King Mongkut’s Agr. J. 2026 : 44 (2) : 0268305 NIATNBATHIZAOUNAT 2569 : 44 (2) : e0268305

m’mﬁaemsgﬂLLUU?iaaaulaﬁLﬁamsvimLﬁﬂ’JL%x‘iLﬂwmﬂmﬁnﬁﬂmmju Gen Z
UWIINYIADVBUAY
Needs for Online Media Types on Agritourism among Generation Z Students of
Khon Kaen University

Fwilns insnde’ uasARWAUW Wuiua'

Radchaneekorn Hudrudchai' and Sasipim Poompimol”

Received date: 16 n.A. 68 Revised date: 8 n.t. 68 Accepted date: 25 n.8. 68
DOI: https://doi.org/10.55003/kma;j.2026.268305

UNANED
nsveadisndanuesiunalndidglunsiuunasegiagiusn lnenmzlugafideseuladiiunuimsenis

U a

mmaﬂmaumwaqmju Gen Z agalshnny é’qmﬂsﬁaaﬂaL%aﬁﬂLﬁmﬁ’vmmG’Tanﬂﬁﬁammmjmﬂmmaﬁqﬂa"n NIl

=

Fasjsfnundnunzialy nofinssunslide uazanudesnisduumanrled Ussian sUuu wesiomvesdooouladl
Frunsvieafisndanunsvenindnu Gen 7 ndeuad3ouiieunuunnA1 e InILF 8IS AL 91y 316ldl uay
Uszaunisainisvieaiiendununs nqudiee Ao Undnwy) Gen Z veaumInendeveuwnu Usenelng $1uiu 381 Au
finsunuvasunuesulatifenwadinsla lagldiedosdonvumasinausedu (Aanudesiu 0.96) Tinszviteyase
ARATINTIUUN t-test ez ANOVA Wiaunagau LSD post hoc

Han153enuIN naudegdulngifumandga qua?{a 20 T waiiudedunisveuiieandununsnig
poulall (Sowvar 76) unsesay 60 deluineiAunIess LLwamm%uﬁﬁadﬂﬁqaqmﬁa Facebook, TikTok, YouTube Way
Instagram TnohAaleduiiadausaiumala Tanutudis waglitoya nuAUUANAIITBIRINARINTTINIINA T18lA
wavUszaunsalnsiiunisegredifodfmeada (o < .05) nansAnudldiui doooulatiilidoamsiunguitimine
ﬂ?iij’lLﬁ‘uﬁﬂ‘uzﬂLLUU%@I@%ULL@%@HIWﬂ?’IWﬂ Tnewiuiovnfinszdu Whladne uazasnndesiuaruaulavesindnw
nqu Gen Z 1y Sﬁaaﬂaamuﬁﬁauﬁm Zueims Audanase warlusludu siall wheeudiunisvondieauay
Q‘Uisﬂa'uﬂ'mmJﬁaﬁﬁaﬁuwuiﬂisfﬂumsaaﬂLLUUﬂaqméﬁamnﬁaddLﬁ%ﬂﬂﬁviaal,ﬁmL%nLﬂwmilé’asinﬁﬂszﬁw%nww
AEATY: AURBINISTBYAY IS dovaulatl msvieadlendununs Gen Z vauniu

Abstract

Agritourism serves as a key mechanism for developing local economies, particularly in an era where
online media plays a crucial role in shaping the travel decisions of Generation Z. However, there is still a lack
of in-depth understanding regarding their media preferences. This study aimed to examine the general
characteristics, media usage behaviors, and needs for platforms, media types, formats, and content related to
agritourism online media among Gen Z students. It also aimed to compare differences in media needs based
on gender, age, income and prior experience with agritourism. The sample consisted of 381 Gen Z students of
Khon Kaen University, Thailand, who voluntarily responded to an online questionnaire. The research instrument
was a three-level rating scale (reliability = 0.96). Data were analyzed using descriptive statistics, t-test, and ANOVA
with LSD post hoc analysis.

The findings revealed that most participants were female, with an average age of 20. While 76% had
previously seen agritourism-related media online, 60% had never engaged in agritourism travel. The most
preferred platforms were Facebook, TikTok, YouTube, and Instagram, with a strong preference for short-form
videos that inspire, entertain, and inform. The analysis revealed statistically significant differences in media
needs across gender, income, and travel experience (p < .05). The study suggests that online media for

communicating with Generation Z should focus on short-form videos and infographics, with concise and engaging

! #1973 SALETNLAT RAILINISINEAT AUZLNYASAERS UNTIVETSBUIULAL VOULAY 40002
! Department of Agricultural Extension and Development, Faculty of Agriculture, Khon Kaen University Khon Kaen 40002
* Corresponding author: sasipim@kku.ac.th


mailto:sasipim@kku.ac.th

2 MTENSNYATNILIDUNET 2569 : 44 (2) : e0268305

content that aligns with their interests such as tourist attractions, food, safety, and promotions. These insights
can guide tourism authorities and entrepreneurs in designing effective communication strategies to promote
agritourism.
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S ndediy nadnsdannsaeSuieldfie Expectancy-Value Theory (Eccles and Wigfield, 2002) %a%ﬂwwqﬁmsu
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Yumala wenand wwadin Elaboration Likelihood Model (Petty and Cacioppo, 1986) §aaeaiuelain ol
Wauslusuwuufwaaen Wy alodunazdulrinsiin dngnussaanaruduninsidudinsindulaludung
34 (Peripheral Route) ?fdmﬁaﬁﬁ]ﬁ"fﬁlé’mmsmﬁuazLmgﬂﬂmwsﬁ’mﬁﬂﬁuaﬁmnﬂ’hmﬁmswﬁﬁﬁﬂ HARNS
Fananidenadeastunisfnu1ves Pongwatcharanon and Sridee (2025) fiiaueiinisdeansnisviendisndainuns
#1%3U Gen Z msunsnesdusznausuussiiuaale anuduidie uazanuidndoulostuguvy tewiunsidiusu
waznseAun1sAndulaaunislaess srarfu mﬂpﬁwﬁm?{ammmaammuLﬁ'"amﬁmammuﬁgqqmﬂ'wﬁmmﬁzu,asmﬁmi
swtiudnanmvainsioanstiinlnaniinmsliasudeya lugnsiidusiuuasnmsdnauladmginssuluiian
nansAnuiausaLdenlefunuAnues Hunt and Ruben (1993, #1slu Satawethin, 2003) §5791 Uyl
anudeinstunsiliaduansfiuanseiy warindendesulamzasiidonndestuauaula wienudenisveny
vauziivanidesansilidiiortes vieldnevaueinues Fwaunsatidfiudwuiltiinmsdadudesoulaiuicssan
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awﬁwmmamia%ﬁdLL'iqﬁ’umaiw‘%ammaﬂﬁﬂumilﬁumwimLﬁsnL%nmwmsumﬂfju Gen 7 uihaadedaglaile
fanrssindulaiumalaenss uiasvoulidudnenwuesdossulailunisiduiiwgdnssudangn

iy mﬂsgwém?{aﬁmmsﬂauﬁmL%qmwmmmmaamwuLﬁyam LLazﬂaqmﬁmﬁﬁamﬂﬁmﬁumm
Foen1svesngu Gen Z Maiiusingluanis@nwnil asdaefiulenmalunisdasuans dwalinisdoansivszansam
B9ty TnsiawzludangAnssa waé’wa‘maﬂmﬁawqmgiﬁm‘u%%’u%’agawhﬂfu widsenalugnsiidiususeiies
WU NISNALYS m‘aﬁum%@gmﬁmﬁu AMTIURUNISHIUN wiensdaduladunaeendierluudwisafiondanuns
flesunsuszanduiudinudossulatldogiwiage

nsiSsuiisuaudasnisifeafudessulatifunisvisuileadununsveingy Gen Z Sruunaiudaus

LA

Nam'ﬁLU’?BULﬁ&lummﬁmﬂﬁﬁmﬁ’U%Gauiaﬂ@fmmwiaqLﬁ&m%dl,ﬂwmsuadﬂa;u Gen Z FIWUNAIN LA
WARIAY Table 1 WU L'Wﬁﬁmam'ammG?Taqms%’uﬁa;ﬂmmmiﬁmﬂ'ﬁvimLﬁam%dmwm loy inAngesaen1ssudeya
WU Instagram (t = 2.368, p = .05) wag TikTok (t = 2.480, p = .05) NINNTWNAYIEY Swﬁd@fmmsgﬂLL‘UU%‘UWLW
UNANY WaEAMENEIINAININAT ( = 1.874, p = .05) Snvanendeteimsilemdeisafunmsrieniisndununs
fudauiiviendien (t = 2.010, p = .05), $1WeWs (t = 2.307, p = .05) wazAuUasads (t = 1.993, p = .05) 1A
wene Tunnenauiu mewﬁmmsgﬂLLUUmiﬁwLa‘ua‘ﬁLﬁumﬂwﬁﬂszaumaaﬁmmﬁumammﬂ’hwaﬁjﬁ (t = 1.956,
p = .05)

Todunuianunsnesuglddenguianuuandadiumalunisdonldde (Gendered Media Preferences)
84 Meyers-Levy and Loken (2015) fiauain inandainliauddyfudeilviauidndeoisua uaznaidesles
N9FIAY LU mmﬂaamﬁa UTIHINIA m?ammmammmamuﬁ vuemeeinaulanisutsdulszaunisaivie
sl eludnuae waamﬁmmu uenanildeaenadoeiu mqwgmﬂwa ¥A1UNINela (Uses and Gratifications
Theory) 984 Katz et al. (1973) fiogunean w‘uﬂﬂﬂaaLaamﬂmuLua‘mL‘Wama‘uaummmmaqmsmu‘uma LU AN
JULis MILanadiIny 1ensiatamdays Faluvsunil wemgeonslidofionoulandduensusl wazausulalunis
dunms Tuasfimeedunslddedionsieasnuemdenisuaduuszaunisal

Table 1 Comparison of online media needs regarding agritourism among Gen Z, classified by Gender

(n=381)
Mean Mean
Item Male (1) Female (2) t-value P-Value
(n =119) (n = 242)

Platform
Instagram 2.82 293 2.368 0.019*
TikTok 2.65 2.80 2.480 0.001*
Media Format
Articles and Photographs 291 2.96 1.874 0.031*
Media content related to agritourism
Tourist attraction information 2.88 2.95 2.010 0.0023*
Restaurant information 2.90 297 2.307 0.011*
Safety information 2.71 2.80 1.993 0.024*
Presentation Style
Travel experience sharing 2.46 2.35 1.956 0.026*

* = significant at the .05 level
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278
)

NamﬁuﬁauLﬁ&mmwm’faqmiﬁmﬁ’uﬁlaaaulaﬁé’mmﬁvimLﬁﬁnﬁamwmmaqmju Gen Z 3uuNAY 81
WERIAY Table 2 WU mq‘ﬁ'u,mﬂ@haﬁuﬁma&iammé’mmﬁﬁmﬁuﬁaaauiaﬁﬁwumwiadLﬁaaL%nLﬂwmiLLmﬁmﬁ’u 1ng
naufiflengsnimSewintu 19 U desnissudoyarnanseiiu X (F = 4.451, p = .05) Treads (F = 7.416, p = 01) uaz
Google Map (F = 5.159, p = .01) 11 nguiifenguinnin 20 ¥ luvazideaiu nguiifleny 20 U fesnissudoua
Y1a3H Treads 110031 nguiidienguinndn 20 U (F = 7.416, p = .01) sugUuuude wuin nguiidiengsiniwmie
wintu 19 9 uaznguilfiony 20 T #ean133UMUL Infographic 1 nawfidienganandt 20 T (F = 7.014, p = .01) Tu
dusuifomdaifsfunmsveniiendanuns wuin ﬂfjmﬁﬁmﬁgﬁmdm’%awhﬁ’u 19 ¥ dmanstoyanuaulasnsiy
(F = 3.118, p = .05) uazdoyadiin (F = 9.838, p = .05) Yosninguiiieng 20 U uazergunnnit 20 T Tuvaedingui
f9gunnd1 20 U ﬁmmﬁmmﬁagaé’mumuﬁﬁmw Hoeni ﬂ?jmﬁﬁmqﬁm’hﬁmmﬁu 197 LLasmjmﬁ'ﬁmq 20 U
(F = 9.917, p = .05) fugUuvumsihiauedeya wuin nguiifenginimiewindu 19 U danmdesnisguuuunis
e Wsludu (F = 3.181, p = .05) uaz Al wazwmaludl VR/AR (F = 5.798, p = .05) Hosninnauenguinnin 20 ¥

Yarunuilaonadesiu Junpensuk (2017) fiszyirergifutaduddgiifnunanudesnisiudonassuuuy
msaue winguidhmneazegluiueisiuieaiu ududazsisieidasiouussgdlanagngAnssunslidefianaiu
MsesunEHadNEianansadeuTlesiu Uses and Gratifications Theory (Blumler and Katz, 1974) %ﬂ%ﬁ?ﬁﬂ%ﬁ@LLﬁ@@U
ﬂfj:iuLaﬂﬁﬁuﬁﬁLLiﬁ@Jﬂﬁ]LﬂWWﬁLLmﬂﬁm wardaduiusuuuIAaSos Age Cohort Theory (Strauss and Howe, 1991) i
Nosusazteisdiuszaunmsaluazauaanislimilouiuy ﬁ“jaazﬁauiﬁl,ﬁuﬁdmmﬁwLﬂuﬁi{mﬁmﬁamsaaﬂLLUULﬁam
wazidenunanlesalivunzantuudazngueny oiindszaninmvesnisdeasuazaiiaussiegaiingsiuai
FosnsvesiFuasuniian

Table 2 Comparison of online media needs regarding agritourism among Gen Z, classified by Age

(n=381)
< 19 years 20 years > 20 years
Item F P-Value
(n = 100) (n = 200) (n =81)
Platform
X 2.63° 2.50%° 2.34° 4.451 012*
Treads 2.36° 2.25% 2.01° 7.416 .001%*
Google Maps 2.33° 2.16% 2.02° 5.159 006**
Media Format
Infographic 2.74° 2.71° 2.46° 7.014 .001%*
Agritourism Content
Safety information 2.68° 2.81° 2.81° 3.118 .045*
Accommodation information 2.44° 2.61% 2.78° 9.838 .000%*
Route & map guidance 2.74° 2.79° 2.73° 9.917 .000%*
Presentation Style
Promotions 2.29° 2.40%° 2.48° 3.181 .043*
Al / VR-AR 2.20° 2.31% 2.46° 5.798 .003%*

Values are means; superscripts a, b indicate significant differences between age groups based on LSD post hoc comparisons (p <
.05). Groups sharing the same superscript do not differ significantly.

* = significant at the .05 level, ** = significant at the .01 level
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swliyana (UI/ifiow)
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LUNEATLANAINAY 1ng ﬂfjuﬁﬁﬁwlé’ﬁm’hﬁawhﬁu 5,000 UM ABan1ssuteya i TikTok (t = 4.739, p = .001)
ua Instagram (t = 2.628, p = .001) fownin nguidiselduinnd 5,000 vw lunsnduiu nquiiseldrniuie
Wiy 5,000 UM fioen1sTuUTeyanNIY LINE 11nndn ﬂa;uﬁﬁﬁwié’mm’h 5,000 U (t = 1.681, p = .001) MugULUY
do nuin nguiidiseldsnndvemintu 5,000 vm favmdesnisdeluguuuy lavlan (t = 2.843, p = .001) uazwien
wAadAdea (t = 2.777, p = .001) 1191 nguidsels 11nndn 5,000 v suidemdeiieafumsresiisndunuas
WU ﬂa;uﬁ'ﬁﬁwlﬁ fndusewinfu 5,000 Um feen1stoya fiwn (t = 7.341, p = .001) uazuaUAnITAUNS (t =
6.575, p = .001) 3NN nguATeldunng 5,000 Fugiuumsiiauedeya wuin nauiifiseldiniuiewiniu
5,000 U FeannsguuuuNTLaus yuvussulatl/mesu (t = 5.040, p = .001) uaz Al uaz walulad VR/AR (t =
5.168, p = .001) 11 nawfseldinndi 5,000 v/Adou

Table 3 Comparison of online media needs regarding agritourism among Gen Z, classified by personal income
(Bath/Month)

(n=381)
Mean Mean
Item <5,000 Bath/Month >5,000 Bath/Month t-value P-Value
(n = 133) (n = 248)

Platform
TikTok 2.57 2.85 4.739 0.000%**
Instagram 2.82 293 2.628 0.000***
LINE 2.19 2.09 1.681 0.000%**
Media Format
Live streaming 2.32 2.17 2.843 0.000***
Podcast/audio 2.28 2.13 2777 0.000%**

Media content related
to agritourism
Route and map sguidance 2.86 2.52 6.575 0.000%**

Accommodation

2.85 2.46 7.341 0.000%**
information
Presentation Style
Online

2.43 2.17 5.040 0.000%**

Communities/Forums
Al and VR/AR 2.49 2.21 5.168 0.000%**
*** = Statistically significant at the .001 level

ANULANAAIUTIElUBINgY Gen Z finaagudaiaunaunanasy ‘E‘ULL‘U‘Uﬁa ilom uazgluuunsiaue
%@gaﬁmmwiaaLﬁsnl,%qmwm Imaﬂejuﬁﬁiwiﬁﬁfwﬂi'm'%awhﬁ’u 5,000 U Suwiliudesnsdefidndshevioldau
163 1 LINE lavlan neaunas/idos yuvusaulav/vesy wasdoyafoafuiiinudeunuiiiiuns luvaeiinguiid
ﬁ&l"l.é’gjnﬂ’jwﬁmmﬁadﬂﬁﬁﬁ@ﬂhULLWﬁ@W@%yL.su'u TikTok ua Instagram 1nnndn wasiieuaulailendassaunisel
viemelulafidaisassdnnni nadnstasieuliduhiadomaasvgiaiunumadnysonisdonlideuasdomni
#0405 SeanunsaeSurelddisuuafia Digital Divide (Norris, 2001) ﬁﬁﬁﬁLﬁu’hmmLmﬂﬁmé’huiwlmyt.t.axgmww
wswghaduidmuslonialunaddaneluladuaznsliusslovianndonava deuiu nquitiswlddiingenldded
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Funusniuasidnfldagan sausfingusngligeiuunlindasudefiniulsraunisallmiuasmaluladdugennnd
donndesiumIAnYIes Junpensuk (2017) finuth seldvesinveniisaiunnsetuiinrudosnisifom nstiaue
ﬂ’liLﬂﬂ%U%aHaﬂﬂﬂgaLLmﬂﬁﬂdﬁu Fofunuiitliiiudn niseenuuunisdeasiieduasunisvieniisndaunumsaas
finnsanansuanaeiusgldvesiuas Inslanglungu Gen Z Aifianauandanaasugia Wielnisdoasnss
auanaule uagngAnssuvesdfuarsidegammzay feaenndeady nguijnisidaiuuuuidenass (Selective
Exposure Theory) ﬁ%’hﬁ%’vmiﬁﬂLﬁaﬂﬁaﬁaamé’mﬁ’uamuzmﬁmuLLasmwgﬁwamu (Klapper, 1960)

segldasaunda (Ln/ihow)
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6.466, p = .001), X (F = 6.554, p = .001) U@ Treads (F = 6.111, p = .001) wNAINGuiiiseldaseuniaiesnia
vidolinfu 25,000 V%, 25,001-30,000 V1M LAz 1INNTN 35,000 UM fugULuUde wuin nuiiineldaseunsales
NIIMTBVINAU 25,000 U é’QQﬂwigULLuuﬁaﬂigLﬂm lafan (F = 2.980, p = .05) uavwonuaas/\dus (F = 3.886, p =
05) mnninguiidiseliganin sudemdeisrtunisiesiisndunens wud nauifiseldnseuniaesniivie
WU 25,000 U Fesnsiileniieaiu Si'fa;ga‘ﬁ'ﬂ’ﬂ (F = 16.893, p = .001) waghuufithnia (F = 14.153, p = .001)
wnndnguidneldgendn fusuiuumsiaus wui nguiidiseldaseuatitiesniviowindu 25,000 v Feanns
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Feligandn
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wnninguselige Ssenaduiivgiliin meldasouasuutadoddgiidmuanginssunisuilnadosoulasunis
vieuflendunumsves Gen Z auumnsniaziiouliifiuhgusmaasvgitvesaseuaiuduiadmunidenialuns
\fisde uaznisidengunuudedineuaussieanudeinisiuioiwesiuilan ussifunay Gen 7 AduinsiuAivia
uatasrtadusslinseunsifinsiidninasonginssunindenlddonaziden nanisdnuilaenndestuauves
Dipendra et al. (2025) Fanuin Aaammsidnfsuazanuamnsalunsliddvadnasenginssunislddesnnndins
dnfeiiugruissodiadion uagldfunmsatuayuainauues Livingstone (2017) itdnenvuludssimaiifssliiu
nana 1w Ine Ssnauadgguassalunsidifededinafisuvintu Ssatuayusunes Resources and Opportunities
(Van Dijk, 2005) §sve1891nuuaAn Digital Divide Iﬂ&JG‘lﬁﬁLﬁu’i’lﬂ’ﬂuLLG]ﬂG]"N'VI’NLﬂi@gﬁﬁllﬂLﬁﬂdﬁﬂmaﬁfaﬂﬁlﬁﬁ’]ﬁd
wielulad usdsdsnaenanmnisliazguuuunsuilnadess ety niseenuuudeduaiunmsvieniliendununsans
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Table 4 Comparison of online media needs regarding agritourism among Gen Z, classified by Household
income, (Bath/Month)

(n=381)
<25,000 25,001-30,000  30,001-35,000 >35,000
Item F o}
(n =84) (n = 143) (n=118) (n = 36)

Platform
TikTok 2.58° 2.70% 2.90° 2.86° 6.466 .000%**
X 2.33° 2.47% 2.70° 2.39% 6.554 .000***
Treads 2.14% 2.20% 2.40° 1.94° 6.111 .000***
Media Format
Live streaming 2.37° 2.18° 2.17° 2.19° 2.980 031%
Podcast / Audio 2.35° 2.12° 2.14° 2.14° 3.886 .010*
Agritourism Content
Accommodation 5 b . b
‘ . 2.90 258 2.41 2.58 16.893 .000%**
information
Route & Map 2.93° 2.59° 2.50° 2.58° 14.153 .000%**
Presentation Style
Online Communities b

2.45° 2.27 2.14° 2.19° 7.182 .000%**
/ Forums
Al and VR/AR 2522 2.27° 2.19° 2.33% 7.528 .000%**

Values are means. Superscript letters (a, b, ¢) indicate significant differences between groups based on LSD post hoc
comparisons (p < .05). Groups sharing the same letter do not differ significantly.

* = significant at the .05 level, ** = significant at the .01 level and *** significant at the .001 level
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Gen Z

Table 5 Comparison of Online Media Needs Regarding Agritourism Among Gen Z, Classified by Agritourism

travel experience

(n=381)
Mean Mean
ltem Experienced Without experience t-value P-Value
(n = 151) (n = 230)

Platform
YouTube 292 2.83 2.097 0.000***
Google Map 2.07 2.25 2.595 0.000***
Official Government Website 1.81 1.61 3.660 0.000%***
Media Format
Live streaming 231 2.16 2,776 0.000***
Podcast/Audio 2.27 2.12 2.869 0.000***
Media content related to
agritourism
Accommodation information 2.73 2.51 4.018 0.000%**
Presentation Style
Focus on Entertainment 2.98 2.95 1.403 0.000%**
To Inspire 2.98 2.95 1.976 0.005**
Al and VR/AR 2.45 2.22 4.454 0.000***

** = significant at the .01 level and *** = significant at the .001 level

ayUnanIsANe)

mu%’aﬁﬁﬁ’mqﬂssmﬁl,ﬁaﬁﬂmé’ﬂwmzﬁﬂﬂ woAnsIun1s3Ude uazAudeINTIuLNAATlDSY JUKUU wae
Lﬁawwadﬁaaaﬂaﬁﬁmﬁ’umiviam.ﬁsm%qmwm‘lumaﬁ'm Gen Z W¥aua3uiiouAuLANAIweIAAIRINTSANL
e 978 1ele wavUszaumsalnisiiunng leeudeyaanindny) Gen Z umninendeveuwny $1uu 381 Au

nan1sAnwnudn nqudiegndwlngidwwends mdsfneluszdulignies wazerdveylunia
azfussnifeanile winindesas 76 aznewiudeseuladdunisviesdisndanues winduiiiesdesay 40 fay
Wiuvnease avvieuliiufivesinsssninmisiuiiiudessulatfunisindulavieniisnsss Ssdieduloniadrdylums
ﬂ’ﬁumLﬁamﬁ'dﬁmmiaL%auimplhmﬁ’uLmdwiadl,ﬁ&Jﬂé’f@&mﬁﬂisawcﬁmw

Tunnsu ngu Gen Z fianudesnisiudeyaruunannesuseniloy laun Facebook, Instagram, YouTube
waz TikTok Inglfnuddnyfuiiemussnnialedu sulrinsiiin wazunamulssneunwene fannsoliteyald
melunansudy Lﬂ'jyamﬁﬁmmimnﬁqm Taun %’aagaﬁmﬁ’uamuﬁviauﬁm $uesviesdu AuAyuyy Lavans
filawing o Tnsdunsiauslusuiuuiaisusedunalanazaduanudui G’hamﬁlﬁ nnseanuuvdoseulal
dwsunau Gen Z fsmasnaunauausImsilunisiudeya 1 AaUFuuuzumawioniinn neunauA LTS
wazissvunala mmﬁm%mﬁ’urﬁ%’uaﬁ warAuy Ll afevendondndiety iielaunsanevaussseniny
mmﬁwaa;ﬂ%’lﬁaejmﬁuﬁ

wammﬁﬁmLﬁsmﬁﬁﬁu’hmm@fadﬂws%’uﬁammﬂﬁu Gen Z unnansfiuegreliudAgymumeg o1g s1eld
warUszaunsainsiiums memdddvimnuaulasunwewasdflefidenenusseniaaisany vasimawiesinli
mmﬁwﬁ’iyrﬁ"uLi‘j'"am’?%m’?am%ﬂizaumﬁfﬁ ﬂ&jmmqﬁfmdw 20 ?JﬁauLL‘wamWa%uLLﬁngLLUUﬁaﬁﬂﬁz%’U \u Threads
wagdulvnsafin ﬂq'mwsfl,é’m""lﬁl.t.m‘[ﬁuslsﬁ' LINE wazd ovduansolatian sumsﬁ'ﬂaq'm’]alm”qqﬁauLLwaWWaﬁ‘uﬁﬁ



12 MTENSNYATNILIDUNET 2569 : 44 (2) : e0268305

amedeulm LLaxﬂejuﬁﬁUisaumﬁajﬁmLﬁmmdauﬁammﬁu@wn%qﬁﬂ w¥onwalulad Al waz VR/AR Wail a2y
uwansnsdnanasveuliiduicdladonsuszrnsmansuarUszaunisaliiidvinasonginssunsdaudestetaiau
ImﬁlLwiazﬂfjulu'LﬁmLﬁaﬂH’LLwam\la%ﬁaﬁm Lwié’nﬁﬂ’;'mmwi’wiagmmuLLaxLﬁamﬁmaU?«mémmaﬂﬁmaﬂaﬂalmé
LRWILAD 67'5&L‘fluﬂiszLﬁuéhﬁﬁyﬁ'QmémﬁamﬁﬁﬂﬁqﬁﬂumsaaﬂLLUUﬂaqma‘miﬁ'ams

Fodunumandansailuldusslevilunisesnuuudessuladifioduasunisieaisndununsideded
Usgdnsam IG]EJLLuzﬁ’ﬂﬁﬂiwamgaLLaSiﬁﬂiﬁlﬁ’mﬁlLfd{EJ’Jsl’]JEN’JNLLNuﬂﬁﬁ'aﬁﬁW}Mﬁ’ﬂHmﬁJadﬂﬁimﬂﬂ%iﬂ&lﬁf@ﬁl 1ng
#1sandadesune o1 518l wagUsvaunisain1siumig iauﬁdmﬁmv‘i’]ﬁaﬂlugﬂLLUUﬁwmﬂumaLﬁaﬁaﬁumm
Foansfiunnsneiy ﬂ’]ia’aﬂLL‘U‘UL‘ﬁ@ﬂﬂﬁﬁa@]ﬂﬁaJﬁ’Uﬂ’J’mﬁuI‘\]SUENﬂEiNLﬂ?ﬂﬂ’]&l‘\]%?j?EJLﬁiJIEm’]aSLuﬂﬁLsi’hﬁd fAagn
anuaule uavnszdulvilAanginssunsiidsiu Wy n1sAumdeya naurfiformn wiensdaduladumnte fee
ihlugmsimunmsvieadiendaunuasesnaddu waziiausslovideinsughagumiluszozen

oglsfioy muitedidedinludiureuiunnisine Tasyudunisdisaeudeanisdessulaflus
wssasun AleTnmnuduiuslinensiseninnisiladudedunsinduladumsesiisndununs nan1s3idessasiou
nzklduaufeInIsunania Ty JULUY LLawfamﬁﬂq'u Gen Z T¥anudiAgy wazenaldaiunsaaduie
mnuduiudiBsamgsgninmginssunisdasudetunsdadulavieadienldlasanysal ﬁﬂﬁgﬁﬂduﬁaaﬂwﬁﬂﬁ’maww
Unfinwngu Gen Z vosumivendevauwny vnlinan1sideensliaunsaaziiouninufniuvesindnw Gen Z lu
AMINveIsEna dmsunisidulueuian Asvenen1sAnuludaingu Gen Z ﬁagiuaﬂmﬁamﬂwﬁwmé’wauudu
uazo1aveulugnauduy 9 1y Gen X, Y uag Alpha LilalUSsuiisuiung@inssuves Gen Z saanasld3sn1aida
AN 19U MIFUNTEAITEN Lﬁav‘hmmvﬁﬂaLLﬁd@Jﬂ,a}LLaz‘UﬁxaUmﬁaimmﬁﬂviml,ﬁaﬂﬁasmia‘uﬁ'm wonanil Aas
finsAnuaruduiusserinmginssunisdaivdessulatfunmsdadulafumeienfisndansnsediaduszu e
sgtheifiuanuuiuduazauandufoRlunsesnuuunagnénisdeansliaenndesiungiinssunaznsindulaves
naumanglieg1auriaie

v Y
naussleviviudou
Adeuveysemaitunanuiliinaysslovivivdeu

nsduslunslsuunanuvesiidey
ANARTEN (Idea) Taymin193de nseunside Jeldes Tnquszasd msfidudanlunmseenuuy suleuisise
AmunUszaIng nquiieg1a adaluuasuaiy Maaoulal esle Fnsiudeya Tinszrdeya wskatoua nns
TNFINTAINANSANYT asURaN1sAN wazn1seuseuiesiuatuunay: Suling vinsadey wazARuW Wuiua.
Wiususaudeya: 53iing Wnsade.

LONH11984

Blumler, J. G., & Katz, E. (1974). The Uses of Mass Communications: Current Perspectives on Gratifications Research. Sage
Publications.

Booking.com. (2019). Research Shows that Gen Z Can’t Wait to Explore the World, with a List of Must-Visit Destinations and
Travel Plans Already in Place. Retrieved from: https://news.booking.com/th-th/gen-z-travelers-cant-wait-to-experience-
the-world/.

Chaimoolwong, S., Fongmul, S., Rungkawat, N., & Sakkatat, P. (2019). Factors affecting Thai tourists’ motivations and behaviors of
the agrotourism: Case study of Mae Jam Village, Mueang Pan District, Lampang Province. Journal of Agricultural
Research and Extention, 37(3), 71-78. https://li01.tci-thaijo.org/index.php/MJUIN/article/view/248419. (in Thai).

Chenchitsin, N., & Euaiarusphan, A.  (2023). Perspectives of a future approach to agrotourism in Thailand. Suratthani Rajabhat
Journal, 10(1), 1-20. https://s005.tci-thaijo.org/index.php/srj/article/view/257070. (in Thai).

Cochran, W. G. (1977). Sampling Techniques. John Wiley & Sons. (in Thai).

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative, and Mixed Methods Approaches. Sage Publications.

De Jong, A. (2024). Understanding Gen Z Travel Needs and Demands. Retrieved from:
https://goodtourisminstitute.com/library/gen-z-travel/.



King Mongkut’s Agr. J. 2026 : 44 (2) : e0268305 13

Department of Agricultural Extension. (2025). The Department of Agricultural Extension Promotes Sustainable Agritourism
Management and Enhances Staff Capacity as Mentors. Retrieved from: https://www.doae.go.th/nsuaaLasunsinens
§iu-4/. (in Thai).

Dewi, N. I. K, Gede, I. G. K., Kencanawati, A. A. A. M., & Mataram, I. G. A. B. (2021). Social media usage by Generation Z in pre-trip
planning. In Proceedings of the International Conference on Applied Science and Technology on Social Science,
pp. 190-195. Atlantis Press. https://doi.org/10.2991/assehr.k.210424.036.

Dipendra, K. C., Pramod, K. C., Rado, I., & Vichit-Vadakan, N. (2025). Digital inequality and learning outcomes: Evidence from
Thailand. Education and Information Technologies, 30(2), 1-26. http://doi.org/10.1007/510639-025-13570-0.

Eccles, J. S., & Wigfield, A. (2002). Motivational beliefs, values, and goals. Annual Review of Psychology, 53(1), 109-132.
https://doi.org/10.1146/annurev.psych.53.100901.135153.

Fraenkel, J. R,, Wallen, N. E., & Hyun, H. H. (2012). How to Design and Evaluate Research in Education. McGraw-Hill.

Johnston, 1. (2023). How is Gen Z Reshaping Hospitality and Travel? Retrieved from:
https://www.forbes.com/councils/forbesagencycouncil/2023/11/30/how-is-gen-z-reshaping-hospitality-and-travel/.

Junpensuk, P. (2017). Information demand, media exposure and perception of thai cultural information among chinese tourists.
Nakhon Lampang Buddhist College’s Journal, 6(1), 9. https://so04.tci-thaijo.org/index.php/NBJ/article/view/253052.
(in Thai).

Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and gratifications research. Public Opinion Quarterly, 37(4), 509-523.
https://doi.org/10.1086/268109

Klapper, J. T. 1960). The Effects of Mass Communication. Free Press of Glencoe.

Livingstone, S., Nandi, A., Banaji, S., & Stoilova, M. (2017). Young adolescents and Digital Media: Uses, Risks and Opportunities
in Low-and Middle-Income Countries: A Rapid Evidence Review. Retrieved from: https://eprints.lse.ac.uk/83753/.

Mayer, R. E. (2009). Multimedia Learning. 2nd Ed. Cambridge University Press.

Microsoft. (2015). Attention Spans: Consumer Insights Microsoft Canada. Retrieved from: https://sherpapg.com/wp-
content/uploads/2017/12/MAS.pdf.

Mitchell, A., & Shearer, E. (2020). News Use Across Social Media Platforms in 2020. Retrieved from:
https://www.pewresearch.org/journalism/2021/01/12/news-use-across-social-media-platforms-in-2020/.

Meyers-Levy, J., & Loken, B. (2015). Revisiting gender differences: What we know and what lies ahead. Journal of Consumer
Psychology, 25(1), 129-149. https://doi.org/10.1016/j.jcps.2014.06.003.

Mokanan, S., & Sabaijai, P. E. (2023). Perception of UHT ready-to-drink coconut water in bangkok via online media. King Mongkut’s
Agricultural Journal, 41(3), 196-204. https://doi.org/10.55003/kmaj.2023.12.28.002. (in Thai).

Norris, P. (2001). Digital Divide? Civic Engagement, Information Poverty and the Internet Worldwide. Cambridge University
Press. http://dx.doi.org/10.1017/CBO9781139164887.

Nuchanong, S., & Jones, P. (2020). Elderly people’s use of social media for travel purposes. Business Administration and
Management Journal, 12(1), 75-91. https://s001.tci-thaijo.org/index.php/bahcuojs/article/view/227828. (in Thai).

Pariser, E. (2011). Filter Bubble. Retrieved from: https://en.wikipedia.org/wiki/Filter_bubble?utm .

Petty, R. E., & Cacioppo, J. T. (1986). Communication and Persuasion: Central and Peripheral Routes to Attitude Change.
Springer.

Paker, K., & Igielnik, R. (2019). On the Cusp of Adulthood and Facing an Uncertain Future: What We Know About Gen Z So
Far. Retrieved from: https://www.pewresearch.org/social-trends/2020/05/14/on-the-cusp-of-adulthood-and-facing-an-
uncertain-future-what-we-know-about-gen-z-so-far/.

Pitisan, P. (2018). A New Concept of Agritourism in the Coro Field Style. Retrieved from:
https://www.bangkokbiznews.com/blogs/columnist/120891. (in Thai).

Pongwatcharanon, K., & Sridee, S. (2025). Agricultural tourism communication to attract Gen-Z tourists: Strategies for success in
the digital age. Interdisciplinary Journal of Education and Social Development, 1(3), 42-54. https://sol4.tci-
thaijo.org/index.php/Interdisciplinary/article/view/1407/1021. (in Thai).

Popsa, R. E. (2024). Exploring the Generation Z travel trends and behavior. Studies in Business and Economics, 19(1), 189-199.
https://doi.org/10.2478/sbe-2024-0010.

Rogers, E. M. (2003). Diffusion of Innovations 5th Ed. The Free Press.

Sampattawanich, P., Choompolsathien, A., & Worakullattanee, K. (2022). Information seeking and uses and gratification on social
media of gen Z. Journal of Journalism, 15(3), 185-222. https://s006.tci-thaijo.org/index.php/jcmag/article/view/258753.
(in Thai).

Satawethin, P. (2003). Principles of Communication Arts. Rung Rueang San Kan Phim. (in Thai).

Schramm, W. (1973). Channel and Audience: Handbook of Communication. Chicago Ran Mcnally College.

Sidoti, O., Park, E., Faverio, M., Atske, S., & Radde, K. (2025). Teens and Social Media Fact Sheet. Retrieved from:

https://www.pewresearch.org/internet/fact-sheet/teens-and-internet-device-access-fact-sheet/.



14 MTENSNYATNILIDUNET 2569 : 44 (2) : e0268305

Srisurat, B. (2002). Basic Research. 5th Ed. Suwiriyasarn. (in Thai).

Sweller, J. (1988). Cognitive load during problem solving: Effects on leamning. Cognitive Science, 12(2), 257-285.
https://doi.org/10.1207/515516709cog1202_4.

Technavio. (2025). Agritourism Market Market Analysis, Size, and Forecast 2025-2029. Retrieved from:
https://newsroom.technavio.org/agritourismmarket?utm .

Tourism Authority of Thailand Academy. (2023). What’s Z View: Exploring Gen Z’s Travel Behavior as the Future “Main
Consumers” of the World. Retrieved from: https://share.google/3CrzWzbxLU7MKY2Nv (in Thai).

Strauss, W., & Howe, N. (1991). Generations: The History of America’s Future, 1584 to 2069. William Morrow & Company.

Van Dijk, J. (2005). The Deepening Divide: Inequality In the Information Society. Sage Publications.

Wongwicht, N., Nadee, M., Panthog, K., Thawiphrom, R., Sungsunchai, C., Khumtong, P., Ngammoh, N., Boonraum, K., &
Kiatprasert, P. (2022). Marketing strategies affecting decisions to choose ecotourism destinations of generation Z
tourists in Thailand. Academic Journal of Management Technology, 4(1), 29-40. https://s003.tci-
thaijo.org/index.php/jomt/article/view/265154. (in Thai).

Yodkaew, S., & Sabaijai, P. E. (2025). Online marketing communications influences decision making on farm stay agritourism of
tourists living in Bangkok. King Mongkut’s Agricultural Journal, 43(2), 296-304.
https://doi.org/10.55003/kmaj.2025.05.28.017. (in Thai).



