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Abstract

Quantitative research was done on exposure, attitudes, and
behavioral trends of Princess Maha Chakri Sirindhorn Anthropology
Centre (SAC) online media service users. Starting in January - April
2021, data was collected by survey research from 400 service us-
ers aged 18 and over who had experience with SAC online media
through different channels. Most samples were female students
aged from 25 to 34 with a bachelor’s degree or the equivalent,
earning average monthly incomes of 15,001-30,000 baht. Most
samples were interested in social and cultural anthropology.
Demographically, results were that SAC online media exposure
frequency was influenced by occupation but uninfluenced by
gender, age, educational level, or income. In addition SAC online
media exposure was related to overall online media attitude, all
positively, and minimally, correlated (r = 0.290). Presentation of
anthropological knowledge content was the highest correlated
(r = 0.281). SAC exposure to online media was also related to
overall attitudes about SAC , all positively, and minimally, cor-
related (r = 0.252). Public relations was the highest correlated
(r = 0.269). Overall attitude about online media was related to
SAC behavioral tendency to engage with online media, all posi-
tively, and highly, correlated in all aspects (r = 0.648). Information
presentation format was the highest correlated (r = 0.620). Overall

attitude about SAC was related to behavioral tendency to engage
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with SAC online media , all positively, and highly, correlated in
every aspect (r = 0.707). Highest correlated was public relations

(r = 0.696).

Keywords: Princess Maha Chakri Sirindhorn Anthropology Centre
(SAC), Anthropology, Media exposure, Attitudes, Behavioral trends.
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T¥funsAnuinginssuglduinisfifsenisidniudesoulatvesqud
WY wEINedIusT (eern1sumvy) duldun nsifenilaiuinansteya
vofliuing msdenliimwavledessulatives e msidensuitoya
P13 uazidenanduszaunsainldsuanmstiauedoya Wudu
wunAndedsausaulal desoulatiiudomavuuszinilvd
\AninmssaunaunuaLTR vesdeynnatazdoasinatudilifeiu
\esniieinndnuwarnsaoasaemng (two-way communication)
vosdesyminsyanaiifoyatiounduausaiintuldedtinngs et
aoshoogluunumgSunazgdiens musmiiumududeasnay
flansnsa devenstmansludefumsessiaiilesuazarinausluninis
16 yildessulataunsailuldenlalusuuuuiivainvans Tasde
saulatanunsanvseanidulssiamlvg 9 a2 nqu il Gyl Shu
391504, 2554, oedislu glsdnl wnlues, 2558, w. 28-29) Aa (1) do
UsztnniIuled dume warlemma duled dume wagleuma (2) de
A (Social Media) Tnedodsnuiiduiifonlutiagtu Uszneuluse

Ly

(1) wiedn (Facebook) ludednunlasunnuiiendusgiaunn Tulagdu

q
'
Yaa

nsldnuduyarataznsiduiianoauauaInI ANV INIL

anuaulalanizay wsen1sldanuieTngussasanng 9 ve1eAns
(2) gyu (YouTube) Wuiuladdmiunisuusluiale negldauanse
gulvandle Sury wazuusluddle Tudrusnialenusingeguueyu

dndlugiuiflediuyanauazifiloudan (Vlogs) tnenaiindusnenis
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InsirunIeiadnialons q (Uwes $nsssy, 2558) (3) duamILnI
(Instagram) tfudedanuilldlunisussnnuagiilodulsimnauldiiu
Tnegronmnsednlelurasiu q udnildiuusedrene uas
Hawes s 9 Sniedeanunsaussanuazinletiu 4 Uddedinudy o
lgdneae wu wedn (Facebook) ninmas (Twitter) Wudu (UTan
fitfoq wagamz, 2556) FsanaAdeluadaiinuin guduyweine
A3uss (eadmisuvnvn) fimslidessuladfisuuuuioussindulesd
uazdedenu (Social Media) Bsf{3duidendoooulatifiazldlunsinun
duvszneuluse iuled wiwdn  gyu wagduansiunsy filduinns
sunuunmsifauludnuasfiunnsiaiu

WnseuazmaiuTiuudoya
msfnuideluadsiiunsfinuisedeiinn (Quantitative
Research) #n15l95Uiuun1sIdune8n15d1593 (Survey Research
Method) Taelduuuaeunia (Questionnaires) (uia3aaiiolunisiiy
swsudeyaanzdlivinsnilasudossulatvesguduyueine
A3u57 (a9 n3umvy) GennsAnwiaded §Adeldlinounsen
WUUDUNUMEAULeY (Self-administered) K1uszuueeaulal (Online

Questionnaires)

Uszvnsuazngainegng
Usgmnsiidinuasell  dliuimsnlasudesoulatvesmud
WEEINIFTUTT (BIANITUMNVU) H1UYRINIWI o Teesus 18 Y

il



Nsestimamansgiatding Uil 16 auil 1 unsiew - fiquaey Ussdl 2565
Dhurakij Pundit Communication Arts Journal Vol. 16 (1), January-June 2022

(%
(% LY

ndusoensildfinunaded fisoaldimadondesauuulalinnm
wazidu (Non - Probability Sampling) lnaidanngusiagnauuiadey
(Accidental Sampting)Imai%’ﬁﬂawuLﬁaﬁmﬂiaqsﬁmaumuaaumu (Screening
Question) Ao {liusnsifionesaust 18 Tuly uasfuifidnsudoseulat
YOIAUIUY W IVNFTUST (DIANTUNTL) HUTRIVNeng 9 Laun Liuled
(Website) i (Facebook) gyu (YouTube) vivo8uan1un sy (Instagram)
Pfouseu-nIng e wa. 2564 lnsnsAnyidonsad litmunuun

YDINFUFIBE N WENTVDS Taro Yamane T laimunseAuemderiu

v Y

szausesas 95 wavseaumufaInPauRsausulaliiiusesay 5 vise

v v o w

Nszautlvdfgy 0.05 Wesnlinsudwaudszsns (N) Afenuuay

a U 6

ASUFrAUd LI FTUET (B3rn1suvnYY) iuFessulaiisuinnend

aatuIdedddansiunsiun lavwangusiiegavindu 400 Ay

o—

= IS a o
\A3093aN1533Y
dll A A I v Y o & A
wseallenldlunisiivsiusiudeyaveenisideasail Ao
wuuaaun1y (Questionnaire) lnguuugauausenadldiaulatedn
(Closed — Ended Questions) lng widlassasauuuasunmeandu
6 du siail
duil 1 AUARNTOIRRMBULUABUNTY (Screening Questions)
ielilangusegnsniinudnvuziaenrdaaiuiszinuvsetoulalunis
= A o [ %
Anwnmunl
! =] 1% Y v | Y a -
duil 2 wuvasunuteyanily deyadiuunnavedliusnsi
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gaufl 3 manuiAnfunslindudossuladvesqudinyueinen
A3us (e3AN15UMITY) utoInenng o Tewn ules (Website) iadn
(Facebook) gyu (YouTube) v3eduanunsal (instagram) lagrivua
wuugeuadukuunIns1d@IuUsyiiiuan (Rating Scale) 5 s¥diu
U99aLAN (Likert Typed Scale) wagiuu Multiple choice

daufl 4 dauinuiruaividsedessulatvesgudunyweine
#3uss (eadnsuvvy) IneimuawuuaeuaaduiuunnsduUsedu
A1 (Rating Scale) 5 szfU VO9aLATN (Likert Typed Scale)

gauil 5 1udauAniuinuafdeguduyueine1dsuss
(peAn1sumIn) Tnefinuanuugeunuduwuuiinsdiuyseiiiuen
(Rating Scale) 5 5¥AU VasALATY (Likert Typed Scale)

daudt 6 AonuAeatuuldunginssulunisidiusudu
desoulatvosguiniyueing1dsuss (eadn1sumv) Ineivug
wuvasuaudukuunIngIduUssiliuan (Rating Scale) 5 s
U09aLAN (Likert Typed Scale)

nsiiusIusIudaya

Tunsinuidonded] §idelalindusosnadudnsenuuuasun
FEmLes (Self-Administered Questionnaire) wagiNusIUT I ToyAlAE A
wuuaeunueeulatl (Online Questionnaires) inudedanuooula o
ules (Website) wiwdn (Facebook) Tnefiszeziailunisiiusiusi

£
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saandlunsiase

ABRMBINTIAIUN (Descriptive Statistics) Gléun Arauasosay
(Percentage) Fladeiaundn (Mean) wagAdosiuuaasgu (Standard
Deviation) Lﬁ@@%maé’ﬂwmz%’aga B4 9) Feseluid (Frequency)
wazdouay (Percentage) ldAudnwazUsywns loun twe 01g szauns
w1 03w wazseld Aieuisesas (Percentage) Aadeiaundin
(Mean) uagdm \Jeauusnnsgiu (Standard Deviation) T4Aunns
\WUasu viAuaf wazwunldungingsy

sDABeaYaL (Inferential Statistics) LloliliATzviLasnaaey
AuuAgIU (Hypothesis Testing) T vunaiaddaymeadafiszdv 0.01
0.05 uay 0.001 Tngldadanaaoudall (1) mylnseiauuansiewes
Uszans Ineld t-test wag One-way Anova (2) N UATILRANUFUNUS
999 2 Fauls MWauUseansanduiusuuuiiiosdu (Pearson’s product
moment Correlation Coefficient) tlennasuayufigiunnsiteiiien

ANWULANUAUNUSVDY 2 AU

#3UNaN133Y
1) dnwaenelszvng
NnMsAnwdnvazIsEIINTTesnguiiogsgliuinsiida
Sudosoulativesquiuyuweing133uss (esAnsumIvY) $1UIU 400
aw WU naudegsdlngdumendgs Anlufosas 58.3 Tengegly
929 25 - 34 U Anludewag 39.6 seAumsAnwIUS IS USoLTiguWn
Anndusasay 55.0 H51¢ld 15,001-30,000 U Anvdudasay 36.3 WJu

o o = a & v = W I A ] s
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UYWL YYEInendanal (Social Anthropology) MsesyueIne
IWUFIIU (Cultural Anthropology) Aade 4.36

2) msUafuiessulatvasguiuyueinediuss (asdnns
UWIYY)
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4.32 sesasnfesnumsiinuiuiinveusiediny fAads 4.31 uazdnu
nMsUssnduius anade 4.26 lasnwsunaudiegisiienade 4.30
Mgha PAuARaUIN

5) wualdunginssulunisiidrusuiviessulativasaud
UYBEINYIFTUST (29ANTUN VL)

PnaMIFnwInu gliusnisiuuildungAnssalunisidinsiy
fudeooulavagudinyueinendiuss (esinisumau) dulugilnn
felafilinsudoyadnnans Aanssy dwdessulavves aua. wniian
Fade 4.36 sesannediamuidlafiiana (Follow) Aodsaupaularives
Fa. ALade 4.27 wardamudilafiuansarunudaudiu (Comment)
Tudedsaueeulatives mua. tevfian Ainde 3.80 lnsnwsmngusaoena

ANRAY 4.18 NU8DY TAUAILANLIN

ANUTYFNNAFIUNIIIAY
1. anwaznuszrnseana1enuiinisiasuiossulatvas

4

AUGNYBEIMETTIUST (B9ANITUNIVY) UANFSAY

HANTSANYINUT ANWEIUTTYINTAIUNA 818 TEAUNSANY
el wanssfufianufinisdnivdesoulaveaquisnyueine diuss
Taunneaitu Felshfulunuausfigniely egndlsiauannsoosungld
71 dnwarnassrnsmansussnaunig we a1y seaunsane sele
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Fegldumsanmsadndsmsduiunumadnnmsvesgudinyveine
dussled legliidennldang Foinlidnvaznisuszensaume o1g
seAumsAne 9ele umnrsiufianuinisdesvdeseulatvosgud
W INIFIUST liUANA1i

ag13lsAinuNanIsAn® MUl Anwaen1IUsEEINIAIUeITN
fuanarsiudianuinsdeivdossuladvesguduyueinedsuss
uanenaify Fudulunuanfiguiisely aenndesiu Usug anzuii
(2529 §aalu suagedl udesnia, 2562) lina1aliin endw vinlw
AansBeus msadiaden sauaiuazilansimifunndistuoonld
A INTIUANA1aTL yanatilondwinafudesmeslan fuuida Arfloy
wazgauMIBifuananaiy wud gRTlendndinGeu/dndnw dnivns/
1n348/019158 nidew/fuaniilenn (Content Creator) Aomtavudu
FiauTansssa 01indasy wasl iy sgiamae Saudnsde
SudoooulaivesaudinyueinerdiussnnningiisionTnmiinauuien
nvu awsaesuiglainusgaunisalnisyiienu yuueslinisaiy
Fnludsruvealdusnsiinasiensidendniudoosulatves mva.

uananil Aua. ﬁ?uﬁm'ﬁ%’mﬁmawﬁ‘mﬁﬁami N1IAINUA
fievnauwazisnislunisdeas (Communication Strategy) tnarfivun
nquitmnevdniidu Juaiamininug (Knowledge Seekers)
E:\TL%EJTUWQJU (Applied Professionals) 1n33uA 1391115 (Academic
Researchers wazyaaaludedsnuesulay (Digital Native) daua
n1sAnwIdennfes fe 1¥ntniseu/dnAnwy Wnivin1s/dnide/
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WasvdeesuladvesAuduiyweing1d3uss In1sidasuuinnin
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2. maUaudessulavvssguduryueingrdsussiiaay
fuiusiurirunfdedessulatvasguduyueing1dsuss
Han15IATIEiNUI n1sidafudessulatvesqud
1w FTussiianuduiusnsuiniuiiauaidedesoulavues
fudinyweingndsusslunimsiy (r = 0.290) wWeiiansanluusazdy
nudduiifinnuduiusganiide dunisinaueioniannuinis
UYBEINe (r = 0.281) T%Aeunpe AuUwuUNsULaWedeyar1Ians
(r = 0.271) @ ey
wansAnw Ui {insidndudessulatvesquduyeine
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niin1sUnsudeeaulatvesguduyueing1dsussies wlvirund
8

_ e

M ﬁaaauiaﬁmmqus]‘mqw%wmﬁ%uawﬁ"w Fadulumuanufgiud
f;ﬁjﬂi’? A0AARBINU Varadarajan and Yadav (2002, 91909l L@nass
SeANENTIY, 2558) finanaliin SnwnzvoadoniBanisnain wanesa
é’wmmazgﬂwaauﬁfaml,%a n13nan (Content Marketing)
flddeansiugnAluviunsng q weliiAnnugnlanazinauain
naudviung TnednwarvouilomiBanismain (Content Marketing)
Judsiimiuauduiusveaumasdnanimaulfiuioufiozdmalimnin
ANUlALUSsUNIINISULeT U (Bharadwaj et al., 1993, 819019lu L@nass
TOANENTIH, 2558) SnstsannmsAneves Swaudl Swudansal (2554,
919dsly glssmu winluas, 2558, w. 28-29) lananaliin doooulayl

Judenravulssiavindiiinainnisuaunaunuauihvesdeynna
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wardoansmavudlideiu iesaniienaudnuuynisdoans
#99N (two-way communication) Guaq?%aﬁzmwmﬂﬂaﬁ%gaﬂauﬂé’u
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NIEAIY Y3eN1TIuToTngUsEatAr1e 9 veteaAns (Ylan Tdeq
uazAng, 2556) uaziiuled (Website) fiferduteanmavan lunisdoans
doyamnuieendaisisne iimadenlidessulaidiannsnmliin
Asidiusan mszdunisdeansaasvng (Two way communication)
Femanidliglduinainnuidnifnenisiaudessulal Tasan
NUATENUIT Ana. AvinIsIAsIERLaE MNUANALENENITAS 1 MUTUA
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devinnsfiadneannud anudrlaliungldvinisanunsadlads
devmanud uazunuinues mua. dogrsilussansnw LieliiAn
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