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Abstract 

The objective of the research was to study the celebrity construction and 

management of J Jetrin Wattanasin through the eras of communication media towards 

sustainable stardom. The study was qualitative research, conducted by three main research 

methods: a) documentary research, b) in-depth interviews with 24 key informants, classified 

into 10 groups: Pop Artist Celebrity, Sport Celebrity, Family Member, Close Friend, Colleague, 

Fan Club, Sport Expert, Entertainment Expert, Media Expert, and Academician, and c) 

participant observation.

The findings showed that the factors affecting the celebrity construction of Jetrin are 

his personal factors, which cover his background and upbringing, his journey to stardom, and 

his personal characteristics, roles and influence of media, and his fan clubs. On the other 

hand, the strategies Jetrin uses to manage his celebrity are fan club maintenance, image 

management, crisis management and marketing communication, which are related to the 

Boorstin’s Concept of a Hero and Bourdieu’s Concepts of Capitals: Cultural, Economic, 

Symbolic, and Social Capital which can be transmitted across generations and converted from 

one into another and backward. All of these factors and strategies enable Jetrin to sustain his 

long-lasting stardom and to stand against the time for more than 20 years. 
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การเดินทางสูความมีช่ือเสียง: การวิเคราะหการประกอบสรางและ

การบริหารจัดการบุคคลผูมีช่ือเสียงของเจ เจตริน วรรธนะสิน

บทคัดยอ

วัตถุประสงคของการวิจัยนี้เพื่อวิเคราะหการประกอบสรางและการบริหารจัดการบุคคลผูมีชื่อเสียง
ของเจ เจตริน วรรธนะสิน การประกอบสรางและการบริหารจัดการท่ีทำใหเขาอยูในวงการมาไดเปนระยะเวลา
ยาวนานผานยุคสมัยของการสื่อสาร การวิจัยนี้เปนระเบียบวิธีวิจัยเชิงคุณภาพ โดยแบงเปน3ขั้นตอน ขั้นตอน
ท่ี1 วิจัยเอกสาร ขั้นตอนท่ี2 การสัมภาษณแบบเจาะลึก ผูใหสัมภาษณ 24 คน แบงเปน10กลุม ไดแก ศิลปน 
นักกีฬา ครอบครัว เพื่อนสนิท เพื่อนรวมงาน แฟนคลับ ผูชำนาญการกีฬา ผูชำนาญการบันเทิง ผูชำนาญการ
สื่อ และนักวิชาการ และข้ันตอนท่ี3การสังเกตุการณแบบมีสวนรวม

ผลการวิจัยพบวาปจจัยที่มีผลตอการประกอบสรางความมีชื่อเสียงของเจตรินคือปจจัยดานสวนตัวซ่ึง
รวมถึงพื้นฐานครอบครัวและการเลี้ยงดูการเดินทางสูความมีชื่อเสียงและคุณสมบัติเฉพาะตัวของเจตริน 
บทบาทและอิทธิพลของสื่อ และแฟนคลับ นอกจากนี้กลยุทธที่เจตรินใชในการบริหารจัดการความมีชื่อเสียง
คือ การรักษาแฟนคลับ การบริหารจัดการภาพลักษณ การบริหารจัดการในภาวะวิกฤต และการสื่อสาร
การตลาด ทั้งหมดนี้มีความสัมพันธกับแนวคิดเรื่องฮีโรของBoorstinและแนวคิดเรื่องทุนของBourdieuที่เปน
ทุนวัฒนธรรม ทุนเศรษฐกิจ ทุนสัญลักษณ และทุนสังคมซ่ึงทุนเหลานี้สามารถถายทอดจากรุนสูรุนและสามารถ
แปลงจากทุนหนื่งเปนอีกทุนหนื่งได ปจจัยตางๆและกลยุทธเหลานี้ทำใหเจตรินสามารถรักษาความมีชื่อเสียง
และยืนหยัดในวงการมาเปนเวลามากกวา 20 ป

คำสำคัญ : บุคคลผูมีชื่อเสียง, เจ เจตริน วรรธนสิน, การบริหารจัดการบุคคลผูมีช่ือเสียง
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Introduction

Celebrity is defined in various 

perspectives as follows: a celebrity is “a 

person who is well-known for their well-

knownness” (Boorstin, 1973), celebrities are 

“the names who once made by news, now 

make news by themselves” (Blackwell and 

Amory as cited in Boorstin, 1973), celebrity 

is a famous person, especially in the areas 

of entertainment (Sinclair, 1999), celebrity 

with their image and reputation impacts on 

so many aspects of everyday life, including 

their capacities, characters and 

appreciation and leads to audiences’ 

involvement (Pringle, 2004), a celebrity as a 

person “who is ‘famous of being famous’, 

or famous of being rich or notorious or a 

socialite.” (O’haughnessy and Stadler, 

2005), a celebrity is a widely-known person 

who accomplishes in the fields of movies, 

sports, music, or politics. (Roll, 2006), 

celebrity enlarged into the fields of TV, 

Beauty Contest and High Social Status 

Group or High-So that implies the Elite 

group (Srikanya, 2007), celebrities are 

branded and sold as the products of 

promotional campaigns, supported by their 

audiences, the effect of mass-circulating 

media generated text; celerity is 

constructed by an individual’s 

achievements and the media coverage of 

his/her achievements; celebrity’s desirable 

qualities of looks, lifestyle, success, 

behavior and attitude set the norm in the 

society (Nayar, 2009), celebrity as the 

“attribution of glamorous or notorious 

status to an individual within the public 

sphere” (Rojek, 2010), celebrity as “a social 

phenomenon that exists everywhere”, “a 

magnified version of the human 

experience” that are important to people’s 

lives and “use media to cultivate stardom” 

(Currid-Halkett, 2010), celebrity depends on 

their own actions and how they utilize their 

talents, skills and so forth and their 

characteristics are leading a public life or 

working in the public sphere, accomplishing 

something of important and interest to the 

public, being famous, being seen and heard 

regularly, being highly visible in the media 

and connecting with the public by 

embodying their dreams and aspirations 

(Leslie, 2011), celebrity’s attributes are 

“held to be imminent in the individual 

concerned” (Turner, 2014) and “Celebrity 

is a potent force as it represents the 

aspiration and fantasies of many.” (Barron, 

2015). Moreover, some define celebrity in 

term of economics as “Celebrities are an 

investment…they often require a good deal 

of processing before they are 

marketable…and must be protected.” 

(Kendall, 1962 as cited in Gamson, 2009), a 

celebrity is a marketable commodity in 
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terms of the profits to be made by 

advertisers, movie-makers and 

manufacturers.” (Nayar,2009), celebrities’ 

names and images are used to make 

money, they not only develop their 

persona in the public as a commercial asset 

but they also make money for themselves 

(Turner, 2014), celebrities as an inherent 

element in the contemporary culture and 

media industries enhance profitability for 

established brands and themselves as 

brands available for purchase (Barron, 

2015).                                                                                                                       

Celebrity is essential in the 

entertainment industry since it generates 

great revenues. According to PwC Global 

Entertainment & Media Outlook 2020-2024, 

Thai entertainment and media revenue in 

2020 is THB 515 bn and is expected to rise 

to THB 547.6 bn in 2021. (Kate, 2021). 

Besides, celebrity fulfill people’s aspiration, 

dreams and fantasies (Leslie, 2014 and 

Barron, 2015). Psychologically, fans suffer 

from inadequacy, seek contact with 

celebrity to compensate for their miserable 

lives and develop loyalties to celebrities. 

(Jenson,1992).

In general, celebrity’s life span is 

short as they die quickly; however, they are 

replaceable more rapidly (Boorstin, 1973). 

Especially in the music industry, the tastes 

and musical preferences in pop culture 

shift too rapidly  (Allen, 2015). In this study, 

the researcher focuses on celebrity in the 

entertainment field, especially artists in the 

music industry, who are frequently 

presented on media; whose private lives 

and work are interested by the public; who 

can gain some accomplishment and are 

famous or well-known, including 

connecting to the people’s dreams and 

aspirations. (Turner, 2014, and Leslie, 2011). 

According to Allen (2015), artist 

management can be as much art as it is 

science and business. It includes the artful 

manipulation of people, (motivating fans to 

buy tickets, music and merchandising), 

having a keen sense of the target market, 

using artists’ strengths to add dimensions 

to artists’ persona and commercial appeal, 

understanding career promotion, using 

artists’ artistry to expose to gain more 

fanbase and to build financial success, 

having access to key people in the music 

business (networking), and exploiting 

artists’ talents and  continuous adapting to 

meet the expectation of fans. An artist 

must be genuine, unique and a commercial 

market for his/her music since recording 

companies invest in time and money to 

develop him/her. Besides, artists must be 

good performers, have fanbase and a 

network.  
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The construction of pop-artist 

celebrities in the mainstream-media era is 

mostly constructed and promoted by a 

recording company through mass media, 

either broadcasting or printed media. On 

the other hand, in the social media era, 

pop-artist celebrities construct and 

promote themselves via a networking 

system of fans, friends, families, colleagues, 

etc., and social media through multi-

platforms of technological channels such 

as Facebook, Twitter, Instagram, Line, 

YouTube, other social networking sites, TV, 

radio and film.

Due to the fact that new 

technologies have been developed, social 

network sites are widely provided on 

various platforms for reaching people 

around the world in real-time. People can 

access social media anytime they want and 

anywhere they are, especially via mobile 

phones. The relationship between

celebrities and fan club can be established 

and strengthened by their interactions and 

idea exchanges through these technologies 

immediately.

In the Thai entertainment industry, 

there are several successful pop-artist 

celebrities who can last more than 20 years 

and still sustain their stardom. How is 

celebrity constructed? What is strategic 

management that a celebrity practices to 

sustain his/her stardom through the eras of 

communication media? These mentioned 

questions are interesting enough to inspire 

and encourage the researcher to study 

celebrity construction and management.

Of all celebrities in the 

entertainment industry, Jetrin Wattanasin, 

or so-called Jay or J Jetrin or Jetrin is the 

most appropriate one for the study. 

According to Grammy’s Legend of Pop 

Music Album Record Sales More Than One 

Million, pop artists are namely Thongchai 

McIntyre (Bird), Jetrin Wattanasin (Jay), 

Christina Aguilar (Tina), and Patiparn 

Pataweekarn (Mos). Those pop artists still 

maintain their stardom more than 20 years. 

Although Thongchai McIntyre is the most 

popular one, the researcher studied Jetrin 

due to the aspect of construction, he came 

from the solid family background and 

upbringing, and in the aspect of 

management, he manages himself while 

Thongchai McIntyre has a personal 

manager. Jetrin is a role model of a 

successful pop artist and a legend in the 

Thai pop artist music history with 

outstanding talents and skills that he keeps 

developing continuously. His vast 

entertaining talents can be witnessed 

through his singing, dancing, acting, and 

performing. Whenever he appears on a live 

stage, his energetic performance and 
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charisma are so powerful and 

overwhelming that he can attract all the 

audience’s attention in an auditorium and 

successfully motivate them to participate 

in singing, dancing, and hand waving from 

the beginning to the end of each show.  

Besides being a singer, entertainer, actor, 

MC, host for TV sports programs, host for 

TV varieties and game shows, he also works 

as a singing coach, commentator, judge, 

model, brand ambassador, and 

commercial presenter. During these 20 

years of his entertainment career, Jetrin

produced 7 solo albums, 12 special 

albums, 9 solo concerts, 12 special 

concerts, 10 TV series, 2 movies, 2 dubbing 

movies, 20 TV program hosts, 2 brand 

ambassadors, and various commercial ads. 

Nowadays, he still regularly performs on 

stages.

Accordingly, Jetrin is not only a 

pop artist celebrity who can maintain his 

stardom for more than 20 years, but he is 

also a sports celebrity. For instance, 

according to the Official IJSBA Slalom 

Course World Records as of October 12, 

2003, in the World Jet Ski Champion, he 

won two World Record Titles of Expert 

Runabout 800 SS in 1999 and Expert 

Runabout 1200 Ltd in 2000. Moreover, he 

also won and earned the Royal Trophy of 

King Rama 9 in the Jet Ski World Cup 2000 

for the category of the Runabout 800 (785 

SS), according to Jet Ski King’s Cup – World 

Cup Grand Prix Official Records 1997-2017. 

In October 2015, he received an honor to 

be recorded in the Hall of Fame as the first 

jet ski racer who won the World Class 

Champion to Thailand, organized by the 

Thai Jet Sports Boating Association. Besides, 

his speed world record is still ranked in the 

Official IJSBA Slalom Course World Records. 

Therefore, he is a role model of a jet ski 

hero and a legend in Thai jet ski history as 

well.

In general, a life span of a celebrity 

is relatively short but Jetrin’s celebrity life 

span is considered remarkably long. He has 

a good impression of a hardworking man 

who wholeheartedly works and loves what 

he has performed. Besides he still shines 

on the stage and is honored as the legend 

in the pop music industry and the legend 

in the jet ski history. Moreover, very few 

previous studies of celebrities were 

conducted by a direct in-depth interview 

with pop artist celebrities from various 

perspectives, i.e., friends, family, 

colleagues, fan clubs, and professional 

experts.

However, the study of pop artists or 

celebrities often faces a problem of 

accessibility; thus, most studies were 

conducted through either documentary or 
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content analysis, or in-depth interviews 

with people surrounding them, but not 

artists or celebrities themselves. 

Accordingly, besides the researcher’s 

motivation and interest in this study, due 

to the researcher’s background and prior 

experiences in the entertainment and 

media industry, it is possible for the 

researcher to contact Jetrin and other key 

informants to collect information for this 

study without difficulties.

The scope of the study of “A 

Journey to Stardom: An Analysis of 

Celebrity Construction and Management of 

J Jetrin Wattanasin” is studied on the 

celebrity construction of Jetrin Wattanasin 

from extensive perspectives: his 

background and upbringing, journey to 

stardom, media, fan club, and his personal 

characteristics, and his celebrity 

management to sustain his long-lasting 

stardom on the mainstream media, and 

through the computer-mediated 

communication and social media in the 

aspects of fan club maintenance, image

management, crisis management, and 

marketing communication.

This research employed an 

inductive qualitative design to gain 

profound knowledge of Jetrin in the 

aspects of his celebrity construction and 

management during October 2014 - April 

2019, focusing on his public life, private life, 

family, work, and his relevant factors. The 

research was conducted in three stages. 

The first stage was documentary research; 

the second stage was in-depth interviews 

and participant observation; and the third 

stage was collecting, grouping, and 

synthesizing data. 24 in-depth interviews 

were categorized into 10 groups of Pop 

Artist Celebrity, Sport Celebrity, Family, 

Close Friend, Colleague, Fan Club, Sports 

Expert, Entertainment Expert, Media Expert, 

and Academic Expert.

Celebrity construction and celebrity 

management are essential factors 

contributing to sustained stardom as 

follows:
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Figure1. Conceptual Framework of Celebrity Construction and Management

Literature Review

1. The Concept of Celebrity and Hero

Many definitions of celebrity have been introduced to the public eyes, based 

upon the contexts and authors’ experiences. Celebrities are created by the media to serve 

the public interest and fulfill expectations; easily come; swiftly go and are certainly 

replaceable; comparing to heroes, they stand the test of time through their greatness in some 

achievement, virtue of character, heroic deed, and self-made production. To maintain fame 

in the long term, a person needs to be a hero, not just a celebrity. (Boorstin, 1973). However, 

Boorstin he views that both heroes and celebrities are famous, but in different aspects. The 

different characteristics of heroes and celebrities are illustrated as follows:

Terms Hero Celebrity

Definition A real or imaginary human

figure or both who shows

greatness in some

achievements

A pseudo-event human being

A counterfeit person whose

identity is being staged and

scripted, to create illusions that

often have no relationship to any

underlying reality
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Terms Hero Celebrity

Fame Greatness, virtue, achievement Image, trademark

Creature of gossips, public

opinions, media

Well-knownness Big man

Virtue of a character

Big name

Trivia of personality

Quality Heroic deeds Nationally advertised brand

Production Self-made Created by media

A mass product

A product of a process

Life Span Long Short

Reputation Standing against the test of time

or generations

Overnight

Contemporary

Samples Napoleon

Julius Caesar

St. Francis

Shakespeare

George Washington

Franklin D. Roosevelt

Bob Hope

JP. Morgan

Marilyn Monroe

Elizabeth Taylor

Table 1: Boorstin’s Charateristic Differences between a Hero and a Celebrity

.
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Campbell (1988) defines a hero as 

someone who achieved something beyond 

the normal range of experience, underwent 

enormous transformation with the moral 

objective of saving people or ideas and 

went through difficulties along his journey. 

He He presents a hero’s journey through 

storytelling by separating the journey into 

three stages with 17 steps as following:

1) Departure Stage: A hero encounters 

five steps: The Call to the Adventure

refers to destiny calling for the hero to 

cross his/her comfort zone to 

accomplish something he/she yearns 

for. Refusal of the Call refers to a 

hero’s refusal to follow his/her dreams 

because of duty or obligation.   

Supernatural Aid refers to a hero’s 

mentor/coach/supervisor who guides 

him/her along his/her journey to 

accomplish his/her task. The Crossing 

the Threshold refers to a hero who 

embarks on his  journey to venture a 

new world. The Belly of the Whale 

refers to a hero’s final separation from 

a hero’s known world and entering 

into the unknown world.

2) Initiation Stage: A hero encounters six 

steps: The Road of Trials refers to a 

hero’s encountering various tests and 

he must pass those to begin 

transformation. The Meeting with the 

Goddess refers to a hero’s meeting 

someone who helps him/her to gain 

wisdom. Woman of Temptress refers 

to temptation that distracts a hero 

from his/her quest. Atonement with 

the Father refers to a hero’s 

confrontation with a powerful person. 

Apotheosis refers to hero’s self-

realization. The Ultimate Boon refers 

to a hero’s achievement of the quest.

3) Return Stage: A hero encounters six 

steps: Refusal of Return refers to a 

hero’s reluctance to return to his /her 

known world after enlightenment. The 

Magic Flight refers to a hero’s 

realization of coming back to his world 

with assistance. Rescue from Without 

refers to hero’s rescuers to bring 

him/her back to his/her everyday life. 

The Crossing of the Return Threshold 

refers to hero’s returning home with 

wisdom and sharing it with the world. 

Master of Two Worlds refers to a 

hero’s balancing of his knowledge 

gained from the  two worlds to live 

with. Freedom to Live refers to a 

hero’s champion living freely at the 

moment with no fear.

In the 21st century, celebrity is a 

form of capital with the four components 

of celebrity, celebrity industry, the media 

and the public (Driessens, 2013), a type of 
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symbolic capital that is transferrable and 

unmanageable since it depended upon 

celebrity’s fame, public interests, fashion 

trends (Davis, 2013), the contemporary 

celebrity mostly emerged from sports or 

entertainment industries; being highly 

visible on media; and their private lives 

were more interesting than their 

professional lives (Turner, 2014)

2. The Concept of Capitals

Generally, capital Generally, capital 

is defined in terms of the economy of 

exchanges and is called economy capital. 

Later, capital is categorized differently into 

other forms of exchanges and terms, such 

as social capital, human capital, cultural 

capital, symbolic capital, entrepreneurship 

capital, intellectual capital, physical 

capital, financial capital, religious capital, 

educational capital, celebrity capital and 

natural capital. For this study, the 

researcher focuses on Bourdieu’s capital.

Bourdieu defines “capital” as a 

social relation of power; economic capital 

as money and anything physical and 

convertible into money, such as assets, 

houses, and stocks.  Cultural capital exists 

in three forms: the embodied state as of a 

long-lasting disposition of the mind and 

body of individuals; the objectified state 

relating to material objects, including 

pictures, paintings, books, dictionaries, 

instruments, and machines; and the 

institutionalized state concerning 

education and recognition. Cultural capital 

can be acquired, reliant on time and 

society, and social class. Social Capital 

refers to resource linkage of possession of 

a durable network of institutionalized 

relationships of mutual acquaintance, 

recognition, and respectability, such as a 

group membership of family, school, 

university, club, and community. Symbolic 

capital is introduced as a reputation and 

fame relating to images of respectability 

and honorability and can be acquired with 

economic capital, cultural capital, or social 

capital. Capital is dynamic and can be 

converted across the fields and transmitted 

from generation to generation. (Bourdieu, 

1986 and 2010). Putnum (1993) enlarged 

that networks and the associated norms of 

reciprocity have values for their members. 

Altruism (doing good for other people) is 

considered a social network that builds 

social connectedness. He also referred to 

the collective value of all social networks. 

(as cited in Kanjana Kaewthep and Somsuk 

Hinviman, 2017).  The term social capital 

emphasizes not just warm and cuddly 

feelings, but a wide variety of quite specific 

benefits that flow from the trust, 

reciprocity, information, and cooperation 

associated with social networks. Social 
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capital creates value for the people who 

are connected and – at least sometimes –

for bystanders as well. Putnam made the 

argument that social capital is essentially 

the 'amount' of 'trust' available and is the 

main stock characterizing the political 

culture of modern societies. For Putnam, 

social capital refers to "features of social 

organizations, such as networks, norms, 

and trust that facilitate action and 

cooperation for mutual benefit.”

3. The Concept of Management

Factors contributing to successful 

pop artists concerning strategic 

management of fan club maintenance, 

image management, crisis management 

and marketing communication from the 

related studies are as following: fan club 

and artist’s personal characteristics and 

talent (Supreeda Chorlumyai, 2006); quality 

of songs, quality of singers’ voices, image, 

PR, advertisement and promotion 

(Patcharida Wattana , 1993); CEOs’ 

intelligent visions, accomplished music 

production, singers’ talented skills and 

effective promotion (Nathaporn Satirakul, 

1994); media relation, image building and 

presenting of positive characteristics 

(Doungsamorn Chakraphun, 2006consistency 

of marketing communication (Piyanit 

Sumpatanon, 2007); PR as narrative creation 

and storytelling to build and protect 

reputations (Beresford and Schwarz, 2014); 

PR activities related to media relations, 

reputation management, crisis 

management and social marketing (Moss 

and Walmsley, 2014); brand’s DNA 

involving sincerity, legitimate emotion, and 

an intuitive, personal, privileged 

relationship, entertainment marketing, 

brand and repositioning personal brand 

(Lehu, 2007); “entertainment marketing” as 

product placement, concerning integrated 

marketing communication that combines 

mutual benefits between linking branded 

products and entertainment, including 

artists, stars, celebrities, movies, TV, sports, 

and music (Hackley, 2003); impression 

management as interpersonal 

achievement, maintained through 

consistently performing coherent and 

complimentary behaviors (Goffman, 1959).

Research Methodology

The study employed an inductive 

qualitative design and used a qualitative 

approach to find the research results and 

to gain profound knowledge of Jetrin in the 

aspects of construction and management 

that he has practiced to sustain his stardom 

through the eras of communication media. 

The research was conducted in three 

stages. The first stage was documentary 

research by reviewing related theories and 

concepts; the second stage was in-depth 
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interviews and the third stage was 

participant observation. The researcher 

collected data from a) both offline and 

online academic journals, dissertations, 

theses, textbooks both in Thai and English 

versions, and b) content on print, 

electronic, and new media, i.e., TV, 

concerts, DVD, newspapers, magazines, 

social media platforms: Instagram, 

Facebook, Line, Twitter, YouTube and 

websites, related to celebrities, pop artists, 

journey, stardom, management, fan, 

communication theories, etc.    

The 24 key informants were 

categorized into 10 groups of Pop Artist 

Celebrity (Jetrin Wattanasin, Christina 

Aguilar, Patiparn Pataweekarn, and Myria 

Benedetti); Sports Celebrity (Chaowalit 

Kuajaroon); Family (Kejmanee Wattanasin, 

Jittima Wattanasin, Professor Charoen 

Wattanasin and Chitra Wattanasin); Close 

Friend (Kalveevat Boonyarak); Colleague 

(Christachon Suvarnabhoom, Charlie Korn 

Phumdokmali, and Chompoonut 

Uawithya); Fan Club (Phitchukan Worarat 

Sotthiphakkhayakun, Manuschanok 

Boonkaew, Jeerasak Pongsilwat, Piyathida 

Horpratum and Phitsini Khemnarong), 

Sports Expert (Parikhet Subsahakarn);  

Entertainment Expert (Aruya Buddhinan 

and Thanapat Nawalumlert); Media Expert 

(Eksun Binhasun) and Academic Expert 

(Associate Professor Suwichit Chaidaroon, 

Ph.D. and Assistant Professor Apichat 

Puksawadde, Ph.D.).

The researcher selected the 

Purposive Sampling to gain the in-depth 

knowledge and the Snowball Sampling as 

network chain referral, based on links to 

the initial fan club (Neuman, 2010); used 

Document Research, In-Depth Interview 

and Participant Observation; approached 

and collected data both online and offline 

from various platforms; verified data by 

triangulation and analyzed the qualitative 

data. The findings were analyzed and 

concluded to respond to the research 

objectives and with reference to the 

conceptual framework of the study and the 

related literature review. The findings were 

presented in descriptive writing and 

supported by examples and interviews to 

answer the research questions.

Research Findings 

Celebrity Construction

From the results of interviewing 24 

interviewees, including celebrities, the key 

factors of the construction of Jetrin can be 

studied through his background and 

upbringing, journey to stardom, media, fan 

clubs, and personal characteristics.  His 

upbringing and background were 

surrounded with heroes, role models, love, 
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success and support from family members. 

He absorbed good qualifications of 

sportsmanship, determination, disciplines, 

perseverance, excellence in performance, 

good health, dedication and commitment, 

respect for self and other participants, 

courage, confidence, ethics, fair play and 

honesty from his father; qualifications of 

being altruistic, generous, kind, friendly, 

loving helpful and charitable heart from his 

mother; and qualifications of being a 

celebrity as a pop artist with talent, 

patience, entertainment, dedication, 

commitment, top-form performance, 

teamwork, responsibility and joy from his 

brother. His journey to stardom was divided 

into three parts of Separation, Initiation and 

Return which resembled Campbell’s 

hero’s journey (Campbell, 2008) as 

illustrated on Figure 2.

Figure 2:  Jetrin’s Journey to Stardom
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His life journey has been through ups and 

downs and has strengthen him to become 

a legend of the pop music industry, the 

legend in the sports world and a hero. 

Media have significant role in constructing 

celebrities. In the mainstream media era, 

his construction was fully based upon the 

broadcasting and printed media through 

Grammy Entertainment PR teams, besides 

concerts and events. In the mediated 

computer communication era, 

broadcasting and printed media still 

constructed celebrities, additionally 

webpages, emails and instant messages 

were used to promote celebrity. He 

opened his webpage www.jjetrin.com to 

promote himself and his work and to 

connect with his fan clubs. In the social 

media era, many more platforms were 

introduced to the world; he had his own 

channels to connect and communicate the 

people and promote himself through 

Facebook, Twitter, Instagram, Line, and 

YouTube. Fanbase is one of the most 

important factors of celebrity construction. 

He has had good relationship with his fan 

club; he cared, loved, respected, shared 

and truly connected with them. Vice versa, 

his fan club loved, cared, shared, respected 

and supported him. Personal characteristics 

are most significant to the celebrity 

construction. He is a multitalented person 

with personal characteristics of versatile 

skills, authenticity, altruism, charisma, 

gratitude, self-discipline, self-development, 

networking, self-presentation, attitudes 

toward family, life, work and politics.  As 

the results of the research, Jetrin’s 

construction involved three major factors: 

a) Jetrin’s personal factors, including his 

upbringing and background, related 

capitals, personal characteristics and 

journey to stardom, b) media as channels, 

and c) fan clubs as audiences. Those 

factors contribute to Jetrin’s popularity for 

more than 20 years until now are shown in 

the Figure 3.
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Celebrity Management

For Jetrin’s management, the 

researcher focused on fan club 

maintenance, image management, crisis 

management, and marketing 

communication. The research findings 

showed that fanbase is a very significant 

factor for celebrity status. Fiske (1992) 

stated that stars were constructed by their

fans and owe their stardom entirely to 

them. Booth (2010) believed that 

“everyone is a fan of something.” In 

addition, Kanjana Kaewthep (2012) agreed 

and reviewed her fandom story of how she 

shifted her fandom upon time and 

environmental context across fields of 

interests. According to Jetrin, every fan club 

is his battery; he loved and treated them 

respectfully with care, authenticity, 

sincerity, and honesty. He had been 

through a long journey in the 

entertainment industry, passed the peak of 

his success and down to the pitfall; 

nevertheless, he still sustains his status 

until now because of his fan club who 

consistently loved and supported him and 

his family. (Jetrin Wattanasin, Interview, 

February 3, 2019). Therefore, he treated his 

fan club like friends and relatives. In the 

mainstream media, he communicated with 

his fan club through broadcasting and 

Figure 3. Factors Contributing to Jetrin’s Celebrity Construction
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printed media. Fan club followed his work 

such as albums, music videos, TV series, 

commercial ads, concerts and promotional 

events. In the computer-mediated 

communication, he added more channels

to communicate with his fan club via his 

webpage, phone link and chat program. In 

the social media, he can enlarge his 

fanbase through many platforms such as 

Facebook, Twitter, Instagram, and Line. His 

fan club can easily reach him. His fanbase 

expanded from generation to generation. 

He expressed his gratitude for his fan clubs 

who followed him, accepted him the way 

he was and admired his authenticity since 

they were teens and grew up together with 

strong bond of relationship, good sharing 

stories both on stage and back stage. They 

got married and had kids; however, they 

still kept in touch and updated their stories. 

He added, “I’m very fortunate to have 

lovely fan clubs…Until now, I have family 

and they still follow me, expand their love 

for my family and become my kids’ 

batteries. More than I can explain by words. 

Without my fan clubs, there’s no me.” 

(Jetrin Wattanasin, Interview, February 3, 

2019).

Image management is also 

important in the entertainment industry 

since the first impression can capture fan 

clubs and a good image of pop artist 

celebrities can draw attraction from the 

public and the media. In the mainstream 

media era, Jetrin’s image was first managed 

and built by his record company, Grammy 

Entertainment, as a solo pop teen singer 

who could sing and dance with the look of 

a fresh, cute, good-looking, joyful teen 

singer, dressed in trendy hip-hop style.  

When his first album was released in 1991 

and hit the sale record of one million tapes 

(in the 1990s, music was recorded on 

cassette tapes), Jetrin became a teen pop 

star and got fan clubs who followed him 

everywhere. GMM Grammy assigned a PR 

team to build the image of artists and 

presented positive characteristics of the 

artists. (Doungsamorn Chakraphun, 2006).

Besides, his true self of a passionate, young, 

fresh, cool, energetic, friendly and playful 

teenager was presented. Rewat Buddhinan 

believed that singers should be their true 

selves because they would be natural and 

make their fan club love and impress them. 

If images were built, they would be tired, 

unhappy and unable to keep up their 

images. (Aruya Buddhinan, 2016). In the 

computer-mediated communication, his 

imager was transformed into a healthy, 

sporty, energetic, macho man, plus a 

caring, warm and lovely family man: a 

loving husband to Kejmanee and a good 

father of Jinjett Wattanasin (Jaonaay) 

Jakrapat Wattanasin (Jaokhun), Jakara 

Wattanasin (Jaosmut) and Jayda Na 
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Lamliang and a hero as Chaowalit 

Kuajaroon stated that Jetrin “is my idol and 

my hero. He’s very industrious and 

determined. He’s number one of Thailand. 

He worked very hard in practice. He’s 

strong, well-planned and good tempered” 

(Chaowalit Kuajaroon, Interview, March 15, 

2017). Additionally, Jetrin could be a hero 

for all sportsmen who inspired to be 

sportsmen. (Associate Professor Suwichit

Chaidaroon, Ph.D, Interview, April 29, 2017).

In the social media era, his image is the 

great famous leader pop artist, an idol and 

a legend in pop music industry. (Patiparn

Pataweekarn, Interview, July 18, 2017).

Besides, he stepped up to become a 

producer and a businessman who owns a 

company Jaymidi.

Crisis Management, concerning 

reputation, is very relevant factor 

contributing to celebrity status. Through 

the eras of communication media, he has 

encountered many crises in his life journey 

relating to his persona, family, finance and 

health; nevertheless, he has coped with 

those by being honest, accepting the truth, 

learning the lessons, and moving on. 

Marketing communication is one of 

the essential factors for sustaining celebrity 

status. In the mainstream media and 

computer mediated communication eras, 

advertising and public relations, including

press releases, press conferences, media 

relations, promotional events, concerts 

and music video through TV, radios, 

newspapers and magazines were planned 

and managed by Grammy Entertainment, 

Jetrin rarely had a chance to voice his 

opinion. Contrarily, in the social media era, 

Jetrin is so talented that he uses his social 

media platforms to send his messages to 

share his life stories to communicate with 

his fan clubs, to promote his work, to 

promote his social work, to portray his 

social life, to help the suffering, to 

encourage people to do good things, to 

update his life and his family, and to 

entertain his fan clubs via Instagram, 

Twitter, Facebook, and Official Line. He has 

efficiently practiced his marketing 

communication management skill to 

present himself in various ways. His 

communication skill and his story telling 

was so captivating that Apichat

Puksawadde used Jetrin’s story and image 

to teach his students in class. He 

successfully maintained his status. 

(Assistant Professor Apichat Puksawadde, 

Ph.D, Interview, August 12, 2017). From the 

research findings, Jetrin’s strategy 

management is illustrated as follows:
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Discussion and Conclusion
Celebrity Construction

As the results of the research findings, the 

pop artist celebrity construction of Jetrin 

involved three major factors: a) Jetrin’s 

personal factors, including his upbringing

and background, related capitals, personal 

characteristics and journey to stardom, b) 

media as channels, and c) fan clubs as 

audiences. Those factors contribute to 

Jetrin’s popularity for more than 20 years 

until now

Jetrin has cultural capital as 

Bourdieu defined as a social relation 

power. His upbringing and background were 

noticeable; he got good school education, 

music lessons; good role models and 

success in his family: his father as the World 

Badminton Champion, his brother as the 

famous pop artist and his sister as a super 

model and a National swimmer. His 

physical capital of a good looking, tall and 

handsome was undeniable. Moreover, his 

multitalented was remarkable. From the 

analysis of Jetrin’s journey to stardom 

based on Campbell’s concept of a hero’s 

journey, divided into the Separation, 

Initiation and Return Parts with 17 stages: 

Figure 4. A Chart of Jetrin’s Strategy Management
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Call to Adventure, Refusal of the Call, 

Supernatural Aid, Crossing the First 

Threshold, Belly of the Whale, Road of 

Trials, Meeting with the Goddess, Woman 

as Temptress, Atonement with Father, 

Apotheosis, The Ultimate Boon, Refusal of 

the Return, Magic Flight, Rescue from 

Without, Crossing the Return Threshold, 

Master of Two Worlds, and Freedom to 

Live, it was found that Jetrin passed 15 

stages except for two stages: Refusal of the 

Call and Refusal of the Return.

No matter how obstacles in life he 

had encountered, he still returned, 

remained his popularity and sustained his 

celebrity status. Media representation was 

meaningful in all eras since it provided 

fame, recognition and status. Therefore, it 

was concerned as symbolic capital. The 

image of pop artists was highly presented 

to the public through media, only 

platforms of the media were changed upon 

the times but served the same purpose of 

pop artists’ visibility. The more pop artist 

celebrities were visible in the public, the 

more recognition and fame were gained. 

Fan club implied the status of the pop 

artist celebrities. Jetrin had a satisfactory 

fanbase as social capital to support all his 

work for more than 20 years. He had built 

and cultivated his network with his fan club 

consistently. Furthermore, his cultural 

capital as his personal characteristics of 

multifaceted skills, authenticity, altruism, 

charisma, gratitude, self-discipline, self-

development, networking, self-

presentation and attitudes were 

appreciated and admirable. 

Celebrity Management

To sustain his long-lasting stardom, 

Jetrin conducted his strategic management 

in fan club maintenance, image 

management, crisis management and 

marketing communication through the eras 

of communication media. He invested his 

cultural capital, symbolic capital, economic 

capital and social capital in his entire 

career. 

In the mainstream media era, Jetrin 

with cultural capital of talent, physical 

attractiveness, music education and 

personality was constructed to be a singer 

by the Grammy Entertainment with 

financial support as the economic capital 

and to be a celebrity by the media 

representation. The company had full 

power to control him. It was a top-down 

management. In the computer-mediated 

media era, he became popular and had 

power to negotiate with the company. 

Besides, he self-managed his personal 

media. In the social media era, technology 

has been developed, everyone can access 

to the social media platforms. Thus, power 

has been mingled among the company, 

pop artists and fan club. In this study, 
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Jetrin’s contract with the company was 

expired so the power exists between him 

and his fan club.

Fan club maintenance is the key 

success factor of celebrity. Jetrin utilizes his 

cultural capital of his personal 

characteristics and multifaceted talent to 

build relationship with his fan club and 

keep in touch with them via letter writing, 

events and concerts in the mainstream 

media, webpage, phone link and face-to-

face communication in the computer-

mediated media and Facebook, Instagram, 

Twitter, Line and YouTube in the social 

media era. He converted his cultural capital 

to gain social capital and economic capital.  

Image management was considered 

as symbolic capital and he managed 

himself well to present the good image of 

a pop idol, family man, sportsman and a 

hero that brought wealth to him through 

his work such as concerts, events, TV 

shows, commercial ads and media visibility. 

It showed the links of symbolic capital and 

economic capital. Through the eras of 

communication media, he has self-

developed from a young singer to become 

a pop artist, a king of dance and later a 

legend in the music industry. 

Crisis management is challengeable 

for celebrity, concerning reputation and 

fame. Most celebrities confront a crisis in 

their life at least once in a while. When 

their reputation was ruined, their fan clubs 

lost their trust and interest in those 

celebrities. Some regained their trust and 

could maintain their fan base but some 

disappeared from the entertainment 

business, depending on how they managed 

themselves through the crises. From the 

research findings, Jetrin managed his crises 

efficiently by truth acceptance and silence 

keeping.

Communication is a very important 

tool and must be well-managed; otherwise, 

some misunderstanding and 

communication breakdown will cause 

damage or ruin reputation. His marketing 

communication is remarkable. He uses 

rhetorical techniques of storytelling and 

content creation for captions on his social 

media platforms to express himself and to 

deliver his content to the public, his fan 

clubs, sponsors, entertainment journalists, 

and all. His marketing communication skill 

that was considered cultural capital was 

cultivated through his working and life 

experiences in the entertainment field and 

transmitted into economic capital. 

In the social media era, Jetrin’s full 

self-management has been practiced after 

2012; he used Facebook, Twitter, 

Instagram, YouTube and Line to connect to 

his fans and gained about 1.8 million 

followers. His multifaceted skill was 

emphasized when he set up his own 
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company Jaymidi and worked as a CEO 

who produced his first artist Jaonaay his 

son and the first solo “Kon-La-Chan” 

gained 70 million views and won the Nine 

Entertainment Awards in 2018. Besides, he 

planned to produce TV Sports Program “10 

Fight 10.” He effectively practiced social 

media to promote himself well.

Considerably, Jetrin is very 

successful in his journey of life. He can 

fulfill his dreams of being an artist, a jet ski 

champion, having a good family, and having 

a good business.  Jetrin passed he 

opportunities that he received from his 

father and his brother to his kids who want 

to be artists as well. Jaymidi, a Jetrin’s 

business company, was founded by Jetrin 

and his family, having Jaonaay as the first 

artist. The outcome was very successful. At 

present, Jaonaay has his own fan clubs of 

both young and old, who are his father’s 

fan clubs. Likewise, Jetrin gains the benefit 

of enhancing his fan base to younger 

generations.

Jetrin’s construction and 

management was related to Bourdieu’s 

dynamic capital and Boorstin’s hero. His 

upbringing and backgrounded and personal 

characteristics concerned heroism and 

cultural capital; media concerned 

economic capital, symbolic capital and 

social capital; fan concerned social capital;

and his journey to stardom concerned all 

capitals. His management on fan club, 

image, crisis and marketing communication 

related to social capital, symbolic capital,

cultural capital and economic capital that 

could be transmitted across generations; 

converted from one into another.

Economic capital is very essential in the 

beginning; however, cultural capital, 

symbolic capital and social capital are truly 

important in the long run; it takes time to 

cultivate as presented through his personal 

and public life journey to stardom. He is

dynamic, versatile with multifaceted skills, 

self-improvement and self-development 

to pursuit of excellence with passion, love, 

authenticity, disciplines and diligence. 

The research “A Journey to 

Stardom: An Analysis of Celebrity 

Construction and Management of J Jetrin 

Wattnasin” tends to study Jetrin’s life and 

success through his journey to stardom and 

analyzes his celebrity construction by 

exploring his background and upbringing, a 

hero’s journey to stardom, media, fan 

clubs and his authentic personal 

characteristics. Besides, Jetrin’s celebrity 

management was also studied by analyzing 

his fan club maintenance, image 

management, crisis management, and 

marketing communication to gain 

knowledge of factors contributing to his 

success and how Jetrin has sustained his 

long-lasting stardom. Therefore, Jetrin with 
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his multifaceted talents and skills, is not 

only a celebrity but he is also a hero who 

can stand the test of time and all related 

and needed capitals: cultural, social, 

symbolic, and economic capital.

Limitations and Future Research 

Directions

The research “A Journey to 

Stardom: An Analysis of Celebrity 

Construction and Management of J Jetrin 

Wattanasin” had a few limitations as 

follows. The time constraint is one of the 

main obstacles since the research involved 

with pop artist celebrities who are difficult 

to make an appointment with due to their 

tight schedules and their working odd 

hours. This research took a longer time 

than expected because of the available 

time for appointment and interviews.

Consequently, the study faced some 

limitations of keeping up with Jetrin’s path 

of life, especially owing to his dynamism, 

i.e., many planned projects in mind, etc. 

During the study, the researcher found that 

Jetrin always came up with new projects 

and new success. Therefore, his involved 

issues were changeable and shifted to 

another subjects. In addition, expenditures 

all through the study, i.e., in participant 

observation, following his schedule, and 

waiting time for interviewing him, etc.  

Moreover, the research findings did not 

yield different perspectives as expected. 

No matter whom the researcher 

interviewed, the interviewees gave similar 

answers. It might be because they are 

Jetrin’s fan clubs who were exposed to the 

same information. Some of the 

interviewees refused to provide personal 

information. Some worried that they might 

talk too much and might cause 

inconvenience in fan club groups. A few 

interviewees called to omit some 

information provided earlier. Finally, 

Copyright and regulations on social media 

were also obstructed against some data 

collection.

From the research findings, Jetrin is 

dynamic, energetic, and well-planned. 

While entertaining people on stage as a 

professional pop artist, he also sets up his 

company, Jaymidi. The first project of 

Jaymidi was the celebrity construction of 

his son, Jaonaay, as the first artist of the 

company, which came out successfully. His 

song “Kon-La-Chan” hit 90 million views on 

YouTube and won the Nine Entertainment 

Award 2018. Thus, for future research 

direction, academically the researcher 

proposes to an extended study on a pop-

artist celebrity’s continual success, i.e., his 

upcoming projects of Jaymidi Co., Ltd., his 

brand management, the referent power of 

Jetrin to his son’s celebrity or success, etc.

The researcher also proposes to study the 
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success of celebrities as influencers from 

the perspective of advertisers who hire 

celebrities as their brand ambassadors or 

presenters to their consumers and fan 

clubs to see why they consume those 

products. Furthermore, the researcher 

suggests future studies to have more key 

informants, i.e., a focus group interview, or 

to cover a larger number of respondents in 

a survey questionnaire to confirm what the 

researcher found in this study and to gain a 

more variety of perspectives.

In the music industry, pop artists 

easily come and go as there are too many 

competitive new coming artists in the 

market in Thailand. Particularly, audiences’

tastes in the 21st century rapidly change 

because of many factors, i.e., pop artists’

attributes of physical attractions, talents, 

multifaceted skills, emotional attachment, 

characteristics, attitudes, self-presentation, 

images, networking, etc.  One single skill, 

i.e., singing, will not be able to survive. In 

addition, technological and social media 

knowledge is needed to communicate 

effectively with their fan clubs and to 

sustain their status increasingly. The 

researcher thus would like to propose as 

follows. For pop artists, Jetrin’s 

management and key success factors 

should be analyzed and trained to other or 

new artists to be successful like Jetrin. For 

record companies, multifaceted-skill 

training should be provided for artists as 

value-added. For artists ’managers or 

agents, artists should be presented as 

down-to-earth individuals who have a 

simple way of life and are reachable for 

their fan clubs.
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