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Strategic Sustainability Communication Model of Listed Companies in the Stock 

Exchange of Thailand 

Rittipol Kuntasuwun
1
 

Abstract 

 “Sustainable development” or “Sustainability” is indicative of Thailand being affected 
by the "Bubble Economy" in 1997. During the crisis His Majesty the King Rama IX gave the 

royal obeisance to the Thai people about the concept of "Sufficiency Economy Philosophy", 

which had been adopted as a framework for sustainable development. Thailand has 

encountered several weaknesses such as society, economy, politics, and environment. In 

2015, Thai Cabinet has prepared the "National strategy" as motto as "Stable, Prosperous, and 

Sustainable". In the respect of Thai listed companies in SET, “Sustainability” has been 
implemented as key communication message among stakeholders. While, typology of 

sustainability communication process has been categorized into three perspectives: 

Communication about Sustainability, Communication of Sustainability, and Communication 

for Sustainability. The tendency of sustainability communication aspect among Thai listed 

companies in SET focuses in practice on stakeholders-oriented with transparent information, 

integration, and governmental regulation.   

 

Sustainable Development Situation at the International Level 

 Sustainable development has been started since 1960 from the environmental 

movement and has played an important role until it became the crucial international agenda. 

It is considered common issue that even the United Nations has adopted the several 

sustainable development strategies as an important part of shaping the 15-year development 

plan, as well as implemented these strategies with the various sectors. 

 Definition of the word "Sustainable Development" appeared in the book called, "Our 

Common Future," or "Brundtland Report," published in 1987 by the United Nations World 

Commission on Environment and Development.  It defined as “a development that meets the 
needs of today's people without decreasing the ability of future generations to meet their own 

needs."  Such definition may be seen as a concept that can be easily implemented.  However, 

there were many situations that occurred in the last 30 years that have a huge impact on the 

later generations.  Whether it be a climate change issue, epidemic, economic crisis, or even 

the income inequality.  These are all issues that need the concerned parties to speed up on the 

sustainable development implementation.  

 

Sustainable Development Situation in Thailand 

 Thailand's situation is related to sustainability had been presented in the book entitled 

Thailand's Sustainable Development Sourcebook: Issues and Information, Ideas and 

Inspiration (Grossman, Algie, Treerutkuarkul, and Wegner, 2015).  The book stated that the 

sustainability of Thailand is indicative of Thailand being affected by the "Bubble Economy" 

in 1997, which caused the widespread damage to the Southeast Asia's financial markets.  

During the crisis His Majesty the King Rama IX gave the royal obeisance to the Thai people 

on the auspicious of His Majesty the King Birthday on December 5th, 1997, about the 

concept of self-reliance, that is, to live and to survive their lives sufficiently.  
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 By considering to prioritize each activity which is most necessary matter and should 

be done first and reasonably considering to matter that can build growth and stability to their 

lives.  At that moment, His Majesty the King Rama IX's ideas had been adopted as a 

framework for sustainable development.  Several organizations and policy-makers in various 

fields implemented this sustainable development concepts and this leaded to the starting point 

of the "Sufficiency Economy Philosophy".  This concept will rescue Thailand out of the 

economic crisis including being the great protection measures of any financial crises that may 

occur in the future. 

 Between 1987 and 1995, the Thai economy expanded at the rate of 9.1 percent 

annually. The manufacturing industry mostly contributed in the gross domestic product 

(GDP) increasing, which expanded the GDP more than 31 percent.  Population lives quality 

had been improved at all levels, the educational opportunity, the better public health services, 

other public services and basic infrastructures and other social protections had been easily 

accessed. 

 Accessing to other resources was improved to the better coverage, the population 

lives qualities had been developed respectively.  But from the flow of capitalism and the 

changing global economy, this leaded to Thailand's economic structure shifting from a self-

reliant agricultural system to an industrial dependency and export systems. Technological 

advancements were more modern, but agricultural development was not able to adjust 

quickly. This resulted in a disparity of income among the agricultural sectors, urban societies, 

and rural sectors.  Poverty has begun to increase in agricultural and rural sectors. 

 In addition, there were other problems with the environmental conditions such as 

deforesting, landslide, contaminated water, air pollution. Moreover, Thailand had many 

structural weaknesses such as the increasing of the elderly populations which eventually 

leaded to the pressure on more expenditures on welfare and public health. The shortage of 

skilled workforces both in the advanced skill groups and lower skill groups. For the economic 

part, Thailand’s economic structure was sensitive and fluctuate by external factors.  
Innovation development was minimal.  In the politics part, it shown that the government lack 

of integration in the administration, lack of continuity, lack of transparency and has 

corruption problems.  For the environment, there were problems of resources depleted, 

deteriorated and the overflow garbage conditions.  

 From above mentioned, Thailand seems to establish a balance and awareness of the 

economy, society and the environment in all sectors. There also must be political 

reconciliation, strict rules and regulations, and mutual discussion in all sectors. The mutual 

environmental responsibilities of any problems or impacts from the industrial group 

manufacturing and household sectors must consume with people’s conscious mind to protect 
the environments.  

 The situation of the sustainable development in Thailand also can be seen from the 

fact that Thailand has endorsed the agenda of The 2030 Agenda for Sustainable Development 

and to implement the 17 points of the Sustainable Development Goals. It will eventually lead 

to a sustainable development direction of the world and of Thailand, by considering the 

"cooperation" among the government, private sectors and public sectors. 
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Thai Government and Sustainability 

 In 2015, the Cabinet realized that Thailand did not set a vision for the country, long-

term goals and strategies of the country.  Due to the often changing government, this leaded 

to the discontinuous Government administration.  So the Thai government could not adapt to 

the changing world in a timely manner.  The reform of the public administration system 

should be aimed at long-term development.  As a result, Thailand considers to prepare the 

"National strategy" according to all changing situations that always happen in the world by 

defining the nation motto as "Stable, Prosperous, and Sustainable".  By October 2016, the 

National Economic and Social Development Plan No. 12, during October 2016 to September 

2021 would implement the national strategies as the framework This research is interested in 

studying the context of the goals that associated with the "Sustainability". 

 

Private Sector and Sustainability 

 In order to address all the community concerns, many global companies have 

increasingly paid attention to the "Sustainability", by emphasizing from the environmental 

friendly production processes to legitimate business practices (Friedman, 2009; Nidumolu, 

Prahalad, & Rangaswami, 2009. Van Marrewijk & Werre, 2003). They focused on the 

integrating sustainable development in running the businesses and in the value chains through 

the concept of Creating Shared Value, which can increase the awareness and collaboration 

among organizations, business partners, manufacturers, sellers and consumers. Moreover, 

business organizations are also aware of the advantages of sustainable development as the 

opportunity to maximize the use of resources.  This can reduce the unnecessary costs by 

using the earlier mentioned concept to create a good image of the organization as the 

company that is environmentally conscious and environmental friendly. 

 In addition, a good corporate reputation comes from its commitment to social 

responsibility and its emphasis on business sustainability.  This is considered as a very 

important part in adapting to the changing business world.  The McKinsey's survey with 

executives stated that the sustainable development business practices are one of the drivers of 

business reputation (Bonini, 2012). Considering in the context of Thailand, the Stock 

Exchange of Thailand (SET) is an organization that is committed to promote the sustainable 

growth to Thai business organizations by building the foundation and strength of the Thai 

capital market in the long run and contributing to sustainable development, creating the 

awareness of the importance and all that involved in capital markets to seriously practice the 

sustainability in all aspects, encouraging the creation of an ecosystem that promotes 

sustainable development in the capital market, as well as enhancing the sustainability to the 

international recognition. 

 In 2015, SET became a member of the UN Sustainable Stock Exchange (UN SSE 

Initiative). This was considered as listing to the stock exchange market sustainably and the 

quality of the listed companies was improved, which clearly reflected the sustainable 

development operations. Later in 2015, the Top Corporate Governance Report Awards and 

the Best Corporate Social Responsibility Awards had been combined together and became 

the new kind of the sustainability award called SET Sustainability Awards. This award was 

established to honor the distinguished listed companies and encourage the executives and 

employees that committed to sustainable business practices. 
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The Role of Communication towards Sustainability 

 The relationship and relevance between the communications and sustainability can be 

divided into three points as follow: 

 Point No. 1) the increasing of the relationship and economic connections that 

increased worldwide, whether the turnover of goods, currency and information. One possible 

reason was the communication and technology have low cost. Altogether the more 

convenient transportation could lead to the change of global production pattern, 

transportation system and commercial system. 

 Point No. 2) the changing global ecosystem, such as the greenhouse gas emissions, 

climate change, or loss of biodiversity. These changes caused many environmental problems 

such as water shortages, flooding, and forest damage. From the regional problems in this 

world, these leaded to problems at the local level, such as air pollution, waste, spoiled water, 

contaminated water, deteriorated soil, noise pollution, etc. 

  Point No. 3) searching and quantity of information in this world can be easily and 

quickly searched. The spread of modern communication technology has led to the highest 

growth of data networks. But the developing communication technology limitations that 

happened around the world were the disparity or inequality of accessing to the information. 

This phenomenon called the "Digital divide". 

 These three phenomena are multidimensional overlapping and mutually effected.  

This leaded to economic, social, environmental and cultural impacts on both at the global and 

local levels of each area. This effect will diminish if human has the consciousness 

responsibility and attitude to others is adjusted. Such actions and consciousness require the 

social process to understand the causes and effects.  In other words, the communication 

process and the insights understanding on cause and effect are communication for 

sustainability. 

 The word "sustainability" would not be important if there were no natural disaster 

warning signs. Sustainability communication is another important process that will help to 

understand and perceive on these events. As stated by Nicolas Leman (1989), a German 

social scientist who said, "Fish or humans can die if they swim in the sea or rivers that are not 

clean. Oil may no longer available or the climate may be severely warped if these issues that 

had huge impact on societies were not communicated”. This showed that communication 
plays a crucial role in linking society to issues of environmental problems and sustainability. 

This was similar to the social structure whether these issues will relate to the social or not, it 

depended on how much the people in the society are eager to be the representative to forward 

the information on social and natural issues.  

 It can be said that communication in this context meant the process of exchanging 

ideas and beliefs among people in society (Ziemann, 2011). The term "sustainable 

development" builds the huge challenge to the communication process.  As the sustainable 

development was seen as a social process that involves searching, learning, and changing 

(Godemann and Michelsen, 2011). The international sustainability issue was divided by its 

complexity, uncertainty and ambiguity. 

 In addition, the sustainable development can be successful with the help from all 

sectors. Communication could develop the understanding on how to deal with problems and 

issues. It is also a tool to help measuring the effectiveness of the results of operations (Newig 

et al, 2008). The effectiveness of such communication may be determined by the goal of 

communication that will allow individuals or groups to develop their ability in interpreting 

the contents, whether it be complex in science, technology and economic system. By having 
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an understanding of the content, it will bring about management information to achieve the 

long-term outcome and suitable with each social group. 

 In addition, if one considers further on the importance of communication to 

sustainability, this may be determined into three dimensions. Firstly, sustainability has high 

complexity and uncertainty in itself. Academics such as Funtowicz and Ravetz (1993) viewed 

sustainability as science that communication must play the more important role to build 

awareness, the understanding, and value among stakeholders. Secondly, sustainability goal is 

ambiguous because it is a targeted operation. From reducing social conflicts to creating social 

values. Thus, communication is considered in building the understanding and the goals for 

sustainability substantially. Thirdly, sustainable development requires cooperation and 

decision-making processes from several sectors. The operating network coordination model 

is focused. There must be a debate, negotiation, social learning together in all subsystems. 

 While the sustainable development was a topic that has received attention and has 

been studied in various aspects, but the communication dimension has not been studied much 

(Barth, 2012). Similarly, blurred definition of “Sustainability communication” (Godemann & 
Michelsen, 2011), several theories could be applied to tie the knot and structure its theoretical 

framework. For examples, Communication theory by considering communicative factors that 

matter, Media theory by facilitating roles to publicize, Systematic-constructivist theory by 

concerning receiver’s frame of preference. In terms of Sociology, by underlying individual 

differentiation and lifestyle, sustainability communication relates Public communication, 

Structuration theory, Symbolic interactionism, and also Discourse analysis. 

 Godemann and Michelsen (2011) have also expressed their views that the function of 

sustainability communication was to build the understanding to this world by creating an 

understanding which was the relationship between humans and their environment, making it 

as an important issue in social criticism, and building the awareness by linking to the social 

values and norms. Besides, there was as issue of sustainability communication that occurs in 

each subsystem of society (Luhmann, 1995), such as civil society, politics, education, the 

media, science and technology and the economy, etc. 

 Typology of communication process has been categorized into three perspectives 

which are (Newig et al, 2013):  

 Communication about Sustainability (CaS) 

 CaS refers as the processes which information, interpretations and opinions about 

sustainability are exchanged and debated between sender and receiver in horizontal 

communication which could be arise from interpersonal to mass communication level. CaS 

contributes the perception about sustainability by structuring arguments, claims, facts, and 

framing issues in the understandable way about goals that should be continued, and of which 

sectors or who needs to take action. The sustainability discourse is about to establish the 

interaction across the spheres or subsystems of communication. This processes are not 

necessarily tuneful and encircle in all topics but to find out the causes of the problems, 

remedies and actions to be taken effectively as the best sustainable development practice for 

relevant subsystems. 

 Communication of Sustainability (CoS) 

 CoS is the mono-directional flow of communication between sender and receiver. 

Specific content and message have been pursued and well prepared as the communication 

tool for certain objective of communication (Newig, 2011) to achieve some social actions. 

Some sectors and subsystems such as scientists, NGOs, companies, journalists, or educators 

play an important role to conduct the attention of public and decision makers about 
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sustainability phenomena. The demands of sustainable action seem rapidly grow among the 

society, CoS is significant as the informative communication channel for the companies to 

legitimize or defend their behavior such as Corporate sustainability report. Another 

distinctive function of CoS is to educate and to achieve social engagement and action about 

sustainability (Moser, 2010). In this respect, it connects the relations between experts and 

laypersons to communicate sustainability-related knowledge and capacities (Nerlich, 

Koteyko & Brown, 2010) for example, scientists are seemed to be the knowledge 

messengers, holders, and interpreters about climate change for publicity (Moser, 2010). 

 Communication for Sustainability (CfS) 

 CfS is the communication process highlighting on normative aspects about 

sustainable development. In this respect, it is not just only information or knowledge 

prepared and awareness of sustainability-related raised, but to change society’s attitudes or 
behaviors. The communication objective is to simplify societal transformation towards the 

normative goals of sustainable development. The flow of CfS may share the combination of 

CaS and CoS direction including horizontal and vertical communication, knowledge 

generation, social learning (Barth, 2012), and developing solutions to solve sustainability 

problems. The effectiveness of CfS could be measured from the action towards sustainable 

development.             

 

Methodology 

 This study was conducted as qualitative research by interviewing ten representatives 

from listed companies of Stock Exchange of Thailand (SET) and twelve stakeholders to 

derive the data about sustainability strategy, communication strategy, and perception of 

sustainability. The results shown in this study illustrated the information derived from in-

depth interview of two professions in corporate social responsibility and sustainability field 

from PTT Public Company Limited, which granted SET Sustainability Awards 2015, and 

Glow Energy Public Company Limited, which no SET Sustainability Awards granted but 

qualified as Thailand Sustainability Investment (THSI) with outstanding performance and 

passed sustainability assessment in economic, social and environmental dimensions.   

 

Results 

 Sustainability strategy in three dimensions; economic, social and environmental, have 

been implemented by THSI company, whereas granted award company has developed its 

own strategy by executing three dimensions namely High Performance Organization (HPO), 

Corporate Governance (CG), and Corporate Social Responsibility (CSR). There are the 

similarities in sustainable development implementation in both companies, initiated from 

external and internal factors analysis combined with policy from top management. 

Company’s vision was arranged and followed by sustainability action plans with individual 

Key Performance Indicators (KPI) to match business objectives. Budgeting and proposal 

plans to top management would be conducted as the two final stages. Those two companies 

implemented company’s performance in 18 criteria on environmental, social and economy 

aspects during the year. The influential factors affecting the sustainable development strategy 

mostly tend to be external aspects namely global change of social and environment, change 

of laws and regulations from government, and the directions of sustainable development 

corrected in national and international standards. 
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 Strategic communication in Sustainable Development is quite similar between those 

two companies by focusing on building stakeholder engagement. The objectives were to 

obtain the information such as opinions, suggestions, requirements, expectations, interests, 

and significant issues, then content and channel selection were developed to appropriate each 

group of stakeholders. The companies also shared that similar types of sustainability 

communication by prioritizing the corporate stakeholders and executing a communicative 

manners to acquire the information such as their needs, interests, or opinions.Mentioned 

information could be derived in several communication ways namely seminar, meeting, 

annual report, sustainability report, open house or company visit, satisfactory survey, public 

hearing. For further direction and trend for sustainability communication strategy, 

stakeholders-oriented would be more crucial. Corporate information should be transparently 

opened and accessed by publics. The cooperative integration between company and 

stakeholders combined with regulations from government could be the state-of-the-art 

sustainable development in practicing way. By the way, the complete data will be collected 

from other representatives from eight companies, twelve stakeholders, and additional 

research papers analysis.  

  

Discussions & Recommendations 

  Though, the dimensions; economic, social and environmental, seem to be 

implemented in sustainability strategy, but the company may execute its own strategy by 

implementing mentioned dimensions as framework. Award granted company also establish 

more dimension about corporate governance. To successful in sustainable development, the 

companies should consider and implement strategy based on internal and external factors 

especially company’s policy, top management driven, global trends and sustainable 
development direction corrected in national and international standards. If the companies 

have adopted DJSI’s criteria, they mostly achieved and implemented 18 criteria on 
environmental, social and economy aspects which set by SET. In terms of strategic 

communication in sustainable development, the input information from stakeholders 

categorized by each companies is important to develop communication plan based on their 

needs, concerns, opinions and expectations. Once the companies received those information, 

then the companies should execute and implement the issues then develop channels and types 

of communication to match each group of stakeholders. Trend for further sustainability 

communication, the companies should focus on stakeholders-oriented. Moreover, during 

digital age, the companies should prepare impromptu information and step into the online. 

The online channel is significant for stakeholders to access the information because they 

transform from decoders to decoders, receivers to senders, content interpreters to content 

generators. The important issues are not derived by solely companies anymore, stakeholder is 

the key person to notice companies. While the government’s rules and regulations is 
influencing both companies and stakeholders to enhance sustainable development.  
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Communications for Sustainable Urban Green Space: A Review of the Literature 

Worawan Ongkrutraksa, Ph.D. 
2
 

Abstract 

 This paper aims to explore the current state of urban green space in Bangkok, 

Thailand and present a literature review, classification outline, and research agenda for 

communications for sustainable urban green space research. 14 academic papers on 

communications for urban green space, i.e. a community garden and vertical farming, 

published in the past 15 years, are reviewed. Classification schema based on research 

similarities and patterns resulted in two geographical locations for the studies (research in 

Thailand and in other countries) while eight social science methods employed were 

identified. From secondary data, the results show the current state and benefits of urban green 

space in Bangkok. They also show that the academic literature on urban green space is 

dominated by researchers from other countries, not Thailand. While the research methods 

used vary, they seem to be mostly observational or case studies. Finally, potential directions 

for research into communications for sustainable urban green space are presented. 

Keywords: communications for sustainability, urban green space, community garden, 

vertical farming, literature review 

 

Introduction 

 Despite US President Donald Trump’s withdrawal of the US from the Paris Accord 
on Climate Change in June 2017, the efforts of green movements still stand strong around the 

world as leaders of powerful nations such as China, Germany and France condemned 

Trump’s decision. Even Americans themselves such as the CEO of Apple, Tim Cook, were 
highly disappointed with Trump’s decision (Horowitz and Mullen, 2017). Most persons 
would say that climate change and environmental problems are for real and that the world is 

facing natural disasters if we do not stop destroying our own planet earth (Zimmermann, 

2016).   

 The undeniable fact is that the climate change effects people all over the world, 

including Bangkok, the capital of Thailand. Bangkok is ranked among the world’s worst 
cities for air quality (Kornei, 2017), particularly because of its congested traffic, which 

damages the quality of life. In fact, one study shows that Bangkok is in great need of urban 

green space, including parks and vertical gardens (Saiyavath and Haocharoen, 2009). 

 Definitions of urban green space  

 A recent report by the WHO Regional Office for Europe in Copenhagen published in 

2016, “Urban green spaces and health” stated: 

 Currently, there is no universally accepted definition of urban green space, with 

regard to its health and well‐being impacts. Urban green spaces may include places with 

‘natural surfaces’ or ‘natural settings’, but may also include specific types of urban greenery, 

such as street trees, and may also include ‘blue space’ which represents water elements 
ranging from ponds to coastal zones. Typical green spaces in urban areas are public parks; 

other definitions may also include private gardens, woodlands, children’s play areas, non‐
amenity areas (such as roadside verges), riverside footpaths, beaches, and so on. The 
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definitions are nuanced and context‐specific. For example, they can depend on particular 

environment‐health pathways under consideration. 

 Moreover, green space is defined as land that is partly or completely covered with 

grass, trees, shrubs, or other vegetation. Green space includes parks, community gardens, and 

cemeteries (United States Environmental Protection Agency, n.d.) 

 Up until now, there are hardly any academic studies about communications that build 

commitment and engagement of people in urban green space research, especially in Bangkok, 

Thailand (Guitart, Pickering, & Byrne, 2012). Therefore, it is important to explore the current 

state of urban green space and conduct a review on what research has been done in order to 

determine a direction that could guide future communications for urban green space research 

in Bangkok, Thailand. Moreover, a classification of past studies will give an organized and 

integrated view of past research. 

 

Research Objectives 

 1. To explore the current state of urban green space in Bangkok, Thailand.   

 2. To examine the direction that could guide future urban green space research, 

focusing on Bangkok, Thailand and previous academic papers, particularly those on 

communications for sustainable urban green space. 

 

Research Methodology 

 Data collection was conducted in June 2017, examining 14 academic papers on 

communications for urban green space, such as community gardens and vertical farming, 

published in the past 15 years.  

 Classification schema based on research similarities and patterns resulted in two 

geographical locations for the studies (research in Thailand and in other countries) while 

eight social science methods employed were identified: interviews, focus groups, case 

studies, observation, content analysis, surveys, mix methods, others). Original research 

papers published in English and Thai language journals and conference proceedings about 

urban community gardens and vertical farming were obtained through a search of an 

electronic database: Google Scholar, which is ranked as one of the best and most trusted 

search engines for academic research (Alice, 2013; Daren, 2017). Keywords used for the 

search were “urban green space” and a combination of terms including: “communication”, 
“engagement”, “participation”, “green product”, “food production”, “gardening”, “vertical 
farming”, “community garden”, and “Bangkok, Thailand”. 

 

Results 

 The results are summarized under three categories: 

 1. The current state of urban green space in Bangkok, Thailand 

 2. Literature review of research in Thailand 

 3. Literature review of research in other countries 

 

 



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

11 

1. The current state of urban green space in Bangkok, Thailand  

 To establish the clear scope of this study, this study searched and found that there are 

a variety of green places that can be defined (categorized by their funders) as an urban green 

space in Bangkok (Jansuttipan and Mongkolkumnuankhet, 2013) as follows:  

 1. Government* funded recreation park such as Lumphini Park and Benjakitti Park 

 2. Government funded garden (farm or food production) such as the Thai City Farm 

and Laksi District Rooftop Garden  

 3. Non-government funded recreation park such as Chula Centenary Park  

 4. Non-government funded garden (farm or food production) such as Thong Lor Root 

Garden Farm  

 5. Other types of green space such as non-developed green fields and Buddhist temple 

grounds around Bangkok  

 (*Government can be identified as the Bangkok Metropolitan Administration (BMA) 

or other agencies funded by the Thai government.) 

 

Benefits of urban green spaces  

 There are many different benefits of urban green spaces for people (Healthy Parks 

Healthy People, n.d.) One benefit can be environmental as they create more oxygen. Urban 

green spaces are also for public recreation where people can exercise and socialize. Another 

vital benefit is that an urban green space developed for food production or as a farm can 

provide both economic and health benefits. The economic benefits are seen in profits earned 

from the sale of food or vegetables as they incur less logistical costs. Vertical farming or 

gardening  also offer alternative ways to create green space and produce food on very 

expensive and limited space in cities (Despommier, 2013).  

 The health benefits could come from growing organic produce in an urban green 

space that doesn’t require pesticides. More and more people are now very conscious about 
the food they eat, and they want to know where the food originates from because of health 

concerns for cancer, diabetes, and allergies (Cencic and Chingwaru, 2010). New internet 

technology, “Internet of Food’ provides this solution. The “Internet of Food’ (part of the 
internet of things or IoT) is a proper digital infrastructure that enables the tracking and 

control of individual grains, which can have significantly varying properties in terms of 

nutrients such as protein, gluten, vitamins, and other attributes (Internet of Food, n.d). The 

“Internet of Food” is now used by a cutting-edge supermarket at an Expo in Milan  the Cisco 

Internet of Food International, where customers can see data on the food on electronic boards 

on top of food shelves.  Retailers, like COOPs, are using data and analytics to build better 

relationships with their customers while securing their value chains via data exchanges (Villa, 

2015).  

 The “Internet of Food” may not yet have come to Thailand, but since there are more 
and more health conscious Thai consumers, there are new food enterprises in Thailand, like 

as the MK LIVE restaurant that recently initiated the idea of urban farming and executed this 

in their restaurant chain. MK LIVE’s flag ship restaurant at EmQuartier, a Bangkok high-end 

shopping mall, has fresh hydroponic vegetables growing inside the restaurant, and these are 

being served to customers as a guarantee of their hygiene and freshness (Marketeer, 2017).  
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 Even though the government and business sectors have shown a growing interest in 

building more green space (Australasian Leisure Management, 2015), Bangkok is still at the 

early stage of developing urban green space compared to other developing countries. 

Obviously, Bangkok has the least amount of green space among major Asian cities with just 

3 square meters of green per capita compared to Singapore’s 66 square meters (Sreshthaputra, 
2013). To create more and more sustainable urban green space in Bangkok, it is vital to create 

spaces that are self-sufficient and independent in management. To rely on government 

funding is just not possible for sustained green development. Therefore, to create sustained 

green space, it is vital to gain the commitment and engagement of the community (Project for 

Public Spaces, 2012). One study shows that communication that can build relations among 

the people in a community can lead to community action and productive events (Zhang, 

Brereton & Roe, 2013).  

 

2. Literature review of research in Thailand 

 1. Survey 

  The study of “Green space value in economic aspects” (Bejranonda and Attanandana, 
2011) evaluated the economic value of green spaces in Bangkok. The hypothetical market 

approach with a double-bounded question and Cameron's regression analysis model were 

applied to examine the enthusiasm to pay for green space management in Bangkok. The data 

were collected in 2009 from a questionnaire survey of 676 households in Bangkok. They 

found that most of the respondents agreed with the formation of a green space management 

fund and were willing to pay 750.48 baht per household per year as a donation. The main 

reason for this was their belief that green spaces could improve air quality.  

Sony and Ferguson (2017) in their study, "Unlocking consumers’ environmental value 
orientations and green lifestyle behaviors: A key for developing green offerings in Thailand", 

attempted to understand Thai consumers’ environmental value orientations and green lifestyle 

behaviors as they also explored whether  the impacts of the 2011 floods on consumers’ lives 
affected their environmental values and green lifestyle behaviors. They found that Thai 

consumers had a high environmental value, which was mainly driven by egoistic and 

biospheric-based values. Furthermore, only a low positive relationship appeared to exist 

between consumers’ environmental value and their green lifestyle behavior. This result shows 
that the Thai consumers’ green lifestyle behavior is mainly decided by their egoistic and 

social-altruistic values. Furthermore, firms are stimulated to incorporate recycling into their 

green contributions. 

 2. Mix methods (focus groups, in-depth interviews and surveys) 

 In the study of “The Importance of Consumer Trust for the Emergence of a Market 

for Green Products: The Case of Organic Food” by Nuttavuthisit and Thøgersen in 2017, the 
the study focused on exactly how and how much trust influences consumers’ decisions to buy 
new green products. It was found that a lack of consumer trust is one obstacle for the 

expansion of a market for organic food in Thailand. Two focus groups and ten in-depth 

interviews discovered low levels of trust and information in organic food, certification, 

control, and labeling. Further, a mall-intercept survey (N = 177) showed that deficiency of 

trust decreases consumers’ hopes for benefits from purchasing organic food, which makes it 
less likely they will buy organic food.  
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 3. Other methods (Delphi method and project development) 

 Kamonpatana et al. (2015) studied the “Modified fuzzy Delphi method to select 
decision variables for vertical farming in Thailand”. They used the Delphi method, which is a 
method used in which experts answer questionnaires in two or more rounds. They 

investigated the opinions of 11 experts of three different paradigms and found that the 

vertical farming concept could be adopted innovatively and scientifically by linking the 

variables and sub variables that were identified. The assessment and screening of variables 

discovered that the seven most important key variables were food quality, plant surviving 

factors, plant selection, planting method, cost/benefit, food accessibility, and energy and 

environmental management.  

 Project development in Bangkok was reported in the study, “Urban ecology in 
Bangkok, Thailand: community participation, urban agriculture and forestry” (Fraser, 2002), 
which described a community-based urban environmental management project in Bangkok, 

Thailand. In this project, representatives from two non-governmental organizations (NGOs) 

worked with two poor communities in Bangkok to establish citizen working groups to 

address local environmental problems. In the project, NGO staff also worked with local 

government agencies, building bridges between community groups and elected officials. This 

framework was implemented and replicated in fifty communities by the Bangkok 

Metropolitan Administration. They found that both environmental goals and social 

development goals can be achieved at the same time.   

 

3. Literature review of research in other countries 

 1. Mix methods (telephone interview, focus group, and face to face interview) 

 The study, “Building relationships, accessing resources: Mobilizing social capital in 
community garden contexts” (Glover, Parry & Shinew, 2005), aimed to understand how 
social relationships formed within community garden settings assisted by community garden 

leaders in retrieving resources. The findings found "leisure episodes" are significant in 

constructing strong ties and a common source of social capital, which serve as social 

lubricant for social capital production.   

 2. Interview  

 The study, “Cultivating health and wellbeing: members' perceptions of the health 
benefits of a Port Melbourne community garden” (Kingsley, Townsend & Henderson‐
Wilson, 2009), reported on a research project undertaken with members of a community 

garden in Port Melbourne, Australia, to investigate the ways in which such a facility 

contributes to better health, wellbeing, and contact with nature for urban dwellers. Ten 

members from an urban community garden were interviewed, and the members felt that the 

garden was a sanctuary where people could come together and get away from daily stresses 

and find a source for suggestions and social support as well as a place that gave them a sense 

of worth and engagement . Members also identified spiritual, fitness, and nutritional benefits 

that community gardening offers .  

 3. Case studies 

 In 2005, Marsden and Smith studied “Ecological entrepreneurship: sustainable 

development in local communities through quality food production and local branding”. They 
explored the importance two particular farming-center networks — an organic farming 

network in the UK, the Graig Farm Producer Group, and a regional quality brand in the 

Netherlands, the Waddengroup Foundation in shaping local/regional responses to the 
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deepening crisis of conventional agriculture in the EU as well as potentially creating a more 

sustainable policy for rural development.  

 Another case study is by Avram (2013), “Starting a Garden, Caring for It, Growing 
with It”. This paper presented two case studies of urban gardening communities, focusing on 
the joint practices and technologies put into use. It showed how the advancement of the two 

communities was intertwined with their ad-hoc choices of supporting technologies, resulting 

in organic growth, practical ways of managing know-how, and the establishment of shared 

understandings. A critical viewpoint of the role of social media and new opportunities opened 

by the addition of smart objects are part of the study’s future offerings.   

 The last case study is by Thornton (2017), “The lucky country”: A critical exploration 
of community gardens and city–community relations in Australian cities”. In it he found that 
Urban Agriculture (UA) has the prospective to develop beyond the grassroots level to meet 

the social, cultural, economic, and food needs of urban residents. Based on Australian city 

case studies, this paper looked at community gardens, using critical urban methods 

concerning “rights to the city” and varied economies. It showed how community gardeners 
understand and join in diverse economies and extended local food networks. In contrast to 

other Western cities –community relations for community garden growth have yet to begin in 

Australian cities. 

 4. Observations 

 The study of “Growing Friends by Growing and Sharing Garden Produce” (Zhang, 
Brereton& Roe, 2013) focused on a less acknowledged and documented aspect of individual 

urban farming: growing and sharing garden produce for recreation, well-being and friendship. 

They summarized the experience of individual backyard farming and sharing as a way to for 

people to cooperate with nature and explore ways to improve this experience, especially with 

the help of Information Communication Technology.  

 In another study, “Sustainable HCI for Grassroots Urban Food-Growing 

Communities” (Heitlinger, Bryan-Kinns & Jefferies, 2013), the researchers looked at how 

sustainable human-computer interaction (HCI) can support better social and environmental 

practices through a focus on urban food-growing communities. They reported on a field study 

at an urban city farm in inner London which took a participatory research approach with staff 

and volunteers. Their results concluded that there were implications and opportunities when 

designing with computational technology that can help offer conceptualization of sustainable 

HCI and to serve as a resource for designers of urban food-growing communities. 

 The last observational study, “Aroma-Home, an artist-initiated community garden in 

Villetaneuse” Haedicke,( 2017), just outside Paris, France, originated as a way to redevelop 

damaged urban locations by creating small communal pockets of natural beauty. This ‘From 
the Field’ paper looks at how the community garden/art-making processes of Aroma-Home 

transformed an unwelcomed abandoned building site into a mini-urban agricultural 

‘commons’ where creativity, planting, and harvesting a garden helped to inspire delectable 
stories. 

 5. Content analysis  

 The study, “Can Twitter Enhance Food Resilience? Exploring Community Use of 
Twitter using Communicative Ecology Food resilience” (Ardianto, Aarons,& Burstein 2014) 

reported the use of Twitter for creating urban food resilience in an urban agriculture 

community in Indonesia. They found that support for engaging in urban agriculture is the 

most obvious content of communication, and reach is the common goal of tweets while 

internal community connection is the most engaging. 
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 Finally, the results show that from the 14 academic papers that this study reviewed, 

academic literature on urban green space is dominated by research in other countries (see the 

comparison in table 1). Research methods vary but mostly focus on observations and case 

studies. The 14 academic papers showed various results, but most stated that for sustainable 

urban green space, community members must be aware of the benefits of a green space.   

 

Table 1  

Comparison of numbers of research in Thailand and in other countries 

 interviews focus 

groups 

case 

studies 

observation content 

analysis 

surveys mix 

methods 

others Total 

Thailand      
 

2 1 2 5 

Other countries 1  3 3 1  1 
 

9 

 

Conclusion  

 This study found that currently there are five types of green places that can be defined 

(categorized by their funders) as urban green space in Bangkok (Jansuttipan and 

Mongkolkumnuankhet, 2013), namely: 1. Government funded recreation park, 2. 

Government funded garden (farm or food production), 3. Non-government funded recreation 

Park, 4. Non-government funded garden (farm or food production), and 5. Other types of 

green space.  

 There are many different benefits of urban green space for people (Healthy Parks 

Healthy People, n.d.). One benefit is for health and the environment, as it creates more 

oxygen. Vertical farming or gardening is another alternative to create green space and 

produce food in a very expensive and limited area in cities (Despommier, 2013). Even with 

government and business sectors’ growing interests in creating more green space 
(Australasian Leisure Management, 2015), Bangkok is still at the early stage of developing 

urban green space compared to other developing countries.  

 From the 14 academic papers that this study reviewed, academic literature on urban 

green space is dominated by research in other countries. Research methods vary but mostly 

focus on observations and case studies. The 14 academic papers showed various results, but 

most stated that for sustainable urban green space, community members must be aware of the 

benefits of a green space.  This awareness can create commitment, engagement, and closer 

relations with the green space through the use of appropriate media and communications, 

according to individual contexts. 

 Therefore, potential directions for future research into communications for sustainable 

urban green space in Bangkok could explore appropriate media communications that build 

better relations in communities that can lead to community action, engagement, and events 

(Zhang, Brereton & Roe, 2013). Moreover, it is vital to create spaces that are self-sufficient 

and independent in management. To rely on government funding is just not possible for 

sustained green development (Project for Public Spaces, 2012). Therefore, direction for 

future research can also be to find strategic communications that build the commitment and 

engagement of the community. 
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Abstract 

 The objective of this study was to investigate the cultural reproduction process 

through the case study inscription database in Thailand. This study employed qualitative 

approach in which the researcher classified data collection method into 2 means: in-depth 

interview with key informants involving in database of inscription in Thailand including 

university professors and academic researcher as well as data collection from documents, 

websites and cultural physical artifacts. 

 Findings from the research suggested that procedure of cultural reproduction 

consisted of four processes as follows: production, dissemination, consumption and 

reproduction. The production step started from entering data from the inscription into 

computer and then in database management system. Image, Sanskrit to Thai translation and 

journal articles regarding the inscription were also stored into database for the purpose of 

further dissemination. There were two platforms of disseminations including websites and 

Facebook Fan Page. With respect to consumption, users acknowledged that “the inscriptions 
in Thailand database” could significantly help facilitate their use. With respect to 
reproduction, it was crucial that stake holders who taking charge of preserving the 

inscriptions in Thailand must choose the best method to maintain the inscriptions in Thailand 

in order to ensure that inscriptions in Thailand could survive sustainably. Therefore, database 

of inscription in Thailand have been regularly maintained and updated for a latest version of 

an operation system. The results of this study provided a new knowledge to the cultural 

reproduction processes, all inscriptions were well preserved, while a new database of 

inscription in Thailand has been generating. This means that both old and new inscriptions 

were kept together.  

 Suggestion for further research, the next study may be conducted by using 

quantitative research methodology that will obtain wider data of users of the inscriptions 

database in Thailand. Suggestion to apply this research to the most benefit is the use of 

modern technology to disseminate these inscriptions to general people who can have 

convenient accessibility. 

Keywords: inscription, cultural reproduction, physical artifact 

 

Background 

History is a story about the past that is significant and true. This simple definition 

contains two words packed with meaning which must be understood in order to understand 

history. The first word is “significant.” Significance is determined by the historian. The 
historian sorts through the evidence and presents only that which, given his particular world 

view, is significant. Next word is Truth. Most modern historians would claim there is no 

absolute truth. This would imply there is no basis for saying that one historical account is true 

and another one false. (David Crabtree, 1993) 

                                           
3
 National Institute of Development Administration 
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Human’s events or behaviors are abundant and occur all the time, but most of which 
are often forgotten and passed unnoticed. Therefore, the history must rely on the recorders, 

observer and memorizers to create its evidence that may include scriptures, textbooks, 

paintings, ancient remains, antiques and stone inscriptions (Winyu Mankarn, 2012).  

Inscription is historical written evidence. In the study of history and archeology, stone 

inscription is primary evidence with highest credibility. Prof. Dr. Prasert Na-nakorn (1998), a 

royal scholar in history, states that “inscription is the first evidence and legend is the second 
evidence because stone inscription often mentions the events of that time and is not 

incorrectly copied while legend tells what occurred for a hundred or thousand years ago and 

may be a mouth-to-mouth story or be incorrectly copied.”  

According to Plaek Sontirak (1973), inscription is also a material object or culture that 

is deemed an important, valuable and cultural heritage of the nation. Based on the content-

specific nature of the inscription, it is an exclusively ancient document with no reproduction 

or copy, which is unlike other ancient documents, such as chronicles, which are in various 

forms and idioms. Most inscriptions declare religious activities and dharma principles. 

Another nature of inscription is that it clearly species the year, including Great Era, Minor 

Era or Buddhist Era. Although some inscriptions do not specify the year, their age or period 

can still be assumed from their letters. As for physical nature, the inscription is made of hard 

materials so it is more durable than other types of ancient documents. Inscription has an 

unstable appearance and there are not many sides and lines, which is different from Palm leaf 

manuscripts
4
 that has a relatively formal appearance. Thus, the description of inscription 

appearance may not be as important as Palm leaf manuscripts because it is not directly related 

to its content. Rather, the inscription’s physical attribute is based on its letters because they 

can indicate the development of the recording of stories through language and letters that 

change and reveal over time in various areas. Therefore, letters are the inscription’s physical 
feature that is most important and can be used as an access point as well as can be used to 

classify the inscription groups based on the letter development (Witsapat Chaichauy, 2013).  

The benefits and values of the inscription mentioned above represent the importance 

of inscription that needs to be culturally reproduced. Because it is only single antique with no 

duplicate, there are many limitations in the dissemination of information and access to stone 

inscriptions for research purpose. As for dissemination of inscriptions, there are two types of 

current services: exhibition of inscriptions at the National Museum and the National Library, 

and searching services for inscription’s copies, readings, transliterations and other relevant 
information that are provided via the closed system in the service rooms. The materials and 

information cannot be borrowed outside, and these services are provided for students at the 

National Library, the Social Research Institute at Chiang Mai University, and the Department 

of Eastern Languages, Faculty of Archeology, Silpakorn University (Wisapat Chaichauy, 

2013). 

If the inscriptions cannot be utilized by general people, they will be lost over time. 

The Princess Maha Chakri Sirinthorn Anthropological Center (Public Organization) has 

therefore initiated a project to transform mulberry-paper inscriptions into digital copies form 

because current computer and digital technologies are rapidly evolving and can replace the 

analogue systems. Kovit Surapun (2001) states that computer technology can easily kept 

                                           
4
 Palm leaf manuscript is one of the oldest medium of writing in India especially in 

Southern India. It is also the major source for writing and painting in South and Southeast 

Asian countries including Nepal, Sri Lanka and Thailand. (Agrawal, 1984 cited in D. Udaya 

Kumar, G.V.Sreekumar, U.A.Athvankar, 2009) 



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

20 

large data sources of information. In addition, these data can be easily used, compressed and 

reproduced with their original quality. Moreover, when they are connected to the 

telecommunications system, it creates a network that connects databases around the world 

together at all times. With such a great advantage, cultural physical artifact as inscriptions 

have been integrated with computer, telecommunications, and social media which have 

dramatically changed the landscape of communications in the information-based-society age. 

Computer technology is used to serve and connect people in the modern world. 

Desktops, laptops and mobile devices network the world together and perform multiple 

operations at once; however, this industry includes more than these machines. Individuals, 

communities, government and organizations rely on computer technology to produce or 

innovate the majority of things in their lives, such as food, services, entertainment, care, 

communication and education. (Tony Myles, 2015) 

The inscriptions database in Thailand is a form of cultural reproduction. The original 

culture is selected, produced, modified and adjusted to the changing society. The Princess 

Maha Chakri Sirinthorn Anthropological Center (Public Organization) has used information 

communication technology as a crucial tool for the production and distribution of 

inscriptions. Inscriptions are considered as very important antiquities and cultural materials 

that represent the wisdom of ancient people who invented and used stones or other objects as 

a tool for communications. Inscription also contains various knowledge, arts and history 

cultures. Bringing inscriptions to the public is thus important because people can study 

history and culture form the primary data sources. Therefore, we investigated the cultural 

reproduction process by using a case study on the inscriptions database in Thailand. The 

objective of this study is to investigate the cultural reproduction process by using a case study 

on inscriptions database in Thailand 

 

Literature review 

Concept of cultural reproduction was used as a theoretical framework for this study. 

Cultural reproduction is a process that promotes and secures the sustainability and continuity 

of culture. It also refers to protection, maintenance or enhancement of culture produced in a 

social group. When a new cultural meaning is produced and created, the members will select 

appropriate ideas, beliefs, values or practices and reproduce them in different ways until they 

are accepted as a norm for coexistence, which represents the unity within the group and the 

difference between groups. Any culture that has already been produced but not accepted will 

eventually extinct (Sutthi Kabpila, 2015).  

Kanjana Kaewthep and Somsuk Sukwiman (2008, cited in Sutthi Kabpila, 2015) 

proposed guidelines to investigate the cultural production and reproduction processes that 

consist of four components: production, dissemination, utilization and reproduction, as shown 

in the description and diagram below.  

1. Production is to consider how the culture has been produced and what it means, 

who its producer is, and how the producer creates cultural symbols or inventions.  

2. Dissemination is to consider how cultural producer has widely publicized the 

culture. Cultural dissemination is due to the fact that each social group seeks to produce its 

own culture. Thus, cultural producer and its group members join to create the meaning and 

awareness as well as share existing cultural meanings in various ways within the group. This 

may benefit or hinder the group movement.  
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3. Utilization is to consider how group or society members use and recognize the 

published culture and how the meaning of the culture perceived by these group members has 

changed from what the culture producer has created. 

4. Reproduction is to consider how the culture has been continuously reproduced to 

stay. It is also associated with cultural communication that affects the perception of cultural 

meanings. Technology, people and society are related to the creation and change in identity 

of the group because members of the group or society have been sharing cultural information 

and knowledge constantly  

 

Diagram 1. The cultural production and reproduction processes from “The 
stream of political economy and communication study theorists,” by Kanchana 

Kaewthep and Somsuk Hinwiman, 2008. 

 

Methodology 

 Qualitative research approach was employed in this study. The methods included in-

depth interview and document analysis which were described as following:  

1. Data were collected through in-depth interviews with key informants who were at 

that time involved with the inscriptions database in Thailand, including academic researchers, 

lecturers and users. The semi-structure interviewed questions guided by theory were used to 

as a tool to gain knowledge regarding cultural reproduction process. These interviews were 

open-ended with flexibility and the interviewees were free to provide their story.  

2. Data were collected from documents, websites, physical artifacts internet 

searches, books, journals, and related papers to investigate the cultural reproduction process. 
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Results  

 Inscription is a wisdom heritage of the ancestors, which is not currently being built, 

and the remainder is decaying over time. It is of great value to many studies, such as history 

and archeology. It also indicates the evolution and change in letters and languages from past 

to present, which is useful for studies in the field of literature and linguistics. Moreover, it is 

written evidence that is very important to the nation. For this reason, these inscriptions have 

been reproduced to date. The cultural reproduction process consisted of four stages including 

production, dissemination, consumption and reproduction. 

(1) Production 

Inscriptions database in Thailand was created due to excessive prevalence of existing 

inscriptions, and if these inscriptions were kept in a copy format only, they might be useless 

because of no users. Thus, stake holders who involved with these inscriptions came up with 

the idea of bringing a digital system to preserve inscriptions. In the first phase, the focus was 

on the preparation of data warehouse, and the Princess Maha Chakri Sirinthorn 

Anthropological Center (Public Organization), in cooperation with the Department of Eastern 

Languages, Faculty of Archeology, Silpakorn University, scanned the copies of inscriptions 

as digital files. Later, there was an idea of creating an inscriptions database website in 

Thailand so that general people could have access to these data of inscriptions. During the 

initial stage, the staff collected and briefly recompiled the published data of inscriptions as a 

book of the National Library before releasing them through the website. Inscriptions with 

image files scanned by with the Department of Eastern Languages, Faculty of Archeology, 

Silpakorn University, were also uploaded to the website. Since then, the inscriptions database 

in Thailand has been constantly updated and developed. Until now, this database is not only a 

collection of inscriptions, but it also contains inscription readings, interpretations, articles, 

bibliographies and images, which are available to the general people who can have access to 

the data of inscriptions more conveniently.  

In the process of entering data into the database, the data from inscription-related 

books are typed in Microsoft Word, copied and pasted into the database management 

program. Details of inscription readings and interpretations are converted as a PDF file and 

then upload into the database. The reason for using a PDF file is because the old system has 

some restrictions of entering data. For example, upper-point letter (-ํ ) and “a” vowel cannot 
be put together or an inscription with horoscope description needs to generate a code that is 

very difficult to process. It has therefore been adapted to use the PDF file system, which can 

display the data better. For images, the database has some loading limitations and it is not 

possible to upload large or very high resolution images. For articles, involved scholars may 

either write or introduce the writings of other people, and this will have the same procedure 

as entering the data of inscriptions into the database. 

(2) Dissemination 

Current dissemination of inscriptions mostly uses printed media because these 

inscriptions need to be published as evidence. Online publishing or dissemination is available 

through the website and Facebook of inscriptions database in Thailand (SAC). This website is 

divided into four sections: header, content, link column, and footer. The users can search for 

the inscriptions from their name, letter, language, discovering province, and search word or 

words. Then, the system displays the details of the search and the users can click to see the 

detailed information of these inscriptions. There are also inscription images, readings and 

interpretations available for downloading. In addition, the website’s homepage contains 
inscription-related articles, news and project activities where users can learn more. 
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Figure 1. The system displays the details of inscription images, readings and 

interpretations. 

 

 Facebook of inscriptions database in Thailand (SAC) serves as a collection of 

information about inscriptions taken from the above-mentioned website as well as possibly 

exhibits other inscription-related news and stories from other Facebook pages. This Facebook 

helps disseminate information related to inscriptions to the users more widely. 
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Figure 2. Information about inscriptions on Facebook of inscriptions database 

in Thailand (SAC)  

 

(3) Utilization 

Inscription experts and users of inscription database in Thailand have perceived 

consistently that this database contributes the convenience of use because these inscriptions 

are exhibited at various museums where general people can visit. However, since the 

inscriptions are abundant and scattered throughout all regions of Thailand, those interested in 

studying or seeing the inscriptions have to travel to the locations of such inscriptions. 

Alternatively, they can find information from inscription books and most of which are in the 

National Library or libraries in various educational institutions where they have to travel to 

and cannot have access to the data at any time. On the other hand, finding the data from the 

inscriptions database in Thailand allows the users to have access anywhere and anytime by 

just having a device connected to the Internet. In addition, the data within the database are 

highly reliable because they are taken from published books and can be used as reference 

information. Moreover, this database contains more content than other forms of media in 

terms of inscription-related news and vocabulary. This content has also been updated at all 

times so that its users can utilize it more.  
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(4) Reproduction 

Inscriptions database in Thailand has been developed on today’s best system, i.e. 
online system. The creator has believed that, in order to ensure that the inscriptions database 

in Thailand is repeatedly and sustainably reproduced, there must be personnel who are 

responsible for maintaining and updating this database system at all times. Also, if there is a 

new technology developed in the future and the current online system is lost and cannot be 

used, the inscriptions database in Thailand is ready to transition to such new technology. 

Despite of inscriptions database in Thailand used to organize the system and 

dissemination of inscriptions to the public, every inscription discovered and registered by the 

Fine Arts Department is still maintained and kept at the right places. Unmovable inscriptions, 

such as those on the walls or doors, are maintained by involved persons, while movable 

inscriptions that are deemed to be moved for preservation by the Fine Arts Department are 

kept at a Provincial Museum or the National Museum. If the users want to see an inscription, 

they need to search for exact information on who maintains or keeps such inscription and 

where. If such inscription is exhibited at a museum, it is possible to visit the actual inscription 

at that place. If such inscription is not exhibited at a museum but it is preserved, it is 

necessary to apply for permission to visit on a case by case basis. Inscription images are kept 

at the National Library and the Department of Eastern Languages, Faculty of Archeology, 

Silpakorn University.  

 

Discussions 

The results of this study are consistent with the conceptual framework of Kanchana 

Kaewthep and Somsuk Hinwiman (2008, cited in Sutthi Kabpila, 2015) who proposed 

guidelines to investigate the cultural production and reproduction processes that consist of 

four components: production, dissemination, utilization and reproduction, and the cultural 

reproduction discovered in the inscriptions database in Thailand also consists of these four 

components: production, dissemination, utilization and reproduction.  

In addition, the dissemination of the contents regarding history, religions, traditions 

and beliefs of ancient people found in the inscriptions through the inscriptions database in 

Thailand also corresponds to the conclusion of new media and inheritance of traditional 

culture (Kanchana Kaewthep, 2012: 239). The conclusion said that most ancient contents 

considered as a traditional culture, which were created before the new era, were opposed to 

new media, such as nature of science, rationality and tangible proof. This phenomenon can 

lead to a conclusion that the new media have served to inherit traditional culture.  

According to the results of the study on the cultural application, all inscriptions 

remain the same, and the new media have just managed and disseminated rather than 

modified or replaced these inscriptions. This is consistent with the concept of Kanchana 

Kaewthep (2005) in terms of old and new storage forms as shown in Diagram 2 below.  
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Diagram 2 Cultural application 

  

Moreover, this research also found new findings in addition to the concept of 

Kanchana Kaewthep (2005) because these inscriptions or antiques have not been isolated to 

the website or new items. However, in this case, the inscriptions are the source of data for the 

database, while the website or Facebook of the inscriptions database in Thailand allows 

internet users to access the inscriptions more easily and conveniently. This is significant way 

to help the inscriptions remain without extinction. Thus, the new media can help sustainable 

cultural physical artifact, by transforming the way that inscription is preserved and making 

inscription more disseminated. Furthermore, the data within the inscription database were 

provided in various forms of media and translated into Thai language. The new database 

generates new opportunities for making sustainability cultural preservation. 

 

Suggestion for further research 

1. This study used qualitative research methodology and collected data by 

interviewing people involved with the inscriptions database in Thailand, including 

instructors, academic researchers and users, along with gathering relevant data from 

documents, websites and cultural inventions. The next study may be conducted by using 

quantitative research methodology that will obtain wider data of users of the inscriptions 

database in Thailand.  

2. A comparative study of the cultural production and self-learning process should be 

conducted through other databases, such as Anthropological Archive, Lanna manuscripts etc. 

3. The next study may be conducted by using Research and Development 

methodology to develop other technologies to integrate with the inscriptions database in 

Thailand for encourage more users. 
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Suggestion for applying this research 

Suggestion to apply this research to the most benefit is the use of modern technology 

to disseminate these inscriptions to general people who can have convenient accessibility. 

This modern technology is Augmented Reality Technology (AR), which requires cooperation 

between the museums and the Princess Maha Chakri Sirinthorn Anthropological Center 

(Public Organization) to use this AR technology. For example, QR code is added into 

museums where inscriptions are exhibited. If the visitors use their mobile phone to scan this 

QR code at an inscription cabinet, it will be connected to the inscriptions database in 

Thailand to display the words interpreted into today’s Thai language. This will provide the 
users more convenience and fun as well as expand the user base to a large number. Thus, the 

Augmented Reality Technology would help disseminate inscription in the public realm. 
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Abstract 

 Rice supplies flooded the market as a result of the aforementioned policy and 

exceeded consumer demands, leading to domestic prices to be greater than prices on the 

international market. Consequently, Thai farmers faced a severe crisis in rice sales and 

created for political gains that finally provide benefits to middlemen. Moreover, the farmers’ 
problems are always the basic problems of the nation. In response to the aforementioned 

problems, Chaichana, a mobile application concept has been developed to provide assistance 

to farmers for their sustainability through ICT. It has been initially created to allow farmers to 

sell their rice crops by letting consumers and producers directly communicate through the 

application. The developers researched related concepts, theories and research for adoption in 

the development of the application to reach target groups through the theory of diffusion of 

innovation and the technology acceptance model. 

Keywords: Chaichana Mobile Application, Theory of Diffusion of Innovation, Technology 

of Acceptance Model (TAM) 

 

Introduction 

 Agriculture has been practiced in Thailand since the ancient past and continues to be 

practiced today. This is because Thailand is a biologically abundant nation. Furthermore, 

Thailand’s income primarily results from the agricultural sector. Farming has been developed 
from the household level up into enterprises. And one highly important cash crop is “rice”. 
Thai rice is accepted for its quality and flavor worldwide. 

 According to rice export statistics from the Office of Agricultural Economics and the 

Customs Department from 2012-2016, Thailand was the largest exporter of rice in 2011 with 

an export value of 61,304,154,198 baht. Thai rice exports, however, have been declining due 

to policies to promote and insure produce prices with the greatest impacts occurring in 2014 

when the export value was only 52,156,976,246 baht and the lowest export volume occurred 

in April (Office of Agricultural Economics, 2016). As for the situation of domestic rice 

trading in Thailand during the rice subsidy policy, according to the weekly rice situation 

report by the Rice Monitoring and Situation Analysis Center, Rice Department of Thailand, 

in October 2014, jasmine rice was sold in Thailand at 33,550 baht.  This was a decrease from 

the rice price in 2013 by 700 baht.  And in October 2015, the domestic price of rice was 

10,250 baht. The aforementioned statistics are consistent with the situation regarding 
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confidence in domestic and international trade resulting from the policy to promote and 

insure rice prices (Rice Department of Thailand, 2016). 

 Rice supplies flooded the market as a result of the aforementioned policy and 

exceeded consumer demands, leading to domestic prices to be greater than prices on the 

international market. Consequently, Thai farmers faced a severe crisis in rice sales. Their 

crisis became a national crisis as stated by Dr. Prawet Wasi, who stated that the farmers’ 
problems are the basic problems of the nation (Isra News, 2014) and that the farmers’ plights 
are the source of the country’s weakness. Thailand’s view of farmers usually involves 

poverty and difficulty. Furthermore, the country’s policies are not conducive to the prosperity 
of farmers. Even though the government has created policies to assist farmers, the majority of 

these are only on the surface and do not seriously solve problems. Instead, they are only 

created for political gains that finally provide benefits to “middlemen”. 

 Therefore, there is a clear imbalance in the agriculture sector. The majority of 

products are seasonal. Agricultural products have little flexibility while food rates and 

consumption remain stable. Furthermore, natural imbalance such as droughts and floods 

occur, and prices are still dependent on demand and supply. Farmers are impoverished 

because of high production costs and uncertain prices. In addition, small-scale farmers and 

agricultural institutes and cooperatives remain weak, lacking in their own land to make a 

living. Moreover, the soil has deteriorated, farmers do not work in clusters and have 

inequality, and farmers do not have sufficient access to resources, innovations, technology 

and financial resources. Hence, government policies are unable to quickly steer agriculture, 

despite it being the heart of Thailand. 

In response to the aforementioned problems, a concept has been implemented to 

provide assistance to farmers. An application was created to allow farmers to sell their rice 

crops by letting consumers and producers directly communicate through the “Chaichana” 
application. This application can be because of its convenience, speed and ability to broadly 

reach the younger generation. With the advantages of technology, it is possible to reduce the 

gap between farmers and consumers and thereby lead to a new form of rice trade and stability 

and sustainability for domestic trade. 

 The concept was created to develop an application to assist farmers in rice sales. The 

application is named “Chaichana” (Chai-Cha-Na/Victory), which rhymes with “Chuay Chao 
Na” (Chuay-Chow-Na/Help the farmers) (Figure 1).  When farmers are directly assisted, 

consumers and farmers will perceive their success as a result of the assistance they received. 

The application simulates a feeling of victory and is based on the desire to directly assist 

farmers without going through middlemen. From the aforementioned concept, the creators 

developed the application to become a trade medium for rice between buyers and rice farmers 

(producers) in order to allow farmers sell quality rice at fair prices without going through 

middlemen for the sake on their sustainability throughout ICT model. 
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Figure 1: Chaichana Application Interfaces 

Literature Review 

Furthermore, with the desire for this application to become a primary source of rice 

trade, the “Chaichana” application was designed and developed as a direct rice trading hub 
with farmers who produce agricultural products, regardless of whether the farmers offer only 

a single strain of rice or are traders of a wide range of agricultural products, and to allow 

producers (farmers) and consumers, who are rice buyers, to easily communicate with one 

another and obtain detailed information about products as well as provide them a sense of 

safety through the application. Hence, the developers researched related concepts, theories 

and research for adoption in the development of the application to reach target groups. Hence, 

the following theories, diffusion of innovation and technology acceptance model were made: 

Theory of Diffusion of Innovation 

 Everett Rogers (1962) described the theory as being related to the diffusion of 

innovation via various communication channels between members of society over a given 

period of time to induce social and cultural changes. There are five primary components as 

follows: 

1. Innovation means new things diffused to different areas to create social 

acceptance. There are two types of innovations, namely, thought innovations and 

material innovations. 

2. Adopter means the person who adopts innovation that has been disseminated via a 

communication channel. 

3. Communication channels mean mediums used to disperse innovations from their 

sources to people in society. 

4. Time means the period used to culturally spread innovation for users to have 

knowledge about the innovation or adopt the innovation. 

5. Social system greatly influences the extent to which innovations are diffused or 

the amount of time used for spenders to have greater acceptance of innovations. 
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Furthermore, Rogers (1962) further described the innovation acceptance process as 

one of the processes for diffusion of innovations. It is a psychological process composed of 

the five following steps (as shown in Figure 2): 

1. Knowledge means perception of innovations from various media. 

2. Persuasion means the attitudes of the recipients toward innovations, which can be 

either positive or negative. 

3. Decision means the recipient’s decision to either accept or reject given innovations 

after the recipient has joined in activities related to the innovations. 

4. Implementation means the recipient planning on how to practically use the 

innovations in their lives. 

5. Confirmation means when the recipient accepts and adopts innovation subsequent to 

having studied information about the innovation. 

 

             

Figure 2: A Model of Five Stages in the Innovation-Decision Process (Rogers, 1962) 

 

Furthermore, Rogers (1962) mentioned the people in society who will accept the 

diffusion of innovation and divided them into five groups (as shown in Figure 3) as follows: 

1. Innovators mean groups of creators or inventors of new innovations. They account 

for about 2.5 percent of the population. 

2. Early adopters are persons who enjoy trying new and popular innovations in 

society. They account for about 13.5 percent of the population. 

3. Early majority means the group of people who tend to think, consider and decide 

on several occasions on whether to accept innovations or not primarily based on 

observations of early adopters. They account for about 34 percent of the 

population. 

4. Late majority means the group of people who are not very knowledgeable about 

innovations and new technologies but accept innovations once the early major 

express interest in them or they have become popular, leading to followed interest 

and acceptance. They account for about 34 percent of the population. 

5. Laggards mean groups of people who show no interest in technology due to not 

perceiving the benefits they would receive. However, these people accept 
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innovations when other groups show interest. They are the latest group to follow 

or accept innovations. They account for about 16 percent of the population. 

 

Figure 3: Adopters’ Categories Based on Innovativeness (Roger, 1962) 

 

The researcher used the Theory of Diffusion of Innovation because it is consistent 

with the “Chaichana” application and can be used to describe the spread of the 
aforementioned application. According to Peshin et al. (2009), the Theory of Diffusion of 

Innovation has been applied to the agricultural industry for half a century. By referencing the 

Theory of Diffusion of Innovation and the research of Stephenson (2003), the researcher can 

be classified as the innovator or the inventor of innovations and was required to seek 

channels to distribute the “Chaichana” application by primarily targeting early adopter 
farmers, i.e., farmers who can easily access technology. By motivating farmers to become 

early adopters and have greater acceptance of the “Chaichana” application, once they have 
accepted the innovation, they will implement it in their lives and pass to early majority 

farmers. 

Technology Acceptance Model (TAM) 

This theory was developed from the Theory of Reasoned Action and was proposed by 

Fishbein and Ajzen (1975).  Based on the essential content, before humans take any action, 

guidance, i.e., subjective norms have to take place first along with attitudes toward the 

aforementioned behaviors. The theory was further reinforced by the Theory of Planned 

Behavior, which was subsequently proposed by Ajzen in 1985. Subjective norms influence 

attitudes. The person follows the norms follows groups that are important to them. In 

particular, the more a person follows the reference group, the higher intention that person will 

have to perform the behavior. This is independent of rights and wrongs with morals. 

Furthermore, the intention to take any action is also dependent on the strength of the 

reference group, which results from the surrounding environment and the motivation for the 

intention to follow the reference group (Ajzen, 1991). Conversely, if the reference group is 

unimportant, there will be no impacts to the decisions to engage in actions of the person 

(Miller, 2005). 

The Technology Acceptance Model (TAM) is an information system theory that 

discusses users’ acceptance of the use of given technologies that are suitable to users were 
offered new technologies. One of the factors that influence acceptance is perceived ease of 

usage of the technology (Chaweesuk and Wongchatupat, 2012). Davis (1989), the originator 

of the theory, described perceived ease of use as the feeling of users who believe that the use 

of a given system as being free from difficulty. Davis and colleagues who created the theory 

said that because new technologies such as computers are complex and difficult to use for 

ordinary people without significant technological knowledge, problems occur in accepting 
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usage, and if users encounter obstacles and difficulty after usage, they accumulate negative 

attitudes and the usage of the technology fails (Bagozzi, Davis and Warshaw, 1992). 

Previously, a study was conducted by Tornatzky and Klein (1982) on the Theory of Diffusion 

of Technology, which found indicators on perceived ease of use such as consistency, benefits 

of the technology used and complexity. Subsequently, Venkatesh (2000 & 2003) proposed 

new indicators, namely, basic technological competence of users, anxiety caused by the use 

of technology and enjoyment from the use of new technology. Hence, if new users perceive 

that systems to be used are not complicated and can be used easily, they will accumulate 

positive attitudes and future determination. Furthermore, if users believe that the technology 

will provide convenience in their work and create benefits, whereby perceived benefits is 

based on knowledge about one’s own technological competence (Bandura, 1986), perceived 
benefits from usage will occur directly and indirectly in terms of the quality of outcomes 

from the use of new technologies and positive images resulting from usage. Hence, if new 

users perceive that technology benefits them and promotes their positive image, positive 

attitudes and usage determination will also occur (as shown in Figure 4). 

 

 

Figure 4: Technology Acceptance Model (Davis, 1989) 

 

The Technology Acceptance Model is geared toward usage intention leading to actual 

usage, whereby perceived ease of use, perceived benefits and attitudes are variables that 

influence usage intention. The Technology Acceptance Model was further revised, and two 

more variables were added to become TAM 2 (Venkatesh et al., 2000 & Venkatesh, 2000). In 

this model, external factors that influence usage motivation were discussed such as subjective 

norms, image, job relevance, output quality and result demonstration, which lead to perceived 

usefulness, attitudes and usage intention. 

Next, Venkatesh et al. (2003) further developed the Technology Acceptance Model 

into TAM 3 as an extension of Venkatesh et al. (2000). It mentioned external factors on the 

computer proficiency of users, perceived external control, computer anxiety, playfulness, 

perceived enjoyment and objective usability. These are factors that impact perceived ease of 

use of new technologies.  

 From the Technology Acceptance Model, it can be concluded that the key factors are 

perceived ease of use, perceived usefulness, attitudes and behavioral intention to use, which 

lead to actual use. Additionally, a highly important factor is subjective norms. Therefore, 

once the Theory of Diffusion of Innovation and Technology Acceptance Model are 

combined, the model for the development of the application was obtained as shown in Figure 

5. 
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Figure 5: Conceptual Model adapted for Chaichana Mobile Application 

 

Implementing the Theory and Developing the Chaichana Application 

 The creators developed the application by using the Theory of Technology 

Acceptance Model as the primary concept in the application construction. According to 

reviews of literature and studies and research related to the theory, it was found that the key 

variables in the application development could be divided into three aspects as follows: 

perceived ease of use, perceived usefulness and subjective norms. All variables were 

separated by empirical or manifest variables. The creators perceived them to benefit the 

adoption of the aforementioned theory and in describing the development of the Chaichana 

Application, which can be explained in reference to the three aforementioned variables: 

Perceived Ease of Use 

 The originator of the theory mentioned that new technologies and complexities and 

usage difficulty encountered by ordinary people lead to problems in usage acceptance. Hence, 

in view of the issue, the creators raised the aforementioned issue as an important issue in the 

development of the application. This is because the primary users of the application will be 

ordinary farmers. Perceived ease of has empirical and manifest variables. Hence, the creators, 

as the developers of the application, perceived the significance of variables as follows: 

Technology Efficacy 

 The application developers are confident in the ability of all types of users to use the 

application with ease. This is because the primary concept used in design was usability by all 

parties. The control of the ability of users to use the application is a factor that influence 

perceived ease of use (Bandura, 1997). Furthermore, many factors such as technology 

efficacy are involved. Therefore, the developers gave significance to providing knowledge on 

how to use the application. In this regard, the developers had created usage demonstration 

images divided into three basic sections. The first section involves application registration, 

identity verification, user type selection and inputting personal information. The next section 

is about how to make posts or sales and purchases and communication through the 
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application. Lastly, the third section is concerned about how to write reviews and read articles 

inside the application. (Figure 6) Providing knowledge about the Chaichana application 

influences perceived technology efficacy. Perceived technology efficacy is an important 

aspect that promotes future usage behaviors.  

 

Figure 6: Menu Tab 

 

Anxiety-Free 

The Chaichana application is a medium or community for exchanges in rice and 

agricultural products, and rice and agricultural products are products that consumers pay 

attention to due to them being consumer items.  Accordingly, because the Chaichana 

application involves financial transactions, users might feel usage anxiety (Baron et al., 

2006). Hence, the application developers were greatly determined to make the Chaichana 

application as safe and reliable as possible. Providing security inside the application begins 

from registration and covers available channels for submitting complaints to related staff, 

along with the inclusion of a search tab for users who dislike difficulty in using the 

application. These reduce anxiety, and reduced usage anxiety lead to positive impacts to 

perception and lead to behaviors. Without anxiety or fear about usage, users can explore other 

factors in the use of the application. (Figure 7) 

 

                     

Figure 7: OTP via Application 
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Playfulness  
The application was designed for users to experience fun during usage. Entertained 

users overlook the usage difficulty and complexity of new systems. When users feel 

entertained, they do not feel that they are exerting as much effort in trying to use the system 

(Phan and Daim, 2010). Therefore, the creators used a design concept that is aimed at 

preventing the visuals and audios of buttons being pressed inside the button from becoming 

coarse and making them casual. Users can, therefore, feel entertained when they face various 

types of data, which, although are designed to not be complicated to use, can be contain small 

aspects of complexity such as while idle and when holding down a button to access the 

profile pictures of users. Users can upload moving images as their profile pictures. These 

hidden attributes lead to persons to feel entertained or satisfaction when completing actions, 

and the enjoyment from the use of technology leads to users to become open and accepting of 

new systems. 

Perceived Usefulness 

 On the perceived usefulness of the Chaichana application, the developers planned to 

communicate the benefits of the application directly to every member of society. This is 

because the apparent use of the application is decrease in the steps farmers take and 

overdependence in others. In addition there are other benefits that can be perceived by users 

such as communication with farmers, perception about the backgrounds of farmers and 

donations. However, primarily, the application developers intend for all types of users of the 

application to perceive benefits. If theories are involved, the empirical variables and manifest 

variables can be explained as follows: 

Image 

Persons who create positive difference or positive images of themselves influence 

identity in being patrons of others (Venkatesh, 2000). Hence, the application developers 

intended for users of the Chaichana application to be persons with a modern image and be 

users who wish to reduce agricultural monopoly or contract agriculture, which are 

longstanding problems. Hence, the Chaichana application was designed to have an 

appearance that matches with the period. In design, colors with clearly congruently controlled 

tones were used. (Figure 8) Additionally, studies were conducted on the usage popularity of 

colors and symbol designs in the application. Furthermore, studies were made on the 

movement patterns of various windows in the application to ensure that users perceive a new 

and polished image about how the majority of people in society perceive farmers. 
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Figure 8: Chaichana Application 

Output Quality  
Users can opt to use the system that produces the best results. The application was 

developed with the intention of offering the best results for all types of users. For example, if 

the user is a person directly contacting rice farmers to make purchase, once a purchase 

agreement is reached, the system will ask the user whether the user would like for the system 

to track product delivery information or not. If the user is willing for the system to track the 

aforementioned information, the system will make regular inquiries on product delivery and 

financial transactions. This aspect is what produces quality results, which is an important 

factor in whether users have usage behaviors or not. Though the sellers can have an 

interaction and receive feedbacks from the direct customers. (Figure 9) 

 

Figure 9: Review Tab 
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Job Relevance  
Greater access to technology, especially access to smart phones, has changed the 

lifestyle of people in line with the modern age where there is greater internet coverage. And 

the increase in online living is changing other aspects of life (Yaghoubi et al., 2003). As the 

Chaichana application developers perceived the significance of the aforementioned change, 

they developed the application. Users can feel that the system matches with their situations 

and give importance to using technology to support their everyday living, i.e., today we can 

summon cars to pick us up via an application, and we can also now buy and sell rice through 

an application in line with the changing times. 

Subjective Norms 

Human behavior modification is no easy task. It might be necessary to rely on various 

related factors such as time, place and conveniences. However, according to the Technology 

Acceptance Model, other factors are also added, namely, subjective norms, which cause 

others to follow in behaviors. Persons follow referent groups that are important to them. The 

more a person follows a referent group, the more intention they have to perform an action 

(Ajzen, 1985). The developers of the Chaichana application perceived the aforementioned 

significance. Therefore, referent groups were set up according to the Diffusion of Innovation 

Theory, which was preliminarily tested on early adopters such as farmers who are community 

leaders and skilled farmers who could use technology such as computers and smart phones. 

The objective of the application developers was on the primary target group of this 

application, namely, the early majority group, i.e., the group that adjusts following the 

referent group. The empirical or manifest variables are as follows: 

Motivation to Comply with the Referents 

As mentioned above on the use of the Chaichana application, after initially using the 

application with the referent group or the early adopters, the motivation to follow the 

behavior occurs in the primary target group of the application, which is the early majority 

group. Perceived intention to follow the behaviors recommended by the referent group and to 

test the safety of usage because other people have tried it out and found it to actually be 

useful create usage intention (Leong et al., 2013). 

Social Pressure  
The pressure from society around them upon discovering more users of the 

application such as the village headman, family members and friends using the application, 

and perceived  usage by persons close to them, if they remain unaware of the application, 

they become aware and receive information, background and directions on how to use the 

application. Finally, they have the opportunities to use the application. Otherwise, if they do 

not use the application, the pressure from society around them affects their attitudes as 

coming from important persons to determine whether they should follow them or not (Ajzen, 

1991). 

 

Conclusion 

The creators, as the developers of the “Chaichana” application created and designed 
the application with emphasis on simplicity and usefulness of the application. The menus and 

usage of the application were made to not be overly complication and to meet the usage 

requirements of users, as it is the demand of users to not learn about a complicated 

application, because primary emphasis is put on the rice trade. Hence, the Chaichana 

application is comparable to a central media or place for discussion and trade in agricultural 
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products, especially rice crops. It is the reason for the simple design of the appearance of the 

application and its menus and to be friendly with all users. Furthermore, emphasis is placed 

on modern farmers who are familiar with today’s technology (early adopters). However, the 
“Chaichana” application is only in the beginning stages of its usage. It is necessary to wait for 

responses from users to develop and make improvements to the application to meet the 

requirements of users as much as possible. In the future, this application can be expanded to 

cover other agricultural groups for the benefit of Thai farmers and provide convenience to 

product distribution without leftover produce and with reduced poverty and with products 

sold at fair prices. As for consumers, they benefit by having access to quality products at fair 

prices and by saving time in the search for high quality agricultural products. In addition, 

relationships are formed between buyers and sellers, thereby reducing burdens of the 

government to subsidizing the prices of agricultural products, to achieve stability, prosperity 

and sustainability for Thai farmers in the future. 
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Media Literacy for Sustainable Development: Reasoning and Social Responsibility 

 Nudee Nupairoj 
7
 

Abstract 

 In the mediated society, we communicate, receive information, getting connected, 

order food, call a cab, shop via the Internet, and much more. We have become equipped with 

the ability to receive and create the media content. To benefit from this ability, media literacy 

competencies are equally essential for both the receivers and the creators. While the media 

users who receive the information and all kinds of other media content, particularly online, 

need to the media literacy skills to protect themselves from the media impact, those who 

create and disseminate the media content must be able to communicate efficiently and 

ethically. There are many ways to and many media literacy skills to help media users to 

accomplish these communication goals. This paper focuses on reasoning and proposes it as a 

tool that the receiver can use in appraising the value of the media content they receive and 

enhance their ability to act accordingly. Meanwhile, the paper argues that all creators, 

professionals or general users, recognize and apply the concept of social responsibility. Even 

though the principle of freedom of expression is guaranteed but only if it does not damage 

others’ rights and reputation, cause public disorder, or jeopardize the national security, 
among others. The Create component of media literacy is exactly that. The ability to create is 

not merely knowing how but also about how to do it in an ethical manner. Because in the 

mediated society, everything that goes online always have an effect on others both online and 

offline, social responsibility could be a primary guideline for all users to become ethical 

creators of the media messages. A case study on the recent media coverage of the Khon Kaen 

murder case in Thailand is used to demonstrate how reasoning and social responsibility could 

be applied. Applying reasoning and social responsibility are important in two levels: in the 

micro level, it enables individuals to make an informed judgment and lead a quality life - a 

foundation for a sustainable development; in the macro level, it empowers the citizens to 

actively participate in the democratic society - one of the media literacy goals. 

 

Introduction 

In 2017, the number of global active monthly users for Facebook is 1.94 billion 

(Statista, 2017a), and 328 million for Twitter (Statista, 2017b), while LINE, the most popular 

texting application in Thailand has 217 million users (Smith, 2017). The 2017 Global Digital 

report by Singaporean digital agency indicates that over half the world’s population now has 
a mobile phone and accordingly, over half of the world’s web traffic comes from mobile 
phones. The same study also shows that Thailand ranks the fourth place when it comes to the 

time spent on the Internet; with 47 hours per day on average via computer and 39 hours via 

mobile device (Kemp, 2017). The way we communicate, shop, find a cab, obtain information 

and entertainment, create and disseminate the content made by us or others, also known as 

the user-generated content (UGC), forges the mediated society we live in. In marketing, UGC 

is “any type of content that has been created and put out there by unpaid contributors . . . 
pictures, videos, testimonials, tweets, blog posts, and everything in between and is the act of 

users promoting a brand rather than the brand itself (Davey, 2016).” In the context of this 
paper, however, it refers to either the content that is created by users (such as pictures, videos, 

posts, status updates, blogs, vlogs) or the one users disseminate (such as sharing) on the 

Internet for any purpose or for certain gratification. Because of anyone can create the UGC, 
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users in the mediated world needs to be media literate even more to get their life in control 

rather than being controlled by the media they consumed.   

Being media literate is about having the abilities and skills to utilize the media content 

effectively, efficiently, safely, and ethically. According to a recent study, the media literacy 

(ML) competencies for Thailand include the abilities to access, analyze & evaluate, create, 

and reflect (Nudee Nupairoj, 2016). Access is about the ability to articulate the needs, locate, 

and obtain the media content in an ethical manner; Analyze and Evaluate requires the critical 

thinking skills to appraise the value of the media content; Create is the ability to ethically and 

effectively communicate the intended message by using the proper tools (United Nations 

Educational, Scientific, and Cultural Organization (UNESCO), 2013); Added to the 

UNESCO’s original media literacy competencies is the ability to reflect – being able to think 

about how the media content can be beneficial and used for development, as well as to reflect 

on the consequence and usefulness of one’s action (Nudee Nupairoj, 2016). These 

competencies empower users, both as the receivers/consumers and as creators of the media 

content, to benefit from the media content and able to make an informed decision. 

Nevertheless, as we are trying to equip users with media literacy skill, emphasizing 

the media effects, it is as important to pay attention to the UGC and user’s behavior in 
creating and sharing information online as well. Since creators can create and spread false 

information or content with certain hidden-agenda that could lead to public disorders or 

stimulates misinformed actions in the society, it is essential to focus on how the UGC is 

created as much as its impact. Hence, the two aspects of media users – both the “sender” 
(creators) and the “receiver” in the communication process -  should be emphasized equally.  

For the sender/creator aspect, not only creators should know how to deliver the 

intended message to the intended target, they also need to realize that by sharing media 

content, they must be responsible for the consequence of their action. The debate on 

accountability usually falls on the claim of freedom of expression. This paper argues and 

emphasizes that such freedom must always be accompanied with social responsibility. For 

the receiver’s aspect, the paper points out how reasoning, which is one of the critical thinking 
skills, can assist in analyzing and evaluating the media text. The rationale is because 

reasoning is simple and “handy” as a preliminary tool to appraise the media value at the time 
of exposure, as opposed to further probe into the source or finding additional information 

from other sources. A recent case of a media coverage on a murder case will be used as an 

illustration of how these two concepts can be applied. 

 

Creators and Social Responsibility  

There are two types of media content creator: the media professionals and the general 

users who create the user-generated content. There are two ways to “create” the media 

content: one is by creating an original content, such as a status update, a picture, a creative 

work, a text or videos, etc.; the other is by disseminating other’s creation through sharing the 
originals in a (publicly) personal space (with credits). Either ways, it has to be done 

responsibly.  

 In the democratic society, freedom of expression is guaranteed by law. Article 34 of 

the 2017 Constitution grants individuals the rights and freedom to express their opinions by 

ways of speaking, writing, publishing, advertising, and other means of communication; while 

article 35 guarantees the media professionals the same rights and freedom (The National 

Assembly Radio and Television Broadcasting Station, 2017). However, such freedom comes 

with certain restrictions. The restrictions are established to ensure that such freedom will not 
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be exploited in a way that causes damage to the others’ rights and reputation, jeopardizes the 
national security, disturbs the public order, health or morality (Masmoudi, 2008); in other 

words, the freedom of expression must be exercised with social responsibility.  

People usually know their rights, but not others. The creators of the media content 

constantly claim their freedom of speech, while failing to recognize others’ rights. The rule of 
law that guarantees others’ rights and reputation, not to mention the public order, and the 
morality, among others, seems to be omitted. The social responsibility concept corresponds to 

the definition of the Create aspect of media literacy competencies that the media content 

should be created ethically and effectively (UNESCO, 2013). From its definition, the create 

competency can only be achieved when the creator knows both how to communicate and 
actually applies ethics to the creation. Social responsibility, hence, is one of the tools that can 

help achieve this goal. In the mediated society, creators usually claim their creation as 

“personal,” while in fact, there is nothing truly personal on the Internet. Even if the settings 

are set for only “friends,” the content can easily be publicized by someone else. Some 
individual users are public figures with hundreds of thousands of followers, hence they have 

the potential to influence the public opinions. Therefore, even “personal opinions” can 
become public and powerful. Many of these personal opinions have created social impact 

both positively and negatively. One single post on Facebook can lead to an extensive social 

criticism in social media that ultimately resulted in the impact in the reality. This 

phenomenon happens every now and then over the recent years. Therefore, even if it is an 

opinion that is published online, then social responsibility must always be applied. Criticisms 

are good but should and could be made in a constructive fashion rather than destructive one. 

When the members of the society recognize the importance of social responsibility, the 

creation and dissemination of the UGC can lead to a social development.  

How does the content creation affect the society? 

The coverage of the gruesome murder case in Khon Kaen province in the 

Northeastern Thailand started on May 25, 2017, after the body of a 22-year-old Warisara 

Klinju was found cut in half and buried near Khon Kaen. The media covered the investigation 

so closely and frequently that it spawned criticisms, particularly among social media users 

who claimed that it was only because both the criminal and the victim were attractive and 

were female, which was quite unusual in the Thai history for this kind of murder. As this 

paper is being written, it is reported that the girl who mutilated the victim’s body acted alone, 
with others as accessory to the crime. This criticism was proved not to be an overstatement 

when a television station put an announcement on their Facebook page to cancel its regular 

programing to cover a live report on the arrest of the suspects. Secondly, the media were 

criticized for reporting in the manner that made the killer looked like a “net idol” (Thairath 

Online, 2017; Pannika Wanich, 2017; Daily News, 2017). The fact that the media 

organizations are competing for speed by constantly updating their coverage on the case,  

combined with the fact that, according to Assistant Professor Assawin Nedpokeaw, Ph.D., the 

convenience to constantly follow the investigation through mobile devices did create the 

feeling of watching a reality show (“Do the Media Cross the Line? The Chopped-up Murder 

Case”, 2017). Consequently, the horific murder case became dramatized, especially with 

click-baits like “How did she [the killer] do it?” and “I didn’t mean to kill her!!” headlines, or 
the nickname “femme fatale” given to the killer (Phantanam, 2017) or using the affectionate 

term like “little [name]” (Nation TV, 2017). Facebook’s algorhythm also plays a role in 
multiplying the frequency of the news as it was programmed to show stories that “friends” 
are sharing on user’s News Feed (Constine, 2016). Such frequency could lead to the 

desensitization of crimes, making people become insensitive to violence and crimes, which 

ultimately affect the physical society.  
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The heavy circulation and updates of the reports from the news organizations are 

amplified by users who constantly share the updates, increasing the dramatization effect of 

the crime in the process. Furthermore, when the media report a serious murder case in every 

minute detail, it could lead to a copycat incident, particularly if they provide the name and 

characteristics of the perpetrator, the details of the crime, and the number of the victims 

(Grenny, 2012), and the “highly publicized stories of deviant and dangerous behavior 
influence copycat incidents” (Phillips, 1974 cited in Grenny, 2012).  

With social responsibility in mind, as opposed to competition or obtaining the web 

traffic and Likes, all types of creators should think about the consequence of their content 

before publicizing it; general users interested in the issue should first evaluate the value of the 

content towards the public, then think about the impact it might create before sharing. They 

need to keep in mind that the freedom of expression is legally guaranteed only with social 

responsibility, like Colin Gardiner, a 50-year journalist veteran declared in a Universal Peace 

Federation (UPF) meeting in 2015, “Freedom of speech has to have responsibility at its 
heart” (Gardiner, 2015).  

 

Reasoning for Receivers  

Traditionally critical thinking skill is one of the most essential skills to achieve the 

analyze and evaluate competencies. Lau & Chan (2017) define critical thinking as “the ability 
to think clearly and rationally about what to do or what to believe.” It is when a thinker 

analyzes and evaluates without biases and prejudice that they can reach conclusions that are 

rational as well as logical solutions (Paul & Elder, 2008). The problem is the Thai education, 

as well as any other countries in Asia, never embeds the thinking skills to our children due to 

the pedagogy that emphasizes on memorizing and the hierarchical culture in which teachers 

usually are authoritative figures to whom students are not supposed to talk back or ask too 

many questions (Wannika Wongmayura, 2012). This is why critical thinking skills have 

always been an obstacle for Thai citizens. Comments in public posts, articles from news 

agencies in the digital platform, and comments and criticisms by the general public, and texts 

created by celebrities, some of these illustrate unsound argumentation and weak reasoning 

(simonsays, 2009). But it is this kind of user-generated content that often creates a huge 

social impact that potentially lead to the misinformed public and the dissemination of 

ungrounded stories. Knowing and understanding reasoning and having the ability to 

differentiate between sound and unsound argumentations are therefore crucial for social 

development (Krismant Whattananarong, 2011). On a macro level, the ability to use 

reasoning enables and empowers individuals towards becoming citizens who actively 

participate in the democratic society and ultimately become aware of the responsibilities for 

global citizenship (Grizzle & Calvo, 2013) - the media literacy goal; on a micro level, it 

enables individuals to make an informed judgment to lead a quality life. 

User-generated content plays a major role in social debates and actions; several 

Facebook pages, known as the “dark pages” have become the sources that serve as people’s 
voice, bringing certain issues into the spotlight, such as E-Jan (อีจนั – 2.7 million Likes), V For 

Thailand (200,000 likes),  Mam Po Dam (แหม่มโพธ์ิด า – 970,000 Likes) (Thairath Online, 2017); 

or the pages that provide a well-researched summary on a variety of issues like Drama Addict 

(1.6 million Likes) and Saroop (สรุป – 300,000 Likes). In a way, these UGC pages are 

flourishing because the mainstream media cannot gratify their needs and serve the functions 

they are supposed to as they are struggling to thrive in the digital platform. The speedy 

reports are commonly superficial, usually lack certain details and other perspectives to help 
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the consumers with enough information. Consequently, the consumers have to double their 

media literacy skills when reading the media text offered by these media, including the pages 

that seem to provide the well-rounded facts. As can be seen from the media coverage of the 

murder case mentioned above, the need to earn a great amount of web traffic and victory over 

other media organizations, the content, particularly the headlines, and the frequency of the 

reports must stimulate curiosity and dramatize the stories (which ultimately spawn criticism). 

One way to help the receivers of the UGC and information, especially via the digital 

platforms, to appraise the value of the content they consume is to apply basic reasoning skill.  

 Reasoning as a handy tool 

 Reasoning is “handy” in a sense that it allows individual to appraise the value of the 
media text at the time of exposure, as opposed to seeking for more information for 

verification such as the credibility of the source or other empirical facts. When a creator is 

trying to tell something to the reader (receiver), perhaps proposing an opinion or an idea, she 

or he is making a claim, and supports that claim by giving reasons to justify it. A reader has 

to decide whether those reasons are logical or ‘make sense.’ In order to make such 
evaluation, there are five reasoning patterns that one should recognize (Gronbeck, German, 

Ehninger, & Monroe, 1995): (1) reasoning from examples (induction) is using a series of 

examples to draw a conclusion for the entire class; (2) reasoning from generalization 

(deduction) is the opposite - the conclusion for a specific case is drawn by using the general 

truths; (3) reasoning from sign is using the observable mark as proof of existence; (4) 

reasoning from parallel case is drawing a conclusion from what happens in other similar 

cases; (5) reasoning from cause is to conclude by finding the cause of the state of affairs. 

Recognizing these patterns helps identify the weaknesses in the argumentation, such as 

whether the examples used in inductive reasoning are enough to be generalized, or whether 

the two cases in parallel reasoning are more alike than different. Receivers can also detect 

fallacies in reasoning by recognizing the following eight common flaws in rationalization: 

hasty generalization, genetic fallacy, appeal to ignorance, bandwagon fallacy, sequential 

fallacy, begging the question, appeal to authority, and name calling (Gronbeck et. al, 1995). If 

any of these fallacies is present in a claim, then the receiver knows that something’s off and 
can choose to probe further or seek more information for clarification should she or he is 

interested in the matter. 

 The Khon Kaen murder case has generated a great amount of social debates. 

Opinions, interviews, news reports and analysis, television programs, Facebook pages, and all 

sorts of media texts have taken over the Internet, particularly the social media during the 

entire investigation until way after the suspects were under the police custody. In the 

mediated world, in which even the highly experienced news organizations get their stories 

from the social media, this kind of phenomenon keeps happening over and over again. 

Reasoning helps consumers make a better judgment on what they hear, read, and see, before 

participating in the public forum, sharing the content, respond, or react. The cumulative 

effects of such phenomenon reflect how the receivers are affected by the information they are 

exposed to and how their reactions, responses, and psychological state affect the society as 

well. In addition, not only reasoning helps the receivers in appraising the media content, it 

can also help them in becoming a better creator as well (and when the receivers become the 

creators, the social responsibility should come into play).  
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Conclusion 

It is the media who set the agenda for the society, construct the reality, reflect what 

the public wants to know, and shape our society. But the media landscape has shifted towards 

commodity news reporting, focusing on getting the clicks, likes, and shares rather than 

providing consumers with background context, in-depth information, or the possible 

solutions. The breaking-news style reporting is adopted by most social media and web sites 

because it earns them the traffic they need. To thrive in the digital platform, the mainstream 

media join in (Suchat Sritama, 2017). At the same time, the consumers are following the 

news as if it was an entertainment, giving comments to get in the trend, disseminating the 

stories that should not have been written. Subsequently, consumers are providing a positive 

feedback to the media, and then the cycle goes on. Therefore, it is us and what we consume 

as much as the media presentation that shape the society. We are all an accomplice to the bad 

media content in this mediated society.  

Bottom line is, those involved with the creation of the media content must recognize 

that their freedom of expression is not to be celebrated without social responsibility. The 

traditional code of conduct must still be applied for the media professionals in the digital 

platform. Social responsibility is one of the “online codes of conduct” that all creators who 
create and disseminate online content should apply. The Facebook algorithm may choose 

what to appear on our News Feed, but we can choose to be a responsible netizen and citizen by 

creating and disseminating the media content that is beneficial to the public and that does not 

violate anyone’s rights. The development of a society begins with the smallest unit, 
individuals. With social responsibility, the society can be driven by the members of the 

society, the citizens of the country, and ultimately the world, who know their own rights and 

duties as well as others’. With the ability to use reasoning, the society can be driven by 
receivers who make an informed decision and act rationally more than emotionally. Social 

responsibility and reasoning skill, together with other media literacy skills, the country can 

move towards a more sustainable development. 
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Intercultural Communication in the Burmese Workers Employment of Local  

Business in Southern Thailand 

 Preeda Nakaray 8 

Abstract 

 This present study aimed to investigate intercultural communication between 
Thai employers and Burmese workers in the south of Thailand. An in-depth interview was 
conducted with thirty-one Thai employers and Burmese employees. A non-random sampling 
method was applied to obtain the participants from the list of employers hiring Burmese 
employees. The employees were limited to those whose original nationality was proven or 
imported based on MOU. Later, a snow ball sampling technique was employed to acquire 
employers who were willing to participate in the interview, while the employers were 
enquired to select their workers to attain the interview. The research settings covered three 
provinces: Surat Thani, Ranong, and Songkhla. In terms of data analysis, Intercultural 
Communication Concepts, Hofstede’s Value Dimensions, Media and Media Exposure 
Behaviors, and Psychological and Cultural Factor Model were taken as baseline concepts.  

 Results showed that the Thai employers and Burmese employees had dissimilar 
ethnographical attitudes. In other words, the employers reflected their positive attitudes 
towards the employees with no conflicts between the two parties. Meanwhile, Burmese 
employees still did not trust Thai people and Thai police officers. In addition, Thai media had 
no impacts on forming negative ideas or attitudes towards the employees. Instead Thai social 
media and online media functioned positively for the Burmese workers in the country. 
Besides, the historical contents in classrooms resulted in Thai people’s perception about 
relationship of the two countries.  

 In terms of cultural dimensions, it was found that Thai employers had positive 
attitudes towards collectivism, while the employers valued individualism. Next, regarding 
power distance, power structure was crucial for Thai employers; whereas, it was minor for 
the Burmese employers. Later, even though the two groups paid attention to dissimilar areas, 
high uncertainty avoidance was high in both groups. Finally, the employers perceived 
femininity as more prominent, while the Burmese employees focused on masculinity. 

Keywords: Intercultural Communication, Cultural Dimensions, Ethnographical Attitudes  

 

Introduction 

 Migrant workers are a vital factor in accelerating the manufacturing processes of the 
Thai industrial sectors (Pholphirul, 2013). This includes the provision of myriad unskilled 
labor, especially those in the 3D jobs: Dangerous, Dirty, and Difficult. The internal factor in 
the country is one of the factors that attract migrant labor. Among those immigrants, Burmese 
labor has constantly increasing numbers. Records in 2016 showed the highest numbers of 
Burmese workers immigrating to suburb areas, while 302,367 of them moved to work in the 
south of Thailand. The first three popular destinations for this labor included: Surat Thani 
with 63,388 workers, Ranong with 48,319, and Songkhla 38,607 people (Office of Foreign 
Workers Administration, 2016).   

 The major objective of the migrant workers who immigrate to Thailand is to 
work and transfer money back to support their family in Myanmar. However, the 
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immigration has become replication mechanism in capitalism which turns human labor into 
productive labor. Besides, mass media in Thailand seem to promote the idea of 
discrimination between “they” and “we.” As a result, this study aimed to achieve 
understanding of the thinking processes of Thai employers and Burmese employees in order 
to seek for balance of cooperation among these multicultural people.  

 

Problem Statement  

 As a result of the historical incidents together with the reproduction through 
media, Thai people perceive the Burmese as “enemies.” Some Thai people have had “bias” 
against Burmese workers. For them “Burmese” has become historical discourse which 
generates negative meaning, identity, and truth about the nation instead of seeing them as a 
neighbor or a nation (Niyomtham, 2008: p.3). No matter how much the time goes by, these 
memories are hard to remove from the minds of most people in the society (Sornbanlang, 
2012). Hence, it is always questioned whether the unfair treatment of Thai employers on 
Burmese workers result from the historical events or other factors. 

 The working culture of the Thai and Burmese is comparable. That is to say, both 
nations are sincere and helpful. Also they value leaders and the elderly. However, some 
outstanding variations of the two nations are also discovered. First, the Burmese are proud of 
themselves, very polite, and naïve. They are satisfied with what they have and happy with 
their lives without too much ambition or trendy consumption. Meanwhile, Thai people prefer 
the flexibility of rules and regulations. They usually consider their own interests rather than 
those of the public and require stability (Thipayachon 2014: p.22 cited in Niyomtham, 2008: 
p.17). Hofstede conducted a cultural comparative study in which Thailand was one of the 
research settings. Results showed that Thai culture was unique in two aspects. The first aspect 
was high power distance in the nation which reflects inequality of power and economy and 
social status. The later was uncertainty avoidance. To simplify, it was found that the nation 
was not familiar with changes and risks; whereas indicator which gained the lowest scores 
was individualism. This was in line with the nature of Thai society which related more with 
collectivism than individualism. Besides, the result suggested that comparing to all ASEAN 
members and the whole world, Thai people considered masculinity as the least significant 
(Tancheewawong, 2011: p. 58-59). 

 In summary, to date there are inadequate comparative studies between the 
working culture of Thai employers and Burmese workers regardless of the belief that each 
culture has some common characteristics which promote understanding. Meanwhile, it is 
crucial for intercultural communication to take into account cultural differences which can 
affect the initial understanding and be escalated to cultural conflicts.  

 

Research Objectives 

 To investigate intercultural communication between Thai employers and 
Burmese employees in the south of Thailand 

 

Research Methodology 

 This study employed qualitative methods. Data were obtained from an in-depth 
interview and review of literature on intercultural communication, cultural dimensions, media 
and media exposure behavior, as well as ethnic attitudes of the Thai employers and the 
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Burmese employees in the first three provinces with the most Myanmar workers in the south 
of Thailand. The targeted businesses were agriculture and livestock, construction, services, 
and fisheries. The participants were thirty-one individuals including sixteen of Thai 
employers and fifteen of Burmese workers. The period of study was from April to September, 
2016. 

 

Results 

 Hofstede’s Value Dimension 

 Individual/Collectivism 

 Thai employers reflected their favor on collectivism. Objective-based behavior 
determined the behavior of the members. Also they had high loyalty to their group, and were 
attentive to the circumstances and environment. In contrast, Burmese employees prioritized 
individuals, insisted on their ideology, and ignored cronyism.   

 Power Distance 

 Most Thai employers put themselves as hirers who have divine mercy and grace. 
They seemed to keep distance with their employees, whereas the Burmese realized of hiring 
inequality and more development in Thailand.  

  Uncertainty Avoidance 

 Thai employers were worried about the uncertainty of extra expenses from the 
hiring such as the fees for medical care when the employees got sick, fines when they were 
arrested, or incidents when the employees escaped from the workplaces. Similarly, Burmese 
workers concerned about their income in Thailand, economic and political instability in 
Myanmar, intercultural communication, and the worry about Thai police officers’ power.  

 Masculinity and Femininity 

 Thai employers prioritized their employees’ quality of life regarding welfare, 
food and accommodations, or working morale instead of working achievement, while 
Burmese employees put the achievement on top of the list. It included meeting dateline or 
earning extra money. The quality of life was an inferior factor; thus, they usually spent 
economically.   

 

Ethnographical Attitudes of Thai Employers and Burmese Employees 

 Prior to interaction with Burmese workers, Thai employers stereotypically 
perceive them as cruel, scary, and unreliable; however, after the hiring Thai employers had 
positive attitudes towards them.  In contrast, Burmese employees could detect social division 
in Thai society. In other words, they noticed that Thai people often looked down on them, 
insulted them, saw them as inferiors, and stereotypically believe that they were troublesome 
for Thai society, which related to Xenophobia. 

 

 Media and Media Exposure 

 Thai employers believed that Thai mass media presented exaggerating and 
distorting contents as well as reproduced the offensive feeling towards the Burmese. Besides, 
the media had their roles in forming negative stereotypes of Burmese labor. Hence, without 
direct experiences Thai employers would have no trust on the Burmese. On the other hand, 
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Burmese employees realized of the significant roles of mass media in Thai society. They 
explained that mass media provided knowledge, entertainment, and Myanmar sense of being, 
especially online media such as YouTube.  

 

Perceptions toward the Relationship between Thailand and Myanmar 

 Both Thai and Burmese participants realized that the wars between the two 
nations were historical and the employers did not mind such incidents. Conversely, due to 
their poor education, Burmese workers denied the perception about “enemies” between the 
Thai and Burmese. However, they proposed that Thai people often subjected them as a 
forever enemy of Thailand. 

 

Discussions  

1. Ethnic Attitudes of Thai People on Burmese people 

 Due to its sensitivity, culture could provide the “opportunities” for people to be 
united. Meanwhile, the “risk” of cultural conflicts is also undeniable. Thai people still stick to 
the belief of their domination and superiority over the Burmese. This could be a part of the 
Thai thinking processes and their deeply rooted interpretation which results in stereotyped 
attitudes towards an individual or a certain group of people. This present study asserted more 
uniqueness of Burmese employees comparing to the Thai. To clarify, the Burmese workers 
seemed to be more goal-oriented, grateful, patient, and deeply religious.  Regardless of those 
beneficial characteristics, the Burmese workers are still overlooked and oppressed by Thai 
people. They have always been pushed to be inferior and most of them have realized of the 
negative attitudes of Thai people. Thus, provided that the feelings keep growing, they could 
finally result in economic, social, and political problems.    

2. The Dynamic Dimensions of Culture 

 Hofstede conducted a contrastive analysis of working values of IBM staff 
worldwide, including those in Thailand. It is obvious that the results from Hofstede’s study 
and the ones in this present investigation maintain that cultural dimensions of each nation 
may change depending on the research settings and unit of analysis. For example, the unit of 
analysis in Hofstede’s study was rather wider than the comparison of Thai employers and 
Burmese workers. This could result in different findings, for example, regarding power 
structure Thai society has hierarchical corporate culture. Individuals are divided based on 
their work experiences and educational levels, while Burmese workers come to Thailand with 
no benefits from their educational backgrounds from Myanmar. For instance, even though 
some of them had been teachers in their home country, in Thailand they are workers as other 
Burmese.  

3. The Development of Intercultural Communication  

  The knowledge of different culture could result in appropriate behaviors to 
people from diverse cultural backgrounds. While understanding of language and culture 
facilitates understanding, nonverbal communication plays its’ roles on people’s feelings when 
the understanding of verbal cues is limited. This is in line with the results from this study as it 
is found that some Burmese workers do not speak Thai because they have no knowledge 
about the language, have no time to practice and their employers also do not speak Burmese. 
Nonetheless, they could work together due to the adaptation to Thai culture of the Burmese 
workers as well as the favor of direct experiences between the employers and the employees. 
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That is to say when they become closer and more familiar, stereotype of ethnic groups would 
be lessened or eradicated, for example, the belief that all the Burmese is cruel and scary. 
Similarly, some Burmese workers who have worked in Thailand for thirty years could finally 
gain trust form their employers. Therefore, cultural differences are not the crucial factors that 
hinder the communication or interactions in the later phases. Nonetheless, the expectation of 
the interactants’ behaviors alters from the consideration of cultural dimensions to the 
psychological ones Vivattananukul, M.K. 2016: p. 315). 
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News Exposure on Social Media of Generation Yin Bangkok 

Ekapon Thienthaworn 9 

Abstract 

 This research aimed to study news exposure on social media of Generation Y in 
Bangkok, Thailand. It was a survey research, collecting data from 400 samples. The 
accidental sampling technique was used. Data were collected by questionnaire and analyzed 
by descriptive statistics and independent sample T-test. The result can be clarified into three 
sections as follows: (1) Generation Y in Bangkok mainly exposed news on social media, 
using smartphone device to access information. Generation Y preferred to access news on 
social media from 10:00 P.M. to 2:00 A.M. The primary social media source was Facebook. 
Entertainment news and feature news headline were two favorite news genre of Generation 
Y. (2) Generation Y had positive attitudes towards news on social media. In fact, the 
rapidness and easy-to-access were two important keys of positive attitudes. (3) The average 
satisfaction of news exposure on social media was shown at high level. Different genders of 
Generation Y reported the significant difference on the level of satisfaction toward news 
exposure on social media. 

Keywords: News Exposure, Social Media, Generation Y, Bangkok 

 

Introduction 

Since, there has been an information technology development in Thailand, social media 
becomes one of well-known communication channels people are highly appreciated. In fact, 
it starts replacing the traditional media like Newspaper, Television, Radio and Magazine. As 
can be seen, social media brings users more convenient way in interactive communication 
with others. People can easily access, send and receive information no matter where they are 
in this world. We may say that the rise of social media, is becoming the main competitor of 
the traditional media like newspaper business in Thailand. Since people start having more 
options to access news and information at anywhere and anytime; not only from traditional 
media anymore. 

The previous researches about news consumption have shown that news consumers are 
now choosing what they want to read according to their tastes and beliefs instead of reading 
what is laid out for them. Despite of the fact, mainstream news outlets remain dominant, 
reading news online represents a different experience for its users since they have an active 
role in their interactions with news institutions. According to previous research, the 
superiority of Internet news over traditional media except for cable is understandable because 
news on social media is constantly available and can be searched on the Internet at any time 
of the day. Other news media are available at more limited times. Other important factors for 
the favorability of the Internet over other media are its freedom from censorship, low 
distribution costs, worldwide reach, ease of interaction, and the fact that the Internet provides 
a faster way of communicating and receiving information. 

 News organizations have noticed a new trend that emerged in the mid-2000s in the 
online world: social networking sites. Recognizing the importance of social networks as a 
journalistic tool, news organizations have created accounts on these sites to reach their 
audiences. Newspapers are also using this instrument to route traffic to their websites. A very 
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popular networking site is the micro blogging website Twitter. News organizations have 
adopted the use of this medium because it makes them easily spread news (Nielsen, 2011)   

A research conducted by Purcell, Rainie, Mitchell, Rosenstiel, and Olmstead (2010) 
showed that 37% of internet users have contributed, commented, or spread news on social 
media sites such as on Facebook and Twitter. There is a remarkable evidence to prove that 
young adults have different ways in news learning, compared to their elders, but there is no 
evidence of what are the reasons that create these differences when it comes to news-seeking 
behavior between different generational cohorts. 

The main objectives of this research are to study the news exposure on social media of 
Generation Y in Bangkok, Thailand. This study focuses on Generation Y who are also known 
as Millennials. Generation Y are numerous, more affluent, better educated, and more 
ethnically diverse than any other youth generations living in memory. This generation have 
approximately 60 million people. Generation Y members have many media choices that 
previous generations didn’t have and the members of this generation seek for instant 
responses. This needs to be considered when talking about how Millennials decide to inform 
themselves about news because the fact that Generation Y want instant responses can lead to 
the assumption that its members will want to use the most convenient and the fastest 
communication channel.  

My research questions are: 

RQ1: How do Generation Y expose news on social media? 

RQ2: How do Generation Y have attitude toward news exposure on social media?  

RQ3: How do different genders of Generation Y have satisfaction toward news exposure on social media?    

 

LITERATURE REVIEW 

Research conducted by Mitchell, Amy, Tom Rosenstiel, and Leah Christian (2012) 
suggested that newspapers were forced to learn how to approach online news readers because 
past research found that there were significant differences between traditional news readers 
and online news readers.  

Purcell, Rainie, Mitchell, Rosenstiel, and Olmstead (2010) found that there were also 
other reasons why people read news. 72% percent of news following adults said that they 
read news because they enjoyed talking with friends and family about what’s going on in the 
word, while 69% said they did it because they felt civic obligation to stay informed. Finding 
information that helped them improve their lives was the third reason to access news by 61% 
of adult respondents, while 44% said they accessed news for entertainment. Lastly, 19% said 
they followed news because it was a part of their jobs. Purcell et al. also surveyed handheld 
devices users and discovered that 33% of these users accessed news on those devices. 

As a matter of this topic, Knobloch-Westerwick, S., & Alter, S. (2007) conducted a 
research and found that different genders showed different level of satisfaction toward online 
news exposure. In fact, females had higher level of satisfaction, comparing to males. The 
topic females preferred were about social and interpersonal topics whereas males preferred 
about achievement and performance topics. Furthermore, a survey conducted by the Pew 
Research Center revealed interesting result about sex differences in news exposure and 
interests of the U.S. population. On an average day, males are more likely to expose news 
than females. (Pew Research Center for the People and the Press, 2004) 
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Since the mid-2000s newspapers have begun to use social networks as a new format for 
delivering news online. News organizations have not been an exception from all the 
businesses that use social media to reach their audiences and attempt to drive traffic to their 
websites. Newspapers entered to the social media world because it’s an inexpensive way to 
connect with current readers and reach new audiences such as the young adult market. Young 
audiences have been an attractive demographic for news organizations because they 
congregate and spread information with like-minded users. It has also been demonstrated that 
30% of online newsreaders use social networks as a news media source. News organizations 
have become aware of the needs of online news readers and have quickly adopted the usage 
of social media, especially Twitter, because of this main reason: its speed makes it an ideal 
space for pushing breaking news to Twitter-savvy readers. From plane crashes to riots, 
natural disasters, and political events, news has been covered more rapidly on Twitter than in 
any other medium. Twitter works best in situations where the story is quickly changing and 
the mainstream media can’t deliver all of the facts at once. 

Bubpha Maksrithongkam and Kajonchit Boonnak (2013) studied “News Exposure of 
Different Ages in Thai Society” and found that news exposure on traditional media were 
through newspaper, weekly news feature, television and radio. The average of news exposure 
among these different ages showed significant different at 0.05. On the other hand, news 
exposure on new media were through online newspaper, online television, online radio, cable 
TV, internet TV, satellite TV, Facebook, Twitter and Blog. The average of news exposure 
among these different ages showed significant different at 0.05 too. 

 

Statistical Hypotheses 

H0: Generation Y with different genders, have no different level of satisfaction  

toward news exposure on social media.   

H1: Generation Y with different genders, have different level of satisfaction  

toward news exposure on social media.   

 

Methodology 

To examine the news exposure on social media of Generation Y in Bangkok, a 
convenience sample was selected to collect data at the community mall in Bangkok from 
September 2016 to the end of October 2016. There were 400 respondents in total.  

This research study had a questionnaire as a tool to collect data. Then it applied 
retention results analyzed to find a conclusion. According to the guidelines of the objective, 
all queries consisted of three sections as follows: Section 1 was questions about respondents’ 
demographic. Section 2 was questions about the frequency of news exposure, including types 
of news via social media. In fact, the Likert scale model 5-Pointed was used for this section. 
Section 3 was questions about news exposure and satisfaction level toward news exposure on 
social media. Once again, the Likert scale model 5-Pointed was used to collect data. 

For the analysis part, descriptive statistics such as frequency distribution, percentage 
distribution cross-tabulation, measures of central tendency and dispersion were employed. 
Moreover, and independent samples T-test, which is an inferential statistic, was performed to 
determine the association between the variables.  
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Researchers also proceeded a pilot test for all queries, aimed at making a questionnaire 
much more effective in both validity and reliability as follows:  

Step 1: Content Validity 

Researchers released a questionnaire to three experts in the communication arts 
industry, to approve the conformity between the question of the content (IOC: Index of item 
objective congruence). IOC value showed + 1 in the case to ensure that all questions were 
measurable and consistent with the objectives. The result showed that all questions got score 
between 0.50 and 0.66. This meant all questions were appropriate to be used in questionnaire.  

Step 2: Reliability 

Researchers released 30 sets of questionnaires to sample group, which were not 
included in 400 samples of this research. The purpose was to test a Coefficient alpha from 
Cronbach's testing. The result showed value between 0.85 and 0.90 confidence. This meant 
the questions had strong reliability. 

In the data analysis part, the descriptive statistics like a frequency, percentage value, 
average and standard deviation of data were used to explain the demographic data of 400 
samples. Then, independent sample T-test was used to analyze news exposure on social 
media and level of satisfaction toward news exposure on social media. 

 

III. FINDINGS 

The result of study can be divided into three sections as follow: (1) News exposure on   
social media (2) Attitude toward news exposure on social media (3) Level of satisfaction in 
different genders of Generation Y. 

A. News exposure on social media  

For RQ1, the research question of this study attempted to find out the exposure toward 
news on social media of Generation Y in Bangkok. After analyzing the data, researcher found 
that Generation Y in Bangkok had news exposure on social media via smartphone device the 
most (81.3%) followed by Laptop (9.0%) Computer (7.0%) and Tablet (2.8%). 

Mostly, Generation Y had news exposure on social media more than two hours a day, 
approximately 47.8%, followed by 33.5% for 30 minutes to one hour, 13.8% for less than 30 
minutes and 5% for more than one hour to two hours.   

For the time of news exposure on social media, result showed that 40.3% were online 
from 10:01 P.M. to 2:00 A.M., followed by 31% for 6:01 P.M. to 10:00 P.M., 22.3% for 2:01 
P.M. to 6:00 P.M. and 6.5% for 10:01 A.M. to 2:00 P.M. 

The primary source of news exposure on social media was Facebook, reporting 
percentage at 82.3, followed by 11.3 for Twitter and 6.5% for Youtube.  

Entertainment news (56%) and feature news headline (32.3%) were two favorite news 
genre of Generation Y; meanwhile, sport news reported only 9.5% and 2.3% for education 
news. 

B. Attitude toward news exposure on social media 

For RQ2, Generation Y had positive attitudes towards news on social media. In fact, the 
rapidness and easy-to-access are two important keys of positive attitudes. The average 
satisfaction of news exposure on social media was shown at high level.  
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The explanation of Generation Y’s positive attitude toward online news was provided 
as followings; the rapidness and easy-to-access of online news (4.39 in average), the 
interesting (4.17 in average), word usage (3.55 in average), accuracy (3.10) and fairness to 
mentioned people (2.74 in average). 

Meanwhile, the negative attitude in news exposure on social media was showed as 
followings; illegal in privacy of people (4.24 in average), hate speech and conflict (4.05), 
unethical news (3.87 in average), personal view and bias (3.59 in average), lack of credibility 
(2.79 in average). 

C. Level of satisfaction in different genders of Generation Y 

Table I: The results of satisfaction in different genders of Generation Y in Bangkok. 

Gender N Mean S.D. t Sig. 

Male 

Female 

128 

272 

4.2969 

3.2610 

.61936 

.44001 
17.009 .000 

  

To answer RQ3, T-test was used to test Hypothesis about the difference of gender. As 
can be seen in the above Table 1, Hypothesis 0 was rejected while Hypothesis 1 was 
accepted. Generation Y with different genders had different level of satisfaction (Sig > .05) 
Indeed, males Generation Y had overall satisfaction toward news on social media than 
females Generation Y. 

Conclusion  

In summary, Generation Y in Bangkok had news exposure on social media via 
smartphone device the most. The primary source of online news was Facebook. This showed 
how technology has played an important role in society. In fact, new communication 
technology like new media was absolutely replacing traditional media. This result was a good 
phenomenon to explain what Technology Determinism School believed. 

Furthermore, the frequency of news exposure on social media of Generation Y can be 
explained by using the digital concept of John Palfrey and Urs Gasser (2008), two authors of 
textbook entitled “Born Digital: Understanding the First Generation of Digital Natives”. They 
stated that digital natives, who were born since 1994 in the fertility rate period of society, had 
outstanding characteristics, for example, competency in accessing and using new technology, 
social-concerned and online community preference than other generations. 

Lastly, Generation Y preferred to access news via Facebook the most. This result was 
similar to the research result of Bubpha Maksrithongkam and Kajonchit Boonnak (2013) who 
found an interesting point about news exposure of students in all region. The students mostly 
accessed Facebook to have news exposure. In fact, central region reported the largest 
numbers of Generation Y, resulting from the characteristic of Facebook that allowed people 
to access conveniently. Also, Facebook features were interesting; visual, audio, video clip 
etc. These features met demand of users, especially among students who were news 
consumers with early adoption behavior and open-minded characteristics. If news 
organizations don’t recognize the importance of online media like Facebook, the negative 
effect will be occurred. 

According to the findings, news organizations can apply survey result in determining 
policy and news production planning that are appropriate with consumer’s demand. 
Generation Y are interesting target groups of news consumption that rapidly access and adopt 
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new technology. In the nearly future, Generation Y will be high purchasing power group, 
which is identified as one of successful indicator of news organizations’ business 
performance.  

The researcher encourages future research to use qualitative research methodology, 
aimed at studying more about the difference in online news exposure of different generation., 
which will be beneficial to news organizations and society at large.   
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Corporate Social Responsibility Innovation and Generation Y 

 Chonnikarn Seritanondh 10 

Abstract 

“Corporate Social Responsibility” or CSR is a well-known term in corporate 
communication field of study.It has increasingly played an important role in corporate 
communication activities. Nowadays, CSR becomes the foundation of business competencies 
that make organizations cannot overlook the linkages between business and society. In fact, it 
is a compulsory principle of organizations for a sustainable business development and long-
term relationship building with both internal and external stakeholders. (Corporate Social 
Responsibility Institute, 2013) 

 In fact, many organizations currently envision the significance of CSR and start 
integrating CSR concept with their business models under the code of sustainability, aimed at 
benefiting to both business performance and society at large.  The challenge of CSR activities 
begun after there have been the initiation of new media, technology and innovation 
(McWilliams and Siegel, 2001, as cited in Preuss, 2011)  

Once again, innovation and CSR have emerged slowly over the past decade. Then, 
CSR improvement can refer to a ‘social innovation’. The rise of technology and innovation in 
CSR activities attract many researchers and marketers to focus on outcome evaluation of 
CSR activities by monitoring consumers’ feedback. Interestingly, Generation Y are one of 
target audiences that organizations prefer to measure their responses towards CSR activities, 
since Generation Y were born during period of new media and technology development; 
therefore, Generation Y have an outstanding characteristics and lifestyles, comparing to other 
generations. (Thai Health Organization: Online, 2015) Indeed, Generation Y, which are a 
majority in consumer market, heavily spend for technology items like innovative products 
and services. (Rugimbana, 2007)    

As a result of the above ideas, this academic article aims to review concepts of 
innovation, CSR, CSR innovation and Generation Y with a summary and a guideline for 
future research in this field of study or any related fields.   
Keywords: Innovation, Corporate Social Responsibility, Generation Y 

 

Innovation 

Currently, the advancement of technology comes and changes media landscape by 
expanding types of media from traditional media to interactive and new media (Daugherty, 
Eastin and Bright, 2008). This change allows media to play more significant role in corporate 
communication activities. Actually, the change doesn’t only extend the competency of 
organizations in holding remarkable activities, but also enhance the ability of people in 
accessing and sharing information more quickly and conveniently. As a matter of fact, 
organizations can enhance strategic planning in corporate communication; for example, issue 
management, crisis communication and innovation communication (Hulsmann and 
Pfeffermann, 2011) 

There are many definitions for “innovation”. Tidd and Bessant (2009), two authors of 
textbook entitled ‘Managing innovation: integrating technological, market and 

                                           
10 Full-time lecturer of Public Relations Department, Albert Laurence School of 
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organizational change’ said, “In its broadest sense, the term comes from the Latin innovare 
meaning ‘to make something new’”. In summary, it is the successful of new ideas exploration 
(Innovation Unit UK Department of Trade and Industry, 2004), which is not implied to only a 
major advance in the technological state of the art, but also includes the utilization of even 
small scale-changes in technological know-how. (Roy Rothwell  and Paul Gardiner, 1985) 
Thus, “innovation” refers to the combination of two terms; “invention” and “exploitation” for 
the purpose of change and development. (Robert, 2007 and Baumol, 2002  as cited in Preuss, 
2011) 

Reference with “The 4Ps of innovation space” concept, there are four dimensions of 
innovation; product, process, position and paradigm, and two types of innovation; radical 
innovation and incremental innovation (Tidd and Bessant, 2009, Pfeffermann, Minshall and 
Mortara, 2013), as can be seen in figure 1. Moreover, some examples of innovation can be 
given through 4Ps model as shown in figure 2 with following explanations.   

  

Figure 1: The 4Ps of innovation space 

 

Tidd, J., and Bessant, J. 2009. Managing innovation: integrating technological, market 

and organizational change. (4th ed.). UK: John Wiley & Sons. p. 22 

 

Figure 2: Some examples of innovations mapped on to the 4Ps Model) 

Innovation Type Incremental 

do what we do but better 

Radical 

do something different  

Product 

what we offer the world 

Windows Vista replacing XP – 
essentially improving on existing software 
idea. 

VW EOS replacing the Golf – 
essentially improving on established car 
design. 

 

Improved performance incandescent light 
bulbs. 

New to the world software, e.g.,  

the first speech recognition 
program. 

Toyota Prius – bringing a new 
concept – hybrid engines. 

LED – based lighting, using 
completely different and more 
energy efficient principles. 

 

 

*Author:   Chonnikarn Seritanondh, a PhD candidate of Graduate School of Communication Arts and 
Innovation Management, National Institute of Administration (NIDA) and a full-time 
lecturer of Public Relations Department, Albert Laurence School of Communication Arts, 
Assumption University of Thailand. 
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Innovation Type Incremental 

do what we do but better 

Radical 

do something different  

Process 

how we create and  

deliver that offering 

Improved fixed-line telephone services. 

Extended range of stock-broking services. 

Improved auction house operations. 

Improved factory operations efficiency 
through upgraded equipment. 

Improved range of banking services 
delivered at branch banks. 

Skype and other VoIP systems. 

Online share trading. 

eBay 

Toyota Production System and 
other “lean” approaches. 

Mobile banking in Kenya, 
Philippines – using phones as an 
alternative to banking systems. 

 

Position 

where we target that 
offering  

and the story we tell 
about it 

Haagen Dazs changing the target market 
for ice cream from children to consenting 
adults. 

Low-cost airlines 

University of Phoenix and other, building 
large education businesses via online 
approaches to reach different markets.  

Dell and others segmenting and 
customizing computer configuration for 
individual users. 

Banking services targeted at key segments 
– students, retired people etc. 

Addressing underserved markets, 
e.g., Tata Nano which targets the 
huge but relatively poor Indian 
market using the low-cost airline 
model – target cost is 1 Lakh. 

“Bottom of the pyramid” 
approaches using a similar 
principle – Aravind eye care, 
CEMEX construction products. 

One laptop per child project – the 
$100 universal computer. 

Microfinance – Grameen Bank 
opening up credit for the very 
poor. 

 

Paradigm 

how we frame what we 
do 

Bausch and Lomb – moved from eye 
wear to eye care as its business model, 
effectively letting go of the old business 
of spectacles, sunglasses and contact 
lenses all of which were becoming 
commodity business. Instead it moved 
into new high tech fields like laser surgery 
equipment, specialist optical devices and 
research into artificial eyesight. 

IBM – moving from being a machine 
maker to a service and solution company 
– selling off its computer making and 
building up its consultancy and service 
side. 

VT – moving from being a ship builder 
with roots in Victorian times to a service 
and facilities management business.  

Grameen Bank and other 
microfinance models – rethinking 
the assumptions about credit and 
the poor. 

iTunes platform – a complete 
system of personalized 
entertainment. 

Rolls-Royce - from high quality 
aero engines to becoming power 
by the hour. 

Cirque du Soleil – redefining the 
circus experience 

 

  

Tidd, J., and Bessant, J. 009. Managing innovation: integrating technological, market and 

organizational change. ( th ed.). UK: John Wiley & Sons. pp.  – .   
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1. Product innovation: is generally about the changes in products or services 
organizations offer. In fact, it is the introduction and improvement of organizations’ items. 
The launch of Window Vista of Microsoft, which was designed to support customers’ usage, 
would be example of ‘incremental innovation’ type, since it is the changes with the purpose to 
develop products or services of organizations. Meanwhile the introduction of Toyota Prius, is 
considered as ‘radical innovation’ type because it is the changes that organizations use new 
technology like a hybrid technology in producing and selling environmental friendly products 
to society. (Tidd and Bessant, 2009)  

 2. Process innovation: is the changes in the ways in which they are created and 
delivered. Preuss (2011) explained that process innovation, which is the introduction and 
improvement of production process, would bring organizations a   competitive advantage 
through increased product variation or lead to cost minimization. The factory operations 
efficiency improvement through equipment upgrading, could be an example of ‘incremental 
innovation’ whereas online share trading, e-commerce and mobile banking would be 
examples of ‘radical innovation’ (Tidd and Bessant, 2009)  

 3. Position innovation: relates to a situation where an established products or services 
are introduced into a new context. (Preuss, 2011) It is the changes in the context in which the 
products or services are introduced to consumer, which could be both ‘incremental 
innovation’ and ‘radical innovation’. Incremental innovation refers to image adjustment in 
consumers’ perception like a case of Haagen Dazs that re-branded itself by defining new 
target audiences. On the other hands, it would be considered as radical innovation, if 
organizations expand new business functions by offering various products or services like a 
case of Grameen Bank. The bank expanded its business in financial market by offering a 
microfinance and credit, targeting to the poor. (Tidd and Bessant, 2009) 

Preuss (2011) added, “In general, this dimension would focus on emotional benefit 
than functional benefit. This is similar to advertising and brand communication concepts.” In 
Thailand, Kasikorn Bank can represent this concept, since the bank replaced its positioning 
from agricultural banking to digital banking, aimed at building an innovative banking image 
in consumers’ perception. (Online Manager: Online, 2014)   

 4. Paradigm innovation: is the changes in the underlying mental models which frame 
what the organizations do. Preuss (2011) explained that this dimension appears when the 
firms change the ‘deeply engrained assumptions that influence how people understand the 
world and how they take action. It would be ‘radical innovation’, if organizations deeply 
change organizational structure, including vision and mission. iTunes would be suitable 
example of radical innovation, since it envisions itself to be a personal entertainment service 
provider. Meanwhile incremental innovation can be noticed in Bausch and Lomb’s business 
model that totally changed from ‘Eye wear’ business to ‘Eye care’ business. (Tidd and 
Bessant, 2009) 

In Thailand, CP ALL Public Company Limited or CP, the sole operator of 7-Eleven 
convenience stores in Thailand,   which has been granted an exclusive right from 7-Eleven, 
Inc., USA to conduct business under the Area License Agreement, has developed an 
innovation business model called “All in One Chicken Farming”, revising a business model to 
be a modern agricultural farm and enhancing chicken farming standard to meet the global 
standard criteria. (CP: Online, 2013)  
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Corporate social responsibility 

 Corporate Social Responsibility, in short CSR, is defined as a commitment of 
organizations to improve community well-being, including both human and environmental 
issues through voluntary commitment in business practices and contributions or donation of 
corporate resources. (Kotler and Lee, 2005) Similarly, World Business Council for 
Sustainable   Development (WBSCS) stated CSR in term of sustainability and defined it as a 
commitment of organizations to contribute to sustainable economic development, working 
with employees, local community, and society to improve quality of life.   

 Accordingly, CSR is not just only doing something good and receiving positive 
feedback from society, but it also covers a key concept of “sustainable development”. Indeed, 
sustainable development is a keyword of successful CSR activities. Dyllick and Hockerts 
(2000, as cited in Branco and Rodrigues, 2006) explained that CSR and sustainable 
development have merged slowly. In fact, this is similar to Triple Bottom Line or TBL 
concept of John Elkington, which was developed from the conceptual idea of Brundtland 
Commission, UN in 1987.  TBL is composed of three dimensions; profit, people and planet. 
Firstly, ‘profit’ can refer to organizations’ responsibility in developing both business 
advancement and economic growth of the state. Meanwhile ‘people’ stands for responsibility 
of organizations in increasing community well-being and supporting society at large whereas 
‘planet’, the last one means organizations are required to work under the code of 
environmental concern such as producing environmental friendly products and services. 

 Kotler and Lee (2005), basically categorized CSR into six types, which are cause 
promotions, cause-related marketing, corporate social marketing, corporate philanthropy, 
community volunteering and socially responsible business practices.   After that, in 2009, 
Kotler and Lee added one more type, which is ‘developing and delivering affordable products 
and services’. Actually, the latest type of CSR may be explained together with the first two 
dimensions of innovation; product and process innovation concepts, which were mentioned 
previously in ‘innovation’ topic.  

 

Corporate social responsibility innovation 

The concept of innovation has certainly been integrated in the CSR literature. Porter 
and Kramer (2006) proposed an interesting idea that CSR can be much more than a cost, a 
constraint, or a charitable deed. In fact, it can be a source of opportunity, innovation and 
competitive advantage of organizations. Zwetsloot (2003, as cited in Preuss, 2011) said, “The 
continuous improvement and innovation should be one of the basic business principles for 
CSR.”  

Thus, innovative CSR is defined as a design of novel ways of addressing social and 
environmental concerns, together with integration of these into business operations and 
interactions with stakeholders (Preuss, 2011) Besides, innovative CSR can be categorized by 
extending CSR concept with the 4Ps innovation concept of Tidd and Bessant (2009), 
composed of four types in total as followings; 

1. CSR P1 innovation in CSR project content: normally, would be related to 
environmental issue; for example, organizations refuse to use heavy metals, solvents or other 
toxic ingredients in producing products and services. In fact, organization would put extra 
concern in producing goods and services, which are environmental friendly and 
sustainability. 
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2. CSR P2 innovation in CSR processes: would be related to both social and 
environmental issues, focusing on production process of organizations that aims to reduce 
social and environmental effects. Basically, organizations can use disposable or reusable 
packaging. Additionally, organizations may change the transportation from road to rail, in 
which it can save fuel energy and environment. In term of social concern, organizations could 
follow the concept of ‘open innovation’ by welcoming fresh ideas from externals and apply 
those ideas with CSR activities.    

3. CSR P3 innovation in CSR positioning: is when organizations bring in and 
integrate innovation with CSR activities, aimed at re-branding organizations’ positioning. 
From a case of LillyCaffee, it changed its positioning after there have been an appointment of 
new top executive. The new executive changed the core value and organization culture, to 
focus more on social and environmental issues as well as relationship management with 
stakeholders like suppliers of coffee bean. 

4. CSR P4 innovation in the CSR paradigm: is the way organizations integrate 
innovation with CSR activities, focusing on a business model. From a case of AT&T, it 
changed CSR business model from the approach of add-on corporate philanthropy to the 
business-case-driven. In 1980, the AT&T Foundation pioneered a form of philanthropy that 
tied foundation initiatives to specific business functions. It established a family care fund, 
governed by a union management committee, to support employee-led efforts to establish day 
care in their communities. Consequently, not only the day care facilities availability and the 
quality of care improved, but the initiative also became a model for resolving union 
management disputes.   

 

Generationy 

  Generation Y, who are now approximately 20 to 35 in age and born between 1980 
and 1994, have already been identified as the largest consumer group. Particularly, in 
developing countries, the number of Generation Y population tends to be higher than 
developed countries. Therefore, in Thailand, Generation Y become a significant presence, 
making up 32% of the Thai population of about 68 million and catching up quickly with 
Generation X, said Paritta Wangkiat, a spectrum of Bangkok Post newspaper. Interestingly, 
Generation Y have an outstanding characteristics and lifestyles, as a result of new media, 
technology and innovation advancement. According to the National Statistics Office (NSO), 
Generation Y averagely use the internet for eight hours a day, since they love searching 
information and sharing something in common with friends on social media sites. (Bangkok 
Post: Online, 2016) 

As mentioned, Generation Y seem to attract marketers and researcher in measuring 
their perceptions, attitudes and responses towards CSR activities. Some research findings 
show an interesting point that different generations, would have different responses in CSR 
activities; for example, a research entitled ‘Socially Responsible Consumption Behavior and 

Attitude that Influence Overall Corporate Image: Employee’s and Consumer’s Perspective’of 
Thamaporn Phomun (2012) found that attitudes towards CSR activities of consumers 23 to 
32 in age, are significantly different from consumers 43 to 52 in age. Meanwhile, Napawan 
Tantivejakul (2013), found that people with different ages, would have different levels of 
issue involvement in CSR activities.  The findings initiate the area of further study about 
Generation Y’ responses towards CSR. 
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Corporate social responsibility innovation and generation’s perception 

According to Forbs and The New York Times, Generation Y will play a significant 
role as an employee in organization and as a major consumer within next 3 years. Generation 
Y will account for 50% the workforce by 2020. Since, Generation Y grew up on technology 
and innovation, they give attention and interest in everything related to new media, 
technology and innovation. Furthermore, Generation Y see importance of charity donation 
and community volunteering. Around 60% of Generation Y said, “They are concerned and 
worried about the state of the world and feel personally responsible to make a difference.” 
(Lumesse: online, 2017)   

Furthermore, Generation Y have positive attitude towards innovative organizations. In 
fact, Generation Y are interested in new thing, including technology, package design, and any 
kinds of corporate social initiative and activity. (Prachachart Turakij: Online, 2016) These are 
reasons why innovative things, including corporate social responsibility innovation can easily 
attract attitude and interest of Generation Y, confirmed by the survey result of Jananya 
Limwilai’s research in 2012.  

In 2012, Jananya conducted a quantitative research entitled ‘Factors relating 
consumers’ buying behavior trend on environmental innovation in paper of IDEA GREEN 
brand in Bangkok and Metropolis’, collecting data among Generation Y with approximately 
25 in age or younger. The interesting result indicated that an innovative IDEAN GREEN 
paper, which is one of environmental friendly products of Siam Cement Group Public 
Company Limited, had a significant effect on Generation Y’s satisfaction.  

Furthermore, in 2006, the study of Cone Millennial Cause identified that 
approximately 80% of people 13 to 25 in age look forward to working with organizations that 
support society and environment through CSR activities. In addition, Generation Y expect 
organizations to be good corporate citizen and have high social responsibility. Surprisingly, 
Generation Y tend to switch brand immediately, if irresponsibility is found. In summary, 
CSR is a key in connecting with Generation Y consumers and maintaining strength 
relationship with them in long-term management. (Lumesse: online, 2017)    

 

Summary and a guideline for future research 

Regarding today’s competitive, behavior change in Generation Y consumers and rise 
of technology and innovation, organizations cannot overlook the linkages between business 
and society. The challenge is about how organizations generate and communicate CSR 
innovation concept to Generation Y, aimed at having remarkable activities and receiving 
positive responses, since Generation Y are considered as a majority in consumer market and 
heavily spend for technology items like innovative products and services. (Rugimbana, 2007) 
Then, if organizations fully understand Generation Y’s attitude and response toward CSR 
activities, especially in CSR innovation, organizations will be able to generate positive 
corporate image and corporate reputation, especially in the dimension of good corporate 
citizen. Furthermore, organizations will have a competitive advantage among competitors, 
which will lead them to the major player position in the business. 

To understand the above idea, the content analysis methodology can be firstly used to 
investigate CSR innovation activities organizations have done. On the other hand, the survey 
methodology could be further used to collect data about CSR innovation response among 
Generation Y. Eventually, the conceptual framework or structural equation model of CSR 
innovation will be waiting for the further studying.  



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

68 

References   
Bangkok Post. Generation Y Thailand: A new Me generation? [Online]. 2016. 

Retrieved from    
http://www.bangkokpost.com/learning/advanced/1038478/generation-y-
thailand-a-new-me-generation-)  

Branco, M. C., and Rodrigues, L. L. 2006. Corporate social responsibility and 

resource-based perspectives.   Journal of Business Ethics, 69: 111-132. 

Corporate Social Responsibility Institute. 2013. Corporate Social Responsibility for Sustainable 

Development. (2nd ed). Bangkok: Corporate Social Responsibility Institute. The Stock 
Exchange of Thailand.  

CP. Business Model Innovation: The Best Innovation Starts from Leader – From Thailand 

to Global. [Online]. 2013. Retrieved from: 

http://www.cpthailand.com/%E0%B8%A3%E0%B8%A7%E0%B8%A1%E0%B8
%84%E0%B8%AD%E0%B8%A5%E0%B8%A1%E0%B8%99/tabid/129/articleT
ype/ArticleView/articleId/2000/Business-Model-Innovation--.aspx.  [15 May 
2017] 

Daugherty, T., Eastin, M., and Bright, L. 2008. Exploring consumer motivations for 

creating user generated content. Journal of Interactive Advertising, 8(2): 16-25.  

Hulsmann, M., and Pfeffermann, N. 2011. Strategies and communications: an integrated 

management view for companies   and networks. NY: Springer. 

Jananya Limwilai. 2012. Factors relating consumers’ buying behavior trend on environmental 
innovation in paper of IDEA GREEN brand in Bangkok and Metropolis. Thesis in 
Master of Business Administration Degree in Marketing, Srinakharinwirot University. 

Kotler, P., and Lee, N. 2005. Corporate Social Responsibility: Doing the most good for your 

company and your cause. Hoboken,   NJ: John Wiley & Sons. 

Napawan Tantivejakul. 2013. Issue Involvement in Relation to Consumer’s Response 

towards the Company’s Corporate   Social Responsibility Initiatives and Corporate 
Image’ Journal of Public Relations and Advertising. Faculty of Communication Arts. 
Chulalongkorn University, (6)2: 1-23    

Online Manager. KBANK: Digital Banking Leader “We will bring you the bright future”. 
[Online]. 2014. Retrieved from 
http://www.manager.co.th/AstvWeekend/ViewNews.aspx?NewsID=9570000046339. [15 
May 2017] 

Pfeffermann, N., Minshall, T., and Mortara, L. 2013. Strategy and communication for innovation. 
(2nd ed). NY: Springer. 

Porter, M. E., and Kramer, M. R. 2006. Strategy & society: The link between competitive 

advantage and corporate social responsibility. Harvard Business Review, 84(12): 78-92. 

Prachachart Turakij. Clarify Gen Y. [Online]. 2016. Retrieved from 

 http://www.prachachat.net/news_detail.php?newsid=1455602919. [12 May 2560] 

Preuss, L. 2011. Innovative CSR, A Framework for anchoring corporate social responsibility in 

the innovation literature.     Journal of Corporate Citizenship. 42: 17-33. 

Rugimbana, R. 2007. Generation Y: How cultural values can be used to predict their choice of 

electronic financial service. Journal of Financial Service Marketing, 11(4): 301-313. 

http://www.bangkokpost.com/learning/advanced/1038478/generation-y-thailand-a-new-me-generation-
http://www.bangkokpost.com/learning/advanced/1038478/generation-y-thailand-a-new-me-generation-
http://www.cpthailand.com/%E0%B8%A3%E0%B8%A7%E0%B8%A1%E0%B8%84%E0%B8%AD%E0%B8%A5%E0%B8%A1%E0%B8%99/tabid/129/articleType/ArticleView/articleId/2000/Business-Model-Innovation--.aspx
http://www.cpthailand.com/%E0%B8%A3%E0%B8%A7%E0%B8%A1%E0%B8%84%E0%B8%AD%E0%B8%A5%E0%B8%A1%E0%B8%99/tabid/129/articleType/ArticleView/articleId/2000/Business-Model-Innovation--.aspx
http://www.cpthailand.com/%E0%B8%A3%E0%B8%A7%E0%B8%A1%E0%B8%84%E0%B8%AD%E0%B8%A5%E0%B8%A1%E0%B8%99/tabid/129/articleType/ArticleView/articleId/2000/Business-Model-Innovation--.aspx


GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

69 

Thamaporn Phomun. 2012. Socially Responsible Consumption Behavior and Attitude that 

Influence Overall Corporate Image:  Employee’s and Consumer’s Perspective’. RMUTT 
Global Business and Economics Review, 7(2): 76-96  

Thai Health Organization. Understanding Gen Y. [online]. 2015. Retrieved from: 
http://www.thaihealth.or.th/Content/26996-             ท าความเขา้ใจวยัรุ่น%20"เจนวาย".html [13 May 
2017] 

Tidd, J., and Bessant, J. 2009. Managing innovation: integrating technological, 

market and organizational change. (4th ed). UK: John Wiley & Sons. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

70 

Corporate branding of the Thai multinational companies in the ASEAN region 
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Abstract 

 The purpose of this paper is to explore relevant elements related to corporate branding 
of the Thai multinational companies in the ASEAN region. Corporate branding would help 
increasing people’s perception towards particular brand which could positively impact to the 
higher growth of the company’s competitiveness. When, especially, the company expands its 
business at the international level, ASEAN region as an example for Thailand. The selected 
study areas are Thai multinational companies in three sectors, namely service, industrial, and 
agricultural sectors where their business have expanded to Vietnam, Laos, and Cambodia. 
This paper is an on-going research which it’s plan is studying on the similarity and difference 
of the corporate branding process domestically and internationally, the knowledge sharing of 
corporate branding from Thailand to other countries, and factors relevant towards corporate 
branding in other countries. Data collection will be based on qualitative research method 
under purposive approach by conducting an in-depth interview to director and manager of 
brand communication department from selected study companies. The expect outcome of this 
paper are to develop the knowledge transfer development, problem solving, corporate 
branding enhancement, and building corporate branding model. 

Keywords: Corporate Branding, Multinational Company, Thailand, ASEAN 

 

1.Introdution 

 Branding has been significantly concerned by any size of enterprises for their 
customers’ accessibility and recognition, especially the private companies. Their business 
growths have been strongly increased leading to the higher competitiveness in several aspects 
such as price, quality, and marketing. One of their strategies are to expand the business at the 
international level for enhancing its business opportunities which branding for customer’s 
recognition in other countries is very challenging. In 2003, Balmer and Gray mentioned the 
good corporate brand is powerful as a navigation tool for business operation which related to 
all stakeholders including employees, shareholders, and customers. They also revealed that 
the effective of branding management is originated from a balance of internal and external 
factors of the organization, especially the employees. Employees are required to participate in 
the branding management since they are important people to deliver the company’s value to 
all related stakeholders outside the organization. Brand has been significantly interesting 
issue since 1984. Several scholars from the American Marketing Association was defined 
‘Brand’ as a word, a symbol, a logo, a design, or anything which truly represents product or 
service identity of seller for product differentiation among their competitors. However, Keller 
(1988) criticized that brand is not only a logo or symbol. Hence, Alvin A. Achenbuam 
concluded that ‘Brand’ is a combination of 1) customer’s perception related to product 
characteristic and its function, 2) its name and product positioning, and 3) company’s 
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relationship to a particular product. This definition of brand is well-recognized rather than 
what the American Marketing Association has defined. In the era of globalization since the 
21st century, political, economic, social, and technology factors have been rapidly changed. 
Technology, in particular, is connected the world for the communication improvement. 
People and society has focused more on the corporate image which is currently important for 
the business operation. In Thailand, most executives focus on the branding rather than the 
corporate brand, because they believe that brand can increase the sales volume. Unlike the 
corporate branding, they lack of confidence for its return on investment and they also do not 
fully understand of its importance. However, at the global scale, corporate branding has been 
highly competed such as Apple, Amazon, eBay, and Google. Their corporate branding are 
very beneficial in aspect of the competitiveness both short and long term. Therefore, the 
branding nowadays does not only focus on the product or service, but also its corporate 
branding as well.   In 1998, Belmer defined the corporate brand as the commitment between 
corporate itself and its stakeholders. The commitment will be communicated to every 
department inside the corporate and will reflect as the uniqueness characteristics of the 
corporate afterwards. Keller (2001) also agreed upon Belmer as the uniqueness characteristics 
of the corporate would depend on the customers’ perception in terms of customers’ 
recognition and needs as well. In Thailand, many corporates have been implemented the 
corporate branding strategy for enhancing their competitiveness; however, some of them have 
not permitted the employees, stakeholders, customer, society participation in the process 
which all mentioned parties are so significant as internal and external of the business 
operations.    

 From all above mentioned, it could be clearly see that the corporate brand is an 
integration of stakeholders’ involvement process. Corporate brand would firstly initiate from 
the mission and vision from the process of brainstorming of all internal and external 
stakeholders. Mission and vision would lead to the commitment development of the corporate 
brand and then deliver this value to the external customers through the employees. Thus, the 
corporate branding does not mainly focus on the short term growth, but also the higher 
competitiveness in the long term growth as well. For a successful corporate branding, top 
management level, which is a key policy maker, needs to motivate on this. A successful 
corporate branding would develop the business operations’ sustainability, because the brand 
is already recognized and acknowledged by the customers and the society. Corporate 
branding must firstly understand the customers’ needs and provide the needs with product or 
service at the reasonable price later as well as building relationship with the customers. More 
importantly, the business sustainability must rely on the sales growth gradually and the needs 
of effective planning and corporate branding strategy. The matter of business size does not 
directly relate the business growth. It requires a great understanding, knowledge, patience of 
changes both controllable and uncontrollable factors. The gradually growth satisfaction is one 
of key success factors for the corporate sustainability. Another key factor towards corporate 
sustainability is a readiness of the business expansion. The business expansion requires the 
corporate readiness as well as the challenging risk. However, the corporate branding is also 
another important factor for the business expansion.  Many global brands have strongly 
expanded their businesses to many regions. They have to confront with the obstacles and 
challenges. In Thailand, there are several questions that need answers. For instance, which 
Thai corporate has already been expanded at the international level? Are they really ready to 
expand? Where to start? Are they going to survive at the global scale?    

 Those mentioned questions are really interesting issues for the Thai business. There are 
severl aspects for business expansion which ASEAN (Association of South East Asian 
Nations) is one of the great place for business investment. The objectives of ASEAN is to 
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strenthening the region, creating opportuities and readiness for changes in aspect of political, 
stability, economic, and threats. People in the region must receive a better living standard 
espcially in the economic activities. For this reason, there are so many potential corporates in 
Thailand interesting for the business expansion inside ASEAN. This expansion would be 
advantage for the domestic economy as well as the potential employees to express their 
performances at the internation level. Moreover, there are more jobs provided for people in 
that particular country. In 2017, The Office of the National Economic and Social 
Development Board of Thaialnd reported that the Gross Domestic Product (GDP) in Thailand 
can be categorized into three main sectors, namely service sector which is taking into account 
of 50%, 40% in the industrial sector ,and 10% in the agricultural sector. The Thai government 
has also strongly supported their growth through Thai industrial development strategy version 
4.0 in the next 20 years starting from 2017 to 2036. This support would enhance Thai 
industrial competitiveness at the internaiotnal level and also increasing country’s income, 
numbers of labor force, social development for nation’s stability, prosperity, and 
sustainainbility (Ministry of Industry of Thailand, 2016). These mentioned sectors will be 
used as case studies for corporate branding. According to the brand valuation assessment by 
the Faculty of Commerce and Accountancy, Chulalongkorn University during 2015 to 2016, 
the result showed that the highest brand value in service sector was the Siam Commercial 
Bank as well as the Siam Cement Group was ranked as the highest brand value in the 
industrial sector. At the same time, the Charoen Pokphand Foods PCL was the highest brand 
value in the agricultural sector.  

 For the proposed case studies, the basic information as of December 31, 2016 according 
to the annual reports of these three companies are shown in the Table 1.1 below; 

Table 1.1 Basic information of the selected case studies 

Company/Information 
Profitability 

in USD1 

Corporate 
brand value in 

USD2 
International business expansion 

The Siam 
Commercial Bank 

1.39 billions 9.04 billions China, Hong Kong, Vietnam, 
Singapore, Laos, Cambodia, and 
Myanmar 

The Siam Cement 
Group 

2.06 billions 8.95 billions China, Vietnam, Singapore, Laos, 
Cambodia,  Myanmar, Philippines, 
Malaysia, Indonesia, Switzerland, 
USA, etc.  

Charoen Pokphand 
Food PCL 

0.60 billions 2.90 billions China, Vietnam, USA, India, Taiwan, 
Turkey, Russia, Poland, Laos, 
Cambodia, United Kingdom, etc.  

 

Note 1: USD 1 = 34.31 as of June 10, 2017 

        2: The information is referred from the brand valuation assessment by the Faculty of 
Commerce and Accountancy, Chulalongkorn University during 2015 to 2016 

 Therefore, their business expansion especially in the ASEAN region would be an 
interesting issue particularly in the corporate branding. For instance, the similarity and 
difference of the corporate branding process domestically and internationally, the knowledge 
sharing of corporate branding from Thailand to other countries, and factors relevant towards 
corporate branding in other countries. 
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2.The oretical and literature review 

2.1 Branding 

 Branding for long term sustainability (Ruenrom, K, 2015) is customer focused in all 
aspects, such as customer care, customer focused strategy. The management is needed to 
highly pay attention and clearly implement into actions for the corporate branding 
sustainability. When the corporate receives the loyalty from the customers, the corporate 
brand will be inside the customers’ mind. There is a tool for corporate branding sustainability 
initiated by Kotler called Triad Model as shown in Figure 2.1 below; 

 

Figure 2.1 Triad model 

Source: Kotler (2015) 

 

 

 

 

 

 

 

 

 A success of the branding begins with the owner of the company or top management 
whom must clearly understand how to build the corporate brand effectively. Corporate 
branding requires triad relationship, namely 1) the management, 2) the employees, and 3) the 
customers. Figure 2.1 shows the relationship among the three parties. Corporate branding 
from the management to the employees is presented as internal branding, from the employees 
to the customers is presented as interactive branding, and the management to the customers is 
presented as external branding.  

 

2.2 Integrated Marketing Communication (IMC) 

 In 2013, Techateging mentioned the integrated marketing communication as 
advertising, sales promotion, trade show event, sales in personal, direct sales, and public 
relations. These are the combination of marketing promotion which have the similar 
marketing objectives. In general, propose of marketing communication is to communicate the 
advantages, benefits that customer will receive from the company’s sales and services. 
Marketing communication depends on the type of business, for example, international 
business might select one specific type or mixed of marketing communication. Nowadays, 
most businesses use the integrated marketing communication for the most effective results. 
They need to deeply study on the environment of international market which very diversified 
and different. It is very challenging to implement the marketing communication effectively.      
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2.3 Internal Organization Communication 

 The management is required a capability to communicate formally and informally in 
the organization upon each circumstance. This communication must know the recipients of 
messages in order to select the appropriate tool to communicate for a successful 
communication. Surasonthi (2014) reported several communication process models, for 
example, Schramm's communication model. Schramm applied the linear communication 
process from Shannon and Weaver for explaining the process of communication in the 
teaching session. Schramm also focused on the communicating, learning, and interpreting 
which were the most important factors of teaching. Schramm concluded that the effective 
communication would happen if there were common of culture, belief, knowledge, 
experience between sender and receiver.  

 

Figure 2.2 Schramm's communication model 

Source: Surasonthi (2014) 

 

In the communication process, the sender never deliver the meaning to the receiver. We are 
able to deliver only symbol of the meaning such as wording, picture, and music. Therefore, 
the sender must encode the symbol for receiver’s understandable. The symbol represents the 
signal of something like wording, written, body language. Then, if the receiver has the shared 
experience as the sender, the receiver would be able to easily interpret those symbols. Every 
communication process must consist of 5 parties including sender, message, channel, 
receiver, and feedback. Each communication process needs the development and the learning 
between sender and receiver which would build the more effective communication in the 
future. Especially inside the organization, the feedback from the receiver in aspect of sender, 
message, and channel is significant for an improvement of future communication.  

 

 2.4 International Business Management 

 Since 1980s onwards, the business has expanded its production process to another 
country according to Kuntonbutr mentioned in 2003. The production process needs the 
technology and ideas expansion to that particular country and its output must meet the local 
needs of that country as well. The most important characteristic of transnational industries is 
the mixture between centralization and decentralization of management. Some process needs 
to centralize at the headquarters; whereas, some needs to decentralize for the product 
uniqueness. The main policies should be set by the headquarters and the product’s research 
and development should be decentralized to the overseas subsidiaries in order to meet the 
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local needs. Overseas subsidiaries cooperation would create the exchange of ideas for further 
product improvement and increase the company’s competitiveness at the global level. In 
aspect of language, Siripattarasopon (2012) reported that language is a symbol which bridged 
the understanding of people in the society. Language would create a better relationship and 
improve the interpersonal skills. The capability of local language communication would 
make the business negotiation easier and reduce chances of misunderstanding.  According to 
cultural theory, Kuntonbutr (2003) studied one cultural theory especially a theory which 
related to the international business management, Hofstede theory. Hofstede used the 
comparative research of 116,000 IBM employees. Hofstede classified the differentiation into 
four dimensions, namely 1) power distance, 2) individual, 3) masculinity, and 4) uncertainty 
avoidance. One aspect was added later which was long-term orientation. Meanwhile, 
interracial communication is a communication process which sender and receiver are 
different in aspect of race. This form of communication process is very sensitive in sense of 
objectives, messages, and understanding. Interracial communication started from the conflict 
between while and black people in the USA such as racism, discrimination. Way to solve this 
problem is role behaviour and role expectation between these two parties which required the 
more opportunities in terms of educational accessibility and the moral. Moreover, cultural 
issue is sensitive between two different groups of people. They might have different point of 
views, understanding to a particular circumstance. In general, they live individually. 
However, if they have to communicate to each other, intercultural communication would 
occur especially in the multinational company that appoints the foreigners to be at the 
managerial level.  There were several factors that would lead to the intercultural 
communication problems such as factor of messages delivery, the nature of receivers. One 
way to solve this problem understood each other’s culture.   

 

2.5 Internal and External Factors towards Corporate Branding 
2.5.1 External factors by using PEST analysis including Political, Economic, Society, and 

Technological. 

P = Political means the current situation of political issues which would impact to the 
corporate branding 

E = Economic means the current economic situation which would impact to the 
corporate branding 

S = Social means the current social situation which would impact to the corporate 
branding 

T = Technology means the development of technology which would impact to the 
corporate branding 

2.5.2 Internal factors using 4M concept which represents Man, Money, Material, and 
Management. 

 M = Man means employees which are different in demographics  

 M = Money means the budget used for corporate branding 

 M = Material means relevant data related to corporate branding 

 M = Management means the operations of corporate branding 
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2.6 Literature Reviews 

 Nowadays, doing business is very challenging and competitive. Entrepreneurs need 
mechanisms to increase their sales as well as receive recognition from consumers. The 
question is how people recognize who we are and what we sell. Brand creation is an answer. 
However, the process of brand creation requires time and effort to be completed. Brand 
owner needs to know what key messages of its brand are and the most important questions is 
which group of customer that the owner target for. When the brand creation is accomplished, 
how it will be communicated effectively is another step to be achieved. The objective of this 
paper is to review literatures regarding brand communication process from the previous 
research studies, including brand, principle of brand communication, brand activities, brand 
identity processes, brand communication in specific size of business and specific region, and 
brand value creation. To fulfil objectives of operating the business, effective brand 
communication is one of tools to be achieved (Karl, Jens, and Felix, 2010).   

 The word brand currently is widely seen in activities that are dealing. Some might 
understand that brand is only a specific name of each particular matter which refers to its 
product or service. In fact, brand is more complicated than a name provided. Brand is a result 
of the strategy of market segmentation and product differentiation. In addition, brand is one 
mechanism to differentiate its characters from others. Companies influence consumers to buy 
their products by building an effective brand communication. Company brand included the 
company to advocate transparency and diversity visible communication and point of contact 
with the company. From the website to the office and the tangible products brand were 
required to be consistent and viable (Juha, 2009).  

 In addition, there are ways to build each brand effectively. In What Great Brand Do, 
Yohn summarized the seven key principles that world’s famous brands constantly experience. 
Those principles were: great brand start inside, avoid selling products, ignore trends, don’t 
chase customers, sweat the small stuff, commit and stay committed, and never have to “give 
back”. Yohn also provided the real implementation of the successful and unsuccessful 
companies’ brand-building as the case studies (Yohn, 2014). In addition, Dinnie et al. (2010) 
examined the country’s branding activities which the key organizations engaged. Such 
activities were, for example, promotion the organizations, investment agencies, national 
tourism organizations. These were the principle of coordination of the integrated marketing 
communication approach (IMC). Dinnie et al. also found seven key dimensions of inter-
organizational coordination including, sector, organization domicile, mode, strategy 
formulation, nature, frequency, and target audience. 

 Wilkinson and Balmer (1996) focused on corporate identity of the ASEAN 
corporations in the different levels, namely regional, national, and industrial level before 
integrating with the corporate identity strategy. External factors were needed to be considered 
in aspect of brand creation and communication. For instance, Kotler, Kartajaya, and Huan 
(2015) found that there were three major concerned for leaders if they are doing business in 
ASEAN: a) a political and government system diversification in different countries based on 
democratization; b) an unite economic zone according to the concept of decentralization; and 
c) a single socio-cultural with the region’s differentiation. Brand value creation according to 
the traditional marketing strategy relied on three main factors. Such factors were firms’ 
advertising expenditure, pricing techniques, and product solutions. It can be measured by data 
collection based on customers’ ability to associate brand and their perceived towards brand’s 
quality (Kamakura & Russell, 1992).  

 In conclusion, there are processes and dimensions to be considered prior to 
establishing brand communication such as brand identity process, brand equity dimension, 
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brand trust, and brand creation. Regarding the above mentioned on brand value creation, it 
has been changed from only the supplier side to create its own brand to the brand value co-
creation by customers’ participation for the best brand creation as well as for the products. 
Therefore, the most important for the business owner is to know and understand the target 
customer in every aspect such as taste, class, lifestyle, and expected expenditure before 
creating and communicating its brand. In addition, what the company should pay attention on 
is customer relation or after sale service in order to provide the best service for the customer’s 
satisfaction. If the brand itself is well-communicated to the right target customer, this will 
build that particular brand totally differentiate from other competitors, be able generate more 
profits, and eventually create loyalty customers afterwards. 

 

3.Research methodology 

3.1 Research Framework 

 This study plans to develop corporate branding of the Thai multinational companies in 
the ASEAN region by involving two main parts, corporate branding and marketing 
approaches. Corporate branding will be composed of its elements and its intercultural 
concern. In addition, marketing approaches in relation to corporate branding will be included 
for an effective corporate branding development. Eventually, corporate branding of the Thai 
multinational companies in the ASEAN region will be analyzed and presented based on its 
knowledge transferred development, problems solving and branding management, and 
corporate branding model development. The research framework is illustrated as the 
following figure.  

 

 

 

 

 

 

 

 

 

 

 

 

3.2 Research Design 

 This study will use the qualitative research approach by conducting key informants 
interview which represents the point of view of sender and receiver towards corporate 
branding at the management level. This study will use the purposive sampling method 
approach in the corporate branding department by categorizing into top management and 
middle management. 
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3.3 Data Collection 

 Data will be collected based on primary and secondary data as follows; 

1. Primary data 

Primary data will include the information related to ideas and experiences both domestically 
and internationally towards corporate branding of the selected companies by conducting on 
in-depth interview to directors and managers of brand communication department from 
selected study companies. 

2. Secondary data 

Secondary data will include the relevant documents of corporate branding from the written 
documents such as company’s annual report.  

 

 3.4 Reliability of the research 

 The triangulation tool will be applied for the reliability of the research testing by applying 
the triangulation of data sources, namely 1) data from an in-depth interview of top and middle 
management which mainly responsible to the corporate branding management domestically 
and internationally, 2) relevant documents distributed inside and outside the company, and 3) 
the observation to the business operations.        
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Innovative Communication and Public Participation in Environmental Impact 

Assessment in the New Era of Media 

Wadee Pinyosap 13 

Abstract 

Environmental Impact Assessment (EIA) is a procedural tool with the main purpose 
of facilitating the environment decision making process by distinctly evalua ting the 
environmental consequences of a proposed activities before beginning a construction process. 
The concept has ramifications in the long term for development activities due to sustainable 
development being dependent on protecting natural resources which are the foundation of 
further development (Environmental Impact Evaluation Bureau, 2016). EIA in Thailand 
remains controversial as a result of some project developers regarding EIA as an undesirable 
burden, some seek to avoid EIA procedures. Moreover, some government administrators in 
charge of EIA view the process as a heavy burden (Chesoh, 2011). In fact, public 
participation in EIA is key to effective environmental assessment (Glucker, Driessen, 
Kolhoff, & Runhaar, 2013). For this reason public participation is important to study in terms 
of EIA because the goals of public participation are to promote public understanding and 
acceptance by minimizing perceived impacts of projects through education and open 
discussion (Lohani et al., 1997). Against this background, the aim of this article is to provide 
a comprehensive overview of the academic debate about public participation in EIA, 
regarding its meaning, objectives, and present situation of new media.  

 

Research Question 

1. Is public participation in Environmental Impact Assessment in Thailand different 
from the past? How?  

2. How can innovative communication be used to improve Environmental Impact 
Assessment in Thailand?  

 

EIA History 

EIA was first formally established in the USA in 1969 (Glasson, Therivel, & 
Chadwick, 2012). Lohani, et al. (1997) found that when “Silent Spring” by Rachel Carson 
was published in 1962, public awareness of environmental issues in the US reached high 
proportions and grew into popular movements, leading to the prolongation of the National 
Environmental Policy Act (NEPA) of the USA, NEPA meant that for the first time, EIA 
required environmental consideration of intensive projects enforced as legislation. A host of 
other industrialized countries have since implemented EIA procedures such as Canada, 
Australia, the Netherlands and Japan who adopted legislation in 1973, 1974, 1981, and 1984 
respectively; while in July 1985 the European Community (EC) finally adopted a directive 
making environmental assessments mandatory for certain categories of projects after nearly a 
decade of deliberation (Wathern, 2004). 

Reutergardh and Yen (as cited in Chesoh, 2011) stated that Thailand’s first national 
environmental quality act in 1975, the Enhancement and Conservation of National 
Environmental Quality (NEQA), was legislated and fundamentally changed the view of 
environmental management in the country. The Prime Minister was the Chairman of  National 
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Environment Board (NEB) with nine ministers as members. Established in 1992, the Office 
of Environmental Policy and Planning (OEPP), the Department of Environmental Quality 
Promotion and the Pollution Control Department have since served an essential function in 
the country’s environmental management. The Ministry of Natural Resources and 
Environment (MONRE) with the approval of the National Environmental Board (NEB) has 
the power to issue notifications prescribing categories and magnitude of projects or activities 
of government agencies, state enterprises and private projects which are required by the EIA 
to report to the Office of Natural Resources and Environmental Policy and Planning (ONEP) 
and the Expert Review Committee (ERC) for consideration and approval before proceeding 
with projects (ONEP, 2016). 

 

Public Participation in EIA 

The International Association for Impact Assessment (IAIA), (2016) defined public 
participation in the context of environmental assessment as the involvement of individuals 
and groups that are positively or negatively affected, or that are interested in, a proposed 
project, program, plan or policy that is subject to a decision making process. By contrast, 
Hughes (1998) perceives participation in EIA as a process, which enables individuals 

or organizations affected by a proposed project to significantly influence decision making. 
Arnstein (1969) mentioned that public participation is a categorical term for citizen power. It 
is the redistribution of power, presently excluded from the political and economic processes, 
to be deliberately included in the future. This view implied that public participation is a 
means to empower formerly marginalized individuals. These examples illustrate that the 
definition of public participation in the context of EIA is directly linked to the objectives that 
the participatory process is supposed to fulfill. 

Five step tasks of the EIA process are (a) screening comprises of initiation of the 
project, site evaluation and local authorities involvement; (b) scoping comprises of site 
selection, scope of EIA, public and stakeholder’s involvement; (c) report preparation 
comprises of consultant selection, draft report preparation and data acquisition, public input, 
opinion; (d) EIA review comprises of final report preparation, EIA expert panel review for 
private project submitted to permitting authority, for government project submitted to 
National Environmental Board and to the Cabinet; and (e) monitoring comprises of project 
owner submitted report, follow up by permitting authority and monitoring by a third party 
(Duangrarach, 2014).  

Lohani et al. (1997) found that the Environmental Impact Evaluation Division of the 
Office of Environmental Policy and Planning (OEPP) in Thailand has professional staff with 
a high level of education and training. However, Suwanteep, Maruyama, and Nishikizawa 
(2016) pointed out that Thai’s EIA system still has insufficient local EIA authorities which 
need to be qualified by implementing a set of laws or ordinance. The Division needs to 
arrange a review of Final EIA reports within 30 days of their receipt, and acts as the 
secretariat to five technical review committees which organized by sector. The secretaries 
have another 15 days to review the EIA once received from the OEPP. Disappointment to 
review the EIA within the explained timeframe is authorization to the permitting agency to 
issue a permit. The tight time schedules apply to all private sector projects regardless of 
project size or complexity. The time pressures are regarded by the private sector as an 
important safeguard against project delays. However, the OEPP regards the time frame as 
unrealistic for mixed projects. The crushing on the EIA Division to quickly review the 
detailed EIA reports means that only one team member has time to manage a thorough 
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review. The quality of the review thus depends on the mastery of the OEPP reviewer (ONEP, 
2016). 

EIA in Thailand is still controversial as a result of some project developers regard 
EIA as an undesirable burden, some seek to avoid the EIA procedure, and also some 
government administrators in charge of EIA view the process as a heavy burden  

(Chesoh, 2011). This is in line with Wirutskulshai, Sajor, and Coowanitwong (2011) who 
stated that Thai government has enforced EIA regulation to mitigate environment problem 
but many deficiencies remain in the EIA system and some of these have been recognized, 
especially issue of inadequate public participation and lack of integration of environment 
impact into the decision making process. Moreover, political and financial support for EIA is 
obscure in developing countries, and environmental agencies are practically powerless 
compared with economic development agencies. Two key reasons for poor quality EIA 
reports are deficiency of qualified environmental experts, and insufficient time and money 
(Lohani et al,1997). In fact public participation in EIA is a key to effective environmental 
assessment (Glucker, Driessen, Kolhoff, & Runhaar, 2013). Public participation has become 
a mandatory component of EIA for most projects supported by multilateral development 
banks. This is largely the result of pressure from citizens groups have complained that 
community resources were being affected by projects, without public notice or consultation. 
There are for this same reason that many countries routinely incorporate public participation 
into their EIA procedures educating the public about a project is an essential first step for all 
public participation programs. An uninformed public cannot make educated decisions about a 
project. Basic data on the type, size, and location of the project should be publicized. For 
example of the country which is located near Thailand, additional data and analysis regarding 
the expected significant socioeconomic and environmental issues related to the project should 
be made readily available to interested parties who are affected by the project. Fifteen years 
of EIA experience in the Philippines has shown that many problems associated with the EIA 
process are traceable to lack of adequate communication and understanding, as well as an 
inadequate appreciation of the social, cultural and political factors that affect EIA 
implementation. Environmental impact assessment can only be effectively carried out with 
the participation of the key players or stakeholders. (Cardenas, Guerrero, Reuther, Flor, & 
Lopez, 1994). 

 

Innovation Communication and EIA 

Innovations are key for society’s performance and progress, the information about and 
communication of new ideas, technologies, products, and services play a crucial role. For the 
diffusion of innovations, it is essential to make them popular both among the specialist 
community and within broader parts of society (Roger, 2003). Innovation communication can 
fulfill the specific requirements of being understood as a dynamic capability because 
innovation communication can reconfigure, create and extend the valuable resource base of 
an enterprise. For instance, the changing organizational processes might have an impact on 
the enterprise’s innovative capability leading to the understanding that the dynamic capability 
innovation communication is a higher level dynamic capability that can operate on zero level 
capabilities and first level capabilities (Mast, Huck, & Zerfass, 2005). 

Nicole Pfeffermann (2011) stated that innovation communication tends to fulfill 
specific requirements of being understood as a dynamic capability because innovation 
communication can reconfigure, reshape, refresh, create and extend the valuable resource 
base of an enterprise and thereby seize new opportunities to gain competitive advantages in 
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the long-run. From a functional management perspective, innovation communication 
represents a communication field in organizational communication and can act as a catalyst 
innovation communication in managing strategic assets on an enterprise or collaborative 
network level. Its functions include knowledge creation to positively influence innovation 
diffusion, as well as strengthening innovation reputation.  

 

New Media Era  

New media are websites and other digital communication and information channels in 
which active consumers engage in behaviors that can be consumed by others both in real time 
and long afterwards regardless of their spatial location (Hennig-Thurau et al., 2010). New 
media are computer mediated communication technologies (Fulk & Desanctis, 1995) and 
computer processing of content that structures communication participation, 
telecommunication networks that enable access and connectivity to other persons and 
information, information or communication resources such as databases, and digitization of 
content. New media include electronic mail (Lea, O’Shea, & Fung, 1995). New media embed 
a wide range of technical and social constraints, are inherently ambiguous, rarely fully 
understood, and continue to be adapted and redesigned (Rice & Gattiker, 2001). 

 

 

Figure 1. Growth of Internet Users Worldwide 2016 – 2020 (Data from Dazeinfo). 

The figure 1 shown that Almost 47% of the Earthlings will be connected to the 
internet by the end of this year, an increase of 6.8% over 2015. Half the world’s population 
will be online in 2018 and by the end of that year, 3.82 billion people or 51.1% of the 
population will be using the internet. 

 

Conclusion  

Among literature reviews seems to be a broad consensus that public participation is 
key to effective EIA. Public participation is required in most environmental impact 
assessment program around the world. However, public involvement is often reduced to a 
procedural exercise instead of a substantive process to include the public in environmental 
decision making. The public participation in EIA should be provided ways to improve its 
effectiveness. The shortcomings and strengths of common approaches to public involvement 
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should be going beyond the minimum requirements can benefit the public, the project 
proponent and the plan. Moreover, innovation communication tends to fulfill specific 
requirements of being understood as a dynamic capability of EIA because innovation 
communication can support idea generation and information exchange in different phases in 
public participation of EIA and new media is highly disruptive for the management of 
relationships with people who concern the environment impact, they have become highly 
active stakeholder of EIA. New media and innovation communication need to be considered 
in EIA process to support public participation that can be more than a requirement to full on 
the way to project implementation in EIA, It should be proactive, rather than reactive, and 
approach can provide benefits for the project proponent, the public and final plan. 
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Digitally Depressed: 

The Effects of Digital Media Usage In Regards to Depression 

and Approaches for Alleviation For Individuals and the Society 

Pritta Chasombat 14 

Abstract 

 With the growing usage of technology, mass media has adapted itself into digital 
media alongside with digital platforms or as known as social networking sites. The 
innovation has changed human’s life style and communication, such as, the way users 
consume and access to information, including virtual socializing. Not only that, many 
organizations are using online channels to distribute information and raise awareness 
campaigns, one of them is depression. Depression is one of the most severe health conditions 
that affect its victim in every aspects of his or her life. Today, users not only educate 
themselves from online information and seek for self-help but are more likely to disclose 
their personal stories and feelings online.  

 

Background 

 In the past decade, technologies have advanced in a way that affect individuals’ ways 
of living which includes how information is being distributed, perceived and responded, and 
definitely, the way people communicate. Since then, many media industries have adapted the 
digitized communication platforms and produced the final product called digital media.  

 Digital media refers to text, audio, video, graphics and photo transmitted over the 
internet or computer networks. Digitized news and television networks that present online are 
also consider as digital media. With the presence of the Internet, individuals and 
organizations are distributing and/or consuming information to, for, or from the government, 
commercial, educational and social purposes. Digital media is content that is stored in digital 
formats and usually distributed online.  

 The Internet and digital media allows users to connect to our peers and families and to 
participate in virtual communities that include friends, connections, updates, events and status 
updates. One can even attend a party even if he or she is not physically at the party. 
Obviously, the Internet has been beneficial and used as another tool for human to 
communicate with one another, but what affects does it have on our mentality? 

 Digital media networks are different – one can still send the same message to many 
people, but can also have interaction from friends and others (Smith 2016). Another feature 
stated by the Centre for Digital Media (2016) is the networked digital media which people 
participating in the network can organize themselves into ad-hoc and arbitrary groups. This is 
most obviously seen in Facebook, where one can instantly and easily create a new group 
around any sort of topic. These "group forming" networks have enormous value since they 
help us coordinate, communicate, and collaborate on projects large and small – from parties 
to promotion of brands. In this way, the most important parts of digital media are not simply 
the conversion of regular media to digital formats. The part that unleashes tremendous value 
for society – is taking advantage of these new capabilities relating to interactivity and group 
forming. 
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 With the growing numbers of users, health concerns are also rising from the 
researchers. There have been arguments and mixed findings whether digital media and social 
networking sites are affecting or alleviating depression condition. There are also studies that 
claim negative impact to the users due to excessive usage and twisted reality that the users 
perceive from the online friends and communities. On the other hand, there are also findings 
that indicate digital media and social networking sites are helping family members and 
friends identify that their loved ones are being depressed. Some users also use digital media 
to express themselves and self-disclose their symptoms of depression.  

 

Statistics 

 The use of social media has grown tremendously over the past ten years. Most people 
who use the internet utilize social media. According We Are Social (Kemp 2016), the key 
statistics for digital, social, and mobile media in 2016 are: 

 “3.42 billion internet users, equaling 46% global penetration; 
 2.31 billion social media users, delivering 31% global penetration; 

 3.79 billion unique mobile users, representing 51% global penetration; 

 1.97 billion mobile social media users, equating to 27% global penetration.”  

 For Thailand, the country has the total population of 68.05 million with 38 million 
active internet and social media users or 56% of the population (Kemp 2016). Thai users 
spent an average of two hours and fifty-two minutes daily on social media via any device. 
The highest rankings of social platforms are Facebook, Line and Facebook Messenger 
respectively. Pawoot Pongvitayapanu (2016), Executive Director of Thoth Zocial Social Data 
Analysis Service, have summarized the latest statistics of Thai users in 2015 as follows: 

 There are active 41 million Thai Facebook users, with more than seven hundred 
Facebook Page;  

 There are more active male users than female users, with the ratio of 21:20; 

 Twitter has 1.2 million active accounts; 

 There are 1 million active Instagram users; 

 33 million Thai users are using Line application in their daily lives.  

 From the statistics above, it is clear that Thailand is one of the countries with highest 
numbers of active internet users. Pawoot (2016) also have analyzed Thai users’ behaviors on 
Facebook and suggested that users are using the platform for five main reasons: 
entertainment, hobbies and activities, other technology usage, health and fitness, and sports.  

 

Depression  

 WHO reported an estimated 350 million people have been affected by depression. It is 
one of the most severe health conditions that affect its victim in every aspects of his or her 
life – or eventually, commit suicide to end their pains which more than 800,000 deaths are 
suicides from people affected with depression. 

 However, even with effective treatments and other therapies, fewer than 10% receive 
treatment or even report their illness. WHO have stated that this is due to the lack of 
understanding, education and healthcare involvement. In addition, not only it was 
misunderstood and overlooked, “in countries of all income levels, people who are depressed 
are often not correctly diagnosed, and others who do not have the disorder are too often 
misdiagnosed and prescribed antidepressants” (WHO 2016). 
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 Depression is the most common mental health condition in the world. Depression can 
affect every part of one’s life, from their moods to the way they see the world. The world can 
look bleak; life stops feeling interesting or enjoyable; and they might even believe that life is 
no longer worth living. Depression affects different people in different ways, but there are 
some general patterns (Preston and Kirk 2010):  

 Mood changes (sadness, intense irritability, feeling easily frustrated) 

 Extremely negative thinking, including pessimism, a bleak view of the future, 
thoughts of hopelessness, fretting, worrying, brooding, and thoughts about suicide 

 A loss of interest in most of life’s activities; a profound lack of vitality 

 Marked changes in physical functioning including sleep disturbances, fatigue and low 
energy, loss of sex drive, and changes in appetite and weight 

 Along with reduced energy, it is common for depressed people to experience reduced 
mental speed 

 Socially isolated and loss interests in interacting with others 

 Why is depression so serious? The World Health Organization estimates that 
depression is the world’s leading cause of disability (WHO 2016). It has serious effects on 
one’s health, work, thoughts and feelings, and one’s relationships.  

 Like most mental illnesses, depression is a combination of genetics and environment 
that involves both biological and psychological factors. These factors usually involve how 
one thinks or feels about significant stressful events in one’s life. Most of the time, it’s a 
reaction to stressful life experiences, such as the loss of a loved one to death or divorce, 
ongoing familial stresses. In addition to normal life stresses, certain biological changes can 
also trigger depression. These include a number of physical diseases. Some medical 
conditions change body chemistry and ultimately affect the delicate chemical balance of the 
brain (Coleman 2012). 

 According to the Department of Mental Health (Thailand), there are 14,644 reported 
depressed patients – these are the ones that seek and received professional help. Dr. Aphichai 
Mongkol, Deputy Director of Department of Mental Health (Thailand), reported the dropping 
rates of suicides in Thailand, but depression is one of the most common reasons and cause of 
this action. He reported that male is more likely to commit suicide rather than female as 
females are more likely to receive profession help and treatment.  

 

Depression in digital era 

 With today’s connection and digital platforms, there have been changes in the society 
that have created social changes. The online platforms have made relatively small group of 
people to get together to make a statement to the public and eventually, hopefully, change the 
world to a better place. Technology bridge geography, connect communities and transform 
societies. People can connect to one another halfway around the world.  

 The networks that are forming through social media are quite powerful. Information 
spreads fast and the potential for social action is quite high. Increasingly, the society is seeing 
more and more "awareness" campaigns that spread information rapidly with little 
consideration for how people interpret what they encounter. People regularly use Facebook 
and Twitter to share links and tell stories. As users, we all need to think critically about the 
information we create, consume and share.  

 Several research studies (Cottle 2016; Pantic 2014) have confirmed that Facebook has 
been beneficial to mental health, such as, reducing depression and anxiety. Facebook and 
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social media provide opportunity to develop social relationships for those who suffer from 
social anxiety. Also, the online connection has been acting as a substitute of face-to-face 
interactions which evidently reduce depression with increased life satisfaction. 

 Facebook and other social media sites invite people to engage with one another. Users 
can stay in touch with friends and loved ones that they do not get to see as much as they 
would like, as well as opportunities to meet new people with whom they might have interests, 
concerns or experiences in common. Such activities may contribute to an overall sense of 
connection and well-being. The research warns of the mental health risks related to excessive 
Facebook use and the pursuit of Facebook activities as a means to compensate for a lack of 
meaningful connections offline (Cottle 2016).  

 Nowadays, many health-related organizations are distributing knowledge online to 
educate and build awareness of common depression symptoms. The information usually 
comes in the form of infographics, animations, and blog posts. Many depressed users were 
able to identify themselves to seek for formal treatment and help. Not only formal 
information was distributed, more and more users disclose their symptoms of depression and 
started to share their stories online to educate others regarding their depressive episodes and 
feelings. These blogs are seemingly receiving more positive feedback and support, also 
bloggers are trying to provide information to educate others regarding depression.  

 The researchers claim that Facebook may present a way to investigate patterns of 
depression disclosure. The displayed information may allow friends and family to identify 
mild symptoms of depression by using Facebook status and prompt their loved ones for 
further clinical evaluation. Also, those who receive reinforcement to a depression disclosure 
from their friends (online) would be more likely to discuss their symptoms publicly, like on 
social media. Previous study claims that older adolescents who receive positive feedbacks 
online “reported enhanced self-esteem and sense of well-being” (Moreno et al. 2011). 
Students who involved more online are likely to feel comfortable to disclose their symptoms 
on their profiles. Moreno et al. have claimed that “Facebook may present an innovative 
opportunity to identify students at risk for depression because Facebook is a peer 
communication tool, their peers may be able to motivate to identify at-risk students using 
Facebook.” Meanwhile, social networking sites may provide opportunities and increase self-
help or help-seeking behavior: 24% of the students entered into an online counselor, 19% 
later attended an in-person session, and 14% have entered a treatment program. Lastly, 
Moreno et al. (2011) indicated that it is possible that social networking have impact on 
students’ views about depression. “Given the frequency of depression symptom displays on 
public profiles, SNSs could be an innovative avenue for raising self-awareness and 
combating stigma surrounding mental health conditions. We found responses to displayed 
symptoms were frequent, positive, and supportive” (Moreno et al. 2011). Previous research 
has found that people may be more likely to open up or report feelings online verses in 
person. “It is possible that if a teen displayed depression symptoms online, he or she may 
receive a rapid response of support online from friends, which may help that teen to feel 
supported,” says Moreno (2011).  

 Although scholars have looked into the links between Facebook use and depression 
among college students, the findings and results are still inconsistent. Wright et al. (2012) 
conducted a survey of 361 students to “test an elaborate model examining paths leading to 
depression,” and found that the numbers of hours that students spent using Facebook 
correlated with depression. They found that both face-to-face and Facebook support network 
satisfaction reduced self-reported depression scores (Wright et al. 2012). O'Keeffe et al. 
(2012) suggest that adolescents are using Internet to educate themselves about their health 
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concerns. It has been proven that the mobile technologies that teens use daily have already 
produced multiple improvements in their healthcare, such as better understanding depression 
and other mental illness. The intensity of the online world is one of the factors that may 
trigger depression among adolescents (O’Keefe et al. 2012). 

 Considering disclosure of depression matter is a way of managing concealable 
stigmas, Garcia and Crocker (2008) investigated motivations for self-disclosure by people 
with depression. They categorized motivation into two groups, “egosystem motivations” and 
“ecosystem motivations.” Egosystem motivations refer to the motivations toward the self 
which prioritize self-satisfaction, whereas ecosystem motivations refer to the motivations 
toward others which consider and prioritize others’ needs and wellbeing. Garcia and 
Crocker’s (2008) survey results showed that egosystem motivations included seeking 
approval and acknowledgement, avoiding rejection and criticism, testing the others, and 
catharsis. The ecosystem motivations included educating others and connecting with the 
others. Ecosystem motivations were found to facilitate disclosure, whereas people with 
egosystem goals tended to conceal their depression matters and related personal thoughts and 
feelings. 

 

Uses and Gratification Theory 

 The users and gratifications approach indicate that people use the media for many 
different purposes. This approach suggests that the user of mass communication is in control. 
Despite mixed results, the uses and gratifications approach may make a significant 
contribution to understand as we move further into digital age and media users are confronted 
with more and more choices.  

 Perse and Dunn (1995) looked particularly at the use of computers to communicate 
with others through information services and the Internet, or as they called it computer 
connectivity. People using computers for electronic communication were satisfying the 
following needs: learning, entertainment, social interaction, escapism, passing the time, the 
out of habit. The four basic needs of digital media are the following: information, 
entertainment, personal identity (reinforcement and reassurance for personal values), and 
personal relationships or social interaction. The approach may be very useful in helping us 
understand how people use the World Wide Web, email, and other aspects cyberspace. 

 Some users are sharing their personal stories online, such as daily blog posts and other 
personal ‘status update’ on their private profile. Other users may not disclose their identity 
but they rather seek self-help online by searching for experts and online psychologists. 
Stories and experiences during therapy and follow-up sessions were shared to encourage 
others to seek help and to help others identify depression symptoms.  

 

Technological Determinism 

 Technological Determinism is the doctrine that social change is determined by 
technological invention. All social, political, economic and cultural change is inevitably 
based on development and diffusion of technology.  Originally, the idea of technological 
determinism was the first introduced by Thorstein Veblen (1857-1929) in 1921, stating that 
human invent new technologies for better (and predictable) future, which determines (the 
future of) human’s behaviors. He believed that technology is the prime mover in civilization 
and other social changes. The theory explained how technology advances impacts every 
aspect of society including method of delivering messages (Baran and Davis 2006). The 
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scholars from this field of study (Hently et al. 2002) are interested in how technology drives 
the change in communication which impacted social change. Marshall McLuhan has given 
the definition of technology as the extension of man. He reasoned, when human encounters a 
problematic situation, human will recreate new knowledge to invent new technology to find a 
solution (Baran and Davis 2006). 

 The theory explains the shifted behaviors of today’s human are communication 
methods in various ways. With Internet enabled tools and devices have allowed the 
‘audience’ to communicate and extend one’s voice to the public which the virtual networked 
community can share, respond and interacts with the distributor or the author directly. The 
technology has created another channel for individuals to communicate, share and express 
their own experiences. Anyone can produce and consume content as they would like to 
whereas before, there were not many channels to choose from, especially during the mass 
media era (one-to-many communication) which does not require or allow the mass to 
response or interact. 

 

Conclusion 

            With the growing statistics and increasing penetration of digital media, many 
organizations have adapted themselves through the digital platforms to reach the virtual mass 
audience. News and campaigns are being shared in the online world, or as know as, social 
networking sites. These news and campaigns have focused on the niche audience and stories 
that were not captured by the mass media, such as, raising awareness of depression. Health 
organizations are now using digital platforms to raise awareness and distribute information 
and by doing so, many have educated themselves and later, seek out for help. Social 
networking sites may provide opportunities and increase self-help or help-seeking behavior. 
The research indicated that it is possible that social networking sides have impact on 
students’ views about depression.  

            As stated in Technological Determinism theory, technology and digital media has 
changed the way we communicate with and to each other. It has become one of the channels 
that we can express ourselves and disclose our personal feelings to the public. To link with 
Uses and Gratification theory, more users are now using online platforms, like digital media 
and social networking sites to educate, seek self-help, and disclose their symptoms online – 
either from online support group or their family and friends. Up to this point, several studies 
have confirmed that that those who receive reinforcement to a depression disclosure from 
their friends (online) would be more likely to discuss their symptoms publicly, like on social 
media (Moreno et al. 2011). 

            Therefore, the author strongly believe that digital media has become one of the tools 
that help the society to educate and have better understanding regarding depression. The more 
positive feedbacks from the virtual communities, the more likely one would share their 
depressive episodes online. In short, many studies have confirmed that digital media and/or 
social networking sites alleviates depressive symtomps and help the society to understand 
more about the illness. Considering limitations from previous studies, future studies should 
explore the society’s view on depression and towards one’s depressive personal posts and 
how does society perceive depression from online sources.  
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Communication for Cultural Negotiation of E-San Culture: 

Media Characteristics on Cultural Negotiation of E-San Culture 

Sirikarn Suvannapoo 15 
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Abstract 

 This research aims to study media characteristics on cultural negotiation of E-San 
culture. It applies quantitative method by collecting data from questionnaires. It is found that 
a key reason of media exposure of the majority of representative samples is their gratification 
of E-San culture. Concerning the recipients’ views on the media characteristics that represent 
E-San culture. The sample group opinions both on characteristics of the media that 
represented E-San culture and the media impact on the audiences at a very high level; the 
media representing E-San culture top three is song expresses the feeling and emotion, film 
makes audiences believe in E-San and its culture, film depicts reality. And the regarding 
media influence top three is introduce E-San people and culture to people from other regions, 
inform the audiences about E-San, make E-San people proud of their culture. 
Keywords: Communication, Cultural Negotiation, Counter-Hegemony, E-San Culture 
Communication 
 
Introduction 

Antonio Gramsci (1891-1937) mentioned that the righteousness of governance can be 
achieved by constituting hegemony through political and cultural ideology (cited in 
Kaewthep 2001: 120-121). The hegemonic process by which Thai culture maintains its 
dominant position over E-san culture has taken place alongside the political dominance 
systematically and strategically. Consequently, it devalued this ethnic culture to just a 
marginalized culture.  

Despite Thailand’s success on the cultural hegemony and the marginalization of E-
San culture, localism plays a crucial role in many contexts. The cultural negotiation of E-San 
culture is always taken place through diverse media that can support the cultural negotiation 
in a variety of fashions with the aim to communicate to E-San people as well as other 
recipients. These include music, film and television series. The focus of this research is, thus, 
on the study about what type of media should represent E-San culture in order to raise 
awareness among different groups of recipients. 

The research objective is to study the media characteristics in relation to the cultural 
negotiation of E-San culture.  

 

Literature Review 
Communication for Cultural Negotiation by Stuart Hall mentioned that for the media 

communication, the nature of the media and the presentation format are significant factors 
which influence the encoding of the sender and the decoding of the receiver (Kaewthep, 
2004: 59) In terms of ideological negotiation, different characteristics of E-San folk music, 
film and TV series are as follows; 
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E-San folk music is a medium for expressing emotions, including anti-social feelings. 
(Kaewthep cited in Wongkul, 1998: 168) 

Film offers special characteristics by allowing audiences to exert power with consent 
as they tend to think that they are “the chooser". Audiences have to sit still in a dark room for 
1-2 hours consecutively. It is thus a unique medium that can construct reality. (Kaewthep et 
al., 2012: 290) 

TV has greater influence on shaping thoughts than other social institutions as people 
spend a lot of time with media, especially watching dramas. By switching on the television 
willingly and watching it enthusiastically, the media exposure is voluntary. As the nature of 
entertainment program imitates or resembles real life offering entertainment, pleasure and 
relaxation, the content is likely to have a massive impact on the audiences. (Kanchana 
Kaewthep, 2009: 265-266) 

Furthermore, this research also refers to Antonio Gramsci’s Hegemony Theory, 
Identity, Localism and Multiculturalism.  

 
Methodology 

The quantitative method is used through accidental random sampling. Online 
questionnaires were given and collected via Facebook and Fanpage and YouTube channels 
representing E-San culture from 400 recipients who listened to E-San music and watched E-
San films and TV plays. Variable; Independent variable’s media characteristics for cultural 
negotiation. Dependent variable’s recognition about cultural negotiation. Research tools; 
Close ended question and checklist. Assessment of research tools; Content validity by advisor 
and reliability test from try-out 40 samples than find reliability by Cronbach's Alpha 
Coefficient. Data analysis; Use SPSS (Statistical Package for the Social Science for 
Windows) for analysis descriptive statistics i.e. percentage, mean, standard deviation. 

 

Results 
Regarding the exposure to E-San folk music, 55.25% of the samples used to listen to 

Sao Ubon Ro Rak song, followed by 45% E-San Lam Plearn,  44.25% Sao Fang Khong and 
42% E-San Ban Hao. In respect of the exposure to E-San film, 87.50% of the samples used to 
watch Yam Yasothorn, followed by 44.50% Kru Ban Nok, 38.50% Gong Kao Noi Ka Mae, 
34.50%, Phu Bao Thai Ban E-San Indie, 32.50% Kru Ban Nok Ban Nong Hee Yai, and 
27.75% Mon Rak Mae Nam Moon. As for the exposure to E-San TV series, 65.50% of the 
samples used to watch Pleng Rak Rim Fang Khong, followed by 39.50% Mon Rak Mae Nam 

M o o n ,  a n d  2 6% R a y r a i  L o o k  S a o  B a n  P a h. 
Regarding reasons of media exposure, 34.50% of the samples is fond of E-San 

culture, 22.25% follows the media and 13% is E-San native, respectively. 
Concerning the recipients’ views on the media characteristics that represent E-San 

culture, the samples actively expressed their opinions about the media representing E-San 
culture (3.96) and the media characteristics on issues, i.e. song expresses the feeling and 
emotion (4.45), film makes audiences believe in E-San and its culture (4.35), film depicts 
reality (3.94), when audiences choose to watch TV series themselves, they are more receptive 
to the culture (3.93), TV series shows in a longer period, so it can represent the culture more 
in detail (3.84), audiences enjoy watching E-San TV series more than listing to music and 
watching films as the TV series offers light entertainment and relaxation (3.83), watching TV 
series can perceive more cultural aspects than listening to music and watching films (3.80), 
song expresses the frustration (3.77), and sitting still in a cinema for 1-2 hours offers 
audiences full experience of the culture (3.69). Regarding the media characteristics for 
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Fond of E-San 

culture 

35% 

Follows the 

media 

22% 

E-San native 

13% 

etc. 

30% 

Regarding reasons of media exposure 

representing E-San culture, the samples gave scores to E-San folk music (4.11), film (4.00), 
and TV series (3.85), respectively. 

Overall, the sample group shows a high level of opinions regarding media influence 
of E-San song, film and TV series toward recipients (4.24) and media influence on issues, i.e. 
introduce E-San people and culture to people from other regions (4.46), inform the audiences 
about E-San (4.45), make E-San people proud of their culture (4.37), make E-San famous and 
more popular (4.35), create the love for homeland (4.31), make the music, film and TV series 
interesting (4.25), make the audience like E-San culture (4.20), build people’s good attitudes 
towards E-San and its culture (4.17), make the audiences appreciate E-San culture (4.14), and 
create the imitation of E-San culture (3.71).  
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Media influence  

E-San song, film and TV series [4.24] 

Media characteristics [3.96] 

 E-San folk music (4.11), film (4.00), and TV series (3.85 

                                                          
                                                                                                      

 
     

 
                                                                                                                                                                                                                                   

 

Discussion and Conclusions 
 Political and cultural hegemony over E-san culture has consistently occurred and been 
linked to the history of Laos and Thailand at certain periods through political and cultural 
mechanisms, discrimination against local culture, education policy and communication, 
resulting in the audiences’ perception about the representation of E-San and its culture in a 

Sitting still in a cinema for 1-2 hours offers audiences full experience of the culture (3.69) 

Song expresses the frustration (3.77) 

Watching TV series can perceive more cultural aspects than listening to music and watching films (3.80) 

Audiences enjoy watching E-San TV series more than listing to music and watching films as the TV series 

offers light entertainment and relaxation (3.83) 

TV series shows in a longer period, so it can represent the culture more in detail (3.84 

When audiences choose to watch TV series themselves, they are more receptive to the culture (3.93) 

Film depicts reality (3.94) 

Film makes audiences believe in E-San and its culture (4.35) 

Song expresses the feeling and emotion (4.45) 

Create the imitation of E-San culture (3.71) 

Make the audiences appreciate E-San culture (4.14) 

Build people’s good attitudes towards E-San and its culture (4.17) 

Make the audience like E-San culture (4.20) 

Make the music, film and TV series interesting (4.25) 

Create the love for homeland (4.31) 

Make E-San famous and more popular (4.35) 

Inform the audiences about E-San (4.45), make E-San people proud of their culture (4.37 

Introduce E-San people and culture to people from other regions (4.46) 
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form of cultural hegemony. Due to political, economic, social and cultural contexts that 
favored localism some time, the cultural negotiation of E-San culture often occurred, 
especially in terms of building E-San identity and portraying through E-San folk music 
(1957-1981), films (1977-2014) and TV series (2007-2011).  

The communication for cultural negotiation of E-San culture starts from the senders 
seeking the social and cultural spaces. The search is driven by the cultural hegemony under 
the nation and Thai culture building process and economic and social factors. The 
individuality of the senders also played a crucial role in E-San culture representation. E-San 
identity is represented as opposed to those from other cultures and shows an unequal value 
given in dimensions of struggle, hierarchy and counter-hegemony. This identity construction 
is the politics of space to seize space for expression based on pluralism. These media 
presenting cultural negotiation were widely accepted by the recipients.   

In an early stage of cultural negotiation through the E-San folk music and film, the 
recipients were mainly E-San natives who consumed the media because of the frustration in 
certain oppressive situations (Palangwan, 2002: 308-312). Nowadays the media exposure is 
because of the recipients’ fondness for E-San culture. Only 0.25% (1 sample) feels that E-San 
people are despised. This change may be due to the fact that the country has welcomed 
locality since 1997. Also public relations and advertising via the media has influenced the 
media exposure of E-San significantly. Thanks to the efficient public relations of E-San radio 
broadcaster, Mon Rak Mae Nam Moon the movie drew a massive interest from E-San people 
at that time (Palangwan, 2002: 308-312). This study also shows that the exposure to E-San-
related media of the sample group from following the media is 22.25%. A factor of being E-
San native is not relevant.  

According to Stuart Hall’s concept of media communication, the nature of the media 
and the presentation format are crucial factors that affect the encoding of the sender and 
decoding of the receiver. (Kaewthep, 2004: 59) This study found that the sample group 
expressed their opinions on both on the media characteristics in relation to cultural 
negotiation of E-San and the impacts of the E-San folk music, film and TV series on 
recipients at a high level. In the political economy view, appropriate media characteristics 
and cost should be carefully considered when using the media for communication for cultural 
negotiation purpose. The cost of production and cultural reproduction through music is lower 
than that of film and TV series. Therefore, the communication for cultural negotiation of E-
San culture has its start from E-San folk music, followed by film and TV series. In a view of 
multiculturalism, presentation of the culturally negotiated content through E-San folk music 
and film to specific groups of audience makes it possible to offer more specific content. 
Nevertheless, E-San TV series has diverse audiences. The senders need to be cautious when 
presenting content that is culturally different. All in all, the culturally negotiated content can 
be inserted in E-San folk music and film, followed by TV series which requires the 
knowledge and experience in presenting the content for cultural negotiation purpose in a 
society with cultural diversity.   

       
Recommendations 

For Academic Purpose/Mass Media 
The production of media used in cultural negotiation for subculture can be presented 

through the media qualified for cultural negotiation such as music, film and TV series. 
For This Research 

In addition to the media characteristics, the production costs and the media reach to 
diverse groups of recipients should be mainly considered for the communication for cultural 
negotiation of E-San culture. 
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For Future Research  
This study focuses on communication for cultural negotiation of E-San culture 

through folk music, films and TV series only. Other media that can influence the cultural 
negotiation should also be explored.  
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Model of Reasonable Process of Information Processing Theory on Alcohol 

Consumption Decision of Consumers in Thailand:                                                           

Case Study of Consumers in Bangkok 

Kritsada Nurakkhe 17 

Abstract 

              Communication of the manufacturers and distributors of alcoholic beverages, 
communication and campaigns to reduce the consumption of alcohol and family 
communication, including parenting and peer educations, these three group communications 
influence the alcohol consumption behavior.  At the same time, the communication of the 
three groups has different or similar goals in communicating. This leads to communication 
influence has been refutated.  When communication enters the recognition process, 
remembering and personal data analyzing, this leads to the different alcohol consumption 
behavior effects. 

              Quantitative analysis was used in this research to test the hypothesis in the model of 
recognition and the interpretation of media exposure that affects consumer behavior.  This 
ultimately leads to the alcohol consumption.  Including to study about the in-depth factors by 
using qualitative analysis based on in-depth interviews of experts from all three media 
producers, as well as government media controllers and consumer sectors. 

              While the quantitative data collection will be collected from a sample group of 
Bangkok people who have been received the complete communication of all aspects from the 
three media producers. 

Keywords: Marketing Communications / Campaign, Family Communication, Alcohol 
consumption behavior, Influence and refutation, Recognition and practice 

 

Introduction 

              There are several news stories related to alcohol consumption that are unlikely to 
end. Despite of the laws governing the alcoholic beverages manufacturers and distributors 
not to communicate with consumers by using marketing communications as previously used 
since 2008.     

              It is evident that all three communications are disputed for their own purposes. Thai 
Health Promotion Foundation(SSS.) advertising of the campaign to prevent or reduce people 
from consuming alcohol.  While the liquor and beer companies' communications are trying to 
expand their market and increase consumption quantity of the target group.  The alcohol 
companies’ market expansion mostly focuses on new target customers, who are young 
people and young consumers.  However, the family, which is considered as the main factor 
of the direct communication to youth alcohol consumers seems to both encourage and 
prohibit more consumption of alcohol.  Family can treat their children in both ways as shown 
by the mentioned earlier situations. 

              This research focuses to demonstrate the influence of the 3-way communication that 
build the perception and later leads to the alcohol consumption.  In contrast, this 3-way 
communication can lead to the negative effect toward alcohol consumption. Leading to 
reduce and quit alcohol beverages consumption.  At the same time, the process after the 
recognition from the three message senders’ communication will be the process of perceiving 
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and each internal information analyzing process.  The research uses the concept of 
information processing theory to explain the mentioned process including the analytical and 
the final effects of the different alcohol consumptions. 

 

Theories and concepts used in the research 

1) Information Processing Theory 

              Information processing theory is a theory that explains the process of human 
memory recognizing, focusing on the human brain recognition.  With the concept of the 
comparison of the human brain work and a computer.  When the human brain gets the 
external input, such as environmental information from the five senses; shape, taste, sense, 
sound or touching, the body will respond to the stimulus.  Soon the brain will keep the senses 
of those touches, interpret them as data and save them accordingly. Brain may not record that 
data if the information is not interesting enough.  The result of this information process has 
several abstract procedures or processes (George A. Miller P.29: Structure and behavior) and 
finally will affects behavior and expression at the end. 

              The important academic who defines information processing theory definition is 
George A. Miller, stated the summary of the human information transformation of in 
communication that behavior that human is acting, performing or words that human 
communicating, these occur from the information or knowledge that human accumulated 
earlier.  Then it is proceeded as a strategy or plan with a set of sequences of steps.  Mostly 
caused by external stimulation (Plan and Structure of Behaviors 1960, P.27-29, P.38-39) 

              While the other two academics play an important role in shaping and expanding 
further processes of this theory were Atkinson-Shiffrin (1969, 1971) described that there are 
three major parts of human recognition model which are the elements that results in the 
information process.  These three components of human recognition are: Sensory Memory, 
Short Term Memory, and Long Term Memory. 

               Another academic was Klausmeier (Klausmeier, 1985), expanded the model 
definition upon the Atkinson and Shiffrin models of information processing, which had 
additional elements in Atkinson-Shiffrin’s parts, (1971).  By showing more details and 
additional processes that had been added in between the paths which occurred from the 
sensory memory. 
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From Figure 1:  Atkinson & Shiffrin 1971 Information Processing Model is as follows: 

 

   

Diagram of information processing model based on Atkinson & Shiffrin, 1971 concept. 

Source: STORAGE AND RETRIEVAL PROCESSES IN LONG-TERM MEMORY by R. 
M. SHIFFRIN AND R. C. ATKINSON Psychological Review1969, Vol. 76, No. 2, 179-193 

 

              From the above Atkinson & Shiffrin’s information processing model diagram, we 
found out that when there is a stimulation or external stimuli to the five senses, that are send 
through vision, listening, tasting, smelling and the direct contact, this affected the perception 
process of the human recognition system.  The process of converting primary data to sensory 
memory, then data passed to a more complexed memory system unit, which is the short-term 
memory.  However, memories sent from sensory memory to short-term memory may be 
disappeared, forgetten. 

              While the short-term memory stimulated and analyzed by the internal brain system, 
this leads to perception and review including data access.  To make short-term memories 
more memorable.  To do the data access has several processes, such as frequent repetition, 
seeing the subject with high frequency for a long period, or repeated stimulation for the same 
information, this will make memories in the short-term memory be encoded and converted to 
long-term memory.  When the brain get the external stimulus that associated with previous 
experiences or memories, the brain will recall and use the knowledge or information that kept 
in long-term memory through data decryption process or the memory recall.  Then the stored 
data forwarded to the response generator, either by the body, which is the perception or by 
the speech that occurs from the reaction of the brain.  Then the brain will order to act or to 
show the response behavior eventually.  

              However, the distance between sensory memory is transmitted to the short-term 
memory and finally to the long-term memory, there are elements that occur and end 
continuously.  Such as analysis stimulation, training mechanism, data flow modification, data 
access/ data decryption and data transfer, initiation or modifying searches in the long-term 
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memory and the response generation etc.  These processes are complementary or refutation 
in the memory and the sensory response is happening all the time. 

              As mentioned above, this research uses this model to describe the human behavior 
that stimulated or stimulus to perception to urge the consumption behavior or to resist the 
consumption of alcohol.  The data processing system and other components in the model will 
finally lead to the relationship of alcohol consumption behavior. 

 

2) Concepts of Marketing Communications/ Integrated Marketing Communications 

              Kotler P. (1999) gave the definition of Integrated Marketing Communications as a 
way to look at the whole picture of marketing.  The processes focus on the perception of the 
message receiver (customer), by combining marketing communications in various forms. 

              While Shimp (2010) defined the definition of marketing communication as a mix of 
marketing tools for a products or goods that aimed to achieve business goals successfully.  
The marketing communicator uses the marketing tools to promote the brand awareness of 
their products and to differentiate their products from competitors' products.  Also, to let the 
message receivers or customers to know the character and value of that product. 

              While Wongmonta (1999) defined the term of Integrated Marketing Communication 
as a complete marketing communication.  It is a process that develops various types of 
marketing communication tools.  This development has a clear purpose to motivate the 
communication target audience for a long time continuously.  The results after using 
Integrated Marketing Communication will build the targeted group behavior to meet the 
communicators’ requirements. In order for consumers or targeted groups to know more about 
the products and finally lead to perception, product knowledge including familiarity and 
confidence in goods or those products accordingly. 

  

Related literature 

              The study found out that the marketing communication, whether it is marketing 
communication at the point of sale or the marketing communication for brand awareness,  the 
purposes are to build the brand awareness, stimulation, to know more about the product and 
finally to induce consumption behavior or product experiment purchasing.  Even the use of 
new marketing techniques or strategies, whether through new media or communicate through 
he sales channels. Premiums or souvenir items, which appear in product brand that connected 
with alcoholic beverages, this will stimulate consumers to brand recognition and lead to the 
good image of the product to target consumers such as youth group and women group.  As 
shown in the research of Kanitha (2010), which studied on the online marketing promotional 
strategy of alcoholic beverages.  In order to create the faster news distribution, which can 
continuously communicate and to access the target audiences more easily, to build more 
brand recognition, remembering and word of mouth process and finally attract the target 
groups to consume the products. 

               While Khamkan, (2005), studied the social context and explored the factors that 
affect the alcohol consumption behavior of labors in Chiang Mai province and found out that 
various contexts affect alcohol consumption behavior.  Such as personal factors, gender and 
age, social context, such as social changes which has a better economy from the better 
developed public utilities.  Role of women in the society, the modern communication tools 
such as mobile phones or even the social context found out that alcohol is a factor of 
community's traditional lifestyles and the community economy.  These factors related to each 
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other and has the relationship with the alcohol drinking behavior in accordance with the 
research conducted by Prachaub (2009) as well. 

              Keaowkaw et al (2012) conducted a study on perception of alcohol marketing 
communication activities and alcohol consumption behavior among Thai youth.  The study 
found out that the environment, family, society, school, peer group, marketing 
communication of alcoholic beverages through various media have involved in making youth 
drink more of alcohol.  At the same time, marketing communication through various 
activities such as concerts or sports, which especially held at entertainment venues and 
restaurants, sport events, outdoor activities such as drinks booths.  These activities have a 
strong influence to the target group, especially youth to do the drink experiment or to 
stimulate purchasing decision and to build a better product recognition. 

              Nattapol (2009) conducted a research on social networking marketing 
communication in the Alcohol Consumption Campaign to reduce the alcohol consumption of 
Thai Health Promotion Foundation.  The research found out that the Thai Health Promotion 
Foundation used marketing mixes for social that efficiently complement each other, 
especially the marketing promotion strategies, policy strategy and enforcement law and 
public strategies.  The key factor that drives the success of marketing communications 
strategy for social networking must be integrated each other well, between the social 
communication strategies and networking campaigns.  This will eventually lead to the media 
agendas formation, which has the Thai Health Promotion Foundation as a coordinator.  The 
Thai Health Promotion Foundation will assign strategies to drive the agenda and to use other 
tools together with the Alcohol Control Act 2008 to be useful tool to help promoting the 
campaign execution outcomes to be more effective. 

              Pairut (2009) stated in the research that related to health and family as resulted from 
alcohol consumption.  The research found out that youth alcohol drinking behaviors 
attributed to three factors, which were the lack of confidence among teenagers to refuse to 
drink, the positive attitudes and expectations toward drinking outcomes.  Also, there were 
two complementary factors, which were it was easy to access to alcohol drinks at the nearby 
convenience store and motivations received by peer group, senior group, adults in the family, 
community values.  Adults or parents also admit that teen drinking is normal and will be 
particularly turns to violence during the festive season.  For example, Songkran or New Year 
festival, the parents did not prohibit their children to drink alcohol, which is considered as an 
accepting and encouraging them to drink. 

              While Somkaun et al (2007) conducted a study of the community participation in 
alcohol drinking and found out that behavior and attitudes, as well as knowledge and 
understanding of the effects of alcohol drinking among people in the community, have 
significantly changed.  This is due to the participation of the community people to the 
campaign and to educate the community acknowledge the effects of alcohol drinking.  This 
can conclude that the process of creating the participation and alcohol drinking reduction 
patterns, the community will greatly contribute to the alcohol drinking reduction and change 
the attitude in a better direction.  The community participation can educate people in the 
community to a better understanding on the effects to children that resulted from the alcohol-
induced problems and lead to alcohol drinking reduction sustainably and continuously.   

              While Orathai et al. (2010) study found out that parental behaviors affect youth 
alcohol consumption.  The study stated that the parental alcohol drinking behaviors including 
the role of parents in controlling alcohol drinking affect youth alcohol consumption.  From 
the study, if any youth had father or mother or both parents drinking alcohol, that youth 
would be more likely to have alcohol drinking behaviors than youth who neither father nor 
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mother drink alcohol.  Hence, the role and behavior of parents related to alcohol drinking 
behavior of youth.  While campaign communication to prevent alcohol beverages drinking 
can create the positive attitude and agree to be protective and people can choose to drink 
alcohol beverage more than an attitude that invites and leads to alcohol consumption. 

 

Research methodology 

              The analysis of this research will use quantitative and qualitative methods of 
analysis.  Quantitative analysis will be use to answer questions of the causal relationship.  By 
using a structural equation model based on theoretical and research experimental results and 
using the route analysis as well as confirmatory factor analysis.  While qualitative research 
tool used in this research was the in-depth interviews which focused on issues related to 
finding concepts or causes.  The motivation that occurred by television public relations 
advertising and new media.  Including the prevention campaign or prohibit the alcohol 
consumption of the Thai Health Promotion Foundation, the offset or complementary of the 
competitor advertisings or in the same target audience, the influence that comes from 
controlling through the marketing communication control laws of alcohol beverages.  Social 
promotional activities that lead to learning and protecting.  The tools used will be 
questionnaires for quantitative analysis and in-depth questions interviews for qualitative 
analysis.  Including research analysis through relevant research in the past and incorporating 
with the initially set theory of conceptual research. 

 

Population and sample 

              Field data collection from sample groups that have the age range between 18 to 59 
year olds who live in Bangkok.  Which is considered as the capital and a province that can 
receive information, communication, public relations and marketing communication through 
every channels entirely.  Sample groups also partly selected from the sample population 
groups to conduct the in-depth interviews to find out the facts that lead to the conclusion of 
the research, interview with marketing experts in both the alcohol company group and the 
Thai Health Promotion Foundation alcohol campaign group that prevent the alcohol 
consumption. 

 

In-depth Interview 

              Based on interviews with market experts, the view of alcohol marketers suggests 
that alcoholic beverage communication affects the level of consumption. For a longer period 
of time, however, the longer the parenting training or the lack of consumption or 
consumption of alcohol, the more likely they are to be the cause. While the marketing 
communication of SSS. has a short and unpredictable impact on the cause, because 
awareness and recognition are less. And not exactly the target audience, such as beer 
drinkers, who do not pay attention to these groups, and also they influence the family. 
Consequently, the consumption will follow. 

              While in-depth interviews with parents who drank or consumed alcohol in their 
father found that parenting training was important to helping to avoid alcohol consumption. 
In the future,the results of the interviews were in the same direction as those of the children 
who commented that they did not intend to consume alcohol although their parents had 
consumed alcoholic beverages or friends who drink alcohol and convince them. The 
immunity is caused by the training of the mother and relatives, such as grandmother and 
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aunties, who constantly warned and pointed to the punishment and harm of consumption of 
drinking alcohol. 

              Part of the study from the qualitative analysis based on in-depth interviews found out 
that all 3-way communication also have an impact on alcohol consumers behaviors, both by 
reducing and increasing alcohol consumptions. 

   

Conclusion 

              This research based on the marketing communication of alcohol beverage 
companies, the campaigns to prevent alcohol consumption of the Thai Health Promotion 
Foundation, the parenting and communication within the family, through parents and peers.  
This will result in perception, recognition, communication encoding and decoding which lead 
to both positive and negative alcohol consumption behaviors.  While the marketing 
communications of the alcohol beverage companies will result in perception, recognition, 
encoding and decoding when stimulated, and eventually effect the positive alcohol 
consumption behaviors.  The Thai Health Promotion Foundation campaigns and marketing 
communication for campaigning and preventing the alcohol consumption will reduce the 
alcohol consumption and will create the negative impact on alcohol consumption as well.  

              While family and parental communication, including peer groups communication 
will have both positive and negative effects.  The positive communication results from the 
fact that the parent does not communicate internally on the harmful effect of the alcohol 
drinks consumption or not prevent their children from drinking alcohol.  This may also be an 
example for children to see frequent alcohol consumption within the families.  The family 
internal communication can also have the negative impact on alcohol consumption behavior.  
This partly cause from the parent raise their children well, prohibit their children from 
drinking alcohol beverages and explain to their children on dangers of alcohol drinking.  At 
the same time, the peer group is also an example of imitation.  Both in the case of alcohol 
consumption and in the absence of alcohol consumption. 

              All three types of communication will offset each other or in another way they will 
compliment each other, which lead to reducing the drinking behavior or increasing the 
alcohol consumption behavior. 

              Most of the in-depth interviews with all sectors, all three media leaders, including 
the media controllers and consumers mutually agree that the communications of the alcohol 
manufacturers and distributors are focused on consumer groups.  By using the media to 
induce consumers and to gain more consumer groups.  While Thai Health Promotion 
Foundation (ThaiHealth) has implemented several media to campaign to reduce the alcohol 
consumption, but as ThaiHealth’s media are not as effective as the media produced by 
alcohol manufacturers.  Due to the limited budgeting, more complicated of the internal 
procedure managements and the bureaucratic practices that affect the ThaiHealth’s media 
exposure systems.  These factors lead to the less efficient and less effective of ThaiHealth’s 
media when compared to the alcohol manufacturers media.  

              All in-depth interviewers agree that the influence of family communication is a 
significantly and highly influential factor, but neglected.  As well as the three media 
managements has been managed independently.  This leads to the objective settings, methods 
including the alcohol control managements to establish the alcohol consumption 
communication are processed ineffectively.  Although the tax regulations and other legal 
tools have been enforced to control alcohol consumptions as well. 
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              The three types of information recognition systems are actualy occurred as set in the 
hypothesis, but they have the influence to the consumption behavior unequally.  Resulted 
from the refutation of the 3 types of media, the unequal of the media frequency, the media 
content that easy or difficult to understand, the interesting of the media, the frequency of 
media exposure, channels of media, which will eventually affect the recognition system and 
alcohol consumption behavior. 

 

Reference 

Albert Bandura (1963). Social learning and personality development. New York: Holt,  

  Rinehart, and Winston. 

Albert Bandura (1971).Social Learning Theory .General Learning Corporation. 

  Excise Department (2557) Annual Report Excise department 

Grusec, Joan (1992). "Social learning theory and developmental psychology: The legacies of  

  Robert Sears and Albert Bandura". Developmental Psychology 28 (5): 776–786. 

George A.M., Eugene G. , Karl H. P. (1960)., Plan and the structure of behavior , Holt ,  

  Rinehart and  Winston Inc,USA. 

George A.IV. (1963), Language and Communication, McGraw-Hill Book Company,  

  Inc.,New York, USA. 

Henry S. & Dhaval D. (2003) ,  Alcohol Advertising and Alcohol Consumption by  

 Adolescents , National Bureau of  Economic Research , John Wiley & Sons, Ltd. 
Vol 15 (6), P. 617-637 ,Cambridge , USA. 

Jintana Khamkean (2009), The Socio-cultural context affecting on alcohol drinking behavior  

in the worker of Dongkilek Village, Chachang Sub-district San Kamphaeng District, 
Chiang Mai University. 

Juntima Keawkaew (2012) , Perception of alcohol marketing communication, alcohol  

  drinking expectancy and drinking of adolescents. University of the Thai Chamber of  

  Commerce , Bangkok. 

Kanitha Tha-Dare (2010) Online Marketing Strategy of Alcoholic Beverages in Thailand  

  Health Promotion (SSH), Department of Mental Health, Institute of Health Systems  

  Research (HSRI), and Alcohol 

Kyle B. , Sarah K. , Ian S. , Theresa M. , (2013), Immediate effects of alcohol marketing  

  communications on  consumption: a systematic review of experimental studies. 
Behavior and Health research unit ,  Cambridge , UK. 

Kathy Ann Fox, Colette Kelly and Michal Molcho (2015) ,Alcohol Marketing and Young 
People’s Drinking  Behaviour in Ireland , Health Promotion Research Centre , 
Dublin , Ireland. 

Klausmeier. H.J.(1985). Educational psychology 5th ed.. New York: Harper & Row. 



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

108 

Margaret C. J. , Gerard H, , Colin W, , Douglas E. & AnneM. M.,(2000) , Implications for 
industry regulation and  research policy: Marketing alcohol to young 
people:,Centre for Social Marketing, University of Strathclyde,  Glasgow, 
Scotland, UK. 

Nuttapol Sanguansap (2009), Strategic Marketing Communication for Social Networks. In a 
campaign to reduce alcohol consumption. Health Promotion Foundation 
Chulalongkorn University 

National Bureau of Statistics (2014) Cigarette smoking and alcohol drinking behavior survey, 
Bangkok National Statistical Office 

Orathai Wareewong & Team,( 2010) ,Influence of parental norms and behaviours on youth 
drinking in Thailand, Center of Alcohol Studies , Bangkok. 

Pairut Onin , ( 2009) , Alcoholic drinking behavior of adolescents affecting health and 
family.Naresuan University. 

Phillip Kotler. (1999) Kotler on marketing : How to create, win, and dominate market. 
Thailand.A.R. Information & Publication. 

Research Center (SSA).(2005). Social and Cultural Contexts of Alcohol Consumption 
Behaviors among Workers. Ban Dong Chak Lek, Chang Sub District, San 
Kamphaeng District Chiangmai University. 

Somkurn Joolakson ,(2005) , The Effect of Community for Decrease Drinking's Person at 
Clongtri Community Amphur Thachang Suratthani Province, Suratthani. 

Seree Wongmonta. (1997) Advertising and promotion. Bangkok., Teera Film & Sytex. 

Schultz, Don E.; Schultz, Heidi F. (1998). "Transitioning marketing communication into the 
twenty-first century". Journal of Marketing Communications 4 (1): 9–17. 

Shiffrin R.M. & Atkinson R.C. ( 1969). , Storage and retrieval processes in long-term 
memory , Phychological review , vol. 76, No.2, 179-193. USA. 

Terence A. Shimp &  J. Craig Andrews(2010). Advertising Promotion and Other Aspects of 
Integrated Marketing Communications, , Kentucky, College Bookstore. 

William D. (2002) , Journal of studies on alcohol , supplement no.14 : The Role of Mass 
Media Campaigns in  Reducing High-Risk Drinking among College Students , 
Department of Social and Behavioral Sciences,  Boston University School of 
Public Health , Massachusetts , USA. 

 

 

 

 

 

 

 

  



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

109 

Sustainability as an International Marketing Tool in Dubai 

Alhuda Chanitphattana 18 

Abstract 

 Dubai has been an important emerging market for Thailand. Even though Thailand 
has had a long relationship in doing business with Arab countries, however business and 
marketing cultures can be seen as an obstacle as there is the lack of research about managing 
businesses in this region for Thai business sector. It is important for Thai marketers to study 
the factors which could foster marketing communication and enhance businesses between 
Thailand and Dubai to the highest capability. In this article, the author had explored six 
factors as part of International  communication theory which are;  Demographic 
Characteristics, Economic Factors, Political & Legal Environment, Geographic 
Characteristics, Culture Environment and Communication Characteristics. Moreover, as 
“Sustainability” is now the new challenge, in terms of economic development and doing 
business in Dubai, the author had also proposed the model of “How can sustainability work 

as an international marketing tool in Dubai?”. 
Keywords: Marketing Communication, International Marketing Communication, Marketing 
Communication in Dubai, Sustainability, Dubai Sustainability 

 

Introduction 

 Since 2010, Thai government has established International Economic Policy which is 
emphasized on opening new markets in the Middle Eastern Countries.  These new markets 
are  very important emerging markets, where there are high purchasing power and high 
demand. 

 Dubai, which is the largest city in the United Arab Emirates (UAE), is one of the 
highest potential importers among other Middle Eastern countries which imports both 
products and services from Thailand. Its best strategic location has made Dubai a hub in 
products distribution to Europe, Africa and to other Arab countries (Chanitphattana, 2016).  
Moreover, as Dubai will  be the host of the World Expo 2020, there are several projects going 
on for Dubai’s urban development, where Thai businessmen could seek business 
opportunities in both product and service sectors (ibid). 

 While the Thai government focuses on international business dimension between 
Middle East and Thailand, the  UAE government's interest is on economic development 
policy. Sustainability has become one of the most important priorities on the Emirati political 
agenda, and a large eco-strategy has been put in place in Dubai. It can be clearly seen that 
“Sustainability” has become an answer to new challenges in doing business in  the UAE  
(Darrisse, Rapp and  Souada, 2016). 

 Even Thai businessmen have been long doing businesses with the Arab countries, 
however the differences between business and marketing cultures can be seen as an obstacle 
(Chanitphattana, 2016). It is important for Thai marketers to understand the factors which 
could drive marketing communication, in order to develop international businesses between 
Thailand and Dubai to the highest potential. 

 To enhance marketers' understanding of Dubai market, and be able to design a 
marketing communication strategy properly, this article focuses on six factors as part of 
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International communication theory which are; Demographic Characteristics, Economic 
Factors, Political & Legal Environment, Geographic Characteristics,  Culture Environment 
and Communication Characteristics. 

 The first part of this article, will first explain the background of two theories, 
“International Marketing Communication” and the “Concept of Sustainability in Marketing”. 
Then, in the second part, it will illustrate “Marketing Communication Environment in 
Dubai”.  Lastly, there will be the conclusion of “How Does Sustainability Work as an 
International Marketing Tool in Dubai?” 

 According to what was mentioned above, It is important for marketers to find the 
right direction of an international marketing strategy between Thailand and Dubai, and to 
follow the trend of Dubai's vision in sustainability, especially in the digital era where 
communication technology changes rapidly and new innovation should be applied. 

 

International Marketing Communication 

 International marketing communication is a pattern of communication which a 
message sender (marketers) in one country communicates to customers in other countries, in 
order to reach marketing goals of a company (Ongkuttharaksa, 2013: 70). Marketers need to 
plan companies marketing strategies which are appropriate for the receivers (customers). The 
main objective of international marketing communication is to succeed in international 
business (import and export), in both product and service sectors. According to 
Ongkuttharaksa (2013), there are five factors that marketers need to explore which are; 
Demographic Characteristics, Economic Factors, Political & Legal Environment, Geographic 
Characteristics and Culture Environment. 

  1) Demographic Characteristics 

 Marketers need to study the characteristics of population of the target countries. This 
will help marketers to be able to make a decision of which products or services should be 
sold in those countries. There are four main factors which marketers should explore which 
are; (1) Market Size, (2) Population Growth, (3) Population Distribution, and (4) Education. 

  2) Economic Factors 

 Economic factors are one of the most important  concepts that marketers need to 
understand. Marketers need to study population's expenditure and to observe the future trend 
of a target country's economy. There are four economic factors which marketers need to 
understand;  (1) Distribution of Income (GDP), (2) Per Capita Income,  (3) Gross National 
Product (GNP),  and  (4) Urbanization. 

             3) Political & Legal Environment 

           Political environment and law of the target country directly influences international 
marketing strategy. In some countries which have instability of the political environment will 
strongly effect the international investment and international communication. Marketers 
should study political environment and law of both countries that will export and import 
products and services. 

  4) Geographic Characteristics 

 Geographic characteristics are independent factors which cannot be controlled by 
humans. These directly affect consumer behavior, products distribution and logistics. 
Moreover, in some countries which have severe temperatures in summer or winter, 
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understanding geographic characteristics will also help the process of packaging design. Main 
factors that marketers need to study are; (1) Natural Resources, (2) Environment, and (4) 
Temperature  etc (ibid: 20).   

             5) Culture Environment                                            
 According to Taylor (1871), culture is the complexity of  knowledge, norm, law, 
tradition or habits that a group of people inherited from their ancestors as members of society. 
Hall (1959) stated that we cannot exit from our own culture, as it is rooted in our sub - 
conscious mind, which means that even when one moves to live in other cultures, they will 
still bring their own identities from their original cultures with them. Main factors of culture 
that marketers need should study are; (1) Verbal Language, (2) Nonverbal Language, (3) 
Needs, (4) Values, (5) Religion,  (6) Morals, (7) Ethical Standards, (8) Customs, and  (9) 
Consumption Patterns. 

 In the article “International Marketing Communication: A Case Study of Thai Spa 

Products and Services in the United Arab Emirates”, Chanitphattana (2016), purposed that 
“Communication Characteristics” are also one of the significant factors that marketers need 
to study. In the digital era, where communication technology changes swiftly, marketers also 
need to understand how technology  affects the behavior of the target group. Chanitphattana 
suggested “International Marketing Communication Planning Model”  which includes 
“Communication Characteristic” as seen in figure 1. 

Figure 1: International Marketing Communication Planning Model 

Source: Modified from “Introduction to International Marketing Communication” 

(Ongkuttharaksa, 2013: 70) 
 

Concept of Sustainability in Marketing 

 In the digital era, which we call marketing 4.0,  the most important thing in marketing 
is to build the relationship with the customers, and to befriend and live together as part of 
society. Marketers need to plan the strategy which can jump from the highest “profitability” 
as a goal to “sustainability”, in order to make their brands remain sustainably in the market 
(Issarapakdee, 2016). 
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Figure 2: Sustainable Marketing Model 

 

(Jamrozy, 2007: 124) 

 Before we learn about the concept of sustainability in marketing, we have to know the 
basic concept of sustainability. There are three main pillars of sustainability: Environmental, 
Economical and Social sustainability. Belz and Peattie (2012) suggested that the reasons for 
practicing sustainability are as follows; 

  1) Environmental Sustainability 

 The aim of the environmental sustainability is to inform consumers about a product’s 
total impact on the nature and its resources. The company needs to inspire  the consumers of 
the environmental responsibility taken by companies and persuade them to  take action on the 
company's strategy. 

  2) Economical Sustainability 

 The aim of economical sustainability is to increase sales of sustainable products and 
services. In order to maintain long term relationship with customers, it also aims to mediate  a 
feeling of quality, value and environmental products (ibid). The economical sustainable key 
marketing activities are mainly a perspective to foster profits and market shares. 

  3) Social Sustainability 

 The main purposes of social sustainable marketing are to enhance the security among 
products and decrease the destructive impact on humans’ health. Moreover, increasing 
knowledge regarding production and working conditions can be a platform for a company to 
take action for  social sustainability. 

 

 Kotler (2012), explained the concept of the present marketing strategy not  being able 
to serve or be most effective for the business in the future, especially in the digital era where 
technology changes very fast. In order to maintain marketing strategy to be more sustainable, 
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Kotler demonstrates the idea of practicing sustainable marketing. There are four main types 
of marketing concepts (as shown in figure 2); (1) marketing, (2) societal marketing, (3) 
strategic planning, and (4) sustainable marketing. Each concept takes a different approach 
and priority on the needs of both their consumers and the business. Sustainable marketing 
concept is different from other concepts, it makes actions that meet the needs of their 
consumers and their business, yet it still focuses on being both socially and environmentally 
responsible while constantly striving to meet their future generation needs (ibid: 583). 

   Table 1: Sustainable Marketing Concept 

(Kotler, 2012: 598) 

 To make the brand more sustainable, Issarapakdee (2016), said that  marketers need to 
first make the customers see the brand as a person and create shared value between brands 
and customers. All strategies which communicate to the customers need to be from the 
“inside out”. This is to make the brand alive and to make the customers perceive the brand as 
a person. Thus, it is the challenge of how marketers create the brand or marketing strategy 
which has responsibility to the society as a person which lives together with the customers 
within the society. 

 Moreover, Porter and Kramer (2011) also mentioned the theory of “creating shared 
value”.  They suggested that, nowadays companies focus more on “social responsibility”, 
which does not have the same concept as “sustainability”. Social responsibility can make the 
companies stuck in the societal issues are at the periphery, not at the core. This can be seen in 
the Corporate social responsibility (CSR) strategy of several companies. In the age of 
marketing 4.0, CSR should not only be known as the tool in creating a nice image of a 
company, as this may not make the brands or companies be more sustainable. CSR should be 
replaced by “inclusive sustainability values” (ISVs), as this will be the strategic tool that 
sustains the brands and companies (Issarapakdee, 2016) . 

 The solution for this problem is to create value to the society where the companies 
and customers can benefit from those strategies, and that the companies can still focus on 
their main activities in developing their businesses. There are three distinct ways suggested 
by Porter and Kramer for companies to create economic value by creating societal value. 
Firstly is to reconceptualize products and markets, secondly is to redefine productivity in the 
value chain, and lastly is to initiate supportive industry clusters at the company’s locations. 
All of these strategies are parts of the virtuous circle of shared value; as improving value in 
one area gives rise to opportunities in the others (ibid). 
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Marketing Communication Environment in Dubai 

 According to the research “International Marketing Communication: A Case Study of 
Thai Spa Products and Services in the United Arab Emirates”, Chanitphattana (2016), found 
the significant characteristics of the factors of marketing communication in Dubai are as 
follows; 

  1) Demographic Characteristics 

 There is a significant birth rate decline between 2006 – 2014 in the UAE. However, 
the density of the population has continuously risen. This is because of the migration of the 
population from other Arab countries and workers from South Asia, who moved to work in 
the UAE. Most of the population who live in UAE are  at the working age of 25 to 54 years 
old, and make up 61.5% of the population. Another interesting point about demographic 
characteristic in UAE is that, there are 10 million people who live in UAE, but only 1 million 
people who  originally hold  Emirati nationality, or 10% from the total population of UAE. 

 

  2) Economic Factors 

 The income of the population in UAE has been rising continuously. The GDP and 
GNP of UAE had increased from 2006 – 2014, even though they slightly dropped during 
2009 – 2010 according to the effects of the World economy. The main income sources of the 
country are from petroleum and natural gas. However, the UAE government focusses on a 
more sustainable way of economic development. Sustainable urbanization and large 
ecostrategies have been seen as the main strategic plan of the government. 

  3) Political & Legal Environment 

 While there are political problems and chaotic situations in several Arab countries. 
UAE has high political stability within the country. UAE development policies are well 
supported by the government and its citizens. This attracts more tourists, and especially 
investors to UAE. Moreover, the UAE government has established a supportive and friendly 
environment to foreign investors from all over the World, by creating the “Economic Free 
Zone”, where foreign investors do not have to pay taxes and can easily establish a company 
in the country. This made UAE and particularly Dubai, as one of the most attractive 
destinations for investors and to become the financial hub of the Middle Eastern region. 

  4) Geographic Characteristics 

 Dubai has the best strategic site for trading businesses. It is the hub in distributing 
products to other Arab countries, Europe and Africa. There are two main ports which are the 
biggest ports in the UAE that are situated in Dubai. As most of the areas in the country are 
desert, Dubai has only  two seasons which are summer and winter. In winter the temperature 
can reach below 15 degrees Celsius, and in summer the temperature can be above 50 degrees 
Celsius. The heat of the summer  can directly affect  products and packaging during 
transportation. 

  5) Culture Environment   

 Most of the population in UAE are Muslims, however they all respect and welcome 
people from every religion to the country. Atheists can be seen differently, because if one is 
an atheist they should not mention this to the UAE population. Criticizing on the topics about 
politics and religions can be mislead to interpreting the illegal issues in the society. So, it is 
important to know about the culture to lead the business smoothly in UAE. 
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  6) Communication Characteristics 

 According to the study of Fifth Ring research institute (2012), pointed that business 
culture in Middle East countries focuses on “People Centric”. Doing businesses must be 
based on trust, familiarity and relationship building. In other words, building “Connections” 
is very important in doing business in the region. Fifth Ring research institute purposed the 
most influential marketing communication tools  in Middle East countries which are; (1) 
Word of Mouth, (2) Networking, (3) Content Generation, (4) Online Media, (5) Print Media, 
and (6) Exhibitions & Trade Fairs. 

 

How Does Sustainability Work as an International Marketing Tool in Dubai? 

 When designing marketing communication strategies at an international level, it is 
important for marketers to do  research on each factors’ “International Marketing 
Communication”, in order to understand the market. 

 The First step to  design marketing communication in the target country, is for 
marketers to explore international marketing factors which will give them the basic 
information about the target country. 

 

          Table 2: Designing Marketing Communication 

 

International Marketing Factors Questions 

1. Demographic Characteristics - What do customers' need? 

- What are we going to sell? 

- etc. 

2. Economic Factors - What price will be appropriate for customers 
to buy our products? 

- Is it the right time to invest in the target 
country? 

- etc. 

3. Political & Legal Environment - What are the regulations exporting our 
products to the target country? 

- How do we register our products to legally be 
sold in the target country? 

- etc. 

4. Geographic Characteristics -   How do we design our products/packaging? 

- How do we distribute/transfer our products? 

- etc. 
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International Marketing Factors Questions 

5. Culture Environment - What are the norm and tradition which could 
effect our products? 

- What content is appropriate/inappropriate to 
use in the advertisement campaigns? 

- etc. 

6. Communication Characteristics - How do we communicate with the customers 
in the target country? 

- What are the most effective channels to 
communicate with the customers? 

- etc. 

 

 Marketers need to  answer all questions to create marketing strategy. The questions 
and answers can be different, and this depends on each business sector. 

 To be distinct and to be successful in doing business, marketers need to focus  the 
newest trend of the target country's business environment. In the case of Dubai, 
“Sustainability” has become a national concern, and with the extremely rapid development 
and change in the UAE it is more important than ever. Both at federal and national level, is 
the key to drive sustainability within the country. The UAE government intends to enforce 
the concept of sustainability in  social, environmental and economic dimensions, as these are 
all overlapping and have a direct impact  upon each other. 

  The UAE government has set “Sustainability” as one of the most important key goals 
of UAE Vision 2021. UAE government has introduced new green building legislation and 
new sustainable policies. Furthermore, as Dubai will officially be the host of the World Expo 
in 2020, there will be three main themes of the event; Opportunity, Mobility, and 
Sustainability. 

 We can see that Dubai government has established “Sustainability” as the Expo's 
priority, and there will be one pavilion called “Sustainability Pavilion” which will exhibit and 
guide us how we grow opportunity by doing more with less; while protecting and preserving 
our environment for future generations. From now on and in the future, it is clearly seen that 
the concept of sustainability will play an important role in the government's strategies and 
this will also be one big challenge for the private sectors to adjust their policies, heading 
towards the same direction as the UAE government. 

 To perform the concept of sustainability as a marketing communication tool, 
marketers need to observe or forecast sustainability problems where the brands or the 
companies can create  shared values with the customers. 
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                    Table 3: Sustainability Problems in Dubai 

 

Three Pillars of Sustainability Problems 

1. Environmental Sustainability - Water shortage 

- Harsh environment for farming 

- Large consumption of electricity 

and fossil energy 

- Global warming 

- Sea level rise 

- etc. 

2. Economical Sustainability - Rapid and unplanned urbanization 

- National income still relying on petroleum 
and natural gas 

- Main national expenditures are from 
importing products, as Dubai lacks  natural 
resources to produce their own products such 
as food 

- etc. 

3. Social Sustainability - Low labour welfare 

- Food paucity 

- etc. 

  

 After Identifying the problems of the three pillars, marketers need to apply the 
solution of the problems of environmental, economical and social sustainability, to the six 
factors of international communication strategy. 
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  Figure 3: Marketing Strategy in Dubai 

     A case study of a company called “Freight Farms”, is one example which applies 
sustainability to its marketing strategy. This company is selected to be exhibited at Dubai 
Expo 2020 in Sustainability Pavilion. Dubai Expo 2020 has introduced Freight Farms as a 
representative of the “Green Economy”. 

 As mentioned above,  Dubai has a harsh environment where it can hardly grow plants, 
so food scarcity has become the main problem.  Freight Farms have addressed the needs of 
the changing food landscape by providing the physical and digital tools to create local 
produce ecosystems in Dubai, but it can also be  applied on a  global scale. So, no matter 
where people are, even in the most severe environment, Freight Farms will help people to 
grow plants, by providing tools. Here are  examples of its products (Freight Farms, 2010); 

 

• The Leafy Green Machine - Built entirely within a shipping container, 
freight farms are outfitted with all the tools needed for high-volume, consistent 
harvests. With innovative climate technology and growing equipment, the 
perfect environment is achievable 365 days a year, regardless of geographic 
location. This can help farmers to grow plants all year round. 

• Farmhand - Using real-time data from sensors and in-farm cameras, 
Farmhand Connect allows you to track your farm’s climate conditions, set 
parameters for ideal growing conditions and receive notifications should any 
changes occur to the environment. You can monitor and control temperature, 
humidity, CO2, nutrients and pH levels inside your farm - all directly from 
your iOS device or web browser. The real-time status of each component 
inside the farm is easily accessible, so you always know how things are 
operating. FH Connect offers secure cloud storage of all farm data, including 
climate and alarm history, equipment run-times, access logs and system 
settings information. 

• Farmer Support – The company also provides knowledge about farming to 
the new farmers. They also organize a farmer's camp to train and exchange 
ideas about farming and also help with a technical support service. They are 
also creating the platform where farmers can exchange and discuss their ideas. 

 

 According to the case study of Freight Farms, it shows that Freight Farms  have met 
the needs of the population in Dubai. Its sustainable concept and the use of innovative 
communication technology can combine agricultural and innovation sustainably. We can see 
the shared value, where the company make profit, while helping people to grow their own 
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food. The benefit of Freight Farms is not only creating food for people, but it is also creating 
a business for farmers as well.   

 If we look throughly, Freight Farms has found a solution in the three dimensions of 
sustainability. 

 

              Table 4: Freight Farms Sustainable Solution 

 

Three Pillars of 
Sustainability 

Problems Solutions 

1. Environmental 
Sustainability 

Harsh environment for 
farming 

- Provide physical tools 
and digital tools to grow 
food 

- People have space for 
farming 

2. Economical 
Sustainability 

Main national 
expenditures are from 
importing products as 
Dubai lacks natural 
resources to produce 
their own products such 
as food 

- Create jobs for new 
farmers 

3. Social Sustainability Food scarcity - People can produce 
their own food for 
consumption 

  

This is not the answer for food scarcity in Dubai, but this can be the answer to food 
scarcity in the World. This is where everyone can grow food easily and sustainably. 

 In conclusion, as Dubai has been our high potential importers, it is important for Thai 
marketers to design the most effective marketing strategy in a target country. First, marketers 
need to explore the six factors of International marketing communication which will help 
marketers to gain basic information and answer the questions of why they need to bring their 

products to the target country? And how they should plan the most efficient strategy?. 

 After that, marketers need to survey  the current business trend of the target country 
and find the current problems where our products can be beneficial for it , and use it as a 
marketing tool. We also found that to use sustainability as a marketing tool, the concept of 
sustainability should create shared value between company and customer which can make the 
business grow sustainably. Also in the digital era, using innovative technology also enhances 
the concept of sustainability to work effectively. 
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Sustainability as an International Marketing Tool in Dubai 

Panpilas Kuldilok 19 

Abstract 

The purpose of this study was to study process of building and communicating rice 
brand of successful small farmers. This study employed qualitative research utilizing in-depth 
interview with the key informants of three brands and one project that succeed in rice brand 
building and content analysis for collecting data. The findings revealed that Brand Building 
Process of Thailand’s successful small-scaled farmers can be concluded based on Brand 
Strategic Management Process Model (Keller, 2008) as follows: 1) Most of the successfully 
brand building farmers have noticeably identified and established brand positioning that 
corresponds to the customers’ need. 2) Farmers and those involved have continued on mixed 
development methods of branding elements and most branding elements have also 
communicated brand positioning to customers. 3) All of rice brand performance has primarily 
been evaluated in a holistic perspective. And 4) Approach to sustain Thai rice brands consists 
of two key factors as 4.1) To form association between customers and farmers and 4.2) To 
strengthen farmers’ association by cultivating and controlling farmers in the group.  

Keywords: Rice Branding, Branding, Sustainability 

 

Introduction  

Thailand is considered as one of the major producing and exporting countries of rice 
in the world by an export ratio of 24 percent of worldwide rice exports (Office of Agricultural 
and Industrial Business Development, 2016). Yet, a rise to 3.7 million households, one in 
three of the entire nation’s workforce was ranked the poorest country in Asia (Tossapol 
Hongthong, 2016). The major cause that leads farmers to poverty is rice price slump regarded 
as a main factor of the problem. Aside from natural disaster, a state of rice hyper supply, 
accumulative effects of rice intervention policy and rival growth, (Nipon Puapongsakorn, 
2016) another significant factor on declining the demand of Thai rice is the lack of method 
and process to increase the value reasonably, thereby dragging rice prices down to a big loss 
and throwing Thai farmers into hardship (Suthikorn Kingkaew, 2016)  

Considering Thailand’s strengths in rice industry, a diverse panel of Thai rice 
varieties is able to meet a comprehensive market demand. In addition, Thai farmers have 
accumulated intelligence and generated a skill and specialization in rice cultivation. They 
then enhance their knowledge of production and processing substantially. Thai rice also 
received recognition for its high quality of internationally accepted standards.  

The literature review on the solutions to the rice price slump of other countries similar 
to Thailand’s reveals that increasing the value of rice, particularly rice branding, is a key 
element of a successful problem-solving approach in rice prices tumbling, with the addition 
of urgently dealing with manufacturing process and distribution channel issues. Thus, if the 
farmers are able to enhance Thai rice’s value by branding, it will be one of the effective ways 
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to bargain in rice market and to receive more competitive market opportunities (Dechrat 
Sukgumnerd, 2016).  

However, according to basic information of Thai rice branding by small-scale 
farmers, today Thai farmers have proceeded with branding in various brands. The majority of 
the brands are struggling due to the sole emphasis on concrete branding application, e.g. 
brand names, logos, slogans, packages (Suparat Padpai, 2009). Correspondingly, a study on 
Thai agricultural products finds that, in branding agriculture, agriculturists focus on a certain 
element of branding, particularly on packages alone (Piyathida Sunthornpasat, 1999, 
Thitikorn Saisudta, 2006) According to Phillip Kotler (1991), a company that attaches 
importance to only external branding does not truly understand the core of brand building.  

On the basis of the above, it shows that brand building is one obvious approach that 
can take Thai cultivators away from slumping rice prices. Nonetheless, a previous review of 
comparative studies indicates that there have been relatively few studies on agricultural 
branding and no studies about successful rice branding lesson learned as an applicable 
method for Thai farmers. Thus, the researchers need to identify what pattern of branding 
successful small farmers obtain so that the research result would be a practical way for small 
– scale Thai farmers and those involved to apply in rice brand building sustainably.  

Research Objective  

To study process of building and communicating rice brand of successful small 
farmers. 

The Literature Review about Branding  

A brand is a distinguishing marker of products in consumer’s mind. Although those 
products have literally exact attributes, product’s distinguishing marker influenced by 
customer’s brand satisfactions would affect consumer’s purchase decision and willingness to 
pay (De Chernatony, 2006). In addition, a brand helps create more competitive advantage in 
market and most importantly a high-value brand will bring in higher volume turnover from 
consumer’s willingness to pay which pave the way for an advantage in captive product 
pricing. According to the previous studies on branding agricultural commodities, overall and 
specific brandings for agricultural products directly indicate financial growth as consumers 
have a tendency to spend on high-priced commodities. When branding creates consumers 
loyalty, sales growth follows. Likewise, all elements of a certain brand tend to have customer 
perceive different quality and value from others. (Bradley J. Rickard, Todd M. Schmit, 
Miguel l.Gomez and Hao Lu, 2011, Nijssen, E.J. & Vliet, V, Cees H., 1996., Hesty N. Utami, 
Agriani H. Sadeli & Tomy Perdana, 2016, Isaac M. Nkari, 2015, Marta Fernandez-Barcala & 
Manuel Gozalez-Diaz, 2006) Hence, rice branding is one of the significant solutions for Thai 
farmers to the deteriorating rice prices.  

Brand Building  

Approach and model of brand building today exist in multiple patterns. Here is 
Strategic Brand Management Process Model of Keller (2008) that can be divided into four 
processes as follows. 

Identify and Establish Brand Positioning and Values is a brand positioning step to 
occupy a valued place in the customer’s minds. Basically, start with identifying the target 
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consumer’s needs, especially emotional benefit so as to achieve elements for the brand 
acceptance. Besides that, conceptualize the surrounding factors such as Competitive Frame of 
References, Points of Parity and Points of Difference in a bid to establish Core Brand Value 
as well as to design the most communicative Brand Mantra.  

Plan and Implement Brand Marketing Programs after positioning brand, the next step 
is Mixing and Matching Brand Elements. The brand elements consist of product associations, 
including concrete and abstract forms (Philip Kotler, 1991). Now communicate those 
elements with consumers via Marketing Communication Tools that provide obvious 
distinction, consistency, consumer’s preference and differentiation. Today brand 
communication is believed to be essential amongst the resemblances of most products and 
services (Khor Y.L., Ramli. M., Azeman. A., and Gerald G. G., 2009)  

Measure and Interpret Brand Performance Having implemented brand marketing 
activities, an organization needs to audit regularly consequences in order to suggest ways to 
improve that brand mission and to set short and long term strategic plans.  

Grow and Sustain Brand Equity To achieve brand sustainability, it’s essential to 
administer other elements in order to grow brand equity in the future through measuring 
brand value. This includes Brand Expansion Strategies and Brand Reinforcement and 
Revitalization in an attempt to achieve stronger brand perception and distinctive brand image 
established in consumer’s mind sustainably.  

Approach to build a sustainable brand  

Brand building is one of the methods of conducting business affairs for continual 
sustainability. A sustainable brand means that the brand responds successfully to current 
consumer demand as well as conserves the natural resources for posterity. Additionally, the 
brand that can stand firm and sustain its identity necessarily needs a strategic brand building 
in order to earn both brand acceptance and brand loyalty. To exercise sustainability approach 
in building a brand, Dr. Sirikul Laopaikul (2006) mentioned that the factors to be considered 
in creating a product brand are as follows:  

1. To define Business Description according to the conditions of the organization and 
the knowledge of business factors  

2. To define Brand Vision logically that represents self and surrounding realization  

3. To define Brand Positioning with self-recognition. Considering the organizational 
and ethical terms, brand positioning should be related to what a brand itself relies on and 
should assuredly be practical in the long term as well as should be customized and adapted 
upon business growth and changing market trends.  

4. To define Brand Attributes sensibly. Defined attributes are to reflect Functional 
Benefit, Emotional Benefit and to promote the brand differentiation. Also, a strong brand 
must be relevant, should be properly positioned and should represent its genuinely existing 
attributes.  

5. To define Brand Promise with logic, ethics and self-awareness. Brand promise 
cannot be manifested without abstracting ideas after data analysis. This clarifies what is 
called unique value that brand promise can keep for life.  



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

124 

6. To create Brand Identity distinguishingly. Created consistently to become unique 
characteristics, brand identity must seek for experts with a perfect competence and a clear 
comprehend. This should include a work scope suitably with the size of business.  

7. To create Brand Culture with self-awareness by developing brand attributes to be 
one of organization cultures so that personnel of the organization can truly convey a sense of 
pleasant touch as experienced people since these personnel are the best brand immunity.  

8. To create Brand Awareness prudently and properly. To build brand awareness to 
the extent of being competitive, it is advisable to choose properly communicative tool for 
each brand.  

9. To create Brand Preference and Brand Loyalty judiciously with immunity boosting, 
according to the conditions of an organization and the scope of knowledge.  

Besides that, Warit Inthasra (2016) explains that strengthening and sustaining brand 
are to implement a distinctive strategy by starting from brand building and developing 
research. Then carry out all processes of the strategy to create a brand and evaluate the 
processes in order to measure brand equity if a result comes out as expected. Also, a key 
principle to take into account for brand sustainability consists of effective communication and 
product improvement for customer satisfaction.  

In brief, sustaining brand needs to harmonize all elements of brand logically through 
an in-depth self-analysis so that brand building communicates its product most 
comprehensively and provide a stable foundation to deal with the future unexpected changes. 
In a meantime, surrounding analysis should be conducted regularly. In this study, I applied a 
model of brand building to be synthesized with an approach to build a sustainable brand to its 
extent and a key approach of rice branding of successful farmers. This contributes to 
consistency of branding process and responds to the need of brand sustainability.  

 

Methods  

This paper has adopted an in-depth interview with the key informants of three rice 
brand and one project consists of Imm Rice, Moral Rice, Kwan Kaow Chakkarat Brand and 
Pook Pinto Kao Project since all of these three brands that succeed in building a product 
brand and increasing value/prices of their own rice products. Additionally, Pook Pinto Kao 
project is a fine example of exercising a creative communication, using of a communicative 
channel in line with customer’s media exposure, and employing the right influencers for 
success. This becomes an ultimate example to study on communicating rice brand building to 
target groups ideally. Selecting interviewees by purposive sampling method, I did interviews 
that there were sufficiently replicable studies’ findings, thus ending the interview. In addition, 
I carried out content analysis of the literature on approach of all above brands so as to 
investigate the process and pattern of creating successful rice brand of farmers. All document 
data was gathered from library, websites and the authorities concerned. In addition, I then 
analyzed all the data, applying Brand Strategic Management Process Model (Keller, 2008) 
and an approach of sustainably product branding in order to continue on lesson interpretation 
of successful rice brand building.  
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Results and Discussion 

  The document analysis and in-depth interview show that Brand Building Process of 
Thailand’s successful small-scaled farmers can be concluded based on Brand Strategic 
Management Process Model (Keller, 2008) as follows: 

Identify and Establish Brand Positioning and Values: The study reveals that most of 
the successfully brand building farmers have noticeably identified and established brand 
positioning. The applied core value is “to be a rice product brand that cares for consumers” as 
the main commodities of its rice product brand that have been reviewed primarily contain 
organic rice. This represents a distinctively strong point of being naturally organic rice with 
sound nutrition for health that significantly differentiates the product from the ordinary ones. 
The way of establishing brand positioning like this corresponds to the customers’ need. 
According to the result of the previous research, the most important attributes the customers 
will take into account when making a purchase is safety, followed by taste, source, size of 
grain, price and product brand respectively. Also, the customers are willingly to pay a higher 
price for the attributes/ value that fills their need. (Abdullahi F.A., Zainalabidin, M. and 
Ismail. A.L., 2011, Ahmad H, I.A.H., Jinap, S., Mad N., Alias, R., Muhammad S and A. K., 
2012, Azabagaoglu M.O., and Gaytancuoglu O., 2009, Marlia M, Nasuddin O and Fazleen A. 
F., 2011). In addition, the way to position brand above carries a vital attribute in keeping with 
the principle of identifying brand positioning as Davis (2002) mentioned that this is 
considered to be brand building with value. It can create credibility due to the fact that brand 
positioning is consistently established with key features of the product. Apart from that, it is 
brand building with sustainability as it can live the brand and endure any shifting context. 
The study, however, found that brand positioning of Thai rice products still lacks of 
uniqueness since there are some evidences of Thai rice’s brand positioning resemblance. 

Plan and Implement Brand Marketing Programs after building brand, farmers and 
those involved have continued on mixed development methods of branding elements, such as, 
brand name, logo and slogan. Most branding elements have also communicated brand 
positioning to customer. Apart from that, the study also shows that package is a relatively 
essential element of brand building as a true reflector of production standard and aesthetics of 
package also create some advantages in a competitive rice market. 

All basic element of the branding mix can be involved with a method of building 
Brand Salience as Brand Building Blocks Model (Keller, 2008) explained that a means of 
building brand uniqueness depending on brand name, logo, symbol or other attributes make 
customers able to differentiate the brand and create top of mind awareness on customers’ 
recognition. Considering the successful mix of branding elements, most of the product brands 
are at full of the elements as Kotler (1991) indicated that product brand can be divided into 4 
main elements: 1) External Attributes to Create Brand Awareness. According to this study, 
the farmers have adopted their logo, packages, color, etc. into building brand awareness. 2) 
Brand Benefits to Customers. It reveals that most farmers have employed the elements of 
customer safety as mentioned above. 3) Brand Values Indirectly Tangible for Customers. It is 
revealed that most farmers have put their care and attention to every manufacturing step from 
the launch date until the day of delivering to the customers. 4) Personality Customers 
Expecting from Others after Using the Brand. Also, most farmers create indirect brand 
perception in customers by representing that consuming the brand reflects how much they 
care for health and contribute to the society. Therefore, it can be inferred that the 
accomplished rice brands have developed a brand in both tangible and intangible elements. 
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In brand communication, the study reveals that today main issue is the fact that most 
of consumers have little knowledge of the rice, particularly unaware to distinguish the 
organic rice from the chemical one. This major cause is derived from low involvement 
product consumption of traditional Thai people which directly affects the purchase intention 
of the customers. So an important challenge in conveying the brand is to create awareness in 
customers to realize that his/her rice stands apart from others’ in receiving not only energy 
but also safety in health care attached with messaging to ensure the customers of having 
consumed the best rice available. This is relevant to the research result of Mohamad I.M.H. 
(2016) and Tran Phi Hoang et al. (2016) that maneuverability of communication to create 
brand awareness in terms of quality, cleanliness and benefits for customers’ health helps 
successfully increase value of agricultural products. In the following step after creating 
substantial massages, farmers adopted a storytelling strategy as a key feature to convey their 
messages to the customers. A story to tell of each brand is created with an emphasis on origin 
of product brand and careful production process to create trustfulness and willingness in 
customers to pay higher prices than other brands. This is also in accord with the research 
result of Tran Phi Hoang et al. (2016) that storytelling to make a favorable link or impression 
influences rice brand loyalty eventually. 

About the brand communicative tools, it is shown that farmers rely on a trade fair to 
communicate their brands since it can be a channel to create brand experience to customers 
directly, especially to taste the flavor and sense the sweet smell which become distinctiveness 
of organic rice. Moreover, It’s a direct channel for farmers to convey their brand and tell their 
experience stories to customers. Another essential tool for farmers to communicate their 
brand is a social media because it is a way to constantly share their information to the specific 
group of customers with reasonably low cost or even no charge. Besides, it is found that 
individual massaging contributes to satisfactory brand awareness in a target group. In 
addition, successful product brands receive much of attention from government sectors, 
private sectors and social opinion leaders which expands media area to convey their 
information without spending any money – an excellent advantage. However, the study 
indicates that Thai farmers do not have any apparently progressive plan of communicating 
their brands which is considered to be an obvious weakness that needs to be developed later 
on. All mentioned communications lead these rice brands to the upper-market customers. 

It is also found that, apart from communicating with the customers, members of the 
group have a regular communication within the group which contributes to effective work. 
This is related to the findings in research of Andre F.R.L. (2015) of that product brand with a 
more emphasis on external communication than the internal results in quite a weak brand 
culture and leads to unsuccessful outcome of building brand as expected. 

Measure and Interpret Brand Performance. The study shows that all of rice brand 
performance has primarily been evaluated in a holistic perspective. Most of the evaluations 
were conducted in two steps: performance measurement during production process which is 
based upon the process standards and performance measurement at the end of the year which 
is based on annual turnover so as to find a solution to solving the issues and improving the 
performances. Brand performance evaluation has both an informal form of a conversation 
sharing information within a group and a formal form of an annual report. However, the 
results of either form of measurement will be a good source of both short-term and long-term 
strategic plans afterwards. 
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Grow and Sustain Brand. The study reveals that approach to sustain Thai rice brands 
consists of two key factors as follows: 

1) To form association between customers and farmers via communicative processes 
like a meet-up activity which includes communicating in the same direction of 
brand positioning regularly in order to create brand awareness and clearer image 
in customers’ mind. This is related to a brand growing strategy as Witthaya 
Charupongsopol (2014) mentioned that when building brand strongly, the next 
vital step is to maintain its reputation, image, and strength of the brand which are 
created to sustain the brand value. Interestingly, the study reveals that all rice 
brands subjected to the research have held activities for customers to participate in 
the rice production process to ensure the quality and strengthen good relationship 
with farmers, therefore gaining brand loyalty. 

2) To strengthen farmers’ association by cultivating and controlling farmers in the 
group to be loyal to their customers as a standard control strictly for production 
process in order to meet with the customers’ expectation. This loyalty will convey 
good massage to customers and grow the brand sustainably. Besides, some groups 
of the farmers have an attempt to stretch their brands to which are still related 
products under the same brand name in order to minimize the risks of making a 
new brand name, guarantee its quality under the same image and economize the 
cost of developing a new brand. This coheres into the way of growing brand of 
brand extension strategy (Keller, 2008). 

According to the above studies, it can simply be inferred that the way of building rice 
brand of successful small-scale farmers in Thailand shows strong coherence with the way of 
building brand sustainability since in each steps of development process, farmers who 
invented the brand built their own brand from their own identity with regard to members of 
the group conditions and the ethnical conditions and developed various elements of building 
brand with logical coherence based upon the capability of each member of group for long-
term performance. 

Further Research 

 This study aims to specifically focus on interpretation of a lesson in successful rice 
brand. The further research is suggested to develop fundamentally and from this study.  It 
would be desirable to replicate our results in order to encourage the practical application and 
the tangible adaptation, consistent with country strategy. 
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Power of Words: Hashtag Makes a Move 

Ratnang Tulawan20 

Abstract 
 Social movements have strong relationship with social media which people can 
mobilize others, create online mobilizations and finally encourage supporters to express 
themselves in offline spaces. Hashtag, a word or a phrase prefixed with the symbol #, is 
playing important role in publicizing social issues and create social movements in Thailand 
and around the world.  
 
Keyword: Hashtag, Social Movements, Social Media 

 

Social movements and Social Media 

‘Social movements’ are purposeful, organized groups of people striving to work 
toward a common goal to create social change. These groups might be attempting to create 
change, to resist change or to create political voices to working against the oppression of 
race, class and gender.  

Karl Marx conceived society as a social building made up of an economic 
infrastructure, a legal and a political superstructure. He describes social movements as  
processes in which a specific social group develops a collective project of skilled activities 
centered on a rationality that tries to change or maintain a dominant structure of entrenched 
needs and capacities, in part or whole (Ajaz Ahmad Malik, 2016). The movements in 
Marxism start with consciousness of being oppressed by the system primarily by the 
capitalist mode of production (T. R. Young, 1999).  

After Post-industrial Society, there were ‘New Social Movements’ (NSMs) which are 
notable for their capacity to organize informally, develop and use non-conventional methods 
and update preexisting networks to channel emerging ideas. The ideology of NSMs has two 
basic features which differ from traditional social movements: one is concerning over dangers 
that threaten the life such as pollution, disease, scarcity of natural resources and extinction of 
species and another is striving for a better world such as peaceful coexistence, respect of 
basic human rights and cultural integration (Fernando F. Morador and Judith C. Vásquez, 
2016). Moreover, these movements have strong relationship with ‘Social Media’ which 
create new functions of communication; allow their agendas and proposals to increase in 
visibility, scope and dissemination. Social media has a capable of building dialogue between 
diverse groups by unite people in spaces that transcend personal and ideological boundaries. 
People can mobilizing others and create online mobilizations which finally encourage 
supporters to express themselves in offline spaces.  
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Hashtag Makes a Move 

Hashtag and Social Movements 

Hashtag, a word or a phrase prefixed with the symbol #, is a technological feature 
afforded by Twitter. It originally created as the channel tags to allow users to join a particular 
conversation (Messina, 2007). It is a metadata tag developed to make the system relevant and 
make connections for easily search limited by the number of characters (National Science and 
Technology Development Agency, 2013) and has been noted for its instrumental role in 
publicizing social issues (Bruns and Burgess, 2011). Hashtags now can be used in many 
social media such as Twitter, Facebook and Instagram.  

Recent literature has conceptualized hashtag as a thematic identifier, which not only 
signals relevance with specific known issues, but also enables effective dissemination beyond 
one’s ‘follower-following’ network (Ma et al., 2013). Hashtag affords alternative ways of 
enhancing movement visibility. It allows users to participate in decentralized conversation 
and construct the information-sharing network and bridge diverse social groups with a 
common interest. The evolving nature of the hashtag use networks facilitates the sharing of 
collective outrage and hope  

The strategic use of hashtag on Twitter has increasingly been observed in recent 
social movements. During 2013-2016, hashtag #BlackLivesMatter have rapidly gained 
popularity and facilitated the creation of ‘ad hoc issue public’. It’s about the ways in which 
Black people are deprived of our basic human rights and dignity. #BlackLivesMatter began in 
2013, after an activist in California named Alicia Garza wrote a post on Facebook. She was 
furious that George Zimmerman had been cleared of the murder of a black teenager, Trayvon 
Martin. She and two others started using the phrase "Black Lives Matter" as a hashtag online. 
The idea gained more traction among activists for events in a suburb of St Louis, Missouri in 
2014. Michael Brown, a black 18-year-old boy, was shot dead by officer Darren Wilson and 
he was never charged over the killing because a grand jury saw merit in his claim of self-
defense. Brown's death unleashed a deeper anger about racial injustice in policing. There 
were protests in offline spaces, civil unrest and the hashtag Black Lives Matter surged across 
the country (BBC, 2016). Currently #BlackLivesMatter is used to share messages on Twitter 
in issues related to race and ethnicity without a goal to create a social movement.  

 

 

 

 

 

 

Figure 1 BlackLivesMatter Social Movements (Google, 2017) 

#BlackLivesMatter is one of the starting points for creating social movements both in 
the online and offline areas. It leads to success in social change both in the public and the 
policy level. According to Charles Dobson (2001), the #BlackLivesMatter caused the social 
movements by the following factors  
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1. Physical concentration 
Bringing people into closer proximity in cities, factories, university campuses 

helps increase the potential for social movement activity. 
 

2. Level of prior grassroots organization 
The early stages of mobilization are difficult if most people lead purely private 

lives, and if grassroots groups have few members. 
 

3. The absence of cross-cutting solidarities 
It is easier for a movement to grow in a population that is isolated or has weak 

ties to other groups in society. 
 

4. Suddenly imposed grievances, dramatic spotlighting 
Dramatic, highly publicized and often unexpected events can lead to public 

outrage and major shifts in certain public attitudes. 
 

5. Solidarity instead of free-riding 
It’s important to have the commitment for success. It’s much easier to do in an 

established organization. 

 
Hashtag and Social Movements in Thailand 

Social movements in Thailand have grown rapidly since the anti-government protest 
of students in 1973. The movements have evolved mostly based on inefficient bureaucracy, 
the poor economy, corruption and political instability. In present, there are new social 
movements through social media of the middle class and teenagers. They optimize hashtag to 
match the social context and create a movement in a creative way. Moreover, they use 
hashtag to make connections on specific issues such as movies, celebrity gossip and 
important event.   

For examples, Thais used many hashtags generated a lot of mournful to tribute to His 
Majesty King Bhumibol Adulyadej through Twitter. The hashtags reached the top five users' 

tweets from 13th to 19th October 2016: #เรารักในหลวง 122,570 times, #LongLiveTheKing 62,000 

times, #KingBhumibol 50,947 times, #ขอเป็นขา้รองพระบาททุกชาติไป  34,296 times and #ทรงพระเจริญ 
25,148 times. (Thairath, 2016) 

Another example is the case of Thai people voted for Miss Chalita Suansane, the 
contestants representing Thailand in the Miss Universe contest 2016. The contest allowed the 
audience around the world to participate in the voting system by using Twitter to tweet or  
 
retweet along with hashtags #MissUniverse and #theircountry. And Thais used these hashtags 
up to 1.23 million times (Siam Dara, 2016). 

  



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

133 

 

 

 

 

 

 

Figure 2 A tribute to His Majesty King Bhumibol Adulyadej (Thairath, 2016) 

Although Thai people used hashtags for personal expressions and establish 
relationships between people, hashtags also have been used to create movement in some 
issues such as ethnic, solidarity and loyalty. Therefore, to create the power of the new 
generation, especially teenagers, to drive the society in public issue, there should be the 
optimization of using hashtag in Thai social context.   

The communication process is the important part to optimize the way of using hashtag 
to create social movements. Parichart Sthapitanonda (2008) proposed that the communication 
process of public issues happens under the designed process of communication; Driven 
communication and Interpenetrate communication. Driven Communications is a strategic 
communication process designed to enable mission-driven communication to reach goals 
effectively. It composed of the following 5As; Active Context, Awareness, Assistance, 
Action-Oriented and Associated-system management. Interpenetrate communication is a 
participatory communication which focus on creating a sense of co-operation, cooperation 
and accountability. It is a communication process that supports driven communication in the 
other layer. It composed of the following 5Ss; Sharing, Symbol, Shared feeling, Support and 
Synchronizing.  

Moreover, people or senders should be participating in digital media and information 
literacy as a citizen of Thailand. People should have ability to access information through the 
media and digital technologies, know how to select, analyze and evaluate information 
creatively (Child and Youth Media Institute, 2016).   Digital media and information literacy 
has three interrelated characteristics; Media Literacy, Information Literacy and Digital 
Literacy. In addition, it also include the other skills such as self-management skills, thinking 
skills and interpersonal and communication skills. When people have these literacies they can 
monitor and negotiate with state power and media business to create real change in Thai 
society.  

 

Conclusion 

Social movements have strong relationship with social media which increase visibility 
of people’s agendas and proposals. Hashtag, a word or a phrase prefixed with the symbol #, is 
one of the tool created as the channel tags to allow users to join a particular conversation and 
published social issues.  

In Thailand, hashtag create social movements in a creative way. Thais, especially 
middle class and teenagers, use hashtag to make connections on specific issues. Therefore, to 
create the power of the new generation to create online mobilizations and bring it offline, 
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there should be the optimization of using hashtag in communication processes and knowledge 
about digital media and information literacy. It will create citizen participation to drive issues 
to the public which is a collaborative effort to improve people's quality of life. This is the 
basis for living and working in a democratic society.  
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Thai Ghosts and Postmodernism:The Meaning Construction in TV Soap Operas 

Jithiwadee Wilailoy, Ph.D.21 

Abstract 

The main objective of this article is to study the Thai ghosts and meaning construction 
in TV soap operas through textual analysis according to postmodernism and narratology.           
The study focused on the soap operas related to ghost during 2006 – 2015. The meaning of 
Thai ghosts is constructed and divided into two parts. First is the convention where the 
construction of ghosts is being created and reproduced which reflects that ghosts are scary, 
powerful, different from human (otherness) and binding to the law of karma. The second part 
is the invention where the meaning of ghosts is constructed from the understanding of the 
differences of individuals and the reconstruction through variety of narrative compositions 
such as intertextuality, pastiche, nostalgia, discontinuity, reproduction, implosion of meaning, 
hyperreal and simulation.  

Keywords: meaning construction, TV soap opera, narrative, Thai ghost, postmodernism 
 

Introduction 

Television is considered a mass media that is often considered more special than other 
media because of its technology that disseminates messages through both vision and sound. 
Therefore, television attracts the attention of people. Moreover, as it can be watched publicly, 
it contains social values and ideologies that are universal. Currently, in Thailand, the most 
popular TV programs are “soap operas” due to their various styles and contexts. Normally, 
soap operas are dramas that entail both real and imagined stories, or plots that are similar to 
the daily lives of their audience. Accordingly, the viewers feel they much more a part of the 
story and will pay closer attention. 

Among the different media, television is considered to play a very important role in 
emphasizing social ideologies. Most television programs are regarded as forms of 
entertainment, with soap operas one of the most popular after the first was aired in 1946 
(Suksom Hinwiman, 2011). The important feature of soap operas is that these are fictional 
stories that focus on emotions, especially joy. Soap operas comprise a theme, plot, characters, 
settings, interaction/dialogue, points of view, style and tone that interact to create and 
communicate the narrative. They can also be easily accessed, particularly when viewers are 
in their home. Overall, soap operas are stories that have been adapted from real-life situations 
or are based on a true story. 

As a media in the middle of the 20th century, Soap operas uses more special 
techniques than other types of media such as technology to create images and sound that will 
draw audience attention. Meanwhile, the content presented will be based upon both fiction 
and non-fiction stories, similar to the audience’s daily lives. Consequently, the soap operas 
can draw audience attention, especially those who believe in ghosts. 

Ghost in TV soap operas is a type of social structure of power which depends on the 
person who has the power to choose the compositions and connect them to create the desired 
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meaning in the society. The televised media, particularly, soap operas that constructs the 
ghost characters through narrative compositions such as narrative structure, character 
typology, theme and iconography (Thiranan Anawajsiriwong, 2012). TV soap operas, plays a 
role in determining and creating ghosts’ meaning as well as reproducing soap operas for the 
repetitive ghost beliefs in the society.  

Baudrillard (1995a) believed that media played an important role in creating 
Hyperreality, rather than reality, especially television and other types of media. The change 
of basic thought from “existing reality” to “no reality out there”, there is now only 
“constructed reality”. The post structuralism deconstructs the meanings for society and shows 
that it is the social institutes that construct meaning through each form of language. 
Baudrillard (1995b) pointed out that postmodernity consumption is different from the 
previous era, saying that consumption is one of the mechanisms behind production. 
Consumption is an important process that leads to continuing production. This is why human 
desire is considered as a motivating tool for consumption. Therefore, production does not 
only produce goods, but also needs and desire, making people feel they are falling into a 
consumption cycle. Consumption represents the logic of duplication. It makes a production 
system expand to include controlling mentality, ethics and everyday ideology.  

Sometimes it is hard to tell the difference between the real world and the world we 
learn about through the media. This is because the media brings what it selects of the external 
world and then broadcasts this to its audience. However, media will often modify, alter or 
adjust truths, creating differences between the real world and the media. 

Still, TV soap operas continue to grow in popularity in Thailand. Nowadays,          
through new media, people can watch TV ghost soap operas at almost any time.  Moreover, 
TV language, which comprises both verbal and nonverbal communication techniques, has the 
potential to construct and convey deep and detailed meanings to the audience. Consequently, 
TV soap operas have become a powerful platform that encourages transforming individual 
beliefs into social values and ideologies which passed on from one generations to another. 
Therefore, this paper aims to study the construction of the meanings of ghosts in Thai TV 
soap operas to better understand the process based on narrative composition. These processes 
represent sets of codes that enable the audience to understand the meaning of ghosts as 
presented in TV ghost soap operas in Postmodernism. 

 

Objective 
 This paper examines to analyze the meaning construction of Thai ghosts soap operas 
through Postmodernism and narratology.  

 

Research methodology 

This research is a qualitative study. The method used in this research are documentary 
analysis, or textual analysis, based on the backgrounds of the beliefs in ghosts and textual 
analysis of soap operas related to ghosts. This method was used to categorize data for 
analysis based on the previously mentioned criteria for studying the meaning of ghosts in 
Thai TV soap operas. The criteria for textual analysis in TV ghost soap operas are presented 
in detail below:  
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1) Narrative structure / features is used to analyze the story chronologically in order 
to create audience understanding. The chosen narrative composition include: Exposition, 
Rising Action, Climax, Falling Action and Ending.  

2) Character typology was used to analyze both physical and ethical characteristics 
of the ghost character, antagonist(s) and ghost’s helper as well as the conflict within the 
ghost’s mind and external contexts and characters’ consequences of action.    

3) Theme is used to analyze what the audience can learn from the experience of the 
ghost characters in the TV soap operas which can serve as lessons on life.   

4) Iconography 
  (1) Physical iconology includes variety compositional techniques such camera 
angles, size of shot, lighting, editing, and special effects.   
   (2) Audio iconology is the use of 4 main types of sounds in the soap operas: 
speech, sound effects, music, and silence.  
 
 The scope of the study begins from 2006 – 2015 and included dramas comprising 
15-30 episodes that were broadcasted during primetime (08.30 p.m. - 10.30 p.m.) on free TV. 
The reason for choosing this time period is because it has the highest number of viewers. The 
criteria and procedures as follows: 

1) Reviewing all the titles of TV soap operas between 2006 and 2015 from documents 
stored at the National Library of Thailand and newspapers, magazines, other paper resources 
that record the titles of TV soap operas aired during the identified time.    

2) Selecting samples “ghost soap operas” by reviewing titles of TV soap operas aired 
during 2006 – 2015 and their synopses. The selection was done by reading each synopsis of a 
TV ghost soap opera aired during the identified period. The criteria is based on the term 
“Ghost” that refers to “any entity constructed to have supernatural power. It does not have to 
be scary, can be helpful or harmful, may have or not have form or shape, either reside in a 
human body or appear in form of character apart from being human, and is already dead”. 

3) Shortlisting the sample of “ghost soap operas” that were initially selected under the 
above criteria, and then determining the soap operas that were a fictional serial of between       
15-30 episodes and fell into certain sub-genres, including: comedy, detective, romantic, 
mystery, fantasy and soft science, as shown in the diagram below. 

 
Table 1.  The List of Soap Operas are left of be researched 

No Period Channel The List of soap operas 

 

 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 

 
2006 
2007 

2008 
2009 
2010 
2011 
2012 
2013 
2014 
2015 

 
3 
7 
 
3 
5 
3 
3 
3 
7 
3 
3 

 
The Moon (Chan Aey Chan Jao) 

The Charming Daemon (Phood Suaw Praw Sanae) 
Tomb of Phu Tesuan (Susarn Phu Tesuan) 

 
The Box (Heeb Lhon Sorn Winyarn) 

Two Souls in One Body (Chongkol Kingtien) 
The Scary Bridal House (Ruen Ho Ror Heun) 

 
The Consequence of Merit (Rak Boon) 

House of the Dead (Reun Kalong) 
 

House of Revenge (Wieng Roi Dao) 
The Room (Hong Hoon) 

 



GSCM NIDA 2nd International Conference on Innovative Communication and Sustainable Development in ASEAN (ISDA) 

 

139 

 

Results 
This research aims to study and analyze the narration in TV soap opera, the 

construction of ghosts’ meaning. The conclusions of results are as follows: 

3.1      The Construction of the Meaning of Thai Ghosts through Narratives Structure 

As a result, there are combinations of genres that lead to various kinds of format and 
mood. These different genres will relate to the concept of each story. At the same time,            
they help to guide the development of the ghost characters, their appearance and inner mind, 
to create audience appeal, which leads to better understanding of the narrative. However,          
the various combinations do not completely alter the definition of ghost. They only create 
more diversity of emotions and feelings in the audience while watching a ghost soap opera. In 
short, the ghost definition is constructed through the narrative structure of the TV ghost soap 
opera.  

Figure 1  The Narrative Structure of Thai Ghosts Soap Opera 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

3.2      The Construction of the Meaning of Thai Ghosts through Character Typology 

 Thai soap operas present different characteristics of ghost characters such as, physical 
and mental as well as background/cause of death, conflict, subjugation and human thought 
and behavior. These are the factors that define ghosts in a human perspective. The 
construction of the meaning of ghosts through character typology can be constructed from 
three main following factors, as follows: 

3. Climax 

2. Rising action 

Human turns into ghost 

1. Exposition 

- Ghost must contain special abilities.  

- Ghost must encounter with severe 

tragedy  

- Ghost must be made to be powerful with 

supernatural abilities 

4. Falling action 

5. Ending 

Ghost hidden agenda is exposed 

Ghosts are unable to get 

or get what they want 

- Ghost will lose its power and                  

will be eliminated from this world. 

- In case of ghosts are invulnerable 

and undefeatable, the ghosts must 

have adapted themselves 
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 (1) Construction of the Meaning of Ghosts through Appearance 

 Their gender, age, social status and physical appearance will be similar to 
human. The difference is their special power that may let them alter their physical appearance 
such as a distorted face, dark or red eyes, the ability to vanish, float, fly, move things or 
hypnotize.  These abilities are presented using special techniques such as computer graphics, 
make-up, costumes and sound to emphasize that these ghosts are no longer human.    

 (2) Construction of the Meaning of Ghosts through Mental Characteristics 

 This is used to show whether the ghosts are good or evil. For the construction 
of the meaning of ghosts, it seems that being a good or bad ghost depends on the character’s 
past and cause of death. If it was an evil past, then the ghosts are likely to be evil, since their 
hearts are filled with hatred and rage. If it the ghost was originally a good person who met 
with a tragic death, it will usually start as a good ghost. Therefore, the reason that there are 
soap operas presenting both good and evil ghosts is to emphasize that the belief in ghosts still 
exists in Thai society. The construction of the good and bad ghosts helps the audience 
understand that if a person does good things, then good things will return to the person. If the 
person choses bad ways, then bad things will happen to this person as well, which reflects the 
Laws of Karma. 

 (3)  Construction of the Meaning of Ghosts through Opposition 

 People believe that ghosts are dead persons who now exist in an ‘otherness’ 
condition and should not live in the same world with humans. Consequently, Thai soap 
operas will have humans try to find ways to subjugate and eliminate the ghosts. 

3.3      The Construction of the Meaning of Thai Ghosts through Theme 

 Thai TV ghost soap operas consist of situations, human and ghost characters.                 
The producers want to present narratives that can be interpreted according to a point of view 
that will make the audience think, believe, imagine and understand the concept behind the 
story. Therefore, the definitions of ghosts are constructed through the reflection of a point of 
view at three levels: construction of the meanings of ghosts at the emotional level, intellectual 
level and mental level. 

 Although, the objectives of each soap opera can be divided into three levels: 
emotional, intellectual and mental, while the theme cannot be divided it must be perceived, 
considered and understood. When the audience watches a soap opera, they become 
emotionally involved, especially in a ghost soap opera. The audience will first begin to fear, 
then sadden and eventually follow the love and friendship portrayed, which will depend on 
the genre of each soap opera. When emotion is aroused, it will drive the audience to pay 
closer attention to find out the reason for the action. This leads the audience to become 
intellectually involved. This level gives the audience an opportunity to learn and connect with 
their own experiences and realize that this may happen in their real life, so they should be 
prepared. Once the audience is able to understand the deep meaning of the story and 
understand the theme, then they will be able to understand life beyond human satisfaction. 
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3.4      The Construction of the Meaning of Thai Ghosts through Iconography 

Table 2.  Iconography in Thai Soap Opera  

 

Iconography 

 

The construction of meaning of ghosts 

 

1. Visual  

 

 

 

 

 

 

 

 

 

2. Audio 

 

 
- Camera angels 
 
 
- Size of shot 
 
 
- Lighting 
 
- Editing 
 
 
- Special effects 
 
- Speech 
 
- Sound effects 
 
- Music  
 
- Silent sound 

 
Camera angles in shots soap opera always 
commonly give a sense of horror to surprise the 
audience.  
Each shot should have the connection with one 
another and the size of each shot is commonly used 
to convey the power of ghost or the emphasis of 
horror.  
Ghost soap operas often set in the dark or dim light 
to evoke the sense of horror. 
Cutting is common for ghost soap operas shot. It is 
quickly to evoke the feeling of surprise in haunted 
scenes. 
 
Those are in regards to the ghost in order to create a 
dreadful and terrifying look.  
The characteristic of ghost sound is different from 
human sound.  
A signal that make the audience felt terrified and 
more excited. 
It refer to understand the feelings of each character 
following their emotions and the tone.  
It refers to triggers excitement of what will happen 
next in the scene. 

3.5      The Construction of the Meaning of Thai Ghosts through Postmodernism 

 

Table 3.  The Narrative Style of Thai Ghosts in Thai Soap Opera  

 

The Narrative Style 

 

The construction of meaning of ghosts 

 
1. Use of Intertextuality 
 
 
 
 
2. Use of Pastiche 
 
 
 
 
 

 
At present, there is no such thing as an original idea. A text is 
not unique, but will always lead to other texts. The meanings of 
ghosts can be constructed from the content and emotions of 
other soap operas, comprise structure, character and scene. In 
the ghost soap opera, “Phood Sao Proud Sanay”, there were 
scenes that describe people running from and hiding from the 
ghost.           This reminds the audience of a scene where a 
character runs away from a ghost and hides inside a storage jar 
in the famous,              10-episode series, “Baan Phi Pop”.  
Pastiche refers to the technique that mixes images, sound or 
other media effects. There are four types of pastiche used in TV 
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The Narrative Style 

 

The construction of meaning of ghosts 

 
3. Use of Nostalgia 
 
 
 
 
 
 
4. Use of Discontinuity 
 
 
 
5. Reproduction of TV 
Ghost Soap Operas 
 
 
 
6. Implosion of Meaning 
 
 
7. Hyperreal  
 
 
 
8. Simulation 
 

soap operas: the pastiche of other media, the pastiche of other 
stories, the pastiche of other structures and the pastiche of 
genres. For example, in “Phood Sao Proud Sanay”, the ghost 
and comedy genres are combined as seen in the scene where 
Nisa and her followers run from the ghost of Pop. While 
escaping they were asked questions about the Pop by the ghost 
itself. Their answers satisfied Pop, so the ghost did not harm 
them. The scene simply used the special technique to simulate 
the setting scene of the “Fan Pan Tae” TV show with Nisa 
being a show contestant, while the ghost of Pop Ghost is the 
host. This soap opera actually employed two types of Pastiche, 
of other media and other genres.   
Thai soap operas are mostly about social values and stereotypes 
of people in the past that have almost disappeared nowadays. 
Therefore, the characters are created in TV soap operas to 
complete what is missing through dialogue, themes and 
soundtrack. For example, in the period soap operas, “Reun 
Kalong” which is set about 100 years, the story took place in a 
farming village and was made to fit the era through music and 
background sounds.   
In this case, a story is narrated in short sequences using 
flashback and disconnected scenes. However, some of the 
details that the audience may receive from the periodic 
narrations will clarify things to make it easier for the audience 
to follow the story,         for example, in the soap opera, 
“Chongkol Kingtien”, “Wieng Roi Dao” and “Susarn Phu 
Tesuan”, the narrative switches back and forth between the past 
and present. 
The truth is that there are no originals; all stories are being 
reproduced and transformed to meet with current trends.             
For instance, there are many ghost soap operas that are more 
terrifying remakes of previous versions. Although, in the 
reproduction of the TV ghost soap operas, the story and 
characteristic of the characters are changed somewhat, the basis 
meanings of the ghosts remain the same, dreadfulness, disgust, 
power and Otherness. 
 
The story of each ghost soap opera is different with each story 
having its own culture. When combined, a new story is created 
and meaning can be transformed, leading to a constant 
expansion of new meanings. For example, the ghosts in ancient 
Thai belief were considered as protectors. If people paid respect 
to the ghosts, then the people would be rewarded. On the other 
hand, the meaning of ghosts includes superstition. As a result, 
ghosts evolved so good ghosts adapted other human traits that 
are not always virtuous. 
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The Narrative Style 

 

The construction of meaning of ghosts 

Hyperreal refers to a new condition where there is no arguing 
between what is real or not real. In TV ghost soap operas, there 
is no definite line that separates reality and imagination. Ghosts 
are created from one’s imagination, which is called “the truth 
beyond the truth”.   
 
Ghost soap operas enables an audience to experience and feel 
emotionally involved in situations without paying attention to 
the reality of the things. Therefore, ghost soap operas basically 
simulate real experience for the audience, both directly and 
indirectly, through problem solving and life style.  

 

Conclusion& Disscussion 

The study of Thai Ghost and Postmodernism: The Meaning Construction in TV Soap 
Operas has been revealed that its meaning can be fluidity. There are more than one meaning 
(multiple identity) and is not a natural occurrence, but is constructed, here, by television as a 
social institution. It is constructed through the narrative elements in TV soap opera such as,   
the narrative structure, theme, character, visual and sound used to convey the definition.         
These elements are like tools which have input meaningful code. The code which is made up 
from the combination of signs and social context that has already been defined. The audience 
will be able to access to the code which is a representation of the feeling, thought or value 
through the television media. These codes are conveyed as an intermediary of the meaning.     
As a result, the ghost characters in TV soap opera can be considered the relationship that 
is resulted from the encoding of the creator and the decoding of the audience's imagination 
relationship by choosing to constructed the reality that meets with the society's expectation of 
ghost existence. This creates the variety form of ghost without the original in the reality 
which will be different according to individual beliefs and myth. In Thai society, the image of 
ghost in TV soap opera usually appears in the form of the dead which is scary, powerful, 
considered to have otherness condition which is being different from human and is under the 
law of karma.  
 The postmodern era are full of simulation signs from the simulation of reality leading 
the today society to become a hyperreal society where people learn to combine or adapt what 
they already have without making new creation. Media, especially, television media plays an 
important role in shaping the reality simulation in place of reality. Television media helps 
construct the social meaning. Therefore, when ghost which is the simulation of reality that is 
not real appears on television media, it forms the result that is part of social structure of 
power in determining meaning by using its power to select and connect each element in order 
to expected meaning. Consequently, the media, especially, TV soap opera is authorized to 
create and carry on the ideology of ghost belief in Thai society by narrating through a ghost 
character in TV soap opera. TV soap opera is considered to have special feature more than 
other media. It consist of both vision and sound which can draw the every group of audience 
attention. In addition, the processing and the broadcasting of TV soap opera are made public 
allowing it to have universal feature where the content broadcasting through TV soap opera 
whether it is real or made-up can be related to everyday life of the audience. Therefore, it can 
bring the attention of the audience together with the modern technology innovation that allow 
ghost to be more concrete.  

However, in TV soap operas, ghosts do live with humans using postmodern narrative 
styles such as intertextuality and pastiche, which connect the content and emotions of the 
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soap opera or media together through narrative structure, character development and the 
scenes. Additionally, it can be shown through discontinuity, using a subplot that can be 
inserted into the telling of the main story to create new meanings.  Ghosts become the reality, 
and it becomes difficult to separate the real and non-real, creating what is called the 
“Hyperreal”. Thai TV ghost soap operas aim to present phenomena to the audience so they 
can experience situations without having to care about whether they are real or not through 
simulation. All these strategies are in the production of TV ghost soap operas. They bring old 
and original content and change it to fit an era. 

Ghost characters and narrative strategies of ghost in TV soap opera can also be the 
reflection of the ideology of ghost belief in Thai society which shows the relationship 
between human beings and ghosts from various rituals such as funerals, offerings. In the 
meantime, it also construct a new meaning in contrast to primary relationship. For example, 
ghosts can live together with humans like how humans do. This is because the love that 
occurs between ghost and human characters can overcome everything even death. It is as if 
mankind has a strong desire to defy the law of nature and the law of karma. Therefore, in the 
postmodern era ghosts in the media can create more possibilities than ever and can be 
different as imagined by the producers and the receivers.  

Although, people are unable to identify what ghosts actually are. They never 
disrespect ghosts. Instead they regard ghosts as mysterious spirits that can help or harm 
humans. Mysteries make people aware that ghosts may exist. Even if the social context has 
changed, people continue to try to understand the meaning of ghosts. These meanings can 
help determine the narrative compositions. For this reason, the process of the constructing the 
meanings of ghosts through TV soap operas is a process that inherits and maintains values 
and ideologies concerning ghosts that exist in Thai society. 

Recommendation 
Changes in science have brought changes in beliefs and reasoning, until they can 

provide a better explanation for everything. From the beliefs man has constructed using 
concepts, strong beliefs can be explained. These explanations are used to establish beliefs as 
knowledge through the communication construction process. This process must be creditable 
to communicate more widely. Consequently, the mass media have a role to expand beliefs 
and their creditability because of their potential to turn a reality into a hyperreality. Therefore,           
in postmodern belief, ghosts in the media are able to be more that they used to be as well as 
different, depending on a producer’s imagination. Even if their imagination is not very 
innovative, in developing a newly invented ghost, intertextuality and implosion of meaning 
will help the meanings of ghosts to exist for ages, as it will possibly be redefined. Then, when 
these new innovations of thoughts are broadcast via mass media repeatedly, they can 
transform the meanings of ghosts and their role in society. The proves that true meanings are 
constructed by language tools.  
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The Power of online petition for changes on Thai social: Change.org 

Anongluk Sompaeng22 

Abstract 

 
 Online Petition is a powerful tool for Social Movement. One of the most popular 
online petition is Change.org. Change.org is public sphere who would like to starting 
campaigns, mobilizing supporters, and working with decision makers to drive solutions. It 
empowers individuals who see issues and want to make an impact for governmental and 
societal changes.  
 
Keyword: Online Petition, Chang.org, Social Movement 
 
Social Movement and Online Partition  

 
 Social Movement is the collective action for change the government policy by 
individual (Touraine, 1977). Some characteristics of social movement are that they are 
involved in conflictual relations with clearly identified opponents; are linked by dense 
informal networks and they share a distinct collective identity” (De la Porta & Diani, 2006). 
Castell, M. (1997) stated that Social Movement can whether change in positive affect or 
negative affect. There are many of activities in social movement for example demonstration, 
public suction and partition.  
 The partition is a formal request to an authority usually co-signed by a group of 
supporters (Ergazakis, Askounis, Kokkinakos, & Tsitsanis., 2012). The key target for 
partition is government corporate. The offline petition will be succeed depended on 
resources, such as time, money, and connections. The emergence of communication 
technology, especially Internet, create a new network society. The network society focus on 
participation user with freedom expression from authority and other social organization. The 
time and spaces diversity of user can communicate with one another. This phenomena called 
Network Society. The social is structured by information and communication technology 
which can affected finance market Mass Media industry and the social movement  
 The online petition is the tool for exercise power of communication and empower 
individual to social movement for change government or social. Furthermore, it could reduce 
operating cost in many of activities in social movement for example the supporter can register 
and sign in online with 5 minutes (M ergett, John, Hale, & Reissfelder, 2013) 
 
Change.org: The world's platform for change 

  
 Change.org is a petition website operated by Change.org, Inc., an American 
certified B corporation. It established in 2014. Change.org is the most famous online petition 
website. Its mission is to empower people everywhere to create the change they want to see 
by petition tools free. There are 180,810,271 people taking action on Change.org, people 
connect across geographic and cultural borders to support causes they care about. The 
amounts of 21,659 victories in 196 countries. Hundreds of organizations, non-profits, 
companies, and political campaigns run Sponsored Campaigns on Change.org.  
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 Change.org’s petition website is a public sphere. Habermas (cited in Hauser, 1999) 
defines public sphere as a discursive space in which individuals and groups associate to 
discuss matters of mutual interest and, where possible, to reach a common judgment about 
them. The public sphere can be seen as a theater in modern societies in which political 
participation is enacted through the medium of talk. As a result, Change.org is new public 
sphere which individual can participant with social problem and take action for change 
organization such as government, multinational corporation etc. The popular online partition 
of movement is almost Crime and Economic, human right, Education, environment 
protection animal right, health and food sustainable.  
 The online petition can divided all 3 types. The first is “Victory” online partition for 
example Thai Yamazaki bakery, Please stop food waste and save food for Social housing’s 
neighborhood. This case was succeed when the 60 plus bakery by Yamazaki & APCD owner 
gives the rest of food from selling to Home for girls. The number of online partition 
supporters in this case about 4,581 accounts (see below in figure 1) 

 
Figure 1 

The Thailand case of victory online petition in Change.org  
 

 On the other hand, the unsuccessful or ongoing online petition has called “Closed”. 
For example, “Public van reforms! For Thai people road safety” This online partition was 
affected by van crash on January 2, 2017. The crash happened in Ban Bueng District, 
Chonburi Province, about 114 kilometers (71 miles) southeast of Bangkok, when the van 
driver lost control and veered across the highway into oncoming traffic. There were 25 dea d 
in van crash. The goal target in online petition was amount 15,000 supporter. The 15,000 
supporters will make a complaint to the government and stakeholder such as Prime minister, 
Minister for Transport, Director – General for Transport etc. (see below in figure 2)  
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Figure 2 

The Thailand case of Closed/ongoing online petition in Change.org 
 

 

 

The Factors of online petition success: Change.org 

 
 Early research online petition showed that the success rate of online petition is usually 
very low. On Change.org, more than 99% of the petition were never marked as “victory” 
(Huang, S., -W., Suh, M.M., & Hsieh, G., 2015). The number of victory online petition was 
20,684 from 300,000 issues all around the world. In Thailand online petition in Change.org, 
The study founded that 38 issues were marked as victory. The distribution of the number of 
petition by category is show in Table 1 
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Table 1 

The number of petition by category  
 
 
 
 

 

 

 

  

 

 

 

 

 

 

Table 1 is showed the animal protection of online petition is the most topics in 
Chang.Org in Thailand at 21%. Following by Environment has proportion at 13% and then 
11% is Education.  Road Safety and Child Rights are quite equal with 9%. In addition, the 
organization which was requested to online petition is government agencies with 81%. For 
example, National Legislative Assembly, The Minister of Public Health, The Ministry of 
Natural Resources and Environment, The Ministry of Justice and The Department of 
Highways. Following by business organization has proportion at 15% and the last is general 
person with 4%. The distribution of the number petitions by target is shown in table 2  

Table 2  

The number of petitions by target organization  

Targets Number % 

Government agencies 38 81 

Business organization 7 15 

General person 2 4 

Totals 47 100 

 
  Even though the number supporter is the important factor in successful online 
petition. The number will not guarantee all of the cases. The study showed that the successful 
cases of online petition have variance number supporter from maximum at 613,430 accounts 
to minimum at 47 accounts. The maximum supporters in online petition is Anti-Corruption 
Organization of Thailand creates “One million for against Amnesty Bill in Thailand”with 
613,430 support accounts. On the other hand, the minimum supporters in online petition is 
Save the Giant Samanea saman (rain tree) in Bueng Kan Province” with 47 support accounts.  

Category Number %                                                                                                                                                                                                                                                                   
Animal Protection  10 21 

Environment 6 13 

Education 5 11 

Road Safety 4 9 

Child Rights 4 9 

Democracy  3 7 

Rights of Persons with 
Disabilities 

2 4 

Media 2 4 

Sustainable Food 2 4 

Criminal Justice 2 4 

Human Rights 2 4 

Health 1 2 

Guy Rights 1 2 

Unspecified 3 6 

Totals 47 100 
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 Goals is the one of key factor in online petition. The goal is various levels from 
requesting to apologize for their behavior to requesting to legislative amendment bill. Not 
only various level of goal is key factor. But early research also showed online petition texts 
was significantly influence online petition success. (Cruickshank, & Smith, 2009 ( . 
Elnoshokaty, Deng, & Kwak ( 2016 (  studied by content analysis with 12,808 online petition 
on Change.org. This research found that emotional element play a positive role and influence 
on user’s persuasion. Meanwhile, the online petition texts which focusing on moral element 
would negatively affect online petition success. The moral elements persuade a burden on 
users through high sense of guilt or virtue. This would negatively affects user’s feeling of 
enjoyment.  

Futhermore, the level of cognitive process in online petition content would negatively 
influences in online petition success. Although, Cognitive elements would enhances 
argument quality. In hedonic context of the internet requires low need for cognitive effects. 
Moreover, Cognitive elements negatively affect the easiness of being understood and lead to 
a negative relation with information dissemination. Hence, when writing the petition content, 
the creator should take into consideration the key of emotional words and avoid 
overburdening potential supporters with too much obligations and thinking required 
arguments.  

 In Thailand, Chang.org suggests Thai people who would like to create online petition. 
They should write or communicate to the point and shouldn’t dance around the subject, 
clearly problem solution, identified how urgent in this issues for increasing user’s 
engagement.  

 

Conclusion 

 There are many of activities in social movement for example demonstration, public 
suction and partition. The partition is a formal request to an authority usually co-signed by a 
group of supporters. The offline petition will be succeed depended on resources, such as time, 
money, and connections. The emergence of communication technology, especially Internet, 
create a new network society. One of the most popular online petition is Change.org. 
Change.org is public sphere who would like to starting campaigns, mobilizing supporters, 
and working with decision makers to drive solutions. It empowers individuals who see issues 
and want to make an impact for governmental and societal changes. In Thailand online 
petition in Change.org, The study founded that 38 issues were marked as victory from 47 
issues. The animal protection of online petition is the most topics in Chang.Org in Thailand. 
Following by Environment and then Education. In addition, the organization which was 
requested to online petition is government agencies with 81%.   

Even though the number supporter is the important factor in successful online 
petition. The number will not guarantee all of the cases. The study showed that the successful 
cases of online petition have variance number supporter from maximum at 613,430 accounts 
to minimum at 47 accounts. Goals is the one of key factor in online petition. The goal is 
various levels from requesting to apologize for their behavior to requesting to legislative 
amendment bill. Moreover, online petition texts was significantly influence online petition 
success. Chang.org suggests Thai people who would like to create online petition. They 
should write or communicate to the point and shouldn’t dance around the subject, clearly 
problem solution, identified how urgent in this issues for increasing user’s engagement. 
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