Citation

AsunLduadadanananisanduladanaslulsemealneg”
MEDIA PRESENTATION AND ITS INFLUENCE ON VOTERS’
DECISION-MAKING IN THAILAND

wszayita Ausula’, wszaginwudusing’, ued insiusead’, usas #syaszna’,
g 9091w’ uae wizazasgalanas aunlanla (Fulles Age)®
Phra Samuh Bua Teepathammo!, Phra Kru Kasem Wacharadit?, Mali Tippaprachong®, Narisara Hirantrakul?,
Nattaphat Ngodngam?® and Phrakhru Siri Sutthasophon Chanthasophon (Chamnien Khamsuk)®
CAmendaedwy sy
6phetchaburi Buddhist College, Thailand
Corresponding Author’s Email: thipprajongmali@gmail.com
Fuiguunany : 12 uns1A 2569; Fuurluunany 18 Unsiau 2569; JUMDUSUUNAIY : 20 UN1AN 2569

Received 12 January 2026; Revised 18 January 2026; Accepted 20 January 2026

%4 1
UNAnga
unauiilinguszasaivednwiunuimiazdvsnavesnisunauedeninenis

v a a & a a ad
fﬂﬂaiﬂﬁ]La@ﬂ@ﬂ%@ﬂﬂﬁg‘ﬁ’]%lﬂmEJELU‘UTUVIGUEJ\TﬂqiLUaﬂuLLﬂa\imq\iLW@IUI@U&@&']?@J?@GUU

aa v

waLlASIATIINNINITHIBITINENY NSERAITNIINITHDINUABNSLLANANLAZEDAINA

v
aa a A

lananawdunalndrdglunisivuanseuanufn 133Uy uazvimuafivesniansiden

=3
Z.ge

UnAULTYNITNUNIUITIUNTTUTUBNETT TLATITNUUIAANG YA NITH DEIINI
N340 N9UNITNMUAINTEYETS (Agenda Setting) N wANTOUVII (Framing) uay

ngun1slunula iWeiuissynaesuienginssunisdndulavesyidandsine

*W'isaagﬁﬁ's iusuly, wsmgmwﬁmiamﬁ, A nnUsas, usas Aiymsena, iﬁggﬁ%% IA9Y
way nazagAsarlann sunlanla (s dau). (2569). mathiauedeamansmidaduladendalulszmelne,
'a'ﬁa'ﬁawmam%msﬁwmé’mu, 4(1), 512-521.

Phra Samuh Bua Teepathammo, Phra Kru Kasem Wacharadit, Mali Tippaprachong, Narisara Hirantrakul,
Nattaphat Ngodngam and Phrakhru Siri Sutthasophon Chanthasophon (Chamnien Khamsuk). (2026).
Media Presentation And Its Influence On Voters’ Decision-Making In Thailand.

Journal of Interdisciplinary Social Development, 4(1), 512-521,;

DOI: https://doi.org/10.

Website: https://so12.tci-thaijo.org/index.php/JISDIADP,



https://doi.org/10
https://so12.tci-thaijo.org/index.php/JISDIADP/

NIasanenansnsiaudeay 99 4 atuil 1 @nsaw - nuAus 2569) | 513

wansAny1 WU mathiauededdvinanonsiuznmdnuaemssamaiios A
Fofiolunasing wazsedumnuidodunesruuussrsdlaslaesin Sniedsamuise
nsznunietuneuntstamTumemaiiomesUszvvulaessdifedify unaanu
Laua%éLauauuzL%auiauwaLﬁa%hmuﬂqfuﬂwwﬁauazLa§ma§ﬁ¢ﬁﬂwz§lﬁwﬁﬂﬁbmaa

Useyvu

Do

o w = 4:4 ° = U a & & a
Ndfgy NMsdeanInensiiles, nsdiaueie, nisdnauladenss, Uszesuleglne,

Y]

2RIV

fa\)

Abstract

This article aims to study the role and influence of media presentation
on the voting decisions of Thai citizens in the context of changes in mass
communication technology and contemporary political structures. Political
communication through mainstream and digital media has become an important
mechanism in shaping the thoughts, perceptions, and attitudes of eligible voters.
This article uses a literature review to analyze political communication theory,
agenda setting theory, framing theory, and persuasion theory to explain the
decision-making behavior of Thai voters. The study found that media
presentation influences the perception of political party image, trust in
candidates, and the level of confidence in the overall democratic system. It can
also significantly stimulate or undermine public political participation. The article
offers policy recommendations to improve media quality and enhance media
literacy skills among the public.
Keywords: Political communication, Media presentation, Voting decision making,

Thai democracy, Digital media
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