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Abstract

The Purpose of this article was to study the management
of television program in the age of Thailand 4.0. The Thai govern-
ment-driven economic model called “Thailand 4.0” challenges
several economic development models by using innovation,
technology and creativity to create a value-based economy for
the country. It was found that, in the age of Thailand 4.0, digital
media is the disruptive technology which affects television program
management. Therefore, service marketing mix should be used for
content management, marketing program, format, platform, and
technology management to achieve the maximal effectiveness in
the management of the television program. This study conducted
a comprehensive literature review and content analysis to expand
concepts and knowledge in this topic. It is expected that this arti-
cle will lead to the development of the television industry and the

economy of media industry in Thailand.

Keyword: The Management / Television Program / Thailand 4.0
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s Jean K. Chalaby (2016, pp. 8-13) laagL1eiesanisdszwnm
= o Y G Y o dl a aa A
stuuuiandudeunasiiugurimisimuessungniiannlu4 17 As
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nafwanssnanaensneirizUuuusiae 1anslunsuanenis
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3.318n13nsAvdd szinnatuuulugiuennsigadzesuun
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dniSadnanadnsapuiaaitauansldifuinmaninmsniuag
Flgruan Tl lumsfidlenaasszaunaudrdals

4.31amsinsvirdszinngtuuylugiuzitlunszuiuniszes

5
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FuAnasanisaniaynyndnsazlaiuenaisdrdnyisendt “Anns
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918019 3UULLRIN wAY & 1@es nsAaRenguaNdy AruaniiRues
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AUETINLAZATNNIRRA TN L R e Uy
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a o I dl o a dl o dl Z’/ dl
HARATUY (Product) NaduayuANAnnaaiulanteasdeiuidan
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pp. 185-188) lfasi/lda1 srannsinsimdilsvinnguuuasdenalu 2
32U ABTEALNINANUNNTNNERTE (Commercial level) aznaiinnng
d’l dl dl % 9/49{ = = a

garsuaniasuieainemaliau AnisluatauluszuuiAsugna
YBIAD LAZILAUNINAIUINUGTIN (Cultural level) NuaginTanita
TanuausuiuauaunniinigLdtnadmusssusauiuls wazlan
wasinsviFllulaqiuduanuuzgnaiunsaninaimilan ususiueu
ngantsunsiitunresinsiadilssinngluuuazliaiunsndsng

A2 NUN IF T U TN L ALA RSN BRI URITIFNUT18N1FIN T AL
dszinmgtuuudnantiwaaumald1d
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918N19INIAINYNRNARTURIUNIIAN (Price) ANNAINNIS
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o
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3. MSAAMSTAININMSUNAUBSIEMSINGNAY (Place)
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A o & = N
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wazaF19taanalud (New Platform) lunisdnnasanisinsvidsg
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AN azinlFdnguAusndsudn foludlasuenianmena
u,@:ﬂroju;:Izgamﬂﬁﬁuuﬂ%ﬁ%ﬁmuﬁﬂmmewﬁnﬁumﬁuu@”q
SaganAdasiU Everett M. Rogers (1986, pp. 4-6) a5unel331 e
walulaiinnennsieansldnaeuliasinliinnisuaeunlas as
ﬁ@mﬁummmm@umueﬂu@”ﬂwmzmiﬁﬂﬁﬁuﬁuﬁ‘ (Interactivity)
nssiaanisAuiludufa (Demassification) WAZNIIANINTIAU
puluilaqiiuenaldazaaniunisfuausanisinsimiituaanan
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% ¥
X A

a a ' ' Y @ v A 3
NINATUUBEINDAILN ﬂ@:ﬁ@’]&l’]ﬁ‘ﬂLLﬂﬁﬁyﬂqﬁ?’ﬂﬁJ@\TLﬂui'ﬂﬂfl@ﬂQZﬁ

%
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77 1491 nasu@msensenialigaunguivanadoulg(Target
Audience)flungudsfularnguaninunausiy Inganizluam
nqanny waidlasaniseenainielldudananisnauiupanion
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Jawda chunseanarmludaanavil deadfanesiinlaLTuang
ultnneidanlaeanisfieanainianisaendneulnsiirluazas
fiagan1e Facebook Live AUNLDATIDIETNAEA (Peak Views) 4.6
"uAn N3N (Reach)9,523,854 Au taaanizlingsuitlmnie
Faan1enduan Tuie ngudtfuuasngueungannitesldlndea

L Sh. De

e msdsuuinagnsfaansldaeiiaetansendninlildeen o
TuaanganneriuasngiAd TVR.10.151 warlusnedsudnmeiiies
WMALNA TVR. 10.408 (Vulesilnedy, 2560) tiudniunisuinagns
ﬁﬂimummzﬁ%%@ﬂw@;q aznudnsdAnssansinsfiminesn
mmmmmwﬁﬂmﬂiﬁmmmmu%wﬁmjuLﬂmu’mmuﬁﬁmmi
nsienldaeiaesdedunstoautlanguidimnedaafinieanni
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(View) 189912n19IN99iFiating “The Mask Singer” 811 YouTube
aznudAN s gNfaunasne 5-10 Audosanau nelu 1 dland
Intaenndedlliunadimanauiisanadaeinsirdiaaei
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UszinaluniaTVR10.151 (Auladlnedy, 2560) asnulidnaas

o 3 ¥

Adasnupnutaunertnaalngimiazaanpdacldiuniiugiiza

o 1

fisnenl i daurnu YouTube wéaasieudume lfifalii
msaon s Enge Farhsnnueein s WAL TedAe gz
wianaenganainaanantilenaluignsiesdnsel windusznaunig
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UseTamilunisidmsanniinsimilAiduesineg

4. M3AAUATNTIEMSINTVAY (Promotion)

o = v dl v o 4 o 61

wnnismaaintinlunisnansulisnanisinevimlsine 1u
4AN8ANTBIETN N1IINULNUNALNTNINNIIARIALNAFUATHINNS
naviriRadudsandlunsesinnuanianieliinseulunismiieun
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Uszensndnniseenswu Yeyva (2553, 1.1-33, dnelu 8 Anas
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ANNTONE LN WTBIN969 LF 3 Faennedastialelil
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¥ £ o rd‘d [ o o o =l o &
frnuiaainaiad Mneiduidwaneuand Aryaesnaniiiineyieind
fovaianisiidoudanidanfnnuiugudy nnsuansedaiunig
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¥ . A o o 1 o 1 dl 1
1aANSMS, Line 1i7an131 LU iaaE19918n 15N AdseT N1
aulagoumnmuuutinaeingyicl s
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4.2 Online promotion LIWN13NIN9A9ETNINENTINITIAL

zﬂl co Y dld a o 1 dl dl A
vuAeeauladiugraningAnssunisfutatiuaeNassdalidaeny
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Insvimdiugudanndungudmanendn wazidlmniesesaemig
anilnaied faenistingensinsyirinaynsai el usuaATeanIil
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@ e o o o 44 ve A
ugaiinaviendniauin Ty @eiu ainen Iuganddiusouiuy

- oA . -
Aanssnsinge ialunis@eatsgtuuusanisinsvimieaniiidunig
a o o rdld 1Y =2 1 ¥ dl | ¥ a o o
LI 3A AN UENAFBETN TN DN GUYN AT WA 1R AR U]
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AunguiuazAsIngyiFl N199nARULRTAATYAT N193RBDNYNAUAN
3 a ¥ ¥ dJ v a ' d’ld = 1 dl
AINTNATINAUAT WA TAN19ARANIININANTEITENANa eIl
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NALNENINNIIAILETHINENIINeTiALUY 30's AT
wnunseaaALluNARLUL 360 8961 arsnsndinliauarAseUAgY
nguganlugalaqiiy ansianndesmianisdiieng il vuney
% dl 1 a 1 QI é/ v 1 a o "
Fiean19 enafianismaalalude nnnauliungsnalnevied

a ¥
anMg

5. MIARRTTUAAANLMNNZANALSIEMSINgAY (People)
= o X v 1 o = P
NM9NYAAININULBIMTNRAZILIBNUAINHAINTAINAINNID
vanfullszaunisniaziimaiianisqaladanliidunaulauaztinmg
lugnnssipaulanpnuaniunguimuiseanlungn tanalisenig
Tnsimllszauarudufaniesuuanauunulugliuvaesinls
(Profit) WazNag199amIuiian (Rating)

6. MTATINAMAIURITIAMSINSVIAYN (Physical Evidence)
dunisnenenaienmunining s (Total Quality Manage-
ment: TQM) vizasiaquang ligmuIngimiiiug un naesnisinaue
ensinsvimilagiiunisliudangudadszantfidy n1suanszes
in meﬁﬁ@mmw AINANTATINNLAZIAE N19FALATIENTT
daeem nafinsiesusansnsimMinaulafans i ni
gasantegmnnluinuaugniesaesdayatnagn a6 fiiigue
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7. miﬂﬁiﬁmuiwmi‘imﬁ'ﬁﬁaai'lqﬁnszmumsﬁﬁ (Process)

HnsUfiRaunisuansanisinsimdasinaiiaadn (Pro-
fessional) WiauuNsNITae(Distribute) $18n13INIVAGe AL
Q’muLﬁ@mummﬁmﬁwmwmﬂgﬂLLuumJNgﬂﬁ’mmm%me
i ligansenisinsimiinamnudszivlaaunateuunuilsyen
mm?’mmﬂmﬁﬂﬁﬁuj
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(1980) asuNeDaN17Aasuwilasaaansenalanaziludnunizsiaig
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2. ANgINELUTIAA (Consumer Behaviors) L1 13013
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