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Abstract

Research Title: Creations of Online Identities via Social Networking
Application on Mobile Telephone
Researcher’s Name: Pan Nilphan Chatchaiyan

Faculty/ University: Mass Communication/ Ramkhamhaeng University

The purposes of this research are: (1) to study the reasons of online identities
creations via Instagram of Thai celebrities and (2) to study types and methods of
online identities creations via Instagram of Thai celebrities. This research is
qualitative research. Data was collected using methods of in-depth interviews and

content analysis of Instagram pictures of 9 research samples for one month period.

The research populations are Thai celebrities whose careers are
actors/actresses, singers and/or MCs. They also have to be Instagram users whom
their accounts are open to public access. The research samples were selected using
purposive sampling methods. 9 celebrities who are active Instagram users with a
minimum of 70,000 followers on Instagram were selected. The data collection was

conducted for 9 months from 12 May 2014 to 10 February 2015.
The findings are as follows:

The reasons of online identities creations via Instagram of Thai celebrities
combine with psychological and technological reasons. The psychological reasons of
online identities creations are 1) a need to belong and 2) a need for self-
presentation. The technological reasons of online identities creations are (1) the

technological supports and (2) the popularity of social media

Type of online identities creation of celebrities is a selective self-presentation

in positive way. Methods of online identities creations are (1) online identities



creations via self-presentation, (2) online identities creations via social relationships

presentation and (3) online identities creations via cultural consumption

In creating online identities, celebrities have a need to present themselves in
good lights in order to gain acceptances from others. This is not different from
identities creations in everyday life. Social media technology has assisted an online
space for social interactions, where new methods of creating online identities are

needed.



