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HAIINNISVAERUaNNAILNUI Tadunisdeansnisnainiimnuduiusnisuiniunis
Anaulaldaniauiny EFootball way EA Sports FC agsiituddgysananszau .01 laed
ANUFNTUSIIIUINTEAUEIERAT 1 = 560 SenisanuazuazANAINYBLLeMINITHRAS

nsaInfuTERuNsEduTInvasiaulung
ANEARY: N1SFRATINITNAAWUUYTUINTG, NMIRAREULEBNSHA, n1sdndulaauny
Abstract

In this thematic paper, the researcher examines the marketing communication
factors affecting the decision to play eFootball and EA Sports FC games and investigates
the correlation between the marketing communication factors and the decision to play
such games. The technique of quantitative research was employed. The sample
population consisted of 278 followers of Pages and the online platforms of these two

games using the technique of purposive sampling.

The research instrument was a close-ended questionnaire tested for reliability

using Cronbach’s alpha with the reliability higher than 0.8. Data were descriptively
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analyzed using frequency, percentage, mean, and standard deviation. The technique of

Pearson’s correlation coefficient was also employed.

Findings are as follows. The highest proportion of the members of the sample
population were males, aged from 18 to 24 years, with experience in playing football
games for more than five years. The factors of the marketing communication affecting
the decision to play the games were as follows: (1) experience and game playing
behaviors; (2) the influencer’s influence; (3) the exposure to data through social media;
and (4) the characteristics and the quality of the contests. These factors had a tendency
to be at a high level in all aspects and the decision to play games exhibited a mean at a

high level.

The hypothesis test showed that the factors of the marketing communication
exhibited a positive correlation with the decision to play eFootball and EA Sports FC
games at the statistically significant level of .01. The positive correlation was at the
highest level of r = .560 between the characteristics and the quality of the contents of

the marketing communication and the level of the participation of the game players.

Keywords: Integrated Marketing Communication, Influencer Marketing, Game Selection
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Wagner, 2020) EA Sports FC flgmugiausiuns ifeuazUszanas 35,000 audeunanwosuman
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15377 WReslvd msuansinyenisiay lWautaimsiufduiusiuduuegdlngda lumuidedl
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NENaANITUFUTINA (Consumer Behavior Theory)
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ngufn1azaulva (Flow Theory)
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a af ¢ Y a =i < o o
ngAnssun1susinanueaulal lnsaniznszuiun1sliusnisnsimsy msuilalaymiui was
puansalunshiduinenanyeainslussuuuinis dadudadeiiadsnnuiulawasiing
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WwnUteya wazlituasingUszasivasmsidelnnunguimieg1a nieunsesuiedsnisney

wuuaeunNivevenusuilelunisiideya

e
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lAun NSAIATIEAANUEUAUS (Pearson’s Correlation) Lagn153tASIEann0Y (Regression

Analysis) WNeNAFBUALLAFIUYBINITIVY

Usgnnsflalunisidensal laun g9auiny EFootball way EA Sports FC 9814
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alLaue uasiresurnnouusvesduiglougesTnetosiuiny IneidudAnmumnauas

LHaRNesUATVIaNNEIUDY WU Facebook YouTube wag X (Twitter) nausiag1ednwiu 278

AulA191INNIENMIBE1ILULLNZAY Wi lidenedasiuingUszaidvaanisinm

1ASD9UN IFIUN15IY

wuugeunaienfiuladediunisdeansnisnananuiisnsnanilnasdenisinduladen

[

wwnuvinueaseulall EFootball uaz EA Sports FC wuseanidu 3 du fall

a1 usuvgeununeriudnvasdiuyaravegnoukuvaauatu lawn e o1y
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5 seau (Likert Scale) S7uv9d@U 20 U810y

d1ui 3 Wuwuvasuaunetuiatesun1saeasnisnans Usenausme 4 o1y town
1. sEAUMSIANTINVRIEY 2. MTTUUALTIAUARABLUTUA 3. ANUKNTLATAUANARBLY
suR 4. ANURIlRluNISTaAUA LA USNISA8lUNY FelanwarAMNURUUNIRSIEINUTEUAN

5 3¢9 (Likert Scale) iusisiiu 12 Tarany
N1IATVHDUAMAINYDILATBWD

1. MINAeUANNEINS (Validity) f3delauuuaeunuiauesiae1ansdnuinyuas

NINAATINIY 3 ¥IU WieTINTNANUYNABIUBA e ANERnRReIiUTNgUTEaNATDs
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N539y AuNAgIULarANINEaNTaen1sIEn1w MnUuInidelauswugluUTuUT
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2. MInaaeuAILTatu (Reliability) §3delauuvasuauinuiudsaamiluldiungy
M98 278 AU kaIATIEmmAUWelumemduUsEENSuoaTveIRTaULIA

(Cronbach’s Alpha) laainfiu 0.86 @eegluszaununiede
a ¢ v
nsAATIEidaya

adABanssaIun (Descriptive Statistics) {33t daimdamssaulumsinsesideyad
IganmsnounuuseuaNveInguiiegs Sududiduiny EFootball wag EA Sports FC lagld
Tusunsu SPSS iilerunmanadifising 4 il 1. Jeyadnuasnissznsmans lHun o o7y
sedunsine 1eld wazuszaunsallunisauny Tnsizilagld Araud (Frequency) wae
An¥oeay (Percentage) 2. Yadudunsdeansnisnann uazsedunisdnduladoniauny
Anreilagld Aads (Mean) uay drudonuusnnsg i (Standard Deviation: S.D.) il

R3I9E UL LLYBIAUAAIUTOINGUAIBE 1R DUTZAUANS 9

a

#nALReaYuY (Inferential Statistics) ;:ﬁ%’ﬂ%’aaa Pearson’s Product Moment
Correlation Coefficient Tunns3As1ziANUEUNUGTENING Awdsdaseiususay tnaly

LNAINNSLUARAIUNUNBVDIAAUUSLANTANAUNUS (1) P9t

0.00-0.19 laifianudunius
0.20-0.39 AudUTUS ST Ush
0.40-0.59 ANNEURUSIEAUUIUNAN
0.60-0.79 ANNFNRUSTEAUE
0.80-1.00 ANNFUUSTEAUZN
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wennil alaldnsimsevianneenman (Multiple Regression Analysis) tita@iny

Nfﬁﬂi%V]‘UGUaﬂ{j’ﬂﬁﬁlﬂﬁigaa’]iﬂ’ﬁ@ﬁ’]ﬂLLﬁazﬁWUQSizﬁUﬂ’]iﬁﬂaﬁLﬁ]La’é]ﬂLEiIULﬂJJE]EJI’NLﬁu38UU
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EFootball wag EA Sports FC" laaiunsiiusiuniudeyalaglduuvaeuauesula i
Google Form 9nngugiaunsmaueaseulaufifiuszaunsallunsiamudungieusesiay
ovnnsmanainuuLLnanesusoulatl Wy YouTube, TikTok wag Facebook Inedingy

[
£y Y

A0E1TIUIUNIEY 278 AU Beaunsaagunam AT eiveyalanall

INNsAENYINUI naudegdulvgumeneg Sosaz 96.8 fvavengszning 18 - 24

a v

U unfign Jewag 52.7 IszaunisAnuseauSanns Seeas 54.5 wazilsglandusdeinausi

<

N1 10,000 U Segay 54.5 Toyaniluraingusiege

1 &nwauzuazamnmvanion froukuuasualinruddyifumsiideniian

Wlade daau Inisiasesninaula waziiniseeniuunsiiniiiraulauniian (Aedy 3.71,

S.D. 0.94)

2.ns:Unsutayarudedinueaulal nguimegrelloufnnudoyainiasuagnsTinny

ndeoeulatl Tnsiannz YouTube uaz TikTok lusesunn (ALade 3.98, S.D. 0.91)

a

3. 3VENaVRIBVENAN19NITNAA @LduLﬂmiﬁﬂaﬁmL%aﬁuLLasﬁﬂmmaumuﬁmﬂSqu
caa = v = oA A ay o ' a
leugasIANUTEITIYAN dauiiiele uarlufduiusnadudfnniu (Aade 3.67,

S.D. 1.08)
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4.anunslalunsyedumuazusnisnslung grauwuvasuaiuiiuuiliuvsdeduaily

Y L uinnanselewiung o Welasudeyasindurgieuwwes (Anwede 3.60, S.D. 1.15)

ANSI9IATIZRAMUTUNUS 5317190 8NSHREITNITAAINNUAUAS LA LUNISTD

AUAILAZUINIT LN
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ANWUILAYAMATWIDUUDW
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MTAATNTINAA

) d e
madnivtoyaiudediny

poulmi

mafnaulaeauny

anBwavaaffiidninanma

AIRaEW

Usgaumsnluagnginssuns

ANy

NMiaszitsuaguledn Yadendnnuduiusiuanunslalunisgedualung
Wnfigafe “dnuazuazAunmveilen” sesaunde “nMsidafudeyarudednuesulal”
WAz “BVENAYDINIBNENANINITNAIN” kAL UTTAUNTRLAE NAANTTUNITIEWNY AuawU 1ng

[
Y o w

a o aad
YNUUAUULFAIAYN NG TEAU .01

o

djUuazanUsnenansivg
#3UNan15Y

mMsfneiteEes “Uadamsdeansnmsnaniunisinduladeniauny EFootball was
EA Sports FC” fi¥nquszasdndnifiofnunanuduiusseninsdadonisdeansnisnansug
dvidwa Aunginssunsinduladenawnurnueaseulal lneiiusiusiudayaainngudiegy
U 278 AU ?z'faL‘f]uéla'mﬂmﬁﬁmmuﬁaaﬁmqﬂ’]immmhul,Lwam/\la%uﬁ%ﬁa LU YouTube,

TikTok wagunanwasudnuosulaiidu 9
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NaMTIeasaagUUsTud1Agylansil

>

ENAVRIIBVENAN9INNIAA1R (Influencer) HunumdfgsengAnssunsiaunuves
ARBULUUADUNY IaglannludvainisTiung nsansansiay wagnsidiusiuiulanniu

Fedawaliiinanugetukaziilugnisdndulafenauny

nsiinsudeyarudedinueaulatl 1iu YouTube, Facebook, wag TikTok &
ANMUFUNUSLTIVINAUTLAUNNTIATLUTUA ANUTUTBUADADULNUABALAINUAILA L UNITILAU

WNUDEIABLLDY

v adaa

anwazuarAunInTeuileNsdeansnisnatn Wuladenfidnsnaunniigasienisiidu
Swveiau lnglanziilennliauauls wu aduialedu madansiaudinagns wagnis

as1auszaumsaisiukufanssueaulal

NaNFATIERBEdRkandliiiud dudssuyniuiianuduiusiuniauindunig

Y a o [y

prauladeniaunuegelidedfgyneadianseau 0.01 Ysaenndesiuanuigiunaslilulewiu
afuTENaNIIANN

wamsAnunud Jadediuniseansnismanasiugiidvine delusudnvasuay
A masaiien madasuteyariudedseuoeulat SvswavesTaviwaniamanain uay
nAnssumsBedudlung fanudiiusedradifddysdemsinduladeniauny EFootball
uay EA Sports FC daannsnasuneliaenndesiunguimsdoasmsnainuuuysannis
(Integrated Marketing Communication: IMC) a4 an51 fivzUna (2553) fikiuinnsuaunany
\rsesiiensAoansuansgULUL 1Wu msdaeBunisue msUszdusiug uaznsliivina

mnanliunisegamingaularasaadasiungudming avanunsaasaussgslanashiutn

woAnsIuEUTInAldeg1alusEANSam

=

anwurlarAuNYaLlomngiisnsnaausiiauddgedrswionsindulaves

[

AUslnn denndesiulufnues dgna @idnAana (2560) Mauedn Content Marketing 1Uu
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=5

wilandnwes Digital IMC lneilomfindesdianudilaing doasassUsziu waziganiuauls
YoI5vy JvasiauietewarauweiululuTuAnulasunswuginuduvigieu

Kok

maUasuteyaansitudedinusaulal Insamsunanesugeniuueogns TikTok

LAY YouTube Tanudunusluseauu unananunsanaulaldanauny T9d8annaoInubLIAn

=

Y04 tumnans gule (2559) M15zy31 Social Media Wuiesasdionvsmaslunisussanduiusau

WATUINSUUUERINI ViU LAl TiewAsuaswintiy widslldiusay uansanufnudiu way

wyssia FalugmsifiangAnssuideuiuuiarnisinduladeluiign

v

sudvswavesiidvinavnanismann danuduiuslussiumiunisingula usddl
SRRGEENIRNGRE FaanunsaesuneldlaeuunAnves Jana sudeiend wazane (2559) fidnw
\REIU Influencer Marketing wuin usidvinalasnssenaligaanely usmndumlgieusesil
audemganznng Senuindelie wasiinsdeansedsadnaue sxtieaseanulindda

wazthlugngdnssunismsnanlusseze

nan1sAnwgsaNsaesunelndenndeiuLLIARYBY Katz (1957) uay 833550 Uudus
W (2554) WNerfunguinsdeasiutastunau (Two-Step Flow of Communication
Theory) figliiiuin fuilnadnnuannlilasvanslaenssaindes wisudu “guivneenny
<

A Beluusunilfedungieuweilulanssulall Nlisvenalunisateven Useilu waginy

Toyarne 9 Wdguilaaludnuarieieuaylngdn

wenanil nsiinguegaiiuwilduredumlunuauALuzinangissna fanunse

asunglacieuuIfnves SANN ASaNded (2555) Niseydn anuleiauarAulnaTaverl

svswatunguithmanaduladuddglunsliuianisdedulaveduilnn Insanizludud

PIDUINNSNADINTUTZAUNTITIN WU tnueaulal

v a1 (3

ngRnITUNISEUNUTIAMURBLE oAz iLu lUNANARDILUTUA 91985U"elARINNT5H

Uszaun1saliinsinduinuvsensumuivesdungiouees dwmenadediunguiniziulva
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(Flow Theory) esungliluund 2 veanuidein guslarvsididaniie “Gulva” Wefanssudl

ANUNIMELMINEaNAUTINYe daNalinANEgULaeeINNAUNYINAINTTULULT 9 Wi NSty

L. U A vA

wnunfiufduiusivynyuvsedsIstureaniseaulatl (Csikszentmihalyi, 8efisluian)

(%
[y = [

PN MTIWNLS NanFITeidadundngudalszdndiinend1in msdeaisniseaie

aa o

HURRBvENalunumdAyeeiitduddysenginssuvesiidunulugafiavia lagianiziile
=

Panuwuukazdsasiansaiuauaulanaznginssuvesngulving (a9 Aivsung, 2553; sAsN

ASEL9A, 2555; Fand RUAAIAIN, 2559)
173 a o
Jarauanurlun1sive
Jarduanuznly

1. Yadeaudnuazuazamuninveailen danuduiusgegaiunisdnaulaveiau

At iimunumsviaudAyiunsnasneumudniiaula wWilade wazavviou

Uszaumsalilauass Wi dsdnvsenaUainniseauny

2. numsiaenlydungiouwes (Influencer Selection) A3stuRNilAILTE I R lwNY

LildwrAtivadaavinuu lnsdesanunsaasialienniusyleviuazasisufduiusiungueiauls

9 Y
9
3. mMunsnszatedeyaruludeaiiifienisnenagnsineunsiloviuwnan e sy

lodeatieganiioy Wi YouTube, TikTok wag Facebook lagtdanaiaialnadnimunyay

Wiakiunsiinfangudvang

4. myasnAnuniuLainfAsenUTud WU n1sduinaiaesinidiardnfanssuiiney

landanusenisvesiay Feazihludmnuinddenusunkasanusadalunisldieniesluny
daiauauurdmiun1sinideasedaly

1. AISANWINGUNNUTEANEU 9 13U MOBA %38 FPS LitaiIeuiigunnuunnm1aues

[

Jadenmisdeansnisnanarugiavanwalununidnvaensauwasngudmanesiaiu
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a

2. ASHINNITIATIEMTIAMNIN (Qualitative Research) 19 NMSEUAYOLTIEN

Influencer #3eRiay iiolvilavoyaiBdniNgiiung AnsTuLazyLLBIORUTUALNY

3. MTBATIZRNLNA 918 WIUszaunIsalnsiawny msthulddududsiiu

(Moderating Variables) tiegauuanasvainansenulungueae

4. msimukuvaeunulvinsauAgusUkuy Engagement vl 9 1 n153INAINTIY

Challenge, Mslmadmtinmzluiny wionsansuansmAuLNUARY
UTTUIYNTY
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