UNAALD

NWITULT09 “msﬁamﬂ%aﬂaqwﬂumﬂ%ﬁia%mﬁamﬂLLwiNamuﬁﬁsgﬂuju
Tnsi # \IuuITBIQMNIN (Qualitative Research)  laslasanisldeanuuuldidu
Action Research lagld “Aanssunsdsenia” Lﬂuﬁaomalumﬂﬁu%Hauauﬂum‘%’aaﬁa
TunLESNANE AW (Empowerment) msa%'maﬁﬁ?}aLLazmﬂﬁLLﬁﬂméu’L%ajw?a;ﬁumiﬁ
ILFRULNUINIIFIA ST 0 “Qﬁams” TUNTZUIUNITIHNELNTINUITY laanIrue

(2
a

TanUizaduanuisy aad

1, Lﬁiaﬁﬂmﬁamiﬁamn%masynEéﬁummazﬁwuﬁalumﬂ%ﬁalmiLﬁa
LNULLwiwmmﬁﬁﬂgﬂuéﬂmj

2. Lﬁawﬁmﬁagmmumm FNIUUTzTIRUNBINANTINNITUILNIAY Uaz
LNELWTNRITWIRL am.gjﬂuéuslmi

3. L‘ﬁa‘imﬁzﬁwnﬁﬂsmﬂ’lsl,ﬂm”ua’ml,azﬁamadﬂujulmiﬁl,ﬂumjuLﬂ'mmEJ
WanNvad &n7.

4. aissudnsmweunsEisassdae auiulnnnnseusuga fians

lufanssumsutstudseniansaseassage

NANTTILWLIN miﬁamﬂ%aﬂaqwﬂumﬂ"ﬁﬁaimjLﬁaLwﬂLLwimu%”slgjﬂuju
Ty ﬂszﬂamﬁUmsﬁamﬂ%aﬂaqwﬂu 2 §IndINTY Ao naqﬂﬁ‘é’ﬂums P naqwﬁ‘éﬁu
do

& v A Ao A ' o @ [ '
“NAYNSATNES” awulwauwisehl 2 swdeny loud

1. naqﬂﬁ“l%mﬂﬁanmﬁaﬁ'ﬂ NAN1IIFLWLIN ﬂug’uslmJLﬁa@Tmsmﬂuﬁgﬁﬁﬂw

LL‘ws'mmmﬁﬁbgj&mﬁﬁm:ﬁlzsﬁﬂaq‘ﬂﬂumuﬁamm%”slﬁﬁ]:ﬁﬁmimslu,wi 5

6 (% 1 A a v Ad 1 %) A a v t-ﬂl A (%

nagns ldur 1) iennuisanfuawlasiunu 2) lWannuwideimdwsaslng

Av AAa A )

o A A & A a Aa Y o
a1 3) Laﬂﬂ\ﬁ’]%?ﬁ]ﬂﬂﬂuwﬂqquﬂuLiaﬁu% 4) LRANINUILNNUANURDAA[NDINY

a
HIUAT 5) LRONNUITLNNAUTIRANNIAUED
6 Aa o ] 1 = & Ao A
2. nagnsmsudasans  wansaspwuhauiulnidniudasiilan1nuisen
4 Y oud » & & 4 4 « oY ”
dwFesenld “de” 3u luwvvatvvesen laslfyaduuny §3uay wa
Aa 6 6 v ' o I3 A
mIvdanediny 5 nagnt ldud 1) wasaslasmydudmdunsalaaany
o a v &/ v 6 Y
fay 2) maudasesldhodulasnsldniwniiogu 3) maudasasliie
auanudilazeums 4) maudasasldislaswiniasinslddwrinaiia

5) Mmiutassslasmsladdmanluniszess (Key Word)

(2)



s H Aa o 6 § . .
“NAYNSAIUED” HAN1IIVLNY “Nagnsnisiianlsda” (Medial Selection) 789
nauauiulniiladaaniwinfngsiaaiu sulngifenldennanureuuaznindaiy
a 6 6 a/d' £ 6 £ 1 =} yd‘ 1 d‘p

YDIAWLD I@smmsmme:%ﬂaqmmﬂma"l,@ 3 nayns leun 1) ihenlgaaiitan

' ' vd Aa o & A o = & ' A o ' ' )
Twai 1gu IeFedaviaiudiinnalsuilasuwiemlng 2) ifenltraiizduoulniuaztaans
AIFaETIAN LT &Ifﬁmi’gu Animation  WALNELNINIUTaINIIFaFIAND AU Latta L
Facebook Fan page, Youtube 3)lAanla®elwd 41 Info Graphic, Motion Graphic, AR,
Line uanani mﬂﬁaﬂLﬂ@%”ummazﬁamaoﬂujulﬁsjﬁfimﬁ:ﬁﬁnﬂﬂ’mﬂizm@ﬂ'ﬁ
U fd' Qq// d‘y 1 1 - a Q dl ] Q dl [
RIIRIIAFD LUATITH WU ﬂugulmuwwqmmmmnﬂmumnﬂumaammm:flmuaalw

o @ A a ' o A A ' @ P ' o &
auaNuiuasinwaud 1 mmgmaaaal%w nawelun1loaalnd a9t N1y
LwslLLwimu‘iﬁ'ﬂﬁaﬁi’]Lﬂuﬁadﬁﬂaqwfﬁ’mmmazﬂaqﬂﬁﬁmﬁaaﬂwaaa@ﬂﬁamazmm:aw

@ o & A ¥ 6 a v
ﬂ‘lJES‘lJE‘ﬂSL‘L]’WE&J’] ElY]ﬁ]ZI%‘lJiZIEI‘U%ﬁ]']ﬂG’]%’Jﬁ]U

HAN1ALAINANITIAY F=HaulR ARV UNUINAINEIAYVOINITLNDUNS
Ao ' a A o ° a ' ' ' 4 {
NRITWIFLLT WA L9809 TIFaIANAUNITINaUNTatNIdaLhaIuasinTzsuInnNIsNa
laglanizat1989n131T8e “Aantsun1TUIznia” wid “n13dsenia” aziTadatng
RANNRAY RINLANVTDINNANAITIZNATLIILTWAY NANIA ﬁammmiﬂi:m@ﬁuﬁg
dudulasensazldidu 950137 (means) ot ldgmawsunsanuwidlgionouauiu
1l ] 1 1l 1 = a A >3 6 g

Ty LmﬂugulﬁumaﬂqumﬁmmsmLuam@]qﬂixmﬂmaomiﬂixm@uﬂmsLﬂu
1 ] Lo 4 U A Qs 1 v L 1 a W@
i nnne” TwnTuas el a1 8 NINNIIANNA B NI TU LA LN LWT I I TE)

[
o A

AIbwIIaasimIaTeanunlanazaatasinadh



Abstract

The strategic communication by using new media to disseminate research work to
the new generation is the qualitative research, which has designed as an action research.
It is observed and empowered by the creative media, message data for new generation,
and the encoder who alternate the roles to the sender in the published research. Those
will be presented by competition activity. The objective of the research indicates as

followed:

1. to study about the message strategy and media strategy then publicize the
recent media to the new generation

2. to generate the various media used for competition advetising and
publicized the research from Thailand Research Fund (TRF) to the new
gererations

3. to analyze the beheivor of massage and media adotation for new
generation who is the TRF target

4. to support the creative potentiality for new generation from workshop and

competition

The result indicated that “the strategic communication: using new media to
disseminate research work to the new generation” is consist of two important parts of

strategic communication; the message strategy and media strategy

“Message Strategy”’; the result has found in two important parts as followed:

1) Research Selection Strategy; the new generation who owe it to
publish the research for the society will use research selection strategy as followed:
(1) Team’s interest selection (2) Common knowledge selection (3) Team’s specialized
selection (4) Research that has consistent with encoder selection (5) Primary knowledge
media selection

2) Massage Transformation Strategy; the research indicates that the
new generation people tend to reform the data from elusive research to their own

simple version by using the audience standpoint. There are five strategic analysis



results as followed: (1) Core transformation (2) Comic transformation (3) Knowingness

transformation (4) Technical terms avoidance transformation (5) Keyword transformation.

“Media Strategy”; the research showed that the media selection of new
generation people who need to be a sender usually selects the media uses from affection
and confession, which can classify to three strategies as followed: (1) Original media with
new substance strategy (2) Original media reformation and new comunication channel
strategy (Animation, Facebook Fan Page, Youtube, etc.) (3) New media strategy (Info
Graphic, Motion, Graphic, AR, Line, etc.) Moreover, the result of the compitition activity
analysis has shown that the new generation thinks that getting the message of all kinds
are easy to access, such as new media knowleage, new media abilities. Therefore, the
research publicity must have both massage and media strategies which conform to

audience tergets.

The result reflects that the public research need to be really focus and productive
especially the competition activity in this research. A competition has lots of advantage,
but it also has some competition’s limitation to be careful with too. “Means” is one of the
competition’s limitations. The new generation might misinterpret the objective of the
competition form “means” to “goal’. The competitors compete for the prize more than
adoption or support the research. Therefore, making better comprehension and decrease

advantage limitation need to be changed.
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