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Abstract

This study aimed to 1) design and develop a digital mascot prototype for the
Faculty of Informatics, Mahasarakham University, which comprises diverse departments
and requires a shared identity for organizational communication, by integrating Baby
Schema Theory, the Kawaii concept, and shape language principles, with stakeholders
participating in prototype evaluation, selection, and refinement; and 2) evaluate the
prototype’s quality and appropriateness in communicating institutional identity and
supporting institutional image development in a digital context. A mixed methods design
comprised four stages : 1) studying the institutional context and developing design
principles, 2) developing three types of mascot prototypes, 3) stakeholder evaluation
and selection, and 4) prototype refinement and expert evaluation. Participants included
56 internal stakeholders and three experts. Data were collected using rating scale
questionnaires, open-ended questions, and a prototype quality evaluation form, and
analyzed using mean, standard deviation, content analysis, and sentiment classification.

The research results showed that the robot mascot achieved the highest overall
mean score (X = 4.39) and was selected most frequently (55.4%), with a high score for
reflecting the faculty’s image (X = 4.41). Sentiment classification showed that the robot
mascot received the highest net positive sentiment score (+26). After refinement based
on stakeholder feedback, experts rated its overall quality as very good (X = 4.59, SD =
0.58). The findings indicate that, in addition to cuteness, symbolic clarity and consistency
with organizational identity are important in mascot design for educational institutions.
Stakeholders perceived the robot mascot as associated with a technological image and

representative of the faculty.
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1. unmi (Introduction)
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2. InQUsaeAYaIN1TITY (Research Objectives)
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Source : Nimpisan (2024)
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Figure 2 AULUUNAABA 3 USTlan
Source : Nimpisan (2024)
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NNSELTOUN NN WAIVDIAUY 4.16 (0.91) 3.67 (1.20) 4.41 (0.70)

AZLULLAALTIY 4.23 (0.90) 3.83 (1.09) 4.39 (0.70)

e : Miavlvrsdudediudetuuinsgiu (SD)
Source : Nimpisan (2024)
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Source : Nimpisan (2024)
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Source : Nimpisan (2024)
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Table 3 A1519KANSUTLAUAURUULNARDA

518915V UAULUUNNEADA X SD
1. AnudIAARBINUINANEA
1.1 @gyiounnanualrasnmueINeInIsansaunele 4.33 0.58
1.2 femudenlesiumelulad 4.67 0.58
2. AUUIPIPANINAIEA
2.1 Warenilinnuiisnuazandiladne 4.67 0.58
2.2 fimuiuadiowazaenndesiungudvunseanivia 4.67 0.58
2.3 a¥euddndulinsuazeugu 4.33 0.58
3. Anganlunisinluldeu
3.1 gnunsathluldnuludeussanduiusidogramnyay 4.67 0.58
3.2 awnsa Ul ludeddviavannvaneguuuy W Guled Todea  d.67 0.58
Ay viToueliuty
3.3 wedmiuimuduvesiissBnvsendasusiduasunndnuel 4.67 0.58
3.4 sesfunistdauluianssumanisuagldidunianis wu au 4.67 0.58

WUZLW USULDY 939RTANN 9
AZUUULRAYIIU 4.59 0.58

Source : Nimpisan (2024)
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nstAuAaiuYe Tdulddiudeuldand enuazUsuus W uwuuaannd o9y
Clark et al. (2020) 713 I uvnunves fdwlddudsagludenmsadrausudluuiun
w1 Ine1de Inedeiauewusvew ddwladudugniuldusuduanudunatmiane
msfiudnwazydnuazduiinsmuuundaning waznisanseanden vusfoaty §3de
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Ighavszdna 6 melranysannsiadslunsiauesdussneuuinamdien wieasiou
aavannvianemeldndnuaismvesany nowlifideyarUsudununmlaereyluszdud
171 (4.59 910 5)

daSeudisutunusiunanenantunsfine Kongdee et al. (2020) Waiuanamen
dmsu CAMT smanendedodlval Geuszneusne 7 avvin laedeslosnsesnuuuiuinmsssy
uazdndnualuesesdng uasiaunduyaiiazas 7 @ i Thie et al. (2023) Mnanennilen
Srufued asussnefiumnanafudiod eulostu 14 anenin swidedfuduuumainny
AenaIRIENsiLIsdoninanen 3 Ussivligldiuladmdesiudnion uagthdusedn
i3 6 aadganysannsliluesduszneumsnmussnanondufie Jsaseudnuuamanilsly
nseeNIUUINARBRA M UBSANIMIANYAT A MAN VAN YDA

olsfinu msnwisnianguses wligTdnlddudemeluanz sy 56 au uay
Wumsussifiumsiuiluraanamils leddlilddanumandsmainanenlldaiduszezen
wonani manwdiussdiumssuisadnuallussiunmaiuvesane wardldldussdumsiug
sosndnunivessiazaainlnenss Semsumnemsnuiludngudmnenisuen Taviessdu
mssuiresmdnualveauiazneivuazarienmdnualndsmsthanaresluliindenivianse

8. ToLeupuzIUITY (Research Suggestion)

mnmansiiiunuideluadel {iTeitemuonusiiionsiosenosdaruiaiamn
uuNNMIsenLUUINaReRLiianisAemInmdnuaiasdnslueunan Kl

8.1 Wwuiuuinarealunaaeddasdungulmnenieuen oM dnSeussaulseudne
vi3 or{ 1w ULUEI W oUszd uUssANS amlunisd eansuaznisius nmdnwalluuiun
fineiu

8.2 Waud eUsvynduius 7 fewonanunanen Wy uediwdudu Talauuada
(Vertical Video) d1w§unnaness TkTok uaz Instagram Reels Wi owa3 uas1annuyiaulauas
madengand manesulu

8.3 WIsUguTEAUNIITUS N nualvanuzs nNoulagna Insiduunansn
ieUsziiunasUSInalumsaiuUsUsH U A ATINARDR

8.4 N15378019r pranlUg MINMUINTOULLIAAYS BlaAan1TeBNWUULUUTd LS 1Y
sanunsahluuseg nifldluuI unvesesd nsmsfnwid u q afaded onwdnuallaoiiu
NSzUMUM AT

9. AnRn3IuUsZNA (Acknowledgements)

A IEYBUDUNTEANAMEINYINTANTAUNA I INeNdeumansay Nlvnsatuayunu
a v 1 a L o = & o w 1 a ! o &
FFeUsmndnatue1ansd Ussdlauusvinn we. 2567 Jaldiudded 19daornudniaves
NuITeatull el diTeveuansrnuveunuIng Wiy navinuinsanlv deauauuslunis
UssdlUAN MBI ULUUNIEADHA AADAIUUDTBUAMUNANY Avdiil AMNITE UAZYAAINTUDY
AR 7 Aus audlslunisnaunuuasuaukasiiduslunisusedu dnden wazli
Touawuzrasuuy suludeyaddglunmsiausiuwuuinanenisia ey sald @y
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