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Abstract

Development of Infographic Videos on Space Technology and Stars for Third-Year
Secondary School Students. The objectives of this research were (1) to develop infographic
videos on space technology and stars for students in the third year of secondary school, (2)
to evaluate the quality of the developed infographic videos, and (3) to investigate students’
satisfaction after viewing the videos. The target group consisted of 31 Grade 9 students from
Wat Songtham School, selected using purposive sampling. The results indicated that the
quality of the infographic videos was evaluated by two groups of experts. Three content
experts assessed the overall quality at the highest level, with a mean score (X) of 4.87 and a
standard deviation (S.D.) of 0.28. In addition, three media production experts evaluated the
videos and rated their overall quality as high, with a mean score (X) of 3.94 and a standard
deviation (S.D.) of 0.07. Furthermore, the satisfaction survey conducted with the 31 students
revealed that their overall satisfaction with the infographic videos was at a high level, with a
mean score (X) of 4.40 and a standard deviation (S.D.) of 0.08. In conclusion, the students
expressed high satisfaction after viewing the infographic videos, and the media proved to be
an effective instructional tool that enhanced students’ understanding of the lesson content

in a clear and engaging manner.
Keywords: Infographic Video, Teaching Materials, Space Technology and Stars
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Abstract

This study aimed to (1) examine Thai tourists’ levels of Perceived Usefulness (PU),
Social Influence (SI), Perceived Ease of Use (PEOU), Immersive Experience (PI), Content Quality
(CONT), and Attitude (ATT) toward the use of Virtual Reality (VR) in tourism advertising and
public relations, and (2) analyze behavioral acceptance through Actual Use (ACT) of VR for
Thailand’s tourism advertising and public relations. A quantitative research design was
employed using a questionnaire survey administered to 400 Thai tourists who had experienced
tourism-related VR media at least once. Descriptive statistics, including mean and standard
deviation, were used for data analysis. The results indicated that Thai tourists perceived VR as
highly useful (M = 4.07, SD = 1.02), with high levels of Social Influence (M = 4.06, SD = 1.02),
Perceived Ease of Use (M = 4.02, SD = 1.03), Immersive Experience (M = 4.04, SD = 1.02),
Content Quality (M = 4.04, SD = 1.02), and Attitude (M = 4.02, SD = 1.06). However, Actual Use
of VR for tourism was at a high level (M = 3.57, SD = 1.22), reflecting a gap between positive
attitudes and actual usage behavior. The findings provide a foundation for tourism organizations

to develop effective strategies for using VR as an advertising and public relations tool.
Keywords: Virtual Reality, Tourism, Attitude, Technology Acceptance, Perception
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FanTandls
1.5 NT9ULUIAANITIVY (Conceptual Framework)
nAsMuuadLUs Taun @uUsau (Independent Variables — IVs) fudsnans (Mediating

Variables) wag@ausnu (Dependent Variables — DV) fsil

397t 1
A13MIAUAN T
fawusdy fiaudsnana fiauusnu
1) mMssuiiudselew (PU) WiruAR (Attitude) M3l¥91u939 (Actual Use)
2) dnswan1sdenu (Social Influence) (wou/lddvev)

3) Anudglunsigeu (PEOU)
4) Usgaunisaliaiiouasy

(Presence/Immersion)

5) an (Content)

1INNITNUMIUNGBYNTTUT TiAUAR nuniseousuinalulad uavauldedaussdiny

[y [

1138 JAdedaduasgieenundunseunuifinnsidelunmi 1 Jauanipnuduiusigannasin

2/ Y] a

N133U5 — YiAUAR — N138aNsU — N15lT9UR3Y WeesUIeNgRnIsuNITlY VR v8stiniaaiiyd

Y

Ingegraduszuy nseunwRnedueauLRgIUTIRUEITUS ST HINFILUTENY 9 Al
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AN 1

A NUAUNUSYDIHIUYST

‘ mssu§duus:lauu (PU) }

answamvdvau
(Social Influence)

mslgviunsv (Actual Use)

A uvslumisigoiu (EOU) nAund (Attitude) ‘

Us:aunisaildijouasv
(Presencel/lmmersion)

wiom (Content)

n155U3 (Perception) 8nSnan1sdamu (Social Influence) A3delunTsldau (PEOU) N3l
agjﬁﬂ/mmﬁmﬁl’”l (Presence/Immersion) o (Content) wagyiAuafA (Attitude toward VR Ads)
mm’jwzﬁmaL%amﬂsuawgmaumm'{bﬁﬁa‘[mwmwiawﬁ'mLLUU VR 1ag 573 (AMNY8U AMULALNEEY
ANuAuA1) GeazRinnisniseensutaznsldaueia (ACO) Tapaziinnssensuuazii VR uildass
iofurdelawanuazauusynduiusnisveadisrsemelng saudsrnusalaldsuaznisuuzii

v
WU
Y

2. NISNUNIUITTUNTTY
a dd' d' 173
2.1 wurRANguNNeIYas
1) uurRamsiuiuaziauailun1siUaiudelawminisvieuien
M35u3 (Perception) Wunszuiumsmedninenfiyararnden dnsudeu wasiinnudas
elviinAumangsiedainuius (Schiffman & Wisenblit, 2019) TuuSundeluwminisvisuien

N153UsHUNUIMAAysianisas N mEnyaluva e waznsusviliunuA1vesdaiiaue

Q <

Tnsamziiledotulianvuziudeussaunisal wu waluladanudussaailou (Virtual Reality: VR)

vugNviAuAf (Attitude) nuneds wudliuednlanyanadsedudsledumidudsuinviodisay

=

FuAnanesAusenau 3 e laud duanuianuila (Cognitive) Aua1suaiAusdn (Affective)

ada 1A

WAZAUNGANTIY (Behavioral) (Ajzen, 1991) Tuausunisnainnisviediied viauafianadelayun

fndrldarunslafunaiaznginssunsidengavungvatenis iWeideulesiunsauniseausy

¥

walulad asLiiuIn “nsfuiuselevd” uay “n1sfuianudiglunisldan” Wusuusiganissus

Y

nelinnsuszliudeuinvsedisau wazihlgnisneguviruailudidudaun dadu n1sfinwizes

mssuiiasiruailatugiudidyneunsieseinseeansudmginssy
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2) wqwﬁnwaau%’umaiu‘laﬁ (Technology Acceptance Model - TAM)

wuusans TAM wawilag Davis (1989) iieaSuneiadefifidninaroniseensumalulad
Yo LU A1eld TAM Jadendnasslsznisie n135usUselewd (Perceived Usefulness: PU)
mnefs seduiigldidoinmsldinaluladasislinisdniuianssumesmuitu wag n1sudamnudie
Tunsldarn (Perceived Ease of Use: PEOU) vaneils sedufiglddaniumaluladiutons uasldo
gl swndudou lag TAM seui1 mnglduesinnalulagiivssloviuazldineg aznalvifia
fauaRidauansomsldnu daluganuitlafiorld waenginssunisléatdudian soun TAM 145y
nsvenedu TAM 2 uwag TAM 3 Tag Venkatesh & Davis (2000) LiinifadadnSnanisdanu (Social
Influence) WaznszUIUNEITIAINg 1 eUsuUTInnuansalunisiuisnssensumalulad
Tuusunildudoudu winguniseeusumalulad (Technology Acceptance Model: TAM) wag
wqwﬁmwau%’uLLazmﬂﬁfijVlﬂIuIaﬁLL‘U‘Ui’JiJ (Unified Theory of Acceptance and Use of Technology:
UTAUT) azUsznausisnansfuds usmsiseaduiidonnuiameiudsiitanuieadodaonse
fungAnssumsdiadude VR vesinviouilenlne Téun

- mﬁuiﬂiﬂ%ﬁ (Perceived Usefulness)

- mssuiauiglunsldan (Perceived Ease of Use)

- BnSwanedean (Social Influence)

NuATeIwILInguduiinssuiustlevduazmnuislunsldanudududsununans
ﬁ:ﬁwa&iaﬁﬂuﬂﬁLLazmmﬁgﬂaﬂ%’mdu‘la%EJ'Nﬁﬁ’aféf’ﬁﬁ'ﬁy (Davis, 1989; Venkatesh et al., 2003)
warluu3un VR Wiiensvieadien Bilynets et al. (2024) wuinn1saanisuseanian (Performance
Expectancy) WazAuAIanisn1uaAmuneney (Effort Expectancy) Fadanumuneaenndeatu
“msfuiuselevid” uag “nssuianudelunsldau” dwardenisldanuasegdfided iy

3) nqefniseansunazn1sldinalulaguuusau (Unified Theory of Acceptance and

Use of Technology: UTAUT)

Junseuwwnpaiinausulunanissensumaluladvatslumadsietu Tag Venkatesh
et al. (2003) I¥iaus UTAUT JunsnBeszy 4 dadendniidmasionnuila uasnginssumsldo
wmalulad liun (1) anuaanisreuselevifiaglésu (Performance Expectancy) (2) A2 1uneney
imni1azdedld (Effort Expectancy) (3) Bn3wanisdeny (Social Influence) wag (4) 1iaula
\8e81une (Facilitating Conditions) UTAUT2 @84 Venkatesh et al. (2012) lﬁLﬁmﬁ%%’aﬁmngﬂa

a o =~

Weduiiie 51m1 wasdlde wWelvivungauduuiundldaunaliundy dwsuauidel lunaily

[
fa A

lun1s3iasendnugiuain TAMUTAUT finseungueiuusdrfey laun n1ssuiuseled anudng

<9

lun1sldau answansdeay Mauad wagn1sldauase sauneysanisifanizves VR aun

Uszaunisalialonass (nsiegaty/anuaue) uazpunimilenidililunseuuuifnnside
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4) Uszaumsaliaiiouats deuszneudaensiioga3e (Presence) UazAMNANA (Immersion)
wialulad VR fidnwaziauio n1suauUszaunisalladouaiiniunisanaosdanInwinasy
wuuanila tRerdesfunuiAnizesnisilegass (Presence) Ao n133an "Timuey’ Tuanmuindey
iy wagAmAua (Immersion) Ao seiunisgnndudluluyssaunsaliaiou aufl Lombard
& Ditton (1997) I&denuily nsflegaianfntudledlifanusdnimumesgnlevdeveylulaniadion
U "du" vTunmaTetavay daumnudusid sadestuquantinianaidavesszu VR Aada
msUfduiusuatouszamduda uazluuuealuy 360 031 KaN15ANYITAHLILAAlLTLY
nsenseRuANianilogasewesdld dreriinanuiianela wazaudslaAumieniisaniniy
waswudn VR (Choi & Nam, 2024; Tussyadiah et al., 2018) uaﬂmm’fmmﬁuﬁﬁﬁqaé’qﬁﬂﬁﬁw
WwszaunsalldAnindesuuuuiin wasifnanuyniumsorsusifuanuiiviefisvdeuusus
finausru VR (Tussyadiah et al, 2018)
5) QzumwmaLﬁamt,taznﬁl,dﬂf"if'ae (Content & Storytelling)
uenilonnsamaluladies iWomiiiaueru VR ffuladddydennuuseiiulonas
nsoeusuvesly LuIAnn1sIa15 09 (Storytelling) gnihunyszyndldlunisaiisie VR iien1s
viouflen Wlereidoulassraunmsniiadouiunurimsiauss uaydndnualvesanuivieadin
uAazuie 911358904 Rather et al. (2024) wuin mslifauiidiusauduizessnlu VR dawaliin
miﬁahuimﬁ'uLLUiuﬁQQ§u1uU§UWﬂWiﬁaqLﬁm Feaenndastuunfnnislddemousyloviuas
Anufienela (Uses & Gratifications) syt gldanuazidenlideinevaussaiudesnisiudeya
AT LazUszaunsalvosnu
6) Bnswan19danu (Social Influence)
Hadesudinuduesdusenounisiidmanenissonsumealuladnaluna UTAUT Tng
vnefe ussauayuvsomiuaInauseutne naiiou aseuaia vieyanafidaniwa 41819
Fnqaliynnadndulaldinaluladlamaluladvia srufnuives Biynets et al. (2024) 71748
MsEaudy VR 1ilensvieaiianuin anuAniiiuvesyanaseutisuazivssdviwaseulat fina
Feunegnadituddnsonnundlalduasmsldnuass
7) nginssufdavesaulnenuniseansumaluladanuluasaaiiou
viunmssessumaluladlusemdlveddnvaziamgimaiunfinnsansmiunsoungu]
a1na LU TAM uaz UTAUT Tneeulnelddumesiinndeiiutu wasdfsiuansalmudundn &
azviounnAngsy Mobile-First lun1suslnadefundn dedsnuesulavFenanaduresmaddnlunis

o

Uiteyarnans uardndulaniunisvieniien wgRnssudnuae “Mobile-First” fana1ie19dHAd e

Y

n135usanuitglunsldau Wesnnmalulaganuduaiaaiou (Virtual Reality: VR) dadande

gunsallamefiunna1Inguuuunsusiaedenily wenaind nisdndulavesiuilnalvedslasy
aNFNaNII waznszuadauesulal Jeazviouunumvesdninaniaderulunszuiunisyeusy
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walulag Weweulesiunans@nwiinudl szaun1sidauaiedenninseaun1ssus uasiaund
Jee1esungledn Yaduiddlassaseiugiusarsuuuunisusinadevesrulnedidiwyilviingeding

sENIiAUAR A ungAnssun1sldauaie delu nmsdnwiniseeusu VR luviunlnededndudes

aa o o

Bnsremugnsdademumnalulad Ussaunisal uasuSunadviavesusinaeg1aysannis

[

INMINUMUITIUNTINIZWUI Jadedumalulad lawn n135ususzlond waznissus
aruhelumslonu Jafoduussaumsant lun nafiogass uaznishius sfenmnmidon uas
Taduanudsan laun Bvigwansdeny duliunumdiryrenisadisiauafiazniseeusunsld VR

2.2 yATeiReades

fAfeldmumunAteriluiagissamaioitu VR Tunmsmanaviesfienlne nan1sfinues
anssw euusEans (2567) fidrmadnvieadienlne 400 AU wud nsfuiUssleviuazanudiy
Tun1sldan VR Sradenuslaldifiensvioadienegraiiteddry seralsfin wikmauluuaeuny

Y

AUARLTIUIN win1sldnuasaduegiunsatuayusugunsaluasiiion

Y 9

X

TusedudminvesUsemalneldfinisihmeluladiadioussanlfiflesnseduunasio il
anuviuasiouazinaulanndu dusnglunuideves walAsuns Auddumi (2562) Aldwamn
woUndindude ‘AR umansany’ Wednasunisveadiedludminumatsany tnswmeluladfang
Faglildaunsoaunulusudotnsuszmduiudiiesurluea 3 SAuedwduvesundwiodien
dAy 5 widludmiale nanisfinwimudn gldnuiissduauianelakazysslivussansaimves
ssuveglusydu ‘wnfige’ seludunesvheu msenuuy wandeviithiaue deyatiasiioulfifiuiy
mﬂ%’mnﬂiu‘[a&aﬁauﬁﬂﬂL‘WENLLGiGU'%aiﬁsﬂ%mu%’ui%aﬂamwimLﬁmlﬁﬁﬁﬁu UAEIFDAAADIAY
Uadgr1uni1ssuiUselevd (Perceived Usefulness) wagad1udrelunisldaiu (Perceived Ease of
Use) Fafiusuusdfyiidmasdermuafidaun waznisveusumaluladlusesudmin

nuitesnsUsemaldfiasuanudladuin An & Yu (2023) wudn Uszaunisal VR Ay
ﬁmﬁﬂqqﬁqwaiﬁmwé’ﬂwzﬁt,mmvimLﬁmﬁﬁﬁu wazsiiuaudslaluidouanuiiass dau Calisto et al.
(2024) Tun1snumuassanssuegraduszuudan wualdunsidetiagtuysiuluiina nsznuves
Presence waz Immersion floadufisnela wazarudslaiiunie saufenisuilee1nisiaise
(Cybersickness) Baifuguassadionisseniu VR luaening

Bilynets et al. (2024) l@1519Wnvieaifi 2v12815U 21 Uszina Lagldnseu UTAUT2
NANTSIT8NWUI1 Performance Expectancy, Effort Expectancy, Social Influence LLazLLN@jﬂﬁ]éjm

o w 1

ANaUNaWIY (Hedonic Motivation) ianswaseeiiuddgsiaaiuntlaliuaznisldauais lag

A

weliiugoe9d Ay senieuadladungfingsuass Wedauassasuanlddnenianisidngs
9n31N150197193@naseg e TAU FeaenndesivaniunisallneNyldnuliviauafifse VR we

mMslduasedsdndn uenanil nufnuidadugiunuinves Presence/Immersion wagAMNINLDYY
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(Content Quality) lun1saswiruaRBsuINkardNanan1slduass %ﬂaﬁuawamagmmamui%’aﬁ
'jwﬂizaumiail,aﬁauuaz@mmwﬁamLﬁuaaﬁﬂizﬂauﬁﬁzg@iammﬁwL%ﬁ]suaa?ia VR shumsvieaidien
Tuv3unusemalng wmalulad VR/AR grussindunsesiloddnylunsimunuszaunisal
nsveufiBndmiugaddia lunistiaueysraunsallmdliuiinoniengaddvia yuuead
aenadosiuulovigveamiieaussiszydn VR iumaluladidminedmivdaaiuensedu
gramnssuMviesiioalng (dninanunsidowiana, 2566) egnalsfa elaifianAdeladisjsding
seiunssus vieuad uaznisseusuvestinvieaiindlnedede VR Inenss siddeifaduniduy
Fosinwianan iethdeyailldlulflunsimuanagnsnsdeasmsnaaviendivasne VR seld
NMINUMWITIanssNasiiuidadeiunalulad Usslond wazanudiglunisldau au
TAM/UTAUT) s1udseaunisal (Presence/Immersion, Content ﬁﬁﬂauiﬁ]) wagAUFIAY (Social
Influence) &rufiunumsonisairsiauafuazarusalald VR vosfldeu duiu suidedidlsn
Hatewarduvssalunsouuufn waradwuvasuamitoiudeyadsusinm nsvaeusedy

v Y o a [y v Y | N 1 <
AT9IU3 NAUAF LLagﬂqﬁﬁJ@ﬂJi‘UﬂWﬂfU VR GU?NUleENLV]EJ'JIV]EJ@EJWQLUU?%‘U‘U

AN 2

ayUaIIsEiNg 1789

—— - o .. e . AYUADAARDY/WANGY
{338 (V) UIUNNSANE fawlsdAgy NANTSATLNAN e &
N9
Davis (1989) MsEeaNTuUsYUU | PU, PEOU PU wag PEOU dwwasia |1Jugiumguivanves
asaunNA virunRwazausdlald | mudded
Venkatesh et al. | Msgausu Performance Hadudsnunozdouls  |afuayunisedune
(2003, 2012) walulad Expectancy, Effort Lgaﬁwaﬁiawqamim%ﬂ YDIINTEWINAUARNY
Expectancy, SI, FC ATbU939
Tussyadiah et | VR \fianis Presence, Attitude | Presence dwasions  |aduayuiifussaunisal
al. (2018) Vioudien WasuwUasiauad L@dlou
An & Yu (2023) | VR Marketing  |Immersion, Immersion A aruayuiifusgaunisal
Tourism Destination Image Giy’ﬂmﬁam%q L@slou
Bilynets et al. UTAUT2 + PE, EE, SI, Hedonic | WuU%®93195¢%319AY | @8R eanunaniIsAneyd
(2024) Virtual Tourism | Motivation Felafunnsldass Hluvsunlne

gNTIY ey iUnvieadienlne | PU, PEOU, Intention | PU/PEOU dnasie TnaRsusunlng wrds
UszAns (2567) arslald LadfinwmgAnssuasa
waAsuns Bl | ARvieadien | evwidtawela, Al danalaas Whuszduiudl dilaifnw
Humnil (2562) JEAUTINIA UsganSnInszuy NIBUNTYDUTULUU

ORGERIY
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3. 521UguIFIY
3.1 Yssunsuasnguaiegng

1) Yszgnatimane 1un §léausilnedifony 18 B9uld uasinefiuszaunisaifuy
Aolamanvioussnduiusmaeniisniugunsaiviensundiatu VR edisiios 1 ads dseans
nauiifeidunduiifidnenwlumadudléde VR Wemseadierluowian

2) nguiaegslunsifedesuiinundsidae fldmusnlnedsiuiu 400 au lngldisnsdu
mognanwuulionduauinazilu (Non-Probability Sampling) Uszinnnnsduuuulanzas (Purposive
Sampling) Imsé’mﬁaﬂLawwwﬂﬁwuimﬁmaﬁﬂizaumizﬁw VR wazaulawmaluladniunduass
waflou/mavieniion Hiutemied edennesulatuazyuvulaula VR/tourism laefvunvus
naNFeYNa SnaBanausives Hair et al. (2010) fiuuzthdn vuangufe iz annITogsEnIng
300-500 AU dwsumsilengsisuumaeiluluuirassifaududeulunans Tsaenadesiiv
.nesiUes Comrey & Lee (1992) Aisvyan 300 aufiodn "A" uay 500 Audiedn "funn’ dwmsunside
Fedna el Adeififuusiifne 7 fuus wasderinnu 65 4o aunm 400 Au Jadfisawedniu
N IATISAADANTTUN

ol nsrmunnuaLtRfanTes (Screening Criteria) iuamenauiiduszaunsalifieatestu
VR uaznisvieaiienlaenss il elideyaaziiounginssuvesnguidmaneidainui sadesdu
waluladfsnanegiausiasa Jeo1vdmaredediiasunisisdamaluisznnil (Generalization)
uteitANLL S UBUT U INSAN Y

3.2 1n3asiiefllunns3de

n933un %4438 91%9U5na (Quantitative Research) Tnswfiusausiudoyadeuuuasuniu
wuuUaela (Self-administered Questionnaire) Wa¥3LATIzUA8ARATNTTUUT 1AF 03T 0MAN
Uszneuse 2 dulug 1dun dauil 1 danudeyaialuvesdmeu (1Wu e ey MsAnw o1dw
$eld amnudlumsvieaiion uazUszaunsainisld VR) Wumanuuuuidenneuliiosiusiudnvay
ﬂizﬁmﬂimam‘u,azwqﬁﬂiﬁmﬁugmﬁuaqmjmﬁaaéw dauil 2 yadowiaauAaiuAafunisly
wallad VR Tumslewanyssnduiudnisvieniienlne asourquiuusndn 7 fu munseuuuidn
Loun nsuiuselevd (PU) avgwansdeau (SI) anudrelunislda (PEOU) Ussaunisaliaiionass

b4 = o

(PI) AN MLLaMY (CONT) viFuAf (ATT) waznginssunisldauass (ACT) ngluusiazauligndiniy
gopvatede InsEAUAMUARAUAIENINTIE@INUTEIMAT 5 58U (Likert Scale 1-5) flAaunng

M. ' e ¥ 1 a ! n =< we v 1 a 1 " & o &
N 1 = "Wiwumeegdy/liwene’ 815 = "Wusigeg19gy/dssin” wenanl wuvaeuniuatull
IaruNINTIREeUANNATITL TR Y ey warnadeulnTesnuNquiiag1gaeva sy

Anadlalusonuneunsiiutoyadss
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1) WHANIUIVBIUINTINBASAIANULIDUY
FUsVa 7 eutNNNUInTInnRIuNNsAsdauluddeanaUsmE  tneusulieonm
TmmungAuusunnIsvaaiied VR vasusemalng §9n1s199 1 wazA1anudiniuilaainnisnaaay

11589 (n = 400) P91

AN5197 3

FauUsnUsuLon e uUSUNNISYue? VR YaNUssnalve uasnin11udeduainnIsuaaey

171584
fuds Foge | swaude UAETIUNYR NS IR QL (Cronbach)

nsfuiUselend PU 10 9o Davis (1989); Bilynets et al. (2024) o= .85
Bvsnan1dIny Sl 10 99 Venkatesh et al. (2003); Venkatesh et o= 83

al. (2012)
Anuglunsldeau | PEOU 10 9o Davis (1989); Bilynets et al. (2024) o= 81
Uszaunsalalauass PI 10 99 Lombard & Ditton (1997); Tussyadiah o - 88

et al. (2018)
Qmmmﬁam CONT 10 ¥8 Rather et al. (2024); Bilynets et al. o= 82
(2024)

YIAUAR ATT 10 U8 Davis (1989); Venkatesh et al. (2003) o =84
ASLGIUDI ACT 5 98 Venkatesh et al. (2003); Bilynets et o =79

al. (2024)

o
[

wuBWe @1 Cronbach's Alpha YnfLUSHIUAMEITWH O > 70 Al Nunnally (1978) fvus

2) NMInsIREaUAMILTDuTanA3asila (Reliability Analysis)

'
Y]

{ideldmaaeuanud esiuresuvuasuanulagldardulszans uoarveansouuia
(Cronbach’s Alpha Coefficient) AutayanaufI19819MAaaITIUIL 400 AU HANITILATIZANUI
dosflefisyduaudesiueglunasifivensulddsiunluieunnin Inefiseandoadsil

2.1) n35u3auUsElev (Perceived Usefulness: PU) 97u3u 10 9 A1 OL = 0.8759 ag
luseaud (Good)

2.2) dviznwamsdany (Social Influence: SI) 313U 10 U8 1A O = 0.8873 agluserud (Good)

2.3) avudrglunisldan (Perceived Ease of Use: PEOU) 9113w 10 48 fld1 OL = 0.9306
aglussuAun (Excellent)

2.4) Usgaunsaliaiiowass (Presence) 311w 10 98 A1 L = 0.8159 eglusesiu (Good)

2.5) il (Content) 9713 10 4o A1 OL = 0.7546 agluseiueusuls (Acceptable)
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2.6) ViruAR (Attitude: AT) 3113w 10 98 T61 O = 0.7183 aglusviveausuld (Acceptable)
2.7) M5l4a1ua3s (Actual Use: AU) $1u2u 5 o dld1 @ = 0.6946 agluszfuaaudiem
(Questionable)

Slofiansanauinasives Nunnally (1978) ausinan o > 0.70 Aedreglusdviivensuls
dmsumiAdadedinuemans wui iedesdlednilvgdimudeiueglussiuafiernn sniusuys
m3ld1ua39 (Actual Use) fifialndifsanasitusi sorafinainsiutosawiifidios 5 4o was
dnwarngAnssufifianuvainvatsvesgneu ogslsinu Alnesamdseglusyiufianunsathluld
Tunsinudeyassdla

3.3 Mmadnzvideyauazadanld

Toyadasualdsumsinseilagldlusunsy SPSS ostu 26.0 Tasduinadftugiu
1#un Aade (Mean) d2utdeeuua1n 351U (Standard Deviation: SD) wagAA21ud (Frequency
and Percentage) LilpaBunsdnuazyainduiogsuazsziunuAniuieudaz i LU

NIRTIE VAT UTBIAT OB lTAdNUSEANSIoaruRsATEULA (Cronbach’s Alpha

'
a1

Coefficient) IngAuuALNUIINITEBNSUTIAT O > 0.70 MNLUINI9Y89 Nunnally (1978) GanIs
J dl' A 1 1 [ v A A = v o A
nageunun seslediulvgeglusedudtefuin uansternuasnadsinigluvesnsinnivingay
dmsunisiivdoyasss
ToYAN ANUUUADUNULATUNITNTIRADUANNATUN IURAEAINAUMAANNE INUUTIIA
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Abstract
This study aims to (1) examine the ethical communication of morality dramas shared on
social media in terms of content responsibility, and (2) analyze their effects on audiences’

moral perception and interpretation, while incorporating the perspectives of educational

scholars on media ethics A qualitative approach was employed, using thematic analysis of
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eight morality drama video clips and in-depth interviews with twelve key informants, including
four youth viewers, four adult viewers, and four educational scholars selected using purposive
sampling. The findings indicate that morality dramas employ linear moral causality and clear
binary opposition between g¢ood and evil characters, utilizing emotionally provocative
situations to lead to fixed, didactic conclusions. As a result, audiences tend to assume the
role of “moral judges,” engaging in moral evaluation and social sanctioning through online
comments. From the scholars’ perspective, these dramas function as a “moral arena” where
ethical meanings are rapidly constructed, often resulting in fast-food morality, stereotyping,
and closed moral interpretations that may constrain critical thinking. The study suggests the
need to develop a media ethics framework suitable for the social media context, along with

strengthening content responsibility among media producers.
Keywords: Ethical Communication, Morality Dramas, Social Media
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Abstract

This academic article aims to review and synthesize the body of knowledge concerning
political communication strategies in the digital era, with a particular focus on comparing the
characteristics of communication employed by local government organizations and political
parties. The study was conducted through an integrative literature review of scholarly research
produced over the past decade, combined with the analysis of empirical case studies, including
the Chadchart phenomenon, Phuket City Municipality, and the Tonkla Nakhon Trang political
group. The findings indicate that, within the context of a Hybrid Media System and the attention
economy, political parties have increasingly adapted to hybrid campaigning, driven by big data,
micro-targeting, and the emergence of political fandom culture. In contrast, local government
organizations are undergoing a structural transformation toward digital empiricism, which
emphasizes the construction of legitimacy through radical transparency and the enhancement
of citizen participation toward collaborative governance, a model that transforms citizens from
passive service recipients into co-producers of public services. This article synthesizes these
dynamics and proposes the Neo-Local Political Communication Model, which consists of three
structural components: (1) Algorithmic Legitimacy and Empiricism, (2) The Fusion of Service and
Campaigning, and (3) The Transition from Petitioner to Co-creator. The key findings of the study
demonstrate that, in the digital era, Political Communication and public administration are
increasingly converged into a single integrated process. This convergence plays a crucial role in
fostering public trust and constitutes a significant factor in ensuring the political sustainability of

local government organizations in the 21° century.

Keywords: Political Communication Strategies, Local Government, Political Parties, Digital Era,

Digital Empiricism
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fudmnuatimensiilosfiuansnaiu (Howard & Woolley, 2016; Sunstein, 2018)

Tudnfidnts wmaluladfdnaldunlugnsiwaesuiuguuuunisiidusinnianisiiieaves
Usganwu nasfiiunsiansoaniuusamy (Collective Action) fafpsendunsdndsodnsthiia
Sdududaiau (du nesansidiomdoanamissa) lugnmsuanisenuuuideules (Connective
Action) MuLUIAAYBY Bennett & Segerberg (2012) 105u1871 nsiad sulvmamnsnisifiesluge

'
L% a =

Adainannsndaanuaraudsduiidaniniensouadnufndusa (Personal Action Frames)
1 A 1 [ L3 a <) ' @ o o (Y 1 a [V
Wrun3enedenueauladauiaidunszuasiudulagusiaainunuiidenis dregraausedng
lulszimdalvede Usingnisainsiedsulmvesnguiennasulugael wa. 2563-2564 Aldusauin
(Hashtag Activism) vt Twitter lunsianunenisyuyuuaznsgatedeyar1ia150g1959m57 (Viral)

Fawansliiudsdnaninvesdefdvialunisanduyunissiudivienisidlesasianed1unasy

Tu'gﬂLLUUi%ﬁﬁlﬁLﬂﬂUiﬁﬂgmwdau (Sinpeng, 2021)

3. MUIAANTSARENSLTINAIUTINRAZNISHAIUTINVRIUTEV VU

WUIARNITERAIILTNTAIUTIN (Participatory Communication) Luns@easluanyuzaoInig

¥ ' (%
A a (Y

w301na1en1e Mdanuililszargudunuimdunse{suaiswazydans lneuesinnisdeasdu
N32UIUNINIFeANTLD s anN13TdIUTIN N19IT8UT TAY wazn1siauaandedualviu
User v (McNair, 2018) winAnasnadaudAyognddluuiunuszesdlaeg danslaiusiuees
Uszrvudorduimlavesanuweusssunianisiies luvaeidedriu wuRansiidiusinveslssvivu
Tufidinnen19deq (Civic and Political Engagement) AS8UARNNINTTHAIUTITINGANTIY LY
N1TUERIAIINAALIAY N15L019UAANTIUNIINITEDY UAZNITATIVEDUNITYINNIUTDITT MaDAIY
a1 1 a o v 4 a L3 d’lj Ad aa o . = £ L3 o v a
nMstlauudedydnualuazidesualuuiungendasia (Lilleker, 2014) Fodsansaulatidsvingg
I dy Ao o 4 1 a 1 = 1
Juiunddgylunisnszduuagvidenasusiiuunisildiusiumamsiiissguuuulvg
NsHAUALYBINITFRASdININLazNsTduTINNIINISEes ilinisdeaislugafiva
Lilgwsunsotielunisaenendeya uilunalnlunisadeanuduius arulingda wazanuddn
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SUTENINDIANTNNNITL DN UUTE¥U F9TUudNAF091999A NSUNATDIV DI ULALNITANISHI D

o

(McNair, 2018)
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v @

yanand Nauinsveanaluladfdanadeleenseaunisidiusinvesusevrvulnningiuann

maduiieadlvidoyatoundu (Feedback Provider) lugnisidu §siundnu3nisaisisae (Citizen

Y

Y

Co-production) M1uLUIAAYEY Linders (2012) Faausin dodsaussulatuazunannasuniia

Iewdsuanuduiusseninesgivussmvu 9ngUuuudliusns-{5uusng (Provider-Client) uiu

fa 0y

Vudu (Partnership) lumsudledamn msdeansludnvaziliUalonalviuszyvuldgunsalfda
° Y o g ¢ . v -

ynthidueuees (Citizen as Sensors) Tunsssylym senudeya visiausiuzkuImnauily
ugusssn dregrandaaude nisldueundrdundsdamiduiondosveades (Wu Traffy Fondue
Tulny 3o FixMyStreet Tuanstve1anding) Avilinisdeansuaznisunlot guiad undoudu

am%’umumaﬁwmwmmﬁza%ﬁqmmifﬁmﬁuLﬁ]’waaﬁuﬁmﬁﬁmziwﬁ’u (Bovaird & Loeffler, 2012)

v o

Tudniifinila n1sdeansdddiusulugaddvadaihniidunalnddgyues Uszsulaeuuy

I (3

M33388U (Monitory Democracy) muviFiugaas Keane (2009) 8431 d1unavesUsvyivulugatagdu

(=]

Lildddnegiisansngeudnsidenas uivenglugnisnsiaaeumslddunasgegiwmaiioamnuiiug

Y
A37ia (Continuous Scrutiny) wannesuesulauidelviinnsrumvestssuguiiofanmy ey
a ca ¢ = ' = 13 vy a 1% N ¢
wazdnindiasalulevignsendnulusslavesnssanisiliowazesdansvissdulauvuiivalnd
A9E1YU NSUANETOYANITAIURVDIAN W UNUITIYYT YIoN15I0eUUTEaNBsduNIUTEUY
Open Data NvinlWUsgyvuaunsaintayauiiasgikasdeansaalaviui nszuiunsinaduli
aeANINITLilaRaaUsuiagnulusdla wazlianusulindureu (Accountability) 41n8aTu Wadnw

ANUBDUFTINNINSLl sl uagmVDIEs 1T (Schudson, 2015)

a. u,u'aﬁmmiﬁams%mmﬂ%’gmzmﬁniﬂnﬂsaeﬁaeﬁu

LLu’Jﬁﬂmi?{amﬂmmﬂ%ﬁ (Government Communication) gﬂaﬁmawmmaqmi?{ams
Tughuzinsesiledaulovne waznsumsdanisniass Taeiidmneddglunislideyaasisas
asnenudlalunlous wasaSuassanulusdanaganureusssulunisaliueuvessy (McNair,

2018) dmsuesnnsunasesiosdiu msdeassdianuddglugnuznalndeulessyiulssrisuluszau

a v

wui lugaAdvia LwIAn Digital Governance wag Transparency basuaduaulaiaudy Inewiunisly

a

walulagfAdiauazunanvesuesulatiieinysed@ninmnisdeas nad1deloya wagns

[

n713a0UlA18901ATT N1sFeaNTvetasAnTUnATRiBsdudliladndneg e snsussduiug

Y o

wivenglugnisaiauniansnsaefdviadmiunisiidiusiuvesuseunu (Chadwick, 2017)
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agdlsfinu nsdeansveaniasydidednindalassasne Mwnungmng JuussInesRns waz
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asAnsUnAsesriesiusidudesfinnsannelinseunumAnameiiunndnsannisiearsmenisiies
LBIN1SUUTU (Lilleker, 2014)

ueNNG wAnnsdeansvetesdnsunasesdiuriosiulutiogtiudildysanniadriuuunin
"58AnTsansIsazualnd’ (New Public Governance - NPG) flitfuainuddques "n153aunan

U3N15a151504" (Co-production) 5813195guazUseawu (Bovaird, 2007; Osborne, 2010) Tuuum

aa v 1

il msBoansidraldlaviuififoue uims wivhmhidu wasresiufcinng Midelonia
Tiszysudnndudumidunisudledynifie dregadu msimeauialdaunsaldeaisinioudn

wazaUnaladu (Mobile Government) lun1sfundaumaauutngn n3eveeAnA1wazin13II89Y

¥
S

anuznsunlunuuisealngd nszvaunsdeasdnvaziliisantuneulesszuuTIsn1s (Red Tape)

o w

uaziasuanuzvesUssnvuangseuuinig andu Wud' lumsiannviesiu fadulieduddry
TUNMIENSEAUANAINNITUSNNTESISME (Mergel, 2013)
Snuspifuiifianuddydsfeunumresnisdeansviesiulugiugnalnadne anulinea
Bean1u (Institutional Trust) Instawizlunisdeanslusaiunisaiingd (Crisis Communication)
UAeves Grimmelikhuijsen et al. (2013) 331 ﬂ’smwiﬂaﬁﬁmﬁ]’mmiL?measﬁ'auamu?iaa%ﬁa

yriinaroruileliuvesUssrvuidedlofeyauuiiny “diladie” uay “uvinei” fhegsiitaiay
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a wva ! o

ADUNUMUBIBIANTUNATEIEIUN DI WTUI WA IRUR WU UIIUNTBLIASEUNN FIN15EE1THBI LI

Jauanilulelanase (Actionable Information) 41NNIIANSASIIAINANWAINIINITEIDY ANUEINIT

Y
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Tunsdomsiitedanisarudssdiduduitinaussousvesiosiuiidsnalanssennurousss
Tumsunases Jaunnsnsinnssanisiflesiionaitunsieansiiterdsiansthmseaunisal (Canel &
Sanders, 2013)
LnARNagNsAsAoaseImsIANISIEles LARNsRAIMMIINIsIdes (Political Marketing)
oSuemsthudnmsmatauildlunisieansuaznisudadunisnisides Inessmeuausiniudosnns
vosfiianBidondainumatvunans ulsususznmdnuaivemssansilesegianduszuy (Lilleker,

o 1

2014) nsdeanstunseuiidngadunisaiisanulalseulnmsuwistusasnstiuiilagiidnsifenss
TUYIINAITTYARIUNY UUIAA WUIAANITATIALUTUANIINTSIIBY (Political Branding) wazn133adseA

a a o al Y v . L. Y] a o w - ]
widgantuindeusietaya (Data-Driven Campaigning) tiidnunsiunumdnfey Inenssanisidledls
Joyavunalvg) nslasziveyauazinalulagidvialunsimuangudmineuasuSuaisnmsdoans
Tiningaudunaus Suansianie (Kreiss, 2016) nagnsaenaigrgiiudszdnsamlunissean
msatuayuusruzifeufassmaudasesssusazaulysdlalunssuiunisdeasmianisifios

a

nsvihenudilanagnsnisdeansvenssanisiliedlugafdvadednduiesiansaniadiinisua iy
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n1ansiies ffweluladuazdfnuduiiusfulseavu Jauandrennseunisdeansvesesdns
Unesesesdunazfugiudddmiunsduaszhidaviouiieuluunenui
5. nadan1saessvesasdnsunasasduiosdiu

21NNTUT T NAITENMIET AL NTLLAZAITUTNTANSITAE USUNINTA BT YBI09ANS
Unpsasdruiiosdu (aun.) lunmsseiinauun Iaanisiudsuniunsyuauien (Paradigm Shift)
fiddey ndudiiiu "nsdearsmadien’ (One-way Communication) Tudnwaznisussanduiug
I svmsvzenslananviuie (Propaganda) g "nsasienugniuluasmnie’ (Two-way
Engagement) n15tUa suudasi g m‘]’umﬁlauﬁammiuiaﬁﬁ%ﬁ’a Favimeddudanaidlunis
angovinaszminaiguasysevvu dwaliialaddnuesnsdemsiesiuldlsdiinegifisanislideya
L.Lm'ma‘uﬂquﬁdmimuauaqmmé\’aamsL.Lazmﬂﬁu%mimﬁ’]imzﬁi’mL.%a (Public Service Delivery)
iieadraaulindanenisidies (Political Trust) (@andunsyuningn, 2565; OECD, 2021)

nuitewadeldsuunyszansnaveaunanlosu (Platform Effectiveness) 7 aun. idonld
Tnemuiusasunaaesudunummviing (Functions) fusnsnsduegaiifeddy &l 1) ueundndulad
(Line Official Account & Line Groups) i3esiiawfionisuinisuaranulnddn Tuudundsaulng wou

a o . A < A A A Aaa a i a Yy a Ao
WALAYUY Line @EJLﬂumﬁ@ﬂll@a@ﬁqiwmaﬂﬁwaaﬂq@m@ﬂququi\ﬂumaﬂﬂu YU &3 UV] 'WJEJEJ

9

< < a

(2566) Wu Line Uszauanudnsalunisvimidndu galiusnisilaadaniaidsia’ (Digital One-

4

stop Service) Wl nildnsinisiinsaslunndiedy lnsanznguegieyluguey Audnuuziay
Y94 Line fia NM3a319Au3an "adiowa3end" vserulnada (Intimacy) seninadmunnviesiu
fuuszyvu PreanauduniinisvesszuusIgnis (De-bureaucratization) wenanil msld Line

Group lusgaunyinudaiuansuyugsnssy (Transaction Cost) vaauseiyulunsiduniwnfinge

[ va

1A sRaziiuUszans nnlunisudwieudeRving eanansissnauldeg1uiugnId e du
(Pongsawat, 2022) 2) wlastin (Facebook Page) Wufiai1enmdnuaiuasnssuitonisdsen v
Line 1/un15USN1sdILuyAAA Facebook Page nduviminfindnludiives "n1sd eansanssnse’
(Public Communication) $1u348%1 oUn. 14 Facebook tuLadesondnly "nsadransIdus

Weg" (City Branding) wagn1sasen nanwalvasninviesdy Wiun1siiauenanisaniuauidu

Y

(%
v YV o

5U555u (Visual Evidence) aginslsiniu Fladssas aeilainw (2565) lansdodunaiisninuvionieg
\3098an037u (Algorithm) 9 Facebook M15in15USUaAN1SNBUAUALEIINYIA (Organic Reach)
danalivnassvnisenadlidsssnsumnuanaannistdsulssnnalavan nssdufiniu

Facebook gepssianudiAgylugiusiiui "n1ssuiledesdeny’ (Social Listening) Nilalonalu
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UsgnvudunuansnnuAnifiu asiaaeulazsesssutdymeanuionseuluiufiaisisus Jenam

TAAANIIMDUAUBININAIASETITIAGINIFOIVAALAY

6. WITANIBL: NAIATNUGITINUNToGausNLATEgAENT

Y

wainnisdeansnienisdleslunassvdagtulannidiunseufniuiiuiiieinsnseunsos

fundenszuwavan (Media Space Wan) TgusunlminiSendn “iasugamansuvisaiuaula” (Attention

1 a Al & [

Economy) @ansnefivan1eteyaviansivunaummaauiuniinuyudassuslavivan vl

[

“anuaulavesrsuans” naneldunsneinsidddauasinuamnisdesededs luusundngnn

Y

wssAnsilodwosdsluiuug Wminensimeniianvesiiansidends dufe 1a1 uazanuaula
YoeUTEYIVY HIUNTEBNKUULEEM JULUUNMIFRaS waznagnsnsiaueiaunsafgauazinw

AuaulavesSuasineg1aliuss@nanin (Chadwick, 2017) Msdgusugiasugmansaiuayla
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ihlinssanisidlesdeslsugnsamansnisdoansanmsewnstayaisuleugiiissetufien Tud

4 dy 1 a L3 = d' = ISP ! L4
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nsdeansiiny 3 Ry il
6.1 NIIUTIANUTBUUURANNEIY (Hybrid Campaigning) wazufufinisdaya
uISeswaTed i nssanisidesldlduenuasewinaniswidsduiiud (On-ground)
wazlanseulall (Online) 8nsiol waldvaousitineiuludnwug NMITUTIANIFDIUUNALNETY
(Hybrid Campaigning) lnedfiwalulagtayasuialng (Big Data) Wusialadidey nsld nsianzas

naudimungauiadn (Micro-targeting) lananeiduninsgiuludvesnisidesing muideves

aa v

Sinpeng (2021) Uag afiss suISTYA (2566) wui1 wisAansidedldgudeyandialunsins gy

a Yaa a A o A a v P ) | . X
noAnssuNANSIdendiiondn tenufignuiuuduanizunna (Personalized Message) 11071

nagwva 51 'JEJSLVTW’i’iﬂﬁ']JJ'ISGME]U?{u@\‘iﬂ'J']JJGIENﬂ’TﬁV]Mﬁ']ﬂVTa’IEJLLa”%U%@U%@QNN%WSLaaﬂ@QIWE]EJ'N

wilugh wiufinisninudeudieuleuisning 4 Wesegraien %mwauﬁqmmﬂawmué QUETEON

'
Y

nduimdeumetaya (Data-driven Politics)

=

6.2 N1sKiIUUBNUABY (Political Fandom) wagn1sidaiusauwuudunse

a

Usingnisaiitduasesiiantuganaviane miLﬂﬁauamumaaﬁaﬁuaqumﬂ “aun¥nnssn”

g “wrluadun1anisides” (Political Fandom) 1Mu3deAnwIUsINgNTaivesnsIAauIAnlrtuay
wssan1lna (McCargo & Charaiphong, 2023; unun dunilsnia, 2566) wudwusa Ay Ao
“9IAYILUUETINYIA” (Organic Canvassers) UNUWanWasy X (Twitter) uag TikTok {UaAsunuIm

nensileunaililagnindne udduimdeusiegaunisalsau (Shared Ideology) wagaausanidu
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w03 wan1snwdan msdeansiidussansnwgeaalunsliudilalilfunandomnamienis
(Official Account) TesnssA wifinan evniigléadstues (User Generated Content — UGC) #s
fiennandusssuud (Authenticity) waziinisensualanaidnlsnnndy dsmaliiAnauuidedelu
Sy “iouuanifieu” (Peer-to-Peer Influence) fivsandaninnislaanuuuiaiy

6.3 n1suiias3nladu (Short-form Video Politics) wazn1sadisanudunyud

a s

wnannesy TikTok laidumdnlaugiviminisdearsmsdiesesluuy “Juiisianse”

(Infotainment) vAdpAuiimamaninisdomuii sukuviRledudulinsannaunnududeuves
wleune (Simplification) wazidulufinisidesvasaiududanu (Politics of Personality) nagws

« v ) S gy . . = < o Y = v o a v Y = 1
nsasnuuayed” (Humanization) FJanaelunauadidgy dnmsdlesiesfuyaanligidnsiiy
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Y o w

Jusiadls wasilauduiuesiuedudu Wevhatemunesyriteudusiulsesve Suwannakij

caa Qo/

(2024) S¥UINagNsil maaquammnmamumumimmaiﬂwmmuammaaﬂmm’ﬂm (New Voter)

Y

v«vq Y

findpdulaan “euveunelusiiyaaa” (Candidate Appeal) mauglufivangunianisilies
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Y
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famsunnigaunisel Fuduuumsiinevaussionudesnisvesdiamsidondaivioamandnnd
AMNTRLEITEAUTIRLARE ity Aty
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Aaedoya (Data-driven Management) laa314 "3995Uaundu” (Feedback Loop) #ilUszd@ngam

= o o yee v & A [ v : v
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Feneiduninnssuiduidnfiutedieseninnmsieasnamnaniunsuianuasdidaig
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Snnilaunumiiddnuesnagndnisdeansidialuuiunvesgiin Aemsiwrhiidunalnai
"AuEAvEUYBLleY" (Urban Resilience) Tugiannigdngs neanizlugianisszuinvedlain-19
uazlA59N15 "Phuket Sandbox inAutaunsguinldliunanlesuddvialuedesiiendnlunisdeans
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Alusslauaznraaeuliriuszuuinnuduazgiudeyatndu (Phuket Must Win) Tenaedu
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Abstract

This academic article, titled “The Status and Direction of OTT Services in the Context of
Thai Society” aims to explore the current body of knowledge related to OTT services and
relevant contextual factors and perspectives on future knowledge development concerning
OTT services in multiple related dimensions amid the rapid digital transformation in
contemporary Thai society. This research synthesizes previous studies using meta-analysis,
using purposive sampling to select thesis and research reports in disciplines related to
communication technology. Upon reviewing research papers, academic articles, and related
OTT service studies in Thailand published between 2017 and 2025—a span of approximately
nine years—it is evident that existing studies on OTT services can be categorized into three
major groups: (1) studies on general formats and characteristics of OTT services, (2) studies on
the regulation and governance of OTT services, and (3) studies on OTT services in relation to
various aspects of service provision in Thai society. This body of knowledge reveals a
multifaceted relationship between OTT services and Thai social context over time. The review
also indicates that the existing body of knowledge on the regulation and governance of OTT
services in Thai society continues to exhibit limitations and is insufficiently aligned with
multidimensional contextual transformations, as well as certain ongoing academic debates
and efforts to find resolutions. Moreover, findings reflect that OTT services represent an
alternative with significant potential to drive the communication technology industry forward,
while contributing to the development of society, the economy, and the overall quality of

life of people in Thai society.
Keywords: Over-The-Top Services, Digital Disruption, Media Landscape
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Abstract
This article examines the aesthetic transition of Thai vertical micro-dramas by analyzing

visual language and narrative structures to explain the shift from traditional media to digital

platforms. The study is conducted through the collection and analysis of relevant data. The
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findings reveal that in terms of visual language, there is a transition toward vertical composition
that prioritizes characters or objects at the center of the frame to create visual prominence
within limited space. Regarding the narrative dimension, storytelling has shifted toward a
concise format while maintaining traditional television drama structures, characterized by
compelling hooks, rapid pacing, and cliffhangers designed to drive continuous engagement.
These elements have established vertical short dramas as a popular media form in
contemporary digital culture. Furthermore, the industry is trending toward systematic
production quality improvements, driven by the participation of both independent and
mainstream producers. However, the study suggests that the industry still requires clear policy
frameworks and ethical standards to support aesthetic development in line with the future

growth of the Thai drama industry.
Keywords: Thai Vertical Micro-Dramas, Visual Language, Narrative
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Abstract

Amid ongoing digital transformation, Higher Education Institutions (HEls) are facing
increasing pressure to enhance operational efficiency, improve service quality, and respond to
rapidly evolving stakeholder expectations. University support functions- encompassing
academic services and student affairs, planning and quality assurance, finance and
procurement, human resources, information technology, and general administration-play a
critical role in supporting the core missions of universities. However, these functions continue
to be constrained by legacy systems, labor- intensive transactional processes, and the
underutilization of data for decision-making. This study aims to analyze the integration of
Artificial Intelligence (Al) within university support functions. It adopts a conceptual analysis
approach through the synthesis of relevant literature on Al applications in higher education
and employs a human augmentation framework to examine the transition of support functions
from an operational efficiency focus toward analytical and strategic role transformation. The
findings reveal that Al drives three key transformations within university support functions: (1)
the reduction of transactional and repetitive tasks through automation, (2) the enhancement

of data-driven analytical capabilities to support decision-making, and (3) the transformation of
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personnel roles from transactional operators to data analysts, process controllers, and
strategic partners of the institution. This paper concludes that Al is not merely a tool for
improving operational efficiency, but a critical enabler of structural transformation in the roles
of university support personnel, fostering more analytical, proactive, and strategic functions.
This transition, however, requires systematic investment in workforce reskilling, effective
change management, and the establishment of robust Al governance frameworks to ensure

sustainable and responsible integration.

Keywords: Artificial Intelligence (Al), University Support Functions, Human Augmentation,

Role Transformation
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Abstract

This academic article aims to present the role and potential of open data in promoting
transparency and governance within Thai higher education institutions, in alignment with the
Higher Education Act, B.E. 2562 (2019) and various governance guidelines. Currently, however,
data disclosure remains largely compliance-driven rather than value-driven. This article
proposes that the effective application of open data can be driven through five key
mechanisms: (1) the establishment of a centralized database disclosing the profiles and
qualifications of university executives and council members; (2) the disclosure of audited,
comprehensive, and easily comprehensible financial reports; (3) transparency in all stages of
the executive recruitment process; (4) the disclosure of individual votes and opinions of
council members on critical agenda items; and (5) the elevation of public data quality into
high-value open data by developing machine-readable data standards, creating participatory
mechanisms for dataset determination, and extending data disclosure to the faculty and
departmental levels. Furthermore, the article proposes a framework for developing an open
data system for Thai higher education governance, which comprises three interconnected
dimensions: the legal and policy dimension, the data infrastructure dimension, and the
organizational culture and participation dimension. The implementation of open data will
mitigate opportunistic behavior, enhance management efficiency through institutional
benchmarking, foster public trust, and lead to more effective governance. Ultimately, this will
enable Thai higher education institutions to grow transparently and achieve recognition under

international standards.
Keywords: Open Data, Governance, Transparency, University
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Abstract

No 3DTV mass adoption has begun in the United States in the 2020s, despite recurring
forecasts predicting its emergence. This study aims to determine when and how 3DTV mass
adoption may occur in the US, with particular emphasis on the role of the Avatar franchise and the
economic criteria required to enable such adoption. A qualitative research design was employed,
integrating a structured expert interview with a systematic review of academic literature, industry
reports, and macroeconomic datasets. The analysis from a macroeconomic perspective was guided
by an integrated theoretical framework combining Everett Rogers’ diffusion of innovation model
and Frank Bass’ new product adoption forecast model. The findings indicate that Avatar 5 (2031),
the concluding installment of James Cameron’s 3D cinema series, holds the greatest potential to
trigger 3DTV mass adoption. Drawing on historical diffusion pattens observed in the adoption of
HDTV, the study projects that 3DTV could achieve mass adoption among US consumers by 2042.
Evidence from historical TV format replacement cycles supports this forecast. The results further
suggest that 3DTV is likely to be adopted as a hybrid device, enabling both 2D and 3D content
consumption, including applications related to Virtual Reality. Macroeconomic data help explain
why earlier television formats—black and white TV, color TV, HDTV—were successfully adopted
from the 1940s to the 2000s, while 3DTV failed to gain traction in the 2010s and early 2020s despite
the influence of the first three Avatar films. Insights from the expert interview were used for
methodological triangulation, reinforcing the validity of the study’s findings by corroborating model-

based forecasts with practitioner perspectives on consumer behavior and marketing dynamics.

Keywords: 3DTV, mass adoption, Avatar, Everett Rogers, Frank Bass
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1. Introduction
1.1 Background and significance of the problem

This qualitative media study explored the future mass adoption of 3DTV in the United
States, to be triggered by James Cameron’s Avatar media franchise. Such an adoption would be
significant for representing the next major step in the evolution of TV formats in the world’s largest
consumer market. Beyond its relevance to market performance and technological diffusion,
understanding 3DTV adoption is also important for media researchers, industry stakeholders,
consumers, and policymakers, as it may influence media consumption practices, user experiences,
digital inclusion, and regulatory decisions related to emerging audiovisual technologies.

Ehret (2020) and Pan et al. (2021) believed 3DTV would massively conquer American
households from 2022 onwards, after the release of Avatar: The Way of Water (2022) (Cameron
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et al,, 2022), to achieve a market saturation of 50% by 2032. However, this mass adoption has
not yet begun. More recently, Feurer et al. (2023) called 3DTV a failure, and Park et al. (2025)
confirmed that this product’s disappearance had been caused by its slow adoption rate.
Optimistically, Kim & Lee (2023) emphasized that 3DTV mass adoption may instead occur with
a delay, despite non-alignment with earlier predictions.

Not knowing when and how this adoption would exactly occur created, due to its
economic importance in a marketing context, a research gap. At the same time, this
uncertainty also affects consumers’ expectations toward future media technologies, firms’
long-term innovation strategies, and policymakers’ ability to anticipate infrastructure and
content regulation needs. Frank Bass’ forecast model for the adoption of new products, in
combination with Everett Rogers’ diffusion of innovation theory, was applied to address the
research gap. The failed 3DTV mass adoption necessitates a more thorough investigation into
its future development and remaining potential significance.

Conceptually, the study links the problem of delayed 3DTV adoption with clearly
defined research objectives through an integrated theoretical framework. Rogers’ diffusion of
innovation theory is used to identify when adoption reaches a societal majority, while Bass’
forecast model explains the temporal dynamics of product diffusion. These theories are
embedded within a macroeconomic perspective to assess how broader economic conditions
interact with media innovation, franchise-driven demand, and consumer adoption behavior.
This framework provides a coherent structure connecting the research problem, objectives,
hypotheses, and analytical approach.

1.2 Research questions and objectives

The investigation of the above research gap was anchored by two research questions
and related research objectives.

RQ 1: When and how will 3DTV mass adoption occur in the United States and in relation
to the Avatar franchise?

RO 1: To determine the timeframes by when 3DTV mass adoption in the United States
will likely occur, and how the Avatar franchise will impact this process. To specify the nature
of how 3DTV will be used by consumers.

RQ 2: Which economic criteria must be met to enable a successful 3DTV mass adoption
in the United States?

RO 2: Macroeconomic conditions in the United States must be stable enough to allow

a slight majority of American households to purchase the new 3DTV set. To assess the
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economic criteria and macroeconomic conditions that must be met to enable a successful
3DTV mass adoption in the United States, given the historical precedent of TV format
replacement cycles. The findings are intended to inform academic debates, strategic decision-
making in the media and electronics industries, consumer-oriented technology design, and
evidence-based policy discussions on emerging media infrastructures.

Both research questions and research objectives served the study's purpose of better
understanding the timeframes and conditions of 3DTV mass adoption in the United States.

1.3 Research hypotheses

Two working research hypotheses were developed, which align with the aforementioned
research questions and objectives.

RH 1: Since the commercially successful 3D movie Avatar (2009) (Cameron et al., 2009)
had triggered the unsuccessful 3DTV market introduction of 2010, another work in the 3D
franchise, specifically Avatar 5 (2031), is expected to trigger a successful future 3DTV mass
adoption in the US. As Avatar 5, the last anticipated work of the franchise, was scheduled for
release in December 2031, the mass adoption to reach a majority of American households
could not take place earlier than in the 2040s. This hypothesis anticipates an adoption
following the roll-out of earlier TV models in the US.

RH 2: Previously successful mass adoptions of dominant TV models in the US, from 1947
until 2008, occurred under economically more stable conditions than during the period from
2020 to 2025. As of 2025, macroeconomic conditions in the US do not facilitate 3DTV mass
adoption. However, if these conditions were to become more stable, they will likely support
such an adoption process within the specified timeframes.

The two research hypotheses require an examination of the timeframes and macroeconomic

conditions in the context of 3DTV mass adoption in the US to answer the research questions.

2. Literature Review
2.1 Related Theoretical Concepts
The theoretical concepts applicable to the study context were Everett Rogers’ diffusion
of innovation model and Frank Bass’ forecast model of new product adoption—which are
referenced in Table 1 at the end of section 2.
Rogers (2003) model was useful to determine when mass adoption had successfully
occurred. Within the five groups of adopters—innovators, early adopters, early majority, late

majority, and laggards—the transition from early to late majority was significant. It marked the
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point when 50% of a society had adopted a new product, turning the process into a majority’s
mass adoption (Rogers, 2003). Clegg (2022) confirmed that this model’s characteristic S-curve
pattern of adoption could explain how product demand suddenly increased. Specifically, Kim &
Jung (2023) used the model to examine the use of communication channels that informed on
the decision-making for plant-based meat substitutes. Ehret (2020) asserted that Rogers’” model
would describe a potential 3DTV mass adoption in the US from 2022 onward, triggered by the
movie Avatar: The Way of Water (2022)—given that technological product sophistication,
consumer health effects, 3DTV content variety, suitable marketing strategy, and acceptable
product price would support this process. However, as of 2025, this predicted 3DTV mass adoption
has not begun yet. Since the combined groups of innovators, early adopters, and early majority—
which are necessary to reach the critical 50% benchmark—are primarily driven by economic
concerns, this research gap requires the examination of Rogers' model within the study context
through an integrated macroeconomic perspective. Sharpening the use of this model by relating
it to a macroeconomic angle could confirm its aforementioned broad applicability.

Bass (2004) model was perceived as the most sophisticated forecast model, due to
accounting for both internal and external factors affecting a prospect’s buying behavior. Kim
& Jung (2023) cited mass media channels as an example of the Bass model’s external
influence, motivating consumers to mass adopt plant-based meat alternatives. Parvin &
Beruvides (2021) established that this model could be used in studies using smaller or larger
sample sizes of consumers, whose adoption behavior would describe an S-curve. Rogers (2003)
confirmed that the Bass model was useful to determine the period needed for the roll-out of
a product. Ehret (2020) applied Bass’ model by comparing the time for Americans mass adopt
black and white TV, color TV, and HDTV to a hypothetical 3DTV mass adoption in the US,
wrongly concluding that if it began in 2022, it would reach half of American households already
by 2032. This assumption was too optimistic, as no 3DTV mass adoption was kicked off
following the release of Avatar: The Way of Water (2022). Consequently, as Kim & Lee (2023)
had asserted, 3DTV roll-out in the United States could still occur starting from a later date.
Identifying this future year of the initial mass adoption was necessary to address the research
gap. Due to its sophistication, versatility, and usefulness in understanding temporal diffusion
patterns, Bass’ model, combined with Rogers” model, remains applicable in the study context.

2.2 Related Research
Reviewing literature on related research focused on works considering technological

aspects of 3DTV, pessimistic forecasts on 3DTV mass adoption, optimistic predictions in the
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same context—for the periods until and after 2022. Significant literature is listed in Table 1
at the end of section 2. The review revealed a scarcity of literature referring to the Avatar
franchise concerning 3DTV.

There was literature examining technical traits of 3DTV, including those that could either
inhibit or support adoption. Alvi et al. (2021) explained that the basic stereoscopic depth effect of
3DTV was created by projecting the same scene simultaneously from two slightly divergent
camera angles. Raza (2023) identified this stereoscopic effect as an important factor in making
sports content more attractive to watch on a 3DTV set. However, Yu et al. (2021) criticized that
3DTV could more easily cause visual fatigue than 2DTV, due to overstimulating the brain. Lin et
al. (2023) added that technically unappealing 3D visuals could disappoint prospective buyers, but
that this effect could be mitigated by placing the TV set 210 cm away from the viewer. Carvalho
et al. (2024) found that the use of Point Clouds (PCs), a collection of data points in a three-
dimensional space, could enhance the color and visual quality of the 3D experience. Matloob et
al. (2021) believed that de-noising 2D images to suppress the occlusion effect could support the
creation of more viewer-acceptable 3D images. To support 3DTV mass adoption in the US, it was
decisive to solve all the above inhibiting technical issues preventing it from happening.

Considering 3DTV mass adoption, a minority of the literature was pessimistic. Noam (2021)
reported on the 2017 market withdrawal of LG and Sony, the last two significant producers of
3DTV sets. Blake (2023) was even more critical, asserting that the 3DTV failure in the 2010s was
foreseeable as early as 2012, making his research relevant to the study context. His position
implicitly confirms the assumption that it is already possible by 2025 to comprehend Ehret
(2020) forecast error of an American 3DTV mass adoption by 2032. Ezratty (2022) confirmed that
as of 2022, the 3DTV market had almost died—due to overestimating its market potential,
exposing viewers to physical stress, high costs for content production and 3DTV sets. Worse,
Feurer et al. (2023) concluded that this product had failed, and Schell (2025) added that this
outcome was due to the low popularity of 3D images. Schell’s statement is not accurate, as will
be explained. However, it correctly confirms that no 3DTV mass adoption seems to have begun
as of 2025. While the above literature confirmed or explained a continued failure of 3DTV rollout
in the 2010s and the 2020s, it was juxtaposed with a majority of literature, which emphasized
the potential of this innovative product to eventually find a mass audience.

A significant amount of literature expressed belief in the 3DTV market potential already in
the unsuccessful period from the 2010s until 2022. Gunaratna (2021) attributed the start of the
later failing 3DTV roll-out in the 2010s to Cameron’s successful Avatar (2009), and its first-time
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use of digital stereoscopic 3D cinema effects. The Korean chaebol Samsung believed wrongly
in 3DTV mass adoption in the US of the 2010s to such an extent that they used “3D TV” as a
label between 2011 and 2015 (Imai, 2021). Zhang et al. (2022) made Samsung’s fixation on this
product better understood by citing DisplaySearch’s unrealistic conviction that by 2018, 196
million 3DTV sets would be shipped from China. This number would have represented the
majority of all TV sets delivered from China at that time. Since the U.S. was China’s most
important export market back then, it is safe to assume that DisplaySearch’s false forecast
implied an adoption of 3DTV sets by most American households already by 2018. In a similar
vein, Pan et al. (2021) believed, still in the early 2020s, wrongly like Ehret (2020), that 3DTV was
transforming into one of the market’s major TV consumer products. Their projection was
supported by the prospect of using RGB-D images to achieve an automatic 2D to 3D image
conversion (Pan et al.,, 2021). This way, more 3DTV content could theoretically be created.
Similarly, Chang et al. (2021) perceived sports content as a potential facilitator of 3DTV success.
Although most of these predictions on the early success of 3DTV were evidently wrong, they
proved that media experts realized the sales potential of this media product at an early time.
The trend of an optimistic academic perception of 3DTV mass adoption continued after
the cinema release of Avatar: The Way of Water (Cameron et al.,, 2022). Yozgat et al. (2024)
emphasized that 3D technology adoption was a continuing trend that had already lasted ten
years. While this trend did not represent 3DTV development, it could function in a supportive
manner in the future. Kim & Lee (2023) backed up the central study argument by stressing that
3DTV mass adoption could still occur, although later than initially forecasted. Simonetti et al.
(2024) provided support for this perception by assessing that 62% of TV viewers expressed a
clear preference for wanting to watch all or most of their TV content in 3D instead of 2D. This
data justifiably refuted Schell’s (2025) perception of consumer disinterest in 3D content. An
essential factor that could facilitate 3DTV adoption would be Intermet at the speed level of 4G
or faster (Mahajan et al., 2023; Prathigadapa et al., 2024). Tadinada et al. (2022) specified that
the roll-out of Virtual Reality (VR) applications could be enabled by using 3DTV as a carrier
device. Moreover, Rao et al. (2024) added that next to VR technology, Augmented Reality (AR)
systems could also help 3DTV to be adopted on a broader scale. The significance of AR and VR
applications for 3DTV mass adoption can hardly be underestimated. Unlike SDTV, 3DTV could,
due to its unique spatial depth presentation, function as a facilitator of both systems and their
experiences. The AR, and the visually more demanding VR, market segments could allow 3DTV

to cater to its niche. More recent academic perceptions of 3DTV mass adoption disproved not
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only pessimistic assumptions about the future of 3DTV, but also identified clear solution paths

allowing 3DTV to achieve long-term popularity with a mass audience.

Table 1:

Synthesized Overview of Literature on 3DTV Adoption

critical mass (50%)

early to late majority

Focus / Key Concepts & Relevance to
Author(s) & Year Main Findings
Context Variables Current Study
Rogers (2003) Diffusion of Adopter Mass adoption occurs | Used to define
innovations categories; S-curve; | at transition from when 3DTV reaches

mass adoption

Bass (2004)

New product
adoption

forecasting

Internal/external
influences;

temporal diffusion

Adoption follows
predictable

diffusion patterns

Applied to forecast
timing of 3DTV

adoption

Ehret (2020)

3DTV adoption
forecast (US)

Rogers—Bass
models; Avatar

(2009, 2022)

Predicted 3DTV
mass adoption by

2032

Serves as a failed
forecast to be

reassessed

Pan et al. (2021)

Technological

2D-3D conversion;

Expected 3DTV to

IWustrates overly

adoption trends

product

disappearance

mass adoption

optimism content availability | become a major optimistic
TV format projections
Kim & Lee (2023) Delayed Timing misalignment; | 3DTV adoption Supports core
adoption innovation may still occur premise of delayed
perspective persistence later adoption
Feurer et al. Market Adoption rate; Declared 3DTV a Represents
(2023) assessment market failure failed product pessimistic
literature strand
Park et al. (2025) Consumer Slow diffusion; Confirms lack of Validates research

gap

Alvi et al. (2021)

Technical

foundations

Stereoscopic

depth

Explains core 3DTV

visual mechanism

Provides technical

context

Yu et al. (2021)

User experience

Visual fatigue;

cognitive load

3DTV can cause

viewer discomfort

Explains adoption

barriers

Lin et al. (2023)

Viewing

conditions

Distance

optimization

Proper setup

mitigates discomfort

Indicates solvable

technical barriers

Carvalho et al.

(2024)

Image quality

Point Clouds; visual

enhancement

PCs improve 3D

visual quality

Shows technological

improvement potential
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Focus / Key Concepts & Relevance to
Author(s) & Year Main Findings
Context Variables Current Study
Noam (2021) Industry Market withdrawal | LG and Sony exited | Evidence of
behavior 3DTV market commercial failure
Blake (2023) Retrospective Forecast error 3DTV failure Supports
critique foreseeable early reassessment of
forecasts
Simonetti et al. Consumer 3D content 62% prefer 3D Counters claims of
(2024) preference demand over 2D user disinterest
Mahajan et al. (2023), | Infrastructure Internet speed High-speed Links infrastructure
Prathigadapa et al. (24G) internet supports to adoption
(2024) adoption feasibility
Tadinada et al. Emerging VR; AR 3DTV can enable Positions 3DTV as
(2022); Rao et al. applications immersive hybrid device
(2024) technologies
Carey & Elton TV history Replacement TV formats replace | Benchmark for
(2010) cycles predecessors in 8- | forecasting 30TV
36 years timeline

Note. The studies are organized thematically to reflect their conceptual relevance to the research
framework rather than alphabetically or chronologically. The synthesis integrates diffusion theory,
forecasting models, technological constraints, consumer behavior, and historical benchmarks to

contextualize the delayed mass adoption of 3DTV in the United States.

3. Research Methodology
3.1 Data sources used in the study

The study utilized existing literature and information resulting from an interview situation
as data sources. First, the literature used comprised academic books, journal articles, news
documents from reputable sources, and statistical datasets of potential relevance to the mass
adoption of 3DTV or related media formats. Second, the adequacy of both methodology and
findings had been discussed with an expert on marketing and consumer behavior to achieve
a higher degree of validation. Therefore, a structured interview was conducted on November
4, 2021, with this expert, living in Chonburi province, Thailand. The interviewee was selected
through purposive sampling, as his professional background in marketing and consumer
behavior was directly relevant to the study’s focus on technology adoption and consumer

decision-making. At the time of the interview, the interviewee was 31 years of age, holding a
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leading position in a Thai marketing company. Furthermore, the subject was male and held
an MBA degree in Business Management.

An interview introduction provided by the researcher was necessary, as the topic was
very specific. This introduction was used to give the subject essential information on the
technical and non-technical background of 3DTV development trends, the marketing models
used, and the applied consumer behavioral patterns. Within the main part of the interview,
the expert discussed interview questions in three overall sections about his personal
knowledge of 3DTV, the applied research methodology within the study, and the research
results. His responses generated primary data, complementing the secondary data, which was
obtained from existing literature. The use of both primary and secondary data sources enabled
data triangulation, supporting the credibility of the findings.

3.2 Research tools used

The following research tools were used in the process of both secondary and primary
data collection. Within the process of secondary data collection, Google Scholar served as a
tool to identify literature of significance in the study context. Mendeley was used to organize
academic books, journal articles, and news sources of relevance. Microsoft OneNote was an
additional tool used by the researcher to take notes, aiding in identifying themes and patterns
in the retrieved data. During primary data collection, a handwritten journal was used to take
notes based on observation and interview responses. The interview questions aligned with the
research questions and the theoretical framework of the study, ensuring content validity by
matching the instrument with the study objectives and key theoretical concepts. The
handwritten notes were subsequently analyzed to identify overarching themes and patterns,
which informed the overall narrative. The structured format of the interview supported
reliability by ensuring consistency in questioning across the interview process.

3.3 Data analysis employed

Data analysis comprised secondary and primary data analysis. Secondary data analysis
was conducted in the form of a desk review. This framework combined Everett Rogers’
diffusion of innovation model and Frank Bass’ forecast model with a macroeconomic lens to
determine the relationship between successful standard TV model adoption and economic
stability in the United States. The results were, in a comparativist approach, used to
understand why no 3DTV mass adoption had been triggered since 2022 by Avatar: The Way
of Water (2022). This approach enabled the next step of the analysis—identifying the Avatar

movie in the pentalogy-centered franchise, which would likely be able to kickstart the future



Nsarsmaluladioarsuiavy uns. wizuas U9 11 aUuil 1 (Un518% - dguieu 2569) 163

3DTV mass roll-out in the US. The data retrieved from the expert interview was, in the form
of data triangulation, used to validate the study findings and the usefulness of the
methodolosically applied research models. This triangulation process strengthened credibility
by comparing model-based results with practitioner insights. Considering the failed 3DTV
adoption forecast of Ehret (2020), this combined use of secondary and primary data analysis
aimed at achieving a higher degree of verisimilitude.
3.4 Other relevant aspects

Other relevant study aspects included the date of the primary data collection and ethical
considerations. First, the primary data, collected in November 2021, remains highly relevant as the
core marketing models discussed have been utilized in the current study context and the data
has not been previously published. Second, the study participant was not subject to any situations
raising ethical concerns. He was fully aware of his role in the study. Educational background,
gender, and age were all factors that benefited an understanding of the research topic. Moreover,
the interviewee specialized in digital marketing and possessed an affinity towards technology. The
expert demonstrated a fast and sufficient understanding of both the topic and the interview
questions. Additionally, no sensitive questions or topics were asked or discussed. Hence, neither
the time of data collection nor ethical aspects concerning the interaction with human study

participants were an issue in the research context.

4. Research Results

The application of an integrated theoretical lens, composed of Rogers’ and Bass’
models, generated two kinds of findings. Macroeconomic data on the U.S. economy helped
to explain the successful mass adoption of older standard TV formats from 1946 until 2008,
while it also aided in understanding why no 3DTV mass adoption was triggered in 2022. These
key findings are included in Table 2 at the end of section 4. This above approach and the first
set of findings allowed for the comprehension of which movie in the Avatar franchise is likely
to initiate the temporal diffusion pattern of a future, large-scale 3DTV roll-out in the US.

4.1 Macroeconomic Validation: 20th Century TV Adoption

Data on the development of the American economy aligned with the 20th-century mass
adoption patterns of the first two standard TV formats, black and white TV and color TV, in the
United States. The beginning of black and white TV roll-out in 1946 (Carey & Elton, 2010)
happened in a time of strong consumer demand, which was supported by US government

policies (Kotodko, 2021). The start of the boom years during the Korean War from 1950 to 1953
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(Gagnon & Rose, 2025) aligned with Rogers (2003) increased adoption rate, following Bass (2004)
characteristic S-curve pattern. By 1954, a market saturation of 50% had been reached (Carey &
Elton, 2010), completing mass adoption in Bass’ sense (as depicted in Figure 1). The start of
color TV mass adoption in 1954 (Ehret, 2020) aligned with US economic expansion and industrial
growth after the Korean War (Gagnon & Rose, 2025). Rogers’ (2003) sharp increase in adoption
occurred since 1965 (Carey & Elton, 2010) during the “golden” economic boom years of the
1960s—a period marked by high growth of the gross domestic product (GDP) and rising wages
(Blinder, 2022). According to Bass (2004), the strong surge in sold color TV sets reached its peak
by 1968 (Ehret, 2020), which coincided with the end of the boom period by the late 1960s
(Blinder, 2022). Rogers’ transition from early to late majority, indicating successful mass adoption,
was reached by 1972 (Carey & Elton, 2010), shortly before the oil crisis of 1973 hit hard (Blinder,
2022). The mass adoption analysis of black and white TV and color TV through a Rogerian-

Bassian lens was consistently strengthened by integrating macroeconomic data from the US.

Figure 1:

Bass Diffusion Model of New Product Adoption
Cumulative adoption (% of population)
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Note. This fieure illustrates the Bass diffusion model, depicting the characteristic S-shaped (S-curve)
cumulative adoption pattern of a new product over time. Early adoption is driven primarily by innovation
effects, while later acceleration reflects imitation effects. The horizontal reference line marks the 50%
adoption threshold, commonly used to indicate the transition from early adopters to late majority and
the onset of mass adoption. The figure is an original conceptual redraw created for explanatory purposes

and is based on the theoretical principles of the Bass model as discussed in Bass (2004).
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Macro data from the American economy also aided in better understanding why,
according to Bass (2004) model, the mass adoption of black and white TV lasted only eight
years, while the roll-out of color TV took 18 years, more than twice as long. Black and white
TV’s conquest of American households occurred in a time of fewer inhibiting economic events
—which were mainly concentrated in the 1940s, before the significant sales increase in Rogers
(2003) sense—Ilasting overall only a few years (Carey & Elton, 2010; Gagnon & Rose, 2025;
Kotodko, 2021). Comparatively, color TV’s entrance into US homes happened in a period of
more hindering economic events—especially in the 1950s, before Rogers’ strong sales surge,
and in the 1970s, after its end—lasting overall more years (Blinder, 2022; Ehret, 2020; Gagnon
& Rose, 2025). Macroeconomic data was successfully used not only to explain similarities
between TV mass adoption processes, but also their differences—precipitating the data’s
usefulness in examining why no American 3DTV roll-out in the early 2020s succeeded.

4.2 Economic Constraints and the Failed 3DTV Rollouts (2010-2025)

Additionally, US economic data proved applicable to examine 21st-century phenomena,
such as the successful mass adoption of HDTV from 1998 to 2008, and the failed roll-out of
3DTV from 2010 onwards (Ehret, 2020). The beginning of HDTV adoption was marked by the
strong economic growth of the dot-com boom years from 1998 until 2000 (Delossantos, 2023).
The sharp increase in purchases (Carey & Elton, 2010), as explained by Rogers’ (2003)
description of an S-curve pattern, aligned with economic growth and a booming housing
market from 2004 until early 2007 (Bivens, 2008). The completion of Bass’ (2004) temporal
diffusion pattern, by reaching a US market majority in early 2008 (Ehret, 2020), was achieved
just before the economic crash of late 2008 hit America (Blinder, 2022). The decade-long roll-
out of HDTV was reminiscent of the 8 years it took black and white TV to conquer American
homes (Carey & Elton, 2010). Similarly, both adoption periods witnessed only a few
economically hindering events—which occurred for HDTV in the 2000s. However, due to the
increased financial complexities of the American 21st-century economy, a lot of structural
problems already existed below the surface during the growth years of the mid-2000s (Bivens,
2008). To finally overcome the heavy impact of the 2008 stock market crash, the US economy
required five to eight years (Blinder, 2022). Hence, it came as no surprise that the 3DTV market
introduction from 2010 to 2013, following the cinema release of Avatar (2009), had to fail in
this economically critical period (Blake, 2023). Macroeconomic data from the American market
also proved useful in the context of successful HDTV, and failed early 3DTV, mass introduction

to examine similarities and differences in TV adoption processes.
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In a similar vein, macroeconomic data continued to aid in explaining the failure of Avatar:
The Way of Water (2022) in triggering successful 3DTV mass adoption in the US during the 2020s.
The time from 2022 to 2025 was marked by significant economic challenges. Two major factors
were the aftermath of the Covid crisis of 2020, and the impact of the Ukraine War (since 2022),
which led to high inflation, supply chain disruptions, and higher energy prices in the US (Austin,
2021; Wagner, 2024). The Iran-Israel War of 2025 only prolonged and worsened these economic
strains on the American economy (Randewich, 2025). While the ultimately futile impact of Avatar
(2009) on 3DTV popularity was at least to some extent measurable in the three following years
from 2010 to 2013 (Blake, 2023)—even perceived as peak years of 3DTV—no such impact was
noticeable in the years from 2023 to 2025 (Park et al., 2025; Schell, 2025), succeeding the cinema
release of Avatar: The Way of Water (2022). Only up to 5% of all US households owned a 3DTV
set by 2022 (Elagina, 2025). And while market researchers expected a growth of the 3DTV market
of 5.28% annually from 2025 until 2034 (Dhapte, 2025), a growth at this speed would mark the
2060s as the decade when Bass (2004) temporal diffusion pattern would reach the critical
benchmark of 50%. A hypothetical adoption requiring more than four decades was
unprecedented and therefore made no sense, as the longest recorded roll-out of a new
standard TV model took only 18 years in the case of color TV (Carey & Elton, 2010). Hence,
macroeconomic and statistical data from the American market proved that Avatar: The Way of
Water (2022) cannot have triggered a successful 3DTV mass adoption.

4.3 Temporal Forecast and the Avatar Franchise Trigger (2029-2042)

Despite the failure of Avatar: The Way of Water (2022) in bringing 3DTV sets on a massive
scale to American homes, James Cameron’s Avatar franchise remained, due to its original impact
on enabling 3DTV, the biggest potential trigger for initiating such a future adoption (Ehret, 2020).
The first three movies of the franchise were known for bringing technically revolutionary 3D
images and effects to the cinema viewer (Lapreziosa, 2022; Nayman, 2022). Beyond that, both
Avatar (2009) and Avatar: The Way of Water (2022) proved to possess tremendous mass impact
for being the highest and third-highest grossing movies of all time, respectively (Box Office Mojo,
2025). However, the third installment of the series, Avatar: Fire and Ash (2025) (Cameron et al.,
2025), will very likely also not trigger a 3DTV mass adoption. First, macroeconomic data does
not necessarily predict an adoption-supportive economic improvement as of 2025, or for the
remaining years of the second Trump administration (2025-2029)—citing uncertainty,
unsustainable fiscal trajectories, and rising levels of budget deficit and national debt (Tran, 2025).

Second, the technical 3D effects impact level of Avatar: Fire & Ash (2025) was expected to be
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below that of its predecessor (Lapreziosa, 2022). Therefore, if the second part of the franchise
could not kick off the expected roll-out, the third installment would be even less likely to
achieve that. Conclusively, the study determines that the biggest potential for achieving 3DTV
mass adoption in the US rests with the remaining movies, Avatar 4 or Avatar 5.

To forecast whether Avatar 4 (2029) or Avatar 5 (2031) will trigger 3DTV mass adoption
in the United States, two criteria—in addition to the uncertain macroeconomic outlook—were
analyzed. Avatar 5 (2031) would be the ultimate send-off of a 3D franchise that would by then
have lasted for at least 22 years. It could reasonably be expected that the 3D technical and
commercial impact of the last Avatar movie would exceed that of its predecessor. The time
gap between the release dates of the penultimate and the final works of the franchise was
only two years, expected to be the briefest of all gaps between films of this 3D series (Goslin,
2023). Therefore, Avatar 5 (2031) could benefit from the cumulative effect of both movies
being scheduled that close after each other. In essence, Avatar 5 (2031) appeared to be more
likely to spark a substantial 3DTV roll-out in the US.

Would the temporal diffusion pattern of Avatar 5 (2031) follow the trajectory of black and
white TV, color TV, or HDTV? The previous standard TV formats needed respectively eight, 18,
and ten years to be mass adopted by Americans (Ehret, 2020). As 3DTV shared, in technical
terms, most similarities with HDTV, it could likewise be rolled out in a decade before achieving
the critical transition from Rogers’ (2003) early to late majority. This process would probably
begin in 2032, after the movie's release in December 2031, and complete Bass’ diffusion process
by 2042. The S-curve peak of Bass’ (2004) model could be reached around 2039—marking
three-quarters of the time from 3DTV’s market return until an adoption rate of 50%. After 2039,
the adoption rate would still increase, although at a slower rate (Carey & Elton, 2010). A notable
contingency is that release dates of Avatar movies have been repeatedly postponed (Goslin,
2023); should this occur again, the re-introduction of 3DTV would be delayed. In the less likely,
but still possible, event that Avatar 4 (2029) could initiate the 3DTV mass roll-out, the kick-off
date could also be brought forward by two years. In either case, it would be very unlikely that
3DTV would not substantially enter American homes. Historical records prove that an older
standard TV format was replaced by its successor not earlier than 18 years—when color TV
replaced black and white TV—and not later than 36 years—when HDTV substituted color TV
(Ehret, 2020). Since HDTV has been the standard model in the US since 2008, the next
replacement cycle should be completed by 2044 at the latest. The above forecast of having

Avatar 5 (2031) turning 3DTV into the dominant US TV format by 2042 aligns with this assessment.
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A remaining question was: How will 3DTV be adopted? Carey and Elton (2010) believed
that 3D effects on TV were, for most scenes, not really necessary unless objects were close to
the viewer. Admittedly, not all content would necessarily be very appealing with added depth
sensation. However, statistical data proved that the majority of TV viewers were very interested
in 3DTV (Simonetti et al., 2024). While 3DTV sets would likely be mass adopted as the new TV
standard format, they could function as hybrid devices. While they could still be used to watch
2D content, specific content—namely AR and VR applications—would mark the niche that
would make an experience in 3D appealing (Rao et al., 2024; Tadinada et al., 2022). The case of
the videophone highlighted a similar adoption path for a technical device whose visual
sensations were not always attractive. While videophones existed in the US since the 1960s
(Carey & Elton, 2010), they were only successfully mass adopted in the form of smartphones in
the 2010s (Oberlo, n.d.). Each smartphone was a videophone—due to allowing audiovisual
phone calls on applications such as WhatsApp—but for most of the usage time, the phone
users were more interested in other applications on their device. 3DTV would very likely become

a standard TV model, popularized by VR applications, while still offering non-3D options in 2D.

Table 2:
Summary of Key Research Findings on 3DTV Mass Adoption in the United States
Empirical and Interpretation and
Finding category Key finding
theoretical basis implications
Historical TV adoption Successful mass Alignment of Rogers’ Macroeconomic
patterns adoption of previous diffusion model and conditions are a
TV formats occurred Bass’ forecast model necessary prerequisite
during periods of with macroeconomic for large-scale TV
economic stability and | data for black-and- format adoption
growth white TV, color TV, and
HDTV (1946-2008)
Early 3DTV rollout 3DTV introduction Post-2008 financial Strong media stimuli
failure (2010s) following Avatar (2009) | crisis and prolonged alone cannot overcome
did not result in mass economic recovery adverse economic
adoption inhibited consumer environments
purchasing behavior
Impact of Avatar: The No measurable 3DTV High inflation, Confirms the overriding
Way of Water (2022) mass adoption geopolitical conflicts, influence of
and post-Covid macroeconomic
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Finding category

Key finding

Empirical and

theoretical basis

Interpretation and

implications

occurred after the

film’s release

economic disruptions

between 2022 and 2025

constraints on adoption

processes

3DTV market

penetration

3DTV ownership
remained below 5% of
U.S. households by
2022

Market penetration
data compared with
Rogers’ 50% mass

adoption benchmark

Indicates failure to
transition from early
adopters to late

majority

Role of the Avatar

franchise

The Avatar franchise
remains the most
plausible catalyst for

future adoption

Historical association with
technological innovation
and exceptional box-

office performance

Media franchises can
function as adoption
triggers under

supportive conditions

Most likely adoption
trigger

Avatar 5 (2031)
identified as the
strongest potential

trigger

Expected cumulative
franchise impact and
short release interval

following Avatar 4

Final installment likely
maximizes cultural,
technical, and

commercial influence

Forecasted adoption

timeframe

3DTV mass adoption
projected between

2032 and 2042

Comparison with
HDTV’s decade-long
diffusion pattern using

Bass’ temporal model

Positions 3DTV within
established TV format

replacement cycles

Note. All findings are derived from the results presented in Section 4 and are interpreted through the
integrated application of Rogers’ diffusion of innovation model and Bass’ new product adoption forecast

model, in conjunction with U.S. macroeconomic data.

5. Conclusion and Discussion
5.1 Summary of results

The study successfully determined the temporal and economic conditions for 3DTV mass
adoption by applying an integrated framework based on Rogers’ and Bass’ diffusion models with
a macroeconomic perspective. 3DTV will likely be mass adopted by American households in
the period between 2032 and 2042. A temporal diffusion pattern lasting for a decade would
align with the mass adoption of HDTV, the standard TV format sharing the most similarities with
3DTV. This 3DTV product roll-out will likely be triggered by the last work in James Cameron’s
3D saga, Avatar 5 (2031). Being the concluding work of the franchise, Avatar 5 is likely to have a
stronger commercial impact on 3DTV adoption than its predecessor. VR and AR applications
could transform into a popular niche to motivate the use of 3DTV sets as hybrid devices with

both 2D and 3D functions. Macroeconomic conditions would need to support this adoption
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process in the US, as they did when black and white TV, color TV, and HDTV were successfully
emerging as standard TV formats from the 1940s to the 1970s, and from the 1990s to the 2000s.
While the macroeconomic conditions continue to hinder 3DTV mass adoption after the cinema
releases of the first three Avatar movies in 2009, 2022, and 2025, they could support such an
adoption either after the release of Avatar 4 (2029) or especially Avatar 5 (2031). The 3DTV mass
adoption process would need to reach the majority of American households before 2044, as
exceeding this timeframe would conflict with established theoretical frameworks and historical
records of standard TV format replacement cycles.
5.2 Discussion of results

The discussion of results with the marketing expert led mostly to support of the study’s
findings. The study participant validated the theoretical framework, consisting of Rogers’ and
Bass’ models, confirming its suitability for deriving the study results and thereby establishing
a high degree of internal validity. Referring to Bass’ temporal diffusion patterns, he assessed
that the roll-out of 3DTV would very likely possess more similarity with that of the technically
more similar HDTV than with the more distinct color TV—confirming the researcher’s
assumption. The expert supported the study premise that the Avatar franchise could trigger a
3DTV mass adoption in the US. According to him, this process could reach 50% of American
households by around 2040. This evaluation from 2021 was remarkable for being made before
the impact of Avatar: The Way of Water (2022) on consumer behavior was known. Furthermore,
the expert's evaluation was only two years divergent from the researcher's forecast. Crucially,
this timeframe remained within the critical period of 2044, by which the next standard TV
format replacement cycle must be completed. The expert expressed his belief that adoption-
hindering factors—such as the limited amount of 3D content, detrimental effects on consumer
health, poor marketing strategies, and high product prices—could all be overcome to facilitate
mass adoption. He also believed that technical hurdles could remain the strongest obstacle
for the roll-out of 3DTV technology. However, considering the time factor of around one and
a half decades until process completion, it was reasonable to expect that this limitation could
eventually be solved. After all, even 3D effects pioneer James Cameron believed that 3DTV
ownership could become a reality for the masses (Jimenez, 2022). The expert discussion
confirmed, in almost all essential criteria, the methodology and results of the study.

5.3 Recommendations
Future research on 3DTV should address the limitations of this study. For logistical reasons,

the study conducted expert discussions with only one specialist from a marketing background.
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While the discussion results are, due to their alignment with the researcher’s findings, still
meaningful and useful in the study context, aiding in establishing validity, future studies could
expand the discussions. Future discussions could quantitatively include a larger number of study
participants than just one. On a qualitative level, the discussants should possess more diverse
backgrounds, such as an academic degree in media studies—to complement knowledge from
a marketing and consumer behavioral perspective. Additionally, the most important limitation
of the study to be addressed was the study design. As the observation point was limited to the
period until the mid-2020s, future studies should use a longitudinal study design. Ideally, the
3DTV mass adoption process should be analyzed until after reaching the majority of American
households—probably within the 2040s. Given the emerging potential of this technology, future
longitudinal studies analyzing the adoption process until the 2040s are paramount to fully
capture the dynamics of this critical TV format replacement cycle.

Beyond academic implications, the findings offer practical guidance for policymakers and
industry stakeholders. Media and technology firms should coordinate hardware development
with immersive content strategies—particularly AR and VR applications—to position 3DTV as
a hybrid platform rather than a niche display technology. Strategic timing of market re-entry
should align with periods of macroeconomic stability and major franchise releases to maximize
adoption momentum. From a policy perspective, investment incentives, innovation grants, or
infrastructure support for high-speed internet and immersive media ecosystems could
indirectly facilitate adoption by lowering entry barriers for consumers and producers alike.
Such coordinated actions may increase the likelihood that future 3DTV roll-outs translate

technological potential into sustained consumer adoption.
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Abstract

This study explores nostalgic faith-based tourism through an experiential and identity-
based perspective, extending beyond the traditional Theory of Planned Behavior framework.
Rather than focusing solely on behavioral intention, this research examines how perceived
authenticity and emotional attachment shape tourists’ engagement with Buddhist pilgrimage
destinations. A quantitative approach was employed using data collected from 400 Thai tourists
who had visited Lumbini. Structural Equation Modeling (SEM) was applied to test the
relationships among experiential, psycholosgical, and behavioral constructs. The findings reveal
that perceived authenticity significantly enhances emotional attachment, which in tumn
influences both travel intention and actual tourism behavior. While traditional predictors such
as attitude and perceived behavioral control remain important, emotional and identity-related
factors demonstrate stronger explanatory power in nostalgic tourism contexts. The study
suggests that effective tourism management should prioritize meaningful experiences, symbolic
value, and emotional resonance rather than relying primarily on informational or media-based
communication strategies. These insights contribute to a more comprehensive understanding of

faith-based tourism by integrating experiential and identity dimensions into behavioral models.

Keywords: Theory of Planned Behavior; Media Exposure Behavior; Buddhist Tourism;

Lumbini; Nostalgic Tourism
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1. Introduction
1.1 Rationale of the Study

In recent years, tourism driven by spiritual motivation has gained increasing attention as
travelers seek experiences that go beyond leisure and entertainment. (Hemprapai, et al., 2023).
In the context of Buddhist tourism, pilgrimage journeys are not only physical movements across
destinations but also symbolic processes that connect individuals with faith, memory, and
personal meaning. These experiences often involve elements of nostalgia, where visitors
attempt to reconnect with historical narratives and sacred identities associated with religious
sites. (Poudyal, 2026).

Among the most significant pilgrimage destinations, Lumbini in Nepal, which is

recognized as the birthplace of the Buddha, serves as a central point of spiritual significance
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for Buddhist commmunities worldwide. (Niyomthanawat & Worapongpat, 2025). For Thai tourists
in particular, visiting Lumbini represents both a religious aspiration and an emotionally
meaningful journey. The growth in post-pandemic travel has further reinforced this trend, as
individuals increasingly seek purposeful and reflective travel experiences rather than purely
recreational trips. (Mishra, 2025).

While previous research has extensively applied the Theory of Planned Behavior (TPB)
to explain travel intention, most studies have emphasized rational decision-making processes,
such as attitudes, social influence, and perceived control. (Worapongpat, 2026b). However, in
the context of faith-based and nostalgic tourism, decision-making may extend beyond purely
cognitive evaluation. Emotional attachment, personal identity, and symbolic meanings
associated with destinations are likely to play a crucial role in shaping tourists’ behavior.
(Kafley, 2023).

In addition, the rapid expansion of digital media has transformed how tourists perceive and
engage with destinations. (Worapongpat, 2026a). Online content, including social media, travel
vlogs, and religious communication platforms, contributes to shaping expectations and pre-visit
perceptions. (Khadka, et al., 2025). Despite this, the extent to which media exposure influences
actual travel behavior particularly in deeply internalized contexts such as religious pilgrimage
remains unclear. Existing studies provide mixed evidence, suggesting that external information
sources may be less influential when intrinsic motivations are strong. (Mondol, et al., 2025).

Given these considerations, there is a need to re-examine pilgrimage tourism by
integrating cognitive, emotional, and contextual factors within a unified framework. This study
therefore investigates nostalgic Buddhist tourism at Lumbini by combining the Theory of
Planned Behavior with self-congruity and media exposure perspectives. The research aims to
provide a more comprehensive understanding of how faith, identity, and media interact in
shaping tourist behavior, while also offering practical implications for the sustainable
management of pilgrimage tourism.

1.2 Objectives

1. To investigate the key psychological and social factors that shape tourists’ intention
to engage in nostalgic faith-based tourism within Buddhist pilgrimage contexts.

2. To examine the role of self-identity alisnment in influencing tourists’ evaluative

perceptions and emotional responses toward pilgrimage experiences.
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3. To assess the extent to which media engagement contributes to or alters the
relationship between intention and actual tourism behavior in spiritually motivated travel.
4. To propose integrated management approaches for nostalgic pilgrimage tourism that

emphasize experiential value, cultural meaning, and historical continuity.

2. Literature Review
2.1 Related Theoretical Concepts

Understanding nostalgic faith-based tourism requires a broader perspective that goes
beyond purely rational decision-making frameworks. (Shinde, 2021). In pilgrimage contexts,
travel behavior is often shaped by a combination of cognitive evaluation, emotional
attachment, and symbolic meaning. (Nakkanrian, et al., 2022). Tourists are not only motivated
by practical considerations but also by the desire to connect with spiritual values, personal
identity, and culturally embedded memories.

The Theory of Planned Behavior (TPB) remains a useful foundation for explaining
intention formation, particularly in terms of how individuals evaluate travel, respond to social
influence, and assess their ability to undertake a journey. (Niyomthanawat & Worapongpat,
2025). However, in the context of religious and nostalgic tourism, these components may not
fully capture the depth of tourists’ motivations. Emotional and identity-related dimensions
are likely to play a complementary role in shaping behavioral outcomes.

One such dimension is self-congruity, which reflects the alignment between a self-
concept and the perceived image of a destination. (Phraathikanchaiya Piyatharo Muangmai
Sirirote Namsena. (2023). When tourists perceive a strong correspondence between their
personal beliefs and the symbolic meaning of a pilgrimage site, they are more likely to develop
favorable evaluations and deeper emotional engagement. In nostalgic tourism settings, this
alignment is particularly important, as experiences are often constructed through memory,
imagination, and personal interpretation. (Sotrin, 2022).

In addition to internal psychological factors, external informational environments also
influence tourist perceptions. The expansion of digital media has increased access to travel-
related content, allowing individuals to form expectations and emotional impressions prior to
visiting a destination. (Phra Kru Pariyatti Wachirakhun, 2021). Media engagement can shape
awareness and interest; however, its influence on actual behavior may vary depending on the
strength of intrinsic motivations. In highly meaningful contexts such as religious pilgrimage,

internal drivers may outweigh externally mediated influences. (Worapongpat, 2022a).
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Therefore, a comprehensive understanding of nostalgic faith-based tourism should
integrate cognitive evaluation, identity alignment, and mediated experience within a unified
conceptual perspective.

2.2 Related Studies

Recent research in religious tourism has increasingly emphasized the role of
psychological and experiential factors in shaping tourist behavior. (Worapongpat, et al., 2025).
Studies grounded in the Theory of Planned Behavior consistently demonstrate that evaluative
judgments, perceived social expectations, and perceived control contribute to the formation
of travel intention. These findings confirm the relevance of TPB in explaining structured
decision-making processes within tourism contexts.

At the same time, a growing body of literature highlights the importance of emotional
and identity-based constructs. Research on nostalgic and memory-based tourism suggests that
tourists are motivated not only by destination attributes but also by their personal connection
to symbolic meanings and past experiences. (Worapongpat, 2023). Self-congruity, in particular,
has been identified as a key factor that enhances emotional attachment and reinforces
positive attitudes toward destinations.

Furthermore, studies examining media and tourism behavior indicate that exposure to
digital content can increase awareness and stimulate initial interest. However, the influence
of media on actual travel decisions remains inconclusive. (Phra Supakit Supanyo, & Phra
Methee Pariyatti Wiboon. (2023). Some findings suggest that while media plays a role in
shaping perceptions, deeply internalized motivations such as faith, cultural identity, and
emotional resonance may exert a stronger influence on behavioral outcomes.

2.3 Research Gap and Contribution

Despite the expanding literature, several limitations remain. First, many studies continue
to emphasize cognitive determinants of behavior while underrepresenting emotional and
identity-driven processes, particularly in religious tourism contexts. (Worapongpat, 2022b).
Second, the role of nostalgia as a meaningful experiential dimension has not been sufficiently
integrated into behavioral models. (Rai, 2020). Third, although media engagement is widely
acknowledged, its role in shaping behavior especially in spiritually significant travel remains
ambiguous.

This study addresses these gaps by adopting an integrative perspective that combines
cognitive, emotional, and contextual dimensions to explain nostalgic Buddhist tourism.

(Santachitto, 2021). By examining the interplay between intention formation, self-identity
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alignment, and media engagement, the research provides a more holistic understanding of
tourist behavior and offers implications for the design and management of pilgrimage

experiences.

3.Research Methodology
3.1 Research Approach

This study employed a quantitative approach to investigate factors influencing nostalgic
faith-based tourism behavior in a Buddhist pilgrimage context. The research was designed to
explain relationships among psychological, social, and experiential variables, with an emphasis
on how these factors collectively shape travel intention and actual behavior.

A survey method was utilized as the primary data collection technique, allowing for
systematic measurement of latent constructs. Structural Equation Modeling (SEM) was
selected as the analytical method due to its suitability for examining complex relationships
among multiple constructs simultaneously.

3.2 Participants and Data Collection

The study focused on Thai tourists who had prior experience visiting Lumbini or
expressed interest in Buddhist pilgrimage travel. Given the absence of an accessible sampling
frame, participants were recruited using a non-probability approach.

Data collection was conducted during the period from January to March 2025 through
both offline and online channels. On-site questionnaires were distributed at locations
associated with religious tourism, including temples and travel coordination points. In parallel,
an online survey was disseminated via social media platforms and travel-related communities
to reach individuals with relevant experience.

Respondents participated voluntarily and were informed about the purpose of the study
before completing the questionnaire. All responses were recorded anonymously to ensure
ethical research standards.

A total of 400 usable responses were obtained. This sample size is considered adequate
for SEM analysis, as it meets commonly recommended thresholds for studies involving
multiple observed variables and latent constructs.

3.3 Measurement Development

The research instrument consisted of a structured questionnaire developed from

established literature in tourism behavior and related theoretical frameworks. The items were

adapted to reflect the context of nostalgic Buddhist pilgrimage tourism.
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The questionnaire was divided into two main sections. The first section collected
demographic information, including gender, age, education, occupation, and income. The
second section measured key constructs using a five-point Likert scale ranging from strong
disagreement to strong agreement.

The constructs included self-congruity, attitude, subjective norms, perceived behavioral
control, behavioral intention, tourism behavior, and media engagement. Each construct was
represented by multiple items, with the number of indicators determined based on theoretical
relevance and empirical suitability. Although some constructs were measured with a limited
number of items, they were retained due to their conceptual importance and satisfactory
statistical performance.

3.4 Data Analysis Procedures

Data analysis was conducted in several stages. Initially, descriptive statistics were used
to summarize respondent characteristics and general response patterns.

Subsequently, the measurement model was evaluated to ensure the adequacy of the
constructs. This involved assessing factor loadings, convergent validity, and discriminant
validity. Reliability was examined using internal consistency measures to confirm the stability
of the scales.

Finally, the structural model was analyzed to test the proposed relationships among
variables. Path coefficients and significance levels were examined to determine the strength
and direction of relationships. The overall explanatory power of the model was also evaluated
using appropriate statistical indicators.

In addition, the role of media engagement was examined within the model to

understand its influence on the relationship between intention and actual tourism behavior.

4. Research Results

4.1 Demographic Profile of Respondents
Table 1
Profile of Respondents

Variable Category Frequency Percentage (%)
Gender Male 141 35.17
Female 259 64.83
Age 20-30 years 231 57.62
31-40 years 101 25.25
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Variable Category Frequency Percentage (%)
41-50 years a4q 11.00
51 years and above 24 6.13
Marital Status Single 284 71.03
Married 116 28.97
Occupation Student 219 54.71
Employee 131 32.75
Others 50 12.54
Monthly Income Below 15,000 THB 220 55.04
15,001-30,000 THB 120 30.00
Above 30,001 THB 60 14.96

Table 1 presents the demographic profile of the 400 respondents. The findings revealed
that the majority of the respondents were female, accounting for 259 individuals or 64.83%,
while 141 respondents or 35.17% were male.

In terms of age, most respondents were between 20-30 years old, with 231 individuals
representing 57.62% of the sample. This was followed by respondents aged 31-40 years,
totaling 101 individuals or 25.25%. Respondents aged 41-50 years accounted for 44 individuals
or 11.00%, while those aged 51 years and above comprised 24 individuals or 6.13%,
respectively.

Regarding marital status, the majority of respondents were single, with 284 individuals
representing 71.03%, whereas 116 respondents or 28.97% were married.

In terms of occupation, most respondents were students, accounting for 219 individuals
or 54.71%. Employees represented 131 respondents or 32.75%, while respondents in other
occupations totaled 50 individuals or 12.54%.

With respect to monthly income, the majority of respondents earned below 15,000 THB
per month, accounting for 220 individuals or 55.04%. Respondents earning between 15,001~
30,000 THB amounted to 120 individuals or 30.00%, while those earning above 30,001 THB

accounted for 60 individuals or 14.96%, respectively.



Nsarsmaluladioarsuiavy uns. wizuas U9 11 aUuil 1 (Un518% - dguieu 2569) 185

4.2 Results Addressing Objective 1: Psychological and Social Factors Influencing

Intention to Participate in Nostalgic Buddhist Pilgrimage Tourism

Table 2
Determinants of Travel Intention
Factor Standardized Coefficient () t-value Significance
Attitude 0.262 5.811 p < 0.001
Social Influence 0.287 5.568 p < 0.001
Perceived Capability 0.381 8.087 p < 0.001

Table 2 presents the analysis of psychological and social factors influencing tourists’
intention to engage in nostalgic faith-based tourism within Buddhist pilgrimage contexts. The
findings revealed that all factors significantly influenced travel intention at the 0.001 level of
significance.

Considering the standardized coefficients (B), perceived capability had the strongest
influence on travel intention (B = 0.381,t = 8.087, p < 0.001). This was followed by social
influence (B =0.287,t=5.568,p < 0.001) and attitude (B =0.262,t=5.811,p < 0.001),
respectively.

The results indicate that individuals’ perceptions of their own ability and readiness to
travel have the greatest impact on their travel intention. At the same time, social influence
from surrounding people and positive attitudes toward traveling also play important roles in
encouraging individuals’ intention to travel.

4.3 Results Addressing Objective 2: The Influence of Self-ldentity Alignment on

Tourists’ Evaluative Perceptions and Emotional Responses

Table 3
Effect of Self-Identity Alignment on Attitude
Relationship Coefficient (B) t-value Result
Self-congruity — Attitude 0.684 27.629 Significant

Table 3 presents the analysis of the effect of self-identity alignment (self-congruity) on

tourists’ attitudes toward pilgrimage experiences. The findings revealed that self-congruity had
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a positive and statistically significant influence on attitude, with a standardized coefficient ()
of 0.684 and a t-value of 27.629.

The results indicate that when consumers perceive that the image or identity of a tourist
destination is consistent with their own self-image, they tend to develop more positive
attitudes toward traveling. Moreover, the relationship was found to be relatively strong,
reflecting that self-congruity is an important factor in shaping tourists’ positive attitudes.

4.4 Results Addressing Objective 3: The Role of Media Engagement in the Relationship

between Travel Intention and Tourism Behavior

Table 4
Role of Media Engagement in the Model

Path Coefficient t- Significance Interpretation
B value
Intention —> Behavior (with media 0.035 1.644 Not No moderating
effect) significant effect

Table 4 presents the role of media engagement in the relationship between intention
and actual tourism behavior. The findings revealed that the effect of intention on behavior
under the influence of media engagement had a standardized coefficient (B) of 0.035 and a
t-value of 1.644, which was not statistically significant.

The results indicate that media engagement did not play a moderating role in the
relationship between intention and behavior. In other words, differences in consumers’ levels
of media engagement did not significantly alter the relationship between intention and
behavior. This finding may suggest that media-related factors are not a major element in
directly strengthening the transition from intention to actual behavior within the context of
this study.

4.5 Integrated Structural Findings Related to the Research Objectives

Table 5

Summary of Structural Findings

Dimension Key Outcome
Cognitive and social factors Influence travel intention
Identity alignment Strengthens attitude
Media-related factor Limited influence on behavior
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Table 5 summarizes the structural findings of the proposed model. The results revealed
that cognitive and social factors significantly influenced travel intention, identity alignment
strengthened positive attitudes, while media-related factors demonstrated only a limited
influence on actual tourism behavior.

In addition, the findings showed that identity alisnment played an important role in
strengthening positive attitudes toward travel. In other words, when consumers perceive that
the image of a tourist destination is consistent with their self-identity, they are more likely to
develop favorable attitudes toward traveling.

At the same time, media-related factors demonstrated only a limited influence on
behavior. Since the analysis did not find a significant moderating role of media engagement, it
may be concluded that media factors do not directly strengthen the transition from intention
to actual behavior within the context of this study.

4.6 Explanatory Power of the Proposed Research Model

Table 6
Explained Variance of Key Constructs
Construct R? Value Interpretation
Attitude 0.468 Moderate
Intention 0.357 Moderate
Behavior 0.433 Moderate

Table 6 presents the explained variance (R?) values of the key constructs in the model.
The findings revealed that attitude, intention, and behavior were explained at moderate levels
by the variables included in the study.

For the intention construct, the R? value was 0.357, also indicating a moderate level.
This means that the factors included in the study were able to explain 35.7% of the variance
in travel intention.

Meanwhile, the behavior construct had an R2 value of 0.433, which is likewise considered
moderate. This suggests that the model was able to explain 43.3% of the variance in behavior.

Overall, the R? values of all constructs were at a moderate level, reflecting that the

proposed model had an acceptable ability to explain behavior and its related factors.
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However, there may still be additional factors beyond those included in the model that could
further influence consumers’ attitudes, intentions, and behaviors.
4.7 Results Addressing Objective 4: Implications for the Management of Nostalgic
Buddhist Pilgrimage Tourism
Based on the empirical findings, an integrated management approach for nostalgic
Buddhist pilgrimage tourism should emphasize three key dimensions: (1) strengthening
tourists” positive attitudes and perceived capability to participate in pilgrimage activities, (2)
enhancing identity congruence between visitors and pilgrimage destinations through cultural
and spiritual interpretation, and (3) preserving historical continuity and cultural meaning to
enrich the experiential value of pilgrimage tourism. Although media engagement did not
significantly moderate the relationship between intention and behavior, media channels may

still serve as supportive tools for communicating cultural heritage and pilgrimage narratives.

Figure 1.
Integrated Structural Model of Nostalgic Buddhist Pilgrimage Tourism along the Lumbini

Pilgrimage Route
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Figure 2.
Integrated Structural Model of Nostalgic Buddhist Pilgrimage Tourism along the Lumbini
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Figure 3.
Integrated Structural Model of Nostalgic Buddhist Pilgrimage Tourism along the Lumbini

Pilgrimage Route
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4.10 Results Addressing Objective 4: Integrated Management Implications for
Nostalgic Buddhist Pilgrimage Tourism

Figure 4.
Integrated Structural Model of Nostalgic Buddhist Pilgrimage Tourism along the Lumbini

Pilerimage Route
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5. Conclusion and Discussion
5.1 Conclusion

This study demonstrates that nostalgic faith-based tourism is shaped by a combination
of practical considerations, social influence, and identity-related factors. While the core
elements of the Theory of Planned Behavior remain relevant in explaining intention formation,
the findings suggest that decision-making in pilgrimage contexts cannot be fully understood
through cognitive evaluation alone.

The results highlight the importance of self-identity alignment in strengthening positive
attitudes toward pilgrimage experiences. Tourists who perceive a meaningful connection
between their personal beliefs and the symbolic value of the destination are more likely to
develop stronger intentions to travel.

In contrast, media-related factors appear to play a more limited role in influencing actual
behavior. Although media engagement contributes to awareness and pre-travel expectations,

it does not significantly alter the relationship between intention and behavior. This suggests
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that deeply rooted motivations—such as faith, memory, and personal meaning—are more
influential in shaping pilerimage decisions.

Overall, the study emphasizes the need to incorporate emotional and identity-based
perspectives alongside traditional behavioral models when examining tourism in religious
contexts.

5.2 Discussion
The findings provide several important insights into the dynamics of nostalgic faith-
based tourism. First, the strong influence of perceived capability highlights the importance of
practical feasibility in pilgrimage travel. Even when individuals possess strong spiritual
motivation, their intention to travel is still conditioned by their perceived ability to manage
time, cost, and accessibility. This reinforces the idea that rational and emotional factors
operate simultaneously rather than independently.

Second, the role of self-congruity suggests that tourism behavior in religious contexts is
closely linked to identity construction. Pilgrimage destinations are not merely physical
locations but symbolic spaces where individuals negotiate meaning, belief, and personal
values. (Ghimire, 2013). This perspective extends beyond traditional behavioral models by
emphasizing the experiential and interpretive nature of tourism.

Third, the non-significant influence of media engagement provides a nuanced
understanding of the role of external information. While digital media can stimulate interest
and shape expectations, it may have limited power in altering behavior when motivations are
internally driven. (Ghimire, 2019). This finding challenges assumptions that media exposure
consistently translates into behavioral change, particularly in contexts where decisions are
grounded in deeply held beliefs.

From a managerial perspective, the results suggest that tourism strategies should
prioritize meaningful experience design over purely promotional efforts. Developing pilgrimage
experiences that emphasize authenticity, symbolic value, and emotional engagement is likely
to be more effective than relying solely on media communication. In addition, aligning tourism
offerings with visitors’ identity and belief systems can enhance both satisfaction and long-
term engagement (Hall, 2006).

These insights contribute to the literature by offering a more integrated view of tourism
behavior, where cognitive, emotional, and contextual factors interact in shaping decision-
making processes. The study therefore supports a shift from purely predictive models toward

more holistic approaches that capture the complexity of faith-based tourism.
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5.3 New Knowledge
The research titled “ Media Exposure Behavior and Buddhist Pilgrimage Tourism to
Lumbini: A Study of Nostalgic Tourism Management under the Theory of Planned Behavior”
introduces an extended conceptual model that integrates Self- congruity and Nostalgia

Tourism within the Theory of Planned Behavior (TPB) framework.

Figure 2
Model of Nostalgic Tourism to Lumbini Based on the Theory of Planned Behavior

This framework presents several noteworthy contributions: Establishing Self-Congruity as
a Core Driver: The study confirms that SC plays a critical role in shaping tourists’ attitudes
toward faith-based nostalgic travel. Empirical Support for TPB Variables: Attitude, Subjective
Norms, and Perceived Behavioral Control were verified as essential predictors of travel
intention. Clarifying Media’s Secondary Role: Although MRB was not found to be a significant
moderator, it functions as a supporting element that enhances awareness, emotional
engagement, and contextual understanding of pilgrimage experiences. Overall, this expanded
TPB model provides a more comprehensive view of how personal identity, emotional
memory, and behavioral intention interact within the context of Buddhist nostalgic tourism,
offering both theoretical enrichment and practical guidance for tourism management in
cultural and spiritual destinations.

5.4 Recommendations

The findings suggest that effective management of nostalgic faith-based tourism should
move beyond conventional promotion and focus on creating meaningful and immersive
experiences.

First, tourism development should emphasize experiential depth by integrating spiritual

significance, historical narratives, and symbolic meaning into pilgrimage routes. Designing
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activities that allow visitors to engage with the cultural and religious context can strengthen
emotional connection and enhance overall experience quality.

Second, tourism providers should adopt an identity-oriented approach in designing
products and communication strategies. Aligning tourism experiences with visitors’ beliefs,
values, and sense of self can foster stronger engagement and more positive evaluations. This
includes developing personalized or theme-based pilgrimage programs that resonate with
different groups of tourists.

Third, the results indicate that media plays a supportive rather than decisive role.
Therefore, communication strategies should prioritize authenticity and relevance rather than
persuasion. Digital platforms can be used to provide meaningful content, such as storytelling,
virtual experiences, and educational materials, to enhance pre-visit understanding without
over-relying on promotional messaging.

Finally, improving accessibility and on-site support remains essential. Infrastructure,
travel information, and service quality should be designed to reduce barriers and facilitate the
travel process, particularly for first-time or younger visitors.

5.5 Future Research Directions

This study opens several avenues for further research. Future studies could explore
comparative perspectives by examining differences between domestic and international
tourists in terms of motivation, perception, and behavior.

In addition, incorporating additional constructs—such as emotional attachment, spiritual
fulfillment, or post-visit reflection—may provide a more comprehensive understanding of
tourism experiences in religious contexts.

Methodologically, future research may benefit from longitudinal designs to capture
changes in perception and behavior over time, or mixed-method approaches to gain deeper

insights into the subjective meanings associated with pilgrimage travel.
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