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Editorial Note

It is with great pride and professional satisfaction that | present to our readers the
latest issue of the Journal of Strategy and Corporate Competitiveness (STECO Journal),
published under the Center for Strategy and Enterprise Competitiveness, King Mongkut’s
University of Technology Thonburi. STECO Journal has been officially accepted into the Thai
Journal Citation Index (TCl) and designated as a Tier 2 journal. This recognition - valid from
January 1, 2025, to December 31, 2029 - marks a significant milestone in our ongoing
commitment to publishing academically rigorous and practically impactful research in the field

of business administration.

This issue, Volume 4, Issue 11 (May—August 2025), continues to reflect the journal's
dual mission: advancing theoretical insight and fostering practical application. It features eight
peer-reviewed articles, published in both Thai and Ensglish, which have been meticulously
selected by a panel of esteemed experts. The topics addressed in this issue span a
comprehensive range of disciplines, including human resource management, organizational
management and leadership, strategic management, marketing strategy, financial

management, technology and innovation management, and business administration.

Each contribution in this issue aligns with STECO Journal’s overarching vision of
enhancing sustainable organizational competitiveness. The featured articles not only
contribute valuable theoretical frameworks but also offer actionable strategies for application
in real-world organizational contexts. As such, this issue will serve as both a scholarly resource

for academic citation and a practical guide for organizational development.

On behalf of the editorial board, | extend my deepest appreciation to the contributing
authors for entrusting us with their work and to our dedicated reviewers for their critical role
in ensuring the academic integrity and quality of each article published. Your contributions are
the cornerstone of the journal’s continued success. We look forward to your ongoing
engagement with STECO Journal and remain committed to being a trusted platform for the
dissemination of impactful research that advances strategic and organizational excellence in
Thailand and beyond.

Asst. Prof. Dr. Watcharapoj Sapsanguanboon
Editor-in-Chief
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Abstract

This research investigated the effects of perceived work environments on healthcare
workers” performance in a Traditional Chinese Medicine (TCM) hospital in Northeast China. We
used a questionnaire survey design, collecting 339 valid responses from medical staff via an
online questionnaire. Statistical analyses, including Pearson correlation and multiple
regression, revealed that both dimensions of the work environment positively affect job
performance, with non-physical factors showing a slightly greater influence. These findings
confirm that adequate resources and a supportive environment contribute significantly to
enhanced job performance. The study provides theoretical validation of the JD-R framework
and practical recommendations for TCM hospital administrators aiming to enhance human
resource effectiveness and healthcare quality.

Keywords: work environment; job performance; TCM Hospital; job demands-resources



1. Introduction

Currently, China is committed to improving the efficiency and service quality of
healthcare organizations and has been pushing forward with deepening reforms in the
healthcare sector. In this general situation, how to improve the performance of healthcare
professionals has become a key concern for hospital administrators (Fan et al.,, 2018). Among
the many determinants of job performance, the work environment—comprising both physical
and non-physical dimensions—has been consistently identified as a key influencing factor.

In Traditional Chinese Medicine (TCM) hospitals, this issue is especially significant. These
institutions face the dual challenge of integrating traditional healing philosophies with modern
clinical standards, often within environments that are resource-constrained and culturally
complex (Zhou et al., 2016). The physical work environment includes tangible factors such as
infrastructure, medical equipment, spatial layout, and safety conditions. In contrast, the non-
physical environment encompasses intangible elements like leadership style, teamwork,
communication systems, and organizational culture (Liu et al., 2023). A well-perceived work
environment—>both physically and psychologically—has been shown to enhance employee
motivation, reduce burnout, and boost performance outcomes. Accordingly, to examine the
motivation of Traditional Chinese Medicine (TCM) healthcare professionals, it is imperative to
recognize the cultural specificities and contextual factors that influence their work motivation.
Previous research on work motivation often adopts Western-centric theories, such as Maslow's
hierarchy of needs, Herzberg's two-factor theory, or self-determination theory, which may fail
to capture nuances inherent to Chinese workers deeply embedded in Confucian values and
collectivist ideologies. While such frameworks provide a general understanding, the cultural
lens is crucial to contextualize motivation among Chinese TCM professionals, who operate in
a healthcare system uniquely influenced by traditional practices and philosophies.

Despite the growing attention to job performance in general hospital settings, there
remains a gap in understanding how subjective perceptions of the work environment affect
performance in TCM hospitals. This study addresses that gap by focusing on a TCM hospital in
Northeast China, employing the Job Demands-Resources (JD-R) framework to examine how
both physical and non-physical workplace factors influence healthcare workers' task and
contextual performance.

The study took place at a Grade 3A Traditional Chinese Medicine (TCM) hospital in Jilin
Province, Northeast China. The hospital was set up in 1958 and is the largest TCM hospital in
Jilin Province, with 2,003 beds, 29 clinical departments, and 8 medical technology
departments. The hospital provides comprehensive services such as medical treatment,
research, education, prevention, rehabilitation, and health management. World-famous for its
clinical ability, the hospital excels at the treatment of chronic diseases like stroke, coronary
heart disease, and diabetes and has shown particular strengths in the treatment of brain,

cardiovascular, and metabolic diseases. Its academic and clinical reputation is indicated in the



fact that it has led many national scientific research programs and has been awarded many
prizes for scientific and technological progress. To examine in detail the impact of work
motivation and environmental factors on job performance, the study was conducted among
a heterogeneous sample of medical personnel—ranging from doctors to nurses to
paramedical personnel—constituting all clinical and technical departments of the hospital.

The purpose of this study was to assess the relationship between the work
environment and job performance of healthcare workers in Hospital A. The study was
conducted to determine the relationship between the work environment and job
performance. By identifying specific environmental factors that contribute to performance
improvement, actionable recommendations were provided to hospital administrators.
Moreover, this study provides empirical evidence that can support broader strategic
improvements in human resource development and organizational competitiveness across
other TCM healthcare institutions (Bai et al., 2022; Wang et al., 2024).

2. Literature Review

This section reviews relevant literature on the impact of perceived work environments
on healthcare workers’ performance, focusing on the dual dimensions of physical and non-
physical environments. Grounded in the Job Demands-Resources (JD-R) theory, this review
builds a conceptual understanding of how workplace resources function to enhance or hinder
performance, particularly in the context of Traditional Chinese Medicine (TCM) hospitals.

2.1 Job Demands-Resources (JD-R) Model

In the Job Demands-Resources (JD-R) model, every profession possesses specific
stress-related risk factors which can be categorized into job demands and job resources (Ryan
& Deci, 2020). Job demands are physical, psychological, social, or organizational job
components that involve tremendous physical or mental effort and therefore involve certain
physiological and psychological costs. Conversely, job resources are aspects of the work
environment that reverse those demands, support goal achievement, and enhance personal
growth and well-being. Of these resources, the work environment is paramount, encompassing
physical aspects—such as facilities, equipment, and accommodation arrangements—and non-
physical aspects, including organizational climate and interpersonal relationships. These
aspects collectively form the employees' experience and expertise, in turn directly enhancing
the effectiveness of services in healthcare. Also, the work environment acts as a significant
moderating variable that may trigger or prevent individual performance results, thus impacting
total organizational productivity and success (Alshmemri et al., 2017).

2.2 Environment in the Healthcare

The physical environment in the healthcare facility context refers to physical aspects,
e.q., facilities, equipment arrangement, ergonomic setup, and safety gear (Li & Mahyuddin,

2023). Planned space organization, sophisticated medical tools, and systematic application of



standard sanitary procedures in hospitals have been well established to significantly increase
the efficiency of hospital staff, lessen physical fatisue, and guarantee the accuracy and
truthfulness of clinical treatment (Deng et al., 2019). On the other hand, physical impairments
such as poor ventilation, inefficient workflow channels, or a lack of medical equipment have
the potential to create operational inefficiencies, staff exhaustion, and increased medical error
risks, ultimately harming the overall quality of care and patient safety (Wu et al., 2020). Physical
factors are thus integral variables affecting the performance and effectiveness of healthcare
delivery systems (Tao et al., 2024).

Unlike physical environments, non-physical environments have intangible but equally
significant determinants such as organizational culture, leadership commitment, teamwork,
communication systems, and psychological safety (Sun et al.,, 2017). A positive non-physical
environment fosters a workplace culture marked by trust, respect, and well-defined
responsibilities and thus stimulates higher degrees of employee commitment and
environmental performance. This kind of supportive culture promotes behaviors including
proactivity, resilience, and knowledge sharing, which enhance organizational and individual
efficacy (Chen et al., 2024). Empirical evidence suggests that when employees feel they are
receiving strong organizational support in the form of fair treatment and openness, they will
exhibit higher levels of engagement and organizational commitment (Zeng et al., 2025).

The perceived quality of these environmental elements plays a vital role in
determining whether healthcare professionals experience their jobs as energizing or exhausting
(Hegazy et al,, 2022). When healthcare workers perceive their work environment as rich in
resources, they are more likely to experience work engagement, lower burnout, and better
performance (Kotze, 2018). In contrast, environments perceived as unsupportive or resource-
scarce often correlate with emotional exhaustion, reduced performance, and higher turnover
intentions (Wan et al., 2018).

While existing research has extensively investigated work demands and stressors in
general hospitals, there remains a notable gap in studies that examine the work environment
as an independent predictor of employee performance—an oversight particularly evident in
the context of traditional Chinese medicine (TCM) hospitals (Wan et al., 2018). These
institutions operate within a unique framework, requiring the integration of traditional medical
philosophies with contemporary clinical practices, which presents distinct challenges in
physical space design, interdisciplinary collaboration, and team dynamics (Kotze, 2018). The
mechanisms through which environmental factors influence performance in such culturally
embedded settings remain underexplored. This study addresses this gap by investigating how
healthcare workers’ subjective perceptions of both the physical and non-physical work
environment affect their job performance, thereby contributing to theoretical advancement
and practical improvements in workforce strategy (Bai & Mohammed, 2024). Grounded in the

Job Demands-Resources (JD-R) model, the research conceptualizes the work environment not



as a peripheral condition but as a central determinant of healthcare delivery efficiency (Pirrotta
et al,, 2025). By systematically analyzing the interaction between the distinctive features of
traditional medicine and the operational demands of modern healthcare systems, the study
offers an innovative dual-perspective framework (Chua et al., 2024). The findings provide
actionable insights for healthcare administrators, enabling the evidence-based allocation of
environmental resources and the creation of supportive ecosystems that foster professional
growth and long-term improvements in service quality (Pirrotta et al., 2025). Such an integrated
approach enhances the study’s relevance and applicability to human resource management
in complex and culturally nuanced healthcare environments (Kaiser et al., 2020).

Based on the literature review and grounded in the Job Demands-Resources (JD-R)
theoretical framework, the following research hypotheses were formulated. Prior studies have
consistently shown that both physical and non-physical work environments contribute to job
performance. For instance, Li & Mahyuddin (2023) emphasized that high-quality infrastructure
and equipment improve staff efficiency in Chinese hospitals.

Therefore: Hypothesis 1: The physical work environment has a significant positive
effect on healthcare job performance.

Furthermore, Chen et al. (2024) and Wu et al. (2020) found that supportive leadership
and positive organizational culture were associated with greater employee engagement and
reduced burnout, leading to higher performance. Thus:

Hypothesis 2: The non-physical work environment has a significant positive effect on
healthcare job performance.

Finally, integrating both dimensions offers a more holistic view. According to Kotze
(2018) and Pirrotta et al. (2025), a resource-rich environment overall—both tangible and
intangible—enhances task efficiency and contextual adaptability. Hence:

Hypothesis 3: The overall perceived work environment (including both physical and
non-physical dimensions) positively influences healthcare job performance.

2.3 Conceptual Framework

This section integrates the Job Demands-Resources (JD-R) theory to comprehensively
understand how the perceived work environment influences healthcare workers’
performance. By examining both the physical and non-physical dimensions of the work
environment as critical job resources, the chapter highlishts how supportive conditions can
reduce job strain, enhance engagement, and improve performance outcomes. These insights
form the theoretical foundation guiding this research, emphasizing the importance of building
resource-rich environments to sustain high-quality service delivery in healthcare institutions,

particularly within the context of Traditional Chinese Medicine hospitals.



Work Environment

(Lisa et al., 2023)
Job Performance
Physical Environment

Non-Physical Environment

Figure 1 Conceptual Framework

Figure 1 provides a conceptual framework of the study, which indicates that the work
environment, encompassing both physical and non-physical elements, is proposed to

influence job performance (Lisa et al., 2023).

3. Research Methodology

This study employed a cross-sectional quantitative design to examine the impact of
the work environment on the performance.

3.1 Population and Sample

This study employed 735 doctors at Hospital A, a prominent Traditional Chinese
Medicine (TCM) hospital in Northeast China. Based on Taro Yamane’s formula for sample size
calculation at a £5% margin of error, a minimum of 286 respondents was required. Anticipating
an 80% response rate, thus 358 doctors at the Hospital were approached.

3.2 Sampling

The participants were selected using a stratified random sampling method to ensure
representative coverage across relevant subgroups within the hospital workforce. This research
ultimately achieved a notably high rate of 94.83%, yielding 339 valid responses.

3.3 Research Instrument

A six-point Likert scale was used to rate the participants’ levels of agreement, ranging
from Strongly Agree to Strongly Disagree. The questionnaire used in this research consisted of
three main sections: demographic information, work environment, and job performance. To
ensure the scientific rigor of the study. A structured questionnaire was developed based on
the Job Demands-Resources (JD-R) theory. The questionnaire consisted of three sections:
demographic information, work environment, and job performance.

3.4 Quality of Research Instrument

In order to confirm quality of research instrument, this research employed three
academic experts assessed the content validity of the questionnaire using the item-objective
congruence (I0C) method. According to the experts' assessment, the average IOC score was
0.90, indicating a high level of item-relevance agreement.

A pilot study was conducted with 30 healthcare workers to assess the clarity, structure,
and internal consistency of the questionnaire. Based on participant feedback, the

questionnaire was modified to improve its quality before full deployment. The Cronbach’s



alpha coefficients for the work environment and job performance scales were 0.86 exceeding
the threshold of 0.70 for high reliability.

The reliability of each construct was assessed using Cronbach's alpha, which showed
a reliability of 0.91 for the Work Environment Scale and 0.88 for the Job Performance Scale,
both of which exceeded the accepted threshold of 0.70 for high internal consistency.

3.5 Data Collection

Data collection took place over a two-week period during February 2025, with the
online questionnaire distributed via WeChat. A total of 339 valid responses were received. The
sample size was determined according to Cochrane's sample size formula to ensure sufficient
power for regression analysis.

3.6 Data Analysis

The collected data were summarized in the scoring scheme and how average

responses were interpreted as follows.

Table 1 Data scoring and interpretation.

Attitude Score Average Score Level of perception
Strongly Agree 6 points 5.18-6.00 Strongly Agree
Agree 5 points 4.34-5.17 Agree
Slightly Agree 4 points 3.51-4.33 Slightly Agree
Slightly Disagree 3 points 2.68-3.50 Slightly Disagree
Disagree 2 points 1.84-2.67 Disagree
Strongly Disagree 1 point 1.00-1.83 Strongly Disagree

The data were analyzed using SPSS to test the research hypotheses using descriptive
statistics, Pearson's correlation, and multiple linear regression. The study focused on the
physical and non-physical components of the work environment and their respective effects

on job performance.

4. Research Finding
Based on the basic information, such as gender, age, highest level of education, and

total working experience, this survey's information is analyzed as follows:

Table 2 Demographic Information

Variable Category Frequency (N) Percentage (%)
Male 165 48.67

Gender
Female 174 51.33




Variable Category Frequency (N) Percentage (%)
Bachelor’s Degree 2 0.59
Highest level of education Master’s Degree 88 25.96
Doctoral Degree 249 73.45
0-10 years 187 55.16
Work Experience 11- 20 years 87 25.66
More than 20 years 65 19.17
Total - 339 100

Table 2 presents the demographic information of the 339 healthcare workers who
participated in the survey. Regarding gender, the distribution is relatively balanced, with 165
male respondents (48.67%) and 174 female respondents (51.33%). In terms of education level,
the majority of participants hold postgraduate degrees. Specifically, 249 respondents (73.45%)
have obtained a doctoral degree, followed by 88 respondents (25.96%) with a master's degree.
Only 2 participants (0.59%) reported holding a bachelor’s degree, and none of the respondents
hold a diploma. As for work experience, more than half of the participants—187 respondents
(55.16%)—have between 0 and 10 years of professional experience. Additionally, 87
respondents (25.66%) have worked for 11 to 20 years, while 65 respondents (19.17%) have
over 20 years of work experience. The demographic characteristics reflect a highly educated
and professionally diverse sample, providing a reliable foundation for analyzing the impact of

the work environment and performance in the hospital context.

Table 3 Descriptive Statistics

Variable Mean Standard Deviation Level of perception
Physical Environment 2.89 1.10 Slightly disagree
Non-Physical Environment 2.98 1.44 Slightly disagree
Work Environment 2.90 1.20 Slightly disagree
Job performance 2.90 1.41 Slightly disagree

Table 3 presents the descriptive statistics for the four main variables measured in this
study: physical environment, non-physical environment, overall work environment, and job
performance. Each was assessed using a six-point Likert scale, where lower scores indicate
higher agreement. The physical environment received a mean score of 2.89 (SD = 1.10),
reflecting a general tendency toward “Slightly disagree,” suggesting participants viewed
infrastructure, equipment, and spatial layout as moderately supportive. The non-physical
environment yielded a mean of 2.98 (SD = 1.44), indicating slightly more varied perceptions,
but still within the “Slightly disagree” range. Combining both dimensions, the overall work
environment averaged 2.90 (SD = 1.20), maintaining consistency in perception. Job

performance showed a similar mean of 2.90 (SD = 1.41), suggesting respondents generally



assessed their performance positively, albeit modestly. Collectively, these values demonstrate
that respondents perceived both their work environment and performance in a moderately
favorable light, without indicating either strong satisfaction or strong dissatisfaction. The
standard deviations for non-physical environment (SD = 1.44) and job performance (SD = 1.41)
were relatively higher, suggesting greater variability in respondents’ perceptions. Such variation
may reflect differences in departmental cultures, leadership styles, or personal job

expectations within the hospital setting.

Table 4 Relationship between work environment and Job performance

Physical Non-physical Work Job
Variable
Environment Environment Environment performance
Physical Environment 1
Non-physical Environment 0.421%** 1
Work Environment 0.839** 0.847** 1
Job performance 0.451% 0.479** 0.552%* 1

** Correlation is significant at 0.01 level.

Table 4 presents the results of the Pearson correlation analysis conducted to examine
the relationships between the components of the work environment and job performance
among healthcare workers. The correlation between the physical environment and the non-
physical environment is positive and statistically significant (r = 0.421, p < 0.01), indicating that
improvements in one aspect of the work environment are associated with improvements in
the other. The result suggests that hospitals with good physical infrastructure tend to also
foster supportive organizational cultures and interpersonal environments. A moderate positive
correlation was also found between the physical environment and job performance (r = 0.451,
p < 0.01). This result implies that a well-structured and adequately equipped physical work
environment is associated with higher levels of job performance. Similarly, the non-physical
environment shows a statistically significant correlation with job performance (r = 0.479, p <
0.01), suggesting that factors such as leadership support, teamwork, and communication have
a meaningful influence on how well employees perform their duties. Additionally, the overall
work environment variable demonstrates a strong and statistically significant correlation with
job performance (r = 0.552, p < 0.01), further reinforcing the integrated influence of both
physical and non-physical aspects on employee outcomes. All correlations are significant at
the 0.01 level, indicating robust relationships between work environment factors and job

performance.
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Table 5 Multiple linear regression analysis of physical and non-physical environment on job

performance.
Variables B b SE t Sig. VIF  Tolerance
Constant - 0.995 0.17 5.866 <0.000%**
Physical Environment 0.303 0.305 0.05 6.052 <0.000*** 1.215 0.823
Non-physical Environment 0.352 0.345 0.049 7.018 <0.000%** 1.215 0.823

Rz = 0.306, Adjusted R?2 = 0.301, F(2, 336) = 73.92, p = 0.000***, D-W = 1.786

*** denotes significance at 0.01

Table 5 presents the results of the multiple linear regression analysis conducted to
examine the influence of the physical and non-physical work environment on healthcare
workers’ performance. The model shows a satisfactory overall fit, with an R-squared of 0.306
and an adjusted R? of 0.301, indicating that approximately 30.1% of the variance in job
performance can be explained by the two dimensions of the work environment. The F-statistic
of 73.92 with a p-value of 0.000 confirms that the overall regression model is statistically
significant. Additionally, the Durbin-Watson statistic of 1.786 suggests that there is no significant
autocorrelation in the residuals.

In terms of individual predictors, both dimensions of the work environment show
statistically significant positive effects on job performance. The physical environment
demonstrates a standardized beta coefficient of 0.303 with a t-value of 6.052 (p = 0.000),
indicating a strong contribution to performance outcomes. Relatedly, the non-physical
environment exhibits an even greater influence, with a standardized beta of 0.352 and a t-
value of 7.018 (p = 0.000), further confirming its significant and positive association with job
performance. These results suggest that improvements in both the physical and non-physical
aspects of the work environment contribute significantly to enhancing job performance in
Traditional Chinese Medicine hospitals.

Table 6 Multiple linear regression analysis of work environment on job performance.

Variables B b SE t Sig.
Constant - 0.994 0.169 5.870 <0.000%**
Work Environment 0.552 0.650 0.053 12.163 <0.000***

R2 = 0.305, Adjusted R? = 0.303, F (1, 337) = 147.92, p = 0.000***, D-W = 1.782

*** denotes significance at 1% level.

Table 6 presents the results of the multiple linear regression analysis, demonstrating
that the work environment has a significant positive impact on job performance. The
standardized regression coefficient (B = 0.552, p < 0.001) indicates a moderately strong effect,

suggesting that better perceptions of the work environment are associated with higher levels
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of job performance. The unstandardized coefficient (b = 0.650) implies that for every one-unit
increase in the perceived quality of the work environment, job performance improves by 0.650
units. The model explains approximately 30.5% of the variance in job performance (R? = 0.305;
Adjusted R? = 0.303), which is statistically significant as indicated by the F-value (F (1, 337) =
147.92, p < 0.001). The Durbin-Watson statistic (D-W = 1.782) suggest no serious autocorrelation

among residuals.

5. Discussion

The findings of this study are consistent with those of Liu et al. (2023), who identified
resource availability and management strategies as key determinants of operational efficiency
in TCM hospitals. Their use of the Bootstrap-Malmquist-DEA model demonstrated that
technological progress was key to preserving service quality, particularly during external
disruptions such as the COVID-19 pandemic (Liu et al.,, 2023). However, the present study
emphasizes perceived work environment quality over objective efficiency metrics, highlighting
that non-physical factors such as leadership support and organizational culture had a slightly
stronger impact on job performance than physical infrastructure, as indicated by the higher
standardized beta coefficient (B = 0.352 vs. B = 0.303).

This finding is consistent with Chen et al. (2024), who highlighted the role of
psychological safety and organizational support in reducing turnover among healthcare
workers. Besides, Wu et al. (2020) found that strong leadership and efficient communication
increased job satisfaction and reduced burnout, which emphasized the importance of non-
physical resources in reducing job stress. In contrast, Bai et al. (2022) reported that physical
infrastructure improvements had a greater impact in rural TCM hospitals, suggesting that
resource availability and work culture may moderate the effect of work environment factors,
as also noted by Sun et al. (2017).

Although Liu et al. (2023) emphasized the importance of technological advances in
improving operational efficiency, this study suggests that a supportive organizational culture
and effective communication systems may have a more substantial impact on job
performance, especially in an urban TCM setting. This finding is consistent with Kotze (2018),
who argued that perceived organizational support is an important resource for buffering the
impact of job demands. Thus, strengthening physical infrastructure and non-physical resources

appears to be a comprehensive strategy for optimizing job performance in TCM hospitals.

6. Conclusion
The purpose of this research was to examine how healthcare workers’ perceptions of
the physical and non-physical work environments affect their job performance in a Traditional
Chinese Medicine (TCM) hospital in Northeast China. Using a cross-sectional quantitative

approach with 339 valid responses, the study employed descriptive statistics, correlation



12

analysis, and multiple regression to test the proposed hypotheses. The findings confirm that
both the physical environment (e.g., infrastructure, equipment) and the non-physical
environment (e.g., leadership, teamwork, organizational culture) have a significant positive
effect on job performance. These results are consistent with the initial hypotheses and
empirically support the core argument that “a well-resourced and supportive work
environment is critical for improving task and contextual performance among healthcare
workers.”

This research builds upon and extends the application of the Job Demands-Resources
(JD-R) model within the healthcare setting. It points out the importance of job resources in
enhancing engagement and mitigating burnout among medical professionals. In particular, the
research highlights how perceived work environment—functioning as a job resource—affects
healthcare delivery outcomes. The findings confirm that the work environment is a key driver
of healthcare quality and organizational effectiveness, not just a foundational condition. This
finding redefines the strategic value of the work environment in healthcare management and
suggests it is a proactive quality improvement strategy.

Additionally, the study’s dual focus on both physical and non-physical dimensions of
the work environment provides a more comprehensive understanding of the mechanisms
influencing job performance. This research provides hospital administrators, especially Chinese
medicine institutions facing the challenges of integrating traditional and modern medicine,
with concrete implementation paths for building work environments that promote
professional development and organizational excellence, not only by improving structural
conditions such as physical space and equipment but also by fostering soft environmental

elements such as supportive organizational culture and team relationships.

Table 7 Summarize of hypothesis testing

Hypothesis Result

Hi The physical work environment has a significant positive effect on Supported

healthcare job performance.

H> The non-physical work environment has a significant positive effect Supported
on healthcare job performance.

Hs The overall perceived work environment (including both physical and Supported
non-physical dimensions) positively influences healthcare job

performance.

As indicated from the regression analysis, Hypotheses 1, 2, and 3 were confirmed,
establishing that physical and non-physical working environments considerably add value to
positive impacts on healthcare workers' job performance. Precisely, the non-physical
environment was more influential, highlighting the imperative need for organizational support,

communication, and interpersonal relationships in the improvement of employees'
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performance outcomes. These results imply that whereas material infrastructure remains more
prominent, softer qualities like leadership, collaboration, and psychological safety might even
be at the center of determining performance in healthcare environments.

The findings of this study stress the significant influence of both physical and non-
physical work environment elements on the job performance of healthcare workers in
Traditional Chinese Medicine (TCM) hospitals in Northeast China. Utilizing the Job Demands-
Resources (JD-R) framework, the research demonstrates that both tangible resources such as
infrastructure and equipment, as well as intangible resources like organizational culture and
leadership support, have a major effect on job performance. The results reveal that while
both dimensions positively impact performance, non-physical factors exhibit a slightly stronger
effect. The evidence suggests that fostering a supportive organizational culture and effective
communication systems can be more impactful in enhancing overall job performance than
merely improving physical work conditions. Consequently, the study provides a dual-focused
framework for hospital administrators aiming to optimize work environments for improved
healthcare delivery.

This research is constrained in a number of ways. Firstly, data were gathered from one
Traditional Chinese Medicine hospital within Northeast China, which can limit the
generalizability of the results to other institutional contexts or geographic regions. Secondly,
the cross-sectional design of the study limits causality in making inferences for the work
environment-job performance relationship. In order to enhance causal explanations and
increase generalizability, follow-up studies should take into account using longitudinal or

experimental study designs and measuring a more diverse sample at multiple centers.

7. Application of Findings to Enhance Organizational Competitiveness

The application of this study’s findings to enhance organizational competitiveness in
healthcare—particularly within Traditional Chinese Medicine (TCM) hospitals—lies in
strategically prioritizing both physical and, more critically, non-physical work environment
factors. By strengthening elements such as organizational support, effective communication,
and a positive organizational climate, hospitals can foster higher employee satisfaction, reduce
burnout, and improve overall job performance. Simultaneously, maintaining functional and
well-designed physical infrastructure ensures operational efficiency. Combined, these
enhancements elevate the quality of care delivered and position TCM hospitals to achieve a
competitive advantage in an increasingly performance-driven healthcare market.

This study emphasizes the significance of implementing an integral approach to
enhancing the performance of medical professionals on the basis of physical and non-physical
environmental factors. Apart from regular maintenance and refurbishment of physical facilities
and medical equipment to equip staff members with the corresponding physical resources,

medical institutions must invest in enhancing the non-physical factors. These involve the
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promotion of leadership styles, regard for employee input, and organizational culture based
on psychological safety and open communication. In this regard, policies should be
implemented to foster the well-being of employees and work-life balance, as well as
professional growth. This approach is not only meant to stimulate staff motivation and
performance but also to ensure long-term improvement in the quality of care and
organizational performance.

At the organizational level, management must proactively apply the Job Demands-
Resources (JD-R) model through ongoing measurement of job demands and provision of
adequate resources to avoid employee burnout and maximize productivity. That entails
determining where excess demands can derail performance and applying intervention
measures in place to maximize job resources—such as support systems, training, and
appreciation. In addition, organizations should apply regular checks so that the effects of these
interventions are tracked long term in a bid to change strategies dynamically as conditions of
work evolve and as needs of employees’ shift. This strategy ensures a strong and performing

health care workforce.

8. Research Suggestion

This study offers valuable insights into the effects of perceived work environments on
healthcare workers' performance within a Traditional Chinese Medicine hospital located in
Northeast China. This section provides Research contribution, Research Limitation, and
Suggestion for future research as followed:

8.1 Research Contribution

This research contributes to the understanding that enhancing key organizational
elements such as organizational support, effective communication, and fostering a positive
organizational climate can significantly elevate employee satisfaction, mitigate burnout, and
enhance overall job performance in hospital settings. Additionally, ensuring the maintenance
of functional and well-designed physical infrastructure is critical for operational efficiency. The
integration of these organizational and physical infrastructure improvements not only
enhances the quality of care provided but also enables Traditional Chinese Medicine hospitals
to attain a competitive advantage in an increasingly performance-oriented healthcare
environment.

8.2 Research Limitation

Despite its contributions, this study has certain limitations that should be
acknowledged. Firstly, the cross-sectional design inherently restricts the capacity to infer
causality, emphasizing the need for longitudinal studies in future research. Secondly, the
reliance on self-reported data introduces the potential for response bias, such as social
desirability or recall inaccuracies, which could affect the validity of the findings. Moreover,

broader samples are necessary to confirm the robustness of these findings. Lastly, the study
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did not account for variables such as personal resilience, organizational policies, or leadership
styles, which may confound the observed correlations.

8.3 Suggestion for Future Research.

Further research could involve comparative analyses between TCM and Western
medicine hospitals to explore whether the associations between work environment factors
and performance differ across medical paradigms. Firstly, deeper investigations into specific
non-physical factors—such as leadership behavior, organizational support structures, and
team dynamics—would vyield targeted strategies for improvement. Secondly, long-term
studies assessing the sustained effects of environmental enhancements on both healthcare
workers and patient outcomes are also recommended. Lastly, exploring how cultural
elements inherent in traditional Chinese practices influence perceptions of the work
environment may provide culturally sensitive insights, integral for developing effective

management models in similar contexts.
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Abstract

This study aimed to examine the parts delivery system in the final assembly process,
as well as the technical and financial feasibility of installing a wheel conveyor extension.
Primary data were collected through participatory observation and interviews with relevant
stakeholders, while secondary data were obtained from academic literature and industry
sources. Both qualitative and quantitative analyses were conducted, using financial tools that
account for the time value of money as decision-making criteria. The results indicated that
the current wheel conveyor system faces time and labor constraints, resulting in inefficiencies.
To address these issues, the study recommends installing five sets of Interroll Series 3500
Heavy roller conveyor extensions, along with a pneumatic mechanical arm capable of lifting
five wheels simultaneously, supporting a minimum load of 350 kilograms. The system is to be
installed on a platform measuring 2 meters wide, 8 meters long, and 1.25 meters high,
connected to the existing conveyor line via an X-lift mechanism. This installation is technically
feasible and will not disrupt the main production line. The total investment amounts to
8,630,000 baht, with a weighted average cost of capital (WACC) of 7.43%. Financial analysis
shows a Net Present Value (NPV) of 8,365,310 baht, an Internal Rate of Return (IRR) of 21%, a
Modified Internal Rate of Return (MIRR) of 12%, and a Profitability Index (PI) of 1.96. The
payback period is calculated at 4.53 years. Sensitivity analysis indicates that the project
remains financially viable even if the returns from labor and welfare savings increase by up to
37.64%, and if investment and operating costs increase by 96.93% and 252.77%, respectively.
In conclusion, the project is financially viable and carries a low investment risk.

Keywords: wheel conveyor system; financial feasibility; technical feasibility; financial tools;

decision-making

1. umi1 (Introduction)

gnamnssueusudtudunisumansvgiandnuessemalne lnodunumdfysienis
a$a518ld Msdrean wagnsdseanvesdsing Taglud we. 2565 sosuduaziudiueususiiing
Hududdseeniifiyadigs Andudadiuuszanaiosay 12.3 vemansaminnasinlulszma (GDP)
(Thongseua, 2024) Fsazsfouliiufamudduislasadsesgravnssuieisdaiau uenani
nasgdalvinsatvayuiiuulouskazinIngaasuiig o lnennisiauiauasugiakasdny
WA 2t 13 uazunuiR AU Rleyaianz Tueen (Eastern Economic Corridor: EEC) 71
Yaunseavaaannssuidvune wu enusudadelng warssuudnlud@ (Office of National
Economic and Social Development Council, 2024)

U3 1ol 1Bu 1o 310 seegluaimunfiAsaang Suaen Lﬂummamaaummmuuma
LAEIONTEUL L?NW’]ZUGUEJVWﬂﬂﬂﬂ?‘wiumiﬁﬂa@ﬂﬁﬂ yhunansnsudsdiunisgsRafivinusuus sty
IﬁEJLawwmﬂﬂqmgmammuaumwamulﬂﬂwmﬂmwszwm USENaUAUNANTENUNINLATYINANAS
MIuNTsEUIRTate COVID-19 Uidmiaiunagnslnawiuntsmunudunuuasifinsyavsnnnis
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waslunnnIEUINNT WivSinamandnassuilui uidmutodialufusmuisnuiifisdy wae
svozmmahanildaenadostumnasgiluuistuney Tnsamenszuiunssidesdososus 39
HugaildusanumniAuly wasdivisnanserssguilofisuiuuiinanuaia snliiAnaevinuas
dawansgnusouszdnsnmlneiuvesasnisuan ndgmaenan vseriadaiuanududulu
nsAnwmadenlunsufulessuudides lnsfiarsannsindsdudoveneaeniudidsuuy
é’miuﬁﬁﬁaa@ﬁunmmmuﬂu (F.M.A. Co., Ltd., 2024)
msdnaulaamulussuuaenusidsdosnsusuuudeluiidesinnsanegieseudu vl
sumaiauaziunsdu Weliilailasinsimiududuazaenadesiuuiunuedlssuogag
wia3s nstamznielddedinduiiud wssu wasndwennsiidey n1sfnwdfsdenudnduio
Uszidumnudululdveanisamu Taefigaifuiiuandsanuuimeanalugsinfinnsaniemzaiu
wedanFeussnudunediy winsfnwidinnesiludssuedasuii aduaia douly
M3 wagmsUsziiuanuduainansiu IngltiadesfiodinszimamsGumugiunns
Arszsinnudes ioazvioudnauannsnlunissesiunnuliutueuvedlaseg wazaduayu
msfnduladanagvsvesednsegseuiukasduusssu

2. IngUseasAn1s3de (Objectives)
1) NANYITZUUNISINAITUAIUSOUALAZISNITANALIADITOBUR IUNTZUIUNITUTENDU

(%

Fudrusoeusiduaning YT ew 1B 10 i

2) iednwanudululdmaiumadalunisamuiadsdiudoversaenudiiode
F0EUA VBIUTIN 1ovl 1B 10 Trin
3) efAnwiaudululdmediumaiulunsamudadediusovsisaeniudiiede

SOUUA VDIUSIN LoW LB 1B AR

3. ANSNUNIUITIUNIIU (Literature Review)

wuaAaundnlunisAnwianudululaveslasenis (Feasibility Study) A n153ATIEiv0R
Youdy dunu uaznanouuuveslassnsegradusyuy Tnedradmdninusifldiusgraunsvany
Tumsduns Tun enudululddunatn fumada Funisdu dudunndos dumsesia fu
Haaw wazdnunguane vt Tassnsiiresinaneuunugandiduny faumnzalude jiR uae
mmmﬁi”]Lﬁumﬂéfﬁamﬂiﬁﬁaﬁﬁwﬁﬁagj (Tongyingsiri, 1999; Meenaphan, 2007; Thapwong et
al, 2012) dwsulasanisdneni yaunsdanwianudululalu 2 dunan ledun dumeaile uag
PUNTIEU

3.1 msanwranudululddumaiia

msnwruduldlsmumedaiidmuneiieussfiuanuminzauvesszuuazinalulad
fl#lulasanns Tnsaseunqunisiinszvirnuaenndesveanaluladfunszuiunsudn Arumiou
yosiufiings wazdosdimdimenimuaslssny LwﬂiuiaﬁﬁLﬁ@ﬂﬂﬁﬁﬂizﬁm%quq Wanulanu
seuutagliu wavsessunisldanulussazen w%auﬁgmfmwmﬂfm%’ﬂmlé’dﬁEJLLavﬁmmUaaﬂﬁ’sﬂu
sl ( (Thapwong et al., 2012) PUAVDILATINTABINANTUAANZAUAUMSINTRAA LAY
nineInsidey lasaniy sNUT Laysy Uumﬁﬁmﬂiﬂmwaiwmmmmamaa ENTA U ULAL
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UsyAnEnn vnsieniu madenanuiifadiesedlugeiidenlosfuaemandavanldazann e
WinUseansamnsandesuazannnududouresnsyuiunisndn (Tongyingsir, 1999) Tudunis
ponuUULHLLATasdN msdananiesdnsuazgunsallsiduiusfudidureanszuunisndn Lilo
AruAseslarTasumsusediluowan el msdddnnulasnfuasnisweniiufingshe
ponnNsedsuinetagesneiaian uenaini madendisnailumsamudesdtunisasusgi
LarAMINSBLYRIDIAns Lilelvlasinsaninsaduiuenldoiiussansnnnazananudeeiy
Funu uargavine nszuIumsuImsliasinismsiidunuunuidnuasinisinasminensuay
yamnsoeanga Welinishndauaslfussuuduluosenuuwasussaiimneniudidinue
13 (Meenaphan, 2007)

3.2 msaneanadululdiunisdu

ms@nwadululimeinunsfuiinguszasdiieUssifiudnoainveslasanislunig
a¥ananauwnuiidual lngiFuannisseanannssuaiuan (Estimating Cash Flow) dafiunis
Uszilusesulazseaienasneiglasinis wisesnidunssuaduaniiudu nszualiuanainnig
fuflueu waznszuaiuand uaalasenis i omuiunszuaiuanand (Net Cash Flow) @ 4l
AnudAylunsUssliuauaunsavedlasinstunsasmanauwnulvinuinasu (Tongyingsiri,
1999) SumeudinunAemsussdudunuiiunuvediaganis (Project’s Cost of Capital) fae3Ssuny
L‘Sunma?{admﬁémﬁﬂ (Weighted Average Cost of Capital: WACC) #e111fi915041A21048 84910
uwdsdunuiannidivesuaziug Tasanen1sssfiudunuiunuandiuvondivesnyliis
Capital Asset Pricing Model (CAPM) Tun1sAuial (Meenaphan, 2007) wdtantius wsifiuany
Aurrvadlasimsieiaissilentamsiiufidndfeyadiiununat oud yardaqtuans (Net
Present Value: NPV) aiafinauanansalunisvinnls (Profitability Index: Pl) ensinanauinuniglu
(Internal Rate of Return: IRR) Wazdnsnanauwnun1elufi Usuuda (Modified Internal Rate of
Return: MIRR) Famsuseifiudeindosdiomaniazdislinsdnaulaamuiaiuuiugua vananna
A8 Jumpaneng, 2001) LLaﬂu%’jumauiqmﬁwﬁamﬁmeﬁmwmﬁlaﬂmﬁ Switching Value Test
(SVT) iitevUszifiumnuanansalumssessumuasunlamwestadoddey 1wy fununiesols
dielisiulainlassmsfsnsfiauduausiaziinanailitueulusuian (Thapwong et al, 2012)

3.3 nuideiinendas

AT leldies ssdlemnanisiiu 1w yar dagduans (NPV), Sasinanauuny
aelu (RR), sasmanauununislui usua1uda (MIRR), fydaauaiunsalunisiiinls (P,
SregIaIAUU (Payback Period) LAz UAANLLUSIUABY (SVT) Lﬁaﬂimﬁummﬁmwaq
Tsenswazanuaiusalunissesfuaudss 1w 91u3duee9 Limpanichkul (2015) Fa@inwinis
UFuUssanen1snandonazenssnsusd wuin lasansinanauwnugwied NPV 96.87 a1uum, IRR
Seway 28.73, MIRR Sagay 16.05, Pl winfu 2.17 LLazmmsmaﬁuéfunmﬁm%mmmwiéfaﬂaqléﬂu
5¢AUg4 @3 Pornjaturong (2018) Anwinisansausunaluanenisnannsdnren wuin Tasamsiian
NPV 3.98 &1, IRR $ouaz 10.08, MIRR fouay 8.57 wag Pl windu 1.27 wiensesiuanuides
susunuuazoldlalussiuneauans d1m3u Phonnatwutthikun (2021) Adnwnsldusunaias
naeewsivdauluaIzniIsusenau nuln A1 NPV 4.47 813U, IRR Sagay 24.72, MIRR Speay
16.18, Pl whifu 1.85 waw SVT wandliifiutlassmsanansasuiiedudunuiliiiutudsdosay 214.33
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16/ vquedl Khidhathong (2023) Ainwlasensudnlniinanndsuuaiofinduundanenisauus
Wu31 1Asan19iiAn NPV 5.44 a1uu, IRR Soway 19.64, MIRR 5088z 10.03 wag Pl windu 2.32
wansliiiufsnnuduauazausiunwedlasinisluszezen dulassnsvuelng fegay
1A59N15V1907Ua" Pangkalan Brandan-Langsa 4 eidudrunilsweslasanis Trans Sumatra Tag
Muliawan (2024) laAnwiaudululanisnisiuvesasenisamieauies wuin NPV windu 12.77
auaugled, IRR Seway 13.26, WACC Sogay 9.22, Payback Period wiriu 16.4 U wag Pl winfiu
2.519 wamsdasziuandbiiuii wilassnnsnmesgesiidnvazamuowialngiazssozend uanis

A S Y 12 |

Ussiumnudullimensiuinaduedestiodfyiitiedudueudurazaivayunisdnduls
aenueglusEANSA N

3.4 nsaULUIARTUNSIIY

nseuLAnlunsAneiUseneudionisinssianudululdvedassnisluaudune
THun N1531A5189 A 1UnATA 1 oUTEETUAMUNLNIZALYBITEUUAIENIUEE ST UT T uas
N3EUIUNINAATDILT11U MINEUNTIIUNATAIRIENTIATIERATUNTTRY Tnegldasn NPV,
IRR, MIRR, PI waz PP tJunamidnaula Tassmsaglasunisfiansangeusumin NPV §aei1nninmse
WU 0, IRR waz MIRR $ia9u1NAINTsoMInU WACC, Pl A89u1nn31usetyiniu 1 ey PP Aadtiay
A1 5 Y antudahnsinssimuseulmasssulsdduiiiousaidiumnudomwedasins fou
ayunanisAnwuavdnvindeiaueiuy s?famamaLLamGﬁgumauﬁgwmiugUquLmuﬁaﬁwé’usﬁgu (Flow
Chart) sauanslunindl 1

[ msamu@i@ﬁaeﬁauﬁa'umﬂma'muﬁﬁLﬁﬂué’aiﬂauﬁﬁ YRIUTEN Low LY 1e T1im J
nsnasziadulule NPV = 0
NIFUWATA IRR = WACC
FU
MIRR = WACC
Pl =1
L 4 PP < & Years
msaaeiaandululs
SRR TG ] ]
(Tnldiednaiionng wnausins ( AqUnAnsAn
N73LY 1Y NPV IRR Andula MPY <O 1 uazdDinauuE
MIRR Pl ugz PP ) IRR < WACC
MIRR < WACC
Fl<1
PP = & Years
"y mmamjﬁmu
IFRIEE

ANA 1 NTDULLIAAIUNNSINY
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4. 35n157398 (Research Methodology)

Tunmsnuwanudululflunmsamuiedadusovssasmusidesdesosuiuoaism ow
By 1o 91iin {Ieldeenwuuisnisidelagldsedeuisidedawlszand Useneusmen1ssiusiudeya
MntsundstoyaUguginazyiogd Taevinssvnuteyaainvuis vuaigludiidsrdast
nszUIUMINER Tndadoyanamadauaznisiuiiiendes ielvamnsaussifiuauduensiy
HanauLNulunITAU nsfnwasaidudumsiieneitadmssaunuandiiu Ysenoudae
mMsefuneTLazdunfnfussrnTaznguinens edesdeflilunside Bamafusunadeya
wazuunImseszideyaillilunsinuedsd fai

4.1 nguuszyns (Population)

naudszrinslunsfnwinded de yaainsvesudm wew 18u 1o S1dn Mifsadeadiu
mzmumimﬁmLLazmﬁmdﬁumﬂumzmumiﬂﬁzﬂauﬁu’uqmﬁw Taglomgnnenuiliieidestu
sdndstudLarsruUEBEdaneus LA droniemdn dedmnssuniss Bngusud diedeu
133 fhemausunmawdn dhedade uwardionsiu Tnenduiegisillilun1sideldun §inns Jmns
wazimthivesusiazefitinnuifenfunseurumsviieny fumuusenu duumsthsssnm uas
szuvaenuaLaedesosus Tngld3Snsidenuunianzas (Purposive Sampling) Jarnunaiuin
fhegesuu 6 au LielinseunauiumuaIniia 6 mismundniiieadestulassnmslaonss sl
dielilddeyaiiasviouuiunvesnisiniunusivesseuduluisdimamaiiauagmanisdu

4.2 \p30ilafl#lun13338 (Research Instrument)

wiasiofldlunisAnwiadstanmsoutsoonidu 2 ndu 1dud wnfesiiodnsunmstinse
anudululdsumaia uazinesflodmiunmsiasgimmunduldlsiunsiu Ineludmuvesns
Sinszdanudululddumaia [uuuduaivaifslassadns (Semi-structured Interview) Lo
swswdeyanngiansuazndnaiuveausiazdiefiisades 1wy diemsudn dredmnssunisuan
oo uazd1egoui1ye Tufdlfuuunedudunamanluazuuuduiiniaaij e (Time Study
Form) ifiedinsesivszannmlummhauremidnaulunssuiunisdifesdesnsud uenani
Tkuunos NI UAMENYMEAENIUAWAE (Technical Evaluation Checklist) WieSouiioy
196 18911A warAINMLITANVRIEIENIULAaYTUAUAN YN ITINAS dunsTnsisiany
Gululdmansiu Miedosflonenisduiifinisuugesmunandunusilunisindulasibu tae
\n3esilefldlunsindulausznaudie NPV, IRR, MIRR, Pl uag PP uaznsvnaouanuuUsidou
(svT) Fadunsinszianuseulmnuuususiulsiiazuidsda (One-way Sensitivity) ieUssidiu
seiunsasunlasestadsdifyilassmsdiamsadnvanuduen il Tngfiansandudsman
191 HARBULNUIINANTUTENTALTIU FuruAsadueu Lazdununnsamy i eavsiouds
AMuELNTavedlasinstunissessuanuliuiusurestladenis o laegrdiuszansnw

4.3 M3iusausaudaya (Data Collection)

mafunuradeyslumsfinuniUssneusedoyaugugiuasyiond Tnsdeyaugugiléan
nsdanauuuiidiusiuuaznsdunaiidsdntudiimihiifsitesandiendn dheimnssunsun
grusus diegoutige diesukunsnda dedado uazdienindy iWesrusudeyalieaiu
N3¥UIUNTTAABIRTABUA SruuaemIui I ey Fununssy dunutizesnu wazan i
drudeyayiogiiililums@nuiliinannssusnnudde Inendnus enansinns uazdeyaan
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Juledvemthsauiifeades efnwmguiuaziunaaiifeadostussuuaeniududos ud
Tayanisluresuien tevl 18 1o 91 wu Jeyaniswdnaindiendn Teyadunuuazaiannis
winwaNdIensiu Maamenudidsnindiedaie wagAUNUNITaNUI TN egoNUIJae
M3y WieliUszneumsinsgidunuuazmnuduaestnssnisesnasousu

4.4 n3aTeidaya (Data Analysis)

nshneidayalunuideivsznoudenmsinssiidinuninuandsuim taens
Argidinunnltifieduangideyannnsdunuaiddnuaznsdananuuiidans ey
DBUNBUIUNTBINTFUILNINAR ATIvIzaNvasiufifnss uazdediadanaiafiiedos Tny
Yoyaitsnniningniandananavy (Thematic Categorization) waginsngyiuuiBailon (Content
Analysis) iievuutuay wunltil vieUssiuddgiiisfostunisiadulasenuuuiasndeszuy
anewududes vl ilearvieunuAnfuasUssaunisaivesfuifnuluusiasineldodnezey
A1 @i seiidaliinalddeyaiunuiaznszuaduananndieni 4 vesusEn vl Wy Lo
$1in a Veuuseana 2567 LieUssidiurudurmenisiunasaenglasinis 15 U neldiadesilen
Usugaranaian Téud NPV, IRR, MIRR wag P sauddld PP iuadesdiowedulunisinnsundosi
uay SVT WieUszifiumnuseulmusdlasinisienisiasunlasesiuyunaznanauuny Joyailsl
solumsiinswdt loud mansgnumsdenu aanden uazdadomaunainfioguenveuiunnng
ANUUITUYDIUTEN

5. Wan15338 (Research Finding)

5.1 wansAnwIsrUUNITEndsdudusasuiuazismsdndsedosasudlunszuaunis
Usznautudiusasudtugaiieuasuisy v 18x 1 $1da WUl nsruaun1UsEnaUTasuddy
anvneveIuTe ew 1B 1o 1t Tnsuimsdanistudiulaeldaessruundn Tiun nmssutudand
QﬂL‘%ﬂﬂé’ﬂé’fmmsmﬁmmﬂﬁmam%uﬁau (Sequencing) warmssutudududennsdads (Lot Size) lne
finsdndsdesnguiaz]disnig Sequencing nizurunsddssdesasudluilagtiuvesi tew 1Bu
10 St Buanmsdatetudiudenarsnssasudiudadludfiulsnou Weusznoududedisasy
Mntudeazgnasnduindaivnesruuindesdelinsatuddunandn Tnenissovansovuds
1§ 7 $unne Bafeamedmiusonud 14 fu illedegnasieuidnaziiniinau 2 austony shwehiien
Fonsausmniumeniudidssiieniestisen uansinmd 2
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AN 2 NSTUIUNNTAMALIADTDBUANNSI@an I uadelneldsaen
731: F.MA. Co., Ltd. (2024)

Tngangnudnanazaidesdeludaind osusnuaziad osnsavasuaugniedsiondes
Fovmineuddgaenisnan il infesnmsasuldinanvhen 21 Juridede vaeindnenildioa
52.8 Juniieseulunisende dwaliiAntianatse 59.4 uniisieseu ilesanlaiaansaisanis
viaureun’ ssmsvaould wanilelisuiisunaimsvinuveaninaudings wuin radlu
UftRnuaztiesnitafiRnuinnsgiuresasnisusneusasuivan ddldinausenousnoudd
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wazannIsAnmAvImnshgldanssunisuds wudn ldaunsoansyeziiainisviney
YeaIA3 IR TIRdeUMNIgNABIEndasideimily 1esnniluszuusaludAiddediiafiunis
Uszananadeyanoudeazidngaion1sudnvan og19l5in1u 91NN15039960UUSINENIBATAUTIYN
wud Tud 16 peams Sedarmmnzalunsindadiudevsismeniududoafiuiuaings
ensnIndeenemnuddestiagty devannsntisandunuussanldds 4 ausiotu uazldminamdy
sovudsdesnsudlunismuauadsstssndesasuiunulaglinsenufuduyunisseneudesasud
NNFFUUTENOY Teaeandosruulsunevesuidrilunisansuyunissdn (FMA. Co, Ltd, 2024)

y

5.2 waanwanudululdnisinumaialunsamufansdiudeversaeniuaniesde

£%
Y

saBud YaIUTEM 1aw 18y 18 31fA WU sTUUmsNuAIAssTngauTigndmiulasanTAnns
dusevesaeniudniosdesaudvesuion en Bu 1o St Ao aemurlingnnasazaududn
idosanansaruaunisinavesduduuunenlou anusanszunn uazidensefuszuuniuny
SoludAfifegifulalnglaidiosusulnssainendn Tngldidonldqnnisiu Series 3500 Heavy aU3HM
Interroll (Interroll (Thailand) Co., Ltd., 2024) 91nn1stUSsuLgunuaudfLazArwuLnITUTEEY
ﬂaaqﬂﬂgqazauﬁuﬁw Interroll 4 3 U Wansfamsnad 1

M591 1 MaSguiigunuauiinazazuuun1sUseidiuvesgnnasagaudum Interroll 113 3 Ju

U pruuduss Sudwidn dhdussuudy erwmnzay duyudesiu
(Series) (5) (5) (5) (5) (5) (25)
3500Heavy 4.5 3.5 5 5 4 22
3800 3 3.5 35 3 5 18
3950 5 5 3 4 3 20

NNHAN1UsELTY WUTn U Series 3500 Heavy IdAzuvuuTINgedian fio 22 Azuuu anzay
fumsldnugndesdososuduesuisnaniian vaduanamuniu mnandsuldiulasadiafa
wazUsyAnBamlunisvhaiusudussuumununsavaudud Seldidenldsuiidumadenvdnly
N3ALIulATINTg LLazﬁ]SQﬂﬁﬁMﬂamgﬂUULLwamWQi‘Mﬂij’N 2 11915 817 8 AT Wagge 1.25 A3 R
sgiumugaihiuiiusoussyn Tssuuilestuindouiadosuaslnssadrmuniu niewisanunsn
vhoudwduwuwesauaunsazanduinldodisiivssaniam ludruvenaiesivendesasud 16
denldind osthgenuuunvunaiiaugunisitausieszuuan dsanunsaendeldnioudu 5 1du
sesfutmiingsan 350 Alanfusiasou negunsniflssuumunuiiieuasiniendiuangniduiie
aralaende wangduiiuiidialuuinageensausnideusetuaenundn uazanusofags
Telnglsidnunamsvieuwessensndauansianmil 4
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A9 4 nsUSuuTImsvuddlagnssiedInegaenuandssaraunsaldigen (manipulator)
N FMA. Co,, Ltd. (2024)

5.3 Anwanudululdmedunisiiulumsamuiassdudavensaswiudnisde
snauAvaIUsEN oW 1B 18 31ia wuln anlunisneladeaunidiay Taun 1935 Ussuuns
nszualuaniiuviads (Real cash flow) lnglismdnsGuiile dmiudoauudlunmsussidunszuaiy
anuvsoanidu 3 Uszuavvdn Téun 1) elfannnisuseudaussnu Anandununiinnuiianauay
dandrandovesuish Tasdnduyaduinfudas 2,352,000 v 2) Fuyumsiiuanuedslas
476,341 U AseuagquAtlilih A1thgednu exlvd Yanduiudes uavalddnedu 4 Mfeites uas
3) lailfimedemanevienansenumsdnunazAunndoninfiansan wielviaslideoauuives
nszuARuaniuiese wazfmunoiglassnistidl 15 U Taelideyannmhesuneluusem wu de
n13uAn drensidu dhedade uavinedontnss vesuiem tew 18w 1o S0 o Deuuszanas 2025
napnaufmuUalasias v ulaeldRunurendvessevas 40 waviudiosar 60 N1sUsEuAUNY
RuyuaInredIue (Cost of Equity: Ko uuuinass Capital Asset Pricing Model (CAPM) lngld
Sasmanouunuilifinnudes (R) Yosay 4.21 §19891nWustnsizuraaniss 01y 10 3 (US
Treasury Yields, 2024) §a5Wanauunuvesnan (Ry) fogag 8.22 AMuinannsiiuladeunasves
Ardnatanannsngdieesnluy9d 2019-2024 wazaudn (B) wirdu 1.48 annuS¥vudlu
gnamnssuususinaanzDoulunaiavanningiasesn (NYSE Composite Index, 2025) dawalyi
Ke wiriufesay 10.1448 Fethluldduaadunuiiuuaiodiaiuin (WACO Aifawituiosay
7.43 melddnnnBdfyanraosas 20 Fahlulflunsuuanszuatuanvosassnmsluusas iy
yadtiagiu iileliaunsaiinsginaneuunuredlasinisidasuiunasnenglasanis lnenis
nsenusenaumigasdlsEnoun1en1siuvan un yaridagduvesiunulunisamu (PVIC),
waArUagtuvesdunuludniiunu (PVOQ), yardagtureswanauunusiyd (PVB), yad1dagiuves
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HARBURNUEVIZIINNITAMEUY (PVNB) uaznszualuangvdlunsasd (Net Cash Flow: NCF) &pn
719 9 wianligniunldiveyssidiuanuAuatunmsamu lnesgazideawanalilunisied 2

AN 2 USTuNuNISNIeLaRuanlasInig S9uU9 0-15

aau 318113 374 (Um)
1 Nanauwnu (B) 34,692,000

2 yar1tagiuveswanauunu (PVB) 20,304,711

3 suyulunisaniiunu (0C) 5,960,576
il yar1dagiuvesdiunulunisaiiuau (PVOC) 3,309,402

5 HARBULNUANDIINNSANHUNU (NB) 28,731,424

6 yarUagtiurewanauuwnugynsannnsaiuny (PVNB) 16,995,310

7 sunulunisamu (10) 8,630,000

8 yardagtuvesiunulunisawu (PVIC) 8,630,000
FIUNTEUARUAAGNS NCF 20,101,424

HANSUTZEUNNNTRUMEINUILIATEIU Ui Yad1Tatugns (NPY) wihiu 8,365,310
U Shsmanauununely (RR) wihiufesas 21 Snsmanauunuagluiiufuauds (MIRR) iy
fovay 12 wagdvdaruaiunsalunisiiiils (P) widu 1.96 uansliiiuin Tasanisiiaauduen
Mef1un1Tdu uenand lefinrsmnAisseziarAunu wuin lasenisansnsnAunuldnnely
szeziIan 4.53 U uanaisannuannsolunisaiesaneuwnuliogunnifineldlassadadunuid
UsgAvsnm fauandlunsed 3

AN 3 WANNTIATIZINIINITHU

Fa%3n Anfildannnisinsiz wannaailun1sanaula nan1sanaula
NPV (u) 8,365,310 NPV > 0O AU
IRR (Foway) 21 IRR > WACC 89U
MIRR (5peay) 12 MIRR > WACC AU

PI (1) 1.96 Pl > 1 AU

PP (0) 4.53 PP < 51 8

Lazii odinsziauansalun1ssuauUE susUaisien1svadeua AL UsA B
(Switching Value Test) siaf1unanauLyy (Switching Value Test of Benefits :SVTg) fnugunuly
N1589NU (Switching Value Test of Investment Cost :SVTi) haga 1us un uluni1saiduanu
(Switching Value Test of Operating Cost :SVToc ) HaN1INAGEUAIAINKUSIUE Butte 3 N5l
anunsauanslilunsned ¢
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AN 4 NaNISNAEBUAIANNWUSIUABY

NINAFIY gnIn1sATUIN AnnuuUsiasy (Gevaz)

SVTs M X 100 41.20
20,304,711
8,365,310

SVTic ———=— X 100 96.93
8,630,000

SVToc 8,365,310 400 252.70
3,309,402

6. @3Uunan1sIBuazanUsena (Conclusion and Discussion)

6.1 d#5UNANTINY

miﬁﬂwmmLﬂulﬂlmumiamuﬁméi”’adawiasumstawwué’%ﬁmé’asmumaw%ﬁm Low
By 1o 1 WU tassmsianumnzanlunsadiuniseds lngannsossnwuuszuulidennass
futedrfnsuiiuilaglinsenudeasmsraavdn Sndwisananudidouveussuludunoud
Aaa e 1iuaudelileareInszuIuNg wazanamgnlaIiAnananseveussaule
agnafivsyansnn dndludunisiuvedasimsannsasesuanudeninnisildsuianetlade
nanlaluseavge lngnanaulnuaINN1sUsEngdalssukazadainig (SVTs) a111508089910
2.312.800 Usiad Widetusd 1,360,194 U Mol dauﬁimamsaﬂajﬁmm ANUAUYUNITAMY
(SVTio) @1506inTwan 8,630,000 UM Jugean 16,986,558 um Laelasin1sdensinanuduan
drusfuyumssiiunu (SVTed) anunsaifiuduain 476,841 vinsed \ugean 1,679,655 uneel
lnedannuANAININITRueY

6.2 AUTIWNANITINY

NansAnASTdenadasiuLuIAnTes Tonayingsin (1999) waz Meenaphan (2007) iy
Imsheseienudulldvedasinmsmsaseuaquisdtumaiauagnisiiu Ineasdesfiansmn
fodriavesszuuify fufl uasninensiifiog Insiamenisesnuuuliaonadasiulassadanianae
sufsmsinginaneuunulasliiniesdionisnsiiuiiendouuifnyar@uaugiaaa 1wu NPV,
IRR, Pl a¢ MIRR s?fam:uWiaﬁﬂummeﬁﬂszﬂaumiﬁﬂﬁﬂfﬂamu NANNSANWINUIT tASINISHAT NPV
WINU 8,365,310 UM IRR Faay 21 waz MIRR Se8ag 12 LanafianinuduaAIN1InIsiiueg 19l
Hod1AYy d0nRROINUTDLEUDVOY Jumpaneng (2001) ‘1‘71'Lﬁudﬂmiamuﬁmmzaumﬂﬁmammmu
29071 WACC wanandl Pl fididn 1.96 uag PP fishindn 5 U Sstnsiasunnuiiulalunisamu lng
azveuitnumizanveslassnsvsluinsskaiuanuaznsiunuaeluszezandldeniuiy
Al defnnsanludavaia 1asen1saunsoannsienus ey annaNgeyiUan uazduasAIY
sewlotesnszurunisnanldegeiissansan il @enndaiunuiinues Thapwong et al.
(2012) Afumnuddyuesmadonmaluladlimnzaniuszuunsnaniifeg fn il elalinszmy
AoAnaissreInsruIunsiaesan eg1lsia Tasenisdinsdannudsaiumaidafinasfinnsan
Tngtanglugras uduldaussuulng (start-up phase) & senaldannsasnuduanuldagady
Uszansn ilesannarmdudeulumsysannisiidussuuiiu vietedidnananueainadeuly
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msfmueanmanade uenani msfiamdnnansieasiomenisdmiunmsfanadodoutiys
o1afutadeides mnlifunudsesdmiverlnanionisanonenssdanuiiiissmelviufinau
mely msUszdiuanudssdunisisululasinisdendenanisiaseilagldds switching Value
Test iotnszsuanuudsuwlamesaduddyiilasinisaiusasesduld nan1siasziuansiy
Tasansanunsasessuanuddsunlawesdaduddylslusedvann wu mnseldainnisusenda
ussuanasisfosay 41 viemndunusfistuisdosar 97 Tasamsdendimanouumiludan
Fevadilassnmsfiveuamiuarundssiidisaelunissosiuaniunmsaiitlifislsasd sulutlade
ddglursunvesmsdndulaamuluniagranvnssufidenudunugs Weldsuifisuivauves
Limpanichkul (2015) #i@nwilasan1su§uUgsaenisnandenazenssagusd wua NPV 96.87 d1u
U1, IRR $o8ag 28.73, MIRR 8y 16.05 War Pl 1Ay 2.17 LanideainuAuaAIge d3uauyed
Pornjaturong (2018) wui1 wif IRR wag Pl egluszduuiunans wifdssessumnandeslaluszdu
wowNy WuLAeIRuNuIes Phonnatwutthikun (2021) fifnwuaunasaufiundensaaaey Tagld
A NPV 4.47 d9uuw, IRR $euaz 24.72, MIRR $euaz 16.18, Pl 1infu 1.85 uwaz SVT fianuise
sosfuduruiintuldfe¥osay 21433 WuReaiuauues Khidhathong (2023) Aifnwilsandsriuue
WISAILA wazwuen Pl gl 2.32 azvieufanruiiuaseskaneuuniluszezen dnlunsdllasans
YuIAlgy 11U 1ATIN1INI9AIU Pangkalan Brandan—Langsa U89 Muliawan (2024) Wu11 wilazdl
SeEEIAAWNUERe 16.4 U usl NPV uay Pl iy 2.52 eaglusesugs uay IRR gendn WACC age
fnfoddy madwidnauansliiiuinuuamanisiengienuduamensdusinaiueioilo
danildlafatulasinismeaentunaslassnisniasglunnuwa tasagy msRansanlasenisasmu
Tudlaguudalimsdadfivansiien uwimsldyandesionsmstusmiumsdseduaiudsuds
s3UU e aziaiosn mlunsdndulaasmuegnaddy

7. msUszendlinanisideiiiestusineninuanunsaniannsustiussdns

namsifeaseiazieuliiviuin msfindsdusevsnemeniudidesdesnsusdmiugunsal
PesnuuuurunalunIsuuMIUsEnautugaine dreanmsfianusseulugeiifaugaidmis
nalunszuiunsandssdesasunlidenrdesiunalluaienisndnudnlaogedtudfsy danald
uignannsoandunuussuld waranauliaugaluszvunisndn fsdoidunsiundanin
(Productivity) wazUszanSualliadiunu (Cost Effectiveness) Inanss dudussdusznaudfguonis
a$remuansalunisutedu (Competitiveness) vosasdnslusedugnavnssy uenaini 91nua
msAnuanadulUlddunsduiinu Tassnmsannsolvikaneuunuymamaiuiiunfianela daly
udues NPV ifiA1uangs, IRR #igandn WACC uazmnuanansalunissessunandasuulasmesdiunu
waznanauunulusunaaldegsiuns azvouliifiuinlassnsiiafosnmmaasugaansnisndn
wararunsauImsnudedldlussorenn dedagliuinianuldiuiouvlunisamuiiuie
mnuasnsanmIsanlutnaivangay lunmsy mahsamsdeluldlunsdadulaasudels
03AnsUTUA LT g nsAans (Strategic Adaptation) A8N15LUE SULUAIYDIANINUING DUV
gravinssy lnslamizluuunveamadsusingszuudaluiuaznisudsilunane oudlding
dodlddunusuazdnudamgulunsnings Jamssiuulevsvesiguralnelumsduidoulus
Wanfilewniang fusen uavuiuiauasygRawisAatuil 13 faduayunsasmusumnalulad
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mananspluiRnarnisannisfianiussan lussdulsema smnfinistuuamennaanisfinsatiul
Tusultlugnamnssunisuandu  lnslanizluniaeiueud Sidnvsednd wienisunmd Jadu
onamNnssulvNIBYes EEC 959188nse iUl sEaNEnnnsHARYeIUsEna anfun LTIy i
anuansalunsusduiufunuiarAunwvesdud wagaoniuiunuliiveslaniijsgnisld
spvudnlufdluansnisndn dedolddnanisiselunsd ddnawlunsatuayunisimm
gnavinssulneliannsowisdulilussiugiinauazszaulantfodadsdu

8. dolausuuzn135398 (Research Suggestions)

nMsAnwmUI Tassmshnksdausoreeaeniudniesdesnsuduasuien tov LBu 1o
$1in fnnuduAmssusazannsasesiunsasuulawesiunuuaziansuuyldlusefugs
Famnsldsumsondfiamu Tnelassnisissanunsadusuuutlumstanuasssandldssuosalulia
uwusselunszuiunisdu q 168ndae esinduyuussouiiunaliiufivgel uogadoidos
yaupfeunansAnndanmnsaldidudoyauszneunisfinnsanduidelasantiunsiu wasidu
wmsliiunussmaulugravnssuioafuiifesnsfisdsyansnmnsnds saeantunsfnuid
Foamsnsdfnuludunmstssdulasnisamu el whedenlfinaluladfvanzaniuaniunisel
Jagund uiiiednudaanuanunsalunmsudsiuluszezen msiinsfamuiamalulading

agalLae lnglanzaulssavsninnsaiies nsusendandany wazanudaveulunisldem

9. dadriamsideuazdadninlunisuszandlduaniside

win1sAnuafstagaseunquitsdumaia dunisdu wensUsaifiuanudes widd
fedrfnfimsfiansan Tnslanznssrsdadoyaanlssnuiuluuiissaien deo1alinsoungu
ATIVIAINTIAIBYEIUTUNgRAMNTINEY danaliAnd invnanaiiu 1wy NPV, IRR, MIRR wag Pl 919
Fossuldauanunisaliams Snte nsUssifiupnudssdngds Switching Value Test (SVT) uaz
M3UAIIziALla (Sensitivity Analysis) Tumﬁﬁﬂmumaqasmwaaammwuusmml,ws (One-way
Sensitivity) #slsiagiounansgnusaufionaiaduade uenand nisdiuIuiunuNEUE Y
Foyauszunaaines esdnsluaif gslafinngldanuass wazszvvaeniudndosildinalulad
Avdnluifdeesendoyaansiamezniedeondlinioulunnesdns fadu nniwanisideluldens
finsanswiumsinnisanzadluudazuiun wageradesiimmaassiisesnounsinaulaasmu
3¢
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unfnge

nMsfnwvil ifaguasasd 1) WileAnwinagninianisnainvosunanesuaniudifle
n3dlAnw Netflix, YouTube Wag Disney+ way 2) Wiletiausuuinisnagnsiianansnuszgndlilily
USunvesssiandvalulsewmelng lagldssdeuizidesdanmunin fadun1sinseiidedniiunsey
WWIAA 8P’s Marketing Mix, STP, SWOT, T1Laagsfa #agnagnsn1sas1auusuawasAuinmves
Fuilaa lnsusndeyannnsdunanisal lenans #1951 wazauddeiiAsades nanmsdnw wui
urazunanlasuiinsvuanagnsfiuananaiu Tnessunsaiianiudue uazae uaueasondy
fiosnnsiinarnuansvesnguidimane Tdun Netfix Tguuuvatasandniidunssdadensduady
wazsruuLusiiomiiduidousie Al dmiu YouTube llunaaifuayudslavanuazidonann
AlEU Uag Disney+ Tinswaunausywinansadasaudnuaslavansiuiunsidaeansaoumud
Mnunsuleddess uniSouiildainsadludseyndlddussiedendsialulssmelne Tnsidunsld
Tuimagsiafidamgu nsadunoumudiduendnual nsltimaluladiflelaudsyau msalily ms
afunnuAnivesgndn Mafmunsimuazuinnefimanzan nsUsusmunsutety waznisaine
LUsUATIANILANFeg ATl Feannsaaguledeuisamduiavesunanweuaniuiisinle
oA 1) mnuanansalunsmevaussienginssuguilaafivdsundasedssind 2) msldmelulad
Tugadlowmuszaunmsainisldau 3) nagnsnmsaiauusuduaganusniedadeiies 4) 3

a

USUISIANITADULNUA WAL AVENTDENTUTLANTAIN 1Az 5) N1FIALAUINIINITAAINNTALIULAL

[ 1 o aa v

waneine Juduesrusznaudfgysenudnialugnavnssudesnnavia

o

'
a a

ArdAny: WnanvesuanIulaInle; NnagnsN1eINIINaIN; LUAagsng; N1IRaInadvia; ngAnTsy

3
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Abstract

This study aims to (1) examine the marketing strategies of video streaming platforms
using case studies of Netflix, YouTube, and Disney+, and (2) propose strategic approaches
applicable to the context of digital businesses in Thailand. A qualitative research methodology
was employed, focusing on in-depth analysis based on the conceptual frameworks of the 8P’s
Marketing Mix, STP, SWOT, business model, and strategies for branding and consumer loyalty.
Data were collected through observation, documents, textbooks, and relevant research
studies. The findings revealed that each platform employs distinct strategies that emphasize
value creation and responsiveness to the diverse needs of their target audiences. For example,
Netflix adopts a subscription-based model that emphasizes the production of original content
and uses an Al-driven content recommendation system; YouTube utilizes an ad-supported
model with user-generated content; and Disney+ employs a hybrid model combining
subscriptions and advertising, along with content licensed from well-known franchises. The
lessons learned from these platforms can be applied to digital media businesses in Thailand,
highlighting the importance of adopting flexible business models, creating unique content,
leveraging technology to enhance user experience, building customer loyalty, offering
appropriate pricing and packages, adapting to competition, and developing clearly
differentiated brands. The success factors of video streaming platforms can be summarized as
follows: (1) the ability to respond to rapidly changing consumer behavior, (2) the use of
advanced technology to enhance user experience, (3) ongoing strategies for branding and
customer loyalty, (4) effective content and copyright management, and (5) clear and distinct
market positioning. These elements are essential for success in the digital media industry.
Keywords: video streaming platforms; marketing strategy; business model; digital marketing;

consumer behavior

1. umi1 (Introduction)

gravnssudofaalinaasuuvasegsiidedfnylutisasmanssuiiniu Tnsawe
ag9dan1siulnvesunannesuansufiaifle (Video Streaming Platforms) @eléduunudi de
Fadu 1w Insmiuaglsanmeuns sudunaannisueisieuaietedumesidnauig vh
Timsfurndetuiiuazasafituszuvesuladldfumnudoufintusgwioiior andoyaves
Deloitte (2024) 53y Yagtumsarsuilsdnifudadiuniniesas 40 vosnsldanulnsimi Jsuand
TiiudowgAnssuves{uilaaia suudasluegedvedidy nmsliuinisidenaznimeu
dumesidaliiissdudosmaaiulunisliusnsnszaadesuaziansingiad widsiuidugoanis
Tyl lefinsumindemsununnldgnrdadietiausinudesmseuladlanss Tasiamzoeiebe
U'ﬁmsmammmim‘uﬁqLLaviwulmvmmmnm H1ugUNIainaINTae 1 aunsnlnuuavgunsal
womdu 9 vilviguslaeiimadenlunssussdenniuegietaau wndinuinisnszaieides
waelnsmiuuudaduiifesfumumuienents vionsdameunififessusmumsmsvedss
AMMEURS (Arumachutee & Jongasayakul, 2022)
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nfildingnun Wenanfimuazaifvesarsuilaiiimadulnegamaiuasiunliud
wdfuuimafivgeluion 4 odrereiiies lnslawzunannosuaniudsduinogna Netflix
YouTube ua Disney+ funumddgylunistuindeugramnssuil nsurazunanosufinagndnng
Msmaefuansnsiy ieRagauarinwgiuglivesnuies 1wy Netflix 1uffilusunsiiausneu
wudduatuwazmslitiygUseiug (A) sudsfeyanginssudliiieusuudadenvinssiuai
aulavesdfsy YouTube Wuunansesuiliulntuanaeunudfgldasstuuasilunagshafiunnsis
911 Netflix way Disney+ lngonfesiglaainlawandunan d1u Disney+ orfensnddumetya
Fuufaunss wu nmeousduasdiding q Sselifagaguuriuaduisnfsdeuusuddud (Suttisima,
2021)

[ ' [
o A [ LY 1

nsAnwildanudfgiilosngnannssuiiindeeigdiegseiiosuasinsuddugedu

o

[

Auszneunsuaziinamuiidesnisiigaainansuiisindudesdilanagnsivssauanudusa way

q
1Y

annsausullimngantuuiunesmues uenani nsAnudldmtnelvgsalnefidesns
WaunaslesuAdva asnsmhuumsildsunsigadudludsegndld Weisdnauasnsaly
nsugadulumanalan dunsiieseinagnsnianismainves Netflix, YouTube wag Disney+ Lilo
spytlafoihinlugenudisvesusiasunantody Ineldnseumslinnesifinsounqy wansfnwias

rgldlatianagnsnidussdnsamlugeamnssuansuiaifle wazanunsailuussendldiugsia
dondviau 9 la

2. '3’615}1]53&1\1?1 (Objectives)
1) Wlefnunagnsysnisaannvesunanosuansuiisifle nsddnw nagnsnisnisaann
U9 Netflix, YouTube wag Disney+
2) ilothiausuuImenagyéfigsiardviaaunsnthludseyndldliluunvessemalne
3. MINUNIUITIUNTIN (Literature Review)
mafuteyaluafsiiunsfvioyaniglinsinufisatiunisiinsmginagninisnisnan
vowunamosuaniuivinle ddlddnvuaridouFodioyannunauing q fedl
3.1 NQENNNITAAN
A1 “Nagnsninaln” (Marketing Strategy) e LLN‘U‘M%EJLLH%%WQﬁﬁqiﬁﬂIﬂUﬂ’]iﬁ%’N
mnalflUsumanisutstu flegagnd wasiiingaivesduiuaruins lnsorfomsiinnevinain
nquilvne uazademagsiasing 9 iethluganuduialuszezen dadvnsnsnann naneau
lplvinfienuvenagnsnisnaialivainvany wu Kotler & Keller (2016) Hg11f13n nagnsnisnane
Ao NrUIUNITMLNLLAZALTURINTIIMINSRaTn LilelinAndueinieusnsaansanevaLed
ANUABINTTVRINAIARE N TIUTEAE A MavasemulalUSeulun1suYadu Aaker (2013) A
11 nagmdnsmann fie usuiirvuaficmeesssie Ingldnmslinssiguisiazaudeinisvesnain
ilofunaduiitaauvesuusuAauA uas Porter (1980) w831 nagnsmsnanadudiunisves
nagvEnsuYedy Faasdnsieadenuumeiivangan wu madugiihdiuguyu (Cost Leadership)
N39N1585719AULANFS (Differentiation) IAUTENBUNANVBINAYNTNITNAINUTENOUAIY AT
mvuang W muny (Target Market) N15314A1WNUINIIA15AAIA (Market Positioning) n15l4d
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A3 09ionn9n1nan (Marketing Mix) N133LAT19iA kY9 (Competitive Analysis) La¥n15U3INNT
ANNENTIUSENAT (Customer Relationship Management) (Techanirattisai, 2020)

3.1.1 NAENSN19N13AA1A 8P (8P’s Marketing Mix) 1Junseunwifnndnlunis
Ainsduwanesuaniuds lnonagnsnisnisnain 8P’s lunseuwwAaiversanluing 4p’s
(Product, Price, Place, Promotion) @ agnitaund uiil ol aenndasiunisdsunadlunaiauay
wAnssuguilaalugaiiagtu Tneiiinesduszneu 4P fimwdluieleduadismnuasudaulunis
THRAUNGENSNIAAA (Kotler & Keller, 2016) Tngiilugnuanain STP Marketing fifidauusznau fo
N13uUsdIURaIn ennq Ul Ininy Lagn1sinuAsuILIvesduALazuINIg Usenauniy 1)
Product Strategy (nagvswansiae) tun1smuautazivuaiiamsunsiauindasae i ol
AOUALBIAINFBINITUBINAIN UaTEF1IAIALANAININALYY Fardunagnsmanisnainiidify
dmsvgshafiAetosivaud nefinnseenuuuasimunaniasiineuausinuieamsiayeany
AIANIIY9aNAT 2) Price Strategy (NAgNS31A1) JunisieunuLasfunianisaasian el
wanfusiviieuinsiinmiaulanazdualunain lnedfnguszasdieifivsenuonazils Tads
ahimnaldisieulunsudsdy Wudulszammsnsnanaiianansathluuiulflalussiaiifedestu
Aufuaru3nig 3) Place Strategy (Nagmdvsmenisdming) Wunagnsdomnanisdming Fady
nagns LA eatun1saLRULafunIs MsTasmunendnduel i ol ad ol usTanog el
UsgAvsnmuazAuaiian ey dslindnsusiamnsadiiangudmnglddowazazaniu a)
Promotion Strategy (Nagnsmsdaaiunismanm) iunagnsnsnaafiazdieifinnisiuivesnainuay
afanwanla Wunagnsfiinnsnsunusazimuaismsussnduiusnansusivisusnsiiiofsge
arwalavesgnduasnseduniste 5) Personal Strategy (Nagsynaing) WWudnuilslunagnsmng
msnaeivalild szidunagnsiifsaiunmsnaunuuazdanminensuywdluesdng (el
annsaatuayunagnsnisnaaldegafiussansaim lasfumsiiununmlunisuinisgndn uas
a¥1sUszaunsaifia iU ndn udaasuaianmdnuaivesssie dsesdrafinyszansaimlums
yauldandu 6) Public Relations Strategy (nagndn1sUszenduiug) Wunagnsnsaunuiay
sudumsiiieaianmdnuaifivesesdnslumenivosasisazuazdiidldide Tnoidunagnsiil
Wmnglunsaiseudiiusipuazairsanuindeiiodunguidming 1wy nanuazmeunsynas
AuuIniefiuesding 7) Packaging Strategy (nagmdussafn) fio nagnsvenisnatadiieniunis
NIUNLLAZEBNUUVUTTIAN L luanAusitinnalanidunasfsgagndn safensvinliussqstasi
fiauazamnuazivinzauiunsldeulasnsdniiiu uaz 8) Power Strategy (Nagnse1wIaN1HaTo9)
Humasusuuazdndunaieaiuazliussnafuvissnnalunisinsadeses ilelnldnadnsy
Fosnslugsia Wudmszaumsnsnanadisjatdumsifisdvdnauaz msmuaslunisasa

3.1.2 mﬁmiﬁzﬁnaqms‘ STP Marketing Lff]um‘%'aqﬁamamimmmjﬁwﬁaﬁgﬂ
vhunldiitoTinsesideyaiisdfunisuvsdiunatn Msnsiumisaniasiogavsizas wazng
vuangudanedn Tnsdeyafildannmsinnesitazgnihulfifievssneumsmnaununagndly
nsiagsAaliussgaandmanediseld (Techanirattisai, 2020) Usgnaudas 1) Segmentation
(M3uvsdumna1n) wangugndeendungusedfnisdne 9 ilediaszvinmsinvenain 2)
Targeting (Msidonnguitiving) madennguitmaneiidesnsitnmsaaelanss deo1aideniiies
nauifer dedadulugingudsndnlnsane wiooradenvarengunioidenimunild uay 3)
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Positioning (N521398uenEnfaeh) Msmaiumisesmueniieliduiuaruinsdufians uas
Taulangudmuneundu §9asdosdaruunnd1991ng uas wazaiunsoiegaaaiuaulagin
naudmnglsannnia Taeagu STP Marketing Model \luin3esilefidheligsnadlagndt waz
anunsaiauenanfauTieuinsinssiunnudesnsveinainldegieiiuszansam

3.1.3 N1536A31293AUT9 3A8aU land wazaUuassa (SWOT Analysis) Ao
NILUIUNTIATIR AN NI eLNEUaNkAzAaNMWIRd NN s luveafants a andaglu wasdu
w3 eadlefihrelvamnsoimuagauds eeseu ananmuindouniely wazidunisimualenia
guassn INanImuIndeuneuen (Kotler & Armstrong, 2018) Usznausie 1) 9auds (Strength)
AmnuaInsavedsiilad dedaaiuliuivnlansunazliuIouguia Tasanunsodiasiziann
dawandoungluesdng Fsannsadanltudstuiugsiadu 4 16 2) gngou (Weakness) Tadasiivh
IgsiadeiUseuguuslunisudadu Ingdwsenanaglussinsiiianuunnses 4ednfin viemdy
linSeulusulathe 3) Tona (Opportunities) Wieanunisalneuendiiing wesuwdrdwaiiae
Useleminensiauvesesdng dreduaiuliesdnsanunsnadeseldvievhilafintuld uas a)
gUas3A (Threats) n3oan1unisalnisusniliind undadsmansenuideausonsdng dadudeiily
ausanruaule viliifnguassanenisiauvesaulussdns (Nitichaowakul, 2022) Tagasy
SWOT 1iuia3 esilefigaeligsAnsnagnsuazdndulasgreiiuszansam Tneldqaudsdmdy
Uselevl angnaau Adlenia waswssusulledudeanany

3.14 Iumaﬁinﬁl (Business Model Canvas - BMC) LUuﬂiaULmemeﬂMﬁiﬂﬂ
Fuamsnmasnsiuiiuny dusingugnd yarifizsiaiiaus temnenisdnds Tuaudslaseads
AuULaE el mmwﬂumaulmmmgﬂLL‘U'UI@JLmaqim 2 Usztam laun

1) sUnuugsiauuvaiasau@in (Subscription Business Model) lugaddsiad
waAnssuveguilaadsundadluatssinig suuvugsiafianansaaiisneldegserdosds
naneduwuamnadildSuanuilen Tne Subscription Business Model 1undlsluluadivareusem
Fonld iosanannsaaduseldituasanmafvaaindniduszeina Tnegndansadiia
Auduazuinsldedreiiounuiitsdesienadivsniafer gnéosdretuduneieu el
vietananiifmua teuantumadniviuduasuinisiidesns Sasheildlnatiindnmsdiaue
AnAvIe Uit wseilloufisansnsinisenidnaundn (Chun Rate) wazinwignAnlily
svazem (Tzuo & Wisert, 2018) luwaiidvannsddaiinaeliszaunudnss fio mssreiudu
s¥u¥ (Recuring Payments) 115501 91§14gnA1 (Customer Retention) N15L7 U3y aA 16 oLd 4
(Continuous Value Addition) Teléfiasinase (Predictable Revenue Stream) warnsuSuLAInTY
AUABINTTVRIGNAN (Personalization)

2) gUuvugshanafuayudaelawan (Ad-supported models) fie FULUUFIA
arfuayuimelavaniulinnagshafildnmsuanstavanduumaselsngn InglrunsmFundld wi
madndasenslduinisasumendunisuandasan Jldlidndudendsaldinenieadnsaundn
dieldung widessurlavandiewantunadrdadonmiouinmsiifiey suuuuigninlldlude
ooulatl ueuwAladu wazumanwasusing 1 ftiauaidev’ udnnsvhauvedlunagsfatiie ns
Feulosszwinaglivinsiilifesnisdrosuivilavaniidesnsdfsnguidmnorunansie 5
Advarng q ldanansaiuuine’ vasidliuinmsunanesuaianeldanmsuandavanliudgld
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Falawaneneylusuuuvvedawaniale lawanuvued nionslavandudeAdvalssndu 9
(Tang & Wei, 2023) nsvuaunssniiunundnvedlumat Uszneudae 1) msastasldau 2) nsuans
lawan 3) myafuselianglavan uas 4) n1siusnmsnEungls
3.1.5 nagnsn1sasnsuusualazauinfvasiuilaa (Branding & Customer
Loyalty) lugeiinanniinisudstugs nmsasrsuusudiudaunssuasinwamnusnavesgniidutiade
ddgyivaelvigsiatsrauamdnialdediedadu Tnefinsaianusud (Branding) iunsguaunis
afunmdnualiagfnuvesgsialiiduiianduazuandainguds lildfissudnsoonuuulalivie
alaunu ustdunisdeasuazdaounuelifugnAiiieatrsanudusiusiuiuuiiy luvaziinng
fnAvesgnén (Customer Loyalty) lunsviliignénnduanlduinsduasdaugniufuwusudly
s¥uge (Tahir, 2024) Fevasandunulunsngnénlniuazifisarinaeneyvesgndn (Customer
Lifetime Value) nanaléin uusudifdosdiiondnwal daiau uaza¥raszaunsaifialitiugnd gndn
ffnfzteduaiuuusuduaraieneldszezonliiugsie Weuusuduazeusinivesgndnyinay
iy gsfvazannsaaisalfiusulunmsudstulasUszaunnudisaeeedsdy
3.2 NINANAVUSTUURIN AN aYaIn19aaulayl (Digital Marketing) [ UuwuIm1an1snain

aa

TugARdia lng Wertime & Fenwick (2011) laldanunuievesn1snainfavia (Digital Marketing)

]

P

[

Ao WuIn1T98snaInlusuIAAAAT W o US VA ITLIUNIINITaInE Ul R N LT INd DETS

aa v o

Aavta vldinniseainaiunsad easuuuasanie (Two-way Communication) AugnAlaagis
soidenduneyaea dogadldanmsdoastugniusazailustazadndumaioudsutu S
Huusslevifugnéneusioly wasfflrusiailesuazaenadosiu milsunsvnuveasetieivad
Usgamdenis dnnisnaieanunsahdeyailldsunuuisealng saufsenudndiuildsulaenssan

andnanldliinussleviaanuiiuilnalulonmanely danimi 1

Digital
Marketing

Bill board

Mobile App.

Online
Marketing

AT 1 AULANENTEY Digital Marketing Ltag Online Marketing
u1: Content Shifu (n.d.)

1NNINNTTAAIAFATIEA (Digital Marketing) fie 2enaudtlug) 1 39 drunisnaineeulal
(Online Marketing) Ao anauandnilegaulurinauiidnit nanalddn mananesulaiiludnizves
mMaviea1nRavia tnserdedonaniiludemnsidvialunisidenseiuanduaznisnaineeulalsios
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orfvBumesidalunsieasuazdsansifeafiuduiuaruinmsvosnususaudlviiugndi 1Wu SEO,
PPC wazlaiTuaiiifie (Social Media) uilildinnsnanaddviaazdosiandumedidnansly esan
n1snatafdva awsavilduugunsalinalulad lidnazdu LED, Billboard, SMS Message 5ufi
woUnaaduuuInsdmy (Mobile Application) flanunsaldlduuuldiidumesidn ildnnsnandda
finnuuansnannnisnannesulatl Tnswnsesdien1snainiavia (Digital Marketing Tools) AMuuuIfAn
84 Kotler (2017) Usznaudae dunisaannidailonm (Content Marketing) #uniulas (Website)
f1un1snatndedsny (Social Media Marketing) Anuanvanediannseiing (E-mail Marketing) uag
PIUNTANDUAUNITAUMNTLTA (Search Engine Optimization)

3.3 waAnssuguslnafunisidenlduwannasuansuiie

Tugaddsianmaluladidundunuimdday wgAnssuduslaa (Consumer Behavior) 1éf
Wasuuladlueghaditfoddny Tnomglugramnssududsiunanvosuaniuslsnaoidumaden
wdnlumssusailevnoaulal nmsfnwmginssuvesuslaafilduinismaniiadudosddnyluns
vhaadlaindadelafiidvinasenndonldunanwosy wazunumvesnsnatauuulia (Viral
Marketing) 51ud8ana3sunziiiidon (Recommendation Algorithm) Tunisrwusmn@ngsunis
UslnA (Fungsirirat & Piriyakul, 2021)

3.3.1 Jadwuiidanaronisidenldunanwasuaniuiia ldsudnsnaannanedadei
Aendestuistiaduniglunarmeuen Ssaunsautseenduiladeddy Idun 1) 91muargiuuuns
adAsanTn (Price & Subscription Model) HU3LNAINTTANAIUTNMTTNUABULAZAIUANAIVDS
witninafilésu wu nsfilawan Msanunsauedsadtuaseuai wislusluduiiey 1wy naaedldnd
2) ﬂmmwuazmnwmﬂummmﬁam (Content Variety & Quality) ;ﬂ%ﬁﬂLﬁaﬂLLwammﬁmﬁﬁLﬁam
finssfuauanla wu nmeuns 334 ansed viaidemiamemavesunasesy 3) Ussaunisainng
4971 (User Experience & Interface Design) wnaawasufifidumesingldiudie Inanduazsasdu
vanggUnsal Sanagldfumnnienannndt 4) nginssunisulnauaglatialad (Consumer Lifestyle
& Habits) ngaisunagausulnisinlianudfyiuunanosuitannsaldauldisuulnsdmioto
LA% 5) NM5UBNABLALII (Word of Mouth & Sodial Influence) Alugiainiiiou asouasa uie
nszudlulndeailifeiinaegsanndensindulavesiuslae fegratu msidsdusonmeunslisu
AufeLULLane s liaTasanInifion (Sripusitto, 2022)

3.3.2 unumvasmnaiauuulafauazdaneisuuuzdnidam Usznoudas 1)
msnaauuulaga (Viral Marketing) m3nananuuhiadenagnsilindwesluideaiifowaznisuen
#a (Word of Mouth) Lt onsza181dl enn T unsvateg 19510159 nagvsi Tuarenindonld
uwannosuaniufivogiann Insamsdladomuisegnaradunszua wag 2) Sane3iuuusi
oy (Recommendation Algorithm) Liuiladedrdnyiivasliunanrlesuanusofsgauasinugld
V1K Tnelddoyanginssuvesiuilnalumslinnesiuasiauaidomiinsstuaiuanla

Tagasu woAnssuvesifuilaalunisidenldunamiesuaninidlsdsudvinannnas
H2ds Fauraan aunmii o Waudsuszaunisainsldau uenaind nsearauuulyauas
Sanossunugindomunumddnlunstmuangfnssuvesdld Paeliunanresuasoaiig
Engagement uavinwaundnlusveren metedoweani] unanreduansufidforimunsgedeiios
deliusdsdilunanaidmuduiu wazmevauswionginssuesiuslaniivasunadlumugaa
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3.4 wuRRNeIRUgAEMINTTILNAANDSuARTHS

qmamﬂiimeamWa%uam?uﬁqLﬁwﬁﬂuqmmwmmﬁLauimaﬂwimL%‘ﬂuaﬂﬁ%ﬁa Fata
Tomalsiildannsadndadevnieuinisdn q knunisdievenanriensanaidlvanldnni nawan
(Wimonchailerk, 2022) uwanwesuansufisludagiuliifomuansliinisaniudimowhdy urds
sdansansufianas 11ans wazhanssusng 9 ﬁmmiaﬁﬂﬁmﬂé’%’wisaumiﬂiﬁﬁuaﬁﬂLLag
azanauie 1nad Cambridge Dictionary Online 85u18@A131 an3udl (Streammg ) 13717 wiwnedi
Aunssuvesnsilsdosusunmuasidedlnenssnndumedidn deansuifadunniiauaidon
aeiiommdeutumunanaield sauuuflidentuios (On-Demand) wazuninmnszateniouiy
(Broadcast) Ineiinnsdnnisnisdsteyatussuunietie dwsudvurildladudiuiumin (Suttisima,
2021) maam?uﬁﬂugﬂLL‘UUﬁ"Liﬁ%’ﬂiuﬂwﬁ’uL%'méfumﬂmmwmmﬂumiﬁqLﬂfamshuéuma%l,ﬁm
Tnefnsmaaedlutawiud 2000 fumsansuiiunasuazinlessulat Fadunsiauimaluladivoe
TigldanunsasumialowazilanasindumedidalduuuFoaln desnluraed 2005 YouTube (53
Juiidanlugruzunanslesuansuiiaiale Tagliildamnsasuinanuazuuaduialosns 9 lovis uaz
Sufimslavanitaireneldliudunanniosy waglud 2007 Netflix Fadusuduuinisliidnmeuns
{1 DVD 3usiuanliuinisaniufiseeulat Menmadadunanosuaniufisnligldarnsasn
AmeunsLardsdiudumesidn saudslud 2019 Disney+ Adsaunisudetulunaind 3qeli
naneifuguisddnlunamansufiafiinnsudedugs (Race Communications, 2025)

3.5 "uAdeitigades (Related Studies)

miﬁmsnﬂaqwﬁ‘mqmwmmﬁuadLLW@@W@%M&@?Mﬁ& 9813 Netflix, YouTube Wag Disney+
duideilssuniuaulanninideuazinnsaaialutaliddikium Wesanmsidulnedis
adwesgnavnssaniuflswaznsiasuulamadviaiidmansenusewginssuduilnauas
gaamnssudosaiy duleluil

3.5.1 11UATBLA 82T UNAYNTNIIN1TAAIAYBY Netflix, YouTube uaz Disney+

idevaned uld@nwinagnsnanisnainvesunanesuaniud dudusig q lasawignis
Wisuisunagnsveaumanlesuiifianuunnisfudulunagsiasaznsidfsnguden Tag ain
A3ANITBS Yuan (2023) Wuin Netflix jaitfunisairsaeumusiduatiu (Original Content) Lilafgn
uazsmnandnliogfuunaniosulussazem nagndddny e nslitoyadlduassruuuusindom
WieweuUszaumsaifidudids sadamsliuimsuuuliflawan Weasanuiswolaudfld 3s
aamﬂﬁmﬁuLLmﬁm‘ﬁ'dwﬁaa@mmwmamaumuﬁmzmﬁmiwzﬁwqamimiﬂ% drunsfineues Cioppi
et al. (2023) w1 YouTube Mluinagsiafiativayudelavan Tnadalvgldansadrdadomls
W3 usidipssurulaanduluseninesldan YouTube SsflmmilansiuluFoswesnsaiisnoumus
1ndld Fetneifinarumainvansvesiilevuaragangunefiuandistu mnfenagusnma
nMsmaALUURIaTinaumelulad Al ileifinuszavEawlunsuandavanlinsstuanuadlaves
fs waganNsAnees Jiang (2024) a3uned1 Disney+ Taudsanuusuduaniomiiidedes
Weaduguanfinesesnidy warmsmmuanafiuingauiuaseuaia wagnsiiaueuininad
ansnsnutsdufuunansesuduld venani galdnagnsmanaunauseninnIsadasanIniuutsy
[ wagmsaduayuunsdiunnlavan Wensulavdnauiuslnafidesnsideniidomey
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3.5.2 WisuiisunanisAnwiisarunansenuvasnisaniullsogaamnssuie
aadu snAfevanetuldinymanssuresnsasiuiiogranssudenafu Wy gstalnsvaiuas
ameuns Tned i unanneduandud e e Netflix uaz YouTube funuimddalunis
Wasuuamginssunisuilaadevesiuilan msfnwives Song (2024) wuin madulavesu3nig
ansuilsdsralvimnuieveamsvulnsiimiuuuesnainiamuinan (Live TV) anasegnsann iflesain
duilananmnsnidengilemiidesnsldyniinnnan dwalimeldannmslavanludodufuanas
YA M3AnwTes Zhang (2024) w1 Mafisduvesunasosuanudsiliaruienlunis
yunmeunslulssanas inmeduilnanmnsodrfenmeunslu @ WFaniithu niasdsmasioluina
g3ivesgaavnssunmeuns 4esndudesusudaui eliainsauystuivansud slieg el
Usydnsnm

3.5.3 arud S avasunanadufildluina Subscription-Based Models waz Ad-
Supported Models ms@naudsaveshnnagsislugnamnssuassuiidldsumuaulaogisnn
desnlueawaifuwmnsadreelddunnsatuegwiaau sideves Lindstrom et al.

[
=

(2024) wui Msthlaeagshawuuadpsaundnunldlusdnmelulagdutuedivladudfy lowa ns

'
a o

thiauenuAl Msadunma uaznsiunu dadulssdnduddniviliuigndng q Wasuan
Tumagshauuudaissndussuualinsanin Turuefonuidoes Lin et al (2010) l§fnwinagnsns
wsduvosisnililunassiafiatuayuselavan lnefinnsanfmginssuves)ldselawan uazns
Fonsuuuilumagshafivanzasluanimnsudeduiiunndnstuy suidedlidui maudsdudumen
voaunamosulflavanduuvaseldndnduiueg futiadedumindoamsvesmainuazmsseusy
laiwanvaeruslan uenanil WSemildilunatitngoandayuntsutsiuuy Bertrand Competition &4
Wumsudedudsnagnéagliuinmsiesusunauasisvalraenndosiunginssumesly uazede
selanlawanduiladeduedowdn uenani yuidefidnwnagydmenisainuuualinsanan
wuih mayjadiuluiimAnduvesiuilng nansevureanagnsMsNsmaIALUUATASAINGN WAL
AATRNagnsNIMImaIaldmyhlviianswiulavesusem Jarusamarnjit, 2024)

4. FBmsAnerdaya (Methodology)

maiiudeyaresnisfneilundsiliunsAnuiBsannin (Qualitative Research) sjaitiunis
Arsesiddnfniunagrénisnmaiaveaunanlesuaniuiaiale Toun Netflix, YouTube uag
Disney+ a1 uguilugnamnssuidsia TngldnsounuiAnnisnisnainuaznagnsmegsiady
wumnslunsfnwdoya il

4.1 nsiusausutoys

msfnwitlendedeyaainundsdeyandn 2 Ussian ldud

doayaugugil (Primary Data) Usznauadg 1) n1sdananisal (Observation) Anwguiuy
n1sliuinisvesunanasy Netflix, YouTube uae Disney+ lagr3dalasniunisdaunanisaiuas
naaedldnuunanonludnvazveslinily Weiudeyadnunimifsfuussaunmsalflda
éun suuvunmsiauaden faesidlilden wagnasnslumsinwgugndi sudadisuiiey
A1u3nns Wsludu waganaudRvosunanos 2) n15iesiesiiilon (Content Analysis) lduf N3
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Aineissaneaiomiivszavanudnauusasunanedy nsAinwnagnsnisadaden
Auaty (Original Content) wagnslaniwddunisleya (P)

YayanAunll (Secondary Data) Usenaunig 1) N15ANYIT1891UNINEINT (Business
Reports) Wums@nwsieaunalseneaun1sved Netflix, YouTube wag Disney+ 5I889n1531A51¢9
FIPNULUILTUEAAINNTTURATNEANTTUVDIRUTLAA 2) UATEN1939IN15 (Academic Research)
AnwaAduifeatugaamnssuaniuils nagninisnaindda wazlunagsiaveaunanlasuaniy
19 uaz 3) UNAILTLATIZVNIIN15Aa1A (Marketing Analysis Articles) @ nw1un3iasigsiann
;EL%EJ';GU’@L%J%LLu’mNmﬁmmmmaqLwiazLLwamm%u Wisuiieunsdiineveunanrlosusng o 7
T¥nagnsiunnsatu

4.2 nsaunurAnilFlunsised ndaniiusuradeya fideldlduumensiinei
nanseaiieUseifiugauda gagou wazuuwiliuvesudazuwanwosa dun 1) Ml 8p’s
(Marketing Mix) 2) N153As1¥ANagNS STP 3) N153LAT1EY SWOT 4) N153kAT1Mlinagsia (BMC)
ey 5) NAgNSNITasIkUIUALarAUnAvasEusLaA (Branding & Customer Loyalty)

4.3 m3Alasiziidaya (Data Analysis) 19389 3snunmiiiensudanide Tagldnns
Fanuuwltunasngingsy kunsinrgidadomuasnsdifng wadwsiildanmslinsesitoya
annsaesueldfsnagnivesgiiaanduile LLazmLauaﬂa&mﬁmqiﬂwwammsauﬂﬂﬂizqwﬂﬁm
TuviunvesUsewelng

5. Wan135338 (Research Finding)
5.1 nagnsniantsaatavesuwannasuansuiiednle nsdidinun nagnsnianisaainves
Netflix, YouTube LLag Disney+
5.1.1 N152LAS12% 8P’s (Marketing Mix) ¥89 Netflix, YouTube wag Disney+
fodueiesdlodfylunsuszidiunagninnanisnainedednsing q Nudsunanrlosuaniuiiseen
Jouiudazunanrlosufidnuazianmeilunsdniiugsie fanslinseidasdelfidunmeud
Fanuienagnsnsnaiavesunannosumariludusing 4 fiderd e ifeadrsanudiialusann
andufle el

15799 1 WIguLlgunagnsnIen1snatn 8P’s ¥ad Netflix, YouTube way Disney+

29AUIZNBU 8P Netflix YouTube Disney+
Product YafunseanA U Walvigldasuazineuwns  dnauensunuaInusy
(nagnswansouan) siuaty (Original Content) o (User-generated lwddests (Disney, Marvel,
fitlauvainvang content) Ingdiaany Star Wars, Pixar) Ingiiiu
novausngudming aNTIaNeEe wasliuins  AnumNvandmsy
waINUa1e99dy uaguUs  YouTube Premium ATOUATILAZETUNNTY
SLAUUSNIS (Basic, ANSUADUNUATILAY
Standard, Premium) 1y
WoANIsUNTlYIU
Price linagnssamatesviu  ldsUuuunsidiey Fasnaniudatuld nieu
(nagnssnan) dieazviouannmuins  (freemium) Taeliuims  uiininesiangenien Tne
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aq

29AUsENau 8P

Netflix

YouTube

Disney+

wagd g ldausiuly
UgyaiLhen

Snseulawan wavd
faLaen Premium @11su

WunuAuelung
whdaulsulydseaulan

U313 hilawan
Place dhdidlanuseundiedy  Whdddhwivledua dadmeiiuseundieduy
(nagnsvaInnN1sdn  wargunsniviainvany woUndLAdu niouns Tugunsalsing o uazvene
M) (Smart TV, Smartphone,  \@aulssfuunanofidy  namegnisindslunais
Tablet, PC) AsoUAuANT 9 (19U Chromecast) ninA
usmslunaeusene
Promotion Mnagnsadvaunddiois  Wslimkiflesendeon  duaSunisviesumssm

(nagnsn1sdaEIuNg

ASASaNSELANUFRF AL

AIWIsSUULYLTeailify

winLnauUSNIS Disney Lay

v18) wazaullonvesreunud  uavatvayueeunud  Tduwisuledlunisnsedu
(Viral content) neAsLaLMas Anuaula
Public Relations @59 NanwalNIwnAN e Userndunuskiunau A9 N NWAITMUNE

(nagnsn1s Aneuas wagn1sidiu WuRgoAtuLLazAIM AuiuATEUATY LA

Uszy1dunwus) sulusmstudisszau sudlefurfiowmesiilan  Uaeassuazeruindedie
Tan UYDIADULVIUA

Packaging Tdnseenuuvdumesie  senuuuniuanmald  Buwesialudssiudly

(nagnsuTIYAouan) s Fovde uasdl Wfledie Sssuuuush (User-friendly) finnsuis
msuuzditomiinssiu  Aewmug wazAIUANMS mnavgauuisulyduay
ANuaulavew g uanslawaulen NP IR ANGTENS

Personal fszuutiomdogninniy  Mesewmedfufiundeu  iusmsgndesulay

(nagnswiinauwie)  oeulatl (Chat Support,  uwannesy fsguu WiouMTATIUAYUNI
FAQs) lsifiwiinauienuy  Srewdodldriuiuled  edefineuaussdeiym
wadu uazuoUNaLATY Yoyl

Power Guiilumaneasiufie 1 asouasesgiugldo Tinaavaeusua Disney

(M5 IINAIM3081U1R)

811199INN1509ATDY
JayauslnAuaznTaImu
Turpumudsuaty
(Original Content)

seaulan deualunis
ARUALUILLLHIUIEUY
LugdILaziAIeUNY
la19aun

Tunsasnamnunnfuas
A5LANZAANARILADUNUA
Adunanda

5.1.2 NM131AIIENagNs STP va4 Netflix, YouTube waz Disney+ ¥agliiiiud
S Aunaanesusauldlunisasienuuanaidlunaiawaziifanaugnadmunelaeg el

'
aada

UseanSAn fail

M13949 2 W3guiigunagmns STP 94 Netflix, YouTube wag Disney+

29AUsENBaU

Netflix

YouTube

Disney+

Segmentation
(nMsuusngunana)

wUsnguna1anuANEula
ALY LU ANEUAS T
34 waransan sIUDIRY

wuangudldnuusennues
WamNushaa 1wy
YouTube Shorts Lna

WUINFUARIAAILAILANG
AOLUTUA UAE AINNTY
gouluunsulyd 1y
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a5

29AUIZNBU Netflix YouTube Disney+
ANWAENITTUTL WU NgU MSANYY AuduLiia wae  Disney, Marvel, Star Wars
AseURd nauiTuveuvs  muunumesld (- sadanguiuilaadild
wesudng vidonduurudsd  dudmien) AnuddryiuA
goniley Wangauveiomdmiy
ATOUATY

Targeting JQQLﬂ'mmsﬂiJﬁ;ﬂ%ﬁ Lmzﬂfjm:iﬁimﬁéfmﬂﬁ dadungudmangfe

(n3dan Foamsidomuannuans asmannvanglude asz  aseuaiuaziuslnafiAng

nguvung) wazanansn Uuidsuna  waythuis uasnauiled #owusUA Disney
Anuauladiuyana foans afadomuasn  Tnsawsidinuasdlngi
Tnglaniznquisiuuag 518l nunanresy neneneLuLied
Hluniuslnadiomosns wanzaulazUaansiy
soliles

Positioning Muhumladugiheain ehumdadu unasresy  Neduniaduunanviesy

(Menedwmie)  anduilasziulandifineu Dadwiunnauiiananse  Aidedelduazlaonde

WuAUatUAMNINGS

Y

nSouMLdantunIsTuTLN
danguuaslidnin a9

a5719 wualu wagAum
Womlavainviane Neansy
ANuSiazanuduis lng

dmsunsaunsi lag
P UAUDADULNUADINLNTU
lodniiveldee Feazviou

AzyiauNNENYalves wiupuluguruesulad A mdnvalvesmnuduiied
wnannesuANTwARIy  uuuiufduiusgandn fiAALA AN NENTY
RsdwmTunnAY wwasvlasuau 9 N3y

5.1.3 NaN153LAS1ZR SWOT 989 Netflix, YouTube wag Disney+ aauli
AUAMNTINVDIALTS 9ageu Tona uazaudssveudazunanrlosuaniufia Jeausaldidu

wwImslumsivuanagnsvnagsnaiieauliiusaulunisuaety fadl

9197t 3 Wisuifieun1slnsIes SWOT (Strengths, Weaknesses, Opportunities, Threats)

29AUTZNBU Netflix YouTube Disney+

SRR finpunusnuaiu Huunasesiidledllug  Tavsluneumudainuisy

(Strengths) Aungs lagly A fign ldnd 2 Wuduew  lvdnddodesiigiuumiy
AnseimaAnssudaile  ou freumusivanivans  aduiiAnAsouusud uazld
wuzthudemldusiugn fanaseldBaneu st Tuwaaundnuuulid
Wiusnisaseungundl 190 sgldnnlavanuasuuulyl  lawan Py
Usena Feseaduvanonwl  Mawan yafsaduayu a3 Ussaumsainisldou
waglimaselauuvamndn  eweslvasneele a1130eERAInTEAULAN
filsiflamvan Lenge5n57

nBaU - FUNUMIHARABUIUAY - AANARUIUALY - AL UNUATITR

(Weaknesses) Aol AALIINARUNNG ashiae (NAYANNNSA Feifleufugus
N3u gulvanls) - Mewwususndnann
- pnduinsgadiodey - Slavand e ewan Al mnldfidenlmies
Fupw Uszaumsalgflduuuns binldanuanas

Journal for Strategy and Enterprise Competitiveness | Vol. 4 No. 11 May - August 2025

2381INAYNTHAZ A

WANNTONNTWUITURIANT | TN 4 atu?l 11 wauniau - davnAx 2568



a6

29AUIZNBU Netflix YouTube Disney+

- seldannnisadag - dgymmoumnusiin - fvpindnauntsdnislu
aunIniileseg9ie nvanevieasilindvavsl  ungiinia
Lyifisnglannlavan 981N

Tana - gggnaatulssmamas - maldulaves YouTube - afneumnudlnaly

(Opportunities) WAL LT BULAY Lo Shorts wusduiu TikTok 19 4n5718 Marvel, Star Wars
nziusanidedla 1N ilevenegiugi
- aanulunaumud - 9818 YouTube Premium - Tauilerfuiiusiing
vannviane WU ansed Sea  wieufleesimvdmiug  uwanvleudu 1wy ESPN,
3% welludu LAFETS Hulu
- Uszgndld A, VR/AR il - siundanesuuugiii - Wanmalulad VR/AR
Wulaefdumesuondin  AAlesny Al luaiugle Wlea1suszaunsaliu

Batu oyl
gudsin - WBgynsudaduann - Audsanunanneiiifle - msuwisduainanduiisdu
(Threats) Disney+, HBO Max, & TikTok, Instagram Ptlnounududunds 1wy

Amazon Prime Video

- Fosniagudvarsuas
ngvangluunsUseme

- deymmsuasvayd dawa
fosgla

Reels

- ﬂ;]szl,ﬁwmuqmﬁam

warlawandiduan

- Jaymmsazidiamnandu
dwimnnslddeyayld

Netflix, Apple TV+

- Funumsnaniigety
NOMLAALIINARUAY
1ele

- MIYsURBLaznIs

avifindvavsnsznuse
1ela

5.1.4 anwnzlunagsnaves Netflix, YouTube waz Disney+ L{uin3osflofi 1y

a6 ¥

a L4 L3 o w a P ! LA s a J 3 v le’
'JLﬁi’]%‘Vi@\‘]ﬂﬂi%ﬂ@‘Uﬂ’]ﬁi}J“U@flﬁﬁﬂ"\]LWEJGU'J‘EJELVLGU’]SLR]ﬂﬁEJquﬁV]Nﬁqﬁﬂf\]‘U@QLL@@%LLW@@W@iN NU

M13199 4 Wisuuanuaieluwagsiaves Netflix, YouTube uag Disney+

a9AUsZNBU Netflix YouTube Disney+
Imtﬂaqsﬁﬂ Subscription-Based Ad-Supported uay Subscription-Based (Un4
(Business Model) (laiflawaun) Premium Uszinatlaiwa)
Membership
Ltﬂﬁﬂiﬁﬂlﬁﬂé’ﬂ ANUINTENTAUUUIY Sﬁﬂlé’ﬂﬁﬂi"lﬁﬂﬂﬁ ﬁ’laﬂJ’]‘TjﬂLLUUi’IULaBU/SWEJ

(Revenue Streams)

WoU (Ma18seeu)

(Google Ads), A1
a17%n YouTube

Y, s19l9a1nn1su
unanesu (Bundle) uag

Premium Tawanluueitud
nagnsAuABUINUA HARABUWIUARUATY Liindnpumudiieg 4331y 1P szeiulan Lou
(Content Strategy) (Netflix Originals) L2 Tnenss uidnlgld Disney, Marvel, Star

Stranger Things, Squid A59UAZINEUNTLON Wars, Pixar a&1aiifemn

Game LiB@519AY
UANA9INALYS

(User-Generated
Content)

RNENGY

Asldwmalulag
(Technology

Integration)

19 Al/ML wiiauuzyiiam

| SEUUAANIALINDNTERS

19 Al wavdanasduiie
wugnInle, JAsIEN
WeANIIUHUY

WAILLNARNDSUIIUAU
wiAlulad VR/AR, ldnagns
Bundling LiixiyaA1uin1g
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ar

RGUREREL Netflix YouTube Disney+
viulvavugunsal
nanuane
v v & Y U Y o 2 @ 1
Jolfseu AounudiuatuAMAINgs  giudlddnuauann, WUTUALTALNTY, §Iuuwlu
(Competitive , Liflswannsuniu, ADUUATAINYANEY, ARUMTELUY, Weu IP
Advantages) unaanesusTAUlan Unlinsiomasasng sgaulan

snele

Fadnavsannuionig
(Challenges)

Fuvunaniongs, sl
NN FUTNDE1NAE

AOUUAAN N
avave, Ugynidvans
wazaududiui

NINIULUTUA Disney 1IN
Vv, dad1innng
Tusnsurausenea

'3 S

5.1.5 N1331A121NAYNTN1Ta31uUITUALAZANANAYIIUTTAAYRY Netflix,

]
aa o ada |

YouTube Wag Disney+ lugafdvianin1sudadugs unannosuansuiiInlonasiianinagnsnis

a¥19uusus (Branding) wagn1sasnamuinavesuslaa (Customer Loyalty) iivesnwidiunys

nanuazinaaudnlinsed fuunanresuveny weliiuigauduazsuuiniafiunnseiuges

1 I3 U -ng
LARELNARNDIU AU

M13199 5 WIBUIBUNagnENITas MU TUALaEAUANATaNEUILAA

a9adsTnau

Netflix

YouTube

Disney+

luaagsna (Business
Model)

ASNUTUARUABUNUR
fuatuamnmgs My
nanEalkarnaulangaIy

HOtuNTas L UTUANIY
YUYUVDIATLOWIOT Ay
AOUUATE a3 904

Tguselaaiann nindau
metaya (P) Audaunss
19U Disney, Marvel, Star

aulamegnguiilan (User-Generated Wars lunisasanisiug
Content) LAZIATUTUA
P = Iy} & .. a 1% 4 . 3
LATDIADAUUAUNTT  ABUWIUA Original, AN nagns Bundling (wiinina
a¥auusun wannasulslawan, wannesy, JUswnsu 574), Emotional
duwaswaldanuding, YouTube Partner Marketing, nstaaulesiu

walulad Al Tunswuziin
ADULNUA

Program, s¢UuUN13
AAMULATLILADU

ANUNTITUTeLRnUDg
Huslon

nagnsaseanuing  n1sld REGEU NG P ML nsldnagnsnisensual
maagn@’ﬁ (Customer  Al/Recommendation SEWINASLOLABSHU (Emotional Engagement)
Loyalty Strategy) Algorithm Wieusu HAAATY, N15NA HUSAZATLAZIS 0951,
Uszaunsallinsanny Subscribe UarsEUULAY  MsadsyaLiukIu
aulalanigyara, N3 ieudionlmi INUIAS
Thusnsuuulslawan
gaudeddgylunis Anadudiumlunsidoy,  anuvaInvangvenel  WAIUBLUTUALAYAIL
#319auAna ADUVIUALNNZNAS, WU, N5TEIUTINVDS N3991v85U3InA, wilsu
Uszaumsaimssuruiiau A4, anuddndudives iﬂjﬁﬁﬁgmumﬂé’umﬁm
ua ADUNIUA Wy
dnwaznsiidausan  Wunsldeuiisuiunay Wunsdwsiiuuass  wiuinsisgacmennuidn
volY psenNaula METEVINEEMAEEYL  UarAnuRNTUiUiIazAs

(User Engagement)

(Personalized Experience)

(Interactive Community)

(Emotional Bonding)
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5.2 wumanagnsigsnandviaanansmiluuszgndldldluuiunvesussmalng nsisge
uazfnwignailuszezem Taslowglugnanvnssutiuiinfouimsaniuisdussmalnefdninig
Aulnegnasioilios msadunoumudfiazvisufivimusssuuazavaulavesnuluvissiuaz e
anuaulauagnsiidausmangvy msiinagnsainunanrloduaniuis Netflix, YouTube waz
Disney+ wuszgndldlugsianavialulssmealneausovhldlumansds il

5.2.1 msldlanagsiaitandu Uszneuse 1) msasinsaindn ssialulnganunsa
ihlananisadasaundnues Netflix uild Tnsnisiiauedudvieuimsiiinnuuandag 1wy ns
iaueuinsildinalulad 1wu Al w3e Machine Leaming lunsuiuusauszaunisalvesgnin il
andnflanufienelauasiivunliufiazed fuuinisluszezen uas 2) mIaduayuanlavan luea
5379984 YouTube Al¥msaduayuanlavanaiunsniunuivldfugsialne Tasionzgsfafising
WeLNT L evrutesnseaulatdviounanoduaniud iy nslavariuivleduieos
YouTube Wieafenelsannisuandswan

5.2.2 n1sa¥renaumudiiduendneal §3iaiidnagnslunisaiianeumusi
uaneine Taidnasduniweund 334 vienmsafradomddiadianziazas annsothundeuan
Netflix Tumsasuasensumudduatuiiofsgauazinwgnluszezen Taslawglugnamnssy
Tuiisideuimsansudislulsumalnedidiasiinadulnegissoidos msaieneumnudiasiouds
Susssunazauavlavesauluviosiiuazdiofinanuiaulauasnsildiusimangey Wy nnswan
#3dvIonzasiididonnfoulostuiinnazifnsdniudinvosaulne iy F5dAAed0ady
UszTamandlne wion1susuugemuiunasd essalutausssulneliiuadedu §eazvinli
unaeveuannsnutsiulunaaldity wavadguunueduiisng

5.2.3 mslfmaluladiiatstuussauntsalfld ssfslutszsmalneanunsaldszuy
wugilomiwaunandeyadld wu nisld Aleuusindudwiouinisiinsstuanuvouuas
ngfnssunstevesgnéudazyana duduwumaiiviliunanrlesudianuuanssuaslnaiuain
AU Mvgaty szuuLUzihAufvosunaniedy E-commerce Tulve 19y Lazada vio Shopee
14 Al Tunsuusidudauusziinisdeveagndn deeuuszansamlunisvisuazaing
Uszaunsalitpuignin

5.2.4 nMsafeanuinfveasgndn nsldnagnsnisasaanudndanunannesy
LU Disney+ ﬁi%’m’lmwﬁﬁLmi'aeumLLUiuﬁLLazLLWiﬂ%ﬁﬁﬁ%LﬁmLid]um%aaﬁaiumsﬁﬂ@mLLaz%’ﬂm
anfn anansavhunldlugsialne Taenslénsmaiasinuanuduiusionuudiugnd wu nnsda
Aonssufiewdmivaindniifinnmdnd msliansiiiay wensldlusunsuan nileladuainenss
dusn fegrau Sudmiessiauimsiiandusunsuandnidielransfiewungndn iy sl
duanfiay vensiafnsaufiavdmiugnéniiinsteaudvielivinsedsaimae

5.2.5 N1IAINUATIATMATUIANLNAT iNnzaN n15AIvuasia vz au iy
nguilamang 19y Disney+ Afinnsiuuasiadmiuaseuasiuazdufininanainvats a1mnsa
hunldlugsiaiidesnmatrdagndvanengu fislundvessauaglssinnasudnsfimangauiy
mnufeInTs gaRalulveannsafmunswinnafiunnmsfunsngudvie Wy siauinng
dmunsounia videdmiugiidesnsuinmsniinuantRfim
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o

5.2.6 n13USUAINUNITwIaTY g3ivlulsemalneaslinuddyiunisimu

walulaguazyTunagnsnmenisnainegesaiiiod iensuauewanisulstunuwsilunainfdva

Y A

fregraau gsfausmsansuddlulne 1wy Trueld wSe iQIYI aansaldnisiisesidoyarldi
Uudgnsthiauaiifonvdelushulinsstunnudoamsvesngugnénians s

5.2.7 n3a3auususNTAuLAnAIg MsiinagnsnnsaaLusuAaIn Disney+ B
THussleviannunsulvduasiedowesuusudiefsgaanndn annsauszendlilugsiasng 9 lng
MsaduuTuenTiendnuaiiangiuar i mduiusifdeduilnalussezen fedugsialulne
191 Coca-Cola ¥i3e Thai Airways as1suusustunsaiuayuiansanasauduiusszozenai
ané axtelissRamdtansaatsemasindniuasBundlunanald

6. @3UuNan1IIeuazanUsIena (Conclusion and Discussion)
6.1 d3UNaNI5IY
¢ o A aa a | 1% |

gaaunssuunannesuansuddalodulaegenianselanluyimadsseicuun oy

¢ Y] | . . ! a s a ! o oA
wnannasunaned1e Netflix, YouTube Wag Disney+ #i1ainagnsn19an1snalniuans1aiuiiie
MEUAUBINDNITWYITURAENGANTIUN UTInATUABuLUas uAnwidnudn Jadeddgnvinlv

13 & o [ a aa ' sy ¢ aa
wnasnesumaIlusrauaudnsa taun lueagsfantangu nagnsatunsunud walulagnyie
iesuUsraumMsalilY uarnisasisanuinfvesgnen laei Netflix fadunsasispeunudsuaty
wazldszuunuziilonfiduindsumedgygiuszavg (Al lienauUszaunisalsusuiudiudn
YouTube l¥pauinusiiasialagly (UGC) uazlumagsianatduayumelawan viliaiuisadnis
nquidmanefininswinuazdglinsiewmesasneseled @i Disney+ 01dBALTIRINUUTUA LAY
dvdnseoumudanusulddons wu Marvel was Star Wars vinlianunsavenagiuaindnlaosng
59057 8819l3finu eauunanosugIR NGy AuAINTINIg LU N1TLYITUTN TULTIIN
wnanvlesulvy 9 duvunndnnswmnuAngiy uasnginssuvesduslaaiiufsuwlas Gavilvives
YSuimanunalulad nagnsn1snan wazhuiniaiieanuduiusdugld lavasy Netflix,
YouTube uag Disney+ finilkuinefiaenndosiulunagsiavenuy Netflix wunaumnudaan g

L5 A ) | Y (3 v a a1 |

wazUszaumsalSuruiludiudy YouTube Tdlavanuazaoumuiangldiitomiunisiidansy uay
Disney+ 9@l UTUATILTIMNTIMazTIA TNz AuasaUAsy nagnsiariiluunseuddgyiaunse
inlUusuldivanamnssuansuiislueuian

6.2 aAUTIBHA

NAENENINITNAINVBIUNanHoTuansuilIAlansauwnanosy Insuszandldnagnsnig
N1IRAAALUUNAUNETY (Integrated Marketing Strategy) p198UsEANT A lasumazunanosy
denldgauduameaulunmsadisenulauioumenisutadu nagndues Netflix gaduiinsnanaeu
wuRAuady (original content) W @ATIIAIULANA 1AL AIUANAVDI b4 (brand loyalty) @4
#0AARBINULWIARYBY Porter (1980) 1383 NagnsAULANGIN (Differentiation Strategy) YouTube

Y a

Tugruzuwannesundalenmalglidunsdndauaziusinailen (prosumer) Tdnagnsnisnanauiu

Y
YUYULALIANBITULULUNTDMINUNGANTIULVN FearzroukLIAAYRY Kotler & Keller (2016) 1384
N13RRIALUUANIZUARR (Personalized Marketing) wayn15ly Big Data tiariuUsyansainlunis

wWdenguitanune @usu Disney+ nagndnanfe nsldnsne1nsaudvdns IP Mduwda wu
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Marvel, Pixar kg Star Wars snasneusegslalunisadinsaundn aenaqediuuiifn Resource-Based
View (RBV) 984 Barney (1991) #1iun1sldnsnensianizdalunisadrsanuliuioui 8y
(Sustainable Competitive Advantage)
mﬂmi';Lm%mﬂiaumEmﬂasmﬁsuaamamLLwaWWasﬂuamammimwa NURWINIT]
ssnvlnganunsauszendldla lawn Usenisusn e nsitmuienawzau (localized content) 7

]
¥

agviouusunmsTausssuvating aonadosiunaldsres Okonkwo et al. (2023) figiuilonlu
viosduamsaLiua LU sualasnsiduesiuilfedsiifodifny Ussnsfiaesde
nslénagnsdeyaidugiu (Data-driven Strategy) lnannsiiasizvinginssurfuslaaiiossnuuy
UIMskazuNuNIRaInfinsge dadunagnifidanudAnydsugaddia dsil Chaffey & Smith
(2022) IidfugFannslideyaiiousulssdunisssaumsnigninliiiussans imanniu Jsens
gavine Ae n1sasiuiusinsi@enagns (Strategic Partnership) fudliusnisduwmesiile aAedede
uazUITmdeviesdiu eiiuteamamainfuazandununimain JsaenndesiuuuiAnyes Value
Network (Allee, 2000) fisjafumsairsaametnasiorulussuuiinagsia

{3 deindoyaunasuiiutadouvsnnuduiovesunanrosuansud oe3ale laud 1)
ANanInsalumInevaLesengAnssuiUslnaiasuulasessminig Taslawiznslideyavung
Iuigy (Big Data) wagn193LATIZALTIAN (Analytics) Lﬁavﬁ’ﬂaLLmIﬁmLLazmméfamﬁmaqcﬂsﬁmu 2)
mwizqﬂﬁ%mﬂulaﬁﬁﬁguqa Wy YyayrUsehvsg (AN sUULUELE oW1 (Recommendation
System) LAYMIARIUAMAINGY LitelfiUszanSnwnsTiuinisuasysvaunisalvesiy 3) nagns
NsasIUTUALaELETNAII9AUANATe Y (Brand Loyalty) pumsiaLemduatiu waznns
ponuUUsTUUAINnTineulavdaudosnisiamengy 4) msuimsianisaeumuduaraviniosng
HUszanSnn lneAaienuvaInuaty AUATEUARM kavAIINYNABININTEMVIUANIIN VY
FENINUTENA LA 5) N15AIMUAFILAULIMIINITAATN (Market Positioning) TALAULAZLANAIIDIN
duds iioatsdndnualveauusuduazmuldiuisudenagnsedsdedulunarnd efidviafiiingg
utsdugs tademeanifuasioufuuliunmsdidugsiaRavadidesonderotnnssy melulad ns
UImsdnnsteya uaznagndnianismaiaiiaenadesiuuiunvesuilaaluamsseil 21 sudu
vhladdnuesnsairesmnulsiuisulunmswsiulugnamnssudeyelvsl

7. msUszendlinanisideiiedSuaiiendnuanansanianisudsiuvaesdns

MNANaNTITBIS 01 Jadsurinnudiavesunanvesuansuiisiale wui dnagndna
MsmaevaneUsznsfianansathunussgndld eleduaisdnauamnsanenisudaduvesesdns
vislusedugania (99Ans) uazamnia (szdudssmne) Idognaiiuddy dl

7.1 mslddayadugulunisdadula (Data-Driven Strategy) 84AnTaIN1TOUILWING
384 Netflix uay YouTube 44 Big Data uazszuuwuztLhew (Recommendation System) unld
Tunsdrlanginssuduslnneg1ednds wazoonuuuuinisfinouaussldosnansgn nsusuld
wuaiidelfesdnsiiuusyaniaminunsnain andununislavandlisiiu afeUssaunisaid
RINEYARR ANLEBINNTINNEINGNA LaziiuyarnaeTnyeignAt mnssdnsluseRuUsIng Ly
mi91usy ioniagsAade tuumnedlule aranunsafiuevannsolunisuraduves
gRavNIIURIYAlNe annmsfianasumudiiewnd uasimumududieanaluladuargudeya
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7.2 mawanieniawiziu (Localized Content) naidofusuin omilazviouvium
Sausssuviesduiidninareanuynitunisensuaiuaznsidiusmvesjvuegsiidod iy oadns
ansfaLLUTUATITIEndnualiesiudaan annuuansInguisnumd uaziaiuainaniny
fnAvesrvyl (Brand Loyalty) muﬂ’ma"]L%"mﬁazﬁaué’mé’ﬂwaimaaQ’U%Im nansenuluseaulseing
Tnglonnznnsg o1aduaiuenamnIsuinmsssuaiassd (Creative Economy) titeaiagarmg
wasuginndeviesdulussdvana uagldiduiaiesile “Soft Power” a¥1enmdnuwaiifauinues
Uszimeluiaiilan

7.3 nsldmalulad dug i o wuszaunisal §14 nsdszgnildinalulad 1wy
Uayayrseing (A) szuvaniuauasidengs wag UX/UI Fimouaustuudvalny Judnniladade
dfniiduaSuanuldiuoudmsutsiuvesumnanlosy Tnsiang Netflix wag Disney+ 83dnsialy
anunsmilUyszgndlifuunanie suRiviavesnuiliosnsefumsg . uauansalunisugadu
fuuinisnsUssme uazasnegiugnAvidiulagsinsUssme danlusdulssmg amsinistundeu
\ASugNaRavia (Digital Economy) agnafugUuuy nszdun1samusumalulad uazasiayaains
sumalulagnglulssimaiiunsiaumninensuywd

7.4 msuiwsdanisuusuduazavans esnsfigusatans nsdldnuives Disney+ uandlyi
Wiudsnudfyvesnislénsnensdedng (ntellectual Property: IP) fiiduuds i eas1agiung
siosesuazauindvesiuilng esdnslneannsnadauaruntiosdeing domineiioadrayas,
50281 Wazve1ensld P lUgauduazunisiedy 1wy mavieniisn msfnw uazdeniigu iile
dwon IP Ingludamainanna

7.5 MIaF1INUSAAIBINaLNS (Strategic Partnerships) N135a37144A30918ANIT IS LAY
sgisunilen fliuinsiassdng uasnhenunasy funumddgeenisveisnainiazan

P

dunu TneamzlutFunnisudsiugwesgaamnssude seiuUssmAmsdunsaiuaiov el
AaIAN (Value Network) Litetasuasnaszuuinagsiandafidsdu wasiindnanuaiunsalunis
wistuveusznaun1s SMEs nelunainlan

nanléin nagnsnsnanavesunanlesuaniuiinialeszaulaniiuniSeudhffianuisatimm
Usegnildluasdnsing iofiunruannsalunisusstuisiumalulad om nagnstoya wa
N15UINIIIANITNITNEINT ndinnsdaaSueg 1993 daluseaulsena doudanasonisensediu
ANNANINTIMNAATYERITRA Msasssndnvaidelnelunilan uazmsaLAsugRagIuAINg

wazuInNITU (Knowledge-based Economy)

8. datausuuz (Research Suggestions)

usnmilonngmamnssuaniuils uni3ouainnsddnuives Netflix, YouTube wag Disney+
geanunsniluussendldiugsfiandnanazgnaimnssuduisusuanls Ineamzludssmalng
Town 1) ﬁqiﬁﬁ]ﬁl@LL@%LLW@@W@%&M@ULVI‘L&@? 2819 LINE TV, WeTV wag TruelD maﬁwuﬂumaqiﬁaﬁ
wanAmaNEnNa U Msld Hybrid Model finaunauszninslavanuasandn Lﬁaim%’uﬂﬁnmﬁ
fwgAnssunsuilaniiuandraiy 2) uanneumud msliaruddyiumsaiausuduasavans
ADULNUA (Intellectual Property) WuLAaiU Disney+ Lﬁlaﬁﬂﬂiéﬂ@mﬁiumiﬁiaﬂaﬂﬁqiﬁﬁ]@ﬂﬂﬂﬂﬁ
a5198uA19INABIIUG (Merchandising) w3an1suAsuwmudlUmewnglussAuLIuIwIA 3) S5U1a
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Inguagnmisauiiieites msatuayugnavinssuneumudndna Taglravsusslovinianisun
JranneumudLazatuayunsasusnumalulad Al uaz Big Data WielvigsAaanunsausaduly
sEAvaINale uazansnanuasgsnacumalulag awnsatilueaves YouTube lussendld wu
mMswaunanefuillalemalvigladauazutsdunoumud s2ufans1d Al uag Data Analytics
dlaufiudszansnmvasniadidsgndnldunngsiu andunyuaddyiivielvssalulsanalng
ansaiulnegedsdulusuan
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Abstract

Marketing communication is a crucial factor in the competitive banking and financial
business, especially when communicating with Generation Z, as a target audience. This
demographic is important for future business as they are entering the workforce and will
become the main labor force of the country. They also have financial knowledge and financial
planning characteristics that differ from other age groups. This research aimed to study the
influence of content characteristics in marketing communications on Generation Z's banking
service decision-making process, focusing on presentation formats and message appeals. This
experimental research utilized six prototype advertisements with different characteristics,
presented to six groups of Generation Z participants aged 15-29 years, with 30 participants per
group, totaling 180 participants selected through convenience sampling. Data were collected
through questionnaires and in-depth interviews. The data were analyzed using the One-way
ANOVA and the Least Significant Difference (LSD) method. The research found that different
content characteristics significantly affected banking service decision- making. The video
presentation format combined with a rational appeal had the most influence on Generation
Z's decision to use banking services. These findings provide businesses with insights into the
advertising consumption behavior, optimal content characteristics, and the influence of
advertisements at each stage of the target audience's decision-making process. Businesses can
apply these findings to develop effective marketing communication strategies targeting
Generation Z customers.

Keywords: content marketing; content characteristic; presentation format; message appeals;

buying decision

1. unmin (Introduction)
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nngsAalusangugnandivane TuilagUussiaiiniadenlunisdeasetamainvaneguuuy
vaINMANEYoIMIeNsAeans TnqusrasAvdnvesnisioasnigsiane nsadanisuiunngugndn
e WiAnauaulalududuazuimvesgsia uasienisindulatevdelivimvessfade
ané1Resn1s 919138989 Sornrabeab & Srisai (2023) IdnandwuiAndumansdndulaie
(Customer Journey) Fna1nuuIARLUUSIa89 AIDA Model va4 Elmo Lewis lﬁﬂénﬁa%gumwm
nsindulaterasfuslnaluusazdu ddduudasduiutnmanaadviriihnisdoaminisnain
denseduliignénsnululuusasdureadumsdindnaufsiuronisinduladeluiian Tnsluusdas
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anémnelduiniu weeialonalunisdnduladelfunduldwudeatu §ideTadaiud
mnuddylunsdeansnienisnainvedssia Wgshasenuuuviernmsieasnienisnainliga
naugnétvaneuasihlinguandnimanslugtunsdadulatonieliuinisvosshald
U2UugsnanIsEy ﬁ%@ﬁﬁﬁﬁ]ﬁmms(ﬁmﬁmiLLGdasﬁ’uﬁ’uqamﬂﬁumwmm'faqmwaqaﬁ’wmu
flduimsfiunniu Snvaiauisduueenuansusliiusoanunisaiuasnouaussdenudomns
vosgndinguiiisane wstutududilusaindiudng 4 fafu nshmsdearmisnisnainves
gsieduduFesiinsldladuogiunn Tnsgsiasumsdrilngazgauvenegugndlididanga
anénfisnniu Taslawigngugndnlugiseny 18-30 T wfenguuserinsiaiueisdud esainngu
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nauifiannuinsinunisiukas Funnaununisnsiuininguaneistudu esanidungud
Fulawdoutumaluled wasnsdnfuvasenug deyarie o egunnine usegnguiaiuaisdusiy
feeddnuaznissudsuazarmianismaiasitstuoentd Taslunuidesudazynisdnwiade
Anudnwaizvouion Anvilufuguuuunisthiaueans (Content Formats) uaglusuangdlaluans
(Message Appeals) 8198931n41U338U89 Saraneeyawong (2022) na1331 JUkUUNsULaUANTH
mannva1e UL TeguiuugUn 3ile wieunanu uazawideres Swasdison & Prajaknate
(2023) lé’fﬂa"nL?\Imﬁuqm@ﬂﬁﬂumiﬁ 2 sUwuuman fe n1syalasieAuilivgua (Rational Appeals)
wazn139alanigansual (Emotional Appeals)
1ansruairfilinunuideiinsfnviivatunisesnuuunsdeasviensdnm
Lﬁ'mﬁ’umﬁmeﬁqmé’ﬂwmzé’mLﬂjjwwaqqiﬁ%mmsﬁ’uﬂﬁjuqﬂﬁ%ﬂmmawmaw%’u% WANU
UV Saraneeyawong (2022) fivhnsanudnsnavesnsiinsnaiadaiiemiiinanenis
sadulaliusnisvesunanneasu OnlyFans Tudsewdlng IngyinnisAnwidudsiudsssinsaans
warmndsinunmsviinisnaiaidaieon dutesindluanuddedlidifouosimniduiudivie
UinsUszamduiunnsnseenluuazmnymsdnufunguiaiueisiudaslinansdnufunnsiaiu
ponluvdoli defoyaiildanmsfinuniastaeliesdnsaunsooonuuuiomuesasldognmsga
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2. nQUszdaeAn13338 (Objectives)
1) Anwdademunndnuugesiomiuansisiusziinadenisandulaliuinig
wananaiuvsely

2) AnwdvsnavesnaEnwazvatlomnildnsnadenisandulaliuinissuinisves
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3. NSVNUNIUITTUNTTY

Tunsfinuniteadsildvhms@inwienans wnda ngul wazenisediieates fai

3.1 AnumsneuazANddyvasIRaAlaion

nsma1adailen (Content Marketing) Aa nagnsnianismatnfivinisdeansdeyaly
suuuuing 9 Tudangugndidivane TaeflgauszasdmanisnaialunsdeansifienseduliiAnns
Suduamiansdndulatedudnioims manmaidadevidunagnsnisnisnaindifiniud dy
wnlunisinisaaralulangataqgiu Failom (Content) fifle @13 (Message) flaadnsudogsia
Fosnsdoansesnty elinguandidmuneiinnssusludsiigsiaviessAnsdosnisazdoas 91
Thapsiri (2013) léeSu1eaumangliih a1s fe enuddniindn o1sun Wemansesing 9 (umsiiy
dsansdoansoonlinuresmismsieansludalfuas uaz Phinyolapha (2018) lélammsneves
msnandadenlii Wumadadunsnaagiuounils Adlunsssuwnduazdsdeiionludingy
feuiidugnénimane neiinguaraslindulivinaieteduiluowan Tnsndmiussam
yosdofiazlilunsmeunsansienlddeussian unanu Suliinsiin uazidle

3.2 qmé’nwmmmtﬁam (Content Characteristics)

psfnsfosddsimanuaisesdusenousiuiu egUuuunniauea sviedssanieiioy
1 domilvsAeansvFemsunsluganguidmang msastsznoulufednuurlatiawazuuulaiioy
wiangauiungud1ving 31n91u3T8ee Kriengthaweechai & Noonpakdee (2020) na1311
psfUsznavvasdonda Usznoudae dornu suamisnmisuaznimedouln des 3dle uas
sUuvuLov Feorannsaunaiudidefui oldlunisdsnansluga Yuas Tnglunisin
msmaadaiemtu smainmanigadlugdiuidenuarsuiuuresansazarinsnosuielddae
Audnumzvanilen (Content Characteristics) lavAsilasdnsudogsiamsilels fosusznay
fail

1) suwuumsiiaueans (Content Formats) nsidenguwuunsdilaueans 350333
Ailsfsmsduiuiinvesngugndntmng mslideludlagiu iledenldguuvunmsiiausanslv
mmzamf’T‘UGU'aamqﬁiﬁi’ﬂuﬂ133amauaﬂﬁmmzamﬁ’uqﬂﬁwLﬂmmw N8BS Thongarsa &
Boonpienpon (2024) na1271 mimmmL%qLﬁ'uamLﬂuLwﬂﬁﬂgﬂLwaﬁQﬁammLmaLLWi'LLazﬁwia
domiiiuseleviisenguithmngld dutesmnanmsieassing q anmnsoudssUuuunstiaueiitew
TullagUueentiilu 3 gUuuu fe Bulrins1@in (Infographics), 3l (Video) uazunau (Text)

2) augngalaluans (Message Appeals) agslaluans fe aaiilésuniseenuuUT U
Tugdennans ileasrdudnalumsliudilaliAadugiuans wu anunda rsunl mswauely
s19¥a usiu 9nuideves Swasdison & Prajaknate (2023) lénanatAsafugngsla Fedszneuly
#e M3gsladnuimmma (Rational Appeals) Ao yngdlafiiufistoiianss avsvideuselonifigndnay
¢suanssia magsladnuadldifelduinlifnmnseninfssslonifiagldsu wasnsgdadu
91518l (Emotional Appeals) A® mmwmmmﬁaﬂﬁqﬂﬁ%ﬁmmimﬁw%mmiﬁﬂi’m ioliiAn
ANudNTTuSNsAIISEnsEninegndniugsie wu fanayn Auu iudu enszduligndiin
usegdlalunistodudwidouin
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3.3 arununeiReatunsdnauladedudi

nssaduladedudn (Buying Decision) Jumsinseinginssuguslon HangAnssuUnS
Younznslivestiuilon lddrasduludrurosyana ndu uioasdng iefnwidseudesnisuas
ngAnssun1ste n1sld msdenldusns wieUszaunmsaliviilvitanela iethdmeuilduniamn
Junsimuanagninanisnainfivgnevausssenguidmaneldogianunzay Kotler (2016) &3
namanszuaunsindulede (Buying Decision Process) 31 Usznaulushetunausig 4 ﬁ@%@ﬁaq
siunszuumamatiineunsnlugmdinaulate fituneuisua 5 dunou A nissustlam n1s
wanavndeya msdsudumaden madadulate wasnginasuniendinsde

3.4 wwaRnunnsAaauladevieldusnis (AIDA Model)

wuuassansnaafiesuienszuiunsiguilnadaauladoduduazuims Tnsasatiy
fatumeuiiinnismaadesdiiflefsgamualaasnszduliAnmsnsshvionisdaduladelufian
Liu & Singlumpong (2023) nd1231 nszuaunsindulagewddldidu 4 Sumeu fis 1) sl
aula (Attention: A) e fasansdeuilvidSuasvsegnAinn133us 2) awuaula (Interest: 1) Ao
nsiignénaulansdudmieuinng wé’qmﬂiﬁ%’umaﬁa@mluﬁﬁgmm 3) A1UU3150U1 (Desire: D) A
Tuiignirfanuussoundiagde ndslddudoyarna q vesduduiouinisfiaulauds ua 4) ns
Fadulage ( (Action: A) D %umauﬁaﬂﬁ’]ﬁmﬁuiﬁaﬁuﬁﬂL.Lavﬁmﬁfu 9 LA INNITNUNIULUIAR
LLﬁu‘I/Ii]HQ‘VlLﬂEI’J“UENﬁ] LAulAan Imumamaqmim@auiwammummmaanumasummmuﬂm
A9 N13EBAITNININAINTBIINT AN ALY dannssanuuumsdsamemsnaalsnsiy
wqmmimmawaammﬂamaﬂmlﬂmma filudnuarresgluuunisdoasuarqngdlaluansitld
Suduandnvazddgiimsiinnsandeunsihmsdeasmemsnainiiuies

3.5 NTOULUIAAIINITIY

Audnwuzvaaiion n1sandulaldusnis (AIDA Model)
- Uadgeuguuuumsiiiaue - 333 (Awareness)
(Content Formats) — - awaula (Interest)
- Uaduinuangalaluans - AuUTIaU (Desire)
(Message Appeals) - mssmdulade (Action)

ANA 1 NTDULLIAAIUNISINY

4. 75115938 (Research Methodology)

nsAnyAdelundsififeriinsidedmnass (Experimental Research) lnefignuseasd
iieAnwnavesgUuuumsiiausasuazagslaluamsifinadensdadulalivinssunasvesnguia
woistud densvasedingudnouuuuasuniufurlavanduiuy Tavanduuuuie 6 gUnuy
Tneinuandndaaildlunisiiaus Ao nadnsausitydkunnidna (Diital Saving) Hieswinnis
d15ranudn dadinsldusnisudndueiussiandulnfdvialidadiuvesdainsldusnisdilngoglu
nauuuelstud warlutlhgtunsruanslivndtuinnuuuddvaddaduifey Wesnnszuanis
$ndlan Snits Ty dusziandsnandalsnsmansuunuiigauarTunatesuiaseinsneneuiaue

[

WanduaRINa19n T FITedavinlavanvianie 6 ULUU sl
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wushnuuulsayoaaile nhmmm
qsnssumumvaaulau’lnanwaqn
Uaoaiis Saswaanilefiav asaunauna
BSNSSUNISIDU
21y 15 Uusysaiduly
sasiaanibs 0.55% dall [iidems
fgsassunasuladldaaan 24 dHluv

Burhauuulidaya Wadeyvian 1 uin
TdidArsssuiiionDadnyd

ynnasssual DUasus:zuiuu
(Smart Card)

e .

TRsunmsoandulu
Huktvluniseas:duisavavnu
tRaaudariumstégsaiuuvuinmiu

(o dldRsumsaauaunna)

A9 4 amlesannisinauegluuusulinsiinndyngdamuensual
Ma1: Yeyamaulaimedayandnsin (Sales Sheet) Rusniiaisen Digital Savings
1m8 Government Saving Bank (2024)

4 DIGITAL
" SAVINGS Fi

wushauuulidaya lidavasssaw likauduau

sosiwaniioge 0.55% doll lirdemd
(dos1oanilsgonituuudayadiv 0.25%)

rgsassuruntvosulad Tudovidenansuims
Wavry e 1 vin lilimsssulbouiy
yAnasssua 21g 15 Jusysaiduly
GUosus:usu (Smart Card)

RANRS
AUy BiBurhnasfatwuAdILAzaInaUNE
ua:NauNanauunuAAuAmikAvAl

A i 5 amlevannisdnauegliuusulnnsiinidyegdamuvena
1: Toyamsnalanedoyanansig (Sales Sheet) Rurniiaisen Digital Savings
1ny Government Saving Bank (2024)
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i fhae! BudhniireuTendau Gen Z Lﬁudwnﬁ'ﬁﬂﬁqm'lﬁmlﬁluuuuqﬂﬂq! e lavla laduaanmn!
“DIGITAL SAVINGS" Hushnuuy 15aya

Smsmanide 0.55% il laiiinen!

218 15 Hudysaiivlal

thn Tau d1a wiaaanu vilaauan

aantiagad uonlasaiama

fiatinslszangy (Smart Card) ludnsnilady#ldae
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A9 6 anlawannsiauesukuuteanuniyngdlaniuetsual
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Aitlainenis uagUseleaiidanuisedn daunsedu wu “IWsuaseesdududiuniddunis
onseiuiinvesanu Taaiinalunlddinluuuuiiauiiu’ “iauihssnssusiuniseouladls
oghaaym antl uay “Fosliudilel Tind Aanilusennoy” Hus

2) gegslaluansinumgaa avUszneuienmiideudiadunisnig deansdenmilasl
AN Bevie wazdomuildazidudnuurdyanisnis dolufmalsylovifiuiasady
uén wanadeuly uasisufisunaneuunuiingfuiudunnmstudsdeyandnsusifiosediaden
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mu%’aﬁﬁﬂmiLﬁumamiﬁﬂmﬁgqL%aqmmwuaz@w%‘mm lagvianisiiudeyaain
Luude ULz sENNWaledn vhmafununudeyaannauauluestudaiiiysuiaisesis
toemilausis 1dennquiiogisionsduuuudadyduedosdelumaiiudoyannuszvnsuazngy
fhegsftagrhmsin deszannsilflunsinuadd Ae nauUszansvefidneglunguiaiueisty
g MAnluT w.e. 2538 - 2552 Wnsgudegremuauaznin Tnsuienguiogislunsdnw a
naslavanduuuuldidu 6 nau Yinsdndennquiiegnendguay 30 Au undudiog1simunly
msdnwiade fo 180 au lnedAdeldvhmsduduniualfedn Mnnquiesaifanuddlanagisile
Aol duanisinufiasiBoauazutiug lnsdudunuainguiegneis 6 nau Sununguas
10 Au Yinafiusaurudeyasautudl 20 ngadnieu 2567 fs 20 Surau 2567 ieldSunsney
LUUBUNNATUAINSIUILNGLFIeE A avi N sAnwaTUdunds §Iduazthdeyadinann
Ainnwisheindesilemsiinngideyansaialaelilsunsudifaguifiemdeasuauing Usasd
1991538 YimTenesiteyaianisiinsgvidoyalangsann (Descriptive Statistic) faen19uan
1A Al Fevar uazvAade tieldlunisasudeyauaredurenadildainnguiiogis uaznis
irssvideyalaouutu (Inferential Statistic) #2ensl938nsmsadinisiinsgsiiiionnasy
Ansrzsiauuanessniuls nedauuigiu fe 1) Jefunadnuusvontevfiuandietuas
dsnasionszurunsdnaulaliuimssunmsvesnguiaiuelsiudfiunndiaiu 2) Jeduandnvuzes
domiinardensruaunsindulalivinssuasvesnguinuesdud Tetladefusuuuumstiiaue
a1suuuinlenazynyslaluansaueisualaziinasanisandulalduinissuia1svesgnAinguiaiue
sTuTINnTign T meseuaNAgIufsaiAnTIATIEAILYTUTIUNAAE) (One-way ANOVA)
desnuusiunteenidu 6 nguuaziulsny JudenliiBmmeadisingn ienaaeuing
wUssuusiazminasaduusauseold Tusaznguiinnuwansnsiuniely uaglddsn1s LD (Least
Significant Difference) A fin Post-hoc-test Al#lunisi3suifisuaadsseninangundsmuingl

1 [ A = I v [ ¥ aa ! (% Q{' J LY Y I au
AINULLANAINAY LWEJ?THH’TJ'WYJLL‘Uﬁ@I@U’WW@JNﬁW@G}’JLLUiG]"IﬂJ‘VILLGmG]Nﬂu waznsulanalaldpide
G-

5

ldeingegaauenngn wsaieduiudy lagaglainaeinisulann fe Widy = = 0.08 lamn

dmsundsanuming fal
4.21 - 5.00 wuen U5y ”Ummﬁuﬁasmmﬁqm
3.41 - 4.20 ¥U19T AszAumNMuAI8LIN
2.61 - 3.40 vineds 4
1.81 - 2.60 #1884 &
1.00 - 1.80 yaefls fisgfumnuiiusnedosiian

J 43 ”Umﬂmﬁué’{’asnhmmq

ee

)
)
)
i1 flsgduanuiuimetion

wazvhnienyideyannsdunvaliBsdnldundmauuuuisassaing deliilidoya
annsaasraunsainazasmesliegnedasy Teyaiildannsduavalazgniuiindesuazaon
mnuduanednualdnuseteasuiu ieldlumsilesgiiuduluduseazideaUszneuiums
AATziveyalisUTuu

eV RO CRETD)

H3dulavinisiiuuuasuaulynaasld (Try Out) 97u7u 30 AU Wi oVinSVRgdeU
LUUABUIFMBNNINAGUMANANNITeITU (Reliability Test) Asuaziuuuasunululdlunisiiy
foyassaninngusiiodne uazdidefinshdlavanililunisdnngugagdlaluans thddananly
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nageuALARLiuIINNauegs Inglinguiiednusailiudssleaudaneudauindugegilaly
a133Usuula YNsaoUnINNgNAIRE19TIUIL 10 AL WU NGNAIREINEINTILUITEAINAINGT?
¢ dnunazianndle §ifeTadonlddimardlunsdaviilavantu uaginismsanasutn
(Manipulation Check) ludauitisvesiuvasuamaednisian1sngaad mindnisneuniuly
é’ﬂwmzﬁﬂmLmaﬂlﬂiﬁ%’mzﬁwmaﬁmmﬁmauﬁuaaﬂ ileanmnumalrdeuYetaya uaryinnsLiy
Toyalminauny

5. Wan15338 (Research Finding)

5.1 Han1sANYITeRNIN

nnmsdunualnguiegenguiauiueistudiduiunulunsfinu nguienangud 1 4
losurulawansuuuuinlouazyngelaluaisauensual wui nqudiegwesdngukuunsieEue
wuuidle finmigdlauaziinsiauedoyaiitnauls vinlingusegvesnvgaiurulavanauay
wazdanaulalusiuinig ndsanfusalamanisavlouasmdeyaifinia dsiluuilduiiazdnduls
Fonltuinns uazsnasdsnanidletilena nausedienguil 2 furulewanguuuuinlowazqagsla
Tuansdumama nudt nausegrsmesilavamiaulauazaiunsofgeliiurldauay Snadsd
nsissuifisunaustleviiezlduanuimahlfngudedisidnieronisdndule nqudetig
naudl 3 Suralaanguuuudulrinafinuazgagslalumsiuensual wui ngusegrsfimnuaulaly
Tawan s1udeny wagdnosnveaediuimaileilenia nqusogisnguil ¢ Juralawanguuuy
Sulwnsfinuazangdlaluasdumnna wui nduegieddninlavaniinala aunsafsgaldde
amuazteny uagiinislidoyauimadeduiinsudau nduiogiengud 5 furlavangluuy
Taaukaryngslaluaisaituensual wuin ngustegiliauaulaiulavandnuazdeninuiey
\esanfianminaule wazmauaduanuidedodunddrinlfaaniraulaanas wazngy
fegenguil 6 Jumilawanguuuudonunazgngdalumssnumana wuin nquiogrsdnlngd
aruAaiulUlufiamadeatuinlavandnuasdeaul madunassudannussiidede 919
MlrAan1suansld uwimnmuduanunaldldfnauvionudiulaeadey ﬁ]zéﬂusﬁ'ayjaﬁﬁ%aua
waldaulanaaeaseldusnig

5.2 Wan1sAnegeUIuIN

mnmafudoyannguiiegisiamn 6 ngu lésununduiogiaimn 180 au thisya
flFudenesinsuanuasnuiuasanfesay il

1) wanslnniifeafiuladeuszvnsaany
Nndoyafilduninneinisuanuaseuiuazafosas inadsmsied 1

M3NN 1 An1uansdauaUsEsInsenans

Yayauszynsmans 312U (AY) Soway

e LAE 86 47.80
e 87 48.30

LHANIEeN 7 3.90

91 15-19 ¥ 60 33.30
20-24 U 62 34.40

25-29 Y 58 32.20
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FoyausrvInNIAEns U (Aw) Soway
AANIANK ssgufnwineuUans/iiguwin 60 33.30
USeyaed 105 58.30
Yseygln 15 8.30
A0UNIN 1an 152 84.40
ausa/ausalisaveidou 28 15.60
91N Wnisew/dnfAnw 42 23.30
WinULargnIesy/S5lamne 40 22.20
WinLLaTgNINIUTEN 32 17.80
UseNaugsny/enimdasy 28 15.60
UsEnauinainany 17 9.40
Fudv/gldusanu 21 11.40
el Laifiselausedn 34 18.90
1-10,000 um 34 18.90
10,001-20,000 un 58 32.20
20,001-30,000 U ar 26.10
30,001-40,000 um 7 3.90
33U 180 100.00

1NATT 1 anansdeyauszvnsenans wuin ngusregadumends S 87
au Andudosay 48.30 wAyne d1uau 86 AU Anuseway 47.80 wazlnAvudan 31U 7 AU AR
Jusewaz 3.90 dwlugfieny 20-24 U druiu 62 au Andudosaz 34.40 01y 15-19 T §1u2u 60
au Anidufesay 33.30 uazeny 25-29 T $1uru 58 Au Andudosas 32.20 Wugfidadinisinm
gegnluseaud3aes 91u3u 105 au Seeay 58.30 ainsAnwilseuAnwineulateviseiieunin i
11U 60 AU Fosay 33.30 wazdin1sANWIUTYlN 91Ul 15 AU Seear 8.30 Raniuninlan
91y 152 au Andudevay 84.40 uavausanseausalivanzideudiuiu 28 au Anduiesas
15.60 dwsuendn dunGeunseindnwdiuau 42 au Andudesay 23.30 niinnuwazgninessuse
$§3a1Na 40 A Fosay 22.20 WilNIUKALANINIUTEN 32 AU Tosay 17.80 UseNaugsnaviealdn
dasy 28 AU feway 15.60 SUMTELITUIIU 21 AU Fegar 11.70 uazUsenauinBwanig 17
A Sorar 9.40 wazddwiuddseld 10,001-20,000 v 91w 58 au Anlusesas 32.20 51eld
20,001-30,000 U 47 A Soear 26.10 318l 1-10,000 W 34 AU Toeaz 18.90 Lidlselauszdn
34 A Saway 18.90 wavsnele 30,001-40,000 UM 7 AU Feeag 3.90

2) wamsnseiifeafutlasedunisiadulate

NNSNUTDYAINNFUAIDE1I8N1TFUBNIABUIFIULUU NS OUABULUUABUAIN 21N
nu10E19 6 N anua 180 Ay {Adeldunlenaniidarhiu laedidadedunadnvusvenion
fedsznaude fustuuunaiiaueas waedugagdlaluans uasyiinisaeuniunisindulatonu
wuudiaedled fenmsiassduanuiiu vnmsiessinansadfimeed suagainainiad ou

1%
P

105571 MNan15ATIENAY
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M15T 2 MIEAsANRABLAEAIARIALAG UM INYEIN SRR UTAlEUTNNT (AIDA Model) ves
nauFIREg NG 1-6

n1sanaulada (AIDA Model)

msldaruaule  evwaule  audsiseun  nnsdnaulede 594 STAUAULIAY
x SD x SD X SO x SD x SD
nqul 424 057 414 065 360 048 376 068 394 0.60 1niign
nqu2 460 043 452 030 426 044 421 042 440 040 1niign
nqu3 403 069 406 076 360 082 332 073 375 0.75 10
naqu a4 373 065 398 045 328 059 317 081 354 0.63 10
ngus 150 029 182 026 168 027 171 03¢ 168 0.29 Yiouiian
nqueé 162 027 188 025 179 037 167 043 174 033 Yoy ian

W 329 135 340 1.21 3.03 1.10 297 1.13 - - -

NA15199 2 gl 1 Dlasusalawanilwuuinlewarangdlaluasiuensual wuii lawan

'
a

7l 1 fuadenmsinaulatolunmsulussduinniian (x = 3.94) WeRiarsauensiediu wui waly
sumslirsaulasnniign (< = 4.24) pudedunuauls (< = 4.14) msdadulalduing (< =
3.76) UATANANUTITOUT (X = 3.60) awdsy Tnedinalussduann nguit 2 fldsuvalavansiuuy
louazqegdlaluasdiumgua wui Tawand 2 frademsdndulatelunmsinlussfuuniian (<
= 4.40) WoRinnsanuensiesnu wui walugunslianuadlamnniian (x = 4.60) auseduay
aula (x = 4.52) MUUTITaU (x = 4.26) wazn1sandulalduinis (x = 4.21) auddu eedinaly
seAuInfigauiiendiu ngud 3 AldSuralavansuuuudulinsfinuazgngdlaluansduensual
wuin Tawand 3 fuadenisdnauladolunmsnduszduun (< = 3.75) Wefinnsauensiedu
wuidn waluiuauaulaluseauuin (x = 4.06) susiesunsiiaauauls (x = 4.03) wagaiy
U301 (x = 3.60) Tuaesdueglusziuan uazmsdinaulalivinig (< = 3.32) fusegluseduun
nans muddu nquit 4 Aldsvvnlavanguuuudulinsiinuazyagslaluaisdiumaa wuin
Tawandl 4 duadenisdnauladolunmenilusgduan (< = 3.50) WoRisuuensediu wuin wa
lunruaruaulalussauinn (x = 3.98) mumeaunisiiauaulafinasgluseduinn (x = 3.73)
uagduALUTISIUN (% = 3.28) wagnsdnAulaliuinig (< = 3.17) heaesiuiinaeglussduiu
nans muddu naud 5 Alssuralavanguuuudeniuuazangdlaluansiuensual wuin Tavand
5 nastomanduladelunmsnlussiuosiian (< = 1.68) iofinrsanuonsiedu wuit ralusy
anuaulaluseauilos (x = 1.82) mumign1uauUssau (x = 1.68) nsdndulalduinig (x =
1.71) uagsumslrarmala (X = 1.50) mudidu Seduasglusziuiiosiign wazngui 6 filssuva
Tawanguuuutenuuazangslalumsdumgaa wud Tavand 6 fnadensdnauladolunims
Tusgsutiodign (x = 1.74) definnsanuensiesu wuin salusanuaulalussduios (X = 1.88)
MINAEIUANYTITONT (x = 1.79) Nsdindulalduinig (x = 1.67) wagaumshiauaula (x =
1.62) mudiu Bsfinaegluszduiiosiign
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3) wamsAaszviteyaiienasousunAgiu

nsnageuaNLAguil 1 Jadeiugadnvazvesmsiuandsiuagyinlinsdnaulald
U3nN135uIA15ANL 19n1sTinsneineaey F-Test (ANOVA) uagvinnisiUSeuiisuanuuansiay
8glagld35 Least Significant Difference (LSD) Hafsnns1eil 3-4

= a =
$19199 3 (5]’]5’]&3?UN@ﬂW§W@ﬁ@Uﬁ§JNW§’WU% 1

nsandulaldusnis (AIDA Model) srRuaIiusansindulalduinssunaaa 6 ngu

nshiauaula (Attention) F-Test (ANOVA) = 214.99  Sig. = <0.001* UANAS
AuaUla (Interest) F-Test (ANOVA) = 185.90  Sig. = <0.001* LANFY
ANNUT150U1 (Desire) F-Test (ANOVA) = 120.00  Sig. = <0.001* LANFS
nsenaulaldusnig (Action) F-Test (ANOVA) = 94.57  Sig. = <0.001* UANAS

*syautivdAgn9adai 0.05

A5 4 MINETURaNIINAFRUANNAF WS BUB A A luLsaY YUY 6 NGy

nstiauaula anuaula AMNUIITAUN msinaulede
nejuﬁtﬂ?amﬁau Mean P-Value Mean P-Value Mean P-Value Mean P-Value
Diff. Diff. Diff. Diff.
naufl 1 uaz nguA 2 036 0082 -0.38  0.036* -0.66 <0.001* -0.46  0.04*
ANl 1 ey nguR 3 021 0600 009 0981 000 1000 043 006

ﬂaaﬁf 1 wag Ngun 4 0.51 0.002* 0.17 0.772 0.32 0.176 0.59 0.002*
ﬂaaﬁf 1 wag Ngun 5 2.74 <0.001* 2.32 <0.001* 1.92 <0.001* 2.04 <0.001*
ﬂaaﬁf 1 wae NN 6 2.62 <0.001* 2.27 <0.001* 1.81 <0.001* 2.09 <0.001*
qmﬁ 2 W Ngun 3 0.57 <0.001* 0.47 0.004* 0.66 <0.001* 0.89 <0.001*
nduil 2uay nguil 4 0.87  <0.001* 054  <0.001* 098 <0.001* 1.04  <0.001*
ngufl 2uay nguil 5 310 <0.001* 270  <0.001* 257 <0.001* 250  <0.001*
ﬂejm 2 Ay ﬂﬁjawi 6 2.98 <0.001* 2.64 <0.001* 247 <0.001* 254  <0.001*
NANN 3 uag ﬂfj;ﬁi 4 0.30 0.211 0.78 0.990 0.32 0.176 0.16 0.914
nawd 3 uay ﬂfjm/i 5 2.53 <0.001* 2.23 <0.001* 192  <0.001* 1.61 <0.001*
nawd 3 uay ﬂfjm/i 6 241 <0.001* 2.18 <0.001* 1.81  <0.001* 1.66 <0.001*
naudl 4 uaz ﬂﬁjawi 5 2.23 <0.001* 2.16 <0.001* 1.60 <0.001* 1.46 <0.001*
NN 4 wag ﬂfcjuﬁ 6 211 <0.001* 2.10 <0.001* 1.49 <0.001* 1.50 <0.001*
NaNY 5 uag ﬂeju‘ﬁ“ 6 -0.12 0.939 -0.06 0.998 -0.11 0.965 0.44 1.000

*syautivd1Ayyeana 0.05

10 3 W Adildaginssensuauuigiu Tnedadedunndnunedudonidts
FugUuuunsiiausuazgagdlaluans Aunnsafuasshliinisdndulalduinig (AIDA Model) Tud
nsliaruaula (Attention) Funruaula (interest) Sumuus1su (Desire) wazdunisinaulald
U3N13 (Action) wandsegsfituddaiisedu 0.05 wagainased 4 mnfinnsadusediuay
wuth Tusumslianuaula (Attention) finguiluansnefuiie nauil 1 Aunguil 4, 5 wae 6 , nguil 2
funquil 3, 4, 5 waz 6, nquil 3 Aunquil 5 wax 6, nauil 4 Aunqul 5 uag 6 Tuduauauls
(Interest), TupmuUssau (Desire) uazdunisindulaliuinig (Action) fnduiiumndnaifu Ao nau
@1 f’w’umjmﬁ 2,5 uay 6, ﬂﬁjmﬁ 2 ﬁ’umjuﬁ 3,4, 5 1Lay 6, ﬂzjuﬁ 3 ﬁumejuﬁ 5 uag 6, ﬂﬁjuﬁ 4 A
naufl 5 wag 6 lnedAmnauansnssinanslumsng



68

NSNAFBUFNNAFILA 2 91nM197 4 Uit Tawannguil 1 vdelawanguuuunisiiaue
wuirlenazgaglalumsdiuensuaiiufinasonszuiumsdnaulatousas dutosnilawanngs 2
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Abstract

This research aims to: 1) study the marketing mix factors that influence the decision to
purchase craft beer, 2) study consumer behavior factors that influence the decision to
purchase craft beer, and 3) study consumer attitude factors that influence the decision to
purchase craft beer. A quantitative research method was employed using a questionnaire for
data collection. The sample consisted of 400 individuals, including males, females, and
LGBTQ+ people aged 20 years and above. Samples were selected using an online
questionnaire distributed via QR codes to craft beer consumers both in craft beer shops and
LINE groups. The data were analyzed using statistical methods, including frequency,
percentage, mean, standard deviation, and multiple regression analysis. The results showed
that: 1) marketing mix factors—product, price, and distribution—had a statistically significant
relationship with the decision-making process in purchasing craft beer at the 0.05 significance
level, whereas promotion had no significant effect; 2) consumer behavior factors—such as
average frequency of craft beer consumption per month, average spending per purchase,
tendency to try new craft beer products, and preferred purchase channels—significantly
influenced the decision to purchase craft beer at the 0.05 significance level, while the main
reason for purchasing craft beer, peak consumption period, purchase channel, information
source, and the most influential person had no significant effect; and 3) consumer attitude
factors—including the desire to try new products, the desire to enhance a sophisticated image,
and beer-drinking experience or knowledge—had a statistically significant influence on the
decision to purchase craft beer at the 0.05 significance level, while socializing or gathering had
no significant influence.

Keywords: craft beer products; marketing mix; consumer behavior; consumer attitude;

purchase decision
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A
3) wieAnwdadesuriruaivesuslnanianinadenisinduladendningiasviades
3. NIINUNIUITIUNTTY (Literature Review)
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3.1 wuIRANEIRUENUTTANNIINIIAAA

dmsuuuiRaifeafudulsyaummanisean viefiSentudn aps du Wuuundediuguild
Tunsnenagndvnsnsmana iensefuuasiagaeuaulavesuilaelmAnnisindulatoduduay
U35 wnAndUsznoudsesdUTEnaundn 4 d1u ldun nAnsfast (Product), 3181 (Price), %o
N39S Mg (Place) uazn13anasunismatn (Promotion) Jeusazesduszneudiuiininudifey
wazdaNafangAnIsUveEUTINAlULRA1 9

AU YRIEIUNUITEUNIIAAIAN (Marketing Mix)

Sereerat et al. (2017) léna113n drudszaunienisnatn vaneds esduszneufiddalunns
dudununseaaduadoifanisannsomunuld Aansgsiaazdesairsdiulszaunisnaini
wingadlunN1TINaeNSNNIINAINA

Wheelen & Hunger (2012) l9ina1331 dudsgaunianisnain nungis n1sdinagnsnsenis
sufuvesiuUsidanudndu TnemsnunuresuidniiannsaldlunsilfiAnanudesnis
(Dernand) wazlé sudselovdannnisutadiu (Competitive Advantage) fauusinanil taun wansns
(Product), %0974 (Place), M3daaiunsnatn (Promotion) wazaan (Price) snuanfudunilafen
Tneduusivaniazitadedosfiamsaiuiienghiftovsuldmnzausuanuamovesesdng
AeliAanTsuanivdsutumanativang wasrliAnaufioneladfuuas furisaesine

Kotler & Armstrong (2015) Tana1171 @uuszaun1an1imnain (Marketing Mix) #1188
Hadumanismanaiannsoauauls dadunswaumauiadomaidlfanmnsoasannussiula
uazasafuinguszasdvesngugnAntmngldegredaau druuszanynanisnann Ussnausieynas
ynenaiinansliifielvdvswaliinamnudesnsndnsarivesions Tnsdudszaumianmsnann
wUseantandu 4 ﬂa;mﬁiaﬁ’ﬂﬁ’udw 4P’s louA namnaue (Product), 571 (Price), N159m31%11e (Place
or Distribution) kagnsaaasan1saain (Promotion)

29AUENUVBIFINYTZAUNINITNAIA

WARA (Product) mnedls Audvieuinsiigsindausliunguilan Jsoradududidu
#oald (Tangible Goods) w3 eduafidudadlild (Intangible Services) N15o8NWUUNEN T M9IF 03
Fflsasnaunn gUdnwal lafdu wazamarfineuaussaudoinisvesuilng uenaint Seraufls
nsas1sendnualredusud (Brand Identity) uagnisiauiiensulanduwnliunain

5101 (Price) manefls Snuiuiifuslaadostieiiieuandudufuazuing mstmunsim
A5 dadenalslsents LU AUNUNITREN NagNSVRIAKY AuA1T0TUN 156 D10
ngutmng wazanmiguilnasud nafimnzavansadaaiulifnmdinauladeldiedu

$99911971580FmUe (Place) munefs I5n1suasidumsfidauduazusnisgndsludiaile
Juslamegsazninuaziiuszansain 491959095 1uAUAN (Retail Stores) Srudisaula (E-
commerce) funuI Mg (Distributors) 138n15v18A54 (Direct Sales) naqm‘miﬂszmaﬁuﬁwﬁ
winzantglausdndangudmuneliegnssinsuasivssdvsnm

MsdaaiunnIAaIn (Promotion) vsnefs Avnssuildlunsdoasiionseduauaulouay
a¥rausagdlalunmsteduduaruinis Fermfenislawan (Advertising n1sdaasun1suny (Sales
Promotion) N15U5ew1duNUs (Public Relations) N1saatauwuuAdvia (Digital Marketing) wag
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MSMANALULUBNGBE (Word-of-Mouth Marketing) nagnénisauaiunisnainiiivsngeau aziaeyinly
wusumduisinuazaiseudesiuluvyguilna

WwIRR Marketing Mix fatdusingudidglunisiauununisnainvesesins Inansusuld
uaznALNATUDIRsEnauT A lmnganfungutimnewazaniwnatn destaeligsfaanunsn
wstuldegsliuszansam waziislemalumsasrsanufianelaliunguslaa uaziilugnis
ﬁmﬁul%%@iuﬁfjﬂ (Kotler & Keller, 2016)

3.2 wuaRangAnsINUIlna

wnAanginssuduilng unszuaunsityaradadulaiende denld wasmindudmie
UIN9L ONEUALDIAINA DINTTVDIALLD LA T IR Wqﬁﬂii:uma'wﬁlé’%’uﬁwﬁwamﬂﬂﬁwma
UsznIs

AUMINBVRINGANTTURUTLNA

Chuchai (2011) l#na1291 woAnssuguilaa mnefs msnseyivesyarailifeddesiunis
dadulaiden (Select), N3¥e (Purchase), M3l (Use) wazn1sindndauiiinde (Dispose) vosdud
VUINIAS 9 ilonouauDImLABINNTYBIAY

Kalyakorn & Porntip (2010) 1§na1131 wadnssuguilna munefs Aanssufiiisadeadu
ArAnnarauEniifuslaadl Tnoudsoonléidu 3 suuuu fil

1) waAnssuguilaauusivasuld (Dynamio) ilesannanuddsuudasyesaninuindon
Anguen 1y Msdeans malulad day 1an vliiinansenudedadeduniudn mnufdnves
Juslan wazngdnssuguslan daldsunansenumnandadonielunazaouen Jevilinginssy
fuslanlivgeiisogumiloud udenaiinmsidsuudasedeulmldnasnan

2) wainssuguslaaieadestuauius (Interaction) sewinemnudn mnuidn uaznns
nszvhfudaandeunieuen fady mmL#’J’ﬂﬂwqamimﬁu‘%‘[mﬁaﬁmﬁﬂmﬁgﬁﬁamﬂuuazﬂﬁs
meueni fuilaadadulatedudivieuinisesls egnls waiilu

3) noAnssuguslaaieadesfiunisuaniudoy (Exchanges) mnerui fuslnaiinginssy
dleuaniudsunmarusegafuunsau lunsdil Ao nisuanudsusewine@e (uslan) fufune
(1$esAuA) LilBNDUAUBIANABINTVDIAULDS

sunaunsdinaulade

mMsRansanmnadeniidedinisnunuiardndrduanuddgluwiaznaden Tnerideds
fnqusrasdvdnlunisdadula wagldimguausznounmsdadulaudazass nssuiumsindulado
asnsautnanldifu 5 duneu (Lemon & Verhoef, 2021) fsh

Fumoudl 1 M3Fudausion1s (Need Recognition) Ae n1sfusnaAnsslunisdndula 4
PiEufuInemNfaIsdedudvidouinisvesuilaa

Funoudl 2 nisdududeya (nformation Search) #o n1sAnwdoyaneunsTodudvie
usmst 6]IumzﬁﬁﬁﬁimﬁLaaﬂumiﬁ@ﬁu’[ﬂ%@ai’wﬁ’m Hustamazliufivaniieanesnensduauy
Toya wﬂwmimaﬂ%ammﬁuuwumimEJ"LmJﬁuumaumiamumaua

fumeudl 3 Mavssfiumadendeunsdindulade (Evaluation of Alternatives) dstumey
msdududoya fuilnaardimnuimnudlafsfuaudvieuinsnniu Wndunrounisusadiu
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madentumsdnduladfe deariliduilaafuumidunisdndulavarnaisuasuandratuniu
aoumsaifiupneaty uazuilarazidenuumefiAntuudn

funeudl 4 nissinauladle (Purchase Decision) ndsdunsunsUszifiunaden silviguslag
annsndndfunuddyresnaidende Taganunsaiin1nnisiiansanainanufniiuressdy
(Attitudes of Others) Yadaiildanunsaninnisalld (Unexpected Situation) fianunsadanasons
dinanlate

Fumeudl 5 woRinssundaniadie (Post-Purchase Behavior) ndansdadulade fuilnaay
Iw$uuszaunisallunmsuslaaiviliiAnaufianelavioaulifaneladedudmisuinig
ansnsnamaienstetuarnuuzlviuslnaselmalld

AMumsnevasnsinaulede

Soonthonsmai (2020) lénaa3n nszuiumssadulade et Juneuvesionssusie 4 7
fuslnaldfarsalunsdndulatondninet Budusnmsnssmindsanudosnmsunseitaiingfinssy
n&an13% omud1du Tasaniunisainisd efiddvinasenszuiunisdndulade Yszneudae
99AUTZNBU 3 WUU ﬁa (1 )qumamwmﬂuﬂium Hunsdedudnfiienazinisdeues 9 (2) N3
uilatiymogesnin dunoutanfeiuideideduilnnduaiivsdondnsusivosmmaudfliduas
way (3) nMsundaymegening Guumauuﬁ]uLﬂmuﬂmaLmaQ%almmmmguammuﬂumaﬂuNamm%

Chuchai (2019) l#na11 nszurunsindulade (Pre-Purchase Process) lunsyuaunIsil
Aetudountstonarnslind Senssvunmsdanaristuldfdededuiloadaudesnsaudiuay
u3n1s fuslnaegiinisfumdoyaiisivauduazasiinduidelamrauiian sauvannsld
ndninausiionsanlunisinduindudndulaffige dundrivsvendaginssunsuiloavesuyudi
fliAntuedeligamvany uiifatuseaauuazihunsnlainseson

Kotler & Keller (2012) ldna1in nszvrunsdndulaiiindulnsesdnsfidanudeanisly
nsPoRuIarL3nTs asdnsarsy, Yandiu uasdonasndud nududendwwateioiainussand
1 winstevesusaresdnsaliniouty wifdoaunsnssynduuesasdnsgsiafiiisnisdodudn
Tudnwaizadneadstu eiduusslonilumsimunnagnisnunisnann

nszurumsinauledo

msdadule folndusesundnaluiuyudnnauazdesszaunuiaeuagiineg dulsz
wmsznsindulaagilifuyedldidendefidninmnzaniunuesnniian uaziinUsyloviiniign
nszvrumsinaulatefised

Kotler & Keller (2012) nd111 Wndmingnsududesdlanszuiunsdnduladendoves
Juslan lngldundn 5 funsuvesnszvunisdaduladends wifuilnalddndudosian
nIzUALNIa 5 muddy vieluuadienadrutunouladunounisluld dausagnszuaunisd
swandeadi

1) M33uifsanudesnisuietiam (Problem/Need Recognition) msiiguslaaldmszmniin
fetlymvidennudesnisluduiuazuinig dsenainandenseduainnielulaznisuen sl
AINUABINITNINI19NNY (Physiological Needs) LazAuAoIn1sAUUs150u (Acquired Needs) 1y
Aunaniagnmeduusinssduiidmadenginssumssinaulavesguiloa

1.1) Aanszdunely (Intemal Stimuli) 917 $19upu Vet
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1.2) AsnseAunieuen (Exteral Stimuli) 1in91NN3NTEHUvesdIUYTEANNIINNTAAN
017 Hlslawananing viliAnauidnauls ssndesinass viewiuauduiilnsdwisuluiug
aenlel
2) NMsuaInITeya (Information Search) ndsanlansenindadymivieaiudesnisiu
dudmieuinisud guilanasinisfnuneasideaieliuszneunsdnduls Fsinnsnainds
Suduagdedinnuauluioatuudstoys esndeyaildvhmsfnwamiuidviwasonginssu
msdnauladenteduduieuinig Funasdoyavesiuslnranunsoutild 5 ndu Ao
2.1) uvasyAna (Personal Sources) 19y aua1nLiay MNgIATITes MnAuTiaglY vie
aufifiaudarudladudvidouinisiu q s
2.2) WEIN19N15A1 (Commercial Sources) LW N1M19oyaaINdwnosidn $1uM
fununsue Judiu
2.3) umasans1sa (Public Sources) U Msasunudoyannguililudumesidn do
visoesAnsiieatos 1udu
2.4) unasuszaunsal (Experiential Sources) Lau Uizaumiﬁﬁmﬂﬁﬁmﬂsﬁ’u‘%ms anen
i videiBeaney Wudu
2.5) unaennaes (Experimental Sources) W1 N15EDUAIUNUILINUY N1TE1TIIAUAN
MINaR WionienuIdevenandun Wud
Fuslaelaialuagiundsdoyaiiunnsnetu fedoyaunazunasiu dnnismainaiunsn
usumslifoyald wonani widwdeyasine q Tvewadensidentefisnatu Jnhlitnnmanan
Fududesiiansananuddnuosusiazunasdoyn uaz3oadfuaudRymuaNLITaN B9
foyamerianmnsouaenldnmsdunsaiiuilaaiinslduvesdeya uazuvdslayaddvinasie
AustaAuINnlng
3) M3Usziduninden (Evaluation of Alternatives) 1l old @ ayauds fuilaaazsinnng
Usziiumaiden Tngivusnasiviennauiifiayldlunsusaifiu woufufinnsananuddyuas
Ustlowiiflagldfuieumsinauladente duinnmsnannsndufemeuidinisussdiunadenyos
Fuslan uielsianunsansvaussienuiosnsvesuslaalduniian Taoinamivdonuauiafiazld
Tunsuszidiumadon 81t Bve 11A1 JULUY USMIvdsnisue Wus

[
]

4) nn3nAuladle (Purchase Decision) d1andiUszananauds {4 o9gidngd unaunis
#adulad o nedtadediAnduszninennudilads (Purchase Intention) Unlgnisindulade
(Purchase Decision) @sgaafinssindulalugusing « dsil

4.1 #51@uA" (Brand Decision)

4.2 gjv1e (Vendor Decision)

4.3 971U7U (Quantity Decision)

4.4 9791781 (Timing Decision)

4.5 3501591588 (Payment-method Decision)

5) nqAnssunevdan1sde (Post Purchase Behavior) ndsaniiguilaaldinauladodudn
wiausnsluudr Sududesiinsdmeruiionslanendinisgelnetnnisnain denanuiionels
vowjuilamssinnnmisldrusiafiouivasiaalitoute mnauAwesdudmiouinisilldase
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= =

assfiunseninninfanld daenvelinnuiionels uazmng@edinnuiionels svdwaliiinloniaves

Y

M3To81 N13uuzah uagnsUensie uivnAmAmaaAudTlESuNI AR dusTnaasiAnaay
liwela uazdsnalifuslnnoradsululdduduious nsvesguas savisonaiimsuandoluss
fuslamaudy q de Suiaduaumddyivilaiinsiduiosdneenufianelalunsdedudmie
U3n13 tnemslduuudisiamnuiianals nstiuaungnaduius Insdnwiasuaiunisidauuaszaing
finela viemsdnssguisutodoadsuvasgndn (Call Center) s

3.3 wuIRANeIRUTirUARvesEU3lan

unAnAefuiauafvesiuslnadussdussneuddyiidmadenszuiunisinduladedud
waruins lnaidunseurumamsdniiasvieufualiuvesyanalunmsneuaussionansias wusus
vioanunisalle q Tudnvaeiduuinvieau deUszneudie 3 eadusznoundn auluma ABC
(Affect, Behavior, and Cognition)

Kotler & Armstrong (2015) lanan371 iAumdvasuslaa (Consumer Attitude) ungdi
AnuFanviomnudetitiieaudvieusnis Sadunamnanmsussiiuasdstaunsalfifuslneilve

%4

duAmIouInTiu o iruafauisadnadenisindulaedudiniouinisvesuslan saudanis

D

v a

dndulafiorvdmaronsaianrufianelaluszayen

Fishbein & Ajzen (2010) laina1331 vimuaAvessusinaliunumdAglunsviunenginssy
e sanmnsothluldlunistmuanagnsnisnisnatn mastauREnsus wasmsduaduniseg
il ieuafvasruilarannsnidsuuladldainuaetiafe wu Ussaunisaldus seninadudn
LazU3n1s deyaandedenn uazmstiufdususiugBuludey

Schiffman & Kanuk (2010) l¢in@1291 Wimuadfissedudiviouinisifiganinaiunsatie
assarusinfdenusud Ssdmaliuslnadentodudluszerenn massduiimuafvesiuilnadin
T35 msdsamnudadiundonsdunvel edemeiuandrlannliilunsdaduladodud wie
N9

Jaduisidvswanevirunfvasduslna

viruaRvosuilanamsadsuuvadldaniadevareysens loun

1) Uszaunsadaud

a A

nstisulszaunsalnavs el undndasianansaasimsedsuwlasiruaivesruilan
¢ala o

W mnguslaalasuaniiesninanne wanneaUa Uyt kUTUATIY

q

2) dNSNaN19dIAy
AUznINIoN ATEUATY MIBYARATIHIYTBIEENNTaNBNSNadaTiALARveRUTIAA LU
o Aa A A v 8§ Y a = a a ) I & = Y A a Y A

mninsudesvedslinnuaadiuludsuininglfuuusudlawusuanils uslanenaiivuilduiag
199U UAUTULIUINUNTY

3) NAYNETNINITAAALAE 1Y

A15RANANTUTEEANTAN WU NTES1TDITIIVBILUTUR NSIENNENBaINSLTgN 59NV
TWsludu aunsausudsuinuafivesdusinala

virupRvesruslaadudiulsddgiidmasengfinssunisusinaduduazuinis Fainns

P & 1 ~ P a = ) a Y a v & oS &

namannsalinagnseng q wWeaiwssildsuwdasiauaivesusinalidululunsiiaesionis

fmnaulagde (Solomon, 2020)
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4. 351157398 (Research Methodology)

4.1 Useunsuazngualagia

Uszanslunisinwadsd e fuilnafineduasmiides uasfunguiegraiamnas
WA wae LGBTQ+ Ineflongsiaust 20 B3uly esanldannsonsuduaulsesnsiiasia
pswiOedld fafu lunuideduidfshmuanduiegismunsdiilinsudwaulszsng Tae
auufgiuivuadeyaiinisnsgatedauuuund (Normal Distribution) lnglYgnsves Yamane
(1973)

{iTeldgnsdnnnguiedaiissiuaudeiudesas 95 wazseniununaniadeuld
$ovay 5 fail

Z’pq

e2

N=

Tagfl N visnefs vunvesnguinegng
Z manefls Anadafisysumnuidesiuiesay 95 @Awindu 1.96)
P yangis lomafasiinmgnsniviedndruvesnndnuvasiiaulalungusedng
q ¥ Iamaﬁﬁwhjﬁmm@miaﬁ Wiy 1-p lunsdlvesngusiegns
e vanefs Aeiifudanuamandouannguinesefiveniuls
Tnglusmddeirmunmanueanaedeuriniy 0.05 uasiounuailuaunisagléi

(1.96)%(0.5) (1-0.5)
n=

0.052

n = 384.16

nmsiwnlagldgaslunsdinlinsuiuudssrinsiviueu a seiuaudeiunsesas
95 vldvuavenguitetfiviangauiiu 385 Ay §Idealadnvihuuvasuaidmiungusieeg
Wudndwau 15 90 ausuvdeunuvianuady 400 Ay
4.2 m3iusiusiudoys
= a I3 19 o aw o X a = | 2 @
wseslolumsiiuniuriudeyalunsinideluasll Ao wuudeuny Fauuseenidunsvun
6 dau dudl 1 AauAansesnguiaege Wudaudnvazliidenneu wielildngudiedied
w939 dru 2 auladediuymna 91uu 6 To d1uh 3 @auniuigdiungAnssulunisiiende
o A ¢ a & Y a ° v | .«.:4' Y] ° v | q'
way/vsefuas A e uslan 911U 8 To dun 4 Yagenienisnain 91uIu 15 e duil 5
aounugInuladenuiiruaivesruslna 91uiu 12 Je uazdiun 6 aeunungItuMsindula
%9 91U 5 Yo wuvasuauldsEauindeyauselandnsiniatu (Interval Scale) nseAualy
AnuluannsiduUsyanuan (Rating Scale) M9@u 5 S¥AU Fauuvasunulavinn1snageauny
Wganse (Validity) Tnedinsenandidnuiu 3 v Yssidiuwuvuasuaiunnde ladrdvdagig
gonnded (100) aufiA1w1nndn 0.5 Fiiuin wuvaeunutuaenndewuingUszasd wazlivi
4 @ . . Y a PN M ¢ A ¢ Y
nsnAaeUANLLYesiU (Reliability) vesuuuaoun1y 30 ¥a InFuslaafilneAuaT M desuIua?

NUNAYIY INANYS WAz LGBTQ+ o1gaeus 20 YFul ArauiiisauasaArdudssanidanives
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ATEUUIA (Cronbach's Alpha) la1sausisatumindu 0.902 1131 0.70 FlNIN Luvasuauil

[

AT (Reliability) H51azidennan1sIATIE1eaL

AT 1 NMSVRERUAMILTRIY (Reliability)
AsNAEBUANNLT BT (Reliability) Cronbach’s Alpha
1. Jadsiudiudszaunianisnan

1.1 PUNEAANN 0.912
1.2 AU 0.912
1.3 AULDININNITIAIINUNY 0.920
1.4 AUMIELESNATUY 0.901
sautladefrudlrulszauninisnan 0.911

2. Uaduduvirunfvasduilnn
2.1 AnuenassduAwanin 0.890
2.2 MIIFIAUNIONITAIATIA 0.890
2.3 ANUABINTALATUN AN YOI 0.890
2.4 Uszaumsallumsnmsinde videmnusififtudes 0.902
saudadeauiiAuafvesiuilan 0.893
Sautanan 0.902

4.3 adallunnside

devhmssrusuuuvasunaldnsunmsuiudidesnisud fideasinisinsevivas
Usznatoyatiadefifnaromsinauladeunsuslnans e fvesuslnade Bmeatinded

1) Ainnideyalasnisuanuasanuiazenfovas

2) Binsziteyalnglddiads (Mean) wazdrudoauummsgu

3) AATILVANNAANBELTINLULTURDU (Multiple Linear Regression Analysis)
5. Wan135338 (Research Finding)
nan1sAnwIMUI graunuuaeunudlngiduwawie 01y 31-40 U msfinwuSayaes

July e1@nwniinauenvu wazdrulveiisielatesnin 15,000 U

M1TNN 2 TIUIULALTDIALUDINADURUUABUD VLA TULIN

el 11U (AL) Sowaz
418 280 70.00
NI 84 21.00
LGBTQ+ 36 9.00

574 400 100.00

a 1 4 1 (= o a [~ 14
31NM15199 2 WU Bmeunuuasuaudlulugiduinavie 91wt 280 au Anluiegas
70.00 S09a91AD LAY 91uu 84 au Antdusesas 21.00 way LGBTQ+ $1uau 36 AU Ay
So8az 9.00
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218 119U (AY) Soway
20-301 113 28.25
31-40 1 225 56.25
41-50% 35 8.75
50 YAy 27 6.75

593 400 100.00

NA15797 3 WU Jreuwuudeuandnlvaieny 31-40 U druau 225 au Anlusesas
56.25 s0%@aAe 918 20-30 U 1w 113 au Annduseeas 28.25 91y 41-50 U §1uau 35 Aw Aniduy

Sowaz 8.75 uareny 50 VIl 4w 27 au Anidudesas 6.75

M1591 4 PIUIULALTALVDILADURUUABUAINATUNITANY

n1sANY 31U (AU) Sovaz
FnIUSeans 35 8.75
nyan3auly 365 91.25
374 400 100.00

[

INANTNA 4 WU geeviuvaeuaudulngliseduns@nuUsyaesiuly duiu 365

Au Antdusosay 91.25 wagimninsganns s 35 au Anluipeas 8.75

MTNN 5 TIUIULALTDEALVDINADURUUABUNILATLDITN

o

1AW 31U (AU) fowaz
91519M5/558 M9 70 17.50
1A1VBIFINA 104 26.00
UnAnw 23 5.75
WHNULDNYUY 187 46.75
Bu 16 4.00

994 400 100.00

919157297 5 WU geauwuuasuaudulngor@nnidnauentu $1uiu 187 au Anduses
av 46.75 9%9NAe WwesgIna Sy 104 au Andudesay 26.00 91519me/sg3amne S1uau 70
Ay AnuSeray 17.50 Wadnw S1uau 23 Au AnluSesay 5.75 wagdu 9 S1uu 16 au Anlusovay

4.00

1599 6 IWIULAETeLaTYRINBULULAB UMW el

s1eld U (AL) Souaz
$peni1 15,000 UM 215 53.75
15,001-25,000 v 80 20.00
25,001-35,000 umm 33 8.25
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sela AU (AL) $ouay
117AN731 35,000 72 18.00
593 400 100.00

NPT 6 WU Anaukuvasuawalngelatdesndt 15,000 um F1uau 215 A An
WuSovay 53.75 s99a9u1@8 57818 15,001-25,000 U 31u7u 80 AU Astdudaeas 20.00 1NN
35,000 U 913w 72 au Anlufesay 18.00 uay 25,001-35,000 Um 9113w 33 au Anluiosay
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Abstract

This research aimed to: 1) study the service marketing mix factors (7Ps) that influence
students’ decisions to use restaurants located around a state university in Chanthaburi
Province, and 2) examine satisfaction factors that affect students’ decisions to use such
restaurants. This study employed a quantitative research approach, using a questionnaire as
the research instrument. The population consisted of students from a state university in
Chanthaburi Province, and the sample included 300 participants selected through
convenience sampling. Data were analyzed using descriptive statistics—frequency, mean,
and standard deviation—as well as inferential statistics through multiple regression analysis.

The results revealed that: 1) five service marketing mix factors—physical evidence
(B = 0.286), process (B = 0.229), product (B = 0.177), people (B = 0.120), and price
(B = 0.112)—had a statistically significant influence on students’ decisions to use restaurants
around the university at the 0.05 significance level; and 2) three satisfaction factors—
customers’ ability to pay for services (B = 0.261), access to service locations (B = 0.233), and
convenience and facilities provided (B = 0.207)—also had a statistically significant effect on
students’ decision-making at the 0.05 level. The findings indicate that physical evidence was
the most influential service marketing mix factor, while customers’ ability to pay for services
was the most important satisfaction factor. These insights can be applied by restaurant
entrepreneurs to formulate effective strategies for future business operations.

Keywords: marketing mix (7P’s); satisfaction; decision-making in choosing; restaurants
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Leeyakat (2022) lgvin1sanuiasuainusyaunianmsnandiddninasonsdenlduinig
Huownsiuumidvesiuilnavnngammuviuns wuil 80y seduMsAnY endn uazeldiadesi
Fouluansnssudwmasonisinauladenlduinisiuomstumslunsanmumuas uenaini 8
WU AURALVINITARIN (7TP’s) demasionisdndulaidenlduinisitueimssumeveaduilaaly
JMIANFANNUYIUAT

Paenprasit et al. (2022) lgvhnsfnuniladediuuszaumsnisnain (7P's) Aifsvdnasanis

v a

snaulaliusnisvesuslaaiuuesdisand wud Yadedmdszaunnaniseana loua Arundasio

v v

ATUTIAT AIUNITEUATUNITAAIA AIUNTTUIUNIT WAZATUANBULNIINIBAIN ABNTNarNS
anaulaliusmsvesiuslnasuuestisnnd

Amarakijja (2021) tgvhnsAnunifadeiitinasensinduladeniduinsiueimsteendlu
wANFENNaUAs wud1 Jadedinyseaunianisnaindiusin AunIsaLEsunIsnaln AIuAAIN
N13U3N13 wagaunshuziungalin ﬁmasiamiéfm%uhLﬁ@ﬂiﬁﬁﬁmﬁmmmiﬁﬂEJNGUEN;EU%IQﬂ
TUNFAMNEMIUATANNEAU

Phopasuwan (2021) #vinnsAnuniladeiidsmasenginssunsdeauladendlduinig
Hupmnsraidn Ussinnomsuaziedesiuilifiueanesed nansieseidadudiutszauma
n139a1n (7P’s) nuin Yadediuuszaunianisnaindiananginssunisdndulaidandlguinisain
UT8aUNGATUI AUTIAT AIUYBINNNITIATIVIUIY AIUNTELETUNITNAIN ANUYARINT AU
NIZUIUNTT WATATUSNYULNNNIEAIN ATNAIRY

Erawan, Wahyuni, & Indiani (2024) Ans8vsnavesn nanualnsduniuazn1snainaied
sonsindulade lnefarufimelavesgnénduiuusdsiulugnamnssudununlusmdenay
Uend nguussrnslilunsidendad Wud fuslaafeediliuimsununuimisdudonauun
13 nan1sisenuin ndnvelnaudinadavuaglifitod fynisadfsenisinaulade Sni
feluidemangnsliduddyionuiianelavesgnd eg1alsiniu n1sna1ndiden (Green Marketing)
malf'z?amﬂLLazﬁﬁaéwﬁ’zquaﬁﬁﬁi9‘17?@mié]’mﬁﬂﬁmtﬁzmmﬁqwalﬁlﬁuaaqﬂﬁw wanI N ALl
Wéﬂf\]ﬁumqﬂﬁwé’qaﬁmaL%qmﬂaﬂwaﬁﬁaéﬁmmmiﬁmﬁﬂﬁa

Ervinna et al. (2023) Anwdvsnavesnsmainriudodsaueaulatuazannimnisuinisad
sonrmiienelavesgnén lugrusfudsunsndeufidsnadomdnauladondnsusigududesuion
PT. Royal Sutan Agung T,mEmfcjm'f';azmﬁ“lﬂumﬁ%’aﬂ%ﬁ/ B gNAIYBIUTEN Royal Sutan Agung
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LLC ey Jwminguinsumvile Ussimaduladide 911U 78 AU nan1s33enudn audianela
voagnAiiaviswadeuanuaziiisddmsadndentsdadulate Snita mananrinudedeuesulai
uazamuAMNTUINIiBvEwamadeudaunnuasiitfoddmeadfnenisdadulate Tnokiuei
fanelavosgnan

3.5 N5aULUIANTUNT53TY (Conceptual Framework)

nsouLIIARNTETinMInuIwITINNgIY wAsdudladudiulsraunnanisnann
mnAnfumiufionels uwndasunsiaduladenliuinig FanmanumussansTkezuise
fAgtes wud edudimvszaumanisnann waztaduanufianele dawadenisindul aidenld
U3 §deTsliszgndunAndnauasilildindinseuuunanideluaded wansdanmd 1

AUsdesy AU sany

Uadedrulszaunianisnain (7Ps)
- AURARN

- AUTIAN

- AUYBINNTININNUNY

- AUALESUNIINITAAN

- AUYARINT W a0 s v s
. msemauladenlyusnis
- AUNTEUIUNNS Y -
v o U5 LAYTEUNYNINY A
- AU YAENINEAN o = X e
YoUnAnwIunIedeuedsy
wrandls Tudawmdndunys
Uadeanunanala

- puifiganevesuInsides

- Manfaurasuinig

A NATAINLAE RS INEAINVDIUVEIUS NS
- mmmmamaaqﬂﬁwﬁ%Lﬁaﬁﬂ%ﬁiwﬁm%’w%mi

ANA 1 NTDULLIAAIUNNSINY
P37 INNITNUNIUITTUNTTY

4. EUNAFIUNITIVY
1) Yadediudszaumenisnanausnisionsnasenisenduladenlausnisituenmsinesey
uninedevesindnuiumingrdovesssuimidudmindums
2) Yaduamuanuisnelaisnsnasenisindulaidenltusnissiuwermsineseunminenay

vostnAnwumInedevesiguriaiduimindunys
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5. 75115238 (Research Methodology)

5.1 Usgynsuasnguaiegng

Uszrnnsilddnuluidoaded Ao dndnuuminerdevesssuimisludunys Jaiisiunn
Ussnsiianun 1,072 Ay LLazﬂaq'uéff;ashﬂumﬁ%’aiuﬂ%ﬁ idesnnsnudunussnnsiuida 39
Mvuanguiaeg aiegns Yamane (1973) Iddunuiadu 2913 fegh oglsin iftetostu
Yoyailiauysal §Adeiafungusedrafinfuuazdansosauls 300 et Taeliisnsdungy
mammlmLUuVLUszIamamaaam (Non-Probability Sampling) wazldIsmsgunuAuEEaIN
(Convenience Sampling) tlosanngutimanefidnumsaneiuiluumine'ds §3dvansn
ndaleidny

gAINTTAUIUNGUADDENS

N
" 1+ N(e)?

il n = YUIAYDINGUAIDEN
= YATaIUsEINTNIITY
= AUDSIUARIINARIAAADUIINNTANAIDENS

_ 1072
"~ 1+1072(0.05)2

= 291.3
5.2 MsiiusIuTtoys
mdeilifuteyannnguiiesuaneglusmine dowimisludmiadunys Turaanan
nanAN-suNAN w.e. 2567 Iaglduuuasunueaulaiiu Google Form deiudawmislyduaiiife
g 9 Welduuuaeuauasumusuiniidesnts Sahundansesaumdswuuasuanuitiuninsey
HalAd1UIU 300 e
5.3 \a3asiiefildlun1side
n53eiidunsidedevsina Tnefnd ool dunuuaeuany Sawuvdeuauildly
mATeilsinanmsnummssanssy Tnewuusiaeenidu 1) Toyaladumuussrinsmans wu
et FuD Anz/ann 38lé 2) %’aaﬂaﬁﬂﬁ’aé’mmuﬂizaumamimmmﬁaﬁ’wmuﬁwmuﬂ%gu 35 A1y
3) doyatiafofuanuieneladdruudaiuisdu 12 dom 4) degatadedunsdnduleded
Sruruanuieay 15 fanu 5) Teraueuuy il Tefaniludnd 2, 3 uay 4 AaeUsEluAnY
Tudnillagliinnsiadesd iy (Ordinal Scale) sefupzuuy (5 = winfian auls 1 = deudian) uas
nsulanumaneansavilaedl
1.00-1.80 vanefs sefumNdfnosdign
1.81-2.60 #U1883 S¥AUAMUEIAYLUDY
2.61-3.40 #1809 saumNEIAYUIUNET
3.41-4.20 Y1189 TEAUANNEIAYNIN

(%

4.21-5.00 M99 sEAUANUEIAYUINTGR

€

€
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5.4 n1sVAdaULAIRNEl

nansnaeuANLIEInsslagliEileawy 3 viw ldnvaeu 10C udmuin Tuynderiaiy
flAn 10C > 0.5 (Phongsri, 2009) duAAruudedeldveuuudouan wui NNFUAIBET 30
fhegns AauindeiiefifinsananAdulsyandaseuniausaridigani 0.7 luynilade waglu
ANTITOIUUADUNLYRE Sl 0.940 HunsBudulduvuasunuifanuindede (Hair et al,
2017) ansathanlilunuddeluadsild fermmnudedureauuuasuamidoiandliluniss

a

N1

M99 1 Aerdesiuresuuuae Uy
Reliability Statistics
Cronbach's Alpha N of Items
0.940 64

wELue: N = 64 items Usenaumag A10InTT8auYsyaun159aInuInIsauEanine 5 9o, A1usim 5 7e,
AT INTATININIY 5 T0, AUMITAUTTUNITNGIN 5 T8, AINYAAINT 5 T8, AIUNTzUINNIT 5 T8, Aruanuy
19MenIN 5 90, Mawtledemiiuianals drumauiiewelevesuinisidey 3 9o, sunisdidumasuings 3 s,
AIINALAINUALFITINIIAINALAINTOUNAIUTNIT 3 T8, AnINamIsalunIsidealsaeamsuuinig 3 7s,
mnutadenisdadulalousnisaunisasemingelam) 3 e, Arunsaumdeya 3 7e, Arunisusiduniugonly
nsnaule 3 4, Funmsinaule 3 4o, Funginssundinsde 3 49

5.5 3Bnsasevideyauazatanly

melneiteyalumAdediifodmunmslinnesitoyald 2 meu fail

1) MyATesideyadmssaun (Descriptive Analysis) WadAidanssamn Wy A1l fn
Yoway Anady uavAdrudsauuunigu ieesuisdnuasdeyamalszeinsmans Jadvdau
Uszaunsnainuinis Jadeauianela wasdadenisdnduladenliuing

2) MyAsIEvideyaiieeyunu (Inferential Statistics) il efnwiAnuduus LAz ENSNA
seninmlUsdaseuaziuUsny lWnsinsgvinisannse@enyan (Multiple Regression Analysis)
syfumudesiufosay 95 lunsaaouauuisiu nsAnvidadudulszaunisnainuinisuas
Hatuaruianelafidwadonisdndulaidenlduinisiuemislngsouuminerdeveaindn
uinendevesiguvianiluiminduny3

6. Wan135338 (Research Finding)
NAN1SANYIANWENIIUTEINTAERS Uadediulsyaun1snainusnis anuianela way
nsanauladenlsusnig
1) ARANYUNGUAIDENN

M3 2 AUANYAEVBINAUAIDENY

ANWULVDINGUAIDE 31U (AY) Souay
LWl N9 150 50
B8 120 40
LGBTQIA+ 30 10
EXEY 300 100
Journal for Strategy and Enterprise Competitiveness | Vol. 4 No. 11 May - August 2025

J .

IAINAYNTUALAINAINTONNNTWIITURIANT | TN 4 adud 11 wouniew - dmnau 2568



103

INWUTURINGNA2DE I (A) Souay

Nl Ful7 1 36 12
Ul 2 79 26.34
U7 3 133 44.33
$,37 4 wawgen 52 17.33

994 300 100

AZUAZEIYY  AMzINgAdEnsuazAaUEns

#UTINIFING 81 27
A1UIN139ANSIAFFRANE AT ATAN LA 55 18.34
aunalulagnisinyns 11 3.67

avnwSainguiion1sdeansnnigina 36 12

g ualuladansaume 22 7.33

avmaluladdyuduaziniossiu 12 4
agsiedyudinaziAosseiy 13 4.33

ANINTBNUUUASBIUTEAU 9 3
anzAlulagnimezia 61 20.33

39U 300 100
snela #1131 5,000 UM 64 21.34
5,001-10,000 U 167 55.66
10,001-20,000 U 52 17.30

20,001 VvUlY 17 5.67

994 300 100

Amounuuaaunudunanganiian T9mau 150 au Andudosay 50 Anwtulan 3 win

fgn d9mau 133 Au Anduesaz 44.33 uunauanzlaraIv) AnIeImanswazAalmans

a1u1u3msgsiauniign d91uu 81 au Andudesas 27 wazdistald 5,001-10,000 v 1w

167 au Anlusovay 55.66

2) szaun1sianudrAyvanguilagialalediulssauniainisnaia

M13199 3 Anade (X) mdudetuunnggiu (S.0.) miwlanauasseauanudfgresadudiu

UTEauNINITAAIAUINNG

Uadwdiuuszaunianisnainuinis Mean S.D. mMswUana aeudi
1. AIUATZUIUNT 4.166 0.765 110 1
2. UTIAY 4.062 0.797 110 2
3. AUANYULIINNIYATN 4.037 0.802 41N 3
4. UYARINS 4.017 0.798 ey 4
5. AU 3.919 0.810 11N 5
6. ATUADINNAITINTINUNY 3.905 0.855 17N 6
7. AUMTELESNNINITRAA 3.837 0.862 110 7
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Do
=D.

Uawdruuszaun1en1snainusnig Mean S.D. nsudana
974 3,992 0.820 un

1MUY

1NNM5197 3 sERuANAAiLYeIngufeE1afi Tdatladdiulszaumanisnaiauinng
WU Imas’mﬁm,aﬁﬂaaﬂuszﬁumﬂ (X =3.992, S.D. = 0.820) wartadudruUszaunIanIsnaig
eauegluszAuiniuiy Sesnunludes laun A1unseuiuns (X = 4.166, S.D. = 0.765)
5998911AB A1USIA1 (X = 4.062, S.D. = 0.797) AuanwueNnIan18aIn (X = 4.037, S.D. = 0.802)
AIUYAAINT (X = 4.017, S.D. = 0.798) funENSY (X = 3.919, S.D. = 0.810) AUYBINNNITIA
19U (X = 3.905, S.D. = 0.855) LALAIUNITAWEIUN19N15AA0 (X = 3.837, S.D. = 0.862)
mua1eu nrawanuledn nqudieddliruddgyiuladudiudsauniinisnaiauinisaiu
nszuumMsiensinduladonlduinmsuniiae

3) szaun1s AN Ayvanguiletialladeaduianala

M13199 4 Aede (X) Adrudswuuninggiu (S.0.) nMswlanauazseaumudfnyvesdadeainy

anala
Uaveanunanela Mean S.D. msulana  aeudi
1. ﬁmmmmmammqﬂﬁwﬁ%Lﬁﬂﬂ'ﬂ%’ﬁiwe‘hu%fuﬁms 4.171 0.744 10 1
2. ﬁwummLﬁmwmaw%miﬁﬁag 4.009 0.809 110 2
3, ALY AINLAZAS LI AL AINVDILABIUTNIT 4.007 0.765 11N 3
4. UNSDILAAIUINIG 3.931 0.841 1A 4
U 4.029 0.795 4n

1MNANINT 4 sERuAAniuYesnguiieg e ddetaduaufanslanuin Tnesiud
Anadsluseiuun (X = 4.029, S.D. = 0.795) LLazLﬁaLL&Jﬂiﬁ&Jé’magﬂuszé’mnﬂLéziuﬁu S8991N11N
lumiies Téun sunrmanusavesgnénflazideailiinsdmivuinsaiadegaiigalusefuun (X
=4.171, S.D. = 0.744) 3aﬂaﬂméfmmmLﬁmwasuaw%msﬁﬁagjﬁmLa?{ﬂuizé’uum (X = 4.009,

'
a [J 1

S.D. = 0.809) fuANNAzAINLALAEILIBAINAZMINYBIMAIUIsTianadslusziuln (X =
4.007, S.D. = 0.765) LLazé’mmivﬂ’wﬁaLma'ﬂﬁmiﬂ'wLaﬁaﬁwﬁqmiuszﬁuuﬁﬂ (X =3.931,SD. =
0.841) Mnuakvanulad nguimegrelimnuddgyiudadeanuianelasiuaiuaunnvegnan
fagdearliisdmiuuinmsiensindulaidenliuinsnniign

4) szaun1sliauddguasnguslageianisanauladanlduinig

M13199 5 Anade (X) Addsauuiinggiu (S.0.) nMsulananazseauaudAyveInsindula

deonldusnig
Uavenisandulaldusnis Mean S.D. nsudana arauii
1. msnszuindaleyim 4.221 0.804 mn‘ﬁ'qm 1
2. mssindulede 4.073 0.753 110 2
3, Wqﬁﬂiiuﬁﬁdmi%@ 4.027 0.810 11N 3
4. Msussfiumadenlunisanaula 4.006 0.797 110 4
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Javensanaulaldusnisg Mean S.D. nswlana Aol
5. MsAumdaya 3.956 0.768 1N
394 4.057 0.792 41N

seiueAMuveInguiegsididetadunsinduladonliuins wuilassudidiede
Tusesuunn (X = 4.057, S.D. = 0.792) uaziileusnsreduegluseiuinguiy Fesanunlum
tfon liun nmsnseniinfedameadsluseduanniign (X = 4.221, S.D. = 0.804) 593a38Ae N3
snauladeiidiadslusydiuann (X = 4.073, SD. = 0.753) ngfnssundansdedidnadslussiuinn
(X = 4.027, S.D. = 0.810) M3Usziiumaidenlunisinduladanadsluseduan (X = 4.006, S.D. =
0.797) wagmsumdeyaiadesfaeluseduann (X = 3.956, S.D. = 0.768) anuaLUan e
naueeslimnuddyiuiadunisdndulaliuimsiunmansewindsiyvanniiga

5) nan1sAnwdasedudiuuszaumanisaaauinisiiiinadenisindulaidenlduinig
usmnslagseuamine devesinAnuuminerdevesiguvimiduimiaduny’

n9seastmuualiFudsdu Ao dadediutszaunisnmsnainuinng 7 du dud du
HANS NI AIUITIAT ATUTDINNNITINTINUIEY ATUNITALETUNITAGIN AIUYAAR AIUNTEUIUNTT
LAZATUANBULNINIENIN kazdiulsniy Ao n1sdndulaidenlduinissiueinisineseu
uninendevesindnuamiinendevessguimidduimiadunys Smansiinmeiiived

M50 6 NM5IATIEENITannRElRduLUUNAMYeIlaTdINUsEaNIN SIAINUI NN
58nAULEBN IMUSNNTIUBIMNT

Unstandardized Standardized
Uadedrudszaunianisnainuinis Coefficients Coefficients T Sig.
B Std.Error Beta
ﬂlﬁﬂd‘ﬁl (Constant) 0.309 0.117 2.633 0.009
PUNARA N 0.177 0.031 0.205 5768 0.000
fUIIAT 0.112 0.036 0.130 3.114 0.002
ﬁWMQﬂaWﬂi 0.120 0.041 0.140 2.909 0.004
AUNTTUIUATT 0.229 0.036 0.266 6.419 0.000
ATUANWEENIINYATN 0.286 0.038 0.332 7.550 0.000

nUIEg: R = 0.885, R-Square = 0.783, Adjusted R-Square = 0.778, S.E.est = 0.184
F = 150.729, Sig. = 0.000, Durbin-Watson = 1.877, P < 0.05, N = 300

INNITIATIEVANNBETINY A FruUsnensaldrulszaumnanseainuinmsng 7 fauds
WU 3 2 AUUS AD ATULDININNITINIINUIBLAZAIUAITALETUNIIAAIA JAT Sig 1AW 0.05 LA
Tiiuan 2 fwdsaananlddananenisdadulaidanldusnissuenmsineseunvinedeaes
tn@nwamingdevesiguiamilslusmindunys fadeddddamuusdananesnly udnins
Anszvinnnosdmmandnass

NANTT 6 FuUsnensalduUsTananIsnatnusnse 5 fauds Sananaduiuse
0.885 FaflAdlng 1 muneis FuUsd1uUsTaunIanIsNaIAUInIs AIURARS MY f1usIA1 AU
UAAA ATUNTEUIUNTT Lagauaneaenanien daduaiunsalunisnensal laeild R-Square
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ol 0.783 niedesay 78.3 Snfovay 21.7 mandadvduililifutemanisindmiouaz i
NNSELESUNNTAATN LazilA1 Durbin-Watson winfiu 1.877 (Wong-asa et al., 2024) #unefy @akus
wensalste 5 a1 Tflanuduiusseninetu uananddanuin daulsis 5 & den Sig Yeaninen
fuddnmeadAfisesu 0.05 asulein MulsdmUszaumansnainuing sudnvuenIsnenw
(B = 0.286) A1UNTEUIUNTT (B = 0.229) Aundndma (B = 0.177) suyana (B = 0.120) uagsu
5701 (B = 0.112) dwmarionsanduladenlduinissiuemisingseuuniingrdeveadndnw
uvninedovesiguiamililudmindunyd eghaiitdodfamnaadAiiszdu 0.05 Fatd Hansvadouds
gouSUANLRFIUNTITY ammaL%uaumﬂugﬂﬂmmuauLLazEU%LLuummgmﬁﬁaﬁ

aunisluguaziuuAunmsdeduladenlduinisiuemisineseuuming duvetindnwm
wIneaevesSguianidudmindunys = (0.309) + 0.286*(EUANYAULNINELAMN) + 0.229%(AU
NFEUIUNT) + 0.17 7 undnsiau) + 0.120%@1uUAAINT) + 0.112%@1U51A1)

aunislugUazuuuniesgunsanduladenlduinisiiuemisiagseuuniing1deves
UnANwIurINg18evesgunanialudmindunys = 0.332*(ruanuaENIaNIEAIN) + 0.266*(RNU
N3EUIUNTT) + 0.205*(AunEns0uE) + 0.140%E1UYAAINT) + 0.130%(FE1151A1)

6) nan1sAnertadeanuianelafidnanenisdnduladanldusnisdruermsineseu
wnInendevasiinAnuaminendevassguiaidusmiaduny3

Msisendaiimmualiiulsdu de Jademnuianeled 4 du 1dun dupnufissneves
U'%mﬁﬁﬁagj FUNISE A UMAIUSANT AIUAIINAYAINLATAIEIUIEAINAZAINVILIEIUTANT LAy
ﬁmﬂmua’lmimaqqﬂﬁwﬁ%Lﬁﬁﬁﬂﬁi’fﬁimﬁm%’w%mi wagdndsnu Ae nsinduladenlausnis
$ruomnslagseunnningdsvesinAnwiuminedevesiguianiddudmindunys Femanis
Apsenitised

M13199 7 MTAATIINSaRneeTAdULUUNaavaslIduAuianelaniinason1sAnduldenld

USNNI5UBINS
Unstandardized Standardized
Uadeanunanela Coefficients Coefficients T Sig.
B Std.Error Beta
ﬁwmﬁ (Constant) 1.218 0.125 9.774  0.000
ASNDLRAIUSAS 0.233 0.034 0.317 6.855 0.000
AUAZAINLATAISINEANLAZAINTBAEIUINIS  0.207 0.035 0.282 5.983  0.000
mmmmmfuaagﬂé”lﬁ%Lﬁﬂﬁiﬂ%ﬂiwﬁmﬁuw%mi 0.261 0.037 0.355 6.991  0.000

MEWR: R = 0.805, R-Square = 0.648, Adjusted R-Square = 0.643, S.E.est = 0.233
F = 135.705, Sig. = 0.000, Durbin-Watson = 1.875, P < 0.05, N = 300

Y

NNTIATIERannelmman Muwdsnensaldadeanuianelans 4 dauds wudn & 1

Y
1

fuls Ao AuALiganeuesusnsNded A1 Sig. 1iu 0.05 wandliiiiuii fudsasnaliddasa

Y
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semsdndulaidenlivinisuemsiaeseunminerdovesindnwumingrdovesiguiandaly
Fdnduny3 §iTeidlddamuusfindneenty udimslinnsionaesdmmaadnade

AN 7 Faudsnennsaianufianelaris 3 fauds fenaauduiusi 0.805 ediddn
1nd 1 mneds fudsanuiianela dunisididaunasuinns suaiuazanuagdssiuisa
ALMINVBIUNAIUINT UazsuaLannTavesgnitfasdeslddedmiuuinng finrwanansolu
nswensal Tnedian R-Square 8yl 0.648 vide¥evay 64.8 SnFeva 35.2 maniadeduiililisy
AmiganevesuInsiidey warfldn Durbin-Watson 11fy 1.875 (Wong-asa et al., 2024)
mneds fausnennsalie 3§ lifanuduiusserinet wenanildmuin faudsia 3 6 T Sig
tosninAtioddnymisadansesu 0.05 aguldin fuusmnufienels suanuasnsavesgniidias
Foalddnodmiuuing (B8 = 0.261) fumaiiifaunasudnig (B = 0.233) uazarmazanuazas
g1UIEANNAAINVBIUNAIUTNIS (B = 0.207) dawasionisindulaiienlduinisiuemsingseu
uinedevesindnuiumingrdevesiguimislusmiaduny3 egnituddgmeadasedu
0.05 fetfu nansnaaeuIewoniuanufgiunsite annsadouaunislusUazuuuivuazazuuy
wasg

aunslusUaziuuiunmsdndulaidenlduinisiiuemsiaeseuuningrdevesindnw
uvinedevessguismiliudmindunys = (1.218) + 0.261*(Anuanusavesgnindiasidedlddne
F1mSUU3Ng) + 0.233*(M 3T aunasuInng + 0.207X(ANuaTAINLAL AT ILIAILALAINYD
WWAIUINIS)

aunsluguazuuuainsgunisdndulaidenlduinisiuemisingseuunine1deves
nAnwuminerdovesiguiavilsdudminduny3 = 0.355%mnuanmnsavesgnéniiazidedlddne
dmsuuinng) + 0.317(M 3 aunauInig + 0.282%(ANNALAINLAYA IS ILIIANLATAINTBA
WWAIuUINIg)

7. @sunan1sideuazanusiena (Conclusion and Discussion)

7.1 d3Unan15Y

7.1.1 wansAnerdnvasniwszrnsatans Jadediudszaunisnainuinig adnune
wala uaznisdnduladenlduinig

nansiszsidoyalisaiulssrnseans wuln reunuvasunadumavdanian
fis1uan 150 au Andudosay 50 Anwdudi 3 S1uau 133 au Andufesay 44.33 Suunaunn
Laza1 AN INEImEnsLasAaUmIans a191U3nsgIne iU 81 au Amdudesas 27 uasdl
518161 5,001-10,000 U™ 97U 167 AU AnuSesaz 55.66 dIUTTAUANUARAILYDINGNAIDENS
poladudiulszaunianisnainuinis lnesalnanudagluszauuin (X = 3.992, S.D. = 0.820)
uazileusnifunesungusegidlipnudidysunszuiunsgegaluseduan (X = 4.166, SD. =
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4.029, S.D. = 0.795) Wleusndusefunguineislimuddyfuniuaunsavesgnindiazide
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soladunisdnduladenlduinig laeswlianudraglussavuin (X = 4.057, S.D. = 0.792) il
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Tagsaunminerdeveindnwuminerdsvasguimilduimiadunys aguldnn fuvsany
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HodAYN1as
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dielitussqruamsideluated {idevooiunenanuingussasddeluil
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F15edu 3) sundnig dwadensinduladenlduinng esnnguieslimmaulafiunisd
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MnmseAuTenatieiu muAdeiiauaenadestunguives Kotler (2005) fina1an
Hadudmvszanmemnarnduiiuusddguazgnimuslnduaissonianisnainfiamsa
AruANARDInsrasuslaaliiAnaudesnisiondndue uardiaonadoetuanuidove
Jungsuwadee, Kaengklang, & Suntamethakul (2023) fifnwdfadodruuszaunisnisnainia

a

ansnasion1sinduladenlduinisgsiannd wudr Jadeaudszauniinisnainfiiidnsnasenis
andulaidenlduinisgsnaniludunaiaygau Usenaunde 5 61 Lawn AIunszuIunIg A1y
NYAULENNILAIN A1UAITALATUNINITARIN AIUTIAT LATATUNA NI N9 danndpafu

Phopasuwan (2021) levinnis@nwdadendwmanenginssunisdnduladenilduinissiueng
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yuIaldn Ussiavennsuaziaiesduilifiueanssed nan1sliasgitedudinuszaumanisnain
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7.2.2 Hasufuanuianaledi denadeanisdadulaidenlduinisiuamislaesou
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8. msUizqnm“l%'wami%ﬁ'ﬂLﬁaLa‘%ma%"mﬂfammmmmemimiﬁummaaﬁns

mMiteEesadefidnadonsdnduladenliuinisiuemsinesouuninendevendne
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AAEINSVSNN SR st ao T

8.1 53AUBIANS

nnansIve nul Jasedidwmarenisdnduladenldusnsiiueims Usznouse Jad
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ASTUAUNTS WY N35UTszituiisnnsy wazldideRanatn 3) sundnse wu QREREOTLRVRT
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9. dalausIUzN13ITE (Research Suggestions)
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Jadusudulszanmmsnanuinsiidmadonsdaaulaidenlivinsiuemslaeseu
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Fund ansnsadeuduaunslaed

msdnduladentiuinsiuemslagseummiinendovesindnwmingdovossgusianis
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Abstract

The objectives of this research were to: 1) examine the current and desired conditions
for excellent budget management in schools under the Secondary Educational Service Area
Office, Nong Khai; and 2) identify the priority needs for excellent budget management in these
schools. This study employed a quantitative research methodology. The sample consisted of
285 administrators and teachers from schools under the Secondary Educational Service Area
Office, Nong Khai, selected through stratified random sampling followed by simple random
sampling. The research instrument was a questionnaire based on a 5-point Likert scale. The
statistical methods used for data analysis included frequency, mean, standard deviation, and
the Modified Priority Needs Index (PNl odified)-

The findings revealed that: 1) the overall current condition of excellent budget
management was at a moderate level, while the desired condition was at the highest level;
and 2) the overall priority needs ranged from 0.436 to 0.488. When analyzed by aspect, the
highest priority need was found in accounting management, followed by materials and assets
management, and then financial management.

Keywords: excellent budget management; financial management; management of materials

and assets; accounting management
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Abstract

This study employs a quantitative research approach to examine the factors
influencing job application decisions among Generation Z. The research considers motivational
factors, work support factors, and organizational culture as independent variables and utilizes
multiple linear regression analysis to analyze data collected from a sample of 400
respondents.

The findings indicate that job responsibility and achievement are significant
motivational factors influencing job selection decisions (B = 0.174, Sig. = 0.007) and
achievement in work (B = 0.173, Sig. = 0.003). Regarding work support factors, organizational
reputation (B = 0.309, Sig. = 0.000) and coworker relationships (B = 0.166, Sig. = 0.001)
significantly impact job application decisions. For organizational culture, the characteristics of
organizational culture (B = 0.284, Sig. = 0.000) and organizational policies, vision, and mission

(B = 0.208, Sig. = 0.001) positively influence job selection.

Moreover, the results reveal that motivational factors account for 45.30% of the
variance in job selection decisions (R? = 0.453), while work support factors exhibit the highest
influence, explaining 59.20% of the variance (R? = 0.592). Organizational culture has a
comparable impact, accounting for 55.60% of the variance (R? = 0.556). These findings highlight
that Generation Z values organizational reputation, workplace relationships, and alisnment
between personal and organizational values. Organizations seeking to attract and retain young
talent in the long term should prioritize these factors to create a work environment that meets
the expectations and motivations of the new workforce.

Keywords: Generation Z; job selection; organizational culture; work-life balance; work
flexibility
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4. 35115238 (Research Methodology)
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n1safruaselenidlunisidenseil fe wuuasuniuesulal (Questionnaire) luguuuu

Google Forms Gaf3dtldasaduuniieldlumaivdoya TnsfluuAsiiisrdstudsnumans
Anwduiladeiinasenndonainsinurenaueistunealulsemedlne Aflorgszming 21-29 T
wuuasunmUseanidu 5 @ ldun dwdl 1 Joyaniluvesiuuuasua $1utu 5 Te dwdl 2
Uad34la (Motivating Factors) luguiwuuvassnnsadueUssan (Rating scale) 5 sgau 91u7u 20
o wavdud 3 ﬂaé’f&é"ﬁﬂuﬂﬁﬁwmu (Hysgiene factors) lugUwuuvaaunsadiuauseana (Rating
scale) 5 5eiU §1uru 25 4o drudl 4 JadeTmusssuesdns lugUnuuvesinsdiuAIUsEana
(Rating scale) 5 5vffu §1uau 12 9o @l 5 Jadesuanudesnslunisidenasinsnu Tuguuuy

Y9I 1EIUAIUTENNE (Rating scale) 5 S¥AU MU 2 U9
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N130519aUwAs Bslavilag L uvas U IR 1T 81919 1UIU 3 VNUSIUAANTIAIY

4

gneissvadlassasiailon (Content Validity) vesuuuasuaiy Ineiduinsinandinsindeuiniodde

Il AnfvllAnuaenAaeIraIAInILLsartaniuingUseasd (Index of Item Objective Congruence:
I0C) fAnnn3n 0.50 (Pasunon, 2010) wansliiiiuinedesdiefldiamuiswseglusedud uaxd
assnzaniazihlulinaaeu 'mﬂﬁ'uﬁwLLwaaummﬂ'U%UﬂqqLLé"siﬂmaaUﬁuaﬁméhasiwﬁwmu
30 au lnel¥3Smannudodu (Reliability) feduusyavswearvasaseuuia (Cronbach’s Alpha
Coefficient) Tatfuwiniu 0.959 Faildudlng 1 uanvinatesdioflidiarudetugs egluszdud
pouuld uazdmnuimnzauiagihluldfungusiogns (Wanichbancha, 2013)
4.3 maiusausandoya
1) m3iusrusaadeyalgugd
Jadeifiudeyaninngudiegismisuuuasuniuesulauniumy Google Forms wazil

Y Al

TYAN LATIVTINUNIATILINERR Loun AUl (Frequency) An¥asas (Percentage) Waxnis
AATIERanneLgany (Multiple Linear Regression) WeAnwanuduiusseninaadesng 4 funns
Fonasiasiuvesnguiiegna iievhnsasunanside

2) maiususmdoyaniend

fidevhmsnnduniienansvdng i numungud] wazauidenifadestulladedd

NAMBNISLADNANATINUYDNUBLITULYA (Generation Z)

5. Wan15938 (Research Finding)
nsnwiiiaguszasdiiiefinneitedoiiinadenaidenatasnuresndguiogntauels
Fuwwn (Generation 2) lael#38msiiaszviannesideny (Multiple Linear Regression) @4uts
Saseildluluina 1éun Yadugla Jadurrqulunisvineu warladodutnmusssuesdng vnuedish
wUsenu e maidenaiasin wanieseiiineasdeadedeluil

MINN 1 ANTNUAAIHATTEATaALUBINTIUNTRLAVBIEADULUUABUAY

dayauuusauny 317U (AW) Sovar (%)
uuANANGUAIDE LN 262 65.50
e 111 27.75
LGBTQ+ 27 6.75
YWBYEADULUUABUATY 219 10 2.50
229 18 4.50
239 15 3.75
241 33 8.25
251 45 11.25
26 1 57 14.25
271 127 31.75
281 41 10.25
299 54 13.50

918N1571191U PYpenin 19 81 20.25
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dayauuugauny U (Aw) Sovar (%)
1-3 9 175 43.75
4-6 1 144 36.00

15197 1 mafudeyauuuasuamesulatianngreunuuasuaiudiuiu 400 AU WUy
Uizmﬂnwwz@qﬁmﬂu%@aaz 65.50 (314U 262 AY), WIFAYIY SBEAY 27.75 (I 111 AY), WAy
nau LGBTQ+ ¥eway 6.75 ($1uau 27 au) lasduergiigneviuvasuauiiniigade 27 U Aadu
$oway 31.75 sesasde 91901y 26 U uay 29 U Amdudosar 14.25 uaz 13.50 audau duly
AUR1EN1TYINNIU WU drulvgiengnisvinau 1-3 U (Segar 43.75) veawunae 4-6 U (Feuay
36.00) uaztieundn 1 U (Seway 20.25) Aua1siu

5.1) M15euanINanTTITeAad suazAndsauuunsgIuvestadegla (Motivating
Factors)

M1399 2 AdeuazAlssuuiinsgIuvestadesla (Motivating Factors)

Uadwysla (Motivating Factors) Auade (Mean)  Andesuuuinsgiu (S.0.) wdawa
ANUAINTN NIV 3.7581 0.57644 110
dnunizauivih 3.7858 0.70363 17N
pusuRsveulunudivh 3.8119 0.63799 17N
Audsalunsvinu 4.2313 0.53092 1niign
nsengRItufenInNITEONsU 3.9717 0.71057 110
39U 3.9391 0.50618 q4n

MNAN587 2 w5 Esiadegala (Motivating Factors) Tagsas wuin 1atusLsfunen
(Generation 7) e wdndgyiuadogslavesnisidenasinsauegluszdumn Tasilofiansandy
18/ w1 mnudusalunsvieu Senadegsiian sesaande msendesuiionieniseeniu
mFuiinreulunuiivh dnvazauiivih wazaufamiilunisvinu audd

5.2) msuaaIanIsiseAadsuazanfsauuninsgiuvasiadeargulunisieu
(Hygiene Factors)

o P oA v % 0 .
#1391 3 ﬂ']LQﬁEJLL@%@WL‘UENLUU?JW]iﬂ’]u“UEN{]ﬁ]’ﬂEJﬂ']‘i!‘IﬂUﬂ'ﬁVﬂmu (Hyg|ene Factors)

asvArqulunisineu (Hygiene Factors)  Aade (Mean)  andsaiuuuinsgiu (5.0.) wlawa
ANNDULNULAZATAANTS 3.4792 0.81075 170
Foduwnesuesing 3.7563 0.84067 11N
ANANAA LNV 3.9106 0.69795 170
AUSTLAID T NLAT AL 3.4400 0.89353 170
Auvaendslunsiienu 3.9900 0.79387 170
Anui/nsiRume 4.0108 0.74528 170
ANudavgulunsvineu 3.6206 0.82336 110
Auduiusuiiousnau 4.0350 0.72884 170

33 3.7581 0.57644 un
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INA59 3 mamﬁLﬂﬁwﬁﬁaé’]’wﬁg’]qﬂuﬂﬁﬁﬂmu (Hygiene Factors) lng53a WUl gy
ALIIUBLTTULTA (Generation 2) Tmuddryfutiadedqulunisvhaneglussduinn defisan
Husnefu wuin amnuduiustuileusinanuiaadegeian sesasnfe anuil/msidune A
Uaoasdelunisiau mnuaugalunisiieu Jeidemiaiiuesdng anudangulunisiinu
AReULNLLATaTARNTS UazAmsuAsTIeNTNLALM U AsEG
5.3) MsuanINansITeAafasandsauuiasguvastadefausssuasdng

M13°99 4 AedslazA U uuNInsgIUYeIlade TuusIINRIANS

Uade s TInesAns Aade (Mean)  Andequuninsigiu (S.0.) wlana
dnwazvosinusIsulueAng 3.8645 0.62459 1N
anminsenlun1svineu 3.9292 0.74796 10
wlgune Adevial WusHIVeI0ANT 3.9188 0.71391 110

39U 3.7581 0.57644 un

AR5 4 HansinTzddadsimusssuesdnslaesin nudn nguAuLILLBLITULYR
(Generation 2) Wmnudgyfutadesuinusssuesinsogluszduainn Taeidlefinnsandunesu
wui1 anedexlunsihauiidiedogsiian sesasnde ulsute Idevind uaviiusiavesesdns
wardnuazvesinusTIulueing mudey

5.4) wansanwiadvgdlefiinadenisadaseuasisiunen (Generation 2)

M13199 5 Mmyleenladegdlandwmarenisadasnuvetauaistulen (Generation 2)

Coefficients®

. . Standardized
Sus Unstandardized Coefficients Coefficients ; Sie.
B Std. Error B
(Constant) 1.616 0.254 6.358 0.000
ANNATIRTN NI 0.026 0.061 0.028 0.420 0.675
Snwarauiivh 0.114 0.064 0.120 1.790 0.074
pusuisreulueudivh 0.183 0.067 0.174 2.729 **0.007
Anudsalunsiau 0.218 0.072 0.173 3.007 **0.003
NsUNYRINUNENIBNITEBUSU 0.067 0.054 0.071 1.240 0.216

R2 =0.453, Adj. Rz = 0.195

Dependent Variable: nstdonasinsiu
*AtydAYNanaNTzau 0.05, *datvdAgyn9ananseau 0.01

31NA15199 5 wan1saseridadegalaninasenisidenadnsauvedaiueisdulen

(Generation Z) wu31 arusuiiaveuluasufivih (B = 0.174, Sig. = 0.007) wararudnsalunis

N v o W a

e (B = 0.173, Sig. = 0.003) dwalsuinAenisidenadasiusesdiivudAynadavisssu 0.01
TuraeNdnwuzaunii (Sig. = 0.074), AMNANULILUAITTI9IU (Sig. = 0.675) Lazn15engastiune

o w a

#30N1389U5U (Sig. = 0.216) WifivedAgyneadf WeNarsanedudszd@nsuinsgiu (B) wuin
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| a A v a

Haduiifiengeiianie ausuRaveulunuivi sesasnde avwdifalumaiienu dnvazanudivi
uagn1sengestivionionissensu druarmiamilunisiiauian B g deazvieudnlid
HanTEnusianIsiaenadasuveIngudieg Tnesiy ﬂa%’agﬂﬁ]mﬁwﬁmmaaaﬁmamiLﬁaﬂaﬁm
Nuld Sevay 4530 (R? = 0.453) wanei Yadegeladisndnaluseauuiunans sienisdndulavesnay
UL TULYA

5.5) wamsfnwarulunsinuiiinadenisafaseuvesaueisiuute (Generation
Z)

1%

m5199 6 Yaduanqulunshanuidesasionisadnsnuvesauelstuwen (Generation 2)

Coefficients®

Unstandardized Coefficients  Standardized

fiauus Coefficients t Sig.
B Std. Error B

(Constant) 1.405 0.203 6.929 0.000
AMBULNULAYETAANTS -0.034 0.048 -0.041 -0.704 0.482
Fordeamnadnuesdns 0.247 0.046 0.309 5309  **0.000
ANNANAALUNTYINNY 0.137 0.050 0.142 2.740  **0.006
mmaﬂ’ummmm%masﬁﬂ AN -0.002 0.044 -0.003 -0.047 0.962
auvasadslun1svinenu 0.058 0.051 0.068 1.127 0.260
40U/ MTAUNNg 0.045 0.056 0.050 0.805 0.421
AnuBangulunsininu 0.073 0.050 0.090 1.474 0.141
puduiuSiuiiousauau 0.152 0.047 0.166 3270 **0.001

R? = 0.592, Adj. Rz = 0.337

Dependent Variable: nstdonasinsiu
*IAtydAYNanANTzAu 0.05, *datsdAgyneananszau 0.01

21n019797 6 Yadeeanqulunisviiauiifnadenisdenaiasuvosiaiuelsdunse
(Generation Z) Wuin fuBeidssuetesdnsuagiuanuduiusfuiiousinay deaniamsadauan
Honsidenatnseuednalfoddayvneadifl 0.01 (Sig. = 0.000 waz 0.001 Auawy) Turaed du
Awaunalunisiay ddedifymiaadiafiszdu 0.01 (Sig. = 0.006) druveIuAIMBULIULAL
a¥aAnns fumnuiunswesoIwiazsuma suasvasadelunsine fuanud/msiduma
wazduaudaveulunisiiay Lifideddynieada (Sig > 0.05) WeRarsuAdulszans
umsgu (B) wuih dadesnudeldesvessdnsiingean (B = 0.309) sesaunio fumNdsiusiy
dleusanau (B = 0.166) Mg fuanuaualunsinen (B = 0.142) dutladedu 4 fid1 B i
vielsifitadidy sl dadurqulumsvhanuiifnadensatasnuresauesduuse aunsnasung
madonasinsnuld fesas 59.20 (R? = 0.592) uansliiuirtladomaiivinaguionisindula
IHeNalATNUYBINGNFIDENY
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5.6) NAN1SANEWIUITYIAUSTTUBIANTNANANDNITANATINUVDILILUBLTTU LA

(Generation Z)

A15197 7 U238 SIS U0IANSNaINanan 1S ASINUTDRAUBLSTU wWER (Generation Z)

Coefficients®

Unstand Coefficients Standardized

fiauls ardized Coefficients t Sig.
B Std. Error B
(Constant) 1.609 0.184 8.733  0.000
dnwazvesimusIulussing 0.304 0.069 0.284 4391 **0.000
annuwanaeulunisvingu 0.123 0.052 0.137 2.356 0.019
ulguny el LazWUsNAVDIBIANT 0.195 0.056 0.208 3493 *¥0.001

R2 =0.556, Adj. Rz = 0.304

Dependent Variable: nMsidonadasauy
*AdedAyneananszau 0.05, *ietudrAgynisadansedu 0.01

nen5197 7 Jadedutmusssuesdnsfisinaneni1sid onainseurenaiuelsduLen
(Generation Z) WU11 ANUANYAULIBITAIUSIITNOIANT AUUleUIe IdeviAl LaziusAUI0IANT
wazauanInLInaonlun1IvNIU danantsesagsuinaenisidenadasiusgeildbdAyn1eaia
TngATUAN YUY TAUSTTURIANTLATAULLEUNY AFeYiA uaziusAaveIeIAnNT AUudAYN19ana
fis¥du 0.01 (Sig. = 0.000 uar 0.001 Mudwy) Tuvaed anmuindexlunisviay Sfed Aaymnis
adfifisedu 0.05 (Sig. = 0.019) iflofinrsunAduuszaniannsgiu (B) wuin dededudnunzues
Tuusssnesrnsiiangan (B = 0.284) seswmaunde auuleuns Tdeviend waviiusiavesesdns (B =
0.208) wazsuanmiandeyluntsvheu (B = 0.137) sl Jedesuiamsssuesdnsiifinasents
ATATIIUVDILLUDLITULYA (Generation Z) @1unsaSuirenisiaenalinseuls seuay 55.60 (R? =
0.556) Fauanslidiuindadoiuiausssussinsidninassaituddysonisinauladenatasay
VBINGUAIDEN

6. ayUnan1sIeuazaiusnena (Conclusion and Discussion)

6.1 d3UNaN153Y

nMsfAnu iy aiuluiinnsiinszddadedinanonisdenatarsruresauelsdunen
(Generation Z) HuN153LATIZRAn0EWTaNY (Multiple Linear Regression) lagldtadedase loun
Hadegila Yadvrqulunsvionu wasthdeduinusssuesdns iefnwanuduiustududsay
fie Msidenasinsiuresnguiegsiitniauniside anwansiiuteyauuuasuaiuesulaian
HOBULUUABUAINTINIY 400 AU WUIT nausegsdulvadunands (Sevag 65.50) 509031178
e ($owaz 27.75) uazngy LGBTQ+ (30way 6.75) uandinil 9asegiids uiugmeuuuuaeuany
unfianfe 270 (feway 31.75) seanaunde 26 D (Feway 14.25) uax 29 U (feway 13.50)
MnUszaumsainigiia wuinguiiegiadengnsviausniigaogi 1-3 9 (fosaz 43.75)
s99a3Ae -6 U (Fowaz 36.00) waztesnin 1 U (Fewar 20.25) Feazvieuliifiuinnguinessdiu
TngjoeflutaiaBusuvesnsiau wazidsfiansantadoiinademsidonasinsnuseisseunsy
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[

Folsevinanisinun wudn dadegslasiunumddyiensidenalinsnuvesaeisdo
uen (Generation 2) Instladefifimdudssansannsgiu (B) gean léun fuausuiinvoulusui
¥ (B = 0.174) sesasnfe fruanudnsalunisvihau (B = 0.173) Tuvnedidudnuagaufivig
ﬁwﬁ’mﬂssﬁwéagjﬁ (B = 0.120) wardunisengesiuienianiseensu (B = 0.071) Fauretade
weniiiteddmneadn egrdlsinny duanufmdlunsiouliiveddymeada (B = 0.028)
Fomneenunfasinsmlunguiogislallilianuddyivanuimilunsieadutiadendn
Tunsidenasinsnu dwsunsiauadulssavsiasgiu (B) luudunil Absgavinle Bsagiioudn
ﬂﬂﬁ&fuﬁﬁw%waL%qwqaﬂsiumﬂm'ﬂGiaﬂ”lifffmﬁu%aﬁﬂimusuaaﬂa;mél";aa"m naafe Yaduiisien B
a1 uansidasinsiuunasnovauemieldsudvinanniadeduinnndt wu lunsdd A
Suiaveuluau (B = 0.174) TBvdwaunninnsseusuangdu (B = 0.071) nunearwingasinsas
THAuddyfunsesumhifivmenasiaumng wnninsldsumauerdeniseeusuan
Foudundn nan1siinszsiuandiiiuindadogdeannsaeduisnisidonainsnuldosas 4530
(R? = 0.453) Faagluseiuunats uenainil Yadurqulunmsvinuiidviwaseaiifuddasionts
Fonafasau Tnenuirdadedifnauniiande Mudeidvsvesesdns (B = 0.309) sesasnie fu

'
v o Y A

Auduiusiuiiousina (B = 0.166) uazsuauaunalunisineu (B = 0.142) Fefldvdfgy

a [

N9adAfiseau 0.01 wag 0.05 luilll A1 B Agsveseidusesnns (B = 0.309) e radasle

[ [y v ¢

arwddyiunindnual mnudidede wazeumandllumaduduniwesssdntdu 4 oehs
Faau Wedsudisuiuiladedu a1 B figanindlifiuintadeduannsoaamsainginssuns
Anaulaadasaulafngd

og1lsfinu sudmeuuuLazataAnng sumuiuaese TN Fuaaasadelunis
vy suanuil/matiiuns uazduanuBavegulunsianu linuiddvdnadenisidenatasiu
yoanguiieg et 1efitddny Saandiiiuindadedudwndouuazanuduiuslussdnsd
AuddannnIEIReULuN NS u s i ﬂa%’aﬁgﬁgﬂumiﬁwmmmma%‘u1EJ
nsidenasinsnuld¥esay 59.20 (R = 0.592) Fefienildnsnagasienisdnaulaidenasnsauves
nauiieg e gavine Jadeiuiausssuesdnsiliunumddgyaenisidenainsuvesauost uwwe
(Generation 2) Tagwui1 Jadefislvsnasnniign loun fudnvauzvesiaussueadns (B = 0.284)
s99a9AD sruuleuie Adevial Wusiavesesans (B = 0.208) uagdruaniniandonlun1svineu
(B = 0.137) Fafldeddymeadavomn @ B ﬁqﬂuﬁauﬁgﬁﬁﬁudw MNOIANIRTAIUGTTUNITYINY
ftaau Tidevimifiuiavula uaran mundeunisiauia douteiaiuussgalaliiudasing
Taiannzlunguiatusisduuen (Generation 2) Aildanuddyiuaunm@inlunisyiauunnnii
adenieuen wu selivieteideaiisseguien Jadesuinmsimesdnsanusneduionisiden
asiasuldFesas 55.60 (R = 0.556) Badudnsigauazavioudiseuddgyesinusssuesdnsly
msmsgayaansiulnl Tasasu namsanwinuin dadeiifinasionisdenasinsnuveaaiuelsduues
(Generation Z) 1o ﬂﬁ]i’]’ﬂﬁ?’]ﬁ;ﬂumﬁﬁfmu Faiidvdwagean sesawnde Jadusnuinusssuesdns
wardatogdla mudidu wensnwilifoiauouuyr ssdnsaslinruddnfumsainesnwdnyel
fifvesnsdng advanmndonlumshauid uasiaunfwusssuosdnsinganinanugulng
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uananil ssdnsmslianuddyiumsadenuduiusidnglussdnsuasdaaiuaugasening
Finuaznviinu ieifislenalunisiagauazfnwyaannsiuluililussdns

6.2 aAUTEHA

msfnunilldieneittefiinadensdenainsnuresnauiatuelstuusa (Generation 2)
Fadunguusanugelviifuunliunazardenlunsiauunnitsaniuneuegsiidedify wa
nsfnwagieulifiuin nsdaduladonatasnuvonguiaegislildduey fuifisadadodn
AmeuunUIiBsenafe) uidsiesduszneuduiiinansenusemufesnIsuazANAIANTIvD N
wnogeiifedndny s dudnvazvosnudldfueumne vsseindlusadng uazaugaszning
Finuwazn1591191u (Deloitte, 2023)

Msiasizidaya wudr Jadegela wu anusuiiaveulunu anuduialunisinu
warnslasunseensu udaduddnyiifnasenisdenadnsiuvesaiueisduusn (Generation 2)
FsaonAdaiuLUIAAYDS Herzberg’s Two-Factor Theory 7i5zyan Uadegdlaaansanszduli
winouidntanelalunsvihusaziivsaandulunisiauinues (Herzberg, 1968) aafnsTianunsa
oonuuUdnuzuitaNThme Walemaliwinaulduanafnenm uazaielamsssuilinuea
fuanudnfanarnsseusu Tewsdunlilunmsisgaussnuiulmidlifgay

oglsfiny nansAnwilasieunuuesiuraulaidsrsuarudnndinluoy fusasdu
Uadegsladidgauuuifinues Herzberg wazeisenarsatutountnil windulillasunuddyy
gaanannduiiegnaaiualsiuLen (Generation 2) lunadenadnseu detvaulifedian vinly
Hadudrunnuinminddailaau vedlaevaludedndudmanevdnvesnsvham oradululin
dmsuuastuLn (Generation Z) AuATIvthgnuesludflnl 1wy nsiiulndiuyananianis
¥11971U7 T A1AMHNE11ANTINTLE BusumdanS ol ueld FeAneanyunesressunaueg s
Millennials Al ar1ud1dyfuausiuamaraud1mtiluaisa1dnuinnia (Twenge, 2017;
Deloitte, 2023)

Sanssuifisuiuiaiuaisiu Millennials (W3a Gen Y) wuth ssaosnaulsinruddoifuni
gangulunsianunazaunadindunisinnu egalsiny nguiauesduusn (Generation 2) il
wualtiagiiudesnnuvngvesiulagadonduyanamnnitansiviluedn faduded
Millennials TanudAN1nn1 (Deloitte, 2023; Twenge, 2017) AT LaLUBLSTULTA (Generation
2) fapnavidliesdnsiigndumedenuiidaay fanulusda uavatuayuiamsssunsiauilia
nrauasdufiuies Jeeann Millennials AlpuddfuAuiuALaTHaRBULNLNINNT

Tua'ausuaqﬂaé’aﬁmﬂumiﬁwm wui1 Jeidesvetesdng armduiusfuiiousaneu was
AUAATENINNTIALATNITYINNY Juesdusenaufidsmasgafifeddy nslianuddyiunmdnval
010903 Tnlarnziuamindede musiuns uazlomalunmafulnaneluesdng avaeaiis
wsegalalvifiundnanlasgiaunn uenndl ArwduiusTirss i fleuunudhsaiaussenie
nsvhauiiBedensuanidsunundiu atuayumshauduii uaranaufedenluodng
Ieogediusz@nSnn (Leepila, 2021) agslsninu AN UTMReULILazETaRNS B9

v

Taeialudiodndudadeiugiulungud Herzberg’s Two-Factor Theory naulyiidninasy 19l

Y [ ! I

WudrAgyrianisiienadasnuveinguiiege denunuiliaulanazaisadiaiud maladadesu

o
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nsRudalilydegalandnd msuausului onasvisuimsvdsuwdasiumideuvesiauaisdunen

o w [y

(Generation Z) MlianudAyiuANNEAEY ANUNNIEVRNIU lagauduiuslunvinauuInnIT

o

HARDULNULNENDE1LAEN

SnUsuiuddfeiseddiiiiy fe unumwestausssuesdnsrensinauladenadas
NureALBLITTULTA (Generation 2) Taewudn ngusegdlinrmddryfussdns it ianusssuLuy
U$uiag9 (Adaptability Culture) ¥ 1l alonnaldninauaunsadsuiirenisiud sunvams
wmeluladuargsfaldd Tadeviaidoau uaratvayuuwdnlm 9 Aduuinnssy (Chaiya &
Chirinang, 2023) aghslsfinuy 1asermaulddn sednsdrulngluusymalnedauamisalunis
Uuimudnunr Tausssudimield wayTausssuesdnsiiviuigaiuansndnulilslusses
gmmeldusnafuaniassaiisssuunens Sausssuesdnsuuudidutu vietedinduninens
uananii Fauhfinnsanseituvaziiesdnsmeiewdfuiiiionsuaussnnuaaniivesnssnuiu
vl wannerawdgyiuanuynmelunssneendnvalvesiausssumnlilavsely

TudlagtiussAnsfifiosnsiegauazinuiyaainsiaiuslstunen (Generation 2) Jedududes
fuuuImIenIsUIMsdansfidenndeafudnumziamzvesnaduussull wu mstualuladun
Usggndldlunisviiony mslininnuddusulunmsdaiula uaznisduaiuanmndeuiidoss
A3 19AIIA LAz TUI08 198 8L 89 (Wongchinda, Tanchai, & Romsri, 2025) usiluvausLiaafuy
fouiiniu fe ssdnsfififedrfamamineins nsanizluniagsfaviananiuasaungon az
aunsasiunisausuanisasnaildegravnisudunield nslindnauddiusiweradu
wdNNAATuN1aNgu LL@'MﬂﬁUﬁﬁ’ﬁﬁama:ﬁa’auimL%mmmwLLaSLﬁmwaﬂswuﬁgué’muﬁu
Usgifiudosdnwifisnda

wenanil wansAnwdsazeudauultuvewmaaussnulutagtuiiuandiifiuinamels
Tuuwn (Generation 2) ﬁmmaﬂﬂuamamﬂiﬁmmﬂiuiaﬁ gandu$ uaglawanuniduiim 3
ammmmmmumﬂuaﬂwmvmim’muwawau Walenalinidnaulauanseaniianiiuda
a¥reassd uasfilassaiisesdnsiiviualiy dromd gsiefidosnisfagausanunguisndudos
Uuwdelsnelisesiummdasmsvemmonio bitesdunsesnuuuaiainsineulandla
dladvesrusului nMsaduayunisyiinuwuy Hybrid Work 38 Work from Home wagn133nass
IamaiumiﬁauifuazﬁwmﬁﬂwaéﬁmaLﬁaa (Starfish Labz, 2024) agnslsAnu Salldenniiieain
ulsviedidaveguinniiuly e1edamaredssansnmlunsiaussesen wiovilianudenles
szyawiinauanas Ssenansenusemuaniulussdnslusunan

Tnvagy wansdnuadaitaeliiuietadeddyfifnaronsdonadasnurenaueistu
w0 (Generation Z) Ssagviouliiiufisnmaudsunlamesmaiaussnilugaiagiu esdnsiamnse
Usuilidntuanudesnsvesussmunguiildazilomalunsfagauasinuyaainsiifdneninld
p8198UszaN3N M (McKinsey & Company, 2023) LaluvuztAgafiy ANaINsalun1susuiives
93AN3L0NABINIsI0E Wauaan ulszdninmaeslaseasanisly n1suimsdanisaay
NaINMA185ENIN9T U (Generational Diversity) LLazﬁ’ﬂsJﬂWWIUﬂﬂiﬁﬁqaqsuam’]ﬁEJaJaqﬁﬂiéjaLﬁm
ey aeRnsasTimud Ry funsesnuuunLiauiime msadrsanmundeunisyhauiia
uagn s TausTsuesrnsiidanianazdangu i elviarunsanouaussieninumianisues
ussugulvsiuaziivlnlfegedsdulusyezon
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7. msUszandlinanisideiieidSuainendnuanansanianisudsiuraasdns
nanideiFesiadefidmmarenisdonatnsevesaueisduuse Yaglviosdnsansnsaudi
Tarudssnisuazauaanisvesusanugulu fadunguussaundnlusunen wagannsai
ToyarananlUlFlun s sUImManineInTuyud il elasuainenuansaneng
wistuvasasdnsidlumansdu fail

1) G’ﬁum‘s’m\‘maqw§ﬂﬁiﬁiiwﬂLLazﬁ'ﬂ‘w’]Qﬂmni (Talent Acquisition & Retention)

HAN1TIT8NUIT Generation Z Tiauddgyiuladeauusegslalunisiau wu lena
ANUAINI dnwazay ANuSURaYey wavnslasuniseeusy aaﬁmawmaaﬁﬁauﬂaﬁiﬂaaﬂLLUU
duntanulvinaula fidumannuiiviegedaeu wazaiessuunslvneiaiinevaussany
mavisesauiulni Fuasteliesdnsaunsofugauazinuaunslild

2) frumsssnuuuanWLIndaun1siauiinauTang (Workplace Design)

Generation Z Tanuddgyfuiadesudsuadenlunisvine wu mnudangu atainig
Fo1de9096ns uarAuaunaTEIeiinduIy esdnsiannsonevauesiatomarild awflaanm
IfussulumsudsdulaganansafsgaussnuaunntazansnsInisatenn 4siivandunuiiy
ninensuysdlussezen?

3) #run1safreTmusssuesdnsii denndasiuguA1vasausulvy (Organizational
Culture)

nan133 383 1%1Tugn Generation Z lfmud AU Taiusssuednsiduasuaufn
a¥1easse fMNdusimiuagiusiandaau uasdalomaliyaainsiidius mnesdnsanansaaing
Sausssusanald sggrefinusegslalunisihey wiuaiannugnifusiessdns uazenszdula
ANNALN T LUN Tt ILT IR TNy

4) funsdaasudaauaansavesussnaluszesen

ilpoednsanunsnUfuiuiloTesiunsssnu Generation Z ldegaiuszansaw azdsnaly

ANTIWABUTENA LU N158ATHT19199711209AUT UL NISILUTEANTAIMLTNIY wasN15a3I9

=3

LAT¥INANTULAd DUAEUTANTTULATAINAINNTAVRIAUT UInY Fedenndoaiud1vungves
gNSAENIYRIUNTHAILLAEIETIa IAnEN S INTUYWE

8. YdaldausnuznN13Id8 (Research Suggestions)

Mnuan1sideased wuin JadeifuadenisndonadaseueeinguiauelstuLen
(Generation 2) utseanidu 3 nguwdn I Jasegdlalunisvinen dadeagulunisieu wee
Jadofuiamssuesdng lnsusastladeiiavninaronisdndulavesnguedrdlussiuiiuandnaiu
sudadgdla wuin ausuiiaveuluanu uazanudisslumsviany Wuladefidmadauinogadl
Huddysonsidonasinsiu Jsuanslifiuin Generation Z lianuddfunuiilalenaliuans
Fnunn Sulnveunauremy wazassatauniulaluasendnldedsdanu dudadedqu
WuI1 ANduius AU aus L Avaun a9 ad vy uazd eldavesesdns 1y
psAUsznouddniidsmarensindulavesnguiiosne lnsazvieufsmnuamanisnuaanmiinlu
M5¥u warmsuinmdnuaiiavedesdns uazgavinediutadeduiamussuesdng nui
anwauriausssunielussans wazulouis Iduiial LazWusAav0303AnT JUNUIMEIAYsaNS
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1w

indulaiienainssuues Generation Z lnsiamzluduanugdnirTausssuuazanilouesosnns
udenAdesiUANLLTolazyaBurey MnTeyadnaniiteialdelausuusdvivosdnsuas
UIInineInsyARaLanIivIng Feteluid

8.1 daiauanuzdmIuaIAnIULAZEUITININSHEINTYAAS

namsfnundliifuinesdnsiideanisfaganiinmuiaiueisduusa (Generation 2) A2l
anuddnyfunsaisanmwandeumaiaeuiatiuayumafvlaveamine Sssvuiamunoidnd
donau uaglimuddyfunuaunasenintensauuasTindiud osdnsesianuloviofide
somnudangulunisiam wu mslimadenlunsihauwuy Hybrid %38 Remote Work tiels
wiineufinruguuazannndnumaunalumslddiald venand esdnsmsiuiinisaineianss
osdnsfidaauardoanslsiognsdiussansnin iueisiuuen (Generation 2) Tauddyiueadng
wmmammmﬁumuﬂmm (Core Values) waziimnemagsiaiiaenndeaiuanadovosmanian

muu ﬂ’ﬁﬁﬂLﬁiNﬂW‘WﬁﬂUm‘UBQBQﬂﬂiLLauﬂ’ﬁ?{@ﬁ'ﬁmEJ’Jﬂ‘U‘W‘lJﬁﬂQLLauﬂ’]‘UEJiJGU’eN’eNﬂﬂiﬂQL‘U‘L!‘lejﬂ%EJ‘Vl

ee ﬁEt

limsuestu uidmuifedaglidoyaiiiulstlonidenmhaud-latadeiiinadeniaden
affAsuYeLLALeLITULTA (Generation 2) wAGilUssLA U a1 sovetenaLiialiuaudnes
nsAnwiluowaald wil

1) msAnwinduigaiuladelawiznguanamnssy

wan1sfnwdidunistiasgsiluniwsinees Generation Z lnsluldusnaiunga
gnaunTsy 0g14lsfinu Generation Z 91afitladelumsidenaiasiuiiunndsiululuusazane
s 1w Tugramnssumalulad awdangulumsiaunasuinnssuoraduiiadoddy vaeilu
geamnssuNaiy anuduaduendnenafinruddgunnni fafu euidelueuianenafinnsan
hmsfnwisuiieusswinguenannssusng 4 Welildteasuiamsinigaanniu

2) ASANEINGANITIUVDILALUBLITULDA (Generation Z) Tuszazend

nsfndiinnesingAnssuresiaiunistunte (Generation 2) lutianatiiagdu
pgalsfinnu anudesmsvesninauansnildsunlasidmutladoundeumaasesAauasdsny
n53dgluemanaansaaiunisiugiuuuvesmsAnufaniuszezed (Longitudinal Study) e
Aamuunliunginssuveaiueistuuen (Generation 2) lunmsidensudiomnwndulady gy
msLﬂﬁwuﬂawaﬂﬁsﬁﬁﬁaﬁamﬂmmé’amnﬁﬁﬂizaumsaiv‘hmuum%u

3) nﬁsi%'twﬂiuia?lﬁguqﬂun'ﬁ%Lﬂsﬁzﬁ%’agawqaﬂﬁmmé’aﬁﬂsmu

wialuladlug ¢ 19U Machine Learing %38 Al a@ansathunlalunisiesiziiunliunis
LFonadAINUVDUIUDLITULYA (Generation 2) 1A Favgr1adu N15lEN153ATIBLTIneINTal
(Predictive Analytics) Lﬁammmizﬂdﬁ]a%’simsﬁ@m%wam’mﬁamiammﬁanaﬁmmﬂuamﬂm 730
n1519 Natural Language Processing (NLP) L‘WEJ’JLmqmmwmmmummmaumammmmamﬂaim
ooulatl 19y Linkedin %13a Glassdoor iielldeyadednilauatenniy

1) msAnuadeiitinadenisnuwiingu Generation Z

wiinsdenaiasauduiidefidfy uidadediviildawesdunn (Generation 2)
dndulaegluasdnslusvezen Adulssduiinsinuifindy nsfnudannsovenglufsdadeia
AR DSMIINITANDBNVBILALUBLTTULYA (Generation Z) 1u Aruanisildnsaduauduais
JEUUUIMIIANIsNeluesdns wislenalunisiivlaluaisnu



151

8.2 YolAuBlULITIIVING
NNHaNTIae ATeiidelausuuruuimsdmiunsfnuluouan evensesdanuiuay
dinanudnlunsvianudlatladeifinadenisidenainsiuresnguiaiueisiulen (Generation
2) feil
1) m3finns@nundednluviunvesngugnraivnssuiiuanesiu 1y gaamnssy
welulad M3y nsfinw iedeansnavu ieSeuifisutiadoinasenaidenatiasnuvea
welstuneslulsiasngugaamngsy Seenasidnunzianzfiuandnaiu
2) arsandunsiveludnuae Longtudinal Study Lt efn®1n151UE suuUasves
woAnssuLaztadeiifinadenisdeniiuvesaiualstunsn (Generation 2) luszezen laglaniziile
mnivsraunmsalinuiistuiedsunlamun s iauasdsan
3) mastwalulagadiolvi wWu n1slesezideyane Al w3en15ld Natural Language
Processing (NLP) uniUszgnaldlunisdrsiamuaiiuainunanesuesulay 1wy Linkedin w39
Glassdoor \iellsteyaiBsanfiasiounuseaieainnguidmneg
a) msiimsnwidesenfnfuiladeidsaienisinuiniingu Generation Z lussAns
Taglanzluuszifiufunignity aadfianels wazszuvatuayuneluesdng Jaazdaelviosdns
annsaimuunmslunsinnyeansifiguamialuszezen
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