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Psychological and Social Factors Influencing
Innovation Acceptance Behavior among

Academic Support Staff at Srinakharinwirot

University
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ABSTRACT

This research aimed to (1) analyze the relationships between social situations,
psychological characteristics, and innovation acceptance behavior, (2) assess the predictive
capability of psychological and social factors on innovation acceptance behavior, and
(3) classify academic support staff based on their innovation acceptance behavior. The sample
comprised 364 academic support staff at Srinakharinwirot University. Data were collected
through questionnaires and analyzed using descriptive statistics, correlation analysis, stepwise
multiple regression, and cluster analysis. The findings revealed that (1) innovation acceptance
behavior was positively correlated with situational psychological characteristics (r = .645),
dispositional psychological characteristics (r = .625), and situational characteristics (r = .582)
at the .01 significance level, (2) these three variables collectively explained 56.6% of the
variance in innovation acceptance behavior, with situational psychological characteristics being
the strongest predictor (B =.342), and (3) staff members could be classified into three groups
based on their behavior levels: high (26.92%), moderate (42.86%), and low (30.22%). These
findings can be applied to develop targeted policies and strategies for promoting innovation

acceptance among different staff groups.

Keywords: Innovation Acceptance Behavior, Psychological Factors, Social Factors, Academic

Support Staff
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6. 75ALUUNITIVY
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AsuAsUNSIsw Un1sfnwn 2566

1) NMSAUATUIANGUAIBENS
nsivunrIANguiIeendlygnsves Krejce and Morgan (1970) Nisgduananiaiu 95%

ANUARIAATEY +5% Laglvgnsnall

n = X2Np(1-p) / [e2(N-1) + X?p(1-p)]
oo n = %uwmamﬁuéﬁaéw
N = YUIAVDIUTEIINT
X2 = elaauadsil df = 1 fiseduanudesiu 95% (x2 = 3.841)
P - dnauvasdnvaiiaulalulsvuing (Svual p = 0.5)
e - szdunRmALAABuTiEENSUlA (e = 0.05)
Lmuﬂ'ﬂuqm
n = (3.841 x 4,000 x 0.5 x 0.5) / [(0.052 x 3,999) + (3.841 x 0.5 x 0.5)] n = 351

uenanil (iesanmsiiasznmsnnnsenauaesiivuInfae 1908 LY 10-20 117
ypafauUsvune (Hair et al, 2019) Tumsfinwildifuusiiune 8 & 9nmsdiuanilanquiioss
Fush 351 A uaziiieastumsgameveseya yIseTadfisvunaiaes1sdn 100 sy 386 au
uiiSlonavde UMLgNABITEYALAIMUII T51uau 364 A AamnsatiuTiesevueyala Fau

YUARIRE1NAANERST Krejcie and Morgan Faiilganadmiunisiiase
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2) msduAlage
Tﬂ?ﬂflsqimwu%y’unﬁmué’méau (Proportional Stratified Random Sampling) ftumewsiail
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2.3) 1603%13?@@81‘1%518 (Simple Random Sampling) SLuLL@iazﬁﬁuq:ﬁ
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1) AMINTIVEOUANUATUTUUDY (Content Validity)

Yy o '
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ewdjuanig

- fmnumdiiaruaenaass (100) AuEn37d (Rovinelli & Hambleton, 1977)

_ findenvafanuiidan 10C = 0.50

- USuussvednuauALuzine sl a9l a1 10C iadu wniu 0.95

2) msveasdly (Try-out)
- naaeslafuypansapaiiuayuivinsiililsnguiesns S 30 au
- 31As1ERA1E1uNas LN 8T8 (Item Discrimination) Tnglyaduuszdns
avdiusserefunsLLLSIN (tem-total Correlation) Aa3aves Pearson

- Kaidenvedilan r > 0.20 (Field, 2018)
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3) mMsaudesiu (Reliability)
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Alpha Coefficient)
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AN Cronbach's Alpha Coefficient Weaty Wi 0.89
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6.4 NM3AATzdaya
1) man3sudaya
1.1 ﬂ'lsmwaauszjyauvaqu,ma (Missing Data)
- AATENULUUMIGRMETEITaLAME Little's MCAR test
- %’ﬂmisﬂ)ayjagzgma;w%% Multiple Imputation muAkUENYD9
(Tabachnick & Fidell, 2019)
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1.2) N15ATIERUTERNANLBIRU
- NNSHANLIIUNR: 1{; Kolmogorov-Smirnov test hag Q-Q Plot
- anundwdaau: To Scatter Plot
- m’Ja",ﬁl’ngumaWW: s[,‘gﬂ"] VIF < 10 ez Tolerance > 0.1
- anadueniusvesaaudsusiu: 1o Levene's test

- anundudaszveirnuraiaedau: T Durbin-Watson test

2) m3asendayaniuinguseeasa
2.1) Msasgnveyaidesnunigadanssaul laun adud sevar aady
wazauJeUUIINIgIY

2.2) MIATIENAN TN UTEAn

Cal

@3N 1: Pearson's Correlation

ade

ee

nUs

€

mqﬂ’iza\‘léﬁ' 2: Stepwise Multiple Regression

o)

(%

- ’Jmml‘izim?;ﬂ' 3: K-means Cluster Analysis, One-way ANOVA, Scheffe's

q

Post-hoc test

2.3) inunnsvegaeuludfgy TnenmunssauludAgnadan .05
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NOANTIUNTHOUTUUTANTIULATNITIMUNUTLLANYDIUAAINTAUNGANTIUAINANT HANTTITY

v

wuseanidu 3 arud1dy mudnguszasaiingly yideaunsaasUnanisidoaiunsanuniy

Y
Tngusvasalagail

'
[

Tguszasni 1 1iaIAT1ErANNENIUETEIINENIUN TN N IANLAEINTNYMEYDIYAAINT

awatuaydvinsiunginssuniseeusuuinnssulunmsujifa

a5 dENUI woAnssunissensuuinnssuvesyAansasat AL IvINsAANTUS
n1auIney i deddynsad ddunndauusi Anw Tnefaudusius geaaduiadnuns
PINAAILNNTEL (r = .645) 50904nAe IndnvnsiA (r = 625) Wasdnwaraniun1snl (r = .582)
%qLLamiﬁLﬁu’J'wwqaﬂﬁsmmsaau%’uui’mﬂﬁsmﬁuagﬁ’u?ﬁmé’ﬂwmxmq 9 Immawwswmﬁﬁﬁuasms%’ug?

AMAUBILINNTIN @udnvaranuNMsunTunUILLRzlaudiusuesNaninX

21585M53BuINNTIUAITIAMSSSia 10

U9 2 atu? 3 (Feunuiau — WeusuIAL 2568)



JIBMR

Tngusgasan 2 Wedssdiunuauisalunisiiuwenginssuniseensvuinnssulaely

FvhungnuIndnvaekazan UM I IedIny tagssydadedidglunisiune

AN919% 1 NamﬁLﬂiﬂs‘mmﬁﬂmaEJWWQQJLLUU“?J’W\E]‘IJ (Stepwise Multiple Regression)

Model R R? Adjusted R? SEE F Sig.
1 0.645 0.416 0.414 0.512  257.842*  0.000
2 0.728 0.53 0.527 0.458  202.876*  0.000
3 0.752 0.566 0.562 0.44 156.324*  0.000

*p < .05

MR 1 ms’?msww?nwmﬂaaawmmwu%umauwuiw Faudsiia 3 laun Sadnuae
ANANIUNNTE SRdNuMLAYN LardnuNzanIuN1Tl @110 INAWIINENgAnTsUN1SEENSY
winnssulada 56.6% (R2 = 566) Insdndnwagamaniunsndsuiamesiuiegan (B = 342)
AUAIEIRS N B (B = .298) wazdnuaizanunisal (B = 252) Fanan1sviunednduan

NS ANTUYDIINAN WU ATUANTUNTUIT AN NG ANTIUNTHBUTUUTNN T TUINLTUNWEFU

PR

o

nRUsTaNAn 3 o UWUNUTENNVBIYARINTANUNGANTTUNTEONTUNTANTTY

A19719% 2 Namﬁmi’lwmﬁmﬂqu K-means Cluster Analysis

Cluster U (AL) Sowaz STAUNGANTITH
naul 1 98 26.92 o
ﬂtjuﬁ 2 156 42.86 Urunans
naui 3 110 30.22 i1

52 364 100

A13197 3 ALRALNGANTIUNITEOUTUIANTTUVRIUARLNAL

fu ngudl 1 (g0 nguil 2 Wwnan)  ngudl 3 ()
ITUANIATIG 4.52 3.85 3.18
msthluly 4.65 3.92 3.19
AaRET 4.59 3.89 3.19
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A151991 4 HaNITILATIENAMULUTUTIUNIAUAET (One-way ANOVA)

wnaIAULUIUIIU SS df MS F Sig.
£yNaNGY 125.85 2 62.93 248.65 0.000
melunay 91.45 361 0.25
39 217.3 363

A19197 5 Han1sUTEUTiguTeanIgTs Scheffe

nsiBuLiguIsEndnengy Mean Difference Sig.
a9 - Yrunang 0.70% 0.000
g9 - 1.40% 0.000
Uunans - o 0.70* 0.000
*p < .05

NAITNT 2-5 HANTIATILNNISTANAN (K-means) nudtyrainsgnituunesnidu 3 nqu

loun nausesugs, nauseduUIunany, wagnquszAus lagnquidingAinssuniseeusuuinnsugsn
3117u 98 AU (598aT 26.92) uariAady 4.59 aunquszaunilinnaie 3.19 lnenguseaugs
fidnuugiaude aunseieTesulunswaimianug wazdildly aaunaussAuliunatsuagen
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an1un1Ial (r = .582) denAaedfiuauideved (Tr et al, 2024) vy TwusssuesAnshatuayy
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ABSTRACT

The objectives of this research were: (1) to study the current situation of marketing
communication at Protpittayapayat School, The Secondary Educational Service Area Office
Bangkok 2, and (2) to investigate appropriate marketing communication strategies in the school
context. The study employed a mixed methods research design. The sample consisted of 361
participants, including teachers, educational personnel, parents, and students, selected
through stratified random sampling, as well as 9 key informants chosen by purposive sampling.
The research instruments were a five-point Likert scale questionnaire and an in-depth
interview. The quality of the instruments was verified with an 10C value ranging from 0.67 to
1.00, and the overall reliability coefficient was 0.89. Quantitative data were analyzed using

descriptive statistics, while qualitative data were analyzed using content analysis.

The findings revealed that the overall level of marketing communication at
Protpittayapayat School was high. The highest mean score was found in the area of brand
identity creation, followed by stakeholder engagement with parents and the community, and
the integration of digital and traditional media. The interview results highlighted that the
school’s key strength is its curriculum entitled “Choose for the Future”, which responds to
learners’ diversity and enhances a clear brand identity. However, limitations were found in

terms of resources and personnel for digital communication.
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From the synthesis of data, five appropriate marketing commmunication strategies for
Protpittayapayat School were identified: (1) creating and communicating a clear brand identity,
(2) engaging parents and the community, (3) integrating digital and traditional media,
(4) developing staff capacity in communication, and (5) conducting continuous evaluation of
communication. The study concluded that marketing communication is a strategic process
essential for large public schools in urban areas, as it helps sustain student enrollment, build

trust, and enhance the school’s image in a sustainable manner.

Keywords: Marketing Communication, Integrated Marketing Communication, Protpittayapayat

School, Educational Marketing Strategy
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Tadgszaulan wu nssualaniiinu nmsuvsdumaasygianduiniounienug uaznisidsuula

'
@

auineluladfsva loiwmdamanaisin 185ansAnw uazanuaaniswasyUnasos yamwy
wazdsnslaense anudnuilugiuzanituasisuziviionsitaunuindesnisnionenmiug
waspsvmLiidu ssansidiusiaassauela mmdeiiu uarnmdnuaideuan ogilaiule
adevnnas (Fullan, 2016) ﬂ’l'ﬁU%Wﬁf\Tﬂmim'ﬁﬁﬂ‘bﬂE{ﬂiﬁﬁﬁﬂgaﬂﬁﬂ’nuﬁ’lﬁiyﬁu NagNsN3
doans Adfimmauazmneditaou Tnsengludnuiinsuestuausmninmsinuiistuos
nowllod

[
o w Al

pilaluesasliodfnnlasunmsyensuluseauuiuimfne “nsdeasnisaainiianisAnuyl”

<

! v

(Educational Marketing) %Qﬁ'ﬁﬂg’mmﬂLLmﬁﬂmuﬂ’lima’lﬂ‘aaﬂaﬂf;ﬂimﬁ’ﬁm&: (Kotler & Fox, 1995)
warlnsunsimunesenaidaduddvins (Oplatka & Hemsley-Brown, 2010) N1538d15M150@7A
Tuamuﬁﬂmgn:uam'ﬂLﬂuﬂalnwé’ﬂiumﬁLmaLLwéﬁmé’ﬂwaj (Identity) AAIN LarAlAALALYEY
89ANINSAN Lﬁaa%uwms%’ugyl,l,awnmL%aﬁumﬂﬁjﬁ'au t’;ﬂﬂﬂim wardapunening mnlsadeulad
famensaeansiiduszuy %qmLL%qc;ﬁumsS&JumiaauﬁaqmmwmawhigﬂﬁflLauaaaﬂlﬂaéNLﬁu

Fneaw awalilsaSeueradeseulumsuesdy uesdnunmaneluiigainm

TuvFundsemalng nsUfzumsfinwinazszuuussifiunuainlusisasmassuiiniusn
lanadulunanu@nwynussinnasauaniesn fegunmuazinasguosiadugusssn ludfsdy
Faenansunsiniinsdemsneasizayaiey selsfinnu Tadeusuunddvaud o fissnu
nsFeunisaou vairfinisly msfeansmanainidenagys nugnagias 91uwea (Phoolsawat &
Jureekes, 2016) 1auai1 annufnusidunosleindosflonanisnain 1wy n13lATIE9 SWOT
msﬁmumi’mqﬂszmﬁﬁ'%maiﬁy nsfvuanaIa mane wazn1slyaiulIraunIinain 6Ps
(Positioning, Product, Place, Promotion & Media, People, Process) mU@'ﬁ'Uﬁﬁmii:u CSR L‘W'aaiyw
mmé’mﬁuéﬁw&gmuLLasmwé’ﬂwajﬁ'ﬁmmINL%u VUi Sappakun et al. (2019) U3
nagnsnsraaludamsUszduius Juins uaensasiaedenns dnalasnssmenisindulainn
A TesanglulsaSousguamunslnnguesiinusdugs nanisidedinanagneun mamainiite
msdnwlalufisamsuszanduius undugvsmans Aidenlesgunimmsuimsuagaunamises

uilenulnaiudsneiuenaduszuy

21 7158150115338 TANTIUNTIANTTI SRR

o o o A o A o
N 2 atiun 3 (FoufugIBU-lHausUIAN 2568)



Journal of Innovative Business Management Research

Jaduanudinuar s nsdirnfinnnunmenina1d Ussnalngmauugdnuyeaoiyoens
Wuguuuy snsmsinanatnaiiied awalnduwiulszrinsiaseuduulusanadusseren lsaseu
M9 9 Fanesatuiuegisanvuiiesnwduuinssulazinwguaeluve UNATo LAY

WU n1siinagnsnsdearsnmsnaiafidaaunariiuszansnim Sanareidudeulvddyneniseysen

warnsiulnvasanuAnY Ingmniyluwndleaniilsassurangkakratunulununvienuy

Tsassunseinendn ludandinmuand ufinsfnwiiseudnwngannuniuas 1 2
dunsdidnuiidauunauls TssFeuunsdidulsadsuisen@nueessgrunalugfives Siuiina
13715 YniFounin 3,000 AL wagddunstuind sundngasaniufnuiiinainuaieauuuIfn
“Choose for the Future sunaadenla” (Protpittayapayat School, 2025) \ONBUALBIAIULANAI
maqnzjl,‘%au LLmﬁmﬁaﬂénaamﬂgaﬁwqwﬁwnﬂmmwm Gardner (2011) ﬁﬁqﬁwuwﬁﬂammjﬁau
sounu wazilalonalninidewdonaunaniagoug muauadavosauies arulaaiay
Tumywwé’ﬂqmuasﬁ’ﬂamwmamﬁuﬂu paudadsanse v anslafunisd oansldeansnse

WHOATINMITUTLALANANYUTUANANS

aeslsfinu lsasgunsninendndundayTyniBaljiavaeusynis MemsasenuTlaiy
yUnAseaiEaiuguNMNISEBUNsaou nsuvsudulsneulnaides sufemsdoansgaudauay
aralaanulugsnquilmanelulaessiduazneides mnlsaFeusnnnagnsnisdoansnmsnain
fuduszuu mnalaiUisunuaunimuasndngnseraluansagnueneragnissuzvesdaauleaii

Yuzipeni ndnvamedsaieunonaluasneunun LT3

w1911 lUUSENAMENNA N TIUNUINUBINTUSE N FUNUS AL NSEBANT L UEDUFAN Y
agu waaulngydinsauuluilsasedluseaunilurselsassuenyunianurassialunsaidy

NAENIENIINAINNINIIANET (Phoolsawat & Jureekes, 2016) vpueilstiseusgutavuiningyiawly

[ v o

wailas JsmounTsyiunisuvsduiiunvuuagauaaviandsadlusedvas ndudslulasunmsfing

'
= o

ag9inglulAveInTsdeansnIsnaInlienagys uAdenliegdedluaunsaasnauluIManI SN

Y

nagnsmIvaniuYedninnuIvysEaa IASIEseNIsuIns waen1silasusinvesdanlaaudy

TulsaSeulszunnillnegeasuniu

1%

Aeiu NsfnwInagnsnIsdeasnsnatnvedlssseunsainends Jaliauluuaseaiudfgy

)

999N 9BALANTIINVOIBIAATIN I INTATUNMSAIATaN1s AN UL unveslsausoy

o
[

suarwn g iavluadios Nuuandnizgnuenludndussdunagnsnisnainmiioulsaiou
onvu vefluanuduass IsaSsumanineandyiumsusiuiiwaaulunsiu euideiazvieiaue

LUIMMABaNagnsiaenfaesiuredIinauwsulszan 1ATaEsanTuIMng waemsilaiusinvesy
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anuloaudenelilsafou venaniffinuddydw iR wmenadnsvoamsiduansoiluly
dussuitaadlunsanagnsnsdeasvedlsuisunsafinendaios Mdluaunisussadusitug ns
asumuduius fURUnATotLA LTl naenauNIas A mansalflanauLazuanasanlsaFou
Tnaiies §ﬂﬁgqé’qmmsaﬁmﬁﬂﬁLﬂu(;mww%aﬂiajﬁﬂwﬂﬂ;ﬁu‘[iﬂL%'&lu%gmasummlmﬁmw?ﬁu 9 Tu
wnidles finesmsimuInagnsmsdeasmanaiaiiodnunguinEsusasaduasaniud esfuly

SygremlnanAIY

2. 9QUsEAAYRINITITY

1) LN BANWINITEBAITNNITHAIAVDALTIUTYUNTANNYNT R FINAF TN UIANUANISANYN
JseuANYINTANNUMIUAT LR 2
2) WedAnwinagnsnisdeansnisnatavedsaseunsainendn dindinnuuanunnsdng

ﬂﬁauﬁﬂmmqmwumum R 2

3. NINUNIUITIUNTIU

3.1 WWIAANTTHBHITNITAAALUUYININTT
N15d9a15A199a1n (Marketing Communication) la5UNISWAILAINIAINLUIAANITAATA

AuRALYBY Kotler and Fox (1995) fiwasan mssaalulafissfanssuniaasegia undunszuiums

v ' v '
o

asnAumuazauduiusiuylaiulaaiudeyndie Tuusunaniudne nisdearsnmsnainddl
ANUAIAYABNITHEUNTBRAN T AMAT LagAuNMTBdlsUTsuad AN eas ALl uLae
Aulansla (Kotler & Keller, 2016)

Oplatka and Hemsley-Brown (2010) W@ue mimmmwmmsﬁﬂmhiﬂ’;sgﬂai"lﬁ'ﬂl,ﬁmmi
TawanvieRanssudsenduiiusianizia Lw{migﬂ%’mnﬂiL%ﬁﬂaqméﬁasﬁauﬁuﬁﬁﬂLLaxqmﬁwm
1501581 11u3T8vea Kitchen and Burgmann (2015) ua# Reinold and Tropp (2012) €48131
mmé”]L%ﬁ]suaami?%amsmwafmﬁua&Jﬁuawymmwnﬂﬁzj‘aqmw Hedenuiuuardensva iessns

AUEDAAADITBIATUAL SN IAINUNT DD 8UDIDIANT

Chapleo (2011) §31TuwIA9NIIA NN TNITUYITUGS N15AT TN NYUATALIU
(Brand Identity) vJuwsladnAty vausd Ivy (2008) wua nsdeansiuyunasesiilusdauaznaien

gnuNsnETNANUTBNULaL NN sTauTlalusreze
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aqiﬂmﬁ mﬁﬁ'amimimmmwuyﬁmﬁma (Integrated Marketing Communication: IMC)
Falulyoani osdod oars undunalndenagnslunisiasuasedndnwa nndnva

wavAuduiusAuydiaulaaudsvedlsaioy

3.2 nsAessnsamaluuiunvasaniudnuine
mi?fam'ﬁmwmmiuamuﬁﬂwﬂwEJL?uqﬂmwﬁﬂmﬂi‘f/ulusulwaaqwmiwﬁsimm
ilesnmsasunlamisdsay Lasugia LLaxwqaﬂ‘ssmm;;ﬁauuasQﬂﬂﬂsaﬂﬁﬁmm%wgauwm
3 Phoolsawat and Jureekes (2016) 421 B;U%M’]'iﬁﬂ'luﬁﬂw’]ﬂﬁﬁﬁ']ﬂ?’mL‘Jﬂiﬁ]ﬂéjﬂﬂ’]iﬁla’]ﬂL‘ﬁi)
aunsofmuaulenis nagns uazAanssulaeensiiszansnin lnsiawgnmsasenmdnualiiine
?gmul,ﬁaf{aiﬁlﬂmmﬁaau%’mazmm%mﬁa LLuaﬁmﬁﬁiyﬁQmﬂuaﬁamﬂ%&iauﬂizaumﬁmam 6Ps
(Positioning, Product, Place, Promotion & Media, People, Process) mwjﬁ'uﬁﬁmﬁm CSR Lﬁ'aa;ﬂﬂ

& '
o o

ANUFLTUs NS uT UYL

Tuuafediu 11139889 Sappakun et al. (2019) WU NagNsAIUNITUTEYIFUNUS
391015 WaYN15ATIBATEYNY ArananisanaulalnAnwilulsassulsaudnyl tnganizlsaseu

vuralngy A dn1suadugs Geagnaulnisdearsnisaaialulyiieanisussmdunus

LS

wdunaensiiamalaenswmenuansalunsuuturedsaieoy

U3TELE WM I Ne Y LYY Rattanatai and Pathomsirikul (2017) lauanslawfuds
mmé’f]ﬁﬁgmaqmi?iamsmsmmwLmuyim'm'ﬁ (IMC) Iuﬂ'rsa;'mﬂmﬁﬁamué luazdunisnain
NAT msu%msqﬂéjwé’mﬁuﬁ‘ nMsaaauuutinpelln MsmaLdeUsyaunsal waznsUsuTiauad
g3y muduwadesdofiannsodmuiuleiulsadsulnelussduisoudnulamuiu Tnsamgluy

gauUnasedlydefdviaiiurenmdnlunisiunteya

9

31Uv83 Tangdamnoensawat et al. (2022) NRNYINAYNTNITNAINUINT 7Ps vaslsaTeu
wnsulungamnumuas Jamuan lsaseuiidnisoarsnisnainesiuduszuuazaiuisoasisnmua
AMUNAASUN NENFAT ANMWINABUNITITEUS karUINITTInaUAUINISEUlARe9TOUAIY dIUU

484 Ratsirichan and Uthairat (2019) lWuAMNAIARYBINALNTAIUAMNFUTUSAUGNAT WIANTTH

WAENTAUESNNTUY TeanunsavielulsaseuayuIaenvulanuLANALar Uy aNSHANINTY

A1UNT98 9A130130AIAATIE Udsun et al. (2020) @nwanuan nagns lasaiuas
11'ia“ﬁma"’uﬁuéaaulaﬁﬁ%m%wasiamia';wmwﬁﬂmﬁsqL%'sJuLamjuiummLﬂi@gﬁﬁ]ﬁmwmﬂmi’uaaﬂ
ay19fl Tad Ay vl Tangrapeeleart et al. (2020) WU31 msﬁ'amsmsmamL%‘wsmwms
fannudutusianssnensasensdun nndnual LLazmmﬁﬂﬁmmﬁﬂﬂmm uananil $1ueq

Yodmongkol et al. (2019) uag Kesa (2022) Ssagnoulviiiuit n1sinagnsidesleaiusio
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¥
q

dmunIsaTauUsUAAa AN Kamcherd et al. (2025) 321 mslyaudsvaunisnain
gA 6.0 TLUUUNUINTBIYAATINT SNUaENIINIENTN WagnAnfe Tovinaifainnemiudiialy
AM3as19uUsUR s S oy luvaedl Tuankoriyoh and Sa-u (2022) L@UBLUINI 4R (Remain, Re-
invent, Reduce, Re-channel) dm3ulsasulenyuasumauilurisingalain-19 ensaudafs
Annugmanelm anguassn uanidavesmnsdeansln q SeanunsoazneudsaudanguiilsaFeou

Tnearsusulyluaniunisaluwuueoy

ajulan msdeansnisaanaluuiunaniufnuilnediasiauvainvaity Jusyivrwin

UssLnn waznsnensvedlsuieu unnnauideaiudlulufimniadendiun lsaseudnduned

' v
A v oa

NsATNERENwULANA1Y NMTasiduiusiuyilaulaaunds uagnislydefdvianiuaivdenud

senadusyuy Wieasesnmdnua Anuliedy uazaudsbuvetesnnsmsinuluszezen
3.3 nagnsmsdamsnisaaaiuangauiulsaieusguia

1INMTFLATIENRUIAAKALIIUITE a1unsoasulaalsussusguiamsnauInagns

MIERANTNTNANBY N UBYELUTENNT

Usensusn Ae maasedndnuaiidaau Brand Identity) Tsafousguiadnuuningn
sosfinmdnuallnaiestiu maugauiaaniy wu véngnsfinevaussiou muduiavesfve
M viiedndnualfidennasstuiusisvedsaiou wvianmlannuuazuanaie Suidbves
Sappakun et al. (2019) WU LL;J”INL%'EJumﬂ%’g%ﬁ%Tmﬁﬁm”mw%’wmﬂs LAV TN ODNKUY
nsfeasiiaznoudndnuainazamaivedlsuioulnosnsdaiou faunsaassanudostusasiiiy

YpANAINITLUNITUVITUY

v L3

Usensiaes Ao N1saseANuduiusiuyUNATeILAzYuYU (Stakeholder Engagement)
wunaseadugfiunumdAglunisdeduladenisaseu msdearsiilusda wifsne wazdiveans

msfausan wu mydszgununases nilieiu wiemslydessulau iuesedlodAgluniseass

A114l391419 unaaveyaaIn Phoolsawat and Jureekes (2016) 5¥UI1 NSHBANTOE 1NABITBILAE

@ o

ilassmelnlsaSeuanunmanuanuaglaiumsatuayuanday

' o
A o a

Usensna Ae MInduaudefdIviaLazdoniy (Digital and Traditional Mix) Tugai

9

' ' Y
=2 v A v oa

dovoulauiidndna lsassumslydeniviamuaivdendusuialmfaiaSsusulnuuasyunases

Y

nédlydenszuandn 11uiIdeved Kiatchainakhin (2017) 411 n13ysan1sdessulaudufanssy

TuguwuaunsasinsilaIuTukazaenNuLgeislnoesliuszdnsnm
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defiansanesnanugnananluddunsen awnsadlniun nmsdszanalydiulsadeu

NIARNGNTAAISTANANNT 3 USENISV AU IASMIUNITASIDRANYUNTALIU N1TATIANUFUNUS

' o '
19 a

Uy UNATEUAYLTY LagN1INaNNEUADATATUFRA WAL ENAA Lagliloud NauIgUTUNYes
Lsadpunsaiinendn aziungaudwedlsueufonsivdngnsaoudneivainnaienielauuifa
“Choose for the Future sunaaLdanla” %aaamﬂamﬁ’wqwﬁwnﬂ’zyiywLLasmuaummmLmﬂmN

vaeyi3eulaes1wnasa Ay winlsuSeuaunsahyaudailveanuuunagnsnisdeaisnmsnaind

v
A <

alaneuazin1dnguIvung Awliieisas e nanvaniauuds wadiEsennuledunay

nsatfuayuanyunasesazyuyuluszre 1

INNIINUMILITIUNTTURALIUITETLALIVDY NUTLAVUIUYIALALIZAUYIF d11750
ayUlann nisdeansnsnainvedlsussunsafivendndadulsuseusguraianudnduesisdsluge
JaqUu Inguunfinainaneuszmeiuunisuesnisnainnsdnwidunssuiunsdanagvsiioasns

AuAazdndnya Yz nuidelulnedlnduredidanunsnens unfasvaulondlunisly

' v v

]
a o A o a = o w

yaudawedlsauiounazdoniviaiioasennuuanaie daty uideasaifadanuddgmszazyy

UauBLUINNNaYNSN1Tdsasnsnatnimaganiulsassunsaninendn wasdaaunsady

pukvudmniulsaseussuadu 9 le

4. NTAULUIAANITIAY

INNNTFUATIENUUIAATEY Phoolsawat and Jureekes (2016), Sappakun et al. (2019)
wag Kiatchainakhin (2017) mmiaaqﬂﬂyﬁ msﬁ'aaﬁmmamLLuuqamflmwaqamuﬁﬂm
Ussﬂauﬁaamﬁﬂsmauﬁﬁm 3 Usznis lown 1) nsasedndnvaiiidanuveddsaioy 2) msasna
mmﬁ’uﬁuéﬁwgﬂﬂﬂ'ﬁamawmu uay 3) miwaummums‘l%ﬁaﬁ%ﬁ’amu@ﬁuﬁlaﬂzqLﬁu

Tngasnusznaurivanuusznistilagnihunuszanadunseununfnnsideduanddunini 1

: 3 =
MsHeasNSAANALUUYSAINNS NAgNENIEHIATINIAA NV

1) NMTAT O NANLAUNTALIUVDILTUT B L5USHUNTANNEWERN

A 4

2) miammmauwgﬁlﬂuQﬂﬂmmluazlﬁqu:uu SaadtinuaRuinsfne
3) mma:ummumﬂmaaﬁ%ﬁamuqﬁ’uaaé’fuﬁu

UspuAnEINTUNNANIUAT LUR 2

AN 1 NFBUBUIAANITINY
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5. 52108U35799
n193%easeihifunsifeBaasnay (Mixed Methods Research) fisteaziBundall
Usernslunisideadsd laun ASHAZYAAINITVNNNIANEY $1UIU 172 AU gUnATes T

2,967 au wazdnisuraslsndsunsafinendn S1uau 2,967 Au FediTruausniisau 6,106 Ay

(ﬁgayjaﬂmiﬁﬂm 2567) ;g%é’aléjﬁ’mumﬂéuﬁfsaéwaa‘]’mu 361 AL MUAT9VBY Krejcie and Morgan

(1970) iftelnlasuauimngaunesdufunuresssrinsesufisma nsquitesndlasisns

AUUUULUITY (Stratified Random Sampling) Tnsuusnudnuazveanauy faaulaaiuds laun

ATHAXUARINTNNNNTANY 91WIU 11 AU HUNATEY 313U 175 Aw uaviniow 910w 175 Ay

nauylnveyadiAy lALN ATLAZUARINTNINITANYY 71U 3 AU UNATEY T 3 AY
WAz YUV TUTIUNTAANENS R 91UIU 3 AU TINEU 9 AU LaglalaINNISERNLUULIZAS

(Purposive Sampling)
1A30laNldll 2 Usznn laud
1) WuuaaUaIy F9TVTULINBANYINITARA1SN159AINYBALTUTEU AT UTeaeAve 2.1

wuvasua Nl lyuInsIEIuYsEIIUAILUUELATA 5 52U (Likert, 1932) Asauaay 3 dAnan A

©

'
a

n1sasndnanuiveslsasey n1sasnanuduiiusiuyunasesiasyusy uaznsludendviauay
donufy
2) wuudun1wuig9an (In-depth Interview) Ll @A NWINAENTN1TH BAITNITAAN

auinguszasave 2.2 lnsuunsiiuveyaanunin ietaniinsenuardunszniduveiaus

Wenagvsvanzauiulsaseunsainends

N1985194AENITATIVFRUAMAINVBLATEINE HNTEUIUNITAMUIATBIBITUININNITINDYD
Aausunseukfa Mnduilyingnsmandinunsideuasnsiea1snisnain 41U 3 Ny
MIIVADUAUATILT 9T 8111 (Content Validity) laelyaviiaiuannaaiseni19ueAIa1uny

TngUseasa (Index of Item-Objective Congruence: 10C) HAN1IATIABUNUINYDAINUNIMUATAN

I0C a&vjisvn"m 0.67 - 1.00 %nﬁaiwasﬂﬁuLﬂmsﬂﬁaau%fulﬁT (Rovinelli & Hambleton, 1977)

poulanaaeunudeiu (Reliability) ‘UENLLUUﬁ@Uﬂ’mﬁJUﬂﬁj:llﬁ?@ﬁhﬂ%ﬂﬁ@ﬁﬁlﬁiﬁtjﬂﬁiuﬁﬂ
$1U9U 30 AU HANNTTATIEVAI8TSdUUSYANS wearhvesasauuIa (Cronbach’s Alpha) 117
flananud estusauieatumifu 0.89 uazidefinrsansieaiunuin amunsas S dnYalTes
Tsa3oufin 0.86 punsarearmduiusiugUnasosuasyueuiian 0.88 uasnunsludoniviauas
?iaéfuauﬁﬁw 0.87 %&QﬂﬂﬂﬂLﬂm%ﬁ Nunnally and Bernstein (1994) ﬁmumvl,’j”ﬁ 0.70 uansLASesile

TP AL UNLTBDD
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msiiusauTudayaudadu 2 dau ldud
yayadeUsuna iuanuuuaeunwfivanluiunauiiess lnglasumuduseuuazeSue

1Y

nnUsraInreInIsITeessdaau ieluyneunseninfaud1Aguasneuae1nsalunseun

R Z
=

gnsIN1IMeUaUeteyTesar 100 lnglamsdnassuuudnaiumuvunausyrnsiuinasdu

POy ATIAUAIN LAUINNITFUNULTITNAUR UTUIT ATUATYAAINSNINITANY
wary UnAse lagdnnstuinidewazaaduiinlsgnaunsduniua anuuL¥eiovedveya
FenaunnasIadeunlenistuduveyalaeylnduniva nsiivveyasuiegeduds wazn1sdasi

v ¥y oy
o = =% [

JUNNNISATINFBUNTLUIUNITINY 1199 BI98ANTI0MANITETITUNNTIVY YU N15VBANNT UL

Y vy
A

newfivreya MssnwAudy warmsludamedonlnveya (Creswell & Plano, 2018)

nsAaTeideyadauledlaensaiuinguseaednside fell
TraUseaInueIn1sive 2.1 LN eAN¥In15a 9a150150a1AY04b5 T gUNIAN NN n

Tensiesendalsina lngordeadifingsaun laun Asesas Aady wavaIulewuuuInTsIy

TngUsraenvain1siTeve 2.2 Wiefinwinagnsnisdeaisnisnaln 1¥3sn1TiAsEmdanunIn
lng1ihrayanINMsHNNYILTIENIInaAANNLALIIATIEMTATeM (Content Analysis) ATUKINAG
984 Miles et al. (2014)

6. NAN1578

gUsaeAvaIn1sIdeden 1 nan13@nwIn19d 0a15N19Ma10v9lT I BUNIATNE NG R

LY C%

AAFINNULANUNNSAN TS IUANYINTANNUNIUAT 1WA 2 SIUa8BER AIRNITI9N 1

M19199 1 seAvansTaugAdviavesaslsauieunsaiinendn lunmsy

mﬁﬂssnams?iaaﬁmmmﬂu,wgim'lms X SD STAU
1) Msasudndnvamedlsadoy 4.15 0.57 10
2) mia;’]qmméfmﬁuéﬁuéﬂnmmLLamgmm 3.95 0.60 N
3) 1swannauNslydeRITauar A 3.81 0.65 1N
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ABSTRACT

This research aims to 1) study the levels of opinion toward factors affecting satisfaction,
including the overall level of satisfaction with the Tang Rat application services, and 2) analyze
the influence of factors that affect satisfaction with the Tang Rat application services, focusing
on a case study of Bangkok. The study integrates concepts from the Technology Acceptance
Model (TAM) and the Information Systems (IS) Success Model. Employing a quantitative
methodology, this study collected data via an online questionnaire from a sample of 400 the
Tang Rat application users in Bangkok. The data were analyzed using descriptive statistics and
multiple regression analysis. The findings reveal that four factors have a significant positive
influence on satisfaction: service quality, information quality, system quality, and ease of use.
Service Quality was identified as the most influential factor ([3 = 0.398), followed by
Information Quality (B = 0.262), System Quality (B = 0.179), and Ease of Use (B = 0.173),
respectively. Conversely, Perceived Usefulness was found to have no significant effect on
satisfaction. The research model collectively explains 89.4% of the variance in satisfaction
(Adjusted R2 = .894). These findings indicate that to enhance user satisfaction with the Tang
Rat application, public agencies must place the highest priority on developing the quality-of-

service support, in conjunction with maintaining information quality and system stability.

Keywords: technology acceptance, information systems success, user satisfaction, government

application
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qmmwmawyaagda (B = 0.262) quarmvesszuy (B = 0.179) uag Auazaanlunisleay
(B = 0.173) mwaau Iusumsﬁﬂ1ifugyﬁwwiasmﬁaiéqNaG{ammﬁqwaiﬁ]aﬁmﬁﬁaﬁﬁagmqaﬁﬁ
wWUUTAeINITITBanTaT iU UL TUTIuesauawelalnsosas 89.4 (Adjusted
R? = 0.894) TOAUNULTN msa}zaﬂisﬁumfmﬁqwaiﬁruaq;ﬁ%muuaﬂwam%umq%’g MUIBNUANATY
éljaﬂﬁmmﬁwﬁﬁyqnqmﬁumiﬁwmﬂfumwmsu%miaﬁuaqu mucj”l,tlﬁumﬁ%“ﬂmammwmaq%aga

LATLADYSNNUDITEUU

AdnAy: nspeniuwalulad mudsavessruvasauna anufisnalanisleuing weundadu

93§
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1. UNUI

'
@ [

lunmisseiiniugn Maldsuniugyaddnalaawanssnunennainaiuledenuey 19l

Y

Toddny wagnidddunisdeundasimudaiigafanisyivnisuinisauniasggnisidu

Y

"$guraRarta’ (Digital Government) dalananerdugnsenansdrdyituunsemeilantanlyile
diuszAnsamuazenulussla munanamuidssssdulanfiiingedu Vivluau veyafilignaes
warn130 ALY ou (Misinformation and disinformation) Ll,azﬂ’mulmlﬂaaﬂﬂyﬁmwlmuE]'ﬁi
(Cyber insecurity) Faduanuidssdusuay q fivilanrdanday (World Economic Forum, 2025)

AudsalunIiausTUIaAIvaddluiisluarisEsas N yaLag AL LT et ava ST

v
' o oa a o«

%Qawaumuﬂﬁuuﬁémama nnseiing (E-Government Development Index - EGDI) ¥8989ANS

andsznvf Fauseindalnglasumsdndudulveylududun 50 vedlanludangn (United Nations,
2024) wndadudadedrdgylunisasanudedulnivszasunazaingsia dmsulszmelng
N15TuiAd ouuleu1eaonAa Bt ULHUWRUITTUIaATaveUsenelng w.A. 2566 — 2570

Fedwmunenanlunisusudsuniasgnieladdeiau “uinisniasgasain TUssla uady

aa o

moulangUsen¥u” (AMENTIUMINAUITTUIRATR, 2566) lnglanizeeagaluiuinguvmuviuns

v
= a

Faduguonarmaasugnanazdenn n1slunusnisuiuvesnmdvaddfinudndusensds viad

'
o =2

woUndLaduniesy Feimuilaedinanuiauiszuianiva (esmnsuniyy) derduunannesunans
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fifidnusidu Super App iysnIunuuinisivainuatsvesniassulalugaifier lnssasswes
waunAtunesy lulsnadustureyauuelngiisusuveyasuyanarosssanguimunlalud
LAE Lw{gnaamwﬂﬁﬂu "LLwaMWa's‘uqulmﬁj”aaga" (Government Data Exchange) ﬁﬁ’l‘l/ﬁ:’lﬁ
Founafugrureyaresmisnuniafzaie 4 lnsnssugesmiei Vaonss uuidaiiduluany

VANN1T “N15wndiesyuuuIn1sdidnnsednauuusiudue ” (Single Sign-On and Data Gateway)

Feluyloaurfisuinmsivannnanglanienistududnuiiosnsafed weundinduilseneunie

o '
A a

aanUsznauddny 3 aumndn laun adunui (Front-end) uduneundinduuuiiofefinlyaud

v

Ufduiusmelngnse aaumas (Back-end) uazunannesuwnunany nlvuiiddylunisdanisseuy

-~ Y (Y aa v

gudusinuadia (Digital Identity System) W us2UU eKYC ag NDID 52u0352UUTANTT AP
WBAIUANNMTUNTIYRYA, LAz @IULTENNDYBYA (Data Integration) ilwndnn1s “nisiesluseya

o v v

1NnA18L1NAS" (Federated Data System) %wayjaé’amaqﬁmmmmwwawayjawmmmgjﬂ
Senlyvnuru AP ladledinissesvefignaesainylyaiu a1nlassasiednaty vilnueundindu
medy awnsmbhaueuinsdrAgineulanganuneansveUservulaeynasunIuLazATaUARY

T9NINTIIAOUVOLAAINYARRIINNTINITUNATEY MadndnSuseiudenu n1sglamanssaudlnn
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Tautlsveyamuenansdidgnie 9 serdluduinazveyasngunannnsunisvuamiaun (@idnau

[y

ARIUISFUIAA

<3

Y

a (aaﬁmiwwu) (@ns.), 2025)

'
a

aulsfiny Msamuimuikaznisiiegvesaundinduiduiisaniusnuazenaluaiuise

v

aa v

Fuusyiuanudnsalunsvdeuniugiguiandvale winUsgywugdunquidmunendnluiinnis
gousunazlyiues1unIaty Audnsauna3edlueydu “arufienela” (Satisfaction)
voeyloau FaduiulsdrdgynasveudsUszaunmsulaesinvewrly wasidudadeduiaiiinluanis
Tyauee1ad98u wagas1iAuARTfAnauIN13Ad1av09101AI5] AaOAIUNITUBNABIULTIUIN
(Positive Word-of-Mouth) (DeLone & McLean, 2003 8144 91y Kala, 2023) Tunranduny
% ¥ a = < [ ! a ¥ a o [ v Y a !
winglyuinsuieanuianala Ae1adilugnisanlynuseyndindusasiundululyusnisuiu

oI wiY Feluissunilnnisamuveiniasgayal wndaduguassanenisussqulivang

FgurafAdialuningiy Ay n1sviaueladadenidsenovasauavamananunanelaves

v v ¥
¢ A =

wlyusmsdaliluduivsssitunanaie widulanefmimenaziinud1Ayes9dwinnenis

Y
AVUARAN N IRALIUINSARTaresNAsTlnuTsaumuneigda

Aununiinsanwmseeniumeluladlnelyuuusiasnissensumalulad (Technology
Acceptance Model - TAM) 9813au#svany %aLﬂuﬂsaULLmﬁmﬁmﬂSw%waiuﬂ’lsa%mawqﬁﬂiimﬁ%
Tuszozusn Taouuusansinandlmdiuis arwddguesiatodunaluladiiAinainnisusves
il Taun n135ugUszlenn (Perceived Usefulness) wagn1ssuganuaelunislasu (Perceived
Ease of Use) (Davis, 1989 9719filu Kala, 2023) unsuddelugandsladimitun luuunmesuin
Mp3giaidnuaziamedn ﬁaLﬁ'm%aqﬁ’Uﬂ’rﬁﬁ“f@ﬂﬂi%@gaéauqﬂﬂaﬁazLgama'auuazﬁmmmwi’q
AeAMANUINITA gaainUszevu Jadeidanaluladifissesnadetealuiisanediazedune
Usingnisaianufianelalaog1sauysal (Carter & Belanger, 2005) A813A 1 WUIA AN W
AMAINAITUINTT (Service Quality) 1uﬁamaq§hswuuaz%€]ga (Parasuraman et al., 1988) uay
Tnsianzosnsbetadoay anulindla (Trust) memnudasadevesoyanasanuuniofiovos
g Jnaeduesalsznauiivialulalunisassaufionelawasaudedulndiuussrmu s
lnsumsBudunneuidsluviunvesUsemelng 1wy n13fnwives Bua-ban et al. (2022) fnuan

v

AUASIVOIOUNBATUNNIINTIUTUOL AUAMN INVBITYUUATAUNARAZAMAINAITUINT B9

9 9
v '

awalagnsanenuianalanazaduadlalynusymaiieweyly delu n1sagianuilanis
veuiuuazauiinelanauaundndunieislnesnsings Jadndunediyunesfinsaunquuinnitun

Jadenisweusumaluladitugu
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'
Y

wuagdauddeineniunseeusuuin1snasiRdviasyune wndinadlveineesnninusnd1Agy
Tupe §a91An13ANYITIUTEANENIINITYIUINTNTOULIAANSNARING Y AD LUUT1ABINT
gonsumnalulad (TAM) wagluwanudnsavessyuuansawna (IS Success Model) lwnanefiuaens

Wuszuu Wevhauwleanaianelanauinisusundiaduniesgluvs unvesuszindalng

' v
=< =

Fanrsysannisiasyaglniiunimsiudanysaniinislenguilanguindafivtes1uder

1 v v

FepseunguladudifAy 5 atu laun MsTusisdselevy anuazainlunislany AuamvessEuy

a

ﬂmﬂWWGUENGUEJHa LLa%ﬂmﬂWWﬂ'WiU%ﬂ']i L?J’ll’JTuLLUUﬁf’]aENLﬁEJ’JfTu L‘ﬁ@')lﬂiqg Sﬂgwaﬁﬁi‘]a
Yo ' A o

avufiswelalumslaueundiedunsigosasauagu MsfinwAuaBasiieiiasidiumenig
fanan lnedtinguszasmifietinmzndadeiiamanenuiionelalunisleuinisuoundiatuniedy
vosUszvulunnganmuniuas iaann1siseimainesidureyaddniiduszlosune
mirsruniasglumIMauImMsiaLarauasuueUnaLaTuUInsTuaeulang auneansves

Uszvulnes1aunass

2. InUILaIANISIY

1) WeAnwseiuaudaiiunetaibfidmanonufianela loun awazaaniunislasy
M3¥UzRaUarleTy AUNINTBITZUY AUNINTDIVBYA KALAMNIMNITUINS TINEsAnwERUAIY
fawelalassalunslovsnsueundindunieds

2) \ledinsgvdnsnavestadoaruarwaraanlunslsnuy masusdsslonn auamyos

YUU AMAINUDIVOLA WAZAMNINNITUSMT ilneanuiiswelalunislausnisweundindumsss

3. NIINUNIUITIUNTIU

MIFNWIdATINToURIANIINNTYIANMINg wiuaziuifnfilasunissensuluninifivnis
Wieesuiedadenamanarnuianelalunislyuinisuaundinduniesy lnedsngiudidgunain
wwAaieafuauianels wuudiassniseeusumalulad (TAM) lunandudsavesssuy

asaumel (IS Success Model) WaghuafinnuauInnIsuiniskaraulieda

3.1 wuAangINUAUNINela (Concept of Satisfaction)
Anuianeladuniiznisensuaniiaduainnisusadiulssaunmsailasuseuiisuiu
AuAnisidisgneunun (Oliver, 1980) Tuusunveinislyuinis anuitaneladanefisaiugdn

Fauinvesylynuiiinainnisiueundiaduaunsaneuauasrnuneinsiazundylaniud
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mands Bernugdnilluiissasmanonislvnuesmaiiies undailuanisasianuinineusinisly

seeze (Kotler, 2000)

a [

3.2 u:u’aﬁﬂLf“imﬁ'unfﬁusn'ﬁnfmig (Concept of Public Service)
msuimaniasslugaRdralaasunnmsyauunssuiunanigluremsnundunis
fnuszrmuiduguenans (Citizen-Centric) Tnefilmuneifiosuisanuagainuazannszves
U519 (Osborne & Gaebler, 1992) nMsWamweUndlatuniaiziadundeadoddglunis
Usuugensluuinistudainusiad Wisla uasinfislase fedennassfuianuisunivs
N32390 YL ANITEILIEANELAINTUNITHAITUIDULINYDININTIVNIT N.A. 2558 ﬁajwmzﬁu

WINTFIUNNTUINTNASE

3.3 wuuInaen1seausumalulag (Technology Acceptance Model - TAM)
wuuaesniseandumalulad (TAM) iwmualae Davis (1989, 819ddly Kala, 2023)
dunquiugiuilyesuenginss msaau%’mm‘luiaﬁsumrzﬁsg Tnefifuuswdn 2 Milawane
Trunawazauidlalyny laun

v

3.3.1 n155uUszlevil (Perceived Usefulness - PU) Aoszauti yanald 831015k

v

wialulag duasyrgmiadseans nwnasuseansualun1svinaunianistedia JaluusSunves
woUndladun1esy wuneds nsiglyusniulweundiadugislnividsuinislaazaindu
Usgndanian nieandunouilgenlnaie 133898 Kongpen-thai (2022) A nwin1seeusy

waUnaLATULUIAY way Kham-uam (2020) AAnwIAdeneiglalonais ansguduiinsivg

1 '
o w A

Uszlesududasedfnfamananiseausuusnisnavalulsemeling

o

3.3.2 nM355uianudglunsldan (Perceived Ease of Use - PEOU) Aaseiufiyanaiii
nnstaweluladiudusesns ludugeu wazlunedymnunergumnlunisisew; Sdenmasiiv

NUITBVOS Ruenruay (2020) AWUAT N1599ALUVLBUNALATUSUIATT (MyMo) 7 LU91ud8 Ly

ludugauiinananuianalavesnly wuieliumuifeves Prommoon and Hamsanti (2022)

k2
a a

A%1A110918TunsIv UL UNaLATY PEA Smart Plus tdudinlsvanidnananiuianela

MUV EAWAN PEOU zanans PU wazvivdasdadeassuiuadmanarimunfwazaiuaslalyau

(Venkatesh & Davis, 2000) eTiwnaﬁquﬁﬂlﬂﬁmmﬁmﬂa
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3.4 aunnn1sUinsuazlunanNudNiavassEUUETEUINA (Service Quality & IS
Success Model)
Tunanawdi§avessvuUaAsALINAYEY DeLone and McLean (2003, 83ilu Kala, 2023)
lnvneyusedunenidadodunelulad Tnsdnanuduiavesssuy fetanalaananufionels

wazUselevuansiuegiuamninly 3 4@ laun

3.4.1 AMATNYBITLUY (System Quality) munefisandinuugnamalinvesuaundindu
flagnoudsnruannsolunisnevaussanunenisvesylenu Insszuui dauniwnosanunse
yhanlaeennades lufvefianain uazsesiunslanulnesnumngay auamvesszuudulad
ddyfiamaneaudnisvassruuasaume selunuaraieliveslrnuwasnsseuiuluns
Tya1ueh 9 Almaiah et al. (2020) lns#yan szuvatsaumnaiisdnunngsazs20aa0fanain

Tusgrnanslenu WinanuazaInauty wazasiannusulalunadnsale

3.4.2 aunanvaedaya (Information Quality) Mu1889AI1UYNA DY AIIUATUNIY
AUl LazAanuiualsvesveyandiaueuukeundiady veyaniagun nivieiundIy
Tindlauazanuiielavesylvnu wazdussmusznevddglulumaninudnsavesssuvansaume

(Information System Success Model)

3.4.3 AUAINATITUINT (Service Quality) nunetispnnwvaInsatuayungldlasy

9 9
]

aa

G315 Wy n1smautednanaiisandd nsufidymiifivsednsan uasnisiuileny

=

Aauiutienluyiuyse 11u3dees Bua-ban et al. (2022) JaRnwruaundiadu Krungthai

NEXT uaza1u3389a9 Wang and Liao (2008) laguduaiuduniussznitsnunmnsauiiniiu

<

auiisnalavesdldenluuiunvesuinishidnauasuimninigdiannsaiing

' [
v a o w a A

Natl geiUvaTeRlasuaLaulaluusunveIusn1sAfianIAssNaA e384 A

43 o

“a11ul1719197 (Trust) FaidudadedadninenisnsnananiseeusuusnisAanaluauiIteves

" L3

Carter and Belanger (2005) wag Gefen et al. (2003) Tneda1mauaunse (Ability) AUT odme
(Integrity) WagAINUIITOUIA (Benevolence) mawﬁwmwﬁﬁﬁms 5aul,ﬁumﬁﬂizﬂauﬁﬁiy17f
eduassanuiulauazanaundesiiylyganlunslasny egnlsfnm nuiteadsuilulasudade
a1 Trust lluwvudasaiiosiiaveuiannisidelvoglunsauuas TAM wag IS Success Model
aenedmiau wadue Trust Wushuusiieslafunsinumesenlumsiseewian Tnsamzluuiun

NPBINITENTEFIUANUTBIUYDIUTEVIVUNBUTNTAIATTH UL UNGLATY
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3.5 “MuIeiiing1tas (Related Research)
1INNTANYIITIUNTTUMALIVDINUIY WuIAAAIUNTERNTUMALLLAE AL A MATNTEUY

55 Iy Kongpen-thai (2022)

P

miaumﬂﬁ%m%‘waaamnﬂmmmﬁawaiaﬁum@JISNWU%ﬂﬁﬁ%ﬁﬁﬂﬂﬂ

' v
a o [

ﬁmenﬂwslszj”a']ul,l,aﬂL*Jﬁﬁﬂums%'”aamﬂﬁuLLﬁa%’gmaﬁwa w21 Ms3ugaaUselev (Perceived
Usefulness) wazannuanenanislea (Perceived Ease of Use) awaosilduddynonisuausy
wAlulad 3sdennaeetusuYes Prommoon uag Harnsanti (2022) fidnwwey PEA Smart Plus
wardan auneaensly nusauiudstlesuile fuanuedilutadendnlunsasannufismels
Taianzasned slunsdiiuevannsnandunouiigsenn uazrslunslymuduluesnsmuiy
;gsl,%mu?mﬁLLm‘[ﬁuﬁ'%Lﬁﬂmmﬁqwaiwméqﬁu Wil 1uves Plodprong wag Klaythabthim (2023)
Fafnwiylyauueuniasgluiiuiinnsdmin Ssfuduan Tadauamuamasuuiidedelauas
nsluuinisiinevavesinanemufianelawuiy axeulnduiemuddyvesmsesnwuuuetla

nsafiunginssuylyluvanvaigusun

Tuvauzifontu fowidefituwananuuuiiasnissessumalulad (TAM) 11ysannis
fulunaniudndauesssuumsauma (IS Success Model) Lit 3iasznngAnssunislysiu
LLEJ“[J'W§Lﬂﬁ?ulﬂyﬁ]ﬂl'l\iﬂ%mﬂqmﬂﬂﬁu 1% 9189 Bua-ban et al. (2022) ﬁﬁﬂmniﬁlsgq’maaﬂ
Krungthai NEXT 89WU21AMA Y8352 U Toya karuimsinaneaufionals wazarufiamelad
osfiasuananusslalesusgianoiiios il LL;I&W"?%“&J&Qsa&ﬂuu‘%umaw%msmamilﬁu
Lwiﬁsﬁiﬁl,ﬁuﬁnmma‘l’wé’zysum@mmwiuﬁasm 7 ey sluminiu Kala et al. (2024) %ﬁyﬂizqmﬁ
wurAanaunaIufulun13@nuIsE UL e-government v8aduLA Y Tngnudn ﬂmmwsuawyaaia
(Information Quality) AuAINYBIUTANT (Service Quality) WarAMAINYBITEUY (System Quality)

Tvsnanaauianelavewly waranuiimelalifiamwasendideddynorusdlalunislyuinig

€

=

nalllaslazAUeiuveslssurunilnessuta s1udin1ssusilsslevunnananannuianela

3
vowlveu uulunuiiy Perceived Ease of Use lallauansdvinasesidoddy nsfiny1ves Kala
LLazﬂmzﬁaaﬁuauuﬁaé’ﬂLﬂmiw widadefiuginessauazninetaluuanimalanssluuiauivy
uanmamluifnng q Ssaadufulsddyimplnineuiimels uazanufmeladududonlss
Waaruislalanussraiosazarilmdalumnenuiguin nuifuatuanuudediolniu
WuIM9931LATEEI N13YIIINIT TAM + 1S Success Model iuuuimsiimngaslunisneg

wounasglulseinalne
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3.6 NSAULUIAALUNISATY (Conceptual Framework)

v v
a o

MNMTYIUNTTHIAAAENG v MNeIves wIdelaimuinsouwwIAnlun1TIdeLieasue
ANUFUTUSTEMNTaden e o Nawanaauiienelalumslyuinisueundindunielsy nedeain

wuudranenIseaNsuwmalulad (Technology Acceptance Model: TAM) 984 Davis (1989, 9148dlu

[

Kala, 2023) Gat@uei1n155ugasuselevu (Perceived Usefulness) kagaduagainlunisly ey

(Perceived Ease of Use) fidngnananisvausunazaiiuianelavesyly uanainil yidedalaa

Y

Jageanlunaniudisavesszuuasauna (Information Systems Success Model: 1S Success
Model) 984 DeLone and McLean (2003, 814fi4bu Kala, 2023) w1533t nlug ugdadesd
AUATN Taun AMNINYBITEUU (System Quality) ANINUBIUDYa (Information Quality) kag

AMNTMUBINITUINTS (Service Quality) Bsanuiduasnuseneuiiagneuiisninuuideiiovesssuuuar

v v v v
v aa a a

Uszaun1sneal3a1u nsysannsisaesudAniisnseuaquyislfinuaningnves luiazannmn

v
=

mamnaliavedsyuu vansadnssuauisnelalaessdindawayaseunguungay

AuUsau Audsau

nsgausuwmalulag

1. msfugtiedselevu

2. AnuaEAINluNSivIY Aafianalantslduins

waUnAATUNIeSg

AMUENSIVDITLUVANTHUNA

1. AMNINYRITEUY

2. AMNINUDIYBYA

3. ?’]mﬂ"l‘W‘Ui’Nﬂ’ﬁ‘U%ﬂﬂi

2NN 1 NSOUBLIAANITING
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3.8 #UUAFIUNIIIAY
H,- pamazainlunslyandsnsnaidovannenamionalalunslovinrsuayns iasy
NNTF
Hy: mﬁ’vﬁ;@%?mmﬁﬁ%ﬁwm Fovanmomaitonalalunisl %Z?mmaz/wﬁmvz)’wwiﬁ
Hs: PanIwvesssuudennadayanmonauionelolunislouinisuounsindun1esy
Hy: f)ﬂJﬂ?W‘Z/B\WZ%/ﬁﬁQQWﬁeWﬁA Fovansenamionelal zm75??/?/%77544@2/7454@?72‘/7474{;6

Hs: AaunmmIsusnsiiansnaidiovinaonuianalalunislyvinisuounamdim sy

4. 33015738
4.1 3Uuuums3e (Research Design)
1157988 un1337u13 9T unas (Quantitative Research) lugUuwuun153d8189d1533
(Survey Research) tie@nwAuduius B vgsenieiulsdase lawn anuaganlunislyau

N135U3Uselovu AMAINYBITEUU AMAINYBIVILA AMAINAITUINIT wazdwlsny laun

aufanala a vranailanaInis

4.2 Uszvnsuasnganaeeng (Population and Sample)
UszmnsnlylunmsAnwAedszyvunendeeslunsunnumuasuaziivszaunisaulunisly

UInsweundiatunneszesneuey 1 asaluyid 12 Weunin1uan 1nga1adaansnenudmuiuylyny

] '
a

waUnAATY ‘n1933” Tuluanannuviuas a8 Tufl 15 4nT1AY 2568 WURTIWIWNEY 1,253,776

Au Fadureyasounds 90 Tu (DGA, 2568) widularuimruinnaudiiesslnglygnsues
Taro Yamane (1967) fisgdumuaanaiau 5% (e = 0.05) alavurangueieesilivunzaude

399.87 AW AN UTINIMUATUIANGUAID19N 400 AU LTBAIIUATOUARNIUATTILATIENYBYA

Fudwrweiiiesedmsunisiasizaneaifvaglivnadnsiundete nsidennausiesdledsnig

\donnguiiesndlyisnisqudiee1awuuiaizas (Purposive Sampling) Tneiivreyadnyfiaiuisn

' '
A Y

wridlauazadaslansiunidenuvemisesulay gIdeasemindnmsdennquiiesniniedsil

9

v oy
a

g1aneluiin aaflunsiiondees (Selection Bias) HIBIINNANFAIBENAEINNNBYRNIZHTAIUTH

wiilwemnseaulautara1alunsounquiaUsEYINTNaNdY WU KAty visenTludauauAgiy

v
av a

waluladadva Aelu nan153delfeaznaumnudniiuves ‘ylydumesilalungunn fadasla

AOULUUADUNNY’ walua1unsnenedetalseannsnanuale
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4.3 \p3asiianldlun15938 (Research Instrument)

w3 eefleflolunisiiusiusinveyadeuvuasuaiueeaulau (Online Questionnaire)

¥ ] v
@ = aa a

B TuaINMITNUMILRTTUNISLLAENg i TR eY Tneuvaifomesniu 2 aundn fo
adud 1 ﬁuyaagjawdﬂﬂsumcgmauquaa‘umm ‘lJiSﬂE]Uﬂy’JEJﬂo’m’mLﬁlﬁl’JﬂUU“UyagaL%ﬁ
Usernamans laun e a1y sedunsfinu o1 uaznelaeisnoiiou
a2 Aanuienfufaudstunisise WudmouiieTassiuaufniunesiusn ¢
Taun Arwavennlunslaay ms%fugﬂsﬂmﬂ ABANYBITEUY Qmmwsumsdya;ga ABAINNITUTNNT
wavaufianela TnglusnnsTauuudiism 5 sedu

4.4 NINTIVNABUAMAINLATOND (Instrument Quality Check) wuvaaunulanIuNIg

v
v

axavdeunun nneuilUlufiuveyasss Al

Yy o v

4.4.1 AuATUBeilent (Content Validity) hsawuuaeunsilvgideivigaiumalulad

ﬁﬁwauazwqmﬂiimaﬁim U 3 NU ATIVEFDUAIUYNABDY AIUNNISTUVDINTY LAEAINY

dennaesvasveAaunuleUdLay IngUseannIsIde

4.4.2 puidiesiu (Reliability) *Ll"lquaaumuﬁﬂé’uﬂqqu,aﬂfdmaaﬂfa (Try-out) ﬁ“um—iu

'
aa v

Aegenddanuuglnalfesiungudiiee1993e 91U 30 AU Uagdveya lau1TAsIEnmIAIAIY
WonunwduUszansueanivesnseuuia (Cronbach’s Alpha Coefficient) WU11ANAILIDNUTDS
AUUINNAIANEINIT 0.70 FUAAINITEAUANUTBNUTLINANAULINTIIUNTIAE F9A19197 1

il

2e

A151991 1 MTIATIERAMNUTRYRILUUERUAN (Reliability) (N=30)

Padeiidenadoniufianalan ITUIUAIDY Cronbach's Alpha
1. wazanlunisleanuy 5 0.867
2. ﬂ']i%JU%U%IEJGU{! 5 0.837
3. AMANVDITEUY 5 0.949
4. AUNNTDITOYA 4 0.903
5. AMATNNITUIANS 5 0.979
6. pnaftmelalunislouinng 14 0.976
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4.5 m‘JLﬁU‘J’JUS'JSJ“l’J'Ela;IJa (Data Collection)
fﬂoﬂL‘ﬁ‘Nﬂ’13LﬁUi’JUS’JM‘UySHaIU‘UI’N’YUﬁI 15 4n31AY - 15 NUAIWUT W.f. 2568
WIULUUABUaNeeulal TAgINEUNT AN LUADUNLK LY BIM1I0eulauTi vanuaty Ly
nquasIszULIEy A Bavestunisleddaluidios lavna uuosyuruuagnuaeuaig 4
dolmandengudmingluannsannumuaslnagnaniswans Teyavianuaii srusaulaf1uiu
443 n NN SATINEDUATIATUMILLARAANTBII LN vLA (andely NILNNUMUATUAY
el 12 ou) LLazé’mwgagaﬁlﬁaugszﬁaaﬂ mﬁaﬁm%@gaﬁaugszﬁﬁm%’uﬁmﬁmiwﬁ

iy 400 Y
4.6 nM15As1zvidaya (Data Analysis)
vayansIvTlasrgnininUssianawarlinsigvmellsunsudniaguneadn tnelyada
Aanaluil
4.6.1 afifFanssaun (Descriptive Statistics) lylunisesurgveyanaluvesngusiiesns
lawn A1AND (Frequency) uagAnseeay (Percentage) SAufslyasuigseAumuAniunafILUS

P19 9 peANRde (3 kavaiulesuuiInsgIu (Standard Deviation)

4.6.2 @0A1T 99U LU (Inferential Statistics) Tylunisnaaevanufigiuniside laun
n1571A519% A 1duUsEE NS anduwus e esa u (Pearson’s Correlation Coefficient)
L‘ﬂ"amsmaaummé’uﬂ’uéwmiwﬁaLLUSSaﬁzLLawmaaauﬂiymmw%amguma (Multicollinearity)
LLazﬂ'rﬁl,ﬂ's'wﬁﬂ'ﬁamaaawmm (Multiple Regression Analysis) Wodsevdvinavessulsdass
unaziafidmanafuUsnuionwiianela Tasnoun1snsiz wadeladinsnsaanurennag
Jeamun1eadii (Regression Assumptions) 7 sy 1o n1suanwasuuulasunfivoasiauds
(Normality), aauiduteniusvesauuUsusau (Homoscedasticity) waznislafindaymanigsay

LEUATS (Multicollinearity) H1UAT VIF LABLHANAINU TN 0UDINANITINE

Wil wnuaiidenly Multiple Regression tlasarniduipIasdonmunzanlunismagey

nsnalagnsevesiiulsdasenatedinidnodiulsnuniledl Feaennassiuinguszasaunag
AUNAFINYDINTTITLU UUINITUATIENALUUUIIARIEUNITLIATIATI (SEM) Aa1150TATIEN

[ v

AuduRusAdurounitle wnilesanuuudiassdysuunismaaeuniuduiusinenss n1sly

Regression 393AULANNEEULAZLNEIND
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5. NAN15738

auilagtiauenan1siinsgnveyanudnu lngsunveyaniliuveingudioy1 aunley

MTIATIZATINTTUUIVOIINUT HAZNSNAADUALNRFIUAIINNTIATIZANITANDBENAN
5.1 deyanaluvasgnaunuudauany

A19197 2 VOYALTIUTEYINIANANTVBIHABULUUADUNY (N=400)

Uszinn U (AU) Souay
e %18 206 51.5
AN 194 48.5
81¢) #2120 9 7 1.8
21-30 U 154 38.5
31-40 4 131 328
41-50 9 87 21.8
11N 50 9 21 5.3
N13ANE G?'wﬂiﬂﬂ'%zyzgm%‘ 47 11.8
USeues 287 718
g U3nyaes 66 16.5
sela (um) #n71 10,000 45 11.3
10,001-20,000 113 28.2
20,001-30,000 166 415
11N 30,000 76 19.0

1NA1TT 2 WU NRudIBY T nBuLUUdBUAINTINIY 400 AU ddulngiduinayie

Andusewaz 51.5 dva901g 21-30 J wnfige Aadusesas 38.5 arulugdnsanisdnusedu

<

20,001-30,000 U Aewdusesay 41.5

Uy Anvdusesaz 71.8 uazdmsusglawdenaiion nauiesvaulngyiisnglaoyl uys
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5.2 MIAAszvidayaBanssauiasanfdeeyuu

A13199 3 ANLRAe waza U leuUuLINIgIY

Anade (X) S.D.
anuazaanlunislsnu (EV) 4.33 0.92
ns3uguselev (PU) 4.28 0.89
AANYBITEUU (SQ) 4.24 0.95
@mm‘w&uwgayja (IQ) 4.32 0.87
ANNTNYBINITUINIT (SVQ) 4.26 0.95
AUAenela (SA) 4.29 0.89

INA3199 3 WU EREULUUABUNUTsEAUALANIUR R LUTYNAluTEAUES (A1LRdY

unn11 3.51) lnedudsiidanadegeaane Auazainlun1slyanu (Ease of Use) (x = 4.33,

'
o o [}

S.D. = 0.92) wanag lyeulnanudidyivanuneuazludugeuvesweundindudusewin
5998411AD AMAINYBIVBYA (Information Quality) (x = 4.32, S.D. = 0.87) uazAuNnala
(Satisfaction) (x = 4.29, S.D. = 0.89) mua1AY

A5199 4 ANdUUSEANSANAUNUSTEMINIALUS (Pearson's Correlation Coefficient)

EU PU SQ 1Q TR SA
awazaaniunsleay (EV) 1 - - ; - ]
n33ugusslev (PU) 0.876"* 1 : ; i ]
AANYBITZUU (SQ) 0.811%** 0.844*** 1 - - -
AL MYBITOLA (IQ) 0.835%**  0.866%* 0.941%** 1 - -
F’]mﬂ’]‘WSIJ@ﬂﬂﬁU‘%ﬂﬁ (SVQ) 0.826™**  0.859***  0.941%*** (.943%** 1 -
ANuRianela (SA) 0.876***  0.847*** 0.905*** (0.896*** (.923%*** 1

% JIIA YN NAAFNTZAY p < .001

NAITNT 4 WU AUsasennddanudunusidauiniu anuianela (SA)
py1fidedAnyn19aiia (p <.001) lngAMAIMAITUINNT (SVQ) danuduiusgnan (r = 0.923)
wana Nl AranduiussEmeimklsBaszalteiuadluinlaguiununiv@iadymn1i v

L@Un 39 (Multicollinearity) ﬁ':;ul,m
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f1519% 5 Naﬂ'ﬁ%Lﬂi?%ﬂﬂ?ﬁﬂﬂﬂ@SWﬂQmﬁﬁQNamﬁlﬂ’ﬂﬂJﬁQWEﬂﬁ]

Std. Beta
B t Sig. VIF

Error (B)
(Constant) 0.222 0.076 - 2.901 0.004 -
amuavenlunislaew (FU) 0170 0.041 0.173  4.161 <0.001***  2.155
ns¥uzUseleu (PU) -0.024 0040  -0.024 -0.597  0.551 2518
AMAINUDITZUU (SQ) 0.167  0.044 0.179 3798 < 0.001***  3.102
AN UBRITEYE (IQ) 0.267  0.039 0.262  6.785 < 0.001*** 2889

@mm‘wmaamiﬁmi (SvQ)  0.368 0.043 0.398  8.661 < 0.001%** 3.102

R=.895, Adjusted R°=.894, F = 673.452, Sig. = <.001

NI 5 HANITIATIENNIIANDDINV AL BNARBUANNAFIUN UL FIUUTBaATE 4 6

laun AuazaInlun1slyay ANAMTDITEUY ANAINYBIVOLA UATAMAINAITUINNT UBNSHA

°

Wavanmeaunanelalunislausnisueundiadunissyesalideddgyn1sadanseau .05

a o [

aunssusieuselesy luiiBvsnaneanuiianelasensdidudfynieada (p = 0.551)

s £ v o ¢

Wala13anvu1nvesdnsnadnaAduUsEaAnianduiusuinggiu (Beta) Wui1 AMAINAT

'
aaa

u3n13 utadeiifsnsnanemnuiianslaniniian (B = 0.398) sesasunfe AunwvaIToYA
(B = 0.262), arunaasszuy (B = 0.179) wag aazaanlunislaau (B = 0.173) amudduiisil
LUUTIABINITANNBEAINTADE UIBAIINNYSUTIuTEsANTanelalaToeay 89.4
(Adjusted R = 0.894) Gsfioeylusedudigann uazen VIF yowulsBasenndiiauosna 10

wansuuassiluivymnnesiuaunss (Multicollinearity)

A15197 6 ATUNANITVIAFD UANNAFIU

dunRgIU wWuns NANSNAGRY
(Hypothesis) (Path) (Result)
H1: ewazanlunslanuidvsnadsunaeaufiomela EU— SA  wausuauufgu
H2: mssusUstlevuiidvsnadauanneauiianela PU— SA  Ujiasauudgiu
H3: AuAmYesszUUTTBvEHaTInme AL Tiane]a SQ — SA  gauIUANLAgIU
Hd: @mmwsuaaﬁzjyayjaﬁSwﬁwalﬁﬂmﬂﬁ{ammﬁawﬂa IQ — SA  gBNIUALNAFIY
H5: AnIWNTUINsBvENalsuInAeALfianela SVQ — SA  gauSuaNNAgIUY
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nm3ed 6 dunsagunantmeaeuausfigtunsidons 5 1o dsaeannoatunanisiasigy
nsamaeenmaalumad 5 Taewuan aumfigiu H1 H3 HA uag H5 la¥unseeusy iilesaniade
Arwazmnlumslsay AN NUBITTUY @mmmm%@ga LA¥AMAINAITUINNG §1A1 Sig. uaLn
sedutedfyn1aadan .05 %wmaﬂawuiwﬂﬁaﬁgﬁﬁﬁam%waLGTNmnsiammﬁawa%asiwﬁﬁaﬁﬁzg
lumanduiu auufgiu H2 gnujias Lﬁaamﬂﬁaé’amﬁugﬂsﬂwﬁ fien Sig. 11NN .05 LANI

ns¥usUselevulaudaninalasnsmeninuiianelalunisleuinsueunindunissglungusiieesil

6. #5UNaNITIVBUALIAUTIHE

6.1 #3UNaN15IY

fnquszasavedl 1 itefinwseiunnufniuressersunetadons q fiieavaatunis
16:?11’%m§LLan§m7°J’umﬁ§ aMTITonuN nquiossllssdumsAniiunedaduns  Tuseiugs

Tnei3ssdduanaadegaalusanlassd arwazainlunislosu (7= 4.33) aunwveseya
(x = 4.32) mﬁuﬁﬂsd%ﬁ (x = 4.28) AUAMNITUINT (x = 4.26) LASAMNINVBITEUU (x = 4.24)

v vy t%

wadnsylmiualsnulnanuddyivarunglunislenuuasveyangnaeadududuun

'
&

TrnUszasnven 2 elnsiznansnavesdadeniy o Ndnoanudawelalunislyusnig

9

o d' o

woUnAiatunedy wuan TedeiildvEnadsuinmenuiiselasy editudAgnsadfnisedu 0.05
il 4 023 TeeiFosmuruiadudnannuinluueslaun aunwasuims (B = 0.398) auamves
o33 (B = 0.262) Auamvosszuy (B = 0.179) uazganuaganiunslyau (B = 0.173) luvmed
ﬂﬁ%’ugﬁqﬂsziasaﬁl,ﬂuﬁﬁaLﬁ&nﬁ'l:u'ainNaimelmw{ammﬁawaia]asjwﬁﬁaé’ﬁzywaﬁa (p > 0.05)
it uuusreeamsidelassiuaansneuismiuususuresnufiswelaleseras 89.4 (Adjusted

R? = 0.894) lnganunsaagumsifenlesiuinguszasnvaamsideladanisned 7
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a

A15199 7 asunisiweulesiuingusvaianiside

IngUszaeAnIIIdY BmAaTen nan133delagagy
¥ 1) iflofnwsediuany  aBRBINTIL] ylrnufianudaiiunenndadely
Anutumedader uazsydu  (Awade, S.D.) 2RV (X > 4.24) Tnglnaudiny
Anuianelalagsiy ffu anazmnlunsloaugen
99 2) LD IATIEDVENA MARTENNITOANY  ANNINNITUINS TviEnagegn
vosdadem Aiflmemnufia  wwgu (B = 398) umBAMAHUEYA,
nala ANNTNTTUY WagAINAEAINIUNTT

Toau aunsTususelevuluiidnina

o w a

puildd Ay nsaia

6.2 aAUSIBHNANTSIVY

'
)

6.2.1 seauAlITUAnLiudataseafidenadanltuianalalaesiulunsldusnag
waundadunely

HaNTITefinuI1 naudes ey lyaulungumumuasiissduanufadiunedadenig o

magvesiunsluseundindunesglusedu “Wiumeeseds” (x> 4.21) aznaulwiiudinuaid

v [

WeuInegegenansinusnishdviavedniasluningiu Welnnevadusvasd sanuindaden

£

wlwauluanuddygegadoauazainlunislesiu (Ease of Use) (x = 4.33) Fadunisaunuil
donAaI 198 eiunMuITeves Duangthong (2021) ARnwINslanuivlenvesuminerdonas
wunMssugiennuagmnlunslyanuduiafenidninanernuiianelegaiian uasdsaenaaosiiv

Prommoon and Harnsanti (2022) #%11anu91elunistaaunaUnaiaty PEA Smart Plus vush

Yy Y
3

wlsnannilnaneauiisnalalagnse ddldlniunawivanuddgusnvesluuinisiidnaludagtu

AoUszaumsafiseue ludugeu wazanusaussqulmunglnee1esinss auuInIennnINYes

v o

vaya (Information Quality) (< = 4.32) ududadeninlylnanudidgdududvass nsaunui

U

avtuayulaeuiTeues Bua-ban et al. (2022) Fs@nwinoUnaLaty Krungthai NEXT uagnud
Aannweet eyt uTaduidyiiamaneaufinela wansduifurnd ey lyanunsolyau
waUndiatulnognseaeuan ?ﬁﬁmﬂLsuwmmmﬁ“@énﬁuﬁﬂmﬁa%agaﬁﬂﬁﬂgﬁgugmgjnﬁyaqLLas
Hoitole Tumanduitu dadeiilaiunzuuuadeiian wardinseglusziugaie auamaesszuy
(System Quality) (x = 4.24) %qmaazvfau:hsﬁﬂ}jﬁmLﬂaﬂizauﬁﬁymﬁmmmLaﬁaﬁw%mmﬁa
Ium'ﬁﬁwmwumsz‘uua@jﬁwaLﬁaLﬁauﬁ’Uﬁaf{TﬁJﬁmﬁu 6’?&m’ﬂﬁmmﬁﬁmﬁ’ugmmwmm szuuiilasy
MsEuuaInaIuiTeves Chansaensthong (2016) finuan Qﬁumwmaﬁswmiaumﬁﬁmmﬁuﬁué

fuanuitanelavesylvunnian
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o

6.2.2 Svsnavasiadeiitinaroanufiswalalumsléuinmaweundindumsdy

auuAgiud 1 auazanlunislynuisnswadauinaeauiionels (oS UANNAFIU)
Hansidefinuanuazmnlunslrau (Perceived Ease of Use) Sdvanaifsuanmeanudianala
Iumﬂsz}uu%‘msl,l,aﬂwﬁm%’uma%’g wWunsfudunuidandnvesuuudiassnisseusuinalulad
(Technology Acceptance Model: TAM) ﬁix‘uqa'w Lﬁat:;‘i{%’ugya‘ﬂmﬂ‘luiagﬁgu’t{muiw luduou
wazlumaslymunenenlunisdeusinnin asamalminiauadiiuazilugarufoelalufigs
YanunuilaonAaedassdeiy Prommoon and Harnsanti (2022) #inu11 ausrelunislyay
woUnaAdY PEA Smart Plus Lﬂuﬁ'sLLUiﬁ'}@T@gﬁﬁmag{ammﬁqwaiwawﬁ%wﬂvﬂﬁwémqﬁmﬂ
LazEDnAGBITU Duangthong (2021) %’ﬁﬁﬂmmﬁ%muL’dj‘ulﬁ?jfﬁsumamﬁ’umsﬁﬂmuazwuiwms%’ug
fanuagmnlunislsauiisvinageanneauiionela nednstaed 9091 lusunvesuimanialy
Faglyonafinminfududesiigeenuazituneudurou mssonuuuneUndiaduiilynuae
FauTsuiaiiounimatsiunauazasszaunisaidauanusnluunussvivy Ssamalnenssme

sEAUANUNINDLaluNSIYUSNNg

dunAgun 2 n3iuguslevuidnsnaduinaeanuiisnels (Ujasauuigiu) venuny

o
a

wmauiﬁ]ﬁa;mmﬂ'ﬁ%%aﬂégqﬁ ﬁamiﬂ{jLaﬁaumﬁgwuﬁﬁwma%’ugﬂﬁﬂmﬁ (Perceived Usefulness)
fBvsnadeuannenufianela Ssaumstuunundnuesnguf] TAM uagkan1sAnwivestinidelne
arulney 019 Kongpen-thai (2022) inud1 Uszlesuvesueundiadud dsdsnananissausy
waluladosneiiiodndy nadnsfiunnnisdannsnodumeluuiunvesuinisniaiyn madug
Uszlowuonadanuziiu ‘ﬂ’aﬁ’agﬂﬁlu’ (Hysiene Factor) 11An3 “J3d834la’ (Motivator Factor)
namte Yszrulutigtumaninueundinduresigrosivsslsniuazsnssnsaruazmnidu
fluguoguan nsflegvesdsslevudsluvilmAnaufianelaifisduduiivay wamnvialuassiln
Aaanalufaneloosreguuss arufimelailunaiefegnduind suntsdadoniuguaimes
Uszaunisaidilasuannnt Ssaennaesiuuideves Kala (2023) fidnm1u3nis E-Government
waznundafoarugmnin fdvsnanoanufianelavesyluannnmaiugUssley fedu uaylvas
nsuueUndiaduiivsslon uamndsraunsadladuaiaiuluine Usslovuisughfluannse
wsidsudumnufionelala nsaunuiBeddminunndudefinrsanluuiunvesemimdsszdu
lan ﬁﬂzyjm%auﬂaﬁiﬁgﬂgmLLazmsﬁmﬁauﬂmsJLﬁuﬁaﬂﬂmué’uﬁugu % (World Economic Forum,
2025) Vsgrmuddlalamaniufiswauinisfiusslosu uamesmsuinsiilueyafignaes WWefiola
wazananurasiilandale dadademariarutussauszneuresguninvesaya (Information

Quality) uagAMAINAITUINNS (Service Quality) 798U (Susanto & Purnomo, 2021)
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auufguil 3 quatwvesszuuisninaifuinnoaiufianela (venivanufziu)
N3l MYBITEUY (System Quality) dananemuianelasgditodidy iunisfuduluea
AT IS avessFUUAIAUNA (IS Success Model) 789 DeLone and McLean (2003, 91¢fislu Kala,
2023) %a%ﬁmmé’mmsmqmﬂﬁmmss‘uuLﬁuﬂa%’aa‘fﬁmﬁﬁﬂﬂémmﬁﬂL%ﬁ] A wesszUU Ul
mnefsanaioslunisienu anunaiilunimevauss wezaruudefiovosmadnadila
HamsAnuiaennaesfuauIdeves Bua-ban et al. (2022) finuAmamszULTDILOUNALATY
Krungthai NEXT flnanensBananiiufienslaveslseu luuiunvemeundindumasy wlvaugen
mwﬁ’ﬂﬁuwamWa%mm%’gmaﬁﬂmmj’umLLazﬁwmiﬁyasfwaw%‘luiulshwwml,aﬂwﬁm‘ﬁ’usum
aaent Sty Usvaunmsaidaauiifnnnssuudanes wu ueundieduasmiedafiedlussnng

MFINTIN BeNmmaNTENURRAILTeukAzAILtnalavew lYlngnTILAL TUILTS

aunfgiud 4 ﬂmmwmawymﬂaﬁﬁmﬁwaLS'quﬂm'ammw“ﬂwa’La (vouTUANUATIY)
UAETUANAMYDITHUY AMNTWTBBYA (Information Quality) tiuBnwilsesadsznauain Is
Success Model 7 la funisiiuduaniisniwaidsuinaeninuiianels luusunvesusnisniais
Fafgrvostuaniuselovy UoRaaIUYARR LAXTINGVINIY ATINGNRBY AIILATUNIY WAZAIT
ﬁuaﬁmaq%ayjaﬁqﬁmmﬁwﬁmaéw?Ja KaMTIdsilnsaturoAuNUYD Bua-ban et al. (2022) was

Wuttipapinyo (2021) 1 #nw1n15l971 Chatbot kagwuI1AUAINURIY oY AN Ullaueiinane

anuitanelavesyly mnveyaluneundintunieigiimnunaiandounseatady gouvilvylyiin
Auduan ludediu uagonnhlugnisidednsuseviiinsuleuln Feazasianuluiielasyi
JULSY AU nsuimsdanisveyaluiiainuund efesyaneduduiiladAyreinisasia

ANUfianalalrwnusEvy

FUNAFIUN 5 AMAINNITUTAITTENSNaLTauInneauianela (ausvauufgIv)

7]
a A

HaN153387931AMAIMNITUTANS (Service Quality) LTudadeNnssdnSwasigalunisviiuie

Aufsnels (B = 0.398) iuvenunufidAgyosnsds Jadedlaznouiisgunimvesnisatduayunas

AuwImasiiylylasuanyivuinis Fadussadszneun Delone and McLean (2003, ansdislu

aa v o ¢

Kala, 2023) lawiandsnunluluwaatuusulsaiioasneunudfguesuimsluenfda wadnsil

Fluuglvnululaveweunfinduiduiisnasosde unldu wean1an1suing Aauysuuuy

Feagnaudeniuaianiwesszvrvuluyafdiangelves1eddedidsy winiviaianisla

Y

UINMIAdavessy dunsgiunisauariemndelunianin vinisvesniaentu’ Ay aaududn

a a Y
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ABSTRACT

This research article aims 1) to examine the factors influencing tourists’ decisions to
revisit the same hotels in Pattaya, 2) to explore tourists’ opinions and satisfaction with hotel
services, and 3) to explain the behaviors of tourists in choosing to return to the same hotels.
This study employed a quantitative research design, using the concepts of service quality,
perceived value, and satisfaction as the theoretical framework for understanding revisit
behavior. The sample consisted of 385 tourists who had previously stayed in hotels in Pattaya.
The sample size was determined using Cochran’s formula, and participants were selected
through convenience sampling. The findings revealed that credibility, trust, and courteous
service were the most influential factors in encouraging repeat visits. Tourists also perceived
their stays as worthwhile, though the differentiation from competitors was not strongly
evident. Moreover, hotel location, atmosphere, and staff service skills were key drivers of
satisfaction, while pricing and promotions remained areas for improvement. Regarding revisit
behavior and intentions, tourists showed a positive tendency to return to the same hotels and
expressed willingness to recommend them to others. The study contributes a conceptual
framework called the “Customer Revisit Model”, which demonstrates that service quality

influences perceived value, leading to satisfaction—a mediating factor that drives revisit
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intentions and behaviors. This knowledge can be applied as a strategic guideline for hotel
operators in Pattaya and other tourist destinations to enhance service quality and strengthen

competitive advantage.

Keywords: Tourist Behavior, Hotel Services, Pattaya
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AdAeY: NeAnssutinnannen Tyusnslsausy e
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1. UNUN

gnamnssunsnead safieidunalnd Ay dunuimduiad sulasugisvesnatsyszine
Tnenildlutateddyiiaenouisnrudduresgramnssui Ao arwiioelavesinnouilendiasma
Tnenswmenuidafiazsndundeus Faflaruddynoaudisavesuameaiion (Tri Nguyen
Huu et al., 2024) Jadefanandmuduiusiugsiolsus Wesmnlswsuderiuniulassas

fugunliunumlneassmelsyaunsauarnisindulavestinneuiien

venandlursunsladnisiineluladadsln 1wy n1sUszgnaly Augmented Reality (AR)
uaz Virtual Reality (VR) lunlwagnsfiununvlugeamnssalsausy Tasiamzlunszuiunsdndula
vosinv et e en19idonaesuaznrsnduuilyuinige (Lim et al, 2024) agslsfianu
Fai989919M193910157 A251A TUN15Anw T 0Li 8 Taetanizis 89 “Information Literacy
Self-Efficacy” visoanuidosiulumnuannsnvesuilnalunisinmsveya dsenavelniinnasiien
annsaududuardadulanduailyuinmslsausulaegsiulanelnaningluuuuou wu Tugi

ﬂ’liLLW'ﬁlis‘U’lmJEN COVID-19 (Peco-Torres et al., 2021)

dwsulszwdalng dewimeludminvaysidunisuwamesiismédnilasuaudenain

v '
LY

yianveafiearilyeuassimanii TﬂEJszjyagaaﬁqwmnﬁﬂﬁmmﬁmmﬂmmiﬁ Faumiaunnany
fengedneu 2567 Sinveadinfumaangiuiinnds 24 atueu Wsduanvafeaturesdney
§917.92% @5195181A570n91 2.6 wauayum wazfuwaludulaneidedduddaly (Manager
Online, 2025) wonanii Aueitongerdidamen Tsausiludminneadioamdn aun NTUNN ANYT
wazgufin d8msnisiniadegada 80% lud 2567 uaziuwlumivianuiianisnisiudaves

Tnneafieaneund (Lumkam, 2024)

91nUadefainans wanddmiuainisfnwimginssunisidennduanlyuinislsusuifiuves
Unneaiigrludesivendulssiiuniinnudidey Maludmguliviofufuged11mieizinig

wazludaljuRnanunsolodureyadnagnsluungsialswusunazy Usznounislugnamnssy

NouNY

2. 199UsEAIANISIVY

1. WaAnwUadenunneanginansantunisanaulanauuntyus nsisasuddluiiassinen
2. WedisraanufaiukazAuianelaveslnneuneIndnenistausnistsansuluiie
ANe

3. Lieesulanginssunsidonnauulyusnislsssuiuvatnvaaiiedluiiewiven
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4. WWBTIUTINVBY AN TTUUINAL UYL IR UNNDUNEINDAMAMKALNITUTAITVBN

Tsawsuluiloaimen

3. NUNIUITIUNTIU

=

iTeiiialatlmdiun “wqﬁﬂsiuﬂ'ﬁﬂé’wﬂ%u%nwgw” yasnneniiefinuduius
ashﬂﬂg%ﬁuﬂszaumsfﬁuasqmmwmsu’%miﬁlﬁ% #29879191 (Chuphan, 2017) 8511871
ﬁﬂuﬂamaqéﬂ%‘lmﬁLﬁm]'mﬂszaun'mﬁl,%qmﬂéauﬂjﬁlﬂémwauaumﬁﬁ Taglamzagadmin
15%’%13@@@51&&1&@@LLazLﬁﬂmmiﬁﬂﬁamiaau%ﬂuﬁmi TenunUiidennaas iy (Nguyen
Viet et al,, 2020) 717 31aud slanduldideu (Revisit Intention) iutavaddayn1unsneaiien
Lﬁaqmﬂﬁ’ﬂ‘v;mL17'1'm‘17i'ﬂé"umLﬁau%‘;ﬁﬁﬂﬁwqﬁmsumﬂ%ﬁmLLaxmiﬁéaus"mqﬂsﬁu Snvtadailuualun
wolwsUsgaunisaildsuanuuulinnelan G?QﬁaaamgunuMWQﬂwsmaqmLﬁaLﬁauﬁ’umsﬁqqm
theaio vl

Tuidsqmn1wn13u3nI3 Kotler (2003) lauean aufiswslandenwlufisnelavesgnan
wiinduannsiUisufisulszaunisaiasstunnunian s MINUINTAININLIATZIUT A ANTS
tneafleaiinaglunduanleuinig ummniumivieanaaestudsiininnts wwaseusegdlalmio
manduslauimaednada sl vaneanddeusun aunmnsuinisinaduinnennufisnela

wazaudslanduueuvesinvefien wu Dabestani et al. (2016) way Zibarzani et al. (2022)

Lﬁ'aﬂﬁmmfmquﬁmiwju'%lm NuntaPaiboon (2012) 8371 qﬂﬁflﬁﬂ%mumzmumi
BangAnssuiidudiiu Suannsleuimsadausn — nsnduanlauinisg — msuslaaundu
— nsvenaeUszaUNALNE B Y Fenandmiiuiinisnduinlyuinisenluladuiomadnsly
BangAnTI Lm'é’&Lﬁuwﬂ?{ﬂuﬁﬁﬂﬂémia;wmmﬁnﬁiuswwn

INNINUMILITIUNTTIA1IsaasUln 1 Yadeaiudszaunisal AmAIwAITUSNNg
LLaSﬂ’ﬂiJﬁQWEﬂﬁmeﬂf;’] \Judduind euddyiiasmansnisdndulanduanlyuinislsaususn
TnewgAnssuiinaludaasugiauaznismanogisideddy Weswnssannurumangnanl
uavasNsUenRaLdaIn feiu Saflanusduiinesdnuidadinluuunanzvenilosineg Sadu
wilsluuvamonfisadidyuosssina Welulavoyaiiaznouis nginssuaievesinnodien

wazluIMAinagns dmsugusenaunisisausulunisasnminudduniegsia
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4. 521 U8UR5Y

n13398aded1dfun153ToiBausunn (Quantitative Research) Tney sdnwrdadef fnane
wofnssunsnduanleuinmslsusiuvesinveaileluaniosing Jaiavau3 Tngnquinesis
fio nneniimafesdunanidousansninlsunduandesing ddluannsonsudiuaud
wuueulaaiwmua datu Felalugnives WG. Cochran Tun1sdrurumivuiang ufaes g
Slofmuamanueanaindeudisydu 0.05 ﬁﬂﬁiﬁﬁmauﬂeﬁmﬁaaéwﬁﬂéu 385 AU WaYNaNFIDEST

Tolun15739y agnesiiteulude Ynnaaneiiweninlsiwsuluwnilasing1asnsuse 1 ase lngly

[
(2 A A

A8n1sARLABNLUY N15dUAI0813UUUAEAIN (Convenience Sampling) naiAe K 3Talavin

U
VYo

nsuanwuuasunskngidavadaslawaenseslvveyaluiuivesetuarlsausuiidmualy n1s

' ' v

Lﬁannquﬁaamaﬁﬂwmsﬁmaiv?mmiaLﬁgﬁq‘gayjaﬁwmﬁ’ﬂﬁmLﬁmlﬁ:mqmui’mqﬂszmﬁ%q
MUY

i s lylunisifusivsinreya laun LUUABUATNLUUNIATIA2uUTELINA
(Rating Scale) 5 s¥ffU MuLUIARTES Likert Usznaume 3 au laun (1) veyarluvesmneay laun
A 97y seAUNIsAne 803 uazsela (2) TaduaunmaInnIsuIng M33UIANAT LazAIN
fswela way (3) wpiinssuuazanunslaiaznduanlyusnnslssusuiu Tnsuvuaeuawlauiu
nsmsraaeuAnsudaien (Content Validity) Tnsgnssqadl 3 MU uagsmaraudesiy
(Reliability) A7835283 Cronbach’s Alpha laAnafu 0.811 LLamaﬁm%‘lmﬁaﬁmﬂm%aﬁuae‘f

Tuszavgs luilefnwdadouazanudaiuvesinneaiiedludUiunale

v

@J%a‘i’algﬁwLﬁumsLﬁusausamyayjassm'mﬁau nouwARL — denimas 1A, 2568 Tagly
wwuasuaweeulatiieruazanmniiilunisanfnguiesi mndulahnisameasuuas
fansesuuuaeuauiineuluasumu ielidnuarnsneuiiluaensaesiunnduass (wu Msmeu
G3ORBULUUTIAY) 1w 47 I Lﬁaﬁ’maﬂmﬂmﬁmesﬁ%agaﬁwaaaL‘?Nmmm (Descriptive
Statistics) laun ARG (Frequency) sevaY (Percentage) ANRA Y (Mean) wazaludsauy

117357 (Standard Deviation)
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5. NAN15738

INNITAUTIVTINRUVABUANN IABHANTITELIALNOUANUAATY WoRNTIH Wazauddle

YastnnasiedMaelyusnisisasuluaiiasimen aanalld

A15°99 1 AuAaLiuNgTutadeaugMAINANTUINNS

4 drudsauu

UABAIUAMNINNITUINNG ARay Asudawna
INTIFIY
Wﬂmm‘liqmetﬁﬁm'mywmmqmwuamﬁuﬁm 4.25 0.62 Wiumeeen9Bs
nslwuinsianusingiuaasmerian 4.12 0.67 Wiume
Tsausufidssnneauagaanasumuiasianmssu 4.18 0.64 g
Tseusuanansaunludymuas e UALBIAIUABINS
SUENQﬂ?’T’IIGTEJEJI’NLmJ%’ﬁQJ 4.20 0.66 Whumpeenad
INLLEZJﬁﬂ’J’]ﬁJﬂ']L%QaQLLﬁSﬁ;’Nﬂ’J’mﬁﬂﬁﬂﬁﬁ}UIﬁ [ 4.28 0.49 Wiumeeenets
NN 4.21 0.57 Wiugawagnads

AN3197 1 uanskan1siasiznanufaiuresinnaieifidne Jadeaununinnsuinig

AT 1 uEAINANIsTIATIzRANLAATiuvesdnnewiisdiidne Yadeaiuamninnisusnisves

lsausuluwailoning) 1AgHaNITIATIENNUI AMTIVBIAUAMNTUSNSHANARINITY 4.21

arudeauuninggiu 0.57 sglusedu “Wunigesnede” Feagnaunuuindviruafidauinne

ASUSANVDILTILTY

defarsanlusieniu wua %aﬁl@?%’uﬁ%aﬁagnﬁagm fie “Iswsufinuundefowazasns
mmﬁu‘[ﬂﬁﬁuévﬁwﬁn” (ANRdE = 4.28, SD = 0.49) ogluszdiy “\Wumsegnide” uandmiuan
ﬁa%’aﬁwummﬁﬂﬁaﬁaLLazm3?1;1@mmﬁu%ﬁwmwﬁﬂﬁ’zw{amﬁ%’ugﬁumﬁﬂvimLﬁaa PRNGNYRLI
“wiinaulsausulnuinmsaeaugninuasiduies” (Aneds = 4.25, SD = 0.62) wag “lssusy
mmsml,fﬁmﬁzgmu,azmauauaqmmé?aamﬁsuaaqngﬂgaéwmmxau” (AR = 4.20, SD = 0.66)
Feogluseiu “iumeas19Be” 1wuiu

] ' '
a o a a

luvugiidateilanedssifian A “A15IMUSNA1SHAIINTIASILALATINBLIET” (ARde =

1

' v
(J

4.12, SD = 0.67) har “l5usufidsduiuniuaznInATunIULasduInTgIu” (Anadey = 4.18,

[

SD = 0.64) @weglusyau “Wiunle” aalsiniy AaReveynvedingIng 3.40 agvau RN

lngsaudianuianelanenisuinisveddsausuluaiuma 9 egluszdugs
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M15197 2 AnuAeLiLNETUTITEAUNSSUAMA

v . vy . .4 dudeauu
Uadeiunssuiamuen ARGy nsuUana
NN
FIANEARARTRI UAMAINNITUSNNSNASY 4.05 0.71 WA
TsausulvanuauaiowIsuiisuiulsusudu o Lo
o 4.01 0.69 Wiuae
TusgRuLmeniu
nslyuinsnlsausuinludnauaAuRy 1a Lo
Y 9
4. 4.18 0.88 Wil
wazAUNeeuFely
dguneAnuaEAINkaruINISLAsuTAMAININNN . v
) 4.02 0.68 Whuaae
AN
Tnguuad JaNNIsIRnAlsswsuiinuAuAluns WuAIeY
Y 9
L 4.34 0.73 L
Bantuu3nig 281984
AN 4.17 0.64 Wiudoe

A1397 2 wARINAN1SIATIENANLAMI LTIt INenN eI dne Yaduaiuni1ssusaman
(Perceived Value) 9aan1gtuawnlsawsulutvaidasimen Insainsiudaiad ey 4.17
waranulsauuinsgu 0.64 egluseau “Wume” uanmdnneaieranlngyiuinmslouinig

Tsausulunundananinuauen

Wefiansaunlusere nudn veiilaanadegeiian As “lagsiuwad 38n11n1sinilsusy
fauauattunsidenleuinis” (Awade = 4.34, SD = 0.73) egluseAu “iiunies 98’ denau
fanndnualudauinvedswsunenisiuganailuaenigiuin sesasnde “n1slouinisnlsusy

ilnsdnauaiuldu 1ial wazauneteuiidely” (Aede = 4.18, SD = 0.88) wandlmdiuii

dnneadiglvanuddyduauuilylldemeuivdmlaSunduun

lunmsaiuvin vefilanadiedfan Ao “IswsuluauauaifliowIeuiisuiulsawsudu o
lusgAubeaiu” (Aede = 4.01, SD = 0.69) uag “@d1uIeANUaEAINLAUINITT lASullgeI
WNNNAAIANTY” (Anade = 4.02, SD = 0.68) wui1azagluszau “Wiune” wafaznoulmiiug

HuslnAunsanudiluimuinruuanaadenunidanudeisudsuivauudunan
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AN519% 3 AUARTILAgTUTRTEAUALTaNe R

. . .4 dudsauu
Uadeduanunanwela ARAY n1sulana
AN
L
nuianelatununmveesiniarUSMIlASy 4.22 0.61 TP IGERNEN
muisnalafiuszAusTafingauiunuam 3.98 0.53 WiuA9Y
MuNanelafuianawelsasuLagANa AN Lo
R 4.30 0.70 WilAI80871984
Tunsiiunng
muianeladulusludunioansuselosuilsasy Lo
v 3.95 0.43 LAUAIE
wouln
nufenelatuinyeuaznisinusnisveandnau P
4.24 0.91 WilAI80871984
15903
mudlsnelatudunounisies 1GadU wavidalen Lo
. . 4.16 0.86 WL
NAzAINLALTINGD
MIUN ANl UANINLING DULAZUITEINIATD v
4.27 0.37 WilAI8081989
JEAREY
NN 4.21 0.98 Wiudeagned

A15197 3 wAAINANISTIASIENANAAINTET I aLTiBIne Yadeniuaiiuiianela
(Customer Satisfaction) 4fia1504191n23AYTENBUANLLUIAANTAAIAUTANT (TP) WU ANsIud
Aadeniu 4.21 wavanudonuuansgiu 0.98 eglusziu “Wiunige198” uane dnneuiien

andlvgyiiauianelanausnisisasulullesimenlunmsiunauyieg

' v ' '

definnsansieaiu wuan vefiiniadsgean Ae “niuianeladuyiiad devoslsusy
wazawaznInluMaAuNIe (Aade = 4.30, SD = 0.70) agluszdy “Wiumeesnads” aznouln
LﬁuiwﬁgmasmmasmﬂiumwfﬁﬁnLﬂuﬁaf{’l’aﬁ’]ﬁmﬁﬂfﬂv{mLﬁaﬂﬁmmﬁwﬁ’maéwén FOIRNUIAD
“yauianeladuaninuing ounazusseIniavealssusn” (Anade = 4.27,5D = 0.37)
waz “mufimelafuinueuazmsluuinisvesninaulsusy” (Al = 4.24, SD = 0.91) deoglu
52U “Wiumeognade” i

Tunenduiu vefifianadsmitan Ao “mufmelafulusluduniednsuselomiflsusumou
W7 (Anads = 3.95 5D = 0.43) uar “niuanoladuszdusnaii uizanfuauain’
(Aads = 3.98, SD = 0.53) Feaglusedy “Wiuade” Mty uansITadonusaiwas IaLas

msmediluansnasennuiianelagaaaunidnnesieile
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A15197 4 mwAniuneITUTaTEmungAnssukazauRdlafiarna UL laus NSl SIS HLAY

UadeinungAnssunazainunslaiaznauunly .4 dudleauu
- - ALRAY nsuiana
USN3L39u LAY NN
NAIINATIMNNATILSA AAusslanagnauuley Lo
) v s 4.16 0.66 Wi
UIN1slaausuilanase
fwwnluniazidenlyuinsgAulsawsuiuuInn Lo

. 3.98 0.72 Wiumnag
andlsausuluy
WNNAULINNENASY Juwluniazlyuinimse Lo
. 4.21 0.91 WilAI8081989

a o

F99UILAINATAINVDILTILTUNNTU

fimnuaslaniziuzinvsauennalsraunTadeuIN Lo
L Y vy 4.26 0.47 LAUAIYDE19D
Weafulswsuillvgaunsu

NINTIY 4.09 0.75 WAUA Y

AI5NT 4 WEAIHANTITILATIERAUARIUYasTnNauTisane JadeatungAnssulazanusile
nagnFualyuInislsusual nunamsuilaate 4.09 uaraulenuunnsg 0.75 aglusedu

“Giuae” agvauntnnasiediwunlunludauiniagnduunlausnslsawsudy wuannsudaly

[

flasey “Wiumlgeenede”

a

Wenarsundusiere wui vefidaedsgara Ae “dadnudddanazuusiviovenne

Uszaunsandauinifednulswsuidlngdunsiv” (nade = 4.26, SD = 0.47) wag “vINNFUNIN
3139 Tuurluusiaglausn1sus 98 99 1U8ANNALAINYBALSILSUUINT U (ARA Y = 4.21,
SD = 0.91) Fvogluszau “Wiuawesnsde” aznewingnartuiesduuiluunduanlyuinig

wpdansoumsLnsUszaumsantsuinuaziiungfnssunmslauinsluassdaly

] 1] '
a

luvagiveniaadesgn fe “TJuuiluniagidonlyusn1sgiiulswsuiuuInninaedlsusy

Ty ” (?’HLQ?{EJ =3.98,SD =0.72) LLSJET\‘]?JEQJJIU?%GYU “Liunie” wndagnaudinuiduldlagn

Hnmesivrvaudinudasunsvaasdswsilyy o luladefndunisnduunlausmsnnuiausly

Ham TR lmitun AMAINNITUTANG ms%’ui@mﬁfl wagarwiianela iudadeddyiiama
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Flunaneif wdiignfiaasiam WU MIFTIMILLANANAILANAT 5IA1 WAYNTANATLNISTIY
dowaduasennudnilussezem %aﬁ?uwuﬁmmsaiﬁﬁu%a;&aLs?maqméa‘im%’uéﬂszﬂaumﬂiauﬁu
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AsdgunlaIng19neLiiod
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NI UNUI Tadenunnaawnginiansanlunisandulanauuilousnnsisawsunnluiseavag
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v A

AMAINAITUTNNS mﬁugamm wazaufiswele Wudaduddyfiamanonisndualayuinise
Tasaenaaoefus1uwe9 Thongkam (2021) 71421 AmAIMAI5UINT AwdnualvesuuTua
warAsiagalalugamnetatenms Sralasnsmoarusslandunilyuinislsmsy 3-5 anrluniale
voslng wazdslulufianiafoady Dareeh (2024) T1UUI1 AENMANTUIAITATUTUSTINLAE
nsapUaues 3wl MIumeUszauntsalu funumesisnnaenisdndulanduanlsuinig
Jaesvvesiinmeaiisnauasdune du lsusiluinefinesnisinugiugnan avslnanwddy

UAMAMNMIUINSNA AN BUAATIAMAITILANANS

TuraeRauAaiukazaufsnalavesinnauieniinan1slousn1slsasy nNan1TIve
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Uszaumsaluuauglufunisfiansuiuinnsfidamnm uasdslnaidestu Thongkam (2021)
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AMTUSAIINUITeDD 590157 wazuiing Wudsaseenuiulawaziinlenialunisnduunlausnns

'
Ly
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mmsaaqﬂlhu’iﬂ AMAINAITUTNT ANUTTINELA LLasmﬁ%’qumﬁw \duununaaindns
mssndulandunlsvimadosinneniien suringinssuvesinveniien Tnslaniznguaune
Haznaununasns Uszaunsallys asuanmg LLazmmém'ﬂ faii Tsausuluivennasuimis
Fanspanmuinisesaduszuy ﬂ’JU@:VL‘tJﬁ‘Uﬂﬁa;’NﬂaQ%’g(ﬂy’luﬁﬂ’] TusTudu waznisesnuuy

Uszaunsaunsinalaney wWinasisanulauseulunisweedy

7. ayasAnus

¥ ' '
(% o

M9deliudunn anuundeiie Msu3nisiignin waznsdugdnnnuauat Wusmdndu

dfgassanufisnelanaziilugnisnduanlouinige

Tngaanlsenau 3 Yadswsnyinauasuiu (Service — Value — Satisfaction) wagmany

fiansladiunumdu #2879 (mediator) Itenlosluganuaslanduunlyuins

AMANAITUINS W‘ MsfugAmm 1* Auisnela b Anusslanduunlyuinig

waglagunuuniseSuie “Customer Revisit Model” & sarunsadldidunseunuidn

TumsiaunagnsnsuinisvesrUsznaun1slsausy

8. UBLdudLUY

1. A2sENTEAUAMAINATIUS N1TTaantneIy Tasiuuaaugnin Ay ud e
LAZNIMUALENNBATINABINIIVDIGNANEE TR LEpsmnidulafeiiaseauiemelageauay
udndulgnandadulanduslauinsen
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ABSTRACT

This study investigates the impact of psychological contract fulfillment and talent
management practices—specifically HR analytics and career path design—on trust and
innovation among generation Z employees in Thai organizations. Survey data were collected
from 450 employees across medium- to large-scale organizations in Thailand. Structural
equation modeling revealed that psychological contract fulfillment significantly enhances
organizational trust and innovative behavior. HR analytics was found to strengthen the
relationship between psychological contract fulfillment and innovation, while career path
design mediated the effect of talent management on trust. Volatility analysis indicated
industry-specific variations, with technology employees exhibiting greater fluctuations in
innovation compared to finance employees. The findings highlight the strategic value of
fulfilling psychological contracts and implementing data-driven talent management strategies
to foster trust and innovation. Practical implications include designing transparent career
pathways, leveraging HR analytics for evidence-based decision-making, and addressing
generational expectations in organizational policies. The study advances theory by integrating

psychological contract fulfillment with contemporary talent management approaches.
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1. INTRODUCTION

In the era of digital transformation and heightened global competition, organizations
increasingly depend on strategic talent management to sustain innovation and competitive
advantage. Human capital—especially employees from Generation Z—has emerged as a key
driver of adaptability, creativity, and organizational renewal (Collings et al., 2019; Ng & Parry,
2023; Twenge, 2024). Generation Z employees differ from their predecessors in emphasizing
transparency, inclusivity, and meaningful career development (Baruch & Rousseau, 2019). They
are less motivated by job security alone and more by opportunities for continuous learning,
autonomy, and innovation (Kaur & Fenech, 2023). Consequently, organizations must design
talent systems that not only attract and retain this workforce but also strengthen trust and

inspire innovative behaviors.

A central framework for understanding employee-organization relationships is the
psychological contract, defined as the implicit set of mutual expectations between employees
and employers (Rousseau, 1995; Rousseau 2018). While earlier research often focused on
contract breaches and their negative effects, contemporary studies highlight the positive
implications of psychological contract fulfillment—including greater organizational trust, job
satisfaction, and proactive behaviors such as creativity and innovation (Bal, et al., 2020;
Minbaeva, 2023). For Generation Z, contract fulfillment increasingly depends on whether
organizations deliver on promises of personal growth, career mobility, and digital
empowerment (Ng & Parry, 2023). Thus, fulfilling these psychological expectations becomes

essential for cultivating trust and innovative work behavior.

Talent management mechanisms serve as enablers of psychological contract fulfillment,
particularly through HR analytics and career path design. HR analytics—the use of data-driven
insights in workforce decisions—enhances fairness, transparency, and evidence-based
management (Marler & Boudreau, 2017; van den Heuvel & Bondarouk, 2021). It also aligns
organizational practices with employees’ evolving expectations for personalization and agility

(Minbaeva, 2023).
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Similarly, structured and sustainable career path frameworks provide employees with clarity
regarding growth opportunities, fostering engagement, trust, and innovative performance (De
Vos & Van der Heijden, 2017; Ehnert et al,, 2022). Recent empirical studies emphasize that
organizations combining digital HR capabilities with career development initiatives are better
positioned to engage younger employees and sustain innovation across volatile business

contexts (Kaur & Fenech, 2023; Twenge, 2024).

Trust and innovation represent interdependent outcomes crucial for organizational
resilience in uncertain environments. Trust enhances psychological safety, collaboration, and
open communication, whereas innovation drives adaptability and long-term performance
(Dirks & Ferrin, 2001; Shalley & Gilson, 2017). Understanding how psychological contract
fulfillment interacts with HR analytics and career path design to influence trust and innovation

offers both theoretical and managerial implications.

Therefore, this study aims to examine the effects of psychological contract fulfillment
and talent management practices—specifically HR analytics and career path design—on
organizational trust and innovative behavior among Generation Z employees in Thailand. By
integrating psychological contract theory with contemporary HR and analytics frameworks, this
research advances the literature on organizational behavior and talent management, offering
insights into how organizations can nurture trust-based, innovation-driven work cultures in the

digital era.

2. LITERATURE REVIEW

2.1 Psychological Contract Fulfillment and Organizational Trust
The concept of the psychological contract, introduced by Rousseau (1995), refers to
employees’ beliefs regarding reciprocal obligations between themselves and their employers.
Psychological contract fulfillment (PCF) occurs when organizations meet or exceed
employees’ expectations, resulting in positive attitudes such as trust, engagement, and
commitment (Conway & Briner, 2009; Bal et al., 2020). Trust serves as a central mechanism

linking PCF with desirable organizational outcomes (Coyle-Shapiro & Parzefall, 2008).
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Recent research emphasizes that Generation Z employees prioritize fairness,
authenticity, and transparent communication in employment relationships (Ng & Parry, 2023;
Twenge, 2024). In emerging Asian economies, including Thailand, psychological contract
fulfillment is closely tied to employees’ perceptions of career advancement and meaningful
work (Chong et al,, 2022). Consequently, the degree to which organizations fulfill their
promises directly affects young employees’ trust and willingness to innovate.

Hypothesis 1: Psychological contract fulfillment positively influences organizational

trust among Generation Z employees.

2.2 Psychological Contract Fulfillment and Innovative Work Behavior
Beyond trust, PCF contributes to employees’ willingness to engage in innovative work
behavior (IWB). When organizations honor their commitments, employees reciprocate through
creativity, problem-solving, and proactive initiatives (Jiang et al., 2015). Recent empirical
studies affirm that PCF fosters innovation by enhancing psychological safety and perceived

organizational support (Guo et al., 2021; Zhang & Chen, 2023).

For Generation Z employees—who are digital natives and value autonomy and
purpose—psychological contract fulfillment that emphasizes developmental and relational
elements tends to encourage sustained innovation (Garg & Chahal, 2022). In fast-changing
Southeast Asian organizations, maintaining such fulfillment may serve as a key driver for

adaptive and innovative behaviors (Phan et al., 2023).

Hypothesis 2 (H2): Psychological contract fulfillment positively influences innovative

work behavior among Generation Z employees.

2.3 Talent Management in the Digital Era
Talent management (TM) refers to a strategic and integrated approach to attracting,
developing, and retaining high-potential employees (Collings et al., 2019). In the digital
economy, TM extends beyond traditional HR functions by focusing on agility, individualized

development, and data-informed decision-making (Thunnissen, 2016; Miah & Suhaimi, 2022).

215E5M5IBuIANTIUNITIAMSSIia 84

U9 2 atu? 3 (Feunuiau — WeusuIAL 2568)



JIBMR

Recent studies in emerging markets emphasize that effective TM practices foster trust
and innovation by signaling the organization’s long-term investment in employee growth
(Albrecht et al., 2021; Pruetipibultham & Pathumsirikul, 2024). Generation Z employees are
particularly responsive to TM practices that promote autonomy, learning opportunities, and

alignment with personal values.

Hypothesis 3 (H3): Talent management practices positively influence organizational

trust and innovative behavior.

2.4 The Moderating Role of HR Analytics
HR analytics, defined as the systematic use of data to improve HR decision-making,
has become a cornerstone of modern TM (Marler & Boudreau, 2017). By applying predictive
models, organizations can better anticipate employee needs, identify turnover risks,
and optimize development pathways. Contemporary studies suggest that HR analytics
strengthens the psychological contract by enhancing fairness, transparency, and trust (van den

Heuvel & Bondarouk, 2021; Kaur & Fenech, 2023).

For Generation Z employees, who expect data-driven personalization in every
organizational process, HR analytics serves as an enabler that bridges psychological
expectations with measurable outcomes (Minbaeva, 2023). This alignment enhances their trust

and motivation to innovate (Chaudhary & Bhattacharya, 2022).

Hypothesis 4 (H4): HR analytics positively moderates the relationship between

psychological contract fulfillment and innovative behavior.

2.5 The Mediating Role of Career Path Design
Career path design (CPD) offers a clear framework for progression, mobility, and skill
acquisition. Well-structured and transparent career paths foster motivation, trust, and
organizational commitment (Arthur et al., 2005; De Vos & Van der Heijden, 2017). In recent
years, the concept of career sustainability—emphasizing employability, adaptability, and
personal meaning—has become particularly relevant for Generation Z (Baruch & Rousseau,

2019; Nawaz et al., 2023).
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Empirical evidence indicates that transparent CPD enhances employee trust and
engagement, which in turn stimulates innovative behavior (Sultan & Sharif, 2022). Within Asian
contexts, clarity in career development systems has been shown to significantly improve

psychological contract perceptions and innovation (Kim et al., 2021).

Hypothesis 5 (H5): Career path design mediates the relationship between talent

management practices and organizational trust.

2.6 Synthesis and Research Gap
The reviewed literature establishes that psychological contract fulfillment fosters
trust and innovation, and that talent management—when supported by HR analytics and

transparent career path desisn—amplifies these effects. However, empirical studies integrating

these constructs within the context of Generation Z employees in emerging economies remain
scarce. Most prior research has been conducted in Western settings, overlooking the
sociocultural dynamics of Southeast Asia, where collectivist values, digital transformation, and

generational diversity co-exist (Chong et al., 2022; Pruetipibultham & Pathumsirikul, 2024).

This study addresses these gaps by developing and testing a structural model linking
psychological contract fulfillment, HR analytics, career path design, trust, and innovation in

Thai organizations employing Generation Z employees.

3. CONCEPTUAL FRAMEWORK

The conceptual framework of this study integrates psychological contract fulfillment
with talent management practices—namely HR analytics and career path design—to explain
how these mechanisms jointly influence organizational trust and innovative work behavior
among Generation Z employees in Thai organizations. The framework draws upon theories of
social exchange (Blau, 1964), psychological contract (Rousseau, 1995), and strategic human
resource management (Collings et al., 2019), emphasizing reciprocal obligations, perceived

fairness, and capability-based competitiveness in the digital era.
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1. Psychological Contract Fulfillment and Organizational Trust: Psychological contract
fulfillment refers to the extent to which employees perceive that their employer has met
implicit and explicit promises (Rousseau, 1995). Consistent with social exchange theory,
fulfillment of these obligations fosters organizational trust by signaling respect, fairness, and
reliability (Bal et al., 2020; Cook & Wall, 1980). Recent studies confirm that when psychological
contracts are honored, employees experience higher trust and organizational identification,
particularly among younger generations who value authenticity and transparency (Ng & Parry,

2023; Twenge, 2024).

2. Psychological Contract Fulfillment and Innovative Work Behavior: Fulfillment of the
psychological contract also motivates employees to reciprocate through extra-role behaviors,
including creativity and innovation (Janssen, 2000; Guo et al.,, 2021). This relationship is
strengthened when employees feel psycholosically safe and supported by leadership and
organizational systems (Ehnert et al,, 2022). Generation Z employees, who are driven by
autonomy and personal development, exhibit stronger innovation tendencies when they

perceive reciprocal commitment from their organizations (Kaur & Fenech, 2023).

3. The Moderating Role of HR Analytics: HR analytics represents a data-driven approach
to human capital management that enhances transparency, fairness, and evidence-based
decision-making (Marler & Boudreau, 2017; Minbaeva, 2023). By providing actionable insights
into workforce dynamics, HR analytics strengthens the link between psychological contract
fulfillment and innovation through enhanced credibility and responsiveness (van den Heuvel
& Bondarouk, 2021). For digital-native employees, such analytical clarity reinforces perceptions

of organizational integrity and inclusiveness.

4. The Mediating Role of Career Path Design: Career path design refers to structured
opportunities for professional growth, skill enhancement, and mobility within organizations
(Arthur et al., 2005; De Vos & Van der Heijden, 2017). Transparent and personalized career
pathways signal organizational investment in employees’ future, thereby enhancing trust and
engagement (Ehnert et al.,, 2022). In this framework, career path design mediates the effect of
talent management on trust, reflecting how developmental structures reinforce psychological

contracts and long-term commitment (Baruch & Rousseau, 2019).
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5. Integrated Effects on Trust and Innovation: The overall framework proposes that
psychological contract fulfillment serves as the primary antecedent influencing trust and
innovation, while HR analytics and career path design act as complementary mechanisms that
enhance and sustain these effects. Together, these constructs represent an integrative model
linking psychological, technological, and developmental dimensions of HR strategy in

managing Generation Z employees (Minbaeva, 2023; Twenge, 2024).

HR Analytics Career Path Design Design

NN,

A\ 4

Innovative Work Behavior

Psychological Contract Fulfillment Organizational Trust

Figure 1 Conceptual Framework

4. METHODOLOGY

4.1 Research Questions
This study examined how psychological contract fulfillment and talent management
practices—specifically the application of HR analytics and career path design—serve as drivers
of trust and innovation among generation Z employees. The research questions were
formulated as follows:
1. To what extent does psychological contract fulfillment influence organizational
trust and innovative behavior among generation Z employees?
2. How do HR analytics contribute to the enhancement of talent management
strategies in fostering employee trust and innovation?
3. What is the mediating role of career path design in the relationship between talent
management practices and innovative outcomes?
4. How do psychological contract fulfillment, HR analytics, and career path interact
to sustain innovation and trust within organizations employing generation Z

employees?
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4.2 Modeling Volatility

To capture the dynamic and potentially volatile nature of employee trust and
innovation, the study employed a covariance-based structural equation modeling (CB-SEM)
approach using AMOS version 28. CB-SEM was chosen because it allows for testing complex
theoretical relationships among latent constructs, including psychological contract fulfillment,
trust, and innovative behavior. Additionally, to examine fluctuations in employee responses
across industries, a generalized autoregressive conditional heteroskedasticity (GARCH) model
was estimated using EViews 13, which enabled identification of industry-specific volatility in

trust and innovation.

4.3 Data
The research adopted a quantitative survey design. A total of 450 valid responses
were collected from employees in medium- to large-scale organizations across the
technology, finance, and service industries in Thailand, using stratified random sampling. The
demographic composition consisted of 53% female and 47% male participants, with an

average age of 28.7 years (SD = 4.9).

The survey instrument comprised validated scales adapted from prior research:
psychological contract fulfillment (Rousseau, 1995; Bal et al., 2020), organizational trust (Cook
& Wall, 1980), innovative work behavior (Janssen, 2000), HR analytics (Marler & Boudreau,
2017), and career path design (De Vos & Van der Heijden, 2017). All items were measured using

a five-point Likert scale (1 = strongly disagree to 5 = strongly agree).

The measurement model was tested for reliability and validity. All constructs
demonstrated acceptable factor loadings (> 0.70), composite reliability (CR > 0.80), and
average variance extracted (AVE > 0.50). Cronbach’s alpha values ranged from 0.82 to 0.91,
indicating strong internal consistency. Model fit indices indicated a good overall fit: X2/df =

2.11, CFI = 0.94, RMSEA = 0.049.

Given that the qualitative phase yielded minimal data (five semi-structured interviews
with HR managers for contextual understanding), these findings were used only to triangulate
quantitative interpretations and were not subjected to formal qualitative analysis. Thus, the

main results primarily reflect the quantitative component.
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5. RESULTS AND DISCUSSION

5.1 Results
Descriptive and Measurement Results
Descriptive statistics indicated that participants perceived high levels of psychological
contract fulfillment (M = 4.12, SD = 0.63) and organizational trust (M = 4.05, SD = 0.68) on a
5-point Likert scale. Innovative work behavior was moderately high (M = 3.89, SD = 0.71).

All constructs demonstrated satisfactory measurement validity and reliability. Factor
loadings exceeded the threshold of 0.70, composite reliability (CR) ranged from 0.82 to 0.91,
and average variance extracted (AVE) values exceeded 0.50. The overall model fit indices
indicated a good fit (X2/df = 2.11, CFl = 0.94, RMSEA = 0.049).

Table 1 Descriptive Statistics and Reliability Indicators

Construct M SD o CR AVE
Psychological Contract Fulfillment 4.12 0.63 0.88 0.90 0.63
Organizational Trust 4.05 0.68 0.86 0.88 0.61
Innovative Work Behavior 3.89 0.71 0.84 0.87 0.58
HR Analytics 3.95 0.67 0.85 0.89 0.60
Career Path Design 4.00 0.66 0.82 0.86 0.57

Source: Author’s survey data, n = 450

Research Question 1: Psychological Contract Fulfillment and Trust

SEM results revealed that psychological contract fulfillment significantly predicted
organizational trust ([3 = .58, p < .001) and innovative work behavior (B = .41, p < .001). This
finding aligns with psychological contract theory, which posits that when organizational
obligations are perceived as being fulfilled, employees reciprocate through enhanced trust
and proactive behavior (Rousseau, 1995; Bal et al., 2020). Qualitative interviews with HR
managers confirmed that young employees perceive psychological transparency and

responsiveness as key enablers of trust.
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Research Question 2: Role of HR Analytics

HR analytics positively moderated the relationship between psychological contract
fulfillment and innovative work behavior (B = .27, p < .01). Organizations utilizing predictive
analytics tools reported stronger alignment between employee expectations and
organizational delivery, resulting in higher innovation levels. This supports prior research
emphasizing the role of data-driven HR systems in fostering engagement and innovation

(Marler & Boudreau, 2017; van den Heuvel & Bondarouk, 2021).

Research Question 3: Mediating Effect of Career Path Design

Career path design mediated the relationship between talent management practices
and organizational trust (indirect effect = .19, p < .05). Employees who perceived well-defined
career trajectories reported higher trust in the organization. This mediating effect indicates that
transparent development systems reinforce the psychological contract, enhancing

employees’ belief in organizational integrity (De Vos & Van der Heijden, 2017).

Research Question 4: Volatility and Industry-Specific Dynamics

Volatility modeling using GARCH (1,1) demonstrated that while overall trust and
innovation were positively correlated, the degree of variability differed across sectors.
Technology employees exhibited higher fluctuations in innovative behavior, whereas finance
employees demonstrated more stable trust levels. Although GARCH models are typically used
for longitudinal data, their application here provides an exploratory perspective on cross-
sectional heteroskedasticity—capturing differences in behavioral stability across industries.
This approach highlights that innovation volatility may be driven by dynamic market conditions

and differing HR strategies.

5.2 Discussion
The findings underscore psychological contract fulfillment as a foundational
determinant of organizational trust and innovation among Generation Z employees. This aligns
with established theory (Rousseau, 2018) and demonstrates that younger cohorts, who
prioritize authenticity and developmental fairness, respond positively when organizational

commitments are upheld.
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The moderating role of HR analytics reflects the strategic potential of digital HR
transformation. Predictive and diagnostic analytics enable organizations to preempt employee
disengagement, personalize career interventions, and align perceived and actual fulfillment of
the psychological contract—thus amplifying innovation outcomes (van den Heuvel &

Bondarouk, 2021).

Moreover, the mediating role of career path design reveals the importance of
structured growth systems in cultivating trust and innovation. Clear developmental trajectories
foster a sense of security and belonging, motivating employees to engage in creative and
proactive work behaviors. This finding resonates with contemporary research emphasizing
career agility as central to sustainable workforce performance (De Vos & Van der Heijden,

2017).

From a societal perspective, these findings contribute to the discourse on workforce
sustainability in Thailand and other emerging economies. As organizations face increasing
generational diversity, fostering psychological contract fulfillment and transparent
development pathways can enhance not only individual innovation capacity but also long-

term organizational resilience and national competitiveness.

Lastly, while the volatility analysis offered novel insights, future research could
employ panel or time-series designs to capture more granular patterns of behavioral
fluctuations. Nonetheless, the present results demonstrate that variations in trust and

innovation are industry-contingent, emphasizing the need for context-specific HR strategies.

6. CONCLUSIONS AND RECOMMENDATIONS

6.1 Conclusions
This study explored the interrelationship between psychological contract fulfillment
and talent management strategies, emphasizing HR analytics and career path design as key
mechanisms for fostering organizational trust and innovation among Generation Z employees
in Thai organizations. The results yield several important conclusions that align with and

extend contemporary human resource management (HRM) research.
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First, psychological contract fulfillment emerged as a robust predictor of both
organizational trust and innovative behavior, confirming that honoring both explicit and
implicit promises significantly enhances employees’ willingness to engage in extra-role and
innovation-oriented activities (Bal et al., 2020; Rousseau, 2018). This finding aligns with recent
studies emphasizing that Generation Z employees, shaped by digital transparency and value-
driven work expectations, prioritize fairness, feedback immediacy, and authenticity from their

employers (Ng & Parry, 2023; Twenge, 2024).

Second, the moderating role of HR analytics underscores the increasing importance
of data-driven HRM in the digital era. HR analytics strengthens the alignhment between
employee expectations and organizational practices by enhancing transparency, predicting
engagement trends, and enabling personalized development (Marler & Boudreau, 2017; van
den Heuvel & Bondarouk, 2021). This study’s results resonate with current evidence showing
that integrating predictive analytics and Al-assisted decision systems can foster trust and
engagement, particularly when used ethically and transparently (Minbaeva, 2023; Kaur &

Fenech, 2023).

Third, career path design was found to mediate the relationship between talent
management and organizational trust. Structured and transparent career frameworks
strengthen employees’ confidence in organizational support, particularly when aligned with
their personal and professional aspirations. This reinforces the role of career sustainability—a
growing HRM paradigm that emphasizes employability, purpose, and learning agility—as a
mechanism for motivating innovative behavior (De Vos & Van der Heijden, 2017; Baruch &

Rousseau, 2019).

Fourth, industry-based volatility differences revealed that trust and innovation
dynamics vary by sector. Employees in technology industries exhibited higher fluctuations in
innovation behavior, consistent with research on innovation turbulence in digital ecosystems
(Dabic et al., 2022), whereas finance sector employees reported more stable trust, likely due

to structured advancement systems and long-term career planning norms.
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Finally, the inclusion of qualitative insights—though preliminary in this study—
suggested that Generation Z employees interpret psychological contracts through relational
and developmental lenses. They value growth conversations, fairness, and digital feedback
channels as signals of psychological contract fulfillment. Integrating such qualitative

perspectives can enrich future studies by capturing the nuances behind quantitative findings.

In sum, the study advances HRM theory by integrating psycholosgical contract theory,
talent management, and HR analytics within the generational context of digital-native
employees. It provides a multidimensional and future-oriented framework for managing trust,

innovation, and engagement in the evolving workforce landscape.

6.2 Recommendations
Based on the findings, several recommendations can be made for both practice and

future research.

For practice:

1. Reinforce Psychological Contract Fulfillment: Organizations should continuously
audit and communicate their implicit and explicit promises to employees.
Transparent dialogues about development, equity, and recognition can sustain
trust and drive innovation, particularly among Gen Z workers who value

authenticity and rapid feedback (Ng & Parry, 2023).

2. Leverage HR Analytics and Al Responsibly: HR leaders should adopt predictive and
prescriptive analytics—complemented by ethical Al frameworks—to identify skills
gaps, personalize learning pathways, and forecast employee mobility. This
promotes fairness, inclusivity, and data-driven trust (Minbaeva, 2023).

3. Design Transparent and Sustainable Career Pathways: Providing visible, flexible,
and skill-based career frameworks will strengthen employees’ sense of purpose
and security. Emphasis should be placed on learning agility, cross-functional
exposure, and digital career mapping to meet the expectations of younger

generations.
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Adopt Industry-Specific HR Strategies: Firms should tailor HR and talent
management practices to the dynamics of their sector. Technology-intensive
organizations should promote agile, innovation-driven pathways, whereas
traditional sectors like finance may focus on long-term stability and structured
development.

Integrate Qualitative HR Feedback Loops: Regular employee interviews, focus
groups, or digital sentiment analyses can capture evolving expectations and refine
HR policies accordingly. This qualitative input strengthens the alignment between

policy and perception, ensuring psychological contract sustainability.

For future research:

1.

Longitudinal and Mixed-Methods Designs: Future studies should adopt longitudinal
mixed-methods approaches to trace how psychological contract fulfillment and
HR analytics jointly influence trust and innovation over time.

Cross-Cultural Comparisons: Comparative studies across cultural contexts can
illuminate how generational values shape psychological contracts differently in
collectivist versus individualist societies.

Al-Augmented HRM Exploration: Building on HR analytics, future research should
explore how artificial intelligence can enhance personalization, fairness, and
predictive talent management while maintaining human-centric HR ethics.
Societal and Sustainability Impact: Expanding research toward workforce
sustainability and social well-being would enrich understanding of how trust and
innovation contribute to long-term organizational resilience and societal progress
(Ehnert et al., 2022).

conclusion, this study contributes to advancing both scholarly discourse and HR
practice by demonstrating that the synergy of psycholosgical contract fulfillment,
HR analytics, and sustainable career design can effectively promote trust,
innovation, and long-term workforce sustainability among Generation Z

employees.
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ABSTRACT

This research aimed to investigate the influence of demographic characteristics on the
financial and accounting competencies, and the effect of these competencies on the work
performance efficiency of finance and accounting personnel at Srinakharinwirot University.
The sample consisted of 122 finance and accounting personnel. Data were collected using
questionnaires and analyzed using descriptive statistics, difference testing (T-test/ANOVA), and
multiple regression analysis. The results showed that overall work performance efficiency was
at the “Agree” level (mean = 4.04), with the highest mean score in quality of work, followed
by cost, work volume, and time, respectively. Hypothesis testing revealed: Hypothesis 1:
Gender was significantly different in opinions regarding academic knowledge in finance and
accounting (p < .05). Differing levels of education showed significant differences in opinions
regarding competency and understanding in using accounting software, and competency in
analyzing and understanding financial statements (p < .05). Hypothesis 2: Gender was
significantly different in opinions regarding the quality of financial reports in terms of quality
of work and time (p < .05). Additionally, differences in work duration (between the groups with
less than 1 year, 1-3 years, and 4-6 years of experience, compared to the group with 10 years
or more) were significantly different in opinions regarding the efficiency of finance and

accounting work in terms of operating cost (p < .05). Hypothesis 3: Multiple regression analysis
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found that all three dimensions of financial and accounting competencies (academic
knowledge, competency in using accounting software, and competency in analyzing financial
statements) did not significantly affect overall work performance efficiency. This finding
suggests that factors other than competency, such as motivator factors (achievement,
recognition) and hygiene factors (salary, working relationships), may play a crucial role and be
the primary influence in developing the work performance efficiency of finance and accounting

personnel in the university.

Keywords: Financial and Accounting Knowledge and Abilities, Work Efficiency, Finance and

Accounting Personnel, Srinakharinwirot University
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vosyaansluiminederiuaiunsilsadioda esanmnyaansdarugmairinisiignaos
flenuailalunislymeluladvad wazdmuainsalunisinsznaunisiiu senaunsosnvi
mmmmqmﬁLﬁuﬁﬁQmm‘wLLawﬂﬁs@T‘uﬂssﬁ‘m%mwmw%‘msmwawﬁammiﬁ (Peterson &
Plowman, 1989; Chai et al.,, 2024) Fawu mﬁﬁnwm%ﬁ%aﬁmmﬁ']ﬁmlumﬁlﬁuLﬁuﬁémfmmq
Frnslutiunvesansugaudnwine lnenan1sideannsadlulsiduiuinisdunisian
ANYAINYAAINT mﬁmmuL%aﬁwuwﬁaamﬂgaqﬁUﬂmuﬁTaamﬂuqﬂﬁﬁﬁa NM50BNLUUTEUU
Ussifiuansanugingay nutadunuuulunsiaunnsouaussousosyanInsaumItiuay

Unytluaatugaudnwdu q aald

2. InUIzaeANIIY

1. iilofnyidnuaglszannsaans laun wa o7y sedunsing uarszezailumsviney
fifinanentug mmausanunsiukarsydvesyransiiemaiunasdydlusmine de
ATUATUNTILIW

2. iieAnydnuarUszansaans laun e eng sedumsAng uazszoziianlunisvineu

ninaneUszansamnsufiRavesyaainseiensiuuasUndluunineduasuasunsilsa

]
=l

3. LﬁaﬁﬂmmwugﬂafluawaJ'liaﬁyfmmiL’EuLLasﬁﬂ’zyv‘ﬁﬁwas{aﬂizﬁmﬁmwmsﬂﬁﬁﬁmwm
yaannsehensiuas iy Tlusminedorsuniunsilse

4. diorausuuzuuamslunsaundnenmvesyaanssensuuazdad Lﬁ@ﬂﬂizé’fummg
mmmmsagmmsLﬁuLLazﬁ’zg%LLazUszﬁwﬁmwmsﬂﬁﬁ’ﬁmumamﬂmmr;j'lamsL’EuLLazﬁ’zﬁiu

LINYIDYAIUASUNSTI LA

3. MINUNIUITIUNTIN
3.1 wuAangaRuANUIANUENTaAILNTRULAs Uy T

mmgm’mamWiamumsﬁuuazﬁ’zy% (Financial and Accounting Competency) #1881
NIHANNAIUTEMINIANUTTNIDINT NNBENITVTN LazANSNYULAIUUARATIAINANDAMAIN
nsvukarnsanaulan1in1siuse 9l Ussansaiw (Sripan & Wisaeng, 2022; Edi & Enzelin,

o o A

2023) Fadunadnuazddgiivisenseauaunmsenunmnisiulngnaes lWsda wasnsiaaey

n
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International Federation of Accountants (2019) 1ﬂyﬂ°”|°vmm1u International Education
Standards (IES) aﬁmm{mmmmiammﬁﬂﬂ’fyﬁﬁﬁLﬁumyamsa‘uﬂqu 5 a1undn laun
1) aussaugn1unaila (Technical Competence) mamqummﬁmq{fﬁy% N1 N8 waTIINTFIU
3ty 2) Fnwrdendn (Professional Skills) iy finwen1sAsdianenuarn1sindula 3) auauas
958555U (Professional Values, Ethics and Attitudes) 4) nalulafasaunauaznisd sans
(Information and Communication Technology) lagian1gA1 18 @145 ﬂyﬁ 1 Data Analytics
waz Digital Tools ﬁﬁmmﬁﬁﬁgﬁm%ﬂuqﬂﬁ%ﬁa WAy 5) mmgéjmqsﬁml,azaqém (Organizational

and Business Knowledge)

The Federation of Accounting Professions (2017a, 2017b) 16;}161"1’; Iummgmmsﬁnm

gvaUssmadmsurUsenauInIndn® atun 2 uazatun 3 1uUseneuinindndaisiiaigg

Tupumadadyd Mty nguanentd msdanisgsha wazadessa Weasefiugrumeindnd
sfums uonani é’ﬂiﬁyssqLﬁ'mﬁ’uﬁﬂwmﬁm%wﬁﬁﬂﬁ’zyuam‘ﬁLﬂue%’m%‘uéﬂﬁﬁﬁqmwmﬁaﬁ
lown nMssdis e msundmidessuu nsdedns mslumeluladansaume wazmsudmssams
ninenseneliusyavsaim newn The Federation of Accounting Professions (2023) Tniandialy

auvesinwewmaluladnsudu wu nslalusunsudafadelu ssuvaisaunmnanistunas il
wazinaeliadinsnveya Wesesiun1siuasukuamanalulagilagainunean1sveInaInLssl

v

Alshurafat et al. (2022) ladansenuuifnnnusanuannsavesindydlugaddviaannsmuniu

aa o

1550unssuegadusEuy (Systematic Literature Review) kagnua mmgﬂ’nmmmiﬂuqmﬁma

annsadwunidy 3 fivdn laun 1) Gdmmameiia (Technical Dimension) Ysgnaunlgaugiug 1y

S o

U vinwemalulagfIna wagadua1nsan1uNTIATIEnveya 2) Ian1adnyey) (Cognitive

Dimension) ASOUARLNSAMEIININY nsun ey LLazmiL'%st:amw{aLﬁaq uay 3) dangAnssy
(Behavioral Dimension) 184 13855513 918n ANa1salun1sUSud uazn15vheuT Iy
miyjsmmimmgvmﬁ’ig%ﬁaLﬁ:uﬁ’uﬁﬂwzﬁ%ﬁaé&Nﬁiﬁﬂizﬁm%mwmiﬁwmLﬁu%{uaéwﬁﬁaﬁﬁm
FeuurfAnilaonna ey Parattanakorn (2023) 83U1871 mmgymmmmsamqﬁ’m%mmaﬁq
ﬂ’J?@Jﬁ’]NWiﬂIUﬂﬂi‘UizEiﬂﬁﬁ%ﬂ’ﬂug Wnve uaglszaunisaldioUsenauvdnes1aseunauLaY

Sufinrau Tned1ag VURENITTEIUTIUMATUIASTILI TN idufisensyu susaennaaeiy

IS IS

Nuanlaong (2019) uax Chai et al. (2024) fiBuguan HUsENaUIY ANy TAdsiaussauslu 5 au

v [

ndn lown 1) nwenedygyn 2) inwen1939In1suasnuiiag 3) finyeAndnuugaIuyAna
4) inwensUfdunuswasn1sdoas wae 5) MinwensuImsinnis vl esadsenauiinanvieln

v v '

Qﬂa’]ﬂiﬂ’]ﬂ’]iﬂﬁﬂﬁ?i’]ﬁlﬂ’mﬂ’]ﬂﬂ’]ﬁl:‘]uifﬂ@EJNQﬂG]E)\‘]G]’]iJMéJﬂa‘U’]%W LAZEENOUAINLTDNDUDIDIANT
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American Institute of Certified Public Accountants (2021) lﬂﬂﬁuﬁmmmﬁﬂamﬁausm

aa o

Wi "CPA Evolution® Tneusuussnsevaussnuglvsesiugaiivia Usgnaunis 1) weluladuay
mﬁmiww“uyaagja (Technology & Data Analytics) WU N13TANSY 9448 (Data Governance)
miﬁ’n,aua‘gagaﬁw Visualization LLazmiUszqﬂﬁi%szwé“miuﬁa (Automation) waz gy 1Useig
(Al) 2) msﬁm%ﬁmﬂﬁLLazmiLLfTﬂ’igm (Critical Thinking & Problem Solving) kag 3) A3d0dns
wagn1agyth (Communication & Leadership) luannwinaeuddia Selasunmeaounaziudilu

91338983 Johnson et al. (2023) fiaun Digital Competency Model kagnuIIaNTIAULAY

v o

L‘V]ﬂ’LlﬂLLa“ﬂ'ﬁ’)Lﬂi’l“”l)illNaﬁaﬂi“ﬁmﬁﬂ’lwﬂTﬁ‘VlN’WlE)EJ’]\‘J Gk UQJJ (BZO.42 wag 0.38 WWNﬁWﬁU,
p<0.001)

L - | 0%

3.2 asAUsENAUAUIANENITAUNMIRLLas Ty TyARdva

v A

3.2.1 ANV IIUNsRULAz Ty

v
o

ANUFINATINTAUNTRULALTYT et anunlalundnnis newd) uazunsgiu
metayd Adusngiuddguesnsufifauiv@n Ussnounie 1) anugieaiuuinsgiunistad
WU 11MTFIUNNTTIBNUNNMTRY (TFRS) 119551umsUinnasy (TPAS) 2) anugifenfiungvang

wazsztiouiAeves 1wu wizs Uy gRnisaas se1dsUnTEnTNnITARNINENTIngodnanuay

NMIUSMsHanNIAsE war 3) mugnefunannsUydidemunaz U dtugs Medndnstu Jad

v
v a

VIS uasUnyinumu (The Federation of Accounting Professions, 2017)

|

3.2.2 vinwennsTilusunsunazmaluladifeafiudnd

=

winwrnnslelusunsuuazmalulad vad vuneds anvawnsalunisleedecdionay
%awfﬁm‘;‘mNﬁzy%LﬁaaﬁuawumsiJﬁﬁ’@‘mﬂﬁﬁﬂszam%ﬂWWLLazmmgﬂsTaaqﬁu (The Federation
of Accounting Professions, 2023; IFAC, 2019) dsfierduinugisndusyrsd dugaiinalulads
Umm‘wﬁ'}F'ngg{amiﬂﬁﬁﬁmumqﬁgg% Usznoumae

1) Wawnsudyddnsagy WU Express, SAP, Oracle Ssmelunstuiinsenismead
wazdnThsenumanisiiuesnaduseuu (Sripan & Wisaeng, 2022)

2) sruvANTAUMAINIRuLaE YT SvantugnuAnmurasusiauntufiesesiy
mMshaumunsiusesdyTlaoaniy wu lunsdlvesminerdeaiuasunsilsa lnimusyuy
ansaumAvaIIzUY loun sruUUIMAkaatiuayumsfng (SWU-Donation), s¥uuuimsmineau
(Property Management), 'ﬁa‘:‘UULL%GIE]u (M-Transfer) warsTuUdu 9 ﬁLﬁEJ’J{JIEN The Federation of

Accounting Professions (2023) szyaa1uauisalun1styssuuasaumnaniansiutasdydidu
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ﬁ’nwzﬁ'af”lLﬁuﬁ'm%’uqﬂmﬂm”mmsL’EuLLazﬁ’auJ%Iuamﬁuqmuﬁnm Turae@ivuieausIvnIg
af'zuﬂaNLLaza"Juqﬁmﬂ?{’;uimyﬂﬂgszwﬂ’m%mﬂ%’g (GFMIS) 52ty Comptroller General's
Department (2015)

3) TﬂsLLﬂsmf{i’mmiLLaﬁmeﬁsﬂyaaﬂa 1t Microsoft Excel §aduindpsflofiugiuiis

mmﬁﬁmiumﬁmmwayjavmmsﬁu A1SATUIN NITATNTIPU LAENISILATIENLU 896

(Uganngnl 1y, 2568)

wwilusvesmaluladlugatagtu msysannsinuemeluladivanugmatydassaln
Usvansmmmsvhauiistuesneiilos Imaﬁﬂwﬁﬁflﬁ'fﬁgim5amﬂsz?iswﬁ§g%uuﬂanﬁ (Cloud-
based Accounting Systems), Lﬂ’%’laqﬁamﬂswﬁ%@ga (Data Analytics Tools) L‘U'u Power Bl, Tableau
wawszUUSAluTA (Automation) 11 Robotic Process Automation (RPA) fii8aniudiseuiaz
Lﬁummuﬁuﬁmumﬁiﬂismamaﬁgaaﬂa American Institute of Certified Public Accountants (2021)
Imyﬂ%’U‘Uqﬂﬂﬁauamsaumauﬁ“ﬂﬁmﬁﬁam%‘wﬁsm%’uqﬂﬁﬁi‘ﬁa Tneiunud A einey
ﬁymmﬁ[uiaﬁLLasmﬁmswﬁ%ayja (Technology & Data Analytics) W0uaussauzndniiindayd
afelvineadl daaonnansiu Johnson et al. (2023) fisian Digital Competency Model waznun
ammuzﬁwumrwﬁﬂﬁm’mé’mﬁuﬁ‘ﬁuﬂizﬁm%mwmwi’wwaéwﬁﬁaﬁwﬁzy (B=0.42, p<0.001)
ogndlsfinu dmsunsAnuedad wuiinueituguiiyaainssunsdusastyTluiminedeed
upsunsilsalrlunsufsanuaidudagiu laun mslyszuvasaumanansiuuszdydves
w1 Ine1ds, Wsunsudaddusegy war Microsoft Excel duduiniesdendniidanudnduns
msfuiunumaszisvremeemsuaziassum sty il maivnuewaniluseduiiies
FruLfiuUsEANSAmN15YNL anANAANAn LLazaﬁuaﬁéums@Tﬂﬁﬂﬁmmr;ju%mslmyaefwﬁ
Uszandwna (Chai et al., 2024)

3.2.3 7iN¥N15ATILAIUNITRY
Fnwen1TiATIenun1siy naneds mmmmmiumsﬁmmuaﬁmmsﬁsgaaﬂama
nsduifieatuayunisdaduladuinswaenisssduaniugmnanisiiuvesesans Usznaunae
1) M5IATIEASRTIEIUN9N1583Y (Financial Ratio Analysis) WU SRTIEIUENINAADS (Liquidity
Ratios) §n51d1uA31ud10158tun15vls (Profitability Ratios) 851 uuszans aamlunis
A uany (Efficiency Ratios) LLasa’“mwa'w’?me‘wgimqagwLﬁunu (Leverage Ratios)
2) msiAsrgiualuy (Trend Analysis) LﬁaﬁmmumﬁLﬂﬁEJuu:dawaq%ayjamqmﬁﬁuiut.wia:N'm

v A s

Ung¥ wazanansaswiluiluewian 3) nMsinuuazinaueveyaiienisdndula lnganunsaasung

myznkazdtaueluglivuiguimsilalene wealvayunsdnduladnagns vinweid

anudAyeyedlunsmglnyuimsansaUsaunanisaniuau nausunslvatgsulszanu
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wagdnduladulouslasysfiveyaatuayu (Chai et al, 2024) uenaind Fawvanaudssly

nsuImsMItuuaziialendlunisussauvangvesesans

3.3 uwAangfulsEansamlunisujinny

v '
a A a

UszdnSamlunsujuRau iduwundefiugiufiaeneudisszauanudnsalunisussq

L]
' ' '

wWaningesedans lagiuuinislynineinsiiley sg1unungauuazAua1fian Peterson and

Plowman (1989) 85171 UsganamlunisuuReu (Work Performance Efficiency) #i1efiq
AnuanIavesyAatnslun1sufoAnulnussgmane Taglaninensiidoglassisnuan
Fausenoume 4 A Fadunensianadnsiletuessunsvaie laun AMAINVB9U (Quality)
mwﬁwmmﬁgﬂﬁmLLaiuaTwLLazlﬁymmgmﬁsm%w, USuuve991u (Quantity) Tnemaadulunu
Wneuazsiuuiidvueliluusua, van (Time) agvouauauiselunsiiiunulianase
aelunseuianilmngay, uaganleae (Cost) amanansalunislanineinsessssndauay

HUseavnagsan

LLmﬁmﬁqﬂéﬁl@?’%’umﬁﬁwmﬂizqﬂsﬁ,ﬁ”uazﬁuﬁuiumu%’aﬂwﬂuaéwsimﬁaq lngianie
ogsBdluasunsiunaztyd Sorsa-waeng (2017) fimun UszAvSnmnsufdcuvesyaains
Arunsiukarvydlassinoy lusedud lnefaanuos1sdaaulununuamessiiulas
n1susmsinanlunisvinaulnussqu e anegdl Songchan (2014) seya1Uszdngam
m3ﬁfmuﬁuaac§ﬁ’1ﬁﬁg%&ﬂuasf?fumﬂ TagfiansanannmiuuLdele 11ns§1UYeL WAy

A3IIAT FIADAARBINUDIAUTENDUATUAMAINLALLIANNNATILT HaNaINTl Chai et al. (2024) 83l

¥
a a

WUgNIANFANEsanIeN SR ukazelulagidudaded Ay fivasensgiuusgansamluaiu

v
o @

YTuau naenatanAuianaalazaueaaedsulunsitgdalaesilidudfey dennass

<

AuUITEves Li et al. (2023) ARNWTUUTENAIU WU MTHAILIAMUEINITOVDIUARINTAINAND

2

UsgdnSnmnsvinau (B=0.56, p<0.001), pmufiswalalusiu (B=0.42, p<0.001) uazeiuysiume
89An3 (B=0.38, p<0.01)
nanlagasy Yszandamlunsujunnudsduladuissnuinsinnnuaiuisaeniz

ypran 1ty wnduduidinnnnudsdy wazaruaiuisalunisudmsdanisnineinsvesesansiu

ATNTIU
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3.4 9UIWNNYIVD4

a a

NuAnyITeneInudItenamaneUsednsnimnsuuRnuvesyaaInsnIun1stuLay

Uyd loeanngluganmaluladdunuimiiuunndy Iskandar and Setiyawati (2015) Ainwinaves

v @

aussauzdnUgdnelurenmuninsenuninsiuluduladide wuin 1) ANsmMaynIsawane

AaANTIE91U (B=0.45, p<0.01) 2) Uszaunisaiassanonmnmaeau (B=0.32, p<0.01) uag
3) s3usTaindmdususdunansiidrdy Fauandndiuan mmgmfmmmiaLLazﬂszaumizﬁLﬂu
ﬂﬁﬂﬁugfmﬁéamaGiaﬂmmwmsﬁwmuiuﬁmaaLﬁmﬁ’u Sripan and Wisaeng (2022) Ainwinnsiiaiun
aussnuzvesyaansTdlugaiivialulszmalng wun 1) inseimeluladasaunaiinrdusius
Aulsednsnan (r=0.62) 2) msﬁaugmaam%% (Lifelong Learning) \Judasduddey uaz 3) osans
satfuayunmsiineusuegsnaiiies Suvugrfsmnuddguesnsiauinuresuneiiodugai
welulafidsuutatesnsrinds Tuwas 5 ik (a.a. 2019 - 2024) lalneuddyfuransenu

vounaluladneI v TndyToutnaudaiu uonani Li et al. (2023) AnwiAruaunsausstinUayd
Tudu 91U 385 AU WU MIRAUIANLEWITAdIRane 1) Ussansninnisvineu (B=0.56,

0<0.001) 2) mnuiewelaluau ($=0.42, p<0.001) wag 3) AT UABBIANT (B=0.38, p<0.01)
%quaﬂﬂmﬁmwmiﬁmmmmgmmmmmiuLﬂﬁNLLmawamaﬂisﬁm%mw LAEIEINARN VI AUAG LAY

v

NOANTIUNTNUAIY

Mingsopha and Chansom (2021) ﬁﬂmmagﬂﬁ]ﬁﬁmasfaﬂazﬁw%mwmwﬁmu Iﬂ&fl‘g
ygufaesUade (Two Factors Theory) vaatgasuidsn deuvadudadsgela (Motivators) 1y
ALE1LED N158oUTY §nYaEIy ANSURATEU LAYAILATINLN LLazﬂ’ﬁ)a‘i’wﬁgﬂqu (Hygiene
Factors) L ey armduiuslunisviinu erusfung wagan wuanaoy wansfnwdusua
wsegslaidunguaddlunisensedudssansamyaainsuazesans luvagii Sorsa-waeng (2017)
AnwUsgAns amnnsuURnuaunmaiuuestyTvesausimaluladdoasinany uning1ds
welulafsmusaasay3 wun Ussdndamlaeruoglusedud venand sslafinisfinnsandads
PIUANOILUTEVINIANART 1L I MSANY AU uagangeu Januan Tudauuannisosnad

oY

WedAgylunumnuianelaneusz@nsnm eenalsiniu nauyaansiifiidinisfnuseduUSaygen
fiaadeauiianelagainingudu Jaduveusdan adin1sfnyiszaua

e AUNLLD
WauInn on1sUHUAIuvesnuied TulivedAinuaIuIsokazuinngsy Songchan (2014)
laAinwimiugenuanusantuuinnssududsedniainnisinuresyindyduasainudiiaves

§509 SMEs WU mmmmﬁammu*;”mmmaqiussﬁumn ATBUARNTIANUNITIANG TRINGTTY

9
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1AgNAITAUIINAMUUNT DA UINTFINVNY LaTN1TTIUATIIET JIT8aIuuAna LY 918

MIANY AU wazUszaunIsa awananudnsavesgsnaeedlidediAy snnume uonaini

Fanu MernuauuIanssukazUsyaninmnisinudanuduiusidauiniuaudiiavesgsia

lnsnuidenineivesiuineylugaida Uginasu Adu (2568) Anwvinweesinnyd

o
v

gaRIafiawmananudnislunisufuRnuludinnuiydaunin leefivveyasning

Tual

(7

=

ainaudeyd 350 Au wua 1) Fnvgaumaluladansaumadinananiiudnia ($=0.48, p<0.001)

2) ﬁﬂwmumﬁmewuaa&aaqmamammﬁﬁﬁ] (B=0.35, p<0.001) 3) YinwegAUNTERETHINAND

ANE5 (B=0.28, p<0.01) way 4) AauUse 3 a5 ureAuLUsUTIuvesAuduSala 58%

lnesinweninvydlnelyueeian Aa Microsoft Excel (97.4%), TWsunsudnydd15asy (84.3%),

v

WAy GFMIS d1msuni1asy (67.2%) luvinusad el Kaosamang and Yangklan (2023) Ainw1
ausTnuziaginuzveainiydlugadiviafiasmaneuszanammsujuireiludinnunsiiuyes
nesitwun Tneiffuteyaainyaaing 280 Au wum 1) aussausaumaluladamaneussdnsnmgs
ﬁqfﬂ (B=0.52, p<0.001) 2) dussauEAUIT TNamaneUsEAE AT (B=0.41, p<0.001) 3) aussauy
ATUNITUSISAMsasHaReUsEAS A (B=0.31, p<0.01) uag 4) s 3 e5uneATIuUsUTIY
vosUszAnsnmln 64% guassandnlunsfaunanssous laun asudszanalunisdadneusy
(72.5%), ManartuniaFeous (68.2%), lfyaoufidaudsing (54.6%) wagseiloumemsd
1929 (43.9%) uanaIndl Chai et al. (2024) AnwiArmaInsaa uNITIULas QT wane
Ussﬁm%mwmsﬂﬁﬂ’ﬁmumamﬂmﬂﬂuaaﬁﬂsmﬂ%ﬁ $1uru 250 AU WU 1) mmgmﬁﬁmmsﬁ

L3
v

AUFNNUSAUUTZANS AN (r=0.58) 2) vinwnslylusunsudyddanudunusiuusza@nsaimn

o o

(r=0.64) waz 3) Yszaunisanisyinauludanudusiusiulseans nweesiivedneay

1]

v v ¥

PMNMsFUATIEITgukaraITeMinetvewny Jamsaagllan anug AnEnse

IS =

waginugnetd nsewzinuenslalusunsuuanmaluladtn? sufaadvayana wu oy
sgiumsAne uazdsraunmsainsyiney aaududadvd Sy RdnanenunMTIBNUNINIT&uLaY
UsednSnmnisuiRaulaense (Edi & Enzelin, 2023; Sripan & Wisaeng, 2022; Kumchuen, 2025;
Kaosamang & Yangklan, 2023; Chai et al., 2024)

ety mui%’ﬂm%ﬁﬁqﬁmmﬁﬁﬁ'aﬂumi@mLﬁmﬁmiﬂqmq’immsﬁmén ToehuuaAnd
Fenlostuunluidunsouuurfan1side il evinsTinsevianuduius sewa 19dnuue
‘memmam%ua3m'm';?m’ma'mwaﬂmywuﬂ’rsfiuLLazﬂ’ﬁy% nuUsEAns AU URUYeIUAAING
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Uunvesanntuaaudnunlnelasnss sl mansidvansathluladusumslunsimundnenn
UAaINT NIRBUTIIT iU daennaediuA1uneIn1sludaguu n1seenuuuszuulseLiiy
aussauglvmuzauiuusunveauning ds sauviadununuulunisiauiyeainsniunstivwas

Unalunmingaeesunsunsilsamnsly

4. NFAUKUIANNITIAY

4.1 VULAMUUTEYINITUALNENADE

v

Usznsilelun1ide Ae yAaInIH1on1siuLas YT NImuAv I INe e A uATUNS

1% ' !
o v a

s TWIUNIEY 172 AU JILLAUUANYRANIZNZUNTNNUUMINGIFNINUIATUR AT U

Y 9

' o

'
1Y a v o =

AUNIRULAz UYTNENnAME IME18Y LAZEIUNIUNANUDINMIINYIRINILY FITIUIUNEY 122
AU (afiAyraInsuIngdeAsuAsUNTIlsw, 2567) Inglasniuyaainsnujifenlunuignuid
anwaurilay AuenIsLNneg (39 Au) uazlsuseuadn (11 A 1UeNA1sRuazlATIETINIsuUIMs

ATUNNTRUDIALAIULANANNIINEIUIIURAN

HITeRITALA21 YWInveslszrnsiidinudidauazaiunsawidalaioiun msiiu

vayanUsznvimunsryiginlaveyaiiasuauauy s waziilanan1siinsznaiunsodu

FUNLYBIYARININaNRINa1Ilaeeunase Tnaluseserfun1sussunnn1ainnqusiieyid
4.2 YaUIAAUAILUST

Aawlsdasy Ao anuuedIzyINIAIENT LALN L1NA 818 SEAUNITANYT 2881980
Tun9v9U karAINFAINAINITIAIUNTRULAETRT takn ANINAILIBINITATUNITR LY
Ja¥ aruaruisawazauwilalunislelusunsudnd wazaduaiuisalunisinsiey

wazaulalusun1sluduusay fe Ysgdnsamlunsujuiaw laun auamnimvesau

AUUTIANY Aunal wagaualglunsaiuau
4.3 FUNAFIUNITIAY

H1: dnwarUseyInsmans i uann1aiy ﬁwam'ammgmmmammymmsL‘Euuaz Ty
uAnanaify

H2: dnwazdszansmansiuananeiu fuanouszansamlunsufoRnuvesonsiu
Tusminedoaiunsunsilsaunnaneiu

H3: mmgmmawmiaéj’mmiﬁuuazﬁ’m% ﬁmam'aﬂizam%nmiumsﬂﬁﬂ’ﬁmu%mms@u

v

wazdnyFvesyaainsiensiukaUad Tuumingdeasunsunsilsa
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5. 35115A1IUN15IY

5.1 wsadiafildlunsiiudoys

v v
v

a3 eeilof llunsiAusiusiuauiseassd Ae uwuugeuniuesulau (Google Forms)

FeUsEnaunIY 3 @uvian laun 1) maaﬂaé’ﬂwmzﬂszmﬂsmam 2) mmgmmmmsamumsﬁu

v A

waz Uyl (InmesnnsiaLuy Likert Scale 5 5gAv) wag 3) Ussaninmnisuinau (aneunnsin

WUU Likert Scale 5 s¥@v)

5.2 YUABUMTATNUALATIVEIUAMNINLATOND

1] v
[

1) Anwuwwifn oed] karauITeNAEIVERINNAITA 9 BMIUATBULIAKAZATI
winelunsidelvaseunquinguszasn

v

2) ﬁ’]LLUUﬁQUﬂ’]@JQﬂ’UiNL?!U@G]@E;IJL%‘EJ’JGU’]iy,"\]eWU’Ju 3 17U LNOATIEDUAIINLT BIAT

\Wailom (Content Validity) warihvaiausuwugnlafuuusulaunly

3) duvuasunuatuusulalunaasdly (Try-out) Aunqudieenilulenqudsyyinsasa

9 9

N

FINANWUTAAIYAFINY 1Y 30 AY
u"wagaﬁim%wnnwammaaﬂmmﬁmewmmmmLsﬁaﬁwmquaaummmamﬁuﬂiz%m%

woaUeIATEULIA (Cronbach’s Alpha Coefficient) Tagiinan1saasiznasiandlunisnei 1

A151991 1 HANISNAABUAULTBNUTDILUUABUAN

. v Cronbach’s
. . W . UL
faudsuan/aueae . Alpha
Anay
Coefficient
AN3ANANNTAAUNTRULAZ Uy 10 0.895
1. AUAHINNILIVINTATUNTRULETYT 3 0.644
2. prumuasnsauazaulalunslalusunsudyd a 0.432
3. AUANNANNITOUNITIATIENRALANU LD laUNSIdUY 3 0.654
Useansamlunisufinau 12 0.883
1. ATUAAINYDIY 3 0.548
2. anuUIUNY 3 0.586
3. ANUIAN 3 0.648
4. pnuabraelunisaiuau 3 0.586
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PNAITNN 1 HANITNAADUAMUT DR UYDILUUFOUNIN WU ANFNUTEENT Loan1983

o '
‘d IS

AsOUUIA (Cronbach’s Alpha Coefficient) lun wsanvesdudsvdney luinuniiuid edeq
(ﬁﬁmmgymmmmsmymmiﬁuLLazﬁaﬁ = 0.895 wagaUszAnsnmlunsufuRau = 0.883)
ognslsfinny efinnsanaamdeiuluseausesiita 7 a1u wumn fiaeysemnn 0.432 89 0.654
Favrmusaiiamununiiveniulaeialy (2 0.70) undesanareundesfuluninsuves

AauUsvaniisaesegluseaugann gIdedaiarsunnnasedelagsiudindinnuundedaiiioams

?7”I°V1§UmiﬁﬂiﬂLﬁUi’JUﬁ’JN‘U@HﬁﬁﬂuﬂﬁWi’m

[ v
53 N1NUITIVITINVDYA

a

1. uvasveyaUgundl (Primary Data) lnarnmslsuuuasuniuifunusateyanyaains
Hen1siunas U Ifdsinany Ineds waraunuluminedorsuaiunsdlsa $1uau 122 au
LaZAINATINADUATIGNABIANY IVOIBLATY 122 A neuvhnsUszananameTUsingy SPSS

2, cgfié’]’aﬁ’]LﬁumiLﬁummawgayjamﬂqﬂmmcj’lamﬁﬁuuazﬁzy%ﬁé’aﬁmmz WYY
wazaruanu ddunisiureyaseulaulnesluuuuasuauniu Google Forms uagasdenlugangy
F208795 1Y 122 AL HIUTBIIBIATINUNAILI/HUTEATUNY TBIARTIUIENIL WIBUTHY
sWanuasuaniy Welnyaainsynaulunaulssnsandeuvasuay wagiinishaniuna
wagBusunisnoundu sluiulalefinmsneunduasuniu Tnglafianssigeuresaya

3. VLA UANTINDUNEUATUAIUMY 122 %A 3IATINABUATINYNADIALYTAINa U
msUszananameTUsina SPSS

¥

5.4 N15AIITATOYA

v

1. MTIATIEMvBATans s (Descriptive Statistics)
(1) n153Asenvayai i udnyurUseyInseans taun e o1y sedun1sAng
warszezna1lunisvnay laglumsnananiasmiad (Frequency) Uazasegag (Percentage)

(2) MIVATIENVBYALNLITUAINIAINANTOAUNTIULAL T YT UavUseansainly

nsufURMU lagnmsmanade (Mean) waganuldeauuannsgiu (Standard Deviation)

2. MIUATIwNVBYATIBYNU (Inferential Statistics)
(1) dnyaugUsErINsmMansnuana iy diananugANaINIan NI ULA T yd
wazUsgangnmlunisufiRauveshensiu luuvinerdeasuasunsilsawanaieiu nglyadia

Independent t-test Lag One-way Analysis of Variance Iumimaauamagm
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'
v =

(2) AU ANNAINTTOAUNITITULAs U T T unnp ey duanadszdniaaw

lunsufuRnuaiunmsiusardgivesyaainsiiemstuiasdnd Tuuminerdeaiunsunsitlsm

o

Inglyatianisiinzvonnaenyan (Multiple Regression Analysis) Lienagdeusnsnavesveya

6. NAN1578

v ad

nuifsatvilidunsfinwanuganuaiusanunsduasdydniinanedszansanlunis
Uguauaitunisiiunastydvesumainse1anisiiunasdyd luunidneideas

v
s =

uesunsilsa lney3deladinsevveya nusivazdundsil

6.1 N15ILATITHTUALTINTTUUT (Descriptive Statistics)

U

6.1.1 Mynsendayaiielnuinyuslszynsaans

v v

A15199 2 LLﬁﬂﬂﬁ]o'm’J‘ULLaﬁﬁaEJaSSUBQI’QIJG]@‘ULL‘U‘UﬁE’J‘Uﬂ"IﬁJ U5eNouUnIY LN 91g SZAUNNSANY Uay

S288LIaT NN

anwazUszynsAEns U (AL) Souaz

LA

M8 54 44.3

MY 68 55.7
59U 122 100.0
21g

1y 21 -30 4 25 20.5

918 31 - 40 4 40 32.8

91y 41 - 50 4 29 23.8

01y 51 Tauly 28 230
594 122 100.0
SZTAUNTSANY

szAuUSem3 62 50.8

qmiﬁxé’uﬂ%maﬁﬁ 60 49.2
529 122 100.0

szazIaN lUN1sneu

#rnn 143 23 18.9
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AnuaLUIEBINSANERS 31U (AL) fouay

1-34 16 13.1
4-64 31 25.4
7-94 15 12.3

10 J3uly 37 30.3
594 122 100.0

v

NP9 2 HANTTIATIEVVOYARNYUEUTEINTAANTVOIH MBULUUABUNIL 1L
122 oy annsaduunlagsd

et gaouuuuasuauandlnauunamds S 68 au Anidusosay 55.7 uaswae
111y 50 Au Anudusesar 44.3

07y geukuUasUnNaIlvgiioy 31 - 40 9 $1uau 40 Au Andusesay 32.8 sovacn
#io 919 41 - 50 9 $1um 29 au Aadusesa 23.8 01y 51 Taulusuau 28 au Anidusesay 23.0
wazeng 21 - 30 J 91u3u 25 AU Anwdusona 20.5 muiu

a

FZAUNIIANEN ;Jma‘uquaaumuéaﬂmgﬁizﬁumﬁﬁﬂma&ﬂuszﬁuﬂ'ﬁymm% U 62
au Andusesar 50.8 sesaunie gannsEiUSaes 91U 60 AU Anvdusesay 49.2 muddu
sx8za1luNITIeU éjmammuaaumuﬁ’suiwgﬁizammmiﬁwmu 10 93l Shuau
37 au Andusesay 30.3 sesaanie szeznatlunseu 4 - 6 4 $1uan 31 au Andusovas
25.4 szeziatlunmsven snin 1T Suau 23 au Andusesar 18.9 szeziatlunisiey
1 -3 3 $1u 16 Au Andusesas 13.1 wazszeznailumsvien 7 - 9 3§ 15 au Andy

59Ua% 12.3 MUAU
6.1.2 NM3AsEndayaingiuauiaNuamsadunsRukas Uyl

A1519% 3 LLEW]\‘J?]’]LQ%EJLLE*]&’ﬂﬁLﬁﬂﬂLUUNWﬁiiﬂuﬂlaﬂﬂﬁﬂuaﬂLﬁuLﬁEJ’JﬁU?I”J’lﬁJéjﬂT]iJE‘I'mTiOW’Iuﬂ’ﬁl:iu

wazUeyd

AAIANUNENITAAUNTTRULAT Uy X SD. TAUANAALITY
1. duanuimeiiudnnisiiunsiunas iyl
1.1 vimﬁmmgl,%"méjmmﬁﬁuLLasﬂ’zy% 3.98 .808 Wiuae
1.2 murlavivenszuiumsdainsiiusay Jey 3.93 769 Wiume
YDIUNINYNRY
13 ﬁwummsaﬂﬁﬁ“ﬁmunssmuﬂ’ﬁ;mﬂ'mﬁu way  4.06 742 e
ﬁ’ig%asi’mgﬂém
594 3.98 .524 Wiupae
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AMNZANNAINITAAIUNMSRULA Uy X S.D. LAUAIUAALIIY

2. gruanuausanazad lalunslldsunsy

o

RV

(=3)

2.1 mudlanuzanunlafesiunislesguy 392 839 WA

TUsunsunsRulaz Uy

Cs

2.2 mMuanansalrszuulusunsunstuuasdadla 3.95 137 Wiume

£

Elﬁl’NQﬂG]@ﬂLLﬁ%ﬁ'JﬂL%’J

2.3 vufenuanlalunszuaumsduiindayTne 398  .787 Wiuee
TUsunsulnyd
2.4 ‘VﬁummiﬂL%&ﬂ%au“aﬁtﬁm%mﬁmmmu nMsdu 398 755 Wiupae
warUaTle

59U 3.95 419 Wiupae

3. AUANNEIN50TUNTAIATIERAZAUIN TaTuauN15RY
3.1 MUTALAILNTOIATIEVANULELIYDINTT 3.93  .860 WiuAe
UuRnuunsRukasdyTuineans

3.2 MULAUNB TN BFALNUINUNNNTUR AT B UL 399 798 WuAe

MUY TMAUAYBURIR VUNTIANUSTURAYBU

YaLau
3.3 Mumudemamemuieusezainlady 4.05 822 whuae
987197
59 3.99 554 Wiurne
AMAIANUEUITaAUMTRULaz Uy Blagsau 3.97 .352 whuae

v
¢ d’ v N o

ANRITNN 3 mamﬁmiwwaaﬂammﬁ’ummimmmmsmwumiﬁuuawm% AUIU

<
L '

122 au Tagnnmsiesgnaganudl anuiauansanunstulasiydlnesiveslusyauiiu

[201] ()? = 3.97) Lﬁaﬁmsm%ﬂuiwmu WULT AUANELITRLUNTIATIERLagA 1 ta Ty

] D
=

WMy danadennigauaregluseduiiuaie (X = 3.99) 599831 Ao ATUAIINIVNANLIYING

a v N a X v o ¥ = ¥ ¥
ATUNTTNULAZULYTY UANAYD “SL'NﬁgﬂULWUW'JU (X =3.98) LLagﬂ']Uﬂ'J']llaqll']iﬂLLa%ﬂ’J']llLGU’]GL"\]I‘Uﬂ']i

<

Tolusunsuday® dnnadvegluseduiiunlg (X = 3.95) anudwy
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6.1.3 Msdaszidayainefuiszaniamlunisufinanu

M15°99 4 uanspadsnaradosuuinsgIueInLAnTiuNefuUsEANSamlun U TR

UszAnsanlunisujjinau X SD. FELAUMINUANLIIY
1. fUAMATWVBIY
1.1 mamuﬁvﬁulé?ﬂﬁﬁaﬁmmgné’faa ASUOTULAY 4.02 755 Fune
\deiela
1.2 muﬁmiawLquslumiU;jﬁﬁmuﬁéawﬁwLLazﬁ 4.11  .784 hume

MIATIVADUARN T TUNDUAILDUB A LD

1.3 Mufimsfinmiauam uazmvayalunis 411 780 Fune
UFTROY adveg e Lﬁaﬁﬂmmglmiﬁlﬁm

Uszenaluns UiiRmulniinaunmanniy

593 4.08 .470 WAUAY

2. gnudFunauenu
2.1 yuannsnUfiRnuiilasuseumngluduia 398  .803 Fuane
mud e s laiaue
2.2 Mufimsdadduauddueninanuwnas 3.93 790 iume
Fos tetiinarudsalunsufinn
2.3 MUTMINURURAZUINSTANSUSnawe 416 813 Fiume

avi30q ieinaudnslunsUf iRy

594 4.02 533 Wiudae
3. ATULIAN
3.1 mufinsuusnailumsuftRnuesisiaiau 391 761 Whume
3.2 mamsﬂg’jﬁ’aqmﬁmmQﬂﬁmuasﬁmammqmu 4.12 799 iume
Whvsnefitmun
3.3 mulainisnausunsuiiRauitelnnis 4.03 792 Fumg

UfTRMuansaEsanaua

594 4.02 .486 WIUAQE

4. gualdinelun1saiuau
4.1 mMudiRnudiladunesunnediiogaiinig 4.06 806 \unIY

AUANATLALUTENIANTNYINTVDINUIL Y
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UszAnsamlunisujjinau X SD. FELAUMNUAALIIY

4.2 Mudnsumsnensnlawansuantevsenwmul - 4.13 760 LA

TnAnusglovunenisufinnuly

0.3 MupseviinuaznazaulvyTneueudu q lu 392 778 Fune
mnganlaninensitogessnuaniian
394 4.03  .469 Fuae
Uszansnmlunisufjifnulagsau 4.04 326 Fune

INPNINN 4 KANITIATIENVEYANLINUAMAINTIBNUNINMTEY T 122 A 1agan

nsaesznveyanuan Yszdnsamlunisujufaulaesiueyluseduiunig (X = 4.04)

defarsanduseniu wui auRunmvesu Ianadsuniidawazeglussauiiuae (X" =

4.08) 5898911 Aw AuATtAeluNTALTUIY ﬁmmﬁaaglussﬁmﬁuma ("X" = 4.03) auusua

U wazaunal Iewdseylusgiuiiuniy audau

6.2 M3AnTzidayainanagauauufgIu

Y

auuAgIuYedl 1 dnwardsensaans tawn ie 818 seAunIsAne) kagszegliallunig
MauknAfuiliaNgANEINITan U TR LAz U dunnn iy Tnglvadia Independent t-test

kag One-way Analysis of Variance ’Lumammaauauu&gm

f1519% 5 LLﬂﬁ]\iﬂ’]iﬁ]i’J’%ﬁE]Uﬂ’]ﬂ'ﬂﬁJLLU‘JU‘J'Ju“UENﬂ’J”IQJaﬂLﬁuLfd]EJ’JﬁIUﬂ'J’"I&J:jjﬂil’ma”m’]ﬁﬂﬂﬂuﬂ’]ﬁl:‘lu

waz Uy (FuunaIuLweA)

Levene's Test for

v A

ﬂ?ﬂﬂ%ﬂ’)ﬁﬂﬁﬂﬂﬂiﬂﬁﬂﬂﬂﬂiﬁuLL’EIS B3Ik}
Y v . .
Equality of Variances

(FIUNANLNA)
F Sig.
1. AU NeATUITINIsAUMsRuLa Ty 1.124 0.291
2. pruprwELsaLas Al lunslalusunsudad 0.556 0.457
3. pruAuainsalunsiasisuazanualalusy 0410 0.523

ANTRU

1NN 5 NANIINAADUAIUUUTUTIUYDIANUTANEWT0AUNTITULaz TRy d

(FUNAULNA) gaunsnedunglanail

ATUANUINNANLIVINTAUMTTULAE TS WU 8 P-value iU 0.291 Failaminnan
seauledAgneatian 0.050 uane AmAuLUsUTINYeIUsEYInINsaasnauluuanaeiy Fdlyen

Independent Sample t-test 311 Equal variances assumed "Lumsmaauamﬁgnu
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aumuansasazanelalunslalsunsudyd wuan 8 P-value wnifu 0.457 Faiian
11 seRUTudAnm1saiaf 0.050 wana ﬂ'wmmLLUsUsauﬁumUsmﬂsﬁ”’ﬂamﬂ&imhﬁmm@hﬁu
?i\ﬂsgﬂl’l Independent Sample t-test 910 Equal variances assumed ’Lumamaauauu@gm

AumLaEnselunsIAszkazailelusun1siiy wud  Pvalue Wiy 0.523
Fadanunnnn sefutivdfyn1eadaf 0.050 uanea ﬂl'lﬂil'mLL‘lJ'i“U'i?usUENﬂiz‘U']ﬂﬁﬁg\’ia@\‘lﬂﬁimlﬁ
LANAN9AY ﬁﬂisﬁyﬂlﬂ Independent Sample t-test 911 Equal variances assumed lun1snaaau

AR

f13197 6 LLﬁﬂﬂﬂ']i‘VlﬂﬁE]Uﬂ’ﬂiJLLWﬂGlN“UENﬂ'J'IiJ??]ﬂLﬁuLﬁEJ’Jﬁ’Uﬂ'J’]lIEﬂ’)’]ﬁJﬁ’liﬂﬁﬂﬂ'Mﬂ’liL’EuLLa%ﬁ

ey (@nunasine) loelyadia t-test

t-test for Equality of Means

AUZAMUEIINTIAUNRLLGS

o o LNE Sig.
U n X S.D. t
(2tailed)

1 guemgnenudinisey we 54 4111 0475 2367 118870 0020
QRIS EAV Tk WYy 68 3.892 0.544
Equal variances not assumed
2. pnupwaunsakezeinle w54 3949 0367 -137 120 0.892
Tumslalusunsudey nP: 68 3.959 0.458

Equal variances assumed
3. pumNEENElUMIIATIEY w1 54 4.061 0514 1244 120 0.216
wazArlalusunis G nYPe 68 3936 0.582

Equal variances assumed

T
o aa

* IfudRyneananszeau 0.05

INAITNT 6 HANITNAABUAIILLANATBIATUAMAULABIAUAIIN AIINAINIT0
AUNIRULazURT (Iuunaume) @ansaeduislani

v v v v v

AMUANNINWAWININMIAUNITRURAzTYT Inglyatia Independent Sample t-test #uM

1 P-value (2tailed) w1y 0.020 euosnin 0.050 HuAe U iasauuigiu (Hy) waveeusuauusigiu

'
19

(Hy) wane ypansehen1siuuazdayd Tumninedeasuasunsilsanfinaunnaieiuinudaiv

PRy aa Y

AMUAIUINNAIUIVINTAUM TR ULA T TUAna 19y sg1alidedAgynisaifnseau 0.050

o

FaennaeuaNNAgIuNATly Insinayelinnadegninnamdgs
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AuAnzansauazaalalunislsiusunsudad Tnelvada Independent Sample
t-test WU & P-value (2tailed) Wiy 0.892 Fsannnan 0.050 Hufe souFuasmRgIu (Hy) uazUfids
auufgiu (Hy) uanan yaansehemaiusasdayd luuminerderiuaiunsilsamimauananediuil
AR uatEnsakazanuhalunsleivsunsu Uy dluwanmety sensdidedifyms
afiffiseu 0.050 %ﬂuaamﬂamﬂuaumﬁgmmmﬁ

a1uALa1InsalunsIeszrsazauglalusunisiiu Inelyadd Independent
Sample t-test W21 31 P-value (2tailed) 11U 0.216 911027 0.050 Thufe seufuauLAgiu (Ho)
wasUfiasanuigiu (H) uanaa yaainsionisiunazUnd luuniinerdoaiuniuns
Ssaifawanastuiimudafusuaiuaiunselunsinseisaraanaiialusums@uly

o.lotu

wanmaiy eeelitsd1AysatiAngedu 0.050 alugennasifiuauufgiuiasly

M15199 7 LLﬁﬂﬂﬂ'ﬁﬁlﬁ'ﬁ]ﬁﬁmﬂﬂﬂ’ﬂuLLU'EU'E’JH“UEN?]’J’H@G]LﬁulﬁEJ'JfTUﬂ’ﬂiJEﬂ’ﬂ@JﬁW@J']iﬂﬂquﬂﬂ'il:‘iu

wazdnyd (Tuunnueny)

ANEANNAINTAAUNTRULE Uy Levene
. dft  df2 Sig.
(3muUnnIUDIY) Statistic
1. ANUAYININWANUIVINTAUNMT Uz Ty T 0871 3 118 0.458
2. uanuansanazaslalunsislusinsutyd 0968 3 118 0.410
3. p1uATINANITlunITIATIsnarAaualalusy 0022 3 118 0.996

ATEU

a

NAF19 7 wamsmaaummLLUﬁlsaumaqm'm3:m'mamwmymﬂ'rsﬁuuazﬁﬁym
(Funauene) annsnesurglasidl

gwumm;mqﬁm%wm'ﬁﬁTflumiﬁuLLa“ﬁw% WU 1 P-value iU 0.458 Fefianannnan
syiuliddyneediAn 0.050 Wanm uRngNaNTIIENY ﬁﬂ'wmmLLUsUmuﬁmmmimmymf“rmmﬁ
pumaiiuuaryd spvanguluuananeiuy egsdifoddnmiaadansedu 0.050 Smaaeuaiy
WANANeAE F-test Aald

aumuansasaranelalunslalusunsudyd wui 3 P-value winfu 0.410 Faiien

1NN SaUtEdAYN9EiAN 0.050 kaAI1 WARZNANYITBIYTAIAINULUTUTIUAIUAINAINITD

U o w

wazAnlalunislelusunsuda® sevenquluunnaneiu sendidedAgymeadiffisedu 0.050

FMAFDUAINULANAIAIY F-test nall
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AUANAINNTOTUNTIAT IR AN lUIUNTSIEN WU d P-value WU 0.996

Faflpwnnen seAudedIAgyneaian 0.050 wandd1 wAaENaNYNeIYTAIAIURYTUTIY

ATUANEANNTATUNTIATIERLaE ALt luaun Sy '33'1/]'«]’1\‘1ﬂ6]‘3J13JLWIﬂ(51'1\‘]ﬁu 281901 EN U‘EUU

PN9ADRNTLAU 0.050 JINAFUANULANAIIAIY F-test nall

A1519% 8 LLﬂGNﬂ’]ﬁVIﬂﬁ@Uﬂ’J’]ﬁJLLmﬂ(ﬂ’Nm@ﬂﬂ’J’]ﬂJﬁﬂLﬁuLﬁEJ’Jﬁ“Uﬂ’J']ZLIEﬂ’J']llﬁ”IiJ'ﬁﬂfﬂWUﬂﬁiLauLLaS

Uny¥ (Tuunmueny) lnglyadia Ftest

v v - o Sum of Mean
ANMUZANNEINITOATUNMIRUB Uy df F Sig.
Squares Square
1. AMUATININATUIIINIT  Between 0732 3 0244 0883 00452
pumsuar Tyl Groups 32587 118  0.276
Within Groups 33319 121
Total
2. AAUATLENNTaRAYAINN  Between 0.138 3 0046 0257 0.856
wrlalunslelusunsutad  Groups 21114 118 0179
Within Groups 21.252 121
Total
3. p1uAINAINIsalunis  Between 0.143 3 0048 0.152 0928
Jinsznuazanualalusy Groups 37.071 118 0.314
QUEEIT! Within Groups ~ 37.214 121
Total

INAITNT 8 WARINITNARDUAIINUANATIVBIAINAALAULABIAUAIINTAIINAINTA
AuMIRuwazdad @wunnuey) Inglvald F-test amnsaesungladisil
AUAILINNANIVINTAUM TRUUAETRYT WU 3 P-value Ny 0.452 Fallanannna

WudAgynaadiinsziu 0.050 Uufe vausuauuRgIu (Hy) wazUfiasauuigiu (Hy) wanesn yaains

hensdunarUad lunminenderdunsunsilsandnguyeunnmeiy Saufaiuniuaingg

MeTINIsIIuMsRuLaz Uyl Tunananeiu esiitedidgnsainnszau 0.050 daluasnnang

fuanuRsINAIl

<3
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v v

puaNansauazaulalunslslusinsutyd wuan & P-value wAu 0.856 dsilan
1N PedAneadanseau 0.050 TuAe vausuauNAgIu (Hy) wavUiasauumgiu (H,) uane

ypanseiemsiunazdyd luuninerdorsunsunsilsandnauyieorgunnaieiu dannudAniu

'
a o [ (%

auauamsakazalalunslelusunsudad Tuwnnaieiy sersdideddynisadansyau
0.050 &sluaaannadivauuAgIuagg

AuANaIsalunITIAsTIErkarailalusunisidu wuan 4 P-value i 0.928

(%

Fapunnn dedAyneadanseau 0.050 Hufe gousuaNugy (Hy) wasufiasauuigiu (H,)

'
[

Lana31 YAaINIHIen s ukas Tl luumIng aeas uasunsIlsuninguyI9e1guann19iu
< ¥ ¢

IANUAALAUAIUANUANNITALUAITIATIEN

o

wazaulalusunstu luwsnaneiu snedidudifey
nneafifnseau 0.050 FalugennnaiivauuRguiingly

715199 9 LLaﬂ\‘iﬂﬁiﬁli’J"\]a@Uﬂﬁﬂ'ﬂﬁJLLU'SU?’J‘LJ‘UENF’]’J’W?J%@LﬁuLﬁEJ’JﬁUﬂ’T]ll3ﬂ’J']3JEI’13J’T§ﬂﬂ’1Uﬂ’T§L3U

v

wazUad (FWUNAIUTEAUNITANYI)

Levene's Test for

AUEANNAINTAAUNTRULEUYY (Iuunauwe) Equality of Variances
F Sig.
1. ﬁTfmmmgmwamimmﬁgwumi@uuazﬁzﬁ 1.286 0.259
2. pruprEIsauasealunslalusunsudayd 0.004 0.950
3. prupuannsalumsissiazauloluswnis Gy 0.473 0.493

MNA15197 9 mamimaaumwmmiﬂmuﬁummmgymmmmsm”mmsfiuuazﬂ’zﬁ
(Fuunmuszdunsinw) awnsaesunglediil

fgmmmgumqﬁm%smmmvmmsﬁuuasﬁm% WU 1 P-value (iU 0.259 Faamnnna
sedulidndyn1eadind 0.050 wanam ?i’]ﬂ?l'mLLﬂﬁUﬁﬁuﬂJaﬂﬂizﬂjﬂﬂiﬂzﬁﬁmﬂﬁj:fuvl,&jLLG\ﬂG]I’Nﬁ'u Falwen
Independent Sample t-test 911 Equal variances assumed Iumwmauamaﬁm

aumuansasarananlelunslalsunsuday® wun 8 P-value winifu 0.950 Faiian
11 seRUudAnmsadiaf 0.050 wanan ﬂ'ﬂmmLLUsUsauﬁumUizﬁmﬂsﬁy’qammjuhﬁmﬂs{wﬁ’u
ﬁﬂ‘gﬂlﬂ Independent Sample t-test 311 Equal variances assumed Iumsmaauauuagm

auaEnsalumMIiessuarenelslusunsiu wuan 4 Pvalue iy 0.493
Fadanunnnin sedusddymeaiafi 0.050 uanaan ﬁfmafmuﬂsﬂﬂu‘uawsz‘mﬂﬁﬁ”’qamﬂejuiﬁi
LANAIAY ﬁafﬂ“ﬁyﬂ‘ﬂ Independent Sample t-test 910 Equal variances assumed lun1snageou

AUNAFIY
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M15199 10 LLﬁ(ﬂx‘iﬂ’]’iV]ﬂﬁ@Uﬂ’J’]ﬂJLLG]ﬂG]”I\‘I‘UENﬂ’J’]JJﬁﬂLﬁuLﬁEJ'JfoUﬂ’J”I@JEﬂ’J”I@Jﬁ’Hﬂﬁﬂﬂ’mﬂ”l'iLE‘lJLLaS

U3 (Fwunauszaunsdne) Ingluada ttest

t-test for Equality of Means

ANUFAUNEINITAA o
- o A FLAUNNSANYN Sig.
NN URATUYY n x SD t df

(2tailed)

1.gﬂuﬂﬁﬂu'§%1&§1u3ﬁjﬂmi sgAuUTPs 62 3.946 0.498 -0.916 120  0.362

pumsuar Tyl FanNTEAY 60 4.033 0.551

Equal variances assumed  U3qyayes

2. @Tmmmmmml,l,azmm seaulSa M3 62 3.879 0.399 -2.060 120  0.042*

wildlunslelusunantn®  gennsedu 60 4.033 0.428

Equal variances assumed  USegygy1913

3. a1uANaIsaluns seiulSes 62 3.849 0518 2970 120 0.004%

Jirseuavannlaluy gensEAy 60 4.138 0.556

1IN Useayn3

Equal variances assumed

T
o o aaa

* flud Ay eanAnszau 0.05

v

31NM15799 10 HANTSNAABUAIILUANAIIVDIAINAATIUA 837 UAIINT ANAINITD
AUMIRULarUYT (Sunaune) @snsnesuiglani
AUAINI N9 UTYINTAUN TR ULArUT Taglyaif Independent Sample t-test

wu27 1 P-value (2tailed) ity 0.362 93107 0.050 tufe souuauuAgIu (Ho) uazufias

{ ) =

AUNATIUL (Hy) Uanad1 yeanseienstukaydayd luumianedeasuasunsilsaniseaunis@nwm

(%) v N o

BANAIY uﬁmmﬁmLﬁumummgmmm’?smmsmumsﬁuuazumﬂu UANM1INY a8elldedn

£

19

ey

MeatiAnIzau 0.050 FeluaennassivauuRgiuiinl
pruaNansakaganuilalunstalusunsudnd lnelyad@ Independent Sample

t-test #U21 & P-value (2tailed) 11117y 0.042 §4u08A21 0.050 Yude Ufiasauufziu (Hy)

[

WagERNTUALNAFIU (H,) waned upansiiensiuwasUnd Tuunineduasunsunsilsaniseau

nmsAnwAkenaetuiinuAaiuauALENsatazaui lalumsislusunsudyunna et

1]
o w [ =

peellad Ay nvadifnsedu 0.050 Fedenanssivauuigunacly Inen1sfnwigeanintiyaesd

ANRAYAINIINTANENTZAUUS QY1913

v
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aruauaILsalunisiesizntaza1uelalusunisiiu lnglvad @ Independent
Sample t-test WU § P-value (2tailed) w1y 0.004 aupen3n 0.050 Hupe U iasauuigiu (Ho)

LazHOUSUANNAFIU (H) wanadn yaainsuion1ailukasind luuminerdvaiuasuns
s seaunN1sANEINLANANALTAMUATILATLANAINNTAlUNTIT AT LAz AN T T Uy

aad

N3RULANAN9TY eeelludAyn1sadfnsedu 0.050 Feaennassiuanuigiunacly lnen1sfnu
gandSuesiineiegininnsAnwseauUTyaes

f1519% 11 LLﬁﬂx‘lﬂ’l'ﬁGﬁ'Dﬁ]ﬁ@Uﬂ'lﬂ'ﬂ&JLLU'ﬁU'ﬁ’Ju‘UENﬂ')WNaﬂLﬁuLﬁEJ’Jﬁ‘Uﬂ??ﬂ;&ﬂﬁﬁua?uﬁiﬂﬂﬂuﬂ’]iﬁu

v

warUyd (FMUNMIUTEEZIATUNITINNW)

AMNZANNAINTAAIUNTRULA Uy Levene
) . dft  df2 Sig.
(FWUNANTTEZLIATTUNITNIN) Statistic
1. ANUAININNANLIVINTAUNTRULa Ty 0.649 a 117 0.629
2. puanuamsanagaslalunstalusunsudyd 0.670 4 117 0.614
3. AIUALENNITOIUNNTIATIEULAEANILUTTRlUIY 2,053 a 117 0.091*
AT

v A

1NA15197 11 HANIINAFBUAMNNLUTUTINYBIAIIN ANA AR IUN TR ULar TRy T
(FUNAUTTAUNISAN®I) @usaasuelasedl

AUAILINNANIVINTAUN TR TYT WU 8 P-value AU 0.629 Failaannnan

v LY

seautdudAgneadan 0.050 wand31 szezlIa1lun137ulA1AURYTUTIUAIUAINT NN

AImmsaumsiuLariyd semnenaulunananady egsiifedAynsadAfisedu 0.050 39
NAFDUANLUANANINIE F-test Aoly
aupuannsanazanelalunslelusunsutad wuan & Pvalue iy 0.614 Fadlan
WINNIT SYAUTEAIA YN Ed AT 0.050 wana31 szezaattunIsieuiaiauslsusau
auAEnsauazalalunslalusunsuad sevanguluuananadu egnaditudiAgyng
ADRTISEAU 0.050 SavnseUATIILANATINIY F-test agld
auaansalunsiaTzkaraelalusunsdu wuan 4 Pvalue ity 0.091

aaa

F9iln1uoeNT S2AVTBAIAYN1EdAN 0.050 LanII1 szezlatlun1sulaIAuLUTUIIU

o w

AUANNENNIAIUMTIATIELAZATLRlLIUN TN SEMnanauuAnaiy senslitidAnynia

aiANIEAU 0.050 FMAABUAIULANANNAIY Brown-Forsythe aalu
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M15199 12 LLammimaaumwmmﬂwLﬁsnfﬁvummgm'mmmmmum3L’3uu,as um% (ALUNAY

srozallun1svineu) Iagly Brown-Forsythe

ANN3ANNAINTAAUNTRULAz Ty Y
. . Statistic®  df1 df2 Sig.
(AWUNAINTLEZLIATUNITN9Y)

1. pueuansolunsiesenazaualaly 0468 i 82.790 0.759

JUMSHU

v

MR 12 WaN15TLATIENATTNAGBUAIINLANAILA BIFUAIILT ANAILITE
mumsiuuastd ($uunmuszeznatiunshe) ey Brown-Forsythe lunismedeuanunsa
osungladail

auauannsalunsiesziuazarenlalusunisdu wun § Pvalue iy 0.759
Faflawnnan seduilddyneadad 0.050 duile veuSuanuAgIu (Hy) wazUiiasauuis (H,)
uan927 yaansehemsiunasdnyd luminedoaiuesunsilsaitssoznailunshauwanng
fu fauAaiiunuauannsalunmsiesgisazanuailalusunistu luwananaiu oged
b Rymeatianisedy 0.050 dsluaennaosfuaunfguiisals
A31971 13 LARINSNAEOUANLLANANITDINIAATIUA BTUATNTANANINT0A UM ST ULAS

Ueud (Suunauszegiatlun1syingu) lnglyadn F-test

ANuiANNEINTafIUMIRukasUyd  Sum of Mean .
(FIUUNAUTZAUATANEI) Squares Square " >

1. AIUATININNAILIIINT  Between 1433 4 0358 1315  0.269
aunsAunaz eyl Groups 31886 117 0273

Within Groups ~ 33.319 121

Total
2. AMUANANINTONEEAINL  Between 0.616 4 0154 0873  0.482
wrlalumslelusunsutad  Groups 20636 117 0.176

Within Groups ~ 21.252 121
Total

AMNAI519N 13 LLﬁﬂx‘iﬂWi‘V]ﬂﬁ@Uﬂ'J'}MLLGIﬂG]N‘UENﬂ’J']&JaﬂLﬁuLﬁEJ’JﬁUﬂ?’]ﬁJEﬂ’ﬂNﬁ’]ﬂJ'ﬁﬂW]u

MIRuuardd (Tunmussegiialunisyingu) lngluads F-test @asnsnesunlansd
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v v
v

mumwmmqmu?mmsmumﬁﬁuuaz‘umj WU & P-value AU 0.269 FeilAunnaM

o

Yuddynaadanissiu 0.050 Hufie seuFuanudgiu (Ho) uasUfiasanuignu (H,) uannn yaains

mamiuuuas‘um% Tuuwineduriuesunsilsafifszesnarlunisauunnaneiy fanufaiu

o.l o v

AMUAIININIALIBINTTAUNTR LKA T YT Tuuananeiy egeilidedAynisalidafnszau 0.050

FeluaennnesivanufgIunell
puANansanazaulatunsislusinsutyd wuan 8 P-value wniv 0.482 &silan
w1 deddnynsadifisedu 0.050 tiufe vouFuauAigIu (Hy) warUfiasauufgiu (H,) wanan

yaansensiiuuasiyd Tuuminedoaiuaiunsilsaidssornanlunisieuunnanady

'
v uou

fpuAniuauanuaansatazauilalunslelusunsudnd luunnaieiy sgnsdidedidgnis

o

]
I %

atAnsyau 0.050 FsluaenmasfuanufgIunmsly

auufignuden 2 dnvugdszrinsmans laun e a1 sedunsfine waszesailunis
Wuwana et uddsedniammlunisyguaauatunisifunasUyd luaniinende
ASUATUNIILsannnn19n U Taeluaid@ Independent t-test wag One-way Analysis of Variance

lumsneaeuauuRgIu

M15197 14 UanINIATIIEOUAT ANLLUTUTIVIBIANARLIUAEIAUUSEAVE AwlumsU iR

a

AUNITHURASTYY (FWUNAULNA)

Levene's Test for

Uszansnamlunisujinnudiunstunasiyd @uunaund)  Equality of Variances

F Sig.
1. PILANAINYONIY 1.957 0.164
2. pud3inany 0438  0.509
3. AU 4671 0033
a. ﬁmﬁiﬂ%wﬂumiﬁ%ﬁumu 0.244 0.622

1Y a

* ftfudfuneadanisyau 0.05

1INAN199 14 Han1IegeuANKUTUTINTEUsEATAmTun s TR uaunTRuuae

Cs

wAvesymanItemMIRuLardyd (Fuwunmume) a1unsoesuiglanadl

'
o w aada

ATUAMAINYDIIU WU 3 P-value WU 0.164 Fallnuinnin seaudeddymiaiag

0.050 uan1I1 AIANULUTUTINTBIUsTYINSsaaanquliananeiu 35lyan Independent Sample

t-test 91A Equal variances assumed 1umi‘1/|ﬂaauaum?1§m
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AMUSInasL WU i P-value WY 0.509 dsilnannan sedutadyn19adan 0.050
WA ﬂlﬂﬂ’smLL‘Ui‘Ui’J‘w?J%NUiz“ﬁ’]ﬂiﬂgﬂaaﬂﬂﬁiulﬁLLMHﬁiﬂﬂﬁu 39loAn Independent Sample t-test
910 Equal variances assumed Iumawmaauamagfm

A wuan 3l Pvalue Wiy 0.033 Faflanuaenan SeuTTEdFyNEBAT 0.050 wand
o ﬂl’lﬂ’.l’mLL“Uﬁﬂﬁﬁuﬂaﬁﬂizﬂﬂﬂiﬁ;ﬂaaﬂﬂfiuLLGIﬂGl"NfTu Faluan Independent Sample t-test 310
Equal variances not assumed Tunsnaaeuauumgiu

o

auatranelunsaniusy wua J P-value Wiu 0.622 Feiiaunnnan seautivdasg

NERAN 0.050 wanad1 AR UTUTINVBIUSEANsaeInquluuana1eiu 3alven Independent

Sample t-test 970 Equal variances assumed Ium‘imaauauuagm

A151497 15 LAAINISVIAADUAILLANAISYDIANARLAWA Bt uUsEANS Awlun1sUf dReuny

NM3RuLarUYT @unaune) Toalyada ttest

Usgandnnlunis t-test for Equality of Means
UuRnuAIuNTRue: e Sig.
o o n X S.D. t df
U (2tailed)
1. GT'msﬁgmmwmawm Y1y 54 3981 0426 -2.135 120 0.035%
Equal variances nY9 68 4161  0.490
assumed
2. ﬁymﬂ'%mmmu B 54 3.944 0492 -1.485 120 0.140
Equal variances nYs 68 4.088 0.560
assumed
3. 9’1/'114061'1 YY 54 3.913 0.405 -2.296  119.863 0.023*
Equal variances not VAN 68 4.107  0.529
assumed
a. pruailsanelunis %o 50 4037 0437 0032 120 0.975
Za[SIR R nYs 68 4.034  0.495

Equal variances

assumed
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NANT99 15 HANITNAFEUAINULANANYDIAUAAT LA BafUUTEANE Amlunis
Uﬁﬁﬁmwﬁy’mmn’ﬁuuazﬁzg%‘uamﬂmﬂicj’]Em'rsﬁuuazﬁig%(ﬁ'luunmuLwﬂ) anunsnesusladedl

myﬂuqmmwsuawm Tnelyads Independent Sample t-test wu11 § P-value (2tailed)
Wiy 0.035 Fauesnan 0.050 thuite Ufasanufgiu (o) wazsesduaunfigiu (H,) wanen yaains
dhenmsiuuasdnd luuminerdeaiueiunsilsaiifinaunnasfuinufniiununmn moesay
wanaafiy eensfitedfneadffisesu 0.050 %aaamﬂgaaﬁuauuagmﬁé"fﬂ; Tnemanddinniade
gININAYY

audsuae lnglyada Independent Sample t-test WU § P-value (2tailed) iy
0.140 Fa31nn21 0.050 Hufe vesduauuAgIu (Hy) wasUfiasaunfigiu (H,) wann1 yaangdie
Asunaseyd lunminedeasunsunsilsafidwaunnatatudaudadunudsunanuly
uanaeiy oersdidndnymisadffisediu 0.050 %ﬂlﬁaaﬂﬂgmﬁuauuagmﬁ@?ﬂ;

auan Tngluadi Independent Sample t-test #u31 1 P-value (2tailed) imnfu 0.023
Faupnnn 0.050 Tufte Ufiasauudgiu (Ho) uagsenivaunfgiu (Hy) uanan yaainsiionisiiu

v A

warUayd TuuminendeasunsunsilsandinaunnaisiudanuAniun1uialiann ety eyt

Y 19 =

WedAyeatiansedu 0.050 Faeanassivauuigiunasly lnmanddnnadvaininmeyie

' v
=

aruatraglunisaniduau lngleadf Independent Sample t-test wua1 4 P-value
(2tailed) (MU 0.975 F911AN21 0.050 uAe veuuaNuAgIu (Hy) wasUfiasauufgiu (H,)

wane1 yranseiemsiunazdayd Tuuninerdeasuesunsilsaifimaunnniafudanuaaiiu

Y ) aad

aualrarglunisanduanuluwanaisiu sssddedrAgynieadfnsgau 0.050 Felugonnansniu
GHELIL RN
M15197 16 LAAINIINTIIEBUAIAINLUTUTIVIBIAINARLAUALITUUsEANS AmlumsUfoReu

v

AuMsRuLardd (uunniueny)

UszAnsamlumsujifnudiunistuuas

o = ) - o a Levene
UnyBvesyaanIensRuwas Uy df1 df2 Sig.

. Statistic

(UUNAUDIY)

1. siym@mmwmamu 0.237 3 118 0.871
2. PUUSINY 0.934 3 118 0.427
3. gnuLaN 2161 3 118 0.096
4. prualranglunsaiduay 0.623 3 118 0.601
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91NM13797 16 nan1sadeuauklsUTInvetUseansamlunsujifinuniunistulay

Jrydvesynansiienstuuasdyd@uunmueiy) aunsoesuigladsil
AMUANAINTYBINU WU P-value Wiy 0.871 Fada1uinnin seruiledrAgymieaiag

0.050 UAN9IY UABENRNUYIDIYTAIAINUUTUTIUATUAMAINYBIU TEMenguliuananeiy

q

pe19ltEdAYNISEiATISEAU 0.050 JWAFDUANLANANAIY F-test pall

aa

AUUTUIAIU WU 8 P-value WU 0.427 Gadinunnm seautidAgnisadan 0.050

' '
o

WARIIT WAaznauYIIeneiin1ALkUsUsIun YAy sennanauluuanaeiy eensdidudAy

NEDRNTEAU 0.050 FMAADUAINULANAIGRY F-test nold

AIULIAT WU & P-value AU 0.096 FeilAunnnT seautudAeynISeian 0.050 Lang

' ' ' '
a o @

1 WAagNauYNegdnInNkUTUTINAUIET seenauluwananeiy eenslvedAynieadan
530U 0.050 JWAFDUAIILLANAAIY F-test noll
aruatranglunsanduau wua d Pvalue nAv 0.601 Fsiiaunnni sautivdnasy

N9EdAN 0.050 wane1 wnagnauyegdaiANuiUsUTIunualyglunsaiuny e

]
o W (%

nauluunnaneiy sgndiduddgmeadinsedu 0.050 ImaaauAINLANANAIY F-test naly

A15197 17 wEAINISVIAADUAILLANAIYDIANARLAWA Bt uUsEANS Awlun1sUf dReuny

nsRuazdYT (wunmueny) lnaluadi F-test

Uszansamlunsuinnudiumstueas Sum of Mean Sig
Uy (Fuunnuene) Squares Square '
1. GT’]UF’]QJQ’]W‘U@N’]U Between 0.828 3 0.276  1.258 0.292
Groups 25.907 118  0.220
Within Groups 26.736 121
Total
2. GT’IHU%&J’IQN’]N Between 0.716 3 0.239 0.834 0.478
Groups 33.766 118  0.286
Within Groups 34.482 121
Total
3. GT’]‘L&L’J@'I Between 0.261 3 0.087 0.362 0.781
Groups 28.348 118  0.240

Within Groups 28.608 121
Total
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Uszansamlunsuinnudiumstueas Sum of Mean - Sie
Uy (Fuunnuene) Squares Square '
4. amuanloglunis Between 1136 3 0379 1754  0.160
i Groups 25488 118  0.216

Within Groups 26.624 121
Total

91NA1597 17 WEAINIINAOUAIINKANANTDIAUAMTAUA B TUUTEENS A wlunIs
UURauniunsdunas Uy dvesunainsiionisduwas Und@wunaiueny) Inelyada F-test

a1unsaasunelanadl

P [y

ATUAMAINYDIIU WU 3 P-value WU 0.292 Fadlmuinnin HedAyneaianseau

0.050 Huf® goNTUANUAFIUY (Ho) wazUfiasauuigiu (Hy) wandd1 yuaainstenstuwaz Uayd

Tunninedeasuasunsiliandnaueienguanaieiy Sanufaiuaiununmeesny luuannie

9

fiu spdidudAyneadansyau 0.050 sluaonpaasivauufguiingly

]
aaa @

AUUTUIAIU WU 3T P-value IMAY 0.478 Gadimunnmn dedrfgynieadinseau 0.050

a

WuAo gousuanuagiu (Hy) wazUiasanufgiu (Hy) wanaan yaainse1en1siiuiag s

lugming1deasuasunsilsandnquyiserguanaiesiy danufnviuaiuusuna luunnaieiuy

apuditudAynsadangeau 0.050 sluaenpaasivauuRgiuiasly

' '
(Y]

AIULIAT WU 8 P-value m1Au 0.781 Fallaannnin ded1Agyneadanseau 0.050 dums

gauTUANNFATIU (Hy) wazUfiasauudgiu (Hy) wanedn yuaainseien1stusazdeyd Tuuminedy

'
Y 1Y)

AsupsuNsAlsaninaurisengunnaiaiy danudadiuaiuaa luanansiu seeidedAagmieads

156U 0.050 FaluaannaosiuauuAgIunagl?

auAlgaelun1santuemu wua 8 P-value iU 0.160 Fadin1u1nn YedAyeads

(%

N58AU 0.050 HUAD HaNTUANUAFIN (Hy) wazUfiasauuigiy (Hy) uan1 yaansiienIsktuLay

v

Unyd luamninerdeaiuasunsilsandnguyisergunna1aiu daudasiuaiuailyanelunis

o

]
o w aaa 1Y)

andunu luwananeiu egnsfidedidgnisadanszau 0.050 Jalugennasiivaungiuigsly
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M151971 18 wARINITATIIEBUAINIULUSUTIVTRIALARLAUAIUUsEAVS AU SUJ TR

AUNTRULAZUYT (FILUNAILTZAUNITANYD)

Uszansawlunis t-test for Equality of Means

URURMUMUNITRY  szAUNSANY
n x SD. t df  Sig. (2tailed)

wazUny®

1. f;’m@mmwmamu syaulSey s 62 4.005 0465 -1.848 120 0.067
ainnsedy 60 4.161 0.465
USeyayns

2. PuUSInaIY seaulSqens 62 4.064 0493  0.839 120 0.403
ginseiu 60 3983 0.573
USeyes

3. UL sefulSees 62 4016 0465 -0.132 120 0.895
annsedy 60 4.027 0510
USeyayns

4. pupilyanelums  sduUSaes 62 4.026 0483 -0.206 120 0.837

ZRISIRGLY qmiqszéfv 60 4.044 0.457
UERIRTRIZE

a 3

INAITNT 18 HANITNAADUAIULANANVDIANAALA LA B uUsEANS A wlunis

v A

UURnunun1stukasydvesynainsdign1siuuas U d(Tuunauseaun1sfine) a1u1sa

asunelanadl

AuANNINYeeY taglyalif Independent Sample t-testnuan 4 P-value (2tailed)

WU 0.067 911NN 0.050 TuRe seuFuauNRgIu (Hy) uazUfjiasauuigiu (Hy) uanedn yaains

1Y a

nen1sdunaz Uyl TuuminendeaiunsunsilsandssaunsfnvuanaiesiuidauAnmiuaiu

Ao mvessilauanaefiu oensdifdndnymeadAnsesiu 0.050 %alaiaamﬂgaaﬁuam&gmﬁg’ﬂ;
auvsnan Tnglyana Independent Sample t-test #u31 §f P-value (2tailed) w1y

0.403 F4111n21 0.050 Wufe gausuaNNAgIu (Ho) uasufiasauungiu (H,) LAY qﬂmﬂ'ﬁﬂw

nsusarUnT Tuuminendeeunsunsilsafiisyfunsenwuanaeiuiianufndiumudione

o w [

1 luuenaneiy seaitdedAgmeadinsedu 0.050 FsluaennassiiuauufgIuiagla
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aruan Iaelvad Independent Sample t-test Wua1 3 P-value (2tailed) 1Ay 0.895
Fa11nN31 0.050 HuAe gousuauuAgu (Hy) wavdjiasauuigiu (Hy) wanadn yaanssdien1siiu
warvnd TunminenderiunsunsilsanilseaunsAnwiuanaisiudanuAaiiuaunailuunnnig

Y

fiu spditdudAgynisadansgau 0.050 Fsluaennaasivauufguingly
arualraslunisaniduaiu lngluad s Independent Sample t-test wua1 4 P-value
(2tailed) 117U 0.837 F911nN31 0.050 UuAD gausuanufgIu (Hy) wazdfiasauudgiy (H,)

LA UAaINIHIeN1 T uwarUed luuminerduasunsunsilsundseaunisfinwiwnnaieiud

'
aa [

AnuAaiuauatlyatglunsanduauluunnnneiy eg1edoddynisaifv seau 0.050

Feluaennaasivanufgiunell

P ! a < d' o a a a wva
M990 19 LLﬁﬂﬁﬂ’]ﬁ@]i?ﬁ]a@Uﬂ’lﬂ?WNLL‘U?‘UTJUGUENWNQJF’]@L‘Viumﬁl?ﬂUUiSﬁVlﬁﬂ']WiMﬂ’]ﬁﬂgU@Q’]‘u

AIUNTRULAZUYTY (TIWUNAINTZAUNITANY)

a o awva v - o o Levene's Test for
Uizawﬁmwiumsﬂgum’mmummuu,ax Y

. . Equality of Variances
(AWUNAIUTLAUNISANYI)
F Sig.
1. f;ﬂuqmmwmamu 0.249 0.618
2. PUUSINY 3.120 0.080
3. AULAN 0.182 0.671
4. pruarlrnglumseiduay 0.134 0.715

915197 19 Namswmaaummu,tlsﬂiwsuaaﬂizﬁw%mw’[,umsﬂﬁﬁamugmmiﬁuuas
”zy%suamﬂmﬂssjwmsﬁuLLazﬁ’zy%(fﬁwLLuﬂmmzﬁumsﬁﬂm) gnunsnesuelasied

PIUAMNTNYBITY WUA1 11 P-value Wity 0.618 FfiAnuinnin sedutioddamead
0.050 K& ﬁwmmuﬂiﬂsamawixmﬂsﬁgqamnzjmlmmﬂamﬁu 3slwan Independent Sample
t-test 910 Equal variances assumed ’Lumamaauamﬁgm

AMUUSINasL WU i P-value WU 0.080 Bsilnannnn seduTadyn19adan 0.050
AR ﬁﬁmfmLLUiUiaumaqﬂﬁzﬁnniﬁy’aaaqmjulﬁuméwﬁu Selwan Independent Sample t-test
911 Equal variances assumed lun1smageuauuAgiu

AN WU 3 Pvalue WY 0.671 Zeiimannnan seduTTdFyEdAT 0.050 uans
o ﬁhmmLLU?UsauﬁumUsammﬁ”’namﬂ&iulmmﬂﬁmﬁu Selwn Independent Sample t-test 310

Equal variances assumed ’Lumamaauauuﬁgm
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@

auattrnelunsANEUIIY WU J P-value Ay 0.715 Fedaunnnii seautivdanagy

MeadiA 0.050 keane31 A1AINLUTUTINVBIUTEINTTISaRenauliunnaeiy 39l¥A1 Independent

Sample t-test 9110 Equal variances assumed Iumimaauauuagm

A15199 20 LLﬁﬂﬁﬂ’]iV]ﬂaE]‘Uﬂ’J’mLLG\ﬂm’N‘UE’Nﬂ’ﬂﬁlﬁfﬂLﬁ‘mﬁEJ'Jﬁ"Uﬂ')']llgﬂ’J']@Jﬁ']ﬂJ’]ﬁﬂﬂ’]uﬂWiLEULLa8

Ueud (Suwunauszaunsanw) lagladd t-test

Uszansawlunis t-test for Equality of Means
Uuifeudumsty szAunsAne Sig.
o o n x S.D. t df
LRAVLI (2tailed)

1. ﬁ”’m@mmwmamu syaulsuems 62 4.005 0465 -1.848 120  0.067

'
[

Equal variances GRARREH 2V 60 4.161 0.456

assumed USeyayns

2. PulSnaIY spaulSQems 62 4.064 0493  0.839 120 0.403
Equal variances ainnsedy 60 3983 0.573

assumed USeyes

3. pTUAN sufulSeyaes 62 4016 0465 -0.132 120  0.895
Equal variances Q\‘iﬂ’j'ﬁzﬁu 60 4.027 0.510

assumed ERITAlE

4. pmeileneluns  seRulSenes 62 4.026 0483 -0.206 120 0.837

ANTUIY GRARREETAY 60 4.044 0.457
Equal variances USeyes
assumed

ANRNI5199 20 mamsmaaummmem'N‘uaqm’mﬁmLﬁuLﬁmﬁ’ummgmmmmiamu

MIRuuarUd (Sunmuseaunsine) awisassuiglagadl

=Y

A1uANNINYDIU Laglyaiifl Independent Sample t-test Wua1 § P-value (2tailed)

WU 0.067 311NN 0.050 TufAe seuuaNNRgIu (Hy) wasUfjiasauumgiu (Hy) uanedn ypains
fnen1sdunar T TuuminendeaiunsunsilsaidssaunsanwuanaisiuianuAnwiuaiu

A et luuanaeiiy egniidddamaadAfisedu 0.050 e?ithaamﬂgaqﬁ’uamﬁgmﬁé?ﬂ’;
audsunae Taelyada Independent Sample t-test wu11 # P-value (2tailed) w1y

0.403 Faxnn7 0.050 tiufe seuiuauuAgIu (Hy) uagUfiasauufgiu (H,) uan yaaingiie

nsiusarUnyT Tuuminendeeunsunsilsafifsyfunsenuuanansiulianufndiunudiona

o W

1 luenaneiy epniiedAgmeadinszau 0.050 Fsluaennassivauufgiuiagl
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auan laglyad Independent Sample t-test wua1 31 P-value (2tailed) AU 0.895
Fa11NN31 0.050 WuAe gauTuanuigu (Hy) uazufiasauuigiu (Hy) uansn yaainseien1siiu

waztad Tunminendeaiuasunsilsandsyaunisfnuuanansiuiinnuandiuniunat luwsnang
fiu spditdudAgynisadansgau 0.050 Fsluaennaasivauufguingly
arualraslunisaniduaiu lngluad s Independent Sample t-test wua1 4 P-value

(2tailed) WAU 0.837 Fennnan 0.050 tufe seuuanufgiu (Ho) uarUfiasauufgiu (H,) uang

'
19 =2

11 yAansH1en1siunaz Ut luumingrdeasuasunsilsanilseaunsdnwiunnaneiuiiag

N o v

Anviuaualvanglumsaniiueu luuanaaiy sesideddnieadfifiseau 0.050 Faluaennass

o

fuauufgiuisaal

7137497 21 LaAININTIREEUAIAULUSUTIMTBIARMWAE A UUsEAVE A lun1sUJ TR WAL

mM3tunarlytvesypansenmiduwasta® ([@uunmusseziailunmsiemu)

UszBnSamlumsujifaudiunistuuasiy Levene

dft  df2 Sig.
(@munauszezian tun1svineu) Statistic
1. GT’IN@‘EIJJY]W‘UENQ’I‘IJ 1616 4 117 0.175
2. f;ﬂuﬂfsmmmu 1.127 4 117 0.347
3. U 0867 4 117 0.486
4. puenlaaglunsiuiunu 0.908 4 117 0.989

91NA1599 21 mansagauAuklsUTINYesUsEanEamlunsUfuRuaun s uLas

Tydivesymanst N siulasdyd(@unauseAunsine) aunsnesuielanadl

v '
a

AMUAMAINYDIIU WU & P-value IN17U 0.175 FelA11InN21 seautudAyneaian
0.050 kAN TrEEIATUNTTINNUITAIANUKYTUTIUATUAINTNIAIYVINITATUAUNNYBINY

semenguluuananeiu sgrddedidyniealiisedu 0.050 FamAaaUANULANANALEY F-test
maly
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A151497 22 KANINISVAADUAILLANAVDIANAALAUA Bt UUsEANS Awlun1sUf dReunY

nsRulas Uyl (uunauszeznatlunsvine) Inelvadd F-test

UszAnsamlumsujifaudiunistuuag  Sum of a4 Mean

Ugyd(Fwunauszezaanlunsinea)  Squares Square " >
1. ﬁuﬂuqmmwmmmu Between 0.557 4 0.139  0.622 0.647
Groups 26.179 117 0.224
Within Groups 26,736 121
Total
2. 51u1J'%mmwu Between 1.245 4 0.311 1.096 0.362
Groups 33.237 117 0.284
Within Groups 34482 121
Total
3. AIET Between 0849 4 0212 0895  0.470
Groups 27.759 117 0.237
Within Groups 28.608 121
Total
a.arualoaaelunis Between 2160 4 0540 2.583  0.041%
2R [S7A IRl Groups 24.464 117  0.209
Within Groups 26.624 121
Total

T
v o w aa o

* QlydAneananszau 0.05

NI 22 UAAIAISNAADUANULANANSYDIAUARLAULA BT UUTEANS nwvlunis
U URnun1un1siukasUndvesynainsdien1siukasinyd (@uunauszezialun1siemu)
Tnglvads F-test @aunsnasuielansil

1%
(Y]

AMUALNINYDIU WU 8T P-value MU 0.647 FadlaunnitedAynaadfnsea

[d

a

0.050 WuA® gausuaNuAgIu (Hy) wazUjiasanungiu (H;) wanad1 uaainsdien1situsaseyd

£

Tunninedeasuasunsilsaniiszeznatlunisiauwnna iy danufniuniuaunmeeany

'
o w aa

Tuuananeiu esafidedfgvneadansgau 0.050 Fsluaenaasaiuauufgiuisal
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'
aad (%

AUUTUIAIU WU 8 P-value AU 0.362 Fellaannnantedifgynsaianszau 0.050
WuAe gausuauuigIu (Hy) wasUiasauungiu (H) waned1 uaainsdien1siiusayUyd

TunninedeesuAs UNI SN 52 8212a7lUNITVIULANANIAY JAMUAALAUAILUS I

d' v

luunnaneiy esnsiduddgneaifinsequ 0.050 Feluaenmassiuauufigu

A v
a o

Al

[

AIULIAT WU A P-value AU 0.470 FellmannadedAgneadainszdu 0.050 duAe

gauSuaNNAgIu (Hy) wazufiasauufgiu (Hy) wanei yranseien1sdukazdad Tunmine1dy

ASuASUNIA TR dszazianlun1sinuwsnA199u dauaaiua1ual luwnnniedu agnadl

' '
0% [

WudAgyneadininseau 0.050 Feluaennassiuaungiunaal

o

auAtgaelun1sandusu wun 8 P-value Wwiu 0.041 Fadlaueentud1AynIeais

'
= [

N5gAU 0.050 Wufe Utasauungiu (Hy) wazeausuauuigiu (Hy) wanddn yaainskien1stunay
Uy Tunminendeasuasunsilsandsyoznailunisiauwannieiu Snnuandiuauatlyaislu

nsanduny wnnaneiy sgeildudfymeadianseau 0.050 Jeaennassivauufgmuiaell §3dy

€

= o

FJadmansieszuliilIouisuldsseu (Multiple Comparisons) laglaisn1snaasunuy LSD

N v

Weradulaueiiuann1eiu ssniitedAgnisadfnszdu 0.050

M13199 23 uanswallSeuiisuneganuuanaesemeTzeziatlunsyiauiuaualeaelunis

Anduau nglyiSnaaauwuy LSD

szaziaanlunig _ <1¥ 1-3Y 4-6Y 7-9U 10U>
#ineu 3.971 3.958 3.914 3.977 4.234
<1 3.971 - 0.012 0.057 0.006 0.263
(0.932)  (0.651)  (0.965)  (0.032)*
1-39 3.958 - 0.044 0.019 0.275
(0.753)  (0.906)  (0.046)*
4-61 3.914 - 0.063 0.320
(0.658)  (0.005)*
7-9% 3.977 - 0.256
(0.069)
10U > 4.234 -
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95197 23 maiFeuifisusnegaanuuanassEmNssEezalun iR Uy
aflymelumasuiiua Taglyiivaaouiuy LSD wum Sunnma 3 g fedl

nauszesatlumsviney uesna 1 3 funqussssaalunisyiany 10 T9uld & P-value
Wiy 0.032 Safluesnin toddameadifissdu 0.050 MBAIA nauszozialumsvie

woen1 1 7 denuuananaduseaiunquszesiatlunisvineu 10 Jauld auanlyanglunis

'
[ aaa

snfiue Tnedveddyeaiafiszdu 0.050 Insyaainsrienisiiuuassyd lusming1de
Asunsunsilen Aiszornanlunision uesnan 1 9 farwdafuaualeslunisdiduan
wosmyaanshenmsiuiardyd luuminedoaiueiunsilen Adszesnailumsiou 10 9y
10 Tedinamaniade 0.263

nawszeziatlummhey 13 9 funquazernailunisviinu 10 J3uly § P-value wnffy
0.046 TsfiAruesni YedAgmnaaiAsedu 0.050 M1BA1AAT nquszegatlumeviem 1-3 9
finuuananaduses funquazszinailunisiau 10 93uly auanlvarglunisdniduny
Tnedfiduddyneadffisesu 0.050 ImaqﬂafmcjwmsL'Eul,l,awj"zg% TN 1deASUAIUNII IRl
fifsvernanlunishau 1-3 9 Sanudasiuauailyaglunisdiduny vesnayaainsdis
Asdusazdyd luumivedorsunsunsilsa fdszoznalunisiney 10 954l Tnefinanns

ANRAY 0.275

'
o

nausvegatun1sinau 4-6 4 funqussegiaitunisviia 10 Juuld & P-value Wiy

0.005 GsfiAruesni WedAgmeadAsedu 0.050 MBA1AAT nquszezaTlun e -6 9
faruuananaduses funquazszinailunisieu 10 93uly auanlvarglunisdniuny
Tnefitddymisadiafiszdiu 0.050 Tnsyaansriensiiusazind Tusminedoaiuniunsilsm
fifiszarinanlunisvieu 4-6 9 darwAaiuauadlyaislunisdidueny ussninyaainsie

nsRukazyd Tuuminerauasuaiunsilsm Alsseziiarlunisvinanu 10 Juld Tneduans

aad

ALY 0.320 auadu q lunuauuanne eensdiduddgynisaifnsgdu 0.05

Y [

duufgnudan 3 anuzanuasan M IRuLardyd lawn AuANNINIeININITAY
nsdulazdyd auauauisotazaulalunslelusunsudyd aauaruainsalunis
Ansignuazautaluiunisiu duanadssdninmlunisufuinuniunisdusaslydves

yaanIH1ensiukazdnd luuminerdeasuasunsilsn Inglvaliinislesegnannesnyan

(Multiple Regression Analysis) Litenaaeudnsnaveueya
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v v

A15197 24 NTIATILNANDENYAMAINIANNATAAIUNTRULAUT HnaneUszdaniamly
n1sUURnuaunsiuiasiydvesunainsdien1stukar it Tuuning1duasunsunsilsm

Imﬂ%ﬂ’lﬁm‘mwmﬂa&lwn@jm (Multiple Regression Analysis)

fiauus SS df MS F Sig.
ATUIANANNIATUMSEY Regression 260 1 260 2465 119
waziiyd Residual 12633 120  .105
Total 12892 121

A13197 25 ANIANNALTANIUNITRULAETRY dnanauseanianlunsufuRauaiunsidu
wazdgydvesymainseienisduiastnd lunminedersuasunsilan loglynisimserannes

Ui
WirAed (Multiple Regression Analysis)

99

fauds B Std. Error Beta t Sig.
AT (Constant) 3541 0.347 10205  <0.001*
1. amuewgnaemdninisaunsiiuias 0061 0059 0099 1046 0.298
Uty
2. upnuannsauaraselalumisly 0020 0075 0.026  0.264 0.793
TUsunsndyd
3. 5mmmmmsa1umﬁmeﬁu,azmm 0.044 0.057 0.075 0.773 0.441
wrlalusunisiin

r=0.147 R?=0.0220, Adjusted R? = - 0.003, SE = 0.326, Durbin-Watson = 1.407

[

* QdydAgneananszau 0.01

oY v 1%

M7 24 - 25 ATWFANLANINTIAUNSEULAE DT Taun AumLsTIA AT
aunsdusardad sunnuasasazaulalunislelusunsutyd aumuaansalums
Ainsenuazarmlaly sun1sidy ﬁwam'aUs3ﬁw%mwiumiﬂﬁﬁﬁmuﬁmmiL‘ﬁuLLamTag%suaa
yaansHemaiukas Tyt luiminedeaiueiunsilsu Inglvadfnnsiiesevnnnesnga
(Multiple Regression Analysis) WU AN R WU 0.022 mmammiwﬁaLLﬂsSaizﬁqmmTfmmmﬁa
ofuwAuLUsUTINTessEANS nMnnsUS TR Mulaisasesay 2.2 iy deiendussuin

L

uanNUnanITATIwnAA LIy AYMN19Eaa (Sig.) veslUsiiaunuilan1uinngi 0.05 Nne.

o W aa

wanatulidudslaamanausz@nsamnsujiRavessdiduddgmieats
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1% v

NaIAD mummgmamu%mmﬁmmmiﬁuuazﬂ’aﬁ AuANEILNsalazAsnlaly

v
v A

AstalusensuUnd wazauALaIN1satunsIes1zukarAutatlusunisidu luladdnswa

o

Tagnsaneusyansarnlunisug i nuniunisuiasUyduesuaainsnienisiduwas Uy d

Tuwminerdeasupsunsilsa nansidedazneulniiui msiindsgdvinmnisinauesyaains

VoYY
v a

rhemsitusaetydlulatuey fuamusaiuaiutsanumaiuwssiyTifisseiaien unditats
3 9 floaflunumddyni wu ws99slalunisvineu izuuaﬁuauumﬁm UITEINIANITNNY
uazMsUIMsIansAdusaMEAm

Fodu annsaasulaaauufignured 3 lilasumssensy Lﬁmmaﬁ’umwymﬂ’smg
AENINIIAIUNT T uer Ty Evsauay Tuanmnsnusui onouausinen1nUd suuasly

o W

Uszaninmmsujuiaulaseaiided gy

A13197 26 asUaNufgu

AUNAFIY NaN1sNAEaU Ay
H1: 8nwesUsernsAansiuanmIeany Axa . Y
. . . R oo NUAIULANHIIUIIAU 5 .
ABAINIAUANTANUNTRULALUTYT goUSTUUNEIY

. (el hagseaunsAne)
TERURNY

H2: 8Nzl serInNsANEnTNLANAINY JNa .

. . o R NUAILLANARNIZLNATY . .

naUszansnnlunisufuRauaiunistiu . gaUSUUIAIY
. Y1997

uazUyTumnmaneiu

[
v

H3: mmgmmaﬂmmmumsf&uuas‘uzysn

TuanoUszaninmlunisugufauniu Lunudnsnasealitudfny C
- o 4 . - lugausu
MituuasUnyTvesynaainsdhen1siuias (Sig. > .05, R? = .022)

Uyt Tunwninedersuasunsilsm
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7. 9fiUsema
7.1 M3AaTevidoyaidanssaiun (Descriptive Statistics)

7.1.1 anwazUssunsAEns

HaMTIATIZINUY1 nquiaes Al duimanda sesay 55.7 uasdiongsenang
31-40 7 Sevay 32.8 sesaafonauey 41-50 7 uay 51 J3ulU audifu Tuauvesszdy
M3fnw wudnaIuveiaun1sAnuseduiaeng souar 50.8 warganIWIyaes (seuay
49.2) Inawfssiu dmsulszaunsameheu nquilissszinainisiauminna 10 7 fdnauge
fign se8ay 30.3 1INN151ATILN NUITENYUEUTEEINTMANIlALTI lﬂgﬁﬁw'ﬁwa@{ammg
AaLNsaLarUsEANS annsTheuesneituddy EAIUUIIATY LUU LNFLAESERUNSAN®
ﬁwaLLmﬂs{Nf‘Tumqﬁﬁ‘uaqmmgﬂmma’mwa@?’]uﬂ'ﬁL‘iuLL@::‘U"QJJ% Feannaosty ASNT LazUaD
(2560) i wuruwanazeny luinasy 1aivsd1dyneUszdnsamnisvinauresyaainsly
anUugaudnw Lwiffa]f{’fsmy'mqmqs’ﬁmsﬁﬂmmaﬁNawmayaw{aﬂmmwmﬁﬂﬁﬁﬁmu \fle4a1n
dusfussiuaruguazmslumelulamelyd winansideilaennnosuisauty growes o1
19197 WarwssEUing Benendu (2566) TilamumnuumnaesUsEAvEa A megLassTAUNTAl
Tudifnaunisiiuwesnesinun wALANA19AIN 9530951 @aduns (2557) inuaneny nsdnw
LazUsTaUNISAl daNAnenINAIT9v0953NY SMEs Faorardumsmzuiunvesniatensuiaim

wANANSINANTTUgALANY
7.1.2 AM3ANNEINNTAAUNTRULAz Uy

HANTIATIZNNUIT ANNFANLAINITanUNTRLar T dlaesiumnaiuey luseduiiu

A8 (ANRALEYIZIN 3.95 - 3.99) uandlnifiuiiyrainsdiiugiumnusuazinueliiisanalunis

v A

U URnuinBuazn1stiu FeaennasnuiudAnyesan I Indnd (2560) Muuiaufuianuind

MoafleAN I Nmg e Arlanianaie waginwenisussgnalomalulagluaudyd

LAZAOAARBINUNTBUANTTOULYBY IFAC (2019) N nuslvdnUnydnesdiniuganuasnsa 5 a1

ATBUARUTIELTTaUEIIANATA TINYEIYTN waraALaINIsanumAlLlagaTAuNA UanaNT

o w

HANTIATIMUTEULTEUNUI InAnednlafeAnusnIainInIsgenILnenge sgaiifuddnnig

<
v A

a0 (p < .05) @y dszAuNsAnwIanIUTyyns Ianadsainittuaunisialusunsudayduag

o

ANSIATIZINUNITEUE @IUNANITILATIZIAIULYDEY WU
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AUANUINIANUITINTATUNTRULALUYT donAaeIny Iskandar and Setiyawati (2015)

7NUI1AI0 NI B INTAIRaR oANAINTI891U (B=0.45, p<0.01) wagszaunsAnwdu

Jﬁaﬁyug'mﬁéﬁzy %aaﬁ’uauwgaLauamaqam%ﬁwﬁm% (2560) fisgyrAugnIeivInsidu
FINFINVINTUTENRUIVNTN YT

auALaEmsanaranulalunislelusunsu U @eanaseiu Sripan and Wisaeng
(2022) Anvranuanssalumslymaluladuaslusunsumamsdudusudsddyesamninns
vsurasyaainsnudyfluandugaune lnednuzimaluladansaumeadauduius iy
UszAnSam (r=0.62) wazaennansessdatu Usunnsal Adu (2568) finuivinuzaiumalilas
ansaunaananenudLalunsufoAeu (B=0.48, p<0.001) Tnewndesilonaniivndadingly

lawn Microsoft Excel (97.4%), wazlusunsudydduiagy (84.3%) Gedennaoinuuiunves

'
v

unTIngdeaiuniunsilsailyssuuamsaumamamaiusas Sy iinaund ueseiugfulusunsy
WINTZIU

prumLEnsalumMslnTgkagauilalusunaiiu @ennasatu Ediand Enzelin
(2023) ﬁﬁuﬁuinﬁﬂw@ﬁmeﬁu,azmié’fmmsszjyagawmﬂflslﬁmhaLﬁ'uﬂizﬁm%ﬂWWLLazmm‘IUéﬂa

Y9409ANINIATT
7.1.3 UszAnsamlunisuineu

NANITILATIZINUD UszavsnmlunsufiRnuvesyransiionisfunas tayTlae ey
Tusgdy "iune (Auadesi = 4.04) Ima%wuﬁlﬁ%’umLLuuLa?{aqqﬁa;m fio AuNMYBIL (AR
- 0.08) 50909170 AnuATlEa1s (ANeAY = 4.03) AMUNAT LarATUUSINAUAAEIRY Asnouln
Lﬁudﬂqﬂafmdfl&Jm'ﬁL'3uLLazﬁm%awu'13a§nwmmnflwq’lu1¢ﬁusw°fuqﬁ aelanslaninensuay
suUsEIT Iy ay S?fqLﬁué’ﬂwmmawwwaqﬂwsv‘mmiuaa'lﬂ’uqmﬁnmﬁajqLﬁummgﬂs}um
AUTOUABY LLazmmrvjuMﬂumﬂ%ﬁhm‘uﬂssmmuciuau

HANITILATIENINA11480ARDITULLIANYDY Peterson and Plowman (1989) fispyan
UszAnsarmnsufuacuvesyaainaiinainasausznoy 4 A loun ABAIN YTl 13an
LLamequ Imamu%%ﬁl@?ﬁmmﬁméﬁﬂa"nmﬂszs;ﬂsﬁﬂ;ﬁuu%mawﬁ’sm’mmﬁwmﬁa Tagle
fad¥e “atlynelunisdniueu” wuifives “aunu” Woasvoufnslsaneaulszuuesenuan
wagdusransam

Han133SuAEnARes U8 Sorsa-waeng (2017) finudszAniamnisufiaaues
yamnsAuNMsiuuardyilasueglussdud Tnsfymaulunuguninuesuiasnsuimsna
LagdBAAA ©IAY Thasr and Wisetprapha (2017)  Wu2 1A21150UABY A4S U ATDY

LLasnwsTﬂjwi"wawﬂiamammzaumwama@mmwmamuﬁzg%uamwmumqmilﬁuiwmmflumﬂﬁ"g
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ov1dlsfiny nsfiauama ey lnazuuugean lutasd audiniaeu lnazuuusiige
maazﬁauﬁqﬁﬂwmzLawwmaamuﬁiﬁlumﬂé’gﬁLﬁummgm;\jmLLazﬂ’]sﬂﬁﬁammsLﬁaumﬂﬂ';"l
AusInEmseUinany fawanananinaaensuilonauiigua nuazUsialunsouty
(Kumchuen, 2025)

wan13Tinsznluas el 4 uiuan yaainsiienisiuuaztydvesumiine1ds
ﬂ%uﬂ%uwﬁimﬁﬂ'ﬁsﬁw'ﬁmwiumiﬁwméumammwLLazmim‘uQuﬁﬂ%ﬁaaaﬂmm‘"wqa uAEIAT
Insumsauadulvwinuilulifues “nan” way “UTinanu” Lﬁ@lﬁlﬁmmmamqammﬂssﬁw%mwﬂg@
4 PIUBLNATUNIUAILLLIANYEY Peterson and Plowman (1989) TngianglugaRdnadinswam

inwgnslumaluladUydddlinnudrdgaensiiuanusiasiuazuSunaauidanista auiinuan

[

inweinaluladamanaanudnialunsufiRviuesnsfided1fsy (Kumchuen, 2025; Kaosamang &
Yangklan, 2023)

¢ v a

7.2 ANSATIZRVINALTIDUNIU (Inferential Statistics)

u 9

7.2.1 anuduniusszndnednuasuszyinsaiansiuauianuaunsafiunsiuuas

LY

Gk

HANITILATIZNNUIT ANwarUszynImansinalinanan LA iuAIUAINTNIIYINIS
AuNsRuLardyd wagssldedAyneada (p < 0.05) lnginAmeinladeginIinAge veh

arualalunislelusunsuda® wagnisiasigunazanuuilalusuniaSuluuannieiy
ausyiunsAnuinananislelusunsudad waznmsiasezniavanaulalusunistiu Inenauid

v

n13AnwIanUs gy wiiaieieginin vaefionguarsresiialunsynauluaananug

ANUENNNTOATUNNTRULA U T8 19T AN NERRA HaN1TILATIZNAINANIFDAAABIAUIIUTDY

A '
o v A

Thasri and Wisetprapha (2017) Ai311Aa0dinen1snwinazinvenaddnduladoddgNasma

£

ABANINIITINTAUNTRULATYT 11NN1egnIeUssaunsuLiietos il wagatuayu
YoLA18v4 The Federation of Accounting Professions (2017; 2023) 1158131211 N143%¥1015

muafunslameluladasaumeansiydiduanssausninvesyUsenavivdndydlugadIva

v
v

wonNil Han15Idedaenaaediu Sripan and Wisaeng (2022) ANUIINNSIT8UTUATAHRILYINYE

'
Y

spnnaillonduladudrdynoanudiavesindydlugaddia sudlsinim msiiszaunisnwiiua

mevinwenslulUshNTLLAZNNTIASITRIUNISEY o1adunsiey AfinsAnwasninusygnslasu

Y Y
Yy ' v v

nsinduMIINsilnIn wagdloniaissusmaluladuasiaioslolny 9 111 Yadennaes
AUNTOUANTIAULYDY IFAC (2019) NiuuAudiAgyraInsiauiausuagyinvelniunenis

Wasuwlasweanalulaguazuinsgiuinnan
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7.2.2 anudunusseninsdneazdszvinsaransiulseansnmlunisujinau

'
a

HAN1TIATIENAWNA WU A Tranausednsamlunisujiinuaiunisdunas Uyl

o w a

ATUANANYBINY UaraTua ogeiitdAnymeads (p < .05) laginAngaiaiaduaininnaiiy

o

NafiTaugafuauves Sorsa-waeng (2017) 1NUIT LA laiﬁmmme@hqasjfmﬁﬁaﬁwﬁwﬂuéjmmm
fanalanouszAnSnm uazdaussiy Songchan (2014) inurunaluasnananudiiavesgsna
edlsfiny namsIveilaonnasiuuuafae Liet al. (2023) ﬁisq’iw%‘waqémuas‘?@uuﬁﬁw
mMehauiinaneUszavsaimannndnvaaIuyAna ﬂ13ﬁLWWﬂjﬂﬁUisﬁwﬁmwﬁmﬂmmwLLas
L:;mqqﬂ’iﬂuu%mamm%mmﬁm?uﬂ%umﬁm orudunsednvarutyiiuunuazsen
39UADY mmqngaa wagnsUfUAnusyideu %"qLﬂuqmé’nwmzﬁ'wuz{wmezﬁaﬁumiﬁﬂﬁ
AINEIFNINNI N15TNATTHRANAIIIINIIUVDY Sorsa-waeng (2017) waz Songchan (2014)
Fmduusunameesens dnuamanzYeEIsny enaiisvsnansmNdLTLSsENATY
UszAngam Geaduayuiuifnues Liet al. (2023) fnuuiunesenaduiudsddafines
NN

NANTTIATIEIATUSEEEITIUMSTNL WU SzeviaaTiunsine sw’iwﬂajmwmm
lumsvieu wesmn 1 3, 13 9, 46 9 funquazeznailumsvhan 10 F1ulU Suaneuszansain
1umiﬂﬁﬁﬁmu%’mﬂﬁﬁul,l,azﬁig% auarlaaelumssiiuny aenadituddnymneada (p < .05)

FeaannaoeiuLLIAAYEY Peterson and Plowman (1989) fiszylnailyanaidundsly 4 unsiandn

o o

vasUszansam wazdulumunsdaasenenuideiiuein Ussaunmsainisyheu Wudadeddny i
fnanouszansnmnisufiRalagnsa (Edi & Enzelin, 2023; Sripan & Wisaeng, 2022; Sorsa-
waeng, 2017) wen i deaeanaesiiu Iskandar and Setiyawati (2015) 7inUIMUsyaun1alaIng
noAmnNaIBIY (B=0.32, p<0.01) Mafiyaansiiiuszaunsnigaiinuuana19n1unIsuing
alva1s o1vazneudiudmmguaranuseunaulunislanineinsfiund unusregiiains
¥ouisaennanety Kaosamang and Yangklan (2023) FNUIaNssIULAIUNTUSINTE AN SEIHE
peUsEavsam (B=0.31, p<0.01) LLazUsza‘uﬂWizﬁLﬂuﬁfﬁﬂﬁﬁzﬂuﬂﬁéﬁauamiauzfj qﬂmmﬁﬁ
Usraunsasnndindienaelalunszuaumsdadodnang msmunusulszain uazmslanineans
DB NAUANNINMYTITzaUNTT0IY

arufuusau laun 07y wazszdun1sine luuanesfuasnafidedidy Fsaonnanafy
u,mﬁmﬁ':{mszaumsduazmmiﬁugmﬂmﬁ&mﬁafi’]’m?wf;u LAYYEILAENNTHAIUIAULBI0E1
nevoafinudidnannnn (Sripan and Wisaeng, 2022) maﬁazﬁauimﬂmﬂﬁnﬂﬁdaai’aLLaznﬂszﬁ"‘u

nsfnwannsadivsganiamnisinulusedvadamiiieuiu mnlesunisatuayuiaginmuii
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WingauoeneLiien lngamziinwgauiidia nudl IFAC (2019) lawuen Jadudadedfglugn

JagUiu

[ v g ' 14 14 a v A a
7.2.3 AMUANNUTITUHINAIUIAINEIUTITONTUNTINULAS UL Y uUssaNSNINNIg

UgUReu

NANTILATIEANALTUS T8 mmgymmmmmﬁmmsfiul,l,azﬁ’zy% loun mmivm
Fwrms anmanmsatunslaldsunsadnd wgaruanmnsolunisinseagyanelasy
M9y fuuszansaimnisufoiau nesuvesyaainsdienisiuuazdyd luumine de
AU UNTILSA WU s?hLLUiﬁ”’amwTwulziéqwae{aﬂszﬁmﬁmwmiﬁwmuaéwﬁﬁaﬁwﬁmmaaﬁﬁ
(Sig. > .05, SRA2 = .0229) ﬁﬂ%ﬁﬁﬂmugymmaﬂmﬁamywumiL‘duLLasﬂ’fgfﬁhimmma%‘mslmm
wsUmuvesszAvsammsvhelaegsdniay ?Tahyuwuif‘i'fmLLJ@ﬁuauuagfmquwﬁLLazmufsé’f&J
Aeumil Johnson et al., 2023; Li et al. 2023; Chai et al. 2024) flandvenumnuduiusidauan

gmvaNsTauriunansu iRy anudaiestnongfedvinavesusunnisufUianuniananeiu

v
a

widoduiiugiunn Tuusunveaminendeaiuaiunsilsn fudussansniady mmiummmmsa
punsiulaznyd Tasenglunquyaannsiidadinisfinuiganiuiaged lagnenssduaniugln
Junmandadumi sudunosd ue Taderiqu amuuiAn Two-Factor Theory 989 Herzberg
(cited in Mingsopha & Chansom, 2021) FamEAINI mimmm’msmmawmaawummvwﬂm

a a

Uizammwammamaimm LLG\ﬂ’]3LW3J?’1’3’11J3?1’)'1313'11J’]§0WU§’1U 1U'§uﬂUﬂi‘1x‘lﬂ’J’1ﬂWLQaﬁ lulmﬂu

'
o

Uadugele wiefudsiiuonuezanuuanansvesssansammaialuyaainsiilsy Umm'ﬁ
mmmmmﬁugmqq

ety ﬂ’.)’mLLG]ﬂmlﬁx‘l‘llaﬂﬂisa‘vﬁﬂW‘WﬂTiﬁN’m‘ﬁ.Lﬁﬂ‘ﬁﬂﬁﬂUQﬂmﬂiﬂﬁiﬂﬁ o1lnsudvana
vénan Jadugsladu 9 ﬁLﬁmﬁdymﬁ’uamwLL’méJa:uLLazﬁJ@uuﬁﬁuaﬂﬁﬂsmﬁg U sruUnTUsElu
NAMBULNL, ATUFUTUSTULoUs Y, WavAudSaTesey %qﬁﬁaméwifﬁmmﬁwﬁmmmiw
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8. YalduaLuL
8.1 Jatauanuzluauivy
8.1.1 MsNAUIUTEANS A WAUIATIwazUS UMY
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3) ﬁﬂmLLmﬂﬁﬁa%amﬂmﬂiwazﬁqﬁﬁﬂszﬁm%mwéﬁuqmmmazLamqq Wio1iu
duuwmsiauyeainsnay waganaiunmsuaniUdsuSeusssmnayaainsynie tielmannis
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8.1.3 mswannaduiaduiidwmadeUszansnm
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=
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2) YSulssanmwinaeumsvinulvnigenensuf ey wu davngunsuneuiiames
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8.2 Yarauauuzdmiumsideaseialy
8.2.1 arsAnwUadeduidwmasdauseanininnsufuinau

MNUANTITINUI ATIIFATIANINToA UM ST ukaz Ty FansnTnosuteAuLl T
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ABSTRACT

The behavior of ASEAN millennial tourists in selecting boutique hotels is an important
topic for the tourism and hospitality industry, particularly in Chiang Mai, where boutique hotels
play a vital role in offering unique and personalized travel experiences. This study aims to
examine the decision-making process of millennial travelers using the Theory of Planned
Behavior (TPB) as the analytical framework, focusing on three key constructs: Attitude Toward
Behavior, Subjective Norms, and Perceived Behavioral Control. A qualitative approach was
employed through in-depth interviews with 30 ASEAN millennial tourists who had previously
stayed in boutique hotels in Chiang Mai. Data were analyzed using Thematic Analysis, revealing
that tourists with positive attitudes toward design, comfort, and cultural authenticity,
combined with strong social influence from family, friends, and online reviews, are more likely
to choose boutique hotels. In addition, enabling factors such as promotions, convenient
booking systems, and attractive amenities significantly enhance perceived control and
strengthen booking intentions, while barriers such as high prices, limited room availability, and
inconsistent service reduce confidence and alter decisions. Our study thus extends the Theory
of Planned Behavior (TPB) by contextualizing it within ASEAN millennial tourists’ boutique
hotel choices in a way that was not previously captured by prior research. The findings

highlight both opportunities and challenges for boutique hotels to enhance competitiveness,
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improve service standards, and design targeted marketing strategies tailored to millennial

travelers’ values and preferences.

Keywords: Attitude Towards Behavior, Subjective Norm, Perceived Behavioral Control, ASEAN

Millennials, Tourists’ Behavior

1. INTRODUCTION

The tourism and hotel industry is currently showing signs of continuous recovery and
expansion due to the revitalized global economy. According to a report by the World Travel
& Tourism Council (WTTC), by 2025, the industry is projected to generate revenues accounting
for more than 10% of the global GDP and support over 371 million jobs. This highlights the
crucial role of tourism as a driving force for the global economy. In Thailand, tourism serves
as a key economic mechanism that not only generates income but also distributes prosperity
to different regions across the country. These trends, however, have intensified competition
in the domestic hotel sector, driven by the continuous increase in both the number of hotel

rooms and new operators (Puttirak Sa-ardluan, 2023).

The context of Chiang Mai, a world-renowned tourist destination celebrated for its
natural resources, cultural heritage, and unique local lifestyle, has significantly attracted both
domestic and international visitors. This environment has stimulated the growth of the hotel
industry, particularly boutique hotels, which emphasize distinctive design and the reflection
of local identity. As a result, boutique hotels have become a rapidly expanding and highly
competitive business sector in the region (Strategic and Information Group for Provincial
Development, 2017; Boutique Stay Travel, 2024). Therefore, studying tourist behavior toward
boutique hotels is essential for creating differentiation and gaining a deeper understanding of

the characteristics and preferences of boutique hotel guests.

This study focuses on ASEAN millennial tourists, a large demographic segment in the
region known for their strong purchasing power and experiential travel preferences. They are
entering the stage of life with the highest earning potential, and international travel spending
among Asian Millennials is projected to increase 1.6 times, reaching approximately USD 340
billion (Singapore Tourism Board [STB], 2023). Furthermore, data reported by the World

Economic Forum indicate that by 2030, Millennials and Generation Z together will account for
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75% of consumers in ASEAN, underscoring their position as the “growth engine” driving future

consumption trends (World Economic Forum, 2023).

Prior studies on the Theory of Planned Behavior (TPB) in similar contexts have provided
valuable insights. For example, Onsa-ang (2017) found that the most influential factor affecting
Thai tourists’ decision to choose boutique hotels was service quality provided by staff,
followed by product-related attributes, while price was considered the least significant factor.
Similarly, Ashraf Fauzi (2022) demonstrated that subjective norms and perceived behavioral
control (PBC) were the primary determinants of tourists’ intentions to select eco-friendly
hotels. Previous research has also identified a “behavioral gap” between attitudes, intentions,
and actual service usage. This gap suggests that studies relying solely on quantitative analysis
may be insufficient to comprehensively explain the underlying factors influencing decision-
making, particularly the psychological and social dimensions embedded in the choices of

millennial travelers.

Using the Theory of Planned Behavior (Ajzen, 2006) as the conceptual lens, the research
investigates how attitudes, subjective norms, and perceived behavioral control shape the
intentions and actual decision-making. Therefore, the present study adopts a qualitative
research approach to explore in depth the internal dimensions of Attitude, Subjective Normes,
and Perceived Behavioral Control (PBC). Such an approach provides richer insights into hidden
motivations, emotions, and values that statistical figures alone cannot fully capture, thereby
offering a more holistic understanding of boutique hotel selection behavior. Our study thus
extends the Theory of Planned Behavior (TPB) by contextualizing it within ASEAN millennial
tourists” boutique hotel choices in a way that was not previously captured by previous

research.
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2. LITERATURE REVIEW

2.1 Digital Influence and Millennial Travel Behaviour

Millennial tourists represent a distinctive market segment characterized by their
preference for authentic, experience-driven travel and their strong reliance on digital media
throughout the decision-making process. Extending this perspective, recent work from
Liu et al. (2024) highlighted that short-form video content enhances Millennial behavioral

intentions because of the immersive flow experiences.

The previous article highlights that millennial travelers place strong emphasis on
authenticity and boutique-style experiences when selecting accommodation or travel
destinations (Terrero et al,, 2016). Boutique hotels by nature, put an emphasis on such
personalized service, unique design, and local cultural identity. These are all qualities that

align closely with millennials’ pursuit of authenticity, uniqueness, and meaningful experiences.

Moreover, digital platforms and social media play a crucial role in shaping millennials’
perceptions, attitudes, and behavioural intentions toward boutique hotel selection.
As Goktepe and Ogretmenoslu (2023) mentioned millennials’ travel decisions are strongly
influenced by their active engagement and and based their decision on online content and
peer experiences. Social comparison on social media can stimulate impulsive travel behaviour
among millennial tourists which often mediated by factors such as fear of missing out and

compulsive media use (Kumar and Kumar, 2025).

The intersection of these factors underscores the importance of understanding how
such influences shape millennials’ values, attitudes, and boutique hotel selection, an area

that remains underexplored in the current literature.

2.2 Theory of Planned Behavior
The Theory of Planned Behavior (TPB) is a social-psychological framework developed
by Icek Ajzen in 1985, building on the Theory of Reasoned Action (TRA) to overcome the
limitations of the original model. TPB is one of the most widely applied theories in explaining
and predicting human behavior. It posits that an individual’s behavior is primarily determined
by behavioral intention, which in turn is shaped by three key components: attitude toward

the behavior, subjective norms, and perceived behavioral control. These factors collectively
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provide a comprehensive understanding of how psychological and social influences drive

decision-making processes.

Attitude toward the behavior refers to an individual’s positive or negative evaluation
of choosing a boutique hotel. This attitude is shaped by beliefs regarding the potential
outcomes of the decision. When tourists believe that staying at a boutique hotel provides
favorable benefits—such as distinctive design, comfort, and authentic local experiences—they
are likely to form a positive attitude toward this choice. Conversely, if they anticipate

drawbacks, such as higher costs or limited facilities, their attitude may become unfavorable.

Subjective norms reflect the social influence and perceived expectations from
important reference groups, including family, friends, peers, or online influencers, that affect
the decision-making process. When millennial tourists are surrounded by people who
recommend or favor boutique hotels, whether through direct suggestions, reviews, or social
media endorsements, they are more likely to be influenced to select this type of

accommodation.

Perceived behavioral control concerns an individual’s perception of how easy or
difficult it is to book and stay at a boutique hotel, based on past experiences and perceived
barriers. If ASEAN millennial tourists believe that making reservations is convenient, prices are
manageable, and information is easily accessible, they are more likely to repeat the behavior
of choosing boutique hotels. For instance, when travelers find booking systems simple and
services reliable, the sense of ease enhances their intention to prefer boutique hotels during

their visits to Chiang Mai consistently.

In summary, TPB provides an integrated framework for explaining why individuals
decide to engage in certain behaviors. The theory emphasizes that attitude, subjective norms,
and perceived behavioral control are not isolated elements but interrelated factors that
collectively determine behavioral intention. A positive evaluation of the behavior enhances
the willingness to act, while social approval and encouragement reinforce this tendency.
At the same time, when individuals believe they possess sufficient resources, skills, or
opportunities to perform the behavior, the likelihood of translating intention into actual action
significantly increases. In this way, TPB not only predicts behavior but also highlights the

psychological and social mechanisms that drive decision-making processes (Ajzen, 2006).
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3. RESEARCH METHODOLOGY

This qualitative study investigates ASEAN millennial tourists' selection of boutique hotels
in Chiang Mai Province, using the Theory of Planned Behavior (TPB) as a guiding framework
(Ajzen, 2006). The research was conducted through in-depth interviews, which served as the
primary data collection method. Interviewees were purposively selected to reflect the target
population is ASEAN millennial tourists aged between 27 and 42 years, born between 1981
and 1996, as defined by the Pew Research Center (2020). Participants were required to have
traveled to Chiang Mai for tourism purposes and to have previously stayed at boutique hotels
in the province. All respondents were nationals and residents of the ten ASEAN countries,
namely Cambodia, Thailand, Brunei, Myanmar, the Philippines, Malaysia, Laos, Vietnam,

Singapore, and Indonesia (ASEAN Economic Community, 2015).

3.1 Research Questions
This study seeks to understand the behavior of ASEAN millennial tourists in selecting
boutique hotels in Chiang Mai, using the Theory of Planned Behavior (TPB) as the guiding
framework. Specifically, the research aims to explore how attitudes, social influences, and
perceived behavioral control interact to shape tourists’ intentions and actual decision-making
in choosing boutique hotels within the broader context of personalized and experiential travel

behavior.

3.2 Data

The primary data for this study were collected through in-depth interviews, guided
by the Theory of Planned Behavior (TPB) as the conceptual framework. Thematic analysis
interprets the findings systematically. Participants were purposively selected to represent
ASEAN millennial tourists aged 27 to 42 years. All respondents had traveled to Chiang Mai for
tourism purposes and had previously stayed at boutique hotels in the province.
Moreover, they were nationals and residents of the ten ASEAN countries (ASEAN Economic
Community, 2015). Interviews were conducted face-to-face in English, typically lasting
between 30 to 60 minutes. Each session was audio-recorded with participant permission.

The fieldwork took place from August to October 2024
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3.3 Triangulations of Data
This study adopted triangulation as a methodological approach, which is widely
recognized as an effective technique, particularly in research focusing on opinions, attitudes,
or behaviors (Denzin, 1978). Three types of triangulations were applied to enhance the validity
and credibility of the findings. Time triangulation was employed because tourism behavior and
boutique hotel selection may vary across different time periods. Therefore, data were
collected during both weekdays and weekends, allowing for comparison between participants

from different time frames.

Space triangulation was implemented to capture the diversity of tourism contexts in
Chiang Mai, where service settings and visitor experiences differ depending on location.
Data were thus gathered from three distinct zones: the Old City, Nimmanhaemin, and the Ping
Riverside. Person triangulation was applied to verify the consistency and trustworthiness of
the information by comparing data from different groups of respondents. This method helped
minimize individual bias and provided multiple perspectives on boutique hotel selection.
The analysis further examined convergence and divergence across participant responses to
identify whether key themes—such as attitudes or booking barriers—were consistently

repeated, thereby confirming their significance as core findings.

3.4 Data Analysis

Data were analyzed using thematic analysis based on Braun and Clarke’s (2006) six-
phase model. We follow Gioia’s (2013) thematic approach to the steps and model used to
present our analysis. This helps strengthen analytical rigour and ensure transparency.
The process began with transcription and close reading of the interview data to build
familiarity. Initial codes were generated both inductively and deductively, guided by the
research questions and established constructs of the Theory of Planned Behavior (TPB).
These codes were then clustered into broader conceptual themes, which were subsequently

reviewed and refined to ensure clarity and internal coherence.

To establish trustworthiness, Lincoln and Guba’s (1985) four criteria—credibility,
transferability, dependability, and confirmability—were applied. The use of multiple
researchers in the coding process, combined with literature-guided analysis, further supported
methodological rigor. Each theme was clearly labeled and described in relation to the research

objectives and substantiated with representative quotations from the interview transcripts.
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The findings were synthesized to highlight key motivational drivers, behavioral
barriers, and social influences affecting ASEAN millennial tourists’ decisions to select boutique
hotels in Chiang Mai. These interpretations were mapped onto TPB’s theoretical dimensions,
thereby contributing both to the academic understanding of consumer behavior and to

practical applications in boutique hotel management and tourism marketing strategies.

4. RESULT AND DISCUSSION

This section presents the qualitative findings derived from thematic analysis of 30
in-depth interviews with ASEAN millennial tourists who had stayed in boutique hotels in Chiang
Mai Province. The results are structured around the three core components of the Theory of
Planned Behavior—Attitude, Subjective Norm, and Perceived Behavioral Control—together
with specific insights into tourists” motivations, social influences, and perceived challenges in
the selection of boutique hotels. Each theme is illustrated through first-order evidence (direct

participant quotations) and second-order interpretations to provide both depth and clarity.
4.1 Attitude Toward Boutique Hotel Selection Behavior

Table 1 Show the thematic analysis table of attitude toward boutique hotel selection
First Order Second Order Aggregated
“It feels different from staying at a regular hotel
because it allows me to connect with the local
culture.”
“The interior design is fresh, with a mix of old
Unique design
and new furniture that reflects the identity of
that reflects local
Chiang Mai.” Positive Attitude
culture
“The design is beautiful and harmonizes with
Chiang Mai’s natural environment. | like the
contemporary style that still retains a touch of

Lanna culture.”
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First Order
“The staff provided excellent service and paid
attention to details.”
“The personalized service, friendly welcome,
and knowledgeable staff who escorted me to
the room and explained everything made me
feel special.”
“The close and friendly service, including
recommendations for tourist attractions and

restaurants, was impressive.”

Second Order

Service quality

“It felt like staying in a second home, with a
sense of privacy.”

“I wanted privacy, which chain hotels cannot
offer. Boutique hotels in Chiang Mai provide a

serene atmosphere with fewer rooms and less

Comfort and

crowding.” privacy of the
“The quiet, peaceful atmosphere with private hotel
corners for relaxation was ideal.”
“The hotel’s location was not far from the
attractions | wanted to visit and close to the
airport, making travel convenient.”
Convenient

“The hotel was located near attractions,
restaurants, and shops, making it easy to

continue sightseeing.”

location for travel

“I once had an experience where the room did
not match the photos on the website, which
was disappointing.”

“The hotel | booked did not look like the
pictures. Online, it looked great, but in reality,
the room was old and not as clean as

expected.

Inconsistency of
the provided

information

Aggregated

Positive Attitude
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First Order
The staff seemed unwilling to help resolve
issues, which was disappointing.”
“The staff did not smile much and could not
provide useful information.”
“The staff were inattentive, making me feel it

was not worth the money | paid.”

Second Order

Substandard

service

“l once had an experience where the room did
not match the photos on the website, which
was disappointing.”

“The hotel | booked did not look like the
pictures. Online, it looked great, but in reality,
the room was old and not as clean as
expected.”

“The room looked nice in the photos, but when
| arrived, it was not what | imagined—dusty,

unclean, and the bathroom had a bad odor.”

Inconsistency of
the provided

information

“The room was not as clean as expected. Small
details such as a musty smell and weak water
pressure made it feel not worth the price.”
“There was a problem with the water heater—it

did not heat properly.”

Substandard room

quality

Aggregated

Negative Attitude

4.2 Influence of Reference Groups (Subjective Norms)

Table 2 Show the thematic analysis table of Subjective Norms

First Order
“Friends recommend hotels they have stayed
at and share their experiences.”
“My friends usually send me both information

and videos suggesting | try those places.”

Second Order

Recommendations
from friends with

direct experience

Aggregated

Direct
Reference

Group
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First Order Second Order Aggregated
“The person who influences my decision the
most is my partner, because we often travel
Influence from
together.”
partners
“The greatest influence comes from my partner,
since they usually manage the expenses.”
“Family members also play a role and have an
influence on the decision.”
“The most influential people are my family, Influence from
since | rarely travel alone. If someone in my family members
family has stayed and recommended a hotel, it
strongly affects my choice.”
“One of the influencers | follow on social
media is a YouTuber who makes hotel and
Influence from
travel review videos.”
public figures on Indirect
“Reviews from influencers include both photos
social media Reference
and videos showing details about the rooms,
Group
hotels, and even nearby attractions.
“l usually look at illustrated reviews, not just
Google reviews, but detailed articles from
Influence from
various websites, both positive and negative.”
social media
“Most of the time | rely on Google reviews and
reviews
tend to choose hotels with many positive
comments and high ratings.”
“I personally follow and admire a Thai celebrity
on Instagram who is very popular in my country.
When | saw that they stayed at a boutique Influence from nd
ndirect
hotel in Chiang Mai, it inspired me and made celebrities
Reference
me want to stay there as well, becoming one of
Group

the reasons | traveled to Thailand.”
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4.3 Perceived Behavioral Control

Table 3 Show the thematic analysis table of Perceived Behavioral Control

First Order
“The main trigger for booking is promotional
discounts or periods when room rates are
cheaper.”
“What motivates me to stay is packages that
provide good value for the price paid.”
“Special promotions for couples or honeymoon
packages that include romantic activities are

very appealing.”

Second Order

Influence of
promotions and

discounts

“The overall appearance or image of the hotel
is most important to me; if it is beautiful and
unique, | will book immediately.”

“What motivates me to book is the
attractiveness and atmosphere, as | expect to
take beautiful photos in private and scenic

spots.”

Appealing image or

atmosphere

Appealing image or

atmosphere

“What encourages me to book is seeing
beautiful photos and good reviews.”
“Positive reviews from people | trust, such as
family members or past guests, strongly

influence my choice.”

Influence of

positive reviews

Aggregated

Easy to

Perform

Easy to

Perform

“One of the obstacles to booking is the high
price and whether it is worth paying.”
“Boutique hotel prices are too high during the
high season, which becomes a barrier.”

“Some boutique hotels are quite expensive.
Even if they are beautiful, if the price is beyond
my budget, | have to find other options.”

Price constraints
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First Order
“Some hotels do not provide convenient
booking channels or have complicated
conditions, such as requiring advance bank
transfers without guarantees, which makes me
hesitate.”
“Certain hotels have strict cancellation policies;
if | cannot cancel or modify the booking, | tend

not to choose those hotels.”

Second Order

Booking process

constraints

“The details shown on travel agent websites or
apps are sometimes incomplete or inaccurate
compared to the actual hotel.”

“There is often uncertainty in the information;
sometimes the photos and descriptions online

do not match the real accommodation.”

Information
completeness

constraints

Information
completeness

constraints

Aggregated

Hard to Perform

Hard to Perform

The findings indicate that attitudes toward boutique hotel attributes significantly

influence tourists’ intentions to stay. Key factors include distinctive design and high-quality

service, aligning with Onsa-ang (2017), who emphasized that boutique hotels should prioritize

service excellence and unique identity as core attractions. Respondents highlighted that

elements such as local-inspired furniture, thematic décor, premium service, comfortable

rooms, and a relaxing atmosphere foster positive attitudes, consistent with Kawaf (2012), who

noted that experiential features like comfort and aesthetics directly enhance satisfaction.

Furthermore, online reviews and hotel image play a crucial role in shaping trust and

expectations, echoing Daengson (2022), who found that brand image and trust in green hotels

directly affect intention to stay. Thus, this study not only reinforces previous frameworks but

also deepens understanding of which attitudes matter most, under what conditions, and in

connection with which influencing factors.
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We extend Liu et al. (2024) that online visibility and digital storytelling strengthen positive
attitudes and booking intentions among ASEAN Millennials. This might be explained by Terrero
et al. (2016), who highlight that Millennials increasingly seek boutique and authentic
experiences when travelling. Our study shows that such digital representations, whether from
peers or influencers, further reinforce emotional attachment and the intensity in decision-

making.

This study also reveals that subjective norms strongly influence ASEAN millennial
tourists” decisions to stay in boutique hotels, particularly through direct reference groups such
as friends, family, and partners, whose opinions are trusted more than traditional marketing
due to closeness and credibility. This aligns with Bearden et al. (1989), who noted that direct
groups play a primary role in shaping consumer behavior. Indirect reference groups, including
influencers, online reviews, and social media content, also affect attitudes by shaping
expectations and inspiring the desire to replicate experiences. These findings support Ajzen’s
(1991) Theory of Planned Behavior, which identifies subjective norms as a key determinant of
behavioral intention. Similar evidence is seen in Jaitley (2023), who found that social opinions
influenced Indian millennials’ intentions to stay in eco-hotels, and in Ashraf Fauzi (2022), who
highlighted social conformity as a driver in green hotel choices. Likewise, Daengson (2022)
emphasized that trust built through image and recommendations significantly motivates hotel
selection, while Onsa-ang (2017) demonstrated that positive online reviews, as a form of

indirect reference, can also persuade tourists to book boutique hotels.

Regarding perceived behavioral control, enabling factors have a significant influence.
Elements such as accessible booking systems, sufficient information, reliable standards, and
affordable pricing enhance perceived behavioral control (PBC), thereby increasing booking
intentions, consistent with Onsa-ang (2015) and Ashraf Fauzi (2022). Conversely, constraining
factors—such as limited room availability, high prices, incomplete information, inconvenient
locations, and strict policies—reduce tourists’ sense of control and lower their intention to
book, echoing Daengson (2022) and Ashraf Fauzi (2022), who emphasized the importance of

trustworthy information, clear policies, and user-generated reviews in shaping hotel selection.
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5. CONCLUSION AND RECOMMENDATIONS

ASEAN millennial tourists generally demonstrate a positive attitude toward selecting
boutique hotels in Chiang Mai, valuing unique atmosphere, creative design, privacy, and
distinctive leisure experiences compared to conventional hotels. Boutique hotels that
emphasize local art, cultural heritage, and personalized service often leave lasting impressions,
encouraging repeat visits and word-of-mouth recommendations. However, some tourists hold
negative perceptions due to difficulties in accessing reliable information or unsatisfactory past
experiences, which generate unfavorable attitudes. The study also reveals that knowledge and
awareness of boutique hotels enhance tourists’ perceived value and authenticity of the
experience, reinforcing favorable behavioral attitudes. For example, boutique hotels in Chiang
Mai decorated with traditional Lanna elements or contemporary styles and located near
cultural attractions align with millennials’ interests in art, culture, and adventure.
Consequently, staying in boutique hotels with creative design and unique identity is perceived
as a rewarding experience that strengthens positive attitudes and significantly influences

millennials’ intentions to choose boutique hotels.

Subjective norms were influenced by reference groups, with family, friends, and
influencers playing a central role in boutique hotel selection. Social media platforms, online
reviews, and shared experiences act as powerful sources of information, often shaping
decisions even without prior personal experience. In collectivist ASEAN cultures,
recommendations from close social networks carry greater weight than traditional marketing,
as they are perceived as genuine and trustworthy. At the same time, indirect influences from
influencers and bloggers build credibility and inspiration through appealing visual content and
storytelling, encouraging tourists to follow similar experiences. Together, these direct and
indirect social pressures highlight the significant role of subjective norms in shaping millennials’

accommodation choices.

Millennial tourists’ decisions to stay in boutique hotels are shaped by their perceived
behavioral control. Facilitating factors such as affordable promotions, clear information,
flexible booking systems, and attractive amenities increase confidence and intention, while
barriers like high prices, limited availability, or poor accessibility reduce it. When tourists feel

that booking and staying in boutique hotels is easy, manageable, and within their resources,
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they are more likely to choose them—consistent with the Theory of Planned Behavior, which

highlights the role of perceived control in shaping intention.

Theoretically, this study extends the Theory of Planned Behaviour by applying it to
ASEAN millennial tourists’ boutique hotel choices. We show how attitudes, social influences,
and perceived control shape decisions in an emerging tourist destination which heavily
influenced by the digital tourism environment. Our work thus provides a deeper understanding

of millennial travel behavior.

Practically, we would recommend hotel managers in three directions, based on our
findings, to build loyalty through personalized service, to use guest-generated stories to
strengthen social influence, and to improve perceived control through clear and reliable

online booking systems.

To broaden future applications and achieve a more comprehensive understanding, the
scope of research could be expanded beyond Chiang Mai to other major tourist destinations
such as Bangkok or Phuket, where boutique hotels are prevalent. This would help determine
whether factors under the Theory of Planned Behavior (TPB) vary across different regional or
seasonal contexts. For instance, in high season tourists may prioritize advance booking and
room availability, while in low season they may focus more on promotions and value for
money. Location contexts, such as the Old City, Nimmanhaemin, or suburban areas, could
also reveal distinct decision-making patterns, offering insights for location-based marketing.
In addition, quantitative research using surveys and statistical analysis could validate these
qualitative findings and clarify the relationships among TPB variables. Comparative studies
between Millennials and other generations (e.g., Gen Z or Gen X), as well as between ASEAN
tourists and those from other regions, would further highlight cultural and behavioral

differences influencing boutique hotel selection.
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