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ABSTRACT

The objective of this research is to study the intercultural
communication competence and the factors that affect to the
intercultural communication competence of Thai employees in
Chinese organization, in the case study of video streaming
platform. This research is qualitative research, using in- depth
interview with  Thai employees which works in Chinese
organization at least 1 year.

The finding shows that Thais employees have
intercultural communication competence with 3 components:
cognitive component which means knowledge of Chinese
language and culture and able to merge the context of cultural
differences as well, affective component covers with adaptive

motivation and identity flexibility, and operational component
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that employees are open to cultural differences, interact with
Chinese people and choose appropriate solutions to solve the
problems. In addition, all components above are inevitably
interrelated.

Moreover, the factors that affect to intercultural
communication competence are language and communication
factor that employees need to improve equivalent as native in
order to communicate properly, understanding of cultural
differences factors which can be divided into 2 aspects:
understanding of cultural differences in lifestyle and work,
personal preference, and motivation which is the willingness of
Thais employees to learn and increases their own skills to meet

the expectation of organization and social acceptance.

Keywords: Intercultural ~ Communication,  Intercultural
Communication Competence, Chinese Organization, Video
Streaming Platform
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Vibes wiadu 2 dau liun aruianelavesdldudemanadn
Wongnai Vibes duiifoymndoyadudszaumisnisnan (7ps) lasngy
fregrsdianufianslasomamadn Wongnai Vibes fuiilonndeya
druuszaunienisnain (7Ps) un (A1ade 3.93) lnegldau
wagdn Wongnai Vibes finiuitanaladanisiiauedeyaniu
a01ufl (place) wndiga (Aads 3.95 ) uazanuilmelavoslda
Aownanedn Wongnai Vibes d1usuuwuunisdiiaus §ioau
wagdn Wongnai Vibes a1ufianeladegiuuunisuiiaue
Uszlavguamanniian ( Anads 3.90 ) dmduunldunginssunisly
UTN15939ve a1t dn Wongnai Vibes wuin duuwaliy
woAnssuanugesnslulduinsatenn (Anade 3.90 ) Ussiiuiid
mméﬁgﬂmzammmsﬁagaﬂ’ﬁ%‘%m’]w’\lmaﬂl,mL‘V\Itﬁﬁﬂ Wongnai Vibes
oluluszorennuiniian (Aeds 4.59) dmfunanisnadey
auyAgiunuI1 nMslasumamladn Wongnai Vibes fnnuduiusiiv
arwisnelaiadnudemdoyauarduguuuumstnausnis 1
summuagdile vumamladn Wongnai Vibes uagaiuiianalaves
fdnuisdudomdeyauazdusuiuunisiiauonl T sUnm
wazdile vumaadn Wongnai Vibes innuduiusiuuuiluy

woAnssumMslduInsvesuslan

Aadgy : N9 Uasu , awdanela , wilduwgfngsy , Al , twa

wlydn Wongnai Vibes

ABSTRACT
The research objective was to study exposure,

satisfaction and behavioral tendency of the facebook page
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Wongnai Vibes. Quantitative research collecting data from
people who have used the Wongnai Vibes page. The method of
collecting data in the form of an online questionnaire was
obtained until the sample size of 300 users of the Wongnai
Vibes page was obtained. The group of users of the Wongnai
Vibes Facebook page were more females than males. In the age
range of 18 - 27 years, working as a private company employee
and personal income per month 30,000 — 50,000 baht. The use
of the Wongnai Vibes Facebook page per week is very frequent.
and the Facebook page Wongnai Vibes was used the most
during 18.01-21.00. The respondents were highly satisfied with
the Wongnai Vibes Facebook page in terms of the content of the
marketing mix (7Ps). The Wongnai Vibes Facebook page users
were highly satisfied with the location information. and user
satisfaction with Wongnai Vibes Facebook page in terms of
presentation style Users of the Wongnai Vibes Facebook page
were most satisfied with the visual presentation style. As for the
trend of real service usage behavior of users of Wongnai Vibes
Facebook page, it was found that there was a tendency to really
want to use the service. The issue that is intended to continue
to follow the Wongnai Vibes Facebook page cafe review data in

the long term as possible.

Keywords: exposure, satisfaction, behavioral tendency, Café,

Wongnai Vibes Facebook page
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fuuazadudny
Hagtununduedesiusesionviavisudsnlnewaznis
Usznaugsiaununiunsvaneiduegiwin %ﬂumLLWgﬂﬁlﬂﬁ’lsﬁﬂ.u
sUuUUYeIA (Café) Feflmnuvaneaseunguisiruniun $1usmms
\fne Aneledeshuuazvun Sunmundsgnldouegrmannmans
Facebook t{uiernedsaveeulafinuludsnuiagiuden
THruegraunivans dadudemmensindedoasigldamansaidi
TUfldrusauld 9 Facebook Fanpage tHumilousnanslunisasns

Y o

UsEaunsaINISHaIuIINTEUINBUAN UL bEaY Nazas19inulinu

U

a v

dufuazusns wetidandnulunuddeeddnema Wongnai Vibes
fetnaueionnieafunisiiend fgfnnwdagtu 91,793 au
(Audouatuil 17 nuanwus w.a. 2565) laggunuunisdealsves
Wongnai Vibes 1 Sdnwasauiivhiliuansannasiailnasu
AaformnisTiaauisneg Qﬁ%ﬁlﬁﬁuﬂ%%@;&aLﬁaaé’uwudﬂﬁamﬂﬁ
3379009 Wonenai Vibes @13115831A512M1d 8118315 A0
A0AAABINUNGN 7TPs NAIAD

1. Product dué1 Wongnai Vibes liifisausivniausindesiiy
Tuaiiifumyuusiwesmsiuuddainausiuyniadendueg
ealomalgldnulsfasansuesinauylmudumyiinsslaa
senarlauass

2. Price 51AUa290IN19N15915213U UsnaInaziinisuen
iwazLﬁamwmmmLwiazl,mﬁﬁmﬁ%ué’a g98N15UBNUBUVYI8VY
semneanyiiogmeluaihiudailiguilanaunsadudldie
Ifaanii srudavensieazideniierfutemianistnseduing

29a19baTNg
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3. Place annuiluazdosmanissming ladifgauiinaus
sﬁagaﬁi”lLmﬂnﬁfgdﬂuﬁmaamw\l wAgafinsuuUAsALLu lngnse
Uszneuiilelvazansegidanudesnislulduinisa

4. Promotion fimsliideyaifafudvifimuazaiuansingg
TunsdlfiaidumdedalusTuduey sufadlonuididd event fimy
wu TududAgmumanianie)

5. People M3dnnsninensyananigly iiaueunaunun
serigsniuveshukasndnauluiuy vinlvasieudndnualves
Al Wunisinaueteyalugluuuvesnisyansuanideu
ViruaRiunsnensyaranelusu

6. Process nszulumsvintuatgluiiu dnrslideyanin
audliuiiuinisdsemsuvundned dedudmtslunisdaduls
Wenldusmsaainn1seuiing

7. Physical Evidence 1wa Wongnai Vibes n15U5581813
Snuwaeianglunaznisuenvesani sawlufenisldaesfuiiudaz
toduihaelumuiduiiufidnuannsaldiiansaleldo

Nnfinanundnasuaziiiulsingsianunluguuuuaiigs
wulauaziduiilonvesfuslnaludsausgisnndmwaliinudonis
1um‘31&i’1”15ﬁagﬂaLﬁ'mﬁmwLWﬁMﬂmvaUﬁwLLaz Wongnai Vibes
Wumadhauinfinsiiausdeyafifiiondnuaifiuand1s1nimaii
auidunsaitiauedeyaldnsuiunamdndiutszaumianisnain
(7Ps) ffAnw3sailasen@nwmsidaiunazanuiiemelavesldanud
fsan1sunauedeyanivdiulszaunianisnataniwnamedn
Wongnai Vibes Anwianuduiusseniteanisilasuiazanuianela

vaugldunddenisiaueteyavesdiuyszauninisnain (7Ps)
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warwurldunginssunislduinisvesfldaumaaedn Wongnai
Vibes
2. leAnwanuduiusseninimaidaiuuazanuianels
voufldnuisomamatn Wongnai Vibes
3. eAnwiAuduiusseninanuiaelafifdoimaedn

Wongnai Vibes Auwunldungfinssunisiguinig

Heudni

dnwuen19UTEYIng vu1eie gudnvusdiuyAnaves
gldsumamsn Wongnai Vibes Fausgnouludeimna ey a1Tw
wayseladuisafou

nsidasumaian Wongnai Vibes vinefis seduanuily
nslasuimamadn Wongnai Vibes siadunii sauludsgaaaanlu
nadnsuuarspnmvoniiomildngy

Auianalavegldarudamangdn Wongnai Vibes
nuredie Anuianlundvinvesldauvusldanunsondddday
mawan Wongnai Vibes Jauisoanidu 2 suldudmnsfianelaves
fdududomuoanamiedn Wongnai Vibes wagarufianelaves
Hluduguwuunsdiauevesnamlydn Wongnai Vibes

- awitenelavesdlinududevnveanametn Wongnai

Vibes nunedie Anuantunivinvaeldanunsenadddaumamydn
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v
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Research) JUKUUNN5398L8961979 (Survey Research) sjsAinwianiy

nausegagldnumamadn Wongnai Vibes 9349

ya o
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£
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@ 1 1 ' v
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\Wuyaraiasldaumns Wongnai Vibes uarldisnnsidudeyaly
sUkuvvatuuasuanueaulal Inedidemmvunvuadieg1an1sAny
adsillnenisldgnsduiniues Taro Yamane fisedu auidosiul 57
Yovar 95 uazanumanadeulifl 0.06 lvunanguiaodisdldny

W9 Wongnai Vibes 47u2u 300 au lagldnismouuuudauniusie
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NaN15IBUAZBRUTIEHA
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nsldusnsvesldanumainegdn Wongnai Vibes wui

ANBENIUIEYINT HaNTANYINUT SNz yIng
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fldmoglusziuiiinisldanuunn (@uedesiu 3.93) anamsdnw
Fviidiudn inasdin Wongnai Vibes iumnafitiauedoyanisiia
aiidndsine Snssmendeyaiasiaue neulandnsliiinves
fldnufiunddosuilaaniun uazidlefnsunauesiuuwanwesud
11599180819 Facebook Page Fevilviazainsonisidilgau
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nsWasunIngnausudukInaenafeiuYIIaIinNIUe ISy
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nsnann (7Ps) Wumsiauedoyaluyumesdiddedieuilan e
Tunsdodudmiouinsudazadsfuilnadendasnisnsudoya
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Ann1udaya N15331ANNYRLNT Wongnai Vibes sialuluszazena
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auyAgui 1 n1siafuiwaadn Wongnai Vibes vas
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9N13AAA (7Ps) vasandumawlan Wongnai Vibes
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AnudtunIslasuiwatedn Wongnai
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gaNFuANNAFIY

fanuduiusiuluszdugs

Hawalasensunausdeyadiuyseau (r=0763)
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Anudtunsiasunaedn Wongnai gouTUANIAIU

Vibes voaldausianuduiusiuany
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N9A5RAN A1 Physical Evidence ( Sig. = 0.000)
Anudtunslasunaedn Wongnai goUSUALNAFIU

Vibes voaldausianuduiusivany

Hanuduiusiulusedugs

wanalasensinausdeyadiulseau (r=0.742)
N9N1TAAIA AU Place ( Sig. = 0.000)
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7119N159A79 71U Promotion
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ABSTRACT

The objective of this research is to study on the
opinions and expectations of Ban Laem Panwa community
leaders on the community relations management strategy of Sri
Panwa Phuket Hotel. This research project uses qualitative
research methodology. Data are collected by In-Depth
Interviews with selected community leaders, religious leaders,
school directors and government agencies in Ban Laem Panwa
Community, Village No. 8, Ban Laem Panwa Village, Wichit Sub-
district, Mueang Phuket District, Phuket Province. The total
number of respondents is 6.

The findings from the research point out that
community leaders have their opinions on the hotel's
community relations management strategy that there are good
activities from participating in activities that meet the needs and

solve problems of the community regularly, including the
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formulation of community relations management strategies that
promote careers and generate incomes for the community
resulting in acceptance and support of the organization in both
normal and critical situations. As for the expectations that
community leaders have on the hotel's community relations
management strategy, it can be divided into 5 points, namely,
occupation and income, public health, education, welfare and
other special activities that encourages participation with the

community.

Keywords: Community Leader's Opinion, Community Relations
Management Strategy, Corporate Social Responsibility Activities,

Issue Management, Corporate Image
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The effectiveness of "Move to AIS" advertising campaign
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ABSTRACT

This research aims to study service usage behavior, media
exposure, attitude and behavioral intention toward “Move to AIS”
advertising campaign. A methodology is survey research by using
a questionnaire among 300 customers who are not AlS’ customers
but have seen the advertisement. Results reveal that most
respondents are female, 24-35 years old, earn bachelor's degrees,
work for private sector companies and have average monthly
incomes between 10,001-30,000 baht. Respondents have
become TrueMove H and DTAC’s customers for 6-10 years. Most
customers have experienced moving to another telephone
network because of the poor service. Interesting promotion is a

reason for using current telephone networks. The findings show
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that customers exposing on traditional media (Billboards on
tollways) is higher than online media. Most samples have overall
positive attitude toward “Move to AIS” advertising campaign and
have strong behavioral intention. Furthermore, the overall
traditional and online media exposures are positively significant
and correlate with the overall attitude toward the advertising
campaign. Additionally, the results indicate that customers’
attitude is also positively significant and correlate with “Move to

AIS” advertising campaign.

Keywords: “Move to AIS” advertising campaign, Service usage

behavior, Media exposure, Attitude, Behavioral intention
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ABSTRACT

The objective of this study is to study the use of media
to communication for political expression of Korean artist fan club
and to study message design for communication for political
expression of Korean artist fan club. The study was conducted
using a qualitative methodology -- textual analysis of tweets and
in- depth interviews with fan club member who had
communicated political issue on their twitter accounts.

The results of the study indicate that text was the most
frequently used media format among Korean artist fan club. They
used text to describe facts by using information from other
reliable sources to compile a summary. Moreover, they also used
hashtags in their tweets so that tweets can be grouped in the
same content. Korean artist fan club usually designed their tweets
by using combination of rational and emotional appeals.
Combination of rational and emotional appeals can attract more

attention than just using one appeal.
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[

UsEAUNIU Instagram mald
AdRey : suliiuseau/Buanunsy/mnainesulal

ABSTRACT

This research aims to study Instagram media exposure,
online marketing compound factors (6Ps). That affect the decision
to buy ormamental plants through Instagram behavior and
Behavioral trends regarding the purchase of ornamental plants
through Instagram are survey research, using online
questionnaires as a tool to collect data on samples aged 18 and
over who have purchased 300 ornamental plants through
Instagram. Monthly personal income of 15,001-25,000 baht, with
an Instagram activation frequency of choosing ornamental plants,
averages 3 days/week. Use the Instagram app about shopping for
ornamental plants at a time, mostly for a period of 30 minutes,

mostly using the Instagram app about shopping for ornamental
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plants between 18:01-00: 00. It also found that the online
marketing factor that most affected the sample's purchasing
decision was privacy factors, second only to place,
personalization.  Product price and marketing promotion
(Promotion) respectively, including: It was found that large sizes
have the frequency of buying ornamental plants through
Instagram 3 time/ month, and the most purchased types of
ornamental plants are cactus types. The cost of buying
ornamental plants through Instagram at a time is 501- 1,500
baht/time. The number purchased 1-3 times was also found that
the sample intended to continue buying ornamental plants

through Instagram.
Keyword : Ornamental plants/ Instagram/ Online marketing
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