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Abstract

This study aims to understand thought leaders in the digital age, focusing on
attitudes, knowledge, skills, experiences, and behaviors. The research focused on
qualitative data analysis, knowledge synthesis, and conceptual frameworks and application
guidelines.

The results reveal that thought leaders play a crucial role in shaping followers
attitudes, perceptions, and behaviors. The personal brand communication framework
reveals a sequential relationship that leads to social proof, which confirms credibility and
acceptance. This begins with a solid foundation, not just expertise in a particular field, but
also communication skills that are instrumental in conveying knowledge, vision, and
inspiration. This core value is the foundation of credibility.

Building credibility is the result of several components. First, the mindset reflects
the attitudes and perspectives thought leaders use to present themselves and interact with
others. Next, their posture and media presence reflect their consistent, strategic presence
to establish awareness. Furthermore, consistent interaction with followers builds strong
relationships and a professional image that reinforces credibility through presentation. Once

credibility is firmly established, the final step is communication strategy.
Keywords: Communication Strategy, Personal Brand, Thought Leaders
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1 I3 Y oA Ay v o a

Maxwell, 2007) ag13lsin1u n1sasaruugeianedldiial Aunes1n AusuRaseuly
N9d0aNsNTAaU wazaieassa teadenulinelandusilulanfdviafiuasundasaeng
057 wandndnssesedivauritme vidlusesanududivenidoniuieesulay msz
nswdstuluunanesuadvia viliidesiaudenlanwiukaziinual n133nn15iudlay
v3atayaiinna1n (Becky Robinson, 2022) ifumneanudnsessialunisineunideya uagmed
finmsudlensevelnwilaiinteranain nasnauanulisuwlasesnnuaulagfnniy wmey
AAnanlugaRdviadndmivaulafiisunlategessing vlifihdesSuduazasiailomi
noulandegiave
29AUIZNBUNEY N198BE15 CAPS Model

Lutnan1580a13 CAPS WaluUu 971n91U3981599 N19La L3 09MUED  nIAANYIAINL
LANFIN9YBY JULUY oM wagdfnis teainensaukuInIeniIsaseassAtl and1nsuy

= [ = I~ ) a o w ] o v s

2RAMNTINAD (UsHY1 1Weunigal, 2568) astUuniaululANEIAE19IUNITNAIUINAYNENIT
deansnfiuszdnsaim dmsudumieanudalugaadsia lnewuluinisdanis wagnisdeans
Wennlugduuuiimungauduusunvesilsazunanesuesulauiidsunuased 1950157
p9AUTENaUAIAYURY CAPS Model Usznaunie

1. Content (o) forluiladidglunisasisuusudiimnisanufn fundestdunis
dnausilomnianal wazanufgivesiunguildmung lagilloniaisasiauiamnude vy
TuFosdinuatin (Sheena C. Howard, 2024) wazanunsanauausnufesnsnsowileleymives
suanslilugaiavia Wemdesdianumvainvans 919 unay Mweng 3dle w3edulvngiiin M3
gamseaniuulidenmdesivdnvuznisuilaalionlulaneeula wu Weviidu nsedu wWile
Pewaziauly Weliin Engagement ngSuansnguidimviing

215819115508154azN159ANTS 1A UN 11 aTU 1 (IN1AY - lwew) 2568 85



Y v

2. Audience ({5uans) mawdnlanquidanune fedunguadidglunisadisuusud
fiszaunrwdsa fimennudAndowhaudlad lasRengudmanevdnvosmu wagnan
wrllieaulaviseaudenisla nslddeyalidinannislnssinginssueaula wu n1sly
\3e3ile Social Listening viedeyaidsadfanunanwefuludeaiiifi azdeliarsaseniuy
LﬁamﬁmmauﬁmdmLﬂmmaiéfa?iﬁu TuFunilauudansi (Personalization) wasiilom
fidstaffsuasitunumddny wu neldideminsstueuaulaamssuoadilvluuazndu

3. Platform (@e/404n19) lanAdvalutlagtuiiuwanwesunisdearsiivainnans Ly
Facebook Instagram YouTube X Wag TikTok giwnanudageudenldunanyefufimunzas
fuiilewuagnauidivanevesau wenandnisuszyndldTuna PESO (Paid Earned Shared
Owned Media) agt8liEiharunsanszaneiilonnlénainuatsgeanna (Robert V. Kozinets,
Ulrike Gretzel and Rossella Gambetti, 2023) 131 N15+9 9w (Paid Media) N15&519A714
Foshusiunsuuziiangliaie (Eamed Media) msaailoviitoairaufauniusuuunanedy
1999109 (Owned Media) siudaitlomiifianAauinmsutsiiuuazdio (Shared Media)

4. Storytelling (M3ta13e9) Aerdunagnsfidrfylunisisgaainuala uazainaniiu
Fouloamsensualfugils mstiauaenlusuuuvveniossmiidulaaziiand: (Wivan
Weumgas, 2565) Hreliirimeniudnansadeasuusudvesmustsiussnsnmuazaiing
mnuUssatulalsifungutmaneld ety msiadeaietuussiumalavdeuszaunisal
dhudh Tudunenadudiimanude aunsadseruduiusianduasndueuindodioly
angnanale
9sAUsENoUTA yuvueaulay (Online Community)

yuvuseulal fodunildussdusznevddgylunmsaauusudgimsanuanlugafivia
wszlugail uwanslesud Inadunumdrdgylunisdears msiigruAnauimdesiudy
wazflAUANTUS T A seninsfimiannuAadung udimine szgisiasuasienindneal
mnudedie (Daisy Morris, 2023) waganudugirluagordnmioavianudornauans
3 Ineauddgresgurussulatdlunisadsusudiimsanudaife

1. msafreanulinslanazananndedie (Trust and Credibility) yuvuseulativiuiig
Duiudlq Yrea¥19anulineds sevinadimisanudadug@aniu (Followers) n15di
nauidmnedandesuludeyaniefuuzhilduangimmannuAndy inannsiigund
Ujduitusnainavenazeisladeaundnluyuwu 1wy nmsneuany msliduugi niens
wUstudszaunisaldiue

2. wdngumsdaau (Sodial Proof) msfiyuwuseulatiiudunssdrgairamdngiums
Faen Avliuusudfiimenrunldsuniseeniuinndu wu msfifRemuuistiudenivio
nsfandnlugusuuaninndvludaniesugilutemisdedsay Fedvinlifindannu
undefelumenivosnguidmnglalq uazveegudinauildedisieios

3. maveulssseminsdiiuagnguilimane (Connection) gumussulaviuiiufiq $agli
raunsadenlosfunguidmngluseduiidndstu Tnsnsasadeomiineulandaugoanis

o

il
Y
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YoAnAL wazn1silialenialiiinmsaunuiluuaemie Wy n133nRINTINaUReU n3en1sian
an Wloymneifuyuyy

4. nsatduayun1siseussuiu (Collaborative Learning) yuvuoaulaiilalonialv
anndniFoudandimannuAnaraniulagiu Wy nMswanidsumsdaiuluyssdud
Aertesnmsusuudladiom wiensudsiudeyaidulsslond duvanilifewsensedu
AnAvRsNYL uAdsthoieuaisunumvestilugusideinguasdaiauseuniala

TuuTunvesyadavia yuvussuladliliduiswemisdoas uidaudunagnsddnlu
MsaFaUTUAimeanAai nsmds nsiiguruiudwnseisaiiennalines anw
indofio uar nsveusuluseiuiiands wiouauayuniseedvinavesmususlussozen
ﬂgaﬁjm’mﬁwL%%ammuaauhﬁﬁﬁua&qjﬁ’m’mﬁmﬁmmiﬁLﬁuﬂmmmsa%ﬂq Engagement way
nselapnnuseInIsvengulnnaneeg19uase

6. N50AUTIENA

sAnwI3es nagnsnseansuususyanadnuihmemwAnlugafdvia fidmne
i o nwinazyanudlavsingnisalnisdsay Tnesaduluisiauad aug Wawvsuas
Uszaunisal m33u3 uasnginssuvesyaralunguiivnsanudnludedenuesulal saudsdnss
Svdnalugafda uuvmatiminzedsdsdmdunisinwinagnsnsdoansuusud dauyanavos
NN 19AIUAR

nagnsmMsdeansuususyanadmugiimsnudAnlugafda Ausinglusaniside
Ifhiausuuimadessuu WoadawazsissinwidvinavesimeaudslugdvimiAdsa
fdsuntasessng lnsadsvodmnaweliitufanuduiuidshdutunoufiiilug
nsnedude "vangiumedsen suduadiouniesduduamnnindefowarnmssensuluaning
il Bill Pasmore Tliensl33n nsadhs TRUST viiernuidetie Wudsdnduiigrnlsiiiiims
ANUAR a@nansaRnanazSnwERnnulaluszeze (Bill Pasmore, 2020)

"\]qﬂﬁ)’]LﬁWUENﬂi%U’mﬂﬂi‘l‘fL%ﬂJﬁUT\]WﬂiﬂﬂﬁﬂuﬁﬁUQQ%aﬂ "1IM19A311AR" (Thought
Leaders) @ sildiduiiosiormaluaunivuiniy mouwidufsundoudaeinuenisdoans
amﬂumsamaammlumimsmaﬂamm']mLLav';aamﬁu‘lwmmn,t,avasmLLﬁwumaslmmmau
ﬂmammaummmwaﬂmamUiumiuLUuLamauﬂimmumﬂmmvl,ﬂamiaimﬂmmwmﬁ’zy@a
thifie "anmiindedie”

nsafeanudededy fldAnd uegsdundu uiidunadniveanismanusiy
asdUszneunasUszmadndety Usenisusnie nseuauAn (Mindset) Sutstfsrimunfiuas
yunesfihmeeuAnldlunsiiauonueasiujduiusiuau danfo nensiuazansdl
fnuuudedany (Social Media Presence) Faazvioufian1susingiegsasiausuazegisiing
gmduuLNanlesAITa WieliiRnamsuifnsieguaznisindouln auil Daisy Morris nan
¥ msigugfdeamiimieiwunasdanuduiusia sevinsfimnsanudatungudmane
wdaoasuaienndnuaiannuindefie (Daisy Mors, 2023) uenaini nsfufdusus
(Interaction) AugAnnmegwioilles unsadsameduiusiuiuuiiu waginegade nmdnwal
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wuuileadw (Professional Image) fiduasumnuydedenunsiauefamuiivavan sy
Fuilomuarnisuansaen

donnindedeldsumsaniuuntuegaiuauds duseudeludemadiglanarsves
nagnsn1sdeans HuRe "CAPS Model” (U¥a (Hounga, 2568) Afmundusnainawids su
Hunseunuifaiinauuesdvsznevdfguosnisieasiusudyanalugandsialdes1sasi
Ingusznaulume 4 seduszneufe

C - flomn (Content) Aesialavesnisdoans furmanrmAndesdsassdidevifamuen
fusglon uagmsatuanuadlavesnguidimine msuimsianinidemeadussuy Fadu
dsdududielinminaueifuluegvaminaveuasiinaunin

A - ff5uans (Audience) msdagaauaulannnguizuansimsnedudsddy §3uans
méﬂﬁ%ﬁmuﬂﬂgjmilﬂu "HAAML" s’?’faLﬁuﬁwé’ﬂﬁﬁﬁﬂumﬁuLﬂ?ﬂlauawﬁwmmﬂﬁmwmmﬁm

P - do/790am74 (Platform) maidenldveanensdeasivanzamdunagnddidny ae
Tumaldiiausuuifamumdn PESO Model finsaunquits Paid Media (Aafidasie), Earned
Media (@efilfinainnsussenduiudiiazn1sna1nia) Shared Media (Fefilinannnisudsiiulng
#l4a1u) uaz Owned Media (@efifthnsnuAniduinuealaymuANes) MINETUTINTOIN
wanilethmgaainarasveremsindaddeneniieng

S - mswEes (Storytelling) tumailansandsiigeliii omfidinTuazadrenny

HATUNI9EITHA! MSianTeesINiaula agviliderugnandlainedu uarasiwsedumale

Y

—2

winugita

a

vnefign n13UsEendly CAPS Model aghafiuszansamazilugnisnenida "yuvuesulal
fudaunss yueuiddldfudssndudfionn vouddu nduitdwene” Afdusuediudeiuney
Huuvasazfiounduves mangrumsdsan’ gaiiondudsiidinaruduiovesnasns Gauandi
Jufsniseensu mnuiidiedle uardviwaiigiivneaufslfaisassdtulugaddiia

Fed TnadTsdlffuitosunuds mnuddunsssuunssuiunsdaysannsiuans
THiudn fimsanuAnaiunsaaiausudyanad dadunasnsmdsldegdlslulanidia
fdsuutasnasanan Tneflunuddgyegfinisaisnuindedenunsdearsiiinagmd uay
msvdeviasnyuvussulatiuaunss ielmAndundngumsdsauilienaufiasladaunuim
WAYBNINAVBININN

nsounwAdTlfFiudn n1sdoasuusudyaravesiimisaaudalugaddvadu dos
ofenuBsmaamziy warnsdeasidannidede Tngldnsiansiemuardomid
Juszuu lama CAPS uay PESO Yreafnsuszans amlunisd eansiinsedungantinne
yaugkiioatu msaevusuesuladfidauudanss iunsduduisnuavesuusudyana waz
asamadnifidBunasnadniniediny Feflmuddyesiedunisiasuaiisnudndedoly
AYANYDINGUEFAAL

anvheeideduil Wuissdanidudeweimsfomuusudyararesimisaiuin

v A
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nideiaueliogndindnnisuazseiosiazussaingUszasale

7. doiduauus

7.1 msvregrundudmangliienumainvatenndsiu 09 naue1dn 9aete wie
uiiustgRnnunsdedsnuooularl 1usu iemnuseusnuvesteya

7.2 ilesshomnuuanitmarnvangluddvdnvesimnannuda sivldnsdansed
oyavildreuineen nmsdesensAdelusuan enaazasluiavilaavmiaionnudnves
foyauazinuuimaeiidnay

7.3 fguanansathwam Adeluusuldlunsiannuusudyana dWemadignisdudi
NAUANTULIAIGY
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