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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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