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3. Yadudiuypranazadunisdearsnisnainlifianuduiusndmadenisdnduladodua
WUSUANS Chanel wikusuangadsliruddyiunauyasuanAfivuyey (Community) wusuavg Chanel
WnTuiiteniauwazdearsiiaenadesiuusaz Uadeuaziinfsauunndiaresuslaausaznay

Ippgramunzay
AEAY: N15FRANINIIRaTR, N1sinaulate, LusuAng Chanel

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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Chanel Jumbo
Classic Flap

Chanel Small Clossic
Fop Bog

Chanel Medium

Classic Flop Bog $5400 35,200 $5.7%
Chanel Jumbo
b $6200  $5900  +51%
Classic Flop Bog
Chanel Classic Mini
$3,500 $3,300 +6.1%
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Chanel Classic
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Wallet-On-Chain
-
Chanel 2.55 Reissue
225 Bog
Chanel Boy
Wallet-On-Chain
Chanel New M/L
Boy Bog

A 2 nsiulnvessIANsELn CHANEL
W8 990 Money Buffalo (2562)
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TnganzduiUssinnnssd dwmsunwildunisveneivesdusiuusuavvedive lasuanudeuuay
Ayaulannguslaanguauinginssunisuslaaduiiuanseiy lnslaniznguau Gen X dediolad
< ! Ao 1
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a v ¢ Y y A vy = 9 = - 1%
Aufusing Chanel vewuslaalulszimelng” Welansuisladonisdearsnmsnainiianansaasng
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1. uUIARBDIUUTUAYS (Luxury Brand)

Dennis Morisset (Kannanat, 2016) nandn wusuavsfosaeriouanududa Jianuwansg
Tumsuilnauususvguesiuslaemsdsnmdiluiiosonsldfunseensunazairadnuns filesiunneg
Auduusuing (Luxury Brand) \udumiisvesnszuiumsadsrudunsdsendugs arufoels
Mnmadeulesnnuensuvendnnsiusiuayguviemanidnlietu

2. mqwﬁmiﬁ'amsmsmmﬂaﬁﬁa (Digital Marketing Communication)

Leavitt (1964) Wimnsmnerin msdeansidumsienenuazuaniuasudeiasiassrineyena S1uun
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v I

wan1sdeasaemIanlun1sdeasiddiinansuasisuimasansafiagneuauewionu ausonould
wazUSnuvseny

Naphawan (2016) na1vin mséeansnisaainusenouse nslawan (Advertising) Wunséeans
lldymrnausdoansiiunisdelnsiied Ing Ussrduius devans nisdefiun Suwesids 1Jusu

v o 6 . . a v 4' v Ly a 1 d" N v e‘a"dl 6

NsUsEdIRUS (Public Relations) Hthvsnevanieaseinuai ANut@eiouaznMaNwaNnseaIRng
lalaensly Tusths anmng s1eaulszdnt Jusu nmsuelaeyaaa (Personal Selling) lun1sdeans
flugnAlaemsaLuunilsonils Fennsdeansiuasiierdesiuimdnduanuasnistngegnavigedummvie
USNTVBINNUTEN Uazn1sdaaiunisuie (Sales Promotion) ufianssuiinsesuligndmaaeddudnsious
A A v sa 1o a e vy vl A W v @ % ! a @
FordAnsuan fodndunmsiiunmumiviiugdevseduieme Inenilvaglinisdaasunsveglunmsatvayy

v [

AINTIUAT LW NMSUTEVEUNUS

¥
=

fefuiideiadonnnuiiiioosuns msdeastunduiimane fo inlesdiongnamileiivasadng
Arwdiiudinssuiumsuanisudoyadnasanudn deiienie anuddnseviayana Aatulng
M3NEVBAMINNUUTUANT Chanel vihwithiidsanssnudesng o tieassmudnlasenduthvane

3. LLu?ﬁﬂnizU'aumiﬁﬂauiﬂ%a (Buyer’s Decision Process)

Kotler &Keller (2016) nanam ﬂizmumiﬁ@ﬁiﬂﬁ]Lﬂuﬂszmumimﬁmﬁwaﬂ%uﬁugwuﬁiﬁmuwau
fauvepaddlunsinaulatefiuiaimesiuilng dsifoUssaumsaiimualunsdoud madon msld

wazldnsensmsvealindnsiaue neguslnadninseuiunisinaulagean 5 Tuseu loud nssustadam
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msfumdeya nisUssiiumarmadon msddulate waenginssundimste lnensruiunstedusiuiey
nsteasuaraziinanuundnlusseznau fuilnauisauentasdndulatedudaindgminuly
FAaUsziu denssminiedoiansed dhnmsnanIsdosiamnianssuuasiinssne o fansadiis
fuslaalunndunouvesmsdndula egslsiom fuilnaoiveslildinssuiunmsinauladernunsuia
5 sunouauely uienaduunstuneu

Faifu fideadenuunfanszuiumsindula ileosuiewmpanisfadulavesuslnafiewysusivg
Chanel Hunszuaums 5 duneu Téud mssusisapm nisdumdeya mevssduamadon n1sindu
Ta%o uagnginssumdniste

4. wrRanginssuguslnaeaulall (Online Customer Behavior)

Pitchayapan (2020) l#ia5u1ed1 nafinsaugusing sneds nszviunvientsnssvidlunsdento
dnAulald uazanavdeanilalindnfosiieuiniud Minduusazypravidonduvesynna ilsvana
atanndemadentedudiilutiytusaseunaslasmsfinndosemgingsuguslng Wunsfnwdnuoe
nzvesiuslan ienenesheudilarnudesnsveanguiiuslnathmne Usuiliudsidsvisnase
mssindula nszuInng nMsteAufiaruints luvaigdl Richard & Chebat (2016) I¥efueri Sumediin
Huundsdeyadiflaudviouinisegiluduiuinn viliinansideiieaiunginssuguilaneeulay
dTunilude

faifu (AfeTadonmiunAangfnssumesuslnneeulat esuensiiguslaaainsadududeya e
Wsuieutoyaroumsindulate uwardssdunansliaudwieuimsvesie suludmsiidusima
ooulatfuiumimerutomnesuladlufanssumnsnanaiinisdnfiedesa 9 viliAsmuiiaele
wazilimunffiranansodssadenisindulatoduiuusudug Chanel Wulumuiluusudaanss

NTBULUIAN UNISIVY

Uadudauyaea

1. e

21y
)

L @0UAN

. AR
o

21N

s1eld

N omoe e

o o &
- quanA msinduletedufuusudug Chanel

— vasfuilnaluuszmelng

Hademsdearsnisaana

. mMslawan

-

. MsUsyduRuS —

. MSELEENNTTUY

A O N

. mMsninauwiY

AN 3 NTOULLNIARINTIVY
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Wenllunsiy

n91densailimsidedeiina (Quantitative Research) Taswfudiayadsuuuasuniuoaulat
(Online Questionnaire) ngusetsTildlunsAnwIATe fe Uszwnsluuszmelne TaeimusliiFoady
fuslnafiaelitouusus Chanel agation 1 A%y sevinsdnglina. 2564 — Un.a.2566 Sdldnmsdusinoesdi
laiodemnuinazilu (Non-Probability Sampling) LﬂumﬁﬁaﬁﬁﬂmmﬂﬂémﬁﬁL'E"aulﬁu lI/NAMEeN
LUUIWELTE94 (Purposive Sampling) snumaudnuauzdirvualy siudedsauiaietnes Faduma (Page) 7
figAanulaidaandn 100,000 GRAAFNY 13U 4 LN

el uammuuanduiesndivausnuiiuiuou ssiueuderiutosas 95 uay
AmanuAmAldeuTisziiuiesar 5 lneTsnsimunIuInYeINgNFIeE BN AIIARNGATVEIRBUATY

(Cohen,1977) 19371171 400 fnoena

NaN13IY

1. fayaduyanavasfuslnaluussmalveiiae lideuususvg Chanel

wunguiegsdlve Jumends Soeay 64.9 flony 26 - 41 U Sowaz 74.8 flanunmausd
Jowar 49.6 UszaunsAinuUSeyens Sogae 76.50 Usenauginaadusd Seuay 41.0 fiveldindedeiiou
50,001 - 150,000 U ¥ewaz 37.7 egllugiinia nsammamues wayUiuuma Jovas 41.2 uazilnnuily
nsteAuALUTLS Chanel melu 3 T d1uu 1 - 2 Ay

2. Hadvdamsmananaiideadenisindulatioduduusudng Chanel

ywud Yadensdeansnisnannveuusus Chanel euAniulnesimeglusziunn Taefiawdn
WiusunsUssndtusinnian sesaunde sunsuelaglindnem funislavan wagfunisaaiy

A58 Aal

M50 1 N1sFeaNINIIAaIRdINanani1sAnaulageduALUTUANS Chaneln13daa1snsnalnildinase
nsfndulagedum

nsdeansnsnaniidewadenmsinaulade x SD. FTAUANN  DUA
Aufuusuang Chanel vasduilng Anwitu

1. aumslavan 4.10 0.51 11N (3)

2. aumsUsEdunus 4.21 0.45 N (1)

3. AU TAAATUNITVIE 4.09 0.51 N @)

4. pun1svelnglgwinau 4.19 0.52 N @)

Anaaelagsay 4.15 0.49 11N
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3. anudunusvasladediuynananazladenisdearsnisnatandwananisnnduladadudn
WUUAN3 Chanel
wuhladednyarauastidunisdeansnisnandmasenisinaulageduauusuavy Chanel lng

s liiaNuduTuS iU AUNaINESIeN 2

A13199 2 Puduiusvesiadediuuaranar Uadensdeansnsnandumasenisinaulatedumuusuang Chanel

Uedudauyarauasiladenisdonns Pearson  Sig. (2-tailed)  sTAUANUAUNUS
N1IAAIN correlation
1. twet 145" 0.002 Fuiudein
2. 91 -.027 0.562 Laifienuduiug
3. d0UNMW -019 0.682 laiflanuduius
4. SEAUMIANY 103" 0.027 Fuuden
5. 913w 096" 0.039 Fuiuden
6. 318/la .001 0.984 laiflauduius
7. oilma .004 0.927 Liifiadnuduius
8. siulaiwaun 544" 0.000 fuusurunana
9. AMuUNTUTEEUNUS 621" 0.000 fuiusurunana
10. suMsANLE NN 516" 0.000 fuiusurunana
11. sunslawdnaue 576" 0.000 fuiusUrunans
39U 233 0.293 lifianudunwus

Jaduduyaaa fu o1y antuam 1eld gfinie lidmatenisinaulae wusudvy Chanel
il tgtuuslnafitoauduusuivsarbildinauladennnsdemsmsraauoausud nsiguslon
Yodumuaraetiudithiodu q oty fuilnafiongiien vide Gen Z Afineldnnmsvhaues vie an
AsaUAILEsEINAL AR sHeuU UM Sumsatsmliiufivensuludan vierlenduagsadmin
fansofouusuivslalisuiufesifgusgadaduniludoariiu fudu madaduladonusudusbil

Anann1sdeansnIsraInwUsUAiese R undsddyfe Jaduduyanaidoul “seld” Mitaswase

NSPAUMLAANEIBNAEY
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aAUTYHANTIAY

1. thivduyanaiiuandsiudamaionisinduladeduduusudug Chanel

wuh Padediuyana fume 01y wassRunsAnwfiwensatudssademssindulatedudn
WUTUSTS Chanel unnsaifu Wesmntagtudmdiernuddryfunsdentdauduususivg faanntu dielils
Sunsseniuanaudu q Tuden  Ussneusumisufiasioufvsatouuazmsuanianiesyanaty o
Cang (2015) fumsnwies “Hadeeiey wavduUszaumansaaneiamasonsiraulaEondodudn
wusususvesvdeiovhaulummngammmuns” wui mendeiiegluansammuvnuasiimufniiu
Aeatuadeslunsinauladosyfissduun

Tneianegsiauususivg lnomevdsdnasiensindulatoduiannnimene inandefiengegluta
I 26 - 41 U a@ounm ausa seaunsfinmnseaulSanes Ussneuendngstadd selaremou
50,001 - 150,001 U™ s?fﬂuﬂmqﬁu Kamol (2014) wuinwemelsiadeslunislduusunus Anduosas
57.25 vhlAnenusilanddndaudugs silFgiuauiiuasi esnseduguesnadenn Wednelfasiu
fnasdenuusudusdrefiundu sueiiouvemandudigs

i wusus Chanel ensvineudlasteJadudauypaadusig 4 Tnaiamzsuina a1 waznsin
fupnensdsdsmadenisindulate evuinssiaudomsdednvenguidhneesndddou esn
Hagtunusuddosiuiuasidentitesmansioanstimnzaunazaenndesiuanuaulavesuilnaidy
ddiy 07 naw Gen Y uax Gen Z Mlnsutmansiiu Todeailifeidundn  driunisdomsthudems
saulaaraninsoasumsiuiionanualvealusud  way danuvainvateunnnitlunsiniedoyadians
goauusus lidinasdoansitdon (content) drenmils, nmadoulvn (Clip VDO)  vi30rNURNII8VEnaNI4
AWAR (Influencer) ngu K-Pop wag T-Pop suilsifiiiieidedulssmea uazguuuumsasnenguuniundy

Y

' ' 1%
= ! =

fiflruAnFreuuLe (Loyalty) Fsnduilsinasiiidswedumagsiilouasnanietodsnsinungu Facebook
diouaniBeutsyaunisainiete - meAuduuTuigiutesseaUlmifisnLarsne e IAE LY
7 wusuismsiautesansianslimenadestuuianguiihminefiungAnssunslitanfiuasunuag
otasiailadlugatiagiu

2. iieAnuihdsmsiessmananaiiuanssiudenadanisdaduladaduduususvg Chanel

Yadomaiaiesiiodearsnisnatnves n1sfinunided Usgneudes nsnaiadiunislawan
msUssmndiug msdaaiunie warnisvelaglininauiiunndatudsadenisinduladedudn
LU Chanel fail

1. munIslae

HafosrunsTawan wut uslnadadulatoduduususivg Chanel :inmslawantinausdeya
duiitauuasidoiiaasansaaeuls mslawandugmsdvdnanisiuaudn (nfluencer review)
nslaaniisunmuasdevniivhaulauasiagela uay nislawan vuiulsduasiedetnedsauooulat

Wesnnmslavanduesesdionisnaiafianunsadeusouazdeaisnsidua (Brand contact) lniiangu
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Wmungladanu dedunmsiuusuangalvgifonldnislavanmeyaianisandvhlinsduieyly

Tavasuilaaludududu 9 uasiiuernuuananeseninuusuaiuguds swinnsdnduladeluign

Y
(%

donmdadiiu Porpat (2020) inuiinislasan lnasensindulateduriuiilondeuts lnedusing

TinnuAaiuiunslasaniinadenisindulageduinuinilaudeuthegluszduinn lnenslavaniiu

A Ay a

dodsrupaulatl \Uudonguslaalinuddity innnidesmdu o lnswmzdsaviigusinafinauauls

uUDITUNMSAnaUlaTe
2. MUMTUTEIFUNUS

[3

Tadumunisuseanduiug wud guslnadadulagedumuusuang Chanel 31nNsnnanwaing

vad o

isgivla finnuindedie Wuiilounaussma wasinsdenliiiideidusilasumssensuseaulanin
Hundiwunes JsaenndosiuNaphawan (2016) find1nin mMsussdumius (Public Relations) unsas
unmseaalunsadieans (Message) vialdovmdmanaiiodnganduani wiludnadnsinrauisnuas
naugndn TngnsedeBessnuesuion Didwanendniioainsinuai mmundedie uaznmdnualiidse
padnsviTe nanSlsiuas ey uenINtsinwAudRLSTIR ST UTTd LY dawde T

dldtv k%

donAdesfuThiraphat (2012) Awu Weasduminisadanudeulomatuguilaauidussesaaiuiu

Y

=

dwaliuslonfnnssuiimamuaranunnienasauilunandy 4 Feoiafniuainyssaunisn
nsliaudnene Wefuilnadindrenaud enudilatoluswanfiannsaifnuld

3. PNUNTANATUNTUY

Badedunmsasaiunise nuh guilnadadulodoauduusudug Chanel amnfinssuusefuaudn
paenegMsliau fRanssudaadunsmeiulanlmivazdriuinfgela fmsaisumdumsuaniudey
I1ans TRanssuduaiuMsneRnTmLAIieINs uasiRnssduaium s e usULU ULy Baiy
L"fluﬁﬁmmmwmﬁmmmﬁ%’mﬁﬁwﬁaLauaﬂwhw%a?%@ﬂﬁ]ﬂl,ﬁw (Extra Value or Incentives) dvSunansious
ifuntinaane fias e viefuilnetugeiie ielanunsonsesunmsuelyisdu aenndosfuNattida
(2020) wuh e wdiiuSsEwanaYSMsAsaIensaatunsiaduladenarliusnslssnmeun ALy
poulav vesiofulumnnganmmuas Gahumsdasiunsnenguiegidrimsddrfumsdafans
fimsmaloma viemaniasng o sensashianemniian wandidiuh nsduasunmsredusnduegnabs
wrndudditenssduliuslnaiaauaulaluiud wasuing ausedulate

4. snumslinineu

Hadedumsnelnglintnemu wui fuslnadnauladeduduususivg Chanel mnniineuesdi

o a 1%

ssungtayauazuuninduAlan winsuvedanuunteieuasnsvaeuls wasntdnauuieliannuanin

saa %

doutlauuaziiuyudduiusnfaenndasiuNarongphon & Patcharanthai (2018) livinns@nw Jadedau
UszaunenisnaianasUadenuninnisiiusnisidmadennuseanstesinsesid wusununiloaasves

Sniulnideunuszuueeulatvesfuilan Tuwangammumunasuasyuama Tusiugauninnsuinis
aunstinnuiule suenudilakaesuinnudeans dwadernusenisdesinssidiiusunuuile
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Y 1 v a

do1 Jananlain nsldndnaueiianudfysenisdndulade WesnausaliudnlagnAnsenin
fanuAwazauAIAgTlasowuTuANg Chanel AdANUWANAAULUTUANTEY 9 10 WumsTidesue
wardoruuziinsaluasaninsaeuld dskiniulanisueiieed1aien Ingnneninnunguusud
nydnlngaglasunisiindusiunisuinisandn dnwaenisdeasiuuiteuivaziinlagna (Empathy)
ausapllidusinadnduladeiasiinanudseivlaseuusunlalusyezend

3. afAnwAnudunusvasladediuynrnanarladenisieansnmsnaiaidinasanisangula
aly a 1Y s
YaFUAMUTUANS Chanel

WU ANLFUTUSIEninetaduaiuyana Ao Uadudiuyana AULNA 818 81T SEAUNISANY
dnunn ela ilne Auladedeansnisnain fe dunislaan Aun1sUsEdUTuS Aunsdaasy
n3e way unisueleglinineu dwasenisindulatedumuusuang Chanel lnsnmsu lidany
FuuSiU @4 Purgat (2019) Anw1ised N15FRA1INIINAIARIVAIINYHNBWRIUIINATIBUARR NTIUTEY
= ¥ ! Y A A o av A | IS a A Y a Ao sal
Wigutuuseina wud guslaaanUssmanvinsidedearsiule@vaiiifevewnaniingUssasdiiunn
#n9fiy ALt UaRAzTaNANE I UNARA YIS oRUTUA luagiuspudamdldidavaniniiaue
lngusen nsnguslamdlnydnduladedumiusuans Chanel 91adisnNvaeme dalsenaume
Uaduduyana wazladesunmsdeaismanainiunndeiu Sadinanisfinwiinuie 2 Jadeld
AnuduTUSHaiuinIN wikusuAnAgeAiatsnnuduiusinettesiu iefineimuiuasdoanslv
donndesiuusasladouazidntisnnuwanaswasuilnaudaznguldogiuvuigan danu wusuadnlu
Y 0 £ = L3 dl 1 1 U a Y oal dl d‘ VY o a v U = )9 U
osiliivesnuseneunidwmasenisinaulavesfuilnaivainvaty welviguilaalansevindennuduen
UTIANNABIT8 Wagn a3 NUTEAUNTAINATENIUTUANUANANUARNISNT UL T BT WAz BUAL UL

Hou 91nnskasuAnuianelanunnvesdudi Wesnnuaddenuinguilegdlnyilianuauls

v v a

Tuwusuding Chanel Wungudusing (Gen Y) Sethuuusus Chanel maslmanuddyfuimends annndi
mene Turiseny 12 - 25 U (Gen 2) wafilnafifisssunsdnugenintSyayws deidunisvene
Temansiinfanazairsnssuitenguidsangll o luouan nedenldthadvdoasnsnan sunis
Tawan msiunmsiaueteyadumidnauasiderioriwmaaoulsiuromadessulatsi q fidh
fald Fumsuszandusiug msiunmsaianmdnualiifinussila viliRemuiidede funisds
wdunsne msdliiimssulssiuauiaanoignistinu msuimamdmisnefinseunguitsiiunis
gounenuaziasulsiuil maquailinnuazmniuguslnnogisgean sumslininnue mssjanig
susHlaUsEavBamiuniinauee finsesunedeyauazuuzihaumlsanm danuideieuaznsie
aoulsl msimnuiiFesdumetinsuiiu lithlansve Taelunsuimsifiasgumiloudunn
Swahlan leairsnisveniunazanuuszivladeuusudliluszezon suviliiAnUszaunsaliBsuan
flandnsentinfennuunninsseiauuTuivg Chanel funususngdu 4 Wodwmaliignénduunided

AnltusUIAM
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daiauauuzNIITY

1. WUUig Chanel msdeansiilev (Content) fundu Gen Z fawzanzannniu mutesm
paulatl fogULUL Multifunction Ao nmasiiiovnauadunsydu sikendudu 4 fidemliunin

2. UM Chanel msatfuayu vide ueuaviBfimy Aungusmugn@Tivue (Community) WU
3 Chanel snugissnseoulas] uenilenniifleglifiumntu 019 g micro -nfluencer s

msuwuulnindndariiieliianssiuasdunmsnszaetiasiiugnmiliasalalaensy

forauauuzdmiuniduasadaly

1. mefnwaaeluaastinisduntualidedn (n-depth Interview) Ny Gen Z uag Gen Y iite 1l
Teyaidednsethfonisinaulatioduduusudug Chanel

2. mafinwadadtely msduuansnulfamsazaaiieas|ddeyafinsuduuasdaunnty
979 nauhvsnenAwiensuu vsenguitwsnenalea

3. M3fnwIATIRelUAITANWIUEUTENBUNITUUTUANS LTBRNEENEUINKINITHOANTUDILUTUA
suidsans wWelulsslevidsotinnmsnanuarnsuszendldiuwusuadu 9 lasely
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TumsihaueiaulanavanavnedenitaSumuviruaiuaz i leuvasurazyana
AEATY: NAIBNMTIATEY, NMIETNETIALLEM, NSHAALEVN, ENTBVENanAILAn

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
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msnsreivesioyanazsmasiivanvaneniu Tnslanzagnads YouTube duduniiduunanviosu
fldsuanuieugagaitilon Tinaedumudnasdddmiudemiumsviondion fldruannsadigs
Foyamaiiuna Thanuiviondlen wasmuugihvnunsvisaiernngmssdvsnaniamnuin vienieines
(Creaton) fdladnsthiausiivannvaneuaziduiondnual

{nseBvBwasnLAnfuMsYiaaTien (Social Media Travel Influencen) lnaneiueniiwitansnsa
asaselFerneiiuddty Tnensutsseiuresmsadvidnamsanudnludedsaudulatinisanideduuems
T suarAeansiiatu S sadangunssiuauRnemalded: 1) End User ffinamarssing 100- 1,000 Ay
2) Nano Influencer #AnAMN5z1INe 1,000 - 10,000 AU 3) Micro Influencer HAAAKITEING 10,000 -
50,000 AU 4) Macro Influencer E:\Tﬁmmmzmqﬂ 100,000 - 1,000,000 AU ez 5) Top Star Influencer
AARM1ULINAT1 1,000,000 AU

nsAnuIEfuUNUINLaEBninavesimssdninantinnuAnludedeny Tnslanigluduy
mavieailen Sadudesifinnuddyesnsdstomavinaudilaisiinsatiation uaznansznuiifety
sofjuilnauazenavnssumvisaiieafinssdvsnannanuAnsnunisvieaiiey (Social Media Travel
influencers) lsnanerdunguitiiunumdalugnamnssumsviesiielugadava yonwnluaidvsma
Tulaneeulavsionsdnduladonaniuiivieniien uaznsairaussiumalalifugmilunisifundlugs
mnefiortlsieoduiiinuneu maiaueidovviesdleafusniauasiendnual saufivssaunisnl
figlaiduiizinegnanianns dealimssdvisnamadannsoadenuadalusouiiuasimaviondio
Toale) 16 (Vuong & Sid, 2020)

Turniziientu waltunsduneesinvieaiisnsg1idass wiefienin Foreign Individual Tour
(FITWaFree Individual Travelers (FIT) fifisnndustnwiaiiles Tnonisvouilenagiedassiiunndisan
MSAUTMILUUNGLTIS (Group Tour) Fstinvieaifieadimmaveulunsdnmsuumsiiumaiasidonanui
viealadnemuies nguiinvieadien FIT WunguitidnuasiamzluGewemsindladonuinising 1
liazidumadenidunns Tsusy viefanssuszrrinemafumsiaenadesiuaufeamsvasusazynna
(Li, 2018) wagn15An®1989 Nils S. Borchers Tuiite “Social Media Influencers in Strategic
Communication” lfitfufianagnénsioansvesinssdvnaludedny Tnenuinimsdvinaannaaing
nsiAsuuladudaginssuvesdiuamsld snddeidliiud fnsdvswaannsnaininisdoniosi
"arunfuaie’ (A Call for Authenticity) Gatneliifuasnavauosasiiamudesuludeviiviaus
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fisnemenuszaunsninssosnainaula rewmpamanl fAnwddldinmsAnunmelide “naliniadides
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NUNIUITTUNTTY

1. wurARREITUNsBYEWaNIAIIAn

MIENTBYBNaNNANLAR viFe FIBnENan1ANAn (nfluencer) ladidnivinisiinumaneg
TumAsevdaionansmdmnslih yaraiuanmgingalan faademiduinssfudesda onvailag
masalaviselaisda Hdwalsiisvisnadonsindulete dewadensldauivseusns (Chatoyaporn, 2007)
tnvmslusisUssmaldbivufnuasnguiiuinsadvisnan1snuaa (nfluencen) vie KHIBYEWANRAILAR
yvanufis yaraiguslnadeiovieltsnadslunisimunenien (Value) Viruaf (Attitude) wazwa@nssy (Be-
havior) Wipagdlaetnemils (Schiffman, & Kanuk, 2004) flafldens Ratluiiiidodsdludosady uiduns
|eEeq vieuonLENEeds Teyarng 1 Augiudeuvuidufuesnsaunanlingmsdvinamenufnuie
{FiaviEwansnnuAn Tdnvasvileudiouguiuuuuilougiiion

2. wuaRaiafiunsESes (NarrativeApproach)

Maa3es (Narative) 1udnGestisntagdugemiliinrmada msznsianuiiZeansianFes
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afaasienauigaiuanvesdesindaiuannsfuisulunnenduiy vienaddedusUvemss
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(Explosive story) wag NS 30eTiTlATIES UL (Spiral story) (Berger, 1997; Truby, 2008) a1
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- TAsaF0a (Plot) ymnefls mMeUszanadfuianisal edrslivewa fgagoisng enaaznanléd
1929611 HINAT kALABUIU (Maronee, 2008)
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WAZNSHUINILERAEN
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- MIBEUIHLEeNA Faaddunuminnluwinisssnasesasvioudn (Reflection) WalitaFes
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& ' v v ! A A . Y ' | a v A 1Y)
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Aung e ez wazdlsan

- Foaan (Narrative) {uvnadienvils (Alternative Form) vassyuudayatieunau (System Feedback)
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feuddaunniussuududeuidussuuwsnsususa (Self Adapting System) Saaianazanunsasdusaui
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Aoumg ufwaskAnneIiunsasassailoniluinanlasy YouTube wuin dndvinistali
AnumeglIfunszuIunsands luuwanwasy YouTube (Miller, 2011) asil



Niastinamanigsiatudiad U0 19 adun 1 unsa - Squieu Ysead 2568

Dhurakij Pundit Communication Arts Journal Vol. 19 (1), January - June 2025
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3.2 fiodliteng (Be Informative) AnamanmauTudsddy uinslimnuiitimuddrlides
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4. wurRangINuNTTUIUNITHENTaAAUIRLE
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& 1 a A a a [ = v 1 a a a

JuNuRUnauNKandandlInle Wumswsumnoundndanduinle
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AaURAle Uirapath, 2017)

YunasnandanauInle (Post Production)
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1) nMsdinsinnIw (Editing) 2) Nsasdsaiazauns (Sound and music)

5. WuIAANEINUNITYIDINY?

a 4 Y} | a [NIRVERN = a o v a | d' v
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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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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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Abstract

The aims of this research to 1) study integrated marketing communications affecting users'
personal car purchasing decisions in Surat Thani Province. 2) Study the marketing mix that influences
users' personal car purchasing decisions in Surat Thani Province. 3) Study integrated marketing com-
munications and the marketing mix that influences users' personal car purchasing decisions. In Surat
Thani Province. It is quantitative research. The sample size was used using Taro Yamane's calculation
formula. The sample population consisted of 400 people purchasing personal cars in Surat Thani
Province. Data were collected by answering questionnaires. Analyzes were performed using statistics:
frequency, percentage, mean, and standard deviation. and multiple regression analysis

The research results found that 58 percent of respondents were male. The most purchased
car brand was HONDA The results of the research according to the objectives found that 1) Inte-
grated marketing communications had the greatest effect on the decision to purchase personal
cars of users in Surat Thani Province (X = 4.52) arranged from highest to lowest as follows. Public
Relations Sales promotion, advertising, salesperson Direct marketing 2) Most of the sample group
gave importance to the marketing mix. At the highest level (X = 4.50) arranged from highest to
lowest. Process side Physical characteristics 3) Most of the sample group used the personal car
purchasing decision process of users in Surat Thani province at the highest level in every aspect
statistic at the .05 and integrated marketing and marketing mix that influence users' personal car

decisions in Surat Thani Province.
Keywords: Marketing Mix, Integrated Marketing Communication, Decision to Purchase
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Abstract

This research aimed to study the health communication patterns of the Department of Dis-
ease Control related to COVID-19, which consisted of storytelling characteristics, components, and
multimedia formats. This is qualitative research that was published on the official website of the
Department of Disease Control (www.moph.go.th), a total of 35 videos between February 1, 2020,
as it was the beginning of the COVID-19 outbreak, until December 31, 2021 in Thailand, which is an
important event that is worth studying was conducted in conjunction with in-depth interviews. The
researchers selected purposive informants, divided into 3 groups: 1) Ministry of Public Health officials,
2) multimedia production experts, and 3) scriptwriters, in order to obtain complete data and use it

to effectively analyze the research results.
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The study results found that the Department of Disease Control's COVID-19 multimedia
storytelling style was divided into 3 types: The storytelling format is educational. 2) The storytell-
ing format is a guide to practice. 3) The storytelling format is informative. This is to make it easy
to use. In terms of multimedia components related to COVID-19 of the Department of Disease
Control, there are a total of 35 videos. The Department of Disease Control has applied various
types of media, including sound, text, still/moving images, and video, to create new ones to make
them more interesting form of multimedia in the form of animation and short news multimedia,
according to the appropriateness of each event at that time.

The results of the in-depth interviews found that the storytelling style in health communica-
tion is mostly about providing knowledge to the public, not just teaching basic disease prevention
methods, but also presenting new ideas about the New Normal means adjusting the way of life
that must be lived in a new way in the world with the COVID-19 outbreak to be able to continue
safely from infection. Next is the media that recommends guidelines that will help people to be
able to act orderly in specific situations for example, when someone is sick at school or work, or
when an infected person is found in the community, in order to deal with it effectively, animation
multimedia is popular because it is more suitable than short news media results in the production
of animation media that is fast, timely, and reaches a wide range of target groups, including chil-
dren, teenagers, and working adults, because they can choose to use various gimmicks to make
it more interesting and finally, the media informs people, which aims to inform important news,
such as the establishment of field hospitals or operations in various places, so that the public is
informed of the progress of controlling the outbreak and can make informed decisions is most
commonly used in short news multimedia because this type of content requires credibility from
experts or famous people who actually exist in the real world in order for the recipient to believe
in the most accurate information at that time because there is fake news or misinformation, it
makes the recipients feel anxious and afraid to get vaccinated against COVID-19. Therefore, this
research is a study of media that focuses on providing knowledge, providing guidelines and inform-
ing. In the future, we may study health media that provides both knowledge and entertainment
for example, health communication through advertising media or health communication through

short films to study storytelling on different issues.

Keywords: Health Communication, Storytelling, COVID-19, Multimedia, Department of Disease

Control
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