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Abstract

This research aimed to study: 1) the concepts of message management, 2) the message
management process, and 3) the strategies employed in message management during the mayoral
election campaign of young lion Team in Thungsong Municipality. The study was conducted through
in-depth interviews with 20 key informants who were directly involved in the campaign. The primary
research instrument was an in-depth interview protocol, and data were analyzed through thematic
synthesis. The findings revealed the following: 1) Core Concepts of Message Management: The study
identified four foundational concepts guiding the campaign’s message management: 1) responsiveness
to the needs of the people; 2) persuasive communication to gain public support; 3) co-creation of the
city with citizens; and 4) articulation of public interest benefits. Effective political messages were required
to convey the candidate’s vision, competence, and ethical standing. These were communicated
through impactful slogans and symbolic expressions such as “We will make Thung Song a flood-free
city with a high quality of life” and “Together, the people of Thung Song will Move Forward and Build
the City.” 2) Message Management Process: The campaign's communication process followed a four-
step structure: 1) In-depth analysis of target audiences to understand their needs, preferences, and
communication behaviors; 2) Development of concise, clear, and compelling message themes that
resonated with public concerns; 3) Strategic selection of appropriate communication channels that
matched the media consumption patterns of target groups, including platforms such as Facebook,
TikTok, and traditional rally stages; and 4) Monitoring and evaluation of communication effectiveness
through surveys, field observations, and analysis of online media engagement. This final step enabled
continuous adjustment of messages in response to the rapidly changing political and social
environment. 3) Message Management Strategies: Young Lion Team employed a diverse range of
strategic communication approaches to enhance their campaign’s effectiveness. These included:
Developing strong candidate branding through memorable slogans and visual identity; Utilizing credible
figures or local role models to enhance message credibility; Employing storytelling techniques that
emotionally and culturally resonated with local citizens’ everyday experiences; Highlighting collective
benefits and public-oriented policies while emphasizing the candidate’s long-standing experience and
trusted leadership. The campaign underscored its vision and policy platform with 25 clearly articulated
development proposals and leveraged the candidate’s 22 years of experience in public service to build
trust and mobilize voter support.
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1. oAuTeranFiteanmfnmuwAnmsdansaslumssusdmidsaienduneninanes
owjsasvasfindainyy mnunAandniiiudsinyauihuld lun nmsnevaussiannufosnisves
Usgwnwu nmsliuiale msadandssin warnsauedssleniiodiusiy fvdiulussdusenauddy
193n158 0157 TU2ANT NN (Graber, D. A. & Dunaway, J., 2021); (Grunig, J. E. & Hunt, T., 1984)
fensd oansuuvaea it eadsnnudlanaanuduius senanafind uUssvve wuwAnwn
nsmeUAUBIfEALABINITYRsUTEY Y Wiufin1seenuuuLilon (Message Design) 91nnsiuilades
Uszyvu 350 agioundnnisves “n1sdearsifeussrrvuduquenate” (Audience-Centered
Communication) (Bukari, A. et al., 2025); (McQuail, D., 2010) lénaasindunisadieansidainy
Aerdesiuiinvesnguidmnelaenss unfediaes nsliutinlelatuayy wansdansldimnssud
nszduonsualuaraam s Wy “saglifislaslidamds” ulunauuuadaues Aristotle Tuidos
Rhetoric #innsTtutiagasdina Ethos (Auyiede) Pathos (813u8l) uaz Logos (11ANa) (Kennedy,
G. A, 2007) nsldnw Fdle waznmsiSsuiiisuseninsiiifivssaunsaifugasiasilelvs daduns
qu: a &

enseuNInden (Framing) fislnadonisindulavedidnsidanda (Graber, D. A. & Dunaway, J.,
2021); (Tversky, A. & Kahneran, D., 1981) wwadafiany n13saudundiasiades wunasldansd
nsgduaudindan Selailiifeamsfomsideaiiuilissrvuiiduinluideiaivouios aonndos
fumsaeansuszrsulpmadaliiAnnsiidiusmvemnnindiu uazuuangavine nsiaueysslov
soansnsass Wunstuduunumvesiiviosiulugiuy “gassnaAnsan” (Shared Value) (Habermas,
J., 1984) Tngitudeivjuiausnudnuazyeadasiasiuguuuy 5 1ns 5 f dsafrenmddidaaunazie
sensIndndadsazsioudisemndnlalunginssudFuanssulvaumguinislduazfiswela (Uses and
Gratifications Theory) ideingjuilnadoidonanilomiinovausseorsual mnug uazaruduriusnig
Fapnvosnuies Tnonisdanisansvesiindeinyuldldyadoe “yaftelildnzuuudss uiidy
nszvIuMIfiseuiusazisoguuguAnvasnndlanywd arumis uasdmanesmvesyusuiiosiu
nsdeaauisaduiuedesilouasiilavesuszuniulng (Kotler, P. et al., 2023); (Blumler, J. G. &

Katz, E., 1974)
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frhidndsuszanau msldmaiianisdanseu (Framing) dananfisnisidonyusesiiiaus 1y nsauLss
ANUNIS ANUNGD viTen1ildIusIN EdlBvEnasian1sTUIkarn1sAnaulavedsuans (Bukari, A. et al,,
2025); (Tversky, A. & Kahneran, D., 1981) uena1nii msidalaunuvieusslondiau nsvdu fwaeatis
"7 1" (Image Recall) finsands Ussnisfiany msdendesnenisdeans Masveulidudanudile
Tunginssuguilnadeyandsia Inefiudsinulinnagnsdenas (Media Mix Strategy) nasHande
Faufn wu dhenudes soud wasfiusase Wadudeln Wy Facebook, TikTok, YouTube waznga
laviyuvy Jsaenndeaiunguinislduazfiensla (Uses and Gratifications Theory) fiszyin f5uansas
Lﬁaﬂ?’{aﬁmauauaamméfaqm'ﬁuazgﬂqumﬂi’f%"?msuamu (Bukari, A. et al.,, 2025); (Blumler, J. G. &
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