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Abstract

This research aims to 3 objectives: (1) To study the various personal factors that affect the
decision to purchase products from the luxury brand Chanel. (2) To study the various marketing
communication factors that affect the decision to purchase Chanel luxury brand products. (3) To
study the relationship between personal factors and marketing communication factors that affect
the decision to purchase Chanel luxury brand products. Data is currently being collected online from
consumers who had previously purchased the Chanel brand at least 1 time between 2021 - 2023,
totaling 400 consumers.

1. The various personal factors that affect the decision to purchase products from the luxury
brand Chanel include gender, age, and educational level. The majority of the sample were female.
Who is between the ages of 12 - 25 years (Gen Z) and has higher than a bachelor's degree level of
education. They will be the most important decision to buy products from the luxury brand Chanel.

2. All 4 aspects of marketing communication factors affect consumers' decision to purchase
Chanel luxury brand products, overall at a high level (X = 4.15), with the aspect having the highest
average value. Public relations (X = 4.21), followed by sales using employees (X = 4.19), advertising
(X = 4.21), and sales promotion (X = 4.09).

3. Personal factors and marketing communication factors have no relationship that affects the
decision to purchase luxury brand Chanel products, but luxury brands should prioritize engaging with
the Community of customers who appreciate the luxury brand experience. The Chanel luxury brand
is increasingly developing and communicating in line with each factor and appropriately capturing

the differences in each group of consumers.

Keywords: Marketing communications/ Purchasing decisions/ Luxury brand Chanel
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Abstract

This article is a part of research study titled "The Content Creation of Independent Travel
Influencers on YouTube" divided into two parts. The first part focuses on the content creation pro-
cess, production methods, and storytelling techniques used by independent travel influencers in
their communication on YouTube. The second part examines the influence of these independent
travel influencers on their audience. The research uses qualitative methods, specifically in-depth
interviews, gathering data from five influential travel content creatorsRayron, Farose, Wepergee,
Tiewsudtuaw,Pheenongpor 4 and twenty viewers who follow independent travel content on
YouTube.

The study's findings reveal that the storytelling techniques of independent travel influenc-
ers on YouTube aim to attract and build relationships with viewers. The most prevalent method
is continuous storytelling (Hub), which plays a key role in establishing and reinforcing the creator's
image and identity. Content is made engaging by varying styles, incorporating adventure in exotic
destinations, and providing in-depth information about locations, travel routes, cultures, societies,
lifestyles, and food. Personal experiences are also shared In terms of content production, significant
investment is made in high-quality, expensive equipment, and the production styles have evolved
beyond traditional formats. Audience feedback shows that viewers primarily consume content based
on personal interests, followed by influencers and content they find useful. They also prefer channels
with engaging presentation styles and lastly, select content that aligns with their personal attitudes

and values.

Keywords: Storytelling Techniques, Content Creation, Content Production, Influencer



Niastinamanigsiatudiad U 19 adun 1 unsa - Squieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

o

NUIHAZAIUEIAEY

[

¥ s

Tuthgtugeiva nadhiivioyauasnisaiuassdidonildioussn ety maAsuuas
ndodadn wu Insimiuasviisdefun ingdentvauasledeadiie TAudeuTmsuilnademuosd
ogneduds fuslnraunsndenidomiinuaulauasfinnuyanavietomsiinssiuanudosmsldlagnse
uwnuflazseiudeyaandonszuandn dedsaueaulatidalomalimnaunaadulasadem wliaa
msnsreivesioyalazsmasiivanvaeniu Tnsianizagnads YouTube duduniduunanvios
fldsuanuisugagaitilan Tinaedumudnasddydmiudemiumavioniion fldeuannsadni
foyamsiiunns Thaauivioailes uasmuuzihsunsvieafiernninssdvswanisnnufn viensiowmes
(Creaton) Aiidladnsthiausiivannmvaneuaziduiondnual

{nseBvBwansnuAnfuMsYioaTien (Social Media Travel Influencen) lénanendiueniwitansnsa
asaselferneiituddty Tnensutssefuresmsadvdnamsanudnludedsaudulatinisanideduiems
TnsuarAeansiau SeansnsodandumusuaudRan il 1) End User finmassying 100 - 1,000 Au
2) Nano Influencer g#nAu5EnIng 1,000 — 10,000 AL 3) Micro Influencer gAnnsEINg 10,000 -
50,000 AU 4) Macro Influencer ﬁ@ﬁmu‘izmw 100,000 - 1,000,000 AY &g 5) Top Star Influencer
AARM1ULINAT1 1,000,000 AU

nsAnuIAefuunUINLazBninavesimssdninantsnnuAnludedsny Tnsanigluduy
mavieailen Safulesiianuddyednssonmsveudlaiitnisaiaien uasnanssnuiiinty
sofuilnnuazenavnssumsvieadioatinssdvsnannsauAnsunsvisaiien (Social Media Travel
influencers) lenanerdunguitiiunumdalugnamnssumsvieafiedlugadda wnwnludiisvsna
Tulaneeulavsionsdnduladonaniuiivieniien uaznsairaussiumalaliiugmilunisifiunclugs
vnefiontlsieoduiisinunneu maaueidovviesdlorfunndauasiendnual saufinssaunisnl
figlaiduiizinegnanianns dealimssdvisnamadannsoadsenuadaluaouiuasimaviondio
Toale) 16 (Vuong & Sid, 2020)

Turnizifientu waltunsduneesinvieaiisnsd1sdass wiefienin Foreign Individual Tour
(FITWaFree Individual Travelers (FIT) fifisnndustnswiaiiles Tnonisvouiienegiedassiiunndisan
MSAUTMILUUNGLTIS (Group Tour) Fstivieaifieadimmaveulunsdnmsuumsiiumaiasidonanui
viealasnemuies nguiinvieadien FIT Wunguiidnunzienzlufowesnsdaduladonuinmis q
liasidumadenidunns Tsusy viefanssussrrinemaiumsiaenadestuaufeamsvasusazynna
(Li, C., 2018) wagn1sAnw1vad Nils S. Borchers Tuiave “Social Media Influencers in Strategic
Communication” Ifitfufianagnénsioansvesinssdvdnaludedny Tnsnuinimsdvisnaannsaaiing
nsiAsuuladudaginsuvesdiuamsld snddeidliiuh fnssdvswaannsnaininisoniosi
"arnfuase’ (A Call for Authenticity) Gstnglifumsnavanosasiiaudesiludeviivhiaus

2819UNTY



Niastnamanigsiatudiag TN 19 atun 1 unsiau - fquieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

FeBvisnafifannniuresdessulatuarniadsuuadungfinssumsuilaedoya fnsedvdna
neAUARFUNITe e uLuwasasusng 4 Taeanng YouTube Winansunidunalnddylunisdaesy
wagnszRumiendien wanmdiunumlumsaiaussiumalalimudoniunsusanuiivng 4 tudem
fisnemenuszaunsninssosnainaula ewmmadnl fAnwaddimsAnwmmelide “nalBnadides
msadsassfiiion wasmssAntion vesmssdvisnansrruAnvisaiistessdasyluunantios Youtube”
Tnesjatiunsienesinagninaisninanies msadsassaden waz nssdaidemuazaumands
vosnssdvswamailumsioanstuguams

unenuilagvieudathvanevesinsdvinanennudnlunisaisassdien alunumddny
lunsasefimnsdmiutidoamsmsnainuaziiihnusnunsdaaiunsieadoilumsidenlitnsdviwa
fiaonndoaturudosnisdumanatn uenniguiusslevidensianuuavnensdeasluwanody
ooulallimnzauiunainssuvesifuslnadelueunenivsdvsnamamuAniunisvieadisuu YouTube
lisaussiunumlu@snsnatn widadudmumildumsaiiaszavnsallml q Wiud wazanunse

anauumsdmiunsiauesranuiidlumunisdeasesulatitaninsausultluusunivannvanesie LU

nguszasA Tunsfnen

1. [iefAnwnssuIunaIsnaEes MsadeassAuaznisuaniomemsidvsnanisnuan
suieadisasenueseddasylunsdoasuuinanilosy YouTube

2. Lﬁaﬁﬂm%m%wammﬁmqﬁw%wamNm’mﬁm furteaiisnsenuesededasslunisieasuy
uwanlady YouTube Mfisiofiuans

wRangufuazuAdeineados

1. wurARREITUNsBYEWaNAIIAn

MIENTBENanANAn vie HilBnEnan1anuda (nfluencen lafidnivinisiinumaneg
TumAdevaionansmdnnslin yarauanmgingsulan fiaadomiduianssfurdogda ervasilag
Masalaviselaisda Hdwalsisvisnadonsindulete dewadonsldauiuseusns (Chatoyaporn, 2007)
tnvmslussUssmaldbivufnuasnguiiuinsadvisnan1snuan (nfluencer) vi3e KHIBYEWANRAILAR
vaneds yarafifuilanidefionseldtnsdslunsimunddon (Value) simunf (Attitude) uazmg@nsss

(Behavior) viseagslnagenils (Schiffman, 2004) Mlilinis Aatuiivedesdludonany waduniswan

€

Foa vidouenidFessm Teyars 1 Augiudenvuluiuesunanunanlingmsdvinansnu@avier
fdvEwamemuAn fdnvazmiiouileuneiuuuiiiougiiiou

2. wuaRaieafiunsaSes (NarrativeApproach)

MaaEes (Narative) 1udnGestiantagdugemilinrmads msznsianuiiZeansianzes

anunsathldldluvanedd liheadunsiaGesinensdioy nsawisnagdeansegalstidndinu



Niastinamanigsiatudiad U 19 adun 1 unsa - Squieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

Anufisnsvesfidnes fusslewiaslstudan gy vioyaea TumdnnmsldfiauAnwifetudest
wazlvesmneveamsianies (Namative) Tinaywdlimsianzeadutemmsnsieansiilodenennnug
915ual AR AnuFEn wdsszaumssianeunidluginyaravils sufimsfaunmsidumsideu
Soaidehag winil gnduinasludesis 4 maanGeadunseuiunsieansanisenisyrravienguyana
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Tnsseswesmsian&os snunsaidulimanezuuuy masiiudoaduduns fidiiuGesmngaEudiu
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(Meandering story) n1stani3esiifilaseadauuuuanis (Branching story) maianidesiiilasadauuussdn
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Tunsfnwldiinfnmsidnundesiiiarumnevesesdusznouvesmadidos fe

- TAsaiF0a (Plot) ymneds mMsUssanadfuimanisel edrslivewa Taagomng enaagnanléd
112196U 129NN wazmauau (Umaporn, 2008)
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nsianEeafsnunsieafisnvesunanvlody YouTube (Nuptong, 2022) Tgreradl
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o w

flinudnvazddnlussdnslaun

o



Niastnamanigsiatudiag TN 19 atun 1 unsiau - fquieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

- Boaddiuuu (Exemplar) ﬁaqLa'wﬂmﬂwﬁlazgﬂﬁﬂﬂmémgﬁ Wionsuiludeymau 9 shenszuiunis
mMsAnReRuAUMIBEuShuG NI WU MsUdosvesviiniuTivelsudiodisveamaiale uazFos
wouilaviaulavhingu uiheliivdngumess Rmansindudosnss witldnaedudesmilgnuennan
WloevesiTAnluNTa AN AR NS AOUNINENAaR S

- Souaifdnutislumsaenuaidunludiny Tasudvnannisanlunssuiuimndseads
Tyl (Postmoderism) fifearuasedu lldfogamin uadlifinnuaisfigniogegaifivmilaien

Y ado v A

a & a a v dﬁf a o @ Y d' dﬂ( v A 1 [ g = @,
Anuasstudaiaunla fd ey Ao AnueTaimsdrududuniignanuntumeieaa fiudaly
dedsundadls wiadeuginliuywdiuauinisiauintosunnd1aiy aeAnsiasyAaInsNviau

=< a o 1 = Yo a 1 = o A 1 [ a '3 g.}/
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18 E0aNTNIRDTOIUNTASIIAINDSIIALY UBIDIANT

- NM3BguTvesywiivasuuy luntagnanfanisBeuiveayed 2 LUy fie N19EUIBwINsTTY
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- MIBEUIHLEeNA Faaddunuminnluwinisesnasesasviaudn (Reflection) WalilaFes
iuduslatefnegilsaniEeunatiu Fan1sesnasesdeiouAnaziintulaannisinuesluduiusiu
a ' a Yy Y ' = Y ANy Y] i I3
Foudlaense waznsiFeudmedies agdlsia 133 vserhlalundnnisegaluuiusssy (Abstract)
& ' v v ' a A< . Y | ' = v Al 1Y)
Auandgliainnisy warn1sinlesnuEessdususssn (Narrative) fasghau nsiteuiisesiung
wsomairnuTseglugiugnannishudvsum 4 Qusausaviedldegnauiugrindvsum 4 Ussnause
qung ez N Laydean

- Foan (Narrative) {uyadienvils (Alternative Form) vassuudeyatieunau (System Feedback)
waziJunalnfazreudiszuuldegnann Wewinnsusui waznsasineasteundu (feedback Loop)
feuddgunnlussuutudeuidussuuniansusus (Self Adapting System) Saaianazanunsatdudaui
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3. wuaRANgNUNTES19EsIALam
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ANENNTOLUNIANBENIN ISV ANETANIY WseTiBenIT "auAneLunle” (Divergent thinking)
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3.1 fiosuiiia (Be Entertaining) ngdeusniiddnyfignio msviliimletnAsgauasiaamay fu
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3.3 fiowhlviann (Go for the Funny) T7ifasiunsviliimevesnatuiisdonsvhliiuaynauy
Hunsindesmaiszuazindinlenaynldie IMenlasunnudenuu YouTube dnlngftnithinlen
aynuaaan fatu egTlifevesmguninaioniuly mafuenuaynifieadsnuiinusswieg
fuidlomosnn
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4. WUIRANYINUNTZUIUNISHANFBAAUIR D

nszIuNIMINanaaUIRlelinanewuueslutagiu A nssuunsnsmManedUIRled sy

I a a aal o [ Y] I3 a" I3 d‘q 9]
AMEUAS NITUIUNINMINISHARAAUIRledmSuTIensIngvied wasiduniledlutaqdu nseuiunisns
nsnanaauInledvsudesaulall Namuatuanaatulutunaunisegs aunsaundudunaunszuILns
nandenaUIAle (Jirapath, 2017) lansil

UMUK URBUNSHARFEARUIRL® (Preproduction Planning)

gj 1 a d' a a I3 a L 1 a d' a a

YUINLNUNDUNSHNANFDAAUIRN LD HUNSHSEUAINUNANEDAAUIR LD

A5 (Plan) naunsnandendudfle AenisirusdunaukasRAFelun1sving i 1Wun1sea
manuivemnmney visemdeasUlvlndifesiian Tnedivihtermanuman 7 dormeiufie 5W+2H

uUN1sHaREaRaUInLe (Production)

Wetatunaull TunisuanderduInle Aan1sinwkuAmssdBluTunauINuNaUNISNAn AR
a o a a a X ° ' o A ] =5 P
F9le winnwazdlyminenaaziindusnyinlinssiunneuruiiun uindesnee s lnduluaunsnnaunu
Tilaanniign denudaveulumsufiiauuidintnlundnnsanudilaGeswesnnuuannesdtange
AaURAle Uirapath, 2017)

JuviaandanauInle (Post Production)

A ) ' v X v Yy Y a A A aa & & P | o oA

dialasatuneufeumihium WhgtuneundndenaulnletuneuilazUsznoume 2 dumdn fie
1) nMsdinsinnIw (Editing) 2) Nsasdsaiazauns (Sound and music)

5. BWUIRANEINUNISTIBITIEN

a A ) | a v v a ¢ a ) o a ' ~ P

wiAALNEINUNSYIRaenlatunIvNsAnwneItunsanaulalunsvisaie Bivatenss UL
novazdnaulaluanunlananunni Unvieaiieafaanstoyaiiediu amuneUaignie AMn ASIAuMS
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dl % L2 a 1 dl 1 YV U o 1 d’l 1 Q’Jl V= > o U > 1 dl dld
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6. WAAuAzNgENISUATUTD

a = a o A . [SIRVIPN = a =1

wwIRnKaENguNTUnsude (Media Exposure Theory) laditinivimsuaznisfinwieniuizosil
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Foyamatuiiesed swdiSavesnasdndematu lunsdfounamiosugyuasianadisarneen
35U (View) wazn1sfinany (Subscribe) a1nn1sAnwveswmatiles (Klapper, 1969) lonuin nguau
AdlnsudedlngiiuuililunsUnsuansiilifomaenndestuimuni amuaulavemueitensliin
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7. yideiiiendas

NM3AN¥MBUBY Lalangan (2020) fifidei1 “Social Media in Tourism: The Impacts of Travel
Content on YouTube and Instagram” lédhsiauardinszinansenueaiiemiieadestumsviesiioly
dodenu Inaamzatnaddluunaniloss YouTube uas Instagram wuin ilemsdedenufiunumandialu
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Y AuAnw Faisal and Dhusia (2022) fifnw1i3es “Social Media Travel Influencers’ Attributes
and Tourists’ Travel Intention : The Role Source Credibility” WunBnSwavegnBnsnan1snIuan
mevieaflendamniideieuasinsUameinuogadutues Wummnaddlaenssierfuaslvials
dommeeniiedfuamsandenidomangnssdvinameenufnameroadefidutuewarifarull
milastaidlevvdntiy

ARAINNTTIVTIILAZAUATINUANYINWIIBVES Poulis and Chatzopoulou (2023) 384 “The Role
of Social Media Influencers to Tourists' Travel Decisions” dsIamanszNUTBsHIaVEWANsHOdsALsD
medinAulafumaesinviondisn nuiseinuidiidrinamdedauivmmddalunndunouvesns
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MyuRuLazEenanuifidesnsluBeu

Yaurfiiteves Papitchayapa (2022) fiFnw3es “Credibility Of Travel Influencer On Millennial
Traveling Behavior” wuinfSuansiimunfifiasogiiavsnanmsduninfunuasiededoyamaiiu
mstunuiimelidiuluudivemeinssunafiumns dhrieadsndufiaudealfsuwsniunalawasusgds
Nnuvatioya Sudstnnliufiernionseusndoluivesdunmsiaums

MATUFnYwes Silaban et al. (2022) 5843 “How Travel Vlogs on YouTube Influence Consumer
Behavior: A Use and Gratification Perspective and Customer Engagement” ladsianansnuves
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Abstract

The objectives of this research are; 1) To study the effects of varying personal factors on
golf equipment purchase decisions, 2) To study the influence of diverse content creation styles on
golf equipment purchase decisions, 3) To study the impact of different influencer attributes on golf
equipment purchase decisions. This quantitative research employs an online questionnaire for data
collection. The sample population consists of 400 consumers in the Bangkok metropolitan area who
have experience purchasing golf equipment within a one-year period between 2023 and 2024.

The results showed that; 1) Disparate personal factors such as gender, age, occupation, income,
and duration of golf engagement significantly influence the decision-making process in purchasing
golf equipment. Regarding gender, contemporary golf exhibits greater popularity among males
compared to females. Male golfers perceive that newer golf equipment can enhance their golfing skills,
whereas female golfers believe that modern equipment can more distinctly augment their personal
demeanor and image. Concerning age, the demographic most likely to procure golf equipment within
a one-year timeframe falls within the 40-49 year age bracket. This cohort comprises high-income golf
enthusiasts who employ rational analysis prior to making purchasing decisions, prioritizing product
attributes and derived benefits. In terms of occupation, corporate employees and business proprietors
constitute the primary consumer group, as their fundamental objectives often relate to business
outcomes or the cultivation of social networks. With respect to the duration of golf engagement,
individuals with 1-5 years of golfing experience represent the most significant consumer segment,
2) Divergent content creation strategies exert varying degrees of influence on golf equipment
purchasing decisions. The provision of comprehensive information and brand details that meet consumer

requirements effectively attracts new target demographics. Persuasive and enticing content, utilizing
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strategic wording or imagery, can stimulate immediate purchase intent. Furthermore, establishing
credibility through the presentation of trustworthy content directly impacts purchasing decisions
by fostering an emotional connection with consumers, encouraging receptivity to brand messaging,
and ultimately facilitating purchase decisions, 3) The influence of diverse influencers differentially
affects golf equipment purchasing decisions. Content dissemination through celebrity influencers
effectively impacts purchasing decisions by precisely targeting and reaching a broad consumer base.
Conversely, professional golfer influencers affect purchasing decisions through the presentation of
detailed product information derived from genuine experience and product testing. This approach

is particularly suitable for consumers with over 10 years of golfing experience.
Keywords: Content creation styles / Influencer / Purchase decision / Golf equipment
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Storytelling Marketing Communication Affecting to Social Enterprise
Sustainability
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Abstract

The objectives of this research are 1) to study marketing communication storytelling of social
enterprise. 2) to study marketing communication storytelling affecting the sustainability of social enter-
prise, and 3) to study a storytelling guideline for social enterprise marketing communication towards
sustainability. This study used mix method.The quantitative research approach by collecting data
from 400 samples. The qualitative research approach by in-depth interview from 12 key informants.

The results of this research found that 1. the marketing commmunication storytelling of social
enterprise as a whole, and all aspect was at a high level. Considering in each aspect by sorting by
mean from descending as follows, brand benefit storytelling, followed by brand attribute storytelling,
and brand feature storytelling, respectively.

2. The storytelling marketing communication consisted of brand attribute, brand context, and
brand symbolic meaning influencing the sustainability of social enterprise at a statistically significant
level of 0.01.

3. Storytelling marketing communication that affects the sustainability of social businesses
has guidelines: 1) Tell stories from the truth and not affect other people. 2) Storytelling must raise
the image and reputation of the organization. 3) Storytelling must create a continuous plan using 12
formats. 4) Storytelling must set objectives and clear objectives, and 5) Storytelling must be sincere

and warm.
Keywords: Marketing Communication / Storytelling / Social Enterprise / Sustainability
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maddodlugeasiolmifasiidnuuniuuuuinude (Transmedia Storytelling) Famaneis nsnszatsos
mlufmmesluuvesdeuasyhliiumsidmialunsaiausrufuutadassmiu 0 naendeduuiun
iRafuismstemsuasmsadansiidusumosuriuunanauie ognawaumay

Phueanpo (2021) nénain maidEes mnefls nagniuilaiuenimiionnmsairanisanduusus
SnaadunisaiunuruasiAnenugmiussisiuasduloald masdeaduduniwesnishns
panaaiiion (Content Marketing) #sldidhundunumiludinosaumntu Fudunisaademidosn
uazustiudeyafidulseleniflesgaanuaulavesnguihvne lissivlauazanddudnls anansavials
ognavaINTane s seuneu guam 3dte Waudsdedu q Aanunsadnfandutimaneld Tnsnsathados
srtfuansaaiianmm (Value) vionnuddndauanliuigen vilijenvieduslnaddndudwiold
Usglewlannnisdning

Kajitkawan (2021) nanai N1sid309 wneds 5essnfiuenune@auntegne flovlsfiAntu
Hansor] wavorlsthdufstusoly Bosaniennmndudomeserlsild wu au dns mudisan viausas
Sesdnazussanaiuvesmynsnififatumeluisnamil sesnmionardusnmiesninild uas
919UsT9eElugUuuUFaTimsiu wu Beualuguuuuivundeuiiin visluguuuuiieniunn egrsundseius
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#99 voaFeaan Wu Mazas wAnsal an Anuduis muAendn Wudu faGesiifazdesanngn
emonEessnlfershaulanazvufnmy WelifilensnsoddmiuuasinensualiniluiuEessmld
maanFeadurinueAfiussloviiarannsathluldlslunansaniunisal maidEesedisiiuszavsninas
Peliifiarannsndomsanuin muddn uazuszaunisaling q Biwngislsegadlanazithdsliing
AelAnnsBeus ahausedumals wazadsmmuduiusifseineiauasila

sULUUTBINSLENFeY

Woodsid et al. (2008) s5ngmaanidoaduaiiounssamenuauiiandely uonainifia 3
yaneasisuilnainaslianudnludsusseneEessm (Narative) snnniazAnegnadumemalunisdn
suouBesmmatunuussansig 9| (Paradigmatic)

Woodside (2019) 5ungluntlsde Brand Storytelling: Theory and Research in Strategic Market-
ing and Communication 'ng‘deUﬂméﬂﬁm foTsnssneg Mflumsaseuazaevonileniiledassy
msdeaaminmanuazadenudiusiugnd TaetliduinisdFesdsusuuiivannvats Gaens
as e uduius Tenseduamudin uasthsaieeuuansg Gsdrhnslisuuuunmsadesesdinagns
annsateluusuidemsnuiiazmmmnefidnauunguilon liAsaudlauazeumniuiint

Holt (2008) wu iethuwmiAerfunsidFesdundnuimsaudlaonisdidosiurhli
fuslnelddnandvsraunsainutunsaudiiu silussduinddnuazinlain GoaduaiuTails
saussssumnanedudaydnee] (cons) ilanudhdnnniaumnesaiu

Kim (2020) suihnsienGeadiunesiieddglunisdeasnmsnansluiiagtu msmaauuuianiFes
whifinsianZesiiiunaandivom@niae uaznsdeansiuduusinamuEessne q dwanseyumsuan
wazasmmdaiuliunssiagean Ssavhsiaiuaisnmdnuaivesuusus warteliaunsaaiianagns
MaanadisszAnEam

Arichai & Sarawut (2010) nenvh mafimafieansmsnanesiuanieuduiudtunasidoniumngs
Feuanfuildvinasosuslnn TnsdlvguiaunllinazveuntsuGesdguanadu o

Wongmonta (2012) nanaliih “msasauususite nsianides (Branding is Story Telling) Hunns
Tifeyauaraasyaunsaifignénduials” Fdunmsadememusudansodtnussdussnouseluil

1. 1@3esrunnantR (Brand Attribute) Ao mseFeshunmuautRuess@nsios Wy eumn
AVIIUN Tannananaunuad visegiiley usu

= 1

2. EiFawrnugawL (Brand Features) Ingid3easn N IugaiuYaaLUTus Tuyuiidudedulal wu
QingawuEoresinusTuLarANdetunaAnaiue Julugaruiiaouiidu o Ll
3. iiFewuKaUslend (Brand Benefit) lumsusnidaawiuiignAnazlasundsainnslauinig

FNUYLNRIYBALUTUA WU lSunuaensie Tasumuasminaune Wusiu
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4. @1FeUAMA (Brand Values) Ao n1sinizasnuammignAlasuliameuivdsiidely wu
deondanu @onan detuluumlasunumvswusuanduinvield agls Wy @eRudeomnsiatuie
qua wildaunnianauAuivsell udineuAuAmsel

5. 1EN509UATU VISEALMLIYBIRUTUA (Brand Positioning) AB NSUBNIATILUTUAL NG Useasd
oensls dgeduagnals wu wususdumesnidne Seaduiioguaniuluss wusuinsosdiondigndusite

N & ¢ A 1 ¢ % 2 v
AU lulUsUAadLnndauLUTURanlanTou Wuau

6. @15 DHUAMITLAYQYIVBILUTUA (Brand Promises) lumud ey 1o sl UTUATILUSUAILENLSA

weuld |y sneuitiumTuduyMuaNuUsEndn viiewdlsldend@iulusuntuamazsmedenitu Jusu
oA 1 a 3 I 1 a o Gl [ a a % o‘a’f

7. @39 RNUUTUNUBILUTUA (Brand Context) lUN15UONI UTENUS003ANSlANEREUAILUTUAT
wusuRiRdevimivseiusiesls Tusvguuulalunsmidiufanis usenianugaiunasiadaliundsay
N3LETINHUTUNAITUBNLAIAIANUIIUINNN TN T TUNILVIEHEATUINNITBUIN T DL RET
fatiy gimhnthdeansuusuavseusniauIunvatusuadewhaudilad Jusmmsediveiusug
yalunaznanndndaritunmssmnlavtoseosls wu wusudnsetsdinsianGasnuusuninilugaide
Yaawusus Mudsuanmsilsiusnndulsniu

8. W1esiuN AN YAlYeIUTUA (Brand Image) AD NITUBNIAIANAMIINAIUATVBIUUTUA
nleinszriuaznatadun s NuvewUsUANTILatiuayuNsINAuAWALUTWA Wy S19Tailasy
MIiLATLeENTINEenYI Nsiyaraiiiveidssnlindnduriviousnisvewuusus Wusu

9. lA5ewUUSTAUNTABILUTUA (Brand Experiences) lunsuania1usyaunnsaivouusund
uslanlasnduda neduslnalasuussaunsalesls Ussviulaegndls viellemdlatheiianasiiusvaunisel
AULUTUA

oA 1 YR 3 . I oA 1 v w6 ' 13

10. IS0 UANUENTUSTULUTUA (Brand Relations) LUUMSIAS 0 W UAILENRUGIZAINUUTUA
v Y a 1 a av o 6 1 3 Y a [l < gj <
fuguslaa fumsiuduiusseniausuiiaziusinaegatutuluneu

11, IE99HIUANLALNEITNE A NBaUBILUTUA (Brand Symbolic Meaning) Ain NsUantaNfienany
MNBVBUTUALY 9 edlduusudidudainsoventaigliiduaulssnvlo wu dnldsosud Mini Ju
Y a Y] | v 1Y) d' & Y a v Y] L v Y YR i
AUslnadevutand wavsjaiuundu vaed BMW anvaituusinadeibieiu usdadumenuuidudesnd
@ Mercedes Benz Ao {uslnateglugiivszaunudse

12, im1Sesunsitenladlunusus (Brand Associations) LUSUAEARSATIEAMTE 1T NIUTUR
Auasladawnils fededbivasslruusuanans@eulos suliudaihse Tanswenleslu@saume Al n1sian
Sodluesrusznauilps MsveniaMsledelunusuniuise Tena yara a0un Wy n15@euleawusun
a Y o ~ = ! g = = & < 13 ~ saa
auenfumaeulaaunis fonnnguithrneduiinruiuyeuansauty Nasdun1sweuleusuaniuag
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4. wuaRaMsUIesAnsaENedsdy

MRILNBIFnTeEed B (Sustainable Organizational Development) iunsnseniinganuddey
Tunsuasmanuszrinamsimunesinsuaznsldlafsmudiiuresdinuuazduanden ddunszuiuns
fanan maanesinslaifisauasatiumsgiauasasilawhiu wisdramuddifumanssnuiienafoty
Tusudinuuazdawndausie (Carroll, 2016; Senge, 1990)

Sustainability management process (2567) 83UNEH4 MENNISWATLLIARNTHAILIBIANTEAIY
faBui madidugsiafonsdnyfuaumenaed thandserudsuasiona driussiadesusud
uazsimusuesegisueiiieliianinsaegseanaviAulnldegsiunuazddu maiaunssinsgrudsiui
Hu “Fesdhry” vngsiadesysannsuastuindeussraiusUssndsamnsavhlsmaneguiuumaniun
03dns vidnnsvesdesiifentsiigshalinnuddyfunafulmmansugieiissuumstiuguaiantsii
uazmsUIMIAIABseE iU sEAvEAmAnUgfuMsiunueslimiuRinveuredenunarasinden
othafudunildlunssurumsiifiussialasund

msanegnedudutimneifissrasduiulumsdanisdunndouuasmaianniidused
gy & waveufossrissemaiie neianswaunegadaiulu 5 ¢y Ao Awnndeudadu
wiswRadiu Yausssudsdu deudsBu uay nmauilesdadiu (Phochankit, 2022)

fidvazuliin nmsmuiesdnsedrsdsBuiduuumamsimundsandisjadiuluiinsatsany
WasuulasBsunlvuidsauuasAunndenasnadsdu Tnsmidmauselomivoryana gy uavdsaulag
2 nagysiiasounauUszdusing 4 1nine wu msfinw guanw Awaaden wWswghe wasauwieudy
nMsfnwiessdeasmmaauuuiaEesiidesatenudiiiuresiaiiedan TinanismudAnues
nseFedumsdeasnmannvesssiaifiodiny neidZedidenndosiunmuauazitmngvesesdins
dieasemnunseniniuazaiusaiumalaliuniidnlddmds Welmannsiidusnuazmsatvayy
maifiunuvesesdng maazeaiionisdoansnismann mslimwiidilane assUsziu wavaiansd
dusuvesfite maaFeadumsioansiiiussansnmiiteliiesinsanunsadeasitneuazaumves

aaAnsleg il sEaVEN N waras N sidwsmanynaaduludiay iesiwiuaidinunfvy

521U8U53Y

MFIdEes “MsfomsmInaauuuiaBosiidmaronudBuressiafiodin” Wunsnwiie
ahawnmdunsianBesiiomsdeansnisnainvesgsiavitodnugrudedulussia Wunsiseuuunea
Heu (Mix method) Tngldn1333eideusanas (Quantitative Research) iusiusiudeyalngldiuuaeuany
PNNFUFIDEN Ua¥ITITeanN ™ (Qualitative Research) loiwA M¥3d81enans (Documentary Research)
mMswssRilem (Content analysis) msdunmuedddn  (In-depth Interview) Inemustunauns

a v [ g o &
809N UU 2 VUADUAIY
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v '
U I

Jumeudl 1 AnwinsienFesfionsieansnananngsiaiiedsan uasfnwinisdeansnisnainuuy
ieGesfidsradionmdiBuresgsiaiiladan

TN m (Qualitative Research) Ineflglvideyadday (Key informant) loklagisnisiden
WUUWNZA9 (Purposive Sampling) taun Wiweafians wieviudiuianis vﬁaﬁ;iu%miﬁ%’uﬁmaumuﬁmmi
doasmInanagsnaiiiodsnu $1uau 12 A 990 12 Aamsiitedsnu Usenause 1) Udm anunds Jamia
diedenn d1in 2) U yudl $1n 3) T fisuyensn S 4) U3 s33ugsAa FawiRailedenn $1in
5) U3t deuiu Faviaiileden $1in 6) U3 unuam eesundanniu $17n 7) U laida elad $1rin

=

8) Ut & wew 11ia 9) watislsmenuiamssenasieiuas 10) Usun Usvwnsgsnandiafaseys Gamne

)

'
o

= o w a i a a - v o v a o :’1 Y oA 4 o w

wedsay) 911 11) U3 uasleu Tamnaiediay 9rin way 12) USEn Awiud edny 911
aa Ay a a . . Ya o o a = o v Y a N )~
Bn153981@eUSuna (Quantitative Research) fRdusiilunisdnuinmsiuivesguilaafiaeil
Uszaunsallumstendnsiasviousnsaingsnaiiediny Ineidelduuudeununiuniuiudeyaainngy
9E19 313U 400 FIvg wavthunliaseianuduiusimedsn1sneeatiafe nsannseBuduwuunya
TR 2 AnwumnenIsanisesensaeansnisaaingsnaiiednugainudidu lngdideing

MR Mnduseun 1 agdluumimsiaisositensiealsnsnaingsiaiodnugdninudu

inseslanlflumaiudoya

wsestelilunsidy Ussneushe

1. uuudunwaifalaseasng (Semi Structured Interview) iosausinmsAniusnasadugiuuy
mMadnEeaiiemsdeasmsnaagsiaiiieodnugauddu

2. Wugeunal (Questionnaire) AeafumsaeansmsnaalUUIAFesTidsHarorL YR IR
diedsny Usznouse 4 dau fie seunudeyariluvesfmeunuuasuniy mssuiifeaiunisdeasmsnans
wuiEesegsiaiedsan $1uau 12 fu Mesuiifetumudiiuresgsiaiiedsnn uasdoiauouuy

NEINULLINNNITHRANITNTNAIARU LSBT TNAL O IAY

d3UNanN5IY
1. HANSANYINMSARENSNIIMANALUUIEFasTidsnadanudsBuvasgsiatiladny
NANT3IAYBIAUNN
nnmsdunwalidedndlideyadAnlilideyafsiumaiaizeaiionisdeasnismaingsiaile
deuganudstu wuihmasBeafiomsdeamsmmagsiadiediay  Inegdsansannsoadsansiiely
Aiannssurenguiuanslé lneaguussiiuddnléssd
1. msfannuazaduayuyivy nslimsdoasmsnaauuuidZeaiieweunsdoyafeaiuns
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5509USNIAATAUAAILIN ASLaSesaNNs0dNaneAuTEuls WU USTW 1Hauldu

3

Fawiaiediny 91in WWnisiaFesieaseanuinlaifeliunisguagUiessezgaing (Palliative

care) lneianfivinguszasdlunishiduinuuaznisguadisegelinanin msiaisesilwendnwal

o

tagasianuilawaslinuariuuuifa "ned" vilrdenususuazeausuuinstanniuy laguTem

af wew 911n (Sati App) Wuneundieduintiednilgvinnueseaiugiciunisineusuiiesuils
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ogratle mslaBesiiyatiunuvasndonisensusitazaimidnvesilivisainaniulinga s
fanseduliginmseoadiunlivinemniu uenaind visw Wisugense $iin Tnnddomiy
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nsaniymaunedouviliguilnaussiiunuvesianvdslduaznszdunisaseniiniluieanis
oyinvasnden

nsdeansnmamaialaglinisaesdunumddglunsainanuddulifussiadiedsny
nsiaBesiinliifisaudaztasfinnissuiuaztileluguaivesssio uifiaansaaienudoules
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Yoamenisdoasmananafiosdnsgafatnanld  Hsnisdeansnisnanauuuooulad 1dud
Facebook Page, Tiktok, Instagram n15l¥8ungiouives wazszuvoenlad [WnsiaGeswuuusnaels
guilnauuziiuense ssdnssstaliitianFedunisdoasmsmain liun msidGosiuauaud® ns
id30r UL Nsta1FeNuNAYsE Tl N3l FesunuA NslaGEesugABuTeInTIALAN
MaaE AT IR AUA NMSEEmILUUNYeIRTIAUAT NMsianEesunEnse]
Yosns1AUA MItaFesiulsraunsaivesmsaud matanEesiunuduiuslunsidud nsia
BosshumnuvsneBsdaydnual uaznsidiFosiuanuidenlodunsdud

HANTITBITIUTUIA WU Nsta1Feaiion1sdeansnsnanngsiatiiedany Tassaueglusssu
1N (X=3.98, S.0.= 0.68) WioRansaundusedusssdrduainanadeunlumiosaiudisu wuin
nstanFesunulszlend aadugeanlasiiiedseysefuann (X=4.16, S.D.= 0.77) 5030570
funsianEemunuaNTR ddadengseiunn (X=4.03, S.D.= 0.67) uazdunisid I3 osHLgaLiY
ﬁf-ht,aﬁlaagjfluwé’uuﬁﬂ (X=4.02, 5.D.= 0.72) MUY UARIFIAITIT 1
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M19199 1 ansriede (X) wazdinloauuiinsgu (S.0.) seiunsasesienisdeansnismainginaiivedny

g5

o e o ﬁ

seAuMsIEIasivan1siodns
nsidiFeaitansiamsnsnaiagshaiedeny N13AANAgINRLNaEAN

X S.D. wuandu
1. AsiaTeURNENTR 4.03 | 067 gly
2. NSETRHNUALAY 402 | 0.70 gly
3. nMsasesrunuyselevy 4.16 | 0.77 3N
4. ASENTDHIUAMA 397 | 0.72 gly
5. ASLANTDIHIUIATUVDINTIAUAD 393 | 077 1N
6. M3taNIBMUAMIUAYY1VDIMTIAUA 393 | 075 N
7. MISLENTOHIUUIUNTDIATIAUM 397 | 0.75 gl
8. NSLANTOIWIUNMNENWAIUBINTIAUA 396 | 0.79 iy
9. NMSENTOHIUUTTAUNSAITDINTIRUA 398 | 075 aly
10. MsENFasHUANUENRUSTUATIEUA 388 | 082 N
11. NMstaNIarIUANUMETE S wal 3.97 0.79 Xl
12. ms@nsasiumsweulaslundudn 396 | 075 N
374 3.98 0.68 an

2. HaN1IANYINTTTRENTNITAAIALUULENISDNHINARDAN B UYRITINAWRFIAY

MTUATILINITARASNITIAIALULIE S Td AR uTaIgsNAedIAY YLAUDRIN1T1T 2

M50 2 HAMTIATIRANLFITUSTRINN SFRATNNSIAALUULE IS edNaroANUEsEuTasgRaodIAY

o a 4 o
mwmﬁwmqsnamaﬂaﬂu

nsdeansmInaALUULENITeq Std.
B Beta t Sig.

Error
FAail 467 | 11 4.211 | 0.000

MiiFesHuRANTR (X,) 190 | 045 | .182 | 4.191 | 0.000**

MaiEFesinugasiu (X,) 040 | 049 | .040 807 | 0.420
maieiFesunUselend (X) 035 | .047 | 039 | .749 |0.454
mweiFesHuRmA (X 039 | .048 | .039 795 | 0.427
MIiEiFesHUgABLYRINTIALA (Xs) 087 | .052 | .096 | 1.682 |0.093
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mMsiaFeviumiudyaivemadud (x)| 113 | 060 | .121 1.887 | 0.060
mstdFosruUUTeInTEuR (X;) 300 .057 322 5.287 | 0.000**
mMstaEewiunmanualvemsidud (X | 007 | .059 .008 122 | 0903
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nMsiEdasumueBadydnual OG,) | 242 | 058 | 273 | 4.140 |0.000%
mstaZesiunisidenladussdud (X, | 010 | .054 010 180 | 0.857
Durbin-Watson = 1.850, R = 0.881, R? = J77, F=111.727, Sig. of F = 0.000, ** = 0.01

INENTA 2 NUIINITADETNINAMUULENTDIAUNTENS BN UANENTR (X)) NSiEEeHuY
USUNURINTIFUA (X,) Wagn1siaEeauAuvine@sdanyeal (X,,) dwmasonudidurasgsnaiiodny

o v a

) a o Qd‘ o
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nanan fil
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1.1 eiBeshunmuanii lneidEessrunnaiRvesmsaud Wuilnalimauindnsosives
sialedsruiduaumifinuen fnanm

1.2 mstenGosrnugaiau Wdeslimsuhgsiatemdodnuoendls Wy oysndduanden Wudu

1.3 maaFeshunusslo Welidnllimauhgsfsteiamndauedils wu aanm¥in
Y94¥1IUMU NSEETElAINYATNT YUY

1.4 énFeshunum Welriuslnevdednuidndud Weiiisuiuusslovifieglssunnmsuilan
HARSToue viseN15TUUINT Wiy

1.5 madidesingadu Welijuslnaviedinumauanuidavesgiaifiedsan Tumsdsou
NANAIITR SPuSuiiaveusedsrunaiuslan aiiassruinnssunanAusE ISR ey

1.6 nMsaSesnumiudnInT AL Lﬁ@lﬁé’ﬁﬂ:u‘1/1WU5aﬁ1ﬁuﬁ@mwmaqaaﬁﬂsqiﬁa§u q s

mouunulsEleviausiamiieitewneauaiil



Niastinamanigsiatudiad U 19 adun 1 unsa - Squieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

1.7 malaFesiuuiunvesnsdud ielrdsmmsuiiiugsiafitiaivayunmsns Ussvvu
Finw Ynarlsfiavihuldlunmssiiuienmsifieandemdsey

1.8 MIienBosinunmdnuaivesauii ielridsaunsuindugsianildmueimugusulie
awdsBu egludmilneineuuanmsianEedsn

1.9 MaweiFesrulsaumsaiesnsaum ielridsmsmsuhesinsiindnfaeidulinsodaunnden
finaun i vidou3nsia

1.10 mstenFesnunnuduiuslunsidudn e dmilssustasssiaiedeasnemiusida

1.11 madEesiuanuvsnededdnua e lidmumsuindnsasvouinsesgsiadieden
Husdnfasivesaulne emilne Wundnsnusildlonanm

1.12 maeFosiunsdenledlussdud Welvidmumsuindermiumsdiiugsia

4. maidBesiaimungasisng uanguszasAldaion

5. MIET09983a319UTIENAN Az e gy

T =Truth C-Continuously $-Sincere
AU JutndauaLIsiaLlDg 234la
TagldnsidnFes 12 juuuy

A-Aim

I-image . o
; najananeiaLau

daasunmanwaiig

TI-CAS

storytelling

AT 1 LInemsaEesiensieansnsaangsiattednugaudsti “TI-CAS Storytelling”
1w Uszaalaeride

NN 1 waasiiuiuwmnensiaGesiionisiealsnsnaingsnasiiodrugernuddy fe
“TI-CAS Storytelling” Usgnaumigasausenaudsilae T- Truth A lE1AIIND34 - Image AB LENYNTEAUNTN
anwal C- Continuously fie Tuirdeustssiaiiias Inglinnsianizes 12 sUkuy O-Objective fio Faauly

U [ 3 . = ¥ a |
?G]Q‘Ui%ﬁflﬂ ey S- Sincere A® ﬁi’NUﬁiU’]ﬂ?ﬂ"\]ﬁ\ﬂ'ﬁ]LL@S@‘UQ‘U



Niastnamanigsiatudiag TN 19 atun 1 unsiau - fquieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

2AUTENANTITIAY

INNTANITE NISFRAITNITNAIARUULANTBINAINARAIUSITUVRITINUNOFIRY @13150)
afuTenalanail

1. MIa1sediion1sdeansnIsnaIngsnaivediay vilaesiuuazsigamuagluseauinnnay
o & < ! oA & asada a a o Yo a v v Ya a ¥ o1
Mdlonadumsginisidtesduisnivssavsanlunisilvldantunsndnduliiindasng o loun
nszAuliuuRnnu nsdeansnsndun dwieame nseduliinausuile uusluaug dilugewan

donnaesiu Holt (2004) Mna1dnisdeasmanaalasmsiazesiilviguilaalaidmniduszaunisel

(% (%
Y

swiuasauatu neluseaudsdiinuasinlsdrlin Sevanvariuideihlinsdumsssuainanalu
doydnwal NiAudAINAANUBINgRLAN NMsnaaLuuaIsosTuduE e nNasTumslendnal
UDIIANTTINA Lieasendnsnriuazuin1snngaasisavy iWunssuiumsniusednsain Usenousie
NstEEIUAMANTR EHugAAY eI UNaUTElEY IEHIUAMAT LEHUREUYRIRNTIAUA AN
ALIUAYQIVOINTIAUAT LAWIUUIUNVDINTIAUAT L@ U NN BAII0INTIAUAT @ WUUTzaUATal
VOINTIAUAT LAIHIUAMNENNUSTURTIFUAT L@ UL Snwal Laziaiiuauonleslu
AINANAT BaasiinadonisiuinuAmsdus wasnsdndulateduila Malvuegiuguiuunagisnig
= d" Ao v [y dl ! ! oA < s = A =
doa1315099717 wenanilfaaennaeaiu Phueanpo (2021) find1331 msiaisealunagnsvilsnuenivile
NNTATNNTINTUTUA Bnviadaduns adenaruaziinanugniussnigrwaziusinalalned
msasesdudiuniwesnisinisnain@ailon (Content Marketing) Nlanundunumludinues
v a’f{ = [ i dy = 1 [ A g ¢ A = |
AAuanniu JedunisasadeniFessnuaswiadudeyanidulsylovlinefganuaulavesngud
e Tilseiulalagandnduala

2. NM3FRANIINNINAINLUULEITBINTUNILANTORUANALTR N1TEERRUUSUNTBINTIFUAT
LagMsiaEeEuAUINeBdydnyal dewadenudiduvesssiaiediny agralileddynisadia
PN [ gj dy 1 ! a A o Y o A oA 1 wa
fsziv 0.01 Malleadumsgigsiuiediaulavinnisdeaisnmsnainlaenisiasesiuauaudives
ax1daum WiEuslnaldvsuindndaeivesgsiaiedrudududifinae Saanmiiuuiunveansidum
ielidrunsuindugsiandivatduayunensns Ysewvu dean dinamlsunldlunisdniiufanis
oanleyndiny Larn15laReIHIUAUMNBTNE AN el IO ITEIANNTIUIINER A9IVTaUINI5UDY
ganaiedsnudundndusivesaulne weoaulve [Wundndunildlanunin denndesiunanisiveves
Kim (2020) #1levinn1sAin¥iFes nsnainkuuia1sedlagdwmuAlonvesdintaauai wuiin1sanises
@ = = o w = v oA v oA A g wa
JunseadiedAgglunisdeansniseainlulagdu niseaiauuuidSeatunnisidsesiidunuaudd
YoaNf wazn1sdeaUGEUSInANILEeII1wNN q dmansenuneuInkaraianudsBuliun
9379g9gn Faaztielasuasanmanvalveawusun uastielianunsaaianagnsmnanandussansnm
uoNANUTIAaAAABIU Arichai & Sarawut (2010) 91na1231 N15AN5A0E1TN1IAAIARUNIAALANNUS

flunskaFeiu Insziseaualavinaregusinatardmalaensaiuanudiduvesgsiaiodeng



Niastinamanigsiatudiad U 19 adun 1 unsa - Squieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

3. WAMINIsAeaINMIRMALUUIE BesTidmarernudiBuvesssiaiiodiay wuinisdeans
MsmaALUUIEEesTidanarienmiiiuvesgsRaiiodiay Ao 1) 1dEes9nANeS warhidwanss
yusioyanadY 2) MIlaFesissenszsunndnuailarie dosiivesosdnsiitetieifiulszansamlu
MsEBemasinUsEaviamnsdeansnisnann 3) mstanBesiesdinrhunuduindoustisieiadag
TdnsiaEes 12 JUuuU 4) maiaFeadesimungnssne uasTngussasdlidaieu uas 5) maia1Fed
Fosasussernanaidauareugu aenndesiuil Based yuUszys (Msdoanssewineynna, 14 5wy
2567) InanidsddalunsiasesfiverliAnenudidude sesarnulusiiinandafanis Ae
Uitmeunfiaaiuiennesstuldeeals sdnssiviedudiuesndls weidhiFesananuaedewin
sty wenanilfiaenadasiu Wongmonta (2012) #ildna i maddesiiesnsesunmanuel
fufunsvenafinunuaufivensduiiinstisatuayunsiuaualiuinndud wu metad
1#5u mafivtuegamaiiivessenis nmsiiyaeaiiideideanlindndaeiviouimsvemsdud fns
Iohusunagvdiiteduindeulsitinmsdidumsedwiaileadielifuslaaiansandmsdud Tagosdng
g3 dsrmuaimne waynguszasdvesnsianGesiumsioasmnaaiiolianunsaidenguuuy
BsnaGedldivnzauuazasnndosiunidud naenauaiausssimaislauazeugu aoandediy
annsal Uans (Msdeansseninayana, 18 Wwiey 2567) fina1nin maaFesiidausisanaslusda
Prwadumnuihdefouazarulina uenanissaonedestu seiu ludall (msdeassewinayana,
20 ww1ey 2567) indnin maldFeaiieligshailedinuiAnmudsiu dosaiunimeide uazviili

ussenAlunisianGeadlegileiliudiidneveu

Ualeuauuy

Forauauuzannmsideluasell

1. fusmsgsiaitedsnumslrimuddyiumsdeasnmsmanauuuian&es nesimsdniuuams
shumsdeansmnanauuuiazes liinulazsiellos

2. msfemsmanmavesgsiafiedsnumsidumsidiBemneutieiainsnmdnuaiiflug
93AN3

3. thedeansmsnann saulUfsdeanseshnsmsazdeansFessseBoaariunuauti Usunues
wanSasiieuinsTidanueraidle Sussthelunmsiadulatedud wiieuinvesuslnauiusngsdu
wazvhliuslnauesauiiludydnvaluesmssiiugsiaiodny

4. methuwamensieansmseaauuuaZesidssaramudiuvesysiaiiodnumsuiul iy

AUAUUIUNUDIGSNI



Niastnamanigsiatudiag TN 19 atun 1 unsiau - fquieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

datauanuzn1Ideluauan

1. msAnemsaliunsiudnuaznisuendudnuagsia viensuenUssunnssninegsiaduiiu
satauims Wusu elrlsnansisenifimmamesinzauazannsmilulssgndldlsoaiuszavsnm
sy

2. lumsAidedenmunn mstimsinudunguiuilne sulufeislanlddudetuednsgsio wu
inwnsns visedwmanaiens s ielinsuisioyaiifendesiunsdeasnmsmanauuuianzeslusmes
GURTEH

3. msfinwdesdu q flendsadenisinduladodudvieuimsvesgsiafioda wu taded
Uszamvnsmssana Jadumsnanaiavia Jadesunisdeamsnisnannysannis dadesunnusuiiavseuso

dapu guwuumsldde WWudu

References

Arichai, A., & Sarawut, A. (2010). Development of the concept and prototype measurement for hero
brand in marketing communication. Journal of Communication, 28(4), 1-20. https://s002.
tci-thaijo.org/index.php/jcomm/article/view/86319

Carroll, A. B. (2016). Carroll’s pyramid of CSR: Taking another look. International Journal of Corporate
Social Responsibility, 1(3), 1-8. https://doi.org/10.1186/540991-016-0004-6

Chandranamchu, N. (2020). Development studies: Diversity of paradigms for sustainable
development. Wattana Panich.

Holt, D. B. (2004). How brands become icons: The principles of cultural branding. Harvard Business
School Press.

Jenkins, H. (2018). Convergence culture: Where old and new media collide. New York University Press.

Kajitkawan, K. (2021). The art of storytelling in communication studies. Journalism, 14(3), 9-85. https://
so06.tci-thaijo.org/index.php/jcmag/article/view/250754

Kim, J. H. (2020). Storytelling marketing strategy based on utopian value. International Journal of
Advanced Culture Technology, 8(3), 38-44.

Kotler, P. (1997). Marketing management: Analysis, planning, implementation, and control (9" ed.).
Prentice Hall.

Kotler, P. (2020). Marketing management (18" ed.). Prentice Hall.

Kotler, P., & Armstrong, G. (2017). Principles of marketing. Pearson.

Kotler, P., & Keller, K. L. (2016). Marketing management (15" ed.). Pearson Education.



Niastinamanigsiatudiad U 19 adun 1 unsa - Squieu Yseand 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

Lucaites, J. L., Condit, C. M., & Caudill, S. (1999). The character of the rhetorical situation.
In J. L. Lucaites, C. M. Condit, & S. Caudill (Eds.), Contemporary rhetorical theory: A reader
(pp. 213-216). Guilford Press.

Ngensrisuk, P. (2020). Digital marketing communication strategy for attracting tourists 4.0 [Doctoral
dissertation]. University of Phayao Institutional Repository. https://updc.up.ac.th/
handle/123456789/934

Office of Social Enterprise Promotion. (2019). Social enterprise. https://vvwvv.osep.or.th/ﬁqiﬁﬁ]Lﬁa
FipuiSue/

Office of the National Economic and Social Development Council. (2023). The 13" national economic
and social development plan (2023-2027). Office of the Prime Minister. https://www.nesdc.
go.th/ewt_news.php?nid=13651

Phochankit, W. (2022). Factors affecting the development towards sustainability of quality accounting
firms in the central region. Journal of MCU Social Development, 7(2), 367-375. https://s006.
tci-thaijo.org/index.php/JMSD/article/view/259901

Phonsuksawasdi, S. (2020). Online marketing communication strategies to promote tourism in
Thailand for foreign LGBT+ tourists. University of the Thai Chamber of Commerce.

Phueanpo, Y. (2021). Storytelling management strategies for destination brand communication
of Ayutthaya historical city, Phra Nakhon Si Ayutthaya province (Doctoral dissertation,
Silpakorn University). DSpace at Silpakorn University. http://ithesis-ir.su.ac.th/dspace/
handle/123456789/3968

Schaefer, M. W. (2015). The content code: Six essential strategies to ignite your content, your
marketing, and your business. Schaefer Marketing Solutions.

Senge, P. M. (1990). The fifth discipline: The art and practice of the learning organization. Doubleday.

Sundararajan, B. (2018). How Lego built a social network for kids that’s not creepy. Harvard Business
Review. https://hbr.org/2018/06/how-lego-built-a-social-network-for-kids-thats-not-creepy

Sustainability Management Process. (2024). Sustainable Business Development Center, The Stock
Exchange of Thailand. https://setsustainability.com/page/sustainability-management-process

The United Nations Global Compact & The Rockefeller Foundation. (2012). A framework for action:
Social enterprise & impact investing. Author. https://unglobalcompact.org/library/173

Vanichbuncha, K. (2018). The use of SPSS for Windows in data analysis. Chulalongkorn University
Book Center.

Wongmonta, S. (2012). IMC Trend 2013 training document: Communication trends in 2013. APR.



24 Nssimamansgsiatding U7 19 atuil 1 unsieu - fiquasy Uszdd 2568
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), January-June 2025

Woodside, A. G., Sood, S., & Miller, K. E. (2008). When consumers and brands talk: Storytelling
theory and research in psychology and marketing. Psychology & Marketing, 25(2), 97-145.
https://doi.org/10.1002/mar.20203

Woodside, A. G. (2019). Brand storytelling: Theory and research in strategic marketing and
communication. Routledge.

Yarbara, P. (2020). Doing good for society... can still fail: Reasons why social enterprises collapse.

The Standard. https://thestandard.co/social-enterprise.



