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in emergency rooms of medical facilities in Thailand
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Abstract

Communication recommendation to
aid diminishing violence occurring in emergency
rooms of medical facilities in Thailand. The
objectives are 1. to study the situation of
violence in emergency departments at all
levels of medical service facilities in Thailand
and 2. to develop a communication model
to reduce violence occurring in emergency
rooms at all levels of medical service facilities
in Thailand. The quantitative and qualitative
research method is a questionnaire survey
with government medical personnel who
have worked in emergency rooms for at least

1 year and have experienced direct or indirect

violence before and qualitative data from
structured interviews with 10 medical
personnel. Primary and secondary data were
analyzed using Khan’s ideas developed from
Galtung’s philosophy of peace and non-
violence, and the results were discussed
using the concept of peaceful communication,
Principle 3 are observe, understand and want
to ask and the principles of Empathic
Communication.

The results of the survey found that
30% of the respondents had experienced
violence in the emergency department and
12 % had been the direct victims of violence
in the workplace. Verbal violence was 82 %,
followed by physical violence without weapons
at 12 %. Those who caused or used violence
were patients/service recipients at 51 %,
followed by relatives of patients at 41%.
Characteristics of the perpetrators were mental
patients 53 %, followed by alcohol drinkers
33 %. Characteristics of the perpetrators
included neurological patients 1 %, mental
patients 7 %, drinking alcohol 33 9% using
drugs 5 % were identified and 54 % could
not be identified before the violent event
occurred. Characteristics of the perpetrators
were dissatisfied expressions 43 % followed
by the loud tone of speech 36 % and inco-
herent/confused conversation. The factor
that provoked the violent incident was the
waiting time for service at 50 %, followed by
the patient’s signs and symptoms at 30 %.
The violent incident occurred in the service
area of the emergency department 72 9%,
followed by the area where people are
waiting to be examined/the area where they

are waiting for relatives 15 %. When violence
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has occurred medical personnel have carried
out incident reports according to the system
and calm themselves 15 %, followed by not
responding at all and telling the offender to
stop engaging in violent behavior.

From interviews with relevant medical
personnel, it was possible to conclude
communication advices that will aid lessen
violence, namely informing about the
punishment that will be received if violence
is committed and damage to property or life
occurs. Notification of treatment guidelines
the waiting period for service must be clearly
stated. Announcement of steps guidelines
for receiving services by notification that there
is currently a patient in serious condition who
requires urgent treatment so that service
recipients with mild symptoms are informed.
Announcement of various prohibitions during
the service, for example, do not live or record
clips to prevent violent incidents or penalties
that will follow if you do not comply. Com-
municating suggestions for working within the
emergency room, that is, providing services
to seriously ill patients first not sorting the
queue first-last and presenting a drama or
series that will give an idea of how emergency
rooms work to create awareness of the
working methods within this emergency
room. Including communicating with polite
words, gentle tones, and listening to the
needs of relatives or service recipients that

will assist to understand each other.

Keyword Diminish violence, Emergency
Room, Communication, Peaceful and Em-

pathic Communication
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Abstract

This article aims to 1) study the status of digital threats and to 2) study
the enrichment curriculum development guidelines of A defense against digital
threats for the underprivileged in Chiang Mai, using qualitative methods. Important
informants of this study include teachers, policemen, experts in IT, digital commu-
nication, and curriculum design and evaluation, in total of 15. The methods that

were used include in-depth interview, group discussion, and observation. The result
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of the study is presented in the form of
descriptive analysis.

The findings of the study reveal that, 1. Dig-
ital threats have become much more serious
and have turned into cybercrimes that affect
the livelihoods of the population. Threats
that largely affect the underprivileged in
Chiang Mai include 1) the call center scheme,
2) shopping scams on social media, and 3)
personal information phishing. 2. For the
guidelines for developing an awareness
course, it is recommended that 1) the con-
tent of the course should consist of the
basic IT knowledge, the forms of digital
threat, and the defense against those threats,
2) the course should be online, and 3) it is
preferable that the teachers are the primary
attendees of the course so they can teach
their students afterward. The study also
suggests that enhancing learners with the
skills in life, IT, and communication, as well
as digital media literacy is very important for

developing them to become digital citizens.

Keywords: Defense Threats, Underprivileged,

Cybercrime
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Original content production strategies by streaming content providers in Thailand:

A case study of Netflix and Prime Video
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Abstract

This study aims to examine the original content production strategies of Netflix
and Prime Video, two major Western streaming services, in Thailand from 2019 to
2024. The study employs a qualitative research approach, utilizing secondary data
and presenting the findings in a descriptive format, with summaries and
recommendations. Content analysis is used to synthesize key themes. The scope
of the study encompasses original streaming content in the form of films, series,
and shows on Netflix and Prime Video from 2019 to 2024. The study reveals that
Netflix and Prime Video employ similar strategies for original content production,
focusing on local content to appeal to a wider audience. This aligns with the
concept of glocalization, which blends globalization and localization perspectives.

Additionally, both platforms emphasize collaboration with content production
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companies to create original, diverse, and

exportable content.

Keywords Original content, Streaming, Netflix,

Prime Video
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JuAnluSaway 1,163.81 (PPTV Online, 2566)
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1 F3diads (The Stranded) | Tanas dndinnfidug JduduagAle/ usla @
(2562) Ale / wyyuea dify nu

(AmarinTV, 2562)

2 Frdurmues 1098 foufush Tuuds Us1uan ey (WokrpointTo-
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3 ameunsUIAunguaou (The | 3wy mauiiios nsudo sy Tay
Whole Truth) (2564)

4 amoupslusianddu ndu | Fan almdlena, wesu $eu | nsudwesiudu idu
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Inena, suuf Beinen

5 MNSUASANNYNABDIH VI 933y Y559 (GDH, 2564)
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6 FIdomade ashauriany | dgudl wuitee, U du | eae Inauea wumesiiu
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A157991 1 s1eTevanilavduatiunansuiamLinnand 4299 1 (W.A. 2562-2565)
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Squad) (2566) Bangkok) (iMDB, 2023)

7 Frdinuvuaulan (Ready, | o3589 AT8INST Anuphong Kaewkumfu
Set, Love) (2567) (iMDB, 2024)
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and passion) 8814lsnA LlewiANeIveeiU
UszumaiausssulsazlsemaArsiiunsuia
¥ 4. 4 X
goullomngoulny (Sensitivity) Nguariiom
AaASUNISHAR L UAUDINSARGD

Tnetlamauatuvaalnsiintely w.a.
2566 utistagiu Tvianun 12 Faauiiuled
N19nsvedlnsiinte Al



46

The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

a9 MWEUNS/TTd gy UIENERAnN TWEUNS

1 #3d Comedy Island: NO¥AT ARIINTAL, LY AlluDa LOUWBSLIULLIUA
Thailand (2566) 55153 i@y Aldy Wssndu

2 F3andlelyal (Ghost Rookie) | Tn$a nzlnu, agws ynslans | nsudwediudu idu
(2566)

3 FIAnU gy ey (Coin | Iney indAuLa goatn euaus, auead
Digger) (2566) Ao

4 AmeunsUaunealud (The | a. uaade wsiianiaildy
X-Treme Riders) (2566)

5 YIdSouLaunudoona wnlsay] Todsfunsdns 087 anile, way UeneN
(The Office Games) (2566) LOULABSLNULIUA

6 AmegunsguInU My | wny leugsd willvu Wewd, Aweudd
1A (Congrats My ExI) il Tnavea, Idududia,
(2566) auay uoanes

7 AMeUAIElsAULTY (3 Idiot | 3w aued waud dow alud ey
Heroes) (2566)

8 F3dude 0 vin nszgn qvidws viuiv, ofilsn Tdan | nsudwesiudu dy,
(Curse Code) (2566)

9 Fddousunszmesr My | ana iowedy U9% aniile, nay UenaN
Undercover Chef) (2566) LU SLNULLILA

10 | nmounsnanfoduning | Svsdnd 1Bequnsiaun ynsudwesiudu fduy
#ilud (The Adventures)
(2566)

11 | 979mM73 LOL: Last One - gl WWsandud
Laughing Thailand (2567)

12 | ameuns Sniugd (Love | 290a anadsdiv willnu Aeud

Stuck) (2567)

A15799 3 SeTevaslemsuatuNansuislnsuifle (W.A. 2565-2567)
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Abstract
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e

- aupTIlEBuaINA M (Diegetic Music)
ﬁaL?ismmum%ﬁ@wlﬁ@uﬁ?uﬁﬂmmﬂLma'qﬁwLﬁm
Fesiiudunilslunw wu flidunmaes
wSenaunUnazliBudsanasiaunanaies
ey Hudu

. AunifinasUsznaunisiandes
(Non-diegetic Music) fovdssnussiliusznau
mﬂﬁﬂmmadﬂﬁ’mﬁammLLazLﬁmﬂsgﬂaU 1
msliwasilvieorsuaifudiuusnevannmssiod
onadumasiiiiledos (Song) denusidszney
211 (Music Score) Ail# (Audiosocket, 2024)

AszuaUMSHARLdeLazaunsansumalulal
AUINLEIU
NSHARLERLaTAURSE NS UINALULaE
AU satouitunaufindefuniswande
Laveausnsdnsudedadu (Linear Media) 0819
AMMEUAS U3e318n15INTEd agrelsAniu
wuaAnlunsoRNLUUIEsILazAUA3 N1sunlnE
FeoalUldlude swudsdnwarnisuaninasss

AALANANSTY TABNSEUAUNSTIUREII 50
wusaandu 6 %umuéﬁ‘ﬁ (Wisseloord Acade-
my, 2024)

1. MIMAUATIFNNI0INTORNIUULEES
wazAuna (Pre-production) Lﬂu%umauﬁa&ﬁu
nszuunsiaurAndsaraund dudutuneu
fiddalunsaamndniunsesnuuuideas
AUAS AISAUATILALANYI9ININAITIeE ]
Winzaufuides n1sauistuidenas
aumsTazld

2. myduinides (Recording) lunswan
Woauazaunisndudesinsdudindessng q
wanedeuiieldlude wu nsdufinidesyn &
giunstuiinidesmegunsalduiindeauwas
lUsunsusnsoldas (DAW: Digital Audio Work-
station) uielilsidesdifinaunngadieliluns
faroldsanaznaudssnall sauludenistudin
FouadesnunIaig o Hanstuiindeinios
mum%ﬁm’%aLﬂ%"amum%mﬁauﬁaE”J“LuT,UiLmiu
wﬁmmueﬁImmiﬁ’u‘ﬁﬂLﬁaa%é’mégamé’@aunm
Feosv1dn (Gain) lllidaiunin 0 dBFS i
Uosulailiidsunnuazidenanim

3. N38BNLUUIELILaTLALNAS (Music
Creation and Sound Design) lagwnasainle
WUIMNISHAMEE AT ALAS TNz EALd S
uandun1sBundndewnglusunsy DAW Tng
NINARESIZATNNIAILENDTY N1SANTNDN
mﬂﬁ@umawﬁwﬁwLﬁ@%ﬁ]ﬁﬂﬂﬁﬁﬂuiguu
wialulagAnuasaeasy Suluisnvamnnisel
mﬂéfmawaa;ﬁ%muﬁamﬁméﬁuﬁgwm ielw
dunsaeonuuULEssianunldeg1insuday
auysal Llviasieasideala o dmsunisuss
LWad ﬁ]gﬁwﬁq50ﬂﬁ?ilamimmﬂlﬂgi;ﬁﬁi’fmuﬁwé’ﬂ
a1y swiinsdlauesndnyalnIednyuy
WIZAIVDN U ULE LAY LasATANISLAY
wasdmSudeldneu anunsavilavnaneds wu
nsla Audio Cues Lﬁaﬁwmumiﬁ;:fl%lﬁﬁu@m
nsafudameildnoufuing deves nie
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U3387N1A Wson1314 Adaptive Music wsonums
flannsaviudsunumslineuvosldls 3
Jenlenunsvanevslunupouiiame insely
walulaganuasauasy lnednwurn1siSouEes
aundannsavhlalaenisasisdudes (Sound
Layer) #ang 9| %uimmmmaaﬂLLUUW@W@W
Iedudedduurazdudssmudovlorainis
1ARDUAN 9 8nFI0E1Y 1

Fudesdt 1 Wideduguenuid wu
Feanans doaadumeens q [Judanzves
Wad

S 2 Wdedugumnuinans wu
Feansend Beaaiaans Wuhusswaunas

Fuded 3 Wideddugumnuananuas
g9 Wy @eadely deuniesms wazdesdos
Usvanu Wurhusauazidesussanundnveanas
Judu (Brown & Kerr, 2009)

4. nMsenreldes (Editing) Hutuney
nsinnedesselundn awisausunsadesln
ATNUTINZVOUNAT TIUDINTUTUANLAILAE
audvesdesls

5. psHaNdaLazawe3ude (Final
Mixing and Mastering) L{‘Juﬁﬁy’umaummamﬁm
wvualrdanulwsglilidssuadadetunas
fu fRRveades anuds wazanudvendesd
WNNzaUAULIWaY (Senior, 2011)

6. MsnageuLaviFuswazauns iUl
(Testing and Implementation) Junsldides
Honueaduszuumaluladainuasaasuniy
TUsunsufiauisadounisvieiusening

v ada

ARILAELAZALULAEAIUISBETU NI

ATTUIUNTHS19ETIANAITY
wé’qmﬂﬁ;ﬁé’]’ﬂlﬁﬁﬂmumﬁmamﬁﬂ
Tunsuandsaasauniiifeondosiomn 3ald
BurdnnanuilagEuantunsunousunandes
LazAUASIADU IALWIARLUNSITEDLaTAURS
dvsumeluladanuadaasuiila@nenun il

Aidlvimud Ay iunsfnyinazAuaiiay
d1fveanensedeisuaziandaduiieasn
wwrpandnluniseonuwuuidesuazauns 3
annsnagthduasdusznauiiddlasd

1. MIMAUATIFNNITDINTORNILUULEES
wazAun3 (Pre-production) Wiseanilu 2 8sA
Uszneou lauwn

. LAANANIUNNTOBNLUULELIAURS
mmmzQﬁ%’aﬁaLﬂnﬂiuiaﬁﬂmm%m%uﬁaams
M Fuanuniiiaunsaasousnanvainas
Fusssuveauvamieniien (idedddfnuuas
FupdnAgfunensySasuaziandediiiodu
UayauszNauNIATLWIAAMNLENIAUAT Uag
Tanuan dnsleussiasaunsdimsunisdniin
guluisuiuneniy Fududruniavesisly
Fet Tnefinisussiasdeiniesnunsusyiay
Usznousie Juen naswan wazdes way
LﬁaqmﬂamuﬁﬁaaLﬁa’aﬁménéﬁqa@u%’wi’m
unsdsssNsvdseelunield {idedsdnudoya
Renfuaumsiudissnaldlenusdaviiunisld
Jameidatdussrusenoundn N1sUTSIAIAE
13095 W naae Tnw Tudds dos 1 nfu Judu
druriuesunasieidussAlsenauses a1g
Usaeseesest deflanulndiAesiunisiau
nilsngqauarlusn (AuduiyweIng1d3uss
(BIANTNMYL), 2542) NEUNEUAUNSTITAUNS
sawnani1ldiasesnuniainasinging q usnas
naslufunumsiutuneld Fidieasuensuel
wazansliiufeauaInane N Tmussy

- wufaluniseaniuuLdes N1aAMey
Wedeanslndsshelivoyavevensedeis
waglanBetiegnasuiiu Judunsldidean Ty
dnwarn1sussenedoyailumdn Wunnslain
Buafidndesda flsire nsedu uazlidrawiu
U Usgneudunsiidessssueif Wy 1@eaun
Fesau wiudsweswnanissiieaasluiudes
UsseneLazideamaciioadrsussennialeid
aulaty
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2. M3Uunndes (Recording)

RO G PR LRGN RE PRHERN
s ularinnsWeuuNUssENgkaTNIun1SUSU

I3 € = o U =1 =

whlvauasaauysal Juinsduiinies oy
o = a a a ) YY) ¢ a v
JuindgaiumInedelseaneal 1015k
gunsalduiinides wu lulasinu Juiinkiu
20AladuwasNE (Audio Interface) wazdufin
adlulusunsudnsades TnglunsUuiindesas

o =

= = @) £ = :5 !
ﬂ?UQﬂ\?ﬂﬂJﬂ’]WLﬁﬁJQLUUWaﬂ VEUNTITEAILRA

o =

Fyaynandesrid (Gain Level) eiflanudaade
ogfiuszan -6 11 -14 dBFS waglaildsasaiu
0 dBFS Lﬁaﬂaaﬁ’umiLﬁaﬂmmwmmlﬁm (Clip)
wazvihlndssuaniazliauisadrluldlunsdn

fowaskauLdeale

o ¢
unflgluniswandiies
a v = A v X A
LTt L uanUnenssunas1atuie
TUsenaunslagedn Tuwsesnuis msduning
ASUINYVBIANEUINT VL] LIIBIUATASSTTUIY
pu aAns Ya v [ W '
FIN15UTENDUND LATITIULALUT UL UAL L6
Ioanlunaunaziinnsneasradulvdlunienads
18180 UVLIINENTIENNTUNNUNIUAT
w@deiidnwasiduandestrvuinlug wanlsd
1 a (3 LY} =4 13
wnunanakazianeieu 2 g iWuaiide s
imeldidnndsnay lassBaiuansgunzadn
agEey nszdauazydnsldiduainanglne
PIVUANIF AT
o aa a v
53 aUlUnsEsURATASTuUNY -
A3UIGUIDINAUIURBUNTS NAITT LilaNSe
nsnulaasialanuas valvnszdalsiusnuwua
a | | A v X ~ 2
N5edesnseiateIlaniassuundagliud
439 TINSITUVUAIUIAMILNTZUMT LAY e
ffiuguaedaestauaynswailnaluun wie
NAFBUANULTLSVDIHURAY AN IUIATIS
<@ [y v oa [ f,’ <
wiane Avnulaudadud aganasivejiauidnly
NAUNAUIU NI1TUNINTILEUAIATVDIUNE
ey unaties lWuunvesnmsuAsveLraIung
Tulaenislarsesauiidungunanaisieaus

° ] | = A
ssnauadudiunialunsesiang
p3duUMe-93UMe Fudunstindvasnsivual
v X A4 Aa A <
IAVULNDLTUNTEIN VNS ANAFDUAINU LD 1659
fupsvestudlouas lieasaauaynaunuli
LAUSEYTY
o U LY =1 = a Va £ 74
dmiunistuiinidesauns §I3elald
WWIRIAUASLEL Y (Virtual Instruments) WU
TUSWASY DAW YH97UALNBAINUARDIFILUNNS
U dazarunsaudlulazuendsseng q 1a
azainluniends laegidgladenldlusunsy
Logic Pro X Tunisununasiaztuiinldnves

AUNIVIINLUA

A9 4 Idaunldussnuniiu
1Usunsu Logic Pro X
11 A menglageide

3. NNSPBNWUULALILAZLAINAT (Music
Creation and Sound Design)
AITulAuALnas 1 nas JA31ue17
Usgaa 1.30 wiiiislvidannassnuainue?
- oA .
9UAIUITENEUTENBUNISIANS89MUU Non-di-
. oA v a v o«
egetic Music Aotdunasiinasluiuideaussens
Tngldwmatdani15919 Audio Cue Twasnadu
wioufunetiwtunusinguu lneideladnu
ASSYUSPIAUASIINLNAIAIDENT WU LWAIUBA
Fodumasiutiuresnald masdamezazg
al y 1 Va v v
LAZAUMIN M MU AU A ULAZ TATIE hazle
NAUNATUNITUISAIMIELATIIAURS LNELAZLAT B
a A % PP a |
AURIENNaLelAnUeIIANEIBL B3luig) Lag
ArNaUIRUSITUNALA InglUEIUTDIATDIAUNT
Inelauandu (Plug-in) ¥ Thailand Instrurnents
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Tneléidondios s 83 n$u naesviv Wuedes
& inelismnzvoanaslunuumasiutunie
Touazaunsuseloy wasd Wuedesd ussia
VuswmdnliiaduLaraavesdesiuasiuuy
ausAniiangge uaziniesnuniaina wu hledu
wala Fuslewes ussaadsslssanunasliiu
Fomzuagyihusiveanas (oldsuensuaiiighs
Inguayaisau

A7 5 Uandu Thailand Instruments 1a589U

w1 A menglaggide

AN 6 Udndu Spitfire Audio THledu i

Amenelagyide

A 7 Wedld (MIDI) Nignussdulieussias
deel A nwenglaegide

4. nsaanaides (Editing)

dwmsunsinreides wuseanidunisdn
FOLEIIUTILNY LAZIAEIAUAT EUSULEDIAURT
IFinnssnsedeadiiolinnudweadssig q &
AUINEELAUSINA NN WU NsUSUAY
favosusiazliln (Velocity) Ivaennassivensual
Younad Nsvduldslinseiudamsvaunas
(Quantization) Tudiuveadssussenslainlug
Feasmuadnlululusunsy Pro Tools iiensaa
aouRAIRouEINIRRseIdss Fandsann
AgHadedivuiinuntmunnuin @osussened
mwsimawﬁgﬂ&'aq flddeefiunftanas
nsedu LlSrauwiuly ualifgwidessuniu
unsnegausifuauay Wy 1Asssuniuiidinae
wfuideusseny (Background Noise) @4
Anudveadssegiigudssnansiegs Fossy
Hunn deshaneiiaeunludesussens (Mouth
Click, Crackle) s?fﬂﬁmmﬁshuqﬂLLazlﬁQuasm
Ty s e lhidesusseneiieudnaunes
finunnas §iTedednludeuddynndes
SUMUANEBIUSTENeTmREETUsUAS iZ0-
tope RX adulusunsu DAW fianunsadiase
wazuAletgnudswng 9 a0 lngamisaden
Module wsodnwauzn1suAUauluLuumnig 9
FUMTAN9 e lUSIATY @NNSaNBLTIUA LAY
HUYNBY 2 WUUAB Waveform Uag Spectro-
gram

Waveform @an1suesfindutdes
ANUNFOFANAAINUETIVDIAAUEEIRINTINIL
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gy LLasmmﬁwaqLﬁmmﬂmmqwamﬁ'mﬁm
1§ Spectrogram fenisuesdinduide iy
Harduns g FeazuaninuswoLAaYa
puddssiumuanazauiinesd il

Adeanunsailadenavuaaiudidesuniu

1%
£ v a

Foamsniasiunsmaldtaauiu

dwfu Module fidonldlunisufdaynides
sUNIU Usenaunie De-crackle, Mouth De-click
e Dialogue Isolate

De-crackle l¥dmivauidsadsniaieiidau
Lﬁaaaguuﬂaﬁmﬁqawawasjmmmﬁ Fadea
a19019 A EUNTIYRIINTENINANA viSoRnlY
An Im{ﬁ%&%é’qmmﬁmﬁjﬁmamﬂ Spectro-
oram Tinaziidnvasdaing wazduuvisSersn
Taasn Fausunsuazidmamzdosianei
wlifdndewsseeifianudnouogudioon
Mouth De-click ddmsuauidsssutiuniiil
mmﬁﬂmqﬁqqq EANANNITNN UL DUAY
De-crackle wag Dialogue Isolate T¥dmsulen
BEIUITENEeNINIEEIUIIEINAYD TR AT
Anunszrinetufinges dnasdudeannuis
fenany nasnuenidecudl gvinliledes
UsseneiFanuInnIu Savtaelinaudedldie
3 (iZotope, 2024)

Al 8 TUsunsY iZotope

[

1 Ameinglagide

andi 9 nnsld Dialogue Isolate, Mouth

De-click ity De-crackle

11 Amenelagiide

5. MINANEYILATLNANOIUAE (Final Mixing
and Mastering)
a o’ & =
ASNAUESUNTY 2 TURBUAD NS
a a a a g v
NALLFUURANIZLFLIAUAS hAENITHANLAINLY
P9VUA LAYNISHANLEL I FLIAUATNIUA
JANUNANNAUAULINTY tnen1SIUaNDUNEY
dealuluswnsy Pro Tools Tun1sdnnnsnuLdes
WU MMSUSULAIALDAI8UANDU EQ 3-7 Band
A5USULFAIAINUAIUDIFL AL LAILNULEIA Y
Uandu Dyn3 Compressor/Limiter wag UAD
Teletronix LA-2A Wagn13AIUANAIINAIUDIFES
f8Uandu Pro Limiter Wudu Tneitiunisea
a a o vl ) a a
eanunaualviianutanunnidedilnum
a779 1o wikiwranauiuly wazlifuauuads
a A aa a a a v )
\F9ATOINUATOU 9 LEB9LATEIR AwLTUNTUSY
PEN19vasdsneIosiwrazaialidviudounu s
ANTelANTENOLLRNITATINAT LEEUIUUNIS
wansnamilingganiazlaguds uasofinany
a ' | A A & a ° Y
yinegsau o dnndesaludosiuemand
wiuarudaau wayliuvauauiuly dialiile
A1150 S ESSUNTARULALINANWAIYB WA
Nt
o a a a 2 P
PAINANAULALIAUASLASALANDY
711715 Bounce wiavdsseanundulng Wave
PCM Stereo Interleaved waziinlusiuiusdes
U55818 FailUuSuanuss N uLdsaUsSEne
Tnglunswaudesfilinamundudunougaiing
Tumswdnides Idelalduandululusunsu Pro
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Tools Tunsusuarudlidaau wazudumny
aabiindy lngldeussergasiinitudeg
Uszuna -14 89 -20 LUFS duidssnuniazusu
Anuasiiladunaspasluiudesussensuaglal
naudesussens uenantulaiinnsldudndu
Reverb Twdssussenadiludnios ieads
UsstmAveadesiifesaziiou fena e
Snmiloutunisiladesusseneiifinnalmss
wazdalau (Maunder, 2024) dnSunISnaULEes
LazINAReS BT mIn9EdinIInTIvEe A
é’wauﬁméfwﬂgﬂﬁu Youlean Loudness Meter

10

11

A9 10 Indnuilifnsouasrandes
Tulusunsu Pro Tools 9131 Amenglagide

A9A 11 Yandu Pro Limiter AauAy

o = = i [Ny
AITUAIVDILAYT NUN J‘I’]Wﬂ’]ﬂiﬂﬂafﬁ]ﬂ

Tiudaade (Integrated Loudness)
agfUs¥Nn -14 i3 -20 LUFS Uagaudsgagn
(Peak) 13t -1 dBFS Wi ltiANuAsuaLdeen

o A a a A a ]
wizauivdsalulagaiuasuasunglyau

agldanusulnsdnidetonsouiiviandundn
Lz Bounce Wistidssoanuniulig Wave POM
Stereo Interleaved wgszuuaruduaiaesy
6. Msnageularildsswarauns bl
(Testing and Implementation)
Mé’qmﬂﬂﬁmama%'uﬁmLﬁ%ﬁlamysai Indenoli
ﬁ’uﬂmzﬁﬁﬁaﬁ%’uamaumﬁmﬁw%LLaﬁLm'j’u
donlvldludoweluladrnuadaasuandedn
LazREsauIiIuAIsEIuveslusunTu Ly
dusuwmaluladanuaseasy wazlameunsas
TuSuneundidu Niantic 8th Wall sty
wvrngiuluniaadedddednsdwidote
seuiulanlUFIUSnauaTeivsevensedes
IGESEE fudeandsainiininuediudu
Usnglunazadoulm uansliiiudaigladedn
e IaUINILaINLAZE YA 3 AATILARINE
wuuilslufusumisuesanuiioss

AN 12
AueUunaindu
Niantic 8th Wall
vounalulag
ANNNAINEIU AR
LTIy
RGN
i https://
www.8thwall.
com/imagwu/
saochingcha
wazhttps://
www.8thwall.
com/vnakhon/

ram-saneng
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A 13 mMslrumalulagauasaasuien
Fetuariioinaus N amanglagiide

dsunan1saiiuey
n1sAnwIkazAuAIItayaLAgIfULED

Y YA o

Bataz o snausyiliadeladlannudfey

Y
~ ‘:4'

YoaumawonTearisnssuAifinud ey
UseSenanslansety suludesnsanwiuwin
Tunsloideaiazauniannsumaluladniuasa
@3y eadusznevvendesiildlumaluladay
ATUEATU LATNTEUIUNITHANLALILAEAUAT

Y Y v

dmSuwmaluladanuduasaaduviligide
dlanszuiunismsanudadiieidestunig
nARLEEILATAURTANTUMALUIAEALATIET
wardeliAnauAnssulu q Tunsndadu
1nTy Taglamznsinwmaiianisuandes

Ya v

dnsumalulagianuasaasuiligideanse
Usggndlagmisnsnanidesivanzauiunis
iddesdodddneuinniu Fadumedeitey
wanesndeldadurindy q wavthelineu
AuBIANMUABINITYRE I ULAzTIBETIaTe

Uszaunisainssuraliunglilangsuu nsld

a1

deuwaraumsdadidiudrlunisiansessnif

o

ad o a

B
La¥stwaziasiansnmsulasinlulagtu 4

o

AUAMIUTEIRAERSuATAISATLANTEUSNY
Fsluounan {ATedesnsfnuiuazAuniumas
vieudigniifinnuddynialseiRmansty 9
felsigninausluguuuuvesdomnaluladainy
SSuatlouiinaunauwefiudu 3 fitunslides
LAZAUAT TINDINTATINLNATIALAZNTEUIUNTT
wanFsaLazausslvl 9 Maule Jeasilug
msadasssnudsuasaussifielsznaudes
nandnlusuian sauludsnisAnwilazneaes
NAAEBILATAURSIESEUULEs et as iR
Tuns3uilauuseufiemnanniu

psAnMuiTlFFuIInaUEaS9ETIA

N9 9ATIAN UL AT AUATAINTU
domeluladanuainasuluaddviliidulasy
awdihaulavansysznns wu madauazis
nseenLUULdILazAUA A Naulauay
winganfunisinausludeldney nisassw
wagnaaosnumaluladniswamdsdlul 9 1w
UEnduildlunistuiindes mssaseides ns
uAlvdgmanudes wazniswaudes andaym
Youdsusserefivuiinunduiivsednedadn
nszuaunstuiindsadunseuiunsiiddall
Fa9INnsTUINNSHANEBBY o wavdeuietng
aziBumdiu elilddssusseneniannings
fign uenantu fAdessldidnlansuszynd
wadansidiniosnundiatiowiioadaded
auss maad Rt un Al idamuen
aUsiRmans Jefosendonisine duadi
Aenfuendnuaiinnzvenuns warauidila
Tunquidesuazausd Wleaduassdnasings
fuaruduissfulasmneanfunisianses
1INARDINALHE AR U LA UAUASEING
Fadusadnnuilmivasdosedomsinuluis
anlvnntuluewien
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nstmauaseassalyldusslevd
nudvsuazausafiiseldainsassdgn
ulUlglulassnsiiisianidin lnameauiauns
UAIATETININY TINAUFUNUANETULATYEAT
favta Woraafeuumey W.A.2567 Ak
Tnsiinsusenmalyyiuliussanvusiuteus

Useifmansiiles anenenisessikasionssy

AN 9 ’uensinsidetevieuiuian st
nsdnnanssususunsltnaluladauasaasy
Trfusinamatuaznssumsyuvu it oiaulad
druswlunisussgndldmaluladuasuinnssy
Advalunisduasunisvendistvesdanin
UATATETTUIY

a v Aaa o sfada o W =
AN 14 ﬂqiﬂixsﬁqaﬂwuaﬂﬁqﬂ’ﬁ‘W‘Wﬁﬂm%ﬁJsU’J@ WRIAUATAITIININY

i https://www.facebook.com/HxSilpRwmSmayMeuxngKhxn
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Creative Filmmaking Depicting the Relationship Between Immigrants and Khon Kaen

in the Film ‘Srichan, In The Mood For Love’.
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Abstract

The creative process behind the film ”Srichan, In The Mood For Love® a
part of the Sub District Short Film project within the Isan Creative Festival 2022
held in Khon Kaen, reflects the relationship between immigrants and the city amidst
the COVID-19 pandemic. The filmmakers employed Low Key lighting techniques

to emphasize the emotional complexity and the intricate relationships between
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characters and the scenes. Sri Chan district,
depicted at night, serves as the backdrop,
communicating the perspectives and feelings
of immigrants residing in a rapidly transform-
ing city. This film explores and interprets how
the city and its people influence one anoth-
er, aligning with Lewis Mumford’s concept of
cities as living systems that should harmonize
with nature and human needs to improve
well-being. The narrative of "Srichan, In The
Mood For Love" involves using Low Key
lishting to create a mysterious and concealed
atmosphere, effectively illustrating the rela-
tionships between characters and their sur-
roundings. The filmmakers examined and
analyzed the role of Khon Kaen in shaping
diverse relationships between people and
places, highlighting the city's rapid changes
and the necessity for its inhabitants to adapt
to the evolving environment. The feelings
and lifestyles molded by the city and its
circumstances are also explored. Conse-
quently, the film not only mirrors the essence
of the city and its people but also portrays
the challenges and opportunities that immi-
grants face in a dynamically changing urban

landscape.

Keywords : Filmmaking, Low Key, Relation-
ship, Immigrants and the City
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asadessnsely

1.2 n3a¥193839m (Story creating)
L%asnﬁamamsaﬁﬁLﬁm%umﬂuﬁWWé’ULaaw Ay
wdeulnefazasfilanunnuunsowduanis
1918 UATNUAUQUATIANADANI 399517
Usgnoudeasausznausing q liun laseses
SNWEVDIFIATAT ANNTALTILAEAITHTU
guassA (McKee R, 1997, p.3) lumsadaFes
s1fouazady lassadevesdos 3edeq
fvuasa (Theme) vadesnou Sunsaunu Boq
Wneds Audendn vie arwuAnsIvsen 7
Wvesdesesnstnaus (Snaud 3wl
anw, 2547, u.7) TneBuiiffasassarmuniie
dorumnelugion annenuddlafiazuen
ineanuduiusvesruiudies Tnsanizegieda
AusnadTidndydaunisaline q luitud
Fndisewousmumnusldeouduusedouly
wianiiy FBuvesnmeunddesounau uaduy
Moral Theme fio “a3aanu THE3alvinugy
fianumnglutianariiviivme” uwas Universal
Theme A “Relationship, Love, Human” 9159
anansaneiis Message Widladiefie “¥InAu
sutufilusuiias egrludaaneslsunnas 141

fuflmnuge guassataymiaig q Sufiiesay

a

fruasfiagly” Feiduiivives Tagline fio
“Wiosan q fruaefiagly”
leffaseassAliBuuds Aazthandmun
aafUsenousg 9 iieliAnEess Woud &
azAs (character) iWhwsne (Goal) way daunisal
(situation) tite Yranduingiulunsifeudon
lo1d (logline) Fadenlatifounagudu 1 vouies
s1fiausaduasydfyrensesldediad

a 17

Uszangnmuaziagaanuaulavesguuniey
wan Tagiluazysznoumestloafovie
dovithdy o ftaguenudaudmén fazasmdn
waglase3adlnesay (Adler M, 2011, p.106) &9
Logline wasnmgunsiEes “dounau” fe “wmju

NoweslwAranuazanlyalatsniisauuly
dloweuunudosianuluiunarseunadud
Uszinalnedenatlugaadoilaia-19 mds
spUIn edesnuANINLSL v TRy
Wilduwalunalugiuginaruin”

WUINNEURS (genre): ASIHN-LSUULAN
970 Logline 9196 @ansneduigesh Usenau
sing o el

fazasndn dafl 1 A Lan ijuynan
fignimasnlviunihauludufiesweunny
dladn @i Sevd Fwnseinanuniieay
moivhluleluaiosdendalnaunaring
wseunyty duandeagiivouniu wvha
Wueusudsanladladlviiudenugedany

Fravas sl 2 fie Bu anvienuiy
Ftlusernlutneiany Fuduerdndesiny
dwduausseniludiedng WueIniinguane
anulBliemeaulnewiniy so3waosdens
Juanledladvesiueslenzveudiy wie
wulUSeudasuLUURangyane wivindlewdn
andnanledlauds wndulvidudreinnud
Weudn 9 Tulseimrvaanuies

farasisansetendoegluiiioss
wiy llannsanduuseimavrasauiodls g
TneusenalaUsuinaiosainaniuniseinis
sUnvedlAin-19 szuialuszaend 2

Whneveshazasidniideundyie
Foseamuriauiinuesiyintudunuiiiang
wngiiedhsedeauniydnTualdnuh
Firdunind luvassenrundunusinadnuaylsl
anusondulstimavesnuiadldlugaedl ABegn
Fwnanaulnedaeeninauszleviainauy
Aaamegranne ldazdudidwesiiu uu
ovoud neonauusinngningtouint

1.3 mynslaseadiades (Plotting) 5eq
sTUsENaUMBRNITAlRIg 9 uinuie Tunis
WeuunameunsasiifiTeuunasdosiuanals

o w

lafe“wmgn1saldid” wathundnasu ey
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Bosudazmgnisaluienn evswenieany
Y orsualsmuaznm¥iniliisssuavesd
avAs Badeninlassadresnisianiden (story struc-
ture) (McKee, R. 1997. p.33)
Fossmlunmeunsiidmanefienis
a$alasadeadivsenoudeainsng 4 fiflanudy
NUsvRLMANALAZlNANTENUNINND NEIAD
“Faazasionfofinesnsunsdunsogns udhie
sndulaasilonseyi uwafdeanuiutymuas
audauds dalugngeaamsensuainaziin

w50 Yndnudaligiusinniy

(2) mswmwnmsn1sal (Rising Action)
fio MsfiBessiiduluegasaiio Yuiam
Sunieududuses q fazaserniiaiy
dunnlavidoguassaiifionndsy

(3) AaeAnge (Crisis) Ao 3093121
fegauaniinuazfazasogluaniunisaififes
naul

(@) amwmdaane (Falling Action) e
anmdsanndigeingaldtuilunduas tym

'
] a

danndnaneiFes” lunawau (5n mud Tianidu

]

wanseflunsianedty 5 duneu Tiun

(1) n1si3uiies (Inciting Moment)
L‘ﬁuﬂ?ﬁ%ﬂﬂﬂﬂ??ﬂﬂﬂiﬂﬁﬁﬂmﬂuL%IENT]’J in1g
wuzthiaras anueanuil Snsdaussifiu

amy, 2547, 4.7-8) ILATUIBILIANITANNU

a9 9 lsunmsilamensevineanty

(5) miqaﬁuaqﬁaﬁn (Ending) ABN3
§uqmml§aqsnﬁwm ERREMIRIGRIEEYER
auwvuiiauay videheineliuudedls
AMneURSEes “dounan” annsadoulasiaing
nsanBedldfmngad 1

ANPUTUADUVDIITDY

o ¢

amuman1sal (Treatment) Yot “daunau”

N138313949 (Inciting

Moment)

| a v v a o ¢ a
N Penuranfgnuaniinumeuiinilanaininsdwisiagniied
1y Turianan 18:00 u. WaeanAuuauwnIziuleseanlluan
Y A ' ' v & ' a X v a a6
nihinaiegintantuudar fuluwuls ineglstutndluuinneuanise
Uszrsulnelndnwnueswnnatsilasuauliu wasnAauad Wauundu

wilsdelUlannuou feuaztnesiwagyinufan I isauniunaniiu

s LgN15al

(Rising Action)

- ianvhandusewesludlusuludsanuinsaundsnufdmweniidives
Sumsiloinsfianoideususgiosinuuuresiu femgiiehliies
aulslndBauazledindu iandumilidesyn yaanieiou dwdadunds
a1919m8 Wusneeiuiegiatuauain mindudaiuimum wnasionde
furuAudeddiugliseldfunum weddnuuanafhantiseldideusly
wisfuinaiumulidue wwedsweulddu douneueweslydlianludmenn

- lEnAuUeUUAN U UARAWWAY WALTLLANABIEAANNAUNEYRIBIN
Anegiudaiurludindesdtuegiwaslad rnduaulsadn

[

& v o Yo = = =% A& o a a = =
- ﬁ]u%ﬂa@ﬂ‘lﬂﬂqﬂqqmiﬂﬂﬂueluﬂUWUq’JﬂucwuﬂwLﬂu’JULﬂﬂsﬂaﬂaﬂ LLAILAB NN

Y
=

rataiuIng (Mandudslaly) wavasiunineInAnuINaINaIE S0
wiendls luunaumuwinliagla3dnduunniu 8e3inanininemsedonis

Y

= & ¢ v v ~ v da "y v A
auvnain Jend dadslelnuisiaunene q fuifuseuniti aniing

v

VU
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75

ANAUVUNDUVDILSDY

a1fumanisal (Treatment) Yol “daunau”

IdeauNveduuiumun vesesme unaunuwlvinsalivdussesas
ruanAinlnatiulagliii mamssanlalivenUanwivguunainnis
AATRAGUAINIULADY msgladuinsedty TuRumunIty ANwddnd 9

sEnaisdosay Bunedidulumilavesisgediadusssuys

- anudanivsaesiveny Suildiuanunsliuiuwasiuilievisassldo

Y

Tuandmenu TuvagiianiaaludauseNvesvendennogliusn1svedds

AMZAARANY
(Falling Action)

- Audy Hoavdenauvesdduvaeitiovlsiu selisouaslaudsfiunly
U3nsvidesene anazdnlutsualauduausinaroninetiunia
uanidenlvasu @nnereadlnsmidisivesiy waldildsuans feanu
fiduausadm Maesddldndluudsamumanzdhlsifusslond daals)
YIIAUFIIAY MINATINUTIY IRz YnsAsenUseleviuny

- Bandiesinuenan ndwnllanunsafasells vunawazsinnulian
mszEenanusaiLanlduansesnfunsiduny vasianidserui
diednsideiuazdinsiuden deftealuldfiasyhanuazeaviouas
fusuliuian weldendsdoldidudulivn wasdlafonmenuuuy
an Wewanvhgaata Sefdiluenuduasinsdenanlidlumiselusios
i LLé"ammmmﬁmmé’mﬁuémaﬁqamﬁﬁwLﬁu”l,ﬂmﬂié’mmiﬁﬂﬂizé’m?{m
Yosuaeg 1 dudnluia

N13YAVBTBITN
(Ending)

- Lantafiuanan @ase ) gdefeunas “iilesauiaNIL YBInItNmT
nszlaudiungy Tusuarslomneinaniddaua tazdiisauisassaulu
UITEIMATIIAN & ALas mnusalUEAINLATLAZ TOBBUYDIVLLE

Amdannaglurguuviennusnuasingninseniney

- ataurneNaLnas AU LEN AT UNIUOUUEUAS T UNS LUNANANTREULAI

wagl3inudyasiiuluin widladui fhansesasisiladuaiynaims..

AN5197 1 ¢ LAMINISINNLATIES 1VBININEUASIS DY “YoUNan”

1.4 n15\@yuunnImeuns (Screen
writing) Tutugeevesnms@euunnmeunsde
mathadumanisal (Treatment) v@enmeuns
firnlasadrandrunldsvazidealmduun
ameun?d ddigosinluduneuifensidoy
FoumussenenmatsaInmsERUTUIMANSE]
Tna181dun15UTIeNgA18ANBIATNULALUN
AUNUN s?fqﬁ”’mmé’adagﬂwsléf‘éu (theme) ¥0401
Wouns Moral Theme fo “asaanu Ta3n Al
awguuasiinnumnglutiaandiviime” uas

Universal Theme @8 “Relationship, Love,
Human” lngn1si@guunningunsagiinisusu
uAsnaddlutuneuveanisisenauae el
anufiaziasesaenndosiuaniuficnesh (set-
ting) LAzN139ANTINAOILINLEAT (cast) A

2.M5KARNMEURS (Production)

Tuduveansuanmneunddunisiium
Ameunsidouasanaieilmnindunnuay
GEN
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sufimsBsudesemsinselnsutat 3 4u
POUNGN & AD
_ Suneurounsaer (Pre-production)
 fuppusywinamisaneVi (Production)
 Suneundsmseneyin (Post-production)
farouazEutunouusn Adigadheassd
Foadmunnauiiiensldiinainutdaauves
AneunsTiavdeanseantufiie Mood and Tone
Faduesusznaufidrfalunneuniiidmmade
USzaunITaIn 19 sNalazUTTaINAlA S
Mood “H1889UTIEINIANIDITNANTOANIN
wndeuiunaguluinmeunsteztionsedu
AruiAniamzanguu dau Tone Hunsouagy
AAUARNIISN1TlngsIuvelai eassa
amguns Feilavinasionsiuivesuuuazns
fimuidessn 11e Mood way Tone Qﬂa%’mﬁu
HUWATIAGIG 9 B0INNBUAS Fausnsenenm
3TN NTBBNUUUEEILAYMIUERS TR
funumdrdglunisadrenisddiusiunig
p1sualvewvuLarAudnlslunneuns

Y v

HaseassAlanvun Mood and Tone
YOI MEUNSE09 “Foundn” nanuduius
yosnufifiondnlunannansdiu 3slgimun Mood
Tnoamdiuansiennuiden wman 1ads gnand
fufinargdinlifiniadonunindaonisly
dndruanuilafiunnniinnuadng waziivun
Tone wasduaznmiivsnglunimeunsiiu
Tone #iflauduvenasreudiann Sdndau
¥83n15lAINIANIANIINIIAINEIS T
Sasnau 80:20 uavidenldanan uae Wen 1h
Ry wlFdmsunmseasazdiedudiusazas 3
usetumalaunaniiuasdluiuasleny

NSLEaNAITIALELUY low key Tu
ANEURS “FaUnAL” anansaavieumLEUTuS
seinamady “Aur1annn” AU “anuduiies
youwnu” Iolumatoudsm Tasnnslduasiiiu
Auilanasiafionansdaaududou A
Raeden uazanulilwihies i duluusunves

Sesweunnuuazauiidunodeluiuid ns
THuaauuu low key finuunisasnsanuiinuag
Wilude Jeaansaldiiieasvioufisanuidn
yaan1suUanuenuazauliidiiusenineny
Aradafuguvuluesvounnu auiind
AsoUAguiNLTidIUlvguesaneadefiinisiau
sesmgnuesinduauuenvielilvdumilsves
daen nsdauaatuiviligunsandsannuing
dunazaulsinsiusuiidnazasausisiniens
wWlnydloneneulsusadnfuiinludes
N159RLEN low key S3a1unsnasNouda
Anudanduuazanuldaunaniadiunasening
AusinssaAugi e luslosweuniy anuila
Lazlnfunaguiiazasioanuiidfyenade
fensgnnaduiemsgnuesinu analsivindien
fdeousgluilosenagniiauesumslduasiiny
NSWUMENNILEMAZI I bisumsevings
aulilyfsssufienaiintuluauduius
seinsAuaRfUALTBddy

dsuausisiifendesgluiios
vounnu AnuliudueuwazAaundiotadu
Usvaunsoifidoaundaludinuses i nslduas
low key annsnaziouauddnmanildlnens
ahaussemafigiiunaznndy fegratu s
THuasiivesasluainfinusisdadeundyiu

<

anunsaiflifueeviegnanay enavilsium
SAnfsrnunadulazanundrfiausiiewinaids
wdgludes Wowauunueafazgniiauedn
Juiuiindulugennudndusaseududou
Favhliaudnsdndomensudlawas s
mslduas low key Hreadaussennmaiandu
Tngianzluaniufennuduiusfidudou
sENINAuA1IITULTUEes n1sldeuas
Aauiiavilideuidntsniududauves
aonunIsalazAITTNeTiausId e NGy
Tumnameneufanfudiumilmesdnludes

o

1 dlugrumeunisaneyin Faanunsaaiuiedu
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ABUNITANYVNAINYUNSITDI “Doundu” tesall
2.1 TunpunauN15a18911 (Pre-produc-
tion) TUMBUTLTUNITHSHLULAZINLAUNTS

dneviierliiuaeviasinmiignatueenyn

auysaivian  ddAgydmiudasnsassanans
szheadenlinngamuiedemdululs Ae dn
Wwaina (cast) wazan ey (location)
nsAnLdentnuaEny (casting) AoN1TATINUA
WARINENNNTORAAIAINUNU M SR aY
wazdlauaunTanIeiunskansvin iyl
ANNWBLATID Ul IR UNUIMTUN N UAS
(M@ 1AYing, 2555, U.30)
lunmeunsisod” dauniy” dfasas
VAN 2 61 B Lan MiN1Ia1 18 27 - 321U uay
du anvnieaun e1guseinu 20 - 23 U |
asvassAliisn1sAmdentinuanmaleuuy e
MaUszauludiaamasdunluvounnu el
v Y Ao v & dAa a % e
tnsesimaalunitesluniinaliaeuaans lag
nsangadunNunigaseassAlafneenu1ain
UNAMEURSTANYTINAT \Wesangas1eassadl
ANNFUUSSURATUAEMAY “Eaidnda” e
Suauaulavazlasuausiuiiedud wenain
gj ¥ Y v (3% VYad a % A L
Ui asiassAddldizidamsdnidontinuans
TuufivauwAy lieAUMALNIZINSUUNIIMA
ARIAUNIALLVLEANTIER 989T5N15U 1R
galyliinuansimungegangasisassalade
vty augavnedasvassaninlaindilesey
=i & s o o « Y
Mpgiduiinesaneuilimases “Usal” fe
fiu lagaesynresawarnaonliivrseuduin
wansd159 Faum @n Asuunley Aunesduns
Uadwerln vngln anauns Yelefogrmilaves
0 dyd a o = Y Y
Unuansruilfe willdndeanisualndifesiv
A1Tl8aN13NAY0IAIALATANINUIIINUY ALY
Fuwn auU.am dudnuansemaaiu faseassa
Igunanmeuadeviuaanuaz undafaldaln
9 s « a N = ¢
funmeunsises “Usdl” Inedundnyiwnng
FUUN 3 vesuvnIne devounnu lauuaanaas
Iundazasaunu uidas1eassaiuinend

ANNANLNTALAZIASNNTAR AN USTTUYIR NA
a8 Yaal & = P
IMNNITNSHAaRMaekUU NaglAdanviu
ANATAT UTEAUNa 11a0duAaRdnaT wazfly
Aavds fadeassAdendulaneuun B lrinu
adn1 Yseauna Tuvhenudnle wazinsuudn
1 LY dl' ?.j 2% & &) v a
duiavasUsEnaUdu  tu fasnassAnldiage
dnegeiuUIEaINIY wazlaunLanagnan
ABINS
[y A o . <
N13RME@NIUN18911 (location) LU
ATENT IR AUMNADUNTFBAARBINULTBIT
Y I = v
waziunzauazldduannlunmeuns siufadaa
LDBUILABNITANYVINNINYUATNINITLAUNIG
n139198UnTala 189111619 9 wazUsendasu
Jszaa (117ua LAYLAG), 2555, U.24) Feanu
ANV NANVRIN NEUNSISDY “DouUndu” Afe
Tugursduns uanantuidadlunsdiuiiansyin
luunmingrdeveunny gafrassaldnisly
d519auianeynasanaife aanundulunan
) a A A °
nansiukazlunaInanemu eagiuusenau
NNINKUNTINNTENEYN LiteauANTadeu
VEEITUNIULATUIFUANUAIUUADANY SIUNY
a A a a & v oa o & dd
139904 9 N9193AnTU Tofogrsvdlsunidu
a o @A | a [ [y L]
annufnngyinife waazfldvialnaduuindn
o v v | M 1 a v a
nagnenoIenld@uRiIuNg wazauise
Tnarlvuaulaannisdnuwaz 1193909619
& o A | ° = o g v
5 aunsdaliensaneyiuaz dunsitlinm
Neanugiaudikazlanunagog1eny

asneassabaguunty

2.2 $u meusEmrinesmsenesh (Produc-
tion) mmﬁﬁzgﬁuaa%u’umauixwmdwwhﬁami
vhlrFessnieglugunisussenesmedasislu
unameunsidugusssu lagriunisiidunis
WEARY NITEIBAIN N1FIALEN N1TTUNNLEES N5
dn anlimnzanfunmislivesiadeassd
Tnenmeunsies “dounau” lusumousyuing
Msmevi fasrsassdvimiiludumis “¢
ffunmeuasuarlusiawes” Sauenanazdes
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Ay Msuansdd Has1eassadesnuaunIm
shuan i uae des e lnduldlufiened
fnundie Tasanizauialenssudisuain
(setting) wazgunsniusznauain(prop) 9
n3muANiFeImsiauanitolilfdadiuuas
dwsudenamuneegnafifaisassalddould
Tuunnmeuns
nsmeneanwlulsazden(shot) ves
ameuasieuddylunsiornunue wan
ANLEEULAZADAAADINUNITINDIAUTZNDU
Anuazn1sIanas lnegadeassalaiion
Snsndunn (Aspect ratio) \lu 2.35 : 1 3ol
38n1 cinema scope fidnwaisdifianueing
LUAUBUIINATIININEUATUNR Fadasidiunim
aanaavilalendliassassaaunsadnesd
Usznounmldinntu imszasiitududadiv
Jusnluoadiuusseniaseutns videgialy
nseuUNN Faaetnevhlianansaiuléinadeves
dedluSesfifiBvdnasonisuanteentesiayas
venaniinstuiindewaserhinansuse
gunsainsgiu sislulasTriuuagiadostiudin
G delidssiituiin auda vildanunsafu
U5381N1AkAz R SUAllUATAYD NN 1DE19A
fign Liledssionnng (footage) Tilsupsnneuns
lugdunaumssinde Hldamnmian

2.3 U peundsnisanerih (Post-pro-
duction) Wutumeuiivhldnineunsiigen
Favuafianuauysaiiannuadesiiniauoon
A8FaeN VR BLLAaT AN TV INRAR Y
Fessedesiaiilouaziensualsiunuiy
4519853ARBINNT (1N93UA LANS, 2555, 14.25)
Funeundinsneriuszneuse 2 Tunou Ao
nsfnRenINeuns (editing) waznauLdes
AMBUAS (sound mixing)

nmsfinsen meuns (editing)  1un1s
BeuSesnmuazidsadiovhliAnanuseiiies
szmnsdonsieden arnfeainuiamgnisalse

wnn15al Padanadon1sFeaunmiewazai
p1sualsaulvdugvy lasaineunsises
“gauniu” [WunmeunsuuInsi Jaseassa
FIANUATINLVBIVDINNYURT AT ) A1
UL A NEUAS N991NNISENEVNT
Wiun1snseyvesinkanded1sazden Tun1ssin
| o v [ 1 1 a a
safnanunmlukstanuunIUnfaziUasu
TWgdendaly wWieliduures q Suidoeyauas
FUFUUTTENNFVDIN TNLALLEE
MSHaNESIN WEUAS (sound mixing)
= ° v a | a |
Aa Msvilidessng o NUsnglussazainves
AMNYURSTAMUNUZ AL ABAAADINUDITUAIVDY
Soarlidadenuidnvesvy Wy nsviili
LVHSEAUNUNIUTENDULAEIAUAS WATLAEIUTTUNNA
AeluaINniaveInIneunsinNLadIfii 3o
naunduaugyulasdnazan n1snaundes
AMNYUATIUNNEUASISBY “Yaundu” dusnain
a Ao U e ! Y 2o
degussennianinistuinluazanenwas Nea
A a A a ) oA Y vee
fidesUsznoudu q wuiin lutuneuiiiialvsan
P o & a
DIUTTEINITIUENUAIAY waEANULWUAYILNAI
ANBALALIATIVBINIALATAIY WBNIINUULAT §
¥ 6§ tdl v a 1
asassanalanazltnunsusenau (score) launn
A 6 v ad o ¢ v a
wisliilvinunsgtonsual guasnnifiuluauan
NoUANNISHarANLaulaluNeuaS Tz
Tanunsusenaumnizlur9aidesnistiueisual
NdAresazasiuuINYNGY Wy Henld
« @ a v A |
wias “ldu” vosnuiSen M9es Wiatauen
feaniziidavasnsaeamamnuausn denld
wiae “Widuauisus” vesdalluguau wWiaus
vani vsunluEestuisnivanmasiunses
Tiglvgjilalasuilsnugulvitng wiaudnseds
Gonldwas “iNeauRnNIL” VoIRAUNIBIN
° 2 A A ° P Y Y o o

nsglautiungy AevztdmndudlidnfBuves
a v & a vy Yy a °
oe suuunasuivlvduuladeAnuaziiu
Usuldiuislugisiiansniselladn-19 whungn
AEWNTYULALLDNINARDIDTINVD AR AL

ASUNAUDAINYURNS
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AMNEUASIFos “dounau” wislulionwdngude “Srichan, In The Mood For Love” 1fu
Ameunsiifiauen 62 wiit lay fadnassaldvhnisiiunmidusiazdisiaivesnimeunsuni
U MNEIRULAIYBATEY Aadalull

A 1 Wakesdaslalicu ISAN CREATIVE
FESTIVAL 2022 wfAn1adanuas9assn 2565

AN 2 : anugelalivdlgauilinisatduayu
JUUsEINUlUNISHARAINEURNS WALTIUTA
WANTA

AN 32 LN PenUNERuLaUnBUm Tulaguy
@ewnuanewseiieurian 18:00 u. 109y

AN 4 : MAIINAUUDY FINWVNUSEINAD BU
UBIDBNUBNNTIANBIYNTIUDU IUNTUNE
PR INYALIY

AN 5 awdanueteenluuenutineing wag
@ N IS A a6 a a
wWinnfeud Aenmeuaisdussusulag &
AuUasuLUasmannvats uieiufgasu u1eiu
Aiunelumeyssavuiioanuiguyuisanios
en1siles Uaeasafiiunsnseyinfisuusene
Usznyuvoadmingisy vieeisiiiiuanuseu
lounsgviriugau
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10

AT 6 ¢ amasAu LE@nfagiiumniu

niledold play boy M aeegldnnusulag
‘Uy Y

Jady Auduvespuneuniniesi wwdudinile

viesdmndu
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Abstract

This creative research article aims to:
(1) To integrate knowledge of communication
arts into academic services in designing
products to promote the vitality of the Tao
De Xin Si Elderly Club to generate enhance
income from community capital by studying
and collecting community capital data and
wisdom that can be used to create and add
value to community products based on the
lifestyle of the elderly. (2) Find cultural
identity from community capital that can be
applied to develop new products, support
community development, develop areas to
promote local wisdom products, promote
the potential of local communities, leading
to the creation of a stable social foundation.
And (3) To create learning, collaboration,
develop cooperation between Siam University,
the community and coordinate with all
relevant agencies and promote self-reliance
from community development and generate
income from selling products of Tao De Xin
Si Elderly Club. In addition, the study of
community product development processes
is being conducted to expand sales and
marketing opportunities.

Researchers found that embroidery
of the Mon shoulder cloth also provides a
guideline for further development of the
knowledge of Mon shoulder cloth embroidery
to be used in creating other products as can
be seen from the large number of entrepreneur
groups. The product developed for creative
research is the Siam-Raman Bag. That should
refer the products come from community
capital and can add value, have guarantees,

have a unique identity, and emphasize stories

and ways of life, which will promote the
strength of the elderly in the Tao Te Xin Xi
Club to be stronger and bring more income
to the elderly. The results of the evaluation
of satisfaction with the results of the “Ra-
man-Siam” bag product were most satisfac-
tory (average = 4.26). It was found that the
level of satisfaction in the issue of suitability
of style/shape was most satisfactory, with an
average score of 4.56. Next was the issue of
suitability of utility, which was most satisfac-
tory, with an average score of 4.44. And third
was the issue of suitability of pattern/color,
which was most satisfactory, with an average

score of 4.32, respectively.

Keywords: Elderly Power, Product Develop-

ment, Community Capital
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Abstract

This article is a presentation about Politics and Public Relations on Social
Media in the Web 4.0 Era. Its purpose is to present a political perspective, political
parties, consists of elements including articles on the duties of political parties. In
addition, public relations in social media in the Web 4.0 Era, whether it’s web
technology 1.0, web 2.0, web 3.0, until today’s web 4.0. According to the social
conditions that need to change quickly, by driving from information and commu-
nication technology. Continuous learning has become indispensable to all sectors,
especially politics that need to study and understand public relations in order to

understand how it affects the work to be successful in the future.
Keywords : Politics, Public relations, Social media, Web 4.0 Era
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Abstract

Global warming and climate change are contemporary issues that affect
not only Thailand but the entire world. The adoption of renewable energy sourc-
es, such as solar power, plays a crucial role in mitigating the effects of global
warming. Promoting the use of solar energy technologies can have a significant
positive impact on the future of our planet. A study focused on visual aesthetics
and the communication of environmental messages through photography reveals
that employing techniques such as the ‘rule of thirds’ and identifying a ‘“focal point’
enhances the effectiveness of the imagery. By documenting lifestyles in secondary
cities that exemplify sustainable practices, particularly the use of clean energy,
these visual narratives can serve as powerful role models. Such images have the
potential to inspire viewers and provide practical guidelines for adopting similar
practices. Consequently, this approach can influence societal learning behaviors

and contribute to broader environmental awareness and action.

* 919159UT¥INAULFDANTUIATY UMINY1BYITIUALINA



The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

wsetuaale

gnsmansu@ 20 U (w.A. 2561-2580)
Jugnseansnfaduusnvesusenalng anu
Sgossuyauisrwenandnsive daazdouilug
nsUfURielRUszimalneussaidesiad
“Uszialnedirnusiung e Ssdu iudseine
WAULAD A28NITHAIUINNURSNUTYYIVD
wswghaneiiies” Tnefiussinugnseanivifily
Fusng 9 6 Usziiu suldun 1) anseansyf
sumnusiung 2) gnsAansyAsuAnTais
ANHANNTAlUNTHITY 3) gnsAansyIRaIu
nsRaLILazIEsIas AN NS HEINTUY Y
4) gnsA1ansyIfaIunITasIalenIauaraAIy
LELDNIANIEIAN 5) ENTANERSYIRAIUNTAT
nsiulnuunuAm@iaidulinsiudaandon
LAy 6) gnsransyIAnIuNITUSUaLnaLAL
faunszuunsuImsdanisniads Felsuifud

a

Adeuliauaulafesui 5) ensenansininu

nsasmaiulavununniiniilulinsiud

winaed nedidvanenisiauNdagive by

o
'
=

gnsussqulimunenisiaunidduluynda
Humasidunmsuuiugunisduladauiu T
Tanidumansugio dunaden uazaun M
Tnefusgitusislunatamianadunisadng
msiiulnegedstuuuderuiiduiingoanina
91Me uazmsduaiundsnuiuingsods
wndon (Uszna o9 gnsandend (n.a. 2561
- 2580), 2561) faunsidonlindanuiidufing
sodauanden avdwmalinslidinduiinanm
LardsHaRoIATYgRTe A TINTas AL NUgIY
Uuey1 LAsygnaneLies

Fatlpssnaena 1 ldusugmsmansyd
20 U Bsmmiaesdnsituaioviednamania
Jwe3etrevesdnnnisiuiinaaiansain
uvAnedeussmandanisuansdnssanis

v
U X

ANYUATUIUNTIRLINIT 10 T iaillud 2567 1a
IATNTIANITAINABUIUIV IR UIITD “Global
Warming and Climate Action (@n11glansau

LLagmsLUﬁauLLﬂaqqﬁmmﬂ)” o vefal
FuUsTTILAIN FIMAITUAT SEManeTudl 23-25
WweY 2567

Tuhuiiilansandaifunmsidsuwlas
sundanuuazdanadeslunainvatesuiuy
Uszﬂauﬁ’ujwLé‘?’?aLWS@Waa%aLﬂuw%’wmmﬁﬁagJ
pg19din wavaniiluldd Womdiindes
vualunlan fewniuauywer iz
AnAunaziautnaluladuazuinnssulu o un
iesesduilymnisviauAaund ey uazdmils
Puywdvlufieniuie ndanunaun Taewis
Tundsnunaunuiideoindundanuazen uay
finansenuseTinuaznindauuyveiosiian fe
WEINUINUAIDITRS (U3EN tufuiua tnes
Fwmane v (unww), 2566) Jaqtiurlandes
Lm%ayﬁ‘u{]zyméfmwé’muﬁqmmﬂdﬂuaﬁmmﬂ
Suieunananudesnislimdsnunagsan
wé’mw’??aLwaﬁﬁmiﬂ%’uéﬁa&ﬂmzé’uqaa&hq
owlos nansznuitddey fe AnusunmIeiiy
N5IAMINE Y UaTHANSENUADAWINEDY AU
WinUsngn1salisaunszan (Green House Ef-
fects) ﬁdawam’amsmﬁ'auwaqamwgﬁmmm
Tonegneguuss dsu wendladymiandn 3
IaduuiAnlunisdaasunagatuayulidniglyd
wEsumyudsutunindy wundsnuuas
017ing 1HundsnunauyussLnyvyudeuiild
wanAntulvlldausssued Wundeaud
ave1n UsiAannuadfiv uazidundsauiid
dnonmgs 1Wuunamdanuvyudeudilineli
\Anuafiviedwindey (Green & Clean Eneray)
Snvadianunsatun e ddiifununiu
(AuANNS I UNAUNUG YL TULsUsTWALNY,
udd)

Jagtunsldmaluladvaealvl LED

o w

AMaalasuaudeuiuTuageuin 1Weea1nd

a

Fofvaneusens loun nshikasadnegs oy
ASITaUNEILIU Uaeainusaueanunuey 1

o v A

ninun washdrdyfeldndssutos dadu



M5UTERIIMINUIBRasUaNassAnlimeamansassi 14

wiawanviliviaanln LED aunsavieusiudu
waINSIUkaI indlaagnaliuseansain nns
Tovaaalul LED agnawnsvaeludninuie ety
Y A & | v o~
Nundipuiiosvinuu wu eyt useu 81a1s
d11dnau wselnauy wAgansOUAGUDIFIAY
yuunele i dunraviau eI ssuf
= ' & Ad
WaunaILYLed Ineengluiiuniilnasin
AU YUarEINUANISIE el W
vunoegs visetunytuidseglulie nsldl
ADIAININSUNF I UALD1ABY1INTIITULES
a fd & a a ~ a
219ng N TuUMBaDN VNN EY WeaNndaNY
UseNIALALLNUILAINSUNITAITITIALUY
wiswgnanawies luauvenslindanu vaen
W LED fiusgansnlunisidwdsnuininviass
Inhuusdy TneanunsalikasaindluszauLfeiu
PI9ANI TUYUEN NS IULBYNIN FIT1an
AMsznsiandsukazana liinasldag1sunn
YpNANLNSUaREANNSAURRNUNLRYEIuAn
Aslandanuluszuulsvainia dadulselevil
Inganzluaningiionniaiou Asiunisdaesy
wazatuayunslivaantn LED Liiieausiazaiey
annsnasUkazA e lusTaze1d WA
< 1 a E2 % 1 = a a
WuNsawasun1sionasauagnaiuseansaiw
wazdaguludeny IneanzlugaiinisShuiids
WINdsUkarAITaRNITUaRs AT aUNSZANY
dennaundsinaudd nisldvasalil LED
WAENINANNATUAUNS UL TIngRUTUNIg
& a = & 1 a o Y
deniwmuzauwasiJulseluviag1989d1usu
NNNAFIUVRIFIAY
ANSASNATIANINENYA LN NNEI9NL

[
g '

TNNYNINVBININEBLDY KAAIININNG
v o A ¢ =
auauvEngludin iy Aldussdusenaud
drAnyiliglasurunmiinanudseivla uae
ATEVUNDIAAIMINANUINEVRININTY Uay
ansailunuveglmiangAnssudsuiuy
N’ | Adag vy i °

vsoLukuUag 19N LTRYIA A8 WINI

1 a wa = a b

eI a1 lUUURA N gunisseuinig
d9Aw (Social Learning Theory) ¥83 Albert

Bandura (8140411 Cherry, 2022) lausuugi1n1s
dunanaznisasishuudassdiunumdiAglu
nMIBeuigAuEeuiesluazyily nguives
Bandura LHusnnninnisiussnmaBeuidaiu
nasnanUszaunsallnenseiudannden ns
Soudaunsaifeduldlasnsdanamgfinsumes
r;g’edj"u Bandura a5unglumnilsds Social Learning
Theory Tl 1977 ImgAnssuvesuywddiulvg
BEUINNNTFLNAHIUNTATIUUUTIRDY 21N
msdunagduazyiliAnuuandmginsalvsl
q \Antuegsls Tasn1sSeudvnadeauanngn
vinlaainnisatduayuves 3 dudulaun
woinssy, Yadedudannden uasladudu
WuANS, 1510, Uardnuaen 1IN wa e
Fadumanmdrefiiuuuuogmnaniudnde
AIUNUIENAUNTEE FIUTIAINIINVDY
ameenenen v ligvalauseany wasiie
wsetumalalumsideuluunmaenan devda
HastangANTINNISEUIVR AL

AWM 1 urudanguinisiseuiniedea
wn: (e

MEWIARINATIEATETIANANUT U
Jumalalunisdiiauenaduaseassanie
amaneifiodunuuegaduireyuyulunslily
awadiiiotfuwnamssuazeiniiunein
555018 lngAanisvinvganansavinlviguudsu
WasungAngsy sentuanuiivesnuondy
Fananuadisassnmenesana seinnsaing
ﬁﬁwamuﬁagﬂumamwzL’Jm'ﬂ W.A. 2566



130

The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

ATA39EITANAIY
ANNTOLUINITAS NATIARAUNINENE
soniu 3 Fumouldun
1. Fumpudeunsatann
2. SupeunsEEAmN
3. JupounIn1sEnenTw

1. SumsuraunsaEnTW
Fupeuifutuneurenisinuduni
ydeyariiotunnsunulignisaienin g
Uszneudienismituiishegsunisiiaus
ANANY SIUDINANNIDIDIUNITAEAINULAE
nudeng o wielflunsdeniwiiazagiiousm
sosesaduarsdeanuldiiian ludunout §
adnassrafosiansanuazidonaaudiimunz
aufiorennlaedddedlatonng o Wy was
5ITUYNR BIAUTTNBUNINGITUIIA WT089A
Usznevaandnenssuiivauls uenaniidades
Anwnadansanenmivansauudaiunisal
uazgunsaiifoy iielrldnmitinuningaan
arunrsasreaudseivlanagyunn §
a¥eassAlafnuietasdiusynauningusing
liesduFeswesn Wy ssumu @ aun s
FansesAUseneundaUsmantunsuiuile
adremnuthaulalifunmdu esddsznoud

o w

danlunisasrannudsesiulad lown n1sanang

o

geaulalunin nsldiduihanen nsasnessuy

a

a P A Yoy Al )
ARANUAN NMSLENITENVUZ AN LATA1TINING
vavainglunmlvidanuauna wenaini g
A5719855ATIADIANTIDINTS Y WEILAL LI DL
fAwazAuanlAtunW wwaidAguavidu
& Aaa o I3 a
NUFIUNANANTUN1TININNDIAYTENOUNINAD
ngaudu (Rule of Thirds) Fulungidiese
nslduazanansavilin ngRvy ey wazi
aulaunndedu

£ % [ % a" @ % ¥
wann133neInguandugetiulile
naansAAkazlidudousanisvinanunlatuag
nillanungaudin nsldnganundiumAanisin

119799 uaL 09AUTENBUNANVBININTHUI937N
nanm fawidnsneiagriegeaulalinans
awiuvhlinRsgaanesldann usfvhlsign
\Jouazylenndenisinesiusenoudu § flay
dandreasuFossilunm Genugu viaild
way 3591 WResiusyaana, 2558)

NANEIUAKINIINITINDIAUTENOY
awiutssunmesniduanudiu fauuiueuuas
wuis fetudedl 9 dosndoudunians 9 uuay
QdeTaviIn 4 90 AANguET MITeTUTsees
Usgnaunanzegaaulanuduniss azldesd
Usgnoun ity vinlnmdraulasnngadu
wunseenmaenld Weramenliilifigadnge
Taganilslu 4 9d azsilFnmildreoonund
aunaiitiadlaiinnit nsermenliingding
NANAMN

Al 2 msldesinnungaudan
fian: https://digital-photography-school.

com/rule-of-thirds/



M5UTERIIMINUIBRasUaNassAnlimeamansassi 14

131

<

FIBEIIIUNTANEAINNSERAATAN N
A5 WAUVD U B UULEUUBUA UL U3D
Auans e linnilmuuiaulanungaiuaiu

At 3 mslidununganudu
fan: https://photofocus.com/photography/

composition-the-rule-of-thirds/

Mellngaudiudmungsauianisuus

Nunnelunmeanidu 3 du weardunislanin
fanuaulavazlide

A9 4 MsuvsnmSuanudiu
fan: https://www.youtube.com/
watch?v=72VyNjKSrOM

uonlloanudnnsinagesAUsznay
fdndnyegnanganudnui msairegaaladis
wuumMeIsNsassruLlanien (Isolation) A
firnudddustsdaiielsifgaimdnlalei
fhdndavesamdugelnia (Focal Point) vie
waulafilaniu nsairsanuutanuenlus
wuuilanainnateislaenisasisesnusznau
amiuUanueniBunslisusne sunssiiumneing

MU vsensldaRsaty fazsilfadile
Iuihdndladogauresnm fadunisadie
anuwdanueniazteimnanudlaiohides
ffdneamdesnsazdeaseinugaisiuvesnwle
(Cielsan, 2019)

NN 5 ANSEEAMN N Isolation

fisn: Gocchin www.lomography.com/

Tunisaseassan naeMduwuuagi
Tunsldndaududuinssadainasuiiadd
Ao ~ & X 4 < | o v a =
Figworietu nsvnuiilududdgyss Tud
2566 ANsaBRgIwsUsEmalng mnn.) 1ad
nsnseRunITieneInnelulseinenie
1ASINTS “365 TU UHATSENYNLBITR9” AN
Tauanley “auiuiiniedlne” Aunssuavias
a A | P '
WIEI199589 WIUNTSAY Soft Power U89usay
giinanndugene Tunisnseduliinnisvies
~ A v a P
wennglusene Weliinnisnszanesiels
Tugyuu Tagludae 9 Weauwsn (unsiay -
Augneu) ve9l 2566 dnisvisaneiniglu
Usenaiudu tneanizludlossed 55 39min 4
Y a a | a P P
InviasigIvnnedumaviaafiends 73.32 a1y
AU-ASI WNLTY 34.47% a51957819n31 169,608
AUV LINTY 38.86% (Sgunalne, 2566) e
Jumsnunlosseslun1sassassannane
PR | Y o A& a | a
vioLluwuuagglunisianasunlulnsnods

P A acaa o & v a
WInGeULNDTNTIANG JuTUNIINTTAUATYSNA

a DR a a X P
Yaaiesadlridnvionie LT le

o Y = = a

Faninurudunialuiioaseamniania
wilovastlnefigaulumening1nIniesssuys,



The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

NINYINTNITTAUSTIN LAZLANZEINTUNITNDY
Jienuwuurihinszerena (longstay) mafiesAnis
viosifiaalan World Tourism Organization
(UNWTO) (819519bu Ueudim dnenseansney, 2562)
Iefinsimunguuuunsvieaiion 3 suuuuvdn
oA (1) gUnvumsvieaitedluuvasssuni
(Natural Based Tourism) (2) Uuuunnsvisaiiien
Tuunaadmusssu (Cultural Based Tourism) Lag
(3) sUnvunsvesiierluainuaulefivey
(Special Interest Tourism) 6'zzj!\'iLL(Eiazg‘Ul,l:U‘U
ansnsoaguléced

(1) sUnuumsvisaialuuvasssLTR
(Natural Based Tourism) léuAnsvieadieslu
wiaesssuvRlidnasdudeing Wadnanig
NEa WIsTAINYT WUNEAT 1TIA19IAERS
D

(2) juvumsvisaienluuvasinmsssy
(Cultural Based Tourism) Usznaumieni1svias
iendaseihmans malusiaed nsvieadien
PUNUWIUTTINLATUTLNE]

(3) sUnvunsveaiisdluniuaule
Ay (Special Interest Tourism) dulannig
vioufondegunmiiednwgunmnigla ng
vieufiendaiaufnuuazmaun nsvieuiien
defnwinguundniug  msvieadieandaiinns
Vieadiewuuragfesiudinisvieadiauuleu
awd vhsslaws wavmsviesfisauuurintnsses
&7 (longstay)

o Sormhudafudlessesdamny
uimsuituilunsadeassdamanefiduwuy
sgnslumslindnusuduinsredunndewdie
WFInaies laglaniznytiiuaztdy duang
w1 Snneveinde Huldinduunasuyud
nzENLAnseufieaneauUszanaiy
asRmsvieniielanilaimunliae Sfeuiia
Feduduurassssumavunalve Ussnsdiu
TnayinnIsinyns Tnoduiudiausssuvas
s 91day Beismnd duinduamest soi

I a aa dy ¥ [ ¥ (3 a
dal wariBnssudsadn Judu (asdnsusms
dumuanIngy, 2566) MI9tUsErInTngluNui
falavinislevawdifusuauann Welitnvies

A A Yo W A =
Wienndanuaulalaiitdnuazsiufanssudng
WFINYUVUANUTVY 1 ATUFRAINBL N
MILIANARINATINAT AT IARAUT g
nijUnuazdu duanang) Suneveinie Janin

YU WBAIAN

2. YUABUNITANEAIN
TudumauiidunisasiuiitoAunin
TAaNIUsEIANAINUANNSHAE NGNS o Tu
TUADUVBINITINUHULATEUNTEENIN 1AEE
afsassAlaluinddlanamduriants Tungdnu
dxtu duanang) 91NaUBINED TWIAUIU LiND
a Ya o aa A o P P
Seutdinvesauluguyuiiedunsienisle
FAnusrariulunisinanssuang o vesauluy
YUY wudwmiwqmmﬁmwL?Juag'mamiﬁﬂ
I [y} [ I ) ) al o
wnensidunan luinagdunisvinls vhun dnnsin
D1IMSHAPNAIINNITINWASNAURANL LS LULkan
Wasunmeluguruvesnues uasiianudueg
pgeUsendn ilitinuseanfudianuavauie
< d,‘, a [} 1 o d’lj
Wuituilimungiunisegdeideuuiiugiuiuy
a a o & ] ' a
wisughanaiies Tunaimaussiluginanii
Reuasuinn inswinuwsiasnaatiuegnszanesi
pon velnaniu Judiisadesuiasineseg
[ Al <@ v v ] [
Wuiau @unsauiuaivunesinlaagnatnau
WisEkasaInlngsauiiieataedn ladlwniy
AUUAEITITUY DNVTIUNNUN IRELRNIZULRN 69
Lifauuannmianis Wuilssauunv1ntiugiy
flofuadreluun vntufieduuneegeiadied
dnendemenisugnnsevieuniaiieniedan
a 1 & = & A < o
PN19555UB AU FaNuRlngsauLduluale
a a oA Y A P
AMNWLIT waviuRefuliinsesdu 9 Ml
Nunfvelnarnuasiliaesdlninly asly
TIP3 sfiAeut19911n nN15E15INUIIU
X da ' ¢ & | Y]
pangNundn s ilwawad Jusnaandsaulu
nstodndalniy Tudedusuauy nadu



M5UTERIIMINUIBRasUaNassAnlimeamansassi 14

NaNUR vseU uRnedes1e 9 uaglagdiu
wn Tawadgnuisnldiulndesadnaiidu LED
Wiy LED Hufnlwifos uilfensadieann ns
s Tingmaoniieiu fanunsoasouas
arhaldiadiu

msmenmil dasassdindeya q
flaglutunoudeunisdionmiazandi ity
P8R dueAnNuilunuN1TInesRUsEnay
Aty Hudsiinnenmdedinduegnsaihiae
uAndunnudsingylaglunisoenmisas
A lddeauntdsAninaglinquijerls oed
Usgnounimuuulvu Aundriiagoanunds
FurRaamestnenin Tuwiazaniudinelus
vyt fassassdlanenmlivaeiui Tl
uiasullddeliussanm 5 uunimdeadhe
ANNYAINTANY WiLaUIINTIeA M
Lilfinannssenmifissadufies msdheam
somndl finanmazyhmsmelagliauninle
q een eUsslemiretunouveinisidonamn
wffadsassAdenmluuiaziuiiounelausy
Aradanisarenniiiiuanduas Tlden

[as]

o o Y1

asassannanglasnnTuegreditduddny dane
ANTINYATUABUVDINTEEATNLNBLTE U
nousaly

3. JunDUNAINITENN N
Mndunoumstienm faireassdld
A JaGunsdndenniw Tnsusas
anufazdalivdeifios 1-3 yanfiovhnisaniss
UsuusanmeevidluFesauas A wn el
AwesnandiA LN wazitionn
Tnsmsuiulsnmeedifunisanudafiondn
tosilelifjuulsifiufaannanuduaiadl
dadounniian ndsanduisdadonnind
ansadenamneuazdunuueeslunsly

[

NS UM TUTnssoALINARUNDIDTINNBLNES
Pl 19a55AAARLEBNAINEBNLI 2 AW 21N
2

U
¥

NunnanusauauakuIAnsInaIla

NAITUES19E55A
Anusnidunisanevhdnuinedeves
avluituil Wumsasioudaanuiis msvisaiien
Tuwvaeiausssy (Cultural Based Tourism) 984
auilessetegadwminuiu Snadianunsaidy
Nuildinvieadienldvininuuulevawnd dmdu
msviesiieluauadlafivas (Special Interest
Tourism) #agléizouinslidinuuuneiiios
wieuFoudiaussan ndnetundaiiduty
wang Tassadrstnuvhannled wilavindaeldllsany
WAEVAIAILIN G'Tfa@mﬂmauaﬂué’ahﬂﬂziﬁwu
vosnuilgiug udaranhadlvegnssichunded
finslilednwadidn o 2 wiu eduunas
wudmsulndesainemelutu defeui
Siludiesiithigtumsfadilsaeaduumdann
maslasuanufen wsgasnsausendalnly
Pranaaiuld wavanunsaiundsnuanldlnly
grumAuldBn uavdfinaluanwaduundaan
anunsauszudamlnlulandniu fednuiiuse
o (today bizview, 2566) fatuila il
awihuruuniiileanwadinegiivdn oz
anunsavhlidndaduluilesiing i dulan
(Solar cell roof) saufuAsdutuyuun vl
Juuazanunsanseniinladaiddinnefios 7

17

a1feauUsEndnsiensldlaaend saudey
asvassAlalinisdnesrussnaumengauaIu
(Rule of Thirds) Inensuusnmduanuan du
vudhwiesih dunarsdadugeaula fvuali
Husihu Fadudeyavdnueaniw uazdruans
Huity fensinesdussnaudanann shlvi
wiudngudn (subject) lddnaunaslanuiies
we TiferuLUanuen (Isolate) lagunalen
wadtu fsuadusnedefiduiindeuiiui
Noguumdani aflaaumnsinseesdnauiy
Fanyandanngusnesssundfiinunainluain
anmnsovhlifaunnldandaiaion uazdes
smfintunieldnwitluaouiidudini
yosnuluruundiaathumuiansssuviesiu i



The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

Fuolaldludeaveansldndrnuansssuwd
LareaReAauAenslddin lunsldlndes
m’waumaLﬁmmmJﬁlwuﬂquﬁmmmmﬁ%u
vehu fssuafwuiun i ueedivisdinding
WasuuUamgAnssunslindanuazenn Aty
IgnsenennUsyauniud SR

AN 6 nAsANTadEsE Solar Cell Roof
;e (Tudin dndinSansie, 2567)

a & | |
Aanaswduninvesantndesaing

2 v v A @ X oA v v
nanaurlnewiusulEdesegfunui fudu
Souvosaulugurud vl devieuladnnuin
X ° U & A a a a A a
W@ UL UNYID WNe IR TNA VS 01T
= g | a |
Wnwas Fadugduuunisvieniedluunas
55519 (Natural Based Tourism)IﬂEJﬁﬁ;ﬂIWﬁJa
HldegiivesduvsetnuiEouantiu wsiqn
daveanduninvesa bndesainaivinun
0l LED waziuldtannaandaanunidie
LEIHUAD LHNILYANTAATNNILLAEINULEN

v

YNUNANNUNTITTUTIR d519AUwUanAANUE

u

wuwiu fasassanmlaldosdanuilunisda
MeoeAUsENaUN eI aNdlIu Tnalaanaen
Inlganaalivuduaudiuiugie vinluamn
Anaraniiaula Snitageuuveaniwdiiduien,
wrsleangad wagl LED Aflgusiadusuada
fifudvdey wosidunss Faduiundaiidusy
sresssurAmludulyl samfsnsunnsiisvesd
vosiafieanidudiniuazddafudifedves
nuwiegedau frenisadisgaaunuui
Wunsadduuulifianuudanuen (solate)
sonaIna s hlvinmBafnanutnaula
VPUNEAINYBININENE
dhumaduiovvssnmne e
TAUANAINGTT AXAINNTOASANUATENN
Anlddsmunuansssuniluiuiidifeniig
anugavanysal Augasuvosnmiiduanlu
dosariafinnndaruuasoniing dedayais
goanelun N TINAuaINNTai ALY
Tndlviduesdasinvesninlaninisienlaldse
sssumAshemsldineluladffiundmdsuan
s35urR Mlddenuiiuuduinanuduraly
uuAnvesRLifiesA e Ui Taiduu
Fosftanlnldesainaannszualifingn Snvs
filvindsmnuussndavesuvuiilidoudoiu
dusunszudlnil wazervagyiliAntsUsue
mwgﬁawaLﬁmmmsﬁm%fuﬁuﬁﬁﬂuﬁﬁmna
wuil Snitadusegned il ddTdin uas
Indsuuuunginssuveaguyuiiesses lWusu
WasungAnssunsdusgvesnuLostunigdl
fufisssumnd lvdosaiadulniinneanise
wad Aanansadenunuianisuenauien iy
yameninsesn el wazdedianuenuni
HomiiouognmlFnmdneddemuiy
Al 6 vdaniwadaius Solar Cell Roof
7un: §iFeu [udin dndwdanse, 2567)

a < ! !
anfgeslunimvesalndesaing
nansruleeuduliiEdeeghuiiug fudi



M5UTERIIMINUIBRasUaNassAnlimeamansassi 14

Fouvesauluyuausuiunily azviouldinfiui
whibngdmduduiivesiiendine vieds
nwas dadusuuuunisvieadiorluunas
535Uv1% (Natural Based Tourism)IﬂEJﬁi}ﬂIWﬁ’ﬁ
flfegfiimosimmiothudeumariy usqn
Wiavasnmdunmvesalndesainediviam
Al LED wazwiuladnisunaandanuninia
wastiufe uwnslvanwadfiiniziieafuian

[

UNANIUNSTINNIR asianuuUanaliiuy
=1 Y v I3 v I3 %
wuliy gassassanmlaliesdauslunisdn
M9oeAUsENaUN eI aNdIu Tnalaanaen
Inlwarwaalivuduauaruniugny vilvnaw
Aneuthaula Snviagaauvesnmilduian,
wrslgawad wazl LED Aflgusiadusunadie
A2 4 A o v o X v A g
NMUUAAEN LAZLEUATY ARAUNURaIIUUGY
| ad & v v P ! a
5195550 1ANJuAuly suden1suananaueed
a < a 0o v w a a
Yaaaioanludiniwasasadudile1ved
NU1RE19TALRY AI8N1TE3199ALAULUUT
Wunisasrassuulviianuwdanuen (solate)
2ONINNNAUNES Yl mSaninautauls
PPTUNILNNNYBINTNEE
drumamuilenmvean ey e
IPFAUNINAINGTT FTALNTRASTNANLATENN
a Ve A & daa aada
ARLADNAIUIILIINTITUY R LUNUN TR 193N
¢ o | A g
ANNgaNaNYsal Augariuvasnniiduanla
dosaiNnIINNATULAITINg Wadayana
#0908 luNINUTINAUEINITAFS19AIUNLNE
Tuilsidveensinveaninlanenisielalase
555U RMENSmMAlUlag NTLaINa9IuN
555UTR v lmdenuiiukainanuduvuly
a Ao & A 1o &
LWIRRUDIgUTUNTIAIATHERLN Tid1Tu
fasfan bldeainsannnseualingn dnv
U § Vee ¢ ) A v A a
galviinfennuusendavesyuvunlisendetu
dusunszudlnil wazervagyinliAntsUsua
a =l o (9] dgll Aa g a
iswgnanaiea iz s uNunlusssuw s
| a & & o | alag vy YA o o
wuil anviadudmegenaligvulatdndrin uaz
Indsuuuungfingsuveaguyuiiesses lUUsu
a a I 1 1 al
Wagunginssunisilusguasnuioatunisd

NuNsssuwf alndesainadulniiuiainlyan
Wad Ad1U1ATIANLNTINEUNULAEITU
NWNYANVDININENET wazdaliAIuaumIL

Wevngeusgnnlin naneiseruiu

A 7 Tnanawn Mountain Light
n: flew (Toudin dndinensne, 2567)

Y vy
v A v

atiia 2 nnlaadennudseiivlalvin
AYUAINAIEITNTAT1@TIAAIINIIUN
mMunw wazduiomuesnmilazanunsavhls
Fusinusatiumals wasiunmiisaestifunuy
0619717 uldFoungAnssuainamene wazi
TuuFuugmgRinssu LT AIINGONYD LD
noeiN1sFeuive Albert Bandura la

GGG LY RGP
MIBMINNINENSAERsYIR 20 U U
(0.7 2561-2580) ileliUszinalneussgidevimg
“Uszinalnedanusiung sfads Gaiu 1 0useme
WAIUILAD A28NITRRUINILNANUSTY1TD9
WiSYNINaMIEY” IN19537195NFIUAUNNTATN
nsiulnuunuandiafiulinsiudannden
Tnefuseidustslunsiamianediunisadig
maviulnegnedsduuudsauiiduinssoaningi
9mA uagnsdaaiundsnuiiduiinssieds
wndon Faluaniumsailanynuszimadiids
UszaunulymnsunuaAauLnaIna sy 39
nsdaasunislondeanuazen nasauwas
oiingfiludnndsnundem duiidundaany



The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

a A9y Y oa X % a
nyudgunldudninvuludlaniusssuyia
Usiannuafie Usenautunisidenidmalulad
Jusiuatewuvasnln LED fevretdunis
Usgndanasnu wingauivasasulviuyudiden
Tongaanulssnniliiedsnnasy

TunsadreassaninaneMdukuuagia
Tunslndsnusuduiinssodawndauiiadn
aa = dyd 2 o a a a vV
Fianaiiosyadddliihuunfanguinisseus
N13d3AL (Social Learning Theory) 284 Albert

o X% v PP
Bandura tivelvigsuninlaliunmiidiainuey
aneauniennlaeldudnnisinesrusenau
MNANUNYEANEIY wazN15a19aliia (Focal
Point) Trwlanmnien15a319mnukuanen
(Isolation) WALNISASIIAIIUIUNIAIUANS
#0a15AUMNYL LU WU BIRNVDINNAILNNS
S | a g a %
assmitunlunisareniduiiesselunydiu

[ [} 1 A a a a

ardu T9ndnuiu Mduan1unvia g

' ::1' & [ <

ATOUARNM VDA NERanu UL uUlinas Ty
sUkuuNsvieugsluumasssued (Natural
Based Tourism), N5Viaatfg b nas Inusssy
(Cultural Based Tourism) waznisviediiealy
AnuaulafiLey (Special Interest Tourism) &4
2 & 4 N o P ] %
Wuiuiguyuddedanuludisainuany
auyIlULIRTINLUUNLTIYS NauKauiuN1TY
Aunalulagvasalindsnunatofingiiveld
! ! ° A =2 v L [
dosainslugnudiAn n1sRAHUATUNITTRRA
UI¥NOUAINAILAINT WY HANNAIUTUNTT
Anwteyasiuninisasiunasaiionideyaiiy
AN sy Azanunsaviigaseassd
wiudangAnssuvesaulugurutiuliog1auiaie
LAEAZANN TN ANTTUSUANNVBIYU YU
devennubiensalvesnnaeeenlugaum
Y9IANTITUL NTATNATIANMAEUT A0
Duwuvegafinlaliiugalanudi

B GREOREGE

AWILN

Judin dndnsensne. 2562. nsasneassaninaglukulfAnnisiuasuwlaseanisviesiiel. 58971

FuilesnImsUsynIvInsuIseuasaas wassan N dmamans A 9.

. 2567. Solar Cell Roof, Mountain Light. in33An1sawaneuuned assit 13

“Global Warming and Climate Action (amadaﬂ%faul,mzmsm%uLLUaaQﬁmmﬂ)”, 23-25

W8 2567, NOARUIMUSTTUWNFUNNUMIUAS.

UsznA 1309 gMsmaniani (.. 2561 - 2580). (2561) $79A997WUAMI. (AU 135 meuil 82 . wih

1-71

DIANITUTMTAIUSUANINGY . 2566. UNUHAIUIEIEU W.A. 2566 — 2570. AT IzRuleuneas

MN9UHY @1nUER DIANISUSITEIUSIUARINAYN.

wnugu vVl lsau Wesivszaana. 2558. Composition A159AIAYIENDUAINSUAISIEATIN.

aa a a 6
lond wSles.

syuueaulall

USEN LUTULUS LNLIBS FANAE 9119 (UAYU). 2566. WANIULAIDITINE UAaINANIUAZEINDINAI

9779¢]. https://www.npsplc.com/th/updates/blog/654. Auduile 14 figuieuy 2567.

amﬁmwé’mmmLLmuﬁﬂgmuLLmﬂizmﬁlmJ (.U.4.), WA umaNe9eg. https://reca.or.th/. @uAu

o 14 Squnegu 2567.



vora 1D Ao o v 3 a ¢ 4 137
ﬂ'ﬁUﬁusqllTU']ﬂ'ﬁ\"l"lu'JﬂEJLLavﬂquﬁiqﬂﬁiﬁﬂwq\iuWlﬂﬂ']ﬁmiﬂiﬁ"/l 14

Sgunale. 2566. lewniguname nvm. segeamudi3e glasanng “365 Yu wiressdifuilesses”.
https://www.thaigov.go.th/news/contents/details/76692?fbclid=IwAR2cMGICm89C6ys
SOgyzIhU3cTsUGSUbJX6JUpbyUT c2NCj9YLpZWnKhgw. duduile 18 ﬁquwu 2567.s

Cherry K. 2022. How Social Learning Theory Works. https://www.verywellmind.com/social-learn
ing-theory-2795074#a-few-applications-for-social-learning-theory. dududle 17 :ﬁqmau
2567.

Cielsan. 2019. The Importance of Subject Isolation in Photography. https://www.lomography.
com/magazine/341521-the-importance-of-subject-isolation-in-photography. retrieved
on 18 June 2024.

today bizview. 2566. Anlva75ivaa uAm LW éﬁ/%}?dZmJ 1‘7652'595”@\7;‘177\7. workpoint today. https://
workpointtoday.com/solar-roof-top/. dudude 18 iguieu 2567




The Future of Advertising in the Digital Age:
from aggressive to conscious persuasion

and in what way Gen Z are attracted to a brand

Anastasiia Sokolova* Peerawat Tan-intaraarj**

Abstract

The approach this article suggests changing all the perspectives which
mass market brands are using right now. Instead of chasing the customer, adapting
to customer behavior, there is an alternative of creating meaningful relations
between the brand and a customer, creating something that bonds us, share com-
mon mission, goals, values in this world. We do not sell the products for the sake
of the profit as a primary goal, but firstly comes pure intention of help, empathy,
building healthy relationships when a customer chooses brand, not when a
company chases for the sake of selling. It is a well-known fact that a one-time
customer is more expensive to hold than owning a loyal customer base. This
approach is the key to maintaining an interested, like-minded customer base who
becomes a close community for the brand. Brands need to start having their own

meaningful ideology and mission.

Keywords: Future of advertising, Gen Z demands, conscious messaging, ethical and

sustainable branding, maturity levels in advertising

As noted by Vespe (Vespe, 1997): “Intrusiveness is a common complaint
of advertising practices that interrupt the goals of consumers in traditional media...”,
meaning that the intentions of a person (watch favorite series, enjoy scenic view
over the highway) disturbed by advertisings in the moment of pleasure and relax-
ation — ads of commodity products in between series or a huge iron billboard in
front of a beautiful sunset. Since 1997 little has changed, there are ads on YouTube,
Spotify if a person doesn’t own premium subscription, metro stations and trains
are filled with variegated posters.

Intrusiveness was considered as a major reason for advertising annoyance
(Bauer, 1968). Advertisers want ads that grab a lot of consumers’ limited attention,

but consumers generally don’t like these kinds of ads and are highly likely to show
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negative attitude towards ads. Negative image
of advertising may be associated with the
company itself (MacKenzie, 1989) and turn
into ad avoidance behavior (Abernethy, 1991).
According to Bauer and Greyser (Bauer, 1968),
there are three types of ad irritation. 1) Ad
content can be perceived “untruthful, exag-
gerated, confusing, or insults the viewer's
intelligence”, 2) badly executed - too long,
large, or loud 3) likely to become annoyed
when there are too many ads or when the
same ad keeps appearing. Therefore, custom-
ers may start to avoid this kind of advertise-
ment. Notably, customers do not specify or
differentiate which ads to avoid, they avoid
ads in general: “avoid an ad upon recognition
of its occurrence, not of specific ad content”
(Cronin, 1992)

Due to technological progress and
the consequent convenience of using devic-
es, especially smartphones, most of our time
during the day (work and leisure), a pattern
of decreasing attention span can be noticed.
Before IT devices strongly settled down in
our daily life, in the 2000s (starting point of
computers, Internet) human attention span
was 12 seconds. However, in 2018 it estimat-
ed 8 seconds, what is less than the attention
span of a goldfish (9 seconds) according to
Subramanian (Subramanian K. R., 2018).
Moreover, closer data to 2024 “Gen Z loses
active attention for ads after just 1.3 sec-
onds...” as Lebow claims (Lebow, 2022)
Does it mean that Gen Z and Alpha lose
concentration like a ‘goldfish’, or learned to
identify in milliseconds what is relevant or
useless to them based on heavy IT devices

exposure? It can be proposed that due to

fast content change on social media (ex. short
vertical videos format), younger generations
have a very developed sense of what they
truly like and dislike. That might be the rea-
son for the reduced attention span, what
sounds as an ADHD trait from a glance, but
in reality, it can be a well-developed skill not
to spend too much time on the information
which is not relevant.

The problem is not in reduced atten-
tion span, but in the same advertising ap-
proach. Companies’ shift from traditional
media to Internet and social media will re-
ceive the same intrusiveness and avoidance
effect from customers if brands do not alter
the advertising strategy they use. As a rule,
when it comes to advertising, companies
follow behavioral patterns of their consumers
(consumer-oriented marketing era). We tend
to call the current marketing era of ‘social
media’ and ‘value-based approach’, missing
out that market is oversaturated with same
products and services (where is value?), and
the same approach of excessive persuasion
of ads used in social media. If the attention
span keeps dropping, then the problem might
not be in fast life tempo, but shallowness
and oversaturation of ads. Everywhere a
person goes, there will be advertising. Broad-
bent's Filter Model of Attention (Broadbent,
1954) proposes that to avoid overwhelming
short-term memory capacity, a filter selec-
tively allows relevant information to pass
through for further processing, while non-rel-
evant information is temporarily held in a
buffer. Usual ordinary ads have something in
common, and this common code Zoomers

and Alpha determine well enough to skip ads
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in their minds. Since Zoomers (and Alpha
later) started to be the major consumers of
brands, we need to find out the true reasons
why ads are not captivating anymore and find

possible solutions.

Concepts, Theories, Related Research

In the report by Bulbshare (Bulbshare,
2022) it is clearly stated that Gen Z 45%
(16-25-year-olds), 34% 26-50 year olds and
21% 51+ year olds, total 600 respondents
with 66.4% female and 33.6% male in the
UK “... are pulling out all the stops to resist
traditional advertising. With the finger of 99%
of customers poised and ready to hit skip,
and 63% of consumers’ browsers bulwarked
with ad blockers, advertising is undergoing a
reckoning”, meaning that more than a half
of the respondents are annoyed and irritated
with advertising, and almost everyone don’t
wish to pay any attention at all. Moreover,
75% feel bombarded with ads and 74% find
it irritating to disturb their personal time.

Coming back to “Product Promotion
in an Era of Shrinking Attention Span” article
by Subramanian (2017), it was stated that
companies took the notice of changing at-
tention span and adapted to it, making ads
shorter and shorter; crafting headlines that
are catchy. For instance, “You won a free

17

song download!” or the e-mail which | have
received earlier “your purchase has been
completed” (to the fact that | haven’t pur-
chased anything), the next sentence was “...
this is how your email would have started if
you had acquired our product.” What brands
& companies are doing nowadays is trying to

capture the public’s attention by no matter

what, increasing already high standards, ex-
pectations, and stimuli of the customers. “...
they are increasingly hungry for something
new. This gives more opportunities to hijack
attention but also that brands need to work
harder to maintain it”, meaning that brands
apply strategy of unconscious customer base
chasing, figuring out new “manipulative”
techniques to retain them.

One of the examples of neutral ad,
with no brand identify and executed by
template, not covering core values of the
brand. Customers cannot identify self with
neutral, patternish brands, emotional bond
doesn’t happen.

Key Characteristics and Psychological
Analysis of Gen Z in terms of Advertising and
purchase behavior (1.1)

Brands represent the benefit\image
in the ads which is beneficial only to them,
or shallow benefit which customers are not
interested in. Modern customers, and espe-
cially Gen Z, don’t have the sense of need,
because they grew up with a wide range of
products up to any taste — what comes from
a life in prosperity, not in post-war or crisis
times of products and services deficiency
how it was for Boomers and Millennials. In
addition, Zoomers are highly intelligent in
psychology and mental health (Cuncic, 2023),
they are aware of psychological tricks which
are used in advertisings. Moreover, as Camp-
bell (Campbell, 2022) states, they are prag-
matic consumers because from an early age
Zoomers are exposed to vast amount of
information, what leads to constant analysis
of the best products among all the supply

across internet. High information flow in
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current digital era (from social media espe-
cially where anyone can log in for free and
start watching global content) from childhood
makes Zoomers ignore unreasonable, irrele-
vant, inconsistent ads, because Gen Z has to
deal with a lot of information throughout the
day from news, educational institutions,
economics, politics, ecology (Zoomers take
responsibility of the world from an early age,
being socially, politically active), they cannot
afford diffusing on what’s irrelevant. Far more
than that, Zoomers are very conscious about
sustainability and ethical consumption
(Campbell, 2022): “...62% of Gen Z prefer to
buy from sustainable brands” and “54% of
Gen Zis willing to spend up to 10% more for
sustainable products” according to Forbes
(Forbes, 2019). Awareness about climate
change, greenhouse effect, ozone layer holes
put responsibility on Gen Z and makes it care
about environment, improve the Earth for
better tomorrow. Mentioning ethical con-
sumption, “..83% of Gen Zers feel that
brands should take a stance on social issues
..” (Merkle, 2022), such as gender neutrality,
LGBTQ+, but only when it is aligned with
brand’s core values. As Francis (T. Francis,
2018) states, Zoomers are well educated and
know how to access information about
brands quickly, form an opinion about a
brand. Around 80% of qualitative research
(conducted by McKinsey and Box1824, a
research agency specializing in consumer
trends) Gen Z respondents in Brazil state that
they don’t wish to purchase anymore from
a brand involved in a scandal, meaning that
trust, claims, overall company’s image is

essential for Zoomers.

Authenticity Trustworthiness connection
(1.2)

Basic and core trends for brands are
well determined by society nowadays — sus-
tainability, diversity, and ethical consider-
ations. However, it happens that companies
claim to follow these values for the sake of
Zoomers’ market share, to gain recognition
from them.

Companies, instead of finding true
self, switching focus to ecological, organic,
meaningful marketing and finding core values
of the own brand try to mask facelessness
according to current trends, or just to use
patterns in advertising — red color for grabbing
attention, 3 seconds need to be the most
memorable and exciting to grab customers
attention etc. Gen Z’s demand in the future
of advertising would be to witness the
ecosystem of the brand, where every single
unit of the whole content system is aligned
with each other, projecting stable, unchangeable,
clear intentions, representing true mission of
the brand: “In a transparent world, younger
consumers don’t distinguish between the
ethics of a brand, the company that owns it,
and its network of partners and suppliers. A
company’s actions must match its ideals, and
those ideals must permeate the entire stake-
holder system (T. Francis, 2018)”. Zoomers,
in the endless flow of various (misleading,
one-sided, concealing) information are
desperate to find the truth, which can be the
only one, establish bonds and trustworthy
relationships (related not only to friends and
partners, but to brands as well) in the era of
loneliness (Bakhtiari, 2023) and achieving

success individually.
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As reported by Merkle (Merkle, 2022),
the Next Generation of Consumer Behaviors
report (Merkle, 2022) surveyed 1000 US con-
sumers and found that only 14% of the
consumers are sure that brands understand
their needs, remember and truly know them.
In addition, “Consumers want ... brands to
convey that same kind of transparency. Hon-
esty, trustworthiness ... are incredibly import-
ant to a relationship where brand and con-
sumer feel aligned”.

Another worth noticing statistic from
Merkle -- only 24% of consumers believe that
micro-influencers and celebrities play an
essential role in influencing their purchasing
decisions. To support the point, the author
of the article conducted a “Qualitative Re-
search on Digital Ads Attitudes among Gen
Z” at Stamford International University, sur-
veying with in-depth interview 6 respondents
from Myanmar (2), Nepal (1), Russia (2), South
Africa (1) (Sokolova, 2024). During the research
there were two opinions about trust in influ-
encers’ ads recommendations. The first one
(3 people) is the trust of influencers and
celebrities which give good recommenda-
tions. However, respondents still reason
before making a purchase, because some-
times opinion leaders may overadvertise and
post a lot about the product - a sign of paid
promotion. There is another group (3 people
as well), who do not trust ads at all until they
perform their own research. The fact of pay-
ment from brand to influencers becomes
well-known in public, that is why people are
more aware and keep this fact in mind (cita-
tion from a key respondent: “Online it’s more

difficult to tell when a business, brand or

product is being genuine with their state-
ments or if they are just trying to manipulate
to make a sale”)

High reach and exposure don’t mean
quality audience. What can replace the
extensive exposure approach is intensive -
building strong dear bonds with a brand, like
a soulmate, friend, or close person. That is
why influencers and celebrities are so pop-
ular among advertisings, because influencers
audience have loyalty, affection, uncondi-
tional love for their personality, individuality.
Advertising nowadays doesn’t understand it,
trying to incorporate soulless video clips,
integrations into influencers content, forget-
ting that a brand needs to have its own
identity and personality, like a human. People
reach out to people, valuing humanity, and
soul.

And, in this context, trust doesn’t
mean only truth, but the true representation
and appearance of the brand to public.

Advertising once used creativity to
unite people and make brands part of the
culture. Nowadays, programmatic ads simply
sell things to individuals, not groups. There’s
a missed opportunity to create culturally
relevant moments and platforms to help
young people struggling with loneliness.
(Bakhtiari, 2023)

Maslow’s Hierarchy of Needs, Spiral
Dynamics, and High\Low Frequency Waves
of Emotions and how do they affect consum-
ers in Advertising.

In brief, Spiral Dynamics and Maslow’s
Hierarchy of Needs represent on which level
of satisfaction and maturity a person is, or

evolutionary development of individuals and
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societies (Jeffrey, 2024). Both schemes have
levels, and these levels have a certain order
1) survival — belonging -- self-actualization in
the first case and 2) survival - safety — pro-
tection — dominance —-morals — achievement
-- equity and community -- integration and
harmony (higher or supreme intelligence) in
the second scheme.

Levels of maturity cause emotions
we experience in everyday life. For instance,
a person who lives in a poorly developed
country trying to ‘make ends meet’ will feel
different frequency emotions compared to
a person who resides in a secure, democrat-
ic state. In the first situation there will be fear,
doubt, despair - low frequency emotions,
and in the second joy, peace, acceptance -
high frequency vibrations (Stanborough,
2020). Neuroscience became essential in
catching valuable insights in consumer be-
havior. Current trend on sustainability, trust-
worthiness relates not only to material world,
but relates to inner feeling of a person, or
“vibe”. In a book by Joe Dispenza “Breaking
The Habit of Being Yourself...” (Dispenza,
2013) author claims that high frequency
emotions are related to love, dreaming and
enlishtenment, a state when a person can
be creative and be fulfilled. On the opposite,
low frequency emotions make us feel
stressed, anxious, bring a person into a ‘fight-
ing” mode, where one doesn’t feel secure.
How does all the information above relate
to advertising? The thing is that modern
advertising uses triggers which are related to
survival levels, low frequency emotions,
causing society to become anxious and angry,

annoyed, and irritated. Examples: 1) Planned

obsolescence cannot be considered ethical
if to advertise a product 2) using sexual (aka
physiological) needs as the primary source
to get customers’ attention 3) scandals and
epatage 4) pop-ups and general interruption
of person’s relaxed mood 4) arising sense of
need, shortage, rush to acquire some product
or service 5) manipulative colors such as red,
orange, yellow which usually irritate humans’
eye more than blue, green colors

What’s more important, brands do
not have a consistent image. The reason why
they use all of manipulations above is that
there is no clear mission. Clear mission and
objectives are essential to attract natively
and organically like-minded people (aka,
customers). Customers, (or, better to say
community in an ethical way) need to feel
the coherent maturity level of the brand to
purchase it, which is similar to theirs. Harmo-
ny, which relates to high frequency emotions,
is enriched by coherent waves, consistent
image of the brand. That is why people feel
anxious, because most of the ads online and
outside are not aligned, they are chaotic,
random. If the brands’ coherency were pri-
oritized as a long-term strategy, there would
be no need to have so many advertising in
the outer space, trying to get people’s atten-
tion 24\7.

Market is saturated, people are much
less interested in simple and similar products,
because all the needs are satisfied. Compa-
nies need a shift from survival levels to what
is right or wrong, community and equality,
achievement, or any other meaningful mes-
saging. Noteworthy examples of organic

consistency and meaningful branding
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Brand is an egregore (thoughtform
that arises from the collective thoughts and
emotions of a distinct group of individuals),
and it is essential to know for a customer
which energy one buys.

1) Cartier — minimalism, eternity,
search for perfection, modest luxury, free-
dom, excellence in everything, Picasso;
“Cartier’s creations symbolize the fusion of
exceptional savoir-faire and timelessness”
(Cartier, 2024)

2) Chanel - Coco Chanel is deter-
mined, gets what she wants by any means,
regardless of any moral principles, money
doesn’t smell (cooperation with Nazi Germa-
ny during WW2 to save the brand), she is the
personification of the brand. Empowerment,
dark side, daring, impudent.

3) Telegram — highly tech messenger,
trust, privacy, encryption, right to have the
freedom of speech, pluralism, safety. In the
recent interview with Tucker Carlson and
Pavel Durov, the owner of Telegram (Carlson,
2024), core aspects of Telegram establish-
ment were discussed; interview is essential
for understanding Telegram’s mission and
branding. Durov considered many countries
to base the Telegram headquarters: US, Rus-
sia, Europe. However, countries wanted to
get chat information from Telegram users,
what was against Durov’s mission for Tele-
gram. That is why the headquarters are based
in UAE, a highly neutral and apolitical coun-
try (core values match with actions of the
owner). In addition, the application was so in
demand my global community that Durov
claimed he never spent budget on advertis-

ing. Protected customer data — one of the

main advantages over other messengers what

encourages community to choose Telegram.

Discussion

A significant number of statistics and
research presented in the article clearly state
that what is happening in the advertising
segment — noise, clutter, customers’ irritation,
annoyance of ads came to a pick point. With
the help of changing focus from profit, sales,
disruptive promotions advertisers need to set
the ethical brand image which corresponds
to the values and desires of Gen Z. In addi-
tion, maturity stages and emotion frequencies
were discussed to raise awareness not only
about materialistic world, but feelings inside
of a customer, space clearance (replacing
clutter) and prosperity. Two categories of ads
were discussed - outdated, which would
work for generations before Zoomers, and
advertising which would be highly in demand
in the nearest future.

Further elaborations should be ex-
amined on how to build a system out of
conscious meanings and sustainable brand-
ing, should legislation ban ads oversaturation
if they are not consistent with the brand, not
to ‘litter’ into already noisy megapolis space,

reduce advertising clutter.

Conclusion

By the new approach in advertising
and branding segment we can reduce the
oversaturation of market with annoying, irri-
tating ads, minimizing the levels of social
anxiety, establish deep healthy bonds be-
tween a brand and a customer, and step on

a new wave of energy frequencies.
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Asian Cultural Influences on Advertising
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Abstract

Abstract: This article explores the significant impact of Asian cultural
influences on advertising and public relations strategies, emphasizing the need to
understand the region’s distinctive cultural dynamics for both local enterprises
and multinational corporations. Through a comparative analysis of successful and
unsuccessful campaigns, it delves into how cultural values, communication styles,
and social norms shape marketing strategies, utilizing theoretical frameworks like
Hofstede’s Cultural Dimensions and Hall’s High and Low Context Cultures for a
nuanced understanding. Case studies from East Asia, Southeast Asia, and South
Asia illustrate the importance of tailoring messages to fit cultural contexts. The
article also addresses the challenges marketers encounter in navigating Asia’s
diverse cultural landscape, including language barriers and societal norms, while
highlighting the opportunities presented by cultural diversity for greater consumer
engagement and brand loyalty. It underscores the necessity of cultural sensitivity
and localized approaches in developing effective marketing communications,
offering practical guidance for professionals and laying the groundwork for future

research in the field.

Keywords: Advertising Strategies, Public Relations Strategies, Asian Cultural,

Influence, Social Media

Introduction

In today’s globalized marketplace, the ability to understand and navigate
cultural differences is more crucial than ever. Nowhere is this more evident than
in Asia, a region characterized by its immense cultural diversity, rapid economic
growth, and dynamic consumer markets. As multinational corporations and local
enterprises alike strive to capture the attention of Asian consumers, the need for
culturally resonant advertising and public relations strategies becomes paramount
(Kotler & Keller, 2015).

* Bachelor’s Degree Students, Commmunication Arts, Stamford International University

** Lecturer of Communication Arts Program, Stamford International University



The Proceedings of the 14" Academic Conference on Communication Research and Creative Works

This article aims to explore the pro-
found impact of Asian cultural influences on
advertising and public relations. By delving
into the cultural values, communication
styles, and social norms that vary across
different Asian countries, this study seeks to
uncover how these elements shape marketing
strategies and influence consumer behavior.
The complexity of Asia’s cultural landscape,
with its blend of collectivist and individualist
societies, high-context and low-context
communication styles, and rich traditions,
presents both challenges and opportunities
for marketers (De Mooij & Hofstede, 2010).
To provide a comprehensive understanding,
this study employs a comparative analysis of
successful and unsuccessful advertising cam-
paigns within East Asia, Southeast Asia, and
South Asia. Theoretical frameworks such as
Hofstede’s Cultural Dimensions and Hall’s
High and Low Context Cultures are utilized
to interpret the findings and offer insights into
the role of cultural adaptation in effective
communication (Shaules, 2019). Through
detailed case studies, this article illustrates
how brands can successfully navigate cultur-
al nuances to engage local audiences and
enhance their market presence (Taylor &
Okazaki, 2015).

Furthermore, this article addresses
the practical implications for marketers, high-
lighting the importance of cultural sensitivity
and localized strategies. It discusses the
challenges faced in adapting advertising and
public relations campaigns to fit the diverse
cultural contexts within Asia, including lan-
guage barriers, varying societal norms, and

differing consumer expectations. By under-

standing and respecting these cultural differ-
ences, brands can build stronger connections
with their target audiences, fostering brand
loyalty and achieving long-term success
(Mueller, 2011). The findings of this research
contribute to the broader discourse on glob-
al marketing practices, emphasizing the need
for culturally informed strategies in an i
ncreasingly interconnected world. This study
not only offers practical guidance for market-
ing professionals but also sets the foundation
for future research on the influence of culture
in advertising and public relations. As Asia
maintains its crucial position in the global
economy, the knowledge acquired through
this research will prove indispensable for any
brand aiming to succeed in this dynamic and
multifaceted region (De Mooij, 2010; Wang &
Sun, 2010).

Theoretical Framework
Cultural Dimensions Theory

Cultural Dimensions Theory, popu-
larized by Geert Hofstede, provides a frame-
work for understanding cultural differences
across societies. Hofstede identified several
dimensions, including power distance,
individualism-collectivism, masculinity-femi-
ninity, uncertainty avoidance, and long-term
orientation, each of which influences societal
norms, behaviors, and commmunication styles
(Hofstede, 1984). In the context of advertising
and public relations in Asian cultures, these
dimensions have significant implications. For
instance, in societies characterized by high
power distance, such as many East Asian
countries, advertising and public relations

strategies may emphasize hierarchical struc-



M5UTERIIMINUIBRasUaNassAnlimeamansassi 14

tures and deference to authority figures.
Conversely, in societies with low power
distance, such as parts of Southeast Asia,
communication may be more egalitarian and
focused on building relationships rather than
emphasizing authority.

Moreover, the dimension of individ-
ualism-collectivism plays a crucial role in
shaping advertising and public relations
strategies. In collectivist societies like Japan
or South Korea, advertisements often high-
lisht group harmony, social cohesion, and
family values. Public relations campaigns may
prioritize building trust and loyalty within
close-knit communities. Conversely, in indi-
vidualistic societies like Singapore or Hong
Kong, advertising and public relations mes-
sages may emphasize personal achievement,
independence, and uniqueness. Understand-
ing these cultural dimensions enables adver-
tisers and public relations practitioners to
tailor their stratesies effectively, ensuring
messages resonate with local values and

norms.

Communication Accommodation Theory

Communication Accommodation
Theory, proposed by Howard Giles, explores
how individuals adjust their communication
styles to accommodate or align with those
of others (Tuten, 2008). This theory posits
that communication is influenced by factors
such as social identity, context, and perceived
similarity or dissimilarity between communi-
cators. In diverse Asian cultures, Communi-
cation Accommodation Theory manifests in
various ways. For example, in multicultural

societies like Malaysia or Singapore, where

multiple languages and cultural backgrounds
coexist, individuals may adapt their language
and communication styles to bridge linguistic
and cultural gaps. This accommodation can
be observed in advertising campaigns featur-
ing code-switching or incorporating culturally
specific symbols and references to appeal to
diverse audiences.

Furthermore, Communication
Accommodation Theory is relevant in inter-
cultural communication contexts, where
individuals from different cultural back-
grounds interact. Effective advertising and
public relations strategies in such contexts
require sensitivity to cultural nuances, ac-
knowledgment of cultural diversity, and the
ability to adapt messages to ensure mutual

understanding and respect.

Cultural Influences on Advertising Strategies
Collectivism vs. Individualism

Asian cultures often exhibit a strong
emphasis on collectivism, wherein the needs
and goals of the group take precedence over
individual desires (Triandis, 1995). This cultur-
al orientation significantly shapes advertising
messages and strategies in the region. Re-
search by Triandis (1995) suggests that col-
lectivist societies prioritize group harmony,
social relationships, and interdependence.
Therefore, advertisements in Asian countries
often focus on themes of family, community,
and social cohesion, resonating with the
collective values of the target audience. For
instance, family-oriented advertisements
promoting products or services as beneficial
for the entire family unit are common in Asian
markets (Singh & Matsuo, 2004).
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High-Context vs. Low-Context Communi-
cation

Many Asian cultures are characterized
by high-context communication, where
meaning is conveyed implicitly through con-
textual cues, nonverbal signals, and shared
cultural norms. This preference for indirect
and nuanced communication significantly
influences advertising content and delivery
in the region. Advertisements often rely on
symbolism, subtle gestures, and cultural
references to convey messages effectively.
For example, advertisements in countries like
Japan and China may incorporate symbolism
from traditional cultural practices or folklore
to resonate with audiences on a deeper,

cultural level.

Power Distance

Power distance, as defined by Hofst-
ede (1984), refers to the extent to which less
powerful members of society accept and
expect power to be distributed unequally. In
Asian cultures with high power distance, such
as many East Asian countries, respect for
authority and deference to hierarchical struc-
tures are deeply ingrained (Hill, 2007).
Consequently, advertising campaigns in these
regions often emphasize authority figures,
such as celebrities or respected community
leaders, to lend credibility and influence
consumer perceptions. Moreover, advertise-
ments may employ language and imagery
that reinforce social hierarchy and status,
appealing to the cultural value placed on
deference to authority figures (Jang & Shin,
2019).

Cultural Influences on Public Relations
Strategies

Public relations strategies in Asian
countries are heavily influenced by cultural
elements such as guanxi, face culture, and
Confucian values. Guanxi, which focuses on
the importance of developing and sustaining
personal relationships, plays a crucial role in
both business and social contexts, shaping
how organizations interact with stakeholders
and manage their public image (Lee & Dawes,
2005). The concept of “face,” which involves
maintaining one’s reputation and dignity, is
critical in many Asian societies and significant-
ly impacts crisis communication and reputa-
tion management strategies (Shou et al,,
2011). Moreover, Confucian values like re-
spect for hierarchy, filial piety, and a collec-
tive orientation guide public relations profes-
sionals in building trust and loyalty among
their audiences (Koptseva & Reznikova, 2017).
These cultural factors require a sophisticated
approach to public relations that honors and
utilizes these deeply rooted societal norms
to ensure effective communication and

relationship-building within Asian contexts.

Case Study: Malaysia Muslim Shampoo
Advertising

In Malaysia, the advertising campaign
for the halal-certified shampoo brand Safi,
under Wipro Unza, exemplifies how cultural
factors influence advertising strategies in Asia.
Targeting Muslim consumers, the campaign
emphasized its halal certification and aligned
with Islamic values, demonstrating the
importance of understanding and leveraging

cultural and religious sensitivities. Malaysia,
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with its significant Muslim population,
provides a unique market where religious
beliefs heavily influence consumer behavior.
The concept of halal, meaning permissible
according to Islamic law, extends beyond
food to personal care products. For many
Muslim consumers, using halal-certified prod-
ucts is an expression of their faith and adher-
ence to religious principles (Genoveva &
Utami, 2020). Safi’s advertising campaign
strategically highlighted several cultural and
religious factors. The campaign prominently
featured the product’s halal certification,
reassuring Muslim consumers of its compli-
ance with Islamic law, which is crucial for
building trust and credibility within this
demographic. Advertisements depicted wom-
en in modest attire, including hijabs, reflect-
ing the cultural and religious practices of
Muslim women in Malaysia. This approach
ensured the brand resonated with its target
audience by respecting their values and
norms. The use of Malay, the national
language, in advertisements made the cam-
paign more relatable and accessible. The
messaging focused on themes of purity,
cleanliness, and religious observance, signif-
icant in Islamic teachings. Additionally, Safi
collaborated with popular Muslim influencers
who embody Islamic values and have a strong
following among the target demographic,
helping to amplify the brand’s message and
enhance its credibility (Writer, 2020).
According to Writer (2020), the
campaign’s cultural alignment resulted in
substantial market success. Safi strengthened
its position as a leading halal personal care

brand in Malaysia, with an emphasis on halal

certification and cultural relevance attracting
a loyal customer base. The respectful and
culturally aware advertising approach fos-
tered strong brand loyalty among Muslim
consumers who felt their values and lifestyle
were being honored. Safi’s dedication to
halal standards and cultural sensitivity
improved its overall brand perception, not
only among Muslim consumers but also
within the broader market that appreciates
ethical and respectful advertising practices.
The Safi case highlights several key lessons
for advertising in culturally diverse markets
like Malaysia. Understanding and respecting
cultural and religious values is crucial for
building trust and loyalty among target audi-
ences. Authentic and respectful representa-
tion of the target demographic in advertising
can significantly enhance brand resonance
and relatability. Collaborating with influenc-
ers who align with the brand’s values can
effectively extend the campaign’s reach and
impact. This case study of Safi’s shampoo
advertising campaign in Malaysia underscores
the critical role of cultural factors in shaping

successful advertising strategies in Asia.

Case Study: Pepsi’s “Live for Now” Cam-
paign in Thailand

In contrast to successful campaigns
like Safi’s shampoo advertising in Malaysia,

) “«©

Pepsi’s “Live for Now” campaign in Thailand
serves as an example of how cultural
misalignment can lead to advertising failure
in Asia. Despite Pepsi’s global success and
popularity, the campaign failed to resonate
with Thai consumers, highlighting the impor-

tance of understanding local cultural nuanc-
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es and preferences. Pepsi’s “Live for Now”
campaign aimed to promote a message of
youthfulness, spontaneity, and living in the
moment. However, the campaign’s execution
in Thailand faced challenges due to cultural
differences and consumer perceptions. This
campaign featured Western-centric imagery
and themes that did not resonate with Thai
cultural values and preferences. The adver-
tisements depicted scenarios and lifestyles
more aligned with Western ideals of individ-
ualism and freedom, which contrasted with
the collectivist and family-oriented culture
prevalent in Thailand. Additionally, the cam-
paign’s use of English language and American
celebrities further alienated Thai consumers
who preferred localized content and relat-
able cultural references.

That lead this campaign to receive a
lukewarm response from Thai consumers and
failed to achieve the desired impact, leading
to negative consumer perception, limited
engagement, and brand reputation damage.
Thai consumers perceived the campaign as
disconnected from their cultural realities and
values, resulting in skepticism and disinterest.
The campaign struggled to generate mean-
ingful engagement and resonance among Thai
audiences, leading to low viewership and
interaction rates. Pepsi’s misalignment with
Thai cultural preferences and values risked
damaging its brand reputation and credibility
in the market. The failure of Pepsi’s “Live for
Now” campaign in Thailand offers valuable
lessons for international brands operating in
culturally diverse markets. Brands must pri-
oritize understanding and respecting local

cultural nuances and preferences to avoid

misalignment and potential backlash. Cam-
paigns should be tailored to reflect the
cultural values, language, and lifestyle of the
target audience, ensuring relevance and re-
latability (Edwards, 2021).

The comparison between the suc-
cessful Safi shampoo advertising campaign in
Malaysia and the failed Pepsi “Live for Now”
campaign in Thailand underscores the critical
role of cultural understanding and alignment
in advertising success within Asian markets.
Safi’s campaign demonstrated a deep under-
standing of Malaysian cultural and religious
values, effectively leveraging themes of halal
certification, modesty, and language to res-
onate with the target audience. In contrast,
Pepsi’s campaign in Thailand faltered due to
its Western-centric approach, which failed to
connect with Thai consumers’ cultural pref-
erences for collectivism, family orientation,
and localized content. While Safi’s campaign
strengthened brand loyalty and perception,
Pepsi’s misalignment with Thai cultural nu-
ances risked damaging its reputation and
credibility in the market. These case studies
highlight the importance of cultural sensitiv-
ity, localization, and consumer insights in
crafting advertising strategies that resonate
with diverse audiences in Asia. It seems like
successful campaigns like Safi’s demonstrate
the potential for brands to thrive by embrac-
ing and respecting cultural diversity, while
failed campaigns like Pepsi’s serve as cau-
tionary tales of the pitfalls of cultural mis-

alignment in advertising.
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Discussion

In examining the outcomes of Pepsi’s
“Live for Now” campaign in Thailand, it’s
essential to delve into the impact of digital
and social media influence, alongside the
ethical considerations and cultural sensitivity
inherent in such promotional efforts. In to-
day’s digital landscape, social media plat-
forms wield significant power in disseminating
brand messages and shaping consumer
perceptions. It’s likely that the campaign
utilized these platforms to extend its reach
and engage with audiences. However, the
campaign’s lackluster performance highlights
the necessity of tailoring content to suit the
nuances of each platform. What may have
resonated on one platform might not have
translated well on another, underscoring the
importance of strategic digital marketing
approaches that account for the unique
characteristics of each social media platform
and its user base.

Furthermore, ethical concerns and
cultural sensitivity are crucial factors to con-
sider when crafting advertising campaigns,
particularly in diverse markets like Thailand.
While Pepsi may have aimed to convey a
universal message of youthfulness and spon-
taneity, the campaign’s implementation
failed to acknowledge the cultural intricacies
and values of Thai consumers. Upholding
ethical advertising standards requires a deep
understanding of local cultures and norms
to ensure that messages are respectful and
inclusive. In this instance, Pepsi’s oversight
resulted in negative consumer perceptions
and potential harm to the brand’s reputation.

Nevertheless, amidst these challenges lie

opportunities for brands to learn and grow
from such experiences. By integrating digital
and social media influence into advertising
strategies while maintaining a keen awareness
of cultural sensitivities, brands can cultivate
authentic engagement and resonance with
diverse audiences. Moreover, prioritizing
ethical considerations ensures that campaigns
are not only effective but also socially re-
sponsible. Pepsi’s misstep in Thailand serves
as a valuable lesson for brands to prioritize
cultural sensitivity and ethical practices in
their advertising endeavors, ultimately fos-
tering stronger connections with consumers
and enduring brand success.

In analyzing the implications of the
“Live for Now” campaign’s outcomes within
the context of digital and social media influ-
ence, as well as ethical considerations and
cultural sensitivity, it’s crucial to align the
findings with established concepts, theories,
and prior research. Drawing from Communi-
cation Accommodation Theory, which posits
that individuals adjust their communication
styles to fit cultural norms and expectations,
it can be asserted that Pepsi’s campaign
lacked effective accommodation to the cul-
tural nuances of the Thai market. This over-
sight, in turn, led to a disconnection between
the brand’s messaging and the values held
by Thai consumers, resulting in negative
perceptions and limited engagement.

Additionally, the study resonates with
Hofstede’s Cultural Dimensions Theory, em-
phasizing the importance of understanding
cultural dimensions such as individualism vs.
collectivism and power distance in crafting

successful advertising campaigns. Pepsi’s
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failure to acknowledge these cultural dimen-
sions in its campaign highlights the signifi-
cance of tailoring messaging to align with
local cultural values and preferences. Build-
ing upon prior studies in cross-cultural mar-
keting, the research underscores the practical
importance of cultural sensitivity and ethical
considerations in advertising endeavors, par-
ticularly in diverse markets like Thailand.
From an academic perspective, the findings
contribute to the development of a frame-
work for future studies in cross-cultural ad-
vertising, emphasizing the need for deeper
exploration into the interplay between cul-
tural factors, digital media dynamics, and
ethical practices in shaping consumer re-
sponses and brand outcomes.

Practically, the study suggests that
brands must prioritize cultural adaptation
and ethical integrity in their advertising strat-
egies to foster meaningful engagement and
resonance with diverse audiences. This ne-
cessitates comprehensive market research,
consumer insights, and strategic planning to
ensure that campaigns are not only effective
but also socially responsible. Academically,
the research paves the way for further inqui-
ry into the development of theoretical
frameworks that integrate cultural, digital,
and ethical dimensions of advertising, offering
valuable insights for practitioners and schol-
ars alike. By bridging the gap between theo-
ry and practice, future studies can advance
our understanding of the complexities of
cross-cultural advertising and inform the
development of more impactful and cultur-
ally sensitive campaigns in today’s globalized

marketplace.

Conclusion

In summary, this study explores how
Asian cultural influences profoundly shape
advertising and public relations strategies,
emphasizing the crucial need to understand
and adapt to cultural nuances in the region.
Given Asia’s growing economic and cultural
importance, grasping the diverse cultural
landscapes across different countries is
essential for both local and multinational
entities. Through examining both successful
and unsuccessful advertising campaigns, this
research employs theoretical frameworks
such as Hofstede’s Cultural Dimensions and
Hall’s High and Low Context Cultures to offer
a nuanced insight into cultural adaptation in
effective communication. Case studies from
various Asian regions exemplify how brands
navigate cultural complexities to resonate
with local audiences, highlighting the neces-
sity of tailoring messages to suit cultural
contexts. Moreover, the study addresses the
challenges marketers face in navigating Asia’s
diverse cultural terrain, including language
barriers, varied societal norms, and consum-
er expectations. However, it also underscores
the potential benefits of cultural diversity,
suggesting that culturally sensitive strategies
can foster stronger consumer engagement
and brand loyalty. The findings stress the
importance of cultural sensitivity and local-
ized approaches in crafting compelling mar-
keting communications, providing practical
guidance for professionals in the field and
laying the groundwork for further research
into cultural influences in advertising and
public relations. Additionally, the discussion

section examines the impact of digital and
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social media influence, as well as ethical
considerations and cultural sensitivity, on
advertising outcomes. It recognizes the power
of social media platforms in disseminating
brand messages but underscores the need to
tailor content to align with each platform’s
unique characteristics. Furthermore, it empha-
sizes the ethical imperative of respecting local
cultures and values in advertising campaigns,

drawing lessons from the unsuccessful Pepsi

In essence, this research offers
valuable insights into global marketing prac-
tices, highlighting the importance of culturally
informed strategies in an interconnected
world. By integrating cultural sensitivity and
ethical considerations into advertising efforts,
brands can forge stronger connections with
diverse audiences in Asia, ultimately leading
to sustained success in this dynamic and

multifaceted region.

“Live for Now” campaign in Thailand.
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A1seRInauiisuansdenudeuiuiuves
ANAINTOVDIBIUT

nseULIARE DN SKALHAN ey
(Symbiosis) 81384Us@RINE" (Parasitology)
(G3um Wulvewsea, 2549) Jadudnumenis
YOININANNAULIPU Tawiin1so5uleda
UsAninduauduiusseninedaidin 2 4din 7
91fegImiuAIMIAlRsTInTmiuresdel
Fin (Biological Association) 1Humnuduiusd
wuiuitlUsazindunaennaienielunas
meuanszuuiivg liun nmzfian (Mutualism)
BupuduiusfiadiTivaewinsnludeseds
gy famendedsfunaziu olwlisy
Usslomivia 2 fe nsitena (Commensalism)
iAnanmsegmiuvesdadiinaesvialneihng
wilslf3uuszloviannnisegsmiu dwdniie
wiaAliideusslon] uarlildsudseloviusonng
1o n2UsaR (Parasitism) LuauduiusiAn
MnMseeswiuvesddiTinaesiia Ingrhevils
Iasuuselovd Fanan Usan(parasite) daudniie
wildeUszlond Foninggnede (host) msld
nseuRntiidedanudiuh Sludiesdiemnumne
ulfoelndniits usuosounduludausiyaUszacd
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vosffasrsfiielrdludvaslunisdoasmand
Fudaaudiuuslildmunedanisdsiaen
Jennu uazmndananisldenudludfaznuing
Tdensadldimedntuiiomuuulawuunis
Fadoindunmsdnlunaunausenineiidese
fues fremniiadeiddnseundossaning,
meldsulngegnmaunaniddetuiioosune
nsdeAnuminevesdludsie
seluiidunsesurenavenisine
lneridearlifieg1avesnvin (Tweet) 30E
TH8ndnsialudmunseuiidnuunngeyedisay
2 yidielidtunsldnuaranuvaneiiuan
snseenluresdludnuudun i nsinmees
N1SNINAINA1IEITYVBUAAIIATUAILAIY
A1INEE1NEed ITeilatianuazidnviean
neunmAosminvioilonluninudegidla
osurltuszneunseluneiiioidunusslov
semsAnumaduilnamansvinty

NANISAN®EN
AdededinnuiiuinanuueveBlid
G?Tuaguiﬁw%w (Context Dependent) (Edwin,
2023) Ml ludsmfgIiuianuunguanig
fusenlv axduuiunnanedududdaieden
gt “sia” (Code) vosmsieansifionnu
\Dusfunu (Represent) vasensuainnuidnuay
vwihiladaaudetuliinluaniunisaliBauan
(Positive) hazisau (Negative) (Deepak, 2022)
soludiitoaresueisamngvesdludii
AN lngisesanuanaNdeulagefunis
@nemannin (Tweet) luidng (X) iieuandls
wiudssundusmvuneumneedlud 3
Suduiidlad @ Face with Tears of Joy v3e
3@aéyuw%famf’lmmemqmﬁﬂiflﬂghmwﬁ 3

[

Ky

A 3 fegnansladlud @ Tunisnis

Aaugretdunisninaiedeniny
woudy (Meme) nwasldsuainlunneuns
Bowess wommas (Harry Potter) lofiansan
ovnudmuindenny “f” (n3su) audae
©uanstemnuiviinvesaulngianiz e
¥uLazdednnunani1eainanudefion
vfunarldarvinnielionnie wausuNNS
NUNSUTAMNGDULEUNTIZ AU ULINTIAY
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wilsgduagnndnsinunauiies dedusly

sovumFauthmuvianiugy (Face with Tears
of Joy) Flailwthaursrnuguvidonnudi us
nduduthausniseeusuaninaLe3aillng
LgitlilannsanauideslduazBustaiinidae
Audgey anatuIlunisnindeniy
Ay (B wai s dld @
wieumduialegnuiueuaglundes vilviniy
neUelul @ fesesBuiiinananniisn
ﬂ%ﬁu@jumqﬂLLmﬁémasmﬁmmqmuﬁ;wmima
anuN %ﬁtﬁ%’auaqjﬂé‘ﬁm%ﬁ’aﬁﬁﬁmwmamqmm
Hovesdludiea (Face with Tears of Joy) fie
thamfAnnnstuedtedianug

daanlunind 4 usngdlad @ Rolling
on the Floor Laughing #38 Fnas nidnwa
Humstsizuuuassdsaumailaa Tagam
suuudunsmiamedeandludnwareanis
WWeufuuazaumelud Fadlofionsanesd
suweaomvhliZessinafudenitdu
nNNIIEeTInNANa szddinweunesde
LLmﬁmﬁw‘iﬂﬁé’%miLﬁﬂmmmaﬂmﬂmmm
Snunduguaziinlinguindlad Aavene
mmﬁﬁﬂﬁﬁﬁmﬁam

Auauanadunisnindeaaiuunsn
nanenle@ sewrinatennunieundlile laeg
Lﬁ@%ﬂu%ﬁﬂﬁ@&jﬁ%ﬁﬂﬁﬂmU5@‘5’1LLaﬁ"j\‘IEJEqJJ' ol
Frevihmanailriludmneenysunamnn

<< PN 4 e sIUa LA Tun1snin

sludnunngludennu @ Fadums
wsglupnunenenuvesgivienalylanastin
wANuanaTInNATlaluN1SATUAI

daulunInd 5 (1 165) Usingdlud
@ Red Heart v3arhladuas dadundsludla’
Al nluminuansansual eSulenadl

amdruuudunisnindeniiuiie
Tawanedmisumindiliols @ wenenge
31 “Toula” masusian Tuvasfinwsiuan
Wun15nin3ia (Review) avadn (Lipstick) lne
THornunusiedludmlauuuifenty dwen
Msiasavintaomuii alus @ viwihi
Aomumineunnsneiiy USunmiledludiuSauss
Fysuveswesamgnla vuziviunmilsdlud
Wisuddadnualvesnnudndiddeddladmils
Ussiiudhidadodannanslad @ Tunnit 5
k) Sim%hﬂé’ﬁmﬁﬂﬁLLammmiﬁﬂ‘m‘%@ o15ua
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27 5 fregansleslud @ lunisvin

a

wirladn wignldludnuae “iasewmunedn

Ya J

@1ean” 38 Bullet Point WaghIdeiauar1in

v
a

“laseanunglseaudendnu” Audluddd
- & dl & g vy
Hesnniluailouatowmnusdliitonnuazan
Al NSEITEARITUANALIY MTAATIER
o ' a9 1a I as a =
fanafilifing1indled @ azasdaiuziiien
naoaly Wedlud @ lUegludlondufionad]
& A ¥
Aumnedudule

A9 6 FegansleeTud by Tunisnia

daunnmil 6 Usingdlud b Folded
Hands %38 Wuwile %ﬂéﬁ%’aﬁuaa‘%m&ﬁmamdau
1 meldusunvesine Slusiianvaradenu
flolwidetudunisuanseanisauueuion
AsAsWABYARauTedsTigiinAnd saudld
Tuusiuiudin “afai” dWevhnedenuwe
wagd1a1nauaINAunINsssUHeuUjUuRves
danallve egalshmudoyauasnliiiug 813
Frinaneduniduslusilésunnudouainnis
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THuvudessulaumilan Uszipuildsuidate
dunainserdenaniignldiiedeninuvune
aeslstsluusundudsealtidunsaunis@ne

Fvslusunansaly widmsuniseSuresalull

M’QJ EJ&JEN’E]I&J’R]G]’JUJYIEJIG] nseUYBIUSUNEIAN LN

daunnmil 7 usngdlul @ Loudly
Crying Face ni3e TunthitZeslhids e e3unessil

AT 7 fhegransledlud @lunsnis

amsuvudunismindeaunien
awiluardlud @ Unvhe Tneilevluninde
nsenedamnnisalluiuil 18 fquiesu 2567 nds
NNTUsERaNEAlanHuI N mnEaNTa

winflon (@1uiisin BBC NEWS ne, 2567)
Mbidanutanindlunisausavesaungy
LGBTO+ U3unesmansaiuasitionilialad
@ fgniinldlallfuansdennaulanaiude
mamndusednsle lummseiududled @
nduuanstsAuAlausedlianaudSaves
NNSUT NN MY WAZE A ToUTAN BUZTD
nsuansoonyedsLdsnnaanuuAlasudes
Soaliunumstisiy

aaualeiiy (Meme) Usenaunis
inludnvazvasnmsumiyanatunmdunues
men13lEAa1 Me (3u) waglddanuluninun
ffumuming (Anchorage) Sniinils usviaedl
A vessluataududienise e
mneandoruluvin il @ uwansdenny
\dela (Sadness) 91nAuliAv0 QUL
fssumiouvezlEsausiuaeunudslidu
wanwasy dlenesdludvemintaesanumng
999 @ Faupndnetulumuuiunvaansingly

Ay

daunnmil 8 (i 167) U‘i’lﬂJ;]EJIEJ'i]
@ Smiling Face with Heart-Eyes %39 iE]EJEJﬁ,J
WipuAIwFUTIla aunedsll

awsuuudunismindeaunien
AavIAleluslumazasiselvsivesanniluaylds
113 @ Yavhedornu mniinrsanandeny
Ium'imé’fﬂﬂdn%wuﬁwéﬁﬁgﬁdamlﬂé'faﬁim%?ﬁa
fr “Busn” uay “inin” uaundleRnsaniis
113 @ aswuindaguiilagninanunudinaem
faosiuardisuunlddulssnauiuuses
Buiwiloutueuguilfisiudsiuninuvasiva
sfanuddnfumamiadilsmuiiiu

amduanadunisindernuniouyn
sUnmweaRatiuitavhesedlud @ fasviou
fansAnunsIRazanrquinluauvaeves
Aaturiruilauindonindngdadiuliain
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JoAudn “vesndyyweau” (How to move on)
MAMTIASTIaTde Wil BTuas g
navihwihiladieunirvneensuaiauiani
Wugdernudniinileiednvazuuuiionty
waziu Halfmuieindnuazvedluidineu
radmailudaitenddfosestunazanusn i
tunsihluldasdeudnesieluiensualionns
wigslsAnugidedadoinusundadudsi
AnuaAUrIed NNz dudluds
Weatunsemnusandernudlud @ A
L‘T]ul,ﬁENﬂ’IW‘iEJEJéIEJW%EJaJ@I’NWI‘E‘Uﬁ’ﬂ‘\]LLG]II?,J'E]’H]
drlaldednadnnuinsestuuasilaginaiie
Fuilemla

AN 9 freganisledlad & Tunisnis

daunnmil 9 Usingdluld ¥ Sparkles
v3o Wasszne oSuiedsd nduuudy
nIndearunieunigniuialauurigiin
UsenIansremsiaglidsausemalngvaeing
axdnyaLasadung Jedamudandriuansds
fhoghsvasmsazdnyalvigasnuad dafude
vunvestenrmuantuiionluadurilib

03 &ruaninenuUaausen18a891uve s

AT 8 feg1ansledlud @ lunisvia yanalunadinle
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ﬂ'ﬁUﬁusqllTU']ﬂqﬁﬂ']U'JﬂEJLLauﬂquﬁiqﬂﬁiﬁﬂwqﬂuWlﬂﬂqﬁmiﬂiﬁ"/l 14

aauarndunindeanunieudsie
amiByrausiyiyyuinadees Sauindlud
- viuhiidufieaaiesmngiaem Bullet
Point) fifugvintuilifutunssudaibzaasnis
UQYINARAINNIEIARTDIYIINNG 1NN
Ansgitludlunintans ihdadedunniidle
Ilalldnyguuansersuaiuulumhimih o uusds
1nde leshemulidamumanisdonisual
vilrldgninluliuselevisudulunisdons
fasragaiharemuiovimihiduiiudonina
et nuiERSelasel i aTuatamannuane
Y9IAUNNNY (Arbitrary) n13AANBLLUTRIA
wansinerulusudszaunsal yuses 35An Ay
o WikgFuamsaudug e1aueddlud &
Tundntuifunssmnefsnrwanlasados 1y
i Sunseafliuiu

daurluand 10 Usingdlad @ Fire
3o Tifianlvuw eSuredsll awduuwduns
internuuardlud & adwiunindu q 7

2

Adeetunelineunth uimndunnaznuingdly
Isnanvimihidueiomunethatem (Bullet
Point) inszitiudenuddalunin uenaini
313 O Fraensuiutomnuiinanstennuou
wwoatlomitiesmnuiunvemininensidey
ylviffaulainfurunineunsiifidenianiy

AUTAANUATIATAATUDIYVRINTUANTHIUNS

n5URTUTEV IV
¥ . & Yt o ~ ) | vas a =
ANAUAIITUNITNIATBAINLAE il 10 fegnemslddlaud @ Tunisnin
83 @ FonuhininldBludvimhiindodu
AodunIosmneiiaienuazdeaumneis daunnmd 11 Usingdlad 1@ sSmiling
ANNTBULTIVBIUTUNIMANITAUININTSLATBY DS Face with Smiling Eyes w3aluminfuaasmiidl
Uszinalng 91nn1siasizivianaodluning souBy Kit

10 30iule18lud @ fidedamunnudeunss
wioidrZeutunduauninediuanafafuni
UsuAoauSeueaienmlunmeunsuas
ANNSaULsIvRINIsLiladlneg
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fesesBuiinanaruduedlalunginssuves
niweilfanudrdyivurunduynauiih
dweaueuld nmsiesziluniniaes
wansliiiugndled 1@ gnlilunsuaniensuel
FeunndusesBuudididesisfsusuniieli
Rannudlaingdsansiinnuguiubeda

daunani 12 UsingBlud & smiling
Face with Hearts 38 Muuntnfisesdunsou
#la saslud

Amd 11 fhegnamslidlad L Tunsvida

2 @ al v v a
ANAVUVULUUNINVBAINUNTDUARY
AAlenisussiasuenlalny (Saxophone) o4
o e v Y a5 a = a
Tnaunsdaemedlud | @ Jsannisiiarsan
wu Medlud 1@ flanudamumegdnali
doosuni@ieuIndsgniunliuansdieniuidng
Y89U5sENA (Vibe) Tusruauinduainy
aslvasieldenUnINALITAVRIININ N8N
Wenilsfe Inigdsansiasuuenfieninugui
AULBITULANTDY T
v 1 [~4 = v v a
ANAUEIBTUNINVEANUNSDUARY
Jdlaunanan (Mascot) Miliue (Better Bear) 514
a [ a Ko o a ) ' yas a &
unvuilunseuasgluvaeiunanuidiayi A7 12 dregensletlad & Tudem
U Tagluninddlud 1@ Yavhedomnu e
a a a Y U Y & 1
fsandludsrududeanunansiiifiuin @
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andruuudunindoniuiidifuaduinle
wSesuindmuiRause & Tudnuwaszves
mMsturuAnuaIsoRayen desasiuiile
WliTinavantu duusles & Swands
ANUAvKaANSNlUANAEAINAUNETITIA
mnlda3ossananunldau Fennsiasie
Sluddudenfuanamisaesdifesnsiini
uidliddidemumnefinnuguuasan
$n Wsawsuunasdudivundnddsansings
FBINSUBNTIANLSNLALAINEVVDIAULD ST
soynmnavisedsle
Anduaradunisnindedlud &
WigsegufgInTauiugunwiviesiuasnsia
Fadasananvhlifuvesdaeuindlus &
gnlddeansnuidnvesddsansiisauidnsn
wardaduguluvssermnmianuuwuulugunn
wenanimiaananiuandliin ullifideni
Uisﬂaﬂumsw%mLL@iﬁagUmWLaaﬁmﬁwﬁLﬂuﬁa

frfanseulvdluddormumnein & fdens
Maawaninuansdedle

dyuna

NnUszasdLfisaiielinnsdeansse
Buwauulnsdwiflefeazminarumniy Wamn
qulssumsussgluvilsludduedn (Keyboard)
Tugunsnididinnsefind mafisturesuuuas
sUdnuaivesdluddudunsaussierldiivain
waneuazazviouliiuisnudfglugiuzaim
Tval Wifldvlananansathunyseneunisdeans
wszuenNituaniosuainusEnva s
leianInsesuiedudaninu (Prace $nefandn)
WASIEINTONAUNEUTIA8U (Symbiosis)
fiu Lﬁamﬁﬁag‘lmmsﬁuﬁﬁﬂﬁw lmnsuns
donnuvanevosdludlawsd

CPOPLLORB0T

1. 2lUANIMUAGS19AUNUIERIUNIT

3 9

fFouviuluruludnysu (con) fudl (Index) wax

[ Y] 4

Fyanwad (Symbol) usiazUszinnuediaIaanung

<

Ay o

wIaduee (Blud) luarusanenvinainiule

g7

= 1

nsdemnumneuiar g st og LIRS
aldau nanpe BludAduAIiuAIUINELAn
AU (Icon) ARIINANUFUTUSITY
wiwa (Index) 1301inaNNNTSEU3 (Symbol)

o
o =

Al wardludnauaiinudennassiulLuAn
deysyvvadloys (Saussure) fifiviasavane @
winefa uazdsiiflogudn vauzideiudludds
donAapnuniAuzeIAuYlay (Wittgenstein)
wszdleuedludiduniw anumngldldesd

T
| va o

SlududeginmlUldmuuIuneneg Asiigide
laedunguu

2. sdeensuninm3En (Emotional)
ve98ludnuluninfiuansensual (Facial
Express) (© @@ © @) lnvarduanumilou
fu (Isomorphism) fudsfiFi8luddnadeded
Lﬁauﬁy’mmﬁaaﬁuaﬁ@ﬂmﬂ (Positive Emaotion)
WARIN1ITDTTUAISI5e Joy) Augy (Happi-
ness) gausaanauTsaziduauuluniamie
Woswnnuaziniielideansegiadladeds
p13unitiy wiiisld @ Aquidiouedlutusan
nMslAseiiuanudin sludmillsndudes
Tluonsualidsau (Negative Emotion) Lausly
WL sananstisnuguanietlioanunnle
aumstilulgnuveaddsans

3, msviwid (Functional) 1098113
Tnoianzdludnlildeglusudnuallumiuans
0158 (@A %® nui Sludidunsdy
ge1edennuLuUASemIneaenn (Bullet
Point) fignuszendldlunisnimiteduiiiy
Fomnuvieutsdmeaidenveilaie sgh
fusngluami 9-10 1813 Hruaz O gald
Weasanulaarutiudennunnnindunis
defsensualsindsgnldifiennnuaisauves
Yonrudigideisoninaiosszduioniny
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(Message Decoration) Usgipuilianatiananulyl
AUVDID LUINIANMUNLIBUAE RUNRULU TR
nsiluldaiennuninevesddansusiazau

U

(Wittgenstein) usnsognslsinin dludunazin
famafosandeausun (Context) undusisndn
nsaUAMNUNLNY sutdunIsnand1InuSUNTa
I =t I3 A ) A W
Wunilavesesnusenaunisdeansdanaings
IR ANUEIAYADNTHDANT LUV AL INY
uSunfvimiinAiduswa (Code) Tunadeaiu
1 = A . oA

dzvioudsaulinuils (Dynamic) wazliiades
(Fuzzy) 90999AUSENBUNNTHRENT

4. MINAUNEUN8AY (Symbiosis)
S¥UI199L NI UAULHEN (Contents) YINUIN
dludgninluldsudutennuluninuSeuas
ANSUNERARIUTLLANUINATULI N8 A UAY
WNARYEIUTARINEN (Parasitology) (819019U&7
Tu55umn)

AITENUIINIHANNEUIAIE uTeY

S & % v v
nsdldendidanansaidulany 3 suuuumy
UsdnTnen Ae 1 AMgilan (Mutualism) 7sine
rhesinlauselovd Wevnluniniidluduveny
915NAANUTANHOLAAIALINUIIBIEA9ENT

Y
v

Aay aa a V&l ) a <
YU NBlFNN NN AnegTANNTARUERUN
o W v A o v A
filuegniddennumveslsvizevihmiiiieyls
2 amwinena (Commensalism) Aareniisla
Usgleviainnisedsaudu dndrenileladla
Uszlavtwmnbideusylevd deiaisanainnim
ndelavimsliaseiliteiu mnadadlud
aantUTanudiminutnndeanslasuiy ne

o a aa A Y% a

RNEAUDIUINWUULATBIUTEAUTBAINUNS D
LASBINUYUIEIEAT LN IEHIRTTALAINY

a a oA 1 a ad M ¥ o 4
quniey n1slegvizelufivesdludnlalavinly
Womlausadeuselovivinlatn waz 3 Ae
Usin (Parasitism) v3egideiiondt “nwn”
wistznamnudsUseleviludneNlaunizin
(Host) we@snunizin (Parasite) nauls
Uselgvd F9dludnasemnulanaulviiuiiam

L lugusiefessedudomnuvioinioamng
angausmnauauiunImgiaznanedy
AssUnau (Noise) luidlomuazduansvud
wsrzuenannavlamudiAyvesmnInualdi
ovasuaudlainsoidonls egrdlsfinu
arunduusanlaihguuuuladestueg fuvieuy

~

Yo TlugUEd1ved (Host) (MInvenuies

he

= | Y Yo 2 & v &
Feorauanaiuiruzvessuasiiduls Ms
v = 1 lﬂl a (2
ABITLANENDIT N1SEDENTIUUSUNVBIEN (X)
Faegivusundseaulaldistugnitineie
USunautaainu NNsEuEe SIUSARanwMrUTEN
YDIFEDAINAT? m'ﬁﬂ'ﬁmgé]’maqﬁuﬁlﬂ’hgﬂLL,'UU
la v3egniuusznavaianunieIiede
¢ Ve A A o Y A v
915unlANIAN viSeLevimtiaieaulen
| & a Y A Y )
wulullon nSeavaeIntnbunsauny
auaviaaegNinsiilldvesddensiuuniy
o1Lnela (Arbitrary) MI9EU UARUMINEVDID LA
ad A ' ) A Ao
Inugndeeenluetrensedinseiifuuzuns
UsznsuauniaAfasadausunuaInIsaeasi
dyd o I LY v
al MauNTs 1w Tus
ails MUTunuarsEWAlRRNIUI
wazhlaanndinnsdeansisaeseiive liiin
P a Y U ay aaa
ANuNlaNnsIny tngnienudludIngeniny
1U18lAINNAIVDITULDILALAITUNUNYN
WasLLUaslanuUIun 89909319 (Gap) 1AL
P97 LA TIUTI T YUVIF LLﬁ%ﬂWi%UiM%aﬂﬂi
a & a 9 Y oa P
fanuaunsaudesuniulyliinainudnle
wsaanulalunsdeansierainnasuls (The
Northern Echo, 2024)
P A va v Y va ) ¢
ails Mnmsnideladlonadunivel
nauilEBludlanuyssnuiuiuieiunsles
1039ney Aen1sidiiawansauduniniag
WAUNSEDB15UA] SAUTINSITRNLYINET WU
8lud @ veanquensll (Army) visounuAdy
Aatunay BTS dlud B uansdiesnsariuayungu
Aunainvaten1wne slul & & Tugas
a ¢ o | & v =& a a
asaunas Ulval gavund 1Wudu 9adludies
YaNNUTENBUNITNIN V58NS INES 3DNT
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UsenNautannuwal §3anuisaliusenaunisng
A o oS oA P A oo . P
YDUYVNIDANUAIDUYY (Social Account) L
YIUBNFIAL ANUYDU kaLANUTUNTE LA LA 8
% Y aca
waglidseynusvasdlavasnisldBludnAanin
avvioutuivesanuidlalugdsansios
VnganvasunaIITeivesUarnenie
Uszipuduigrtesiunstmerans wWafiau
ANSERENSAULUUIIABINIERENS (Communi-
cation Model) ausipfnauislagiudagngy
wUUAIRUlUSN Y9I LT LS FUTUR DY
(Sequence) MULUUIIADINTEDAITVDS Shan-
non way Weaver (1949) (Claude E. Shannon
& Warren, 1964) Lanlginalulagnianisaeans
v g A lo & v @ o v o
waRngbINNSAeanslanTudendudfnuty
a | a Ao
faudnmell warn1sERaNslanyMEYDIAINY
U3155% (Transactional) A9tUNATIATUIINATS
A lo & v A vo & =
doanslidnludesegigsuasmintu n1sfnm
Ko S v u oa . g Y &
URsvedsteduiiug1u (Proposition) N4y
WUININSIVEABLUIN HANTENUNLANDINAIT
A a &{ a v < Py v v
deasonvvviinduiiddsarsiidule gelaile
mneANIITeUiasNaiinuiudSua s
2614la UARaYRINITARAISAANUITAAATUAY
Hesanslaoe

Jaiduauuzansun1sAnen luauian

dwiugitanlafnuluBosdludgideue
Rl

1. WAnwdludilssuanudenldianis
Tudsgndalng 919UUILENLRNILLA1LI
wnannesuniaSenarsunanasuils Tnald
Fuusiuie o1 Whadutadosiieding
TuiSeaniid (Function) vesdludvesusiaz
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