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Abstract

This qualitative research is aimed at studying the format of surrogate advertising
for the alcohol industry in Thailand. Data were collected from 52 advertising agencies
and 13 key informants, such as advertisers, marketers, lawyers, and psychologists.
The results revealed that the surrogate advertising for the alcohol industry in Thai-
land comes in four forms: advertised through the organization; advertised through
new non-alcoholic products; advertised through other products, services, or activities;
and advertised through the cooperation of the product owner with other partners.
The advertiser will bring the physical component and the abstract elements that
are the soul of the goods. The essence of the brand and the brand extension of
the original product Let’s create value in the feelings of customers. And brand
credibility is not established until the created brand can communicate with consumers
through advertising media so that they recognize that brand as if they were
watching an advertisement for the original product or the main product of that
brand.

Keywords: Surrogate Advertising, Product Placement , Alcohol Beverages.
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Abstract

This article is a research article about the process of acting coaching for
Lukkrung Singers using by the principle of Lee Strasberg and Sanford Meisner.
The purposes are to finding the guidelines for the acting coaching and practices
appropriate for expressing feelings through songs for the singers and to enable the
researcher(s) to profoundly study the acting coaching processes for the singers.
This research study was conducted by the researcher(s) as a acting coach for the
singers, and it studied five sampled singers with the following qualities: (1) having
any gender (2) being 18 years or older (3) having a good singing skill and (4) desiring
to improve their potentials for expressing feelings through songs. The teaching plans
were designed by the researcher(s) by mainly applying the practices of Lee Strassberg
and Sanford Meisner for the samples to practice. There were 12 sessions. Each
session was three hours. After the samples studied according to all of the teaching
plans, a concert(s) was held as a part(s) of the thesis in order to show experts as
well as to obtain suggestions and questionnaires returned from audiences for
evaluations. According to the findings, it was found that the practices and principles
of Lee Strassberg and Sanford Meisner used by the researcher(s) could effectively
improve the singers. However, these were dependent on the learners’ open-mindedness
and desires to improve themselves because these desires would drive them to use
all of their abilities and improve themselves very effectively. Additionally, these
were also dependent on the singing skills of the learners. The learners should have
good singing skills in order to improve further because they would easily have
conditions that were called wrong concentrations if they were still concentrate

on their singing skills.

Keywords: Lukkrung Song, Acting for Singers, Acting for Singers Coaching, Lee

Strasberg, and Sanford Meisner
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Abstract

The purposes of this project were to develop and evaluate the quality of
digital content for public relations service information of King Chulalongkorn Memorial
Hospital by avatar presenter. To evaluate the perception and satisfaction of the
sample towards digital content developed . Tools used comprise of (1) digital
content for public relations service information of King Chulalongkorn Memorial
Hospital by avatar presenter (2) a questionnaire to evaluate quality of content and
media presentation (3) a questionnaire to evaluate sample perception and (4)
a questionnaire to evaluate sample satisfaction. Data were collected from a sample
group who received services in King Chulalongkorn Memorial Hospital by purposive
sampling, 30 people who have watched digital content and were willing to answer
the questionnaire. The results of the evaluation by experts found that there was a
content quality assessment result at a very good level (X = 4.63, S.D. = 0.49) and
the media presentation assessment was at a good level (X =4.28,S.D. = 0.61). The
perception evaluation results from the sample group was at the highest level
(X =469, SD. = 0.44) and the perception evaluation results from the sample
group was at the highest level ( X =4.65,S.D. = 0.54). Therefore, the digital content
for public relations service information of King Chulalongkorn Memorial Hospital by

avatar presenter , can be used with quality.

Keywords : Digital Content, Public Relations,King Chulalongkorn Memorial

Hospital, Avatar
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Abstract

This research is survey research with the objective of (1) To study the behavior
of youth watching the Tik Tok application in Nonthaburi Province. (2) To study the
behavior of using the Tik Tok application of youth in Nonthaburi Province. (3) To
study the self-presentation of youth in Nonthaburi Province and (4) To study the
relationship between viewing behavior of Tik Tok application and the self-presentation
of 400 youths in Nonthaburi Province Tools used Data collection was a questionnaire,
statistics used in the research were percentage, mean and Pearson correlation
coefficient. which were processed by using a statistical package.

The results showed that the majority of the samples were 15-19 years old,
with a bachelor’s degree or equivalent, with an income of less than 10,000 baht.
The most various is Tik Tok using the heart function. Access more than 10 times/
day during 21.01-midnight, using the duration of watching various clips from the
Tik Tok application is 1-3 hours per day and has the purpose of using the app.
Tik Tok application (Tik Tok) for entertainment Relax and relieve stress as much as
possible.

The overall behavior of using the TikTok application (TikTok) was at a moderate

level (mean 3.00), using it for the most enjoyment (mean = 4.45), followed by the
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application. tik tok during their free time (mean = 4.25) and the least is to use the
tik tok application to communicate with the general public (public) (mean = 2.41).
The overall self-presentation on the TikTok application (TikTok) was low (average
1.91), with content creation (Content) to create a stream (Viral) for themselves the
most (mean = 2.51) Followed by posting personal video clips or photos in the Tik Tok
application. for the general public to appreciate that she is beautiful Cool and give
likes (mean = 2.48) and the least is presenting yourself on the TikTok application
to sell things online (mean = 1.87).

Hypothesis test results Watching behavior of Tik Tok application correlated
with identity presentation of youth in Nonthaburi province. Youth in Nonthaburi
Province had a statistically significant relationship at the 0.01 level, thus according
to the hypothesis. And it’s a positive correlation, meaning that the samples with
the most exposure to the Tik Tok application have more exposure. and on the
contrary If the sample group had less exposure to the Tik Tok application, there

would be less self-presentation, but the aforementioned relationship was high.
Keywords: Behavior, Presentation of the identit, Application Tik Tok
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Abstract

The purposes of this research were to (1) develop a music video for the
Faculty of Industrial Education and Technology presenting by nano influencers,
(2) assess the quality of the music video for the Faculty of Industrial Education and
Technology presenting by nano influencers, (3) evaluate the perception of the
sample group, and (4) evaluate the satisfaction of the sample group towards the
music video for the Faculty of Industrial Education and Technology presenting by
nano influencers. The research tools used include (1) the music video for the
Faculty of Industrial Education and Technology presenting by nano influencers, (2)
an evaluation form for content and media presentation quality, (3) a perception
assessment form for the sample group, and (4) a satisfaction assessment form for
the sample group.

The study sample consisted of first-year students in academic year of 2023
from the Faculty of Industrial Education and Technology, King Mongkut’s University
of Technology Thonburi. The sampling method used was simple random sampling
from students who had previously viewed the music video for the Faculty of Industrial
Education and Technology presenting by nano influencers and willingly responded
to the questionnaire, totaling 50 people. The expert evaluation results indicated
that the content quality assessment was at a good level ( X = 450, S.D. = 0.44), the
media presentation quality assessment was at a very good level ( X = 4.72, SD. =
0.43), the perception assessment of the sample group was at the highest level
(X=4.90,S.D. = 0.30), and the satisfaction assessment of the sample group was at
the highest level ( X =14.88,S.D. = 0.32). Therefore, the developed music video for
the Faculty of Industrial Education and Technology presenting by nano influencers

was considered applicable.
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Abstract

The forms and narrative techniques of vertical music videos is a qualitative
research aimed at explaining the narrative forms and techniques, as well as the use
of visual language to convey the meanings of vertical music videos. The study found
that Thai vertical music videos have both narrative-focused formats through various
activities on the smartphone screen and develop into stories in music videos to
match the viewing on the vertical smartphone screen. In terms of using visual
language to convey meaning in vertical music videos, it was found that when the
frame is changed from horizontal to vertical, the way of thinking about arranging
elements in vertical videos also changes. This includes the placement of people
and objects in the frame, the size and distance of the image, the amateur filming
style, and the presentation of character conversations through smartphone applications.
The aesthetics of filming and space management in vertical frames continue to
open areas for researchers to explore, study, and synthesize into knowledge in the

future.
Keywords: Vetical Video, Vertical Music Video, Form and Narrative
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Abstract

This study is to compare the content of different forms of advertisements
obtained from information sources or from inquiries from icedea studio nail and
eyelash extension service users Icedea Studio nails&eyelash Hatyai. Increase sales
for the store As for the content of short video advertisements, there are 2 formats,
2 content (Content), namely (1) story-based video ads, (2.) video slideshow ads, and
2 contents (Content). Including (1.) Story video ads by regular timed advertising (2)
Carousel video ads by regular timed advertising by comparison Content format
(Content) video advertisements with a story and video advertisements with a slide-
show at regular intervals. It was found that content format (Content) video
advertisements with a story. Has a higher number of views Carousel video advertisements
at regular intervals, but the content format (Content) carousel video advertisements

able to generate higher sales.
Keywords: Platform Social Awareness Content Content Marketing
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Abstract

This research used both quantitative and qualitative research methods.
Quantitatively, 400 questionnaires were used, with the target gsroup being both male
and female youth between the ages of 17-19 years or currently studying at the high
school level. Vocational education (Vocational Certificate and Vocational Certificate)
at educational institutions in Bangkok. And in the qualitative research section, the
researcher used the analysis of documents related to Thai and foreign laws. and
analyze media used in campaigns to reduce bullying by various organizations with
the purpose of this research to study cyberbullying behavior. Cyberbullying To study
guidelines for preventing cyberbullying. Cyberbullying and to analyze legal measures
regarding Cyberbullying Comparison between Thai law and foreign law. The results
of the research revealed that the sample group had cyber-bullying behavior in the
following areas:

« In terms of scolding (Flaming), it was found that the sample group had the
most cyberbullying behaviors. | used to set up groups with my friends to discuss
other people’s issues through social media.

+ Sending harassing or defamatory messages (Denigration) found that the
sample has the behavior of posting comments or sharing messages / images / news
videos from various pages without much fact checking.

« In terms of deleting or blocking others from the group (Exclusion), it was
found that the sample pressed the report (Report) of others that they did not like.

Until causing the Facebook account of that person to be suspended the most.
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» Regarding the disclosure of secrets or personal information of others (Tricky),
it was found that the sample had the behavior of recording private conversations
with friends and posting them on social media without the consent of most friends.

+ Impersonation (Impersonation) It was found that the sample used the
account of others to bully through social media the most.

The subjects had feelings of cyber-bullying. in various fields as follows:

« In terms of scolding (Flaming), it was found that the respondents were the
most harassed in cyberspace. used to gossip through social media Sending harassing
or defamatory messages The Denigration study found that the most subjected to
cyberbullying was when embarrassing still images/videos were taken by others and
criticized on social media.

« In terms of deleting or blocking others from the group (Exclusion), it was
found that the sample pressed the report (Report) of others that they did not like.
Until causing the Facebook account of that person to be suspended the most.

« Regarding the disclosure of secrets or personal information of others It
found that the sample had been captured by a friend in a private conversation and
posted it on social media without their consent.

« Impersonation (Impersonation) It was found that the sample was harassed
for using their name/personal information without consent (such as name-surname,
telephone number, e-mail address, etc.).

The researcher found that there were 5 behaviors in the form of cyberbullying,
which were analyzed by the legal measures of Thailand and applied to such
behaviors. Found that Thailand does not have a law that clearly came out to solve
the problem of cyberbullying. Although there are laws in the country that can be
fined. Sections 326, 328 and 393 of the Criminal Code, the Computer Crimes Act
B.E. 2007 (Revised 2017) and the Personal Data Protection Act B.E. 2562, however,
may be difficult to interpret. The lack of coverage resulted in the lack of an element
of the offense. making it unable to be applied in cyberbullying behaviors.

Study the legal measures in the policy related to cyber harassment from
the United States. By being defined as a policy measure to prevent cyberbullying
in the National Education Act that is the master law. for educational institutions to
adopt the measures provided in the National Education Act to determine as a
measure of the educational institution and send it to the Ministry of Education for
examination and should study Canadian cyber-bullying laws in particular. to draft

a law on cyberbullying in Thailand and establishing a cyber-bullying agency with
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the task of investigating complaints and eliminating initial complaints to reduce the
burden of courts. In addition, Thailand should have guidelines for issuing insurance
products in the same way as Japan, “Bully Insurance” by adding in the matter of

cyberbullying into insurance.
Keywords: Behavior, Bullying, Cyber world, Legal measures
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Uszrnsillunsifoidasiinnd fo fojumeuuaeiiagldiaotedsnuoaula
0185ewa17-197 Havsuasudafiodueglunsanmumuns (@ian: httpy/www.mua.
go.th/contact.html, 2563 Wil 25 unsiau 2564)

matedenunngiselinmsinssienansiifedesiungrunglneuassins
Uszine

uwunAnuaznuiiiiendaa

nsAnwSes wmaariitestunisannginssunisnduundsuulanlsves
Cyberbullying lngldunsnismiangmune ﬂ%ﬁﬂlﬁﬁ’lmiﬁﬂw’lLaﬂa’liﬁﬁﬂ’rﬁjaw}"m o)

. LLmﬁmﬁLﬁ'EJ';ﬁz’J’aqﬁ’uwqaﬂ5334ﬂ']iﬂé"ul,mé’qwéumaﬂﬁm (Cyberbullying)

- windAafieafunsnausndsunlanlsues (Cyberbullying)

« LUIARAILRAINNID 5]

. ﬂgvimEJ"LVIaﬁ’uﬂ']iﬂé"ul,l,ﬂé’wuiaﬂlsut,ua% (Cyber Bully)

« msmsmanguInensnausndeuulanluuesvosinasemaldun uasnns
luseAvamiugdy (Federal Law) NOuue Nova Scotia U83UsENAKALIAT NN

WNgfiunsnaulnasves U

A5ATUNTIVY

nsFnwAfetes uumauasistestunsanngAnssunisnduundsulanisives
Cyberbullying ngldumsnismianguane idelauvsnisdinenideesndu 2 dw fe
NSI8BIUTLURBLITIAUNN

gl 1 myidedabin

- Usg11ns

meidensiife winvuiunmnewaswavdeiifonysenie 17-19 T viord
Anwiegluszduifsoudnvineuvats 013afnwn (Uav.uazlaa) flaniudnwieg
Tuangamamuas Wesniduiuiifidarumannuanemsssens Seidszannssiuo
s 7,336,865 au (@inauadifuiend, 2562)

« NUMBYN

yunveanguiiegeililunsidelsunanmsidanisediiagy Taro Yamane
 seduenuidediu 95 wWeddud veuliAneuaaREou (e) vasnsUssanmaAnTy
Igluseiundeiisesutudfy .05 suiusegraviniu 400 Au

- idosiielunide

wdpsfleflflunafiusiunadeyandel fAdelAlEmsatswuuaounudsldn
nmsduat Mmadiautasnnuuaudn weseddeilndifesitineitennounthid
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e ldudstoyafinsounguunniignlnewuudeunuiasavuiliduwuugeunuaiinlais
Un (Close - ended Questionnaire) Tnsuuslassaiisvasuvuasuauesnidu 4 nau
fastaluil

noun 1 Yoyadiuyanalawn e 818 sAun1sAne anunn uwazsale
I A = o .
Wukuudgaunuwuuaanaaulines 1 ameau (Nominal Scale)

nouN 2 neAnssunsnauknasuulanisiues Iuwuuas UL UUUSENNAT

(Interval Scale)

poull 3 Anusdnveignnsgyinsndunngdamdunesiils iWuluuasuany
Uszanauen (Interval Scale)

POUN 4 TDLAUBDLUY

nsiiusausandoua

maifadsliidelshuuuaounuiiaiuaiedsauysallulilumaivaun
foyalneiitunudsd

1. dawesuuuasunuiazimuasiavislauLUUas UL Wilensaadeunsiiy
NIRRT

2. Fmafunursdeyademuemieuiaiieide laefidelduanharudla
Rendumaiiunusdeyalunuuasuauuigtisideneuiutoyarisaeiidelimanu
Annsestunguiede “iagliiaTetnedinteaulail (Face book) n3elsl” uaylvingusiegig
PBULUUABUAMAIBAUEY WarTefunuvasunduAuiadpouLuuasun S aAuLE

3. FITWUUVADUNUNTUAU ATINARUANNYNADY ATUIUANYIAIVDILUUADUAIY

NzUUUTEUIANE

saanldlunisiinszsidaya
dieliussa TngUszasdueInsfinunide wsmsinszideya fio
AIdeldnsimseiuaziiauadoyaldanssaun (Descriptive Analysis) {338
THnsuanuasenud wanwnauuuiesas essuiedeyameuszanns loud wa o1y
mMsfnw uazneld mImeadeiieeiuneteyanginssumsndunndsuulanlsivesuas
audAngnnszviinsnduLndameduneside
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AUN 2 N15IFUTIAUNIN

HRgldnsesgienansinettesiungringlneuassineusena uaglneide
M lUNITTUTIABANITNAULNAIVOIDIANTAN €

NANTFIVBIUITUIY

1. foyamluvesngusiodig

ﬂﬁjuéﬁ"gasmﬁﬁ']mﬁﬁﬂwﬁﬁwmuﬁgﬁu 502 Ay wladumeewasenda i
919 19 Taunfign Tszdumsinuuiyaes uazlisgldingt 6,000 vmuniian

2. wAnssunmInduundsunlanluues

« fun1sand (Flaming) wui1 ngusieenafinginssunisnduundsulanleiues
uniigndie tekenguiuiiouiiensludesesynnadu qrudodinuesulat

. funsdstennusuNIUVIeniiuUsEIy (Denigration) wWuiINgufeE1
fingAnssulnaduaninnudaiiunionsidonnu/an/Anlesnainmanis 9 laglila
A329d0UTeLNTIUIN

« frunsauvideudenidusanaainngs (Exclusion) NUINgufIoE1nNATIENY
(Report) f3ufinuedlivey suilfudniaudsinvediiugnssfunisinunniigs

- srumsthanuduniedeyadiumvesduluidame (Tricky) wunguiaogis
fngAnssutufinaiwnisaunundudifuiiouqudtihuninadiuiedsausaulating
lishunsBugenanifiousnniian

« funsueUE AU (Impersonation) wuinngusogsludnimudvesiduly
nduundsrudedsnuesulatinniign

NANTIVLLTIAUNIN

'3mswﬁmmmﬁmqﬂgwmﬂwqﬁﬂsﬁumiﬂé"ul,t,ﬂé’wuiaﬂlmua% Cyberbullying

MnHanide FidenuiingAnssusuuuunsnduundsuulanlees 5 waAnssu
Tnefitoariianesinasnanangransvedinesnusulitunginssudanan il

1. Jgynngfingsu A1un15A137 (Flaming)

FumsAiin (Flaming) nud ngusegrsiimgfinssunmsnduundsulanloiues
wnfignfie wekinguiuifioudionsludosesyrradu 4 iudodieueoulat

woRnssudnuarnMIzaRaz sl R RV IR R e I PR FUALY
PAUSEANANDIINEDIYINIAT 393 Frugniiudanth TyedianlsiiAu 1 1Feu vieUsu
laiAu 10,000 v ¥eviesieUsy uinsmilaenstanguiuiiewdiongludesos
yanadu 1 iudedsaueeulall Ingliyanail 3 fudlasinsuviterude Aagiinuiin
gruviuUszanvnng 326 nanfe “glaldarudusoyanatia IneUsznsiinagyinli
fPuiudeteds gnaviu viegrindonds funserheanafinguniulszam desseaning
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9

Srenliifunisd viousuliiAuaomiiuum viferad a3’ wadsfiinns 328 nam
fo “denuiiagruniiudszamldnszyhlasnslavandeienans nmae nwszuned
ameuni mwtessnysiviilisingliiideisle  wiudes viedsuiindes Tuiin
A isetuingnwInTeylAgn1INTENLLEL MTON1INTEANUNN YIBlANTEINN1TUN
UszmadmieIsau nsvviviesssndneiianliiiuaedd wasusulifuaeauauum”

u,m'maﬂ%’u’t%’ﬂgwmamwuﬁqﬂa"nmﬁ]ﬁaiﬂﬁfgmﬁiﬁmmimmamqum'iﬂé"ut,mﬁq
vulanlwiues Cyberbullying lunnanwae vseanafiadaymilunisiaiu wu nsaziiganl
Twenssumssnhidiguensfsguniiutssanmelity asfeadunsBududeriionts
Twinlvglasnssindudeiodes gnaviu viegnindends wimsdinguiuiiowfions
TuBesesyarady 9 rudedsnuesulatenafuifivinslidosdmeiuae ligam
uilsifanuvsnefgiliaugnandedeidss wu drildane 18dn Wuiteadosd
liignn lallsvinliangamruduauresgnairinflidhauRinergngumiiuussanm
11977 326 Tudungrugeiy s 328 asfesfigaiiiniasiinnanyanaiua
Fensfigatiuireutisennisasnn wieteauazidnesdussneumsinnusngiil
Ieseafumanszyhiidsvuelianlifumnudemesededss gnauiu viegnindeads
fifunssamufiagiuniiuyszany

ﬁmfu;ﬁ%’al,ﬁu'jmqaﬂiiu A1uN15A1d (Flaming) agtdiAnuineIg1zIu
sfiuUsEmanme 326 waran 328 ity Fesmdng uuasfigaitudeutisen vhli
wnvuinanalsiinssndrengmne lindunsedludmavesnu vilvglaunsyyinfdns
gnAnan Suene idedeids anderuduaruisliduauns danfudidounados
TaAuling e a81993934

2. YgvngAnssusunsadstenusuniundeniiulseanm (Denigration)

funsdstenusuNIuNeniiulszan (Denigration) NUIINGNFI0ENs
fngAnssulnaduanimnuaniunsonsidonanu/nm/Anlesnanmanis q agldls
psIvaeUBIaasenTian

WO ANTIUNTINAALANIAIUAALAUNIDUYITOAIL/NIN/ARLOUIINNLNAA 9
Tnelldnsraaeudafioniaintunnlulaneseular asfinngranevielsifosnsradeuia
93¢ TunszsadygfindenisnsyiauRaiestuneuiinnes we. 2560 wns 14
Tnevain vielnenaonas tiingszuuneuinmesieloyaneufmosindeunieUass
lhimmeviiounsdiu videdeyaroufiume ssuduiia lnsussnsiinasfnanudene
wAUsEI VY é’uﬁiﬁﬁmiﬂszﬁwmmﬁmgwwﬁuﬂ'ﬁzmwmuﬂizmaﬂgumaamp Tunseiil
p1aUsuldfunne 14 (1) winasnssviifienduundsddudulddnnsidngszuy
nevfianesdetoyadosinuniuna 14 (1) wieghlsAnunisasusuliiumasilsiy
sseadunsdlanmensnduundsesulat Tnegnduunddlshdoyanoufiunesidadeu
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Uasurisvunvsounsdiu vizedeyanouianesidunigazfinanudemeselgnndu
wnaarhiu dsiumnndgnndusnanideyaiiuauasadigssuuneniimesiliaunse
USuldunasille

3. YayvmgAnssunisauseudenddusenaannngs (Exclusion)

funsauviteudenidusonaannnay (Exclusion) nuitnguiiog1anaseay
(Report) fAufinuatlsivey auiliudnieudmednueadifugnss funsldausniig
woAnssudananudinziludnvaenisnduundudflidnesduseneuanuiinegn
Frumiiulszminms 326 wagaas 328 warlifidnvanidunnhteyasuduiaing
syuupRLTImaSIUNsT YR dhensnseianuRnisatuneufiames n.e. 2560
11A9 14 (1) Jadiulfimginssumsnaseny (Report) fpuiinuiedlive shlvudniaud

v o

wednvesiugnsziunisidnuldinguunglenavdsfuieiinsegnauwnasla

4. YymwgAnssusunmstharduriedeyadiusvesiBululaime (Tricky)

funsthanudurdeteyadrudivesBuluilame (Tricky) nungusegied
woAnssuduiinamnisaunuiduituiieuquiiunnadiudedauesulatilng
lzichumiﬁuaammﬂLﬁaummﬁqm anniiuﬁawLsihsd']aﬁmﬂgwmaiuﬁaawaziwﬂ’agfg’a
AUATOITRLAAINUAAS W.A. 2562 11951 27 “duililvidpiuanteyadiuyanalivie
Wameteyaduyana laghildfuammudusonaniiwesdeyaduyana” ieaaniaqiu
finnsaazidin ansanududusvesloyadiuypaadudvuinuaiimnuiiensou
S1mgviseandsme Wuiidvesdeyadiuyana Usenauiuanunnviveanalulad
iibinisusiune 1 wie Uawmedeyadiuuarasuilunisaisazifiadinan vila
lgdne dxain wazsIngd nebiin Anudemeseiasugialaesin Fansivuali
fingranedndhemsduasesdeyadiuyaaa \unisialutu dedmuandninast naln vio
inasnsifuguaieriunsliimuduasesdeya dauyarafidundnmsnly Ussmnelne

wa ¥

lidyaiinsysvdnydRfuasestoyadiuyana w.a. 2562

5. Yy ngAnssun1sweauseiang (Impersonation)

WORNIINNTLBUSFINU (Impersonation) WuinguieedluanauAvey
Julunduunderindedseuooulatinniign waAinssusenanaznseyiluguuuunsaing
ta@wlatavassilumusglonilutusies vieaistyTwlatavasslunduundyanady
Tudsnuooular] wiyarafilausauneilinsuGeseuiliAnanudeesodoides
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diulddnusemalveiinsgswdydfindenisnsgyhanuiinfeifuaeuiinnes
e, 2560 11AT 14 “mmidhassuuneiumefdoyaneufiuneiuasulaii inun
vz iedeyaneuimossuduiie Tneuszmsiitnazineaudemeun (ou
iUz fmnufindessrriinesianlinuitvieusulifuniuauum ievisd
Fausu” vieviliiiensinguniiutssamanunam 326 “Glaldarudduteyaaadia
TnguszmsfivhasslsiBuduidedodes gnoviu viegnindenda faunszyhaniufia
gruviiulszam desseadinudanlifunisd viousuliiiuaemiiuum vieriss
FaUfur Uszananguaneenguias 328 “fenuiagruniulszamldnseyiniag
nslewandeienas Aman Muszuted ameund nmvSefdnusivhliusingliige
Wla 9 uwiwdes vdedadufindes Tufinnm vetuiindnusnsevhlasnisnszaedes
y3ansnszarenm vielngnszyhnsimussmadmeisdu {nsvvidesszandnedian
Liiueead wazusuldiuaesuauun” usegslsinmunisaziigauingladuduasumie
waudasnlulanseulatidu Aoudsfigatinn Wesndesszy IP Address vouados
defomrudiy LWins;ﬂﬁu%miiw’LmyjasmLﬁu?iaaéi’muaaulaﬁmaﬁﬂ Fafddnalng
ogfiavigonint fhazufiasiiazaslideyaidenisnisinevensuvaneiay IP Address

[V %
v A

Veil sgdadendnnguuneruasesduyana mniigatldlanlianunsafiasseyledn

wa | v

fanuiie wazliaiusaimszrulygRindienisnseimuianeafuasuilnes

WA, 2560 11037 14 (1) wionguune 91911 326 wazans) 328 Nldannsadiun
Usulala

aAuTENa

1 wgAnssunisnausnasuulaniwuad Tudrusng o

MnranFiTnuiningAnssunisnduundsuulanlmueitommn 5 wofnss dail

« fun3Ad (Flaming) wui nguiegnafingdnssunisnduundsulanleiues
snfigniie wneksnguiuiioudiensluidosmesypaadu rudodinuooulat sosamunfe
wnelinwyimaneuaesingaululnadvsenesusiudednueeulatuasnaingsy
nsndunndsuulanluvestiosiianfe inslnaddeidousudnuaivesduiudedany
poulay

aoandesfuAndus muazils way uqus] uidum (2559) Anguiioeis
wegniaunsiulanleuesieguuuusing 4 ldun nsgnium dwe deldousiudodn
ooular] Fedamansznuseansualuazanudnveanie

digfun anang (2556) fi1guuuuTeINsianfiduiusznoufe nslaufvie
Tnameumeinudunesiiauazinsinisiefe nsanaunanaesulal n1suausis
FovdosnuvesBuiilelidre suludsnsadenguiuiniielaufiypaadu dauauvgues
nsfunluiuilnvesduenvuiviifenmnanuduisnuvesiiuilnues anude
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wazaanlumssundu uandusaiiveidonnnnnafnenuguusduiuiiads aeandos
fugnsen gumna (2562) ingUuuuvesnsgnisunnusnniigaroludyemeuane deideu

. sunsdstenusunumeniiuUszam (Denigration) WuIINGuF10ENs
fngAnssulnaduansnnuAniiuniouystonau/nw/Anleranmanis q legldle
pyvaeudolianiann sosaunfeinsurinmils/Anlefiurduaisvesiduinudedany
ooulatl uaznginssuiifesiignfoinsmionmis/Ameiirsuesvestpundilulnad
uananAnLiusiudedsnueela

aonndosriuAms Untles wariuading s@nius (2553) fimgAnssunsnduunds
Cyberbullying MifludnwzaesnsBeudonnusot gon deideu Snvansldi¥nm ey
FlefidudeyadiusvosBuieiifuatauarlidunuie Weldmouns dedanis
Sumesidmidolnsdwiflofeifionisnoniu anauvsevilviauduldsumnudee suee
fe3siifunsdomsiiuszaviamlunmsmeuningzans Iosmnduasynauaus
dhansalunsivd wansmnudniiuldegndasy luvasiidgnnseviliamsaneulsls
TnengAnssudsnanaztiundennuddnieion $ulin suoreuargapdonnusiilalunis
msatinegludsny

aeandeslaanua g3nl (2553) 1A uagauazaanlunsFauniy
dHoswhsaruiidweunalulatlugaigtulfidesiueeuazmnaiedusgnann
Tunmsdfsiuilaued FeilinadilusundBuuuiuilaesanmsonseyian Al
Ale waznanlvuAld Agnsyvindesns wu nsTnadangdu thaauialefiaimansyny
Tundaulsiunddu Tumeuns viousinsetinsaienduiuuniielaufiyanalayananis
Tnefignnszvh msfaunliannsansuniedestunuedldluiuilowes uaswalulad
Tuthytu Besmsanuagmnlumadilinu mandusndsudlanlauesTnnsonssrh
#ie8stu

« frunsauvdoudentdusenaainngs (Exclusion) WUIINguAIoE19INATIEL
(Report) fBuiinuatlsivey auiliudniaudmednueifugnas fumsldaumniian
sesaunAeinsveliilousaurioudonauauiiliveusonneuduiieuvioenannngs

aonAdasiy Berson, Berson & Ferron (2002) msususiliidnfuaniunisal
wuud2As13 (Temporal Flexibility) #ufiluivedannsaadreiuiithasilunisdeans
Idmaen 1n3esiielunisdeansannsadsuntaslinasanal ansaasudiudldile
FDINNT Lﬂﬁau%a@ﬂﬁmaamm Y ERERATA () ﬁﬂﬁtﬁaLw%fwﬁ']ﬁ’ummgwmﬁmmm
Fansiutlamls vdeidunsiisdeamalunsgnnszyharasuussldiguiendy

. rumstharuduviedeyadiumvesBuluilame (Tricky) wungudioeis
fngAnssudufinawnsaunuiduiiuiouquétiuninadinudedsauseulatlng
lirhunsBugenanifiousnniian sesaunde lenauvsiesdnsussipudslliion
AU 9 ge (u Teru am viFeAle Wusy) uazwgRnssuiivesiigaferiteya
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drusvosduluiamesiudedinusaulall Wy Je-ana weslnsdnyi Buwd Wus) 3
d@0mAaRINU Robin M. Kowalski, Susan P. Limber and Patricia W. Agatston (2012)
find1191 JUuUUNNSaRads vidensueende (Outing and Trickery) Ao nsuvsitoya
duivosidugiiufiansisuresula TusUuuuvesnisdsdediua (Forward Mail)
v38teAY WU nsdwiegunin wisedenruainmsaunuilagnisualiaes (Capture)
Mﬁwawqaﬂﬁué}’mdnﬂﬂLﬂumiﬂizﬁ'mamﬂﬂaﬁé\’aqmiLﬂuﬁaau%’ﬁlué’muﬁu NG
Tignnsziidndueny

uonaniissaenndosturian audani (2557 lasdadendniivhlnduiiidniu
pEauNITaEUAD Word of mouth viemyadulndetin insgnseuaresnisyais
v (Content) fiumngeglumetn wu nsussunmlidiasdunmgavesyaaa
a15130d Mskriandendsle visenmdeidey

« FumsueU1sFIAY (Impersonation) Wuingusegsliudnaudvesdu
lunduunderhudodsaueaulatinniian sesasnfeiasthnmeBuindadusluslung
donduundsyaratulumedn Suaniunsu lav wievinmesvowuies uaneeliudninud
vospulunduundsrinudedsrmsaulay wagnginssufinsgyitiesiigade 1ihde / doya
dusweaululfiluvesmuedlnediulsiBuson (gu Fo-ana wweslnsdmd Buid Hush)

aomndosiualgian anung (2556) finguiuuvesmssauniisuiusenousmenislau
viselinameueerudumesidauazinsdnisiofie msanammanasaulay n1sueus
Fovdosmuvesduilolieyanadu

2. wurametasiunisaangAnssunisnaunndsuulanlaues Cyberbullying
Tngldannsnismienguung

NANaNTITe {ATenuindnginssuluguuuunisnduundsuulanlsiuesle
5 wgnssu lneidelaniasgiinasnimnanguranevesUseinalneunuuliiunginssy
fanan wuissmalneddlifuamsdesasngraneiivonuiiteudludigmnisndunnd
uilanluwesldegsdanu ufaedinguunglulsemainernnuiuldde Ussunangmne
9MYNUAT 326 328 way 393 nszswldRidenisnseianuRindetureufianes
.71, 2550 (UAluw.e. 2560) kagnses1vUylAnunsastayadinyans w.e. 2562 uiagdls
fnungunesananeaiitymilunsinnuilinseunquvinlinnesdussneuveseiuiin
vilildansnsathainusulilungdnssunisnduundsunlanlsuesld

fsenuilussssmaiitgmlunisndusndeuulanleosdsduanniioty
Tulssou Tnewuinssmaansgoniniulsuedanasmssmualilungrneifeaiu
N"3ANY1Yeesy (State Education Codes) Yadullsaseunnuvisdasimunalinisseduy
nsnadusndsesulaiilu ulsuevedsideu waslusamawauainudymnisnduunds
vilanlmuesuiu lnsmassmanaualdfingmnefiRsatunsndusndsulanlsues
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Tnglanzivedn nguuneanulasadenislsiues (Cyber-safety Act 2013) wagause

v v

Gaduldlaegefiuseansammuundydanineidesiunisnseinanurafintoyadiu
yaraunauLnasuulanlgiuesvesUsEmALALIAT BnYdeladnsamiieau“ Cyber-SCAN”

a
v o

fvihdvauasuauteTasSeusuiinmistiewaennly Jymimfstussniisnauung

L

v Y] v A

wazignnduundadleudluymieunisiuddesduasessema lukaueleussmadu
fafRmsnauunddlulsafeuiinouinegs Ussmadiuldtingraneihensdaeiumnsms
Josfun1snduwnds The Act for the Promotion of Measures to Prevent Bullying (Act
No. 71 of 2013) usfiuiisawuilosfunsndunndsiiintululseSeou Wlddunadne
oy sldnsnduunddulssSeudaintuld dlimaensuieusdmussiusedn
fdrusalumstestunmsnduundsiiintululsadey Tneniseonndnsmsiuse fuste
“pully insurance” iietheandymnisidetureniing anniszasnwneiuna uas
anandernedainannisyhieiu
NnmsinwgiteiinseiiminuszmalneddaifinguunedaeuluFesnis
nduundsuulanloweslasiany AmniunsnmadulsuievesUszimaanizenini
Dusvuwnlunmsudladymasndusndauilanlmvedintululsabeu wasiiuns
Sungrneisafunisnduundsuulanlees uasdonhsnumeiunisndusndsuy
TanlowesinefinihiiduaudevainandesesSounasadndelosdevludesfumion
Ussinauanan Sniaasiinmaensuduniunumidnistesdetestunisnduunas
vulanlsiues Yszmalnedamstivuinislunisesnnaniugusziuduluanyuzifeniu
fuvssmadiu “bully insurance” Taeifisluesnsvesnduundsuulanlsiuesidily
Tudsedude wilouluusemady
Fedumndssmalnefasmstadelenemsiungrng  ngranefiieates
funsnduundsuilanlsueifitanu Inaenvudhuniiunuimdiusinmuuimiatesiy
paenauUNMTIIsIAangAnssunsnauLndsuilanlaues Tngliynaaamsnsasidl
ododutamnardiu Welduthilawesdouamginssunisndunnddlianiiosas naon
ufunasinsluiFosvesnisnduundsuulanleivesfiagaimnsaniuauussmvuild
doveulatlaviinginssuilundunndsnuduuulanlsiuesudeyanaignnauundauy
Tanlwued vilvigilidessulatlinsymindsunasinuuazinsaindaienisnszyiiiiinan
mswhlifamsiousinssiaanunfaznszviliiAensnduundsuulanluuesle

3 wwannenstlasfunsnausnasunlanlaues Cyberbullying

dmiuneiuilmamansgideTinsgiladmgAnssusniudeansenuniuun
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Abstract

The landscape of event marketing underwent a transformative shift amidst
the COVID-19 pandemic, leading to a surge in hybrid events combining in-person
and virtual dimensions. This research explores “Strategic Integration of Innovative
Technologies: Shaping the Future of Hybrid Events” delving into hybrid event
advantages, pragmatic marketing strategies, data collection, and technology’s
pivotal role. Objectives include evaluating strategy effectiveness, identifying optimal
integration, scrutinizing audience engagement, and forecasting trends. Leveraging
primary survey data and secondary sources, including industry reports and
academic literature, the findings highlight participant satisfaction and suggest
continued evolution. In conclusion, the paper offers a comprehensive overview of
hybrid event marketing strategies, providing practical insights and recommmendations

for navigating the ever-evolving landscape.

Keywords: event marketing, hybrid events, Covid-19, audience engagement, digital

marketing

Introduction

The COVID-19 pandemic has transformed the landscape of event marketing,
prompting a significant shift towards hybrid events (Sherinatasha Firmansyahrani,
Syifa Younna, Vanessa Vanessa, Any Noor, 2022). As restrictions on in-person gatherings
became necessary to curb the spread of the virus, event organizers had to adapt
swiftly to continue engaging their audiences. Hybrid events, which combine both
in-person and virtual elements, emerged as a powerful strategy to navigate the
uncertainties of the pandemic while maintaining effective audience engagement
(Dr. Sheetal Mahendher, Akshita Sharma, Pragya Chhibber, Aman Hans, 2021).

This research explores the concept of “Strategic Integration of Innovative
Technologies: Shaping the Future of Hybrid Events.” The researcher will examine
into the key components of successful hybrid event marketing, showcasing how
this approach enables businesses and organizations to reach a wider audience, drive
brand awareness, generate leads, and foster meaningful connections in the new
normal (Rakhman Priyatmoko, Tatang Rusata, 2022).

In the first section, the researcher will study the benefits of hybrid events,
such as their adaptability and wider reach (Refiloe Julia Lekgau, Tembi Maloney

Tichaawa, 2022). The discussion will shed light on how the integration of in-person
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and virtual experiences provides event organizers with the flexibility to pivot their
strategies according to the prevailing health and safety measures.

The second section will delve into practical hybrid event marketing strategies
that have proven effective during the pandemic (MuhammadSabig, Asriandi, 2021).
From content delivery and interactive features to leveraging technology for seamless
engagement, the researcher will explore the best practices to ensure attendees
remain captivated and invested throughout the event.
Furthermore, the researcher will address the significance of data collection and
analytics in the third section. Understanding attendee behavior, preferences, and
engagement levels empowers event organizers to refine their strategies and enhance

future event planning.

Research Objectives

The researcher proposed research objectives to determine how to implement
the “Strategic Integration of Innovative Technologies: Shaping the Future of Hybrid
Events” and obtain corresponding results.

1.A he Effectiven f Hybrid Event Marketing Strategi

Investigate and evaluate the various hybrid event marketing strategies used
by organizations during the Covid-19 pandemic. Analyze their impact on audience
engagement, brand visibility, lead generation, and overall event success.

2. ldentif imal Integration of Virtual and In-Person Componen

Examine how organizations strike the right balance between virtual and
in-person event elements in hybrid events. Investigate factors such as audience
preferences, technological feasibility, cost implications, and safety measures to
identify the most effective and efficient mix.

. Analyze Audience En ment and Experien

Analyze the audience’s perceptions, experiences, and feedback regarding
hybrid events during the pandemic. Identify the elements that contributed to high
engagement, attendee satisfaction, and meaningful interactions, as well as the pain
points and challenges faced during the events.

4. he Role of Technol in Hybrid Fvent Marketin

Investigate the role of technology in facilitating hybrid events during the
Covid-19 pandemic. Analyze the effectiveness of virtual event platforms, networking
tools, interactive features, and data analytics in enhancing engagement, participation,

and event success.
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. Examine L ong-Term Implications and Future Tren
Explore the long-term implications of adopting hybrid event marketing
strategies beyond the pandemic. Identify potential benefits and drawbacks, assess
the sustainability of hybrid events, and anticipate future trends in event marketing,

considering both industry-specific and broader societal contexts.

Literature review or research background

Event Marketin

Event marketing refers to a marketing strategy that involves promoting a

brand, product, service, or organization through the planning and execution of live
events or experiences (Setiawan, Romi; Wibisono, Dermawan; Purwanegara, Mustika
Sufiati, 2022). The goal of event marketing is to engage target audiences directly,
create meaningful interactions, and leave a lasting impression on attendees.
In event marketing, companies or organizations organize and host events such as
trade shows, conferences, product launches, experiential activations, workshops,
seminars, concerts, and more. These events are designed to attract and engage the
target audience in a way that traditional advertising methods may not achieve
(Desak Made Febri Purnama Sari, Sari Dewi Aprialita, 2020).

The key aspects of event marketing include building brand awareness,
generating leads, promoting products or services, fostering relationships with
customers, conducting market research, creating content, and leveraging social media
amplification (Zarotis, George F., 2021). By offering unique and memorable
experiences, event marketing helps businesses create personal connections with
their audiences and can lead to increased customer loyalty and advocacy.

Event marketing is measurable, and its effectiveness can be evaluated through
various metrics such as attendance numbers, social media mentions, lead generation,
sales conversions, and return on investment (ROI) (Vipin, Dr. Jain, 2022). It is an
essential component of many companies’ overall marketing strategies and plays a

crucial role in building strong brand-customer relationships.

Strategic Event Planning

Strategic event planning (Sahan Jayawarna, Ravindra Dissanayake, 2019) is
the process of carefully developing and implementing a comprehensive plan for
hosting an event that aligns with an organization’s overall goals and objectives.

It involves a systematic approach to creating, organizing, and executing an event
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with a clear focus on achieving specific outcomes. Strategic event planning goes
beyond just logistical arrangements and considers the broader marketing and
business objectives that the event should support.

The main components of strategic event planning include defining clear
objectives, understanding the target audience, setting a realistic budget, choosing
the right venue, designing an engaging event program and content, creating a
comprehensive marketing and promotion plan, managing logistics and operations,
emphasizing attendee engagement and interaction, measuring and evaluating the
event’s success, and considering sustainability and legacy (Vladimir Antchak, Michael
Luck, Tomas Pernecky, 2021).

In summary, event marketing is a marketing strategy that uses live events
and experiences to promote a brand or business, while strategic event planning is
the process of carefully planning and executing events with a focus on achieving
specific marketing and business goals. Combining event marketing with strategic
event planning allows organizations to maximize the impact of their events and
achieve desired outcomes in a purposeful and effective manner (MuhammadSabig,
Asriandi, 2021).

Hybrid Event
A hybrid event (Mahadewi, 2022) is a type of event that combines both

in-person and virtual elements. In a hybrid event, some attendees participate
physically at a designated venue, while others join remotely through virtual
platforms. This format allows for a flexible and inclusive experience, accommodating
participants from different locations and time zones.

The role of Hybrid events have gained popularity due to technological
advancements, increased internet connectivity, and the need to adapt to changing
circumstances (Hussien & Touni, 2022), such as travel restrictions or health concerns.
The integration of physical and virtual components enables event organizers to
reach a wider audience, offering an engaging experience to those who cannot
attend in person (Refiloe Julia Lekgau, Tembi Maloney Tichaawa, 2022).

In a hybrid event, content and activities are accessible to both in-person
and virtual attendees. Presentations, conferences, workshops, networking sessions,
and more are streamed live or recorded for virtual participants to engage with,
ensuring they have a similar event experience to those present at the physical
venue (Mahadewi, 2022).
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The hybrid event format also allows for interactive features like live polls,
Q&A sessions, and virtual networking, facilitating communication and engagement
among attendees, regardless of their location. Additionally, data collection and
analytics from both sets of participants provide valuable insights to event organizers
for analysis and future event improvement (Rakhman Priyatmoko, Tatang Rusata,
2022).

Overall, hybrid events combine the best of in-person and virtual experiences,
offering a versatile and impactful way to host gatherings that cater to a diverse and

global audience.

Digital Marketing

Digital marketing is a multifaceted and dynamic approach to promoting
products, services, or brands using various digital channels and technologies. It has
emerged as a crucial component of modern business strategies due to the rapid
evolution of the internet and electronic devices (Meryem BOUFIM, Hafid BARKA,
2021). The core objective of digital marketing is to reach and engage with potential
customers in a targeted and personalized manner, driving them towards desired
actions such as purchases, sign-ups, or brand loyalty.

At its essence, digital marketing capitalizes on the vast and ever-expanding online
landscape, where people spend a significant portion of their time. By leveraging this
digital ecosystem, businesses can connect with their target audience more
effectively, transcending geographical boundaries and reaching a global marketplace.

The arsenal of digital marketing techniques encompasses an array of
practices, each tailored to different aspects of consumer behavior and preferences.
Online advertising allows businesses to place targeted ads on websites, search
engines, and social media platforms, while content marketing involves creating and
sharing valuable and relevant content to attract and retain an audience. Employing
search engine optimization (SEO) ensures websites rank higher in search engine
results, increasing organic traffic and visibility (Mian Muhammad Asim, 2020).

Social media marketing enables businesses to engage with their audience
on platforms where they actively interact with content and peers. Additionally,
email marketing enables the delivery of personalized messages and promotions,
nurturing leads and fostering customer loyalty.

Influencer marketing leverages the clout of influential individuals to endorse

products or services, tapping into the trust they have established with their followers.
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Affiliate marketing involves partnering with affiliates who promote products or
services in exchange for a commission on sales, creating a cost-effective way to
reach a broader audience.

Digital marketing also involves meticulously analyzing data and user behavior
through analytics and data analysis tools. These insights provide valuable feedback
on the performance of marketing campaigns, allowing businesses to make data-
driven decisions and refine their strategies for optimal results (Imelda Debby
Christina, Fenni Fenni, Devia Roselina, 2019).

As consumer behavior evolves, digital marketing continues to adapt to new
trends and technologies. It is a constantly evolving landscape, and businesses must
stay agile and innovative to remain competitive in the digital realm (R.LENIN,
Dr.P.MANIVANNAN, 2022) . By embracing digital marketing, companies can harness
the power of the internet and technology to connect with their audience, build

meaningful relationships, and achieve their marketing goals in the digital age.

Audience En men

Audience engagement (BROERSMA, 2019) refers to the active and meaningful
interaction between a content creator or performer and their audience. It goes
beyond mere passive consumption of content, as it involves stimulating interest,
sparking emotions, and encouraging participation. In various contexts, such as in
marketing, education, entertainment, or public speaking, audience engagement plays
a crucial role in ensuring the success of the communication process.

At its core, audience engagement seeks to captivate, involve, and connect
with the audience on a deeper level. This can be achieved through diverse means,
including compelling storytelling, thought-provoking discussions, interactive
presentations, or using multimedia elements like videos and graphics to enhance
the experience. A key element of audience engagement is to identify and cater to
the specific interests, preferences, and needs of the audience, making the content
more relevant and relatable (Manon Koningstein, Shadi Azadegan, 2021).

Effective audience engagement leads to a range of positive outcomes. For
businesses, it can result in increased brand loyalty, customer retention, and
ultimately, higher sales. In educational settings, engaged learners are more likely to
retain information and apply what they’ve learned. In the world of entertainment,
engaged audiences can turn casual viewers into devoted fans, driving success for

artists and creators. Furthermore, audience engagement is not confined to in-person
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interactions. With the advent of digital platforms and social media, it has extended
to virtual spaces as well. Social media platforms, live streams, and online forums
offer new opportunities to connect with audiences across the globe, fostering a
sense of community and building lasting relationships (Tomasz Szmuda, Mohammad
Talha Syed, Akshita Singh, Shan Ali, Cathrine Ozdemir, Pawet Stoniewski, 2020).

To achieve successful audience engagement, content creators and presenters
must be authentic, approachable, and responsive. Active listening and adapting to
feedback are essential to continuously improve and tailor content to meet the
evolving expectations of the audience.

In conclusion, audience engagement is about creating a two-way street of
communication, fostering connections, and leaving a lasting impact on the audience,
resulting in @ mutually beneficial relationship for both content creators and their

audiences (Belair-Gagnon, 2019).

Methodology

For the methodology of this research, the researcher conducted the research
by employing a combination of primary and secondary data sources in data collection
(Sileyew, 2019), which proved to be immensely valuable. Primary data is original
and collected firsthand through surveys while secondary data is existing information
gathered from sources like literature, databases, or previous studies.

This approach provides several benefits. Firstly, using both types of data
enhances the research’s comprehensiveness and depth. Primary data allows
researcher to address specific research questions tailored to their study, while
secondary data offers broader context and historical perspectives. Secondly, it saves
time and resources by utilizing existing data, making research more efficient.
Moreover, triangulation of data sources enhances the study’s credibility and validity,
as corroborating findings from different sources strengthens conclusions.

In conclusion, combining primary and secondary data sources in a research
paper allows for a well-rounded investigation, increasing the overall quality and
reliability of the study (Sileyew, 2019) .

Primary D llection
The primary data collection method for this research on “Strategic Integration
of Innovative Technologies: Shaping the Future of Hybrid Events” involved surveys,

which were valuable for gathering quantitative data and insights. Surveys offered a
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structured and systematic approach to collecting information from a large number
of respondents, including event organizers, special gsuest speakers, and attendees.
This allowed the researcher to quantify trends, preferences, and opinions related
to hybrid event. The researcher collected data from the 1st International Media
Forum Event, a hybrid event held on 23rd September 2021 and organized by the
Communication Art Program at Stamford International University (Thailand).
Consequently, the researcher took the necessary steps to provide the results with
the following details (Sileyew, 2019).

 Survey Design: To ensure the effectiveness of the survey, researcher
carefully designed the questionnaire. It included a mix of closed-ended and
open-ended questions to capture both quantitative data (e.g., ratings, preferences,
frequency) and qualitative insights (e.g., comments, suggestions, challenges).

« Participant Selection: Researcher targeted a diverse pool of participants
who had experience with hybrid events during the pandemic. This included event
organizers, guest speakers and attendees who had engaged in virtual and hybrid
events.

« Quantitative Insights: Surveys provided numerical data that was analyzed
using statistical techniques. Researcher calculated averages, correlations, and per-
centages to quantify the level of engagement, effectiveness of strategies, and
preferences of participants.

« Comparative Analysis: Surveys allowed researcher to compare responses
across different groups, such as comparing the perspectives of event organizers to
that of attendees. This comparative analysis helped in understanding potential
discrepancies and different viewpoints.

« Efficiency and Convenience: Surveys were distributed electronically,
making them a time-efficient and convenient method for data collection. Online
surveys enabled researcher to reach a geographically diverse audience quickly.

« Uncovering Preferences and Challenges: Researcher inquired about
attendee preferences for engagement activities, content formats, and event
experiences. Additionally, surveys identified the challenges faced by event organizers
in marketing hybrid events effectively.

« Data Validation: Researcher used survey responses to validate or corroborate
findings from other data sources, such as secondary data from industry reports or

academic papers.
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To ensure the success of surveys, researcher paid attention to the clarity of
questions, considered the target audience’s perspective, and maintained anonymity
and confidentiality. By using surveys as a primary data collection method, researcher
gathered quantifiable insights that contributed to evidence-based recommendations

for enhancing engagement in hybrid events during the Covid-19 pandemic.

ndar (lection

The researcher gathered secondary data from industry reports and a book
authored by Mr. Kreingkrai Kanjanapokin (CEO of Index Creative Village Company,
www.indexcreativevillage.com) titled Hybrid event marketing :when digital and event
become one,” which proved to be a valuable resource for investigating ‘Strategic
Integration of Innovative Technologies: Shaping the Future of Hybrid Events.’

The industry reports and the book presented comprehensive data, including
information from event organizers, attendees, and marketing professionals, revealing
current trends, pandemic-related challenges faced by planners, and the effectiveness
of marketing tactics. Real-world case studies highlighted successful hybrid events
and the strategies driving audience engagement. Moreover, the industry book
explored audience behavior in virtual and hybrid events, shedding light on
attendee preferences, engagement patterns, and factors influencing participation.
By leveraging secondary data from industry reports and the book, researcher
enriched their understanding of hybrid event marketing during the pandemic,
complementing primary research informing practical, data-driven recommendations
for event organizers and marketers. However, researcher acknowledged the need
for credible and up-to-date sources, ensuring proper citation to maintain research
integrity and reliability (Sileyew, 2019).

Besides that academic papers provided a valuable source of secondary data
for researchers who explored “Strategic Integration of Innovative Technologies:
Shaping the Future of Hybrid Events.” These papers, authored by scholars and
researchers, offered in-depth analysis, theoretical frameworks, and empirical findings
related to various aspects of hybrid events and audience engagement during the
pandemic. One crucial area covered by academic papers was audience behavior
and preferences in virtual and hybrid event settings. These studies delved into
attendee motivations, interests, and interactive behaviors during online events.
Understanding these factors helped researcher identify effective engagement

strategies and tailored marketing efforts to resonate with diverse audiences.
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Academic research also delved into the impact of the Covid-19 pandemic
on the events industry. Scholars examined the challenges faced by event organizers
and marketers, as well as the innovative solutions adopted to ensure seamless
engagement during a time of social distancing and travel restrictions. These insights
informed event planners on the evolving landscape and the need for flexible
marketing strategies.

Moreover, academic papers often included case studies of successful hybrid
events conducted during the pandemic. These case studies offered practical
examples of how different marketing strategies were employed to achieve high
levels of engagement and participant satisfaction. Researcher drew inspiration from
these real-world examples and adapted successful tactics to their study.

Furthermore, academic research addressed the role of technology and social
media in hybrid event marketing. Scholars explored the integration of various
virtual event platforms, interactive tools, and social media channels to create
immersive experiences and foster audience interaction.

To ensure the reliability and credibility of the secondary data gathered from
academic papers, researcher focused on using peer-reviewed journals and
reputable sources. Scrutinizing the methodology and results of each study was
essential to extract accurate and relevant information for the research topic. Properly
cited and referenced the academic papers was critical to give credit to the original
authors and maintain academic integrity (Sileyew, 2019). Overall, leveraging secondary
data from academic papers enriched the study on hybrid event marketing strategies,
providing evidence-based insights and contributing to the formulation of effective

engagement approaches during the Covid-19 pandemic.

Results and discussion

The researcher collected survey data as the primary data from the participants
who were guest speakers, lecturers, alumni and the current students attending the
1" International Media Forum Event. The hybrid event was held on 23rd September
2021 & was organized by the Communication Art Program at Stamford International
University (Thailand). The event received positive feedback from attendees, who
comprised Stamford management, lecturers, students, alumni, professionals in the

media industry.
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The data represents the types of audiences
who attended the event. There were a total of
84 participants in the event (Picture 1), and they
were categorized into different audience types of
each group at the event. The data is presented in

a tabular format, providing information on the

frequency and percentage distribution of each
Stamford Management  audience type.

Stamford Lecturer

Stamford Student Th ien wer follows:
Stamford Alumni 1. Stamford Management: One participant,
Stamford Staff accounting for 1.2% of the total attendees, was

identified as a member of the Stamford management.
Picture 1: There were a total of 2. Stamford Lecturer: Three participants, making
84 participants in the event. up 3.6% of the total attendees, were categorized
as Stamford lecturers.

3. Stamford Student: The majority of the attendees, comprising 76 partici-
pants, or 90.5% of the total, were Stamford students. These were individuals cur-
rently enrolled as students at Stamford.

4. Stamford Alumni: Two participants, representing 2.4% of the total attendees,
were classified as Stamford alumni. These were former students who had graduated
from the University.

5. Other: Two participants, accounting for 2.4% of the total, were categorized
as “Other.” This category may have included individuals who were not directly

affiliated with Stamford but attended the event for various reasons.

The researcher asked the participants in the questionnaire about their
experience with the hybrid event, specifically focusing on its interactivity with
audiences. The attendees provided their responses, which served as the data for
Table 1.
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Table 1: The information focused on participants’ experience with the hybrid event,

specifically on its interactivity with audiences.

Frequency Percent Valid Percent
Valid ~ Strongly disagree 1 1.2 1.2
Disagree 4 4.8 4.8
Neutral 15 17.9 17.9
Agree 30 35.7 35.7
Strongly agree 34 40.4 40.4
Total 84 100.0 100.0

Based on the data presented, a significant majority of the attendees (76.1%)
found the hybrid event to be interactive. Among the participants, 40.4% strongly
agreed that the event was very interactive, while an additional 35.7% agreed with
the statement. A smaller percentage (17.9%) remained neutral about the event’s
interactivity, and only a combined 6% either disagreed (4.8%) or strongly disagreed
(1.2%) with the level of interactivity offered during the hybrid event. Overall, the data
suggests that the majority of attendees perceived the event as interactive, indicating
that the event successfully engaged and involved participants in meaningful ways.

The researcher asked the participants in the questionnaire about the event
planning and technology (Live Streaming) used during the hybrid event. The
attendees provided their responses, which served as the data for the study for
table 2.

Table 2: The information surveyed about the event planning and technology (Live

Streaming) used during the hybrid event.

Frequency Percent Valid Percent

Valid ~ Strongly disagree 1 1.2 1.2
Neutral 13 15.5 15.5
Agree 32 38.1 38.1
Strongly agree 38 45.2 45.4

Total 84 100.0 100.0
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The majority of the participants (83.3% - the combined percentage of “Agree”
and “Strongly agree”) showed a positive attitude towards the use of Live Streaming

technology during the hybrid event.

The researcher surveyed the participants using a questionnaire to gauge their
overall satisfaction with the hybrid event, focusing on aspects such as timing,
knowledge from the speakers, and the provided materials. The attendees’ responses

served as the data for Table 3 in the study.

Table 3: The information focused about overall satisfaction with the hybrid event,

focusing on aspects such as timing, knowledge from the speakers, and the provided

materials.
Frequency Percent Valid Percent

Valid ~ Strongly disagree 1 1.2 1.2
Disagree 1 1.2 1.2
Neutral 8 9.5 9.5
Agree 26 31.0 31.0
Strongly agree a8 57.1 57.1
Total 84 100.0 100.0

The majority of participants (57.1%) strongly agreed that they were satisfied
with the hybrid event. Additionally, 31.0% agreed with the event’s overall satisfaction.
However, a small percentage of participants (1.2%) both strongly disagreed and
disagreed with their satisfaction. Furthermore, 9.5% of participants expressed a

neutral stance.

Additionally, open comments by the participants of the 1st International
Media Forum were highly successful and engaging, thanks to commendable event
planning. The inclusion of Q&A sessions with guest speakers provided valuable
insights from media professionals, effectively covering evolving trends. The choice
of topics and diverse lineup of speakers, including the impact of COVID-19, appealed

to attendees, creating a platform for interactions and learning.



MsastimaseuyIviag Un 23 atuil 1 (Wnsau - quieu 2567) 155

« Technology played a crucial role in the event’s success, as virtual platforms
facilitated direct interactions with expert speakers. The live and unscripted format
enhanced audience engagement, although there were some internet stability issues
for some participants.

« Audience engagement was a key aspect, with Q&A sessions and interactions
with speakers being well-received. The international aspect broadened attendees’
perspectives, but some desired deeper discussions for future events.

« The hybrid format successfully blended in-person and virtual experiences,
reaching a wider audience.

 The seamless virtual experience ensured remote participants felt included

in discussions and didn’t miss important content.

Overall, the 1st International Media Forum showcased the potential of hybrid
events to provide valuable insights and knowledge regardless of participants’

physical location.

Based on the results of the secondary data such as industry reports, research
academic papers, and the book from Index Creative Village (Thailand), the
researcher summarized the key strategies for organizing a Hybrid Event for Effective
Engagement during the Covid-19 Pandemic. The findings revealed the following:
The first step was to define clear objectives and identify the target audience.
Understanding the event’s goals helped shape the content, format, and engagement
strategies (Kanjanapokin, 2019). Conducting surveys and market research allowed
for a better understanding of attendee preferences and expectations.

For engaging remote attendees (Andrew L. Kun, 2023), ensuring a seamless
virtual experience was crucial. Investing in reliable and user-friendly virtual event
platforms that offered live streaming, chat functions, virtual networking opportunities,
and interactive elements helped enhance engagement. Attendees were provided
with clear instructions on how to access the virtual platform and participate in
sessions.

About in-person attendees were prioritized for safety and comfort. Adherence
to local health guidelines, social distancing, mask mandates, and frequent sanitization
were implemented. Engaging on-site experiences, interactive exhibits, live
demonstrations, and networking activities were provided to add value to the

in-person experience (Casey M. Silver, Rachel H. Joung, Melanie S. Morris, 2022).
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Moreover, the event’s agenda was designed with a mix of hybrid session formats
to cater to both virtual and in-person attendees. Keynotes and panel discussions
were live-streamed for virtual audiences, while breakout sessions and workshops
were available for both in-person and virtual attendance. Interactive elements like
Q&A sessions, polls, and surveys encouraged audience participation (Hideaki
Yahata, Kiyoko Kato, Mototsugu Shimokawa, Keiko Kawamura, Nobuyuki Shimono,
Kei Kawana, Aikou Okamoto, Daisuke Aoki, Tadashi Kimura, 2023).

Utilizing digital marketing channels, such as social media, email campaigns,
and online advertisements, amplified the event’s reach and participation. Insights
from industry reports and academic research were used to target specific audience
segments effectively (Meryem BOUFIM, Hafid BARKA, 2021).

Fostering connections between attendees, speakers, and sponsors was a
crucial aspect of effective engagement (Simons, 2019). Dedicated networking
sessions and Al-powered matchmaking tools facilitated meaningful connections.
Speakers and sponsors engaged with attendees through Q&A sessions, virtual booths,
and one-on-one meetings. Lastly, the post-event follow-up was provided to maintain
momentum and capitalize on the connections made during the event. Session
recordings and presentation materials were shared with attendees for accessibility
and review. A content hub or online archive was created for extended access to
event resources.

In conclusion, this research underscores the significance of organizing hybrid
events as a powerful approach to facilitate effective engagement during the Covid-19
pandemic. Combining primary data and secondary data from the above, the study
highlights the crucial elements involved in orchestrating successful hybrid events,
emphasizing the importance of meticulous planning and thoughtful consideration
for both in-person and virtual audiences (BROERSMA, 2019). Organizing a hybrid
event for effective engagement during the Covid-19 pandemic involved careful
planning and consideration for both in-person and virtual audiences. By setting clear
objectives, creating seamless experiences, offering engaging content and networking
opportunities, and ensuring post-event accessibility, organizers created a dynamic
and memorable event that catered to attendees’ preferences and safety concerns.
Embracing hybrid strategies became a standard practice to ensure broad participation
and impactful engagement as the events industry continued to evolve (Prof. Dr.
Ghada Aly Hammoud, 2022).
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Conclusion and future Research

In recent years, hybrid event marketing strategies have been gaining traction
in the event industry (Kanjanapokin, 2019). By blending in-person and virtual
experiences, these events have addressed the changing landscape of events due
to technological advancements, cost considerations, and the need to cater to
diverse audiences. As the researcher look to the future, it is clear that hybrid events
will continue to evolve, incorporating cutting-edge technology, personalization,
sustainability, and more. In this article, the researcher will explore the potential
developments in hybrid event marketing strategies and their implications for the
industry.

Firstly, Technology integration in hybrid events is advancing rapidly. Virtual
platforms are becoming more sophisticated, offering immersive experiences like 3D
environments and VR (Pawan Lapborisuth, Sharath Koorathota, Qi Wang, Paul Sajda,
2022). Networking features are also improving, with Al matchmaking and personalized
suggestions connecting attendees globally (Woyo Erisher, Costantine Nyamandi,
2022). Event organizers are investing in tech for seamless interaction between
physical and virtual participants.

Secondly, about the hybrid events specialists, as the demand for hybrid
events grows, specialized event agencies or teams may emerge, focusing solely on
planning and executing hybrid events. These specialists will possess expertise in
seamlessly blending in-person and virtual elements, managing virtual platforms,
and curating engaging content for remote audiences. Their skills and insights will
be invaluable in creating unique, successful hybrid events that cater to the needs
of a diverse audience (Rakhman Priyatmoko, Tatang Rusata, Priya Falaha Muttagien,
Muhammad Igbal, 2022).

Thirdly, the researcher proposed that the data collected from hybrid events
offer a goldmine of information about attendee preferences, behaviors, and interests.
Organizers will harness this data to create personalized experiences for both physical
and virtual participants. By tailoring content and recommendations to individual
preferences, events can enhance engagement and satisfaction. For instance, an
Al-driven content recommendation system could suggest relevant sessions to virtual
attendees based on their previous interactions and preferences, increasing their
overall event value.

Importantly, one of the most significant advantages of hybrid events is their

ability to transcend geographical boundaries, providing access to a global audience
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(Nilsson, 2020). In the future, event organizers will actively target international
attendees and craft content that appeals to diverse, multicultural audiences.
Localization and translation services will play a crucial role in making the event
content accessible to a wider demographic, further enhancing the event’s inclusivity
and impact.

In conclusion, Hybrid event marketing strategies, suided by technological
advancements, personalization, sustainability, and global access (Nilsson, 2020), are
poised to revolutionize the event industry. The integration of physical and virtual
experiences will lead event planning, fostering engaging and inclusive environments.
Data-driven insights will drive personalized experiences, enhancing participant
value. Event organizers must adapt to these changes to shape a seamless and

sustainable future for hybrid events.
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Abstract

The aim of this study was to study the differences in communication patterns
in Norwegian and the adaptation to a new culture among Asians and Africans who
living in the Elvarum community in Norway. The target group for this study was 400
foreigners from different cultures, including 200 Asians and 200 Africans. Using a
questionnaire as a tool to collect data. The various theoretical concepts which are
applied in the study included : how to learn the Norwegian language, culture shock,
cross-cultural communication and the state of entering a new culture that shows the
situations the target group encountered and how they adapted to the new Norwegian
cultural environment.

The results of the study concluded that most of the 2 sample groups faced
the situation of entering to a new culture. But for English communication and
international communication, it was found that Most Africans were more knowledgeable
than Asians. About adapting to a new culture, it was found that most Asians married
local people. Then as a result to the lifestyles of Asians, are closer to and more
benefit from local people than Africans. However, both groups of the study need to
learn more Norwegian, in order to be better in Norwegian language while communicate
with people living in this country.

Key word : cross-cultural communication, culture shock, Norwegian culture.

Background and Rational of the study

Norway is one of the growing countries in the World in terms of the immigration
processing. Since 1970, and the first group of war refugees who arrived in Norway
were Vietnamese and up until the present, the community in the country has growth,
and the numbers of international people from many different countries has continued
to increase. In some Norwegian communities the percentage of the foreigners can
range up from 10 to 20 percent of foreigners body, up till now at Elverum Kommune
from 2023, the past decade has seen significantly increases in the numbers of such
foreigners at most Norwegian communities.

As found, Norway is about one quarter smaller than Thailand and has a
population 5,425,240 people within the numbers are 819,400 immigrants or about
18.9 % in 2022. Meanwhile Thailand has a population up to 70,078,198 people in 2022.
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Meaning that Norway is still in a good shape for organizing plans to run the game.
For example, all foreigners who immigrated into Norway to live or to work those
people needed to learn and understand Norwegian and the most importantly, to
know the different cultures as we know Norway is an individual culture and both
Africa and Asian are collectivism. Everyone must have a contact person to advise
step by step and practices of each unit.

These processes have provided many advantages for Norwegian communities,
such as experience benefits and in other words to learn about other cultures through
the foreigners, as well as benefits to homeland of foreigners in terms of the cultural
diversity that foreigners bring to learn environments in their new normal (Cortaizzi &
Jin, 1997, Gao & Ting — Toomey, 1998; O'Donoghue, 1996). Foreigners themselves have
also reported about the problems to adapt with different cultures. Such as the
difficulties of language communication and misunderstanding meant including lifestyle
of the local, found that difficult to follow and commmunicate with, and which is most
difficult they encounter in form of learning and how they meet up. For instance, the
aspect of this studying willingness to find out about the foreigners in Norway at
Elverum Kommune have communicated, behaviors and style among themselves
toward Norwegian culture.

One of the major to manage and sought out goals of the foreigners to fit into
their new lifestyle. Therefore the organization’s processes need to prepare and function
in an international and an intercultural context and within this study will emphasize
on which take place to establish and understand how people from different cultures
communicate with one another, and related to their perceptions of learning through
conversations, interviews, and provide possibilities to interpretations for the outcome
perception

An underlying concept, this study is about the belief of learning Norwegian
and adapting to new lifestyle, interpersonal actions within cross — cultural in which
he or she creates and maintain positive society's atmospheres. For example, speaking
clearly easy to understand, including the personal level in international communications.
It is vitally important to the quality of community progress for management.
Cultural diversity in Norway at Elverum Kommune creates ideal social forums for
inter-cultural learning, to investigate the lack aspects. For example, ‘in which way of
co-creation is easier to get foreigners good and fast following to understand the
system of their new life system of organization in communication with culture

difference, and in other words how foreigner behaving to adapt among themselves



164 Siam Communication Review Vol.23 Issue 1 (January - June 2024)

and toward to the host culture as they are from many different countries, different
languages background.

To study and understand languages other than ones own is not only serve
to help us to understand what we as human beings have in common, but also assist
us in understanding the diversity which underlines not only the language. As the
overcome shows in the past decade, there has become an increasing pressure for
globalization education to incorporate intercultural and international understanding
and knowledge into the education of their organizations of each country.
International literacy and cross-cultural understanding, become critical to a country’'s
cultural, technological, economic, political and health have become essential for life.

This study will analyze with the most dominant on trial now for almost 40
years. It has been the ‘culture shock’™ model which using the well-known U-shaped
curve (Lysgaard,1955), with these four models will be the entry point for foreigner
and out to culture acceptance and adaptation.

The prior learning experiences and culture traditions of countries from which
foreigners are drawn can significantly impact on learning experiences, and outcomes
in new learning environments. The transitional experience and the effective of
‘culture shock™ (Adler, 1975) from moving from one culture to another on individual's
health and emotional well-being have been well recognized (Furnham & Bochner,
1986; Harris, 1975). There is less research on the effects of moving to a foreign learning
environment, with different culture traditions and experiences. When the ‘distance’
travelled between cultures (Hofstede, 1993) is considerable, foreigners can experience
‘cognitive shock’, or ‘cognitive dissonance’ (Festinger, 1957), when moving from one
culture to another. These can significantly impaires the foreigner's ability to learn in
the new environment), especially when the people had to adapt to different set of
culture behaviors and expectations (Mcfall & Cobb — Roberts, 2001).

Cross-cultural management is increasingly seen also as a form of knowledge
management. Cross-cultural communication gives opportunities to share ideas,
experiences, and different perspectives and perceptions by interacting with local
people. In a way of Hofstede's dimensions are also meet up through this process of
cross-cultural communication, foreigners build mutual respect, cultural competence
and understanding each other. Such as foreigners are coming from many different
countries and different cultures. They are gaps between differences needed to
adapted and to be along with their new lifestyle, in others way before understanding

during the adjustment it will come through the communications processing in
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Norwegian language of ‘culture shock™ aspect, the well known model of U-shaped
curve (Lysgaard, 1955), as mentioned above at first the adjustment processing is
foreigner needed to learn and understand their new lifestyle by communicate in
Norwegian language and within shock situations, in between two groups of foreigners
toward and easier adapting to the host culture, as follow up, almost every Kommune
have, curriculum for learning Norwegian language courses for foreigners and can
legally participants.

Learning Norwegian the progress had made by the administrations in addition can
also find more info. at www.imdi.no and www.udi.no, and on the period of 300 up to
600 hours. For Norwegian language 550 hours, and Norwegian culture 50 hours, the
student can choose or decide to take an examination in 4 steps, such as following :
Listening, Speaking, Reading and Writing.

For foreigner who have permit to live or work in Norway. They will get free
permit to learn Norwegian and culture in 3 years times and started to count from
the day foreigner get permit to live or work in Norway or from the day the person
had arrived in Norway with regally entry. In additions within 3 years if you have not
been registering to learn Norwegian or the person had not made enough hours as
mentions above you have to pay for learning by your own. Context of learning
Norwegian and culture when the person had completed the next step to learn is
the person might want to get permanent both to live or to get to be Norwegian
citizen. With the same times if the person has the document show that they have
studied or have knowledge of Norwegian and or the person has not possible or
others reason that the person cannot learn Norwegian then the person will need a
good reason for an excepted. By general the person needed to contact personally

with organize sector or kommune where the person has registering to live in Norway.

Participant’s countries of origin

The participants of this studying will be two groups of foreigners as 200
persons from African and 200 persons from Asian, with 400 questionnaires, and
others will be observing and by interviews groups of Norwegian® course and social
class, when they are having lunch time, by intercultural communications. In case
study will absolutely create a difficult to meet up and of measuring on the levels of
foreigner satisfaction with their new lifestyle and the most difficulties for them to
adapt themselves among each other and towards the host culture by learning and

communicate in Norwegian language in range of “culture shock”
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Objective of Research

1. To study the differences of communication patterns in Norwegian language
between Asian and African who living at Elverum commune in Norway.

2. To examine the differences of adjustment to the new culture among Asian

and African who living at Elverum commune in Norway.

Scope of the Study

This study concentrates on the impact of the increasing numbers of the
foreigners in Norway, located by Elverum kommune with inter-cultural identities
different by language understandings and knowledge of the foreigner from academic
and nonacademic backgrounds. In term of inter-cultural communication skills. The
participants in this study will select foreigners from immigrate families or refugee

(@sylum seeker) from Elverum kommune as a group of African and Asian.

Benefits of the study

Willingness to participate in this study for the resulted in increasing our
understanding of the areas of strength and weakness for the foreigner communication
and to see the difficulties of different culture and background between African and
Asian who live and needed to communicate in Norwegian language in Norway at
Elverum. This study will reform some steps, it can be needed to improve the training
and maximize the abilities of international section. Community, immigration, and
pedagogy and the foreigner self, all those have responsibility for assisting the need
of inter-cultural communications in the best way met. The results of the present
study can provide suggestions on where to focus attention with the respect to both
now and continuing training. Foreigners can benefit from group activity to adapt and
express or how good the foreigners can develop their intercultural communication

and integrate themselves towards the host.

Concepts and theories used in this study
» Cross-cultural communication
It is a field of study that looks at how people from different cultural
backgrounds communicate, in similar and different ways among themselves, and how
they endeavor to communicate across cultures.
The difference is always bringing a good topic for communicating in globalization.

Each one is one self-culture and each one differs. Even sometimes life needs the
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leader person. Who can represent and adapt communication for the group, and still
insight the group leader needed to have a good organization of communication and
developed to be excepted as a leader to represent a group of what they think, do
and behaviors. The organization management is getting things done through a group.
Cross-cultural communication endeavors to bring together such relatively unrelated

areas as cultural anthropology and established areas of communication.

 U-Curve Model of Adjustment

The main 4 models and most dominant over the last 40 years have been the
culture shock model which, using the well-known U-shaped curve (Lysgaard, 1955),
meet up at the entry point for the foreigner as being on a honeymoon high, followed
by a bottoming out resulting from cultural maladjustment, and finally it climbs up
and out to cultural acceptance and adaptation. As in original presentation of (Oberg,
1960) culture shock been seen as a medical condition, which afflicted all who crossed
cultures. The study will explain more about u-curve as follows.

U-Curve model describe 4 stages of adjustment as Honeymoon stage,
Cultural shock, Adjustment, Mastery. Honeymoon Stage is the earlier stage of
expatriation, when expatriate is very excited about the new environment and culture.
He/she just enters in the new environment with full of hope and enthusiasm. This
stage is also known as Euphoria stage, which is start in the first week in the host
country. After the 1st stage and 2nd Stage begin and known as Culture Shock it
started when people get confusing in the new culture, environment and they try to
cope up and adjust in the situations. This stage is full of frustration, sadness, loneliness,
anxious and homesickness. The 3rd Stage is known as Adjustment stage it is a stage
where people start understanding the culture, norms, and values start communicating
with local people. The 4th is Mastery Stage, where people become master in the

culture and stable in new environment.

« Hofstede’s five culture dimension

In 1980, Geert Hofstede discovered 5 fundamental dimensions of national
cultures that can be seen to illustrate different values in different national cultures.
The dimensions found by Geert Hofstede can be used to illustrate which values lie
deeply embedded in people from different cultures. These values may haver
consequences for how people in different cultures behave, and how they will

potentially behave in a work-related context (Businessmate.org, 2009). However, this
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study will apply the fourth dimension as individualism and collectivism for the study
framework. The five values found by Geert Hofstede are :

1. Power Distance In cultures with how low power distance, people are
likely to expect that power is distributed rather equally and are furthermore also
likely to accept that power is distributed to less powerful individuals. As opposed to
this people in high power distance cultures will likely both expect and accept
inequality and steep hierarchies.

2. Uncertainly Avoidance Uncertainty avoidance is referring to a lack of
tolerance of ambiguity and a need for formal rules and politics. This dimension
measures the extent to which people feel threatened by ambiguous situations. These
uncertainties and ambiguities may e.g., be handled by an introduction of formal rules
or policies, or by a general acceptance of ambiguity in the organizational life. Most
people living in cultures with a high degree of uncertainty avoidance are likely to feel
uncomfortable in uncertain and ambiguous situations. People living in cultures with
a low degree of uncertainty avoidance, are likely to thrive in more uncertain and
ambiguous situations and environments.

3. Masculinity vs. Femininity These values concern the extent on emphasis
on masculine work-related goals and assertiveness (earnings, advancement, title,
respect etc.), as opposed to more personal and humanistic goals (friendly working
climate, cooperation, nurturance etc.). the first set of goals is usually described as
masculine, whereas the latter is described as feminine. These goals and values can,
among others, describe how people are potentially motivated in cultures with e.g.,
a feminine or a masculine culture.

4. Individualism vs. Collectivism In individualistic cultures people are
expected to portray themselves as individuals, who seek to accomplish individual
goals and needs. In collectivistic cultures, people have greater emphasis on the welfare
of the entire group to which the individual belongs, where individual wants, needs
and dreams are often set aside for the common good.

5. Long vs. Short Term Orientation Long-Term Orientation is the fifth dimension,
which was added after the original four dimensions. This dimension was identified
by Michael Bond and was initially called Confucian dynamism. Geert Hofstede added
this dimension to his framework and labeled this dimension Long vs. Short-Term
Orientation. The consequences for work related values and behaviors springing from
this dimension are rather hard to describe, but some characteristics are described

below.
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Long-Term Orientation is a reference to a country's traditions and values and how
much they are adhered to or respected. A high LTO score means rather strict
adherence while a lower score means more versatility. It does not necessarily mean
a lower respect for traditions and values in general.

Understanding these dimensions and how countries and cultures fit into them
can aid you as you move from expatriate to compatriot. It is a valuable tool in your
adaptation. Knowing what a culture holds dear allows you to blend, respect and
assimilate faster and in a way more acceptable to your new community members.
Determining their cultural norms will make you feel more comfortable as you move

along this journey.

Research Methodology

According to the sample group, the most appropriate research methodology is
quantitative approach by using survey technique, and questionnaire as a specific
method to collect the data information to see the differences from these two diverse

groups of foreigners adapting themselves towards Norwegian culture.

Populations and Sampling

The population in this study consists of two main groups of samples. The most
significant target groups are foreigners, which is originally from Asia and Africa. These
two groups of people are chosen to be the sample of this study because these
people are from different culture backgrounds and many of them currently living in
Norway. Thus, it is a good opportunity to study the pattern of their cultures by
communications aspect of both Asian and African cultures adapting towards
Norwegian culture. Rational of selecting these two groups as the study samples, there
is because they are totally different in terms of culturally diverse and lifestyles in
Norway. This study is expecting to find out the ways of adaptations in different points

of views from their backgrounds.

Research Instrument

The questionnaires was designed in two parts :

Part 1 : General information of the respondents.

Part 2 : the differences of communication patterns in Norwegian language
between Asian and African towards the host culture, and their adjustment towards

Norwegian culture.
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Data Collecting

The 400 sets of questionnaires were distributed to respondents. 200 sets were
distributed to Asian and another 200 to African people. The data collection
processes were conducted from a part of an organization of immigration administration.

It begun to conduct the survey in May 2023.

Data Interpretation
Summarized the descriptive data of the demographic factors. The sum of
each variable was measured by Likert scale and Ranging scale. The data is divided

according to the level of measurement style.

Study Results

1. General information of the respondents; The results showed that
respondents from 31-35 years old are the biggest groups and answering the survey
of both, most of respondents are female for Asians 84% and African 60%, and mar-
ried Asian 74%, Africans 66%. The most significant numbers of education in Norwegian
language of all respondents is in the beginning.

2. the differences of communication patterns in Norwegian language between
Asian and African towards the host culture, their adjustment towards the host culture.

The respondents’ perception's, feeling expressions and behaviors of Asians
and Africans who are from different backerounds and absolutely have different
cultures. About the Norwegian language use both showed high percentage on beginner
level, Asians are for 42%, Africans 56%. Africans can speak good English. It shows that
they both seemed not use much Norwegian language or might be some reasons of
their lifestyle to get a chance to communicate in Norwegian language. About using
Norwegian language and skills of these two groups respondents, which most
indicated the abilities of using Norwegian language, and what is the most difficult for
them to deal with, such as listening for Asians is on poor level 44%, while Africans
on average level 34%, mean in listening level African are better than Asians, and
Africans are less intention of reading level, still on average level. Asians are on poor
level of reading, also on reading level, even Africans not very intentions to learn
Norwegian language, but still, they are better on reading level than Asians. Meanwhile
in writing level they about the same percentage, its only 2 % different. Anyhow, Asian
showed higher in speaking, for more than 50%, while Africans are on average level
for 48%.
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The frequencies of interacting with local people in a week of Asians and
Africans showed the result that Asians (n=124, 62%) interacted with Norwegian more
than Africans (n=96, 48%). Well, the difficulty for them to communicate in Norwegian
language. in this table reveal that Norwegian language are more difficult for them
both and not much opportunity to use the language as showed for Asians (n=68,
349%) while Africans (n=84, 42%).

For the perceptions on cultural classification for human rights about the
respect in other cultures of Norwegian, shows that Africans on agree level only (n=72,
36%), and highly believe that they safe in Norway, while the level of belief in culture
respect of Asians is high on Neutral (n=108, 54%). About how respondents have good
relationship with Norwegian groups activities. Shows that Asian people strongly
disagree quite low (n=56, 28%), and the same number on Neutral (n=56, 28%), and
the perception of being part of Norwegian group in terms of participating in activities.
It seems quite passive for both samples groups, Asian group as shown 13, while
African people agree (n=84, 42%).

For the thought of respondents about having relationships with Norwegian.
Revealed that both showed high percentage both like to be friends or having
relationships with Norwegians, but still on low and quite passive level, Asian were
high on Neutral levels (n=76, 38%) to positive strongly agree, while Africans were from
strongly agree levels (n=64, 32%). Then for the question of having relationships with
Norwegian. Both Asians and Africans shown high scores on Neutral levels Asians (n=116,
58%) Africans (n=64, 32%). About the question how are Norwegians interested to have
relationships with foreigners, shown the perceptions levels of both groups of
respondents about Norwegians interested in making friends or having relationships
with other people from different cultures is in strongly-disagree Asians (n=116, 58%),
Africans (n=80, 40%).

When asking about how are your perceptions about Norwegians interactive
towards foreigners. It shown that Asians are high on disagree level (n=104, 52%), while
Africans shows high score on agree level (n=52, 26%). For the question of do you have
good opportunity to communicate in Norwegians language. The answers shown the
difficult of connecting or communicating in Norwegians language of both groups are
ambiguous. Asians ‘way of thinking about using Norwegian language were high score
on Neutral level (n=60, 30%), while Africans showed high on strongly disagree,
strongly agree with the same numbers (n=48, 24%).

About how many of close friend do you have, while living in Norway. The
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answer is divided into 3 parts of the question, and showed the results, that the
number of close friends during living in Norway for both groups as Norwegian friends
showed high scores for both are on none's levels Asians (n=84, 42%), Africans (n=124,
62%), mean that individualism and collectivism will never be the same in some points.
But in home country friends’ levels are high on many levels of both, Asians (n=108,
54%), Africans (n=92, 46%), mean there are still strongly barrier of connecting even
after they both groups been living in Norway for quite a while, and within good
contact with their own home friends it is also keep them unpracticed in Norwegian
language and not understand good enough’ of the host cultures. In international
friends shows that high scores on a few levels for both of sample groups. Asians (n=76,
38%), Africans (n=68, 34%)

For the question of how often do you spend social times with others. The
first place on highest level number of social times spent of both are very often with
their own home country friends, Asians (n=76, 38%), while Africans are in the same
levels (n=68, 34%), that also could be predicted that why European call Asians as
“a party people”. The second place on international friends, Asians shows high
number on seldom for (n= 96, 48%), Africans shows high number on never levels
(n=60, 30%), from the number it could be predicted in the way of living quite ethno-
relativism, also showed quite low with locals. According to the results both showed
high number on never levels Asians (n=76, 38%), Africans (N=84, 42%). About the
question how satisfy for you to live in Norway. The data showed high score for both
sample groups on satisfaction levels of living in Norway. Asians (n=80, 40%), Africans
(n=84, 42%). And the answer of what is the most difficult for you to live in Norway.
It showed that the most difficult for those two groups of foreigners which live in
Elverum Kommune, Norway. The highest score shows on lifestyle levels as Asians
(n=164, 82%), Africans (n=120, 60%,.

Discussion

The finding reveals the differences of both respondents showed that as they
are from different backgrounds and cultures towards their life’s adaptation with
Norwegians. It will interpret in range of ‘culture shock™ theory, and In the field of
adjustment to fit in new environment or in new culture expatriate go through the
various phases of adjustment and this phase is in the form of mentally, physically
stress and family adjustment. Expatriate adjustment package contain- culture-shock,

acculturation, and adjustment level. U-Curve model consist of all these stages.
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u-curve model of adjustment was earlier given by Lysgaard, 1955 and studying 198
Norwegian Fulbright Student and after that been modified by other's as U-Curve
model describe 4 stages as following: Honeymoon stage is the earlier stage of
expatriation when they are very excited about the new environment and culture.
He / She just enters in the new environment with full of hope and enthusiasm.
This stage is also known as Euphoria stage, which is start in the first week in the host
country. After the first stage end second stage begin and known as "Culture-Shock’
it starts when people get confused in the new culture, environment and they try to
cope up and adjust in the situations. This stage is full of frustration, sadness,
loneliness, anxious and homesickness. Third stage is known as Adjustment stage,
it is a stage where people start understanding the culture, environment and tried to
adopt host country culture, norms, and values start communicating with local
people. Fourth and the last stage is Mastery stage, where people become master in
the culture and stable in new environment.

The first stage starts with positive environment where people are just entering
to the host country and very much excited about the new culture, this stage named
honeymoon stage, because in the honeymoon people are with full of expectation,
they do not know anything about the opposite and they dreamed in their self-made
environment. This stage with positive and end in the negative environment where
culture shock starts. As mentioned, when people looking forward or imagine to the
new place where they going to live or work with full of hope, excited, fresh feeling
from the first to see new culture, but after a while, especially those two foreigners’
groups are from the warm continent and are collectivistic as Africa and Asia, it is
contrary with Norway is individualistic and cold land, not happy and so on with many
thing are unfamiliar towards host culture including difficult or not understand
Norwegian language when they must communicate with local. As they said if you
want to work or live in Norway you need to speak Norwegian language. This stage
call “culture shock or crisis’ is start in the negative feeling where people start feeling
stress, illness and get depressed. Then next stage they will try to break the unhealthy
environment with their effort to deal with the situation and understand the culture,
learning the norms-rules, try to communicate with the local people. Expatriate or
foreigners start adjusting (third stage) in the new culture and at the end they become
mastery (forth stage). They have been through the various problems personal or
professional to adjust.

In addition, by Oberg, 1960, Culture-Shock was the period of anxiety before an
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individual feels comfortable in a new culture. Its confusing and nervous feeling, a
person may feel after leaving a familiar culture to live in a new and different culture.
In this stage found a person feel sadness, loneliness, anxious, frustrated and
homesickness. Every person has them values, norms, cultures and when he/she move
to another place. it may be differed, and this difference of values and norms lead
to culture shock. A person enters in a new country or place with so many hopes,
excitement. Culture-shock affects people as per their mindset regarding the situation
they already made. For example, a person has a confidence that he/she can under-
stand the culture and easily adjust in the new environment and at the end thing
goes opposite and makes a person get feeling of failure themed to stage where a
person loses their confidence. All those feel after the lost or mismatch, it is known
as ‘culture -shock’. From first coming are two different positions of respondents in a
view of adaptation processing, with interpersonal communication. After a while both
have been learning or studying Norwegian language and what they have experiences
their new environment, while they must practice communicating in Norwegian lan-
guage, culture constitutes a way fully characteristic of organization life, thinking,
conceiving and get things done by other in a way of what they are familiar. The view
of culture proposes that a community of people tend to construct a common
model or the road map way of life to adjust to the next.

This study has demonstrated the usefulness and cross-cultural adjustment
levels of two groups foreigners and interpret in range of culture-shock (u-shape
curve model), to easily understand in cross-cultural adjustment and communication
in their daily life by using Norwegian language of expatriate for a better life, better
job, and better earning, especially to reach and understand their new lifestyle towards

the host culture and live together in harmony.

Recommendation and Future Research Directions
The study found that the administration organization should provide full and
proper training or learn more about both the host of destination and the expats self
before departure from their home country. For example, persons or officials responsible
for working with foreigners of different culture and language should have knowledge,
ability, and true understanding of different cultures. There should not be racial or
ethnic discrimination.
Therefore, future research may study more in different area and difference

aspect of the culture-shock or the culture adjustment.
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Abstract

The purposes of this research were 1) to develop and evaluate the quality
of the digital content set on an online platform for public relations Global
Competence Development Centre (KMUTT GCDC) 2) To evaluate the perception of
the sample group ,and 4) To evaluate the satisfaction of the sample group towards
the digital content set on an online platform for public relations Global Competence
Development Centre (KMUTT GCDC). The tools used in the research were (1) a set
of digital content on an online platform for public relations KMUTT GCDC.
2) Quality assessment form in content and media presentation
(3) Sample perception assessment form 4) Sample satisfaction assessment form .
The sample group used in this study included people who clicked like on the
Facebook page KMUTT GCDC SALC, which were obtained from simple random
sampling, who were willing and voluntary to cooperate as volunteers. and an ex-
perimental sample of 50 people, the results of which were evaluated by experts
found that the content quality assessment result was at a very good level (X =
4.79, SD = 0.41). The media presentation quality assessment result was at a very
good level (%X = 4.75, SD = 0.44). The perception of the sample group was at the
highest level ( X =461, SD = 0.60) and the satisfaction evaluation result of the
sample group was at the highest level ( X = 4.72, SD = 0.49). Therefore, the digital
content set on an online platform for public relations of the Global Competency

Development Center (KMUTT GCDC) developed could be used practically.

Keywords : Public Relations, Digital Content, Online Platform
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Abstract

The purpose of this research is to study communication behavior via online
social networks and perception on the rights of the elderly according to the
Elderly Person Act, B.E. 2546 among the elderly living in Bang Mueang Subdistrict
Municipality, Mueang District, Samut Prakan Province. It is a quantitative research
study, using survey research methods and collecting data with questionnaires from
a sample group of 400 people who aged 60 years and over. The results of the
research can be summarized as follows :
Demographic characteristics found that the sample consisted of more females

than males, accounting for 54.50 percent and 45.50 percent, respectively, and most
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of them were in the age range of 65 - 69 years, accounting for 49.00 percent. The
sample had a high school education/vocational certificate. The highest number was
24.25 percent and most had general employment occupations, accounted for 31.75
percent. Most of the sample group had an average income of 5,001 - 10,000 baht
per month, accounted for 34.00 percent, and most had marital status, accounting
for 51.70 percent. The perception on the rights of the elderly of sample group
calculated as 100.00 percent.

Communication behavior via online social networks found that most of the
sample group exposed to information about the rights of the elderly from the
online social network Facebook, accounted for 43.50 percent and most of them
using mobile phones or smartphones as the device for opening up to online social
networks, representing 67.75 percent. The time when most of the sample
communicated via social networks was between 11 : 01 a.m. - 3 : 00 p.m., repre-
senting 36.75 percent. Most of the sample had a frequency of using the online
social network. more than 5 times/week, accounted for 48.50 percent. The time
period that most of the sample spent exposed to online social networks was
approximately 1 - 2 hours/time, accounting for 49.25 percent. The majority of the
sample had the main purpose of using online social networks to contact family/
friends, acccounting for 29.25 percent.

Perception of information on the rights of the elderly according to the
Elderly Person Act, B.E. 2546 (16 aspects). It was found that the sample group had
overall awareness of rights at a high level (average 3.56). The perceptions of the
rights of the elderly can be divided into 4 levels : 1) the highest level of perception
(The sample group had perceived in 4 aspects : Right to medical service, Right to
receive living allowance assistance, Right to receive vehicle fare assistance and Right
to receive help from being abused) 2) High level of perception (The sample group
had perceived in 5 aspects : Right to be safe in buildings, Right to travel, Right to
self-development, Right to receive education and Right to exempt the entrance
fees to government places) 3) Moderate level of perception (The sample group had
perceived in 3 aspects : Right to receive housing arrangements, Right to funeral
arrangements, and Right to occupation) and 4) low level of perception (The sample
group has perceived in 4 aspects : Right to receive advice in cases, Right to income
tax deduction, Right to Elderly Fund, Rights to receive convenience in visiting

various places).
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Abstract

This research was an experimental study on the analysis of content design
for digital marketing communications: ‘Thailand NK Corn’ Facebook Fanpage. The
research objectives were as follows: 1) To develop mock-up content for a content
marketing format that effectively stimulated the target audience's interest in viewing
the content, 2) To study the presentation of content marketing through mock-ups,
aiming to stimulate interest by presenting content format to reach a broader target
group, and 3) To provide suggestions for developing content for the Thailand NK
Corn' Facebook page.

Data was collected by creating mock-up content in a 12-month calendar
format, amounting to 28 pieces of content. This was done to conduct in-depth
interviews with farmers who specialize in feed corn cultivation. The data collection
spanned from September 1, 2022, to July 31, 2023, totaling 11 months. To compare
the effectiveness of the actual content creation, the researcher posted sample
content that most farmers preferred from the mock-up content on the “Thailand NK
Corn’ Facebook fan page. The data collection included the release of two video
content pieces. The experimental results indicated that creating mock-up content
for content marketing in the form of video clips that tell stories with key farmers as
the central presenters, and using a presentation style that emphasizes farmer engagement.
This approach can encourage the user group to become co-creators of content.
Involving key farmers in content creation, such as including Q&A segments at the end
of clips and collaborating with well-known local farmers can attract more viewers.
It's evident that engagement through likes, comments, and shares on the page
increased, and content can be created for advertising campaigns on the page in the

future.
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Abstract

The purpose of this research is to study media exposure behavior utilization
and satisfaction of the users of the Department of Agricultural Extension Facebook.
The sample group was 400 Facebook followers of the Department of Agricultural
Extension. This research was a quantitative research, and using online questionnaires
as a tool for collecting data. The statistics used in data analysis are percentage,
mean, and standard deviation.

The results of the research found that most of users of the Department of
Agricultural Extension Facebook were aged between 31 — 40 and majority working
as government officer followed by farmers. Most of them followed the Department
of Agricultural Extension Facebook 1 - 2 days a week and the spending time of
using was less than 15 minutes during 16.01 - 20.00 pm. In this regard, the majority
of the sample group's Facebook users behavior was to receive agricultural news in
every aspect and to receive warning news about problems in the agricultural sector.
Most of the user's utilization is to receive information about the advancement in
agriculture to apply knowledge for their own career/work and then make decisions
about participating in activities/projects. For the satisfaction of users, most of them

satisfled with the content and the most reliable information.
Keywords : Facebook ; Department of Agricultural Extension, Farmers
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Abstract

The effectiveness of digital marketing communications promoting the sale
of Plant-based Milk drinks is being studied. A case study of Mitr Roast x Brewsters
coffee shop to study the effectiveness of advertising campaigns on online platforms.
On the coffee shop’s Facebook Fan Page platform to create awareness among the
target group (Awareness) and press follow To make the store have an identity And
become more widely known through participation and to study consumer needs
in creating advertising campaigns through online platforms that can be adapted to
suit the brand. To make it even more memorable and can increase sales for the
coffee shop in the future. This research is experimental research by collecting data
from an advertising campaign on the Facebook Fan Page platform to measure the
effectiveness of Making an advertising campaign There were a total of 5 advertising

Research has shown that different advertising campaign formats produce
different results. In making each campaign, it is necessary to understand the target
audience in order to create advertising campaign content that needs to be
communicated or distributed in a way that is interesting, attractive, and able to
create recognition and awareness for the brand. The campaign that generated the
best engagement in the researcher’s research was the “ASMR” campaign, which
was the campaign that outsiders came to like, share, and engage with and attract
the most customers. All 5 campaigns that the researcher conducted also made the
Facebook of the Mirt Roast x Brewsters coffee shop increase in the number of

followers following the page as well.
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Tunwideassililunsideiedsnmunin (Qualitative research) unisundaya
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7l 1 nslieug (Educate) uazguuuudl 2 msliiiamaansunl (Emotional) Tugissia 2
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L%’WL?Jauéuuiﬁaigmaw%ﬁw O2E supply ARaAszeslIan 3 gt As UNSIAN NUAIRLS wae
WWEY WNSANTIY 2566 HAaMTIenuIglLvuvedsvanaunsafmangidming la
pssmudeyaiensdaely lusunsdeuvalyisuvesudsh O2E supply Wuingugni
fmuaguindesonadudsummnmafuteyanefewnnuisesndungumudsziom
Generation 3slfimsaeunanfisnfunudninngugnifiundeuvalyisuveswien
O2E supply fongu Gen Y aaudany vsengu Gen X Aaudu N9WUTUATIARINTaYA
duildnanfannsuiuureuaudgyliinanduludusesunmiile viedomdusses
fifudnsgnouiledolufinaduithmneludnuedifedeseslumaifiuseasvedudi
ﬁulﬁ Ultra Engineered Tuaunan

AdAgy : Usyansua, uauaylavanuudeans Facebook, naudnvung

Abstract

This research project delves into the analysis and enhancement of digital
marketing communication strategies aimed at promoting sales through Facebook
for O2E Supply's Ultra Engineered Wood Flooring product. The study focuses on
assessing the effectiveness of advertising campaigns on Facebook in generating
awareness and engagement among two distinct target groups — Generation X (ages
33-47), characterized by an affinity for aesthetically appealing products, and Gen-
eration Y (ages 18-32), characterized by a preference for unique and comfort-en-
hancing items. The project also investigates strategies to further entice customer
visits to O2E Supply's showroom by utilizing monthly customer data. Conducted as
qualitative research, the study involves analyzing collected data and contextual-
izing events while drawing comparisons across all six advertising campaigns.
The research adopts a qualitative approach, analyzing data to interpret and describe
event characteristics, as well as making comparisons based on the six advertising

campaigns. The campaigns are divided into two formats: Educational (aiming to
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inform) and Emotional (aiming to evoke sentiment), both directed at the two target
groups through Facebook. Data is collected and compared from both target groups'
visits to O2E Supply's showroom over a three-month period: January, February, and
April of 2566 B.E. (2023 CE).

The study reveals that the advertising formats effectively captivated the target
groups, aligning with the provided reference data. Regarding showroom visits, it was
observed that customer visits were congruent with the monthly data. When
segmenting customers by Generation, it was discovered that those visiting O2E
Supply's showroom predominantly belonged to the late Gen Y or early Gen X groups.
Consequently, the brand must use this information to tailor campaign content,
whether visual or textual, to effectively communicate with this demographic and

propel future sales of Ultra Engineered Wood Flooring.

Keywords: Effectiveness, Facebook Advertising Campaigns, Engineered Wood Floor-

ing, Target Audience
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Abstract

The article objective of research for studying the developed concepts and
the process of creating puppet shown by Baan Took Katun Thai Puppet team.
According to qualitative research by consulting the information and insight interview
from authentic and discussions with experts for approved information.

The research results show that the puppet show of the Baan Took Tun Thai
Puppet group has a concept that create from Professor Chusri (Chum) Sakulkaew
who is national Artist in the Thai Puppetry Art Department and transfer their knowledge
and experience of puppets and traditional puppetry art. Then expanded and
developed by creating new puppets and performance styles that related to the
story of the shown can be divided into 3 parts (1) beginning part, has traditional
Thai puppetry styles and methods of puppet was recreated with a design that could
move the fingers and neck. The content presented is a traditional script like the
Fine Arts Department. (2) fundamental part, they had developed puppets from the
original structure went through a process of studying techniques from various types
of puppets both original and foreign by designing the puppets to be appropriate
for the story. The puppet can blink its eyes, move their mouth, and move their
hands. The content presented came from Thai masterpieces of literature and for
the last part is (3) Innovative part, puppets are created using 3D printing technology
and various innovations combined until creating a performance style that is unique
to Baan Took Tun Thai Puppet House The content presented is both from existing
literature and newly created to suit the times. Most of them present stories about
Buddhism.

Keywords: creative process, Thai puppet show, Baan Tookatoon Thai Puppet
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Abstract

This academic article aims to present the production process of “Subaru
Forester EP4 GT Edition featuring Tyen Rasif” as Video On Demand Advertisement
and Commercial Media Remake Strategy for Subaru Asia. The research team uti-
lizes the reproduction concept of Post-modern Remake to analyze the resulting
creative production of this advertisement.

The framework stems from contemporary media consumption, the concept
of commercial media reproduction strategies, and the concept of Video On Demand
to repeatedly affirm brand representations. The utilization of formulaic remake and
the adjustments to certain elements, such as the storytelling methods, settings, or
specific characteristic essences, altogether can affect the audience and consumer
groups of the post-modern era whose current consumption behaviors has the
power to control the media via play, pause, skip, or rewind to a specific point and
media reproduction that has been calibrated to suit the local audience with new
editing, spoken dialogue, and texts in native languages. The key factors found in
the production process are the strict framework that adheres to time and limited
space; the limited production flexibility requires detailed and precise communication
between the production team, actors, and the brand or commissioner while
simultaneously, considering how current viewers now have playback controls over
the digital media they consume has influenced the planning of content editing,

which greatly differs from the television media.

Keywords : Video On Demand, Remake, Advertising Process
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s0@1n (Trailer Car) Algaevi asnlaunszaneen wazaeyintonsig 9
dnuansian (Miss Tyen) auaananeld

14 Augney 2565 UNSANI0N8AINEGNA BOX Shot Studio anansny wasdngdsnmuLile
L3991

YUADUNITESN9ETIIA

1%
o

MINURULTBRAANA AT IATIARR IRV T AR LAY NANE N THERD
Fodandudlawan “Subaru Forester EP4 GT Edition featuring Tyen Rasif” @3y
guigterde du Tynannsudn 3 au Ae (1) wenfin nesiuns viwthiifsruensndn
(2) 919715858 uviRguna Yiuihdigiunisuans wag (3) enansdfng lnyad imid
FuMAUNTHENIN T8Ny azUssanuauiutnuans aa Tyen Rasif linlanisaneia
LarNITANENenaTsUAlluLAaraIN ARBAIUYIBUTEAUNUAUAILNUIINGUITLOLTY
Tngagdnfiunsadassdnuimuduneuaiuty lunsuanuazadisassduanudo
WA Ao (1) N1TINBRUNITHTENNITATINETIARAIU (Pre-Production) (2) NMsUHUR
a519@33ANa31U (Production) (3) N15UsgnaunasuuRnannau (Post-Production) lag
fvwaziBonvaansyuiunisaiassd dleluil

& = v s .
TUNTINUHUNITLATENNTET19ET5ANANU (Pre-Production)

1. mstdnauaimlaseun (Plot) dadsassAnaaulavinisdnulavanysenay
waailvesgusnlandsluatunalssmenneuduimiegns Ferefnufuimeunsans
A9lUs waziwauny Wevinanulafeiutadenan (Key Factors) Tun1sdoans
v ' ¥ < o Y !

Aunguthvine auldesnulunisausldanuiddy (Landmark) e 9 Tunsannsmuns
Ao Ulnnasrnunsynmseenih uarusualeeseu WuainndnvesnisaniiuGes way
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#n1sdrsraiuiiasaiieriinisnaaesinsed
Usznaunn (block shot) n1sindeulnivessa
luldazain YuNAeILagnN1TaI8AINEUATHTE
cinematography #14 storyboard e ladenan
Tun19979 frame nasslunisaievinese wazldlu
msUszanunuiudmihivessy ieasuiuilugag
N4 9 vollasdusunneYin

2. {a3NaTIANANUIANITINLHLNITNER
Ansiaigaunsallunisldaneyih wu saa1n (Trailer
Car) anuitdnevinllugasng o aanufinessiuaenis
A981UANNALAINAN ) MADAIUYAAINT N3
Yooy WilTan i avniu ouuaeng 9 msaly
Vioeil uagn1stlostuauyaonde

3. 4aLA1lATININT19N1T AU (Story-
board) fa¥assAnasny lén3eu Storyboard Lile

AP 1 anginAunisuans
asdsIRuTlun1saeY

T Judnedelunisanesindu (Scene) Manun lagazanuwnun1saievinnden (shot)

Tinssiuduilowas wananuuagssyuRunsnuLaznsedaulvendes wiaduy

d' ! a = a I Y 1 1 Y1 1 o a
LLN'L!ﬂ’]iﬂ@ﬁﬁii%ﬂ’ﬂﬂﬂuﬂ%ﬂiu%mNEW]LLﬁSLﬂUG]’J‘U’JEJIHﬂ’]iG]i’Jﬁ]LEUQIWUWOWSWW‘UUIW

a o Y v ! | = =~ Ao o A vl o Y}
LIYUITBYLLAIUIN IG]EJLLmagﬁj@\‘isUax‘]%uzﬂgllﬂ'ﬁiguLamLLagaﬂ']ﬂULW@IVW@NWUL%”&QW?QﬂU

Saxy Shot + GT logo

a o

A9 2 Storyboard NinegaieassAnanuiainu lngaziiavuasdiiuluudazgu
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4. IPVUNLAZUNUEIAULIAINITANEYN JFadeassAnady ladnsdavihunuiay
WHUAIAUNIT018Y1 (Shooting Script Breakdown and Call Sheet) ag1sazidaalu
druvesnisaeyinluiud 12 welwineulazinlans I laniiludiunig o vesnu
~ 4 o & 1 d{' 1 1 (5% ¥
dialinsvianululuegnesuiu Ineaswiagewnsnauananiiangtayanuaan (TIME)
a19un136818911 (Shot No.) yusesndes (POV, Point of View) A1esuteseaziden
(Description) Wnuand (Cast) gunsalusznauain (Prop) nunewws (Remark) Liouwdslv
Auaundalasunsiuiasiinlanseiu

Subaru Forester EP4 GT Edition feuturing TYEN 3
Call Cast
12 September
TIME Shot No. POV Description Cast Prop remark
7:00 am Call Team
Start 1stline : Take my hand, all your trust
9:00 am 3.1 Tyen ongwily and all your faith TYEN nen GT on trailer Bivluaswnulu BG
diomi fuatmuel (Wusswiuly | Start HOOK : Keeping your safe (all the
19.1  |BG) way) TYEN fnen GT on trailer
5 close-up i Eyesight eyesight with Tyen's head in BG TYEN gnen GT on trailer
medium shot 3nuanwingng
14 fMumih We're gonna make it all the way TYEN fnen GT on trailer
33 |close-up wihiin Keeping you safe ('l be keeping you safe) |TYEN dnm GT on trailer
45.1__|dowi Tyen (Taala) Keep Keep, | wil be TYEN fnen GT on trailer
471 |erowin Tyen (Taola) I'l be keeping you safe TYEN gnen GT on trailer
medium-close 3Inuanwiia
10:00 am 27 (Tyen viuliuasdnm} Keeping you safe (I will be) TYEN e Wi
9 close-up nathauwinndy ‘You dont have to be afraid TYEN Azaatn
11 close-up i al nauduiga TYEN Aranta

AT 3 UNLAZLRUERUNNTENEYI
(Shooting Script Breakdown and Call Sheet)

AN 4 AINNITTUTD ARTALNTZANTOUUR
wazn1seenanevinaInTuluUYIRsauY (Rolling /
Driving shots) muan uiid1Agmaaineig

%umaumaﬂﬁﬂ'ﬁwﬁmwamu (Production)
Ha¥eassfnany azAndunsnanmuunuild

Faneld munan-anuiisng 4 sasauAINITHANS

gunsaiUszneuaniidesld lutnaszezinan 3 fu ves

[

NISAYVYRINNA S1RUAINTEATY A9Tl

P299 1 NNSEASEUNITANEYIN TUN 1 - 11 AUy 2565
NAS19a55ARAaUlAINN1SSUSRaNAUE Subaru hag

Y Y
v a

Fan1sincailaufuLasdivy edasiulalmdiuauduy

a &

U Stand-in Falawiuly uareenasziauaeinain
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Ul auuvisnuy (Rolling / Driving shots) muan1u

' ]
a1 =

1919 o) 1 dedsusunvesanudungunny Ao azniu
NIENNSLOAT aUUNTEINVT auufaeIulng auu
aunaluy

¥29% 2 mssevndeutinuanai Jufl 12 fueneu
2565 fasnsassfnanulivinnsthsasniinessens
U IAUTEYTNANNE 35993 diotusnann (Trailer Car)
waraonilaginszansasusiinnliannisanevhanndud
UuviBsaul (Rolling / Driving shots) aan Taglutiadi
Auldnnasun ¥inlddesiinisvinanuazeaiuiia
Meuenuassn newhidnangeymus munnnsing
13 TuBunng 9 auasu

2971 3 mseneawila Yuil 14 fuene 2565 fasieassn
narulavhnstsaundnesdien ndsdi BOX SHOT
Studio anandm wiegeandslul4lu Brochure uaz
?ia Online ﬁgwmmaﬂ Subaru Asia TuUn159BNWEY

SauseAlaYaN (Campaign) Ynl

= A Y
AN 5 NTLAFBULIYTE

LAY ANSARAITAUUINANN
(Trailer Car) Winanevin

ﬂ’]WUigﬂ@Uﬁl 6 ﬂqiﬁhﬂﬂﬁ/\lﬁﬂ
i BOX SHOT Studio

TumaunsusznaundsufiAnaakasY (Post-Prouction)

1. Sumounssinsie (Editing)

HaseassAnanulavinnisdnseniuukuly Storyboard a1uensusl (Mood)
fifuunly Tnglddamenmssarofuwuumudnzvesnas (Rhythmic Cutting) wazsn
Aetaeiifinisdeslndounansstutunisedulinues Wnuans (Sync) masnaudinisld
fONuIUIZTNOUNAMN (Text) Lﬁaa‘émaamamﬁ’amaﬁzw Eyesicht wazsyuudu 9 iy
eTeITNIINMIAITIRg N IRaralivng Subaru Asia IdSurutiu fnisveliusuud
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nMsfnfeliieudntios Ima%qﬁéfaw%’uLﬂwé’ﬂﬁaﬂLﬁug’]asmﬁﬁfaavﬁﬁmﬁa sl
SnusUsznounm (Text) teadedund Imaaqmﬂmwg AaviadnuUszasd Tigsuans
mummiswmaq wndaInseuFImesune it LN

2. funoun1ainsnd (Colour Grading) dsannsdarelasaiu fasaassduasu
sxdasinsnded Wielifnanuiisenun Sadulndidssmudussuazaisay uazan
nsasfegnInsinsealime Subaru Asia lésurutiu Snnsveliusuuiieduesiisaies
figlaiendunuud “Cascade Green” usintinlumalnusii vinlinsgadassdnanusios
mnsusunle 1agldi8n1s Masking Layer 9943
ﬁq ulunsazinisy wonfsasonunanituainuds 7l

ﬂmaqum Wievin1sRsUSuteediLien (Green

ma

Channel) Trigetuiiielasaeonulmude) “Cascade
Green” FaLaunuil Subaru Asia #8013

3. SupeunsandLdes (Sound Mixing)
pFsmanndiaiaiu fadeassdnanuagiing
Tadssusznoudlulunnaindsd (1) lddesssennia
wndenuUsznou (Ambient Sound) sasannty o W
Fosiiunds (2) @everwindnaluladsyuu Eyesight

29950 (3) @uuennAnIsIUINYBITalinTIAUaIN
awdl 7 sy Masking  nstusn Tneidesing 4 anuailiflegnuaudu asdesd
Layer Wi aUSuuAd 0950 msfindides WieUsuseiumudlined lddaiuly
ulanniwas vestuiulaulnuldauisailsesn
4. Fumeunsdsoonig (Exporting) msaseunuiuil finnuunnssandesaii
(Traditional Media) itlnsvin] ogsduids anmsiiasdesiinisvesysifainaenssunis
ATIAINATUINNYUN T AWAUNNNINTIIAY ATIVAOUNTNYUATADUHELNTTIS NITENOU
Nulugluuuvedivirinnuysyasd (Video On Demand) a3 9assANAITLAZAOIINNT
wauentunussnunduiudnilngiava Aauseilusaseusyneulmld el
- Inidesaududildosdusznounin des wavimasuszneunuuauysal 1y M
- lnldialelsifdmisdeudiinasUsznou JULUY ProRes Lu MOV
« IndidesUsznou (Sound Effects) 1 WAV
« IdmasUsznou 1Ju WAV
- Idyndnus Aosinisuen Logo wazdsnwseenainiu lu .PSD

dyunansadneassd
HaivassAranuladweaulnananuianuali Subaru Asia lulsiausuinmau 2565
mugULuUIRTimInNUsEasd (Video On Demand) finansndnesu Ingkanuiazgni
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TUweunslutssnas 9 laluatumudingemuduaty dwuluatumeilnedu lufud
21 §lunps 2565 M9 Facebook Page Subaru Asia Mévnsiweunslawanda 30 3undi
Fadunisdadie Remake nnasuvesiiavin Tngld Footage anyaluidiithdsueuls
e uidsumanszneulhlumandunmulng fdesiounudings wasvieu
e maadassAnanusedodanaindiifle Wifinsdndesseneu (Sound Effect)

ponlU Wy EewUIn @eandsulsenau (Ambient) Wusu
focebook - — m

Watch te=e L Seshs  Bews Gapler

o -

Ay v e ke e Jsemd e Fuaed 9
o T beivads il @

A mem il | e Ty e o
FlbarAaaTH @ by Fluand seaierd]

tarm tmnn 8

f ® coo
t j’ 1 B
N4 ®

gouiusnanludn

ibomasrwulia e 8 LR T ST g TE

Mowy Forastor gmans GT

2

ANA 8 ANFABUINBSTUN W INTHELNTULLND Subaru Asia

aAuTENa

AIUNIIHED

HasassAnanuazseddiunuinslunisilandliesnuuanaiu aulandnis
#319a33A (Creative Brief) ¥a3gnAn nasandlandosnuiuad yareluiiuaundnazees
Funuinisiilanmsamvemanuliinsediu eliinisnausunisadnednaiany fnns
muausuUszanaazna i Iulumuimuasg1smsslunsaniian uazazdosinisdeans
serineiiuauludiueing o degunsal dedanas dhended deuseauay naenaunTs
doansiugndn ieliidlanseiu

PAIULUIAAN TN AFAARNS
ANSAILDUINUAINSUNSUNLUNARY WTIN DY Has19assANauladInauIny

Y

'
=

Fuatufiuennin nsfin Beanas wazidessznau Wielhfiuaundndeves Subaru
Tudsuinesneg lweide annsatholuinsewasdsenevnutuirlwdlimnsauiuusiay
Usewe 1wy wWasussnuesussneulunwilve Wasuiefeadumwilng sumasnse
Trduanfionumnzauvesnissudevesudazdseina %uﬂumﬂ%’umﬁmﬂaqmﬁms
nangrdeanied (Commercial Media Remake Strategy) U84 Pravdova (2019) 1o
Hunsudndvesdidsanslagligrsdiiaiifegud unslavieusudeussdusznay
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unee delngantunguidmanesesluudasiiuil fadassdnanulduuiin
NSNANIANALAINUSEEA (Video On-Demand) lagluaiuaes A nianani 1 aieandyad
AU (Sexy Shot) fasrsassAnasulddansiinsiindnusesunaudduieyauss
soeus deuunduazaosiass aduinlasemnue1ilifs 1 3unf Savns Subaru Asia Al
SutiulsinassnusiisauAdsiuiwuutiuwiiy wswlddnauenmluanulamanuds
mnfasioneladuiyaussiund faunsongn vie nosiAlondy iesuisnydu 4
Igshenuosnszdudeiflessulad

RPN BANWBrUes Subaru Asa

faseassdnanulifunansuiusg1sian Subaru Asia 91nmsigaisassf
NaURARLATAIDUNaNUES IR UAaLaE s UUsTINais AR vilsiving Subaru
Asia ledanutudaldlusiuil 2 Tasinsie “Project Welcome Home” waglaiwan
“Subaru Forester GTS Limited Edition” masaaumsfinaslsgnii Footage Tunns

Remake aonutdudniastuniiniwine

Jymiiwunazdorauauuy

1. gaseassananulaudianailunisaieriiainn1ssenseieauazain
Unmsasasiaesiisaanasluunsdy Aldnameauas ilinsdievhad Tasiaws
2179y (Finale) Foadousnanetindies unuftagifudisenenuimua lasainiiosfiae
FoadlansaTnasuusaeunms doauuUssesun AU auusdines Tuilssuy wes ouu
avnunms Tuilanszuas welildnmaznuiilas 13n1sesestuden uarlunsveldaynu
WNT UATOUUUILIUTEU 9 tfu FosfaroUsrauNua TN UNTINIVANTULT Uay
amilinatiauani Ao auuinaaesau auyUinsa way ausi

2 faseassduanuwudymiuiisaain (Trailer car) diethsndufakouds Soun
Tngjunn Fesldiaalumaedeutheuumeaunis Tnsamzmaderlumugams o
nsndusaludamdn malsuuasmusazauuitwaunuiinialy sneaduiulmifiden
fflailidad widaiassdnanuliamnsamuauiestliiauillifefodssunie
adUiushsaluseinamsaneyinlawanls

3. sErinemseneni msdeansserinaginAuuazinuans geedtiudeadienen
nsifuesnudunwidainguliisustnuansddnsiuied Wielitnuandldidlegs
unuwluudazann Ussneufumsdeansiviinuanadunuudomsmaien iivgdeans
fmsegludesinaszgidu vilvilanumidunsuansoonvestinuanadntios uazain
nsauruliSidunasinglng Bluetooth tielfan Lip-Sync assiuidewmas il
Haumnisideusiednda vhlvensuaiinuansesnuldderdeduuist
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msfdumsaisassAdeiaviminalseasd Subaru Forester EP4 GT Edition
featuring Tyen Rasif” dwiiuguigeidety lunsadassdedisdadudunouosig
azidyn qmul‘déhﬂﬂfwmmEJEUu:uui?iLﬁmsﬁuﬁgﬁzmwﬂmmﬁﬂums Msangin uazns
dinsio Tsanmsnthandszgndliidusogndumsaouldifuesish naemau T Junuuus
TumsiFounsnan dmsudiidesnmsadassananuludnuasifioiiu
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The achievement of classroom’s Project Based Learning (PBL)
associates with outside organization to meet the requirement of

desired graduate: A case study of CaZa TV Program Production
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FeN13nsvial CaZa Wuunanadgn1siiingussasriiionanuniseuan
1ATIUNSHARTIENSINTTIALYesInAnEY) Fuduaiusiuiloseninemne
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guam (aaa.) TunsndnsensiiedeaSuaunie duasunuaINnsng
e 30l wavauninnedeny wasdaasudyaiseuivindiu Faduiladeiiu
FIUNNFIRNDY1EAIUFY UazdlduRnm AelakuIAns18NIsansETuRanin
¥ a & a A a aov [} I~ [ a aa o (%]
iuadayaasiania viedlid dWdunte sulutuiduddutindmu
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Tnglilasanunsuuuysanmsndnsiensinsial Caza Wugnulunsiaunadugns
nensiseulituln@nwseauUsgees Inesien1siaiuel 15 Wi diauediuau 10
pou wWeunsiudosaulay Youtube Channel : Cable Channel 37HD uay  dean
snsauziALiaiil Cable Channel 37HD amilifleuaiiv ilequamy meldmafituguaces
drinnunewuatiuayunsEsuas g (aaa.)
wadugvsannsFeuslaglilasanusdnmensingia Caza Huidunisiaun
srustsludunasu (Senslnsial) fuinuenisiieuiuaznisin (Learning and
Thinking Skill) 7in@nunlésull el (1) FwensAndesudiu ) Thvgnsandenles
(3) ViNweN1SAAEIATIEY (4) YINYeNISAAITINING (5) Yinven1sAnaieasse (6)
AnuaEansatunsseusulieg1sIns 7) fanuaunsatunstuundym dilauiun
fe 9 Anduludeey uavanunsaiiauosenuldediedudn 8) dnfinwanunsnads
aadmuy Sanudnduvestlym (conflict resolution) 9) anunsaldeansniadinaemans
Fidanslulssduiinasy warinsufdgmniadeud nsfnuidouasiam
AAnAsETI AL INANATLAT AR YT FBATHANNANLADL NG TAUALLAY
Boudieaues “au” vomariluiiliifiesmneiinavesanuiiindnuanadn
ATuAAKAYAYATIARARKA N LDNMBUNIYINTY uiS e anAwsosual” A8
funnmsusziliumAiie Jaindnwannsaiauinugnisiiouduiiensseil 21
WU AuaaIaneERlyy) ANURaIANIeIsHl ANLRAIAVNAREITH UALAIINRATA
yadsny  Finwensfnaineassd uasmeliansdoansidesnainine  enandaia
waulaveanisasiuaseisanusudoninisfinuduniisaunieuen feidunis
vaeNTINTTUIUNMITAnaNdAnToglnusssumAvesnszuIuMsEBUM AU
ANuata wazn1saiienusuloludalasiainesenineliey faeu wangns uag
ymhsnumaeietisaumieniouen dedimsatuayusuyuszanalunisnansiens

Insiay Wisdupdounsyuiunsesadusesuu
Addgy - Mmaseuslaglilassnudug, Safiaifiausyasd, s1en1sinsiie CaZa

Abstract

The achievement of classroom’s Project Based Learning (PBL) associates
with outside organization to meet the requirement of desired graduate: A case study
of CaZa TV Program Production, is the academic article that aims to summarize the
lesson learned from the student TV program production. The project arose from
the collaboration of Faculty of Communication Arts, Kasem Bundit University, and
Thai Health Promotion Foundation (ThaiHealth). TV programs production were

created to promote social well-being, physical and mental health capability, and



MsastimaseuyIviag Un 23 atuil 1 (Wnsau - quieu 2567) 287

health literacy, which are fundamental factors of peaceful society. Under the
concept of entertainment TV program, the information on dangerous things and
addictive substance, which are risk factors for teenager, were joyfully presented
together with pointing out how dangers and disadvantages they are. The program
also recommended behavior modification and other creative activities to help the
target group avoid jeopardy. The project working group employed Integrated Learning
Management concept by using CaZa TV Program Production project as a base to
develop learning achievement for bachelor degree student. The TV program,
consists of ten 15-minute episodes, were broadcast through online media and
ThaiHealth cable TV network (Cable 37HD, Close Friend Station for Health, and
YouTube Channel)

The achievement of learning via CaZa TV program production project
demonstrates development in many aspects. Apart from students performance in
TV program production, they receives various learning and thinking skills which are
(1) topic thinking skill (2) associative thinking skill (3) analytical thinking skill (4)
critical thinking skill (5) creative thinking skill (6) fast learning ability (7) ability to
identify problem, understand social contexts, and profoundly present (8) ability to
create knowledge and realize necessity of conflict resolution (9) ability to apply
communication arts knowledge to lead society in appropriate way. Student also
learn. Besides, students learn to do research and development, creative thinking
for value added and value of the work, the combination of knowledge from searching
and self-learning. ‘Value’ of the work in this project refers not only to the price of
student’s creative work broadcasting, but also ‘emotional value’. Student develops
21st century learning skills such as intelligence quotient, emotional quotient,
moral quotient, social quotient, creative thinking, and commmunication technique,
etc. Furthermore, the educational collaboration with outside organization is a
convergence of personalized learning process and structural cooperation creating
between learner, teacher, curriculum, and budget support from cooperation network

outside organization, to drive the process systematically.

Key word : Project Based Learning, the requirement of desired graduate, CaZa TV

program
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unii

maseuslaglilassnudugiu (Project based learning) luwinnssuN159ANTS
Fous fihnsfnvuasmhsnuiifsdesiunisiansinwiiineussitilanliniseeusy
fdnwaziudSeudugudnan lnedSeulaan Andu wazaserhainaninuindouass
vuilugunnudeiitmnauansaiFous Waunmuedldaudneaw (Pleumsamrankit,
2017; 91989lu newnd neau, 2566) lnganunsaasuasvinuwedfnvosiseulummsy
7l 21 WishitufumnuBeunUasiiintuluuionmedsaadagtilunndd fansiasuads
aaﬁaw'}f (Content Knowledge) inwztan1zn13 (Specific Skills) mmﬁm%wmwwé’hu
(Expertise) waganssnuzn1sfiniu (Literacy) Bnvisaenadastunisimunfiou
gesznAlny 4.0 Jaduimuiaulnglitamunmlunnia Kaduanug e uazau
annsn fienufuinveusedsay unalledlneuazidunalanid (@hauangnssuns
NAUATYFNILALTIAULINVIR, 2561)

m3seuslegadioufuRnuaidlusuuuulassnudugiu (Project Based Learning
: PBL) ﬁﬁugmmmﬂﬂ'ﬁﬁsuﬁl,l,uwizaumiai (Experiential Education) uazusugy1ves
John Dewey (Coffey, 2008) Faf{iFeuaziinnisiFouiuasrinuzriunszuaunsuitiym
fidudau e Ygmiilianunsamdineuldainnsviessh Welenalinisesnuuuadns
Junuededase szovnaedasimaorauanieiuly waedinsldesdenuduanuans
i Jiuarlaiseuiegnauiazeainnsyuiunsiieus (Learmning Process) Lok nMsAum
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f99 arwannsalunsasieufon nslivinugnszuiuniseg sufennudandiAnie
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weUsraunsalfuiniuanusiv deleludinisussendldegnamunyan einuvinue
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KunszUIuMSKAnTIensingiml CaZa ievennadnsnisizeuivesindnuiain
voassugesdnsneuen denndesfiunsiaiuaiisinuesiBeuluanssuil 21 Téun
nszUIUMssWARINAUM uazliFummsln vieidunsiuunauififiegiu daasie
mMswasuulamainssuuysd uaznsufdRsnusiieg Adedldanud vinwe sadanns
uanseenlubowiruaiuazaon msFeudamnsaiaulalasnisdne msiinUFoR uas
QUETGERIIER LLasLﬂuﬂszmumﬁﬁLﬁm%uﬁuuywémaam%im (Tuamsuk, Kwiecien, and
Sarawanawong, 2013) ety mswansienisingiiad CAZA Fefliilhmuneddnlu
nsimueulviivineen1sAng Auadl wasanauslanienues Ivinueuitaymdin



MsastimaseuyIviag Un 23 atuil 1 (Wnsau - quieu 2567) 289
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AuzilnAIans wIngraeinuwutadn laasneanisiseusiuy Project Based
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Meuen fie drinnunemuativayunsaiuatuguam @aa) Tulassnisudnsenis
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TnousuandyiiAnanmsainsesdamniannszuaumsianungy msuitiyvnie
anunsel JadalenmaliinAnulidudaiutymvieaaunsallagnse Bouisns
uitgyvn BRumanuaisetniimana anu Idaonihuasfigatideing Beuiisanuumy
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éf’lmg f9U (John Larmer, John Mergendoller and Suzie Boss, 2015)

1. Lﬂ’mmsﬁumﬂ’lilﬁ&mi uazinuea199 (Key Knowledge, Understanding,
Success Skills lasanunansen1sinsvial CaZa sudundmnglidndnwlateuian
nsafvesdenuiienueuarasdioufoinurives sl uuandugdutuney
srudafivinueeneg Iiun n1svheusiadu (Collablration) nsieans (Communication)
N1583ANLTEININYG (Critical Thinking) wazn1sUszendldtoyaansaume 31nnsiseus
Usziiutlayiudsesgunnzvesioiuinuesala

2. swmsinsiimidithanendn (asenw) senwuunndgmitdesnislésunis
uAly (Challenging Problem or Question) MROLNIINNIIFONULAZM T AADUTE
anvmelusefuiinzaudungudminevessonis

3. dndAnwildsunisuszdutszaedlfeglunssuiunis wazduneuvesnisi
1A59UNEATIENT (Sustained Inquiry) N5MAIMBY N1TAUAIITBYE WagnsUTEendlY
Toya lneforarsdiludpeglinuugi

4. Tnssundnsenisinsia CaZa duazdesedlutiuniuinss aniunisaiase
Tudann (Authenticity) fin@nwianansadunt naaes mdeya waziinnrmalastng
W93

5)dnfnwAn dadulaieafulassnsanmensmenues nedugidenisnis
Fidiueu wasdonsuuuunanuiigesns Wud masmuasUuuunens demidiaue
Tus18n1s MIUsEuNaTIENIT U8
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6. tnfinw uaze19158 finnsazviounanisiieudiuiu (Reflection) 1Agafiy
HANISAUAT AMUAINTTUNNTANELIY AN IMUBINaY Jymauasse wayisns
wile

7. tnfnwsuilamaazyioundu wasinlUldiauuSudsnssuiums hauses
Na9UUBIAU (Critique & Revision)

8. UNAN AU TDUNAUONATUNENTIENITVDIN UKL NTRONDIN AT T
(Public Product) 6

PROJECT BASED LEARNING

nistdlasooiuluznu : snenis CaZA

. . Wa -
% :;'E'"—" %;ca gl"
= J L4 ABL

1A39N13 ee1n3  Undnw asile agveu  Wnawe
Wa orls  eenuuu  Aued1  msteud  wadug
7ems  unlalgm nsSewd vihase WAz GECAEIE
CaZa agdls  shemwes  TRSewd  USuuy

Swan 14%la Tudai A9

mMsnszdu 13eserls 98N

ifams  Tvivies Sgu3

ALy

Al 1 asAUszneuNsBeuiInmMsassmanudumedn | 919015 CaZa
(Uiz&gﬂfﬁﬁﬂﬂ John Larmer, John Mergendoller and Suzie Boss, 2015)

AuA1vaIn1sBeuilaeldlaseanundugiu
uannnaidouslaeldlasanundnenisinssiad Caza Wugmudu wui sewring
nsvuIunaidous dnAnwuianisUssinaUssaunisal uasysanmanad vy
WiruaRainnisSeulusieivene fifluineu (Prerequisite Knowledge and Skills)
sutldfndunasiafiuiuogsieiiomasnszeradiiulasans lasanunsoagy
anszdndiyreansniaFoudlagly Project Based Learning fiiindnwildsu dil (gfiu
Augana, 2549; BT YIIUNNIA5E, 2549; TUNUS nveAUs Uavay; 2549)
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1. Tassnundnsenisinssiad Caza frewauiaudilafinany (Enduring
Understanding) anansaihanudnlaluldlmdudselovdnelulusuanls

2. Iassnundnsien1singiieil CaZa szj"gsJﬂ’mu'ri’Jfgapﬁwmmmmmﬁﬂﬁmsn
?z'fqLﬁwﬁuawﬂm'sysanﬂ'ﬁﬂfgfmé’wmG] (Multiple Intelligences) Tun1svinlasssu vinln
ueauanuduiudidonlosturesnnmd anuannsasineg lugnsiteusiiauysal

3. InssnunAngrensinaia Caza teimunavesianug Suldun adamans
WMEIFNENT ULaraUNTIRIANTIATIEA NTFRATIZ ANUANATINATIA LagaunIenIn
Fauferteatuivdnunw Aavy aund n1sihn 1Wusy

4. TnsenutemuTinuzn1san suusnsansyiuans (Lower Order Thinking)
W seauAus Audt aadnla waznsihlule luaufannsAnsesugs (Higher Order
Thinking) LU N13ANILATIZA IATI¥Y Uszlilu Lazaseasse

5. PeRauIANNansalunsuidumegiadusyuu

6. Premumamnsalunsviulungy (Group Process) naliminvinue
NIFIAL LAZAITINNTT

7. lassnutheimunanuaunsalunslimeluladansaumanagnisdeans (CT)
TnefinsduduuasyszgndlfnalulafansaunauazAdalunisduiunu savianisi
LAUDNAITUNIUYDINY (Platform) g 9

8. lAssundnTIeMsinsvie CaZa Hrieimuzusuunsisews (Leaming Style)
ltinAnwanunsalduuuuremues suuauiuauUssaunadiia wagliiausuiuy
M3BeuEey 9 mugiuluse

9. Hrgimunarmansaliniufifaunsziiotedu uaziusegdla lumaFoud
ANUANENINYDIAULEN

waé’quéﬁuaqmiﬁ’] Project base muvinwgnsiseusiagni1san (Leaming and
Thinking Skil) Wn@inwnlésudl &all (1) vinwemsandalsiiu ) Fvensandenles
(3) YinwgN1TAALTNILATIZN (4) inwen1sAnTAINING (5) Yinwen15ARES1NETIA (6) A
ansnsalumsBeuiauld egremiaa (7) dndnendianuaansalunsduwundym il
U3uman o AAeduludean uazannsntiauesonuildedisdudn 8) wnAnwianuso
flazairsesdmnd Famdnduvestiam conflict resolution (9) anansaldmansnsiny
dwamaniutihdelulssdiuiinnvay  eiinAnvilneeansidiauause
Tunssuuniam Wrlavundneg fiatuludny wazannsadiauossnunldodis
gudnuunansawinuzwisonarly Wunsysanmsvesmsaamadeniidnaunn
MMTaeIzUUlATIU Laznsasn1sidunulinindng
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