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ABSTRACT

Program content is important components of the competition in digital
television media business nowadays. This is because the program content is a factor
influencing the channel viewing behavior of viewers. Mostly, the fact that viewers
accept or refuse any channel is from consideration that the said program is
interesting and consistent with their needs. There are many academics and experts
saying that the success factor of digital television business is dependent on the
content or “Content is King”. The researcher has explained the characteristics of the
sentence “Content is King” in order to be a guideline in developing program content
consistent with the needs of viewers for 4 points including useful contents,
entertaining and fun content, content consistent with the interest of viewers and

content of viewers.
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W3T3 (Free TV) induain 6 do1 18y 24 dodlutiaqtu wazasfintudu 48 deduouran
dwaliAnmsuisiussnisdusznaunislnsvimiAdvaiiaedu snefigudendinedsiuam
Windn fuszneunsusiaressianUszansamuesanduesmilususineg Whdunian
999 WAzl UATUTRITIBNITVIAU AIBATANTAY 017 NITUSURITI8AIT NISLaYa)
uazmsUseanduius uasnstaundensenis lnsmzegnats madaduiaunien
semsfiaenndesmssiuanufesnisvesey sadomaensinautulasaniiios way
demaen1sfidoduaniunaind1suszme (Format content) Aeuuifaiidodn iew
519013 Ae Yafedidylunisdeondasudessonislasienisuis wndensenisle
annsaaausagalalifugenls Afuualduifviasidoniurutessenisdnann e
semsiuareglutemidlafnu mszdualuiagtuidnuus fugiuainden (Active
Audience) lonflazidudnoitimans maRarsanudridvssleviuazaiiemudfianela
Tirumuedld Tnslanizegisdsludagiu uenannisivdsusiuinginsimiaavia (Digital
Television) waa falilnsviFikuuuaniuauidn (Cable Television) InsviaukIuAIITEY
(Satellite Television) wazdeasielug (New media) Bnifusuruunn Wgvuanunsaidon
Sumldmumnudens sgnslsinng udnasiidosn Winanndudusiuauann walidn
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Friedman, W., 2015) MeAud1AyaIna saduiithaulastsdein Wemnsnwaylaiidy

1%
=]

King vouw Faideulsasunelidudssinusingeg s

“Content is King, and the queen is platform
1. fusglead (Utility)

Yasefifinanenisdendaiurnans fe nisldussTew (Utility) nanlaeiialuud
F5uansazlimuaulauagldanunersalumsiiazidnla wazandigansivaansa
W llFUselewndld (Todd, Hunt and Ruben, Brent D. 1993: Blumler (1979) shslugnuues
N3kEsNUnsH MstsliAnAuazanaule vseaNaunauIu (Merill, 1971) @onndol

fungqugnsiduseleviuazaiuiianela (Uses and gratification theory) M195u1871 §3u
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aszuadonanienegnanzinzaniionluganufimelavienadniianzan
(Katz, E., Blumler, J. G., & Gurevitch, M., 1974a) %qmquwﬁﬁf@’%’umi (Audience) 3
unuwlugiugvasgnserin (Active) Tunisilagldusslestdnnidonvesde unniiiesdu
{5 (Passive) w3afgnnszsinnindefissduiien esengiuaisaunsansiaaeuuas
ﬂszt,ﬁuwa?%aﬂsmwhm LﬁalﬁmiqLﬁmmamamsﬁami (Wang, Fink, & Cai, 2008)
Fedu posdiudauuundeidddldeuduiusddamanndendinas (Message) TUg
wa (Effect) wiidunnudsiusludnuagiin giuashansiuldusslond waznislduselovd
Tandughuusunsnlunssuiunisvesua (Katz al., 1974b)
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annsoadisanuiovelauasUsslenisunuldunniy uarluvnsiotufindoufiasufias
Toyavianseineg Aliifudselovifununaziuluidefutemsduunuliguiu deagy
fnandidenadastunanisivinisaieiies 917 Dominick (2002) Anwifumananisiden
Sunilnsimiludssimaanizowsng wuin nnsiyaraidendadulefusainssimiidesan
wapasiieg liud iensiFens iwensueanduluvesdu uaziiterfuuumislunsudly
U

uenantuLds nmsfwumiamaluladluiagtulineliiAngunsainisdoans
(Platform) #as3uuuy 819 Insdwsidefiedaaioe (Smartphone) wiiuidn (Tablet)
ABLRIMBSHIIEY (Personal computer) wazAauRamasuuUNANT (Notebook) 5287
Tnsvimd nswanndananlddsaalifvauinginssunsaiudefiuasuuvasiuaniiy 91n
mMsfususemsindensvisiifissmihaeder Wunsiusimemsinmiiaensviainion
funieedug wiedenin MsdasudennnimilumisesazdsdinisiAanssunaieesdly
naniefudae (Multi-screen) (573 Woaa1UuRs, 2557) Ussiudidey Ao 91nwanis
drranginssuvesualul 2556 vos a3uns 3310w ns3uN1sEINNTT USEW Wulisewsad
Useinalng 319 wud Sevay 81 fruasingAnTsuseninensvusensiniainseuiu
nMadeuderodumesidnlundeuiu Sovay 67 soulatludedsauseulat wazinazuusiu
(Share) L‘ﬁﬁ]iﬂ’lﬁhﬂ""} Mduuselovidonuios Wiou wasdany (ﬁmamﬂw%%"uﬁa, 2556)
wRnssussnanastouliiiui iemmenisiilulsylevifieuduiudiunginsuns
Wasvdevestfualuminasiians vinguusurusenissitudelnsvimiuduiuinduusslon
fluuliuisustudendindriludoosulal (mihaofiaes) Tianssaslésus
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Suiidennsatisuilelymanussaniondiiniuld el s1ensUssavazas fwn s
Nl FeaenadesiunuiAnues Janet Woollacott (1986) TéoSurein nsfurusenis
nsimdiiomnududis Wunismdesnanlanuisanuduadafidiuludedagm nswans
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Workpoint (11l5#) F89 MONO29 (F3dsnaussine) gos 3 Yo 7 ¥os 8 uazdos ONE (azas)
wazilefinnsanansaiwesmenmstudiisUssnneieg i agluszivas lnglanzeg
Ses18MIUsEIANaLAT WA Fawan3AnuIveduas Nielson Arianna sewinedud 8 - 14
fugngu 2557 nud o9 Workpoint Tdsuainufisngegniugdudu 1 ¢ae 1snke 0.376
Tuvmedl Ye9 8 Futuazasuartuiimuuniududu 2 Mesadslndifesiuil 0.329 du
Y99 3 HD weduidududu 3 fewsahs 0.181 Fensvdudusuadsiiinauiainnisdenenan
wavoandifleddn mundaeres MONO 29 uddunissamalundniesnia 0.146
(MuUNNIYIT UTZAIUAIAT LaZaTIUN AU, 2557) 1uLieaiunan1sAng1ves Nielson
Arianna Tuioudnin seninedudl 1 ganau-6 woadniou 2557 inuin azasifuvestes 7
mmam‘hwmé@gaqmﬁa 14.9% (NUNN1QYIY UTZA9hadds waz aigna LaArsuIna, 2557)
uagn1snenenaninuealanseudniden 2018 seninefiuvdlnefuiinnassn lutud 8
fueneu 2558 vilsveslne f5ifannauiududu 1 (7.519%) gendnves 3 uazdes 7 e
Wisuifsulutisaiwasieuiontu sauvadlonSeudieufusieniseug aufesienis
Unilufuierturesdesinezii wudn menisfwianunsnduseidldgandnda 13 wi
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Usznn1lsh waz g0 @33m3d uay nafing Buasun (2558) Iddnwaides “Aruduas
ANUAIAVISRBNSTIAATiavesUsErrulungunnumIuas” wud Ussrvudainumanis
Taglasuanutuiisainnsiusnlnsiauaava

fadu Fe019nanldh erutuisiossduszneundnvaadem senis lududy
domussamanlildidusenmandn wifsuasdniuangiitaoumsniddyiatumiby
LWiwwqaﬂiimamuﬁﬂUﬁnL’*TJ@%’U Ao eyt uagnlsi GRUAE EuunA, 2558)

3. daandasiuauaulavasdyu (Attention)
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Lﬁmaﬂnzmﬁm%ﬁlﬁamaw’%aﬁmmwamﬂ%ﬁL%EJmh Cognitive Dissonance (Schramm,
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ngdnssugaludedn Wiuilddndudusmiudon viensdsanissusuatsassd

[

yoenguAy (Crowdsourcing) Aazaelildsudeyaiifuuidsliaulald dsuuimenisuims
Homsensvedlnesgiinleisnsadaiusinamiegsia (Partnership) fu 4 Wusfinsdnu
To7 laun L%Ul%?gﬁﬁ (Google) Viuladiuiv (Pantip) Viuledaynaenaeu (Sanook.com)
waz Liuledledoa 898 (Zocial Ino) Tneiiinguszasdiiionsdrsiadoyaiidaduussiiy
nedanneeulatuaziiunmankauiunIsULELe I8N 917 Tnnuandulediuivee
Prwfnnsessziiuiidunszuansdodnueeulat fiusnuaynaenaendaimanisdisa
(Poll) nofnssuvesilivudedsausoulayl uaziinnuivledluidoa 3ed azvawatiuayy
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TIUNMTVBIHYUU? mmamaavwauumamqLuamiwmﬂwm WfUENEnI8N15 dang
slw,uamiflsjmiummLmﬂmwuwu%mmaqmmmusammmm
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uiesdUsEnoUfInanAealinsasunladldmunginssuvesie fafesureves ging
aauiang ger1urensdinsensivedidion (ThaiPBs) (2557) filsieSuiedn “Content
i is the king” Shufer mauressay Frureuuuylmuuuiiudsen3onds king insrzazi
luowamidonlaiiluly king Adeidoniigauliiosnis faifu nsiesesingnssuvesdua
nsvtmiAdradadudsddy Afussneunsmsfinrsanuagyhmslinseiegidussosy el
mszdeyasungAnssuiinisivasunlasegiane nse1adananisinunluediniiieimn
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TnsviaiagAanisinsauunauwisnATidslavaenanun (Fudnm Juneq, 2559 29vuuNAa
AMuguns, 2558) fau mnaninsimindfadedleaamisnadianisneiuniseses
emsfidaa dgeuteiinlonalunsandiwestuildinnninavtesvesamillnsvimiada
TeasusisnanasnndosiuuuiAniios 7Cs mandnmensinsvimiadviaildesuiedn de
annatagtiufidossonslnsimiaivafusiuiumn msaduassdidenisenislid
A miadudsddny Q’wﬁmwmwﬁamazjaﬁwmlﬁamswmﬂﬁﬁmmmmﬁq wlantuy
wazannsaddanguizantvnsld fadu fudesenisisiedaunuas sddyoaion
s3I (510 Woan1UuAs, 2557n) wazaenadosiunanisifovesnmedmanans
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