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ABSTRACT 

 

This thesis analyses the role of community-based media in the Riverside community, an 

old and scenic location in Chanthaburi, Eastern Thailand. After being razed by 

conflagration and flood, the community has been regenerated by promoting itself as a 

cultural tourism destination. This community has started to produce its own media, and 

to use a wide range of media to promote itself to the nation. This study aims to test the 

various nuances to Habermas’s (1989) concept of the single public sphere represented by 

the dominant mass media. While the mainstream media act decisively in dealing with 

issues relating to subordinated groups in every part of the world, community-based media 

are already deeply implicated in representing the multiple public spheres, which are more 

preferable in a community environment. Community media are community resources to 

disseminate highly local community matters and interests. One hundred face-to-face 

survey participants from a community of one hundred households provide a distinctive 

research result which thoroughly represents the Riverside community residents and their 

thoughts on community-based media in their community. By exploring the role of locally 

produced community media, this study explains the roles the media play in community 

identity reinforcement, identity promotion, and also community transformation in the 

Thai public sphere. 
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CHAPTER ONE 

INTRODUCTION 

 

Introduction 

When people access media and other information and communication technology (ICT), 

and then create their own local content, they become ‘active citizens’ empowered by 

media and communication (Rodriguez 2004). This thesis studies the role of community-

based media operating in a rural community in Thailand and looks at how these media 

are used to construct, represent and promote community identity. By community-based 

media, I refer to all participatory media tools that provide individuals or groups, whose 

voices are excluded from mainstream media, with access to the tools of media distribution 

and production. The thesis provides an appropriate context to analyse community-based 

media’s role in constructing alternative and discursive spaces for the community groups 

of people. I draw on a single case study in the Thai public sphere to illuminate the 

importance of community-based media in a cultural context. The observation of 

community-based media activities provides a unique opportunity to consider the public 

sphere (Habermas 1989) in the Thai context, and from a Thai perspective. 

This chapter introduces the research idea and the purpose of this thesis. It also 

provides the scope of this thesis and of several previous studies related to this research. 

After that, the research question is introduced followed by a review of key theoretical 

literature about the public sphere (Habermas 1989). Last, the chapter gives a summary of 

the thesis structure. 
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Significance of the study 

The thesis contains three key concepts: identity, community, and community-based 

media. The importance of this thesis is characterised through these keywords. ‘Identity’ 

is essential as a current research topic within the humanities, and a question regarding 

identity is usually, ‘Who am I?’. Then, this thesis turns, via the concept of community, to 

the constitution of collective identities. Psychologically, people develop a real sense of 

‘we’ and ‘ours’ rather than ‘they’ and ‘theirs’ in a community. Self-defining is important 

to every individual; an interpretation of the self helps each individual establish what and 

where they are in both social and psychological terms (Guibernau 2013; Puddifoot 1995: 

West 2007). Today, it is necessary to understand the concept of community that is not 

limited to just a geographic area but to people’s psychological sense of themselves 

because of media technology. In this way, communities do not have to be solid groups of 

densely populated areas, but might exist as social networks of friends or cousins who do 

not even live in the same neighbourhoods. This is why the term community has been 

problematic when related to media studies.  

Another important link between the concept of ‘identity’ and the concept of 

‘community’ is the community’s sense of self. It is essential to understand how people 

interpret themselves as a community. Sarason (1986) asserts that the psychological sense 

of community, one of the major bases for self-definition, becomes the conceptual centre 

for the psychology of each community. In order to understand how people think about 

their community, knowledge of an individual’s perception, understanding, attitudes 

and feelings about community, and their relationship to it and to others’ participation, is 

vital. Arguably, these elements are mostly characterised through community-based media 

as a community cultural production (Meadows et al. 2009). Also as part of this thesis, 

which is built on previous and related research in the fields of media studies, journalism 

https://en.wikipedia.org/wiki/Perception
https://en.wikipedia.org/wiki/Understanding
https://en.wikipedia.org/wiki/Attitude_(psychology)
https://en.wikipedia.org/wiki/Emotion
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and communication, I expect a major outcome will be to strengthen knowledge of the role 

of community media in its broadest sense as an important form of cultural production. 

Community-based media matter to people’s lives. Community media include all 

manner of communication technologies—from the legacy media forms to new media 

technologies. Arguably, community media around the world are attracting increasing 

attention from people who see them as genuine alternative sources of information to 

dominant mainstream media. The emergence of community media has been touted as the 

“most vibrant and hopeful response to the trend towards globalisation and 

commercialism” because local communities identify more strongly with local cultural 

issues (Herman & McChesney 1997, p. 200). According to Hochheimer (1999), 

community media should be seen as an extension of an existing desire to communicate in 

order to establish a sense of self and of community power. 

While mainstream media fail to deal effectively with subordinated groups in every 

part of the world (Downing & Husband 2005; Forde et al. 2009; Forde 2011; Hackett & 

Carroll 2006), community media have more ability to reach those groups of people with 

its beneficial characteristics. As Tabing (2000, p. 75) points out: 

The characteristics of community media are that they are: owned and 

controlled by people in the community; usually small and low-cost; 

providing interactive two-way communication; non-profit and 

autonomous, therefore, non-commercial; having limited coverage or 

reach; utilising appropriate indigenous materials and resources; 

reflecting community needs and interests; and supporting community 

development with a large part of the programme or content. 

 

The ways in which people use alternative forms of media and communication are 

always fashionable and worth studying in this age of media shifts, especially in rural 
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community areas. I chose a small community located in a rural area in Thailand as a case 

study of this project. By using a case study of the Riverside community, an old community 

in Thailand but new in terms of Thai tourism, this thesis helps to reinforce the idea that 

community media have become a much more effective communication channel for local 

people. From a research point of view, it is interesting to explore how these amateur and 

non-professional media producers establish their own local media frameworks and 

creativity. Through the lenses of their own identities and cultures, I will explore what 

special functions media have or what unique methods the Riverside community members 

use in their own media productions in terms of strengthening identity and promoting 

cultural tourism in the region. This is a rare study of Thai community-based media. As 

the study centred in Thailand, a country in Southeast Asia, the research project also offers 

insights into developing Southeast Asian media communications and productions 

(Barlybaeva & Rusetmova 2007; Polnigongit 2007). 

This work is also significant in its methodology. It applies a case study method in 

order to analyse the media phenomenon in the Riverside community. Generally, a case 

study is not representative of a whole population (Yin 2003). However, this small-size 

case study of one hundred households―the entirety of households in the community―is 

chosen because the researcher will explore the results which can represent a whole 

population in the community. Door knocking surveys of one hundred participants from 

one hundred households are chosen as a key research tool for this research. 

 

 

 

 



5 
 

Scope of the thesis 

This study concentrates on the role of community-based media in information distribution 

and on community identity promotion and reinforcement in the Thai context. It concerns 

community-based media activities operating in the Riverside community, chosen as a 

case study, in Chanthaburi, a province in Eastern Thailand.  

This community is active in terms of community development. A group of 

community members set up as an association, ‘The Chanthaboon Riverside Community 

Development Committee’, with the vision ‘Culture leads trade’, mainly focused on 

cultural preservation and community development instead of commercial activities. The 

community became a cultural tourism destination along the Chanthaboon River in 2009. 

As a part of a community developing its tools, locally produced media productions benefit 

people in both community communication and tourism promotion. The dynamics of 

community media activities and the shift in media messages are then worth studying 

especially in terms of community transformation from an undeveloped community to a 

new, popular tourism destination in Thailand.   

 

Previous research 

Several media studies concerning communities and identities show that community media 

play an active role in identity formation within communities where community members 

have their own unique interests. For instance, Spurgeon and Burgess’s work (2015) 

suggests that community-based media help ordinary people who are marginalised in 

dominant media cultures to develop their own techniques for self-representation. Bailey’s 

study (2015) shows that in diasporic communities, community media not only contribute 

to maintenance of identity but also foster multicultural dialogues within and across 
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cultures and offer opportunities for participation in the wider public sphere. Anderson 

(2015) illustrates the ability of community media used by prisoners to foster connections 

to the wider communities by producing messages about prison life, which can enrich the 

public sphere and raise prisoners out of the realm of the ‘civil dead’. There are many 

studies on the role of community media in countries that have Indigenous roots such as 

Canada and Australia (Avison & Meadows 2000; Forde 2010; Hartley & McKee 2000). 

For example, a study of community media in Australia in 2009 shows that community 

media play an important role throughout the country. The number of community radio 

stations in Australia has already surpassed the number of commercial broadcasters 

(Meadows et al. 2009). Community media provide a first level of service, sometimes 

called the primary media service, to Indigenous communities, and act as a ‘cultural 

bridge’ between Indigenous and non-Indigenous people. Community media have played 

a significant role in Australia and Canada, and have successfully played a crucial role in 

the symbolic reclamation of space for an Indigenous public sphere (Avison & Meadows 

2000). 

There are also many studies focusing on community media in Asian countries 

including Thailand. However, most studies often concern media policies and broadcasting 

media including television and radio (Klaikao 2004; Magpanthong 2007; Ramasoota 

2013; Ubonrat 1992, 2005). Very little research relevant to these topics has been carried 

out in community-based media as a cultural production, and it rarely concerns 

community-based media in the context of places that have been transformed from 

relatively remote villages or towns into significant tourist destinations. Additionally, there 

is no research reporting from the Asian context which studies the media that has a 

community transformation role in terms of community tourism development in rural 

areas. 
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Central research question and purposes 

This thesis aims to explore the following broad research question:  

What role do community-based media play in the Riverside community in Thailand? 

The researcher seeks to explore the roles community-based media play in 

information distribution, identity reinforcement and identity promotion in the Riverside 

community in the Thai public sphere. 

The purposes of this thesis are: 

1. To explore the types and the roles of community-based media that operate in the 

Riverside community in Thailand, and how community residents respond to the 

media; 

2. To analyse community identity through community-based media operating in this 

community; and 

3. To investigate ways in which these might be further extended throughout the 

country, region and beyond. 

 

Theoretical considerations: the notion of the public sphere and the 

media 

 

This study uses the notion of the public sphere based on the work of Habermas (1989) 

and others (Calhoun 1992; Dahlgren 1991; Fraser 1993). The public sphere is used as a 

central theoretical framework for my study along with a broader notion of the concept of 

community (Calhoun 1998; Henry 2011; Hillery 1995; Kanchanapan 2001; Minkler & 

Wallerstein 2004), community identity (Guibernau 2013; Puddifoot 1995; Reicher 2010; 

West 2007), community media (Avison & Meadows 2000; Fuller 2007; Weerapong 2007; 
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Wellmanee 2008); and communication in Thailand and Southeast Asia (Chongkittavorn 

2014; Servaes et al. 2008; Ubonrat 2001, 2008) in particular.  

 

The concept of the public sphere  

The concept of the public sphere was originally elaborated in the book, The Structural 

Transformation of the Public Sphere, in 1962 by Jurgen Habermas, a German sociologist 

and philosopher in the tradition of critical theory and pragmatism.  Habermas’s theory of 

the bourgeois public sphere is part of Enlightenment liberal political philosophy which 

addresses question of what can make democracy work.  

The public sphere is an arena where individuals come together and freely have 

discussions that influence political action. As Habermas argues, capitalism requires a 

public space where information can be freely exchanged. Not only information about 

business but also culture and politics might be freely discussed (Habermas 1989). In 

evolving public sphere institutions such as salons and coffee houses, he argues that 

conversation takes place among equals whose private interests and inequalities are 

suspended. As a result, it allows for rational discussion and debate on questions of state 

action and policy. Habermas (1989, p. 49) asserts: 

By ‘the public sphere’ we mean first of all a realm of our social life in 

which something approaching public opinion can be formed. Access is 

guaranteed to all citizens. A portion of the public sphere comes into being 

in every conversation in which private individuals assemble to form a 

public body. They then behave neither like business or professional 

people transacting private affairs, nor like members of a constitutional 

order subject to the legal constraints of a state bureaucracy. Citizens 

behave as a public body when they confer in an unrestricted 

fashion―that is, with the guarantee of freedom of assembly and 
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association and the freedom to express and publish their opinions – about 

matters of general interest.   

 

With guaranteed access for all citizens in the public sphere, Habermas believes 

that these characteristics can enrich and advance a democratic state. The public sphere is 

expanded into four dimensions: equality of access to the arena of debate; diversity of 

opinions and topics relevant to a particular debate; reciprocity or the degree of interaction 

between people involved in a debate; and the quality or degree to which participants 

contribute information relevant to the topic. Fuchs (2013, p. 181) also lists Habermas’s 

four important dimensions of the public sphere as: 

1. Formation of public opinion. 

2. All citizens have access. 

3. Conference in unrestricted fashion (freedom of assembly, freedom of 

association, freedom to expression and publication of opinions) about 

matters of general interest. 

4. Debate over the general rules governing relations. 

 

In other words, the notion of the public sphere is a critical framework that helps 

many scholars to analyse whether nowadays society can reach its own expectations about 

public debate and engagement with key issues affecting society. It allows testing to see if 

the freedom of expression and public opinion are realised or limited by the distribution 

of the media resources, which Habermas identifies as the key embodiment of the modern 

public sphere. Moreover, this idea enables the same test for the values of association 

freedom and analysis of whether powerful actors dominate influence and visibility (Fuchs 

2013). 
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The failure of mass media as the public sphere  

Habermas sees such a communicative forum as a model for a public sphere that facilitates 

rational-critical debate amongst citizens, and then evaluates mass media as an 

environment which supports the idea of the public sphere. He states (1989, p. 319): “the 

public sphere comprises of communicative networks amplified by a cultural complex, a 

press, and, later, mass media; they make it possible for a public of art-enjoying private 

persons to participate in the reproduction of culture”. He describes media as being within 

the sphere of private individuals who come together as a public to engage in a debate over 

the state’s rules. Habermas points out that “the world fashioned by the mass media is a 

public sphere in appearance only. By the same token the integrity of the private sphere 

which they promise to their consumers is also an illusion” (1989, p. 171). Carpignano et 

al. (1993, p. 93) support this point by arguing that the relationship between mass media, 

politics and the public sphere is important: 

There is a common ground, a mutual acceptance of basic premises, 

shared by participating politicians, conservative ideologues, and leftist 

cultural critics. Its unquestionable truism is that the mass media today are 

the public sphere and that this is the reason for the degradation of public 

life if not its disappearance. 

 

The mass media act as the dominant institution of the public sphere. As Curran 

(1991, p. 29) notes, “the media are thus the principal institutions of the public sphere or, 

in the rhetoric of nineteenth-century liberalism, ‘the fourth estate of the realm’”. The 

media have been characterised principally through their perceived evolution from a fourth 

estate guarding the public interest into media that commodify news and are more 

interested in people as consumers than as citizens (Curran 1991). 
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The emergence of the mass media as the dominant element of the public sphere 

historically coincided with the development of mass based democracy in Western 

countries (Dahlgren 1991). By being the main channel and means of distribution of 

information, mass media work in providing a space between government and society 

where individuals can express their opinions and criticisms and exercise formal and 

informal control over the government through elections and public opinion. The gap 

between the public conditions of mass media production and the private condition of 

consumption has been bridged by mass media. Lang and Lang (1966, p. 468) extend this 

idea:  

The mass media force attention to certain issues. They build up public 

images of political figures. They are constantly presenting objects 

suggesting what individuals in the mass should think about, know about, 

have feelings about.  

 

However, there is an absence of subordinated groups in the broad text of mass 

media. The voices of subordinated people still struggle to be heard because of their limited 

access to mainstream media (Chomsky 2005; Stewart 2010). A similar situation exists for 

ethnic groups as this example from the United States suggests: 

The reach of the ‘national’ newspapers among ethnic adults is limited. 

Only about 5 percent of Hispanics read USA Today, the New York Times 

or the Wall Street Journal frequently. One-tenth of Asian and Arab 

Americans and one-seventh of African Americans reported reading one 

of the ‘national’ newspapers everyday or a few times a week. (New 

California Media 2005, p. 48)  

 

As a result, it can be assumed that the mass media, characterised as the public 

sphere, have failed to deal with subordinated people―those outside the dominant 
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cultures.  Nancy Fraser and others’ critiques and suggestions of the concept of multiple 

public spheres, which will be discussed in the following section, are more realistic to 

today’s complex media environment (Fraser 1993). Many alternative and community 

media are characterised as creating the various minor spheres in society which serve the 

needs of a vast array of citizens.  

The more a society is integrated and united around the fundamental 

values of the existing social order, the more likely it is to have just one 

public sphere. The more divided it is, the greater the likelihood of the 

various groups within it creating institutions of will- and opinion-

formation constituting  different public spheres, taking fundamental 

different stands on the legitimacy of the prevailing social order, and the 

desirability of its continued existence. (Jakubowicz 1991, p. 155) 

 

   

Rethinking the public sphere  

Habermas’s concept of the public sphere was ideal at the time and reached its peak in the 

early nineteenth century. The characteristics of Habermas’s concept have been criticised 

and debated (Calhoun 1992; Fraser 1993; Garnham 1992). Rapid social changes, social 

developments, literacy growth and industrialisation have decreased the importance of the 

public sphere, challenging its relevance over time. A clear distinction between public and 

private, identified by Habermas, no longer exists. Dahlgren (1991, p. 4) argues that there 

is:  

a blurring of the distinction between public and private in political and 

economic affairs, a rationalisation and shrinking of the private intimate 

sphere (family life) and the gradual shift from an (albeit limited) public 

of political and cultural debaters to a public of mass.          
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Furthermore, in the twenty-first century, there is no equality, reason is not the 

main and necessary basis for discussion and debate and all citizens cannot be guaranteed 

access to the public sphere anymore (Butsch 2009). As a result, the ideas of alternative 

and multiple public spheres have been introduced by many critics. One of the most 

influential criticisms of Habermas’s theory of the public sphere comes from Nancy Fraser, 

an American critical theorist. Her work, Rethinking the Public Sphere: A Contribution to 

the Critique of Actually Existing Democracy, was published after the publication of The 

Structural Transformation of the Public Sphere in English in 1989. 

From Fraser’s point of view, the concept of the public sphere is not adequate for 

the current forms of democracy that exist in late capitalist societies. She disagrees with 

the four dimensions proposed by Habermas and identifies inequalities that continually 

operate in democratic societies (Fraser 1993). Fraser (1993) and Calhoun (1992) also 

point out the absence of subordinate groups, including women and lower socioeconomic 

classes, in bourgeois public sphere institutions. The ‘absence of reference to the 

complexities and contradictions of meaning productions’ is used to describe Habermas’s 

idealisation of the bourgeois public sphere (Dahlgren 1991). Moreover, according to the 

notion that the common good should be promoted by rational debate in the public sphere, 

Fraser (1993) denies that there should be any restriction on topics debated and neither 

should there be a guarantee that the outcome of such debates will be for the public good. 

The study of Garnham (1992) also indicates that the usual structure of 

Habermasian public communication has been changed, and this change is characterised 

by: the reinforcement of the market and the progressive destruction of public service as 

the preferred mode for the allocation of cultural resources; the focus on the TV set as the 

locus for a privatized, domestic mode of consumption; the creation of a market divided 
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between the information-rich and information-poor, and the shift from largely national to 

largely international markets in the informational and cultural spheres (Garnham 1992).  

Fraser (1993, p. 126) proposes the idea of multiple public spheres, and that these 

spheres are not spaces of zero-degree culture, they: 

consist in culturally specific institutions, including, for example, various 

journals and various geographies of urban space.  These institutions may 

be understood as culturally specific rhetorical lenses that filter and alter 

the utterances they frame; they can accommodate some expressive 

models and not others.  

 

Fraser (1993) considers that the idea of a multiplicity of publics is much more 

preferable to the concept of a single public sphere with each sphere likely to overlap to 

some extent. She argues that individuals have moved away from the universalising ideal 

of a single public and participate in other spheres or overlapping public discourses. The 

move away from the ideal of a single public sphere is important in that it allows 

recognition of the public struggles and political innovations of marginalised groups 

outside traditional or state-sanctioned public spaces and mainstream discourses 

dominated by white bourgeois males (Squires 2002). A single public sphere does not 

provide a space for subordinated groups in which they can discuss their own ideas and 

assumptions about the world. Minority group members have repeatedly found it 

advantageous to constitute alternative publics, or subaltern counterpublics, in recognition 

of the impossibility of keeping societal inequalities out of the public sphere process. 

Fraser (1993, p. 66) asserts that “they (subordinated groups) would have no venues in 

which to undertake communicative processes that were not, as it were, under the 

supervision of dominant groups”. Multiple public spheres have the ability to intensify 
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their participation by creating alternative spaces in which people are able to speak in their 

own voices and to express their cultures and identities using their own idioms and styles. 

To address the large question of what multiple public spheres really are in the real 

world, the study by Couldry and Dreher (2007) characterises other different public 

spheres. This work is useful for illustrating the dynamics of community media, this time 

in the context of Sydney, Australia. A media development is greatly facilitated by the 

diversity of peoples and media flows. Their work examines the communicative spaces 

that offer alternatives to Australia's mainstream public sphere from three different strands 

of Sydney's community media. They are diasporic media (Assyrian Radio SBS), 

Indigenous media (Koori Radio) and discursive sites that operate in between ethnic and 

mainstream media (Forum for Australia's Islamic Relations). The question is raised at this 

point of what the Thai public sphere looks like. The following section is to introduce the 

Thai public sphere, which characterises Thailand and dominant groups of people and 

media influences. 

Multiple public spheres emerge because of different collective identities. The 

study by Meadows et al. (2007) on Indigenous public spheres supports this idea. It shows 

that Indigenous public spheres can be seen as providing opportunities for Indigenous 

people who are regularly subordinated and ignored by mainstream public sphere 

processes. Community media enable Indigenous people to deliberate together, to develop 

their own counter-discourses and to interpret their own identities and experiences. This 

highlights the importance of seeing the notion of identity formation as a dynamic process 

which is facilitated through community-based media.  
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To conclude this section, this research supports the idea of multiple public 

spheres where locals have the ability to intensify their participation by creating 

alternative spaces in which they are able to speak in their own voices and express their 

cultures and identities using their own idioms and styles (Fraser 1993).  

 

The Thai public sphere  

As discussed, the term ‘the public sphere’ is characterised as a space where people can 

share and gather information, have debates, and express their political interests and social 

needs with others (Habermas 1989), and the public sphere should be multiple to serve the 

specific needs of different groups of people (Fraser 1993). Many scholars describe 

multiple publics, mainly differentiated by group characteristics or group identities such 

as ethnicity, gender, sexuality, race, or nationality (Calhoun 1992; Dahlgren 1991).  

Taking a closer look at the public sphere, there are many sub-spheres that reside 

within. A study of Squires (2002) on the public sphere of African-Americans considers 

part of the global black public sphere, an area where people can engage in common 

discourses and negotiations of what it means to be Black and pursue Black interests. It 

cannot be evaluated as a single sphere. In fact, the Black public spheres are emergent 

collectives because there are various groups of black people in many parts of the world 

who have different backgrounds and interests. Squires (2002, p. 454) illustrates: 

Speaking of a single Black public sphere seems inappropriate. And, in 

fact, even though scholars in the collection The Black Public Sphere 

speak of “the” Black public sphere in the singular, their work does not 

presume a monolithic, global Black public. The diversity of their essays 

clearly illustrates how there are multiple emergent collectives of Black 

peoples in the diaspora, from Brazil to Brooklyn to Belgium, all forming 

public spheres. These emergent black collectives have generated social 
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movements, new forms of publicity, and other responses to the realities 

of Black life in a world structured by race, class, ethnic, colour, and 

gender hierarchies….  

 

The Thai public sphere could provide a similar ‘big picture’ of Thais. It is a space 

where Thai people can engage in discussions about issues and interests important to them, 

and also to bring those issues to the wider public sphere. There are multiple Thai public 

spheres without the geographical limitation. As exemplified, Thai people―in Sydney, in 

Bangkok or in the Riverside community, which is the case study of this thesis-all form 

their own spheres reflecting their specific needs and interests. The Thai public sphere can 

be overviewed through what is the media. Media are the main channel to create an official 

Thai identity by using the only national language, and the widespread broadcasting 

systems in the early stage of media reform in 1997 helped construct Thai identity in rural 

areas. 

In Thailand the creation of an “official” national cultural identity has 

been an explicit project of the Kingdom for at least the past ninety years, 

and the mass media have been central to that project, which includes the 

extension of a single public education system and mass literacy in spoken 

and written central Thai as the national language. This official version of 

national identity is promulgated throughout the free-to-air media, 

alongside methods such as compulsory public broadcasting systems 

installed in most small towns and many villages. (Hamilton 2002, p. 153) 

 

The conventional media outlets consist of newspapers, television stations and 

radio stations. There are twenty-one Thai language and two English newspapers 

nationwide in the newspaper sector. The television includes six terrestrial television 

stations, among them a new public broadcasting channel, the Thai Public Broadcasting 
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Service (TPBS), and one cable channel (UBC). There are about 300 radio stations across 

the country, despite numerous closures in recent years. 

Geographically, the Thai public can be divided into urban and rural groups. An 

in-depth analysis of this appears in the section Thai community in Chapter Two. Thai 

middle classes play the most important role in the Thai public sphere by moving the 

country forward (Ubonrat 2005). Although urban middle class people cannot represent 

the Thai public sphere as a whole because the majority of people reside in rural areas, 

they are taking a major role in mobilising public opinions and attitudes in the society. 

They often follow the examples of leading intellectuals provided in the Thai press 

(Sriyaranya 2000). Middle classes also have more influence over Thai politics, as Saxer 

(2014, p. 1) states: “the future of Thai democracy will depend on the political orientation 

of the middle classes”.  

The Constitution of 1997 which reflects the idea of political and media reforms 

was a starting point where the middle classes tried to exercise their power and influence 

as main actors in a more direct manner (Funatsu & Kagoya 2003). The 1997 Constitution 

is comprehensive in its approach to protecting freedom of the media, freedom of 

expression, and access to information. The fruitful outcome of the new constitution is 

community media communication such as community radio which has already challenged 

the dominant mass media. The emergence of many community media outlets throughout 

Thailand characterises the idea of multiple public spheres proposed by Fraser (1993). A 

community radio for Islamic people is an example. Thai-Islamic people are quite unique 

in their religion and language. As a result, they need their own communication tool to 

communicate within their group. There is a study of community radio’s role in 

establishing an alternative sphere in the context of Southern Thailand’s ongoing Malay 

Muslim insurgency (Helbardt 2005). It illustrates community radio as a medium for the 
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establishment of a local public sphere. The community radio is essential because it is to 

“enable Southern Thailand’s Malay Muslim minority to voice their concerns, assert their 

culture in the public sphere, and importantly, broadcast in the Malay language” (Helbardt 

2015, p. 58). 

In the modern Thai public sphere, the growth of civil society depends on the 

strength of community-based groups and the democratic forces of the middle classes and 

the media (Bunmi 1997; Wasi 1995). The Riverside community, the focus of this thesis, 

is led by a community-based group consisting of mostly middle class people who are 

educated community leaders, often university graduates. Their media activities are a 

major mechanism for community development. In the following chapters, the sections 

such as Thai community, Community development and participation in Thailand, The role 

of Thai community leaders and Participation in community media in Thailand provide an 

extensive analysis on people, community and media which reflect more on the idea of the 

Thai public sphere. 

 

Thesis structure 

This thesis is divided into eight chapters. Chapter One introduces the research idea, the 

purpose of this thesis, and previous research. This current introductory chapter has 

introduced the research question and identified the key points of difference in the work. I 

have outlined the public sphere theory (Habermas 1989)―the main theoretical 

framework that will frame these results, in this case study of the community media 

activities in a Thai riverside community. The structure of the study is included in this 

chapter. Chapter Two highlights the first important proposition of this thesis which is 

community and its sense of self. It offers a series of community concepts, as well as an 

analysis of media and community constructions, communities and the media’s geographic 
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territory, the Thai community, community development and participation in Thailand, 

and the role of Thai community leaders. This chapter also provides an analysis of 

community identity and how people psychologically bond as a community group, and 

last, the method that is able to identify community identity. The third chapter highlights 

the second essential thesis proposition, community-based media. It provides an analysis 

of community media in the public sphere, and highlights the roles of community media 

including cultural tourism promotion relevant to the case study. An examination of Thai 

media participation, traditional media, and new media including hyperlocal journalism, 

is also offered in this chapter. An overview of community media activities in Southeast 

Asian countries is provided in Chapter Four to place this case study in its broader political 

context. This chapter also offers an examination of media challenges, media freedom and 

new media uses in these countries. This provides a ‘big picture’ of community media in 

this region where all countries share some common issues and situations. Chapter Five 

outlines how this thesis is carried out. Research design and methods are explained in detail 

to outline data collection procedures, sample selection strategy, as well as trustworthiness 

of findings and limitations of the study. The main qualitative research design is a case 

study research. Door knocking survey is examined as an indispensable method of this 

research in using the responses of one hundred per cent of the community households. 

The sixth chapter provides the results from observations, field notes, a series of media 

questionnaires, and in-depth interviews with members of the Riverside community. It 

outlines the research outcomes of the Riverside community identity, community media 

activities and community residents’ responses to the media. It also presents key findings. 

Chapter Seven is a discussion of research results from Chapter Six placed in a framework 

provided by the theoretical background and critical reviews in Chapters Two, Three and 

Four. The analysis supports the argument that the Riverside community has become 

reinvigorated through its media activities, from an unknown and old community to a new 
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cultural tourism location in Thailand. The last chapter consists of conclusions and 

recommendations of the study. It aims to reaffirm the thesis statements based on 

reasoning and the gathered evidence. Implications of the study and directions and areas 

for future research are also provided in this final chapter. 

 

Summary 

Community identity and community-based media are linked. Arguably, community-

based media are avenues for culture and identity to be produced, reinvigorated, and 

transmitted to community residents. Importantly, this research reinforces the idea that 

community-based media have become a much more effective communication channel for 

local people than the dominant, mainstream mass media. It is also essential to study the 

media’s role in transforming an old community into a new cultural destination.  

This thesis contributes directly to the fields of community identity studies and 

media studies. It is unique not only in its utilisation of community-based media operated 

in a rural area in the Thai public sphere, but also in its incorporation of this perspective 

to community-based media in Southeast Asian countries in the broader context. 

Habermas’s (1989) public sphere is provided as an extensive body of key theoretical 

literature and frames the work. This literature review shows that community-based media 

as multiple public spheres (Fraser 1993) has become a vital focus in the field of media 

studies. Community media, as multiple public spheres, provide a more realistic concept 

in that they have the ability to intensify minority or subordinated peoples’ participation 

by creating alternative spaces in which people are able to speak in their own voices and 

to express their cultures and identities (Fraser 1993). Much of this literature is concerned 

with the important role of community media that represents subordinate communities, 

and where the residents have their own distinctive identity.  
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The Riverside community residents use their own media productions to strengthen 

identity and promote cultural tourism in the region. Gathering data from one hundred 

households in the community, the research results show progressive community media 

activity, community residents’ attitudes and participation, and the community-based 

media roles in constructing and promoting identity and culture. 
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CHAPTER TWO 

COMMUNITY AND IDENTITY 

 

Introduction 

Under the theoretical framework of the public sphere (Habermas 1989), the reflected idea 

of multiple public spheres where locals have the ability to intensify their participation by 

creating alternative spaces (Fraser 1993) is essential for this thesis. People form 

themselves as many different community groups that are unique, with their own idioms 

and styles. The ways that they recognise themselves as community members, and develop 

their communities as well as connect themselves to other people and the world outside by 

using their own communication tools, are critical. As a result, in this thesis, community 

development, and media participation and communication at the local level are addressed. 

The close relationship between development, participation and communication is 

appropriately conveyed by the UNESCO Director of Communication Division (1966 in 

Gubta 2000, p. 48): 

The struggle against poverty, education for all, the preservation of the 

environment, the fight against AIDS, the promotion of human rights and 

of a culture of peace, all these great and noble causes for which the 

international community is mobilising its human, intellectual and 

financial resources, will remain idle words if the people directly 

concerned in the rural area and in the suburbs of the megalopolis; do not 

themselves consider these causes as their own. Therefore, they should be 

given the means and the skills to participate in the communication 

process in order to voice their opinions and aspirations through their own 

media with which they can identify. There is no development without 

participation as there is no participation without communication. 

Development, participation and communication form part of continuum. 
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Chapters Two and Three highlight the importance of community development, 

people’s participation and communication through community-based media. These 

chapters literally fill the need for communication among people who live at the local level. 

They also investigate media being used by local people to show how they are using a 

range of communication technologies to preserve and strengthen local identities and 

cultures. 

This chapter provides the concept of community and identity. It is divided into 

two parts: community and identity. In the first part, a series of community concepts, media 

and community constructions, communities, and the media’s geographic territory, the 

Thai community, community development and participation in Thailand, and the role of 

Thai community leaders are examined and analysed. This is in order to provide a better 

understanding of communities, especially in the Thai context. Then, the second part offers 

an analysis of community identity and how people psychologically bond as a community 

group, and finally, the method of identity identification that is found useful for the case 

study of this thesis is provided. 

 

Community 

 

Concepts of community 

Community life can be understood as the life people live in dense, 

multiplex, relatively autonomous networks of social relationships. 

Community, thus, is not a place or simply a small-scale population 

aggregate, but a mode of relating, variable in extent (Calhoun 1998, p. 

381). 

 

Concepts of community in today’s academic discussions are wide and varied. “The term 

‘community’ is itself problematic, taking on many different meanings from place to place, 
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culture to culture, including ‘local’, ‘access’, ‘radical’, ‘alternative’, ‘rural’, or ‘non-

profit’” (Meadows et al. 2009, p. 1). Hillery (1955) examines ninety-four sociological 

definitions of the term ‘community’. He states, “of the 94 definitions, 69 are in accord 

that social interaction, area, and a common tie or ties are commonly found in community 

life” (Hillery 1995, p. 118). These ninety-four definitions have only one feature in 

common: they all deal with people. 

There are four elements of community introduced by Brown (2009). Firstly, a 

variety of geographic and transgeographic groupings is included in community, and 

sometimes involves a mixture of both types. Secondly, community only functions 

successfully when it provides social support through social networks. Thirdly, community 

generates collective social action, but is also formed as a result of such action. Finally, 

community definitions can be changed, even over a short time period. These could 

provide some basic understandings of community concepts. The keywords such as 

geographic, social action and people are usually found in the community definitions. 

There are more examples of definitions of the term ‘community’ which concern system, 

sociology and individual perspectives. 

From a system perspective, the term ‘community’ seems like a living creature, 

comprising different parts that represent specialised functions, activities, or interests, each 

operating within specific boundaries to meet community needs (Henry 2011). Examples 

of communities include Greek people in Brisbane, the gay community in London and 

many community health services. For the community to function well, each part has to 

effectively carry out its role in relation to the whole organism. As exemplified by 

Thompson and Kinne (2011), a healthy community has well-connected, interdependent 

sectors that share responsibility for recognising and resolving problems and enhancing its 

well-being.  



26 
 

At the same time, community is a broad topic within sociology, and the social 

sciences generally. Sociology as a special science is defined as: “the study of social 

aggregates and groups in their institutional organisation, of institutions and their 

organisation, and of the causes and consequences of changes in institutions and social 

organisation” (Reiss 1968, p. 1). Additionally, community can also be defined as a 

sociological construct according to Bartle (2007), where community is a set of 

interactions and behaviours that has meanings and expectations between the community 

members. The actions are based on shared expectations, meanings, beliefs and values 

between individuals. 

From the individual perspective, people have their own sense of community 

membership that is beyond the definitions of community applied by researchers and those 

in leadership positions. Minkler and Wallerstein (2004) assert that individuals may have 

a sense of belonging to more than one community, and their sense of membership is 

changeable over time and may affect their participation in community activities. 

Philosopher and psychologist William James (1890) suggests in his book, The 

Principles of Psychology, that it is necessary to consider two perspectives on identity: the 

‘I’, or how a person thinks about himself or herself, and the ‘me’, or how others see and 

think about that person. Occasionally, these two views agree and result in a shared sense 

of an identity; however, other times they do not. People should not make assumptions 

about identity based on appearance, language, or cultural origin; nor should they make 

assumptions about an individual’s perspective based on his or her identity (James 1890). 

Today, the multiple communities that might be relevant for any individual—including 

families, workplaces, and social, religious, and political associations—suggest that 

individuals are thinking about themselves in more complex ways than was the norm in 

the past. It can be seen that each definition of community is directly influenced by people 
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as the main characters. As a result, it is essential to know how many individuals fit the 

norms of community construction.  

 

Media and construction of communities 

In order to understand how people construct communities, I have turned to Benedict 

Anderson’s seminal theory of imagined communities, first published in 1983 in the book, 

Imagined Communities: Reflections on the Origin and Spread of Nationalism. It is an 

analysis of the processes by which nationalism arose in early modern Europe. Anderson’s 

notion of nationalism is not about any political movements or racial divides, but about 

patriotism. It is the concept that illustrates how people are imaged and form their own 

groups, and why the nation has the ability to demand such extraordinary sacrifices and 

commitments from its members (Calhoun 1993). Anderson (1991, p. 6) points out that 

nation is imaged because: 

...the members of even the smallest nation will never know most of their 

fellow-members, meet them, or even hear of them, yet in the minds of 

each lives the image of their communion.... The nation is imaged as 

limited because even the largest of them, encompassing perhaps a billion 

living human beings, has finite, if elastic, boundaries, beyond which lie 

other nations.... It is imaged as sovereign because the concept was born 

in an age in which Enlightenment and Revolution were destroying the 

legitimacy of the divinely-ordained, hierarchical dynastic realm.... 

Finally, it is imagined as a community, because, regardless of the actual 

inequality and exploitation that may prevail in each, the nation is always 

conceived as a deep, horizontal. 

 

Anderson (1983) argues that most communities are too large for all members to 

have face-to-face communication with each other. This may even be the case in a small 
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community such as the Riverside—the focus of my research—where individuals might 

tend to form separate groups within the broader village environment. Although face to 

face contact is far more likely in such an enclosed space, not all communication amongst 

these groups is confined to the geographical space of the village. Many who live away 

from their home village may still identify with local characteristics and must do so using 

various means of communication other than face-to-face. Anderson’s idea represents the 

emergence of a way of experiencing community which is based on indirect social 

relationships. Personal feelings of belonging to the nation—or a more localised unit—are 

specified, and powerful emotional bonds are roused in individuals through this 

‘imagining’ process.  

Three main arguments are developed to explain how people in the communities 

are bonded and how imagined communities work. They revolve around the notion of 

language, capitalism and print technology. Firstly, Anderson notes that the fundamentally 

cultural condition of nationalism is linguistics. Nationhood cannot arise without the long-

standing traditions of language commonality (Calhoun 1993). For example, people in the 

cross-regional, sharing Western countries are bonded by Latin roots. Then, imagined 

communities have been accelerated by capitalism. To clarify, capitalists created larger 

markets where there were not just a small number of elite people, Latin readers, but 

reached all local vernaculars. As a consequence, such people created the specific 

linguistic communities associated with eventual national identities. Lastly, the emergence 

of a new identifiable language created by print-capitalism arguably encouraged the image 

of national identities. 

Print-capitalism gave a new fixity to language, encouraging a stable 

orthography, grammar, and form in general. This encouraged the image 

of antiquity conductive to the notion of long-standing national identity 

by obscuring the extent to which languages gradually evolved and 

successive members of putative nations spoke mutually unintelligible 
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tongues, not least of all, print-capitalism standardised usage of certain 

administratively sanctioned languages, thus disadvantaging within each 

realm the speakers of other languages (Calhoun 1993, p. 233). 

 

From this perspective, Anderson points out that print-capitalism (as mass media) can 

make imagined communities more directly. Mass communication leads to homogenous 

societies in which geographic boundaries are relevant and connections to strangers can 

be conceived in the mind (Lewis 2008). Newspapers, more specifically, play an essential 

role in sustaining and creating imagined communities. Anderson (1991, p. 37) also says 

the readers of daily newspapers not only learn the same news but also learn “wholly new 

ideas of simultaneity”. Newspapers link time and space, as Gavrilos (2002, p. 428) shows 

that “the date at the top of the newspaper, the single most important emblem on it, 

provides the essential connection―the steady onward clocking of homogenous, empty 

time”. This can explain why the readers of the same newspapers are joined in the 

imagined communities. People can learn how to situate themselves in the same time and 

place as other people do in each activity. This encourages an individual to think that they 

live in parallel circumstances to other people whom they have never met. Beyond that, 

the newspaper can help develop comradeship among members despite inequalities and 

exploitation in the nation (Anderson 1983). This example illustrates that the 

communication media have the ability to unite people in the community or the nation by 

helping people to imagine that they are members of groups. This reinforces Frosh and 

Wolfsfeld’s argument that (2006, p. 105) “imagined community is a mental construct that 

is shaped in large part, but not exclusively, by mass media”. 

In demonstrating that each group has its own specific imagined communities, 

Anderson (1983, p. 15) also asserts that “(such) communities are to be distinguished... by 

the style in which they are imagined”. There was a study in 1997 evaluating how media 
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help people imagine specific communities in Britain. In the mid 1990s, the term ‘Britpop’ 

was given by the media as a way to describe the musical style and image of new British 

bands such as Oasis and Pulp. Britpop put British popular music back in the frame after 

pioneering by US neo-punk bands such as Pearl Jam and Nirvana. It rendered a British 

national identity more problematic. Britpop reinforced particular ideas about what it 

meant to be British. As Bennett (1997) shows, Britpop offers insight into the 

particularities of ‘Britishness’. For instance, the song named ‘Autumn Almanac’ by Ray 

Davies, combined a number of cultural images, icons and sensibilities of the British. 

 I like mi’ football on a Saturday, 

 Roast beef on Sunday – alright, 

 I go to Blackpool for mi’ holidays, 

 Sit in the open sunlight. (Autumn Almanac 1967) 

 

This study of connection between music and national identities illustrates that music as 

media has the ability to characterise the representations of each cultural identity and help 

people to culturally relocate themselves. 

Among the countless ways in which we “relocate” ourselves, music 

undoubtedly has a vital role to play. The music event, from collective 

dances to the act of putting a CD into a machine, evokes and organises 

collective memories and presents experiences of place with an intensity, 

power and simplicity unmatched by any other social activity. The “place” 

constructed through music involves nations of difference and social 

boundary (Strokes 1994, p. 4). 

 

Various studies build on the idea of imagined communities and mass media in 

relation to the broad idea of nationalism (Bennett 1997; Lewis 2008; Tsaliki 1995). Media 

have the ability to unite and harmonise people in a country or ‘imagined space’ by 
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delivering a sense of belonging. In my current study, I will specifically explore, on a 

smaller scale, the relevance of the idea of imagined communities in relation to community 

identity and media use—in this case, in the Riverside community. The reason for a need 

to explore this example more deeply is that nowadays many countries have become more 

multicultural, and I believe that, although each small community is influenced by national 

media, they also use their own locally produced media channels to maintain and preserve 

their unique cultures and identities. In this way, they create their own kinds of ‘imagined 

communities’ within the broader concept of the nation. In some ways, it resonates with 

the multiple public spheres idea proposed by Fraser (1993) which was previously 

discussed in Chapter One. 

Indigenous people in Australia, for example, with their unique and independent 

identities and cultures, are relatively underplayed by western mass media, which might 

only address the issues of white Australians (Zellen 1998). As a result, nationalism seems 

to be represented just for the majority of white people, while Aborigines have suffered 

and been frozen in time and tradition by dominant national cultures (Ginsberg 1993). 

Indifferent to the emergence of community-based media as multiple public 

spheres as proposed by Fraser (1993), many groups of Indigenous people create their own 

Aboriginal imaginaries in the Australian environment. Aboriginal media have 

significantly become the tools to connect many different groups of Aboriginal people 

around Australia.  

The need to develop a body of knowledge and critical perspective 

(having) to do with aesthetics and politics... on representation of 

Aboriginal people and concerns in art, film, television, or other media 

(Langton 1992, p. 6). 
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With the successful influence of Aboriginal media, the term ‘National Imaginaries’ was 

developed, which draws on an idea of Anderson’s imagined communities (Hamilton 

1990). Hamilton (1990, p. 17) states, “imaginary relations at the social, collective level 

can thus be seen as ourselves looking at ourselves while we think we are seeing others”. 

Hamilton (1990, p. 18) also points out that Aboriginal knowledge of art, music 

and films such as Crocodile Dundee play an important role in constructing Indigenous 

identities and bonding them together. Although this film was not made by an Aboriginal, 

it featured Aborigines. This can make Aboriginal culture “the settler presence in the 

country, and indeed... the presence of Australia as part of a world cultural scene”; 

furthermore, Aboriginal media currently characterise the representations of the Australian 

nation as an “internationalised image-environment”. Thus, it can be clearly seen that the 

‘imaginary’ constructed by community media is rendering visible Indigenous cultural 

realities to themselves and the broader society and nation.   

 

Communities and the media’s geographic territory 

The concept of community in classical sociology and community studies 

has been challenged by developments relating to postmodernism, 

globalisation, the Internet and ‘third-way’-style politics (Detanly 2003, 

p. 1). 

 

Some communities are immersed in geographically defined areas, but today individuals 

rely more and more on computer-mediated communications to access information, meet 

people, and make decisions that affect their lives. Today, according to Lee and Newby 

(1983, p. 57), there may be little interaction between neighbours. Rather it is the nature 

of the relationships between people and the social networks of which they are a part that 

is often seen as one of the more significant aspects of ‘community’.  



33 
 

In this way, communities do not have to be solid groups of densely populated 

neighbouring countries, but might exist as social networks of friends or cousins who do 

not even live in the same neighbourhoods. This is why the term ‘community’ has been 

problematic when related to media studies. The use of the term ‘community’ can no 

longer assume that the audiences necessarily reside in the same geographical territory, as 

exemplified in Kristy Hess’s study, Breaking Boundaries. She asks an editor of a small 

online Australian newspaper about the readers of his site in Australia. He answers, 

Who is our audience? It’s a difficult question really and we are still 

guessing. There are the usual suspects—the people who live here, but ... 

increasingly there are many more readers who don’t live here, but they 

either most certainly once lived here, they still know someone who lives 

here... or they want to come and live or work here (in Hess 2013). 

 

Instead of focusing on a geographic locality, nowadays scholars have focused more on 

how media serve community by engaging in participation, people’s opinions and media 

activities (Eckert 2000). 

Rather than notion defined by place, the term ‘community’ can be interpreted as 

social systems and relations, which involves the sense of sharing of the same interests 

among people. Information and communication technologies have created new 

expressions of community. Social groups or groups with a common interest that interact 

in an organised fashion on the internet are considered as ‘virtual communities’.  

Technologically mediated communities―cyber-community or virtual 

community―are bringing new kinds of social groups, which are 

polymorphous, highly personalised and often expressive, but they can 

also take more traditional forms, reconstituting families and rural areas 

and even political movements (Detanly 2003, p. 168). 
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In other words, communication technologies enhance and deliver many forms of 

belongings including families and other forms such as political movements. It is a kind 

of communication community which has made belonging more communicative. People 

are connected by social networks on the internet rather than being restricted in local 

communal groups.  

Virtual communities are different from real-life communities in terms of 

relationships. Online relationships seem to be based on shared interests rather than shared 

social characteristics. Wellman and Gulia (1999) support this idea by pointing out that, 

on the internet, people have a greater tendency to express their feeling of closeness on the 

basis of shared interests, while in real-life they share various social characteristics such 

as socio-economic status and gender.  

Although the internet is a method to enhance communication among people, it 

does not necessarily mean it can create new forms of community. As Detanly (2003, p. 

185) points out, “information and communication technologies empower community 

networks where these already exist but do not, for the most part, create new kinds of 

community”. I suggest that internet and online communities are just one of the 

communication tools which people create to serve their needs. The internet does not 

create communities, but people in the communities shape media to their own purpose 

which will be discussed and analysed at a deeper level in the New media section in 

Chapter Three. 

 

 

Thai community 

The above research suggests that the concept of community is complex. Difference in 

terms of community may be defined by a particular culture or the social interaction of 
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people in each area. As a result, Thai communities should be defined within a Thai context 

including social interactions and the variety of Thai cultures in each part of the country. 

The word ‘community’ is known as Chumchon in the Thai language. The Thai 

community can be roughly classified into two groups. The first is an urban community 

area. There is a high population density of over 10,000 people in the urban community 

which is also a centre of technology and transportation. The main government offices are 

located within this area. People who live in this area seem to separate themselves from 

other people. It is exemplified by some communities in the centre of Bangkok, the Thai 

capital city. The second type of community area is rural where there is less population 

density. People in the rural area use their land and resources for making a living. Rural 

community members usually know their neighbours. Examples of this type of community 

are a small farming community located in a meander of the Kwai River in Kanchanaburi, 

a city of Western Thailand, and the Riverside community in Chanthaburi, my research 

case study, which has approximately one hundred community members. 

Kanchanapan (2001), a Thai anthropologist, classifies the heuristic devices for 

Thai community studies into four types: normative, historical, empirical and discourse 

study. Rural villages, urban cities and temples (wat in the Thai language) play a 

significant role in Thai community development. Population settlements were 

transformed into three types in the seventh century: ban (village), muang (town) and 

nakhon (city). Ban was a ritual centre, muang was a small centre while nakhon was a 

regional centre. Ban or village was the smallest unit. Wat or temple was an educational 

and social centre for the village community (Kanchanapan 2001). The relationship 

between the centre of the state and other rural community areas was not tight. The central 

state was illustrated as a loose social structure and the members were more concerned 

about themselves. Rural people were negatively portrayed as poor and uneducated which 

the state administration absorbed this way of thinking (Chiengthong 2000). At that time, 
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the term ‘community’ was consequently a group of people who lived in a geographically 

remote area and needed help and support from the state.  

Derived from Western ideas, the meaning of ‘community’ was closest to ban or 

village which was the smallest unit in the Thai administration. ‘Community’ was used in 

Thai society initiated by the state government in terms of village development. Beyond 

that, it led to the establishment of the Community Development Department in 1962. 

However, local administration was a tool of the government and weakened the 

competence of community development. This led to an alternative approach in 

community development which became the predominant ideology of most NGO groups 

after the early 1980s (Klaikao 2004).  

The alternative approach to understand Thai communities is to focus on the 

traditions and goals of people instead of the location and size of the community. 

Historically, the rural economy depended on rice cultivation. The people had a tight 

relationship to each other for the sake of labour and farming equipment. They offered 

their neighbours free labour in order to help in cultivating the rice and waited for their 

turn. It can be argued that a strong community was constructed through traditional values, 

mutual aid and folk wisdom. The village community had its own economy and culture 

which was independent from the state government (Kanchanapan 2001). In other words, 

an identity of each local community was based on its natural resources management, local 

knowledge and way of life. This is why a famous social commentator in Thailand, Wasi 

(2001), asserts that the community was a collective group of people who had similar 

goals, and lived either in the same or different areas, and people acknowledgement 

process was a heart of sustainable development.  
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Community development and participation in Thailand 

Thailand was a country with an absolute monarchy for over seven centuries until 1932 

(Wesarach et al. 1988). There was a belief that a top-down approach could bring unity to 

the society. The king and his representatives looked after all the citizens. The central state 

policy directed communities via a power distribution system and resource allocation. 

However, the 1932 revolution moved Thailand towards democracy via a constitutional 

monarchy. Under the influence of a Western style of economics and politics, it was a hard 

time for local people to adapt to modernity. As a result, during the early stage of 

democratisation, community development still relied on the authorities. People were 

passive by being provided basic infrastructure and other public services, and never 

exercised their power within the government (Wesarach et al. 1988). Until the 1970s, the 

government and NGOs began to recognise the resources of the community. It was the 

first appearance of a bottom-up approach. “The approach is that local people know to a 

far greater degree of sophistication than does the government what problems they face, 

and how best to solve them” (Rigg 1991, p. 199). For instance, the Fifth National 

Economic and Social Development Plans between 1982 and 1986 discussed concepts 

such as participation, decentralisation and self-reliance.  

It stresses “poverty alleviation” for people in backward rural areas to 

enable them to help themselves and participate more actively in the 

production process and future national development activities. 

… development responsibilities will be further decentralised to 

provincial areas and local authorities in order to give them greater 

participation and promote more self-help development activities in rural 

development (NESDB n.d., p. 3). 
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Local people were asked to speak out about their problems. The communities were 

provided more financial support and resources because of this reshaped policy 

(Nuttavuthisit et al. 2015). Then, Thailand’s development planning took a significant step 

forward in the 1990s. The Constitution in 1997 played the most important role in 

encouraging local people to promote self-reliance and decision-making through their own 

community-based media. It was comprehensive in its approach to protecting the freedom 

of the media and individual expression, and access to information (Ubonrat 2005). 

However, a question has risen about whether the community development plan is 

proceeding in the right direction. Mismanagement of allocated power and corruption 

within the local administration are obstacles to community development. Arguably, one 

of the top five professions that has the potential to engage in corruption is local 

administration (Matichon 25 April 2002: online). 

There are other difficulties for Thai community development arising from the 

community people themselves. For instance, they often lack confidence and self-esteem. 

Self-esteem cultivation is needed because it is a central method for accelerating 

community development in Thailand. Eversole (2012) states that the community 

members should become participants in their own rights in the development process, and 

the community leader has a role in stimulating interest in participation. Thai community 

people still have low self-esteem when taking part in community development. 

Nuttavuthisit et al. (2015) show that there are many passive community members who do 

not need to take part in any community projects, and do not think that they should 

contribute to any community task and problem:  

The attitude may stem from the deeply rooted hierarchical structure in 

Thailand, embedding a belief of deference to superiors and constrained 

capabilities. Significantly, “we are only small people. We cannot do 

anything much” is a typical comment made by local people 

(Nuttavuthisit et al. 2015, p. 63)  
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Participation at the community level in Thai communities is difficult to achieve 

because community members have a low incentive to participate in community 

development. At the same time, cooperation at the national and international levels is not 

easily achieved. The reason is not because of the limited networks available but the norm 

of conflict avoidance which leads to a confused relationship and an imbalance of power 

among community members and other stakeholders. The norm of conflict avoidance or 

kreng-jai (in Thai) means that Thai people avoid commenting and expressing 

disagreement (Nuttavuthisit et al. 2015). Individuals feel afraid if they make other people 

feel uncomfortable and lose face. For this reason, a Thai community can be defined as a 

“loosely integrated societal structure” (Embree 2007, p. 187). 

Stimulating local participation, together with challenging local, cultural norms 

and contexts, are the tasks that governments and NGOs have faced in the community 

development process in Thailand. However, it is believed that community leaders are the 

best people to eliminate these barriers because they know their community members and 

understand the norms and cultural context of each community. 

  

The role of Thai community leaders 

Community leaders are people who “take responsibility for the well-being and 

improvement of their communities” (Axner n.d., p. 1). The most important qualification 

for a community leader is the capacity for leadership. Northouse (2007) defines 

‘leadership’ as a process whereby an individual influences a group of other individuals to 

achieve a common goal. Community leaders are people who make public discussion 

happen. Stamm et al. (1997, p. 106) suggests that a key role of people discussion is “the 

primary mechanism for community integration”. 
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Community leaders are people who lead the community members to reach their 

expectations and goals. Community leaders have an essential role in community 

development in Thailand. Historically, in every Thai community, there were three 

important people in making community decisions: the phuyaibaan or gamnan (headman), 

the abbot (monk), and the teacher. These leaders had the ability to encourage people to 

fight for their rights with the government and landlords. However, their role changed as 

time passed. For instance, the role of the monk in teaching community people declined 

because of the establishment of schools, the government’s educational policies, and the 

increasing role of broadcast media (Pongpaichit 1995).  

There are some differences in the roles of community leaders in different locations 

and environments. For example, community leaders in some communities in Northern 

Thailand usually solve problems by using the concept of self-sufficiency and self-reliance 

while most community leaders in the central region rely on Bangkok’s administrative 

system and do not have the usual characteristics associated with civic society leaders. 

Businessmen, foreign traders and state officers play the role of community leaders in 

these urban areas (Klaikao 2004). 

Community leaders also have more roles in the community communication 

process. They act as personal media who can reach out to community members by 

bringing new information from outside to the community members. This method is 

effective in persuading community members to respond favourably to the purposes of the 

communication. Rogers and Svenning (1969) assert that these personal media are more 

essential than the external media if the community members are in the decision-making 

process. Kaewthep (2008) provides an outline of the communication roles of community 

leaders within the community processes in a Thai context:  
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1. be open to external communication with the community;  

2. be able to transform the messages in accordance with the levels of 

knowledge of community members;  

3. be able to strengthen networks within the community;  

4. be a catalyst for engaging individuals in decision-making and action;  

5. be able to create a sense of community;  

6. be able to develop transparency in the community;  

7. be able to arrange a forum to exchange information within the community;  

8. be able to enhance people’s ability to become involved in their community 

and work together;  

9. be able to manage conflicts in the community;  

10. be able to listen to opinions and needs of community members, and  

11. be a representative for community members. 

 

In the next section, community identity will be evaluated and analysed in order to 

identify the uniqueness of the Riverside community. Then, it will be followed by an 

extensive analysis of community-based media in the next chapter. Community-based 

media involve an inclusion of information distribution channels which community 

members use to strengthen, preserve and promote their culture and identity. 

 

Identity 

 

Arguably people in many parts of the world nowadays live in an age of individualism; as 

a result, they are less collectivist. However, the need to belong to a group or community 

is still a pervasive and enduring feature of today’s social life (Guibernau 2013). People 

still need to feel a sense of belonging in order to find meaning in their lives. The power 

of belonging in each group stems from the possibility to generate an emotional attachment 

capable of fostering a shared identity, solidarity and loyalty among community members. 

The strong emotional sense of belonging acts as a trigger for community development 
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and mobilisation. In this research, community identity is the focus in order to explore how 

the Riverside community creates its identity or ‘sense of self’. The sense of self is a 

continually shifting phenomenon, a vehicle in and through which people negotiate the 

world (West 2007). The ‘sense of self’ recognises that the community is valuable because 

it is unique, and there is no one else exactly the same as it in this world. It is argued that 

community identity can provide a significant locus of sentiment and meaning for 

individuals and groups in a rural area, which answers the question of how community 

regards itself, and what way it presents itself to the external environment. Although the 

notion of community identity is not easily defined, this thesis explores a range of 

definitions in order to understand and analyse its core concept. 

 

Community identity 

According to Brown (2009), community is directly influenced by people as the main 

characters, and people in the community have a collective social action. It is essential to 

analyse the way that individuals define themselves as a part of each social group. Social 

identity takes an important role in helping community members to define who they are as 

a function of their similarities to and differences from others, to provide a basis for shared 

social action, and to produce collective historical and contemporary data (Reicher 2010). 

Community then becomes a form of identity which is a mental construct rather than a 

physical one. People psychologically develop a real sense of ‘we’ and ‘ours’ rather than 

‘theirs’ in the community. 

‘Identity’ becomes a keyword. The term ‘identity’ is a current topic of research 

within the humanities, and questions regarding identity are usually ‘Who am I?’ or ‘Who 

are we?’. The meaning of ‘identity’ is not well captured by dictionaries because they 

usually reflect an older sense of the word (Puddifoot 1995). Identity is an interpretation 
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of the self which helps individuals establish what and where they are in both social and 

psychological terms. Such an interpretation is essential for all identities in order to emerge 

within a system of social relations and representations (Guibernau 2013). There are 

several methods to interpret ‘identity’. For example, Melucci (1989, p. 88) links identity 

to action by stating, “we might define identity as the reflexive capacity for producing 

consciousness of action”. He also points out that individuals or actors have a sense of 

temporal continuity, a perception of belonging and a capacity for self-reflection in order 

to reaffirm their self-identity and differentiation from others. In another example of 

identity interpretation, Puddifoot (1995) interprets ‘identity’ by categorising it into two 

linked senses which are ‘social’ and ‘personal’. He illustrates that ‘identity’ as a social 

category is a set of persons marked by a label and distinguished by rules for deciding 

membership and characteristic features or attributes. In another sense, personal identity 

is a distinguishing characteristic through which a person takes a special pride or views as 

socially consequential but more-or-less unchangeable.  

In a community environment, people’s understanding of their own and others’ 

cultural identity is developed from birth and is shaped by the attitudes and values in their 

community and the surroundings. ‘Identity’ can be defined as a form of competence for 

community members. Similarity and difference are the dynamic principles of 

identification. According to Wenger (2004, p. 153): 

An identity in this sense is relating to the world as a particular mix of 

familiar and the foreign, the obvious and the mysterious, the transparent 

and the opaque. We experience and manifest ourselves by what we 

recognise and what we don’t, what we grasp immediately and what we 

can’t interpret, what we can appropriate and what alienates us, what we 

can press into service and what we can’t use, what we can negotiate and 

what remains out of reach. In practice, we know who we are by what is 
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familiar, understandable, usable, negotiable; we know who we are not by 

what is foreign, opaque, unwieldy, unproductive.  

 

Guibernau (2013, p. 17) supports this point of view by stating, “the defining 

criteria are continuing over time and differentiation from others. Individuals perceive 

continuity through a set of experiences that spread out across time and are united by a 

common meaning”. Individuals use their own experiences and present them as a life story. 

In this way, Guibernau (2013) argues that individuals introduce some variations when 

narrating their story to themselves. They aim to enhance coincidence or opposition when 

they present their story to the other. 

There is also a question of what key element has the ability to help each individual 

categorise himself/herself in the community group. The answer for Wenger (2014) is 

imagination. Imagination can create a kind of community. Because imagination concerns 

the assumption of relatedness, it has the ability to create relations of identity anywhere 

throughout history without a restricted number. As Wenger (2004, p. 181) illustrates,  

Two readers of a given newspaper who happened to be travelling on the 

same train would be able to image a common history of reading the same 

kinds of articles. They might even assume that they are each the kind of 

person who typically reads that kind of publication, or that they have 

stores of characteristics and experiences in common. They could be 

wrong of course, but the point is that their mutual link to a common 

readership creates a kind of community to which they see themselves as 

belonging. 

 

Imagination helps individuals create a sense of belonging to form a group. 

Individuals share something in common to create a community, and belonging to such a 

community can contribute to the identities of those involved. Anderson’s (1983) theory 
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of imagined communities supports this point of view. He argues that people construct 

community by using a psychological sense of belonging, and this sense is transmitted to 

each person by the media. Self-identity can be expanded through space and time by 

imagination.  

Community identity is a collective identity which is a person’s sense of belonging 

to a group. It highlights similarities which are shared by the group members. Guibernau 

(2013, p. 35) explains the transition from ‘I’ to ‘we’ in that “it emphasises the dimension 

of certain forms of collective identity associated with a sentiment of belonging”. 

Collective identity lies within the individual. It is an individual’s cognitive, moral and 

emotional connection with a broader community, category, practice, or institution 

(Polletta & Jasper 2001, p. 285). This can provide a basic understanding of how a group 

of individuals becomes a collective entity. In other words, community consists of a group 

of people who share the same collective identity and think of themselves as having a 

common interest and a common fate.  

Community identity is believed to be a socially constructed phenomenon. As 

Gotham (1999, p. 334) states, “central to this constructionist approach is the idea that 

collective identity is mutable, contingent, a product of social ascriptions, and a reflexive 

process involving internal and external forces and actors”. It is also a way to express ideas 

about a particular social phenomenon, and to understand the nature of community by 

particular individuals at a particular point in time (Puddifoot 1995). The rooting of social 

practice in common space is essential to understand the dynamics of community identity 

which can be separated from other types of group identity because of its sense of location. 

It is possible for a sense of community identity to arise because of the phenomenological 

experience of living together. Community residents are the most important actors who 

share common habits as well as phenomenological experience. 
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Finding a practical and operational measurement and identifier of community 

identity is vital for its understanding. Puddifoot (1995) introduces six broad elements to 

analyse community identity which are locus, distinctiveness, identification, orientation, 

evaluation of quality of community life, and evaluation of community functioning. A sense 

of community identity lies at the intersection between identification with place and 

identification with the community’s cultural dimensions. From Puddifoot’s (1995) point 

of view, locus indicates the perception by residents of the boundaries of the community. 

Distinctiveness is a community’s measurement whereby the community is perceived to 

be separate from other communities. Identification is the individual’s perception of their 

own affiliation within the community as well as belonging and emotional connectedness 

to the geographic area. The fourth element, orientation, refers to the people’s expression 

of identification to the community such as investment, emotional safety and personal 

involvement. Evaluation of the quality of community life can be defined by friendliness 

and community spirit while evaluation of community functioning can be exemplified by 

opportunities and services in commerce and health. Community identity, in this sense, 

can be something that is continually reproduced through practice and social discourse. 

Born and Sepler (2005, p. 2) define the term ‘community identity’ in a deeper 

and specific level. They suggest that community identity can be reflected through four 

elements which are a neighbourhood’s unique history, natural features, culture(s) and 

sources of community pride. 

The unique history of the community helps community to identify itself. 

Community residents’ understanding of their own and others’ cultural identity is 

developed from birth through the shared history of their origins. People are shaped by the 

attitudes and values in their community and the surroundings. Neighbourhood can be 

visually identified by businesses, banners, and other elements that use the community in 
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their name. It helps the external environments or other communities to know where they 

are, which creates a better sense of identity for the residents (Born & Sepler 2005).  

Natural features include significant land or water features which are not man-

made such as mountains, plateaus, rivers, lakes, islands, waterfalls, monoliths, 

escarpments and ravines. Natural features influence people who live within the 

geographic areas based on their activities, lifestyles and cultures. Areas where community 

development and the natural setting are one of the leading contributors to people’s 

collective lifestyle provide a backdrop for living in harmony with nature, recreational 

opportunities and a variety of economic activities (City of Westminster Comprehensive 

Plan 2009). 

The culture created by a local community is rooted in the experiences, customs 

and beliefs of ordinary people. It is authentic rather than manufactured, as it is actively 

created by ordinary people themselves (Browne 2008). Collier and Thomas (1988) 

describe the phenomena through which people consciously identify themselves with the 

group as a cultural signifier because they have a shared system of symbols and meanings 

as well as norms for conduct. Cultural identity can be identified through community 

activities such as festivals. “Festivals are pivotal dates on the annual calendars of towns 

and villages: they bring together scattered farm folk, young and old and disparate 

subcultures: they blend attitudes, enlarge social networks and encourage improvements 

in social cohesion” (Gibson & Stewart 2009, p. 5). Born and Sepler (2005) state that 

culture and arts are important, mutual elements for creating neighbourhood identity. Arts, 

which are a part of community life, are also important elements in creating community 

identity. Arguably, each creative project aims at enriching a sense of community identity. 

The arts have the ability to facilitate social cohesion, to bring tourism to unlikely places, 

to foster a sense of belonging and to preserve collective memory (Creative City Network 
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of Canada 2005). Beyond that, the arts and culture can create a unique city vision which 

helps in marketing the community internationally and nationally and appealing directly 

to local community members (Azmier 2002). 

There is a need for community members to take pride in their community from 

such gestures as maintaining the appearance of their homes to being respectful towards 

their neighbours (City of Westminster Comprehensive Plan 2009). The sources of 

community pride can be the arts, festivals, folk songs, a memorial garden, and the local 

school and soccer team, which can promote cooperation, reduce social isolation, 

contribute to a shared sense of community identity, and provide a sense of pride in their 

culture. 

 

Summary 

Community identity, development, and people’s participation and communication 

through community-based media are important concerns in this thesis. The first half of 

this chapter is related to community concepts, Thai community and community 

development. Concepts of community are controversial. Each definition of community is 

directly influenced by people as the main characters. Community can be formed by 

imagination or feelings of belonging. Anderson’s idea (1983) argues for the emergence 

of a way of experiencing community that is based on indirect social relationships. 

Personal feelings of belonging are specified, and powerful emotional bonds are roused in 

individuals through this ‘imagining’ process. Arguably, this imagining process is 

constructed by the media. Communication media have the ability to unite people in the 

community or the nation by helping people to imagine that they are the members of 

groups (Bennett 1997; Hamilton 1990; Lewis 2008; Tsaliki 1995). The term community 

is even more problematic when related to today’s media studies. It can no longer be 
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assumed that the audiences necessarily reside in the same geographical territory (Hess 

2013). People are connected by social networks on the internet rather than being restricted 

to local communal groups. Then, as Eckert (2000) asserts, instead of focusing on a 

geographic locality, scholars focus more on how media serve community by engaging 

participation, points of view and media activities. 

The word ‘community’ is known as ‘chumchon’ in the Thai language. The Thai 

community can be roughly classified into two groups. The case study of this thesis is one 

of chumchon located in a rural area where community members usually know their 

neighbours. ‘Community’ was used in Thai society initiated by the state government in 

terms to describe village development. Wasi (2001) defines the Thai community as a 

collective group who have similar goals and live either in the same or different areas, and 

furthermore, that people’s acknowledgement process is at the heart of sustainable 

development. During the early stage of democratisation, community development still 

relied on the authorities, and people were indeterminate into accepting basic infrastructure 

and other public services. In the 1970s, a bottom-up approach was introduced, and local 

people were requested to speak out about their problems. Many Thai communities were 

provided with more financial support and resources because of this reshaped policy 

(Nuttavuthisit et al. 2015). However, stimulating local participation, together with 

challenging local, cultural norms and contexts are the difficulties that governments and 

NGOs face in the community development process. Thai communities have low self-

esteem when taking part in community development. The norm of conflict avoidance, 

which means that Thai people avoid commenting and expressing disagreement, is also a 

problem (Nuttavuthisit et al. 2015). As a consequence, participation in Thai communities 

is usually low since community members have low incentive to participate in community 

development. 
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Community leaders are arguably the best people to eliminate these barriers in Thai 

community development because they know their community members and understand 

the norms and cultural context of each community. They also have more roles in local 

communication processes. They act as personal media who can reach out to community 

members by bringing new information from outside to the community members. This is 

effective in persuading community members to respond favourably to community 

development (Kaewthep 2008; Rogers & Svenning 1969). 

The second half of this chapter concerns another key word, ‘identity’. Identity, or 

a sense of belonging, is needed by community people in order to find meaning in their 

lives and to engage the capacity of their emotions, and also the strong, emotional sense 

of belonging acts as a trigger for community development and mobilisation (Guibernau 

2013; West 2007). Identity has an important role in helping community members to 

define who they are as a function of their similarities to and differences from others, to 

provide a basis for shared social action, and to produce collective historical and 

contemporary data (Reicher 2010). As a result, similarity and difference are the dynamic 

principles of identification. In other words, community identity is a collective identity, 

which is a person’s sense of belonging to a group. It highlights similarities that are shared 

by the group members. In finding the Riverside community identity, this thesis applies 

community identity identification by Born and Sepler (2005). They state that community 

identity can be reflected through four elements: a neighbourhood’s unique history, natural 

features, culture(s) and sources of community pride. This guideline will be used to analyse 

the Riverside community’s sense of self in Chapter Six.  
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CHAPTER THREE 

COMMUNITY-BASED MEDIA 

The phrase “community media” encompasses a range of community-based activities intended to 

supplement, challenge, or change the operating principles, structures, financing, and cultural 

forms and practices associated with dominant media. … community media assumes many forms, 

and takes on different meanings, depending on the “felt need” of the community... (Howley 2009, 

p. 2). 

 

Introduction 

As mentioned, Chapter Two and Three aim to highlight the importance of community 

development, people’s participation and communication through community-based 

media. This chapter reviews previous research on community-based media as multiple 

public spheres. Suggestions to reconceptualise Habermas’s notion of the public sphere 

are found in many studies of community and Indigenous media in Australia and Canada 

and the South Pacific (Avison & Meadows 2000; Forde 1997). They state that rather than 

adopting the ideal single public sphere, parallel and overlapping public spheres―spaces 

where people with similar cultural backgrounds engage in the same interests and 

activities―should be emphasised. The activity called “across lines of cultural diversity” 

(Fraser 1993, p. 13) emerges when people articulate their own discursive styles and 

formulate their positions on issues which are later exposed from their preferred minor 

spheres to a wider public sphere. As a result, Meadows et al. (2007, p. 68) point out, “what 

we might term, a ‘community public sphere’ can be seen as a discrete formation or space 

that develops in a unique context and as a product of contestation with the main public 

sphere”.  

Community-based media clearly are already deeply implicated in representing the 

multiple public spheres. They facilitate various community public spheres which might 
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be defined as a process of cultural empowerment. They are thus a resource for building 

multiple and complex media and cultural literacies through participation on a localised 

and personalised scale (Meadows et al. 2007).  

The chapter starts with definitions of community media followed by community-

based media characteristics and their roles, especially the roles the media plays in 

community tourism development. Then, participation in community media in Thailand is 

analysed to provide a big picture of people’s participation at the invitation of local media 

outlets in Thailand. Community-based media discourse, including both traditional and 

new media, is discussed next. In the new media section, an analysis of social media, 

citizen journalism and the hyperlocal, a buzz word of online community media, is offered.  

 

Community media definitions 

Community media should be viewed as an element of community communication 

systems. I argue that community-based media can be defined as a community service 

which responds to the communication needs of individuals and community institutions. 

There are various definitions of community media. I provide three components of the 

term ‘community media’ concerning locality, participation and mainstream (Berrigan 

1979; Fuller 2007; Rennie 2006). The pivotal characteristics of community media will be 

illustrated in the next section to help give a clearer understanding of the nature of 

community media. 

The first definition of community media is from Berrigan (1979, p. 8). He defines 

community media as:  

…an adaptation of media for use by the community, for whatever 

purposes the community decides. They are media to which members of 

the community have access, for information, education, [and] 
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entertainment, when they want to access. They are media in which the 

community participates, as planners, producers, performers. 

 

Secondly, according to Rennie (2006, p. 22), community media is defined as 

“media that allows for access and participation”. Another interesting definition is 

provided by Fuller (2007, p. 224). She states that community media are the media to 

which members have access for information, education, and entertainment, when they 

want to access, and the community participates as planners, producers and performers. 

She also further describes community media as an alternative to mainstream media, 

supplementing them on both organisational and content levels. 

There is also an interesting framework of community media done by Carpentier 

et al. (2003). They define the processes of community media and categorise them into 

four important approaches: serving community; alternative to mainstream media; linking 

community media to civil society; and community media as rhizome.  

From the definitions above, it can be assumed that community media play an 

important role in shaping community. The community members are the key factors in 

nominating the function of community media. There is a dynamic relationship between 

community media and community members.  

 

Characteristics of community-based media 

The word ‘community’ is essential to stress that it implies activity and organisations 

which are under the direct control of their own members, most of whom contribute effort 

without payment, and are not controlled by any authorities or official centralised agencies. 

Community media owned by community members can effectively characterise each 

particular community without the controls of any public agencies or the government.   
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There are four essential characteristics of community-based media provided in 

this section―localism, storytelling, empowerment and diverse participation. Community 

media are created primarily with and by people of a specific geographic place. Johnson 

and Menichelli (2007) assert that community media help define the places where people 

live and how they relate to one another, and also reflect local values and cultures. 

Localism is a community media strength, as shown in the report, Community Media 

Matters: An Audience Study of the Australian Community Broadcasting Sector (2007). 

The report shows that the local audiences are passionate in their responses towards 

community radio and TV stations. “People talked about their stations as if they were part 

of a big family, as accessible and approachable, offering places where communities can 

connect and providing accurate representations of Australian social and cultural 

diversity” (Coonan 2007, p. 1). Community broadcasting in Asian countries such as 

Thailand is also responsible to local needs. To illustrate this point, there is an observation 

of community radio content in Chiang Mai, a province in the North of Thailand. It shows 

that the most popular content is relevant to local news and music, which is followed by 

the content about local wisdom. When compared by Thai regions, community radio 

broadcasting in the West, the Central Plains and the South usually broadcast local news, 

while radio in Northeastern Thailand preferably focuses on local wisdom (Wellmanee 

2008). 

Storytelling is another characteristic. As Hamilton and Weiss (2005, p. 1) state: 

Storytelling is the oldest form of education. People around the world 

have always told tales as a way passing down their cultural beliefs, 

traditions, and history to future generations, Why? Stories are at the core 

of all that makes us human.  
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Community members are uniting with the community history and culture by those stories. 

Community media are channels for them. They allow the members to tell their story and 

experience. Community media have the ability to reduce isolation and alienation by 

allowing people to tell their stories to others; as Johnson and colleague (2007) point out, 

the stories can start a deliberative process among community members and unite them 

together.  

Regarding empowerment, power can be defined in terms of the relationship 

between people and the ability to encourage others to respond to our needs and desires 

(Dahl  1957, p. 203). Page and Czuba (1999) assert that the foundation of empowerment 

is based on the idea that power can change and even be extended. Community media are 

a process of giving power to the individuals; as Hamilton and Weiss (2005) say, the media 

aim to put communication tools in the hands of individuals, to share access with non-

professionals and to support self-expression and community building. Community media 

empower people by providing a voice to the voiceless.  

Hollander and colleagues (2002) state that community media increase the 

community participation level in public expression. As a result, the final and most 

important element of community-based media is diverse participation. Community media 

are responsible for the inclusion of diverse voices within the community, and community 

participation is emphasised by their distribution and production processes (Johnson & 

Menichelli 2007). The examples are Chinese radio stations in New York, Thai radio 

programs in Brisbane and Islamic community radio in Southern Thailand. These 

community media channels serve and embrace their audiences, create in collaboration 

with the community they live in and make reconciliation and understanding between 

people in the community and the outside world; as Meadows et al. (2007, p. 71) state, 

“the instances of ‘micro-participation’ enabled by community media contribute to a 
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broader ‘macro-participation’ as participants actively adopt civic attitudes and actions and 

perform a pivotal role in a healthy democracy”.  

There are several terms of ‘participation’. For example, Pateman (1970, p. 71) 

defines full participation as “a process where each individual member of a decision-

making body has equal power to determine the outcome of decisions”, while Arnstein 

(1969) suggests that there are eight elements of participation―manipulation, therapy, 

informing, consultation, placation, partnership, delegated power and citizen control.  The 

most thorough definition of ‘participation’ which involves communication process and 

self-management is done by UNESCO: 

Participation implies a higher level of public involvement in 

communication systems. It includes the involvement of the public in the 

production process and also in the management and planning of 

communication systems. Participation may be no more than 

representation and consultation of the public in decision making. On the 

other hand, self-management is the most advanced form of participation. 

In this case, the public exercises the power of decision making within 

communication enterprises and is also fully involved in the formulation 

of communication policies and plans (Berrigan 1979, p. 18).  

 

Participation in communication can be categorised into three levels which are the 

production level, the decision making level and the planning level. 

1. The production level. In this case, participation is possible in the 

production of messages and programs. It involves access to 

professional help, technical facilities and production resources. 

2. The decision making level. This involves the management of the 

medium itself and it implies the participation of the community in 

deciding the programs (content, time, schedule, etc.), and in 

controlling the administration and financing. 
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3. The planning level. This refers to the right of the populous to 

participate in formulating plans, policies, objectives, management 

principles, ways of financing, etc., as well as establishing plans for 

local, regional and national communications (Utreras 1988, p. 28).  

 

These categories of communication participation will be used to test the 

participation level of community-based media in the Riverside community, the chosen 

case study of this research project in the discussion chapter. In the later section, 

Participation in community media in Thailand, I will examine the community-based 

media participation among local people in Thailand which will provide a big picture of 

local media participation in the Thai public sphere.  

 

The role of community media 

One community is inevitably made up of a variety of groups and interests. Community-

based media cater to these differences by encouraging people to express themselves to 

the public, and as Korakotchamas (2007) asserts, community media play an alternative 

role of educating people and providing equal opportunities for all people, including 

disadvantaged groups in the community. This can illustrate that one of the most important 

functions of community media is to give voice to the voiceless. In this section, some other 

outstanding and beneficial roles of community media in the public sphere are analysed. 

Community media have the role of educating, entertaining, informing and creating an 

environment where their audiences can engage and challenge each other as well as their 

political leadership. At the same time, they can evoke a grassroots attitude and a bias 

toward the free flow of opinions and ideas. Finally, they also play the role of linking the 

community with the broader environment; as Summerson states (2003, p. 18), “this 

inherently interpersonal process (community media) creates new spaces or community 
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public spheres which, in turn, facilitate greater engagement with the broader public 

sphere”. 

Community-based media provide more in-depth exploration of the issues 

compared to mainstream media. The community media formats have weakened the value 

of the news productions of major media outlets. To illustrate, mainstream media, 

arguably, provide too simple media content while community media provide people 

more opportunity to explain everything in more detail and also more power to control 

content, as shown in the statement “you are more likely to do live stuff on community 

radio than on commercial media and that means less chance of your stuff being edited. 

It can be more real with community radio” (The Big Issue Brisbane).  

Community media have been identified as a key factor in creating community 

connectedness and a sense of community well-being (Forde et al. 2009; Hess 2015). An 

example is the benefit of community radio. Community radio programs also act as a 

channel of connecting disparate sections of particular ethnic communities which had 

never intended to make contact with each other (Ewart et al. 2007). Ethnic language 

programs in community radio have the ability to provide the locals with the sense of 

belonging to the community and to remind them of their national homelands.  

You get to listen to the radio and you feel at home listening to your own 

language. This community is very isolated from other Tongan 

communities in Australia. Without the radio program we would feel very 

cut off. There is no Tongan food or music here (in Adelaide) and so the 

radio program gives us a sense of home (5EBI Tongan language focus 

group in Ewart 2007). 

 

Howley (2005), and Downing and Husband (2005) have similar approaches to 

community media that community media have a central role in the formation of collective 
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identities that are vital elements in the constitution of community groups, as previously 

discussed in Chapter Two. Community media construct identity in people’s minds. They 

do not determine who the members are. As Howley (2005, p. 6) illustrates, “by 

participating in these symbolic practices and investing meaning in them, individuals 

define themselves as members of a particular community”. 

 Empowering identity and cultural preservation and transmission is also one of the 

most beneficial roles of community media. Community media have been chosen as 

channels to represent, to strengthen and to reinforce a unique ethnic identity as 

exemplified in Australia. The term ‘Indigenous’, ‘First people’ and ‘Aboriginal’ media 

and communication are employed to emphasise that those media are produced by them 

and for them. The power of Indigenous media can strengthen traditional ways of thinking, 

culture and identity. For example, Indigenous media are the opportunity to present the 

Indigenous languages and to rescue Indigenous people from extinction (Leigh 1988). 

Indigenous people have been using various media such as radio, video and film as new 

tools of internal and external communication to ensure the continuity of their languages 

and cultures and representation of their views; beyond that, they use them to resist outside 

cultural domination.  

It follows that we believe the ‘indigenous public sphere’ stands as a 

model for other developments in late modern culture... in the developed 

Western world as a whole. New notions of citizenship have arisen that 

stress culture, identity, and voluntary belonging over previous 

definitions... Media are primary and central institutions of politics and of 

idea-formation; they are the locus of the public sphere. (Hartley & 

McKee 2000, p. 4) 

 

Community-based media could create an active participation of the locals, give 

the people the opportunity to identify their needs, and then offer solutions to the 
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community problems (MacBride 1980; Manyozo 2007). The audience can address any 

issues that might affect them and possibly ask for help or suggestion because they are 

passionate to see something changed or improved. Thus, these characteristics show strong 

potential of community media as channels for social change. For instance, in the 

Philippines, another country in Southeast Asia, there is a radio station called Tambuli and 

its media content directly impacts on community people’s lives. Community people gave 

up gambling because of the discussions of negative impacts of gambling over the radio. 

Childcare was established because of another discussion and requests by local parents via 

the radio program. In a larger scale, as a result of community pressure through radio 

broadcasting, illegal fishing was stopped. Another example is most large poultry farms 

became more focused on hygiene because of the campaign advertised via radio (Fraser & 

Estrada 2001). 

 

Community-based media role in promoting cultural tourism  

This section offers another positive media role in community tourism promotion that is 

useful to be discussed in Chapter Seven. Tourism has long figured in governments’ plans 

for economic development and revitalisation. Many parts of the world including both 

rural and urban areas have been developed into tourism destinations. The Riverside 

community, the case study of this thesis, is one of them. This community has been 

recently transformed from an old unknown community to a new cultural tourism 

destination of Thailand. This section provides an overview of cultural tourism and its 

relationship to the media in order to illustrate the role the media plays in community 

tourism development. Examples from various countries are provided. 
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Cultural tourism has rapidly grown since 1980 (Munsters & Klumbis 2005). 

Richards (1996, p. 24) defines “cultural tourism” by two terms which are conceptual and 

technical: 

Conceptual definition: “The movement of persons to cultural attractions 

away from their normal place of residence, with the intention to gather 

new information and experiences to satisfy their cultural needs.” 

Technical definition: “All movements of persons to specific cultural 

attractions, such as heritage sites, artistic and cultural manifestations, arts 

and drama outside their normal place of residence.” 

 

Cultural tourism provides a whole range of services and facilities, and it is now 

popular around the world. Africa, for example, has a diverse tourism resource base which 

is a part of its biodiversity. It has a unique cultural diversity including languages, ritual 

purposes, national and international cultural significance (Tassiopoulos & Nuntsu 2005). 

According to Tassiopoulos and Nuntsu (2005), there is a three-category typology of 

cultural villages in Africa: ‘grassroot’ cultural village where communities in rural areas 

share their daily experiences with visitors; township tour where communities offer urban 

cultural tourism to visitors, and commercial operations or cultural ‘theme parks’ which 

are found either in rural and urban areas where the cultural offering is staged by 

employees. To the community residents themselves, cultural tourism can become a 

platform for community residential discussions around place and identity (Carson 2013). 

This means while it is a way the visitors feel included, at the same time local residents 

could begin to see their community in a new way. 

Cultural tourism is also favoured in Australia. There were many rural areas 

developed into famous tourist attractions such as Byron Bay, the Sunshine Coast and the 

Gold Coast. The Sunshine Coast and Gold Coast evolved in the late twentieth century as 
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cities for tourism and consumption. These two areas cater for tourists, who reside in these 

cities for a short period so they can consume some of the great range of goods and services 

on offer, and these are consumed for pleasure and not as basic necessities like housing 

(Mullins 1989). The Gold Coast is popular, receiving around six million day trip visitors, 

fifteen million domestic visitor nights and six and a half million international visitor 

nights in 2006 (Dredge 2010). There are many cultural attractions and activities available 

on the Gold Coast. These activities and attractions cover every spectrum of the arts, and 

indeed many diverse interpretations and expressions of the word ‘culture’ such as local 

theatres, arts and crafts and music. Moreover, the local lifestyle of the Gold Coast has 

been shaped and inspired by the beach culture and the surfing subculture which also 

contribute to the development of cultural tourism (Beesley 2005). 

In Thailand, as another example, tourism is a major economic factor (WTTC 

Travel & Tourism Economic Impact 2014). Cultural tourism has been popular because of 

a long history and variety of local cultures. The Thai government aims to promote cultural 

tourism in Thailand. This is why the Tourism Authority of Thailand (TAT) has embarked 

on a new campaign entitled 2015: Discover Thainess to attract visitors around the world. 

For example, Klonghae community in Songkla, a province of southern Thailand, is 

famous for Manola, a local performance, boat racing and also floating market where 

people can enjoy traditional Thai food sold on the boats (Buakwan et al. 2013). 

As McIntosh et al. (2002) assert, one of the main benefits of cultural tourism is 

the opportunity to experience different cultures. In other words, cultural tourism seems to 

be how the communities present their identities to outsiders. One of the methods these 

communities choose to present their identities and cultures is through media. Beyond 

being a key institution in the process of identity formation, the image the media portray 

is powerful and abiding (Hall 1992). The media arguably become a mediator between 
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tourism and society because they mediate in a process of conveying tourism products 

from the producers to the consumers. Tourism highly depends on media reporting because 

the vast majority of travel decisions are made by people who have never seen the 

destination first-hand for themselves. 

The relationship between cultural tourism and new media is also important. Smith 

(2009, p. 226) points out the positive effects of new media on this kind of tourism, 

“cultural tourism has been enhanced by: new media and technologies such as the 

‘webification’ of cultural heritage attractions and the creation of virtual communities of 

cultural practitioners, visitors and educators”. 

Nowadays, online media like social media play a vital role in the promotion of 

tourism. Tourism can no longer be examined in relation to geographic places or spaces. 

As Wang et al. (2002, p. 416) state, “we cannot afford to ignore the revolutionary changes 

information technology brings us, which inherently affect the ways we think of linking 

up to each other and our notion about place and space”. In Australia, there is the Tourism 

Australia’s Social Media Program launched by Tourism Australia, an Australian 

Government agency responsible for attracting international tourists to Australia. One of 

its marketing strategies is to build competitive digital capacity by delivering digital and 

online devices and applications that meet target customer needs (Tourism Australia 

2014). Its marketing activities have included a focus on encouraging conversations about 

Australia through key social media platforms such as Facebook, Twitter, Google+, 

Instagram and Pinterest. The Facebook page has a high level of engagement and 

concentrates on showcasing beautiful and unique images from all over Australia.  

We mainly post user-generated content, which encourages fans to 

continue sharing their own stories and experiences on an ongoing basis. 

Every Friday the best images from the week are chosen and featured in 

the Friday fan photo album, which receives thousands of likes, shares 
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and comments… Our consumer and corporate Twitter accounts and 

Google+ profile provide interesting news, photos, updates and facts 

about Australia and our Pinterest profile organises stunning photos from 

all around Australia into location and subject categories (Tourism 

Australia 2014, p. 1). 

  

 

Participation in community media in Thailand 

From some media roles provided above, it is clear that community media have the ability 

to engage people’s participation. They are more able to account for the nation’s social, 

identity and cultural diversity. Importantly, community media are identified as a key 

factor in creating community connectedness and a sense of community well-being (Forde 

et al. 2009). Lastly, they help by enhancing the democratic movements in the 

communities. This section analyses media participation in Thailand in essentials. 

The term ‘participation’ is still controversial in Thailand. Sathirathai (in Lewis 

2003, p. 63) argues that the word ‘participation’ is just a concept imported and translated 

from the West. Nevertheless, the term ‘participation’ was believed to have originated 

from Thai traditional wisdom (folk wisdom) linked to the Buddhist belief as represented 

in daily life of people in local communities, particularly in rural areas (Supadhiloke 2013). 

Participation, sometimes called ‘folk wisdom’, is essential because it provides the unique 

Thai cultural context in which local people’s participation is shown (Pongpit 2007). For 

example, in Thai agricultural culture, there is an activity within folk wisdom activity 

called long kaek which is a kind of collective activity. It is the activity of gathering people 

in a community to help neighbours in their work such as agricultural cultivation. This 

model of a harmonious and sufficient agricultural community causes people to participate 

within the community.  
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Nowadays, the variety of media such as television, community speakers and 

community radio help invite neighbours to participate in this activity. It means 

community media have become a significant channel for increasing a higher level of 

public participation in the community. There has been an increasing amount of 

community media participation among women in Thailand. In the community media 

environment, there is a gender blindness because participation in community media 

depends on knowledge rather than on gender (Mansap & Wellmanee 2011). In the Thai 

community, there has been an increasing level of participation among women in 

community radio development. There are many Thai women who actively call on and ask 

for their favourite songs to be played by the broadcasters and also provide some helpful 

feedback to the radio stations (Narmla 2009). Weerapong (2007) also supports this point 

by stating that in many Thai community radio stations, more than half of the audiences 

are women. Beyond that, they also play an essential role in the community radio fund-

raising by donating their own money. In terms of radio production, there is an increasing 

number of women who act as broadcasters; for instance, if the average number of 

broadcasters within each community radio in Chiang Mai, a province in Northern 

Thailand, is fourteen, the number of women broadcasters will be five (Wellmanee 2008). 

It demonstrates an increasing number of women in community media productions 

compared to an earlier stage of community media emergence when technology seemed 

to be for males only. 

Evidence suggests that community media offer communication tools to 

subordinated groups such as women who once acted as passive citizens in the past in 

Thailand. In the section below, I provide general information of community media 

participation in Thailand and examine some obstacles for local people in participating at 

the community media production level.     
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In contrast to the three people participation levels provided by Utreras (1988), 

Kaewthep (2005, p. 58) develops a model of citizen communication participation with six 

levels which provide an insight in the Thai community context. They are: 

1. To have an active audience and provide feedback; 

2. To participate in programs; 

3. To be involved in program productions; before and after production; 

4. To have cooperative programs as resource, program 

director/producer;  

5. To provide partnerships in programs in organising activities that 

stimulate other people to know and understand the role of community 

TV, and 

6. To participate in management. 

 

In other words, there are several levels of community broadcasting participation. The six 

levels above show a wide range of community media activities among the Thai 

population. Thai community people can act as administrative committees, broadcasters, 

supporters and active listeners.  

In order to understand community media participation in Thailand, first of all, the 

concept of participatory media should be the focus. The ‘People’s Constitution’ of 1997 

was a starting point for providing people with freedom of expression. The 1997 

Constitution along with the concept of human rights provided the right to communicate 

among Thais, and accelerated the levels of freedom of opinion, freedom of the press, 

freedom of information and freedom of expression. Participatory community radio, which 

responded to the Constitution, has played an important role in developing democracy at 

the grassroots level, which illustrates Thai people as civilised people (Supadhiloke 2011).  

Servaes and Malikhao (2005, p. 99) provide some definitions of participatory media. 
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1. participatory media are internally organised on democratic lines (as 

worker co-operatives or collectives); 

2. participatory media are recognised by their opposition to cultural 

industries dominated by multinational corporations; 

3. participatory media may be traced to the liberation of linguistic and 

ethnic groups following a major social transformation; 

4. the strong existence of participatory media may be explained in terms 

of class struggle within the society; 

5. participatory media may be identified as “molecular” rather than 

“molar” (a collectivity of individual autonomous units rather than 

one that is homogenised and one-dimensional), and 

6. participatory media (like the montage of Eisenstein and the theatre of 

Brecht) by design requires a creative and varied reception from its 

audience. 

 

Participatory media are not only essential at local development level, but also at 

national and international level. Jacobson and Storey (2004) use Habermas’s theory of 

communicative action with a focus on the concept of the public sphere on participatory 

media. They show that participatory communication works not just at the small scale on 

a village level but also on a larger national and even international scale. It is broadly 

accepted as an important tool for social development (Jacobson & Storey 2004). To 

conclude, participatory communication means collaborative approaches in listening, 

thinking, and respecting other people’s ideas, opinions and attitudes. It can happen at 

local, national and international levels. Members of the community have to coordinate 

their efforts to examine their own communities’ issues and problems, and to exchange 

ideas and information in order to make appropriate changes to improve the lives of 

individuals (Shirley et al. 1994). Therefore, it can be argued that participatory 
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communication shows some degree of community media participation among community 

members.   

In most Thai communities, community leaders play an important and outstanding 

role in participatory communication. Kasemsuk and Ratanavaraha (2012, p. 1,439) 

introduce three essential communication roles of community leaders that behave like 

media:  

(1) should listen to opinions and requirements of community; (2) are 

open to external media to pass on the information to community 

members, and (3) are able to adapt the messages in accordance with the 

various levels of knowledge of community members.  

 

In many Thai communities, the community members heavily depend on their community 

leaders in order to gain news and information. This thesis utilises the case study of the 

Riverside community to investigate the communication role of the community leader in 

the further chapter.  

Nevertheless, community media in Thailand fail to reach expectations. As Klaikao 

(2004, p. V) suggests in the example of community radio, “Thai community radio did not 

pursue real participatory communication to empower listeners. It merely widened the 

public space for local communities to have more choice for information”.  

One of the factors that influences low participation in community media is the 

ownership. This leads to difficulties for local people in participating at a higher level of 

management. For example, the community radio in Mukdahan province, Thailand, 

belongs to Nakhon Thing Entertainment only. Thus, local participants have no ability to 

make any decisions or changes in the production process. Although they have access to 

radio programs such as music programs, two-way communication programs such as 
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discussions or talk-back are not available. As a result, Mukdahan local audiences can be 

identified as “passive participants” in this context (Polnigongit 2007, p. 138).  

Supadhiloke (2011), in discussing a survey of a hundred and ten community radio 

stations throughout Thailand, shows that just a small group of influential people have 

control over most radio stations in Thailand. Those people reflect the views of community 

leaders, monks and local officials. 

   

 

Figure 1: Administrative Committees of Community Radio 

 

This table in Supadhiloke’s study (2011) shows that the structure of administrative 

committees within community radio is mostly influenced by the representatives of local 

organisations and the government. A significant number of local organisation and 

government officials account for forty-two per cent of the total. They are followed by 

community leaders and monks making up twenty-two per cent while there are just twelve 

per cent of citizens as representatives. This indicates a low participation level among 

community members in relation to the decision making process at the production level. 

As Supadhiloke (2011, p. 297) asserts, “accordingly, it may go without saying that the 

idea of participatory community radio by the citizens for the citizens has not yet come 

true in Thailand”.  
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I argue that community media could not be a truly communicative tool in local 

people’s hands in Thailand. However, there is hope of the emergence of real participatory 

media activities for local people in the new and alternative online media sources. New 

online media are included in one of the community-based media channels which the local 

people have more freedom to join, more ability to control, and more opportunity to create 

their own social networks. 

 

 

Community-based media discourse: traditional and new  

Based on my observation of community-based media use in the Riverside community as 

part of the case study in this thesis, there is a wide range of media consumption including 

both traditional and new media. Foucault (1966) introduces the term media as discourse 

to include all manner of public communication. In this sense, this term is chosen to simply 

refer to the manner in which individuals and groups communicate, although, at a deeper 

level, discourse can symbolise the systems of thoughts and beliefs that determine how 

individuals understand and interpret the world.  

This theoretical elaboration is useful in identifying a variety of media discourses 

which are used at the local level. Discourse in this case, according to Foucault (1966), 

essentially allows for the inclusion of a complete range of media discourses. People 

become dependent on the media when they desire access to information and news. They 

develop a reliance on certain channels to satisfy their communication needs. The current 

review of traditional media and new media is provided to better understand the nature of 

each, how they work, and how effective they are in a community setting. 
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Traditional media 

New forms of media have entered the landscape and changed the way people use media 

(Bruce et al. 2006). Introduced in the mid 1990s, the term ‘new media’ automatically 

portrayed other media as traditional, old or dead. As a result, traditional media can be 

defined as channels of communication and expression which always existed before the 

arrival of the new medium of the internet. Traditional media are a central source which 

produces information and entertainment products that are distributed to audiences. This 

seems to offer a one-way communication process (Dizard 1994). In the rural areas, folk 

media, which cover a wide range of traditional media, represent a collective identity 

deprived of specific messages (Aikat n.d.). They can include songs, dances, storytelling 

and performances. Ramsey and Moss (2009, p. 112) describe six types of communication 

as traditional media, including newspapers, broadcast television, radio, community 

newsletters, bulletin boards (including informal locations such as storefront windows) 

and interpersonal communication areas (including meeting halls and restaurants). 

According to Ramsey and Moss (2009, p. 113), 

Newspapers, television and radio represent standard, or established, 

sources of traditional media, in terms of news and advertising. 

Community newsletters, bulletins and interpersonal communication 

areas, rather, represent alternative or informal sources of information 

which are often the product of volunteer organisations and associations. 

Together, these six sources of information reflect the range of traditional 

media that exist in rural communities. Some will have access to all six 

sources, others only a few. 

 

Arguably, the importance of traditional media has decreased (Johnson & Kaye 2000; 

Tewksbury & Rittenberg 2012). For example, traditional media outlets have faced a loss 

of advertising revenue. Marketers decreased their focus on print newspaper advertising 

http://en.wikipedia.org/wiki/New_media
http://en.wikipedia.org/wiki/Internet
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and spend more money on digital media (Tewksbury & Rittenberg 2012). Johnson and 

Kaye (2000) also show that people who are already interested in political affairs prefer 

searching for information from the internet rather than watching television because the 

internet has the ability to provide more in-depth information. As a result, the growing 

popularity of online news outlets raises profound questions about the future of traditional 

news media. According to Irvine (2010), a New York survey illustrates that there will be 

no need for traditional media such as newspapers in the next ten years. The survey shows 

that, although 67 per cent of the participants still prefer to receive information and news 

via traditional media, 55 per cent of the participants believe that traditional media will not 

exist in the next ten years. Additionally, 50 per cent state that they tend to get almost all 

their news online. This decrease in the consumption of traditional media has been 

attributed to the emergence of the internet. Based on the idea of an emergent role of the 

internet in shaping the current media landscape, many media scholars have become 

increasingly interested in studying the relationship between new and traditional media. 

However, the use of new media does not decrease the important use of traditional 

news media (Althaus & Tewksbury 2000; Chan & Leung 2005). Althaus and Tewksbury 

(2000, p. 21) state that “even when computer skills and internet access become more 

widespread in the general population, use of the World Wide Web as a news source seems 

unlikely to diminish substantially use of traditional news media”. Instead of replacing 

traditional news sources, online news supplements traditional mass media as an expanded 

source for news. According to Dizard (1994, p. 4), 

The new media are not simply a linear extension of the old. The common 

link between the two is the ability to offer information and entertainment 

resources to large audiences, conveniently and at affordable prices. The 

difference is that the new media can usually perform better because they 

expand the range of resources and other capabilities dramatically. They 
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can, for example, provide on-line interactive links between the consumer 

and the information provider.  

 

In other words, although new media provide better service to the people, they do not 

diminish the value of traditional media. In fact, new media refashion and embrace old 

media. As Bolter and Grusin (1999, p. 15) state, “what is new about new media comes 

from the particular ways in which they refashion older media and the ways in which older 

media refashion themselves to answer the challenges of new media”.  

Dutta-Bergman (2004) also illustrates the important existence of traditional 

media. The term “media complementarity” is used to define the compatibilities of online 

and traditional media consumption within a specific content domain (Dutta-Bergman 

2004, p. 41). His study shows that traditional and new media support each other. For 

example, consumers of online news in a specific content area are more likely to consume 

news in the same area from traditional media which means traditional media still have an 

essential role in today’s communication activities. 

Traditional media play an additional and important role in a community 

communication environment. As Aldridge (2007, p. 161) states, “local media may lack 

glamour, but their importance is beyond doubt”. Despite the irresistible impact of the new 

media for the community, they have not eliminated traditional media. Traditional media 

are culturally embedded as part and parcel of the daily life of the people (Popoola n.d.). 

Bruce and colleagues (2006, p. 176) state that, “in small rural communities these more 

traditional forms have been important tools for facilitating community development while 

fostering a sense of belonging and attachment to the community”.  

Traditional communication forms of the media refer to all organised processes of 

information production and exchange managed by people who reside in rural 
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communities. Their tools include newsletters, traditional theatre, performances, tales, 

proverbs, riddles and songs which can form a cultural response and production fulfilling 

the community’s need for information, education, social protest and entertainment. They 

are effective in disseminating information about rural development. Chiovoloni (1994) 

also points out that these communication activities are often used to solve the 

contradiction between the need for community development in a rural community and the 

need to preserve its cultural values. 

Apparently, in rural community development, the role of traditional media has 

become increasingly significant. Traditional media are arguably the right choice of media 

to carry messages to the rural community for the purpose and process of change and 

development (Stichele 2000). Essien (2014, p. 18) elucidates the positive impacts of 

traditional media on rural community development as: 

Traditional media have a remarkable impact on rural areas because of 

their acceptable idioms, functional significance and entertainment 

component. It can overcome language difficulty, speech, words and other 

barriers of communication like interest, understanding, interpretation, 

attitude and perception. Folk media are the most important vehicle of 

social change. It is used for educational purposes and as a tool to reform 

society. It helps to convey educational messages through entertainment, 

costume, music, dance etc. 

 

Traditional media, together with modern mass media, can successfully facilitate 

the desired goal of rural development. Akpabio (2000) asserts that the combination of 

these two media systems can become achievable with increased knowledge and attitude 

change. This idea of integrating the use of traditional and mass media is also supported 

by Mohanty and Parhi (2011) who state: 
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Both traditional media as well as electronic and printed mass media are 

unique in their own way. Though they can do marvellous work 

independently, together they can make communication more effective 

and authentic when employed for developmental activities of the society. 

Thus, the planner and the policy maker and media buyers should not 

hesitate to make a perfect blend of these two different types of media 

while addressing the need and interest of lot many people across the 

country, who by and large are considerably heterogeneous with regard to 

their taste language, culture and comfort.  

 

To conclude, traditional forms of media are still important in the community 

environment. Community communication is much more effective when there is a use of 

both traditional and new media.  

 

New media 

The new today is old tomorrow. At the time the internet was not invented, new media 

were broadcasting―radio and television. Radio, the first medium for broadcast 

journalism, was the starting point for people to communicate to the masses. Then, 

television was exciting and persuading by bringing both audio and visual elements to 

audiences. However, there was critical concern about the survival of authentic cultures in 

the era of breakthrough broadcasting technology such as the internet. Broadcasting media 

were feared as tools of political propaganda and suspected of being able to weaken the 

fabric of society and to ruin cultural heritage (Jankowski 2002). There was research into 

developing countries about the role of broadcasting in cultural continuity conducted by 

Katz (1977). The big question was whether or not authentic cultures can survive new 

media. The outcome of this research was surprising. Instead of being shaped by the media, 

the cultures shaped media to their own purpose as demonstrated in Mexico and Thailand. 
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In Mexico, the 30 or 60 minute telenova, the most popular television program, and 

originally an American soap-opera, was adapted to the Mexican historical drama telling 

the story of Mexico’s march to independence. Although there was a decline in proportion 

of indigenous creativity and performance in Thailand, the Mau lum folk opera and the 

griot singing of lineages and history as chroniclers of an oral tradition were successfully 

incorporated  into broadcasting through radio and television in that period (Katz 1977).    

In this way, new media were novel for that time and place. It was difficult to 

pinpoint accurately when new media began to expand their role more than broadcasting. 

It could have started with the emergence of the internet. However, initially, the internet 

had an unpleasant start as indicated by Naughton (1999, p. 30): 

At first the Net was treated as a kind of low-status weirdo craze, akin 

perhaps to CB radio and the use of metal-detectors. Then it became the 

agent of Satan, a conduit for pornography, political extremism and 

subversion. Next it was the Great White Hope of Western capitalism, a 

magical combination of shopping mall and super high-way which would 

enable us to make purchases without leaving our recliners. Then it was 

the cosmic failure because it turned out that Internet commerce 

was―shock! horror!―insecure. And so it went, and goes, on, an endless 

recycling of myths from newspaper clipping, ignorance, prejudice, fear, 

intellectual sloth and plain, ornery malice.  

 

Later, people used the internet in a way that was much more beneficial as a 

communicative tool in their own communities. As the transformation of media in the 

public sphere―from radio to television and from television to the internet―has revealed, 

it can be assumed that today’s ‘new media’, the internet, is the latest phase in the history 

of information and communication technology. 
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It can be assumed that the internet, the single most important communication 

breakthrough of the latter half of the last century, has revolutionised the way people 

communicate and access information. In this context, arguably, the internet has facilitated 

the public sphere―a forum where public opinion is shaped. There are three conditions of 

the public sphere that are likely to disappear in the new media environment of a network 

society introduced by Dijk (1999, p. 164):  

Members of a particular organic community or a nation are no longer tied 

to a given territory to meet each other and build collectivities. The unitary 

character of the public sphere is transforming into an amalgam of 

different ‘sub’-spheres: The distinction between public and private 

spheres is blurring. 

 

The development of the internet provides spaces for individuals to build their 

networks on the basis of their interests, projects, affinities and values. As Castells (2001, 

p. 130) states, “new technological developments seem to enhance the chances for 

networked individualism to become the dominant form of sociability... individualised 

interaction, based on the selection of time, place and partners of the interaction.” 

New media in the age of the internet mean that everything ‘digital’ is used by 

people to communicate. McQuail (2010) argues that the new media usually involve 

decentralisation of channels in order to distribute the messages; increasing the capacity 

for transferral of messages via satellites and computer networks, and increasing the 

options for audiences to be involved in the communication process. Lastly, they increase 

the degree of flexibility to determine the content and form via digitisation of messages. 

Burton (2010, p. 37) identifies four main characteristics of new media. Firstly, 

they are interpersonal communication media such as email. Secondly, they are interactive 
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play media such as computer games. Then, they are information search media such as 

search engines. Lastly, they are participatory media such as chat rooms. 

New media generally involve a creative process. Lanier (in Logan 2010, p. 6) 

points out that “what we see with interactive media like the Web is not only the end result 

of the creative process, but the creative process itself, set down for all people to see and 

share. This is extraordinarily exciting”. This shows how new media are different from 

traditional media. New media are one of the primary ways that are not just in content but 

in the solidification of people’s method of thinking. 

New media have many positive impacts on people and communities. Firstly, they 

are believed to reach a diversity of people. As the Minority Media and 

Telecommunications Council (MMTC n.d.) states, “we strongly believe that the 

breathtaking changes in communications technology and the new global forms of media 

partnerships must enhance diversity in the twenty-first century.” Because new media 

provide more opportunities for people to communicate with each other and more chances 

to alternatively receive the information through many online channels, Jenkins (2006, p. 

18) indicates the advantages of new media technologies that “...have lowered production 

and distribution cost, expanded the range of available delivery channels, and enabled 

consumers to archive, annotate, appropriate, and recirculate media content in powerful 

new way.”  

Beyond that, new media are believed to be a tool to help rediscover and 

reinvigorate each community. Rheingold (2000) points out that the loss of traditional 

cultures and values can be regained via communication among people on the internet. 

Faye Ginsberg discusses the ways by which a minority group, the Inuit people of the 

Arctic, re-create oral traditions via digital media like video and film, thereby empowering 

ethnic and indigenous communities (Ginsburg et al. 2002). The means by which each 

Inuit filmmaker has created films as a response to dominant objectified representations 
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show that the media technologies of representation such as video and satellite television 

played a dynamic and revitalising role for Inuit and other First Nations people in 

preserving culture instead of destroying it. “The benefit of new media is apparent not only 

in the narrative constructions of Inuit history on their own terms, but in integrating it with 

Canadian modernity, embodied in the flow of television” (Ginsburg et al. 2002, p. 41).  

New media also have the potential to enhance democracy by being a medium for 

citizens to express and exchange their opinions with others in society. New media can 

create social links and breathe life into public debate and democratic life, as shown in the 

Time editorial:   

The internet, by contrast, is open (non-proprietary) and rapidly 

democratic. No one owns it. No single organisation controls it. It is run 

like a commune with 4.8 million fiercely independent members (called 

hosts). It crosses national boundaries and answers to no sovereign. It is 

literally lawless. Stripped of the external trapping of wealth, power, 

beauty and social status, people tend to be judged in the cyber space of 

internet only by their ideas (Time, special issue, March 1995, p. 9). 

 

In addition, Graber (2003, p. 147) argues that “democracies need citizen monitors, 

but not everyone needs to monitor the same thing. To serve diverse groups of citizens 

adequately, the new media must be a smorgasbord, rather than a hearty one-course meal.” 

This is the reason why new media have become much more popular around the world. 

They have the ability to reach a diversity of people in the public sphere, a place for the 

voiceless activists to emerge from the shadows.  

Online activists have produced a vital new space of politics and culture in which 

a diversity of individuals and groups has used technologies to produce new social 

relations, political movements and possibilities (Hahn & Kellner 2004). For instance, 
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political activism increased its role via the internet since the terror incident of the 11 

September attack. From late 2002 to early 2003, the policies of the Bush administration 

in the United States regarding Iraq were challenged by global anti-war movements. 

Online activist groups such as MoveOn (http://www.moveon.org) and United for Peace 

and Justice (http://www.unitedforpeace.org) used the internet to provide anti-war 

information and to promote anti-war activities (Kellner 2003). After the successful anti-

war activities, there were continuing blogs created for monitoring and criticising the 

negative effects of Western capitalism and imperialism promoted by the U.S. government 

(Kahn & Kellner 2004). 

 

Social media 

Through the new media, people form themselves into many groups of online 

communities. Social networking sites called ‘social media’ are the most appropriate word 

to describe the channel people use to create and exchange information through these 

online virtual communities. Social media are the online activities using the internet for 

the purpose of discussing and sharing experiences and information.  

There are a highly significant number of social media users around the world 

including young people who use social media in online shopping. For example, a study 

in India (Flora 2013) reveals that 50 per cent of young web users spend over two hours 

on social media portals daily. Over 30 per cent of users say friends can impact their 

shopping. About 17 per cent of youth web users accept that they are influenced by online 

advertising and reviews on websites. The study also finds that, overall, people refer much 

more to social media before shopping. Over 67 per cent of Indian web users from urban 

areas are highly influenced by social media while buying items online. Another instance 

is the high number of social media users in Thailand. In 2013, there were approximately 

http://www.moveon.org/
http://www.unitedforpeace.org/
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18 million social media users. The most popular social network in Thailand is Instagram, 

a free photo sharing application and community commonly used on smartphones which 

increased by 163 per cent its Thai users over the last twelve months (Truong 2013). 

As Brussee and Hekman (2009, p. 6) state, “using media is simply a form of one-

to-many communication” which means that social media are easy to access and spread 

throughout every corner of society. As a result, it is essential to understand the 

phenomenon of why social media have become a mainstream activity. Mayfield (2007, 

p. 7) describes social media in the following manner: 

A good way to think about social media is that all of this is actually just 

about being human beings. Sharing ideas, cooperating and collaborating 

to create art, thinking and commerce, vigorous debate and discourse, 

finding people who might be good friends, allies and lovers – it’s what 

our species has built several civilisations on. That’s why it is spreading 

so quickly, not because it’s great shiny, whizzy new technology, but 

because it lets us be ourselves―only more so. 

 

Because of their key characteristics―participation, openness, conversation, 

community, and connectness―social media have become much more popular in today’s 

society. According to Mayfield (2007, p. 5), there are certain characteristics of social 

media: 

Participation 

Social media encourages contributions and feedback from everyone who 

is interested. It blurs the line between media and audience.  

Openness 

Most social media services are open to feedback and participation. They 

encourage voting, comments and the sharing of information. There are 

rarely any barriers to accessing and making use of content―password-

protected content is frowned on.  
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Conversation 

Whereas traditional media is about “broadcast” (content transmitted or 

distributed to an audience) social media is better seen as a two-way 

conversation.  

Community 

Social media allows communities to form quickly and communicate 

effectively. Communities share common interests, such as a love of 

photography, a political issue or a favorite TV show.  

Connectedness 

Most kinds of social media thrive on their connectedness, making use of 

links to other sites, resources and people. 

 

After a major event, the first news will often come through social 

media―particularly the platforms focused on instant distribution such as blogs. The case 

of U.S. Airways Flight 1549 landing on the Hudson River in New York is a prime 

example. This incident was first captured by citizen Janis Krums and posted on Twitter, 

before appearing in traditional media outlets. This image was online more than an hour 

before U.S. Airways made its first statement. Beyond that, this story appeared on a 

Wikipedia page and was edited 170 times with updates within ninety minutes (Hannah 

2009).   

Thatcher (2007) states that social media are a new form of communication and so 

people all need to be aware of the new rules of engagement. Social media are a doubled-

edge sword so there are also negative impacts. In indicating some pessimistic views 

towards social media, McLean (2011) argues that firstly, because of their speed and 

mobility, the user might miss some essential information because they ignore a link. 

Secondly, what the audience most needs to know is buried or left out altogether. Lastly, 

he claims that the information in social media is used to motivate and persuade consumers 
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to invest or buy places or products rather than meeting their needs and interests. Another 

unfavourable aspect of social media concerns personal privacy. People are encouraged to 

be more public about their personal lives. Srinivasan (2012) suggests that people using 

social networks uniquely show a lack of privacy. They regularly use social media without 

any major negative experiences. This may lessen their concerns about sharing 

information.  

However, some findings show that there has been an increase in privacy 

awareness among social media users. Madden (2012, p. 5) shows the increasing trend of 

Facebook users becoming more privacy conscious when they are online. Her research 

shows: 

Two-thirds of online adults have a profile on a social networking site, 

and most restrict access to friends only. 

Women who maintain social media profiles are significantly more likely 

than men to keep their profiles private. 

Young and old alike choose private settings for their profiles. 

Profile “pruning” is on the rise. Deleting unwanted friends, comments 

and photo tags grows in popularity. 

 

Citizen journalism 

Although professional journalists are the core of a reputable media environment, they are 

by no means the only ones actively chronicling the world around them. New technology 

has offered a way that everyone can inform each other. As a result, there has been an 

emergence of citizen reporters in every part of the world. Citizen reporting works well 

and seems to be the only way in a case of human rights abuses. Citizens report online 

about these unfair treatments and also other violations of environmental nature (UNESCO 

2008). There is a website called ‘Global Voices Advocacy’, an online community which 
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aims to produce a global anti-censorship network of bloggers and online activists. The 

content about citizen journalism will be more discussed in this thesis to emphasise the 

important role of people who always shape media and technology for their own purposes. 

Citizen journalism is usually associated with the internet or digital interactive 

media. The term ‘citizen journalism’ is defined by Goode (2009, p. 1,289) as:  

a range of web-based practices whereby ordinary users engage in 

journalistic practices and sometimes more broadly defined as activities 

such as re-posting, linking, ‘tagging’ (labelling with keywords), rating, 

modifying or commenting upon news materials posted by other users or 

by professional news outlets, whereby citizens participate in the news 

process without necessarily acting as ‘content creators’.  

 

Citizen journalism on the internet emerged as a “new news medium” (Allan & 

Thorsen 2009, p. 19). Initially, one of the most effective online roles of citizen journalism 

was reporting on crises. Online news has now covered many recent large crisis events 

such as the Oklahoma City Bombing and the death of Princess Diana. Online reporting 

by citizens during a crisis has become much more frequent since the terrorist attacks on 

New York and Washington on September 11, 2011. Eyewitness accounts appeared on the 

web less than ten minutes after the first jet struck the World Trade Center (Allan & 

Thorsen 2009). This shows one of the beneficial aspects of citizen journalism which is 

justifiably called real time reporting:  

...the widespread penetration of the Web has promoted the citizen 

journalist to a new stature. With the new technology tools in hand, 

individuals are blogging, sharing photos, uploading videos and 

podcasting to tell their firsthand accounts of breaking news so that others 

can better understand. What we did is the future of news, except it’s 

happening now (D’Vorkin cited in WebProNews, September 6, 2005). 
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Citizen journalism also gains people’s attention by providing audiences with a 

variety of media content. It becomes an alternative for those who need to perceive 

something new and different from the mainstream. One U.S. study shows that online 

citizen-produced articles are more likely to feature a greater diversity of information from 

outside sources, topics and interactive features than mainstream news (Carpenter 2010). 

This is the reason why nowadays new media and citizen journalism have overtaken some 

of the importance and impact of mainstream media.  

In an era of technology breakthrough, sharing witness photographs online has 

made citizen journalism much more visible. Hughes et al. (2009, p. 61) support this point 

of view: “Cameraphones have also made citizen journalism even more significant to 

emergency response efforts, as they are no longer seen as mere personal accounts but also 

as evidential documents”. An example of this is shown on a front page photo in the New 

York Times (NYT) made by an Iranian citizen journalist in 2009. The photo of people 

being tear-gassed as authorities cracked down on the Iranian election protest was 

uploaded via the photo community Demotix, a citizen journalism website and a photo 

agency, before being published on the front page of the NYT. The Iranian government 

tried unsuccessfully to find the photographer who sent the photographs to foreign news 

organisations. To help to protect citizen journalists, this website allows them to hide their 

identity by using ‘anonymiser TOR’ (Anderson 2009). 

Citizen journalism is now prevalent in many Asian countries. The examples of 

citizen journalism in Vietnam and China have been chosen in this paper because although 

both countries are listed in the twelve “enemies of the internet” (Reporters Without 

Borders in 2012, p. 2), there is a significant citizen journalism movement in each. I will 

also cite OhmyNews, a citizen journalism site in South Korea, because this website is a 

phenomenon in citizen journalism and represents an important independent media outlet 

playing a critical role in the South Korean democracy. 
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The widespread notion of citizen journalism reached Vietnam in the 2000s. 

Citizen journalism in Vietnam has emerged and quietly developed by establishing a 

reputation for breaking news through the small Vietnamese blogosphere. Vietnamese 

people have been inspired to debate and act in a way which threatens the government. 

The rise of Vietnamese citizen journalism has occurred partly because of globalisation 

and also because of the governing regime’s intolerance (Nguyen 2009). The blogosphere 

in this country is perceived as a tool to improve the democratic environment, an argument 

established by a famous Vietnamese historian and blogger, Duong (cited in Nguyen 2009, 

p. 159):  

Blogs form a virtual world but are a reflection of the real world.... For 

me the most important thing is to mobilise and encourage people to build 

cultural and ethical behaviour online.... I think it is the real values of 

democracy that will be the soul of a healthy virtual world. 

 

The rise of the internet and citizen media in China seems similar to that in the 

other countries. It increasingly challenges the state-controlled mass media by posting 

first-hand experience reports and evidence from built-in cameras in mobile phones 

through blogs and forums.  Since the rise of citizen journalism, the stability of the Chinese 

government has been shaken. Gong (2010) examines the role of the Qiangguo forum, or 

People’s Daily Online—a renowned forum in the Chinese language and the first forum 

on politics created by Chinese citizens. The study concludes that Chinese people do not 

trust mainstream media controlled by the Chinese government because they are 

considered as a propaganda tool. On the other hand, there is much more general 

acceptance of citizen journalism because of the close connection between the forum users 

and their audiences. This kind of relationship enhances the stability of citizen journalists 

in China. As Gong (2010, p. 272) argues: “this trust has, in turn, underpinned the citizen 

journalists’ practice and enhanced their sense of autonomy, solidarity and citizenship”.  
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Citizen journalism in South Korea is much more open. During the 2002 South 

Korean presidential election, democracy was in a crisis of legitimacy. OhmyNews, an 

English language online news website, had grown into a powerful vessel of citizen 

journalism by then. It challenged mass media and improved the country’s democratic 

system by recognising the diversity of South Korea’s public opinion (Young 2009). Oh 

Yeon Ho, CEO of OhmyNews, points out the aims of this citizen journalism website:  

I think citizens like to write their own articles, but simultaneously, they 

like to be edited by professional reporters.... OhmyNews is a kind of 

combination of the merits of the blog and the merits of the newspaper. 

We know what the citizen wants: at the end of every article we have a 

comment area, and one issue had 85,000 comments. That story began 

with a suggestion from a citizen reporter, and citizen’s commented, so 

it’s a unique way to generate a lot of content.... Our main concept is the 

citizen reporter. Our second concept is: demolish the news-writing 

formula. We say: “Please communicate in your style: if it is convenient 

for you, that’s fine. Don’t just follow the professional reporters.” (cited 

in Allan 2006, p. 130) 

 

One of the most major criticisms of citizen journalism is its inability to report on 

‘hard news’. A number of projects have shown that citizen journalism has failed to 

contribute to investigative and first-hand reporting in ways that mainstream media have 

successfully done over time (Bruns et al. 2008). However, one area where citizen 

journalism holds a clear advantage over mass media is the provision of ‘hyperlocal news’. 

As Bruns et al. (2008) point out, with limitations in terms of staff and resources, it is much 

more difficult for mainstream media to cover the news from community-based 

perspectives. Moreover, the lack of specialised background knowledge means that 

mainstream journalists struggle to produce in-depth analysis of community issues. 
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Hyperlocal journalism 

Arguably, hyperlocal journalism focuses on the stories and articles which larger 

mainstream media organisations avoid. It serves the interests of community-wide and 

regional audiences. Hyperlocal media have much in common with community media in 

that both focus on even smaller geographic areas than national media. Nevertheless, most 

hyperlocal media tend to be online. One interesting definition of hyperlocal media is 

provided by Howley (2010, p. 2):  

Hyperlocal implies something beyond the traditional confines of 

‘community media’, defined as ‘a range of community-based activities 

intended to supplement, challenge, or change the operating principles, 

structures, financing, and cultural forms and practices associated with 

dominant media. 

 

With a small area on which to focus, it is much easier for hyperlocal media to 

reach and attract local people by providing local news, covering local politics and 

engaging local people in the affairs relevant to their area. Kurpius et al. (2011, p. 774) 

state that hyperlocal media operations “are geographically-based... and intended to fill 

perceived gaps in coverage of an issue or region and to promote civic engagement”. By 

providing super-local issues, Fenton et al. (2010, p. 13) also point out that “a vibrant local 

news media can provide the critical infrastructure for local engagement and hold power 

to account whilst also, importantly, offering a sense of community identity and belonging 

to a particular locale”. Hyperlocal media also generate a ‘sense of place’ among readers. 

Buchanan (2009) argues that they bring historical, local and global perspectives together 

by placing readers and their locality in the context of the world. 

Hyperlocal sites can make engagement easier for some locals to deliver input 

when they cannot attend a public meeting. They have also lowered obstacles so that 
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people can easily launch community news sites on their own. Radcliffe (2012, p. 7) 

provides ten reasons for the emergence of hyperlocal: 

1. The Internet has created many new routes to connect with geographic 

communities. 

2. The historic role that traditional media has played in supporting local 

communities is under increasing threat from reduced services, staff 

and revenues. 

3. Gaps in geographic coverage and content, particularly local 

reporting, has created a vacuum for new entrants, and concerned 

citizens, who are now responding to this challenge. 

4. New online services such as Wordpress, Audioboo and Youtube have 

enabled anyone to create and distribute local content. 

5. There has been an explosion in digital devices capable of accessing 

this local content, particularly mobile phones and tablets. 

6. Social media is changing audience behaviours and expectations in 

terms of the information we consume, and how we define the world 

around us. 

7. Opportunities for audiences to share and distribute relevant content 

to their own networks and communities make local distribution easier 

too. 

8. The web is creating new funding models and new revenue streams 

for niche, specialist businesses, including hyper-local services. 

9. Big business recognises the value of local content and is moving into 

the hyper-local space alongside smaller citizen-led efforts. 

10. Local issues, and locally-relevant content, continue to matter to 

audiences, perhaps more than ever in these turbulent times.   

 

It can be clearly seen that the widespread demand for local journalism remains 

undiminished as a number of community websites have sprung up in every part of the 
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world. Non-commercial hyper-local news websites have already grown considerably in 

the U.S. and beyond. For instance, unsurprisingly, the use of websites for local content 

rose to sixteen per cent in the UK while the use of commercial websites had increased to 

33 per cent in 2009 (Purvis 2009). Because of the rising demand for hyperlocal news, 

some mass media organisations have tried to develop their own media strategies to gain 

more grassroots audiences. The Daily Mail and General Trust, a British media 

conglomerate, launched fifty hyperlocal community websites in the South West of 

England in 2009. These local content websites were created to encourage interaction by 

allowing users to create their profiles, write and publish stories, upload images, form 

groups, rate and review other content, and message each other (Guardian 2 July 2009, p. 

1). 

There are also examples of hyperlocal sites emerging in many other countries. 

One example is News Community Media’s ‘whereilive.com.au’ website in Australia. 

This website allows people to type in their postcode and to source their local area news. 

Up-to-date information about local politicians, interests, clubs, police and resident action 

groups is provided to audiences. Clark (in Sinclair 2010, p. 1) concludes that: 

“(Whereilive) is based on a newspaper. This is less of a journalistic approach. It tends to 

publish a lot more raw information, leaving it to the community to say what they think.”  

Another example of a hyperlocal media site comes from the U.S. A hyperlocal 

news and culture blog called ‘OurChinatown or www.ourchinatown.org’, launched by the 

Asian American Journalists Association (AAJA), was created to serve the needs of more 

than 100,000 residents living in particular parts of New York, most of whom are Chinese. 

The goal of this project is to provide a public place for Chinese, who are unique in 

background and perspective, to access local information and to be able to express their 

voices to the nation.  
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We see this as an opportunity to give a voice to a community that 

traditionally hasn’t had one, and to talk about news and issues from a 

point of view that’s relevant to and resonant with members of this 

community (Rosario-Tapan 2011, p. 1). 

 

Another example is in Singapore. Straits Times Online Mobile Print (STOMP) is 

an Asian citizen-journalism website, which won the World Newspaper Association’s 

IFRA award for Best in Online Media in 2008 for its use of citizen journalism content to 

meet the changing needs of readers. This site is hyperlocally successful in engaging 

Singaporeans in a style and approach that is different from conventional news websites. 

To conclude, the concept of the ‘hyperlocal’ offers an alternative communication 

channel for local or grassroots people to gain and perceive their own community 

information. This new wave of local online news sites has become a public arena where 

people are provided with a voice which they have not previously had. Although local 

journalism has been criticised for its lack of journalistic standards, there is no doubt that 

it works well for local people. As Hothi (in Radcliffe 2012, p. 17) suggests: 

Hyperlocal media is quickly becoming part of the fabric of community 

life―a brilliant way for people to connect, produce and consume 

information about their neighborhood. In our experience, the success of 

hyperlocal media should not be judged according to a grand aim―such 

as reviving journalism or democracy. Each community will get 

something different from it and value can be created in so many different 

ways. Success can only really be judged within the local context. 
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Summary 

Community media mean the media that supplement, challenge and change the operating 

principles and cultural forms and practices associated with mainstream media. Howley 

(2010) states that they can appear in many forms, and take on different meanings 

depending on the community’s ‘felt needs’. Community media include four essential 

characteristics: localism, storytelling, empowerment and diverse participation. Arguably, 

community media give voice to the voiceless, and perform many different roles in each 

community depending on the needs of the people. For example, they provide more in-

depth exploration of the issues compared to mainstream media, and they create 

community connectedness and a sense of community well-being (Forde et al. 2009). 

According to Leigh (1988), community media embrace the role of cultural preservation 

and transmission. Importantly, they play a role in creating active participation of local 

people, give people the opportunity to identify their felt needs, and then offer solutions to 

community problems (MacBride 1980; Manyozo 2007). The chapter also highlights the 

important role of community-based media in promoting community identity as cultural 

tourism. Cultural tourism has been enhanced via community-based media, especially new 

media. Examples are drawn from social media and websites that introduce cultural 

heritage attractions and create virtual communities of cultural practitioners, visitors and 

educators (Smith 2009). 

Since the passing of the 1997 Constitution, along with the emerging concept of 

human rights that provided the right to communicate among Thais, and accelerated 

freedom of opinion, freedom of the press, freedom of information and freedom of 

expression, community-based media in Thailand have become a significant channel for 

increasing a higher level of public participation in the Thai public sphere (Mansap & 

Wellmanee 2011; Narmla 2009). However, Thai community media fail to reach public 
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expectations to be a flawless participatory media because there are usually small groups 

of influential people with control over the media, and the audiences have passive 

behaviours (Klaikao 2004; Polnigongit 2007; Supadhiloke 2011). 

Community-based media include a wide range of media consumption including 

both traditional media and new media. Traditional media are a channel of communication 

and expression that existed before the arrival of the new medium of the internet. 

Community-based media can include printed media, broadcast television, radio, 

community newsletters, bulletin boards and interpersonal communication areas (Ramsey 

& Moss 2009).  Although new media arguably provide better service to the people, this 

chapter suggests that they do not diminish the value of traditional media. Traditional 

media play a more important role in a community communication environment (Aldridge 

2007; Bruce et al. 2006). New media are highlighted as just a ‘media complementarity’ 

that helps support traditional media (Dutta-Bergman 2004). 

New media have four main characteristics: interpersonal communication media; 

interactive play media; information search media; and participatory media (Burton 2010). 

As a result, they can reach a diversity of people, provide more opportunities to 

communicate with each other and receive more information. New media also help to 

rediscover and reinvigorate each community (Ginsburg et al. 2002; Rheingold 2000). 

Moreover, they enhance democratic actions in the community. As Hahn and Kellner 

(2004) assert, people have produced a vital new space of politics and culture in which a 

diversity of individuals and groups has used technologies to produce new social relations, 

political movements and possibilities. The new space of politics and culture can be 

conducted through social media. Participation, openness, conversation, community and 

connectness are beneficial characteristics (Mayfield 2007, p. 5). Citizen journalism is 

usually associated with it. One area where citizen journalism holds a clear advantage over 

http://en.wikipedia.org/wiki/New_media
http://en.wikipedia.org/wiki/Internet
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mass media is the provision of ‘hyperlocal news’. Citizens produce online local news 

focusing on smaller geographic areas than the national media. Hyperlocal media 

operations are geographically-based and intend to fill perceived gaps in coverage of an 

issue or region and to promote civic engagement (Kurpius 2011). It is an alternative 

communication channel for local people and has become a public space where they are 

able to voice their opinions. 
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CHAPTER FOUR 

SOUTHEAST ASIAN MEDIA OVERVIEW 

A great many lessons have been learned from the experiences and the experiments with community 

media in the South-East Asian region. There is tremendous potential for community media to be 

harnessed efficiently to create mechanisms for socialisation, interaction, and mobilisation, to 

preserve the integrity of the cultural minorities whose way of life reflects the richness and plurality 

of Asian culture, and to be liberated from oppressive and iniquitous structures (Tabing 2000, p. 

96). 

 

Introduction 

The purpose of this chapter is to analyse an overview of media activities in Southeast 

Asia in a broader context. In order to explore the impact of local media initiatives, the 

Association of Southeast Asian Nations (ASEAN) is focused on first. Through the 

cooperation of ASEAN, the ten countries in the Southeast Asian region are engaged by 

media activities and media policies. I highlight many radio research cases because, 

mostly, radios arguably characterise participatory community media in Southeast Asian 

countries (Klaikao 2004; Tabing 2004; Ubonrat 2005). Together with the analyses and 

examinations of media challenges, media freedom and new media uses in Thailand and 

its neighbouring countries, this chapter shows the media framework and perspective in an 

Asian sense to some degree. 

 

ASEAN 

Southeast Asia is a subregion of Asia. The Central, the West and Oceania are excluded 

because of their association with the former Soviet Union, separate identities and a vast 

Euro-Asian entity (Gunaratne 1999). Southeast Asia consists of two geographic 
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regions: Mainland Southeast Asia, also known as Indochina, consisting of 

Cambodia, Lao People’s Democratic Republic, Myanmar, Thailand, and Vietnam; 

and Maritime Southeast Asia, including Brunei, Malaysia, Timor-Leste, Indonesia, the 

Philippines and Singapore. These countries have been incorporated as an association for 

their own benefit. The Association of Southeast Asian Nations (ASEAN) was established 

in Bangkok in 1967 with the following aims and purposes:  

1. To accelerate the economic growth, social progress and cultural 

development in the region;  

2. To promote regional peace and stability;  

3. To promote active collaboration and mutual assistance on matters of 

common interest in the economic, social, cultural, technical, scientific 

and administrative fields; 

4. To provide assistance to each other in the form of training and research 

facilities in the educational, professional, technical and administrative 

spheres; 

5. To collaborate more effectively for the greater utilisation of their 

agriculture and industries, the expansion of their trade, including the 

study of the problems of international commodity trade, the improvement 

of their transportation and communications facilities and the raising of 

the living standards of their peoples; 

6.  To promote Southeast Asian studies; and 

7. To maintain close and beneficial cooperation with existing 

international and regional organisations with similar aims and purposes, 

and explore all avenues for even closer cooperation among themselves 

(Association of Southeast Asian Nations 2013, p. 1). 

 

In other words, ASEAN is an association which is a comprehensive cultural, social and 

economic alliance. Currently, the ten ASEAN members are Cambodia, Lao People’s 

http://en.wikipedia.org/wiki/Mainland_Southeast_Asia
http://en.wikipedia.org/wiki/Indochina
http://en.wikipedia.org/wiki/Cambodia
http://en.wikipedia.org/wiki/Laos
http://en.wikipedia.org/wiki/Thailand
http://en.wikipedia.org/wiki/Vietnam
http://en.wikipedia.org/wiki/Maritime_Southeast_Asia
http://en.wikipedia.org/wiki/Brunei
http://en.wikipedia.org/wiki/Malaysia
http://en.wikipedia.org/wiki/Indonesia
http://en.wikipedia.org/wiki/Singapore
http://en.wikipedia.org/wiki/Cambodia
http://en.wikipedia.org/wiki/Laos
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Democratic Republic, Myanmar, Thailand, Vietnam,  Brunei, Malaysia, Indonesia, the 

Philippines, Brunei and Singapore.  

The ASEAN region has approximately 4.5 million square kilometres with a 

population of 630 million people in 2015. In 2007, it had a combined gross domestic 

product of around US$1,282 billion, and a total trade of about US$1,405 billion. 

Furthermore, the diversity of the region is apparent in the fact that the largest country in 

terms of land area is 2,700 times larger than the smallest country; the country with the 

largest population has 570 times more people than the smallest country; and the richest 

country has a GDP per capita that is 160 times that of the poorest country (Uriarte 2008). 

All the major religions are present in the region: Buddhism, Christianity, Hinduism, and 

Islam. Moreover, ASEAN countries have various forms of government ranging from 

monarchical to presidential and parliamentary. 

 

Thailand in ASEAN 

Thailand is located at the centre of the Indochina peninsula in Southeast Asia, and is one 

of the members of ASEAN countries. Anand Panyarachun, a Thai Former Prime Minister, 

initiated the ASEAN Free Trade Area (AFTA) for economic matters. Politically, 

Bangkok was the venue of the first ASEAN Regional Forum in 1967. According to the 

Central Intelligence Agency (2014), the Thai population numbers 67,741,401. The ethnic 

groups of people include 95.9 per cent Thai (including Thai-Chinese), 2 per cent 

Burmese, 1.3 per cent other, and 0.9 per cent unspecified. The religious groups found in 

this country include 93.6 per cent Buddhist, 4.9 per cent Muslim, 1.2 per cent Christian, 

0.2 per cent other and 0.1 per cent none. The role of Thailand in ASEAN has been 

constructive in that they have supported each other in many aspects. As Snitwongse 

(1995, p. 1) points out: 

http://en.wikipedia.org/wiki/Thailand
http://en.wikipedia.org/wiki/Vietnam
http://en.wikipedia.org/wiki/Brunei
http://en.wikipedia.org/wiki/Malaysia
http://en.wikipedia.org/wiki/Indonesia
http://en.wikipedia.org/wiki/Singapore
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Thailand receives tangible benefits from ASEAN in that it has friendly 

states who as a coherent group on the international arena can have greater 

leverage in dealing with more powerful states and push for the interest of 

Thailand and ASEAN. Moreover, ASEAN helps to create peace and 

stability in the region which in turn promotes economic development as 

evident in the fact that Thailand's number one trade partner... is now 

ASEAN which has replaced the United States. Furthermore, Thailand 

has other co-operations with ASEAN on such matters as culture and 

science which lend great benefits to our country's development. 

 

The contribution of Thailand to ASEAN has been continuous and active (Ministry 

of Foreign Affairs of The Kingdom of Thailand 2012). Now, Thailand is the second 

largest regional economy after Indonesia and a key actor in ASEAN’s plan for economic 

integration in 2015. However, there are several weak points regarding the role of Thailand 

in the ASEAN region.  Firstly, conflicts still occur between Thailand and its neighbouring 

countries which negatively affect the ASEAN economy. Borvornsompong (2014) points 

out that Thai people are afraid that they could be replaced by foreign workers who provide 

cheaper labour. Furthermore, the problem of foreign cultural intervention might easily 

occur in rural communities located around the border of the country if the government 

policies benefit only the country’s economy without concern for the problems of 

immigration. Another weak point is that Thai people recognise themselves as Thai but 

rarely perceive themselves as ‘ASEAN citizens’ because they do not usually realise the 

advantages of ASEAN. “People had low level of perception and understanding of 

ASEAN Community and misunderstood the aims of ASEAN Community… Thai people 

were not aware effects of being ASEAN community toward Thai community” 

(Borvornsompong 2014, p. 112). 
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Media and communication in ASEAN 

ASEAN intends to declare itself as the ‘ASEAN Community’. ASEAN leaders aim to 

transform ASEAN into a region with a free movement of goods, services, investment, 

skilled labour, and a free flow of capital. As a result, ASEAN countries had an agreement 

to create three communities by the end of 2015. The three communities are the ASEAN 

Economic Community (AEC), the Political-Security Community (APSC) and the Socio-

Cultural Community (ASCC). There is a wide range of positive impacts from the 

formation of these communities, especially the AEC. AEC and the other two communities 

cover many social, political and economic factors such as education, health, social 

security systems, environment, migration, human rights, corruption, media and 

communication. AEC had been planed since 2007 and demonstrates the first ASEAN 

community integration. “AEC envisages the following key characteristics: (a) a single 

market and production base, (b) a highly competitive economic region, (c) a region of 

equitable economic development, and (d) a region fully integrated into the global 

economy” (ASEAN Economic Community 2014, p. 1). This integration is believed to 

accelerate ASEAN sustainable economic growth levels and to reduce development gaps 

among ASEAN member countries. Connectivity becomes a paramount word for ASEAN.  

The Thai former Prime Minister, Abhisit Vejjajiva (in Huang 2014), states that 

only connectivity and a sense of belonging could create a true community which emerges 

for the benefit of the people in ASEAN. The mechanism which can create this sense of 

belonging is the media. Chongkittavorn (2013, p. 1) supports this point by stating, “media 

is the major driving force behind regional integration and the sense of belonging”. As a 

result, media and communication have an important role in connecting ASEAN countries 

together as suggested in the Master Plan on ASEAN Connectivity (Implementation: 

Master Plan on ASEAN Connectivity 2011, p. 66):  
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A communications strategy, consisting of a comprehensive set of 

coherent communication activities aimed at achieving the objectives of 

ASEAN Connectivity, is envisaged for outreach and advocacy purposes 

as implementation requires close collaboration among stakeholders or 

constituents, which could cover the mass media, relevant representatives 

of the public and private sectors as well as national and local 

authorities… It is also essential that the communications strategy takes 

into account processes that have been initiated and established, giving 

special attention to lessons learned and existing channels of 

dissemination. 

 

The ASEAN region has become significantly aware of the role of media and 

communication since 1989. According to the first ASEAN Information Ministers’ 

conference in 1989, regarding internationalisation and the issue of communication and 

information, ASEAN became more aware of the flowing of information from the West to 

the East and the consequential media misrepresentation: 

The facts show that developing countries, including ASEAN member 

states, are still being flooded up to now by news which is, on one hand, 

only benefiting the interests of advanced countries, while on the other 

hand, destroying the image of the developing countries. This is definitely 

unfair and we have to rectify it. The struggle to correct the imbalance in 

these information and communication areas is also an important part of 

the struggle to establish a politically and economically more equitable 

New International Order (quoted in ASEAN Joint Press Statement, 25 

May 1989). 

 

 

It was a significant start to media awareness among ASEAN. ASEAN Ministers 

agreed to seek ways to ensure that ASEAN news is more objective and balanced. There 

is a foundation named the ASEAN Foundation which aims to promote greater awareness 
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of ASEAN, further interaction among the peoples of ASEAN, and their wider 

participation in ASEAN activities through human resources development. ASEAN can 

then contribute to the evolution of a development strategy that promotes mutual 

assistance, equitable economic development, and the alleviation of poverty in the region 

(ASEAN Foundation 2008). The development of media and ICT is also the main concern. 

Increasing the opportunities for utilising digital technology is one way to narrow the 

divide among ASEAN countries. The Foundation has promoted access to ICT resources 

for various disadvantaged groups such as disabled people, women and youth in the rural 

communities. Such activities illustrate that the role of ICT and online media has become 

much more important in ASEAN countries.  

Regarding the importance of media and communication, ASEAN leaders have 

intended to establish a media sector which can represent the single ASEAN 

communication community in the way Al Jazeera works in Arab countries or Europe, 

North America and Latin America where the media are the major driving force behind 

regional integration and the sense of belonging. For instance, the blueprint of the ASEAN 

Economics Community (2008, p. 28) addresses the required action of journalists in 

subsection I of section C or section 76 of Article 3: “launch a comprehensive 

communications plan to explain to government officials, key stakeholders, and the 

general public the objectives, benefits and challenges of the AEC”. These are major tasks 

and challenges of ASEAN journalists. There have been many media people including 

journalists, media scholars and media producers who have tried to make the blueprint 

more concrete. For example, the first ASEAN Media Forum was held in Bangkok, 

Thailand, in 2014. Many media experts, scholars, diplomats and former political leaders 

from nine ASEAN countries attended this media forum where its main purpose was:  

To create a platform to enhance understanding among media groups and 

people from the ten ASEAN countries, China and the USA; to build a 
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bridge of communication and cooperation, create a common voice for the 

media, bear more social responsibility, and promote cooperation and 

union among media people from the ASEAN countries (Wu in The first 

ASEAN Media Forum opens in Bangkok 2014). 

 

Another interesting ASEAN media forum under the theme “ASEAN Media 

Move” was held in Thammasat University, Thailand, in the same year in order to search 

for the possibility of effective communication and media within ASEAN as one region. 

There were many challenges introduced by many ASEAN media experts in this forum 

which are analysed in the following section.  Moreover, a Roundtable Discussion and 

Public Forum themed ASEAN on the Move: The Role of Broadcasters towards the ASEAN 

Community was held by the Japan–ASEAN Solidarity Fund in 2014 including many 

participants and key people from the public and private news, television and radio 

agencies of the ASEAN countries. Topics such as regional media cooperation, reporting 

diversity in ASEAN, the media landscape, and preparing the newsroom to report on the 

ASEAN community were addressed and discussed.  

 

ASEAN media challenges  

According to Lent (1990, p. 57), the challenges of ASEAN media since the beginning of 

media activities in the ASEAN region are logically outlined as follows: 

1. Colonists and missionaries brought printing and journalism to the region 

and usually determined which language the media used. 

2. Nationalism and political moves accounted for the preference of one 

dominant media language. 

3. As governments further pushed toward achievement of national unity 

and identity goals in the past generation, they employed mass media as 

catalysts in these campaigns. 
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4. ASEAN countries for years used huge amount of foreign media 

productions, personnel, and services (radio-TV programming, 

newspaper features, films, advertising and public relations agencies and 

messages). 

5. However, regional and national efforts since the 1970s have lessened the 

foreign impact upon mass media products. 

6. The region’s editors, although they recognise the problem, have not 

covered ethnic and cultural minorities very thoroughly or sensitively. 

 

ASEAN media had long been influenced by Westerners before the impact of the 

Western media framework was minimised by organising the media into several regional 

groups. The regional groups such as the Federation of ASEAN Public Relations 

Organisations, Southeast Asian Book Publishers Association and Confederation of 

ASEAN Journalists attempted to build national and regional cultural identities in a 

significantly positive sign for ASEAN media outlets and journalists (Lent 1990). 

However, the issues related to multiculturalism, identity and media coverage still exist in 

today’s ASEAN media environment. It is challenging for ASEAN journalists to present 

the ASEAN region as one community to the rest of the world.  

As a result, there has been a critique of the possibility of a regional ASEAN media 

establishment. The main barrier to this project is the diversity of ASEAN countries. 

Diversities of people, cultures, religions and political regimes are the main concern of 

media professionals which could cause difficulties in reaching the goal of a media 

revolution in the ASEAN region. In characterising the barriers to the single ASEAN 

media sector, Chongkittavorn (2013, p. 1) states: 

Media landscapes in Southeast Asia are diverse and uneven. That helps 

explain why it is extremely difficult to offer a general image of the 

regional media. That has been the main attribute hampering discussions 

and closer collaboration throughout these years in media-related 
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activities, especially in setting common norms and standards of media 

practice. Although the charter, and the region’s political-and-security and 

social-and-cultural blueprints, specifically mention the need to promote 

the free flow of and access to information―as well as the role of media 

in promoting ASEAN identity and awareness in community-building 

and integration efforts―ASEAN leaders have yet to make serious efforts 

to push forward this platform. 

 

The most obvious problem in establishing the regional media is that there is a 

massive ASEAN population estimated to increase from 633 million people in 2015 to 717 

million in 2030 and reach 741 million people in 2035 (United Nations Population 

Division 2013, p. 1). A large number of people and their diversity is a major challenge 

for media people. As Cruz (2014, p. 1) points out, “if we add the population of each of 

these countries, we are talking about roughly 600 million people. That is a lot of people. 

In media terms, that is a lot of clients, that is a lot of readers, that is a lot of viewers”. As 

a result, it is still a challenge for many ASEAN journalists who have a responsibility to 

provide correct and proper information by taking into consideration the cultural and 

socio-political backgrounds of different nations and people in order to identify their 

audiences.  

The diverse population in the region leads to the problem of identity identification 

of ASEAN citizens. Multiculturalism plays an important role in mass communication 

development in ASEAN (Lent 1990). In 2008, much effort had been made to promote 

an ‘ASEAN identity’ and awareness among all regions (Chongkittavorn 2013). It is also 

difficult for media people to introduce an ‘ASEAN identity’ via the media because it is 

difficult to specify its essential ingredients. As mentioned, identity is one of the most 

significant issues in ASEAN. Many ethnic groups, languages and religions are obstacles 

http://www.nationmultimedia.com/search/?keyword=+Asean+
http://www.nationmultimedia.com/search/?keyword=+Asean+
http://www.nationmultimedia.com/search/?keyword=+Asean+
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which ASEAN has to deal with before forming a common ‘ASEAN identity’. As Duc 

(2013, p. 1) states: 

Southeast Asia includes a number of ethnic groups and their respective 

languages, and dozens of religions as diverse as Christianity and Islam 

to Buddhism and Confucianism. Southeast Asia is no more united in 

identity than Asia. 

  

The construction of an ‘ASEAN identity’ should be carefully and intentionally initiated 

because it concerns sensitive cultural and religious issues. Furthermore, there is much 

migration and shifting of identities in the ASEAN region. ASEAN citizens additionally 

often seek opportunities, new roots or the renewal of old cultural bonds (Jones 2014). This 

also makes an ASEAN identity more difficult to identify. As a result, ASEAN has to deal 

with the confusion and conflicting nature of these identity boundaries.  Jones (2014, p. 148) 

comments on the low possibility of ASEAN identity construction because “the importance 

of ethnic identity will grow in significance due to the multi-cultural composition of the 

region. How does a region create a common identity when there are so many competing 

cultural identities?”. Although many scholars like Anderson (1989), Bennett (1997), and 

Lewis (2008) claim that the media have the ability to characterise the representations of 

each cultural identity such as Thai, Vietnamese and Malaysian identities, it raises the 

question of the ability of these states to deal with cultural pluralism at the upper level 

including a common ‘ASEAN identity’ inclusive of ten countries. 

Educational outreach and poverty are significant issues that ASEAN regions have 

faced. Inequalities in educational opportunities have existed in many parts of the region 

including between rural and urban areas, public and private education institutions and 

among provinces within each country (Sadiman 2004). ASEAN has been criticised as 

having low capacity to increase levels of tertiary education, reduce inequality, and raise 
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the quality of education (Phan & Coxhead 2013). As a result, ASEAN countries have 

launched better policies in reducing educational disparities. Strategies to create a 

knowledge-based society, to achieve universal access to primary education, to promote 

early child care and development, and to enhance awareness of ASEAN to young people 

through education, focus on the importance of improving education in the ASEAN region 

(ASEAN Socio-Cultural Community Blueprint 2009). However, there are a small but 

significant number of children who continue to be deprived of their right to basic 

education. These children are from various groups such as ethnic minorities, children in 

remote areas, migrant children, children of internally displaced people, and children with 

disabilities (Unicef 2015). Poverty in rural areas is one of the major causes of this 

problem. For example, although progress has been made in education and health care 

policy for most of the population in Thailand, there are still significant disparities in 

access, especially for poorer households and between rural and urban areas. A lot of 

students in rural areas still cannot attend schools because of their familiess financial 

difficulties. Transportation cost, which is not covered by the new policy, is a major factor 

in school attendance, especially for poor students living far away from the schools 

(Structural Policy Country Note: Thailand 2013). Because of poverty, Jones (2014) 

asserts that many ASEAN communities have no ability to build coalitions and basic 

organising skills, or to promote issues among local media and other horizontal 

information sharing or to build other skills to represent their concerns, needs, and abilities. 

Without the benefits afforded by social capital through education and civic procedures, 

ASEAN’s chance to become self-defining is reduced. 

Political situations are also challenging. The relationship of media and political 

change is necessarily observed in ASEAN countries, especially the effect of mass media 

in the process of democratisation since the 1997 Asian financial crisis. While classical 

liberal theory suggests that the globalised media would help democratise societies, this 
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cannot be applied in the Southeast Asian context (Woodier 2008). Woodier (2008, p. 2) 

claims that “ten years after the Asian financial crisis, local political elites have proved 

remarkably adept at dealing with these challenges and have been reconstructing elite 

control”. Within these ASEAN countries, political elites used mass media to regain and 

maintain their control. The governments try to regulate unbalanced information flow by 

filtering information from the West. To be specific, Woodier (2008, p. 94) gives an 

example of media control by Mahathir Mohamad from Malaysia and Lee Kwan Yew 

from Singapore by pointing out that both governments were largely successful in blurring 

state security with regime security. Both governments used legislative warnings and legal 

harassment to suppress critical international media coverage while developing ‘Western-

style media in form but not content’. Woodier (2008, p. 56) asserts: 

What we can see develop in Southeast Asia is a localised media industry, 

with localised models for ownership and control, challenged by the 

globalised media and other external forces, which have both helped shape 

the industry, the way it operates and the policies adopted by local 

political elites as they attempt to control access to the media space and 

affect public perceptions. 

 

Political influence also affects media freedom in ASEAN as exemplified in the 

case of Thailand. Thai broadcasting has historically been owned by state agencies and 

military. Some TV and radio channels came under private control through a long-term 

lease. For instance, Channel 7, which belongs to the army, has been leased by a Kanasutra 

family company. There was only one private channel, ITV (Independent Television), 

which began in 1996 and originally practised investigative journalism. Later, it was 

controlled by Thaksin Shinawatra, the former Thai prime minister. Some ITV journalists 

who refused to support him were sacked (Phongpaichit & Baker 2004). 
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A large and diverse population, identity identification problems, educational 

disparities, poverty, and political influence are continuous challenges for ASEAN 

countries. Poor media coverage is also problematic. For example, in Thailand, there are 

often images of state leaders attending conferences who appear in the media when 

ASEAN is reported. According to Chuensuksawadi, “ASEAN is seen as the usual annual 

meeting of suits, shaking hands and the crossing of hands” (The ASEAN Beat 2015, p. 

2). It is quite similar to what has happened in Myanmar where the usual coverage of 

ASEAN is just about organisational meetings (The ASEAN Beat 2015), although 

ASEAN has much more role in than these.  

From this perspective, media and communication of ASEAN needs to be 

improved. Firstly, there is a need to change the governments’ communication strategies. 

As Chongkittavorn (2014, p. 1) states, 

ASEAN leaders constantly complain of their citizens' ignorance of the 

group's achievements. The reason is a simple one: ASEAN needs a new 

mindset when it comes to the role played by media. ASEAN has yet to 

come up with a comprehensive media communication strategy that 

would inform, educate and engage its 630 million citizens. The current 

top-down system needs to turn upside down.  

 

Improvement of ASEAN media coverage is also needed. ASEAN deputy 

secretary-general AKP Mochtan exemplifies the direction of media reports on ASEAN: 

“seeing is what is not done rather than what is already done” (The ASEAN Beat 2015) 

which means that journalists should seek new ways to develop ASEAN media. For 

example, Thu (2015) discusses the way to improve ASEAN media by showing that 

journalists should not focus only on international conferences among ASEAN leaders. 

Instead, ASEAN youth should be more focused on media coverage. The media should 

http://www.nationmultimedia.com/search/?keyword=+Asean+
http://www.nationmultimedia.com/search/?keyword=+Asean+
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mention ASEAN youth because they account for two-thirds of the ASEAN population 

and it is important to make the majority of citizens feel involved and united. He (2015) 

argues that youth involvement in media coverage could build a real sense of the ASEAN 

community. It is also recommended that the ASEAN region needs to do more research 

on media and mass communication in order to establish a regional ASEAN media sector 

and provide better news services. Cruz (2014, p. 1) states that, “first, we must find out 

exactly where we are today. We need to do research. We have faculties and schools of 

journalism to do that”. Cruz recommends a content analysis study of media concerning 

ASEAN including individual countries and the whole region. It is essential for ASEAN 

citizens to know what is happening in newspapers, radio stations, television stations, 

online media, and social media concerning ASEAN matters because regional people will 

realise what the current situation is in their countries from coverage of ASEAN as a whole 

rather than separate or individual nations. It is also compulsory to have ASEAN desks in 

every international news agency and network. Cruz (2014, p. 1) introduces the possible 

guidelines to construct a sense of ASEAN unity into the media as follows: 

ASEAN news on the front pages of the biggest newspapers in each 

country; 

ASEAN news on primetime news shows in each country; 

ASEAN television talk shows in each country; 

ASEAN reporters, columnists, and editors with language facility in 

ASEAN languages; 

ASEAN correspondents and news desks at BBC, CNN, Al Jazeera, 

Agence France-Presse, Associated Press, Reuters, Agencia EFE, and 

other networks and news agencies; 

Visits by editors to all ASEAN countries; 

ASEAN beat in every newspaper; 

Extended exchanges of reporters; 

Collaborative news reports; 

Online editorial meetings; 
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Joint editorials on special occasions; 

Canned or live coverage of Asean news during shows; 

Exchange of segments; 

Subtitling of shows in English/Malay/Thai/Chinese; 

Prioritising of travel destinations for travel shows; 

Guesting on other countries’ shows; 

Guest hosting of shows in other countries; 

Live guesting through Viber, Skype, or similar software; 

Choice of Asean topics every so often; and 

ASEAN correspondents training. 

 

Onwimon (2011) also supports the idea that the media in ASEAN countries should 

now realise the essence of ASEAN news and information. The establishment of an 

ASEAN desk at all media organisations is required in order to produce and disseminate 

ASEAN news that should be relevant and interesting. 

Media cooperation in a smaller sector has already occurred within the ASEAN 

region with good effect. Four Southeast Asian, English-language newspapers―The Star 

from Malaysia, The Jakarta Post from Indonesia, The Nation from Thailand and the 

Philippine Daily Inquirer―launched their joint e-paper subscription with the support of 

the CIMB Group, a leading ASEAN Universal Bank. This e-paper aims to offer 

opportunities to read the news from the local perspectives of each country. As chief 

executive officer Wong Chun Wai (in Meikeng & Tan 2014, p. 1) said, “it is an 

opportunity for readers to widen their knowledge and know their neighbours on a more 

meaningful level”. E-papers are able to reach approximately 450 million out of the 600 

million residents of ASEAN (Four ASEAN media orgs launch e-paper, The Jakatar Post 

2014, p. 1). 
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Press freedom, media monitoring and freedom of media expression in Southeast 

Asia  

Article 19 of The Universal Declaration of Human Rights states that “everyone has the 

right to freedom of opinion and expression; this right includes freedom to hold opinions 

without interference and to seek, receive and impart information and ideas through any 

media and regardless of frontiers” (United Nations 1948). Importantly, free media are 

needed because they contribute to the quality of human life. This section focuses on some 

data regarding press freedom trends in ASEAN countries and also how the media are 

monitored. 

 

Figure 2: Press Freedom in the World 2016  

 

Figure 2 (Puddington & Roylance 2016) above shows the range of press freedom 

around the world in 2016. While the media confront intimidation and government control, 

the areas of Southeast Asian countries are mostly highlighted in purple to show that they 

experience lowest press freedom rates. Karlekar and Dunham (2014) state that, overall, 

global press freedom had fallen to its lowest level in over a decade in 2013. Press freedom 

in Thailand was situated the 141st as well as Guinea, Pakistan, Honduras and Malaysia 
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out of 197 countries and territories. Thailand slipped from a ‘partly free’ to ‘not free’ 

status in 2013. 

Thailand, which was downgraded to the Not Free category in 2012, 

slipped from 62 to 64 points—its worst score of the past decade—due to 

increased physical harassment and attacks on journalists and media 

outlets by political activists, often in the context of political unrest and 

demonstrations, as well as partisanship and biased content at a number 

of media outlets. Censorship of online content, coupled with the 

aggressive enforcement of lèse-majesté laws, continued to suppress free 

expression in the country (Karlekar & Dunham 2014, p. 9).  

 

Figure 3 below shows the ranking of press freedom in ASEAN. Only two ASEAN 

countries, the Philippines and Indonesia, are partly free. The rest of the ASEAN region is 

now facing a press freedom crisis. 

 

ASEAN countries World ranking of media 

independence of 

197 countries & territories 

Freedom 

Philippines 87 Partly free 

Indonesia 98 Partly free 

Thailand 141 Not free 

Malaysia  141 Not free 

Cambodia  147 Not free 

Singapore  152 Not free 

Burma  159 Not free 

Brunei  164 Not free 

Vietnam  183 Not free 
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Laos 183 Not free 

 

Figure 3: The Freedom House’s Freedom of the Press Ranking  

 

Press freedom is a cause of public concern. In Southeast Asia, violence 

against journalists and the media and high levels of impunity for state violations of the 

right to freedom of expression continue to be a pressing concern. For instance, 142 

journalists have been killed since 1986 in the Philippines. There have been eight unsolved 

cases of journalists’ deaths since 1996 in Indonesia. In Vietnam, the government has 

continued its crackdown on bloggers with at least twelve recorded cases of attacks, arrests 

and jail terms for those who serve as alternative channels of information. According to 

Venkiteswaranon (2014, p. 1), this continuing violence remains because of weak law 

enforcement, corruption, a slow justice system and a pervasive gun culture.  

As a result, there is cooperation among ASEAN countries to monitor violence 

against journalists. Southeast Asia Press Alliance or SEAPA, established in Bangkok in 

November 1998, is a non-profit and non-governmental organisation. It aims to maintain 

press freedom in Southeast Asia. SEAPA unites independent journalists and press-related 

organisations in the Southeast Asian region into a force for advocacy and mutual 

protection. Its committees agree that nowadays corruption, censorship, attacks on 

journalists, lack of accountability and opaque business dealings are barriers to freedom 

of the press. According to the SEAPA website, “we need a way to protect ourselves from 

all this. Nobody else will do it. This crisis can help us do better. We need an Asian 

organisation to advance press freedom” (SEAPA n.d., p. 7). In addition, SEAPA plays an 

important role in supporting capacity-building efforts within press organisations in the 

countries where press freedom has faced difficulties such as Cambodia and East Timor. 
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The recommendations below are made by SEAPA regarding the promotion and 

protection of press freedom in ASEAN: 

States should take appropriate immediate steps to conduct effective and 

impartial investigations into attacks on journalists, media workers, and 

human rights defenders and resource authorities appropriately to ensure 

that perpetrators are identified and swiftly brought to justice and that 

victims or next to kin are fully compensated; 

Judicial reforms should be in place domestically to facilitate speedier 

trials involving impunity killings of human rights defenders taking into 

account UN resolutions, conventions and standards, including those 

pertaining to the safety of journalists and freedom of expression; 

Laws that restrict freedom of expression should be repealed or reviewed 

with a view to promote freedom of expression and access to information 

in full compliance with international human rights norms and standards; 

and 

The international community should work with Southeast Asian 

governments and the Association of Southeast Asian Nations to 

implement Resolution 68/163 (2013) and the Guidelines on Safety of 

Journalists (Venkiteswaranon 2014, p. 1). 

 

Although freedom of expression is a primary right for every person, in the 

ASEAN region, there are only three countries - including Thailand, Indonesia and two 

states in Malaysia - which have enacted specific laws on the right to information (RTI), a 

fundamental feature of freedom of expression. It is shown in Figure 4 (Indigenous Media, 

Freedom of Expression and Right to Information: ASEAN Scenario 2014, p. 4) below. 
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Countries Freedom of expression Right to information Laws/policies used to curtail 

independent media 

Thailand Constitution guarantees 

freedom of expression 

Freedom of 

information 

legislation (1997) 

• The Criminal Code e.g. 

Article 

112 Lese-majeste laws 

• Computer Crime Act (CCA) 

2007 

Indonesia Constitution guarantees 

freedom of expression 

in Article 28e3 and 

Article 28f 

Transparency of 

Public Information 

laws (2008) 

• State Intelligence Law 

(2011); e.g. Article 

44 and 45 

• Electronic Information and 

Transactions 

(ITE) Law (2008) 

• Laws on the Handling of 

Social Conflict 

(PKS) (2013) 

• The Penal Code; e.g. Article 

207 “Crime 

against public authority” 

• Election laws that give the 

government 

powers to imprison journalists. 

Malaysia Article 10 (1)(a) of 

the Constitution 

guarantees 

freedom of speech 

and assembly 

Two states, Selangor 

and Penang, have RTI 

legislation (2011); and 

Kelantan has drafted 

RTI legislation 

• Article 10 (2)(a) of 

Constitution permits 

parliament to restrict the right 

as it deems 

“necessary or expedient” for 

reasons of 

public order and national 

security. 

• Sedition Act (1948) 

• Security Offence Act (2012) 

• Official Secrets Act (1972) 

• Communications and 

Multimedia Act 

(1998). 
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• The 1984 Printing Press and 

Publications 

Act, amended in 2012. 

 

Figure 4: Laws Relating to Media, FOE and RTI in ASEAN  

 

 

 

Community-based media in Thailand and other Southeast Asian 

countries 

Media culture has a significant role in constructing imagined communities and the public 

sphere on a national level (Iwabuchi 2010). The media are also important in terms of local 

and cultural productions, especially at the community level. As Howley (2010) states, 

community media contribute to the vast variation of cultural production around the globe. 

Both traditional and new media play an essential role in ASEAN communication at the 

community level. Traditional media, including folk media, represent collective identity 

deprived of specific messages (Aikat n.d.). They perform as a cultural tool in ASEAN 

rural areas:  

Because they were and are used to express the world-view as well as the 

values and norms of a group through literary and theatrical genres using 

artistic criteria acceptable to that particular group, these media are called 

“cultural.” Because they were and are continuously created not by a 

select few but by the ordinary members of a given cultural community, 

they are known as “folk”. . . because these communication forms have 

been practiced, evolved, and popularised by the majority over long 

periods of time-many for centuries, they have acquired that permanence 

and legitimacy which characterise them as “traditional” (The Cultural 

Traditional Media of ASEAN 1986, p. V). 
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There are many folk media including dance, drama, song, puppet plays and poetic 

jousts found in the ASEAN region as exemplified in the Indonesian Barong dance and 

Wayang puppet theatre; the Malaysian Bangsawan, a traditional Malay opera; the 

Philippine Balagtasan, a form of debate show using poetic verse and Sarswela songs and 

dances; the Singaporean Dodang Sayang ballad; and the Thai Moh Lam dance, Manohra 

dance, Likay dance, and the Nang Talung puppet show. Although these folk media are 

different, they also share some common aspects. Southeast Asian folk media and 

performances are usually criticised by Western critics as loose in their plot structures 

because they embrace magical, fantastic elements or forces in the narratives. These 

supernatural influences often feature as Dei ex machina which is used to solve complex 

problems in the plot narratives (Fernandez 1989). Moreover, they mostly share 

extravaganzas in common which feature song and dance, mime and music, action and 

dialogue, as well as glittering, bright costumes and headdresses, sometimes with masks. 

“The realisation of such commonalities leads to the insight that ASEAN member-nations 

do, indeed, have analogous cultures because these cultures seem to be traceable to 

common well-springs and to have been shaped by parallel economic, political and social 

realities” (The Cultural Traditional Media of ASEAN 1986, p. vi). In other words, 

traditional folk media have a long-lasting impact on societies, beliefs and cultures. The 

essence of this impact has existed for a long time although such traditional media have 

been affected by modernity and globalisation. As Kumar (2012) asserts, folk media have 

still significantly contributed to social integrity and the promotion of cultural diversity 

and nation building through the age of globalisation. 

Folk media and other traditional forms of media such as newsletters, publications, 

wall newspapers and audio tower systems are private initiatives and operated by a limited 

group with specific concerns. Although these forms of media have been negatively 

represented by larger media, they have already demonstrated their role as significant tools 
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of communication in the process of community development in the ASEAN region 

(Tabing 2000). This point is supported by Bruce and colleagues (2006) who state that 

traditional forms of media have been important tools for facilitating community 

development while fostering a sense of belonging and attachment to the community in 

small rural areas. 

As mentioned above, traditional media are still important and play essential roles 

in Southeast Asian countries. Radio is also a significant media player which has a 

community development role in the ASEAN region. Although this new form of media 

from the 1980s rapidly spread in Latin America and Africa, it spread much more slowly 

in Asia, partly because the governments were not interested in this medium (Helbardt 

2015). Later on, community radio, as a relatively new phenomenon, became a mechanism 

for people’s empowerment throughout the Southeast Asian region. 

ASEAN radio emerged because of European colonisation. Historically, most 

countries in Southeast Asia were under the control of European countries.  As Masterton 

(2005) points out, most ASEAN countries were under European power during the years 

when Western-style newspapers and journalism took hold. “It was also generally accepted 

that most Asian journalism still lived with the consequences, good or bad, of its European, 

or American-mediated origins” (Masterton 2005, p. 42). As a result, ASEAN 

broadcasting systems were modelled in western frameworks such as the U.S. commercial 

model and the French commercial state-run model.  

Arguably, radio in Southeast Asian countries, in most cases, is structurally 

western modelled including technology, infrastructure and techniques, yet culturally 

Eastern forms and values developed (Dissanake 1998; Woodier 2008). Although 

Southeast Asian media such as radio can be influenced by political or financial changes 

and information flow from the West, it can also maintain its powerful style which is 

sometimes defined as ‘Asian values’. The question is how people construct Asian values 



119 
 

in the media. Yao (1994) gives a definition of Asian values by comparing it to the 

influence of the West. Yao (1994) defines Asian values as the East or ‘Asia’ emerging 

(from the Asian-values debate) as a sovereign subject while re-defining the West as 

foreign space. It is believed that Asians share a set of core beliefs which can remind Asian 

journalists to distinguish themselves from western frameworks. In Indonesia, for instance, 

Endy M. Bayuni, an Indonesian journalist, states that “there is no doubt that we have a 

value system among our editors, and our values are different from those of our western 

counterparts” (Bayuni 1996, p. 39). Massey and Chang (2002, p. 989) explain the 

characteristics of Asian news work as follows: 

Chief among these pan-Asia beliefs are (a) freedom with responsibility; 

(b) communalism and consensus, including the notion of subordinating 

the needs of the individual to the greater good of the community or 

nation; (c) harmony, or maintaining social stability; (d) filial piety, or 

devotion to parents and family; and (e) respect for order and authority.  

 

In this way, Asian values are constructed through words such as ‘harmony’, ‘piety’, 

‘parents’ and ‘family’ which are arguably ‘Asian’ ways of thought.  

In the 1930s, radio was introduced to most Asian countries for the first time, and 

most of the radio stations were under government control (Klaikao 2004). A model of 

community radio of Asian countries was created in Sri Lanka in 1981. A pilot project 

called ‘Sri Lanka’s Mahaweli Community Radio’ was begun by the Sri Lankan 

Broadcasting Corporation (SLBC). Cooperating with Radio Denmark, it was hoped this 

radio model would help the developing Mahaweli community. David (1992) asserts that 

this community radio project gave voice to community people and offered them an 

opportunity to exchange their opinions and experiences. The project worked by 

monitoring rural life in local communities. A mix of cultural performances and 
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community member interviews were regularly broadcasted. The radio programs were 

edited with the assistance of local people. This community radio was a classic model for 

the use of community radio for self-development and education (Klaikao 2004). 

In Thailand, the first official radio broadcast was aired on the 25th of February in 

1930. It was intended and used to “promote education, trade and entertainment for the 

public” (Bhumiprabha et al. 2005, p. 22). In the early days of radio which occurred during 

the political transition from absolute to constitutional monarchy in 1932, it was used for 

propaganda. General Phibun Songkhram, a former prime minister, used radio as an 

important tool for informing the public about the need for the coup d’état. He established 

the Government Public Relations Office to “propagandise and campaign for democracy” 

(Bhumiprabha et al. 2005, p. 22) by using radio as the main one-way communication 

channel.  

Community radio has played the most significant role in the Thai community 

since the promulgation of the ‘People’s Constitution’ of 1997. The 1997 Constitution is 

comprehensive in its approach to protecting freedom of the media, freedom of expression, 

and access to information. The most concrete benefit from the 1997 Constitution is 

community radio because it is highly accessible in rural areas, and it has low cost 

production and media expertise. With the support of many local and international NGOs, 

community radio emerged in the early 2000s in Thailand (Mansap & Wellmanee 2011). 

The emergence of radio can be assumed as a starting point for media reform in Thailand. 

The media reforms, especially in broadcasting media, are clearly seen in the year of 1997 

when the ownership of frequencies was divided into three sectors: business, public, and 

community. Their rights are legitimate as stated in the Thai Constitution and related laws. 

In 2001, the first community radio station went to air in Kanchanaburi, a province located 

on the Thai–Burmese border.  This historic broadcasting activity took place amidst high 

civic enthusiasm for a more accessible channel of communication. One year later, about 
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140 community radio stations began broadcasting in every part of the country. Many 

types of radio styles operate in Thailand. Their origins depend on aspects such as the 

geographic area and reasons of origin.  

It can be assumed that radio is the most preferred media in ASEAN. As Tabing 

(2000) states, radio is shown to be more attractive to community members and their 

leaders. At the same time, the people are arguably more inspired by radio. In comparing 

radio to print media, a publication such as a community newspaper is definitely a more 

expensive proposition. As exemplified in Laurel, Batangas, a municipality in the 

Philippines, after five successful months, the organisation publishing a tabloid closed 

because the radio station began a free service.  

As another instance in the current socio-economic context of Vietnam, its radio 

system has been well thought out by the government. Doan Quang, general director of 

the Authority of Radio Frequency Management (ARFM), for example, points out that the 

level of television and phone use is not high; as a result, radio continues to be a prime 

media channel for local people (Insights into Radio across Asia: RadioAsia, 2013). Radio 

also has been a source of more favourable investment than other types of mass media 

because of its wider range of coverage and low cost for users, particularly in rural areas 

and for the targeted local audiences (Anh et al. 2004). A type of community radio called 

‘Commune radio’ is owned by the communities and played via speakers by low power 

transmitters. The commune stations utilise 38 AM transmitters, 57 FM transmitters, and 

more than 6,400 basis sound transmission stations. There are approximately 11,000 

commune stations that inform people about local events and messages from the governing 

communist party. Each commune station requires only one to two staff. Despite the 

simple organisational structure of these radio stations, they play an essential role in 

relaying programs produced by the higher-level broadcasters (Anh et al. 2004).  
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The Philippines as an ASEAN member has interesting and effective community 

broadcasting. The project named ‘Tambuli’, developed by Danish International 

Development Agency (DANIDA) and UNESCO, is involved more in terms of technical 

assistance and training in all radio stations in the country. This project won the 1995 

UNESCO-IPDC Rural Communication Prize. The isolated geographic areas including 

Basco in Batanes, Laurel in Batangas, Banga in Aklan, Ibajay in Aklan, Olutanga Island 

in Zamboanga del Sur, and Partido districts (five towns) in Camarines Sur were chosen 

due to their low economic development. Beyond expectation, their economic and socio-

cultural activities noticeably increased which made local people become more aware and 

involved in community work. “Tambuli radio provoked major changes in Filipino local 

community life, in particular the elimination of gambling and the improvement of social 

life in communities” (UNESCO 2015, p. 1). It empowers people by providing a space for 

them to participate in community activities and to become involved in community 

matters. The radio project then initiates volunteerism in the remote areas of the 

Philippines. The term ‘volunteerism’ does not refer to only unpaid labour but also to the 

capacity to build self-esteem and pride. As Tabing asserts (2002, p. 1), 

The sustainability of the [Tambuli Radio] project is a serious matter and 

some did not believe that it was sustainable. They were telling us that 

this ‘volunteerism’ has its limits, for instance. And, “Well, you say that 

they are volunteering now...after one year, after two, they will go.” And 

true enough, there are people who go after two years. And some people 

are even asking for pay. But the reality is that no community where we 

put up a radio station since the early 1990s is willing to give up their 

radio station. They are working there for as long as the transmitter is 

operating - for as long as there is a radio station. So I have proven them 

wrong with respect to volunteerism. Being in radio carries something like 

maybe a sense of power, a sense of fulfilment, a sense that you are 

popular in the community, you are important to the community. You are 
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serving. Every day there is a feeling among the individual volunteers that 

they are important to a larger group of people. 

 

Community media in ASEAN are often supported by international donors. Some 

community stations have been assisted in their establishment by foreign donors and 

NGOs because of their interest in human rights and community development. For 

example, Thailand has received financial support in order to establish radio stations. Thai 

community people have a low financial capacity to establish their own radio stations for 

as little as US$1,250 while the establishment costs are much higher. In 2001, UNESCO 

offered a basic operation cost of US$13,295.47. In addition, the Asia-Pacific 

Broadcasting Union (ABU) offered a low power radio station in a suitcase which cost 

US$5,000 to Thailand (Fraser & Estrada 2001).  

Cambodia has the ability to build capacity for community media to promote 

freedom of expression with assistance from UNESCO. Around sixty community people 

have been trained by the Cambodia Centre for Independent Media (CCIM) and UNESCO 

in order to produce news reports. This project is to produce citizen journalists in the 

Cambodian community environment. Furthermore, community media in Kratie, a 

province of Cambodia, are also supported by the Spanish Agency for International 

Development Cooperation (AECID) to empower local women in media outlets (Green 

2013). 

In Vietnam, the only donor country that has ever given large-scale, official 

development assistance in radio broadcasting is Sweden. The amount of thirty million 

SEK was funded for a local radio project. Its pilot period started in 1993 and has been 

fully implemented since 1997 by the Voice of Vietnam (VOV) and Swedish Radio (SR). 

After two phases of implementation over ten years, approximately thirty provincial radio 

stations have directly benefited from the project’s results and most of the rest have been 
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indirectly influenced by the positive impacts derived from the project’s funding (Anh et 

al. 2004). 

As previously argued, some ASEAN governments have negative impacts on 

media and communication. Before addressing the problems, studies show that 

governments have positive roles in community communication in developing countries. 

The term “development support communications” (Gunaratne 1978; Ogan 1982) is used 

to describe the positive role of governments in third world countries [sic]. To illustrate, 

the development plan is pre-determined usually through one or more government 

agencies, and the press assists in achieving a local or national or social or economic goal. 

The media, as a tool for development needs, are not to be subservient to the government. 

In Thailand, this kind of bottom-up approach seems to have existed with Thai 

communication development since the promulgation of the People’s Constitution of 

1997. 

 
 
 

Challenges of community-based media in Southeast Asian countries 

The World Association of Community Radio Broadcasters (2007) states that, in the Asia 

Pacific region including Southeast Asian countries, the main challenges for local media 

production are: lack of appropriate legislation, constant oppression of media freedom of 

expression, and military threats. As a result, community media in these Asian countries 

experience problems in satisfying the expectation of public interest. 

Community radio stations and other forms of community media are still 

at a pilot stage and are struggling to assert themselves in Asia…. In some 

places it reflects the political realities of the countries, where civil society 

groups and communities are involved in pushing for more space to 

establish community media. In spite of good things that have happened, 
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it is always a one-step-forward-two-steps-back situation (Thomas in 

Noronha 2003, p. 2,169). 

 

The “one-step-forward-two-steps-back situation” (Thomas in Noronha 2003, p. 

2,169) has arguably existed in Southeast Asian countries. Louie Tabing, a UNESCO 

community radio consultant, points out that the major obstacles to the development of 

community media in ASEAN are: firstly, media policies in most countries do not support 

the establishing of free media; and secondly, community media are usually owned by 

small groups of influential people. There are more opportunities for big, commercial 

media organisations to license and access technology. Moreover, there is a low awareness 

level of the advantages of operating community media among policy-makers, media 

people and local organisations. Lastly, community media are limited in accessing funding 

support (Tabing 2000). 

Media policies need more attention. Although community media such as radio 

claim to provide an alternative channel to the usual public and commercial broadcasting, 

and encourage media ownership by the local resident, community radio licenses have 

never been seriously considered by the government as shown in the case of Malaysia. 

This is why many community media people have instead turned their attention to the 

delivery of community programming via the internet (Magpanthong & McDaniel 2011). 

In Malaysia, authorisation for community radio stations seems never to 

have been seriously considered even though public groups have 

expressed enthusiasm for the idea. In both nations, political 

considerations have been major factors governing the slow development 

of policies for community radio (Magpanthong & McDaniel 2011, p. 

116). 
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In Thailand, broadcasting policies are quite complex in terms of who owns a 

licence and who operates the services as well as the large number of radio services that 

have never been licenced. The State and Defence Forces of Thailand owns a considerable 

proportion of television and radio licences including 45 per cent of radio stations and 33 

per cent of television stations (Green 2013). Thus, radio frequency has historically been 

controlled and owned by state agencies and granted to selected private media 

organisations on long-term, privileged, concession agreements. Community radio people 

have been restricted in accessing and using a particular frequency (Ramasoota 2013). 

There are other problems that many Thai community radio operations have faced over 

the past decades such as an unsuitable media framework and political influence. 

Ramasoota (2013, p. 230) introduces the following four main challenges for community 

radio practices in Thailand: 

1. Inconsistent and fragmented policy under several interim regulatory 

regimes; 

2. Regulatory framework that is unfit for a complex problem and a 

regulatory design that does not adequately recognise the principles of 

community radio; 

3. Political context which features a deep conflict and divide between the 

“urban center” and the “rural periphery” to which most community radio 

stations belong; and 

4. The lack of political will to support a sustainable existence of community 

radio in society.  

 

These factors lead to financial sustainability challenges that hinder the possibility 

for scaling-up good models of community media development. The capacity of 

community media is limited in giving voice to the marginalised. Magpanthong (2007) 

suggests other general problems for community media in Thailand. She states that self-

management has become an issue in each community radio operation. Transparency as 
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well as a shortage of volunteers are further common problems. Thai community radio 

stations were operated by amateurs. Since they were amateur broadcasters, the stations 

suffered from many problems that conventional radio stations would not have 

experienced. There is a shortage of the necessary qualities and skills among community 

media people (Magpanthong 2007). At the same time, a shortage of trainers with 

participatory development experience, competence in radio programme production and 

relevant vernacular language skills is also a common problem (Magpanthong & 

McDaniel 2011). 

In ASEAN, the communication industry is largely in the hands of government. 

Media freedom including local media is hardly achievable. For example, in Malaysia, 

public discussion or questioning of ‘sensitive issues’ such as the special position of 

Malay, the national language, citizenship, and the position of the Kings and the Sultans 

is prohibited by law. In many cases in Thailand, people who criticise the royal institution 

must be jailed by law. State control of the media in Southeast Asian countries has both 

favourable and unfavourable consequences:  

Where the media are state-regulated, this is more easily accomplished, 

but in this case, the media are often unable to perform the innovative 

tasks expected of them in a society where innovation, flexibility and self-

correcting mechanisms are so important. (Tabing 2000, p. 76) 

 

As previously outlined, in the Thai situation, local communities rarely take 

responsibility for establishing, managing, and producing content for the community 

media because only a small group of influential people have control over most community 

media (Supadhiloke 2011). The monopolisation of community radio by a few people is 

often more commercial than socio-political. For instance, two-thirds of Thailand’s 

community radio stations are commercially-based, and run by local businessmen who aim 
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to advertise their own or other local companies’ products and services. Moreover, many 

radio stations are used by music and media companies to reach a grassroots audience 

(Helbardt 2015). Such a monopoly is enough to explain why the ASEAN region still has 

a low level of local participation in community media.  

 
Public access to community media is most assured when four conditions are 

satisfied: local languages are used; physical location is convenient; content is appropriate; 

and feedback mechanisms are in place (Magpanthong 2007). ASEAN media regulation 

is needed to reassure that those four elements are in place. Tabing (2000) suggests 

solutions to an uphill struggle towards community media by improving media policies 

concerning community media practices and operations in ASEAN. Tax exemption, 

protection of media freedom, better funding policy, media practitioner improvement, and 

media education showed concentrate on developing ASEAN community-based media, 

according to the following conditions: 

1. Tax exemption privileges such as for the importation of equipment 

and spare parts; 

2. Freedom from regulations that tend to stifle the fundamental right of 

free expression; 

3. Eligibility to receive government support and subsidy as well as tax-

free grants from funding institutions; 

4. A more liberal attitude to community media practitioners enabling 

them to develop their skills rather than to be subjected to unrealistic 

standards; and 

5. Communication courses in colleges, based on research, that review 

the operation as well as the costs and benefits of community media 

(Tabing 2000, p. 95). 
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The growth of new media in the ASEAN sense 

ASEAN has witnessed a high adoption rate of online activities by individuals together 

with outstanding growth in digital media. ASEAN countries show a stronger interest in 

new online service activities than experienced globally in 2011 as the figure below (Sleigh 

et al. 2012) shows. 

 

Figure 5: New Online Service Activities 

 

The social networking services and websites have steadily increased internet use 

by individuals. Indonesian online media users grew by 14 per cent in 2010, and 

dramatically increased by 65 per cent in 2011 (Sleigh et al. 2012). Sleigh and colleagues 

(2012, p. 6) also state that “new internet users will come online between 2010 and 2020 

in the ASEAN-6 nations, 91 million of them from Indonesia alone”. Vietnam also has a 

significant number of internet users due to media policies which arguably encourage 

internet usage among its citizens. Government policies already enhance internet 

development and technical advancement which have provided Vietnam with a very 

modern infrastructure for the internet and telecommunications. The internet is widely 

accessible because of relatively low connection costs. From its population of 86 million, 

there are over 20 million regular web users (Nguyen n.d.). Social media also play a critical 

role in the future of Myanmar, especially among the younger generations who are aware 
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of the political implications of new media. Facebook has become a useful channel for 

activists, journalists and politicians to disseminate information in a timely manner (Thu 

n.d.). Recently, around 40 per cent of internet users in Myanmar have Facebook accounts 

(Sekhar 2012). 

In cyberspace, effective community networks are formed. In the case of Thailand, 

during the flood crisis, people looked for a voice of ‘authenticity’ instead of ‘authority’ 

(Rodloytuk 2011). Community people rallied around each other on social media sites, 

especially Facebook. Rodloytuk (2011) points out that people forged new connections 

with ‘total strangers’ and, as a result, built a community of trust where information was 

shared about the constantly-changing flood situation minute-by-minute. For example, a 

popular Facebook page is Tell me quickly if there are floods (nam ma hai reep borg).  

With the increase in the number of ASEAN citizens using various social media, 

the governments have not yet taken advantage of these communication methods to 

disseminate information to their constituents and other users (Kuzma 2010). Kuzma 

(2010) investigates the level of government participation of 50 Asian governments on 

three social media sites, including Twitter, Facebook and YouTube (Kuzma 2010). It 

shows that only 30 per cent of governments use social media for communication and 

information dissemination. Social media sites are used for three different reasons, namely, 

information dissemination from official government channels, education and tourism. 

Acknowledging the recent beneficial aspects of social media, ASEAN 

governments have been increasingly aware of the advantages of such online sites. 

Significantly, governments try to engage people via social media. For example, a social 

media presence is now considered essential for Malaysian politicians where the 

‘politicisation’ of Facebook is an emerging trend in Malaysia and in Thailand (Sekhar 

2012). In Thailand, in 2012 the Electronic Government Agency (EGA) under the Ministry 

of ICT cooperated with GotoKnow, a famous blog, and urged Thai citizens to participate 
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on the blog about the advantages of the Smart card they desired. There were 57,273 views 

in the blog (Pooparadia 2012). Here is another example which sounds more individual in 

Thailand. There was a Facebook page created by Korn Chatikavanij, a Thai Democrat 

Party politician who was Finance Minister in 2008–2011. His page had about 640,000 

followers in 2014. The content on his Facebook page relates to his political activities and 

his opinion on various social issues.   

The social media sphere conducted through smartphones is expanding rapidly 

throughout the whole Southeast Asian region. Because of the beneficial function of 

mobility, these devices encourage people to facilitate social media activities anywhere 

and anytime. However, older people throughout Southeast Asian countries are still 

struggling to access the internet. The study of Telenor Group (2015) shows that senior 

populations are less engaged with the internet, particularly via smartphones. All across 

Asia, the number of people aged 65 and above is expected to grow dramatically in the 

near term. These older people did not grow up with technology and are not in a position 

to easily acquire new technical skills. This study reveals that there are only 14 per cent of 

Thais and 17 per cent of Malaysians over the age of 50 who use the internet or own a 

smartphone. Some major barriers of old people towards smartphone use are introduced 

by Mohadis and Ali (2014) who state that financial restrictions, vision impairment and 

lack of smartphone functionalities knowledge are obstacles which prevent those people 

from using smartphones. 

Half of the world’s mobile subscriptions are still in the Asia-Pacific region 

including countries in Southeast Asia. According to Radsch and Pollack (2014), mobile 

cellular penetration rates in ASEAN have increased by more than 120 per cent since 2007. 

In Indonesia, the country which has the highest internet users in ASEAN, many 

smartphones come with preinstalled Facebook or Fesbuk (in Indonesian language). 

“Social media use soared from 14 per cent of internet users in 2010 to 65 percent in 2011” 
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(Sleigh et al. 2012, p. 11). This increasing social media use is believed to be related to the 

use of smartphones. Sleigh et al. (2012) also address the phenomenon that people who 

have smartphones usually are Facebook users.  

This phenomenon also happens in Malaysia where smartphones are the main 

category of devices used for connection to the internet. Mobile penetration is very high 

at 140 per cent which accounts for 1.4 phones per person in this country (ASEAN UP 

2015). In addition, the average number of hours spent on the internet via mobile devices 

by Malaysian people is the highest in Southeast Asia and accounts for 3.1 hours per day 

per user. Seventy-nine per cent of people use smartphones as platforms to conduct social 

media activities. The leading social network site with 18 million users is Facebook, then 

Google+, Twitter, Instagram and LinkedIn respectively (ASEAN UP 2015). 

There is also a study of the use of Facebook in five countries in the ASEAN region 

- the Philippines, Thailand, Vietnam, Singapore and Malaysia (Facebook commissioned 

TNS study 2014). The study shows that in all five countries, Facebook already challenges 

and reduces the importance of mainstream television. Facebook usage is higher than 

television during the day. Figure 6 below is an example in Thailand. 
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Figure 6: Facebook-commissioned TNS Study of People Aged 16+ in Thailand, June 14 

 

 

Summary 

Thailand is located at the centre of the Indochina peninsula in Southeast Asia, and it is 

one of the members of ASEAN (The Association of Southeast Asian Nations), an 

association that is a comprehensive cultural, social and economic alliance. ASEAN 

countries have become more aware of the role of media and communication since 1989. 

According to Chongkittavorn (2013), media are a driving force behind regional 

integration and the sense of belonging to ASEAN. Media in ASEAN have faced many 

challenges, including a large media landscape, diversity of people, different cultures and 

religions, educational inequalities and political conflicts. Another problem is that the 

freedom of the press is limited. Southeast Asian countries mostly experience the lowest 

press freedom rates (Karlekar & Dunham 2014). As a result, there is a need for 
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improvement of ASEAN media including communication strategies, media coverage, and 

media research (ASEAN Beat 2015; Cruz 2014). 

Traditional community-based media play an essential role in ASEAN. While 

traditional media such as folk media have still significantly contributed to social integrity 

and the promotion of cultural diversity and nation building through the age of 

globalisation (Kumar 2012), radio plays more of a role in community development in the 

ASEAN region (Tabing 2000). Although radio is influenced by political or financial 

changes and information flow from the West, it can also maintain its powerful Asian style. 

Community radio projects give voice to community people and offers them an 

opportunity to exchange their opinions and experiences (David 1992). In Thailand, the 

emergence of radio can be counted as a starting point for media reform (Mansap & 

Wellmanee 2011). 

ASEAN countries have shared common media issues. The main barriers for 

community media production are: a lack of appropriate legislation; constant oppression 

of media freedom of expression; and military threats (Magpanthong 2007; Ramasoota 

2013; Tabing 2000). These difficulties hinder the possibility of scaling-up good models 

of community media development. 

New media seem to gain more success than traditional media. In cyberspace, 

individuals have the ability to create communities and to connect themselves with other 

people, arguably without restrictions. This kind of online engagement has greatly 

benefited ASEAN citizens. Because of online social networking, Southeast Asian people 

have been experiencing something of a renaissance of their villages or communities. In 

particular, social networking has proved a critical enabler, helping consumers experience 

some of the best aspects of community life, even for those who live long distances from 

others. The social media sphere conducted through smartphones is expanding rapidly 

throughout the whole Southeast Asian region. Although smartphone use is difficult for 
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ASEAN senior users (Mohadis & Ali 2014), arguably there is an unstoppable increase in 

smartphone users in the Southeast Asian region. People are able to facilitate social media 

activities anywhere and anytime via these devices, because of their mobility (ASEAN UP 

2015, Radsch & Pollack 2014; Sleigh et al. 2012).  
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CHAPTER FIVE 

RESEARCH DESIGN 

 

Introduction 

This study highlights the community communication environment, especially 

community-based media activities and the ways the community people respond to them, 

by providing a case study located in eastern Thailand―in the Riverside community. The 

principal aim of the thesis is to analyse the roles of community-based media in the 

Riverside community. In order to achieve this aim, the case study is selected as the main 

methodological approach. This qualitative research approach allows in-depth, multi-

faceted explorations of issues in real-life settings (Bill 2010; Creswell 2003; Yin 2003). 

Under this approach, the research question is asked of the chosen research participants. 

This chapter explores the research methods applied to answer the main research question. 

There are complementary qualitative and quantitative approaches used in this research. 

The chapter also explains why and how the mixed research elements can be applied for 

this research project. 

 This thesis is unique in that it utilises the responses of a hundred per cent of the 

community households.  The expectation of the thesis is to understand the research results 

representing and characterising a hundred per cent of media activities and the 

participants’ responses. The Riverside community is small, having only a hundred 

households. The one hundred surveys and informal talks gathered by visiting each 

household by door knocking have provided reliable research results. The thesis can also 

explain the overall community-based media activities in the community.  



137 
 

 Building on the theoretical framework provided in Chapter One, this chapter 

begins with an overview of the combined approaches of quantitative and qualitative 

research methodology. It is followed by a case study analysis of the selective community. 

In this way, I provide all data collection methods including short questionnaires, 

interviews, published documents, and observation and field notes. In order to gain 

thorough and valid research results, door knocking is examined as an indispensable 

method of this research action. To my surprise, no one thought I was selling something 

when I was door knocking. Rather, they credited the seriousness of my research 

endeavors. 

 

Combination of quantitative and qualitative research 

Both quantitative and qualitative approaches are adopted in this research. The reason is 

that they complement each other. While quantitative research is useful in determining 

demographics such as the number of community-based media operations, audiences, and 

frequency of media use, my approach here is more holistic by seeking to answer a 

significant number of the ‘how’ and ‘why’ questions. For example, “Why do community 

members participate in community-based media?”, “Why do you regularly use 

community-based media?”, and “What role do you think community-based media plays 

in this community?”. I have quantified these responses to survey questions as a starting 

point for the later qualitative discussions with interviewees. Below, I provide a short 

explanation of each method.  

 Quantitative research as defined by Creswell (2003, p. 18) is a useful method for 

media and communication research. He states that quantitative research employs 

strategies of inquiry such as experiment and surveys, and collecting data on 
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predetermined instruments that yield statistical data. This kind of research itself is 

independent of the researcher. Consequently, data is used to objectively measure reality. 

 While quantitative is about numerical methods, qualitative research is a process 

of human understandings which is often used in social sciences research (Jabar 2009). It 

is characterised by its objectives which relate to understanding some aspects of social life, 

and its methods which generate words, rather than numbers, as data for analysis (Bricki 

& Green 2015). Qualitative research also has the ability to evoke responses which are:  

…meaningful and culturally salient to the participant; unanticipated by 

the researcher, and rich and explanatory in nature…Another advantage 

of qualitative methods is that they allow the researcher the flexibility to 

probe initial participant responses―that is, to ask why or how (Mack et 

al. 2005, p. 4).  

 

I chose this method as an approach to measure my participants’ behaviors and attitudes 

towards the various cultural media forms in the community. There are five areas of 

qualitative research which are the case study, ethnography, phenomenology, grounded 

theory, and content analysis.  

 Cresswell (1994) and Myers (1997) also distinguish both research methods where 

quantitative research is originally developed in the natural sciences to study natural 

phenomena. It focuses on objective measures. Data is collected in an objective and 

replicable manner. Laboratory experiments and mathematical modeling are examples. On 

the other hand, qualitative methodology can be defined as an inquiry process of 

understanding a social or human problem, based on a complex, holistic picture, formed 

with words, and reporting in a natural setting.  
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 Arguably, the mixed method is an extension of, rather than a replacement for, the 

quantitative and qualitative approaches to research. Creswell (2003) asserts that 

researchers collect or analyse not only numerical data which is customary for quantitative 

research, but also narrative data, which is the norm for qualitative research in order to 

address the research question defined for a particular research study. Williams (2007, p. 

70) illustrates the strength of this mixed research method: 

If the researcher purports to provide in-depth insight into a phenomenon, 

the researcher might view selecting a small but informative sample, 

which is typical of qualitative research. The researcher might use 

inferential statistics to quantify the results, which is typical of 

quantitative research, as strengths worthy of combining into a single 

research study.  

 

As a result, my goal for using the mixed methods approach to conduct my research is to 

draw from the strengths and minimise the weaknesses of the quantitative and qualitative 

research approaches. 

 

 

Case study 

Methodologically, I have adopted a case study approach, one of the qualitative research 

methods in this project in order to observe the media activities in a community. The case 

study is one of several research designs frequently used in media and mass 

communication research. Case study methodology is chosen because it is the critical 

method of an in-depth examination of groups of people. Bill (2010) asserts that a case 

study is a unit of human activities in the real world. Stake (2005) also points out that a 

qualitative case study often focuses on experiential knowledge of a certain case and is 
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closely related to the social and political influences. The scope of a case study is defined 

as an empirical inquiry that investigates a contemporary phenomenon within its real-life 

context, especially when the boundaries between phenomenon and context are not clearly 

evident (Yin 2003). A case study approach allows the researcher to explore in-depth a 

program, an event, an activity, a process, of one or more individuals (Creswell 2003). 

 According to Wimmer and Dominick (2000), there are four characteristics of the 

case study method: particularistic, descriptive, heuristic, and inductive. To exemplify, a 

case study focuses on a particular phenomenon or event. This approach provides a 

description of the topic in detail. It is also heuristic in order to assist the researcher in 

interpreting the data and creating new perspectives. In terms of its inductive capacity, the 

principle of the phenomenon is discovered after data collection. 

 In this thesis, I use a small and single case of the community, and centre on a small 

Riverside community, called a cultural tourism destination, in the Chanthaburi province 

of eastern Thailand. There are approximately one hundred households in the community. 

The research explores and analyses in-depth the role of community-based media in this 

community. The method of case study benefits my research because it integrates well into 

qualitative methodology by connecting real events with theoretical frameworks in logical 

ways (Yin 1994). 

 On the other hand, in using a case study approach, there is a possibility that the 

researchers may become sloppy by using vague evidence or providing biased views to 

influence the findings. Yin (2003) offers solutions for this problem by pointing out that 

the researchers should apply multiple methods of data collection to check and balance the 

data. Therefore as outlined in this chapter, several methods are used to collect data. 
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Case study selection: the Riverside community and population 

Case study selection is based on an informative purpose rather than a random one. In a 

case study inquiry, samples are chosen based on rich information whose illuminating 

principle is to derive insights into the phenomenon rather than to reach a generalisation 

(Patton 2002). The Riverside community, as my chosen case study, is centred in 

Chanthaburi province in eastern Thailand. The reason I choose this community is that, 

firstly, this community has an appropriate size of one hundred households so it is possible 

for me to gain total insight into its community-based media activities by seeking 

information from all households. Secondly, this community shows the strength of its 

media activity. After being razed by conflagration and flood, community-based media 

played a large role in reinvigorating the community by promoting it as a cultural tourism 

destination. In this way, this small community has become famous in Thailand and other 

countries around the world for its tourism appeal. Recently, the community’s hotel project 

was named one of four winners of the Awards of Merit in the annual UNESCO Asia-

Pacific Awards for Cultural Heritage Conservation (The Nation 1 September 2015, p. 1).  

There are approximately one hundred households in the Riverside community. 

The population of the community is around 250. The majority of community people are 

aged over 50. After the community was badly affected by floods in 1999, government 

offices, markets and many shops were closed. Many young community residents began 

to move out of the community area to seek better opportunities. Houses were abandoned 

by the younger generation, and were then inhabited mostly by elderly people.  My survey 

of one hundred participants from one hundred households found that 59 per cent of the 

participants are aged over 50 years old. People who are in the 36–50 year age bracket 

accounted for 24 per cent of the participants. Twelve per cent are 26–35 years old, and 

only 5 per cent are youth aged 18–25 years old. These age representations appear 
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consistent with the general breakdown of age groups within the town and illustrate the 

demographics of the Riverside community. Furthermore, one hundred participants form 

a group of people who can well represent this community and its media activities because 

they have been living in this community for a long time. According to the survey, 41 per 

cent of the participants have lived in the community for all their lives, and another 28 per 

cent have been in this community more than 20 years. Eighteen per cent of them have 

lived there between 6 to 20 years, and 8 per cent 2 to 5 years. Only 5 per cent of the 

participants said they have lived there less than 2 years. 

 

The Riverside community information 

The Riverside community is a 120-year-old town. It is located on the first street of 

Chanthaburi province which was historically called ‘Chantebon’ by Western people. 

According to the Tourism Authority of Thailand’s (TAT) 2015 Discover Thainess 

campaign, Chanthaburi is among the 12 provinces that are renowned for their unique 

history, culture and lifestyle. Chanthaburi is a province of Thailand with an area of around 

6,338 square kilometres. The province is located in the east of Thailand, and on the border 

with Cambodia. Its neighbouring provinces are Trat in the East, Rayong and Chonburi in 

the West, Chachoengsao, and Sa Kaeo in the North. The main river of the province is the 

Chanthaboon River where the Riverside community is located. 

https://en.wikipedia.org/wiki/Cambodia
https://en.wikipedia.org/wiki/Trat_Province
https://en.wikipedia.org/wiki/Rayong_Province
https://en.wikipedia.org/wiki/Chonburi_Province
https://en.wikipedia.org/wiki/Chachoengsao_Province
https://en.wikipedia.org/wiki/Sa_Kaeo_Province
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Figure 7: The Riverside Community Area 

The Riverside community area, a part of the larger town, can be divided into three 

parts: North, Middle and South. The community is located parallel to the Chanthaboon 

River, and has Sukhaphiban Road as a main road. The community area starts from Wat 

Chanthanaram Bridge in the North, the Chanthaboon River to the East and the South, and 

Chanthaburi commercial area to the West.  

The community is administered by ‘Tedsaban Muang’ or town municipality, a 

part of the Thai Local Government Administration. Information about the Thai 

administration is provided below in order to better understand the relationship between 

the community and the government. At present, every community has been ruled by the 

government under Thai Local Government Administration. This is self-governing and is 

characterised by a decentralisation of functions. This system is used in every part of 

Thailand except Bangkok, the capital city of Thailand, and Pattaya, a part of Chonburi 

province. 
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Figure 8: Structure of Administrative System in Thailand 

 

Municipality or ‘Tedsaban’ in Thailand is divided into three types dependant on 

the population: city municipality (Tedsaban Nakhon) has a population of at least 50,000; 

town municipality (Tedsaban Muang) has a population of at least 10,000; and, a sub-

district municipality (Tedsaban Tambon), established within an urban community by the 

central government, has a population less than 10,000 (Leoprapai 1998). The Riverside 

community is administered by a Town Municipality or ‘Tedsaban Muang’, which has a 

role in taking care of the community people’s welfare including health, utilities, education 

and economy. In other words, the goal of the Municipality is to enhance community 

development and social engagement.  

Tedsaban Muang of Chanthaburi covers a total area of 10.25 square kilometres 

including the Riverside community area and has a total population of 24,866. The roles 

of Tedsaban Muang of Chanthaburi regarding culture and community development are to 
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enhance sustainable development of the local community, to promote tourism, and to 

conserve local arts, cultures as well as local knowledge (Chanthaburi Municipality 2015). 

According to Tedsaban Muang in the Chanthaburi development strategy 

document (2015), cultural tourism in the Riverside community is one of the province’s 

strong points. Tedsaban Muang has a plan to develop the community. For example, the 

municipality aims to provide solutions to traffic problems, free internet Wi-Fi for tourists, 

and improvement in the community landscape. Most importantly to this research project, 

Tedsaban Muang of Chanthaburi as a local government also has an important role in 

providing communication services to the Riverside community. The communication tools 

of this local government are outlined in a later section, Community-based media 

observation in the Riverside community. 

Buddhism and Christianity are the main religious groups in the community. The 

majority of community members are Buddhists; many Thai beliefs and traditions have 

stemmed directly from Buddhist principles such as respect for elders or people in higher 

social positions like monks and teachers. Both Thai and Chinese Buddhism have long 

influenced the people as there are examples of Thai temple architecture and Chinese 

temple architecture in the community. Christianity is also influential in the community 

because of the historical immigration of Vietnamese Christians. The Vietnamese 

immigrants were a Christian group who moved to this area some three hundred years ago. 

The evidence of their strong faith can be seen in the towering edifice of their gothic 

Cathedral of the Immaculate Conception which is the community's architectural 

highlight. It is the place where Christian community members have religious activities 

every Sunday morning. 
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Reimagining the Riverside community for tourism 

As a part of Chanthaburi, the Riverside community was a centre of agriculture, 

transportation, and both national and international commercial activities. Being located 

parallel to the Chanthaboon River, the main river of the province, water transportation 

was the main reason for the region’s characteristic cultural diversity emanating from 

Western countries, Vietnam and China. This cultural diversity is particularly evident in 

the architecture of the area. With a Chinese wooden townhouse, and Thai-Chinese, 

European and Sino-Portuguese buildings adapted to the Thai style, this community has 

an ability to attract many tourists from various parts of the world. In the past, the Riverside 

community took advantage of its prime location next to the main river. The community 

gradually grew from a small market into a real commercial hub where the Chinese and 

Vietnamese were traders and merchants, and people could buy practically everything 

including gems and jewellery. As a result, the government offices and many markets were 

established within the area. 

However, when the district was badly affected by natural disasters like the 

flooding in 1999, many community residents began to move out of the area. Most of the 

important features such as government offices and the market were also relocated in other 

places. Many shops were closed, houses were abandoned and this once-bustling 

neighbourhood, now inhabited mostly by elderly people, took on a desolate appearance.  

In 2009, the Ministry of Commerce had projects focusing on rural and community 

development in every province of Thailand. It was to improve two important aspects of 

the communities: restoring retail shops, and developing culturally-based commerce and 

tourism. Thus, the community cooperated with the Office of Commercial Affairs and 

Chanthaburi started to promote both culture and historic buildings, and to preserve and 

restore local architecture. A group of community members set up as an association under 
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the name of ‘The Chanthaboon Riverside Community Development Committee’, with 

the vision ‘Culture leads trade’, which mainly focuses on cultural preservation and 

community development instead of commercial activities. This was a starting point of 

cultural tourism along the Chanthaboon River by using this community as a central spot. 

The Chanthaboon Riverside Community Development Committee consists of: 

Name Position 

Mr Prasit Thanaphattanakul  

(local historian) 

Senior Supervisor 

Miss Saifon Rhanglar  

(Commercial Affairs Chanthaburi officer) 

Supervisor 

Mrs Prapapan Chadmalai  

(former educational supervisor and 

community leader) 

Committee Chairman 

Mr Ukrit Wongthongsalee  

(community member) 

Vice-chairman 

Miss Kanokrut Pokabal  

(community member) 

Vice-chairman 

Mrs Eupha Korwatthana  

(community member) 

Secretary 

Miss Kingkarn Wijarnchai  

(community member) 

Treasurer 

Miss Somsri Kapol  

(community member) 

Registrar 

 

Mr Prin Sooksabai  

(community member) 

Public Relations Personnel 

Miss Worajit Kapol  

(community member) 

Receptionist 

Miss Suwanna Kapol  

(community member) 

Receptionist 
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During the same period when the Ministry of Commerce started the project, the 

community was supported by the Arsom Silp Institute of the Arts, a non-profit 

organisation and educational centre, to establish ‘Chanthaboon Ruk Dee’, a social 

enterprise organisation which aims to improve the residents’ well-being rather than 

maximising external shareholders’ profit. The social enterprise organisation emerged 

because two students, Rathanin Suprutpanit and Praewporn Sukucsathien from the Arsom 

Silp Institute of the Arts, chose this community as a fieldwork site for their theses 

concerning community development and architectural design. Then, the unity and the 

pleasing aesthetics of the community described in their theses satisfied the Institute. 

Chayentara (2014, pers. comm., 27 December), a managing director of Chanthaboon Ruk 

Dee, points out: 

We are so interested in this community because two of our students did 

their theses about the architect arts of this community, and they ‘wow!’ 

us. Then, we came to talk to Prapapan Chadmalai (a community leader) 

that we would like to turn this area to be alive once again. 

 

Chadmalai (2014, pers. comm., 24 December) comments on this: “I just realised 

that my community is quite famous among Thai architects, and the project is too 

irresistible to be rejected”. After talking to a community leader and some community 

people in order to find a possible capability to develop this local community, the students 

of the Institute and Chanthaboon Riverside Community Development Committee started 

the collaboration by collecting data house to house, on foot, to discover the historical 

background of each resident. Later on, the process provided valuable raw data for the 

development process of this old community. The community leader is the main person 

who liaises between the Institute and the community members.  
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Figure 9: Chanthaboon Ruk Dee Social Enterprise 

 

After consultations between the community committee and the Institute, the 

building development project and its general goals were established. First of all, this 

project should be sustainable in terms of local businesses in the area. Secondly, this 

project must be an educational centre for everyone. Lastly, inducements such as alcohol 

and pubs which could ruin the beauty of this historic cultural entity were considered 

undesirable in establishing a ‘new’ future for the community.   

Most of the community people are stakeholders of Chanthaboon Ruk Dee. The 

money from this social enterprise organisation is mostly raised by community people and 

was spent to restore the two historic buildings under the project ‘Social Enterprise for 

Architectural Conservation and Revitalisation of Chanthaboon Historic District’. One 

belonged to a dignitary named Luang Ratchamaitri who is still remembered as an 

agricultural pioneer. The former house of Luang Ratchamaitri has been turned into a 

historic inn with its profit evenly shared. Fifty per cent of the profit will return to the 

stakeholders, and another half will be managed by the Chanthaboon Riverside 

Community Development Committee to be spent for community development. Another 

old building which is a wooden shophouse, at 69 Sukhaphiban Road, was eventually 

The Chanthaboon 
Riverside 

Community 
Development 
Committee 

The Arsom Silp 
Institute of the 

Arts

Chanthaboon Ruk 
Dee
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converted into the aforementioned learning centre which also functions as a folk museum 

and tourist information centre. 

According to the project, the former house of Khun Anusornsombut at 69 

Sukhaphiban Road was developed as a Community Learning House and information 

centre. It is the place which tells the story of the old community from the past to the 

present via folk stories, old photographs and Vernadoc, a simple drawing technique 

recorded in the picture frames. Col. Boonprim Patirupanusorn, the owner of the house, 

allowed Chanthaboon Ruk Dee to make changes and to turn the property into an 

information centre without requesting any payment.  

Another building, Luang Ratchamaitri Historic Inn was developed as a twelve-

room accommodation with twelve different, historical room styles. Furthermore, this 

accommodation also has an exhibition area showing a life history of Luang Ratchamaitri, 

the father of the Thai rubber industry in eastern Thailand. Chanthaboon Ruk Dee has a 

thirty-year contract for rent from the house owner, Mr. Pasarnpong Punsri. An 

organisation has to pay only one Thai Baht, the equivalent of US$ 0.03 a month. There 

had been many film and advertising organisations which used this house as a film 

location. They came, got out and always left something that could not be cleaned. 

Chayentara (2014) says that, “the owner wants something that permanently improves this 

property and community, not just anything that comes and then goes. This is the reason 

that we rent this house like we do not really have to pay”. Recently, this hotel project was 

named one of four winners of Awards of Merit in the annual UNESCO Asia-Pacific 

Awards for Cultural Heritage Conservation (The Nation 1 September 2015, p. 1).  

The corporation together with non-profit organisations is important for the 

Riverside community because the community needs financial support and human 

expertise in both architectural preservation and the production of local media. The 
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promotion of the corporation and projects is essential. Chadmalai (2015, pers. comm., 5 

January), a community leader, points out that this must be an ongoing process: “We can’t 

stop. When we finished the project with the Office of Commercial Affairs Chanthaburi, 

we are doing the historic inn with the Arsom Silp. Then, in the future, we are looking for 

the project which makes us speak louder to the nation.”  

 ‘Preserving, Living and Promoting’ is a slogan of the Chanthaboon Riverside 

Community Development Committee. However, from the Riverside committee’s 

perspective, it is impossible to preserve the local and traditional culture if there are no 

communication activities including internal and external communication. Firstly, the 

community leader and the committee have to communicate to community members and 

advise them that they already have many things in the community of which they can be 

proud. The starting point for the Riverside community development came from 

Chadmalai (2014, pers. comm., 24 December), a community leader, who states, “initially, 

I did not realise what we have in the community is culturally valuable. Then, I wondered 

why many film makers came to the community area, so I asked them. After that, I knew 

that I had to do something more than just living in this community”.  

The second step is that the committee communicates to the outside organisations 

for several reasons such as asking for help and promoting the community. Chadmalai 

suggests that the community should promote itself first, then the Tourism Authority of 

Thailand and the mainstream media would realise how important the community is in 

terms of tourism. Together they will help to increase tourism for the community. As 

Chadmalai (2014, pers. comm., 24 December) points out in her only strategic 

communication plan, “we have to let the world outside know what we did, what we are 

doing and what we are going to do”. 
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The Riverside community has used its own community-based media to 

communicate internally among community residents. Moreover, the community has 

begun to produce more media that can be used to promote cultural tourism and beautiful 

architecture in the community. The community has progressive media activity which is 

discussed in a later chapter. 

 

Methods of data collection 

As previously mentioned, this thesis uses multiple methods of collecting data in the 

process of ‘triangulation’ (Webb et al. 1966). Multiple perceptions are used in order to 

answer the research question by clarifying meaning and verifying the repeatability of an 

observation and interpretation. Throughout the research process, I am aware of potential 

bias in studying a particular case (Yin 2003). As a result, I employ several methods of 

data gathering in order to balance the evidence and information received from the case 

study. They include: 

1. Short questionnaire-based surveys gathered by door knocking households;  

2. In-depth interviews with key informants; 

3. Published information and documentary material; and 

4. Observation and field notes. 

 

 

Short questionnaire-based surveys gathered by door knocking households 

Exactly 100 short questionnaire surveys were distributed by using the door knocking 

technique, and this was the most important method in order to recruit 100 per cent of the 

households in the community. Short questionnaire-based surveys allow researchers to 

generate less detailed information from larger numbers. It is useful in this research in 
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order to generate information about media use and its frequency from 100 participants in 

the Riverside community. Questionnaires include general questions which aim to test the 

participants’ attitudes towards a chosen topic (Gillham 2007). Gillham (2007, p. 5) points 

out the nine greatest benefits of questionnaires which are: 

1. Low cost in time and money; 

2. Easy to get information from a lot of people very quickly; 

3. Respondents can complete the questionnaire when it suits them; 

4. Analysis of answers to closed questions is straightforward; 

5. Less pressure for an immediate response; 

6. Respondents’ anonymity; 

7. Lack of interviewer bias; 

8. Standardisation of questions (but true of structured interviews); and 

9. Can provide suggestive data for testing hypothesis. 

 

However, there are some limitations to questionnaires. For example, when open-

ended questions are used, the depth of answers which the respondents can provide tend 

to be more-limited than with almost any other method of research. As a result, it is 

difficult for a researcher to gather information that is rich in depth and detail (Ackroyd & 

Hughes 1981). Rather than having a particularly privileged place in the research, the 

questionnaire survey should be just a part of the overall research strategy (Tacchi et al. 

2003).  

The short questionnaire-based survey allows me to generate less detailed 

information from a hundred households in the Riverside community. The questionnaire 

survey consists of a series of both closed and open-ended questions presented to all 

households in the community. A survey based on a written questionnaire of 

approximately one hundred people from the site in question is to explore their use of 

community-based media and the community residents’ responses. This element of the 
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data-gathering process involves a wide range of individuals from the local community. 

The survey is delivered in Thai and presented in a form appropriate for the target 

audience. The method of door knocking individual houses is used. If the elders cannot 

read, the researcher carefully reads and explains the ethical dimensions of the study, 

recording informed consent on audio. Questions are read to such participants whose 

answers are recorded.  

While the questionnaire survey should be just a part of the overall research 

strategy, in this research the questionnaire survey plays the most important role. A series 

of questionnaires is designed to accompany interpersonal interviews in order to provide 

both additional and core data. By applying the door knocking method, every single piece 

of information including the use of media among local people, all suggestions on the use 

of media are addressed as it can provide the most exact data representing community-

based media activities in the Riverside community as a whole. 

A sample questionnaire with pre-defined options contains questions on gender, 

age, religion, and other media habit questions such as: “What channels do you use to 

receive community information?” (You can choose more than one answer). Then, I 

provide optional questions to the participants such as information on: Community 

Learning House, Riverside’s Voices newsletters, website, Facebook pages, Youtube 

(uploaded videos produced by local people), Thai radio FM 90.25 MHZ, community 

speakers, local television (CTV), local magazine (About Chan magazine), and 

neighbours. 

For open-ended questions, the sample questions are for example, “What role do 

you think community-based media plays in this community?”, “What advice can you 

offer on ways of improving communication among community members?”, and “Do you 

think there could be better communication channels or outlets in the community? What 
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would they be?”. I expect that the participants will respond to the questions exactly as 

they wish to answer. I can then investigate the meaning of each response. 

The door knocking method is essential in this thesis. I can be reassured that one 

hundred participants will come from one hundred households in this community. In other 

words, at least one participant in every single household can participate in this research 

and the research data from these participants can be claimed as a totally valid research 

result characterising the community-based media phenomenon in the Riverside 

community. Similar methods of street based recruitment have been used in other projects 

used by researchers such as Freeman (2000), Crow et al. (2002), Miller (2008), and 

Davies (2011).  The following paragraph provides the benefits generally outlined in other 

research studies. 

It has been argued that door knocking can thoroughly enrich research and thick 

description that usually takes place ‘behind closed doors’. It provides an opportunity to 

gain contextual knowledge about participants through ethnographic observation of their 

homes and local environments as well as their interactions with neighbours and other 

members of their household. As Davies (2011, p. 289) states, door knocking enables 

researchers to engage their ethnographic imaginations by observing neighbourhood 

interactions, familiarising themselves with the places their participants inhabit, and 

through the embodied, sensory experience of walking itself. The main reason why door 

knocking is successful is that it gives potential participants the opportunity to meet the 

person whom they will be inviting into their home to do the interview. Davies (2008, p. 

4) asserts that “it is a chance for them (participants) to see that you (researcher) are 

friendly, easy to talk to and enthusiastic about your research”. This method is a type of 

face-to-face survey in which the researchers physically present in order to ask the survey 

questions and to assist the participants in answering them (Doyle 2005). Asiedu (2013) 
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says that the door knocking method has an important role in building trust between the 

researchers and the participants. He contends that it has the ability to enable trust building 

through familiarisation. Door knocking is also highlighted as a useful research tool which 

can make possible the gathering of valuable information by gaining both physical and 

emotional access to the participants, thus facilitating repeated interviews to enable cross-

checking of information, and ultimately enhancing the research validity.  

The door knocking process began when I introduced myself to Kanokrat Pokabal, 

a Vice-chairman of the Chanthaboon Riverside Community Development Committee. 

She owned a souvenir shop in the community. I walked to her house, asked her about the 

community and its long history, and also explained my project work. She gave me a lot 

of useful information and walked me to see Prapapan Chadmalai, a community leader, to 

receive more essential information about the community and its media usage. During my 

very first time at door knocking, I did a quick survey of ten houses concerning the 

community residents’ media habits. Pokabal walked with me and introduced me to her 

ten neighbours. With help from her, the pilot study was successful and provided me some 

fundamental data of community-based media and people’s attitudes towards it. A week 

later, I went back to the community. Most of the people in the community already knew 

my project which was definitely by word of mouth. This made me realise that people as 

media are effective in this community. It was quite a good start for me to assume that my 

participants would welcome people who walked into their home like me. I could then 

expect good collaboration from them. 

 

There are two significant and especially beneficial points of the door knocking 

method to my research. Firstly, I intend to sample the total number of residents in the 

research area. Door knocking is the way to ensure that I am not going to overlook matters 

of significance. It is also useful for me to observe and take field notes from the 
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participants’ interactions and feelings while interviewing in their houses. Secondly, this 

method can make my participants feel more enthusiastic about taking part. As Davies 

(2008) says, interviewing people in their houses where they are comfortable makes them 

feel more open to talk. Stemming from the deeply rooted hierarchical structure in 

Thailand, members of the Thai community people have low self-esteem when taking part 

in community development, as discussed in Chapter Two. Thai people are afraid to 

participate or voice their opinions in a public forum. The norm of conflict avoidance or 

kreng-jai (in Thai) means that Thai people avoid commenting on and expressing 

disagreement in contentious matters (Nuttavuthisit et al. 2015). As a result, this method 

of interviewing people in their homes where they feel most comfortable is chosen instead 

of public or group discussions. From one hundred house visits, I received a lot of 

information concerning community and media criticism and suggestions. 

 

In-depth interviews and key informants 

Interview is a method which helps the researcher to cover multiple perspectives from the 

participants on a given topic. Generally, there is a wide use of interviews in order to access 

people’s experiences, feelings, attitudes and inner perceptions. The interviews can be 

divided into three categories: structured interviews, semi-structured interviews and 

unstructured interviews (Fontana & Frey 2005). The structured interviews have a set of 

predefined questions which are asked in the same order for all interviewees. This kind of 

interview is similar to surveys, but it is administered orally rather than in writing. Semi-

structured interviews are more flexible. They include both closed-ended and open-ended 

prepared questions. The interview has a certain amount of space to adjust the sequence of 

questions to be asked and to add questions based on the interviewees’ responses (Zhang 

& Wildemuth 2009). The unstructured interview is the third kind. This interview 
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technique is applied in this research. Zhang and Wildemuth (2009) argue that this 

interview is interchangeably informal conversational, ethnographic and non-standardised 

interview and unstructured interview. This kind of interview does not predetermine the 

question and answer categories, but relies on social interaction between the interviewer 

and the participant. As Tacchi et al. state (2003, p. 61): 

‘In-depth interviews’ are more like the unstructured type but they always 

have a purpose. Your aim is to get the other person to tell their own story 

in their own words and in their own way. They will normally last between 

one and two hours, so that you can really get into some depth. And 

although you will have topics and questions that you want to cover, many 

of your questions will be responses to what the interviewee has actually 

said rather than standard questions that you ask everyone. 

 

The criteria for selecting the key informants are considered a priority of field 

work. As Lindlof (1995) asserts, some people have more experience than others in certain 

events. They display more potential and are able to gain respect from subordinates in the 

group, or are more willing to be interviewed than others. The key informants are selected 

mainly for informative purposes. In this research, participants will include key people 

involved in alternative and local media productions such as community leaders, media 

practitioners and producers, and relevant non-profit representatives. Members of these 

groups in general will be university graduates or equivalent. This involves six people. 

Each interview will be audio-recorded with the consent of the participants. The research 

data and information I received via these interviews is mostly to describe the background 

and identity of community members and to answer a lot of the ‘how’ and ‘why’ questions. 

I use in-depth interviews which focus as strongly on feelings, meanings and 

understandings (Schensul et al. 1999; Tacchi et al. 2003). For example, I ask not only 
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about community-based media use, but also how community-based media fit into the 

community members’ everyday lives.  

Key informants: 

Date Participants Place 

24 December 2014 

and 

5 January 2015 

Mrs. Prapapan Chadmalai: 

Chairman of the Chanthaboon 

Riverside Community 

Development Committee 

 

Participant’s house (2014) 

and 

The community learning 

house (2015) 

23 December 2014 

and 

24 November 2015 

Miss Kanokrat Pokabarn: 

Vice-chairman of the 

Chanthaboon Riverside 

Community Development 

Committee 

Participant’s house (2014 

and 2015) 

18 December 2014 Mr. Ukrit Wongthongsalee: 

Vice-chairman of the 

Chanthaboon Riverside 

Community Development 

Committee 

Participant’s house 

25 November 2015 Mrs. Eupha Korwatthana: 

Secretary of the Chanthaboon 

Riverside Community 

Development Committee 

Participant’s house 

27 December 2014 Mr. Panumas Chayentara: 

Managing director of 

Chanthaboon Ruk Dee 

Banluangratchamaitri 

Historic Inn 
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2 January 2015 Miss Prapaporn Bamrungthai: 

Media producer and architecture 

of Arsomsilp Silp Institute of the 

Arts 

- 

(Email and phone call) 

 

The interview encourages each participant to speak freely about their experiences 

in using community-based media.  At any time during the interview, the participants are 

able to raise issues they think are important. Participants’ comments are recorded so that 

a transcript can be made at a later time to enable me as the researcher to analyse their 

comments. Sample interview questions about communication in the community are:  

“How long have you been in the community?”  

“What is your role in the community?”  

“How do you communicate to other people in your team?”  

“What media do you prefer most to send messages to other community residents 

and why?”  

“Are there any difficulties in local media productions?” 

“How is the media service from the government?” 

 

Published information and documentary material 

Documents are tangible materials in which facts or ideas have been recorded.  Typically, 

published information and documentary materials can be newspaper articles, government 

policy records, leaflets and minutes of meetings. However, in terms of media studies, 

items in other media can also be the subject of documentary analysis including songs, 

films, websites and photographs. 
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I argue that it is impossible for the researchers to conduct their research only by 

themselves. Published information and documents are essential resources which provide 

a more effective understanding of the research and also minimise the weaknesses of it. 

Tacchi et al. (2003) assert that information from published documents gives researchers 

a useful reference point and background, and helps researchers fit the data into the bigger 

picture they depict. 

In my research project, this method is a supplement to the conventional surveys 

and interviews. It helps me to conduct a more in-depth investigation. I have spent time 

focusing on published papers and documents from the local government, the community, 

mass media organisations and the internet. The documents are selected based on relevance 

and importance. Both primary and secondary data sources are used. Information in these 

materials includes the Riverside community story and local media policies. These sources 

are useful in searching for statistics, the historical background of the community and also 

its local administration.  

 

Observation and field notes  

Another research method employed in this thesis involves observation and the collation 

of field notes. As a participant-observer in my research project, I believe that any 

conversation or encounter could be a source of insight. As a result, observation and field 

notes are chosen to help me develop my understanding of the community and its media 

activities. Tacchi et al. (2003, p. 53) point out that “the term ‘participant observation’ 

indicates that by actively participating in social situations, the researcher learns about 

what is going on and, at the same time, builds strong and informative relationships with 

people”. They also state that the researchers are engaging with their participants and learn 

from them, avoiding the potential of being a totally objective observer.  
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Extensive field notes are collected through observations, interviews and house 

visits in this thesis. Field notes are essential components of the research. Emerson et al. 

(2001, p. 355) note that researchers emphasise field notes close to their field observations, 

mine these notes systematically through a qualitative coding approach, and produce 

“grounded analyses” tied specifically to the original field note corpus. Field notes build 

into a rich and invaluable archive for the research. According to Tacchi et al. (2003), field 

notes are not just summaries or reports but the full raw material of the research. 

I visited the community four times in the period of 2014 to 2016. I spent around 

one month each time to visit and talk to the community leaders, media producers and 

community residents. On the first visit, I tried to build up the relationships with 

community leaders who formed themselves into ‘the Chanthaboon Riverside Community 

Development Committee’ and other key informants. I mainly focused on the observation 

of a variety of media and how each of them works in the community. The community-

based media observations are described in Chapter Six. While conducting one hundred 

surveys by door knocking during the second visit, notes were taken about the actions, 

statements, dialogue and thoughts of the participants. I also used field notes to jot down 

the places of my visits, key informants’ names and the conversations. Although most of 

the interviews were recorded, some of them had to be in written form when the 

participants did not permit recording. I visited the community the third and the fourth 

time to follow up on any community updates. 
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Data treatment 

In examining the role of community-based media in the Riverside community, I compare 

and analyse the core research data from one hundred surveys and interviews along with 

additional data observed from relevant documents and fieldwork observation. The data is 

analysed in order to understand how and why community-based media have become a 

much more effective communication channel for local people (Downing & Husband 

2005; Mehra et al. 2004). 

Data analysis is based on the research design above and the evidence gathered by 

the researcher. The analysis gives the researcher the opportunity to identify whether 

certain ideas and opinions are linked to the local media environment and democratisation, 

as well as the role of media in the community. The survey is delivered in Thai, and all 

interviews are recorded with the permission of participants and translated into English for 

in-depth analysis.  

This research helps the community develop its communication process and its 

community-based media activities. Each participant will be provided with a summary of 

the project findings and, if requested, a full copy of the dissertation. In addition, project 

results will be presented to participants and others at a public meeting in the community 

following completion of the project. It will also be made available to media outlets for 

local dissemination. It is a kind of ‘reciprocal’ arrangement that researchers can and 

should make when they are working with community-based research. 

 

Delimitations and limitations 

As a direct consequence of this methodology, the study encountered a number of 

limitations that need to be considered. As previously mentioned, this thesis applies a 
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single case study of the Riverside community; consequently, the current research is 

limited to only one community in Thailand. A single case study is insufficient to represent 

a whole population of Thailand. Comparative case studies arguably provide more 

trustworthiness for interpreting the phenomenon. Yin (2003) suggests that multiple cases 

are more preferable than a single case. There have been studies relevant to community-

media that apply multiple cases, such as Avison and Meadows (2000), Klaikao (2004), 

Wongrujira (2008) and Magpanthong and McDaniel (2011). 

However, there is also a variety of studies on community media that apply a single 

case study. For example, Polnigongit (2007) conducts a study of people’s participation in 

community radio in Thailand. He chooses a single case, Mukdahan province’s 

community enterprise radio, in order to ascertain the degree of local participation in 

community radio. Another example, the study of the role and impact of community 

newsletters in fostering social cohesion and community development by Bruce et al. 

(2006), uses a case study of a community newsletter produced by volunteers in the small 

rural unincorporated community of Lot 16, Prince Edward Island, Canada, in order to 

assess the impact of the creation of a community newsletter on community residents. A 

single case design is suitable when the case is special for some reason. This might be 

when the case provides a critical test to a well-established theory, or where the case is 

extreme, unique, or has something special to reveal (Rowley 2002). As I argued, this 

community is unique because its community-based media counted as a cultural 

production, which has a community transformation role in terms of community 

development in rural areas. I would like to explore the role of community media and 

community communication in-depth, and this research tends to represent a whole 

community. Then, I apply triangulation to increase the credibility and trustworthiness of 

the data and interpretation. According to Stake (2005), triangulation is the application of 

using multiple sources of data methods. Data recruitment of this thesis is a short 
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questionnaire survey with door knocking method, interviews with key informants, 

published documents, and the researcher’s observation and field notes.  

Limitation also presents in the analysis and interpretation section. In a quantitative 

inquiry, interpretations are made based on numerical data to reach the findings. 

Differently, qualitative inquiry deals extensively with the interpretation of questionnaire 

results, interviews, observation notes, documents and context. One question usually 

raised is that of how the researchers know that data and interpretation is reliable. Validity 

and reliability are the main concerns in the quality of research study (Wongrujira 2008).  

The researcher is aware of the weakness of data collection, especially document 

reviews. Although the researcher plans and collects many relevant, essential documents, 

it is undeniable that not every document could be collected as expected. Some primary 

documents are missing because of time limits. Moreover, there are several versions of 

media policies, but neither the government nor media organisations maintain the 

documents. This is due to their less active roles and loosely organised structures. 

Another limitation of the analysis is that most data is in the Thai language. As a 

consequence, translation of the meaning of the data is needed. The data is translated into 

the researcher’s own words. It is quite difficult to express the participants’ opinions 

throughout the study in a real sense. However, the researcher attempts to maintain the 

reliability by double checking translations with other Thai colleagues at Griffith 

University in terms of appropriate expression.   
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Summary 

This chapter outlines research methodologies designed to analyse the role of community-

based media in the Riverside community, a single case study conducted in the 

Chanthaburi province, Thailand. The research is designed to explore the role of 

community-based media the community residents use to communicate with their friends, 

family and others within and outside the community. I expect it will assist other minority 

groups, the media industry, and researchers to better understand the role of various 

community-based media forms in Thailand and how community members use them. 

A triangulation of qualitative and quantitative methods uses two or more research 

methods to investigate the same phenomenon. It focuses on the review of data collected 

in this single case study in order to increase credibility and trustworthiness. The Riverside 

community consisting of a hundred households is selected as a case study in order to 

provide an in-depth examination of community-based media roles which affect every 

member of the community in the Thai public sphere. This community is chosen because 

of its unique position in a suitable population size and media environment. The research 

method is drawn to help the community develop their communication processes and their 

community-based media activities. 

A short questionnaire-based survey distributed through door knocking is 

highlighted as the most central research focus. I argue that one hundred survey 

participants from a community of one hundred households provide a distinctive research 

result which thoroughly represents the Riverside community residents and their thoughts 

on community-based media in their community.  Door knocking arguably provides the 

researcher with the opportunity to apply their ethnographic imagination in order to 

understand people and their cultures during the entire research process (Davies 2008). 

The utility of door knocking facilitates approachability, familiarisation, trust and 
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assistance as previously examined (Asiedu 2013). In-depth interviews with media people 

and community leaders are also useful in deriving the research results in depth and in 

detail. The research interviews in this project gain free and unrestricted responses from 

the participants. Along with published information and documentary material, participant 

observation and field notes are chosen as additional toolkits for data collection. As a 

result, through collaboration of the researcher and the participants as well as the research 

conducted by the researcher personally, this thesis provides fruitful and valuable research 

data.  
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CHAPTER SIX 

FINDINGS 

 

Introduction 

This research advances knowledge and understanding of the role of community-based 

media in its broadest sense as an important form of cultural production in a community 

environment in Thailand. The research is conducted under the critical idea of multiple 

public spheres (Fraser 1993) where locals have the ability to intensify their participation 

by creating their own media productions in which they are able to speak in their own 

voices and express their cultures and identities using their own idioms and styles. Because 

of the unique sense of self of the Riverside community, its culture and identity are defined 

through the lens of its own media. The research findings and analysis will investigate 

ways in which these might be further extended throughout the country, region and 

beyond. 

This chapter presents the results from observation, a series of media 

questionnaires and in-depth interviews with members of the Riverside community in 

Chanthaburi, Thailand. As Chapter Five has indicated, this data was gathered over a 

period of December 2014 to December 2015. Key findings from the fieldwork are 

illuminated in this chapter. The findings are based on these key example questions: What 

is the Riverside community’s sense of self?, What are the types of community-based 

media that operate in the Riverside community?, What kinds of information do 

community-based media provide for community people?, How do community members 

perceive community-based media?, What roles do community-based media play in the 

Riverside community in Thailand and how do local people respond to this?. The purpose 
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of these research questions is to enhance our understanding of community media, but 

particularly to advance definitions of community media through a comprehensive 

examination of its ‘appearance’ in a small community in Thailand. 

This chapter is divided into two main sections: identity; and the nature of 

community-based media. In the first part, the identity of the Riverside community is 

provided through its history, natural features, cultures and sources of community by using 

the identity identification model of Born and Sepler (2005). This information and data 

comes from the researcher’s observation from published information, documentary 

material and interviews. The second section of this chapter is the pure findings about the 

nature of community-based media communication in the Riverside community, including 

all media activities, new media communication, people participation and suggestions, and 

community-based media overview. 

Some key findings are the following. In the Riverside community, people are the 

primary source of information in this very small community primarily concerned with 

hyper-local issues. Community residents very much depend on community produced 

media and their own efforts. Media content concerning commerce and tourism has the 

most influence on this community. The level of online community-based media access is 

quite low when compared to the use of traditional media. However, online media are 

effective in facilitating the sending of messages from the community to the nation, 

especially in the promotion of community tourism. 
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Community identity 

 

The Riverside community’s sense of self 

The principle concept of community identity seems to imply two related suggestions. 

Firstly, the community members should have something in common. Secondly, the 

something in common should distinguish them in a way from the members of other 

groups (Wenger 2004). In other words, community implies both similarity and difference. 

A community’s sense of self is an essential element which unites people and distinguishes 

them from others. McMillan and Chavis (1986, p. 9) state that, “the sense of community 

is a feeling that members have of belonging, a feeling that members matter to one another 

and to the group, and a shared faith that members’ needs will be met through their 

commitment to be together”. It is important to each community member to understand 

their community’s ‘sense of self’. Thai communities are not exceptional.  

The government of Thailand has envisioned that local design can be a force that 

could enhance the Thai economy. There are some difficulties for Thais to identify local 

characteristics and identities (Pa-Em 2009). Consequently, in order to respond to the 

government’s vision, it is essential for communities to define their identity at the first 

stage. “Thailand becomes imagined as a distinctive space with which its people are 

required to identify, invited to see their own uniqueness and distinctiveness against an 

outside world” (Hamilton 2002, p. 153). The benefits of community identity positively 

affect the government’s projects by moving beyond the model in which the value added 

to a product was simply local labour and raw materials, to a value creation model that 

uses local wisdom and craftsmanship to produce its own unique products (Sudhaman 

2005). Local wisdom and culture arguably accelerate the unique heritage which is deeply 
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embedded in Thai communities and is communicated in terms of culture and belief (Wasi 

1997) in order to identify with the nation’s uniqueness.  

In sum, this section is provided in order to explore how the Riverside community 

creates its ‘sense of self’ and its unique character. As each community has a unique 

community ideology, the Riverside community is one which has its own traditions and 

ways of life. Social experiences shared by this community are firmly located in a 

geographic area of one kilometre. In order to define how this community values itself, the 

model to define the term ‘community identity’ by Born and Sepler (2005, p. 2) is found 

useful. Their research was to identify and assess potential approaches to be used to help 

define the identity of the South Lake Union (SLU) community for community 

development in Seattle, Washington, in the U.S. They began the research by conducting 

a survey of academic definitions of community identity, as well as conducting research 

on other cities and neighbourhoods that have strong community identities or have 

undertaken the branding process. Beyond that, onsite observations were conducted in 

which nearly the entire area was covered on foot. Every landmark, gateway, existing 

theme and community asset was focused on. Born and Sepler (2005) also conducted the 

focus group interviews in order to get a feel from different groups of residents for the 

community identity. Finally, they concluded that community identity can be reflected 

through the four elements which are a neighbourhood’s unique history, natural features, 

cultures and sources of community pride (Born & Sepler 2005). Consequently, 

information on the Riverside community’s background and history, natural features, 

culture and pride is evaluated and analysed in order to provide a better understanding of 

the community character and identity. 
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The unique history and story 

The Riverside community has a unique history. It is a community which can be dated 

back over a hundred years. There are approximately a hundred households in the 

community which is located in the Chanthaburi province also known as ‘Chan’ to locals. 

The province’s name literally means ‘the City of the Moon’. Chanthaburi is in eastern 

Thailand on the shore of the Gulf. The province is located around two hundred and fifty 

kilometres from the Southeast of Bangkok, the Thai capital city. This province is a 

paradise for nature lovers where domestic and international visitors can enjoy mountain 

treks, river and sea boating, and beach activities. The main river of the province is 

the Chanthaboon River. Chanthaburi has long been home to large Chinese and 

Vietnamese communities. After the fall of the Thai capital city, Ayutthaya kingdom in 

1767, King Taksin who was half Chinese led five hundred soldiers to Chanthaburi 

where he spent around five months regrouping his army before returning with five 

thousand soldiers to drive the Burmese invaders out of Ayutthaya and reunify the 

country (Baker & Phongpaichit 2014). The King chose this city because it had a large 

ethnic Chinese population at that time. While Chanthaburi has long been a home to the 

Chinese, in the nineteenth century Vietnamese people firstly came to this province during 

the anti-Catholic persecutions in Cochin China. As a result, this city is also a home of a 

thriving community of Vietnamese, many of whom are Roman Catholics who fled 

religious persecution and other struggles in Vietnam during the nineteenth and 

twentieth centuries. Beyond that, the French influence is evident in this city because the 

French colonialist troops occupied Chanthaburi for eleven years from 1893 during the 

Paknam crisis (Baker & Phongpaichit 2014).  

The Riverside community extended for a kilometre along the bank of the 

Chanthaboon River. Decaying but charming French-built shops and houses and historic 

http://en.wikipedia.org/w/index.php?title=Chanthaburi_River&action=edit&redlink=1
http://www.travelfish.org/location/thailand/eastern_thailand/chanthaburi/chanthaburi
http://en.wikipedia.org/wiki/Catholic
http://en.wikipedia.org/wiki/Cochin_China
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Thai-Chinese temples are tucked over narrow old alleys alongside the snake-shaped 

Chanthaboon River. Thailand's largest church, the Cathedral of the Immaculate 

Conception, looms over the centre of town as a living monument to Chanthaburi’s 

community of Roman Catholic Vietnamese who made their homes here following the 

persecution of Christians in Vietnam in the 1900s, the early twentieth century, and after 

the country’s reunification in 1975. Because of its prime location along the river, the 

community was a centre of water transportation, commerce and administration in the 

past. The upper part of the community was where various government agencies were 

located. The central part was the market, and along the lower end was where community 

residents lived. Thai farmers first settled on the fertile river banks around three hundred 

years ago. They used this area as an agricultural trading post. Chinese traders and 

economic migrants had become part of the local population as well as, Vietnamese 

Catholics. The different groups had intermarried until everyone claimed a small part of 

the other.       

Later on, the Riverside community lost its central role because of the change of 

transportation from water to road. Educated younger generations moved to urban areas 

to work. In 1990, the community gradually went downhill after more than half the area 

was razed by a fire. Then, the district was badly affected by flooding nine years later. Fire 

and flood caused many community residents to move away from the area. Moreover, 

administration offices and a gemstone market were relocated to other areas. Many shops 

and houses were closed and abandoned. Therefore, most of the local residents who 

became older people remained in the rickety, old houses. “It was sad to see our 

community so stripped of life, like it was dying a slow death”, Chadmalai (2014) a 

community leader, recalled. 
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However, everything started changing for the better in 2009. The Provincial 

Commercial Affairs Office had a plan to preserve venerated old communities and 

allocated a budget for the restoration project. After a public hearing, some of the Riverside 

community residents formed a group to satisfy the government’s budget, drafted a 

development guideline, and started making changes. The group is called ‘The 

Chanthaboon Riverside Community Development Committee’. The group works under 

the vision of ‘culture leads trade’ which focuses on culture and identity rather than 

commerce. Revitalisation and rehabilitation through the community’s development plan 

once again brightens the community, increases the numbers of domestic tourists who 

come for weekend outings to eat Chinese, Thai and Vietnamese specialities and to listen 

to all the old stories. The area attracts many tourists from around the world who enjoy the 

historically beautiful architecture and the timeless features.  

 

Natural features 

Tropical fruits are also among the main products of the province. In 2000, it produced 

nearly 380,000 tonnes of durian or 45.57 per cent of Thailand durian production, and 

approximately 27 per cent of the entire world production (Panyee n.d.). Chanthaburi is 

also a centre of gemstone mining, especially rubies and sapphires. It is the traditional 

centre of gem mining and trading for Thailand and Cambodia. There are several sapphire 

and ruby mines in the hills around the Chanthaburi area. These days, locally mined gems 

are of inferior international quality but the resourceful Chanthaburi traders roam the globe 

acquiring precious and semi-precious stones which are in turn traded there to other 

globetrotters. On the weekends, the Riverside community and nearby streets such as Tha 

Si Chan (called ‘Gem Road’) overflow with the banter and intrigue of the jewellery hard 

sell. People can see many customers and traders gather around makeshift tables or a 

http://en.wikipedia.org/wiki/List_of_fruits#Tropical_fruits
http://en.wikipedia.org/wiki/Durian
http://en.wikipedia.org/wiki/Gemstone
http://en.wikipedia.org/wiki/Ruby
http://en.wikipedia.org/wiki/Sapphire
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trader’s outstretched palm examining small piles of unset stones. Furthermore, many 

households in the Riverside community engage in commercial activities involving food 

selling. There are numerous cafes, restaurants and an art gallery among the old wooden 

townhouses and shrines. Many food shops offer traditional Thai food cooked with local 

herbs such as Siam Cardamom (Krawan in Thai language) which are grown in the Khao 

Phu Soi Dao area of the Chanthaburi province. There is also some traditional Thai food 

with a twist which is influenced by traditional Chinese and Vietnamese cuisine.  

 

Culture 

The Riverside community residents are in harmony although historically they were 

multicultural with the arrival of the Chinese, Vietnamese and French. They are Thais who 

live in the community characterised by a blend of Thai, Chinese, Vietnamese, and 

French influence through religion, the arts, and architecture.  

The most important influence on the Riverside community culture is religion, 

including Buddhism. Thailand is a stronghold of Buddhism where the majority of 

population is Buddhist. Many Thai beliefs and traditions have long stemmed directly from 

Buddhist principles. Respect is essential within the consciousness of every Thai. As a 

result, respect for elders and for those in higher social positions is important which 

influences hierarchies related to social status. Children are expected to respect their 

parents and teachers. The young must show deference to the elderly.  Those with highly 

prestigious positions in society, such as doctors, teachers, and monks, are almost revered 

which explains why the community has Prapapan Chadmalai as a community leader who 

is now 66. She used to be a teacher who is respected by most community members. The 

Buddhist values also influence community activities. Every year, the Riverside 

community has an event where members can show respect to elders in Songkran Day, the 
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water festival. Furthermore, several times a year, invitations are sent to every household 

to visit the community main street to give food to monks. This is a Buddhist doctrine 

where the offering of food is a meritorious act that also reminds people not to be greedy 

or selfish. Catholicism also plays an important role in the community. Because of 

Vietnamese Catholicism, the religious plays and performances are usually conducted by 

residents who are Catholic supported by the Cathedral of the Immaculate Conception, a 

Catholic Church in the community. It aims to strengthen Catholic people in the 

community, as well as being open to the public to promote Catholic beliefs. 

The Riverside community is also unique in its arts and architecture. The alluring 

power of the colonial architecture, together with the clustered wooden buildings with 

lace-like wooden decorations, has turned this area into a popular location for the film and 

advertising industry since it can be converted into the set of an old town. Sino-European 

buildings line the one-kilometre, narrow road. Chinese and French architectural styles 

have an influence on many buildings. There are two different types of charming 

architecture in this community. The first type is the colonial buildings with sculpted clay 

ornaments owned by the royal servants. Another type is the wooden home with intricate 

lace-like wooden decorations of the wealthy merchants (Panaram 2010). However, these 

buildings are still designed with Thai-style, functional needs. For example, the front 

area of the first floor is designed to suit commercial activities where most house owners 

are merchants who sell food and souvenirs. The second floor is the living area. At the 

back of each house is a small river harbour for boats which were once used as the main 

method of transportation. Many old houses and shops are decorated with colourful 

flags, lanterns, signs and paintings. 
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Sources of community pride 

Beautiful and historic buildings are the pride of the Riverside community. The old 

quarter’s sleepy streets and alleyways meandering along the Chanthaboon River are 

highly attractive. When the province fell under French control for twelve years 

following the 1893 Franco-Siamese War, the French left their mark in the form of two-

storey homes with photogenic French-colonial shutters and balconies in the community 

area. The architecture may be pleasing to the eye, but it is the mix of locals who bring 

the old town to life. 

The Cathedral of the Immaculate Conception in Chanthaburi, the French-style 

cathedral across a footbridge from the community, is the town’s architectural highlight. 

It was a small missionary chapel built there in 1711, when Vietnamese Catholics and a 

French priest arrived. The original cathedral underwent four reconstructions between 

1712 and 1906 and is now the largest cathedral in Eastern Thailand. 

Banluangratchamaitri Historic Inn is one of the proudest projects of the 

community. With the intention to improve the lives of the community residents, together 

with support from the Arsom Silp Institute, a non-profit organisation, the Architectural 

Preservation and Regeneration Project, decided to renovate the Riverside community to 

become a historical tourism destination. The creation of “preservation with care” has 

occurred. The hundred and fifty year-old house owned by the Luang Ratchamaitri family 

was chosen for renovation to become a historical inn or a museum inn. The rental contract 

was written to create value rather than money. The house owner, a Luang Ratchamaitri 

heir, offered permission to the partners to manage the house with a thirty year rental 

contract and only one Baht monthly rental fee. This hotel project was opened to the 

community members and the Chanthaburi local people become part of the stakeholder 

group by purchasing a share for a thousand Baht. There are already more than three 
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hundred shareholders including the locals and other interested people. The profit is 

returned to all shareholders and to support cultural activity in the community. This 

campaign not only focuses on raising sufficient funds to operate the business sustainably 

but also to allow people and the country to realise that this historical heritage can be cared 

for despite a rapidly changing world (Banluangratchamaitri 2013). 

The Community Learning House is also a source of community pride. The owners 

of the building donated their house for renovation to become a source of community 

learning. The architecture faculty from the Arsom Silp Institutute took part as the designer 

of this old house. This house of learning is renovated with the aim of architectural 

preservation and community regeneration with sustainability. It is also the community 

meeting point where members come along and discuss community matters. 

To conclude, although defining individual or communal identity is a complex and 

contested process, in this thesis, community identity is the focus in order to explore how 

the Riverside community creates its identity or ‘sense of self’. The ‘sense of self’ 

recognises that this community is valuable because it is unique, and there is nowhere else 

exactly the same as it in this world. The community identity identifiers such as the 

historical background, culture and arts, community resources and pride can define the 

Riverside community area. These are important elements in creating neighbourhood 

identity. This identified process provides a big picture of the community which helps 

inform local people and visitors to identify the uniqueness and identity of the community. 

The Riverside community is remarkable. As a new cultural tourism location, it has been 

developed under the vision ‘culture leads trade’, which mainly focuses on cultural 

preservation and community development instead of commercial activities. This 

community did not follow the common waterside community model which usually turns 

the old town into a market centre and pedestrian area. The community is distinctly 
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promoted as a unique cultural proposition where the buildings, which can reflect a way 

of life, are story tellers. This was the starting point for cultural tourism along the 

Chanthaboon River by using the beauty of this community as a central feature. 

In the next step, an analysis of how this community identity is built through the 

media is provided. Arguably, community-based media are a cultural resource which is 

already deeply implicated in representing the multiple public spheres. The community-

based media in the Riverside community is characterised as one of those multiple public 

spheres. Media activities in this ‘community public sphere’ (Meadows et al. 2007, p. 68) 

can be seen as a discrete formation or space that develops in a unique context and as a 

product of contestation with the dominant media. 

 

Community-based media 

 

Community-based media activities among the Riverside community residents 

The Riverside community has started to produce its own media, and to use social 

networks to promote itself and its attractions to the nation. In this section, every 

community-based medium used is explored in order to provide an overview of local 

media activities in this location. Media as discourse (Foucault 1966) is used to 

demonstrate an inclusion of such media activity in this community. Foucault’s notion of 

discourse (1966) includes many things beyond media such as graffiti, art exhibitions, 

public speeches, announcements, sky writing and banners. In this thesis, media as 

discourse focuses on the inclusion of a wide range of media activities found in the 

Riverside community. Media discursive activities in this community will demonstrate a 

wide range of media discourses in evidence. Both traditional media and new media are 
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important and play an essential role in the Riverside community.  

The findings below provide a broad picture of the different forms of media and 

communication which are being used in the community. I will then describe each of them 

and how they are used in the last section of this chapter. 

In this study, information distribution activities among the Riverside community 

members are divided into three categories: community produced media, commercial 

media and the media supported by the government. Arguably, these three media 

categories affect every individual’s life in the community. Analysis of commercial media 

and the media supported by the government is based on two aspects: to analyse other 

media activities of the community members, and to compare other media with community 

produced media.  

 

Community produced media 

In the first step, varieties of community-based media produced by community members 

are investigated. The number of community members who access each media is important 

in order to examine what form of media plays the most essential role in the community. 

This data is also based on the one hundred surveys I did face-to-face of community 

members. The findings are similar to what was found in other research on community 

media in Southeast Asian countries - that traditional forms of media play important roles 

in community environments (Aikat n.d.; Bruce et al. 2006; Tabing 2000). 
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Community-based media 

Figure 10: Community-based Media Channels in the Riverside Community 

 

Of a hundred participants, face-to-face communication among neighbours 

accounted for 89 per cent, and is the most prevalent way that Riverside community 

members distribute and receive community information. This study considers the 

interpersonal communication between community members as a form of 

media―essentially, we can consider the twelve Committee members to be the ‘media 

source’ as they receive, distil, and disseminate the information. In this case, the 

information is disseminated individually, rather than en mass through a newsletter, notice 

boards, announcements etc. This makes people the primary source of information in this 

very small community primarily concerned with hyper-local issues.  

The Chanthaboon Riverside Community Development Committee consisting of 

twelve people plays the role of main information distributor in the community. They walk 
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to their neighbours to send the messages verbally. Newsletters are the second most 

accessible media where 71 per cent of the participants already have access. The reason 

the traditional newsletters work effectively is that they are free and ‘touchable’. 

Newsletters are produced by the committee, a community leader team, and are distributed 

to every household. After that, they are used to promote tourism in the community. One 

participant suggests that he prefers getting information from newsletters and notices 

rather than from the neighbours. He states: 

When I am not home, the neighbour walked past my house, so I miss 

some information that I should know… or I could say there is still some 

people who are ignored by neighbours. I think it does not work if we so 

much depend on our neighbours in order to get news. We need something 

more effective…or something up-to-date which we can access anytime 

and anywhere in our house. 

 

The Community Learning House, in third place, is also a popular place where the 

community members gather for news, information and discussion. It is the community 

meeting point where members come along and discuss community matters. It is also the 

place which promotes the story of the old community from the past to the present via folk 

stories, old photograph galleries and Vernadoc, a simple drawing technique recorded in 

the picture frames. 

Direction maps and notice boards are also popular among community members 

with 51 per cent of the participants finding them useful. Website and social media 

programs such as Facebook and uploaded videos via YouTube form an important source 

of information for 47 per cent of the participants, while the rest account for 8 per cent and 

can include community circulars, the coffee place, performances, community DVDs, 

postcards, screen-printed T-shirts, and community events. 
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Non-community produced media  

Results from my study concerning media outlets from outside the community are 

provided here. Commercial media and the local government media also affect every 

individual in the Riverside community. The use of commercial media and the government 

media are analysed by comparing them to the use of community produced media in the 

later paragraphs. I aim to test what is the most influential media in the community. 

 

 

Figure 11: Commercial Media Consumption in the Riverside Community 

 

The most popular commercial media which influence the community members is 

the local commercial TV or CTV. This cable TV has the ability to reach 69 households 

in the community. The reason for the high access among community members is that 

CTV is the first and the oldest cable television in the province. Not only can the 

community people receive news and information, but they can also consume any updated 

information concerning local events from other communities including news about crime, 

entertainment and weather forecast within the Chanthaburi province area. The second 

most popular media is national television channels including Thai TV 3, Channel 7 and 
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Thai TV 9. These often offer national and international news, and also entertaining 

programs such as evening TV serial programs, variety shows, and live sport streaming. 

Around 25 per cent of the participants read the local magazine. The local magazine found 

in the community area is AboutChan magazine focusing on arts, culture, environment and 

tourism within Chanthaburi. In the sixth volume of this magazine, Riverside community 

tourism is the main theme. 

According to the study, local commercial magazine and mainstream television 

reach a similar proportion of 25 per cent of households. One of the participants says that 

these media outlets help to promote community tourism: 

I am so glad that there are some people outside interested in producing 

media content about this community. Local magazine like AboutChan is 

so informative, and the pictures in there are so beautiful. I think a lot of 

tourists come to our community because they write about us, you know? 

I am afraid that one day they will stop doing it.  

 

The media channels supported by the government also play a vital role in the 

community.  

 

Figure 12: Government Media Consumption in the Riverside Community 
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Wire broadcasting services through speakers, sometimes called conventional public 

address systems, can reach approximately 62 per cent of the participants. The system 

works within two square kilometres so it is quite effective for a small area like the 

Riverside community. This system requires speakers to convey messages to the 

community members. However, there are still concerns about the wire broadcasting 

services as a result of insufficient numbers of speakers and sometimes the low intensity 

of the speaker volume. It would be better if speakers could be established throughout the 

community. Eighteen per cent of the survey participants cite broadcasting cars as a regular 

source of information. Broadcasting cars are owned by the Town Municipality or 

Tedsaban Muang. The Riverside committee usually contact the municipality to ask for 

the broadcasting car’s free service. Then, the cars are sent out to every street in the 

Chanthaburi city area to disseminate the message. Only 3 per cent of the participants 

prefer other government media. For instance, some people say they prefer Thai Radio FM 

90.25 MHZ which is owned by the government and is regularly used to promote tourism 

in Chanthaburi. 

Voice broadcasting through speakers, broadcasting car and radio programs is so 

important for a commercial community like the Riverside community because of its 

flexibility for merchants to receive information while working. “I am always busy during 

the day. My mouth, my hands and my eyes are for the customers. I prefer something that 

I can listen to while working at the same time,” according to one participant. However, 

the number of cars is insufficient. As Chadmalai (2015) points out, “sometimes I go to 

the municipality to ask for the car, and people there tell me that there are no cars left for 

me. So, I have to wait till tomorrow”. Another weak point that several participants point 

out is that the broadcasting cars are not effective when broadcasting long announcement. 

They suggest that the cars should be driven slower so they are able to hear the entire 

information. Another suggestion for the government on how to improve the media 
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activities is to employ a variety of news content: “The government should help promoting 

the community in the other ways, not only the street market; we need to promote more 

about our community value and history,” according to one participant. 

 

Community-based media with different aspects  

In this research, the objectives of media discursive activities are evaluated and categorised 

from both the community aspect and the tourism aspect. The community aspect, in this 

sense, includes communication among community residents in their everyday lives, 

especially community matters, community issues, and community well-being. On the 

other hand, the tourism aspect concerns communication for the sake of tourism in this 

community which aims to benefit tourists. The two categories are shown in the table 

below. 

 

Media types Media discursive activities  Community 

aspect 

Tourism 

aspect 

Locally 

produced 

media 

 

 

 

 

 

 

 

 

 

 

Community leaders     

Community circulars    

The coffee place    

Performances    

Community DVDs    

Riverside’s Voices newsletters    

Map direction and information 

boards 

   

Photos and Vernadoc art gallery     

Postcards    

Screen-printed T-shirts    

Community learning house     

Community events     

Online activities   
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www.chanthaboon.net (inactive)     

Community Facebook page 

(inactive) 

   

Luang Ratchamaitri Historic Inn 

Facebook page 

    

 Church Facebook page    

 Videos on YouTube    

 LINE group chat    

Commercial 

media 

CTV    

AboutChan magazine    

Media 

supported by 

the 

government 

Broadcasting cars     

Loudspeakers    

 

Figure 13: Media Objectives 

 

From the table above, media activities aimed at serving the community’s need are 

as follows: community leaders, community circulars, the coffee place, community DVDs, 

performances, a community Facebook page, LINE group chat, CTV and community 

loudspeakers. The messages appearing in these media are as follows: local government 

policies, political discussions, health, community improvement, religious beliefs, 

community history and gossip. 

Media outlets produced as a result of tourism promotion include community 

newsletters, maps and information boards, postcards, screen-printed T-shirts, videos on 

YouTube and a commercial magazine. The messages of these communication tools aim 

to benefit community tourism. Information such as community history, art and culture, 

walking directions, food, restaurants and attractions can generally be found in the tourism 

media. 
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Media activities which have both a community aspect and a tourism aspect are the 

photo and art gallery, community learning house, community events, community website, 

the historic inn Facebook page and broadcasting cars. The media content of these media 

includes discussions about community matters, community history and community 

tourism. 

 

Comparison of media uses 

 

Figure 14: Media Uses Comparison 

 

In comparing the three media use categories, I found that community members depend 

on community produced media and their own efforts. Around 62 per cent of the 

participants rely on the media produced by the community. Second in importance is the 

use of commercial media comprising approximately 22 per cent of participants. 

Accounting for around 16 per cent, the government media are just a supporting role which 

helps strengthen communication in the community. In the Riverside community, it can 

be assumed that community-based media, commercial media, and media supported by 

the government complement each other. As one participant comments: “community 

62%
15.70%

22.30%
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media

Media supported by
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Commercial media
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media should work together with help from the government and other commercial media, 

so the community members will not miss anything important”. 

 

Information provided by community-based media 

 

Figure 15: Information Provided by the Media 

 

The figure indicates the information the Riverside community members usually receive 

via community-based media. Media content concerning commerce and tourism has the 

most influence on this community. Ninety-nine per cent of people state that they receive 

information about the community commercial events like a street market, while 88 per 

cent concerns community tourism. Content concerning community issues is the third most 

influential media at 79 per cent of the participants while community history accounts for 

77 per cent. Beyond that, 65 per cent of community members are also interested in the 

political news at both the local and national level. Information about religious events 
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accounts for 34 per cent of the participants. Lastly, 7 per cent of them search for 

information about health in community media.  

Interviews with one hundred participants provided some suggestions about further 

information that they would like to receive from the community-based media. Those 

suggestions, nominated without prompting, include promoting the community more to 

the nation, more about community activities, tourism and street markets, health services, 

and the community’s history because it is vital for the younger generations to know more 

about their roots.  

Examples of various forms of other different information that the community 

members have never received through the existing media but would like to receive 

concern the relationship between the Riverside community and others, information from 

other communities, plans for development in the community, news about environment 

and waste, entertainment, local traffic, new local shops, hygiene in the restaurants, 

diversity of languages including Vietnamese and Chinese, times for street closures due to 

film making, and children’s education about behaviour and culture. These examples show 

that the media perform quite a limited job in terms of informing the community members 

about key issues in their community, particularly controversial issues. This will be 

discussed again in Chapter Seven. 

 

New media communication in the Riverside community 

The Riverside community has interesting online activity through social media such as 

Facebook, as well as the LINE application via smartphones and laptops. It is essential to 

evaluate communication activities among local residents which are conducted through 

the internet which is currently classified as new media (Naughton 1999). This section 
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provides pure research results conducted by the researcher. An extensive analysis of new 

media activity of the Riverside community will be evaluated and analysed again in the 

following chapter. 

According to a survey of a hundred participants, 40 per cent of the participants 

have got internet access in their households, while 60 per cent have no internet access. 

This result suggests that media other than social media, websites, etc, is more crucial to 

the majority of the community. However, the number of internet users is expected to 

grow. As previously mentioned, the Riverside community is administered by Tedsaban 

Muang of Chanthaburi, a local municipality which has a plan to provide free internet wi-

fi in the community area (Chanthaburi Municipality 2015). As a result, all households 

located within the community area are expected to have free internet service in the future. 

Nowadays, internet users do not have to remain in their houses to use their 

personal computers to connect to the internet. According to my study, many portable 

internet access devices are available such as Netbook, Tablets or iPads, laptops and 

smartphones. There is a variety of use of portable internet access devices among the 

Riverside community residents. Seventeen per cent of internet users access the internet at 

home with their personal computers. Another 17 per cent use laptops while 19 per cent 

of them prefer Tablets or iPads. Only 3 per cent of those use Netbook. The highest use of 

internet access devices occurs via smartphones which accounts for 34 per cent of the 

internet users. 

Smartphones expand the number of internet users because of their beneficial 

function of mobility. These devices encourage people to conduct online activities 

anywhere and anytime (Radsch & Pollack 2014). In the Riverside community, of 40 per 

cent of the participants who are internet users, 31 per cent of them have internet access 
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on their mobile phones, while 52 do not. Seventeen per cent do not know whether they 

have internet access on their mobile phones or not.  

There are applications in smartphones and other internet access devices which are 

computer programs designed to run on mobile devices. The applications allow internet 

users to perform a group of coordinated functions, tasks, or activities. Examples of an 

application include a social networking system, a spreadsheet design, an aeronautical 

flight simulator, a console game, an illustrating system, and a library system (Holwerda 

2011). This study focuses on the use of applications which have a social networking 

system in order to observe the most preferable application which the participants use to 

maintain their social connections with other community members. Those applications 

with social networking systems are LINE, Facebook, Twitter, Skype, Social Camera, and 

Instagram. Fifty-one per cent of the internet users use Facebook. The second most 

preferable application at 25 per cent is LINE. Instagram is ranked third, accounting for 

14 per cent. Twitter, Skype and Social Camera account for 5, 3 and 2 per cent respectively. 

The results show that over a half of the internet users in the Riverside community are 

Facebook users. This means Facebook is the most preferable social networking 

application the community members use in order to maintain their social relations. The 

sorts of community matters which the community residents usually discuss online are 

mostly related to community issues and community tourism. Examples of discussion 

topics are alcohol consumption, neighbourhood noise, community traffic, public 

relations, and questions and answers on the Facebook fanpage. Although the number of 

internet users and smartphone users is not an outstanding amount, activities through 

internet access devices found in this community are arguably progressive in terms of 

community development and tourism which will be discussed in the next chapter.  
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The results show that adults aged 18–35 have more frequent use of the internet in 

their everyday lives for different purposes. In the survey, the purposes of internet use are 

categorised into seven groups including work-related matters, entertainment, social 

connection, school and educational purposes, online shopping, news and other. The 

biggest single reason interviewees gave for using the internet is to access news. The 

second highest purposes are entertainment and social connection at 19 and 18 per cent. 

The rest are work-related matters, online shopping and education at 16, 15, and 4 per cent 

respectively. Searching for interesting pictures on the websites is a purpose accounting 

for only 1 per cent. 

 

Figure 16: Purposes of Internet Use 

In exploring online activities in depth, the internet users were asked about their 

specific uses of the internet. As a result, the specific uses are in accord with the broad 

purposes of internet use as mentioned above. Local, national and international news sites 

accounted for 22 per cent of the internet use and are the most popular. The two second 

most popular are social media, and music and downloaded games sites at 15 per cent 

while email and entertainment and gossip sites account for 12 per cent each. The use of 

helpline websites (receiving information about local disasters such as fire and floods) sits 
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at 13 per cent. Entertainment and gossip sites and online games are in the low range of 

12 and 7 per cent respectively. Other specific uses of the internet include search of stock 

markets, tourism in Thailand, and Buddhist lessons. 

 

 

Figure 17: Specific Uses of the Internet 

 

In terms of dealing with community matters, the community members seem to be 

more interested in participating through traditional media rather than online media. The 

results of my study illustrate that only 17 per cent of the community internet users have 

participated online concerning community matters including participating in the 

community social media sites, responding to the chat room, and also creating blogs about 

community issues. Some participants point out that, although they cannot attend 

community meetings, they can still be involved online. One participant gives the reason 

for preferring online discussion: “When I attended the meeting, people might forget what 

I said. If I addressed something on the websites or Facebook, it would be there 

permanently”. Another participant points out that she prefers online discussion because it 

has less stress. It is easier to discuss some serious community matters in a relaxed way. 
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When comparing to Thailand as a whole, the internet generally attracts more 

young users (Koanantakool 2007). As mentioned, the biggest single reason interviewees 

gave for using the internet is to access news. This result is quite different when comparing 

to the overall purpose of internet use in Thailand. While the community members prefer 

news searching the most, other people in Thailand prefer entertainment such as games 

and online chatting (ETDA 2014; Koanantakool 2007). 

Although online activities concerning community matters are small in number 

compared to traditional media, they facilitate the sending of messages from the 

community to the nation, especially in the promotion of community tourism as 

exemplified in a Facebook post (Chadmalai 2014, pers. comm., 24 December).  

We have just around a hundred households in the community, but we 

have got nearly a thousand people following us on Facebook. There are 

not just us. It means people outside want to know about us…want to 

know what is going on in the community. 

When we have got something like street events, we post it on Facebook. 

You see…lots of people come to our community. Then, when those 

people come here, they take a picture and post it in on Facebook, so their 

friends know what is going on in our community. Now, you can guess 

what’s next. Yes, lots of people come here. This process is so much like 

a snowball game. 

 

In the Riverside community, online social networks like Facebook have proved to 

be an effective communication tool which the community members use to promote 

tourism in the community. The section below provides a finding of social media activities 

which the community has conducted in order to preserve and promote their cultural 

identity. 
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Initially, the community used a website http://rimnam.chanthaboon.net to 

promote itself. The web page contained information about the history of the community, 

some updated information about community events, the hot spots in the community, some 

interesting photos, and also the information about The Chanthaboon Riverside 

Community Development Committee. However, the website worked for only two years 

because of some weak points which led the committee to cease using it. One of the reasons 

is that the committee paid to create the website, but after paying for the website the 

committee realised that there are more important uses for their budget. Secondly, the 

committee had less online feedback than they expected. Few people responded to what 

was on the website. After two years of the community website functioning, social media 

like Facebook was chosen as the main online media channel because it is free and easy to 

use, has worldwide accessibility and two-way communication.  

The first official Facebook page of the Riverside community created by the 

community committee was generated after an unsuccessful website production. This 

social networking site allowed community members to receive and share information 

concerning the Riverside community. Beyond that, it was a discussion forum for 

community members to voice their opinions on community issues such as neighbourhood 

noise and teenage alcohol consumption. However, this Facebook page ceased working in 

2014. After the community started working with the Arsom Silp Institute of the Arts on 

the buildings project, the institute became the new Facebook administrator instead of the 

community committee.   

Banluangratchamaitri Historic Inn is the current official Facebook page of the 

Riverside community created in August, 2014. In January, 2015, six months later, there 

were about 2,900 followers who became interested and received information from this 

Facebook page. The main purpose of creating a Facebook page for this project was to 



197 
 

communicate to its followers and at the same time to receive the followers’ feedback and 

opinions about what they post on the page. Prapaporn Bamrungthai and her team 

including Prasit Vitayasamrit, Pattama Prangphan and Panumas Chayentara from Arsom 

Silp Institute, are responsible for this page. To keep updating information from the Luang 

Ratchamaitri Historic Inn via Facebook is her responsibility. She is also an architect for 

this project. Bamrungthai (2015, pers. comm., 2 January) points out that Facebook has 

received a better response from the people and that Facebook has been popular among 

Thai people for many years particularly with Facebook pages on social responsibility, 

animal rights and commercial endeavours. They have a lot of followers who respond to 

their pages. As a result, Facebook is chosen as a media tool by this community. 

Bamrungthai (2015, pers. comm., 2 January) says,  

Facebook allows our followers to give comments and feedback directly 

to us. It is like a kind of participating media. It is very good that we 

immediately know what people say about us online, so we bring their 

feedback to discuss and improve our work. I think it is the quickest way 

to get people’s responses. 

 

Besides being a quick response media channel, Bamrungthai (2015, pers. comm., 2 

January) points out that this is a communication method where audiences can understand 

the value and beauty of the historic building project. 

The target groups or expected followers on Facebook include community 

members, stakeholders, students and architects who are interested in this project. 

Bamrungthai (2015, pers. comm., 2 January) adds, “the first time we created the Facebook 

page, we were not quite sure who our target groups really were. We were quite blind at 

that moment.” The team just started by sharing the Facebook page with their friends and 

people they knew like some of the villagers and their architect friends. Later on, the 



198 
 

Facebook followers were not just the people they knew. “There were a lot more strangers 

who were interested in our project,” according to Bamrungthai (2015, pers. comm., 2 

January). 

According to Bamrungthai (2015, pers. comm., 2 January), the main information 

which the team always updates on this Facebook page is classified into five categories: 

1. Cooperation of community people and other institutions such as Arsom Silp in 

restoring the two historic buildings; 

2. Historical pictures of the Riverside community; 

3. Importance of preserving culture and historic buildings within the community 

area; 

4. Tourist and customer reviews after visiting; and 

5. Tourism and festivals in both the community area and its surroundings.      

As previously mentioned, there were approximately 2,900 people who 

participated on the Facebook page within the first six months; the outcome of this page 

was acceptable for the team. Bamrungthai (2015, pers. comm., 2 January) explains:  

While the historic inn building was under construction, there were only 

about ten people who followed our page each week. After the restored 

building project was done, and the historic inn was opened to the public, 

people who click ‘Like’ us on Facebook increased to a hundred a week. 

Anyway, I think it is not enough. My team and I have been trying every 

way to raise the number of our followers. 

 

She also states that the team currently keeps updating the content on Facebook 

approximately three to four times per week. She and her colleagues are looking to add 

more updated information in the future in order to gain more attention from the public. 
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Another significant online activity in the community is conducted via the LINE 

application. A group chat named ‘the Riverside community people’ is formed with the 

aim of daily chats, news and information sharing, and social discussions.  Moreover, the 

LINE group is used to preserve their community history. Community members have 

exchanged various old pictures by sharing them on the chat room, and assembling them 

as a photo collection. Afterwards, all photos were printed and exhibited at the Community 

Learning House. Pokabal (2014, pers. comm., 23 December) says: 

Firstly, it was a kind of showing-off. I wanted to show that my photos 

are much older and more precious. Then, when I and my friends see a lot 

of old photos in the group chat, we feel like it is not just a chat room but 

an online old photos exhibition of our community.  

 

 

Community suggestions and perceptions of the role of community-based 

media 

This study also investigates areas for improvement in the Riverside community 

communication based on the interview data from one hundred research participants. 

Interviewees from the face-to-face community surveys suggested a number of ways that 

community media activity could be improved in the Riverside community. The three main 

areas that interviewees felt community-based media could be improved revolved around 

three key themes: greater community participation; more consistency in updating news; 

and more assistance from government and other local organisations. 

 “It is just one-way communication from the community leader,” one participant 

claims. There are recommendations that opinions from a variety of community members 

help in engaging more people in the community-based media participation. Some 

participants would like to voice their opinions but never have a chance. One participant 
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says that she has no idea how to participate in the media. Another problem is an attitude 

that community-based media activities are only conducted by a group of community 

leaders, and are all about their concerns. “They do not care about what I am going to say,” 

one participant claims. 

The media need to send messages more consistently and frequently throughout 

the community. There is a need for updated information via community media such as 

Facebook pages. Some participants say that there is not much updated news from both 

traditional and new media. Participants also state that they receive information from the 

media frequently but only when there are street market events in the community area. 

They suggest that they would like to receive more news and information about community 

life daily.  

Next, the community needs more help from the government and other local 

organisations because of the lack of skilled media producers and financial support. There 

is still a lack of trustworthy contributors or reliable sources in the community. As one 

participant says,  

Some information is sent by word of mouth. For example, someone says 

it is going to be three days for a commercial event while another one says 

four to five days. I expect that the number of event days will increase if 

I ask more people.  

 

Another participant adds, “I have to find out the information by myself, and make sure 

that is correct before telling other people in the community”. As a consequence, there is 

a need for trustworthy sources and also practical media producers who understand the 

community context to communicate more effectively. Furthermore, local schools or 

relevant organisations are expected to help the community in order to provide students 

who have technical knowledge of the media to help in the community media activities. 
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The community also needs to conduct more research on community-based media in order 

to understand its role and value. Many media activities seem only to promote community 

tourism. As a result, the needs of local people are less addressed in those media. 

Lastly, financial support from the government is needed in order to produce and 

maintain community-based media. Without a sufficient amount of money, there are 

unsuccessful media activities appearing in the community. For example, the community 

stopped producing The Riverside’s Voices newsletters because it could not handle the 

extensive cost of newsletter design and colour printing. 

One important question addressed to the hundred participants concerns the role 

community-based media play in the Riverside community, for which there is a diversity 

of opinions. In the following paragraphs, the roles of community-based media based on 

the ideas of community members provide only the basic concept of what people think of 

their media. The role of community-media at a deeper level will be further analysed in 

the next chapter.  

Community-based media have an informative role. The media inform community 

members about community meetings and events. Participants are able to participate in 

community activities because they are informed when and where by the community 

media. The media spread news and information throughout the community area including 

information boards and signs in English which are useful for many foreign visitors.  

Community-based media have an educational role. The media have an important 

role in teaching the younger generations to understand and realise the importance and 

value of their roots. The participants say that the community’s DVDs and newsletters are 

effective in facilitating the spread of this knowledge to students and other people outside 

the community.  
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Community-based media have a harmonising role. Community people feel like 

they are united by being informed about community matters through the same media 

channels. As one participant says, “I feel so warm that people around me think that I am 

important enough to know what is going on in my community, and my opinion can make 

a change to my community”. The media also connect the community to other 

communities. 

Community-based media preserve local identity and culture. In the past, 

Vietnamese handicrafts such as mats were popular in this community. Those handicrafts 

are promoted again via community media to show that at one time, the community was 

one of the multicultural centres in Thailand. The significant media activities which local 

people conduct to preserve their identity and history include, for example, exchanging 

old pictures of the community via the LINE application. 

Community-based media have a tourism promoting role. Many community-based 

media productions are used to promote the community as a cultural tourism destination 

to the nation. Messages are sent of beautiful attractions, local food, and valuable 

community history. Within the community, participants give examples of walking maps 

and direction boards which help tourists to travel along a kilometre of the community 

area. Because the media help to attract more people to their community, the people gain 

further income which benefits community economics. 

 

Community-based media participation among the Riverside community 

residents  

The results of the surveys of participation among the Riverside community members 

involved in community-based media activities are provided in order to evaluate how 

effective the community-based media work there. First, the frequency of community-
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based media use among community members is provided. The time frame is defined as 

often every day, a few times a week, only once a week, and less than once a week.   

Figure 18: Frequency of Community-based Media Use in the Riverside Community 

 

Of a hundred participants, 80 per cent of them use community-related media less 

than once a week. Only 3 per cent use this media once a week and a few times a week, 

while 17 per cent of them regularly use the media by stating they use the media often 

every day. From the results, it seems that the majority of the community members do not 

frequently participate in the community-based media. 

There are several reasons for community-based media participation among the 

community residents. The first reason is that the community members want to receive 

news and information concerning their community. As one participant says, “the reason 

is, apparently, I want to know what’s going on in my community”. The community 

members seek information on issues that interest and affect them, and exchange ideas and 

information in order to make appropriate changes to improve the lives of individuals. 

Another important reason for community media participation is that they can voice their 

opinions. Moreover, they can conduct cultural activities via the media. For example, they 

0%

20%

40%

60%

80%

Often-everyday A few times a

week

Only once a

week

Less than once a

week

14%

3% 3%

80%



204 
 

collect and share the old pictures of the community with each other through the online 

community-based media such as the LINE application. Beyond that, there are community 

members who really want to participate in every community media activity for only one 

reason which is love. “Because I love the community” is provided as a reason of 

community media participation among the Riverside community.  

 

Figure 19: Community Involvement Encouraged by Media 

 

Furthermore, the participants are asked to rate how much the community-based 

media makes them feel more involved in the community. There are a few participants 

who do not agree that the community media are effective in uniting them. Two per cent 

of residents state that the community-based media do not make them feel involved, and 4 

per cent say they are not quite involved. These participants claim that they are 

disconnected because they have no ability to produce, manage or change anything in the 

media. However, sometimes, they do not agree with the media content. The highest 

proportion, that is, 30 per cent of the participants, say they feel involved in the community 

because of the media, but the media need to be more updated. Thirty per cent of the 

participants feel involved, 26 per cent feel very involved, and another 26 per cent feel 
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much more involved by showing that the community media play a vital role in their 

community involvement. These participants point out that the media make them feel more 

important in the community. As one participant says, “I feel like I have been cared by 

someone”. Moreover, there is one participant who asserts that she feels involved as a 

community member because she and her neighbours know the same things from the 

media. This reason is quite interesting in terms of the media’s ability to create bonds 

among community members, which will be discussed again in the analysis chapter. In a 

nutshell, 82 per cent of participants claim that the media make them feel involved in the 

community. 

Based on my interview data, there are reasons why community-based media have 

the ability to unite the community residents together where it is all about being local. 

There are participants who point out that content in the media is usually related to their 

everyday lives. Moreover, it includes local history and local wisdom which make the 

community members proud of their shared roots. The second reason why the media make 

the community members feel involved is that the community-based media are concerned 

with their interests. As one participant says, “I feel so involved if it is the issue that I am 

interested in”, or another participant says, “I feel ‘yes’ to the media when it helps me 

promote my shop”. Another reason is that the media content can mean everything in the 

community. Everything can be news, including local gossip and scandal. As one 

participant says, “there was a wife who ran after her husband in front of my house. It was 

so funny that she tried to hit her husband with the wok. People shared this incident on 

Facebook and LINE. It was very funny and such a talk of the town!". 
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Community-based media overviews 

In this section, media discursive activities which were mentioned in the previous sections 

are overviewed. They include media produced by community members involving online 

media, media supported by the government and commercial media. The photos appear in 

Appendix A. 

 

Media produced by community members 

Community produced media include people as community leaders, community circulars, 

the coffee place, performances, community DVDs, newsletters, maps and boards, photos 

and arts, community postcards, screen-printed T-shirts, Community Learning House, and 

community events. 

  ‘People’ as a form of media are essential in this community. In most Thai 

communities, community leaders play an important role in participatory communication. 

The community members heavily depend on their community leaders who act as 

contributors in order to gain news and information (Kasemsuk & Ratanavaraha 2012). 

The Chanthaboon Riverside Community Development Committee consisting of 12 

people plays the role of information distributor in the community. Once the committee 

has any information like new community projects and news from the local government, 

they walk to their neighbour to verbally disseminate the news. They act as personal media 

who can reach out to community members by bringing information from outside. This is 

possible in a small community such as this―in essence, this study sees this form of 

interpersonal communication to disseminate information as one form of ‘community 

media’ in this hyperlocal context. 

The committee members have one aim which is to develop the Riverside 

community more effectively. Once there is a meeting about community matters, the 
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community committee has a responsibility to encourage community people to join. 

Pokabal (2014, pers. comm., 23 December) says that she walked to many households to 

inform her neighbours about an up-coming community meeting if there are any letters or 

documents from the government, so she is also one of the ‘couriers’ of information. 

The committee also prepares documents to leave in the houses of community 

members who are not at home. Chadmalai (2014, pers. comm., 24 December), a 

community leader, says that “if someone is not home, I will leave a circular under the 

door” in order to reassure that everyone in the community is updated with the news and 

information. 

Community circulars are also often used when the committee has news from the 

local government which essentially affects the living conditions of the community 

members. The circulars are used to inform the community members of any projects and 

changes which might happen in the community such as free services and traffic changes. 

They are internal media which are used only for community people, and for the sake of 

community people, without tourism involvement. The content is extremely local, more 

consistent with a ‘community notice board’ than a newspaper or newsletter. 

Another interesting media discursive activity is within the coffee place. This is 

located in the centre of the community area. The coffee place is commonly referred to by 

the local people. Most of the older people always spend their leisure time here with coffee, 

newspapers, political discussions and Ska, a traditional game which is similar to chess. 

Beyond being a space for local people to enjoy their free time, it is also a spot where 

many tourists can take some good photos of the Thai traditional game which is rarely seen 

in any other parts of Thailand. This space is, of course, directly connected to the 

Habermasian notion of the traditional public sphere―the coffee house―which can still 

be found in the small community. 
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As previously mentioned in the literature review, the public sphere such as coffee 

house is a space where information can be freely exchanged (Habermas 1989), and the 

public sphere that Habermas identifies is of course exposed as a very ‘bourgeois’ public 

sphere, only accessible to and used by the middle classes and above. The working classes 

and women did not access this Habermasian public sphere―the coffee house and other 

public spaces. Comparing to the Habermasian public sphere, the Riverside community’s 

coffee house is a more inclusive public sphere where everyone in the community can take 

part. I will provide an in-depth analysis of this comparison in an analysis chapter. 

Performances are also essential. The most common religious performance in the 

community area is conducted by Catholic community members of the Cathedral of the 

Immaculate Conception. The Cathedral of the Immaculate Conception, which is across a 

footbridge from the community, offers performance stage. This is a stage and public 

performance space primarily for the community members who have Vietnamese-roots. 

Catholic people can perform many plays of Jesus Christ and also stories from the Bible 

such as Creation and the depiction of their God. As the root of Vietnamese Catholicism, 

these performances aim to unite Catholic people in the community. It is also open to the 

public to promote Catholic beliefs. 

Another usual performance found in the Riverside community is Chinese opera. 

This popular form of drama and musical theatre is conducted every year at a Chinese 

temple in the community area. Because of the community’s Chinese roots, around ten 

days of October each year a Vegetarian Festival is held within the Chinese temple for 

people to observe their religious beliefs. In the evening, many people come together at 

the temple to watch the performance and to celebrate the festival. 

Furthermore, the committee made community DVDs in order to communicate to 

younger generations in the Chanthaburi province the importance of the Riverside 
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community and its unique history and architecture. They are based on community history, 

the mix of cultures and values of the Thai, Vietnamese, Chinese and Western people, and 

also show the unique style of the buildings in the community area. The DVDs have been 

sent to every school in Chanthaburi as an educational tool. Chadmalai (2015, pers. comm., 

5 January) points out that it is necessary for all young people to know their roots and to 

realise their value. She also says, “Thai students have an opportunity to learn Thai history 

in the school, but not their hometown’s history”. As a result, educating younger people is 

the main reason for producing these DVDs. The production of these DVDs is financially 

supported by the Provincial Commercial Affairs Office. 

The Riverside’s Voices newsletters are produced by Chanthaboon Riverside 

Community Development Committee. These newsletters were first produced in 2011 

with the aim of encouraging community tourism. Each newsletter has two pages and three 

columns with content that consists of the historical background of Chanthaburi, a 

province where this community resides, and background information about the 

community and its prosperity. The content on architectural styles and the arts in buildings 

also appears in the newsletters which were published in Thai. Some parts of newsletters 

were also published in English for foreign tourists. However, the committee stopped 

producing newsletters. At that time, there was no one on the committee who could 

produce the newsletters. They had no skills to design any artworks on the computer. Then, 

the committee had to pay for the newsletter design and colour printing which cost a 

substantial amount of money. Wongthongsalee (2014, pers. comm.., 18 December) points 

out that once the tourists take them, the newsletters were completely ignored after being 

read. Many of them were found in the bin or, even worse, along the walking path. Another 

reason is that they had had enough of newsletters. Wongthongsalee (2014, pers. comm.., 

18 December) says that those newsletters were for tourism with nothing new each time. 

The committee chose to re-print the previous newsletters in black and white copies on A4 
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paper to reduce the cost. The photocopies of the newsletters can be currently found at 

souvenir shops and the Community Learning House. 

The fact that the newsletters were just about tourism, and repeating the same 

information and, finally, they were expendable, reminds me about one of community 

media’s characteristics―localism (Johnson & Menichelli 2007), and what community 

media are supposed to be. When the information is not relevant to the locals, the media 

are discarded. It shows that an information flyer designed for tourists has no longevity 

and no real interest to the community itself. By contrast, if it contained information about 

local events, politics and achievements, it would probably still be produced because the 

community would want it.  

With the financial support of the Provincial Commercial Affairs Office, 

information boards, posters and maps are produced and can be found within the 

community area. Map directions including Thai and English language maps are for the 

sake of tourism. They show the location of each building within a kilometre radius of the 

community area.  

Information boards are also produced with the financial support of the Provincial 

Commercial Affairs Office. They appear in front of each old building which has an 

important story of community history such as Tieng Seng Tung Vegetarian Cafeteria and 

Pokabal House. The information boards are in Thai only. Here is an example of 

information on the board in front of Pokabal House. 

Pokabal House is made of ironwood and built in the Chinese architectural 

style which divided the house into three individual buildings. The house 

was re-constructed after being flooded by having a new floor and wall 

colour. The house belonged to Tin Pokabal (grandma Tin) since 1896. 

Grandma Tin died at ninety-eight years old. She lived during the period 

of King Rama V to King Bhumibol Adulyadej. Grandma Tin and her 

family had a commercial business. They sold clothes transported from 
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Bangkok, and also brought herbs and Vietnamese mats, produced by 

neighbours who have Vietnamese roots. The productions were brought 

from Chanthaburi to sell in Bangkok. At that time, during the Paknam 

Crisis when the French invaded Chanthaburi, the clothes business was 

under the control of the French Consulate. The Pokabal family was 

permitted by the French to have a clothing business. The agreement 

document was kept and shown in Pokabal House as an active piece of 

history. (translated by the researcher) 

 

The historical content of each information board consists of the building structure, 

background and personal information of past owners and the important role of each house 

in the past. These information boards are primarily aimed at tourists but serve a dual 

purpose of also educating young people about the history of their own community.     

Photos are also categorised as one of this community’s media discursive activities. 

Many old photos of people and places from the Riverside community in the past have 

been collected and shown in the community art gallery. These photos are from younger 

generations in the community who have their parents or grandparents’ old photos. The 

committee acts as the middle person in the community who collects many old photos 

from every household in the community area. 

Because of its Chinese, Vietnamese and Thai roots that provide a blend of 

architectural arts in this community, the committee started producing Vernacular 

documentation or Vernadoc arts of many old community buildings with the help of the 

Chanthaburi Technical College students. Architecture students came to the community 

area and produced the artworks by using hand drawings. Various styles of architectural 

buildings including European, Chinese and Thai in the community are drawn into 

documents which are useful for many architectural students and others who are interested 
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in this field. The art gallery of the old photos and Vernadoc drawings is located in the 

Community Learning House. 

The Riverside community’s postcard is a communication channel which tells 

stories of the Riverside community through its photo images. The postcards have different 

pictures of the community on one side. The postcard images are mostly from the photo 

challenge project for which the community worked with the Office of Commercial Affairs 

Chanthaburi. They show the beauty of the community, the lifestyles of the locals from 

the past to the present time, and also some old images of the community from the period 

of King Chulalongkorn, Rama V, when French troops invaded Thailand and occupied 

Chanthaburi. Pokabal (2014, pers. comm., 23 December), the owner of Pokabal house 

and a member of the community committee, is a volunteer who turned her house into a 

souvenir shop. She sells postcards and some local handicrafts produced by community 

members with the profit for the community. She says: 

Everything in my shop can promote my community, especially the 

postcards. Each picture postcard has different images of community 

stories. I am very happy if the foreign customer comes and asks me where 

the actual location of the picture in the postcard is. Then, I let him know 

that it is only 200 metres from my house. 

 

Screen-printed T-shirts are produced by the committee. The T-shirts are designed 

by community people, and are for sale in the souvenir shops. T-shirts also make the 

community members proud of their community when wearing them. It is also one of the 

ways to promote the community, and to improve the committee’s financial stability.  

The community has great pride in the Community Learning House located in 

building number sixty-nine. The house opens every weekend and on public holidays. The 

owners of the building donated their house for renovation to become a community 
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learning centre. It is also one of the most famous tourist attractions in the area. There is a 

community art gallery room where people can enjoy old photos and Vernadoc art, an 

architectural drawing style. Furthermore, there are bookshelves of many important 

historical documents of the community, and many educational books and research 

projects concerning this community. Mrs. Prapapan Chadmalai, a committee chair and 

community leader, is usually at the Learning House in order to be a resource person to 

answer every question from the people. Moreover, the Learning House is the community 

meeting point where members come along and discuss community matters. For example, 

community people were invited to the Community Learning House to conduct a public 

hearing about Banluangratchamaitri Historic Inn, the renovation project in the area. 

Community events such as religious and commercial events are ways to 

strengthen community bonds. Buddhist events unite Buddhist members who make up the 

majority of community members. Most people move out of their houses into the street in 

order to provide food for the monks. Community people are often invited by an 

announcement via speakers and community circulars. In contrast, the commercial events 

mainly aim to attract tourists from surrounding communities. The members sell street 

food and handmade products along the community street. There is also a community 

event held outside the community area. For example, in 2010, the committee and the 

Provincial Commercial Affairs Office held an event to enhance community identity 

including arts and architectural arts of buildings in the community. There were many 

paintings of old buildings exhibited at the department store in Chanthaburi. This event 

was to promote the beauty of this community as a new cultural tourism destination in 

Thailand. 
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Community-based new media 

There have been uses of new media tools in the Riverside community. These media 

include a website, Facebook pages, online videos and LINE applications. The community 

had its own community website. The website www.chanthaboon.net was opened to the 

public in 2012 by the committee. It was designed to inform audiences about the historical 

background of the Riverside community, its current situation, and the community’s pride. 

It was an interactive channel which allowed and encouraged people to give opinions and 

feedback to the community committee. The site also offered updated information about 

events, attractions, interesting photos relevant to community activities, and information 

about the Chanthaboon Riverside Community Development Committee. The committee 

paid the website designer to create this website because there was no one on the 

committee who had computer skills to create it alone. However, the website is currently 

inactive because of financial difficulty within the committee. The committee changed its 

method of online communication from a paid website to a free service on Facebook. 

Facebook has been used as an online communication in this community. This 

official Facebook page of the Riverside community was the space for community 

members to receive information about each upcoming community event. Moreover, it 

was a forum for community members to discuss community problems such as 

neighbourhood noise and teenage alcohol consumption. Mr. Ukrit Wongthongsalee, a 

vice-chairman of the committee, was the main person who responded to this Facebook 

page. Later, this official Facebook page became inactive but in 2014 has changed to the 

new page, ‘Banluangratchamaitri Historic Inn’.   

A Facebook page named ‘บา้นหลวงราชไมตรี Historic Inn’ or ‘Ban Luang Ratchamaitri 

Historic Inn’ (the house of Luang Ratchamaitri Historic Inn) is the current official 

Facebook page of the Riverside community. As previously mentioned, this historic inn is 
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the biggest project the community people has with the Arsom Silp Institute of the Arts, a 

non-profit organisation. The committee decided to promote the community through this 

newest hotel project. The content appearing on this page includes reviews from the 

customers, photos of the accommodation, and the up-coming events in the community. 

This new page has more tourism aspects compared to the previous one. 

This Facebook page was created in August, 2014. In January 2015, there were 

about 2,900 followers who are interested and receive information from this Facebook 

page. The main purpose of creating a Facebook page for this project is to communicate 

to the followers and, at the same time, to receive the followers’ feedback and opinions 

about what they post on the page (Bamrungthai 2015). 

Another essential Facebook page for the Riverside community residents is ‘The 

Cathedral of the Immaculate Conception in Chanthaburi’ page which became active in 

October 2011. There have been many announcements and photos of Christian activities 

appearing on the page. As Vietnamese Catholicism has been rooted in this community, 

many Catholic people have followed this Facebook page for religious information. This 

Facebook page is not just limited to the Riverside community people but is in the public 

domain. 

Beyond that, there are many videos concerning the Riverside community posted 

via YouTube, a video sharing website. The videos, which are produced by the community 

committee and the Arsom Silp Institute of the Arts, mainly promote their cooperation 

under the name Chanthaboon Ruk Dee, a Social Enterprise Organisation. The committee 

provides the historical background information while Arsom Silp provides the 

information related to the aims and objectives of the project and also the video 

productions. 
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LINE is an application for communication on electronic devices such as 

smartphones, tablets, and personal computers. LINE users can exchange text messages, 

photos, voice recording and videos. They can also have a free call and conduct video 

conferences through this application. The Riverside community members use this 

application to exchange news and information which happens inside and outside the 

community. Beyond that, many of them join a LINE group to preserve their precious 

history by posting and sharing old pictures on the chat room. This online activity will be 

discussed later in the Social media activities section in the next chapter. 

 

Media supported by the government 

As I previously mentioned, most media activities in Southeast Asian countries are 

influenced by the governments. The reason is that the governments were the first 

institutions which introduced media such as broadcasting media and internet to the people 

(Klaikao 2004). In Thailand, the media have historically been controlled and owned by 

state agencies. Consequently, local government media play an essential role in the 

Riverside community. The two important media include broadcasting cars and wire 

broadcasting loudspeakers.  

Broadcasting cars are one of the common media channels in Thailand including 

Chanthaburi where the Riverside community is located. Broadcasting cars are owned by 

a Town Municipality or Tedsaban Muang. The cars, which have speakers on the car roof 

racks, are often sent to every part of Chanthaburi to inform the residents of the important 

messages from the local government itself or from the communities which request 

information distribution. For example, when the Riverside community has a street food 

event, the committee will contact the municipality to ask for the broadcasting car free 
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service. The cars are then sent out to every street in the Chanthaburi city area to inform 

the up-coming street food event located in the Riverside community. 

Another important media service from the government is wire broadcasting 

services through loudspeakers. In Thailand, the use of the community audio tower system 

has been popular in farming villages since the 1970s. The audio tower system is made up 

of powerful speakers hoisted on top of ten to twenty metre bamboo or steel poles. The 

community has to gain permission from a town municipality every time broadcasting 

occurs through loudspeakers. In many parts of Thailand, regular programs are broadcast 

at specific times of the day over the loudspeakers (Tabing 2005). The Riverside 

community uses these loudspeakers occasionally. The loudspeakers are used when 

informing the community about up-coming events including religious activities, 

commercial activities, and free health services. 

As mentioned, village audio towers that exist in Asia, in most cases, are not 

controlled by the community. Political bureaucrats maintain exclusive control of and 

access to most of them. Furthermore, these communication media usually serve as one-

way channels of government information, advertisements and religious propaganda for 

those who control the facilities (Tabing 2005). Although both broadcasting cars and wire 

broadcasting services are mostly used for political purposes for the local government, 

they are usually used for basic community events for the community. 

 

Commercial media  

The research results previously provided already show that community media are 

attracting increasing attention from people who see them as genuine alternative sources 

of information to dominant mainstream media. However, this research highlights the 
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importance of mainstream and commercial media in this community in being a 

supplement to community-based media activity. 

Cable TV Chanthaburi (CTV) is the most influential mainstream media in this 

community. CTV has a slogan, “Cable TV belongs to Chanthaburi people”. This is the 

first and the oldest cable TV in the province and the most commonly accessed television 

channel for people who reside in the Chanthaburi province including the Riverside 

community area. CTV offers news including national and local affairs. It offers locals any 

updated information concerning local events and also news about crime, entertainment 

and weather forecasts. Most producers and presenters are local people who are not 

journalists or communication experts. The majority of the Riverside community 

members, approximately 69 per cent, are CTV members. 

The local magazine is also widespread. In Chanthaburi, AboutChan magazine is 

currently popular in the area. This newest commercial magazine started publishing in 

2013 and focuses on arts, culture, the environment and tourism within Chanthaburi. For 

example, the sixth volume of this magazine is all about the Riverside community. The 

magazine introduces many tourist attractions and available accommodation, and also 

mentions various restaurants and cafes in the community. There are also interviews with 

community leaders and various community members about recent developments in the 

community.  

 

Summary 

This section summarises the thesis findings. This chapter is divided into two main 

sections. The first section is about identity. The Riverside community identity is defined 

through its history, natural features, cultures and sources of community pride. These four 



219 
 

elements place this community in its own unique identity and cultural environment. The 

historically multicultural background, its natural landscape by the river, local culture and 

norms, and also its beautiful architecture are celebrated through its community-based 

media. 

Media discursive activities in this community demonstrate a wide range of media 

discourses (Foucault 1966). These media discourses are community leaders as media, 

community circulars, the coffee place, performances, community DVDs, newsletters, 

map direction and information boards, photos and Vernadoc art gallery, postcards, screen-

printed T-shirts, Community Learning House and community events. It also includes the 

website, Facebook pages, videos on YouTube, LINE group chat, cable TV, local 

commercial magazine, broadcasting cars and government loudspeakers. 

Of one hundred participants, the interpersonal communication between 

community members is a form of media that plays the most essential communication role 

in the community. Printed media rank in second place, followed by the Community 

Learning House where the community members gather for news, information and 

discussion. Commercial media and local government media are also essential, especially 

CTV, the first and the oldest cable television service in the province. However, 

community residents mainly depend on locally produced media and their own efforts 

compared to the mainstream media channels. 

The objectives of media discursive activities are categorised from both the 

community and the tourism aspect. The findings show that the tourism aspect has the 

most influence on this community. Community residents receive more information on 

commercial events and tourism information. As a result, community-based media’s 

effectiveness in addressing controversial community issues is arguably limited.  
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Community residents have less access to new media compared to traditional 

media. However, the number of internet users is expected to increase in the future due to 

local government plans. Smartphones are the most popular internet access devices among 

community residents, the same as in other communities in Thailand and other Southeast 

Asian countries. Facebook is the most preferred social networking application, which the 

community members use in order to maintain their social relations. Activities organised 

through these internet access devices are progressive in terms of community development 

and tourism. 

Community residents’ suggestions about the media are that greater community 

participation, more consistency in news updates and more assistance from government 

and other local organisations should be considered. Financial support and media 

producers are needed to improve communication in the community. The roles of 

community-based media, that is based on community residents’ opinions and nominated 

without prompting, are information, education, harmony, local identity preservation, and 

tourism promotion. In terms of media participation, although the majority of the Riverside 

community residents participate in community-related media less than once a week, the 

majority of them agree that the media make them feel more involved in the community. 
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CHAPTER SEVEN 

MAIN ANALYSIS AND DISCUSSION 

 

Introduction 

The chapter examines and analyses the thesis findings in references to the relevant 

academic literature which I reviewed in the previous chapters. In this analysis, I compare 

and contrast community-based media in theory to how it actually works in reality in this 

particular Riverside community. Several definitions of community-based media were 

reviewed in the previous chapters in order to illuminate the basic concept of community-

based media, and to explain why the term was chosen to characterise media inclusion in 

this thesis. Three important keywords emerged from the definitions, namely ‘adaptable’, 

‘accessible’, and ‘challenging mainstream’, that slightly vary from broader 

understanding. To exemplify, firstly, community-based media are adapted to suit the 

community residents’ lifestyle. Secondly, they must be accessible to all residents. Lastly, 

they are able to challenge the notion of a dominant media. In reality, the community uses 

a wide range of media, some of which are successful while some are not. The analysis of 

community-based media activity is essential in order to understand how media are 

adapted in this community environment. It is also important that the accessibility of 

community-based media is analysed by testing the participation level of community 

residents. Then, the question of whether or not community-based media in the Riverside 

community can challenge mainstream ideologies is discussed.  

Furthermore, the important role of new media is analysed. The uses of social 

media in this community are progressive in terms of community development and 

tourism. The analysis reflects the idea that new media obviously breaks down 
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geographical boundaries in Thailand and other Southeast Asian countries as previously 

discussed. In addition, community-based media difficulties the community has faced are 

also examined. Lack of essential resources (including human and budget) is a common 

problem usually found in the Riverside community and other areas in Southeast Asian 

countries. 

This chapter then provides a fundamental analysis of the Riverside community 

public sphere and its media roles in reference to the key theoretical framework of the 

public sphere (Habermas 1989). The role of community-based media as it is used by 

community people who aim to utilise their own media to serve their specific needs is 

investigated (Fraser 1993). The analysis supports the argument that the Riverside 

community has become reinvigorated through their media activities from an unknown 

and old community to a new cultural tourism destination in Thailand. 

 

Analysis of community-based media in the Riverside community 

Community media are defined by Howley (2010) as media which encompass a range of 

community-based activities and can take many forms. They take on different meanings, 

depending on whether the ‘felt need’ of the community is practical. Community media 

can be defined as “an adaptation of media for use by the community, for whatever 

purposes the community decides” (Berrigan 1979, p. 8). These definitions are able to 

represent community communication and media activities in the Riverside community. 

Information in this community is distributed by media which appear in many forms with 

various different ‘felt needs’ of community residents. 

The essential characteristics of community-based media include (1) localism 

(Johnson & Menichelli 2007; Wellmanee 2008) which is all about community, (2) 

storytelling (Johnson & Menichelli 2007) where the community tells historical stories 
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from the past, (3) empowerment (Hamilton & Weiss 2005) in which a community uses 

media to promote itself to the nation and (4) diverse participation (Johnson & Menichelli 

2007; Meadows et al. 2007) where each community member is allowed to participate in 

the communication activities. The findings show that local media contents and shared 

historical stories unite community residents together and make them proud of themselves. 

As a result, they proudly present their identity to other people via media. As mentioned 

in Chapter Three, these four characteristics have the potential to reduce isolation among 

community residents and also empower those people by allowing them to voice their 

opinions. 

A varied use of media among community residents in the Riverside community 

has been visible since 2009 when the community started calling itself a new cultural 

destination. Community-based media activities in the Riverside community can be 

divided into three categories, namely, media produced by community members, 

commercial media, and media supported by the government. According to the findings, 

community-based media produced by community members include community leaders 

or people as media, community circulars, coffee shop activities, religious performances, 

newsletters, maps and information boards, screen-printed T-shirts, photo and art gallery, 

Community Learning House and community events. Locally produced community-based 

media also include online activities such as community website, Facebook pages, videos 

on YouTube, and group chat in LINE application. Commercial media such as CTV, a 

local cable television, and AboutChan magazine are also essential in the Riverside 

community although their media content is not only focused on the community, but also 

on many areas around Chanthaburi and neighbouring provinces. In addition, the 

community has been supported by the government. Broadcasting cars and community 

loudspeakers are free services supported by the local municipality. 
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Influential media in the community  

Aldridge (2007, p. 161) points out that “local media may lack glamour, but their 

importance is beyond doubt”. This view is confirmed in this study―the Riverside 

community has used many types of traditional media. Traditional media forms such as 

people as media and printed media have played a more influential role in this community. 

Similarly, Bruce et al. (2006) find in their study of the role of printed media in fostering 

community development that more traditional forms of media have been important tools 

for facilitating community development while fostering a sense of belonging and 

attachment to the small rural communities. 

According to my research findings, the number of community members who 

access each media is important in order to analyse what particular media plays the most 

essential role in the community. Personal communication among neighbours is rated 

highest at 89 per cent. It shows that people are the most powerful media in the community. 

As established in earlier chapters, and following Foucault, the study considers 

interpersonal communication between individuals to be a form of media―indeed, this all 

contributes to Foucault’s broad definition of ‘discourse’ (1966). Personal communication 

among neighbours is therefore one of the most powerful and popular forms of ‘media’ in 

the community. The Chanthaboon Riverside Community Development Committee 

consisting of twelve local people plays the role of main information distributor in the 

community. They walk to their neighbours to send messages verbally. The group of 

community leaders has an essential role in community communication, as Rogers and 

Svenning’s study (1969) shows that people as media is more essential than the external 

media in the community environment. This is similar to what happens in many parts of 

Thailand where, in many Thai communities, the community members heavily depend on 

their community leaders, who act as information contributors, in order to gain news and 
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information (Kaewthep 2008). In small geographical communities, interpersonal 

discussion is the primary mechanism for community integration and development 

(Stamm et al. 1997). 

Thai communities are quite old, and a Thai norm requires that people should 

respect their elders and those in higher social positions (Wesarach et al. 1988). As 

mentioned earlier in the section The Riverside community’s sense of self, people with 

highly prestigious positions in society include doctors, teachers, and monks. Prapapan 

Chadmalai, as a community leader of the Riverside community, is now 66 years old. She 

used to be a teacher who is respected by most community members. Another reason why 

people are the most influential media in this community is because of its location and 

size. A small community area of a kilometre long enables face-to-face communication. 

An old and small community benefits where community members know each other quite 

well.  

In Chapter Three, based on Kasemsuk and Ratanavaraha’s study (2012, p. 1,439), 

the three essential communication roles of community leaders behave like media in terms 

of “(1) should listen to opinions and requirements of community; (2) are open to external 

media to pass on the information to community members, and (3) are able to adapt the 

messages in accordance with the various levels of knowledge of community members”. 

These illustrate the role of a community committee in the Riverside community 

communication. The Chanthaboon Riverside Community Development Committee is a 

centre of community communication and acts as a middle contact person between local 

people and external organisations. The group receives information from the local 

municipality and the Arsom Silp Institution. They usually walk to their neighbours to 

verbally facilitate the messages. If there is a lot of information, they will visit other 

community members with circulars. They also walk to their neighbours to invite them to 
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join the meeting if decision-making from a whole community is needed. In Kaewthep’s 

(2008) study of the role of community leaders in Thailand, she finds that Thai community 

leaders act as a catalyst for engaging individuals in decision-making and action, which is 

similar to my findings that the Riverside committee are only a group of people who invite 

and engage other community residents’ participation in the community. As a result, it can 

be assumed that leaders in Thai communities including the Riverside community have an 

essential role in the decision-making process.  

Although the importance of printed media has decreased (Irvine 2010; Tewksbury 

& Rittenberg 2012), this has not happened in this community. Community printed media 

like newsletters are the second most accessible media in this community. Around 71 per 

cent of the households already access them. A lot of community members say that these 

traditional newsletters are more effective because they are free to every person and can 

be touched. Compared to word-of-mouth communication, print media are more beneficial 

according to community members. People as media provide various negative aspects to 

the community communication environment. Firstly, not every household is able to have 

access. Avoiding giving information to the people who neighbours do not like could 

happen. As one community member points out, “I could say there are still some people 

who are ignored by neighbours. I think it does not work if we so much depend on our 

neighbours in order to get news”. Chayentara, from the Arsom Silp Institute, also 

experiences this kind of situation. He states that when he walked to the community to 

conduct research for the historic inn project, one of the community committees told him 

not to enter one house. “She told me that the person in that house is a red-shirt who has a 

different political standpoint.” Chayentara (2014, pers. comm., 27 December). Moreover, 

word-of-mouth is not trustworthy. It possibly produces uncertain information which 

causes confusion among community members. As one community member states, 

“someone says it is going to be three days for a commercial event while another one says 
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four to five days. I expect that the number of event days will increase if I ask more 

people”. 

According to the findings, the level of online community-based media access is 

moderately low when compared to the use of traditional media. Although community 

people have less access to online media, such online activity which is produced and 

participated in by a small group of people must be taken into account as an important 

communication activity. Arguably, online media activities in the Riverside community 

can effectively preserve the community’s roots and promote its cultural tourism to the 

nation. An extensive evaluation of new media activity will be provided as a separate 

section in this chapter. 

 

Challenging the mainstream 

In the Riverside community, commercial media and government media also have a 

prominent role in information distribution. An analysis of the use of these media is 

provided in order to compare them to the use of community produced media. Before 2009, 

commercial and government media were dominant media channels in this community 

(except AboutChan magazine). The question raised from this point is how successfully is 

local produced media, arguably extensively used since 2009, able to challenge and reduce 

the essential role of commercial and government media.  

Commercial media channels available in this community are Chanthaburi cable 

television, mainstream television channels and local magazine. Local cable television has 

the highest access among community members and other national mainstream television 

is the second in importance. CTV and national television are popular because they have 

broadcasted widely in the community for a long time. CTV is the most popular because 
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it is the first and the oldest cable television in Chanthaburi, and provides more insight into 

local news and information compared to the other national mainstream media. The only 

commercial magazine, AboutChan magazine, still has fewer consumers because it is quite 

new to the community. 

Local government has an influence on these community media activities. As 

previously mentioned, the Riverside community is administered by Tedsaban Muang or 

the town municipality, a part of the Thai Local Government Administration. Tedsaban 

Muang has an important role in providing a communication service to all administrated 

communities. The positive role of government media in this community reflects the idea 

of ‘development support communication’ (Gunaratne 1978; Ogan 1982) which appeared 

in Chapter Four. I already discussed that in developing countries the government media 

need not be subservient to government. Similarly, instead of using media as a propaganda 

tool, the government media in the Riverside community has been used for community 

development. Two main media tools that the community usually requests from this local 

government are loudspeakers and broadcasting cars while Thai government radio FM 

90.25 MHZ does not have much role in communication in this community area.  

Wire broadcasting systems or loudspeakers are able to reach the majority of 

community residents, accounting for 62 households. As mentioned before, the use of the 

community audio tower system has been popular since the 1970s in Thailand (Tabing 

2005). It is a traditional media which has been part of many old communities for a long 

time. As a result, this might be another reason for its place as the most popular government 

media in the Riverside community. 

By comparing the importance of locally produced media, government-supported 

media and commercial media, I found that the community members depend on their 

community media and themselves as news providers. As indicated in the finding section, 
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around 62 per cent of the participants rely on the media produced by the community. 

Second in importance is commercial media which accounts for 22 per cent. The 

government media are in third place, accounting for 15 per cent. This study shows that 

community-based media have the most important role in community communication, and 

both commercial media and government media merely supplement community-based 

media. The evidence from this and previous studies suggests that community-based media 

in the Riverside community and elsewhere are challenging the established power base of 

mainstream media by empowering people in various ways (Meadows et al. 2007; 

Rodríguez 2001). 

Commercial media in the Riverside community have been challenged by the 

community media because the media outlets such as mainstream television and the 

magazine mainly focus on promoting community tourism. They do not focus on 

community matters and issues which community members are concerned about. 

Community-based media seem to work more effectively in serving those specific needs 

of local community members (Coonan 2007; Wellmanee 2008). 

There are also various reasons that illustrate the weak points of government media. 

Firstly, the government arguably causes some restrictions on media freedom. Throughout 

Thailand, many media tools are owned by the government. For example, radio frequency 

has historically been controlled and owned by state agencies and granted to selected 

private media organisations through long-term, privileged, concession agreements. As a 

result, community people do not really have the freedom to access and use a particular 

frequency (Ramasoota 2013). This is the main reason why the Riverside community 

decided not to produce community radio, a significant media tool which has a community 

development role in the ASEAN region (Tabing 2005). 
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Furthermore, it usually is a long process of requesting assistance from the local 

government. It is quicker and more convenient for the community to use its own media 

outlets to distribute information in the community in order to reduce the problem of time-

wastage. Another reason is that there are insufficient media tools from governments. 

Based on my research findings, community residents indicate an insufficient number of 

government media including broadcasting cars and speakers established in the 

community area. As Chadmalai (2014, pers. comm., 24 December) points out, 

“sometimes I go to the municipality to ask for the car, and people there tell me that there 

are no cars left for me. So, I have to wait till tomorrow”. Arguably, the mismanagement 

of local administration in Thailand is the main obstacle of community communication 

and development (Matichon 25 April 2002: online). 

Reflecting on my research findings, I conclude that locally produced media are 

able to challenge commercial media and government media in this community. It does 

this by providing information that local residents need. However, three media categories 

supplement each other and contribute to the overall media landscape in this part of 

Thailand. Community produced media should be supported by the government media and 

other commercial media in order to facilitate effective communication in the community. 

Howley’s statement (2005, p. 2) that “[community media]…intended to supplement, 

challenge, or change the operating principles, structures, financing, and cultural forms 

and practices associated with dominant media” makes sense for the media in the Riverside 

community environment. Another reflection is that media produced by people in this 

community help to reinforce the idea that community-based media have become a much 

more effective communication channel for local people (Downing & Husband 2005; 

Mehra, Merkel & Bishop 2004).  
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The concept of Foucault’s media discourse that I previously mentioned can be 

linked to the shifted power of media―from dominant mainstream to community-based 

media―in the Riverside community. The media are “one terminal form power takes” 

(Foucault 1978, p. 92). Media discourse, for this study, means any ways in which the 

media frames certain issues and generates discussions among the public. It refers to all 

manners in which the Riverside community people communicate. However, at a deeper 

level, it can symbolise the systems of thought and belief that determine how individuals 

understand and interpret the world. Van Dijk (2005) proposes that the discourse is a 

communicative  event  that  happens  in  a  social  situation, presents a scenario, involves 

participants who  play  different  roles,  and  determines  some  actions. Media power is 

generally symbolic and persuasive. It has the potential to control to some extent the minds 

of audiences (Van Dijk 2005).  

The power of mainstream media has already been challenged in this community. 

It confirms Couldry’s study (2000) that community media as alternative forms of 

mediation have the ability to challenge the authority of existing media institutions. 

Couldry (2000) also deconstructs the dichotomous relationship between alternative media 

forms and mainstream media by describing that people attempt to introduce alternative 

forms of mediation and media activism that challenge the authority of existing media 

institutions. The reflections I made in previous paragraphs illustrate the vital role that 

community-based media―local communication tools―play in this local community. 

Community-based media in the Riverside community are deeply implicated in 

representing local people’s needs. At the same time, their influential power reduces the 

importance of mainstream media outlets that once dominated communication activities 

in the community. This kind of media situation also happens in other local communities 

in Southeast Asia countries which I reviewed in Chapter Four. 



232 
 

At this point, I step back to the starting point of this analysis where I mentioned 

the three keywords of community-based media characteristics: ‘adaptable’, ‘accessible’, 

and ‘challenging mainstream’. Based on this case study, first, I suggest that community-

based media adapt themselves to suit the community environment. They provide local 

content to fulfil the community’s needs. As well as the Riverside community turning itself 

into a tourism destination, the community-based media perform the role of public 

relations tool for the community. Second, community-based media in this community can 

challenge mainstream ideologies. Some commercial media and government media which 

have been presented in this community for a long time cannot diminish the important uses 

of locally produced media. I will leave the answer of how accessible community-based 

media is in the later section, Analysis of community media participation. 

 

Analysis of new media activities 

In this section, new media in the Riverside community are examined as another necessary 

communication tool for the Riverside community although the level of online 

community-based media access is relatively low compared to access to traditional media 

such as neighbours, newsletters and the community learning house. This online activity 

is able to preserve the community’s roots and promote cultural tourism to the nation.  

New media, in this case, mean everything ‘digital’ as used by local people to 

communicate. Jenkins (2006, p. 18) says that new media provide great benefit because 

they “have lowered production and distribution cost, expanded the range of available 

delivery channels, and enabled consumers to archive, annotate, appropriate and 

recirculate media content in a powerful new way”. This quote is true for this community. 

For instance, new media first provide the Riverside community free communication 

spaces. Due to the limited financial support for local media productions in the community, 
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the community has to manage its limited budget received from the Office of Commercial 

Affairs Chanthaburi, and carefully spend the money on each part of the community 

development plan. The community committee has to cut down its budget on paid media, 

but still actively continue the other cheaper or free communication activities conducted 

online, namely social networking. Social networking or ‘social media’ is the most 

appropriate word to describe the channel people use to create and exchange information 

through online virtual communities. Social media like Facebook is the online activity 

using the internet for the purpose of discussing and sharing experiences and information. 

The next paragraph discusses why traditional forms of media have more use and are more 

preferable in the Riverside community. Then, an analysis of online activities follows. 

According to my research findings, the internet can reach 40 per cent of 

community members. This means 60 per cent of the community residents struggle to 

access the internet. The reason is that most of the community members are over the age 

of 50 and may have difficulties using the internet. As one participant said, “the internet is 

just OK, but not effective because lots of people here are old. You know that they cannot 

deal well with this kind of innovation”. Another participant who is over 50 years old 

mentioned that the smartphone is “too complicated”. The current study corroborates the 

rate of mobile data growth among senior populations in the Asia Pacific region which 

shows that people aged over 50 throughout Asian countries are less engaged with the 

internet, particularly via mobile phones (Telenor Group 2015). Although a majority of 

community members are not internet users, activities through internet access devices 

found in this community are arguably progressive in terms of community development 

and tourism.  

In the Riverside community, new media enable community residents to archive, 

annotate, appropriate, and recirculate media content in a powerful new way. Because of 
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these beneficial aspects of new media, the community residents are allowed to 

communicate to each other anytime and anywhere (Radsch & Pollack 2014; Sleigh et al. 

2012). According to my survey results, around 40 per cent of the community residents 

have internet access in their households. These community residents use a variety of 

internet access devices such as personal computers, Netbooks, tablets or iPads, laptops 

and smartphones. As Radcliffe (2012, p. 7) points out, “there has been an explosion in 

digital devices capable of accessing this local content, particularly mobile phones and 

tablets”. The findings also support an obvious phenomenon of rapidly growing 

widespread use of new media consumption through digital devices. Additionally, people 

may not necessarily live in the geographic area but they have an affinity with the 

community news media generated by a ‘sense of place’. 

The highest use of internet access devices is via smartphones which accounted for 

34 per cent of the internet users. Because of the benefits of mobility, these devices 

encourage people to utilise social media activities anywhere and anytime. As discussed 

in Chapter Four, in the broader sense, the social media sphere conducted through 

smartphones is expanding rapidly throughout the whole Southeast Asian region. Sleigh 

et al. (2012) address the phenomenon that people who have smartphones are usually 

Facebook users. The study of Sleigh and his colleagues could explain why community 

residents suggest that Facebook is the preferred application which they use to maintain 

their social connections with other community members. The majority of the internet 

users, accounted for 51 per cent, choose Facebook, while other applications such as LINE, 

Twitter, Skype, Social Camera, and Instagram have less access.  

As Brussee and Hekman (2009, p. 6) assert, social media are simply a form of 

one-to-many communication. In other words, social media are easy to access and spread 

universally. The data found in this study support Brussee and Hekman’s point of view. 
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The current official Facebook page of the Riverside community, Banluangratchamaitri 

Historic Inn, had about 2,900 participants within the first six months which shows that 

this one media source has the ability to reach many people other than just community 

members.  

The Facebook activity in this community shows particular characteristics of social 

media including: participation, openness, conversation, community, connectedness 

(Mayfield 2007, p. 5). Participation can be seen from the number of followers of the 

Facebook page, their feedback and opinions. Openness can be seen from the number of 

the followers which is not limited to the community members. Conversation is a two-way 

interaction between the Facebook creator, Bamrungthai, and the followers. Community 

shares common interests like the historic inn which has great community pride. Lastly, 

Facebook creates connectedness by making use of links to other sites such as the Thai 

Local Government Administration website. 

Because of these benefits, this social networking toolkit transmits messages from 

this community to the nation, especially in the promotion of community tourism. It shows 

that social media have the potential ability to reach a wide audience. Chadmalai (2014, 

pers. comm., 24 December) describes the Facebook usage in this community: 

We have just around a hundred households in the community, but we 

have got nearly a thousand people following us on Facebook. There are 

not just us. It means people outside want to know about us…want to 

know what is going on in the community. 

When we have got something like street events, we post it on Facebook. 

You see…lots of people come to our community. Then, when those 

people come here, they take a picture and post it on Facebook, so their 

friends know what is going on in our community. Now, you can guess 

what’s next. Yes, lots of people come here. This process is so much like 

a snowball game. 
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Such evidence suggests that social media play a vital role in the promotion of 

tourism which can no longer be examined purely in relation to geographic places or 

spaces (Wang et al. 2002). I gave an example of Tourism Australia in Chapter Three−one 

of the marketing strategies is to build a competitive digital capacity by delivering digital 

and online devices and applications that meet target customer needs (Tourism Australia 

2014). A similar strategy is also used in this small, local community. The Australian 

Facebook page has a high level of engagement and concentrates on showcasing beautiful 

and unique images from all over Australia. At the same time, the long history and the 

beauty of attractions located within a small riverside area in Chanthaburi is introduced on 

Facebook to engage people from other parts of Thailand as well as foreigners. It shows 

that the social media benefits of tourism promotion are effective at both national and local 

level. 

The question arises whether new media have greater roles compared to traditional 

media which already challenge the importance of the cultural heritage of the community 

(Jankowski 2002). As previously mentioned, I argue that authentic cultures can survive 

new media. Instead of being destroyed, the cultures shape media to their own purpose. 

This study investigates new media acting as a tool to help rediscover and reinvigorate the 

community’s roots. In the Riverside community, there is also another activity conducted 

through the smartphone. LINE, an application for communication on electronic devices 

such as the smartphone, is a channel which allows the users to exchange text messages, 

photos, voice recordings, videos, or have a free call and conduct video conferences. The 

Riverside community members use this application to exchange old pictures with each 

other by sharing them on the chat room, and then creating a photo collection. As Pokabal 

(2014, pers. comm., 23 December) says: 

Firstly, it was a kind of showing-off. I wanted to show that my photos 

are much older and more precious. Then, when I and my friends see a lot 
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of old photos in the group chat, we feel like it is not just a chat room but 

an online old photos exhibition of our community.  

 

This can be seen as a way to re-create and gain the lost pieces of community history and 

old cultures via digital devices. As a result, the media technologies of representation play 

a revitalising role for community people in preserving culture instead of destroying it 

(Ginsburg et al. 2002). Furthermore, according to the results, it can be assumed that 

internet and online communities are just one of the communication tools which people 

employ to serve their needs. The internet does not create communities, but people in the 

communities shape media to their own purposes (Detanly 2003).  

In this way, social media activity seems to play a highly significant 

communication role in the Riverside community. The studies of Johnson and Kaye (2000) 

and Tewksbury and Rittenberg (2012) show that the importance of traditional media has 

decreased and been challenged by new media. However, my findings suggest an alternate 

position. The traditional forms of media in the Riverside community are still essential, 

especially in the local context. It can be clearly seen that the community members seem 

to be more interested in participating through traditional media rather than online media. 

The study of Bruce et al. (2006) also supports my argument. They state that in small, rural 

communities, the more traditional forms of media have been important tools for 

facilitating community development while also fostering a sense of belonging and 

attachment to the community.  

The importance of the traditional forms of media in the Riverside community such 

as people as a form of media, community circulars, the coffee shop, religious 

performances and newsletters have not been decreased as a result of the use of new media 

(Althaus & Tewksbury 2000; Chan & Leung 2005). As shown in the findings, at least 89 
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per cent of media access in the community occurs through traditional forms of media. 

The media forms are a major source of information which indicates that online media is 

a supplement to traditional media as an expanded source for news rather than replacing 

traditional news sources. This supports Tabing’s study (2002, p. 77) on the development 

role of community-based media in Southeast Asian countries that:  

Some community-based media―publications, newsletters, blackboard 

newspapers, wall newspapers, audio tower systems, and folk 

media―have managed to survive. Many of these were private initiatives 

or, at best, operated by a limited group with specific concerns. These 

forms of media, although looked down upon by larger media, have 

proved to be of significance in the process of community development. 

 

In this thesis, the term ‘media complementarity’ (Dutta-Bergman 2004) is useful 

to define the compatibility of online and traditional media consumption in supporting 

each other in the Riverside community media environment. In terms of communication 

within the community, the complementary role of new media in the Riverside community 

can be illustrated as an additional news source and a social connection channel. This study 

shows that the majority of community members in the Riverside community use new 

media as a news source. From the findings, news searching is the most important online 

media usage. When comparing to Thailand as a whole, the use of the internet among the 

Riverside community members is different. According to my findings, the most important 

single reason participants gave for using the internet is to access news. While the 

community members prefer news searching the most, other people in Thailand prefer 

entertainment such as games and online chatting (ETDA 2014; Koanantakool 2007). This 

shows the different information needs of community residents comparing to Thailand in 

general.  
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Hyperlocal in the Riverside community 

The internet has created many new routes to connect with geographic communities. I 

found that the term ‘hyperlocal’ is useful when discussing these online media activities. 

As previously mentioned, ‘hyperlocal’ has much in common with community media in 

that both focus on even smaller geographic areas than the national media (Howley 2005). 

Hyperlocal media are popular around the world including Australia, the United States, 

and Singapore as already discussed in Chapter Three.  

Hyperlocal is less of a journalistic approach in that a lot more raw information is 

published online. As previously mentioned, professional journalists are not the core of 

this media environment. Information oriented around the Riverside community as its 

primary focus is directed towards the concerns of the community citizens. Community 

members are able to say what they think. With a small area of focus, it benefits hyperlocal 

media to reach out to and attract local people by providing local news, covering 

commercial activities and engaging local people in the affairs relevant to their area.  

Hyperlocal media are created to encourage interaction by allowing users to create 

their profiles, write and publish stories, upload images, form groups, rate and review other 

content, and message each other (Guardian 2 July 2009, p. 1). In this community, online 

media activities including websites, Facebook pages, online videos and LINE application 

are used, and enable anyone to create and distribute local content. Their media functions 

and contents can arguably be called ‘hyperlocal’; for example, in 2012, before the 

community website was de-activated, it was used to inform community members about 

the historical background of the Riverside community, its current situation and the 

community’s pride. It was also an interactive channel which allowed and encouraged 

people to provide opinions and feedback to the community committee. The community 

committee also produces and posts videos to promote the community and its cooperation 
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with a non-profit organisation via YouTube. According to my research results, 

community internet users have participated online concerning community matters 

including participating in the community’s social media sites, responding to the chat 

room, and also creating blogs about community issues. These activities characterise 

‘hyperlocal’ which offers an alternative communication channel for local or grassroots 

people to organise and understand their own community information. 

In Radcliffe’s (2012) study of ‘hyperlocal’ in the United Kingdom, he discusses 

that another advantage of hyperlocal sites is that they can engage more easily with locals 

to deliver input when they cannot attend a public meeting. I also described that although 

some participants cannot attend community meetings, they can still be involved in online 

discussions. These online hyperlocal media activities can also create a sense of place to 

other people who may not live in this geographic area (Hess 2015). A sense of place can 

bring together historical, local and global perspectives by placing readers and their 

locality in the context of the world (Buchanan 2009). At this point, I argue that online 

community media in the Riverside community show a sense of hyperlocal journalism 

through which community residents are able to access local information and are able to 

express their voices to the nation anytime and anywhere.  

 

Analysis of community-based media participation 

According to Fuller (2007, p. 224), community media allow their members access to 

information, education and entertainment, and the community participates as planners, 

producers and performers. This section of my analysis examines the ability of 

community-based media in the Riverside community to engage community residents’ 

participation. In terms of the public sphere, participation in public debate and 
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opportunities for self-representation is vitally needed. In terms of a community study, 

‘engaging participation’ is now used to define the term ‘community’. In the community 

environment, each community member should become a participant in his or her own 

right within the development process (Eversole 2012). In terms of media study, 

community media are defined as “media that allows for access and participation” (Rennie 

2006, p. 22). As a result, participation matters significantly to communities regarding 

their own media activities. Instead of focusing on a geographic locality, scholars 

nowadays focus more on how the media serve a community by engaging participation 

(Eckert 2000).  

In this thesis, evaluation of participation in community-based media, a resource 

for building multiple and complex media and cultural literacies, is essential. The 

participation level reflects the effectiveness of community-based media in serving the 

Riverside community including its ability to make the community a part of civil society 

which is crucial to democracy by fostering citizens’ participation. 

In Chapter Three, I demonstrated that nowadays community media have become 

a significant channel for increasing a higher level of public participation in a community 

in Thailand (Mansap & Wellmanee 2011; Narmla 2009; Weerapong 2007). The variety 

of community-based media such as television, community speakers and community radio 

helps invite neighbours to participate in activity. The idea of community participation in 

the communication process has been widely accepted. It can lead to local development 

based on the power of community. An analysis of community-based media participation 

in the Riverside community shows some limitations for adopting the idea in practice, 

including the Riverside community. However, my analysis also provides evidence to 

support the hypothesis that community-based media have the ability to increase 

community participation in the Thai public sphere.  
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According to Utreras (1988), participation in communication can be categorised 

into three levels: the production level, the decision making level and the planning level. 

Arguably, the three levels of participation involve only a group of community leaders. 

Among the Riverside community residents, participation in community-based media 

communication is moderately low according to my research which shows that the 

majority of the participants use the media less than once a week. In the media production 

level, a group of community residents who formed themselves into the Chanthaboon 

Riverside Community Development Committee seems to be the only centre of every 

community media production. As previously discussed, many media products such as 

community circulars, community DVDs, newsletters, and websites are mainly produced 

by the committee, a community leader team. The finding shows that the community 

committee is involved at the production level, decision making level and planning level, 

while other community members are quite passive. As some participants point out, they 

are never involved in producing, managing or changing anything in the media production. 

In contrast to the three people participation levels provided by Utreras (1988), 

Kaewthep (2005, p. 58) develops a model of citizen communication participation with six 

levels which provide an insight in the Thai community context. They are: 

 

1. To have an active audience and provide feedback; 

2. To participate in programs; 

3. To be involved in program productions, before and after production; 

4. To have cooperative programs as resource, program 

director/producer; 

5. To provide partnerships in programs by organising activities that 

stimulate other people to know and understand the role of community 

media; and 
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6. To participate in management. 

 

A short analysis of community media participation in the Riverside community in 

compared to Kaewthep’s (2005) six-steps of citizen communication participation in the 

Thai context, provided in the table below: 

 

Six levels of citizen communication 

participation 

The Riverside community 

communication participation 

 To have an active audience and provide 

feedback 

The community members are not quite 

active audiences because the majority of 

the media are a one-way communication 

such as circulars, newsletters and 

loudspeakers. However, there are some 

active media participants in the online 

community-based media which have two-

way communication functions. Examples 

of the online activities are LINE group 

discussion and promotion of tourism via 

Facebook. 

To participate in programs The community members are quite 

passive in participating in the traditional 

media. The participation in online media 

concerning community matters is also 

low, accounting for 17 per cent of 

internet users. 

To be involved program productions, 

before and after production 

The Chanthaboon Riverside Community 

Development Committee seems to be the 

only media producer in the community. 
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This group of community leaders is 

involved in production level, decision 

making level and planning level. They 

respond both before and after media 

productions, while other community 

members do not. 

To have cooperative programs as 

resource, program director/producer 

The community media produced within 

this geographic area do not include 

television and radio programs. As a 

result, there are no program directors or 

producers who are media professionals. 

The community involves mutual 

assistance in working towards their 

common goal in strengthening 

community members and promoting 

tourism. 

To provide partnerships in programs by 

organise activities that stimulate other 

people to know and understand the role 

of community media 

There are no outstanding organising 

activities which stimulate community 

members’ knowledge of the role of 

community media. However, there are 

interesting concepts of media roles raised 

by a hundred participants which will be 

discussed in a later section. 

To participate in management The Chanthaboon Riverside Community 

Development Committee is involved in 

media management level, while other 

community members are not. 

 

Figure 20: Community Media Participation in the Riverside Community 
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As previously discussed in Chapter Three, community media could not be a truly 

communicative tool in local people’s hands in Thailand (Polnigongit 2007; Supadhiloke 

2011). This research supports this argument. Although the community-based media in the 

Riverside community are produced by a group of community residents who call 

themselves a community committee, they are still not yet a truly local communicative 

tool. Media productions seem to be restricted within this small group of people while the 

rest of the community residents do not really have the opportunity to be involved in the 

media decision-making process.  Generally, like many communities in Thailand, the 

structure of administrative committees within community radio, as an example, is mostly 

influenced by the representatives of the community or community leaders (Supadhiloke 

2011). Therefore, it is necessary to study at a deeper level why community residents 

involve themselves with the community media communication. An analysis of why the 

Riverside community residents participate in community-based media activities is 

provided as follows. This study strengthens the idea that community-based media have 

the ability to increase community participation in the Riverside community. 

According to the findings, the main reasons for community-based media 

participation among community members include the following: they want to receive 

information in their community; they want to express their voices; they want to conduct 

their cultural activities; and they love the community. Community people participate in 

community-based media to satisfy their keenly felt information needs. According to one 

community resident, “the reason is, apparently, I want to know what’s going on in my 

community”. Then, the two-way communication benefit of some community-based 

media offers community members the opportunity to voice their opinions. Local media 

outlets have offered a way for community residents to inform each other. It can be 

assumed that community-based media can be defined as a community service which 
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responds to the communication needs of individuals and community institutions, as well 

as empowering people by putting communication tools in their hands (Weiss 2005). 

Another reason for community media participation among community members 

is that they are able to conduct their own cultural activities which rarely occur through 

the mainstream media. As previously discussed, community-based media are a resource 

for building multiple and complex media and cultural literacies through participation on 

a localised and personalised scale (Meadows et al. 2007). Meadows et al.’s study is 

particularly relevant to my research. For example, community residents are able to collect 

and share the old pictures of the community with each other through the online 

community-based media. 

Understandably, some community residents say they love the community. As a 

result, they want to hear and know everything about their community. Love is reasonable 

in terms of community engagement and participation. Love and belonging include the 

broad range of intimacy among people which encompasses caring, compassion, empathy, 

a sense of having a place in the world, being part of a community, feeling acceptance and 

approval versus rejection and disapproval, attention, and affection. As Guibernau (2013) 

states, this strong emotional sense of love and belonging acts as a trigger for community 

development and mobilisation. From my point of view, this psychological bond is the 

first step of making community members keen to know and care about the community 

they love. 

Although the participation of the community members is not at a high level, 

community-based media have the ability to involve and unite community members when 

participating in their media activities. This thesis also analyses the ability of community-

based media to make community members feel involved in the community through media 

participation. Eighty-two per cent of community members claim that the media make 
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them feel involved in the community. According to the findings, there is one participant 

who asserts that she participates in the media activities because she feels involved as a 

member of her community. She says that she and her neighbours know the same things 

from the media, which supports the idea that the media transmits the sense of community 

to each community member. Consuming the same media helps people imagine that they 

reside in the same community.  

As I discussed in Chapter Two, Community and Identity, imagination helps 

individuals create a sense of belonging to form a group. Individuals share something in 

common to create a community, and belonging to such a community can contribute to the 

identities of those involved. The findings regarding media participation in this thesis are 

similar to the study of Wenger (2004) who describes an incident where two readers are 

given the same newspaper on the same train. Wenger (2004) shows that the two people 

are able to imagine a common history of reading the same articles, experiencing a mutual 

link to a common readership which creates a kind of community to which they see 

themselves as belonging. Community media help create a collective community identity 

by highlighting similarities which are shared by the group members. As a result, it can be 

assumed that community-based media in the Riverside community have the role of 

creating community connectedness and engaging people’s participation (Forde et al. 

2009).  

Consequently, in this thesis, the term ‘community participation’ is not only 

concerned with the number of media participants in the community media activities. 

Instead, community participation level concerns the ability of community media in 

bonding community residents together, which is more important to focus on for the degree 

to which community members feel involved in the community through media 

participation. 
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Community-based media difficulties 

According to my observation on local-based media activities of the Riverside community, 

the Chanthaboon Riverside Community Development Committee seems to be the only 

group of local residents who respond to all community-based media production. In terms 

of community-based media obstacles in this community, the community committee has 

faced difficulties for a long time. For example, lack of media expertise, financial 

instability and community attitude are major challenges. In this analysis section, 

difficulties of local media productions in the Riverside community are analysed by 

comparing to the literature relevant to challenges of community-based media in Thailand 

and other Southeast Asian countries in Chapter Four. 

Community-based media difficulties I have found in the Riverside community are 

quite similar to community media challenges in other Southeast Asian countries which I 

previously reviewed. The study of Magpanthong (2007) finds that there is a shortage of 

the necessary qualities and skills among community media people. In Tabing’s (2000) 

study, community media are limited in accessing funding supports. The study of the 

World Association of Community Radio Broadcasters (2007) also shows the absence of 

friendly and effective media legislation. In other words, lack of media experts, financial 

instability and poor media policies are major problems generally found in community 

media practices in the Riverside community and other Southeast Asian communities. 

The Riverside community lacks human expertise in producing and operating 

community media. As previously mentioned, the community had to pay to produce 

community newsletters and for the community website because it does not have an ability 

to produce these media by itself. One of the reasons is that most community residents are 

quite elderly so they might not be able to create any online design artwork which requires 

a high degree of technical computer skills. Then, the committee decided to hire graphic 
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designers and website creators to produce these media. There is also a need for practical 

media producers who understand the community context. Trustworthy sources and 

effective media people are required by community members as stated in my research 

findings section. Due to the shortage of media professionals, community media in the 

Riverside community are operated by amateur volunteers. As well, there are no specific 

people who respond to the media, so the media have suffered from this problem. 

Therefore, information distribution in the Riverside community is not really consistent or 

trustworthy. In the broader sense of Thailand, the shortage of necessary qualities and 

skills among community media people is readily apparent (Magpanthong 2007). At the 

same time, a shortage of trainers with participatory development experience, competence 

in community media programme production and relevant vernacular language skills are 

also common problems in Thailand (Magpanthong & McDaniel 2011). These difficulties 

are often found in other Southeast Asian countries as well. A previously mentioned 

example in the literature chapter is in Cambodia. Because of the lack of media 

professionals, around sixty community people have been trained to be citizen journalists 

by UNESCO (Green 2013). This example illustrates the shortage of media professionals 

and the need for media professional development in ASEAN countries. 

Generally in Southeast Asian countries, community media are limited in accessing 

funding support (Tabing 2000). Limited financial support is also an issue for local media 

production. In Thailand, people have to form themselves into an association or committee 

in order to receive financial support from the government. The Riverside community 

committee has to manage the limited budget received from the Office of Commercial 

Affairs Chanthaburi, and carefully spends the money on each part of the community 

development plan. As a consequence, the committee cuts the budget for the paid media, 

but still actively continues on other cheaper or free communication activities. The 
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financial problems of this community underpin the need for better funding policy in 

Thailand (Suksai 2002). 

Lack of important resources including human and budget leads to intermittent 

media activities such as newsletters and a website for the community. As mentioned in 

the findings chapter, after a short period of producing newsletters and a website, the 

committee decided to stop the production and alternatively chose to produce easy and free 

online media such as Facebook in their places.  In ASEAN countries, lack of human 

expertises and budgets are common problems found in community-based media 

productions. These difficulties have happened because of the absence of effective 

legislation (World Association of Community Radio Broadcasters 2007). The ineffective 

media registration provides generalised barriers to community-based media development 

around ASEAN countries. This is why many community media people in Malaysia have 

instead turned their attention to the delivery of community programming via the internet 

(Magpanthong & McDaniel 2011). Similar to the Riverside community, the community 

leaders turned their attention to many free online media forms. 

Another difficulty which the community has encountered is that community 

media have not been seriously considered by the local government. As previously 

mentioned, it usually takes a long process to ask for help from the local government, and 

the Riverside community does not receive enough media services provided by the local 

government. This shows that the government media are insufficient and sometimes 

ineffective (Magpanthong & McDaniel 2011). Local government is arguably the largest 

source of facilities and financial support for each community in Thailand. In order to 

access the government’s limited budgets, the community has to compete with other 

communities. As previously mentioned, this factor leads to financial sustainability 

challenges that hinder the possibility for scaling-up good models of community media 

development.  
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As a further consideration, attitudes of the community residents critically affect 

community-based media activities. The results show that community residents 

participating in the media are quite passive which demonstrates their lack of confidence, 

an attitude stemming from the deeply rooted hierarchical structure of their community 

and low self-esteem. This passive communication style means that people avoid 

expressing their opinions and needs. People are therefore hindered in their ability to 

participate in the media activities (Nuttavuthisit et al. 2015). This kind of problem has 

occurred in Thai communities (Embree 2007 & Nuttavuthisit et al. 2015). As a result, 

stimulating local participation, together with challenging local and cultural norms, are the 

tasks that Thailand has faced in the media and communication development process. 

 

The Riverside community public sphere 

This section examines and analyses the nature of the Riverside community sphere which 

is based on the concept of the public sphere (Habermas 1989) and its critiques. The 

Riverside community is an area consisting of a hundred households and has around two 

hundred and fifty community members.  As previously mentioned, people in the 

community have conducted their communication activities in order to access information 

they want through the media. Their actions and participation characterise their sense of 

politics and development in the small community. This media participation sounds similar 

to Habermas’s concept of the public sphere (1989) where individuals come together and 

freely discuss, which influences political action. In terms of the big picture, the 

Habermasian public sphere is potentially alive in a small community like the Riverside 

community. 

The question arises about the space where the Riverside community members 

come together and freely discuss their situation. The most outstanding place is possibly 
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the coffee place of this community. Just as Habermas (1989) provides an example of the 

salon and coffee house where information can be freely exchanged, I examine the coffee 

place located in the centre of the community area. The coffee place, as it is commonly 

referred to by the local people, is the place where older people spend their leisure time 

with coffee, newspapers, political discussions and games. In this sense, it is directly 

connected to the Habermasian notion of the traditional public sphere―the coffee 

house―which can still be found in this small community. In the evolving public sphere 

including institutions such as salons and coffee houses, Habermas (1989) argues that 

conversation took place among equals whose private interests and inequalities were 

suspended. The public sphere that Habermas identifies is of course exposed as a very 

‘bourgeois’ public sphere, only accessible to and used by the middle and upper classes. 

The working classes and women did not access this Habermasian public sphere―the 

coffee house and other public spaces.  

Comparing to this Habermasian public sphere, the Riverside community’s coffee 

place is different. This small community is a more inclusive public sphere where people 

of all ages and classes in the community are able to participate. Another meeting place is 

the Community Learning House which is also the community meeting point where 

everyone can come along and discuss community matters. Beyond that, this study also 

shows that community-based media which characterised the public sphere have reached 

a hundred per cent of community residents. In this sense, community-based media in the 

Riverside community refers to all participatory media tools that provide community 

residents, whose voices are excluded in the mainstream media, access to the tools of 

media distribution and production. 

Consequently, the Riverside community public sphere is more open and inclusive 

compared to Habermas’s traditional public sphere (1989). The Riverside community 
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public sphere is more similar to the studies of Fraser (1993), Calhoun (1992) and Squires 

(2002) which all criticise the ideal public sphere described by Habermas (1989). These 

critiques of a single public sphere provide more insight into the uniqueness of each 

community environment. For communities, identity is the key distinguishing feature of 

each one. In the second chapter, I demonstrated how people form themselves into many 

different community groups which are unique in having their own idioms and styles. The 

ways they recognise each other as community members, develop their communities, as 

well as connect themselves to other people and the world outside by using their own 

communication tools, are essential. People form themselves into a community by 

absorbing shared information, and this has the ability to create relations of identity 

(Wenger 2004). Community-based media in the community provide distinctive 

information which could not be found in any other mainstream media. According to the 

research results, information flowing through community-based media in the Riverside 

community is mostly concerned with community matters and tourism. Ninety-nine per 

cent of community residents receive information about community commercial events, 

while 88 per cent receive community tourism material. Content concerning community 

issues is the third most influential media form at 79 per cent of the community residents 

while community history accounts for 77 per cent. This shows that the varieties of 

community media distribute information concerning community tourism and identity 

where the media content concerning commerce and tourism has the most influence on the 

Riverside community. As a result, the attentiveness to this community as a tourism 

destination can be seen as a primary concern. 

The idea of multiple public spheres where locals have the ability to intensify their 

participation by creating alternative spaces (Fraser 1993) exemplifies my argument. The 

Riverside community public sphere is one of multiple spheres with each sphere likely to 

provide a space for subordinated groups in which they can discuss their own ideas and 



254 
 

assumptions about the world (Fraser 1993). The research results support this statement 

by showing that community-based media are a cultural production that community 

residents produce, own and use for the benefit of their community. For the Riverside 

community members, community-based media have two outstanding beneficial aspects: 

Riverside community identity preservation and tourism promotion of the community. 

This old community has become reinvigorated through their own media activities after 

the decline produced by fire and flood. The community-based media―produced and used 

by community members―can strengthen the bonds between them and construct a 

community identity.  

 

The role of community-based media in the Riverside community 

This thesis argues that community-based media play an important role in constructing the 

idea of community. According to Forde et al. (2009), community media play a role in 

creating community connectedness and a sense of community well-being, another 

argument that I also draw upon in this thesis. Previously, this thesis addressed some 

beneficial roles that community-based media play in the Riverside community observed 

from the community residents’ points of view. The roles of community-based media 

based on the ideas of community members provided the basic concept of what people 

think of their media. The five roles are: information, education, harmony, local identity 

preservation, and tourism promotion. In the Riverside community, community-based 

media spread news and information throughout the community area, educate the younger 

generation to understand and realise the importance and value of their roots, unite 

community members by constructing psychological bonds among community residents, 

preserve local identity and history through many media activities, and promote the 

community as a cultural tourism destination at both the national and international level. 
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The analysis below combines these community residents’ suggestions for media roles 

with the data gathered from my research. I categorise the role the community-based media 

play in the particular Riverside community into two aspects: the role of community-based 

media in strengthening and preserving community identity, and the role of community-

based media in promoting the community’s identity (tourism). 

 

The role of community-based media in strengthening and preserving community 

identity 

As previously mentioned, community identity or a community sense of self is an 

important element which unites people as a community group, and distinguishes the 

individuality of each. The Riverside community found that it develops its ‘sense of self’ 

and its unique character through its own media. This finding confirms the study of Hess 

(2015) that illuminates the role of community media, in this case, a small local newspaper, 

in constructing a sense of ‘connectedness’, ‘community’ or ‘sense of place’. 

Based on Anderson’s (1983) theory of imagined communities where the media 

arguably construct a psychological sense of belonging, the Riverside community 

residents are psychologically bonded by their media. Similarly, the research results show 

that the media transmit the sense of community to each community member. Consuming 

the same media also helps people imagine that they reside in the same community. The 

study concerning community practices by Wenger (2004) supports this argument. He 

states that media help people create imagination which is an essential element that helps 

individuals create a sense of belonging in forming a group. The media content relating to 

the community’s history makes the community’s residents feel that they share something 

in common. For example, the story found in articles in the media about the historical 

background of the multicultural Thai, Vietnamese and Chinese residents shows that the 
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different groups had intermarried until everyone claimed a small part of the other. This 

helps each community resident imagine and develop their shared identification through 

the transmission of media messages. 

Empowerment through cultural preservation and transmission is one of the most 

beneficial roles of community-based media in the Riverside community. Theoretically, 

community media have been chosen as channels to represent, to strengthen and to 

reinforce a unique ethnic identity including the ability to strengthen traditional ways of 

thinking, culture and identity (Leigh 1988). In the Riverside community, the high 

percentage of media content about community history (77 per cent) shows how 

community members preserve their values and transmit their identity and culture to others 

and the nation by using their own produced media. The research shows that community-

based media are essential to community identity formation in this community. As Forde 

et al. (2009) point out, community media are more able to convey the nation’s social and 

cultural diversity, a theoretical perspective I found to be useful in researching this 

community. Community members preserve their value and facilitate their identity and 

culture to others as exemplified by Vietnamese handicrafts such as mats which were 

popular in this community. Those handicrafts are promoted again via community media 

to show that, at one time, the community was one of the multicultural centres in Thailand. 

Another significant media activity which local people conduct to preserve their identity 

and history is exchanging old pictures of the community via new media such as the LINE 

application. LINE is an application for communication on electronic devices such as 

smartphones, Tablets, and personal computers. LINE users can exchange text messages, 

photos, voice recordings, and videos. They can also have a free call and conduct video 

conferences through this application. A group chat named ‘the Riverside community 

people’ is formed in LINE with the aim of daily chats, news and information sharing, and 

social discussions. Community members have exchanged various old photos of the 
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community by sharing them on the chat room, and assembling them as a photo collection 

(Pokabal 2014). This photo collection is also introduced as a photo exhibition in the 

community area. 

At the community level, it can be assumed that the Riverside community comes 

to recognise and know itself through its representation in these community-based media. 

Ewart (2000) argues that community-based media play a central role in constructing and 

cementing the identity and culture of communities. At the same time, in the broader 

context, community media not only contribute to the maintenance of identity but they 

also foster multicultural dialogue within and across cultures. They offer the opportunities 

to participate in the wider public sphere (Bailey 2015). In this way, the Riverside 

community sends messages to the wider public sphere that it is a new cultural tourist 

destination. This reinforces an idea proposed by Avison and Meadows (2000) in Australia 

and Canada about the role of community media as a ‘cultural bridge’ between Indigenous 

and non-Indigenous people to some extent. Although their research is quite different 

because of each unique community context, it shows the ability of community-based 

media to link the community to the outside environment. This will be discussed again in 

the following section.  

In relation to the new media such as the LINE application, this valuable 

communication activity also enhances the notion that instead of being shaped by the new 

media, local cultures shape media to their own purpose as previously discussed in the 

analysis section of new media. The Riverside community residents use the innovation of 

new media for their own benefit. Cultural survival in media has appeared in many parts 

of the world. For example, the study of Ewart (2000) shows that the most powerful and 

abiding images of Australian regional identity are formed and entrenched in the public 

psyche via the media.  
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The role of community-based media in promoting community identity (tourism) 

Cultural tourism can become a platform for community residential discussions around 

place and identity (Carson 2013). While it is the way visitors can feel included, at the 

same time, local residents can begin to see their community in a regenerative and new 

way. The Riverside community is a new cultural tourism destination in Thailand; as a 

new cultural destination at the international level, the community’s historic inn was 

named as one of four winners of the Awards of Merit in the annual UNESCO Asia-Pacific 

Awards for Cultural Heritage Conservation in 2015. 

Arguably, community-based media create new spaces or community public 

spheres which, in turn, facilitate greater engagement with the broader public sphere. For 

other multicultural communities, community media play a role in the process of 

reconciliation between Indigenous and non-Indigenous people (Hartley & McKee 2000). 

In diasporic communities, community media not only contribute to the maintenance of 

identity but also foster multicultural dialogues within and across cultures. They offer the 

opportunity for participation in the wider public sphere (Bailey 2015). However, for the 

Riverside community, community media create public spaces and engage the wider 

public through the promotion of community tourism. Many community-based media 

productions are used to promote the community as a cultural tourism destination to the 

nation. As a result of tourism promotion, media outlets produced community newsletters, 

maps and information boards, postcards, screen-printed T-shirts, videos on YouTube and 

a commercial magazine. The messages of these communication tools aim to promote 

community tourism. Information relating to community history, art and culture, walking 

directions, restaurants and attractions can generally be found in the tourism media. 

Messages are sent about beautiful attractions, local food, and valuable community history. 

Within the community, participants give examples of walking maps and direction boards 
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which help tourists to travel along a kilometre of the community area. Because the media 

help to attract more people to their community, the people gain further income which 

benefits the community’s economy. 

New media also have an important role in promoting community tourism in the 

Riverside community. Reinforcing my research results, Smith (2009) demonstrates the 

positive effects of new media on cultural tourism in today’s society. He states “cultural 

tourism has been enhanced by new media and technologies such as the ‘webification’ of 

cultural heritage attractions and the creation of virtual communities of cultural 

practitioners, visitors and educators” (Smith 2009, p. 226). In this community, such 

evidence suggests that social media also play a vital role in the promotion of tourism 

which can no longer be examined purely in relation to geographic places or spaces. 

Mayfield’s (2007) study shows that the characteristics of social media including 

participation, openness, conversation, community, and connectedness have the ability to 

enhance community communication.  Because of these benefits, this social networking 

toolkit transmits messages from this community to the nation, especially in the promotion 

of community tourism. It shows that social media have the potential ability to reach a 

wide audience. As previously discussed, Facebook activity in this community accelerates 

the sending of messages from the community to the nation. It can be seen from an 

increasing number of people who follow this community’s Facebook. In this thesis, I 

discover that using new media to promote tourism has been effective in engaging people 

to a high level without the barrier of space and place. 
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Community-based media as community transformation: changing of community 

communication purpose 

Arguably, the media have a vital role in publishing emerging destinations on the global 

tourist map, thus helping to boost the local economy. They have proved to be of 

significance in the process of community development (Tabing 2000). Community-based 

media are an effective tool for the Riverside community to develop from an old 

community to a new cultural tourism destination.  

This research finds that the number of media which serve the needs of local people 

and the number of media which have a tourism aspect are roughly the same. It can be 

assumed that the community-based media producers emphasise the importance of people 

matters as much as tourism in the community. The question thus emerges from this point 

about whether the tourism aspect already challenges and reduces the importance of local 

residents in the Riverside community. The findings from the information that the 

Riverside community members receive from their community-based media help to 

address this issue.  

This study shows that the media content concerning commerce and tourism has 

the most influence on this community. Ninety-nine per cent of people state that they 

receive information about community commercial events like a street market, and 88 per 

cent of it involves community tourism. Additionally, media content concerning 

community issues is ranked third at 79 per cent, and community history is 77 per cent. 

Although there is still a significant proportion of media content concerning people and 

their roots, it shows that the tourism aspect has already deeply challenged localism in the 

Riverside community.  

Communication in the Riverside community has substantially changed since 2009 

when the community first recognised itself as a tourism destination. Chadmalai (personal 
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communication, December 24, 2014) states that, in the past, communication in the 

community was mostly about neighbourhoods, health, flood crises, political situations, 

elections and traffic. “Everything has recently changed” (Chadmalai 2014, pers. comm., 

24 December). It can be assumed that community-based media with the community 

aspect begun before media concerning tourism. Communication activities such as 

community leaders as media, community circulars and people’s discussions at the coffee 

place have been in the community communication process for a long time. As a result, 

there is nobody who could recognise when these media actually started (Chadmalai 2014, 

pers. comm., 24 December; Pokabal 2014, pers. comm., 23 December). 

When taking a closer look at media activity, it is apparent that there are changes 

to the primary purpose of community communication following the embrace of the new 

cultural tourism in Thailand. For example, in Facebook page creations, initially there was 

an official Facebook page for the Riverside community which was a forum for community 

members to discuss community problems such as neighbourhood noise, teenage alcohol 

consumption and community improvement. It was entirely focused on community 

matters. However, in 2014, when the new tourism project emerged, this Facebook page 

was closed and transformed into a new page; Banluangratchamaitri Historic Inn on 

Facebook seems to be about the new, attractive accommodation which centres on 

community pride. The messages about community matters have been replaced by details 

of the historic inn and customers’ reviews. 

At this stage, I suggest the conclusion that the primary purpose of community-

based media in the Riverside community, which once served the needs of community 

members, had already changed when the community was promoted as a new cultural 

tourism destination. Community-based media then played an important role in the 

community transformation from an old community to a new one in terms of tourism. The 
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thesis supports the hypothesis that community media are a cultural production that 

community residents produce, own and use to benefit their community. The community 

has become reinvigorated through their media activities after the decline produced by fire 

and flood. The community-based media are produced and used by community members 

which can strengthen the bond between them and construct a wholly reinvigorated 

community identity as a whole.  

 

Community-based media in the Riverside community and its limited role 

As Berrigan (1979) states, community-based media take on different meanings, 

depending on whether the ‘felt need’ of the community is practical. I previously argued 

that information in the Riverside community is distributed by media which appears in 

many forms with different ‘felt needs’ of community residents. To clarify the essence of 

the Riverside community residents’ needs according to the research results, I argue that 

information related to community tourism, community identity and community issues, 

the three most influential aspects of media content, can be illustrated as community needs. 

At a deeper level, this section analyses whether or not community-based media 

play sufficient roles in fulfilling the ‘felt needs’ of community residents within this area. 

Generally, I found that community-based media perform quite a limited role in terms of 

really informing the community members about key issues in their community, 

particularly controversial issues. Information that the community members have never 

received through the existing media but would like to receive mostly concern community 

matters including the following: relationship between the Riverside community and 

others, information from other communities, plans for development in the community, 

news about environment and waste, entertainment, local traffic, new local shops, hygiene 
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in the restaurants, diversity of languages including Vietnamese and Chinese, times for 

street closures due to film making, and children’s education about behaviour and culture. 

As previously discussed in the section Community media as community 

transformation: changing of community communication purpose, information once 

related to community matters has been challenged by tourism messages which leads to 

some unsuccessful community-based media forms which are not in demand by 

community residents. The fact that media such as newsletters and website are just about 

tourism, repeat the same information and then are expendable illustrates what community 

media are supposed to be. Localism (Johnson & Menichelli 2007), as one of community 

media’s characteristics, means that community media are also responsible for local needs. 

By contrast, if media contain information about local events, politics and achievements, 

they would probably still be produced because the community would want it. Community 

residents need more information relevant to themselves. As discussed in Chapter Three, 

Wellmanee (2008) shows that in Chiang Mai, Thailand, the most popular content of 

community radio is relevant to local news. These are reasons why the media activities 

aimed at serving the community’s need including community leaders, community 

circulars, the coffee place, community DVDs, and performances have existed in the 

community for a long time in the Riverside community. 

 

Summary 

Community-based media in the Riverside community are found adaptable to the local 

community environment, accessible to all community members and they also provide a 

challenge for the mainstream media including government media and commercial media. 

Traditional media play a more essential role comparing to new media.  The most powerful 
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media in the community is people as media, that illustrate the greater importance of 

personal media than the external media in the community environment. Community 

leaders are at the heart of the community communication and decision-making process. 

New media show more ability to reach wider audiences outside the community.  

Social networking toolkits transmit messages from this community to the nation, 

especially in the promotion of community tourism. Authentic cultures can survive new 

media, which is a tool to help rediscover and reinvigorate the community’s roots and to 

gain the lost pieces of community history and old cultures. Online community media in 

the community also show a sense of hyperlocal journalism through which community 

residents are able to access local information and are able to express their voices to the 

nation anytime and anywhere without geographical restrictions. 

In terms of media participation, the community members are not quite active 

audiences because the majority of the media are a one-way communication. Only a group 

of community leaders is involved in the media management level, while other community 

members are not. This supports many studies that show community media are not be a 

truly communicative tool in local people’s hands in Thai communities. However, 

community media are effective in forming collective identity, an element that makes 

people as a group. This section offers the thought that community media participation is 

not only concerned with the number of media participants in the community media 

activities, but also the ability of community media in bonding community residents 

together. It is more important to focus on the degree to which community members feel 

involved in the community through media participation. 

Community-based media in the Riverside community have some shared 

community media problems with other parts in Thailand and Southeast Asian media. 
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These difficulties are financial instability and inconsistency, lack of human expertise, 

insufficient community media studies and poor media policies. 

Community-based media in this community characterise the idea of multiple 

public spheres locals have the ability to intensify their participation by creating alternative 

spaces (Fraser 1993). In this thesis, they play a role in creating community connectedness 

and a community’s sense of self. Empowerment through cultural preservation and 

transmission benefits community residents. Traditional ways of thinking and the unique 

ethnic identity of the Riverside community are strengthened and reinforced via 

community media. 

Moreover, community-based media in this community not only contribute to the 

maintenance of identity but also foster multicultural dialogue within and across cultures. 

It can be seen that community-based media are used to promote community identity as 

cultural tourism production. The Riverside community sends messages to the wider 

public sphere in Thailand. The online activity shows a vital role of community-based 

media in the promotion of tourism which can no longer be examined purely in relation to 

geographic places or spaces. 
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CHAPTER EIGHT 

CONCLUSIONS AND RECOMMENDATIONS 

 

This chapter provides conclusions based on the research findings and also offers 

alternative explanations that synthesise the various issues raised in this thesis. It provides 

answers to the thesis research question and identifies the implications of the study. 

Finally, the chapter offers directions and possibilities for future research.  

 

Introduction 

This study sets out to explore the role of community-based media in a community 

environment in Thailand and the ways in which the community residents respond to the 

media. In this thesis, I demonstrate two important propositions concerning community 

identity and community media and the ways in which they are linked. First, self-definition 

is important to every community. The sense of self is an essential element that unites 

people as a community group, and distinguishes them from others. I have been 

particularly interested in the Riverside community’s sense of self. This community has 

its own unique identity whereby it is able to distinguish itself from other communities. 

The second proposition that I have investigated is the ongoing significance of community 

media to local communities. I argued in this thesis that community media should be seen 

as an extension of an existing desire to communicate in order to establish a sense of self 

and community power. Collective identities, which are vital elements in the constitution 

of community groups, are formed via community media. 
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The Riverside community’s identity is reinforced through its own locally 

produced media. Particularly, community-based media help construct a psychological 

sense of community. As a consequence, community-based media in the Riverside 

community are examined and analysed in order to explore their role in constructing, 

strengthening and promoting this community identity. In order to address these 

propositions, the analysis of community identity, community media and Southeast Asian 

media was provided in Chapter Two, Chapter Three, and Chapter Four. These numerous 

empirical studies reached some general consensus by which it can be argued that 

community-based media have the ability to strengthen, preserve and promote community 

identity and culture. In other words, community-based media are found to be very 

effective in allowing community members to become empowered, to preserve their 

cultural background, and to promote themselves to the external environment. This study 

has also sought to discover the way in which the community residents respond to the 

media. This exploration helps to discover residents’ attitudes towards the community-

based media work in the community. This study reflects the strengths and weaknesses of 

the community-based media practices in this community and how these practices might 

be further extended throughout Southeast Asian countries. 

As previously mentioned in Chapter One, this study aims to answer the question 

about the role that community-based media play at the community level in a rural area 

context. A door knocking survey of a hundred participants is used in order to be a 

representative sample of a whole population based on a selected case. The main empirical 

findings are chapter specific and are summarised in Chapter Six. The Riverside 

community is a small community consisting of approximately one hundred households 

located along the main river of Chanthaburi province in Thailand. This historic, 

picturesque community, which houses a multicultural mix of Thai, Vietnamese and 

Chinese residents, is defined through sources of community pride which are historical, 
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architectural and relating to other features in the area. Its sense of self is partly built 

through community-based media. Both traditional media and new media are important, 

and they play an essential role in the Riverside community. This study describes the wide 

range of media activities found in the Riverside community.  

In the findings, it becomes clear that the most prevalent way that the Riverside 

community members distribute and receive community information is through face-to-

face communication among neighbours. Community leaders play the role of main 

information distributor. The 12-member committee of the Riverside community acts as 

‘media’, because most of the community relies on them to verbally disseminate news and 

information, house to house. As a result, their ‘neighbourhood’ delivery of news fulfils 

the role of community-based media to some degree. Printed media are also significant, 

ranking in second place because they are touchable and accessible to all households. 

Furthermore, printed media are arguably more trustworthy compared to people as media. 

In this way, these two media highlight the importance of traditional media forms as the 

central sources of information in a rural community. This finding is similar to what has 

been observed in other small Thai communities in rural areas where community leaders 

act as catalysts for engaging individuals in decision-making and action. The most 

common form of communication, interpersonal communication, is essential for 

community development. In the context of small geographical communities like the 

Riverside community and other similar communities, community leaders are important, 

primary sources of news and information because they provide very local information. 

Another finding is that the Riverside community residents depend on community-

produced media and their own efforts rather than commercial media and government 

media. This finding reinforces previous studies that show the largely unimportant role of 

the mainstream media in the community environment. Mainstream media have been 
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challenged by locally produced media which focus more on community matters and 

issues that concern local residents. This study demonstrates that community media are an 

alternative to mainstream media because they provide a diversity of information that is 

excluded from the mainstream media. They allow community members to 

communicate―to create their own media―at a hyperlocal level, which serves their 

immediate needs to understand their community and its past, present and future. However, 

the need for government media still reflects the important role of local government that 

necessarily exists in community communication. This research finds the government 

media, including loudspeakers and broadcasting cars, is useful to residents, and they have 

a positive attitude towards these media.  

It is interesting that government media have a positive impact on the community, 

in contrast to the previously assumed negative impacts. Arguably, government media in 

Southeast Asian countries are used for the benefit of the authorities; as a consequence, 

problems such as media propaganda and unfair censorship are generally found in these 

countries. On the other hand, the friendly role of the government media found in the 

Riverside community can be considered as a process of ‘development support 

communications’ (Gunaratne 1978; Ogan 1982) that characterises a bottom-up approach. 

This approach encourages local people to be more active in promoting self-reliance and 

decision-making through the media where the government media are used for community 

development. 

Importantly, media outlets in this community have been produced as a result of 

the community’s needs and for tourism promotion. This study finds that media content 

concerning commerce and tourism has the most influence on this community. It shows 

that the media have a limited role in terms of responding to community issues. The 

primary purpose of community-based media, which once served the needs of Riverside 
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community members, had already changed when the community was promoted as a new 

cultural tourism destination. This research finds that the tourism content in the media 

already challenges and reduces the importance of local residents in the Riverside 

community; however, it benefits the local economy. Community-based media play an 

important role in the transformation from an old community to a new one in terms of 

tourism. As a result, the mission of community-based media in Riverside is to balance 

information about local people’s needs and tourism development, which I discuss again 

in the next section, Recommendations. 

Unexpectedly, in an era of new media technologies, the community residents 

seem to be more interested in participating through traditional rather than new media. 

This shows that the more traditional forms of media have been important tools for 

facilitating community development in rural areas. Traditional media are also a primary 

source of information whereas online media are only a supplement to traditional media 

as an expanded source for news rather than a replacement for traditional news sources. 

This research finds links to the broader study on community media in Southeast Asia, 

where the traditional media have significantly played a greater role in community 

development. However, new media better facilitate the sending of messages from the 

community to the nation, especially for promoting community tourism. Online social 

networks, including Facebook, have proved to be an effective communication tool that 

community members use to promote tourism in the community, which demonstrates that 

social media are simply a form of one-to-many communication without the barriers of 

geographic places or spaces. 

In terms of cultural survival in new media, significant new media activities 

enhance community identity and culture. As previously illustrated, old community 

pictures and community storytelling are transmitted via social media interactive 
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applications such as Facebook and LINE. They are effective ways to re-create and gain 

lost pieces of community history via digital devices. As a result, this thesis concludes that 

the media technologies of representation play a revitalising role for community people in 

preserving identity instead of destroying it. These activities also show some sense of 

hyperlocal journalism. Community residents use online media as community resources to 

disseminate highly local community matters and interests. 

Regarding media participation, the majority of community members do not 

frequently participate in community-based media. This thesis assumes that low 

community-based media participation occurs because of the problems of media 

production and management. Lack of involvement of community residents in the media 

decision-making process is a problem. Community residents are seldom active audiences 

because the majority of the media are a one-way method of communication. Only the 

community leaders are involved in media management, while other community members 

are not. Inconsistency in community-based media distribution is another major media 

problem found in this community. The findings of the thesis also show some shared 

community media problems in this community and other sectors within Thailand and 

Southeast Asian media. These challenges include financial viability and inconsistency, 

lack of professional expertise, insufficient community media research and poor media 

policies. These illustrate that community media are not yet a truly effective 

communicative tool for local people in the Thai community, despite their clear strengths 

demonstrated in this research. 

This thesis defines community media participation in a different way from 

previous studies. This study shows that media make community residents feel involved 

in the community, and this is more important than the extent to which they participate. At 

this point, community-based media create a sense of community for each community 
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member and create a tight bond. Community media participation is not only concerned 

with the number of media participants in the community media activities, but also its 

ability to bond community residents. I argue that it is more important to focus on the 

degree to which community members feel involved in the community through media 

participation. 

These findings provide a significant understanding of the thesis question―what 

role community-based media play in the Riverside community. Community-based media 

including both traditional and new media play many important roles such as information 

distribution, education, promoting community harmony, local identity preservation, and 

tourism promotion. However, the media roles in information distribution relevant to 

community identity are more remarkable. It is important to note that community-based 

media, as a form of cultural production, play a vital role in the formation of the Riverside 

community’s sense of self. First, they construct community identity, which is a 

psychological sense of belonging. Community-based media embrace a central role in the 

formation of collective identities that are a vital element in the constitution of community 

groups. By participating in these media activities, the Riverside community residents 

define themselves as members of this community. Media content relating to the 

community’s history makes the residents feel that they share something in common such 

as the multicultural roots of Thai, Chinese and Vietnamese populations in the area. The 

reassembling of many retrieved pieces of history and culture such as folk wisdom and 

handicrafts, through their own produced media, also helps community residents 

psychologically perceive their unique community identity. Community-based media have 

the ability to strengthen and preserve community identity.  This thesis finds that, although 

this small community is influenced by commercial and government media, it uses its own 

locally produced media channels to maintain and preserve their unique cultures and 
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identities. Second, traditional cultures and values are regained via communication among 

people in the community-based media. 

Promoting community identity as cultural tourism is another indispensable role 

community-based media plays in the Riverside community. Community-based media 

have the ability to promote community identity to the outside environment. This thesis 

finds that community-based media, especially new media communication, play a 

significant role in engaging this community with the broader public spaces without the 

barriers of space and place. Messages concerning beautiful architecture, unique local food 

and other attractions are sent to community residents and to others outside the area. They 

show that community-based media, especially online media, work as a public relations 

tool of the community in order to attract people to visit the community for economic 

reason. 

This thesis delivers a community-based media framework in a small geographical 

community where people as media and other traditional media forms are the most 

powerful communication channels. Returning to previous research relevant to community 

and identity reviewed in previous chapters, this study agrees that community-based media 

play a vital role in identity reinforcement within communities where community members 

have their own unique interests. This helps community residents perceive their sense of 

self and provides a clear picture of community identity to other people outside the 

community. The small, old community rooted in a Thai, Chinese and Vietnamese 

multicultural mix has become obvious in people’s perception of the Riverside 

community. Similarly, in other communities, community-based media work differently 

depending on how communities want others to see them. For tourist-oriented 

communities on the Gold Coast and Sunshine Coast in Australia, for example, they 

present themselves as beach culture tourist destinations through the media in order to 
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attract more people to visit their communities. Another similar small geographical 

community is the Klonghae community in Songkla province, Thailand. The floating 

market―where residents and tourists can enjoy traditional Thai food sold from boats―is 

reinforced by the media; thus, they have developed this community’s sense of self that 

benefits community tourism development. This confirms the previously proposed 

statement that “there is no development without participation as there is no participation 

without communication”, (Gubta 2000, p. 48). Communication through community-

based media in the Riverside community and other local, tourist-oriented communities is 

a major mechanism that accelerates the growth of a local community economy and 

development. Community-based media contribute greatly in activating tourist attractions. 

They gradually transform each community into a significant tourist destination. They 

embrace the role of transformation in the Riverside community. The Riverside 

community has been reinvigorated through their media activities. Community-based 

media are a tool that transforms this community, which was once an undeveloped area 

after the decline initiated by fire and flood, into a new cultural tourism destination.  

 

Theoretical implications 

In terms of theoretical implications, based on the theoretical conception of the public 

sphere (Habermas 1989), the evidence found in this study certainly confirms Nancy 

Fraser’s re-conceptualisation of the public sphere as ‘multiple public spheres’ (Fraser 

1993).  Different collective identities form people into many unique community groups. 

Multiple public spheres have been introduced in order to explain the communication 

needs of each different group of people who require venues in which to undertake their 

own communicative processes that were not under the supervision of the mainstream 

media. From this perspective, identity is a key to the emergence of multiple public 
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spheres. People participating in community media activities are able to speak in their own 

voice; thereby, they construct and express their cultural identity through idiom and style. 

Local communication via community media―public discursive arenas―are among the 

most important and under-recognised sites in which identities are constructed, 

deconstructed and reconstructed.  

The role of the media has been particularly highlighted by Habermas (1989) in 

forming a crucial constituent and catalyst for the existence of the public sphere. As a 

consequence, the community-based media arguably have the role in forming a minor 

public sphere at the community level to serve the needs of a vast array of citizens. 

Community-based media construct alternative and discursive spaces for the subordinated 

people who are excluded in the dominant public sphere.  

Because of limited access to mainstream media, subordinated people are 

voiceless. In this thesis, the term ‘community public sphere’ is defined as a product of 

contestation with the main public sphere. Community-based media create the Riverside 

community public sphere. This thesis concludes that community-based media provide 

community residents with a ‘first level of service’ and, in many places, also act as a 

channel where the residents communicate with other people. Local and culturally 

appropriate frameworks are used to structure community media. Then, community-based 

media become a part of the local community and a part of local culture. This is the 

community public sphere at work. In other words, this thesis argues the capacity of 

community-based media for reflecting local culture and identity in a way that is 

impossible for either national or commercial broadcasters. It is at the level of the 

community public sphere―with community-based media as a key cultural resource―that 

community culture is ‘made’. 
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Having faced difficulties in accessing the dominant public sphere−in this case, 

mainstream media−the Riverside community members have produced and used their own 

locally produced media to disseminate information that is relevant to identity formation 

and promotion, which currently matter to their lives.  

 

Recommendations 

Various useful ways of extending the scope of the research presented will be suggested. 

There are numerous issues which suggest ways to improve this research and also provide 

an avenue for further research into community identity and media studies in general and 

in Thailand in particular. 

Although the concept of the public sphere (Habermas 1989) is chosen as a 

theoretical framework for this current research, applying different theories might allow 

the researcher to interpret the research results and data from different angles. For example, 

empowerment (Rappaport 1984) could be useful to analyse how people are empowered 

through media. Uses and gratifications (Lasswell 1948) is also a valuable theory that 

helps the researcher better understand that people seek gratification from media to fulfil 

their particular predefined needs. Moreover, there are many works that use participatory 

communication theory (Asiedu 2013; Berrigan 1979) to examine the characteristics of 

community media, as an alternative media approach, related to the democratisation of 

communication. Another interesting approach is development communication which is a 

framework for using media to facilitate social development; thus, it suggests the 

researcher should explore more media content, conduct more comparative studies, and 

study more policy research (Servaes & Malikhao 2005). Geo-social journalism (Hess 

2013; Massey 1994) is another critical concept which is useful to study media activities 

in a context of place, especially in geographically small communities. 
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As stated in Chapter Five, this thesis focuses on a small and single case of the 

local community in a Thai rural area. There have been many suggestions from other 

research that multiple cases are preferable to a single case. As a result, further study on 

the operation of the community-based media in other similar communities is necessary. 

A comparative study might benefit researchers to compare and contrast the chosen cases 

in order to provide a better understanding of community-based media and identity.  

Moving beyond the case of Thailand by experiencing community media in 

different countries is considered valuable for future research. Future analysis in local 

media communication could also include a comparative study of how Thailand and other 

countries operate community media in rural areas. 

Other research tools such as focus group discussion are also effective in achieving 

valuable data. Focus group discussion might provide data about a range of ideas and 

feelings that individuals have about the issues, as well as the differences in perspectives 

between groups of individuals. Group dynamics will be gained because the group 

develops its own conversation, raising ideas and issues that might not emerge in 

interviews with the interviewer alone (Tacchi et al. 2003). Meadows et al. (2007) and 

Forde et al. (2009) suggest that each focus group can be adapted to suit local conditions 

by inviting participation using alternative media outlets. 

Further research on the media’s role in community development is also needed. 

This thesis finds that community-based media essentially play a role in community 

transformation in terms of tourism. More media studies on other tourism destinations or 

on other communities that have different development objectives will provide a better 

understanding of this media role.  

The thesis mostly focuses on locally produced media in shaping community 

communication. There should be more focus on external media outlets such as 
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commercial media and government media which also influence the community. As 

previously discussed, in Southeast Asian countries, governments play an essential role in 

local communication. As a result, study focusing on the government media can be applied 

at a deeper level. 

This study is also limited in the analysis of community-based media by being 

based solely on cultural perspectives (identity and localism) whereas political 

perspectives are other features which could be provided in further studies. 

The investigation of community media policies in Thailand and different countries 

is also recommended. The details of typical features of community media productions 

such as licenses, licensees, financing, and types of organisations are needed to better 

understand the community media situation as a whole or in general. 

As previously mentioned, the primary purpose of community-based media in the 

Riverside community, which once served the needs of community members, had already 

changed when the community was promoted as a new cultural tourism destination. There 

are many critiques from community residents towards community-based media that they 

do not fulfil local needs. Therefore, the way the community media balances the 

information concerning local people’s needs and tourism development is also worth 

studying.   

At the time of the submission of this study in 2016, new media communication 

activities and policies might be developing which will merit future discussion. 
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Summary 

By reapplying Habermas’s theory of the public sphere (1989) and conducting a case study 

methodology, this thesis delivers knowledge about community-based media in the Thai 

public sphere. This study confirms that the notion of the public sphere should be 

understood as multiple public spheres, not as singular. Identity―the differences between 

each group―is a driving force of these more minor (multiple) spheres. Then, community 

media characterise the community public sphere where community people are able to 

discuss their own matters, interests and concerns.  

This thesis finds that community media adapt to suit the community environment. 

As the community turned itself into a tourism destination, they performed more roles as 

a public relations tool for the community. They are accessible to all households and can 

challenge mainstream ideologies−in this case, commercial media and government media. 

Community-based media also characterise multiple public spheres by performing the role 

of identity formation and preservation, identity promotion and community 

transformation. 

Importantly, residents in the rural Riverside community are still overwhelmingly 

reliant on traditional news forms, such as people as a form of media and printed media. 

New media are less popular, but more effective in promoting community development. 

The findings also illuminate the positive attitude of community people to the government 

communication. The government media have been used for the community development 

process. These also still happen in many similar communities in rural areas in Southeast 

Asian countries. 

Community-based media play an essential role in constructing the idea of 

community, providing super-local news and information for all residents within this small 

geographical community area. At the same time, they have an ability to create a sense of 
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connectedness to other people who may not live in this community area by delivering a 

sense of place via online activities. They are also a channel for filling the communication 

gap between this community and the outside public such as the government and other 

communities. Super-local information provided by community-based media is able to 

deliver critical infrastructure for local engagement and reinforce a sense of community 

identity and belonging to a particular locale.  
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APPENDICES 

 

Appendix A: Photos of Community-based Media Activities in the 

Riverside Community 

 

The coffee place 

 

 

Performances: Catholic performance (left), Chinese operas (right)  

    

 

 

 

 

 



305 
 

The Riverside’s Voices newsletters  

    

 

Information boards, posters and maps 
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Photos in the community art gallery 

     

     

 

Screen-printed T-shirts  
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Community Learning House  

  

 

Community events  

       

 

Official Facebook page of the Riverside community  
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www.chanthaboon.net  

   

 

 

 

Banluangratchamaitri Historic Inn Facebook page (the house of Luang Ratchamaitri 

Historic Inn)  
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The Cathedral of the Immaculate Conception in Chanthaburi Facebook page  

 

 

The Riverside community posts via YouTube 

  

   

 

 

 

 

 

 

 



310 
 

Cable TV Chanthaburi (CTV) 

 

 

About Chan magazine  
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Appendix B: Community-based Media Questionnaire for the Riverside 

Community Members, Chanthaburi 

 

 

Community-based Media Questionnaire  

for the Riverside community members, Chanthaburi 

.......................................................................................................................................... 

 

 

Questions 

 

 

Responses 

 

1. Gender 

 

o Male    

o Female 

 

 

2. Age 

 

 

o 18-25    

o 26-35    

o 36-50 

o Over 50 

 

 

3. Religious 

groups 

 

 

 

 

 

o Christianity   

o Buddhism   

o Other  ......................... 

 

 

4. How long 

have you lived 

in the 

community? 

 

o Less than 2 years 

o 2-5 years 

o 6-20 years 

o More than 20 years 

o All my life 

 

 

5. What 

channels do 

you use to 

receive 

community 

information? 

 

o Community learning center 

o Riverside’s Voices newsletters 

o Website www.chanthaboonriver.com  
o Facebook pages 

o Youtube (uploaded videos produced by local people) 

o Youtube (uploaded videos produced by mainstream media) 

http://www.chanthaboonriver.com/
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(You can 

choose more 

than one 

answer). 

 

o Thai radio FM 90.25 MHZ 

o Wire broadcasting from the municipality 

o Local Television (CTV) 

o Local magazine (AboutChan magazine) 

o Neighbours 

o Other…………………………………………………………

… 

 

 

6. What kind 

of information 

do you get 

through the 

media 

channels? 

(You can 

choose more 

than one 

answer). 

 

 

o Community history 

o Community street market events 

o Local community issues 

o Tourism information 

o Religious events 

o Local/Provincial political information (eg. election time, 

political activities) 

o National political information 

o Other……………………………............................................

.... 

 

 

7. What 

information 

would you like 

to see more of 

your 

community-

produced 

media? 

 

 

 

 

8. Do you have 

internet access 

in your house? 

 

 

o Yes 

o No 

  

If yes, what 

do you use 

the internet 

for? (You 

can choose 

more than 

one answer). 

 

 

o Work-related matters 

o Entertainment 

o Social connection 

o School/ Educational purposes 

o Online shopping 

o News 

o Other………………………………. 

 



313 
 

 

Specifically, 

which of the 

following do 

you use 

regularly? 

 

 

 

o Social media 

o E-mail 

o Local, national, internation news 

sites 

o Music, films, games downloaded 

sites 

o Online games 

o Entertainment news or gossip sites 

o Helplines (receive information about 

local disaster eg. fire and floods) 

o Other.................................................. 

  

What device 

do you use 

for internet 

access? 

 

 

o Table PC 

o Netbook 

o Laptop 

o Smartphone 

 

 

9. Do you have 

internet access 

on your cell 

phone?      

 

 

o Yes 

o No 

o Do not know 

 

 

10. Which of 

the following 

communicatio

n applications 

you use? 

 

 

o Facebook 

o Twitter 

o Skype 

o Social camera 

o Instagram 

o Blog 

o Other....................... 

o None of the above 

 

 

11. Have you 

ever 

participated 

online 

concerning 

community 

matters? 

 

 

o Yes 

o No 

             

  

If yes, 

what sort 

of activity? 

 

 

o Create blog 

o Upload video 

o Respond to blog and video 

o Respond to chat room 

o Participate in community social media site 
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o Other (please 

indicate).............................................................

... 

 

 

12. What sort 

of community 

matters do 

you usually 

discuss 

online? 

 

 

 

 

13. How often 

do you use 

community-

related media 

each week? 

 

 

o Often-everyday 

o A few times a week 

o Only once a week 

o Less than once a week 
 
 

 

14. If you 

regularly use 

community-

based media, 

why do you do 

so? 

 

 

 

 

15. Do the 

community-

based media 

make you feel 

more involved 

in the 

community?  

 

 

    Much more involved    5 4 3 2 1

 0 No, not really  

 

Why/Why 

not?   …………………………………………….. 

 

16. What role 

do you think 

community-

based media 

plays in this 

community? 

 

 
 

 

17. What 

advice you can 

offer on ways 

of improving 

communicatio

n among 
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community 

members? 

 

 

 

18. Do you 

think there 

could be 

better 

communicatio

n channels or 

outlets in the 

community? 

What would 

they be? 

 

 
 

 

19. Is there 

anything else 

you would like 

to say about 

media in the 

community? 

 

 

 

  

-End of the questions- 

**********************************************************************

*********************** 
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Appendix C: The Constitution of 1997 

 

The Constitution of 1997 

The followings are excerpted from the Constitution of 1997, translated by the Office of 

the Council of State. The Thai version is published in the Royal Gazette, Volume 114, 

Part 55a, dated 11th October B.E. 2540(1997). 

 

Section 39. A person shall enjoy the liberty to express his or her opinion, make 

speeches, write, print, publicise, and make expression by other means. 

The restriction on liberty under paragraph one shall not be imposed except by 

virtue of the provisions of the law specifically enacted for the purpose of maintaining 

the security of the State, safeguarding the rights, liberties, dignity, reputation, family or 

privacy rights of the other person, maintaining public order or good morals or 

preventing the deterioration of the mind or health of the public. 

The closure of a pressing house or a radio or television station in deprivation of 

the liberty under this section shall not be made. 

The censorship by a competent official of news or articles before their 

publication in a newspaper, printed matter or radio or television broadcasting shall not 

be made except during the time when the country is in a state of war or armed conflict; 

provided that it must be made by virtue of the law enacted under the provisions of 

paragraph two. 

The owner of a newspaper or other mass media business shall be a Thai national 

as provided by law. 

No grant of money or other properties shall be made by the State as subsidies to 

private newspapers or other mass media. 

 

Section 40. Transmission frequencies for radio or television broadcasting and 

radio telecommunication are national communication resources for public interest. 

There shall be an independent regulatory body having the duty to distribute the 

frequencies under paragraph one and supervise radio or television broadcasting and 

telecommunication businesses as provided by law. 

In carrying out the act under paragraph two, regard shall be had to utmost public 

benefit at national and local levels in education, culture, State security, and other public 

interests including fair and free competition. 

 

Section 41. Officials or employees in a private sector undertaking newspaper or 

radio or television broadcasting businesses shall enjoy their liberties to prevent news 

and express their opinions under the constitutional restrictions without the mandate of 

any State agency, State enterprise or the owner of such businesses; provided that it is 

not contrary to their professional ethics. 

Government officials, officials or employees of a State agency or State 

enterprise engaging in the radio or television broadcasting business enjoy the same 

liberties as those enjoyed by officials or employees under paragraph one. 
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Appendix D: Consent Forms 

 

 

Information Sheet 

Project title: The role of community-based media in strengthening, preserving and 

promoting identity and culture: a case study in eastern Thailand 

 

Student Researcher:  

Pisapat Youkongpun: pisapat.youkongpun@griffithuni.edu.au 

Griffith University 

Nathan QLD 4111 

Mobile: 0402 524 029 

Principal Supervisor: 

Assoc Prof Susan Forde: s.forde@griffith.edu.au  

Centre for Cultural research 

Griffith University 

Nathan QLD 4111 

Telephone: 07 3735 7229/Mobile: 0438 513 249 

Co-principal Supervisor: 

Assoc Prof Halim Rane: h.rane@griffith.edu.au 

Deputy Head of School (Learning and Teaching) 

School of Humanities 

Griffith University 

Nathan QLD 4111 

Telephone: 07 373 55160 

 

 

mailto:pisapat.youkongpun@griffithuni.edu.au
mailto:s.forde@griffith.edu.au
mailto:h.rane@griffith.edu.au
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Background 

If you are reading this, then you are one of a number of people who have been invited 
to participate in a research project about the topic listed above. This research forms a 
component of the student researcher’s PhD program at Griffith University. This project 
sets out to explore the role of alternative or local media you use to communicate with 
your friends, family and others within Riverside community, Chanthaburi, Thailand. As 
either an expert in the area or someone who has experience working with the Riverside 
community, you have been invited to share your experiences on this topic. This 
information you provide will assist other minority groups, the media industry, and 
researchers to better understand the role of various alternative forms of media in 
Thailand and how community members use them. 

 

What participation in this study involves 

If you decide to participate in this study, you will be asked to take part in a short 

interview of between 30-45 minutes. The questions are designed to encourage you to 

speak freely about your experiences in using alternative media in the community.  At 

any time during the interview, you will be able to raise issues you think are important. 

Your comments will be recorded so that a transcript can be made at a later time to 

enable me as the researcher to analyse your comments. 

 

Consent to participate 

Your participation in this research project is voluntary. You are under no obligation to 

participate if you do not wish to. If you do choose to take part, you may cease 

participation at any time without penalty or without providing an explanation. We hope 

that you will consider participation in this study because your comments and the 

information you provide will help in better understanding how Riverside community 

members use alternative media to strengthen, preserve and promote identity and 

culture. 

 

Risk 

Participation in this research involves no risk to you. All you are asked to do is to talk 

about how you use media and your views on this. 

 

Confidentiality 

If you wish to be identified, your name may feature in the final thesis and in any 
publications that result from this study. If you do not wish to be identified, the 
information collected by this project will be reported in general terms and will not use 
any words that might identify you in any way. All data will be kept confidential and in a 
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locked filing cabinet in the School of Humanities at Griffith University for five years 
before being destroyed. As a participant, you will be provided with a copy of the final 
project report. You may contact any of the Chief Investigators Assoc Prof Halim Rane: 
H.Rane@griffith.edu.au telephone: 07 373 55160 or Assoc Prof Susan Forde: 
s.forde@griffith.edu.au telephone 07 3735 7229/Mobile: 0438 513 249 at any time if 
you have any concerns regarding the research. You may also contact the student 
researcher Pisapat Youkongpun: pisapat.youkongpun@griffithuni.edu.au mobile 0402 
524 029.  If you wish to contact an independent person, you may contact the Manager, 
Research Ethics, Office for Research, Bray Centre, Griffith University, Nathan, QLD 4111, 
telephone 07-3875 5585 or email research-ethics@griffith.edu.au. 

 

Concerns or complaints 

If you wish to contact an independent person for concerns or complaints about the 
ethical conduct of the research, you may contact the Manager, Research Ethics, Office 
for Research, Bray Centre, Griffith University, Nathan, QLD 4111, telephone 07-3735 
5585 or email research-ethics@griffith.edu.au 

  

 

Griffith University asks you for your consent and participation in this research. 

 

mailto:H.Rane@griffith.edu.au
mailto:s.forde@griffith.edu.au
mailto:pisapat.youkongpun@griffithuni.edu.au
mailto:research-ethics@griffith.edu.au
mailto:research-ethics@griffith.edu.au
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CONSENT FORM (Interviews) 

 

The role of community-based media in strengthening, preserving and promoting identity 

and culture: a case study in eastern Thailand 

I have read or have heard someone read the Information Sheet to me and I understand 

that: 

 This research forms part of a Doctor of Philosophy (PhD) program at Griffith 
University. 

 This research will involve a 30-45 minute interview with me for use as follows 
(Indicate the appropriate response): 

1. As background information only with identifying details omitted… 
OR 

2. For use in the research thesis where my name will be used. 

 I am being asked to take part in an interview to share my stories or my views as an 
expert on this topic  

 My participation is voluntary and I may discontinue my participation at any time 
without penalty or explanation 

 A copy of the final thesis and/or an executive summary will be provided to me on 
request 

 

I have read the information on the consent form or someone has read it to me. I agree 

to take part in this research project and give my consent freely. I understand that the 

study will be carried out as described in the information statement, a copy of which I 

have kept. I understand that whether or not I decide to participate is my decision. I 

understand that I can withdraw from the study at any time and that I do not have to give 

any reasons for doing this. All questions I have asked about this research have been 

answered to my satisfaction. 

_______________________  ______________________  _____ 

Participant Name    Signature    Date 

_______________________  ______________________  _____ 

Researcher Name    Signature   Date 
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PART A: agreement to be identified 

 

I have read, or have had read to me, the Information Sheet and I give permission to be identified in the 

final report and in related publications.  

 

 

 

 

_______________________  ______________________  _____ 

Participant     Signature     Date 
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Appendix E: Ethical Clearance Certificate 

 

HUMAN RESEARCH ETHICS COMMITTEE 

ETHICAL CLEARANCE CERTIFICATE 

This certificate generated on 21-01-2014. 

This certificate confirms that protocol 'NR: The role of community-based media in 

strengthening, preserving, and promoting identity and culture: a case study in eastern 

Thailand' (GU Protocol Number HUM/23/13/HREC) has ethical clearance from the 

Griffith University Human Research Ethics Commitee (HREC) and has been issued 

with authorisation to be commenced. 

The ethical clearance for this protocol runs from 20-05-2013 to 01-03-2016. 

The named members of the research team for this protocol are: 

AProf Susan Forde 

Aprof Halim Rane 

Miss Pisapat Youkongpun 

The research team has been sent correspondence that lists the standard conditions of 

ethical clearance that apply to Griffith University protocols. 

The HREC is established in accordance with the National Statement on Ethical 

Conduct on Research Involving Humans. The operation of this Committee is outlined 

in the HREC Standard Operating Procedure, which is available 

fromwww.gu.edu.au/or/ethics. 

Please do not hesitate to contact me if you have any further queries about this matter. 

  

  

  

Rick Williams 

Manager, Research Ethics 

Office for Research 

Bray Centre, N54 Room 0.15 Nathan Campus 

Griffith University 

Phone: 07 3735 4375 

Facsimile: 07 373 57994 

Email: rick.williams@griffith.edu.au 

 

 

 

 

http://www.gu.edu.au/or/ethics
mailto:rick.williams@griffith.edu.au

