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Abstract

The objective of this research was to compare the corporate social responsibility model
within the same industry group using qualitative research to analyze the 2016 annual reports,
journals and online booklets. The target group of this study consists of 3 companies: Bangchak
Corporation Public Company Limited, the Electricity Generating Public Company Limited or EGCO
group, and Thai Oil Public Company Limited. The data analysis was separated into 2 parts. The
first part was the analysis of corporate social responsibility: economics, society, and environment.
The second part was the analysis of Philip Kotler and Nancy Lee’s corporate social responsibility
model. The study indicates that these three organizations have used all 3 types of corporate
social responsibility which were economics, society, and environment. The three organizations
have used the same corporate social responsibility model in five different forms including cause
promotion, corporate social marketing, corporate philanthropy, community volunteering, and socially
responsible business practices. Only Bangchak Corporation Public Company Limited has used the
form of developing and delivering affordable products and services. None of these 3 organizations
uses a marketing model that was cause-related

Keywords: The Corporate Social Responsibility, Resources, The Stock Exchange of Thailand
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Abstract

The purposes of this research were to: (1) study the communication behavior of Northern
smog problems; (2) study the community participation to smog problems in the North; (3) study
factors related to the communication with community involvement regarding northern smog problems
of youth in Chiang Mai province. The sample included 400 youths in Chiang Mai province. A
guestionnaire was used as research fool. Data was analyzed by mean, standard deviation and
Pearson’s product moment correlation coefficient. The results showed that: Most of the youth
were exposed to air pollution and smog at moderate level from mass communication, such as
felevision, radio, and newspaper or community media like brochures, community voices, and
infernet. The most exposed media were the internet, television, and personal mediq, i.e. parents
and family members. Participation in reducing the air pollution and smog of the youth in Chiang
Mai province was at a low level although the information has been exposed by the media in the
community. The youth had a better understanding of the causes and effects of smoke pollution
but they could not be involved in solving the problems of the community. Therefore, information
exchange was an important communication process in order to solve problems in the community
by discussing all sectors. Factors explaining the relationship between communication and
community participation on northern smog problems of youth in Chiang Mai province do not

correlate.

Keywords: Community Participation, Smog Pollution Problems
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Abstract

The objectives of this research were to study the correlation between (1) demography and
the decision making to purchase dietary supplement products which were certified by FDA, (2)
fype of social network, social network usage fime and the decision making to purchase dietary
supplement products which were certified by FDA, (3) social media tools and the decision making
fo purchase dietary supplement products which were certified by FDA, and 4) demography and
opened mind to use the marketing communication tools for social media. 400 persons, who had
used dietary supplement products which were certified by FDA, were asked fo answer the
guestionnaires. The research results showed that there were correlation, 0.05 level of significant,
between (1) age, education background, career and the decision making to purchase dietary
supplement products which were certified by FDA, (2) type of social network, social network
usage time and the decision making to purchase dietary supplement products which were certified
by FDA, (3) social media tools and the decision making to purchase dietary supplement products
which were certified by FDA, and (4) demography and opened mind to use the marketing

communication tools for social media.

Keywords: Purchasing Decisions, Social media, Dietary Supplement Product
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Abstract

This qualitative study was conducted to understand the marketing communication of
Thibaan the Series, which was released in 2017. In-depth inferviews and documentary analysis
were used in the data collection process. It was found that the Thibaan marketing team used
movie clips and trailers published on both social network and YouTube to increase the audience’s
needs to watch the show. Print advertising was also used, but with a limited budgef, it could be
found only at some large cinemas. Facebook was used for public relation purposes, such as to
convey news to the target audience, like release dates, activities and events. Facebook also
helped the marketing team to receive the critfigues and to understand the needs of the audience.
The actors and actresses of this movie were also invited o an event to meet and greet with their
fans. The research also found a viral marketing strategy through Facebook. This movie established
a fashion trend for their fan club to follow the actors and actresses to wear Thaibaan style and
ripped clothes, which caused a chain reaction for the target group to watch the movie. On the
other hands, Thaibann the series produced from the Isan culture true story which was very
interesting, easy to understand and similar to the audience’s life which made them seem to be
one of the actors and actresses in Thaibaan series. All the proceeding strategies are the key of
success for Thaibaan the series.

Keywords: Marketing Communication, Thai film, Thibaan the Series
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Abstract

The study was aimed to compare individual factors of the students towards the exposure,
uses, and gratifications of the Faculty of Management Science website among the students. This
study employed a questionnaire as quantitative method. Simple random sampling was used in
selecting samples. A total of 300 questionnaires were refurned. Data were analyzed by using
- Test and One- Way ANOVA. Findings revealed that the majority of the participants used the
website at home, 1-2 times per week, and used the website between 06.01 pm.-12.00 am. In
general, uses and satisfactions of the students with the website were at medium level. Findings
also showed that the students who were different in sex and year of study were exposed 1o the
website differently. The students who were different in sex and year of study used and were
satisfied with the website differently as well.

Keywords: Exposure Behaviors, Uses and Gratifications, Website
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2.2 indavilafldlun1sise
1) 1n3oeilenlflunside ldun uuuasuniu (Questionnaire) Tasuuuasuaugena1IA10Y
wuudatea (Close-Ended Questions) S’mﬂg\‘lLLUU&J’Imi’]é’JuUSSLﬁuﬁﬁ (Rating Scale Questions)
Tasuvslaseasrearnmeonidu 3 dw gl
4wt 1 Aowimluifisadudnuneniessans
dwit 2 Anfisaduwgdnssunisliivledans insanisdanis uniinendesavsy
Audtiun,
dwit 3 Aronuifisatunislduselond wazaruiawelauledangineanissanis
UINYIAYSIYTHAIUATIUNN
2) MsvnaunwiAsevile deunissiusiudeyaiinsnadouanugndeseviaiaddle (Validity)
Tasigaseldiruvvasvondldgnsiguidiasrvrdounazldinnuuasuniufiiiun1sasaaunionas
naday (Pre-Test) fudsevinsifidnsuglndiAvatungudiosne 31u9u 30 ¥a tiedsuls
wuvdeunlwdeensldnsuazanudtlaisluynusedu Tasfiananudesiu (Reliobility) 7 0.712
2.3 mMsasizidoya
1) ms%mswﬁ%’mgaﬁyugm Ga8n151Us U (Frequency) 3088y (Percentage) Aleae (X)
uazdADBUuINASEIU (S.D.)
2) NSNAADUANNASIL G18n15W1AY t-Test uaz One-Way ANOVA ionadauauniigiu
nsite dail
auudgrui 1 dnAnvaugineinissanisifine uazdulaneiu Insilafuivlvdaus
INPINITIONISENAY
aundgud 1.1 indAnvianginganisdanisiimadneiu finsilasuiivledamginanis
FONITANY
auudgui 1.2 dndnvangineinisdanisiidulaneiu fnsdasuivledanzinenis
NS4
aunfguii 2 inAnsrangAnginsiansiiive wasdulaneiu fnslduseloviasianels
Aulrdanginginisdanisanaeiu
auudgui 2.1 dndAnsiauginginisdanisidwadieiy Inslduselosianivlodane
WPINITIANITANTY
aundgiud 2.2 dndnsanugineinistanisiidulanedu dnisldselosianiuledane
NPINISTANITEANIY
auufgiui 2.3 indnsranAneinisianisifiwadiedu Tauiewelvdeiivlvdans
WPINITIANITANTY
anudgiud 2.4 dndnsangineinisdanisiidulanedu daauiaweladedulodanme
NPINISTANITEANIY

3. wan1s3de
nansIseISaswganssunslasy mslduselewd wazauiawelavadndnsaneinginis
Fan1s Afideivlvdangineinisdants suinendesivigaiuatiun asUanufaguseasdnnsise
dafl
31 Anvudtsuiguanuuandredruyana ldun iwa uazdulvaindnviamzingins
FansiidawgiAnssunisnidaduiiuledansinginisiants uuringrdesvsigarugiund

WU
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1) dnAnwraugineinisianisiimdateiu dnisiWaduivledansinginisdanas
Tuaneefueenefitodrdgmvanan .05 Feliifuluauaundgiui 1.1 (@159 1)

2) fnAnwranginginissanisiidulanedu fnsifasuiuledanginainisdanas
Tuanensfueenefidoddmianan .05 Seliifuluauaunigiui 1.2 @15197 2)

]
a

a a v £ Y] 1 a 1Y @ o a
A5 1N 1 Nﬂﬂ’liVlﬁlﬂE]‘UﬂllllG@’]u@]’]uLWﬁ“UE]\TuﬂaﬂﬁqﬂﬁﬂﬁﬂuﬁlaﬂqﬁLUG]S‘UL'JUVL"ﬁG]ﬂfug’J nygInN1g

FANS
Y8 EIIN!
n =135 n =165 t P
X S.D. X S.D.
msiWasuiulsdane
Snen1SSans 2.24 0.888 2.31 0.682 0.050 .831
B15197 2 N1sIAswiANUsUsIuIaEien (One-Way ANOVA)
uunavauudsusau Ss df MS F p
SEUINNGN 1109 3 281 1.044 391
melungu 103.588 296 272
994 104.697 299

3.2 AnwnlSeuiisuanunandrediuyana Tdun wa wazdulvesindnuianeinginis
Fansiddenislduseloviuazanuiewalosdoifulasdaneginginisiants aniinedosivsty
drugiuni wun

1) inAnwreugdnginissanisiiwdaisdu fnsldusyloviiiulidansinginissanis
Tuanenefueenefitodrdmivaian .05 Feliiduluamaundgiui 2.1 (@15197 3)

2) tndnwangdinginissanisiddulianetu Snsldussleniivlvdansingnissans
Tiuanadnefuagnafidedrdogmeadan .05 Fdiduluauanndgiui 2.2 (@159 4)

3) dnAnwianyinginissanisatindasiu Sanuivwelededuladanyinginissanis
Tuanensfueenefitodrdymvanan .05 Feliifuluauaundgiui 2.3 (@519 5)

4y Tndneraaringinisianisaitulienetu fanuiaeladeduladaneinanissanis
Tuandnefuagnafidedrdogmeadan .05 daiduluauaunigiui 2.4 (@159 6)

'
a1l

A1s 1A 3 wan1svadsuduudgIus uwavevindnwiisredusenislidlsslovinivlydauy

INYINISIANS
el AN
n =135 n = 165 t P
X S.D. X S.D.
nsiUsglavianndulae
AEANEIIS S ans 3.10 0.438 3.00 0.641 1.678 A1
A5 A 4 NMEssiauuUsUsIunIaEes (One-Way ANOVA)
nuavAuLdsUsIu SS df MS F D
FEUINNGN 1.216 3 405 1162 355
melungu 5.578 296 349
SIU 6.794 299
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#1597 5 wansnadouaNndgIudwavasindnefidieiudeauiewslaivlvdameinanis
6015
Y8 VN
n =135 n =165 t P
X S.D. X S.D.
Anuinawolaseiulvdane
N o 3.14 0.359 3.04 0.605 2.221 214
IMYINITIANIS

AISNNA 6 N15IATIEVANNLUSUTIUNNLEY2 (One-Way ANOVA)

uunavanLdsusau SS df MS F p
SEUINNGHN 1.816 3 605 2.161 133
nelungu 4.481 296 280

59 6.296 299

4. afiusrewanazasUnani1siIve
41 d5Uwani1s9y wan1sITewu
1) dndnwansinginisdanisinadaldivlsdanusinanistanisidiuunniian 1ald
Guled 1-2 asededuanyt Miiulweludaaian 18.01-24.00 u. uniida
2) iinAnwAnginainisianisiusylaninndulsdaneinainisianisluszauliunans
3) inAnwangiInginisianisiinnuiawelageiulvdanyingin1sdanisiusyduUiunans
NANISNAADUANNGAZIUWUIN
1) dnAnsfidwanazsulienedu fins@esudvledaneingnissanisliwansdneiy

v

2) inAnwniiwanazsudaneiu in1siusglaviannidulsdanginginissanislduanaianiu

v
o

3) thanufidwdnartudantu fanuiawsladodiulsdanginginssanislduananiu
4.2 9Us1eua
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SnAnelduselemianiuled wavauiawsladoduledlusyduiiunany Tuasaadaviuveddovo
ASws witWes (2553) AAnwudeenislduseloniuazanuiewelaivosyaainsaoiulednsuidimi
NSENSWANWIAN HANNSITEWUINYAAINTVBINSULIMANISIFUsEloviuaviewalaiuladnsuign
W 4 g lusydudiunans

Tudruvoanisliselomi uazauiawsladoiivled nansidewuinindneniifive uasdud
aefiu Anslduselonivazanuivweladoiivlodanzinanisdanisliuandieiu Tedoandasdy
MUATHI9TRTT Husedassa (2557) AAnwuSesiauad nsldlseleviuazainuiiawelafidso
duladiiensdearsquiuiasgiusWauazdoyaguniwuniernd d1ineuldansensieansisug
wudn walidsuadonislduseloviuaranuiweladoivlediienisdoansquininsgrusianay
VOYAZUNNWUANYE

4.3 Torauauuzdmsunisiseasadoly

1) INNANISANBIWUIN N1shFUselavivazaunanelanaiuledaneInginissanisvad
indAnwoglusedulunan duiugguaivladuosamgingnisdanisaisusulsaioniveaiuled
Tialanndedu Feersdulssloviuddldivlvdaoly
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2) n1533sasesoluasiinistindsiTeuuudunnldusenaunanisise Wy nasdun1ualidedn
(Depth Interview) #3an159aduUNUINGN (Focus Group) tAav818Wan1sITouarindayaully
Usenaun1senUs1gNani1sI9uIBNan

5. finginssuusenid

.

§ATuv0vaUnsEAuUIINg1ds19gdugiunt Ausunisatvdagunuideluaseil uas

VDUBUWSTAUHUSUIS AND1SE 19 MEINAMLINGINISIANIS WWNINYIADSIVAAWETUNT 1Sy
Aanuswilolunisifivdeyaniside

6. LONE15919DY

F9501 Busvdssos (2557). wauad nsliusslond wavanuiawelafifisoivledidenisdoans
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ASUnu vays. 15(1), 125-136.
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The Design and Development of the Cooperative Education Management
System for the Faculty of Business Administration King Mongkut’s
University of Technology North Bangkok
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UNARED

unanuiteiiiiaguseasAiiie (1) oonuUUsSEULLIMSIANITANTAnE AnrUSUISesia
A1Inedenaluladwszaaunainseuasiuileo (2) WalulsruuuSuisTanisauiadnue
AUTUSUI555N9 unIngrdeimaluladwszasuinaiwszuasvile (3) Usziliudsz@nsniwang
SEUUUSUNSIANNSAUNIANEY AUEUTUISESNY uuine1dawmaluladwssasunaiwssuasivile
HANTSITEWUIN (1) SLUUUSUISIANISAUN9ANET AzUSTUISEsAe un1Inendsinalulad
wszaaNnAnszuAsiofinisAndedoarssenindifisadosldun davtnfiania dndne uae
anuUsEnaunis (2) MsWausEUUSMsIanisaviadnenlagszuteeamdu 5 dau laun 1914
seuu Msdanstoyaifisados USuusauiludoya davane denanuusznounts (3) wansuseliu
UszAnSniwvavssuu T@ymwmuﬁﬁhLagyagﬂusaé’uﬁ (x =4.48) LLasémLﬁ'mwummgm (S.D.=
0.65) WAANINTEULUUSNSIANISAvAadnudusaldany leag1aiiuseansaw

ANAIATY: STULUSUISTANIS, STUUAnRNaAny

Abstract

The purposes of this research study were (1) to design the system of cooperative education
management system for the faculty of business administration King Mongkut's University of
Technology North Bangkok, (2) to develop the faculty of business administration King Mongkut’s
University of Technology North Bangkok, and (3) to generate Quality for the faculty of business
administration King Mongkut’'s University of Technology North Bangkok. The results show that: (1)
the system of cooperative education management system for the faculty of business administration
King Mongkut's University of Technology North Bangkok can be divided into cooperative staff,
students and corporations. (2) The system of cooperative education management system for the
faculty of business administration King Mongkut’'s University of Technology North Bangkok include
login, data management, relevancy, data updates, appointment and site selection. (3) The result of
the quality of the system of cooperative education management system for the faculty of business
administration King Mongkut’s University of Technology North Bangkok was good with a 4. 48
average score (x =4.48) and 0.65 (S.D.=0.65) standard deviation. The system can be used
perfectly.

Keywords: Management System, Cooperative Education Management System
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1. uni

nsaansAnssruuauiafnen (Cooperative Education) ilunsdnundisatiunisioudan
Uszaunsainldsuannnisufodenade saufenisysanislunisdanis@nsadunisineu (Work
integrated Learning) Lﬁaﬂ?'sﬂﬁﬁfﬂﬁnmmmsﬂL%u%::?&%mmsﬁwmdauﬁnL%amsﬁn‘m LATWENUN
finsrduiusiuivdwiiduanudosnisvevosdns Tasannsaiinisussgndniennug wasniengud
dn1sUftaeuede nellantugandAnuludnesema wu Sangy 1wesiiu uAuIan uazAnsgaINEN
1ggalvfinisiasuasiadszaunisaiivndn wluiigadauguvuidundngasaniadne Tasldinns
Wuudrin wangasaniadnuiazdisiasuasednanweesiuialidinglane ¥ sufinnsveswa
msdaaviadnulussanitugaudneialan (drnauanenssunisnisgaudne, 2551) douniinis
fedvavAnsunuafifsdostuaniadnu edunfuanudsudousmieirnisuaswamnduia
Anv1sauAe World Association for Cooperative Education (WACE) wag National Commission For
Cooperative Education (NCCE) FuvaoauAnsildsiudriilud a.d.2012 uavagronaianssulil
Fnfiaawzaniadne lassmnisadruadulszaunisainisioudanmsinendugduuudug daoan
AadAnuldvnonandioidouddinndlulsemdlng Usemadealls uasUsemaiu (auiauania
Anwlne, 2558)

Lﬁmmnsvwmuaﬁﬁaﬁnmma\‘mmw%msssﬁﬁ] uynIngdumaluladwszasuindwszuas
wille Ingaszyes Guifuifnvarnsdiinuilidvosuenarsnsearvlunsdodeussannly
Tumouseg seritadmiifiviuanisdneilsedtauruinisgsia 019158 dndnsiuazaniu
Jsenoums Adumsdniunisindnsasdoadundadeiuneanedisameaiundn dnluoess
msdafiugudoyavetindne ssddunounislunsiafivlagldsunuuuiludeyadidunseans

andgdndu §AdeTeiumdaiiveimunivladaniadnuiamnsoldauldlasiusyuy
Bumesiils Furrannsaisndnlldeuldfdeiofinisdndszun viedendudndsyuy drusunisidn
Menludwvoaivled Fessnvadldermeondudiude drwveaiming dwvevaniulsenounis
wazdmvevindnu ludunouvesnisldeussuvaniadnsuuivled Tasudardiuweedfianunsnidi
Tl sefidunoulunisidildaussuuiivandieiuoonly Tasfissuvazuiednldamansveedldom
Mdldaulauinisivuaenls

2. sziguisI9e

ASWEIUITEULUSUNSTANISdAuiadnyY uunInendoinaluladwszroundainwssunsinile
HIBN1sWeUIS¥UU sUrdYs 9Sew)il (2561) dail

2.1 segen1sINLNY (Planning Phase)

2.2 S888N15IASIEN (Analysis Phase)

2.3 seeen1soaniuy (Design Phase)

2.4 S3gENITASIUATWAILN (Implementation Phase)

NISNSWENUISEUU (System Development Life Cycle : SDLC) A9 NSEUUNISNINAINAR
(Logical Process) MN1SWaIUNS#UUANSAUNA Lﬁauﬁﬂ@mm\‘iqiﬁaLLagmauauaqmmémmwm
gl9ld Tasszuuiiasimuniu orasudreniswamnssuulnivieissuuidnifiogudmnd ooy
haseiu meluresiazutensyuaunswauosnidussey (Phases)

2.1 s28¢n197NLNY (Planning Phase)

Tasdunsureenisineuny FududuasunsnlunsruiunisvesnisWamnsyuudnnadne fides
fianudlslussuvansaund wazdoandostuanusndulunisadnasiamn Adunsaazinldly
Uselonildade meilgitonwuinfidyumiiiatuluaniwwiedendifuege Feiinisaneuniluniswamn
sruvania lasiduduainnisdneideya uamiedneiudafildninisiunfivsausindeyaildun
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Abstract

This arficle aims to present guidelines to regulate the content of digital television stations
in Thailand. There are four types of regulatory guidelines for television broadcasting in Thailand:
(1) Explicit direct government regulations, (2) Co-regulations, (3) Quasi-regulations, and (4) Self-
regulations, also in reflection of problems and obstacles in the regulation of the content of digital
television stations in Thailand. The solution comes from all sectors, including the direct oversight
of radio and felevision broadcasting the supervision of the mediq, radio, digital television, audio
and content operators with a focus on gender, violence and language use, as well as education.
The aim is to create awareness for all digital television viewers to become more knowledgeable
on digital radio and television and to be aware of the exposure. Knowledge is more useful than
media exposure.

Keywords: Content Regulations, Digital Television
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Abstract

This paper discusses two communication theories, compliance strategies and social
learning theories, to describe family and peer communication that reinforces each author fo like a
particular color. It was found that these two theories could help to describe the family
communication for both, the first and second author. The compliance strategies that parents use
to persuade their children (first two authors) to like or dislike some color are pregiving, attributing
positive feelings, showing positive esteem and threafening. Moreover, an additional item, that is
firstly founded in this paper, is “ attributing to others’ feelings,” which helps to contribute to the
knowledge in the area of communication. This finding also helps to direct other scholars to concern
more about the studies in the field of family communication, its communication patterns might be
different from other contexts and provide another way to look at the existing theories.
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1. Introduction

Social learning theory is constructed to describe the phenomenon that an individual learns
from his or her first-time experience and use it for decision making when he or she experiences
the similar circumstance again (Bandura & Walters, 1977). People could learn their first-fime
experience from the environment, both peers, family, strangers, and even in media (Arunrangsiwed
& Pasomsat, 2016). Marketers believe that the unconscious message receiving could help develop
consumers’ positive attitude toward brand better than general advertising ( Auimanachai, 2017).
This implies that people might be influenced by others, media, and environment whether with or
without consciousness. Moreover, the repeating of the message exposure could develop to be an
attitude, preference, and belief. This rhetorical communication reinforced by others could certainly
be occurred inside family.

Rhetorical message is generally explored in the communication inside the organization and
in marketing or business context. Using social network, like Line or Facebook, for instance, could
persuade consumers to have a long-term positive attitude toward brand (Phakdiburut, 2017).
Invitational rhetoric and compliance strategies help describe the method that one tfried to persuade
the others to do the things that one wants (Marwell & Schmitt, 1967). Compliance strategies
consists of 16 items that suggest the way to persuade others, including both reward and
punishment. These strategies could work well because humans need to have a positive feeling
and avoid a negative feeling, such as anxiety and sadness (Pinthapataya, 1999). For example, a
researcher could inform her participants that if they complete every item of her questionnaire, she
would provide them the compensation. This method is called, “promise.”

This paper discussed the direct experience of the first author and slightly the second author
about their color preferences, pink and red respectively. Both social learning theory and compliance
strategies would be used to help describe their experiences and the authors also seek to contribute
to these two theories, tfoo.

2. Family Communication

Family has been considered as the best social support since many decades ago (MacElveen
1978). The relationship of family members is the most important factor that help an individual
inside the family to have a psychological well-being and ability to solve life problems (Srisontisuk,
2007). Kelly and his colleagues found that the family communication could improve students’
openness toward outfside society, such as among peers and teachers (Kelly, Keaten, Cynthia,
Duarte, Hoffman, & Michels, 2002). People with colors, Hispanic and black, tend to communicate
with their mother regarding sex-related topics, which could lead to the prevention of HIV infection
in these minority groups (Miller, Kotchick, Dorsey, Forehand, & Ham, 1998). In student athletes,
their parents play important role in encouraging their children about the school activities ( Erdner
& Wright, 2018). Arunrangsiwed (2013) also found that family communication could influence an
individual’s behavioral intention of how to select their future place- to- visit. However, poor family
communication also brings about a negative effect on young children. Parents who always change
the rules varied by their own emotion will cause a poor self-regulation in children (Koerner &
Fitzpatrick, 2002). Because family communication is very important for children’s development and
psychological well- being, media producers have fried to improve the family relationship among
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fictional characters in films and animations to be a good role model for young children and their
parents (Arunrangsiwed & Pasomsat, 2016).

As mentioned earlier, the social learning theory and compliance strategies were generally
used to describe the phenomenon in workplace and in the area of marketing and public relation,
but lack of the studies used these theories to describe family communication. The current paper
aims fo strengthen these communication theories by using them to explain and discuss along with

a situation in family communication, experienced by the first and the second author.

3. Pink

In the area of marketfing, consumers are likely fo purchase the products that match their
identity and personality (Amatyakul & Polyorat, 2016). Colors are one of the most important factors
that causes product identity linked to the consumers’ taste and preference. In food studies, colors
could lead the consumers to perceive the smell ( Zellner, Bartoli, & Eckard, 1991). Like, low- fat
cheese which is generally not tasty could be added with yellow color that makes it seems to be
very tasty (Wadhwani & McMahon, 2012).

Generally, people could perceive the emotion by looking at colors, so colors are one of the
most important elements in art making (Guohua, 2015). Color preference is the topic that has been
studied for many decades ago. Guilford and Smith (1959) found that most people prefer blue and
green-blue color, especially when the brightness was added into the colors. Later, blue is still the
most favorite color among many people (Madden, Hewett, & Roth, 2000). However, in Asiaq, like
India and Ching, red and pink are the most preferable due to their tradition and belief (Raut, 2017).
While white Caucasian men like blue color and female ones like red color, both Chinese women
and men similarly prefer red color, because they believe that red means good luck (Hurlbert &
Ling, 2007). This shows how gender and race have an effect on color preference.

While the aforementioned studies revealed that blue is the most favorite color of most
people, Walters, Apter, and Svebak (1982) found the association between long-wavelength colors
(red and orange) and positive feelings, such as natural, playful, and relaxing. Human’s brain could
be more active when the individual sees their favorite color (Racey, Franklin, & Bird, 2018).

The studies about color preference were often linked to the gender stereotype, which is a
part of social learning theory that children constructed their stereotype according to their parents
and other people around them. Bakker, van der Voordt, Vink, de Boon, and Bazley (2015) found
that most Dutch boys prefer blue, but girls have no specific favorite color. In their study, boys
tend to wear blue cloths, too (Bakker, van der Voordt, Vink, de Boon, & Bazley, 2015). This is
similar to the study of Navarro, Martinez, Yubero, and Larrafiaga (2014), that both boys and girls
would choose to use cloths, toys, and other objects with the colors matched their stereotype, blue
for boys and pink for girls. Their choices of toys are mostly depending on the colors, like, girls
would choose to play masculine toys if they are pink (Weisgram, Fulcher, & Dinella, 2014). This
implies that the girls learn that pink object is produced specifically for them, regardless its
masculinity. Similarly, boys avoid playing pink toys, even they are male-gender-typical tfoys (Wong
& Hines, 2015). The findings of these papers reveal that children learn the link between gender
and color, but they may not learn the actual femininity and masculinity of the toys. This allows
the children to play various kinds of toys as long as the particular toys were produced with

various colors.
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Most products, both in online and real-world stores, are red and pink (Cavoski & Markovic,
2015). Both of these colors would be discussed in this paper, since they are the favorite colors
of the first and the second author respectively. Because these colors are truly preferred by the
authors, they would be able to describe their direct experiences along two given theories. This
paper would be similar fo thematic analysis mixed with collaborative narrative research with the
findings presented in the next part of the paper.

It may be important to give some brief history regarding pink color. In fact, men and women
could equally use pink products before the WWiIl. Khan and Habibullah (2017) mentioned that the
belief that pink is the color for girls and women was constructed in Nazi jail, because gay
prisoners had to pin a pink tag on their shirt. After the war time, pink becomes the symbol of
masculinity reduction (Khan & Habibullah, 2017). Therefore, the current beliefs are that blue

represents the strength of men and pink represents the vulnerability of women.

4. Communication to Reinforce the Color Preference

The first author’s belief regarding the positive aspect toward pink color was reinforced by
her family when she was young, and pink becomes her favorite color when she grows up. In
contrast, the second author’s parent reinforce the negative attitude toward purple color to her,
even it was her favorite color in childhood. Later, when she grows up, she does not prefer purple
anymore, but red. This part of paper is to incorporate two communication theories, compliance
strategies and social learning theory and the direct experiences of two authors regarding the
process that they became pink and red lovers.

Based on the belief of Chinese people that red is the lucky color, and the belief of Western
countries that pink is the color for girls, the authors of this paper were reinforced by their family
to like the particular colors. The first author’s parents and her other family members had tried
many ways to make her love pink color, and the most frequent method used in this process is
“pregiving” which is one of 16 items in compliance strategies. The general definition of pregiving
is to give a reward before asking for the compliance, but in the case of the first author is slightly
different. When she was very young, her parents were likely to buy toys, clothes, and other
products for children with pink color. To give toys to a child is a way to make a child happy.
Even her parents did not tell her to like pink color when she was very young, the moment of
pregiving could construct the connection between pink products and positive emotion. This is the
effect of pregiving without directly asking for the compliance. To make this connection to be even
stronger, most memorable gifts or rewards need to be pink, such as the first bicycle, the first
Barbie toy, and the cloth used in the memorable events, like wedding ceremony of important family
members.

These situations could also be explained by social learning theory. When children engage
in some activities and they are rewarded by their parents or teachers, they would be likely to
repeat that behavior again. Comparatively, without doing anything to please the parents, the first
author was rewarded with pink objects, and these objects were those she need. This allowed her
to link pink color with the positive emotion, such as excitement and fulfillment. This situation
could be read as the reversed version of what explained in social learning theory, but it is still
the way children learn from their first-time experience.
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The other compliance strategies used by the first author’s parents are “ attributing positive
feelings” and “ showing positive esteem.” Attributing positive feeling refers to the way parents
told the first author that she would feel better if she did what they wanted. And showing positive
esteem is the way they told her that other people would have a positive attitude toward her if
she liked pink color. Firstly, her parents told that she would be perfectly a good girl, if she used
pink products. Next, they said that if the first author wanted to be pretty, she had to use pink
products. The first author could remember that when her female friend visited her house during
her childhood, the parents of the first author pointed fo that friend and told the author that her
friend was very beautfiful, and if the author needed to be as beautiful as her friend, she needed
fo wear pink.

This is not only how to “ show positive esteem,” but the first author could learn that her
parents gave the award to her friend by praising or positive words. When a child learns that
one’s peers are rewarded after engaging a behavior, one would imitate them in order to earn the
same reward. Moreover, the first author’s friend was the girl with the same age. This causes the
possibility of the identification process. This first author would identify with her friend because of
their similarity, and this identification could easily cause the imitation behavior ( Arunrangsiwed,
Bunyapukkna, Ounpipat, & Inpayung, 2018). “Reproduction,” as one of the process in social learning
theory, is also possible to be occurred in this case, since the first author and her friend had
similar ability as the young girl with the same age and with the similar socioeconomic status.

Another compliance strategy that the first author’s parents used is “ attributing positive
feeling.” They described the belief regarding astrology and fortune telling to her. She was told
that she would be lucky if she wore pink, since she was born on Tuesday, the day with pink
color. Moreover, they also explain the Chinese belief about the positive meaning of pink and red
fo persuade the first author to wear pink clothes in Chinese festivals.

The experience of the first author is different from the second author. The parent of the
second author fold her that purple or violet was an unlucky color for her, and if she used purple
products, she would meet a bad luck. This rhetorical communication also links to the astrology
based on the date of birth, but it is “threatening,” which is one of the 16 items of compliance
strategies. On the other hands, the parent of the second author told her that red and orange were
suitable for people born in Thursday. The second author chose to like red, because her class in
primary and middle school is in the house of red, which was the color group of students assigned
by teachers or school officers for doing activities in sport day. Since “red” is her school sport
team, she could easily have a positive attitude toward red, because of team identification. This
could be described by the mentioned social learning theory, foo.

Sport team identification, as a part of the field of fan studies, has been investigated by
various scholars. Team identification could result in the increasing of sport fan activities, such as
searching for team information and attending the sport match ( Tamminen, Gaudreau, McEwen, &
Crocker, 2016). The successfulness of the sport team could transfer to the fans in the form of a
short- term positive emotion and self- esteem ( Abdullah, 2017). This process could cause fans’
enjoyment and satfisfaction (Madrigal, 1995; Richardson, 2004). Because the second author of the
present paper identified with her “red” team, in her childhood, her feelings were changed according
to the successfulness and the failure of the team. Although many times, she had been disappointed,
she felts that she was a part of the feam and also a part of the group which was other students
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in the house of red. The similarity identification process was occurred in the relationship between
the second author and other students in the same house of color. The increasing of identity
salience, as well as similarity identification, would allowed the students to imitate the behaviors
and the attitude of one another. In this case, the second author learned fan behaviors and other
aspects from other students, which is an evidence described by social learning theory.

For the first author, her attitude toward pink was also influenced by the environment. When
she was in the elementary school, she found that many female friends used pink products, such
as pencil boxes, erasers, drawing books, footh brushes, strawberry toothpaste, cups, bags, and
dolls. Her friends told her that they would not let her to be a part of their group, if she did not
have a pink tooth brush. This could also establish the link between using pink products and
earning of social support. Therefore, the first author learned that using pink products would allow
her fo be in the society and it does not make her the stranger in her childhood class. This part
of her experience shows that her friends used threatening strategy on her, and she also use the
same strategy foward herself that she would be a normal girl, not a stranger, if she used pink
products at school. Moreover, whenever she went to supermarket or shopping mall and she walked
into the girl zone, she found that almost all of the products for girls were pink. This could reinforce
the belief that pink is the color for girls and women.

After pink becomes the most favorite color of the first author, she also used compliance
strategies to get the pink products she wanted. During the sleeping hours at her school, she
wanted to sleep on the pink mattress which was owned by her friend. She asked her friend for
it, but her friend fold her that she had to keep and fold the pink mattress and blanket today in
order to sleep on them tomorrow. However, the first author did not want to do that. She went
home and told this story to her mother, so her mother bought a new pink mattress and blanket
for her. The compliance strategy that the author’s friend used to her is “ applying aversive
stimulation” that the author had to do something she did not like before getting the thing she liked.

There is the situation that the first author asked her mother to buy the pink mattress and
blanket for her and her mother did it. This sirategy does not match any item in compliance
strategies, so the author’s experience could contribute to this theory. The authors would call this
strategy, “attributing other’ feeling.” Generally, Marwell and Schmitt (1967) identified 16 compliance
strategies by considering about the feeling of those who comply, but in this case, the author’s
mother complied because the circumstance being told by the daughter. This negotiation could be
considered as win-win sifuation (Suteetorn, 2017), that the daughter earned what she asked and
her mother may achieve her goal because the daughter showed her preference foward pink
products.

It is important to note that parents could buy pink products for their child without any
expectation that she would do anything in turn. This is opposite from the first author’s friend and
boyfriend, who gave her the preferable objects and hoped that she would have a positive attitude
foward them.

5. Conclusion

The authors’ attitude toward colors were influenced by family, peer, and the environment
outside. Compliance strategies could help describe both family and peer rhetorical communication
and social learning theory does for peer communicafion and social influence. An additional
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compliance strategy was also found in the mother- daughter communication which is “ attributing
other’s feeling.” Based on this knowledge contribution, it shows that to apply the communication
theory that was often used in workplace or marketing info family context could help create another
aspect that has never happened in the world outside the family. This is because the structure
and relationship inside the family is different from the company or market where everybody normally
expects the benefits from others.

The major limitations of this paper are that (1) only family communicafion was mainly
discussed, and (2) there is no friangulation to test the additional compliance strategy. Future
studies may seek to confirm “ attributing other’s feeling” in both family communication and other
contexts that compliance strategies could be applied.
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