunquuaziideie
vl szavuasnsniideyalulivssloviliate deaenndoety
NUILVRY JYY LAUDH uazAMy (2563) fAlgvinisdrsiany
fanelavesszrmuiifinonisliuinmsvesesinisuimsdusiuassens
gneumuzdy Jminelass wud mslvusnsteyariansvosnauna
finsdnnisBosiosmensliuinsuiussmvugfuuiniseglusseu
Anduiumelaegrann Insdaveinussnduiusosdnig quwu
fua iy seguuuuesuladuazdsiu

4. ANULANANNTENIIEN BUEN ST INsiuANLiane Y
sen1sliusnsteyatnasmauiasiiua wud mekazedmdutade
fneliAnanuwnnd1segnefifeddynisadalunisusedivainy
wenaladanisliuinisteyariaisveunaviadiua laggnau
wuvasuanAngaiiszAuauiianelagandunayie Feanunsn
asugldannunuimniednuuaraseuafimandainddinlunis
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dansfanssuneluniiBounasyivinidaidentnansiiioatiuayy
nseiudinvesandnlunseund fojumamdgedduunlindadu
uazlse Lmuﬂmmsuaaﬁuauam'smﬁmﬂmwmumm%mmwmema
Fomumuil aamﬂaaaﬂmmﬂmaa L‘meavmiaamimaa Tannen (1990)
uay Wood (2015) fiszyin mavidsinildnuaznsdeansidedusiug
wazlvanudrAgydusisazideauInnInnaLIy TuA1UDITIN WU
NaNT131¥NITHALaNIN90s Y mwmquwaiaammumsau/
thAnw wiinnuuTsnenvulaiuszneueindass Geenaidlesnan
NGUAINET" fenalndBafussuusnisuasassningdniuay
Usslowdannuinisansisaennnnis aﬂmamumsmunalﬂms
mmﬁf\mmimmwLuummiﬂiﬂaummﬁmmﬁuama Fofunui
A9AARDINUIIUVDY Phumisat (2025) FAnertlodusuainuas
n1sAnwilunisfuiuazarnuiianeladeuinisansisuelun
INMAMIUAT Fanwud1 e TnilavEnasereiiuddrysenisuiuas
mnufianelasensuinisansisa Snvadiaenadosiunansinyves
Polnok et al. (2024) #ildAnwmansznuvesnisldueundindy LINE
somsvhautazmwangassrinainmehawlussinsnisieansves
wilnaludsewelne nui endnuazdnuazesdnsiidninadenssul
wazAURswelalunIEUSNSIIUAY wags189UYeY Organization for
Economic Co-operation and Development (OECD) (2022) £138iugiuin
wunlifunsdeansassugudeaniunisallaia-19 sjutfunisldde
ﬁ%ﬁaLLa“miﬁamﬂ%amwmﬂéuL,{]mmsJ (targeted communication)
LwammﬂiuawamwmimmLLayastmwawahLLmemsuumem
NAINNAENNEIAURAZLATYNY Feaenndestudosunureansitei
FliduindnvarUsznns Tnoamsmauazenin Soviswasesssu
ANusnalaveIUsErTUieUIN1TTRLAT IV ANAUIAAIUABEY
HlednAty

wenaninamsITeduandliifiui frounuuasunuiiu
Unisew/dnAnwilszauanuienelarenisliiuinisteyatnansves
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WAUIaRUAINIINGLNaNYeasY AruAnAstiasoufednune
mnudesnsteyatasiilimilouty Tnednowdndnwitnauls
Toyanun1sany) AanTsueIvy vislomalunisiaunues v
figninaveasgiinwanlanazarudndusedeyaduansisagy as
wazataRnsdey saufemsduaiuendn faduidemilaenadeaty
nstiausYeNALIANINNTT Bnagnineresgiianuduias iy
JEUUTIYNITHALNTTUIUNIVIUVBANAUTS ibianunsadnfiaay
vharudladeyalsseniinduiinGeu/dndnmiiiuszaunsaies
Tunsfiaserumhsnunasy Saonauesihdeyaimasvesauiadu
FoslnasuaylidsnalnenseioTinuszdiu Fufnilasurnansriy
Fosmsooulaiifienuiiueady Wilade wazdhfddsngs wu wdn
a1 Uuleduseuaunaimdudnianseng q egrelsinny weauiadiua
HandliFoussmduiusludnuaesafuitarndumenis dewmem
wazdnruvaneUsadiuliludetudior Frenalinouaussdenginssy
nadnfudevesauiulml aonadosiuauves efina (Beafaiiug
(2561) TingAnssunslddedinuesulativesaiuaisdu X W@iuelsdu Y
uazLeLsTu Z nudh naueusulmifissfunisiinsusasauienele
sonslidesaulavgenindeduiy uaraonndosiunanisfinuives
Korpitack and Sawmong (2022) #iléAaseiitateiidmasenin
famelalumsliszuvoaladfiumnsmefuiiomsFousivssauanudisa
Tugaun@ly (next normal) vestinSeuisenfnwimeulaelulsamelne
WU ANINEEAIN ANTUATuAL mmmwaLﬂuﬂmamﬂmwmma
sonufianelafiumndnafuiuiu azvieulsiifiuin ﬂmmwsuml,uam
wagsURUUNSULAYD LUu{ja}%mmgmmwummmwawa"la} niiomn
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AdnAgy: NMseensuLIANTIY, dofdvia, yaansdesnavy, alulad

msaami nswasuulasweIRng
Abstract

This study aimed to examine the factors influencing the
acceptance of digital media innovation among Thai mass
media professionals, based on the Technology Acceptance
Model (TAM) and Rogers’ Diffusion of Innovations theory.
A quantitative research design was employed. Data were collected
from 460 Thai media professionals, including journalists,
news producers, and media executives, using a five-point
Likert-scale questionnaire. Descriptive statistics and multiple
regression analysis were applied to analyze the data.

The results revealed that technological, political and legal,
and economic factors had a statistically significant positive
influence on the acceptance of digital media innovation at
the .01 level. In contrast, social and cultural factors demonstrated
significant negative influence. The regression model was able
to explained 73.7% of the variance in digital media innovation
acceptance. The findings further suggest that the development
and acceptance of digital innovation in Thai mass media depend

213813N1TROATUALTOYIUINTT ANENIFDANTUIAYY UVIMeaeTedll
Ui 14 atuil 1 unsay - Tguieu 2569

66



67

not only on technological advancement, but also on supportive
social structures, legal frameworks, and economic conditions
that facilitate adaptation among media personnel.

Keywords: Digital Media Innovation, Acceptance of Innovation,
Mass Media Professionals, Technology Adoption, Organizational
Change
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fFpuuazmalulad LWa”[:maasNmmmsmauauamammmaammas
Anumaniaveusinaldegisaiios

N58ULYIANNTTAY (Conceptual Framework)

MyITetiofIAnaN MgufnseeusumAlulad (Technology
Acceptance Model: TAM) %84 Davis (1989) y1ufn1shnsnszangves
winnssu (diffusion of innovations) we Rogers (2003) WWunsau
sLumsaﬁm8ﬂﬂiaamummis:uaammasuawmmsaamasuulm
Imamaawqwgmmﬂﬂmw miaamuu’mmiuﬂmuaaﬂumLWIuIaa
ATEAGRIRNICH uAlFFUBvBNaTINUTUNLIndEL R WTYgNIMAL
amuumumﬂamﬂmas

TuEunvesdesnanilne mstmalulaBAaa W wnanviosy
poulail lwWeaiiife szuuimfavialay Al inldlunszuiunisuanyn
a:mmaqmﬂaﬂwsaamumﬂmmﬂsaamuﬂalmaﬂiums%Lﬂaau
FauUIdel mmwumiwmseamwmﬂssmamwamaqmmﬂs
dovavulve (Hufulsny wareSuiedvisnasntadoiddasiaing
a o laun 1) Jademanalulad 2) JademedsnuuasTausssu

{]ﬁ]%mqmsmamavﬂawma waz 4) Yadevnamsugia @ szmaamﬂaaq

funseumsiaszidevas McQuail (2010) wasaufnwnsidsuniu
deAdvialuusunive (Kamolrat, 2021; 83U Redunsned, uas wsswas
e, 2567)
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Henunaulslunside

AuUInY

mMsgonsuuinnsuAeRdviavesyransdeanlng vanefs
F¥AUANLLUATY mméﬁgﬂﬂ%mzmsﬂ%’ugﬂLmeivT'muﬁuamﬂmm
dosnavulunisliuinnssudendvalunszuiumsnanuazinouns
I3 Fei91n 3 esdvszneu Wud 1) madafumaluladfivia
Tl 2) anwanunsalun1susudsiansviauluuRiaia 3) Mseeusu
sULuUMsHeanSH LA fATTa (Taseuuuasunmmnasdy
likert 5 58AY)

Aulsdase

1. Jademamalulad nuneds mssuvesyaannsdoifsnty
ANUNTa Anuviualy AnuadeskazUslevivaanaluladaiva
Atlunude wu wdvaiiie svuuimesulatuay A

2. Jadmadinuuas Tmusssy vuneta ussvingu Adley
Fausssunmsvinunasiauailussdnsdeiinadensdiafurions
sofunUABuuanaRiva wu Sausssudfutu anundaaoy
AanaAuazAUEARATUTULUUNTYIaTLLAY

3. Yadenenisidlodasngyiing vaneds ngumang uleue
waznalnmsinduguavessgiiinitesiunslidenivia a3 nmdeuas
NSWEUNTVBLAYIENT

4. Jademamsugna vunefia anInmeansiy sudsennn
nsasmuuarninensiesdnsdedllunsianuasiumaluladivia
k]

AUNAFIUNTIIAY

\lonpaeuanuduTuideannnsenineiuls ned Soil
fsrumauRgIudedl

H,: Uadenamaluladidysna@suinsonissensuuinngsu
doRviavesynainsdestavulne

H,: Jadenisdannnazimusssulidninaseniseausy
winnssudeddviavesyrainsdeutavulne
'a'ﬁa'ﬁmﬁlaa'ml,azﬁ'ayjmﬂmi ﬂmzmi%ﬁﬁmmu uAINeRegesll
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Hz: Jadonismisilesuaznguunoidninasrenisoensy
winnssudediviavesyrainsdeutavlng

Ha: i‘]ﬁmsrvmmwﬁﬂﬁmamswamamiﬂamummmimaQ“‘v“fa
yosynansaesnavulne
s2iauisIve

1. 51JLLUUf1'1mEJ

mi’aﬁl‘&JuLﬂuﬂ’li’Jﬁ]EJL‘Udﬂimm(quantltatlveresearch)
mmﬂivmﬂLwamaauawﬁwamaaﬂmammmiu‘laa dapunay
Yausssu nsuilosuas ENOUNUIBLAZLATEFND fiflnenisousy
winnssudeddviavesyrainsdentavlng

2. Use¥nsuaznguagng

Usgmnsueamside 1éud Uﬂmﬂiwﬂgummmuaamaﬁuu
Tudsenelne loun dna1n guandnuazguimsie mhmmaa
53YIIUIUYTE synsiuduouldosadmau fafunisided 34453
miLaaﬂﬂqumamaqulmmﬂammuwumu (non-probability
sampling) Tagldn1si@onluulanizlanzas (purposive sampling)
$3UUN13N5¥918WUY Snowball Sampling HuLASet18esdnsde
elildngusegsiduyransdeifiuszaunisailunisvieu
fudeddva §ideTsmnunvuinnguiiogialaelignsves
Cochran (1977) wag Fink (2017) 1a91uu 460 au wagldnig
dudiagee1adng (simple random sampling) AIUAUNSIRBALUY
LANIZIANZA IﬁnmiLﬂ‘usmamauamusuaqmqaaulau Google Form
muumamuu,auamﬂsaamimaﬁuumuﬂmﬂsﬂgummaﬂ

nguieg1slsznousy tnY mmammmmmmmséamﬂ
297 ﬂsaam‘lusmwuaaﬂivLLawaﬂLLawaaaaulau §uaueAY 460 Ay
szj'qL‘?;Jusumﬂwmewamamﬁme‘vwmimaaawmavaamﬂaaqﬂumzwm
YURA wﬁLLuwmmmummeﬁmwumLLiJi (Hair et al., 2009)

3. ndoatio e lunsise

Lmaquaﬂsﬂumimwamaﬂa WUUADUOINLUUNINT AU
Uszuue 5 539U (likert scale) ‘Uiuﬂa‘UWJEl 3 @ o 1) mamami‘d

)}

ee

2sasnsAeansuaziaysaNTg AnzNsAAnsInaTY A inendeiFeslusl
Ui 14 atuil 1 unsay - Tguieu 2569

12



73

VDIHABULUUAB UM 2) {mstJa‘mﬁwammmamwmmmsuaamma
(G]’JLL‘Uiaaiu 4 §u) way 3) miaamumMﬂiiuaammamawﬂmm
dewnavulng (Fuuseu) )

LUUABUANKIUNITATIVEBUANUATITUTaMAEN T
Aandl 5 viw laAdivtlnnuaenades (100) Wity 0.92 uawsiunis
maaummLsnamuﬂmammaemmaaq 30 A MaAdudszavsuoan
YDIATBUUIA (Cronbach s ALpha) Wiy 0.926 masﬂuivmuaa

4. mausausaudoya

ma]sJmumummamammwuaaumuaauiau Inguanany
mumsamamﬂﬂiaaLLawvmmqaaulauwmmﬂsaas[fzmul,ﬂuﬂivm
wmauquaaumulmuﬂwsﬁmﬁmmaﬂsymmaqmiwEJLLa $N135NW
AUTUYDITOYANBUADULUUADUAY lmmwuaaumwammm
U3 460 %A uwlﬂiﬁ’ﬂummm%waga

5. MFAATIEdaYa

aamﬁlﬁt’ﬂuﬂ'ﬁum%mama Tein msuﬂmmemmmuiaaay
Lwaaﬁmaaﬂwmmﬂﬂmamaumaem mLaaaLLawmuwmmummmu
LwaaﬁmaswmmaamLuJiLLavﬂmmevwaumimaaamw (multiple
regression analysis) Lwawﬁﬁauammim Hq1-Hq Nsnegeuiedfgy
B AtruaTiseRy 01

NAN1SAN®N

Pnnsanwdadefiidvdnasenisvensuuinnssudenda
vosyransiomtavulve fifoagunantsideldsed

1. anngusegnayaansaesnavulneduiu 460 AL WU
Anauwuuasuaudlngumendgs (Sovay 85.00) fongszning
26 - 35 U (§ovaz 62.40) dszaun1sAneUige 193 (Sevay 82.40)
flanunnlan (evaz 70.20) fiuszaunisaiiaudude 5 - 10 U
($ovar 65.00) uaziiseldiadedewiou 30,001 - 40,000 U™ (Souny

56.10) TaLAAINAT? amauanwzuwuamammaaNlumsnamau
iuiwmamﬂmaﬂwmumawﬂmﬂsaamaﬁvulmwwm
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2. waﬂmmezwuaaﬂalﬁmﬁuf]ﬁa“ 1BY5NanDNISEaNSU

mmﬂiimamﬁma FIRTNN 1

aaa

ANs97 1 LLﬁm%ﬁ]HﬁLﬁEJ’.JﬁU‘{jﬁ]%JSWNE]V]ﬁWﬁGlE)ﬂ’]iEJ@iJ’ﬁUU’JG]ﬂ'ﬁEJﬁE]
favialng NN

Hadeiidansnaneniseauiuuianssy % - S2AUAIIN
dondvia Aty
1) Yademamalulad 4.12 611 1A
2) Uadenedinutaz Juusssu 4.03 625 1N
3) Jadennsnsidiosazngwune 4.00 685 170
4) Yadpyaasugia 3.99 654 10
32U 4.03 .644 4N

a

A5199 1 LLamadwﬁaé’aﬁﬁﬁwﬁwaﬁiamiaau%’uui’mmiu
aamﬁmaimaimaa’luiummm (X=4.03SD= 0644) LmLLsJﬂwmim
Tunsasdadoasnuhiladenanelulad & m%aaaawam (X =412,
S.D = 0.611) mueme Jadenmsdendiay Tnusssy ( X = 4.03, S.D = 0.625)
ﬁ%amammmuammma (X = 4.00, SD = 0.685) WazUadena
isugiadiAntosvian (X = 3.99, S.D = 0.654) xRy

NANNSIASIZUANUIN ﬂa:umamﬂmmmmﬂmmaﬁ%wm
amﬁwamam'ﬁaamwmmimamﬁmdﬂeiauas”lu'ﬁwmma Taeady
mumduiasmmLaaaawamLLav{]ﬁmmmmswnwmmaﬂmmm
dlawSeuiieuiy

3. NANITILATIY ‘WU’elllaLﬂ%J’JﬂUi”ﬂUﬂ”liEJ@iJiUU’mﬂiiiJ
ﬁamwaﬁuaqmmmaamamulma
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A5 2 u,amwammmﬂusvm‘umiaamummnsimamwamaqmmﬂs
fownavulnelasning

seRumsBaNiuLinnssudeniviaves X <D STAUA2IN
qﬂmns?i'amaw‘lwﬂ fnuiiu
msWasunaluladidaln 3.93 786 10
ANENINTRIUNNTUSUMABNSYINUARNE 378 805 N
nseenuFULUUINSAREsAdYTa 3.73 739 10
37U 3.81 731 N

NI 2 LLammi‘“m‘umsaam‘ummﬂisuaamwa%wﬂmm
aamamulmimmwmﬂmaiauaa”luimuuﬁﬂ( X =381,SD= 0.731)
dlefiansanmulssiiugesaznuin madasumaluladnavalm
fAgegn (X = 3.93, S.D = 0.786) 584adnAD AIMAWITALUNTT
YFudrensviauaddia (X = 3.78, S.D = 0.805) uazn13eusy
sULUUNSHRAIATVA dAdeedian (X = 3.73, S.D = 0.739)

Nan1533suanlifiugn ngudlegalisyAuNIsENTY
u’mﬂ'ﬁimamﬁmaiﬂmwasﬂ,usmumﬂ Tnofmadnsumeluladlnl
lusysugegn

4. HANINAADUMIWUTHATNIAABUANLAF Y

A1519% 3 HANTIATIEVRILUTTIUEIU Multicollinearity

Aas Tolerance VIF
1) Yadumamalulad 386 2.588
2) Jadensdinuuay Imusssu 326 3.064
3) Jadennsnaidiosaznguuneg 283 3.532
4) Jademaasugia 360 2.781

mm‘w 3 LLamvamfjmm f\/\uL‘ucoLLmearlty 1usua:ua
\losanan VIF sndn 10 (Hair et al., 2009) uagen Tolerance 431
0.1 (Kutner et al., 2004) mm’lmmmammmm Multiple Regressmn
Analysis (MRA) ¥othamnzes,
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Gl’]i’]\‘WI q ﬂ’l‘iﬂ@ﬁ@‘Uﬁ@JllG]%TIJVYJ’]@"F\]EJV]ﬁQNE‘W]E]ﬂ']iEJE]%JiUU'JG]ﬂiﬁJ
aam‘wa%awﬂmﬂiaamaﬂjﬂm

N158AUSUNIANTTY Unstandardized | Standardized
doRdviavasypans Coefficients Coefficients t Sig
fouavulng B Std.error Beta
(Constant) -214 128 -1.671 .095
1) Jademamalulad | 308 .046 257 6.683** | .000
2) Yadenedanu -263 .049 -225 -5.364** | 000
LarIRIuSIIU
3) Uademanisidles | 381 .048 357 7.924%* .000
LLa%m;]‘VilJ’]EJ
4) Yadumamsegna | 576 045 515 12.889** | .000
R =0.739 Adj R2 = 0.737 Sig = 0.000**

o a

“pddgynsadansziu 0.01

NANTSILATIEVNUI ﬁagLﬂsﬁasxﬁgﬁmmma%mstm
wlsUsiuraInIseeusuwinnssudefidviavesyrainsdeuiavulne
l9Seuay 73.7 Imai‘mamaLm%ﬂauamwamam se%a31mD Uady
MInISilDaLay ﬂ{]‘mJ’]EJLLa”{jﬁlf\]EWleﬂIuIaEJ mmvw{]aaﬂmmm
LLammumauuamswalumamamﬁaamummﬂiim

et aunfignu Hy, Ha wag Hg imumﬁau‘uauu du Hy
"Lmumﬁauuauulummamaw smmmmamaumﬂmmu

Z=0.257TX1 + (-0.225))(2 + 0.357X3 + 0.515Xg

AINANNTT a’iﬂiﬂ']’ﬁjf\]ﬁ]EJV]ﬁﬂNﬁG]E]ﬂ’]iEJE]JJﬁUH’J@ﬂiilI
aamwamaammmaama%ﬂwEJ 3 gy lon Jademianalulad
(technological factors) Uaden19deAuLazInusssy (social and
cultural factors) Uadeanenisiilasuaznguuneg (political and legal
factors) LLazﬁﬁ]ﬁ]wmmmm (economic factors) Analui@auinsie
msaamummmsuaamwa%ammﬂiaama%ﬂw8 drutadenig
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daruuazIwusssu (social and cultural factors) dewaluigeausionis
gauunsidsunUadlugmainuvesdeasinasuveding

anUsIeNanIsANE

MEes “Hadufifidvinasenissensuuianssudenasa
vosynansdomnavulng” Tnguszasdiileatuneirthdodaasaiie
4 g leun walulad dpuuasuusssy mnﬁmuazmgwma ua
wswgha fdvsnasessdunisveniuuinnssudefiiavosynains
douravulngesnsls maﬂmme.mmiamaawmmm’lwmmwm
ai’]%euamswamamiﬂamwmﬂisuamwuamﬂmmﬂaam e
SvsnalauinuayiBau Feanunsoefuselasedl

1. Yadememaluladiuniseauduuinnssudenadia

mamﬁé’f&wudﬂﬁaf{TEJvmmﬂIuIaﬁﬁam%waL%W’maiams
aamummﬂiimamwa%qmmﬂiaamawiwa maamaaaﬂwqwg
n1seaNsuwmAlulag (TAM) ue9 Davis (1989) m,.fu*n ns¥uiuselew
(perceived usefulness) LLauﬂ’J’mmst[,uﬂ”ﬁslfumu (perceived ease
of use) Lﬂuﬂaiﬂmmwﬂmﬂﬂaaau3‘ULﬂﬂiuiaaiwu Tuusunaes
aama*zju wAlulagRava wu wuusmaaulau unanvesulyFuaiine
LLayLmammmi%mam FuLfiLALET AL UEILAZ BN
n1snfeuans mwﬂmﬂmﬂﬁaaim’smnﬂiuiaamammmm
BTN (J98nuel umww 2561)

nansAnuNiSieenndosusnuues Kamolrat (2021) 7347
aai‘vuwamwst5U°1°uw1ﬂiuiaamﬁmalmmvummmmaﬂuﬂmwwu
aqmwammmmmmmﬂmﬂLLuumsma'mLmemm TunneAL
miﬁuammmlﬂL‘Uiemmﬂmmwumﬂma‘[uiasnﬂuuwaﬂammm
maﬂmumi&lam‘ummﬂiiﬂuimuqﬂa”m

2. U29uM9d9ANLazInUsSIUNUBNSNALYIauUAanIs
gaUSU

Han153Tefinudn JadnadnuuasSuusssuisvsnadau

I U o

Aennssensuuinnsdendvaduussiiuiiffoddgmmauiuey
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mﬂgumamqm \esanasieuinusummisausssuvesasfnsde
1uamm1waawLUuaUasiﬂmamiLUawmuamwa Lmemmﬂs
dwmsemtinasselevtvoanaluladiay }

ludsnulne "i@uuﬁsimmsﬁ’muﬁﬂﬁﬁwmsaﬁﬁuﬁu
(hierarchical culture) msldanudrfgyiuelanazanumanides
AMLEDS (uncertainty avoidance) maamaaaﬂumammuﬁﬁm
984 Hofstede et al. (2010) Lmaamﬂimssm%mmLuum’mmumuaw
AslidRanan UﬂmﬂﬁawaqLammmaaﬂmmiuiaaiwmwsaiULLuu
mammmwumwamimuma dsnaliniseenduuianssuinty
mmammamu‘iuivmﬂgum

nan5ITel st uteImsimeluladimfesed oo
Liivigane mnimusisuesAnsliatuayunisGous N15YINADIUAY
AsWdsuLUas JedenndosiuaIuYes figainn UsINEnR (2567)
FnuiruaRuay fausssunsvhaduiledduedeaudidaes
mimaaumuamwﬂuamﬂimﬁiﬁ

3. f]aaasmwmimaaLLayng]vamefluuswaaﬁ%ﬁaswauﬂ

nam$Idenuirdademenisdesuasngraneiidvswaideuan
AonsueusuuTanssudendva mamauwmmaaaﬂuaﬂL,Lwamwgs:u
fdvia mﬂgwmauawu‘iammwuaalmlmmmmwLUumeﬂa"Lﬂmum
dneald LmauﬂuﬂiaumaamamiwmuﬂﬂiqaiN‘wumuu,ay
anuvasadslunisldmaluladddva (ngien s3lve uaz quseial
Asunainm, 2566)

mqmnmaammammimummaai%mmuaﬂaiiﬂma
i mlumsdeans smmvlaLUmwuﬁiwaammialﬁaLLwaMWasmaaulau
Suresmaasalunisvnausidenlduindy LLﬂummwaawaﬂ
fifadrfanensdies msivesnsidadsvensveuwnnisioans
WALATLERIDDN mmﬂmﬂmﬂiaaimmmmmimwaL‘Uumsama
Lw:uaaswLLavmwmaaam“Lumsmmu (mwwu WAIRISUIRILN, 2561)

Fatunaniaitedasfoulimiuin Jadenianiaiios
WAy ﬂ{]‘vm’]EJIu&JﬂﬁE]ﬂf\WlﬁvLiJlﬂmaﬂUmuL‘U‘L!E]‘UﬁiiﬂL‘WENﬂJG]LfﬂEJ’J
wnuatiunumduidesinuazlona Feaenndostuanniindey
Fowatounnninseununfndelusin
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4. JadgmasEgnanuunumMBauInAen1sea UL Inn Ty

namFiTenuin JademarsugRadusudsiisvinagean
sonswenFuLinnIsudendvia eanusnesungldannisimelulad
Aavialutagiuiduunisdfeiidinigadedufuosnann e
NITHAALALLNEWNTYT 1Y FaNALITARGD S3UUTANITUIILAY
unanlesueeularifisiagnasuazldnulduugunsaiinly dawaly
osfnsAeannnasuldieiy

nsfisAnsimIneInsuazauyszananfissmolunsdnm
wielulafuasiineusuyransisiganussinudonisudsuuas way
wussgalaliypannseensuuinnssu Geaenndosiuuinanves Rogers
(2003) fiszyd “Funuuazanudu’ WussdUsznaudAnuens
UNINTEYUINNTTY

Tngagd wan1s3fetlidiuin masensuuinnssudonivia
yesyaansiemarulnedunadnsves fauiusseniamalulad
lassasnsan tunas Sausssuesins Wlhnannalulagiieses1umen
Fodunuiddyie Usunmnsdinunazimusssuaunsavuefiiu
“UsaihuiBslassaine” donswaswiugiavia ulfazlimaluladuas
ningnsnsouuding Jadussdmulmifitiseduisaududon
vosmaiasurudeludenulnelfosnsing B ety

nan193deluadsiasuladn Jademaneluled dseuuas
eIy Madlotarn) g wasAisygnalnarenisuauuuinnssy
defdviavesyaansdonavulng lnglaniziladenanaluladii
unumadrdnlunsuiuivesdemasulugaida venani duans
TRudamnudAyvesn simunwen1saumaluladivg o
vesyaanslusnsaeinavy Welviaunsowdedulugaidvialdegie
fiusvavnw msasplumeluladfivmnzaunaynsaiiuayuainaess
wazionvuandutladeddaiivinlidoaunsaiauinazeeniunis
Wasuuaslfoeadsdu

MnuamISetaereulvitui suusdassiadaunsnesune
auLUsUTuesmssensuLinnssudedivialdtesay 73.7 Ingdady
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MaATENBVENAgIgn sesaunAe Uadenanisiliesuazngving
wazdademamelulad vardidadonisdenuuasSausssuidning
Tudsausioniseeuiuuinnssudediviavesyaansdomianilng
Fafunudinanaziowdn nseeuiuuinnssuienia
Iumwaamasuulwwimwaﬂﬂ‘ummwsaumumwiuiamwmamqme
quaaﬂumaulmLﬁuﬂmaammqLﬂwﬁm} UlIUIYLAL TAUSTTUDIANS
mmwummﬂmﬂi%mmumwaﬂLammimaaumaqmﬂuamwm’lm

YDLEUDLUY

1. aiauauuzideulauiguazideuun
PNNANTIVY aqﬁﬂiﬁaLLa‘vm"Jmuﬁﬁaﬁmmﬂﬁmm
mﬂmﬂumswmmmmﬂssuaamﬁmamuﬂﬂumiﬁmmimaqms
Tnoangludszdusoluid
1.1 msatuayunsamuaumalulaguaslasas
Wumuﬁﬁﬁaammmum Lwasl,mﬂmﬂsaammamﬁmmLLaUTﬂJuamﬂssw
Woghelusyavanm

1.2 asUsuinusssuesAnsaelmiaadansiseus

nsneaearnsseNiuAud v luGaieased ileanuswinu
NnusTIRULUURLAdugUassarensasuinugRda
1.3 mhenumiuguakazn1asgaIsimuiuleuns
uazngnesUdeRIaatuayuainw maaoniouazuinns
deadvanmndeuiidedensusuivesesdnsde
1.4 psfnsdemslirudfyfunsimunrinueAdva
vosynans wlelriansalinaluladlvel 4 IedreiiusdvBamuas
aonndesiumMUAsuuaseanivimide
2. farauanuzdmiumsiseaduialy
2.1 asvremsinwiliugnsideidaquain e
audladednifeaiudisuad SanusssuesdnsuasUszaunisaives
ynansdolunsuusigenaa
'J’ﬁﬁ’liﬂ’ﬁéaﬁ”ﬁkmSalilyjim”lﬂ’li ﬂmzmiﬁamsma‘ﬁu WMIngaeldedn
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2.2 ?I'J‘i?iﬂ‘l‘&’]ﬂ’ﬁmLLG]ﬂiﬂWQ‘UENﬂ’]iEJE]lIi‘UU'JG]ﬂTﬁJ
iuW’J’NﬂiuLﬂVIEUaﬂENﬂﬂiaa U donselanan aaaauiaml,auaaaaiu

2.3 ﬂ’JiLWZJG]’JLL‘LJinﬂTJ mmm‘waua N139ANIT
ﬂ’]iLUaEJULL‘Uaﬂ LwaaﬁmEJﬂaiﬂmaiuaqmimmwammwamu
mmﬂiiuaamﬁmaiuamﬂm

S18N15919949

AMelng

nRen Rl uar guselnl Asunalmun. (2566). Tolausn1sIANTg
LLavﬂalﬂmimﬂumwLLasmm5Lwa{lamumwmumqmq
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Abstract

The rapid growth of e-commerce and the increasing
intensity of competition in Thailand have encouraged major online
marketplaces to implement large-scale promotional events
known as mega campaigns. While previous research has primarily
focused on consumer behavior and technology adoption, limited
attention has been given to how these campaigns are strategically
communicated as integrated marketing efforts. This study aims to
explore the Integrated Marketing Communication (IMC) strategies
employed by Shopee and Lazada during the year-end mega
campaign period (9.9-12.12, 2025) in Thailand. A qualitative content
analysis was conducted using publicly available posts from the
official Instagram and TikTok accounts of both platforms. A total of
72 campaign-related posts (37 from Shopee and 35 from Lazada)
were purposively selected and analyzed using thematic analysis.

The findings suggest that both platforms used highly
coordinated communication strategies that incorporated multiple
elements, including price-focused promotional appeals, urgency
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cues, visually engaging designs, entertainment-oriented content,
influencer presence, and behavioral prompts to encourage
platform interaction. Economic value messaging served as
the main focus, while urgency framing and impactful visual
design were employed to capture consumer attention during
time-sensitive campaign periods. The analysis also revealed
differences in strategic focus: many Shopee campaign posts
highlighted visually striking presentations with large discount
figures, countdown graphics, and animated layouts designed to
quickly attract users’ attention while scrolling through social
media feeds.

The study contributes to IMC literature by showing that
contemporary e-commerce mega campaigns function as continuous
and interactive communication systems rather than isolated
promotional events. The findings also provide practical insights
for marketers on integrating functional value with emotional
engagement and user participation strategies in digital campaign
environments.

Keywords: Integrated Marketing Communication, Social Media
Marketing, Mega Campaigns, Shopee, Lazada

Introduction

The rapid advancement of digital technologies has
significantly transformed the marketing cornmunication landscape,
especially in the retail and service industries. The widespread use
of the Internet, mobile devices, and social media platforms has
allowed consumers to search for information, compare products, and
make purchases more easily than ever before. As a result, electronic
commerce has become an essential component of the digital
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economy, reshaping how consumers behave and how businesses
plan their strategies. In Thailand, rising internet penetration and
smartphone use have boosted the growth of online shopping,
encouraging companies to invest in digital platforms and integrated
communication methods to reach and engage consumers effectively
(Asanprakit & Kraiwanit, 2023).

Thailand’s e-commerce sector has expanded steadily in
recent years, reflecting broader changes in consumer lifestyles and
purchasing habits. Online shopping has become part of everyday
consumption rather than an occasional activity. Market analyses
indicate that the value of Thailand’s e-commerce market has
exceeded one trillion baht and is expected to continue growing
as consumers increasingly rely on digital channels for product
discovery and purchasing decisions (YouGov, 2025). This rapid growth
has intensified competition among online marketplaces, requiring
platforms to differentiate themselves not only through pricing and
product variety but also through strategic communication and
customer engagement initiatives.

Among the major platforms operating in Thailand, Shopee
and Lazada have consistently held strong market positions. Consumer
perception data shows that Shopee is the most recommended
e-commerce platform among Thai users, followed by Lazada,
despite the emergence of new competitors such as TikTok Shop
and cross-border marketplaces (YouGov, 2025). Their continued
dominance indicates that, beyond operational efficiency, effective
brand communication and customer relationship management are
crucial in maintaining consumer preference and platform loyalty.

One of the key communication strategies adopted by
these platforms is the implementation of large-scale promotional
events known as mega campaigns. These campaigns, typically
organized around double-date sales events such as 9.9, 10.10, 11.11,
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and 12.12, are designed to stimulate purchasing within a limited
period. However, their significance extends beyond short-term
sales performance. Industry reports indicate that mega campaigns
contribute to increased platform traffic, enhanced brand visibility,
and higher levels of consumer participation through coordinated
promotional activities across multiple digital channels (NUNIT584
ULEEA3, 2568).

Recent industry reports further illustrate the scale and
communication intensity of mega campaign activities in Thailand.
During the 9.9 campaign in 2025, more than one million orders were
placed within the first 30 minutes of the campaign launch. Some
sellers reported sales increases of more than 29 times compared
with normal periods, while live commerce sessions were able to sell
over 100,000 items within a single minute. In addition, integrated
features such as live streaming, short-form video, and affiliate-based
promotion generated more than 300 million views and significantly
increased overall transaction volume. These figures highlight that
the effectiveness of mega campaigns depends not only on price
incentives but also on the integration of interactive, content-driven,
and creator-based communication tools within platform ecosystems
(Bangkok Post, 2025; AunN3s38Ud LRuEIAAS, 2568).

The increasing complexity of such campaigns reflects the
growing importance of Integrated Marketing Commmunication (IMC) in
the digital environment. IMC emphasizes the strategic coordination
of various communication tools and channels to deliver consistent
and unified brand messages. In contemporary media environments,
consumers encounter brand messages across multiple touchpoints,
including social media platforms, mobile applications, video content,
and personalized notifications. As media consumption becomes
increasingly fragmented, the integration of communication efforts
across channels is essential for maintaining message consistency,
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strengthening brand recognition, and improving overall
communication effectiveness.

The development of social media has also contributed
to the evolution of electronic commerce into social commerce,
where purchasing decisions are influenced by social interaction, peer
recommendations, and user-generated content. Previous research
indicates that factors such as social influence, platform usability,
perceived usefulness, and economic value significantly affect user
engagement and platform usage in digital commerce environments
(Asanprakit & Kraiwanit, 2023). These findings highlight the importance
of communication strategies that combine informational content
with interactive and experiential elements in order to build trust
and encourage continued platform use.

In addition, persuasive system design and user-focused
communication features play a key role in influencing consumer
responses. A study of Shopee and Lazada showed that platform
qualities like easy navigation, interactive communication tools, and
social connectivity positively affect user attitudes and purchase
intentions. Elements such as task support, dialogue support, and
social support were identified as important factors shaping user
behavior (Loh et al., 2024). These findings indicate that effective
digital communication relies on both platform function and
the integration of persuasive communication elements.

Previous research in the Thai e-commerce context
has mainly focused on areas such as e-commerce adoption,
consumer behavior, and factors influencing online purchasing
decisions (Lertwongsatien & Wongpinunwatana, 2003; Phetborrisuth,
2024). Other studies have examined the broader governing
functions and development of social commerce platforms within
emerging digital economies (Asanprakit & Kraiwanit, 2023). While
these studies provide valuable insights into the growth and
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development of digital commerce in Thailand and Southeast Asia,
comparatively limited attention has been paid to how communication
strategies are coordinated across social media platforms during
major promotional campaigns. Specifically, few studies have
examined how promotional content, influencer participation,
entertainment-oriented communication, and platform engagement
strategies are integrated as part of broader IMC practices during
large-scale e-commerce campaigns. This gap is particularly relevant in
the Thai context, where mega campaigns have become increasingly
central to competition, platform visibility, and audience engagement
across digital commerce platforms.

Given the ongoing growth of Thailand’s digital economy
and the strategic importance of mega campaigns in maintaining
market leadership, a systematic analysis of the communication
strategies used by major e-commerce platforms is necessary. This
study investigates the Integrated Marketing Communication (IMC)
strategies of Shopee and Lazada during the key year-end promotional
period, covering the 9.9 to 12.12 campaigns in 2025. The analysis
emphasizes how various communication elements, including content
themes, media formats, and persuasive strategies, are designed and
coordinated across the official social media channels of both brands
to generate audience interest and engagement.

This study contributes to the field of communication
and integrated media in several ways. First, it broadens the use
of IMC concepts to large-scale digital promotional campaigns.
Second, it offers empirical evidence on how integrated communication
strategies are executed in the e-commerce industry. Lastly, the
findings provide practical insights for marketers and communication
professionals aiming to create effective integrated campaigns that
boost consumer engagement and improve brand competitiveness
in a rapidly evolving digital landscape.
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Literature Review

1. Integrated Marketing Communication

Integrated Marketing Communication (IMC) refers to
the strategic coordination of various communication tools and
channels to deliver consistent and unified messages to target
audiences. Early IMC research mainly concentrated on integrating
traditional promotional elements such as advertising, public
relations, sales promotion, and direct marketing to enhance
communication effectiveness and build stronger brand relationships
(Schultz et al,, 1993). Over time, however, the concept expanded
beyond simply coordinating promotional tools and evolved into
a broader strategic approach focused on managing customer
communication across multiple touchpoints throughout the
consumer decision-making process (Kliatchko, 2008; Kitchen &
Burgmann, 2015).

Recent studies have also examined how the
development of social media has reshaped IMC practices
within contemporary digital environments. Rehman et al.
(2022), for example, argue that social media has transformed
traditional marketing communication by enabling more
interactive and participatory forms of engagement between
brands and consumers. Their study highlights how social
media platforms support two-way communication,
collaboration, and user participation in ways that extend beyond
conventional promotional models. Rehman et al. (2022, p. 1)
further note that social media allows consumers to
engage in “interaction, collaboration, knowledge, and
information sharing” related to brands and products. This
shift reflects the growing importance of social media as part
of integrated communication strategies, particularly within
highly competitive and platform-driven digital environments.

213613N1580A1TUALRDYIANTS ANENNTARAITINAYY W I auTluy
Ui 14 atud 1 unsay - guieu 2569



Along with conceptual advances, empirical studies have
demonstrated how IMC strategies are put into practice across
various communication channels. For example, research analyzing
Marvel Studios' marketing communication strategy found that
integrated communication efforts were coordinated throughout
different campaign phases, including pre-release promotion, active
campaign messaging, and post-release engagement (Sungprakul
& Vannaruemol, 2021). The study emphasizes how consistent
messaging across online and offline channels can boost brand
awareness and keep audiences engaged throughout the campaign
cycle.

In today’s media landscape, consumers encounter
brand messages across multiple platforms, devices, and digital
environments simultaneously. As media consumption becomes
increasingly fragmented, organizations are required not only to
maintain communication consistency but also to adapt content and
interaction styles to suit different platforms and audience behaviors.
IMC therefore involves more than coordinating promotional
channels; it also requires the integration of message design, timing,
content formats, and audience engagement strategies to create a
more unified brand experience (Percy, 2018).

Recent studies have further indicated that the growth
of social media has significantly transformed contemporary IMC
practices by enabling more interactive and participatory forms of
communication between brands and consumers (Rehman et al., 2022).
In particular, social media platforms promote ongoing interaction,
collaboration, and information sharing among users, allowing
consumers to engage more actively with brand-related content
rather than just passively receiving promotional messages. This
development reflects a broader shift from channel-focused
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communication to audience-centered communication, where
the success of IMC increasingly depends on how different
communication elements work together across platforms to
influence consumer perceptions, engagement, and participation.

2. Social media content and audience engagement

The rapid growth of digital media has greatly expanded
the role of IMC. Social media platforms allow organizations
to connect directly with consumers, promote interaction, and
encourage sharing of brand-related content. Unlike traditional
one-way communication channels, social media facilitates
two-way and multi-directional communication, allowing
consumers to actively engage in brand conversations. Because of
this, social media has been described as a hybrid element of the
promotion mix that combines firm-generated communication with
user-generated content (Mangold & Faulds, 2009).

Content strategy is crucial for effective social media
communication. Brand content usually serves several roles,
including sharing information, promoting products, entertaining
audiences, and fostering interaction. Research shows that content
features such as message appeal, emotional tone, and relevance
significantly shape user engagement actions like liking, commenting,
and sharing (Ashley & Tuten, 2015; Cvijikj & Michahelles, 2013).

Media format is also a key factor influencing communication
performance. Visual and dynamic formats, especially video and
live streaming, tend to draw more attention and encourage greater
user interaction compared to static images or text-based posts.
Engagement metrics like likes, comments, shares, and views are
commonly used as indicators of communication effectiveness
because they reflect both audience engagement and message
impact (De Vries et al., 2012). Understanding how various content
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elements affect engagement is therefore crucial for assessing
digital IMC strategies.

3. Social commerce and consumer behavior in
e-commerce

The integration of social media and online retail has
contributed to the development of social commerce, where
purchasing decisions are influenced by social interaction,
peer recommendations, and user-generated content. In this
environment, communication strategies must combine
informational value with social and experiential elements in order
to build trust and reduce perceived risk.

Previous research has identified several factors influencing
user engagement and purchase intention in digital commerce
environments, including perceived usefulness, ease of use,
economic value, social influence, and platform characteristics
(Asanprakit & Kraiwanit, 2023). These findings suggest that effective
communication in e-commerce must address both functional
benefits and social motivations.

Research conducted in the Thai context offers additional
insights into consumer behavior on major e-commerce platforms.
A study examining fashion purchases on the Lazada platform
found that perceived usefulness, perceived ease of use, and online
promotional activities significantly influence consumers’ behavioral
intentions to buy products through the platform (Nowsuwan &
Pothipairatana, 2022). The findings emphasize the importance
of both technological usability and promotional communication
in shaping consumer attitudes toward online marketplaces.

Platform design and system quality also greatly influence
how consumers react to e-commerce platforms. Research on
Shopee and Lazada shows that features like clear navigation,
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interactive communication tools, and social connectivity positively
shape user attitudes and behavioral intentions. Factors such as
task support, dialogue support, and social support are identified
as key predictors of purchase behavior and ongoing platform use.
Loh et al. (2024) further argue that persuasive communication
in e-commerce environments relies not only on promotional
messaging but also on how well platform design supports
interaction, usability, and social engagement. These findings
emphasize the strong link between communication strategies,
platform experience, and user engagement in digital commerce
settings.

4. E-commerce competition and mega campaign
strategies

The rapid growth of e-commerce in Southeast Asia has
increased competition among major platforms, especially Shopee
and Lazada. To maintain market leadership, these platforms have
adopted aggressive promotional strategies, including large-scale
sales events known as mega campaigns. These campaigns, often
centered around double-date promotions such as 9.9, 10.10, 11.11,
and 12.12, aim to attract a lot of consumer attention in a short
period.

Industry evidence shows that mega campaigns significantly
boost platform traffic, brand visibility, and user engagement
through coordinated promotional efforts across multiple digital
channels. For example, the 9.9 campaign in Thailand generated
over one million orders within the first 30 minutes of launch,
while live streaming, short-form videos, and affiliate promotions
collectively drew hundreds of millions of views and led to notable
increases in sales for participating sellers (Bangkok Post, 2025;
NUNITIL UELAIENAS, 2568). These results illustrate that the success
of mega campaigns increasingly relies on integrating various
communication tools within platform ecosystems.
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Such developments reflect a broader shift from price-driven
promotions to integrated communication environments where
informational, promotional, entertainment, and social elements
work together to support consumer decision-making. Instead
of relying solely on discounts or price incentives, platforms
increasingly combine live commerce, creator collaboration,
interactive features, and content-based engagement to keep
consumers engaged throughout the campaign. This shift aligns with
Integrated Marketing Communication principles, which focus on
strategically coordinating multiple touchpoints to create a seamless
and engaging customer experience (Kitchen & Burgmann, 2015;
Kliatchko, 2008).

5. Research gap

Despite the increasing research on digital marketing
and social media communication, several limitations still exist.
First, many current studies mainly focus on consumer attitudes,
purchase intentions, or technology adoption rather than analyzing
the strategic design and implementation of communication
content itself (Asanprakit & Kraiwanit, 2023; Loh et al., 2024).
Second, although previous research has examined the link
between social media content features and audience engagement,
these studies are usually conducted within general brand contexts
and do not specifically address large-scale promotional events
(Cvijikj & Michahelles, 2013; De Vries et al., 2012).

Furthermore, mega campaigns have become a key
competitive tactic in the e-commerce industry, especially
in Southeast Asia, but there is limited empirical research on
how Integrated Marketing Communication is implemented during
these events. Existing studies rarely examine how different content
types, media formats, and message appeals are coordinated
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across platforms as part of an integrated communication strategy.
There is also a lack of comparative analysis between major platforms.

This gap is especially clear in Thailand, where the fast
growth of e-commerce and the rise of mega campaigns haven't
been matched by enough academic research on commmunication
practices. A detailed analysis of how top platforms create and
include their social media content during major promotional times
is therefore essential to better understand current IMC strategies
in the digital market.

Objective

Based on the literature reviewed and the identified
research gap, this study aims to explore the Integrated Marketing
Communication (IMC) strategies used by Shopee and Lazada
during the major year-end mega campaign period (9.9-12.12 A.D.
2025) in Thailand. Instead of measuring the frequency of specific
communication elements, the study focuses on understanding
how both platforms design and integrate different types of content,
media formats, and persuasive approaches across their official
social media channels. The analysis seeks to examine how these
communication elements work together to generate consumer
interest, engagement, and a cohesive campaign experience.

Additionally, the study aims to compare how Shopee
and Lazada organize their communication strategies during
mega campaigns, focusing on similarities and differences in their
Integrated Marketing Communication approaches.

To achieve these objectives, the study examines the
following research questions:

RQ1: What are the main communication themes
in Shopee and Lazada's social media content during the 9.9-12.12
(2025) campaign period?
sEnsmMsAeasuarioysaNng Anznsieansinasy aminendeideslusl
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RQ2: How do Shopee and Lazada incorporate
different communication elements (e.g., promaotional, informational,
entertainment, influencer, and interactive content) into their
campaign messages?

RQ3: What persuasive strategies are used to
generate urgency, excitement, and consumer engagement during
the mega campaigns?

RQ4: What similarities and differences can be
identified in the Integrated Marketing Communication approaches
of Shopee and Lazada during the selected campaign period?

Methodology

1. Research design

This study used qualitative content analysis to examine
how Shopee and Lazada implemented Integrated Marketing
Communication (IMC) strategies during the year-end mega
campaign period (9.9-12.12 A.D. 2025) in Thailand. Qualitative
content analysis allows for a systematic review and interpretation
of communication messages to identify patterns, themes, and
strategic meanings embedded in textual and visual content
(Krippendorff, 2019; Schreier, 2012). The qualitative approach was
suitable because the study aimed to understand how different
communication elements were designed and integrated, rather
than to measure their frequency. In digital marketing, campaign
success depends on how promotional messages, entertainment
features, influencer participation, and interactive elements are
combined to create a cohesive brand experience. Therefore,
qualitative analysis is widely used in communication research to
examine message framing, brand storytelling, and the strategic
coordination of social media content (Hsieh & Shannon, 2005).
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2. Data source and sampling

The data consisted of publicly available campaign
posts published on the official Instagram and TikTok accounts of
Shopee and Lazada Thailand. In this study, TikTok was regarded as
a social media communication platform through which Shopee
and Lazada shared their campaign content, rather than as a
separate e-commerce platform under investigation. The analysis
focused on brand-generated content from the official accounts of
Shopee Thailand and Lazada Thailand across both media channels.
These platforms were chosen because they play a central role in
modern digital marketing and social commerce, especially through
visual storytelling, short-form videos, and creator-based content
that support audience engagement. Social media was used as
the primary data source because it serves as a key communication
interface through which e-commerce platforms deliver campaign
messages, build brand visibility, and coordinate promotional
activities (Mangold & Faulds, 2009). Promotional content displayed
within the Shopee and Lazada mobile applications was excluded
to ensure consistency and comparability of publicly accessible
communication messages.

The study examined posts published between September
9 and December 12, 2025, covering the major double-date
campaign periods of 9.9, 10.10, 11.11, and 12.12. Data collection
began during the campaign period and continued into early
2026 following the completion of the 2025 campaign cycle,
using publicly accessible archived posts available on the official
Instagram and TikTok accounts of Shopee Thailand and Lazada
Thailand, including the Instagram accounts @shopee th and
@lazada_th.The study focused exclusively on publicly available
visual and textual campaign materials that remained accessible
on social media platforms during the period of data collection.
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During this process, approximately 150 campaign-related
posts were identified across the official accounts of both brands.
A purposive sampling strategy was applied to select
information-rich cases that reflected the range of communication
strategies used during the campaign period (Patton, 2015).
A total of 72 posts were selected for in-depth qualitative analysis,
consisting of 37 posts from Shopee and 35 posts from Lazada. Posts
were included if the content was clearly related to mega campaign
promotion, contained visual and/or textual elements representing
campaign messaging, and reflected key communication activities
such as price promotions, campaign storytelling, short-form video,
live commerce promotion, influencer or celebrity collaboration,
or interactive engagement features. Posts unrelated to marketing
communication, such as corporate announcements, recruitment
messages, or operational updates, were excluded. The final dataset
included posts from different campaign periods and content
formats in order to capture variation in IMC execution across
the campaign cycle. Representative examples were documented
during analysis to support interpretation.

Representative examples from the analyzed dataset
are included in the findings section to demonstrate recurring
communication patterns identified during the analysis.
Data collection and analysis were performed iteratively until
data saturation was reached, defined as the point where reviewing
additional social media posts no longer yielded new conceptual
insights, commmunication patterns, or thematic categories related to
Integrated Marketing Communication (IMC) strategies. In the later
stages of analysis, recurring themes such as price-based
promotional appeals, urgency framing, visual intensity, influencer
involvement, and behavioral guidance consistently appeared
across posts from both platforms. The final dataset of 72 posts
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was therefore deemed sufficient to provide enough depth and
variation for understanding the main communication strategies
used during the mega campaign period. This approach aligns with
qualitative research principles that emphasize thematic saturation
as a sign of sufficient analysis (Guest et al., 2006; Saunders
et al., 2018). Selected representative images are included in the
findings section to illustrate key themes identified during analysis.
These images serve as examples of recurring communication
patterns and do not represent additional data beyond the
analyzed dataset.

The study focused exclusively on publicly accessible
Instagram and TikTok content and therefore did not include
internal platform analytics, algorithmic distribution patterns,
or user engagement metrics beyond publicly visible interactions.
As a result, the analysis highlishts communication strategies and
content presentation rather than audience reception or campaign
effectiveness.

3. Unit of analysis

The unit of analysis was an individual social media post.
Each post was considered a complete communication piece
and examined as a whole, including its visual elements (image
or video), caption or text, hashtags, and overall style. For video
content, the analysis focused on the main promotional message
and the dominant communication features. This method enabled
the study to see how various communication elements worked
together within a single post to convey integrated marketing
messages.

4. Data analysis procedure

The data were analyzed using a thematic analysis approach
following the procedures outlined by Braun and Clarke (2006)
and Schreier (2012). All selected posts were reviewed multiple
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times to gain familiarity with the overall communication strategies
used by each platform. During this stage, preliminary notes were
recorded regarding recurring visual styles, message patterns, and
promotional techniques. An inductive coding process was then
carried out to identify key communication elements emerging
from the data. Initial codes were created based on recurring
communication features observed across the dataset.
These included promotional framing, urgency cues, entertainment
elements, influencer presence, visual intensity, and audience
engagement prompts. Codes were reviewed and refined
throughout the analysis as relationships between communication
patterns became more conceptually clear. The coding focused
on dimensions relevant to Integrated Marketing Communication,
including price-based promotional appeals (e.g., discounts,
vouchers, and flash sales), informational content (e.g., campaign
details and product highlights), entertainment-oriented presentation
(e.g., storytelling, humor, and trend-based content), influencer or
celebrity involvement, live commerce promotion, urgency and
time-pressure cues (e.g., limited-time offers and countdown
messages), and audience engagement prompts. Related codes
were then grouped into broader themes representing the main
communication strategies used during the mega campaign period.
Particular attention was given to how multiple communication
elements were combined within individual posts to create
urgency, excitement, and engagement with the audience. Finally,
the themes identified for Shopee and Lazada were compared to
analyze similarities and differences in their IMC strategies across
campaign periods and platforms.
5. Trustworthiness
Several measures were taken to enhance the credibility
and consistency of the analysis. The selected posts were reviewed
2sasnsAeansuaziaysaNTg AnzNsAAnsInaTY A inendeiFeslusl
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multiple times during the coding process to refine interpretations
and ensure consistency across themes. Coding notes and
analytical reflections were documented throughout the analysis
to maintain transparency in how categories and interpretations
were developed.

Representative post examples were also documented
throughout the analysis to support interpretation and ensure
consistency between the dataset and the identified themes.
Additionally, posts from various campaign periods and content
formats were included to capture variations in communication
practices across platforms and promotional stages. These
procedures align with qualitative research principles related to
credibility and dependability (Lincoln & Guba, 1985; Schreier, 2012).

6. Ethical considerations

The study examined publicly accessible brand-produced
content from official social media pages and did not involve human
participants, personal data, or direct user interaction. Therefore,
ethical approval was not required because the study used publicly
available brand-generated content and did not involve human
participants.

Results

1. Overview of communication patterns

Thematic analysis revealed several common
communication patterns across the campaign content on both
platforms. Table 1 summarizes the main themes found throughout
the dataset.
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Table 1 Summary of major communication themes identified

across Shopee and Lazada campaign content

Major Theme

Key Communication

Characteristics

Common Examples
Observed

Price-Based
Promotional

Appeals

Strong emphasis on
discounts, vouchers,

cashback, and flash sales

“90% off,” free shipping,

voucher campaigns

Urgency and
Time-Pressure

Strategies

Use of countdowns, limited-
time offers, and campaign

reminders

Midnight sales, countdown

timers, one-day promotions

Entertainment-
Oriented

Communication

Use of festive visuals,
animation, humor, and

celebratory presentation

Birthday campaign themes,
animated effects, short-
form

videos

Platform
Engagement
and Behavioral

Guidance

Encouraging users to interact
with platform features and

campaign activities

Coupon collection, live

sessions,reward coins

Visual Intensity

and Attention

Use of high-contrast colors,

bold typography, and

Bright campaign graphics,

large discount figures

Communication

Management visually dense layouts

Influencer Integration of influencers, Influencer promotion,
and Human- celebrity presence, and lifestyle-oriented visuals
Centered relatable human imagery

The analysis of campaign-related posts from the official
Instagram and TikTok accounts of Shopee Thailand and Lazada
Thailand showed that both platforms used highly coordinated
communication strategies during the 9.9-12.12 campaign
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period. Overall, the content consistently emphasized integrated
promotional messaging that combined economic incentives, visual
appeal, time-sensitive offers, and platform engagement features.
Instead of presenting isolated promotional announcements,
both brands structured their social media content as part of
a continuous campaign narrative designed to keep consumer
attention throughout the promotional cycle. This indicates
that both platforms viewed social media communication as
part of a continuous campaign strategy rather than as separate
promotional events (Kliatchko, 2008; Kitchen & Burgmann, 2015).
Previous research has also shown how integrated marketing
communication strategies are carried out across different campaign
stages. For example, a study analyzing Marvel Studios' marketing
approach found that promotional communication was strategically
coordinated across pre-campaign promotion, active campaign
periods, and post-release engagement activities to maintain
audience attention and build brand awareness (Sungprakul &
Vannaruemol, 2021). In the digital commerce context, social
media appears to serve as a central coordinating tool through
which various campaign elements like discount announcements,
reminders, countdown messages, and engagement prompts are
integrated over time. The consistent use of visual themes, message
structure, and promotional framing across multiple campaign
periods suggests that both platforms managed their social media
communication as an ongoing campaign system rather than as
separate promotional events.

These findings were obtained through multiple reviews of
a dataset containing 72 campaign-related posts (37 from Shopee
and 35 from Lazada). Themes were identified based on recurring
visual styles, message patterns, and promotional elements seen
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across various posts, ensuring the analysis reflects consistent
communication practices rather than isolated examples.

2. Dominance of price-Based promotional appeals
(RQD)

malmg zhmm‘.l 5 1salhny dunael

18.0.(21U)-145.n. 68 118.0. (21U) - 14 5.1. 68

2 70,000.-

LAZFLASH ' LAZFLASH

angean 90% wagon 90% /
120223 ;
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o060 I G0

Figure 1 Example of price- focused promotional design emphasizing
discount size and voucher incentives
Source: Official Lazada Thailand TikTok accounts, 2025

A dominant theme across social media content was
the emphasis on communicating economic value. Most posts
prominently showcased discount rates, vouchers, cashback offers,
free shipping, or flash sales. Visual elements such as large percentage
figures, coupon graphics, and price-reduction icons were usually
the main focus of the posts. Campaign visuals often highlighted
high-value messages like “up to 60%,” “90% off,” or special
coupon amounts, reinforcing the idea of significant savings during
the campaign. This strong focus on financial incentives supports
previous research showing that perceived economic value is a
major motivator for consumer participation in online shopping
(Asanprakit & Kraiwanit, 2023). However, the analysis also revealed
that price information was rarely presented purely as a functional
detail but was instead combined with emotional and visual cues
to boost persuasive impact. This suggests that price promotions
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served as the central communication point, around which other
persuasive elements such as entertainment and urgency were
strategically layered, illustrating the integration of functional and
emotional appeals in digital IMC.

3. Urgency and Time-Pressure Strategies (RQ3)

pan 33U ¢
FoududnaniAdl
: 24947 n.v.68
Figure 2 Example of campaign communication shared through the

official TikTok accounts of Shopee Thailand and Lazada Thailand
Source: Official Shopee Thailand and Lazada Thailand TikTok accounts, 2025

Both platforms heavily used urgency-driven
communication to prompt immediate consumer action. Posts
often included specific campaign dates, limited-time flash sales,
countdown references, and time cues such as midnight promotions
or one-day-only offers. Visual symbols like clocks, countdown
timers, and highlighted time windows reinforced the sense of
scarcity and limited availability. This repetitive framing created
a sense of time pressure that increased the perceived value of
promotional offers. From an IMC perspective, the consistent use
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of urgency across multiple posts shows coordinated messaging
aimed at maintaining campaign momentum and encouraging quick
decision-making (Percy, 2018). The repeated use of temporal
framing across posts also indicates an effort to focus consumer
attention on specific peak purchasing moments, guiding users
toward synchronized shopping behavior during campaign periods.

4. Event-based and entertainment-oriented
communication (RQ1 & RQ2)

@ shopee_th @

@ shopee_th &
S5 pov : daviiliiFos3viavozun shopas
u LIVE

SHOPEE NEEEEEE} 12:12

suouss LIVE |
12100

18:00

b I

MARATHEeN

SPECIAL TALK WITH
MARK TUAN

Qers Q7 0 T2 N Quass Qs 2 Feo SRRCEERREES

Qisaa Q53 Y342 G333 R
shopee_th waflnsdduamst <

#ShopeeTH... more elufiaurieu < hitps:jfs.shopee.co.th... more FuifiaDifuunimnt) isedi sMarkTuan & 5 more

9 November 2025 9 November 2025 8 Docember 2026

shopee_th geuuisssonaslng & shopee_th nasiuil 15 Appitfuusun

Figure 3 Example of event-based and entertainment-oriented
communication strategies used in Shopee’s mega
campaign social media content
Source: Official Shopee Thailand Instagram accounts, 2025

The findings also show that mega campaigns were
presented not just as sales promotions but as large-scale shopping
events. Shopee’s content, in particular, used a celebratory and
entertainment-focused tone through repeated use of oversized
campaign typography, countdown messages, animated visual
effects, and highly saturated brand colors. Several campaign visuals
looked more like entertainment promotions than traditional retail ads,
especially with the inclusion of celebrity appearances, live-streaming
activities, and event-style promotional designs (see Figure 3).
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Additionally, some campaign posts organized promotional
activities into structured schedules across multiple days and time
slots, encouraging users to repeatedly visit the platform throughout
the campaign period. Instead of just announcing discounts, these
posts portrayed the campaign as an ongoing online event that
blended shopping, entertainment, and platform engagement.

The integration of entertainment elements with
promotional information demonstrates research indicating that
social media communication becomes more effective when
both informational and emotional appeals are combined
(Ashley & Tuten, 2015). The frequent use of short-form videos,
animation, live commerce, and motion graphics also emphasizes
the increasing importance of dynamic visual formats in capturing
user attention within highly competitive social media environments.

5. Platform engagement and behavioral guidance (RQ2)

The analysis also revealed frequent use of messages
that encouraged users to engage within platform ecosystems
through coupon collection, reward systems, and live sessions.
Several posts directed users to collect coupons beforehand,
prepare for flash sales, gather reward coins, or take part in
in-app activities such as live sessions and promotional events.
These communication elements served as behavioral guidance,
guiding users through multiple stages of engagement before and
during the campaign. This pattern aligns with the interactive nature
of social commerce, where communication strategies aim not
only to inform but also to encourage ongoing interaction and
platform use (Mangold & Faulds, 2009). The integration of
promotional content with engagement mechanisms shows how
IMC functions as part of a broader user experience strategy.
Such guidance-focused messaging appeared repeatedly across
posts during pre-campaign and peak campaign times.
sEnsmMsAeasuarioysaNng Anznsieansinasy aminendeideslusl
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6. Visual intensity and attention management (RQ2)

Many campaign posts relied heavily on visually striking
layouts that used oversized discount figures, bright colors, and
animated graphics to quickly grab attention while scrolling through
social media. Both Shopee and Lazada consistently used bright,
saturated brand colors, bold typography, animated elements,
and visually dense compositions. Important promotional details
such as discount percentages, campaign dates, or voucher values
were typically displayed in large, centrally placed text, often
highlighted by graphic elements like spark effects, gift icons,
countdown symbols, or motion transitions in videos. This design
strategy reflects an attention-management approach where visual
prominence ensures that key promotional messages can be quickly
understood during fast social media scrolling.

The findings also indicate that visual intensity served
as part of brand consistency within the broader IMC framework.
Shopee maintained a strong orange-dominant palette across
posts, while Lazada relied heavily on purple, blue, and neon
gradient effects. The repeated use of consistent color schemes,
graphic styles, and visual motifs helped reinforce brand recognition
and created continuity across multiple campaign touchpoints.
Such consistency is central to IMC, which emphasizes the
importance of delivering unified brand cues across communication
channels to strengthen message recall and brand associations
(Kliatchko, 2008; Kitchen & Burgmann, 2015).

Additionally, the widespread use of animation, short-form
video, and dynamic visual transitions highlights the growing
importance of motion-based communication in social media
marketing. Previous research shows that dynamic and visually
engaging formats are more likely to attract attention and encourage
interaction compared to static content (De Vries et al., 2012).
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These findings suggest that visual intensity is not just for aesthetics
but plays a strategic role in increasing message visibility, speeding
up cognitive processing, and boosting audience engagement during
time-sensitive promotional periods.

7. Use of influencer and human-centered communication
(RQ1 & RQ3)

Another key theme emerging from the analysis was the
inclusion of human-centered communication elements, especially
within Lazada’s campaign content. Several posts featured
influencers, brand ambassadors, or lifestyle-focused imagery
that showed people interacting with products or responding to
promotional events. These human elements added emotional
expression, social context, and relatability, helping to close
the psychological gap between the brand and the audience.

From a persuasive communication standpoint,
the presence of recognizable personalities or everyday user
representations acts as a form of social proof, indicating
trustworthiness and popularity. Prior research on social commerce
shows that social influence and perceived credibility are key in
shaping consumer attitudes and purchase goals in digital settings
(Asanprakit & Kraiwanit, 2023). By combining influencer or
human-centered visuals with promotional messages, Lazada’s
content merges economic appeals with relational cues, supporting
both rational and emotional decision-making.

In contrast, Shopee relied more on graphic-driven and
animated storytelling, often emphasizing symbolic or celebratory
visuals rather than human representation. This difference indicates
alternative persuasive approaches: Shopee focused on excitement
and spectacle, while Lazada used interpersonal cues to build trust
and social bonds. From an IMC point of view, both strategies
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reflect the strategic combination of different persuasive elements,
emotional appeal versus social credibility within campaign
communication.

8. Comparative IMC orientation of Shopee and Lazada
(RQ4)

While both platforms used similar communication tools
like discount promotions, urgency framing, visual intensity, and
short-form videos, the analysis uncovered significant differences
in their overall strategic focus. Shopee’s communication
style seemed more expressive and entertainment-focused.
Many posts portrayed the campaign as a large celebration
or festival, using symbolic imagery such as birthday themes,
animated gift showers, confetti effects, and large visual metaphors.
This strategy positioned the campaign as an experiential
event meant to build excitement, anticipation, and emotional
involvement. The frequent use of striking visuals and festive
narratives indicates a tactic aimed at evoking emotional responses
and encouraging a sense of collective participation in a national
shopping event.

In contrast, Lazada’s communication seemed more
structured and focused on information. Many posts provided
detailed promotional terms, coupon details, eligibility requirements,
and step-by-step participation instructions. Visual layouts often
highlighted clarity and organization, with multiple voucher
categories or campaign timelines shown within a single frame.
This method reflects a more practical communication style aimed
at reducing uncertainty and helping consumers make informed
buying choices. Such clarity aligns with research suggesting that
perceived usefulness and ease of understanding are key factors
that influence engagement in digital commerce environments
(Asanprakit & Kraiwanit, 2023).
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The comparison indicates that although both brands
implemented Integrated Marketing Communication through
coordinated multi-element messaging, they differed in their
strategic emphasis. Shopee’s IMC approach can be characterized as
experience-oriented and emotionally stimulating, while Lazada’s
approach appears value-oriented and decision supportive. These
differences suggest distinct brand positioning strategies within
the competitive Thai e-commerce market, where emotional
excitement and functional value represent alternative pathways
for driving consumer engagement.

Overall, the findings show that mega campaign
communication goes beyond simple promotional messages.
Instead, both platforms create integrated communication
environments where visual design, persuasive framing, platform
engagement tools, and brand positioning are strategically
coordinated to influence consumer attention, perception,
and participation. This pattern supports the idea that modern
e-commerce mega campaigns act as complex IMC ecosystems
rather than just isolated sales promotions.

Conclusion and discussion

This study examined how Shopee and Lazada used
Integrated Marketing Communication (IMC) strategies through
their official social media content during Thailand's 9.9-12.12
mega campaign period. The findings provide insight into how
major e-commerce platforms coordinate various communication
elements to attract attention, sustain engagement, and stimulate
purchasing behavior in highly competitive digital markets. Instead
of functioning only as short-term promotional activities, mega
campaigns seem to operate as organized communication systems
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that combine economic incentives with emotional appeal, visual
impact, and user engagement techniques.

It should be noted that the analysis focused on
brand-generated content and did not examine audience
engagement metrics or consumer responses. The findings,
therefore, reflect communication strategies rather than their
effectiveness. Future research could expand on this work by
including engagement data or consumer perspectives to better
understand how different IMC approaches influence user behavior
and long-term platform relationships.

1. Mega campaigns as continuous IMC systems

One of the main findings from this study is that mega
campaigns operate as continuous communication systems instead
of standalone promotional events. The analysis revealed that
both platforms kept consistent visual styles, message formats,
and promotional framing over multiple campaign periods. Social
media content was organized as a ongoing story that gradually built
anticipation, increased urgency during peak times, and reinforced
campaign visibility throughout the promotional cycle.

This pattern reflects the strategic view of IMC, which
highlights the importance of consistency and coordination across
multiple touchpoints to create a unified brand experience
(Kliatchko, 2008; Kitchen & Burgmann, 2015). In digital commerce,
social media serves as a central coordination tool where different
campaign elements such as discount announcements, reminders,
countdown messages, and engagement prompts are integrated
over time.

The findings therefore expand existing IMC literature
by showing how integration functions in fast-paced, short-term
promotional settings where communication must constantly
maintain consumer attention and interest.
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2. Economic value as the core message anchor

Economic value was the main focus of communication
across both platforms. Most posts prominently showcased
discounts, vouchers, cashback, or free shipping, emphasizing the
perception of great savings during the campaign period. This aligns
with earlier studies that suggest perceived financial benefit is a key
motivation for participating in e-commerce (Asanprakit & Kraiwanit,
2023).

These findings align with previous research emphasizing
the importance of integrated promotional communication in digital
commerce settings. For example, studies examining consumer
behavior on the Lazada platform found that promotional
communication and perceived platform usefulness significantly
influence consumers' intentions to purchase products online
(Nowsuwan & Pothipairatana, 2022). The results of this study
similarly indicate that promotional messaging and communication
design are crucial for encouraging consumer participation during
major campaign events.

However, the findings indicate that price commmunication
was rarely presented in a purely informational manner. Instead,
economic incentives were embedded within visually rich and
emotionally engaging content. Discount figures were often
accompanied by celebratory graphics, dynamic animation, or
festival-like imagery. This suggests that economic value functioned
as a central communication anchor around which other persuasive
elements were layered.

Instead of just sharing discounts as informational offers,
many posts blend price incentives with festive visuals, animation,
and urgency cues to evoke a stronger emotional response.
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3. Attention management via urgency and time
structuring

Another key finding involves the strategic use of urgency
and time-based framing. Both platforms consistently highlighted
limited-time offers, flash sales, midnight promotions, and countdown
cues. These time-related signals fostered a sense of scarcity and
prompted immediate action.

Beyond mere urgency, the findings indicate that such
communication also served to organize consumer attention around
specific peak purchasing times. By consistently reminding users of
campaign dates and time windows, the platforms directed consumers
toward coordinated shopping behavior during busy periods.

At the same time, urgency messages were enhanced
through visually striking design. Bold typography, high-contrast colors,
animation, and motion graphics were employed to facilitate quick
message recognition in fast-scrolling social media settings. Previous
research shows that dynamic visual content is more effective at
capturing attention and driving engagement (De Vries et al., 2012).

These findings indicate that countdown messages,
limited-time reminders, and midnight flash sale references
repeatedly appeared across both Instagram and TikTok campaign
content. In digital environments overwhelmed with information,
effective communication relies not only on message content but
also on controlling timing and visibility.

The findings also indicate that integration during mega
campaigns requires careful timing and repeated messaging
throughout the campaign period. Early posts often focused on
raising awareness and preparing, such as encouraging users to collect
vouchers, follow live sessions, or note upcoming campaign dates.
As the campaign neared, communication shifted to countdown
reminders, limited-time offers, and immediate purchase prompts.
This pattern shows that social media content was not posted
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randomly but was strategically organized to keep audience
engagement and guide users from preparation to action. This trend
was seen consistently across posts on both platforms.

This observation indicates that Integrated Marketing
Communication in digital environments requires not only message
consistency across channels but also coordination over time. In
the case of mega campaigns, integration functions as an ongoing
process that maintains attention and supports various stages of
user engagement throughout the promotional cycle. This temporal
aspect expands current IMC perspectives by emphasizing the
significance of message timing and repetition in high-frequency digital
communication settings (Kliatchko, 2008).

4. Social commerce and behavioral guidance

The analysis also showed that social media communication
played a key role in guiding user behavior within platform ecosystems.
Many posts urged users to collect coupons ahead of time, prepare for
flash sales, gather reward coins, or join live sessions and promotional
events. These messages expanded the role of communication
beyond just promotion to include behavioral coordination.

This pattern aligns with the interactive nature of social
commerce, where communication strategies aim to promote ongoing
interaction and repeated engagement with the platform (Mangold &
Faulds, 2009). Instead of concentrating only on immediate purchase
decisions, the platforms try to boost user involvement before, during,
and after key campaign moments.

Such engagement-focused communication aligns with
the evolving role of IMC, which increasingly emphasizes managing
customer relationships and interaction processes rather than just
delivering promotional messages.
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5. Experiential versus utilitarian IMC orientation

Although Shopee and Lazada used similar communication
tools, the analysis showed clear differences in their strategic focus.
Shopee’s content was more expressive and entertainment-focused,
often framing the campaign as a big celebration or festival. Visual
elements like confetti effects, animated graphics, and symbolic
imagery helped create a sense of excitement and encourage
collective participation.

In contrast, Lazada’s communication seemed more
structured and focused on providing information. Many posts offered
detailed explanations of promotional conditions, coupon categories,
and how to participate. Visual layouts highlighted clarity, organization,
and ease of understanding.

These differences indicate distinct IMC positioning strategies
within the same competitive landscape. Shopee’s approach focuses
on emotional engagement and experiential value, while Lazada’s
strategy prioritizes functional clarity and decision support. This
differentiation aligns with IMC theory, which stresses the importance
of matching communication style with brand positioning and target
audience expectations (Percy, 2018).

These contrasting approaches may also reflect different
assumptions about consumer decision-making processes. Shopee’s
experiential communication seems to target impulse-driven and
emotionally motivated shopping, while Lazada’s more structured
messaging likely aims to reduce perceived risk and support more
deliberate choices. This indicates that IMC strategies in competitive
platform markets may depend not only on brand positioning but
also on differing views of how consumers make purchasing decisions
in high-choice digital environments.

6. Major campaigns as IMC ecosystems

Overall, the findings suggest that contemporary mega
campaigns should be viewed as integrated communication
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ecosystems. Various elements including economic incentives, visual
branding, timing coordination, entertainment content, influencer
involvement, and behavioral cues are strategically combined to
shape consumer attention, perception, and actions.

These findings suggest that mega campaigns operate as
interconnected communication environments where timing, visual
design, entertainment, and user engagement are strategically
coordinated. Integration is achieved not only through message
consistency but also by coordinating experience, timing, and platform
interaction.

Based on the findings, the study introduces an emerging
“IMC Mega Campaign Ecosystem,” where economic incentives serve
as the main communication anchor, supported by urgency framing,
visual intensity, entertainment-focused engagement, influencer
communication, and behavioral guidance. Collectively, these
interconnected elements help maintain consumer attention and
participation throughout the campaign cycle.

7. Theoretical contributions

This study contributes to the literature in several ways.
First, it broadens IMC research to include large-scale e-commerce
mega campaigns, an area that has received limited attention in
communication studies. Second, the findings show that IMC in
social media involves combining visual intensity, urgency framing,
and behavioral guidance alongside message content. Third, the
comparative analysis illustrates how competing platforms can use
similar communication tools while maintaining different strategic
positions.

Overall, the study offers empirical evidence that modern
IMC practices in digital commerce involve managing attention,
emotions, and interactions at the same time.

8. Practical implications

The findings provide several implications for marketing
practitioners. First, economic incentives continue to be a key
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communication tool, but their impact may be improved when
combined with visually appealing and emotionally engaging content.
Second, urgency cues and time framing can be strategically used
to capture consumer attention and prompt prompt action. Third,
social media communication should guide users through multiple
engagement stages rather than focusing only on promotional
messages.

Finally, the comparison between Shopee and Lazada
indicates that communication effectiveness might rely on matching
message style with brand positioning, whether experiential or
utilitarian.

Conclusion

This study analyzed the Integrated Marketing Communication
(IMQ) strategies used by Shopee and Lazada during their year-end
mega campaign period (9.9-12.12 AD. 2025) through a qualitative
review of their official Instagram and TikTok content. The results
showed that both Shopee and Lazada relied on highly coordinated
communication methods that combined price promotions,
urgency signals, entertainment-focused visuals, and platform
engagement tactics. The findings suggest that mega campaigns
are not just short-term promotional events but serve as ongoing
communication systems designed to capture consumer attention,
evoke emotional responses, and influence user behavior within
platform ecosystems. While price-based promotions played
a central role in communication, they were strategically combined
with experiential displays and behavioral cues to boost persuasive
impact. The comparative analysis also revealed different strategic
focuses, with Shopee leaning toward a more expressive and
entertainment-oriented approach, and Lazada often including
step-by-step promotional explanations, coupon breakdowns, and
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detailed participation instructions within well-organized visual
layouts. These findings contribute to the literature on commmunication
and integrated media by showing how IMC functions in modern
digital commerce as a coordinated system that manages attention,
emotion, and interaction simultaneously. Practically, the results
highlight the importance of combining functional value with visual
appeal, timing, and user participation strategies when designing
large-scale digital campaigns. However, this study is limited to social
media content from two platforms within the Thai context and does
not explore other communication channels, audience reactions, or
behavioral outcomes. Future research could extend this work by
including multi-channel analysis, quantitative studies of engagement
effects, and consumer-focused research to better understand how
different IMC strategies influence perception, trust, and long-term
loyalty in the evolving social commerce landscape.
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Abstract

This article examines the image of Thai male actors as a
form of cultural soft power by analyzing the transformation of
celebrity images from idealized representations to humanized
identities within contemporary media culture. The study is based
on the observation that the concept of soft power, traditionally
associated with moral appeal, idealized image, and social
perfection, has shifted within the context of digital media, where
sincerity, vulnerability, and lived experiences increasingly
shape audience acceptance and emotional connection. This
qualitative study employs an interpretive social and cultural
content analysis approach, using Thai male actors with sustained
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visibility across mainstream and digital media as case studies. The data
consist of more than 300 publicly available media texts collected
between 2005 and 2025, including entertainment news, interviews,
television dramas, films, advertisements, songs, social media
content, and audience comments in digital spaces. The study
aims to understand how media culture constructs, circulates, and
negotiates the meanings of celebrity image in contemporary
society. The findings reveal that the soft power of Thai male actors
emerges through media processes that construct, reproduce, and
expand image meanings through interactions among media platforms,
public figures, and audiences. These images combine idealized
masculinity with humanity, emotional accessibility, and relatability
within contemporary media culture. As a result, the image of
Thai male actors has shifted from moral exemplars toward forms
of celebrity identity grounded in human appeal, emotional
connection, and audience engagement in contemporary media
culture.

Keywords: Soft Power, Thai Male Actor Images, Media Process,
Humanised Appeal, Contemporary Media Culture
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“He doesn 't try to look perfect, and that makes him more
real.”

“I like how humble he is. It feels very different from
celebrities in other countries.”

“He is always polite and respectful. This makes Thai
culture feel very warm.”

“Thai actors seem very kind and respectful. You can feel

it even through social media.”
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Abstract

This research aims to analyze the presentation strategies
employed in music videos by girl groups under SM Entertainment.
The study utilizes a qualitative research methodology using content
analysis. The sample consists of 11 music videos released on
YouTube between 2009-2025. These videos were selected based
on specific criteria: each video received more than 200 million
views and recorded the highest viewership among the label’s
releases in its respective year. The findings reveal that the music
videos of SM Entertainment girl groups systematically integrate
artistic, technological, and cultural strategies. These presentation
strategies are constructed through the use of multiple elements,
including temporal settings, scenography, costume design, editing
techniques, and lighting and color grading, all of work together
cohesively to convey meanings related to individuality, femininity,
beauty, and the branding of both the artists and the record label.
Furthermore, these music videos function as influential cultural
media that dissemination of the K-Pop phenomenon and Korean
culture.

Keywords: Presentation Strategies, Music Videos, Girl Groups,
SM Entertainment
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wigwn (Ut vyusing, 2551)
aaﬂﬂi‘vﬂauiaﬂumﬂwmaamsmuwwmammiamLUu

aaﬁﬂszﬂauamzymaam'ﬁmmwmsJLLayamauﬂaaﬁmﬁaamwaq

@m%w‘%ammwmﬁgu 9 Vléduesef Taedl Bordwell and
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Thompson (2017) lfeSunelih nmsdnesduszneusaluainuioniu
Wiumaden “Mise-en-scene” (fla-aoe-uns) (Juddnianniu
NSamafivanefia “n1sdannauuni” uag WuwndndAglungu]
amguns el mﬁammﬂﬂivﬂawnamwﬂﬁﬂQIuLWsumw
L‘waaﬁwmmmwLLavmﬁumaqmwaum F97miIN1599210 N340
LAN LATeNuAINIY NSLARTaITnLARILATBAUSENBUAMEY 1

fagnialawunisatenenummasuuuininusznayu
Taggausn 9 Sanimeunlunsmeundmaswnalnsimidaindy
iﬂLmesmamwamummauﬂiawsmL‘waq AOUTUIAINIA
Usznoumas wasitmunundunmsiuiomeesunnannaaiudes
smufuagasusznaumas Sadudeuuansaduiarenisilaaznig
woaiuluniouiu mmwaamiwmammia Auslvinnuaulanmuas
RICTRIRRIERN aaﬂﬂsyﬂaumwmmuﬂmmmmmﬂm Tned fa-003-uw9
dunalnimunusseniaagnisdentsunivesnin uagiidssaunn
videidesauniuszneudusaiunmiliiu fa-oes-ues danuvane
Toesa mneds nsdnesAdsznaumluudarain dudeulunisda
23AUTENOUANS 9 Va4 Ha-oes-uws WisiweglunnuasUsyanvunanem
ARRGRET ﬂqmwwmuiﬂm 2558)

msnzariu MsdnesdUsznousmluanianeds HEN
ynegafiogutiindes Meanud mmmmmmﬂmuua gnanenaen
soioshumsiiaueiioUssneudeud luinaniale dusnsdaatn
vunm saluiansdauacia avvouladessniiidosnininaue
muu n3dnesdvszneunmuienisdamsuntn Wundsluade
flugiuves fa-oosum mmmmmwumimmLmumaummauw
wazdnyinaneIuoin Luawmmmamq 7 BUeuRLNITE8YT I
furnfunimeesainfarBsianuuiniy vungnisdanalsunm

AU
P B3

LWaaammmvzmswmasﬂqmaqmimwamiﬁmmum (‘LJ"I‘LJ‘U'J'] Tyeanu

uny BAWE Y B 8YsYN, 2567)

Yon9Nd IWATANITANEYBarwmAlAn1sUaUsADa U
a = I3 o w a | A a aa U A a aou ¢
dnuilsosAusenavdrfglunisdearsinuidninle a9l AAANUS
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Sayineawialed (2556) laesureliin mellanisaeviuazivaia

a a

nsunaueindniflensenmeunsiu viamadaiiauieados
funwdaisafuiiufinazinan arunsafiagiunvszyndldsy
mMaa3essnld Funadanisareiniflediddaldun nsedeulm
nésanazwadanisinnistunailunsdadeifioadsassanindivay
sudavaianisdanauazmslidifieassussernia e1sualuazaiy

PUNUNHBINTG

wunAnFesgnsmnIsuTaIusTIY

dinunlsaiisaliueuiiunuifngnainssunIsTmus sy
(cultural industry) ‘1'7iLﬁmﬁ'ﬁumezi’mﬁLﬁmwumii@ﬁawaluﬁsmf[,uﬁzm
AR3ui 20 11 WuUTIngMssilth iusssudngsTuvamenunsEn
Tuszwqmammim 1ne Theodor Adorno Wag Max Horkheimer
tndvnsdninunsaiife Iideulesdiinaasusiowas Tausssu
dsedududii gnamnssunieiuusssy Ing Theodor Adomno
uaz Max Horkheimer ldsdadunmasifussuunuienli nnags
Pdutausssy auludanisiearseng 9 ”Lmﬂmsu,ﬂuaummﬂmamu
LAgUENUAAIMNTIN LazNAINAULIUTINALALNIATY NTEUIUNIT
nanduAeTausssuduniswdnvuialug (mass production)
aNeLnsluandna (mass distribution) wazdin1suslaATIuILaN
(mass consumption) @WalILANNITANNOUAMAMALAIUNLIETD
Saussautu 4 (Mayaun i uas auae i, 2551)

ﬁaﬁ?u Tunssauzlag Theodor Adomo wag Max Horkheimer
geamnssuimusssudlilimnedsnsviliausssudugaainnssy
WARLIEDY NTZUIUNITNNANUANNIDITNITIANITNIZUIUNIINAR
yagaamnssuTituinsnaluginasnn duidsgnumsnszanelunaia
waznnavludieufsiuiuuilon nsvilaanielddudutuiae
mswaammﬁﬂﬂuﬁmmmﬁ@Lﬂuﬁmuﬁsiwfu (SyWws ATunsal,
2558)
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gnavnsainussanduedeaendadusyuuyuionild
NATNULIAANAIUGANNTAL N1IATOUNRALNITAIUANN ST IAY
amqmusvuﬂuamammiu Imm’]aumuﬁiiuLsmaﬂivmumimam
LwaaiwmamLwaﬂ,‘wﬂawLUuaumwummMmiLLaﬂLUasJuLLmﬂﬂ
Qmammimmuﬁiiﬂummumaq Theodor Adorno tay Max
Horkheimer laildnuedenssurunisivildfausssnanedu
PRANMNTTU WANUIBDY NITUIUNITNIIAIUAANTOIZNITIANT
ﬂiumumiwammﬂamammswmiuLﬂﬂmimamaummummu
11N uag aumuuimﬂuamﬂaauua vslapsaufuludsnn den1s
safuuslandud iR unssTnauuuResfudusausssy
(st mwmﬁ]izy, 2567)

INMINUMULIAA Nud1eu uAnRetuiadniale
fAforhumianudlaieafuguion e msnsgiEniale
safauuAnierfunisnesussneusaluanilasiubundn
Tun1sileesAuseznausine 9 Tuiad@nidle laegidulanuniuaiu
Weves U lyvanu uay efwg Mg w aysen (2567) Tunudde
FosuaAnuas i‘ULLUUI‘LAﬂWiﬁiNN’Jﬁﬂ’J@I@IMEJ‘V]‘U%ﬁUﬂ’M@Jﬁ’]Liﬁ]
UuLLwam‘Waﬁuwu Faax gimaninaeilunisinszigiuuunisin
0aAUsENBUAMILAIN ($290987 @0 1Adesusanie) uazimad
n1sanevi/daue (nMsdnse n1sdnuaazd) uvssendldilu
nadlunineiianiflefeatunaisnmaiiaueluianidle
Wianuneledaria SM Entertainment HWRIAUTENOUANY 9 wﬂsmg
luionvosinanidlouas guunAnBedguamnsTimusTn §ide
mmimmeLﬂswmmuwmmmmamﬁiammmﬂmmmmmimﬂu
LﬂiaauamqammmﬁmwuﬁﬁmENLﬂ’mamalm atnils
508U

mﬂﬁ]ﬂﬂ;ﬂi:lfduﬂ’mﬁ]EJLGZNﬂmmW (quatltatlve research) g
Tnsieseiidon (content analysis) SUMINYERS ATILATIZIANITUN
wuailenehuindniflefsansunel#dsin SM Entertainment
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IimumulssunssuiieAnwuaziianuszgndlidmiunisoenuuy
n93de delulssdunisdadonundsteyauazinasilunisdaden
unasteyalionsuinguszasdliasudou lasdnideniadniale
ety 11 Haniile Ssdudninasilunisdaiden
faraale fiil

1. fndnimeifsansuiweunsuuumansie sugyunelidada
SM Entertainment Sw3n9 w.A. 2552 - 2568 Wiy

2. IdnialeiisaniuresiuannisTuraiiy 200 4137 uag
fronmssurunnilgaluddu windy

vl inausflunisdaidenundstoyadanann §3deldwam
NANNUINIINIIATBVDL 97108 NSNGAWI T waz Saudf LATugans
(2561) Ailddnw1Teagunuunsdearsvesiindninlenisyyy
fuusingnisal 100 §1u3r dennslimdninuriseniuruuugyy
devhmihidusdiaitefiRnmsvesnnudewesiiun Weasiiou
Usngnisalanudeussivanisy wazdmsuusumnawaley
Fadlgrufuusziulanuagszuuununduiviilinisiusugeniiuiun
waslng $1uAfedTetuuaine 200 udnfiedadonnsd
Afinsidegannfifuwaldudanadonndiuaznisadisuusud
Tursnis uazmsdadenindnimlefiueunsseving w.a. 2552 - 2568
desanidugaEudunssulnanaduindniflevesroinasauda
Panantagtuifissliinsfinu
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M137197 1 Prdndaleiisaniunneladain SM Entertainment

anu Fo2s Fowwaq Juhiowd | waanssuwn
Fnpuws CATED)
1 Girls' Generation Gee 8 il.4. 2552 347 M
2 Girls' Generation The Boys 18 p.A. 2554 315 M
3 Girls' Generation GOT A BOY 1 u.A. 2556 275 M
[ Red Velvet Russian Roulette | 6 n.8. 2559 284 M
5 Red Velvet Peek-A-Boo 17 w.y. 2560 255 M
6 Red Velvet Bad Boy 29 u.A. 2561 433 M
7 Red Velvet Psycho 23 5.A. 2562 421 M
8 aespa Black Mamba 7 n.A. 2563 285 M
9 aespa Next Level 17 w.A. 2564 317 M
10 aespa Drama 10 w.8. 2566 272 M
11 aespa Whiplash 21 »1.A. 2567 238 M

*uewmn goansiuruiidnialeiisanjunielddsin SM Entertainment
au Fuil 30 w.e. 2568

nsusIUTINtoya

1. asnaninausitunisfnionuasiayaaniidninloves
Wsanjunelddaia SM Entertainment

2. {Adedrsraindninlefiueunsuuinaneugyuues
AgLNas SM Entertainment anumdninasialgimunly iosiusiu
TeTamay . o

3. Welaihanialedldlunis@nwiaseiiuas fideldnns
mau“lwammammhwLUumeﬁuamammu 11 fhanirlonniules
vy Lwam‘ummmLLaummiaswﬂéﬂuLL‘U‘U@@V\IIau

a. {Ageliuuutiuiinindniale WetufinswazBeaieniu
iwmmammia srededatu Yufeudfimouns eiludeya
ludesfunaviitennuaraanlunisiasisinanundninasilunis
Insiveyasely
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mMsnTzvideya
mu’maumam%wuauaimamLuumiaamimmmamda
Youisaniuneladsin SM Entertainment 1Humnén wiavhenudile
maaaﬁmimLauéﬂ,umamﬂiaLﬂiaﬂqﬂmsﬂ,mamﬂ SM Entertainment
1PEIATIPIRIUNIBINTNURITIENIALE DUNNI8E N5IRBIAUSENDU
sulumniigninausiiieusznouFeadluindniale Tasfinasily
MTIATIENR 5 sedUszneu Teun Frana1 a1n w3ssiniy wade
nsdnse wadansiakaaasd Ineg3Iderininsiassiuuuns s
(descrlptlve analysis) mmwﬂiwmmama mmmuawvamiawaua
AN 9 tfmmaﬂummmﬂivmwﬂumm% Aenseilisunads
msmLauaiumammiaLﬂsaﬂqﬂmsﬂ,mmﬂm SM Entertainment

NAN1SANEN

INNTIATIE muwﬂumammiaﬁuaamiaﬂsﬂaaﬂm
SM Entertainment e sAusznausing wﬂsﬁﬂgiumamsummamﬁia
ustarty aansadiauenansAnwsunandliiiudanaisnsiiaue
Tufianiflewisansumelsdata SM Entertainment dfail

1ASDLIICYNEY
O

ENTERTAINMENT

InAldAN1sAnciD

s PR
InAdA
MSSQIAIA:A

SE-EN-SCENE

u 133
aeiBouTanssvriu]

na3snisthiausfuidadnialoinsansu
mefddoin SM ENTERTAINMENT

A 1 nadsnmsiaueluiidnidleisaniuneladsin
SM Entertainment
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9N mi 1 wananisdununadsnisiiaueluiianiale
\Asan3unelideta SM Entertainment Sdnwaumdussuuilesiuszney
se 9 gnesnuuulihnusaufiuedifivuuu lidaudumsiden
381 27N LA3dUAINY naenaumATiAnsdade Walanisdauas
uazd Inpanansoadueldad

1. 9290080

fEnIAleisan3uree SM Entertainment daulugjiden
vaueizessvienndnualvesdatiuludisnardagtudundn
LWE]I‘VIQiﬂJEJiﬁﬂL%@MIENﬂ‘UUﬁUVW]ﬂuLﬂE;ILLa”LsU’]ENEﬂiiJEu‘UENUVlL‘WEN
lad1etu Nl Yranartundnuieds gaadensensaunailunis
iEnFesesdiaAninle Imamamumu‘lwylﬂmsqqﬂﬂimmmammmu
uilinld yeatomadiy vdoowenlndiAssiutianafinaseeniseuns
|y ThaniAlowas “l Got A Boy” e Girls” Generation (A.A. 2013)
vhiauomnsalluudundintoqugaiagiuiiidduanlauas ivas
Tuvaiefinas “Next Level” vas aespa (A.A. 2021) wihglianuisda
fistululanadiouewan wifddedstnsnaiagtuluanumane
youalladfmasiouazlanfaviaiifugatiagtiudnlals

2?2 nadonsiauemuIaluiEnIAle
(@w) T@n3IAlawad | Got A Boy 98334 Girls” Generation
(1) thdninleLnas Next Level 48424 aespa

agalsfimu wuan ffdnidleusdwiithussiumalasn
Fanantusfnvienauniueisdeugaduieoaisenanyallviu
wasazAalu Moty inasniineududdousanaissenou 9 vaq
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Aatu SM Entertainment (1Wu “Lion Heart” ¥83 Girls’” Generation
dussonealadyn 60s) wandliiifiuin nsidendisnandeuyn
aunsnlfidunagnslunisaireusserniauazFessililanisiu
wilpenInsnuds drdn3leAsaniudniiudisnartagiunsoe
TanausAfidnlaldlutiagdu iledoamsiondnualvesdatuligunsdn
Inagaunazandiladng

PInMFiaTgiaziiu SRvsnaitunisiaueidninle
deasgdaausanisainnanvalvesidlundazynady gaady
vidorhanaidenlivimihiimmuslnuFesiuazunuinuedatiy
Tufhandsledy 9 %anﬁauﬂﬁumﬁLaﬂé’ﬂ@a}uamﬂmma RGN
naniiasiennesdusznoy nMsidengaalipivanzaiaziioiasamds
muamawaqmamﬂiaLLavmaﬂmLaﬂaﬂwmmmmamﬂuawm
fuuusavgnadeuandsiuldimndeotsual anuidnuazaing
AuAneng 19 dougalimnuidnisunuin Jagiulinnuidnausse
Wntang swaalviauidnauiuwdanivg datdu nslddiananeg
afsassddunaiBddnifdiudfyds

2.2

anFoanuifiusingluiindnialeifuesdusznaudify
ﬁﬁiaaﬁmumussmmﬂLLau?iamiu'%UmJaqLwaaLLawaa?Ju"Lumamuﬁﬁﬂm
wu fndnifleldanvannvaneguiuy Maenauas wu aananuiass
w3oanniladreduliiatoantuilasswazaninilevse/unlumnd
PLIARYDIUAaZINALTUNAN

dmsuinanimenldannanase sdunsdiassaauiifiia
wuuenevieduinsludinais Woaduanudeslestuideninas wu
mamvﬂ,amaq “I Got A Boy” YausantesiniinnusdaensIiin
uazddugnaIn Faudhmduaniiaseiuluanile udfdenauuvauads
fuywdasety ImmimmmamumwmamLwau%‘ww vd1a35A
msLaaﬂ‘Lﬂjmﬂaﬂwmwuma'lmyzmgamw ossmanmsaifieduldss
Tutagu vilidilanmdnvelivuaunauiuvesfialuldegatnnu
luyusafgdIfu iwas “Russian Roulette” ¥o9d Red Velvet
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(A.a. 2016) TarnanelutuuaslsedulsuSeufivonwuuegisauass
wrsudnmelnudnamaanlaiiuass mﬂmmﬂwmﬂuwwmmﬂsvm
$u wu thu Tsadou DesesduiioBeuuntidureanas luvaiadud
Aussafiudfaundessafieasuendnvalanzilituianisle
LLauamaum'mLmaﬂimmmalmaﬁumﬁaﬂu

A9 3 NaSNNSULEUEAUANINLTNAN AL
(#e) Trdndnlewwas | Got A Boy U844 Girls’ Generation
(1731) F@NIALoLnaa Russian Roulette o939 Red Velvet

dmiuiisaniugalndlue anmileasagnudndulydn
seurunsRauiameinsAndounn sudnlaniedeuiiaiy
sowodudednsnaisond ensegiamu Trdn3mle “Black Mamba”
(A.A1.2020) Fadunanundves aespa Ananannase wu aaisalldinu
wesiiniuann Cyberpunk viseddi@inmilesssuy shlviuugdniy
Aatuidshsseguuduudssnindlanadeiulanadvia § Faaonndosiu
Amdnualyafdva Ariedesnisdedns an3sllldduuAumndmes
NSAUNTENITI9 ‘vmLLmLﬂumwuwaﬂmmama ¥N13ilaIusIu
VoINUATU Tagianiy Luamﬂuamaﬂwmmmwnﬂwmamamu
HusagifiangAnssunsiaI L‘ZJE]?,JIENLLa“’WG]ﬂEJGIE]LUu‘UQJ‘Uu yanant
fhaninlevatenaslugamnds o Tngiame mawmamwﬂmamq
aespa denlannuiiessivioanuiumduiniy end Thanile
“Next Level” fiflarnlulanfdaviaunsdunuinis wu vziansng
%wawmam% aansilosaneutnnuaziiienna nmsldainununid
\wand GERNIVEE a‘ummuﬂaﬂlmﬂmmmawaamsmwaﬂwmafmﬂ
y03Ralu FedenndesiuLuinainazaowdud “Metaverse”
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19479 aespa og14lsfinn udagldannfimileasudesdusznou
melunindinsdenndoiudossiuazrersualveunas VNl
mmmmmmLeuauimﬂuuamimasm Tneaguua rdenenluianiile
\AsanjuA1e SM Entertainmen dpnamannuansuay zhilaoenuuy
IwaamunmsmsmwaqLLavmwaﬂwmwmaqmiaams mmmﬂamsq
‘LummﬂivmuulﬂaummﬂLW\Ium%amamaim Faraundauvimii
Huevdituiutnueedetulfisuinsdy

NaNsISeR TN annvteanuiluinaninle vy
nalnddaylunisimuaussennauasdeansuiunveanatuazialy
TneiAsanuane SM Entertainmen lviaanaunTwuazaininileads
agndinagns anauasivasianulndauazanudulylaludgie
Used1Tu suzuv‘vlmﬂLW\IumsszLavIaﬂmwaaﬂismwasummummﬂmmv
Laﬂﬁﬂwmmaﬂﬁumﬂaﬂu I@mLawwviumaaﬂumaqaﬁuim andslula
Dufsund uwifudumilwedasdosasmsadimsiiduio
vasffuu dwalinmanwalvedaluliiinudaaunaziiandiunn
R

29 4 nalsnsiEuesuaINtuindnIfle
(@1e) Tr@nIalewwas Black Mamba ¥94929 aespa
(1727) f@n3Alowwas Next Level 98999 aespa

3. LASadusINTY

i3eminevesdatiuwassazasluianinledudnifnm
ﬁﬁwmmﬁﬁmiuﬂmmﬁéqLLaza%’waaﬁ’ﬂﬁLLﬁﬁﬁdu NANITIATIZY
Lwammammial,ﬂiamﬂmm SM Entertainment iﬁnmmmﬂmﬂums
9ONLUULASBILAINIEE 19Uz En ededinoudusvaunauas
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maﬂmLaﬂaﬂwmﬁuamqmamaaamﬂmLLmavﬂu Imaﬂmimwaimwu
LmammmﬂumammiawﬂﬂmaaﬂimuJu 2 aﬂwmﬂwm 9 laun
LmammmamuuswLsmi'n LLauLﬂﬁﬁNLLGNmEJLW@ﬂ’IWEm‘L?}mﬂaiJu

ANWELINAD LSRRI UNIE 893195 DR LUDINAS
mimaawﬂmmmuamumm EJﬂﬁiJEJMiEJIVMLiEN‘UEN?J’Jaﬂ’mIE] LYY
sL‘L!L‘WﬁQ‘VIiJLi’eNi']’JLﬂEJ’mU’JEJLiEIu%iEmWW A3 LA YIAaTy
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UTTYINA

AT 5 Nalon1suEUeuLAIadkaIngluTNdn Ao
fna@nIalawwad Russian Roulette 98979 Red Velvet
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Fatndunisesnuuuideiiilaany asmvioudaniny tieadns
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wanvanesnldiaiesuninailunivindnlunisadneaanuunneng
Tne I8N w1 oSN BalUe NI TNLALAUNIUNTINY LATDIUTE U
waznsineTvasiealiuand1dlunseuiediu dewalidvuandd
‘vmqLLavwminﬂﬂalmmamu IummmiaﬂiUiﬁLWVILuuLLmﬂm
awﬂmwa LmaqLmesJwmimﬂummmmmaiuiaa W dnAle
Whlplash (A.A. 2024) U9 aespa V]I‘ULﬂﬁ’e]\‘iLLGNmEJL‘IJ‘LJ’J&@NWLLU‘U
Wyiaan Imuammmm‘lﬂammaamaﬂwmwimﬂmiﬁmaﬂuiaﬂLamu
wﬂwmaqLLmqmsjLwamwaﬂwmﬂaUuaaﬂmimamwmLa]u Asiden
mmmu,mLLWﬁuumaﬂmmamaﬂmﬂauwﬂm‘lamamau%qmqwansn:u
a1enan m’lwmwaﬂwmmm aespa Lmﬂmqmﬂmsammqauuaw
Hufiansrvesurumasldog199mau 1a3oaudnig Iumammia
\AsanUved SM Entertainment gnltednaiinagms measu‘ULuu
BesTnuare1sualvoanas LLavaaaiwmwaﬂwﬂaUu \SpaLAINeT
aamaaaﬂumwmaaLwaﬂmammmmama TuvasiileseamnIe
Feonuuuliianuiiondnuaitaawusuiwasondnualviuiadu
Luamfu”l,mmummaaimamwwﬁumammiaﬂmm:?msuauimmﬂaﬂu
mal,waquulmmw Feodurudidalunisdoasauifinimgiu
LS IUAINTY

msaaLLmmﬂumamm‘lal,ﬂiamﬂsuaa SM Entertainment
mviumLUumsamamﬂwiumsLmLsaaLLa GEREHUNE RIS !
ImamaaﬂLLU‘U@mqmaama‘iwaamaaqmmmummLuammaqu,a‘v
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Awanualvesialu Naﬂﬁi’)Lﬂi’]WWWU'ﬂ Lﬂi@\‘iLLGNﬂWEJﬁ’]ﬂJ’]iﬂLLU\‘iEJ’EJﬂ
Wu 2 anwaugudn len LﬁﬁaﬁLL@ﬂﬂ’]UWWQJ‘UiUWLiaxﬁ’n ENSU’JEJﬁi’N
ﬂ’ﬂmalﬁ]iﬂLLauL‘UEJiJIENWUNﬂUL'LJE]W] bhae Lﬂi@ﬂLLGl\iﬂ’]EJLW@ﬂWWﬁﬂ‘lﬂm
ﬂaﬂumuum’mimmmuua YLONANWAULANIL AL miwammu
ﬂ’)’mLL(?IﬂGIWQ‘ZJ@QaIWGIUHﬁaUﬂ’]WTJNL@EJ’JﬂN‘U’JEJIVIN‘U&H]@ﬁHVN
fidlazauITNLAaY ﬂuimmwﬂu I@EJLQ‘W’]‘”SL‘L!LﬂiﬁﬂiﬂiuIWlI
V]SL‘ULﬂﬁﬁNLLGIQﬂ’]EJLLU’JaWEJﬂL‘LJ’LJﬂ’]‘l&H'V]ﬂuﬂaUIUﬂqiﬁ@ﬁﬁi(ﬂi}WULLau
ﬂauwﬂmwaamwmﬁm Lﬂi@\‘iLLGNﬂ’]EJT\NVLlIL‘WEJQLU‘LJEN?’WUiuﬂE]U
AIUAIIUEIBIN LLG]L‘U‘Uﬂﬁlﬂﬁ’]ﬂmi‘i‘mﬁiﬁi’mLL‘U?UWLL@%L@ﬂaﬂUm
suaqﬁa"dumuummwsuaamammia

AN 6 NaISNsUENEAULATRLseN18luTIENIALe
(@e) F@n3Alanas Next Level U843 aespa
(171) Thdgnialewwad Whiplash 19929 aespa

4. mallan1sAnne

wadanisdase Wunadinisunauefilanaulufivdn
Fwletisaniuvesr1y SM Entertainment lagnuin mﬁmmaafﬂmwa
ﬂ’J‘UmJQQ‘m“’ﬂWiLmLﬁ@\ﬁLLﬁ"ﬁiNEﬂimmi’JN‘Uﬁ)ﬂN‘Uﬂ%ﬁa@ﬂa@ﬂﬂmwaﬂ
othailuszvsnmn aﬂwmvmmmawﬂwmgammwma nsdinsie
WUUTINEINUSIIzINGS (cutting to the beat) Fudunisildeunm
AUTINITAURIUI OV BULNASENADY YT nuazidesUsyauiu
LﬁmLﬁuﬂizaummiﬂﬁﬁuymﬁmﬁa wu Tulii@nifle “Next Level”
mMsfinnmiUasuanniatunsenusIrausI s us s elUasuriou
fimaiﬁ@miﬁﬂﬁwﬁuuaz%"uifﬁamamszéﬁ’umamﬁmmLwaqaén%’mu
NIDLULNGS “Gee” uag “I Got A Boy” ¥4 Girls' Generation N56inm®
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Mﬂ’ﬂii"li@ﬂﬂLLa“LL‘I/liﬂﬁaUQ'lﬂﬂ'liL(ﬂUﬂUﬂﬁﬂL‘Ll’e]lﬁ@ﬂﬁu 9 E]EJ’NGIE]L‘LJEN
i@ﬂi‘UTﬂiﬂﬁi’NLWﬁ\‘Wlll%ﬁ']Elﬁ'JumaLu@ﬂﬂu mimmawﬂsva‘umvmu
111L‘W‘ENﬂﬂﬂ??ﬂﬁiﬂﬁ]%@ﬂ@sﬁﬁﬂﬂaQﬂ‘U‘M‘Ll’F\]@ undsazviouaNLUanluil
ﬁuaaLwaqu,azmwé’wmﬂﬁmmwmmmﬁa'ﬂu

AN 7 NAISNNSULEUBAUNATANIIAAABLUINENIALD
(#18) TENIALELINET Gee VB9 Girls' Generation

a a

() §r@nIAtewmad | GOT A BOY w8934 Girls' Generation

yonannsindelinssdmzuds Srandnlovansdudld
MsfnaduatnuuuILIL (parallel editing) ieidSossvanydiu
Tdndeufu ieriawssuiieuilonlunasedeadreassd wu
mammia‘wwqmﬂmimusuamaﬂumumumﬂLfmLiawaa
srfnaduassdruilvunnasnnas mﬂmﬁmﬂa’nwuléﬂumamu
WAELNAIUBIAIE SM Entertainment fisindoenislyfng
vinwznsifulazBessnviensudddaiugiu n1sldnisdasie
wuusaLiasegrstmanluinas Peek-A-Boo (A.A. 2017) iodsu
WRN1salnuaT aseenuidnviiounineunsseineiy nsdase
wamumsﬂwwlmwauaaaqmuiunmmmﬂu Tagliddn
Fuau wosandame LLavauﬁummaaqmﬂaﬂﬂiuimamﬂi YU
fuduegad wu Twwas “Russian Roulette” fiaduseninemin
mimmﬂuﬂamumﬂmmmimmaamuuumsmumaaauwn
uAazAY msmaaumaanaiwmmmLwamwaumqmammﬂms
WuUszauiiudause wazmnuseliewesiessndidunuiiomas

MsEInsieasuazieysINTs ANgNITHeATIIAYY UnTINeduTedl
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AN 8 naISNsUELaAUINATANSHRRB I UTNANIALE
(%18) AIENIALBLET Peek-A-Boo 18939 Red Velvet
(17) T7ENIALBLNAY Russian Roulette 98979 Red Velvet

LmuﬂwmwiumsmmaﬂmumﬂmwaLaimawsms
i@1Sesnmdnuel a'm mﬂaamauﬂﬁ‘V\Iﬂ suaﬂ'mmsal,awmﬂm
NINTE qumimmmwamummwm LU m‘wmmaamaﬂwmm
ﬂimguwuwaau 9 Tu “l Got A Boy” mmwmmauﬂammwu
mwuﬁnaﬂ%ﬂumammia mamummaulwammmm zinalulad
Numsase vhuhiideulesszring “laneuae” wae “lanailon”
YD aespa weafiafidudafonisld Match on Action wiemssnnn
fidousanisindoulnn L‘Was[,‘wmiLUaaumﬂmﬂﬂuasaan Avatar
venn CG gaulvalumag Whiplash uag Drama (A.F1.2023) “Ifumimmmw
audamzaunididnnselind naunaufunisindeundesiisiniss

v

LW@ﬁiWQﬂ’JWﬁJEﬁﬂIQULQEJTJLLaSaWﬁlIEJ

A 9 natonstauenumailansanae ludadninle
(@18) Trd@nIAleatnas Whiplash 98314 aespa
(977) f@n3Alowwas Drama U994 aespa
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Tnannsau Mdindeluiiadninletisaniuresrie SM Entertainment
funumlunismiiulnukagaiuidnvevuag 19uINNISAR
fisangy nszdunazaenndasiuaunitiodionsuaitazsnwiny
aula sumvLﬁmﬁ’uﬂfliﬁmsimwwmuua ¥N15MRIAUTENBUATN
fAvtioidSeuas Luumwaﬂwmmaaﬂaﬂulmamawaa nagyns
nsinsewa v liiaandaledliiniuazdsansiioifuiendneal
vosfatulugauulaogeiiusydnsng

5. wadansInuauazd

Asdauasuazdluiidnisleiduserusenouldwinudad
‘ﬁgﬂaaﬂLLUULﬁaa%?Nmimmﬂ nN3¥AUaITUN] waznengrnnEnyel
vaafatueg1atalau nNmTasgvinud Hdndaleisanidves
ANy SM Entertainment finsluanasdod 9@ 19assnlasaonnass
UBNYDUNAIUALYATNTDIIN

A# 10 NaISNNSUELEAUNATANTIALATLALE
(%18) TIENIALBLNET Gee VB9 Girls’ Generation
(¥71) F@n3Alotnas The Boys 98933 Girls’ Generation

Girls' Generation (mmaﬂwimLLavmmmmﬂ Tgnsdnuas
WUU High-Key Lighting Lﬂwaﬂiuammﬂ (Gee) il naing
Wy ane dednudnla ‘Ui?ﬁ/lﬁ waztfedny feuilu
The Boys Mﬂ'ﬁlﬁ%uﬁﬂﬁ]ﬂLLauLLﬁﬂLﬂ’W]iJlIGINWﬂGUH (metallic/gold)
\iodedesuauaraudusai
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AT 11 NAISNNSULEUDAUNATANITINLEILALE
(g18) Trd@nIAlelwas Bad Boy U9924 Red Velvet

a a

(1737) T@nInteinad Peek-A-Boo 98934 Red Velvet

Red Velvet (A1udaudslazussennia) laaaunienisiy
AANTITIUKATNITIAUAIMUY Low-Key Lighting #3ouada1dndnu
Tuwas Bad Boy, Peek-A-Boo, Psycho ioad1aussenniadndu
Aumazsunsie Turaedinas Russian Roulette Tan awmaanla
uidauasliginiionss iledoutioozaguuss

27 12 nadsnstauesumAliansInuaas d
(#e) Trdndnalewwas Black Mamba 194929 aespa
(nan4) ddnIAleLnas Next Level U839 aespa

a a

(977) f@n3Alotwas Whiplash 19929 aespa

aespa 19U Neon Wuu Cyberpunk Ty Wuiug
Hanfukastioan Jie vuniazih auauniezwuy Cyberpunkiumaq
Black Mamba g Next Level iftoatnamms wadlanawasuasivalulad
ma@ﬂu Wh|plash umiawauaaﬂam’wmﬁamw 19d917 AuaziRu
Tavy (fedofamnuiiuali Sauandliiiiudi wmptlansdauauasd
Tufhaniflelisanguvesane SM Entertainment urdosiodeiaudad
’quﬁqﬁﬂqigaﬁqiLLa%ﬁayﬁmqﬂ'ﬁ ﬂmsmiﬁamimamu Mﬁqaﬂﬂqﬁﬁlﬁﬂﬂﬁﬁ
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AEnenasldNoas19asd@aa15enanualUIAatung19aNTING3

wasnUsulmnnnzdveisualinaswazdmasnlidusudaau ‘vi’ﬂﬁ

Avusuiensuninay mwaﬂwmmauwaqlwuwmu YonaInIsLiiy
aasmaiumwmm EN‘U’JEJGIE]ﬂEﬂLL‘Ui‘lmLLa‘“mGlu‘UENLﬂiaﬂiULLGIa”’N
Tupunssdvesyvuliegadaay

MsdnuaardluidnIntanisaniUvesry SM Entertainment
aﬂ%ﬂunawﬂ%ﬁﬂuﬁaﬂLﬁaﬁmumismmﬂ DUz IENaNYA]
Gumﬁaﬂuama‘mwu HANITIATIEANUIN ﬂaUULLmau’NuiﬂLLUUmﬂ“U
LaLazATiaanadetuRsuUR LAz mUIN ST InTWEN W] Hasilas
WUy High-Key waglnuaineanla lUuaufiauaswuu Low-Key aAddniiu
wazlnu Neon wuu Cyberpunk msidenlduasmazdediafuszuy
Paelifansuionsuninasimuvonnasldiufivagyiniifinond,
wusuAvasisaniuudazislununsdve sy

auiiulddn wawardluindniflevenainnisvimiiiiains
N5 UTILUTUALAY B3AUSETNRUAWILEY dlavaintudidninle
iAsan3unelddsindne SM Entertainment favimiiiluiBegaunisel
nanfe nseenuuuTnud was wasussernanmldlddudisueiosde
A5 NAMUENIBINY MNUALEIUUTENOUAT NATWLIUYDY “mmﬂum@q i
TS FUAUB UMY ANUANSU AULEIEIU AUTULT S
M%ammagwaﬁamemﬁuiﬂiumiamaLLasziazqﬂaﬁa RFFN
Hunsouuaznndawnudaieliiuin anudundduignisle
LUuﬁd‘ﬂﬂﬂ@@mL‘U‘ULLa f-mLaaﬂmummmwammuaamm
vauziieniu nsldan Cyber Tanailou 1iosouinnndefiud
wlloa3s Inanglunauuesis aespa @gnoun1sUsEnouasne
Sndnvalfavavesialuegedaey wsizanwand vhldsadatu
Lildgnaegiiedlugmusunnads mﬂmﬁumsﬂ,mﬂummwmaaulm
1®waamum1uiamsq IamauauuavammamaqLmiuﬂ MsSanaui
mLﬂumﬂmﬁﬂmmLiaaLLa‘zﬂalﬂmiwammwmma‘mqﬂmmamm‘m
fonsudatiulugrusnnunuresanundundgeswasiodadonloatu
walulad anulauiauasshdnualiuutumsuuaude
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anUsIeNan1IsANE

nansAnwadaiazioul i fdniflevenisaniy
melddainre SM Entertainment ﬂmwmmmwmﬂuaaﬂimau
UNLWAS 'mmmLﬂuﬂsymuﬂﬂsaamimmuﬁsiumﬂaaﬂLmuasm
Wuseuu lagenfansdnineesdusenounesn v Weuaynsuansoeng
fifoddny wieadeninunung gunsee Lendnwaluazdunam
Sausss eanunsoeiusionanisanweenlu 2 Useudiu fed

1. nmsmsmLauaiumamﬂiaamsaiwu:usuﬂ

Sefiansanuamsiaseit 5 sefUsznoutuiy wui
nsdnesUszneusaluain (mise-en-scene) wazmaianannmly
fhamalelallgvuiniifisaiteadsmuduiiavindy wnvihwedhg
LmQﬂaqmﬁuﬂﬂiﬂﬂwuﬂaﬁmmw “San-andn-fnw” Aaluuazeng
IWas NANIAD (1) MUUAUITIINIALAZDITNAIAIENEAT 210 waslayd
2) aiwmmLmnmwamauwﬂmLLaymwmmumsammma T019)
deydnuwaliazinuain (3) 5edamiznisiuiuas ALAULSUAIY
NIANFD IAEBAARBINUIIRIZINGS Lag (4 mﬂumwaﬂwmmmmaams
aamﬂummmqmmmsmt:dusyw p9fUsENoUWENT SenaaLTiou
ﬂalﬂmsmawmmmwm&mmamimﬂumiaswLmiuﬂ LleNanwallay
amwnureseadundgsluszuvlensasiuate Wewssudieuu
NdTeiieates aziuldin waﬂ'1ﬁﬂmﬂ%u’qﬁaamﬂé’mﬁwuﬁum
g lvgau uay oilwg Mg o aysen (2567) i thanile
fiusy aummmmmaaﬂLLuuamUsmaumw N1SFRADLAENNS
ﬁ]@’J’]ﬂﬁaUuEJEJNLUUi:.ﬁUUL‘WE]’ﬁ'i’Nﬂ’]i%ﬂmLLﬁ%Lﬁ'ﬁJE]Tﬁ%JmGZJE]QLWM
pgelsiny uddeivenederunuiinaneenludnsyau laauans
AU Iummsuaqmsaﬂiﬂmﬂmaaﬂﬂma SM Entertainment
amﬂiuﬂa‘um 5 u”l,mwmmaﬂ%mammia “1J19A91” Y30 “donndel
fuwas” i widsvihausawdulugiuenalnuesnisadawusun
nsusznavas e AU lundaarn1sHanA NI RN en TmLs Iy
lusgiugnaiwnssy 'Iuaﬂmu‘muqmﬂmmmammidumuwww
AoansTausssy eakUsznaunsiandes fazes dudnualuazain
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AN1150VUTNNaNeNeAAITeN ANMUBLALDNANBAINIIMUSISULA

wazAseiiElviiui luuSunvesane SM Entertainment nsaeans
aunesanan st uuuLendIy mninannseanuLegn
Jusyuurewangesrusenaunidiuaunanaidu “uuuikunsiaus”
Areidesinugavouisaniunasasisfoiduosdanuiiivasuiiuan
n1seSuleihdaniatelugnisvitaudlaind@nidlelugiugnagns
MsdpansvoseInas

vena1nd luvsunindninlevuunanreduesulal
mMsdnasdusznouTiluan (mise-en-scene) Snvimtidouu3un
Yaunas nnanvalfaluuararsualfyuidismeiudiunisidenim
210 \nTedusanTy uasuardlviiauaonadodegurios vafioaty
mﬂﬁﬂﬂﬁ(ﬁfﬂ@iaﬁé’mﬁuéﬁ’uﬁwuLwaqﬁwmwﬁﬂﬁm5%’Uﬁnmiu%’u
LaziE1ensuaiuIniy ‘NLUuﬂmaﬂ‘HmwﬁﬂﬂﬁJ‘ZJEJ\‘lﬁJ’Jﬁﬂ’mIEJVIUiquU
ANUdSIVUUNaANBsYNU YenanG an muindennissuy
LUURANE LU mmmuammiﬂu 3ULLUU’J®I@LLH’JN/LLU’JU@N
mamwuﬁﬂmﬁﬁﬂummmLiaqLLaummm‘w waznszaulitnadeasse
wwuwaumamammmm ﬂumi‘uﬂﬂﬂmwuwamuumammu
aonndastu indedlng wazans uasaas (2565) Hesurelin Tutaguu
msthiawedeidnimeduduifennegrinimnuasdedugnns
Fonuilanldsuanudemduenigs ieannnlugatiagtiunsimeuns
fhaninleldvenedesmannne Tnsenizdemesulal Faause
mvﬂamLﬁflmmaLLavmmﬁLﬂmUuamea WS laogn95InLS7

meldrrdeuiing mamﬂiamLﬂuwummqmsaams
flddnauennununeuay YaAUNIYY san1sdeansnmdnualves
AenasaeAatiuliaghaiauls madulavesianialewloulatu
audsuiilangienadsnisiaueriuesdusenoudal sauma
NsIALEs duavimatanisansawarnisuiaue 39inlriadninle
ﬂmmﬂuﬁaﬂmﬂumiﬁﬁLauaS‘aqinsuaﬁaﬂuﬁ@wmmm%’uﬁuaz
fausaumeensuallume NMSiILAINLEEAIIINAINVINAUNSEE
dait ledu aileviy (2564) TilseSuieliin muindnidlewadeulsly
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A unadiiiaueuAialensaniiouwitu minduididlude
AL (aesthetio) ansunazifuendnwal msldlaynnszuiuns
wanvilgnamnssutuiisveanmaduiulnedrsdetileuariigu
wiluaduITlan
NAINNTIATIZiN SRR HIuTANIRleveAsanTUAe
SM Entertainment 1dunsdifetauainisauraiufalznisiandes
HUANNAUNTAS NUUTUAYNAUAS LD 1IVTING S UiazaIAUsENaU
TRaanan NLATLASeLAINY TATaNATANSAAREaNTANELUY
mMsfnreTisn nszdularaenadostuausitiesonsusiiassnw
ANuaEula YeslAEINUNIARRBLUUTLILLAE NS ITDIAUTENBUN N
fupursaSeaasiunmdnvaivesiaduliogsususanasinade
MsdauasuazAfigneenuuuslivanziuensuainas uazddently
Jusudanuiueiedlefidamaddiieaduasdearsiondnvel
v93Aalu uazdisnenguusudiarfauvenisaniuudasas
wzaziu aneldnadsniniiauerunmuazidosedihaninle
\Aan3u1e SM Entertainment idoanumungludadaaliidila
AnuvneuayAITUTY Sideansyadn Aoy LusuduesAaliu
suenemaslognwiaula denndesiu maaun whamn uay
aussoyd Aindida (2545) fildeSuredn fhandaleddlunuivdfy

<

@ I3

TuNSEESNNISTIRAUAIAZUINITHN 9 TnensuausnaninY
viouusudinuionvesinanitle nsnaNkaIUTEIIAURTUAY
Ay ilinanifloaunsadidngudmaneldogiansegn
wazasenuUsvrivlaliiuguulaegnseniuiuy nsldiindniale
Tunisinsnarniadunagniflifuanuioussiaunsvaisly
aqtiu Thanimlelsifmumsandetuiidlugieiestiomsnsnarni
nsands emmasnsalunsaassianuithaulauazfsgelogu
faanifledududesmedrdylunislusiummas asrauusuniay
aselaliiugaamnIsuaun3
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2. ﬁ';?in'“;ﬁiaLﬂf]@ﬂétﬂ?aaﬁamﬁmusﬁu

ﬂsvLLai’wuﬁiimmmé‘ﬁaﬁLﬂuﬁ%f%“ﬂiﬂaﬁ"aiﬂdﬂ Korean
Wave wiofienlunienniva “ausa” (Han Ryu $t2) (Shim, 2006;
Jang & Paik, 2012; Jin & Yoon, 2017) "meLumJuLUumaLLsﬂ A.A. 1999
maa‘vmmmamaaﬂmmmﬂumqLLiﬂiu‘Uivmmuua%mumm
uwamqmﬂunmmam wiantuasasnmaslauaudonan
mmnauamamamLuaqmﬂw-mﬁlﬂaLﬂmﬂumamuﬁﬁmzmwwu
WaLLnIua mammu AYATNINEIEINTORIRARTLYITULININAI
AuszTunnuazaRsu q luvasii (Kim & Wang, 2012) ponaduditen
gnNa1IIn L‘LJuﬂiuLLﬁIMiJV]’ﬂMLﬂ@ﬂ’IiG]fﬂGl’lﬁ,mama(ﬂﬂﬁuﬂ’a’muumd
LA TALSTTINIVESY 9 AL 917 1AY AMMEURS 1Y 1Sedd1eNs
Wy 91NTHazN1w AaenauduTiinesnsvieadisanusesaa1ud
grevinluazas (Hufing ywUlssouy wae w1y edauye, 2563)
Tngvdsnimanedeulfiuitounasiiguunuadulilan s5u1a
nvaselasaliaanssumaniamanaouiy Tnsdreusniniu
Wleduesuiansssuuavmasounvd wivdmintuesidunsduasy

AMNANwalLazUsEvduiushUsUAUSTmADNY Nanssulusnyuell

Guusndudumslussmarufeuianssudu mnussuiaasiiy
nslifaluveswuuivserisanuidudunuluniswmeuns Tuusssy
wazUszrduiuseumaniawanaley tiosanidaiuudai
yanafanaaiidvEnavsanuAnuagngAnssvesnluady uaziile
Uszauanudniaainnisdafanssusinannislulszma Sguia
nmalddaldEudnfanssufefufuauduiisludneszma
Tnodusunsiusnannisinnumanian meunsuaznsudstuaiay
o NNaoUAIY UnAans19e11dns (Oh, 2011) ziuledn
mmﬁamﬁLﬁmfulﬂlﬁﬁmLwia%?mgaﬂ'ﬂmamwgﬁmwié’ammﬁu
AndnwalveaUssinaluaneniyilan luvaelAgifunIsATauATes
fufimatamsssuflfuesiodiiniens fuduldannslésy
nsatfuayusgiiuviuanuruaduiifegimnyulan (instud
NINELATeY, 2567)
2sasnsAeansuaziaysaNTg AnzNsAAnsInaTY A inendeiFeslusl
Uil 14 auil 1 unsew - Sguneu 2569
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wansfnwiadaiagdoulfidiuin S1dnddleiisansy
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Abstract

This qualitative research study aimed at examining the
historical background, narrative structure, and decision-making
psychology of audiences in interactive films. The study focuses on
textual analysis using narrative theory and the three-act structure,
integrated with symbolic interactionism and decision-making
psychology. The sample consists of three interactive films on the
Netflix streaming platform that received the highest viewership
and engagement according to IMDb: Black Mirror: Bandersnatch
(2018), Choose Love (2023), and Escape the Undertaker (2021).

The findings reveal that interactive films have evolved
alongside advances in media technology, from their early origins
to the streaming era, which enables flexible audience participation
and meet the demand for viewers to act as players rather than
passive spectators. In terms of narrative structure, all three films
employ a branching structure in which branches are interwoven
throughout the story, allowing audiences to interact with multiple
choice and endings. The number of choices and the length of the
film are directly correlated with the diversity of branching paths
and endings. Although some narrative paths may not fully satisfy
the components of the three-act structure, this incompleteness
functions as a mechanism that encourages audiences to continue
exploring alternative paths. When audiences choose paths that
align with the central theme, the structure remains fully consistent
with narrative theory. Regarding decision-making psychology
through the lens of Symbolic Interactionism, audience interaction
is reflected through the processes of interpreting choices, role
peception, identity construction, redefinition, and information
exchange. Each film stimulates these processes in distinct ways:
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Black Mirror: Bandersnatch emphasizes metaphysical complexity,
Choose Love emphasizes emotion and personal values, and
Escape the Undertaker emphasizes strategic problem-solving. This
research demonstrates that interactive film represents a structural
shift in the communication system that expands the boundaries
of traditional narrative theory and opens pathways for the further
development of the Thai film industry.

Keywords: Interactive Films, Choice-based Films, Interactive
Cinema, Branching Narratives
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wwaAalasead1e 3 oef vhuihidunseulunisulanazdinse
arsunsiduiEosesnmeunsidne g%ﬁﬂﬁﬂiﬂiﬁﬁ%”mﬂgﬂ 3 99
dumhglumsieseiinuasdiweaieminisademnuiansen
MIRaIufarasLarn1saanaeludyniediels Feaelaiunse
oSunenalnnsfsgagauiaznisaonenaumsngrlassaiIsFes
Inegradusyuy

nufufdunusitadaaneal (symbolic interactionism
theory)

Hununfanediesinguazininedenuiidiunisvinaii
mhwqmﬂiimamuwamumimmmmmvfmamaaamaﬂwmuav
miﬂgauwuﬁmmm mwgmauam uywdasisauvueliiu
dadne 9 seufliunsyuIuAIsHedITUAY Ufduiusugdu
oz wandieafiduimuuanginssuuagnisiuilan
Guaumauqﬂﬂa (Borkam & Prajaknate, 2022) U‘mmmawqwg
#on133dy nanAe nuiufduiudidsdydnvalimiiidunsou
lunrsfiaudydanual UNAUNUILATNYRANTTUVDIAIALAS
TudsdsnuuarTausssy fidotumfnduliinmgiidydneal
waznsUfduiusseuinagasnmeuniidnuagiieuniousznou
ahemumnemsdsnuegnsls afeelidlansyurunsaidiuans
Aauanansiildsuainameuns

a v a a v a . . .
wuAnf1uInIneIn1sAndula (decision-making
psychology)
& a a A o v a | 2
Wunalnmedsingrnuyedldlunisindulasgiasings
neladedninvesiauaraiuliviueu nuands Junisuns (2564)
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93UN871 UEIINANVIQUNTINWANNAR 1w N3NNI ENIFEA1Y
(regret avoidance) ¥en1sgnithdeiBnistiauedeya ulikadnsas
wihfuAnu unumeIAREen1sIdE namite Hiiunseudinses
Mameunsideufauiusiinisesnuuuyadiniuedilsiionseduend
n9ANARYRE UTL TedsnalasmssieUszaunisainnsidonuas
nsitdausauiuilon wagvhmihiidunseulasiadsitesuieddutu
MOUNIIABNTDIETY (??ﬂLwims%fuﬁLﬂmmEfLuL'%"aasthauﬁawqﬁmsu
naInsinaula

s ada o
ITLUYUITIY

1%
Ay

el lunuidedenmunim (qualitative research) {338
AgldmsiAs1esidiun (textual analysis) Wundn uawihnsiesei
ameupsedraiuszuuuanduingidesadomiivnnglunineuns
Fafausiug eszudnuay Tnssains sUnuuLazaLduiusTes
psrusznevlumaaFes wagmadeniithlugnsdndulavesiiuum
Adelauuinmsfinwioanidu 3 daundnaiuinguszasd laun n1sfinw
UsziRnnuduuivesnmeunsiBaujdunus n1simszilaseadng
mMaiFowesnmeunieufduiug uasmsleneRnivenmasinauls
voaf{funn Tnefitunounisdiumsifoduiolud

1. Anwrdszdfnnudunivssnimeunsided fauius
Nnunasteyaiduenansaddoivled unaumadnns s
unanundetiuiiauaynweundideU fuius

2. M3GoNUsEINILALNENRIBEN NISAREBNANEUAS
Wefduiusliisnsidennausiiegauuulangas (purposive sampling)
Wlefnwusngmssivesnneundide fauiusalasuanudouuay
nsfldusmvesury Ingideidennmeunianunanlesusugy
ameuniuuvesulat Netflix dsldfunisdaidennunusiiasiiou

2136813N1500815UALROY TN AMNTARAITIIATY W INe Gl
Ui 14 atuil 1 unsay - Tguieu 2569

198



199

fapufisuuagmsfiduimvesFusslusedugaanidulesd IMDB:
Internet Movie Database @ufuundsdoyaninsunsiiundede
warldsumuien inainsdadennimeusiBeUfdutusi 3 Ges
Leiun

1) Black Mirror: Bandersnatch (p.#1. 2018) lei5un13
FadonidesannidunmeundiBalfduiusiiairsunngnisaiagld
SumnufienegisgilutisusnuasnistiaussUuuudet vilsmdunsd
Anunitddalumsvhanudhlansiidusmmesgium

2) Choose Love (A.A1. 2023) {uiognsvesnneuns
B fduiusfindniulugands Fauandliifuiaofmuinisuas
mmwmﬂ‘mmﬂﬁuaqLﬁamLLazﬂﬁlﬂﬂﬁﬂﬁé’uﬁuéﬁ%’u%uﬁu

3) Escape the Undertaker (p.f. 2021) Dudnmils
feehsiuandliiuianisuszgndlisuuuuBajduius fuussian
demilunnsseanly W wwdeesa wiund Feheldnsinsed
AsouAguiATvaInuatsvesnneuniITsufauiusuasngiingsy
msdmdulavesiFuraluuuniunnseiu

3. melneilassaisnaaes fideadld nquilasaing

naid1desuazuwifnlasiadne 3 oerd Wunsevlunmsiesie
ioviadlassduszneuveinisiadesuesnineundUfauius
Tngaginnsarinlasaandrignuulfuaziudsuuiaduogisls
dlefesdusznavvesmsujduiusidirunisitedagesduszneuly
mMeseilasadunsiEeUszneuieasussneundndwioluil

1) nMsuvsasdusznaulassadievasizos fansan
MauaEossooniduga 4 sslassadn 3 eed W 0ai 1 (msiaes
Ynauefazasuaztlym) 0aid 2 (Mawdgmihfuanudauduas
W38 930957) LAz e 3 (quaqm@q{%aasnLLazﬂWiﬂﬁﬂaﬂa)

2) AUTARES FLATIERUTELANVDIAIUTALES

v

MANTUTUE D99 UANUTAREIN18TURIAEAT NEUBNAIALATHAY
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ANUTALREITUANINIING DY WU IYEEAUNYYY Uy¥EAUsITUYIA
uywdfunuLosuazunuImyesaudaudslunisiuindouiessn
yufsmsfimadenvesifuradmasienisiudsuntasueanmdnu

3) A28gAT ANWINAILINITVDIFIALATAANLAY
fazasses Pufausgdlanasnsdindulavessavasilésudvinasn
MNAUTONVBIHTUYY

4) yadndule szydnvazvesgadadulaiigiuey
doundy Ingiinadadulamaidmarelassadunisdiioua
Funavesiessnedndls

5) wadnsivanuany 1ATIERANNLANGIeq
wadnduioiduniavesdessmiiinannisdadulafiunndsiures
F3umn uazranszvuden ANy saivedlasiaienisiaFos

4. mneiarimemaiadulavesuen Tudui fide
rlasennszuIunsandulavesuriluguggiuduiussiuiu
aneunsd lagldnguuduiusuazuuiAnininginisindula
Junseulumsiieset wevharud-latladefidwasenadenues
f5urn ussgeladeandnisdndulauasnansznunisensualuas
wRnssuiiAatuannsiiduslunmeunsiBeUfduius
5. agunsiaszilassainanisidnFesvesnineuns

Fefduiusannguilasiaienisaiizes unAalasiade 3 o
NouUiduITuS wunAngUwuunguuiduiusiasiuifinining)
nsdndule wielsilddoasuilanysaluazneuingUszasdusaniside
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@ oo og

n1sAnwlassadinisidnSesvasnmeuaiiBsufduius

ameunfBsUfsdaius (interactive fitm)

AUGUST 31

vuilasEiuniaaias (harative theory)
wu2AALASIA3NS 3 a4 (the 3 act structure)
g uiUduiuidednydinual (symbolic interactionism)
wuaAaIAIngnsandula (decision-making psychology)

Taswm¥ranisatosveamnounsiBeaufduius

AN 1 NFBULLIAAMUNISANYILASIASIINITLENS DIUDINTNEUAS
ERIRGHII

NAN1SAN®N

1. UsziRanuduanvasnmeunsideufaunus
y1nnsAnwUszifanudunvesnineuns e jauius

o w

NUN WUIN1UeIAUsEnTatusanutoantaiduaiutiaddn

oA gasudy galdlonunazgransulls lnaudazgpaziouliiiu

nsidsuiUasisludumalulaguagsunuunisu jduiussending
Avuiuilon
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1.1 gaEusu (A.A. 1912 - 1970)

mwaummﬂgauwuﬁmuﬂnuﬂusﬂLL‘U‘Umeqmw
#0 Life Targets Fuduiifioluansmoiandnaioud ae 1912 Huduan
Tngrdunisdaduludanimindeulmilinalndaelinmmyais
mamaumimmﬂmma Faforfuduiidaveanuuuidalusunos
yanafinils (Darley, 2000) Iuaﬂngauwuﬁmmﬂmmwmma
nevaussieszuunalniiimualidimi guuviefiaulsifisiune
iumimmﬂmmmqmamumamﬂm Imamwwmmwgauwuﬁ
fifidedesnsuasdusznovvaanguinisanionduaiuanie
AMBUAS 1309 Kinoautomat (A.A. 1967) HAIILYBIFANAUY
Wdnifle Raduz Cincera MUadalusiu Expo 67 ifleswsunieea
mwaum%ﬁlaqﬁgﬂmém’hLflmzuumwaumi%wﬁﬁmﬂ’uﬁ‘ﬁ'mLLsﬂ
vaslanuarlfinaueuuiAnnisianEealuuuyaany (branching
narrative) 11nnA3sARITTYADUT Netflix azairanIneuns
304 Black Mirror: Bandersnatch (A.a. 2018) a1 124 aululsanmeuns
saliudunsuasdietegiiunzis e lmadadulalugeddyuoados
(Ng, 2011) agnslsiniu nsAnwlATIEs19ves Kinoautomat wuin
wiaglfnmarsmvesnisiimaden uwiidumenisiddesiavun
Suhlugunasuifioadu Jauansliifiudesiinvesnisujduius
TugaEusu

1.2 gaddleiny (a.A. 1970 - 2010)

wiinmeuns 3o Kinoautomat ﬁ]wlﬁ%’mﬁm%um
nhlanndan1sanefl Expo 67 winasuyndndunisiaies
mﬂgamwuﬁuﬂauLaaumsﬂfdmﬂmmmﬂmaa’mimm’s (Hales,
2005) unuiinmeunsidelfauiusasiaudesenluanisnmeuns
waluladfsnanndugninluldluialenudwaunaufunwiale
fAcnenirlidaemii (FMV: Full Motion Video) wagldfuamuilessnnna
ga FMV Fsfeilugaues “nmsunsi@eufduiusyausn” (early
interactive cinema) Zeflwasiuds 413 Fuiidavssanlaiduts
nUMNEURT NuRaUzLaznmeELAS (Perron et al., 2008) AULANGANS
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amm“vmaaﬂuﬂuamimuﬂamsmﬁnmLsmwmmiumimmm
Laumwamauawlmmmu w9y mmaaiuﬂsawwaiwmwumh
g wonandl ﬂﬁﬂgauwuﬂuaﬂummamﬂaaﬂﬂimLLa‘kumaww
Lidazdulsanimeunsvionieaduaniznie dnadranimeuns
Famauaram1isnisujaduiiussvnuulng Wy ameuniises
I'm Your Man (a.A1. 1992) fieildaesainiioasnzuuuuuuBealns
Tulsenimeuns Loews Theatres %38 Switching (p.¢1. 2003) fildvmng
wazdmivesinuansununistusidonuumiine
1.3 yaanuila (a.e. 2010 - Hagliu)
miLﬂaaumuaaﬂamumaaLUumsLﬂaauLLUaa
Balasadendediny Luaﬁmﬂmummaauﬂgauwmﬂ‘uLuamlm
ogwazaniazludiud laglddndudesisngunsaivioaniui
Arwdnsioly mwauméﬁﬁﬂﬁﬁjﬂuﬂé’wwauiaﬁaﬂszmwﬁﬁﬂﬂ%ﬂﬁa
Black Mirror: Bandersnatch (p.f1. 2018) 103 Netflix Mtiinsia15es
Beuduiusungduananisluguuuuiiunndisanmasunount
Tnefllaseadauuy nonlinear AfvMILENIILILINNUAS ARSI
lumséindulavesdva (Rezk & Haahr, 2020) ududeuvedlaseding
Msiaies uay mmamwm”luﬂniﬂgamwuﬁwﬂwmwaumLsmu
LiJumﬁmamamwﬁumﬂumwmwmmi AUENSIVDININYUAS
309 Black Mirror: Bandersnatch dswaliiianisadaion
Feufduitusiivarnuaenntu liisdunmeunsdu aseiivie
FFadUFduius yaldinswmuimaluladasaunaianudidgy
ABNAILINTVDINTUNAUDNMNEUASIUJFURUS
Fofinnsanimunnisueanmeusfdajduiusnann 3 ga
spnutuddnfideulostunisfnulassadanisaSesesrstnay
TugasudulassairansiaFossinndudunss guuflunumidios
nslpmusadeniifuual e sounlugaidleinauay FMV 16
fnmsiaueguiuunmeunsBeUfamuslvigauuannsaysznovais
Fessnvesiiedld Tnesnwanuseiilomesdonatiluunsioaiu
waglugaaniuds 910 Kinoautomat (A.a. 1967) Fadunneuns
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LﬁaqLLimnLﬂmi‘mmuimmmmmwaawmaqLuaLsaq JUTININEUNT
309 Black Mirror: Bandersnatch 983 Netflix filufiunisidndos
wuuUjduiusgunannesufdviassauiiaruy aswiuladn fimuinis
sanardunisuaunauesfusznaunIenIneuRsiussAUsEnay
adenuiiseiuegsioilles uazidlefasanamsmveiauIng
ey awiildde lassadunmaaidowesnmeun s fauius
finsasundadluusazdianat swdnwidnlvglurssunssusm
m‘waumLmaﬂgamwuﬁmLuuiﬂﬂwaﬂsvw‘umaimqamqmuamm
wazdasamnudedninisiidudauda fauiusssninadvu iy
Amguniitdadenisiuinaarauidninisnseinlunisiuey
og1als Waanisdanandwansliiuin lassafrenisanies
Tunmeundide fauiuslaildudaned wignudenasulneis
Jodiauaranudululdvesnaluladluusasyaads
2. n13aastgilaseaa¥renisianzeenineunsida
Ufdunus
awounsEduiudilunisidzesiiUnlonaletom
fidwslumsdadula nelWiAnlassairadessnuuulidudunse
nMstnsresunanuiaananudilaiiaseiisnisdiies
LAz INEINIIARAUID MIULLIAAYRY ATFOUN WUTNWIIU (2550)
ngufjufiduius Bedeydnual annsinuideves d3135e8 1Wiysa
(2556) MiiBvEwasioUsyaUNTalkazAIMINEYRINITTUTL
2.1 Tassa¥unisianides
2.1.1 aweuni 1309 Black Mirror:
Bandersnatch (A.f. 2018) WiausEossvedaniny dniauiny
Tum.a. 1984 'wwsnmmmLLUaaumsJLW\IumﬂmUumumﬂgauwuﬁ
IﬂiqammﬂmLsaasumm‘wemmwaauumﬂmwaum IGIEENIERGN
TR HITGE finouauiluandeiuis 16 wuu Fawvaduneuay
flanysaliuy 12 wuu wazpousuiliauysaisiou 4 uuu Taseans
MataEes ameunsldlassadranuuwanas (branching narrative)
fidaau Tnsdigadnaulavsngiudesads vdidongmiiouas
’a'1ia’linﬂi?;amil,l,azﬁau“imﬂms ﬂmzmi?ilaaﬂsma‘nu I RIGIRISEEY
Uil 14 auil 1 unsew - Sguneu 2569
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\dintle Wy nMadene st wiieinas uindudwansenuseidubos
lumemds msviaefunediad (fourth wall) Wunalnddnyiivinlvig
YUATENINAIUNUIMVBINULBIlUFIUEAIUANYEAINTTUVDIFIALAT
Tnslomzifleannuisuiviinduisdunsediamdeniunuiig
mamaummiwgﬁmmaqmuqmﬂﬁmaﬂ%aqammu AUIRNINE
nmsindule Tuyuuewemguiufduiusdeuduugnnsziulvdndula
aeldanunisalfinadunarliuiuey Indnwuzvosfn 1wy
ANFBINsTfiuneusuiiAnianienuesndosnituludunis
funnsineiudiudsnasenisiden nsfiunsiidentlugneuay
filsiauysal vemsdounduluidentyel unsarsanunisaiidy
Tigvudosmumunisindulauazdrnadumedy o lufungud
Uﬁé’uﬁuﬁ’@ﬂé’mé’ﬂwaﬁ fudondne 9 Tu Bandersnatch viwihiidu
dydnualfifuudiosiiniy wWu nmsidenuesinsdniviednyanval
PAX n1siAmmand mmmmmwamaﬁnua dzvioufians
Amuamunumidy "mmmuwm" mwmmummmwﬂwa ¥ATUAY
Tanvosaunsin miiwmmmamqLwaminmLaumqmumsaiw
mmwmsJ'itmﬂuiym’mmmuaal,t,auaiw "fiamu" vosgulugiue
Hldsrunvessessn
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a v e
[ 3UAU: dmnWuAuUeY ]

[ 2andii 1 nsduaua ]

l

Frosties

Sugar Puffs

\HondiGea

ML

usssmAdaiy
(danaroandann)

vsssmARaiu
(damaroaindowun)

Fudaiaue
Tuckersoft

LAUDINUY

'

[ 24l 2 Anudauds ]

}

Fourth wall

assniiniifaugy

Netflix prl wasng l
fouudatne stadululaniZos
LéuainSugn

[ 24l 3 nouay ]

! ) !

12 nauauaNYal duiFasdivae 4 aauaulaiauysei
Faanu 3 aaf Wae Fourth Wall nalmadlohdnnlu

mouaulilauysol - nalannauny oadi 2 \|
ity “ndadndu wnlasiadhadudu 1

A 2 deandunisandula naneunsises Black Mirror:
Bandersnatch (A.A. 2018)

2136813N1500815UALROY TN AMNTARAITIIATY W INe Gl

‘ 206

U 14 adun 1 uns1ax - Uiy 2569



207

2.1.2 ameuns 383 Choose Love (A.A. 2023)
HunmeunilswuufnaouumdsujduiusiFousnvas Netflix
Avigladnauladendumanuinvesndl fazavdniidesden
sewinanamyy lassaiamsianzes wluiinsdimarudusiug
wazesualruiAnlundn uwlasiivansdunisuaznouauiivansmaiu
9 wuv uilaaudasines miﬂamauwmmsaﬂ,uLmﬁuaﬂmwmﬂ
NIDNITAUNUAILDY ALdondg 9 mmmsumﬂumwmaﬂmum
auUssaumsensinaulalurnuduiud Sauansisainaineuns
i394 Black Mirror: Bandersnatch fifuannududeuremdenises
frudninginisenaulanuin nsandulalunineunslasudnsna
asmmﬂmﬂ%mé’ﬂwmwuaqs?m 2 mﬁwmumﬂaﬁmﬁ%mm%ﬂ
Auduiususoudinse VN‘Ui aumsmm'}mﬂiuammaqwumaq
amumsmmmwaumaﬂwuﬂa nsfianfimdgyndifuniaden
fendrunyneensuel mmz&;ﬂmwmaﬁﬁnmmgaﬂLLazazgsmmmm
lunsdndulasinnitmauadanssne luwivaamguiuduius
TWedyanwal éhl,ﬁaﬂ‘Lum‘wwm%ﬁ]uﬁmé’ﬂwzﬁmaammﬂiﬁmﬂ uay
ﬂmmmulﬂléﬂummauwuﬁ mwmmamaﬂwmmmuﬁuuaaﬂum
mqmummmmmLﬂmﬂ‘umnﬁﬂ miwwumaaﬂLaumqwaamﬂaaaﬂu
mnmaﬂﬁuaamuLmulumiasw “Gnu” Iuﬁmvwmmmmmmvm
mmﬁﬂmmmmavLUumiamaumuaumuuﬂﬂamumiﬂgauwuﬁ
flude
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[ Gudu: wuziianll J

!

[ Al 1 matdnaus ]

uuzih Rex, Paul, Jack
adausunuazemugmiy Frlimadan)

|

[ a4l 2 Anudauda ]

Y

nAgIUAUSN

Ay niagdon

l

l

Laanaunng \GenaunAn \Genaunan

AN AN anusn

!

[ 84 3 ARuAY ]
3 nouay 3 meuTy 3 AOUAY
auysahnuuy auyseinuuy anygnniLY

3

T 9 NIUIY

ummuamu“irﬂuﬁmm

Tasea%ne 3 aaimnuiuitas
: 2, “ " z 2
dosasfungquilan “au” Tassatrsoondu 9 yaduun

s

2 3 Haaaun1senaula Mneunsised Choose Love (A.A. 2023)
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2.1.3 aneuns Beq Escape the Undertaker
(A.A. 2021) L?;Jum‘waum%L%dﬂﬁﬁmﬁuéLLmaaawi’mﬂamuﬁyﬁnﬂ
WWE VIS[,MWUQJSU’JEJﬂmJ The New Day Uﬂﬂqmauﬁum Undertaker
ioSmds Tnssadanaandesnimeunddosiilasadeiitunsia
1Jundn Imam;ﬂmaﬂwuﬂﬂqmumamq 9 LAZADUIUNANBULUY
530 7 wuu Tauded “faudenvasn” fivhlidessuatedenin
nnaenin Tmaa%ﬁﬂﬁﬁﬁwﬁumeﬁ]zyﬁaﬁ@éuﬁmmumwm g
wioussautimng dudsinginsdaaula lunmeuninldsudvina
mﬂﬂmaﬂwmvmLﬂmmaaﬂ‘ummﬂﬁmm MsewUgUAsSALAEAILNG
dorunsaifiameunsadetudeninuiuiiuLasdunsiensly
ﬂqmauﬁuaa Undertaker smﬂsvmu‘hﬁwﬁumammaulaaammmmLLav
soUABULNBUINIAIaY ﬂﬂtlammmLiamwamammmwmLLW
Tumumawqwgﬂgauwuﬁmamaﬂmu dyanwallunneunife
gl am‘LJVWiiaﬂﬁﬂi‘”WWlLﬂU?%@dﬂUIﬁﬂ‘U’eN WWE uag Undertaker
nshruddnveivens W nsiden Power Vial vi58nsindey
wihfuaunddiudinaselduissanasneuay miwmmmuﬁm
s[,umimauim‘wama The New Day 1Jun15a519 “fanu” ELumumeau
wwmmmmsuuwmmmma LLa“LUua’JuMuﬂ‘UaﬂLiaﬂiﬂ

mLma‘wa]ﬁmmﬂmwaummﬂgauwuﬁ
Waudediiidoniuazainuenveniesiiuansiafuainnse
Lﬂﬁsfumsfum%mwmwgauwuﬁﬂumwaummaLaaﬂmLaamu‘mw
MsSUTIAMELRSTELEes Famseeelul
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[ The New Day ynnaguiail ]

|

[ oanfiil 1 madwaua ]

'

a¥ussenauazinuanisia

%9 Power Vial 910 Undertaker

)

[ aarffi 2 susing 4 ]

'

o .

. _~ ~
.
’ Sonii — - 3
{AOnHA \danidums : 1aengn
¥
Anilusio
sudaly
P8
S N
e \\\
\iivy/fiaman _ Power Vial
< >
- . -
N wangn -
/
~
/
\//
uii Undertaker
Lot 53R
(mouauwasn)
UV
[ 24l 3 mauay ]

.
,
,
/ Tupgynani
;
/
/
aan
/ \\
N 14 Power Vial gnifo
7 AguvuaANyInl

The New Day l@1%ug Undertaker

nauAuMan = madu Lildnauauate
z, > . o= ¥ o
Tassadnadfunssnzing: a1 + unaddne wiuearif 2uuudadu \

A9 4 Jsanaunsanaula nneunsised Escape the Undertaker

(A.A. 2021)
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719197 1 PUUHFNTUSTUNINEUATUAZIINIURNDUIVVBININEUNS
4 3 (509

ANNe1Y | U | 97U | neuau

ameuns Vo | UssihudnAry
Tnguszana | daden | newau | auysal
o . .
fmouauliauysel
Black Mirror: . . 4 wuv iR
90wl | ddusis [ 16wy [ 12uuu | T, T
Bandersnatch ABINTILWDNILEY
599N

v oA o '
ynduseanlug
Choose Love | 77wl | 42uvd | 9WUU | 9 UUY | pausufianuseiuay

Y

- va w
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