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The objective of this research paper is to study the strategic of
television programs promotion of stations and producers in 1992 and the factors
which influence those promotional strategies. From & gualitative perspective,
the data in this study was based on a critical analysis of promotion spots
and press releases published in newspapers or magazines. Alsc included
interviews with some of the people involved.

The results of this study indicate that the strategic of television
program promotion of stations and producers may be different or similar,
depending on the program management policy of each station.

Tne means that television stations and producers use to promote
their programs, mostly promote by advertising and publicity, vary widely and
include televisions, Dublications, radio and some others. In addition they
often premote their programs by using appeals concern with famous persons,
program's content, procuctlon or others.

The factor which influence the promotional strategies are interrelated
with those of televisions, programs, mecias and viewing audiences.

MAIPY..... N385 U287 aeileveiian 9"’"/‘5”“”’/
s AsAoansuaanu a_d ¢d /’j;ZiZZ
RLTRBL'S) aie¥es1sanine

a = $ < '
Un1sfinu._ 2538  aede¥esintsamiSnmiu



AnAnssuUsend

a

a(v:,du .9111 1 <
ANYINUNUTAVUU HWLﬁﬂqaﬁdqﬂmﬂﬂﬁﬂﬂﬁﬁﬂﬂimquatﬂﬁﬁu%ﬂﬂLﬂﬂ@

a a 4

; 7 e 5 e Lt e
N} é%ﬁuﬁﬁﬁﬂiﬂ%ﬁﬁu YUan FUADNY aﬁaﬁﬁﬂﬁﬂﬁﬂwﬁﬁﬂﬂﬁuwuﬁ

G
o

U L=
DUNIAUIVU

o)}

d av A a a 4 [ L4
59dF1dNTNIANTY a5 . A3 %Y fanve ﬂ??ﬂﬂqﬁﬁOUQWﬂquwuﬁuazﬁ%?ﬂﬂQHﬂiqﬂqﬁﬂ

o 4 aav L4 a a d ¢ o 9 o o
AULIDU NHAAU UitﬁquﬂﬁﬁﬂﬂqiﬁﬂUQWUquwuﬁ ﬁdﬂﬂﬂimﬂﬂwﬂﬁuuzuﬁuaz

=]
2

o 1 1% [ ¢ 1 o o a e’va::nl (a'::
VDL FAUDLUL LUINTIIANE auLﬂuﬂﬁziu%umaﬂqsﬂﬂﬂﬁaﬂuwuwuﬁauuu%waugﬁmuqmu

a v [~} 1 o 42«'
ﬁ%U%BﬂiWUM@UW?tQmLUuﬂﬂﬂd§011 N U

ee

H o d 1 1 ! '
WONBUQNL%Wﬂﬁqﬁﬁﬂqﬂiﬂﬁﬂﬁuﬁad 3 $09 5 BOI 7 harsod 9
o o dl a v Y a . A=; k4 o o ~
LﬂqﬂuﬁﬂmBGU3Hﬂqwaﬂ5WUﬂqﬁ maaﬂauﬁauﬁa%uﬂﬂﬂﬂqmﬂﬂﬂmagauaz3WUazLaUﬂ

1 v v
] [ ¢ 1 a v o
19 %aLUuﬂsziv%uwaﬂﬁﬁﬁﬂwﬂaauﬂuﬂﬁdﬁ

le

%WU é%%ﬂ%@ﬂiﬁﬂ%ﬂﬁﬂ?3Qmﬁﬂﬁuqiﬂﬁ %oﬂﬁﬂﬁsaﬁuﬁguiuﬁﬁuﬂﬁi

a Y o ¥ YA v o b = 1 :} 1
Louuazﬂﬂnﬁao%aunqaﬂﬂLauauﬁauaﬁtsmnﬁiﬁﬂwﬂ ua:mamauqmqﬂﬂanﬂwﬁuﬂiu

1 ::J 3 g ! 1 4 o 8D o o A a d
qunT0 L sruN AN nualuitil %aﬁﬁau%quLwaauaz1ﬁﬂﬁaaﬂmﬂuﬂﬁiaﬂmﬁawﬂﬁuwuﬁ

v
aﬁuﬁiﬁaHL%aqéQGWU1ﬁﬁduﬁ

o
a o ¢ d
Jandat L DoYTHIUUN



d151iny

R ERIATIVIN 5 s o S RS
) T BRI 5w e R R R 0
T (T >
2
Ui
1. UnNUn
AALa ANUEREUBITYMN L e 1
IV o0 e 8 e S e R 7
1% ' av
nUALAIRUINITIIY . e 7
v -
Zoanasioetiu. ..... 0, W e vt 7
3 oRulng B INT IR A L N 7
L 1 T 474 ¢ — A NN\ N R 7
a o, ¢
- a—— /RPN EELEEE SRR A 8
(d‘ 1 Y o
YTt TUBIRANAINEIATU . Vo i T ¢]
a d a v a: 4' 9
o wunAANgELaL INUIWNLNYIVD
LUARALAUARUNNTRILATUNNTAANR. oo e e e e T 10
LUARA L AUARUNNTREANTNNTAATA. Lo T 14
a a (-a; t:: 9
S BT AR e o s e e R 19
3. 5¢1duuAsIY
uwée%agaﬁ%%ﬂuﬂﬂﬁﬁﬂwﬁ .................................. 29
[~1 [
T eTr L, . L PP PP LS RS 25
a d v
R TR B o b B I R 27



v ) a v d
anue ﬂ’]?U‘iﬂ'\‘i'i'\Uﬂ'\'i‘Uﬂ\Tﬂﬂ"llﬁ,'ﬂ‘i’ﬂﬂu

5nwmznﬁiu%wWiiﬁUﬂqsmadaaﬁﬁiwﬁﬁﬂﬁ ...... i S 30
nﬁsu%wﬁﬁﬁﬁUﬂﬁimaoanﬁﬁiﬂs%ﬂﬁiﬂuﬁﬁﬁiad 3 0. H.H N 30
ﬂﬁﬁu%wq33ﬁunﬂamaqanqﬁﬁﬂqiwﬁﬁﬂﬁﬂaa%WUﬂﬁao < TN 32
ﬂﬁﬁu%wﬁsiﬁunﬁsmaoanﬂﬁiﬂiﬁﬂﬁﬁnaa%wun%aa R 33
nﬂﬁu%wﬁisﬁUﬂﬁﬁmaqaﬂwﬁiﬂﬁﬁﬂﬁiﬂuﬁﬁﬁﬁad SRLIE TR IR | AP 35

ﬁﬂwm:ﬂﬁﬁLﬁutﬁﬁmaoanﬂiuwmwﬂuﬁﬂUﬂﬁiéﬂoq

i AR AL o B B B s 36

d a o ¢
ﬂHQﬂﬁﬂqﬁédLﬁ?ﬂ?qﬂﬂqﬁiﬂiﬂﬂu

v ¢ a
madﬁnﬁﬁiﬂiﬂﬁuuat@NaﬂﬁﬁUﬂﬂﬁ

%auwﬁduazﬁﬁﬂﬂsﬂuﬂﬁﬁéoLﬁ%ﬁﬁﬂﬂﬂﬁﬁiﬂi%ﬂﬁ..; .............. 39
nﬁﬁédLa%uiﬁUﬂW31w3%ﬁﬁNﬁuéaiﬂ3%ﬁﬁ ...................... 39
ﬂﬁsﬁcLa%uﬁﬁunﬁsiwsﬁﬂﬁﬂﬁuéaéoﬁuﬁ ....................... 51
ﬂﬁiﬁaLﬁ%uiqunﬁﬁiﬂﬁﬁﬂﬁﬂﬁuéaﬁﬂq ......................... 61
nW$éoLﬂ%ﬂﬁﬂﬂﬂﬁﬁiﬂi%ﬁﬁﬂwuga%uq ......................... 63
ﬂﬁﬁﬁdLﬁ%ﬂﬁﬁﬂﬂﬁﬁiﬂi%ﬂﬁﬁquﬁﬁéuq ......................... 64
naqﬂﬁnqsi%qﬂﬁoﬁﬂ%udﬁuéqLﬁ%ﬂﬁﬂﬂﬂﬁiiwi%ﬁﬁ ............... 66
nﬁﬁﬂ%qﬂﬁagﬂﬁtﬁvqﬁuﬁaqﬂﬂa .............................. 66
nﬂiﬂ%ﬁﬂﬁagﬂﬁLﬁnqﬁﬂtﬁaﬁﬂﬂ@oﬁﬁﬂﬂﬂﬁ ...................... 68
ﬂﬁﬁi%qﬂﬁd@ﬂ%Lﬁﬂﬁﬁﬂﬂizuauﬂﬂﬁwﬁmiﬁunﬂs .................. 69
ﬂﬁﬁﬂ%qﬂﬁoﬂﬂ%uq ........................................ 7i

=

a ¢ ¢ ' a v 4
qLﬂﬁqtﬂLU?UUL%UUﬂﬁQWﬁﬂqﬁﬁGLﬁ?uﬁqﬂﬂqﬁiﬂiﬂﬁu

snsarrilnnatiod 4 garflescissmsnurians s ee s s s R RS 78

o : 1 o 4 [ a o L4
UﬁaﬂﬁﬁwaﬂaﬂqiﬂWWUWﬂaQﬂﬁﬂqﬁﬁdLﬁ?ﬂ?qUﬂqﬁiﬂﬁﬂﬁu

@, o - - o o d a

Ua%UﬁLﬁnanuaﬂﬂﬁiwiﬂﬁuw%aﬁwamsﬁunﬁﬁ .................... 77
1 1

ST LA T VERNAT s s s o e v esamenassnpmeasamnansemrins 79

I k- T T 1 e L o T el 83



Uwaiﬂuaz%aLauauu: ..................................... 88

AT T P I OAd  8  B 97



UNANY 8NENINY

UNAALBAHIDING Y

AnfngsNUszn e

=5

=2

=2

g1y

[<3 o @ [
AU TUNTBaE ANNENYUD I LN

g unidy

o '4 QA v

QﬂqﬂﬁzﬁdﬂMBOﬂﬁiﬁﬂu
1)

< 9

PoANAYI L UBIA
Jodullznuresni3iy
YBULUANIT Y

¢ ] [
Y5z iusiiinnainas 1asy

WuNAe NEd wazeudiuiiiiuades

ki

wulARLSa9nnTddt@5un159ane (PROMOTION)

LUNBat Y o9n1saed13n1TAaNa (MARKETING COMMUNICATION

av

e
JIUYNLAYIVD

sl Aada v
L UUUIDIIY
1 [ [-3 9
uwa&m@gﬂuﬂtﬂﬁﬁLﬂUiQUTQNNBHﬁ
o

nNT3LAsNEndeNa

0 o
ﬂqiuqkﬁuﬂmﬂgﬂ



Uﬂﬁ 4 5nwmzﬂﬁiu%wﬁsiﬂﬂnﬁﬁmaqaﬂﬁﬁiﬂs%ﬁﬁ

Uﬂﬁ 5 nﬁséoLﬁ%usﬂunﬁiiﬂiﬁﬁﬁmaaﬁnwﬁiws%ﬁﬁua:ﬁwﬁwswvnﬂﬁ
w6 ﬂa%uﬁﬁwaﬁaﬂﬁﬁnﬁwuﬂﬂaqwﬁnﬁsﬁoLﬁ%NSWUﬂﬁsiwi%ﬁﬁ
Uwﬁ 7 dqu aAUsUNa wardolaudluL

UTTUNUNTN-

ANARUIN

=
o
ee
e
33)
eXe
22
(e
=



	ปกภาษาไทย
	ปกภาษาอังกฤษ
	หน้าอนุมัติ
	บทคัดย่อภาษาไทย
	บทคัดย่อภาษาอังกฤษ
	กิตติกรรมประกาศ
	สารบัญ

