THGERIEEE:]

ndulanuluyrunaznouaulanaluyuidnlo
nuunavaulalugnuvedggusinaipuiuaissu Z
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Furiomiusudis lnengusegsiauniiinnelavaniflowuunatwild esnnsueunmadenlunisnadiu
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ABSTRACT

is research aims to study on skipping video ads behavior of generation Z and factors influencing
their attention to skippable video ads So that the business sector can create advertising strategies
for this target audience. By using advertising appeal concept as the main concept for creating
theoretical framework. This research is a qualitative research. Using data collection through in-depth
interviews. There are two types of sample groups; middle of late Generation Z aged between 15-26

years old (31 samples), and advertising experts (2 samples).

The results show that the attention of samples to skip video ads is mostly caused by interruptive
advertising during watching a YouTube video. Interestingly, the samples would decline to skip the ads
when they are multitasking or watching entertaining YouTube videos. Moreover, the samples’ attitude
towards the skippable video ads is positive due to the choice they are given to skip or continue the
ads. In the part of attention towards skippable video ads, the factors influencing samples’ attention to
skippable video ad are as follows: humor appeal by considering about naturalness, the character of
actors, trendiness, and appropriateness, celebrity appeal consisted of sub-factors which are the samples’
celebrity preference and the connection of celebrity to consumers or products, music appeal which
must be the song of samples’ favorite artists and the song that encourages samples participation,
informativeness by considering that the information must be new and beneficial to audience, perceived
ad relevance and other factors that have been discovered beyond the conceptual framework which are
story plot, creativity, and production quality. However, sex appeal is less influential to samples’ attention

because it lacks either appropriateness or content relevance.

Keywords: Skippable Video Ad, Generation Z, Advertising Appeal, Emotional Appeal, Rational Appeal,
Attention
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1. Auma:AoudAny

A o

Tu¥ 2020 gyu (YouTube) Wudedinusaulauiilasuanufomdusudui 2 Tuuszwalne (ETDA, 2020)
wazdeldnsnisiiulnvesnisidiintuneosar 20 sel (Pike & Yucel, 2020) JUsgnaunsituwtuuInIudonly
gyuiludelunisinisnatnesulal wenaindl gyudillavavainuategluuulidnnisnaianiednlavan

Iadenld lnendslunufelavaniflouvunatuld (Skippable Video Ads) fieenwuuligvuaiuisadentain
vgsursulavunensonatulavatuly WesusuIAleNfoin1suaan 5 Jund

lawanidlawuunatuladisligansangnsuniu nslawantdseas Bansiguslargndadame lnglawun

'
a1 |

fiauumsnszmimssusadomifuilaadesnsuiniuly awviliguslnasdnsiaauazgninat dewaliguilan
fvimundnlsifdelavansauluiawusudsieg (Goodrich, Schiller & Galletta, 2015) msidenltlawaninlowuy
natuledsiderdetnlavanuazinnisnaialufudununisasdavaniiduaiuinndlevanguuuudu esain
Tawanuuunadulldasnalddetuiadesan Weguulinndmuarlduiflosuuniefidmdmiulavun agiu
msidenltlavanialenuunadulsdadunsnudlinn dnnsearaviedinlavanszdesunulufuguilanilesy
yalawantuaiaviniy Tnsuusuddosdndsddefinsedunruadlavesuulildnne 5 dunit tieRsgalifvuiusy
Tawanvesuusudae shlifunliuarsanlavanduiinusuddonisdearsognsasudau Ssnslinadulavan

sggreiiinlenalunismdeyaiiaduieifundndoue

Wegluwivesmnuifavasnguidimaneglun1samusiiun1snainfdva (Digital Marketing) nguausulual
& oA | - & I Aa A I N £ 4 ] v v
Junguiiraulaegraunn eindunguiBuinisliTieniiuaduies 4 szvsduladinnlunainusany
waedndrudunguildineanmdsteresiunases Inslaniznguauiueisdu Z (Generation 2) sAnlusaeay 24
Tugfiniren@eulul 2020 (HILL ASEAN, 2021) nguauiueisdu Z iunquiienladn (Uu Digital Natives 3e
Junguidvlaundudesuuuudidia Sudeyarmaisuinuiglunnaziundwmanenisldiediunguauuesdu z
lagandeyavesdrdnulouiguagivinisnseansideanazlnsiay (2562) wudl dAuARLAaENYANTTUVDY
Wty Z delavanesulaudwdululumsdiuaunitaunguiauuesdudu q azidu dnnisnainuas

LY

inlavandndudesszdnsyfalunisadralienvsenisdenguuutlavand msuwusudlinsesiuaugeurengy

al

wuelsty Z Wuinfian Falavaniflewvunadwlafiduniduinionsduvulavaniiirauladmiunisany
nudmunenguil iesanndnns@nwnudt ety z dufinufanelafulawunidlouvunaduld
(Skippable Video Ads) 11nninAugudu q wazlauuelsdy Z azdanddulavaniansadenldin azdunio
liidusio ns1eshlisand Snsmuaunieidenldinazsurumieli iy fuilaanguilfsifruaidelavaiuuy

natrulanfndnlawanguuuudu 9 (Brown, 2017)

TunsfnuanuideidnuiisafungAnssunaznisnevaussielawan wisnsldduiinssduaiuauls
vasauiuelsiy Z Jinsmuldves Tasdiulngiduns@nuinguiauiusistuduniednwiisaudinunives
wuwasuidtdelavaidy uasddldfins@nvidssugadvladulavanuasanualadelavaniflowuy
nnduldlugyuresauuaisdu Z sl aduladlavanduunfnilituogisundvarslunisuisseinnns

Auganuaulavesuulavauasiiioadassallemlavanvesinmsnainuazinlawan suludeinunisiinw

Afinsthllilunuidenainnansanideqifedulavanvisludesluuunniuwazdossuladadelvy nundaiu
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vavulvAlvsruma:nowaulvaslvsrurdalonvunavavlalugnu
vouwusInAvuiuaissu Z (GENERATION Z)

wwrfaisesanaulanelavan Wsldidudiaanuivszaniamvedavan Jns@nwlunguauusisdu z
WU szeziainuauladedetuliszeznaifiduniinguauiuduedrauiulada Fadudiurauladn Wnnisnain

wsetnlawandeanteddlela lunisnseduliguilaanguiliinauaulalulawan

2. dnnUs:avAlunisinu

v
[

a a &/d = = o ¥ ! aa v
NuITeTulTdmuednwifgeduladiiulavaitazauauladelavauniflowvunatiulalugnuves
Wulwelstu Z lnedinguszasAlun1sfine fail

2.1 Wefnwmginssunisnatiulawauninlowvunadulalugyuresauuesdu Z

2.2 vadnwgaduladiulavanuasanuaulanelavaiflosvunadiulalugyuvesauiuelsdy Z
swluistadedu 9
3. voulvalun1s39e

AelAnwFes “wdvlanulavaniasanuaulanelavunialesvunatiulalugnuredauueisdy Z
(Generation Z)” {Jusuideanaunin (Quantitative Research) Inauusngudiegnndu 2 ngude ngudiine
SursilawaunIalowvunadulduugnuiauiuelstu Z neutatseny 15-26 U Tudssinalng d1uiu 31 deene wae

nanlawandIuIL 2 frege Fudlszeznattunsiunusudeyanusifouliuiag utafieuuwieu w.e. 2564

=D

4. Us:Tosunnndne:=Tasu

vy v
a

4.1 dnnsrarawazinlavanaiunsaldouidetuiiluuumidunisiaimioninagnsnisudnlawan
FAlewuunatiuls ieasiaulenNfeganuiuestu Z laed1elisednsnimuaraennaeeiuai1udean1sved
naudinineung ey

4.2 9ATeBuiiunisfiuifudesitwesuideiieriulavaniflewuvunadulandslufinnsfinulu
wuwestu Z wasidunsifufuesdanuilunisldgaduladulavandulavaniflewvunaduld wenaini
Faanansathlusesannisfnyiieliulavanesuladlusuwuudu q vianerduruiuesdu Z lueuen

5. GoquAAwn

5.1 Tawaunialanuunadiule (Skippable Video Ads) miun1suuUsuszianlawanaes YouTube Help
Tawanuszaniifusuuuulavaniiunsnegludeniflondniiguunda Tasdruannsonadiulawanld Welawun
Uszuaniauluuga 5 3unft Tasdaulngudalavandssinniazdinaiedi 30 dund Sslavanuszianiannsn
duunsnldvianou, seninuazndaiflevdniigvadalaury uasfeudesvalavanliauisazduseanisquay
fadlamanazdealisisdmivnsadavandufdeideiinisiusennisg suludansiidenddmsuvieldnoy
Aulawan wu nmsedndivanduled
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5.2 WWUBLTTUY Z (Generation Z) fio naduuseynsiiinsenined w.a. 2538-2555 (Twenge, 2017,
pp. 6) nauuszansluuuastuiidunguuszvinsilddinlurieTogulufvaunsnlny Sumeside dodsay
soulal lnvanmuindeumaiiviliausuilausaiusivsindeyatiniaseng q lalaedeanrainnaiegdems

warlasudnSnaandewanil viesenlain Wurnndalaefiuila (Digital Native) (Francis & Hoefel, 2018)

NUNJUJSSTUNSSUY

1. powaulasaluurun (Ad Attention)

auaulaselavan Wufinanufivszdninmeeddavanlunisnszduanudesnissudoyaainlaven
vaaguilaa (Futrell, 2017) lag Grigaliunaite and Pileliene (2016) lduuziuuuitaesdninavesyndulaly
Fusulawan (Advertising Appeal) ﬁdﬂNafﬂ'a%umaumwauauawm&:iu%lﬂﬂ (Hierarchy of Effects Theory)
(Lavidge & Steiner, 1961) Feusznaudie 3 diufe n155U3 (Cognitive Stage) m3Mu3an (Affective Stage)
uazAuAslate (Purchase Intention) Tasseydn gadulalavaniisduensuaiuazdumauaiuazdsuarodiy
n1sfuivesgulavalagnse siliiAnainuaula (Interest) n135eands (Recognition) wazn153nd1 (Recall)
Mntudoyaimunazgndseludvdiuanuidn Afvulavanaziauiauaidelavauazuusus deduslaa
fauadfiiuiniazdmadomuitlateluiian osnnsdunanisalivdsuulasesiruaivildroutdisen
viruaRvosyanaUdsuLlainaoniia Sﬂﬁgﬁwmaaﬂumimﬁaugﬂ (Attitude Formation) wasvirunfdstuiy
naneladeidudou wu anuudaundevesiiauad (Attitude Strength) AMLABIUYEIYARA (Personal
Relevance) uagaungenulun1ssus (Cognitive Effort) (Petty, Wheeler & Tormala, 2003) NTeTuEs

1

yadnwgeduladulavannasaiuanlaselavaniflowvunatiulavesauuesdu Z wnigludiunissug

Y

(Cognitive Stage) vn1lu (i 1)

yedulanislawan
ypdulasuensual yeulasnuvnna
l l
ey e v
L mssudveuslan |
l Auaulasiolewan |
I I
| I
l l
I =~ ° 1
! N1732aN N9 }
1 |
I 1
| I

AA 1: wuudnaednsnavesyadulamslavandeusesansainvesavan

finulasain Grigaliunaite & Pileliene (2016)
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vavulvAlvsruma:nowaulvaslvsrurdalonvunavavlalugnu
vouwusInAvuiuaissu Z (GENERATION Z)

93804 Rizwan et al. (2013) ilddnufsosdusznouivililamaniiuszdniam Jsinananuauls
n3¥ud auni uaznginssuvesfuslnavdanniusalawan tnelignduladnlavands 2 Jssian Tdud gadule
sumgrauazgadvlasuensualifusuusiu Fadunddussduszneviididgyivasifinyussansanlviiulawan
ilesandiunuimmadudninelunsingsfuslaaliiAnanuaulalunisfusalavanuagsiliduudsuaudn

@ ' [

AUARNI A DNAR NI L2l

2. 9adulanwiluurun (Advertising Appeal)

ypdulalunulavandunagnsunians (Massage Strategy) ild@aRsgauinszauliguilaaimdasuyy
! = e o = a o & a A ] & = v v
guviseflalavanidnaulaluiilavuvsendndusiuazuinisieglulavaniuuniu siuludegdlalid susulavan
nspiudmnendnniseaiaiivuaienld vieududdngeliguilnainaiuaslage (Purchase Intention) Msil
Tunsidengadulamdlavaniivuzauundueiesdiolunisfsgaanuaulavesuslaaiu dnlavanuaztinnisnain
o & v o = ¢ o v a a v o A o § v a o A a a .
Jndudesilaiennudeinisvesuilaanagsyseianauailavan Weinliiingadulaniiusea@nsna (Effective
Appeal) (Rizwan et al., 2013) 1ag Belch and Belch (2004, pp. 266-267) uwusgaduladulawaieeniiuy
2 Uszianuan 9 Usenaunig andulaniuensual (Emotional Appeal) wazgndulasumena (Rational Appeal)

2.1 ﬁgﬂﬁ'ﬂﬂﬁﬂumiud (Emotional Appeal)

yndulasuersuaife nsldidemnnseduanuidnwazersuallulavan iWelvguiinainuauls lng

q
Y a

nnseannldyadulaniuensual ielvguilaniinuidn@suindelawuiuaruusun 53u89EI9ALLANANY

9 U
= £%

FENIN9AUYE Dausddn wandusilianuaaneafieiugs (Kotler, 2000, pp. 556) lngfiagsvaslseinnvesgadula
Fruensunifinuldveslulavan G eeduladuensunidy, gaduladune, yaduladiuaues, eduladuyana
fifdodes 1Hudu nsfing Sudlangafly, 2546, wiin 137-142)

(1) 9nsvladuansualdu (Humor Appeal) @o nisasradonilidrulavuninersuaitunionan
suzduralawan Womgaanuaulavesuuuasyinlidvuduanslavaviondnsasildnde gaduladuensun
Futhurrsairefadesings auge audanddingn anududiditudoudmalidvuivauafsonsaudn
(wsAing dudanzaiy, 2546, 1 138) wag Djambaska et al. (2015) lAvin1snAgaUNANIENUYDIDITUAITU
Tulswan ednwianuaulavesiuilnafignnszdu Weifiuynaanvideesuaiiululawan Gwanismaaounuin
orsualfuildlulavanszdamanisvandennvaulavesguilandilvelavan anauiiaguesduslaadiise
Tawanuazdusloailniuuarfuralavaniiforsualiulunafiuudsty suluisdaunsnansansilasanie

TAunnan

(2) 3nduladnuina (Sex Appeal) Aa nsldiauriniananieanudlrerumanauldlunishganiny
aulagsuvnlawan Ingillenifdearseenludujusinaiianudsuvauwazdeiduaniaune Man1sudeditosdu
a aa o Al v a Y] v ) v | XY = Y a
nsaeansniinnununelasdenluluduieiiune nsldyaduladiumeagislidnnisnaiafisninuaulaguilaa
ladreu1ndu guilaaidnin lavaniiauiiaulasiulufanuduiminddunasldnalunissusulawun
11n890U (WsAng Futlameafiy, 2546, M1 139) wara1na1wIFevae Reichert et al. (2001) Nlavin15AnEn
n13¥ngeauIiaalagusagelaniunaiu dn1sAununanisAnerdn n1sldusagalasmumalunienisnainaiuise
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Fngaldnidnguslaalafndinisldldusegelasiume vonaniusegeladiunadsarusailiiinauaula

nsanduazdiglmnionlunislavanguiaulagayy

(3) anduladruynnalivaides (Celebrity Appeal) lngundudiguslaaidanaulalavunniynaaid
4 o ' v oA Y & oA o P o q VvV a vee voa ]
FaduannIlavanilifiyedulavssiani Wenmisldyaeawmaiiluaulavan viliguslaaddnduduuinnidd

PPN o Ao Aad o o W a Y o v a L o
nn1siguilanandiyanamaniild yananivedssdslinasrevinuaivesuslaalunisdadulade Wnn1snain
wazdnlavaunaisidenldyananivyeidesniyndnuiednvae Nvangdunsidudn (Shimp, 2013, pp. 290-291)
waza1uIveslez souduns (2017) lavinisfnwizesnginssunisilniudewaznisnavausssolavuinuy
natulduugyureauuesdu Y (Generation Y) taglaaguin msliniwuneiniiveidonaziluniinee

[

ASurnlavaiy aunsaasegany yeaula wazaunsafgabidvuvalavanauaulaglinadiula

° 19

(4) yaduladiuaun3 (Music Appeal) nslaunslulavanduesdusznoviiddydmiulasan e
asauaulaguulavan adrelnuersualliiulavaiwazdsninaseniuidnuazersualgialigvaulawuid
a1suaisaludavansenineduralavan (Shimp & Andrews, 2013, pp. 306) wazdey souduns (2017) #ils
vhnnsfnwinisnevausselawauuunadinlivugyuresuilaanguiauiueisdu Y (Generation Y) wud

nsldnasdseneulavanilingudiedwdesnisvgailanousassinduladilinadulawanly 5 Jundiusn
2.2 3pduladumAwna (Rational Appeal)

ndulamumananieynduladiudeya (Informational Appeal) fio n1sfsgansevlvgusinaaula
lnensinavedeyavewwdndueinieuinsiiuuszleviddeduilan wieduslanvzldsulselenilatnminnis
Tdauduazuinisvewnsiduditdu lnednauailoniiludeieadwseidonilifuilnaseuaddu q nie

AnuaNTRsin q vosrdnfusinaunsanouaussmudeinisvesiuilaals (Belch & Belch, 2004, pp. 267-268)

nsTdoya (Informativeness) munefisanuanusalunisanonondeyaifuvulavandesnisvdeiiugaen
Tnedoyamanienandudoyaiieafuaudmievinsuieddlmi 4 fderfosduduaruinsifuilaadunsior
udnazdsdAguesdeyatitnnsnatnuazinlavanazdeasdestismaeguilaalinialafiniamis lawanild
Foyalunisdoaaiull vlifuslandusdensasBonnazauauifvosnansusihlfiAausegelaluniseeniy

lawalaynand e (Bauer & Greyser, 1968)

Lee and Hong (2015) vhn1s@nwuiedfudadendwmalvguilaanevauewielavunludedinusoulal
Tumauan legldnanisfinerdn sulevanifinmslideyadutenidmanenisnevauemmginssuvesuilan
lumsuinaelavaludedirueaulal lnenginssuniauan Wuldvenismisdernuaulasarldinailunisg

a

Tawanundudenisyslaliguilnanssaisarsainlavanlugiuilnadnau aonadesfuauideuns Varatha
Wangsirivech and Pinrada Metharom (2019) ¥insanwiviruaivesiuilandedoyarnasililulavanooulat
¥9953795 11115 Tnsdnuilavanludediaueoulat 3 unanresu Suldun wedn lad wazduaniunsy
nan153duazuin nqudedsiiruafidsuindedeyarnasiiusslovidenuies lnslanizdeyaifsaty

TUsTUUns onN15a0aSUNITVI8IINNIEIY WY d1uana1vis tudu
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vavulvAlvsruma:nowaulvaslvsrurdalonvunavavlalugnu
vouwusInAvuiuaissu Z (GENERATION Z)

3. n1sSusnouduwusnuluurun (Perceived Ad Relevance)

v
o v w v A

mngustaadnii lawanludediruesulauimdaiusuty danufeites Tuselevd vionsemIundy

v Y U v s

Aean1sveusiaaly geuwantin sunulawantuinisiuiauduius (Perceived Ad Relevance) A1NABAAS DY

Y

=

vosdsilamantu eraudu nandust U3nns wnfn vieddulafiaunsanevauesaudonisvesvuld dansiud
muduussulavaniidusudséfgyideudnuifelavanmededinueeuladuardumedidn (017 Kim and
Huh, 2017 uag Zeng, Huang and Dou, 2019) &Wu 9uW3ewed Jung (2017) laRnwdnsnavesnisfuiduius
sulavaniddelavanludedinueeulatnuin msfuimuduiudiulavaniianuduiudidsuindeaimauls
Tawan wilauduiudiBeausenisndnideslawan (Ad Avoidance) mneaiudn fAezaulanazidonidny
Tavantuiuindy sudslinersumdnidsdavaniududienisnedulavan Ssaeandosivauidevns Kim
and Huh (2017) #iwudn msfuimnuduiusdulavandusiiuneifundmiunisaevaussveaduilansie
Tawaniyjadfung@ingsy (Online Behavioral Advertising) W n1sldlawaniieenuuudiuyana (Personalized
Advertising) Saufiunisiasizidayanisldaudumesidn Judu

4. wnanssun1sSusuluvunoauladveasnguiouiuaisBu Z

nguuiuelsty Z Tuuszmalnefinislddumesidaeds 12 49lus 8 wiii Insdedsaussulatilasy
arudisugsaalunduiie gmu (YouTube) Andudosar 99.8 lnsiauiuaistu Z dnginssumslide ilegaussasd
Tumsdeansiuiilen Jusunmeuns Auvdoya Annutnnans Tassosas 71 vesnguiauiuelsiu Z Andn Ysuw
lawaneaulatilunniiuly (ETDA, 2563) andeyavesdrinuloviguazivinisnseagidesuasingiiay (2562)
wuin Aelavanduiinadenisdndulatovesnguiuilnafeiiduogiann Tasuuoistu z duldsudvinasn
delavanvsziavesulatinnnitauuelstudu q lnsAnlufesar 68.1 egalsfmumginssunisiuvalawan
voulatvesnaduaniueisdu z tu fszeviaiidundt Taeflszernatanuaula (Attention Span) iies 8 unil

dnilanguiluveulavaueuniadenlyiuauit sssSuvulavasuaunieli shlniviauafdelavaiwuy

natulanAndnlawanguuuudu q (Brown, 2017)

S:1U8gUI8IVY
1. NSOUNUIAMIIUIVY (Conceptual Framework)

nuiTeisesgaduladulavanuaraiuauladelavuiialowvunatiulaluguresauiueisdy Z

(Generation Z) N50ULUIAANUIY F9T)
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yndulasuensual (Emotional Appeal)

gadulasuesualdy (Humor Appeal)

q

yndulasnune (Sex Appeal)

dulashuyaraiideidos (Celebrity Appeal)

Anvaulaselavaniilawuunadnule

ynulasnuauss (Music Appeal)
(Skippable Video Ad Attention)

_
e N
yndulasuvnna (Rational Appeal)
mﬂﬁ%@gﬁ (Informativeness)

_ y

nssuiAnuduiusaulawn

(Perceived Ad Relevance)

AN 2: NTDULUIAMIIUINY

2. ngumoegnigiuviudde

nqused 1vdmunuitetansawiseenliiduy 2 ngu Yssneusenguiauiusistu Z (Generation 2)
MgSurnlavaniatewuvunatiulalugynu wagdNinauusendiunulavan (Advertising Agency) lneg3deld

a

aa 2 . . = v = v o Ay vaw
29NN UULRNISLINE N (Purposwe Samptlng) LLﬁgLWQImW‘U@HaV]L‘VilngallLLagﬂ@ﬂﬂﬂ@QﬂUﬂq‘HQf\]ﬂ W98

¥
v

Tanaaulalunisidennausiagely fedl
]

ngad 1 nguRuesty Z fIduldidennguiauiuensdu Z neudany dinadiongasus 15-26 U

o

ngud 2 givinnuusendunulavanfiiiulssaunisaindalavaninlewuunadiuliasemisgnueay
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Jueg1sd (Situations of Well-informed) nqudlegnsiidnvasi@inguadiaiy (Homogeneity) wazaiudl
Uszaunisafluiatedifdsdnuy (Bertaux & Bertaux-Wiame 1981; Guest, Bunce & Johnson, 2006) 8niiq
Yoyaildanniaauiniianuduiivestoya (Saturation) ilasarnnudeyaiiisuuuuvesdmmeuth uonani
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daui 1 Jayanaily
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daui 2 AnuAnTILLaTLUINISluNSas19Aanla lulaw
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ndRINdun1waligednannguiiegs AugIdelansisaeuaiugniewavdniauvesdoyanauiily
! a LS al a Y . . o a a o & [ o w
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5. N1SAOUAUAIWLIBONOVaIVOA
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Toguszasandnvesauiestu Z Tumsiuvaidlelugyuiisieiu 5 4o laun 1. msSuruiiieauduic
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vouwusInAvuiuaissu Z (GENERATION Z)

2. powARIAURBluuru1IRlonuunavAlIA
2.1 NAUARRBLAEMIIR LawuuNATINLS

Wiruainelavainlowuunadulugyuvesnguiegiadulilumauin Wiesnlavansvuuuiiiinisiaue
madenlifugSusn Juuannsadndulanasusziiuanuiaulavedavainou ieidendt azfuvulavande
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andulaladn dudlemduigisfveugsdeils widliveuinatuluiae guanisiaula
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ANSUALAUITNUNZFUADFA LN UIADUAUNDUSUIALOUAN Y38 I UABUTNENAIIUIALOVANTIFHBINITSUTY
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3. U9venduwasionoruduleseluururdnlonvunavulniugnu

3.1 ynduTadiuaisualdy
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ynduladuensuaidualnisaasieaiuanlavesngudiegiiolavauninlosuunatule Wesainla
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AUt HoupaedSuy iliguuliidngndagenlisusulavan Insdnvasvesgniuladniuesuaidui

v
=1

nausiegeaula de
1) ausemesuansiidamdnvaluaznisuanfinan lnenguiiog s (Nguil 1) wansnuAniudd
“L@ITNUANITILUY ATUIALRDTTT wALIUMTNATILEY”

F98g19ANUAAIILAINAITINABINTTUTL A BN

“wiloutinuansduniilulavanvaie o Jufiosing udwsazlavauniunan dufmilowiundiudalawun

v

sivuluszauila” (nquil 1 feg19#26 lawangni3 Hatari - Wududoull : lavanlunmi 3)

2) ausssuyfvesersualdululavan Wuyneaniluldusudamsensenslaviannifuly nqudiegns
#30 (nquf 1) 851831 “Fewmanase q Lildilunantla q Lildugsudann aandiesssud vildsnayniu
wlueng”
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3) arudagiuiudau dsiihunldasisesualdululavanduidsioglunszua gnuefseyluvasidu
“fuilavaninduiiu (Meme) ety WWunszuaiinuwnenay o fu nuingag 0810337 1Be wnausylsiu

Y338 AANA” NAUAIBEIHT (NGUT 1) a5une

4) AnuwmRizay anueantudedegluvaues Wilinisldnadesinineivats quusaiuld vieguiu
wiggagdu iathunasienuaunauIunIenuduLie WY N1580LA8UA1NIUANYAINT oA UNA A9LYUT
nquéegneta (nquil 1) ldeduiedn “edrunanwuulianse egradu wBeamnea wdoalste duildldnanaziu”

3.2 ﬁlﬁﬂffﬂaﬁﬂumﬁ (Sex Appeal)

yaduladunedugadulenlidinadneniuaulavesngudiedielavaniflouvunadule lne
nausegndvinuafdeilonifdianuasuvauvsodeidoaniunmduau Ne1un1LaINIY ARARAEYIINIT
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#13 Ngunn 1)

F9819AMUAAIILAINAITINARINITT UL 2B

“unduudigaewanila Sugiuveu Sugldly” (nguf 1 deg1a#ll wansaduiuinadulswun
o A & v a =
\ATOIAILIAR YN Faue.. Inumse: lawanlunini 5)

3.3 aduladuyanaiideides (Celebrity Appeal)
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F98g19ANUAAIILAINAITINABINITTUTU A BN
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9 U

¢ a
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3.5 n15lidaya (Informativeness)
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ag4ls waziloFedulavanduilinguiiegralasusuiamuiisdnuuuiia laldnisfuvulavanlnenss
pg1UgUNaUAIRE1#25 (ngufl 1) Nldeduredn “dilawaniizdni lewaflulavaniduaned egralawun
vnusuanduIunn duddmidansiaeylsdesinluaule sssldldesnlddusdatu widnantuunduy
= o = I = = 3 vy o o veg o My g A L )
ane3 wduazmiloulunsumuddnuuuile 151agld ldnatin $8n31 laladulavan wilougnids \Wunidedy
Seatls Wldveasaiuly fursualdldilvsdninslauwnves”
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4.2 ANUANE319855A (Creativity)

auAnafassaifutladoiidmadonuauladelavunidlonvunaduld anudnaiisassddnale
nqudegsfudn Ilasanianuudanlua wanersuaglaisiarhlidianuiifagalunisiuruundsty lag
nqui0813#20 (nguil 1) Tduansanudiuin “Tavandesdanuediefinduuilviglerlsinds Foslailduuuiy
o nudnInanegaien sansgnaiieslas q iile dedliisnlas wlanmn”

4.3 AUAINNNSHER (Production Quality)

Yadeduauainnisndaludnuialadendwaneanuauladelavuiiflosvunadiuld Meludu
ANNANYIITDININLAZIEY Nniin1sdnivesdUseneulan BdduniatsnuiiFury edunavdulseAunuas
- = = > a a o @ = Y & v ' oA av v a
Mnefuazmunzay wariinisldmaliafiiauiviualie wlleuduanuivveanguiiegne#ll (nguit 1) Aldesuny
dnvazlavanimiiauladn “amaduilaunde gadigeeen dufieviila Tulnmudifides Tugudanioungn
lWeglulantene Jdduaisau serusznounIng”
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U
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Y
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sy lddusy ANTeules
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ANMAINNTWER anuauladelavauniflouvunatiula ANUANAS19ATIA
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asdwaviuddunazvalaualiiu:

1. ofiUsnowa

Mnnmsiengsituuiisde Taserdenseuuudfnnnside wazuuuguisilddunuifiu@uainnisdunival
F9dn anmnsnagunanisise Tasnmsn (waziBealunind 10) Fauansliifugadulamsleawan (Advertising
Appeals) faduorsuaikazdumgraeunfianansnaiiseuaulavesnguiiegauiueisty Z delavan
wuunatuld asesiunuideves Aslam et al. (2021) AlsvinnsAnwiluzesnisaisiruadiduuinselawan
wuunadld Taslduanisineidn gaduladuensuaiuaznsliteyatuastisairsfmunifiduuansolawun
Uspanil

1.1 3m3uTaduersualdy (Humor Appeal)

osuaifuasaaduauadlasenisiuralavanuuunaduls Seensuaiiululavandueiesilofiviely
nauageianmanmaulunisiuvalawan iidnssinsurusely uazidnsiaglavandesas 31nn15fnw
494 Campbell et al. (2017) 41 fuilnaazaulalavauazaznadmlavaiosas Welawanduiauayn
nanvutu dennAdesiuiuideves Djambaska et al. (2015) fidununan1sAnu13n lusulawaneisuaidus
dswansvandeanuaulavesiuslan anausieguesfuilag silflavanierwaynuindu uenainidide
Feldnanisfnvifinfuifeafudnvarvesgaduladuorsualfuiinguiauueisdu z anvauls laud A

5ITUYIRVBIANUAAN ATUIALMBIVRIRUARIFBIAUAaN Lannaniunlddeslianudagluiiudiuias

VL PRPURVEIREPEY
1.2 3m3uTaduna (Sex Appeal)

! U ! a v tﬂy ! 4 ! U ¥ = @ ! [

ngudlegnsresuideilldlaliniuanladegaduladiunaluanulavun lnedanuiiudiulngin
& a ay o o & aa ' U yee o @ &
Wudanlimuiganlunslddemusvianiiianudsuvanlunulavan wazdazdnda nisldgeduladssiand
Jnersuallunissuruitoniuinninnisldadulaussiandu esinanuieidesntesuinsenitmnuldivdesy
ANuasLral fullleviiaunslasury guldiauieitesiuiaeg (Content Relevance) Fatnudaiunaifoves
1U398v04 Reichert et al. (2001) w13 N158naEUIIaAmeusIgalasuna Yaglvidemlunislawan
AuaulagTu udaenndefuauITeves Saheer (2018) NAunudn n1sldyaduladiumany lilddmasdans

iFrekaznAngslunssusulaw
1.3 9muTanuynnaiiveaides (Celebrity Appeal)

Aad o % o & 9 aa o v
yanandveidesarnisaadrieanuaulaudnguiauiuesdy Z lunisfuvulavuniflowvunadiuld
NanN1TI9e R seNUAdelueARIN UL (919 Campbell et al,, 2017 uaz Yoz souduns, 2017) Wu 9nn15I9Y
v83 Yoz gouduns (2017) nuin msldndwunesniveidesuazidunidndedsusnlavanainsoasiagaay
wazgnaulaliiulavauavaiunsafsgaliguuvnlavanauay laslinaduls lnedidedlananisideiiuiiy
a v W Aad o = v i ' o PR & aa
dndedn dnvazvesyanaiideidesiiazassanuanladenguidmangiauiesdy z ladudealuyanaid

v

4 o S 1w oA A a oA @ N =S A @
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o A

KaULazN1sAnLNaUBngUuUUnil eluyaraniitedesfidanuieidemiodiulddunquiiegiase

1w

wanduailulavan wszidunmsiinanuielesszninnguiiegisiulavanungady
1.4 3nduTanuaun3 (Music Appeal)

a A PN [ o aee 1 | LY 1 [ Iz a [

aunsvizainasldlavandudadenfsgaainuaulasenguiregrslunisivaalavanta esainidunis
as1emnuaynawiy anumdamdusasiiunisvilingudiedneidnit nisfurulavandudunisiusuien
Weanuduidnuszianilslugyu swlvisadanisiiduswliiungudiedaladniie aenndesiunan1iidy

a, 1 % 6 dldgjl v 1Y o v 1 o 1 U

ve¢ Yoz gauduns (2017) 7391 masdsznevlawanasisaiuaulawngyn vilingudiegrangasuilanas
Ingldnadulavan Feideldfunuiindudnii iasfinquiiegrsaulaniniuiiiaviio maswes@aluifinny
3aduveu Lesanndumilounissursunaiuvesdalunduvey wazidunilaun1sSusuiingainlonnunissuvy
lawandua wagnaidndnvaeNaiuisoasiennvaulannngudleg1slifie wasiiansaasianisidusula
laseradumaiifinnulade viodunasiifiay andnullefesld Funawnariilingudiegaesiniomiy

wazybAmannauannisiaiusiy
1.5 mﬂﬁ%’aga (Informativeness)

nslideyadudsiivaglinguiegnsfosnisdeyaninlavunlunisdedndulateuasidunisinmiy
YoyalmitAvatundndnsifinuaulauazduteyafifusslovdaunsaudlodgmilvinguiedslduazdanalsiia
mnuavlasiolaman aenndaafuauisoves Lee and Hong (2015) lduanisAnuiin sulawanidnislideya
finquiogneiusinalstlonivosdoyatulddsmarensnovaussmimginssuasduilaalumsuindelaiwan

o w

TudedaueaulatognsltodAny

1.6 N135uiAudunusdulaya (Perceived Ad Relevance)

[

nnsnwinud Yadedrunisiuianuduiusiulavandudadendrdyuinlunisadeauaula

)

'
al

lun1sglavanialewuvunatiuld Fenguditegrdliauanlasgranniulavaniindsdusinauidnit daiu
WNedesiuny Fedmnudndueiludelavanlidamuisides nquiegisiaunsanadulavanlaluiuiinin
Laifidadedunsziuanuaula assiuanuideves Jung (2017) Mlananisideeenuiin nsfuianuduiusves

o

Tawanilianuduius @auiunisuanideslawan (Ad Avoidance) agnaditednfgy

)

1.7 \ilai304 (Story Plot)

nsiiilededulavaniflowvunadinld Baeasianuavlasenguionauagyinliiinauidnesn
fanuin edesednduolunuls uazesliunasumulsluneuay uenanni nquinegnadsidnsianlawani
Fosstesnindndie aonndesiuauideues Dessart and Pitardi (2019) fildAnwuAsfuanudenlossening
nsiiileideuarauaulavesiuslan Tnslduantsinerdt ededulavantisiiuanuandonazaruauls

salleviegluiileFesnlavuniiaueviedeaiseanin
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1.8 AUANES19E55A (Creativity)

Tawaniidnauedomifinnuatsassdinlinguiessidnianuutaninl wanan fauuansig
wiefiauluduatuvesauies svdwmalinguiiedininaruaulanelavaiflowvunadulsy denndesiu
91338903 Lee and Hong (2015) #ildwanisAnuiin anudnaiisassaretadoiidmalifuslinainaiuaula
solaanludedsaueaular sulufuiliuslnasuslavanlunarfiuiududnge

1.9 AMAMNATUNTISKHER (Production Quality)

[

wenanAuAIswienwdtiy Yeadeiddglunisduanuaulavesngudiegndndunisnfenunin

<

Aun1snan Fedsenauluilsainuanysalvesniniiainualsny aula anvanysaivesdeaniinudniou
= o = a a A o o Y a v ' a s o =
fiaudanned wazimalafiiayiviualiy Jedenadesiuauideves 59 Winduns (2555) Ndnan15¥I1 Aounmn

o W '

nsnandanuduiusiBauindennuaulaselavanegwiidedfy vuieaudl AN unISHERYlEUILAA
fiauaulasielavauiiuunniu

nanlavasy Weindwunisnanfsladendwadeauaulaselavanuuunatiulalunguiauuesdy Z
nuin naudegednlngnanfsgeduladuersualdudududuasan (wau 29 Freg19) sesaswndugadule

suyanaiitewdes (25 deg1) wazdudvarudugaduladumananienislideyatudan (S1uau 20 feg1)

Y YA v

wazganmsiivdeya Inglingudiegnefuvilavaninleuvunaduld fideldnadnsiuiieatude lavauniild

Y

a a
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= 1 a

n1snadulavandesigauasiin1sfusuauauuiniian Wuieltungudleg1egivihauuiendunulavaunla

q
o v

99NAULTIWIY NMsTuANaUlIvRuIeTY Z du ilenfiaeaunsnainunanvuduazaiuisadnssesiia
lunsfusulavanlaniian dedu dnniseaiauasinlavaniwmisdenldgadvlasueisunidusazyndvlasuynna
Mvedeslunisduaruaulaainnguiauiuesdy Z winisidenlduudesianumuisanwavidniunindnual

o o

veensauandudAgy

2. Us:lgguanwaviudye
2.1 Uszlawliegsna
(1) n1seanwuulaiy

nuanIsfnyInguiauuestuiiiruafinelavauidlowvunadiulamduuan dnlavanisaunsald
lawanguuuuihdumadenlunisndslavansuwuuisleniinruentszunamisld Wesndedfiliduuladnduls

Y

Y a a

WonSuvulawanmeiilesin dvgsevseoligse Fn1sdadenliguilnaglavaniuautiuenviliguilnaiiviauas

A

& i a v 1% vee & a & a1 v
MUUAUADATIAUAN I"ZJ‘HZU']LLUUﬂﬂ%’mlﬂﬂﬂLU‘HI‘.?J‘I‘&W'W]Lﬂu%qﬂLa@ﬂ‘VIﬂmauﬂIQJqu

auAugTedlavuIflanuunatiuls dnlavanalrsesntuuliduuasnseduuinian teiulonia
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lunisglawandes ldveunisdearsiiuieuinin wagnisivuadiumis Wekansunulawuialsdenin
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Ingianzlavanusngluginaisveddalendn dewalinguiitegraliaulalienilavan $Ensarguiniu

lungailinadulavanluynasenidndt lavaunnvuundudndmae

(2) nsad1ailonlulawnun

[ [y

Ynniseanawazinlawaia usaiiwuIn1ensiiandvlasulawanlusazaiu s buas1ailomlawun

q

' |
A = 1Y

defsgaruuoisdu Z Taeidumsliidemiinan dyaafifitedeiduilnanquifamuniedusey waznislitoua
Afusylemiuaviiedlosiuauuesdu Z uonani Thnmseatnuasinlavandesdiddnvaesn @ vsusas
dula ieadsanualalineuTandnguidivaneuiniian wu nsldersuaidudesdivin ynrandufinan
Husssund fmsdondidulawandimnzivlnunan seisluBosmesnulivanzasvosynnandly laiinezidy
119 AR 1ajﬂaﬁﬁLﬁamﬁﬁmim%w%a@wﬁu mzauuelsty Z Wunguiinsenindaiesanuviniey
vdemsidenliyanadiiideides dnnisnaiafinisifiudeyaninuiuveuveauuelsty Z 41 Juveuviednniu
nasuyanafiidodesnlalusneiu ludumsliinasissneulawan Amsfnwuanfudoyaliid ndudnune
AamuAadulaniniigaluvmegdu violdinasiiiidoides fay ieadrenisidrudanlunsivralasan Wy
asiayioravilinguidivmefosmumasuszneulawan diunslideya iefgalevandinadudeiianmiss
Fumnuaulanguauueistu z 1e uddnlavanuazdnnisaatndendenldlimunzdungundndue aasldng
Tidoyatulavandnundntusilnl @osndudoyaiinduiegneililiusznounsindulanaide uwae

[ 6

lawundndusindassnauindisuiladymliunguilan

augUwuumsdiausiilen MnuanIsAnwIinud esesnalinquianiuelstu Z aulasielawaniale
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mu%%’ﬂ%uﬁﬁwLLmﬁmLL‘UUﬁTwaaa@m%‘waﬁuaaqm%’u’lﬂu‘ﬁyuawuimwmw (Advertising appeal) fidnans
%umaumwauauawaa@ﬁim (Hierarchy of Effects Theory) (Grigaliunaite & Pileliene, 2016; Lavidge
& Steiner, 1961) ineBunsianrwalalunisidnivdessulauiiiulavaidlenuunaduldvesuilnaauueisdu
7 lugnamnssunslavanesulatlutszinelne Saiiein Ifinausssdaiuimunginssunisivaisuaznnsly
wiulaludunulavaniidesenainnisinuideluefin fuiteaenivin wansifetuiazansadludesen
nsdnwfgafulavaneoulavluguuuudy 9 Tnglanizgunuuiale wu lavanluanduuuunatiulale
(Non-Skippable in-stream Ad) laiwanUuiUes (Bumper Ad) 1usu wavaunsanauideiluAne
nqufsg1sauLeltuduliBnde

3. vo9naluviudde

1. Wesnluluelsty Z uediuiliinsenined w.e. 2550-2555 dedagtuilenysenine 9-14 U fan

]

v
a v v |
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