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Abstract

A qualitative study of narrative technique in Thai historical telenovelas is
aimed to study the reviving of the Thai historical telenovelas’ contents within the
collective memory framework in 22 Thai historical telenovelas, 31 versions, during
the 1988 - 2019.

The research reveals that contents on collective memories are divided into
five narrative patterns: glorification of the monarchy, golden age of Ayutthaya Kingdom,
wars and peace, ideology beyond personal love, and time-travel; that many stages
of the creative process are applied in the construction and communication, where
the concept of nationalism or royal nationalism and the capital-centered perspective
are mostly embraced.

According to the study, collective memory in Thai historical telenovelas
tends to reproduce the image of the monarchy that is deemed sacred, divine, and
reign in righteousness within the national historical framework or grand narrative, as
well as key concepts and values that are controlled by the State to emphasize the

ideology of loyalty and sustain the power of the elites in the society.

Keywords: Narrative / Collective Memory / Thai Historical Telenovelas / Televi-

sion Drama Script
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Abstract

The objectives of this study were to examine 1) historical and current temple
communication strategies; and 2) the historical and current role and function of the
temple as media focus. Qualitative research was done with data collected by
observation, informal interviews and in-depth interviews with samples who were
stakeholders living in and beyond the community. Data was analyzed according to
concepts and theories related to secularization, functionalism, and communication
strategy.

Results were that contextual and societal changes decreased the previous
stature of Wat Prasat, Nonthaburi as a sacred site. Commmunication strategic attempts
to secularize sacred areas included adapting them for new generations in terms of
sender, receiver, message, and channel by focusing on visitors from outside the
community to expand the audience. Altered and updated communication strategies
dynamically affected the current role and function of the temple, but some traditional
roles and duties persisted, maintaining its status as a religious institution.

These findings suggest that the current communication strategy for Wat
Prasat, Nonthaburi combines ethical and marketing communication approaches. By
adapting and choosing appropriate consumer communications strategies, the
temple will persuade participants to attend temple activities regularly and remain

loyal through generational disparities.

Keywords: Wat Prasat / Functionalism / Media focus / Secularization.
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Abstract

This research is qualitative research with the objectives of studying
the history of the education in photography in Laos PDR by collecting the
data from the target group of people related to photography and education
in Laos. The target group of 11 people was selected using the purposive
sampling method. The collected data was analyzed according to the
objectives through two types of data analysis: the analysis of the
documents and field data.

The result of the data analysis according to important historical,
political, social, and economic events and the basic components that
affect the history and the development of the education of photography
in Laos PDR shows that it can be divided into four eras: 1. The Colonial
and Kingdon of Laos Era (1893 - 1974), 2. Liberated Era (1975 - 1985),
3) New Imagination Era, and 4. Digital Era (2001 — present), of which the
starting point and the development were 20 years behind similar
studies done in other parts of the world due to the domestic events

that directly affect the study on photography in Laos PDR.
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Introduction

Photography is an art with unique characteristics that are different from
other art forms. Photography is essential to people’s daily lives because it can be
used as a communication tool in different activities, such as art education, military,
medical, information technology, public relations, and product advertisement to
show the past, present, and future. As can be seen in the saying, “A picture is worth
a thousand words,” which means the communication through the description of
people, animals, objects, places, and events with 1,000 words verbally, is unable to
cause the recipients to have the same knowledge and understanding, the emotions
and feelings towards those objects like photographs can (Narong Sompong, 1992).

Photographs can clearly tell stories and detail to the spectators. Photographs
use realism to show the detail and communicate. Through these unique characteristics,
photographs were used for various purposes. Photographs can convey realism well,
resulting from creating the image from authentic objects using light images to achieve
realism, which is different from drawings of paintings since they cannot achieve the
same result. Photographs can also deliver full detail. No matter how much detail
the objects contain, photographs can fully capture it. From the characteristics
mentioned, photographs became an effective communication tool. In other words,
the storyteller can use writings and words to explain everything in detail in telling
stories. However, it would require colossal information and more time in comparison
to using photographs to create understanding and quick perception. Photographs
are, therefore, an essential communication tool, as mentioned earlier. Photographs
became an effective medium for society. Photographs can be divided into two
forms; photographs that tell stories, such as news, or documentary photographs
that focus on the stories happening within the photos. It is a way to present the
information to the audience directly. The second form is photographs that provide
knowledge or life concepts that directly present stories, such as advertisements,
campaign photographs, or photographs that present concepts. From the roles and
values of photographs, it could be concluded that photographs are unavoidable
things that have existed in humans’ daily lives for a long time.

Photographs came into South East Asia in the mid 19th century. The
westerners came in through Siam and Vietnam and the survey of the land in
Indochina by the Europeans. The popular photographs at the time were photographs
of the kings and the elites and photographs of people within the cities, the tribes,

hunting, places, and panoramic. Especially the photographs from Laos, which the
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European were very interested in. Since the Europeans still view Laos as a Mystic
land, remote, and difficult to gain access. Photographs from Laos came into
existence from the fight over the land between Siam and France. There were
photographs of Siamese soldiers who were sent to fight the Chinese soldiers in Laos,
photographs of siamese and Laos aristocrats. The early photographs of Lao people
were mainly of the kings and people who were higher up in the royal families. When
Laos became part of the French Indochina, more Laos photographs came into
existence through the French and Vietnamese photographers. However, the
knowledge on photography in Laos was not concretely managed within the Lao
educational system both by the state and private sector until after the year 2000.

Ever since Laos declared its independence in 1975, Laos has put much
importance on education. Especially primary education, technical education, and
the literacy of people between 14 to 15 years old. This direction was still being
carried out even after Laos PDR started its economic reform within the country,
from the system in which all the plans came from the central government to when
the policies were carried out through the free market in 1986. However, the point
of focus that is different from the past was the focus on education to develop
human capital and solve poverty to create sustainable prosperity and rapid
development by creating the national economy and social development plan. The
plan was used as a direction to develop the economy and society of the country
By designating that education is a social necessity for training people to develop in
a way that goes in line with the adjustment towards the economic system that is
space more on the market mechanism. Therefore, the development of Laos PDR
education had several improvements, which was the effort to improve the education
system within the country estimation principle. The first principle is the development
of human resources for production, which aligns with the goal of been proving the
advancement in the economy and society. In 1993 there were three directions in
developing education: 1. The development in the direction called “Education for
All” and providing the education highlighted in the policy to support the development
of the economy and society. 2. The improvement of the education quality and the
collaboration on education between the school system, the society, and the
families. 3. The improvement and development of education to be modern at
every level, both in primary education and vocational education by the state and
private sectors, both inside and outside the school system, to be aligned with the

scientific and technological advancements. Nevertheless, the courses related to
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photography only existed after the changes of the policy, which was ten years
afterward.

From the background and the importance mentioned above, it can be seen
that education related to photography in Laos has an interesting development.
Even though Laos is a land where a lot of foreigners with knowledge and photography
have been visiting to seek the benefit of using photography for a very long time, it
can be said that Laos was one of the First Nation in the region that had the
characteristic of a hub for photography in the starting era. However, the study and
photography in Laos started a lot later than its neighboring countries due to both
internal and external factors. On the contrary, the popularity of photography and
the businesses related to photography had been growing continuously. The
researcher, therefore, became interested in studying the starting point of the
education on photography in Laos PDR to understand the education and the
development of the education on photography in Laos PDR. This information will
benefit education and the photography industry, which has a vital role in the

societies of the world today.

Objectives
To study the history of the education on photography in Laos PDR.
Research Methodology
This study is qualitative research with the objectives of studying the history
of the education on photography in Laos PDR through collecting data from the
target group related to photography and education in Laos PDR. The target group
of 11 people was selected through the Purposive Sampling method. The tools used
for data collection were survey, interview, and group discussion. The target group
can be separated into the three following groups:
1. Key Informants consist of three state and private organizations’ leaders
related to photography and education and the state experts on related policies.
1.1 Dr. Souneth Phothisane, Former Director of the Lao National
Museum, Lao history expert
1.2 Dr. Mysing Chanboutdy, The director of the National Institute of
Fine Art of Lao PDR
1.3 Asst. Prof. Pichak Thanachaibut, an expert on the history of
photography in South East Asia
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2. Casual Informants consist of five people who were the entrepreneur,
photographer, technical staff, and general staff, which includes:
2.1 Kaew Phoumivong, a former photographer
2.2 Vilasak Saengphetmanee, a professional photographer from Taen
Huk Studio
2.3 Phouttamon Paphatsavong, a photographer from Love Studio
2.4 Viengsamon lJittarad, a professional photographer from Ta
Modeling
2.5 Souliya Phoumivong, professional photographer, teacher in
photography, and the TV show producer
3. General Informants which include people who had experience with the
photographic products and the services which include three people:
3.1 Bidalack Syackhaphom, a model, singer, and actress
3.2 Vilaithong Suvannavong, a customer of the photographic
business
3.3 Kamphaeng Phommasi, a customer of the photographic

business.

For the data analysis, the researcher took the data to be analyzed according
to the objectives using the following steps: concluding the data to be categorized
according to the objectives and reviewing the fullness of information acquired from
data collection curious there are two types of data analysis, which were the
analysis from documents and field data.

1) The document analysis was done through the verification using
the concept in theory “Methods of Agreement.”

2) The field data analysis was done through the analysis of all types
of data to create the conclusion that resulted in three forms of analysis: the
analysis and interpretation from the conclusion of concrete events or phenomenon,
the analysis of the information through the classification by theories, and the
analysis of the data it is in comparison. The presentation of the analyzed data was
done through descriptive analysis, accompanied by photographs and tables with
the result of the analyzed data, which aligns with the research objectives.
Research Result

For the research on the history of education on photography in Laos PDR,

the researcher analyzed data from the field study acquired through surveys, obser-
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vation forms, interviews, and group discussions. The data was analyzed using a
theory according to the designated objectives. The result from the analysis is
presented as follows:

1. To study the history of the education on photography in Laos PDR

The history is the study on photography in Laos PDR from the field data
acquired through the target groups were classified and analyzed by the researcher
according to historical, political, economic events, and the basic components that
affect the history and the development of the education on photography in Laos
PDR. The result shows that the history of education on photography can be divided
into four following eras: Colonial and Kingdom of Laos Era (1893 - 1974),
2. Liberated Era (1975 - 1985) 3. New Imagination Era (1986 — 2000), and 4. Digital
Era (2001 - today). According to the order below, the research presented the result
according to the different eras and important events within Vientiane.

1.1 Colonial and the Kingdom of Laos (1893 - 1974) Lan Xang fell under the
rule of Siam in the year 1778, during King Taksin of the Thonburi Kingdom, who
conquered all the Lan Xang kingdom that was split into three kingdoms, Luang
Phrabang, Viengchan, and Champasak. The king in each kingdom could still maintain
their power as the colonies of Siam and have to send in tributes. During the reign
of King Rama Il of the Chakri dynasty, Lao Viengchan Kingdom, under the leading of
Chao Anouvong went against Siam, who had taken over the Lan Xang Kingdom since
they lost the war in 1822 and Viengchan city was destroyed. The remaining Lan
Xang Kingdom was Lan Xang Hom Khao of Luang Phra Bang and Lan Xang at
Champasak. In 1885, the Haws from southern China invaded Laos and took over
cities from the north all the way to Viengchan and to the south. King Rama V
appointed Prince Prachaksinlapakhom as the high commissioner to be stationed at
northern Laos and to take the army across the Mekhon river to fight with the Haws
in Vieng Chan. The Haws were defeated and went up to Xiangkhouang Province.
Siam followed them and defeated the rest of the Haws. Siam ruled over Laos for
114 years before losing the land on the left side of the river to France in 1893. The
taking over Laos by the French started from the taking over of Vietham and
Cambodia. Soon after, Luang Phra Bang came to be under the Frech. Until when
French fully took control of Laos and divided the country into ten provinces. Each
province had a French ruler as well as the Lao governor. The governors were
responsible for providing the tributes and the labor to serve in the state work and

servants to the French ruler. For the administration, there were six following
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ministries: Ministry of education, Ministry of Finance, Ministry of Public Works,
Ministry of Forest and Water, Ministry of Justice, and Ministry of Tax, with all the
ministers being French. The secondary in power were all Vietnamese. Lao people
could only work as clerks, operators, or servants. The first French school was built
in Luang Phra Bang for the children of the elites to study before being sent to
Vietnam and France. Comparing the timeline of the events that happened in Laos,
the first period for photography started at the beginning of the 19th century when
Viengchan was destroyed, and the Luang Phra Bang and Champasak were suzerainties
of Siam.

Photographs came into South East Asia in the mid 19th century. The
westerners came in through Siam and Vietnam. Photographs from Laos came into
existence from the fight over the land between Siam and France. There were
photographs of Siamese soldiers who were sent to fight the Chinese soldiers in Laos,
photographs of Siamese and Laos aristocrats. The early photographs of Lao people
were mainly of the kings and people who were higher up in the royal families. When
Laos became part of the French Indochina, more Laos photographs came into

existent through the French and Vietnamese photographers.

Image 1. The photographs of Siam

aristocrats during the period when
Lao was a souzerainty of Siam
around 1885-1890 from the
documents of Auguste Pavie who
recorded the event where Siam and

France were doing the agreement

concerning the border (Quai Branly

Museum/Scala, Florence).

The photograph between the year 1949 — 1955 were the photographs of
the fight, which some were taken by Soviet and Vietnamese photographers. For
instance, the fighting in Bién Bién Phu in which Viet Minh soldiers were holding up
the flag over the bunker of the French soldiers. This photograph was taken from a
35 mm. video camera by Roman Karmen, a soviet photographer. The photograph
shows the victory over the French colonizer. The photograph was part of the

propaganda from 1955 and was widely used to symbolize the victory over the
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colonizer both in Vietnam and the Indochina ally countries, which were Lao and
Cambodia (Howard R. Simpson, 1994). This photograph was also displayed in the
exhibition in Vietnam and Laos up to the present day. However, the Vietnamese
had their knowledge of photography before the colonial period. Most of the
Vietnamese photographers were trained by the French and also from Hong Kong
(Wubin, 2019) and had created a quality photographic work method and the
developing of the photographs in Laos. According to the timeline of the events in
Laos, the first period for photography started at the beginning of the 19th century
when Viengchan was destroyed, and the Luang Phra Bang and Champasak were
suzerainties of Siam, not much evidence or record of photography was found. The
photographs from Laos at the time were part of the Indochina and, therefore,
consisted of two main types: photographs of the kings and the elites of Laos, the
people in the city, the tribe, hunting, locations, and panorama. Laos photographs
gained much interest from the Europeans since they still view Laos as a mystic

country, remote and difficult to access.

Image 2. Photograph of Lao staff and the pho-
tographer, Alfred Raquez, far right, at the Lao
Pavillion for the Colonial Exhibition at Marseille,
France in 1906.

1.2 Liberated Era (1975 - 1985) Even though the Geneva Treaty ended the
power of France in Indochina and Laos gained its official independence, the war in
Laos was still ongoing and expanded to be part of the cold war, or the fight between
the socialists and the capitalist, with Lao as the battleground for over two decades.
As for the Prathet Lao Movement, or the Lao Communist, they had established
many organizations as the base of their political power and revolution. This includes
the “Lao Hak Xat” movement, which established the villager’s forces to expand
the liberated area. The movement needed support from the other communist
countries, especially from Vietnam, in terms of finance, weapons, manpower, and
the strategies for the revolution. (Grant Evans,xxxx)

In this fisht, the media was used as propaganda to steal the supporters,
which was the main mission that the Prathet Lao movement had been doing

continuously since the first liberation in the 1950s. There was constant support from
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the North Vietnam Army in both th technique
and the method in creating the media.
However, not many names or information
regarding the photographers was found except
for Le Minh Trudng, a Vietnamese photographer
who came in through the Ho Chi Minh trail. These

! .mﬂ

image 3. Photograph of the North people were experts that it would be difficult

fi L L hem. Theref:
Vietnamese Army using SLR and to find people to replace them. Therefore, many

TLR camera (efo). photographers were not sent to the front line

(Don Niven, 2004).

The study of photography in Laos during the liberated era was therefore the
effort to memorize what the Vietnamese photographers were doing during the
war. Additionally, there were also pieces of evidence concerning the Lao photographer
who was operating during that time. It can be assumed that there was still no

concrete study on photography in Laos during this period.

1.3New Imagination Era (1986 - 2000) After the changes in the regime of the
country in 1975, Laos PDR put a focus on the development of the country according
to the Socialist ideology for equality and people and caused a significant cultural
revolution in Laos PDR and the declaration of the 1991 constitution. This effort
caused changes in many aspects, including many aspects of education in Laos. From
the new changes in the imagination, or Laos in the new imagination (K. Aulaboon
2553) in 1986. With the impacts on the changes of the new policies by the leader
of the Soviet Union and the changes in the policies of Vietnam, Kaisone Phomvihane
had to change the economic reform policy of Laos by using “New Imagination” or
“New Economics Mechanism — NEM” following the changes in the economic and
political policy of Gorbachev, the leader of the Soviet Union, which were the
“Perestroika and Grasnost. The new economic mechanism and the fifth economic
development plan, second issue (1986 — 1990) of Laos emphasize the development
of agriculture, industry, energy, border trading, and the support from foreign investment
through the free market economy (1986 — present). After the government took over
the power in 1975, a serious country and economic reform under the “New
Imagination Policy” in 1986 opened up the free economy throughout the 1990s.
The reform caused the overall Lao economy to develop in a good direction in over
the past 20 years (Wit Bunditkul, 2012).
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The era of the economic policy under the New Imagination created an at-
mosphere of relaxation and caused the business sector to return to business again,
including the Lao photography business. The photography business entrepreneur
during this period were all in the private sector. In other words, no photography
business was owned by the government since the government still emphasized the
country’s stability. Therefore, there was no evidence related to the education on
photography in the government’s educational institute. People were trying to
educate themselves through the private sector. One group of the private entrepreneur
during this period were Lao civil servants who received the scholarship to continue
their studies in other countries within the Council for Mutual Economic Assistance,
or the Comecon, which were the organization that provides financial aids by the
Soviet Union to other countries from the east and some communist state around
the world. Laos was also one of the members and, therefore, sent many of their
citizens to further their studies in different fields in the Soviet Union. Professional
photographers in Laos at the time were those who were trained from the Soviet
Union. However, most entrepreneurs from all walks of life were sent to study
other fields, which were not photography, such as teachers, military, or medicine.
Such as Kaew Phoumivong (1955) case, a civil servant who graduated with an
education degree from the National University of Laos in 1977 and became a math
teacher at Matayom Sombun Ban Si Than Tai School until 1983, when he was sent
to Russia, or the Soviet Union. At the time, the Soviet Union was full of the
atmosphere of leaders from its member countries and was full of international
students, including the students from Laos who were there since after the
Liberated era in 1975. In the Soviet Union, Kaew Phoumivong learned about
photography from his Lao senior who was already studying there at Lenina University.
He started practicing using cameras, processing films, developing films, enlarging
photographs, maintaining the equipment, and other techniques. Lao students who
were continuing their studies in the Soviet Union would generally buy cameras and
other equipment from the Soviet Union since they were cheaper since the Soviet
Union produced a lot of cameras and pieces of equipment, especially after the
second world war. Apart from that, it was more difficult in Laos to get photography
training since there was a lack of experts, as well as the equipment related to

photography was difficult to find.
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Image 4. Kaew Phoumivong (1955), a gov-
ernment teacher who was sent to con-
tinue his study in the Soviet Union and
was a professional photographer in the

pioneer period of Laos.

Kaew Phoumivong came back and became a teacher at Matayom Sombun
Ban Si Than Tai School, which was the same school he was teaching before he went
to the Soviet Union in 1989. He shipped the photography equipment that he bought
while he was at the Soviet Union back by ship. The equipment consists of a camera,
black and white image magnifying machine, photo paper, and various liquids for
photographic business operations. He was running a business of taking photographs
for students while also being a teacher in the school teaching mathematics.
However, there was still no education about photography in Laos.
14 Digital Era (2000 - present) From the changes of the socialist
economic system tp the free market economic system in 1986, the people had a
higher income from 200 US dollars in 1986 to 491 US dollars in 1995. People have
enough income for other kinds of activities apart from just their regular work from
the overall better economic status. The replacement of the digital camera made

V4

photography easier, more convenient, and faster in

comparison to the earlier time. The entrepreneur who
already had part of their business in photography
became even more interested in the running photography
business in this transitional time. The concrete education
in photography started in the year 2000, along with
the establishment of the Faculty of Public Communication
in the National University of Laos. Additionally, the
National Institute of Fine Art of Lao PDR started to
Image 4.2.33 Vilasak Saeng-  teach photography around the same period of time.
phetmanee, the owner of  However, in the early stage, the education of photography
Thaen Huk Studio in Laos still used film photography in all their teaching
because the price of digital cameras was still high, and

there were not enough experts. Therefore, the two
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institutions started the education on photography based on film photography.

As for the private sector, the digital revolution within the photography business in
2000 caused the price of digital cameras to be a lot lower than in the beginning.
Many online communities also offer the knowledge and the exchange of informa-
tion, techniques, and photographic equipment. These factors produced many new
photographers in Laos and became a new kind of photography business where they
did not need to have an official shop, only significant work on the online platforms.
Such as the case of Vilasak Saengphetmanee, who started photography from his
own interest. Since the price of photographic equipment went down, he decided
to buy a good camera to practice and develop his skills. Vilasak Saengphetmanee
started to practice and learn about photography with a Thai photographer, Ae Thi-
amsak, who lived in Nong Khai province. The two got to know each other through an
online community and friends within the photographic industry.

During this period, the education in Photography in Laos PDR can be catego-
rized into two groups: 1) the government’s educational institution, National Univer-
sity of Laos, and the National Institute of Fine Art of Lao PDR, which only teaches
the students enrolled in the curriculum. There was no training or opening to outsid-
ers. 2) private sector, where people study on their own or study through online
platforms. The teachers consist of professional photographers with widely
accepted work. The early stage involves exchanging knowledge with Thai photogra-

phers since they are geographically close with similar languages and cultures.

Conclusions

The history of the education on photography in Laos PDR can be divided
into four eras:

1. The Colonial and the Kingdom of Laos Era (1893 - 1974) Photographs
came into South East Asia in the mid 19th century. The westerners came in through
Siam and Vietnam. Photographs from Laos came into existence from the fight over
the land between Siam and France. There were photographs of Siamese soldiers
who were sent to fight the Chinese soldiers in Laos, photographs of Siamese and
Laos aristocrats. The early photographs of Lao people were mainly of the kings and
people who were higher up in the royal families. When Laos became part of the
French Indochina, more Laos photographs came into existent through the French
and Vietnamese photographers. The Vietnamese had their own knowledge and

photography since before the colonial period. The Vietnamese photographers were
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mainly training from the French colonizer and from Hong Kong, Who had created
the quality work method in photography and developing the photographs in Laos.
However, there were no concrete traces on the education of photography in Laos
during this period.

2. Liberated Era (1975 - 1985) The power of France in Indochina and Laos
gained its official independence, the war in Laos was still ongoing and expanded to
be part of the cold war, or the fight between the socialists and the capitalist, with
Lao as the battleground for over two decades. The use of the media as propaganda
to steal the supporters was the main mission that the Prathet Lao movement had
been doing continuously since the first liberation in the 1950s. There was constant
support from the North Vietnam Army in both the technique and the method in
creating the media. However, not many names or information regarding the photographers
was found except for Le Minh Trudng, a Vietnamese photographer who came in
through the Ho Chi Minh trail. These people were experts that it would be difficult
to find people to replace them. Therefore, many photographers were not sent to
the front line. Therefore, during this time period, the study on photography only
consisted of memorizing what the Vietnam photographers were doing during the war.

3. New Imagination Era (1986 - 2000) After the government took over the
power in 1975, a serious country and economic reform under the “New Imagination
Policy” in 1986 opened up the free economy throughout the 1990s. The era of the
economic policy under the New Imagination created an atmosphere of relaxation
and caused the business sector to return to business again, including the Lao
photography business. The photography business entrepreneur during this period
were all in the private sector. In other words, no photography business was owned
by the government since the government still emphasized the country’s stability.
There was no concrete evidence of the education on photography within the
government’s institution, only the self-learning education on the private sector’s
side. One group of the private entrepreneur during this period were Lao civil servants
who received the scholarship to continue their studies in other countries within the
Council for Mutual Economic Assistance, or the Comecon, by practicing using
cameras, processing films, developing films, enlarging photographs, maintaining the
equipment, and all the other techniques. Lao students who were continuing their
studies in the Soviet Union at the time would generally buy cameras and other
equipment from the Soviet Union since they were cheaper since the Soviet Union

produced a lot of cameras and pieces of equipment, especially after the second
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world war. Apart from that, it was more difficult in Laos to get photography training
since there was a lack of experts, as well as the equipment related to photography
was difficult to find.

4. Digital Era (2001 - Present) With the better economy, people have enough
income for other activities apart from just their regular work from the overall better
economic status. The replacement of the digital camera made photography easier,
more convenient, and faster than the earlier time. The concrete education in
photography started in the year 2000, along with the establishment of the Faculty
of Public Communication in the National University of Laos. Additionally, the
National Institute of Fine Art of Lao PDR started to teach photography around the
same period of time. However, in the early stage, the education of photography in
Laos still used film photography in all their teaching because the price of digital
cameras was still high, and there were not enough experts. Therefore, the two
institutions started the education on photography based on film photography on a

basic level.

Discussions

From the study on the history of the education on photography in Laos PDR,
the history can be divided into four eras: 1. Colonial and the Kingdom of Laos Era
(1893 - 1974) 2. Liberated Era (1975 - 1985) 3. New Imagination Era (1986 — 2000)
4. Digital Era (2001 - Era), which can be discusses as follows:

1. Colonial and the Kingdom of Laos Era (1893 - 1974) There was no concrete
information regarding the education on photography in this period. Global education
during the time was taking the theorie developed in the laboratory and applied
them in the training for people to have the skills (Gredler,1997). However, even this
kind of training did not exist in Laos.

2. Liberated Era (1975 - 1985) The period between 1975-1990 was the starting
point of the cognitivism theory group interested in cognitive thinking, knowing how
to solve the problem rather than learning the how-tos, similar to the first era
(Gredler,1997). At the same time, in Laos during the war, the objective of the
education on photography was to serve the war in producing the media to gain
more supporters. The media were produced by experts outside of the country,
which was Vietnam and the Soviet Union. There was still no concrete information
on the education of photography.

3. New Imagination Era (1986 — 2000) The “New Imagination Policy” in 1986



caused the opening of the free economy throughout the 1990s. The period of this
new economy under the new imagination caused a relaxed atmosphere in many
aspects, which is considered the third era, from 1980 — present. This was when
people were interested in the social, cultural, and personal factors and their impact
on education (Gredler,1997). While the education on photography in Laos was still
in its early stage and most people had to seek out the knowledge themselves since
none of the government institutions provided the education on photography.
It can be assumed that the education on photography in Laos had developed 20
years late compared to the global communities.

4. Digital Era (2001 - Present) This is the fourth era from 1990 - present. This
is the period where the theory on generating knowledge originates. The theory
believes that knowledge is something that each individual gives meanings and
understandings to based on their existing experience and knowledge (Gredler,1997).
This is in accordance with the phenomenon that was happening in Laos in terms
of the photographers who were trying to seek out the knowledge on their own,
using their experience and passing the knowledge down to the new generation.
Additionally, it was also the first period for the education on photography to be
provided in the government’s institutions. However, the teachers also need to seek

out their knowledge and use their own experience.

Recommendations
Suggestions for future research:

3.1 There should be continuous research on the problems and ob-
stacles in researching photography in Laos.

3.2 There should be additional historical research support related to
the arts in Laos since the country has undergone crucial changes in many aspects
that affect the art industry.

3.3 There should be support for research related to different aspects

of photography in Laos since, currently, there is very little research on this topic.
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Abstract

The research of capital analysis and communication strategies of “life coach”
was qualitative research that aims to study capital accumulation, the extension of
capital that lead to be “life coach” and study communication strategies which
established themselves as personal media who affect views, beliefs and
behavior of individuals. This research has two case studies; Khunkhao Sindhusen
Khaejornbut (K.S. Khunkhao) and Pol.Capt. Sethit Amthanom (Capt. Benz). The data
was gathered by content analysis from social media of “life coach” and other
channels that were written documents and visual documents such as interview
videos and online articles. Additionally, in-depth interview from two key informants
who are associated with case studies, including friends and colleagues.

The results were found that all case studies have abilities and skills about
the capital accumulation, the extension of capital. First, source of the capital ac-
cumulation was a primary group that cultivates cultural capital comes to embodied
form or “Habitus”, in Bourdieu’s concepts. Habitus was viewed till to behavior as
unconscious principle because it was embodied within the body for a long time.
However, “life coach” who was case studies accumulated cultural capital from
recognized or accredited academic institutions in society and coaching field that
was cultural capital in institutionalized form. Both K.S. Khunkhao and Capt. Benz
have abilities about the extension of capital and transformation capital to other
capital that lead to contribute in their “life coach” role, especially conversion
capital to symbolic capital such as popularity and honor which make two case stud-
ies so different from other life coaches. Moreover, these findings indicate that two
case studies have seven communication strategies: mixed media selection strategies;
message selection and modification of substance content; selection of used lan-
guages strategies; situational analysis; audience analysis; listening to feedback through
social media and product differentiation. These strategies were employed in “life

coach” as personal media who have strongly influenced to many aspects of human
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life, which can include individual views, beliefs and behavior. In addition, communication

strategies can make a difference from other life coaches.
Keywords: Personal Media / Capital / Communication Strategies

unin

Tudsestagiusailusmetigmannmeiiesnmsivasundamisdn asugha
s aufamaunsssuinvashialalsundaudasdul) we. 2563 auviligauludsen
AaandyninAulyminiudie 9 819 Jymiasauash Ausn wisugiasudanisdes
Snvsanmdsauatelniliviligauduiaanyarauniunasfeudsdutunaiiio
wanamndunsilinuegsesludau anmnsaifinanildmaronginssuauianimesuoi
Inlavestiruludanuediann daduldandangriuuinuiaumdaiinnga 3.3 du
AU (NsugUAINIn, 2561) UTssnsnsendmeiigininfesas 6.64 deuauUszying
(NTUAVNINTR, 2562)

yndoululusinagnuingauludinuiiaandeumiuiuniidaudagtuuinin
Tnefaussdalosmuasivantumsdsaudadin 017l antuasounsh anidumau v
Sodsemasuinly anmdsaufdonasunvadlunuiu 3aTeludenuadislmifid
ey Sohbifauumulifinaujduiudssristudaduag eiilmAnamumis
iunazorvdmalsianaymaunuan 819 mang1ie msvhuvia mssindmeauisenna
sunsdlunseunia mnanmdseuasitlmicuilfideiiadoynrasuuuulmifdnuingsg
hidieuRestuaaiumsdsausaiududwaunn lneewgmsiatureslnngnsal
“lafléy” Fisdimanslnduumauddgmuaznisiugidmnedinannisieionuiie
agviouuuImanig 9 nduludsngiunslaveaioudunszaninuiumis Wadey enfii
w3, 2560) Aludagtuduiifuuazeonsuludsnuegnsnn Tasiawzluiiuiidodsny
ooulanifiBely “laléy” adeemnuunndn audsassinulfnaneduioyarafitavna
rerunveafaulfernenndt uldanmaiaturesnduipuiituseunarasinglady
wrluAudImILLN

fadu snAdeitaRedurnauadalasiimaintures “lafléy” Tuguede
yaRalEmsBTENa e nuAnuudsdsnueaulat Tnedauufgiudowuimananedu
ol foouuuudedsnueoulatduilildifiatues mnusidosdieduiudiutiade
Tasne q vuAfedfdiamualaluiinsdiaumuuasvneuienaundy “lafldy
hildnvanduedils ndoutmensaumandneuh “lafléy” abenagnsnisieans
Tunsarsnudnunfudeyanalmifnssdnsnaneanudaludsaudagtunazeanuuy
nagmsnsdoanslyinuleaunnsnenn “laldy” dueeisls



64 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

Uyl

A iTdyvmifiTeh “laildy lupusdeypralyalludieutihgiufinssuiums
danmuuazvenenuilonansuidu “lailéy” Ifegnls yufvadrenagndnisioansivuls
dieaasnutnundudeynnalwifddvinanerudsdedauludsutiagiunazauns
assenuuansslaaiuliudauewinanans “lafldy” Aol dgud

IUILEIAYDINTTIY

1. Wlefinwinsdsaumuuazvenenuiidmanensidu “ladldy”

2. lefnwnagnsnsieansues “lailde” dlunsasesnulvidueynnalmsl
fiflavEnanisaudn

VOUWAYBINITINY

ATl deuRIfodnmuam Tnadonfnyianznadiiiunisendizms
Ansgiidomuutesmiseulatifuaiesiondn SuNsEUNYlRENUAAALINREY
“laflléy” Tnofideldrmuavouinmsidelinsd

Z8IAN

dmsunmaiunurudeyavesnidetuilinaviau 5 Weu Tnedunssuru
foyamaudiFioudunny wa. 2564 ufafeunsnginu n.e. 2564

AFUZPRIAN

Tunuideededimumnasidaidonnsdifinuly 5 4o fadunaeiiiviliduny “lad
Tév” Aifiendnualiazanuunndnendy “laildy” du ludsan uasiiteliliings “laldy”
fnoulandanidoanniian lnefneasdeadwioluil

1. Apunaneilu “lavildy” Adtedsanglifidodedugiuy “laflédy” wrou

2. dgunsldviauasdautsyaunisainsTéedenumn 5 B3uly

3. Yagtunmedu “ladlédy” Afdeidesislunniddeduiodsnuooulay
Tasusnguasuieafunsialusuiuusing q vudednueoulaseiiles

4. Usnguanulummduisesenananuaansoninislavds liun nseen
naddofefunslislatennainstumaladiuon 1 il

5. finguifinanauu Facebook Page laisndn 1 &1uau uagiinisdneusumdngns
dou lny “lalay” Judeonuuunasdnadouseniies

Fatlnninasidnden “laildy” luiluiidedsaueoulatitredu ldusng “lafléy”
luiufidefinueeulatfiaonadastunasinadmiendisiusuaunn nidessezoa
fisnfinuay Tnquszasdiinosnislideyaidein duiudsdndennsdifinudiuiu 2 nadifng
Fafiondnuaiuazanulanwiuain “laildy” du léun 1) yuan dusiau wasyns Jelu
wanslAeda “quiuinates” 2) 5.0.0. diia s1ouey deluwaddads “gnosuud”



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 65

Uselawinlasu

1. Ade iy Suduitevhanudilansdsaunuiazveneyuiionaneundu “lad

1oy Fanansfnwdanusadlldduwumsliduiauladigunig “lafildy” wie
aadnsinedenhtedunululdilunumaiannauninaes “lafidy” delluewinald

2. nuddelidinnuaulalundeyaraniiviidunuinulvigauludautagdu
Tnangu “laildy” feoiduusingnisalludnisdanuiiluwimaivinisdedalifinuideuin

[
[y

1in aztuniieidunnglefunuiiidulsylevirednaulafnyivsanuiseluluewean

wunAALazNuNeadas

NnuideANNaYY (Mass Society Theory)

denvadiglvailuvimizvad Durkheim (n.d, 9198islu an19d Junnily, 2555) Usenay
shefnenmanuduiannyaranmelingsuiovvesday Failewiouifisuiunsin
sudsumsdsesludsnnaionounuingindanududnusiudenaidosnisaudusydou
Tuegags viguuuumstassdoumedenadslnondorniulnusudeunie sl
Ieiitindsnsivenillésudvanannnuves Dukheim ldresonunonseunnudnlasaiig
nsdanuliunaulandie Talcott Parsons lag Parsons (1979, 8198l an1ad dunaily,
2555) Wuhdsnuduszuuuaziinisniig wdwﬁaﬂiiuﬁﬁﬂLﬁuﬂfjml,azl,ﬁaauammu
foansvatszuy ueninisruudinudiaudesniafiomssisseguazifioriiuse aziu
dielidsnudssoguasiuiiuiold seuudsnudosiindhitiiugiy 4 Ussmsivimtiiaon
Usganuiu laud n1susus nisussqudmiang n1sysanniIsuagmssnybuuuay vse
36N AGIL (0198 unanilay, 2555)

KUIAALNYNUALUIMIIAUAR (Opinion Leader)

U
dl A

FrhmseuAn fie yaradilidviswasreyanadurumsuanUAsudoa suUUNTYy
i ethlugnsiasuudamaingsy mnudn wazsinuni (Rogers and Beal, 1958,
éafislu Rogers, 1968) Mntnssudugiheudngausn Inssnniduyanaidanuduivg
sofumieauu fndunguusugd vinludagiudiaruAaasurulvin ety fimng
anudnaiiylmionadulifanuduiusinonsuasiluld uasinusngludedsrueela
snniiuiiudlansds udimserdnadslmienaddnfuinsdvinanisniiudn
(Influencer) Aoyarailuunasirsdstoyavesiuslnalunisimundden runfuas
g fnTsy (Shiffman & Kanuk, 2007, §13islu Anaan viansd, 2556) feduludsnuoaulat

1 a

AV3aBVENaNIANNARTAnunaT e s uFedruoaulatla Tuvae vy

0
v v o=

Andanasiiaisdaiiaruiieasiaiiny AuiugmsdnsnanisanuAniadisnsnaiugauly

b

deuladedu azduns@ninaneanuAnisdeansteyanaulalauiniy uaznelifia



66 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

nswWaguulameaude yuuesuiginssuvesgauls (sAuN dSaund uazauy,
2555, 9190911 Aty suns Tauisestium, 2558)

wuaAMAEATUYY (Capital)

ysaLeatienumu (Webb,Schirato & Danaher 2004, 91%0i5lu siadn nauds, 2553)
e usaniidsauetseios venesosenald uazansamelouluaindeiunas uld
(MEYAUN WANW Uazauay Aiuduny, 2553, 919talu ¥dnn asaiiun, 2559) lngysalee
Fuunvuidy 4 Yszan (1) yumaeswgiafnandsauauiiweaselduasminddu
lusUvesiunes 1gld @87 (Meyawn uiimn uavauay #udunu 2551, 819dslu arang
Asiing, 2555) (2) yumademsnduuvaminensiidenlodlugnisldidrsiuaietnsan
duitusnedany (Siisiainen 2000, 91981l W%y ATENAITIUUN, 2552) (3) Nunsdaydnual
vanee an1uniw Jeldes msldfunisseniuanyanasauiing (Allan 2006, §19fidlu sio
A0 nauth, 2553) Ttumsdadnualifueiestioaisenuunnsenesuiuludieuegs
fusgAnTa s zunsdydnualendenisuanids msSudiunszuiunstainamnig
Hapuausion Fodailiendta (Habitus) vostaaniidnunrasnndesiulassadndludsny
ftandse@iney (vl lesilnmagy, 2548, $15islu w1den esayfian, 2559) Tne 1
Uvia viuneds AnultudesuegUilde (Nayaw wimm wagagy Auduny, 2551) sadey
musanvesiianyanatieglungu Social Field usazUszian (@) yumeTausssy A
y$flwe (n.d.; Richardson, 1986, $1afislu aans Asfing, 2555) Ao Nuidsauluiammes
uiayARa Baurazynnaldsundoraeunaznant L iiodunenuasEUUN AN NaKER

Alannisdsaumumainusssuee salloy Nasaanuuands Gugd fegnng, 2552)

wunAARgRUNAgNSNNTABAT (Communication Strategies)

Kelley, Robert (1977, $1afidlu 1awiz @uend, 2538) feunisdeaisinfe
nsvuIuNMsdarsudydnuaifineliAnaumnetululavesiifedes Tnsyanawmaniy
fiuszaunsalognaiodtu Tuvagiiuunide Wammam (2542) na1yin msdeansionns
uaniAsutnasseheldsansuaziiuans nelideiiiesimneliinislaliiAansius
Wasuimuniviengingsu msdeamsdisaseloansadwiormnsuazdFuinan
drlagndtes itinseaadunssuiunsiiinatnie fawduiusidnansvusoruuas
fussviesdusznousng 4 vesnisdeas astumsdeasvesuywdiaudsuuamuas
Uiusnasanan Ingasunagninisdoans vanefs BBnsvSeunuiuunisdeansiinuns
AnogeseuneUlimnzaniugFumaduddiio lugidhminenuinguszasdiiimue
15 wu ngu “lailléy” Adesnsaiieudeliuliiumiesdeioriineiuiumisdeny
Fauiiniggaun uimmuazaase (2561, $1eislu wudnd wiitiiu, 2562) Wisunagvdnis
eansfiumie@uing o 91 “wedn” e “mede’ wszneiadhonlunueninssy



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 67

yaurfneiaznenagnslisamih Tasunfudmnduieululudinlsz1iu enaynne
Aeansuuu “netn” fefeasnusssud iunudnu vindedenseyhnisnui q 4
salAnUszavEnagagadedd “ueide” vonaususenuuunsdeasiuy “By Plan”
Ty eliefigaagyiilinsnssyiiuussqimine

521U8uIFY
wanunaitunisidendegadunsdifing
Tunsfinuniifinusilunaden “lafléy” Adanaudfcsd
1. Apunaneilu “lailédy” Aifedoanglifidodedugiuy “ladléy” wnou
2. Yaqtunaneidu “lailén” AfToides warinasnildvdduguuuusig  seiles
3. hgenslavdsumnundt 5 9
4. Rfuninilsdeifeiulfslatennaietumaladiuon 1 il
5. fAinAuun Facebook Page laifndn 1 duau waziindngasaey Tao “las
1oy Wudeanuuuiasindousieniies

PnnaitsrulsEneuiutedfnluaunattuns@ing yilvgidedndenun 2
nsdifnw THuA quinn Bugiau Wasyms vide “yuwIMANDY” wazs.e.e. Al s1nuey
vio  “fnosuud” Tasmnulanwiuves “quivtimanes” Aetdulaildviuiulyiaig
Juugmsenanilamdeinineuarasnunsnmanidu q dau “gnosuud” Hulailéy
agUue uardnnduenmaNAERUNAEWINNLILEUD

uwnasteyauazisnmaiivdoya (1) undsteyaseulathifvaiu “lailfy dudy
TouaTiUseid Finmsviaumaznsdsauny verevuvensaiinuriudedeuesulat
09 “lalléy” deg1e 01@ Buled wawedn wastesmu werdudufiuuaniud
domnavu 017 Inledunual unanuesulay Wudu uduAudeyanagndnisdeansiudu

[y

Nndodsnussulativanues “laildy” fogs (2) uvdsdoyayana dunwaliBsandy
yarawandeufiiufduiusiu “laildy” fegrsainaue Tnsnuidoillddunvaidedn
$1unu 2 au wadunsdfnwias 1 au nsdiinuinesuuddunivalBsdnduiiiousau
odnldvuazfunildlugfnnuvosnoauud uaznsdifinuyuian tnanauosdinTuaiids
Anfuiiiouaivnvesyuinn 2. wdesiloidouazdunsumaiudeya erdensinsgiilom
HuiTestioTdendn swdensdunualdednyanaundon “laildy” drogne udrdu
nauNINTIUTITRLANTVES AN Tumn Finn1evhan nisdanu venevu mniuiiosulay
sandedsnueoulavindnues “ladildy” o1 wiudn gnu Suamunsy Judu wastes
npeularidufiusngnisdunival viounanuesulaves “ladlédy” wagsiusaw
Ansesideya nagndnsdeansandedsauesulatives “lailldy” seunduniuvaliedn

[ aa o

yanalndeuiu “lafdlay” welideyaninds Finn13vieu nsezuiunsn1sdmu



68 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

v v
Y

wagreeuIUiINagnmMIdesegunsuiu iuTIuTIToyaTady 5 e dusifieu
UL AUDAFBUNINY AL 2564

uwasloyanayIsnaiudeys

1. uasdeyaseulatifeadu “laldy” Aududeyatiusedd Fimmsvhauuay
nsdsann vereuvensaiAnw 017 Liuled namedn wazdesgyu wazdudufiaida
Mnfufidostaru 01 Fledunual unanuesulat sy

2. unastogaynana dunwalidadnyanawadeuiiiufduiusiunsdlinuetng
adnave lngladunvallednnsadnwiay 1 aulaun nsdlfnwignesuuddunuaidedn
iieusrwendnlfuuaznsdifnuyuan inaauesdunvaiidadnieuainvosuin el
Funeunsifuieyadsd dunouusnsurtoyaginds nsdau ssneyuaniuiesula
Laziinszsideyanagnnisdeasandedenueoulatves “laillév” sounduniwalids

anuarandeniu “laildy” ineliteyaineiv “laflay” egreasuiiu

NAN5IY
1. m3dsaunuwazveenuivenateu iy “laildy” dounnalmiimsadninanis
AYUAR

'
a

MAdenUIgaEAudIauYeInsdifinuAonguusugl Tnegneauudioni
Fudsaunuaindan enii yuanuimaums yuanufiieaiugsia vioyuinuznsye
Husiu Fadunuusaileisihunsugnilaneuu uazsosngneauudfdsauuananii
msfnwfilasunseensululszimakazszivlan Inognesuuddnuilulsadouanzms
frndehlidsaumumeiausssuning uazagluunumimand 10 9 Sevilsui
ﬂmaL%Lané“maio‘?méhLLazLﬁaLm%ﬁgﬂmmmiﬁummzLﬁuei"liaaﬁlé’ﬁmumﬁwuﬁiim
wiahtudanfunssendenishainineslafidusmsndsrauaudifann uas
foflugniudunadrduamanisTéesineauudiild mmevimndunumednumes
frosvuduugihlfdandngasaouafedanazidleliidrguanslandua fneuudils
deamumeTmusssuiiuduienuiiussansnmlunsldy 99 msdsauvuainandy
“Blair Singer Training Academy” an1tuldfifidaideduseaulan ﬁléfﬁlqamqm'mamﬁu
iint 6 dngns aldsuluTuTes (Certificate) Miufaninm udaduudsadsnumou
5554 (Legitimacy) Tunsiaglviungnesiundeogiauin Mé’amﬂfui{ﬂaqLuu%”léfaﬁmuuﬁ’u
wuas Bunes (Blair Singer) IWudafaiwemdngnseglsitios Jeuvasfunumsdydnual
Tifnonuudunneauas udiileaglunmsdldhlifaumumansvgiivegieminan
mMsdmhentsdevidevdngnsfidesanainnislay

Tuvazfiyuidulmniuinsaiiduindeud v lignugnilsliivinunisdeou
FaustTouin warnaeduyuiludsildluimosmunn Sniuandethlanduiaisinauas
arwansafiEvanaauatadin lnefnwlulsadoudessleiliuadsaumui q of



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 69

lsitfor 01l yuinwzmaidou yuiinuznnsna Wudu uasdesadsuanldsunsiannms
Uszmin Bagnuaadununsdydnual wdilesny 16 T lesumuluiinadiaaiiu Smith-
sonian Useimaanigeiuini daduaniunsfnuuas ifissamivfive dossusiusiu 9 v
Tan uddadunililuosdnsiiiszavsamlunsuimsdnnisnielu Sevilvuandsamu
AnuFuIMsinms Snvamsfinauiivinliquedammumnaaseghiasiuaunn veine
wasdgansAnwnszauisenfne uwidaduladnwseluaviivdaivewasla
ﬁqaunuﬁaéwmqmﬂuﬂ W.A. 2552 91n Victoria University of Wellington sieanlasu
NUN5AN®1AIN Australian National University lidnwilunaigdningmangasiivay a3
arufesnafih daduyuindsdaunsiausuiidedenniu “lailéy” ogreman
viany 017 U wIInInet yuinwreudugihuasyuanumemann Wudu fdu
funasinvesuduaniufnunideides Geairasnumeusssy (Legitimacy) lunsaeu
wazvilviyuiiiondnualuandean “lalléy” Sustnann semsiinisaeuiinaunany
sgriamaniifansdslanaiuedemaun uazmansiifonsdalatiagtiuegnsdsine,
awhliyualanuadlumnsdléng 10 T uasdsauumaasvsiodwauinn 910073
Pmhedum laun vilideuazndnansiSeusiig g

Nndilsinanids “nu Uszaning 9 vesnsdiinw annsauanmIaieUTiy
Fnnapaedi 1 fedl
13371 1 WisusuyuUsziameng o ves “lasiléy” nsdlfinwn

“Vq‘u” Gljaq o P
- Hnauud YU NANEHUBY
nIalAn
- PUgATYgianseuaiIULNaNARY | « PIUENINASYSRAATEUATIUIUNGNS
199 GRITREE
« FEUNUMNAATEFAITINAINLIN NS | » FIENOUReUsEma ladsaunun
TUNN o o . = o
U | dmheadininesla LATEENITINIUINNOANATT
Lﬁiiﬂ'gﬂ"ﬂ Y o5 v Y a Y &5 v o
« g “laillAy” dsaununaasugia | « Widwine “lafldy” deaununig
IWILNN NNVENGAS VsenilsFednmie | 1AswgNaduIun MNUANEAS vise
nilsdeNdming
N |« naugunll (aseuadd liveus) « NauUguall (AsEUATY LiveUEN)
dwy | - yaranifoidedlunainranaunini - yAraniveideslunainvalewina




70 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

“Vq‘u” qjaq o .
o Jnasiuud YU INANENDS

nIgiAnw
« YUNWEANTY « YUViNWENISTeu
« NUTINYENTNANTING DS « NUTINYENTY
« YUANILINNSATEUN « ulunsUsMIIang
« NUANUSINEITUTIND * NUANUIIAINE

V!u‘w’]q @ < o v

. « Nunedausssulunsduinge « YUANILINIATEN

TAUsTIN N PR
« ulunsUsMIIANg « uAdug
- uANIL U
- uiinwensassainneslal
« NUVINWENTa0UNIBLAY
- doURAlIISEUWEAUMTINBUAUN 4 » Iisusedadnuauannnsiwinnms
voeUseme uazdussaiilasiuinu [ wazauausafivey

g | FTMsuazamEssaiiey « feaunuANNIINaTUNSANYIT

< Sgl |+ E@Pnneslan geavienanau Taduisszaulsemeauazseaulan
« feaunuANNIIINaTUlABTA « agluanenslAYAnIngusIn 10 Y
- ainauuypralivadeluwinimwia g - ainauuypralivadeluwinimwig g

2. nagnsn1sdeasves “ladillay”
= o s -dl = 3 Y Y v -dgj
IINMIANYT A1XNI0IMUNNAENENITFRANTVRINIHANYINtaRITals lansil
2.1 nagnsnisideniddenau (Mixed Media) Wivelvinisdeansasoumguiih
MeNIFeans nauysuans awdweulandnisdeansiveainaniuveusssu (Legitimacy)
¥ = £ o & ! = 1 & 1 [y v % ¢ a
Tunslay Fdddnsiideiiwasdelniunussendsiuiu lnsunnlddedinuesulal 919
waln eyu Buamunsy wie Anpen naurauivldEesULULAT 919 Feemaiulydidu
YOINNITAOATNNNG
2.2 nagnsnsidentazaniUasilenials (Message Selection and
Modification of substance Content) agfAmdanUssiiuiilovnansiviaennassiulaym
! o =% o & Y d‘ o [ [ = a < &
vosngudmineundnaue Fuindudfuasiedueyludinuiies 019 Ussiiuiilonainy
A uain Anuduean1an1sRu Auduius WWudu udanhunfinau ez daudas
FoUBgR U UNdENLInaenTIn auvliiomansvsaesauiiiondnyalanizii
2.3 nagnsmsidenldniw ieldrdenguidmneuazasnanisilaiusiy
uivasnuuane Inegnesuuddnldnwiues assluaseanlunisdeansivilingy
Asuansintaaiinauddngniulnddnegiann wavyuandnldnwauaegenunsn
AUV MEnsou o egvaue SwhliRnanufiyuseweyuwninludleivey



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 71

2.4 nagvsnslesigvianiunisal (Situational Analysis) fisaesauay
AnspividoUssiiuanunmsainisiomsesnsd TnsazusuAsudemmuaniunisallu
PrenatuNaHauiUSn vz Aeasvenues 917 thusdlsalainudeansine
ANWULIRANILAIVDINULDS

25 nagnsiaTesiiiuas (Audience Analysis) nguutivevasiaog
AULANASTuNEANMS TasnuTsliiaTeidnuarngAnssuuiusomnAnue sy
ansvesnuesnsiif ilesenuuuduneuntsdomsuiciinnesinaneuuresiuans

2.6 nagnénssuilaizemeulivesiiuans (Feedback) delvsl (New
Media) \Jugasmmenisdoansudnvensdlfine fifldnvarnsdeasaamn (Two-way
Communication) 3svilvinsdifnulugiusfdsansiudRanudadugiuasuaniaen
anuAnuiulaegsiuiiviule

2.7 NAYNSATNANULANANNINITAAIN (Product Differentiation) nsell
AnvisaesnuvBusngauda (Strengths) sifudeldiuisumenisnan Sehlinuoaunn
ssanguidunain “laldy” suanunsansesiiddulaveanguimaneauedddiu
1N lawnnguuviuagu

d3UNaN15338

1. madsanyuuazverenuiionatenidu “lafléy” deyanalmidnsadvsnama
aruAn aunsnazuld wihhnsdfnwitiaesasuandisnugivimoaunis niaadu
Furesmsdsauyuldifntuannguusuglisudenty Seinduyumeiausssuuidy
mefinaneduendnuaivesiiaesau deuiansnudsammuiiiniuananiiumedsa
u 017 aaunsdnw aandumaun Wudu Aindununsiausssufiendenisaaiun
Tnonszurunsdsan venevu uazuvamuues “lailéy” singlunni 1



72 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

NUNIFIRL suntsugnils A0UVINIAIPNOY 9
' - P - | o o 9
NANUTNAN UVAIVINLINLSNUDY Uiz wastumiuuy v
. S - andunsAne
NSEUIUMTHIAUYY OIS Mo
- anduAawn

“lailAn”

aqcﬂﬂasimjéwiaﬁw%wamamwﬁﬂ

= W

S

@ j2))

[y Lo

2 |2

° =

oo a . o

Nunedydnuwal umedenu VUNUATEEND
Symbolic Capital Social Capital Economic Capital

a o « g Y
M 1 NSTUIUNSAIEN venenu uasuUaamuues “laildy

2. nagnsnisdeansved “lailay” wansideaguladn n1sin “ladilay” ndlnw
& N = = & (57 a a a [ o =
Maesruiivoides autanangidudeuanalnlgnsdvinanisanufaludnutagdunull
DUNan191nNTINY BBNRUUNaYNISN15Eaa1s (Communication Strategies) 9¢143
J¥UU Tau uasrainvane Wnenuhiimsldnagnsnisdeans 7 Yssnismeiu taud (1)
s a vy . . ~ v a a '
nagnsmMsLdenlddenas (Mixed Media) Witelin1sieansaseunqundmunenisdeans nqu
Asuansaufmeaulangmsdeansvesmues azuulun1sioansdslinislidenaunanu (Mixed
Media) senisihdeiniuazdelvaiinuszendldanuiuiu (2) nagnsnsdentasanulas
\Heua1s (Message Selection and Modification of substance Content) Aan1sfAnLaen
Usstaullomansliaenadestutymuseanuaulavesnguidinunauiduauense
denenuudedinueaulal iunsinafnL AT AnuUadwaziseuSsailoniniu
UULBINTENUANNTVRIUARENTAANYY avdulllemaisves “lallAy” viaesauill
% L4 1 % s A ¥ A A ¥ ¥ ¥
enanvalazuansiiueeanly (3) nagnsmsidenidniw Aenisdenliniwlviaennges
Aungudivinevenues dedunsdndanguthmune wazasensiidmsaulunisdoans
@A nuuanes laawiulilinues (4) nagnsnsiasigvianiunisal (Situational
Analysis) AdtAs1EinseUseiliuaniun1salnisdoas wainsenusuldsuilonniy

¢ Yo

¢ sa . . A a ¢ @
anunsaliane (5) NagnolATIEVRsUANT (Audience Analysis) ADUATIZNANYMUY

Y

NOANTIUIUDIYHUBIANUAAVBIETUATDE 1D IO NUUUTUABUNTHDATIUDY



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 73

AaERLWIltuNaNIIneUTUYRITUAT (6) nagnsnisTuilaiiemeuldAvesiuans
(Feedback) Aemsthanudaiiurieduuzihivssleviangiuasuooniuy 1Nausuy
sdeanslriaenndesiunginssuauienuAnuenguifuasenansoungu (7) nagns
a¥9PLUANANININ13MATA (Product Differentiation) Aemsiinsdifinumdusngeuds
(Strengths) vasmuasdutalfiuiounnisaatn Wevilinueansig 1AALNIING
wddluransiieniu

aAUs18NaN1IINY

1. mafistiures “lailéy” Tugruzdoyaealusl eSuedevguidseuatu (Mass
Society Theory) &l dnsiiioannuviduzuas Durkheim (n.d, d1eiislu wdundns 551
5191t 2556) vilipunniufuuiugumswlsnudurhuasilvieuludsaudos
famorfofirnngiamedn Sniniidisludeuaitlmifeusduiunauasmimssy
ianoiaudunsenifaursdinarsuileymiinvesidu uenaninsdfnuifaedld
Ustlowianngaidnuasiimsosdodinuesulatifiolidoyarnasvesmunszanglaniig
amawanduiitedludiauldlientn (shun @Sauad wazane, 2555, drdidly fuan3
uns auiFeatium, 2558)

Snvianusiauguas Parsons syuudsnuuarszuugosludsausidudesdnihiau
§1U 4 Usgnsiiviniaenuszanudy LaﬂLﬁzium'iLﬁm%uﬁuaﬁauﬂﬂaMajQ’mqam%wamq
ANAnege “lawlay” 171"681aslﬁ;:iﬂulué’mmwumqaaﬂmaaﬂfgmﬁﬁwé’qLm%zg WAL
Guiifamedelaliuigauludautior fantumsdseudaivegisanriunasounss vie
anrfumauniiunummiifiuiuias Wudeaiunisussquiming (Goal Attainment)
fusngesnunlusuuuueadmnslumsdeasvesnsdnuniadesau saudenisysan
M3 (Integration) fivilfAnAuduiusTiaonndasiunaznissnwiuuuuny (Latency)
Fremsttugussgdlavestiaanyaaa

oghdlsfitudidn “lafléy Gudeyanalmififdvswaluasdagiu wirfsgnes
wuduazguniiyadufomevBuenunfnvesmanisufuvesnaduiifsfonddslaogg
“aaun” anduunundnnisdoamsetnane awilisaesnuidedswasiifionuuy
dodsnnooulavinind e Jseaazieuindauludnutagtudinemnsisisannaniii
ynamauog valalldnmsiefismauluguuuudaiu ifdnvagnsdeaaduimientv
flonnsenisitila Geeraliianunsanevaussmiudesnsvessmiludnuasielvalldnnwi
fims fafunsdifnuisaesiaimindaeunisemaudesUuuunisioansivl q Fuu
Hneauusldfesmnsiu Inanwndevesmindasumamanlitiauduisazidnis
remnBeiu vieyuanldimunnudinine dadumaniifsionsdalaaselnin
HALNEUN UM NAHRUNSAEUN



74 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

2. msdsaunuuazveeyienatsunlu “lafldy” douanalmignsednsnania
awuAn nsnatelu “lailldy” doynnalnidvsedninanianinuda (Influencer)
niidnenmlunisadednuivdedauesulal mldnnauansaduld waglylydsinia

1Y

TUDINUFITUYIA MNualingunu (Capital) 7 “laildy” dsauunaaondinduladud Aty

nanfe TutaFuusnuestin “lalléy” xfinguusugiifuunasisnvesmuitinmiifiugn
Hedodninainsranuifudtodin suinduendnuaifaives “laildy” o1
Fnosuudiinurinuznsyeiluans vieilyuanudvmseaunfdunasivesuainden
vomsfiyunlidaumuinuznsdouaninsen fiadusfinussansnsinsasiesn
fausfoiinauwihlnduendnuainiwesguinnfensliniwanais davans laenu
tesuiidnuazdunumeiamsssuussilduneviosdvia desnflddaumuussinnau
Mnanumnsdsaunasidednduladngunum “lafléy” edreaieds nadfnuisansan
Aledsamunsiansssuieriunslévananiunsinwiideldusseduainauny
fiadu Wedudinsuinunmuasfisyuiedodes dudu dnosvudamuitnaiuas
Fudmsnnifledsauuinuensldvananudunsinuniiideideduianinisldvesng
an1tunuas duned (Blair Singer) vioyuiNfidasmueLFasangaNTINgdeden

wonanimadu “lalldy” Annsuviunans “lafléy” Suld doaduditdnsaw
Tunsudamuussianeng o Tidununsdydnualliegd dudu gneauuddnnduen
Uszaunsalanudiiavesmueandenensgisaiate wulfisdfuguiiidneam
wasyudumumedadnuaituiu onf msldsunsdaisnuinnisuasmuasnsofivny
Fruaun Fefuandnenmutamuinasuldvililadiduiansaudenuduoginde
uaranasAseuATasNgALlusULuUAg 4 Sauann Snvenud “ladildy” Heaosey
finaudnuaizasandesiumsitugmsadvswameeudn (Influencen) AiszavEnm loun
1. faaindedie (Credibility) 2. TAaninfega (Attraction) 3. fl81u1a (Power)
4. Iau3 (Knowledge) 5. fim1usn (Passion) 6. Hlausnis (Services) (adgum
1Usualy, 2556) wasnsdlfnuniaeseuldihandnuaeit 6 Yssmstnafuaninaue
vudedinuoaulatesnds Fadunilunisadre Brand Positioning veanselfnuiaan

3. nagnsmsdeansves “lailéy” dldaduautuinduioynaalmifnsdvina
yannuAsludsaniiagiunazairsnnuunnsiisainladldsdu wuir msdidnenamlunig
ML BBNKUUNALVEN e rseaulatiinrddyegaBaivihl “lailay”
filanrunaradeimudnaniduieyeaalmifivswaderauludsauldlenin Snvs
Usngmsal “lailldy” feddumsvhmssaiasuuuunil nillgnsuneduiviouins
fitugulnauilaadeiagilu windufunisvieduduimsfiumdeutunstihdinuas
AnuAnAdelruAgmludendagtutues dutu msveviidoniendngnsSoud
Ro8onINKkINNITLAY udrtagdulunaiaves “laflay” wuddlegdruauin lnsane

Y



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 75

Tudedtaueaulay Fafunisnsuny senuuunagninisiearslidaiulaney Gy
ondnuaiFeduiuoenads oghalsia “laldy” Meaesauietldlivsslonilaenssande
Tyal (New Media) 3ededsnsooulavifianunsaantediinsunaiiazaniui fssnemiu
Tliregilavienarluufaunsadidansiu q iudedieueeulaidld Jsznoud
“lailliy” FoidinuautRidudoynna vieinssdvEnanisaudn Adneamlunisaiig
shmusiudedsauesulatliios Faunnssangimeeudn Afnsfesededomavuly
mMsasemudunfidninadedanludedludiusiig o nideuszansamvesdedny
ooularitnesiu Seinlilutlagdu “lailfy” viedeyanalmifnsdvinaldlinaautfves
dovsmamilumamensuadsmuewidoaiasnuegifusiuaunn asdumndesnislan
i wazuanenean “lailé” du desfimnuanunsalunmsaiageunevieralnaiauls
uinuesld Futanonuuduasguanannsavhiuills aeldiuanudfnuesdsanmn a1
NuluMsUIMIInNS Nuinwensyavzenisaviiindes iusdu usesenduniseeniuy
Musunagnmsteasuuiedsnuseulativesmuiadldosnadiszuu uardiaudanu daud
funeuvesnisdeas wadaanzlunsdeas sUuunagnimsdemsouisdugviuanes
nsdeans iievlvinisdeansvesmumesivssAnsnmauvanedifslifian Fagui
Myaun uivmuazany (2561, S1efidlu wudni Wiy, 2562) Wisufisunagydnis
doasiumelsliin “meda” dafu “nedifids” ndnAedinsnanagnsliaamii

YDLAUDMUL

1. nuddeasatildsgenuaulaluin “lafldy” wavendvedewasduisensy

=

Tudsnsilnesuu 2 nadifinw udiiefesdolunsldundedeyafomsiinseidomnuy
fufioouladd wait “lailldn” nsaiFnuidudves uarluiiuiidemnawy safumsduntvel
Bedn yamaiiwanden “ladiléy” nedifny onft ileuadn ileusauon@n Wusu Feu
mATaieatu “laildy” luewpaesinisveneanuauleeenlu@nwm “lailéy” Adme
snuaedu iesine “lailéy” difodedutagiu lldudinane uagmniinisdng
“laslldn” MUszaunnuddmanensalfnuanniu fervasinlilddedunuiunnsmaas
thauladeaiduly suddumidondselumniinisdunuali@edn (n-depth Interview)
fu “lalléy” Tnonsaforatunddedunuiifiauadlawasdngannddufduld

2. sATeluowAmesTinsAnungumu (Capital) Laznagmsnsaoasilanyan
1By SemsinwaseazsunluiazUssdiunnnd wunazannvans fenaavyili

lodayaidendinuiraulavundule



76 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

UTIUUNTY
Mine
Aoyeyi3uns Ymudewiuni. (2558). Swanaved Beauty Influencers 7idie
nodnssumsdeiniesae nvesrusinanguieviaumeudu Tuws
NFaNUILAT. InentinusuTayaaumdudie, augsasaans
wardeansuiavy awdvnisinnisnisdeansesdng uniinende
SITUANERS.

MR W wawangy HuIunu. (2551). §18575umnAn g wiiATygamans
M50 UADaITANYY. NTININ: AWRUA,

YUNINT IN5TITMRIL (2556). UNUIMTIENITINGAGUNTINAIAUNITATI
ﬁuﬁawwmmaoéfﬁo. N INUSUS i Uudia, Ay
MNsasmaniuazdeansuiary avindeasinaruamivends
SITUANERS.

Y1aA1 83NN, (2559). nanug: nsdeaIsTunsHeseeiTnanlude
Inssimilyeg. IneinusUsgaumUuda, AMg1Ta1SAERSILAY
Feansuiavy anvivndeansinaty WnInedesssumans.

Pans Aefing. (2555). Mswans I STy nsdfnlsaSeunss gy
Ao, InenTinusUSeygunUndin, Asssiaunnensuye
a9 NALULAENITUINT WNINYISUSIINATERS.

wedn nauth. (2553). msdeslunisarenmyiousien nseseudIuagnITie
5091 IAUsTIY. Inenus Uy Uadie, Anvansanseans
wardeansuiavy awnivideasiiary winivendusssumans.

WNYEY1 INUAN. (2556). Unumvesguyuausnaniludinueoulal neniinus
USunUudin, AMTEIANAUATIZRANEAT 819713 INITHEILN
YUY, UAINYIFUTTTUAERS.

uSunsty Waumnaen. (2542). n758ea7s-sasseAldegnsmansiiiotaey
ngAnssusywe Wumsierzemnguuasisiusa. nawme: $adea,

U3wnn g3l (2561), nszxuNnIsIAwiaian3a 3y meraIadnsnie
guImTiIeimaeglsenanin n1sAnviusousr. Ineninus
Usyynu)Uaudin, Jaudininende a1v13v1inineidseend
URINEISUATUATUNTILIA.

W3Ye ATEOAITTUUN. (2552). NUNNAIAUKAUs2vIa9AL 91099 Wia 35 I1EN.
NTUNN: @ udmya s35ufnR ieUsyniulae.



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565)

7

o

Wudnd wiiifiu. (2562). n13deaITvesihyNTToN AT UGYN 1Y
Funisan ay 10 LA3asALeanaged - nsalANY) yuYLTILIR
Vg duauiang 81netuase Jawmdiausdugs. Inendnug
USeyrumvnudie, AEINTENSAARS LAz ADaTIIATY @3NS
UIMsAoansnavy umvendesTTumans.

Jugd Fuswnnd. (2552). n15TdlaaaesinuInan T InvesyaaIng
AgaiuayuIYINIT LNV TN 185 TIUMFRT (I18UNTIT).
NFANN: U INTUTTTUAIERS.

nlgiiunt 2edUseials. (2556). naevsnIsdemsiieauasinIiouie iy
UssinglTUTIve9e unoUNng 99nInaynsusIngs. Inendnug
USu v Uadie, AYITANTANEANS AT FOANTUIATY AUV
doasunavy unIngndussTueany.

AN NUNA. (2556). 191 URsUYIIaI9viAUARse Beauty Influencer:
Pearypie WaswginTsunIITodUAIsHLNAIINI. IneTing
UTyyrunUaudie, ANIEINTANSANARSuATHeaTUIaTY @17
AMIUIMsAeanTINATY 1N INeIdesTINAERS.

aneA Junanile. (2555). nowidseutary (finsiedafia). ngamma;
THIAINTAUUNINE T,

¥l Wurn. (2553). M3a3 UM IRIUE TSR LLINNNITUTEN AN TG
: Anwinsdl dniSeu 9an Unfiny) gith7ululpsinisusenin
NMa1evesyails aee toda 017 15w, InendnusuSyarum
Saudin, Aaiznsansmaniuazdomainavy awivideasiary
UATINYTTITUAERS.

e P, (2538). msdoarsiuasang (Rain$aiz). ngamma: i Tinends

§ISUFEARS.

L3
(%
[

nsuguaWan. (2561). o “quandn” ugas waumulnesiuneunsitiny
Iouwme. 1 slaan https://www.dmh.go.th/news-dmh/view.
asp?id=30466
- (2562). $1691U8ATINITLUIFINE (SIAOUTUUTZTINT). 1T
dslaan https://www.dmh.go.th/report/suicide/stat_prov.asp
Jauds e 3uiiuws. (2560). mawen “lasillava1wilas 9 Ansouazmiy
l& lapasoaiia). Wdelaan https://thestandard.co/news-thai

and-lifecoach/



78 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

Rogers, E. M. (1968). Diffusion of Innovations. Retrieved from https://
www.researchgate.net/profile/Arvind_Singhal2/publication/
311487299 Diffusion_of Innovations/links/5848904808ae61f
75de355c2/Diffusion-of-Innovations.pdf




WeAnIIUNIUASUTIENIs iU NN UEUN W
“Unuyanegate” drunisdaln

Exposure Behavior Health Education
“Pak Mut Yut Puai” Programs through New Media

Ungaal Bedifisunas* wasansns devusun**

Tunsuuna 12 weAAnIey 2564
Tuuiluunaig 10 NUNINUS 2565
Tuimausuuneny 17 nUAMUS 2565

UNANED
av a 2 « Ao ¢ A ¢ a a o/

NUITBBIUINUTDIUNINQUITEIALINDAN BINGFINTTNNITLUATY
senslnuyangatheriumnsdolnl wagaufndiuvesfuuiisesienis
Unnyaneatieriunsdelml Tnglduuuaeuauesulaliiudeyaduliiiaeg
FurusenstUnuyangate Wiudeamaasdnunumg dnuyavendie
119U 250 AY

HANTITe WU grusenisandlugSurusients Unuyaveadae
! A 6 1 a IS e (%
Hude wednuruna Innyevgatie wniiga Ianudlunissususients
1 psasadunu Tssagialunsfurufieunianuavessenis (2 uii) dnwase
m3susuTenslaensruses o fsdaduuass wenalad nauws uazime

a < a ad A i 6V 1
wanIAUAnWIL AFUIRLeTIN NSty wlednuruna dnuyavendae
anuAniuiidesienisliauiiteatuguamdssnousie dunisiid
lus18n15 wazeAUTZNOUMUNISEDAITVBITINIT WU ANUAALTI
lnesiueglusgauinian

ANEATY: WeANIIUNISUATY / T1emsiianusineniuguaim / delval

Y]

*dnAnwUSyln vangasimeamansumUudia a113¥n1sdeansnIsnaIneIva
UM INYIRYNTUNN
* {gAansIged a3, AnslwAmans WInedunsanm



80 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

Abstract

This quantitative research aimed to study the exposure behavior and estimations
of Pak Mut Yut Puai via a new media. By using online questionnaires to collect data
with people who have watched the Pak Mut Yut Puai via Facebook fan page, 250
peoples.

The studies of the viewer’s behavior towards the viewing the Pak Mut Yut
Puai program via new media channel were as follows:

Most of the viewers watched the program and mentioned that the program
should be presented through Pak Mut Yut Puai Facebook Fan Page. The frequency of
watching the program was 1 time per week. The viewers watched most of the entire
program in each episode (2 minutes). They viewed the program by watching it
leisurely but attentively sometimes. They used to hit the “Like” or “Share” and com-
ment the video clips that were published on Pak Mut Yut Puai Facebook Fan Page.

The estimations on health education programs include: participation in the
program and the communication component of the program. The most overall

opinions is the highest level.
Keywords: Behavior Exposure / Presenting Health Education Program / New Media
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Abstract

The research titled “The Guideline Producing YouTube Channels for Kids”
consisted of two research objectives: 1) to study the guideline of producing YouTube
Channels for kids and 2) to study guideline of increasing subscriber of nano
influencer channel. Research methods are qualitative research by using an
integrated approach to collect data in both in-depth interviews from the producers
of YouTube for kids with at least 4 million subscribers which are “Dek Jew Chill
Out”, “Happy Channel”, and “YimYam TV” and in-depth content analysis from all
three YouTube channels.

The research found that the content of the production there are five
categories: 1) Product Reviews, 2) Challenges, 3) Travel, 4) Lifestyle, and 5) Short
Dramas which included processes of production are pre-production for kids process,
production for kids process, and post-production for kids process. And the guideline
of increasing subscriber in the beginning stage are producing regularly and focusing
one main content. In the clips, the presenters should invite viewers to subscribe
and should show how to subscribe. And collaboration with other channel is also

increase the number of followers as well.

Keywords: Guideline Producing / YouTube Channel / YouTube for Kids
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fayBaeliifuslnadantsmnuiidiumuaraziaufnmuideieuasingfinssundosm
p:ﬁ/ls@m%waLWMMWﬂ%uﬁaaLﬁﬁuﬁ’u (97931 dexnurdy uaz San funsess, 2555)

521U8u35N1539

MUY “wumenmsndsatesgyudmiuin” Wunuidedmunin (Qualitative
Research) Tngldavisnsysannislumssusadeyarislusuuuy msdunvaliuuians
an (In-depth Interview) LazMIAsIEAdem (Content Analysis) Lﬂlaaqﬂmmm’mw
Tunsufdafiadel Tumsidundad fideld@nwdiunuieau 3 viwldun

Y a 1

@ Dek Jew ChillOut 1. U9UBNLIA WWASUSAN {rantes Dek Jew
[ N 4.29M subscribers

(% '

Chill Out 7illgendfnay 4 f1ual Bnnadalidesdu q an

SUBSCRIBE

\iu Dek Jew Family HAinn13 1.4 a1uAw, Dek Jew Small
World #gffinny 1.4 a1uAw, Dek Jew Little Chef
fiAnmna 7.8 uauau (YouTube, Fuduile naedneu 2563)
AWl 1 Yo Dek Jew Chill Out Fian: hitps://youtube.

# agqanind | asasiings | com/user/DeklewChillOut

Dek Jew Chill Out - 237K
views - 2 weeks ago

Ha Channel ’ o a awv Y oa
?'\‘f 4‘46I\|/:I'Eiscnhers 2. UILZIUUAT LATEYNIZEAND HNSAYDI Happy

SUBSCRIBE aa Yo ! N Y
Channel viganrAnmI3 4.08 a1uAu (YouTube, duau

 idle NINAIAN 2563)

Al 2 983 Happy Channel fiwn: hitps:/youtube.
com/c/TheTha2007

27 waagduen uiLiauVSH
o iRy wneWad Happy..
Happy Channel - 57K views - 1
day ago
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3. wislenetud duialnaa guanyes YimYam
i " TV 7flgengfnniy 5 auay (YouTube, duAuiile
b YimYam TV a
@ 5.69M subscribers quﬁ]ﬂf]ﬂu 2563
SUBSCRIBE

Popular uploads o , . o
s . " AN 3 B9 YimYam TV 7U": https://youtube.com/c/
PR viydavyusy
ot | HAUABEY YimYamTV
LAUNUIEY...

98M views - 1...

WYHNRYLEN
| sxunadeag

P " [ = | LY 1 va o Y o S 1
| N8 Kids Ac.. TunsAndennausiagne Bisalavinnisidanyes
88M views - 2... d Y

WP wuﬂam@mﬂmwuungl aluAud uasaﬂuauﬂaﬂmmamquﬂu

| Lt 191 1,000 AdY mszdeinlunasgulunisinaaunin

® 2. L qerewmuminianiunmsdadendeiioviinislavan
yosndnsTausiang 9 AgluFesvessendinmaniuvan

fdeldliindosdiofonuvasuniulnemsssmanuiienafususndeyalng
suaidu 3 duneu Idunsalurisiuneureunisnansenis (Pre-Production), Ao
Tugastumeunsudnsens (Production) wagdamlutistunoundsnisnansenis
(Post-Production) uazUsgiumanudun Afgtoatu Fiaaiwihlivunadamandy
Nt

Tumsifusaurndeya funsduneaiEuanuisaueuuia lWwesed Dek Jew
Chill out Aeu mzlutesildiuanuien uarideidsanlutiusnvesnsidauing
94 YouTube lutszmelng Tnsidunsdunvalifednaulsdeyandidesanindus
wnswitadlenutoyaud Wideyadn 9 awliliussiulngaunsainseidoyafiab
1o 3alagAnisdunval waglalviggnduntualuugingusegase 9 lUaeTs Snow Ball
Sampling eldludun1uaiunegtiuns Wveswes Happy Channel freguluudgaiu
wazlFdunuainauoneiius Wwesdes Yimyam TV Wunguiegnsgarig Snviagideds
IFengidomanadvitlovesdesdanaridundn edieneilasainmossiens
oonidumnasig q Wemuumnslunisuansely

#3UNan1339Y
1. wwandlun1sransIensdmsuRnymIe YouTube
Mnmsnwnuihamsasuundutusedlunawdeld 3 duneu tumeuusn
funourounisudnsenIaiin (Pre-Production for Kids) Ineluduneuifasidunssun
113619 9 ABUNISENE 8191 NMSMTUALLIAATEITIBNTT NMIAAUN TINTINTWTEY
gunsal uazanuidne deassjatuidniizeadugnuesinansients walleudunis
vhaungluaseunia lnefinsivuauunfnuesenistu anmsoudssuuuusenisesn
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Fu 5 Ussan sl 1. mMsTiomansos naadaeile q AlE Wy 0193 vu wiedd ves
du winimeaedldliulifunsuiasnigld uarasswauvosndafusitu q
2. walaud (Challenge) Aomsidunuutsiudsanunsaassmnuaynlvifudvu mileug
srnainalyd iuldidluguuuuutsmoutiam, wiiiy, fgadaund vieuteiuls 1
Alé 3. psvieadien mnedenismaseundluvieadisndaniudisn o Tnemsthiaueii
fofl wazdoidvesaniufidu q vhlisuAnanuaulafivgluifisrnuaseuaiaiiy
0. lovldlnd (Lifestyle) Aomstiufindinuszdriuvesinuans enafumnnisaliiiauls
ffintu WumaiBamanisaidldaeiy msdutae wieudiudnisiuduveadnies
Sfumsnngmansaitu  vesiunases fannsnadsenadlaliiumedulssay
i{l# uaz 5. azasdu WunsamunumanyRlaeduaninosliynsvosmuanaduini
Fodlunseudivemanisng o Tnewdomdusindunasuiia
Tnsmsideninguuuumenmsasfueglsiu hihnsdmnaguuuumensiinds
#sumnafeneglurnzdu dfddifenduluumde Sdussesussiandu Alild
avuaulavesiansensadiuludevdesveausarUssam wu ddamsesuuiids
TawdenUszammataud wazdranmonsiaiuaulalubesianssumsinemans
Anausmidomaemadunilyifiinmeasmisuinemans vidofiamavas
dslianudisulssinnagasdu wardnanenisdarwauludenmisduems Aliaa
sensfitidomiifussasduifidonisatuewnsing 4 Wudu delhdemiinanesn
11 T8suenuiiey Snvedwinlidesdidevnlulufionadientu uasvhliaudwesldii
0eaf Bnhadadnesentsadiaden Wednanvosiimuaulaenizdueguda
funousiolufe dunounisudnseniaiin (Production for Kids) lutunauiiifu
funouvasmssannasine dsdudunistrevhmensiiioras YouTube dwsuiin aumas
widsniinadeedtinagmngaunt insgdmaiiniseannas wienstevhiueiane
yhlinfamavinuiiifausiuaunn wimseevhildldldgunsal wasduaumudun
s unsaevindiazenn mingh inzghaduduiiu senmidune wl vesinuansmdn
drudlovn videuazasiiy AldldTinmsnuuiiadududou ndnfe fidesmdiiudes
MNARUT 1 e Sudl 10 msenesi Aaszanediduil 1 deu uagsioidledluaudaddiud
10 Inglsifmseedduvdaneu iwunsane dwuil 10 Aeu udAsssnaea U 1 1desan
dnuannirtu Wuindn fensadiliidiladesmeinmagiudossuuuaduluan Snvis
ilernuazain uazmndilunsiievidnig e1aesiifieanisdneninunsn (nsert) nds
nseevinti wunsIIman S fasfumsmuddulFes q auaunsin wazes
szghenmuesandeiu  Wuddlusseslng e lidhuddudodnetaeu iouselomd
Tunsdtaste diunnunauls daluFesesunazasiu dnuandisnudesiasiunnn
T inswdnvgudiunasasduiissudndon (Plot) Besasn 9 winu lufuderh deu
flazfinnsanerese fldwuiissudnisuenifodesnsn 9 WAAIUNLEANY WASYUSLARS
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[V V)
(%

fvhmsangld venunlulnegiiu vierhuestessionistiues alifiemuazanginid?
Tumsehesh msziinuansiudaduineg Tsomafiaus vieanusidilsiannsndunazes
1§61 9 visonssuunazas Sesndugedditmsuenundninte Sntedeenunsausuiien
malaginfulfegnaiud Redfifielimilouaufuonsuaivesinuansluvnedy maed
insaeien vidoaseianniuly ensvshliinuansersuniide wasshliimsuansduoonin
iBulumuanudoansvesiiuld Snvisinuanstifuynsvesiiiudnge Tuwiosman
wanuiuludesmesmssalalumeha, anubudin wasanudusseuniadnde
Funougeving sumeundsnisudnaienmaidin (Post-Production for Kids) dsludi
poutiUsudiundndomssinde Tnsndnluniadeusdenmiu Snsdeseiidul Tnglfneda
Jump Cut (MIdIFuAMRUUANNSZIAR) Aomsdeunwandesmilsludndenniauy
nyviuty Usmananusiaiiles shlsiauidnnsean videnszlean 1Wunainainnisiiden
FoAMLUUAR (Cub) Ingvuinamiivuiawiibu viesinmsudsuudaniiondnies (Toudin
dngnsansne, 2563) Tnwdndidaooniuiiy WWudwivhldeddiaudabe shlveaud
puhaulawazinfeay anunsedu wazdigiuads Tngeradddsloiananduy
dutien mszarsfimamsuninduyntu Snvisumdniludnfdnlddudane defin
wang viiedaunnsasannsdievh daiuluduvesmsudluduiiunnsosiu Jso19azl
Aosflinniin 919aziiiissnslinmunsn (nsert) Aomstnanming wiodsln q MiAnTx
Mnmsnszvhvesinuanaiiensvgtsmalunisianes (Fadin dndimanae, 2563)
Wy Msunsnanszeylndveswdnsiae wunmiinsgandusi mehulssifureana
nswAnTIemaiiesanatems YouTube Huliififedifnludenoian muisseldues
Yostuananmslawanmg YouTube 1o Atusgiuszaznalunisuumesdpaduiun
naAe Bellffgaduuu BuiliAnlenailawansine 4 asusngliiguilaii daduns
dureldlditudes wilumnuduaiaud desadsiifuasgadvmaniuauay envaziing
Pruugeumeuly wu pduaue 10 wiil rueivvzaudiiviws 3-4 wiidusu ey
msfnwInUd fuudsnnagsufisd 3 Wiy dafuorsvihaauitidomdudu
Tauanelu 3wl TuszegEuduresnsviedy usinlivindeideadussesviland wui
dedvgAy 10 wiit avanusarklavansgrinmensld fadunsiulonaaiies
lelurraudsnan Tasdsiiddafonismuauusseinmavesedulagnslddeanas o
muAuesNaiveatu Insauann viuesawasfazuiusanasiaynaun Juse weny
dmsuidin Tnewmasiivhanld doadumasifudniavavslunsiieaue Se1nan YouTube
Audio Library (Adanasuazides) 1avs lnemiudadesuszneu viaideaeriing (Sound
effect) ffldnddufivasadsnnusaileddiiundusemuiu
Mnmseneidemandesmensuds nuhiduresdenlundutssinnnis
Fimdndfad, vieailen, warmnaiaud axilassaislunisdwunmiiadendeiu fasznou
U 8 asddsznau Tdun 1. fhegremens Tududasdudausn iy lfiiu eeidu
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Fondu 9 vesutisiihaulavessionis Ussanm 2-3 en Sedianuenlnersssana
10 3t 2. liiasenis Wunileudydnualvesensiviligumadildindunens
ovls Sadunefiutudu q wienmilsnnuenlaiiu 5 Jud 3. mandnvinmede e
wlnanensudfaziiusidnuansdsUsznaumetinuanain wazgunases fiuna
Finvnedan vnadieraandunsuusifrudeiilinalad vienafam feiliitedums
dusuugRenalfiduesied 4. nsuusiiondnds vdnduneudneiu fagdigms
wuztwanfasinuildaevils Tnsazduiiestiedu q envesiinnuenussana Sevas
10-20 T0sATMBTIVIT BNV 5. n1sneaedlidndae Prstidudniieniianvey
AU Bep19agiienuemiogiiussana fevay 70-80 wieluldiiuisnslinan Sty
fu 9 Ifegednau waraiennuesnldnandusituine 6. nsasUnavesHinug
Puthanduiishevesmens lasawdunsiiaueisdon Tode dddutaidmmnnfas
fiszoznanUszann fovay 5-10 vasarmemadUavun 7. 113nana81an wBnslunsii
iaue Aagndmsiadvady q laelfnansznuaianilumsnansian wiluuisads
frdsdulunisnanvinmeldnan@yslifsunefinny finastannaniuluged
unt uaw 8. anaunens ludutsdudfivsninis fflyUlaliusssmos wasdornudie
Tiftaulaanunsadrfadomdu q vestedldinntu Tnsuansiiiuiwomsdodany
ooularidu q vewesiiannsadade wany videurumensld dse199fiu Facebook
739 Instagram Hudu

MSWBLNST Fomnamdnde Liules youtube.com Sanansathaauiidasesa
W&l upload Tdiefiowmeuns Tnsasmewnsegvaiiaue Jasdmanedana3i
(algorithm) waatas Bunindnvhegsahiane YouTube aitlainduvosiidigauniw vidlsk
Fosamunanusnglidiuvesaddiuluiulesd dwalomaliuldnafamufissniudn
#ae dunslaudin (Tag) vaemdddug Wevenenduiematiduddalunisaum
fanslddruumeauans uasldlignan saudansldnimuuinge (Video Thumbnail) My
snFenfuindulnvesadvusasaduiinzuandifoulfidiu uasifenvy dadu amewn
dofl anunsnatmmhaulaluudensundudu q 16 laodwewosansnainsanm
Fusrlvallianls endudaamdniidudin lnemslinmiaduiifenels dnanlnem

2. wmsmaifindiuaugRamudesesnly Surlgouiwes

nmsAnmnunimafisswuudfensduiuisdienazeuau udansoagy
Huuwmnsldl 538 16un 389 1. maweunsaduogrsainane nmsdmuaiunatlunisme
unsnAUatsaatetuasyhdaneTvimes YouTube dilvidesiindridudesifiamnm
wazazhlinaUsing 4 vesadluusnguinstu lihannsdum vieanaauilusieving
58U 9 wsinm udumeiviligumluilbinevtesinan tnvu Saduns
asrslomalidanldundedu 389 2. nadudomlvluwumdauumands Hunns



102 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

v '

asnanuIndliiudunindfesnsgraunillemussinniu fagsespniweseasiu

(%
v v

dusudu q snvedadunisadreanesfiuliiu YouTube Thandrdnuiuintesweasn
wiillumsla Wefiaudumidemusziandu aduludesfarluvsngiudusudu 1
Jadumsadrslonmaliiualsvn uaznafnauvosdnuiu 357 3. msvelitfvunafinna
mnefanisvetusgensslunsanandiinuans viefisnslusions islguilddngs
nsnafana mrrluuedamsiuruiennumdamauislivlidafiasnafinn
ueigngsdusenisuenviseiieulsifuuldnafinns fazvilvgvaUfoFmnuls 359 4. ans
wansIsnaAnmy vanefinsuandiguulasunsuiaisnafanu inszgvudidngdu
$in Seazeennaamutesiu 9 uilinsuddinmsnafemu Seesdeuisnisnafnny
Tnodusnasduisnmsneiamaulusetiunslinsdwidede dansuansiBnafamud
Fuiloaszeznandu q lunduwhth uasdsi 5. mseeaudu (Collaboration) manefiens
dgrdusmifudesdu q il ielfineundrduiidnesiutureadu q awtilsdiifanu
Y995u 7 BuvuedUiude JadunadalenalitutesaunsofeRanuanyosduls
wnnafenugedld Benldiudunsniiovestiaesios Taslduseloiag

2AUTIINANITIVY

NHAMTITBIAUAT WUT1 WLINIHERTEA YouTube dwuidinify anunsn
waduduneuls 3 duneu 1) FupourounSHEATIBNSEN (Pre-Production for Kids),
2) FunoumsuansIBNSEN (Production for Kids), Wag 3) JumaumndsnisHansIen1sLen
(Post-Production for Kids) #sndneadafuunfnvesiuneulunisuansionisingsiesl ves
uayy Alsat (2549) wazunAnlunisuantessenIsme YouTube wosiana dde i
uay ugna wandsnil (2551) Ineflseazdenmsediuseravesusastuneuswioluil

1. Sumpureun1sNanTIBMIHN (Pre-Production for Kids) wudn fitfaseiidne, J
AonstimuauuiAnvessienis tagansaudssUuuvvendemseniseantdidu
5 Uszunn MsTimandas, vataus, msvieadien, laalng, wazazasau Tnoi 5 Ussiam
i ilafisuuuuiinned Taefidaszmanednu Swmsstuuudnues Jana dadetand way
ugwa mawssml (2551) MAeatunisdrevisensinsiamiuudumesidn Swsvnoude
Sasy 5 Uszns Tnefirmaweaiiemvessensdmiuiinma YouTube 1 finsusu
Wiy viFeldsuanudsadutag q W fedu Tueuneam inslinafisduguuuuveaiomn
Whundis wieanasaniuld Snssuarudenludssamidomdinanantiosas

2. HumeunSHANSIBN1SLEN (Production for Kids) WU dumeunMSHAREIMSU
5791158 YouTube tufunisanevifiGouine azean uazsinga tiedadenady
Usinalumswan Tngavdenaniossornauostuneundsnisnansie s nsanevinds
Julvluguuvureamsarevinuuudrdiusieiles Linear production Tngitiulunisdiiu

s innninaan ey msenguivavandaduin lildaanidmaunmuesnay
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firosfinunings eusvelifidiomiinaula uasaynauu Tnedetemdiusuidou
un waziiomn Waenndessesssumilumsaeriluudavaseunss Tiviudaedt Wuns
ahedastliiuiansemsmasunsaieh fsdefuuuafnues Jana andaiand way
ugwa #amssatl (2551) Mfeatumsenerhsensinsimivudumesiidn Fwsznaude
dasy 5 Usens laun 1) daszandedninauan (Freedom from Scheduling), 2) dase
AMNVDINNANIUNTULAY (Freedom from Geological Boundaries), 3) 8a35z31n784110
MUY (Freedom to Scale), 4) §aizﬂﬂﬂﬁaﬁﬂﬁﬂﬁﬂu§ULLUU (Freedom from Formats),
uae 5) Saszmﬂqﬂﬁﬂmimmma%qLﬂ'famm QiEgﬂﬁﬂU%Iﬂﬂ%LéﬂJﬂ%’NLLazﬂ’JUﬂMLﬁ@ﬁ’]t@ﬂ
(From Marketer-Driven to Consumer-Initiated, Created and Controlled) ausanlaan
gudunsdhevisenmsdmsuiinuudumesida wie YouTube i Wumisiiaziiivdase
Snvilsfufe Basedunsanesi (Freedom from Production)

3. SumpUNEIN1IHARTIBNISHN (Post-Production for Kids) 21nuuaAnuieiu
Funoulunsndnsenisinglnsvim (usyy A3lsay, 2549) Iduusduneulumdanisudn
emMsIinglnsvirdeendu 3 @ Aoludiuvein1sinde, N15ATIAERY, WazNISUILELS
Tnwannsnefunelasagulddswiolud

lunsdasedaduilandnvestunoundimandamensdmiudn fifsdeuses
nsenesitluguuuuithala uazswalie elvididsnguitmane uay Platform lu
YouTube fiffwuaglinanlunmsfisnsantanunmvesedulunafies 10 Jui usnitlsiiiu
pav inszdeaulsnaula fuuffsalunmsdaduladsundy dafuanmsdnwny
1 10 Fwfusn Tamsduduihalafignuessonsdmiudin ilofegaliifvu Suwm
paUdsnanldeuIuiign

MnmsAnmwuIINsdensenm uazmsdadiuvesesdUseneulunsddunn
du famddniidumilunisadgiioy viedusimualisensiaudiala
Tnemsidoustanmiu azldinsda (Cut) annfian Tendreadatunmsdoudsenmiildmiy
ameuns Fldnssnunnimaliadu o Wy nM3a19am (Fade), n13a19diou (Dissolve),
w3ansnAnIm (Wipe) fisesnsiennumunglutadofiunnsnesu (Godin dndundeamsie,
2563) e nsdinti Sddinadianisandunimuuuamnsglan Jump Cub) Tnedsidann
arusteiiies winaiildndurilsiaduiiug ansgdu diaula wasgimalis adeduTines

o =

HUUNBUNIUNIG YouTube MA1n0SUIEe daenisvulrauedvednasinisd auduinun

Y
a =

finsanfnudedsansslsniveinstundutssanii daurronssuivesdundn
wiedln dealiionad vsenadenoinniiiels
NningusrasdvesmsideluBesmsmuuimsnsiinduiugRnaadeaunly
Sulgioniwediiu wul maiusugienuiy Wulsiduamsdeshmanaianude
nuies Inenduaufmeladuyanadetossenisii q Jadudemesanniazyilvieu
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fatinmsasrlisunefsmuiiteifunafssuugiudeutu feanaineiuila
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WlevnuumsimnzauiumuuazaseuasIlunsHEnTes YouTube dmiuiinsely

UaLauBLULA

forauouurdmiunivelueuan i

1. mstinsAnyidenuamsnsnantes YouTube dwduiinegnasieiiios lasan
Huiomiidwadiy arwnsafimaudeuntas dWady aueraduiladefifnadenisidiy
Ussiamvaadevnvessemsdmiudinluoian

2. msthnvafidunuanmsineide lunnasswdntes YouTube dwiuidin
Wetduuiduaisassdlaglinaasuvesnddslusosen ensaudesdmiuiini
WIS UR LLazaqﬂmami‘mmaanﬂﬁﬁﬁﬁuaaﬂmaéwLﬁugﬂﬁﬁiu
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Aabstract

The purpose of this research is to examine the exposure behavior, uses, and
gratifications of the Millennial Tik-Tok Application Users in Bangkok area. Online
Questionnaires were used to collect the data from 400 samples. Frequency,
percentage, mean, standard deviation, one-way ANOVA, and Pearson’s Product
Moment Correlation Coefficient were employed for data analysis.

The results showed that the majority of Tik-Tok application users are
women aged between 25 to 29 years old, earned bachelor’s degree, work at private
company, and having an average monthly income of 10,001 - 20,000 baht. The
research demonstrates that period of time to view Tik-Tok is mostly from 20.01 to
24.00 pm., with time spending between 30 to 60 minutes per day. Behaviors of
exposure to Tik-Tok applications for entertainment, recreation and stress relief, are
mostly for education content (Knowledge, Skills, Teaching Education and Guidance).
The uses of Tik-Tok application of Millennial group users in Bangkok are at very high
level. The average use of Tik-Tok application has an overall score of 4.01 out of a
full score of 5.00 while the average of gratification has an overall score of 4.14. The
research also found that the millennial users’ exposure behaviors, uses and

gratification of Tik-Tok application are significantly correlated at 0.01.

Keywords: Exposure Behavior / Uses / Gratifications / Tik-Tok Application / Millennial
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Abstract

This research aimed to study (1) level of opinion on factors and needs in
decision-making for pursuing a bachelor’s degree in the Faculty of Management
Technology, Rajamangala University of Technology Srivijaya, Nakhon Si Thammarat
Campus (Sai Yai) and (2) factors affecting the decision to study for a bachelor’s
degree in the Faculty of Management Technology, Rajamangala University of
Technology Srivijaya Nakhon Si Thammarat Campus (Sai Yai). The samples used in
this research were from students in two programs of the Faculty of Management
Technology at Rajamangala University of Technology Srivijaya, Nakhon Si Thammarat
Campus (Sai Yai) during the 2016 academic year. The sample size was calculated
with a confidence level of 95% and a sampling error of 0.05. The 4-year program

sample group had 180 students, whereas the 4-year transfer program sample group
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included 221 students. The overall sample size was 401 students. To obtain a
comprehensive sample reflecting all fields in the faculty, the researchers used
Proportionate Stratified Sampling. In this study, convenience sample methods were
employed to gather data using questionnaires. The data was examined using
percentages, means, standard deviations, correlation coefficients, and Stepwise
Multiple Regression Analysis.

The results revealed that the overall level of opinions on factors affecting
the decision to study for a bachelor’s degree in the Faculty of Management
Technology of d-year program was at a high level (X =4.41), which was also the
overall level of opinions on factors influencing the decision to study for a bachelor’s
degree in the d-year transfer program(X = 4.35). When all aspects were taken into
account, the d-year program had the highest average (X = 4.53). This was in line
with the four-year transfer program; the curriculum aspect also had the highest
average at a high level (X = 4.45). When considering the level of demand for pursuing
a bachelor’s degree in Faculty of Management Technology, the results showed that
the d-year program was at a high level(X = 4.43). The d-year transfer program was
also at a high level (X = 4.41). When hypotheses were tested using a stepwise
multiple regression analysis method, it was discovered that for the four-year
program, the curriculum factor (X1) influenced the decision to pursue a bachelor’s
degree in Faculty of Management Technology at Rajamangala University of Technology
Srivijaya, Nakhon Si Thammarat Campus (Sai Yai), with a statistically significant level
of .05. For the four-year transfer program, the curriculum factor (X1) and the public
relations aspect (X4) both had a statistical significance at the.05 level in influencing
the decision to pursue a bachelor’s degree in Faculty of Management Technology
at Rajamangala University of Technology Srivijaya, Nakhon Si Thammarat Campus
(Sai Yai).

Keywords: Factors affecting decision making / Faculty of Management Technology

/ Rajamangala University of Technology Srivijaya
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Abstract

The objectives of this study were 1) to study information exposure behavior
for online shopping service via Noon.com website among residents in Jeddah of
Saudi Arabia. 2) To study the factors affecting the satisfaction and decision making
of online shopping service through Noon.com’s 7C online marketing communication
strategy in Jeddah residents of Saudi Arabia. 3) To study what has influenced Noon.
com’s success in using online shopping services.com by in Jeddah residents of
Saudi Arabia. 3) To study what has influenced Noon.com’s success in using online
shopping services in Jeddah residents of Saudi Arabia. It is a quantitative research

study from a sample who lived in the city of Jeddah 400 people in Saudi Arabia.
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By using the method of collecting data with online questionnaires via Google form
and statistical processing with SPSS program.

The results of the research can be summarized as follows:

1. The demographic characteristics of the sample, which lived in the city of
Jeddah Saudi Arabia found that most of them were male. Age between 20-30 years
old with a bachelor’s degree and most of them work as employees of private
companies. Them have an average monthly income of more than 50,000 baht and
most of them are of Saudi Arabian citizenship.

2. Noon.com news exposure behavior of Jeddah residents Saudi Arabia found
that most of them had information exposure 5-6 times/week with a period of access
to the website more than 60 minutes/day and most of them are accessed during
the period of 8:01-12:00 p.m.. It was also found that food/snack products were the
most popular when users shop online through Noon.com buying more than 1,000
baht/time and most users access the Noon.com website via mobile phone or
smartphone.

3. Factors affecting Jeddah residents satisfaction and decision making through
Noon.com’s 7C marketing communication strategy Saudi Arabia. It was found that
the average level of satisfaction affecting the decision to use the online shopping
service via Noon.com website in terms of context, beautiful color design was 4.78.
In terms of website content with information being updated and updated always
equals 4.75. The social aspect which was written through a web forum was 4.76.
The response to the personal needs of users who were able to recommend changes
to this website was 4.76. The communication aspect, which was able to contact
the company in many ways, was 4.72. In terms of commercial businesses that use
this website to always trade, it is equal to 4.82. The link that the user receives a
quick response from the company is 4.69. By the satisfaction and decision to use
the online shopping service through the Noon.com as a whole has an average of
4.70.

4. What made Noon.com successful in the first two places with the same
average of 4.75 is that when users want to buy products, they think of Noon.com.
Even if there is a website to buy new products online as a market share the users
still use the service through the Noon.com website and the users will not try to
switch to another website if they are still satisfied with the Noon.com website equal
to 4.74.

Keywords: Communication Strategy / Online Marketing / 7C
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Abstract

This research is to study the effectiveness comparison between Google Ads
and Facebook Ads in order to purchase a product. A case study of the brand "Prik
Kaeng Nam Jai" under Kerry & Spire Co., Ltd., is being conducted. The objective of
this study is to compare the effectiveness of advertising that leads to purchases
with that of both platforms to see which channels generate more sales. The Google
Ads platform uses a type of search through Search Engine Marketing (SEM), using
keyword search. And the Facebook Ads platform used a banner and caption that
generated the most interaction with the purchase. The data collection used in this
experimental study took place for a period of 7 days from April 24, 2021 to April
30, 2021 via Google and Facebook platforms.

The results of this research is to compare the advertising effectiveness of
Google Ads and Facebook Ads platforms, revealed that both of them could lead
to the process of purchase. The Facebook platform resulted in higher purchases,
and the cost per purchase incurred was lower than the Google platform, showing
that the Facebook platform was more productive than the Google platform. However,
it was better to use both platforms side by side because both platforms could

generate purchases.By controlling the cost of the platforms more appropriately.
Keywords: Facebook Ads / Google Ads / Search Engine Marketing-SEM
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Abstract

The objectives of this research were (1) to study consumers’ opinions on
marketing communication factors of Sweet Shine Coffee shop; (2) to study consumers’
opinions on their decision to use the service at Sweet Shine Coffee shop; (3) to
compare. Consumer opinions towards the decision to use the Sweet Shine Coffee
service classified by demographic characteristics (4) to study the relationship between
marketing communication factors and the decision to use the Sweet Shine coffee
service. It is a quantitative and qualitative research. Therefore, two sample groups
were defined as follows: quantitative research. The researchers calculated the
population who regularly used the Sweet shine coffee shop, which were approximately
1,200 people per month. From the list of receipts for the month of July 2021 of the
service users using the formula to determine the size of the finished sample of
Krejcie & Morgan. The confidence level was 95% and the error was 5%. A total of
400 researchers were randomly assigned to a specific group and the sample was
determined in the qualitative research. The researcher used a method to select a
specific sample (Purposive Sampling) from 10 people who came to use the service

at the Sweet shine coffee shop. The instrument used in this research was a
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questionnaire. Marketing communication factors affecting the decision to use the
slow bar coffee shop using the Moka Pot method of Sweet Shine coffee shop
consisted of 3 parts and an interview form. Marketing and decision to use the service
of Sweet shine coffee shop From 10 people who came to use the service at Sweet
shine coffee shop, the instrument used in this research was a questionnaire on
Marketing communication factors affecting the decision to use the slow bar coffee
shop using the Moka Pot method of Sweet Shine coffee shop consisted of 3 parts
and an interview form. Marketing and decision to use the service of Sweet shine
coffee shop From 10 people who came to use the service at Sweet shine coffee
shop, the instrument used in this research was a questionnaire on Marketing
communication factors affecting the decision to use the slow bar coffee shop using
the Moka Pot method of Sweet Shine coffee shop consisted of 3 parts and an
interview form. Marketing and decision to use the service of Sweet shine coffee
shop The results of the study revealed that the people who used the service at
Sweet Shine Coffee, the respondents had different demographic relationships, the
decision to use the Sweet shine coffee shop was different in all respects. There was
a level of opinion about the marketing communication 7Ps of consumers who use
the service at Sweet Shine Coffee shop overall at a high level with the highest
average, followed by personnel or personnel, and physical characteristics and
opinions about the decision to use the service at Sweet Shine Coffee of those who
use the service the highest alternative assessment, followed by the purchase

decision. and the perception of needs
Keywords: Sweet Shine Coffee / Marketing Communications / 7Ps / Decision

unii

nuw (Coffee) tadpshudldiummionluilan Menduiiiaumenianizsi
uazsanAiduendnual nuanfurantafiauudiigninsedusiainie ThAnausdniu
1 naeUinswidn faurhlandlngfouuilnaniu 2 aewus fo Wuses1df
(Arabica), ffuglstas (Robusta) irunsssAsmsthwaanunsndunaziden saufanisd
wazn sl wiwdetndeu Taudsmsususisanivesnulildessasalunisiu wu
nslaiinna w videlnld SuneliAenuniifsavafiaumarnuans asnsofuliviedon
wazfu VilAsnaiulatuegwiaios Seudn Tulie. 2552 gafaduniun Tyaen
yINInaIenT 14,083 v uasdintudu 17,600 dmuwilu® we. 2557 suiu

HANNIIINNTIURULUAURINgANTIUNITANYRIHUSIAA TaudsUSunansuTinaniun
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Tussmadaudd wa. 2558-2560 fiutustssteifiontuiu TneledsUssanndosas 56
(AugIRendnsing, 2561: saulatl) NANTAUIIINKANITIATIENIINTIBITUVES Euromonitor
Auansfesnavveanarniunululszdlng Weauilulne, 2561 f9wud
nuHUszanm 8,025 $1u FudulnnTieufesas 4.6 mnfinnsannisdfisduvesiunun
Tuts 5 P wuih dulandedesas 6.2 (qudsaaiesifiognavinssueimns, 2562:
soulatl)

melinsdsundasesdsnsluyngaynaiy vuanuvanmatsvesgsianeld
mMsuvstugs Tnefinrsananmadulamaasugia wasnginssuvesuilan fidennded
funsiaumsiudeay welulad sudsnsldauluinssdriuiuedodening
Foulounaluladundstu (Marketing Oops, 2563: aeula) JwihigUsenaunsineds
AsosUTUsh TesanR unsniseana nszuadsa uazthmaluladuifiussansnml
LAgsAY LesosfuMsWisiulunnguuuy 9nanzauiumIuYes e Lasugho
maidies mullufimaundszuinves lsrfindiolaialalsun 2019 (COVID-19) fiAansszun
szt dausiuaned . 2562 uaznszarsluilan vilivangUsunasidudesda
Uszina iedostu dudiuazmununisunssznin sudsusemdlnedunisdulsanad
#Sunanseuannsssuadsiindausuaned we. 2562 iyt shlssguiale
AosszniAanunsel anidu lngeAugnuIanunsEs1vmnU (W.5.0.) MIVINTIUNNT
Tuanunisafanidy Wemuauaniunisainisssuiaveslsafndeinonss Rudtudl 26
funen wa. 2563 Muautlagtulul wa. 2564 Falsaszuimdimsnanesiusluvansane
g dsmalviisuauRndolunsaymamuns Uuume findueginaduasdeides
FedndusesadiFanasnsidudulunsihag i sasfimsnuaunisunsszuavedisn
Lﬁammﬁumﬂaaﬂﬁaé’mqﬁumwLmz%ﬁ@ﬁaamiwwu WAZANSIIUEVY SUsEINA (UTEn A
FeamsveneszznamsUszneaniunsalanidulunnissiesiivihavetandns. 2564: 31)
NnRIMIIuiiednvauUasnsevesssrvilulssma silviAanansenude
dan 113/ M3 Taesaa WU NansevUsoUsEInTL fUsEneuns Maviesilen 53ia
nshiuInIsnng q sudeuemsynusean uaslymidindidinsdamaniaiasygialy
szevem Mnanunsallsnszuiafinansiunundesusiliaeniuiueuiuasuntag
melitetafunengrnevesiziioannisunsnizangvedlse widediiadanan elviAn
nszuaMIYNEIRaILNUIIUsELAN Slow Bar fimddlasunadeslutiagiiu ilesanniu
snanawuiios gunsailiinn W ligaendudou lideadeanini figunsalfindeute
Iefazain Jadumaeseniidvesiusznovendnilelul viiegiiaulagsiadinann (Fumis
wrswFooula, 2564 : poulay)) TsaonadoatunsiinseiauionuazgsAaiununLAL
Slow Bar %83 5u1A1SNFINN (2564: eaulal) land191 ningAaseganaslsalida
Talsu 2019 Aszuialudlagu nduhlsfunuuus Slow Bar shmanaldegnaseliles
mszifenguiuilaaae Real AuveulazuannsavAnuiuings Tasfrunu
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w3 Slow Bar ulallgliussenma mannudsiuitefsganguiiuilag usldaruanunsn
AN ANUTINgamZiITeIUIRai wasamAveanul nundunisindulidnd
Foaflfunugs IneuiudsmsevinueSuideivgy iuaivivessannuniliydaguilna
Isg19f nszianmuionnumiua Slow Bar MdunAnmanmsaaesnuiuldliaensuiy
msdsuuatuazanudenvedfuilnnaiiu Sweet Shine Coffee WuFuAUHLLA Slow
Bar M daliusnisadausn ewou unsau 2564 melalgmvedlsnssuinuazingini
wAsugAa FudawnAslunstesaiumundn fansaedoutield lnedegsunuuuin
auassrEuTEuNe Falals UsniaReusiinan 06.00 - 10.30 u. el $1u Sweet
Shine Coffee figaiiudndny Ao MsliingAufifinaunin uaznswN ALY Moka Pot
Hunsssnuntaladdmanu uazdwiugunsal Moka Pot #ldsuavsinailale.a. 1993
ﬁ]’lﬂm'ﬁﬁ@ﬁu%aaﬁﬂﬂﬁzﬁwﬁ% Alfonso Bialetti (Stovetopcoffeeclub.com, u.U.U.:
ooulat]) degaduresniswmunangunsaielind illdnunidsanfdudu fndu
veuduendnwal

fiail Tugaveamautedunisgsia resadsmarilslunden q fumsiaunaud
uarMsUINS fuszneumsunuldndudedduuidnmamsnaia lnsiamennsdeans
ynamsaan ethinyszndldliaonadosiumalulad nszuamnudey nszuadsnuyn
Tvai vilviUseneunsanunsadafanssumnanismann iledeansteyatnianssnuaudi
wazusnsliuanguanAndming Wy ndnsdae $1a1 M3duasuNIInan yana dnuas
MINEAN LagnseuIunIs WuRu (Kotler, & Keller, 2016; Armstrong and Kotler, 2014)
uaymsdaaTumansnann deilueiodlefiddny famnsadearssevinaguszneunis
wazifuslnaldifuegnad eliAnnssud andn uasduveududi (faen agismd, 2550)
sufditesmemsiomsliiAnusgloviielifuslaaiiansfusimamssuilugnsly
Uimanieiinnstotidmaressfnludaintviundety

Mnanuunuagvanaiana iy fiseddausjmnglumside Ges Jad
msdeasnsmsmanaiadmanemsdndulaliuinisiuniun Ussam Slow bar lngldis
ASTIUUY Moka Pot wesfuslan nsdifinun $1u Sweet Shine Coffee tilerdeyailan
faunmsdoasmsmsmanslvaensuiunginssuuilan wazanunsoinanisideluns
TakunagnsnImIIaauaradedeliiuToumenisusiusarasedaduilaalinngedu

IUILEIAYDINTTIVY

1. AnwinnuAaiuresiuilnasetiadenisieansmisnisnainuesiiu Sweet
Shine Coffee

2. fnwanudniuvesiuslnanenisindulalduinisiiu Sweet Shine Coffee

3. eAnweudiusseinatiadensdeasmansnannfunsdadulaliuinig
37U Sweet Shine Coffee
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YAUWAlUNTITY

TumsideiEes Jedumsiomsmensnaedidssasensindulalivinisiuniun
Uszunm Slow bar lagldisn15wauuy Moka Pot ¥ae5uslna n3alAn®1 57U Sweet Shine
Coffee §Adeldrmunouinnlunisidely il

1. youaiuUszang Ae fuilnailiuinisiiu Sweet Shine Coffee

2. WOUWAMUSTEZNAT Ao MruaszazaTITeLanUTIUTINToYe SEWI
Fudl 1-30 manau w.a. 2564

wuaAn Nauf uaznuiseiiiendas

Uadgdruuszaunnanisnana 7Ps

Payne (1993:26) lana1andiinignisnisanunisnainvateiiulaiansaldiu
Uszaumanisnann 4Ps WuusaiuiiusEnausenanAgisia Yeamnensinsmineuas
nsfoansiumanan duldinsaunarliaseuaquilazldfunisuinig esnnnns
Uinslaelufanuuanaaandudsssuniall wazladnsiausludesuwidaln lu
Boq “drudszaunisnannuinis” unnlaslanizdiussaunisnainusnissainaniges
Usznaulume d@inussaunisnanauuuiiufe 4Ps laun KanAM9MsIAT Y8INn1e9n159n
Sy wazmsanaunmaIn Sufvesiussnouiiiufuluindn 3 dawfeysaing
VANFIUNNNIENIA WAZNTEUIUNIT wae Zeithaml, & Bitner (2000, pp. 18-21) lana
fan1sUsnsdnuasfireiidanuuanssluandudily de Uimsdudeidudedldls
wae lifishay venwideanduuinsdduiunandundn faiussdussnovvedulseay
nsmanusnIsaziiuinnindiudssaunisnisnatnvesdudiialy Tnsesrdsenovdiu
Usgaun1snann 7 P (Kotler, & Keller, 2016; Armstrong, & Kotler, 2014) Usznoulusaey

1. WAt (Product) 1889 AUALAZUSNIIOUUIENDUMIERANSIIVIEN LAy
wanAnustasuBuandliifiudsnausslovifigndndesnts ensaiistoldiviou menns
wistuiineuaussmufisnelavesgniuaziliing

2. 5701 (Price) e SrunduiidesdieiiioSunansae auduinig el
Sunaustletiannsldnanfusiduiiduefusuutuiisly uenand Smneds
A AnfuslugUuure s T sgnAlilunsiuieuiiieuszninesian (Price)
fifostneiusanlufugmen (Value) fignénagldsunduanatnwanfasiiu Sonnaudgs
ﬂiwgﬂﬁ']ﬁ%ﬁm%ﬂﬁa (Buying Decision) Gﬁamsﬁmumﬂaqméé’mﬁm Fafuaaunsel
4018 warFULUUYRINSWITUIUAATA AUNUNIIRTILAEN 10D

3. PDINNITINTMUE (Place) MUNEDY BOINNITINTIUUIBFUAIUIANS
Adumsdndulafanalunsfiazdmoutinmsliiugndn azdeddnaumudly uas
anuilunisdsevegillnuuas dwoufusgisls FefiRedomnanisdadminemadiy
MenAnseTeIBiEansedndiules
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4. M3daLEBININAIN (Promotion) mnefs in3eslelunsdeansmaenisnanniie
451977211390 (Motivation) A31MAA (Thinking) ANIAN(Feeling) AIUABIN1T (Need)
uazAmswela (Satisfaction) Tududmieusnis dadunsgdlagninnguidmaneliidn
AufosmManieifiaifiouaimsss (Remind) lusndnsas lasn1sdsadunisnaini
favnanon1uin (Feeling) aArmide (Belief) uagwafingsy (Behavion) Mstodudwio
msvimsviaLdumsfiasadeans (Communication) iteuaniudsutoyasswheuneiugie

5. yaanns (People) vanefis tadomaduyaansamuailéfidusauiuly ms
AanssuMIdaUUIMsIneziinansenuAen1sTUIANNINUINNTYRgNAT %ﬂiuﬁﬁqﬂmm
wturulifisausyaainsvesgsiniuunsirniluieinldinauargniaedu 4 s
fuluanuiliuinistude SusfaliuinmafiesUsvauaiudiie asfeddamumens
TUNIMALIUAUMAIALNITATININITARERNLAZNSENBUTUNRINIYARINT TINEIE
Fosasussgdalifunthauiiieatostomuadnge

6. nwazn1anen I (Physical Evidence) e aouiiuazdsindousiuds
sAUsZNOUAN 9 Tiafunrauandsedslanrukazinanm ausadudioazsiue
AruazmInFeURTRMuLazgnA i liuImITnistasemsnsuinistilfgnéniu
Saaunmnisuinisediantugusssusiig wu msanuseiiu msusanievesminauluiu
MTRAREgNAN NMsUIMSTiTIAG Wusy

7. n3guIuNs (Process) vneds suneunssurunsiiduiulunisyiauuayls
UinsungnAsndeislunmsvihnuaiawavdaeundndnsilagfetendun1seaniuu uay
UFTRIALA N szULMsfiiiusyansaa Tnefienanfedostudunssdnuasiaueuinig
fu « Wfugfulduing

wurAenguifeafunsindule

fidulFAnw AR nguiifeatunmsdndulavesiiuslne nszuaunsindulaves
Huslae MnenasmAnnmsvesinnsraaiangluiazneusnysme ausnaue
demtuanszdrdasing q 13l

nszvumsindulavesuslng

Kotler and Armstrong (1996) liauensyuiunisvesmginssunisinaulae
Fadusdutunoulunmsiadulafiiiunszuiuns 5 suseu Ao nsfudarudonis ns
Fumtoya mavssdiumadon madaaulate uaswofinssunendsniste dauandliiy
MnssuIunsteBuduiourhmtesis uasiinansemundiniste lasusasdunouine
awiBundtagulénad

1. M35u3ANUFBeN"T (Need Recognition) w3an1535u3iaym (Problem Recognition)
fio mafiyarasudieeadioamsniglumues Ssorafntulfiomieiinaindinseduain
aousnuaznely Wy Aadin Anunsevie Anudulie Jssanls anudednis
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2893579718 (Physiological Needs) Lagmnu@oin15i Wumnuusisawn (Acquired Needs)
\Juaudein1saudsniven (Psychological Needs) ?%qma’ﬁ‘:%Lﬁmﬁﬁumﬂmigﬂmzéju
yanaazBouiTsiadnnistudnseduandszaumsalluein sihlsiunanadinazneuaues
Awnszduiiuoeils
2. madumdaya (information Search) aintudleguilnagnnszduunme uay
Astanansnnevauesaudesmseglndtuduilne fuslnaveduiunismdoyauiniy
lnguvastoyaveguslna eUsenausie 5 nqu Ao
2.1 uvdsyana liun Aseuasa Wiou Weuthu aufn Hudu
2.2 umasnsfn I delaran wiinawwe M13UsIus mMadauansdud
2.3 unastszaunisal laua n1smauAn NIRsIvEeu nslkdaum
2.4 uvasyuv e Aeanawu esdnsduasesuilan
2.5 wdaaaes loun mihosuiidenunmeaniasiviomineide
mansnaaLaznandne elvlideyaussaunisainsavesiuilaalunismaaedld
HER e
3. msUszifiumaden (Evaluation of Alternatives) Wieguslaaldteyaainnis
fumtoya Tneguilanaziinnrudlauasssdiumadonsng q dail
3.1 AuauURnEn el
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3.2 fuslnaaglidminaudfydnuguandivesndnfusifse
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3.3 guilaafinmswannenudeiisrfunsidud medszaunisaives
Fuilna wazauideiiefentunsindn i
3.4 guslamdviruaRlunsidennsidum
4. nmsinduladle (Purchase Decision) anmsUszdiumadonazdaeliuilng
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nsdinaulade (Purchase Decision) fio
4.1 ViruARveayAnady (Attitude of Others) SAnanieadaslusu firuad
Fuuan uasitruaiduay Fasinadenisdadula dedudvowiusing
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5. anﬂiiumawﬁqmﬁfija (Purchase Behavior) n&InNsBeuarnnanld
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5.2 M3nszvin1emdsn1sde (Purchase Actions) luaunelavialinela
luduAviseusmsaeiinasionginssusiailioaasuilan
5.3 WgAnIIUNITIaN13A1TnN18189n15%8 (Purchase Use and
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Disposal) Luntihfivestinnisaaiafidesdianuinduilaalduasminduiiuegidls
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NIDULLIANYDINTTIVEY

MiTuEes Jasunisearsminisrandidmanonisdndulaldusnssuniun
Uszenm Slow bar Ingldi5n15ueuuy Moka Pot 995Ul nIaifnw) 571 Sweet Shine
Coffee TnafAduld@nudnuazmalszvins nfmgquiifeadu nmsdeasmanisnans
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wiasdlafildlunsise
MTeEes “YJadumsioasmnenisnanaiidwanenisdndulaliuinisdunun
Uszunm Slow bar lngliign13vaiuy Moka Pot 48311 Sweet Shine Coffee” §33ulsl
fifunsitede Ui ldmunadestieflldluniside saufinsaiauaznismaaoy
in3esiieldlunisise duelud
1. wuvdevaudes “Yadunsdeansmeanisnaiadidmasenisindulald vsnns
Frunun Useian Slow bar laglgignisvauuu Moka Pot 4893571 Sweet Shine Coffee”
Faildnany 3 oy el
moufl 1 dounuanyar U INTTeRaULUUdeUnN tnaidufay

% 1Y

wuudes1uUyeR AdnvazvesuuugeuauduluunsiageusIens (Check List)
U 5 U9

poufl 2 aouaumsiuivesiuilandonisdoasmanisnaiaesniu
U321 Slow bar #1835n15%9UU Moka Pot ¥83571U Sweet Shine coffee flanwaugidu
LUUEBUN WUULIASIEIUUSEUNIAN 5 526U S 7 @1u 5am9eau 34 9

poudl 3 asunuiuilaadensdndulaliuinsniunyseian Slow bar
AIEITANTUILUY Moka Pot U89511 Sweet Shine coffee Inafidnwaziunuuasuany
LUULNATIEUUSEINRIAN 5 SYU S1uau 5§y sauviedy 26 18

2. wuudunieal 389 “n1sdeasneniseann fidmadents daaulaliuinisiu

Sweet shine Coffee” Tagduniuwel 2 Usziiud ey fe Anudadiuieatunisioans

N19NNTNANNLAENNSANFULITUSN15UBIS U Sweet shine Coffee

nsnagauLAzasiiefldlun1side
1. MIVAABUANNNLUUABUNMIEEY NMsdoaTnIsnsnanTidinasienisindu
Tauslnan1unUseiny Slow bar meIEN15994UU Moka Pot 984314 Sweet Shine Coffee
wsnflumsnagouiniesdio 2 duneu deil
1.1 Tunmsveaeuiaieadlefililuniside Tnegfidsthuuuasunsiluiaue
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1.2 msnedeunudeiiold (Reliability) Tnsthuuuasuanulunaaasly
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Wesluvesiuvasuam nmsnneiniusunsuneniames uazaanudosiugedls
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1N 0.7 Feazdeldiuuuaeunufienudesiu war 9nnansvaaounLdedold
faeisues Cronbach’s TaenswAndulszavsuean (Alpha Coefficient) fnefnszy
AudesiuYesLUUABUAM WU TofavessuUsnsdeansnenisnaialaesa A
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fidevhmafununateyalunsidvanngusiesie psdduil
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Moee 5¥NINTUN 1-30 Aanmu w.e. 2564

nsAasvidaya

iAfldRiuinsgvideya il

1. MsIATIEsiTeyaIIN wuvasUamGes MIdemsmanisaaniidstanens
AnaulauslaAnunluseLan Slow bar #838N15BMUY Moka Pot 48331 Sweet Shine
Coffee ffuldR1TunT R uwioludfeisnameada

2. MIIATIAVBYATINT TN

2.1 Ainszsiteya wuvasunumeudl 1 ReiudnvaynalszvInsvesy
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Deviation) miglusunsumeuiinnes wagivuaaziuy Likert Scale 5 56U Jnauang
TATEtoya wazularuvang (3Tn gou, 2550)

2.3 Awsziteya wuvaeununisindulauslaanunusziny Slow bar
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(3% 9oy, 2550) thieyaiilduinneimsaialaslilusunsunonfmosdnsagy uas
U IATIEUoL AN TN
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N5AATIEdaYALTIR LN

1. MInedevauRgIuNsiUSsuTsuanwsaUssrnssanisdnaulauslaaniu
Uszbnm Slow bar AIgT8N15¥MUY Moka Pot 83311 Sweet Shine Coffee Ingltfadi
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Abstract

This research aims to study the production process of documentary film
that promote under water tourism in Thailand; case study, Petchburi Bremen Ship
Wreck. Also, this is a study guideline for studying other ship wreck in Thailand for
historical education.

The findings found that there are three steps in production process;
preproduction, production and post-production. Preproduction, researching and
gathering the data from reliable sources including interviews and documents then
start writing the script. Production, to producing documentary film the researcher
will have to interview the informants who are expert in ship wreck while the
camera team are filming and following along with the researcher while working.
For filming under water, the researcher must hire professional diver with high
experience in filming under water. Post-production, the editing process, the
researcher structures the story with content from the interview and deletes
unnecessary content including mixing sound and insert graphics. The film has been
broadcasting in YouTube since January 5th, 2021.

The documentary film “Petchburi Bremen Ship Wreck” is broadcasting in online
platform since it capable of engaging the target audience better than other type
of media. Also, this learning media materials play a crucial role for learning the

history before start diving.

Keywords: Documentary Film / Under Water Tourism in Thailand / Petchbuiri
Bremen Ship Wreck
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Abstract

This qualitative research aims to explore the digital marketing communication
of small and medium enterprises in regards to their methods as well as their
perspectives and factors that affect in the decision making process for hiring an
advertising agency. The concept of customer and advertising agency theory in the
digital era, together with the concept of factors and decision-making, was used as
a framework for the study. An in-depth interview method was employed to collect
the data with eight key informants from all types of small and medium enterprises
who are users and non-users of the advertising agency.

The study results reveal marketing communication guidelines for small and

medium entrepreneurs in digital marketing that for business groups that have just
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opened for 1-2 years, they tend to look at goals and focus on increasing the number
of customers to create stability for the business. In contrast, the businesses that
have been opened for more than 10 years, passing down from generation to
generation tend to focus on the sustainability and find new opportunities for their
businesses. The small and medium enterprises perform their digital marketing
communications by themselves, assign someone to take responsibility, and hiring
an advertising agency. They do hire advertising agencies because they can gain
advantage of specialized knowledge and resources from an expert since they feel
that marketing especially when it comes to digital marketing is not really things that
they are experts in this field. Not only this reason but hiring advertising agency can
also help them to better manage their resources improving return on investment
and save their time as well as discovering new opportunities and approaches to
business. For those who not hiring, on the other hand, the internal issue within their
organization are the main reason. For instance, they are not currently really focusing
on branding and marketing aspects and the factor of financial budgets.

In regards to the perspectives towards advertising agencies, both users and
non-users of the advertising agency do share similar perspectives that advertising
agency is expertise who expert in marketing and advertising fields. Hiring an advertising
agency is a good opportunity and a good investment for brand and business. Those
who have never had experience in hiring agency; they also feel that hiring agencies
might not be a good choice for small and medium enterprises but it could work for
big businesses that have more resources comparing to small and medium enterprises.

In terms of factors that affect small and medium enterprises’ decision-
making in hiring advertising agencies. Various factors are revealed, including cost of
service, credibility and expertise, previous works, recommendations from peers and
lead time. It is a decision that they do need time and effort to search for information

and consider carefully before making any decisions.

Keywords: Advertising Agency / SMEs / Digital Marketing Communication / Decision
Making
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Heliconia House KMUTT Hotel and Service Apartment
The Development of Public Relations Media Sets on Social Media
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wazHansUszliuAuianelavenguiiegsegluseruinian (X = 4.53,5.D. = 0.72)
ety yadeUszmduiusuudedinueaulal (589 Heliconia House KMUTT Hotel and
Service Apartment gnansainlulglaasa

A1EARY: Heliconia House KMUTT Hotel and Service Apartment / yadeusyundusiug
/dedsnuoaulall

Abstract

The objectives of this research were to 1) develop the public relations
media sets on social media titled in Heliconia House KMUTT Hotel and Serviced
Apartment 2) evaluate the quality of the development public relations media sets
on social media 3) evaluate the perception of the sampling group 4) evaluate the
sampling group’s satisfaction on public relations media sets on social media titled
in Heliconia House KMUTT Hotel and Serviced Apartment, the following tools were
used : 1) public relations media sets on social media titled in Heliconia House
KMUTT Hotel and Serviced Apartment 2) a questionnaire for evaluating quality of
content and media 3) a questionnaire for evaluating sampling group’s perception
4) a questionnaire for evaluating sampling group’s satisfaction. Data were collected
from people who followed Facebook Fanpage Heliconia House KMUTT in September
2021. 40 participants were selected by purposive sampling. According to the
specialists who evaluated the results, content’s quality was at a good level (X =
4.36, S.D. = 0.42), while quality of media was at a good level (X = 4.49, S.D. = 0.35),
sampling group’s perception was at the highest level (X = 4.59, S.D. = 0.73),
sampling group’s satisfaction was at the highest level (X = 4.53, S.D. = 0.72). This
can be concluded that public relations media sets on social media titled in

Heliconia House KMUTT Hotel and Serviced Apartment is practical.

Keywords: Heliconia House KMUTT Hotel and Service Apartment / Public Relations
Media Sets / Social Media.
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NERANIN Facebook Fanpage Heliconia House KMUTT Uag8ufinauwuuaauaiy
d1u7u 40 AU

Gy fud gideanusauannsafanudungiteyssiiuanninamsian
yndoUszdusiusuudedinuesulatl 3aq Heliconia House KMUTT Hotel and Service
Apartment l¢ianABnsidionuunianzs (Specified Sampling) Faugmssanndioguviass
wazBuRTinzadugifentng uwiseendu glvmgduien S 3 viw §denug
ArunmeuEe $110u 3 vy uazdideimaysumsiauasyszidiusa S 3 vinu

woaflefliluntsfnuiifeluedsd Inunsussdua 10C ngifenmagsau
3 viu Tnefinseaiionisdnu leud 1) yadouszuduiusuudodsanosulatl Gos
Heliconia House KMUTT Hotel and Service Apartment 2) LLUUUﬁzLﬁuﬂmmWéﬁuL‘ﬁam
wazsnude 3) wuudspiliunanissuiveangusiesns 4) wuuUssiiumufianelavesnas
TPLEAR

meleresitoya n1sidensailimatanannuuuusaiu Tngldadn Ao duade
nazdudesuuasg Iy
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WHURIAASTUABUNM TRIVIYAFRUTE AN US ULADdIrNaaulall (584 Heliconia House
KMUTT Hotel and Service Apartment lalinann1s ADDIE Model (8fiw# aunati,
2557) ¢iail

AnwinguuaznannisineiunisesniuuyndeUsenduiusuudedinueoulal
1599 Heliconia House KMUTT Hotel and Service Apartment

v
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WanyadeUssduiuseaulall
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WewnuUsELu
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USnwuazveuugiinane11sdnusnunias et vey
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luneaedlifiunguiegne ieUszdiunanissuiuazanuiisnala
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asuuasussiiung

AN 1 UHURRARTURRUNMSTRIUNYAFOUSE Y dUTUs ULFRdsnunaulal
1599 Heliconia House KMUTT Hotel and Service Apartment

d3UNaN15338

1. iamsiauuazUssiiunanmuesyadeUssnduiusuudedsnsealay S
Heliconia House KMUTT Hotel and Service Apartment iﬁﬁ"}’sﬂéfﬁwmaa%w?iaims@qmu
M&NNSULIMNG ADDIE MODEL Tumsimunypdeussunduiusuudodsnuesulat viilv
Warundodiuau 2 Ussuamiileweunsuudedsseailay THun
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1. wanadeldawasdulnngiin 91wy 8 yn lneilomvasdedulnnsfiniuans
Da9R Uszinm visain $1AMIRINN A99IUILANNALAIN WALTDININTTAARDUDY Heli-

[

conia House KMUTT Hotel and Service Apartment #4il

3+ H
¥ .
man;W _sz _=
TPa £ 06 L”
e L ;.E"-—-"—_;:_. —
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Q =
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7 P——

Al 2 Aoluamessulnnsfinues Heliconia House KMUTT

Hotel and Service Apartment

2. wanIIBENE IAlak NN F1U3U 1 Y0 ANET3 03.11 wil lnelllevnvesds
AAlonuziluansds N0 Uszan foein 591A1090N 89911N8AMUEZAIN LASTINNNg
fnrauad Heliconia House KMUTT Hotel and Service Apartment fsil

1 -

WILAT G ouaoiooin

AvuuUs1IeIULa:S1Endau

undnu yaaons
ooy 204030 30 %
=l T L]
ALDRLInODES: ﬂﬂﬂ\}ﬂﬁ m “

A9 3 FIpEg9de AleuUEUUBY Heliconia
House KMUTT Hotel and Service Apartment
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3. @AY Facebook Fanpage Heliconia House KMUTT Liton1sUssandunusuu

=

dodianeaulatliSos Heliconia House KMUTT Hotel and Service Apartment tAgafiu@e
BUNNIWNwardeInlowusiinNlaanyinty Tnawandddnang Usenn e9wn S1ANMB9Nn
FI0NUIWANUATAIN WALIBINNITANGDVDY Heliconia House KMUTT Hotel and

Service Apartment 631l

OB marictg i ERAITT Tefiln veiieivba

L R el e

0 Avuildiy s sy

ATl 4 wans Facebook Fanpage 984 Heliconia House KMUTT

Hotel and Service Apartment

nansUsziuaun wAULlavuazauRelagdlveIYey
M15°99 1 M1319a3UNaINNSUSTTIUAMA AL

, NAN1SIATIZR
F1en1sNUTEiU -
T S.D. FZAUAMAIN

1. ghudlemn
1.1 Lﬁamﬁmmaamﬁaaﬁ’ui’mqﬂismﬁlﬁa
Uszandunius Heliconia House KMUTT Hotel and 4.67 0.58 SEAUANIN
Service Apartment
1.2 Wemilanunseduuasdlade 4.67 0.58 SEAUANIN
1.3 lomilifianugndesuasihidede 4.67 0.58 JEAUANN
1.4 Wovnimnnhavlauazstuate 4.67 0.58 SEAUALIN
15 LﬁamﬁmmLuuwauﬁ’Uﬂa;uLﬂmmsJ 4.33 0.58 SLAUR

Wi 4.60 0.58 SEAUALIN
2. aunsignnen
2.1 munzauvesn s ildludonn 4.33 0.58 SEAUR
2.2 muthaulavesenudily 4.00 0.00 SEAUR
2.3 mwgnaesweInwily 4.67 0.58 JEAUALIN
2.4 mudilaievestenruildludon 4.33 0.58 SLAUR
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, NANISIATIZH
FrensnUTELiu -
7 S.D. FTAUAMNN

2.5 IPITIANDUINABIUALIVINNZ A 4.33 0.58 AU
\de 4.33 0.46 SLAUR

3. ghunmuseneuiiion
3.1 amdsznoudeansaumngldnsaiuiiom 4.00 0.00 ILAUA
3.2 nMusenevalsu tagtaula 4.00 0.00 SLAUR
3.3 mwﬂisﬂauﬁmmmmsauﬁuLﬁam 4.00 0.00 SLAUR
3.4 @onndossywitsnmUsEneURULe 4.33 0.58 SLAUR
3.5 pmsyneutisvenedenny duasulidladledes 4.33 0.58 SLAUR
Wiy 4.13 0.23 SLAUR
nan1sUszfiuade sy 4.36 0.42 SLAUR

uamsUszdiununnduiievnvesyndeussrduiusiivanntu dunsusedu
Tnefdenmaduion faunmeglunasid (X =4.36,50. = 0.42) Hulumuausigiu
939 definsarluwsiassunuiduiifsadogiiande dudem dnamsussdiu
AN MBglUTEAUALNIN (X = 4.60, S.D. = 0.58) 58%a3tnAe fuNTiinw Inanisuseiiiy

AN MBElUTEAUA (X = 4.33, S.D. = 0.46) uagAunndsenauiilen dnanisusuiiiy
AN MRglUTEAUA (X = 4.13, S.D. = 0.23) Auawy

A15NN 2 AT IETUNAAINNNTUTEIUAMNA A UED

4. NAN1SIATIZN
3189NINUTBIUY N
¥ S.D. ILAUAUNN

1. AUAITNET
1.1 ANAINalveIgULUURIDNYS 4.33 0.58 JEAUR
1.2 AN ALUDIVUIAAIBN YT 4.33 0.58 SLAUR
1.3 anuwnzadlunisdnanemienys 4.67 0.58 JEAUALIN
1.4 sUuuuidnysinudniau uaze1udte 4.67 0.58 FEAURLIN
1.5 Avaesidnuyindaiau uazdireseniseuy 5.00 0.00 JEAUALIN

\nde 4.60 0.46 seduRn
2. uMsnnLazides
2.1 Tadlawanzausiuaw 4.00 0 SLAUR
2.2 Audalau waziaulavesnin 4.33 0.58 SLAUR
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, NANNSIATIZH
F19nsNUTELIY -
T S.D. FTAUANIN
2.3 ANUEIENNVDININUTZNDU 4.33 0.58 SLAUR
2.4 \@paUssenodenadediutiem 5.00 0.00 SEAUALIN
2.5 [@ununsLazidssusznaulanuiii g e 4.67 0.58 SEAUALIN
Wy 4.47 0.35 SLHUR
3. AUNTULEUD
3.1 mmaamﬂé’awmlﬁ@mLLazmiaaﬂLLUU 5.00 0.00 SEAURLNN
3.2 anumdgadluniseaniuy 4.33 0.58 SEAUR
3.3 danuaula Aspesonisiul 4.00 0.58 SEAUR
3.4 nmsiausuudediauoaulay 4.67 0.58 SLAUANIN
3.5 Anuasslunisesniuy 4.00 0.00 SLHUA
Wy 4.40 0.23 SLHUA
nansUsziueas s 4.49 0.35 SLAUR

Han1sUsEIluAMN A UFR YRR e UTEs ARSI LU TUsTEIulnY

=

Gergiudednunmeglunmeid (X = 4.49, S.D. = 0.35) Wulumuauufgiunis
Vo LilefansanlulsaziunuInunlAnedeaianfe aufienys dnan1suseid

+D ) e3P

annagluseAuaun (X = 4.60, S.D. = 0.46) 583a381Aa AUNITIENNLaLIEeS KA
nsUssiiuaunnegluseiud (X = 4.47, S.D. = 0.35) uagAunsuliaue dnanisuseiiiy
AN meglusEAUA (X = 4.40, S.D. = 0.23) AUaWY

2. HamsUTEiuNsTUSveInguieLs
M50 3 ANTMARIALRRS KA AL T UUNIATIIUYRITEAUNTTUSVBINAUAIRENS

, NANTIATIEN
F18NsNUTELIY -

T S.D. | szhuamAIN
1. ¥uFu31 Heliconia House KMUTT Hotel and
Service Apartment saaganelusmingdomealulad 4.65 0.62 | sefuniign
NILIDUNATUYT
2. nusui1 Heliconia House KMUTT Hotel and
Service Apartment ﬁgﬁag_j U 12-14 evnsvensa 14 | 4.63 0.70 | szduannitan
Fu wminedomalulainszaeundiouyi
3. v1usui1 Heliconia House KMUTT Hotel and
Service Apartment lriusnislugduuuviosingeu 4.50 0.78 SEAUAIN
WAYIIEAOU
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§ NANTTIATIZN
9NTNYUILIUU N
7 S.D. FTAUAMNN
4. vnuSuihiviesinriavae 3 Uselan laun Superior o
4.55 0.68 | sesiunniian
room Deluxe room 1 Wag Deluxe room 2
5. vnusuhhundsiesindseglunsastueg ety 4.23 1.05 JEAULIN
6. vimusu3IveainUseiny Superior room ds1AN9in . d
D o 4.63 0.87 FEAUUINNFA
AAUY 1,500 U
7. inusuFiwiesinuselan Deluxe room 1 d51an9itin o4
Coa A 4.58 0.81 FEAUUNNFA
AOAUY 2,000 U
8. YNUSUFIVBINnUsELAN Deluxe room 2 H51A911N o4
Y
D oa A 4.63 0.81 FEAUUNNEEA
AOAUTN 2,200 U
9. usuihwiesinddsdnieanuasainliun Heaueu . .
v . o cco o o« o . ” 4.73 0.51 JEAUUNNEEA
gudarn Ingvietd Wevinau gy nsdni uags1aninia
10. ¥usuiifddsdrwreanuazainluiuiidiunans
19w WIFI Lobby lgeumilsde Wnsvie inensa uay | 4.65 053 | szAuaniign
LASIGNAN-D UKD ALS LYY
11. v1usuii Heliconia House KMUTT Hotel and
Service Apartment dduanlviiuyaainsuastindne 4.60 0.81 JEAULINTIAR
YDIUNNINYIRY
12, inusuiigeanansinse Heliconia House KMUTT
Hotel and Service Apartment @8 https://heliconia- o 4
o 4.75 054 | sgiunniign
house.kmutt.ac.th uag Facebook Fanpage Heliconia
House KMUTT
nan13UsEIlueie s 4.59 0.73 | seiunniige

namsUsziiumssuvesnguieteiiiiemeiauyadeussuduiusuudedany
gaulatiBes Heliconia House KMUTT Hotel and Service Apartment lagsa0KNANTSU
Soglusziuanniian (X = 4.59, SD. = 0.73) iulunuausfigiunside Wefinnsanidy
syiumssuslunsazinu nuhmensiisatadesusuusn AeEesnsiul Yemnamsinse
Heliconia House KMUTT Hotel and Service Apartment @8 https://heliconiahouse.
kmutt.ac.th Way Facebook Fanpage Heliconia House KMUTT agjsluizﬁuuﬁﬂﬁzjﬂ
(X = 4.75, S.D. = 0.54) LAYALQAYTOIAIWIAD ms%’u':::ﬁaaﬁaqﬁﬂﬁ?aé’mwmmaxmﬂ
dun Fosuou gidedh Tnavimd Wevinu @idu Tnséwsi wagsnnndn egluseduann
171'?!61 (¥=4.73,S.D.=0.51) LLazms'%JUif’j’] Heliconia House KMUTT Hotel and Service
Apartment saagnnelunmiingrdoimealuladnszasmndisuys egluszduuniian
(X = 4.65, S.D. = 0.62) AMUAWY
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3. wan1susziuanuisnelaveanquiiegrsisensiaugnFoUss v duiug
vudedinueaulail 1393 Heliconia House KMUTT Hotel and Service Apartment

15197 4 m3aansAtadeLard s uLINAsTINTasTERUATLTINe lIveInguiieg 1

, NanN15IATIZR
s19n57UsEEu y
i S.D. FTAUAMNIN

1 o
1.1 mmaamﬂé’awmLﬁamﬁui’mqﬂszmﬁlﬁa
Useduiug Heliconia House KMUTT Hotel and 4.58 0.75 | szfuanniign
Service Apartment
1.2 iomdarunsedunasdnladne 4.58 0.78 | s¥stumnitan
1.3 emiliideyansuiuuazindode 4.53 0.78 | sufuniign
1.4 iemilanuthaulauassiua 4.43 0.81 JEAUNIA
1.5 iemilsvandunditaau 4.48 0.78 SLAUUN

12de 4.52 0.78 | sefuuniign
2. UMIENT
2.1 emuangauvasnwidluien 4.53 0.78 | szduanniign
2.2 aruiaulavesdennuild 4.28 0.88 SLAULN
2.3 NsagnAMinugnees 4.58 0.75 33@”11mm7iajm
2.4 audlasevesterudildludom 4.53 0.75 isﬁuumﬁqm
2.5 AnumdzadlunIsuNIIAReuTaAIL 4.55 0.78 wﬁummﬁ'qm

W 4.49 0.79 FEAUNIN
3. gunmuszneutiiom
3.1 amdsenovdeansaumnglénsatuibom 4.50 0.68 ixﬁwmﬁqm
3.2 nMusenovasy waguaula 4.35 0.83 JEAUNIA
3.3 amdsznoufimumnzauiuiiion 4.50 0.72 SLAUUIN
3.4 amdsznouildaonadasiuiiem 4.48 0.68 SEAULN
3.5 pUsznouthevetetery duasilid-latodes 4.50 0.72 SEAULN

e a.47 0.72 seAuIN
4. AURIDNYT
4.1 AU ALNYDITULUUMIDN YT 4.50 0.72 5EAULN
4.2 AR AUVDIVUIAAION YT 4.63 0.67 wﬁUMﬂﬁqm
4.3 AULeanlunIsIN9IEN Y 4.58 0.64 | szdfusnniian
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, NANISIATIZH
FrensNUTELiY -
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4.4 SULUUMSNIIANUTAIRY Wags 1wty 4.48 0.64 JEAUNN

4.5 duaanidnysgdaau Lavdieseniseny 4.45 0.75 JEAUNN
1ady 4.53 068 | swdusnniian

5. AUMSENNLaIEes

5.1 nMusenouliddumunzan 4.50 0.68 SEAUNIN

5.2 AuTaaY wavdaulavesnin 4.43 0.75 JEAUNIN
5.3 fdnwiguie wiulddaiau 4.65 062 | szdusnniign
5.4 Fpeussenuaenadesiuiiiom 4.63 0.67 wﬁummﬁqm
5.5 [@ununslagidssusenauilnuingau 4.55 0.64 wé’umﬂﬁqm
1ad 4.55 0.67 | sgdfumnnitan
nan1sUsziueas s 4.53 0.72 wé’umnﬁqm

nansUsziiuaufiawelavesnguiegaiifiden sinmyndeUssunduiusuy
dedsnuoaular] B84 Heliconia House KMUTT Hotel and Service Apartment 1ag s
anufenelasglusefuunniign (X = 4.53, SD. = 0.72) Wulunwanufgiuniside
Sofinsaunluusazsmumuindhuifdedsgeiigade sunsiiaue farwioelaegly
izéﬁ’ummﬁqm (¥ = 4.62,S.D. = 0.72) 5098417178 A1UAISEEAINLALLELS TAuianela
ogluszfusnniian (X = 4.5, S.D. = 0.67) wazsnussnes finnuflenelasgluszduann
flgn (X = 4.53, SD. = 0.68) AWAW
DAUTIEHANSANY

nansiRYAeUsE Ui ULAedsrunailar] ;a4 Heliconia House KMUTT
Hotel and Service Apartment fulumaringuszasdinely Tnemnusdideldvinisass
dolaedamumdnnnsiuavng ADDIE MODEL lumsiimungndeussunduiusuudodeny
ooulatl yhlvianndediuiu 2 Ussinniitewmeunsuudodsnueeulat Tiud deluanes
ulrins1fin 4y 8 yauazdedmleuustih §11au 1 9n ANweN 03.11 wnit Taousns
Ul Facebook Fanpage Heliconia House KMUTT iensussanduiusundedsnusaulay
failnnugditelévinnisidelagldiuuiAn ADDIE Model (afitnfi aynane, 2557) daduy
nsvUILNMsALTueuMBThuINREuduaLEgatuan ansnsasdutunousialy
by 5 du 1oud msdiesed niseenuuy mafau mshldld wegnsdssiduse
Fenmsiaunyedoussnduiusuudedinueeular] o9 Heliconia House KMUTT
Hotel and Service Apartment fimslduundinaegraduszuunazansalszynd
Hlunsfinulfesnamnzan ieliyndoussrduiusivanunuiivanisussiuduly
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puaLBgiunsAne aenndeaiunuiseves myaun wwela (2562) TéAnwuAgty
mMswYedeUss v duiuSLUUTUREUS AudnisAnwideiiles umvinedemalulad
wszaeuind1suy3 laefinisliuuiAn ADDIE Model lumisesnuuuuaziauynde
Uszandusius Gaaanmsanyinuingndeuszvduiusuuuiiufduiug qudmsdnuisie
\flos sinendemalulafnszaoundsuyifinanniu fvansUssdudulunuamig
voamsAnminely wazannsaliussnduiusliags

nansUsziunanwd o fnansussdiueglussdud (X = 4.36, SD. =

IS v Y

0.42) 1N133UV8YaN Heliconia House KMUTT Hotel and Service Apartment IWEJE:J

flvdeyadudiuinsounusuillanss vilideyadlétiamundede uesdutoyaidu
HaimneaedoUszndiiusiiaduldininwvmeasdenverioyatngusrasiues
pghsgnifesoufiaratianasyhnmsesnuuugededu iiliesangideldthuuaAnifety
yadoUszIdITLS Tnaaady ween (2543) lenand nsfasandendeuldtunns
Filsfadnuarvosdefiunnsatu iaduilofi-na funsfidusmvesussrsuthune
Frumnuids uazdunnuamy Ssronedefuauifores s fela uaviivg
nadihe (2561) WWAnwiBesnsaiedeUssnduiudyunmsinviilydeaiifeveangs
NUBILMFININTRULATNANY W Inendemeluladnszaounasuys nan1suseiiu
A mduilomeglusydud (X = 4.46, SD. = 0.51) TnsfimsfinuseasBeniion
Ynquarasdliinsuiunasdanunoufiazainedoduinisindondeniuddulii
aula Faagulidn msadeuszvduiusnunsinuiledeaiifeveanguautiomae
MINTRULAUNANYY WnTInendewmalulagnsyasunaisuys awnsailuldnulaass
namsUsEiuAnNWEude Hran1sUszidiueglusediud (X = 4.49,SD. = 0.35) Tnefinng
ponuuudedulinafinuazdeiflonusirfiasay o Fes uazamusznoudianm
wnzauuazthauly Juilfnmsududenniauesglusedud atidesandidels
HuaRaieIfunIseantuy 3o ANNEIAUDINITEBNLUVIUNT TN (ASNeY Neou
uéf, 2537) uazuAaiEITUNsUsEENRUS Ainsussnduiusiduitnnsvie
nszvaunslunmsmeunIteyaTnasileladuadinuduiug waganudlasudsening
psdnsfunguimnessmelusazaneuenesdng iteviliAneusmiiowavatuayy
mssdunuresesdnsliussqimsuanduiiidnumsvans dsonadosiunuide
vos dlsyy Uui uazdvien senaing (2560) ldfnwsesmsiimundelsaimleifions
Usgnduiussensinsvimiussianduiiauuesoinednueaulal usem lulu usenna
i namsUssiiunmuadudenmitauseglusedud (X = 4.22, SD. = 0.47) fafu deln
farlafionsuszndiusnemsinsimivssinnduisuuaietednuoouled v
Tly vsenaan A1in Fsanunsainluldnuldeganmnin
nansUszdiunanssuiveenguiiesna fnanssusoglussiuunniian (X = 4.59,
SD. = 0.73) faililesanyndeussmduiusuudedsauooulatl Fas Heliconia House
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KMUTT Hotel and Service Apartment fin1w (#gqausseny Uandnu virlingusiogns
ansafuiveyalauaziinla aenadesiunuiAnluni1sfuives unina S3fy (2534)
leinandn mssug mneds nszvaunsulanmnevesdaiisutnan senunidunis
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wan1sUszifiuaufianelaveanduiiee i swannyndeyssaduiusuy
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Fanpage Heliconia House KMUTT uag8ufinouluudauas 411U 40 Ay danuianela
ogluszduanndign (X =4.53, SD. = 0.72) lagldlingusnegnaiuraypdeussvduiug
HIUNT9 Facebook Fanpage Heliconia House KMUTT §Qﬁﬂ13ﬁwu7ﬁ®§aﬂizmwﬁmﬁué
Tamnhadlalasnslisunmuazdonim naonsudssusznoussramnga nglud
dnnuziiduldianaesdielfaenadosiuuumisnsiannufianelaagifunnadiy
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Adevessung Tawied suzed Weans wag A3ia wsuwi (2557) AlddnwiAetu
msadegnde Ussriduiusuazmsiatanssufiauioyszadiiuslasams “agdia
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Tanuld “nw” Mdsanu asrwnasseuianidyainsaiueninlve o uyumasaIusuys

RV TART)
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518”7 wansAnwinuhanuisnelavesnguitegwegluseauiiniian (X = 4.57, S.D. =
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tarauauuzTunisialuly

1. matannyadeusymnduiuduudedsauesulat 3os Heliconia House KMUTT
Hotel and Service Apartment Aefiasnsduiduguuuuduliingfin uazdeiRlouusiilag
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An academic article aims to study the reflection of society as
it is portrayed in the K-Drama series and a lot of words went viral in
2020 by categorizing keywords related to the K-Drama series in the year
2020 from 12 online sources. There will be 16 K-Drama series and they
could be categorized into six types of content as follows: business,
medical, family, social and mental, politics, and fantasy. Since COVID-19’s

pandemics, we have had to change our lives and our work status to
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work from home and study online. The streaming platform has also grown a lot.
The content of the K-Drama series has also reflected social reality clearly on
pandemics, competing in the food business between small businesses and large

businesses, starting up, etc. The K-Drama series is a remarkable social construction.
Keywords: K-Drama Series / Social-Realty Reflection
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Abstract

This article presents about packaging innovation that helps
promote the identity of Thai desserts. Currently, the characteristics of
Thai desserts have been modified to be more modern, beautiful, and
more appetizing. Including the packaging of Thai desserts, it is an important

factor that entrepreneurs have applied marketing communication
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strategies in their packaging design. As packaging can have an effect in attracting
consumers to be interested and make purchasing decisions. Packaging is therefore
a factor that helps promote marketing strategies. In order to help increase sales for
each product also it creates more value and can build trust and acceptance of

consumers as well.

Keywords: Identity of Thai Desserts / Marketing Communication Strategies / Packaging
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Abstract

Cyber, cyberspace, and cyber connection implicate each
other in the context because of advanced technology in the modern
era. Consequence makes something happen as cyberstalking which can
make anyone quickly become the offender as well as victims. Women’s
& Gender Center (2021) mentions that cyberstalking refers to the use
of the Internet or other telecommunication technologies to harass or
stalk another person. Gordon (2021) and University Module Series:
Cyber Crime (2020) mention about cyberstalking examples that can
define in positive and negative trend.

Impact of cyberstalking is presented by evidence of mental
state and property. Cyberstalking should be taken seriously by the legal
authorities and victim assistance professionals. This article shows Figure
1: Cyberstalking Model: The Relationship of Cyber, Cyber Connections,
Cybercrimes, Cyberstalking and Cyberstalking Laws. Prevalence of
negative impact and cybercrimes bring on the victims’ well-being,

cyberstalking and relevant laws challenge for enforcement
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Introduction

The term cyber is commonly used to describe of, relating to, or involving
computers or computer networks and connected with electronic communication
networks, especially the Internet as cybernetics (Merriam-Webster, 2021; Oxford
Dictionary, 2021). Cybernetics is shown by the science of communications and
automatic control systems in both machines and living things.

Mbanaso and Dandaura (2015) mention about cyberspace is driven by
information systems and the Internet transforming. The environment is in extraordinary
ways by which people connect, interact and collaborate with one another. They
also point that more and more cybercitizens globally will ultimately rely on the
effective functioning of the Internet to survive and prosper with unremitting upsurge.
An example of cyberspace is the home of Google, Yahoo and Facebook.

Oluga et. al,, (2014) describe that the cyberspace and cyber activities which
have some similitude with those of the physical world and which tend to be more
convenient and with less constraint as they can be done usually anywhere there
are required facilities and cyber connection as cyber commerce, cyber learning,
cyber socialization, cyber gaming, cyber entertainment, cyber journalism, cyber
broadcasting, cyber advertising, cyber politics, cyber tourism, cyber medicine, cyber
governance, cyber evangelism and cyber mobilization. Nevertheless, they strongly
focus on various cybercrimes presently constituting threats like cyber fraud, cyber
gambling, cyber (child) pornography, cyber prostitution, cyber impersonation, cyber
blackmail/extortion, cyber harassment, cyber defamation, cyber malware, cyber
illicit business/transaction, cyberjacking, cyber piracy/copyright infringement, cyber
denial of service, cyber spoofing, cyber spying and espionage, cyber terrorism, cyber
warfare and cyber murder.

Cyber, cyberspace, and cyber connection implicate each other in the context
because of advanced technology in the modern era. Consequence makes something
happen as cyberstalking which can make anyone quickly become the offender as

well as victims.

Cyberstalking

Under the context of cybercrimes, cyberstalking is the first beginning.
Women’s & Gender Center (2021) mentions that cyberstalking refers to the use of
the Internet or other telecommunication technologies to harass or stalk another

person. The communications are often filled with inappropriate, and sometimes
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disturbing, content which make victim to cease all contacts.

University Module Series: Cyber Crime (2020) describes that cyberstalking
involves behaviours and actions over a period of time that are intended to intimidate,
alarm, frighten, or harass the victim and/or the victim’s family, partner, and friends.
The spyware, “Stalkerware,” can run on to collect and relay all a victim’s actions
on computer, smartphone or other Internet-enabled digital device as emails and
text messages sent and received, to photographs taken and keystrokes, to use
malware on smartphones to remotely switch on cameras and microphones, to track
the location of users and app usage, and intercept calls.

Begotti & Maran (2019) share the results of their research, “Characteristics
of cyberstalking behavior, consequences, and coping strategies: A cross-sectional
study in a sample of Italian university students” that about half of the participants
experienced at least one incident of cyberstalking and more than half experienced
more than one type of cyberstalking. Victims suffered from depression more than
those who had never experienced. Implications for health care professionals, police
officers, and government are their suggestion.

Cyberstalking is a growing problem, and it reflects who engage in this
behavior use a variety of tactics and techniques to harass, humiliate, intimidate,
and control their victims. Sometimes, after all the stalking is done on Facebook,
they get all the information and are able to go to the house of the victims they’re
stalking. Anyhow, there are many examples of things people who cyberstalk might

do in different levels.

Examples of Cyberstalking
Gordon (2021) and University Module Series: Cyber Crime (2020) mention
cyberstalker who engage in this behavior use a variety of tactics and techniques to
harass, humiliate, intimidate, and control their targets. Even though, in this
scenario there is positive trend but not much. The below are some examples.
1. Trend to be Positive
1.1 Follow the target online by joining the same groups and forums
1.2 Comment on or like everything the target posts online
1.3 Etc.
2. Trend to be Negative
2.1 Call and/or text by leaving voicemails, and sending follower and

friend requests
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2.2 Post on the online sites, pages, and social media accounts;

2.3 Post rude, offensive, or suggestive comments online

2.4 Flood inbox with emails

2.5 Send threatening, controlling, or lewd messages or emails to the
target

2.6 Use technology to threaten or blackmail the target

2.7 Create fake accounts to follow the target on social media

2.8 Message the target repeatedly

2.9 Hack into or hijack the target’s online accounts

2.10 Create fake posts designed to shame the victim

2.11 Hack into the target’s camera on their laptop or smartphone as

a way to secretly record them
2.12 Continue the harassing behavior even after being asked to stop
2.13 Etc.

Cyberstalking is a collection of behaviors where one or more persons use
information technology as email, social networking, or websites. With the ubiquity
of Internet-enabled devices and social media, cyberstalking is increasingly recognized
as a serious and common crime.

Impact of Cyberstalking

The Times of India (Sept. 18, 2021) reflects cyberstalking news “Up ‘cyber-
crimes capital” with over 11,000 cases, Maharashtra has most cases of cyberstalking”
It can have major psychosocial impacts on individuals such as increased suicidal
ideation, fear, anger, depression, and post-traumatic stress disorder (PTSD)
symptomology.

Short et.al,, (2015) report “The impact of cyberstalking,” the quantitative
research, participants who were self-defined cyberstalking victims (N = 353) were
asked to complete an online survey. Overall, the findings revealed that victims of
harassment may suffer high levels of psychological distress as a consequence of
the experience, which are broadly comparable to the symptoms seen in PTSD,
leaving the victim experiencing feelings of isolation, irritability and guilt.

Impact of cyberstalking is presented by evidence of mental state and property.
Psychological and behavioral dimensions of this category are of offending and
victimization within the context of digital forensics investigations. Anyhow,

property impact is also important in social context.
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Cyberstalking Laws

In United States, some states do not have a criminal law specifically against
“cyberstalking,” nevertheless the act of repeatedly contacting or harassing a person
through the Internet or other technology is still considered a crime under the state’s
stalking or harassment laws (WomensLaw.org, 2020).

Chang (2020) mentions about the challenges facing law enforcement by
investigating cyberstalking cases: 1) lacking awareness and skills in recognizing and
investigating 2) jurisdictional and statutory authority limitation 3) difficulties to obtain
internet account information of suspects. He strongly suggests the important points,
Execution Aspect as the citizen should have basic acknowledge of identifying
cyberstalking crimes and reporting procedures once they do occur; and the
authorities should take the problem of cyberstalking seriously and have specific
measurements by law enforcement agencies to prevent and combat it. Legislation
Aspect As technology Changes, as the authorities should review current laws,
ensure the necessary assistance for the victims, and provide appropriate
punishment for the offenders; tackle Jurisdictional Issue on Cyberstalkers may
attack possible victims across jurisdictional lines; internet service provider’s legal
accountability out-dated and missing accounts, subscribers, and user information
also bring a challenge for law enforcement in creating an electronic link between
the suspect and the victim.

That pattern of behavior can involve physical actions or interactions via
social media, emails or other forms of communication which must be unwanted
and unwelcome by the recipient. As a result, fear for well-being or safety is
protected. Cyberstalking should be taken seriously by the legal authorities and
victim assistance professionals.

Cyberstalking Model

Cyberspace; home of Google, Facebook, Yahoo; is the digital universe. Most
of people do their business by selected one or more from Cyber Connections as
cyber commerce, cyber entertainment. Cyberstalking happens in any type of cyber
connections. Cyberstalker selects victim even though may be starting with comment

on or like everything he/she posts online.



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 257

Cyberspace Cyberstalking
I

* Google Cyber Connections Cybercrimes

« Facebook

* Yahoo » cyber commerce » cyber fraud

----------- « cyber learning * cyber gambling
« cyber socialization » cyber (child) pornography
« cyber gaming « cyber prostitution
« cyber entertainment - cyber impersonation
« cyber journalism « cyber blackmail/extortion
« cyber broadcasting e cyber harassment
« cyber advertising « cyber defamation
« cyber politics « cyber malware
« cyber tourism e cyber illicit business/
 cyber medicine transaction
« cyber governance « cyberjacking
« cyber evangelism « cyber piracy/copyright
* cyber mobilization Infringement
........... « cyber terrorism
Cyberstalking » cyber murder.
Laws |

Figure 1: Cyberstalking Model

Cybercrimes have numerous types and levels. Safety of life and property
is what every cyber user needs. Cyberstalking Laws, the challenges are facing law
enforcement agencies when they investigate cyberstalking cases.
Conclusions

Cyberstalkers often start small in the beginning. They may send a few strange
or somewhat unpleasant messages to their intended victim. Then, later, they may
brush off these messages as funny, annoying or mildly weird and ignore them
without taking any action. Cyberstalkers can be physically far removed from their
victim. They do not need to confront the victim physically. Cyberstalking victims
are less likely to know the identify of their harassers. Prevalence of negative impact
and cybercrimes bring on the victims' well-being, cyberstalking and relevant laws

challenge for enforcement.
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Abstract

The female seller as online Micro influencer is a career that can make
considerable amount of money. It is another occupation that people
of early working age are interested in. There are 3 types of influencers

on social media, 1) Mega Influencers 2) Macro Influencers 3) Micro
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Influencers. The objectives are to study the characteristics of the female seller as
online Micro influencer and to study the advantages and limitations of them In the
study, it was found that the characteristics of the female seller as micro influencer
should be as follows: 1) being able to build credibility and sincerity 2) engagement
with audience 3) being able to present various product information effectively 4)
Be a seller and create space for consumers to listen, be interested, to want and

ultimately buy the products. 5) Reasonable priced products.
Keywords: The Female Seller as Online / Micro influencer
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Abstract

“Photographs don’t save the world. But the photograph serves to
record the beauty of the world. It makes us see how livable the world
is.” Photography is the work of a photographer. That serves to record
the story or events in which the photographs themselves. There are

different classifications. One of them is underwater photo which this
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type of image has a lot of memory Therefore, there are few photographers of this
type. Which underwater photography will make us see “Colorful underwater
world”, which this academic article aims to describe the characteristics of general
underwater photography, basic underwater photography equipment and limita-
tions of underwater photography the scope of this article is only an introduction
to beginners in underwater photography. Because underwater photography is
risky those interested in underwater photography should only be learned prop-

erly according to the curriculum which will lead to “Aesthetics under the sea”

Keywords: Underwater Photos, Undersea Aesthetics
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' '
a A

AazTuiinamiuiinsewaunaznanedud
gnlUlneUsSens (N7 5 way 6)

Usziangavinede n1sangnnyanale
¥(Underwater Portrait Photography) g
dreamussaniilunisdrennlaelduas
UseivsDundn FuasUsshuglazdedauas
L,Lazaw'%mmmzﬂaul,muaaaﬁagﬂwfwaaﬂ
U Inegonfandann1snnYadlas n15a18nIn
Snwasditeniunnnlurana 5 Yiruan
Tnevausmintounnvau assesdivnaninysy
$wisUeghatden 1 A iedufinamldila
andnfiuliuinma Ssnsnimmaniagyin
wihfimileutenimaiuiiasveaiivauuun
il wilddiseelnudonlaslaily savild
1§ fvuasumdsnisBulaily isizaztugng
ANABIIANLLENTUNNTANY Lasyedanm
(7N 7 uaz 8)

Mninanundesduaznuin msdenm
Tghivis 3 Ussanm LHunnsogfusssusni dhs
AN AR LU 19n159191UYDI5TTUA R
Snwavinvuinas wWalanszuadn Wle
sssunAvesiiy uazdnilivzia fddydian
AR NNNABINANTIUIYDYNNINATUATS

A 7 awengyanalatl ($1e) way 29 8 e nmasingnwyanalain (¥31) 137

a a a G

Avynand duiing (Jack)& seascout diving dive center



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 275

AU W stavid A igadieaglaul lily
Aslaninnduun wiuninvasnsevena
AWLBY (NN 9 Kag 10)

wad

anasATiT e dunied

1. 5n¢ uagitnlasssuvflansia 49
awldimnaunis SN dueguosasan
adldnzia iefazlddnlUluiud Tnolsl
sunIudsla

2. gradunn wazansn 1ddTus
witloudul 9 meanamialadng ueeld
malnunwiiouiulunua Henndasmenenu
Fanm uavanssumesne 9 1 danansol
WasuwUawesnszua esanldindvas
ué o1alululmAld Fetranmazlaifiems
W@ wazsnagdugAmiiudidldlfguiy
msasvliAnsunste o1afetudeTinld

3. uNSEeusin wazsnunsSeu
ndngasarenmliin 9nanitusiidls
wnsgIvaInaniseueg1uiuninisag
¥ilsk dranmidladennssninlas fennald
Hnrly n51udetansse i wagnsununse

Wi 9 Photographer: Kitithat Gle Srifa Dive
Site: USS Liberty Wreck, Location: Tulamben,
Bali Body: Sony a7iii Lens: Sony FE 35 mm /2.8
GM Housing: Nauticam NA-ATRIIl F-stop: 2.8
Shutter Speed: 1/1600 ISO 6400

il 10 Photographer: Kitithat Gle Srifa Dive
Site: HTMS Prab wreck, Location: Chumphon,
Thailand, Body: Sony a7iii Lens: Sony FE 16

mm /2.8 GM Housing: Nauticam NA-AT7RIIl F-

Tuprsand BnnsdalaiBeuifegunsaling q
stop: 5.6 Shutter Speed: 1/400 ISO 1000

Tumsau wazn1saegulaingnae

a. aduflnelu Talveaile iszanutnginanmsiinduy Srenmlfidemiu
TnduFeud wugunsaisni uargunsalmen it lifunseluniss ndnfe gunsal
inaniasdsssviaduafioustorzvesiesnimiuies

5. tunminsilafegiaue Fuwasiaslasifinuin vareasadnanmeraldwuiy
dnflvalivza Werusuduauinemuiesudaisdu nelalldadidums vidafan
adlulhin vieasesiuging msedesnmsmudndsiu enavhlnAnsunseld vieuia
AundInla e1evililianunsanuaunisassauvison1smelale I19n1mAesinnIy
drladeudn nnegrsfinsedildinasenntuninnisiuuuniane msgludifiuseiu
vz Wandliianedn Boade 9 uAnisynidendeusssum Weegldthagndunans
Huenluld udamsmenmazdutuls nisufuudluadalé



276 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

defitnanmldthaasdniiade

Panwilitdesiivegianet vnsfisdiaeillulasauarailuinelues 4
Fomnedasenainnzunlulasey (Nitrogen Narcosis) AmzilasBaiionnisliidiule
Fausfinnnadn 15 wes ornsasmiloufuiuasuuslinauoy it wavasfiuBnvis
w90 9 AnuEniidiutu 15 wes witsdnauiusufuindiynaufiaufuusseinie
4 ATA viefimnusugosvedlulnsian (Partial Pressure Of Nitrogen) 3.2 bar #ffefi
30 wanduduld fumnesnsunlulnsauasiidnuuzadenisuind Saumnie
Yonii %uagjﬁ’umwmvﬁqL,Lﬁqsuaﬁ'mmmwiazﬂu Tneidossuenaazuansornisdousdi
15 Wn3 wigfisenoudauss viedanumamudvlulnsiouudionanansetnisinauan
wnninil onsfnusasdanaldfe dndtdhvetaninldagianeduet, nsdady
Tathas Tuvazifriuienaiimnuidndesulusaouuuiin q msauuuiivepaliosas
nssinsztatoanas viaddy Seandeavennanisal vidounumastihindilaild
Laa19INTTULSIN Branunaivisednle Tunsdlaavihemnlasunisdiemaeliiiuens
yanefstin fadugnenmliimnauensiidylunissi (Buddy diving) sillasunfiantu

[

sunuAhlandmued Fnudndnhaswnhaudelaedaun daiutdnduinnaused
figylunisani Fsanlinmneuagiamnuainnisduindnihveaieaniluidu
Felduvaniaznuirsnnladmiouiugyaiase

awgheldihiiunssiulasuunn datuluaounmsalaalifuaue szuudylu
n1sAthwe Buddy System slAuEALYRY1eNIN vanepSstnanmmuAUaiaulaay
\Avasdunan vasiia viensyinunsegefilimsnseyhume s Buddy Diver azAagIy
waelddusdned SnadsyTafeiioraiatufiutnanmldsnde wulaunszuatiagily
Tndfulzm3s Mievazaenmenndesy ovssnaanasivulddannntoss Sailidnly
Arluinide vielndsndomniiuly oravilfgunsalsinluieaia vielauvesdauun
wrlAamsunduldth Buddy Diver avtaeldinnluntstiestumsiindanunisaimend

Anuiilugunsaldmiudienwléi

qundsaimaeannaieliihdniAed unuunesdeUssaunisaivesdianin
Tneidesuazuimenlflashenugunsallumsdonin Sufuusndemsdenmlngede
LANINGITNALATIEI0E1AE uavessiaesdensliuadlunavudonaslniusyfus
(Flash Strobe) Gwisansagnsazdianuenn deuandnefu uazileuaudidneiu fadnns
Sufinamldhmmntenmendenassammudifissesnafier tunmazdeadladsdanms
Yo MInnnsevuYeaasieing uasdmeluidlosglumnudnsziusing q Au nnsene
awdnuazdinagdunisenmgunig viedunsarnmintadliindudnlng
HosnnuadlaiussAuslidauaimelunstanm dWelfiiufannuds Sniudlelduas

a s

IUsgRugiunisanenmiwiadlaun ssnudningatuniaglasusasnniuly dual



MsastimaseuyIviag In 21 atudl 1 (unsau - iguigw 2565) 21t

anmthahafuanudenis waeanudfidnsdinmuiy fududdddeumenmiaiedls

ihinelisyAugduns uiinlFlssAugfumstenimyaa fringia Usn3s videdesing q
lailafiaviend

niosfuagiiulei

— gUnsaidhenwldith udau

fidnfyegraunlunisane

algih Taegunsaidnenin

TaunludessuazUsenauly

P8 AINABIENENIN LaUANY

A gunsaliuthdmiundes

, 5 Ay NLanIeIuty 9
A9 11 gunsalanenwl@n
. : (Underwater Camera
NUININ Seascout Diving Dive Center

Housings) Fsn1siaenldiaud

124 [
Y

uiazfeinadenUnsniaiuiini dwsuieudusiaztssnndnde fiuenaingunsaii
nammududowiy Sellgunsaiaiudmiunsdenwlithludnuaeena 4 8n o7 uasly
Uszivg(Flash Strobe) flddmsunmsdea it Snvisdafigunsaitiengs (Buoyancy
Arm Underwater Float Arm) sifeantmiinndosenm uazgunsalinaninidienslih
Famadenlduuavesiimienes axfianuferiulutudminvendesmanw wargunsal
Suamundiinegiundoadenmlii wmaedmnladriengsiidniuly ndoszou
mnlvgAulundoszass Srsdnasensmunundasdonwlsinieau faasduli
gunsaimsnienlith Sreasdeedidudou fafunistonmlfiihdsfeddinalunis
Sousgunanl Welildonldodundesad Ussnoudunadeud uasfindunissiliia
dioanguassdlunsdenmwldthiiues (nmd 11)

Feilnsnmiontilafusosesnin ynegnsftoglunzia Weisuoshuhazene
1N AyudIzapaiuAring 1 18 wefetondbuas viesuiiauas lihasdunnsssumna
WuANAefing waskasngUnsniivssAugiu Weuandumsluluannaaylsifinns
s uiidouaafunieiiusangs 097 azeasth fuaress axdimsvinmuuARALTR
vosanaawaiu etnsnmegls dndusnaniifiguautimliRansnmouas
e huansiamsindodledunmsiuinansidanumuuiliiiy uasdnaa
dudamumuudunnniierniafe 800 wh msvinmvssuas Judusssumdveslantsi
sllannsasihlaglifvinnndnilfnszmadimungnasanmiduaudoun
Tugjanaudyananindiuinssnuiuaetszamavenglngauiuniasuesiuld wide
Prenmanlanthnmndni nszanaefunansdestulalihnarsanimduaudon veus
sTsannsouesdiunnliild wivihnsuesdiulneriuinansifianumuuiulaiviniy
Ao twzia uaronafioglunthnn fagvhlmAenisinu wassasueadiuingfleglu



278 Siam Communication Review Vol.21 Issue 1 (January - June 2022)

Tngininenuduaisdesas 25 ogf dludlowuesnnriugesean nuzfiaen wle
11 UANANIINNTUBINNIRBLINIUNTIAINAIUNT 9 TU 9190 MARIResEnAMLLABTY
Tunsuesnm JaglanmaeNiigunssn nmuninanIngaenis (nwi 12 8a 23)

AT 12 ndeadnenm gunsalingnmlauunsdiu

UININ www.nauticam.com
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