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ABSTRACT

This research aims to study the current state of financial management based on good
governance principles in schools under the Secondary Educational Service Area Office of
Phra Nakhon Si Ayutthaya and to explore development guidelines for financial management
according to these principles in the same schools. The research was conducted in 2 steps:
Step 1) Study the financial management based on good governance principles in the
mentioned schools. The sample group consisted of 87 school administrators, financial heads,
and financial officers. The research tool used was a questionnaire, and data were analyzed
using frequency, percentage, mean, and standard deviation statistics. And Step
2) development guidelines for financial management based on good governance principles in
schools under the Secondary Educational Service Area Office of Phra Nakhon Si Ayutthaya.
Five experts with knowledge and expertise in financial management provided data through

interviews, which were analyzed using content analysis.

The research findings revealed that 1) The study on the current state of financial
management based on good governance principles in schools under the Secondary
Educational Service Area Office of Phra Nakhon Si Ayutthaya found that overall, the average

level was high. When considering each aspect, the aspect with the highest average was the
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management of treasury funds and deposits, which was at the highest level, followed by the
disbursement of funds, which was at a high level. The aspects with the lowest averages were
payment and cash custody, both of which were at high levels. And 2) The development
guidelines for financial management based on good governance principles in schools under
the Secondary Educational Service Area Office of Phra Nakhon Si Ayutthaya found that financial
management in schools should adhere to good governance principles, covering the rule of
law, morality, transparency, participation, accountability, and value for money. Additionally,
the financial management system should be developed into a digital system to increase
accuracy, reduce duplication of work, and facilitate practices, allowing for convenient tracking
and auditing. The guidelines also suggested promoting participation from all sectors in budget
planning and expenditure auditing to build trust and transparency in management. Regular
annual training should be provided to teachers and related staff to enhance their knowledge
and skills in financial matters, enabling them to understand new regulations and systems
related to financial work and reducing operational errors. Furthermore, integrity and
accountability should be promoted, and channels should be opened for reporting tips or

complaints about corruption cases without revealing names, to enhance.

Keywords: Management, Financial, Good Governance Principles
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ABSTRACT

Following the COVID-19 pandemic, consumer behavior has undergone significant
changes, particularly in the increased reliance on online shopping channels. Fashion products
have remained one of the most popular categories, especially among working women-a
demographic with strong purchasing power that places high value on product quality, user
experience, and seller credibility. However, there is a lack of in-depth and systematic data
that explains the online fashion purchasing behavior of this consumer group in the Bangkok
metropolitan area. The study titled " Factors influencing the decision to buy fashion clothes
for working women through online channels in the Bangkok area" aims to investigate the key
factors affecting purchasing decisions. This research adopts a quantitative methodology,
utilizing a structured questionnaire for data collection from a selected sample, and employs

both descriptive and inferential statistical analyses to interpret the data.
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This study aims to the findings revealed that most respondents were married, earned a
monthly income ranging from 25,001 to 40,000 baht, were employed as government officials,
and held a bachelor's degree. Key factors influencing their online purchasing decisions
included elements of consumer behavior (e.g., who the consumers are and when purchases
are made), content marketing (e.g., content that inspires or entertains), and perceived product
features (e.g., product performance). However, certain variables-including what consumers
want to buy, why they make purchases, where and how they shop, content that provides
ideas, offers solutions, or shares knowledge, as well as reliability, durability, and service
capability-were found to have no statistically significant influence on the decision to purchase

fashion apparel online.

Keywords: Consumer Behavior, Content Marketing, Perceived Quality
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a";uﬁaﬁ’a@?quaﬂiﬁumaa%ﬂ%lﬂﬂ (Consumer Behavior) 3n 4 au laun 1) What gu3lnaneinis
Foorls 2) Why viluguilanisde 3) Where yuilnadodilvu uaz 4) HOW yuilnadoossls
syufeTatenisvinnsaataiad enn (Content Marketing) %14 3 a1y laun 1) Content Twlatie
2) Content UE]ﬂLLu’JV]’NLLfTﬂ'inW waz 3) Content Iﬁﬁmusﬁm%mmg muﬁﬂa'{]’a@?mms%’ugﬁm
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(Durability) 3) n133UAMAIN (Perceived quality) kag 4) Avuau1salunistnuinis (Service)
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Stimulus-Organism-Response Model (5-0-R Model) 111w 1 unsavuuliaalunisdnen
Ingluaiuves “Aus1” (Stimulus) gfiasanandadeneuenidnanenissuzvesyuilaa laun

Jadearun1snaindailent (Content Marketing) L¥U ANAINYBININAIELAZTIALD N1T3T791N

A a ada

HUTINA ¥30duNgIowweT SINnIlUTluduUNITYIY Yedl “AaliTn” (Organism) defivani1iznigluy
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2.1 uwAauaznguineiunginssuvasguilna (Consumer Behavior)

=

Kotler and Keller (2016) TnAnfleuan wainssuyuslaaae n1sAnw1ddsnyana

naY wavesAnT AL LFon ¥ 14 uazdsuiliuAunuiouinis iloneuaueInLRBINTTUBINLLDS
Taeditadowinaon wu Yaduauyana dsau 3ninen wagnimarnunddninanenszuauns
dndulamanty

uana N’ Solomon (2018) Flatimiiiuan wqamiuéu%‘lmﬁlgai"]ﬁ’mag}ﬁmuﬁms%a

' £

Auannatu wnsudanisuiiaa n1sly wagn1snndn (disposal) dUA1 MABAIUAIINKLIY

1%
[y

dednydnuaifiguslnaueulniuduamiu Silugaddvia nsfugumaiiAntunudossulat reumun
MNBugouLes N13331 vidoveyaanuwanesuate q figuilnawiddlalasnss

ﬂiaumﬁLmﬁzﬁwqﬁﬂﬁw;u%ﬁmﬁwLLu’Jﬁm 5W1H Lﬁaaqﬁﬂiumu{ﬂwqﬁﬂﬁm
uslaeludaiinsey miadeatuilmiauenseuuundn 5W1iH fasgneumeniuitugiu laun:
Who: Tasfeyuslan - Tuiitie gvdeforiauluwnnsaymamuns fednsusangaulanalag
nslodeseulau wagaulalalunmdnual what: guslaaneansesls — Auaunduiidamain
fuadle assmunmitlavan uaznoulanemslsau Why: viluTadends - Tatenszquiiing
TusTudu Fianduigiowmes anudeieluuusua sudsusrauntsadifainnisonsanou When:
natlafidadulads - dnfaluriaanis nadouguwanlesaleden viessmnagaslusiudy
Where: ‘tilam’mﬁl,aaﬂ%a - ﬁwuuwamﬂa%maaulaﬂ lejlu Shopee, Lazada, Instagram M%E]L%UISUGT"UEN
wusUAlREMSY How: 33nste — Tnelvgunsalavia wu aunsaliiu wasdeniddsziufiasan wu
e-Wallet wiSaifiududatens

WINTOU 5WIH %?II’JEJI‘I;LﬁuﬂWW’i’JEJGUmWi]aﬂiiw;U%Iﬂﬂ uwndaluiisanediazefune
nalnangluialaiilugnisiadulade dufuamuidediaiuuudiass stimulus-Organism-

Response Model (S-O-R Model) 1nlatineitasngmaaanianssuiun1sainan
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LUUTIa04 Stimulus-Organism-Response Model (S-O-R) A 9288511821 wofnssaueq
yuslnainInniseuauaseisnszuaBun HunsruIusUszanananeludsla (Mehrabian
& Russell, 1974) Tnolassasramdnusenaunie: Stimulus (ﬁlﬁﬂsw;u): Toun Jasenisnann Ly
manandaion (nwauen 3ale 332) Tsludu vioussgdlaangiiavnalulanseulat dnsznu
Tnguilaainauanla Organism (Aefid3m): nszvrunianisluvesyuilan laun nsfusamnn
auan ealindlalusiua arugdnneuusun uasiiruaiaiuyana Seimuniivsediudnssaud

1A3U Response (NM3navUaund): weAnssuALAndun1enasainnisuseidiv lawn n1sdndulade

(%
a

naidendes nien1svenaeluteanseaulay nsUszgnaly S-O-R Model luswAdeiazaasln
Ao rendsdnlan dsnsegunsnismanalulanesulatty dwanenszuannisin eugdn
warmssindulavesmdetorhanlunganmumunsesndls lnsemedofiansanuuaudveniom
n159a1m (Content Marketing) LLasmﬁ%’U'g@mmW (Perceived Quality) ﬁmaéawaﬁiawqﬁﬂssu%ﬂu

SEAUNBANAIINU

2.2 uRnuasMguiRBafuNTIINIRaIalaian (Content Marketing)

Linn (2014 8na@islu Thonearsa & Boonpienpon, 2024) Tnfieue 5 wamadniums
y1n13ma1a1d i e (Content Marketing) 1 uf 97 wrauls wasifudsrlovunagnan
w5918 warlanaase wuamedmiunisyiinisnain W@ailen Content Marketing) Lﬁ@lﬁqﬂiﬂ
LLab’ﬁ;Nﬂ”J'lﬂJgﬁﬂL%GUDﬂG{@E;U%IﬂﬂﬂuﬁﬁiﬁLﬁﬂﬂ’l'iLLGU%GlIE)U'izﬂE]UGT’JEJ Content as1ausetunala,
Content Tnnlewiie, Content uanuwInIawn ey, Content 1 e LLumi’m%mm{, Content
asveuaIvIem UL

Kotler and Keller (2016) a%mafiﬂuqﬂﬁéﬁ%‘lmﬁ%@gaﬂnmsmmmamlwuLLwam\Ia'gu

Y

drta manaadaiienSdiunumddnlunisasarnuuanasniuiusun lnadomitdasyae
as1ausetumala Wuarg vieuunsanaindedumsinauladevesuilna
psnUsznauresnsnanduiiont sondu 5 Ussanmdn Seanunsaysannisndy

ﬂ'ﬁxmumiﬁﬂaﬂ%?{i}mENE;U%Iﬂﬂ (Consumer Decision-Making Process) lastail:

1. Content a514uss0un1ala (Inspirational Content) ﬁlﬂﬂi%ﬂ’]&lﬂ’)’mmyaﬂﬂ’]ﬂu
Fumou “ma%’uiﬁqﬂ’zy)m (Problem Recognition)” ﬁﬂﬁjs@ﬂmmwﬂ’ﬂfimmmﬁ “QHII1INN
amidnun” viedarumesnslumsusuAeunuies SuduuesmiFernviouusuaianansaifaiy
ATIRBINT LA

2. Content Itlaiiiy (Idea-Driven Content) ta3uassuunfalutunou “n1saum
oya (nformation Search)” ilnguslaaladuleielunsunsiafigennassiuaunenisves

AL v‘iﬂmmiﬂum?{umLﬂulﬂamqﬁﬁﬂmqmﬂﬁiu
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3. Content UamLuamaLmﬂﬂ“agm (Problem-Solving Content) aﬁ'uauuﬁﬁgumau
“nsUszifiumaiden (Evaluation of Alternatives)” wasanaisilusiula waziusuiivunuanda
vosAuplaeeaduszuy

4. Content Mlﬁﬁl,l,uzﬁ’m%'ammg (Educational Content) finSwaluvied umou
“nsaunreya” war “nisdssdumadon” Wuarudulalunisdnaulauazanainudod
pinnMsdedumesylan

5. Content @5 1991508915 8AUTULT ¢ (Emotional & Entertaining Content)
asnuduiusuavanasutuney “nsdnaulate” wax “anﬂsswé’ﬂmi%a (Post-Purchase)”
shlmAnmugangnitufuuusun danuguiumsinmnden waeduunluiazdesviovenae

nsmaadaidenlusi 5 EULLUU‘JNGTH fanusennaoaziasuiuluwazduney

a o o

voaauninsindulavesyulaa (Consumer Journey) lngianizesgslunauymsdeviund
woAnssudewuuluveyausznoun1sindulags (high-involvement behavior) n1seanuuunagns
ADUWUATIAINVATELAZIINE AL ULAREY I AL AUTEaIluNTTe AeyiglvuuTunaunTe

a59UsEauNIUNATUINRS Ianuning wasdillgnmsaseenudnilussesen

2.3 uurAnuasnguffeafunsuiiuganIw (Perceived Quality)

Wu (2014) 9ne1uAuABaszYes (Leartchusak, 2015) Na1I7 @mﬁwﬁ%’ugﬁmqmmw
vosuilan warauuszneunuAagiindiiusmananaenudslalunisndundesves
HU3laA 89AUTENOUTDINITUSAMNTHIBINEN SN UTENDUADY 8 UTEN1IANLUIAATDS
Aaker (1991) 91989910 (Panchaem & Chaengchenkij, 2020) Taun (1) aussan1w (Performance)
fonruannsnvesdualunsufanumumuniindn iwu dernaulaaus ssuiseinidlad vie
wnzasiulenians 4 (2) Udnual (Features) AonniandAfiiauniosoasidonfiuiuvedun,
i nspiUEe nsznueou a1y wionseenuuulnannslalavatslena (3) anuundede
(Reliability) AoaruasiauelunisloaiuuagnisasuoununIn wwu 1d oludagrondedn

av ! - 'a A ¥ Y o a A ¥
dlunn violuRaaniiuandly (4) muaennassiu (Conformance) Aon1sTIAUAINTINIUNINTSIU

]
=

N39ABS U LYY YUIAATININT KIS Fnseiunin niedanasamiunseyly (5) Aununiu

(Durability) Anegn1slnuvesdunl ¥seaNuAuAImenIsisLlusserend (6) aunssnInues
AuA (Aesthetics) ABANAIENNN AINAIRIVBINITOONLUU & JUNTI wazALmInzauiusalloy

(7) M33ugAMAMN (Perceived Quality) ApAusanlneTINveIUIIAATIdnBAMAMEUAT BUAAIN
N1589LATIENVOYAIINDIAUTENDUNIVINAYNAU 8. N1TUTNITNBUNTBNGINTVIY (Serviceability)
AoAuEnsalunsivveyaduan aeudany SuAL/AUGELAUAT wagnsinuInIrdInIvIeNass

ANUNInala
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msUszfiuganresduaunduluuiuneeulauty uuguilnaluamnsaduianie
neaedlraulalnenss unanunsaly Suaiarieduainig q wu amans Sile Aesutsdun 339
Wl¥a3s wardaidosuasrunn snduvoyalunmsussifivesasznauiis 8 AUTBIALNTNANLLLIA
109 Aaker lavesiiuszAnsam fatu niseeniuvteyadualuinaniosuesulauemsyauuln

7 v '

ATOUARNTIIANUTDLATITY ATHULTRTRYRLUeMY warUszaunsallynunyuilneaunsaituae
o A

Uszidfiulaae ety uslaaianissugauninluseiuiaennasiuainuduase wazidiluanis

Anaulagalunan

2.4 u,m?mu,azwqwfjLf“imﬁ'un'ﬁéfﬂauh%a (Purchase Decision Making)
Asnaule mueds nsisaanaded vnlunisidenninden (Altemative)
lamadenvilsifogunnna 1 maden Iums%ﬁflLﬁuﬁﬁ]ﬂssmamulﬁﬂﬁmsqLJ’mmaﬁlﬁyaqms
Tnedteg uuussingruiinmneilidenduillenmavssquianslaminiian lasfdnsfisnsuniden

LAZATIFABUNILADNTUUBLITOUABULA?
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NSOULUIANYBIIUIRY

AkUsAu AauUsny

N15911N130a1AL 89U (Content Marketing)
1) Content &@519u590UANA1R

2) Content 6[,‘1;1@@8

3) Content UankwINILATRYM
4) Content TnAuuzdmsenug

5) Content A9 TUAUNTOANUTULTY

nnAnssuvasEuilna (Consumer Behavior) ,L

1) Who yuslanfielas nsdnauladaidanin

2) What nuslaanainisyoazls o v o w o
3 WWUUYD I T9I91U

3) Why vlunuslnadste > o ‘
vy > Wiudewmnsesulail

4) When yuslnataiilaln % 4
TUNUNNFUMNUNIUAT

5) Where yuslnageilvu

6) HOW yu3lnnaeeensls A

n133U3AuAMAN (Perceived Quality)
1) @ussann (Performance)

2) gﬂﬁ'ﬂiﬂﬂj (Features

3) puundede (Reliability)

4) prudennapeiu (Conformance)
5) AUNUNIUY (Durability)

6) auvRBMMadELM (Aesthetics)

7) mﬁ%fugqﬁumw (Perceived quality)

8) MIUsMsNEUVTENaINIVIE (Service ability)

35 213E1IMTIRYUIANTINNTIANTTIIAR

7 2 atfufl 2 (wquniAu-Gone 2568)



Journal of Innovative Business Management Research

3. s5leUlTN1SANENIY

sAdvatuiidunisinudes “ﬁa%’aﬁﬁﬁw%was{amsé’maﬂﬁaL%%LLW%"W@Q;EW@&%
yhau wureseaulay Tuitufinganwamuas” Wunsideieusina (Quantitative Research)
gadammmnzaniunsfneauise Tnslsuuvasuauriuyesnansiuuudnesulay
(Online Questionnaire) 97 Google Form iuladasiielunismusuveyainnauiiesis lasgn

winzay Wesnnluanuagnansingd wazUszudanlyane lngaziveyailaunviinisinszn

voyaneata aelusunsudnsasy Faddvladniuuvasuaiu lnefuuimmsmnnisfinwuuidn

Y
v ¥

wagnged] SIUd1UITeMNe1ves kaglanmuagduuuvesisnisaudun1sidumud unou

eazdunfIna Ul

3.1 NGUA79E1

fo wudan ey lutevieu Wuyuilaaiiaed oid oruwnldy nugemisesulau

Tuiunngammuniuas lngoder101uAnnTod (Screening Question) Tun1svinwuuasuniuiivelle

NANFAIDY19YRIUTEIINTNUNAT

3.2 IUIUNFUAIDENY
Y a e O N U Co X
Wugndeterienu Miredodonundu nuyewmisesulau Tuiiuiingammumuas

lesany Ideluaiunsansiudiednuiulsevinsiined old on Uty nuyeIniseeulay

'
v = o

Tuiunngammuviuasos kLt nIdeeiuinvuingudiee1slunsideve s Cochran (1997) lag
MUUAIINGATIUNTIVIUIATILIUYTEYINT NTEAUAIUTOIU 95% UayTeaunIUAIIALATOUYDN

nsauUNguieens 5% laglygnslunisauindail

gain = P(1-p)Z°
E?

WE N WY YUIRGIBYY

¥ '
a o Y

P unu dnaiuvesUseynsiieideindaay 0.50

Y
v

Z unu sgauadi@edungITenimualy Z damaiu 1.96 Msgauaiuedy
o8z 95 (5¥AU 0.05)
E uny AIANRAnNaIngeaaiiindu = 0.05

BNUA

(0.05) (1-0.05)
g9 N =
v (1.96)
n= 384.16
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lyaunsiiegneenauey 384 AL F9azaNIsaUseausegazlnadniuidanainluiiu

! ] v
a U A i

pyay 5 NszauAaliusesar 95 WealuaraInlun1susziduna Lagn153lATIEnYeya

o e

e

'
[

FFeRslyruInnguiieenwisnun 400 f0819 Fehelarriununanunteulunivun Ae luusydn

e

384 fogneratiunauiieensilyIdeATItiaamniy 400 faeens

ad < v ad < o ] Y
3.3 IBNIINUIIUIINVBYA (%ﬁﬂﬂiLﬂ‘UGl’JElEl’]si/tmaﬂlﬂﬁda)

msifiusausinveyaluasell iuveyausunll (Primary Data) vin1saeuanuyuilan

a a K ! v o * Y ! i i
wevdlsnoglurisioviau Tnslynsauiaognsuuueizas (Judgmental or Purposive Sampling)

1%
(Y

NITENUNULAUTIUTINYBLANILAUIEY 1ALAZULINLUUABUONLIRNI NALMO8 1 TIAEToLd N Iy
nurenveaulay luiufingauvnuviues Fadunisidennqudiesslaglulyauuissidu
(Non-Probability Sampling) lun1siiusausauveya uaglydSnsuanwuuasuniuesulay

\Wo991NAsINAUNAURI08 1NRETaFBN LT H1uYeInIteaulay TuluNnFannumuAToLLa)

[ 1%
LY

wonanfifsanunsaniweyalnne Wwansreziian wazlszndaalenglunmsivueya
v v <

n3velwIsn9n

Y

vveya lagnslyiuuaeuniueaulau (Online Questionnaire) H1UN1
google Form Iagazaslujuuuuien warluguuuuauny QR Code tlpsanivifsveyalaiig
WaTINZANABNIIAUTIUTINVOYA FIUUADUINAINGT HITETITNTTIEUUUAOUAUNIUN9ED

dennoaulaunig o 1wy Facebook NGUANY 9 MALITUEDHILNTY WagAIBINIU WU NAUWNTY
VBN MUY @197891197U @130eNA NauEer19IUUY TUWTY 4aineu nqudiaudanla

YR ,, - ¥ I3 ¥ e Yo
Fovie Wuau dielwanunsafiusiusinveyaifinwiladiuau 400 4o
3.4 A399ilaANY1IRY
dl' = czll % a v a a . . A o
w5 ilaflylun1sIdeideUsunn (Quantitative Research) Aa wuuaauauidue1a1y

Uanedauuuaeuniy Guuuaeuaunaudisenswuieandu 5 au dswazden fail

dauil 1 GgmgaLLuuaaumuﬁ’mﬂiaaﬂduﬁaasf'm $1u7y 4 10 Anundunuuda
Fonmeulafloarmeuien
1) mudumeands Tyvoly
2) mudiahaey lovidoly
3) MunsTederulduiuremesulay Tuvield

4) muadgegluuaniunnumuas lyvsely
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daudi 2 ufuuaaummjauuaﬁ'“alﬂwaa;gmauufuuaaumm Taun
1) #@0UNW
2) elandnotiiou
3) DITN WAy
4) seefumsane dnvasdusaiuvatsde §9UsEnaunI8faINTINIY 4 10
ﬁ’qﬁ'uaﬂﬂumawuﬁmLLmsejuaanjaL%‘Qé’ﬂwmz TAun NSLINLIIAINE (Frequency) LazANI AL

(Percentage)

daufl 3-6 uuuApUNMAsTUTaYa Fall
1) anﬂisu“uaﬂﬁgﬁiﬂﬂ (Consumer Behavior)
2) psvmsmanaidaiion (Content Marketing)
3) M3FU3AUANNIM (Perceived Quality) ke

1) n59nduladia (Purchase Decision Making) dnwaugidumanuvanadn

Feusznaumemraugasuady 5 seau lasluunsinuseanae (Rating Scale) wazlvnazuuuug

a¥IEAU ALAAIAZLLUURENEARD 1 BeAnAzkuLLNNanfe 5 Fazgninevlaglunady (Mean)

warA UL UUNINTgIY (Standard Deviation)

LLuuaauamﬁisgléj%’umiﬂ%’uﬂqqmu%aLauaLLuwaqmmséﬁﬂ?ﬂmLﬁamwaaumm
ALYIAVBILUUADUD uazthlunadeufunguussmnsiluladunquitesnssiuau 30 au aniu
thuamsmegeuiilauiiinszimenufismsaddasenwewesan Swhnsegmnaianai
Worfuvesuuvuasuaiu (Reliability Test) a"w;mammuaaumuﬁmi%’ugﬂmwma wazilalure
foululuiiamaisatuniely areniswatduusedns aanud ey (Cronbach’s Coefficient
alpha) Inglumatuunazvenssiinduusyaniamnudeduninnan 0.7 fer1uvvaeuanuiiany
e wazsonusule mnvafailefiadussAvsaudediuusen 0.7 mw?aqﬁwmaﬂ%’uﬂqﬁa

ANt wazyAduusyansanudeduluuielwuuasuanudnNuNeInse kazeausula

TnguuuasuauAMAniiuaINNguda0e13 30 AU Lﬁ'mﬁ’uﬁﬂ%’ﬂgﬂuwqﬁmsmmg«fﬁim
(Consumer Behavior) Usgnaumis a1u Who guilaadelas 0.781 a1u What guslnanesnisde
o¢ls 0.873 Au Why vinlug u3lnadade 0.769 A1u When yuslnadeiiioln 0.812 Au Where
yuslandeiilvu 0.787 a1u HOW yuslaatessdls 0.793 arutadeaunisviinimaiadaion
(Content Marketing) Usznaunae a1y Content a319u595un1ala 0.856 au Content Tnlaie

0.864 m1u Content UanuuINIATeyn1 0.782 A1 Content InAuurIviond1uy 0.784
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A1 Content @319915300M3 ALY 0.748 e{’suﬂ’afﬁ'&l@?ﬂuﬂﬁ%’ugﬁuwuﬂmmw (Perceived
Quality) Usgnausme augussanm (Performance) 0.941 ﬁmgﬂé“ﬂwﬁ (Features) 0.974 Aue"
ulfn,‘z?"'aﬁa (Reliability) 0.914 ﬂymmmaamﬂayaqﬁ’u (Conformance) 0.925 my’mmmwumu
(Durability) 0.947 1uAawa1snlun1slnuinig (Service) 0.846 mquum%mwmmﬁuﬂyw
(Aesthetics) 0.936 ﬁyﬂum'ﬁ%“ugqmmw (Perceived quality) 0.887 uazaiuganiefo Jadeniunis
#nawlade (Purchase Decision Making) 0.865

¢ v

4. an1sANEILaZIATIZRTOUA

u
N0 “Jadenddninanen1sinduladoidor N uve s eIerinay NIuYeInIg
saulay lulufingannumiuas” yw3dulavinis@nwingudiesis laglywuuaauaiui waud

warUFulatunnnsAinyiauaenas wagideiiiieives auisaiiuveyalansuauauyso

WazaU TN IATIERATILIUNEY 400 4n asunaladadl

VBYATNBULNIUTEIINTAANTNUI NQuiteg el lianiuninausa 91U 207 Ay
nsaAmduseuay 51.75 Fafisuladsnawmou 25,001 — 40,000 UMM 311U 260 AU UsaAaLdy
sopaz 65 IneflonTwa131wnis S1uau 155 au wieAndusesar 38.75 wazliszaunisanwuSynn

73 91U 259 AU viseAnusaay 64.75

Jadumunginssuesyuilaa (Consumer Behavior) Tngsauwumn naxsoenafiniiuAaiiu
ogluszduunn daede 4.10 Wofia1sms1890 wasfesdduainunlules suduusn Ae
p1u When guilnataulelafiarudaiuoglussduinniian sesawn fe a1u What guilnanesnis
FooylsfimnuAnifiueglussduinniign a1y who yuilaadelasiianudniueglussduun
AU HOW uslneteasdls dauAnidiueyluseduannanu Why siluguilnadste danudaiiu
ogluszduunn wagduduganiefie a1u Where yuilardeflvuiianuAaivey lussduun
ALEIRAY

Jadun1svinisnaindailen (Content Marketing) Ingsaunuan nquiaogsdianu@niiy
oglusefuannilan finnede 4.30 definrsanene wsdssddunuinluues Suduun Ae
AU Content A319u30uAale farudniusylussduaniian sosasun Ao au Content
vanuuaeundan daudnudiueglusedusniian amu Content Induugtvideanus daanu
Anufiuaglussiuaniign au Content nlows farmAnftuoglussiuainniian wasdudugamie

A AU Content @S19915UUVS DALY ﬁmmﬁmﬁua@uisﬁumﬂ R GRI
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Yadun1un1ssugnunann (Perceived Quality) Inesaunuai naudies1sdiaiudniLiny

sgluszduunn danade 4.17 1loWa19151808 wazlTedduananluuey suduwsn Ae

augUdnual (Features) Irnudnmivegluseiuinniiagn sedasun fie amuaussanw (Performance)

fiaudaviueglusedunnian atumuungede (Reliability) aufaiueyluszduuni

an

9

AuALEnnassiu (Conformance) fianuAniiuegluszivin auanuaiusalunisivuinis

(Service) flaudniuagluszauuina1un1ssugaanin (Perceived Quality) inaudntiuey lu

TEAUNIN ATUgUVSEAINTBIAUAT (Aesthetics) SminuAainey luseduuin uazduduganiefe

ANUAINNUVNY (Durability) fadnufauiuegluseduunn auddu

M1597 1 M9 IRaMITIATIRaNNMIannee A IanaulageldeutuYe s e

Hnureanseaulau luiunngannumuas Iaely Multiple Regression Analysis

ANOVA
Sum of Mean
Model df F Sig.
Squares Square
Regression 71.432 19 3.760 40.340 0.000°
Residual 35.415 380 0.093
Rty 106.847 399

* NudAgynsatianseau 0.05

M990 2 MINEANTIATIEMTINAUveLUINIFRaUlaTaldan L NTUY DN TBYINIY N

Yo eaulay luunngunmamiuns

Coefficients

Unstandardized Standardized ]
FauUswensal Coefficients Coefficients ‘ >
B Std. Error Beta

AR 0.638 0.189 3.379 0.001
oy Who gBlneeles 0,104 0.041 0.130 2549 0.011*
pU What gU3lnanoants 0029 0.030 0.038 0.948 0.344
Foarls

s Why Wl Elndide  -0.024 0.034 0036 0717 0474
o When ilneadiels  -0.090 0.032 0.101 2829 0.005*
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Coefficients

Unstandardized Standardized )
fanuswensal Coefficients Coefficients ‘ 18
B Std. Error Beta
o Where giBlneeRlbn 0,046 0.036 0.075 -1.279 0.202
o HOW gilneitooendls  -0.005 0.030 -0.007 0168 0.866
o Content amauissiienala 0.090 0.036 0.094 2.492 0.013*
au Content Wl 10.030 0.032 0.034 0.924 0.356
Ay Content Uanuwamne  0.007 0.034 0.007 0.212 0.832
wndeyn
au Content nAuuzth  -0.025 0.034 0.028 0.727 0.468
vidoRnug
AU Content d519n5ua) 0.1 0.031 0.155 3.644 0.000%
PI0AMUUULIAY
AUANTTANN 0.246 0.042 0.254 5.836 0.000*
(Performance)
pugUanYnL (Features) 0.150 0.039 0.180 3.803 0.000%
AL et 0.021 0.034 0.024 0.613 0.540
(Reliability)
AuALEeARRD 0.098 0.036 0.129 2,750 0.006*
(Conformance)
AMUATIUNUNY -0.006 0.032 -0.009 0.191 0.849
(Durability)
PUAUYEEATEIALAT 0.164 0.039 0.206 4208 0.000*
(Aesthetics)
PuMTFUIANATN 0.011 0.035 0014 0311 0756
(Perceived quality)
o Contert anusstimala 0.090 0.036 0.094 2.492 0.013*

* JlludAynsatianseau 0.05
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ABSTRACT

This research aims to study opinions on operations of internal auditors towards
enterprise risk management at Chiang Mai university and to provide guidelines for developing
the work of internal auditors to manage risks effectively. The study sample consisted of 249
individuals, including 234 members of the risk management committee responsible for
developing risk management plans through the Chiang Mai University Risk Management System
(CMU-RM), calculated using the Taro Yamane formula, and 15 internal auditors from Chiang
Mai University, selected through purposive sampling. Data was collected using questionnaires.
The statistical methods used for data analysis included frequency, percentage, mean, standard
deviation, analysis of variance (ANOVA), and pairwise comparison using Fisher’s Least-

Significant Difference (LSD) at a statistical significance level of 0.05.

The data analysis revealed that different job positions and durations of work in risk
management significantly affect the level of opinion regarding the qualifications of internal
auditors according to the International Standards for the Professional Practice of Internal
Auditing in risk management at a statistical significance level of 0.05. This is particularly true
for knowledge of risk and basic information technology controls, as well as information
technology audit techniques. Those holding the position of internal auditor and those with
more than 7 years of experience in risk management have significantly lower levels of opinion
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than other groups. Additionally, differences in the level of opinion regarding the role of internal
auditors in the university's risk management in terms of strategy and operations were found,
especially in the areas of strategic risk management consulting and information system risk
assessment. Internal auditors and those with more than 7 years of experience gave significantly
lower levels of opinion than other groups. The research results reflect the limitations in the
attitudes and skills of internal auditors, who may focus more on operations than strategic
involvement. They also highlight the challenge of enhancing the information technology
knowledge and capabilities of internal auditors to align with professional standards and
continuously changing risks. The research suggests that internal auditors should be encouraged
to understand the organization's strategic direction and develop information technology skills
to improve risk management efficiency in accordance with international internal auditing

professional standards.

Keywords: Internal Auditors, Chiang Mai University, Risk, Risk Management
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Accountancy (2025) lafnwiunumvssnismsrsaounslulunsaduayumsiitugua
A3 TnsluunuaufulnTeu NsuSmsaanuides wagnsUfuRnungsedeu munideid
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ElHaddad et al. (2020) A nw1unumvssy asageuntglunenisuInisaudealu
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Un1IngrdeniasgvesUseinadide lagnuln n1sadueuvedy asivdeuniely
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ANUAIAYADNITUTNITANUALATIELNTANENT LALIRNIENITIEY TATIEN kaeT1euTadeLdes

pd)}

floransgnunemasidusumumnevesmingdoessdusyaniain nslsieuningaden
fi3sAmdes (Risk-based Audit Plan) gtaelnnsnsaaeusauuluussiunnuidesdifdod iy
Fsatuayunsdnduladgnsmansvesieuims vonaind nanisAnviuugiarududulunis
Fnassninernsuaryaainsiiiisane TavansnszduNIasgunsnTsaeunely ileduaiy
unumvasynraseunslulnddnenmlunsadvayussuvuinisaud s Sl mneuay

A0AARDINURLIN NN TUITNTIANTAUEL ALY

Abu Saleem et al. (2019) FnwiranszyuraInaAmNIInTIR@eUETUABNTUTINGAIN
\Aeswenannsluningramnssuvesseimavasiau lasdsannnseutnfn COSO ERM nan153de
Pt anuguaganuanninvesynrnaeunelulunsssdiuaudssaunisujiaam
nnszslou uazmansradeumiuudeiovestoya TraldsuInaeuUssAvEn1mueansEUIUNITUIVNS
arudeseensdifedify nsdndunisasadeulaediainundes (risk-based internal audit) uwazns
wilavssiuBanguuiouaznagns silygasivaeumeluainsnausuuamia fulgsmuguaslu
lpognamzauuaziung suilugmaanmugyidisaineuides wagnsenseduamNaINIT
vospsnnslunsuimanudssesaiussdnsam il siTeuugiesnnsmsasulunis
fiannosrUszneuvdnvemisnuasIsaeumely ayaang nszuauns uwaswalulad wesesiy

ASUSMSANUENSTuluszaze?

INNITNUIUITTUNITUNU MnsusTvgeungluinsuiRnundAynenisdnnig
Anudswadasansluainvatedn lunaziduninudesniunisyase (Bonrath & Eulerich, 2024),
AMULFLIAIUTOLEYY (Sari & Khudri, 2023), A313tdean1uUHuRNTS (Ahmed, 2021), A3l AU

n1513U (Wijaya et al, 2021) wagad1uid sanun1sinduguanaznisuguaaiungseide

c

IS [

(Accountancy, 2025) TagnuUszandnnuesn1snsiaasunisluaziiudusy1sddsdfaile
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L3 [y =

mslsmaluladarsaume wAdANTIATIEIVBYA WaENSTAYUNLNNIATIvARUTIBsTUANNIA DY
(Risk-Based Audit) aufsnrmannsalunisludiuinuidenagnounieuims el snddeiidn
yirsUNIANIAne 1wy singrdelulssmadide Saludunmadiiunuresynsadey
aelufiunmndegrsmanslunisatuayuidmnesesesans (ElHaddad et al, 2020) wuiieaiy

NI ANBIINUTLNATDTUAUT LU IR UAINYBINTITATIA@BUA8lY M elunualiug

59 MIEINTIRNPUTANTIUNITIANITTING

7 2 aifufl 2 (wquniau-Gonen 2568)



Journal of Innovative Business Management Research

ANNANINTIVRINATIRARUNElY NTEUIUNINTIIERY uaznslumalulad dnaneUseanininves

WUU%W}?WJ’]NL?%ENI@EITA&J (Abu Saleem et al., 2019)

3. szlaulsN1SANEI

3.1 YBULUANISANEN
mﬁﬁﬂmﬁqﬁLﬁumsfiLmﬂzﬁmiﬂﬁﬁamwﬂaqrgjymwaaumaiuff{amsﬁ"fmmsmmLﬁawaq
wnInerdoided Im@m’mﬂsauLLmﬁmaaamﬁ’u%mnaaumefLu (The Institute of Internal
Auditors: 1) wagn13UsMse A wommInerderdeslug (CMU-RM) ddloduindosioddalu
nsfuirdeunsuimsdanisnnelusedunminede
1) vouwmion : ﬁﬂmmiﬂﬁﬁamuﬁuaqg@linaaumaiuﬁlﬁm%aqﬁ’ums%’mmimm
Agannuannsgiuanavesisdnasiadeunisly Tnsianzaunisnanudesiu nisluduinm
LAZNISATINADUANAILALS TN Tz U UIUNITUS M TA LA BIYe LM A NE 1SRy
3¥UU CMU-RM
2) souialszang : Uszrnnailmnelunmsdinudsznouane 2 ﬂﬁjlll lown ‘Uﬁﬁ’]ﬂ’ﬁﬁl

v a

SURABBUNITIAYLEUUIANTAULEYS (ANENTIUNNTANULEEY) 42 duauluuyid nendewdeslng

Y v A

U 562 AY LLﬁ%ﬁ‘L{ﬂﬁ’]ﬂiﬂ@ﬂﬁWUﬂﬁ’WUﬂ’lﬁﬁ]i’Jﬁ]ﬁ@‘U.ﬂWEﬂu WNINPRBTEINN U 19 AU

' v ¥
ad v I~ Y [

3) Wuniig Ay IsAndendaoe1e : lunsinuassifnunvuinvenquiiesis
117U 249 Ay wusoonuiu unFiogwweyAANIYaIM N deiTedlud snunilsuRinveuly
A159AILNLUTNTAI1LLE BIUB AU UNLTEUUNNTUTINTANLE 89 a1 Inendeifoslva
(CMU-RM) Lilpsannnsnudnunuusssnnag@nunisinisimussuindiesulnediuimnaingnsves
yls 81U (Yamane, 1973) lavuindaoensdl fo 234 au lngleIsnisidendosauuutugd
(Stratified Random Sampling) 111540 4UT8 41N 5A TN 1LY LA 28 ui208 19N LA RA 24
(Proportional) lukAazdu anTuININSdNEY LazILIARIDE19TBIYARINTAITNITLNTS
psavasuneluy uninendedodva Benfosrnanisynaeunislu lnuiadessiinouniy

voya fie 15 Au lnglyisnsideniiegnaiuulangas (Purposive Sampling)
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1) 1A ol o7 lylun13siusinveya Ao wuvdeualu aselagszuuniianesy
(Google Form) uazasuwvuasuaiueaulaulungudisgranisszvuaisussudidnnseina

a a

CMU e-Document Ingiauuuugeuaainnisfinsweyaniond laun unuudmsaundesves
uinedededuy wazuasyuanadvsunisufiinuindnnmsaseasuneluiifsivesiu
msuivnsAIdDs Seuuaeuniuiuseonidu 4 au fil

a1ufl 1 veyaialuvesymeuLuuaaun laun e 81y sEAUNMIANY ULy
uarszeraINTNuATuANEss (Wuidenmeu Check- List)

audl 2 veyalfafunisufuinuvesgnanasunielunent suimsdanisaades
MuIInsgINaInanIsUfuasuivndnnisessaeunielu uusesnidu 2 f1u Usgnaunas
puANELTR waraunUFoRNY (Mslezuuuuuy Rating Scale)

a1l 3 veyaisrtumsufoinuresyrsaaeuneluinanonisianizanuideos
unAngrdodoslundsnuunuuimaaud saresuning doidosluuazuu soonidu 5 a1y
Usznauaiy augnsenans auUfuAnis arunisiiu amungindeu uazrevsdu audedes
(mslrAzuuuLUy Rating scale)

! .=4' a @ ¥ = °
aIUN 4 ANUARLIULATYBIEUBWULEY 9 (AnuUaiewn)

2) msmwaauamﬂWWSUENLﬂ%laqz'jaimalﬁﬁgmmﬁuq@‘Vi’%a;;LS'TJ'mﬁmﬁgmqﬁmmsﬂ%msmm
o9 uazmunsnsavdeunely Snuoun 4 mu finnsananudennassuetuuaaunalagly
AM53AsIEAREALEeRARa e (Index of item objective congruence : 10C) SA1 10C WY 0.79
waglvminenlunminendadesng S 30 Au MeassiuuudeunionageunTatiures
LLuuaaumuﬁauﬁwmiLLmLLuuaauamslﬁﬂajuﬁaasjw

o ' A A i . o ! v > aal ' a £
uaiauEeiela (Reliability) vasuuuasuanululnazdiuusnieisnismatdulssdvensou

w1Akean (Cronbach’s Alpha Coefficient) wumilamanudesumiu 0.98

3) Tinsigvvoyalaglyadiidanssnun (Descriptive Statistic) loun Aeufl A1sesas
Ay Aaudouuuinnsgu uaganALTeayNU (Inferential Statistic) ’Lsgﬁm%’umaauauuﬁgfm
LﬁaﬁnmmmumﬂshwaqmmﬁmLﬁum'aﬂmJﬁﬁ“@muﬁuaaajmmaaumaiuiuﬁywm 9 IAg a5
puiauUsIuUsEENsmMans loun sefunIsing umianuIaesTzIaINiuauATI e

M2835N153LATI¥NANLUTUIIU (Analysis of Variance : ANOVA) Laglil oWuIMaANA1998193
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1
o o

Yed1Ayagriinisnaaauauunnn 195189 laely3§ Fisher's Least-Significant Different (LSD)

[y [

sEAUTEEIAYY 0.05

=b

4. nansAnwLazaUsIena

1INNSANYINU UAAINTVRIMINGS s lnudsdvunnsulinyeulun153nviauuIms
ANUABIVDAALEILIIY WazKATIvdeugluvesunInedeedlnuineuluugeuauaIllny

Wuweandgs gasergiineudiaiuuinign fs 40-49 7 dszauns@nuuSayailn sunuaniniiu

N

UURNTS Tszezaihanuniuanudss 3-4 4

A998 1 AnedsuansnudndivnenisufiRnuvesnsindeuneluveamiverdededuine

1% ]

N159ANTIAUEFLWNLNTFINAINANTUURNATTNNTTIRaeunElunTINLay I8 U

Aadugean
WINTFIWANANTUGUAUIYIN o
ALRAY S.D. wlawa
n1sasvsdaunely
1) AunAR 4.06 0.67 110
- fmwgiieanetiosUssifiuvaundeseinsiin 4.22 0.67 wniiap
V330
2) munsufsheu 4.19 0.59 1N
- Ussiflumnuidssnismifuguanisufo 4.27 0.69 wniiap
Aoy arwgnaes AsuaIu uagmsdeioves
%ayjaaﬁaumﬂ%’mmﬁﬁu WAENNTALTIUIU

Haaukuuasuntuiunglusgduuinaen1sU]URauvess nsivaeunieluves
UININYFUTEURNITINNITAESINNLINTFIUEINaNITUG URMLIB TN T v Uty

ilumunaaniinaraunsuiRnuvensaaeuniglulunimsiu weiansansienu wun

auauandRvernTRdeunslureuInedudidduinon1sinn1samLEes AUl
' N ~ ¥ = Y o d' a ¥ a 9
ANRREgedn Ao ynsivdeuntglulinugiiganeiazyseidunarlriwimislunisuimsinnis
ALABINTUNITNITA dBAAABINUNIATFIUAINATDY The Institute of Internal Auditors (2017)

M52y gasaadeunglumsiianug Auile lazanuaansaennzauiiieanelunisuseidiy
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Auelulad iuTusenanalio

@T’]‘um3°dﬁﬂ’ﬁmumaa@j@iaﬁlaaumaiueamwﬁwmé'aL%‘&Nimiﬁfamsé’fmmﬁmwmgm
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wazALL afiovesvayAa TALINAR LTI ULz ST LI UABAAA DS TUHANTIA NWIYD
(Ahmed, 2021) la s un1s@nuvinansenuresninsradeunislunenisuinisninud g
U FiBnsaumasg s fifnuaneasunisly san1sidedluiiuan msufiiaunes

HnsIvaeunglunasnnaaiiunInsgiun1sufdanisnsiaasunielulinansenuidsuineyned

'
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YodAgnan1suinisanudsniuluinis Ineyasrvaeunigluaiuisodsediu asiaaey
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NsIANISAIEE YR dee st lunnsIlag e uniaateasan

nsUfiRuvesdnsvsauneludanisianisanuides
Mean S.D. wuana
AN R LRI 7Y

1. ATUESAENS 372 0.69 1N

- mﬂﬁﬁﬁﬂ‘%ﬂmtjﬂau‘%mﬂumiﬂ%’wqqﬂizmums‘u‘%mi 3.93 0.92 1N
AR LY MARTYILTIVIENSE

2. i 3.90 0.80 1N

- myUsediulomalumaiinnismadn wagmsisieea | 3.99 0.90 1
HaTI019AINANTENUAB ST UUA SAUNAYDINNTINENSe

3. AUl 4.40 0.64 mﬂﬁqm

- msUszdiulomalumsiiansyea wasmsliaseany | 4.42 0.65 wniiap
Aosflemamansenunaaumsiuesamingd

4. aung sadou wazotdy 4.26 0.62 1niian

- msvszdiulomalumsiiansea wasmsliaseany | 4.42 0.71 1niiap
Aesfionvaswanszmunoniung sulsu uazvetidures

UNNINEaY
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n1sufuRnuvasgnsiadaunielusianisdanisanuides

Y A . Mean S.D. wdama
YU INeaeTeing
5. AUTBLEES 3.82 0.67 ah
- mslnadinwreusmslunsusulsanssuiunsusms | 4.39 0.74 1N

ANMULELIANUTDLEESUBIUNINENS Y
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anwagNIaLlunuvsmiensadeuneluludagiundadduanudidymnenisnsisaeuniny
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ng setlev warvadiduvasuninglse tneyauuunuinnsluaiunisivainuiesdiu (Assurance)

wagnsluA1UInE (Consulting)

[
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UiunasuanuarnsuIsAEduiusfugdaiulaaiude degihlnnisssfiunnuded
AU uazazouasiusiwesesanslnesnavinzan Sauansdsaududulumsiaminis
UftRumesynssaeunglulvasouaquunndsiu Tnslamenisuimsaudsadegnifenvesiy
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é\’ﬂquﬁmam% (Strategic Risk) s{mauLLU‘uaaummLﬁuiwgmwaaumaiuﬁ
ﬂ’]ﬂﬁﬁ’lﬂ?ﬂ‘lﬂ’lEJIWEJU%WlﬂumiU%J‘UﬂEQﬂi%‘U’JumiU%WﬁﬂTmLéﬂﬂ%ﬂﬂ&g%ﬁﬁﬂﬁm%‘d@@%ﬁﬂﬂ'151/8
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a1udfjifns (Operational Risk) cgjma'uquaaumuLﬁuiwgmmaaumaiuﬁ
nsUsziiulontaveanisiinyadnuagszyfsanudseitfinansenunonisujsinuaiuszuy
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aelufiuansgnuidaninesaiideddymonisuimannudsm i lasgssaaouniely
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LVEE9TLNE2989NUSEUUASAUMARAENSEUIUNSINungluasans

1%

#1un153U (Financial Risk) EJGIE]‘ULL‘U‘UﬁE]‘Uﬂ’]@JL‘ﬁud’]Q@i?ﬂﬁ@ﬂﬂﬂﬂiuﬁmiﬂﬁzLﬁu
Iamamaaﬂmﬁﬂm%mLLasszqﬁﬂm’mLf?i'mﬁﬁmanswmamsﬂﬁﬁ’aqmﬁmmiﬁu lAeN15aaUNIY
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U9 (Wijaya et al., 2021) ﬁﬂmLmeqmiﬂﬁﬁamuma@m’maaumaiulﬁmﬁumﬁmmi
aud senunisiiuluesansnianie 4 gesUssnadulatide nan1sfnwaznoulniuan
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v

aung sulisu wazdataru (Compliance Risk) HABULUUABUIULAUIYATIAADY

agludinsUsziduleniavesnisiianainuwarseudenudesidnansenunan1suuRauniy

ngsvileu vetedu lngn1saeunuaugnaesvein1sudiniung seideu naninun vetsdu

ad a wa ¥ [ ! ¥ [ = yd
'Jﬁﬂ’ﬁ‘UQUGNWu ASUBFAY UM N €] dAARDINUNITANTIVDY (Accountancy, 2025) lafneunum

va3n13n5Ivdeunglulunsaduayunisidugiananis lneuunuausuiaYey N1sUsmMsAy
e wagn1suiiniungseileu numsideiduninlagnisdunivaguimsiuesansuunlvey
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ABSTRACT

This study was conducted with the following objectives: (1) to investigate the Self-
development needs in the Technology Development Division of the private retail business,
and (2) to compare these self-development needs across different demographic variables.
The sample comprised 170 employees from the aforementioned division, selected through a
probability sampling method using simple random sampling. The primary research instrument
was a structured questionnaire designed to assess the self-development needs of personnel.
The questionnaire employed a five-point Likert scale and underwent a reliability analysis,
yielding a Cronbach’s alpha coefficient of 0.952 Data were analyzed using descriptive statistics
including frequency, percentage, mean, and standard deviation. Inferential statistics such as
t-tests were used for comparisons between two groups, while one-way analysis of variance
(ANOVA) was applied for comparisons involving more than two groups. Where statistically
significant differences were found at the 0.05 level, post hoc analysis using the Least Significant
Difference (LSD) method was conducted.

The findings revealed that:

1) Overall, the technology development personnel exhibited a very high level of self-
development needs. When analyzed by specific dimensions, four key areas emerged with the

highest average scores: skills, attitudes, personnel management, and professional expertise.
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2) With respect to demographic variables, gender and monthly income were not
significantly associated with differences in overall self-development needs at the 0.05
significance level. However, age, educational backeground, marital status, and work experience
were found to have statistically significant effects on overall self-development needs

at the same level.

Keywords: Needs, Self-Development, Technology Development Division, Retail Business
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lnnswawiawesdaudidy Tnseraiaiuneinisi Usud suluauanindnuuay
ANMUING oY 13J16&Lﬁml,m'qﬂmﬂs¢hc§ﬁ’1Lmﬁw'uﬁ’u wwmosinmaitmuiauesliwseusuany
mawBsuulamosgsiaegiaue Frosrnsmsiveyaiiiolvdnasslumngautuanumesnisves
qﬂmnsiwmiﬁmmﬁaLﬁuwuuﬁ’ﬂwﬁ”mim dieflesansaglatimansissausznaufunisdaruam
Tuianypainsshewamwalulaglaesumngauuazasign Snisdsanunsntuduiuamaly

N dl g !
nstungeuuleuglunsimunyaaininely

a v

2. NTAULUIAALAZNG B INEIVBY

2.1 uunAnuaznguiitiearuanudasnis

Suriyaphongchai (2021) iﬁyiv?mﬂwma'sl'] ﬂ’JWN{;@Qﬂ’ﬁ IRERE: ﬂﬁﬁlqﬁﬂag@ﬂﬂ’ﬁ
Tneuduiuiannuddaesmuiinesnisuszauanudisalununiinisay uasdauadgnmmun
Fevwnelulauludsfiauniney Jaduusmdnduluyanainisuiulgnudsusamninssu
avlunuiesesnaluvgadsnienisious Anwiaindvinisuszaunisal i eRmulanssnaIn
Tunsufifan waglvammengmdfiinulussrnsividian

French and Bell (1990) na1971 uuwéﬁmww?mmwuaﬁ%mqma AUNYIYIUVDINULDY
WiefaguiinulndSauariimaseniniian SameaiinrwAniinmlnalunisnsuwunisiam fe
uyweLsansawalarsauauiuaranssowlunsufohnu

Maslow (1970) lgﬁﬂgquwﬁﬂbﬂﬂlﬁmﬁ’Uﬂ’li@J\ﬂﬁl (Maslow's General Theory of Human
Motivation) Lufi3dnuazeeusutuunsvats Tnsngquinisyslavesnalas fveauuigiuieadu
A2UADINTT 3 Usznis Ao (1) uyveyvnauiaunoinIsuaraIunedn1si deg naaniaa
lufifiduan (2) avunesnsiilasunisnevausuar Aagluduussgdladmiunginssniuneludn
Auneen1ssslulaiunismouausumtuiifiiussgelavesnafingsy way (3) AumeanIsTasAY

v

fidnwasiduadudu analugemuasuanuddydonuneanistualaSunisneuaueuad
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ANABINTTTugeRallaznuan 3 lniiuan aywedanunesnstuiiugiui sadduaiuddy
89A211AB9N"3 (hierarchy of need theory) iduduaulustuimuauesanseduitugiuanniig
Ugasedugean wuseanidu 5 drdudu i (1) AunesnImIesIsne (2) Aunsen1snanm
Uaande (3) Anunesn1anisdenu (4) Avmmesnaifiosioadodios wag (5) Arumesniafiuaany
Ay salludin
McClelland (1961) Hiduavnuia11unosn1591n119i58u34 4 (Learned Needs Theory)

Tnpaguan AU NSous AINA 0911591 NAANT LA 827 89AINA DEN1TT9gNN DR ILALR AL
1AREnTNTINTeIAREAY LaziFoulunsdinmaaiuinnunesnisfididn 3 Usenis Ao

1. A1MB3N"5ATMALSD (need for achievement) iiumtumasnisfiagyiinu lnfu
fusyAvBamanty funsgugeduludin daau uasmmemuaiunsn gefiaudiiavesy
wnmTsiavenanauuny AesnsANNIMLY AnadusTlunERy uaruRaruLEIL
s Mmsiiauutugdy

2. ANNUADINITEIUN (need for power) Lﬂumm&T@Nﬂ’ﬁﬁ%ﬁéauﬂfmﬂu a5193v3na
n3odudavovlufanssuves du uarmilenalunisaruauniedsniwamioyanad u
youmsutsiuluanunsnidlenialvaueasouhauduuaraunauiulunsidymnielanes
ﬁiaéﬁuéﬁ'u

3. mqm?aqmamm;ﬂmﬁu (need for affiliation) \iuaumasnsilagine nsninuay
Arduiusssnaeyeaakioedlnadn nenemsnwduiusnmuasinsnmlndsiu veuvinAanss

' v '

NFIAN NIsWUUEdIaTIR LLaSLLﬂ'N‘W]ﬂ’ﬁﬁﬂ’JUTJNWJFJﬂ'ﬁi’mﬁﬁ]ﬂiiNﬁUﬂQNW%@@\‘lﬂﬂﬁﬁ]’lx‘l 9

2.2 wuAnuaznuiiieafuNINAIALLES

Stigjanantachot (2018) NA1971 MSHAUIALLES Ao mwm?aqmssuamﬂﬂaﬁasﬂ%’uﬂqa
Wasuulas Wawnuewiesene Sala ey andeya wlafisfnenmangluauies Wanuos
\Wioanunsalanuies LLawﬁyﬂwj?iuiﬁmﬂsﬁu mnmﬁuqmaﬁamyﬁﬁﬂ

Woolner (1992) na131 NIWAUIYAAINT AD nswawesrmslmdussrnisunens
L%'au'gy(learning organization) LLmﬁmﬁJ%Lﬂumsysmmssz‘mﬁqmslﬁiaujjuazmiﬁﬂmumjwﬁwﬁu
Fearannsohansuiulaesiwaiiowasndusyuuly 3 dw o s¥AUYAAA (individual) wé’umju
ﬁ%ﬂﬁﬂﬁgﬂﬁﬁaa’m (work groups of team) tagseAulausu (the system)

Megginson and Pedler (1992) Flmdiuan mswauinues %Lﬁmﬂ,nﬂw‘%aﬁaaﬁﬂ%uagjﬁu
AEABINTa iAW miﬁaug LLazﬁLLﬁqgﬁﬂﬁlmé’ﬂﬁumsmumsﬁwmmm sameldil

1. miﬁaug (learning) ﬂ’]ﬁﬁmumul,aw’faqt%'umﬂmm’%auiﬁmﬁmwuﬁu wazirlaves

99AN3I1M8IN150¢Ls 97 92LANTUAINNIABAIINN1INLIIUIIE KnyARaludA1ue19
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A3 tuasansfiaglainnisiamiaues insenafeuazduslanerladudsinuemeanisg
WAEIRIUN

2. MTadunuLes (self-diagnosis) N13Tlag AR YARAMTILABIEITITIATIEN
LTI AABY LATTDUNNTBTEINLIEY Seaztiwoyansausftelrlunisunle Usuuse
HlBBNsEAUANLENANTAYBIULDS

3. msimua g (goal) Auuslansivdsdmanelumswauinuienizn e
fimunluuumalny wagiannaniudsls AodsdimsimuniieiludssiluvieTnamios

4. NIMINTNEINTT 1NZaY (finding appropriate resources) H& 19107 A1
FadmneFsusesian aznosanunsatmuaismsfiazhlavssquiimnedula Tasnismeanug
TugUuuuuazaunnuuasoyaiiiulsslosy waranunsaidodola

5. M3niiau (recruit of other people) LunmsmanumBmdsnsonaduayuan

'
&l

UAAATaUY Welnimwiaueslunisusgauanudiia yarafiandnfe iiousiumu 1a1une

] '
aa o =

s wlvgy Aivnweaudey fazannsnmoiuziinisdsugegaiiane weiolusg
Wivaneiingly nudseyaninnatusarlaroyanduang TNy

6. ANUDANULAL WYY (strickability and preserverance) ﬂ’lﬁL%'EJugmiﬂ’JUﬁ‘]ll‘lJﬁ'U
MsIINLRES neew aanu luneneguassafiazind uniemdnaoey aislaiiailiguen
dietanUszasaiinaliludnda

7. nsUsziiuna (evaiuation) N13#atUmanglunsUsTuAUBI WA NEUDINS
nseviiiu ussaulanine viednsdsuulaseslsiadu Tnenislnazuuu niesadivanglny
diounly uazinunmuesmely

Swansburg (1968) 1n na 1264 N1IWAUIALLEY Nu18F s N15ANBIU0IY AAD

dielvauesiinnugnamaiaindniinmmn fadunisaussauesngesnifuresyana wuns
Bougmenuios Ul unlumuedmaiaeenen feseansamlunissunulyguasaiu

ARISITUAIENTYINUNTBNSAN ST IND19EIAYIY
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ansoase fu)san

mméimm‘sﬁ'mmmmm

tadgauynna
a Al s =
voayamns chavannmalulag
1. e .
a Y = d 1] =
gananlanesnnsenrunrariiia
2. 91y
b Y v
. L AMAIYS
3. sEAUMEANYI —

b4 o
2. My
Y A
4. swlanamen )
3. MunAuAfA
5. AU ) p
) 4. ey luaenu
6. Uszaumsal lumsreu

£ = @
5. AMUMTUTHITIANMTLAAINT

AN 1 nsauwuiAanlylunsIdeY

3. 3auiun133e

nsAnuudeseuneIIRmuInLeeyAaIns diofmuinalulad s3ianUanesnns
wnwuwanis 1TunsiTei89d191a (survey research) fiussansyrainsiieiauinalulad
gafanUAnesAnsionvuianis Sutuviedu 293 au TaglsBmatmussuinvesnauiies1enae
ASANRIgRSYBS Yamane (1973) Millsefumnaidesiu 95% uavanumaainfiourenguUsznsog
0.05 lanaushegssiuuiiaau 170 au Tnefiedesdleflrlunsiteasadunuuaouniu (questionnaire)
wuseonfu 3 mou daneld (1)uvuasuatuf eafureyadIuyARA TIUIL 6 90
(2) wuudeunmREfUTeyARAINIAAEmBANT thefinumalulaBysianUdnesans
LONTUWRVEN 1 5 AT ULUUIATIERLUSEANEM (rating scale) 5 3#dU way (3) AruAnuiuay
%aLauaLLusLﬁuLﬁué”m%’uﬁﬂmwLLNuU%’UﬂqaLLasﬁwmqﬂmm NIUNNIATIAEOUARN YDA BT
Tnensaaaounuiissnsadaion wasmemdoiiy Jnsemeyalaglalusunsurosfianesdnagy
WemAadn laun Arenwd (frequency) LATATTOLRY (percentage) WANRAY (mean) 4AZAIAILY
Lﬁmmummg'm (standard deviation) LU’%EJULﬁauszjyayjam’]w?mmsﬁmummawamﬂmm lngdn
WUl 2 nau vhnsveaeulnelvaiinaseunnii (ttest) dmsunsdifaudsuinnnn 2 nquiululyada
LASIEMNIALA 8 (one-way ANOVA) #1NASITNUAIINUANA 1998 1957 F oA yn1ead @

NszAuANuARIAAdoun 0.05 axihluilSeuiisusen LSD LAZANUAATIULAZ UDLAUDL UL LA
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dwsuthlunausuuiudsaasiannyaans Taglommani (frequency) Wiseasdentemniudidan
OC faun 053Ul dauvedidaiminit 05 Aansandaeanmninlalyrasuaqudansuay
UULNPHIBI1Y TINHANSINATATIEIRAAES WUT HATIlABETEMIN 0.67-1.00 thuuudoUnH
ma@ed(try-out) $1u3U 30 g0 WTNMIMANMNTEILUUABUNILTUTIBYe TnsnsvatA ety

(reliability) UesUUgBUAMRSATU WU TNawiu 0.952

4. Han1523gwazn1sanusng

1. nansAnmszduAnLRDIMIRALNAWesTasyAaINT Hreiaumalulal gsian1Uanenns
onTuLaila dseduaunosnsiaauesnnsmey lusgduinn Tnsduunsanidusieniu
v 5 Ay FenelU

1.1 pruarag Ssefumnunosmsianinuesnimsseglussduainn Sudownanyaains
shettaumalulad gsRemUanesansonsuunailifimunsemiingdemududulunmsimuaues
Wi oAuAMUAluae e 1R L 8 Snﬁg’lmmﬁmﬁ'aamﬂ%&Ju'gmaam%’?m (lifelong leamning)
lnueuaulassaunsvatslutagdy W ewmuiauiesisauaniug Winwe Vauailviunenis
Wasuwawesdanuuazivelulad LLazmsﬁwmﬁnamwLﬁam3LL6zJ'qsz‘]’uqaﬁﬂﬁmiﬂ’mummmﬁ
arwdndey Suduusinsgguddyiiaaasuluyeansiinrsilunmstamemedunviunenis
Wasuuasuasiannueseyiate SvaennaesiuNanIsANYIY8a (Phunprasert, 2014) M1NABINTS
‘Lumsﬁ@ummmawamﬂmﬂﬂué’qﬁﬂﬁ’]ﬁﬂmuﬂﬁlﬂ/\lﬁﬂéaugﬁmﬂLﬁmﬁmm FJdinvaysNansAn
WU YAANSHiALRBINSALALsILALTOE s AULN

1.2 Anusinue :ﬁwﬁ’UﬂmwTaqmiﬂ’wmmw@mﬂwmuasﬂussﬁumﬂﬁqm duiilownain

ypansieRaumalulad ssnamuanesansionvuwreils usaiufsanudfnosnsimuinee

q 9
]

fsnduiiddey msegronihnusmtugauiidammaivaienamiuneins Sausidunosiam
finwrlunisdeansuarninasrmesestumehauitelvanunsaassarunalalunisvaulaee
wnBatu Sniaansatiluuulaluinusssniu duaenraosiunanisinuves (Boonmee, 2012)
AR esTsniinay Uisnndnnine weft 380 $1in aenduniadan nanisinw
WU yaansileruReInsimAeR Uy oglusiUIN

1.3 puviruai Sszduanunosnsiauinuesmrneglussdunniian suieswnan
yeanseeimumelulad gstanuanesansienvuuraile fmuafidauinifeafumsiamaues
Iensnsausuiuasiulalunsoutuasanslaluewan fuuuesuasiiauaifidanemomsUdsunlas

YRUAINAMLAAUITYINANITY N UN LD BRBANUSINL BT ULALIU FluaanAasItuNaNISANEIVDY
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(Boonmee, 2012) pumasnsitaAuDwasiing IS manmIng it 30 $1f awndunia
Faa HANIANYINUIY UAaINTTAI1NA DIN T AU ULes 1utAuad oy Tuszduan

1.4 aunisiauiaand savgluaissy $5dunnun ean1si AL uLeInINT I
ogluseduaniian Suidosnanyaainsdreimuinalulad g3ianuinesansiensuuani s
pszvtinneudsmaluasnuiudddyiiesofiausyansamlunsinusesanusiulalunis
dndulavdounlutymilaesudusunnty Ssassafnonisimunmiusuasinusamenidaesig
nowosdslugonnassiunanisinues (Leelachat, 2016) pumesnsimuIYyARINTABaTiUALY
ANIAULUNALANERT AN IFUTIIUAANT HAMITANYINUI YARINTSIAINABINSHALIALLDS
pumsUImseglusEAULN

1.5 @T’mmsu%‘mié’mmsqﬂmm ﬁwéfummﬁyaqmsﬂ’wmmmamwwmuaqﬂusw‘i’u
uinfian swd eswnarnyaainsdewauinalulad §3fan1Udnesnnsienvuunand g
seadiudseuddyesumsuinmsdanisyaainslasemgiioflenanasguafinnunioviney
sufufugsu oadulugUuuurumsnunsuimsiisndnisanunsiie sesordermaaluns
doans amgghmamaiy uazanulalumupnmssIAaL YRS BadonAnpItUNAMIANYIVDY
(Yoocharoenpong, 2021) A umesnsiauauesesypainawautadiosua suneilosay3
Fawinvay3 wamsfnwinua qﬂmmimméfaqﬂ'13ﬁwmmuL9451uﬂ13u%mw3agi1uizﬁumwm?‘ia;m

2. wamaiUFeuifisunrunesnsiannueesyraing dhefimumelulad gsfaatUinesans

wnguwanily SuunauaaIunmEIIyARa launine oy siunisine Telaneidiou aniunm
wagsvaumandunsvhoy aunsoefunenaladmelui

2.1 thevianmelilad gshaauanesansionsuiamils Suunatume Saunoansia
puean s luuanans suidosnanyaansiieiammealulad inawe inemds uaz LGBTQ+
WindamudAgresniswauiauesluyn 9 au luanasiu ﬁymmmi AT AUVALAR
pumsiRueId sy luaeny weeaunsuimsdantsyeaing Werfiunnusiuaduondnuas
Uﬁﬁ’amuﬁaéwﬁﬂizam'ﬁmw FedennaesuNansAnyIveY (Taweechip et al, 2011) ATWABINTG
M dnenmvssyaansgsRalsusalummine1desvdy WangaymamuAs ansAnwINUI
yaansdim eI W TuusnAey

22 theviannmelulad gsfanUanesansionvuumii Suunnueny faruneansia
PUBINNTI Uaneneiy Suilesnanudeanmnyransheinumelldadfiduausdlmiibul
sdumaluladaunsanidsweyala aasa Fefuurluuwauinuoslug yuuud wuaste
vuziyrainsasTey vy g uiufuzuuuumaioughuudain guesarysyaunsaiiuanmig

ﬂﬂwal‘lfiLL‘LJ’J‘VI’]\Tﬂ’ﬁWy{?lJ‘lﬂG]‘lJLENKLULLG]ﬁ%ﬂi’)\‘i@’]ﬁ!ﬁﬂ’l’]ﬂﬂﬁ’]ﬂ%ﬁ’]ﬁl FIADAAADINUNANITANYIVD
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Salalong (2020) mmé?aqmﬂuﬁmmmuLaasumsgfmszjmﬁﬂg Feimdnauuniiuiinsinusseudne
A 13 Faviness HaMIANYINUI YAINSTIATAADINTALIALLEIA NI WAy

23 dhemuinalulad gsianUinesanaiensuuneands S1uunniusedun1sdne
famumeIMIRAINIEININGIL uananstu Tasnmneauitaued sudoananyaansteiam
wielulaBfifiseAunsinwumnmeiulsagmoufafiugiumsanufin yuussmonisvhausasd g
Tunsiimunuesiila¥udvnansdiunsine ‘qﬂa’lﬂﬁﬁlﬁizﬁuﬂ’liﬁﬂiﬂ’]@ﬂﬁﬂﬁﬁﬂﬂﬂaﬁLﬂﬂﬂg’l\‘iﬁia
maGeuzuasnauiuiatumeluladlu q vasfiyeansiifissdumsinwmnaenadiyumeansiam
puedludmovaussoiinnnmmsiaLIAueRiionun T Siliaonnansiunanisfinynes
(Taweechip et al., 2011) mméf@qmsm'iﬁ’sumﬁﬂamwmanwmmqﬁﬂsqLLiuiummwimawé’asﬁedﬁg
UINFVTAATUAT NANTIANWINU YAansTanunasn iAo v Tuaney

2.4 trewauimalulad s3eaUdnesansonsunnanis Suunauselanoiion
faunosnsiamIaweInIwgy luuanae Suideaninyaainsiieimuinelulad aszudnds
mﬁﬁwmmmmLﬁuﬁaﬁ’aé’wﬁﬁgﬁa*'nmaﬁiaiaﬂwaiuﬂﬁl,f?mimLLazlﬁy%’uémaULmuﬁqqsﬁu RN
g PuTinuekardnenmessmeiiles Juduuumsiineluannsnsesiunnudeunadinesns
winzaw 3sliaennaasiunantsfinmves (Phunprasert, 2014) AuneInIslunsimum L8
'qﬂmﬂﬂuﬁqﬁ’méflﬁﬂmuﬂﬁh\lﬁwéaugﬁnwmﬁaqﬁmm Fanfavays wan1snwInuan yaainsden
PRINIAALNILLBIN NG UANAISTY

25 dhevimumelulad gsRamUdnesansionsuuamis Suunauaniuam feuneins
FauImuesnInga uana1atu Tngamizaiuamg wagauntsiwuand samgluaissy
dudlonnanyaanseheimumelulad oafimasgmniiaranusuiavouluiinausfiuannnefy
aounmlano1aiinaiidavegulunsFouguinmi awalndwulsiiosanunadisyueugla 4
Loz savgantzniad el wlonaluniaid sudunus lusaei yaansi daseunsn
fnagimsanmsiannruedugsmesmsiuaduor@muasnstharusuussgnalalassdunuusesn
L‘ﬁaiﬁtﬁmUiﬂaﬂiﬁqqqmﬂgﬁuﬁmm%wLLaﬁiméau@h FaaonrapafuNansAnK (Nakgul, 2013) A3
poan1slunisauinuiesresyaainslulsang1uiasunf uf nan1sdneanuan yaaing
fPNUABINTAALIN TN WAy

2.6 sheimumelulad gsfaaUAnesensiontuunaile Suunmuszaunmsalumsyiney
A2107 DIN TR AUINULDININTIY UAnA 19U Tnglaniga Ui ALAR LagA 1N AL
arudemngluameau Suidennanyeansieimuimelulad fUssaunisainazanuuinyou
fivannvanesudnumzvssy yaansiiilszaunisasnndnlvanuddyfumstanimnilunis
yhauaznisuImsians Tusefiyaainsiieg luriasunuvesaneedndinyanulufiniseduass

ANUTEIIQYRNIZATY WpenseRuaussauglunsuuRnulnliussdvsnmungu Jedennaeiu
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HAN3ANYIVeY (Phunprasert, 2014) AnunaINslunsiaLIAULEIasyAaINslUdind1inIUNIg
Trvhanuginadiesingt Jwinvays nan1s@nynud YaansinauneinIsiauInuenIme Iy

LANAISAL

5. YaLEUDLUY

5.1 darausuuziitanisiluly
1. dhevaunalulad gsinidnesrnsiontuuvemils Ufuuamensuimsdanisuas
wauyaainsvianudengu Walenialuniswamuinesianienied faududunesu
slassmsiauyeaInsivainans 1wy nisdaineusuiaunnuinuensdeas n19sReses
wazmsluiuminlandu wsewaiiuayuanunmiluaeordwesnadussuy
2. theudms gsienuanesansiontuuinile dualuguniwnisuarlavesynainsaug
funsasdlenanisivlalununiinisau delnyeanaiaussgdalunsfaumuiedunn 9 a1y

anvadianunuuseveuvglunuienadugUassanenisimundneninueayaains advayu

NSy UINaenAaRIiuNIAluNLLS

5.2 fawruauuziianisiiseafadely
1. arsfinnsfnuTased i8S wan oaun 09N IR ALINLLOIUBIYAAINT HIERAL
welulad g3ianiudnasensensuunands Welnannsnnausunisiauiyaainslnsangga
LAENDUALDIADAINADINTTUNTI
2. rsfin1IAnE VT sURBUTEAUAIILA BINTTALIAULBITE VA 1ING UF UV 191U
diolmanlafennnuunnm1eresnunosnsluLAAENA ULALAIINTNDBNKUUKLLINIIN SR

wigauanznaulaeesiiusgdnsnmn
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ABSTRACT

After the COVID-19 pandemic subsided, health awareness and fitness activities
significantly increased. People have become more focused on exercising, both in fitness
centers and at home, leading to a growing demand for sportswear and workout equipment.
Recognizing this market opportunity, the researcher aimed to study the factors influencing the
purchasing decisions of fitness customers when buying sportswear through online channels in
Bangkok. This research seeks to understand consumer behavior and needs, ultimately guiding
effective marketing strategies. The study aims to examine the marketing factors affecting the
purchase decision of fitness customers when buying sportswear online in Bangkok. The key
factors analyzed include content marketing, consumer behavior, and perceived quality. This
research employs a quantitative approach using survey methods. Data was collected through
online questionnaires distributed via Google Forms and QR codes. The sample consisted of
400 fitness customers in Bangkok, and data was analyzed using percentage, mean, standard
deviation, and multiple regression analysis. The findings indicate that most respondents are

male, single, self-employed, hold a bachelor’s degree, and have an average monthly income
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between 25,001 - 40,000 THB. The results show that content providing ideas, reasons for
purchase, selection criteria, and perceived quality significantly influence the purchasing
decisions of fitness customers when buying sportswear online at a 0.05 significance level.
However, content that inspires, offers solutions, provides guidance or knowledge, creates
emotions/entertainment, identifies the customer, specifies what they buy, and where they

buy from does not significantly influence purchasing decisions at the 0.05 significance level.

Keywords: Content Marketing, Consumer Behavior, Perceived Quality, Purchase Decision
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ANOVA
Model Sum of Squares df Mean Square F Sie.
Regression 19.187 12 1.599 17.677 .000*
Residual 35.005 387 0.090

U 54.192 399

* QtludAgNsadAnszau 0.05
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soulanlunsannumuns
Coefficients?
Unstandardized Standardized
. . Coefficients Coefficients
AU InennTal t Sig.
B Std. Beta
Error
fAsT (Constant) 0.773  0.296 2609 0.009
Content @319usstunala 0.058 0.48 0.058 1209 0227
Content TvloLfs 0.13¢  0.044 0.155 3.088  0.002°
Content UsALWINILAT M -0.48  0.044 -0.58 -1.099  0.273
Content TR uuzdwiseaui  0.032  0.053 0.037 0.608  0.543
Content @519915u8d / Ui 0.016  0.051 0.20 0.307  0.759
Who (la9) 0.036  0.040 0.052 0910  0.363
What (a¢ls) 0.058  0.052 0.055 1123 0.262
When (iflolw3) 0.000  0.043 0.000 0.008  0.99%
gnﬁws‘gaﬁiwu (Where) 0.022  0.040 0.030 0.545  0.586
gﬂﬁn%amsmmma’m (Why) 0.196  0.043 0.244 4511 0.000°
anAdenagls (How) 0.095  0.043 0.125 2191 0.029"
MIFumuAMN M 0.236  0.052 0.206 4.496  0.000
* ftfudfyneadffisesiu 0.05

5. a3Unan1sAne

MNMsAnuIteides “ﬂa%’aﬁlﬁmam'amiéfm?m%%aLgaﬁwwmqﬂﬁﬁ\lmLuam"]usu'mmnaaulaﬁ
Tunsammamiuns” Tngldtadedunginssuvesiuilng (Consumer Behavior) %4 6 #u I
AU Who lasAgnan fu What Qﬂﬁwsﬁaaxli AU Where Qﬂé’ﬂ%@ﬁlm AU When Qﬂﬁﬂ%&ﬁﬂiﬂ
F1u (Why) gnéndemseimamaladu How gnénidensgidls Jadediunsnsnaiadadon
(Content Marketing) W1 5 #1u luf &y Content a¥1euseduniala s1u Content Toilaie
71U Content UsnuuInIuAYgn1 o1 Content IiAuwuzUIm3aA1183 Lava1u Content

#5190N5uasEANNTULAY LarUadeaunissuiaununn (Perceived Quality)

Y 9
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(Why) fiBn3warenisdnduladoidofvesgndrfiaiuautemnses uladlungunnaumiuas
Joann matieveshutemsesulatiieifiveuazanauielituiuiion aunsadendedudls
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v a
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P Y a Yo aa P a = ) v v A oA oA P &
Wen {uslaalasusTianngldauass faglimnnlasuteyanindede asrauszaunisal
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nsindulagelunan §eaennd 09nUITUITYVe Yoskarawarakit and Taifahphun (2018)
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a | X oA a a o ' a Y a v a g a a & °
Ju wud WelsewenniieneIulinarengAnssuvesiusiaalunsdndulageuitiensIudulsedn
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