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## 448 51173 28 : MAJOR ADVERTISING

KEY WORDS : BRAND IMAGE/ TELEVISION STATIONS
VARUT SRISAMAI : BRAND IMAGE OF TELEVISION STATIONS IN THAILAND.
THESIS ADVISOR : ASST. PROF. SARAVUDH ANANTACHART, Ph.D.,161 pp.
ISBN 974-17-2544-2.

The objectives of the current research were to: 1) study brand image of three Thai
television stations, that is, Channel 3, Channel 5, and Channel 7; and 2) examine Thai
audiences’ perception on those images. The researcher conducted in-depth interviews
with the management of television stations and with 15 audiences. Then, 400 Bangkok
audiences aged 20-39 years old were surveyed.

The results indicated that brand image of Channel 3 station set by the
management was similar to what the audiences perceived. That is, Channel 3 was the
entertainment and variety station. In terms of personality, Channel 3 looked at itself as an
actor who was up-to-date while the audiences perceived Channel 3 as a teenager who
was cheerful and modernized.

For Channel 5, the comparative findings showed that both the management and
audiences agreed on the Channel’s image as the station of game shows and variety, plus
the military look. But, Channel 5’s personality as an activist who was energetic as set by
the management was different from what the audiences perceived as an middle-aged
man who was quiet and gentle.

Finally, the image of Channel 7 as the mass television station was well perceived
by the audiences. In addition, the audiences could be able to perceive the personality of

Channel 7 as an middle-aged man who was courteous and conservative.
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uananil Feldwick (1999) i lWaaumunaaasnniAms@uinlnsuiiaeaniily 3 3«

[V ' a v . ' a v | ¥
wes N yaA1789m5I81AN (Brand Valuation) AupmsAuATuyartneasINisum

o

(Total Value) 1e9@unineidnuadtdinainnsaaavizatinldsnidluideuna (Balance
o q

|

Sheet) AIINKINUNINYBIATIFWAT (Brand Strength) ARIANRAIIAUAN LTUN1TTAAINNLTS

a ¥
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WEUNINT 2.3: uaAIANANTUSLLLgnTd1e9A HENANIAI AT AWAN

Brand Description b Brand Strength N Brand Value

fun: Feldwick, P. (1999). Brand equity: Do we really need it?. In J. P. Jones (Ed.), How fo

use advertising to build strong brands (pp.69-96). Thousand Oaks, CA: Sage, p. 73.

waNa N Berry (2000, cited-in Grace & O'Cass, 2002) N§1337 ADUAINTIALAN
Usznaumaen1snsentinglungsn&uAa (Brand Awareness) WATAINNNIEURINIVRUAT
(Brand Meaning) ¥38n1nansainan@uan (@Lmumwﬁ' 2.4) TnanismszyinglumsduAnaes
;:Iu?r‘[ﬂﬂﬁmﬂumimmmﬁmnmiﬁﬁLmuﬂmﬁué’wmiﬁﬁw (Company’s Presented Brand)
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prmgzaanlunsliinig wazypdnaneuzaedlfiingg dudu daunsdesieme@uin
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@Niﬁ I@EIL‘L]M‘IJ@NQ@MWQ“] V]QU?Iﬂﬂi@?UN’]LﬂE]QﬂUU?H‘W AMNNITUANFAD KTRUANVNNUUNAR
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Company’s Presented Brand Brand Awareness

Ay \A
External Brand 7 4
% J Brand Equity
Communications N \

Customer Experience with
Brand Meaning
Company

#i11: Grace , D., & O'Cass, A. (2002). Brand associations: Looking through the eye of the

beholder. Qualitative Market Research: An international Journal, 5(2), p. 98.
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(Biel, 1992)

9UREURN Krishnan (1996 , cited in Faircloth , Capella, & Alford , 2001) WUIN

FINAUANNANAININARANGUINAZIN T TaN TR AUAT (NWANERInIERAT) Tudeuan

]
%

AININNIRPAUANHADIAIATIAUANAN TuanuziAzniiu Faircloth, Capella, waz Alford
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o A 1 = = 1 v =X o 2 [~1 a
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Market Analysis Definition and Analysis
(Size ,Location of Market Segments
> Selection of Most
Appropriate Target
>
Market Segment to Serve

'

Internal Corporate Articulation of Desired Marketing Action
Analysis ( Resources, Position in the LN Plan
Constraints, Values) Marketplace

:

Selection of Which

> Benefits to Emphasize to
> Customers
Competitive Analysis \ s,
Analysis of Possibilities
(Strengths, Weaknesses, ]
P for Effective

Current Positioning as ; P ;
Differentiation Against

Perceived bv

AN Lovelock, H. C. (1996). Services marketing (3rd-ed.). Upper Saddle River, NJ:
Prentice Hall, p. 172.
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General Sales Chief Engineer Business News Director Program
Manager Manager Manager
| | |
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Asst. Chief Accountants [ |
Sales Manager Traffic Asst. sales

Engineer Asst.news Anchor Persons
Local Manager National

[ [ Director

Engineering Bookkeeping
Account Supervisor | I I |
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News Reporters Sportscasters Weather
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[ | | | | |
Transmission Maintenance AN Engineer Videotape Technical Master Control Camera
Engineers Engineer Engineers/Editors Director Engineers Operators
[ | |
Production Manager Community Relations Director Production Promotion Film/Tape
| [ | | | Director Librarian
Operation Manager Announcers Producers Art Director
I | | I | | | Assistants Film Editor
Floor Directors Lighting Directors Directors Associate Producer Graphics Artists

#11: Dominick, J. R., Sherman, B. L., & Copeland, G. A. (1993). Broadcasting / cable and beyond: An introduction to modern electronic media

(2 nd ed.). New York: McGraw-Hill, p. 118.
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Radio, TV station,or
Investments Sabik £ A1 Loss
Profit
Programming Programimng
A 4 T T
Production Production
A A
A 4
Sales Sales

LISTERNER / A A

v VIEWER
Advertising & Advertising &

Promotion Promotion
Transmitter or Transmitter or
Cable Cable
Retail Outlet Retail Outlet
Yes
Consumer Purchase
No
Decision

Aun: Warner, C. & Buchman, J. (1993). Broadcast and cable selling (2 nd ed.). Belmont
: Wadsworth, p. 29.
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ANNNANNIIARNUL N3N NN AR ENTNN LR UATI AU TaIANHINg

fiATaq 3 TUAUALLINAD AZAIUAITNT T9A9NIAD F1ALNY Fxidetnn Taninulad uay

! o 1 =

1 ] = (4 dl dl =X [ A
918N192717  TUdIuIeIan I UINIIAUEaY 5 n1siaNlasnnaufaeesln D luauALLINAAS

q
v a v 1

samanuled se9aNIAe aXATANLENLENYT T9T0ETNAN 918N17119 AT ANNANAL

{ o | =R

A p o e p o = A = ~ a
mmzwaﬁquIV]?V]ﬂusﬂﬂ\‘i 7 N@zﬂﬂﬂuﬂqﬂsﬁ@ﬂtﬂ\'w]ﬂﬂﬂC‘]Q@ﬂqﬁuﬂﬂﬂﬂqﬂﬂ@ﬂ TANRAINIAR

S

o

$16N19119 Alaunu az1iA119 LaTINITANN FAINRIAL (§R9797 4.11)

dl ° ~ <l | =R R A o a v =
A9TNN 4.11; LL@ﬁ\‘]“]ququ"ﬂ@\jﬂq?lfﬁﬂﬂtﬂ\jwﬂ@]ﬂqufﬂﬂqquﬂﬂ\‘]LﬂHQﬂUW?q@uﬁqm@\‘]@ﬂquiVﬁ

3 6

fAlusaztadli 10 auaUILIn

409 3 AD 1949 5 AT 409 7 AR
1. AYATUAIUND 102 ol 53 1.8vA7 125
2.alauny 50 2. azAnianugnyt 52 2217 54
3.521d89919 46 3. 9508 Taan1 48 3.alaunu 47
4.nulad 41 4919 46 4 azindng 46
5.9 36 51917 44 5.0 44
6.F4 33 6.fiidszmetlng 42 6.A0AINA 31
7. 0NEUATIU 32 7.879AR 38 7.4 30
8.ANUIATHY 30 8. UNURUGUA 36 8.ATUGITIUN 28
9.0l lasiles 29 9.4 33 9.ARLAA 27
10.ADUGNINIA 29 10.4191¢1A 33 10. 589539k 1A0 23

dl v & 1 1 % 1 ] = dl a o al
ANANINT 4.12 waneliiiugn ngusnatisdauluginiameniseludauaniuaniil
navididas 3 wazaniinaidides 5 douan tinaieides 7 aziflunsmanlaeiidlunana

dl o = dl o SN P dl a %
TIINNTRALUN I EaziRaaTasnTdanlaeiuannides 3 1iAe nindenlaeluduan (398



94

az 72.8) dqulunjasfinfeazAIndsing Tes1aniesinee] i ssilestnn nlaialadnang (F4)

= - A p a - @ v = ~
nAseg nlvlailad uarianssanishe Angnaned Aoslnenn usi dounisdesiod
flunans Gasar 26.0) axiinds alaunuaasmsantil sranisnulad AnduinGas uazgn

U A dl a % 1 o a‘l 1 o 30’ 1 [ U
nama naimenlaeludean (Faaas 1.2) W dyrgronnd lldn azasuidi s

aninairides 5 dowlugiduniadeslasluduan Feaas 62.3) lnaaziiniede
1 1 a v a v dldl [ c Y
F18N9sie i Beferdedu tldszmelng 1wazla uazurluiugud nns auiadh azes

. & & &9 o A . o , P e | = =
AeLdnudnyt drusunismenlasiiilunas Gaaay 33.1) daulunnausaatinaziinds ala
wN1 28NTsLsznnnH TS 21907 wavag ey ludiureaniadanlaaludaay Gasay
4.6) Tiu nguAatindaulunasiindy NITANeTIaNIINNIMIMNINRNIN AMITE N1979E
n1esine) lihaula uazldvainmane

Amduaniiinevimides 7 dowlvaiiduniadenizamiiunans (Fasaz 50.6) Tnangs
Fnatinaaziinfasenisazas 119 10 wazalawny dounismanlaglwdaunn Gasay 42.4)

) , R = - o4 ] i o s A a
doulnnjastindanniga19d iswifan Te918n19609°) 1 A211AT19 ARLAR (FB9939E1AS
uaz Big Cinema nuadn uazny e ilusiy ludowaasniaimeniealuiay (Fasay 7.0)
1w ngusetsdulvgiazindy azastauwIaTing NstamenaaatIuazng

lawanuInnadenendn

AN9NN 4.12: LAAIANUIU Fa8aY LAaZANRALURINT T TEaN Tt LA AUANIRIA DR IN IV AL

g ngyiad nAsEaNlEAUASIALAN 994
GRMDL dunans CRIN

199 3 434 155 7 596
(Fagay) (72.8) (26.0) (1.2) (100.0)

709 5 324 172 24 520
(Gatiaz) (62.3) (33.1) (4.6) (100.0)

409 7 248 296 41 585
(Fagiay) (42.4) (50.6) (7.0) (100.0)

4. NANSIRLLNLINUYARNNINASIRUAIURIRONTINTNAY

o

Awsusoudsmin g lunnsdayranninasdusaesaniiingvimitu g3da i
AINHIATTANNYARNNINAINABA L0980 HINeTiAiee Swartz way Meyer (1986) T4

dsenavluadonnuiuansisdnEzianIzn Y ARNAINA I 25 ANHOLE NINI94H
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uiknguyeannmaulua faenisldatifuuy Factor Analysis taznisyuunuings

a

Varimax Rotation Ingisiautlsansmuzianizniayaannmiiiun aimseifludauaaqyaan
v

nwasAuAesan i meAllun il \una N lUUAANH LRI TN NYARNNITNTY
25 dnwauz an 3 annilnavialie anifiinaimies 3, 904 5, uazdes 7 fsanmsiaa
i aunsnuLnguyAann WA AuAnaasaningiriasniiy 2 nguyadnnm 9

dsznaudiag (1) NguUARNNIWLLLAR (Good Looking) waz (2) ﬂ@juqﬂﬁﬂmwwﬂmqmﬁq

(Dynamic) (AUNUNTWT 4.2)

v
o o

dl = dl o a = 2 = o dal dl Y & Y
@uﬂum@ﬂﬂmmmﬂuuﬂ@ﬂm‘wmmumm@mmuiwmﬂum\m‘1/1 qmnmimmum

yansuauIuLdn §adeldvinnnmaaasAiANiEesiu (Reliability Coefficient) 7841A789K8

o

fnennsldgmns Conbrach's Alpha ludougaasediiaNintinyAanNnAsAuAT8san1ting

o o‘il/ d‘ 9 o 4 o 1 dl aI/ I = = o Col] a
Wiy aeddulAuanAnnmataudeiuluidazanii lnsan Winsvimides 3 {60

' ' !
o [ o

AN TR UNTZA 0.94 d0HTNaATa 5 HANANNITaTUNT AU 0.93 uazaniiingel

' ' '
A o Al

1849 7 NA1ANNLTaT NI MU 0.95

WEUNIWT 4.2 WAAINGHYARNANNAZTIALAY lUNINTIH

LYARNNTNATIRLF

(Brand Personality)

LARNNINULLRA yaanamuuy

(Good Looking) ne)Aila (Dynamic)

NANYARNNINATIABAITBIADNUININANLLUNT: NANYARNNIWKLILIAA (Good Looking)

1
aa o o

NANYARNNIWLLLAR \UNgNYARNNIT NN UINANHOIZIANIENNYARNN WA

1% =2 o ti} o dl ¥ K o g o o 1 A % 3|
UATHINDN 15 aNHe 5]]\1Lﬂu@ﬂHMZVILuuﬂ\?ﬂ’]W@ﬂHm.ﬂﬁﬁlu@ﬂLﬂuﬁqﬂfy NAN9AD AadLly

)

ARRTINAR A¥DIA 4NN AILILEIEN TNANAIL Wnantad UnRAga udauss AAnuuanls

o2

1 = = Yo o = [~ £
NAUARNE AUNE AUNE NAHAY HAITNRATA g@ﬂﬂ?ﬂﬂﬁ;ﬂLLm“ﬂ WAZHANTIALTY LTIUWAL (@

AN9197 4.13)
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P37 4.13; UAPNANHIUZIRNIENNYARNN AT EUATasandInsimilunguyaanaw

LL‘LI‘LI@% (Good Looking)

ANHUTLRNITNNYARNNN Factor loading
ELEl 0.88
4NN 0.84
IRI[IEN 0.83
A 0.80
uanla 0.80
1nengiag 0.79
FNANASL 0.76
HANga 0.74
AqLLETE 0.71
TADAET 0.70
NRLAANE 0.64
AR 0.64
7159 0.63
fnsdfuilgeudla 0.62
ALY AL 0.61

AN Eigenvalues = 14.52 uavAu1snasungauuilsisaunesdayald 58.06%

NANYARNNINWAIIAUAILIANT B NI ANLLILT 2: naNLARNAWLLLLH AT (Dynamic)

1 i !
neuziennzn Iy ARNN W lungul Wudnwusiuansdayadnnwaasaun lige

1
Ay I

a dl v o = A dl = o = \9://
NEAUN TesznauldfaaanstuzaednisiAunszRasaii Arnuandu Nuseiuanala N9

|
A ¥

anszuazAuannaniy iudlve) uag 1eUANANEIU LAZANAI (§AN91NT 4.14)

UAANAINATIAUATRIAANHINSTiANlAaSIN

ANANLRALANHUTARNN WA AUAIIan B INeTiAdTatsIN Teansautisaans
2 NANYARNNINTIL (9A137197 4.15) TFuansliiiiudn anniiinsiadlaeinlianweyadn
NWRLILIRRNINTEA TnaHANRAY 3.37 LATLNALINNANTUIATNANHAZIANIENINLARNN TN

#1915 Aneouzrlunguil wudnannsiAiNAN B UL RNIZN Y ARNAWARANAZENANINT

1
a = 1

4n NANLRALEEN 3.46 TavadNIABYARNN NILANTE LazaLe dUne HARAY 3.44 UAY

Q a
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FN3NT 4.14: UAPNANHIUIRNIEN Y AANNNAIARATasanHInsimilunguyaannw

uwunladngails (Dynamic)

ANHUTLRNITNNYARNNN Factor loading
Hanse 0.75
AUNAUIY 0.70
Husaiuanala 0.68
m%u 0.67
eI 0.66
nezhasaii 0.65
WA MTUaU 0.61
ANATY 0.59
Induilug 0.57
QSILLLV’]\? 0.55

AN Eigenvalues = 1.63 uaza1x9n@suNemaNutlsdsanaesdayals 6.50%

[ o

3.43 AN s ﬂwmxumaﬂmmuummﬁmLﬂuﬁﬂwmzﬁ'ﬁimumL@?ﬂlﬂrﬁ'ﬂﬁ@m
lungui] Tnefrnade it 3.24
’Lumum@\m@;uqﬁaﬂmwLm‘uvl,z\iwqmﬁwﬂmmﬁimﬁﬁﬁimmw fetlszneudan
ANHOULIANIZNNYARNNINAIUIL 10 ANHUTNLIIY ANEULRNIENNYARNATWRLLIAYN
dunw AAnadugefiqare 3.49 sasaunie anenilndudlun) uasianss Gedldade 3.41
uar 3.38 muadL lusnsidnensypanmminusuduineusitlsiaienfigelungs

X - B .2
1 TnalAaaeives 3.11 winudu

|
4 1

Tunnsfnyaannnasdudaesan B esimiluusazaniil deldun aniiingviend
104 3,489 5, wazded 7 1w Hade AN sutngNypana s duAresan iinsvimives
| = ) ' =) ] ™ = 9 = o =
wiazanatieanidu 2 ngu iwReaiuNguyAANN AT AWANRERN R INgTAT N NeINd
Tvinnsutenguauludae (1) nguyAANNIWLLLAR (Good Looking) UAY (2) NGNLARN

nwuiulaivgatis (Dynamic) Tnadissaziannssialiil
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F11319% 4.15; WARIANLBALANHIUZIANITN N AANNTNATIAWANB9A DR INTIAY LenmIN

NGNYAANNIN
ANHUTRNITNNYARNNN Alede ﬁﬂL‘]‘jmmummgm
NANUARNNINULLIAR 3.37 0.57
A0/ 3.46 0.71
4N 3.39 0.73
INN[EN 3.41 0.77
A 3.40 0.78
uanla 3.44 0.67
1nengiag 3.34 0.69
FNAINASL 3.38 0.68
HAugy 3.40 0.67
AqULETE 3.24 0.64
TepNar 3.35 0.68
ALY R 3.37 0.64
ANA 3.24 0.66
990159 3.30 0.70
fnnsufurlgaudla 3.36 0.70
ALNE dLNE 3.43 0.66
nauyadnawuuLlive Al 3.27 0.52
Nanse 3.38 0.74
AUNAUIY 3.49 0.66
fusafuanala 3.20 0.67
zﬁm%u 3.20 0.66
VA 311 0.67
nIchaIniu 3.20 0.70
W ANFLIRY 3.20 0.70
AN 3.20 0.65
Tntuglvny 3.41 0.71

NGITN 3.30 0.72
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annRlnsAudas 3

ANAN9T 4.16 151’LL@mﬁm’qL@?ﬁlmmzﬁvﬂwm:mmxmmﬁaﬂmwmﬁué’wm
antinaviridas 3 wudn Elumjuqﬂ'ﬁﬂmwuw@ﬁﬁ?:ﬁumL@ﬁﬂ@qqm 3.49 uazidiausn
ﬁm?mﬁmu@”ﬂwm:mwwmmﬂaﬂmw%\i 15 ANHUENLIN ANHULIBNIENNYARNAIN
wuuuaNlauazinhega ﬁﬁ'ﬁL@ﬁﬂ@ﬂiuizﬁuﬁﬁ@uﬁwzgqmﬂ TneilAade 3.67 uaz 3.59 A

o o 1o

ANAL 989AINNAS ANHUTILILNAYINAT LATNaAAIY TNHARALTWING Aa 3.57 49

=

dnenizuuuanas udnensyrdnnniteasedlussiumiiqaie SAedaiiies 3.15
o

"Lumummﬂ@;umaﬂmwLmuiu'mmﬁw@mmﬁiwaﬁﬁﬁﬁm 3 SarlsznevudanAnuass
LRNIZNNYARNNINAIULL 10 ANETUZHLIN ANBIUZIRNIZN NUARNANLLLAYNAWIYW HA
\RANgIRanT 3.73 09asmRle FNERZLLLARTY nsiiesa’u TelAnady 3.50 uay 3.45

ANNAAL

an1ulnsnAudas 5

Amsuanilingdiriides 5 1 A1uA13999 4.17 uanaliitiugn lunguyadnninwuug
2w oA o A = = = o e | =
adunguindiszAuAafauInign 3.25 iumgnuaniiingvimites 3 Inalunguyadnnin

1 dgj o a | [ % aid o 1 dl dl A dl
NANT ANHUENNYARNNTNLLLEAIW LuanEEN sz iuARRngaNgnAD 3.46 1uh
o o o = A
YARNANNALen WazinANadl daedeinalpsiunssiu 3.38

Tudauaeanguyaann LD R ATanLY) ANEIZIRNN TN AN AR AR AS

'
A a a A

N NNgaRe YARNNWARRAsE InadANeas 3.47 38989KNAD ANHIUTNNYARNNTNTIRH

9 al

ulvg) waziianuanass AA1Leat 3.40 LAY 3.29 AMNATAL T NANHLULLLIYNFWEY

o
|
A

wazandu WuaAnurniA A nan Tunguil TnadAnaaiie 2.80 1Ay 2.87 AMNATAL

a01RInsNANdas 7

Tudauaasan tinsvimites 7 WefansounaInmIeen 4.18 LEWLIN-NGNYARNNN

1
=

@ ! P = P , A o o = o o , o
LLUU@@Lﬂuﬂ@ﬂmﬂﬁqLﬂ@ﬂ@ﬁﬂ@ﬁLmuLﬁﬂQﬂuﬂUﬁﬂquIV]?mﬂuﬂﬂq 3 WAaTIaY 5 Iﬁﬂ@ﬂﬂmg
a Aa A A - A =
L’ﬂquwq\?uﬂ@ﬂﬂqu ﬂqL'ﬂ@ﬂNqﬂV]@‘ﬂluﬂ@‘Nuﬂ@ @ﬂHsz]Nﬂ’J’]N@“’ﬂ ACANA LLUNLLIN LIRS

wanla InedAeasIndipasiuisziu 3.43 dauypanniwuuteaaluaneusnARAN

Angalunguil InadAadnagseau 3.25
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F11379% 4.16: UWARIANLBALANHIAZIANITN WY AANNTWATIAWANTB9ADNHINgTIALITRY 3 uen

ANNNGNYARNNN
ANHUTRNITNNYARNNN Alede ﬁﬂL‘]‘jmmummgm
NANUARNNINULLIAR 3.49 0.71
A0/ 3.55 1.01
4N 3.38 1.00
INN[EN 3.55 0.98
A 3.56 1.05
uanla 3.67 0.96
1nengiag 3.40 0.94
FNAINASL 3.39 0.94
{P01N4 3.57 0.98
’Z\i\‘i‘i_ll,'s”\ié?;lu 3415 0.92
TepNar 3.59 1.00
ALY R 8.57 0.98
ANA 3.35 0.98
990159 3.55 0.97
fnnsufurlgaudla 3.56 1.08
ALNE dLNE 3153 0.97
nauyadnawuuLlive Al 3.42 0.64
Nanse 3.41 1.16
AUNAUIY 3.73 0.92
fusafuanala 3.42 0.99
zﬁm%u 3.50 0.98
VA 3.32 0.95
nIchaIniu 3.45 0.98
MNNTAMTLIDY 3.39 0.96
AN 3.19 1.00
Tntuglvny 3.43 0.99

NGITN 3.32 1.01
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F1319% 4.17: WARIANBALANHIAZIANITN WY AANNTWATIAWANTB9ADNHINgTIALITR4 5 uen

ATNNGNYARNNN
ANHUTRNITNNYARNNN Alede ﬁﬂL‘]‘jmmummgm
NANUARNNINULLIAR 3.25 0.61
A0/ 3.39 089
4N 3.46 0.98
INN[EN 3.26 0.96
A 3.31 0.97
uanla 3.21 0.83
1nengiag 3.29 0.90
FNAINASL 3.38 0.95
{P01N4 3.22 0.90
‘Z\i\‘i‘i_ll,'s”\ié?;lu 3.36 0.95
TepNar 3.10 0.88
ALY R 3.15 0.93
ANA 3.13 0.84
990159 3.03 0.97
fnnsufurlgaudla 3.15 0.95
ALNE dLNE 3.36 0.93
nauyadnawuuLlive Al 3.10 0.61
Nanse 3.47 0.98
AUNAUIY 3.15 1.03
fusafuanala 3.01 0.96
zﬁm%u 2.87 0.95
VA 2.80 0.87
nIchaIniu 2.87 0.93
MNNTAMTLIDY 3.00 0.95
AN 3.29 0.94
Tntuglvny 3.40 1.00

NGITN 3.18 0.92
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nANYARNNNLUL 1N ATNINLIE N LA AN HOILIANIEN NYARNNITWAIWIU 10

ANHOICTIW ANHUTYARNNWILLAYN AW UAN UL NNARAL4INgARD 3.57 784A9HN

[ %

Ao anwousiiuas uazladudlun) dAeaawindy 3.38 Tuansidnsoziuuanasuiy

1
IS a

o o, oA Ao o o X = .2
@ﬂ‘]:rm;'ﬁ/mﬁ’]Lﬁl@HVl[ﬁl’WlZﬂﬂIuﬂQNu TnaRARAsNeY 3.12 Winlu

FIN99T 4.18: UAPNANBALANHIUZIANITNNYARNNINATIAWANTE9An RN IiAEe 7 uen

ANNNQNLAANAN
ANHUTANIZTNNYARNAN Anteas rﬁi’n,ﬁml,uummﬁm
NANUARNNNUULAR 3.36 0.67
ALDA 3.43 0.85
4NN 3.33 0.96
INN[IEN 3.43 1.01
A 3.36 1.04
uanla 3.43 0.91
U1eINgig 3.33 0.95
fNANNAIL 3.37 0.87
HP1N4Y 3.44 0.91
AqULE e 3.20 0.92
Uhann 3.35 0.92
NaLAANE 3.40 0.85
ANA 3.25 0.98
990139 3.33 1.03
HnnsuFudgeuila 3.38 1.00
ALY AL 3.41 0.96
mjuqﬂ?\nmwuuﬁlﬁuqmﬁa 3.29 0.73
fansy 3.27 1.10
AUNAUIU 3.57 0.88
fusaTuaala 322 1.02
@m%u 3.27 0.99
v 3.20 1.03
nIehiasesu 3.28 1.04
WA MTUaU 3.20 1.05
AN 3.12 1.11
Il lugy 3.38 1.03

TN 3.39 1.04
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UANATNE WaNIN1INAFALTI NNYARNNTNLLLARTRNEnHINgiAe 3 annl &
1 o = 1 ¥ a ' o =
AnwanAneTuvTeld Tneldn1samanziaanuulsd sauiuuaiuunniaian (One-way
ANOVA) LaznsnadeuseAaes Scheffe wuan gaoiingiFides 3 AU aanilnsirildes 5

wazan1imevirdtes 3 fu annilinsvimides 7 FAnaanlunguyaannwuLLARIWANG 19T

1
1 o o aa a

pelisdAtyneana ausnantingsidites 5 fu anndlnsirddes 7 ldlanuunnsig

'
o o aa =

AuaeaNidAYNNaRE wazilaninimeasuduataiulunguyrann WL laing At
al o o‘:l/ = | al o &1 o al o 1 al o &
ARIADNRINIT AL 3 07T Wuqn danRngviddtes 3 AU daniingvidiltes 5 anRingvidd

v 1
184 5 MU anRingvimides 7 wazaniiinaiaides 3 fu aonnsidides 7 1w deeaslu

'
o o

NANYARNNIWLLIL e AT NNANLAN AN e NNTRIZNATUNNADRR (9FIN31991 4.19)

F11319% 4.19: UAAINATEY One-way ANOVA 18INgHUARNNNLAAZILILIBan1HINngviF

WARAZ T
NANYAANAN ANLAtIIas s az AN F p  Post-hoc
1993 TIN5 P09 7 Analysis
NNUAANATWLLLAR 349  3.25 336  F(2,1197)=1273 .00 35,37
nquymann ULl 342 310 329  F(21197)=2256 .00 35,3757

5. NANISIAELNLINUNINANHUARITIANITNUUNIUD

[ %

dsuaudsfivhan i lunsianmaneafsesmanasinaviis gadalsvinnnann
NIMTINTDN Swartz Way Meyer (1986) fatlsznaylidnadannuiuanstednenisianizans
mennsneiridauaw 15 fnwii asnsaundunguld 5 ndu fe (1) ngusanisiilians
g‘fLL@zﬁ@HM’nm@ (Educational/ Informational Programs), (2) mimwma‘ﬁﬁ%mu@ﬁlmam
Aeniienedin (Slice-of-life Drama), (3) ﬂ@jmwmmﬁﬂ{u NatyAel(Action/ Adventure),
(4) ﬂzﬁmwmiﬁlm%’wmmlﬁﬁniﬁé’wﬁzﬁquéqu ( Vicarious Participation), 48z (5) Ngual

nefilfArALNALNL (Light Entertainment)
Tnensdneifgaiunwanenfesunisfitiaueluail o Sannildifudeya

ATLANUIULAN ;ﬁﬁﬂiéﬁmmmummmﬁ@ﬁu (Reliability Coefficient) Jeaipzasiladasnisld

4m3 Conbrach’s Alpha Tne§AstuanAuansneeasidesluusazaniiiineiiad lnaannil

M3viAdaq 3, 1849 5, LATTaY 7 NAIANNITEaUNTZAU 0.83, 0.86, LAY 0.89 ANNANAL
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annRlnsAdas 3

ISPV !

dl % v @ ! 1 d‘ % PG ¥ v | 1
AMNATINN 4.20 VL@LL@@\‘11‘1)1LV‘I&Q’WQN?’]Eﬂ’]?VI@?’W\‘IﬂQ’WNg’&ﬂIV@%NN@Qu?QNL‘ﬂuﬂ@ll

D

dld { Q} 1 o A dl 3 3 rd‘ 1 ! d”
niAaanetlusyiugangane 3.78 anuznananistssinninuladuazneaniad Neglungui
o, . . . do sy da A
NARAL 3.68 LAY 3.88 ANNAIAL 989AINIABNANINENIIN IHANAUNAUIU TIHARAL DS
Nszau 3.74 Tnalunguililsznaudaasanisssinnanlsn dAteas 3.83 wazsianisaan &

ARALDLTN 3.66

1 1
1 =

Amdunguananisudadi nayde sensnneunsiiuilszinnaanisidAaan g
= = = ) A, A e = '
NNDY 3.70 U ensaLdudeuadn lusanniAaaangaae 3.31 warludou
: oo o AN A C o A A e o d
PBRINGHUIENTNUNAUBFDITNALININVLNTIN 298N13ATATUAITINA AR BE TUITALN

4909 3.83 999A9NNAR ANINHI LAZIIENTTATALATY HARAY 3.61 UAT 3.54 ANNAAL

FIN3197 4.20: uAAIANLRALIN sz NI eNaNIEnNHIng iAo 3 LanAINNgNINENIg

szinnananig AnLed ﬁimﬁmmummgm
n@:uiﬁﬂmimﬁ’ﬂmufuazi”agmi'nmi 347 0.54
219 3.88 0.72
anIAR 3.38 0.78
nnLad 3.28 0.72
Al ImunN 3.35 0.71
ngNsIENSN LHUAER1LREuEa TR 3.52 0.49
ATRLIATY 3.54 0.69
ATATNAINTU 3.12 0.80
AYATNAIUND 3.83 0.85
Al 3.61 0.79
NANSIENSUARTY HATSE 3.54 0.61
vieatien 3.62 0.76
AuduaaLAY 3.31 0.83
NIWEIURS. 3.70 0.86
ngusIENIsNasIANNSAn I andausan 3.78 0.77
i lad 3.68 0.90
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wneme): Nsazuiluuuy Likert Scale Tdumeunniign = 1 inTuauiaTutausINNgn = 5
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winngwe: n1sliazuwdunuy Likert Scale ladiumauninfign = 1 ilinTuaulsdutauninige = 5
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winewe: nsliazuiluuuy Likert Scale ldugeunniign = 1 inaullauledusauninign = 5
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A13197 4.24: LAASHATRY One-way ANOVA aasn nwanenilngsanzesdanidingimiumas

anil
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918N19783A0HeUAIN 3.97 3.47 386  F(2,1197)=50.13 .00 35,57
ANHLNAALNAL
$18N1IRANNEF9ETIA 3.80 3.44 3.58 F(2,1197) = 22.06 .00 3-5, 3-7,5-7
senMRsaniiunng 3.39 3.12 3.38 F(2,1197)=13.06 .00  3-5,5-7
LANTTHINAN
ﬂ?&ﬂﬁ“ﬁu@iﬁﬂﬂﬁﬂm 3.58 3.05 S F(2,1197) = 82.71 .00 3-5, 3-7,5-7
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Hemsenisiiannalng 3.29 3.11 319  F(2,1197) = 4.47 00 35
WAeAuTRInasa
vifmmmmﬁﬂu;f?ﬁ'q 3.57 3.47 3.44  F(2,1197) = 2.81 .06
Tnsdannisanse
nM9289dn1H
ﬂmwus&’nmmmﬁm 3.61 3.07 3.78  F(21197)=9251 .00 3-5,3-7,57
fusen1sresaniil
IES igh APl R bR N 3.79 3.15 3.68 F(2,1197)=66.29 .00  3-5,5-7
anflimazaeuiin
WAASVZRYARN
ANEUzRIAnI
Hemsanslnd e 2.99 2.92 296  F(2,1197)=0.63 54
TIMATITRYIY
vuldfumnndlugmae . 352 343 348 = (F(2,1197)=4.07 .35
waluladuazAanu
Nuddeaangnenig
2898017
98N13299807HE AN 3.86 3.33 3.64  F(2,1197)=40.00 .00 3-5,3-7,5-7
NAINUAL
$1ENNFUIADLHAN 3.85 3.53 361  F(2,1197)=1647 .00 3-5,3-7
N

wnnewg: nsliazuwdunuy Likert Scale lidiiugngaenegs = 1 inTuaufiadiudogaenede = 5
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