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ABSTRACT

The article "Communication strategy for identifying anchor of “Rueng Lao
Chao Nee” case, Sorayut Suthatsanachinda : From the perspective of the Production
Control" is quality research with the aim of studying the identity anchor of “Rueng Lao
Chao Nee”, and to study the strategy.X, the ship's production manager, research has
found that the signature of this storyline is the first story on the channel. The visuals are
the logo and the color, the graphic, the graphic, the graphic, the text of this story, the
handwritten by your visual artist, the visual artist, the anchor of the program, the right
color for the list, the color for the color, the color for the list, the color for the orange
and the color for the color. Second, a touchable identity. The five senses are to the
taste, smell, sound, and feel that make the presentation of the announcement unique,

which is the key touch of the audience's memorable program. A signature that

-73-



Media and Communication Inquiry Vol.3 No.2 (May - August 2021)

emphasizes the quality of a brand or product is a quality. The brand or storyteller is
that you are a brand of easy-to-understand news, consisting of re-editing and texting,
always communicating with viewers, and one thing that breaks the story from another
is opening the social issue by making observations or questioning. There's another social
assistance program that's a little bit like CSR. By being the one that keeps your fans on
the show for a long time because they can access society the team will be updated all
day long and will gather news items including scripting and rewriting key topics the day
before each release, and use them to generate a critical mass of critical information.
This is why every permission from the owner of the image is required to avoid a copyright
infringement and finally, the post-production process. It is estimated how few news
items are presented each day, the feedback of viewers and society, which is like
measuring ratings or success in presenting news.

Communication Strategies to Build an Announcer for This Morning Show The
main objective is to make the audience understand the news easily. It can be divided
into 1. Message (Message) The news anchor looks at the message or news mainly 2. The
method of communication is telling the news 3. Strategies communication is the use of
spoken language not a euphemism Emphasis on easy-to-understand language A unique
gesture that is memorable. squatting rocking left, rocking right Every news anchor has its
own charm. These will come out automatically during the storytelling. has not

undergone any enhancements.

Keywords : communication strategy, news anchor, “Rueng Lao Chao Nee” program
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