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This study is a qualitative research by selecting the selected SMS voting by of
audiences and grouping them by objective and intention. The collecting process was every first
15 minutes each hours recording, start at UBC} Academy Fantasia Programme at the 1% year,
June 2% — October 15" 2547 B.E., broadcasting at the UBC34, the 2° year, July 18" -
October 8" 2548 B.E., broadcasting at the UBC16. The objectives of the research are to1)
study the communication process that take the interaction between audiences, competitbr and
UBC Academy Fantasia programme 2)study the communication process in UBC Academy
Fantasia that take affect to audience cognitive Ieérning and adaptation, and 3) study foundation
culture and values of Thai peoples that take affect to feedback of competitor and audience
voting

Results of research found that the communication process is the persuasive
communication that take affected to new interactions which divided into 9 types. The receivers
(audiences) have influences on sender (UBC Academy Fantasia Programme) in message
creation. More over, UBC Academy Fantasia Programme is emphasizing to use the marketing
communication to make the feedback from audiences, and the cognitive behavior from

audiences.





