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Abstract

In the context of rapid economic, social, and technological transformation,
modern organizations must develop human resource management strategies that
align with the evolving expectations and behaviors of the contemporary workforce.
In particular, employee well-being has shifted from being a supplementary benefit to
a strategic imperative with direct implications for employee productivity, engagement,
and long-term retention.

This article presents a critical analysis of the role of Human Resources (HR)
as a strategic partner in driving employee well-being. It draws on contemporary
theoretical frameworks that advocate a transition from traditional HR functions to
the design of integrated, data-informed, and human-centered well-being systems,
and reviews relevant research on organizational productivity, talent retention,
and cultural development.

Furthermore, the article offers actionable strategic and policy recommendations
applicable at both the organizational and public policy levels. These include elevating
employee well-being as a core component of organizational strategy, establishing

measurable well-being KPIs, investing in digital platforms that support personalized
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interventions, and cultivating empathetic leadership practices. These strategies are

essential to building adaptive, resilient, and future-ready organizations.

Keywords: Employee Well-being, Strategic Partner, Human-Centered Organization,

Talent Retention, Work-Life Integration, Organizational Culture

Introduction

In the context of rapid economic, social, and technological transformations,
modern organizations are facing increasingly complex challenges particularly in
the realm of human resource management. The behavior and expectations of today’s
workforce have changed significantly. Employees in the digital era seek not only
economic compensation but also meaningful work, quality of life, and a healthy work-life
balance.

As a result, the concept of employee well-being has been elevated from
a secondary benefit to a strategic imperative. It is now considered a core component in
enhancing long-term organizational competitiveness. Employee well-being is no longer
perceived merely as a social responsibility or supplementary welfare initiative, but rather
as an essential strategic element that reflects an organization’s commitment
to sustainable development both at the individual and organizational levels

Historically, Human Resources (HR) departments primarily performed
administrative functions such as payroll, benefits management, and legal compliance.
However, the evolving business environment has redefined HR’s role into that of
a strategic partner especially in promoting employee well-being as a mechanism for
improving productivity, organizational commitment, and talent retention. [Revised]
Extensive research has confirmed a strong positive correlation between employee quality
of life and business outcomes. For instance, Hoang and Kuvaas (2020) suggest that
organizations should design a comprehensive Human Resource Management (HRM)
system incorporating key elements such as training and development, performance
management, and reward systems. These components contribute directly to enhancing

employee well-being and, subsequently, organizational performance.
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Furthermore, organizations must acknowledge external factors that impact
employees' mental and physical health, including workplace stress, job insecurity, and
burnout challenges that have become increasingly prevalent in the modern workforce.
In response, HR must function as a strategic partner to organizational leadership,
co-developing well-being policies that support employees holistically physically,
mentally, and socially through data-driven strategies aligned with long-term corporate
goals.

Accordingly, HR plays a pivotal role in organizational transformation, leveraging
employee well-being initiatives as a strategic tool to foster a positive organizational
culture, strengthen human capital capabilities, and drive sustainable performance at both

the individual and organizational levels.

Literature Review

1. Happier Employees Are More Productive

A study by Bellet, De Neve, and Ward (2023) found that employees in a positive
emotional state were more successful at converting inbound calls into sales. Interestingly,
this increase in performance was not driven by longer working hours, but rather by more
efficient time use and higher labor quality. This finding indicates that happiness is not
merely a personal emotion, but a systemic factor that is closely linked to organizational
outcomes. However, Thompson and Bruk-Lee (2021) caution that employee happiness
cannot be achieved if organizations neglect the impact of excessive job demands.
Such pressure can undermine employee engagement and long-term productivity.
Therefore, organizations must shift from short-term output-driven models to sustainable
management approaches that prioritize employee quality of life alongside performance.

2. Healthy Employees Take Fewer Sick Days and Contribute to Organizational
Resilience

Ott-Holland, Shepherd, and Ryan (2019) discovered that employees’ perceptions
of the value of organizational wellness programs were strongly associated with
their willingness to participate, leading to greater job satisfaction and work performance.
Although the study did not measure absenteeism directly, the findings suggest that

robust employee well-being indirectly contributes to lower absenteeism.
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From a critical perspective, despite growing evidence that health is a foundational
element of organizational resilience in times of disruption, many organizations continue
to treat wellness as an optional benefit rather than a core strategic function.

3. Well-being Helps Retain Talent and Reduces Turnover

Research by DiPietro, Moreo, and Cain (2019) found that employee well-being
significantly influences emotional commitment and job satisfaction factors that directly
reduce turnover intentions. Organizations that succeed in cultivating a culture that values
human experience are better positioned to build and retain “emotional capital” over
time. Nevertheless, the study also underscores a key insight a single well-being approach
may not be effective across all employee groups. Organizations must account for
generational diversity in designing their well-being strategies. For example, Generation Z
tends to prioritize flexibility and mental health, while Generation X often values stability
and career development. Future well-being strategies must be tailored to these
differences to remain relevant and effective.

4. Gaps and Future Directions

Despite strong empirical support linking employee well-being with organizational
performance, several important gaps remain in the current literature

1. Lack of longitudinal studies evaluating the long-term sustainability and
organizational outcomes of well-being programs

2. Insufficient cost-benefit analysis of well-being initiatives using systematic and
data-driven approaches

3. Limited research on the strategic role of HR as a proactive partner working
directly with organizational leadership to drive well-being as an integrated business

strategy

Analysis

In today’s complex and fast-changing world of work, employee well-being is no
longer a peripheral benefit but has evolved into a structural strategy vital to
organizational survival and long-term competitiveness. Human Resources (HR) must

therefore transition from its traditional role as a service provider to that of a strategic
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architect of well-being systems that are precise, adaptive, and human-centered

by design.

Designing Proactive Employee Well-Being Systems : A New Strategic Imperative for
the Future of Work

In today’s fast-evolving and complex work environment shaped by technological
advancement, generational diversity, and global uncertainty traditional human resource
management models are no longer adequate. Employee well-being is no longer
a supplementary benefit; rather, it has become a structural strategy vital to long-term
organizational survival and success (Deloitte, 2023). Designing proactive, adaptive, and
data-informed well-being systems is, therefore, essential for organizations to remain
resilient and relevant. The following key components reflect a future-focused approach
to employee well-being

1. From Generic Wellness Programs to Personalized Well-Being Platforms

Traditional wellness programs often adopt a one-size-fits-all approach that fails to
meet the diverse needs of today’s workforce. The future calls for Al-powered,
personalized wellness platforms that use behavioral data from wearable devices to tailor
physical and mental health support in real time.

Research by Song & Baicker (2019) indicates that workplace wellness programs
can reduce medical costs and enhance productivity. However, these benefits only
materialize when programs are designed to match employees’ real behaviors and
preferences.

New Perspective: Wellness must evolve from isolated activities into dynamic
systems integrated with real-time data analytics.

2. From Work-Life Balance to Work-Life Integration 5.0

The traditional concept of "work-life balance," which separates personal and
professional time, is becoming obsolete in a hybrid work era. Organizations must now
embrace maximum flexibility and life-centered policies that respect individual
circumstances and autonomy. Kossek & Misra (2021) found that work flexibility
significantly reduces burnout and improves organizational commitment especially when

employees have control over their work schedules and methods.
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New Perspective: Work-life integration must combine smart technologies, trust-
based management, and structural rights such as personalized time-off models.

3. From Office Culture to Virtual-First Positive Work Environments

In the age of distributed teams, building a positive workplace culture requires
intentional design in virtual spaces. Organizations must rethink how they foster belonging,
engagement, and collaboration in digital-first environments. McKinsey (2023) reports that
inclusive and supportive cultures drive innovation, satisfaction, and employee retention
even without physical office interactions.

New Perspective: Culture should be actively designed through digital platforms
via virtual recognition systems, online communities, and inclusive team rituals.

4. From Traditional Training to Career Mobility Through Al and Microlearning

Today’s workforce, especially younger generations, seek autonomy over their
career development. Rather than offering standard training, future-ready organizations
should build Al-driven, personalized career mobility systems that empower employees
to chart their own growth. Canella (2024) suggests that microlearning combined with
adaptive Al improves engagement, retention of knowledge, and a sense of career
momentum among employees.

New Perspective: Career development must shift from static ladders to dynamic,
self-directed journeys aligned with individual purpose.

5. From Diversity Statements to Supportive Culture by Design

Building an inclusive and supportive culture requires more than intention it
requires measurable, systemic design. Organizations should employ real-time data to
monitor belonging, design targeted support for underrepresented groups, and implement
proactive inclusion practices. Achievers (2025) found that a strong sense of belonging
correlates directly with employee productivity, loyalty, and well-being, especially among
diverse teams.

New Perspective: Inclusion must move beyond policy into the realm of
structured systems that are evidence-based, inclusive-by-default, and emotionally

intelligent.
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6. Critical Reflection From Care Services to Human-Centered Design

In the future, organizations will be judged not only by their profits, but by
the quality of their systems that care for people. Employee well-being must evolve from
a reactive service model into a proactive, intelligent, and deeply human-centered design
connecting purpose, performance, and sustainability.

New Perspective: Organizations that master proactive well-being will not only
retain talent but they will also attract the next generation of top performers seeking

meaning, balance, and trust.

Strategic and Policy Recommendations

HR’s Collaboration with Leadership Collaboration between HR and Organizational
Leadership A Synergistic Force Driving Sustainable Well-being Strategy

Employee well-being initiatives cannot be effectively realized without a strong
and continuous collaboration between the Human Resources (HR) department and senior
leadership. This collaboration is essential for designing strategic approaches that align
well-being objectives with the organization’s core business goals, while also integrating
well-being into the fabric of organizational culture.

When HR works closely with leadership, it enables the identification of strategic
intersections between employee well-being and key organizational performance
indicators  such as productivity improvement, employee retention, and innovation
promotion. This approach allows for the development of well-being programs that
address both organizational effectiveness and the holistic quality of life of employees.

Executive involvement also serves as a cultural role model, signaling to
employees the organization’s genuine commitment to work-life balance. This leadership
engagement not only positively shapes employee attitudes but also reinforces
organizational trust and direction.

Moreover, leadership support ensures that HR has sufficient resources to drive
well-being initiatives, while also enabling the design of open, inclusive internal
communication mechanisms. These mechanisms facilitate cross-level dialogue and
continuous feedback, forming a solid foundation for sustainable and system-oriented

development.
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Key Strategic Considerations

1. Developing Personalized Well-being Systems Organizations must leverage
technology and behavioral data to create well-being programs tailored to each employee
group supporting physical health, mental resilience, and work-life harmony.

2. Fostering Inclusive and Safe Organizational Culture HR must cultivate equity,
inclusion, and psychological safety by implementing DEI (Diversity, Equity, Inclusion)
policies and creating a workplace where all employees feel a genuine sense of belonging.

3. Supporting Agile and Self-Directed Career Paths HR should promote lifelong
learning and flexible internal mobility systems that empower employees to take
ownership of their careers through microlearning and Al-driven career development tools.

4. Implementing Proactive Well-being Management HR must transition from reactive
problem-solving to predictive and preventative action using real-time data to identify

risks and design early interventions that ensure long-term employee well-being.

Policy Recommendations
1. Elevate employee well-being as a core pillar of organizational strategy
2. Establish measurable Well-being KPIs at all levels of management
3. Invest in digital systems that support real-time employee experience tracking
and personalized interventions

4. Build leadership capacity for empathetic and human-centered management

Conclusion and Discussion

HR and the Strategic Promotion of Employee Well-Being in the Future of Work In
a rapidly evolving world of work, organizations must shift from traditional personnel
management to becoming agile, competitive, and future-ready enterprises. In this
context, employee well-being is no longer a peripheral welfare initiative but a core
organizational strategy that must be systematically designed and strategically led by

Human Resources (HR) as a key strategic partner.
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Abstract

The research aimed to (1) study the reasons for choosing specialized elective
subjects in home economics, (2) investigate the attitudes towards selecting specialized
elective subjects in home economics, (3) examine the decision-making process regarding
the selection of specialized elective subjects in home economics, (4) compare personal
factorswith the decision-making for selecting specialized elective subjects in home
economics, (5) study how the reasons for learning influenced the decision to select
specialized elective subjects in home economics, and (6) investigate how attitudes
impacted the decision to select specialized elective subjects in home economics among
high school students at Taweethapisek School. This quantitative study utilized
a questionnaire as a tool for collecting data from a sample of 284 high school students.
The statistical methods used for data analysis included frequency, percentage, mean,
standard deviation, t-test, one-way ANOVA, and multiple regression analysis. The findings
revealed that (1) the reasons for the decision to select specialized elective subjects in
home economics among high school students at Taweethapisek School were at a high
level, (2) the attitudes towards the specialized elective subjects in home economics were

also at a high level, (3) the decision-making process regarding the selection of these
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subjects was at a high level, (4) students of different ages and grade levels did not differ
significantly in their decision-making, whereas students with different GPAs and fields of
study showed significant differences at the .05 level, (5) the reasons for learning positively
influenced the decision to select specialized elective subjects in home economics among
high school students at Taweethapisek School, with two positive factors identified
1) curriculum aspects and 2) environment and facilities, while two negative factors were
noted 1) teaching materials and 2) assessment methods, and (6) attitudes positively
influenced the decision to select specialized elective subjects in home economics among
high school students at Taweethapisek School, showing a statistically significant impact at

the .05 level.

Keywords: specialized elective courses in home economics, Taweethapisek School,

senior high school student
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Abstract

This qualitative study employed a phenomenological methodology and aimed to
1) investigate the history of the natural tie-dye fabric wisdom of Ban Kiriwong, 2) extract
the knowledge associated with creating natural tie-dye fabrics, and 3) propose strategies
for developing natural dyed fabric products from Ban Kiriwong. The informants consisted
of five individuals, including the community leader and members of Ban Kiriwong. Data
were collected through in-depth interviews and non-participatory observation and were
analyzed using content analysis. The findings revealed that 1) Ban Kiriwong was
a community rich in historical and cultural heritage. The art of natural tie-dye fabric
production had been passed down through generations, using local natural materials
such as seed pods, bark, and leaves. This practice resulted in fabrics with unique colors
and patterns that reflected the community’s identity. 2) The tie-dye process involved
four primary steps preparation of materials, tying patterns, boiling for color fixation, and
sun drying. Each step required significant skill and expertise from the artisans. 3) The
strategies for product development included improving the quality of materials,
designing products that aligned with market demands, creating a brand that reflected
Ban Kiriwong’s identity, and utilizing digital marketing technology to expand sales
channels. This study emphasized the importance of preserving local wisdom alongside
sustainable development. It highligshted the potential for enhancing the value of natural

tie-dye fabric products.

Keywords: Wisdom, Wisdom of Natural Tie-Dye Fabric Making, Identity, Ban Kiriwong
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Abstract

This study aimed to investicate the perspectives and expectations of mass
communication students regarding the ethical consciousness of digital content creators.
A mixed-methods approach was employed, involving a multi-stage sampling technique.
The sample consisted of 200 mass communication students. Data were collected through
a questionnaire of nine hypothetical situations and analyzed using descriptive and
inferential statistics, including t-test. The findings revealed that those who had not
participated in such training exhibited a moderate level. The study participants generally
believed that applying ethical reasoning by digital content creators depended on
the situation. Furthermore, content creators were expected to present accurate
information to avoid misunderstandings and to promptly rectify any mistakes, as they bear
similar responsibilities to traditional media. It was also emphasized that information
selection and evaluation should consider the privacy rights of individuals and their families.
Moreover,content creators should prioritize the potential consequences of their content
rather than merely chasing trends. Ethical considerations must be integrated into content

creation to foster sustained engagement and followership.

Keywords : Ethical Consciousness, Digital Content Creator, Expectation, Perspectives, Professional

Training
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Introduction

Nowadays in digital age, characterized by rapid technological advancements and
the pervasive influence of social media, content creators have emerged as powerful figures
in society. Wit Sittiweckin (2024) noted in the Thai PBS program “ Setthakit Tid Baan,”
Goldman Sachs estimates the content industry to be worth 8.8 trillion baht in 2024, nearly
50% of Thailand's GDP. This sector is projected to grow even further, potentially equaling
the entire GDP of Thailand. Content creators, in particular, wield significant influence
due to their ability to communicate effectively and disseminate information widely
through digital platforms. The speed and interactivity afforded by these platforms provide
a distinct advantage (Logan, 2010; McQuiail, 2010; Kaewtep & Chaikhunphon, 2015), making
content creation a lucrative and aspirational career for many. The digital age has ushered
in a transformative era for content creators, necessitating a paradigm shift in their
professional practices.

However, this evolution has also given rise to significant ethical dilemmas.
As Yoon (2012) aptly noted, journalists who prioritize speed over depth and breadth risk
becoming mere conduits of information, failing to leverage their critical thinking skills to
discern fact from fiction. In an information-saturated society, the demand for highly skilled
journalists who can analyze, synthesize, and contextualize complex issues has never been
greater. A study on "Journalists at Digital Television Newsroom in Britain and Spain
Workflow and Multi-Skill in a Competitive Environment" underscores the profound impact
of new technologies on journalists' attitudes and practices at both organizational and
national levels. A solid grasp of digital tools and techniques is essential for effective
journalistic work, demanding a versatile skill set. Evidence suggests that younger journalists
in smaller newsrooms in Spain, for instance, often prioritize speed over accuracy in their
reporting, reflecting broader concerns about the erosion of journalistic integrity in the face
of intense competition. (Arriagada & Ibanez, 2020)

The impact of the scandal involving a prominent content creator, which resulted
in the termination of contracts with various companies and clients, has brought to light
the significant consequences of such actions. Not only has this incident caused substantial

damage to organizations and individuals involved, but it has also led to a decline in the
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creator's popularity and sparked widespread negative commentary from their followers
regarding the inappropriate content disseminated. As content creators, producers of
information, and essentially manufacturers of 'intellectual products," we wield immense
influence over the thoughts, beliefs, and actions of our audiences. As the renowned
journalist Supa Sirimanont stated in 1987, News is not just a commodity, the knowledge
and wisdom of its consumers (Sirimanont, 1987). It can make readers, listeners, and viewers
either ignorant or intelligent, bad or good.

In today's digital age, content creation has become a highly sought-after profession.
However, with this popularity comes a growing need for content creators to uphold
professional standards and assume both professional and ethical responsibilities.
Professional ethics emerge from an individual's conscience, allowing them to perceive and
learn from experiences that affect both themselves and society. Universities play a pivotal
role in preparing students to become high- quality professionals. As the bedrock of
knowledge, skills, and creative thinking, universities cultivate ethical behavior in youth
(McCay, 2017; Kamlerttong, 1999; Srihaampai, 2000; Taweesak, 2009). This study explores
the perspectives and expectations of mass communication students in Bangkok and
its surrounding areas regarding the ethical consciousness of digital content creators. Given
the diverse ethical challenges faced by digital content creators, this research also examines

how their ethical decision-making varies across different situations.

Objective
This research was to investigate the perspective and expectations of mass

communication students on the ethical consciousness of digital content creators

Research Hypothesis
1. The perspectives and expectations of communication students regarding
the digital content creator's ethical consciousness are different.
2. Communication students who participate in professional training will have
significantly different perspectives and expectations regarding the ethical consciousness

of digital content creators.
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Research Methodology

This study employed a quantitative research design to investigate the perspectives
and expectations of communication students regarding the ethical consciousness of digital
content creators.The target population for this study was communication students residing
in Bangkok and its surrounding areas. A sample of 200 communication students was
selected using a multi-stage sampling technique. In the first stage, the population was
stratified into four groups public universities (three universities), private universities (four
universities), Rajabhat universities (two universities), and the University of Technology
Rajamangala. (one university).

The specific institutions within each stratum were Public Universities Thammasat
University, Kasetsart University, and Ramkhamhaeng University. Private Universities Bangkok
University, Rangsit University, Assumption University, and University of the Thai Chamber
of Commerce. Rajabhat Universities Suan Dusit Rajabhat University and Suan Sunandha
Rajabhat University. Rajamangala Technology University Rajamangale university of
Technology Thanyaburi.

In the second stage, simple random sampling was employed to select participants
from each stratum. The sample size for each stratum was determined proportionally based
on the total number of journalism students in each institution. A lottery method was used
to randomly select participants from each stratum until the desired sample size of 200

was reached. The questionnaire was used as the research instrument to collect data.
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The questionnaire was designed to measure the participants' perspectives and
expectations regarding the ethical consciousness of digital content creators Data was
collected online to ensure a wider reach and convenience for the participants.
The collected data was analyzed using descriptive statistics to describe the characteristics

of the sample and inferential statistics to test the research hypotheses.

Result

A total of 200 participants were involved in the study, of which 126 (67.0%) were
male and 74 (37.0%) were female. Regarding professional training, 110 (55%) participated,
while 90 (45%) did not. The majority of 54 participants (49.09%) received training through
the Thai Journalists Association. Other 24 training providers included the Environmental
Journalists Club (21.819%), the Online Journalists Club (22.20%), and 10 people training in
Cofect (9.09%). The most popular training topic was "Principles of Writing and Reporting
News in Digital Media Responsibly" followed by "Media Ethics" The overall perception and
expectation of the sample group regarding the digital content creators' ethical
consciousness was found to be at a moderate level, with a mean score of 2.7486. A one-
sample t-test was conducted to examine the difference from the hypothesized mean,

yielding a t-value of 2.61 (t;49=5.622, P<0.01), as shown in Table 1

Table 1 Overall Perspectives and Expectations of Communication Students Regarding

the Ethical Consciousness of Digital Content Creators

Overall Perspectives and Expectations The Ethical Consciousness of Digital Content
Creators
t df | Sig (2 tailed) | Mean Difference
5.622 199 0.000%* 0.13861
Overall Perspectives and Expectations N X SD Std. Error

Level The Ethical Consciousness of

Digital Content Creators

199 5.622 0.000** 0.13861

** statistical significance level 0.01
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When examining the content creation process under hypothesis. The findings
revealed a notable improvement in the quality of news presentations among students
who received professional training, suggesting that training can effectively enhance
professionalism in this specific aspect of journalism. Especially, the ethical consciousness
regarding presentation was highest in items 6 and 7, with mean scores of 3.99, 3.88, 4.41,
and 4. 31, respectively. Following this, the selection, verification, and evaluation of
information, as represented by items 2 and 3, had mean scores of 2.90, 1.90, 3.08, and
2.92. In third place was data collection, as indicated by items 1, 5, 8, and 9, with mean
scores of 2.67, 2.01, 2.58, 2.12, 2.58, and 2.12, and 2.67, and 2.55, respectively, As a shown
in Table 2

Table 2 Perspectives and Expectations among of Communication Students Who
Participated and Did not Participate in the Professional Training Regarding the Ethical

Consciousness of Digital Content Creators

The Ethical Consciousness of Digital Perspectives and Expectations of
Content Creators Communication Students
Participation Non-Participation

X | (SD) | Meaning | Xx | (SD.) | Meaning

1. Content creators often disseminate | 2.67 | 1.087 | Moderate | 2.01 | 0.923 Low
unverified information, such as allegations
of domestic violence against a celebrity.
Relying on hearsay or social media posts,
they may quickly share such content,
assuming its accuracy without conducting

thorough fact-checking

2. Content creator specifically focuses ona | 2.60 | 1.182 | Moderate | 1.90 | 1.003 Low
case where a content creator is reporting a
sexual abuse case involving a 13-year-old
girl, her 18-year-old brother, and her 75-
year-old grandfather. The content creator
wants to share detailed information

including names, surnames, addresses, and
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accompanying images on their page or on

Facebook

Table 2 Perspectives and Expectations among of Communication Students Who

Participated and Did not Participate in the Professional Training Regarding the Ethical

Consciousness of Digital Content Creators (Cont.)

The Ethical Consciousness of Digital

Content Creators

Perspectives and Expectations of

Communication Students

Participation

Non-Participation

(SD.)

Meaning | x | (5D.) | Meaning

3. The content creator has uncovered

explicit video evidence that could

substantiate  allegations of  financial
misconduct and inappropriate behavior by
a temple abbot. While the creator
acknowledges the sensitive and explicit
nature of the content, they argue that the
public interest in  exposing  such
wrongdoing outweighs the potential harm
caused by disseminating the footage. The
creator plans to release this evidence to

inform the victims and the public.

1.040

Moderate 1.110 Moderate

4. A prominent party politician, known for
his positive public image, high education
level, and long- standing commitment to
social causes, is set to run for a seat in the
House of Representatives. However,
credible sources have revealed that the
candidate is homosexual and exhibits
violent tendencies, cohabiting with a male
This  information

companion. was

immediately disseminated as breaking

2.28

1.006

Lowest 1.79 0.852 Lowest
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news and is being prepared for a special

report

Table 2 Perspectives and Expectations among of Communication Students Who

Participated and Did not Participate in the Professional Training Regarding the Ethical

Consciousness of Digital Content Creators (Cont.)

The Ethical Consciousness of Digital

Content Creators

Perspectives and Expectations of

Communication Students

Participation

Non-Participation

(SD.) | Meaning

X | (SD.)

Meaning

5. A content creator experiencing financial
difficulties, including overdue rent and
tuition fees for two consecutive semesters,
received financial assistance from a close
confidant. The source, who is currently
facing personal family issues, provided the
aid to alleviate the content creator's stress
to facilitate better work performance. The
source has requested that their identity
and the details of the situation remain
undisclosed on social media platforms.
The content creator immediately accepted

the financial assistance

1.047 Lowest

1.69 | 0.885

Lowest

6. A content creator is contemplating
producing a video featuring a meal shared
between ruling coalition politicians and a
TikTok star. The potential for a lawsuit
alleging invasion of privacy looms large
over this endeavor. However, given the
prior dissemination of similar content by
other pages, the creator is inclined to defer
to legal counsel before proceeding, even

at the risk of a delayed release

3.99

1.014 Highest

3.88 | 0.968

High
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Table 2 Perspectives and Expectations among of Communication Students Who

Participated and Did not Participate in the Professional Training Regarding the Ethical

Consciousness of Digital Content Creators (Cont.)

The Ethical Consciousness of Digital

Content Creators

Perspectives and Expectations of

Communication Students

Participation

Non-Participation

(SD.)

Meaning

(SD.)

Meaning

7. A content creator reported a death toll
of 550 individuals following a devastating
earthquake and tropical storm. However,
subsequent investigations revealed that
the accurate figure was significantly lower
at 255 fatalities. This discrepancy highlights
the critical importance of fact-checking and
verifying information before dissemination,
especially in the context of natural
disasters. The immediate correction of
such  misinformation is essential to
maintain public trust and prevent the

spread of panic and distress.

1.042

Highest

0.942

Highest

8. A content creator's decision to withhold
a significant investigative piece exposing
corruption and fraud allegations against
long-time sponsors. The creator's dilemma
highlights the complex interplay between
journalistic ethics, personal relationships,

and financial considerations.

258

1.021

Lowest

212

0.925

Low

9. Content creators demonstrate a strong
inclination towards disseminating trending
news by expanding their distribution
networks and employing provocative
language to stimulate increased audience

participation and information diffusion.

267

1.087

Moderate

255

1.002

Combine mean

295

1.04

Moderate

255

1.00

lowest
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The results revealed significant differences (t,99=5.967, P<0.05) in digital content
creators' perceptions and expectations regarding ethical considerations when presenting

content across various platforms, as shown in Table 3

Table 3 Perspectives and Expectations among of Communication Students Who
Participated and Did not Participate in the Professional Training Regarding the Ethical

Consciousness of Digital Content Creators

Mass Communication students Perspectives and Expectations of Communication
Students Toward the Ethical Consciousness

of Digital Content Creators' Level

t df Sig (2 tailed)
5.967 199 0.000**
Professional Training Perspectives and Expectations of Communication

Students Toward the Ethical Consciousness

of Digital Content Creators' Level

N x SD. Std.Error
Participation professional training 110 2.87 4.531 0.429
Non-participation professional training 90 2.58 3.934 0.423
Combine Mean 200 2.72 4.230 0.420

** statistical significance level 0.01

A majority of communication students surveyed expressed that ethical reasoning
in digital content creation is highly situational, influenced by a complex interplay of factors
such as the competitive landscape of the digital content industry, family financial
circumstances, and interpersonal relationships. Regarding data collection, the students
generally agreed that information from social media platforms like Facebook and Line
cannot be considered entirely reliable. This is due to the rapid dissemination of content
often without thorough fact-checking, making it difficult to distinguish between genuine
information and content created for ulterior motives such as commercial or political gain.

Participants emphasized the need for careful selection and evaluation of information,
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especially given the prevalence of fake news and fraudulent accounts. They highlighted
the significant negative impacts that such misinformation can have on individuals and their
families, both in the present and future. When it comes to content presentation,
the students stressed the importance of accuracy and avoiding the spread of
misinformation.

This is particularly crucial for content creators who cover news or hold dual roles
as journalists and public figures. Verifying personal and organizational harm still needs
more research study and consultation with experts to migrate potential risks.

The overall average perspective and expectation of digital content creators' ethical
consciousness among communication students who participated in professional training
was found to be moderate. In contrast, students who did not participate in the training
exhibited a lower level of perception and expectation regarding the ethical presentation
of content by digital content creators. When examining the content production process
based on specific scenarios, it was revealed that both the data collection and
selection/ evaluation processes significantly influenced these perceptions. Notably,
the perception and expectation of ethical consciousness regarding content presentation
among students who participated in the professional training were found to be high.
However, for those who did not participate, these perceptions remained moderate.

As shown in Table 4.

Table 4 Comparison of Perspectives on Digital Ethics Among Communication Students

Impact of Training

Content Production of Digital Perspectives and Expectations of Communication
Content Creators Students Toward the Ethical Consciousness of

Digital Content Creators' Level

Participation Non-Participation
X (SD.) Meaning | X (SD.) | Meaning
1. Data gathering 2.67 1.087 Moderate | 2.01 | 1.110 Low
(Situation 1)
2. Data selection and evaluation | 2.84 1.110 Moderate | 241 | 1.056 Low
(Situation 2-3)
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3. Reporting and presenting 3.56 0.972 High 3.33 | 0.970 | Moderate
(Situation 4, 6-7)

4. Following up and effect 2.49 1.051 Low 2.04 | 1.024 Low
(Situation 5, 8-9)

Combine Mean 2.89 1.055 Moderate | 2.45 | 0.993 Low

Conclusion and Discussion

The study examined communication students' perceptions of ethical
considerations within digital content creation. Overall, students demonstrated a moderate
level of awareness of the ethical implications involved in producing content for digital
platforms. When analyzing specific scenarios related to reporting and presenting
information, students exhibited a strong expectation that digital content creators should
prioritize accuracy and transparency. The in-depth interviews further emphasized the
importance of presenting factual information and promptly correcting any errors.
This finding aligns with professional journalism standards and reflects the students'
understanding of the content creator's responsibility to the audience. However, while
accuracy is crucial, the study also highlighted the need to balance the pursuit of truth with
the protection of individuals' privacy. The students recognized that publishing the names,
addresses, and images of individuals involved in news stories, even if they are perpetrators,
could have legal consequences and potentially cause emotional harm to the individuals
and their families.

This perspective is consistent with ethical theories such as Haidt's social intuitionist
model and Kohlberg and Elfenbein's stages of moral development, which suggest that
individuals often make moral judgments based on a combination of emotional responses,
social norms, and personal values. (Haidt, 2001; Kohlberg & Elfenbein, 1975; Hunsaen,
Sinlapaprasert, Aiemphaya and Kaewmamuang, 2023). In conclusion, the findings of this
study indicate that communication students possess a nuanced understanding of
the ethical challenges faced by digital content creators. While students value accurate
and informative content, they also recognize the importance of balancing these goals with

the need to respect privacy and avoid causing harm.
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These findings suggest that future communication professionals are equipped to
navigate the complex ethical landscape of digital media and to create content that is both
informative and responsible. The provided analysis delves into the intricate ethical
landscape of content creation, particularly highlighting the tension between utilitarian and
deontological perspectives. While utilitarianism prioritizes maximizing overall happiness,
deontology emphasizes adherence to duty and principles, regardless of consequences.
In the context of content creation, these ethical frameworks often clash, forcing creators
to make difficult choices.

The argument presented suggests that content creators, particularly in
the competitive digital landscape, face a unique challenge balancing the demands of
professional ethics with the pressures of commercial success. The concept of
deontological ethics, with its focus on duty and moral obligations, is particularly relevant
in this context. By adhering to a strict moral code, creators can ensure that their content
aligns with their personal values and societal expectations. However, the real- world
complexities of content creation often necessitate a more nuanced approach.
While deontological ethics provides a solid foundation, it is essential to acknowledge
the role of virtue ethics. This perspective emphasizes the importance of developing
a virtuous character and making decisions based on one's moral compass. In the digital
age, where content can have far-reaching consequences, cultivating virtues such as
integrity, compassion, and fairness is crucial.

Furthermore, the analysis highlights the concept of commercial ethics. As content
creation becomes increasingly intertwined with business, creators must navigate
the tension between maximizing profits and upholding ethical standards. While it may be
tempting to prioritize commercial success, doing so at the expense of one's values can
lead to long-term damage to one's reputation and the industry as a whole.

In conclusion, the ethical challenges faced by content creators are multifaceted
and require careful consideration. While utilitarianism and deontology offer valuable
frameworks, virtue ethics provides a more holistic perspective. By balancing
the demands of professional ethics, commercial ethics, and personal values, content
creators can produce work that is both meaningful and successful.(Gloor et al, 2018.
Contrary to the concept of Patank and Imperiali (1997) who emphasized that technology
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makes humans focus more on social needs or mimicry, concluding that the behavior is
correct and acceptable, which means an action that produces the desired and desirable
result, i.e., the importance of individual or group needs and the professional ethics of
the National Press Council (2024), stated in sections 2 and 3 that one must adhere to facts,
accuracy, and completeness.

In the case of incorrect information, it must be published immediately, and one
should refrain from violating personal rights, except in the public interest. This is consistent
with Terdthammakun's (2004) study on the awareness of Thai newspaper journalists
towards professional ethics, which found that most journalists had a high level of
awareness based on direct questions, but when introducing intervening variables such as
time constraints, competition, organizational interests, and personal interests, awareness
decreased to a moderate level and significantly decreased measuring professional ethics
of newspapers regarding truthfulness and credibility. This study examines the impact of a
professional training program on communication students' understanding and application
of digital ethics. employing Potter's Box as a framework for analysis, this research explores
how students navigate complex ethical dilemmas in the context of content creation.

The findings contribute to the existing body of literature on media ethics,
particularly regarding the role of professional training in shaping journalists' values and
decision-making processes (Potter, 1965) and relate their arguments to existing literature
on media ethics, such as Lambeth's eclectic system and the findings of Ramaprasad (2012)
and Cleary (2006). Furthermore, Phuban's (2006) findings on the development of moral
consciousness in individuals. It highlights the role of various factors such as education,
training, role models, and social institutions.

However, it also acknowledges that professional training does not guarantee ethical
behavior, especially in the context of digital content creation. Bunsamsook and others
(2013) who found that various factors, including political, economic, and technological
contexts, can influence the ethical behavior of content creators. (Mccay, 2017; Mccay,
2018). Behham's (2020) contention that balance and fairness underpin journalistic ethics
provides a solid foundation for examining the complexities of news production. While

these concepts are fundamental, their practical application in journalism is often nuanced
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and subject to interpretation. The absence of a universally agreed-upon definition of
"balance" further complicates the issue. The creation of balanced and fair narratives is
largely contingent on the individual journalist and the organizational culture within which
they operate. This subjectivity has led to calls from the public and policymakers for greater
transparency and accountability in news reporting. Notably, there has been a growing
interest in understanding the structures that underpin notions of balance and how these

structures might contribute to or mitigate imbalances in news coverage.

Limitations of Research

While this study offers valuable insights into the perspectives of communication
students regarding digital ethics, several limitations must be acknowledged

1. The sample was limited to students in Bangkok and its vicinity, which may not
fully represent students from other regions of Thailand.

2. The study relied on hypothetical scenarios through a questionnaire, which may
not completely reflect real-world behavior.

3. The analysis primarily used quantitative methods, which may lack depth in

capturing emotional or motivational aspects of ethical decision-making.

Recommendations

1. Recommendations for the utilization of research findings Government agencies
responsible for policymaking should support and consider promoting legislation that
oversees the production of content that is beneficial and creative, aiming to foster and
elevate into wisdom society. The digital age has revolutionized the way information is
disseminated, granting individuals unprecedented power to create and share content.
However, this freedom comes with significant responsibilities. As the proliferation of online
platforms continues, so too does the need for guidelines and regulations to ensure
the ethical and responsible creation and consumption of content.

2. Recommendations for Future Research Future research should expand to

include other groups involved in content production. Qualitative research methods,
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such as in-depth interviews, can be employed to gather data for the creation and

development of indicators that promote ethical behavior among digital
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Abstract

The objectives of this research were: 1) to study the needs for developing learning
management of business teachers in vocational education in order to enhance students’ skills
for work and life in the 21st century, and 2) to propose guidelines for developing learning
management of business teachers in vocational education to enhance students’ skills for work
and life in the 21st century.

This study employed both quantitative and qualitative research methods.
The quantitative data were collected from 139 business teachers who were teaching in
vocational colleges in Bangkok with commercial-related programs. A questionnaire was used
to collect data regarding their needs. The data were analyzed using statistical methods,
including frequency, percentage, mean, and t-test. For the qualitative data, interviews were
used to gather information on development guidelines, and the data were analyzed using
content analysis.

According to the research results, the participants of this research comprised 111
females (79.86 %) and 28 males (20.14%). Most of them were 31-40 years old (n=60, 43.17%).
They mostly had a teaching experience of 11-15 years (n=40, 28.78%). Their education was at
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the bachelor’s degree level (n=85, 61.15%). In terms of the needs for learning management
development, it was found that the mean score of the actual operational performance was
lower than that of the expected operational performance in every learning management
category that was associated with the 21% century life and career skills of students at
a statistical significance level of .05. The results indicated that the participants need to improve
their instruction in every learning management category in order to obtain a higher level of
operational performance. The guidelines for learning management development included:
teachers need to balance time between teaching and other duties and colleges need to
recognize that teachers need time develop important skills for students. Moreover, it is
essential to place importance on teacher training in order to develop teaching and learning
processes that can enhance the 21° century life and career skills of students, in addition to

formal knowledge taught in textbooks.

Keywords: Need Assessment, Life and Professional Skills

UNUI

[y

TutlagUuililuiinsududdnfinsiianuddgdunsiaurinusluanssed 21 Judu

<

NNWEULIUIAA LN TTNIV1N5 9 AL TNNELAZ IR UTE N UV NELAINA1IT U IUIULIN

Y Y a

lagianigagedaduinmismsAnwninisndnfsaunegieulun1sdnnisinyiive Wanlvgis ey
a o a o = a Ay v = ~ v Yy &
Anvinuweluanisswin2l wiun1sdanisfnyiluwuuifungaeudunisiseuielvlaausivinuu
(Ga1sal widlvd, 2555) Favinuelumnissen2l Anatelseneulumerinwenisseuiuasuinnssy
o Y a a ) Y aa a a ¢ a & 1Y)
NNWLANUEAITEUNA @0 WAlUlad LagdinyeA I UTINLAYD1TN (391581 W1alwe, 2555; Luaaunn,
LAUE LATLUTURA, 58U, 2556)
Mnweaudinnazandmduinuearunisduinueisnluluanissen21l Feusenaulusme

Y

23AUsENOUANNY Ao ANuEAngLLArN1SUSURT N153ENaseassA waenslufmvesiates n133dn

¥

Wdrnuazegludenuniinnuvainvats Msiludndnfiinnuundedieo nisiduduinasziianiiy
v a ! Y A= o aa ) LY = 1 ' v a 1 ! 4
SuRasausanti BeinweiinluinweNniisauniiag dndvinis valudssinauassineusemelaly
AaudrAyuInualuefn esninwedindanud1dyiuliToudsseaulszaufinyina
fiseudnwn ieliAavinweawsathlUldlulagiuuasowian (vine Wgugny, 2557)
N32N3WANYITNTIATAILNUENSAIANINTENTNANYIBNITT @RS UAULNURIUNA8T6

EVSANERSYIR(N.A.2561-2580) T T usnusdunuanluniswauusesmeilaussnalulusigiaen

73



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

'
o

PLun® Juatsrultidl i un 18 wweu 2562 TaadidsviAuAansens9AnISN1921952 UULND LA

3

(% ]
Y % 1

Aiseuiinu3 vinwe dviruaRngnaedetuiles INugudinidiuae nmsssu i Jo7dw uay

Y Y o9

a v <

Junadieanduuds Jaunugnsaansatuilld nvusgnsaansudnsondu 6 gnsmans lnad

]

s I saa v v v v A o I ~ ~ [
YNSAAANIN 1 LUUQWﬁﬁWﬂ@iWllﬂ']'lllﬂm‘wuﬁﬂimﬂH%VIﬁ]WLﬂUIUﬁW]iTI&M21IﬂEJG]iQLuEN'R]']ﬂLIIU

4

gnsAEansluNISHAINANEAS NsEUIUNITIANISSeu; nMsdauazUseiliunaniiidmaneiieli
gNTLAUANNINYDINITIANTANY JITHUTAMSNBULAUNINTFIUNTANB1VRIVR AHadugND
NaN95eugediu Hinven1siiouinaseunqauien1uivIn1g 1 INTIn aennqeaiurinued

ndulusmssun2l wazvinweludunlaa (hsensdnudng, 2562)

(% =3

faudImangnsunuUNaeNISANITUN UFIUNNSANTIY 2551 agAmualivinwedin

Y

o Ava =

JuaussougdrAgnfisounnauialdsuniswauiamesdinuanus anuda n1saseduiussud
serdeuema N133nn1stamkasanudandwnagegamingay nsusuimliuiunsuisusas

YOIFIAURATANINKINABY $INNANANgANTSuliN TR Tidana nsenusionuiesrau Joaiu

a a

auadlunzAuty wardan1siuiinegrelussaniamliasnndesiuinusssuuasdny (NS

[y

@SN, 2555) uannuingensddaymiiedunug S use

1
Y Y

lddnazidunginssuidesmnsguain
WU N13AIATINLLIBTUATNREABLTDY NISUNITEUIAYRELaNEn N1sianfindeoaulall Fedana
AaNSHAILIAMANTInTaAULVY UONINUUREINGANTIUABIMEVNINAING 1EIdmarinliAn

Yy umuunegesaiiias nsenusan1sHanwariaIuINIaIALYIUTEINA taglanizl 5oy

o w 1

N = 1Y) N o a A adw I Yy o a % &
E]'Wnﬁﬂ@'ﬂ)u53@UU§3ﬂ’]ﬂuEJCUG]T]GU’WJ'WVW]EN@@ﬂLL‘UL‘UuLLi\T\ﬂua’]ﬁﬂJ] LL@@?EJ'JEJ‘V]@EJ']ﬂE@EﬂﬂLV]ULL@%

L4

rosoeninauluanulsznauns iU TRnwaenedaleswasuindsvaun1salinus Tin

¢ '3
Y a a L3

resUszaviuduanaulutinusedntu (meondnd UdIne, audud anngug, wasuuady Wisunas,

a = 1< a \

031 Jud

a

2560) FRTUNTHAMUTINYLY @AYo edavas M eIteanens 81315duavUnases

[

a v ] Yy a a A Iy Aa ada v Y vy a PRy g Aa  da
V]m@ﬂLix‘]ﬂ@JﬂﬂﬂLLagﬁlﬂﬁJ‘lﬂfViQLﬁEJ'UQJWU%']uGEJ@\TV]ﬂUz%UmW@ﬂqmﬂiUﬂju LN @IVQLTEJUZJWUE']UGU'JWV]@

<

a

= Aa da vo g a PN Y
Nﬂmﬂ']WGU’JWV]ﬂ E‘Uﬂisﬁﬂquﬂ@ ﬁmﬂiy]ﬁy]'ﬂu%'mwgﬂ@@%wmqgam (NUN WIUNDI LLaZﬂm3,2562)

Y Va v

ndynidnantnwuiailbigidedanuaulanazfnwvanudesnisdndulunisimmn
IAN938UIVRIATTINAIUAIERTIFEN I NOWMUITIN BE YRS HUMUBITNUTON TV LA TIN We
FInr3an15m59730 e teyaanmidslunwnukasimuawumslunswaulvaennqesiu

a dl a g 1
anmasesiindumeld

74



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

(% s a o
MUITAIANITIVY
1. wefnwiarudeanisdndulunisWauinisdanisieuivesnsgsialuasendfnwm

eIy s sugn LAz inlumnssen 21

'
) o [

2. DU NANBRUINIINITNAUINITIANITIT8UI VeeAFT TN lUa180 T IR N LN B WAL

Vinwrvesiiiougn1sinauLazms@inluanissen 21

NIDULUIANMUAATIUNTITY
miTeEesnuFesmsdndulumstauinisianisSeudvesnggsaluaseddnw
ilomunvinuzvesfifougnisvhautagisadinluanissei 21 TupdaillaldnsouuuAnuuuin
WnwrdInuazni15v191ute9 69251 uln warAmz(2561) TIRAUIAINNTDULLIAATES
Partnership for 21° fiuUsnuzd1un1si1sediauasnisinauesndu 5 drudreduldun
1. #un1sBangunagnisuiufa 2.8 1uanufngil uuagnisiiinues 3. Auinvenisidiien
4 sunsiuyuUsEansuavesnules uag 5.auanududiuazanuiuiaveu wavairady

NIDULLIAAYBINTIFLLARIT

YV a a

1.1153nnsiseusineliiSuinaiy

Y

A ] [ Y
E’JG’IMQULL@%WWUTUG]’J

v o &
AanuaeensInduluy y v gyva o
2.1353AMTISeusL e liisewia

ANSNRIUINITIANS a ol X
ANUANSLSUWAENITTUIRNULD

SeusveeAssINaluany

YV a a

3.039aN5SpusLite v SewAnvinye

Y

N PR
DIYIANWILWNDWEN U

% Y a 1
WinweaItIeudnIs SR
YNIULAEATITIN LU
a ) = v oA Yy a
ANITTEN 21 > 4.1153AN5SEUse LS awAANTS

NN UUTEENONAYDINULD S

5.1153ANTISeusL e LS euilady

Juuuaranusuiinveu

ANA 1 NTOUBLIANUAALUNITIFY

75



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

3BATUNTIVY

Tumsanwizesenudesnisdudulunsiaunmsiansiouivesnsgsisluasedafinw
W et aunwzveaissug nsvinautai1seiTaluanissei 21 Wunsideidanssaun
(Descriptive Research) lngfimuaisduiunmside daszneuluseride Ussmnuaznguiogn
13 el ofildlunismaAvsivsndeyauaznisnsrsganin InsiAvsivsndeya uazisns
Anszvideya taeldTBmsng dedl

1. M3AnEIFuATI91Mena1s (Document study) Tns@nwiainienalsiiieados laun
wifsdo #1931 18NATMIYING UnANL Ineninud 1891uAdesneg MAades uavdeyanidu
unasiluiuled ineq iileunlderdsuszneunsinulitauysal

2. 3@ nwIn1aauy (Field Study) 10 un1s@nwinazsausindeyaninauiulaely

wuvaeuny wazkuvdunvaliluesediolunsiiuniusindeyasnnguen

Usernsuaznguiegg

Uszansnialunisivg

Usznnsnltlunsideasaiifie asgsialuawentfinwaininerdeedidnundsindidnau
ANENTTUNITNITBN AN Tunsaunnamuasdnuig 212 au (@inauanenssunisnsedifinm,

2562)

ngudidadeldlun1side

(%
[

' Y | A:l' a v S a a =2 (Y a (Y
ﬂqum'ﬁ@ﬂ’]ﬂ%lﬁ‘l\lﬂﬂi’ﬁ]EJﬂi\‘i‘LlﬁE] ﬂzﬁiﬂ’ﬂiua’]ﬂﬁﬂ‘mﬂﬂ‘lﬁ MUUAILNUINNAININGIREY

] % 1

91%AnwlunIuNNUMIUATLALNIUITH UMD g1 IMUUIRIZAzLUUTWEY TUIU 139 Aulay

9

AIMAINGATNIIAMUATUIANGNAIDE 1N TUANTIVT LU TENINTNTAAY WAz vUAAINARA

] 3

Ao .05 (3¥F UseAns3gaug, 2550, vt 155 91984 Yamane, 1967) Inengusagenldlunis

q

[ [
v A

WeaseilAe ajgINaluatee¥ifinwianingrdeerdfnmdeind1dnauanenssunisnis
218NN TUNNUMILAT T1UIU 8 U3 FelAU191NNTEUFAIBEMULUINGY (Cluster Sampling)
Inaldaninendee1TIdnwiin1siseunsaeuduuImsssne uarneluusaznguldnisiiudaya

Y ad | o a . . aa °
H8TBNsguRUUTRBY (Accidental Sampling) MnAgNdANNaEAINtUNITABULUVEADUNNY T11IU

v v
Y 1 Y 1 =

Madu 139 au 19l nquiegiidndiumangannninnayeegadany Wewinasiasuluaivy

q

shaluszAvaTdnwvesnguvmumuasimengaludadiundn Jadunaanlassasisidauly

=CN

A183FNAING LagdanAFaIiUNITLABNNGNAIBENIINADUAN YD

76



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

lududoyauuimanisiwuinisianisiseusvesnigsnaluaiveiidnviienmuinye

] o

VoL 38ugn1sINULazA s TInluanssen 21 Wy §Idelduuudunuallunisiiudoya lnald
BnsduMualdadniuaggsnadiui 5 v sadadenlagldisnsAnideniuuiatzas (Purposive
Sampling) lng#arsaunanasniluszaunisalasuluagendiiny uazilunumlunsimuivangns

wIeNTdInnIsiseusiiiedaatuinusiinwazeninverisey

N
n—=———
1+Ne?
. 212
"~ 14212(.0025)
n =139

wsaslianldlunisnisiiusiusiudayanaznisnsnanunn
o A A = v -
wsasilafldlunsiiusiusiudoya Ao
1. wuvaauny lnsuvauudeunweendu 2 noufe
moufl 1 1luraufifidneuiduwuudauden (Multiple Choice) lneuiieaiutoya

lUvenaukuuaUny

< a vaa

t:l' ) o a [ a waa a o v a v
maun 2 Wumaunegatunsufianduasuagnisuddanaianislunisdanisseus
A [ v Y ! [ o Ha a S o <) 1
iaimuinwevediseugnsvintnularasadlinluamsswi 21 lnedidneuidunuuuingidiu
Uszaua (Rating Scale)
2. WUUAUMWAlLININSARLIRRLINTIANISISBu vaeagsNaluagodidnyiie

WAL IN v Rl S eugn 159N URAL AT In luAR IS TN 21

14

35N1563191AT99UBUATNTINTIVFEDUAMNINLATINID

LY

1. fiweenwuuiasesiiolunsiiusiuTndeya Aouuudeuoy uazwuuduniuol
2. {3ptuuasunukas LU UAUN Bl lUTe A NB AT BN T B N5 IERTIEeY
ANURTIBLilan (Validity)

3. fideuuvasunlunaaedly (try out) Audiegns 30 YaLiensivaeuauidilalunis

) ¥ =

ADULUUADUNIULAE AU BN ULA8AT MAdUUTEANS woan F9A19 A2 wanIDasEAUANLAIA

'
=

Yasuuasuny lngAfilaazieegsendng 0 i 1 Fenaduussavsiainladandlng 1 un

77



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

wUainfianudedugaiaen ndvdUn, 2545) Fanuhadudszavsueanvesnsouuiaiianiuin

Tadianvinau 724

Wnsiiusausaudays

dayaugugdl (Primary Data) \Judayanildainnissivsaudeyalag

a9 U

'
v Y

1. degailuvesnouluuaaua1y YayaseAun1sU URNISIANSIS 8 U3 Lagseauns
FansBeuiiaanidudsuuiiiedestunsiamuvinuzveiiougnmsvhauuasnsissdinly
AnsTeil 21 Hu fAselduuuasunalumadivdeya Taensdsamnsvearmeyaseilunisno
wuvasuauluninedeeiidnudsindrinnuanenssuninsendiane lunsannumuns
U 8 Wik

2. foyauumensiauinisinnisiioudvensganaluasordi@nviilewamninuzues

VA o

a | ° ° ANa ~ H v ) < v Yaa
Seudnsvinuaeasadinluanissun 21 dud3Telduuudunivallunisiiuteya lagldisns

Y

e ey

=€ o a o

UNWABENTUAITIAITINAU 5 v

oM}

1% a A & > Ay v = v v awv o
Uayannei (Secondary Data) LUUﬂ’lii’JUi?MﬂJ@yjaﬂlﬂmﬂﬂﬂiﬁﬂ‘lﬁﬂﬂuwg’]ﬁ]’mﬁ’]u’mEJ‘I/]
0

v A

Aetes nilsdeadd nasnsugiudeyaosulataindumesidaiiiotunddsznounisfnulng

1

ANHANYTINNTY

ALUSNANEN ﬁﬁaéfaqmiﬁﬂwﬂuﬁmmmﬁmmﬁ%ﬁuuazLLu’Jmﬂuﬂﬁﬁmmmﬁmmi
= v a P A o Y] v | ° ° Aa a
SeuseeAgIINvluagTIRN WO INYe oIS sUdNTIN N ULAL AT InlUAAITTUN 21
AIUUIIVINNISANYIAILUTANULUIAATIN WL TINLALDITNANU LA N WL IUARITTYN 21 NUTENBY
Tuie 5 au laun fuenudavguuazn1susuia AumuAn3sLAENISTUINUDY AWTINYEN1S

dndspu sunsiiunardauaznsisuReweu waziuauludiiwazausuingeu ity

ad a [
wnnTeideya
NTIATIEVTeYaIMNTUABUAAT]

1. mynzideyaluiuvasuniunauil 1 hlalaen1smainud (Frequency) Anseeas
(Percentage) tieaSunednuwanluvenoudeuny

2. MINATINTRUALULUUABUNUADUTN 2

2.1 MALadeY (Mean) ioadu1eseaunTUJURNITInNsIseuase uagseAun1sanng

= v o < A v Y @ @ o | o ° Aa
Seuinaanislulssiuiingadestunisimuninueved T eugnsinaunarn1sasadiialy
ANITTEN 21 waathAadslunaaeuauuRgIumeAIada t Luunstindeyantaeenguiaukniy

Y

fiu ( Paired t-Test ) Wiagindiauunnseiunislyl

78



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

2.2 madail PN esAaudasnssudu (a3ua deande, 2558) antutiin
Seadduiiomeanuddyuesusaiuidelusdasdnuiliduesdusenevvetinuenismsdinuas
nsvhauluanissed 21

Tagl @dil PNl = (1-D)/D

| = AfiunuaudfgesanATazidu

A [ A

D = Afiunuanudrfyvesanmiiiduais

3. MFIATIEAVBLRIINNTEUNEA! IA8ITNNTIATIENLBMNNIINNITEUN1BA] kaIUNUN

U

asuilutsziuuumddunisiaunisdanisseudvesaggsfaluaive@ifinyieimuiinyvsves

q

ALTeudN19INULAzA S WInluAnITTURN 21

NAN15IY
1. dnwazniluvangusiiagng

nausegdumamdannninevelaailumendgediuiu 111 au Jdadusesas 79.86

I’ ?J:éd

Feflduau 60 AuAnlluiesar 43.17 Sdwiulszaunisalnisaeu 11 - 15
U duau 40 puAnludesay 28.78 aumsanwiluszauuSuaasunnnusyann Tnadulseyun
M39UIU 85 AU FeAnLduTeaz 61.15

2. NAN1TINYANINGUILEIA

a

2.1 muingussasddod 1 iefnwimnudeinisindulunsiwuinisdanisseudvesns
gsnvluane1WIAN NaN1TIFENUI
funsIanIsiseusina lifiandnuganguuaznsUTUAIva Ty

AnadgvadseaunsUURSlun1TIAnNsSeus eundiseaunisufjuariaianislunis

'
a

Y
[ = <3 1 ' =] v v o aa Y ' | Y 1 =]
ﬁ]ﬂﬂ?iLiSUﬁUﬂﬂﬂi%L@Uﬂ@ﬂ DYNNUILAVUYEIAYNNADAN .05 LLamMmmmqumamqmm

J v A

v a v [ a 3 ! Va2 a va a LY d'
G]’e]\‘iﬂ’]ﬁ/l?\]S‘W@,.I‘Ll'm’ﬁ‘ﬂﬂﬂ’]iLiUuﬁunﬂﬂﬁgLﬂuEJ@EJIﬂWUUﬂ’NiSW U%UQUG\%?QIU‘UR]‘\J‘UU LA S LD

a v o & o o a Y Y] a [ Y a a |
Liﬁﬂﬂ?qﬂmaﬂﬂqi‘ﬂqLUUIUﬂ'ﬁWWU']ﬂ'ﬁﬁ]@Iﬂ'ﬁLﬁﬂugium'ﬁJﬂqi'ﬂfﬂﬂ']iLﬁEJuzLW@I‘ViLﬂﬂﬂ'ﬂllEJWViEJ'NLLaS

MIUsusweaSeuaInUseiiugosniual PNI a1nunnlumtdeslinadsil

v a v a

a1l 1 Innsiseuslvdiseudsudidiuunuimuasninivesiseu
o o A v A

Y] a vy o = = a a ay o a
ANMUN 2 Gﬂﬂﬂ'ﬁlﬁﬂug‘[fﬁmLﬁEJ‘NTUllaﬂ‘Uﬂ'J']ﬂJLﬂiﬂﬂLN@LNsﬁmﬁﬂmlﬂJﬂqﬂﬂﬂ

Y

AIUNTIANTIREUTIND LT ANAMUANSISNLATNTSAUIAULEIYD LIS

Woundnszaunisufuanaianislunis

aNe

AnadeuaIseauNsUURaslunsIanIsiSeu

v v o w

v = <3 1 1 = aa Y @ J 1 Y 1 =
"U@ﬂ’?iLﬁEJU?ﬂUVlﬂUiZL@UEJ@EJ DYNUITAVUAINYNINADAN .05 LL’d(ﬂ\ﬂ,‘VILMu’J’]ﬂQNW}@S’NﬂJﬂ’J’]ﬂJ

D) ©

79



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

'
1 v a a wva

AoansfazimuIN1sdnnsiseuslunnusenudeslinvunitseaunuufasedutagtu wazide

Sosnnussansdulunsimunisinniseuslumunisdansseuiieiaaduauan3isy

warN1ITUINULIvRIsEuAINUsEIAugER AT PNI 9nunnlumtdeslinanail

a1aud 1 damsiseusiidiseunasunsanidudine g mnenaald

'
o w

aaudl 2 Sansseusiidiseunadmuneanudnilusserdunasssesen
aunsInnIsiseusna lvifavinwenisidndeauvasiseu

ALadgvesEauNsUUReslun1sdantsiSeus Yeunitsedunisudanaianidlunis

'
a

Tan1seuslunnussnudes sgndiseduiedAgn1eadan .05 wandliiiuiingudiegadiany
AoansfiagimuIn1sdnnsiseuslunnUszinudelinvundtsea uivfuRassludagiu wazide
SesrudesnsiudulunsiauinisdanisdeusludunisdanisseudiiieiAninuelunsdh

é’mmaqQ’L%&Jumﬂﬂiztﬁusjaﬂmmm PNI annunnluvntieslanasadl

o A LY

° a Yy = Yy 1w o
anun 1 f\mﬂ’lilﬁﬂuiﬂm‘{Liﬂua@a’lﬂﬂamﬂﬁmLf\]uLLazmx‘i‘Uizmu

'
o v A

a1aud 2 Famsiseusiadiseudnlannuuanieseniiuang
f1uUNFIANTSISBUSINE LR AANSINNNANAALAZNT3SURAYUVIKTEY

ALadgveIsEAuNIsUURSlun1sIantsiSeus Yeaniisedunisudanaianislunis

'
aad

[ a [ 1 ' =] v v o w Y < ' | Y | =]
ﬁ]@ﬂ?iLiﬂUﬁUﬂﬂUi%L@Uﬂ@ﬂ DYNUILAVUYEIALYNNADAN .05 LLﬁ@\ﬂ‘VTLMU’J"IﬂQQJGﬂE}EJ’NlIﬂ'J"IlI

v d‘ o (Y a < ! Y2 ! v A jawva _a LY d‘
Aean1snaeiauINsdnnsisouslunnuseinudesliafduniised unujiaesdudaqtu uasiile
Sosnnusisansidunsimunsdanisseuiludunisdanmsseusiiebitiansiiunandawas

Y a ¥ a =3 1 | v 1% o &
ﬂ?igiUN@%@UﬂJQ\‘]f{‘J’LiEJ“LHﬂﬂ‘Ui%LWUEJ@EJGHNQW PNI ﬁ]'mmnlﬂmuaa"l,mmamu

LY

° A o a Yy a a PN a a a
armun 1 f\mmiLiEJuiﬂwngLiEJummiLaaﬂmﬂﬂﬂisa%mmmm%qm

LY LY

a19Ul 2 IANMSISEu IS euInaUANNAIAYVBIAIRMIENITIHEY Wazaslavinli

UTIQNA

gunsdanisseudineliiiaanududinuazanuiuiinvauvaise

AnafgvaeTEAuNSUURASslunsdansiSeus deenitseaunisujuanaianilunis

aad

L = |3 1 1 = v v o w Y @ J 1 Y 1 =
‘ﬂﬂﬂ?ﬁLﬁSUﬂUV]{ﬂUiZL@US@S DYNUITAVUAINYNNADAN .05 LLﬁ@\ﬂ‘ViLMu%WﬂQNW}@SNﬂJﬂ’JWN
£ % a v [ a < 1 =3 1 v A |awva a LY d'
G]’eNﬂ’ﬁ‘VIQS‘W@J‘U’]ﬂ’ﬁ“)@ﬂ’]ﬁlﬁEJTJ?LUV!ﬂUﬁ%LWUEJE’JEJIMWU‘L!WJ'HS@ U%Ugum%ﬂuﬁmuu LA LD
= v o & o o = 1 o = v A v a & Yo
LiEJQﬂ’]’WlIG]ENﬂ’ﬁ"U’]LUUﬂ’ﬁ‘W@J‘N’]ﬂ’]i‘-ﬂﬂﬂ?iﬁﬂﬂiﬂﬂﬂ’]ﬂﬂ’ﬁﬂﬂﬂ’ﬁlﬁ‘&]‘ugLW@IWLﬂ@ﬂ’NNLUUQH’]LL@%

v a Y al =3 1 1 o/ 1% o &
mma‘uwmawawLﬁaumﬂﬂismuaaammm PNI mnmnlﬂmuaalmmamu

o w A Y = D Yo ° I P2 Y a IS
a1eudl 1 dansiseusidiseusdnnisiaaudavesauinldlminusslen

80



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

'
aa N

AUNDU
Y

YYvaa YV o ¥

a1auf 2 dnseuslElseusInnsaseduiusnm
2.2 pudnguszasadan 2 weiauauumnslun1siauInsInnIsiseuivesazssialy
d1g1Tfne nan1TITenU
1. fumsdansseudineitinanutanguuaznisuiudivasgiseu
< Y a Y v v v oy o v o v
1.1 Yssiaumsdanisiseuiidseudsuiadaiuunumuasniivesiseuy

Y Y A

1.1.1 anugasanudainisandulunsiauinisdanisiseudlidiseuusudn
ihfuunumuazntirfivesdBeu

1. gaoudshirosdlamaiianisdansiFoudiiagsilig Seud fuiudhiuunumuas
wihfivesiiFou Iuhlilildnioumnundoslumsimuwinuesudanaliiugisou

2. fapulsifinalumsdunagifoudesanimszlunsuiaveind dudiuauun
uenimilenmsaeuilanufnwineunmneligaeulssuiinvey

1.1.2 wanslumswannnissansiFeuiligSsuusuiadrivunuimuas niig
VOITY

1. anufnwAIdInliiiniseusudsnisdanisiseuivsemaian1sdnnisiseus vy
Haoululsuiunsiannsinugmsuduslididuumumuasmifive sy iFeu

2. aouAnwmsinlidiszuunisimedaeuluuszinunmsiuuinye nsuudali
iihfuununsazmifive sy e

3. anufnwimsadenun sz iiudaouluFosanuddyvesnainioua
wiounauddnnsiseusluvieasey

4. anuAnwiesliannudAyduduiunaildlunssanisssuvesaoud
BTINIG

1.2 UsziunsianisiFeudlvigiseusuiiefuanuaioaiomwdyddlianan

1.2.1 anunvasanudensandulunswauinmsinnisseudigiseusuiiany
ananaTeailawdydeilininaa

L4 L

1. asudiliresitilawmaiinn1sdnnisseuiiagyiigiseusuliefuanuasoniiie

[

wdgydsilinindn FeilildlfiedonanundeslumsimurinussusinanlriudiFeu

2. gaoulsifinanlunsimundiFoulusiusngn iesnnldinarlunisdanisiFeus
Tuseivn wienannsuvesanudnwlnedulng

3. faeudilireniihlafannudfuesnisiuiiefurunadonvesisouilomdads

av o a
Plupndn

81



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

1.2.2 wuamslunsimunnssanisSeuilvgseusuiiefuanueionidemdyss
lsinnAn

1. anunwasardaaiudaouliiiulselovivesntsfiFouarunsasuiedu
ananaTunidlowdaydsiilinnfn

2. anuAnwmsazeusuvs e aeulidnnisiseus e sanmu s euln
Suflefupnuasaiiemdydiliniafn

3. annuAnwienaardanisuaniUdsuiseudivanudnudugluFosmisiaundFou
Tannsosufloduanueieademdydilinafe

4. anuAnwiesantanssuilisndudansgnudenisdanisisuivesdaouily
Vo SguLazUaNiD I

2. FrumsdansFeuiialfifnanudnsizuuaznistiiiaues

2.1 UssiunsdansBeudlifGeunununmsdnduiinielugidimaneiiai

2.1.1 awmnvasnudeinisinduluniswmuinisianmsseui W iseuang
wunsdndudiadelugithuaneiindy

1. faoudslidenitlafisanudidyesmsfigizouasdesnununsaniudindie
ugidmnedisaly

Y Y a

2. faoudilirssidilamaila wardsn133nNITSeuINe RS s ua1N SO

Y

o a  aa -'-ﬂl 1 d‘ :.J/ 14
wrunsanduInie lgivanenaall

Y Y A o

2.1.2 wuamslun1siannisdnnsseudligiseunarunsandudinielug
Wnuneniaeld
1. anwfnwmsdeasulvigaeulmdnsiunisevsusuuuunsinnisiteusivig oy

nziszduasulinsanunsaasuinueSsulinununsaniuiosasaiudinlugidmune

PaalAla

2. fasumsissusnaoniawasduluuegenalniuiseu lnaaniz3snisdanig
Seugiveiavinuelvdqiiugiseu

< [ = YyA 3 o < 3’/

2.2 Ysziaumsdanisiteuilidteunsdinineanudiialussesdunasszazens

2.2.1 anunvasanudainisgnduluniswauinisdanisiieus IS
aatuuneanudsalusserdunazszezenn

Haoudslaiidnlanszuiunsiauauegntes viTlivnnsiaudisoulusenis

sraldnuungANEn L%Qlﬂi%ﬁ]%ﬁﬂ&ﬁ%i%ﬂ%ﬂ’]’l

82



29ASUIRNTINAITUIMITNITINNITUAZNI9E0EIT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
YN 2 atiun 1 U 2568

2.2.2 LLu'Jmﬂumiﬁmmms%’mmsﬁauflﬁé’f%auﬁau’]mmamwéﬁLéaﬂussaz

¥
[

AULATITEZE1?
1. anudnwmsduasulviaeulasuniseusuiininluisenssuiumsaunukay

mssisdhmneanudusafigniesuasUjuRasele

P [ v

2. anuAnwiasduasuligasulasunisevsumeiln Wasunavimuifisoulv

=3

& o & o
ﬂr]llr]iﬂmﬂL{]r]‘ﬁllf]ﬂﬂqulaqL5ﬂ1u33833u&65§3EJngq'QLTJu

3. é'humsﬁ'ﬂmiL'%ﬂuiftﬁa“lﬁl,ﬁﬂﬁnmmil,%’ﬁé’aﬂmaaQ’Fsau
3.1 UixLﬁumi%’ﬂmsGauﬁlﬁpﬁ@auﬁamﬂﬁa&m%’ﬂmuuazma‘dim?m
3.1.1 swguasnnudssnissudulunsiannnissanisiFeudligiseudoansld
agnetAlauLATATIUTELAY
;Eaaué]’wmLMﬂﬁﬂiumﬁhmiL‘%auiﬁ%ﬁﬂﬁ@%uﬁamﬂﬁashﬁmﬁmuazma
Useiiu

Y Y o

3.1.2 wuanlun1sWaRINIsIan s eus i Seuieansldegretaaunaznse

U
Uszihu
= U a Y v b4 Y VY 14 % dl
amuﬂﬂmmsﬂmammaiﬂwmaaauuasqwaﬂmmmgLLazm nugluls9anis
dl' z-:l'el a a (%] I3
FRANTNUUTZANTAIN VYALAULATATIUTELAU

3.2 Usziaumsdanisiieudlidseudilannuuandnesendteyana

Y v a v

3.2.1 aunvasaudain1sgnduluniswawinisinnisiieus R s oud

g
Tapnuuansnesznineyana
FaoussnamaiansdanmsiSeuiieshlifSoudilernuunnsssninsyana
3.2.2 wwanaluniswauinisdanisiseus s sud1lanuuananesendng
UAAA
anuAnwisdneusasilitudasunas S ouliianuduazinweluizosnish
ANUTIANLUANFANTENINNYAAS

4. AUN1TIANSEUSLNE AN SINNARAALEENSITURAY UYL

a

4.1 UszihumsdanisBeudligseuuimsnanlifiaussansanannign

4.1.1 angvasanudesnsindulunisiauinisdanisieus RS euuims

LaliiaUsEANS A NIINEa

83



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

1. fapudsnawmaiianisdnnisiseuinagyiidiseuuimsiianlviiausednsam

Y

2. anAnwliiuauddgyvesnistnligiseuuimsnatliinUseansam

Y Y A

4.1.2 uwanslunisiauinisdanisiseus idiseuuimsanviiauseinsaiw

Y

WNAiga

Y v a ‘/L?Jd =

1. faounisdnnanssunvinlig s eulaiudwselevdainnisuinisianlvd

y
Usgandnn

2. fapumsoonuUUMIInNsBsuiimuninue s nauRuEesan 1wy Msdiy
m’mﬁ’wﬁmENm3fimul,wiaz%uﬁmawm’181‘151’;31’%8141/‘1"1

3. aaudnwimslanudidydunisiinaidaeulunisaniswamninuzdug

yonteanmswisuaaulusiedan

Y ¥ A (%

4.2 Usziaun1sinnisiseus W13 sudnainuaitudiAgyvasd einegaaens

Y

HY wazaslliavinliussana

4.2.1 anugvasanadasmsintuluniswauinmsianisteuilidiseudaaau
AnuddnyrasieAnsgfaenisnnauny wazasiiavinlviussaua

HaoudrnannusluFeswesnsdnaifuaudfey yllalanansoiuvinuedwi
Wifugiseuldegadiuss@nsam

4.2.2 wuanslumsiannnsdanisizeudligGoudadrruanudrdyveddsineg
AUNTIUAY wazasiavinliussana

1. anuAnwimsineusiligasuiianudnlakaraiusaaunislunisdanisiseus
LﬁadﬂLa‘%ﬂﬁﬁgﬁaummm%’mﬁﬁummﬁwﬁmm%qmaqﬁwﬂ’mmmu wazaslaviliussqle

5. funsiansiGeudiieliiiaanududihuasanuiuiinveuvesdizeu

5.1 UsziaumsdanisiieudligiseudiningaudvasaunndliinUssloen

U 9

o/

5.1.1 @nmnvasanudesnisandulunmsiauinisdanisseudligiseudaniige

Y

wisvasaunn dlinnuselov

Y Y a 14 o <

AA8uGIIAAN3 LU 0IN15InNSS R RS e usInngaudsveiduun il

Y Y

Uselovu

4 (%

5.1.2 wwamslun1siauInsdnn1siieus g iseuianuiigautsva s dusn 14l

winUsele il

Y Y a

HaoumsHndunnyaudavesiseu wazaieneanisdunatulieulansiuuas

Y

Uszgnalggaudanuagliminusslevild

84



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

S v

5.2 Us::Lﬁums%'ﬂm'iL‘%&Juflﬁé'f%ﬂuﬁ'ﬁnm'ia%'wé'uﬁ’usmwmnuwau

Y

Y Y

v o & LY [y =
5.2.1 ZﬂLWG!‘IJE]\‘]ﬂ'J']ZJGI@\‘iﬂ'Ii’\ﬂL‘U‘iﬂuﬂ'ﬁwwuﬂﬂﬂiﬁ]ﬂﬂqiLiﬁlu%‘l‘ViNLiﬂu5ﬁ]ﬂﬂ’ﬁ

Y v

yei

adsFuRusS MWTRAUR DU

v

24 ddv

1. B\IE"iEJ‘LJEN“U”lGW]ﬂ@yﬂﬁiﬁiﬁﬂﬂﬂwuﬁﬂw\m@ﬂ‘U‘UﬂﬂaiaU“U’N laglanIzeg1989iu

54

E:JJL gu V]’]I‘MNLiEJ‘LlQ"l"ﬂ’i]WZH@Gl‘uLL‘U‘UVIGﬂL!ﬂ’]iﬂiNﬁlIWUSﬂ’]Wﬂ‘UNau

cuydl

2. Eﬂﬂauﬂﬂﬂﬂﬂﬂ’ﬂmﬁuLi@ﬂﬂﬂi'ﬂ]@ﬂ?ﬁﬁﬂﬂﬂﬁﬂdL'iEJ‘L!ﬂiNﬁllWUﬁﬂ']‘W AUNDU

Y kY

Y YA

5.2.2 WA lunSNmLn mﬁwmsﬁau%ﬂm ISeudInnIsad QﬁﬁJ‘W‘L!Sﬂ']‘IN fiv

Y Y

e
L.
=

1. ﬁaaumiﬁﬁﬁ’gLﬂuG’TuLLUUﬁﬁiumia%’wé’mﬂ’uﬁmw AfuAusaUdie e
AL TEUANNTOTUTULAL S ULUUNGANTTUNRASNEILG
2. amuﬂﬂmmiauuauﬂ Wiaeulali1sunseusIitaeunTamailan1sasulunis

@ =

LWZJV]ﬂ‘HwNLiﬂusl,ﬂi’ﬂﬂﬂﬂiﬂiﬁﬂﬁmwuﬁﬂ’]w ﬂUf};IJ@u

a a o

dyluazanusnenanisiag

nagunanTelulsziumnmsitaunmsdiansseudiiewmunrinvsvesisougnis
o o aa d‘ | Ay Y A o a v dy
Mnulara1s@Inluanissun 21 nuhildeAunuimsinefusiesiil

wwmslunisvauinisdanisiseusleglianufnvidundnlunsimuidaeulaanisdn
auUTHIsaEaU Wallansaeuilinlviaeuaansaldlunsiaurinue e sdiToua NS IULAE NS
° Aa & P > v 9 A - a A o
msstIinldunummenldlunmsuntgmigaeudnaanusluisnmsasy viemelianisaeuiiieites
fuMTiRLNTINYEAUNTINULaEN T TEnlaglne Jadanalvdaaumansimuinyedngatd

Tifugisew uonaniuuwdranufnwndsalufdnaninnisseudiieliSouldasulszauniseln

Y

&

a

sgddrutiglunsiauiiun1smnuwasn1smstin Feaennaasiu 395873 welas(2560) Banani
Ausmsanufnwimssiudleduazdnvimangmsanufnundunisasuadiwinvediseuaudin

a v 9 vy a v = Y o Y dado a v g vy a & Yo a
LS BIUYN 7’0@1%2\!LTEJ‘NI@LLa@ﬂ@@ﬂﬂQﬂqqgﬁﬁlu’]LLagUVIU'W]V?u’WWﬁ‘UNW’Ua'U Q@IV%L?SULﬂUNWWLUUﬂqﬁ

Y

wazSuiareulun1T9nlaTinIs/AanTsuanggresanIudnen lanansanuaiunsalunisvingui

nanvaeegdase duasulvidiseuimuadmineuaznagnslunisiseus a1unsadnnisidauinsie

L4 v a

A ATl wazsulinveuluauRanann wasalenaligisoulmseuadu iieinuminue

a | v A = o yaa a [ Yy o v gy Y v a
V]L%EJ']%']QJ}%?S@UN@@TUW ‘Uﬂiﬁi\lﬂﬂﬂiimﬂqilﬁﬂug LW@I‘WQLﬁEJua']Nqﬁﬂﬂi‘Uﬁ]'ﬂWa@ﬂﬂaaﬂﬂUU§UW

YRIFIANUAZANINIING BN ATdURUSTEiaUARa LaniUfeuSeuikasAnyanInuiIngoui

85



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

(%

NAINVANLNITUUSTIN SNNITATIAINTTUETuas19dnd1inansnsae WauInusITNATesTIY
awiTiteuazAnssuiithl g ouldsudszaunmsalnsslunsiamuiinus Fiauazendn
Tuvaziuumslumsimuinisianisisouslasligasudutuvegslunsiaunsines
Seuinaonian samdaneeuimanisasy niemadanisaeuiiuaioifiethuniamuinusves
JFoufunsinuLaznsissdin aenadesduiivst ududrsngy (2559) Aina1ainlun s

YA o

Tinagluansuii2l duasfeaduiiiivinueanudaruannsaludeysanmanisldiaiesdoway
AungnsmanignisUtRludufou farwamisolunslineesd fvuefanssunisdousld
wanzay Smedaismsaeuinannmas WuduuuuwinisiBous ansoiesgigieusnuguuuy
3oy aftynn ooy warganls awnsafmuanagnsnIINTsae InUszaunsamenIsiey

IpmnganiuuTunmenisiseus YseidudiSeuegesiailiaaiioainainueuasimuinissous

v
VLA UDLUL
¥ o a v ¥
darauanuzn1sinanisIde Uy

I1nuanFITeineatumudenisdndulunisiaunsdnnisseuiesasgsialuane
91N WalaSuaswinweveriTudn1sNULasN I TTinluanssun 21 ansaiauswiy
L sdman i lulglansil

1. AMUATINLELRRILIAT InNaN1TUsTduANAeIn ST Ty wudi dufideududu

- Y = v A a % = | Y ¥ | = v A v o

gegafe N13IANISISEUIiNalEsHasIANuEaguLazN1TUTUMYBISEY WU NSEusLitaUT U
dfuunummini nsedyanuesenanddieinfe wasnissensurnuAniivaIngou uinis
anuAnwesiteyatluldlunisdedduanudAyveswnunisiaming lnednausumsowmun
anzlsziuidanudeanistndugs welinisimuiionas3wazaiuisonovaussaiy
Waguwawaslangalnildegadiusea@nsnn

2. AUNTATUAL TN TEUUKAZANINLING DY NSHAININITIANITSEUIAITIASUNISaTuaY
aludeulgunguasmsuiun nedusmsmsdaasuluagaseniniaanudifguesinuedinuazns
aluAnissyi 21 SIdRamuvaseu; eusy Lavasanmwindeuideden1sseuilurinue

= [ ) v/ a = ' a ! LY =] =] 2/

wiall linasdulurieassunsenufanssuneuen i N153nLATINITLUUYIANNT B30N5i5eus

NUTEAUNITAINTS

86



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

Foruauuzn1idunseoly
1. asvengveuaTesnguiessliaseunquALAa Y q ueniumngarmamuas i lH L

foyaiinannraeuiniu uarannsnisudieudnuageudesnmsluuiuniiisiuldesnedniay
2. msfAnwnddniAsatuanuduiussznindnuuzduyanaesag (1Wu e o1g

Uszaunnsad) Auanuanansalumsdnnisdeus ielimswaunaslusmanasnsassnuuulings

fuuTunvesifaznaud g
3. mslimATediianssmdunsimuedealeviogunuunsianmaieus ol

annsonaaedltaidluanufing wasdseiiunassseideaiieliAnnsianniddu

UITUIYNIY

NTENINANYITNNT. (2562). U NEAIANTNILNTNANYITNIT (2563-2565). UA LN
http://wvvvv.moe.go.th/moezo19_assets/pdf/LLmuqmamam{mzmwﬁﬂ‘m%mi%ZO(
N.A.96202563%20-%202565)-rev.pdf

AUN WIUNDY, azAm. (2562). NIRRT NYETInR U nwzn 1l 1981983915 10999
UnfAnwseuentifinw. 75973RalsNeIVIAMIART UNIINYIALYTI, 27(3), 1-1.

Yae Mivd T, (2585). 1955485989 a85: a5FFMSUNISUSMTUAZNISIE (Ruviadeil 6)
N3N ETINALRPNAINTAUNIINERE.

N LMING. (2555). lumaiannguazravesinyy FinvesiniseuaI¥iiny) (ingrinusagen
ansumUnTn, PNAINTAUNTINGGY).

yiiann Weugny. (2557). nramulunan siavinwe FauaserinvesiniSoussdutulseudom
pouvaeluamsswi 21 Gneninudagmansumtndio, euasnsamiing1ds).

s
v a

WDAANA UAINA, audud gaNqug, & NuATY Wgune. (2560). NIITHAUIMANATHNBUTUAT
AanssulaelinszuaunseefanssniieiadusinusSInlidugiSouendnfnu. 175975399015
AFAIANTORTINNTTU NIZIDUNAMTZUATINTE, 8(1), 1-20.

LUASUNT, LANE, & WUSUR, SU. (2556). TihweuriouInal: nsAnwuioan sl 21 (15nat 294

a | =

Na3u309 warasy Inmgnt, AuUa). ngunn: lewwlana. (Fuatuweunsy 2010)

q

]

s ududrsney. (2559). aszvaiaum iR In nagleauasuinye Finuazerinluanissyil
21 Yauiniseuseaudlseuanwmouny (nentinususvanulinde, univendefauing).

19397 wallay. (2560). MsAnwIUNUIMYesguTnIsaaIuinyI lunIsiasuas 19 nwe v seuly
ARITsH 21 AIN155UFve9A3 (Msdundassagmansumtindin, unine1dosvina

s =
3114)3514).

87



5ENTUIANTINNITUIMIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINITIANTS UMINENAETIYA T uaLLAa NS
U 2 adun 1 U 2568

11500 W, (2555). 3a5NN75 U ieAyeluAn T 21. NTUNNY: YallSana3-anunied.

Y]

dnNUANENTINNTANTONTIANW. (2562). TIE9IMUARNITININYAAINTDI1TIFNYIAETANGUI U
A haanIUANY). AUAUAIN http://personnel-report.vec.go.th//51891UYARINT/

FIRTULAAIIIUIUYAAINTBITIAN

qu1F UseAnsigaus. (2550). szudeuisn 15398y NaIAumans. NTUVNE: Fnauawdin a1sann.

4318 79991809, (2558). 115398Usedun g0 15T T (RUNASIN 3). nFann: driinRuiumis

q

PNANTAUNING G,

a |

99231 Bule, ngednile 51513AUAITTL, & 1T BYAY. (2561). MIFnwinweinuaznsvinauly

a bt

ARTIYN 21 YesnAnwmseauUsnnes uvInedemaluladsnvaenagissugil. 275479

A

W nmAdadn e, 30(107), 55-73.

88



25ENTUIANTINNITUIUIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINIFIANTS UMINENAETIUA T uaLLAa NS
U 2 adun 1 U 2568

ISSN: 3057-1081 (Online)

Uil 2 aduit 1 wihil 89-97

A9 AREININTIAnT wminendesedgthuaudadiwesen
UNTIA-LU WU 2568

FudloFuil 25 nuamiug 2568/ uilulleTuil 5 wwaw 2568/ euliiiliaTui 25 Wwiey 2568

m's”[,%’a'muazgﬂmeauﬁam

dusurgearglunaunaindu TikTok

Usage and Format of Content for Seniors In the TikTok Application

NIl ©AUE

Korrawuth Asana

ANZINEINITIANTT WIINEI 1A T TUALLA LMY
Faculty of Management Science, Bansomdejchaopraya rajabhat University

E-mail: korrawuth.as@bsru.ac.th

L2 1
UnNanea
Uszinalngmdainiluddinudasens nsfinwiwesasangludedinuesulatdagiud

6 =

o w < ! = [ v ' ' Y v o v
Anudddusgranniievianudlalundyueing 9 Tuunanuilefiingussasd Anwinisly
a [ (3 ¥ = 4 dz‘/ a [ . v 1
dodanusaulativedgeenguasfnwuuilduveiloniluneundiadu TikTok voddgeorgnuin
Aavonglulagtuiinginssulunisidueundindu TikTok iuanndusagldiiandunisldueunaig
Fu TikTok Wiy lngldiieaudeunats anuduis naanaufinnudeyayIasanIun1sel
T2t Awilomdmsugaeny nuigeenefaanisilevfiasisuneunaty danudulis
wardmuingasey Wanuauladlevnisinuasnim lneduunsenitu 3 dnvae 1) lemau
guam MaUigunlawesanmieaniy 2) iemignuugiilaggideinayaiunisldeiuaznig
FUUTENIU0IMS 3) LBNIAIUNITRBNMGINIELAZARAZUNIN UBNAINHUSINUIIEgI018TY
yauilamnduasunmanwalidauin wuanusnaNugniusEnIasounss nasaliloni

Aa

Inlusonsms®invesdgieny uwasiaseneninnuianudeimyiesniagasneassdiion

[y

mMenuLeIaskusuvuEedrueaulatiuiu

2

v A o s &
NN, aaaﬂﬂmaaulau, LUBYN

=)

AANARY:

=>4

9918,
U q


mailto:korrawuth.as@bsru.ac.th

25ENTUIANTINNITUIUIINITIANITUAZNI19E0ENT Innovation Technology Management Communication (ITMC)
ANZIVEINIFIANTS UMINENAETIUA T uaLLAa NS
U 2 adun 1 U 2568

Abstract

Thailand is moving towards an aging society. The education of the elderly in social
media is very important to understand various aspects. In this article, the purpose has
been Studying the use of social media by the elderly and the trend of content in the
TikTok application of the elderly, it was found that the elderly today are increasingly using
the TikTok application and spending more time using the TikTok application for relaxation,
entertainment, as well as keeping up with the current situation. In terms of content for
the elderly, it was found that the elderly need content that creates relaxation. It was also
found that the elderly were interested in health content, which was classified into 3
characteristics 1) health content, changes in physical condition, 2) content recommended
by drug and diet experts, and 3) exercise and health care content. In addition, it was found
that the elderly liked content that promoted a positive image. Focus on love and family
bonding. Throughout the content that is necessary for the lives of the elderly, and the
elderly with knowledge and expertise also want to create their own content and share it

on social media.

Keywords: Elderly, TikTok, Social Media, Content
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