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The study of “A content analysis of political parties > web sites : A case study of Thai
Rak Thai and Democrat parties during the general election on 6 February 2005” aimed to compare
and analyze the patterns of websites and on-line election campaign between Thai Rak Thai and
Democrat Parties during the last general election (6 February 2005). This study was a qualitative
research approach which used the content analysis and interpretation approaches as research
methodologies. Data collection was performed by examining the contents and patterns of websites of
those two parties during the period of 6 January to 6 March 2005.

The major findings from the study are : The websites of those two parties had the same
characteristics which was called organizational public relations. The main content of the websites
aimed to provide general information of the party, it can well presented according to the good format
of the websites. The information on the websites contained company information, product
information, new/press releases, frequently asked questions, and contact information. In the part of
website components, it appeared that both parties made no much difference from each other. The
common components found in both websites were logo, link menu, banner, contents and colors.
However, there were some differences in the location/position of company logo and background
colors. The Thai Rak Thai Party unitized the colors of its company’s identity in the parts of the
contents, background, and banners; capturing the public’s attentions more than the Democrat Party,
Regarding websites display, it’s discovered that both websites were well arranged and organized their
major components. However, there was a difference found in the part of website structure in which
the Thai Rak Thai Party has organized it as a two-part usage, while the Democrat Party has arranged it
as a three-part usage. In the part of interactivity, the study found that the Thai Rak Thai Party has
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unutilized a complete five-dimensions, i.e., connectedness, reciprocal communication, information
collection, choice, and playfulness. Whereas, the Democrat Party seemed to lack of choice and
playfulness dimensions. Nevertheless, in the dimension of reciprocal communication, only the
Democrat Party seemed to provide a feedback section.
Regarding the on-line election campaign through the websites, the study indicated that
, The Thai Rak Thai Party used the persuasion and sell approach, in total of 185 times (44.90%), more
than any other approach. Meanwhile, the Democrat Party mostly used attack approach than other
methods., in total of 90 times (42.06%). This indicated that these two parties used different approach
for it election campaign. This can be explained that, since The Thai Rak Thai Party successfully won
the last election in 2001 by the persuasion and sell approach. Therefore, this approach was then
resumed in this election (2006). The slogan in last election (2006) was “Thai Rak Thai is the heart of
the people’. Typically, it’s a common procedure in Thai election that the challenger or the part which
was not the government usually employed the attack approach by emphasizing that it was important to
change the ineffective leader (incumbency). At thé same time, the part that still was the government
would focus on promoting big projects. However, when comparing to the strategy of communication
for persuasion of both parties, it’s found that the Thai Rak Thai Party focused the election campaign
on the marketing-oriented approach, while the Democrat Party concentrated on the political-oriented
approach in communication for persuasion, the Thai Rak Thai Party emphasized on the strategy called
‘rewards as appeals’ which means this is a commitment to give rewards to the people. This strategy
may include such projects as the introduction of ‘here is the sky train’s route’ or the project of 10 sky
train’s routes for the Bangkok residents. These strategies were different from those in the Democrat
Party in which it focused on strategy called ‘emotional appeals’. In order words, the Democrat Party
used the sensitive and emotional language aiming to attack the Thai Rak Thai Party, at the same time,
persuasing the public to choose the Democrat Party instead of the Thai Rak Thai Party.





