a t4

d A d a ) Ly
Taunyia gqnoyYIal. (2567). naqmmﬂmumuazmsz"mm:umwmuummmumin
d' (¥} d a a 4 o A Y] = a o
luaedanueenla. Inentinus UAN. (MIIAMINMIAOTT). IUNYT: UN1INGQY
) =
AR IMNs 9.
d' a a d
AMZAIIHMSNUSPE INeN NS
Y 4 s A o
NPIWAIAATINGY AT.VITATIA FYATY 15e51UnTTUNS
a 4
UAA. (UNAFTANT)

¢ Ao J Y o
0719138 AT.HINAU LUNIATUIAUT NITNUNII

5.0, GImamansuinnisy)
U 1
UNANED

NUITeIT 09 “nagns M3 lawanuagmsd wasumseunsdmsumsnluded

an [

. 3 aw A s A =R 2 a o <
@au"lau” !f]_]u'J YUUUNTIUID U @]QﬂigﬁQﬂLW@ﬁﬂBT 1) ﬂaqvmmﬂmymmaﬁﬂmmuum

o [ <] <3 4 [ J 4 1 a a o J
qmﬁmﬁumiﬂuazLﬂﬂmﬂﬂluﬁamﬂu@au"lau 2) NAYNDINITAUTTUNITUIINAANUNUNNI

9 et adAa v A

3 < 4 o 4 o @ J
ﬁ@iﬁ’]Wiﬂﬂ’]iﬂllaglﬂﬂlaﬂcluﬁ@ﬁ\iﬂmﬂﬂuvlau ﬁjﬂj'ﬁjﬂﬂl%\jﬂmﬂ’lw Gl%}ﬂ']ia\uﬂﬁ NTTUN T

U

1w A g 1o a J
nquAled I uAAUITINIY 10 AULaTMITATIEHIONANS
Aawv A 9 = = W 9 ax
NN UMN Tudein 1wy Ums lamannangalumlsi)n de35ms Taman
gx 9 9 [ Y] é = 3}1 d' 1o (=} 9
naaeguuy Taelsgimsanihnnida sdimwuugd@euazgdgiuu Imsszydenny
A o= @ = o w 9y A '
nnandeasosuazilss lenivesuus uazgasunimungdmiumsn uazden 2wyt ms
1 a =\ a 9 9y A A A A 9y Aax A
AuaTuMINeIIMIaamand msungles mslivewny msauRuauaua1 LazIzNngn
° ¥ = A = = = a9 19 Y= v A
dnnldnniga Ae msdaasduans Famdauumgas 1uazgas 2 1w lildimsduaiy
9 A v 9 A o a v d a (% 4 ) [
msne wagludon 3) m3suivesansdonsyugaems luyanaadunuumgas sy
] A o 7 g 2o o ¥ o
manuaziananludedeaueeu o iumsitesasnm Taslduuvaeuausiiu 412 ga
) 9 Rg v o Y aasq I a J {
Tunmsdwndeyannnguatedrmalszmalne uazldadanlalumsdnaziae msusnuaswmnud

1 A 19 a o 1 a [ 14 1 1 & Y A
AURNDY LASA1TBYAS IINNANTTIIYNUIN ﬂﬁI“JJHﬂHWE‘]@mﬂ!“ﬂHMNQN"IHGBSQTINLWGD’Hﬂﬂ’JEJ’JﬂIi’)



J A J < o w = ' @ ~ A = LY o v A
DIINDATA °Vi'i@ﬂ"lﬁllawﬁﬂLﬂuﬁ']ﬂﬂﬁuﬂﬂgiui%ﬂﬂu'lﬂﬂq@ UAURAUNINDY 4.13 a1 UNTDN

A A A d A = [ o W A A
f19 mﬂmumﬂﬂﬂmﬁmaeauwggauwm UAMRAUNINY 4.05 LAz UNaIWAD M3 By

=\

o 1 { a o @ 4 1 { T W
u,uxmmu!,%}ﬁ/iﬁﬁﬁmmmym ALUNUVTY LASYAATNINNNITLNNY UAURAONIND 3.67 1102

v
o w aad

[} 9
ﬂ’ﬂllﬁ'iJWuﬁﬂﬂﬂﬁﬁ%’]ﬂﬂﬁﬁﬂgﬁlﬁiLﬂﬂqmm pe 19N 1Bd NN NEDATNTZAV 0.05 FIVINHANTITOT

9

o

I 1 a Y A o a J L] 2 Y 1 g A
mmimﬂuummammﬂwmmﬂmmu uﬁﬁi%‘ﬂuﬂi]\‘lﬂﬁlﬁil\‘l@jﬂ@]’JEJu‘JJLLiJL‘]Ju‘I/HQm@ﬂuiﬂ

Y o Y o YA o 4 a o J o @
ﬁﬂ’)’luglla353llﬂjg'g\‘iGluﬂ']fl'§U5Lﬁﬂjﬂ1|ﬂa8ﬂ‘ﬁﬂ’]51mym’] Waﬁﬂmmuquq@jﬁ'lﬂﬁLUﬂ’ﬁﬂ

U Q

3 g A o @ 4 2
uazmmaﬂsluﬁamﬂmauhlaumﬂﬂwu

Do
Do

(v 4 ' a o [ < [
1ainaey ¢ ﬂﬁq‘ﬂ‘ﬁﬂ1iImHm1LLa$ﬂ15ﬁ\‘llﬁi3Jﬂ1§"]J'IEJ,ullW\?Q’ﬁiﬁﬂ’ii‘ﬂ“l/ﬂiﬂ!l,agmﬂmﬂ,

[ o

A 4 v 9 A W a 4
1G] \'lﬂll'ilﬂuhlﬁu, ﬂ'lﬁﬁﬂgﬂl@ﬁﬁﬁi')ﬂﬁ]ﬁﬂl Ul

1]



Panchanit Suttiboon. (2024). A Study on Social Media Tie-In Advertisements and Sales
Promotion Strategies for Milk Products. Thesis. M.Com.Arts. (Master of
Communication Management). Chanthaburi :Rambhai Barni Rajabhat University.

Thesis Advisors
Assistant Professor Dr.Bavonsan Chiadamrong Chairman

Ph.D. (Doctor of Philosophy in Communication Arts)
Assistant Professor Dr.Puripat Keawtathanawattana Member

Ph.D. (Communication Innovation)

Abstract

This research aimed to study: 1) the advertising strategies for infant and young child
formula milk products on social media, 2) the sales promotion strategies for infant and young
child formula milk products on social media, 3) the frequency women encounter the
advertisements online. The qualitative research used observation, in-depth interviews with 10
mothers and document analysis. The sample for the quantitative position was a group of 412 child
- bearing age women throughout Thailand who used these products. The following statistics were
used for analysis: frequency distribution, mean, and percentage.

The research results found that: 1) the advertising included both direct and indirect
advertising, with the most advertising found on Facebook, which had both forms of advertising,
pictures, both single and paired with mothers, with text describing the nutrients and benefits of
powdered milk and formulas suitable for infants, 2) the sales promotion strategies found that sales
promotions included product discounts, coupon distribution, free gifts, refunds/returns, and the
most used method was free shipping. This included powdered milk and formula 2, and 3) the

survey results on the frequency women encountered the advertisements online found that the



applications where women of childbearing age encountered advertisements for infant formula
milk products mostly were via Facebook, via live video (Video Streaming) or live streaming
(Live) was at the highest level with an average of sighting value at 4.13. The second rank was
advertising by celebrities or influencers, with an average score of 4.05. And the third rank was
referral advertising through company officials, sales representatives and medical personnel, with
an average of 3.67, which created awareness among mothers towards advertisements of these milk
products on social media. From the results of this research, the advertising and promotion
strategies of powdered milk for infants and young children on social media had a statistically
significant relationship with creating awareness for the mothers at the 0.05 level. The results of
this research can be used as a guideline to encourage women of childbearing age to be aware of
breastfeeding as the first choice, to have more knowledge and be more careful about advertising

strategies for infant and young child formula milk products on social media.

Keywords: Advertisement and sales promotion, Powdered milk formula for infants and young children,

social media, awareness of women of reproductive age.





