O-SS 031

N15USEYUEUBNAUIIETLAVYIA U1 INY1F8FLUNEsITUITINY AN 10

The 10 STOU National Research Conference

N158519051YARALALNAYNSN1TTRA1IA TV TNTUUTUUT YN

Personal Brand Building and Communication Strategy for Professional Photographers on

Commencement Day

s Uj ﬁ?x‘iﬁqu% (Peeranat Muangsamrit)! 9378 939AYAY (Arishai Akraudom)?

18U Wa9A (Yothin Sawangdee)®

UNAnga

v
=] a

ns3deilidunis@nwinisieansnsivestisnimendnlunuiuuiyyn dutudnnisairmsiyana
TneitaguszasdiieAnwitiadovesyadnawasuaznagninisdoansisianuduiudiuiiadelunisuende
1095UstnA Ingldisnsfnwisienisideuuunaunay e usiusindeyadienisidedadinengianin
gluinisdiuau 37 au wazdudngiiaelduinisdienindiuau 400 au addfildlunisinsgideyadae
anduiusiiesdu LazAumyAinAInAs1seTilaTentdade nsdunauazn1sdun1eaianndenin 31U 6
viulunusudiyydadud@ifiussaunsallivimsmeamivdiaygiiedumdeyaidsdnueinisamsyana
Lagnagnin1sdoansnivestian merinluauduigg nan1sidenuiinis afunsyaeadifinnuduius iy
Uaduiidsnasianisuensdeuaznisiuinisdearsniidranmeestudin amnsauwdseenidu 7 yadnaimes
Tasyadnamansnmuuundldndidededesdusenavvasypdnnmiiiianundviinie sulaludaies daiui
asfe unuwiy sjaiu Gugi Usvauenudisa v dndedie Wumjnam aann wazifuning g fanuduiusiy

Taderianisuensievesuslnauiniign

AEfRY Y190 N15ATNATIYARS YARNAINATT UARNATN NagNSN1SHeaNs

! infinwnangasilinamansuvUudin 1mIng1deninn peeranat.earth@gmail.com
2 feMans1anse as.AMglinamans unnIng1dunIunw arishai.a@bu.ac.t

3 599ran 319158 A5, daatulTeUsyrinsuazdian umInendeuing yothin.saw@mahidol.ac.th

383



N15USEYUEUBNAUIIETLAVYIA U1 INY1F8FLUNEsITUITINY AN 10

The 10 STOU National Research Conference

Abstract

This abstract was the study of brand communication of professional photographers in a graduation
ceremony through personal branding. The objectives were to personality brand of photographers and the
brand strategy of photographers relating to the factor influencing word of mouth. The researcher used the
study by Mixed Methods Research Design by collected surveying data from 37 professional photographers
and 400 graduates who have received service users by descriptive data analysis, factor analysis and
Pearson Correlation analysis. The purpose was to search for in-depth information of building a personality
brand and brand communication of 6 professional photographers in a graduation ceremony. The research
result was that building of personality brand relating to the factor of word of mouth and brand awareness
of a photographer of graduates could be divided into 7 brand personalities. The personality of enterprising
consisted of the personality of daring, confident, trendy, exciting, spirited, leader, successful, cool,

reliable, young, intelligent and corporate which were related to the factor of word of mouth the most.

Keywords: Photographer, Personal branding, Brand personality, Personality, Communication strategy
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