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The Fear of Mothers in Skipped-generation Family in Isan Rural Society:

Episteme on Motherhood in Isan Music as a Medium

U waung! e ansaus’ wasdienad nse

Abstract

This article aims to analyze the discourse of fear reflecting child-rearing practices of
mothers in skipped-generation families in rural Isan. Using a qualitative methodology, the study
employs Michel Foucault’s Archaeology of Knowledge and Discourse Analysis. The primary
data consists of six purposively selected Isan songs, categorized by the perspectives of two
main actors: caregivers (grandparents) and the cared-for (grandchildren). The findings reveal
that the Episteme of "Mother’s Fear" is composed of three main dimensions: 1) The
transmission of intergenerational poverty, manifested through symbols of scarcity and aging
bodies as battlegrounds of economic structures. 2) Physical and resource vulnerability,
reflecting the conflict between the necessity of labor to support grandchildren and limited
remaining resources. 3) Dream careers as tools for social mobility, specifically the aspiration
to become a singer framed as a moral obligation of gratitude. The study concludes that fear
is not merely a personal emotion, but a social construct regulated by patriarchal capitalism
and gender division of labor, placing the burden of childcare on rural women amidst economic

instability.

Keywords: Fear, Skipped-generation family, Motherhood, Isan Music, Discourse
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The Role of Communication in Integrating Sustainable Development Goals (SDGs) into
Community-Based Tourism: Evidence from Mae Hong Son, Thailand
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Abstract

This study aims to examine the role of communication in community-based tourism
management under the sustainable development framework in Mae Hong Son Province,
Thailand. The analysis focuses on three key communication dimensions aligned with the
Sustainable Development Goals (SDGs): (1) communication for responsible production and

consumption (SDG 12), (2) policy-oriented communication for environmental management
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and haze mitigation (SDG 13), and (3) communication for the protection of terrestrial
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ecosystems (SDG 15). Mae Hong Son is characterized by mountainous terrain and extensive
forest areas, making it highly vulnerable to tourism pressures. The rapid expansion of tourism
activities without appropriate communication mechanisms has contributed to problems such
as waste accumulation, overuse of natural resources, and conflicts between economic
development and environmental conservation. The findings suggest that communication
related to SDG 12 plays a crucial role in shaping responsible behaviors among tourists and
local entrepreneurs, particularly in waste reduction, waste separation, and sustainable
consumption. Communication under SDG 13 should shift from a control-oriented approach to
a participatory and policy-driven approach that fosters shared understanding and collective
action in addressing haze pollution and climate change adaptation. Furthermore,
communication aligned with SDG 15 is essential for raising awareness of the value of forests
and terrestrial ecosystems as fundamental resources for sustainable tourism development.
Key recommendations include the establishment of an integrated provincial-level
communication system, the enhancement of communication capacities among community
leaders, and the development of participatory commmunication mechanisms involving public,
private, and community stakeholders. Such approaches can enable communication to
function as an effective policy and management tool in advancing sustainable tourism and
long-term sustainability in Mae Hong Son Province.

Keywords: tourism communication, place-based sustainability, community participation
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ABSTRACT

The objectives of this research are: 1. To study the risks and returns related to the
dormitory business in Mueang District, Khon Kaen Province, to determine what types of risks
exist and from which aspects returns are received. 2. To examine the business operation
patterns and risk management approaches of entrepreneurs in Mueang District, Khon Kaen
Province. 3. To determine whether the risk management patterns and expected returns align
with the anticipated factors.

The research methodology of this study was carried out in the form of quantitative
research. It involved surveying and reviewing related literature to create a research conceptual
framework that encompasses both risk management theories and financial return indicators in
the real estate business. Therefore, the researcher defined the population and sample groups,
focusing on entrepreneurs or business owners of dormitories in the economic zones and key
educational areas of Khon Kaen Province, such as the Kangsadan area, behind Khon Kaen
University, and Rajamangala University of Technology Isan. The purposive sampling method
was used to select target groups with expertise and direct experience in business management,
which ensures that the data collected effectively reflects the facts and the business situation.

The research results, when considered in each aspect, found that the risk with the
highest average was location risk (x = 4.30, S.D. = 0.80), followed by the risk from competition
among dormitories in the area (x = 4.20, S.D. = 0.85) and the risk from economic slowdown (x
=4.12, S.D. = 0.89). The risk from tenants defaulting on rent was at a level of (x = 4.05,S.D. =
0.88), and the risk from building maintenance costs was (x = 3.95, S.D. = 0.92), while the risk
from disasters or unexpected events had the lowest average (x = 3.70, S.D. = 0.95). The
research results reflect that investing in the dormitory business still carries a fairly high level
of risk in many dimensions, especially in terms of location and competition, which
entrepreneurs should use as information for careful decision-making and investment planning
to improve efficiency and reduce potential risks in the future.

The summary of the dormitory business is that it is an investment that has the
characteristics of 'risk alongside returns.' That is, although there are risks in terms of
competition, location, and various external factors, it remains a business with the potential to
generate continuous and stable income in the long term. If investors can effectively manage
risk factors, choose suitable locations, and adapt to market demands, they will be able to

increase the chances of success and create sustainable and worthwhile returns.
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4.1 913158 BuTEnYal Asneegy AneUY W IMeNdersUnY vauwiu
5. Ufuugudlvnudeiausuuzues Wermy udnhiauoo1asenusnuiineniing

nsATIEdaya
Foyaideuiun 1Hlusunsy SPSS Tasgvidell
afiAdanssain (Descriptive Statistics): muf fevay Aade drudosuumsgu
mMyAsEsisERuTay (Problem Level Analysis): dasustu 5 Japmitginday@nunndign
MTiATIEsiavduius (Correlation Analysis): egenudusiussyvinaladesuys wy
AuEiusay / mnuiiawaialunisBuluy enatsandn / aseAnldandi
36.2 Toyaidanunin 19n133iasgsiiid ow (Content Analysis) wagn13asUUseLfw
(Thematic Analysis) Tnelassasnsdu lauwn
Sumun1swdstularnsusuiilunainveulnu (Market Dynamics)
FUATUANUUTIFUINNTRULAZATEAUNY (Financial Vulnerability)
suAuANNMslunsuImMsdnnisealval (Modemn Operational Challenges)

a 1%

Sumudadunieusnuazruleuissy (External & Policy Impacts)

¥ 1

foyagnarivasum uLdefiafieds Trangulation
n1sdnnszvindayauaznisinsizidaya

MTIVABUAINYNABIYBITEYA (Data Cleaning)nTIAABUAINUATUNIUVBIUUUABUNIY FR
wonuuvasunui lianysal wazudludeyadiiananneuiluieses  madrsiadoya (Data
Coding) MuunsiaavliiuAIneululuUaBUAIUAINLIATIEINUTEUIUATLUUALATA (Likert
Scale) 5 3¢ 1#uA 5 = wndign, 4 = 10, 3 = Yrunans, 2 = Yo, 1 = teuiian

mstudindeya (Data Entry) Inenrdeyafiihswaudrtudinashulusunsudniagy Excel w3 SPSS
lewsudmiunsiees
MTATIETaNATInsINUT (Descriptive Statistics)

Tadnnugnilumslinses Wun anade (Mean: % Wetaseduarudadiu sdudsauy
11A5§1U (Standard Deviation: 5.0.) ileiAn1snszaevesteya msulanadeya Mvuanmsingg
wamnusneYesrade 1y

4.21-5.00 = s¥fULNTIan
3.41-4.20 = S¥9ULN
2.61-3.40 = szaulunas
1.81-2.60 = seiution
1.00-1.80 = szdutioeign
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HaN13398
M13199 1 @0TUEAIUUAAATDNEADULUUABUAY

A01ULEIUYARAYRINNBULUUHRUATY | Jouae
1.LNWe
1.1 98 25 a1.7
1.2 Mgy 23 38.3
1.3 lyidmanissey 10 16.7
1.4 Bue ) 33
37 60 100.0
2.97Y
2.1 fhnin 25 F 19 31.7
2.2 25-35 12 20.0
2.3 36-45 1 17 28.3
2.4 46-55 8 13.3
2.5 11A71 55 U 4 6.7
IOtV 60 100.0
3.07%N

3.1 1WIYBITINT

3.2 WHNULLNYU 79 27.9
3.3 11519M5/553a M 163 57.6
3.4 1dnamu a1 14.5
37U 60 100.0
4. YUNAUDINDNN
4.1 Uan31 20 ved 12 20.0
4.2 21-50 Y199 22 36.7
4.3 51-100 %09 17 28.3
4.4 311nA77 100 W99 9 15.0
PIRRY 60 100.0
5. RuyuiEudy
5.1 1 6091 5 §1uum 18 30.0
5.2 5-10 81UV 16 26.7
5.3 10-20 87UUM 18 30.0
5.4 3111A77 20 AUV 8 13.3
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371 60 100.0

6. AN TeMInIRAsBLROU
6.1 7131 3,000 UM 12 20.0
6.2 3,000-4,000 un 24 40.0
6.3 4,001-5,000 uwn 15 25.0
6.4 11NN7315,000 U 9 15.0
371 60 100.0

NI 1 Lﬁaﬁmimé’ﬂwmwwﬂizmﬂmmmﬁmaaﬂdméfﬁae}w NUIN

v | Y] 1 1 (= a [~ v < a a <

aruna naualegedulrglduneaye Andusosas 41.67 sesasundunandgs Andu
Sovaz 38.33 nquillidesnisszyme Andudesay 16.67 wasinady q Anduiovaz 3.33 muddv
Tudueny naudegwdulvgfionasnit 25 U Aadusesas 31.67 sosauneglurieeny 36-45 Y
AnuSosaz 28.33 901y 25-35 U Anludosaz 20.00 ¥weny 46-55 U Anludosas 13.33 uaz
91831031 55 T AnduSesay 6.67 anudau

[ = 1 ] 1 1 1 a ¥ a a <3 v [

AU nquiieg 1INl Usenaue1dnidnvesssna Anluseay 38.33 sedatulu

) a o a [~ ¥ 2 & ) U a a a [~ v

wiinauusenenvy Anlusesay 23.33 11519n1snsentnausyiainie Anilusesas 20.00 uag
tnasu Anludewar 18.33 mua1au Welansanvwinvewmenn nulngusegisdiulugiivedin
YUIA 21-50 Mod Anlusesas 36.67 5998311 9UIA 51-100 a4 Antdusesay 28.33 uintios
N1 20 %e9 Andusesas 20.00 wazIUIALINAIT 100 ved AntduSeyay 15.00 auaisiu

AIUIUAMUTUAY NAUAIDENNTR[UAMUAINTT 5 SIUUIN kagnguNTiuay 10-20
v Y v oA Y I3 | Aaa v a &2 v
a1uum Tdndruwiiu fefevay 30.00 sesasudunguiiduainu 5-10 a1uum Andusesay
26.67 waznauiiduasyuuinnia 20 duum Andusesas 13.33 auardu dmsuagiiosin
wasawiou nuinguiiegdiulug mvuaangilugie 3,000-4,000 v Amdudesas 40.00
$998911A0Y29 4,001-5,000 U Astdusesay 25.00 #1017 3,000 U Astlusesas 20.00 wa
11NN 5,000 U AatduSesas 15.00 sudau

a a ¢ v o 1%
M1919 1 ’JLﬂﬁqgﬂ‘sﬂ@%aﬁnﬂ{]ﬂﬁlﬂ 4 91U

Joyaarniady 4 enu x SD | sgAuAy

a =4
ARLAU

Leayudsslunisasugsiavedin

1.1 Aandesannniasugiavyassi 4.07 1.21 1nitgn
1.2 muidssanalidiglunisquainuennns 4.00 116 | anfign
1.3 arudssanmsuadureaennluiiui 382 121 1A
1.4 pnudssnmsindatisyang oo 370 196 N

1.5 ANMULALIINNILANIAG 3.72 126 170
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a va A

1.6 anudssandefiviviomnnisallininfa 1.77 053 | dsedign

Z.Naﬂ’ﬁﬁ@‘ULLﬂuﬂﬂﬂﬂﬂiaﬂVJUﬁqiﬁ"ﬂM@ﬁﬂ

2.1 gsnaviesinieeldaiiae 4.77 043 | wnilga
2.2 \Bumsasmuiiiianasiuag 445 | 067 | anndign
2.3 AN TLUARUARTTEEY T 4.42 0.72 )
2.4 @1n5veNe§INaLA luauAn 4.33 0.73 )
2.5 yarminsauduualtufiai 4.13 0.91 )
2.6 HARBULUANAIIUNITAIU 4.12 0.80 N

3.Uadggsiaven

3.1 AIEaNiUAMA NS 5.00 0.00 Gl
3.2 aglndaonudn/vinay 4.58 0.67 )
3.3 lw/Atheansgu 4.42 0.72 Hgh)
3.4 aglnd3wA/Suems/7-11 4.42 0.79 )
3.5 araendevesiiuillngsou 4.32 0.79 )
3.6 s¥UUTNYIAUUADANY 4.28 0.85 11N
3.7 Anuniouvatneaiiiaes 4.27 0.90 )
3.8 fiflgensaLiivane 4.23 1.01 1N
3.9 danudangulunsineand 4.15 1.02 1N
3.10N154AUN9EEAIN 4.10 0.97 paly

4. HANBULNUATIER

4.1 Sasnsdiniuieunasnd 4.55 0.67 | il
4.2 dswlaasy (ﬁwaaw‘%w/ﬁ%ma) 4.28 0.92 3170
4.3 gidriinmsdedayngs 4.23 0.83 3170
4.4 3ﬂ81é’ﬁﬂLﬂiﬂaﬁﬂLamanﬂLﬁau 4.23 0.85 110
4.5 SEULIAAUYLAULNY 417 091 1N
4.6 FuvuQUA3TYIN 4.10 107 .

4. 1R UL LUANaR

q

4.1 szezanAuyueIuwAulY 3.48 117 | drunang
4.2 Andeatigsgenindiang 3.38 151 | Uunang
4.3 swlaliiganeduanlging 3.33 130 | Yrunang
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4.4 1919977199 1UULN 3.30 1.45 U1unand
4.5 A9aATIANANILNDLUITY 3.28 1.42 Yrunang
4.6 {A9TITEAI 397 147 Urunans

NANTNT 2 KANITIAATIERSEAUANUAAILTI8YD NANITIATIERERALTINTTUUN
(Descriptive Statistics) vadusiazivonisuseiliuiisivazidenssil
auAieslun1TamUIIRanenn nudANudeIIINATATYgNAYEaamdARiead

a

figelunguil (Mean = 4.07, SD = 1.21) sosaenfoaudsannmsudsduvesonnluiiufl (Mean
= 4.00, SD = 1.16) mandssanaildanglunisguainw (Mean = 3.82, SD = 1.16) mudssann
Viadfing (Mean = 372, SD = 1.26) AL 8991nNSAATATIEANY (Mean = 3.70, SD = 1.21)
uazmuAssnfeitRviemnnisalliniadniidedesifign (Mean = 1.77, SD = 0.53)

AURANIABURVILAINAITASUGIANBNN WU Nguimeguiiuigsiaviefinliseliagig
ashaneundign (Mean = 4.77, SD = 0.43) sesasndeaidedgsianeinidunisamuiisuns
(Mean = 4.45,SD = 0.67) khaz@u15aas19nsehaiuantussezeila (Mean = 4.42, SD = 0.72)
uenninguiegeduiuitanusaveegsialdlusuian (Mean = 4.33, SD = 0.73) yarmingau
fuwalifinfiutu (Mean = 4.13, SD = 0.91) uaggshavornlinanauruAuAITUN1TAL (Mean =
4.12, SD = 0.80) mua1Au

duiadugshoven wuirdidhianusenzauiuaunmitedlduasuuuaiogean (Mean
= 5.00, SD = 0.00) FavmneararinguitesmnTeiuessiulussiul sesaunieriniaiics
TndanuRnumoNlvieu (Mean = 4.58, SD = 0.67) ﬁwiW/mﬁmﬁuiUmmmmgm wagyalng
$1uf1/$1u1s (Mean = 4.42, SD = 0.79 uag 0.72 aud1dy) siudsauaensevasiiudl (Mean
= 4.32, SD = 0.79) szuusn®1AuUaensde (Mean = 4.28, SD = 0.85) AUNS ouva o5 U035
(Mean = 4.27, SD = 0.90) LazNSIAuMTiazaan (Mean = 4.10, SD = 0.97)

Funansuumuiaiige wuimeindifisnsnsidinduieunasntldunisusyifiugeiian
(Mean = 4.55, SD = 0.67) 5898911A0n15858lAwaSy vy ﬁmaam’%‘ww%ﬁaama (Mean = 4.28,
SD = 0.92) figfimsredaynge wazseldaiiaiiauenniiou (Mean = 4.23, SD = 0.85 Waz
0.83 puanav) szezafunululunuunu (Mean = 4.17, SD = 0.91) wazduyunisguasnwiay
Tusesiusm (Mean = 4.10, SD = 1.07)

Frunansuunuitliffign wuinguiedslizuuugeiuyssfuszernafunueuy

Auld (Mean = 3.48, SD = 1.17) sesasnAediAlddnedentigsganitiiaia (Mean = 3.38, SD
1.51) Meleliifisanaiualddne (Mean = 3.33, SD = 1.30) fiasans1ArangLitowt sty (Mean
3.28, SD = 1.42) §1¥1A19¥158ANYY (Mean = 3.27, SD = 1.47) wazdlaeineduiuuin (Mean
3.30, SD = 1.45) Anua1eU
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A151990 3 ADALTINTTUUININTIULAAZ AU

YayavnUady 4 fu X SD | s¥euAy
ALy
AU

AUHANTABULNUIINNTAMUTININENN 4.38 0.50 Ty
autadugsiaviedin 4.37 0.42 k)
FuNaRULNLTRTIAR 4.26 0.51 ly
supuidsslunisasugsiaviedin 3.51 0.87 | Uunang
sunaneuunuiliffige 3.34 1.20 | drunans
wanauwulnes Fga + Lidfian) 3.80 063 | Ymnan

a

pamFangiadidanssauilun i 5 61U nUIFURaNI e ULIUIINANTATL
g3favesiniiaadegefian (Mean = 4.38, SD = 0.50) sesaanAefuiiadogsfanein (Mean =
4.37,SD = 0.42) funanBUUNLAATIgR (Mean = 4.26, SD = 0.51) fuanudsslunisasmussna
votin (Mean = 3.51, SD = 0.87) uagsunaneuuuiilaiffian (Mean = 3.34, SD = 1.20) mudsy
efiasannaneuunulagIy 4 9AIUIMINALAE BTENTNAUNARDULNUT A Tl gALATA 1Y
AR UL liATign wudndaadeeydl 3.80 (SD = 0.63) avvieulisiuilasnmsiuuds ngu
MegnelinsiuiwanauunuanmsamulugsiaveineglussAuliunastiadeudied
Tngasy nansieneideyatihifuinguiossdadufifduiedestugsiaveinuasiiade
Frueutunswessslduazaunimwesiiafidadussdusenouddyiidmaienudniavesnis
awmu lurngfinnudssnnanaasvsiuaznisudeiluiuiidedunnuimendniigamuensli
AMNEIAYlUNITUTINTIANTT

= =
M990 4 mmmmiumiamu

mwmﬁaﬂumiamu wrdanULUTUTIU df SS MS F p-value
[EReH FENINNAY 1 | 1.4323 | 1.4323 | 2.158 | 0.146
nelungy 46 | 30.1434 | 0.6553
33U ar | 31.5757

21191397 4 anudsslunisasu annsaaguainsnlddn anuAniiuresnguiaogig
$1uu 60 AuTiTsesusingg vesgsRaverndmlngiauaenndestuiduoisiuazlailfsudvina
nntademanmegaditodidny nsanglusunndsdunsamuiingusedeiinnuinasglu
sEUIIN (Mean = 3.51) §awag1nnsnageay ANOVA 1A p-value ity 0.146 dsgandnnast
0.05 FsaguldiunamouaziwandsdimAaiuluFosmnudsdiunniistu Wwudeadusutade
g3iaven (Mean = 4.37) SMUHANITADULMUIINNTAINY (Mean = 4.38) LAYAIUNARBULYILTA
flan (Mean = 4.26) fingusegdnilvglianudduasiiuiiosuseduiniign lnefid1 p-value
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2971 0.05 ndu azdteuliifiuindnumsnissssnsdunalifuadoyuusdluiadomand
oehslsfionu fifesinuilymuazgUassaviedunaneuunudiliffigaissiuisnyhduiidan
waneseg1efituddyniadafiszau 0.05 nefian pvalue Wiy 0.047 %a%lﬁﬁu’j’mejuﬁaasmﬁ
fitadefiugumsfuazdyuuesdetgmuazguassalunisigsianeinfiuandsiuogadaiay
Tuvarigsug Tuiinrudadiuiisonrdeadululufirmaieafuimue

M131915 Ua3ugsnaven

Jadugshiavedin widamnuulsUTIg | df SS MS F p-
value
lgsy FENINNGY 1 ]0.0240 | 0.0240 | 0.287 | 0.595
aelungy 46 | 6.9294 | 0.1506
59U 47 | 6.9534

15175 dadegsiavedtn aunsoasunmsmesmUssiiivlusnutedugsianeinuay
Frudu q 16 anuAnfiuresngusednssiuan 60 aufiinessiavernduiiruaenedoatuiy
dndlvgiuarliiliFudvinanntadomanaeeiitoddn Tnsemelu fulladugsiaverin Angu
shetndlnuddglusefusniian (Mean = 4.37) Fadlefiarsananmaediasziamuulssiu
(ANOVA) Wunilen p-value Wity 0.595 (v3e 0.691 lednedamusivasiBunyndeyaiu) Jegenis
szauilpddey 0.05 Fsaguldiunamenazimandgsdinuaniusotaduiugsialiunnsiaiu
aonRdesTUNANTIATIsAlY FunEsslunsamu (Mean = 3.51) FUNANITNBULNLINNANG
AU (Mean = 4.38) Uag sMunaneULMLTIATER (Mean = 4.26) fiinafilAn p-value gendn 0.05
siadu agndlsfmu fiftes sutlymuavguassa wihiuflidudesniiu Ineflenuuansisoeed
Hodnymsaiasesu 0.05 ilesainiidn p-value Wity 0.047 FstliFiuinngusognefidiade
Aafuagilyuesdeguassalunmsvhgsiaveinfiunnisiusenly luvngithdovdndudu o
HunsuimandiufigenadesdulUlufiamaiisatulagifteddymeenn

A15199 6 RAaN1INBULNUIINNTTENYIU

HANNTABULNUINANSG | Wnasauuwdsusiy | df SS MS F p-
A value
IRt JENInangu 1 | 0.0004 |0.0004 | 0.287 | 0.967
Aelungy 46 | 11.4900 | 0.2498
33U a7 | 11.4905

INAITNG 6 HANITABULNUIINAITANY d1U5aasunImsInveInIsUseliuluaunanis
meuuwnuIINMIadinasoszauauAaiulusunanIsneuwueE1litud Ay eads Taeda p-
value Wiy 0.967 Fagandnszautuddty 0.05 ag1ednau devouliAuinunamowazNARgLd

a <@ 1% [y [ d' a1 d' 1l
AnuAnuasnAdesiulusEiu unfign lnellAafesinedh 4.38
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naumegsidanuiululuiamafientuin gsRaveRnunisamuilyinaneuunuduat o
ffups uazanusaasanszuaiuanluszeranldats Jedufuldanmnuudsusiuseninangy (Ms
Between) fifnannifies 0.0004 wansliifuinaruuanissnamylifinateanuiuulsvesa
Apwdiulugui

A13199 7 NARBUKNUNATIER

wamammuﬁﬁﬁqm wiasmuwlsUTIw | df SS MS F p-
value
[ JENINNGY 1 | 01010 |0.1010 | 0.287 | 0.505
Aelungy 46 | 10.2870 | 0.2236
57 47 | 10.3880

1NA1TI THANDULNUNANEA F1U150aTUNANITIATIBAIUAILYDY ATURARDBULNIUTIATIAR
@ewseuarmiavinuseylunseage) ladad

31nn15MAdauAuwYsUTIL nudrdaded unalddnaneszauainuAaiuludu
HanauLuNAaneg19iidadAyn1eads lneda p-value Wiy 0.505 eganinseRutiyd Ay
° P | Y o a W | aAa o & 1Y) A
Mvualin 0.05 dwalvisgiuanudnmiulaemiuvesnguiiegsiiidedadedoglusedu unian lae
fiAaduagn 4.26 nquileglianuivdenndeiuIfmvaudLsand Ay igaAen1slisns

'
=

madinfiviounasnd seldangiidanuadiate waznsignfinsdedyaias FeBuduls
1NA1AULUTUTIUTENINNGL (MS Between) WiiiA1ig 0.1010 Fasnndnauudsusiunigly
nau (MS Within) 71 0.2236 uansliiiuitanuuwanaevesnalulavinliyuuessanisseidiu

AR UL U NAAwANG1UaE el Aty

M19199 8 Aulgmuazguasse

Uaymuazauassa waspULUTUTIU | df SS MS F p-
value
las FENINNGY 1 | 7.0780 | 7.0780 | 4.153 | 0.0473
Aelungy 46 | 78.3988 | 1.7043
594 47 | 85.4767

31n9M1519 8 Audgymuazauasia 3NNITIATIEANTNTaYaN1eEnAlulaazaIL Wudn
yunesvaInguiiegdulngnlinegsianenndanuasnadesiuiued9iuaslilasudvinasin
Jaduanumnmegaiiduddny Insluduanudssdunisamunuindanuinasylussduuineie
! N IS - = =2 2 A [ ! a
ANRRY 3.51 LazilA1 p-value WU 0.146 FILAAINIAIITUNATITUTENIIUNAVIYUAL TS

A v v o a o Ao a N J Y = o
Wunganusuladegsianeinidanadogedia 4.37 uagen p-value Wiy 0.595 Geazviou
ruddguesiawazauasndeiilasuanuiiureuluseiusniignainynngy uenainiludiu
Aaa ' a1 d' I LY

VBINANDULNUINNNITAIULAZHANBULNUTIATIA sienliAafaglusedugenn (4.38 uay 4.26

Muadv) aedldn p-value g9n31 0.05 (0.967 wag 0.505) Buduiismnuedulunelanduauay
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msaiaé{’zyjzylwaq@v&wﬁmﬂmaLLamzﬁauauﬁumqﬁ’u agslsfinnu diilesinudymuasguassaiies
Fruiewihduiinuauuananegrituddameadansyau 0.05 Tagilan pvalue Wiy 0.0473
wage F ity 4.153 Sedliisiuindedosumalinadospmesiuausndiunlunisuimsdnnas
iy Hagmnsdnstissandiutorgoutngs TasmameiiuunltuiuidgUassamanilusedudige
Ainnange luwasiidudug domeianudadiuigensdeadululuiianaisatuedidlud

o w

HydAgy

A5199 9 NNTIASITITENFURUS

Investment Business Investment Best Barriers &
Variables Risk Factors Returns Returns Problems
Investment Risk
1.000
Business Factors
-0.623** 1.000
Investment
Returns
0.060 0.463** 1.000
Best
Returns
-0.343%** 0.565** 0.701%** 1.000
Barriers &
Problems
0.313* -0.287* -0.330* -0.506%** 1.000

2NM19N 9 MITasganduiusinessanauduiustmuanuigfiansonuldii
Qﬂﬁluﬁlaﬂ Investment Returns AU Best Returns (r = 0.701, p<.01) agvisuinnsusmsiduluegiedl
Usgdnsnmainnisasuegnaivszansnmuariinndeslosnslaunanouunudiaian Business
Factors 81989ifusis Best Returns (r = 0.565, p<.01) wag Investment Returns (r = 0.463, p<.01)
asfnsiumaluladfifuilasusiunennuazsainndne ... duasuldnduninauluguiifsie
Business Factors neluinaguassauwasdaninnag ba (r = -0.287, p<.05) @195V Investment
Returns (r = —0.330, p<.05) wa¥ Best Returns (r = ~0.506, p<.01) fi Aaruil naafsdaymiuay
Foidoaiefisulunsduiugsionnune... mudssnunsamuidfgiigarondniuiadema
5379 (1 = ~0.623, p<.01) WazHanoULNUTIATgA (r = ~0.343, p<.01) Win53s3uUgUassnuay
Uy (r = 0.313, p<.05)
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uazansaaiselieseideduszzen uiluvazideriuiudilusm oanudedunanedaig
amuddudesfinsanegisseuney lasnmearudssnmaudsiulunan Seduulufiugadu
pusauUsznounsiiiigysatednudaniion dwmalvifamusesusufstaludusan aunw
U3M3 waznIsaIAILANAY DB R agAKlY1 wonand AuAssnvuaiinedsaady
ﬁa%’aﬁﬁmﬁﬁﬁm%waﬁiammﬁwL%%@qqiﬁﬁ]aéwﬁﬂ’aﬁﬁm esnnviafianzauazgieingns
Msidtn anlenaliaviesing uazduaiudnennlunisaiiseldogieasinane vueiiviiailsl
mnzavenananeldutediaidmwansznusonanouuniluszozen

TUATUYBIHANBULNUIINNTAY Y NANISANYINUIIERBULULAR U A e Tl L Lo LT
unsegsiaviestn lnewiuinanunsnaieneldegsainate danudue uaransaaiianszuaiy
antusvazendla mamaumaﬂwmvmaaﬁsﬂwammwsum (recurring income) AMNANIITIELRBY
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ABSTRACT

As Thailand has fully entered an aging society, this demographic transition presents a
significant opportunity to drive the creative economy. Older adults constitute a market
segment with relatively high purchasing power and a strong preference for cultural tourism.
Therefore, this article aims to analyze the key success factors in managing cultural tourism
destinations to effectively meet the needs of elderly tourists. The article focuses on examining
the critical success factors in cultural tourism management for older adults. Cultural tourism
for this group emphasizes experiential learning and engagement with local identities, including
history, traditions, and community life. Its distinctive characteristics include experience-driven
motivation, diverse tourism resources, deep participation and engagement, and year-round
tourism potential. Effective destination management serves as a crucial mechanism for

enhancing competitiveness and ensuring sustainable tourism development. Key success
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factors include strategic planning by responsible authorities, destination and site management,
convenient and safe accessibility, age-friendly facilities that support the Silver Age and Active
Aging populations, service quality, the development of creative and nostalgia-based activities,
environmental conservation, emotionally driven marketing communications, the development

of tourism personnel and local guides, and active community participation.
KEYWORDS: Tourism management, cultural tourism, Older Adults
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Creative Series Production "Victimized" to Promote Awareness of Online Scammers in
the Digital Age

2
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Tnwaunuwesluusunidnasvate (2) a59as9Asens83dasnin "Victimized" $1uau 13 nau e
Lﬁuﬁaa%ﬁqmmmwuﬂil,mmﬁﬁmz waz (3) UizLﬁuﬁﬂm1wsum?1'aﬁ’mﬁﬂumimwammmﬁéfm
AUUanABAINE T,ﬂai%ﬂiumumﬁwémﬁﬁmmé’ﬂ 4P 1E (Pre-production, Production, Post-
production, Promotion, Evaluation) mumaummmmmﬂmmslml,iaq (Storytellmg) SRR
nuin1Ivaenaied3ninga (Social Engineering) uazuuAnauuileiovesie nansidonuiy
AotuifisUssinndsdasinanunsoazsounalnnisuasnaiesulalldegefiussanian Tngldnng
i3 esruUszaunsaifazasilnddnfuinussdr furesnguidvine F3daansaiiauegunuy
mﬂmﬁwmﬂwma é}zﬁl,wi Romance Scam, Investment Scam, Call Center Scam Tuauds Deepfake
Scam wosileufidetostulludeFesedruuuioy

o o W Y

Adnfey: aunues, F3dnsah, maviaenarsesulatl, Anumseningadvia, detuifiadedsn
ABSTRACT

This creative research aims to (1) examine and analyze online scamming patterns in
contemporary digital contexts, (2) produce a 13-episode drama series "Victimized" as a public
awareness media, and (3) evaluate the potential of entertainment media in conveying digital
safety knowledge. Production follows the 4P 1E framework (Pre-production, Production, Post-
production, Promotion, Evaluation). The research integrates storytelling concepts with
psychological manipulation theories (Social Engineering) and media credibility frameworks.
Findings indicate that drama series can effectively reflect online scam mechanisms through
narrative experiences closely aligned with target audiences' daily lives. The series presents
diverse scam types—from Romance Scam, Investment Scam, and Call Center Scam to

Deepfake Scam—while embedding preventive knowledge seamlessly within the storyline.

Keywords: Scammer, Drama Series, Online Fraud, Digital Awareness, Edutainment
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Abstract

Generation Z consumers, who grew up alongside the internet and smartphones, are
emerging as a critical force in Thailand's consumer market—both as direct purchasers and as
key influencers of household buying decisions. Because their behaviors and expectations differ
markedly from those of previous generations, traditional marketing communication strategies
are no longer able to deliver comparable effectiveness with this segment. This article aims to
analyze marketing communication strategies for Generation Z consumers through a review of
relevant literature, covering three key dimensions: (1) content marketing and storytelling, (2)
social media marketing and social commerce, and (3) personalization and omnichannel
experience. The literature review reveals that these three dimensions are interconnected and

mutually reinforcing: authentic content builds the trust foundation for social commerce, while

LuA. a1 IngnaeiInsze)
2 03, U INGISELTINTEE
** Corresponding author, Email: k charuwan@hotmail.com

50|Page



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

behavioral data from social media engagement serves as essential input for personalized
experiences across other channels. The article recommends that businesses invest in
authentic, participatory content; develop transparent and secure social commerce systems;
build integrated customer-data infrastructures to enable personalization; and consider the

ethical implications of marketing designs that may encourage impulsive purchasing behavior.

Keywords: Generation Z, marketing communication strategy, content marketing, social

commerce, omnichannel marketing
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Abstract

This research aimed to examine undergraduate students’ awareness, recall, and
satisfaction with an animated video introducing Thai playing cards. A quantitative, single post-
viewing survey was conducted with 100 undergraduate students in Bangkok selected through
convenience sampling. Participants completed a questionnaire via Google Forms. The research
instruments comprised the animated video, five awareness items on a five-point rating scale,
five message-recall items, and five satisfaction items. Data were analyzed using frequencies,
percentages, means, and standard deviations. The findings showed that overall awareness was
high (M = 4.14, SD = 0.61). The mean message-recall score was 3.93 out of 5, equivalent to
78.60%, while overall satisfaction was very high (M = 4.21, SD = 0.58)

Keywords: Thai playing cards, animated video, awareness, recall, satisfaction

B9|Page

93, sdnTrinsdase™* Corresponding author, Email: boonyarit.chol@gmail.com



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

Unin

lisioslne (idadn) iWunsaziauiiazviounisldnasmfiuuagnsanenonaiuiseningg
AU NMslauReIAn1dLng 1139091 kagnsinduls uiaugulmisnadiliquaeiudnuuzuay
Fossnvedlwsiodlng ns

woundamslusunuuiidindeineiadugaFusuresnisaiennuidnuazauaula ded

drugivayindnisasiauliiieslneuazdiionuinieimusssuunaususioly (Uayygns ¥al
2569)

a
&,

d‘ aa o [~ 1 d‘ 1 1 ¥ d‘ [ [ Y Y = I % a al

dendviadutemnandismeunsausineddulndesnglidfsausulndlaazan ke
weilwduanunsadauaninlindoudiesuisegraluddu Fagrelignldweaulntoddvesuimh

Yo Aoy £ aa Yo A | P |
Au3Innsastauille yaaans vald (2569) wauelvldinleuardenmlunisineunsaiuiisosin
Hodlny FeapnadosiunuIN1eues UNESCO (2003) flnnud1Aiunisaseninunssnintaznig
fnenenauIMeInusTTULAAUTUlYL sratiunslialota ttunuzin vt eI adunuiniamis
Mgduasunisiseuiuaznseusnynsasautlunguausuln
a o a ) v a = vy oA 2 a

nseenkuvIAlawatiutulduuifnnisiseuimederalsguiuuues Mayer (2020) Fsa5une
msiauennkavAtesueiaenadosiuyelivudlaiomla wulAndIwdunsaulunis
auaseslineslnglvidaau dmsumsianavaangudmnelavudowdilainnisianaluanusiiu
laua mssuiinguadilaansiiiaueiisdda n15andnsgazdunanedy war Amuisnelasiods
1A85189UNALARLAURIN AU

o =2 o a & | i | al a a v ' v

UnAnwiszauyTyynsidunguausulmifaunsaiunumlunsiseuiuazaienenninus
maTausssunsienAnwdndnuilununnaumiuasiudalenialid1937 dounguilfuans
Wernulinaslnecuiadimlonadiutulasgslslaslisndudaaiiuszaunisaliau Innaslneunnay
n1sAn®dTefnwIn1ssus n3andn waganuinelavesindnwmdsusude nanilaavdaeln
nsunUnAne I lakazandilannuaus Al mmﬁqaﬁmmﬁmLﬁwiagﬂuw?iaasj’mli LD
idayalyuiuusanisieansisesbinasinelivansauiuausulnl wazatuayunismewnsaus
weanulnkaslnesald

Tnguszad
1. Wefnwinisiuimaneiuliiesingvesind@nwseuuSyynivassusudednle

wotlidu
2. Wiefnwin1sandnansiusingluaeinlowetimduiuziilntosing

3. WiefnwiAnufianelasdeiliont A des wazgUhuunsiniauevesdeinlewe gy
wuztlvisiaalne

60|Page



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026
Torudni

ns3udans mnefis msvsziiunue wdsningmeuithlavhde gnsmne wazansddni
AdUADINsAe TasnesnasUsTINMAT 5 Sy $1uru 5 To AvuuugaIneRssuiigreuseay
Tty ldldasuuuanuiifgaiignies

NM33AS1Es vnefs Anuannsaneufnigfuierumienmilusngadundulng
lidoug  Yadaemanudinoudu 5 4o Wideay 1 azuuuilogniesuas 0 azuuwdioligndes
vielainey 1 0-5 Avuuu TlMnouasnsinIResduduInAdUatumeunsioulFass

arwiiswaladade mneds mnuiundsrsonudaiou amala arwseides uay
AUV ALYRINNHALLEEY TMENIRTUTEIMAT 5 SEau U 5 8

tnfnwssiuUyaeilunganmaviuas e gisdsdnuluantugaufnuineey
Tungauvmavnuas o1y 18 THuly uazBusomdimeuuuuasuny

Usslowlilldsuainnisisey
1. yhldvsussdunsiviarsndn mssndnien wazanuiawelavesindnysedu
Usyawaiifiseinlenefudunuziilosing
2. Iieyadmiuusuusniomuassuuuunsinausadde Welinismouwnsauiizasl
sipslnewmnzaniunguivumniy

adg a o
25015398
nITedidun1ITeBsUs I TaedisiamnuAniuLarnITInILilenT ASuAeInaIS UL

do7nlotatiutunuzinnnaglne

a

1. Uszans Ae dndAnwseaudsyaesndnwmedluanidugaudnuilunsunnuviuns

A
'
a a

2. ngufaege Ao Unfnwiseduliyynsnanyegluaniduanudnulunsammuiuasy

o

SuriAalawadwdunuzinlnnoslnewazadnslanauwuvaauny
2.1 Fmsfimuavuinveinguimege Amuavuianguiieg1aleswuniggnsves Cochran
Z%(1-p)  (1.96)2(0.50)(0.50)

Nng — o2 =S (010)2 = 96.04

(1977) dwdumsUssanadndulunsditlivauuiulsssnsuuey fil

Tag n0 Aevuanguiiegisiiduald 7=1.96 iuailddmiusziuanuidesiufesas 95
p=0.50 Wudnarudismuadelinsvadnadiuvecusznng uaz e=0.10 \uriauaaiaaioud
wuslumsdnn Wetlatuarlfetneios 97 au §ideTatmunndguitegianu 100 Ay

2.2 Fn1siennguiiegie l[93sidenngusiegeiuuasain (convenience sampling) 310
tndnufifiaaaudAnuifvusuazaiasladiion laglvuruialenounsunuuasuaiuniu

Google Forms

61|Page



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

3. 13 aeiiadilélunns3se Usznaudae (1) deddlevediwdunusiilvinedlve uay (2)
LUUABUIME I3 UTURIU Google Forms Fautaifudoyaniluvesineu domamnissuiaismdn
LUUIATUTEINAAT 5 53U S1uau 5 98 uuutamsaadidemnanadu s 5 4o Taeneugnld
1 priuukaznouinld 0 Azuul uazdermamaruiiselasodouuuinasuszanua 5 seiu S1uu

5 98

AN 1 QR Code Fodlawatliudunusiinlnnaalne
4. msiusavsandaya vhnsmeunsdsidedflouedudunsounuuaoununiugemnis
¢ vy v ) A 2 v v A g
paulail Tiidnssusndensunsunuuasunuly Google Forms wiudeyaninaudiilu

CY

UnfinwseiuUigaestungammanuasauasu 100 au lnaiudeyandsiuvuiiesnsaufien

5. M3asizndaya Jiaszideyanilumennuiuaziosas TATIEVAzUUNNTIUI LAY
AuianelanlsaAadslazdu e uuNIATFIU @IUNTIATIAIUIUALLUUITINIINAININ 5 0
LAIT8UANRRLAEA LT UNNINTTIUYDIATIUUTIN HANITIATIEYLTUTIENeTayaveIngy

ADYNANWN

Han1539e

A5 1 waneduiuarSevartayailuvresnauluUaaUn

n=100
Foyavialy 578113 1w (AY) | Fouaz
Ll AN 58 58.0
Y 35 35.0
Ju 7 videliUsvasdszy 7 7.0
91 18-20 ¥ 42 42.0
21-23 1 48 48.0
24 Bl 10 100
Uszinmnanivu 35 64 64.0
LNy 36 36.0
ns¥dnlvisiesineneusuvsde g 25 25.0
Lipe 75 75.0

62|Page



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

915797 1 wudn nqudiegsdiulvaidumenda (Sevar 58.0) To1y 21-23 U (Feway
48.0) Anwiluanidugaufnwivessy (Sevay 64.0) wazlineidn linedlneneusuyude (Sauas

75.0)

15799 2 wansARdeuavdlsauuinnsgIuremnIsiuiansanaedntene i duiugiilviaalne

N135U3as Mean SD
\ilainaduseansuustiedlyiiedlne 4.18 0.70
Su¥dnwazisuresnwlyidhiaue 4.11 0.73
fu¥ilireslnedeuleafuiFead oy Tansssu 4.25 0.67
Suiresmadndstoyauiudy 4.03 0.78
soufummveaieviinduie 4.14 0.72

33U 4.14 0.61

AT 2 WU MsFuasiaesinegluseduinn (M = 4.14, SD = 0.61) Tonladade

d
Y
=
N

gaAan1sFuIBAsloyaiiandy (M = 4.03, SD = 0.78)

sanfen1ssuiadunandslinedlveluifiseaduas Tausssu (M = 4.25, SD = 0.67) daudaisn

M3V 3 waneiuIukazsosaruINIsIRTasuIngludeinteueiudunuziinlnadlne

ansiilvszywdsvulnglidoug Aaugn (AL) Souay
vhdondniinauuuzih 95 95.00
sUsuuiaAsvantuaiy 91 91.00
Sunumszaiaguinendy 78 78.00
dnwazananuillnediuang 69 69.00
Fommadnisdeyasefuandlundy 60 60.00
s7uA1ABUGN 393 910 500 / AAAY 3.93 910 5 393 78.60

a | o ] | Y Y ° &
ANRTY 3 WU YAAIDINAIBYIN 5 %auamaugﬂimi’m 393 ANMBUAINLONAVINUA

500 AMMBU WINAUSPLAaY 78.60 M30ALRAY 3.93 AZLUUAIN 5 AZLUY 19N leUINABRITaNaN

vo3pdU (Sogag 95.0) drdayaiediureammadidsiomselanzuuuiign (Seuay 60.0)

M13°97 4 wansAdsLazdulunUNNIgIuTeIRLTIeladede A lane i dukuzdn ke

Tne
=
AMUNIND TR Mean SD
ANMUTALIUYD LN 4.22 0.69
ANUUNAULIVRININLATFIAYAT a4.37 0.62

63|Page




NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

AUTALIUVDUABILATATUTTENY 4.18 0.74
FIMIENITAIAZAILY 3.98 0.81
ANURanelalneTIusanIsULELD 4.30 0.65

34 4.21 0.58

1NA157 4 WU Anuiesnelasiedeluninsiuegluseauanniian (M = 4.21, SD = 0.58)

Aa =

Tnedediila wadugeare AnutaulaveInmLaziaras (M = 4.37, SD = 0.62) diudeiilAnade

< [

fMgafe szmsiauazANNeIveInaY (M = 3.98, SD = 0.81)

anUsigaa

AuN135UEans nqudiegnlinissusansanInlenediuduiugi Innaalnelunmsivedly

seAUIN (M = 4.14, SD = 0.61) lngdenilrnaivaands mssuinlndesnewenlesiuSeuduias

1%
o

Fausssu (M = 4.25, SD = 0.67) nan1535eflaonndosiumuves Waiwingrob wazague (2023) 7ild

LY [

dendviameunsfauiausssulneundnAnuseaudIgyns wasnuinidnsiusinssuinaesy

A )

ﬂ%ﬂiimﬁﬂﬂ’mﬂ@‘Ni’l‘Mﬂﬂﬂﬁiﬂ NuRsnaatuauuIndenvatdusuuuunisniningdusuiniaue

9 Y

1%
[

dovmeTausssuuinguindne egrslsinmnuisediamssuiiamendsy Ssasuldifiossed
ms¥udvesngusegdlunnidy

Funsandnans nqusiieesldnzuuunisansieds 3.93 910 5 Aziuy (SD = 0.87) uansin
s tnAnviansaneudiniuiatuasivsngluaduldgniemansde nansifeiaonnes
AUSIUVOY lamsamai (2024) G'Tfﬂsﬁ?fami‘muumL'%Iawi’mmﬁaaﬁuﬁ’uﬂ’ﬂﬁﬂwﬁzé’w%q;zym%’ IGE
wuiakuueuinudlandslddegeniinouldde Snvis Chen wagang (2024) nudueiudy
vegUiuusaiuayunsieuiizesnuwinanssuiiduusanimussalunguiin@nwumine1de
nusaowandliifudnonmuosdonmuazueiudulunisdienendommeTausssy winzuun
3.93 lunsAnweSailfunanisandwiuiindss Tsdswonldléindumzandntonilduuieda

fruauiieswaladede nquiogisiinnudianelalunmsmeglussduanniian (M = 4.21,
SD = 0.58) Insfienelademuinaulavesninuaziiagasgean (M = 4.37, SD = 0.62) nansideil
ADAAdDIAUILYDS lamsamai (2024) Anuinindnuniiaudfianelasdedensguidesinnuiiesivly
s¥AUNNTIgA LATIUYBY Chen uazAn (2024) inuirguuuuueiinduiiamuietesiuauiis
nelalunsdoudidomusaniausssy dudofungnmaduaranusnvesnadiidiadomanly
nsfinwasell (M = 3.98, SD = 0.81) Fudulssdufimrsuiiafimfmioudeludfuuge el

AnadeninIteduldlavineanuinguulidianelasiedeiu

YoaUBUUL

Yarauauuz e uRng
64|Page



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

1. ALLAZIWIUIIALUAIUNMLAZAIaYAT NANTITENUIIRvLRaneladendwaulaves

Y oa A

AMLaEAIaEAsIINTIan gndndedanisinwiguiuunimiiefruaulaly wasiamnnisldfases

&

TreesSunsdnvauzvaslntodlnetasitouleatuisoa1ma T ALsSIUDE19ITMLAUE T U
2. USUTIMITNITHE AT NINTUIANNENVRIAAY F991IZNITLEALATAINENILALAALAIINNS
walasfign Jsnrsvnassdnaisuiiienilu Tnsusnaiszdrdgdudadlifanuliineg uwasiiuaanli

v a

Aruiinnsannnlnvsetemnuddgyneuwasulugussinudaly anntuidssuilanufniiuve v

5

neaduatuUiulse

3. ldazunumsansisedafiensindeunnudaauvoniom uandemsfinrsaridin
Teladifnougnies udnduluasadideyadiuiuusnglurdvuiuwelisuniefslddouas
Foulosrunmiluansvielal deyasiedeastioimungaiinisuudosue nmwdseneu vsons
whuansldnsasaiiu nediliasuirsuuudinifnanesduseneulavesdeifiviagaiien

Forausuuslun1sidunednly

1. Y918AMUNAINNABVDINGUFIDY AITANIUNANYIINTAIEANITULAE YA V1IN
dessuifeuiduuiiifugiunsdouiaeiuiud s waeimeladedeunndrsiuoesls way
windesn1sasuranseunautindnylungunnumiuasAIswRudennqudeg 1 dudunuves
UsErnsaniy

2. Fnwinisandmdsiuluszosnils uenantaviuiillevuauudimsliidsmneudan
Aeoafuidonidudnefmdsilugasnaiiivun wu 1-2 dansi defiarsaniaaieitulies
nefinseglunnusdfiode uasfidlomdnilafifvadude

3. Wisuiflsuguuuumsthiauevesiio AsAnwirdUatuiudisuivatufivsusemsnisia
A viodRuuansddny tneliidnsuuasnguivendeniglditeuluiilndifestu 5astae

T guuuulaumnziunisieanssesnkesineunnguinfnwiuinn i

UTIUYNTY
yayynys a3 (2569). wimnssunisdeansiiienseyindnisaulikedlneiiedefilsnaueaden
luffaseny. 275975875 Ao At 8(1). 11-24.
Chen, S., Liu, X., Bakhir, N. M., & Yu, Y. (2024). A study of the effects of different animations

on germane cognitive load during intangible cultural heritage instruction. Education

65|Page



NsahinenaEasizims I 3 aud 2 nangiax - Suaax 2569

Journal of Communication Art Academic Vol.3 No.2 Jury -December 2026

and Information Technologies, 29, 19163-19196. https://doi.org/10.1007/s10639-024-
12567-5

Google. (n.d.). Create & grade quizzes with Google Forms. Google Docs Editors Help.
https://support.google.com/docs/answer/7032287?hl=en

Guo, P. J., Kim, J., & Rubin, R. (2014). How video production affects student engagement: An
empirical study of MOOC videos. In Proceedings of the First ACM Conference on
Learning @ Scale Conference (pp. 41-50). Association for Computing Machinery.
https://doi.org/10.1145/2556325.2566239

Hoffler, T. N., & Leutner, D. (2007). Instructional animation versus static pictures: A meta-
analysis. Learning and Instruction, 17(6), 722-738.
https://doi.org/10.1016/j.learninstruc.2007.09.013

lamsamai, P. (2024). Using cartoon to enhance English language competency and awareness
of local values: The case study of Lop Buri local legend. Journal of Faculty of
Humanities and Social Sciences Thepsatri Rajabhat University, 15(2), 181-196.
https://so01.tci-thaijo.org/index.php/truhusocjo/article/view/273620

Mayer, R. E. (2020). Multimedia learning (3rd ed.). Cambridge University Press.
https://doi.org/10.1017/9781316941355
UNESCO. (2003). Convention for the safeguarding of the intangible cultural heritage.

https://ich.unesco.org/en/convention

Waiwingrob, P., Thamwipat, K., & Princhankol, P. (2023). Active learning extracurricular
activities using digital content to raise awareness of Thai arts and culture among
undergraduate students. Humanities, Arts and Social Sciences Studies, 23(3), 642—

655. https://doi.org/10.14456/hasss.2023.54

66|Page


https://doi.org/10.1007/s10639-024-12567-5
https://doi.org/10.1007/s10639-024-12567-5
https://so01.tci-thaijo.org/index.php/truhusocjo/article/view/273620
https://ich.unesco.org/en/convention
https://doi.org/10.14456/hasss.2023.54

