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Perception Creation of Digital Television Station to Be Remembered by Viewers

Abstract

Perceptional creation is an important method of digital television
that will induce viewers to watch the program of certain television station.
If viewers can continue watching successively, the program of such station
can be recognized and chosen in prior to others. In fact, viewers are
more likely to view the programs that they can remember first. Therefore,
digital television business operators must plan the communication by
various methods in order to make their digital television station to be known
and remembered to targeted viewers. The perception principles consist
of 5 important methods including creating different program content,
creating brand of television station, communication planning, promoting
and supporting participation and presentation with special techniques.

Keywords: Perception; Digital Television Station; Remembering
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agalsinnu wianndnsvirifdviasenenenuasninssusmeisnisee
WielvifmunAnnsandraniinsvimifivavesnu uiAifliGosie deusnain
Andvauresuavtessiildnanliddunds Wefiarsantnavy
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Ussamtossemstantesmemenlsinnuaudaund (Standard definition:
SD) wazvassemsnlsiiniuasdags (Hi-definition : HD) fifls1uauegisas
7 909 Bnviadlevnaenisvesusazdesdsdiamuumndnedulainn fedu wn
wiagdatlilansaasinendnuallviinanuuandsegetninu gouvilviin
nsandldendstu msaaendnualliifulnsimiaaviadaduitmandsd
wwaTnsTuiasnsandtanugvule
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recognition)
ms3usisenuansnsavesiuslanlunsasdmtessandensdudmile ¢
TuanugiinsaudduduandnnisesUssnnduditug fensfusidu
osfUsnounileifiauddyionisadinmaanaudi fedmsessaui
vosuilanliilfandransynuiin usazidenandiunsdeunsedemudinuaile
vi3osoanswiniiu (Becker, 1978 : 79-82) uaziilafusTnaifinns3uslundud
ud fasfnnnuduesuasiaunniiamauna Tnevngnisdinaulade
Tuiian defuilnainazidenasdumimduisdnunnnimsdumigusiaaliil
N35uslay (Aaker, 1991) Fathy mdudflasysraunnudiSauag i
1y Srwdpsiondnuaifisudaviofienulanduluiiios ileassamausnss
2NAuTs (Kotler & Keller, 2009) uazarulamisuiiandudsiuandituilon
Sufmmaudniuiiyadnesndls egasslvlunann wienamdntonililii
AduffivsrauaudISazdeidnvarfitauiiunnsaainasduddy
\Hudnwaziamziflansnsaudsduiuasauddun Idegradiuniagh msy
fuslnrasidonasaudiidaulaneiu wasifnenuddniudleldldiauddy
wiazvilianlaasudiendnuainuaudiilugne (endu uasuny, 2545 : 65)
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3.1 M3and1aTAuMls (Brand recognition) msfiguilaaaninsnand,
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vidoll Fsmstinfansduiiuasiieuliiiufeamudueeiiiusinaiinonsaudn
filssumnannsuslaadudluein

3.2 M33¥AnianIAuA (Brand recall) msfiguilnaannsaszdnis
asduRld anansadnlalagnsaeunuguslaady Slonamiduussamiug

wdfuslnranansniseimsdudtusenunliviell
3.3 m3svanfensaudladudmiavidensnduddu (Brand name
dominance) Msfiguslanannsaszanianduilansdudmialdifes
pAudRealulssinnauditug Tneunumnssuinsaudnisirenmen
psnAuAtiuRETuegfU o (Content) wazsedunisiud Tnsuenines (Aaker,
1991) lé¥insutssediunssusly 4 sedu fodl
331 seiunshisuingdudi (Unaware of brand) usedui
Auslaalifimssuilunsduines Juslaaliddn ldwewiu wazlinelagu

&

Reafunsiaudniug snreu

3.3.2 5¥AUN3INTINSIAUAT (Brand recognition) Wuszaunisiug
Tunsrdudiishilan nanfe fuslamfamssuslunmauduuds wissogly
sedtush Taglunmavnaeumssudvesuilaatuannsaviildlanislidmie
deliuslnalétindemaaudndy

3.3.3 syiumsseanlunsaudils (Brand recal) WWusedviiffusina
finssuslunmauiiigatu fuilaaliduiufesendesriglunsuurivie
nazdunsnaudn TnefuslnaannsnssAnimsaudtuanidias denuidy
nauAuAUssamRety Fansiuslussduthsiosodornudonlastusum
n3AuAILg sehaudunsudioliiuslnaainsainfansaudduiedld
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3.3.4 sziivaneenluls (Top of mind) Wusgiuiiguslaaianissug

Tunauniigegn fuilneaninsasyanfamsaudmlsviuil Tagludesisdaglag
intmAuiuasnAuitiudunsaudigusTnadndadusuduusn mee
Wumsdudiiinnalaniu (Dominant brand) nwsaudduiteglulaves
Huslaanazgninieegludumisgagenlulaveduilnacie

MNMsAnwLNAREeINsTUSuarannTAuAaziulii1 ndudl
LﬂuaamJiwﬂaumﬂmsuaqaummaaqﬂﬂﬂumimﬂammiiuma Apdlviriu
fuslan ssansatisasfeusndnuainiemnuveddud msu3ms uag
peAnsliinauwAnvintnanmsAuddug Tuusunmieatu tnerzdima
sewgAnssuiiguslnadinedudniun aan wudeafumsudediuesgaamnasy
Ingvimifdviafiaandinsieiiuioviaiounsndud fdnvazionzianzas
anunsaudliliuslnadaduifurmmauimsduiuasdsiudyan (@nin
113917, 2559 : 79)
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uAnendevensilve Bes ngAnssunissuensinsvimitaznsivy
asaumanilnsimiAdvavesnguissuiinuin nguiedislidiartes
dnlngdlilaiay witleuSususenisdoundas (auwe anade, 2559) Wil
Humsred fouiwelulading fawnsodhdademsenisiimuamiladou
wddld Inglslaulatidommensitddsduasinanavtedauasunasoyala
annillysvimifdvauiaz el meneuadunsiauaiionifioatshumis
yamseaafitaay 019 aonillnaiemiGienesyi 7 dadunsiiauaition
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4.2 nsasnsduavesaaniingvied asiduAvsowusus (Brand) ved
annfllnsvimd ztiwaiisrnuuaninsvesaaillnsvimifuguassedug au
gnnanldin asdudvesaninsieiiduladvdfaiidmaronnudusa
Tumsuszneugsiald dwanisAnwives USetiud wazdnd (2556 : 42) Gos
“Yadoanudiiavesesdnsidamalianilnsimilnesgitiduiisuiuay
Ipvesgnluwansnnaiuas” wuil Yadeanudisavesanniinsvia
AvadaMuduTusHeN sTuTLazandnTduAvesan ilnsvimdlng S5
ogailduddd 05 dedu fuszneumsidviavanesieuananagsjsiaun
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YeIuuTUATesanllvsimiiuanseanegralugusssy Juuaunsoin
Usgaun1salwaensteuslaannnsueaiumionsiuil Wy insemunenism
(Brand mark or Logo) ¥en1 (Brand name) ta3asnu1en15A1 (Trademark)

mvday (Slogan) ToAa (Text) wazdadnual (Symbolic) finae iJusu el

favannsnfinnisiuiesdusznousneg waild fusenounisanidlnia
AIviae1RldisNITRRNKUUENYauENINBA nYesan iinsimilviaseunqy
osrusznavlumans s Inslameidesnsdeansiugon Sailefuumuiiiy
Lﬂmﬂ%’jqLﬁmﬁ%Lﬁmmi%’uimﬁﬁszﬂawms] Tunons) fu lngazdanmiulai
Tuvang anfllnsimiZsinesnuuuanaumlneiiavdeshiuegseiieain
n1ssuslunseuriu 019 anillnsieiiesdiil (Voice TV) wagaafilngvia

a aaa
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AV

voror WAADELY
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wnEmU (Wang, Fink, & Cai, 2008)

1.2.3 greildsudunuaiifistualundndusiuaznisuinig
(Kotler and Keller, 2009 : 783) “ﬁﬂ%ﬁsﬁauﬁﬁgﬁﬁwﬁ@ (Think) iﬁﬂ (Feel)
wazuany (Act) Wumsliauddgrensdusvesaandinsvimilusnvous

fisudedalld viadunmAmsdninerfiiatumainlavessumendans
Uasusnsenisananiidlnsvied wu anuidnduauiuady wagaruidn
Fesuwazlinda 1Husu TneauAfiiaduseg wandazassounnanms
afiuAanssumige) vesanillnsviailuefs n1simuaLLINIINITAILTILY
Tuowen wazunumvesanilnsvimiffisnsyiviodvuuazdany Taemn
Awineg waridululufiemadentu fazdmwalidousuifmuenildsud
ATaluIINTY B @33 @3 wavame (2552 : 15) Ifosuedn n1s
wneliAnaualdiy dosasennuddgliiunmaud Saruuandis was
fomdnuaiin saisiosaisnmnideioauiliutuiandnedimg
fianuAn anunsateduuudladigmuasiamiaun wmiieinguld Ghedde
Useiiiunaagnmiul, 2557 : 107)

4.2.4 YAANANVRENHINIVAUYI M LIUINIINITRaTN Muneds
mMuanseonisnmndusinuiilanruiuendnuallimieutuamillngim]
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fuNgANTsUNMSTUTHTIENMIveInauRvLdmINgnleLawe
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Insvieiadvia
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