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AdnAgy : dlawnuy, nsdeanslunngings, lsafawelisalalsun

2019, SARS-CoV-2, COVID-19

ABSTRACT

Slogan and Communication: United Kingdom and
Covid-19 is the analytical article regarding the UK
government's use of slogan in communication to the public
about the guidelines and rules during the Covid-19 pandemic.
A slogan is a short and accessible message. It is an effective
and essential way of communication during a crisis. This
article begins with the timeline of Covid-19 in the United
Kingdom and the UK Government's crisis communication,
followed by relevant research of  Government
communication in other countries such as Ghana, Vietnam,
China and Taiwan. This article then explores the use of
slogans in different periods of the pandemic in the United
Kingdom and analyses the importance of these slogans, along

with the UK Government's plans to handle the pandemic.

Keywords: slogans, crisis communication, Coronavirus, SARS-

CoV-2, COVID-19
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Wuiu uenanisaalnsdmiasdudmivgidesnistoya
Aenfulsefindodl MU TGV EA LN AVINTUBEN
Inafndulszrrvuntudomsleifoalife wasvoanisosulail
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wilslusufindnfenisdoarsvesiguiadangy e
Sanders (2020) L#3ias1gidesiaey Tneldn1shasaziidon
(Content Analysis) 9nden19Inssieel wazranamieg seusiiou
unsAufafouiiquiou wa. 2563 uanslifiuiiniaiFusiunis
Aoansvosneniguuntiieatulsafndelisalalsu 2019 dudy
furfisnelaluizeswesnisnIoudiuaznisnnunuaiunulaga
wazliiderianainlag 91nN153ANTsAUNIELIATEUINVRITTUNA
wdnn1sdoaisildiasizailusiududl Ae High Reliability
Organizations (HROs) #3© “Mé’ﬂaﬂﬁmﬁﬂu%aﬁaqa” (Lekka,
2011) Ao eednsfigurannsadnnisuazinuIUsEaninmaes
psdnsliiliiAndefianatn meldaniunisaliiuszuns dalu
amznsallsaszunil S5una fo esAnandnvesUsenafiazdes
Sanmstudgmillaense srdudenn fe nsiinumnevesiin
“Reliability” luu3unilnineds mnuwlueu wazaudeioly
4ANTTNIINNEN 6 Usenns Ao

I3

meﬁmﬂzju (Commitment to resilience) a4ANS

%

9zFoUsumlaanIun1salings uazdinsBindonaniAunie n1s

19

deansavsesdandnaunsalunsaun wionfuduiladudmyan
deusviug warhivedufunansenuitenaasiintule
2.A710ATE NI NHIA0 1UNITAILAZAIINLATTNG D
Uszaunisal (Situational awareness and deference to
experience) 89ANSIEHosupiun I nlugvesdyun waziln
Tomalviaunansaudniuls Wanuddseuszaunisaliinu

a1 ANaNgauaridutislunisindula
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3. ANUNTEITN ALY ARALAT AILTINYBATEINNIAS
warAINALLUal (Collective and individual consciousness of
risk and failure) foeidladnArudumaigaiany e1avzinlug
wadeilvetuls uarsduitesdensadeulidaeu livanides
AN duase

1. m3Ufiasiiazanaududouvesteiianaia (Refusal
to oversimplify the causes of errors) #3an15tna11uldlalu

JoRanatnnneg liuesduSesmaeiiuly

a

5.4un7ldla (Mindful Leadership) {uinagdaefiniiy

a4 A& v oA

nsgRoIeauNIzTuile 1Usdld wazUszaudselevivoinisinau
$aufiu FosndfiagyimeseuuufoRiaug n1svianudile
wagni13vindadieg Tuesdns iwadsdelaymuasneneuuily
wgeu Muiefinnsaniswaneufuannguaufivinaud s
ag4lnaTn

6. Ywuszandliideidolafu Qust Culture) ednsu
dndudeassuinndefionatn uilaszuu wazdnisinlusgiaue
anufinnaratuduiFosiindndeslaild uwindnouduasdes
Sufinwousie wanTausssudnsedulindnanuldilenialunis
wafanaRamaaiothlugiunoveatigmuasdansle uazsu
Tomalumsiseusifieflaziannaiuivesosdng

11u3dvagUdn n1sdearsvesiguradenguliay
peAUTENaUIRIMANRIANTATinuTede s iguramilou
aanunseinTadulun1Twinsnsiiseiaedlse dny
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WHNANN15 HROs 9193zmaulandiiissusadilunisusssguialuy
§7Uz09ANT Y nils Jeonalsiifivsworionsienyuzdgmilsnszuin
8 lumsfissudmniguaiimamieundeuiidulnhideuns
anagnydeaslifuegiann dutu nsdves Tiniu Aldsu
wanszvuAeudneesmnfisufulsemadug msdawmedoyad
FALAU NTYTAUINTIENINNUILIUAE) 19U drunane drdnanu
AaAudIiles vienunIuaulsa lga1unsndnnIsAuANNIS
szunldlnefiussmalddedldunnsnisaonniail (@@ @uue,
2562) MN35U1ATNNTIUKUNTEANS7A azanunsasaunsy

[

Y9aUsrUITUAY daNaiansanAufnaLazfunien J47idy
Aeentsaziduliiesnis “oamdusiuile” u1nnda “A15een
nguanetedu” Ganistiduerazeliiinmsasiindeteduiug
16 Fauu Anti-Mask lutszina anigeluing A819dn1san
wihmnewdtlillivaetosiulse uazlsafndelsalalsun 2019
Ao nguiauaudn (Haskell, 2021) a1nnsdvesldniudiauiiu
answenandng emmmanllsaszuniunszaglulng gandn
ﬁuﬁwﬁ@ﬁﬁwwwé’mﬂmimwmamwmmﬁﬂiwﬁqﬂéﬁu Ag N3
Usziudiianain waznnsdadulatiantn nsanuTuiaauiiin
lssmegnunalugiuinguaggeanglaglifinisnsialsa n1sve
wpauAsesilelunisnsialsaluaniunenuia (Joyce, 2021) 1Tu
Feaftuesdusiulaild fsuradedndudesudsuuuinienis
dan1s anAndusnsdiedsuendu (Siloed Approach) lag
Jndusedlidenusiuuiionunisiiuinganisaldisnisaen

A1 (Whole-society Approach) #sdulainuszauninudiisa
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a wva

Yjuanulugadlsassuinsiuiu alawnuluansiveiuning

t4 Y @ £ o W ¥
avviouliuismiumanisallulszmeane

4.anudIAyvasalanny

% -

dlaunu (Slogan) Ao TaAIUNNTETULALANUITOLEAAS
audnvnziiisadestuaudndug 1§ dnaggnllumanisnain
(Susac, 2016) alaunusinaggnihanlelufanssumaasegia n1s
viewlen alaunuifeaiunisvieniion Ae nildluisnsiafiaelu
miﬁ%auamwé’ﬂmiﬁuawszmﬁﬁ?uﬁ (Lee, Cai & O’Leary,
2006) alawnuiivszauanudiiaazdosaienudnuuyiuand
wazidufiandnlél (Susac, 2016) alaunuazsiosiagaligausuils
1§ vdeiduiinanesnuudiianumiinuuiaiouaunaisau
wandouq fu wazudueuitnadualawnudugnldlunig
nsiflesegnaunn TunisiiazneliAangAnssudia mseniadles
fulioraduindouldusaannisseausnat wazalaunuiadu
BnsiazmnuazUfuRlhefaalunisiuindeusnau (Nianx,
2009) waziduipiosiodfydmiunssanisidies nidlualawnud
Lﬂuﬁiﬁﬂﬁ’ﬂaﬂ fin “Keep Calm and Carry on” muualud w.a.
2482 wialaunuiilfUnwesoassaudendlamsegnauny
fagldnsdivinussmagninmuluasasiulanadedt 2 aunseis
mevdsasnsuisldnaniuamesalawnuituuieindudeiuid
menn unseisdinseunuduatulud we. 2543 nendmindy
aIaLmuﬁﬂmmﬂu?ﬁﬁﬂﬁﬂgaagiu?qmaaﬁizﬁﬂﬁﬂﬂG] BTN
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G RINIY aIaLmuulmummuaﬂﬂmmsmmm bYW dNIFBLUINT

-22-



Media and Communication Inquiry Vol.4 No.1 (January — April 2022)

(Y] 4

waziwesiu dnsuiuldalownuilifvaniunisaidun egsia

A19A1 (CreativeReview, n.d.)
alawnusinvzeglusuiiisatugsia nsasedndnual

YOIFUAT UAazLUINIINITAI19alawny Abdi and Irandoust

1 =2 v

(2013) NANMIDINANNSVRINTTAS 1@ awNUNTUTLANTAIN Av

nsAndegsislunenanii Seaduiidaau Weslsawusudiv
alaunuld uagnislddiilnige adosvnsfuagsinlialaunud
UszAnSnmuntu Steward wae Clark (2007) nana alawnudl
fuszdvBanmilodsansludangudvaneignies alawnuazdos
Benansisazlu 2 Usziiude gnAazdeutilalualauny uay
wamseaduiauesususidue
ogslsfimunsasadlaunuiieldlunmgdngndudeuns
wandnmsaialanuiiessia wivdnnisaaalaununis
msmarausdudundnnslunmsadiatawnulunsdidus su
f3auda alawnuiildlunnslsaszuiaiu doldinldlsiunis
a$redomnundetunidamids uderadunisusuarnndni

[ %

Uszvrundsuifeguad nsdeaisainiguialuridinganisel

Tsaszurndulaindunisdearsiuszavaiudnsanialu

Usgidaansnisdlesadislml (Hope, 2020)

5.alawnunulsafndalasalalsun 2019
Tugefii s duans1verandnsiasglunisaiiunig
aonNauBnannmelsy fin1s1san andunisatsassldiia
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Fyey109 WIeUeTa eviudy weniguuniautigiu fe “Get
Brexit Done” Aiduldiniidrudaglinssasusnisidonsals
(Perrigo, 2019; Cowburn, 2020) ezt alaunudeldindu
mslinsaeansieassuy sy s nmauusinguszasd lu
AMgidauiinnnuianiearnudnadeninuliniyeuves
anunsallsaszuind Ssdeidundesiloddyvessguradiasld
alaunuiitedsansiisussvuliunniian

TussmafitRnidoduiuann Wy Sude uaydma 140
Ashratawnuduiu lulsemaduie dlawnu As “Go Corona,
Corona Go” Tug19fi¥adus1dadndrunludszina waz “No
Corona, Corona No” Iuﬁdmﬁﬁia%’aawﬁuﬁé’mqw (Banerjea,
2020) Tuuszwnadand dlawnu Ao “Everything will be all right”
wiazlalldalaunuiitiuglaul foRny uinuuisdiudud

ANusdAngauindealawnud isizvilininiuiiaiunds 1

'
¥ a = [ b

audnfagsiadivlsa (Otte, 2020) n1sasrsalawny duinlily
Seafiinmerdnseniagifa alaunuvdeiituiiflaauditaiau
Ao nd1unualadanlulssinausi@a Ao “Separated for a
moment to always be together” (LLﬂﬂﬁﬂdﬁuﬁammzﬁﬁﬂLﬁaag
paenunaenll) e alannuainuien laa1-laan Tuussine
ansgolsn fidanununelndifiestiu fie “Staying apart is the
best way to stay connected” (ﬂ’liLLEJﬂaﬂﬂﬁuﬁaéﬂﬁﬁﬁqmiuﬂﬁi
fazidensariu) LLa:U%ﬁwluﬁy1ﬁaaﬂaiaLmuaﬁuayums%’ﬂm

J2U¥U19 AB “If you ever dreamed of playing for millions

around the world, now is your chance. Play inside, play for
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the world (faauasiluiioziauiitenusilan die Tennavesnn
wduriiolan) (Oreier, 2020) Tuuszwmelnefinisldalawnuguiu
fAa “aguu wqm%ua WewR” (@25d., 2563) luriaunsnisaen
A1 LRDWIMIEY WA, 2563 “TIufufany weniusgisisen”
(m“szm 2563) lugianaisienn ae1slsiniu Ussmeansgoimsn
mLﬂjaaaaﬂﬂiumemlﬂmmial,l,ﬂummLf\maaﬂmmﬂ,ﬂuﬂ

Pd
LHIA

MavesUsEsusudlatan niud deantunisalladadele
ndsninatdusgrsunn WwWu“lt’s going to disappear” , “We
have it under control” , “Just stay calm, it will go away” L1
Tugrenarnioufiuviay w.e. 2563 luduaiiifeaduiiosdnis
sustelanUsenialilsasyuiniidu pandemic nelsaszuin
Tng) Usgsnunduiuvsansgonindaldusunisdoasliany
a%ﬁwiammﬁﬁiymmﬂ%yu LU “We’re using the full power
of the federal government to defeat the virus, and that’s
what we’ve been doing.” , “We will win this war” (Tan and
Stevens, 2020) sApansvesUsHNAANSTREN LTl
Tumalsidslauazyanszannunde

Christensen and Laegreid (2020) Anwi3esnisieansiu
ameingatulsafiaidelifalalsu 2019 luvsemauesing §ad
nsldalawni “working together” LaAIAUMLIETT TFUIALIY
Sr¥mussTsunstemasnasiuilody Fududruniesaing
Wsnmu‘i,uﬂfls%’mﬂ']sﬁﬁamflsa%qamaszijmmwmmmﬂﬂ

nataduneslulaznieueniaztieiiuaNuaIuIsavIsguIa
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ANYOUSTIN LUgn1sadiemuitnlanasdennassiuiuse
Ingansnl wagdeiiFesdnnis (Waeraas and Maor, 2015)
Uszinaiududnuseimendafidnisldalaunulugaslse
svumauiy SasauUszana 22 dlawny uialawnuluussne
Futuorananlédn Gnrslédeanudisunss 1wy “Going out
without masks in public makes you a bastard instead of

” o«

human being” “Those hiding their fever are class enemies

» o«

lurking among the people” “It is better to wear a mask than

” o«

a ventilator. It is better to stay home than in the ICU” “Face
masks or life support machines, YOU pick!” (Han, 2021)
NIANBINUIN aT,aLmumdﬂfgﬂLmaLLwﬂuLﬁmLﬁm Loz
FuUNUIUsTEIMATU urseglsAnuauiuanludeailifely

Uszimadudueausuludaanumvariiludiuuin ayuuledn

'
=

alaunuiiadretu denrdostunsilesnisunaseslulsemneiud
Jupeuiafas windlevivalawnuluusswmadug e1ana1iléand
ANLLANANIBENIUN N15ANEIS Han (2021) Sunanain usl
UaaudragluTnusssuiediy mwaﬁammﬁu@qmwmn
ﬂaﬂsmﬁué‘ﬁuﬁ’ujwmﬂisLﬁuﬁ’mmaamﬂmaeﬂuqmﬁlm
asldalannuiisafulsaszuinlusfinuesansiy
910dnsluedn Ae ldninlugareiugludlul wa. 2552 fe
“Catch it, Bin it, Kill it” Fs@anisliuszysuldnszaiudise
Hosfunanau snduidelse (Catch it) feasdevey (Bin it) way
&raflolvazenmiiodndelsa (Kil it (Department of Health,

2012) Msdeasvessguiaselsalivninlugaeiuginduuiola
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Tuszavmud s Ussmvuliniseeusu wasiiuiinisieans
Wuiiusgansam daau dn1sdansindung Usevuiinigiuin
Arion1sdeansveesy lUsdlavasdaussaninuiinosiiids

[y

Aninsalte fimssuflefumaensuiieliinnisdeanslu
21n$9 wagmsieansnnaiaa teyaseulavity wandiiui
Ussmvutunsividuneunisdrnulugemisngg winid
a1 sveslininaneiuglug

msldalaunuiuuseiiunngg luderuvesansivenandns
Fefieailandudaauussmands uagnnseansvesisuiaansy
onandnstauumemsuiledamlsadndelidalalsun 2019
finsUfuiasumutasiatvesaniunsal enafielddn iugas
yeamsldalanusradudulunisnauuiujdiiiontsnoug
Ingedaunndainnslifummnisaiiiiugn alawnuisgunald
fudedsainidoldalalsu 2019 duuansdifiuiniguiadan
wWrladadgymluninsiu nanafie nsneng1usnwdinyaaing
mamsunmdlildundian Tnesndudesordoninuiuiionn
Uszrruynau fesuiaduiiunves alawnuusn Ao Stay at
home. Protect the NHS. Save lives"

naintuvesalannui Wunsuszgumieanvanedhe
fio wienfguues §ennensnsdoasuesiguia w1y Lee Cain,
U7y Issac Levico tinnaunugmsaaninisilesynesanside s
Uszaumsaflunmsilsinssaeysnsdeusus madondlul w.e.
2562, U1 Ben Guerin 913 duaud fladwuzinieidu

gnsrmaninisidlolisailinslonisidenss, weg Pual Stephenson
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Tnsnusadansnadios uazute Henry de Zoete AnuznssunIsi
Ll duguimsvessguia AasUssygulmnuiiuideninuazdos
finudalauiissuraaunsolinisaduayuld uie de Zoete
\@UBATIN “stay at home” wag u1e Guerin lauSudaainuidu
“Stay at Home, Save Lives” @sfianusvauainudnsalunisld

Fonnuiluduszimadug de (Hope, 2020)

6. Timeline of Slogans: a1funi1saeansiaaslalsunlase
1) 24 fiunA 2563: "Stay at home. Protect the NHS.
Save lives" (280U UnUaeanssaguasisnnd uasineniin)
SyunaventoUaRudImIuUsETITUATILIN NYunuluiy
< ¢ A v 3 4 « 1Y » o«
WmINIsaeAn1Il Ao NMsiiuglvuszyvu “egutu” “Undes

YAAININNNITUNNE” uaz “Snwdiin” uinsnisdenniulu

'
a1

Weudurpudiiauiduen fe @aauiidneg ldwn us fu
$ruens Tssnmeuns Tssazas By quésiieg salufeaniud
naFauardeslaiins Ussrvumsszeenainthudes iy
wirty 1y n1seenludedudigulnauilng Ussvuaiunse
Wunale “rdansndu” wu mswuneluvinenu lugdiasiou
furau $esay 90 vesUsEaNg Wiudinmsdeasvesizuiadaniy
AU wazdesay 51 Wiudanudaauann (The Independent
Sage Report, 2020) uazdeuas 63 Wiutalawnuiifanudaay

£% a wa ]

wagyilisinasesUfifinuetals (Stewart, 2020)
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2) 9 WuANIAUN 2563: "Stay alert, Control the virus,
Save lives" (a93zs AvaudialaFauazinundin)

\igiieunguaauiilesnainumsnisdenniay nsisu
dndnafou Sruaudindeanas siliuuanienisujuaield
USuwdsudntes alauwnudalsivdsudulissnvy “Aus”
“PIUANNTIFUIN” Ay “Snundin” Feguialdesuisdn 1Ju
nsufugliszanmunnautuiunumlunisnununisssui
voutelifa wazvhmungediu Seesdudiutaeliusemendy
4111305 ¥1TINV0IAU KALAIUANNITIEUIATDILTALY NEIAD
Uszmnaumsazegiulinniiganiniiasyinld annisdndetugou
wazsnw1szezine 2 wasmndulula

oehdlsfim alaunuilldudedimndinsaiiininey
Fauindeamsliszevutiy “fus” fudda fadaiianumane
finguLaTe (Vagueness) wazaruisadniiulivainmane
(Hickman, 2020) uaﬂmﬂﬁmamﬁﬁm?jmﬁmmﬁmadmﬁmﬁ
Usegutu “fusa” ernasilugarndnlain uasfewgingsy
fiduadenisinidelsnfinidelafalalsun 2019 16 (Press
Association 2021, 2020)

Had151991n The Independent Sage Report (2020) 16
fuduisersudesar 65 Wutwineudaiau g1ieniiduly
Weunguatan AUTnwiuteniguund e ladida duiled
(Dominic Cummings) laazifiangdean1iulaeniseaniiumis

yaniiad Fevinliuszvsuiinmuldnelakaziiulin n1sdeans
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ysfzuraluiTosvennninisdennitazdsninauindode
wdmihiivesssiuasidangdeies

wiralaunuiazduidnndianseilunisau uwiludn
manisenadunnuitlavesigunaiasieunatsmuiiaion
Po3UsEATUINUINsNsaeanTluUseme waniluanudediu
Mn3guaTiuewaUszvvLI aanansaUssliuAImNgasy
nsUftRnureninzlsaszuinild TnsAldlivsduliegtu
willoualawnuusnlugisdomniil (The Independent Sage
Report, 2020) IuLﬁaquwmﬂuﬁ Sgunalaeennguuiali
Usearvuainlantiininewdis winglad Huazgnusududu
U3 100 Yaua (Uszuna 4,200 um) 1a

3) 13 fiqueu 2563: “Support Bubble” (ngu
dtudyu)

Support Bubble 9133z liil9Ad135n n3ealawnufides

o _a

91 usdusnasnisvesigileyynli 2 afuseu Iddendugd
sgnuiziuliuazlddndudosdnvssezsdmsunisnudslu
nauAutl winsiaunasmMadesgueuty n1sdde vielln
wiiindlsidorniafidremifieannisuninszasveslaia
(GOV.UK, 2020a) wonannil gsdl “Childcare Bubble” Ao ayayn
I auanusasiniudn 1 asaseuld wazdunuiu 1 asuseou
iiefazquaidinfiongsiiin 14 wae lisuduil fs 2 Bubbles 4

v I | a Y
ﬁ]%ﬁ@]ﬁNLU‘LAﬂE}&JL@EJ']ﬂu
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4) 3 §9n1AN - 31 AU 2563 : “Eat out to help
out” (T ¥ v¥IA)

Tudhegefou Syuralddalassmsduaiuiionsydu
wsusAaliiinisansiarermisluiuenis fe “Auiiiedae
Suens” Suemsiuazdessanamadeuiulasimsinen
31NN TAN50% (angean 10 Yous) Tunniuduns 8wans ws
FaudTud 3 Famen - 31 ey 2563 dalisiiasiuunddly
mslavdidmsunnau uaglifdusilumsldane

5) 9 fiueney 2563: "Hand, Face, Space" (§19dia du
RN $AE5TEZHNG)

Tuaseunieutueisy alnwauldusudsudn

A9 Ao “a19ile” “ldntnnin” “Snwiseernie” widaveruly

v ¥ '
2

ansveandnstuimualfasuniinineundeluitufiamidy
Tudreiifureiifivengfindofishasilinnsnsdeanidy
ﬂmaﬁasdaqﬁy’uq

6) 14 fiugney 2563: "Rule of Six" (ng) 6 AL)

“ng 6 Au” Aeanasnsfisgouaelvaulinulz iy
Srunulidiiu 6 au sTsluanuiitauandn uiniswuiy 2 ASadeu
(Support Bubbles) iudeaniiulaningiuiuiu 6 au (Brooks,
Morris and Parveen, 2020) Tualawnuy Hand, Face, Space WLag
Rule of Six HUszanaudosay 55 Wuinnmsmsufadudani
FaLauf (The Independent Sage Report, 2020) Tung 6 Au 7
Sgurarsuatuiiy Adiaula Ae WA lARIMVIUATINIY 6

AU Fanasguranarrinldladimeaniziangasladmsudiail
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1 I

nouiisguranmunil 6 aululalinisussyu wasanifiesiuegng

P

'
= a

95984 FedmilsNdeanszviin fe BedruauaunUIaesNnIlYg
Tonafildasunsnssaeazanniuindgu SFunadaneng1ume
faunanduuziveswnd eftaglaliAnnsenniseud
2 gavie Sruaueufitmun 6 autufodufaiizan was
annsnilldldasdunmaufin dessuiadedn duae “6” Hu
wdusiaviinudiuazsils (Henderson, 2020)
7) 1 aa1Au 2563: Tier 1, Tier 2, Tier 3 way Tier 4

(320U 1, 2, 3 uag 4)

Tugr9vgvealNans1ve uIdnsA1aeaziingee

[

wunuazoimasuiuaadunilsladeiilidaudfnenduun
Wagednassluuraiun Sgunadndudeanduunlduinsnisien

' [ ¥
aa YVa A = 1

= a 3 . a
@’]']‘lnuu’lﬂLM@QW@JN@WL%@mesﬂuaﬂq\ﬁiaﬂﬁq Tier 1, 2 Lbag 3 A

Y

N13HUTEAUAIUTULIIVBINTTEUIRbUN LTI Nt LU

I a [

= Vo I3
N ’i]’]ﬂﬂ’l‘iVl‘Ui%%’]‘U‘Hlﬂi‘USLLaBLWUEQﬂUIiﬁiSU’lmJ’IL‘U‘LJL’Ja’]

Y

vanediou mstmvuaiuiidesmusziuresiaiae feidudesd
nlalalaionnidn waglutuil 19 Suaau wa. 2564 fguiald
saualiursiuilulssmaiudu Tier 4 mudiuaugfndotii
9% 19U asunou Tusedu Tier 4 auifisuinfunisdonnnal

Inglalougalvigaunendvegluudion Tier 4 Hunsdnuion uag

Y ¥ <

Tuiou unsiAN w.A. 2564 Uu @¥s199119NsIAdn15aen

KU

ATASIN 3 INTIENENEIIINNNTTSTUIRR Y MV AUlanuUe

43 9

' ' v
= v a o

fuluiuasauradtuoranduannawilafiddgy MvilidRnwe iy

¥
a

290URE19TIALTY MINmEnguvesdinuadiuianf fe figdn
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¥
N o

Weduauunnd 1 aueanlusendneiuil 27 Suneu w.e. 2563
4 2 uns1AN w.A. 2564 wagglinsunisinwidilulsaineiuia

MududeZesay 40 (BBC, 2021)

7.a5Uuazdiszinnsinvasalawnuluansivaianing

dlaunuusnlunsinnistgmlsadaidelisalalsun 2019

3 aa o a va = &
fazilualaunundaiudaaulunisdjoduinian wazilu
yasudulunIsawuIminisuilelgymluddudaun Ssuiadl
v al | 35 I = A &

AuAulafdINIsIzAIuANNIsUNTsyuatiu s e duly
Tailaudy wsrgavdudsnvile s et Ae n1svilwssuingn
d’ o & v o ' = o |
nan lngdnludesendeainusiuoarndseyrvuduagraunn
Aansguralananndn Wunsdeduldeisesnisliusssvus
agﬂumzuaumiﬁﬁ’w - “We decide to take people on the
journey” dufasudialawnuusnilidsoviaiougnsenansuay
wuImannnIalawnu (Hope, 2020) wonainil A 3 Allladeu
Pindhuiuduusznavesunsniguunsiaue Jadudndiutieiu
galannutduindu alaunuludrauneuflasuldesinindiansal
WINNgafenuiInIm sz Uszrvulidudladnazdesdiuei
(alert) fuddla ogslsinny dlawnuiiorafuiissrnugmives
SgunaineunuRuasenasualifeInstiusEnvuasiaslunis
s24insrl9lATEUIn

“Support Bubbles” 1fundlslunuimaujifvessguiad
foen1snisiounaIeuInInNIsaennal lageugnti 1 aduseu

ansanus 1agn 1 asageu Tudwulifiv 10 Au Negonde
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Tuiiuilndifes nilavauavesnsoonuinsnsil fo nsddeds
anwInlavosUszrwulutissninssdennitidesuenoen
9nfu msliaindnlunseuaildnule fuduildutaelfanin
Inlavesusazdglasunsussmianueienadld wuInienis
UftRilgondantasliaufienduegauideatuanauiuaien
nnmsAndegthuldase msiigrusdosnenaindu luldwuusiy
Tuaoufisnegiu duindumstiusssunivesywdsdodudnd
daufidndudessunguiutazianiuegiane ushiumeluladly
Hagtursidmtsliuyudldfadedearsiuldazanuiniy
agalsfiny manulziulaenisiaduia lawanensat n1sld
awntesefutuiiaudnduegiamindmivuyvdiseanis
AusanUaeasie

uaniilelua1nunsnis Furlough Ansigunaldlinig
Weneiemaen1anIngInalaensneRuweusauas 80 Wiy
wiinauiisidudesinaudasaudaiu Ssualdeaniasinis
uq orenszduasugia wedunsdialenaliauldnduan
swfuarldtinldludrmihioufisuulindolulssmaanas
1AsaN15 “Eat out to help out” FadunsadrsusseiniAvesnig
wuUgdsassdvasgaulinduindnads wazalaunudud-laldll
g0 Ad N15RBNUNTUUTENIURINITUauBnlusIATan 50
wWosidus ldlddunistiedrudndisededen uiilunisgae

£

HUSTAAUSEndRANlYaNY NiauAUNUUSIEINIANISERRNANTU

[

=

Pveme B TR Uy
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52821287071 9 HaUNUszmANTyiulsnszuInLazA
LiammLiau%‘lumwQumuimﬂqmmiajﬁ Sguradaldidudly

Uwuwumwuﬂmﬂsuumqum W3eann13knsive lagliay

'
L4

piua1aie awuldutnnineaune wazsnw1syesing alawnull

[

wdloudunswdudiliussmvunionsuiiefugguuniifigs
e mredutinaniiruaredluanuittaunniu alauny
“Hand, Face, Space” 3a1{u 3 nénifidermgaue funues
Tanasluniniu fle (Hand) Aeshulsddnlumsdasiolda ns
Faflonmundnliinsu 20 Sundt Saleuddfivzdaelivanides
Folsald Face luusund Ao msaunihnneunste wman i
fueglusinauaggautufniionnnismelanioyn nsld

‘wﬁwmﬂamﬁmzﬂaqﬁumsammmﬂﬁﬂm%m%%%’ﬁlé’ A9

° =

$nw1328ERne (Space) Ae Asfiddnfianlunisdesiulada

q

[
v

‘LJﬂ’J‘VlEJ’]ﬂ’lﬁGﬁLsUa’J’]ﬂ’ﬁiﬂ‘lfﬂﬁ‘“EJ WUUNUTZENSAINNINAIT

v 2 v o Y .
A19819U LAY NTEIUNUININDUINYDNAIY (Austin Macauley

= | (9

Publishers, 2020) wilalnwnudazaisaudneg wanalainduan

Y

[ v Qlﬂadd )

srusesiumandninemans deuleindundnujoamdun

gousuluseavainangalugiclsaseuiail danunaneifediu
nannsnUsewnalneld e “ldutinin aneile Shwiszeving”
Wudnlaladan msudlatdgmlsedndalafalalsun 2019 Hu

A a

Jududesendoanuimaineimansograiivandedddla ddy
pg19dad msUNS T NBN15S NN wazAnAuIATuLian1sUaeY
ng “Rule of six” dununuiingaunnualanuiule

Laifin 30 AU war nQuuReug el 2 AFISeuTUAIINTaNUYS
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'

Aulaludiu wnldujifniungifedtazdianguuie Sguia

pousuiingiianugseinuindu g 2 a¥udeutuaylyl
annsonuvzuldmnddmauiu 6 au uinnegraieidunis
dostulallispmailgnisfonamiiadsd 2 agnslsfin Linda
Bauld A1@M$191389UASITNEVINNUMN NS Edinburgh 161
wansuinadoulsusiindanuduau uazeraazlailide

YestululiAndfatomiuls meelu 6 autdudaiusiudndqey

o & o v A

wazdaliddndnuiuniaseuniels 6 au lunaufuRdsanuise

a wa

slafe 6 AFu3eu Tuduiu 6 Aau alimunzaulun1aufon

o
o (%

Tusazafenuaudoygyiabisiuduld 2 asaseuindu

[ '
a a ¥

(Donnelly, 2020) ng 6 ALldUNITILAI8199¢llABINABNTS
UfuRnunszneunthilsglamvualausenvuliiniuunly

43

STOLULILAL LAAINLINSTAITITABIaS Ul AT AI LT ALY

e

= v

u1nndnd Ae marznglaiefendu 6 au dudngruns
Inenmanslannaiunisesuneinnniduieolal ainmsunasdna
vosiguraluiesasng 6 au lutuil 9 fuseu wa. 2563 du
weniguustitugni velimnauduiion sudsuldifes 6 au
ity waesglivmuainnisvigutl astaeldlfiAnnisdenn
pdeil 2 uiniseuneliauaiuieutildds 6 afuFeutuus
fimsazdosdilaislemaiogifiugfindonniu
MsulesERUANATITUL YO Rn TR Lt Fold

[y

Pigurangreuedaniniiienarliitusyinalugnisdennnau

D

dnifuaded 3 agrelsiniu Sgurawmdgynidzfinaduiunis

Useiiuszuay serinanisnaulsulutdiuneaniansasuiazady
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o w a € YVa IS) d 1 [

WMANIANE1PUNANVDIUTENA NUADIUNITAIEARLYBNTIUNLTU

v 9 Y
¥

feoghann fguradatudni esadunaluliisiduediebaiinn
ALAZABILAIUSURAY U TR UL UR wazia1sanlasnsoalid
fgafanafiazauun “nsaassaiadunaifivuinidn asidu
Asadunafivasnde wavsvoziataassiiay szidunsadunad
Uaeadoiguiu” (GOV.UK, 2020b) TulNuLsNA1SHaUUTUTDS
Wein1anTanung Ae SgutadseniaeygsliauaIinsanuLIaiy
Tutulaluszegiian 5 Tu (23-27 5unAu w.A. 2563) waglidiiu
3 p%adeu wiudrindiaeiidmun “lild” Whvanefiesdes

Ve & « .o = y A o o vy ! <,
ijﬂmaﬂuﬁ‘hﬁﬂﬂ ety ‘i]’]u’]uyr]ﬂm’sj@ V]ﬁ'gllmjﬂu'lﬂ WRzLtUU
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4

nsifigniinngau mstzanUiiueuiisswuaelut e anani
waranine Ssuialduansauidosiuin ludnih n1saaes
ﬂ%afﬁma%ﬂﬁumLﬂuﬁwdulﬁm‘im%’unﬂﬁu (ibid, 2020) agnals
Analy 3 Jusou WIENSFUUASUTENAYNIZAUAINTULIIVOIY
fadeluvisiiudl fio aouneu wAuil teaidn uasiiuiingTuoen
Goddl dewadoandriduiudeseglumsfonnittneunsiieiy
A3adina uazanduIuiuigauaunsanuiuldluthuein 5 Ju
widewfies 1 %u fio Yuasadunawiiu (Francis, 2020)
wrunsreuUsuligaunuAuld faidunnnunenenuedng
wiinvos¥zuiafioznimiseenlifuusssvuldnuivaundn
Aseun uslludneils o mnuidesogisnniaeyinlid g
Pnderiugeiuogenmsainnenmaieutsuiiduiu Tuaius
mngvassuatuliligesnsfiagliliiniseduanes sz

& Y a A &
E]’H]ﬁ]%L‘Uuﬂ’]ismmJ‘Lé‘HEJﬁﬁ@JLLaW]amﬁuaﬂwnﬂﬂuiuﬂizL‘Vlﬂ‘L!ia
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Aoe (Walker et al, 2020) Sufiasaudn 11AsMIASUAlusaus gy
U e, 2563 fe Aumenenulunsdanisiielvaniunisallse
svuaiugason1sounateAsNsdmUmANansaRnals
peslsiimu aomunsalluiion waadnew wazsuauty Lild
lmndisjan s ﬁwma‘ﬁ WmINTdmsumAnIanTanuadl
ngififednfnnieldaniunisnl a vngdu luuszniausnaes

N o

wunsldsiiiulddn Ao Ssuraldilalenalivszansuld

farsanfanuideena N151uNEsIINALTIIZIIeRIEAULeY

waseousulunansenuiiasmusnudananansanina
wrunistoudsulutisesafinatuduiianidesiusgng

a

110 g Wunsisgasdesdndulalaserdonisionsanly
viang qudsisianudaudsiu fo deuimusssy Ausnsnsie
\JeuazmadeTinvasruainisaszunni udluihefiaauds A
UaeafeluTintugenasdudsiiddgitandungnisusuwsnlis
Sruauuinuiiluieiadunalidesiian wagnsissuiasey
ioutsulutrananiansaduaiu orndumszizuialdng
uwnunstidneduduiidaeuuds Sasusdiunsesnvestym
¢ udluvhefigndu answenandnslfidrgnisdennintindsd 3
vinmeAnan3aing dennfiansanud n1sdndulafiaglid
violifinineduaaedlutisaiaduaiiu fsuragonaglduides
nnInsallaiwaneneiu wsizanunsafiansanlaanaiedyy

MnudnUfURteun 7 s1en7sil nanldnlalavonas
Wudnwazvesalaunuusdmunevessyuia Ao fesnisadneman
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N9oeneIu wazlAsiNis “Eat out to help out” NYI8nTEAY

e

wisugnaluszezaldusg wona1nil “Support Bubbles” fa i
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911803 Ao Uszmavilsivszvvuldsuiaduedisins Toe
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ABSTRACT

This article aims to investigate the way horenso, a
Japanese business communication principle, is applied in
Thailand. Horenso refers to an organised way of reporting,
informing, and consulting. Everyone in the company is
required to follow horenso. By using in-depth interview with
9 participants working in the same Japanese multinational
company in Bangkok, this research found that Thai people
have their own ways of using horenso, which are different
from the way Japanese people use it. First, Thai people uses
horenso mainly as an activity of reporting which is not
mutually exclusive from informing and consulting. Second,
when they report, Thai people think in terms of short-term
orientation with a typical character of reactive/multi-active
communicator. This makes Thai people prioritise themselves
over the company. Moreover, reporting style of Thai people
are seen as superficial, lacking factual detail. Yet, it is more
flexible which sometimes can benefit the application of
horenso in Thai employee community. Besides, horenso also
highlights the order of position in the company. Managers
who have superior position tend to be seem as more capable
with experience and expertise to give consult to their
subordinates. Horenso is functioning well based on

hierarchical relationship within the company. Lastly, Thai
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people tend to report only when they cannot manage to fix
the problems which might came from their mistakes. Thai
people style of reporting is thus closely linked with problem

solving mentality of Thai people.

Keywords: Horenso, communication, reporting, management

culture, Japanese

Introduction

The  proliferation of Japanese multinational
enterprises (MNEs) in Thailand has brough about Japanese
management ideas, such as Theory Z, Kaizen, and 5S
(Theerakorn, 2010; Vanpet, 2012; Watcharasunthonkit, 2016).
These ideas have been influential towards the management
and communication of Thai people and the Thai society in
general. In particular, Japanese management practices or
styles (Haghirian, 2010; Dobi & Bugar, 2008; Sato, 1997;
Nagano, 1996; Kennly & Florida 1995; Yang, 1984; Yamada,
1981; Hazama, 1978) are essential for running businesses.

As Japanese culture is collectivist, Japanese company
strategies are normally team-based (Kameda, 2013; Kawar,
2012, Nishimura, Nevgi & Tella, 2008), of which
communication is a core. Good communication does not only

enable employees to work in concert, but also to build a
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constructive relationship between each other leading to
higher performance and job satisfaction (Adu-Oppong &
Agyin-Birikorang, 2014). Unfortunately, communication can be
a source of tensions, conflicts, and misunderstanding in
workplaces, especially once involving with cultural
differences.

Research found that cultural differences between
Thais and the Japanese has resulted in tensions in
communication in the office (Adu-Oppong & AgyinBirikorang,
2014; Aoki, 2010; Onishi, 2006; Ferraro, 2005; Lewis, 2005;
Schneider & Barsoux, 2002; Gesteland, 2002; Harris & Moran,
2000). In other words, misunderstanding in communication
between the Japanese and the Thai employees often comes
from cultural differences. In Japanese organisations,
communication tools are <created to reduce the
misunderstanding and systematise the communication
pattern in the organisations. Among them, horenso as the
principle for social communication is prominent. Horenso
refers to reporting, informing, and consulting. It is one of the
Japanese corporate cultures that everyone in the
organisation must follow. If used effectively, horenso is
believed to create work efficiency through coordinating with
each other and reduce conflicts and miscommunication

(Kameda, 2013).
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In Thailand, horenso is wildly recognised and
popularly applied in corporate training and business practice.
However, it is mostly overlooked in the academic
community. There are limited research focusing on horenso
and its application in Thailand (see Piyatomrongchai, 2018;
Kongnonkok & Liemsuwan, 2018; Rungruang, 2017; Ponanake,
2012). Also, qualitative research is often disregarded in the
literature. Most of the horenso literature in Thailand is
studied quantitatively. Therefore, this article will use a
qualitative approach to investigate horenso and its
application in a Japanese MNE. The main question is: how are
Thai employees applying horenso, compared with the
Japanese employees who are native to the principle?

The research purposively conducted in-depth
interview with 9 participants who have experience in using
horenso and communicating with foreign colleagues at
different managerial levels. They have worked in the same
Japanese MNE in Bangkok. The interviews were conducted in
English with the Japanese participants and in Thai with the
Thais ones over Skype in July in 2019. Each interview lasted
between 30 minutes and 45 minutes. They were recorded
and fully transcribed anonymously. Then, the interview data
was analysed thematically to search for the content of the

narrative given by participants. Several initial codes were
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created by the researcher inspired by conceptual frameworks
and then supplemented by the interview data. The research
underwent the consideration of ethics in research by the
Research Ethics Advisory Group from the University of Kent,
UK, in 2019.

This article argues that there are differences in the
way Thai and Japanese employees use horenso as a business
communication principle. Although Thai and Japanese
cultures share a high context and reactive communication
culture (Nishimura, Nevgi & Tella 2008; Lewis, 2005), they are
not similar (Lewis, 2005). Horenso, if used constructively, can
help Thais communicate better with their Japanese

colleagues and increase their performance in business.

Culture, communication, and management

Culture is pivotal to communication pattern and
management. Geert Hofstede’s cultural dimensions
(Hofstede, 2001, 1984; Harada, 2017; Nishimura, Nevgi & Tella,
2008) are one of the most important theories to explain
cross-cultural management and communication. The cultural
dimensions theory aims to explain the effects of culture on
the values of people and how such values influence people
perceptions and behaviours. The theory holds that people

are believed to carry their own ‘mental programme’,
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developed since their childhood through social institutions,
which contain parts of national culture. Hence, what they do,
in communication, reflect a part of their culture.

In organisational level, Hofstede (1984) argues that
“organisations are cultural-bounded” (p.252) and identified
four important work-related cultural dimensions to analyse
work-related cultural values in different countries. He then
added the fifth and the sixth dimensions to explain the Asian
context better (Hofstede, Hofstede & Minkov, 2010). These six
dimensions are: power distance, uncertainty avoidance,
individualism  versus  collectivism, masculinity versus
femininity, long-term  orientation  versus  short-term
orientation, and indulgence versus restraint (see Hofstede,
Hofstede & Minkov, 2010). Although the theory has received
a lot of criticism, such as, for its Western-centric (Yeh, 1983;
Fang, 2003), oversimplification (Signorini et al., 2009), and
methodological issues (McSweeney, 2002; Jones, 2007), it has
been popularly and variously applied across the field of
international  business management, psychology, and
communication (e.g. Whalen, 2016; Eringa et al,, 2015; De
Mooij & Hofstede, 2010; Wu, 2006). Indeed, the theory is one
of the most essential milestones of cross-cultural research
(Ferreira, Serra & Pinto, 2014). The explanatory power of the

framework lies in its comprehensive conceptualisation of
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cultural difference which allows one to study and compare
cultural  system, especially in  management and
communication, systematically.

In their study of Japanese management, Jackson and
Tomioka (2004), by using Trompenaars and Hampden-
Turner’s (1998) layers of intercultural contact, interestingly
identify two easily found cultural layers of the Japanese
culture: explicit products and implicit norms and values. They
first found the explicit products which are easily seen at first
sight such as language, dress, architecture, and food. Then,
after a familiarisation period, they started to discern the
implicit norms and values which are foreign to them, the
outsiders. According to Trompenaars and Hampden-Turner,
norms are “the mutual sense a group has of what is right and
wrong” (Trompenaars & Hampden-Turner, 1998, pp.21-22).
They also state that norms can be both formal and informal
levels such as written laws and social control respectively.
The norms, hence, tend to manipulate individual behaviour,
be it physical or mental. Such behaviour has an impact on
the way one should or should not naturally act in culture-
specific situations. To know the deep inside of Japanese
culture, Jackson and Tomioka (2004) monitored examples of
common Japanese behaviour like bowing, greetings and using

eye contact, and found that such behaviour “can be ‘learnt’
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(as in imitated) but perhaps not fully assimilated or
understood” (p.13) by the outsiders due to culture-specific
value. In other words, the outsiders have potential of
adapting to norms without necessarily changing their
fundamental values; the norms, especially culture-specific
one, also have potential of adapting due to time and context.
These layers of intercultural contact (Trompenaars &
Hampden-Turner, 1998) are a cultural approach which
enables one to understand and conceptualise national
cultures, whether it be home or foreign cultures. The
approach will be employed to help explain and understand
certain cultures, particularly on intercultural communication
and perception between the Japanese and the Thais, which
are abstract rather than concrete objects.

As aforementioned, culture have a significant effect
on communication across countries. Many studies which
explain styles of communication and national culture tend to
differentiate the communication styles by using two major
cross-cultural communication theories: Hall’s (1976) theory
of high/low context communication cultures; and Lewis’
(2006) communication theory (Thovuttikul, Ohmoto &
Nishida, 2018; Nishimura, Jack & Westwood, 2009; Nevgi &
Tella, 2008; Gesteland, 2002). According to Hall (1976), the

national cultures can be categorised by context, the
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inextricable information surrounding an event and being
bound up with the meaning of it, in order to perceive
principal cultural differences in communication style or
pattern (the ways of typical communicating or expressing
one-self). The context in each culture can be identified as
high and low contexts. In high context culture, real meaning
is often delivered implicitly. Thus, it is up to the listener to
interpret the meaning of what the sender really means. On
the contrary, in low context culture, each word tends to have
a direct meaning. The meaning is always explicitly
communicated through the word. Accordingly, the listener
would expect more explanations from the sender until
nothing remains unclear (Hall, 1976).

Similarly, Lewis (2006) classifies communication
culture into three types: linear-active, multi-active and
reactive communication cultures. First, linear-active people
are people who talk and listen equally, while multi-active
and reactive people tend to prefer one over the other. The
linear active people, thus, prefer to plan ahead methodically
and communicate directly with others by using
straightforward and non-ornate words. They think that the
most effective way to do something is doing one thing at a
time. Second, multi-active people who prefer talking while

listening often perform many things at a time. They prefer to
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talk in a roundabout and feel uncomfortable with silence and
strictness. In other word, they are talkative and flexible.
Therefore, the multi-active people tend to not prioritise the
plan. They use their feeling as a main factor to decide to do
something. Third, reactive people prefer listening first to know
their own position in relation to the others. They pay
attention to custom and respect. Sometimes, the reactive
people seem slow to verbally react because they out a lot
of thought on thinking before speaking.

According to Lewis (2006), Thais and Japanese belong
to the group of reactive, or listening, communication culture.
They can also be considered a high context culture (Hall &
Hall, 1990). However, as will be shown later in empirical
analysis, there are some differences between them.

For Thai communication culture, some key
characteristics can be explained. Thai culture has high-power
distance. Thai society is a society where inequalities are
accepted. It is hierarchically arranged based on seniority
which gives rise to top-down or paternalistic management
(Thanasankit & Corbit, 2002; Komin, 1990; Hofstede Insights,
n.d.). According to Rohitratana (1998, p.90), Thais commonly
perceive the role of superior/manager as “a controller rather
than a colleague.” The Thais, thus, tend to respect, conform,

and obey their superiors/managers in order to be in return for
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guidance and protection. In other words, the
superior/manager has significant authority over his/her
subordinates. Moreover, they also like to shift their
responsibilities  for  decision making  to  their
superiors/managers  (Holmes &  Tangtongtavy, 2003).
Communication pattern in Thailand is then shaped by
seniority. The Thais tend to conform to their supervisor’s
opinions without doubt. This makes the foreigners think that
it might be a barrier to work with the Thais.

Besides, there is the notion of ‘saving face’. The Thai
notion of ‘face’ does not mean a physical face as an organ,
but mental facade. It is an abstract concept which represents
personality, behaviour, social status, honour, and dignity, and
may vary according to culture and surrounding environment.
Someone’s ‘face’ is lost because of his/her failure to meet
social requirements (Ho, 1976). Consequently, he/she tends
to be seen at a lower position in the eyes of his/her peers.
The Thais, thus, tend to save or build their ‘face’ in order to
feel accepted by their colleagues, especially in a managerial
level. In other word, when they made a mistake, the Thais
tends to talk indirectly, if not go silent, about it
(Teeraputtigunchai, 2018). Teeraputtigunchai (2018) mentions
that this ‘saving face’ culture is explicit even for foreigners. It

is based on hierarchical relationship characterized by
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seniority. The issue of ‘face’, therefore, is one of the factors
that leads to conflicts between employees, especially in an
international company where employees have cultural
differences. Teeraputtigunchai (2018) also reveals that,
compared with the Japanese, Thai people tend to consider
‘face’ more, be it their own ‘face’ or the other ‘face’. They
thus tend to more compromise and find a mutual way that

no one has a negative effect.

Horenso: A key Japanese business communication
principle

Horenso, an acronym from Japanese language, refers
to the basis of business communication in Japanese
corporate culture. It is a continual and collaborative process
between superiors, subordinates, and colleagues over the
course of an activity or a project (Kameda, 2013). Horenso is
developed to create work environment in which all
information can be delivered quickly and correctly and
stressing the intense report (Susilo, 2015). Horenso is derived
from three words and ideas: houkoku (reporting), renraku
(informing), and soudan (consulting).

First, hokoku refers to exact, and perhaps immediate,
reporting to superiors on the process, progress, changes, if

any, problems, and result of one’s work. This means that
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subordinates should always report to the superior; they don't
have much authority to make business decision. Indeed, no
one can make decisions as an individual even within the
delegated authority. The decision is normally made by an
organisation as a whole.

Second, renraku refers to informing facts or conveying
useful information of one’s own will to relevant parties and
those who need it. Personal opinion or assumption must be
avoided in informing. This informing can be initiated by
anyone regardless of position, unlike reporting. Sometimes,
to inform can be a practice to share information with relevant
parties or to keep relevant parties updated.

Third, sodan refers to consultation and discussion
with superiors or relevant parties over an issue needed to be
solved. This idea recommends ones to ask for others’
opinions and suggestions. Sometimes, making suggestions or
running projects without consultation with superiors can be
even considered offensive in Japanese culture.

Overall, horenso highlights collectivism in decision-
making process in Japanese culture and allows no room for
individual opinion and the functioning of the delegated
authority (Miroshnik 2009). Communication using horenso
value system may look simply, but it is a practice peculiar

and fundamental to Japanese-affiliated companies and one
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of the golden rules for business success in  which
considerable significance is posited upon cooperation within
a group (Yamazaki, 2012; Kameda, 2013).

In the context of management, horenso is a
communication practice which improves coordination and
reduces the gap between managers, colleagues, and
subordinators. Ponanake (2012), for example, observes the
implementation of horenso  which  helps reduce
manufacturing production process waste in Japanese
industrial companies in Thailand. She found that horenso
does not only help reduce the waste due to clear regular
communication and quick cooperation, but also create an
opportunity to build an employee relationship between
managerial and operational levels. Moreover, she also
mentions that horenso is considered as a fundamental
concept for other Japanese corporate cultures which are
usually use in Japanese MNE in Thailand such as Kaizen, the
Japanese concept of continuous improvement.

“Nutsu” (45 vyears old, senior Japanese manager)
affirmed that:

Horenso is a very important communication [and
business] tool because communicating [reporting, informing]
and consulting with our supervisors [and] our colleagues have

made us work easier. Horenso kept me updated about
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situations happening around me so | can proceed my work
correctly and help my subordinate decide on what was
consulted... | think horenso must be an immediate or real-

time activity of everyone.

Thai and Japanese interpretation/application of horenso
The Japanese communication principle is not naively
and directly transferred into the locals. The Thais interpret
and sometimes integrate their own culture into the Japanese
practice, resulting in a mix practice. The practice is thus
variously applied by the locals to suit their own interests.

Arguably, derived from three different words,
horenso, in practice, are not mutually exclusive. Interviews
suggested that Thai people perform horenso as a series of
connected activity: to report progress, update their current
work, and then consult their work problems. Besides, they
often merge one with another, which is found different from
its original use by the Japanese.

For Thais, reporting is the starting point of horenso. In
the company, two important reporting mechanisms are
identified. First, reporting through the company’s formal
internal system. This report is recorded in the company’s
database which can be accessed by everyone. Second,

reporting to the manager directly. This mechanism, rather
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informally, allows personal interaction between employees
and supervisors. It is this second kind of reporting that
practically links ho with ren and so. When they are interacted
face-to-face, Thai employees also inherently update their
work and consult relevant work issues with their supervisors.
They do not differentiate each practice from one another.
Interviews also revealed that Thai people have

distinct behaviour regarding reporting. They perceive
reporting and its rationale different from the Japanese.
“Summer” (26 years old, Thai assistant manager) mentioned
that:

Thai people find it necessary to report

only when there is a problem with their

work... On the contrary, the Japanese

regularly report every single thing

regardless whether there is a problem or

not. The way the Japanese reports

sometimes make us [the Thais] feel a bit

uncomfortable. We then think of the

Japanese as too demanding when they

wanted us to report everything.

What Summer said reflects the conflation of ho and

so used by Thais. Thai people are intended to avoid reporting

if there are no problems needed consultation. This implies
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the character of ‘saving face’ of Thai people. Thai people are
not likely to state their problems which might arise from their
errors. The character prevents Thai people to efficiently
perform horenso.

On the contrary, the Japanese people believe that
reporting ‘truth’ of what has happened, even it was a mistake
or a problem, will greatly help the manager and the company
to assess the situation and, in turn, handle the issues in time
albeit possibly negatively affecting personal practitioners’
performance. The company has a guideline on reporting
emphasising ‘plain truth’, a reporting method asking all
employees to honestly and professionally report whatever
happened to their superior and company.

It can be argued that Thais have short-term
orientation while the Japanese have long-term orientation.
Thai people consider what they did in the past as a matter at
stake. They are focused more on their mistakes without
considering development in the future. They report just in
order to fix the problems emerged. On the contrary, Japanese
people consider more of the future. They report because
they desire to make plans and develop measures to prevent
issues which might arise again. This is one of the reasons why
Japan is more advanced than Thailand in terms of economic

development because countries that are short-term oriented
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tend to have little economic development while long-term
oriented countries continue to develop advanced economy
(Hofstede, Hofstede & Minkov, 2010).

It is also reasonable to see that Thai people are more
self-interest driven compared to Japanese people who are
more collective (company)-interest driven. When reporting,
Thai people are inclined to heavily focus on their individual
performance. They avoid reporting because they would like
to avoid saying their own faults. They barely think for the sake
of the company. Yet, Japanese people are seen more
committed to the company. They usually think of their own
interest as the company’s interest. In other words, the
company is ‘their’ company because it is a ‘Japanese
company’. Japanese people have more employee loyalty to
the company than Thai people in this sense.

The difference in reporting behaviour also reveals
about the different character of communication culture
between Thai people and Japanese. In general, Thai people
and Japanese people are based in reactive kind of
communication cultures (Lewis 2006). However, this research
particularly found that Thai people are tended to be more of
multi-active while Japanese people are inclined to linear-
active. Although they place an emphasis on customs and

respects, Thai people are more talkative, flexible, and multi-
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tasking. They are less prioritized according to plans or
regulations. Japanese people are more focused to plans and
processes. They are people who favour single-tasking.
Differences in communication culture are thus not a

difference in types but in degree (see figure 1).

Figure 1. Communication culture of Thais and Japanese

Multi-active

Thailand

Linear active ‘— Reactive
Japan

Source: adapted from Lewis (2006)

In addition, from interviews, Thai style of reporting is
seen superficial. “Haru” (28 years old, Japanese assistant
manager) confirmed this point and even said that reports of
Thais is not beneficial for making future decisions.

When a Japanese manager asked Thai sale
staffs about customer visit, they commonly

replied “good, they were interested in our
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products, but they had no budget to buy
it.” If the sales staff were Japanese, they
would rather say more than that. They
added: “it was because this year budget
was already spent for buying other
products or  withdrawn by  the
headquarter”... the Japanese would report
by adding information and a little bit more
reason behind customer responses. Indeed,
this is a valuable information which Thai
people rarely give the company as it can
help the manager understand more and
accept customer why they don’t have
money to buy the product. This also helps
the manager and | predict the customer’s
situation and knows what we should do
next to make them buy our products.

Not only the Japanese hold this view, Thais also
agree on this. “Autumn” (36 years old, Thai technical staff)
insisted that report of Thais is lack of detail compared to that
of the Japanese.

For the Japanese, a report contains factual
information and numerical data. These are

important information which is easy to
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recognise, process and use for further
planning. On the other hand, for Thais, a
report often contains ideas or feelings
rather than factual information. Thai
reports are noted unsystematically... So, |
think that the Japanese reports are more
concise, comprehensive... and clearer in an
organised format.

Nonetheless, Autumn also mentioned that Thai
reporting is not strictly formatted thereby being more flexible.
Thai people are uncomfortable in adapting themselves to the
Japanese reporting system because, Thais like flexibility and
Horenso is a process-based activity which generates orders of
communication in business settings. Everyone must strictly
follow the principle. Interestingly, flexibility, in effect, is not
totally unproductive for horenso. Instead, it can be beneficial.

Interviews revealed that Thais pursue the outcomes
of works without following the established processes. In other
words, they have their own methods. “Spring” (30 years old,
Thai assistant manager) especially confirmed this point. He
gave a story of how he has used Renraku in his own way and
claimed that his method was better than the Japanese.

Japanese manager often pushed their

subordinates by pressuring with serious

-74-



Media and Communication Inquiry Vol.4 No.1 (January — April 2022)

conversation. They think that the pressures

normally motivate people to work. So, they

always notify or warn the subordinates

directly with negative words. This might be

good for them [the Japanese] but not for

us [Thais]. Actually, Thais were discouraged

by pressures... when | was told by my

Japanese manger to inform my Thai

subordinates, I’ve done it in a different way

but still retained the original goal... | used

positive words to convince them, and also

to make good feeling which motivated

them to work until a target is reached. |

found that this way of informing has made

them pursue the goals easier and better.

Through flexibility, Thais have managed to find their
own use of Horenso, which is likely to suit with the Thai
communication culture more. This makes horenso become
something Thai people can live with. Currently, the company
allows Thai people to inform the other Thais using their way
of communication. It implies that the Japanese has also
adapted itself to Thais.
Arguably, the idea that horenso brings orders in

communication, as aforementioned, signifies the hierarchical
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relationship where supervisors are placed on the top helping
their subordinates to solve problems and make decisions for
them. “Normally it is only the Japanese who run the
company,” said “Aki” (41 years old, senior Japanese
manager). The company drives Thais to conform with
Japanese norms in the work environment. Thais are supposed
to behave in accordance with the Japanese practices to get
good performance.

A chain of command influences the way Thais use
horenso. The higher rank the Thais, the closer they are with
the Japanese. From interviews, Thai manasers tend to directly
communicate to and consult with their own Japanese
supervisors because they realise that the final decision rests
with the Japanese. Specifically, Spring mentions that:

In this company, all influencers who have a
significant impact on decision making are
Japanese... To solve problems, | prefer to
directly talk and consult with my Japanese
supervisors rather than Thai colleagues
because | want to make a change and the
final decision rests in their hand... Talking
with Thai people is just for venting my

problems.
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On the contrary, Thai employees in an operational
level tend to informally talk to or consult with their Thai
colleagues. They are likely to avoid talking to their superiors
especially the Japanese manager. “Winter” (26 years old, Thai
technical engineer) said that:

| am more comfortable to consult any
issues, be it business or personal, with my
Thai colleagues who are around the same
age as me or whom | trust and often talk
to... | believe we share similar ideas and
understanding. We tend to understand
each other more. My Japanese manager,
conversely, might not understand me in
some issues, maybe because of his position
which is much higher than me. Being a
manager makes him have a different
perspective... Besides, during working hours,
| am always afraid of disturbing my
manager. He is older and more mature. He
works in @ managerial position.

For Thais, there are barriers to use horenso, of which
important are the superiority and seniority. This is different
from the Japanese who are more comfortable to talk with

their superiority. In fact, Japanese people heavily rely on their
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supervisors to solve certain problems. Higher positions are
closely associated with certain expertise. The Japanese
operational staffs think that they do not have power and are
not allowed to try fixing certain issues by themselves. Haru
mentioned that:
| normally consulted with my manager
before solving any problems... The current
me cannot manage or deal with all issues.
| don’t have sufficient experience and
expertise, compared with my manager. If |
decide to solve the problem with my
inexperience solution by myself first, it
might not turn out good. Without the
consultation, my solution might dishonour
the company. | acknowledge that my
manager is superior to me especially in
terms of expertise. He is a manager because
he has the quality.

For the Japanese, consultation is essential for
problem solving. It is possibly the best way to find the
optimum solution for certain problems because the
supervisors can use their expertise to deal with the issues.

On the contrary, Thai people will only report when

they are problems needed consultation. Consultation is only
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for solving issues beyond their capacity. In other words, Thai
people like to try fixing the issues by themselves first. From
interviews, two important reasons are identified. First, some
Thai people think that to solve the issues by themselves
before getting help is to develop their skills of problem
solving. Winter said that:
If we seek assistance from our Japanese
supervisors immediately, it looks like we
haven’t tried solving the issues. Some
issues have already been solved before by
others and recorded in the company
system. We should look at it first. | think we
should try solving the issues first. It’s like to
improve ourselves by learning from
problem. Facing problems provides a
chance to learn.

Second, for some, consulting means they admitted
defeat at solving the issues. As aforementioned, Thai people
tend to be afraid of ‘losing face’. It became clear from an
interview with Summer who stated that:

The reason why Thai people don’t report is
that they want to save their own face or
image. The Thais don’t want others to

know that there is a problem happening
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during working. In other words, they want
the others to see them working without
problems.
It appears that the Thais do not want to lose their
‘face’ in front of their colleagues because it can mean they
are unprofessional. Acting as a perfectly professional
employee without any errors in the eyes of others, especially

of their superiors, make the Thais proud of themselves.

Conclusion and recommendation

Horenso is an essential business communication
principle used in a Japanese setting. This article found Thais
have employed horenso in their own ways which are different
from how the native used. First, they consider horenso as an
activity of reporting which is not mutually exclusive from
informing and consulting. Second, when they report, Thais
tend to think in terms of short-term orientation with a typical
character of reactive/multi-active communicator. They are
motivated by self-interest rather than collective (company)-
interest. They like to try fixing or solving problems by
themselves first to improve themselves and save their ‘face’.
They report what is needed only when the problems appear
out of their league. Reporting of Thai people is thus closely

linked with problem solving mentality of Thai people.
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Besides, Thai reporting style is seen as superficial, lacking
factual detail by the Japanese. Thais favour flexibility which
sometimes can benefit the application of horenso in the Thai
employee community. The differences in application of
horenso between Thais and the Japanese can be summarised

in the table 1.

Table 1. Differences in application of horenso between Thais

and the Japanese

Thais The Japanese
Rationale Report mainly Report
what is needed everything for
to be fixed or future
solved planning
Motivation Self-interest Collective
(company)
interest
Communication Flexible Strict
style
Problem solving | Try to fix Follow
problem by supervisors’
themselves first | instructions
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Thais The Japanese
Reported Superficial, ideas | Detailed, factual
information and feeling data
Communication Reactive/multi- Reactive/linear-
culture active active

Practically, the findings of the article recommend that
a Japanese company should pay attention to cultural
differences when communicating. To understand the
differences in the way communication, horenso, is used
would be benefit to Japanese businesses and help them
glocalise (localize a global concept) the use of horenso in a
way that Thais would feel comfortable. For the Thais, they
should learn to manipulate horenso so that they can take
advantages from the practice to boost their effectiveness and
efficiency in  multi-cultural settings. In addition, the
application of the use of horenso is not only recommended
to top-down management but also bottom-up management.
The employees can use horenso to gain their benefit and
negotiate with their supervisors. Horenso would make good
communication and well organisation.

Academically, this research has some limitations

which leave suggestions for further research. First, conducted
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online, the research might miss some signs and opportunities
given by the participants. Further research should conduct
face-to-face interviews to actively engage with the
participants. Having face-to-face interviews would also allow
further access to other prospective participants. This links to
the second point, that is, further research should investigate
the topic with a more diverse group of participations in a
diversified setting or company. Third, interviewing the
Japanese participants in English sometimes created a difficult
moment in communication. Most of the Japanese
participants were not equipped with well English language
spoken skill. A significant degree of language interpretation
was required. Interviewing the Thais in Thai had no such
communication issue. Then, it would be interesting to
conduct further research in their native language to get more

inner perception without the language barrier.
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ABSTRACT

The objective of this study is to study
communications strategy of the lubricants department of PTT
Oil and Retail Business Public Company Limited (PTTOR) to
create understanding with business partners in measures to
prevent the spread of the Novel Coronavirus 2019 (COVID-19)
pandemic. Target groups were divided into: 1) companies
producing assembly materials; and 2) primary and secondary
lubricant manufacturing plants. Data was collected by semi-
structured in- depth interviews and formal interview with
lubricants department. The result found that the organization
has communicated to manage relationships with partners.
The studying showed that understanding each partner’s need
to forward clear commmunication. In addition, the organization
has the proactive aspect of data collection, implementation
plan, practical experience, and evaluation. The
communication objectives under the epidemic situation of
COVID- 19 to inform the understanding and collaboration of
partnership abide by the measures. There are 3 phases of
communication: 1) Pre-crisis period; the organization are

preparing with Business Continuity Management ( BCM) .
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2) Crisis period; Emphasize the content within the measure
for trading partners to comply. 3) Post- crisis period,
communicate operational methods for the pandemic has
extricated. Including, exchange the opinion from operations

with partners to developing a collaboration plan.

Keywords: Novel Coronavirus 2019 (COVID-19) pandemic,
Crisis communication, Partner
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ABSTRACT

This research study aims to study the communication
effect communication problems and suidelines for the
development of communication within the organization to
comply with the work-at-home policy to prevent the spread
of the COVID-19 epidemic among employees of Advanced
Info Service Public Company Limited. The instrument used in
this study was a qualitative research, contains an interview
employees of Advance Info Service Public Company Limited
in Bangkok by studying only the information technology
department working from home 100 percent during the
spread of the COVID-19 pandemic and analysis of
documented data or documented research by reviewing the
concept related theories and literature are the concept of
internal communication. The study, it was found that
measures for employees to work from home 100%, the
organization has the nature of communication within the
organization depending on the purpose of the
communication.  There are formal and informal
communication styles, and there is a flow of messages that
are conveyed in various forms, including communication from
top to bottom, bottom-up communication, communication
at the same level and cross-functional communication,

channels and communication tools used in the organization
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during this crisis include intranet systems, electronic mail (E-
Mail), online meetings via MS-Team and social media such as
LINE applications, etc., internal communication is the subject
of important announcements during the COVID-19 situation,
such as directives, policies, delegating other relevant
responsibilities, goals, etc., it is important to have a good
communication plan in advance. The content and
communication channels chosen are in accordance with the
needs and behavior of employees in terms of problems and
obstacles found in communication is the distortion of the
substance. Silence in the organization status relationship
between sender and receiver physical  distance
communication across hierarchies and inappropriate use of
communication channels suggesting guidelines for the
improvement of communication within the organization, for
example, executives at all levels must focus on
communication, face-to-face communication, in which work-
from-home situations may involve a variety of
communication tools, to meet face-to-face. and make more
communication Communicating key issues at the right time

and continuous communication.

Keywords: Corporate Communications, Coronavirus Disease

2019 (COVID-19), Work From Home
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Tuann 3010133354, 2563)
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ABSTRACT

The research on “Social Media Literacy among Older
Adults” aimed to 1) study social media use behavior and
social media literacy among older adults, 2) study differences
between demographic characteristics and social media use
among older adults, 3) study differences between
demographic characteristics and social media literacy among
older adults, and 4) study relationship between social media
use behavior and social media literacy among older adults.
The study was conducted using a survey quantitative
research design. Data were collected from 150 men and 150
women, a total of 300 persons, at the age of 60 years and
above who have and regularly use social media accounts.
The study results indicated that LINE was the most frequently
used application among older adults (mean = 4.21). The main
reason for using social media was to learn about news and
information. The study found that older adults with different
genders and levels of education had different frequency of
social media use. Women used social media more than men.
Older adults whose levels of education are a bachelor’s

degree or higher used social media more than those whose
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levels of education were lower than a bachelor’s degree but
frequency of social media use was not different. Besides, it
was found that most female and male older adults had
media literacy but they had 2 different aspects of social
media literacy, namely, evaluation of media value on
production and creativity. Female older adults evaluated
media value on production and creativity more than male
older adults. As for levels of education of older adults, those
who completed their study with a bachelor’s degree or higher
had more social media literacy on information access than
those who completed their study lower than a bachelor’s
degree. In addition, frequency of social media use had
positive relationship. Though the value was positive but
closed to a moderate level; therefore, it cannot be trusted
how much older adults are social media literate. Older adults
who had high frequency of social media use would overall
have high social media literacy and older adults who had low
frequency of social media use would overall have low social

media literacy, depending on frequency of social media use.

Keywords: Older adults/media literacy/social media/social

media use behavior.
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ABSTRACT

This research aims to study the communication
planning of Provincial Electricity = Authority = Region
1 (Northeastern Region), Udon Thani Province under normal
and crisis conditions, especially during the spread of COVID-
19. The research was conducted by using a qualitative
methodology and in-depth interviews with the persons who
were responsible for the communication field in Provincial
Electricity Authority Region 1 (Northeastern Region), Udon
Thani Province were divided into 3 groups of senior
management, middle-leveled management and operation-
leveled employees as well as collecting relevant documents
during the crisis conditions between March - May 2020 and
studying communication planning of the year 2020 during
normal conditions.

The results of the study indicated that the
organizational communication planning in the normal
conditions were started with an analysis of policies or orders
of the director of the Provincial Electricity Authority at the
monthly executive meetings in order to apply the
conclusions obtained in further communication planning. At
any rate, the communication problems found were the lack
of main directions of public relations. This is because those

involved in corporate communication planning were lack in
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knowledge and competence in the aforementioned areas.
Then, the communication problems were brought to define
goals and objectives in order to increase the level of
awareness of stakeholders about the direction of key projects
in different fields to improve the efficiency of communicating
information to reach the target group both inside and outside
the organization comprehensively. The target groups of
communication were divided into main stakeholder
(employees and customers/electricity users) and other
stakeholders (the Ministry of Interior and government
agencies/communities). Communication strategies and tactics
were developing communication skills of personnel and news
strategies as well as developing relationship with mass media,
agencies and communities.

The messages or statements used in communication
consisted of messages for organizational communication with
the framework of dissemination determined by the head
office. And the messages used to communicate only in
Provincial Electricity Authority Region 1 (Northeastern Region),
Udon Thani Province will determine a framework for
dissemination as appropriate. The final steps were an
evaluation of communication including 1. Reporting the
results of activities 2. Distributing questionnaires within the

organization 3. Joining the Line group of employees and
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applying the knowledge obtained from trainings 4. Receiving
less complaints and more numbers of Facebook followers.
In addition, it was found that the communication
planning in crisis conditions were divided into 3 phases: 1)
The pre-crisis phase: The period when the government
launched the campaign ‘Work From Home’ for the public in
order to prepare a response plan in time. Moreover, the
Spokesperson was predetermined with a communication
plan in the crisis conditions. There are 2 groups of target
groups that were required to communicate, namely the
target group inside the organization (employees of the
organization) and the target groups outside organization
(electricity users). 2) The crisis phase: There were
communications within the organization through making
understanding with employees inside and outside the
organization through media interviews. 3) The post-crisis

period: Long-term problem solving planning.
Keywords: communication planning, crisis, Provincial

Electricity Authority Region 1 (Northeastern Region), Udon

Thani Province
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