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EXPECTATION, EXPOSURE AND SATISFACTION TOWARD INFORMATION
ON THE GOVERNMENT PUBLIC RELATIONS DEPARTMENT REGION 5’S
FACEBOOK FANPAGE DURING THE OUTBREAK OF NOVEL
CORONAVIRUS (COVID-19)
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ABSTRACT

The objective of the research is to study expectation, exposure, satisfaction
and tendency of information exposure toward information on The Government Public
Relations Department, Region 5’s facebook fanpage during the outbreak of novel
coronavirus (covid-19), as well as the relationship between expectation, exposure,
satisfaction and tendency toward information exposure and the difference between
expectation and satisfaction toward information. This is a quantitative research with a
survey approach. Data are collected through online questionnaires from those who
follow Facebook Fanpage of The Government Public Relation Department, Region 5 and
live in the seven provinces of the Upper South Thailand (Surat Thani, Nakhon Si

Thammarat, Chumphon, Ranong, Phangnga, Phuket and Krabi). The samples consist of
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300 people who are above 18 years old. The findings reveal that most of samples are
female between 25-34 years old, graduated Bachelor’s degree, most occupations are
Government official, State enterprise employee and Government employee and most of
them live in Nakhon Si Thammarat. The frequency of information exposure toward
Facebook Fanpage of The Government Public Relation Department, Region 5 is 1-2 days
per week and less than 1 hour each time. Most of them expose to information between
4 P.M. to 8 P.M. The most information exposure form is infographics and the most type
of information is Epidemic Situation Report regarding the number of confirmed infected
and death of COVID-19 in the seven provinces of the Upper South Thailand. The samples
have the most expectation about surveillance regarding information, news, progression
and COVID-19 situation in seven provinces of the Upper South Thailand and all country.
They also have the most satisfaction about surveillance regarding information, news,
progression and COVID-19 situation in seven provinces of the Upper South Thailand and
all country. Overall they intend to access to information toward Facebook Fanpage of
The Government Public Relation Department, Region 5 at the highest level. The results
of hypothesis testing shows that the relationship between expectation toward
information and exposure to form of information is moderate. The expectation toward
information is highly related to exposure to type of information. The relationship
between exposure to form of information and satisfaction of information is moderate.
The exposure to type of information is highly related to satisfaction of information. The
satisfaction of information is highly related to trend of information exposure. Comparing
the expectation and satisfaction of information reveals that satisfaction after exposure
to information is higher than expectation before exposure to information toward

Facebook Fanpage of The Government Public Relation Department, Region 5.

Keywords: expectation, exposure, satisfaction, tendency toward exposure,
Facebook Fanpage, The Government Public Relations Department Region 5,

Coronavirus COVID-19
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ABSTRACT

The objectives are to study consumers’ information seeking, perception of

risk and behavior of buying goods online and to study the relationship between their
information seeking and risk perception and their online goods buying behavior.
This is a survey research. The population consists of 300 consumers, 18-60 years old,
who have bought goods online during the COVID-19 pandemic, selected through
volunteer sampling. Data were collected through questionnaire posted on online media
during 1-30 June 2021 and analyzed using descriptive and inferential statistics.

The finding shows that during the COVID-19 pandemic the samples conduct
search for information online mostly through directed purchase-specific search, followed
by non-directed purchase-specific search, directed ongoing search, and passive
acquisition of information. In addition, the samples have a high perception of risk in
buying goods online, with the highest score found in psychological risk, followed by

opportunity risk, safety risk, and social risk, respectively. On average, they buy goods
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online six times per month, with the highest sale receipt of about 1,650 Baht per
purchase.

Hypothesis testing reveals that the information seeking has no significant
relationship with the frequency of buying goods online and that such search in the form
of passive acquisition of information has a significantly positive relationship with the
highest value of the goods purchased online. In addition, the perception of social risk in
buying goods online has a significantly positive relationship with the frequency of buying
goods online, while the perception of opportunity risk in buying goods online has a

significantly negative relationship with the highest value of goods purchased online.

Keywords: information seeking, perception of risk, consumer behavior, buying goods
online, COVID-19
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ABSTRACT

This research studied the relationship between attitudes and information
exposure, consumer behaviour, and behavioral tendency after consumer exposure to
information about functional beverages.

Quantitative survey research was done with data collected by online
questionnaire. 309 samples aged 21 to 35, all of whom had exposure to online
influencer (Ol) information about functional beverages. Results were that frequency of
Ol media exposure was unrelated to attitudes about Ol after consumer exposure.
However, attitudes about Ols after exposure did relate to consumer behaviour for
functional beverages recommended by influencers after consumer exposure. Likewise,
attitudes about Ols after exposure to Ols were related to behavioral tendencies after

consumer exposure.

Keywords: Information, Exposure, Attitude, Consumer Behaviour, Behavioral Tendency,

Functional Beverages, Online Influencers
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ABSTRACT

The present study of “Media Exposure, Attitude And Behavioral Intention Of
Bangkok Consumers Towards Online Crisis Management Of Bar B Q Plaza” investigated
Bangkok consumers’ media exposure, attitudes towards online crisis management of Bar
B Q Plaza, and behavioral intention, also studied was the relationship between media
exposure and attitude toward online crisis management of Bar B Q Plaza and the
relationship between attitude towards online crisis management of Bar B Q Plaza and
behavioral intention. Quantitative method using survey approach was used to collect
data from 280 respondents

Majority of the samples are female, age between 26 and 25 years old, who
are mostly employees of private companies. Most had experience using Bar B Q Plaza
services. In terms of media exposure about online crisis management of Bar B Q Plaza,
most of the media that they were exposed to were online news from news media
organizations. As for overall attitude towards online crisis management of Bar B Q Plaza,
results show highly positive attitude and intention to continue using services Bar B Q

Plaza at the level of high intention.
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The results of hypothesis testing reveal that, For Hypothesis 1, there is no
difference of media exposure Bangkok consumers with different demographic
background. It was revealed that Bangkok consumers have different exposure to
specialized media about online crisis management of Bar B Q Plaza. Business owners or
self-employed persons aged 18-25 years old are more exposed to specialized media.
For those who are aged 26-35 years old are employed by private companies are more
exposed to public media. For Hypothesis 2, the overall media exposure is positive
related with attitudes towards online crisis management of Bar B Q Plaza. As for
Hypothesis 3, Bangkok consumers’ attitude towards online crisis management of Bar B

Q Plaza is positive related with behavioral intention at the high level.

Keywords: Online Crisis Management, Media Exposure, Attitude, Behavioral Intention
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ABSTRACT

This research studied the customer journey and perceived risks of online
shopping among millennial consumers, 25-40 years old, in Bangkok. Qualitative research
was done with data collected from samples residing in Bangkok who shopped online
weekly continuously for at least three months. Samples were divided into two groups:
five aged between 25 and 30 and five aged between 31 and 40. Data was analyzed by
reduction, display, conclusions, and verification.

Results were that technological change brought six online shopping steps
(awareness, appeal, requests/information search, consideration, action, loyalty
/advocacy) and five perceived risk aspects of the online shopping process: functional,
logistics, financial, time, and physical.

Samples sought methods to reduce worrisome risks and tried to retain
personal emotional equilibrium by using communication as a key instrument, with
information exposure and interpersonal communication to reduce online shopping risks.
In addition, organizational communication or good and trustworthy brands may also

reduce perceived online shopping risks.

Keywords: Customer journey, Online shopping, Perceived risk, Millennials
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ABSTRACT

The objectives of this research are to study the media exposure of workers
of PTT Global Chemical Public Company Limited and their engagement in socially
responsible activities, to study the difference between their background and media
exposure, and to study the relationship between their media exposure and engagement
in socially responsible activities in Rayong Province.

This is a survey research. The population consists of 320 samples out of 4,972
workers of PTT Global Chemical Public Company Limited, through quota sampling of
business groups. Data, collected through online self-administered questionnaire posted
on Facebook and LINE Application during 1-30 June 2021, are analyzed using descriptive
and inferential statistics.

The finding shows that the samples have a high media exposure about social
responsibility, with greater exposure to online than offline media. In addition, they have
a moderate engagement in socially responsible activities, with the highest score in the
days on which activities are held, followed by engagement in assessment, planning, and
setting of issues, respectively.

Hypothesis testing reveals that workers with different years of service and
work positions show significantly different media exposure, while those in different
business groups show no significant difference in media exposure. It is also found that
the media exposure has a positive relationship with the engagement in socially

responsible activities, with greater exposure to offline than online media whether it
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comes to overall engagement, setting of issues, planning, or assessment. The only
exception is found in the engagement on the days when activities are held where there

is greater exposure to online than offline media.

Keywords: communication management, media exposure, engagement, social

responsibility, PTT Global Chemical Public Company Limited
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