30

Journal of Mass Communication Technology, RMUTP Issue 2 Volume 2 July - December 2017

mMsladudaduaniidunadawginssunisuslnaomnsaduvavaulng
lungunwaniuasuazdSumuna
Social Media Exposure Affecting on Clean Food Consumption Behavior
of Thai People in Bangkok Metropolitan Region

25wss 15avlvEdn’ uay wA.as.037y assAgaN’
Woraphan Reungcho’rchung1* and Asst.Prof.Dr.Arishai Akraudom?®

"guirinisdoarsiBnagns Anelinaand uuineidenganm
Strategic Communications, School of Mass Communication Arts, Bangkok University
WA d65197150UsEIALIINARIABS UUINSIFUNTINGY
Assistant Professor, School of Communication Arts, Bangkok University
* Corresponding Author e-Mail: kungzkungz17@gmail.com

9 1

UNARED

msanuluasaiiiduanidseteds Haguseasdie 1) Ansaeadidounissnvigunu
fuadewnanssunisuilnaemsaduvesaulnefiondeeslunsunwumuasuas3uuma 2) 41599
wardiasiginisilasudodvaniideadengdnssunisuilnaeuisaduvevaulnefiondootly
nyemwuruAsuazUiuma lasAnunanusernsie 18-60 Jfoduaglungunwuniuasuas
USumuma 91uau 200 au iudeyalaglduuvdounin wanisdnsmuin gasuuuudauoiudilg)
Dasudodeamnadn Tasfifoguszasdndniunis Dasudedean Ao n1sldnuaunszuaion doug
AaUA Tl nfums A BeREmsinovnsARL Tasaulalusedusznausieg mﬂiﬂngazﬂuﬁammmmmﬂ
fpnfuomnsadulusedunnn uagguomnsianuduiusiunsduasunseatanniiga laswuin
Snswaiilidonmnsadusnnisilasudodeanie n1sdaasunsaaa dounislideddlslu
BuaenunsuAsiamuelify 30 Jui lusneidemednlavaunlssinn Page Post finnuinaula
unfiga daululatifde TnwsnUsznn LINE Sponsored Sticker uananni guslaadifianuaula
pwnsedufiaadnaineafunissnmaunwluszdunnn iflosnnenmsadudaadaoguninsanie
wazguslnaiinfiondefoonmsaduniansn uazdisydudsitnislowiudusuians

A1dAty : wodnssunisuslareuisadu nsdAeasioduniw Aedean n1silasude

ABSTRACT

The objectives of quantitative research study was 1) fo study about how health
concern affected on Thai people’s behavior consumption, in Bangkok Metropolitan Region 2) to
survey and analyze how social media affected on Thai people’s on clean-food consumption
behavior, in Bangkok Metropolitan Region. The guestionnaires were provided to 200 sampling
targets, among age of 18-60 in Bangkok Metropolitan Region. The research found out that,
most people used Facebook to watch VDOs about clean food cooking in high level. And food
photos were relevant with marketing promotions in the highest level. Social media affected
clean-food consumption by marketing promotions. Advertisement on Instagram should not be
longer than 30 seconds. In Facebook, the most interesting advertisement for people was Page
Post. In LINE, the most interesting advertisement for people was Sponsored Sticker.
Moreover, consumers who were interested in clean-food, were health conscious, because they
believed that, clean-food gave positive benefits to their health, and they preferred to purchase
clean food via Facebook and paid by bank transferred.
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