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Abstract

The study of “From Hero to Celebrity : Communication and the Image —
Making of Thai Football Star” is qualitative research by using documentary analysis
and in-depth interview which aim for analyzing the process of Image Construction and
subject matter of the image that appear in mass media such as Television, newspaper,
magazine and internet which is a new media. This uses main idea as the followings: the
idea of fame construction, the idea of the image, theory of function of media and
communication and the idea of football and footballer. These focus on 3 main points:
1. Total subject matter 2. Media strategy and 3. Message strategy which shows the
relation and strategic communication of media and football star’'s construction and a
celebrity who is not just footballer or hero in match or football circle.

The result of this research reveals that celebrity or football star doesn’t
happen naturally or accidentally, but “Media” is the one that constructed him by image
construction through other media especially mass media and new media which search
for footballer who has “characteristic” or distinction which is more special than others in
the same generation. This is “Hero” of footballer that is presented and constructs the
image or gives status conferral which supports footballer hero to be “football star” finally
by the presentation of media. This presentation uses strategic communication process
which consists of media strategy including type of media, frequency of media, media
function and message strategy including choosing issue of pattern presentation and
method of presentation. The hero footballer’'s image presentation of media that leads to
be football star must have much frequency in presentation, variety of media and subject
matter which are related to football capability.

Additionally, the researcher found that being “Football Star” has important
characteristic which is similar to cultural commodity that can sell in other circles aside
from football circle like “Hero footballer”. Therefore media creates football star in order to

utilize and aim for selling or present to message receiver continuously in the final.



