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Political Communication via Social Media:
Future Forward Party’s Message Appeals
and Media Format Usage on Facebook and
Twitter and Links to Political Participation
of Generation Z Audiences'

nisdaansnisiijovuinudoduausaulad:
suluula:gapuiblutonansuusinua:ndnnes
govuwssnauAninL AUNMSTdoUSIUNINISITo
UOLIDILBISEUT (2)

Atchareeya Prasitwongsa® and Adchara Panthanuwong®
- o £ .
faa3en Usg@nanm uaz daasn flnmenyned

Corporate Communication Management Program

Faculty of Journalism and Mass Communication, Thammasat University
mmﬁmmﬁmmimﬁﬁ'@mamﬁm
ﬁm:’]’]im’]?ﬂﬂﬁﬁlgLLﬂt?ﬁlﬂﬂ’]?NQ@mu NPINENALFITNANGRT

*Corresponding author E-mail: aprasitwongsa@gmail.com
(Received: August 23, 2020 / Revised: October 15, 2020 / Accepted:
October 30, 2020)

UNARER
NFULAEIAaNA 11 W.A. 2560 tuladnfuasausnaaslsumelng
AngrAngiadledn tennrdaeasHnudediaNaavlatidNntalunng



nsdaansNIsasudediANeaulal 161

WIAes (Uszansd fasfish 2018 uay 2019) wrsaiiilu ﬁﬂ@'ﬂqﬁqmnﬁqm
dannsairalsngmsniannisiiendelmidnalddenssaeunaslvs
AlfAner grudasnnauiilvidaiulsransdalvgflulanaeulad
Tnenenizadinai luvgauauuensdiud @) viaauidaludes U wa.
2539 - 2543 aiflugudesaiivayunasa lunzFaaiu A nszue
ponilaansatuan fdufiindanadieuiulnailudlsandlnafiaoy
nagieiesiludamwaimaiiesnniugon unanuail aztiauamsinm
nsRessrhudedinneetladiamesaeunanlual uazanuideslaues
nsRamsannssaiunsTdauTaamnndesesruiul lnsany
nau gFumsfegluaiuondud lunsfnen ldinnsdnmeiainumes
Tayaaedtlszinn laun dayasiuienals AeansainnssAauIAmlg
Tustinuazvianneildiuanadongagaanuou 40 Inavan uazdeya
fuyana AenIdN M EaiLIUAEANTUNgNETIaMINaglualue ity
wazdlugFavaidensdlutl we. 2562 s1utu 22 au tnsfveuwnnis
Anendausiudl 21 funaw 2562 - 21 funan 2563 uar wiseaniy
ABNTINIAABTNNBULUNITA (21 FUIAN 2562 — 21 NNNAUS 2563)
WATNAIELNTTA (21 NNNNAUS 2563 — 21 Hu1AN 2563) AINN1TANEN
asunaladnssaauiaaludinisldqngeladavauasauniuetsunl
anfiga Tuansreanasaiiiauariuanuacinnes Bnvianase
awarlsiafimaihiengduunniaueasfivannvans andseneuriu
Tuudazideonn uazfinsldglunuiivainvaianntvlugaamds were
Qe UaNAINT NMsENMENMLLIANYAN Woh nguifuasaeidud
WiudnnsReans iudedianaculaiaes nesaawasival Gafldou
lunisnszruliiianisdidausaunIanisiesansos

AR NRaaNINNTLies, nrdasTiudeaaulal, ATalnadIAN
paulai, Maldiusunianadles, wisaauIARLYN, [RILalTduT



162 dannAnans 17 32 atiufl 2/2563 (NTNNIAN-TUIAN)

ABSTRACT

Thailand’s 2019 general election has been regarded as the first
time for the country to have news media, especially social media, as one
of the crucial communication tools for a political campaign (Kongkeerati
2018 and 2019). Future Forward Party rapidly grabbed the most attention
from Thai social media users, especially first-time voters who are mainly
Generation Z (Gen Z), born in 1996 — 2000. In the meantime, Thai youth
political enthusiasm sprung up since this party became popular. The
present study investigates how Future Forward Party communicated with
Gen Z receivers via online platforms and whether the party’s online contents
link to GenZers’ political participation. The research methodology divides
into two parts; textual analysis and in-depth interview. Both methods
employ the same time frame, March 21%, 2019 — March 21%, 2020),
which is separated into two periods — before the party was dissolved
(March 21, 2019 — February 21%, 2019) and after the party discontinued
(February 21%, 2020 — March 21%, 2020). The textual analysis retrieved
data from Future Forward’s 40 most famous Facebook posts and Twitter
tweets, while 22 Gen-Z informants, who were eligible for the General
Election in 2019, imparted data to us via in-depth interviews. The results
indicate that the Future Forward Party uses a combination of rational and
emotional appeals in their Facebook posts and Twitter tweets. The
party also introduces multiple presentational formats to online contents
and even increases the variety after it disbanded. Furthermore, in-depth
interviews with GenZ audiences signal that the party’s online

communication influenced their political participation.

Keywords: Political communication, Online communication, Social media,

Political participation, Future Forward Party, Generation Z
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Introduction

According to Kongkeerati (2018 and 2019), the 2019 Thailand
General Election was noticeably the first time for the country to have new
media, especially social media, playing an essential role in promoting
political campaigns. After a big gap of time from the last successful
election in 2011, the election also attracted new voters to participate
in voting enthusiastically. According to the Department of Provincial
Administration of Thailand, the country had over 7 million new voters,
calculated as at least 14 percent of total Thai suffrages. New voters’
voices became political parties’ goal, yet not every party could successfully

catch their interests.

Several media and scholars have mentioned the Future Forward
Party to win the new voters’ hearts. Many have ascribed that the majority
of 3 million votes that helped the party to win the 3 place in the election
poured from the new voters, especially those in generation Z. This
corresponds to Super Poll polling in August 2019, which revealed that most
young people favored Future Forward Party, notably among those aged
below 20 (81.9%) and 20 — 30 (67.4%) (Post Today 2019). Undeniably,
its proper communication scheme took one of the keys to achievement

in the election.

Since its establishment, the Future Forward Party had strategically
emphasized online communication and received idolization from its target
audiences — new generations. Not only social media accounts and an

official website for audience reach, but the party had also linked trends or
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phenomena to its activities by producing real-time contents (Mumman and
Pensawas 2019). Its intention to resort to online communication indicates
the influence of new media, specifically social media, to the party and its

interest to convince the majority of users.

In 2019, online users in Thailand comprised 71 percent of its
Thai population. Meanwhile, 62 percent of the Thai users were between
18 — 34 years old (Bullvpn 2019). For Facebook, people at the age of
18 — 24 and 25 — 34 majorities the total Thai users at 16 and 15 million
accounts. Meanwhile, for people aged 35 — 44, 45 — 54, and 55 — 64,
each group contributes to only single-digit million accounts (charathBank
2015). For Twitter, statistically recorded in January 2019, the platform
had grown the most in South East Asia (Wongchaiyakoon 2019). Most
users were people aged 15 — 24 (40 percent), followed by people aged
25 to 34 (26 percent). Knowing that social media majority users were
from generation Z, political parties could take a significant step further of

winning the election if they grasped how to impress the Zers.

In Toeyla’s (2019) independent study entitied Media Exposure and
Image Perception on Future Forward Party of People Aged 18 — 35 Years
Old, the result shows that people aged 18 — 23 years old had the most
media exposure to the party and were exposed to online media more
than people at other age groups. Her study underlines the importance
of online users at this age range to the Future Forward and leads to our
question about the party’s online political communication and its effect

on the target audience.
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As the winner of the election is a big party from another polar, the
Future Forward winning the 3“ place in the election brought itself, along
with Pheu Thai Party that won the second place, to lead the opposite
side. Despite not winning a government role, the party never lost its
internet popularity during its time inside and outside the parliament. In
every parliament meeting, the party representatives’ debate would often
be mentioned and top-trended on Twitter. The party’s activities, such as
flash mobs, earned satisfying feedback from supporters in both the online

and offline community.

Despite its popularity among the 3 million Thais, Future Forward’s
path in Thailand’s house of representative did not stay long. The party and
its leader Thanathorn Juangroongruangkit faced legal issues that one of
the disputes eventually ended its journey in the parliament. On February
21%, 2020, nearly one year after the election, Thailand Constitutional
Court adjudged the party to dissolve according to a 191-million-Thai-baht
loan from Juangroongruangkit. The Court interpreted the party’s debt as
receiving a donation, considered violating the 2017 Thai Constitutional Law
and 2017 Constitutional Act. The sentence disqualified the party leaders
from involving politics for ten years, including refraining from registering
for elections, administering political parties, and founding political parties,

since the day of the sentence (Matichon 2020 and Daily News 2020).

Nevertheless, Future Forward’s popularity was not taken away with
the dissolution. On the day the party was judged, the party’s announce-
ment on Facebook drew more than 2.5 thousand shares and 1.5 million

views. Moreover, the hashtag “#saveaUNAR AN (save Future Forward)
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was trending with over 1.77 million tweets on the same day. After the
disband, Future Forward, temporarily naming its group as “Future Forward
Movement,” continued its political activities outside the parliament. For
instance, the group hosted “outside-parliament impeachment.” It also
advocated the remaining Representatives of the ex-party, who were still
qualified, persevere their works in parliament, especially to persist in the
1% official impeachment, held several days after the dissolution. In the
meantime, the group’s first activity outside the parliament has brought
the “1MDB’ dispute that the current government could be involved. The
issue raised over 4.5 thousand shares and 1.9 million views from the
group’s Facebook live, and more than 2.4 million “#1MDB” hashtag uses

on Twitter.

Moreover, in the same week after the dissolution, students from
over 20 universities demonstrated flash mobs and hashtag-trended
opposing the government. After the party’s discontinuation, the awakened
youth movement links to our curiosity about what the Future Forward has

communicated to the youth via social media.

In this research, the question is how Future Forward Party utilized
message appeals and media format in their social media contents, and
how Generation Z audiences thought about the party’s influence on their
political participation. Hence, the research was conducted based on two
methods - textual analysis and in-depth interview, to study both message
sender and receiver sides. The textual analysis was applied to study
Future Forward’s online communication appeals and content formats, while
the in-depth interview was utilized to collect the audiences’ opinions on

political communication.
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Political Communication

Firstly, we must know the definition of political communication.
According to McNair (2011), political communication refers to purposeful
communication about politics. Political commmunication embraces: 1) Any
forms of communication relayed by politicians and other political actors to
gain particular objectives, 2) Communication addressed to above actors
by non-politicians, i.e., suffrages and activists, and 3) “Communication
about these actors and their activities” that appears in “news reports,
editorials and other forms of media discussion of politics, such as blogs

and social media posts” (McNair 2011, 4).

Political communication, therefore, is any form of discussion
related to politics. Besides, this does not merely include verbal and written
communications, but also any other visual means of signification that

contains the message and purpose of politics.

As for McNair (1999), political communication contains three
elements: political institutions, citizens, and media. Political institution
refers to political actors, including political parties, public organizations,
pressure groups, terrorists, et cetera. The second element is the citizens.
Citizens are the primary targets for all political communication types for
their changing behavior. Without citizens, the political communication

process cannot be completed.

Media is the last element of the political communication process.
In McNair’s definition, media refers to media institutions, such as print

media, broadcast media, and online media, including websites created
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by media institutions. Media plays both as being a channel for displaying

political information and as a message sender.

Additionally, Berlo’s (1960) communication process is also
regarded in this type of communication. In this study, the Future Forward
as a political institution plays a sender role, which we will perceive its online
contents as messages. Media is conditioned as a communication channel,

while the citizens, which are the generation Z, represent the receiver role.

Social Media, Presentation Formats and Engagement Rate

Social media refers to a new media that senders dwell as a channel
for spreading messages to receivers. Social media presents message
exchange on the internet, wherein senders and receivers can interact.
Nowadays, social media is the most commonly used of all new media
types. Famous social media types are blogging, Twitter and microblogging,
social networking, and media sharing (Vichitboonyarak 2011). Additionally,

social media usage contributes to a community called a social network.

A social network, according to (Kaewket 2013), is defined as “online
communities that connect to build networks for satisfying social needs
in creating and emphasizing networks or social relations among people
who have common interests or activities.” In using social media, users
usually have ‘sharing’ behavior in the social network. The sharing refers
to forwarding to other users in the same network. The shared information

can be messages, articles, pictures, videos, et cetera (PCmag n.d.).
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For Future Forward’s online communication channels, the group has
two official social media accounts; Facebook page “@UIARLIN — Future
Forward” and Twitter “Future Forward.” Both accounts are popular among

many Thai users, yet each has specific characteristics.

For instance, Facebook provides services to exploit social networks
for personal and business purposes. When networks, which link users
who are acquaintances or have common interests, expand, products,
services, and other persuasions grow. Joyce Lucien (2014) distinguishes
famous Facebook formats by content creators into six types; link, list,

photo, place review, video, and infographics.

On the other hand, Twitter qualifies for both social networking and
microblogging. The platform features fast news exchanging and trending
that users can follow. Unlike Facebook, Twitter links people indeed with
common interests more than using acquaintances. Twitter users are not
required to disclose their actual identity. Wishpond.com categorizes for-
mats widely applied in Twitter into six types; text, photo, video, Slideshare,

news summaries, and links.

However, types of available content formats that users widely use
can be conclusively shared between the two platforms, as they are both
social network platforms, as follows: text, still image, sound, video, and
link.

In persuasive online communication, receivers’ engagement can
determine the popularity of each content. Each website or platform uses

various numbers of activities based on its function. Facebook and Twitter
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have both different and similar types of activities to rate engagement.
Facebook uses the number of likes, comments, and shares as an
engagement rate (Chaikositpirom 2018), while Twitter resorts to the number

of likes, comments, and retweets (Molek 2019).

Appeal Usage in Social Media Political Communication

Communication aims to urge behavioral changes (lamnirun 2011),
which dwells on successful persuasion. In Kongsamak’s definition (2016),
persuasion means when humans communicate to influence others.
The influence is to change belief, value, or attitude. Attitude comprises
perception, feeling, and behavior. Behavior can change into five levels:
knowledge, understanding, realization, attitude change, and behavior
change. In changing behavior, senders need to consider proper message
appeals, which are the underlying tone of the message that senders try to
pass on to receivers. Additionally, appeals have the power to magnetize
receivers closer to the purpose of communication (Weilbacher 1984 and
Hongcharu 2018).

Appeals have been exercised in media advertising for decades.
The role of persuasive appeals has been studied since the early 1960s.
Nowadays, appeal categorization varies from researcher to researcher, yet
the most famous typology uses emotion for identifying. Similar to some
other scholars, Prachon (2004) concludes appeals into three types —
rational, emotional, and combination between rational and emotional

appeals.
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Rational appeals persuade receivers by using reasons, facts, and
information that responds to human perception and logic. This type of
appeal targets to attract receivers to picture their own advantages or
characteristics of presented objects that will respond to their needs.
(Weilbacher 1984 and Prachon 2004)

On the contrary, emotional appeals employ emotions and feelings
to facilitate receivers’ social and psychological needs (Cutler and Javalgi
1993 and Hongcharu 2018)

To illustrate what can be counted as emotional or rational appeals,
researchers combine vastly different things into each category. However,
for this study, which involves the context of political communication, the
two types of appeals can be described as follows: rational appeals as uses
of evidence, testimony and reasoning, and emotional appeals as uses of
anger, fear, humor (including parody), motivation, guilt, and devotion to
others, nostalgia, poignancy, pride, relief, sorrow, patriotism, achievement,

aesthetics, and affiliation.

While the above two main categories of appeals seem to be
opposite, they can gather into the third type — a combination of rational
and emotional appeals. Indeed, combining the two different types of
appeals has been widely accepted and successfully implemented in the
advertising industry. Some believe that, by using both types, humans can
practice both left and right brain, which results in them being able to make

a better decision (Prachon 2004).
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Many scholars observe that emotional appeals are more popular than
rational appeals. Political scientists remark that in political communication
practice, such as political parties’ persuasive communication, emotional
appeals draw more successful results than rational appeals. Similarly,
Kongsamak (2016) states that, in general, messages with emotional
appeals are more persuasive than messages without emotional appeals.
However, Agres (1991) argues that emotional appeals are persuasive
whenever rational appeals are not attractive enough or when reasons

cannot differentiate the message.

Internet Communication and Poltical Participation

Future Forward exploited online communication to convince the
audience to change or develop some specific behaviors. In the same
way, online communication itself could result in changing or developing

behaviors of users.

While some political scientists do not believe that the internet can
bring about political participation (Bimber 2001), mass media theories
indicate that telecommunication technology such as traditional media and
the internet instead help increase participation (Tolbert and McNeal 2003),

as a result of information that citizens can access.

Bimber (1998) points out that communication via the internet could
lead to 2 changes. First, the populist — the internet could make individuals
more influenced to government and politics since they can communicate
to those authorities more easily via the new channel. In other words, the

internet encourages decentralization in communication and adds channels
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to access to information for citizens. Second, community — the internet
could take a role in expanding the community. With the internet, physical
distance, location, and cultural differences could no longer impel a com-
munity’s emerging or existence. A community can always form whenever
there is an interaction between individuals via an internet network at a

particular time.

Coleman and Norris (2005) support the concept of internet and
political participation that internet roles in a democracy can be distinguished
into three functions: information function, communication function, and
action function. Citizens can interact with government, representatives, or
political groups’ representatives in a new way via this new media, while
the internet can also permit political parties, groups of interests, and new

notions in the society.

Additionally, Price and Cappella (2006) found that citizens who
express their opinions via online platforms tend to develop social trust,
political participation, and community participation more than those
who do not. In other words, online communication enhances citizens’
participation, consultation, and debate, including engaging in political

decisions.

In short, to the Future Forward as a sender, the internet facilitates it
to have more channels to connect with targets. To the targets, it enhances
the convenience for them to access the party’s and the other political
groups’ information, making a better decision. Furthermore, communication
on the internet can also bring about some behaviors, such as participating

in political activities.
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Methods

Textual analysis of Future Forwards online contents and in-depth
interviews with the receivers’ side have been conducted in this research.
Data from both methods were divided into two periods — before the
party dissolution (March 21%, 2019 - February 21%, 2020) and after the
dissolution (February 21%, 2020 — March 21%, 2020).

Numbers of shares and retweets were introduced to rank Facebook
posts and Twitter tweets from Future Forward’s official accounts. Most
engaged contents from Future Forward’s official Facebook “QUIAR LUA
— Future Forwards” and Twitter “Future Forwards,” and from the period
of before and after the party was dissolved, were filtered down to top 10

from each platform and period for the analysis, to 40 contents in total.

To determine what types of appeals were applied the most, three
types of message appeals — rational appeals, emotional appeals, a com-
bination of rational and emotional appeals, were designated as an analysis
framework. Furthermore, keywords, sound effects, and visual means were
also observed to find each message’s key appeals. The three following
examples from the analysis process illustrate how we analyzed which

content to which appeal.
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Example 1: Facebook post with a combination of rational and

emotional appeals (reason, evidence, and humor)

The content encloses reasoning, evidence, and humor.
Official documents and stories displaying reason are used as rational
appeals, while the video also includes memes and amusing sounds

to make the content parody.
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Example 2: Facebook post with a rational appeal (evidence)

The content quotes the oath and the last letter from Kanakorn

Pienchana, the Judge, who voiced out about the Thai obscure legal

system before committing suicide. The entire message is filled with

quotes from an official letter, considered evidence usage in rational

appeal.
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Example 3: Future Forward’s tweet with a emotional appeal (humor)

The content mainly uses humor appeal in the message “how
was it? Outside-parliament Impeachment by Natashor Romanoff” with
emojis’ detective’, teasing the party’s representative Shor Pannikar
Wanich by comparing her with Natasha Romanoff — one of the main
characters from the superhero movie The Avengers, as Wanich strikes

the government side with evidence of corruption involvement.
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On the receivers’ side, the sample group was chosen using the
non-probability sampling method with a combination of judgmental
sampling and snowball sampling. The judgmental sampling asked every
informant with the same selection questions; whether the informant was
born between 1996 — 2000, whether the informant has seen Future For-
ward’s Facebook or Twitter content(s) before, and whether the informant
was eligible for voting in the 2019 General Election. Sample choosing and
in-depth interviews continued until the data reached saturation. Finally, the
interviews were conducted in confidentiality with 22 informants, whose
names were withheld and entitled from Anonymous Informant A to Anon-
ymous Informant V. The informants were asked if the Future Forwards’
online communication influenced their political participation before and

after the party was disbanded.

Results

Future Forward’s Appeal Usage and Media Formats in Social
Media

Analysis of the text using appeal and online media format framework
was conducted with 40 most engaged contents (10 from each platform

and each period). The results can be described in the following tables.
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Table 1. Appeals in contents and formats used in Future Forward’s

Facebook and Twitter before party dissolution

number of
posts

Appeals Formats

Rational - evidence text and image 1
Emotional - motivation text and video 1
Emotional - humor text and video 1
Emotional - motivation & anger text and video 1
Combination of rational & emotional - text and video 1

reason, evidence & humor

Combination of rational & emotional - text and video 2
testimonial & humor

Combination of rational & emotional - text and video 1
evidence, testimonial & humor

Combination of rational & emotional - text and video 1
evidence, testimonial & anger

Combination of rational & emotional - text and video 1
evidence & anger

Emotional - motivation text 1
Emotional - motivation & affiliation text 1
Emotional - anger text and image 2
Emotional - humor text and image 1

text and video 2
Combination of rational & emotional -  text and image 1

evidence & anger

Combination of rational & emotional -  text and image 1
testimonial & motivation

Combination of rational & emotional - text and image 1
reason & relief
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From table 1, the results show that before the dissolution, 7 of
10 Facebook posts displayed a combination of rational and emotional
appeals. 2 posts came with emotional appeals, while only one post
featured rational appeals. The appeals found in the combination of rational
and emotional appeals comprised using reason with evidence and humor,
testimonial with humor, evidence with testimonial and humor, evidence
with testimonial and anger, and evidence with anger. For presentation

formats, most posts depended on the use of text and video.

Meanwhile, on Twitter, 7 of 10 famous tweets carried emotional
appeals, while the other three tweets utilized combination appeals. In the
solely-used emotional appeal tweets, we found motivation, motivation and
affiliation, anger, and humor applied as message appeals. Text and image

and text and video were employed in these seven tweets.

Table 2. Appeals in contents and formats used in Future Forward’s

Facebook and Twitter after the party dissolution

Appeals Formats nupmoz(i; i
Emotional - motivation text and video 1
Emotional - humor text and image 1
Emotional - poignancy & motivation text and image 1
Emotional - motivation & anger text and video 1
Combination of rational & emotional - text and video 1

evidence & humor text and link 1
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number of

Combination of rational & emotional -  text and sound 1
testimonial and anger text and image 1

text and video 1
Combination of rational & emotional - text and video 1

reason & anger

Rational - testimonial text and sound 1

Emotional - humor text 1
text and image 1

text and link 1

Combination of rational & emotional - text and link 1

evidence and humor

Combination of rational & emotional - text

reason and humor

Combination of rational & emotional -  text and image 1

reason and anger text and video 1

Combination of rational & emotional -  text and sound 1

testimonial and anger

Combination of rational & emotional - text and link 1
evidence and motivation

Unlike before the disbanding, the results from table 2 indicate that
both Future Forward’s famous posts and tweets applied a combination of
rational and emotional appeals the most after the dissolution. On Facebook,
6 of 10 posts showed the combination of rational and emotional appeals,
while the other four posts appeared only the emotional appeals. Appeals
found in most posts reflected applying evidence with humor, testimonial
with anger, and reason with anger. Format types adopted in most posts

were text and image, text and sound, text and link, and text and video.
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On Twitter, 6 of 10 tweets employed combination appeals, three
tweets proceeded with emotional appeals, while only one tweet came
with the purely rational appeal. In the six tweets, evidence and humor,
reason and humor, reason and anger, and evidence and motivation were
selected as appeals. Besides, text, text and image, text and sound, text
and link, and text and video are displayed as presentational formats in

most tweets.

Future Forward’s Online Communication and Political Partici-

pation

We also conducted in-depth interviews with 22 informants who were
Gen Z suffrages and had received messages from the Future Forward via
Facebook and Twitter before and after the disband. There were two sets
of information about their political participation related to Future Forward’s

online communication.

First, most informants agreed that, before the disbanding, Future
Forward’s online communication took an essential role in motivating
them to participate politically. The informants added that most of Future
Forward’s messages that encouraged them were messages with useful

and reliable information for receivers.

“Using supporting reasons in their talks definitely makes people

believe, especially if the statement improves (get along with) actions, people

|n

will trust it more. Their messages are rational” — Anonymous Informant N
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“They (Future Forward) would usually bring up astonishing topics,
making us ‘wow,’ such as new and interesting topics. As a result, it feels

like we are more engaged with them.” — Anonymous Informant V

Second, after the party was dissolved, informants who counted
themselves for participating in a higher level of political participation,
especially countrywide student flash mobs in March 2020, pointed that
two factors were encouraging them to enhance participation; that is,
Future Forward’s online communication and the party disband that
emerged youth massive online movement. Similar to before the dissolution,
the informants’ favored messages from Future Forward that presented
useful information. However, the displayed contents were not only for

receivers’ advantages but also for criticizing the opposition.

As stated, Future Forward’s communication seemingly was not
found as the sole main factor that stimulated a higher level of participation
in this second period. Indeed, the court decision to dissolve the party
triggered the youth movement, which began via an online platform and
elevated to offline activities. However, the informants added that the root
cause was not directly just because of the dissolution. In the youths’
aspect, they destined the court decision as a tipping point for elevating
the movement’s solidity, supported by negative attitudes towards the op-
position that had developed throughout a period of time. With the higher
intensity of the Future Forward’s online contents and the party’s critical

situation, youths seemed to be moved to the more solid political activities.

“In my opinion, the party’s communication can be described in 2

aspects. The first aspect is the party’s personal feelings. This does not
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have an impact on us at all. At least for me. It does not matter at all. If
the party were fairly dissolved or judged, it would not motivate people to
go out to the mob. Indeed, (it was due to) the information they offered
(which) had clear evidence. For example, there is a real 10. This group is
real. There is actual corruption. The 1MDB is real. These definitely make
us go out because they disclose real information. On the other hand, if
they presented some information with no supporting evidence, we would

not be urged.” — Anonymous Informant B

“After the party was dissolved, the Future Forward really lighted up
our motivation to go to the demonstration. If they (Future Forward) did not
uncover the truths, people would not be this enlightened.” — Anonymous

Informant R

“I think the party dissolution is not just a normal dissolution. Actually,
it makes us university students and new generations angry. And when we

are angry, there will be a movement.” — Anonymous Informant T

Conclusion

Though most highly engaged posts/tweets utilized combination
appeals, the result remarked that most of the popular contents consist
of emotional appeals, both as solely emotional appeal type and as a
combination. In more details of what was revealed in each type of appeal,
we found that Future Forward practiced anger, humor, and motivation
the most. Moreover, after the disband, more anger and humor appeals
were brought to implementation after the dissolution. However, most of

the humor-appeal contents were observed as using a parody rather than
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positive humor. The use of emotional appeals resembles Kongsamak
(2016) about the persuasive message that, in general, a message that
contains emotional appeals can persuade the audience more effectively

than a message without emotional appeals.

However, more than half of the contents also included rational
appeals. For example, in Facebook before the disband and in both
platforms after the disband, most highly engaged posts/tweets had a
combination of rational and emotional appeals. The combining of rational
and emotional appeals complies with Prachon (2004) ’s message presen-
tation concept. As mentioned previously, Prachon emphasizes that using
combination appeals will encourage receivers to make a decision better
and faster, which in this sense, is Future Forward’s contents that are full
of persuasive messages aiming for receivers’ conforming, trust, and other
behaviors. In some cases, presenting a message with purely rational or

emotional appeals might not create the audience’s behavior change.

For instance, in messages for attacking the opposition, introducing
only emotional appeals might not be enough to convince the audience or
make them trust. Thus, rational appeals such as testimonials, evidence,
or reasoning will need to be applied in the messages so that the receivers
can believe in the messages and develop behavior change later. On
the other hand, presenting only evidence might not be enough to urge
the audience to reach the expected extent of reaction and behavior.
Therefore, the other type of appeals will also be needed to use for spurring

the receivers.
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Another point of the Future Forward’s online communication found
in the study was its variety use of presentational format, and the variety
specifically increased after the disband. To illustrate, both before and after
the dissolution, Future Forward focused not only on choosing one format
to convey the message, but most of their contents were also mixed with
more than one format to make the message more complete. Not only
that, after the disband, it was found that the Future Forward even used
more variety of presentation formats. It is implied that the more Future
Forward’s desires to introduce more stress after the disband, the more

diverse media formats were used, and more engagement was earned.

The two findings on the receivers’ side also represent the possi-
bility that Future Forward might be an influencer for the new generations’
movement in Thailand. According to the interview result, we remark that,
before the party was dissolved, contents filled with useful messages have
made the Generation Z receivers feel important, creating their trust in the
party. Meanwhile, after the dissolution, the more informative and intense
messages, the more the trust from receivers would be strengthened, and

the more the receivers are motivated to participate politically.

Besides the influence of the Future Forward’s online communication,
the study also suggests another finding of the youth movement after the
party dissolution. As earlier stated, the verdict to discontinue the party
was only the last straw but not the underlying cause of the movement;
we assume that more factors aroused participation, such as experience
and attitude that the youth had grown over time. Moreover, the stream

that expanded from online to offline reflects internet communication and
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political participation in how the internet expands community (Bimber 1998)
and eventually leads to more political participation (Price and Cappella
2006).

Endnotes

! This article was edited and developed from a master's degree thesis “Future

Forward’s Online Political Communication and Political Participation of Generation Z”
Author, student in Master of Corporate Communication Management program,
Thammasat University

Thesis advisor, assistant professor of the Faculty of Journalism and Mass
Communication of Thammasat University

The Siamese revolution of 1932 or Siamese coup d’état of 1932 (in Thai: N19
U IRaeN 2475 or 2475 Revolution) was a coup d'état taken place in Thailand
on June 24", 1932 by the first political party of the country known as the Kana
Ratsadon (People’s Party). The revolution derived Siam from an absolute monarchy
to a constitutional monarchy (Baker and Phongpaichit 2005). A History of Thailand.

Cambridge University Press.
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Interviews

Anonymous Informant A, University Student, 23 Years Old, Interview on April 18, 2020.
Anonymous Informant B, University Student, 22 Years Old, Interview on April 25, 2020.
Anonymous Informant C, Private Company Employee, 22 Years Old, Interview on
April 22, 2020.
Anonymous Informant D, Private Company Employee, 23 Years Old, Interview on
April 17, 2020.

Anonymous Informant E, University Student, 22 Years Old, Interview on April 10, 2020.
Anonymous Informant F, University Student, 22 Years Old, Interview on April 11, 2020.
Anonymous Informant G, University Student, 19 Years Old, Interview on April 16, 2020.
Anonymous Informant H, University Student, 21 Years Old, Interview on April 8, 2020.
Anonymous Informant |, Unemployed, 22 Years Old, Interview on April 15, 2020.

Anonymous Informant J, University Student, 20 Years Old, Interview on April 12, 2020.
Anonymous Informant K, University Student, 22 Years Old, Interview on April 18, 2020.
Anonymous Informant L, University Student, 23 Years Old, Interview on April 14, 2020.
Anonymous Informant M, University Student, 20 Years Old, Interview on April 12, 2020.
Anonymous Informant N, University Student, 23 Years Old, Interview on April 13, 2020.
Anonymous Informant O, University Student, 21 Years Old, Interview on April 11, 2020.
Anonymous Informant P, University Student, 23 Years Old, Interview on April 20, 2020.
Anonymous Informant Q, University Student, 19 Years Old, Interview on April 29, 2020.
Anonymous Informant R, University Student, 22 Years Old, Interview on April 30, 2020.
Anonymous Informant S, University Student, 21 Years Old, Interview on April 27, 2020.
Anonymous Informant T, University Student, 21 Years Old, Interview on April 27, 2020.
Anonymous Informant U, University Student, 20 Years Old, Interview on April 28, 2020.
Anonymous Informant V, University Student, 20 Years Old, Interview on May 2, 2020.






