wwetuad o3lsaudINT Yo MENMEURSINgYeIas1edasTe
nslAnw 3oe funalndiu Banudud

a2 a a s a ° 1Y) v
915N UINW1INGIUNUT : PI.UULH TINBIUIYVY, 116 U

UNANEa

Y A =

Wenfinusatuil FTnguszashiiefnyiwuifalunisnds n153ndmuig nneuns

< a

Ingvestiairedasy uag Anwimnudnuiu Jinsizsideyadiuyana uavdeyamlufeaiunis
ynmeunsvesie esesdefllilunsidude uwudunvaluuuianzdn wazuuvasuaw lag
Fusiusindoyaninyrainsitisadestunsdadmuirenmeunsing 3es funind
SanuBud d1uau 3 Au fun 56 Au udnimsleneidoyaludmesan Tesesidaa
IREGRERIGE

nanTIdenu FaeldliisinaueizessnitTinvesdsnunudaudievensonin
Tuyamanuazaosunsnuifsludodes WeduwnAlunsdanmeuniFesd waznisléde
soulatlunsussaduiusuaraunsaasiinseuanisianuvesivungulvang audwali
aenifslunianyiusenidsanieaulaveidusunuindmine iesannlddnsgigay
nauidlmnefinsstuidenuasdimsldnesivlunmeuns Suauearenmeunilunie
nyiueanideamileununsiauevglimunudadmitgludiuna navesmsAnwduansly
Fuduneulunisndnnmeundnasnaunisiinisuszrrduiusiedossulatnountsdn
S uaglddnmilymuazguassaveamsiadmiefiiniuainnisnalsyaunisaiuag

<

suUszanmatuayy uenaniuanisidelduanddfifiunaveanislddeanislunis
Usznduitusiudesouladfugvunguitmainelddse dfvninnuuazduveulduys
F1aansvesnmeuns seqfululunietnedinuseulal (Social Network) FaviiliAnnszua
n1sneuiuvesrNagauraiuaiitlngmsalseglateldduumiissaidianglunina

danuwiniy awhilsanmeusslunsavmeasUSuamaauladndnanaiy mssinann s

£ '
a v A

Anussigaellasludisnaity nsideiladnausdadvdrdgnvinlinine unsizesd
Uszauanudniadulieunanaunsadnfevunguidmunglinsge Ssaunsadimndu
LWIARLUNITHEANNEUNS NMTUTENENTUS warn13dnd mnenmeuns dmsudasndasy

A
duqlusuian



Abstract

The purposes of this study were to explore the concept of production and distribution
of a Thai movie by an independent filmmaker as well as to examine audiences’ opinions,
personal information and movie-viewing behavior. In-depth interviews of 3 people involving in
PBTB movie's creation and distribution were conducted. The survey data collected from 56
audiences were also analyzed by applying descriptive analysis including frequency and

percentage.

The study found that the PBTB filmmakers had reflected the Northeastern traditions
through funny and artistic thoughts and also used a public relations strategy through online
media, making success possible in terms of the audiences’ responses. The success led to
interest of distributors in the Northeast asking for being distribution representatives. Their
decisions were based on a target market analysis stating that the movie content was relevant
to the audiences. Furthermore, a language in the film was the other reason that the distributors
chose to showcase it in the Northeastern region instead of a centralized distribution. The
results also showed the processes from the production through the end, as well as how to
apply the social media public relations strategy before the distribution. However, the study
found out about the lack of an advertising budget and knowledge about the distribution
channels in Thailand. The research also showed the effects of using online media public
relations to help reach the appropriate target audiences. Thus, the audiences who had seen
the movie shared the posts about the film in a Social Network, leading to the success that set
a box office record of 14 million baht in the Northeastern area only. Moreover, the theatres in
Bangkok asked the movie to exhibit in the city because of the success in the Northeastern
area. This research presented the important factors in making this film successful that other
independent filmmakers can be guidelines to produce, market and distribute their films to the

main target audiences.



