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Abstract

The objectives of this survey research are to study users’ exposure to
Application Mello, to study the relationship between their exposure and
attitude toward the application, and to study the relationship between their
attitude and behavioral tendency toward the exposure. The population consists
of 300 samples who have been exposed to Application Mello and are selected
through accidental sampling. The finding reveals that the users with different
aspects in the demographic profile, whether sex, age, occupation, education
level or income, show no difference in the exposure to the application.
However, it is found that the exposure has a positive relationship with the
attitude toward the application, and the attitude has a positive relationship with

the behavioral tendency toward the use of Application Mello.
Keywords: media exposure, attitude, behavioral tendency, application, Mello
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Abstract

The objective of this survey research is to study technological factors
that influence the acceptance of WeChat Application among users in Bangkok.
The population consists of 400 Application users in Bangkok. The study uses
accidental sampling. The finding shows that technological factors have a
positive effect on the acceptance of WeChat Application in every aspect, while
the impact is most felt in the aspect of social network, followed by its
functional comprehensiveness, cost-effectiveness, fun in its use, and usefulness

respectively.

Keywords: application, acceptance of innovation, communication technology,
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Abstract

The objective of this research is to study consumers’ behavior in the
use of Wongnai Application and influencing factors on their decision to use the
application. This is a qualitative research, using in-depth interviews and non-
participatory observation. Data are collected from 20 consumers of Wongnai
Application, aged between 20 and 35 years, residing in Bangkok. The finding
reveals that the user behavior is related to different levels of the application
use. Level 1 indicates a low level of relationship, i.e. just looking for general
information about restaurants. Level 2 involves not only a search for restaurant
information but also display of opinions and reviews. Level 3 shows
contributions to restaurant information on a regular basis and participation in
activities organized by Wongnai Application, while Level 4 indicates sharing of
information with others. In addition, influencing factors on the decision to use
the application include comprehensive and reliable information of the
restaurants concerned, no cost involved in the use of application, and activities

leading to giving-away of prizes, as well as other benefits.
Keywords : application, restaurant, consumer behavior, Wongnai
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Abstract

The objectives of this survey research are to study the relationship
between the adoption of technology and attitude toward food delivery
applications and other delivery services, to study the relationship between the
attitude toward the behavior toward using such applications and services, and
to study demographic profile and the aforementioned behavior.  The
population consists of 400 samples, 21-38 years old, who have used food
delivery applications and other delivery services, especially Line Man,
Foodpanda, Grab Taxi, and Lalamove. The study uses an accidental sampling
approach and vyields the finding that the adoption of technology with regard to
the exposure to its use, ease and pleasure has a positive relationship with the
attitude toward such applications. It is also found that the differences in the
demographic profile in terms of sex and age have no effect on the duration of

the use of the applications concerned.

Keywords: application, food delivery service, call taxi service,

package delivery service, Generation Y
< o w
AanulunwazaudAgyvastym

adfnslFrudumesidarilanifutuedisdeides Instanelud wa. 2560
Uszimelve Juwildunisldanudumesidn uaznisldnudumesidavuanisnluu
diudunn Tnedninnuianngsnssumeadidinnsedng (esdnmsumsu) vie anse. 16
dmaferfuwginssuglidumedidalulsemalned e, 2560 wuin Uszansudas
ey fnslirudumesidnaierofuinntu finduiiinslinudumesdslasiade
sefunniignt 7 9. 12 it Tufuyhou was 7 v, 36 Wit luluvge Ae nguauuelsiu
7 (Gen Y) 0989 Ao nguiauLBiTTuLYA (Gen 2) WuuaisTudng (Gen ) uaznguud

Ya3 (Baby boomen) sy Griinymuiangsnssumddnnselind esnmsumiy, 2560)

33



Media and Communication Inquiry (Vol.1 No.1)

Jagtunsdldeudumedidedanuazninuiniu sameuinisdumesids
gnas Fauinnnisudeduvesgliuinisiededis saudsunuinlunisaiunusng
Ausnstagdtine nave. Ussneudunsudsduvesnanedesinsdmsitlofefiiaun
flandulvianunsasesfunsidauneundindusiieg Jedanalnlanveusidigya Mobile
First lnen1stdarudumesidaluusnisdieg Wiulnsdwsifedolugunsalusn
(Thebangkokinsight, 2561) ngAnssumaniassaliguuuunissniugsfalutagiu
Wasuwdasly gsuuuvesulatififonin widvddidnnsedind 3e E-Commerce lng
lunagsAafiideldiuauien fe lunagsfauwuy 020 (Online to Offline w3o
Offline to Online) FaLdun1suaunaunisvigsisluguuuvesulativesnlatidi
sheiu Ingthaasuvesmsihgitaseulatiudluded dnvesgsfianuuesenlatiidoad
w3 FJuililiduulunisaniiunis wazdade lentalunisvie laglanizgsia
Husnsiifignseuesdudiuazuins (Pain Point) Feansdadsoims uenaintuds
uitymiluBoswessuyue warlddeglunsuimsiud duyuluniswandudn s
nsdrsypang damevhgshvliusnsuuueeulatannsouttymumanidls Sedenali
N3N EUGINIVEILRI0E193INLTT KAZEALITONDUALDIAINABINITVBIRUSLINALLYA
Advialdiluegned Tnedrsandesndanisdiuian dunulunisiiuniedndae
(Mgronline.com, 2561) nsguanulonvedlunagsiakuy 020 Andurtilan wse
wiusignglugjegns Amazon wag Walmart Guasyulugsiasvudsesulatigudy

widnlutagduasiivoundiadunliusnislusiunneg Waduuinuny wavin

Ao w

M191300191nUwULIUN1955A9 (Business Trends) fassussluyseimalngysyiny

2561 lnagudidandnsing fseyingsnauinisdndse1ms (Delivery Service) tunils

a

Tuwmsudgsiaimlansslimuauls tudumszgsiad Suudnlunisneuausdid

Finvosauiiios NlenausIAe ANMUAEAINEUIY MenginTsuresauliosniiiaa,

o w ' v a Aaa v W a

10 WASIADINITAUAILAZUSNISNRLAMAIN ﬁ@ﬂiUﬂUWQG\ﬂiiﬁJﬂ’]'ﬂ%L’Ja’]ﬁ’Uﬁ’QﬂN

9

1%
= a

poulauinnIu lnggsivemuaviaseshululssmelnediyarnaingsdis 2.3 dudu
v sl (gudifendnsive, 2560)
NLUILUNTAUTAVD LD UNAATUAI NS UNTSUAID I THAZUSNNSInEa

FWeFeaulaniavd@nwviaund waznginssuvesdszrnslnenguauiueisduiie

e

(Generation V) Fafiutszvnsiiinsenined w.a. 2523-2540 Tnefiongsening 21-38

b

waztdudniignsnaiensdildnudumesidauiniigalul w.e. 2560 wazdiadifnis

34



Media and Communication Inquiry (Vol.1 No.1)
Wnldauledeaiifeundududun 1 lnedenyinisfinvianzueundindudimsy
nsfudteMIskarUINISInds ninnstiusnislugUuuulndidesiu uagidalasuaiy
Tenlutiaguu loud (1) Tewd wan (LINE Man) (2) flaumusin Usenelne (foodpanda.co.th) (3)

'
a

Grab 1138 U3EvunSuMIng (Uszwelne) $1119 (4) Lalamove Usewlne Toe U3 ananyl
39wy (Wszmelne) $1im vinsAnundedesunissuiuselend mssudmiuie was
nssuianundanduvedneundiadu seviruai wagnginssunisidauneundinduy
dodunuimslunisdifiugsiadeluluounan uazdadudodunnisdnsnavesni
foslunoundinduiidmasionndn uassuuuunITIaULUUuEY (Partner) Gady

@

ATUTT0 wardulfuunuunsiudigaunisuilan uaznisvudedname

[

nnUsTaIAYURINIsITY

o

1. Wiodnwanudusiusszninstadelunisseniumalulad Tuudnisius
Uselevd n13fuiannudne wagnissuianumdamau sewaundndudmiunisiuds
9MsLarUInsinds siruad uagngnssunisldauueundiadureanduiauiueisdy
N

2. WlofnwiAnuuansinsvesdnyagmalsEaInsmans uasnginssunisld

NUUBUNAATUEMIUNTT U@ IMNTLATUTNSINEY YDINAURUUBLITUINY

35



Media and Communication Inquiry (Vol.1 No.1)

ASBULUIAATUNISIY

nseausumalulad AuARRL A
nqisuguaﬂwamwu A5 19U
frusunT1ssudaanung waunaatu
LAZUSNISIAEY d19i5u
- Mmyfuiusslend = | sSudesnins
- NITUFAING Hy wATUIN1TINES
- MITuimu
WNARLWEAY
a
ANWIZNIY
L3 H3
UszunsANEans
- WA
- 978
4
wr =
- STHUNISANE
ax aw
35115798

H;

WEANTIUANT LY
ULeUNaATUY
dmiunnsiuds
21MN5UAY
UIN159AEY
- STYLLIEN
Fldusiotu
- Amudtunsld

n3fnwATall 1WuN15398139U301M (Quantitative Research) Failuguuuy

N15398139d1529 (Survey Research) Iaglduuuaauaiu (Questionnaire) 1uAIpile

Tunsdrsmn wagvhmsiiusvsudeyannussansivelunguauueisduing Aiflony

=

]

¥17I19 21-38 U %aLwa;fL%'muLLme5m%’uﬁm%’umi%’ua'qamwmazu‘%mﬁmﬁq

13 400 AU laen1sdrsannguieinfisansauied wasiuloyassninufou

NINYIAN-GMAL 2560

36




Media and Communication Inquiry (Vol.1 No.1)

Nan153gkazanUsena

v
a

Tums@inuaseide lansauufgmnld 3 4e Ineldvihnmsmeaeuauuiign wui
& o v ! a a

AuuAgunsAne 1 n1sfuiusvlevd Suimnudie uassuianundamay

Y

AauoUndrdud sun1sSudiomskazu3In1sinds dauduiusiuviruadnisdenis
TFuseundintudmsunissudemiswasusnsindavenguaniuesdue
IINMINAFBUANNAFIL WU N133UUsElevd ANNd1Y wazANEAMEY

Tun1stgauwpUnaATUdI NS UN1SSUAIDINNITHAZUSNNSINES TANUFUNUSN19IUIN

v v a

pgslitpd Ay AuriruafsonsltuLoUNAIATUA NI UNNTTUAIDIMTHAZUS A TInES

vaa o v

AN ANInsFuiUsElevd Suianudg wassuianundamaulunisldou

Y

LOUNALATUAINTUNITSUAIDIMSHazUSN15anaINn aeduulluulunisivirua@ng bu

vaa @

AN UL UNAATUAINSTUNISTUFIBIMITHATUSNNSIAEININ dIUNTNTNITTU

U

Cale

[

Uselowtl Suianude wagsuinnumdamaulunsldnuseuniindudmiunisiuds
oswazuInsdndetien sziuunliuiiimuadfnrenisldaunounaindudmiunis
SudsommsuaruInisindadosiduiu lnenguiiegneiinisuitmnudeglunisldeu
wnfige sesaamfenisiuivsslen ludunisfuianudetu nqufegieiuilu
Usgidunmsanilvanueundindusnldiuliig Gnnuielumsirdaneluladdon
danafeviaundfiazidonldauluiign aenadesfunguinisseuiuimalulad

= ! v Y

(Technology Acceptance Model %38 TAM) fiszy31 ms3uiussless nsiuiaina
18 wagnsTuianumdanduveanalulad avdwmalviiniinuad waziilugnginsy
nsldemilaluiian

Tngnuinaenndesiuauidovedssny Sszuunmg (2558) Avinnsdnu
Aruduitusszrinayadndnuae nsveusumelulad fauaf uazausdlaluniadu
$rvesgsivdmdivuindndiudelndoaidaisnvesnguauueistuineinuin
Tngsmngusegiinisseniumaluladlusefuiiufoed1sds wasiiimunfsenis

gausumalulad

ad

AUNAFIUNITANYIN 2 TiAuARNTdonTIduLeUNGRTudTunITTuds
FMNUALUSMITAE waInquRLatuNe daudniusiunginssumsldauuweundnduly

wiveIszevIaly uaganudlunisldnuamaudisieveweundindu

37



Media and Communication Inquiry (Vol.1 No.1)

9INNINAFOUANNAFIY WU iruaRsianistdauLeUnaatudmsunissuds
oNIuarUINTindwesnguiauuelstuneg LiflanuduiusiungAnssunisldam
woundiadu Tundvesszeziianfild wazanudlunisldau nuneaudn msings
Fregadiruadfiivioldddeusundinduiu lWlddwmanenginssulunisldan
weuwdinduusiosndla nsdifinaniderafeduldlunisiiyanassiiauniogidlnogng
silsduinannisdeuiuardszaunisaivesnu uazenalaliimsuanseanmeiimunfiy

MUNANVDINWINEINUAIN FUTUTTENINANNS TiAUAF ULazngRAnssu (KAP) 52

q

'
a1l a

1 nsiyanaaziiviauadreddaauAanginssurodniu Ussnoudetadonaioig
Tnongusogsiiugliuoundiatuaziinaidensvy viednrwansauaudlaves
aues sufunaanviruni Ussaunisal arande mnudesnns aumens usagdle
anneienie uwarangorsunluvuriuiie wardionindosinsseninennug
viruaR wagnseeuUUfoR videfiBunin KAP-GAP FedmaliiruafuagngAnsanves
yanatuliduiustuogaeiiioausly

auNRgrunsAneil 3 dnwauenisUszrnsmandvesnguiauioisiuaie lu
LIYBANA D¢ WA TEAUNTANWITLANAISAY azdngAnssunsldeuueynaiady
dmdumssudiemsuazuinisiadsiiunnseiu

MnNsvadevANLRgIu nuinguiaegedinisldauweundiedusts 4 91

Wiy 15.94 wiideiu Ineimsldnuweundindulat wu iniigasesasn fie weundndu

A o

AU LL@UW%Lﬂ%‘uaWaW%W LL’ﬁSLLEJ‘U‘WﬁLﬂsﬁ’U‘ﬂﬂLquﬁﬂmﬁJﬁ’?ﬁU wniinaudegiudenld

9 9
'

suoradunsizueundiadulal uiu fauautalunisliuinsinanmaianniign
IngnAnganasinayedngAnssunisidanutanindudiniunisiudiemisias
Uinsdndedilaunansneiu Tusueny wui ﬂﬁjuﬁaaﬂwaﬁy’qaaﬂsﬁwmq AD D18IENIN
21-28 U uag 29-38 U dszoznanfildnunounaiadulivansnsiu dalududman
pdsiildnuuneundinduluusazauaniRnliuinnsdu wui nduiegsisaestiseny
fingAnssulunisidauiesundnduluuinisiudemis wavuinssuduenansuazian
mudsuinistevesiuazmndeiliunnaiu windunuiiludmveamsliuimaien
solagans (wiind vewesled Wudu) nquieehais 2 Fseginisldruueundiadu
saiu lushusgdunsfinen nausegsiislsefunsnuniiunnssiuiingAnssulunis
THuueundindudmiunisfudsemisuasuinisdndeildunnsneiy Tundves

segghatumslida nauimegenlissAunsAnwnuaneneiu Inganssulunisldau

38



Media and Communication Inquiry (Vol.1 No.1)

woundiafudmiunisudeemsuaruinisdnds lusuuinisfuduenaisuayian

warusnssensalagasiliunnaneiu usazdnginssunisldauueundndu Tusu

USNIS5UEID195 kagluAUUSN15T8I5 WAL AINTDTLANF1SIU
¥
YoLEUBLUY

1. nqudieg1iinisueusuinalulad ewndigliiinauazainauiguy
nsatuguantAveInsliuinIsedng duludawisadialenalunisvgliunguneg
Tngianizegedsdui viefwmndnguidhmnedunandgs

17

2. M5AN®IIUATIL VINISANBNRNILANUFUNUSTENIN9AILUTNITSUS

Y

a0 £ a

Usglowd Juanudie wazduimnumdamduifseriauad uazdewgingsunisldam
LoUndlndudmiunsudsemsuazuinisdnds Fadusulsiionaazdiliasoungy
a3y fiondwmadenisdnaulaldnuueundindulunwiu fdunuideluounan
annsndnuiludiudu 1wu 813w niolafialadlunisduiudin oliidrlafieniny
B3N ARBAIUNGANTIHYRLTUINSHelY

3 ASANBIASINTIINISANYURNL WD UNBLATUA NS UNITINEIDIMNTHALUS NS

Ao o

Indefirndslifuanuieaniios 4 woundindu Fdutegtuiineundinduitliuinislu
Frusneindusiuauun Tnenssuaaudeslunisldauseundndy axveuds
Arlenlunmsiniutinvesaulugatagtu JamsAnwneundindulunguuinisinds
Tudedn felundvesnduiednefifinw uasthdofunmudnuas idovomngusoss 39
ransadmansAnwviunensekanudeslunslidnuneundindusolule

a. madnwluadsiiunsidodasiina lunduioluisenanuiludnmnm
Tasnsdunwallundunfnuesdiusms uasdeyaidednvesgliuinsuoundiadu il
dwadildududeyalunisdnuifsrfuuendindu uazneliAnesdainuiludu
waluladiviuadiy samfinisuimsians ilugnmsimunsosengsiaueunaiadunis
Sudadu wavihlugnisimungsialalueuien

5. madnwAfeluadsfidendnuiamsng 01y uazszdunisine iesain
finnsaninguiegaiinns@nudilng Sinasiseldfiaunsolinuweunandu
dmfumssudemsuazuinisindslaeguas Juilivinnisieseviyuuedusuves

51819 SuidnwaenIIUTEEINTAEASIUAIUDUY Farndin1sAnwlududu wu

39



Media and Communication Inquiry (Vol.1 No.1)

s1¢la 2z lins1uIndadseaiunisku denananisanauladenltusnisweunamdu
ae13ls wazanusmhluimuanagnsninisaainla

6. M3AnwIdeluaal denvinsfinyiamzuseanslunguiauuestune

A N a

fiflv901g 589919 21-38 U 1ilesanifunguiiiadinnd lfedumesidauiniian
Usznaufuuualiaumisgsia (Business Trends) Aifndauiusslutszmalneusednd
2561 Inpaudidunansinediszyfamsiidngdemies madulavesdinugaeoigves
Uszinalng %amﬁﬁﬂmmmG’{mmisuaqmjmLuﬁgmua% ilethluiamueyndiady

seafunisiingdenugatengluauian saudamsdnwiiulailandveinguiauiueisdu

Meuaznguuiyswes axihludnisiaungsialudla
51811581989

RN WA, (2501). FOMITUIAYY : NOUIUATULINNNITANY). NTUNNY ;
ISR BRI TN

poduY Junszuanann. (9 unsew 2561). saulail. aatei “findaie3” Tnuseuss
w57, [Vuled] duduain https://www.prachachat.net/

wIzdangAnssumslsaumesidnsieiaumalsty tiegsAasunguithunelsinge
ihmiheaudenlddoseuladlingsie. (5 nanau 2560). [Iulwd]. duduain
https://www.etda.or.th/

alvgnn nesugnd war Inuen wsananiy. (2560). Yadeluniseeusunaluladuay
woAnssumsldnunednlaivesnguaiuestuiie. 275975 JC Journal, 9 (2),
165 - 179.

Tulugwa sanvuazany. (2557). N1539en19dimAmans (Research for
Communication Arts) 15335 1au#l 1 (Wiaeii 1-6). WWNY3 : dtniun
U INRElTEEIINIETIY.

&35l Ssvvdunme. (2558). AwWFURUS TEINURAnaNAlE NsgauTUImAlulad
siauai uaznuiilalunmsidudivesssivadaudaundn wdelndes
iWnisnveenguauuatstuae. GnendwusUSyyumdndn,

UNINYIFYTITUAEAST AULINTATAANTLALHDANTUIATL).

40



Media and Communication Inquiry (Vol.1 No.1)

av1a wandeAsudda. (2554). wnliunslfluuiowonmandy Usages Trend of
Mobile Application. 275879 Executive Journal, 31 (4), 110 - 115.

gswad lasusiafios. (2559). ngwinisdears. njamwa: lssfismiszilomon,

adFUssrINsUarUIu-T1uIWYssrInsuenTIge . (2560). ssuuatamanTnzilow.
Wiules]. duAuain http://stat.dopa.go.th/

Business Trends fiaeauselutl 2017 Aulonmanagsioa1msy SME. (nunwus
2560). [1ulad] uAuain https://www.kasikornbank.com/

ETDA wigsiaahsaanginssultsumesidauazyandnoudss luinrumsoulnediaiu
ihudrdreundssendeu. (27 fueneu 2560). [Viuled] duduain
https://www.etda.or.th/

020 meaularigeenlar msuinisnaingalualulansinea. (18 uns1A 2561).

Wiules]. duAuain https://mgronline.com/

Suwapit Laxanaphisuth. (5 lWwgu 2561). f@uﬁgﬁlfﬁumaﬂﬁm ’61477’1@'57/@4@41‘1@457?&1‘1

‘Now”. [¥iuled]. duAuann https://www.thebangkokinsight.com/

41



Media and Communication Inquiry (Vol.1 No.1)

nsUasursdnununanazdadeniinadanisingule
Suuszmuemnsuandiuvanguisrinaunauiy
Exposure to Facebook Restaurant Fan Pages and Influencing Factors

on Decision to Dine out among First Jobbers

3 1 .,,I ‘l 2
SUNT 5ITRAU LAY LULUENE JEULIY

Tanaporn Tareerujakom?® and Monaiphol Ronavej, Ph.D.*

UNANED

115338898599 UN TN UsrasAlitaAnw1ALuANA 19T EN TGN YwUEN I
Uszrnsnunisiinsumladnunumanuugiiiuemsuendiu wazladeninadenis
andulaliensuusemueimsuentiuvesnguisinauneusiu Usens fe giiens

23-34 Vnpgidasumladnurunanuugiiuemsuentny vuadiegne 300 au 14

'
av a o w '

FBnsadenuuurouiny nanFIdefiddny wui fRdmaunndistuaziiaudlunsg
Wasumadnunumaiuugihiuemnsuentuliiunnseiu Tuvasdgifimawnnsng
fuaziitadediinadenisindulaidensuuseniuemisusntiudiugemianisda
Fmiouagdunsduasunsaaiauandeiy uenndugiidnelduandratuaed
Yaduiiinadonisdnduladonfuusenuemsusnthususauazfunsdaasy

ANSMANALANFNAU

ArdAy: Maasude, wadnunuma, nmsfuusemueimsuentiy, Jevhnuneudu

! fnfinwsgdudianln Angnsansmansuariedsnaty wninendusssueans

2 fhernansasdussinasnsansmansuazdeansuiavy unInendesssumans

® Master’s Student, Faculty of Journalism and Mass Communication, Thammasat
University

% Assistant Professor, Faculty of Journalism and Mass Communication, Thammasat

University

42



Media and Communication Inquiry (Vol.1 No.1)
Abstract

The objectives of this survey research are to study the difference
between the demographic profile of first jobbers and their exposure to
Facebook Restaurant Fan Pages that recommend places for dining out and to
study influencing factors on the decision to dine out. The population consists of
300 samples aged between 23 and 34 years with exposure to such Facebook
Restaurant Fan Pages. The study adopts a snowball sampling approach and
finds that people of different sex show no difference in frequency of exposure
to the Facebook Restaurant Fan Pages, while there are different factors that
influence their decision to dine out when it comes to channels of distribution
and marketing promotion. In addition, those with different incomes have
different influencing factors on their decisions to dine out with regard to pricing

and marketing promotion.
Keywords: exposure to media, Facebook Fan Page, dine out, first jobbers
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Abstract

The objectives of this survey research are to study the effects of
differences in the demographic profile of the followers of Facebook Fan Page
“Tiew Thai Tay” and to study the relationship between their exposure and
attitude toward the Facebook Fan Page. The population consists of 300
followers of Facebook Fan Page “Tiew Thai Tay”, aged between 20 and 50
years. The finding shows that the differences in sex, age, education level and
income have an effect on the exposure to the Fan Page, while there is no such
effect when it comes to difference in occupation. In addition, the exposure has

a positive relationship with the attitude toward the Fan Page “Tiew Thai Tay”.

Keywords: media exposure, attitude, Facebook Fan Page, tourism,

“Tiew Thai Tay”
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Abstract

The objectives of this survey research are to study the difference
between digital immigrants’ demographic profile and their exposure to
information and credibility toward the Facebook Pages of online news offices
and to study the relationship between such exposure and the credibility toward
the Facebook Pages of online news offices. The population consists of 300
samples, aged between 39 and 72 years, who have been exposed to
information from those Facebook Pages and are selected through accidental
sampling. The finding reveals that differences in the demographic profile in
terms of sex, age, education level and career do not affect the exposure to
information from Facebook Page of every online news office, while the
difference in the demographic profile in terms of occupation affects the
credibility of the Facebook Pages of two online news offices: the Matter and the
Momentum. [t is also found that the exposure to information has a positive

relationship with the credibility of the online news office Facebook Page.

Keywords : exposure to information, source credibility, online news office,

Facebook Page, digital immigrant
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Abstract

The objectives of this survey research are to study the relationship
between the viewers’ expectation and exposure behavior toward the
STANDARD website and to study the relationship between their exposure
behavior and satisfaction toward the aforementioned website. The population
consists of 300 samples who have been exposed to the website and are
selected through accidental sampling. The samples are asked to fill out the
self-administered questionnaire.  The finding shows a positive relationship
between the expectation and exposure behavior toward the STANDARD website
as well as a positive relationship between the exposure behavior and

satisfaction toward the website.

Keywords : expectation, media exposure, satisfaction, news website,
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Abstract

The objectives of this survey research are to study differences between
the demographic profile and exposure behavior of subscribers of Netflix
Thailand and to study the relationship between their exposure behavior and
satisfaction toward the communication from Netflix Thailand. The population
consists of 300 subscribers of Netflix Thailand, selected through accidental
sampling. The finding shows that the subscribers with differences in sex, age,
education, occupation, income, and subscription duration have different
frequency in the exposure to the communication from Netflix Thailand but
show no difference in their exposure toward channels of communication from
Netflix Thailand. In addition, the exposure behavior, frequency of exposure to
communication and frequency exposure to channels of communication all have
a positive relationship with the satisfaction toward the communication from

Netflix Thailand.

Keywords: media exposure, satisfaction toward commmunication,

Netflix Thailand
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Abstract

The objectives of this survey research are to study the difference
between Gen Y’s demographic profile and their behavior toward Netflix movie
streaming service and to study the relationship of such behavior and their
satisfaction toward the service. The population consists of 278 Generation Y
members. Using the purposive sampling, data are collected through online
networks. The finding shows that differences in the demographic profile in
terms of sex, age, education level and income have no bearing on the behavior
of Netflix service use, while the service use behavior has a positive relationship

with the satisfaction toward Netflix movie streaming service.
Keywords: Generation Y, movie, service use, satisfaction, Netflix
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Abstract

Online petition is considered as a powerful tool of social movements.
Change org., one of the most popular online petitioning platforms, enables
social movement activist to initiate their social movement campaigns to solicit
supports and collaborations from others.. Advancement of information
technology and communication makes it possible for individuals to make their
social move in the online world and bring real or “offline” changes in the

society.

Keywords: online petition, social movements, political participation,

Change. org
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Abstract

Unhealthy lifestyles, especially junk food consumption, are prone to
obesity and other non-contact diseases (NCDs) among people of every age
group. In 1997, World Health Organization (WHO) had regarded obesity as the
major problem of world population; thus, a number of health campaigns,
especially in terms of exercising were promoted for all countries. The concept
of Exergaming was derived from the combination of “exercising” and “(console)
game,” with an aim of enhancing motivation for people to exercise. Many
games under this concept, e.g. Exergaming or E-Sports, have been introduced
and purchased for home entertainment and public recreational activity as
arcade games. The advent of such games brings about the socio-cultural
changes in terms of players’ subcultures and construction of their identities.
This can be envisaged through various types of creativity: new dancing styles,
group performances and even online competitions, hence vyielding
psychologically positive outcomes of the players, particularly in terms of social

interaction, unity and individual identity via the virtual world and the real world.

Keywords: Exergaming, E-Sport, game for health, subculture,

health communication
UNin
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Physical Activity

“Any bodily movement produced by skeletal muscles that
results in energy expenditure” (Caspersen et al., 1985, p. 126)

Exercise Exergaming

to improve
phyiscal fitness
with intention,
plan, & repetition

including
strength training
balance,

& flexibility

Playing

Moderate Video games

Vigorous
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Abstract

The paper seeks to describe how viewers are addicted to reality shows
which are now predominantly disseminated as user-generated content on
online and social media platforms. Such contents are created by individuals
who want to share their life stories with others and build their identity.

Also explored are how changes from reality shows to real -life shows
affect people and the society at large, and addiction. Laws and regulations
related to the issues are also discussed for development of preventive

measures to control such content on online platforms.

Keywords: television shows, reality shows, social media, user generated content
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