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ABSTRACT

The purpose of this research is to study media exposure and content,
communication response, and intentions to donate to the Siriraj Foundation during an
Covid-19 Pandemic. This research is a survey research, with samples of 300 individuals
who had donated to the Siriraj Foundation using of questionnaires.

Research findings show that the respondents mostly are exposed to print
media and outdoor media, followed by personal media and online media.

Respondents’ opinion towards communication channels through print
media, outdoor media, personal media and online media from the Siriraj Foundation
were positive towards quality of information content and communication goals.

The overall intention of donating to the Siriraj Foundation is high. The
respondents mostly plan to donate on a regular basis definitely, followed by their
consideration to increase the amount of donations and plans to donate to the
Foundation within the next 1 month.

Analysis of the relationship between communication exposure and opinion
towards Siriraj Foundation shows a positive correlation.

In addition, it was also found that the relationship between opinion and
donation intentions of Siriraj Foundation donors with positive opinion will have higher

intention to donate in the situation of the Covid-19 epidemic.

Keywords: Siriraj Foundation, Media Exposure, Opinion towards Communication,

Intention to Donate



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

[

NuwazAUFIAY
Assryads Wuesdnsasisunaaniuusaky waznunindiiiodnmgunsal
nswnng Tun13Iemaen1ssnY UV IALARUYUNSNEUDILINEIUIaRSIIY SIUNIENETY
NTHAAWNNG LA TRIUIYAAAINTNITUNNG VBIAMEUNEAERSATTIIN1UR ATS1vaTISan
=~ Y Y o a 4 o oA a =
evfuunofmIungvuie s A1a1na1e 3 Tasuys WeTudl 21 dwmnau w.e. 2512 laed
aunanszAsuATUNIIUsHTITEL 1WuoAUsrsunssun1sAsTwYaliSeddusn deuauLia
wszlfivasadiinae dimu nsurasussMaTIvUAIUNg nsadusidusEsunssuns
93A7 2 Y9UuaNAINTZNEFITIIUAT NITUALLAINTZVINTAUIIVANT 1 HEIUUTUIITNNIT
[ 3 aa aa v s 1 a Y =
Juesdusesunssumsdssnvyails lnelingusvasddaaSuuazaduayuniseusudnyiuay
n1sauAinIde Win1ssnwmeruiaguievesauzinemansassivneiuia dnviadesiuile
duasy wazdsvaunuivanidunisnamadu TumunsdaaSuativayuniseusufnuiuasnig
AR SnsnsSnwnetuia suasdiuseleviresUelilnnnmainnn
lunmgingilain-19 dwipauiiuiny 2563 B3 dguieu 2564 N15UNUIY
Wunilsluninsnisiiusyesvinamsdenu (Social Distancing) Tugianisunssyuinvealain-19
Weswndunisindansfesenwasmsdudaszninay Jeivansnsinisunsidelsalaegiedl
Usgdaninm lngamgegedsludindddiindusazednuilse Asvyaislausuguwuums
aunuuleuisnsvineuaniwnende (Work from Home) Tun1gingmlain-19 tieidu
o I d’lj a v L4 [} a A a é’ 1
n15003UN1TUNITZUIATDLBLATIN-19 AF8EATUNITAILNTTZUIALATA-19 MANTUEINE
nsznusiedauduiiniie dfaundesnisanudismioluduiuin wazieulaleudousns

aaa

yosAulng FaN13ALATINTTEANYULAL TUUTIIATUIWILINAWURY @S519yatsiinsitindy

[

v3aranniuliiiuiungasnunis waiesaindarunisalnenan Jadiarudnduiazdedn

=p.

Y a aa aaa

ALIUNIINITTUUTIIAMIEAILDININUIETUUTINA NFUR UTAAVRIAI Iy dislnninannTe

Y Y 9

v
1 14 (% v v (% v

dulvgdunquigede datu nsussrduiudisesnissuuiariadudendAgiiolmdds

LAY o

nauuINATIBiuaz el Insmnen1sussanduiusnisusnadiugeamnsesulatlvuin

(% (3

Ju MsUszduRusliiusaTuTToyainguszadn1suing Wlatuneauidnsusnm uaz

Y 9

&

[
=

PoanunsiasedeasiuneA@Ivyaiisiiungwu lnengusanadasaiunsauianaliiu

Y

aa aaly v A a 1 ! A ! (% d' a I 1 ! L4
ﬂii?%ﬂﬂﬁﬂﬁlﬂLV@J@UL@&I@UN@@L‘U@Q LLG]E]']"U‘UTULU@‘EJL!E‘UW]TU?"N?]LUUN’]‘HGU’EJ\W]N@@ ulau

WUNITUIAIANILAULD Lﬂu‘ﬁ@ﬂﬂﬂﬂﬂiU%ﬂﬂﬂﬁ’ﬂ%ﬂhﬁJaG]ﬂ']iaﬂmlaLLagﬂﬁiﬁuﬁaﬁzﬁ’jNﬂuiu

'
o A

AEINgALATN-198A3TYLatTUsEudURUsIEN1sTUUSIIAR I uYeneeaulatl dnvinG
UsgnduiusiIuYemedesie 9 v03A3TvYalls LavauzunemansAsTIINeIUIa
nsdeansluduszrruioresuuIan laeyinsuszeduiusuutemsdouns
aa aa 14 1 I3 faa aa a o a = | 3 P
A3svyadls tawn uled@Assivyalls, weundiadu LINE wazdiua teasindy 1llesann

Y

-3



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

HrpansdoUszrduiudvesnasunveransdssnaneiuia un Wamesuszaduius, the

Adnoalyiua (Digital Signage), LiuladanzunveransAssianeuia, tlgdn “sirirajpr”,

BUANMNTU “sirirajpr” WagnInmes “sirirajpr” AN9AITIvYATSamsaUsEUduRUSHUGEe
<

Aanadle inldeanenisdeansusenduiusiduresAssvyaiisiiiiesamnsdentang 1

Twihtuagulaindeimanisdeansildlunisussmduiusisesnisusanaresdsss taud 1.8e

'
Y o v s aa

yAna Usenaunie L%’mﬁwﬁﬁ%wgaﬁ%, nTTiusE o duTuS Sw.ASIAG MRS,
Asvadmihluane, yaainsmssundAsng uazyananeadn1sdu 2. Aedsiiu
wardonanuds Usznaume WWamesussanduius wasthefinealsiua (Digital Signage) was
3. dovaulay Usznoude Vivled laud 1iuledvesdisvyails (www.simahidolac.th/
office_m/foundation/index.htm) wagtiulsdnuzunneransassuneIuItwww.si.mahidol.
acth/th/), ueUnaiadu LINE ves @351vyalls “@sirirajfoundation)”, tedn (Facebook)
YOIATINY “sirirajor”, BuanIwnTU (Instagram) VOAIINY “sirirajor”, NINLADST (Twitter) Vo4
A3971%“sirirajpr” Uagdila (Email) ¥89@35193alls “donate_siriraj@hotmail.com”
fideTsaulafinuinisidinfunisioans aruAndiutenisdears uazaudilaly
M3U3NATeATTIvYads evzimansidelulfifunumslunsdmunuleuisuazng

LHUN1TERESNMTSUUAndlunsUninaznyingAvesdssvyaiislaegumungay
99UsLAIAYRINITIVY

1. iflefnumadinfumsdeansvesdinuyaisvesiuinafinuyais

2. WlenwmnuAaiuiensdeasvesdinvyaisvesiuinadinvyads

3. efnyianuddlauireliineyaitvesiuinefsavyals

4. WeAnwmnuduiusseninnsliafunisdeasiuanundiiuvuesiuianadisyails
5

- WiefinwAnuduiussEnInanuAnWiuiuauRdlaus I AveIUI ARSI YA TS
NIQULUIAAYBINTTIRY

mefedes “madnfude AruAndiudenisients wazarudilalunisuiana
TS5 yads luanunsalunsszuielain-197 Wunsdnulaelfundauasnguiiiierdes
nuanwazUseuIns(Demographic Characteristics of Audience) AfsN g3aus,(2541 1.15-16)
defnyiravesmuuansomadaiunisioans mnudndfiudenisdeats wararwslaly
nsUsMAlIATTYYaTls uenanillfimguimadaiudouasuunfniesdoussrduiugn

1lun1sAnwdndsn1sdeans aunsusuusanudaiuLazAuadlanisusana Tduulae


http://www.si.mahidol.ac.th/

Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

AnuAniuLazwgAnssun1siudula neiMmudsiudnvuslsseinsundnerininanens
a o d' a < ' = aa an A ! 3 a a v A da
\Uasunisdeans anuAaiudenisaeansvesdssivyaiivielil suunmauinsndasudend
NAROAIUANLTALADNTHRA15039A3 519y alls TuFeusvnduiudens q uazaavinefe

NIANEIIAMUAALTIUNTALFLTLSAUAMUATlaN1TUTIAUS B LY

M5398Asel WunsAnwIdesaUsuna (Quantitative Research) 143501581579
(Survey Research) wuutAiudoyavaiailaiaainile (Cross - Sectional Study) Lneld
wWUUERUAY (Questionnaires) hazuwuvaauaiueaulall (Online Questionnaires) WulASale

Tunsiiudoya wazUseaanamelusunsuneuiiawmes angineusanaliiuassvyads T

'
aaa

anunsalungszunlain-19 seaen 3 Juasuiatregiatios 1 ae 9Nn1TUINATIASIY
yailFmenules warannsuinaiiutemisesulal vsananmgluifewuweu - dguiey
2564 (Huthananiidsnyaislafinisdafuuinaivihesuuinanuund uaziinistniu
Uianaivtheiuuiana MWgnsmsAuineuindedns N uuulinivlszsinsvuinngs
fhetnafivinzansedsnisuasrsuasu (Cochran, 1977) laiwulusiensussanynsy a A
Fosu 95% 19iduau 300 au Fensdudensiegiauuulildanutiiaziiu (Non-Probability
Sampling) LANNENAIDEI UL (Purposive Sampling) I%ﬁwmmﬁaﬁ'mﬂiaﬂﬂmu
LUUABUNIY (Screening Question) I1bugIsanIUN1TILNTTEUIALATA-19 SEA0N 3 NEGY
e uineliiuATsvyais edumsdndengnounuuasunuiinsanuingusyasd
afaflflumsnneideya fe

1. ad@Banssauun (Descriptive Statistics) Inensma1aInud (Frequency) Andee
ag (Percentage) ALady (Mean) ﬁuﬁmwummgm (Standard Deviation) Lﬁaa%ma%mﬂa
Renduniinds madinfunmsdeans anuAaiusenisdoans uazausdlalumsuiaa

a

2. ad@LaaYuU (Inferential Statistics) Inen1snaasuauyfgiu (Hypothesis

[ 1

Testing Statistics) lawA N15LUSEUTABUAINLANANNVBIAILREAY (t-test) N1SILATIZIRAINY

= s

wUsU5IUDIALREAY (One-way ANOVA) Lagn1SRIAENEUN LSV L NuSEU (Pearson’s

Correlation)

NaN153ukazanNUsIgNa

a o

Qiings nan3idenudn nqudregsdulngilumends Sosaz 74.3 aglutieny

U

[

41 - 50 U Sowaz 29.0 Uszdun1sAneUSyans oeay 49.7 H91TnNTnuusIen Sovay



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

36.7 I56ldiadedeideudu 15,001 - 30,000 UM uaAz 30,001 - 50,000 UMW Fouaz 26.0
WINAY wazdluszaun1salnIssuusNITANg 9 NlSINeIU1aAITITAERULLY LarauluATouAT)
wseaulndvaLAesUUINS Seuay 44.0
nsiajun1saeasvasdssuyads namidenuin nquiiediadadunsie
¥94A3319ya 75 Tnsawegluszfutiunans fdnadomindy 2.96 lasutanuusziande
ponilu 3 Ustuan Tdun Foyana dedsfiant/denanauds uardoseulad 16
Usziavdeyana nguseesfinislaiunsdomseglusgduiiunans slenade

v

W1iu 3.23 Tngdununils bawn UAaInsnIenNIsumgAssY seauUiunas (Aady=3.35)

v v

Suduans Mun Wi fivssgnduius swassadmiadily swassesdmdiilunoes
seRuUIUNa1e (ALade=3.31) wagduduiianu ldun Lﬁ’]’mﬁﬁa%wgaﬁ% szAuUIUNaN
(Fndy=3.28)

UszLandedsiissi/donanauds nguinegiaiinisilinunisieansegluseiulau
nans Hrnadewintu 3.29 Tnedudunis ldun Tuamesussnduiuslianuinisuiane vie
TWamesiBywiuusan seiuann (Anade=3.48) uavduiuass liun TeAdnealsiua (Digtal
Signage) Usenduiuslinnu3n1suse ¥3ellinuinuinng seaudiunans (Aede=3.10)

Uszindesaulatl ndusiiegrsinsidaiunisdeansegluseduliunais ddade

v v

winiu 2.71 Tnedusunils Town Vuledves@ssvyails seiuliunas (Aede=3.12) dudu

v v

09 loun Suledvesnazunmamansassmeiuia seaulunans (Aade=3.09) wassusu
a1u laun ueundiadu LINE vesd3s1vyads wazwladn (Facebook) ¥aef3s1Y “sirirajpr”
seeulIuNaNs (Aade= (2.96) Wity

INKNANTSANYININETD mjué’hasmﬁmsﬁm%’umi?%amsﬂizmmﬁa?ﬁﬂmﬁ/ﬁa

Y o N @ 44' a a v = °
ALY UALRAYLNINU 3.29 LLagﬂizLﬂWﬁ@uﬂﬁa UALRAYLNINU 3.23 93910N1Td1599

[ A 1w 1

naudmuneazmulaindeisassUssiavdanadeliuandaiuuin o1adunail ngusiiedia
dalugiludfinnsuuinisane 4 anlsmeuiadssy Wudenanunsadndiafuinalad lae
! dl a 1

Uszunndessulal IA1adewiiu 2.71 #91nmMaAuteyannguiieg uNusaIARuYeIn

fal ¥V % 4 % = 1

saulatidnounduiioy LLaznejmﬁaaﬂNdauslwqjﬂu;ﬁqma 991 AINALNINSTASUFD
Useinndesaulatipenindesanslseiny lnedessulauiifuiaalasudeninian lawa
< 3 aa aa < 3 6 aa a % 6

Auledvesdisvyads uledvesauzunmemansdssivneruia woundiadulad (LINE)
109A35193a 05 waziladn (Facebook) 104A351% aziiuldindessulatings Wuded
nquimunedeniiagldau lnedeaunsalidoyaseasiBoniomlouin uaziinausangs

= v | A v Y a o v a val
f\]\‘imﬁ]%mezaﬂumﬂﬁaL‘Uuﬁnaﬂmﬂaamiﬂung‘Uimﬂhﬂ?iﬁ@ﬁﬁi%ﬂgjﬁﬂﬂiﬁ%ﬂlﬁm



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

1 Y 1

AMuAniuRan1sAassveRssvyails nan1TITenudn nguiaogaian
Anfiusionsdeansvesdisuyads Tnesiuegluszduidsuin fldnadewiidy 3.87 utsmy
Usziiusing 9 el

furesnansAndedeasuseinndeyana nguiegslassiniinanu Aniuse
MsdeansvesAinvyads egludeuin danedewiitu 444 Tagdusunda loun dmihi
THusmsedhagndfeuarands egludeuin (Aade=4.46) sufuaes liud mihiliuinig
shemnugnmiduiing egludeuin (AaAe=4.45) uazdusuiian Téud 1imihiguaienlald

=) ¥ [

A Y a 1 a ! a ] Y & J J % 1 ]
nsgioTesu wlaliuIn1s egludauin (Anafe=4.44) nadsrauandliiiuinngusiiesnsdiu

Tng) frnuAaiuiunsiiusmsveadminnlu@auin mssuusaranudiryludeweanis

[

Tiusmsidudsfidrfgun msduasuaduayunislddoynnatazimuiousuid min@sse

Wallslvingadu
AULRINNISAASIDFRASUTELANADFINUN/FoNa194ad naudIeg19la Il
a < ! = aa aa [ a a0 Ql' " v LYY ) 1% 1
ANUARAILNTSARANTYRRsT1vYaTS agluluin Hamdewiiu 3.65 Tngdudunils laun
Wawesussnduiususain dnsdyviusaslideyansuiiu wazeglugaidunalaie oglu

BN (Anafe=3.75) warduduass lawn thendnealuiua (Digital Signage) inmmdauln

(%
[ ' a o

= | .q' < ' i a { PN o Y @
291 BALIUANNIY G]@G]Q@%IUQ@VI@JQQLMUQ’]EJ E]gJJI‘LJL‘N‘U’Jﬂ (ARaY=3.54) Nﬁﬁ’]'ﬁ?"\]LLﬁﬂﬂﬂLﬁu

Y

1 1 Y} 1 1 a a < a [y} ] I3 aa I3 d'
ngudegaulngiinnudaiuludauindieussmduiusnglulsmeuiadssng Wude
Plalunsdeansnelulsameruiadssivlan

AutesnenishnAedoansusziandessulail nquiiedslaesuinauAndiuse

'
| a

dl' aa aa a =l 1 (Y] [ [ d" ¥ 1 =3 I3
nsdeansveeAITIvLalis agludeUunans TAnadeawindu 3.30 Inesdudunis laud viuled
(Website) fifoyafiluuszlewl Tanuundedie vuady wagliutnesnlisiuuian agly
WT9UIN (ALRAY=3.62) DUAUADI kWA kaUNaATU LINE @aunsafnsezoansdasdaninulade

agasIAsIui egluilauin (Anede=3.59) uardudua lawn wedn (Facebook) a5

'
| a

dndidladne wasfinmudnanslanaeana eglndaunn (Anaie=3.46) nad13auandliiiug

v 1 ! v ! IS

J ! 1 13 4 A L3 = Yo
ﬂqmmamqmuimg mnudeussinandeesuladngudlegreiinisidenlydesnienis

q

a 1

Anmodoasnaiunaiuledunnign

Aunun e tayat s naudeglaesudiaufaiuionsdeasves
aa aa 1 a a1 dl ! L U U d! ¥ I o a
A3svyadls eglulauin danadewintu 4.05 lngdudunis laun dinguszaalunisuiaia
o = Y w1 a [ a ' a v o Yy 1A
Faau wavinisldutilaeenlisiuuiang egludisuin (Awade=4.17) suduass laud ns
lnuingiunsusann wavdselevlvenisusanansuniy agludeuin (Andy=4.12)
wazduduany lauwn TUuneunszuIun1sIsn1susaataey 1wy n1susnaeeulal nsvesu
Tuiadausoe Wudu eglu@auin (Awde=4.07) nadrsiauansbiiuiingudiegediulvg

[ [y

fiauAniudeillondoyanisuszerduiusnssuuseaniinguszainisiuusanegng

-7-



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

Foau lngdouszanduiusiiilomdeyaudslvifuiaansulunsiduuinalidiemaely
AANMIURIAEUNNEAIARSASTITNIUIRTUALANY 9 WU NsUSIAeYImdedUsenls
N15U3AAEIRTRIATOIBUNTE NSUSIALEAT 19 AT IBWERNY 8 WAN1TUTAA
A a = o = ¢ & v v U su v v =
\etigmdeunsAnwtindnwiwnmg 1Wusu Tunsussunduiusdainislduiilalutesns
a & A Aa o w Y a = a | = 1% ' valaa
Usailutesmiinud 1Ay wagdusaeaulaienuinatigivioludiuniiee landssy
aild
Y
1 = ! Y 1 = a < 1 = aa
audmangn13dedns ngudlegelagsiuiliauAniuAen1sHea1T109AII1Y
yatld egludsuin danafewiiu 3.80 Ingdudunis laun niudeyadniusslovilunis
U391 LU N15anngauns dauanmsnwneIuia waen13915nTe01A15 1Wud ogludaun
(Anade=3.95) Suduaas lakn n31UTBNsUTIARIUYemnaszuUeaulal Taglideudunis
WUTMAMIEAIeININYIBTUUIIA agluiBuin (Anade=3.89) wazduduay laud nsu
Toyalasan1sing q NilisuIeegsaliate agludauin (Aade=3.78) Had151auans
Tidtuinnquéinegvdulng Sanudadiuludauinludesnisusnanieuiulasudeyadng
Usglowileng 9 TunisusnaliiuAssvyalls wasdeyanisusaauuussuvesulal
Aunslalun1sHea1T9aeA3I1vYalls nan1TIdeNUIN ngudteg1eiiausdla

lunisusaliiuAsssyaislusserdu lnesiulinnudsdasgluseduinn danadewindu

'
=

3.85 lngdudunila liun 2naununisusaadulssddetisadueu Ianusdlaeglussauuin

(Anade=4.10) duduass louA Asaniingeniuuinalrnndu dauaslaegluszduunn
(Aady=3.74) uazduauiany laun 3aununazuInabiyaidiangluna 1 weudrmi
fiaruasleegluszduinn (Anade=3.71) nad1srawandbiiuinguidmunediulngiiniy

<

delafiagnduanuinealiiuaissyaisluounandnads Insseduanudlalulszdunisma
wunsunaiuuszideoutususglunaman Jsnisinisaiisnnuduiudan Tnisld
dosng 9 lunsusznduiusnmsuuinaludanguguinaneiiogisdeliles e1aazdenali
gaAUITALLTY

NANISNAFDUANNAFIUNTTITEN 1 WU fUianadill e sefunisAnuigean
seldadesodion warUsraun1sain1sfuu3niseng q anlsmerunadsseiiuansnety aud
nsiasunisdeansvesassnayaisliunnsiieiu Tumenseduguiaaiifeny uazerdn
uaneinef axdinsidaiunisdeansves@invyaiiuanaty

fiail wansneaevauufgiudana1n aenadadfissursdrufuuuiAniieaty

[

aNwaEN1UIEYINTNIEN YN TzYINTWANANUIsdn gAnssuanauls Tun1ssu

Pmasuand¥iulume denndaatuiuiAnresiiu gsaus (25641, w.15-16) 91y Wudaded

d1Aryeenanils NlnasongRnssunisdeaisvesuyudiiessin engiludiiivun wieusuen

AIuNIsHUsEaun1salluiseedis 9 Y09uAna TIUTIRNYUENITIANDUABLANITIAII9)

-8-



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

Y a dld L4 U

MinTuvetyananilengvisedlieNnunnseiu Feujuinaniiengdesazianuaulalunisilady

9

e

'
=

A15A0AITUINATT WAZANIUAINNIIAIAL tonA 913w 1Hudf1rualulsesvein1sidasuis

=

[}:Jjj Uﬁ?iﬁ’]&l’]iﬂ%@ﬂ?%i@lﬂl’mﬂlﬂ 3’33J‘Vl\‘1EJx‘lﬂ’]‘Vi‘lJﬂI‘lJLS’eNﬂ’]ﬁL‘IJG]i'ULUE]W’]VIE“{@@@@ENWE]E]’VUW

Y a aa IS

A Aude wavaniloy siuvaniunienduiifsuansdsinogie dufuineddends
wifnauuismiinslafunmsieansvesdinuyaituinndt faanhaulaiienguazeInde
Hadomednuazlsznmsiiiinadensilniunsiessvesdsnuyails

AN INAFIUALNAFIUNITITET 2 wuin SimaTndumsaeasvesdisuyadsiu
AsnsiauduiusnauInfuANALiu e fuianaifinsidadunisieans
vosdITvgaitun szfanudniiuionsdeasvesdinuyaisluanunsaiunsszuinlain-
19 Tuidewanann wazfudnedisinisdnsunisdeasvesdssueyadsden wwianudniiuse
n1sdoansvesdissyaisluaniunisaiunsszuinlaia-19 ludsvantes Wieil vun
ANuFNTUSAINa g lusEAUABUT19EY (r=0.620)

a 6]

HAN1IANYIAINAT donndeeiuiuidevesdy i anfad (2559, w.117) AInui

]

quinsdnfuAisvyaiSudlilneuinaliiuaiseyads demud gilinsuinaliasse
yallseuay 61.95 vesrnlineuinaiavun Hennaudl YoimansuTaAkan1sdeanshy
agann Wi A351vyaifaziivemenisusneiviainuaty Wy ASUSIIARNILEUIANT N5dd

SMS nslganerIutnsAsAnnsandn sdeEIasus1AdIulrgiaanaziAunIsIUTINA

Y

dQQ

ATvYals vilvatduayudedunaidn n1sUsenduiusyemnanIsuiavesdssuya s
Lifieame Feprsiimsussnduiusdeamnenisusnanngdu lnglansdeigusnnaiuise

UATULaRUNIUIUTINIAMIEAULEY HUAD FounnanIedmiinsuusaalideya 3nKa

'
a a [y a [

ﬂ’]iﬁﬂ‘l&ﬂLLa‘“\‘ﬁu"jﬁﬁlﬁﬁﬂiﬂﬁﬁUﬂuu@ﬁﬂﬁl’]’J wansliiuIndulusunuiaaferiunsidasu

a

doftindoyneaifufinounitnnans doyanatasiivssloviunnlunsdiifdeansviamali $u

Anmdsuntadluseiusimadnaznginssulunssuans uenanifaduisvelvigiuanss
anudlansedsiauasinduladuansidodnaiilatu wasnsindedoasiasriudoyanad
Uszansamlumsiddsunlasinuafvosyanauinniinisinsedeansl agrudonavy
(Rogers, 1969, p. 87; Lazarfeld & Menzel, 1968, p. 45)

Mnfinamuansliiiuin ngusesinguIanalidTsvyais Snsdaiuns
doansvesdinvyaiisunn lnelanzegrsBalinfudoynnaveiinuduiusiuauAniiunis
doansvesiinvyaiSunnauluse Jadudeiinaflunisdemsiionissuuian

NaNIIMAFBUANNAZILNEAET 3 nud1 DawAnTusionisdoastuaila
U3navesiuiadisTwyaislunmsandanudusiudidsuin mnemnui guinaida
Anuiusian1sdoansvesdisivyaifidsuanuin %ﬁmméfﬂau%mﬂiﬁﬁ%imu”aﬁ%slu

anuNsalungszuInledn-19 unluie wazdusanadlinudndiudenisdeasvedssy



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

(%
aa v =] (Y

waddtion diauddlauineliasavyaisluaniunisalundszuialain-19 oo sl wun
Anwdsiusiananegluszdudsuine (=0.378)

HAN1TANYIAINGTT UAUADAAGDINUNUITHVDIATY FITIAUNNA (2559, .
125) v awngiilianudslalunisuineafumadvosoraaiaseglussdumisdunn

Ao ananadinsdaldlasuteyadniansmieriumsusaeanuwadhinsudiuiisans sedaemn

<

A 3 L '@ a @ ¢ o X P A a A
AR Usewiu ENliJiJiﬂ"ﬂIUﬂi%U’Juﬂ’ﬁUi"mﬂﬁmlllfﬁaﬁ NUY "USLWL!VLG]’Nﬁ’]LMGJVlLﬂ@ﬂ’]ﬂﬂ’]iﬁ@ﬁ?i

o A

91anadnsfinn1ssuiteyatnans ssluanvnddgyiidmanassiuaruasla wasnis

o

v a

a [ 14 1Y Y @ 1 1 a = LY a
mmﬂ,%smﬂaLmuwaaﬂlml,ﬂ@ﬂwiuaumm LLﬁ(ﬂﬂi‘ViL‘VM’NL‘U‘u‘lﬂﬁ]’mLLU’JﬂﬂLﬂEJ’JﬂUWQG]ﬂiﬁiJ

nsieaula nsrvaumslumsdeninensyadedmilaanmadensie o flleg nsidenny

Q

k4 o w L4 (%

Toyauavdedndnvesaniunisal msdnduladadunszuiunmsiddgyuazegnansluislaves

AUsLaa @nes wauela, 2550, 1.46)
173
JoLauauu

JalEuauULANMIIIY
1. 91nK@ddy nudn guinandnisidaiunisdeansvedinvyais aviaiudn
umRen1sdeansvessssyads luaniunisalunsseuinlain-19 lnesauluduinuin uay

AuAAiuliauduiusiungAnssulunisusaaliiuAsssyadsee duluwnunisdeans

A A

Y93f3TvyalsAITuiunsUssrduiusinasnisiuuinaluynuseianie fe doynna

[

Aodefinnt Aonanauds uazdesoulal ednsaifiouileliAnuadeaudilauinauinsty

2. 91nM5398 nu fuiaedimnuiudsuaninnsetemianisindedeans
Uszinvdeyana daududedinaflunisdeasiiionisiuuiana Jeanslvanudidglunig
Anousilvianud mnudile uddmihfsuuiaavesyaisiielidearsuazannsaliiiinle
UsgrulviianuaulaFesnsuinadiumniy

a

3. 9INN15338 WUl JusanediannuaalalunisusnnaliiuAssuyalis dunauwu

Y
[

n1suialulszdredeneiliodwtueu ffisuiingeniuuianaliuintu uwaziiang
wHuNTUSIAbALaiEaeluna 1 neutnimin aglusedunin Ay asiinisiiansantunis

v A v Y a 1

a¥19ANduRUSIURIULUSIIA Laun nsAnsiedeansiuguinmetsiailioduazainiae

Y

[

mMeUszduiuslasanisiuuiaaing q mufimsussndiuddommanisuineedisdeiiies
farsuauuzlunisiseafedaly

1. medeafasell msfnulunguitliineuianalid@ng lnsewzngduiovine
nauTifiselige waznguiiunlduinislulsmeuiadisy TneAnwdadeiilingutmmnell

USAWAUASIYaTls

-10-



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

2. mteedwioly msfnwiUieuiisunisussrduiusmsuiaadenuoay
mMsuinakutemsesulal ednwinguianadinnudiaelalunsuiaaiiuteanisly
suuuvla luamgunfuaglunmsings

3. myidvadedely msfnwifiuduluduvesnagnsnislifedmiunisdeans
Fesnsuiaelussdninisnaasis q TaensAnwidessulatundu iiotluausmuns

doanslimunzauiungudivung
31801591989

Melny
AfLN gsaws. (2541). AIIWFNNNITAAIT. (NUNATINA). NTUNN: ANENTANIAERSULAL
HoanTuIATU UMINGIFETITUANERS.

AMZLNNEAARSAITIINGIUA. (2564). TayaralUvesnazunnemansassIvneIuIa. Juau

'
=Y

Lmai’uﬁ 19 Wwwgu 2564, 910 https://www.si.mahidol.ac.th/th/

!
v aAaa a

Fodnnl andad. (2559). TedendensnanonisinaulavsaInlvfsTivyads. (nerdnusuSayan
WUUTR). ININGIRUTITUANARS, ANSLATUAIERS, A1VTIVNATHFANENTTINA.

Snems wemola. (2550). wodnssuguslaa. ngumme: Hidagiadu.

A3suyatls. (2563). 50 T A3519ya s ileriensslonta. nyamm : 35amad Aoui
Diatud.

Assvyails. (2564). 77@;”/@74&921/7/@06%77;%/51‘75 Auduidiotudl 19 wwieu 2564, 910
https://www.si.mahidol.ac.th/office_m/foundation/

a5 FA%Auna. (2559). n19idiasude n133U3 uavawdilavsaraadduiniadalain
luoraadinsvesgueuinislaiaunsvId anIn1wialne. nerdnusUsyamansum
Unidin). U INe18esITUAIERS, ﬂmzmsmimam%ua3ﬁaaWima%u, AU

H#9E1TUIAVU.

AER9UTENA

Cochran, W. G. (1977) . Sampling Techniques. 3d ed. New York : John Wiley and Sons Inc.

Lazarsfeld, P.F., & Menzel, H. (1968). Mass media and personal influence. The Science
of Human Communication. New York: The Basic Book.

Rogers, C.R. (1969). Freedom to learn. Columbus : Charles E. Merrill Publishing Co.

-11-



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

nsinfuiie Arwd virueduasuualifungAnssuralasinisauazase
V99U YUY
MEDIA EXPOSURE, KNOWLEDGE, ATTITUDES, AND BEHAVIORAL
TENDENCIES TOWARDS THE 50:50 CO-PAYMENT SCHEME IN THAILAND

audntl ngnes! uag faens 25nanggid?

Anuwat Phothong® and Kalayakorn Worakullattanee®

UNANED

v v '
v v A

M53denTeiliifngussasdiiiofnuinisilaiude anud vinuad uazuudldy
wyAnssudelasin1sAuazaIwasUsEay 1un1538uiBaUsunn (Quantitative Research)
{336143539013981599 (Survey Research) ludeyaanngusedrsfiiameaidoudifauasls
T¥avslasansauazadsarniva 1 uay wila 2 $1uau 300 Au

Han15An®T wudn naudieg1sdiulug Je1gsening 28-35 U Usenaua1an
winuusSenvy wazilseld 15,001 - 30,000 vmnsasudeiientulasinisauazase

¥

iaduuUNTIeAIUNUI uFeIIaty Ae Insviml Audeuana Ae MnLieuLarAUIIN AU

Y
]

)}

1A

doluil Ae niasev1edsaupoulall (Social networking) 14U Facebook , Line ag augds

b

ANTTU AD NIsATUNAaInliAI w3 dn1slasuussianyiasiusesisnisameidouuin

an nquiiegdlngiinnuinilselasenisauaaislusziuliunan nquiiegsdulng

=

D

v v a

fiszduirundnelasinisauaradsludanin warfiumldmginssufiasdrsaulasenisauas
a3sluszausdlaunn wSeufuidmudn msdasudennlasinmsauasaieiauduiuslunig
pssfudmfuanuianiasinsauazeds Ae Wonnlafudelasimsauazaiaintuaug
Aeriulasinisauazaiavesssanvuazanas Tnsavglusudeinavy wiluiudoynna de
Aonssudanuduiusiuanufluseduiigs faildmsunmadnivdeninlasinisauazaid
AnwdiusfuiruaRininlassnsauazase sgrslsAnailuduanuiifsdulasainisauazads
fanudstuslumanssiutuiuiruafanlasimsauazass Ao demufiferfulasenisay

AYASIUDIUTENVUMNLTUN AUAR LALTINNLF DL ATINITAUALATIVLANAY WAZTAUARLNYINY

L dnAnwseauuSagin AU ITINMFINNSReANTeRNg ANENTANIANARSILAZADENTINATY W INENSUsTILAERS

2 5p9A@N19159 Ui%“sﬁﬂm%’)'ﬁﬁ'ﬁﬂ?ﬁm%LLa%éaﬁﬁN’)a%u UMINY1BYEITNAERS

3 Master’s Student, Program in Corporate Communication Management, Faculty of Journalism and Mass
Communication, Thammasat University

% Associate Professor, Faculty of Journalism and Mass Communication, Thammasat University

-12-



Media and Communication Inquiry Vol.3 No.3 (September - December 2021)

o

TassnspuazassamuduiusiukuliungAnssunslasinisauazA3e lagauduiusiian

Duuan
AdAey : NMsiUaSude, Aws, Vieruan, wualiungAnssy, lasanisauazasa
ABSTRACT

The research objective was to study media exposure, knowledge, attitudes,
and behavioral tendencies towards the 50:50 co-payment scheme in Thailand.
Quantitative research was done with data collected by survey research. 300 samples
had registered for the first and second phases of the Thai government’s 50:50 co-
payment scheme to stimulate consumer spending through subsidies.

The result shows that most samplings are 28 to 35 years old, they work as a
private company employees with incomes from 15,001 — 30,000 baht. Overall, they have
media exposure and knowledge about the 50:50 co-payment scheme through mass
media or television; personal media or friends and acquaintances; new media or social
networking such as Facebook and Line; and media activity or fieldwork. They mostly
exposure to the registration method and most samples. They have a medium level of
knowledge, and a positive level of attitude toward the 50:50 co-payment scheme. They
have strong intention in the level of behavioral tendency to join the 50:50 co-payment
scheme. In addition, the media exposure to the 50:50 co-payment scheme was in an
inverse relationship with knowledge about it. As media exposure about the 50:50 co-
payment scheme increased, knowledge about it decreased, especially in mass media.
However, personal media and media activity had a high level of correlative relationship
with knowledge. Media exposure to the 50:50 co-payment scheme had an overall
relationship with attitude about it, but knowledge about it was inversely related with
overall attitude about it. As public knowledge of the 50:50 co-payment scheme
increased, overall attitudes toward it decreased. Overall attitude about the 50:50 co-

payment scheme was positively related to behavioral tendency to join the program.

Keywords: Media exposure, Knowledge, Attitude, Behavioral tendencies, 50-50 co-

payment scheme, Economic stimulus, Government subsidies, Consumer spending.
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ABSTRACT

The purpose of this study is to determine effects of marketing communica-
tions of KING POWER #SHOPSAVESTAYSAFE campaign on consumers’ brand purchase
intention.

Research method applied in this research is survey with 270 respondents.
Results show that the most effective marketing communications of KING POWER
#SHOPSAVESTAYSAFE campaign is ‘Exhibition” ***(r=0.833), followed by public relations
news and information (r=0.769), personal selling (r=0.668), sales promotion (r=0.634),
advertisement (r=0.629) and direct sales (r=0.563) respectively.

Finally, marketing communications of KING POWER #SHOPSAVESTAYSAFE

campaign was found to be related with the purchase intention of the consumer.

Keywords: Marketing Communications, Consumer Purchase Intention, KING POWER
#SHOPSAVESTAYSAFE
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ABSTRACT

The objectives of this independent study are 1) to study the consumer
opinion towards online content of luxury brand by online influencers and 2) to identify
relationship between consumer opinion with purchase intention. The study is a
quantitative research using survey technique with 280 women aged 18-55 who were
interested in luxury brand products and used online media. Online questionnaires were
used to collect data from the respondents.

The results indicate that respondents placed high importance on image of
mega influencer, especially in terms of taste of fashion and image of luxury. On the
other hand, respondents considered trustworthiness and online content by macro
influencer to be important. Demographical characteristics of age, occupation and income
had no effect on consumer opinion about mega influencers in all respects, while age
had effect on consumer opinions about image and online content of macro influencer.

There is a positive correlation between consumer opinions on the two groups
of influencers and the purchase intention of luxury brand product. In addition,
consumers give the most importance to online content for mega influencer while image
is essential for macro Influencer. However, when comparing purchasing intention, it was
found that consumers tend to purchase luxury brands presented by macro influencer

rather than by mega influencer.

Keywords: Influencer, Mega Influencer, Macro Influencer, Luxury brand
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ABSTRACT

The objective of this study is to examine the strategy as well as the making
process of journalistic photographs on THE STANDARD’s Facebook Fanpage by utilizing
Qualitative Research; in-depth interview, to be specific, as the main tool. The
respondents consist of 3 people; a Content Creator, a Photojournalist, and an Editor
from THE STANDARD.

The study found that the journalist photograph production strategy involves
the following details; 1. reporting the news from both photographs and the content in
parallel to complete the picture by utilizing photographs from different angles. The
uniqueness of the photographs basically comes from 1) the perspective that impact
viewers especially their emotion 2) the photojournalists’ skills which can detect what
others cannot, including arriving the site on time to get prompt shots. 2. presenting the
contents on social medias which are “Reader-driven” by considering 1) people’s interest
and social benefits and 2) viewing readers based on being “Customer-centric” which
they can fulfill viewer’s demand and provide them convenience. The contents is easy
to comprehend and the quantity of daily content depends solely on each news they
have selected to present to the audience and the quality of photos achieved on site. 3.
the production system and methodology are very ideal which involves news reports
going on site with photojournalists in order to produce both the contents and
photographs collaboratively. When it comes to abnormal situations, the editor will set
up a “War Room” working process in order to synchronize every party and workflow

seamlessly.
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The production process of THE STANDARD when publishing on their
Facebook Fanpage involves basically 3 stages; preparation, field-work, and compilation
& presentation. News reporters are responsible for content creation in which they have
to search sources of a particular news then write them up with their own skills,
captioning the chosen journalistic photographs. Photojournalists are the ones in charge
not only to shoot but also search for news or come up with interesting topics.
Journalistic photography requires full detail of the event from different angles.
Photojournalists often select photographs within 2 stages eventually presenting 4-15

pictures, based on story-telling method.

Keywords: Journalistic Photograph, Facebook Fanpage, Online Media Agency, News

Production Process
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ABSTRACT

This research studies the meaning of the character of principal wife in Thai
television soap operas. Qualitative research was done with textual analysis of
stakeholders. The aim was examining how Mia 2018, a television drama, presented
constructions of meaning and the characters therein involved. 28 episodes of Mia 2018
originally aired from May 28, 2018 to August 28, 2018 on the GMM One network, written
by Jeab Wattana Weerayawattana and directed by Sant Srikaewlaw.

Results were that television dramas shaped reality for Mia, the show’s
protagonist, in several ways. Concepts of old-fashioned femininity and homemakers
emerged in alternate forms, changing according to function in different scenarios.
Women working outside the home with significant professional responsibilities
represented efforts to challenge stereotypes of husbands playing primary roles at home.
Aruna was a manager, organizer, negotiator, and seeker of equilibrium, especially in
terms of well-being and relationships. The drama relationally portrayed Mia as a
manager's wife, insofar as Aruna was no longer a traditional wife in her home space, but
also used public spaces such as work areas. In this way, the dramatic presents a set of

meanings of Arunama characters in three images, each of which shows that the modern
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wife had more social context than traditional spouses. Aruna's character was therefore
not just defined as a particular type of woman, but femininity in Aruna was expressed
according to circumstances encountered.

Results were that representations reflecting the character of Aruna in the 2018
TV drama Mia altered the role through a series of meanings with multiple images based
on dramatic context. Yet the drama still mainly portrayed traditional expectations for
the role of traditional wives by creating the amalgamate character Aruna with additional
attributes of a relationship manager.

In terms of message analysis, the 2018 Wife drama ultimately attempted to
counter old dramatic traditions presenting fighting and negotiating as counterproductive
for understanding. Female status today is more powerful due to work opportunities
outside the home, no longer relying on men. However, the drama was still required to
meet marketing needs, and first dramatic production priority was not to challenge
authority. Initially seeking to fit traditional formulas for dramatic success, it remade an
existing drama that had already been broadcasted (remake) and attract a loyal female
audience, the most numerous viewership group, because of strong women characters

in the drama.

Keywords: First Wife, Mia 2018, Constructing meanings.
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