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This research aims to study the processes of capital accumulation, capital 

transformation and capital extension of Thai marathon running celebrities and to 

study communication strategies for the image-making of Thai marathon running 

celebrities. The study separates into three parts: personal background, their duration in 

the entertainment field, and their duration in the marathon field. According to the 

study objectives, the sample population is selected by the purposive sampling method 

using the selection criteria. The individuals who are mentioned in this study had to 

meet the following criteria: 1) must be a celebrity in Thai entertainment field 2) has 

previously run a 42.195 km marathon and obtains an official record 3) has to present 

himself/herself through the media and portrayed as a Thai marathon running celebrity 

by the media, and 4) is sponsored by a product or an event related to exercising. The 

selected sample population are Nat Sakdatorn, Artiwara Kongmalai, and Yossawadee 

Hassadiwijit. This qualitative research uses in-depth interviews, observations, and 

analyzing related documents in traditional media and social media to collect data. 

The research revealed that most of the celebrities who entered the 

entertainment field are those who have capital, especially cultural capital in terms of 

skill and ability in singing, acting, which is financed by economic capital or family 

support. Cultural capital increases their opportunity to enter the entertainment 

industry. Moreover, the research also revealed that the celebrity's beginning in the 

entertainment industry was a contest (music contest, singer, model), and while in the 

field of entertainment, they have expanded the opportunities to other careers in the 

industry as well. In addition to accumulating and transforming capital into work in the 

 



 iv 

entertainment industry, the celebrity should be presented by the media. The media 

plays a role in celebrities' status conferrals and later accumulate as symbolic capital. 

It was found that the marathon running celebrities had images being presented 

through the media in the sports field. This is to extend the symbolic capital and field 

to the sports. However, before entering the marathon field a celebrity does not need a 

sports capital because a marathon requires a training process that enables anyone to 

run a marathon. The difference between a person with and without a sports capital is 

physical and mental strength, which is an essential foundation. Marathon helps 

celebrities to become sports celebrities and work in the field of sports concurrently. 

The communication strategy is what helps a marathon celebrity to have a 

clearer image, as well as to expand the symbolic capital of fame to increase both in 

entertainment and a new field for the celebrity, that is, sports. Their reputations stem 

from communication strategies through the media, and self-presentation through 

personal online media. This is what makes marathon running celebrities distinctive 

from other marathon runners. 
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INTRODUCTION 

1.1 Background and Significance of the Research Problem 

Before the Graphic Revolution, according to Boorstin (1987), famous men 

needed to be heroes or Big Men first and foremost, prior to being famous. The Great 

Men were categorized into 3 sources: those who were born with greatness, who 

achieved greatness, and who were thrust into situations for greatness. After that, the 

great stories would be renowned and retold long before they became famous. Since 

the 1900s, the Graphic Revolution has changed the process of creating fame. 

Television, movies, radio, print media, and advertising could reach the public in a 

wide range, therefore creating fame now became easy, and can occur every day 

almost instantaneously. The nature of “well-knownness” is someone being known 

positively-being admired-and thus gaining popularity; herein it does not include those 

whose stories are presented negatively to the public. Although they are well-known, it 

does not necessarily mean they are celebrities; they are, on the contrary, considered to 

be associated with notoriety.  

Although the meaning of the words; hero and celebrity are almost identical in 

terms of being well-known, in the end, Boorstin (1987) wrote, “We can make a 

celebrity; but we can never make a hero. All heroes are self-made.” Likely, this is 

what distinguishes the meaning of hero and celebrity. According to the Oxford 

Dictionaries, "Celebrity" means “A famous person, especially in entertainment or 

sport.” It is especially in the field of entertainment or sports (Oxford University Press, 

2020) that an individual can become a celebrity, and this is their common ground - to 

create fame. The differences are in characteristics, abilities, and knowledge required 

in the fields. As such, any celebrity must have an accumulation of field-related 

capital, and along with being presented through the media, celebrity can be brought 

about. 
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The researcher has observed that celebrities can become opinion leaders, and 

can influence people in society. Being a celebrity can also mean being an opinion 

leader and being able to direct society. In addition, the research on Artist Imitation 

Behavior through Social Media of Youth in Bangkok also concluded that famous 

music artists can influence thoughts and beliefs that result in changes in attitude or 

character, and certain behaviors (Kwanchanok Tanasuwan, Sayamon Insaard, & 

Saranya Chuathong, 2019) in line with the survey of the Siam Technology Internet 

Research Center which found that Thai adolescents are mostly imitating celebrities. 

The behavior of celebrities in the entertainment industry therefore can direct thoughts 

in the society and general public. According to a survey of entertainment news 

presentations, there are a number of incidents of celebrity misbehavior in the 

entertainment industry and news containing scandalous stories. When a story is 

presented in the media, it perhaps becomes well-known.  However, if the 

phenomenon of news generation is viewed as merely in response to creating artificial 

- or pseudo-events - it occurs only for short moments, and does not create immortal 

fame. This fame is short-lived. (Boorstin, 1987) A movie star is a celebrity who has a 

career in entertainment such as an actor, a singer, a model, a model, a presenter for 

commercials, etc. The work they do influences their audience directly by entertaining 

them. This is consistent with the concept of Wright, who presented that the Mass 

media roles are the entertainment function (Wright, as cited in Kanjana Kaewthep, 

2000). Analyzed from the perspective of the Political Economy of Media, the star is 

also a product in the entertainment industry.  

The Marxist political economy of the media also views that the entertainment 

industry creates work for profitability. Part of the content is determined by the market 

system. One part is the audience; the other is determined by the capitalists’ interests, 

so anything unprofitable will be cut from the entertainment industry system. As a 

result, celebrities who work in the entertainment industry have to compete in its 

system (Kanjana Kaewthep, 2000) with a pressing temporal concern since the length 

of time to work in the industry is limited. According to an interview with Mr. Voranai 

Wanichaka, the executive editor of GQ, Thailand, a celebrity who enters the industry 

as a teenager and approaches the age of 30, the celebrity enters a period of decline. In 

this industry, 30 years of age is considered old, and the work life span can be as little 
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as 10-15 years. The first few years are spent climbing career ladders; the last few 

years are to hold on, and not fall. Therefore, there are only 7-10 prime years. After the 

age of 30 to 40, only a few can remain in their stardoms. Moreover, there are more 

people who wish to enter the entertainment industry than available jobs. It results in 

high competition and thus people must find their own strengths in order to stay in the 

business. 

In addition to talent, being presented in the mass media and being well known 

is an essential element of a career in the entertainment business. Nonetheless, fame is 

an uncertain thing, with nothing guaranteed. The amount of work is more or less 

depending on the ability and responsibility as well. One must love, be honest, and be 

dedicated to working because the work you do affects the production team ("There are 

no guarantees for success for the actor career," 2015). Thus, if the movie star 

maintains the quality of his work, continually improves, and behaves in ways that do 

not produce damaging news about himself, he will become famous, well-loved by the 

audience, and thus can continue to work in the entertainment industry. (Najit 

Deepanwong, 1996) 

The researcher observes from a news collection that many movie stars, after 

becoming famous, or feeling saturated in their career, often shift their capital to other 

fields, such as: pursuing a graduate degree, working in other fields, or starting a 

business. Starting a business is a viable alternative to expanding their existing careers 

due to the benefits of fame and the symbolic capital which they already have in the 

entertainment industry. A good foundation for business is to be well-known; 

Duanghathai Teerasawat (2016) the symbolic capital of a celebrity is expanded to 

different cultural capitals, whether in business or in knowledge fields, and is then 

converted back into economic capital as income from such works. (Bourdieu, n.d., as 

cited in Kanjana Kaewthep & Somsuk Hinviman, 2008) 

In addition to a business, which is an expansion of economic capital through 

investing in one’s own business, it can be a further type of capital extension for 

celebrities into other fields. It is by using their own physical body capital in 

expanding fields, such as exercise or running a marathon. One of the reasons why 

people in the entertainment industry are interested in running a marathon partly comes 
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from the need to use the body to work in the entertainment industry, related to 

appearance.  

In his interview, singer and actor Mr. Nat Sakdathorn, who also enjoys 

exercising and running marathons, said, “Running a marathon does not only benefit 

our physical health, but it is also challenging; I push my limits to finish different 

races, and do something with a clear goal.” (Nineentertain, 2016) Celebrities in the 

entertainment industry are interested in the marathon, practicing running, and 

presenting self-image as marathon runners. It is an expansion of a sub-field of the 

entertainment industry, and it integrates with the sports industry, creating the "sport-

tainment".  

Marathon is a sport. In Thailand, studies from the past showed that it was not 

as popular as other sports in both the players' and the audience's perspective (Viroj 

Suttisima, 2014) As for the players' view, the researcher has observed the use of the 

word “player” in Thai. In Thai culture, playing is an activity that focuses on fun, 

unlike sports exercise that requires serious training and aims for competitive results. 

This is in line with Viroj Suttisima (2014) studies on the Communication and 

Discourses of Running in Thai Society. The research explained how the Thai players 

viewed running a Marathon.  Seen as a basic exercise, running is never referred to as a 

competitive sport. Therefore, there was less interest in the marathon in Thailand 

compared to other countries. 

In the audience's view, Dentsu Media Thailand (Co., Ltd.) ranked the five 

most popular sports on Thai television in the first half of 2016. They were volleyball, 

football, badminton, muay Thai, and boxing. ("Popular sports in the first half of the 

year," 2016) This is in line with Mr. Viroj Suttisima's research, commenting that not 

much is said about marathon athletes in Thailand, compared to other sports. In 

addition, there are very few no live broadcasts of marathons through the mainstream 

media. 

From both the player's and the audience's angle, running a marathon in 

Thailand may not be as popular as other sports. The researcher has found from data 

that the marathon was first featured in Thai films and involved in the entertainment 

industry in 2012 when the GTH company produced a romantic film called Seven 

Something. In its third episode titled 42.195 (released on July 26, 2012) there was a 
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story about running a marathon, through the performance of Nichkhun Horvejkul and 

Sukkhun Bulakul (Gthchannel, 2012). As a result of the film, the marathon was 

increasingly discussed in the media, especially entertainment news. Since the plot is 

about running a marathon, the two lead actors must practice and learn more about 

running before shooting, contributing to some level of attention towards the marathon, 

and it was the early stages of movie stars' entry into the marathon. 

The sentence used for the promotion of the film was, "If you want to run, then 

run only a kilometer but if you want to start a new life, then run a marathon.” It can be 

noted that the use of compelling publicity sentences, in combination with famous 

actors, has sparked a growing trend of the marathon. What continued from the movie 

was that the GTH company with the Thai Health Promotion Foundation organized, 

"Run to a New Life" activity on November 4, 2012, at the Royal Equestrian Ground; 

a running distance of 10 kilometers and 5 kilometers with GTH actors joining to 

promote exercise for the Thai people. There were also many famous actors and music 

artists joining the event. It was the first time, for some celebrities, to run for a long 

distance of 10.5 kilometers, such as Artiwara Kongmalai (known as Toon Bodyslam), 

Navin Yaowaphonkul, Chalermpol Thikampon Teerawong (known as Jack Fanchan), 

Yuttana Boonom who also participated in short races. This is the beginning of the 

marathon in the entertainment industry, or so called "Sport-tainment", as mentioned 

above. 

From the above-mentioned, the popularity of the marathon during the year 

2012 was due to the trend of the movie Seven Something. It can also be subsequently 

seen that opinion leaders persuaded friends, family, or acquaintances to start running, 

both as a leisure activity and for better health. Mr. Noppon Panya, a sports scientist 

and an artist's trainer at Grammy Public Company Limited, gave his reason in an 

interview why he was interested in running a marathon in the same direction that it 

started after watching the movie. After that, he began to invite music artists and 

acquaintances to run and practice until ready. (Noppon Panya, personal 

communication, November 18, 2016) In addition to the celebrities who had shown 

their interests in running from short runs to marathons, Mr. Panya presented his own 

marathon stories through both personal social media and to the mass media space. 
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This is considered an influence that has resulted in the increasing popularity of this 

sport in Thai society and also inspired the general public to be interested in running. 

Celebrities who have been featured in different media can become thought 

leaders, as they are in movies, to increase the popularity of marathons. Having 

appeared in the media regularly, famous people who run are now recognized as 

celebrity runners. This study will thus call famous people in the entertainment 

industry who run marathons, "marathon celebrities." By observations of online news 

media, it is found that one keyword search, "Marathon Celebrities'', reveals a list of 

the people in the entertainment industry that appear repeatedly namely: Artiwara 

Kongmalai, Yosawadee Hussadeewichit, Navin Yaowaponkul, Nat Sakdathorn, 

Ratchawin Wongwiriya, Priya Suan Dok Mai, etc. (Nineentertain, 2016) They all 

were originally in the entertainment field, and improved running over the time until 

being recognized as “Marathon Celebrities.” This is in line with the data on the 

reasons why running has become a popular sport, which having influencers was the 

primary for people to be interested in marathon, and the list of thought leader groups 

are celebrities in the entertainment industry (Mangozero, n.d.) 

 

 

Figure 1.1  Collection of Marathon Celebrities: From What You Love to Feel-Good 

Stories 

 

Celebrities can be opinion leaders in running a marathon even though they are 

not professional marathoners. It is possible because they have distinctive capital 

within themselves according to Pierre Bourdieu, who has written about expanding, the 

“capital” Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk Hinviman, 2008) 
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as it is the source of wider exploitation. As a cradle of widespread exploitation, Pierre 

Bourdieu has expanded economic capital to include religious/cultural capital by 

defining the term "capital" as anything will have a state to become capital when it has 

functioned as a "social relation of power".  

Pierre Bourdieu has also suggested that both economic capital and other 

capital can be scaled back and forth with each other. Being a movie star in the 

entertainment field comes from converting the cultural capital in the embodied form 

of Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk Hinviman, 2008), both in 

the knowledge of, and the skills in, acting, singing, modeling and music, into work in 

various forms. Moreover, there is a capital transformation of the physical body into 

various forms of work as well, such as singers, actors, models, product presenters. 

Each job would require different types of bodies to suit the style of the job; for 

example, a model must be fit and suitable for a product, or an actor must be shaped 

according to the role that he has received, etc. There is also symbolic capital that 

celebrities have gained from fame by being presented through the known media. As a 

result, it more easily facilitates expansion into new areas than the general public, until 

becoming a "marathon celebrity", or a hero of this sport in Thai society, and it 

increases the public's interest and behavior in this sport. 

Based on the information above, the symbolic capital relies on the factors 

being presented through the media added up for the "marathon celebrities" symbolic 

capitals as well, as in the Batman & Spiderman Midnight Run Bangkok event held on 

April 1, 2016. The organizer has purchased the rights to the characters of the cartoon 

superhero, Batman and Superman as a highlight of the event. In addition, Artiwara 

Kongmalai and Nawin Yaowapolkul were chosen to be the presenters, representing 

both superhero characters. (Starupdate, 2016) 
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Figure 1.2  Artiwara Kongmalai and Nawin Yaowapolkul, The Batman & Spiderman 

Midnight Run Event 

Source: Starupdate (2016). 

 

It can be seen that the organizers have tried to communicate and 

metaphorically compare the "marathon celebrities" to the heroes as well as 

representatives of the event. Artiwara Kongmalai and Nawin Yaowaponkul are the 

two iconic "marathon celebrities", and with apparent marathons images, they were 

able to attract attention and be a great image of the event. They have clearly moved 

toward the fame of the marathon, in line with Boorstin (1987) who said that being a 

celebrity requires different media formats to present a more recognizable image. 

It can be seen, from the above idea, that for an individual to gain tremendous 

attention and popularity to the point of becoming a celebrity in the entertainment 

industry, there is more than just one factor involved. It is more than one's ability in 

acting, singing, or attractive appearance; but he must be presented through various 

media whether in print, radio, television, film, or advertising, which results in 

popularity and well-knownness. This is in combination with projecting the image of 

decency, uniqueness, authenticity, confidence in the essence of self, maintaining a 

level of consistency, a good example for society, avoiding being the bad news 

themselves, and demonstrating social responsibility. (Rushlawee Munpraprut & 

Tanyatorn Panyasopon, 2019) Talents in acting, singing, modeling, presenting 

products to the point of success and being widely recognized become a cultural 



 9 

capital and symbolic capital. Then, when a celebrity may want to extend his career in 

the entertainment business, running a marathon is an option; therefore, he may 

become a "marathon celebrity". 

Being a "marathon celebrity" is to expand the field from entertainment to the 

marathon, and a movie star is still a movie star. This makes it possible for them to 

expand sub-field within the entertainment field and to become "marathon celebrities"; 

despite running marathons seriously, they continue working in the entertainment 

industry. 

The success of the entertainment industry is part of the capital that gives fame 

to celebrities to be more well-known than normal people; though to be considered as a 

hero in a marathon requires real running ability, which no one can afford to make it. A 

marathon is a sport that begins with motivations that include psychological, social, 

physical, and success motivation. (Masters et al., 1993, as cited in Zach, Xia, Zeev, 

Arnon, Choresh, & Tenenbaum, 2017) Moreover, one must also practice by oneself 

and must have a positive attitude towards running a marathon. The mind is crucial 

because running marathons takes patience and courage to exceed one's own abilities 

and reach a goal for each marathon race. (Lalita Bongkotpannarai, 2017) This aligns 

with what many “marathon celebrities” have said through the media, that running a 

marathon is about overcoming one’s own self and desire to improve even further and 

to dedicate to training. The results of the marathon reflect the dedication of the 

"marathon celebrity". Moreover, running a marathon calls for the building of body 

capital for the strength needed. This resulting body capital is what makes the 

"marathon celebrity" distinctive in the entertainment industry, and is a rebranding of 

self-image as a product that stands out from other products or celebrities. This enables 

them to expand their cultural capital to work in other areas of entertainment such as a 

model for health magazines, a presenter for sports products, including being a 

presenter for marathon events such as Nat Sakdathorn, who was selected as the brand 

ambassador of Asics sports brand. "Marathon celebrities" are chosen to represent 

products in the sports industry, consistent with political economy theory; that is, there 

is an investment, competition, and profit. (Kanjana Kaewthep & Tikamporn 

Eiamrerai, 2011) 
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Figure 1.3  Nat Sakdathorn, The Brand Ambassador for Asics Sports Brand 

 

In addition to giving strength to the mind and body, marathons can also 

change a celebrity's life as well, such as the case of Yosawadee Hussadeewichit who 

has been interviewed about the marathon. She said that “Running a marathon has 

changed way of thinking and lifestyle: getting up early, practicing, and being 

disciplined. I had stopped working as a catwalk model, and started dedicating myself 

to running a marathon. At that time I felt tired to get up and work on runways, but 

when I got up to run, I felt refreshed. It makes me think that I will do what I can, do it 

well and not waste time. I think that I'd better choose what I want to do best, so I 

decided to be an athlete." ("Yo Yoswadee wins the Ironman Triathlon in Australia," 

2018) 

 

 

Figure 1.4  Celebrities Talk: How Running Changes Life 

Source: "Yo Yoswadee wins the Ironman Triathlon in Australia,” (2018). 
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From the example above, the marathon not only creates change at a personal 

level of the "marathon celebrity", but also in work, one inspires others through being 

marathon presenters, or even at the social level to help society, such as The "Kao Kon 

La Kao (Step by Step)” project in 2016, to raise funds to purchase medical devices for 

the Bang Saphan Hospital, Bang Saphan District, Prachuap Khiri Khan Province. The 

running distance was 400 kilometers, from the starting point at Suankularb Wittayalai 

School in Bangkok to the finish line at the Bangsaphan Hospital. The duration of the 

marathon was 10 days. The intention of Artiwara Kongmalai (Known as Toon, Body 

Slam) originally was to present the problem of a hospital that lacked medical 

equipment, using the marathon as a communication tool to spark interest from society, 

and inviting people to jointly donate money throughout the 10-day period as Artiwara 

Kongmalai and his team ran. Moreover, other celebrities in the entertainment industry 

were invited to join the marathon to promote giving, by using their physical bodies as 

the capital for the project. It aimed to raise the total of 40 million baht, 4 million baht 

per day for 10 days. However, at the end of the project, the response exceeded 

expectations as the total donation reached 70 million baht. In addition to the intention 

to communicate to the public to help with medical equipment, Artiwara Kongmalai 

also intended to promote exercise for good health to people as prevention and to 

reduce the risk of hospitalized illness.  

 

 

Figure 1.5  People Running in the “Kao Kon La Kao (Step by Step)” Project from 

Suankularb Wittayalai School in Bangkok to the Bangsaphan Hospital 
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The original intention of the Kao Kon La Kao (Step by Step) project was for 

Artiwara Kongmalai to run a long-distance with other celebrities in the entertainment 

industry. However, throughout the marathon, people in different fields also 

participated in the marathon, such as Chakrapan Pornsai and Suchon Sanguandee, two 

professional soccer players. 

In 2017, the Kao Kon La Kao (Step by Step) project from Betong to Mae Sai 

District, raised funds to purchase medical equipment for 11 hospitals nationwide, 

lasting 55 days, totaling 2,119 kilometers, receiving a donation of 1.148 billion baht. 

As a result, the "marathon celebrities'' Figures have been presented through various 

media channels. Apart from Artiwara Kongmalai, who started the project, himself was 

famous, it has sparked a number of celebrities in the entertainment industry to run, 

and run longer distances than before, namely, Aphaporn Nakhon Sawan, Pakorn 

Chatborirak, James Jirayu Tangsrisuk, Pakorn Lum, Pakin Kamwilaisak, Jintra 

Sukpat, Sukonwat Kanaros, Khemanit Chamikorn, Suriwipakultangwattana, Jarin 

Pornjoonkiat, Singers from the Star Singing contests, Season Five band, Jetset'er 

band, etc. The images of entertainment industry celebrities have made marathons 

much more well-known. ("Photographs of the artists and celebrities running with 

Toon Bodyslam," 2017) 
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Figure 1.6  Toon (Artiwara Kongmalai) Sets the Trend as People Join in His Run and 

Exercise More. Donations are at 280 Million Baht 

Source: "Photographs of the artists and celebrities running with Toon Bodyslam," 

(2017). 

 

As mentioned above, there are 3 main points from the researcher’s perspective 

which are: 

1) Movie stars are a form of entertainment product that requires 

capital equation and capital transformation to work in various ways. Their working 

period is short. If they want to be in the entertainment industry for a long time, they 

must improve themselves all the time. It is highly competitive because a lot of people 

are interested in working in the entertainment industry. Therefore, movie stars have to 

accumulate their capital somehow or combine what they do in the entertainment 

industry with other fields like running a marathon which is a central concern in this 

study. 

2) Marathon has not been a popular sport in Thailand nor has it been 

made known through its athletes. In addition, there are still very few studies on the 

issue of marathon running from the media’s perspective. In accordance with this, the 

research titled “Communication and Discourses of Running in Thai Society” by Viroj 

Suttisima (2014) mentions that marathons in Thailand have been less popular 
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compared to other sports in the past.  Moreover, the researcher found that marathon 

running has become widely known because of some entertainment celebrities. It has 

been presented through various types of media as well as by those celebrities’ own 

social media platforms. They have expanded themselves to be in the sports industry 

while their reputation in the entertainment industry remains. Beginning in 2012, their 

popularity continues to the present which corresponds to the increasing number of 

social events. Therefore, the question is how people in the entertainment industry 

portray marathons so that it receives more attention and becomes increasingly well-

known. 

3) Celebrities have expanded their fame from the entertainment 

industry into the marathon circle. It has become a small circle called “Sport-tainment” 

which leads to the rise of fame or capital in other areas. Being “Marathon Celebrities'' 

have been clearly accepted by being sport brand influencers such as Artiwara 

Kongmalai and Ratchawin Wongviriya are Nike influencers; Nat Sakdatorn and 

Pongsakorn Mettarikanon are Asics influencers; Yossavadee Hussadeewichit, 

Karnklao Duaysienklao, and Khemanit Jamikorn are Adidas influencers. These are 

brands for shoes or sports equipment that athletes use widely. However, they have 

chosen entertainment celebrities as their brand endorsement. The process of becoming 

a "Marathon Celebrity" has 2 parts: 1) building yourself up through training for a 

marathon, and 2) presenting the image of being a "Marathon Celebrity" through 

various forms of media. Not everyone is presented through the media. From the 

research titled “From Hero to Celebrity: Communication and the Image-making of 

Thai Football Stars” by Sukhum Wangpratam (2010), it can be concluded that media 

can choose to present who they want to support, and not all celebrities will appear in 

the news. Also, all celebrities have done marathons but not everyone is successful in 

the field of sports nor can they can rise through various forms of fame. Moreover, 

when the researcher reviewed the previous research, it was found that there was a 

certain number of studies about the expansion of fame.  Most of these studies are 

about fame from the sports industry to fame in other industries such as the 

entertainment industry or being a brand presenter. The research titled “Celebrity 

Construction and Expansion of International Tennis Sports Men and Women in Thai 

Mass Media” by Nuntna Surasewee (2008) is a study of the success of male and 
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female tennis players in expanding their fame from the sports industry to the 

entertainment industry. Another research titled “The Presentation of Somrak 

Kamsing’s Issue in Mass Media” by Varaporn Suepraditkul (1997) is a study of 

content and image presented through print media. However, there has not yet been a 

study about celebrities in the entertainment industry becoming role models or heroes 

in the sports industry. 

From reviewing research studies on celebrities, most of them are about 

marketing or being a product representative. For example, the research by Passornnun 

Anekthammakul (2011) studied the effects of using celebrities in multiple product 

advertising. The interesting result of the study that is related to the researcher is: using 

celebrities to attract people and make them interested in the thing that celebrities do or 

the product that is being presented. Likewise, the research “Heroes in Sport: 

Assessing Celebrity Endorser Effectiveness” by Shuart (2007) studied celebrities and 

sports heroes which influence consumers’ attraction in choosing the product. The 

research is about the overall Figure, but it did not mention people who are famous in 

marathon running. On the other hand, research on marathon running is normally about 

the satisfaction in various running events. For instance, the research by Asawin 

Panterdthai (2016) studies factors that influence the satisfaction of participants in 

marathon events by analyzing the largest marathon event in Thailand, the Bangkok 

Marathon. The result shows that most runners are satisfied with the safety and running 

routes. 

4) In the past, a marathon was for competition or exercise, but its 

purpose and meaning have been changed. It is being used as a tool or channel to 

communicate and convey the need to present certain issues. Nowadays, a marathon is 

a communication tool for both at the individual level and the society level which there 

is a need to use a marathon as a part of various social activities. Therefore, a marathon 

is used for exercising as well as being converted to be a tool for the public good. 

Based on the three points summarized above, the researcher is interested in 

finding out the answer to the question of how celebrities in the entertainment industry 

become role models or heroes in sports and still be able to maintain the status of being 

a celebrity in the entertainment industry. 
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In the past, being a celebrity had to go through a process of one thing or 

another. Boorstin (1987) listed out the qualities of being a celebrity: great lineage, 

doing great deeds, or being driven to greatness. It could be said that a marathon is 

another sport that can make a person become special. It is a sport that may become 

like doing great deeds. The first point is that a marathon is an exercise that requires 

more strength than normal for people in general. According to medical science, 

regular exercising should take no more than 60 minutes, but a marathon takes more 

than 2 hours to run continuously. Therefore, people who do marathons have to go 

through training and practice, and if they go by without training, their bodies will be 

weakened. It is not a sport that can be done without training. Otherwise, there will be 

conditions that can be dangerous to the body such as having a “hitting the wall” 

condition. Runners are exhausted or unable to take any steps. They would feel their 

body is heavy and they are unable to continue the run. (Bunlue Ratanajaratrote, 1995) 

Another example is from the quote in the movie, Seven Something, which said; “If 

you want to run, then run only a kilometer but if you want to start a new life, then run 

a marathon.” Running a marathon has been a communication tool for many other 

social benefits through marathon events as mentioned previously. 

Therefore, running a marathon is especially crucial. Its purpose has been 

changed from the past. In addition, the fact that celebrities in the entertainment 

industry get involved in making the running increasingly known because they have 

more social capital than other people, so creating "Marathon Celebrities" in the 

society. Each of them has their own improvement, training, and becoming acceptable 

in different sports circles. The changing social conditions and the increasing role of 

media make a person or someone who is already a celebrity become well-known even 

more. Hence, it could be said that media plays an important role as well. (Boorstin, 

1987) Presentation through media comes with creating an identity of the celebrities in 

the entertainment industry as well. Sometimes these two things are inseparable: What 

exactly makes "Marathon Celebrities”? Did "Marathon Celebrities” create their own 

identity? Or is it because of the media's presentation and how they present it? 
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1.2 Researchable Problems 

1) How are the capital raising process, capital transformation, and capital 

extension for the Thai marathon running celebrities? 

2) What is the communication strategy for creating the image of Thai 

marathon running celebrities? 

 

1.3 Research Objectives 

1) To study the capital raising process, capital transformation, and capital 

extension for the Thai marathon running celebrities. 

2) To study the communication strategy for creating the image of Thai 

marathon running celebrities. 

 

1.4 Definition of Terms 

1) Running: Stepping rapidly faster than walking or it is running for 

exercising of general distance. 

2) Marathon: Running of 26 miles, 385 yards or more. 

3) Celebrity: A person who is widely known to the public by having a career 

in entertainment such as an actor, a singer, a musician, a news anchor, a host, or 

having more than one occupation, for example, someone who is both a singer and an 

actress, or someone who is an actor and a host. Someone who has been presented 

through the press or various media about their professional abilities and other matters 

such as behaviors, personal life, works, and regardless of what they do for their career 

or how they are known, they must have run a marathon. 

4) Movie star: a person who works in the entertainment industry and is 

presented through the media to be known in society. 

5) Marathon celebrity: A famous person in the entertainment industry who 

has done a marathon is recorded for the standard race time, who has also been 

presented through the media to be known in the image of running a marathon and 

represent sports products.  
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6) Capital accumulation process: The process of accumulating economic 

capital, cultural capital, symbolic capital, social capital for expanding from being in 

the entertainment industry to being a marathon celebrity. 

7) Capital transformation: Importing accumulated capital and converting it to 

works in various forms of being a marathon celebrity, including economic capital, 

cultural capital, symbolic capital, social capital.  

8) Capital extension: Converting accumulated economic, cultural, symbolic, 

and/or social capital to expand the image of being a marathon celebrity. 

9) Communication strategy: Methods, processes, and communication that 

help build the image of Thai marathon running celebrities. In this research, it consists 

of a media strategy with mixed media use which is divided into 2 eras: The First 

Media Age (Broadcast Age) such as individuals, television, films, print media, and the 

Second Media Age (Interaction Age) such as Facebook, Instagram, Twitter, YouTube 

and the communication strategy (presentation of the message in normal conditions 

and for special events). 

10) Image of Thai marathon celebrity: That which shows the motivation for 

running a marathon. Communication strategy and encouraging the public to 

participate create the image of marathon celebrities in Thailand. 

11) Media: Channels to present and disseminate information of movie stars 

and artists to be known quickly and widely. In this research, it is divided into 2 eras: 

the First Media Age (Broadcasting Age) such as individuals, television, films, print 

media, and the Second Media Age (Interaction Age) such as Facebook, Instagram, 

Twitter, and YouTube.  

 

1.5 Research Scope 

This research aims to study the capital creation process of Thai marathon 

running celebrities in marathon running including the process of using media to create 

the image of the marathon celebrities. Furthermore, it aims to study the strategy used 

to portray the image of marathon celebrities through media. The samples were 

obtained by the purposive sampling method. The sample population has the 

qualifications based on the criteria, concepts and theories defined by the researcher, 
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however, data collecting methods, research methods, data analysis will be different 

according to the purpose.  

The researcher chooses to study from celebrities that are well-known in 

Thailand which are movie stars/artists in the entertainment industry who have done 

marathons continuously. These people started running after the release of the movie, 

Seven Something in 2012 until now in 2020. In addition, they must be empirically 

accepted according to the concept of building fame, that is, they must be a marathon 

celebrity who is represented through the media, be a sports-related product presenter 

to verify the wide acceptance in the field. 

The researcher chooses to study the samples with qualifications and 

outstanding success in terms of being a marathon celebrity. The researcher selects 3 

people: Nat Sakdatorn, Artiwara Kongmalai, and Yossavadee Hussadeewichit.  

The researcher is interested in studying marathon running in the aspect of how 

people in the entertainment industry are interested in participating. The researcher is 

also studying how marathon running is presented by media from the sport industry to 

the entertainment industry through marathon celebrities. Thus, the element that would 

lead the researcher to find the answers is a marathon celebrity who has the capital 

accumulation process for running, building the image through the visual content that 

is presented through their personal online media platforms as well as being presented 

through the media which consists of both the First Media Age (broadcasting age); 

television, print media, and Second Media Age (interaction age) is online media. 

Therefore, the researcher is studying to find the answers on how to present the image 

through the various forms of media to complement the capital accumulation until it 

creates the image of being a marathon celebrity. 

However, the three samples above are interesting. Their qualifications match 

with the theories that the researcher uses as a framework for selecting. They are 

successful in the entertainment industry and have been recognized in the sports 

industry by being a sports-related product presenter. They are well-known among 

general Thai people. In addition, they have motivations for marathon running whether 

to bring about change at both the individual and social levels. The details of each case 

are as follows. 
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Figure 1.7  Nat Sakdatorn 

Source: Nat Sakdatorn (n.d.). 

 

Nat Sakdatorn is a Thai singer/actor. He started his career in the entertainment 

industry by winning the 4th season of a reality talent show “True Visions' Academy 

Fantasia”. He currently does not have contract with any agencies. He started running a 

marathon at the event “Chombueng Marathon” in 2016. He was chosen to be a sports-

related product presenter for the brand Asics. His first motivation when he started 

running was just for exercising. Later, as he continues on for longer distance, his 

goals are self-conquest and being an inspiration for others. Recently, he still maintains 

his image of being an artist in the entertainment industry as well as being a marathon 

celebrity while joining running events continuously. According to his interview with 

the press, his goals for running marathons are strengthening his body, self-conquest, 

and being an inspiration for others.  

 

https://en.wikipedia.org/wiki/True_Visions
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Figure 1.8  Artiwara Kongmalai 

Source: Artiwara Kongmalai (n.d.) 

 

Artiwara Kongmalai or Toon Bodyslam, is an artist, singer, and songwriter. 

He started his music career in 1997. He is currently with the recording label Genie 

Record (GMM Grammy). He first started running in 2012 at the event “Run for New 

Life” on November 4, 2012 for 10 kilometers distance. Then he ran his first marathon 

at the “Bangkok Marathon” event in 2013. He has been joining marathons since then. 

He was chosen to be a sports-related product presenter for Nike and an energy drink. 

His goal for running has shifted from for exercising to social service purpose. In 2016, 

he organized the marathon project “Kao Kon La Kao (Step by Step) to raise funds for 

purchasing medical devices for the Bang Saphan hospital, Prachuap Khiri Khan 

Province. The running distance of that project was 400 kilometers. In 2017, he 

organized the project “Kao” again for 11 hospitals. His starting point was in Yala 

province, and his destination was in Chiang Rai province which was a distance of 

2,119 kilometers. His project “Kao” uses running as a tool to communicate to society 

about raising funds to purchase medical devices for those hospitals. It also encourages 

people to be aware of the importance of taking care of their own health by exercising 

so that it decreases chances of getting sick or having to go to the hospital. The media 

has been presenting his image as a marathon celebrity through entertainment news 

and sports news. Currently, he still maintains his image as an artist in the 

entertainment field and a marathon celebrity in the sports field. Moreover, he now has 
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the image of helping the society through running marathons as an empirical image 

presented by media. 

 

 

Figure 1.9  Yossavadee Hussadeewichit 

Source: Yoyossavadee Hussadeewichit (n.d.). 

 

Yossavadee Hussadeewichit is a Thai model/actress. She announced quitting 

modeling. She began her interest in running marathons in 2016. In addition, she 

joined various marathon events both in the country and abroad such as Chombueng 

Marathon, Buriram Marathon, Tokyo Marathon, and Berlin Marathon. Besides 

running, she is also interested in triathlons. She was chosen to be a sports-related 

product presenter for Adidas. Currently, her image as a celebrity in the entertainment 

field can still be seen by the presentation of media through entertainment news and 

she also has the image of a marathon celebrity in the sports field. 

In the preliminary study, the samples mentioned above are people who have 

done marathons and have been doing so continuously. They are also sports-related 

product presenters, and they are mentioned in the media. If we search the Internet and 

search for the word ‘marathon celebrity’, these 3 names will always appear on the list. 

Furthermore, all of them have been training themselves so that they are able to 

participate in national and international running events. They also use running as a 

tool to communicate for other purposes. 
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1.6 Expected Benefits 

 For Academics 

1) This research is built on Boorstin's concept in “From Hero to 

Celebrity” by studying well-known marathon celebrities in Thailand. It is about 

creating a celebrity by doing something that requires trainings (marathon running), 

doing great things and being recognized, being presented through media which leads 

to the expansion of their area from the entertainment field to the sport field. What 

elements would create a celebrity besides previously being a hero? This research is 

using marathon to study the area of people in the entertainment field who are 

expanding their capital into the field of sports. 

2) This study is a study of movie stars (Stardom) and the capital 

extension as well as the expansion of the entertainment field to capital creation and to 

the marathon field. This is an extension of Pierre Bourdieu's concept of fields. 

 

 For Professionals 

1) This research will be a guideline for creating an image for people in 

the entertainment industry to use when creating their own image of marathon celebrity 

and there could be the career expansion of 2 fields: entertainment and sports. 

2) It is an expansion and exchange of personnel from different 

professions to build a reputation in the sports arena. This will make the marathon 

well-known to the public through marathon celebrities. It encourages people to be 

more interested in running as an exercise. 

3) Marathon running that is presented through people in the 

entertainment industry makes the sport become known increasingly. It also leads to 

having public benefit activities that use marathons to communicate for both society 

and the nation in the future. 

 



 

 

LITERATURE REVIEW 

The researcher has reviewed relevant literature, selected the related concepts 

and theories to use as a guideline for this study, and created a conceptual framework 

for the research.  

According to the research objectives, the researcher has studied the capital 

accumulation process, capital transformation, and capital extension of Thai marathon 

running celebrities as well as the media strategies and message strategies to create the 

image of Thai marathon running celebrities. The researcher has reviewed and divided 

the related theories and the relevant literature into topics as follows:  

2.1 The concept of “capital” and “field” 

2.2 The concept of “celebrity” 

2.3 Personal Branding Concept 

2.4 The concept of running and the motivation for running 

2.5 The concept of media for public relations and roles, and responsibilities 

of the media and new media including the message presentation. 

The details are as follows. 

 

2.1 The Concepts of “Capital” and “Field”-Pierre Bourdieu  

 Capital………………………….. 

The concept of capital in mass communication has been around for a long 

time. Karl Marx, a pioneering theorist, has distinguished different types of capital 

from economic capital which relate to the social class. Marx viewed that capital in 

capitalism can be accumulated in quantity to add value to anything that can expand 

itself, which will then create differences between the capitalist and the working class. 

It can be said that there is power involved behind the scenes. A person with money is 

a person with power. Pierre Bourdieu has expanded and redefined the word “capital” 
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to include anything that functions as a "social relation of power". (Bourdieu, n.d., as 

cited in Kanjana Kaewthep & Somsuk Hinviman, 2008) In line with Bourdieu’s 

concept, the researcher observes that celebrities in the entertainment field use the 

capital they have and expand into the sports field by becoming marathon celebrities. 

This can be further detailed by expanding Marx's new capital definition as follows: 

1) Economic Capital This type of capital includes the income derived 

from work, assets, savings or wealth, and valuable items such as land, buildings, 

houses, jewelry, cars, stocks, etc. In this research, it refers to income or assets that 

come in the form of work in the entertainment field and the marathon field including 

the possession of economic capital in the form of sports equipment or marathon-

related equipment. 

2) Social Capital This type of capital is a social network that is a 

network in the entertainment field and the marathon field such as the media, runners, 

exchange of information, knowledge about running marathons, etc. Bourdieu views 

social capital as one of the resources that can benefit work or life. There is a saying “It 

doesn't matter what kind of work it is, what matters is whom it belongs to.” The social 

capital is found in various social groups such as peers, people from the same school, 

people from the same village, people of the same clan, artists of the same agency, and 

the same group of runners. 

3) Symbolic Capital This type of capital refers to status, fame, and 

recognition from others that give the person who owns the capital advantages or 

benefits. In this research, it means the reputation of the marathon celebrities who 

made themselves well-known in both the entertainment field and the sports field. 

They have a growing number of fans following them in both fields. 

4) Cultural Capital This type of capital can be divided into 3 sub-

forms: 

(1) Objectified Form: It is the cultural capital in the form of objects 

such as musical instruments, sports equipment, and marathon equipment, clothing, 

and shoes owned by individuals. 

(2) Institutionalized Form: It is the cultural capital in the form of 

institutions such as the quality and reputation of educational institutions, affiliated 

music labels, or sport-training institutes. 
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(3) Embodied Form: refers to the cultural competency of 

individuals. It is the ability, knowledge, and possession of graceful courtesy and 

posture. In this research, it refers to the accumulation of experiences of marathon 

celebrities and how they invest in their appearance in the entertainment field for their 

work such as modeling, singing, acting, and training for marathons until becoming a 

marathon celebrity. 

Thus, Pierre Bourdieu's concept of capital is a significant concept for this 

study. The researcher used the framework to study the capital accumulation, capital 

transformation, and capital extension of marathon celebrities. 

 

 Field………………………. 

According to Karl Marx, the structure of society is divided into the 

superstructure and the base. On the contrary, Pierre Bourdieu chose not to divide the 

structure into two parts like Karl Marx; instead, he uses the concept of “field.” Pierre 

Bourdieu defined “field” as a perimeter or social area in which people struggle and 

compete in pursuit of resources. It may also be extended, that is, a network of 

concrete relationships between different social positions, having its own content, 

principles, and structures. In addition, the social positions in fields determine the 

institutional habitus or those in that field such as the field of sports, the field of 

entertainment, the field of academics. (Bourdieu, n.d., as cited in Kanjana Kaewthep 

& Somsuk Hinviman, 2008) 

According to Pierre Bourdieu's “field,” although there is a tangible distinction 

between different social positions, each field is independent and yet interdependent in 

both conflicting and cooperative relationships. We can divide the level of the field 

into two levels:  the large field and the sub-field. It may be conflicts between the 

fields or within the same field; for example, being a singer is a sub-field in the 

entertainment field. There might be competitions for fame or power and there may be 

competitions of music works in the entire music market (large field). (Bourdieu, n.d., 

as cited in Kanjana Kaewthep & Somsuk Hinviman, 2008) 

As for the field of communication that Pierre Bourdieu analyzed, there are two 

major fields Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk Hinviman, 
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2008), namely, the sub-field of restricted production and the sub-field of large-scale 

production. The details are as follows. 

Previously, the first sub-field occurred as a field that produces traditional 

mass-communication such as folk media, literature, novels, stories, etc. Now, there is 

not as much such production of this type of work as in the past. The second sub-field 

is a large-scale production field, meaning mass media products such as magazines, 

television, movies, music, radio, etc. 

The two types of sub-field may compete for resources, while at the same time, 

cooperate. Each sub-field must have certain principles to guide its own operation. It is 

controlled by individuals who occupy different positions in the sub-field of the large 

field. 

The sub-field operational protocols that govern the members of the field 

include rules and regulations, groups of people or organizations who are in charge, 

and language that influences the members, such as being reprimanded or nicknamed. 

Another operational protocol is the viewpoint from the members’ standpoint and their 

practice in which they have the right to perform in various ways depending on their 

upheld principles and their capitals. 

As mentioned above, each field has conflicts or resistant operations when 

involved in the media field. Pierre Bourdieu has presented three types of conflicts 

which include conflicts within the sub-field itself, conflicts within the same large 

field, and cooperative conflicts with other fields. For instance, a businessman bought 

a soccer team which led to resistance from the fans, and the way the media present the 

message may cause conflicts with other fields. 

In this research, there are 2 fields the researcher would like to emphasize: the 

entertainment field and the marathon field. Both fields have different protocols, 

content, structures, and conflicts according to their professions. They also have 

different cooperative conflict relationships. 

For the literature review on Pierre Bourdieu's concept of "capitalism", the 

subject of the “field” will also be examined as it is related in this study. The details 

are as follows. 

1) In the research by Torsid Gleebbua (2010) entitled “Politics of 

Tourism Photography: Cultural Domination and Negotiation”, four groups of 
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photographers were studied in the sub-fields including aesthetic photographers, 

professional photographers, tourist photographers, and local photographers in the 

area. Based on Pierre Bourdieu’s idea of capital accumulation, the field with more 

accumulated capital and photography knowledge tends to dominate the other fields. 

For example, aesthetic and professional photographers have more knowledge in 

photography than the other two groups, therefore, they tend to use the capital to 

dominate both the tourist and the local photographers. As a result, the two dominated 

groups negotiate back with a mindset of independent thinking in which there is no 

need to be attached to a conceptual framework or knowledge. This is the ability to 

negotiate the power of knowledge in photography. In addition, all 4 groups have 

different production cycles for creating meaning through travel photography. The 

aesthetic and professional photographers have the power to compete in every process 

of creating meaning through travel photography whereas tourist photographers and 

local photographers cannot compete for the power of the production at every step. The 

local photographers have the least power in competing for the production cycles 

which create meaning through travel photography. This is because they have the least 

capital of photography knowledge and they do not do it as a career. Thus, there is the 

least amount of capital extension to other capital as well. 

2) The research by Nutsupong Suksote (2010) entitled 

“Communication and the change and maintenance of social classes structure: a case 

study of football consumption culture in Thai society” is a study about capitals in the 

soccer circle. It is found that the economic capital, social capital, and cultural capital 

are the factors that bring in power, especially in the form of fame. In Thai society, 

symbolic capital has been given the most attention as it is a power factor, especially 

making the public know about the person. Examining social classes, it is found that 

the classes with capital and the ability to convert the capital would have superior 

power and the ability to define the message in communication using soccer as the 

medium. This superior power is the result of the accumulation and conversion of the 

four types of capital: economic capital, cultural capital, and social capital which lead 

to the ultimate capital, that is, symbolic capital. Eventually, the symbolic capital will 

be converted back to economic capital again. This research found that the structure of 

Thai society is clearly divided into classes, even in the fields of sports. Usually, the 
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dimension of the social classes is reflected in the working environment which is 

divided into 3 classes: the bourgeoisie, the middle class, and the lower class. The 

middle class is the most common in the negotiation area. Even though the lower class 

has disadvantages for economic capital, they would, in the case of soccer, try to 

negotiate by using the cultural capital (such as soccer skills or a strong body) or by 

joining the power of people in the same class as a tool to negotiate with people in the 

higher class. 

3) In the research by Petcharada Wutthipanichkul (2013) entitled 

“Piano Learning: Communication Field for Capital Accumulation and Expand of Thai 

Middle Class,” data was collected in two areas: the students who learned piano and 

their parents. The research examined the large field, i.e. learning piano, and the sub-

field which consists of the family institution field, education field, and piano teachers’ 

field, all of which leads to the accumulation of the knowledge and skills of a piano 

learner. The capital of this research is playing the piano. It is capital that can be 

accumulated and expanded to become other types of capital in the future. Such capital 

is used as a mechanism for maintaining the social class distinction, which means 

owning cultural capital that can be used to increase their value in the future. The 

ability to play the piano could help to shift one’s social class to the upper one. It is not 

an innate ability, but it requires a continuous creation and accumulation in becoming 

‘embodied,’ which is what piano students have accumulated from learning. Moreover, 

there is long-term continuous cultivation through various social fields. The knowledge 

and the ability to play the piano is cultural capital, which is found in the middle class 

and those with the power of ownership. They have opportunities to access and be able 

to expand the capital to other capital dimensions. This shows that not everyone has 

the same cultural capital and could equally expand the capital. Children who learn 

piano would know for themselves what class of the society they belong to. 

4) In the research by Orawan Vichayawannakul (2016) entitled 

“Women and Boy Love’s Novel”, it was found that the accumulation of the writer’s 

cultural capital is not an innate ability. Thus, it must be accumulated continuously 

through various subfields such as family institutions, educational institutions, research 

outside the classroom, socializing with friends and the environment until becoming a 

writer. The accumulation of cultural knowledge and competence such as reading and 
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writing from childhood to the embodied state especially leads to the conversion of 

cultural capital into the professional field of writing where, for example, boys love 

novels and expands into other dimensions.  

According to the four related research studies mentioned above, the common 

point shared in the results is that in Thai society, social class division occurs not only 

in the area of economics, but it also affects other dimensions such as sports, music, 

and writing. Although the middle class and the bourgeoisie have more access to 

economic capital than the lower class, there could be opportunities for class shifting 

through the accumulation of cultural capital, such as knowledge, abilities, or 

education. Entering a certain field requires the accumulation of capital. From the 

literature review, the most important capital is cultural capital. This includes 

knowledge and competence in the specific field of interest. Moreover, social class is a 

factor for how easy or difficult it is for a person to enter the field. For example, if a 

person has good economic capital, they can take piano lessons or buy equipment to 

practice. In addition, there must be the accumulation of other capital to be converted 

and expanded to other dimensions of capital. As a result, celebrities in the 

entertainment field must accumulate cultural capital on their own, go through training, 

and build their network. These are things they need to do on their own; other people 

cannot do these for them. 

Therefore, from Pierre Bourdieu's concept of “capital”, and also from the 

literature review, the researcher will use the information as the conceptual framework 

for capital accumulation, capital transformation, and capital extension of celebrities in 

the entertainment field that has shifted the area of their reputation into the marathon 

field by using the concepts of economic capital, cultural capital, symbolic capital, and 

social capital. The data collection includes the capital accumulation before entering 

the entertainment field, the duration in the entertainment field, and shifting to the 

marathon field. 

 



 31 

2.2 The Concept of “Hero,” “Creating Fame” and “Creating an Image” 

 The Concept of “Hero” and “Celebrity” 

One of the most published and referenced concepts about “hero” and 

“celebrity” is Boorstin’s concept of “celebrity” (Boorstin, 1987). It is the concept of 

creating fame. There are 2 types of celebrities: 1. people who are famous for being a 

great person or a hero, and 2. people who are famous for being a celebrity (or big 

name). The details are as follows. 

1) People who are famous for being a great person or hero refers to 

those with power and abilities that come from their actions, and they gain trust from 

people over long periods. Shakespeare has divided being great or being famous for 

this heroic type into three categories: those who were born with greatness, those who 

achieved greatness, and those who were thrust into situations for greatness which later 

were recognized as kings, warriors, and religious leaders. Currently, this group may 

include athletes who create greatness for the country or people who make 

contributions to the country and are recognized as heroes. 

The researcher has defined certain qualifications of celebrities as 

previously mentioned. The celebrities must have done some great things. In this case, 

changing themselves in a better way leads to being beneficial for most people in 

society, for instance, motivating others to exercise, or making contributions at the 

social and national level, such as running to raise funds for public benefits, etc. 

2) People who are famous for being a celebrity (or big name), this type 

of fame started after the Graphic Revolution in 1900. They gained their fame from 

being presented through the media which could widely reach the public. Therefore, 

creating fame became easy, and can occur every day almost instantaneously. The 

nature of “well-knownness” is someone being known positively - being admired - and 

thus gaining popularity; herein it does not include those whose stories are presented 

negatively to the public. Although they are well-known, it does not necessarily mean 

they are celebrities; they are, on the contrary, considered to be associated with 

notoriety.  

According to Boorstin's concept of modern celebrity, it was concluded 

that in the past, a celebrity needed to be a “big man” or a hero and would be renowned 
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by the public before becoming famous. Since the 1900s, after the Graphic Revolution, 

the process of creating fame has changed due to the introduction of television, 

movies, radio, print media, and advertising. An individual can become well-known 

through those kinds of media. The process of creating fame has changed from the 

past. Nowadays, a celebrity does not need to come from being a “big man” or a hero 

and is no longer renowned as a “big man”. A celebrity is just someone well-known to 

the public through the media. 

Due to the social change mentioned above, the meaning of the words 

“hero” or “celebrity” is almost similar in terms of being well-known. However, as 

Boorstin (1987) said, “We can make a celebrity, but we can never make a hero. All 

heroes are self-made.” 

Thus, a distinction is made between the meaning of the word “hero” and 

“celebrity”. Although there are similarities because of other factors that have been 

inserted, there are differences in details. 

Therefore, the researcher has summarized the meaning of the word “hero” and 

“celebrity” according to Bourstin’s concept in the following conceptual framework. 

 

 

 

 

 

 

 

 

Figure 2.1  Celebrity before the Graphic Revolution 

 

 

 

 

 

 

Celebrity 
Hero 

- was born with 

greatness 

- achieved greatness 

- was thrust into 

situations for 

greatness 

Being mentioned, 

renowned, and 

retold 

Individual 



 33 

 

 

  

 

 

 

 

Television, Movie, Radio, Print Media, Advertising 

Figure 2.2  Celebrity after the Graphic Revolution (Since 1900) 

 

The researcher has noted that Boorstin's concepts were established before the 

Graphic Revolution and then the Graphic Revolution in 1900. From Boorstin's 

perspective, the mass media were television, movie, radio, print media, and 

advertising. As of 2018, many new media have emerged, especially online media, 

which has now come into play and is another channel to create fame for an individual. 

Therefore, this is another point that the researcher would like to deepen in this study 

about the new media that occurs in the present day. 

According to Boorstin's concept, being a celebrity may have different starting 

points as well as the celebrity-making process. Therefore, we should be able to 

identify what factors make the person a celebrity. 

Boorstin's concept has been widely accepted and studied as a guide for 

researchers in the later generation to study the origin of the term “celebrity”. Later, 

many define the term “celebrity”. The meaning of the term “celebrity” has been 

defined in various ways including in dictionary definitions, such as: 

The Office of the Royal Society has given the meaning of the word “celebrity” 

as someone who is famous and is known to the public. 

Oxford Dictionaries said a “celebrity” is "A famous person, especially in 

entertainment or sport."  

Many scholars also proposed the meaning of the word “celebrity” such as: 

A “celebrity” means a person who is known and therefore famous. By being 

famous, that individual must be successful in any field or may also be an heir of 
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someone successful before. In addition to being a celebrity, that person must have an 

identity, live in a tangible way that people can see (not including cartoon characters or 

characters that were created) (Srikanya Mongkolsiri, 2004) 

Muda, Musa, and Putit (2010) defined “celebrity” as people who are well-

known to society for their success in various professions such as sports, 

entertainment, politics, radio and television, business organizations, and so on. Some 

consumers are more likely to imitate what celebrities express or communicate. 

From the definition of “celebrity” given by the scholars, the researchers 

concluded that celebrities after the Graphic Revolution since 1900 are people who are 

well-known in society and are recognized through their achievement. They may have 

done something for society, the nation, or some great things. They may be recognized 

as a hero in a way, or they may be known through the media such as television, 

movie, radio, print media, advertising, or public relations and becoming celebrities in 

society. 

To clearly distinguish the definitions of the term “celebrity” and their origins, 

being “celebrity” is categorized into 7 groups so that it gives a clearer picture of how 

each celebrity became famous and in what field. The groups are mentioned below. 

(Danai Reabsakul, 2008) 

1) Group 1 Movie stars 

Celebrities in this group are widely well-known. They play lead roles 

in television dramas or movies. Older generation movie stars who have been famous 

for a long time always maintain a good image of themselves. They rarely have any 

scandalous issues in the media. Younger generation movie stars have people who take 

care of their image, their finances, and their acceptance of jobs. They may choose 

someone who initially has a close relationship with them to take care of them and 

later that person becomes a personal manager. 

2) Group 2 Singers 

Celebrities in this group include those who are well-known for singing 

or some may have developed from being both a songwriter and a singer. They may 

have different music labels. They often have a unique image. They also have 

professional teams to take care of them and can oversee the image of singers rather 

than for movie stars. 
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3) Group 3 Singers to movie stars, Movie stars to singers  

This group refers to celebrities who have been successful in more than 

one area. Some started as a singer before becoming a movie star whereas some started 

as a movie star before becoming a singer. These celebrities have more opportunities 

because they can be both a singer and a movie star. If they do not achieve the second 

role, they can return to the first role that made their name well-known. 

4) Group 4 Athletes  

This group refers to celebrities with sports abilities who are successful 

in competitions at both national and international levels. Being celebrities in this 

group varies, depending on the timing of their success. This is crucial for self-made 

fame because if they do not succeed, their fame will decrease. 

5) Group 5 Host, News Anchors  

These people are famous for being in the public media, for example, 

news programs or various TV programs. The public sees them often. They have 

unique characteristics, appearances, and outstanding personalities. They are preferred 

by TV programs or news programs. 

6) Group 6 Beauty Queens 

This group refers to those who are famous through beauty contests, 

which is considered a pass for entering other industries such as becoming a movie 

star, a host, or doing advertising work. Therefore, they remain famous after ending the 

term of the contest. 

7) Group 7 The Upper-class 

This group refers to those who are famous and wealthy in society. 

However, they will only get attention depending on the trend. The reason is that they 

are only known in the upper-class circle. They could be as popular as other groups, 

but the difference is that they are born with their fame. 

From the concepts of “hero” and “celebrity”, the researcher has defined the 

definition of the term “celebrity”. In this research, a “celebrity” is widely well-known 

to the public and works in the entertainment field: a movie star, a singer, a musician, 

or a news anchor. That person may have more than one career such as being both a 

singer and a movie star, or both a movie star and a host. Also, their stories have been 

presented through the media about their professional abilities and other matters, 
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including their real-life behaviors, personal life, and their jobs. Moreover, no matter 

what kind of jobs they have, or which channel makes them well-known to the public, 

they must have run marathons. 

In addition, the researcher has applied the definition of the word “hero” to this 

research. It refers to celebrities who have can run marathons and have become 

successful. They set their goals in running marathons for certain purposes and then 

they accomplished the goals. As a result, they are recognized in the marathon field 

and receive attention from Thai people in general. 

The researcher has studied the concepts of definitions, the concept of creating 

fame including the concept of categorizing groups of celebrities to this research. As a 

result, the researcher has defined the conceptual framework, definition of terms and 

applied Boorstin’s concept of “hero” and “celebrity” as a guiding framework in this 

research. 

 

2.3 The Personal Branding Process: DCCM 

The Personal Branding Process: DCCM Sermyos Thammaragsa (2011) can be 

divided into 4 steps: 1) Discovering, 2) Creating, 3) Communicating, 4) Maintaining. 

The details are as follows. 

1) Discovering: It is to discover who you are, what you want to do, 

your goals, inspirations, and driving force. At the same time, it can be discovered 

from what people around you are saying about you, by learning about your strengths 

that are superior to others and confidently sharing them to make them stop and notice 

you. It is to create positive impressions before developing plans with both short-term 

and long-term goals. 

2) Creating: It is a procedure in which someone creates or defines: 

(1) Target Group: Persons whom you are involved with, such as 

your customers, audiences, supervisors, or employees. Knowing and understanding 

their needs is a guideline to determine your branding positions for example, how 

would you differentiate yourself from others? 

(2) Brand Core: Or in the other words, how to define oneself in a 

few words or short sentences. The essence should either come from our true self or 
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develop from our real strengths. However, such essence must have the following 

characteristics: differentiation, relationship, or what the target group needs or wants to 

see. 

(3) The reason why: Why must it be you? Why should everyone 

trust your strengths? Why would a brand choose you to represent the product? Why 

would the executives of this company want to work with you? These answers are 

essential as they reveal the strengths and value of the personal brand. 

(4) Brand Personality: What is your distinctive character, for 

example prudent, intelligent, or creative?  How do you respond to things, your attitude 

towards society, the world, or anything? All of these are fundamental to personal 

branding. 

3) Communication: After determining or establishing the direction of 

brand personality, it is the process of communicating to others what we set out. 

However, we must first define our target audiences, then choose a medium of 

presentation so that the brand communicates itself meaningfully. The story must be 

created through a variety of sources, and communications may be getting people to 

post comments on your blog, writing magazine articles, finding a way to publicize 

oneself through appearances at various places, or giving an interview on issues 

consistent with the brand core. 

4) Maintaining: When one’s brand personality becomes apparent and 

strong, one must maintain the brand identity consistently and seamlessly. When the 

personal brand becomes well-known, it will then be presented in various channels: 

websites, blogs, and social media such as Facebook, Twitter, and video channels such 

as YouTube. On the other hand, these channels must follow one’s personal brand 

closely as well.   

Research by Passornnun Anekthammakul (2011), which studied the impact of 

using celebrities as presenters of various brands in advertising,  revealed the reason 

why marathon celebrities must create personal brands. People still make decisions to 

buy a product based on images of celebrities, especially those in the entertainment 

field. 

The researcher applied the concept of the image, and personal branding in the 

constructed images of marathon celebrities, which was divided into 4 steps: 
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Discovering, Creating, Communicating, and Maintaining; accompanied with 

Boorstin's concept of image.   

The following reviews relevant literature on celebrity and image building: 

1) The research of Sukhum Wangpratam (2010) studied, “From Hero 

to Celebrity: Communication and the Image-Making of Thai Football Star '' by using 

Boorstin’s “From Hero to Celebrity” Concept. 

It found that when a footballer is recognized not only as an athlete but 

also as a football star, he will have more in-house value than being a sport-person 

solely; it is similar to those in the entertainment field. There are many factors in 

becoming a football star; one is his image and reputation, which is not for any football 

player. The researcher has used the term “celebrities” to expand, from the original 

concept, to support the meaning of “football stars.” 

In the past, ‘celebrity’, according to Boorstin's concept, was a hero 

who was great, or born into it. In the present day, celebrities are constructed overnight 

by communication and media. The media in the researcher’s view are mass media and 

new media which can facilitate popularity. The researcher has picked the sample 

group of 3 successful footballers, namely, Piyapong Pue-on, Teeratep Winothai, and 

Kiatisuk Senamuang. The common ground is that they are members of the Thai 

national team who have played in both Thai and foreign leagues. However, they had 

different paths in becoming football stars. The researcher is interested to study this 

sample group because of their different ages, and experiences in different foreign 

leagues, and therefore, their paths to becoming football stars were different as well.  

From being successful footballers to becoming football stars, this must 

consist of building oneself images with talents in playing the sport, along with others 

leading them into the entertainment industry, be presented by the media and 

recognized by the general public.   

2) The Research of Nuntna Surasewee (2008) that studied, ‘Celebrity 

construction and expansion of international tennis sportsmen and women in Thai mass 

media’. It studied construction and expansion of the popularity of tennis players. 

Briefly, in Thailand tennis is a popular sport, and there are plenty of popular tennis 

players, both men and women. How has Thai mass media constructed and expanded 

male and female tennis players’ reputations? There are many famous tennis players in 
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Thailand, both male and female. For some time, it was a popular sport in Thailand. 

The research focused on 2 main points: comparing the differences in celebrity 

construction and expansion between male and female tennis players, and analyzing 

the role of Thai mass media in celebrity construction and expansion. It studied from 

three sources: television, newspapers, and the Internet The result showed the three-

step process of celebrity construction and expansion: the selection, the presentation, 

the reporting space allocation and frequency. The selection criteria are informed 

source, capability, performance, world ranking, popularity in the player’s own country 

and international level, attractiveness, and interest from the media. While the media 

pay no attention to the male player’s appearances and personality, it is the main factor 

for a female player to be selected. The female player who is good-looking and has a 

pleasant personality will be prioritized for selection. On the other hand, an 

unattractive female player must use her capability and show outstanding performance 

to be selected and presented.  

The role of the mass media can be arranged in order of importance: the 

role of presentation, selection, giving definition, providing information, evaluation, 

and as a marketing tool. 

3) Research by Varaporn Suepraditkul (1997) studied the presentation 

of issues of "Somrak Khamsing" in the mass media. It studies the social construction 

of reality of Somrak Khamsing in Thai daily newspapers with a different emphasis: 

Political (Matichon), Sensational (Thairath), and Business (Krungthep Turakit) 

analyze the presentation of "Somrak Khamsing", examine whether it is consistent 

with the selection, interpretation, and constructs narratives in the newspapers. The 

results showed that in all of the studied newspapers, Somrak Khamsing was presented 

as a person of important news. However, each of the newspapers focused on different 

dimensions of his life: social and political dimensions found in the political emphasis 

newspapers, personal life in the sensational newspaper, and economic dimensions in 

business newspapers. In addition, this research found that the newspapers’ discourses 

depicted Somrak Kamsingh as a great gentleman, a northeast hero, a new millionaire, 

a grateful son, a good husband, and a good-natured young man. Each of the studied 

newspapers aims to construct different images of "Somrak Khamsing" as in the 

following: the image of a great gentleman, and filial son in the political newspaper, 
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the good husband image in the sensational newspaper, and the new millionaire image 

in business newspapers.  

Much research on heroes, celebrities, or capital accumulation for fields’ 

expansion, is found to have studied successful athletes who became celebrities, with 

different constructed images, in the entertainment field.  

These studies share a common point of those who expand from sports to 

entertainment and are more well-known because of the media or presentation in the 

news. This includes Sukhum Wangpratam (2010) that studied, “From Hero to 

Celebrity: Communication and Image-Making of Thai football Star”; Nuntna 

Surasewee (2008) which studied, “Celebrity Construction and Expansion of 

International Tennis Sport Men and Women in Thai Mass Media”, and the research of 

Varaporn Suepraditkul (1997) in, “The Presentation of ‘Somrak Kamsing’ Issue in 

Mass Media.”   

However, from the literature reviews, there has been no study of the 

transitions from entertainment to sports celebrities. 

 

2.4 Running Concept and Motivation 

This research is interested in accumulating and expanding the capital of 

marathon celebrities, and the marathon is a part of running. Before moving on to 

running in theory and media communications, the researcher has compiled definitions 

of the word ‘running’ from dictionaries and found similar characteristics including: 

Running is moving faster than walking by having one footstep up before the 

other foot touches the ground (Cambridge University Press, 2020). 

Running is moving quickly with your feet (Oxford University Press, 2020).  

In summary, running is moving with your feet faster than walking. One foot is 

raised before the other touches the ground. The meaning of a marathon is a long run. 

It takes a long time and requires intense effort (Oxford University Press, 2020). The 

distance set by the IAAF (the International Association of Athletics Federations), has 

declared 42.195 km the official distance of the marathon (IAAF, 2018). Generally, 

running events would include distances from 5 kilometers, 10.5 kilometers, 21.1 



 41 

kilometers, to the farthest distance of 42.195 kilometers, depending on the purpose of 

the event. 

From the meaning of running that defines running as a form of movement of 

the body, running is also a part of physical activity and a form of exercise that can be 

developed into a sport.  

“From Ritual to Record,” by Allen Guttmann explains the development of the 

sport before it came to being a sport. It started as a general play before morphing into 

a play that increased the dimensions of games and progressed into a modern sport. 

(Guttmann, n.d., as cited in Kanjana Kaewthep & Tikamporn Eiamrerai, 2011)  

Tikamporn Eiamrerai, also compiled the criteria of sport that sport is a 

competition held in the form of an institute of competition. There are rules. There are 

2 or more players; there are losing and winning results, time and places that are 

clearly defined; it requires a high level of physical skill that has been trained and has 

required patience; it is something to do on your own, and it requires cognitive skills to 

plan from training to competing at a high level. However, there is less freedom to play 

because competition is a criterion. It causes stress in training for the competition. 

(Kanjana Kaewthep & Tikamporn Eiamrerai, 2011) 

In Agner Fog's book “Culture selection” (Fog, 1999), physical activity is 

divided into 3 forms, namely play, game, and sport; it is consistent with the research 

of Viroj Suttisima (2014) which summarized the status of running as a form of 

physical activity. Activities that highly influence sports and exercise, have similar 

meanings to the level of overlapping are game, play, work, and sport, with the 

following differences: “Games” play an important role in the development of 

learning. There are rules, but they do not focus on seriousness, but rather on 

enjoyment. This type of runner is an ordinary person who normally runs or exercises 

in their daily life. While “Play” has a competitive dimension added to it, it is exciting 

and requires more skill. This type of runner would run as running is part of traditions, 

exercises, and sports. On the contrary, “Work” has an aspect of rewards and duties. 

This type of runner would be a professional athlete, who runs for a living. Finally, the 

activity is developed into a “sport,” and focuses on physical strength, in which 

competitions are accredited and statistically recorded. This type of runner is a serious 

runner. 
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Besides the concept of sports, the researcher has studied the marathon running 

of marathon celebrities which will involve the media. 

The distinguishing feature of sports is that it stands out in its role of 

entertaining, yet its limitation is that it occurs only between the players and the 

audience. When sports are broadcasted or presented in the media, they become more 

widely known. Kanjana Kaewthep and Tikamporn Eiamrerai (2011) Studying 

marathon celebrities reveals that the marathon enables the celebrities to expand their 

fields, as well as the marathon is more well known in the entertainment field.  

In this research, the criterion of running as “physical activity” is based on four 

levels: game, play, work, and sport, which requires physical skills that are obtained 

through training and practice, patience, and self-discipline. It requires intelligent skills 

in planning, from training to playing on the field. The research will present some steps 

in which marathon celebrities use in the capital accumulation process.  

Classification of runners aims to collect data: celebrities' accomplishments in 

running, defined by running status. The study is focused on those who are currently 

working in the entertainment and sports fields from running marathons. 

Motivation and Marathon Running 

The study of communication factors and attitude which influence the decision 

to participate in marathons by Lalita Bongkotpannarai (2017) concluded that running 

a marathon affects the mind. In a marathon, where there is a will, there is a way. 

Running a marathon takes patience and courage to overcome one's capacity to set 

goals each time. The attitude towards the marathon was the only variable that 

influenced the willingness to participate in the marathon. With the benefits it has on 

the body, the sample group has the intention of running a marathon.  

The marathon is long-distance running. It is a sport that highly relies on the 

unique abilities of runners, so runners would develop different strategies to run long 

distances. Likewise, their motivations are different. Therefore, the researcher used the 

concept of motivation for running marathons as a framework for this study as well.  

The Motivation for Marathoners Scale (MOMS) (Masters et al., 1993, as cited 

in Zach et al., 2017) identifies four main motivations for running a marathon: 
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1) One’s psychological motive, or enhancing self-esteem is to run a 

marathon to take care of oneself or to build self-worth, for example, feeling better, 

solving life's problems, or dealing with self-negativity, relieving anxiety and stress. 

2) One’s social motives, including a desire to associate with other 

runners, are to run a marathon to socialize, build a community, build relationships and 

recognition from other runners as well as those around them. 

3) Physical motives include general health, including running for the 

outcome in a healthy body, and in losing weight or looking better. 

4) Achievement motives, including competition with other runners, is 

to run to achieve goals, either to overcome personal goals or to exceed one's limits, as 

well as competing with other runners. 

Based on the above ideas, Zach et al. (2017) further studied motivation 

dimensions for running a marathon: a new model emerging from the Motivation of 

Marathon Scale (MOMS). The results of the study came out as motivation with 11 

factors. 1) Psychology, dealing with emotional problems, 2) Psychology, dealing with 

daily life, 3) Life value, 4) Self-esteem, 5) Recognition, 6) Affiliation or institution,  

7) Weight concerns, 8) General health for reducing disease and increasing longevity, 

9) General health for physical strength, 10) Competing, and 11) Personal 

achievements. All 11 motivation factors show the need to run a marathon. 

Therefore, motivation is important for marathon runners. From this study, 

marathon celebrities had different motivations for running and influenced the 

differences in the goals of the marathon as well. 

In reviewing literature related to marathons, both fields of Communication 

Arts and Sports Science were found. The research related to this study consisted of:  

1) Research by Viroj Suttisima (2014) study of communication with 

running discourse in Thai society. The researcher discussed the various dimensions of 

running besides being an exercise or a sporting event. 

Running has actually been a part of human life since ancient times and 

also in everyday life. The meaning of running and the historical dimension is 

comprehensive and was divided into 3 ages: Ancient, Middle, and New Age. In the 

new age, running is clearly seen in the context of sport, and exercise, and is also 

produced through mixed media such as movies, causing a trend that continues to the 
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present day. In each age, the context and the discourse of Thai running have varied 

significantly, and before 2012, running in Thailand was unpopular. It is a less popular 

sport, not often being mentioned in conversations and in the media. However, after 

2012, running has become better known, both in terms of running awareness, and in 

terms of popularity. As well, running does not merely exercise, but there is an aspect 

of physical strength and health benefits that uses sports science as a resource. Thai 

society today is a society that uses more media, it can be seen that people who run not 

only for exercise. Rather, it is the use of running to socialize, to treat stress and 

anxiety, and to meet the needs of one's own emotions. It changes the meaning and 

function of running. The running discourse has constructed different meanings in 

aspects of running. 

2) Results of “A Comparison of Attention Focus Strategies of High 

Achievement and Low Achievement Male Marathoners'' studies by Bunlue 

Ratanajaratrote (1995) reveal the sample group, who participated in the Chombueng 

marathon competition and finished the race, aimed to run with the best record. 

65.05% of those who participated in the marathon distance did not hit the wall. The 

rest hit the wall during the distance of 31-35 KM. "Hit the wall" is a condition in 

which runners are exhausted while running. The legs are unable to step forward and 

become weak, and the body feels heavy. When hitting the wall, most runners often 

focus on what is going on with their bodies; they reduce their running speed to 

maintain a level of physiological stability during competition, thus saving the body's 

energy and avoiding injury. This enables the runner to complete the race. The findings 

also concluded that there was a relationship between strategies used by marathon 

runners and the success at the finish line.  

The survey average showed that highly successful marathoners were those 

who used a self-relevant intention-focused strategy rather than a non-self-relevant 

intention-focused one. The top three self-relevant intention-focused strategies used by 

marathon runners were, in order: being attentive to the rhythm of the footsteps, being 

attentive to the movement of the left and right foot, and being attentive to breathing. 

As a result, highly successful marathoners' self-relevant intention-focused strategy 

enables them to run efficiently and safely. The results of this research are consistent 

with previous research by Morgan (1978) and Master (1989). It alerts successful 
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runners to monitor their body from feet, calf, thigh to breathing pattern. With less 

successful marathon runners, the top three non-self-relevant attention-focusing 

strategies were used: being attentive to the environment around, being attentive to the 

cheers from the audiences, and being attentive to the remaining distance. All of these 

caused the runners low performance. Hence, there is an external intent to distract the 

mind from the pain or various discomforts, signaled by the body. This may help to 

increase abilities in a short time, but it would also jeopardize plans for their next 

competition. In other words, when a marathon runner does not recognize the warning 

signs of the body, it may cause muscle seizures, and result in leaving the race or not 

finishing the run. The marathon is a sport that relies on the unique abilities of the 

runners. Strategies used by each runner are varied from person to person. The 

research offered the idea of self-concentration strategies as a good tactic for marathon 

runners. It can be a framework for those who aim to become successful runners, as 

focusing and competing with themselves are crucial for success.  

From the two studies above, it was concluded that running a marathon requires 

skills at a high level. In the new age, running has been viewed more as a sport, and 

conventional exercise. The marathon is a race between the body and the mind. In 

addition to good training for the body, self-focused tactics would make runners more 

successful. 

 

2.5 Media Concept for Public Relations, Roles, and Functions of the Mass 

Media, New Media, and Presentation 

Public Relations Media 

Public relations media, a part of communication strategy, is a tool or a 

medium in presenting news and stories from an organization to the general public. 

Media may be classified with different criteria. 

However, in classifying public relations media, concrete features must be 

taken into account such as what can be developed for today, or what has potential for 

the future? This research classifies public relations media as follows:  

1) Personal media is the oldest means of communication, ever since the 

beginning of humanity. People are a medium of communication using speech, 
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gestures, and expressions. When words come out of a well-known, respectful person, 

they add more weight to the speech. Speaking is thus one of the communications 

which can convey our thoughts and feelings to others to know and understand. 

2) Print media can be divided into 3 types: a) Internal Publication is a printed 

journal that is used within an organization to promote common knowledge and 

understanding; b) External Publication is a printed journal that is used to relate 

between the agency and the person outside the agency - it is neatly prepared, using 

words, idioms, and formal language, compared to internal publication; c) 

Combinations are publications media in a mixed style as it can be read both inside and 

outside an organization. The most popular media in public relations include 

newspapers, journals, magazines, posters, banners, and flyers. 

The researcher collected data from newspapers and magazines. The types 

found were general magazines, news magazines, women's magazines, men's 

magazines, business magazines, travel magazines, health magazines, and newspapers 

with content related to entertainment and sports. 

3) Television is a medium that conveys through speech, writing, and pictures, 

images, movies, and live broadcasts. The program formats found in television 

presentations include news programs, variety programs, game shows, and interview 

programs. 

4) Event is a medium that uses activities for communication and public 

relations by promoting a good image of an organization. In this study, this is an 

important medium that enhances the image of celebrities working in the entertainment 

and sports fields. 

5) New media is popularly used in the information age of the internet 

including websites and personal social media such as Instagram, Facebook, Twitter, 

and YouTube. 

 

2.6 Roles and Functions of Mass Media 

Many theorists have tried to apply Fundamentalism Theory to explain the role 

and function of the mass media, and the preliminary principle of this school is 

comparing society to the human body. Thus social institutions of all kinds: economic, 
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political, religious, educational, and communication institutions, like human organs, 

are the so-called organs that allow society or the human body to survive. Mass media 

institutions related to this study, like other institutions, keep the society alive. 

Harold Lasswell systematically compiled the structure and functions of the 

mass media and fully applied Fundamentalism. Lasswell considered the relationship 

with all social processes and the state of today's society in the age of mass media. The 

media roles and functions have already existed for a long time, now only the players 

change. (Kanjana Kaewthep, 2000) The basic functions of the media are to meet the 

needs of a large social system and maintain social stability. In this regard, it is divided 

into the following sub-functions (Lasswell, as cited in Kanjana Kaewthep, 2000) 

which are the function of surveillance, to keep track of what is going on, and to have 

the correct reaction. This can be both good and bad, but for the most part, the media 

monitors and reports bad events that undermine social stability. 

As such, this makes the news always equal to bad news. It also has a duty to 

foster correlation in society, which sees that the mass media has more roles than 

merely news reporting, but also interpreting, giving explanations, and guiding. Thus, 

every fraction of society with the mass media can access the understanding and act as 

one, in other words, the culture transmission in the society. This emphasizes space, 

where everybody is guided to create unity and a unified mindset. However, cultural 

transmission focuses on time because it is viewed as collective social property, and 

should be inherited from one generation to the next. This was another function of the 

mass media in Lasswell’s view, which later C. Wright added one more function of the 

media, that is to entertain. 

In addition to Lasswell's notion of the role of the media as a response to social 

needs, Murphy (1977) added several new themes to the impact of mass media. 

However, an idea that is relevant to this research is “status conferral.” Murphy (1977) 

described status conferral as having the function and capacity to certify individuals 

and institutions as having good qualifications. Sometimes they can be representatives 

who express opinions or represent institutions. For example, when an incident occurs, 

television would choose people in academics, or those experts that correspond to the 

subject to give opinions, it is also related to how the media have shaped them to be 

accepted before. 
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From such concepts, the power of the media to support the reputation of a 

person is demonstrated both in the entertainment and in sports fields. Elements that 

are used as criteria to support a person are, such as presenting images of marathon 

celebrities often until they have become common sights, as well as headlines written 

about celebrities in the entertainment field who run marathons. Moreover, the mass 

media can enhance reputation by justifying someone's situation; it is by presenting 

images in print media or television. This is a way to prove that someone’s behavior is 

important enough for people to pay attention to (Sukhum Wangpratam, 2010), 

consistent with Kanjana Kaewthep (2000) who said that the media has the function 

and potential to certify individuals and institutions as well-qualified, i.e. representing 

ideas or institutions; an individual presented to be accepted, famous, and well known 

in the society. 

Therefore, the role of the media is more than just a news report, but also can 

help to look after society. It is a tool for creating unity in society, inheriting culture, 

entertaining, and building a reputation for a person. Therefore, in this research, it is 

necessary to study other perspectives of the media, not only news reporting, but also 

the presenting images, and news of marathon celebrities.  

Following Boorstin (1987), the researcher noticed that media or mass media is 

described as having the ability to create a person's reputation, which was clear since 

Graphic Revolution, the 1900s, there have been channels through which a person can 

become famous: television, film, radio, printed media, and advertising. Currently, 

however, there are many new media emerging and can be a channel for building a 

reputation as well. Therefore, the concept of Boorstin has a gap on types of media, 

which was studied only during the Graphic Revolution. Therefore, the researcher 

would like to introduce the concept of new media in this research. According to 

Hilliard and Keith (2001, as cited in Kanjana Kaewthep, 2013) the so-called "new 

media" would have the same characteristics as “used to be new media” such as radio 

or television that stand on the shoulders of the older media. It can be said that even if 

it is a new media, there is still a fundamental connection with old media. 

The basis of media, whether old media or new media, is the same: it is an 

electronic media described by Holmes (as cited in Kanjana Kaewthep, 2013) who has 

divided the electronic media ages into 2 ages: 
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First Media Age (Broadcasting) is the first age of electronic media that has a 

centralized feature. A small group of people talks to a large group of people with one-

way communication. The tendency to control is under the state. Media users or 

receivers are divided into similar masses and influence the level of consciousness. 

The Second Media Age (Interactive) is the second period, beginning in the 

mid-1990s, which is characterized by different concepts of decentralization. Most 

people talk to most people, two-way communication, and are free from state control. 

Media users or messengers retain their individual identities. The primary influences 

on the individual are in terms of the experience of time and space. 

Therefore, studying the current media to complete this research, the researcher 

chose to study both the media in the First Media Age (Broadcasting) and the Second 

Media Age (Interactive). The media in the First Media Age has the same concept as 

Boorstin (1987) who mentioned the early media that made people famous, namely 

television, film, radio, printed media, and advertising; the Second Media Age is the 

emergence of interactive media or new media as a channel to build fame or channels 

of contact with the masses, that change according to the period. As such, the 

researcher would first like to discuss the definition of new media to align 

understanding in the same direction. Rice (1984) Describes the nature of the new 

media as it expands the human senses to be more extensive and complex. There is a 

key feature of interaction and usability in legacy media, such as email instead of 

personal media, video conference instead of group communication. In a nutshell, new 

media can work in any context in which other media are already operating. (Kanjana 

Kaewthep, 1996) defined the term New Media as an electronic and digital media that 

can spread news quickly and widely, such as microelectronics, computers, and various 

telecommunication networks that combine sound text and images on the same 

medium. It further notes that new media is not usually the kind of emerging media, 

rather due to improvement of some properties of existing media, such as telephones 

that used to be wired and analog. They are now developed into mobile phones that use 

digital systems and can connect to other media such as computers, so we call them 

new media. 

The researchers came to the preliminary conclusion that the emergence of new 

media is from the roots of the old media, which develops communication resulting in 
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people living in different corners of the world being able to communicate with each 

other more conveniently and can react immediately. At present, we are living in a 

digital communication system that plays a huge role in daily communication. Digital 

media is one form of the Interactive Age, that is a combination of old media, 

including text, images, animation, audio, video, which, from the outstanding 

characteristics of digital media, is a combination of old media in many forms. Thus, it 

is improving the efficiency of work and communication even more. The combination 

of 3 technologies, namely communication, computer, and telecommunications, has 

changed communication dramatically (Asawin Nedpogaew, 2014). It can be 

concluded that the mix of old media, improvement on communication efficiency, and 

characteristics of digital media developed by computer and telecommunication 

innovations, are interactive and have changed from the old communication style. That 

is, the recipient can become the messenger as well. Therefore, the exchange of 

information and many new pieces of knowledge through internet communication is a 

social model, until it has developed into social media and become another 

communication channel that is used a lot in daily life. It is thus considered another 

new media that is popular today. 

One of the most popular types of social media in use today are social networks 

which are websites that users can use to either communicate with friends they may 

know from the real world or become a new friend via social media alone. There are 

many types of social networking sites to choose from. But what they have in common 

is that they contain the information of the account holder, and there is a connection 

both with old friends and new friends. You can message each other and comment on 

the accounts of people that you are friends with, such as Facebook, Twitter, and 

Instagram. Social media’s special feature is the capacity for Interactive. So marathon 

celebrities that have social networking media can use it to be a communication 

channel between celebrities and fans. It can create an image of a marathon celebrity 

through their media as well. 

This research provides a comprehensive study of both media ages, the 

Broadcasting Age and the Interactive Age. It studies the media construction process, 

to create marathon celebrity images. As well, what types of media they use in creating 

their own images. From the preliminary survey, the medium used by all 4 marathon 
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celebrities in the study for self-narrative was Instagram, which belongs in the 

Interactive Age, with multiple abilities to present text, images, and videos. 

In the part of the presentation of the image of the marathon celebrities from 

the media, the researcher chose to collect data from a newspaper medium which has 

an important factor of freedom to present information. It is also published at regular 

intervals and is a commodity that must be traded, have a goal of presenting news, and 

must be disclosed to the public. (Kanjana Kaewthep, 2013) 

For a literature review on the role of media related to this research, Natthagarn 

Koosmith (2004) studied images of heroes created through the news process of 

populist newspapers. The researcher studied the construction of heroes of populist 

newspapers through Thai newspapers: Thairath newspaper, Daily News, Khaosod 

newspaper, Kom Chad Luek newspaper, to see how each issue is similar or different 

to one another, and factors that affect the formulation and process of constructing the 

heroic image of populist newspapers. Four case studies were chosen, namely, Police 

Lieutenant Purachai Piamsomboon, Paradorn Srichaphan, Chuwit Kamolvisit, and 

Panrawat Kittikorncharoen Pha. The results of the study revealed that the media has 

classified the merits of each hero, for example, Police Lieutenant Purachai being a 

political hero; for being a good, and honest politician, and the media chooses to 

present issues consistent with the qualities of political heroes; Paradorn is a sports 

hero; Chuwit is the whistleblower that exposed police corruption; Panarawat is a 

teenage hero who fights a deadly disease with strength, and was presented as a good 

role model for teens accordingly.  

This is consistent with Murphy's concept of Status Conferral Murphy (1977) 

describing that the media has the duty and capacity to certify individuals and 

institutions as well-qualified. Sometimes they can be representatives that express 

opinions or represent institutions. The research section is related to the creation of the 

message or the content of the message. There is a research finding that has applied the 

concept of motivation point to the design of the message, such as the research of 

Kritsana Phansang (2012), who studied the compositions of narratives, and 

motivations in energy drink commercials; qualitative and quantitative analyses were 

used to analyze movie scripts of 20 different energy drink commercials. 
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The study found that the motivation techniques used in the movie commercials 

were related to emotions, in 6 motivation techniques, namely, gender, music, warmth, 

personal, celebrities and family. The music motivation technique was found most 

often in the commercial. 

The concept of the role of media and the motivation in the design of the 

message to study communication strategies is to build up a reputation and build a 

marathon celebrities’ image and a content communication strategy to accumulate 

reputation and build a marathon celebrities’ images. Regarding the role and format of 

the media, the image of the marathon celebrities is presented through the media and is 

about the motivation for the message that is used to design the message through 

various media. From the review of the literature above, the previous body of 

knowledge that has already been studied can be summarized as follows: 

1) About running a marathon in the communication part, there is a 

study on running discourse in Thai society. Viroj Suttisima (2014) found that running 

in Thailand is not defined as both a competitor and a spectator. The marathon has 

changed from what was not popular in the past to become more popular after the 

“Seven Something” movie and once again in the Kao Kon La Kao project. In 

addition, there is increasing interest and attention of well-known figures in the 

entertainment industry that start and begin to practice running marathons.  

As for science communication, the researcher found relevant research 

that can be used by Bunlue Ratanajaratrote (1995) that studied “A Comparison of 

Focused Tactics of High Successful and Low Successful Male Marathon Runners.” In 

the study, the relationship between runners and their bodies while running, and a 

system of thinking about how to run and succeed followed an intended purpose, 

finding that running a marathon is different from other sports. It is a sport that 

requires the body to be trained and be ready to avoid injury or be in a wall-hitting 

condition, as the research suggests. This includes the minds of athletes who overcome 

themselves while running a marathon. 

This is consistent with the research of Lalita Bongkotpannarai (2017) 

on communication factors and attitudes influencing participation in the marathon, 

who concluded that running a marathon affects the state of mind, such that if you have 
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the will to run a marathon, you will be able to run a marathon since running a 

marathon takes patience and courage to overcome one's own potential in setting goals.  

Marathon is long-distance running and is a sport that highly relies on 

the unique abilities of runners. Strategies that will allow each person to run long 

distances will be different. Therefore, the motivation of each person will be different 

as well. The Motivation for Marathoners Scale (MOMS) (Masters et al., 1993, as 

cited in Zach et al., 2017) also outlines the main motivations for running marathons 

that contribute to running a marathon successfully. 

From the collection of literature reviews on marathon running, it was 

found that studies on running discourse, communications, skills, and motivations. All 

of them have been used as a conceptual framework for this study, which is to study 

the marathon running of celebrities in the entertainment field, and how they are 

presented to the general public as marathon celebrities.  

2) This research studies heroes, celebrities, or the capital 

accumulation process to expand fields. Several studies of this kind have been found in 

the study of successful athletes who become celebrities in the entertainment field, 

such as the research by Sukhum Wangpratam (2010), who studied “From Hero to 

Celebrity: Communicating and Creating the Image of a Thai Football Star,” or Nuntna 

Surasewee (2008) who studied Celebrity construction and expansion of international 

tennis sportsmen and women in Thai mass media, and Varaporn Suepraditkul (1997) 

who studied how the media has presented athletic images, on the presentation of the 

issue of "Somrak Khamsing '' in the mass media.  

Moreover, there is also a research study on the product representation of 

celebrities, such as in the research of Passornnun Anekthammakul (2011), the effect 

of using multiple products (celebrities) in advertising, which found a phenomenon 

that people still decide to buy products from seeing the celebrity’s images. 

The review of the literature that has been researched on related subjects: the 

researcher has found some gaps to be studied: how have the people in the 

entertainment industry or someone already famous, developed and built on this 

reputation until they get accepted in the sports field through the marathon? It is the 

origin of this research to the study of celebrities who run marathons. 

 



 

 

RESEARCH METHODOLOGY 

The objectives of this study were: 1) to study the process of capital 

accumulation, capital transformation, and capital extension of Thai marathon running 

celebrities; and 2) to study communication strategies for creating the image of Thai 

marathon running celebrities by doing qualitative research through purposive 

sampling. The criteria used for selecting marathon celebrities who are qualified for 

the study emphasized the in-depth understanding of a situation or person through 

interviews, observations, and documentation data. The researcher analyzed the data 

by categorizing, chose to do a comparative analysis of the similarities and differences 

of the selected samples, and synthesized the summary as an overall portrait (Kanjana 

Kaewthep, 2005; Leedy & Ormrod, as cited in Kularb Purisarn, 2013) with the 

following details. 

 

3.1 Samples 

According to the study objectives, the samples were selected by the purposive 

sampling method in which the population has the same qualifications but, the 

methods, data collection, research methodology, and data analysis are specific to each 

purpose. The sample population is selected by the purposive sampling method using 

the selection criteria. The individuals who are mentioned in this study of Thai 

marathon running celebrities had to meet the following criteria: 

1) Must be a celebrity: singer, movie star, host, or hold more than one 

role in the entertainment field; 

2) Has previously run a 42.195 km marathon (IAAF, 2018), and 

obtains an official record; 

3) Has run a marathon and began to present himself/herself through 

the media after the release of the movie "Seven Something" in 2012; 
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4) Is sponsored by a product or an event related to exercising; 

5) Is portrayed as a marathon celebrity by the media; and 

6) Uses social media to present their image of being a marathon 

celebrity.  

The selected sample population are Nat Sakdatorn, Artiwara Kongmalai, and 

Yossawadee Hassadiwijit. The details are as follows. 

Nat Sakdatorn, a Thai singer and actor, entered the entertainment field through 

the True Academy Fantasia Season 4 contest, winning the first prize. He became a 

marathon celebrity and appeared through the media in his first marathon event, the 

Chombueng Marathon, in 2016. He was chosen to be a sports-related product 

presenter for the brand Asics. Being selected by Asics, he participated in many 

international marathons such as the Tokyo Marathon and the Kobe Marathon. 

Currently, he has kept his image as an artist/actor in the entertainment field, runs 

regularly, and maintains the image of being a marathon celebrity in the sports field. 

Nat Sakdatorn is remarkable in that, unlike other marathon celebrities, he 

started running marathons for exercise. Later on, as the distance increased, his goal 

was self-conquest. When he was young, he was not healthy and not good at sports. He 

wants to use marathons to inspire others as well. 

Artiwara Kongmalai or ‘Toon’ Bodyslam is an artist, singer, and songwriter. 

He started working on music for the first time in 1997. Currently, he is with Genie 

Record (GMM Grammy). He became a marathon celebrity and appeared through the 

media in his first marathon event, the Bangkok Marathon, in 2013. He is still joining 

marathons. He was chosen to be a sports-related product presenter for both Nike and 

an energy drink brand. His goal for running has shifted from exercising to social 

service. In 2016, he organized a running project, “Kao Kon La Kao,” to raise funds 

for purchasing medical devices for the Bang Saphan hospital in the Prachuap Khiri 

Khan province. The total running distance was 400 kilometers. In 2017, he organized 

the project “Kao Kon La Kao for 11 hospitals”. He ran from the Betong district of 

Yala province to the Maesai district of Chiang Rai province. The total distance was 

2,215 kilometers. The project used running to communicate to society about raising 

funds to purchase medical devices for those hospitals. It also encouraged people to be 

aware of the importance of taking care of their own health by exercising, therefore 
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decreasing the chances of getting sick or having to go to the hospital. After the project 

ended in 2019, together with his team, he established the Kao Kon La Kao Foundation 

to continue working on social contributions. Today he still maintains his image as an 

artist in the entertainment field as well as a marathon celebrity in the sports field. 

Artiwara Kongmalai is remarkable because he not only uses marathons for 

exercising and self-conquest but also as a tool for public charity and fundraising to 

help society.  

Yossavadee Hussadeewichit is a Thai model and actress. She announced that 

she had quit modeling. She began her interest in running marathons in 2016. She 

became a marathon celebrity and appeared through the media in her first marathon. 

She has participated in various marathon events both in the country and abroad, such 

as the Chombueng Marathon, Buriram Marathon, the Tokyo Marathon, and the Berlin 

Marathon. Besides running, she is also interested in triathlons. She was chosen to be a 

sports-related product presenter for Adidas. Currently, her image as a celebrity in the 

entertainment field can still be seen through entertainment news; she also has the 

image of a marathon celebrity in the sports field. 

Yossavadee Hussadeewichit is notable in that she uses marathon running as 

another main career for herself. Previously, the media presented a negative image of 

her owing to the news that she had a quarrel with a fellow celebrity in the 

entertainment field. After that, she began to take marathons and exercising seriously. 

 

3.2 Data Collection 

 Primary Data: Individual Data 

The researcher collected data by using an in-depth interview method through 

informal conversations with the three marathon celebrities: Nat Sakdatorn, Artiwara 

Kongmalai, and Yossavadee Hussadeewichit. The goal of the interviews was to 

observe the process of capital accumulation in various fields, both in the 

entertainment field and the sports field, including their ability for capital 

transformation, and capital extension into other fields. The interview questions were 

divided into three parts, i.e. the periods of time in the process of becoming a marathon 

celebrity. 
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3.2.1.1 Part 1 Personal Background 

Questions concerned: 

1) personal information such as age, education, family 

background; 

2) attitudes, preferences in the entertainment field and the 

marathon field; 

3) capital accumulation in the entertainment field: What 

capital have you accumulated? 

4) capital accumulation in the sports field: What capital have 

you accumulated? Do you play sports? If you do, what level are you at? 

5) capital transformation in the entertainment field: What type 

of work do you bring your acting and music talents in through capital transformation? 

6) capital transformation in the spot field: In what ways can 

sports skills be converted into jobs? 

3.2.1.2 Part 2 Duration in the Entertainment Field 

 1) Background about entering the entertainment field: How 

did you enter the entertainment field? By which process or methods? 

 2) What cultural capital in the entertainment field have you 

been accumulating? 

 3) What kind of work has been the result of converting the 

cultural capital into the entertainment field? 

 4) In what ways have you expanded the cultural capital in the 

entertainment field? 

 5) What are some communication strategies that you use while 

you are in the entertainment field? How do you use them? What personal social media 

platforms do you use? How often do you use them? 

 6) How do you deal with your image presented through the 

media? 

3.2.1.3 Part 3 Duration in the Marathon Field 

1) Background about entering the marathon field: Why are 

you interested in running marathons? 
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2) What was your first motivation for running a marathon? 

Why are you still interested in running marathons? 

3) What cultural capital in the marathon field have you been 

accumulating? 

4) What kind of work has been the result of converting the 

cultural capital into the marathon field? 

5) In what ways have you expanded the cultural capital in the 

marathon field? 

6) What are some communication strategies that you use while 

you are a marathon celebrity? How do you use them? What personal social media 

platforms do you use? How often do you use them? 

7) How do you take care of your body and maintain the ability 

to run marathons? 

 

 Secondary Data: Documentation Data 

The researcher has conducted a collective study and analyzed related 

documents in traditional media formats including: 

1) Television Station 

 (1) Channel 3 station 

 (2) Channel 7 station 

 (3) Modern 9 Channel 

 (4) Channel One 31 

 (5) Amarin TV 

 (6) GMM25 

 (7) Newtv 

 (8) PPTVHD 36 

 (9) Workpoint 

2) Print Media 

 (1) Thairath newspaper 

 (2) Siamsport newspaper 

 (3) Daradaily newspaper 

 (4) Matichon newspaper 



 59 

 (5) Siamrath newspaper 

 (6) Daily News newspaper 

 (7) Kom Chad Luek newspaper 

3) Special media (special activities i.e., events) 

 (1) Run for New Life Story by Thai Health Promotion Foundation 

 (2) Chombueng Marathon 

 (3) Phuket Marathon 

 (4) Bangkok Marathon 

 (5) Kao Kon La Kao project  

4) Websites 

 (1) Kaokonlakao 

 (2) Adaymagazine 

 (3) BBCNEWS 

 (4) Kapook 

 (5) Matichon 

 (6) MARKETEER 

 (7) Marketingoops 

 (8) MGRONLINE  

 (9) Mthai 

 (10) NatsakdatornFC 

 (11) Posttoday 

 (12) Positioningmag 

 (13) Prachachat 

 (14) Siamdara 

 (15) Siamrath  

 (16) Sanook 

 (17) Thaipost 

 (18) Trueid 

 (19) Thairun 

5) The marathon celebrities’ social media platforms 

 (1) Instagram (@artiwara, @natsakdatorn, @yoyossavadee) 

 (2) Facebook (@natsakdatorn, @yoyossavadee) 

http://www.sanook.com/
http://www.trueid.net/
http://www.thairun.com/
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 (3) Twitter (@natsakdatorn, @yoyossavadee) 

 (4) YouTube (Yo Yossavadee) 

 

3.3 Data Analysis 

The data analysis method used in this research is the collection of information 

from both formal and informal interviews. In addition, the researcher actively 

observed the marathon celebrities in both the entertainment and the marathon fields. 

The researcher studied the results from researching various related documents for the 

analysis. Furthermore, the researcher established the criteria for analyzing the process 

of capital accumulation, capital transformation, capital extension, and communication 

strategies of marathon celebrities based on the related concepts and theories such as 

the concept of ‘capital’, the concept of ‘field’, the concept of ‘celebrity’, and the 

concept of ‘communication strategy’. 

 

3.4 Data Analysis Criteria 

The researcher established the criteria for collecting data from various sources 

for analyzing the information of the marathon celebrities including individual data 

sources, documentation sources, and various media types of sources related to the 

three marathon celebrities. The researcher has divided the data analysis into three 

periods as follows: 

Part 1 Personal Background 

Basic information of the marathon celebrities before entering the 

entertainment field such as age, occupation, education level, and capital support from 

families in various aspects to support their entertainment field entry 

Part 2 Duration in the Entertainment Field  

1) Basic information for entering the entertainment field 

2) Capital accumulation, capital transformation, and capital extension 

in the entertainment field of the movie stars  

3) Communication strategies of movie stars in the entertainment field 
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Part 3 Duration in the Marathon Field 

1) Basic information for entering the marathon field 

2) Capital accumulation, capital transformation, and capital extension 

in the marathon field of the marathon celebrities  

3) Communication strategies of the marathon celebrities in the 

marathon field 

4) Strategies to encourage public engagement 

5) Strategies for the distinction of the marathon celebrities 

 

3.5 Presentation of Research Results 

The presentation of the research results consists of information about the 

capital accumulation process, capital transformation, capital extension, and 

communication strategies of Thai marathon running celebrities. The result is based on 

the study of the sample population through the purposive sampling method and the 

sample population is qualified according to the research criteria. The researcher has 

divided the presentation into parts from chapters 4-6. The details are as follows. 

Chapter 4 Capital accumulation, capital transformation, capital extension, and 

communication strategies for “Nat Sakdatorn”: Creating Inspiration through Marathon 

Running 

Chapter 5 Capital accumulation, capital transformation, capital extension, and 

communication strategies for “Artiwara Kongmalai”: Marathon running for social 

contributions 

Chapter 6 Capital accumulation, capital transformation, capital extension, and 

communication strategies for “Yossavadee Hussadeewichit”: Marathon running for 

self-conquest and self-improvement in the sport 

Chapter 7 The summary of capital accumulation, capital transformation, 

capital extension, and the communication strategy for creating the image of a Thai 

marathon celebrity and the discussion of the results and suggestions 



 

 

THE PROCESS OF CAPITAL ACCUMULATION, CAPITAL 

TRANSFORMATION, CAPITAL EXTENSION, AND 

COMMUNICATION STRATEGIES “NAT SAKDATORN”:  

THE INSPIRING MARATHOn 

This chapter presents results from the study of Nat Sakdatorn on capital 

accumulation before entering the entertainment industry and entering the field of the 

marathon including communication strategies in creating the image of a Thai 

marathon celebrity. The data was collected from 2007-December 2020 by Nat 

Sakdatorn, a famous person in the entertainment industry who entered the marathon 

field until becoming a marathon celebrity. This is different from a marathon runner 

because he has symbolic capital (as a celebrity in the entertainment field) and uses the 

capital to maintain or change one’s status through the marathon. The capital 

accumulation and conversion process in an individual takes time. Moreover, the use 

of communication strategies has contributed to transitioning a famous person in the 

entertainment field to become a marathon celebrity. 

Nat Sakdatorn, a Thai singer and actor from Chiang Mai, entered the 

entertainment field through the True Academy Fantasia, a reality singing contest. In 

this show, all contestants stay in the same house where they are being broadcast 24 

hours throughout the whole competition. Each week, one by one, a contestant is 

eliminated, and the winner has received the most votes from the audience. Nat 

Sakdatorn, winning the first prize, was titled “The True Academy Fantasia Dream 

Hunter”. (Trueid, 2020) It was the beginning of his career in entertainment as a singer 

and actor. 

In addition, Nat Sakdatorn is distinguished because he received a bachelor's 

degree from a prestigious institution. He received the nickname, "The Harvard Prince" 

from fans when performing at a Thai-Chinese concert in 2015. (Musiccream, 2014) In 
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addition to his talent and work in the entertainment industry, both in singing and 

acting, Nat Sakdatorn was also interested in exercise. He first entered the field of 

marathons by running a mini-marathon of 10 kilometers, and 42.195 kilometers, in 

2012. He has presented his image as a runner through his personal online platform 

and, in combination with being presented in a variety of media, Nat Sakdatorn has 

become a Thai marathon celebrity. 

Data collection in Chapter 4 is divided into 3 periods: 1) Background of the 

marathon celebrity 2) Time in the entertainment industry, and 3) Times as a marathon 

celebrity. The details are as follows: 

 

4.1 Background Before Entry to Entertainment Field  

 Nat Sakdatorn Background Before Entry to the Entertainment 

Field  

Nat Sakdatorn was born and raised in Chiang Mai province. He is the 

youngest son, with one older sister, of a wealthy family. His family has motorbike 

dealerships and sells TVs and other electronic devices in Chiang Mai province.  (Nat 

Sakdatorn, personal communication, December 4, 2019)   

 

 

Figure 4.1  Nat Sakdatorn at a Young Age 

Source: Nat Sakdatorn (n.d.). 
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Nat Sakdatorn finished his junior high at Monfort College, one of the oldest 

and best-known private schools in Chiang Mai, and was recognized for high standard 

academics and activities. After graduating, he continued his high school at Peddie 

School, in the United States. After that, he graduated with his Bachelor's degree (first 

honor), in the Faculty of Economics from Harvard University, and studied music at 

Berklee College of Music for a semester. (Theaffan, 2012) These educational 

institutions are noteworthy because they begin cultural capital accumulation, in the 

form of academics that later had become symbolic capital, the image of a Thai singer 

who studied overseas.   

According to his interview, it showed that his school performance was a result 

of focus and determination:  

It seems that I grew up with a belief that whatever I learn, I must do it well. 

My parents did not pressure me that I must be the best. It was more that once I 

started doing well, then I wanted to keep it up. This has become a habit that I 

put pressure on myself. (Nat Sakdatorn, personal communication, December 

4, 2019)   

 

 

Figure 4.2  Nat Sakdatorn When He Continued His Educations in The United States 

Source: PPTVhd36 (2020). 

 

From his background and family status, Nat Sakdatorn is in a group of wealthy 

people, who have good economic capital that can lead to the extension of various 

forms of cultural capital, which will be discussed in the next section. 
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 Nat Sakdatorn’s Capital Accumulation Before Entry to the 

Entertainment Field…………………….. 

As discovered in the data, there are two types of capital accumulation before 

entering the field of the marathon: 1) economic capital and 2) cultural capital. While 

the economic capital has been derived from family, he has accumulated cultural 

capital based on his interests, as follows:  

4.1.2.1 Economic Capital 

Nat Sakdatorn’s economic capital was derived from the wealth of his 

birth family, as mentioned above. If we consider the class screening process, people 

who have economic capital opportunities can directly afford cultural capital gains, for 

example studying abroad, paying for singing and music lessons. Nat Sakdatorn has 

been interested in music since childhood, so he took his piano lessons, and music 

theory to increase his knowledge in music. ("Nat Sakdatorn, singer and composer," 

2014) These academic and cultural capitals were converted and expanded into the 

entertainment field.  

4.1.2.2 Cultural Capital 

In Nat Sakdatorn's case, there are two cultural capital accumulations: in 

the Entertainment and the Sports fields. From his interview, the first one was his own 

interest, but the latter was influenced by his family and school friends:  

When I was in high school in the US, there was no class for physical 

education, only other optional activities. I was more interested in Arts and 

music, and so I didn’t play any sport. However, both of my parents and my 

older sister play tennis. They had encouraged me to play since I was young, 

but I wasn’t into it back then. (Nat Sakdatorn, personal communication, 

December 4, 2019)   
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Figure 4.3  Nat Sakdatorn While Studying in The US and Participated in a School 

Event 

Source: PPTVhd36 (2020). 

 

From the information above, Nat Sakdatorn has accumulated cultural 

capital in two different fields: Entertainment and Marathon. His gains of capital in the 

first field come from personal and continued interests since high school. It shows 

from the types of activities he participated in such as, in Peddie School’s choir, Peddie 

Newspapers Committee, School’s Yearbook (as Layout Editor), and performing in the 

school’s plays, etc. His interests continued to his undergraduate level as he 

participated in the Harvard Opportunes (a cappella band), the Asian-American 

Association, and the Thai Culture Dissemination Club. Moreover, he also has foreign 

language skills in English and Japanese. He also has artistic skills in drawing which 

arises from his own interest. Nat Sakdatorn’s says about his interest in drawing that, 

“I really liked art when I was young. I used to dream of being a cartoonist before I 

wanted to be a singer. I drew my cartoon seriously, and I especially liked Japanese 

style."  
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Figure 4.4  One of Nat Sakdatorn Drawings: A Form of The Cultural Capital of His 

Interest 

Source: Dara Daily (2019). 

 

Nat Sakdatorn’s interest in marathons has started from an invitation to 

run a short distance from his friends from university. 

When my friends at the university invited me, I joined them perhaps out of my 

curiosity. I wondered what it felt like to run, so I tried and felt good. On the 

day, we ran on the riverside, the atmosphere was nice. I felt good to exercise 

and thought it was probably impossible to run like this in Thailand. The 

environment mostly made me feel good on my first run. (Nat Sakdatorn, 

personal communication, December 4, 2019)   

 

Running a short distance near his campus, from an invitation from friends, was 

the beginning of the marathon, and later became a cultural capital to enter the 

marathon field.  

After Sakdatorn graduated from Harvard, he came back to Thailand. Before he 

signed up to compete in the True True Academy Fantasia 4 singing contest, he had 

worked in the music industry. He was a chorus for artists Golf-Mike in the song 

“Khob Khun Yang Noi Bpai” (Thank You Isn’t Enough) and wrote the melody of the 

song “Thot Than Kan Mai Dai” (Irreplaceable) for Kal Karolin on the album, Triple 

Flavor. (Sanook.com, 2016) This is an accumulation of cultural capital in music as a 

music producer before Sakdatorn entered the Entertainment field as a singer and 

actor. 
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 Nat Sakdatorn Capital transformation and Expansion to “Behind-

the-Scene” Person………………………. 

From childhood until graduation from university, Sakdatorn has accumulated 

cultural capital and converted this capital to work in the early stages in the 

entertainment industry, namely as a chorus for the artist Golf-Mike in the song 

"Thank You Isn't Enough" and to write the melody of Kal Karoline's song 

"Irreplaceable" on the album, Triple Flavor. (Sanook.com, 2016) The accumulation of 

capital in singing, playing music (piano), activities in schools and universities related 

to singing, and theatrical performances have been converted to a form of work in the 

entertainment industry as a "Behind-the-Scenes" person. 

 

 

Figure 4.5  Chart of Nat Sakdatorn's Economic and Cultural Capital Accumulation 

Leading to the Conversion of Composer/Composer Capital 

 

The chart above shows that Nat Sakdatorn has accumulated more cultural 

capital in the entertainment field than in the marathon field. Music has always been 

his personal interest since he was in secondary school. He continued to study Music at 

Berklee College of Music for 1 semester. As a result, he began to perform his music 

work in the entertainment field as a “Behind-the-Scene” person.  
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4.2 Nat Sakdatorn’s Entry to the Entertainment Field (2007-2012)  

 His Background and Entry to the Entertainment Field 

 

 

Figure 4.6  Nat Sakdatorn as The First Winner of The True Academy Fantasia  

Season 4 

Source: MGR Online (2007). 

 

After his return from the US, Nat Sakdatorn started his work in the 

entertainment field as a behind-the-scenes person and became known as a singer and 

actor in 2007, after winning a singing contest, True Academy Fantasia Season 4. He 

became a singer under True Fantasia and produced many works, such as two albums 

namely, All You Need is Love, and NAT SAKDATORN 360 degree, in which he 

partly composed the melodies. In addition, he has also sung some soundtracks for tv 

dramas, presented advertising for different products such as True Move, True Life, 

Bank of Ayudhya, Dutch Mill, written a book, "Mong Took Yang Jaak Took Moom 

(Look at Everything from Every Angle)" (Amarin Publishing House) His theatrical 

performances included KRUNGSRI AF the Musical Jojo San Episode, The Legend of 

Re-Khai-Fan: Cha-Liang, The Musical, and FAME, The Musical (Original Thai Cast 

Recording)  

He was an actor in the 3D movie 'La Fa Fun: Confession of the Winners, 

which was meant to be a concert for a fan meeting. (Theaffan, 2012)  
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 Nat Sakdatorn Capital Accumulation, and Conversion in the 

Entertainment Field 

4.2.2.1 The Cultural Capital and Conversion in Types of Work in the 

Entertainment Field 

Nat Sakdatorn has accumulated cultural capital in the form of various 

works in the entertainment field, such as being a singer, a theatrical actor, a writer, a 

product presenter, a movie actor, and a model. The first 5 years of being an artist 

under True Fantasia, where the company designed the image and selected works for 

him, resulted in his image of a teenager at the beginning of his career as a singer. He 

was also presented as a talented idol who was more capable than just singing and 

acting, but also as someone who has language and academic abilities. The book that 

he wrote in 2007 titled, “Look at Everything from Every Angle” conveys his 

experience during his studies in the United States at Harvard University, and how he 

applied his life experiences from inside and outside the classroom in real life. As for 

his performances in theater, they are mostly in the form of musicals, which started in 

2008. His first film acting was in 2010. As for his works in the television series, the 

researcher collected the data only when Nat Sakdatorn was the main character, 

starting from 2015 onwards (Theaffan, 2012) 
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Figure 4.7  Chart of Nat Sakdatorn's Cultural Capital Accumulation, Conversion, and 

Expansion Process 

 

Between 2007-2012, Sakdatorn's works in the entertainment field were 

outstanding; they were the conversion of capital which had been accumulated since he 

was in high school to university. In particular, this included his music that was under 

True Fantasia from 2007-2012, where he had 2 albums. In the first album, he showed 

his musical talent by composing the English rap lyric, the melody for the song "Kham 

Sam Kham (Three Words)", and the lyrics and melody for the song "The Way to Your 

Heart". On the second album, “361 Nat Sakdatorn”, he composed the music of 6 

songs out of a total of 8 in the album, converting the capital he had accumulated in 

music to create his own works. (Theaffan, 2012) 

As for details of work in the entertainment field divided by the form of 

work, the researcher gathered information on Sakdatorn's works from Magazinedee, 

Sanook, Theaffan, YouTube, and free Wikipedia. It was found that he has 

accumulated cultural capital leading to the expansion of symbolic capital. The details 

are as follows: 

1) Product Presenter  

Nat Sakdatorn's role as a product presenter was after the True 

Academy Fantasia Season 4 ended. The products he was presenting were, therefore, 

Movie Actor 

Model for Magazine 

Product Presenter 

Writer 

Theatrical Actor  

Singer 

Songwriter/Melody 

Composer 
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sponsored products for the show, such as True Move, True Life, Green Nut, Krung 

Bank. Sri Ayutthaya and Dutch Mill, etc. 

 

 

Figure 4.8  Nat Sakdatorn in True Move Commercial 

 

2) Being on TV Shows 

Nat Sakdatorn was invited to participate in television programs. 

Before entering the marathon, he would appear on shows with new music. 

Categorized by program formats: for the news programs or music programs, he used 

this platform to promote new songs or works. Then, on general TV programs such as 

a talk show, he would be interviewed informally, and in educational programs, he 

would speak about the process to be accepted into Harvard. However, Nat Sakdathorn 

has not yet been invited to any health and sports programs. 

3) Works related to TV drama, Film, Music, and Theatrical 

Performance 

In the early stages of television dramas, Sakdatorn was a guest 

actor such as in "Thewada Sathu" (Channel 3) and “Klun Fun Wanrak” (Channel 

MCOT) in which he played a young man running after his dreams to become a radio 

host, etc. He worked in films: A 3D movie 'La Fa Fun: Confession of the Winners'. 

His Music included: 2 solo albums, “All You Need is Love,” and “361 NAT 

SAKDATORN”. The rest are special and single albums. His theatrical performances 

include “KRUNGSRI AF: the Musical,” “Jojo Sang,” “The Legend of Raed Khai 

Fun: Cha-Liang: The Musical,” and “FAME: The Musical” (Original Thai Cast 

Recording). 
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In the first 5 years of acting in the entertainment field, he often 

played the role of a teenager. If it was a love story, it would be a teen love story where 

he was presented as a teen idol. 

It can thus be concluded that Sakdatorn's image presented 

through his works before entry to the field of the marathon was either his music or 

performance. He was also presented as a well-educated artist, and with a good image. 

However, there was no image of sports and exercise in any interviews or talk shows in 

those days.  

4) Magazine Photoshoot 

Characteristics of magazines that present content related to Nat 

Sakdatorn since the end of the True Academy Fantasia 4 competition were mostly for 

magazine covers, a photoshoot with AF4 artists in various concepts. These magazines 

included Praew, Weekend Volume, All magazine, Priew, Kunlasatree, and Kazz. 

While some of the magazines reposted old photos that changed the format of the 

photoshoot, others are already closed. 

Therefore, the researcher collected the magazines with Nat 

Sakdatorn on the magazine cover to study and apply the concept of dividing magazine 

content by the nature and type of magazines. (Pira Chirasopone, 2004) The contents 

which present Nat Sakdatorn are as follows: 

 

 

Figure 4.9  Nat Sakdatorn on Magazine Covers 

Source: Magazinedee (n.d.). 
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Nat Sakdatorn has done most of his photoshoots and interviews 

for fan magazines along with his fellow artists from the True Academy Fantasia 

Season 4 contest as well as with other artists whom he was working with. He also 

appeared in one of the academic magazines “I get English”, December 2008 issue. 

The magazine is for learning English in simple ways. Through this issue’s interview, 

Nat Sakdatorn’s story was presented in terms of efforts and success in life and work 

which is his cultural capital transformation, from having good education to being an 

artist with a good image for having a good education. In the early days of Nat 

Sakdatorn's work in the entertainment field, he rarely appeared in men’s and women’s 

magazines. “Volume” was the only magazine of this genre for which he did a photo 

shoot with his fellow artist, Nat Thewphaingarm, the winner of AF5. 

From the above information, the image of Nat Sakdatorn that 

appeared in magazine publications is portrayed as an artist, an actor, and a teen idol 

due to how his agency has set his image to be in line with the record label. 

4.2.2.2 Capital Accumulation and Symbolic Capital Transformation 

Nat Sakdatorn's background has cultural capital in the entertainment 

field because of his musical talent and his participation in music and acting clubs 

while studying. Then he entered the entertainment field, was presented through the 

media, and became a celebrity in the entertainment industry. This is consistent with 

Boorstin’s concept of celebrity Boorstin (1987) which divides the characteristics of 

being a celebrity into two types: people who are famous for being a great person or a 

hero, and people who are famous for being a celebrity (or big name). During the 

Graphic Revolution in the 1900s, the variables for making an individual famous have 

increased. The image of celebrities was made known through the media presentation. 

According to Boorstin, the media during the Graphic Revolution consisted of 

television, film, publications, magazines, and advertisements. In the case of Nat 

Sakdatorn, he became famous as the second type which refers to people who are 

famous for being a celebrity from all kinds of entertainment work; a singer, 

songwriter, actor (stage plays, movies, and TV series), writers, concerts, social events. 

Participating in the True Academy Fantasia 4 contest was clearly the 

capital accumulation of Nat Sakdatorn. After that, he began to convert his reputation 
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from winning the AF4 contest to working in the entertainment field. As mentioned 

above, his various kinds of works appeared to the public. 

Besides his works in the entertainment industry, another form of the 

symbolic capital that Nat Sakdatorn has is the image of being a "student who studied 

abroad" which is seen in the media when he is interviewed about his works in the 

entertainment field and educational issues. Having this image is also a form of 

symbolic capital extension. 

 

 

Figure 4.10  Nat Sakdatorn and His Education as Part of His Capital Accumulation 

Source: Sanook.com (2017). 

 

Due to Nat Sakdatorn’s positive educational image, he was invited to be 

a guest artist at the educational exhibition “Eduzone Expo, Man Chad Mak. 

(Zipevent, 2017) This expanded the symbolic capital. His interviews also appeared 

through TV shows, print media, and online media that present the image of education.  

Another form of Nat’s symbolic capital accumulation is the various 

awards he received for his music works and writing works. For example, he wrote a 

book for teenagers aged 12-18 years (Fiction) "Mong Tuk Yang Jak Tuk Mum", and 

he received the Honorable Mention Award granted by the Ministry of Education. On 

March 25, 2011, he received the award from Her Royal Highness Princess Maha 

Chakri Sirindhorn. 
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Figure 4.11  Her Royal Highness Princess Maha Chakri Sirindhorn Conferred The 

Award Upon Nat Sakdatorn 

Source: Nat Sakdatorn (n.d). 

 

In addition, Nat Sakdatorn received the Popular Male Artist Award for 

the 7th Channel [V] Thailand Music Video Awards. According to Intensive Watch 

research, he also received the “No.1 Music Chart November 2011” award for his song 

“Kit Teung Dang Dang.” The song was most played on radio stations in greater 

Bangkok. Nat Sakdatorn received awards related to his music works during his last 

year with True Fantasia before moving to a new agency, Grammy Public Company 

Limited. 

 

 Communication strategies to Create Nat Sakdatorn’s Celebrity 

Image 

4.2.3.1 Media Strategies 

According to the public relations model, the communication channels 

can be divided into 4 types, namely: personal media, mass media, event media, and 

new media. Nat Sakdatorn employs a mixed media strategy. Each type of media has 

different characteristics and has different strategies for presenting the image. The 

details are as follows: 

1) Personal Media 

Personal media is using oneself as a medium to present one’s 

image in various ways. For Nat Sakdatorn's time in the entertainment field, personal 

media is used to create the image of his works in the entertainment field. To illustrate, 
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he started as a teen singer (idol) with the True Fantasia agency. The agency was the 

one who chose the jobs and determined the direction of his work. Nat’s image, as a 

personal medium, began with his cultural capital in the entertainment field. He was 

the winner of the AF4 contest. He continued to create his own reputation by using his 

symbolic capital and outstanding cultural capital which has been accumulated since 

before entering the entertainment field. The cultural capital in education was 

converted into symbolic capital and became his personal media. He has a good image 

of being an artist who is excellent in academics. Personal media must be credible so 

that the image of the celebrity is widely accepted. It is pointless to create an image if 

the individual or the institution is not accredited. 

 

 

Figure 4.12  Nat Sakdatorn and His Award for Being a Role Model in Education 

Source: NEW18 (2018). 

 

In addition, Nat Sakdatorn has improved himself to become a 

product presenter for consumer goods such as a mobile phone carrier, or milk 

products, etc. This is the expansion of his image from being personal media to being a 

product presenter. 

2) Mass Media 

Nat Sakdatorn has made himself a personal media star by being 

a teen singer (Idol). At the same time, he started to be in the media and was presented 
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so that he was well-known. As a result, being a celebrity has become his symbolic 

capital. 

His image as a movie star was presented differently according 

to various types of media, for instance, a singing contest, being a guest star on TV 

shows or radio, being in the news, starring in films and TV series, magazine 

photoshoots, and newspapers. Nat Sakdatorn has an image of a teenager who is a role 

model of endeavor and competence in education and foreign languages. 

 

 

Figure 4.13  Chart of Nat Sakdatorn’s Works in the Mass Media 

Note: Singing Contest, Magazine photoshoot, Product presenter, Mass Media, 

Acting, Being in the News, Being a Guest Star on TV shows 

 

The difference between mass media and personal media is that 

personal media is a self-made image of an individual. On the contrary, the mass media 

would want to present about the star if he or she has interesting qualities that would 

attract attention widely. 

Therefore, the mass media helps to support Nat Sakdatorn to 

become more well-known in terms of being a celebrity and having symbolic capital. 

As a result, he can talk more about his own thoughts on education, exercising, making 
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inspiration in life in various aspects. Through planning with his agency, Nat 

Sakdatorn’s image is presented as a teen idol and a role model for youth. 

3) Event Media 

Organizing a special event is a face-to-face communication 

strategy. Nat Sakdatorn's special events include singing or participating in activities 

that require his talents in the entertainment field. The formatting and content of 

special events are varied such as banking and financial events, beauty clinic events, or 

educational events. The researcher has observed that Nat Sakdatorn’s special events 

are the result of his cultural capital accumulation. For example, Nat Sakdatorn has an 

educational background in economics; hence, it is to his advantage for him to have a 

positive image for banking and financial events. Moreover, many products sponsored 

the True Academy Fantasia 4 program. Thus, Nat Sakdatorn's special events have 

many sponsors as well. 

A special event is a unique form of media in terms of the 

feeling of closeness between the artist, fans, and the public. It is different from the 

mass media which only presents the image of artists through a medium, and people 

cannot see them in real life. Therefore, a special event is a medium that encourages 

artists to have activities together with their fans and is an opportunity for other people 

who may not be regular fans to meet the artists. 

4) New Media  

The new media in this research refers to the media that is 

developed based on computer and information technology. Nat Sakdatorn uses the 

new media to create his image in the entertainment field. The new media he uses are 

his online media platforms which consist of Instagram, Facebook, and Twitter. He 

uses the same account name, Nat Sakdatorn, in all three media platforms which makes 

it easier for people to remember and it unifies the 3 platforms. 



 80 

 

Figure 4.14  Nat Sakdatorn on Personal Online Media 

Source: Instagram@nasakdatorn; Facebook Nat Sakdatorn; Twitter @NATsakdatorn 

 

Each media platform presents his image differently as the following 

chart  

 

Figure 4.15  Chart Showing Nat Sakdatorn Using New Media During his Time as a 

Star 
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From the chart above, the contents in the new media platforms of Nat 

Sakdatorn during his time as a star were mostly about his works, travel trips, private 

events, and inspirational quotes. Personal media is a proactive media that users can 

control the direction of the contents and how they want to present themselves. It is 

different from the presentation through the mass media or special events. It creates 

socializing or exchanging opinions. It is a two-way communication where celebrities 

can interact with fans directly. 

In summary, the four categories of media mentioned above can be 

divided into two types of creating celebrity image; 1) media in which celebrities can 

create their own image i.e., personal media and new media, and 2) media in which 

celebrities cannot control their image creation i.e., the mass media and special events. 

However, the image must be clearly visible and tangible regardless of 

any form of media. It is something that can be seen vividly as in the case of Nat 

Sakdatorn whose image is an artist, a teen idol, and a role model. 

4.2.3.2 Message Strategy 

Another important element of communication that makes 

communicating the image of celebrities successful is the message that the marathon 

celebrities communicate with their audience. There are two types of messages. The 

first type is a message designed by the mass media to present news of Nat Sakdatorn. 

From interviews with entertainment journalists, it was found that there are three 

factors for choosing to present news about artists and movie stars: notorious issues, 

works, and gossips. (Borirak Nilnaka, personal communication, December 3, 2019) 

The second type of message is the message presented by the marathon celebrities 

themselves. As Nat Sakdatorn entered the entertainment field, the message mainly 

came from the mass media. The characteristics in the message that affects the 

communication are found in 2 types: the message in normal conditions and the 

message under special conditions. The researcher gathered information from Thairath 

newspaper, Hellomagazine website, Sanook website with the following details. 

Message during normal circumstances This kind of message is mainly 

for notifying information and publicizing the artist’s works. The media would present 

the message along with interesting personal matters. For example, in the case of Nat 
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Sakdatorn, Thairath newspaper presented his personal background after he won the 

AF4 contest. 

 

 

 

Figure 4.16  News about Nat Personal Background after He Won the AF4 Contest 

Source: Thairath (2007). 
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Another example is the news about his physical training for his new 

music video, “Dab Fai Duay Nam Man”  

 

 

Figure 4.17  News About His New Musical Work and His Body Training 

Source: Thairath (2011). 

 

Message during unusual circumstances This kind of message is 

designed during critical or unusual situations. In the entertainment field or for many 

celebrities, it is common to see this kind of message, for instance, if there were news 

that is presented negatively or news that affects the image of celebrities, they have to 

clarify through interviews with the media. 

In the case of Nat Sakdatorn, after winning the AF4 contest, there was 

news his family had cast most of the votes for him to win the competition. The media 

presented the news in this manner as a question for the artist to clarify this alluded 

circumstance. 
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Figure 4.18  Nat Sakdatorn was Criticized if His Success was Due to Real Talent or 

Due to Being in a Wealthy Family 

Source: Sanook.com (2016). 

 

Nat Sakdatorn’s response to this situation: 

I have encountered both negative and positive vibes. People who disliked me 

cursed me as if I had hurt them. About the vote issue, people thought I did not 

deserve it. It was difficult to stay strong at that time. It was the hardest event in 

my life ever. Suddenly, someone hated me and cursed me. Now looking back, 

I can see many aspects like I was not that good yet. So, I understand why 

people criticized me. (Nat Sakdatorn, personal communication, June 5, 2015) 

 

This corresponds to the interview that Nat Sakdatorn had with Hello 

Magazine about looking back at being criticized for his abilities during the AF4 

contest. 

I met people who criticized my voice as ‘fingernails on a chalkboard’. So, 

honestly, I was stressed. I did not think of myself as someone who has a good 

voice. But thinking that me being here can cause them such dissatisfaction? It 

was the combination between anger and regret. But in the end, I chose to look 

at it as a motivation to prove myself. The only thing I knew was that 'I can't 

give up' otherwise what those people said about me would become true. 

(Hello Thailand, 2019) 
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Despite the negative news about the votes from his family or how he 

did not deserve the prize, Nat Sakdatorn stepped into the entertainment field after the 

AF4 contest ended because he chose to use a positive attitude to drive himself 

forward. In an interview with Nat Sakdatorn, he specifically used the phrase "take the 

positive energy to push myself forward”. He proved himself by turning the criticism 

and improving his talent in both singing and acting. From the interview and this 

incident, the researcher noted that Nat Sakdatorn has the endeavor and dedication to 

doing what he set as his goals. He also chooses to believe in himself rather than what 

others say, and he would do his best for everything he does. To illustrate, for his 

educational background, Nat Sakdatorn mentioned in an interview about studying that 

he had to do well in school. He likes to pressure himself to do the best. As a result, he 

has been working in the entertainment field continuously until now for a total duration 

of 13 years.  

 

4.3 Nat Sakdatorn and Capital Accumulation, Capital Transformation, 

and Creating an Image of a Marathon Celebrity (Entering Sport-

Entertainment Industry) (From 2012-Present) 

 Background before Entering Marathon Celebrity Field 

As Nat Sakdatorn was stepping into the marathon field in 2012, it overlapped 

with transitioning from being an artist under True Fantasia to Music Cream (GMM 

Grammy). He currently is an independent artist. It was during that time he started to 

improve himself both in the entertainment field and taking care of his body 

systematically. He began to have a more serious exercise plan. Initially, he would go 

to the gym just to get in shape for a magazine photoshoot. Later, he became interested 

in running marathons because a trainer at the gym invited him to run in a park. Then 

he started running a marathon race. 
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Figure 4.19  Nat Sakdatorn on Men’s Health Magazine Cover 

Source: Magazinedee (n.d.). 

 

Nat Sakdatorn’s first marathon was at the BITEC Half Marathon in 2012. 

At that time, I began to see people I know posted pictures of themselves 

running, the moment at the finish line, the various stories during the run, on 

their Instagram. I thought it was interesting. Previously, I ran just for fun and 

never tried to take running seriously. (Nat Sakdatorn, personal 

communication, April 17, 2017) 

 

 

Figure 4.20  Nat Sakdatorn at His First Marathon with The Distance of 12 Kilometers 

Source: Instagram@natsakdatorn 



 87 

The BITEC Half Marathon, with a distance of 10-12 kilometers, was the first 

mini-marathon event for Nat Sakdatorn before participating in half marathons (21 km) 

and marathons (42.195 km), which will be discussed below. 

 

 Nat Sakdatorn’s Capital Accumulation and Capital 

Transformation of being a Marathon Celebrity 

4.3.2.1 Capital Accumulation and Cultural Capital transformation in 

Running a Marathon 

Nat Sakdatorn's capital accumulation in the marathon continued while 

working in the entertainment field. During his entry into the marathon field, the 

process of his capital accumulation consists of the motivation for running a marathon, 

and the process of knowledge accumulation as cultural capital, which is an important 

process for becoming a marathon celebrity. After that, there was a process of 

converting the capital back to the entertainment field and turning it into symbolic 

capital in the form of being a marathon celebrity and becoming more well-known.  

1) Motivation for running a marathon 

Running a marathon is an exercise that requires endurance and 

courage to overcome one's own limits and is a sport that affects the mind. If you can 

overcome yourself in running a marathon, you can complete a marathon. (Lalita 

Bongkotpannarai, 2017) Therefore, being motivated to run a marathon is extremely 

important. Motivation for running a marathon and exercising go hand in hand because 

running is a form of exercise. Nat Sakdatorn’s motivation for running is detailed as 

follows. 

(1) Psychological motives or Enhancing self-esteem   

Nat Sakdatorn began his interest in exercising before 

running a marathon. While studying in the United States, his motivation was that his 

college friends look good because they exercised, so he started to be interested in 

exercising.  

When I saw my friends or other people exercise, they looked cool. So, I 

wanted to look cool, too. At that young age, simple reasons like that made me 

want to do it. (Nat Sakdatorn, personal communication, December 4, 2019) 
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That is his starting point for exercising. It started with 

wanting to take care of his own body due to having friends as role models. 

(2) Social motives included a desire to affiliate with other 

runners 

Nut Sakdatorn started running because of the social motive 

of having friends at the university who invited him for a run. That is why he began to 

have his interest in running. 

My friends at the university invited me for a run. I saw that the atmosphere 

was good. Besides, it was probably out of my curiosity. I wanted to know how 

it makes you feel good. I saw people running along the riverside around 

Harvard University. I wanted to try. So, I did, and it felt good. I ran by the 

river. I felt good to exercise and thought it was probably impossible to run like 

this in Thailand. I think the surrounding environment is an important factor. 

After that, I ran sometimes if I had time. (Nat Sakdatorn, personal 

communication, December 4, 2019)  

 

In the case of Nat Sakdatorn, the social motive was being 

able to absorb the atmosphere and the society from those around him. This factor 

drove him to enter the marathon field. After being in the field for a while, he has 

improved his running ability which led to using the marathon as a tool and medium 

for social contributions, such as participating in the Kao Kon La Kao project with 

Atiwara Kongmalai, etc. 

(3) Physical motives for running included general health  

The motivation that comes with exercising is to have a 

good-looking body and being strong. This is in line with Nat Sakdatorn's motivation 

as well. 

…because I wanted to look good but I didn’t aim to do it seriously so people 

would remember me. But I wanted to have good postures, to have more self-

esteem. That was it. If there was something I needed to do, I had to do it well, 

so I would not be ashamed. (Nat Sakdatorn, personal communication, 

December 4, 2019) 
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Physical motivation is another component that supports 

working in the entertainment field. It is the initial reason to exercise to keep the body 

in shape for magazine photoshoots. Therefore, it is another element that contributes to 

the cultural capital which is later converted for works in the entertainment field. 

(4) Achievement motives included competition with other 

runners 

For running a marathon, the first tangible success is running 

to the finish line. After that, it is about setting a goal to have a better time. You want 

to run faster, you want to improve continually. Nat Sakdatorn compared the marathon 

to learning that there must be goals and assessments: when we have our 

accomplishments, we can use the marathon as a tool to pass on positive energy to 

others as well. 

I was always taught to do well in studying courses and taking exams. Running 

is like an exam to me. Now, I may have lowered the expectations I put on 

myself. But in the past, I would set my goals and how to measure the 

accomplishments in my mind. (Nat Sakdatorn, personal communication, 

December 4, 2019) 

 

According to the above information, some motivations lead 

to having an interest in running a marathon. For Nat Sakdatorn, his initial motive was 

wanting to look good. In addition, when he does something, he wants to do it well and 

be successful. He has adapted his way of thinking for studying or doing exams and 

used it with running marathons. This is consistent with his educational background 

and the capital accumulation of his outstanding performance in academics, especially 

about having the endeavor and using self-motivation for getting in shape and running 

marathons. The researcher noted that this is Nat Sakdatorn's strength that has made 

him improve continually. He continues to run marathons to overcome his own mind 

and achieve his own goals.  

After having the motivation, Nat Sakdatorn entered the 

marathon field. The next step was training to increase the potential of running 

marathons. The training evolved as the intensity of the marathon increased 

accordingly. 
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2) Cultural capital in the knowledge about marathon running 

The training process for being able to run the 42.195 kilometers 

distance is crucial. A marathon is long-distance running that requires training. 

According to sports science, running for more than 45 minutes is an exercise for those 

who have been trained in this, or else it will result in injury. There are four levels of 

cultural capital accumulation in the knowledge about marathon training (Fog, 1999) 

namely games, play, work, and sport. The training in each level will be different 

depending on the intensity. The details are as follows. 

 

 

Figure 4.21  A Hierarchy Chart for Cultural Capital Accumulation in Running 

Marathons of Marathon Celebrities 

 

(1) Game 

Running as a game has an important function for learning 

development. There are rules, but with less intensity. Its purpose is to have fun. This 

is the starting point for Nat Sakdatorn's running, which is running in daily life or 

exercising. While studying in the United States, he started running for the first time 

because his college friends invited him. He wanted to feel the feelings of those who 

run. Therefore, he accepted the invitation to go for a run. Other factors encouraged 

Nat Sakdatorn to start running, namely; the motivations through the social context 

that supports exercising, and seeing through both the traditional media such as 

magazines, print media and the new media like the internet and reading on health and 

wellness. 
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(2) Play  

Running as play has a dimension for competition. It is more 

exciting, and it requires more skills. The purpose of this type of running is to be a part 

of various traditions. It could be for exercising or taken as a part of sports. During Nat 

Sakdatorn’s transition to Grammy Company Limited, the company encouraged artists 

to take care of their health and shape by opening a gym for artists to exercise for free. 

From the interview with Nat Sakdatorn, he mentioned that a trainer at the Grammy 

gym convinced him to start running, so he began to take it more seriously. 

According to the information, the accumulation of 

knowledge in running the marathon of Nat Sakdatorn includes personal media (the 

trainer) as a key factor to convince him into the marathon field. In addition, from the 

interview with the trainer, more information is obtained as follows: 

Exercising is part of improving and supporting artists. They have their healthy 

body as their capital. We just look for activities to awaken the energy we have 

through running. In the early days, we just apply at the running event and just 

ran. Unlike today, running events are becoming more popular. People are 

interested in running, so I invited Nat Sakdatorn to try running because I saw 

that he had been training in the gym for quite some time. (Nopphon Panya, 

personal communication, December 4, 2019) 

 

(3) Work  

Running as work has its benefits and runners who use 

running as their work treat it as their job. They are professional runners who run for a 

living. For marathon celebrities, they treat the marathon as a hybrid job between the 

entertainment field and the marathon field. They receive some benefits in a form of 

being a product presenter when they participate in running events. For example, Nat 

Sakdatorn, as a brand ambassador for running shoes Asics, participated in the Tokyo 

Marathon in 2018. Consequently, he had to be trained more systematically like 

professional runners. Therefore, his marathon running has a form of work status 

mixed in. 
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Figure 4.22  Nat Sakdatorn at the Tokyo Marathon in 2018 

Source: Nat Sakdatorn (n.d.). 

 

(4) Sport  

Running as a sport focuses on using strength. These are 

competitions that are accredited by institutions and the statistics are recorded. People 

who run for this type take running seriously as a sport. After participating in running 

as for work status, Nat Sakdatorn practiced on his own and did not have appropriate 

training methods in the beginning. Therefore, he later began to pay more attention to 

the correct form of training. 

At first, I trained without knowing how to train myself. I didn't do it precisely, 

so it was not useful. Then I met a running coach and adjusted the training. I 

found myself improving faster than just training aimlessly. In the past, I only 

thought that training was just for running faster, or more distance. In fact, 

muscle development is a crucial factor as well as knowing what running 

posture is the most effective and will cause the least injury. (Nat Sakdatorn, 

personal communication, December 4, 2019) 

 

According to the data, Nat Sakdatorn has adjusted his 

training from the training plans for professional marathon runners to go accordingly 

with his career, his work, and his free time. For instance, “If it is a 1-week plan, but it 

might take me 2 weeks to complete. I could practice 3 times a week at most. Some 

weeks I might only have 1 training session. I tried to practice according to my 
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schedule and the training plan suggested by the coach.” (Nat Sakdatorn, personal 

communication, December 4, 2019) 

Besides training himself by using the training plans for 

professional marathon runners, Nat Sakdatorn also improved his physical potential by 

attending a training camp in Thanyapura, Phuket, to train his body the same methods 

for training professional athletes. 

 

 

Figure 4.23  Nat Sakdatorn During the Training Program at Thanyapura in Phuket 

Source: Nat Sakdatorn (n.d.). 

  

In addition to training for running a marathon as a sport, 

Nat Sakdatorn also participated in the Tokyo Marathon 2018 (Greenwave, n.d.) which 

is one of the six World Major Marathons. The major running events include the 

Boston Marathon, Berlin Marathon, London Marathon, Chicago Marathon, New York 

Marathon, and Tokyo Marathon. Running events at this level divide runners into 

groups between a group of elite athletes and the general public. Nat Sakdatorn 

participated in the general public group as a representative of Asics sports products. 

His running time was officially recorded at that running event. 

The fact that Nat Sakdatorn participated at the World Major 

Marathon, an accredited field by the International Association of Athletics 

Federations or World Athletics, shows his intention of running marathons was not 

only for exercising but also for work. He went through a full training process that led 

him to running marathons. This is another quality of being a marathon runner. 
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4.3.2.2 Cultural Capital Accumulation and Capital Transformation of 

the Works in the Entertainment Field 

When Nat Sakdatorn entered the marathon field, it was near the time 

when he was transitioning from being an artist under True Fantasia to Grammy Public 

Company Limited. This resulted in the form of capital accumulation in the 

entertainment field that changed over time, gaining more work experience, and 

looking after his own body more which changed the style of his works in music. To 

illustrate, Nat Sakdatorn continued to be involved in composing his own songs. 

However, the contents of the songs included a more mature love story perspective and 

some perspectives from personal experience. As for movies, in 2016, Nat Sakdatorn 

took the lead role in the movie “FATHERS” with his co-star, Uttsada Panichkul. It is 

a love story of two men trying to start a family, and they want to have children. Due 

to their gender, they cannot have children naturally. The movie continues with stories 

of the two trying to overcome obstacles. The movie reflects the love life between men 

and men. It was a transition in Nat Sakdatorn’s acting career for taking a boy’s love 

role. 
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Figure 4.24  Poster of the Movie “Father” Which Nat Sakdatorn Starred In 

Source: Majorcineplex (2016). 

 

The movie “Father” was the first acting job that Nat Sakdatorn played 

in a boy’s love role. Nevertheless, he previously had an image of being an imaginary 

couple with the same-sex artist, Tol Vonthongchai. This is because, during his time in 

the True Academy Fantasia 4 contest, the show aired 24 hours and audiences could 

watch the contestants live through the hidden cameras. The closeness of Nat and Tol 

had people’s imaginations running wild. Fans were rooting for both, and they always 

wanted to see them together. That was the phenomenon that occurred during the 

contest. After the contest, the two continued working together in various projects such 

as plays, events, concerts including singing the song “Unconditional Love”, and a 

theme song for the series “Love Sick: The Series.” It is a boys’ love series.  
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Figure 4.25  Nat Sakdatorn and Tol Vonthongchai Playing Instruments Together 

Source: Mthai (2018).  

 

Therefore, Nat Sakdatorn's role in the movie “Father” is not a new 

image for fans who have been following his works. 

The most obvious change in his works since running marathons was 

being a presenter of sports-related products such as being a brand ambassador for 

Asics and Sporade, a sports drink. He also attended special events related to marathon 

and exercise-related products events. Moreover, his work included being a mentor 

artist, “King of Alpha Male”, in the reality TV show “Cuteboy Thailand Project'' in 

2019. His role was to mentor new artists before entering the entertainment field. This 

is a major change in his career from being a participant in a singing contest to 

becoming a co-mentor for new artists. This is the result of having a good-looking 

image, leadership, and decision-making skill. (Kapook.com, 2019) 

Nat Sakdatorn's cultural capital accumulation in the entertainment field 

started after entering the marathon field. This aligns with his background with an 

interest in marathons and exercising. As a result, his body has changed, and he 

became passionate about activities in both the entertainment field and the marathon 

field. There was a cultural capital transformation in the marathon field running to the 

entertainment field. Nat Sakdatorn continues his work in singing, acting, and adding 

on other kinds of works due to his physical transformation. 
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Figure 4.26  Chart of Nat Sakdatorn's Cultural Capital transformation While Being a 

Marathon Celebrity 

 

The researcher gathered information on Nat Sakdatorn's work from 

television stations; namely Channel 3, ONE31, Workpoint, and news websites such as 

Kapook, Magazinedee, Sanook, Theaffan, YouTube, and Wikipedia, including 

collecting information from fans who gathered his works via Twitter named 

NATsakdatornFC. It is found that Nat Sakdatorn has accumulated cultural capital and 

it led to the expansion of the symbolic capital. The details are as follows.  

1) Reality Show: Cuteboy Thailand 

Nat Sakdatorn has expanded his role in the entertainment field 

from being a contestant to being a mentor advising a new generation of contestants on 
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a reality TV show “Cuteboy Thailand”. The show seeks the first “Cuteboy Thailand” 

on the True For You channel. Nat Sakdatorn was selected as the “King of Alpha 

Man”, a mentor who is prudent, determined, and earnest. He has the qualities of being 

calm, decisive, and having leadership. This is a step beyond just being an artist to 

being a role model for other contestants. 

 

 

Figure 4.27  Nat Sakdatorn as The “King of Alpha Man” on The Reality TV Show 

“Cuteboy Thailand” 

Source: Twitter@TrueID_app 

 

2) Product Presenter 

After entering the marathon field, Nat Sakdatorn has exercise-

related works such as being a brand ambassador for Asics products since 2017, the 

beginning of him being an influencer, as well as being a brand presenter for Sporade, 

a sports drink. In addition, he has been a presenter of running events which is only 

done briefly during the running event. Being a product presenter is the result of 

having symbolic capital as a marathon celebrity and it also makes a clearer image of 

being a marathon celebrity. 
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Figure 4.28  Nat Sakdatorn as a Brand Ambassador for Sporade in 2018 

Source: Nat Sakdatorn (n.d.). 

 

3) Guest on TV Programs 

Nat Sakdatorn has been invited to participate in many 

television programs, some of which he participated in more than before he entered the 

marathon field. 

News or music program: He appears in this type of program by 

giving an interview and singing a new song, to promote his work, especially if he has 

released a new song.   

 

 

Figure 4.29  Nat Sakdatorn Promoting his Song “Chan Hen”, on Rueng Lao Chao Nee 

News Program, Chanel 3 
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Variety show: It is a program that aims to present a variety of 

entertainment acts such as interviews or singing. It is common to see these types of 

shows on television. Nat Sakdatorn has been involved with designing the concept of 

his shows. Thus, taking off his shirt while singing was a part of his performance that 

he designed. It presents the image of the results of his exercise. According to the 

information about his performances, he did not do any shirtless performances through 

the media before entering the marathon field; he only did it afterward. 

 

 

Figure 4.30  Nat Sakdatorn on Lip Sync Battle Thailand, Channel ONE31 

 

Additionally, he was also a guest in other variety shows such as 

“I Can See Your Voice” on Workpoint channel. He was a guest artist, and he was also 

on a team of “celebrity panelists” to help other guest artists find out who the bad 

singer was. When Nat Sakdatorn was a guest artist to guess the bad singing, the guest 

artist was AKB48, a girl group from Japan. Nat Sakdatorn interviewed them in 

Japanese. Hence, using the knowledge in the Japanese language as cultural capital is a 

capital transformation for work in the entertainment field. 
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Figure 4.31  Nat Sakdatorn on “I Can See Your Voice”, Channel Workpoint 

 

Health and sports program: “Yuu Pen Luem Puay” The 

program presents information about health in a fun way. It makes people want to take 

care of themselves. The program aired on AmarinTV on April 11, 2019, with Nat 

Sakdatorn as a guest. He talked about the beginning of his career and health. He 

mentioned taking care of both physical and mental health. This is his image that was 

presented after entering the marathon field. 

 

 

Figure 4.32  Guest on “Yuu Pen Luem Puay” 
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Educational program: Nat Sakdatorn was a guest on the 

program “Loukgolf's English Room” broadcasting on the GMM25 channel. The 

conversation on the program was in English. The topic of the discussion was work, 

life in general, leisure activities, exercise, and taking care of the body. In fact, this was 

Nat Sakdatorn second time on this show, joining as a guest on February 24, 2019. 

 

   

Figure 4.33  Guest on Loukgolf’s English Room, Channel GMM25 

 

Although the format of the show is educational, the topics of 

exercising or marathons have also been mentioned through the interview, and the 

picture of him exercising was also used in the show as well. 

Game show: “Pritsana Fa Laep” This is a quiz show on the 

Workpoint channel. Before the host begins asking questions, the contestant is seated 

on the chair. If the contestant answers the questions correctly, the chair will move up 

higher for each question. There are 10 questions in total. If the contestant answers any 

of the questions wrong, the chair will move down to the lowest level. The episode 

with Nat Sakdatorn on the show aired on June 8, 2017. 
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Figure 4.34  Guest on “Pritsana Fa Laep” 

 

Talk show: “Johjai”, Channel ONE31. Nat Sakdatorn had an 

in-depth interview with Sanya Kunakorn, the host of the talk show on June 5, 2015. 

The interview covered Nat Sakdatorn’s work, his study abroad experience, and the 

turning point to working in the entertainment field. Moreover, the interview included 

dealing with negative news after the AF contest had ended such as being disqualified, 

his family casting a lot of votes, the criticism in the social media, and overcoming 

related obstacles. During the interview, Nat Sakdatorn mentioned there were times 

when he was weak and sick, so he started to take care of himself and exercise more. 

 

  

Figure 4.35  Guest on Johjai, Channel One31 

 

TV drama actor, movie actor, singer, theatrical actor  

After entering the marathon field, Nat Sakdatorn’s work in 

television dramas has more variety. He acted in different roles. He showed the 

development of the characters he played according to their age as well as showing 
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their emotional development. The characters he played are in various professions such 

as doctor, police, etc. These roles are seen in TV series like “Club Friday The Series'', 

“Sampad Rattikarn”, “OMG (Oh my Ghost Thai version)”, or “Rongtao Naree”. He 

also played a boys’ love role in the “Friend Zone Series”; his boys’ love lead role in 

the movie “Fathers''; his music work: 6 singles that are not included in an album; and 

his musical plays: “Wan Sala Sod Gab Jod Gao Gao: The Musical Comedy”, “Ladies 

of the Stage: Ban Lung Mek The Musical” 

4) Magazine Photoshoots 

The content about Nat Sakdatorn in magazines has changed 

after he entered the marathon field. It is found that his photoshoots with men’s and 

women’s magazines have increased significantly. These types of magazines 

emphasize presenting the body. However, he also did some photoshoots for travel 

magazines. The details are as follows.  

5) Men’s and Women’s Magazines:  

The content in these types of magazines is especially for men 

or women. It features any topics that are in the social trend at that time. For men's 

magazines, Nat Sakdatorn has done photoshoots for many magazines’ covers such as 

Men’s Health: May 2011 issue, Attitude Magazine: September 2015 issue, Attitude 

Magazine: March 2017 issue, Hamberger: March 2017 issue, and Men’s Health: April 

2017 issue. Working with these magazines includes doing fashion photoshoots and 

giving interviews about exercising. Before his entry into the marathon field, there has 

only been 1 magazine of this type that Nat Sakdatorn has worked with, but there have 

been more afterward. 
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Figure 4.36  Nat Sakdatorn’s Photoshoots for Men’s Health and other Magazine 

Covers 

Source: Magazinedee (n.d.). 

 

6) Travel Magazines 

Nat Sakdatorn had his photoshoots with the artist, Kaew Zaza, 

for Traveller’s Companion magazine's April 2012 issue. They have worked together 

in music. The magazine presents pictures of Nat Sakdatorn and Kaew Zaza at 

interesting places. Nat Sakdatorn also appeared solo on another travel magazine, 

Travel Around the World February 2017 issue. 

 

   

Figure 4.37  Photoshoots for Traveller’s Companion and Travel Around the World 

Covers  

Source: Magazinedee (n.d.). 

 

According to the above information, it can be said that Nat Sakdatorn 

has outstanding abilities and performances in the entertainment field. He continuously 

produces music, has various acting works in TV dramas, plays, movies, and magazine 
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photoshoots. His work after his entry into the marathon field has changed in terms of 

the content and the presentation due to the physical change of his body that attracts 

the audience's attention. He has obtained more of a grown-up/mature image. 

While being interviewed on TV, after discussing general topics, Nat 

Sakdatorn has always been asked about health, exercising, and running marathons. 

Having a fit body and a six-pack has been the main point when talking about 

exercising with Nat Sakdatorn. It also has become his image along with his talents 

when being presented on TV. 

4.3.2.3 Symbolic Capital Accumulation and Conversion 

After Nat Sakdatorn converted his cultural capital by becoming a 

marathon celebrity, his running ability was converted into fame through symbolic 

capital. As he is famous in the entertainment field, he is therefore presented through 

the media as not creating new fame but expanding the already existing reputation. In 

addition, he received the “Fittest Man of the Year” award from Attitude magazine 

because he is known for having a fit body and good shape through exercising and 

taking care of his own health. 

 

 

Figure 4.38  Receiving The “Fittest Man of The Year” Award from Attitude 

Magazine 

Source: Pantip (2017). 
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As previously mentioned, it was found that Nat Sakdatorn had 

converted his capital through running marathons and taking care of his body. He 

shared information through the press, did photoshoots for men's magazines, and gave 

special interviews related to the marathon. It is the conversion of symbolic capital in a 

form of reputation and a new image showing that he is healthier. As a result, he has 

more new types of works. 

4.3.2.4 Social Capital Accumulation and Conversion (Networking) 

Nat Sakdatorn has accumulated many forms of social capital that have 

resulted in the conversion of cultural capital and symbolic capital, such as educational 

institutions, or True Academy Fantasia contests. As entered the entertainment field, he 

began to develop his fan base, his network in the entertainment field, and a network in 

the marathon field which led to the expansion of social capital. It is an extension that 

gives Nat Sakdatorn a network in both the entertainment field and the marathon field. 

The researcher analyzed Nat Sakdatorn's networks by dividing them into 3 networks. 

The details are as follows. 

1) Network in the Entertainment Field  

Currently, after the end of his contract as an artist with GMM 

Grammy Public Company Limited, Nat Sakdatorn turned himself into an independent 

artist. He has his personal manager who helps with work-related contacts but he 

chooses the work himself. The network in the entertainment field includes TV series 

producers, concert organizers, artists, and co-stars who have worked together. 

2) Runner Network   

While being a marathon celebrity, most runner networks are 

used for exchanging information about running from experts. It is different from the 

beginning when the networks were mainly friends in the entertainment field. If the 

marathon celebrities in the entertainment field keep in touch with one another, the 

characteristic of the network will be like a paid job between fellow marathon 

celebrities. 

3) Networking between the marathon celebrity and the 

stakeholders i.e. the media, sponsors, and running event organizers as previously 

mentioned under the topic of social capital transformation. 
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 Communication Strategies for Constructing the Marathon 

Celebrity Image of Nat Sakdatorn 

At this point, the communication strategy is communicating to construct and 

extend the image of a singer, an actor to be a marathon celebrity. The researcher 

applied Boorstin’s (1987) concept of “image” and the concept of “Proactive 

Communication and Passive Communication Strategies” byParichart Sthapitanonda 

(2005), as a guideline for collecting communication information for constructing an 

image of Nat Sakdatorn. The details are as follows. 

4.3.3.1 Media Strategies 

Media is a medium that delivers messages from the sender to the 

receiver. Therefore, a marathon celebrity must have a medium to communicate the 

status of being a marathon celebrity to the public. Communication fails without the 

media. 

According to the public relations model, the communication channels 

are divided into 4 types: personal media, mass media, event media, and new media. 

Nat Sakdatorn's media strategy includes all 4 types (Mixed Media). The details are as 

follows. 

1) Personal Media  

After Nat Sakdatorn accumulated the cultural capital (running 

marathons) and symbolic capital (fame) to become a marathon celebrity, the most 

obvious change was the shape and the strength of his body (picture below). This has 

resulted in his works and his image changing after entering the marathon field. For 

example, he began to do photoshoots that show more of his body, or he agreed to 

more various types of jobs. His image changed from being a teen singer or actor to 

becoming a marathon celebrity who has an image of exercising and taking care of his 

own body. He also changed his image of someone who was sick in 2011 and became 

a healthier person. 
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Figure 4.39  Comparing Pictures of Nat Sakdatorn from before and after Marathons 

Source: Instagram@natsakdatorn 

 

Constructing a new image through marathons and exercising is 

a crucial strategy for creating a marathon celebrity image. It is something that 

marathon celebrities must do themselves because running a marathon is a skill that 

requires the process of self-training only. Nat Sakdatorn has personal media that 

communicates with the target audience i.e., fans, people who follow him because of 

marathons, stakeholders such as sponsors, mass media, etc. Personal media must be 

believable so that the image is widely accepted. It is pointless to create an image if the 

individual or the institution is not believable. Hence, in Nat Sakdatorn’s case, he used 

his ability in running marathons to be well-known and accepted. 

2) Mass Media 

The media presents different images and content formats 

according to the types of media and the time before and after entering the marathon 

field of Nat Sakdatorn. The additional content is mainly about marathons. As for his 

acting roles, it changes from a role of an innocent teenager to a gay role. Other 

changes in his works include modeling for magazines that show more of his body, 

being a sports-related products presenter, becoming a role model for new contestants 

on a TV show, being on television programs with interviews that cover more about 

marathons, and exercising. The details are as follows. 
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Figure 4.40  Chart Shows how Nat Sakdatorn is Presented through Media 

 

3) Event Media 

After entering the marathon field, Nat Sakdatorn’s special 

events are found in both the entertainment field and the marathon field. His events in 

the marathon field play a crucial role in making his image of being a marathon 

celebrity clearer. The details are as follows. 

In the entertainment field, Nat Sakdatorn's special events 

include concerts or participating in activities that require his singing talent. 

In the marathon field, according to Nat Sakdatorn's Instagram 

and his fan club, NatsakdatornFC on Twitter, Nat Sakdatorn has been increasingly 

participating in special events. There are 2 types of marathon events that he 
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participates in: a marathon event that he registers himself, or a marathon event that he 

is paid to participate in by a sponsor. Both formats are organized in Thailand. 

Nat Sakdatorn does not only participate in running marathons, 

but he also participates in events related to marathons along with the products of his 

sponsors both sports-related products and non-sports-related products. The details are 

as follows. 

(1) Events related to sports products: Nat Sakdatorn is a 

presenter for Asics, therefore, he has participated in special events for the brand such 

as launching a new product, launching a new branch, or launching as a new brand 

ambassador, which promotes his image as a marathon celebrity. 

 

 

Figure 4.41  Launching as a Brand Ambassador for Asics 

Source: Nat Sakdatorn (n.d.). 

 

Other sports-related events include the press conference for 

Garmin watch products, "MOVE with GARMIN Running Challenge", press 

conference for Meiji, “Meiji high protein with running training with world-class 

coach Greg Lautenslager”, press conference for “Fitness 24 seven Thailand” opening.  

(2) Events that are not related to sports products: Nat 

Sakdatorn's activity for this type of event is running at marathon events that are not 

organized by sports-related products directly, such as the “Allianz World Run” by 

Allianz Ayudhya Assurance Company, the “LIFE Sathorn Sierra X HYPE Studio” 

event by AP condo, the “Esso Run” by Esso gas station, the “Bangkok Airways 

Boutique Series” by Bangkok Airways, etc. 
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Attending special events that are not related to sports 

products demonstrates the popularity of running events for non-sports products. It is a 

way of using the marathon as a communication tool and to make the event and the 

product increasingly well-known. Therefore, the organizers for this type of running 

event have to draw people in the entertainment field who have the image of a 

marathon celebrity to join their events.  

(3) Charity run events: These events are for public benefits 

without compensation, such as the ‘Kao Kon La Kao Betong - Mae Sai” event, and 

the “Kao Kon La Kao for Bang Saphan Hospital” in Prachuap Khiri Khan Province, 

etc. Nat Sakdatorn has attended the charity-run events as a participant, not an 

organizer.  

Using events as media helps to promote Nat Sakdatorn’s 

image of a marathon celebrity clearly and tangibly. It is something that can be seen 

manifestly through the actions of the marathon celebrity who has participated in 

different types of marathon events. 

4) New Media  

Nat Sakdatorn's new media platforms, which consists of 

Instagram, Facebook, and Twitter, are creating an image of a marathon celebrity 

himself. It is a media platform that supports his image presentation to the public other 

than the mass media. The special thing about this media is there are no restrictions on 

place, time, and the need for the presentation. It is different from the mass media in 

which the journalists must be the ones to present the news. Through these 3 new 

media platforms, marathon celebrities can present themselves at any time. 

…making my running events seen through the media. In fact, there are other 

people who run, and they probably run more than I do. But my stories have 

usually been presented through media such as modeling, interviews, social 

media platforms, and mixed media, however, the content in each media has to 

be in line with one another. (Nat Sakdatorn, personal communication, 

December 4, 2019) 
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The following chart shows the summary of Nat Sakdatorn and his 

information through media 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.42  Chart Showing Nat Sakdatorn Using New Media 

 

Therefore, Nat Sakdatorn's media strategy has two main characteristics: 

it is presented through mass media (television, film, print media, Internet), and there 

is self-presentation through the mixed media such as personal media, events, and new 

media (Instagram, Facebook, Twitter). The media that makes his image of a marathon 

celebrity the most prominent is an event, especially marathon events that especially 

show his ability in running (cultural capital). They also maintain his reputation of 

being a marathon celebrity. 

4.3.3.2 Message Strategy 

Another crucial element that makes communicating the image of a 

marathon celebrity successful is the message that the marathon celebrity 

communicates with their audience. There are two types of messages: the message 

designed by the mass media to convey the news of Nat Sakdatorn and the message 

presented by the marathon celebrity himself, which details are as follows. 
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1) Message Content     

The content of the message, content in the news, and other 

information about Nat Sakdatorn are found in two types of messages: messages 

during normal circumstances, and messages during unusual circumstances. 

Message during normal circumstances: This kind of message is 

mainly for informing and educating. The message can be presented through both the 

mass media and Nat Sakdatorn himself as a personal medium. Nat Sakdatorn once 

told Sanook! Campus during an interview about studying, “So, we shared his studying 

techniques for the younger readers, in case they can apply some of the techniques for 

themselves…” (Sanook.com, 2017) 

Facts in the message that presents the story of Nat Sakdatorn 

include working in the entertainment field, being a role model in education, and 

marathon running techniques and general matters in life. Sometimes, if Nat Sakdatorn 

presents his message through his personal media, he would insert his perspectives on 

things and facts as in the example above. 

Message during unusual circumstances: This kind of message is 

related to unusual situations caused by specific issues or questions among the public 

and the celebrity needs to clarify through interviews with the media. 

“The MATTER  invited Nat to talk about giving opinions in 

Thai society, the good side and the bad side of communication through social media, 

including how to create a safe space for voicing our opinions in our society.” 

(Thematter, 2018) 

The picture below is one of the examples of how Nat Sakdatorn 

has responded to negative comments regarding his height. The person called him 

‘short’. However, Nat responded with logic and he designed the ending of the 

message with a question instead. 
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Figure 4.43  News about Nat Sakdatorn on the Issue of being Called “Short” 

Source: NEW18 (2018). 

 

Most of the content was criticism. However, he used principles and 

rationale to express opinions on various matters in answering questions. That is, he 

leveraged the consistent image of Nat Sakdatorn in the entertainment field by using 

the principles and rationale in the presentation. 

Also, the creation of special conditions was found in the form of content 

and image presentations that use gender motivation as a presentation element or to 

induce donations. The example below is Kao Kon La Kao, Betong-Mae Sai Project, 

where Nat Sakdatorn participated in the marathon. The host talked to the people who 

watched it live.  

If the donation amount reaches 32 million baht, Nat will take off his shirt and 

show his six-pack. When the donation amount reached 32 million baht, Nat 

did not wait, and he provided what the host and donors wanted. He took off 

his shirt to show off his tight muscles and a fit body that made the people 

around him almost meltdown and have no energy to run against each other. 

(New18, 2018) 
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Figure 4.44  Nat Sakdatorn Shirtless Showing his Six-pack after Raising 32 Million 

Baht Donation for “Kao Kon La Kao” Project 

Source: New18 (2018). 

 

As mentioned above, presenting the image of Nat Sakdatorn by using 

his sex appeal was to draw people’s attention and to make them more interested in 

exercising or to promote running. It was used as a part of social contribution through 

running events. 

 

 Public Engagement Strategy 

Nat Sakdatorn uses a public engagement strategy by using his body in creating 

a message to present himself to the public. He uses his own Instagram as a medium 

that presents his activities related to the marathon, exercising, acting through various 

works, and playing musical instruments. There are video clips of him playing piano 

and he mostly posted his shirtless photos on his Instagram. 



 117 

 

Figure 4.45  Photos on Nat Sakdatorn’s Instagram 

Source: Nat Sakdatorn (n.d.). 

 

As for the audience, most people have a positive impression of him.  Based on 

the information from the Internet, there is no negative controversy about Nat 

Sakdatorn showing his body through personal media. On the contrary, he received a 

positive response based on the number of likes on his Instagram in 2016. His most 9 

popular photos according to bestnine.com were running photos and shirtless ones. 

 

 

Figure 4.46  Most Popular Photos of Nat Sakdatorn’s IG According to Bestnine.com 

Source: Instagram@natsakdatorn 
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 Creating Image Distinction Strategy  

Rebranding the image of a marathon celebrity is changing from the old image. 

There are two types of distinction found in Nat Sakdatorn’s case: body transformation 

by marathon and exercising, and using personal media to create his image. The details 

are as follows. 

1) Body Transformation by Marathon and Exercising 

After Nat Sakdatorn has accumulated the cultural capital (running 

marathons) and the symbolic capital (fame) to become a marathon celebrity, the 

obvious change was his body shape and physical strength as shown in the below 

picture. This has resulted in the types of works he was offered and his image after 

entering the marathon field, such as for photoshoots with more of his body shown, 

and having more various types of works (according to symbolic capital 

accumulation). Changing the image of a singer or a teen actor to become a marathon 

celebrity who exercises and takes care of his health and changing the image of 

someone who was sick in 2011 to be a healthier person also affect the change in his 

works. 

 

 

Figure 4.47  Comparing Pictures of Nat Sakdatorn from before and after Marathons 

Source: Nat Sakdatorn (n.d.). 

 

Self-image rebranding through marathons and exercising is an 

important strategy for creating the image of a marathon celebrity. It is something that 
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marathon celebrities must create on their own because running marathons is a skill 

that requires the process of self-training only. 

2) Using Personal Media to Create the Image 

Unlike news presented through the mass media which has to be 

the process of selecting the news or the agenda-setting, creating the image of a 

marathon celebrity can happen at any time so that it creates a continuous memory. 

Therefore, Nat Sakdatorn uses his personal media to present his own stories. Also, he 

uses different media platforms to send messages to the audience or people who follow 

him. The most effective platform that can create the image of a marathon celebrity is 

Instagram because it is a media that has a distinctive feature of presenting both images 

and clips with text. 

 

 

Figure 4.48  Comparing Pictures of Nat Sakdatorn on Instagram Before and After 

Marathons 

Source: Nat Sakdatorn (n.d.). 

 

The process of capital accumulation, capital transformation, 

capital extension, and communication strategies to create the image of a marathon 

celebrity of “Nat Sakdatorn” can be divided into 3 phases: 1. Personal Background 2. 

Entry to the entertainment field, and 3. Entry to the marathon field. In each phase, 

there is a process of capital accumulation, capital transformation, capital extension, 

and communication strategies to create a different image of a marathon celebrity. The 

time periods are the variables in this study so that we can see the process of becoming 

a marathon celebrity according to the objectives. 
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According to his personal background, it is found that Nat 

Sakdatorn has accumulated cultural capital in the entertainment field, and it led to 

capital transformation and capital extension. Nat Sakdatorn used his skills in singing, 

acting, and playing musical instruments including his appearance for entering the 

entertainment field and the marathon field. Using his body as his cultural capital, 

motivations in running marathons, and his knowledge in the marathon (training to be 

proficient) affect his capital accumulation, capital transformation, and capital 

extension. For Nat Sakdatorn, overcoming his own mind is the drive that causes him 

to train hard and it results in the improvement in running marathons and in obtaining 

the image of a marathon celebrity. Moreover, his own intention and communication 

strategy enhance his image of a marathon celebrity to be well-known. From the study, 

it was found that the image of being a marathon celebrity was initially presented by 

the marathon celebrities themselves through their personal online media. In the case 

of Nat Sakdatorn, personal media includes Instagram, Facebook, and Twitter. After 

that, he was presented through the media. This caused the capital extension into two 

fields, namely the entertainment field and the sports field, especially in the marathon. 

However, he is still mainly in the entertainment field. From running a marathon to 

becoming a marathon celebrity, Nat Sakdatorn has converted his capital to work in the 

entertainment field and the marathon field. As a result, the nature of the work is 

related to the marathon and exercising more, such as magazine photoshoots that 

present more of his body, and being a presenter for sports products i.e. vitamins, 

sports shoes, etc. In addition, he also has had interviews on television programs, print 

media, and online media that are related to marathons and exercising and sports-

related special events. This is a cultural capital extension that is converted into 

economic capital in the form of income generated by work. 

For communication strategy, it was found that Nat Sakdatorn 

communicated about his first marathon through his personal online media. Then the 

news, images, and content were presented through the mass media in various forms 

such as television, print media, and online media. Therefore, this is an integrated 

communication strategy. The presentation of the news about Nat Sakdatorn from the 

media appeared both on the entertainment news and the sports news. However, it was 

only the image of an actor who has a sports image as a complement to his image. It 
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was not about moving into the marathon field as an athlete. To illustrate, Nat 

Sakdatorn used the public engagement strategy because he has the image of someone 

who has a fit body and takes care of his body. He started presenting himself through 

his personal online media and the mass media. Nowadays, using personal online 

media is crucial because it is a new media that marathon celebrities can present their 

image at any time from anywhere. Furthermore, maintaining the image of a marathon 

celebrity is important. For Nat Sakdatorn, he runs marathons and exercises regularly, 

and he is presented to the public through the media. This is creating the image 

distinction between being an actor to being a marathon celebrity. 

 



 122 

 

Figure 4.49  Capital Accumulation, Capital transformation, and Capital extension of a 

Thai Marathon Celebrity “Nat Sakdatorn” 

 



 

 

THE PROCESS OF CAPITAL ACCUMULATION, CAPITAL 

TRANSFORMATION, CAPITAL EXTENSION, AND 

COMMUNICATION STRATEGIES FOR  

“ARTIWARA KONGMALAI”: MARATHON RUNNING FOR 

SOCIAL CONTRIBUTIONS 

This chapter presents results from the study of Artiwara Kongmalai, a 

prominent marathon celebrity in the entertainment field (artist, singer). He uses 

marathons as a medium to communicate for social movements, for example, raising 

funds to help hospitals in purchasing medical equipment. The data collection includes 

capital accumulation before entering the entertainment field, entering the marathon 

field, and communication strategies to create the image of a marathon celebrity. The 

data was collected until June 2020. 

Artiwara Kongmalai, a Thai artist and singer, 41 years old (as of 2020), 

hometown is in Suphanburi province. He was initially known in the entertainment 

field for being the lead singer of the band “La-On”. He signed a contract as an artist 

under the Music Bugs label (1997-2004). Later he formed a new band “Bodyslam” 

and signed a contract with Genie Records (Grammy Public Company Limited since 

2004-present). 

He does not only have talent in singing and composing, but also in sports like 

table tennis, in which he participated in the 42nd Thailand National Games. 

Moreover, he is interested in football as a regular fan of his hometown Suphanburi FC 

football team. He follows the English Football League, and he is a Tottenham Hotspur 

fan. (Sanook.com 2020) 

Artiwara Kongmalai started to have an interest in running marathons and 

started running a mini-marathon at a distance of 10 kilometers in 2012 at the Thai 

Health Day Run 2012. He posted pictures on his personal online media. As he 
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progressed to running at the marathon distance, the media the image of him as a 

marathon celebrity. He then started using the marathon as a medium to help society, 

establishing the Kao Kon La Kao Foundation using various activities including 

running the marathon. 

In Chapter 5, the researcher used Artiwara Kongmalai as a sample case in this 

study. The data collected in this chapter is divided into 3 periods: 1. Background of 

the marathon celebrity, 2. Time in the entertainment industry, and 3. Time as a 

marathon celebrity. 

 

5.1 Background Before Entry to Entertainment Field 

 Artiwara Kongmalai’s Background Before Entry to the 

Entertainment Field………………………… 

 

 

Figure 5.1  Childhood Pictures of Artiwara Kongmalai 

Source: Mthai (2012). 

 

Artiwara Kongmalai’s nickname is “Cartoon” or “Toon”. He was born in 

Suphanburi province. He is a middle child with an older sister and a younger brother. 

He went to a local primary school in his hometown and transferred to continue his 

secondary level at Suankularb Wittayalai School in Bangkok. In Grade 11, he took an 

equivalence test for admission to the Faculty of Law, Chulalongkorn University, and 

graduated with first-class honors. His mother once said in an interview, 
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Toon was not a stubborn child. He is generous and determined. When studying 

for exams, he took it seriously because he wanted to get good grades. He also 

participated in activities for academics, sports, arts, and he would do them all 

quite well. ("Interview with Toon's mother," 2017) 

 

According to the interview, Artiwara Kongmalai has determination in all his 

activities including studying, sports, and arts. Those activities have become a part of 

his career and a part of his capital accumulation before becoming a marathon 

celebrity. In addition to his capital accumulation in the entertainment field, he is also a 

nephew of Yuenyong Opakul, as known as Aed Carabao, a famous singer in the 

"songs for life" genre. Also, he is a cousin of Bongkot Kongmalai, a Thai actress.  

 

 

Figure 5.2  Artiwara Kongmalai with his uncle, Aed Carabao, and his cousin, 

Bongkot Kongmalai 

 

Artiwara Kongmalai's background illustrates his cultural capital accumulation 

before entering the entertainment field in singing, playing musical instruments, and 

sports. He has been interested in sports such as football, running, and table tennis. He 

was such an outstanding football player that he was selected as a representative of the 

school to participate in the Students Sports Competition organized by the Department 

of Physical Education. Hence, his background leads to the extension of various forms 

of cultural capital. 
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 Artiwara Kongmalai's Capital Accumulation Before Entry to the 

Entertainment Field 

From collecting information about the capital accumulation of Artiwara 

Kongmalai, two forms of cultural capital became clear: cultural capital in the 

entertainment field and cultural capital in the sports field. His capital accumulation 

started from his interests and the support of his family.  

Cultural capital accumulation in the entertainment field: Artiwara Kongmalai 

has always had a passion for singing and playing musical instruments since he was 

young. He formed a band with friends from Suankularb Wittayalai School in 1996. 

The band “La-On” consisted of 6 members and he took on the role of the lead singer. 

The band participated in the music competition “The 1st Hot Wave Music Awards” 

and won the first prize from the competition which created symbolic capital 

accumulation. 

 

 

Figure 5.3  Artiwara Kogmalai, as a Member of the Band “La-On” at the 1st Hot 

Wave Music Awards 

Source: Thaiticketmajor (2020). 

 

Cultural capital accumulation in the sports field: Artiwara Kogmalai has been 

interested in sports since he was young. The sport he was into was not the marathon, 

but football. He was selected to be a footballer of Suankularb Wittayalai School to 

participate in the Students Sports Competition organized by the Department of 
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Physical Education in 1991. He was on the news presented by the Siam Sport 

newspaper. 

 

 

Figure 5.4  Artiwara Kongmalai, a Footballer of Suankularb Wittayalai School, on the 

Newspaper 

Source: Artiwara Kongmalai (n.d.). 

 

 Capital transformation and Capital extension of Artiwara 

Kongmalai as a Lead Singer of “La-On” Band 

Artiwara Kongmalai's journey to becoming an artist began very quickly after 

winning the 1st Hot Wave Music Award competition. At that time, he was still 

studying in secondary school. However, he signed a contract with the Music Bugs 

label. That is the starting point for his music work in the entertainment field. In 1997, 

the band released their first album with the same name as the band “La-0n,” and 

another album "Nai Sano" in 1998(Sanook, 2020). By signing a contract as an artist 

with Music Bugs, Artiwara Kongmalai had accumulated a form of institutional 

capital. 



 128 

 

Figure 5.5  The Band “La-On” from Music Bugs Label 

Source: Capmusic (n.d.). 

   

After “La-On” had released 2 albums, the members dispersed to continue their 

studies. This gave Artiwara Kongmalai a break from his music work and it was during 

the period that he attended university. 

Artiwara Kongmalai had an outstanding background before entering the 

entertainment field. He has had cultural capital accumulation in both the 

entertainment field and the sports field. During the capital transformation and capital 

extension, his capital in music was clearly converted into his work, which created 

symbolic capital accumulation (fame for being a singer of the band “La-On”). 

According to the information, Artiwara Kongmalai has re-entered the entertainment 

field, which will be discussed later. 

 

5.2 Artiwara Kongmalai’s Entry to the Entertainment Field 

 His Background and Entry to the Entertainment Field 

This section is about re-entering back into the entertainment field of Artiwara 

Kongmalai. In 2002, he formed a new band “Bodyslam”, so his image was initially 

presented more as a member of the band than in being an outstanding individual 

performer. During the years 2002-2004, the band was still with the Music Bugs label, 
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however, they have been with Genie Records since 2004. While being with Music 

Bugs and the band had not yet released their album, Artiwara Kongmalai graduated 

with a bachelor's degree and had worked as a flight attendant for a Cambodian airline 

for 2 years before resigning to fully work in music. (Thaiticketmajor, n.d.) 

While with Music Bugs, Bodyslam released 2 albums. The first album was 

self-titled and was released in August 2002. It was a successful album with hit songs 

like “Ngom Ngai”, “Yum” and “Sak Wan Chan Ja Dee Por.” In 2003, the second 

album “Drive” was released. The hist songs include “Bplaai Taang”, “Kwam Seu 

Sat”, “Chee Wit Tee Chan Luea Yuu” and “Wan Wai.” Since 2005, the band has been 

under contract with Genie Records by Grammy Public Company Limited. Before 

Artiwara Kongmalai entered the marathon field, the band released 3 more albums: 

“Believe”, “Save My Life” and “Kraam”. From 2007 onwards, Artiwara Kongmalai 

took on the role of a lead singer as well as a role of a guitarist for the band. 

(PPTVhd36, 2020) 

 

 Artiwara Kongmalai’s Capital Accumulation and Conversion in the 

Entertainment Field  

In the case of Artiwara Kongmalai, his symbolic capital accumulation began 

from being the lead singer of “La-On”. Though the band members had separated to 

further their education, Artiwara Kongmalai returned to the entertainment field again 

with the band “Bodyslam”. Therefore, as he re-entered the entertainment field, he 

already obtained symbolic capital for his capital accumulation, which can be seen in 

various forms of his work in the entertainment field including being a singer, 

songwriter, musician, and being a presenter of various products. Also, he was 

outstanding in concerts. He held a big concert at Rajamangala Stadium. 

5.2.2.1 Cultural Capital Accumulation and Capital transformation in 

the Entertainment Field 

Artiwara Kongmalai’s work in the entertainment field is the result of 

cultural capital accumulation and capital transformation before entering the 

entertainment field. During secondary school, he started to sing and play instruments. 

Hence, this created a clear image of himself as a singer/musician. The style of music 

of the “La-On” band was pop music which later developed into rock music. The main 



 130 

work for the band was working on their music and having concerts. Their concerts 

being held in ever-growing venues showed the band's growing popularity. In addition 

to the large concert work above, there were also concerts held in the form of special 

events hired by sponsors. The image in the entertainment field of Artiwara Kongmalai 

is a rock star who mainly sings and plays musical instruments, and he has worked for 

commercials both individually and with the band. 

The capital transformation and capital extension in the 

entertainment field of Artiwara Kongmalai was mainly music work. His work is 

remarkable, and this capital can be expanded to other forms of work such as 

producing songs for commercials, holding concert tours, organizing large concerts, 

etc. This process is different from Nat Sakdatorn who has diverse types of work in the 

entertainment field. 

The works that reflect his cultural capital accumulation and 

symbolic capital transformation can be found by collecting information from Thairath 

newspaper, Komchadluek newspaper, his fan club on Facebook with the account 

name “toonbodyslamfanclub”, Magazinedee, and YouTube. The details are as 

follows. 

1) Singing Contest: 1st Hot Wave Music Awards  

Artiwara Kongmalai was presented for the first time through 

the media by winning the 1st Hot Wave Music Awards. He was the lead singer of the 

band “La-On”. They have released 2 albums before changing the members and the 

name of the band to “Bodyslam” (PPTVhd36, 2020). 
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Figure 5.6  La-On Band Members with Yuthana Boonorm, the Organizer of Hot 

Wave Music Awards 

Source: Thaiticketmajor (2020). 

 

2) Product Presenter 

Artiwara Kongmalai has worked for commercials both with the 

band and by himself. These commercials include Pepsi drinks, Yamaha motorcycles, 

and M150 energy drinks. Moreover, he has produced background music for 

commercials including the song “Walk Out Your Step” (M-150 commercial). He is 

still working with the brand M150 energy drink up to this day. However, the content, 

the style, and the character of the commercial have been adjusted over time. 

 

 

Figure 5.7  Song for Commercials: Walk Out Your Step (M-150, Energy Drink 

Commercial) 
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3) Works Related to Television Program and Film 

Artiwara Kongmalai was invited to participate in various 

television programs. Before entering the marathon field, he would go on those TV 

shows either with the band or just by himself to present their new songs and promote 

their concerts. These TV programs include news programs or music programs in 

which he would appear to promote his new singles. The programs have been created 

by Grammy Public Company Limited as well as other companies. 

 

 

Figure 5.8  Artiwara Kongmalai as a Representative of the Band “Bodyslam” on the 

Talk Show “Tee Nee Mo Chit” 

Source: Toonbodyslamfanclub (2019). 
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In addition, he and the band appeared as themselves, 

“Bodyslam”, for the movie “SuckSeed.”  

 

 

Figure 5.9  Bodyslam in the movie “SuckSeed” 

Source: Toonbodyslamfanclub (2019). 

 

4) Magazine Photoshoot 

Artiwara Kongmalai’s work for magazine photoshoots includes 

being on the cover and being interviewed for the content inside the magazine. The 

researcher collected data and found that he was presented with his band “Bodyslam”, 

as an individual, with other artists, and with Ratchawin Wongviriya after announcing 

their dating relationship. 

Therefore, the researcher has gathered the magazines that 

featured Artiwara Kongmalai on their covers for this study and applied the concept of 

categorizing magazines by genre (Pira Chirasopone, 2004). The magazines that 

featured Artiwara Kongmalai are below: 
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Figure 5.10  Artiwara Kongmalai on Magazine Covers 

Source: Magazinedee (n.d.). 

 

The magazine genre that has presented Artiwara Kongmalai on 

their covers and his interviews the most is the fan magazine genre, especially 

magazines that mainly focus on music and entertainment. He was featured 3 times on 

the covers of The Guitar Mag magazine, the most during the capital accumulation in 

the entertainment field. He was also featured in Hamburger and Happening 

magazines. In addition, he did a photoshoot with Ratchawin Wongviriya for Praew 

magazine, which was the first photoshoot together after the announcement of their 

relationship. 

 

 

Figure 5.11  Fashion Photoshoot Debut with his Girlfriend 

Source: Thairath (2011). 
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The magazine was released in July 2011, however, in June 

2011, there was a rumor that the couple had quarrels and might break up, a rumor 

which Ratchawin Wongviriya later denied. 

 

 

Figure 5.12  Ratchawin Wongviriya’s Interview on her Relationship with Artiwara 

Kongmalai 

Source: Thairath (2011). 

 

From gathering magazine photoshoots of Artiwara Kongmalai, his 

image is still related to music and not yet about sports. 

5.2.2.2 Cultural Capital Accumulation and Capital transformation in 

the Sports Field  

Artiwara Kongmalai began the capital accumulation in the sports field 

since he was young. Before entering the entertainment field, he had skills in running, 

football, and table tennis. While in the entertainment field, he was a participant in the 

Thailand Table Tennis Championship 2011. He lost to Watcharaphon Ratchahodee 3-

2 games. In 2012, he was matched with former national player Suriya Phuangsombat 

in the men's doubles category, however, the pair did not pass the qualifying round. 
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Figure 5.13  Artiwara Kongmalai and Suriya Phuangsombat at the Thailand Table 

Tennis Championships 

Source: Kom Chad Luek (2012). 

  

During the year 2012, Artiwara Kongmalai started running the 

marathon. His first mini-marathon was in November. 

5.2.2.3 Capital Accumulation and Symbolic Capital transformation  

Artiwara Kongmalai accumulated capital in sports since he was young. 

He was a football player for Suankularb School and was presented in the newspaper. 

His cultural capital in the entertainment field is from his talent in music, forming a 

band with friends while studying until participating in music competitions. As he 

entered the entertainment field, he was presented through the media and became a 

celebrity in the field. His work in the entertainment field includes being a singer, 

songwriter, concerts, events, commercials, and commercial soundtracks. His work is 

mainly music work unlike Nat Sakdatorn, who has a greater variety of work in the 

entertainment field. 

The symbolic capital accumulation of Artiwara Kongmalai began 

clearly while being a member of the band “La-On”. At that time, the band was under 

the Music Bugs label, an alternative (independent) record label. However, he has 

gained more recognition for being the lead singer of Bodyslam after moving to be 

with the Genie Record label, Grammy Company Limited (Public). He released his 

music and continuously appeared through many platforms of media. Thus, he became 

more well-known. Another form of his symbolic capital accumulation is the awards 

he and his friends received. 
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Receiving awards from various institutes for making music is another 

element for Artiwara Kongmalai’s symbolic capital accumulation. It helped him to be 

recognized in the entertainment field. It is the result of cultural capital extension. 

Hence, people started calling him a "Rock Star”. In addition to having worked in the 

entertainment field, in his personal life he has been in a relationship with a younger 

actress in the entertainment field, Ratchawin Wongviriya (Koi). Being presented on 

the news together is expanded capital for both. Furthermore, participating in the 

Thailand Table Tennis Championships in 2011-2012 makes his image of someone 

who plays sports more vivid. This is due to his capital accumulation in sports since he 

was young. 

 

 Communication Strategies to Create Artiwara Kongmalai’s 

Celebrity Image……………………… 

At this point, the communication strategy is communicating to construct the 

image of a singer/actor for Artiwara Kongmalai. The researcher applied Boorstin’s 

concept of “image” and the concept of “Proactive Communication and Passive 

Communication Strategies” by(Parichart Sthapitanonda, 2005), as a guideline for 

collecting communication information for constructing an image of a celebrity. The 

details are as follows. 

5.2.3.1 Media Strategies 

According to the public relations model, the communication channels 

are divided into 4 types: personal media, mass media, event media, and new media. 

Artiwara Kongmalai employs a mixed media strategy that includes all 4 types. The 

details are as follows. 

1) Personal Media 

Personal media is using oneself as a medium to present one’s 

image in various ways. In this context, Artiwara Kongmalai is the personal media 

himself. He has a clear image of being an artist for both periods of his transition: with 

the band “La-On”, and with “Bodyslam.” The condition of being an artist for him is 

being the lead singer whom does music work with the band members; therefore, his 

image also has to be in line with the band’s image according to the music genre at that 

time. 
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Figure 5.14  Artiwara Kongmalai and his “La-On” bandmates 

Source: Capmusic (n.d.). 

 

After La-on members stopped working on music, they parted 

ways to further their studies. Artiwara Kongmalai gathered with a few friends and 

formed a new band “Bodyslam” to continue working in music, this time in the pop-

rock genre. He obtained the image of a "rock star." Even though he is the vocalist of 

the band, his singing talent is undeniable and outstanding. 

 

 

Figure 5.15  Artiwara Kongmalai and his “Bodyslam” Bandmates 

Source: Adaybulletin (2019). 

 

Artiwara Kongmalai’s works are remarkable as personal media 

because he is an artist or a rock musician, and he has worked with his bandmates or 

just himself in commercials. Personal media must be credible so that the image of the 
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celebrity is widely accepted. It is pointless to create an image if the individual or the 

institution is not accredited. 

2) Mass Media 

According to the type of media, different images and content 

formats are presented. Artiwara Kongmalai was presented through various types of 

media: singing contests were the point of entry to the entertainment field, presenting 

products, being a guest on TV shows, appearing in the news, magazine photoshoots, 

and newspapers. He did not appear on TV dramas or in movies. His image 

development was presented according to time and age. In the music field, he had the 

image of a singer, a musician for “La-On” or “Bodyslam”. In the sports fields, he had 

been mentioned playing table tennis. There was nothing yet about running marathons. 

3) Event media 

Organizing a special event is a face-to-face communication 

strategy. An event is a unique form of media because it is a meeting between Artiwara 

Kongmalai and his fans, and whoever may or may not follow him directly. His special 

events in the entertainment field are concerts or other music-related activities. His 

concerts could be either sponsored by a product of which he is the product-presenter 

or were organized for a music festival. 

 

 

Figure 5.16  Concert Poster for Big Mountain Music Festival 

Source: Edtguide (2011). 
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Sometimes, the name of the big concerts of Bodyslam is given 

according to the products who are the sponsors, for example, “Chang Soda presents 

Bodyslam”, “Live in Kraam by AirAsia”.  The venues for the concerts were either 

Rajamangala National Stadium or Huamark Stadium which have a capacity for over 

65,000 people(Bloggang, 2010). Bodyslam is one of a few Thai artists who have big 

concerts performing at Rajamangala Stadium. This reflects the popularity of the band. 

 

 

Figure 5.17  Meeting the Press to Promote their Concert “Bodyslam: Live in Kraam” 

Source: Bloggang (2010). 

 

 

Figure 5.18  Artiwara Kongmalai at the Thailand Table Tennis Championships 

Source: Naewna (2011). 
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As for his sports-related event media, Artiwara Kongmalai 

participated in the Thailand Table Tennis Championships in 2011 and 2012. This 

event media helped to create his image as an athlete because it is a national 

competition, and he was presented through the media. 

4) New Media 

The new media in this research refers to the media that is 

developed based on computer and information technology. Artiwara Kongmalai uses 

the new media to create his image in the entertainment field. The only new media he 

uses and owns the account himself is Instagram. He started to use Instagram on 

February 6, 2011. 

 

 

Figure 5.19  The First Picture of Artiwara Kongmalai and Aed Carabao on his 

Instagram 

Source: Artiwara Kongmalai (n.d.). 

 

Before entering the marathon field, the content presented on his 

Instagram was mostly photos of family, close friends, pets, items, food, and photos of 

events including pictures of the Thailand Table Tennis Championships, which is his 

symbolic capital accumulation in sports. 
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Figure 5.20  Artiwara Kongmalai’s Photos on Instagram when he First Started Using 

the Media 

Source: Artiwara Kongmalai (n.d.). 

 

Even though Instagram is the only new media channel for 

Artiwara Kongmalai, it is a proactive media in which he can frame the content and 

how he wants to present himself. It is different from the presentation through the mass 

media or special events. It socializes and is a forum for exchanging opinions. It is a 

two-way communication where celebrities can interact with fans directly. 

5.2.3.2 Message Strategy 

Another important element of communication that makes 

communicating the image of celebrities successful is the message that the marathon 

celebrities communicate with their audience. There are two types of messages. The 

first type is a message designed by the mass media to present news of Artiwara 

Kongmalai. The second type of message is the message presented by the marathon 

celebrity himself. As Artiwara Kongmalai entered the entertainment field, the 

message mainly came from the mass media. The characteristics in the message that 

affects the communication are found in 2 types: the message in normal conditions and 

the message under special conditions. The researcher gathered information from 

newspapers.  
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Message during normal circumstances presents the celebrity’s image 

through designing messages based on the normal situations or circumstances. This 

kind of message is mainly for informing or for persuasion. There are various forms of 

communication for such messages like promoting music works during the release of a 

new album or a concert. Messages would be presented along with interesting personal 

matters. To illustrate, there would be interviews about the artist’s love life, ordination, 

physical health, sports matters, sports competitions, and receiving awards from 

various institutions, etc. Hence, the press seeks to add other matters about the artist 

instead of just presenting the work of the artist so that the presentation of the message 

is more interesting. For Artiwara Kongmalai, he was presented continuously about 

working as a “Bodyslam” member and his personal life. 

Message during unusual circumstances are related to unusual situations 

caused by specific issues or questions among the public and the celebrity needs to 

clarify through interviews with the media. For Artiwara Kongmalai, he was once 

accused of drug abuse in which he later expressed through his interview: “I am not the 

singer mentioned in the news. I feel terrible about the news. Although, if I did not 

come out and defend myself, the issue will fade away on its own. But for some people 

who believe the news, I feel bad for them. I am certainly not involved in any drug 

abuse.” He answered the questions as he grumbled about being mentioned in the 

news. 
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Figure 5.21  Artiwara Kongmalai Denied Being Involved in Drug Abuse 

Source: Kom Chad Luek (2011). 

 

The above example is the case of designing a message during unusual 

circumstances. Due to the news being the kind of news that needs clarification as it 

affects the image for working in the entertainment field, therefore he came out and 

talked about it. This happened during the time that Artiwara Kongmalai was also a 

table tennis player. The news about drugs did not affect his works nor did he have a 

shortage of jobs; however, it affected his feelings. 

At this point, Artiwara Kongmalai was presented and presented himself 

about his music work, his daily life, playing table tennis, and his love life. Therefore, 

news about him running marathons was not found during his entry into the 

entertainment field. 
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5.3 Artiwara Kongmalai and Capital Accumulation, Capital 

Transformation, and Creating an Image of a Marathon Celebrity 

(From 2012-Present) 

 

 Background Before Entering Marathon Celebrity Field 

Due to being a school footballer and a table tennis player when he was young, 

Artiwara Kongmalai, a singer and an artist who had cultural capital in sports, entered 

the marathon field. He first started running his mini-marathon at the 10-kilometer 

event, “Run for New Life,” on November 4, 2012. Mr. Yuthana Boonaom, a vice 

president at GMM Grammy at that time, invited him to the running event organized 

by the Thai Health Promotion Foundation which was during the same time as the 

movie “Seven Something” by GTH film studio was out. 

 

 

Figure 5.22  Artiwara Kongmalai at his First Official Mini-Marathon at the Event 

“Run for New Life” 

Source: Artiwara Kongmalai (n.d.). 

 

A few weeks later, he participated in the half marathon for 21 kilometers 

distance at the “Bangkok Marathon” event that was followed by the 42.195 kilometers 

distance marathon. 

 

 Background for Social Movements 

The current case study of Artiwara Kongmalai presents the image of a Thai 

marathon celebrity who started running marathons on his own, and it led to social 
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contribution by using a marathon for fundraising to help hospitals. After being in the 

marathon field for 3 years, his social contributions appeared remarkably through 

running marathons - from organizing the marathon project “Kao Kon La Kao” to 

establishing a foundation. Before he ran marathons for social contributions, he was 

seen as having generosity towards other fellow students in Suphannapoom school, his 

primary school in Suphanburi province. According to the interview with Mr.Chaleng 

Apichart Pratumnun, his Arts teacher, he talked about Artiwara Kongmalai as he went 

to the school and granted scholarships to the students. He said in the interview that: 

Toon (Artiwara) enjoyed Arts so much. When he was in Grade 5, he would 

come to draw in the Art room at 7:30 a.m. every day. He enjoyed drawing 

from his imagination. I used to ask him to draw a picture of wars. He drew a 

picture of people helping children, women, and the elderly. The caption was 

very emotional and sentimental. As teachers, we all are proud of him. 

("Toon gave scholarships for his school as alumni," 2018) 

 

 

Figure 5.23  Artiwara Kongmalai Granted Scholarships to Young Students at his 

Previous Primary School 

Source: "Toon gave scholarships for his school as alumni," (2018).  
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Even though the incident took place when he was still studying, his heart for 

helping others was reflected through his drawing. He has been granting scholarships 

to young students at the school on birthdays even before entering the marathon field. 

This demonstrates that his background in helping society began before he started 

running marathons and it has extended to running to raise funds for hospitals. 

 

 Artiwara Kongmalai’s Capital Accumulation and Capital 

Transformation of Being a Marathon Celebrity 

5.3.3.1 Capital Accumulation and Cultural Capital Transformation in 

Running a Marathon 

During his entry into the marathon field, the process of his capital 

accumulation consists of the motivation for running a marathon, and the process of 

knowledge accumulation as cultural capital, which is an important process for 

becoming a marathon celebrity. After that, there was a process of converting the 

capital back to the entertainment field and turning it into symbolic capital in the form 

of being a marathon celebrity and becoming more well-known. The following are the 

details of Artiwara Kongmalai’s capital accumulation in running a marathon. 

1) Motivation for Running a Marathon 

Running a marathon is an exercise that requires endurance and 

courage to overcome one's own limits and is a sport that affects the mind. If you can 

overcome yourself in running a marathon, you can complete a marathon (Lalita 

Bongkotpannarai, 2017). Therefore, being motivated for running a marathon is 

extremely important. Motivation for running a marathon and exercising go hand in 

hand because running is a form of exercise. Artiwara Kongmalai’s motivation for 

running is detailed as follows. 

 (1) Psychological Motives or Enhancing Self-esteem   

Artiwara Kongmalai’s first marathon was 10 kilometers 

when Mr. Yuthana Boonaom invited him to run for the event “Run for New Life”, a 

running event organized by the Thai Health Promotion Foundation. The event took 

place during the same time as the movie “Seven Something” by GTH film studio was 

out. At that time, he did not know what it was like to run that distance. 
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Before the run, I only thought that it was just an exercise. I thought 10 

kilometers is nothing, I can do it. But my speed dropped as I ran for 3 

kilometers. I was losing my strength and I started to drink water. I started 

running without thinking about conserving energy. At 5 kilometers, I started to 

walk, and I saw a water station in front, so I stopped there and took the water. 

I thought to myself ‘This is exhausting!’ After that children, women, and older 

people, all the people that I had passed them at the beginning began to slowly 

pass me. They ran slowly but consistently. I began asking myself ‘What is all 

this about? Aren’t I stronger than them?’ By the end, my record was 1 hour 

and 20 minutes which was terrible However, running to the finished line 

stirred many feelings, one of the feelings I felt was ‘I want to do it again! 

(Thestandard, 2017b)  

  

As mentioned in the interview above, Artiwara Kongmalai 

has the motivation to run marathons more. He had a mix of feelings after the run but 

one of them was ‘I want to do it again!’ feeling. He wanted to do a longer distance. 

This is the motivation that he wanted to challenge himself. 

Artiwara Kongmalai’s psychological motivation is from 

constructing the feeling of wanting to run more on his own. He has made marathon 

running something he does regularly. It gives him emotional arousal other than other 

scientific reasons (Viroj Suttisima, 2014). It became his psychological motivation for 

running a marathon. After that, he improved his running skill and was able to do the 

full marathon including participating in a triathlon and running the 100-kilometer 

“Lake Sarama Ultra Marathon 2019” event in Japan. 

(2) Social Motives included a Desire to Affiliate with 

Other Runners  

For Artiwara Kongmalai, entering the marathon field began 

with an invitation from his fellow in the entertainment field. Also, he had the 

psychological motive to overcome his own limits and it led to wanting to run more 

marathons. As a result, he started training so that he would be able to run marathons. 

Furthermore, he used marathons for social contributions. He used it as a medium to 

communicate, to spark awareness in society about social issues, and to encourage 
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people to have a desire to help others. Artiwara Kongmalai chose to run marathons for 

fundraising. He started running projects to raise funds to purchase medical devices for 

hospitals. The projects are as follows. 

The “Kao Kon La Kao for the Bang Saphan Hospital 

Project” was started because the hospital wanted to encourage people to exercise more 

so that it decreases the chances of getting sick or having to go to the hospital. They 

planned to spend the rest of the donation money to purchase medical equipment. 

However, when Artiwara Kongmalai had a meeting with the hospital and his staff, he 

was concerned about not having enough money to purchase the medical equipment 

due to the high cost of organizing the charity running event. Therefore, he decided to 

join the run himself so they could raise more funds(ThaiPBS, 2013). 

The running distance was 400 kilometers, from the starting 

point in Bangkok to the finish line at the Bang Saphan Hospital, Prachuap Khiri Khan 

Province. The duration of the marathon was 10 days, so the average distance per day 

is 40 kilometers. The donation goal was set at 40 million baht, however, the amount 

was 85 million baht by the end of the project. Before the run, Artiwara Kongmalai 

initially aimed to have fun and to do it happily as well as to encourage the Thai people 

to take care of their own health and be a part of supporting their local hospitals 

(Thestandard, 2017a). 

 

 

Figure 5.24  The Kao Kon La Kao for the Bang Saphan Hospital Project, at the Last 5 

Kilometers Before the Finish Line 

Source: Koytoonfamily (2017). 
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The “Kao Kon La Kao for 11 Hospitals Nationwide 

Project” is a project that continued from the run for Bang Saphan Hospital, Prachuap 

Khiri Khan Province.  According to the interview with Artiwara Kongmalai at the 

event “Plik Game Turagid Plik Anakot (Change the business game, change the future) 

on August 29, 2018, he mentioned the origin of the Kao Kon La Kao for 11 Hospitals 

Project that: 

When I ran for Bang Saphan for 400 kilometers, it was a run for one hospital. 

But this time it is running for 11 hospitals. We need more money to distribute 

to all hospitals tangibly. I have 2 options; 1) running from the easternmost 

point to the westernmost point, with a distance of more than 800 kilometers, 

which should not be difficult to do because it is only double up from the first 

time; or 2) I have to run from the southernmost point to the northernmost point 

for over 2,000 kilometers. I believed I can do it. It is also about running to 

challenge my own limits.(BBCNews, 2018) 

 

The Kao Kon La Kao for 11 Hospitals Project was a long-

distance run to raise funds for purchasing medical equipment for 11 hospitals. The 

starting point was in Betong district, Yala province, and the destination was in Mae 

Sai district, Chiang Rai province. The total distance was 2,215 kilometers. The 

donation goal was set at 700 million baht, but by the end of the project, the donation 

amount reached approximately 1.148 billion baht. 

After finishing both of the “Kao Kon La Kao” projects, 

Artiwara Kongmalai has obtained a clearer image of a marathon celebrity in terms of 

exercising, public charities, and being an inspiration for others to exercise. He was 

called by the media with different titles such as “The most gentleman of the year” 

(Daily News, 2017), “Person of the year” (Kom Chad Luek, 2017), “Favorite Hero” 

(Siamsport, 2018), “National Hero of Thailand” (Prachachat, 2019). 
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Figure 5.25  A photo of “Favorite Hero” 

Source: “Favorite Hero,” (2018). 

 

The following is an interview with Artiwara Kongmalai on 

being called a hero or holding the expectations from others. 

I’ve never thought of myself that way. I was just a teenager who wanted to do 

something fun. There are things I would like to achieve. I just enjoyed running 

and playing sports. As I take a step by step, I am now able to do something for 

others as a singer. It is just like that. Just have fun with it. ("Toon-Koi 

conquered the Tokyo Marathon 2019 together," 2019) 

 

This corresponds with the interview he told the researcher that,  

I didn’t do it because I wanted to be praised. I did not expect it to turn out like 

this. I just wanted to do it. So, I did because I wanted to because I enjoyed 

doing it. I wanted to inspire others to exercise or do some good things for 

themselves. (Artiwara Kongmalai, personal communication, April 18, 2017) 

  

It may be concluded that Artiwara Kongmalai’s charity runs 

were used as a tool to communicate the issues rather than a tool to promote himself as 

an individual. 

The establishment of the Kao Kon La Kao Foundation occurred 

after the Kao Kon La Kao for 11 Hospitals Project had ended. Artiwara Kongmalai 

and his team held a press conference announcing the establishment of the Kao Kon La 

Kao Foundation in March 2019. This was aimed at a large number of hospitals that 

needed help from the staff after the Kao Kon La Kao for 11 Hospitals Project had 
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ended. Therefore, establishing the Kao Kon La Kao foundation is to facilitate social 

contributions that are systematic and sustainable. 

If it's beneficial, we want to make it sustainable. It should have a system. It 

should become a foundation so that it will be a firm base. One day if Toon is 

not here, but the principle is still there. We just need someone who can do it 

instead. We think it is good no matter big or small. We just continue to do so 

in a way that makes us happy.(Thestandard, 2017a) 

 

The "Kao Kon La Kao Foundation" has set the following 

goal for the years 2019-2020: they would organize a charity run event in 5 regions 

across Thailand. They were registered as "Kao Kon La Kao Foundation" on May 8th, 

2019. During the year 2019-2020, the foundation had organized a 5-event running 

project “Kao Tor Pai Duay Palang Lek Lek (stepping forwards with small powers)”. It 

has been completed in 3 regions, namely the northeastern region, the south, and the 

north (and the project has been put on hold due to the Covid-19 situation). Artists, 

actors, and people in the entertainment field were invited to join the run throughout 

the course. Artiwara Kongmalai participated in some periods and ran on the last day 

of the running event in each region. 

 

 

Figure 5.26  Promoting the Running Project “Kao Tor Pai Duay Palang Lek Lek” 

Source: Tero Entertainment (2019). 

 

The project “Kao Tor Pai Duay Palang Lek Lek” is a 

running event organized in each region. Artists and actors are invited to participate to 
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run for a short distance one after another.  The project expectation is to encourage 

exercising and to inspire one another beyond mere fundraising. 

According to the information above, Artiwara Kongmalai 

used his social motives in terms of helping society (hospitals) through running 

marathons. He mentioned in the interview about using marathons in this aspect that: 

The Kao Kon La Kao project has its own objective. There are reasons for me 

to run marathons. I’m using the project as a tool to get people’s attention, not 

for them to look at me but to look at the message I am presenting, and I want 

to communicate the message through this remarkable distance run. This is the 

obvious objective of the project. (Artiwara Kongmalai, personal 

communication, April 18, 2017) 

  

Thus, the social motives of Artiwara Kongmalai were 

objective-oriented and clearer than his other motives. 

(3) Achievement Motives Included Competition with 

Other Runners 

If being successful refers to being able to achieve the goal, 

the first tangible success in running marathons is running to the finish line. A further 

goal is doing it with a better time, improving one’s skills, and overcoming one’s 

mind. Artiwara Kongmalai has compared running and living as: (Artiwara 

Kongmalai, personal communication, April 18, 2017) 

I’ve never seen any other sport that is about overcoming your own mind. I 

play football but I have to shoot at the opponent’s goal. It is about winning 

over the other team. When I experienced something like winning against 

yourself, I found it unique. It is about tangibly improving yourself. I love the 

feeling of winning against myself. Everyone can do so. It is a way to prove 

how much we have improved. This is the reason I like running. I like to 

compare sports to living out life. It is good for our bodies and our brains. You 

cannot just achieve the goal from the first try, so it is like you have to 

gradually try it, and there will be times that you feel lazy to train. And that’s 

okay. You just need to do your best. (Artiwara Kongmalai, personal 

communication, April 18, 2017)  
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According to the interview, the feeling of winning against 

oneself makes Artiwara Kongmalai keep running marathons. His desire to run better 

every time does not depend on external factors or the environment but from within 

himself. Unexpectedly, the audience who received this message responded to him as 

being an inspiration, being a hero, being a role model in society, etc. What he did has 

given him the image of a marathon celebrity who influences social movement by 

using marathons. His story was presented through the media which will be discussed 

later in the section about cultural capital accumulation and capital transformation in 

the entertainment field. 

2) Cultural Capital in the Knowledge about Marathon Running 

The training process for being able to run the 42.195 kilometers 

distance is crucial. A marathon is long-distance running that requires training. 

According to sports science, running for more than 45 minutes is an exercise for those 

who have been trained in this, or else it will result in injury. There are four levels of 

cultural capital accumulation in the knowledge about marathon training (Fog, 1999) 

namely games, play, work, and sport. The training in each level will be different 

depending on the intensity. The details are as follows. 

 

 

 

 

 

 

 

 

 

Figure 5.27  A Hierarchy Chart for Cultural Capital Accumulation in Running 

Marathons of Marathon Celebrities 

  

  

 
Sport 

 Work 

 Play 

 Game 
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(1) Game 

Running as a game has an important function for learning 

development. There are rules, but with less intensity. Its purpose is to have fun. 

Artiwara Konmalai’s first marathon was for exercising and it was because his senior 

in the entertainment field invited him to do so.  

When I decided to run a marathon, I thought it was just for fun. It was an extra 

activity. I only thought about challenging myself. (Artiwara Kongmalai, 

personal communication, April 18, 2017) 

 

(2) Play  

Running as play has a dimension of competition. It is more 

exciting, and it requires more skills. The purpose of this type of running is to be a part 

of various traditions. It could be for exercising or taken as a part of sports. For 

Artiwara Kongmalai, he started running the marathon because he thought it was just 

for fun; however, he later started training for marathons seriously to have the physical 

skill and the best condition of his physical body. His training schedule was found on 

the website “mango zero” showing the records on Strava, an internet-based activity 

tracker. Artiwara Kongmalai practiced running 125 times from January 1 – October 

17, 2017. In other words, he practiced 1 time in 2.32 days, or 3-4 times a week, on 

average. When calculating the distance, he ran 13.38 kilometers in a training session 

on average, which is equal to a mini-marathon. He most often practiced around his 

neighborhood. He would do the city-run style on the footpath (Mangozero, n.d.). 

Therefore, his consistent training process leads to having necessary skills, enhancing 

the condition of his physical body, and being able to run a full marathon including 

participation in competitions.  

(3) Work  

Running as work has its benefits and runners who use 

running as their work treat it as their job. They are professional runners who run for a 

living. For marathon celebrities, they treat the marathon as a hybrid job between the 

entertainment field and the marathon field. They receive some benefits in the form of 

being a product presenter when they participate in running events. For instance, 
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Artiwara Konmalai participated in the “Batman V Superman Dawn of Justice 

Midnight Run Bangkok.” 

 

 

Figure 5.28  Artiwara Kongmalai, a Presenter for the Running Even, as a Team Lead 

for Team Batman 

Source: Sanook.com (2016). 

 

He also had the opportunity to work with Nike during the 

Kao Kon La Kao project. He visited the Nike headquarters in Beaverton, Oregon. 

Artiwara Kongmalai had a meeting with the experts and the Breaking2 crew from 

Nike Sports Research Lab (NSRL) to look for ways to help him run better. 

Furthermore, he met shoes and clothing experts as well as the team that analyzed his 

body to see his running speed, heart rate, the amount of water and calories he needs, 

recuperation including shoes and clothing that support him. 
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Figure 5.29  Taking a Physical Fitness Test at Nike Headquarters 

Source: MGR Online (2017). 

 

The above information shows Artiwara Kongmalai’s 

running is treated as a form of work. Some sponsors hire him to participate in running 

events as well as being a presenter for sports-related products.  

(4) Sport  

Running as a sport focuses on using strength. These are 

competitions that are accredited by institutions and the statistics are recorded. People 

who run for this type take running seriously as a sport. For Artiwara Kongmalai, he 

has adjusted his training depending on his work schedule. 

Besides training himself by using the training plans for 

professional marathon runners, Artiwara Kongmalai also improved his physical 

potential by attending a training camp in Thanyapura, Phuket, to train his body the 

same methods for training professional athletes. This is the same place where Nat 

Sakdatorn went for his training as well.  
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Figure 5.30  Artiwara Kongmalai During the Training Program at Thanyapura 

Source: Artiwara Kongmalai (n.d.). 

 

Artiwara Kongmalai also has had training sessions with 

Brett Taylor, an expert in Exercise and Sports Science at the Sports Authority of 

Thailand. 

 

 

Figure 5.31  Artiwara Kongmalai’s Muscle-Building Training 

Source: Artiwara Kongmalai (n.d.). 

 

In addition to training for marathons as a sport, Artiwara 

Kongmalai has participated in the Tokyo Marathon 2019 (March) and the Chicago 

Marathon 2019 (October), both of which Ratchawin Wongviriya, his girlfriend, also 

participated in. There was news about them. The media used photos and videos from 

Ratchawin Wongviriya's personal online media ("Toon-Koi conquered the Tokyo 

Marathon 2019 together," 2019) 
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Figure 5.32  Artiwara Kongmalai and Ratchawin Wongviriya at the Finished Line at 

the Tokyo Marathon 2019 

Source: "Toon-Koi conquered the Tokyo Marathon 2019 together," (2019). 

 

The running event is one of the World Major Marathons. At 

this level, runners are classified to be in a group of elite athletes or a group of the 

general public. Artiwara Kongmalai participated in the general public group and his 

record was officially recorded. 

5.3.3.2 Cultural Capital Accumulation and Capital Transformation of 

the Works in the Entertainment Field 

During his entry into the marathon field, Artiwara Kongmalai is still an 

artist and a singer whose music has been released regularly. There have not been any 

changes in working from previously. His image is still a singer or a rock star. 

However, in 2016 and 2017, Artiwara Kongmalai obtained an additional image of 

being a hero or a role model in terms of using marathons to help hospitals that lack 

medical equipment. The image of being a hero, a role model, or a person of the year is 

the image that the media presented. 

Before the last day of the Kao Kon La Kao project, the Entertainment 

Reporter Association had announced 10 nicknames of celebrities for the year 2017. 

The first place went to Artiwara Kongmalai and Ratchawin Wongviriya, who were 

dubbed the “Billion Baht Running Couple” referring to their charity run that ended up 

raising more than a billion baht ("The story is about how to Toon changing the 

society," 2017) 
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Figure 5.33  Collection of News Presenting Artiwara Kongmalai as a Hero 

Source: Daily News (2017); Thairath (2017); Thai Post (2017)  

 

Artiwara Kongmalai’s running marathons for social contributions 

enhances the image of being a marathon celebrity. He still maintains his image as a 

singer for his work in the entertainment field. During the interview, he mentioned 

changes in his music work because of his age and more experiences in life. 

I have my own golden rule: I will always say what I think and think about who 

I am.  I will not lie. When I was young, I wouldn’t act too mature for my age. 

In my early 20s, the songs were about love, nostalgia, and dreams. When I was 

35, we released the album “Dharmajāti”. We were middle-aged. We started 

talking more about serious matters and when we are more intentional about 

things, I feel very happy. (Artiwara Kongmalai, personal communication, 

April 18, 2017). 

 

His work in the entertainment field is still music work as before, 

however, the meaning of the songs and style reflect more of being a grown-up as he 

was getting older. In addition, his work as a product presenter has increased 

tremendously, whether it is a job for the whole band or just himself. There are various 
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kinds of products that he is a presenter for which include sports-related products and 

non-sports-related products. Moreover, he had a new type of work which is the movie, 

“2,215”, a documentary film featuring the story of the long-distance marathon and the 

Kao Kon La Kao project. The movie title “2,215” is the number of the total 

kilometers that Artiwara Kongmalai ran. The filming recorded the real events that 

occur during the running route. It is different from normal movies because Artiwara 

Kongmalai does not act as a character. The movie uses the marathon to tell its own 

story. The movie was played in theaters for free because there were sponsors in the 

making of this film. 

 

 

Figure 5.34 Poster Promoting the Movie, “2,215” 

Source: The Standard (2018). 

 

Artiwara Kongmalai’s acting work is not acting in any other role but 

rather bringing his own stories to be presented through the film. On the other hand, 

his outstanding work in the entertainment field is being a singer, a songwriter, and a 

musician. 

Artiwara Kongmalai has accumulated his cultural capital in the 

entertainment field. He also has a background in playing sports regularly since he was 

young. Hence, as he entered the marathon field, he used the marathon for social 

contributions. It created the image of a hero or a role model for him. This caused 

cultural capital transformation from the marathon field to his works in the 

entertainment field. 
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The details are as follows. 

1) Product Presenter 

After Artiwara Kongmalai entered the marathon field, his 

works as a product presenter remarkably increased. Some products are ongoing 

projects such as the M150 energy drink. In addition, he is also a product presenter for 

both sports-related products and non-sports-related products, for example, Birdy 

coffee, 100 Plus sports drink, Mitsubishi Triton pick-up truck (2013), Dutch Mill 

Selected milk, Seven-Eleven, CPS CHAPS clothes, Toyota Hilux Revo pick-up truck 

(2019), TrueMove H (mobile provider), and Active Move (a dietary supplement). In 

the case of Active Move products, Artiwara Kongmalai was chosen as the first 

presenter of the product because his lifestyle matches the product target group. He is 

an athlete and he plays sports that use joints heavily. Therefore, he is like a role model 

for people who have a sporty-active lifestyle. (Marketingoops, 2018) 

 

 

Figure 5.35  Being the First Presenter for Active Move, a Dietary Supplement 

Source: Marketingoops (2018). 

 

In addition, he was selected to be the brand endorser of Pruksa 

Holding Public Company Limited for 1 year. At the press conference, the company 

further explained the reason they chose Artiwara Kongmalai to be the brand endorser; 

We chose Toon (Artiwara) because we want a brand endorser, not a brand 

presenter, not a brand ambassador. Being a brand presenter, you have to 

actually use the product first and then talk about the product qualities. But 
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being a brand endorser, you only need to “trust” the brand that it is “real” 

without having to prove anything. Customers would be willing to buy the 

product, so a brand endorser is a person who lays the path for customers to 

have brand love marketing ("Prueksa attracts people who want to have a 

quality," 2018) 

 

 

Figure 5.36  Launching as a Brand Endorser for Pruksa Holding Public Company 

Limited 

Source: Positioning (2018). 

 

The researcher has concluded Artiwara Kongmalai’s being a 

product presenter is using the symbolic capital of being a marathon celebrity for 

social contributions. Marathon is a form of using the body to run for a long distance 

(from the Kao Kon La Kao project: Betong-Mae Sai). For the long-distance marathon 

event, Artiwara Kongmalai has the advantage of being a famous singer. Also, he 

believed that he would be able to do the impossible. Therefore, all these elements 

create his image and enhance his image as a marathon celebrity. As a result, various 

products want him to be their product presenter. However, the common ground is the 

belief in the identity of Artiwara Kongmalai. 

2) Guest on TV Programs 

Artiwara Kongmalai was invited to participate in various types 

of television programs before entering the marathon field. 
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News program: He appeared in this type of program during the 

release of his new single. He would promote his new song and give an interview. 

 

 

Figure 5.37  Artiwara Kongmalai Promoting his Song “Kreung Kreung Glang Glang” 

on Rueng Lao Chao Nee News Program, Chanel 3 

 

Variety show: It is a program that aims to present a variety of 

entertainment acts such as interviews or singing. It is common to see these types of 

shows on television.  

 

 

Figure 5.38  “I can see your voice” aired on Workpoint Channel 
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Talk show: The format of this kind of program is mainly 

interviewing. Interviews can be done either inside the filming studio or at the 

designated location. 

 

 

Figure 5.39  “Tee Nee Mo-Chit” aired on October 26, 2014 

 

Besides being interviewed about work and the band, Artiwara 

Kongmalai also gave his interviews on the talk show programs the most during the 

Kao Kon La Kao project. For instance, the talk show “JohJai” on the McotHD 

channel, interviewed him twice. The first time was aired on October 7, 2017, 

presenting the story of running for 11 hospitals. They talked about the project before 

the actual event took place. The second interview was on August 25, 2018. This time 

they talked about the movie “2,215.” 

 

 

Figure 5.40  Artiwara Kongmalai as a Guest on Johjai on McotHD Channel 
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Sometimes he appears on online programs such as “Woody 

world”, “The Standard: Stand up for the people”, etc. 

 

 

Figure 5.41  Artiwara Kongmalai as a Guest on The Standard: Stand up for the People 

 

From the above information, Artiwara Kongmalai appeared 

mostly on news programs, followed by talk shows. It had not been found that he 

appeared in any game shows. However, being on such programs makes his image of a 

marathon celebrity more prominent alongside his image of an unwavering rock star. 

TV drama actor, movie actor, singer, theatrical actor  

Artiwara Kongmalai’s acting work is the movie “2,215” in 

2018. It is a documentary film featuring events that happened during the 55 days of 

the Kao Kon La Kao for 11 Hospital Project. It has not been found that he has done 

any other acting work. Nevertheless, he remains his image of a singer and a musician, 

thus, his work is performing at his concerts.  

3) Magazine Photoshoot 

The genre of magazines that presents the content related to 

Artiwara Kongmalai has changed due to his entry into the marathon field. To 

illustrate, before he entered the marathon field, the fan magazine genre is the genre 

that he did the photoshoots and interviews with the most, especially magazines that 

mainly focus on music and entertainment. 
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Figure 5.42  Artiwara Kongmalai on Magazine Covers 

Source: Magazinedee (n.d.). 

 

From the above information, the magazine genre that presents 

Artiwara Kongmalai the most is the fan magazine genre. He has been featured on the 

magazine cover more than once. Although they are fan magazines, in some editions, 

the cover and content also present his image of a marathon celebrity, such as “a day” 

magazine presenting about marathons. 



 168 

After entering the marathon field, another magazine genre that 

features Artiwara Kongmalai the second most is news magazines such as “Manager 

Weekend”, “Matichon Weekend”, which is different from Nat Sakdatorn. Usually, 

this type of magazine presents serious news or issues that affect society. However, 

Ariwara Kongmalai was presented through news magazines during the Kao Kon La 

Kao for 11 Hospitals Project because it has an impact on society and has interesting 

points for presentation. 

As mentioned above, Artiwara Kongmalai is prominent in 

singing, but as for his acting work, he is only seen in music videos. Additionally, the 

movie “2,215” is a documentary that presents the story of the marathon event, and he 

did not play the role of another character. Artiwara Kongmalai’s outstanding image of 

a marathon celebrity can be seen through the types of his work. He has more works 

for commercials and magazines which make his image of a marathon celebrity 

clearer. 

5.3.3.3 Symbolic Capital Accumulation and Conversion 

Artiwara Kongmalai converted his cultural capital to becoming a 

marathon celebrity. As a result, his ability in running is converted to fame through 

symbolic capital. This is about the expansion from one field to another because he is a 

famous person in the entertainment field, and he is expanding into the sports field. By 

using marathon projects to help hospitals or being presented through the media as a 

hero is also a form of symbolic capital. 

Another form of symbolic capital accumulation of Artiwara Kongmalai 

is the various awards he received. The awards are either for his music work or 

honorary awards for his Kao Kon La Kao for 11 Hospitals Project. Receiving these 

awards is an element for symbolic capital accumulation. Thus, he is well recognized 

in the entertainment field. Even though he entered the marathon field, he was still 

working in music as a member of “Bodyslam.”. He received awards related to the 

entertainment field in music. Moreover, after running marathons for social 

contributions, he also received awards as the initiator of the Kao Kon La Kao project 

for social contributions. For instance, he was selected to receive an honorary plaque 

on the National Youth Day 2018. 
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In addition, he received the “Banterng Terd Tam” award from Her 

Royal Highness Princess Maha Chakri Sirindhorn at the Nine Entertainment Awards 

2018. It is an award chosen by a committee, based on the merits of people in the 

entertainment field who have been role models  

 

 

Figure 5.43  Artiwara Kongmalai receiving “Banterng Terd Tam” award 

Source: Nineentertain (2018). 

 

Artiwara Kongmalai did not only receive the awards as an artist, a 

singer, or a band member of “Bodyslam”, but he also received the awards from 

marathon running for social contributions. It is a symbolic capital accumulation that 

has been added beside his works in the entertainment field. 

5.3.3.4 Social Capital Accumulation and Conversion (Networking) 

Artiwara Kongmalai has accumulated many forms of social capital that 

have resulted in the conversion of cultural capital. The symbolic capital includes his 

social capital in the educational institution, participating in the Hotwave music award 

contest, which led to his entry into the entertainment field, and having his own fan 

club. His network in the entertainment field and the marathon networks leads to the 

expansion of his social capital. Thus, Artiwara Kongmalai networks in both 

entertainment and marathon fields. The details are as follows. 

1) Network in the Entertainment Field  

Artiwara Kongmalai remains a singer and a member of 

“Bodyslam” which is Grammy Company Limited (Public). He has been having works 

consistently which include songs, concerts, and being a product presenter for various 
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products as mentioned previously in the section about cultural capital accumulation in 

the entertainment field. 

2) Runner Network   

While being a marathon celebrity, most runner networks are 

used for exchanging information about running from experts. Also, there are physical 

training sessions with professional trainers for a stronger body. Furthermore, a runner 

network is an important network because, during his Kao Kon La Kao project, 

Artiwara Kongmalai has worked in cooperation with experienced runner networks 

from various professions. 

3) Networking between the marathon celebrity and the 

stakeholders i.e. the media, sponsors, and running event organizers as previously 

mentioned under the topic of social capital transformation. 

 

 Communication Strategies for Constructing the Marathon 

Celebrity Image of Artiwara Kongmalai 

At this point, the communication strategy is communicating to construct and 

extend the image of a singer, an actor to be a marathon celebrity. The researcher 

applied Boorstin’s concept of “image” and the concept of “Proactive Communication 

and Passive Communication Strategies” by Parichart Sthapitanonda (2005), as a 

guideline for collecting communication information for constructing an image of 

Artiwara Kongmalai. The details are as follows. 

5.3.4.1 Media Strategies 

Media is a medium that delivers messages from the sender to the 

receiver. Therefore, a marathon celebrity must have a medium to communicate the 

status of being a marathon celebrity to the public. Communication fails without the 

media. 

According to the public relations model, the communication channels 

are divided into 4 types: personal media, mass media, event media, and new media. 

Nat Sakdatorn's media strategy includes all 4 types (Mixed Media). The details are as 

follows. 
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1) Personal Media  

After Artiwara Kongmalai accumulated cultural capital 

(running marathons) and symbolic capital (fame) to become a marathon celebrity, the 

most obvious change was the image of a marathon celebrity who plays a role in using 

marathons for social contributions.  As for his appearance, there is no significant 

change as in Nat Sakdatorn's case. His type of work has not changed much. He still 

maintains his role as an artist and mainly works on music. The additional type of work 

is working with various products in commercials. (Referred in the section about 

symbolic capital accumulation) 

Constructing a new image through marathons and exercising is 

a crucial strategy for creating a marathon celebrity image. It is something that 

marathon celebrities must do themselves because running a marathon is a skill that 

requires only the process of self-training. Artiwara Kongmalai has personal media that 

communicates with the target audience i.e., fans, people who follow him because of 

marathons, stakeholders such as sponsors, mass media, etc. 

What has been found on Artiwara Kongmalai's personal media 

was communication about the marathon for social contributions. From his interviews, 

he often talks about being an artist and running marathons that he uses the same 

principles for both: the feelings, being real and being in the present. 

I exercise because I want to do it. I did not intend to be an inspiration for 

others. It would be too much pressure if you think that way. I just wake up for 

a run and contemplate myself. I did not think about doing it for others. 

(Artiwara Kongmalai, personal communication, April 18, 2017) 
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Figure 5.44  Artiwara Kongmalai: his Image as a Marathon Celebrity who Runs for 

Social Contributions 

Source: Thairath (2017). 

 

Personal media must be credible so that the image of the 

celebrity is widely accepted. It is pointless to create an image if the individual or the 

institution is not accredited. Therefore, when Artiwara Kongmalai’s ability in the 

marathon was recognized and accepted, it brought success to his projects. There are 

external factors that supported the success of his projects; however, it was also 

because of his personal media which is credible and has strong personal branding 

which made his fundraising possible. 

2) Mass Media 

Mass media is media that promotes a clearer image of Artiwara 

Kongmalai as a marathon celebrity. The media presents different images and content 

formats according to the types of media and the time before and after entering the 

marathon field. Artiwara Kongmalai has an image of a singer, an artist including a 

table tennis player. After becoming a marathon celebrity who used marathons for 

fundraising to help hospitals, his image has become more of a public figure, not just 

being someone in the entertainment field. He became a presenter for various kinds of 

products, and he was presented through television and print media as well.  

3) Event Media 

After entering the marathon field, Artiwara Kongmalai’s event 

media is found in 3 types, namely events in the entertainment field, events in the 

marathon field, and charity run events. His events in the marathon field and his 
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charity run events play a crucial role in clarifying his image of being a marathon 

celebrity. The details are as follows. 

In the entertainment field, Artiwara Kongmalai's special events 

include concerts or participating in activities that require his singing talent. 

In the marathon field, there are many special events that he has 

participated in since he entered the field. There are 2 types of marathon events that he 

participates in: a marathon event in which he registers himself or a marathon event 

that he is paid to participate in by a sponsor. Both formats are organized in Thailand 

such as the Bangkok Marathon 2012-2015, Suankularb Mini Marathon 2015, 

Chombueng Marathon 2016, Human Run 2016, and Nongkhai Asean Marathon 2018. 

 

 

Figure 5.45  Artiwara Kongmalai: At Bangkok Marathon 2012-2015 

Source: Artiwara Kongmalai (n.d.). 
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The “10 Miles Run Phuket” is an example of a running event 

organized by his sponsor as he is the brand presenter. 

 

 

Figure 5.46  The “10 Miles Run Phuket 2015” Event 

Source: Artiwara Kongmalai (n.d.). 

 

Other running events in other countries include the Tokyo 

Marathon 2010, the Chicago Marathon 2019, and Lake Saroma 100k 2019. 

Additionally, Artiwara Kongmalai has participated in triathlons 

as an individual, namely Pattana Triathlon 2015, Laguna Phuket Triathlon2015, and 

as a team, namely Ironman 70.3 2019, in Taitung, Taiwan. He and his team won first 

place in triathlon mixed relays (running for 21 kilometers), etc.  
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Figure 5.47  Artiwara Kongmalai Participated in the Triathlon “2019 Ironman 70.3”, 

Taitung, Taiwan 

Source: Artiwara Kongmalai (n.d.). 

 

Event media is a medium that enhances Artiwara Kongmalai’s 

image of a marathon celebrity tremendously. It is a medium that encourages 

opportunities for marathon celebrities to meet and to have interactions with their fans 

and the general public. In the case of Artiwara Kongmalai, it also promotes the image 

of a marathon celebrity who is easily reachable and friendly. His image of a marathon 

celebrity appeared prominently during the “Kao Kon La Kao for 11 Hospitals 

Project”, as the media presented photos of him stopping to take pictures with his fans. 
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Figure 5.48  Artiwara Kongmalai Took a Selfie with his Fans 

Source: MGR Online (2017). 

 

 

In addition to the 2 types of marathon events mentioned 

previously, another type of marathon that promotes the image of a marathon celebrity 

for Artiwara Kongmalai is a charity run event. 

Artiwara Kongmalai’s charity run events include events 

organized by different organizations and events organized by Artiwara Kongmalai 

and his crews. This is different from Nat Sakdatorn who participates in charity runs as 

a participant. The outstanding charity run organized by Artiwara Kongmalai is the 

“Kao Kon La Kao for 11 Hospital Project”. It is a long-distance marathon with 2,215 

kilometers which is not the normal distance for people to run. Therefore, this charity 

run clarified Artiwara Kingmalai’s image of a marathon celebrity. 

Using event media helps to promote Artiwara Kongmalai’s 

image as a marathon celebrity clearly and tangibly. It is something that can be seen 

manifestly through the actions of the marathon celebrity who has participated in 

different types of marathon events. 

4) New Media  

Artiwara Kongmalai’s new media are Instagram and Facebook, 

mostly for promoting “Bodyslam”, whereas Nat Sakdatorn uses 3 platforms of the 

new media: Instagram, Facebook, and Twitter. 
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Figure 5.49  Aritwara Kongmalai’s Instagram Profile Picture 

Source: Artiwara Kongmalai (n.d.). 

 

New media is the media that marathon celebrities use to create 

their own image. It supports their image presentation to the public other than the mass 

media. The special thing about this media is there are no restrictions on place, time, 

and the need for the presentation. It is different from the mass media in which the 

journalists must be the ones to present the news. The content on Artiwara 

Kongmalai’s new media, Instagram, includes his works with Bodyslam, marathons 

and other sports, family, music, and traveling. While being a marathon celebrity, 

pictures and messages about marathons appeared on his Instagram more often, 

especially during the “Kao Kon La Kao for 11 Hospital Project”. He used his 

Instagram along with the project's Facebook page to promote his events. 
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Figure 5.50  Artiwara Konmalai’s Instagram during the “Kao Kon La Kao for 11 

Hospital Project” 

Source: Artiwara Kongmalai (n.d.). 

 

After the “Kao Kon La Kao for 11 Hospital Project” had ended, 

the pictures and messages on his Instagram were more about concerts, traveling, and 

general marathon events in which he participated. 

Therefore, Artiwara Kongmalai's media strategy has two main 

characteristics: it is presented through mass media (television, film, print media, the 

Internet), and there is self-presentation through the mixed media such as personal 

media, events, and new media (Instagram). The media that makes his image of a 

marathon celebrity the most prominent is event media, especially marathon events 

because he can demonstrate his ability in running (cultural capital). These events also 

help to maintain his reputation of being a marathon celebrity. In addition to running 

marathons for himself, Artiwara Kongmalai used the marathon as a tool to 

communicate to society for social contributions. Therefore, his image of a marathon 

celebrity is unique compared to other marathon celebrities.  

5.3.4.2 Message Strategy 

Another crucial element that makes communicating the image of a 

marathon celebrity successful is the message that the marathon celebrity 



 179 

communicates with their audience. There are two types of messages: the message 

designed by the mass media to convey the news of Artiwara Kongmalai and the 

message presented by the marathon celebrity himself, which are as follows. 

1) Message Content     

The content of the message, content in the news, and other 

information about Artiwara Kongmalai is found in two types of messages: messages 

during normal circumstances, and messages during unusual circumstances. 

Message during normal circumstances: This kind of message is 

mainly for informing about his works, personal life, marathons, exercising, and his 

love life. The message can be presented through the mass media and or he can present 

himself through the personal media. 

Message during unusual circumstances: This kind of message is 

related to unusual situations caused by specific issues or questions among the public 

and the celebrity needs to clarify through interviews with the media. For example, 

when Artiwara Kongmalai was interviewed by “a day” magazine, being questioned 

whether his music work would be successful like in the past.    

I like being criticized, being looked down on, all the gossips and the negative 

comments that hurt me. I did respond right away. I keep it to myself. I’ve been 

looked down on before. They said I will never be a singer with Grammy. It’s 

impossible for me to be successful. I thought to myself… ‘Go ahead, say what 

you want! But I’ll remember…bring it on.’ (laughing). I’m joking. I didn’t 

have any aggressive thoughts, but I turned those words into something that 

drives me. It’s like oil and natural gas from the decaying remains of plants and 

animals that have piled up over time. At first, they are not useful because they 

are rotten. But later, in a million years, they will be used as the power resource 

for our planet. This is probably similar. When something bad happens to us; 

criticism, sadness, failure, depression, these things will eventually become our 

energy and make us who we are meant to be over time.("Human run," 2014) 

 

According to his interview above, Artiwara turned criticisms 

and negative comments into positive energy to keep on working. For example, there 

was a Facebook page post about Artiwara Kongmalai using money from the 
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fundraising run to go watch football abroad. He responded to this on his Instagram 

which will be discussed in the following. 

 

 

Figure 5.51  A Facebook Page Posted about Artiwara Kongmalai Using Money from 

the Fundraising Run to go Watch Football Abroad 

Source: The Bangkok Insight (2019). 

 

In response to the above incident, Mr. Chaichan Baimongkol, a 

creator of the Kao Kon La Kao project, commented on the Drama-addict page, a 

Facebook page that presented the news. Mr. Chaichan said that the plane tickets and 

the football tickets are from his sponsors, and Toon (Artiwara) paid for his living 

costs. In fact, many companies are willing to sponsor almost everything. 
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Figure 5.52  Chaichan Baimongkol, a Creator of the Kao Kon La Kao Project, Posted 

His Opinions on the Facebook Page Drama-addict 

Source: Sanook.com (2019). 

 

In addition, Artiwara Kongmalai responded to this incident on 

his Instagram.  

I have my career. I make enough income to support the dreams of my family 

and mine. What I've been determined to do for the past 2-3 years, was because 

I had fun and I enjoyed doing it. If it can be beneficial to some people, I will 

consider paying back to my hometown, more or less. Please stop being cynical 

if we all have the same intention and that is to make things better. (Instagram, 

2019) 
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Figure 5.53  Artiwara Kongmalai Shared His Opinion Regarding the Controversy on 

His Personal Instagram 

Source: Instagram@artiwara 

 

Since the content of the issue would affect the gaining of trust 

for the project, Artiwara Kongmalai had to step out and express his thoughts on the 

matter. Also, the project's creative explained the issue critically and rationally on 

various matters and in answering questions. Thus, the image of Artiwara Kongmalai 

that he has been maintaining in the entertainment field is to respond with principles 

and reasons. 

 

 Public Engagement Strategy 

Artiwara Kongmalai uses a public engagement strategy, which is divided into 

2 types, namely 1) Running marathons for himself, and 2) Charity runs. 

1) Running Marathons for Himself 

According to the data collected about marathons ran by Artiwara 

Kongmalai which were posted on his Instagram page, photos he posted regularly were 

about running marathons, distance, time on his watch, running number, and pictures 

he took along the way. There were pictures of himself in different gestures that look 

friendly or pictures that showed his feelings in running marathons. 
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Figure 5.54  Artiwara Kongmalai’s Running-related Photos 

Source: Artiwara Kongmalai (n.d.). 

 

Even though he is just running for himself, there are interactions 

between Artiwara Kongmalai and other marathon runners every time he runs on the 

field such as stopping for other marathon runners to take pictures with him or just 

having conversations with them.  

2) Charity Run 

Artiwara Kongmalai used the long-distance marathon as a tool to 

communicate the issue about medical equipment and hospitals. He used his Instagram 

along with the Facebook page of the Kao Kon La Kao project in creating a message to 

present to the public. The content was presented to stimulate public participation. The 

message talked about the issue and how people could help each other with little things 

such as giving a small amount of money. Together, it will become a large sum of 

money to help hospitals. For instance, the message sent out to the public about the 

“Kao Kon La Kao for 11 Hospitals Project” was asking people to each donate 10 baht. 

Thus, from the population of 70 million people, the donation will reach 700 million 

baht, which will be enough to purchase medical equipment for the hospitals. 
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Figure 5.55  Samples of how they Promote the Project 

Source: Artiwara Kongmalai (n.d.). 

 

After the project started, the public engagement strategy was 

broadcasting live on the “Kao” Facebook page to inform about various situations in 

conjunction with Artiwara Kongmalai's Instagram. The presentation emphasizes the 

marathon route, the duration, and the donation amount, which were updated all the 

time. 

 

 

Figure 5.56  Photos that Reflect the Public Engagement 

Source: Artiwara Kongmalai (n.d.). 
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Therefore, public engagement strategy is very crucial for Artiwara Kongmalai 

in his role as a marathon celebrity who uses marathons for social contributions.  

 

 Creating Image Distinction Strategy  

Rebranding the image of a marathon celebrity is changing from what the 

person used to be. An obvious image distinction of Artiwara Kongmalai is his use of 

marathons for social contributions and to benefit the public, to the point that he 

established his foundation to continue helping society. 

  

 Maintaining Strategy 

 Another important communication strategy to create the image of a marathon 

celebrity is maintaining the image. This is in line with the concept of personal 

branding strategy; everything that an individual created must maintain the identity of 

his or her personal brand, in other words, keeping it consistent. In the case of Artiwara 

Kongmalai, maintaining his image as a marathon celebrity has two key elements: 1) a 

healthy body and running marathons regularly, and 2) self-presentation through the 

mass media and personal media. He maintains his image as a marathon celebrity 

through his personal media which is Instagram. For example, he did his practice run 

on the treadmill inside his house for 42.195 kilometers, and he posted a picture on his 

Instagram. The media presented that picture through both newspapers and television 

programs. 
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Figure 5.57  Khaosod Newspaper Presenting the News about Artiwara Kongmalai did 

his Practice Run Inside his House for 42 Kilometers 

Source: Khaosod (2020).  

 

Artiwara Kongmalai’s image on Instagram features his music work, 

marathons, sports, family, and social contributions. Even outside the duration of the 

project, there are photos of him involved in various activities to help society. 

 

 

Figure 5.58  Artiwara Kongmalai Presenting his Identity on his Instagram 

Source: Artiwara Kongmalai (n.d.). 
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In addition to maintaining the image of a marathon celebrity, after the “Kao 

Kon La Kao for 11 Hospitals Project” had ended, Artiwara Kongmalai continued to 

do social activities such as donating sports equipment, footballs, and exercise 

equipment to schools including giving scholarships to the students at Suphannapoom 

School, Suphan Buri Province. Mr. Chanchai Dabsamut, the school director said in 

the interview that: 

Toon (Artiwara) comes to give the scholarships every year. He likes to keep it 

quiet. He does not want us to do the welcoming ceremony or anything. He is a 

very humble man. We all are so proud of him. ("Toon gave scholarships for 

his school as alumni," 2018) 

 

 

Figure 5.59  Artiwara Kongmalai Granted Scholarships to Young Students at 

Suphannapoom School 

Source: "Toon gave scholarships for his school as alumni," (2018).  

 

From the interview above, it can be said that Artiwara Kongmalai has been 

doing social activities since before organizing the marathon projects to help the 

hospitals. Moreover, he continues to do so after the end of the marathon projects. This 

is maintaining the image of a marathon celebrity who has helped society and clearly 

influenced a social movement. 
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Maintaining strategy is in line with the concept of personal branding strategy; 

everything that an individual created must maintain the identity of his or her personal 

brand. 

 

5.4 Summary 

The process of capital accumulation, capital transformation, capital extension, 

and communication strategies to create the image of a marathon celebrity of 

“Artiwara Kongmalai” can be divided into 3 phases: 1. Personal Background 2. Entry 

to the entertainment field, and 3. Entry to the marathon field. In each phase, there is a 

process of capital accumulation, capital transformation, capital extension, and 

communication strategies to create a different image of a marathon celebrity. The 

time periods are the variables in this study so that we can see the process of becoming 

a marathon celebrity according to the objectives. 

The result of the study shows that Artiwara Kongmalai has accumulated 

cultural capital in the entertainment field as well as in the sports field before his entry 

to the entertainment field. His cultural capital in the entertainment field includes his 

skills in singing and playing instruments. As for his cultural capital in the sports field 

(football and table tennis), it is not clear that it affects his entry into the marathon 

field. Also, Nat Sakdatorn entered the marathon field without having the 

accumulation of cultural capital in the sports field. The common point that Artiwara 

Kongmalai and Nat Sakdatorn have shared is the motivation in running marathons, 

and the knowledge in the marathon (training to be proficient). From data collection, 

the initial reason for Artiwara Kongmalai to run a marathon and to keep on running is 

the feeling of winning against himself in running a marathon. It caused him to 

practice and train hard for the improvement in running marathons and in obtaining the 

image of a marathon celebrity. This is similar to Nat Sakdatorn’s case. Nevertheless, 

Artiwara Kongmalai used the marathon as a medium to help society by doing 

fundraising runs and establishing a foundation. He is dubbed by the media “A Hero”, 

“A Role Model”, “Person of the Year”, and he also received awards from various 

institutions due to his charity runs to raise funds for purchasing medical equipment. 

The incident that made Artiwara Kongmalai involved in running for social 
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contributions was when he was asked to be a presenter for the hospital's marathon. 

However, he saw that organizing a mini-marathon would leave little profits after the 

deduction of the expenses. Therefore, he used his physical body capital to run a 

marathon to raise funds. As a result, Artiwara Kongmalai started to have the image of 

a marathon celebrity who helps society. It is linked to his personal background 

information that he liked helping others. The marathon capital extension to social 

contributions was happening at the same time as his singing career. This led to the 

expansion of capital into 2 fields, namely the entertainment field and the sports field. 

Artiwara Kongmalai has accumulated capital in both fields since before entering the 

marathon field. The difference is his image of an athlete increases after entering the 

marathon field. Also, the capital is converted into work in both the entertainment field 

and the marathon field. As a result, the types of work are related to the marathons and 

exercise more, for example, being a sports-related product presenter, being in the 

documentary film about running to raise funds to purchase medical equipment, being 

interviewed for television programs, print media, and online media that are related to 

marathons and exercise. His work appears in the entertainment media, sports media, 

and sports-related special events. This is a cultural capital extension that converts 

capital from work into economic capital. 

In terms of communication strategy, it was found that Artiwara Kongmalai 

was presented with the image of a footballer before entering the entertainment field. 

As he fully entered the entertainment field, he was presented with the image of a 

singer, an artist, as well as a table tennis player. During his entry to the marathon 

field, Artiwara Kongmalai communicated about his marathons through his online 

media, Instagram, which is similar to Nat Sakdatorn. As he started running marathons, 

the mass media began to present news, images, and content about him in a variety of 

ways, including television, print media, and internet media. Therefore, it is an 

integrated media strategy that appears both in the entertainment news and the sports 

news. However, Artiwara Kongmalai still maintains the image of a singer. He did not 

move into the marathon field as an athlete. The outstanding quality of Artiwara 

Kongmalai is using the marathon as a medium for social contribution. He stimulated 

public participation by presenting himself through his personal online media and mass 

media. Especially, during the charity runs, his personal online media would 
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particularly present the project along with the project’s Facebook page. Artiwara 

Kongmalai uses only one online medium, Instagram, which is an important medium 

for communicating with the public. Personal online media is crucial because it is a 

new media that allows marathon celebrities to present their image regardless of place 

and time. In addition, the image of a marathon celebrity will remain by maintaining it. 

Artiwara Kongmalai runs marathons, exercises, and organizes charitable projects 

regularly, and he is presented to the public through the media in various forms. This is 

the image distinction created from being a celebrity in the entertainment field to being 

a marathon celebrity. For Artiwara Kongmalai, he also has the image of a marathon 

celebrity who runs for social contribution. 

 



 191 

 

Figure 5.60  Capital Accumulation, Capital Transformation, and Capital Extension of 

a Thai Marathon Celebrity “Artiwara Kongmalai” 

 



 

 

THE PROCESS OF CAPITAL ACCUMULATION, CAPITAL 

TRANSFORMATION, CAPITAL EXTENSION, AND 

COMMUNICATION STRATEGIES 

YOSSAVADEE HASSADEEVICHIT: MARATHON RUNNING 

FOR SELF-CONQUEST AND SELF-IMPROVEMENT 

IN THE SPORT 

This chapter studies the female marathon celebrity Yossavadee 

Hassadeevichit, or Yo, a 41-year-old actress, singer, and Thai model. Her older sister 

Anchalee Hassadeevichit, or A, is also an actress. Yossavadee Hassadeevichit 

graduated high school from Stamford International and graduated with a bachelor's 

degree majoring in Communication Arts, at Rangsit University. She entered the 

entertainment field in 1992 at the Miss Siam Center Young Star 1992 contest and in 

Miss Fashion Review 1993 where she won the first title. After the contest, she entered 

the entertainment field as a model, an actress in Thai dramas, a singer, an actress in 

movies, and a product presenter in commercials. The data found that Yossavadee 

Hassadeevichit consistently works out and cares for her body shape, along with 

operating a food supplement business that emphasizes caring for body shapes. 

She pivoted to the marathon running field because she was tired of a modeling 

career and looking for a new challenge. At that time in 2015, her sister invited her to 

participate in a charity running event. Her first running event was 4 kilometers. This 

has sparked her interest in the marathon and resulted in taking running classes with a 

coach in Lumpini Park. She began to like running and found the beauty of it in self-

conquest, and in inspiring others by developing into a marathon runner. At the 

beginning of her entry to the sports field, Yossavadee Hassadeevichit was still 

working in the entertainment field while running in marathons and triathlons at the 

same time. By wearing high heels often, her foot was injured. Therefore, she has 
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decided to quit her modeling career to be a marathoner and triathlon athlete and later 

completed the Ironman Triathlon event. Even though she had quit her modeling, she 

was invited to television shows and other special events. 

Yossavadee Hassadeevichit’s difference from both Nat Sakdatorn and 

Artiwara Kongmalai is her gender. From the primary data collection, male marathon 

celebrities are more presented than females in the media, and often selected to present 

products related to sports. Yossavadee Hassadeevichit was able to enter the field of 

marathons and develop herself even further to triathlon. How and what was needed in 

her capital accumulation process?  

 

 

Figure 6.1  Yossavadee Hussadeewichit’s Instagram Picture which she Described 

herself as an Athlete 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Data collection in chapter 6 of Yossavadee Hassadeevichit in this study is 

divided into three parts: 1. Personal background, 2. Duration in the entertainment field 

and 3. Duration in the marathon field is as follows: 
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6.1 Background Before Entry to Entertainment Field  

 Yossavadee Hassadeevichit Background Before Entry to the 

Entertainment Field 

 

 

Figure 6.2  Yossavadee Hassadeevichi’s in her Childhood Period 

Source: Yossavadee Hussadeewichit (n.d.). 

 

In the beginning, before, Yossavadee Hassadeevichit, nicknamed Yo, entered 

the entertainment field, she was mischievous; she didn’t like to participate in school 

activities and, unlike other girls, didn’t pay much attention to her appearance.  

When I was young, I didn’t like to participate in activities. I was like a 

tomboy. I liked to run outside, not playing any sport but running around and 

climbing trees. I never owned cosmetics and I had never changed my costume 

style when I went to school. I did not care much about beauty. (Yossavadee 

Hassadeevichi, personal communication, December 22, 2020) 

 

Even though Yossavadee Hassadeevichit had not paid much attention to her 

beauty, her tall figure and her confidence brought her into modeling contests, her 

entry to the entertainment field. 
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 Yossavadee Hassadeevichit’s Capital Accumulation Before Entry to 

the Entertainment Field 

The collection of information about the accumulation of Yossavadee 

Hassadeevichit uses the same criteria for collecting data as Nat Sakdatorn and 

Artiwara Kongmalai. Cultural capital is divided into two forms: cultural capital in the 

entertainment field and cultural capital in the sports field with the following details: 

Cultural capital accumulation in the entertainment field: Although Yossavadee 

Hatsadeevichit started her entry into the entertainment industry with a modeling 

contest, her accumulated entertainment capital came from singing. This is due to her 

father's love of music, and the family has opened a restaurant with his favorite music 

zone. She often followed her father to the restaurants and sang with him; she was 

encouraged by her father to sing on stage when going to parties.  

When I was a kid, my dad used to push me to sing on different stages, and 

when I was a kid, I liked the Thai singer Pumpuang, and Madonna very much 

so I always practiced their songs on any stage. (Yossavadee Hassadeevichit, 

personal communication, 22 December 2020) 

 

Her singing came from the enjoyment of listening to music and support from 

her father. As for the assertiveness in acting, even though it was not her personal 

preference, Yossavadee did not deny herself the opportunity to do so; she was asked 

to be a cheerleader of the school from the persuasion of her seniors, which was the 

beginning of her acting career.  

My seniors in 7th grade asked me to be a cheerleader because I was a tall girl. 

At first, I said I didn't know how to dance, and they said it was ok. I started as 

a beginner and practiced every evening after school 5 days a week. The 

seniors also let me be a lead dancer, so I felt like this was right for me. I can 

do this. (Yossavadee Hassadeevichit, personal communication, December 22, 

2020) 

 

From the data above, the capital accumulation period in the entertainment field 

seems to be short because Yossavadee Hassadeevichit entered the entertainment 

industry when she was only 13 years.  
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Cultural capital accumulation in the sports field): According to the interview 

on her background, Yossavadee Hassadeevichit mentioned that sports were not 

something she liked to do and yet acquired prominent sports capital. As a child, she 

liked to climb trees, play outside, but didn't want to play sports seriously. She also 

gave an interview about sports as follows. 

When I was young, I liked to go out and play like a boy. I didn't play sports 

but I played games of running, and relay running. I played with my friends all 

the time, but when the teacher wanted to train me to become a serious athlete, 

I didn't take the opportunity. It was because I was too lazy to practice so I 

wasn't very good at any sport (Yossavadee Hassadeevichit, personal 

communication, December 22, 2020) 

 

Yossavadee Hassadiwichit's capital accumulation in sports: She was 

fundamentally a person who did not like to play sports in the form of competitive 

sports games but likes to do acrobatic activities or only for fun. 

 

 Yossavadee Hassadeevichit's Capital Transformation and 

Expansion to Work as a “Model” 

Yossavadee Hassadevichit's journey into the entertainment industry began at 

the age of 13, by winning the Miss Siam Center Young Star 1992 and Miss Fashion 

Review 1993, and different contests. It was the beginning of her career in 

entertainment as a model, in which the capital of winning a modeling contest is 

converted to a professional model career. This is considered to be cultural capital in 

entertainment first as it is the accumulation of symbolic capital (fame) before she had 

opportunities to work in other forms of entertainment such as a singer, an actress in 

television dramas and films, and so on. 
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Figure 6.3  Yossavadee during Modeling Period 

Source: Eelebbeforeandafter (n.d). 

 

Her background before entering the entertainment field was clearly in the 

accumulation of cultural capital in entertainment more than sports. Rather, it is the 

conversion of capital into work, which she was directly specializing in modeling. It is 

the symbolic capital of fame that arose. Later on, there is a conversion of singing 

capital into her singing career, which is to be discussed further. 
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6.2 Yossavadee’s Entry to the Entertainment Field  

 Background and the entry to the entertainment field 

 

 

Figure 6.4  Yossavadee During her Entry to the Entertainment Field 

Source: Celebbeforeandafter (n.d.). 

 

Seeing that her sister failed in the Miss Young Star contest, Yossavadee 

Hassadeevichit wanted to compete in the modeling contest of which she said that, 

At that time, I saw that my sister didn't win, so I told my mother and my sister 

that the following year, I'd take revenge. When I said that, it was without 

thinking, I just wanted to sound cool. Believe it or not, I knew from the 

moment I applied that I was going to win first place. I was definitely going to 

be number one. I was that kind of girl, never thought of being eliminated. 

Then I actually won first place and entered the industry when I was thirteen. 

(Sanook.com, 2004) 

 

As a result of winning Miss Siam Center Young Star 1992, Yossavadee 

Hassadeevichit started to have symbolic capital and entered the entertainment field as 

an actress. From the beginning, Yoswadee Hassadeevichit's work in the entertainment 
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industry was in modeling, and she appeared first time in TV drama in 1994. 

(Sanook.com, 2004) 

 

.  

Figure 6.5  Yossavadee Hassadeevichit’s first TV drama, “Kao Pluak” 

Source: Pastadvd (2020). 

 

After “Kao Pluak”, she appeared in two more TV dramas, and after that, she 

signed a contract to be a singer under Grammy Music. She then signed to be a singer 

under the Grammy Public Company Limited in 1996, with a self-titled single album, 

Yo Yossavadee. Signing the contract is also considered an institutional capital for 

Yossavadee Hassadeevichit, as an artist under Grammy Public Company Limited. 

Moreover, she worked in movies, magazine photography, advertisements, and her 

main profession, as a catwalk model.  

As for sports, Yossavadee Hassadeevichit is seen in her personal Instagram 

account as constantly exercising, which mostly is related to her main profession as a 

catwalk model. The profession requires her to maintain her figure, and therefore, she 

has constant access to the gym and exercise. 
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 Yossavadee Hassadeevichit’s Capital Accumulation and Conversion 

in the Entertainment Field 

Yossavadee started her entry to entertainment from a modeling contest when 

she was only 13 years old. She had opportunities to work in many forms of 

entertainment. Although there were times she disappeared from the screen, she always 

came back. Yossavadee Hassadeevichit’s projects which can be compiled during her 

time in the entertainment field are as follows:  

6.2.2.1 Cultural Capital Accumulation and Conversion in the 

Entertainment Field 

Before entering the marathon field, she had various forms of work in 

the entertainment industry, including TV drama actress, movie actress, singer, and 

product presenter. Since entering the entertainment industry, in addition to the above-

mentioned works, Yossavadee Hassadivichit has event-modeling work as her main 

profession.  

The background mentioned her character which was highly self-

confident once made Yossavadee Hassadivichit's work go wrong until she was 

suspended from modeling from the employer. 

I am a confident person. When I succeeded, it became an obsession and 

arrogance. Having entered the industry, I felt that I was so sure of myself 

whether it's right or wrong. Many tried to teach and refine me, but I did not 

listen. I was on the rise but was banned and didn't even realize it. I disappeared 

from the entertainment industry for 4-5 years, and when I wanted to come 

back to work. I had to prove myself so hard to make it back. (Sanook.com, 

2004) 

 

After that, Yossavadee Hassadeevichit changed her way of thinking and 

way of working. She came back successfully again in modeling and working in the 

entertainment industry. 

Even in the period of Yossavadee Hassadeevichit's stardom, there was 

still no work resulting from the marathon. Due to the nature of the occupation, 

Yossavadee Hassadivichit has to accumulate cultural capital (body) used for her 

occupation, yet it is the appearance of the body as an object of its appearance. 
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Yossavadee Hassadeevichit's capital transformation and capital 

extension in the entertainment field is mainly working in modeling. In addition, there 

are works in television dramas, films, music works, and magazine photoshoots. The 

works that accumulated cultural capital and led to the expansion of the symbolic 

capital are as follows:  

1) Miss Siam center Young Star 1992 and Miss Fashion 

Review 1993 

As mentioned before in the background and capital 

accumulation, Yossavadee Hassadeevichit entered and won the Miss Siam center 

Young Star 1992. In the following year, she entered Miss Fashion Review 1993 and 

was announced the first runner-up, and 3 weeks later was announced the winner.   

Both Miss Siam center Young Star 1992 and Miss Fashion 

Review 1993 have paved the way for Yossavadee Hassadeevichit to enter the 

entertainment industry as a model and other works to follow. 

2) Product Presenter 

Yossavadee Hassadeevichit's advertisements are products 

related to female adolescents such as "Modest brand" sanitary napkins, skin lotions, 

whitening creams, etc. They are suitable for her personality and age range at that time. 

The work as a presenter emphasizes the body shape and appearance. Beauty comes 

from the outer appearance that is inherent in the nature of body capital. 
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Figure 6.6  A Picture of Mo Muan Chon Whitening Cream Commercial 

Source: Celebbeforeandafter (n.d.). 

 

2) Works in TV Shows, TV Series, and Movies   

Yossavadee Hassadeevichit was invited to participate in 

various television programs before entering the marathon industry. The subject of the 

talk shows in which she is mostly interviewed is her sexiness, body shape care, and 

romantic relationship. 
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Figure 6.7  A Guest on a TV Show, “StarBerry” on Amarin TV Channel, and “Ruang 

Kong Toe” on Thairath TV Channel 

 

From collecting data from TV shows, romantic relationships 

are the main topic, and she is mainly invited to general entertainment shows. The 

format of the program is not as diverse as those of Nat Sakdatorn and Artiwara 

Kongmalai, since the two mentioned above are artists and singers, they have more 

opportunities to be guests on the program to promote their work. 

Yossavadee Hassadeevichit's TV dramas performances before 

entering the marathon field are such as "Kao Pluak" (Rice Paddy), "Run Nung Tuk Ha 

Na Doen" (the 1st building of the 5th), " Kwam Fan Kong Bunma" (Bunma's dream), 

"Rak Di Mi Yom", "Fai Kammatep" (Cupid Fire), "Manya Risaya", and "Lamdap 

Tawan", etc. The character's roles vary over time, from teenage roles to fighting 

action roles.  

Her work on the film is, "The Rebellion of Thao Sri Sudachan" 

in the role of Thao Srisudachan (2005) 

From the above information, Yossavadee Hassadeevichit's 

works in the entertainment industry are presented through various media, including 
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TV dramas, movies, guest appearances on the show. Being featured in various news 

programs, she has a variety of works similar to Nat Sakdatorn. 

3) Magazine Photoshoot 

Yossavadee Hassadeevichit has been photographed on the 

cover of many magazines. Most of the magazine types photographed are Fan 

Magazine format, in which there are repeated photo shoots for the same magazines 

such as Lips, Image, Women, Volume, etc. The style of the photoshoot is often 

fashion or swimwear that focuses on sexiness, both being on the cover alone, coupled 

with male models, and group shots. 

From the collection of the photographic works of Yossavadee 

Hassadivichit, the style of photography found is those that require body shape as the 

main method of photography. It corresponds to the accumulation of cultural capital in 

the body at work. It is the appearance of the body that is the object of the look. 
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Figure 6.8  Magazine Covers that Yossavadee Hassadeevichit has been on the Front 

Cover before Entering the Marathon Field 

Source: Magazinedee (n.d.). 

 

From the nature of the photoshoot and magazine style, 

Yossavadee Hassadeevichit has been featured on the cover or inside, it is 

contemporary in each era according to the fashion at the time, which is consistent 

with her career as a model. That requires mainly a great body in the photoshoot and 

emphasizes sexiness to fit the work style. This is different from Nat Sakdatorn and 

Artiwara Kongmalai, whose photoshoots promote music or performances at that time. 
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From the collection of works in the magazine shoot, most of the 

images of Yossavadee Hassadeevichit are modeled in a way to show her body, 

sexiness, but not sports or marathons.  It is this use of the body, which is a cultural 

capital and converted to work, which is another form of conversion to economic 

capital. 

6.2.2.2 Cultural Accumulation and Conversion in Sports  

Although Yossavadee had no personal preference in sports since her 

childhood, during her entry into the entertainment industry, it was found that there 

was an accumulation of exercise capital, caring of body shape with exercise, 

especially doing the body weights to keep her fit with muscles. 

 

 

Figure 6.9  Pictures of Yossavadee during her Exercises 

Source: Yossavadee Hussadeewichit (n.d.). 

 

In addition, Yossavadee Hassadeevichit gave an interview to the media 

about self-care through exercise. 

I care a lot about my own health and my secret is exercises and food choices, 

especially about discipline in exercise. I invest in buying exercise equipment 

at home and making it my own mini gym to keep in shape. There is an 

exercise program where I write it on the wall. ("Yo talked about how to get in 

shape," 2009) 
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Exercising to keep in shape is in line with the business at Yossavadee 

Hassadeevichit joined with friends in the entertainment field that is in the health food 

business from February 2013 until October 2014. She has returned to run her own 

food supplement business again in a product called, Power Fit By Yo. 

 

 

Figure 6.10  A News Photo of Yo, Yossavadee, and Bee Namtip in their Healthy Food 

Business 

Source: Naeona (2013). 

 

From the above information, it can be concluded that Yossavadee 

Hassadeevichit has taken care of her body shape, has exercised in the gym, and this is 

in line with the business of being in shape for publicity. The goal of public relations 

about the product is the female target group, which includes her catwalk modeling 

that requires a female body to be for a career. It is then the accumulation of sports 

capital that focuses on taking care of a better body for work. Therefore, Yossavadee 

Hassadeevichit has cultural capital in the form of physical capital for occupation.  

6.2.2.3 Symbolic Capital Accumulation and Conversion  

Yossavadee Hassadeevichit has accumulated and converted symbolic 

capital by winning the Miss Siam Center Young Star 1992 and Miss Fashion Review 

1993 contests and working in various types of entertainment fields. In addition, there 

is institutional capital that has been made through signing a contract to be a singer 
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with Grammy Company Limited to release a music album; it expands the symbolic 

capital and reputation to create more diverse work in the entertainment industry, even 

though her main occupation in the entertainment industry is modeling. From the data, 

it was found that Yossavadee Hassadeevichit has also accumulated symbolic capital 

in the form of awards such as the 2014 Sexy Model Award from the Siam 

Entertainment newspaper, the Artist of Mercy from the Council of Artists Promoting 

Buddhism of Thailand, Department of Religious Affairs, Ministry of Culture in 2015, 

etc. 

 

  

Figure 6.11  A Picture of Yossavadee Hassadeevichit Receiving the “Artist of Mercy” 

Award 

Source: Kom Chad Luek (2015). 

 

From the experience, reputation, and working in the modeling path of 

Yossavadee Hassadeevichit has become the role model for Sujintra Sotthiwanwong, a 

younger model who named her as a role model, and Drapada Sotthipak, a TV series 

actress, who won the Thai Supermodel in 2008. She gave an interview after winning 

the contest declaring that Yossavadee Hassadeevichit was her favorite model as she 

was unique and a good problem solver.  

Both the awards received and the recognition from her peers are considered 

symbolic capital (“well-knowness”) conversions in a form that makes the image of a 

star clearer. 
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 Communication Strategies to Create an Image of Stardom for 

Yossavadee Hassadeevichit 

Communication strategies create the image of a model, actress, singer 

(Stardom). The researcher used Boorstin's concept of image (Boorstin, 1987) and 

Parichart Sthapitanonda's concept of communication strategy (Parichart 

Sthapitanonda, 2005) as a guideline in collecting data about communication to create 

an image of a star. The details are as follows. 

6.2.3.1 Media Strategies 

As for the communication channels according to the public relations 

model, it can be divided into 4 types: personal media, mass media, event media, and 

new media. Yossavadee Hassadiwichit's media strategy has mixed media strategies as 

follows:  

1) Personal Media 

Personal media is the use of oneself as a medium to present an 

image in various ways. During her entry into the entertainment industry, Yossavadee 

Hassadeevichit has worked in various fields from the aforementioned. However, the 

most obvious image is being a sexy model until she was nicknamed in 2015, "Sexy 

Khang Fa" (or forever sexy), during which Yossavadee Hassadeevichit became 

interested in exercise and running, but had not yet reached the marathon distance. 

 

 

Figure 6.12  Yossavadee with a Nickname, Sexy Khang Fa 

Source: Siam Entertainment (2015). 
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Sexiness has become the dominant image of Yossavadee 

Hassadeevichit throughout her career in the entertainment industry which corresponds 

to the image that appears through the media. 

2) Mass Media 

After Yossavadee Hassadeevichit had established herself as a 

media person in being a model, singer, actress, the image of beauty that comes with 

sexiness has appeared through the media. It was presented through well-known media 

and later became a symbolic capital. After that, she then entered the field of the 

marathon. 

The mass media has come to support Yoswadi Hassadeevichit 

to become more well-known both in terms of reputation and symbolic capital. As a 

result, the work has been extended and Yossavadee Hassadeevichit is more able to 

talk more about her own issues, especially after entering the marathon field. In 

addition, by working in the entertainment industry, one is often featured in the news. 

There are issues of gossip news content, personal life that has become a matter of the 

masses. It can be said that the media plays a role in status conferral as a celebrity and 

thus being accumulated as symbolic capital, in which celebrities cannot deny being 

presented with personal stories. 

3) Event Media 

The special event format is face-to-face communication.  

Special activity in the entertainment field of Yossavadee Hassadeevichit is her main 

job as a model. Collecting the work of Yossavadee Hassadeevichit from newspapers 

(such as Kao Sot, Siam Dara, Bangkok Today Newspaper) found that she has many 

jobs since being a model is her main career, and formats are quite diverse according to 

sponsors or products, such as the launch of a magazine from Japan, the launch of 

Playboy Condoms, Jewelry business, fashion modeling for shops that open for a 

catwalk, etc. An event can be varied according to products and services. The nature of 

the product requires the beauty of the body of a model to promote the product, and of 

femininity in the representation of the product through the event catwalk.  

Activity media is the most used medium by Yossavadee 

Hassadeevichit in the entertainment industry. Modeling is a different type of work 

from that of Nat Sakdatorn and Artiwara Kongmalai, who work through the medium 
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of music or performances. For them, the special event media is used as a support for 

the work, communications, and meeting with fans. For Yossavadee Hatsadeevichit, it 

is a job, and may not be used as a medium used to communicate and meet fans. 

4) New Media 

New media in this research is media that has been developed 

from computer technology and information technology. Yossavadee’s use of new 

media to create an image in the entertainment field is through personal social online 

accounts, including Instagram, Facebook, and Twitter, all under the same name, Yo 

Yossavadee, easy to remember.  

 

 

Figure 6.13  Pictures of all personal online accounts of Yossavadee 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Yossavadee’s use of new media is mainly in Instagram which 

links her photos and messages between Instagram and Facebook accounts.  During 

her entry to the entertainment field, it was found that most of her posts were personal 

content; work, family, exercise, healthy food, social work, and traveling. There are 

more varied and frequent posts than those of Nat Sakdatorn and Artiwara 

Kongmalai’s accounts. 
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Figure 6.14  Yossavadee’s Instagram Photos During her Entry to the Entertainment 

Field 

Source: Yossavadee Hussadeewichit (n.d.). 

  

Although Yossavadee Hassadeevichit's online media is found in 3 

formats, namely Instagram, Facebook, and Twitter, most content is presented mainly 

through Instagram. It helps to create a sexy star image for Yossavadee Hassadeevichit 

since it has designs for both messages and photos; however, one wants to present 

them to the world. Her content during her entry into the entertainment industry, 

creating stardom, focuses mainly on the work. The nature of the picture is of a sexy 

star, and exercises that show her body shape. This corresponds to her work and the 

nature of using the body for work as discussed in the cultural capitalization section 

earlier. 

In summary, the four types of media are divided into two types of 

media for creating an image of a star: 1) Media in which celebrities can design their 

own image, namely personal media and new media. The image presented through 

personal media and new media is the image of an artist, family bonding, and exercise 

as the main ones, and 2) media in which celebrities can't control their own image 

design, namely media and special event media where news images from works and 
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personal matters are presented. As for special activities, it is based on taking work that 

is consistent with the results and from the aptitude. However, regardless of the nature 

of the media in any form, the image must be clearly visible and concrete. It is 

something that can be seen from the exterior (Vivid and Concrete). In the case of 

Yossavadee Hassadeevichit, she has the image of a sexy model which is consistent 

with the image presented through the media as a model, actress who is sexy and often 

works in the form of body shows. The nature of the job is catwalk modeling. 

6.2.3.2 Message Strategy 

Another important element that makes communicating the image of 

celebrities successful is the message that the marathon celebrities communicate with 

their audience. There are two types of messages: the message in normal conditions 

and the message under special conditions. The details are as follows. 

Message in normal conditions is the presenting of the celebrity’s image 

through designing the message based on the normal situations or circumstances. This 

kind of message is mainly for notifying information or for persuasive purposes. There 

are various forms of communication for this kind of message. To illustrate, the 

content of the message is about her catwalk modeling for various products which can 

be seen in the news presented by the mass media. The name of the event and her name 

are included in the news presentation. 
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Figure 6.15  A News Image of Yossavadee Hassadeevichit’s Catwalk Modeling Job 

Source: Kom Chad Luek (2012).   

 

Another example is when there was news promoting the launching of 

her new business. The product is called “Power Fit By Yo”. It is a dietary supplement 

product for those who do not have time to take care of their shape or exercise. The 

event took place in November 2014 which was before she entered the marathon field. 

Yossavadee Hassadeevichit’s image is reflected through the product because it is a 

product that helps with taking care of the body shape.   

 

 

Figure 6.16  A News Image of Yossavadee Opening Her Food Supplement Business 

Source: MGR Online (2014). 
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Yossavadee Hassadeevichit's message, during the normal 

circumstances, before entering the marathon field, was characterized by presentations 

of news and messages about work, love, and exercise, and body care. which enhances 

the image of being a star with updates, both work, and personal matters. 

Messages under special conditions are the design of a message in 

critical or unusual situations. In the entertainment industry or for famous people, 

designed messages are, for example, negative news or news that affects celebrities' 

image that causes them to clarify in interviews. Negative news was found in 

Yossavadee's case in which she communicated in unusual circumstances about love. 

In her interview on the Club Friday Show, Yossavadee was talking about some 

incidents in the past when questions from the press caused her emotional responses. 

I am a woman with limited patience. The reporter asked me each time after my 

catwalk, and I was always upset. Why haven't I come across any good 

questions? Everyone focused on only this issue. As if they knew that asking 

me about this would trigger me to lose my cool. I was furious like a villain 

who was trying to tell the truth to people, but no one believes. The more you 

talk, the worse it gets. The more you talk, the more aggressive it gets 

(GMM25Thailand, 2018) 

 

 

Figure 6.17  Yossavadee Hassadeevichit Gave an Interview About How She Reacted 

When Being Interviewed 
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It is inevitable for famous people to be in the news and asked by the media 

about various issues; it depends on how each one manages and handles it. During one 

of the negative news in the interview above, Yossavadee Hassadeevichit responded to 

defend her own stories, but later on, she used non-reaction and silence in 

communication. 

 

6.3 Yossavadee Hassadeevichit and Capital Accumulation, Capital 

Transformation, and Creating an Image of a Marathon Celebrity 

(2012-The Present) 

 Background and Entering Marathon Celebrity Field 

The background of Yossavadee Hassadeevichit's path of capital accumulation 

in sports before entering the entertainment industry, reveals that Yossavadee 

Hassadeevichit, in her childhood, had no interest in sports due to an interview below.  

I was lazy. Despite being persuaded by teachers at school because they saw 

that I had the body and potential to play basketball as a school athlete, I was 

not interested. (Yossavadee Hassadeevichit, personal communication, 

December 22, 2020) 

 

However, after entering the entertainment industry, Yossavadee 

Hassadeevichit became interested in exercise to maintain her body shape. Since the 

modeling profession requires the body to work, and Yosavadee Hassadeevichit 

exercised consistently, her supplement business also requires her body to promote the 

products, however, she did not exercise as sports, or seriously at a competitive level. 

As for her entry into the marathon field, counting from the official marathon 

events as was the case with Nat Sakdatorn and Artiwara Kongmalai, the first running 

event Yossavadee Hassadeevichit participated in was, with her sister's persuading, the 

HIV Run 2015 24 Hours, with a distance of 4 kilometers on February 15, 2015, after 

Nat Sakdatorn and Artiwara Kongmalai. After that, she has completed a 21 km (half 

marathon), 42.195 km (Marathon), and currently is a triathlon athlete. (swimming, 

cycling, and marathon) 
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Figure 6.18  Pictures of Yossavadee in Her First Official Marathon Event 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Apart from her sister's persuasion, another reason for Yossavadee 

Hassadeevichit to become interested in running marathons and becoming a 

professional athlete is dealing with issues in life. 

I was feeling discouraged and bored of things in my life. I was bored of the 

people around me. Also, I felt like there was no positive energy for myself. I 

woke up and felt depressed for no reason and I was dealing with many issues 

in life. So, it was like I wanted to do something that is directly beneficial to 

me, so I started to play sports. (Yossavadee Hassadeevichit, personal 

communication, December 22, 2020) 

 

The above interview is consistent with the news presenting her problem in 

doing business with a fellow celebrity and her decreased catwalk modeling jobs. 

Thus, she turned to exercising and running marathons. 

In addition to her work issue and her business with a fellow celebrity issue, 

Yossavadee Hassadeevichit also was dealing with her love issue. She was in a state of 

depression. She was invited to be a guest on the Club Friday Show and gave an 

interview about looking back on her past events before entering the marathon field. 
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She said, “I was dealing with a love issue, and I was depressed. So, I had to go to see 

a doctor for treatment because I couldn't eat, couldn't sleep, and I even had suicidal 

thoughts several times.” (GMM25Thailand, 2018) 

 

 Yossavadee Hassadeevichit’s Capital Accumulation and Capital 

Transformation of Being a Marathon Celebrity 

Yossavadee Hassadeevichit's capital accumulation for marathons was 

proceeding along with her work in the entertainment field. She was a model, an 

actress, and an owner of a dietary supplement product. Before entering the marathon 

field, Yossavadee Hassadeevichit used to run in parks and go to gyms to exercise to 

keep her body in shape. This information is based on photos posted on her new media. 

(Personal media for the marathon celebrity is Instagram.) In one of the photos, she 

went running in Lumpini park. 

 

 

Figure 6.19  A Picture of Yossavadee Running to Exercise in a Park 

Source: Yossavadee Hussadeewichit (n.d.). 
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Cultural capital accumulation in marathon running consists of motivation for 

running and knowledge about running a marathon. The details are as follows:  

6.3.2.1 Capital Accumulation and Cultural Capital transformation in 

Running a Marathon   

A marathon is an exercise that takes endurance and courage to 

overcome one's own capacity in each goal. It is a sport that is quite affecting the mind. 

Anyone determined to run a marathon will be able to run a marathon. (Lalita 

Bongkotpannarai, 2017)  

Therefore, motivation for running a marathon is very important. 

Marathon motivation and exercise go hand in hand because running is a form of 

exercise. The details are as follows. 

1) Motivation for Running a Marathon 

 (1) Psychological Motives or Enhancing Self-esteem 

Yossavadee Hassadeevichit was interested in running 

marathons after joining her sister in the HIV Run 2015 24 Hours, with a distance of 4 

kilometers. After that, she began serious training for running marathons. In addition to 

this, she was also looking for something new to do in life, Yossavadee Hassadeevichit 

gave an interview about the issue of running from personal experience that: 

When people turn to sports, they first feel discouraged and want to change. 

The second is that they want to have a new social group. I came to run 

marathons because I felt disappointed in life and bored, bored of myself, of 

what I do, of people around me. I felt as if there was no positive energy for me 

at all, and my life problems at that time were quite a lot. So, I thought that 

sport should be something really helpful for me. (Yossavadee Hassadeevichit, 

personal communication, December 22, 2020) 

 

The above information demonstrates psychological 

motivation. In other words, she created the desire herself to run a marathon, to 

develop into a professional athlete, to find something to hold on to in life, and a new 

way of thinking and living through sports. 
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(2) Social motives included a desire to affiliate with other 

runners  

The social motivation for Yossavadee Hassadeevichit was 

using the marathon or exercise for social contribution. By participating in marathon 

events organized for charities, similar to the case of Nat Sakdatorn. 

 

 

Figure 6.20  A Pictures of Participation in the Kao Kon La Kao Marathon Project for 

Bang Saphan Hospital 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Yossavadee participated in many marathon events and 

projects for social contributions, such as the Kao Kon La Kao Project for Bang 

Saphan Hospital, the Kao Kon La Kao Project for 11 hospitals across the country, and 

the Mo Chuan Wing project by the Medical Council. In addition to running 

marathons, Yossavadee Hassadeevichit also did cycling for charity, for example, 

“Join the Hearts' ' to the end of the southern country, etc. 
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Figure 6.21  Photo of Yossavadee Hassadeevichit Participating in the Cycling Project 

to Help Children in the South 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Therefore, in addition to the psychological motivation for 

Yoswadi Hassadeevichit to enter the field of marathons, it has been extended to 

contribute to society in a way that is consistent with her athletic abilities, both in 

running and cycling. It is an extension of the marathon and triathlons beyond just for 

herself which has led to another form of motivation, achievement. 

(3) Achievement motives included competition with other 

runners 

The first success in a marathon is running to the finish line. 

After that, it's about having a time goal set to achieve it. As one keeps improving, 

running becomes a betterment of oneself. In the case of Yossavadee Hassadeevichit, 

the first success is to run successfully and to be happier by transforming her suffering 

into sports and marathons. 

In the past, when I did other things like working in the entertainment industry, 

I did it for the money, whether they were activities or public events, as well 

for fame, for the image. I mean, it was a lot of cause and effect to do anything 

all the time. However, when I play sports, there is not much cause and effect, 

I'm just happy to do it. (Yossavadee Hassadeevichit, personal communication, 

December 22, 2020) 
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In addition to changing oneself for the better, having fun 

from running marathons and exercising also successfully changes a person's thoughts 

and habits. 

When I become an athlete now, I am much calmer. When I can practice sports 

for hours every day, I need to be very patient. Today, I am able to take time to 

do things, and not as hot-tempered as when I was a teenager. ("Yo Yosawadee 

got the nickname Bullfighter," 2018) 

 

The next success story was the marathon trophies, such as 

the 4th trophy in the 5K run, the Power-Fit Mini Half Marathon. 

 

 

Figure 6.22  Yossavadee Hassadeevichit, Won The 4th Prize in the 5km Run 

Source: Yossavadee Hussadeewichit (n.d.). 

 

After Yossavadee Hassadiwichit successfully ran a 

marathon, she developed into the triathlon (swimming, cycling, running) and received 

awards from several competitions such as the 2nd runner-up of the Singha Park Time 

Trail Road Bike Race Challenge 2016, 3rd prize in the category of Thai female 

athletes in the Laguna Phuket Triathlon 2016, 6th trophy in the Wiang Sa cycling 

race, etc. Most of which are triathlon competitions and cycling races. 
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Figure 6.23  The 2nd Runner-up Prize in the Road Cycling Race 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Yossavadee Hassadeevichit took only one year after 

entering the marathon field to develop into a triathlete and win an award. According 

to her interview in the 6th ISPAH exhibition at Queen Sirikit National Convention 

Center, organized by Thai Health Promotion Foundation and network partners, she 

talked about her success in the marathon. 

I feel accomplished that I've come to where I've never expected. Today, I can 

run 42 kilometers. Nothing can hurt me. I do this slowly, and I've become 

unbelievably strong. (Yossavadee Hassadeevichit, personal communication, 

November 19, 2016) 

 

2) Cultural capital in the knowledge about marathon running   

Being able to successfully run the 42.195 km distance requires 

a process of training and self-improvement. In sports science, running a long distance 

for more than 45 minutes is for those who undergo training, otherwise, it will result in 

injury. There are 4 levels of cultural accumulation in the knowledge of marathon 

training, Fog (1999) which are games, play, work, and sports. Details are as follows. 
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Figure 6.24  A Hierarchy Chart for Cultural Capital Accumulation in Running 

Marathons of Marathon Celebrities 

 

(1) Game  

Running as a game has an important function for learning 

development. There are rules, but with less intensity. Its purpose is to have fun. In the 

first marathon, Yossavadee Hassadeevichit started running for exercise in the 

marathon with the encouragement of her sister. 

At that time, I just tried it for fun. After finishing this event, I thought that 

running was interesting. So I went back to study it to see how to start if I really 

wanted to run. That's the beginning. (Yossavadee Hassadeevichit, personal 

communication, December 22, 2020) 

 

From the information of Yossavadee Hassadeevichit's 

accumulated capital in sports, she had a background in exercise before running a 

marathon. When she started running seriously, she wanted to improve her marathon 

running, and therefore, it has evolved from just a game to a more competitive game. 

(2) Play  

Running as play has a dimension for competition. It is more 

exciting, and it requires more skills. The purpose of this type of running is to be a part 

of various traditions. It could be for exercising or taken as a part of sports. 

Yossavadee Hassadeevichit started her first marathon for fun; she desired to do 
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something new and to improve for the better through sports that kept her running. 

Running a marathon is impossible without training. 

Practice is very important. Many people say that they have no time to practice 

running due to workload. My technique is to make running a routine that I 

have to do. I have to make good use of it, plan well and get it done. 

(Wingnaidee, 2016) 

 

Therefore, in the dimension of play, Yossavadee 

Hassadeevichit has continued to practice because running a marathon requires self-

training until it becomes a skill to compete. 

(3) Work  

Running as work has its benefits and such runners treat 

running as their job. They are professional runners who run for a living.  In the case of 

Yossavadee Hassadeevichit, running a marathon was extended into the triathlon, and 

then transformed both sports to be considered as work, as aforementioned. 

Yossavadee Hassadeevichit has announced her leaving the entertainment industry to 

become a full-time athlete. However, there is something special for celebrities in the 

entertainment industry. Although she announced the cessation of her modeling career, 

the fame that has been accumulated remains; she has been presented by the media 

now as a marathon celebrity. Moreover, she continues to work in the entertainment 

industry including as a product presenter of sports drinks commercials which 

empowers exercise. 
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Figure 6.25  Yossavadee Hassadeevichit, an Advertisement for Sports Drinks 

Source: Sanook.com (2018). 

 

Yossavadee Hassadeevichit has used her professional 

athlete status for her livelihood and practiced vigorously. In the beginning, she had no 

income until the sponsors started to support her. 

This bike costs almost 400,000 baht. Equipment is the heart of the triathlon 

and must always be ready. Fortunately, since I've started playing sports, I 

haven't spent any of my own money, it is always sponsored. When people 

know that I'm going to a triathlon, they jump in. I view being an athlete as a 

profession. Where there is no talent, there is no sponsor. I endured having no 

work for 5-6 months, spending my saving, and then the sponsors came in. 

("Yo Yoswadee told the reason why she had to retire from the modeling 

industry," 2017) 
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Figure 6.26  Yossavadee with Her Bike for The Triathlon 

Source: Thairath (2017). 

 

Her interview demonstrates the use of sports as a career. 

There was no income at the beginning since it was a period of training and self-

development, from being a professional model to becoming a professional athlete. 

Once she succeeded, she could turn sports into a career and make money. 

In addition to changing careers and running in various 

marathons, now she is the owner of a supplement business, Power-Fit By Yo. She has 

organized an official running event called Power Run Power-Fit By Yo (in the 

distance of mini-marathons and fun run) and is recruiting contestants. There were two 

that were held on 31 May and 20 December 2015, both times were for charity. 
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Figure 6.27  Pictures of the Power Run Power-Fit By Yo 

Source: Yossavadee Hussadeewichit (n.d.). 

 

(4) Sport  

Running at this level focuses on using strength. Some 

competitions are accredited and statistically recorded. This type of runner is serious 

about running as a sport. Yossavadee Hassadeevichit started to practice seriously to 

develop physical skills in order to compete by both going to the gym and training for 

a marathon with Kru Din, or Sataworn Chanpongsri, a former SEA Games bronze 

medal marathon runner from the Thai national team. 

 

 

Figure 6.28  Yossavadee Hassadeevichit and Her Sister Practice Running with Kru 

Din 

Source: Yossavadee Hussadeewichit (n.d.). 
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In addition to following the self-rehearsal plan from the 

training program, professional marathon runners do and attending a training session 

with Kru Din, Yossavadee Hassadeevichit also goes to a fitness camp in Thanyapura, 

Phuket, to increase her physical potential and to train in an athletic program. 

 

 

Figure 6.29  A Picture of Yossavadee Hassadeevichit Practicing for The Marathon at 

Thanyapura, Phuket 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Most of Yossavadee Hassadeevichit's photos of her 

exercises, marathon practices, and triathlon, including texts, are presented on personal 

social media, a self-presentation of the image without the media. It reinforces the 

image of a self-established marathon celebrity before the media will present marathon 

celebrities. 

In addition, Yossavadee Hassadeevichit also participated in 

the World Major Marathon event, as well as Nat Sakdatorn and Artiwara Kongmalai. 

She ran in the Tokyo Marathon and the Berlin Marathon in 2016.  
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Figure 6.30  Picture of Yossavadee Hassadeevichit in World Major Marathon Events 

Source: Yossavadee Hussadeewichit (n.d.). 

 

In the World's major marathon events, there are two levels 

of runners, the elite and the general, in which all runners are provided with their 

official running records. Yossavadee Hassadeevichit runs in the latter group. 

6.3.2.2 Cultural Capital Accumulation and Conversion in the 

Entertainment Field  

After entering the marathon running field, Yossavadee's works have 

reduced, in line with her announcement of quitting modeling to become a full-time 

athlete. Although she stopped walking on a runway, she still takes on other forms of 

work, such as joining events that would be presented in entertainment news, being a 

product presenter, and TV dramas. The details are as follows. 

1) Product Presenter 

Before entering the marathon field, Yawadee Hassadiwichit 

had worked as a presenter for products that mainly focus on beauty and body shape 

care. Predictably, after entering the field of the marathon, she represents more sports-

related products by being a brand ambassador for companies such as Adidas Thailand. 

Products also sponsor her competitions i.e. Gatorade sports beverage, Dhipaya Life 

Insurance, Singha products, Isuzu, etc. 
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Figure 6.31  Picture of Yossavadee in Berlin Marathon 2016, Sponsored by Adidas 

Thailand 

Source: Yossavadee Hussadeewichit (n.d.). 

 

In addition, Yossavadee Hassadevijit was selected as the brand 

ambassador for Herbalife Nutrition in 2017 along with Thai national team athletes, 

including Thai national football players, professional badminton players, and youth 

badminton players. This is to further support the image of being an athlete by 

becoming a brand ambassador with other athletes. 
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Figure 6.32  Brand Ambassador of Herbalife Nutrition Products 

Source: Yossavadee Hussadeewichit (n.d.). 

 

There was a contract renewal of Hassadeevichit as the brand 

ambassador of Herbalife Nutrition products in 2019. 

 

 

Figure 6.33  Brand Ambassador of Herbalife Nutrition Products 

Source: Postupnews (2019). 
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Her sunscreen products which she is also a product presenter, 

and a sunscreen product, Ynez for all skin lovers 

 

 

Figure 6.34  Yossavadee Hassadeevichit and Her Role as CEO of Sunscreen Products 

 

Being a product presenter, especially related to sports, uses the 

symbolic capital of the marathon celebrity to work. In return, it helps make the image 

of a marathon celebrity even clearer. Her launch of a sunscreen product, that protects 

the skin in outdoor sports, is considered to be the conversion of symbolic capital into 

economic capital, as a product owner. 

2) Guests 

Yossavadee Hassadeevichit was invited to participate in 

various programs on television, in which the format of the program was mostly 

entertainment. They mainly had an interview format both in the filming studio and on 

location. It was often a discussion of the transition from being a model to a full-time 

professional athlete, difficulty in practicing, and her home gym. 
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Figure 6.35  Pictures from a Talk Show, The Guest, on Channel 8 Interviewing 

Yossavadee About Playing Sports 

 

In terms of the format of the program that interviewed 

Yossavadee was a talk show, similar to prior entry to the marathon field. The only 

difference was clearly in the content of questions which focus on marathon running 

and sports.  

3) Magazine Photoshoot 

Images presented in magazines were as sexy as before, only with an addition 

of an image of a marathon runner, and exercises, such as ‘Sukapab Di (Healthy), and 

Women’s Health magazines. 
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Figure 6.36  Pictures of Hassadeevichit on The Magazine Covers 

Source: Magazinedee (n.d.).  

 

6.3.2.3 Symbolic Accumulation and Conversion 

After she entered the marathon field, she expanded the existing 

reputation in entertainment into sports. At the present, she has turned into a 

professional triathlon athlete and has still been presented in the entertainment field. 

In addition to accumulating and converting the symbolic capital created 

by the marathon celebrities themselves, part of the cause of the symbolic capital 

transformation is being presented through the media as an athlete. "BullFighter", was 

a nickname given to Yossavadee as an image of a triathlon athlete in which she gave 

her opinion as follows:  

Some people call me a bullfighter but I shouldn't be that tough. It's because, in 

reality, I come from being a model and so I care about beauty. I don't like to 

do anything tough, or tiring. Although, when I attend the triathlon, I am not 

taking my femininity in the sports. Every time I race, I feel like I can be as 

strong as a man too. ("Yo Yosawadee got the nickname Bullfighter," 2018)  
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Figure 6.37  Picture of Yossavadee Hassadeevichit with a Nickname, Bullfighter 

Source: MGR Online (2018). 

 

Another form of symbolic capital accumulation found was awards. In 

addition to the results of the marathon and triathlon races mentioned above, she also 

received awards such as a plaque of honor from Thailand Education Awards 2016, 

which is given to people who contribute to Thai society and education. 

 

 

Figure 6.38  Receiving a Plaque of Honor from Thailand Education Awards 2016 

Source: Teenee (2016). 
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6.3.2.4 Social Capital Accumulation and Conversion (Network) 

Yossavadee Hassadeevichit has accumulated many forms of social 

capital. She has networks in both the entertainment and the marathon fields. The 

details are as follows: 

1) Network in the Entertainment Industry  

Yossavadee Hassadeevichit, although quitting modeling, still 

has a network in Entertainment and works in other ways, such as being a guest on a 

show, being in the news, etc. 

2) Network Among Runners  

During the time of the marathon celebrity, the network is often 

there to exchange information about running from the experts and undergo physical 

training with a trainer. 

3) The network between the marathon celebrities and the 

stakeholders including the media, sponsors, running event organizers, and marathon 

runners who apply to join the running event that Yossavadee Hassadeevichit's food 

supplements have organized, as mentioned earlier. 

 

 Communication Strategies for Constructing the Marathon 

Celebrity Image of Yossavadee Hassadeevichit  

At this point, the communication strategy is communicating to construct and 

extend the image of a movie star to being a marathon celebrity. The researcher 

applied Boorstin’s concept of “image” (Boorstin, 1987) and the concept of “Proactive 

Communication and Passive Communication Strategies” by Parichart Sthapitanonda 

(2005), as a guideline for collecting communication information for constructing an 

image of Yossavadee Hassadeevichit. The details are as follows. 

6.3.3.1 Media Strategies 

Media is a medium that delivers messages from the sender to the 

receiver. Therefore, a marathon celebrity must have a medium to communicate the 

status of being a marathon celebrity to the public. Communication fails without the 

media. 

According to the public relations model, the communication channels 

are divided into 4 types: personal media, mass media, event media, and new media. 
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Yossavadee Hassadeevichit 's media strategy includes all 4 types (Mixed Media). The 

details are as follows. 

1) Personal Media  

Yossavadee Hassadeevichit is a personal media who presents 

herself in the entertainment field and the marathon field. Her role is to communicate 

messages with her audience. She has accumulated cultural capital in knowledge for 

both the entertainment field and the marathon field. She has developed her ability to 

run marathons and even do triathlons. In addition, she has been working in the 

entertainment field and is presented through various media. 

The most noticeable change for the image of Yossavadee 

Hassadeevichit as personal media is being a marathon celebrity who quit her 

modeling career and decided to fully be an athlete. This gave her the image of a 

professional athlete. However, she still retains her spot in the entertainment field 

because she is also invited to participate in various programs on television, including 

being presented in the news through entertainment programs. 

From the image of a sexy female model, she has changed her 

personal media to secure the image of an athlete. Due to the combination of her image 

in the sports field and her previous image in the entertainment field, she is recognized 

as an "athletic model". 
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Figure 6.39  Yossavadee Hassadeevichit ’s Additional Image as An Athlete, Not Just 

a Model 

Source: Trueid (2019). 

 

Personal media must be credible so that the image of the 

celebrity is widely accepted. It is pointless to create an image if the individual or the 

institution is not accredited. Hence, in Yossavadee Hassaadeevichit’s case, she used 

her ability in running marathons to be well-known and accepted. Also, she is 

successful in sports and has strong personal branding. It is something that she did by 

herself because running a marathon is a skill that requires the process of self-training 

only. As a result, sponsors who acknowledge her ability support her to the point that 

she could make a career out of it. 

2) Mass Media 

Mass media is media that promotes the image of a marathon 

celebrity of Yossavadee Hassadeevichit clearer. The media presents different images 

and content formats according to the types of media and the time before and after 

entering the marathon field. 

Yossavadee Hassadeevichit’s acting work is presented less 

through the media whereas she has more works for commercials, being a guest star 

for TV shows, being in the news and magazine photoshoots. The content is mainly 

about marathons and triathlons and of her love life as an additional topic. This is 
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different than before entering the marathon field because the media used to focus 

more on her personal matters. 

3) Event Media 

After entering the marathon field, Yossavadee Hassadeevichit 

’s event media is found in 3 types, namely events in the entertainment field, events in 

the marathon field, and charity run events. Her events in the marathon field and her 

charity run events are similar to Nat Sakdatorn and Artiwara Kongmalai’s events, 

which play a crucial role in making her image of being a marathon celebrity clearer. 

The details are as follows. 

In the entertainment field, Yossavadee Hassadeevichit’s special 

events have been clearly decreasing since she quit her modeling career. Nonetheless, 

she still does catwalk modeling jobs for some special events such as a silk dress 

fashion show. 

 

 

Figure 6.40  Yossavadee Hassadeevichit at a Special Silk Dress Fashion Show Event 

Source: Sanook.com (2017). 

 

In the marathon field, Yossavadee Hassadeevichit has been 

increasingly participating in special events since her entry to the field. There are 2 

types of marathon events that she participates in 1) a marathon event that she registers 
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herself, and 2) a marathon event that she is paid to participate in by a sponsor. Both 

formats are organized in Thailand such as GhostRun 2015, Central mini marathon 

2015, Chombueng Marathon 2016, etc. 

 

 

Figure 6.41  Yossavadee Hassadeevichit at Chombueng Marathon 2016 

Source: Yossavadee Hussadeewichit (n.d.). 
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Meiji High Protein My Marathon is one of the running events 

in which Yossavadee Hassadeevichit was a presenter. 

 

 

Figure 6.42  Yossavadee Hassadeevichit as a Presenter for Meiji High Protein My 

Marathon 

Source: Trueplookpanya (2018). 

 

Yossavadee Hassadeevichit also participated in the World 

major marathons in other countries such as Tokyo Marathon 2016 and the Berlin 

Marathon 2016. In her interview with The Guest, a TV show on Channel 8, she 

mentioned that she would like to participate in all six World major marathons. 

As previously mentioned, apart from running marathons, 

Yossavadee Hassadeewichit has also participated in triathlons. She has improved her 

skill to the point that she was able to compete in the Ironman level, which is the 

highest stage of a triathlon.  

Event media is a medium that helps to enhance Yossavadee 

Hassadeevichit’s image of a marathon celebrity tremendously. It can be seen clearly 

since her entry to the marathon field and after the reduction of her modeling work. 

Moreover, most of the products that are the sponsors of events are products that help 

strengthen the body or are sports-related. 
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In addition to the 2 types of marathon events mentioned 

previously, another type of marathon that promotes the image of a marathon celebrity 

for Yossavadee Hassadeevichit is a charity-run event. This is similar to Nat 

Sakdatorn’s case because she has attended charity-run events as a participant such as 

the ‘Kao Kon La Kao Betong - Mae Sai” event. 

 

 

Figure 6.43  Yossavadee Hassadeevichit at the “Kao Kon La Kao” Charity-run 

Project 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Using event media helps to promote Yossavadee 

Hassadeevichit ’s image of a marathon celebrity clearly and tangibly. It is something 

that can be seen manifestly through the actions of the marathon celebrity who has 

participated in different types of marathon events. 

4) New Media  

Yossavadee Hassadeevichit's new media platforms consist of 

Instagram, Facebook, Twitter, and YouTube. She has just recently started her 

YouTube channel about exercising on July 27, 2020. She uses 4 platforms of the new 

media which is more than Nat Sakdatorn who uses 3 platforms (Instagram, Facebook, 

Twitter), and Artiwara Kongmalai uses only Instagram. 
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She mainly uses Instagram and Facebook, and she links what 

she posted on her Instagram to her Twitter. For her YouTube channel, she presents 

herself through video clips format. All 4 platforms of her new media share the same 

account name “Yo Yossavadee” which makes it easier for people to remember and it 

unifies her image on the 4 platforms. 

 

 

Figure 6.44  Yossvadee Hassadeevichit’s Instagram 

Source: Yossavadee Hussadeewichit (n.d.). 

 

Yossavadee Hassadeevichit described herself on her Instagram 

by listing activities that she has done such as marathons and triathlons (Ironman). 

Also, on her Facebook, she identified herself as “fully become an athlete” and on her 

Twitter, she identified herself as a “Thai Athlete” and the “CEO of YNES skincare”, a 

sunscreen product.   
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Figure 6.45  Yossavadee Hassadeevichit ’s Facebook 

Source: Facebook Yoyossavadee 

 

 

Figure 6.46  Yossavadee Hassadeevichit ’s Twitter 

Source: Yossavadee Hussadeewichit (n.d.). 
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Figure 6.47  Photos of Yossavadee Hassadevichit on Instagram Before Entering the 

Marathon’s Field 

Source: Yossavadee Hussadeewichit (n.d.). 

 

According to the information on her Instagram, it has been 

found that she posted more frequently than Nat Sakdatorn and Artiwara Kongmalai. 

The content posted after her entry to the marathon field is mostly about marathons, 

triathlons, family, traveling, and her presenter jobs. However, there are still photos 

that show her body which she has been posting since before entering the marathon 

field. 

Another platform of her new media is YouTube. She just 

recently started the channel to present exercising and active activities through the 

video clip format. 
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Figure 6.48  Yossavadee Hassadeevichit’s YouTube Channel 

 

New media is a tool for marathon celebrities to use for constructing 

their own image other than the mass media. They can present their image however 

they want with no restrictions on place, time, and the need for the presentation. It is 

different from the mass media in which the journalists must be the ones to present the 

news.  

The special characteristic of new media is the interaction between fans 

or those who follow the celebrity. Yossavadee Hassadeevichit talked about how her 

marathon running has inspired others, especially women, as they sent her direct 

messages via Facebook or Instagram. 

6.3.3.2 Message Strategy 

Another crucial element that makes communicating the image of a 

marathon celebrity successful is the message that the marathon celebrity 

communicates with their audience. There are two types of messages: the message 

designed by the mass media and the message presented by the marathon celebrity 

themselves, which details are as follows. 

1) Message Content     

The content of the message, content in the news, and other 

information about Yossavadee Hassadeevichit are found in two types of messages: the 

message in normal conditions and the message under special conditions. 
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Message in normal conditions: This kind of message is mainly 

for informing and publicizing in terms of her works, personal life, marathons, 

exercising, and her love life. The message can be presented through both the mass 

media and Yossavadee Hassadeevichit herself through her personal new media. 

An example of this kind of message is when she gave the mass 

media an interview about her boyfriend for the first time as she was standing next to 

him in front of the press.   

 

 

Figure 6.49  Yossavadee Hassadeevichit and Her Boyfriend 

Source: Tnn Online (n.d.). 

 

The message under special conditions: This kind of message is 

related to unusual situations caused by specific issues or questions among the public 

and the celebrity needs to clarify through interviews with the media. For Yossavadee 

Hassadeevichit’s case, her reactions in response to unusual circumstances have 

changed. She used to respond with her emotions and feelings. On the show on 

GMM25 channel, “Puying Yak Lao”, she said, “The more I play sports, the more I 

become calm.” This has changed her image of how she answers questions from the 

media and no negative news has been found after entering the marathon field.   
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 Public Engagement Strategy 

Yossavadee Hassadeevichit uses a public engagement strategy, which is 

divided into 2 types, namely 1.) Running marathons for herself 2.) Running 

marathons to inspire others. 

1) Running Marathons for Herself 

From data collected via her Instagram and Facebook, there are photos 

about exercising posted before she entered the marathon field because she was a 

model, so she had to take care of her shape. Also, her business is about a dietary 

supplement product. After entering the marathon field, her photos are more about 

intensive training, her races in many events with captions describing her feelings 

about exercising, and her business products. It is using personal online media for 

multipurpose. Furthermore, she also posted photos of her family, especially her older 

sister and her niece. Later she convinced her sister to join her in marathons and 

exercising.  

 

 

Figure 6.50  Photos of Yossavadee Hassadeevichit 

Source: Yossavadee Hussadeewichit (n.d.). 
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2) Running Marathons to Inspire Others 

Yossavadee Hassadeevichit shared about her marathons and exercising 

during her interviews on TV shows. The content is about her transformation after 

running marathons. For example, on the show, “Puying Yak Lao” on the GMM25 

channel, she talked about how her life has changed since she started running 

marathons, how happy she feels about doing triathlons, and demonstrating her 

workouts so people who follow her can do it too. Thus, this is being an inspiration to 

others as well as stimulating public engagement.  

Another form of inspiration that Yossavadee Hassadeevichit has 

promoted to the public is encouraging women to run marathons. She also has a 

perspective towards women as being equal to men: sports that men can play, women 

can play too. 

Currently, we have been having women-run events more and more which 

encourage women to show ability in running. Sometimes, women are 

overlooked by men, especially when it comes to the ability to play sports. We 

are now living in an era where we have many outstanding female runners. In 

fact, all sports are for all people regardless of gender or age. Sports are not just 

for men. So, when I started to play sports, it might inspire other women when 

they look at me and think ‘If she can do it, I can do it, too. (Yossavadee 

Hassadeevichit, personal communication, December 22, 2020). 

 

As mentioned above, through interviews on TV shows, Yossavadee 

Hassadeevichit was presented as an inspiration for others to run and exercise. In 

addition, BMW, as a sponsor, has released a special video entitled “Her Passion: 

From Model to Inspiring Role Model.” 
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Figure 6.51  A Scene from the Video “Her Passion” 

 

The above information demonstrates Yossavadee Hassadeevichit’s 

public engagement in terms of running for oneself and being an inspiration. Being an 

inspiration must come from within oneself before displaying it to the public. 

Yossavadee Hassadeevichit has communicated her inspirations with her fans and 

sponsors. 

Therefore, the public engagement strategy is another element that 

enhances Yossavadee Hassadeevichit’s role as a marathon celebrity and it makes the 

image of a marathon celebrity more prominent. 

 

 Creating Image Distinction Strategy  

Rebranding the image of a marathon celebrity is changing from what the 

person used to be. For the case of Yossavadee Hassadeevichit, the obvious image 

distinction can be seen in her life transformation, both physically and mentally (as 

previously mentioned), and she has also taken marathons to inspire others. 

The image of Yossavadee Hassadeevichit has changed. She created her image 

of a marathon celebrity herself. Thus, it is in line with the media when presenting her 

self-transformation. It is obviously a self-image rebranding. Furthermore, the media 
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used an opening phrase for an interview with Yossavadee Hassadeevichit, "The 

turning point of Yo-Yossavadee: from model to athlete." 

 

 

Figure 6.52  Yossavadee Hassadeevichit After Rebranding Her Own Image 

Source: PPTVhd36 (2018). 

 

It can be concluded that Yossavadee Hassadeevichit rebranding her image of 

becoming a marathon celebrity started when she decided to run marathons to 

overcome her own limitations. Marathon running is something that requires using of 

the body to accumulate cultural capital which is the unique characteristic of marathon 

running. Yossavadee Hassadeevichit has used her body through running many 

marathons and has clearly changed her own image which can be described in 2 

aspects: 1) winning over herself and changing her life for the better and 2) inspiring 

the public by being a woman who uses sport to transform herself. 

  

 Maintaining Strategy 

Another important communication strategy to create the image of a marathon 

celebrity is maintaining the image. This is in line with the concept of personal 

branding strategy; everything that an individual creates must maintain the identity of 

his or her personal brand, in other words, keeping it consistent. In the case of 

Yossavadee Hussadewichit, maintaining her image as a marathon celebrity has two 

key elements. The first one is having a healthy body and she still runs marathons 

regularly even though she had run marathons 3 times and had participated in the 
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Ironman triathlon twice. The second one is her self-presentation through the mass 

media and personal media. She maintains her image as a marathon celebrity through 

her Instagram and Facebook. For instance, posting pictures of marathon training or 

her sunscreen products, which supports her outdoor exercises. She still maintains her 

sexy and healthy image by being an athlete. 

In addition to using online media via YouTube to present video clips about 

marathons, outdoor activities, and sexy images, is the extension and maintaining of 

the image of Yossavadee Hassadeevichit as a marathon celebrity. 

 

 

Figure 6.53  Thumbnail Pictures on Her YouTube Channel 

 

Even though Yossavadee Hassadeevichit has quit working in the 

entertainment field, her fame remains. It still makes her a celebrity and she has been 

presented through various media nowadays inevitably. This is one of the qualities of 

being a celebrity: maintaining long-lasting fame.  

The process of capital accumulation, capital transformation, capital extension, 

and communication strategies to create the image of a marathon celebrity of 

“Yossavadee Hassadeevichit” can be divided into 3 phases: 1) Personal Background 

2) Entry to the entertainment field, and 3) Entry to the marathon field. In each phase, 

there is a process of capital accumulation, capital transformation, capital extension, 

and communication strategies to create a different image of a marathon celebrity. The 

time periods are the variables in this study so that we can see the process of becoming 

a marathon celebrity according to the objectives. 
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The result of the study shows that Yossavadee Hassadeevichit did not have the 

accumulation of cultural capital in the sports field before entering the entertainment 

field, only the physical body capital accumulation that comes with a cultural capital in 

the entertainment field. After that she entered the entertainment field by participating 

in a modeling contest, she started working as a model before becoming an actress. 

Moreover, she converted the cultural capital into singing and became a singer. Her 

work during her time in the entertainment field is varied including as a model, as an 

actress for TV dramas and movies, as a product presenter, and as a singer including 

being a business owner of a dietary supplement product. Her most outstanding work 

in the entertainment field is modeling which is considered using the physical body as 

cultural capital and converting it into work.  

Furthermore, during her time in the entertainment field, Yossavadee 

Hassadeevichit exercised vigorously because she had to take care of her body and 

shape for her modeling work and her business is related to dietary supplement 

products. Therefore, it was not exercising as in sports and was not related to the path 

to the marathon field. 

The factors involved in Yossawadee Hassadevichit's entry into the marathon 

field are not from her previous capital accumulation in sports but from having 

problems in life. When she started running for a short distance, she became interested 

because she felt that she had won against herself. This made Yossavadee 

Hassadeevichit interested in running marathons. She started to have the drive for 

training. Hence, this is the cultural capital accumulation (knowledge in marathon 

running) and it resulted in turning herself into a marathon athlete and a professional 

triathlete. Consequently, she quit taking a model job because walking in high heels 

can affect her feet in running marathons. It can be said that Yossavadee 

Hassadeevichit is a marathon celebrity who has fully moved into the sports field.   

Although Yossavadee Hassadeevichit has turned into a professional athlete, 

she still takes on some jobs in the form of special events or being interviewed on 

television programs. However, the content is mainly about sports and exercise. As a 

result, during her time in the marathon field, she has expanded her capital into two 

fields: the entertainment field and the sports field. It is more likely towards the sports 

field. The capital was converted to work in both the entertainment field and the sports 
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field. As a result, the style of her work is more related to marathons, triathlons, and 

exercising, i.e., being a presenter for sports and health products, being interviewed 

through television programs, print media, and online media related to marathons and 

exercising. Her works appear through the entertainment media, sports media, sports-

related events, and owning a sunscreen product business. This is a cultural capital 

extension that is converted into economic capital in the form of income generated by 

work. 

From the data collection, Yossavadee Hassadeevichit’s work still appears in 

the entertainment field.  Her fame remains though she has become a professional 

athlete and she still has been featured in entertainment news more than in the sports 

news. 

For communication strategy, it was found that Yossavadee Hassadeevichit was 

primarily portrayed in the entertainment field. The content covers her work, personal 

life, business, and exercising to maintain her shape. During her entry to the marathon 

field, Yossavadee Hassadeevichit communicated about her running through personal 

online media (Instagram, Facebook, Twitter), which is similar to Nat Sakdatorn and 

Artiwara. Kongmalai. As she started running marathons, the mass media began to 

present news, images, and content about her through various forms, such as television, 

print media, and internet media. Therefore, it is an integrated media strategy that 

appears both in the entertainment media and the sports media, however, it is likely to 

be seen more through the entertainment media. 

Moreover, Yossavadee Hassadeevichit has an additional personal online 

media that is YouTube. It is used for presenting her exercising and activities through 

video clip format. The researcher has analyzed that having those video clips posted on 

her YouTube channel will help to promote the image of a marathon celebrity for 

Yossavadee Hassdeevichit without having to wait for the media to present about her. 

Also, this is another channel for public engagement. Using personal online media is 

crucial because it is a new media that marathon celebrities can present their image 

regardless of time and place. 

In addition, the image of a marathon celebrity will remain by maintaining it. 

Yossavadee Hassadeevichit has been consistently maintaining her image as a 

marathon celebrity because she has turned herself into a professional athlete. This is 



 256 

the image distinction of being a marathon celebrity. For Yossavadee Hassadeevichit, 

her image has changed from being a model using the body for beauty-related work to 

mainly using the body for sports. Despite her sexy image that remains, it is different 

to look at her nowadays as she has also obtained the image of someone who exercises, 

uses physical strength, trains for sports competitions, and is not just a model who has 

her beauty and good shape only. 
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Figure 6.54  Capital Accumulation, Capital Transformation, and Capital Extension of 

a Thai Marathon Celebrity “Yossavadee Hassadeevichit” 

 



 

 

CONCLUSION, DISCUSSION OF RESULTS, 

AND RECOMMENDATIONS 

7.1 Conclusion 

The research on capital accumulation, capital transformation, capital extension 

process, and communication strategies to create the image of Thai marathon running 

celebrities has studied the process of capital accumulation, capital transformation, 

capital extension, to become a Thai marathon celebrity and communication strategies 

that help build the image of being a Thai marathon celebrity. The study of Thai 

marathon running celebrities was divided into 3 periods: first, the backgrounds of 

marathon celebrities; second, during the entertainment industry; and last, the period of 

being a Thai marathon celebrity; to learn the process of becoming a marathon 

celebrity in each time period. The researcher had three sample groups in the study: 

Nat Sakdatorn, Artiwara Kongmalai, and Yossavadee Hassadeevichit. These samples 

were different in terms of different purposes in running marathons. However, there 

was a common requirement for the sample group of Thai marathon running 

celebrities, including being a celebrity who is well-known in Thailand as an 

actor/artist in the entertainment field, having participated in official record marathons, 

being presented in media, and being a sports product representative. The study is 

qualitative research, including interviews, document analysis, and text analysis. 

The results showed that most of the celebrities who entered the entertainment 

field are those who have capital, especially cultural capital in terms of skill and ability 

in singing, acting, which is financed by economic capital or family support. Having 

such capital increases their opportunity to enter the entertainment industry. The 

celebrity's beginning in the entertainment industry was a contest (music contest, 

singer, model), and while in the field of entertainment, they have expanded the 

opportunities to other careers in the industry as well. 
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However, before entering the marathon field a celebrity does not need a sports 

capital because a marathon requires a training process that enables anyone to run a 

marathon. The difference between a person with and without a sports capital is 

physical and mental strength, which is an essential foundation. 

The communication strategy is what helps a marathon celebrity to have a 

clearer image, as well as to expand the symbolic capital of fame to increase both in 

entertainment and a new field for the celebrity, that is, sports. This is what makes 

marathon celebrities distinctive from other marathon runners. To illustrate the process 

of capital accumulation, capital transformation, capital extension in various 

dimensions of the capital. Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk 

Hinwiman, 2010) can be summarized in the graphic below: 
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 Background of Process of Capital Accumulation, Capital 

transformation, and Capital extension prior to Entering the 

Entertainment Field   

As for the period before the entry into the entertainment industry, all three 

marathon celebrities have accumulated the same cultural capital, a physical capital 

that includes the confidence in showing their various skills, which is not found in 

ordinary people. Confidence is a special attribute to working in the entertainment 

industry as well as an important factor in the development of physical capital for 

entering the industry and continue to pursue a career as a star.  Among the three 

samples, the different characteristics are skills in acting, playing music, and modeling. 

Nat Sakdatorn has the most prominent form of the entertainment capital, namely 

singing, playing music, music theory, acting, writing, drawing, ad foreign language 

skills. His educational background allowed him to do a variety of activities, and so he 

found his interest in the entertainment industry since childhood. It led him to the 

conversion of capital to become a songwriter before entering the entertainment field 

as a singer. On the other hand, Artiwara Kongmalai has had outstanding investments 

in the entertainment industry in terms of playing music and singing, and the capital 

was converted into his participation in a music band contest, the starting point of his 

entry into the entertainment industry. While Yossavadee Hassadeevichit had only 

accumulated capital in the entertainment industry, which was singing; yet she entered 

the field through a model contest. Although it does not correspond to the 

entertainment capital accumulated in the early stages of entering the industry directly, 

entering the entertainment field at only 13 years of age is an outstanding body capital 

and a different beginning in the field from the other two. Yossavadee Hassadeevichit 

later had the opportunity to be a singer and released an album. Therefore, her singing 

capital accumulated earlier was converted and used. 

The data of the three marathon celebrities revealed that entering the 

entertainment industry to be a singer or musician, one must have accumulated capital 

in singing, playing music, or knowledge of music theory. Being a model primarily 

uses the physical capital in a manner of beauty, strength, and outstanding gait on the 

stage. Another element that all 3 people have in common is their passion and desire to 
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work in the entertainment industry. It is the beginning of entering into the field, which 

is part of the capital that celebrities have accumulated as well. 

As for cultural capital in sports, only Artiwara Kongmalai has accumulated 

sports capital. He was a school football player who competed at the Department of 

Physical Education level and was presented in the news. While Nat Sakdatorn has 

accumulated sports capital in the form of exercise, going to the gym, but not to the 

level of sports as well as Yossavadee Hassadeevichit, who has taken care of her figure 

and body for working in the entertainment industry. Although both Nat Sakdatorn and 

Yossavadee Hassadeevichit did not play sports, caring for the body to use as part of 

the work also requires discipline, dedication, and patience, which is also one of the 

characteristics of cultural capital. 

 

 The Process of Capital Accumulation, Conversion, Extension, and 

Communication Strategies when Entering the Entertainment 

Industry  

According to the celebrities' backgrounds, their paths in accumulating the 

cultural capital of entertainment, and their physical bodies may be different, but their 

method of entering the entertainment industry has one common characteristic: a 

contest. Nat Sakdatorn and Artiwara Kongmalai entered the entertainment industry 

through a music and singing contest and became singer and musician, while 

Yossawadee Hassadiwichit derived from a model contest and entered the 

entertainment industry with a modeling career. Showing talents through a contest 

platform has attracted many celebrities because it is a channel that anyone can access, 

and have an equal chance of entering the entertainment industry. The chance depends 

on individual competency, as well as and satisfaction of the judging committee. 

The process of capital accumulation, before entering the entertainment 

industry, to different forms of conversion, enables the expansion into various sub-

fields in the industry depending on individual ability and style. These conversions 

lead celebrities to do a variety of works consistent with both one's own aptitudes and 

supervision of recording agencies; the agency is screens jobs and layout 

characteristics of the celebrity according to their constructed images. 
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The conversion that leads to work is also expanding the sub-field of the 

entertainment industry, which is to increase the opportunity for more careers in the 

entertainment industry (singer, actor, model, product presenter). After that, there will 

be a conversion of cultural capital in the entertainment industry to economic capital 

which is the income of the celebrities; social capital which is a network for working in 

the entertainment industry including fans who follow the work; and symbolic capital 

which is an increasingly prominent reputation in the industry. In addition, being a 

presenter of advertising products is another indicator of how well-known and 

qualified a celebrity is to be a product presenter. This must be a reputation for being 

known to others positively and admirably, creating popularity. This excludes being 

presented negatively, even though the person being mentioned is widely known it 

does not mean that the person is a celebrity. Rather, they are presented as notoriety, in 

line with Boorstin's concept of fame that it must be a positive reputation, and 

admirable. (Boorstin, 1987) Therefore, celebrities' capital accumulation in different 

aspects will lead to conversion in a form of work in the entertainment industry, and 

they will become even better-known for their abilities, and how much is presented 

through the media. These are the essential elements of being a celebrity.  

In addition to accumulating and converting capital into work in the 

entertainment industry, and having fame for symbolic capital, fame is derived in the 

form of works to become widely accepted according to Boorstin's concept of fame 

building. Since the post-Graphic Revolution, the media formats have been greatly 

developed. (Television, film, print media) Part of fame comes from being presented 

by the media. It can be said that the media plays a role in celebrities' status conferrals, 

and later accruing as symbolic capital. Therefore, communication strategy is a key 

component of creating a marathon celebrity image. The strategy during this period is 

communication to create the image of Stardom. 

There are four communication channels in public relations: Personal media 

(Presenting identity of the star), Mass media (Television, Print, Internet, and Event 

Media), New media that is personal media of a star (Instagram, Facebook, Twitter), 

and for strategies to construct an image of stardom, it must be Mixed Media and the 

media must be integrated until it becomes one's own unique image. The image 
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constructed through each medium is different and can present images of celebrities as 

shown in the table below: 

 

Table 7.1  Shows the Stardom Image in Different Media During the Stardom Period 

 

From above, the media can be summarized into 2 forms: 

1) Mass media is a channel for presenting the image of celebrities 

(television, film, print media, internet, event). The nature of the mass media is agenda 

setting, choosing to present the stardom images from its interest, which the stars or 

celebrities cannot control. However, the celebrity can set the agenda by choosing 

works to be presented, and defining the image that arises from oneself, and the image 

that is constructed by the agency. 

The image of a marathon celebrity has been presented through the 

media. From the image that has emerged from work, Artiwara Kongmalai is the only 

person who accumulates and converts sports capital. Therefore, he has been presented 

in the sports field as well whereas Nat Sakdatorn and Yossavadee Hassadeevichit only 

have an image in the entertainment industry presented through the media. 

Type of 

Media 

Nat Sakdatorn 

(Pop Idol) 

Artiwara Kongmalai 

(Rockstar) 

Yossavadee 

Hassadeevichit  

(Sexy Model) 

Entertainment 

Field 

Sport 

Field 

Entertainment 

Field 

Sport 

Field 

Entertainment 

Field 

Sport 

Field 

Mass Media  

Television ✔ - ✔ ✔ ✔ - 

Print ✔ - ✔ ✔ ✔ - 

Internet ✔ - ✔ ✔ ✔ - 

Event ✔ - ✔ ✔ ✔ - 

New Media 

(personal) 

 

Instagram  ✔ ✔ ✔ ✔ ✔ ✔ 

Facebook ✔ ✔ - - ✔ ✔ 

Twitter ✔ ✔ - - ✔ ✔ 
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2) New media is a channel for presenting the image of celebrities. The 

nature of new media is that celebrities can choose to set their own agenda, what they 

prefer for outsiders to know, through new media that is a personal online media 

(Instagram, Facebook, Twitter) It is the creation of the image of the star themselves 

and the special feature of the new media is there are no restrictions on place, time, and 

presentation needs. It's different from the mass media in which they must wait for 

journalists to present them. However, sometimes the media would use the content 

and/or pictures that the celebrities have posted on their personal online media. 

Therefore, the celebrity's online media can become a source of news for the mass 

media as well. In addition, the number of new media of marathon celebrities does not 

affect their reputation such as Artiwara Kongmalai. Instagram is his only personal 

online platform, but his image and reputation are maintained, including the attention 

from the media to present him constantly. The new media is used by marathon 

celebrities to communicate their images not only for the sake of working but also with 

fans or those who follow their works in the entertainment industry as well.  

There are 2 forms of communication strategies:  

1) Messages during normal circumstances are the presentation of the 

image through the design in the normal situation or condition. Most of them are about 

the work of celebrities intended to inform, educate, and convince. 

2) Messages in special circumstances are the events/incidents that 

affect the image of a celebrity, and issues that society follows. It presents a negative 

image of celebrities. This requires them to clarify themselves through the media 

unless the negative image that arises can eventually affect their works. 

In addition, being a celebrity in the entertainment industry must arise from 

one’s ability, that shows to the public, coupled with being presented through the 

media. Being a star is being a public figure requiring a good image, being watched, 

and being presented in every aspect unavoidably by the media. They must be able to 

answer questions raised and the news coverage from the press either. 

It can be concluded that during the entry entertainment industry, all three 

marathon celebrities have converted their accumulated capital into various works. 

However, their reputations stem from communication strategies through the media, 

and self-presentation through personal online media. Therefore, the work cannot arise 
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from the celebrity alone but also from the presentation of the media as well. This is an 

important process that transforms ordinary people into celebrities. In addition, there is 

also new media in which celebrities use various forms of personal online media to 

communicate and build their own image, and to publicizing the process of their own 

work as well.  

 

 The Process of Capital Accumulation, Conversion, Expansion, and 

Communication Strategies when Entering the Sport-entertainment 

Industry 

Marathon celebrities have a transitional process from being ordinary people to 

be famous stars, and finally to become marathon celebrities. Therefore, it can be 

concluded that in this period, celebrities have expanded from being famous in the 

entertainment field to the sports field. Both have one common composition, namely 

physical capital. In the entertainment industry, physical capital is used to work 

properly consistent with the nature of the performance. Running a marathon requires a 

physical body in training and practice to be able to run a marathon. Marathon 

celebrities must do this on their own since there is no shortcut to being a marathon 

celebrity. The findings of the study were that despite having no skills in sports, it did 

not affect a celebrity to begin running a marathon. Since nature of running allows 

everyone to start from beginner and develop into running marathons as a sport. 

The results showed that the elements of being a marathon celebrity include 

running motivation, accumulations of cultural capital in the knowledge of marathon 

(the process of training proficiency), and communication strategies arising from self-

presentation through personal online media and presented through the media. The 

details are as follows. 

Motivation for running a marathon is the beginning of entry into the field of 

marathons. The beginning of the marathon celebrities came from the persuading of 

people close to them. What keeps them running is the feeling of overcoming their 

limitations and improving themselves through the marathon. The different details are 

the case of Yossavadee Hassadeevichit who was experiencing difficulties during her 

entry into the marathon, and so the marathon was a mental anchor to improve her life 

both physically and mentally. This was the greatest motivation that led Yossavadee 
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Hassadeevichit to switch from running marathons to triathlons.  By turning herself 

into an athlete, quitting modeling jobs to pursue a serious career in sports, and 

transcending between strength and sex, she has been presented as a marathon 

celebrity and as an inspiration to others. Nat Sakdatorn was motivated by both caring 

for his physical body and inspiring others, this combination has changed his 

appearance to be stronger. In the case of Artiwara Kongmalai, in addition to running 

to overcome his limits, and the desire to inspire others, he has the incentive to run a 

marathon for public charities and established as a foundation in other forms of 

activities as well. Therefore, motivation is one of the key elements in running a 

marathon because it is what each celebrity must start doing on their own. It is a sport 

that requires both physical and mental strength, and no one else can do it instead. The 

motivation for running the marathon found from this research can be summarized as 

follows: 

 

Figure 7.2  Image Hierarchy of Marathon Motivation 

 

The next step is to accumulate a culture of knowledge in marathon running. It 

is an important factor in the development of a marathon. If only running for 

enjoyment, the celebrity can use personal training methods, but to develop a marathon 

into a sport requires cultural knowledge capital in the field of the marathon. The 

results showed that all three marathon celebrities have accumulated cultures of 

knowledge in marathon training. It is a development of marathon running in 4 levels 

(Fog, 1999) as follows: 

1. Healthy Body 

2. Self-improvement, overcoming limitations 

4. Social contribution/movement 

3. Being Inspiration 
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1) Running as a game (Game) does not emphasize seriousness. Focus 

on fun is the beginning of running a marathon and entering the marathon circle of star 

marathon runners. 

2) Play is the level of the competitive dimension. There is a training 

process or the accumulation of a culture of knowledge in the marathon. The results of 

the study found that the training process is the level of training to develop to compete 

in a marathon in an official marathon event. It's not only for fun but there is a 

competitive dimension and international competition rules. 

3) Work is running to develop into work. There are both forms of 

being a presenter of a marathon event in the celebrity must participate in the marathon 

in that event and be a presenter to promote the event. The success of being a marathon 

celebrity is to be selected as a presenter of sports-related products as it shows that the 

work area has moved to the sports field and is also a symbolic accumulation of capital 

in the field. 

4) Sport is running that focuses on the use of strength. Some 

competitions are accredited and statistically recorded. A marathon runner at this level 

is a marathon runner who is serious about running a marathon as a sport. The results 

showed that the training of celebrities is the same as what a professional marathon 

athlete uses, namely long run training, high-intensity training (Interval training), and 

increasing the strength of the muscles (Body Weight) and training with experts and 

institutions for marathon and fitness training. Yet, the special characteristics of being 

a marathon celebrity are that they maintain a career in the entertainment industry that 

goes hand in hand with the sport. The marathon training program has been adjusted to 

match the time in the field. The motivation together with the accumulation of 

knowledge in the marathon has expanded the network, including networks in the 

entertainment industry, fan networks, networks in sports, marathon celebrity 

networks, and stakeholders who are employers. 

A communication strategy is an important element that makes the image of the 

marathon celebrities be presented to the public. The celebrities have been famous 

even before entering the marathon field, so they have a symbolic capital already 

attached to them. From the results of the study, it was found that marathon celebrities 

have started running and presenting their own images and messages through personal 
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online media. These images and messages are used in various media and therefore 

become the image of a marathon celebrity. The communication channels from the 

result of the study consisted of 4 types of media, namely personal media, mass media, 

event media, and new media. For the strategy of creating an image of a star, it is 

necessary to use mixed media and integrated media until it becomes its own image. 

Creating an image through each media is different. It was found that the marathon 

celebrity content was presented through a television program, and print media, or 

internet media. It is the integration of media used for communication. After entering 

the marathon field, changing communication strategies of marathon celebrities were 

found as shown in the table below. 

 

Table 7.2  Shows the Image of Thai Marathon Running Celebrities that Appears 

through Various Forms of Media 

Type of 

Media 

Nat Sakdatorn 

(Pop Idol) 

Artiwara Kongmalai 

(Rockstar) 

Yossavadee Hassadeevichit  

(Sexy Model) 

Entertainment 

Field 

Sport 

Field 

Entertainment 

Field 

Sport 

Field 

Entertainment 

Field 

Sport 

Field 

Mass Media  

Television ✔ ✔ ✔ ✔ ✔ ✔ 

Print  ✔ ✔ ✔ ✔ ✔ ✔ 

Internet ✔ ✔ ✔ ✔ ✔ ✔ 

Event ✔ ✔ ✔ ✔ ✔ ✔ 

New Media 

(personal) 

 

Instagram  ✔ ✔ ✔ ✔ ✔ ✔ 

Facebook ✔ ✔ - - ✔ ✔ 

Twitter ✔ ✔ - - ✔ ✔ 

YouTube - - - - - ✔ 

 

From the above table, it was found that the three stars of marathon celebrities 

had more images being presented through the media in the sports field. This is to 

expand the symbolic capital and field to the sports both in terms of being presented in 

more media formats and new (personal) media created by the celebrities, such as 
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YouTube channels dedicated to exercise and activities. The results showed that 

marathon celebrities who had no sports capital before, after entering the marathon 

field, however, had a significant quantitative difference to be presented in the news 

with an image of marathon celebrities. 

This image presentation has a level consistent with the motivation of the 

marathon celebrity and the image that they present themselves, as well as the image 

presentation from the media. The images of marathon celebrities were found as 

follows. 

1) Presentation of the story of running a marathon and overcoming 

limits, and self-development, which was presented at the beginning of the running 

because it is the celebrity’s motivation and beginning of marathon field.   

2) Presentation of the marathon and the dimension of work. When a 

marathon celebrity develops a marathon into work, they are presented with the image 

of a marathon celebrity who works and is a presenter of sports products. 

3) Presenting the distinctive image of a marathon celebrity such as the 

sexiness and strength of the figure after improving the body figure alongside the 

marathon. It is what appears through the personal online media of marathon 

celebrities and is presented through the media. A marathon to help society as in the 

case of Artiwara Kongmalai, who led the marathon to contribute to society. Coupled 

with having capital in sports since before entering the entertainment industry, 

therefore the media presentations expanded more of his symbolic capital, namely 

Hero, idol, Person of the Year, as well as various institutional awards given from the 

marathon project that fund the purchase of medical equipment as a public charity. 

In addition, the presentation of the image that is the highlight of the 

celebrity is partly from creating self-image by communicating in new media. 

(Personal media) 

4) The image of a celebrity in the entertainment industry retains its 

status even if they no longer have a main occupation in the entertainment industry. 

For example, in the case of Yosawadee Hassadiwichit, despite the fact that she has 

announced no longer accepting jobs in the entertainment industry and, being 

determined to be an athlete, she still appears on the screen, including talk shows in the 

form of interviews about sports but in entertainment purpose. It can be concluded that 
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the symbolic capital that has been accumulated is irrefutable, whether intentionally or 

unintentionally because it is the media that sets the agenda in presenting the image of 

the marathon celebrities.  

In addition to the image of the marathon celebrity presented by the media and 

from self-presentation through social media, it includes strategies to maintain the 

body. It is because the marathon requires the body capital for training and converting 

it to become a marathon celebrity. The study found that celebrities who run marathons 

must stay physically active in running marathons by posting photos and clips of 

marathons and exercises through personal online media and the mass media to the 

public. It's part of a public engagement strategy, which is all about differentiating 

from a celebrity to a marathon celebrity. However, the images vary according to the 

nature of capital accumulation, conversion, and expansion, marathon incentives. and 

different communication strategies. 

 

7.2 Discussion 

Boorstin's concept of the fame-building process and Bourdieu's concept of 

capital Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk Hinviman, 2008) are 

two concepts that are consistent and related to stardom. Being a famous person in the 

entertainment field, one needs various accumulated capitals to expand into various 

types of work in the entertainment industry as well as creating an image through the 

media that promotes his fame. 

A star is a celebrity who has occupations in the entertainment industry such as 

actors, singers, models, models, advertising presenters, etc., in addition to working as 

a career, they also affect the audience as to create entertainment. This is consistent 

with the idea of Wright who proposed that the media must entertain, Wright (as cited 

in Kanjana Kaewthep, 2000) and also transmit culture through works. This creates 

unity in space that all groups of people everywhere can access the work of celebrities 

through various forms of media, including surveillance to monitor to see what is 

happening and able to lead society Lasswell (as cited in Kanjana Kaewthep, 2000) as 

an opinion leader. When analyzed from the ideas of the Political Economy of Media, 

celebrities are also a product in the entertainment industry. The Marxist concept has 
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analyzed the connection of the entertainment industry system with the economic and 

political systems of society, viewing that the entertainment industry is a business that 

produces and sells for profit, and products that are not in demand in the market will 

not be able to continue. The same is true for a celebrity career in which to have a 

continuous job in addition to the ability, fame is also a factor that determines one's 

existence in the entertainment industry. In a capitalist system that works for profit, the 

working is less free because of the need to create what is desired, and popular among 

the consumers of the work. This makes producers use production strategies that 

minimize risks such as producing music, selecting actors to perform, product 

presenters, and events. In addition, being a star in the entertainment industry is a 

career with a limited work life span meaning that it can always be replaced by new 

people. There are also many options in the entertainment industry for consumers. 

Therefore, entertainment stars must constantly strive to improve their skills while 

being in the media, presented by the press, or expanding to a sub-field in the 

entertainment industry such as artists who also act or models who sing and act, etc. 

This study expands the field of celebrities to become marathon celebrities 

which is a sports field. Besides expanding the field, it is also expanding its body 

capital from being a star to develop to run a marathon through training which is 

cultural capital. Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk Hinviman, 

2008) proposed the idea that humans use cultural resources to capitalize on their 

struggles, to fight, compete and win and expand the field to negotiate to exist in the 

entertainment industry. The new space in the field of marathons is also for other 

capital extensions, using the marathon as the starting point in the field of marathons. 

In addition to the body capital, the essence of the marathon celebrities' existence is a 

fame-building process, an important element of expanding from a celebrity to become 

a marathon celebrity. 

 

 The Process of Fame-building for Ordinary People 

From the idea of Boorstin (1987), who mentioned celebrities said that since 

the graphic revolution after 1900, the process of creating fame has changed with 

television, film, radio, print media, and advertisements that can reach a broader 

public. It makes it easy to become famous and it can happen every day in a short 
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amount of time. The nature of celebrities is being known to others in a good way, 

being admirable, and being popular. However, it does not include being presented in 

negative news, which even makes the person who is mentioned widely known, it 

doesn't mean that person is a celebrity. Rather, it is regarded as someone who is 

presented with a story in a notoriety manner, which is not a celebrity. The process of 

building a common man's fame must start from the accumulation of capital. 

Bourdieu’s concept of capital Bourdieu (n.d., as cited in Kanjana Kaewthep & 

Somsuk Hinviman, 2008) has broadened the concept of capital; in addition to 

economic capital, there are also 3 dimensions of capital: Symbolic Capital, Social 

Capital, and Economic Capital. In addition, he also pointed out that cultural capital is 

an important factor in facilitating inequality in society. Economic capital is similar 

wherein classes with superior economic capital can accumulate more cultural capital. 

Four types of capital can be accumulated and in addition to existing capital. The 

research results found that economic capital is the capital that an individual receives 

from family background and can be used to expand cultural capital. Cultural capital 

from the concept of Bourdieu (n.d., as cited in Kanjana Kaewthep & Somsuk 

Hinviman, 2008) is not innate, not gifted, and can't happen spontaneously, rather is 

the accumulation of capitals in the form of a culture that is embedded into the 

individual to become a star in the entertainment industry and became a celebrity. 

This study found that to be a singer or musician, there must be an 

accumulation of cultural capitals in singing and knowledge of music before it can be 

converted into singing and music contests. Before becoming a cultural capital, these 

are accrued through family institutions. That is driven and supported through 

economic capital in the form of assets that support learning. In the study, economic 

capital was musical instruments that marathon celebrities had before entering the 

entertainment industry and they were encouraged to learn more music. The physical 

body capital is also an element of entering the entertainment industry whether as a 

singer, actress, or model, which according to the concept of Bourdieu (n.d., as cited in 

Kanjana Kaewthep & Somsuk Hinviman, 2008), views the body as a kind of capital 

that can be transformed into a product. As well, the concept of Norbert Elias (as cited 

in Kanjana Kaewthep & Somsuk Hinviman, 2008) has expanded that the body is a 

channel of communication. Viewing that society using the body to show the power by 
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defining that model must have a slim figure, with breasts and hips, as a sign of a 

beautiful body, and it becomes a body symbol of the modeling career. This body is 

partly what has been carried since birth, and is the self-care of celebrities, especially 

in the case of Yosawadee Hassadiwichit, who entered the entertainment industry from 

a model contest. As for being a singer or musician, the body is required to satisfy the 

qualifiers. After that, it is a part of work including playing music, acting, being a 

presenter, and the celebrities have to take care of themselves to be suitable for jobs 

and products 

The fame-building process by entering the entertainment field of Thai 

marathon celebrity from the contest stage, using the individual capital for talent shows 

such as singing, acting, playing music, and modeling, but the judges include viewers 

who vote for the winner. All of which are in the economy of the entertainment 

industry where capitalists must choose the right people who can make a profit back to 

the capitalists. It is consistent with Marx's idea that the production process of stars in 

the entertainment industry is Human-to-human action and “Social relation of 

production" that produces works through celebrities as a product (Kanjana Kaewthep 

& Somsuk Hinviman, 2008) 

 

 Fame-building and Communication Strategies to be Opinion 

Leaders 

Being a movie star is involved with being presented through the media. The 

concept constructed by Murphy (1977) discussed the subject of the media's role and 

its status-conferral function, in which the media can help construct the reputation of 

celebrities and be the representative to express opinions or represent various 

institutions. Media can make an ordinary individual well-known, receive public 

attention, and become a celebrity. As the individual becomes a celebrity, one has 

obtained symbolic capital and can be an opinion leader who influences society. This is 

consistent with the research entitled “The Imitating of Artists Behavior Through 

Social Media of Youth in Bangkok” that said famous artists can influence thoughts 

and beliefs which result in a change in attitude or some behaviors (Kwanchanok 

Tanasuwan et al., 2019). It is additionally aligned with the survey conducted by the 

Siam Technology Internet Poll Research Center which found that Thai teenagers were 
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imitating behaviors of celebrities the most. Therefore, the behavior of celebrities in 

the entertainment field can become thought leaders for society and the public.  

The results showed that when notorious incidents of celebrities in the 

entertainment field are presented through the media, celebrities can be made known. 

However, viewing this news-making phenomenon, it is just what happens in response 

to the pseudo-event in which only happens for a short while and the reputation may 

not last long. It is just the reputation that comes and goes easily (Boorstin, 1987). 

Therefore, celebrities who want to have long-lasting reputations must have good 

behaviors or characteristics for being role models in society. Being a star in the 

entertainment field is a highly competitive career. Those who want to enter the 

entertainment field must have skills in various fields as the capitals for their work, 

such as acting, singing, dancing, modeling, and playing instruments. If they have 

talents with more diversity, they are likely to have more opportunities in the 

entertainment field as well. 

Besides the works mentioned, being selected to be a presenter of a product is a 

component that affirms the celebrity’s reputation and thought leadership. This study 

also expands on Boorstin's concept of creating a reputation. He listed out the qualities 

of being a celebrity in the past, before the 1900s, which include: great lineage, doing 

great deeds, or being driven to greatness. It could be said that a marathon celebrity 

uses marathons to help society and it is like doing great deeds. It is not only achieving 

greatness on his own but also in achieving greatness by being driven by the supportive 

public and fans.  

Communication strategy is another element that helps in creating an image 

and reputation of a celebrity. The results of the study showed that during their time as 

a celebrity in the entertainment field, marathon celebrities relied on the mass media to 

present their image and performance. Based on Boorstin's concept, the mass media 

consists of television, films, radio, print media, and advertising. The study found that 

all three Thai marathon running celebrities have appeared through all kinds of media. 

The additional finding from this study is the new media which is a media of the 

Second Media Age, a part of electronic media (Holmes, as cited in Kanjana 

Kaewthep, 2013), i.e. Internet media and online media (Website, Facebook, Twitter, 

Instagram). This media supports both the mass media and personal media of marathon 
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celebrities in terms of presenting the news of the marathon celebrities. It is the media 

strategy by using integrated media to present the image of the celebrities, not just one 

type of media.   The message content includes the celebrities' works, personal matters, 

love life, and general aspects of the celebrities’ life. The distinctive feature of the 

mass media is presenting the news of celebrities on every issue that is interesting to 

the public. On the contrary, the personal online media of celebrities is a medium in 

which celebrities can control the content of the presentation themselves because they 

own their accounts. It is the main medium used by celebrities to communicate with 

their fans and audience. Also, it makes celebrities become thought leaders for society 

and the public, for example, being a thought leader on exercising, running marathons, 

and being an inspiration to the audience to follow the celebrity. It even leads to social 

contribution, such as in the case of Artiwara Kongmalai, who communicated with the 

public by using marathons as a medium to raise funds for social contribution. 

In conclusion, being a star requires cultural capital accumulation in related 

fields to use the ability to enter the entertainment field. However, becoming a 

celebrity requires the mass media to help in presenting the image to the public. Being 

a celebrity can be a thought leader for society as well. 

 

 Marathon Celebrity: A Product in the Entertainment Industry and 

the Expansion to the Marathon Field 

Being a celebrity in the entertainment field is like being a product in the 

industry. The Political Economy of Media from Marxist’s concept view the 

entertainment industry expects profits from their products. Part of the content is 

determined based on the market system (the audience) and the other part is 

determined by the capitalist benefits. Therefore, any product or celebrity not 

profitable to the company is limited to works in the entertainment industry. As a 

result, any celebrity who is engaged in various types of work in the entertainment 

field must compete to stay in the entertainment industry (Kanjana Kaewthep, 2013) 

by accumulating cultural capital in the field. To illustrate this, they can convert their 

capitals into different forms that consumers can follow such as music, drama, movies, 

commercials, photoshoots, and modeling. In the field of the entertainment industry, 

there are always new faces of stars. Hence, they must expand their capital in other 
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ways or expand to other fields for both reputation and increase career opportunities 

for themselves.  

This research examines the celebrities’ capital extension into the marathon 

field. They used their own body for the cultural capital accumulation along with 

communication strategies for becoming a marathon celebrity.  

Entering the marathon field of marathon celebrities consists of a process of 

capital accumulation, capital transformation from being an ordinary person to 

becoming a star, becoming a celebrity, and entering the marathon field as a marathon 

celebrity. Thus, the possessed capital of the marathon celebrities includes the cultural 

capital in the entertainment field (talents in the entertainment field), physical capital, 

symbolic capital (reputation), social capital (networks and fan club), and economic 

capital (income generated from work). Another cultural capital found in this study 

was the cultural capital in communication. According to Pierre Bourdieu, it is capital 

extension (Bourdieu, n.d., as cited in Kanjana Kaewthep & Somsuk Hinviman, 2008). 

It is the capital that only celebrities can possess because it is converted from the 

symbolic capital (reputation in the entertainment field). Marathon celebrities can use 

themselves as a medium to communicate with their audience and use their online 

media as their cultural capital in communication which draws attention in the public 

media space. 

The results of the study reveal that the background of capital accumulation in 

the sports field does not affect the marathon celebrities’ entry to the marathon field. 

Marathon is a sport that uses body movement by running. It is a skill that everyone 

can start doing. Artiwara Kongmalai had his capital accumulated in sports by playing 

football when he was young whereas Nat Sakdatorn and Yossavadee Hassadeevichit 

did not have their capital accumulation in sports before. However, all three of them 

were able to enter the marathon field. The key to entering the marathon field is social 

capital (network). They were invited or persuaded by people close to them to start 

running short distances before progressing to a marathon. This is consistent with the 

research entitled “A Study of Communication Factors and Attitude which Influence 

the Decision to Participate in Marathon” by Lalita Bongkotpannarai (2017). It is 

found that people who participate in marathons receive invitations from the people 

close to them. This reflects the rational action theory which discusses that most people 
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when choosing to do or not do any behavior are influenced by conforming to a close 

reference group rather than trusting other people who are not close to them. 

The factors that are the crucial elements of entering the marathon field and 

becoming a marathon celebrity consist of 2 parts: 1) The cultural capital accumulation 

(Knowledge in marathon running) and 2) The process of creating a reputation. The 

details are as follows. 

7.2.3.1 Cultural Capital Accumulation (Knowledge about Marathon 

Running) 

The results of the study can be divided into two parts: motivation for 

running marathons and knowledge about marathon running. 

1) Motivation for running a marathon 

From this study, it is found that marathon celebrities feel that it 

is a sport that can build up strength for the body. It is a form of exercise and running 

to the finish line is winning against oneself. It makes runners feel good and want to 

keep challenging themselves by participating in marathon events. This is consistent 

with the research by Viroj Suttisima (2014), which discovered that running a 

marathon reflects what an individual wants to communicate from within. Many Thai 

marathon runners set a goal for running a marathon: “Just crossing the finish line is 

considered winning against oneself, no need to compete with others.” Besides 

winning against oneself, the desire to improve one's life is another motivation for 

running marathons. People may be facing problems in their own lives, so they want to 

change themselves by running marathons. According to the research entitled “The 

Motivation for Marathoners Scale (MOMS)” (Masters et al., 1993, as cited in Zach et 

al., 2017), the purpose for running a marathon could be to take care of oneself and to 

create self-worth. For example, dealing with one's feelings, issues, and negative 

emotions including releasing anxiety and stress. All of this is the motivation for 

running marathons for oneself.  

The next motivation is the motivation to inspire others by 

presenting their own stories through personal online media as well as being presented 

through the mass media in various forms. The media that can create the inspirational 

stories of marathon celebrities is the event media in which the marathon celebrities 

are presenters and invite people to join the marathon event. Nevertheless, the key 
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variable that can inspire the audience is the image presentation of marathon 

celebrities. They do this by presenting themselves in terms of the change in their 

physical body capital after running marathons along with their marathon stories, so 

they use their photos showing their strong and healthy body. 

The last motivation is motivation based on social movement. It 

is about running marathons to help society. Marathon celebrities can either help by 

being a presenter of a marathon event that raises funds to help society or organizing a 

marathon project themselves, such as the “Kao Kon La Kao” project by Artiwara 

Kongmalai, which is a fundraising marathon event to help purchase medical 

equipment for hospitals. In this case, it is a result of being dedicated to training to 

become a marathon celebrity. Thus, it creates a trustworthy image for the marathon 

celebrity. Moreover, he is already a famous person, so he has symbolic capital in the 

entertainment field. This resulted in the confidence of the audience and their 

donations. This is in line with the research by Nicharee Sukaram (2017) on “Media 

Exposure, Knowledge, Attitude and Behavioral toward Participation Kao Kon La Kao 

for 11 State Hospital.” The research mentioned that the audience had a positive 

attitude towards the project due to the project leader being dedicated and persevering. 

He strived to achieve his goals. In addition, the project leader is well-known, friendly, 

cheerful, trustworthy, and he has leadership. Therefore, being a marathon celebrity 

with social motives, the person must be trustworthy and obtain the personality of a 

marathon celebrity to run the project successfully. 

2) Knowledge about Marathon Running 

Marathon celebrities must train according to the marathon 

principles in order to improve to the level of a marathon athlete by using the same 

training plans for professional marathon runners. They must treat it as a sport which 

focuses on using strength, participate in competitions that are accredited by 

institutions, and the statistics are being recorded because people who run for this type 

take running seriously as a sport (Fog, 1999). According to Kanjana Kaewthep and 

Tikamporn Eiamrerai (2011), running a marathon consists of rules, 2 or more players, 

result after the race, and the defined time and place. It requires a high level of physical 

skill, full training, and perseverance. Therefore, marathon celebrities must go through 

the process of self-training to the level of a professional athlete. This is the conversion 
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of physical capital into running marathons. Furthermore, running a marathon requires 

planning skills for training as well as for competitions. Treating marathon as a sport 

means the freedom of having fun is reduced due to the focus is on competitions which 

cause stress while training until the end of the competition (Kanjana Kaewthep & 

Tikamporn Eiamrerai, 2011)  

However, the difference between the three marathon celebrities 

and professional marathon runners is that they must adjust their training program 

according to their work schedule because they still have their main careers in the 

entertainment field, except Yossavadee Hassadeevichit, who has changed her career 

to become an athlete. This research has included transitioning from the entertainment 

field to the sports field and the expansion of fields into sub-fields (Bourdieu, n.d., as 

cited in Kanjana Kaewthep & Somsuk Hinviman, 2008). 

Therefore, the period in cultural capital accumulation in the 

marathon field is an important time for celebrities to obtain their capital for running 

marathons and become their physical body capital for other forms of capital 

extension. 

7.2.3.2 The Fame-building Process of a Marathon Celebrity 

Creating a reputation for being a marathon celebrity is the key element 

for making the marathon celebrity well-known in both the entertainment field and the 

marathon field. From the results of the study, it was found that the marathon 

celebrities have expanded their symbolic capital in the entertainment field to the 

symbolic capital in the sports field. According to Boorstin, the media during the 

Graphic Revolution consisted of television, film, radio, publications, and 

advertisements. The results showed that the three Thai marathon running celebrities 

appeared through all types of media based on Boorstin's concept. The further finding 

from this study found that event media and new media are important for creating the 

image for the marathon celebrities. Even the media, especially marathon events, 

creates a direct communication between the marathon celebrities and the marathon 

field. As for the new media in the Second Media Age which is a part of electronic 

media (Holmes, as cited in Kanjana Kaewthep, 2013), includes Internet media and 

personal online media (Website, Facebook, Twitter, Instagram, YouTube). These 

platforms support the image presentation and the messages of the marathon celebrities 



 281 

which are presented through both the mass media and the personal media of the 

marathon celebrities. 

In terms of media strategy, it is using the integrated media strategy to 

present the image in various forms, not just one type of media. According to research 

findings, sometimes the marathon celebrities presented their image through their 

online media before the press releases it. The special characteristic of one’s own 

online media is that marathon celebrities can present themselves regardless of time 

and place. They can share their experience about marathons, their personal life, and 

they can interact with their fans by commenting back to them which is the unique 

feature of the new media. In addition, the new media encourages public engagement. 

Thus, personal online media is crucial in creating the image of a marathon celebrity. It 

is a part of the image maintaining strategy because marathon celebrities can use their 

online media as a channel to present themselves during the absence of news through 

the mass media.  

In addition to the process of creating an image of a marathon celebrity, 

personal online media is a key element in the borderless communication era. 

Celebrities can present their own image continuously along with the presentation from 

the mass media. Hence, using personal online media is another communication tool 

for Thai marathon running celebrities. 

The process of creating marathon celebrities' reputations is the 

expansion of symbolic capital from the entertainment field into the sports field. The 

whole process of becoming a marathon celebrity requires the image distinction 

strategy because being a star is like being a cultural product in the entertainment 

industry. There are limitations in terms of the number of years of working experience, 

the nature of the work, and the high competition. Marathon celebrities who have 

accumulated and converted their capital, and expanded themselves into the marathon 

field, make their image distinction and they will continue making themselves 

outstanding in the entertainment field. This process is from the accumulation of 

physical capital which generates the new "capital". It is consistent with the concept by 

Pierre Bourdieu, who said: anything becomes a capital when it “plays a central role in 

societal power relations.” Marathon celebrities who have physical cultural capital 

empower them to have more opportunities in working. Besides having a healthy body 



 282 

or more job opportunities at the individual level, running marathons can be beneficial 

at the social level by using it to help society and inspire others as well. 

Another element for the process of creating the reputation of a marathon 

celebrity and maintaining it is having the image presentation in both the entertainment 

field and the sports field. They must present themselves continuously.  According to 

Murphy's concept of Status Conferral, discussing the roles and duties of the media, 

mass media confers status on persons. It can sometimes be a representative that 

expresses opinions or represents institutions. Also, it can make one known, receive 

attention in society, and become a celebrity. In this study, the mass media conferred 

on those stars who have become marathon celebrities. This is in line with the research 

by Yuthipong Sae-jew entitled “Communication of personal branding through social 

media in the case of overnight celebrity”, it was found that mass media in the form of 

new media serves to make a person's reputation stand out. It proves that the person is 

important enough to attract the attention of the majority, or it means that the person's 

behavior is important enough that most people should pay attention. In the case of the 

sample group, the three marathon celebrities have been given the status conferred in 

the sports by the mass media whereas they still maintain their status in the 

entertainment field. The research also found that once the media confers a person’s 

status as a celebrity, that is their symbolic capital. It will always remain with that 

person and cannot be removed. For example, in the case of Yossavadee 

Hassadeevichit, even though she has announced that she will no longer take the job in 

the entertainment field, and became a professional athlete, there is still news about her 

in the entertainment news and she still maintains the image of a former sexy model. 

Therefore, reputation is an accumulated capital that cannot be removed whether the 

marathon celebrity intentionally tries to remove it or not.   

As for the message strategy, the presentation of the image of a marathon 

celebrity consists of 2 parts: 1) the image in which celebrities can create their own 

image using their personal online media and 2) the image in which celebrities cannot 

control the content presented through the mass media. Although they have become 

marathon celebrities, the media will still present their work in the entertainment field, 

marathon skill, personal life, love life, and general matters in the celebrity’s life 

including both positive and negative images of the celebrity.  
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Being presented through the mass media is inevitable for marathon 

celebrities, however, it makes them well-known. This is in line with the research by 

Sukhum Wangpratam (2010) entitled “From Hero to Celebrity: Communication and 

the Image-Making of Thai Football Star'', which found that when the mass media 

presents the image of a football star, their skills and other aspects of their personal 

life, and the football star receives the public attention, it is the status conferral by the 

media. 

Even though the media can make marathon celebrities famous, the 

accumulated physical capital is something that marathon celebrities must create for 

themselves as well as maintaining the image of being a marathon celebrity and 

becoming an inspiration to others, such as in the case of Artiwara Kongmalai who 

used marathons as a medium to raise funds to help society. This is consistent with 

Boorstin’s concept of celebrity, “We can make a celebrity, but we can never make a 

hero. All heroes are self-made.” 

In doing this research on the capital accumulation, capital 

transformation, capital extension, and communication strategies of the three marathon 

celebrities is the study of their success in creating the image distinction by bringing 

themselves into the marathon field while maintaining their status in the entertainment 

field. 

 

7.3 Recommendations 

1) Upon entering the entertainment field, most people who became stars 

already have their capital, especially cultural capital, including skills in singing, 

playing musical instruments, and acting which require economic capital or family 

support. By obtaining cultural capital, they have more opportunities for entering the 

entertainment field because the industry is highly competitive and requires people 

who are prompted to work. There are many ways to enter the entertainment field. In 

this study, it was found that participating in a contest or a competition is another way 

to enter the entertainment field, but people need to have the skills and abilities that are 

required by the contest. 
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2) Entering the marathon field is another process to increase celebrities’ 

physical potential. It makes them stronger, healthier, and they have a good body 

shape. As a result, it leads to ways to increase career opportunities for them as well. 

Celebrities who want to enter the marathon field do not need to have any previous 

capital accumulation in sports. Due to a marathon being an exercise that uses the body 

and requires training, anyone can start at any age. If they are trained to be proficient, 

they can become marathon celebrities and can generate economic capital from work 

in the sports field. This increases more fields for celebrities who want to develop 

themselves to become marathon celebrities and can work in the sports field 

concurrently. 

3) Because people in the entertainment field have entered the marathon field, 

the sport is known more widely. It is another channel to promote marathon events. 

Celebrities do not need to leave the entertainment field. They can maintain their status 

in both fields at the same time: a marathon athlete who is still working in the 

entertainment field. 

4) Running a marathon can be a medium of communication to help society. 

An individual who wants to use marathons to help society may not be able to do this 

alone. It is crucial to have a team, the ability to run a marathon that is longer than a 

normal marathon distance, and the communication strategies to help support the 

project to be successful. In addition, the marathon celebrity must have a good 

personal background with no negative news because having a good image is 

necessary for helping society. 

5) Marathon is a form of sport that requires practice and training constantly. 

Celebrities who want to enter the marathon field and become marathon celebrities 

must be dedicated to training and must compete on the field. Thus, keeping the body 

strong and healthy is important. 

6) This research may be a guideline for celebrities who want to develop 

themselves into the sports field by looking at the self-improvement of these marathon 

celebrities. 
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 Recommendations for Future Research 

1) In this study, the researcher studied the process of capital 

accumulation and capital transformation of successful marathon celebrities. However, 

the researcher did not study other aspects of the audience. Therefore, it shall be 

included in a future study.  

2) In future research, it may be a study of celebrities’ capital extension 

and other sports such as boxing, yoga, bodybuilding exercises or expanding into other 

fields for capital extension and capital extension of celebrities in the entertainment 

industry, for example, capital extension of celebrities in the dietary supplement 

business, health business, or education, etc. 
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[Communication, Religion, Sports]. Bangkok: Pappim. 

Kapook.com. (2019). Sipsām num Cuteboy song ʻemwī pœ̄t tūa phro ̄ m khaodāo chom 
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[Women and boy love's novel] (Master's thesis). Thammasat University, 

Bangkok. 

Oxford University Press. (2020). Oxford dictionaries. Oxford: Oxford University Press. 
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kānsư̄sān [Teaching material: Theory and behavior of communication]. 

Nonthaburi: Sukhothai Thammathirat Open University. 
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