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Abstract

The objectives of this research were 1) to study digital campaign media exposure and engagement
behaviors and 2) to investigate digital commmunication factors influencing attitudes and behaviors regarding
alcohol consumption reduction among students at Nakhon Pathom Rajabhat University. This quantitative
study utilized questionnaires to collect data from a sample of 400 students selected through stratified
random sampling. Data were analyzed using descriptive statistics, including percentage, mean (X), and
standard deviation (SD).

The results indicated that the majority of respondents were female (40.0%) and first-year students.
Overall digital communication factors (SMCR) were at a high level (X=4.07), with peers or influencers being
the most influential sources (X=4.18), and short-form video formats (TikTok/Reels) being the most preferred
(X=4.11). Regarding motivations and gratifications (U&G), students were most satisfied with humorous or
entertaining content (X=3.94). Post-exposure outcomes showed that students developed the highest level
of courage to refuse alcohol invitations from peers (X=3.97). Multiple regression analysis revealed that
digital communication factors predicted alcohol reduction behavior by 52% (£2=0.52) at a .05 significance
level, with the 'Source' factor being the most significant predictor (B=0.45). In conclusion, communication
through role models and the use of edutainment media play a crucial role in effectively fostering alcohol

reduction values among university students.

Keywords: Digital campaign communication Alcohol reduction SMCR model, Uses and Gratifications Theory

University students
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NA15NN 7 wuIaTea1unITE oA IUIIARTNAAINITANGINTAUNGANITTUNITANANITAULAT BIAY

o w aa v a

woanegealnsesay 52 (R? = 0.52) sgrulidsdAgynisanafisyau .05 lneladesuddeansidndwaasan (B =

U LVANRE ]

@

0.45) spsaanfeduas (B = 0.28) Auusegtla UG (B = 0.20) uagdugeanns (B = 0.17) ausdiv

6. #3UNAN1538

fAfoavagunanisiianesivoyamaringusrasn Mssandeanolud

6.1 wansAnumgAnssunisliadudeuaznisiidausauiudesussdddva uanisisenudt naudegn
drulvgunends Andudesay 40.0 wasdeudndudesussiiuunaniosy TikTok uag Facebook taelviay
aulatudevssnnifloduiifidomayn dnlade uarannsodnivldaznniudedsausoulafluiinysestu
vhadl nuddafedumsdeassussdivalassmeglussdunn (X = 4.07, SD. = 0.84) TnetindAnyilfanuala
Foyausslneguil tiiou vio Influencer innilan (% = 4.18, SD. = 0.84) sesasunAodoIflodu 1wy TikTok uie
Reels Miflnnuhaulanazidlade (X = 4.1, S.D. = 0.86) Twdsmsnuivdoriulndoaiimefladulses (& =
4.07,S.D. = 0.79)

wonanil sTawudTﬁfﬂﬁﬂmﬁwqﬁﬂssmmﬁﬁdauiwﬁuﬁaiugﬂl,wwmmsnmgﬂia UARIAUARLAY LAY
wrdiiomliuifiouludednuesulay lnsnduiedrsdniuauesindeifidomaynauuvdoisnuusdaiuii
annsnfsgamiuaulauagyilfiAnnsiidausanldinndy Faaenndeatuszduussgdanaganufionelalunis

Unsudedieglusyduinn Tnslanganufisnalaseiiomisianuaunviselvinnudiuiie (X= 3.94)
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6.2 Nan15ANEIUBA1UNT5T 0E1550USIAR N AT LN 82T IA UNYANTITUNITAANITAULAT D4R

a '

woanages nan1sivenuinladesuddeasiidvinanonginssunisannshnuniige lnsenizddansiiiu

yanalnddauie Influencer sosasnAotaduiuasuasdomansdons vusfiussgdanazanufienelalunis
Wnsudedmnuduiusdeaunilunisannisauvesindnuegedifedfaymatn vaidetensdeanssased
MvaaunsanensaingAnssunisannisiuléSesas 52

6.2.1 N33U3 fruafuazdadefiunisdears (SMCR) nquiaegsdnlvgdumands (fovay
40.0) waziluin@nwdudil 1 Geves 35.5) dxfannrAineinisians (Gosar 30.3) MumgAnssumsiumuiingy
shethdulngliuseanaseduiu q ads (Govay 34.3) uaviu 1-2 adwiaiteu (Gosay 33.7) Taufunidosas 68.0
avviouinguitedisdulnyiunalemamnnninduidelszd fadunguiidosusidilonadindauazdsuasionts
dindulaldd Jadesunisioans SMCR Tassmegluseduinn (F= 4.07) Tneffdsansidanilnddavse Influencer
fidvswadenadaiuansgean wardoimedudusUuuuildzumudemnniian

6.2.2 usagslauaganuiianela (Uses and Gratifications) usegdlanazanuiisnala UG lagsiu
ogfluszduann (X= 3.79) Wevnilaynauliadunoaldsunnuionelagean agviouanuddguossUuuy
Edutainment lunsdeanssused Haunfuazwginssunisaanisaslagsmegluseduunn (X= 3.91) aAnund
Ufesitouilognuiuiuiidiedsgean wandiiiuindesassddiratisaiunnuiulslunmsindulavesindnuld

ey

3¢ uazramTinTzviantannesengaiuiuiladesiunisieasaansanensaingAnssunisannishulafes

av 52 (R? = 0.52) Inedadesnugdsansidvdnagean (B = 0.45)

7. 9fiUsn8na
7.1 answavasdearsnianulnddasenisitaiudeya nanidenuinguiedlvanuauladesan

gneLNsvTousslagiow Suil viedldvinavudednuosulatunign Jeaenadeiivedusenouiugdans

Py
' 1

(Source) Tunuudiass SMCR vosiuesla Berlo, 1960 [4] fidianuudedeuazauiisgalovesfdsasina
TnonssdeUszavsamuesmsioans dndnwiinlianuddyivyanadiegluislndifsaiu fuszaunsaidini
adendety wazdeanslunuuiiidusssumd aenandeaiuuurin Homophily wazsuideues Nilphong, N, &
Minami, W. (2024). [6] inuinaundedevessdsansiivaiinuduiusideanmnseaiudslalunisan
WoANTTNABIMIGUA N

7.2 yUuuudeialedudanadosiunginssunisuilnadavasindnen naudedraiaudniiuly
swiugwiedeiflodustns TikTok n3e Reels ilasarnuovindusuuuuiiunanla dnlade warldnatlunisivans
tfoy aonRdDafUNLAToe Kanaraksombat, N. (2022). [2]  finuiiunanvlefuiileduiiqasiudnuaudnums
(Affordances) fia¥annutuiisuaznsiidiusuldediesing uasasndesiuuwiAniurommsde (Channel)
Tunqui] SMCR fiszyinmsidentesmaiiaenndesiuiitinddvavesfiuamsaztieiiuszansnmesnisdeans

7.3 anutiuiistisiiuusegelalunisadudosnsed nquiednasinnufianeladedefifiruaynaui
Tynman wiethausluguuuuitliindelussdugs wandliduiudidomandudomosguain udsluvunis
thiauaffinaesannderndulalunndndu sedatuayuunAnduusegsladuemusufiua smadeunans
(Entertainment Motivation) lumqufl Uses and Gratifications g4 mndesmsadgnesnuuuliiiauaynauiu

AUWWIN Edutainment dndAnwaziasvdetulaglafuusslovinuanuiazanundamiy
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v a

7.4 Jadgdrudeansiidnsnagegadonisiudsunginssy 91nn153ATIERALaAnRENYAM WU

v Y 9
Uadeiugdansiiinduussavdonneeasgn (B = 0.45) muneanuidinuuazanuindedovesidnsiiuininge

N a & ' = Y o % ¢ S5 caa
ﬂ”liLUaBUWQﬁ]ﬂiiuuﬂﬂﬂﬂLua‘M'} VDIN Wiauj\‘ii\]ﬂiﬁ] ﬂaﬂﬂaaﬂﬂUﬂ”ﬁﬁNLﬂi’lSwiiimﬂiiﬂmsﬁﬁﬂiuiaﬂaaulau%u

v

ayaviuviu Undnwiagldnisussiluimuresddwesidusiiunsnieunzdndulalauans msamulunisiamn

fvensifimuideteuazlnddadunguidmvunedatiadunagnsiduauasiiussdvsningean

q

e
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