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MIANITLarNSUAT (Management and Accounting) dspnenans (Social Sciences)

YBUWANITSURNUN (Focus and Scope)
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iruafkazauNInalasadAanuWednuWunwa nsun135913 : Rice News Channel
Attitude and satisfaction of followers of Rice Department’s Facebook Fanpage:
Rice News Channel
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unAnge

MsAnwIEeq “firupRiazauiianelasedAnmulydnunuma nsun159m : Rice News Channel”
I¥nquszasd 3 1o fe (1) WieAnudnwazdiuyanatiunnmaty vesRnmudssasomufisonelamedn
uuansun15917 : Rice News Channel w3elai (2) lenwwiraiuageuiiswelavasdfinnumiadn
WHUINANSUNS4 : Rice News Channel (3) ilefnwanudusiusvesiinmuivrimunfuagaufiaonels
fiflie Wiwdnunumansun1si17 : Rice News Channel feBnsanuiBed1s1a (Survey Research) uaz
Tmsiiudeyashouuuaeuamesulall (Online Questionnaire) Wuesasdlslumsiiusiusudeya
ﬁafuﬂ%’ﬂﬁﬂﬁiﬁ%ﬂﬁﬁwmmméummﬂzj:méf’aasiw?fﬂajwsmﬁi’mwﬁLLu'uau sziumudesiusesas 95 uaz
AmanuAmAldeuTisziiuierar 5 lneTsnsimunTuInYeINgNFeE1IENNIANINARNGATVEIRBULATY
(Cochan, 1977) las1uau 400 faeen

1. dnvauzdmyanafiuansisfuvesdAnauimaidmaseauiianelaifidomudnusiuma
N3uN1597 : Rice News Channel loun Jadesuma susedunsing uagsuaniunm lnggfnniy
dnilvgdumany AfseiumsAnnmniu3yged uaslaounwansa Teufewelamsdnunuma
n3UM54M : Rice News Channel 11n7ign

2. gaoeangnunumna nsunst1l : Rice News Channel diviruadidauinuayiiswelamlydn

wiumalususUsuunsiaueteyariansiudm dumsliguilennde Infographic uardednle i

‘Unfnwmdngasinamansumdudio auzivamans uninendegsiadudind
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auly uardumsiaweianssasnMslidusiuiuginamumanuainate Inenuindanmuidume
e o8 49 - 59 U (Gen X) wazdlanunnausa eviauaRdeuindemsdnuniinansun1sia : Rice
News Channel

3. Yadumueny sussiumsfinw wazmuseliiaderefouveiuasinnuduiusiuiauai
wazawitanelanisamlydnuniing “Rice News Channel suguiuuiaznislianu uaznisianeu lney
Aanmuitilongunnariinisiin Jnset wenueglunisidaiudeyainiansunn uasdfnauniinsfinwauas
a Y v Y o v a0 oaA A
finelagadpansnisloyaimingeiie

[ Y a

Adfny : TiAuAR, AuRenala, gdnuuumansun1sina : Rice News Channel
Abstract

A study entitled “Attitude and satisfaction of followers of Rice Department’s Facebook Fan-
page: Rice News Channel” had 3 objectives: (1) to study various demographic factors of followers that
affected satisfaction towards Rice Department’s Facebook Fanpage: Rice News Channel, (2) to study
attitude and satisfaction of followers of Rice Department’s Facebook Fanpage: Rice News Channel
and (3) to study the relationships in regard to attitude and satisfaction of followers of Rice Depart-
ment’s Facebook Fanpage: Rice News Channel. This was a survey research. Data were collected by
online questionnaires. The samples were followers of Rice Department’s Facebook Fanpage: Rice
News Channel with 400 respondents.

The study found that:

1. Various demographic factors of followers that affected satisfaction towards Rice Depart-
ment’s Facebook Fanpage: Rice News Channel were genders, education, and marital status. Most
followers were males with education below a bachelor’s degree with married status. They had the
most satisfaction with Rice Department’s Facebook Fanpage: Rice News Channel.

2. Followers of Rice Department’s Facebook Fanpage: Rice News Channel had positive at-
titude and were satisfied with Facebook Fanpage in regard to information presentation about rice
through the content of infographic media and interesting VDO media and the presentation of various
engagement activities with followers. It was found that male followers aged between 49 - 59 years
old (Gen X) with married status had positive attitude towards Rice Department’s Facebook Fanpage:
Rice News Channel.

3. Ages, education and average monthly income were found to be associated with attitude

and satisfaction towards Rice Department’s Facebook Fanpage: Rice News Channel in regard to
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presenting pattern, function usage, and corresponding function. The followers with older ages were
likely to have thinking, analyzing and discriminating skills in media exposure while the followers with

higher education and income were likely to access to reliable information.
Keywords: Attitude, Satisfaction, Rice Department’s Facebook Fanpage: Rice News Channel
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dfsdpuduuinnldegenngs Jsdmalidsaueeulatitimniduduvildumsdiiuinszdriu
vosuyudlutlagiiu 99nNan13d157a We Are Sodial (Insightra, 2024) nuiaulneliBumesidniadesio
Fugandr 7 $lus 58 Wif Fsganindadeinlanegi 6 Tilusreiu Taslawzdeledeaideieusmlan
Joaldunndign fie wiwln (Facebook) sy 2,958 duau uavdeyaain We Are Social Sanwuin
10T 2567 Aoludvaifeinulnedouanniiaeii WWun wiedn Aadu 91.5% fdunandlédumedndad
uwnannosugondoususuniawesnuilan wazsiduunanvlesufinsosdusunilslusemelng sy
uwnasvlosufinaulanddwineg leRniunannesudue

wlwdn (Facebook) wislévarenguainuaula 919 naudufiuazuinis nquyanaiiideldes
NANTIBNLIN a7 Ferunluiamhsnunaigideniednunliidudosdeussnduius iedeans
foyatmasliassavuldunsu mazamsadhdddmnmannisuasligndrinEesiuaznanly
nstiaueiden Tnganzmsdnunum (Facebook Fanpage) dufumsdoanslinguithmansdi
avuaulalufesfioatu annsnfededomauanudsutoyafemsdeasaesmildosnazninuiniu

snnsdalidesderlianglag Tnegldnuansanagnla (Like) wiuma ielasudninisidudfianiy

'
=

Wownumalimsdnemdoyarnasasuuntiinggau (Wal) gRnmufazanunsaiiuinaswayaiuisn
fuuansmuAniuvsassmauuuntinszauld NdAyeriuauddnlndnaunareiduaiu
= < v o yaa d' a @ ! Y a < [ ! a @ -
eules WWumsswimiuvesidanuaulaluSesdsliu nelvialudnugesnininuyniuseiy
vulaneauladls

nsun1stn Tugrugmhenunglinsensununsuavannsal 1odinisun wladn wléiduedes
lglun1sdeans uarUsenduiusTaua1IaINIRIIMNENY ARBAIUAINTTUANY Yashenunilie
Y191 FUTENEUNTTINAMIINTINEAT wazUsersuia bl Tugduuy wednunume ngldtedn wedn
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Tas eolais

A 1 amveanaledn Rice News Channel
B 3N Ilednunitinansunsdna : Rice News Channel (Fuauileduil 22 nsngnau 2567)

wisnurume nsun151 : Rice news Channel GuidsldauiloTuil 31 nsnges we. 2555
idesnfuimsmeluesdng Iidauienuddyuszneuiunszualudoaiidelulsemalneiididan
wsdluvasiy 5mﬁ’qmaﬁﬁaamﬂ§ammwudﬂ Aulveddnusseznamsiaudumesidadudusiuiugves
Tan maensunguauiculedeadifioduveneinheiu mneueigtiosunszatedfonaeuanniu Sesu
Ufunumsns 1w fussnoumsiudmemanens dafunsunmstnidddadiuidenauasarudidny
flagnszanedeyarnasiuinsiudesmaiingn Tasnddlivnun guszneumsuimiamsinuns uaz
Uszrnauiil azliuustleviesnsgean 3alsfinsGuthmednurumenld Tnesommuinmednusiume
N33 : Rice News Channel Sinawsunitoya dmansiiliashiaue 1inmiuseidios wasidomn
aanhaulaluszeznaind 8 U Fsdemalifnmumadnunuma nsunisdn : Rice News Channel §dmu3u
tioy Fslsiiomerensiiausrnasvesmhsnusomssusulisusle aunsenalud we. 2563 1éiinns
pszminfannuddnuesde wiudn Wesmnidudendihfsiiazmn hesemsthiisdeya Uszneufumbeay
mﬂ%’gﬁaﬂ%’gﬂLLUULwea{]ﬂLw\luL:waﬂum3‘Uszméfmﬁuﬁ‘%ga6ﬂnmimmmwumﬂ%{u Sntsnmisdrradendn
YNNI IANLTRERY Felainm e dnunumng nsun159 : Rice News Channel snu$usy
wuunstauelndlvinseuanudeinisvesuing waslianuvivade Musemnnisallugalagdu Jui
Tluthgtumednuiunansunsdn : Rice News Channel S5 waugnalad uasuaudnafnmuiisiy

dmsuwlsnunLmansunsim : Rice News Channel lutasmsioansiufinguanmuuasUssnnau
yhlusesmmililideyainmssuimiidamniidedie wavannsadanismsieansldmsatungudming
Fanguynueuszrmuilulifuesned Gsmevtmnniaduswiugnefnmune wieffinagilama
(Like page) Bnviaurumadsiiuffniusinunisuansanudaiu (Comment) Mautstudiaya (Share) g
dieuesifnsnaluedotedinneeuladu q ddeidlumaweuniinasifeiuin ensuaussnm

e sivianvangvesEmnaaauuunlaunngu dwalilulagtulenuazdoyania « MUsnguu
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wiethuumalizuuuuidlomiivannvans 017 erussrduiunsiaduimsnsunmsin melieyalasims
fudmfidfymsiaueianssueTuddududn wasmsdaianssuwaneda udu

eid wummdlunmsianiusenginnu wednusiumansumsdn : Rice News Channel tiléiinisg
Usumaiiauedeyalifianindeiie snuguiuudeiivannuans enii deddvien deduliingiin saludai
uaitionansiiviuseanunsal delmAnmamadls shlinsusitoyatmanseongdastsamuann
P dwmalidiiauladnannagrla nefeasmaifiuinndulaedogtu wetnuiumansunsn : Rice News
Channel Sis1uaugangnlama (Like Page) Litorfugfinnumaniefidondt wiumaswauisau 9,300 au
wafifinaRnnsna (Follower) $1uu ey 11,399 Ay (Toya i Sufl 25 naneu 2566)

Feuilidvadlafine Fos Fauafuazanufisnelasonsunstnvesianumednumume
n3uN59M Rice News Channel iilefnwiiruninazanuiimelavesfnmumisinunimasiensunisdm
ifluedndls wenidlolinnudsdeyannaiteifiannsotdeyaldluiaun Usuus uasdesanidlon

warsUwuulimuea

W UIEAIAYRINTIVY

1. WieAnwdnunzdruyanadiunnineiu vesRnmudmaioniselamednuriumansunis
913 : Rice News Channel

2. WieAnwdnuaizduyaraiiuanmeiu veRnnudmaneviruainednuriumnansunistn :
Rice News Channel

3. WeAnwATwdiuYesgRamuiUTmuARLas A LTianelafitle Windnunumansunsdn :

Rice News Channel

NUNIUITIUNTTY

1. wupauledin3atnederusaulail (Social Network Sites: SNS) wadin (Facebook) uaz
widnunuina (Facebook Fanpage)

Fulwsilesetnedenussulas (Social Networking Site) iuuimsunanwasuseylavilifauldlums
asanTetevnediny videruduiuimedsnuiuipu fanuedendeiuiduniyninaiuh enuadlalu
0170 Aanssuivih videarudiniudluTinets Tndlutigtuivlediaietedauooulatiivarnnaeyssam
(Obar & Wildman, 2015) G?fastzjﬁﬂ (Facebook) foillunisludiulsiadetedmussulaifiaumlandouly
1nniign IneedndnnaiAndsiFeni wisdnunima (Facebook Fanpage) Ml3sulailounisasiavin
Fulaliuumetn Wuiuiddlidmiududemslunisussodnius uannudadiuine uazduas
NNMINAAIATULUTUA NERSuTwazosAnsTasianes liiauluinas fanssu nasnaudufuasuinis
seq Widuiitous wieyanadus Afdwemviedauaulaludiviloudy Sﬂﬁ’jﬂLW%ﬁﬂ (Facebook) 54
Tpu3nnslamaiinu Facebook Ads fianunsafmuanguihvsneiinssmuiidesns saufadeniialiuans
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Taanuugunsalla paenauivusdnuauazasnsaiulavan musudszsnalunsadavan lganansa
wUsgUwuunmsadlavanlivianeuuy o9 nslaandiuled Wslumlnas Wslunna

Faifu EAdeTeth uwnAniuleisdetnedsnusaulati (Social Network Sites: SNS) ierdjn (Facebook)
wazetnuiung (Facebook Fanpage) snesuneuasasesidnAarisluguitioninims nisld Facebook
Fanpage Wagtiasnansdoans snvaiuntmuangutihvine aaentusiuausudddoyarnimsvean
Iolunmsthiaueveanasinununansun1sdn : Rice News Channel

2. wAAAUAR (Attitude)

vieuaR fio msmeuausyiweuvielivey welavidolimelasedad enii Aufaniunisal Tawan
Soqiiduthvane vidoyara WU (Ajzen & Fishbein, 1980)

Tnedunaunaieviauai Ao ns3us auteliAnauan uastiludgwgingss SannAnvimuailudun
winglfuReanuluduin uwithisdenusanludausnuiifesnunlu@au (Wongmontha, 1999)

St EideTad wuaRnviauaf (Attitude) stfioaBuneh ninunumg nsun1s4m : Rice News
Channel ansnsanouauesafaIsvasinmald areliAsviruaRTIARe e tuHLND NsuMs -
Rice News Channel fiagifntuaenils

3. nefAnuiNawala (Satisfaction Theory)

avufianela fo arwiAndeddadmis Faduliisuanuazau (Wutisitp & Phasunon, 2015)
pnamldiumuiinvesgnéniiineduiuiouinis lnsenuAntduansnineenilusuuuvessedy
AN veusnn veuties vide welawn welatios Mlazdswaiomsteaudwieuins lsanufieloiy
wdpsrumsUssdustuney fo dunsvihanmudilaeudoinisvesuilng sunmssuilsiisen
novaueowiuilng wartumstanaodiwiaiios fdunsineufismelafadusdiglunsdsady
fedszAvsamlumssidunuauilugaminilufiga (Boone & Kurtz, 1998)

faif fATeFeh nqufmnufienela (Satisfaction Theory) snifioaBuigenufimelavesffinn s
FUNUNLNG NsUN513 : Rice News Channel Tiianufianalaanntesiiieddase wadnunumna nsuns

917 : Rice News Channel

auiunsde

mideadiildnszuiumsidedaiina (Quantitative Research) Inglimsifudoyaseuuuasun
gaulatl (Online Questionnaire) MNKAAM NG TALNLNGD N5UN159T3 : Rice News Channel 311431 400 AU
TneliBmsAmnavmnengusensidlinnuinuiinieu ssiuanudeisesas 95 uasmanuAmAIAERLY
fisziuieras 5 fMeTBnsimunnveInguieg1whunsAuIMINgRTYBsABIATY (Cochan, 1977)
MntuthanUszananavsaBAdmssuun uazadAideoyuililunsmasouastu 1iun adfnaaeu
MIAMULANANAIN (T-Test) @DANAABUNANULUIUTIUNINALT (One-Way Analysis of Variance : One
Way ANOVA) uae afifinageuvneanuduiusiuuanneeianyeans (Multiple Regression Analysis)
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NAN1339Y
1. dnYLdIUUAAAYBINGNATDENN
nausegdlvglu wendi agluaes 27 - 37 U finsfinwseauUSyees Saonuniwlan @
TugUsenaunTNNEnINg fiseladeseiiou 10,001 — 20,000 UM fiszesafanumasEwng 10 - 27
2. anitawalavasfAnmuiiisewadnuviuing nsunn5ia : Rice New Channel
asme e lavesdfineuiidometinuung nsun1sina : Rice New Channel ¥ 3 #u

oA Aunaens suguiuukaznsldau mumsliney

A13199 1 msiaenuiewelavesdinmuiiisemadnunuing nsunns913 : Rice New Channel

auienelafifidamednuriume x SD. sgiuAN Budu
nsumMs913 : Rice News Channel Aauiu
1. Auyaans 432 0.38 wniign 1
2. fuguuuuuaznisldau 4.29 0.38 wniige @
3. fun1slaneu 4.24 0.40 wniign (3)
Anadelanson 4.28 0.33 wnilgn

3. firunRvaRamunsisamwdnunumg nsun135417 : Rice News Channel
AMTIYIAUARvRsERanLdseiadnunung N3N : Rice New Channel Tnguanifnade

wazd et uulnsHIuTesirLARvesRAmUdaednLHUNA NTUNMTUTT : Rice News Channel

M3 2 MviruARveRnmuTddemTdNLUNA NFUN15T13 : Rice New Channel

ViAundTTinamefnunuN x SD. 5TAUAY

Anuiu

1. ansavhlisunsudeyainamsiudnvensunsdn 436  0.67 nniign

IFsmadninvesdu q

2. amnsavilisunsuteyatmasdnudndidulselon 4.40  0.60 wnniign

waziludsuldldase

3. amnsavilisunsudeyatmasinuinihindede 4.14  0.68 1N

annsathlunassmuAaiufugBusield

4. figuuvunisinaveteyatnaisaiudniriunisidey 427 0.67 wniign

ilow do Infographic uazdeiile fiunauls

5. fijtuwuunsiiavedoyatmansiudiinszdulian 4.22  0.69 nniign

nsUf AR

6. Imalnaueiufmnsuaiunsidunuiuf@anmmws - 426 0.71 nniign

fivannvany

7. fimsesnuuunthunumatiansay waulviaae 4.18  0.69 N

T2 426 036 aniign
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4. ANUFUNUTTENTNAMUUANANVBIFAAAINAUTIALARLAZANNINS Ny Tnun

WNANSUNI5U1 : Rice News Channel

M3 3 HAIATIIANUFIRUTTENIANULANFVDERARLNAR UTIrUARKAZ AL 1Y

anuiawelafifisewne ViAuARTS
loyadAnmuwa  Aeid  dudeya  Auguuuu AIUNNS ANSIM ABLNWR
Y9815 wasslten  1daeu

1. tne Chi-Square 4.983 2.520 1.531 42.453 3.084
Sig. 0.083 0.284 0465  0.151 0.214

2. 01y Chi-Square  13.712 25.714 19.952 172850  16.650
Sig. 0.090 0.001* 0.011*  0.018* 0.034*

3. SEAUMSANYI Chi-Square 8.470 13.168 14.707 103.424 9.520
Sig. 0.076 0.010* 0.005*  0.004* 0.049*

4. dan1uUNIN Chi-Square 2.037 8.580 1.574 42.496 11.829
Sig. 0.361 0.014* 0.455 0.150 0.003*

5. 91N Chi-Square  8.048 9.658 14618 226811  13.813
Sig. 0.624 0.471 0.147  0.002* 0.182

6. 7¢ldiadeste Chi-Square  7.149 17561 14579 188.881  18.040
AU Sig. 0.521 0.025* 0.068 0.002* 0.021*
7. szggnannsiu Chi-Square 6.849 18.759 19.045 211911 10.964
HAAAUND Sig. 0.740 0.043*  0.040%* 0.016*  0.360

2AUTIUNANITINY

wamsAnw e Tnguszaeddedl 1 weAnwidnumzdruyaraiiuansteiy vasdRnmudsnase
anuianalawanuriumwansunisdn : Rice News Channel wi3alai wui dnwaizauypeaiidsase
Anuilanslafifisowinuniuma nsunsdn : Rice News Channel vaagiAnmaina e tadeshuume s
seAuNSAnw wagiuanunn lne Jadednuwe wud danenunadnuiuma nsunista : Rice News
Channel duiwene fenuisnelaseuladnuviiina nsun151a : Rice News Channel snnndinavie)s
Tniawe futnens iedenadumee iame dulvgfiduandnimsdnurung nsun1sda : Rice News
Channel Usznovendmnuasnsvhlidauauladeyatmanslusunsinuas wethdeyaunusuliluns
Usznaueaiin Sedpsianuimanslu 4 uardududeyaosiauinnuainvanetesns sasisniadidu
andnvesnguiiiinseunsdeyadunsinuns donndosiu LNAMTBY (Sereerat, 1995) TNANEN

a v ! Y v a a Y] YY) My v o = !
llLLu’ﬂu@JVﬁ]ga\‘]LLagi‘UGU'TJa'ﬁlI']ﬂﬂ'l']ﬂ']LTJiﬂUW]EJUﬂUL‘WﬂGUr]EJ LWﬂquQﬂaUﬂULWﬂﬂﬂEJINI@LUUUWIUQ\‘]LLV’]
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M3FudsIasn UVt wimeedinainisnazassnnudiusiessuwaydwimanstiu q Bnee uag
dodndugRanuusdnuriuma nsun13dm : Rice News Channel villasudayaimansilussdany
Funsineasninivmsyiisanudeiishdeyailasulamugnaes uazasaiuausiensiudeya
TE5veInued wiegalsimuitelERnaumednunme nsun1sda : Rice News Channel Aduwmne
APARLLNTY Inamsiisilemenmansivanvaneuseian Jeenvaniemamansiilunisnis visusu
dy ¥ v} % v q' o 1 ¥ q' dg” d! I3 o dl'
Wembinsedu ihlaladng lneiiusunnuseneunsiiaueyianshiunngdu gatulumunadrsie Seq
WzngAnssuuulaneeulat wendginiuegnsls (Rassarin, 2016) wui Q’m@wau Content Usginmngunn
wnniuraeigyeseu Content Muunenuannni

a & v o = | va o % . Ao Y]

NNy seaun1sAnen nud gRammednunung nsun159T : Rice News Channel fiflszeu
nsAnwTNIUTYeS Ianuisnelasemednuriuma nsunnsT : Rice News Channel snnninginny
nilszaunsfneUsyes neemimugUiuukaznisidou atioradunszgiaunmsfinwssauUSya)
panunsanfelamAnINImmaneas kazianulndadainimnmsaunisinunslasnndgfaniud
fn1sAnwIINIUTY 19T @eardednu (Kronghao, 2016)7Anw 50 nMsilasutazmuiisnelaves
AyuTiisia Facebook Thai PBS wud smiidevateduuandiviuin seaunsfinwivesdSuansiinisiUnu
Pransuansiy 1wy yarailasunisAnuluseiuge avianuaulaynansiniewnusliresivessls
' v Y A = ~ P A a O Y ! vay v
g 9 Tiui Inedgdedindngiu semeraieametiaazte dnvisleniadlunisiudeyaimansveuilasy
mfnwsvivanslunnnEntasunsinwseausm vligninisfnwgainindilanyiainiandi uwieeals
< ~ U Ya 6V v . Aa LY = 2 a a
AnaivelvEAna g dnuriuma nsun1s913 @ Rice News Channel 7illsgaumsfinsnuSayeyns Liiasn
d’( ) d’l’ d' @ = 1 d' d'v v d Yo 1 d' 1 d' =
T amstauelemindunmsiuaiinidany - deyanlasunsasivaeunnmenuiminieie
PEONUNNSEUTUINNTNIVINITNTUNSTNIREATS )L EUB LML IANSSY walulagRviuasdemnndu
doAAEINTULULIAAYEY (Surasonthi, 2014) ndnIAuTdseRuNsANYIaedoudvinuglun1sAninT e
wenuey LeunnnAundseaun1sAneen nanaladn aundsedunisfinwagainazgndngslalaeinnda
WsEAUTilsERuNsANwIaiiveyariasuIn Insiiansanisewineg lnvazden aalun1siiuiien
PRy oA [ v < a Va &Y
nilanutie wasusuguiuunsEuelviinnuvainvaty awitunsiiuanuaulansuauesinnumizdn
WA NSNS : Rice News Channel fifisgaunisfinenUsganslauniu

UBNAINUUAU FOUNW WU fRnmumlednunumng nsun15973 : Rice News Channel #13]

a = | & o . | wva a

anunmansaiinuianalasamednunumng nsunnst13 @ Rice News Channel 110091 HAAAILWATE]
anunnlan nemzimugUiuuiasmsldon vstonadumseifamungdnurum nsun13d13 : Rice
News Channel dhulvg):lununsns uazlimsafiunugluuuaseuads Jsdlianudeinissuiloyat1nans

v v 3 d‘ ) [ o I3 a"a‘ )
anunsadilalaheuagsmduiethinuiuldlunsyhou wsgnswgdgnilununinamwuemanseu
srgznafidniau TuvaendRamuiiiaounnlan dszeziatlunsinauls Andwsgiteyaunnnii 3wl
ARamuTianunmansa nauianelaninngfenuniiaauninlan aenadesiuiuifinves

Bencharongkit (1999) 1 anunmaNsavEnede anunmvesuAralzUsvenieudastlunisindula
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wardvSnasansrUIuNSARIATIEAYEYaTIENT UARATIausaLY wavyuarandilandouiinseuiunsiusg
Y1 TNANANAY TULBIUIINANINATOUATILAL BVIENAVDITIUIUYAARTOUTN asmlsﬁmmﬁalﬁﬁam
muzdnunung nsun139717 : Rice News Channel fiflaanunimlan Wiidanndu iamssiaidomussan
A ~ =1 o va PP | P ) o A & a = &
FAlaiuannu WewngRnmuiiaaunnlandiulvgldianegiulnsdwidetouaznisinmudossuladl
9191 gyU wazilwdn AsiunademisiianilonnilsseznainSurunuiuiu e slagiamuilaauniwlan
EaInsnIndeaSaelleguiuialelaununii laglifiddaunsuniulunisiianudeyatniansanma
TurauegiiilemnsuuuuiduianunsansuausinguiRnmuiausawdladnay
P o sy o i o a = va 6y

HaNsAnweny nguszasadan 2 inefnwiiruaiuazaunswalavasdAnm e dnunuma

v . 1 % 1 dld 1 U a |l 6V £
n3uN13917 : Rice News Channel wuin dnwaigdiuyaraiiinasevimuaisemadnuiinansunst :
Rice News Channel laud Uadesmuie dueny wazsmuaniunm il yaranildnyaenassving
UANENSILAZANGANTIUNUANANIY BUNARIAZINATIEIANUUANANIUMUALAR ATien WasTiFuaR
FUAINGANIINAIINADINIG MasAIuUNISFndulasausudesing « (Chitchaiphoka, 2002) Tnedade
fusne U gRneanaaeliviruafundemednununansinisdT : Rice News Channel annni
AR AN UFULUUNMSILEWeTeYaY1IEn TN Fun1slewilevn de Infographic uavée
FAlefiunaula viall Lutz (1991) na1adn simuadildunisuanininuidniegnisluinlaves
UARalUULUUTRIRLTUYRU vise lituveuseddlndwmil lngasiinannnsiieuinuteyayniansn o
IosuiIulsEauni1sel MiAediun @saaaeeiu Wutisilp & Phasunon (2015) #lw

= | a A = D% e d.

ANMUNUNYVBIALNINBTI1 F9iAsaztdulunuaIuABIns AuNenalatdunNaveINIsLanIaaNYBd
VinupRvesyAradngULuuniliiinnUssaun1salvesusiaryana Fananlainviruafvazanuiianel
fanuaenndssnu Walssulszaunisalng urianeladainduiruafidsuin susmeifudlolvauas
a [ [ [ 1 v & =] 6V [ .
Bauinfaguanteenuduanuianiianela Ay nsiwednununansunisdnl : Rice News Channel
= ° ' v Y aa ¢ ° v A . A aa A Y va v
finsdnauedransautnniusslevduagdiauamede Infographic uavdelile ieliiAnnudnla
e ilminanuiaslaauwiadurirusfdauinsemalaluszeze1n Faanrdasiuauaulaves

Y a o

wAye Nnavaulamuvsnaazinlile@eaiivieiionisiandaoyainianseng o luvagngvgadnldiie

QU o
A

ArodpasiUALAY (Rassarin, 2016) ag19lsAnny LW%ﬁmLWuLwammmﬁn : Rice News Channel

Da )

Indudesrilsnnuaulavesdfnmumemdgs yaiuliAnviauafilauinvinieuiumesies densld

Juvuilemzuannstnvaulaaulafanssunng 9 elfeauiawelaneziiuadeunilogihuuss

Y

CaN

uAAa (Jangkitja, 2017) Men1sinnanssununaumauligianuladidusiuiuinauniu end fanssy
Aumtayarnasniineiinsrewns lumladnunuinansunisdna : Rice News Channel fieuvit Lite
) =3 o a [ = (v % ya a [ 1 I~ = Yal 1%

nidudmeudanslannaiieu wardngenseulitianunsitaiuinaindunisisgaldnisdisy
wadnunumansun1st1l : Rice News Channel Uasn3sau deagviviinnisusudeuiruailasely
wenanimsasieianssuaznszaulminnisuanderiunsnaladuaznaus inliednunumansunis

911 : Rice News Channel ilufiauladuinandjsla
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Srvia Thdedueng Tunnssudsaderiruaififsemsinumumansumsdn : Rice News Channel
Tnenuiifinauiifleny 49 - 59 T (Gen X) fWiruaRGauInsomsnuninansinsd17 : Rice News Chan-
nel 1nnnin Haengdue Llesmnnginssunsilindudouss Gen X Teuildf Facebook wag Youtube Tums
Fumdeyadudendn lnoimeiienulioufnavdetoaudrnulaanain Facebook snninguisdu o
(Tomorrow ForeToday, 2022) @onnaesiu (Satawetin, 1995) Aa1II1 ﬂuﬁﬁmqmﬂﬁﬂizaumiaﬁ
Tufinesriugadyienaeauiimisgniusionuuiudsaumnminuiifioglies uenantdueiys
Judsfitmusamuuaniadesauendglunsingdade Weeuflorguniuleniafieuazivdsula
viegningslaseiionas aenadesiu (Wongprasert, 2015) Anwies viruafuaznginssumsidnumedn
Facebook wesievenilungaymuviuas wuih orgfumnsafuiiviruailunislaumedn Facebook
sy Inenad152291n We are social wuh 1uil 2567 de Social Media filésumnadiesnnniigadsnaiu
wiwdjn (Facebook) uaziiledndnduvesgldnumatnmutaseny wui 92901y 25 - 30 T (Gen ) WWuths
o1gldaumindn snndiga (nsightfra, 2023) ethslsAmanilelifinaumisdnunuma nsunsdn : Rice
News Channel fiflangsiniesnnn 49 - 59 8 fimuafideuandsiuiudiindu dedu mednumunansunis
417 : Rice News Channel mstiausiifoymguiuudug wiofsganuaula Tne (Electronic Transactions
Development Agency, 2020) wuri ngfinssumsld Youtube vosustagnduiufifeil Gen Z Aonduiifeng
ffoeri1 19 U e YouTube unfian Seray 99.8% s0%a0n Ae nau Gen Y fiflengiaus 20 - 30 T Sowas
99.6% wWawngy Baby boomer Aonduiifiongdaust 60 — 79 T Yosar 94.2% nuadiTLARdliuT
yntsenglimmaulauazion Aanurnasandessulain YouTube Wudwaunn esaniduded
fvisnmuazideanesUuuuiale shlvidnfdldieg fadu mednuiuma nsumsdn : Rice News Channel
Fenmauaidemsuuuurediflelumafiuanniu ileRmaruaulangufodus Ieseunquunnty

wenvntu tadeduganuniw wuh fRanuiifaniuninausa Seafidaundometnusiumg
n31N397 : Rice News Channel snnndngiamaiislaanunimlan luussiiunsiiaussuianssuainans
fehuswdudfamumativarnvae viall orabumsgRnssudulgfivdouunansumsdn : Rice
News Channel #nu ufanssusjsdnaiunsfiduufumaimesUuuunadqelidhnueynie
Jeweannsta et Metadnans eafnauuanen wau dsnalinguiidhsmRanssudng)dugfnny
nauAUAMELTANNNIINGUEnUNNlan Wsgenalianudesnmiesneiandully teanmszeld
Teneluaseunia aenndesiu NIPA (.4.4.) IRnufanaendaflunsdmimedousiumatn aasinng
a¥wianssu ilesanmsaisRanssusing o Tumednuhinasstienssidianmslananiuled vense
shomsnaladuaznauys JsasyhligRnmumistnunmaansousaiulaziAnmmalaliduesnsd u
oehdlsiny WeliRnmumednusium nsunsthn : Rice News Channel Aflaauniwlan fvirmunfids
wnifsanniu Jsmsdaenssuiinssduniamuly uendsueanguiiifinaarBufdnsiuRanssuwuun
3 1 % lemslienuinngidemnauarasdiou fifisniu viefansmudsassdssvisfinnumasediu

(Fan Meet) @onndadiiu Anderson (1983) nanilidn suuuunisuanseentudrudagiuiuanunsaiindule



Nssimamansssiatding 97 19 atufl 2 nsngieu - Sunew Uszdl 2568
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), July - December 2025

Tuiuiadlouasaunsaeansuenememalulagnisdoasiuleaiu lngnsi1siufanssunidndu Wi nns
Tuviuiiniia vsenuwaasw Wusdu easnanumainvatevesianssuuaznszsuauaulaveinn iy
Ioasunnaaunnla
= o sy o o = LR AN ya v o a =

HAN13ANY 1NN InqUIzaeAtan 3 ineAneranudunusvafamuiuiruafuazauinaly
Ao &V v . ! LY ! va A !
nisawadnunuwansun1sdna : Rice News Channel wui1 Jadudiuynnavasinniumaidwase
vimupRLayaLianelansomydnunumansunist1l : Rice News Channel o Jadesueny au
sEAUNIANY Muselmadesawiou lneladesueny Ndwmaneviruafuasanuiianalaumsdnunume
n31N15%U717 : Rice News Channel auguiuuwaznisliau uaznisidneu adlonadunse anafodu

Y

muUsiddglunmsussasateyailasuanumednununansunisdnl : Rice News Channel lngg@inmy

a 1

gailongann gauneaiinisiin ATz wenuezlunsiUaiudeyayniansiin uagfeansanuazaInlunis

]

Fudeyariansiie avnin uazsias Muluiimsihaueidiladie uardnnu Javzasirnuiisnela
LagviruARNAfeINala n1ungulved (Kaewthep, 1999) na13in laginlduaiaueiguindn
= a v ea A a va A = = e |
wimnuAneysneiey Batlensufun Wewnanauiiongunlziivszaunsalludinunninaeysyay
Taymneinee uagrutianaiianineinunninauieytss wazauniivssiuazianudesnisiudesingeg
wansiafulume Besulufsladesedunisfinud wud sedunsfnudwmasieriruafvazanuiianala
wednunumansin13d13 : Rice News Channel snuguwuuiaznsidany uaznislaneu Familseaunis
Anwfwaneneiu doudwmaliyuanaiiniuiantindn gaunisalviruafleuuazAafeIn1sIkANATSIY
Aetuseiun1sAnuianuduiusiunginssunisiduaziUaiuderssySuans (Kaewthep, 1999)
lneRneunilszaunisanyauingeenisiintsdeyaiminfwens wasiileiiveasdedamaniansneuiunse
mslanauanmalunishiteyaiigndes dwumaismsyaudiunsneumaunugidesvyduduivousu
wion1sesuemmaumBmgraiidunIsuazasvdeulseg ey Weas e uisnelauazinuaf
A & Y Yy A A i Yy a0 A | v a =
nasiana wenntiu Jadeneldindeseriou nui Meldindesafeudmasdieriaunfuasanuiisnalaim
gUNLIHUNANIUN13977 : Rice News Channel suguiuuasn1sidanu Fadiauduiusidululufians
A o v v 9 = - Ao = o =~ % Y = =~ v
Wwenuladeiuseiunsing As yaraniinsAnwgainasiiselegwmnulusie Weyanaiselagenn
£ o = - o & = =t = = a oA Ve o |
Fudnazdinsidenlifonateussinvunniu ewindlenanazdenidasuionuanuaulalafuwd
szansddunualdirenisdifsdednwazianiziatzas 1 ulumudl (Kaewthep, 1999) Lauain
ey o 14 v @ v ! o o o v < [ !
nslddevesyaranisglags dnidumsldieuarmynarsdmsuihlyldusslovnhdundn sz
o Yy o A = o | D Ao = v U g va o & ¥ 1%
yaratiineldgaindnisnwiuasiidunimingnisauis - Fusgnuandulrianuindudeaseus
wazuatayatansin o Wiusemsnmsalegiase wazwein1siliniudniasdnuinaniignaes
asvaeulduaziinnuseiios Wudsdnduseaunguil dwumanisuiuguuuuwasnisidauliidenados
fluAwfeINIsAINaT Bnnsmsisinauedeyanauisatnduluusuldlnasdusiuinvionisussend

fugshanusnssulusudu q Adetedled
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JatauauuznIITY

nsUFUUSS wldinusiug nsuns : Rice News Channel Tushusesolul

1. msfimsdisndenn dnaslfeseunqunguimineusastisoglidanu uasiauodoyaivilil
FRnmumansuisstlovivesosdanuiiuinimiluianndosenlifenuies

2. msfimstmuadndudomssrhanadauazmeneiiaunaniiiy wesfiumuadlavesnay
wemdlitRanssufinssiunuadlauazaduanufidmsuiumanndy

3. ansfimsdnBesssuiiauetoya Tnefudadudoinlouaznmlvinnniidemioyassaien
Wieagmnsemsliiuuaziindstoyalatunguiitnelfuasseiunsdnugs Inewiunsnslineuunsmey
AonslugRamuuriumasgIng: wargndeaiioainsnnuinidode

forauauurdmiumsidoaduiely

1. mafeedielumsfinudensifodmmam (Qualitative Research) Tnnisdunuaifedn
(In-Depth Interview) #38N1saUNUKUUNGY (Focus Group Interview) WioRnwpuAniuwarUsslewid
Tasuitldannmenuniing nsun1s9m : Rice News Channel 9mnnasthvsngusiaztisie

2. msfnwadsioly msfimsfnuisudsutumeiouiumady 9 Afidemussomidendtu e

NIURIANUUANANYBIFLARNGNSUENSINY LevninIans JUluunIsiLaue Wagnslanauraung
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Abstract

The study aims to achieve two objectives: 1) to explore the direction of the use of three-di-
mensional holographic media in the Thai advertising industry, and 2) to investigate the challenges
and acceptance of using three-dimensional holographic media in the Thai advertising industry. This
qualitative research involved interviews with six experts, each having over a decade of experience in
innovative media creation for digital advertising and digital marketing technology.

The findings reveal that 1) Both the government and business sectors in Thailand are interest-
ed in incorporating three-dimensional holographic media into their marketing communications. This
interest is particularly strong in the advertising industry, which expects such media to enhance brand
awareness and introduce novelty to target audiences, thereby immediately increasing information
retention. However, considerations regarding costs, return on investment, and user expertise are cru-
cial. 2) acceptance and attitudes toward three-dimensional holographic media vary by age groups.
Generation X is less receptive compared to other age groups, while Generation Y and Generation
Z view it positively and open to adopt this new medium. Therefore, the Thai advertising industry
needs to strategize and tailor its use of holographic media to effectively reach different target groups,

minimizing future challenges and facilitating the acceptance of innovative media.
Keywords: 3D hologram media, Thai advertising industry

uni

nsiivlvesszuumaluladlasunmsimunauansavhatedosfndug mansdeansnalugi
ANAST SEEEMe donuil ﬁ]uv‘fﬂﬁnﬂﬂuiuiaﬂiuﬁ anunsasuiimasddymelutisadeaiulanies
fu Bnvadadalomaiarlimoundulduuuiuivulaaniuiilafls uandidulaeyss SmdudrimnTulisy
mimmmL%"]5@5&’1’;5’5LLaz%’aquJaiéfl,ﬁmﬂmmf’saaim'mL%:] Unngmaaifnariisuaiouedost il
fednunreuduiussyiensdemsvosdinuuazmeluladsalludsinusssumsdoa siasuutasly

Soweluladimthly gramnssulaanifimaasunlasiiddnuiu widuuinnssuaaged
Fagarmaulavedlan Ao mauandavalelawnsy 3 §7 selaunsufuweluladfignadetusunszuiuns
fidend1 selans il (Holography) 6’?5&L“'f’Jumﬂﬁﬂﬁﬁﬂﬁumﬁmzmamﬂi’mqﬁﬁ’uﬁﬂmmiagﬂa%ﬁq%ﬂmﬂﬁ
yhliniutsnglusumisf Wonedlugmieatu maFsuuawhumisasfirnsesssuunisues
Fulehlinmittuiinfugidd wilouhingeieinieg Wivedu fMemiuauisalunisadienm
fivilourslsginiiouansagnansornia Alduulanlafigsiadiuusnniunlinaluladd ileTuslun
HAnfTkazUINsvemY Inenisuandlavanlalawnsy 3 dfaunsoldlalugaannnssusingg wu n1sm

Uin anuduiie wagn1sna1adenangsy anansatieligsnasineg asnsvaumsaldsldnauuazaua iy



Nssimamansgsiatding U7 19 atuil 2 nengiau - Suneaw Uszdd 2568
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), July - December 2025

anén Yilsimnandessetundnfasiuaruinsifenaninandi dusnisuansandsiiuaudnsiiaue
Fossnvemusus msuandawantslaunsy 3 ffueuBmsdemsiuguslnaiinfgauasainsassd (The
Big Benefits of Using 3D Hologram Technology for Your Business, 2023)
nsTlalaunsuanuifuuuasesh (Floating 3D Holograms) fuwliugnianusuliiniueanamnssy
Tawanifissnniu uarlusuanonagnuaunauiudonanauddlusUuuuuiasa (Digital out of home) iiasan
Hudefienunsoademmnssivlaluinguihmnglfednsdiussdvsnmuazaiamstamsnildinnean
Bomgugs annsaUiuBeuaniuiinishedenuiitlavaneoniuy wu Aufinansdsthvihassnaud
vangluaasmaud wu wusud Pepsi Midenimelulaflelaunsuanufifnuuasedfinie o eae
(Point of purchase) tloAsgarmalaungfirdafusuwanaumelumaassdumusimi Bister,

2021) segavesmsitlalaunsuanuifnuuaseilugnamnssulavanluussmelng Wy wusua Pepsi 149

'
=

wialuladlalannsuanuiifnuuanesinanune (Point of Purchase) s Ushiunelusi & wduasiies Ina

q

€

o <

ulduanaling Pepsi Max aoeunensavifuiu 4 wiind iefmanuaulavesiidiudu drenseduaiu

Y oa

mﬂwaqUuﬂm"lmmmﬁaﬂ%aﬁuﬁﬂ (Mengxi, 2557)
watinsTeanidva (Digital Advertising) Al mvhnsanmsutemsestlailasasounguiely
sULUURRVAUSEAMsN e Wleliussquimnemagsiia wu misdodidnnsetind (Fbooks), semdinsdmsu
quzﬂmﬁauﬁ (Mobile Aplication), {@eauuuRaia (MP4 Audio/Digital Audio), Liulsdiazuden (Website
And Blog), JUnW#Advia (Digital Photos), Aodnuooulatl (Social Media), mislaanmegunm (Online
Display Advertising), ewduisuusliudeinle (Video Streaming Software), wenduisaniufiviale (Vdo
Streaming Software), donnudussuatiou (Virtual Reality), donnuduaiaasy (Augmented Reality),
%aqﬂﬂizﬁﬁLﬁﬂmaﬁﬂﬁl,mumﬂd (Wearable Technologies), #o3Alawnsiion1s@nu (Educational Video
Games), nszmuuaniUasunisaunuieaulati (Online Forums And Wikis), wonuazst (Podcast), ndiani
geulatl (Webinars), 3aleuden (Viogs), 1iufia (Really Simple Syndication) sulugdelalaunsuanudif
(3D Holograms) (Drew, 2023)

faifu fiteTalafnuiienaesgeamnsslavanivefivsiaufinalulaslelounsuauifli
aonpdestuuuliuasnginssuesiusinaluganaviaiuluoedls Tumsdeanslvissisanusaatnenm
Tnnwiu uazanansaaiaUszaunsaiiussivlanasdsduliiuiuilon dadutadvddylunsihgsialy

grudisalueunen

W UsEAIAYRINTIY
1. Wefnwiiamanislddelalawnsuauiifuuuassinugnavinssulawanusemelneg

2. wiafnundmuaznisgensunsiddelalawnsuanuiifuuuasysi fugnamnssulawanussmelng



Nssimamansssiatding 97 19 atufl 2 nsngieu - Sunew Uszdl 2568
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), July - December 2025

NUNIUITIUNTIU

1. NERNITUNINTEABUIANTIH (Diffusion of Innovation Theory)

Rogers (1995) 85U1631 mMsunsnszaeuifingsy Ae nszuaumsiunsnszanemnuslvilugnauey
yidann unAatldsumsiaun Tnediosdusenou 4 Fondndsdl

1) uinns3u (Innovation) Adlmifignihiaus Witudravdonguau Sseralumaluladl wansasi
Tyl vieuwiAnlvsly 2) N13dees (Communication Channels) asnisnisaeansildlunisunsnszane
uinnssu Jseradufiomnaru MsaunuuUUNeUN YemMaweunsTeyarudednueaulat 3) e
(Time) szoznaililunsuninszaeuiangsy fuvseenitutng fauludnuEuiuiuashlly 6) ssuy
#emal (Social System) ﬂa‘:muﬁaﬁ'@ﬂuﬁui’mmﬁugﬂﬁ’]LauaLLazLLwéﬂizmahﬂwfu RE LR TeCHEE e

v v

agfiudnunmanzraInguAuvdoIausTaluss Ut

Rogers (1995) I¥utisnguauiivensuuinnssuoandu 5 ngu dail

1) Innovators nguALTiasULTRnsilmied 95 7ian

2) Early Adopters ngumufitieuinnssusnlindsainngy Innovators

3) Early Majority ﬂa:uﬂuﬁaau%Juui’mﬂismé’qmﬂﬁﬁmﬂ%aéwLst'wmstaammi

4) Late Majority ﬂfjmuﬁaam%’uui'mﬂsimLﬁaﬁuﬂmaLi‘;lummgmﬁ%aﬁi’w@u&’aﬂ%’

5) Laggards nguauiisiefuyiesuuinnssuindige

faifu fAfeTadeniunfnuasnguiimauninszaieuinngsy eesunewualtiunslidelalaunsuan
fAuvvaseslugramnsslavaninglimnuinguifiavlauasiiauladinfumalulodthnliuastueos
fofddylumsnnginasnenagvdnislawanlneld

2. uuaRanseaNsumalulad (Technology Acceptance Model)
Davis (1986, as cited in Sanlaiad et al, 2017) TiAamsne nssexsuimaliulad fo Jedeiidema

senssousuuazmsliimeluladlvivesiusinn Tasduagitu 2 Hadevdn Tun

1) mMs3uiiadselond (Perceived Usefulness) mnefis ansidovesltinmeluladviessuy
Tmiaztefiulszavsamvidonandnnisienldesnds ffliidoinmaluladaziduyslowd wnn
wfuuliuflazseniuuarlitumniu uas 2) msduiiseuirelunsly (Perceived Ease of Use)
yneds mnudevesliiumaluladviessutlnianunsaFeuiuadldnuldnededa mngliidoi
walulafilfoude wwfuuiliufiesseusviunniu datladeiinasoriauainenisly (Attitude To-
ward Using) uwazmusslaiiagld (Behavioral Intention to Use) wazasmasionisinduladonldiuass
(Actual System Use)

fafu {Afeadenuunpanseniumelulad ileesunsilonauagnsiadulavesgpamnas
Tawanlne Auwnlthinmslidelalauwnsuaufifazdrehanliiiausuasaivaylumsdomsiaenndesiu

ANNABINISIaNEANTINvRIElYlsgnliusEAvEn ™



Nssimamansgsiatding U7 19 atuil 2 nengiau - Suneaw Uszdd 2568
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), July - December 2025

3. wuaAANIslavan (Advertising Model)
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ABSTRACT

The purpose of this research was: 1) To analyze the brand image and positioning of MIXUE
Ice Cream & Tea in Taian City, People’s Republic of China. 2) To Explore potential branding strategies
for MIXUE's market position 3) to find out about Brand Awareness and Recognition Communication
of MIXUE Ice Cream & Tea in Taishan District, Taian City People’s Republic of China

The research methodology was qualitative research. Through in-depth interviews, the key
informants were chosen by purposive sampling in 3 groups of 16 people directly involved with brand
awareness and recognition of the marketing director 1 person. Branch Manager 2 persons Public re-
lations managers 2 persons, Marketing managers 2 persons, Brand academic Professional 2 persons,
Communication Arts Professor 1 person and Consumers 6 persons. The research instruments used
were structured in-depth interviews and data analysis to generate conclusions.

Research finding was found that 1) Consumers perceive MIXUE Ice Cream & Tea as affordable
and stable in quality, with distinctive features like the "Snowman" of MIXUE Bingcheng is deeply
rooted in the hearts of the people and its theme song is played in the street simage and "Youth-
ful, Fun & Playful" image is built using "Brand Personification" strategy by creating the Snow King
mascot, which has a cute, approachable, and humorous cartoon character. This mascot, along
with vibrant store designs, creates a lively and welcoming atmosphere, appealing to younger
demographics and fostering "Brand Affinity”. 2) MIXUE and Cha's local marketing strategies are

strengthened through collaborations with local food influencers and bloggers to increase brand
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awareness and credibility, as well as city-level marketing campaigns by cooperating with local
events, universities, and community festivals. They use digital platforms for marketing, including
WeChat's official account, which regularly updates new product information and promotions, intro-
ducing the product's highlights and flavors in detail, along with purchase links and discount codes.
On the Douyin (Chinese TikTok) app, they post interesting short videos about the product-making
process and the lives of their employees, to increase brand awareness and reinforce the brand's
position as "delicious and affordable".3) Consumers learn about MIXUE Ice Cream & Tea through
various channels, and the brand is associated with affordability. The communication strategy has
increased brand awareness, but it should adapt to the trend of healthy consumption, enrich the

brand culture, and optimize services for different consumer groups

Keywords: Brand Digital Communication, MIXUE Ice Cream & Tea Communication, Taishan District,

Taian City

Background of Research

MIXUE Ice Cream & Tea is a nationwide chain brand specializing in ice cream and tea bever-
ages, operating under Mixue Bingcheng Co., Ltd. As of December 31, 2024, MIXUE has expanded to
46,479 stores. The brand has experienced rapid expansion in China and internationally, leveraging a
cost-effective pricing model and an extensive franchise system. In Taishan District, Taian City, MIXUE
has established a strong presence, attracting a diverse customer base, particularly among students
and young professionals. However, despite its popularity, the brand faces challenges in maintaining
consistent brand communication, differentiating itself from competitors, and ensuring franchisees
adhere to standardized marketing strategies. Additionally, local consumer preferences and seasonal
demand fluctuations pose further obstacles to sustaining customer engagement and sales perfor-
mance. Addressing these issues requires a well-structured brand commmunication strategy to enhance
brand loyalty, improve customer interaction, and reinforce a cohesive brand image across all franchise
outlets (Smith, 2022a).

In the digital era, as a nationwide chain brand, MIXUE Ice Cream & Tea has rapidly expanded
in the Chinese market with its cost-effective pricing and extensive franchise system. In Taishan Dis-
trict, Taian City, MIXUE has established a strong market presence, attracting a diverse customer base,

particularly students and young professionals. However, despite the brand's notable success in the
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Taian market, consumer perceptions of MIXUE Ice Cream & Tea also exhibit diverse characteristics
(Johnson, 2023a).

Consumers in Taian generally perceive MIXUE's products as affordable and cost-effective,
with items such as the 2-yuan ice cream and 4-yuan lemonade being particularly popular. The
brand's "Snow King" mascot and its theme song have high recognition among consumers, conveying
a youthful and lively image. Additionally, MIXUE maintains frequent interactions with consumers
through social media platforms such as Douyin and Weibo, enhancing the brand's approachability
and visibility (Zhang, 2023).

However, with the rise of health conscious consumption trends, some consumers hope
that MIXUE introduce more low sugar and low fat healthy beverage options. Furthermore, although
the "Snow King" image is fun, the brand's cultural depth still needs further enrichment. Consumers
expect MIXUE to incorporate more cultural elements to strengthen emotional resonance with the
brand. In terms of service, consumers have also suggested areas for improvement, such as providing
more personalized service experiences tailored to the needs of different consumer groups, including
students, office workers, and the elderly.

MIXUE's branding appeals to young consumers with its fun, playful image and affordable treats.
Otherwise Strong Local Presence: The brand maintains visibility in Taishan District with eye catching
store designs and strategic locations and Social Media Engagement: Active on digital platforms, lever-
aging trends and promotions to attract and retain customers. Giving rise to delving into the corporate
image communication strategy of MIXUE Ice Cream & Tea in the new media environment is not only
beneficial for the brand's growth but also has far-reaching implications for the entire industry and
academic research. It has the potential to unlock new strategies for corporate success in the digital
age. (Kotler & Keller, 2016)

Therefore Brand Digital Communication of MIXUE Ice Cream & Tea in Taishan District Taian
City holds great practical significance. For the brand itself, a deeper understanding of new media
communication characteristics can help it develop more targeted and effective communication
plans. By analyzing user data and feedback from different platforms, MIXUE Ice Cream & Tea can
optimize its content creation, timing of posts, and choice of communication channels. This, in
turn, will enhance its brand image and give it a competitive edge in the market and a variety of

marketing communication.
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Research Objectives

1. To analyze the brand image and positioning of MIXUE Ice Cream & Tea in Taishan District,
Taian City, People’s Republic of China

2 To Explore potential branding strategies for MIXUE's market position in Taishan District, Taian
City, People’s Republic of China

3. To find out Brand Awareness and Recognition Communication of MIXUE Ice Cream & Tea

in Taishan District, Taian City, People’s Republic of China

Conceptual Framework

Figure 1 Conceptual Framework

Definitions of Terms:-

1) Brand Digital Communication

Refers to the strategies and methods a brand uses to interact with its audience through digital
channels. This includes social media, websites, email marketing, online advertising, search engine
optimization (SEO), and other digital platforms to create awareness, engage customers, and build
brand loyalty in Taishan District, Taian City.

2) MIXUE Ice Cream & Tea Communication

Refers to the brand communication strategies and practices used by MIXUE Ice Cream &
Tea, a popular Chinese beverage and dessert chain, It encompasses how MIXUE interacts with its
target audience in this local area, including Marketing communication (advertising, promotions,

and events) Brand Equity Brand image and messaging (how the brand presents itself to the
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public) Customer engagement (online and offline interactions with consumers behavior), Local
partnerships or community involvement Adaptation to regional culture and consumer behavior in
Taishan District, Taian City.

3) Taishan District

Refers to Taishan District which is a UNESCO World Heritage Site and a major cultural and
historical landmark in China. The district serves as the administrative, economic, and cultural center
of Taian City a set of plans and actions formulated by an enterprise to adapt to the unique charac-
teristics, demands, and competitive landscapes of a specific local area. For MIXUE Ice Cream & Tea
in Taishan District, and Taian City, this could involve understanding the local consumer preferences
in terms of flavors, price sensitivity, and consumption scenarios.

4) Taian City

Refers to City is a prefecture-level city in Shandong Province, China. It is best known for Mount
Tai (Tai Shan), one of China’s most sacred mountains and a UNESCO World Heritage Site. Taian has

a rich cultural and historical significance, attracting tourists, and pilgrims alike.

Theory and conceptual

1) Theory of Communication

Based on Berlo Communication Model SMCR model David K. Berlo communication model,
S for the source, M for the message, C for the channel, R for the receiver. This model divides the
communication process into four basic elements: source, message, channel, and receiver (Berlo,
1960). Conclusion of communication is the SMCR model allows for the analysis of the dissemination
of Brand Digital Communication of MIXUE Ice Cream & Tea in Taishan District, Taian City People’s of
China. The SMCR model (Source, Message, Channel, Receiver) effectively explains how MIXUE Ice
Cream & Tea communicates its brand to consumers: Source (S) - MIXUE, as the sender, develops
its brand identity, promotional content, and marketing strategies, Message (M) — The brand conveys
affordability, fun, and high-quality products through digital campaigns, advertisements, and in-store
experiences., Channel (C) - MIXUE uses social media (Tik Tok, WeChat, Instagram), digital ads, physical
stores, and influencers to reach its audience and Receiver (R) — The target audience, primarily young
consumers and budget conscious customers, engages with the brand through these communication
efforts.

By leveraging the SMCR model, MIXUE ensures effective brand communication, fostering brand
loyalty and engagement across multiple platforms. This structured approach contributes to its rapid

global expansion and strong market presence.
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2) Theory of Brand Communication:

Concept about how brands communicate with consumers to create. Brand Image consists
of 5 characteristics namely: Brand Identity, Brand Competence & Benefit, Brand Personality, Brand
Behavior & Attitude and Brand Association through various channels. Then delve into how brands
convey messages, interact with their audiences, and shape brand perceptions. In the current compet-
itive business landscape, this theory holds significant importance for companies aiming to establish

a strong brand presence. (Kotler & Keller, 2016).
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Figure 2 Dimensions of Brand Image: A Conceptual from the Perspective of Brand Communication
Source: https://www.glaselgrand.com/blog-post/5step

3) Theory of Marketing Communication

MIXUE Ice Cream & Tea utilizes the Marketing Communication Model to build its brand and
Engage with consumers in Taishan District, Taian City. The brand employs a mix of advertising, social
media marketing, public relations, and sales promotions to create a strong brand presence. For ex-
ample, MIXUE uses social media platforms like WeChat and Douyin to promote new products and
engage with customers through interactive content. The brand also collaborates with local influenc-
ers and participates in community events to enhance its local identity and credibility. By leveraging
the Marketing Communication Model, MIXUE Ice Cream & Tea effectively communicates its brand
values, such as affordability, quality, and fun, to its target audience. This integrated approach helps
the brand maintain a consistent image across different channels 1) Advertising 2) Public Relations
3) Sales Promotion 4) Personal Selling 5) Direct Marketing 6) Digital Marketing 7) Event Marketing 8)
Word-of-Mouth Marketing.
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Figure 3 Marketing Communication Model
Source: https://www.marketing-commmunication-model

4) Theory of Consumer Behavior

Theory examines how individuals and groups select, purchase, use, and dispose of goods, services,
ideas, or experiences to satisfy their needs and desires. This field draws from psychology, sociology,
economics, and anthropology to understand buying decisions and consumption patterns. (Schiffman &
Kanuk, 2010). Understanding consumer behavior is essential for MIXUE Ice Cream & Tea to effectively
attract, engage, and retain customers. By applying key consumer behavior theories, MIXUE Ice Cream
& Tea has successfully built a strong brand presence and loyal customer base.

5) Concept of Aaker’s Brand Equity Model

Focuses on how the value of a brand is built through consumer perceptions and associations.
Developed by David A. Aaker, the model outlines the concept of brand equity as the value premium
that a company gains from a product with a recognizable name, compared to a generic equivalent.
Aaker’s model emphasizes that strong brand equity leads to higher customer preference, premium
pricing, and long-term brand success. By managing these elements effectively, businesses can build

a brand that holds value in the minds of consumers.

Fingure 4 The Aaker model consists of five key components
Source: https://brandwell.com.au/understanding-and-applying-brand-equity-models
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Concept of Aaker’s Brand Equity Model:

Aaker's model suggests that brand equity is composed of five key components:

(1) Brand Loyalty The level of consumer attachment and repeat purchasing behavior towards
a brand. High brand loyalty often leads to strong market stability and reduces the need for extensive
marketing efforts.

(2) Brand Awareness The degree to which consumers can recognize or recall a brand. A high
level of brand awareness means consumers are more likely to consider the brand when making
purchasing decisions.

(3) Perceived Quality Consumers' perception of the overall quality or superiority of a brand,
which often influences their purchasing decisions. Perceived quality is a crucial element in building
a strong brand.

(4) Brand Associations The mental connections or associations consumers have with a brand,
such as its values, image, or emotional appeal. Strong brand associations help position the brand
distinctly in the minds of consumers.

(5) Brand Assets the tangible and intangible assets associated with the brand, including trade-
marks, patents, and the overall brand identity. These assets contribute to a brand’s competitive
advantage.

In Conclusion, Aaker’s model posits that a strong brand equity is built over time through
consistent positive MIXUE has successfully built brand experiences, emotional connections, and clear
communication of brand values, which collectively contribute to the brand’s long-term success.
According to Aaker, brand equity is a straightforward concept built on the foundation of recognition.
Brands that trigger emotional connections and are easily identifiable are the ones that achieve the
most tremendous success.

6) Background of MIXUE Ice Cream & Tea Taishan District, Taian City

Mixue Ice Cream & Tea is a nationwide chain brand specializing in ice cream and tea beverages,
operating under MIXUE Bingcheng Co., Ltd. As of December 31, 2024, MIXUE has expanded to 46,479
stores, MIXUE Ice Cream & Tea in Taishan District, Taian City, China, originated from the business of
shaved ice and iced tea beverages. MIXUE was founded in 1997, starting with selling shaved ice and
affordable cold drinks. Later, it expanded its menu to include bubble tea and ice cream, making it
a highly popular brand in China and eventually expanding to other countries. Development Stag-
es of MIXUE Ice Cream & Tea. The Beginning (1997 - Early 2000s) Founded by Zhang Hongchao in
Zhengzhou, Henan Province. Started by selling shaved ice and fruit tea at affordable prices, attracting

students and young consumers. Menu Expansion and Business Growth (2000s - 2010s), Expand the



Nssimamansssiatding 97 19 atufl 2 nsngieu - Sunew Uszdl 2568 a7
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), July - December 2025

menu to include bubble tea, ice cream, and other beverages. Adopted a "low price + good quality"
strategy to compete in the market. Launched the franchise system, enabling rapid store expansion.
Rapid Expansion and Brand Identity Development (2010s - Present) Introduced the Snow King mascot
and implemented a Brand Personification strategy. Released a brand theme song, played in stores
and on social media platforms. Utilized digital marketing campaigns via WeChat, Douyin (Chinese
TikTok), and other platforms. Expanded into Southeast Asian markets, including Vietnam, Indonesia,

and Thailand. Growth in Key Economic Areas like Caiyuan Street in Taian City

Fingue 5 Logo Mixue Ice Cream & Tea

Source: www.google.com/search?g=mixue+logo+china

Therefore, the original beverages of MIXUE were shaved ice and iced tea, before evolving
into the tea and ice cream chain it is today. And refer to Caiyuan Street in Taishan District is a
bustling commercial thoroughfare, renowned for its high-density foot traffic and vibrant consum-
er atmosphere. As elaborated by Smith (2022b) in "Analysis of the Commercial Street Economy
in Urban Areas: A Case Study of Caiyuan Street in Taishan", the street is a confluence of various
consumer groups. Office workers from nearby business buildings, students from local educational
institutions, and local residents all frequent the area. The economic development in the vicinity
has led to an increase in the disposable income of these consumers, creating a strong demand
for affordable and appealing beverage options. The street's layout, with a mix of shopping malls,
small - scale retailers, and dining establishments, provides an ideal setting for a beverage store

like MIXUE Ice Cream & Tea to thrive.

Research Methodology

1) Research Design: The study was Qualitative Research with In-Depth interview and Research
Documentary.

2) The key informants: were chosen by purposive sampling 3 groups from 16 person

directly involved with Brand Digital Communication of MIXUE ICE CREAM &TEA consisting of
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Marketing director 1 person, Branch Manager 2 person, Marketing managers 2 person Public
relations managers 2 person, Communication Art Professor 1 person, Brand academic experts
2 person, Consumers 6 person.

3) Research Instruments: The research instruments used were 3 sets of structured in-depth
interview scripts used to collect data from the interviews. The researcher studied and reviewed the
literature and related research, collected data to be used as a framework for creating a structured
interview. Before using it, the researcher initially checked the quality of the created instruments by
considering the consistency of the questions with the issues studied according to the objectives of
the study. The instruments used for data collection were submitted to the advisor

4) Data collection method: The researcher made an appointment in advance to request an
interview and explained the objectives before collecting data according to objectives 1-3. It was a
self-data collection using a semi-structured in-depth interview and adhered to the ethics of human
research. When an appointment was made for the date, time, and location with the informant, Based
on current environmental factors and to make the interviews more convenient for the interviewees,
the interviews will be conducted through videoconferencing software and audio recording. The pur-
pose of the interviews will be made clear to the interviewees before the start of the interviews, and
they will be informed that any information that is not readily available for public consumption will be
kept confidential and that all the interviews will be audio-recorded with explicit consent to facilitate
subsequent transcription and analysis. The researcher recorded the interview tape and transcribed
it in detail after making a phone call via Line to facilitate data analysis.

5) Data Analysis

The researcher has collected details of data from in-depth inter-views with those involved,
The researcher will analyze the data using the content analysis method according to the following
steps: Step 1: Transcribe the data from the interviews. Transcription: The first step is to transcribe the
recorded interviews accurately. This involves converting the spoken words into written text, captur-
ing all the details and nuances of the conversations. 2: Prepare data from notes and interviews for
analysis. Similar data will be categorized to find findings. Step 3: Collect data and summarize only
important data. Step 4: Process and summarize real data to analyze the data by creating conclusions
by describing the description analysis.

The results of the study obtained from the interviews will be analyzed by analyzing the con-
ceptual framework. Theory of Communication, Theory of Brand Communication, Theory of Marketing

Communication, Theory of Consumer Behavior, Theory of Brand Equity
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Result

From objective 1: Analysis Results of the Brand Image and Positioning of MIXUE Ice Cream &
Tea in Taishan District, Taian City: it can be seen that consumers in Taishan District, Taian City, have a
clear perception of MIXUE Ice Cream & Tea's brand image, considering it affordable, stable in quality,
and unique. MIXUE Ice Cream & Tea has achieved certain results in digital marketing, but there is still
room for improvement, such as precise marketing using big data and strengthening brand culture
construction. At the same time, product and marketing innovation combined with local characteristics
will help further strengthen its market position in Taishan District, Taian City.

From objective 2: Exploration Results of Potential Branding Strategies to Strengthen MIXUE
Ice Cream & Tea's Market Position in Taishan District, Taian City: Comprehensive views suggest that
strengthening MIXUE Ice Cream & Tea's market position in Taishan District, Taian City, requires efforts
in brand image shaping, marketing strategy optimization, service quality improvement, meeting con-
sumers' personalized needs, and keeping up with market trends. By implementing targeted brand
communication strategies, strengthening the integration with local elements, leveraging the advan-
tages of digital platforms, and continuously innovating products and activities, IXUE Ice Cream & Tea
is expected to further enhance its competitiveness and consolidate its market position in the Taishan
District, Taian City market.

From objective 3: To find out Brand Awareness and Recognition Communication of MIXUE
Ice Cream & Tea in Taishan District, Taian City, People’s Republic of China. it can be seen that IXUE
Ice Cream & Tea": Conclusion on Brand Awareness and Recognition Communication of MIXUE Ice
Cream & Tea in Taishan District, Taian City, MIXUE Ice Cream & Tea has successfully built strong brand
awareness and recognition in Taishan District, Taian City through a combination of digital marketing,
physical store presence, and strategic brand communication. Wide Store Presence — The visibility
of MIXUE stores in high-traffic areas strengthens local brand recognition. Digital Marketing & Social
Media — The brand engages local customers through platforms like Douyin (TikTok China), WeChat,
and online promotions. Affordable & Trendy Image-MIXUE’s budget-friendly pricing and fun branding
make it popular among students and young consumers in Taishan District. Word-of-Mouth & Com-
munity Engagement-Local promotions, customer interactions, and visually appealing storefronts
contribute to organic brand recognition. Overall, MIXUE’s consistent brand communication strategy
has effectively established its presence in Taishan District, Taian City, making it a well-recognized and

preferred choice for ice cream and tea lovers.
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Conclusion

Table 1 Apply application of Marketing Concepts in MIXUE Ice Cream & Tea adjust from 5 models
In Taishan District, Taian City, China

Theory Developer Concept Application of marketing
concepts with MIXUE Ice
Cream & Tea
1. AIDA Model St.Elmo Attracting Attention Use mascots, vibrant colors,
Lewis and Stimulating and viral campaigns to attract
Purchase customers.
2. IMC Model Kotler & Multichannel Leverage advertising, Social
(Integrated Marketing  Keller Communication for media, and promotions
Communications) Brand Building together.
3. Aaker’s Brand David Aaker Creating Brand Value Utilize mascots and well-
Equity through Brand located stores to enhance
Awareness & Loyalty brand recognition.
4. Keller’s CBBE Kevin Lane  Building Long-Term Use Snow King and the
Model Customer- Keller Customer Relationships brand’s theme song to create
Based Brand Equity Brand Resonance.
5. Word-of-Mouth &  George George Silverman Harness Tik Tok and viral
Viral marketing Silverman campaigns to increase brand

awareness.

Discussion

Based on the research objectives, the discussion will be presented as follows:

1) Discussion about major findings of objective 1

Objective 1 focuses on analyzing MIXUE Ice Cream & Tea's brand image and positioning in
Taian. The research shows that its affordable prices and the "Snow King" image have created a distinct
brand image, in line with Kotler and Keller's brand communication theory. However, it lacks in the
high-end consumption segment. Thus, it should optimize its positioning and product quality to attract
more consumers. Brand Image Perception, Consumers in Taian perceive MIXUE as an affordable and
youthful brand, appealing mainly to students and young professionals. The brand is associated with
fun, freshness, and affordability, making it a preferred choice for budget conscious customers. Some
customers may perceive it as a low-cost alternative rather than a premium tea brand, which could
affect its long-term brand equity consistent with Johnson (2023b). Title research was "The Role
of User Generated Content in Brand Promotion in the New Media Era" found that explores the

role of user generated content in brand promotion in the new media era. MIXUE Ice Cream & Tea
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can encourage consumers to share their stories, photos, and videos related to MIXUE Ice Cream
& Tea on social media, such as consumption experiences in Caiyuan Street stores and feelings of
trying new products and Market Positioning that its affordable prices and the "Snow King" image
have created a distinct brand image, in line with Kotler and Keller's brand communication theory.
However, it lacks in the high - end consumption segment. Thus, it should optimize its positioning
and product quality to attract more consumers, in addition customer engagement and Loyalty
Social media engagement plays a crucial role in maintaining brand loyalty in Taian. Promotions,
discounts, and interactive campaigns have helped retain a loyal customer base, particularly among
young consumers. However, there may be inconsistencies in franchise-level service and branding,

which could affect customer experience.

“Consumers here in Taishan District still recognize the price of MIXUE Bingcheng.
Everyone thinks it is very affordable, like students and ordinary office workers, who are not rich
in money, and the pricing of Mixue Bingcheng's products is very in line with their spending power.
Speaking of quality, for so many years, the quality has been quite stable, although it is not
as good as those high-end brands”

A1 (personal communication, February 19, 2025)

"Snow King" image is deeply rooted in people's hearts, and its theme song is widely
spread. The brand continuously innovates its products, and items like the "Ferris Crunch”
ice cream and Oreo milk tea are well-liked by consumers.”.

A2 (personal communication, February 19, 2025)

“Most consumers will feel very relaxed and happy when they see the online content
of MIXUE Bingcheng. The various funny videos of "Snow King" are very interesting, and everyone
will think that you can get a happy, relaxing experience by spending in Honey Snow Ice City,
and you can also enjoy cost-effective drinks and ice cream.”.

A3 (personal communication, February 19, 2025)

In conclusion, this objective 1 using the Theory of Brand Communication, Theory of Com-
munication according to the 5W principle :(Who, What, In Which Channel, To Whom, and With What
Effect.) was focus on positive and consistent with analyzing MIXUE Ice Cream & Tea's brand image

and positioning in Taian. Image according to the established framework.
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2) Discussion about major findings of objective 2

Objective 2 focuses on about exploring strategies to strengthen MIXUE’s market position
in Taian. It can be seen that strengthening Localized Marketing Strategies Adapt to local consumer
preferences by introducing flavors and product variations that align with Taian cultural and seasonal
demands. And Collaborate with local influencers and food bloggers to increase brand awareness
and credibility and engage in city-based marketing campaigns by partnering with local events, uni-
versities, and community festivals to create a stronger local identity. Consistent with Zhang (2023).
Title research was "The Penetration and Influence of National Beverage Brands in Local Commercial
Areas" found that explores the penetration and influence of national beverage brands in local com-
mercial areas. Taking MIXUE Ice Cream & Tea as an example, it mentions that through the unique
brand image shaping, such as the iconic Snow King IP and the highly catchy brand song, it quickly
builds brand awareness in local markets. Adapt to local consumer preferences by introducing flavors
and product variations that align with Taian cultural and seasonal demands. Collaborate with local
influencers and food bloggers to increase brand awareness and credibility and engage in city-based
marketing campaigns by partnering with local events, universities, and community festivals to create
a stronger local identity. The current brand communication strategies, especially on social media,
have increased brand awareness, as Smith's research on beverage brand marketing supports. How-
ever, limited brand culture exploration restricts brand development. MIXUE should strengthen brand
culture, integrate local elements, and let Taishan stores adjust strategies based on local conditions

for better communication results.

“The headquarters' marketing strategy provides a unified direction for brand promotion, while
local stores can adapt strategies to better suit local conditions”.

A4 (personal communication, February 19, 2025)

“Adopt multi-platform operations, covering platforms such as WeChat, Douyin, and Meituan”.

A5 (personal communication, February 19, 2025)

“The headquarters focuses on brand image promotion and new product promotion, while
single stores pay more attention to local promotions and customer service”.

A6 (personal communication, February 20, 2025)
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“The headquarters focuses on brand image promotion and new product promotion, while
single stores pay more attention to local promotions and customer service”.

A7 (personal communication, February 19, 2025)

“Strategies for brand identity reinforcement is the application of the concept of
“Glocalization”, balancing global consistency with local adaptation across all markets.
The red-and-white color scheme, snowman mascot, and store design guidelines remain
consistent across all markets to maintain brand recognition, while recipes and product offer-
ings are sometimes adjusted to match local preferences and the brand integrates online and
offline communication.

A8 (personal communication, February 21, 2025)

In conclusion, this objective 2: using the Theory of Marketing Communication,-Theory of Con-
sumer Behavior. Comprehensive views suggest that strengthening Mixue Ice Cream & Tea's market
position in Taishan District, Taian City, requires efforts in brand image shaping, marketing strategy opti-
mization, service quality improvement, meeting consumers' personalized needs, and keeping up with
market trends. This strategy ensures a coherent global presence while respecting cultural differences.

3) Discussion about major findings of objective 3

Objective 3 focuses on finding out the brand awareness and recognition communication of
MIXUE Ice Cream & Tea in Taian City. High Brand Awareness Due to Affordable Pricing and Widespread
Presence MIXUE has gained significant attention in Taian due to its low-cost pricing strategy, making it
accessible to a wide range of consumers, especially students and young professionals. The brand’s
extensive franchise network ensures high visibility across different locations, further strengthening its
recognition. MIXUE’s distinctive logo and mascot (Snow King) contribute to strong visual branding,
making it easy for customers to identify the brand. Anywise impact high foot traffic and impulse pur-
chases due to affordability and strong brand recall. However social Media and Digital Marketing as Key
Communication Channels MIXUE effectively utilizes platforms like WeChat, Douyin, and Xiaohongshu
for promotions, customer interaction, and viral marketing campaigns. Online campaigns, such as dis-
count offers, interactive challenges, and user-generated content, enhance brand engagement and
visibility. The brand’s use of short videos, memes, and trending content helps maintain relevance
among young consumers. Impact: Increased online visibility, stronger engagement, and brand loyalty.
Word-of-Mouth and Community Engagement consistent with Smith (2022b). The title research was
"Digital Marketing Strategies for Brand Building in the Beverage Industry" and found that the brand
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building strategies in the beverage industry in the digital marketing era. It points out that social media
platforms such as Facebook, Instagram, and TikTok and customer recommendations play a signifi-
cant role in boosting brand awareness, especially among students and local communities. MIXUE’s
participation in local events, sponsorships, and campus marketing enhances its recognition in Taian.
Group buying deals and referral discounts encourage peer-to-peer brand promotion. Anywise Impact:
Strengthened brand credibility and organic growth through word-of-mouth marketing and consistent
with Davis et al., (2022). Title research was "The Impact of Social Media on Consumer Behavior in
the Beverage Market" which monitor social media data to understand consumers' feedback and de-
mands for products, and timely adjust product strategies and new media communication content.
At the same time, it can use the word-of-mouth and consistent with Aaker (1991). Title research was
"Innovative Marketing Communication Strategies in the Digital Age" that strategy, organically combine

online and offline channels.

“I think there are two main aspects. On the one hand, there is the interaction of brands
on social media our official account will reply to consumers' comments and private messages in
a timely manner so that everyone feels valued. On the other hand, there are online membership
activities, such as points can be exchanged for drinks, birthdays have exclusive discounts, etc.,
consumers have received tangible benefits, and their loyalty is naturally high.”

A9 (personal communication, February 19, 2025)

“I think Brand Awareness Due to Affordable Pricing and Widespread Presence MIXUE has
gained significant attention in Taian due to its low-cost pricing strategy, making it accessible to
a wide range of consumers”.

A10 (personal communication, February 19, 2025)

“Influencers and KOLs have a lot of influence, and their recommendations can let more
people know about MIXUE Bingcheng. For example, when a food blogger recommends a new
product from MIXUE Bingcheng, fans will want to try it after seeing it. Moreover, their evaluation
can also influence consumers' perception of the brand”.

A11 (personal communication, February 19, 2025)
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“I believe that the brand's interaction and service in the digital space are very important.
We actively interact with consumers on social media, answering their questions and suggestions
to make them feel cared for.

A3 (personal communication, February 20, 2025)

“Members can exchange points for various gifts and drinks, and the birthday benefits are also
very Thoughtful, which increases consumers' stickiness. Moreover, our online ordering and delivery
services are very convenient. The delivery is fast, and the products are still fresh and delicious when
they arrive, which makes consumers more willing to choose us”.

A12 (personal communication, February 19, 2025)

“Customers will feel that MIXUE Ice Cream & Tea is super cost-effective and a good choice for
daily consumption. However, some customers also want us to improve the quality of our products,
such as using better raw materials, so that we can meet more diverse needs”.

A13 (personal communication, February 19, 2025)

“Mainly students, such as primary and secondary school students, college students, they
have limited spending power, but there is a laree demand for drinks and ice cream. There are also
young office workers, the pace of work is fast, and the price is affordable and easy to buy, which
is very suitable for their needs”.

A14 (personal communication, February 19, 2025)

“We rely on a low price and a unique brand image. In terms of price, it is cheaper than many
brands and can meet the daily consumption of the public. In terms of brand image, the awareness of
"Snow King" red color mascot and the joyful brand atmosphere is very different from other brands”.

A15 (personal communication, February 20, 2025)

In conclusion, this objective 3: using Theory of Consumer Behavior, Theory of Brand Equity
Otherwise Challenges in Brand Differentiation: Despite high awareness, MIXUE faces challenges in
differentiating itself from competitors like Heytea, Nayuki, and CoCo in Taishan District, Taian City,
China. In terms of product quality and brand perception. Some consumers view MIXUE as a budget
friendly option rather than a premium brand, affecting its positioning in the market. Inconsistencies in

franchise level marketing and service quality can lead to variations in customer experience and brand
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perception. Anywise Impact: Potential limitations in attracting middle-to-high-income consumers who

seek premium tea experiences.

Table 2 Brand Digital Communication of MIXUE Ice Cream & Tea in Taishan District, Taian city,

People’s Republic of China

Strategic Pillar

Challenge

Tactic

1. Brand Repositioning
through Localized
Storytelling

2. Product Line Innovation

3. In-store and Digital

Experience Enhancement

4. Community-Driven

Marketing

5. Sustainability & Health

Emphasis

6. Hyperlocal Delivery
Strategy

Seen as a mass-
market, ‘cheap'
brand.

Lacks product
excitement vs

competitors.

Stores are basic;

image is playful.

Low emotional
connection vs
lifestyle brands.
Growing demand

for health-

conscious options.

Competitors

dominate delivery

convenience.

Localized campaigns like Taian Flavor
Limited Edition'’; social stories featuring
students and youth culture.

Dual-tier pricing: core low-cost ( ¥ 6-10)
and premium seasonal (¥ 12-15);
influencer campaigns, aesthetic packaging.
Pop-ups with local universities; photo
zones; gamify ordering via WeChat (e.g.,
stamp rewards).

Sponsor events; student ambassador
program; fan-designed drinks or cups
contests.

‘Fresh & Light’ drink line; sugar
customization; eco-messaging with rewards
for recycling.

Partner with Meituan/Ele.me; 'MIXUE
Express' 20-min delivery; dorm/office

bundles like 'Study Pack'.

Conclusion: Taishan District, Taian City is a mixed urban district with students, office workers,

and families. Consumers value affordability, uniqueness, taste, convenience, and social media ap-

peal. MIXUE's Position: Known for affordability and scale but lacks brand image against competitors

Heytea (premium), Nayuki (lifestyle), and CoCo (versatile). Strategic Goal: Differentiate MIXUE's brand

to attract lifestyle-conscious youth while keeping affordability.
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Table 3 Comparative Brand Digital Communication MIXUE vs Heytea, Nayuki, CoCo in Taishan District,
Taian City, China

Strategic Pillar MIXUE Heytea Nayuki CoCo

1. Brand Launch Taian National brand  Lifestyle Urban

Repositioning Flavor' drinks; with innovation  storytelling; convenience;

through local culture & & youth premium friendly tone;

Localized youth stories; sophistication; aesthetics tied to less localized

Storytelling affordable strong cultural  wellness and storytelling
emotional image  storytelling romance

2. Product Line  Dual-tier pricing;  Frequent Premium tea- Reliable menu;

Innovation premium seasonal bakery combo; some seasonal
seasonal items; launches; high  trendy high-quality drinks; less
mass appeal aesthetic value  ingredients innovation

3. In-store & Simple stores; Instagrammable  High-end café Functional

Digital seating/photo interiors; app &  atmosphere; stores; WeChat

Experience zones; WeChat mini-programs; lifestyle & mobile & delivery; less

Enhancement gamification; consistent touchpoints experiential
student pop-ups  branding

4. Community-
Driven

Marketing

5. Sustainability
& Health

Emphasis

Student
ambassadors; fan
design contests;
campus
sponsorships
Fresh & Light line;
sugar
customization;

eco-rewards

Brand & artist
collaborations;
social media
buzz; offline
events
Healthy
ingredients;
paper
packaging;
visible

sustainability

Emotional &
influencer
campaigns;

lifestyle-oriented

Real fruits & tea;
healthy focus;

sustainable design

Relatable tone
online; limited
community

focus

Customization
offered; less
public eco-

health push

MIXUE differentiates through value include local emotional relevance, needing to boost
perception via design, innovation, and digital-native campaigns. Heytea and Nayuki lead in premium
experience, branding, and trend leadership. CoCo remains versatile and reliable, but less aggressive
in innovation or community branding.

MIXUE doesn’t need to out-luxury Heytea or out-fashion Nayuki. Instead, it should own the

affordable-yet-fun, locally beloved identity. By blending localized marketing, tiered product inno-
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vation, and community connection, it can turn its mass-market presence into a youthful lifestyle

choice—especially in a diverse urban district like Taishan District, Taian City, and China.

Recommendation for policy formulation

1) The headquarters of MIXUE Ice Cream & Tea can formulate brand development policies
that encourage innovation. To establish special funds to support Taishan District stores in carrying out
product and marketing innovation activities that are deeply integrated with local culture.

2) The brand communication effect evaluation policy should be refined. In addition to con-
ventional indicators such as sales data and social media interaction volume, indicators for assessing
the depth of brand culture commmunication and the degree of consumer emotional resonance should
be incorporated.

3) Training and introduction policies should be formulated. Professional training for the brand
communication team in Taishan District should be strengthened to improve the creative capabilities,
market insights, and cultural integration abilities of team members. Moreover, talents with rich brand
communication experience and cultural and creative backgrounds should be recruited to inject new
impetus into brand development.

4) Promote sustainable practices and enhance community engagement to build a responsible

and trustworthy brand image.

Recommendation for Practical Application

1) In product innovation, more healthy beverages and food items with local characteristics
should be developed in accordance with the taste preferences and health requirements of con-
sumers in Taishan District.

2) In marketing activities, cooperation with local media and cultural institutions in Tais-
han District should be strengthened, and diversified brand culture activities should be carried
out. Sponsor local cultural festivals, art exhibitions, etc., and setting up brand display areas
and interactive experience areas at event sites can enhance the brand's cultural influence in
the local area.

3) Regarding service improvement, the service process and content should be optimized
for different consumer groups. For student groups, learning and communication spaces and
preferential packages should be provided. For office workers, fast and convenient delivery ser-

vices and customized drink options should be offered. For elderly consumers, comfortable rest
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environments and attentive service guidance should be ensured, thus improving the overall

service quality.

Recommendation for Further Research

1) Conduct long-term follow-up research to monitor the market response and consumer
behavior after the adjustment of the strategy of MIXUE Ice Cream in Taishan District, and analyze the
changes in key indicators to help the long-term development of the brand.

2) Explore the potential of emerging technologies such as artificial intelligence and virtual reality
in the brand communication of MIXUE Ice Cream and Tea and promote communication innovation.

3) Research mix Methods qualitative research and quantitative research to analyze the factors

that affect consumers' attitudes towards the MIXUE Ice Cream and Tea brand.
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Abstract

This mixed-methods research aimed to study and develop health literacy promotion media
and preventive behavior enhancement tools for iron deficiency anemia among women of reproductive
age in Health Region 3, Thailand. The study population consisted of 422,110 women, from which a
multi-stage sampling technique was used to select a sample of 404 participants.

The media development process was based on expert focus group discussions to co-design
media materials, which were then produced and disseminated. Research instruments included a val-
idated questionnaire on knowledge, health literacy and iron deficiency anemia prevention behaviors,
a media satisfaction evaluation form, and a focus group discussion record. All tools were verified for
quality and piloted prior to use. Data were analyzed using frequency distribution, percentage, standard
deviation, t-test statistics, and content analysis. The findings revealed that participants reported a very
high level of satisfaction with the media (98.70%). Their knowledge , health literacy and preventive
behaviors related to iron deficiency anemia significantly increased at the 0.05 level (p < 0.001). The
resulting health literacy promotion media effectively met the needs of the target population and
contributed to improved knowledge, health literacy and preventive behavior outcomes. Therefore,
the developed media can be efficiently utilized by local agencies and health network partners within

Health Region 3 to support women of reproductive age in preventing iron deficiency anemia.

Keywords: Iron-Deficiency Anemia, Women of reproductive age, Health Literacy, The Development

Health Literacy Promotion Media
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wazysnusnAntuiintosnitnms mnualmantiudelunnedinssderndsmisnfinisudtida
(Bureau of Health Education, Department of Health Service Support, 2017)

fau {AdeTeulafinunisimudoauaiuminsouiiugunimuasngAnssumsdostune
Tafinnsanmsuinsmmdndmiundgaiosyiusluunauaind 3 sumdnnisdessquainuaziinin
Anuseuifuguaiiethieenuuulaznandefisinunmldlunsilnyinwsuazairaaiuanusous
suguanmliiuvdeoesnpiugluanaunmd 3 asnnsatesfunmglafinansanmsuasigvanuesauies
AsoUAS watuv Ifedaiiussdvsnmuasyilstiann wiindiitu

IUITAIAVINTTIY

1. ilefnmanug mmseuiiuaunin waswginssunisdestunnglalinaanmsunsiniman
dmsundaioniaiuslumngunnd 3

2. Wlerimundeaiaaiumuseuiiuaunmuasdestunnzlainasinmsnasinmandmi

njrivTyiuglulngua i 3
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3. WieUszilunadugvisveInsimndeas iU U uguA ke Ueaiun1elafingnean
mMsvaswwandmsungeionsyiugiuunguaing 3

VBULUAYBINTTIRY

meeluadsilidunmsitouuuraniiiuszneusensisudesina &l

nMs3seBelBnna WeAnwinnu anuseuiiuaunmuaznaAnssunsesiunnizlainansan
MsvesmanuarnUssiusadunvdveamsimundeaiaauanuseuiiuguamuas dosiunnz
Tafnasanmsnasiamandmiundsioniaiuglunauning 3

Uszans e vdsToisaiugiifiony 1549 9 ondvegluiufiwagunmd 3 1wl 2567 Sy
422,110 AU (Health Data Center, 2024) ﬁmumm@ﬂ&juéhasmmﬂmswéwL%ﬁ]gﬂmi%l,l,azua%l,t,ﬂu
(Krejcie & Morgan, 1970) fisvsuanudetiudesay 95

ngudeE Ao ndelondnyiusifiony 15-49 U fegluiiufiunguninil 3 duuuumanetunou
(Multiple-stage sampling) MudRaEIUUTEYINT 5 I IuLﬁumqmmwﬁ 3 (Cluster sampling) 3313
AUnANYs 31U 89 AU Fndntuy 91u7U 62 AU FnInfians 91U 81 AU JIAUATAITIA 114U 99 AY
wazdaningiivsnil S1nu 73 Au sau 404 AU meuLUUABUNLVNseelatiEaues eUstidumNg
AVINIBUSMUAUNMRAEIERNTIUNN TR U AR INNTVIRsImAN TR WA IR LTINS

nMsItelenmun ilewanndoainaaduausouiiuguaimuastosiunmelainasanmsee
swandmiundsiowsaiuglumguami 3 lethdeyaildanmsinuidodeliinasnimuayszidiu
dlunsaunnnguvesdiBervey S 7 Ay

ﬂéNéL%ﬁﬁ%ﬁ@Iﬂﬂ?iﬁu%uﬂﬂdm WU 7 AU 1AgTBLENLUUANEAS (Purposive sampling) Hineus
nsAnLdeNn Ae dAu3 fmnuidemauarivsvaumsailumsyhausuiiug lidesndt 5 3 Usznouse
thinmsassuguiunsduaiuaunmdmiuvdsioaiaiuiuesmhsnumssuauluwngunmi 3
FEAURAGUAIN F13U 1 AU Uaeseaudandn 91w 1 au gudinumuduasugunndmsundgeionsy
fiusveamhenuesinsunasesduvipsiulumagunni 3 S 1 Ay thdeansuszanduiug S 1 au
thimmetindemsnarussiuiesiu $1ua 1 au Munundeiodyiugluunaunmd 3 1w 2 au
dierivun senULUU waiimndeanadumseuiiuaunmuaz lestunnglafinasanmsunsinman
dmsungaioniaiuslumngunnd 3

Fuusldlun1sise

1. fudsiu loud anud anusevdmuasnimuaznisdosiuniglaingneninnisvinsisman
dmsundaioniaiuslumngunnd 3

2. Faudsmu lun nadugrsannnisianndeairaaiuanuseuiimuguamuasdosiunios
Tafnasanmsnasimandmiundsioaiaiuglunauning 3
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NFBULUIAATUNTIRY
maidelunSalifumsifonunanisteitelismuansouunAnnelivdnnisdeasauninuas

mnAnANuseUiuguA™ Hiothlflunmsiaundeaadummseuiiuaunmuaz Jesiunniglainang

NnMsesmandmsundgsiosyiusluunaunind 3

Au§ (Knowledge)

e, 91713, Msteariu

o v &
-2 nsigauludesnman

o
NsNTAvINNIRATNTRIEINIMEN
AvEmssugnaiusamanng

A2750V§ (Health Literacy)

-5t : eyatnans/msuinig msWaudeasaaiy

-nsdla : ame, 813, n1stlesiu AMUTBUFNUGUNINUAE

-mslsion : msdeansaunm Uesfiunmelainasinnis

-mssnduls : denisnsdesiunnslainan naswmandmiundga

-mMsiluly : dluuion Foasyiugluunaunni 3
'

noAnssumsteasiunazlafinansainnis
'U’mﬁ‘mman (Preventive behaviors of Iron-
deficiency anemia)

) o Py o
-MsfulsEmuemsngauluimesiamin

MANAEMNITTAYINNTYATUEIHIMEN
-MSUUTIMUE LSS WEN
-mMslunuuwng

-mshseidesiunues

AN 1 NFOULLIAAUNITIVY

WU

midelundedifunsideuuunanuds (Mixed Method Research) Usgnaudemsideidszunndag
Tuvuaeununui Anuseuiinugunmuaznginssunistesiunmzlafinaainmsunesigmindimiu
nijeioasapiuglummauamd 3 Wefnwanu Anuseuiiuaunimuaznginssunsdesiunniglafinans
MMesmvandmiundrieyiudluanaunni 3 uasmdedenunmlagiuutuiinnsaumnng
Bosnswanndeairaaduanuseuiiuguaimuazlosnnzlafing1sa1nnisvinsinimandniunds
Soasapiuglumngunmd 3
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\3asiion193de UsznaumeiniesdiovesnsidodeUinauandsannin il

\PRosTloMTITuBUTIIM Uszneusne uuvaeununNL ANuTeUIUaumasnstesiuay
Tafnasanmsnasawdndmiundsionigiuglunnauning 3 uaswuulssiuauiioelasede

1. wuugeuaueNg AnuseuimuauanwarngAnssunslasiun1iglainansninnisvinsnman
dmsungeiosyiuslumguamil 3 Iimunuulsmniuuaeuniuamg anuseuiiuauninuas
noEnssunslesiulsauasiuguanvensuAIuANlsn NTENIIENs158IgY (Bureau of Risk Communication
and Health Behavior Development, Department of Disease Control, 2021) i1 4 & fo

dil 1 Teyaduynnavesmdeiowsoiuslumagunmd 3 s 6 9o Wudhamuuudenney
Aenifuaanuniw e7g msnw 913n 516ld anzlalinansainnisuinsigman

duil 2 miReiuanglafinansnmsunsmdnuesdjeiniaiuslunaunini 3 $1uiu
5 4o iufauwuudenneuifsiuaing mstesiu msfulsemuensiomman o1nsfidarng
MIgadusImmEnLasavEn1sTuuIMsedaEsusminns inawinsieguun Ao maugn 1 Azuuu
ROUAR 0 AZWUL AZLULFY 5 Avuuy Wanaanaziueds (Bloom, 1971)

ATLLUDAY wlana

< 598ag 60 SEAULRY
sEsSeva 60-80 seaulIunNas
> 80 4l S¥AUIN (3)

dil 3 anuseuiiugunwiiionistesiuaniglafinamnmsnasinmdnvemdsioiyiug
Tuwaguamil 3 §uu 10 Po WudmouuwuuasUssidiue (Rating scale) MunIARNTWRYTNYY
ANUTBUIIUEUAIN (Nutbeam, 2008; Kaeodumkoeng, 2018) Usenaume n1sidndis nsdla msleiniy
msimaula warnsildle thaminsiipzuuumuszauauaanse fe ildld 0 Azwuu sildenunn
1 Aguuy sinlaen 2 aziuy Mladg 3 aziuy wagynladesnn 4 AvuuY ATLUWLAY 40 AYWUU
LLL‘UﬁNﬁRﬁﬂﬂ%LLUULQg‘U (Kaeodumkoeng, 2024)

ATLLLREY wuana

< Sovay 60 seauliliiaans (Inadequate)
Sovay 60-74.9 szaulidym (Problematic)
Sowaz 75-89.9 SEAUNBLINEY (Sufficient)
Zaway 90 TulY seduRden (Excellent)

@i 4 woRnssunslesiunnzlainansannmsuiasiswanvemdeipasyiugiuunguaing 3
° Yy & o a1 . = ) a Y] Ao I
w5 e lWimanuuuuinsUsEiue (Rating scale) enfiunganssumsTulsenuemsiidsnnman
MINENEGEDWNTTITATINNTANTUYVRIENWEN N13suUiNsedaeEusinmanlansaudns nslunu
wnnd waznsihseilesiunuesnnaniglaingaeinnisunsinwman inasinisliasuuuussaunis

Q

UfUR e UjURatate (v 6-7 Jw/duam) 3 aviuu UURUesAss (v 3-5 Tu/dUnn) 2 Aziuu UHUR
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U9A53 (1 1-2 Jw/dUai) 1 Azuuu wazlireUfufas 0 Azuuy AzLULAN 15 AZWUY WanaaInAsuuy
\ndig (Bloom, B.S., 1971)

ATUULLRAY RIG!

< 5o8ay 60 SEAULRY
Soway 60-80 sgauUIuNaNg
1N 80 Tl SLAULN

2. wwudszifiumudfisneladede Wauuiusainuuuasunuauiianeladedetalse
(Malakitsakul, 2024) 97U 5 U9 WufanusuuinsUsediue (Rating scale) LﬁaaﬁUﬂaﬂuwwsammaq
o mwn erutoyaudadla sunuuddumeminhauls wasiusslond inurinslinsuuumuszduey
flawela 3nnflan 5 AzuuY 110 4 Azuul U1unans 3 Avuuu Ten 2 Azuuu teuiian 1 Azuuu uazliils
nola 0 ATLUY LLanamﬂﬂszuLa?{a (Bloom, 1971)

iwsestiensidodanunm Ao wuuduiinnsaunuingy Uszneusne deyamiluvestiTeivay

[

Foguszasdvasnisaunuingy meanumdndmsuldlunmsaumnngy 1w 5 Jedumauwuulatade
delviidemaausinaslumsianndeshaduanuseuiugunmuas lestunnglainansainmsee
swmandmiundeiseiiusluasgunmd 3 fo 1) Jymanglafinasmnmsunesigmandmsunds
YowSapiuiluamgunn 3 foosls 2) iomanszddguesmsmaiudeda 3) fomnsiomsuazndu
Whvane 4) mssenuuudemaduguuudle 5) mhsnumaieietefismdiunuasuamszdiauesns
aunngu deiuouuy uasmleneuasdanseiteyadaiion

N5ATIVFBUAMAINYBLATD D

MInsIvEeuTedAesiolunTIdIlesUinaesuUasUnmANS ALTEUSFLgUAIWLAY
ngAnssumstesiunmelalinnsanmsnesiamandmiundgiosyiudluunguami 3 uasuuulsediy
Awitsnelasedo

1. WuugeuaueINg AuseuimuguankarngAnssunsUasiun1iglaingnsninn1sviasnman
fUFuUssRNINUUUAB ALY ANuTeUIIuguAT LazngAnssunslesiulsnvesnsumunslsa
NIENTNAGITUAY ATIIFADUANNYBAATEEINGTEINEY S1uu 3 Au mAdviinrwaenados
(Index of ftem-Objective Congruence; I0C) wiitu 1.00 endaraufifirngrunasiuun (Discrimination)
faus 0.2 Tly wazailunaaedld (Try out) Tundumieioasaiusuesimindoumitlalfdunduiesg
vasmsHelunded dmaruideriulaglignaues Kuder-Richardson (KR-20) Wity 0.89 AndansyAvisuearh
Y99AT8UUIA (Cronbach’s alpha coefficient) (Cronbach, 1951) Wiy 0.97

2. wulsziiunnufiawelasedensasounnnnueaedosionngidevgy S 3 au ldmev
AnudenAdeavITU 0.96 MduUsEAvEavAiusuesAsaULIA WU 0.98

MamseaouinteliolumATedenunw fe uuutufinnsaumnnguiiiunisaeununIned

\nSesilonnE A 913 3 Au lardvilesaenndeavindu 0.94 thluldduiinteyalunmsaununngy
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YouBeGy S 7 AU ledueanziuuvnimsiandeaiadiumnseuiiasdosiuamzlainans
Mnmsvnsgwanlundsiosyiusangunini 3

nsmusmdaya Fiseduiumaitununudoyauasieneinadenuios sudifousnsauis
Weoufiquneu 2568 faeauiden il

1. fAifeladnvienansuazaiddeiifetenisriunmsiandea aaiunuseudiuaunm
dmsundeioaigiusluvnguamd 3 iWevsdumnmdumsaansedionlilunsfudeyauaziiua
UszansuazAndenngusiiegalunisfinuidy

€ Y a ¥

2. YAANBYAT IR URAYRUMUMUMTARESUgUA AT U vTBRTyiugvesdinau
asrsnighe 5 Sereluiufionguindl 3 wasvemusmiielumssuiumaiutoyamunuuisnmes
NsARRENUIEYINIWALNAUAIBEY

3. ahauaviaufuusieiesdlelifinrmaenadosiulseiuifomnsinuidy wagnsivaen
Aummvondesielnefideng thaniuusudlvnudeiausuuy wazveasdly

4. dufunafiuieyamudiiualinuiuiivesndushegalnsverueyasiei uarromus e
Tunsiiudaya

5. AvvEUMNATUUTeNayaveUUABUM I UTIUT I Wislrulahfoyailatnunmuas
wiouh Ul einan1sAny1ide

nsiRsEitaya

Ansziideyarmeismsuanuasaud Sovar rade uardudvauunnsgu uazadavagouddi
(Paired-t-test) ifleUszilunadunvsvesnsiandoainaiunuseuiiuauamuasdesiunnsladinns
e mmEndmiuvdiaisyiusluangunnd 3 Meidudanwiensiiesyilasdanigi
Foyaidadovmannsaumnnduuesifentny wWethllunseenuuuiasimudoatiaaiuauseus

mugunmuarlasiunzlainaeannmsviesimmand niundaismsyiugluanaunmi 3

NaN13IvY
1. NsAnwveyaduyAaavaIngumegtmdgeiBlRTyiugluwnaunni 3 31 404 AY
Henfuaniunn 81y seaun1sine 813 el waznelainanseInnsuIesIRmEn Kan1sAnwIde

U d‘
HAIUAINTITNN 1
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M35797 1 Uansdeyad uuARRYR IR IBRTUSUAZUN M 3 (31w 404 Av)

dayadauynna 31 (Bowaz)
1. @07UN W
Tan 169 (41.8)
UAIIU/AN 213 (52.7)
wihe/men3ne 22 (5.4)
2.9
N1 20 9 22 (5.4)
S¥MIN 21-30 U 72 (17.8)
5¥WIN 31-40 U 181 (44.8)
FEWIN 41-50 U 129 (31.9)
3. STAUNMSANY
Lils@nwn 3 (0.7
Uszaudn 32 (7.9)
fseurnw 52(12.9)
4. 77(19.1)
4. 56 (13.9)
Uty e3 136 (33.7)
Yy in 45 (11.1)
ganiSggynin 3(0.7)
4. 918w
wsithu/wethu/laidl 19 (4.7
NSNS 57 14.1)
gInadILe? 21 (5.2)
Fude 219 (54.2)
Fusmy/Sgiavig 84 (20.8)
Buq 4 (1.0)
5. 579161
{98n71 5,000 UM 78 (19.3)
5,000-10,000 um 215 (53.2)
10,000-20,000 um 102 (25.2)
1137 20,000 UM 9 (22
6. NlafnaNIINNITVINGIUEN
Taifl 293 (72.5)
finnelafinanuas Suussnmuaiusiamin 27 (6.7)
finmzlainaualildsuusenueaiusiaman 32 (79)
lainswladudla 52(12.9)

N9 1 nuinguitegedlvalianunimudsweausa Jovar 52.7 91y5ening 3140 Y

Souay 44.8 SeAUNSANWUSYEY S Sogay 33.7 01WNSUIN Saeae 54.2 Teldagsening 5,000-10,000 U
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Sovaz 53.2 nuheuethiinzlafinewinnsuiaseman Seeaz 72.5 neuieuwesdinniglaing
INMIVIATIAANUEL SUUTEMUE LRI RWENegSeas 6.7 warlisuusemueiaiusinman Sevaz 7.9
1 = 1 | = a < 1
waglinsuriseliwiliimuedinmelafinan@innisuinsgman Sevas 12.9
2. NsEnwIANg AnuseusmuaunkazngAnssun1stesiuniglafinanninvinsgman

VDIQIBRTYRUTUNFUNINT 3 HANTANYITENNAWINTINN 2

AN 2 uaninany Anuseuiiuaunuaznginssunslesiunmilainanwinnisnnsinmanvemd e
WiLSnguaInil 3 (F17u 404 Av)

Uszdu AzLUUIRAY ulama X S.D.

(Fouaz)
1 anug 63.72 Uunan 3.19 2.12
2. ARy 61.85 Tivileawe 30.93 1.38
3. woAnssunsUeiiu 60.89 Urunans 15.22 3.77

= i W oA o a v PEY

NAINA 2 nuihnguiiegslianuiUuna (Aruuuaieiosay 63.72) ANTBUINUATAMN
LiWesne Seway 61.85 waznginssunisleaiunnslafinaisainnisviasisudnveamndgeionsayiug
WREINMI 3 Uunans Seeag 60.89

3. msiaudeasudtunnuseuiinuaun s Jostunglainananmsnasimandmnsunds
Fowseiugluwngunini 3 TliannsinseikasdunseinnIsaunuINauUe eI ysLtorn X
wan 1) Yymamezladinasannsuesisudndnsundgeiowsyiugiuwnguang 3 feezls 2) om

o < d' ! d' ! = [

aszddgvasasmsiiuiteda 3) desmenisdeasuaznguitving 4) niseenuuudermsiuguiuule
5) MwuNARIaTIeTiTImANTuNY Wethuinisikesdunneideyadalenielileaniuy
wainndenldlunsiauvinueiaraiiuaSunnusoudnuaunm 1easdunfm e 3

3.1 @UuaAnfilannnIsIes e duasIeinuUsHIUYBINITAUNUINGS AIR15199 3

A13799 3 UARINTATULLIARTILAANNNSAUNUNNENTRIRTeINEY (I 7 Aw)

Usuiu wuIAn wuawnslunisasnuuu/Mannge
10 nauithwnevnaug, A AoAsATOUAGUYIA 3 TR A

wWhla, Wilafie, vieeueseniln - Wugy, MsAndnsien, nisndule
(Nutbeam, 2008)
2. \om ANuNugY, mstesriu iiauetayazuiuuniieg,

Storytelling, onaiw, dolv,

a I3 <
dugLowees
' v 4 !
3. 9oWN madasudeveandgudmang sevlaruazesulall, yana
4. Uuuy NnULUY ¥la Aagaeuaula adsey,

yiuady, THuselevile
a A o ' & o
MAnIanY NniAatY mheauassaaluiiug

Wuwnuih
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R399 3 WU 11elainaeannnisvesmandmsungeisniyiugluwaguaimg 3
dlngfinuazdutdgmibvveangutmnglunmsvieanug anudila wazdilafinluuisssnung,
LdladnsEuaudoyanuase duly msimudelinseuaquie 3 95 MuuwAnANTBUIAUgUAIW

A g va o & = v 9 | Y a a ¢ ° v a = o a wua
ialiAnAusugIuignaes uasimudseAunsAndase wavannsadiludndulanasdiluugi i
liegegnaes Wemvesdeilimisiiausteyalunngluuy Ingihdeimuiiauuiuljuageaniuy
dolminilanuviuady umanisaliiauly dwsunguidvanglutagdu Yememsweunsaelvivang
aufuanudensvesngumunenslusuuuvesulal eevlad wasdoynra wu Wimhieraadas
assaguUsEdmyUnu (eau.) {ihyuyy JUIisesdnvisenheny yanasuluy tUnies a1 Aaty

4 a 51 3 6 4' Y 1y ¢ = 5
w38 dungieuwesiuunanvlesusaulauniie suluuvesdenlIsiuiunsiduselevd n1sieansdng
iielindndydnuel msgnfouiioasemnuaszninlunistesiunizlaineeainnisuiasaumaniid
Bnsdasiuniemeaueusidmandogunnisludagiuuazeuan waglvnidansnilinunin uas
hgnunfnIeieasildundlunmsdiiunisie

3.2 MIvenLUULaEiRdoa S uANUTaUIMUgunnLaznnsdasiun1zlaingaannsee
swandmsundaisnsyiugluanauning 3 §1uiu 3 ¥ile Ao Uffiuddlfzanivenduwas nssid
AwSyiugAliidde uazafnnesuddvsnissueatusmmaniifinudnvae wasdsslevilunisdeans

d' o ! LY =~ a [ a 2 Ao a a
guamiietiludnisusuilasunginssunisdesiunnelafinaiainnisuiasiawiniidussavsainey

N9 WNTAOANTAVNINLALUUIANAIINTBUIA LAV IAARNSUTUL R UNG AN SUGUA N ARTY

SUALLIYANIAITIN 4

A3197 4 uansnsimudeasaasuauseuiuaslesiunglainanswinnisviasnman

da AMANYLE UszTonivesde
1. Ujiuselfzamilne  Ufiuialfvuamnn Llivsydmniu dermudiladeuay
L AN Sulnnsrfindeyaamunisal  Sdldsudeyalumsdearsdh q yntu
Beymuazerdivugiuly innsand duiae Tagenalsiien

mstlesfunnslafinanen  aesndoatudvinavesmsinavede
MIVIAGIUNEN dnilnadenisand (Yonelinas, 2002)
2nsudineigiugd  nssidndumiildvsslenily  afusgdlsliiAavimunfidauande
Taifidrin FinuszdrIuld anFusenm  msviuwdsungAnssuguniwile
Twssmallotaadayfesd  nsfleunionsiaiaiugita ads
nnsueuly “Uitn mela  mseeduusuduardeans dmd

Laign (@3gyiudd) hifldin”  welulagadielninldiveulsie

Tidonuuaudulay asnanuuaniuazlanaudui
U faanns annsausulAeilinngium
ynanunsal (Kotler et al., 2021)
3arninesuieans a??nmas‘*?'iﬁgﬂﬁuWQLaumai afaussgdlanvesunivardsnm
Susnasusmdnys  uwazderuuanidvduay (Emotional driver) Haeai19use
doamamslasusda tumnalslunsidaleufudeu

BUsImANNG WOANTIUGUAN (Rogers RW., 1983)
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NN 4 wuih meaundeainadumnuseuiiatesiunzlalinanaminmsviasinman
uenanaziinmsimunnudnvazwazUslovilusunsdeasaunmiiieainsmuseuiiarlosiuanie
Tafnasfinguithmneldfuudn amnsathluiuselovildasduiinisedriu fanmi 2

4.1 Ujiusialfzanineutuuns Wuuffiudaldy dnmdulinsiinuszneudeya d1iansuas

aafaudineaiumslesiunnislainansnmsviasigman

s
&2 Iasomspouvavuazdaonun:iaitaso 2568
Ny - :
\ <
VALY Q";

hnwlilow

drw3miunauding

gudouloll Juasiossd  Cdivoiw il nmk

A 2 Ufiussliizaninenniuung

4.2 nszihdsgyiugalifidnin Junssithdnduanansailuldldliesdudiayszdniuld

N N oA a9 vd L aw = A W ofAVM im0 U & 1759 S8
dRunmusenatiedns@inyfe sl “usen anelalidn (WSgyiugd) lifiddin 7 Bunslitennnuiay

ety wavdlgniaulyivinandd

&) mniu ‘2;

uﬁn meilalifia (WInyWudi) Liliia

M Dstadad
“anwdessusmunlnonduuasdun © 56 -

l

1o w

it 3 nsslisiugaliiande

4.3 annnesudsdnssuenasusnwanils Juaininesiisudurgienwes wazdeyatiians
N13UTBIMNITTUVUINSFUANNITANESUgun nuas Tasiulsanudnsivdgalneeiysening 13-45 U
nnavan1ssnwaglasuusnseasusmanlivmidunan 1 U Alssmevialndtiu (National Health

Security Office, 2023)
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Abstract

This study aims to explore the phenomenon of the hashtag #ThaiNiRakSaNgopButToRopMai-
Khlat in the context of the Thailand—Cambodia border clash in May 2025. Employing the framework
of interpretative phenomenological analysis (IPA) and hermeneutic phenomenology, the research
investigates how social media users experience, interpret, and emotionally engage with the hashtag
as both a discursive and affective tool.

The findings reveal that the hashtag serves not only as a mechanism of state communication
during moments of national crisis but also as a contested ideological space. While the Thai Army
initially promoted the hashtag to foster unity and national sentiment, it was later appropriated by
some users to question military legitimacy and oppose potential coups—illustrating the phenomenon
of semantic shift and the existence of multiple realities, as proposed by Alfred Schitz.

Furthermore, the hashtag played a key role in creating an affective atmosphere of engage-
ment, enabling users to construct shared experiences through posts, memes, and protest-related
content. These actions demonstrate that digital hashtags are not merely symbolic but are embedded
in embodied social practices that bridge online and offline realities.

Ultimately, this research underscores the dynamic power of hashtags as socio-political tools
in the digital era, facilitating identity formation, emotional expression, and ideolosgical negotiation

within networked publics.
Keywords: Phenomenology, Hashtag Activism, Social Media, Digital Identity, Discourse
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(Couldry & Hepp, 2017) vidslutszifiuvas "deensual’ (Affective Media) InTeafifelilfifuiisses
ynedoans uinaeduiufinansoonuazunsnszneosuniowld adsufduiusmesuaiiaduiuay
g (Tettegah, 2016) ynfinrsanaznud uesuinldlfisueiostounduosiussnoudeausssud
fnddlunsdnguuuuosual n1sfinnu uazmudAnvesdlilulanidva sanialineysannisundnnde
#nwn Ymnssy uarTausssuAnwedisinuile ngUsrasdunegng

Tugafimsdoasszaulanduluognenndy duuds uazlimsuuaundsweauudnuaznmnssly
ms?gﬁwmamiaiizﬁuiaﬂﬁqLﬁmnﬂsﬁuasmﬁﬁﬂﬁwﬁ%y dawalvin1syeansnsade (Public Diplomacy) nang
Hunildluedestiomugnsmanissninassmanddyiian InsemizogvBadmiulssmammemng wy
G EORIEE eﬁqmi%’ﬂmm’mﬁummzmﬁdaLa%uwaﬂ3ziasaﬁsumsmaiunﬁiaﬂﬁuagjﬁ’ummmamaiumi
Pnsruanvnsaalan Tulssduiivannvans whiedestiouwuudiaiu wu aamumn msusngdsude
waglAsInswanUAsuI TaLsTsy awdnedinuddey i MsNARYia (Digital Diplomacy) et
Huwnmdmiinsmds Favdsuanfanssusedvinanafuuiunansesulovensypsay Taglums
Anwi3es Twiplomacy 84 Burson-Marsteller (2017) syt msymaavialdivasuandsignanisinean
snihdusnigiiuasisunailandnds mreninuazssznadldandeanssudeyarnasianssan

Y o

@mﬂizmsﬁﬁu 9

Haatusguiavessemasng 4 iannuadlinagnsnmsdeasiiendondmeanoinodnuooula
(Social networking sites : SNS) YNNIV (Leight et al., 2011; Harris, 2013; Cull, 2010; Hocking &
Melissen, 2015; Kampf et al.,, 2015) Tngnannasuaena Twitter, Facebook L@y Instagram Tonanailu
Fownedfydmiunsdsinuulouy yutes wasnsneUaussieaniumsailan Liledidvnatemnssu
SEAUUUNNR USEAUT AT

Tnslanzogsddunsdvosansgonin dnmsysldnsenindsunumusameluladfdvialugiug
indasiielunmsimeuniansegnunsvansnasnaudiuiuidnd niunsdeansuuuaemns winnsaeanse
Fonnuuazuaviin (Manor, 2016; Metzl, 2001) msindaulvniuneuiin (hashtag activism) Tulaguuld

Sumufisuegnann dnnudsingnisalaig o NdwnudnlidedsauesuladinunetuininausUszinutym
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Fesnsfidusm Aanssy warussgdlavesdlilumsdeasooulal savimsaddndnuaiuulanooulat
ol Inegldiinas1ismseng o wu szuumthdl (system-functional) M5 (hermeneutic) N3
Anreimsmumand mslleneiuarduaned meldinsounguiimnssy Tums@nwiFes Discourse
analysis and digital technologies: (TikTok, hashtags, Instagram, YouTube): universal and specific
aspects in international practice (Izotova, Polishchuk, & Taranik-Tkachuk, 2021) NUIT ANYULLANE
YesnsAeasAITa uaznsairnmnssuuudumesdide ﬁﬂﬁﬂﬁﬂumiﬁ’]Lﬁmﬂmﬂgﬂﬁaﬁé}’w%’umau
il 1) edsmuninnsliimBeatifieegraunsuans 2) nisliuewuiin edeasussidiusing 9 finues
aula Ysziuilaenadesiunisdnulufiuiindnnesves Tirapalika (2022) finuin wesuiiniddunis
suTnguuarUssiuing q fmieutuliegluvssifuiontu duzannsonunsliifnusnngnisal
Fusnld 3) lumanensdimsdedrosomsdnuinlinssuamedodinueaulatilunsrodludnuusAansay
Fadaen 4) sldddmianmneidudnvazianzvessdoaseoula WeliAansuanidrensunl sau
Feasnsuanisdiny uag 5) MnusngnsaifinanazdelmAanisanidunsuansoonuesiinuuay
adnanvalvewltuulanseulall

TunsAnw1ve9 Gukelberger & Meyer (2021) WU ﬁuﬁmﬂé’mugﬂﬁ%ﬁﬁ%ﬂﬂﬂﬁﬂixﬁﬂ
yedann Wudl (space) lillaifissiuiinianisnin udiAnainnisnsginissaufuvesuysd wy
nsUsEIT WU MIBnau enesans s vieuTias1snrdu 4 Rensnsvvinfiadeiufiuiseumne
(spaces of meaning) luiufia3s asmliﬁﬁLﬁ'aﬁLﬂiwﬁmuﬁﬂumawswﬂgmsaﬁ‘mm (Phenomenology)
Y99 Schutz (1970) wui1 adduaseiivatasedu (multiple realities) Fatunisusetaaluitug
Ang 9 Wunsadie "ussen1AueIni1sUsENaN (protest atmospheres) Qﬂﬁ%ﬂﬁsﬁuaﬁjﬂlﬁ el eiiud
o1se) warluwdwesanaive (epistemology) aviumsusyinuuituiidednuesuladiuussuiinds
By "usseimauiesnisUsesng Midunsnsevindidususssulildiesdydnual wilfinainnsufdiase
i M3Tani Mmanglnu Msussnmivansalinudesis 4 sauansadrenuRnneTmusssu dudnval
%50n15UJUR (MEME) Wioldusznevaaveanisanfuasne “Ussaumsaluuuis q 7 (We-experience)
yierudAnsulunfidniuseing uagdeilinisUssfsduifidriammniy wosdsmalisgsoni
orlsunegufionsuauswionuen1sresnguiuseing nmsnssvhmslusumsiiauemadonvl

a

Tumsfinerimusssumsiedeulmniedinn tneliuendesing 4 eanandu wu nla-519Me w3auen

¢ ¢ i D a wa o o A & aa o ¢
soulat-oanlall uiueain1susevRsUiRnmmednunivedleansnienin Advia ensual wazAy
e bimeiuaunateduguyy

Tuusunvesdsnusouade "y Iaasuwladldanfuignlesedduiuiimenianimundudd
Anduainanuduiusnidsny Insanglulanidvia Delanty (2003) a5unedn guvulvl q dniinduain
“AMwr0INIUIN” (Absence) Fadilavunefinsgayduogsdudaidu “nstleglinsaiuanudens”
W NMsvIaLien VIngTin wseviatustnsluddny daudsarsmanuduiusnanunse “winhuluds

nlidieedl” dhumsahaeseiglnilulaneeulal wdsthilgnisdiladn gruwuulnilildimune
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fuiimemen whAnonduiusnmuesiau fdeulsstumelilasaiiswes “wietiedian” 31 Castells
(2000) Fldu iedetedsnuldnaneifunngiuddyftaduayunssuaumsuiuiesesdnsganaluge
Tamadod Tnedl "Tausssuwisdasnm’ Wutedenseduddgiduindounsiaumaluladiedoue

Tuvhueudeaiu Dik (2006) werhirSetewmaiiulauuy s (vertical) Aoduangaudniianie
Jaanyana urey 1 veneglasaiafidudoutiu dau Castells wovinaioteiiauun wasyu (horizontal)
vusesMsiigns e fauazgeunsalim daduthdudalunisaing Wamn LLazmanguaaLﬂ%asdwﬁ'u

NNINUIUITIAUNTIN WU wavuiinddvswasanisnszauliiausngnisalunedns lnedye
ufs 3 Uszmssneiu 1) mavhliSewiesdiunaoduZessedulan

2) Foyanszasetennduadlinunsndunsesnaniudenuuiuiu 3) nsedlisguanoy
ausazfiue W URsoy Tauiungmsalsufintionsyiuliauilegluiidng q swunaneidundy
wazauu InensrunduiinssslliAnmsnuiilueeuladuaveevlatmuumnAnunngnsaiing

VBULIAYDINITIY
vouwmiuiionn mAdeidemeiunngmsainistiuesuiin #nedsnasuudfsulivann lude
dapwpalan] lneidudusuuagsiumdeyanunasosumdn L X (Twitter 1fis) wag Facebook Faiu
fuifuszrndliuaniniudiu uansanuAadiunanisdles uazadsassdreumuiisofummmsnl
Peunulng—fmen madonunanrtesudindndivguainduiiuinimameumiuasuanGeurufaiiv
agTIng) neliinmsasirmngsy mawdsluetsualsin wasmsseseansaeunsalluseivatsisos
youaduna madedlduums Usngnisafiner (Phenomenology) dutiufinwasiiusing
Tuthanawmils §idedsimunszeznanaiuieyasewineduil 28 nquaiau - 30 fquiey 2568 Suidu
PrsnafiAamgnsailgnzaneunulne-fuyn wasmsliusuuiindainanunngtauuudodemeslay
YouwANgY inasimsdndeninad Yonnu vieduiinadinsest i fnsliuevudin #lnedsn
avuusdfssulsivan Tnemss vdeldisyamiidoslesiuueuiing eglutaananiitmun (28 waumen - 30
fiqunu 2568) TaviUffTuSIedAL wu nanalar uws Aeus viensgnsTnad Seasvioudenisd
ﬁ%‘uﬁi)llLLa3ﬂ1i%J‘Ui“UE)\‘]mﬁﬁim%%\‘iﬁﬂﬂuwmﬂwmEJE‘ULLUUL%@?/]W Faadionam (text posts), it (memes),
AmUsENe, wayile leaxvieulifvesensualuaymmmneiiuanmeiu Tnsmsdnidenagnedivmmaids
AN (purposive sampling) Inaasannddnan wlun1sesung “Ussaunisalsan” (we-experience)
WA “UsIENNIANIEaTIN” (affective atmosphere) anansaudsINgn1salinen
TnelusrmAdeivszgndldunannngmsafinen@sfinna (nterpretative Phenomenological
Analysis: IPA) lunsimsngyideya ImsSmmﬂﬂ’13ehuLLawumu%’agaa]’1fﬂwa¢1 flu vizedomudidaidonin
odsamBenifiotusassosvesszaunsal Mndudisovhniadnaa (coding) uararniugenfiasvioun
ynevioensuniimvesld duselufomstanguuasidesledumaniudiunseuuuian IPA wiioadae

v

Wladedn wavanvnefen1sinadeaasti (double hermeneutics) ME3TeAAMUTTAUNSAlvDIElTT



Nssimamansgsiatding U7 19 atuil 2 nengiau - Suneaw Uszdd 2568
Dhurakij Pundit Communication Arts Journal Vol. 19 (2), July - December 2025

dsFiaumsnIsalemues nszuuMssnandglinsinssiilusyuu WWsdld wazasviouniuuvives
Usngnisailaegnssausu

U2y INTUAZNENAIDENS

v
av

U589Nn5U8InN15I98UAD IR 1aANU Ju AN IR L TLNELNTULLNaANDIU X way Facebook

£
o 1

Fadimslduasuin #lnedsnasuustesulivain viefillovnnertodlaenseiumgnisaluznzsnsuny
Tng-funw Tugiedud 28 wguanau - 30 dquiey 2568 Useynsaanannddnnuinnuagiainumain
viane adailonuayseaiunisidiusaveliau lneninguiiegn (Sample) nauseeg e iasent
gnAnEentaeldds Nsiieniiegaluuazas (Purposive Sampling) Weazviauda “Ussaunisaisan”
wag “usIeINIANIHaNIIN” veldnu lnemnuainaeinisAndensiail

1) nsluswuinlrensasadoulosiulssinu desdinisly #lnetdsnasuwntssuldvana wiaiinng
namiadennu/nmiigidasiuweruingdenan 2) msiufdunusgs (High Engagement): #3135041910
uuMsnalan Aeumud WS vseslnad ieasviauianisiuiiarnslasiuvesanssay 3) Anuvain

& d Y T -] =~ aa - v & = a

vangvegUiuuilent: wendiegnsiiiludaninu fu nmdsenau uariale ieuandlriiiuiianisiniy
wazn1sdeansluvanslis way 4) AnannluniseSunedausngnisalinel: fregriasvioulssaunisal
393 (we-experience) #30N13619309 19 MNTINNAAY AzlPFunIsARLEaNNEN1TAAINTIEN

o & - d' [ Y ! a P L ¢ v v £

Wail andl 1, 2 wae 3 NUsIngluunay Wudegsiignidenmuvdninaeitian lnsaniza
nstufduiusas uaz AnuausalunisazyiouesualsumMdny STuLNURENTINITIATIERA

U5Ingnsadinen

auiunside

\nsesilon1side

nsasenundedia (Trustworthiness) vassmidfoidananiwluadsd S105smuinausives (Guba
& Lincoln, 1994) Tnenseunay 4 Taddny éud Credibility Miahilvideyatinnugndesuazasiion
Uszaumsalaiwwesdlide sunsnsiaaeulnegmsinand (Peer Debriefing) mMaSouiisudoyanin
panegUuuy Wy Feanu fu vionw waznsmumudeyaduielidlaviunegasoudiu dewnde
Transferability #vaglinan1sidamnsnthleduisusngnisalluuiunduld fenisussersuium
wazduneunTIueg1saiden (thick description) TafsnmseSunenasidadondietvanledead

Weeg1elniau @ Dependability lun1svilwnszuIunsIdeimuaialetazaunsavingle Loy

e

AdeduiindunsunisiukaenIsinsideyasg1ausyuu (audit trail) wieuviadansou IPA Tunnau

'
=2 1

MOUNISAAIY anvinefie Confirmability FujsBuduitnanisiaseiiinaindeyadss llvanensives]

9

Wy lumsnsiadeudeyaanandn (Triangulation) wagn1sdaiuduiinnisisiauasnsimnueginly

'
=

szuuiieliaunsonsivaeudounduls Niunilvlsasnanuiiede WWsdla waztuduaunimeeinis

AATIENAIAUNINDENTOUAY
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Tumsiidunsisodsguamilfuumsusngnsaliner {idensenindsanuddyesnis
Shwnpnudunidde (objectivity) tiatlosiuaafandnide (subjectivity) vosnuas Ingluurmsase
Ui Wy mssziuend (Epoché %38 Bracketing) #3dussyuag “sedu” aruidendoussauniselainsil
p1adsnasiensiiew ielinlondliAsweslideynafousenutoguuvinga saamansaaevany
1é (Triangulation) linaneuvasdeya wu Yemuludedsnuesulatl 919ndondn wazunduntval

Fevgy ieduduninuaenndesvastaya (Moustakas, 1994)

NAN1339Y

Woanudurausnglunesuiin

91nM3ANYIT8Y Kieowsa-ard (2013) Ifsrusmdeyaiieafumassildodisdaay fail
wasAlngatu we. 2475 (Unil 1 wazunil 2) neyuidnsnng fitlo¥os sl

“wiuAuagnumsniioridiomes nedhasesteussmanauauad Furlnednd iy
a9 Tashwenswruwding valsdnggunsu neaunuawind1dula azqeioaninayjsmnalm
auwasioysI sonnaenn SufuusuasuAeiniovesdelne diulnafeindenvesioth tonsvie
nszgnisyn aransaAsiuile Bnsuanuanisanad lassiBarliadly lendenddlifuusiuiu
voilny anunaelviiindylyly”

n¥rnsuldimamumuerUsuuzdn 3 ads leeitefestlagtuandu Womilistulud ne.
2482 Uszwneaen Ifiudaudedy Ussnalne Ssunadslidauszmmnidefoanasilnglmiiieliaen
AdpstuMsUAsuLUasTeUsnA InefvuateuluiinddvhussuemsziougTend uazdiodagiuien
yansansyUszius (dhusemalununesinun) fidedesi

“Uspialverimdendeniidelne (uusendy Tanvedlnenndiu egsssadiléveana de
Inedumne $nandad “Inedsnas widsulivan” wnsveelililesud aasdoannueiadui
WA wdsssinavidlng 3 17y wly”

awnuh mndemasnilngluadausnautiigtuldfinemumuuiudsuudl fadenlutlagty
1#¥usvnaannowin Tasviuvdeanlsed a¥afne w egsen lélimmmanevesiedodly il «
Usuinalnoduiviinusuifidendodonivedlne Hlrldegendotuty uiufumndiuvessamalg
doufuvasymilnenneu Ussrvulvesnvusiuiulneviamel3ld Adennauiilaandad Snaulvede

[y [

fuuazsnUssnand sulnesniavedguau wid1ddudessuivdnua aulngldnevainndaiae Ll

[y

Fugonlidngnihlvundugiansnndudassveanalneld nnausonaazidonynveniiiondlne

Hadu asUnileshunsessumalnelfiaigadesds 4 uly uarliiurdorusnnenll..”
Mnilovnueanamf nesinundmernuiiufieUssrmurilnesuiulidedauseulailunisaths

Usngnsal elvmaslaazaiannuidusuniduieniu luanunsalivssmalneuas ety

faonunsadsgisUsemanliasu fanmi 1 nwdigiulvinulvelddedinusaulatlunisaiasingnisnl
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1Geyvounulneg

daussunn
#lnelsnavuudivsulivaia

worluuseyravlo
UAWUDVNKISISY

AW 1 iAoy
VNBLR: N https://www.thaipbs.or.th/news/content/352942

Y ' a o o 1= 1 ] < A
nnegrmulunmah #lneiinasuustisulivain wldlumanvaisaniunisel Nanaieduily
Judum samsusngnseling o ludedinussulay ianada wasdnd wu

#ailsnaou
#uadosu'biznana

A 2 snannituiidednueeulatii o
MNBLAR: N https://www.facebook.com/photo/?fbid=12777944370416678&set=pcb.1277798517041259
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mnUnngmsal #veisnasuusissulivans dwaliAnnistuindouluaeseiu fausnisBus
Tnaddonnurudess 4 msvhamuszneulaglidndnvellunmdunmsuayswnd aufenmsudanaias
yhauoeninsmigliszsuitiluliouazuanseanteruiudunilduiei

nugvuinnaneiuauliuyd

MNNsANYNTIIUNIIILaENIAIANK WUl wevuinludedsemeaulat Inanaduedesiionam
nssufiddlunsadiemumng msszesmdsansisay waznsdnguuuuensasdnlunanvane i
ol

1) usrwinlugugiatesdioainmnssumedsnunayensual usswiindlidufesnalnmsdnszdeu
Toya uitlnasaudAn1 1mMNTsu (discourse) way 81536l (affective media) lnganunsavideviaauAlAn
WLES1584 (public opinion) wagAuAnvesylilulanAdvia (Tettegah, 2016; Izotova et al,, 2021) viedl
usrufinanunsnideu “thidies” veademn uardeisnsliduiumensunienaugUssay

2) uswuiinfunsdeansitonisindeulvimadny ussuiinnanefuaiesdieddnlu mandoulm
YNIFIPUUUURTYIA (Hashtag Activism) Ataelsildausamsadudungy suvu sidevuiuns wu nsding
Uszihe videientosani laefgaudduneilifssduiodunmedunsyssdulan saviinanssanedoya
Igogunndalaglifosuinaaiionsesulissviessinsmeuauss (La Rocca, 2020; Tirapalika, 2022)

3) msdssihslilansiuadlanidviau “Aufiuinnumng” Nnunaadssngnsaiineves
Schitz (1970) MsUsgiheisluituiinsuazeeular wu mstiugeuiin nmsnglnu msusamiile uazns
a¥afiy Srudunisade “uUsseinevennsUsETg” (protest atmospheres) fiviaausane1suel AIUAR
wazaAmendeiu iea1suszaunsnisau (We-experience) (Gukelberger & Meyer, 2021)

1) MIasdmdnualiazmunudendvia wevwiinvaeliltannsouaniseniissinnuynedsan wazno
subugmuaioulisuduiomnintuiiuinismenin udfieguuanudiniusuasgaiiusniu Delanty,
2003; Castells, 2004; van Dijk, 2006) TnenadetnmaniannsaduIndouLUULLIAY (@ ndaangensisag)
VORIV (UUFIUTDIRANNITAITI)

5) usruiinfusdnuaivesssui nsdlmasnilng luusuvilng wewwiin “neil¥nasy uidesulsl
vaa” agviounstenlesensunimsdsauindy geunsnivesiznd sunssdanamndlveiidsngu
PnuuRndtien newinunliusvudinddunalniauassenuidusunilduieturesssnmiluame
auiaeSeamouay Sudusedsiidauueimsliusvuiinifeanironsuaiiuuig-n

asIndaun1sainsleruinszezuils lnUngnsalisensediinnissgusems
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@aqusﬂyfﬂuuéumnssun e o X
ki
#lliodsusenns

S
qsusousms || #liensgueenns

wu.nu.shaadiudiadu‘usnsulas

AWA 3 Muandtinteng o vuundedsruseulail
MNBLR: N https://www.facebook.com/sorrayuth9115

NUTUHANTIIY

msfnuifeseiunngmanivesusuudin Alnelsnasmuifesulivan Saduiuannadudea
dosumdisanuduni vinunandingranufneionssriussme wasianlugiufinislesamneny
nssuneludeeslne TngldnseuwnAnusingnisaline1@sdainy (Hermeneutic Phenomenology) wa
IPA (Interpretative Phenomenological Analysis) sievhanudnlayszaunisametsusivasanuvianed
gouaglunsliuasuiin

1) LL@%LLﬁﬂiugﬂuzﬁuﬁLLm “Uszaunisalaan” (We-experience) mMulinAnuad Alfred Schiitz Lag
Heidegger uaruiindenanlaldifuiissfomurdoriadiomanadiawiu usmdu ?iaﬂmﬂumi%’uﬁuaﬂﬁ
AanesAe U ITElusarauidsyau fausudusngmeaimatsneeneunushusstudind wioy
7 UASNANUIANLUL "57" %30 Intersubjective experience Ingn15uys Tnad uazlanseenideo1sual Wy
anund anumagila vidermlngs eudEnhumaife “Weovnvesuszaumsal” fiusng (noema)
wazmslieufindiodeasifenssuiunsliimnumneseysaumsaitu (noesis)

2) anuadefitivanssesiu (Multiple Realities) weruiinideniugrldetnsannvans Fausmsaiuayy
$5 Waufamsimindinsaiuaesofunasin neldnseu IPA arwedafeatuussuiiniddlillsesd “de
W993ing3dy” iiesogufen Lwiagjﬁzgmaﬂd’mqﬂﬂaﬁﬂszﬂawﬁumﬂﬂszmmﬁaﬂ Jauusssn Ao
wazUiunvnednuvesdifusiazau IPA Wil msdhdsszaunsaivesildfesiumsiiamunuy "aesdi’
(double hermeneutics) namfte fAfedasiausraunsaivesruiirdaiarumnisaiiushedaios

3) 913101 AUVINY WA UTTINAYBINITHAITI (Affective Atmosphere) :MNNsaUUTING M58

W azIUTRI Gukelberger & Meyer (2021) wud1 ussuiinlildfiiesnsdoansidamamalyinti wig ne
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TAn "wssenmaveansiidusn’ fidswadonis3uiuarnisnssyiesauegnednts wu anuddnivuies
Hudwmilwesmsiedeulm whzlhilfasuuads 9 fannsauansooninle@eaiiield wesruiindsnane
B “Mufluisanumne” fivaonsiusneme o1sual uazgaunisaidnderty

4) MswdsiasumMINEUALNSAHBAUEIA (Semantic Shift & Counter-Discourse) uawuiing
Fusuananunsusivesnowinluids Nationalist Mobilization lsign “Srevfiniaes” (reconfiguration) T
flisnunidinaneiu idesdlolumsdemuszuszmnsBsdynys Jeaenndoaiuiinin PA fiuesiemy
ynevesUszaumsailildogad ui Tusgiuaaun mnuddn uaruSunigldidentiaus tumnearr
wsrudinidu “fufinsiieny” AdelilEvnauansadourumnglvildnaonim

deionmsanwvilsmuysngmsally ansnsoafnuosdemuslvild 3 Ussisuseu

v
av A1

1) Mananuseulatiuareonlatifu “fufiwimmmne” sndfelh msvssihaidensiadouln
Tudedsueaulatlilfiduiiosnsdeaadeduydnunl widu msufiRass embodied practice) ke
Menm AV ensual wargaunsaldisneiu auasuTInaduse S dny

2) unuwilmivesss-illaniavia nsdlusuiinfidenlssiumasmnilneasyioui gaunsaiis-una
aunsagminnduirdewsindedivia uarvamAuiiufignvnmerunsinalmivesUsynnvu uansfarmnm
duiusiedouseningy gaumsal uazansisaizlulaneeuladl

3) Usngnisad uwsiABuAAMING” (Semantic Shift) namsAnwmUT wavwiinidedtuaninsa
frsseglu “vanedunnuaie (multiple realities) wu andeanufinesinlfifioatraonam ndugnild
vanguihlulilunssesussussmsvieimndnesin axvieunainvesaumneilines Wukauan
UsIeNATeIN1siidusa (Affective Atmosphere) ins1zmslgavuinneliin UsTeINIATIN (We-expe-

1 4

rience) tuNTuYs Iwad waziy dudeuludanssulatiunisnsesyimediedlulanase wanslmdiuinnig

a o

Hoanshdviadidvninastenisiesusndnuainensillosazmsanaguyuailou

YaLEUBLUZNTITY

1) dwsunuidelueuan esiimsneusingmseivesussuininuisnsiufeyademanimwuy
3 wu NsdumealiBein vien s siiloniBe PA eadudausraumsniamsvesiidluanunised
ez TvmsEinishinay MaAsuasnunevesustuinlussezem (semantic trajectory) Lo
Ansginaiau/desnssveamddlumsdoamsvaausyiiin

2) dwsuuleuesanssae vhenussmadlviusuinindwidlunaesuasuaslunsieios
seguna ety nsliuswusinluBelauemsUaiuilitudesdiuanms wionsuilannnhaouny

3) dwdudeuazmsinu thdeansnavulasinGoudenslafumsiinlidvinuglunisfiaaiy
Unngmsalidvianuuinng Tnelinseviianeviesng IPA tilevianuilawswuin s uanssea
wAduns "e1u" mnamsnedednvenvnsaludesslati
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