N13AATIEINGANTSUEUITAANIUNTTRE ST TMUS T
vasdejulnelugmnda
Consumer Behavior Analysis Through Thai Teenagers’ Cross Cultural
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Abstract

This qualitative research used content analysis method by studying
communication pattern that posted via online platform www.pantip.com. This
study aims to study and analyze consumer behavior based on interesting in Thai
teenager cross cultural communication via online social networking as basic

information for purchasing product and service for proposing cross cultural
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communication pattern in digital era to communicate and exchange information
relating to consumer goods topics based on concepts of (1) consumer behavior
analysis (2) Thai teenagers’ cross cultural communication in digital era. Study
found that content on official online social media of Thai coffee brand were video
clip (50 posts) the most, followed by product images (34 posts) on-site promotion
(21 posts) influencer relationship management (13 posts) promotion (7 posts) co-
creation (2 posts) and recruitment (1 post). Study found that Thai teenagers in
digital era prefer to find out more information relating to consumer product via
online channel. Interestingly teenage consumers communicate and exchange
information relating to shopping goods (100 subjects) the most, followed by
specialty goods (53 subjects), convenience goods (14 subjects) and unsought goods
(4 subjects).

Keywords: Consumer Behavior Analysis; Cross Cultural Communication; Digital Era
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Nan15738 (Research Results)
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LLang‘jé’mﬂ’uﬁ‘muLLawwﬁm%’uuuﬁaﬁa (Interactive application) lA8MIUTDINIAT 9
917 nInmes (Twitter) Udan (Blog) Blud (e-mail) Buanwnsy (Instagram) latl (Line) g
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11U (Youtube) Ludu (3) n1suarsmndoyadudiisuifisvteiuladeaiifivogiady
M9N15903EM39393Wa (nfluencer) fuslnasuidoyatudgulnauilnaussianiiinu
Uszaun1sainisldvesmssdnsna (Influencer) viligusinasuinisiiogvasnsiduen
(Brand awareness) L‘ﬁ'umﬂeﬁu (SocialMediaToday, 2021) §uwQLauL%§ (Influencer)
nanedudiudrdgurandmiunisyinnsnainfdnarensauaaig 9 1NTU 91AN1533
a¥adlon tie-in vieudinseisnmsuwsinadanuusudiluusudiduiiddnmn @) s
wadoyadudasaanie dudiignirdelnglilinununiendalidrmii nquaudld
suduidssanidnlng s fuarmifeyanidiouluiaiotedsauooulal &
aoandesfuuuifn (1) Msdwszsinginssuguilam (2) nsdeasiuimusssuluguuuy
PaviavasTogulne el

1. wAnRnfumAenginganssuguilan

Michael R. Solomon (2020) Ynauaintun1siasiginginssuguslnaaunsald
mmiﬁlaq (1) Yayausz¥1ns (demographics), (2) ngun15u3laa (consumption
communities), (3) NaYNTNI1TLUIAIUAAIA (market segmentation strategies), (4)
@U%Iﬂﬁ (consumer), (5) N32UIUNITUTINA (the consumption process), (6) WeANTTY
&E‘U%Iﬂﬂ (consumer behavior) ), (7) Aodinu (social media), (8) Lﬁammmﬂ% [User-
Generated Content (UGQ)], (9) LLuﬂﬁw:\T‘U%Iﬂﬂ (consumer trends) Ingiisngaziasn ﬁﬂ‘f‘j

1.1 Yayausey1n3 (demographics) n1simuadmaneniudeyauseyinsiluis
Aunitmngnueguazng Ssglitnnsmaiadhfngutmanefidesnismuraedin
dieflazuanailomitieadeunniiaaliuifuilneedisoiios

1.2 nguuslaa (consumption communities) miLﬁﬁlﬂﬁﬂﬁUﬁﬂﬁ%Lﬁﬂ%ﬂﬂﬁmﬂ
wusuRvaaainlalungugna ldlduadeyavnassnsemans o1y eld viensfny
whily widesasdndsanuidie auad wasndudse Seivmndmarianisuilnadeluusas
nau ffeyaannauiuslnamalnidea Fadunguissululanladea Tnevihmsdsiinnudi
Tdeamdoyaluwnadnesusing q wu wgda Buanunsy Minmes Rumeisad

1.3 gu3lan (consumer) iluyanavzenguyana 1wy auFeu Mdugliau way/
viie Uinsnuaninefindntumelussuudnu dluimiusinnenadildvainuanstuegiv
U3un wiifienily fe Jannyaeafidedudvieudnindelddius Sludensuaanie
A9

1.4 n38UIUNITUTIARA (the consumption process) 38 NszuIUN1SAnaulavey
Jo Ao Msfuistlam nszuaunsderniAntuileddensenindsymiuienudeanis
vosnules uazfinisdumidoya Tududfuilnaszuaramdeyaifiornaula Tuduusnas
Aumtegaanuvaineludey wetanldlunssufiumadon mndslddeyalsifiome
Afosndeyaiuanuvasnisuonaintu nsdssdunamaden guilanastidoyadld
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3’;U3’Jaﬂ”5mﬁmlﬂwmmmiLLaﬁmﬁwﬁ%’aﬁ foide Mludnuurnnuisudivummaden
wazALANANTigauaznsdnduladonmadenddiign ndansuseiiu gussiduay
niuded daids ndmntuyanaszfowinduladenmadeniinfianlunisudtymsinld
Uszaunisalluefnlunosi mﬂizaumimammaqLLazQauuamwmiﬂizmumwaq
mste \udugevinendsminmste guilnasiwinturiddotuly warluvusieius
wwvinsUssdiundedariulufe Sandulddn nssviunsindulateesuslaadu
nszvrumssailedlildugnnssfinngde

1.5 Wafinssuguslan (consumer behavior) nsgulun1s nsenginssulunis
dindulate 19 wosdsefiunanislddudviouinisvesfde wailiduilaanyarauasngu
UAAa 5mzﬁﬂamﬁwﬁ’ayiaﬂﬁ%aﬁuﬁwLLaw'%ﬂ'ﬁﬁgﬂuﬂm;ﬁuu,azamﬂm

1.6 dodanu (social media) nagnsnisnaraleduaiife 1WuAsHsenBeslunns
ddsgnénguidhmaneifienseduniadndauarsens wivesasediliiinag Limamﬂi
wiepunenenluszezusn Wldlinaneuunuiia ﬁ?u%eiawaslﬁﬁjm]mq 9 aviando
Tudeald lumsndfenguitmnevesnasiutemadsauseulaviduloniailinismain
dmsunisnsinsie uaznsvedufuEouing fuilaa 1iludadnisndeasuazudos
Aoumudtefuslna samfssudesaoumudiiumadniamifiumelsadvosmy 1flesnn
Guuwanrleuiifuslnaaulagean

1.7 Lua‘mmﬂwiﬂ [User-Generated Content (UGC)] N15% E:J:U SlaanIegnan
nguitmang asdlendnasumudseiaies Jsazlinnsnaniuusud fguilnaniogndn
nauinedanuauls Inefuusudlisndufeadetuinaguilannguilias (Kim Jinsoo,
2012; Paul W. Ballantine and Cara Au Yeung, 2014).

1.8 wwdltuguslaa (consumer trends) naAnssulug viruaivsenuAndiul
A sl Gedavanannsoaineiugiu vienssnuwnltuvesuilaald duilnad
wunlilfanuaulaladoadniinnntu Tasiame funewsad Guuwanesuiifuilaa
aulagean weldlunisdumdeyanazinadsey s MAsifuaueamdefinuaula iy
fuilaaiinisdumansiiievinvunnazvesuseduludumaniauvusinesivhuniedleans
(DIY) wén Tnadsiinusias fiumelsan vosay wazaInnsaiAny “vowndd” 9 “Tautsiu
graedy” iuuszsunssumstheyszaumsalfuilaa seydn “lutas 2 U fiuan vidn
2 Iffnsumsnanadmiufiumensatu 3 i lesan uwasesuildliiivioyaduled
voafuslnaldedreliuszansam srudslurramaniadanesiiiuuidie” Wesain
anunsainisunssruinvadlsaledn-19 stuilansiufvanigenini walbuduilan

N3 FoAuAuaruINIsHIuYTeIteaulatigalu (Do-Hyung Park and Sara Kim, 2008)

Ce

2. wIAnseINsdRans i inusssulugUnuuRdiavesiuulneg
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2.1 wnAades “msnatauuudinsetin (Word of mouth marketing)”¥84 Dave
Chaffey and Fiona Ellis-Chadwick (2019)

Word of mouth marketing (WOM) v31884 n1suansiakuuyngauin Fudunis
domsfiinannsfignéndureulusaudvieuinsudniluvendedynanadu nisuen
feaunsaUeNdeKIuFeua A iTnTIY (Cultural stories and Ceremonies) lng iy
Inelugaidviadoasinuinmusssuriuromisdedenuesulay suuvvanivleduiousy
wanduisnlilaedfuilnadudienisianessn Ussaunsal uasuaninnudniiuriy
unA 3UAm wioddte AflitanuvsiulirugBuluniediedumedidn fensli

ToyauarUsvilivdudAmsousnis Wiude deruesula (Mudambi & Schuff, 2010) Fslu

'
P

iAo 15337 (Review) Famaviulad www.pantip.com inuaddenaunuIuuiy
vasaszyindu (1) Consumer Review (CR) minefis Usziavmilawean1ssin degideuiin
Hu frodudviedoauinmaes Liffaduayliaudiouimens uasdidoudialdlésy
a1 neuunulumsidensih wu WWinTaesm dealddesng 9 10 udindunndensis u
#u 138 (2) Sponsored Review (SR) manefis ULuUniswesunaa3i1 Fefideu 145y
nsatuayuvieldfunausslosinnidivesnidudivesdudviouinisiannansuas
msdeu ioflaliiidouinToulsuiiiu (Review) waglvinisatuayuaudvieuinisi
T vudeeeulal (Lu, Chang, and Chang, 2014) ﬁy’qﬁmiﬁéﬁimm‘%aqﬂﬁmmwwﬁ]uéﬁ
wanwazrvuadonlisuiusinaniognéteuduiiieifunisuaniudsudeyaduduie
‘U%msﬁlmwuLmumsﬁamséﬁmi’wuﬁiiuiuqﬂﬁﬁﬁamaﬁaﬁulmﬁl Dave Chaffey and
Fiona Ellis-Chadwick (2019) 158011 User-Generated Content (UGC) uammﬁma%’ui
15397 Bdluiitmneia arwduiusserineiiflanunsoaiaussunalalifsu it
AdponmANAnYeINUlY TedamansenusengAnssuvesieu AelAnnalusuisegdle
LAY N13INLNUNISTRAUAT TednszuauntIniengAnssulunisindulede 14 uax
Uszidiuwanislddudn vieuinisvesfte eilifutannyaeauasnguyaaaiduiude
Fuilaasuinisiieguesdudi (Brand awareness) inunisdeansuaniudsudeyariiutes
mansdeansesulaiifiviy msfeasiuiausssuvesieulnelugaddvialdnisdeans
rudewnsdedsausaulatiiinisnevaus imednuldnansfiandludemnsooulat iile
wawndeya Welsznounisindulatedudgulnauilng wsthusraunisnl/ anudis
welalunsldaumgulnauilng nginssuvesgniuulaneeulay Jsaonadosiunsdnu
vosaslafy Sunied way duiss n3A0R (2561) Anviinguisiulnednauladodudl
neldeadusznauvadlunisdedudn 3 Jade Ao Armidndud, aruiFousd mieys
AUy wagnsuande Tvdswarontsfnduladedudediaduiy aonadestunising
yosga ¥ \Aesisall (2558) inuinfeguuaandeya wsiuuszaunisal/ arwianela
Tunsldaudgulnauilaaniunsdeaseoulativesioiuniniign nisuarmidoya Lilo
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Uszneunseinauladeduigulnauslag uazutsdudszaunisal/ anufewelalunsld
audgulnauilan Werdosiuusadu (1) Sunsunisieiiine (2) nslésuaudiiazaan
sa57 (3) Wiluduiignladde was (@) seniignndn.1 Wdudeyafiugudmiuiudlu
NSUSUUTINTUE A AU lansInIuAINABINTSTaeRUsLAA

JoLaUBLUZN15I98 (Research Suggestions)

1. forauauuzialy

gA Thailand 4.0 Wugailinmddglusunisldnaluladuazuinnssuiiowiia
yaAnAuAIarUINg fUszneunisgstasimsususufie i fudsaugaddvia vuzieaiu

Sogulnelugandvaiingfinssumsffuslaafiasuuvadly nsinuidenginssuguilan
TunduiiFeanansafnuinisvhnmseansehulnsdwitledaindeudlfinsdwsidudonandy
nsvieAu wiouinis dovhliuusudduiisnuntu maensllnsdwindeudidu
donansnisindedeasuaztomsszninmnaudduguilanatenanisviinisnaiadiu
Insdnvindoufiiudemisdiuifiindudedies iensadigngudmuneuasd
Updustusiungutmanelannil waznninan Tngnsvinsmaiasiulnsdwiedouindu
N3EUIUNITVBINTINUNULAENSUSURMULHUNTALETUNTUIE NFINTMNeFUA AL
Uinsiutewnawedlnsimildoud manamsiulnsdwviiedeuiiiudemnaiivagdaaiy
wagiiudnenmnisnsnaalusuuuuiduiosinmmarsludnvuedannsovennis
novausainguimungliegsinduaziiuse@nsam wu nsnevausmanslave
i SMS anansaLfuiaisuenfaiinanisteld Husy

2. Sorausuuziion1idensesioly

Wierdunisfauianuiluidedvinisdedes lunsiinuides “a1siasies
woAnssuguilansumsaeanstiuiansssuesiogulvelugaadia” annsaliuszgndld
nseuuIRMRIfuTAuARvesiuilaaiiidonise iuunAEImiuTemsesulall 3
aunsadnuild 2 Wade Ae (1) esdUsznovvesiAuARfuseanidu auindn
(Cognitive) A3An (Affective) uaz WaAinssy (Behavior) uaz (2) msdnwuieafiu Jady
fiefosiunissuunaudia Autseendu duiilewn (Content) duundstoyanas
Wwdsans (Source of Information) wag suANETeIdssweans1@ud (Brand Awareness)

aa o

WiefinunseingAnssuguslaalunisdndulagevesivulvelugadivia
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