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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 (TCI) 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 5, Issue 13 (January — April 2026), continues to reflect the journal's
dual mission: advancing theoretical insight and fostering practical application. It features
twelve peer-reviewed articles, meticulously selected by a panel of esteemed experts.
The topics addressed in this issue span a comprehensive range of disciplines, including
marketing strategy, consumer behavior and decision-making, customer experience design,
human resource management, strategic management, service quality, financial management,
technology and innovation, sustainability and business ethics, as well as skills development

and learning.

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 published article. 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 study examines the gap between customer expectations and perceptions of
cross-border e-commerce logistics service quality between Thailand and Cambodia using the
SERVQUAL model, which includes reliability, responsiveness, assurance, empathy, and
tangibles. By analyzing these dimensions, the study aims to uncover critical factors where
service improvements are needed to align with customer expectations, ultimately providing
insights for cross-border logistics providers to enhance service quality and increase customer
satisfaction in the e-commerce sector between the two countries. Using a quantitative
research design, a survey was conducted with 400 local residents in Siem Reap, who were
familiar with cross-border logistics, with a pilot test involving 50 respondents to refine the
questionnaire for clarity and reliability. A survey was conducted among 400 Siem Reap
residents, with a pilot test involving 50 respondents to refine the questionnaire for clarity
and reliability. The final survey was translated into Khmer for accessibility. Gap analysis
revealed notable discrepancies, particularly in responsiveness (0.45) and assurance (0.37),
indicating a need for faster customer communication and stronger shipment security measures.
The Multiple Regression Analysis (MRA) demonstrated that reliability (B = 0.28, p < 0.001),
responsiveness (B = 0.22, p < 0.001), and assurance (B = 0.31, p < 0.001) significantly influence
customer satisfaction, while customer satisfaction strongly predicts customer loyalty (B = 0.60,
p < 0.01). These findings provide actionable insights for logistics providers to enhance
operational efficiency, adopt real-time communication tools, and strengthen shipment
security. Addressing these gaps will improve customer satisfaction, foster loyalty, and enhance
the competitiveness of cross-border logistics services between Thailand and Cambodia,
particularly in the growing e-commerce sector.

Keywords: SERVQUAL; cross - border logistics; responsiveness; assurance



1. Introduction

The rapid expansion of cross-border e-commerce, driven by technological advancements
and improved logistics infrastructure, has positioned Southeast Asia as a key player in global
online trade. Thailand and Cambodia, in particular, have experienced a significant increase in
cross-border shipments due to rising internet penetration, growing consumer purchasing power,
and the proliferation of online marketplaces (Piriyapada et al., 2023). Despite the opportunities
presented by cross-border e-commmerce, ensuring high-quality logistics services remains a major
challenge. Service quality, defined as the extent to which service delivery meets customer
expectations, plays a crucial role in customer satisfaction, loyalty, and overall business success
(Parasuraman et al., 1985). In cross-border logistics, where multiple stakeholders operate across
different regulatory environments, addressing service quality gaps is essential for enhancing
operational efficiency and customer retention. This study examines the gap between customer
expectations and perceptions of service quality in Thailand-Cambodia cross-border logistics for
e-commerce. Using the SERVQUAL framework, it evaluates five key service quality dimensions:
tangibles, reliability, responsiveness, assurance, and empathy. Additionally, Multiple Regression
Analysis (MRA) is employed to assess how these service quality factors influence customer
satisfaction and loyalty.

The research aims to identify the most critical service quality issues, such as delays in
customs clearance (reliability) or inadequate tracking systems (tangibles), and their impact on
customer retention. By quantifying these gaps, the study provides logistics providers
and e-commerce businesses with actionable insights to improve service delivery, such as
streamlining customs processes, enhancing real-time shipment tracking, and improving
communication with customers. Given the limited research on service quality gaps in Southeast
Asia’s cross-border logistics, particularly within the Thailand-Cambodia corridor, this study
addresses a critical gap in both academic literature and industry practice. The findings will offer
practical recommendations for optimizing logistics operations, strengthening customer
relationships, and informing policy decisions - such as harmonizing customs regulations—to
improve efficiency in cross-border e-commerce. By identifying key drivers of service quality
gaps - such as operational inefficiencies, regulatory barriers, or technological limitations—the
research provides a roadmap for logistics providers, e-commerce businesses, and policymakers
to enhance service quality, increase competitiveness, and support the sustainable growth of

cross-border e-commerce in Southeast Asia.



2. Objectives
1) To compare customers’ expectations of service quality in Thailand-Cambodia
cross-border logistics with their actual perceptions, using the SERVQUAL framework to identify
service gaps.
2) To employ Multiple Regression Analysis (MRA) to determine which service quality

dimensions most significantly impact customer satisfaction and loyalty.

3. Literature Review

3.1 SERVQUAL Model

The SERVQUAL model, introduced by Parasuraman et al. (1985), represents a
fundamental framework for assessing service quality across diverse industries, including
e-commerce and logistics. This model elucidates service quality as the discrepancy between
customers' expectations (E) and perceptions (P) of service delivery, encompassing five
dimensions: reliability, responsiveness, assurance, empathy, and tangibles.

Reliability denotes the consistency and accuracy of service provision. In the context
of cross-border e-commerce logistics, it involves aspects such as timely delivery,
order accuracy, and consistent service performance (Parasuraman et al., 1988).

Responsiveness refers to the promptness and efficiency with which service providers
address customer inquiries and requests. In cross-border logistics, it encompasses timely
communication, query resolution, and ongoing customer support throughout the shipping
process (Loiacono et al., 2007).

Assurance pertains to the credibility, competence, and security conveyed by service
providers. In the realm of cross-border logistics, it entails ensuring shipment safety and security,
as well as transparent communication regarding delivery procedures (Parasuraman et al., 1988).

Empathy signifies the degree to which service providers understand and address
individual customer needs and concerns. In cross-border e-commerce logistics, it involves
personalized customer service, accommodation of special requests, and tailored solutions
based on customer preferences (Parasuraman et al., 1988).

Tangibles encompass the physical aspects of service provision, such as facilities,
equipment, and visual appearance. While less pertinent in virtual transactions, tangibles in
cross-border logistics include user-friendly interfaces, intuitive tracking systems, and visually

appealing packaging (Parasuraman et al., 1988).



Numerous studies have applied the SERVQUAL model to assess service quality in
logistics and e-commerce. For instance, Loiacono et al. (2007) employed SERVQUAL
dimensions to evaluate online retailing service quality, emphasizing responsiveness
and reliability. Similarly, Parasuraman et al. (1988) utilized the model to measure banking
service quality, highlighting assurance and empathy's significance in enhancing customer
satisfaction and loyalty. In the context of cross-border logistics for e-commerce between
Thailand and Cambodia, the SERVQUAL model offers a valuable framework for evaluating
and enhancing service quality. By identifying caps between customer expectations
and perceptions across SERVQUAL dimensions, logistics providers and e-commerce businesses
can implement targeted strategies to improve customer satisfaction and retention.

3.2 Service Quality in Cross-Border Logistics

Service quality is pivotal in determining the success of cross-border logistics services, directly
influencing customer satisfaction, loyalty, and repeat business (Parasuraman et al., 1988).
Nonetheless, delivering high-quality logistics services across international borders poses unique
challenges, including diverse regulatory frameworks, infrastructural discrepancies, and cultural
variations (Bosworth & Owen, 2019).

The SERVQUAL model, initially developed by Parasuraman et al. (1988), offers a
comprehensive framework for assessing service quality based on tangibility, reliability,
responsiveness, assurance, and empathy dimensions. While originally applied in traditional
service sectors, the model has been adapted to evaluate service quality in cross-border
logistics contexts (Zhou et al., 2018).

In cross-border logistics, tangibility refers to the physical appearance and condition of
delivery vehicles, packaging, and documentation, which influence customer perceptions of
professionalism and reliability. Reliability is demonstrated through accurate and timely
deliveries across different customs jurisdictions, reflecting a company’s consistency in fulfilling
service promises. Responsiveness captures the speed and effectiveness with which logistics
providers handle customer inquiries and resolve cross-border issues, such as shipment delays
or customs holds. Assurance is linked to the provider’s ability to instill confidence in customers
through knowledgeable staff, secure handling of goods, and compliance with international
regulations. Finally, empathy pertains to personalized service, understanding specific client
needs in different markets, and offering flexible solutions tailored to the complexities of

international trade.



Empirical studies applying SERVQUAL in cross-border logistics (Li & Zhang, 2019) have
highlighted the importance of improving service responsiveness by enhancing digital
communication tools and real-time tracking systems. Additionally, reliability can be
strengthened through the integration of advanced logistics technologies and partnerships with
local carriers to navigate regional constraints. Assurance is increasingly critical, as clients expect secure
handling of goods and expert navigation of regulatory environments, especially in high-value
or sensitive shipments.

By adapting the SERVQUAL model to the cross-border logistics context, service
providers can identify service gaps more precisely, tailor operational strategies to meet
international customer expectations, and enhance competitiveness in global supply chains.

3.3 Customer Expectations and Perceptions in Cross-Border Logistics

Understanding customer expectations and perceptions is essential for delivering
high-quality cross-border logistics services. Studies have identified gaps in service quality,
particularly in delivery speed, transparency, and post-purchase support (Lee et al., 2020).
Addressing these gaps requires logistics providers to adopt customer-centric strategies, leverage
real-time tracking technology, and collaborate with local partners to navigate regulatory
challenges (Jiang et al., 2017).

Lee et al. (2020) examined factors influencing customer expectations and perceptions
in cross-border logistics through surveys and interviews with e-commerce consumers. Their
study revealed discrepancies in delivery speed, transparency, and post-purchase support,
emphasizing the need for customer-focused strategies and technology adoption.

Jiang et al. (2017) assessed logistics service quality using the SERVQUAL model in B2C
cross-border e-commerce. Their survey-based study highlighted the importance of reliability,
responsiveness, assurance, empathy, and tangibles. The findings underscored the need for
personalized customer service, real-time tracking, and clear communication to enhance service
quality.

Similarly, Li & Zhang (2019) applied the SERVQUAL model to evaluate cross-border
logistics service quality. Their research emphasized reliability, responsiveness, and assurance
as key factors shaping customer perceptions, highlighting the need for continuous service
improvement and innovation.

These studies collectively demonstrate the complexities of meeting customer

expectations in cross-border logistics. They highlicht the importance of reliability,



responsiveness, assurance, empathy, and tangibles while emphasizing the role of technology,
personalized service, and transparency in closing service quality gaps.

Zhang et al. (2020) studied cross-border logistics in China and found that delivery
speed, package condition, and tracking accuracy significantly influenced service quality
perceptions. Their findings reinforced the importance of reliability, responsiveness,
and transparency in customer satisfaction.

A study in Vietnam (Nguyen et al., 2020) revealed that customers prioritize delivery
reliability, product quality, and return process convenience. The research emphasized timely
delivery, accurate order fulfillment, and responsive customer support, urging logistics providers
to invest in infrastructure and technology.

Wijaya et al. (2018) examined cross-border e-commerce logistics in Indonesia and found
a strong link between service quality and customer satisfaction. Factors such as delivery speed,
order accuracy, and tracking availability played a crucial role in shaping customer perceptions.
The study highlighted the need for efficient operations, clear communication, and responsive
service to boost customer loyalty.

These findings across Asia underscore common factors influencing customer
expectations in cross-border logistics, particularly reliability, responsiveness, transparency,
and convenience. Addressing these aspects through technological advancements
and customer-oriented service improvements is critical to enhancing satisfaction
and competitiveness in the cross-border e-commerce market.

3.4 Customer Satisfaction

Customer satisfaction is defined as a customer's overall evaluation of a product
or service based on their expectations and actual experience, is influenced by perceived
quality, value, and the extent to which the service meets or exceeds expectations
(Oliver, 1980). Parasuraman et al. (1988) introduced SERVQUAL, emphasizing that service quality
is a key determinant of customer satisfaction. Building on this, Cronin & Taylor (1992) critiqued
SERVQUAL and proposed the SERVPERF model, arguing that perceived service quality has a direct
impact on customer satisfaction. Further empirical evidence by Dabholkar et al. (2000) confirmed
that the dimensions of SERVQUAL significantly influence customer satisfaction across various
service industries, reinforcing the model’s relevance in evaluating service effectiveness and

customer perceptions.



3.5 Customer Loyalty

Customer loyalty is the degree to which customers repeatedly purchase from or engage
with a company due to positive experiences, trust, and emotional connection. It is often
measured through repeat purchases, referrals, and long-term commitment to a brand
(Dick & Basu, 1994). Previous studies have provided robust empirical support for the notion
that superior service quality is a critical determinant of customer satisfaction, which in turn
serves as a key antecedent to customer loyalty. For example, Oliver (1999) argues that
consistent positive experiences are fundamental to cultivating customer loyalty, while
Parasuraman, Zeithaml, & Berry (1988) demonstrate, through the SERVQUAL model,
that enhanced service quality directly contributes to increased customer satisfaction.
This relationship is further substantiated by Hallowell (1996), who emphasizes the causal link
between satisfaction and loyalty, and by McDougall & Levesque (2000), who highlight the role
of perceived value in reinforcing this dynamic. Moreover, in the context of e-commerce
and logistics, studies by Kim & Jin (2001), Yang & Peterson (2004) and Cheng & Liao (2011)
illustrate that efficient logistics services—characterized by timely delivery, effective
communication, and order accuracy—are pivotal in driving customer satisfaction, ultimately

fostering long-term loyalty.

4. Research Methodology

This study employed a quantitative research design to examine the gap between
customer expectations and perceptions of service quality in cross-border logistics from
Thailand to Siem Reap, Cambodia. The objective was to collect numerical data from a sample
of consumers in Siem Reap, quantifying their expectations and perceptions across various
service quality dimensions.

A convenience sampling approach was used to select participants who had prior
experience with cross-border logistics services between Thailand and Cambodia. This method
was deemed appropriate due to the practical constraints of accessing a complete sampling
frame in Siem Reap and the need to ensure participants possessed relevant experience.
To minimize sampling bias, data collection was conducted across multiple locations and time
periods to capture diversity in respondents.

A total of 400 respondents were targeted for the main survey. The sample size was
determined using G*Power 3.1 software, with a power level of 0.80, an alpha value of 0.05,

and a medium effect size (f2 = 0.15), consistent with Cohen’s (1988) recommendations for



multiple regression analysis. These parameters yielded a minimum required sample size of
approximately 150 participants, but a larger sample was collected to enhance statistical
reliability and generalizability.

Prior to the main data collection, a pilot test was conducted with 50 respondents
to evaluate the reliability and validity of the survey instrument. This phase helped identify
and resolve ambiguities, inconsistencies, and deficiencies in the questionnaire. Feedback from
the pilot test was used to refine the instrument, ensuring clarity, comprehensibility,
and appropriateness for the target audience.

Following the pilot test, data collection proceeded with the distribution of the finalized
survey questionnaire to the selected participants in Siem Reap. Based on the SERVQUAL model,
the questionnaire included multiple items measuring customer expectations and perceptions
across five dimensions: reliability, responsiveness, assurance, empathy, and tangibles.

To improve accessibility, the questionnaire was translated into Khmer, the local language.

5. Research Results

As can be seen in Table 1, the majority of respondents are aged 18 - 26, making up
55% of the sample. The next largest age group is 27 - 35 years old, comprising 22.50%, with
other age groups representing smaller portions. The sample is composed of 60% females,
37.50% males, and 2.50% individuals who preferred not to disclose their gender. Among the
respondents, 22.50% are employed full-time, 10% part-time, 7.50% are freelancers or self-
employed, 5% are solely self-employed, and 45% are students. Additionally, 10% reported
being unemployed. The distribution of professions mirrors the employment status: 22.50%
full-time employees, 10% part-time employees, 7.50% freelancers or self-employed, 5%
solely self-employed, 45% students, and 10% unemployed. Income levels vary among
respondents, with 12.5% earning below $100, 20% earning between $100 and $300, 5%
earning between $300 and $500, 12.50% earning between $500 and $700, 15% earning
between $700 and $1000, and 17.50% earning above $1000. Additionally, 17.50% of

respondents chose not to disclose their income.



Table 1 Demographic profile

Characteristics Frequency Percent
Age 18 - 26 220 55.00
27 - 35 90 22.50
36 - 44 30 7.50
45 - 53 40 10.00
54 - 62 10 2.50
Above 62 10 2.50
Total 400 100.00
Gender Female 240 60.00
Male 150 37.50
Prefer not to say 10 2.50
Total 400 100.00
Profession Employed full-time 90 22.50
Employed part-time 40 10.00
Freelancer or Self-employed 30 7.50
Self-employed 20 5.00
Students 180 45.00
Unemployed 40 10.00
Total 400 100.00
Income Below $100 50 12.50
$100 - $300 80 20.00
$300 - $500 20 5.00
$500 to $700 50 12.50
$700 to $1000 60 15.00
Above $1000 70 17.50
Prefer not to answer 70 17.50
Total 400 100.00

The Table 2 shows cross-border logistics service usage frequency among respondents.
75% reported using it 1 - 3 times a month, 15% used it 4 - 6 times, 5% used it 7 - 10 times,

and another 5% used it fewer than 10 times. DHL is the most preferred shipping company,
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chosen by 37.50% of respondents, followed by Kerry Express at 25% and FedEx at 17.50%.
Other companies, such as Buffalo, Fastship, Siam Shipping, Speedpost, UPS, and Virakbuntham,
each captured 2.50% to 5% of the market. Expenditure on shipping services tends to be
modest, with 52.50% of respondents spending below $30 per shipment. Additionally, 25%
spend $30 - $74, and 22.50% spend $75 - $119 per shipment, indicating a preference for cost-
efficient shipping solutions. When selecting a cross-border logistics company, respondents
prioritize delivery time (20%), real-time tracking systems (30%), and shipping costs (30%).
User-friendly platforms are important for 10% of respondents, while reliability of delivery
and shipping options are less emphasized, each garnering 2.50% of attention. This highlights
the importance of efficiency, transparency, and cost-effectiveness in choosing cross-border

logistics services.

Table 2 Customer Preference of Cross-Border Logistics Usage

Frequency usage in a month Frequency Percent
1 -3 times 300 75.00
4 - 6 times 60 15.00
7 - 10 times 20 5.00
< 10 times 20 5.00
Total 400 100.00

Preference for Shipping Companies in Cross-Border Logistics

Buffalo 20 5.00
DHL 150 37.50
Fastship 20 5.00
FedEx 70 17.50
Kerry Express 100 25.00
Siam Shipping 10 2.50
Speedpost 10 2.50
UPS 10 2.50
Virakbuntham 10 2.50
Total 400 100.00

Average Expenditure on Cross-Border Shipping Services

$30 - $74 100 25.00
$75-5119 90 22.50
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Average Expenditure on Cross-Border Shipping Services Frequency Percent
Below $30 210 52.50
Total 400 100.00

Rationale for choosing a cross-border logistics company

Delivery time 80 20.00
Real-time tracking system 120 30.00
Reliability of delivery 20 5.00
Shipping cost 120 30.00
Shipping options (e.g., express, standard, economy) 20 5.00
User-friendly platform 40 10.00
Total 400 100.00

Cronbach’s alpha values in The table indicate strong internal consistency across all
constructs, with coefficients ranging from 0.772 to 0.980 in both the pilot (n = 50) and full-scale
(n = 400) tests. These values exceed the commonly accepted threshold of 0.70, demonstrating
that the items within each dimension—Reliability, Responsiveness, Assurance, Empathy, and
Tangibles—as well as the constructs of Customer Satisfaction and Customer Loyalty, reliably
measure their intended variables. For instance, the Reliability dimension shows robust
consistency, particularly with R3 (customer trust in accurate and punctual deliveries) scoring
0.918 and 0.912 in the pilot and full-scale tests, respectively, underscoring its critical rolein
customer perceptions. Similarly, the Assurance dimension exhibits exceptionally high reliability
with alpha values nearing 0.98, highlighting its importance in reinforcing customer confidence.
The consistently high alpha values for Customer Satisfaction and Customer Loyalty further
affirm that these constructs are measured reliably, ensuring that the survey instrument
provides dependable and valid assessments of service quality perceptions incross-border

logistics services.

Table 3 Reliability analysis using Cronbach’s alpha for the selected indicators

Construct Pilot test Valid test
(n = 50) (n = 400)
Reliability
R1. Occasional delays in shipments from Thailand to 0.783 0.772

Cambodia may affect reliability perceptions.
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Construct Pilot test Valid test
(n = 50) (n = 400)

R2. Adherence to delivery timelines for Cambodia- 0.824 0.843
bound shipments enhances perceived reliability.
R3. Customer trust in accurate and punctual deliveries 0.918 0912
to Cambodia is crucial for reliability.
Responsiveness
RS1. Timely responses to inquiries about Cambodia- 0.875 0.882
bound shipments demonstrate effective
communication.
RS2. Minimal delays in customer service responses 0.943 0.941
reflect operational efficiency.
RS3. Swift resolution of issues related to shipments to 0.868 0.891
Cambodia indicates responsive service.
Assurance
Al. Customer confidence in secure handling of 0.978 0.980
shipments from Thailand to Cambodia is essential.
A2. Clear communication about shipment safety 0.967 0.977
measures reinforces customer assurance.
A3. Formal guarantees regarding delivery reliability to 0.906 0.913
Cambodia boost customer confidence.
Empathy
E1l. Customer service empathy in resolving Cambodia- 0.858 0.883
related shipment issues is pivotal.
E2. Perceived commitment to customer satisfaction in 0.858 0.868
Cambodia-bound shipping demonstrates empathy.
E3. Actively seeking and incorporating customer 0.853 0.862
feedback for Cambodia shipments showcases
empathetic service.
Tangibles
T1. Packaging and labeling standards from Thailand to 0.845 0.865

Cambodia are satisfactory.
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Construct Pilot test Valid test
(n = 50) (n = 400)

T2. Product condition upon arrival in Cambodia is 0.817 0.827
consistent and meets expectations.
T3. The tracking system for shipments from Thailand to 0.856 0.867
Cambodia is user-friendly.
Customer Satisfaction
CS1. Overall, | am satisfied with the quality of cross- 0.865 0.870
border logistics services from Thailand to Cambodia.
CS2. The service performance meets my expectations 0.880 0.885
for cross-border shipments between Thailand and
Cambodia.
CS3. The logistics service effectively addresses my 0.855 0.860
needs during cross-border transactions
Customer Loyalty
CL1. | intend to continue using the cross-border 0.870 0.875
logistics services for future shipments between
Thailand and Cambodia
CL2. I would recommend these cross-border logistics 0.885 0.890
services to others
CL3. | consider this logistics service provider to be my 0.860 0.865

preferred choice for cross-border shipments.

The Table 4 presents a comprehensive analysis of service quality dimensions,

encompassing reliability, responsiveness, assurance, empathy, and tangibles, alongside their

respective weights, expectations, perceptions, and gap scores. In the realm of reliability,

customers anticipate a service level of 3.68 but perceive it at 3.36, indicating a discernible gap

of 0.32 to be addressed. Conversely, regarding responsiveness, expectations are set at 3.51

while perceptions fall slightly lower at 3.06, resulting in a more pronounced gap score of 0.45.

This underscores a notable disparity between what customers anticipate and what they

actually experience in terms of responsiveness. These insights pinpoint areas where service

enhancements are imperative to align with and surpass customer expectations effectively.
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In assessing assurance, there exists a slight gap akin to reliability, with expectations set
at 3.68 and perceptions at 3.31, resulting in a gap score of 0.37, indicative of a need for
aligcnment to better meet expectations. Moving to empathy, where expectations stand at 3.41
and perceptions at 3.11, a gap score of 0.30 emerges, although comparatively smaller than
that of responsiveness. Tangibles, marked by high expectations at 3.62 and perceptions slightly
lower at 3.42, yield a gap score of 0.20, denoting proximity between perceived and expected
tangibles. The cumulative gap scores across all dimensions, depicted at the bottom row as
1.64, underscores the collective disparity between customer expectations and perceptions of
service quality. These insights offer valuable direction for improvement initiatives, guiding
efforts to prioritize areas requiring attention to augment overall service quality and elevate

customer satisfaction levels.

Table 4 Gap Analysis

Dimensions Expectations Perceptions Gap Score
Mean S.D. Mean S.D.
Reliability 3.68 1.11 3.36 1.00 0.32
Responsiveness 3.51 1.15 3.06 0.98 0.45
Assurance 3.68 1.18 3.31 0.99 0.37
Empathy 3.41 1.01 3.11 1.11 0.30
Tangibles 3.62 1.01 3.42 0.91 0.20
Total 17.90 16.26 1.64

Table 5 presents a SERVQUAL analysis for evaluating the service quality of shipments
from Thailand to Cambodia based on five key dimensions: Reliability, Responsiveness,
Assurance, Empathy, and Tangibles. Each dimension has indicators rated on customer
expectations, perceptions, and a derived gap score, which measures the difference between
expectations and actual service perceptions. Positive gap scores indicate areas for
improvement, while negative or zero scores suggest that services meet or exceed
expectations.

Reliability: This dimension assesses the consistency and dependability of the service.

For instance, the highest gap score under Reliability is 0.47 for R1 (occasional delays), indicating
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that service lags behind customer expectations. R2 and R3, with smaller gaps (0.25 and 0.22),
suggest that timely delivery and customer trust are relatively well-managed, though still with
room for improvement.

Responsiveness: Responsiveness reflects the company’s ability to address customer
inquiries and resolve issues promptly. The highest gap score here is RS3 (swift issue resolution) at
0.65, highlighting significant improvement potential in resolving shipment-related issues. RS1 and
RS2 also show gaps (0.4 and 0.28), indicating a need for faster response times to customer inquiries.

Assurance: This dimension relates to building customer confidence through secure
handling and clear communication. Al has a gap of 0.30, which suggests that while customers
generally feel assured, there is room to enhance trust through secure shipment handling.
Smaller gaps in A2 and A3 (both 0.23) imply that clear communication and formal guarantees
are closer to meeting customer expectations but could still be strengthened.

Empathy: Empathy in service quality reflects the company’s attentiveness to customer
needs. The highest gap here is E1 (customer service empathy in issue resolution) at 0.52,
indicating that customers perceive a lack of understanding in addressing shipment-related
issues. E2 and E3 show lower gaps (0.28 and 0.07), suggesting a relatively higher perception of
commitment to customer satisfaction.

Tangibles: This dimension evaluates the physical aspects of the service, such as
packaging, product condition, and tracking systems. A negative gap score of -0.03 for T1
suggests that the packaging and labeling standards exceed customer expectations.
However, T2 and T3 have positive gaps (0.27 and 0.33), indicating minor improvements could
be made in maintaining product condition and enhancing tracking system usability.

In summary, the SERVQUAL analysis reveals areas for improvement in responsiveness,
empathy, and certain aspects of reliability and assurance, while tangible aspects of service
quality generally meet or exceed expectations. Reducing gaps in these dimensions can

enhance customer satisfaction and service perceptions, particularly in areas like swift issue

resolution, empathetic customer service, and reliable, secure handling.



Table 5 Gap Analysis of Dimensions and indicators
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Construct

Expectations

Perceptions

Gap

score

Reliability

R1. Occasional delays in shipments from
Thailand to Cambodia may affect reliability
perceptions.

R2. Adherence to delivery timelines for
Cambodia-bound shipments enhances
perceived reliability.

R3. Customer trust in accurate and punctual

deliveries to Cambodia is crucial for reliability.

3.75

3.48

3.55

3.28

3.23

3.33

0.47

0.25

0.22

Responsiveness

RS1. Timely responses to inquiries about
Cambodia-bound  shipments  demonstrate
effective communication.

RS2. Minimal delays in customer service
responses reflect operational efficiency.

RS3. Swift resolution of issues related to
shipments to Cambodia indicates responsive

service.

3.48

3.38

3.43

3.08

3.10

2.78

0.40

0.28

0.65

Assurance

Al. Customer confidence in secure handling of
shipments from Thailand to Cambodia is
essential.

A2. Clear communication about shipment safety
measures reinforces customer assurance.

A3. Formal guarantees regarding delivery
reliability to Cambodia boost customer

confidence.

3.65

3.53

3.86

3.25

3.20

3.48

0.30

0.23

0.23

Empathy

El. Customer service empathy in resolving

Cambodia-related shipment issues is pivotal.

3.45

293

0.52
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Construct Expectations Perceptions Gap
score
E2. Perceived commitment to customer 3.23 2.95 0.28
satisfaction in  Cambodia-bound  shipping
demonstrates empathy.
E3. Actively seeking and incorporating customer 3.30 3.23 0.07
feedback for Cambodia shipments showcases
empathetic service.
Tangibles
T1. Packaging and labeling standards from 3.50 3.53 -0.03
Thailand to Cambodia are satisfactory.
T2. Product condition upon arrival in Cambodia 3.45 3.18 0.27
is consistent and meets expectations.
T3. The tracking system for shipments from 3.63 3.30 0.33
Thailand to Cambodia is user-friendly.
Table 6 Predicting Customer Satisfaction from SERVQUAL Dimensions
Predictor Variables B (Coefficient) Std. Error t-value p-value
Constant 0.76 0.18 4.22 0.000%***
Reliability 0.28 0.07 4.00 0.000***
Responsiveness 0.22 0.06 3.67 0.000%**
Assurance 0.31 0.05 6.20 0.000%***
Empathy 0.20 0.07 2.86 0.005**
Tangibles 0.15 0.06 2.50 0.014%
R? 0.75 F-statistic 50.21
Adjusted R2 0.73 p-value (F-test) 0.000**
Notes: **p<0.001, **p<0.01, *p<0.05

In Table 6, the results indicate that the SERVQUAL model effectively explains 75% of

the variance in customer satisfaction (R? = 0.75), demonstrating a strong relationship between

service quality dimensions and customer satisfaction. Among these dimensions, Assurance

(B =0.31, p < 0.01) has the most significant impact, suggesting that customers place the highest

value on trust, competence, and the professionalism of service providers.
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Additionally, Reliability (B = 0.28, p < 0.01) and Responsiveness (B = 0.22, p < 0.01) are
also critical factors, highlighting the importance of delivering consistent, dependable services
and ensuring prompt responses to customer needs.

While Empathy (B = 0.20, p < 0.01) and Tangibles (B = 0.15, p < 0.05) have comparatively
weaker effects, they still play a statistically significant role in shaping customer satisfaction.
This suggests that personalized attention, understanding customer needs, and the physical
aspects of the service environment contribute positively to overall customer perceptions.

These findings emphasize the need for service providers to prioritize building customer
trust, ensuring reliability, and improving responsiveness while also maintaining a welcoming

and customer-centric service approach to enhance satisfaction levels.

Table 7 Predicting Customer Loyalty from Customer Satisfaction

Predictor Variables B (Coefficient) Std. Error t-value p-value
Constant 0.62 0.20 3.10 0.002**
Customer Satisfaction 0.60 0.075 8.00 0.001**
R2 0.68 F-statistic 38.54
Adjusted R2 0.65 p-value (F-test) 0.000%**

Notes: **p<0.001, **p<0.01

In Table 7 Customer Satisfaction was used as a predictor for Customer Loyalty.
The analysis revealed a strong, significant positive relationship (B = 0.60, p < 0.001), indicating
that higher satisfaction levels are associated with increased customer loyalty. With an R? of
0.68, this model suggests that Customer Satisfaction accounts for 68% of the variance in
Customer Loyalty, underscoring the importance of ensuring high service quality to drive

long-term loyalty among customers.

6. Discussion
The results of the gap analysis reveal a discrepancy between customer expectations
and perceptions across all SERVQUAL dimensions, indicating room for service quality
improvement in cross-border logistics between Thailand and Siem Reap, Cambodia.
The largest gap was observed in Responsiveness (0.45), followed by Assurance (0.37)
and Reliability (0.32), suggesting that customers perceive slower service response, a lack of
service assurances, and occasional inconsistencies in delivery timelines as critical pain points.

The smallest gap was noted in Tangibles (0.20), indicating that physical aspects such as
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packaging, labeling, and shipment tracking are relatively well-managed but still require
enhancements.

The multiple regression analysis further validates these findings, demonstrating that Reliability
(B = 0.28, p < 0.001), Responsiveness (B = 0.22, p < 0.001), and Assurance (B = 0.31, p < 0.001)
are significant predictors of Customer Satisfaction. The high R? value (0.75) suggests that
SERVQUAL dimensions explain a substantial proportion of variation in customer satisfaction.
Notably, Empathy (B = 0.20, p = 0.005) and Tangibles (B = 0.15, p = 0.014) also contribute
significantly, though to a lesser extent. These results imply that improvements in service
reliability, prompt communication, and assurance mechanisms will have the most substantial
impact on customer satisfaction.

The second regression model shows that Customer Satisfaction strongly predicts
Customer Loyalty (B = 0.60, p < 0.01, R?2 = 0.68). This confirms that satisfied customers are
more likely to continue using and recommending the logistics service. The high explanatory
power of the model (Adjusted R? = 0.65) reinforces the notion that enhancing customer
satisfaction through improved service quality directly translates into greater loyalty, a critical
factor for sustained business success in the logistics sector.

6.1 Theoretical Contribution

The analysis of cross-border logistics service quality using the SERVQUAL model
provides significant insights into customer expectations and perceptions, identifying critical
areas for improvement to enhance customer satisfaction, particularly in e-commerce.
The study reaffirms the importance of reliability, responsiveness, assurance, empathy, and
tangibles in shaping customer perceptions, consistent with prior research on logistics service
quality across various Asian markets, such as China (Zhang et al., 2020), Vietnam (Nguyen et al,,
2020) and Indonesia (Wijaya et al., 2018).

Reliability emerges as a crucial determinant of customer satisfaction, aligning with past
studies on logistics service quality. Zhang et al. (2020) emphasized that accurate tracking and
package condition upon arrival strongly influence customer trust, while Nguyen et al. (2020)
highlichted the significance of meeting delivery timelines in Vietnam’s logistics sector.
The current study’s gap score of 0.32 (expectation: 3.68, perception: 3.36) suggests that
customers find reliability lacking in cross-border logistics between Thailand and Cambodia.
Moreover, regression results indicate that reliability significantly predicts customer satisfaction

(B = 0.28, p < 0.001), reinforcing its importance in service quality enhancement. Improving
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reliability through efficient supply chain management, real-time tracking, and Al-driven
demand forecasting could mitigate delivery inconsistencies and improve customer trust.

The largest gap (0.45) was observed in responsiveness, signifying customer dissatisfaction
with slow responses to inquiries and issue resolution. This supports Wijaya et al. (2018),
who found that rapid customer service enhances satisfaction, and Li & Zhang (2019),
who advocated for real-time communication in logistics services. Responsiveness also significantly
influences customer satisfaction ([3 = 0.22, p < 0.001), suggesting that logistics providers must
adopt digital commmunication tools, Al chatbots, and faster escalation mechanisms to address this
gap. The substantial gap in responsiveness underscores the urgent need for proactive customer
engagement and streamlined communication channels.

The study highlights a gap of 0.37 in assurance, reflecting customer concerns regarding
shipment security and reliability. Consistent with Jiang et al. (2017), who found that formal
guarantees and transparent shipment tracking enhance trust, the findings suggest that
customers value assurance mechanisms such as insurance coverage, clear refund policies, and
formal delivery commitments. Assurance was also a significant predictor of satisfaction
(B = 0.31, p < 0.001), emphasizing the necessity for logistics firms to build stronger risk
management frameworks and ensure transparency in service policies to boost customer
confidence in cross-border logistics.

Empathy exhibits a gap score of 0.30, reflecting moderate misalignment between
customer expectations and perceived service attentiveness. Jiang et al. (2017) emphasized
that personalized services and proactive issue resolution contribute to a stronger emotional
connection with customers. While empathy was found to be a significant predictor of satisfaction
(B = 0.20, p = 0.005), its influence is comparatively lower than reliability and assurance,
suggesting that while personalization is valued, operational efficiency remains the primary
driver of satisfaction. Logistics providers should implement customer-centric service training,
multilingual support, and personalized issue resolution strategies to address this gap.

The smallest gap was observed in tangibles (0.20), indicating that customers generally
perceive physical aspects of the service—such as packaging, labeling, and shipment
tracking—as meeting expectations. This aligns with Zhang et al. (2020) and Nguyen et al. (2020),
who noted that tangible service attributes contribute positively to customer satisfaction.

Although tangibles were a less influential predictor of satisfaction (B = 0.15, p = 0.014),
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maintaining high-quality packaging and enhancing shipment tracking functionalities remain
essential for ensuring service consistency.

The regression analysis confirmed that customer satisfaction strongly predicts customer
loyalty (B = 0.60, p < 0.01, R? = 0.68). This reinforces existing literature indicating that satisfied
customers exhibit higher retention and recommendation rates. Therefore, bridging the gaps in
responsiveness, reliability, and assurance through technological advancements and process
optimization will not only enhance satisfaction but also drive long-term customer loyalty in
cross-border logistics services.

The cumulative gap score of 1.64 across all dimensions highligshts a consistent
discrepancy between customer expectations and service performance. The findings reinforce
the SERVQUAL model’s applicability in cross-border logistics and demonstrate that reliability,
responsiveness, and assurance are the most critical dimensions influencing customer
satisfaction. By implementing technology-driven solutions, operational improvements, and
enhanced customer assurance mechanisms, logistics providers can significantly improve
service quality, customer satisfaction, and loyalty in cross-border e-commerce logistics.

6.2 Managerial Contribution

The findings of this study provide valuable managerial insights for logistics companies
engaged in cross-border shipments between Thailand and Cambodia, emphasizing the
importance of enhancing service quality to improve customer satisfaction and loyalty.
The Multiple Regression Analysis (MRA) results indicate that reliability, responsiveness,
and assurance have the most significant impact on customer satisfaction, while customer
satisfaction itself is a strong predictor of customer loyalty. These insights highlight the need for
targeted improvements in  shipment reliability, customer service responsiveness,
and service assurance to bridge the existing gaps between customer expectations and perceptions.

To enhance reliability, logistics firms should invest in advanced route optimization,
real-time tracking systems, and streamlined customs procedures to minimize shipment delays.
Addressing responsiveness gaps requires proactive communication strategies, such as 24/7
customer support, Al-driven chatbots, and real-time shipment notifications, ensuring faster
responses to inquiries and complaints. Meanwhile, enhancing assurance can be achieved
through clear service guarantees, transparent shipment tracking, and reinforced security
measures, instilling greater confidence in customers regarding shipment safety and reliability.

Although the gap score of Assurance (0.37), which represents the value between

customer expectations and perceptions, is less than Responsiveness (0.45), the results of
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Multiple Regression Analysis (MRA) identified that Assurance had the highest B value (0.31).
This presents the importance of Assurance affecting to customer satisfaction, and then the
managerial need to maintain and improve the “Assurance” indicators to enhance the
customer satisfaction. Therefore, they should give priority to these factors.

Additionally, the study underscores the importance of empathy in customer service,
as customers expect personalized support and proactive problem-solving, particularly when
dealing with cross-border shipping complexities. Logistics companies should focus on cultural
sensitivity training for service staff, customer feedback mechanisms, and tailored logistics
solutions that cater to different customer needs. Although tangibles—such as packaging
quality and tracking system usability—show relatively smaller gaps, continuous improvements
in digital logistics platforms, shipment tracking interfaces, and packaging standards will
enhance customer perceptions.

Ultimately, the strong link between customer satisfaction and loyalty ([3 = 0.60, p < 0.01)
suggests that logistics providers must prioritize service quality improvements to retain
customers and strengthen their competitive position in Southeast Asia’s growing cross-border
e-commerce market. By implementing these strategic measures, logistics firms can enhance
operational efficiency, build long-term customer relationships, and sustain market leadership
in cross-border logistics services.

6.3 Policy Implication

To enhance service quality in cross-border logistics between Thailand and Cambodia,
regulatory authorities should consider formulating bilateral service quality standards
or minimum operational guidelines tailored specifically for logistics providers. These standards
should place particular emphasis on key service dimensions such as assurance, reliability,
and responsiveness to ensure consistency and trust across borders. In parallel, both
governments and relevant industry associations are encouraged to implement capacity-
building programs, including joint training initiatives and professional certification schemes,
aimed at developing the competencies of logistics personnel, especially in areas critical to
customer satisfaction.

Strengthening consumer protection policies is equally important and may involve
mandating transparent service agreements, real-time tracking systems, and effective grievance
mechanisms to enhance consumer confidence and accountability. Furthermore, policy
measures that offer financial or tax-based incentives to logistics firms adopting service

quality-enhancing technologies—such as customer relationship management (CRM) systems
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and digital tracking platforms—can play a pivotal role in promoting sustained improvements
in customer satisfaction and loyalty.

6.4 Research Limitations and Future Research

This study has several limitations that may affect the generalizability and applicability
of its findings. First, the relatively small and homogeneous sample size may not fully represent
the diversity of customer experiences across different demographics and logistics contexts.
A larger and more diverse sample could provide deeper insights into varying expectations
and perceptions of cross-border logistics services.

Second, the study focuses specifically on logistics services from Thailand to Siem Reap,
Cambodia. While this allows for a focused analysis, it limits the generalizability of the findings
to other cross-border regions where logistical challenges, regulatory environments,
and customer expectations may differ significantly.

Third, customer expectations and perceptions are inherently subjective and can be
influenced by individual experiences, cultural backgrounds, and situational factors, which were
not fully explored in this study. This subjectivity may affect the reliability and interpretation of
the SERVQUAL gap scores.

Lastly, the logistics industry is highly dynamic, with rapid changes driven by political
developments, economic conditions, and technological advancements. As such, the findings
may become less relevant over time, underscoring the need for ongoing research to ensure
up-to-date insights.

To address these limitations, future studies should consider the following academic
recommendations:

Longitudinal Studies: Conducting longitudinal research would allow for the
observation of how customer expectations and perceptions evolve over time, particularly in
response to service improvements or external disruptions.

Broader Geographic Scope: Expanding the research to include other cross-border
logistics routes within Southeast Asia would enable comparative analyses and contribute to a
more comprehensive understanding of regional service quality dynamics.

Mixed-Methods Approach: Incorporating qualitative methods, such as interviews or
focus groups, could help uncover deeper insights into the cultural and contextual factors

influencing customer satisfaction.
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Cross-Cultural Comparisons: Investigating differences in service expectations among
customers from various cultural backgrounds could enhance the theoretical framework of

SERVQUAL in international logistics settings.

7. Application of Research Findings to Enhance Organizational Competitiveness

This research contributes directly to enhancing the competitiveness of logistics
organizations engaged in cross-border e-commerce between Thailand and Cambodia by
identifying assurance, reliability, and responsiveness as the most critical service quality
dimensions influencing customer satisfaction and loyalty, thereby enabling firms to implement
targeted, technology-driven improvements—such as Al-based customer support, real-time
tracking, and CRM systems—that enhance operational efficiency, customer trust,
and long-term retention. At the national level, the findings support the formulation of bilateral
service quality standards, promotion of digital transformation aligned with Thailand 4.0,
development of workforce capacity through cross-border logistics training and certification, and
strengthening of consumer protection frameworks—collectively reinforcing Thailand’s strategic

position as a regional logistics and trade hub under ASEAN connectivity initiatives.
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Abstract

The research objectives are 1) to identify the key factors affecting agricultural economic
performance in Long’an County, Guangxi Province, and 2) to propose guidelines based on the
Jinsui model for improving agricultural economic performance in Long’an County, Guangxi
Province. The study employed a quantitative approach. A structured questionnaire was
employed to collect data from a sample of 352 farmers, selected through the simple random
sampling technique. The data were analyzed using descriptive statistics such as frequency,
percentage, mean, and standard deviation, as well as inferential statistics such as correlation
analysis and multiple regression. The research findings revealed that agricultural economic
performance in Long’an County is shaped by multiple factors acting together rather than any
single dominant driver. Financial services had the strongest impact on production efficiency,
while technical support was most influential for farmer income. Other factors—policy support,
market access, farmer cooperation, and management capability—also contributed positively,
though all effect sizes were small. Together, these factors explained over 40% of the variance
in production efficiency and nearly 39% in farmer income, confirming the importance of an
integrated approach. Based on these findings, six key guidelines are recommended: improve
policy support, strengthen technical assistance, expand financial services, enhance market
access, develop management capacity, and promote farmer cooperation. Together, these
measures can advance sustainable and inclusive agricultural development in Long’an County.
Keywords: Jinsui model; agricultural economic performance; agricultural production efficiency;

farmer income
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1. Introduction

Agriculture is the pillar of China's economic and social progress, especially in rural
China where it remains the main source of livelihood and economic activity (Istam, 2024). The
Chinese government has, in recent years, launched a series of policies and reforms aimed at
modernizing agriculture, revitalizing the countryside, and increasing farmers' income (Zhu,
2023). Amongst such initiatives, the creation of novel models in agricultural management is
amongst the highest strategies to promote productivity, efficiency, and sustainability within
the sector. An example is the Long'an County of Guangxi Province's Jinsui Model. With its solid
agricultural basis, favorable natural environment, and middle-standing in the rural area
revitalization in the province, Long'an County was selected as a model zone for innovation
(Dong et al.,, 2023). The lJinsui Model, or rural agricultural reform model of the day, was
therefore officially designated this status after the county's prioritizing of blending time-
honored farming practices and modern agricultural technologies.

The Jinsui Model focuses firms, bases of production, cooperatives, and farmers around
an oreanized framework of standardized production models, uniform managerial standards,
and whole-process supporting services, including technical and financial services (Agricultural
Bank of China, 2016). It is said to have been used to enhance production efficiency, enhance
competitiveness in the market, and enhance farmer incomes. National programs— like Rural
Land Transfer Service Center establishments, land transfer regulations, and credit
mechanisms—created an environment conducive to its use. Study indicated the ways in which
they have heightened farmers' engagement in industrial agriculture and provided avenues for
collective economic development (Yang et al., 2024).

However, despite the fact that previous research has captured dimensions of how the
Jinsui Model operates and some of its impacts, relatively little is known about the very specific
variables that contribute most to the agricultural economic performance of Long'an County.
Most of the literature has described policy implementation or talked about agricultural
modernization in general terms instead of analyzing how policy support, management
capacity, technical support, farmer cooperation, and financial services affect each other to impact
production efficiency and farmer income in a systemic way (Qin et al., 2022; Xu et al., 2022;
Yang et al., 2024). To compound matters, there are no definitive evidence-based guidelines
for local policymakers and practitioners to follow and replicate or modify the model with

success in comparable contexts.
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This study aims to bridge these research gaps by specifying the most significant causes
of the agricultural economic performance using the Jinsui Model and offering actionable
recommendations to further increase the agricultural growth of Long'an County. By formulating
and estimating a theoretical model that incorporates the model's main features into
measurable economic performance, this study contributes to more general knowledge on
how all- rounded agricultural management models support rural revitalization, enhance

farmers' happiness, and guarantee the agricultural transformation.

2. Objectives
1) To identify the key factors affecting agricultural Economic performance in Long’an
County, Guangxi Province.
2) To propose guidelines based on the Jinsui model for improving agricultural

economic performance in Long’an County, Guangxi Province.

3. Literature Review

3.1 Jinsui Model

Jinsui Model is an agricultural management model of Long'an County, Guangxi.
It combines companies, production bases, cooperatives, and farmers to carry out large-scale,
efficient agriculture. Supported by government policies and advanced agricultural technology,
it improves the quality of products, maximizes channels, and boosts market competitiveness.
Researchers attribute its success in transforming farming modernization, improving rural
economies, and raising farmers' incomes while realizing ecological protection and economic
benefits (Wang et al., 2021; Lu et al., 2024).

Policy support encompasses regulations, subsidies, and incentives to the agriculture
sector. In the case of the Jinsui Model, policy support allows standardized manufacturing,
processing, and marketing. Effectively designed policies increase the efficiency of the market,
farmers' revenue, and the health of the ecosystem (Yang & Solangi, 2024). Management ability
requires strategic planning, efficient operation, and risk management. In the Jinsui Model,
excellent management provides coordination within the value chain and market
responsiveness. Excellent management gives rise to competitiveness and sustainable
development (Sun et al., 2023).

Farmer cooperation in participating in projects is farmer cooperation. Cooperatives help
in raising production, market supply, and farmers' income. The Jinsui Model builds such trust

on the basis of technology, finance, and market access. Farm market involves the production,
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sale, and distribution of farm products. The Jinsui Model adopts industrialized and branded
production for marketing expansion everywhere and beyond China and is market-demand
responsive (Zhang, 2024).

Technical support provides better technologies and capacity building in the training of
farmers to an advanced level of efficiency and quality. Precision equipment and smart
agriculture can be adopted by farmers with the help of the Jinsui Model, enhancing the
process of modernization (Li et al., 2023). Financial services through lending and insurance
enable farmers to invest in technology, secure access to capital, and be insured against
uncertainty. Finance promotes cooperation and increases productivity and incomes by the
Jinsui Model (Xie et al., 2024).

According to the literature, policy support, corporate management capacity, degree of
farmer cooperation, agricultural market, technical support, and financial services are the driving
factors of the Jinsui Model. These are the independent variables in this study's conceptual
model because they are the major drivers that influence agricultural development according
to the Jinsui Model.

3.2 Agricultural Economic Performance

The farm economic performance mirrors the ability of agribusiness and farms to
generate revenues, be competitive, and foster rural sustainable growth. Here, the farming
cooperatives are important in that they lower the transaction cost, enhance farmers'
negotiating power, and provide them with access to markets, pooled resources, and new
technology. These benefits are acquired collectively by the farmers in an effort to obtain
economies of scale benefits and enhance their profitability, particularly during unfavorable
market conditions (Candemir et al., 2021). In addition, taking up new agricultural technologies
and modern management practices considerably enhances the production efficiency through
reducing the input costs, production quantity, and quality of the output. Yet, with increased
complexity in agriculture systems, such improvement in efficiency is not only technology-
dependent but also on an integrated system with consideration for the environment,
economics, and society (Khudoynazarovich, 2021; Baryshnikova et al., 2022).

Farmer income from agricultural sales, government subsidies, and collaboration with
businesses such as the Jinsui Model directly gain from such increased efficiency and increased
marketability. The Jinsui Model, for example, has revealed how technical support to farmers

and safe market channels can increase the value of farm products and revenue concentration.
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Aside from administration and technology, rural upgrading of infrastructure financing and
effective land transfer policies are also crucial in propagating the growth of higher incomes.

Literature indicates that improved infrastructure enables more effective agribusiness
operations, whereas well- planned land management regulations can ensure more equal
income distribution and income growth among regions (Harsono, 2024). Collectively, these
considerations emphasize that long-term improvement in agriculture economic performance
will depend on a combination of cooperative arrangements, technological development,
supportive policies, and investment in infrastructure to ensure the farmers will benefit
economically while guaranteeing long-term agricultural sustainability.

Based on the literature reviewed, agricultural economic performance is assumed to be
the dependent variable in this study, as expressed in two important dimensions: agricultural
production efficiency and farmers' income. The above indicators represent the consequences
of agricultural modernization and are the foundation for the measurement of the effects of
facilitators of the Jinsui Model.

3.3 The impact of Jinsui Model on Agricultural Economic Performance

The Jinsui Model has been effective in improving agricultural economic performance
in Long'an County because it combines policy support, standardized management, and farmer
participation. Chen et al. (2013) stated that in addition to conducting policies on rural land
transfers. Long'an County also established its own approaches, including the Pilot Work Plan
for the Transfer of Rural Land Contracted Management Rights. In order to stimulate
participation, the county intensified government supervision and set up Rural Land Transfer
Service Centers, beginning in Dingdang Town in 2010. The centers were gradually extended to
all towns by 2011, with seminars and training programs that instructed farmers on policy and
eliminated their misconceptions, and this stimulated them to be interested in land transfer.
Li et al. (2024) discovered that Jinsui adopted an Industrialized management system by
technology, standardization of production and rigorous supervision.

Jinsui set up specialized departments in production, finance, quality examination, and
marketing, invested in 12 big planting bases, and built a "farm manager responsibility system"
with unified specifications from cultivation to packaging. This professional style not only
enhanced efficiency but also ensured the integrity of the product in the market. Li et al. (2024)
emphasized that industrial models are successful because they extensively involve farmers in

production processes.
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Under the leadership of Jinsui and with the help of advanced technology, farmers'
skills, sense of responsibility, and enthusiasm improved significantly, resulting in higher labor
income as well as increased enthusiasm for agricultural activities. Wang et al. (2023) went on
to explain that agricultural program combined marketing and supply services by standardizing
input supply, post-harvest treatment, and promotion of brand names at lower input costs and
added-value benefit to grain production. Apart from this, the cooperative assisted the farmers
with production technology collaboration, machinery use coordination, and better
management guidance. Besides, collaboration with banks encouraged inclusive lending in a
“credit guarantee, cooperative control” manner with flexible credit to members and
overcoming financing obstacles. Together, these programs demonstrate how the Jinsui Model
brings together institutional innovation, empowerment of farmers, and service integration to
push rural economic growth and improve the living conditions of agricultural people.

The literature is such that the lJinsui Model improves agricultural economic
performance through the combination of policy support, standardized management,
participation by farmers, technological innovation, and financial inclusion. In this study, these
are the independent variables that are anticipated to help improve the dependent variable,
agricultural economic performance.

3.4 Conceptual framework

Conceptual framework as show in Figure 1.

Key factors

1) Policy support

2) Corporate Management Capability Agricultural Economic performance

3) Farmer Cooperation Degree 1) Agricultural Production Efficiency

2)Farmer Income

a4) Agricultural market

5) Technical support

i

Guidelines based on the Jinsui model for improving agricultural

economic performance in Long’an County, Guangxi Province

Figure 1 Conceptual framework
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Figure 1 displays the conceptual framework of this research. The framework depicts
the interrelatedness of the major determinants of the Jinsui Model and their impact on
agricultural economic performance. In particular, it demonstrates how the major
determinants— policy support, corporate management capacity, farmers' cooperation level,
technical support, and financial services— jointly determine the efficiency of agricultural
production and farmers' income (Li et al, 2023; Sun et al, 2023; Xie et al, 2024,
Yang & Solangi, 2024; Zhang, 2024). These two results, in turn, specify overall enhancement
in agricultural economic performance (Wang et al.,, 2021; Lu et al., 2024).

Policy support supplies the institutional setting and resources required to facilitate
land transfers, new technology, and inclusive finance (Yang & Solangi, 2024). Corporate
management capability offers coordination of operations, standardization, and market-focused
strategies (Sun et al,, 2023). Farmer cooperation degree is the level of farmers' active
engagement, which is needed for new technology adoption and realization of scale economies
(Zhang, 2024).

Technical support provides farmers with improved technique and technology to boost
productivity (Li et al., 2023), and financial services provide the capital to invest in inputs and
smoothed risk (Xie et al., 2024). Together, these interlinked components form a system that
improves production efficiency and boosts farmer income, leading to sustainable agriculture

development.

4. Research Methodology

4.1 Population and sample size

The research used the quantitative method through a survey questionnaire as the
major instrument of data collection. The questionnaire was administered on a sample of Jin
Sui Group staff who were chosen to represent the larger number of employees. The sampling
frame was the customers (farmers) under the Jinsui Model.

Simple random sampling was employed, whereby each farmer in the target population
had an equal chance of being selected, ensuring that the sample was representative of the
population and that the results were valid (Ahmed, 2024). The number of farmers in the
Guangxi Jinsui Model consisted of 941 farmers. Following the Yamane formula (Yamane, 1967),
it was calculated that 281 farmers were the sample size needed. To provide some margin for

study strength and, at the same time, reduce the likelihood of the non-response bias risk,
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more questionnaires than calculated through the formula were given out when collecting the
data. Thus, accurate responses from 352 farmers were collected and utilized in analysis.

4.2 Research instruments

The instrument used for data collection in this study was a standardized questionnaire
to assess the adoption of the lJinsui Model for improving the economic performance of
agriculture in Long'an County, Guangxi Province. The research questionnaire was designed from
an extensive review of literature, conceptual frameworks, and empirical research on
agricultural development, rural economies, and farmer support systems. It is centered on six
key dimensions of the Jinsui Model—corporate management capacity, support policy, farmers'
cooperation level, agricultural market, finance services, and technical support—and two result
dimensions: agricultural production efficiency and farmers' income.

The questionnaire had three sections. Section 1 gathered demographic information
such as gender, age, education, farm type, income level, and years of association with the
Jinsui Model. Section 2 contained items that measured perceptions of the six elements of the
Jinsui Model (4 items for each element), and Section 3 measured the outcomes (agricultural
production efficiency and farmers’ income) with 4 items each. All items in Sections 2 and
3 were rated on a five-point continuum (1 = Very Low to 5 = Very High).

Content validity was confirmed by having the preliminary questionnaire reviewed by
three experts in research methodology, rural development, and agricultural economics.
The Index of Item-Objective Congruence (I0C) was used to assess the suitability and clarity of
each item in relation to the research objectives. All items were rated by the experts on a scale
of -1 (not congruent), 0 (uncertain), or +1 (congruent). The Index of ltem-Objective Congruence
(I0C) was calculated, and the scores from all items ranged between 0.67 and 1.00, exceeding
the minimum accepted threshold of 0.50 (Almanasreh et al., 2019).

Pilot testing was done on 30 farmers of a nearby district outside the main study sample.
Clarity, understandability of items, and internal consistency were to be ascertained. Cronbach’s
alpha values for all constructs ranged from 0.89 to 0.93, exceeding the recommended threshold
of 0.70, thereby indicating satisfactory internal consistency (Matouk et al., 1997; Tavakol &
Dennick, 2011).

This finished questionnaire was subsequently applied to the main study sample.
The data produced is expected to yield reliable and valid information regarding the influence
of the Jinsui Model on the economic performance of agriculture and farmer's livelihood in

Long'an County.
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4.3 Data collection

Data were collected using both online and offline methods. Online questionnaires
were distributed via email and WeChat, while offline data collection was conducted through
field surveys administered directly by members of the research team.

The 352 respondents who participated in the Jinsui Model in Longan County, Guangxi:
in the age distribution, the group aged 40 - 49 accounts for the highest proportion of 34.66%;
In terms of gender, women account for 52.84 %, slightly more than men; In the Education
structure, High school degree accounts for 28.98%, ranking first; Mixed farmers are the main
types of farmers, accounting for 59.66%; Income (Per month) is concentrated in the range of
4000 - 10000, accounting for nearly 99%; In terms of cooperation duration, the proportion of
participants in Less than 1 year and 4 - 6 years is 30.68% and 30.40%, respectively, indicating
that this group is relatively active.

4.4 Data analysis

Data analysis methods as show in Table 1.

Table 1 Data analysis methods

Analysis Type Purpose
Descriptive Statistics Summarize respondent profiles
Reliability Test (Cronbach’s Alpha) Test internal consistency of items
Pearson Correlation Explore variable relationships
Multiple Regression Identify significant predictors of performance

Inferential and descriptive statistical techniques were employed to analyze data
gathered from the questionnaire. Descriptive statistics such as frequency, percentage, mean,
and standard deviation shall be utilized to obtain the demographic features of the
respondents in a bid to give information about the sample characteristics. In order to compare
the level of agreement reached by the respondents on each item, the mean scores will be
interpreted on the basis of a five-point rating scale (1 = Very Low to 5 = Very High). The

interpretation of the mean score will be done using the criteria given by Boone & Boone (2012)

421 -500 = VeryHigh
3.41-420 = High
261 -340 = Moderate
1.81-260 = Low

1.00-1.80 = VerylLow
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In order to confirm the quality of measurement scales, a Cronbach's Alpha reliability
test will be conducted to assess the internal consistency of items for each construct. 0.70 or
above Cronbach's Alpha will be considered acceptable (Tavakol & Dennick, 2011). Pearson
correlation analysis will be applied with the aim to examine interrelationships between the
main variables in order to determine the direction and extent of relationships among
independent variables and agricultural economic performance.

To examine the strongest predictors of performance, multiple regression analysis is
employed with six factors of the Jinsui Model as independent variables and two aspects of
agricultural economic performance as dependent variables. Lastly, analysis of the mean score
will be carried out in order to determine the strengths and weaknesses along each dimension
of the Jinsui Model. The findings will be utilized to provide a foundation for developing viable
recommendations for Long'an County, Guangxi Province's agricultural economic performance

improvement.

5. Research Finding
5.1 Descriptive analysis

Descriptive analysis as show in Table 2.

Table 2 Descriptive Statistics of Different Dimensions of Jinsui Model

Variable/Items Mean S.D. Interpreted
Policy Support
The Jinsui service makes good use of government farming support. 4.00 1.02 High
Government support improves the work of the Jinsui service. 4.04 1.05 High
Current government policies are suitable for farming and help 4.02 0.96 High
through the Jinsui service.
Government support is provided through the Jinsui service at the 4.01 1.00 High

right time.

Corporate Management Capability

There is good cooperation between me and the Jinsui team. 3.90 1.10 High
I am willing to actively join Jinsui’s farming activities or projects. 3.96 1.07 High
Working together with the Jinsui team helps me produce more 393 1.07 High
efficiently.

It is easy to talk and share information with the Jinsui team. 391 1.03 High

Farmer Cooperation Degree

There is good cooperation between me and the Jinsui team. 393 1.03 High

I am willing to actively join Jinsui’s farming activities or projects. 3.94 1.03 High
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Variable/Items Mean S.D. Interpreted
Working together with the Jinsui team helps me produce more 3.93 1.02 High
efficiently.
It is easy to talk and share information with the Jinsui team. 3.89 0.97 High
Agricultural Market
The Jinsui team is strong in the agricultural market. 3.83 1.04 High
The Jinsui team quickly adjusts when the market changes. 3.80 1.06 High
Jinsui’s farming plans match current market demands. 3.81 1.03 High
Jinsui has been successful in selling to more markets. 3.76 1.06 High
Technical Support
| am satisfied with the technical help from the Jinsui team. 3.90 1.03 High
Jinsui’s technical support helps solve problems in farming. 3.93 1.03 High
Jinsui’s training improves farmers' skills in production. 3.88 1.04 High
| get enough technical support when | need it. 3.90 1.02 High
Financial Services
Jinsui’s financial services support farming needs. 3.79 1.02 High
| am satisfied with the financial services Jinsui offers. 3.78 0.98 High
It is easy to apply for and use Jinsui’s financial services. 3.74 1.02 High
Jinsui’s financial services help increase farmers' income. 3.78 1.00 High
Agricultural Production Efficiency
| can produce a high output using limited farming resources 3.86 1.02 High
(e.g., land, labor, materials).
My use of agricultural inputs is efficient and not wasteful. 3.81 1.01 High
| apply farming techniques or technologies that improve 3.80 0.95 High
productivity.
My farming results show consistent and stable yields each season. 3.86 1.03 High
Farmer Income
My income has increased since | started working with the Jinsui 3.81 0.99 High
team.
| am satisfied with the amount of income | earn through Jinsui’s 3.81 0.98 High
support.
My income through Jinsui is better than what | could get from 3.78 0.97 High
other sources.
Jinsui’s way of working helps farmers like me earn more money. 3.81 1.01 High
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Table 2 makes descriptive statistics on Jinsui pattern in Longan County, Guangxi from
the perspectives of Policy Support and Corporate Management Capability. Among them, the
average score of the Policy Support dimension is 4.00 - 4.04, which is at the high level,
indicating that farmers highly recognize the efficient use and timely response of the Golden
Spike model to the government's agricultural support policies; The average values of
Corporate Management Capability, Farmer Cooperation Degree and Technical Support are
distributed in 3.89 - 3.96, which also belong to the high level range, reflecting the good state
of cooperation, participation in projects and technical support between farmers and Jinsui
team.

The average dimensions of Agricultural Market, Financial Services, agricultural
production efficiency and Farmer Income are 3.74 - 3.86, which is close to the high level,
which means that Jinsui model has achieved remarkable results in market adaptation, financial
service supply, production efficiency improvement and farmers' income increase, but there is
still room for further optimization. The values of descriptive statistics show that the means of
all the dimensions are high, and the standard deviation values range from 0.95 to 1.10.
Although some of the S.D. values are a little higher than 1.00, this range of dispersion can still
be tolerated for five-point Likert scale measured data (Yaska & Nuhu, 2024). A standard
deviation of roughly 1.00 will generally indicate moderate variability in the subjects' response,
which is statistically acceptable and will not compromise stability of interpretation. Dispersion
in the data, thus, can be described as moderate, and the results are still reliable and valid.

5.2 Reliability analysis

In the reliability evaluation standard, it is generally believed that Cronbach's O
coefficient is lower than 0.60, which indicates poor internal consistency and low data
reliability; Between 0.60 and 0.70, the reliability is acceptable but there is room for
improvement; 0.70 - 0.80 is a good reliability; 0.80 - 0.90 reliability is very good; Above 0.90,

the reliability is extremely excellent.
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Table 3 Reliability Test

Dimension Cronbach's  Standardized Cronbach's Number Sample

Q coefficient Q coefficient of terms  number
Policy Support 0.909 0.909 4 352
Corporate Management Capability 0.931 0.931 4 352
Farmer Cooperation Degree 0.904 0.904 a4 352
Agricultural Market 0.896 0.896 4 352
Technical Support 0.918 0.918 4 352
Financial Services 0.904 0.904 a4 352
Agricultural Production Efficiency 0.899 0.899 4 352
Farmer Income 0.903 0.903 4 352
Total 0.958 0.958 32 352

5.3 Correlation analysis

Table 4 presents the results of correlation analysis among dimensions such as Policy
Support and Corporate Management Capability in Jinsui model of Longan County, Guangxi.
The Pearson correlation coefficients among all variables. All relationships are positive and
statistically significant at the 0.001 level (p < 0.001). Policy Support (PS), Technical Support
(TS), and Agricultural Market (AM) have strong correlations with Agricultural Production
Efficiency (APE) and Farmer Income (Fl), indicating their key roles in improving performance.

Notably, Technical Support has the highest correlations with both APE (r = 0.502) and
FI (r = 0.519). Farmer Cooperation Degree (FCD) and Financial Services (FS) also show moderate
positive correlations with outcomes. Overall, the results confirm that improvements in policy,
management, cooperation, market access, technology, and finance are all closely linked to
better agricultural efficiency and higher farmer income.

The findings of the correlation analysis (Table 4) indicate that all the correlation
coefficients of the independent variables are statistically significant and positive. Yet, they vary
from 0.43 to 0.57, which falls short of the standard threshold of 0.80 that indicates possible
multicollinearity (Hair et al., 2019). That is, the independent variables are fairly strongly
intercorrelated but not highly correlated. Hence, there is no multicollinearity issue here and

independent variables may be added with confidence in future regressions.
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PS cMC FCD AM TS FS APE FI
Policy Support
(PS)
Corporate
Management 0.495

1

Capability (0.000%**)
(CMC)
Farmer

0.504 0.513
Cooperation 1

(0.000***)  (0.000***)
Degree (FCD)
Agricultural 0.514 0.433 0.474 .
Market (AM) (0.000***)  (0.000***)  (0.000%**)
Technical 0.569 0.508 0.509 0.524 .
Support (TS) (0.000%**)  (0.000***)  (0.000***) ~ (0.000%**)
Financial 0.469 0.463 0.536 0.472 0.505

1

Services (FS) (0.000%**)  (0.000***)  (0.000***)  (0.000%**)  (0.000***)
Agricultural

0.501 0.465 0.488 0.487 0.502 0.522
Production

(0.000%**)  (0.000***)  (0.000***)  (0.000***)  (0.000***) (0.000%**)
Efficiency (APE)
Farmer Income 0.499 0.448 0.476 0.479 0.519 0.459 0.477 .
(FD (0.000%**)  (0.000***)  (0.000***)  (0.000***)  (0.000***) (0.000***)  (0.000***)

Note: **p<0.001, *p<0.01, and *p<0.05

5.4 Regression analysis

1) Regression analysis of agricultural production efficiency

In the overall test of the model in Table 5, the value of R-square is 0.422, indicating

that the independent variables in the model can explain the 42.2% variability of agricultural

production efficiency; The Adjusted R-square is 0.412, which is close to R-square considering

the influence of the number of independent variables, indicating that the fitting effect of the

model is acceptable.
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Table 5 Overall test of agricultural production efficiency model

R-square Adjusted R-square D-W F P
0.422 0.412 2.122 42.043 0.000%**
Note: ***p<0.001, **p<0.01, and *p<0.05

The value of D-W is 2.122, which is close to 2, indicating that there is no obvious
autocorrelation in the residual sequence. The f value is 42.043, and the p value is 0.000
(significant at 1% significance level), which shows that the whole regression model is significant,
that is, the independent variables have a significant impact on agricultural production

efficiency as a whole.

Table 6 Regression coefficient of agricultural production efficiency

Non-standardized Standardization Collinear
coefficient coefficient statistics
t p
standard
B Beta Tol VIF
error
Constant 0.658 0.204 3.224  0.001**
Policy Support 0.142 0.054 0.144 2.624 0.009**  0.554 1.806
Corporate
Management 0.102 0.047 0.113 2.148  0.032* 0.610 1.640
Capability
Farmer Cooperation
0.111 0.054 0.113 2.064  0.040*% 0.563 1.777
Degree
Agricultural Market 0.142 0.050 0.148 2.817 0.005**  0.607 1.647
Technical Support 0.115 0.053 0.122 2.164  0.031* 0.530  1.885
Financial Services 0.208 0.052 0.210 3.969 0.000*** 0.596 1.677

Dependent variable: Agricultural Production Efficiency

Note: **p<0.001, **p<0.01, and *p<0.05

Table 6 shows the regression coefficients of their respective variables. From the
perspective of non-standardized coefficient, the coefficient b of Financial Services is the largest,
which is 0.208, indicating that the agricultural production efficiency increases by 0.208 units on
average for every additional unit of financial services, while other conditions remain unchanged;
Judging from the Beta value of standardization coefficient, the coefficients of Agricultural Market
and Policy Support are relatively high, which are 0.148 and 0.144 respectively, indicating that
their influence on agricultural production efficiency is more prominent among the variables.

From the significant point of view, the t-test P values of Policy Support, Corporate
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Management Capability, Farmer Cooperation Degree, Agricultural Market, Technical Support
and Financial Services are all less than 0.05, which means that these independent variables
have a significant impact on agricultural production efficiency. In the aspect of collinearity
statistics, the Tolerance (tolerance) of each variable is greater than 0.10, and the VIF (variance
expansion factor) is less than 10, indicating that there is no serious multicollinearity problem
between independent variables.

2) Regression analysis of farmer income

In the overall test of the model in Table 7, the R-square value is 0.398, indicating
that the independent variables in the model can explain 39.80% of the variability in Farmer
Income. The Adjusted R-square is 0.387, which is close to the R-square value, suggesting that
after accounting for the number of independent variables, the model still has a relatively
stable fitting effect.

Table 7 Overall test of farmer income model

R-square Adjusted R-square D-W F P

0.398 0.387 2.059 37.990 0.000***
Note: **p<0.001, *p<0.01, and *p<0.05

The D-W value is 2.059, close to the ideal value of 2, which means that there is no
significant autocorrelation in the residual sequence, and the error terms of the model are
independent of each other. The F value is 37.990, and the P value is 0.000 (significant at the
1% significance level), demonstrating that the entire regression model is significant. In other
words, the independent variables as a whole have a significant impact on Farmer Income.

Table 8 presents the regression coefficients of each independent variable. Looking at
the non-standardized coefficients (B), the coefficient of Technical Support is 0.172 and that of
Policy Support is 0.151, which are relatively high among all variables. This indicates that, when
other conditions remain unchanged, for every one-unit increase in Technical Support, Farmer
Income increases by an average of 0.172 units, and for every one-unit increase in Policy
Support, Farmer Income increases by an average of 0.151 units. In terms of the standardized
coefficients (Beta), Technical Support (0.183) and Policy Support (0.155) also stand out, further
highlighting that these two factors play important roles in influencing Farmer Income
compared with other variables. Regarding the significance test (t-test), the P-values of Policy
Support (t = 2.755, p = 0.006), Corporate Management Capability (t = 1.865, p = 0.043), Farmer
Cooperation Degree (t = 2.214, p = 0.028), Agricultural Market (t = 2.786, p = 0.006), Technical
Support (t = 3.183, p = 0.002), and Financial Services (t = 2.056, p = 0.040) are all less than 0.05.
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Table 8 Regression coefficient of farmer income

Non-standardized Standardization Collinear
coefficient coefficient statistics
t p
standard
B Beta Tol VIF
error
Constant 0.750 0.207 3.625 0.000%**
Policy Support 0.151 0.055 0.155 2.755 0.006**  0.554 1.806
Corporate
Management 0.089 0.048 0.100 1.865  0.043* 0.610 1.640
Capability
Farmer Cooperation
0.120 0.054 0.123 2.214  0.028* 0.563  1.777
Degree
Agricultural Market 0.142 0.051 0.149 2.786 0.006**  0.607 1.647
Technical Support 0.172 0.054 0.183 3.183 0.002**  0.530 1.885
Financial Services 0.109 0.053 0.111 2.056  0.040* 0.596 1.677

Dependent variable: Farmer Income

Note: **p<0.001, *p<0.01, and *p<0.05

This means that these independent variables have a significant impact on Farmer
Income, that is, changes in these factors can actually cause changes in Farmer Income. In
terms of collinearity statistics, the Tolerance of each variable is greater than 0.10, and the
Variance Inflation Factor (VIF) is less than 10. This shows that there is no serious
multicollinearity problem among the independent variables, the independence of each
variable in the model is good, and the regression results are reliable and valid.

The two models of polynomial regression also vary in terms of their dependent
variables. Table 6 describes the effect of Jinsui Model variables on Agricultural Production
Efficiency, whereas Table 8 describes their effect on Farmer Income. The same independent
variables have been included in both the models, but used differently, i.e., the first model
represents the effect on production outcomes, whereas the second represents the effect on
income outcomes.

5.5 Guidelines based on the Jinsui model for improving agricultural economic
performance in Long’an County, Guangxi Province.

According to the regression analysis, hypothesis test findings, and Jinsui model average
score analysis of Long'an County in Guangxi Province, the following suggestions are made with
the aim of enhancing agricultural economic performance—particularly agricultural production

efficiency and farmers' income (see Table 9).
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Table 9 Guidelines for Improving Agricultural Economic Performance in Long’an County

Based on the Jinsui Model

Key Dimension

Guideline / Action

Justification (Finding-Based)

Implementation

Suggestions

Policy Support

Strengthen and tailor
government
agricultural support

programs

Highest mean score (4.017),
significant at p < 0.01 for

both efficiency and income

- Update and promote
subsidies
- Improve policy outreach

- Target smallholders

Technical

Support

Expand agricultural
extension services
and promote smart

farming

Highest standardized beta
(0.183) for farmer income;

significant impact at p < 0.01

- Offer training and digital
tools

- Deploy expert advisory
teams

- Use Al-based alerts

Financial Services

Enhance access to
agricultural credit and

insurance

Largest non-standardized
coefficient (B = 0.208);
significant for both outcomes

(p < 0.05)

- Partner with rural banks
- Develop credit scoring
for farmers

- Promote agri-insurance

Agricultural

Market Access

Develop stable,
diverse sales

channels (offline and

Significant positive effect
(p < 0.01); mean score 3.798

shows room for growth

- Expand rural
e -commerce

- Support contract farming

online) - Build local market hubs
Corporate Train and Significant (p < 0.05); highest - Provide leadership
Management professionalize local variance (0.944) shows training
Capability agricultural managers  inconsistent management - Set KPIs and audits
and cooperatives - Incentivize
accountability
Farmer Support the Significant impact on both - Formalize farmer groups

Cooperation

Degree

development of
cooperatives and joint

farming activities

outcomes (p < 0.05); mean =

3.923 reflects readiness

- Offer group-based
incentives
- Involve farmers in

planning

Cross-Cutting
Strategy

Monitor performance
and engage farmers in

feedback loops

Needed for sustainable
improvement and adaptive

management

- Create a performance
dashboard

- Use annual surveys

- Pilot-test new

approaches
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To improve agricultural economic efficiency of Long'an County, there are some key
measures proposed in accordance with the research conclusion. First, policy support needs
to be more accessible, timely, and effective with better subsidies and good information in a
bid to remind farmers of and enable them to use available programs, especially new farmers,
women, and smallholders. Second, there should be enhancement in technical support, which
has a major impact on farmers' rewards; this involves offering one-on-one training, specialist
advice in the farm environment, and web-based platforms to enable farmers to make value-
based decisions.

Third, rural financial services should be enhanced through collaborations with rural banks,
microfinance institutions, and fintech firms to provide customized credit and insurance
products that insulate farmers from hazard and spur investment into new practices. Fourth,
enhancing market linkages by constructing direct supply channels, facilitating e-commerce
platforms such as WeChat Mini Programs, contract farming, and local product branding will
enhance access to markets and remunerative prices for farmers. Fifth, enhancing management
capacity in cooperatives and farm enterprises through targeted training, performance
measurement, and evidence-based decision-making will enhance organizational performance
and delivery.

Lastly, encouraging farmer collaboration and cooperation through facilitating the
establishment of cooperatives, providing tax credits for collective labor, and engaging farmers
in participatory planning will strengthen trust, collective ownership, and resilience. These all
constitute an integrated strategy towards making Long'an County's agriculture more efficient,

inclusive, and sustainable in line with the Jinsui Model.

6. Conclusion and Discussion
6.1 Conclusion
1) Key factors affecting agricultural Economic performance in Long’an county, Guangxi
province.

The test of agricultural productivity efficiency and farmers' incomes through regression
in Long'an County uncovers the factors of the Jinsui model's performance of agricultural
economy. Six factors—corporate management ability, farmer cooperation, technical services,
government support, market situation of agriculture, and financial services—were investigated
for their influences. The regression analysis reveals that six independent variables—policy
support, corporate management capability, farmer cooperation degree, agricultural market,
technical support, and financial services—have statistically significant impacts on agricultural

production efficiency in Long’an County.
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Table 10 Summary of key factors affecting agricultural Economic performance in Long’an

county, Guangxi province

Factor Agricultural Economic performance Effect Size

Production Efficiency (B)  Farmer Income (B)

Financial Services 0.210 0.111 Small
Technical Support 0.122 0.183 Small
Policy Support 0.144 0.155 Small
Agricultural Market 0.148 0.149 Small
Farmer Cooperation Degree 0.113 0.123 Small
Corporate Management Capability 0.113 0.100 Small

Note: Effect sizes between 0.10-0.29 are considered small, 0.30-0.49 are medium, and > 0.50 are large

(Nieminen, 2022, p. 436)

The overall model demonstrates good explanatory power, with an R? of 0.422 and an
adjusted R? of 0.412. The Durbin-Watson statistic (2.122) indicates no autocorrelation. All
variables were found to be significant at the 5% level or lower, with no multicollinearity
(VIF < 2). Among the predictors, financial services exhibit the highest standardized beta
coefficient (B = 0.210), followed by agricultural market (B = 0.148) and policy support
(B = 0.144). Other variables such as technical support, farmer cooperation, and corporate
management capability also show positive effects, with B values between 0.113 and 0.122.
According to the effect size criterion, all predictors demonstrate small effect sizes (0.10 < B < 0.30).
This indicates that while no single factor dominates, each contributes meaningfully to
improving agricultural production efficiency. In the regression model for farmer income, the
six independent variables again show statistically significant relationships.

The model’s R? is 0.398 and the adjusted R? is 0.387, indicating a stable fit. The Durbin-
Watson value (2.059) confirms that residuals are independent. Technical support is the most
influential factor, with the highest standardized beta (B = 0.183), followed by policy support
(B = 0.155) and agricultural market (B = 0.149). Other predictors, including farmer cooperation,
financial services, and corporate management, also have significant effects, with B values
ranging from 0.100 to 0.123. As with agricultural production efficiency, the beta coefficients for
all variables fall within the small effect size range (0.10-0.29), indicating that farmer income is
influenced by a combination of several modest but consistent factors.

Although none of the predictors exhibit medium or large effect sizes, the models as a

whole explain a substantial proportion of the variance in agricultural production efficiency
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(41.20%) and farmer income (38.70%). This suggests that agricultural economic performance
in Long’an County is shaped not by a single dominant factor, but through the cumulative and
coordinated impact of multiple small but statistically significant drivers.

2) Guidelines based on the Jinsui model for improving agricultural economic
performance in Long’an County, Guangxi Province.

According to regression analysis, hypothesis test results, and Jinsui model test in
Long'an County, six general recommendations are made for improving agricultural economic
performance, especially production efficiency and farmers' income. First of all, policy support
mechanisms need to be strengthened by enhancing the accessibility, timeliness, and
inclusiveness of governmental agricultural subsidies and support policies. As the strongest
mean score of all and with both variables having statistically significant effects, policy support
continues to be a cornerstone in empowering rural farmers. Subsidy programs need to be
regularly revised to include changing circumstances of farming, with specific targeting of small-
scale farmers, gender targeting of women farmers, and targeting of new entrants.

Technical support systems need to be consolidated, as this dimension showed the
strongest impact on farm income. Third, improving access to financial services—credit, savings,
and agriculture insurance—is vital. Financial services had the strongest effect on production
efficiency and were also significant for income improvement. Huge development of agricultural
extension services, on-farm training, and application of digital technologies like Al-based
warnings and mobile advisory teams will increase productivity and resilience by a very large
margin. Partnership with rural banks and fintech companies and implementation of tailored
credit scoring systems and risk aversion tools will make investment in improved farming easier.

Fourth, inter-market linkages need to be strengthened. As much as market access is
already highly beneficially affecting, its relatively low mean rating means that there is still
room for improvement. Rural electronic market promotion, contract farming promotion, and
local market centers can generate price stability and extend to the market. Fifth, agricultural
businesses and cooperatives must improve their corporate management capacity. Though this
factor showed slightly lower impact, it reflected the highest variance, suggesting unstable
managerial quality. Investing in leadership training, establishing key performance indicators
(KPIs), and strengthening accountability mechanisms will improve organizational efficiency and
service delivery.

Lastly, the establishment of cooperation between farmers and collective action is also

important. Farmer cooperation affected both outcomes and scored well in respondent
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willingness to engage in group-based activities. Promoting the formalization of cooperatives,
incentivizing collective action, and involving farmers in participatory planning will enhance
coordination, bargaining power, and long-term sustainability. Across all areas, it is
recommended that the county establish routine performance monitoring systems and
feedback loops with farmers to enable adaptive management and policy responsiveness.

In brief, the evidence informs a multi-dimensional approach to the agricultural
development of Long'an County with parallel policy, technological, financial, market access,
managerial, and collective organizational initiatives. Collectively, the above recommendations
constitute a complete Jinsui model blueprint for inclusive and sustainable agricultural
economic growth in the county.

6.2 Discussion

The findings shown that six of the determinants—corporate management capability,
farmer cooperation level, market for agriculture, technical support, policy support, and
financial services—are significant in the economic performance of agriculture in Long'an
County. Financial services and technical support were especially significant, supporting
previous research that the availability of credit and new technology are essential to improve
productivity and income (Li et al., 2023; Xie et al., 2024). Besides, competitiveness and market
responsiveness were improved through policy support and judicious management, backed by
the existing literature highlighting the significance of institutional support to strengthen rural
economy resilience (Sun et al., 2023; Yang & Solangi, 2024).

This study identified multiple factors shaping agricultural economic performance in
Long’ an County, Guangxi Province. Land and water resource management, infrastructure
quality, access to technology, and the availability of skilled agricultural labor were all found
to influence productivity and income (Tadele, 2021). Although the area has rich agricultural
resources, challenges remain, including inefficient land use, seasonal droughts, and outdated
infrastructure in remote regions (Wang et al., 2025). Limited technological adoption and a
shortage of specialized agricultural talent further constrain progress (Bwambale et al., 2022).
Market dynamics also play a critical role; weak brand recognition and fragmented value chains
reduce the competitiveness of local products (Mondliwa et al., 2021). Policy support and
institutional frameworks significantly impact development, but current measures require
improvement to be more responsive and better integrated (Yang & Solangi, 2024). Importantly,

while each factor alone showed only a modest effect size, their combined influence explained
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over 40.00% of the variation in production efficiency and nearly 39.00% of farmer income,
confirming that a systems-based approach is needed.

Drawing on the Jinsui Model, the study proposes guidelines to improve agricultural
economic performance. These include optimizing land and water use, investing in modern
infrastructure, strengthening technology transfer, and expanding training for farmers (Xiuling et
al., 2023). Enhancing market linkages through e-commerce and contract farming, promoting
processing industries, and supporting brand building are also essential (Li et al., 2024).
Encouraging cooperatives, integrating agriculture with  tourism, and strengthening
environmental protections can further raise value and sustainability (Liang et al., 2023; Yang &
Solangi, 2024). Finally, policy measures should include better financial support, land system
reforms, and incentives for innovation and talent development (Gong et al., 2023). By applying
these comprehensive strategies inspired by the Jinsui Model, Long’an County can improve

productivity, raise incomes, and advance toward sustainable rural revitalization.

7. Application of research results to enhance the organization's competitiveness

Empirical evidence of drivers to agricultural economic performance in Long'an County
is actionable proof that can be strategically employed to raise the competitiveness of
agricultural enterprises at local and national levels. Empirical studies identify six drivers with
interactive powers—policy support, financial services, technical support, agricultural markets,
farmer cooperation, and corporate management ability— that work individually to contribute
in small, incremental ways toward production efficiency and farmer income. The use of these
results offers an approach to constructing organizational resilience, market adaptability, and
sustainable economic competitiveness in agriculture.

7.1 Enhancing organizational competitiveness at the local level

A strategic and coordinated approach to elevating organization competitiveness must
be adopted. Investment in high-payback areas such as financial services and technical support
can be central to the role of underpinning enhanced productivity and stability of income for
agriculture firms. This translates into better utilization of resources and improved risk
management, finally resulting in improved overall competitiveness.

In addition, while there were fewer beta coefficients in corporate management skill in
the study, high variance indicates significant potential for improvement. Focused leadership
development programs, deployment of performance management systems, and installation

of accountability processes are needed to build robust internal governance and operating
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excellence. Market responsiveness is also a key driver of organizational competitiveness. E-
strengthening of agro-market access through digital commerce channels and contract farming
assists organizations in price stabilization, improving the consumer base, and gaining a foothold
in local value chains.

Besides, adoption of cutting-edge technologies like digital advisory systems, mobile-
enabled applications, and Al -based tools has the potential to improve technical support
systems through augmented knowledge sharing, agricultural risk forecasting, and enabling real-
time decision - making. Agility and innovation capacities are both enhanced through these
efforts. Lastly, encouraging farmer cooperation and group - based associations like cooperatives
optimizes collective efficiency.

The cooperation increases bargaining capacity, minimizes transaction costs, and allows
infrastructure sharing, thereby being most beneficial to small farms in the context of
sustainable development. Together, these strategies offer a comprehensive framework for
optimizing local organizational competitiveness in Long'an County's agriculture.

7.2 Contribution to national competitiveness and agricultural policy

The study also plays an important role in national competitiveness and policymaking
for agriculture. It is in line with China's general objectives on rural revitalization and agricultural
modernization by providing an empirical basis on promoting public policy, first and foremost
in the design of specific subsidy schemes, gender schemes, and digital agriculture programs.
The evidence -based policy proposal leaves space for adaptive policy - making, which allows
the government agencies to actively follow and adapt to changing challenges in rural areas,
mainly climate change and market changes.

Additionally, the suggested improvement of access to farm- oriented financial
services— through collaboration with rural banks and fintech institutions—is aligned with
national targets in inclusive finance, investment stimulation, and risk management of rural
businesses.

Most importantly, this research's Jinsui model is a replicable model that can be utilized
to inform other provinces and counties in order to enhance rural agricultural economic
performance. The integrated approach facilitates learning from institutions and replication of
good practice at the national level, and the result is greater consistency and impact of rural

development policy in China.
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8. Research Recommendations

8.1 Practical recommendation

Based on the study findings, several practical recommendations can be made to
improve agricultural economic performance in Long’an County. Local governments should
enhance policy support by regularly updating subsidies and incentive programs to better align
with current agricultural needs and ensure equal access for smallholders, new farmers, and
women. Investments in infrastructure, particularly in transportation, irrigation, and storage
facilities, are essential to reduce production costs and minimize post-harvest losses in remote
areas.

Strengthening technical assistance through mobile advisory teams and digital platforms
will help farmers adopt advanced technologies and improve productivity. Expanding financial
services by partnering with microfinance institutions and rural banks can provide flexible credit
and insurance products tailored to agricultural cycles. Promoting market integration through
e- commerce, contract farming, and branding initiatives will help farmers reach more
consumers and secure better prices. Developing human capital by offering training and
incentive programs can attract and retain skilled agricultural professionals and cooperative
leaders. Finally, reinforcing environmental management and supporting ecological farming
practices will ensure the long-term sustainability of agricultural production.

8.2 Future research suggestion

For future research, several areas deserve further attention. Longitudinal studies
tracking the long-term impact of policy interventions and the Jinsui Model practices would
provide valuable insights into their sustained effects on productivity and farmer income.
Comparative case studies between Long’an County and other regions adopting different
agricultural development models could help identify best practices and contextual success
factors. Research exploring barriers to technology adoption among different farmer groups
would inform more targeted training and support strategies. Examining how women and
marginalized groups experience agricultural transformation could help ensure that reforms are
inclusive and equitable. Additionally, studies focused on environmental sustainability and
climate resilience would provide guidance on scaling up ecological practices. Finally, in-depth
analysis of market dynamics, value chain integration, and pricing strategies would offer
practical recommendations to improve market competitiveness and enhance farmers’

incomes.
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Abstract

Over the past decade, sports tourism has become a key mechanism driving the global
tourism economy. With Thailand’s potential to become a regional hub for health and sports
tourism, combined with the distinctive advantages of Phuket—particularly its variety of
water-based and outdoor activities—the hotel industry has significant opportunities to
evolve into “Sports Hotels” designed to meet the specific needs of international sport-
oriented travelers. This research aims to examine business plans and propose appropriate
and sustainable development strategies for sports hotel businesses in Phuket in order to
enhance their competitiveness. This study employs a qualitative case study approach
involving two cases. The primary objective is to investigate business plans and develop
strategic recommendations for sports hotels targeting foreign tourists in Phuket. The sample
group consists of 15 participants, including 10 hotel operators and 5 international tourists.
Data were collected through in-depth interviews and participant observation. The analysis
was guided by the McKinsey 7S Framework in conjunction with the Marketing Mix (7Ps).
The findings reveal four core strategic directions for the development of sports hotel
businesses: 1) enhancing service quality specific to sports tourism, such as improving facilities
that cater to nutritional needs and physical recovery for athletes; 2) developing staff
competencies, including specialized sports knowledge (e.g., trainers) and international service
standards; 3) applying digital marketing strategies to increase market reach and brand
awareness among sport-oriented travelers; and 4) establishing strategic collaborations with
local authorities and sports associations to improve facilities and promote international
sporting events. The study recommends integrating these strategies into core business
planning to strengthen competitiveness and long-term sustainability. Such efforts will elevate
Phuket’s image as a premier sports tourism destination in the Asian region.

Keywords: sports tourism; sports hotels; business development; marketing; Phuket
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anmwndeufivagandniunisiingean 81113 1NN LAUINITNINITUNNEG 2) NGUARINIAYY
(Mass Sport) §47UN1TARAAVAINEALI1NAY ABINITANIUNWNKDULALAMNINYBIF 181128

Y] = ! a0 A . o w
AUALAINATUNWT 3) NANAUN luAwIanizuislonia (Occasional Sports) anA189NY
WedunuINIswasinEau Aeen1simflidedddinusuin wu Judnsenu 39 Wuwn wae 4) nqu
Y 1 a a M Y Y1 = . . = R 4 I woa
WUnvieun e llaiJuslauinn (Passive Sport Tourists) WEILARBINITLI1BUNITUYITUA T
nuaula lngdeensiassaseiiugiuuasdennganuazainluseauad

' d' a a ) ! d' a o v ! v a

nsvieaiedsiwlususuumsvisaiiednfiunumdAgden1siauasugia lnsane
ludunsasienelawagnisiiiuasidngusewmea Strategic Development Group for Provincial
Development, Phuket Provincial Office (2023) dauain Janinguinlaninuan1sviesiengaim
Wunildusnuwdunmaasegia Inedidmnedaasuiuszezinan 20 U (w.e. 2566 - 2585)
wazis udndunisuas we U wa. 2565 el s1eld 91nn1vieadi 8310 193,636.78 d1uum
lagdnviond gas 19 1IAddadudesosas 91.24 n15as19AINTIUV DU I NIvaINUaY
wagn1sdananssufutudwinginaunsafsgainriesiiedlivainvate Taglud w.e. 2564 - 2565

1N159ANNTTUANINAT19YAAIMILATEENAINTT 2,170,062,850 UM Uazdaaiiaaunasimun
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as13dlnn Tnenisdnnisudsdufmuiuvdluuszmalnedisasisnuuazerdnluiesiy
wazduasunITRRLIas1TUlan Wy ssuuANUIANLaEINIANUIAY kazN1TUTEIFUNUS
uavdsaiumIvioniien nmedamautdiufmteussndiiusuavdaaiumavioniidluiuiidaut ety
savdsansonanTasad g nliluaouivondienluowaald (Bazzanela et al, 2023)
mnlimeinsvionilsndaim msimunazdauasunsviesiiondafimmiagindumy
duasumseenindmeuasfmduiiugudielinaeduiatinvesussrmu (Strategic Development
Group for Provincial Development, Phuket Provincial Office, 2023) Tiaaud1Agyaoni1snmu

[

NWLNATI9ITNULALNAIUITNARIVDIVIA UAaZIANINTTUAWITEAVUIUIIA AT 1UaTNAUIAUIN
Amaglufmingudnaranisveanendsin ananssuivmniieu iWesessutnimszaulan
v aa a o v ca a 14 ¢ a ddp o v v J a
nslddofdneali aUszvdunusnanssufwikazaswuszaunsal AT udmsuilnvie i en
W Msldeundiatuasiuiauinn (Higham, 2021) dausvlesidotinfinivaiongulaeanis
AvfduAuAgl (Individual Sports) Wu NMstudnseu Ms3e wagnseanmdameluguuuuilaiua
= a a & | oA a | q' a a ~ a A& =~
Hauflsuiuduegrenettiodluusunvesnivionnendeiw esainfanssuraiilioesenisil
duTINYeINYeNEINNTEAY karaunsadamuaiuNINeINIAUETINVIRLAL TRUETIUIRADY
YoIunawiauigIlnegringan MskauraIuiansIuAuIAuvimdneEITNIALaEsna nual
Meinusssuiidiutivasniussaumsainsvieaiieandauataziiang demalinisvieaiieanteing
nanaidunilslunalndrAyduimdeuntswauuraniondisnsgedadu (Morfoulaki et al., 2023)
3.3 WUIAANINNITAAIATINYITDINUNITVIBINLTINKN
Khumhaeng & Morasil (2024) la@nwInagnsn19NITnaIRtuNITRAUININTFIUVDIF UAT
wazuInsiifeesiumvisaiigndaiv Inswiuanudidgyreinisusulinagnslviaenadasiv
AnuazYesinvaeI AW ILaz USUNYIN U luLsiaz ioadu usnantl 911AT8Y4 Suksawat (2024)

ALPY1n15A N IUATEFIUUTLAUNIINITAANAT AINAR N1 AA UTLA DNLAUNIIUILA UA WA

A ad o v a

¢ acd LY | { (%) [ Ad v ¢ ' v v <
Iﬂ‘VIL‘?JiWGUENUﬂVIENLV]‘EJ’J“U’]’JG]’NGU’WWIEJ’]LJWEJM’JMH JITAUTEAIVATTUS WU Jaduarusianty

'
a 1 LY =)

psAUsznevddniitavswasonisinaulalusedug Luaqmﬂﬁm/iauﬁmmjuﬁﬁﬂﬂﬁmmmmﬁmm
seninAnldaonarInIgILYesABILIeANALAIN MTvieuindsiniudunagnsiidify
TunsdaaSulimateafiendsinderuiomnniulagliuunda 7p’s Sesenoudae

1) nanfTLaUINTT (Product) WU AMAINYBINITUIITURAWN

2) 3981 (Price) vl AuAtlusuiRuiiivswadensiadulado

3) nMsdndwing (Place) mneds Fomnansindmirefivaeliaudvieuinisieiiogni

4) nnsdaia3un1snain (Promotion) wuneds nsAasied o5 easiendudosnts
wu lawan nsvelaenss nsduasunisue Wusy

5) yransgliuing (People) manefa yaannsfisinnuanusauassimiadfialunsliuinig

6) N3¥UIUNITIANTT (Process) Munefia NSEUIUNITIIUINSTITINGAZYNFBY
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7) #udnwnEn19n18nIn (Physical Evidence) wunefa &7 gnAiaiusadudale
U ANINIATOUYBIAUNHAW

nslddulszaumansnaamanidislieadnsussg Tngussasdvnanisnannldesiad
UsyAnBnn (Idrees et al,, 2021) uenainii mslidoRineanasludeaiifodmiaiuaianagns
mMsnanaled Taslamgludunisadisnnuiidsganazanuidenlosiugndn (Kaew-nate, 2024)
ngAnssunisdevesrfuilnamumdnnisaaia Tan (2019) seyin ngdnssunisdevesfuilnami
aNN1IRAIRaINNTes UL laRienITEUINNIINITA ULaTADUANDY (Stimulus-Response Model)
TneilAsnsedu (Stimulus) Wugaidudu adsnsefuianansomnandafemeluasaneuen fail

1 ﬁ'qmsﬁumammmm (Marketing Stimulus) d@uUsgaun19N15981a (7Ps) W HERSU9
51A1 M3ITme nsdsasunIsnain Wusu

'
a

2) ANTLAUMAATYFAD YUNeD a0 1M TANLATYgRANErHana T8 TULaY 18T

'
a

3) @anszAumamalulad wu n1stszRuesulal uastownadevieeaulall

a td .Y =

4) FINTLAUNITAUTITU AU8D AINTIULALINANIANNTAIUSTIN WU naosa (Buyer’s

9
= U a

Black Box) vineils nsvuaunsndulateiifusznaumslianansaiuslilnense
5) NNIMOUAUDY (Buyer’s Response) #u18fid maéfmﬁuia%ammcjfﬁiﬂﬂ WU n1sLaen
wan st nsnAudn dudn nalunisde uazUiina
3.4 WUIANAIUNNTUIMNTIANTSILBIANSIAeTlY McKinsey 7S Model
McKinsey 7S Model LﬁUﬂiaUL%ﬁﬂaqwﬁ‘ﬁﬁ'ﬁuuﬂ% Tom Peters waig Waterman et al., (1980)
971 McKinsey & Company lugaamenssy 1980 wieldifnsernudenndaesesdusznaunely
osdnslumsduindounagnsuagnisdiiuau (Waterman et al,, 1980) Tunaiiifodnuszansam
Y9994ANSIANAINNNSUSEATUAUYDIRIAUSENBUNAN 7 Usens LauA Strategy, Structure, Systems,
Shared Values, Skills, Style wag Staff lag McKinsey }auun1sas1aunsgIutas Inusssuednns
sAunglauleute One-Firm Partnership
aadUsznouvaslmanuLly 2 ngu fe
1) Hard Elements 3sanunsasviunuazSanaliegsdnau leun
- Strategy NagMdszEzeLioUTIAMINBYBBIANS
- Structure JUwuUlATIASLAEAUAURUS VDI
- Systems NEUIUNNT SLUVATAUNA LLazﬁﬁgumaumiﬁ']Lﬁumuﬁaﬁfmuuﬂaqwé

2) Soft Elements 1Jutladu@sngAnssunaz Sausssussnns Loun

Shared Values AfaunaniiuaudsIuANuBouazILINIT8I0IANS

Skills AIU3UALTINWEYRIUAINTNALYDUTAAIILAINTOVDIDIANT

Style JURUUMTUSVNSUAZANILHINYDIEUTINS
- Staff NM15UIMININENIUYWE WU 115559 WA wazsnwiyaaInsisinunm
Tuwadl e suanudenlun1un1sUusulUa sukasnaiu1a9ans vl asanndelraiunsauseidiu

AINADAAF BIVDIBIAUTENDUANN 9 ULATTEUIANABINAULN LT UUSEANT nINATALT U
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agslsAniunisih g ududesusefiuusunveaunareinnsegeseunauuazUsuldinunzay
(Ravanfar, 2015)
3.5 (uidefiieates
msudmsdansuarnsiaugsialsusndefmliuszavarudi§aiu Sududesiiansan

[y

Haduddmanedu Tnsnuddenaneduld fnstuusliviuiuumuanaiodeddyiiiete
funsinfunuuasnsudstulunain fil

Mallen & Adams (2008) shnsanwAIfumsiamauindmsuinie e ndeiu
NANSANYINUT aauivioafiolsssumafiansny Uaoasts wasdszuununauili siudsauuim
fildinasguana asdutadoddyiitiefgeineniisndefininazaiaszaunisalnnsvie il
fisgiiulanazinandild

Alrawadieh et al. (2020) ‘vT’lmiﬁﬂmﬁw‘mmmaﬂmw%miqﬂmﬂﬂuqiﬁﬁ]mwiamﬁm
Befiw wan1sAinwmuin nsuimsyaainsegiivssavsnmiutadedfglunisasiasyaunisel
Arlfudnvieaiior nsfwusinyzuazmsineusuninauetedeliesazdelinuainues
suUiMIgeuuazannadestumLdinImIamefuaainioa o i

Kotler & Keller (2016) lanamasnagnsnisnainadelvd nan1s@inwinudn n1sasiausud
Aumudnmnyiuimuazguamlagianie smdsslidediauesulatuazunanesufisia
Jusesdleddylunisieans ssanunsaifiunissuivesnguidmaneideiu uazairsnnuuansing
TfugsAvlunandisinsudadugals

Helms & Nixon (2010) iWugderudfyuesnisnssianinnisugadu nansine
wui1 nsldiedesile SWOT Analysis (9auds 9ngou Tena wazguassa) Wudsdudulunsiinge
anmuIndoungsna Jedaslidnuimslsawsudaiudiladunimisnsusdunaganunse
TNUNUNAENS PRI aL

Belton (2017) ms@nwndadefitlugnisaiisnnuanunsalunisudsiulugsiafiiiondos
fufn wansAnwinuin msasulumeluladuazgunsaifniiviualie saudamsiamnyaainslid
ANLFLATANANINT DRI drtheiiuemainsalunsutsiulas amnsaadenuildidTey
Tudagmsmanslriuasdnsliegnadaiiu

Weihrich (1982) a3 uneuaimuied osilo TOWS Matrix Nan15@nwmuin TOWS Matrix
Huirdesloniuszdvinmlumstedeslesiadoaelu leun 9auds uazgeseu futiadumeuen léun
Toma uazquassn ilednduladennagmsivnzaufigalunsdidiunu Jsein Kotler & Keller (2016)
duduinmslifiedesdedliesdnsansonununagnsldegadussuuiazasnndasiunate
YDIAN TN INAOUNGINT
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3.6 NTAULUIAATIUNTITY

nseukAALUAALTY 7S Yiglunsimsiziesrnsuuuesrsiu lnsutseendudiuuleue
uazd R nsAnwesdnsiiiingugnétmmneidutnvienilondeiw astaelfaunsninses
uugsAafidsmasierudnisvedsausuldegiiussaniam lusasfsrfunsinsgidudszan
msnsnana 7Ps axtheidunumsunsianngsialsusuiiiensvisaiiondsiuludmiagiin

[ RANEARY!
7S Model
ulgune (Hard Elements)
1. 1a59a319 (Structure) wHugsiefidwasonudnse
2. NagnS (Strategy) vodlsausuiidnguidmng
3. 5¥UU (Systems) Wulnviesdieamnsmidann
UjUR (Soft Elements) LEUDRIVNSHAILEIA LTI
1 W (Skills) INONITVDUNLUTIARN
[ [ I3
2. gUuuu (Styles) ludoningin
3. yaans (Staffs)
q. ﬂmﬁﬁﬁﬁi’mﬁu (Shared Value)

d2uUszaunI9n15nane (7Ps)

ANA 1 NFBULLIAAIUNISIY

4. 351157398 (Research Methodology)
M3Ieaseiidunsifoidannnimuuuaeensd (Two-case Qualitative Study) Finguszasd

WefinwuwwInianisiawgsialssusudtuitudmingie Inelduuifia McKinsey 7S Framework

=

waz Marketing Mix 7Ps tunseudinsizsindn ielvidnlanisdunagvsvesesdnsuaznagns

v
v

A1SAAIAUSNNS IAELIoNN5IVE Il
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4.1 Y5z nsuasnguaiegng
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a o 5 a A :j [ [ @ d‘ Y a £y 1 d‘

4.1.1 Ussrnstumsideasell As lsssudwvimualudwmingiaiiliuinstnriesnen
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a ° | Yo v A ¢ v & aa 1Y) Y a a ) v
A7 1UIU 2 WS HSUNISAALE DNANULNAT A 9T 1) 0% 818 g9m 1UNITIAUS 59 b0 80 89N UA 1N
2) 1399711U28ANUALAINNIAWININATT 5 USLLAN 3) UORTINSINNVDIUNY DT IR 19T R
winnIfewag 60 uag 4) Ianuniexlunsivideyaidy ne198rinn1sdndudulswususentey
Tudwingiiaiineadesiunisvieafiendsing (Ministry of Tourism and Sports of Thailand, 2023)

4.1.2 nguditegaliuInisvedsusy taun winaudeusuresaunuda fussauau
a ) Y] v o v Iy | v o Yo Y} o A
Al Wnhdhedeusuvedsausy fhedousuvedsausy wazgdanismilivedsusy laeAniden
ALVTRLATINISTUUARZUIN Uidae 5 AW IUNSEY 10 AU METEN1TANERNWUUERIEAS (Purposive
Sampling)

4.1.3 Nquf108 195 3UUINIS laun dnviesiigiienanmadlduinislsusud@eimnludmin

< 1 I3 2 1 a o A o

Qe o Yrsansiiuteya Tuusiaglsausy lsasudl 1 91w 2 AY uaglsausuil 2 91w 3 Ay
JWNIEY 5 AU lgIdnsAndeniuugd (Random Sampling)

4.2 \w3a9iianlglunisiae

MATeFLTBuUUaRUaULUUTATIES S (Structured Questionnaire) Gauueaniiu 3 dau 9l

duil 1 Jeyamiluvesneuluuasunil 91U 10 o

| a a = ¢ a o Y a v a ° ¥

AU 2 ANUARLTILLAZUTEAUNISAlNEINUNSIAUSN1SAUAKT 31U 15 U8
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woanaInt uITedlTn1sdun1walidedn (In-depth Interview) wazn1sdnnn1sod

a1 ' L. . = & v a P~ o o
wuuildusau (Participant Observation) ieiiutoyaideamnin lagin1sn1nuaALLIA107Y
MuanAnaiy ielvidenadesiuunumvessideyandn fie HUSMNISWAZESUUINS
< £74
4.3 M3AUTIVIINTDYA
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Ingidunisaseanuiiweisveaieslodfouasmsriusiudeyanandwindideyandn d37ula

Y

Tisz1iauisidunanaosdan Ao N1sdNAIwallledn (In-depth Interview) wagn1sdananisal

a1 1 .. . L [ Al = o = A [ ¥
wuuildausiu (Participant Observation) Audalufiulasesdioduiinivainvans nseurunsinudeya

Y a LY 4

sususgraduszsuumensianunegiveyandnlunnairdiuinestes lauwn guims Wanindie

Y

AOUTU NUNIUAUINAWT LazUNYDWALINIYIR LN BYINITAUN A LALALNANITUAUFIAU
n1sdunIwaliBdnorfeuuiAn I Ndun sl A AT unNingUssasdvesuilde waglaniu
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v
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waringUseasn (Index of Item-Objective Congruence: 10C) Fanan1sussifiunuin A 10C

vosusiazdefiAnegszning 0.67 - 1.00 uansdsauaonadesiidseninsuumaiuiuingussasd

183011398 luvagiieddu1delaniunisdaunanisaluuuddiusiu e uAanssuway

dnansaiudunmsliuinisedndlnddn ilensaaaeunginssuuazaudenndesuesnisu oAy

934 13 sfledn Al lunstuiindeya 1fun ayaduiinaiaauiu (Field Notes) d1m§unis

dunansal inFesduiinides ndestienmuayidle waziuadomdun waifiunInTIIEoULEN
4.4 M3AAszvidaya

[y

NTIATIER YAt UUITE

[

wumsleglduuimaiaseiidegue (Analytic Induction)
Fadunsguiumsfsanumuenasassddganndeyaddnilinnmsdunvaluaznisdananisal

& = o = ¢l - A Y o a Al v
MNTUTNINRANNINUTINGNSAINUIING WieasunalidenndesiunsoukIAnkAzNg vl NAnwIL)
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anad (Data Triangulation) Inemsiueuifisudeyanlasuanglvideyanvainvais Haa1nguinis
winaudedeusu waztinvieuiieasmd wasdildnisnsaeuaudiuisnisiiusiusindeya
(Methodological Triangulation) tiew3auiisuuasBuduniuaenndavedeyaiilaninisnisiu

s

swswdayanuandaiu laun nsdunualdsdnuagnsdananisel

a

nssvuMIlATiteyadgunmusenaufeduneudidymatsdu Tasduainnisaen
wUdunwal Weudastoyadoadudonnn andulivudinnnauin (Field Notes) Usznay
nsfimuvestayauazusundildanmsdanansallussnisninfuteya nduiadrgtunon
nswhsiateyauuua (Open Coding) Lﬁ'aﬁi’ﬂLLuﬂLLazﬁgﬁwmwyﬂﬁﬁ’u%’a%aaudamz@TWLﬁumi
nMssanguuazaiisdundn (Thematic Analysis) il odnszidounuannyidrswalilmdusy
uargUnuundniianansnthanlfeiuneusngnisaifidn wildedradussun wanislinsiesivionun
szgniiauelugUuuU8InsusTeNeIanssau (Descriptive Narrative) Lilelwgguidnla

ANUMINEUALUTUNYBITRYATIAMNINBE 1N TALRULAZATUN I

5. Wan15338 (Research Finding)
5.1 unugsnalssusuludmdagnadafiuniisjaduinvaiieasiswd

NMIETIRNNTRGUIEAIRN 1 iiefnwiunugsAalsssuludmiaguia@ein iy
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M3 1 sUwuuulguy (Hard Elements)

68

7S Model

159539 1

Tsausuf 2

Structure (IA59&519)

1. syvunsuiinusendudaiay &
nsAnmuranIsauuseTulag
1 v0el Iy

2. nsdeansaslusings osenn

fautunsyineulddudeu

1. Tassasensvinudaauy wsesnifudhe
USmsuazUuinis Svmthauguanis
MUV IAALHNE

2. MIUsZAUNUITIINENEAS 9
Aufiunsognssing ulinaziilasad

NANYTEAU

Strategy (nagws)

1. nagnSyaiunguanAmasieligs
WS OTA wazniseainesulal
2. wiunsnanmenudesaulatlay

TUsluguansan

1. sjadugnannguinfivn dnsdafanssy
LAYNITRYITY LiaUsEdUNUS
2. WUMSHAILAES AW ANUFUNUSAY

anALABUAINTTUTIINBE19sBLTDd

Systems (5¥UU)

1. 92UUNT5999U OTA 19U Agoda,
Booking, Traveloka Lagseuunastnu
dmsudanisteyagnan

2. szuuenansnglussuigdmsu

nseaneNasligna

1. SEUUNISIDIVANLRINIEHIUY OTA Lay

YINNINNINTI U DLaLaLINIANN

2. SUUIDININTTUAN ¢ FIDIAUINAR

karUSNSLANRuEgapIpaulay

NMsUTeuisuteyaseninalsausui 1 uaslsausud 2 luaugdwuuuleuiy (Hard

Elements) AUnsaukuIfn 7S Model wua1 159usun

=

HszvunsufuRnuiuendued 19 taY

finsAanunanisdiiusnulaedveslsus wazdinsdoangluisnga vugilsusud 2
flassadanisuimsuasnsuivanuiuiadudeegadaay wazui1aefinarsdrfuduly
A15U3M3 uAgsAsausaUszatunuldedesinigy ludunagnsnienisnaia Tssusud 1
Tanuddyiunsmaineeulatiaznsdalusluduansian dwlsusud 2 fatungugndnindim
uazliimmddgiunisdnfanssuiiesnwanuduiusiugnAniiu dmsuiussuuau lsusudl 1
THszuuiununsvieuiiznesulal (Online Travel Agent %38 OTA) wazszUUIONA15TITEUINY

YuUrlsasuy 2 Tveamnan1sassivainvialy saUfesEUUInInanssuaaulall

137371 2 JULUUUGTR (Soft Elements)

7S Model Tsqusud 1 Tsqusud 2

Skills (vinwg) 1. msneusuandeyana Wi 1 vinwgluanuusnisseiugs diunns

Vinwen1slusNMInugIU waznsin Anausumineglusaznieusnasdng
AU UR
2. ndnaudianuanansalunishivines 2. dnsinevsudinaeufimnetnvsieiiios

anAn uiunsduvaysEaunTal WuanuiANuaunsalRNIEaY
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7S Model

159549 1

T5qusu9 2

Style (FUwuv)

1. giJLLUUﬂ’liﬁwmmqiﬂmqm U
N189A 539 UNANITVINIUBAL S 189U

LINUDILTIbTY

1. EﬂLLUUﬂWiﬁWQWULﬁUﬂ’]iWQﬂ’J’m
Anviuanniinau wWeausuusenis

YMIULALAS9ANUAUNUSTIR

2. TNSHENFIUAISYINIUSUALNN Lol

AsUsEauausyrIngegliunntn

2. Juimsiianulanauasniousu

ANUAATILANNE N ULAaLENE

Staff (Yaan3)

1. ARLEBNNTNIUNINYBINIVAINAANY

W UNANWIEINITUR1YE

2. instinasunieluiieliniinay

aunsavianulaegnaiiused@nsan

1. Amdenwinanunidamnin dns
WawyaansegesieLiles wadlam

Assnemtnauluszeze?

= = o

2. Imsvgudsundnanulusiiumie
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Ao fngUsrasditofnuanamsaudasnginssuuslnafidmasanisdnduls
Tdusnsanfidnuszqsasudiniwesnsividrugiinie (wln.) Tuusemalne Junsidedeuiunm
Tnglduuuasunueeulaiiunissfiolunsifuteya nquiedwdeduilnafisiuadadulald
Uin1sanfidnuseysasud inilimuanudssasd lulsemalnedony 21 - 60 U 91wy 415 ¥
Tnensidennguiegiuuuldldanuiiandu WneldnmsdenwuuiiingUszasdsaudunisdeniuy
fnevarasla iaszitvoyaldadfdanssaunldun n1suanuasmnud snsfesay Alade
wazAdIudBauuInIsIL wavadAdouunu Ifun adfdinszvinnunansis 13l
AMUKYTUTIURATNITTATIERANNITAR 08NN AN TNAFRUAUTURUS T8I ILU AU

WALAILUTANUNAFBUAIFUUSEANT wanIn15anauladedau srufaUsiiumNUMLNTaLYeIluLAS

aa

MEA1 R-squared HaN1TILNUI AMAIRNSIEUALAENGRANTIUEUSINATIBVENasan1sidanlduIng

'
aada Y

anfldnusealuiives nula. ludssnelve egrefidedidyniadaniseau 0.001 loun n1ssus

'
a a (Y LY

AUAINIOTUNITAIVANNGANTTY wassiAuAfsenginssy Uadeiiseaudedrdngn 0.01 laun

'
v v o w A

NSNTAUNIINNTNAINDUVBINSFUA WAL TTeNTeAutud1IAN 0.05 lankA ANULYNTEwanNSIAUAN

o

LAZNITARBYANIUNGLDNBY

o w

Ard1Any: a0198nUszasasudlnii; nsliidiugiinie; amuansdudn; nganssud uslaa;
nsenaula
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Abstract

This research aims to investigate brand equity and consumer behavior factors
influencing the decision to use electric vehicle (EV) charging stations provided by the Provincial
Electricity Authority (PEA) in Thailand. A quantitative research approach was employed, using
an online questionnaire as the primary data collection instrument. The sample consisted of
415 Thai consumers aged between 21 and 60 years who have the decision-making power to
use EV charging services. Non-probability sampling method with purposive sampling and
voluntary response sampling were applied. Descriptive statistics, including frequency
distribution, percentage, mean, and standard deviation. Inferential statistics were used
alongside such as T-Test, Analysis of Variance: ANOVA, and Multiple Regression Analysis to
examine the relationship between independent and dependent variables. Model fit was
assessed using R-squared values from the multiple regression analysis. The results indicated
that brand equity and consumer behavior significantly influenced the decision to use PEA’s
EV charging stations in Thailand at the statistical significance level of 0.001 were Perceived
Behavioral Control and Attitude Toward the Behavior. At the 0.01 significance level were found
Other Proprietary Brand Assets, while at the 0.05 significance level were Brand Association and
Subjective Norm.
Keywords: electric vehicle charging stations; Provincial Electricity Authority (PEA); brand equity;

consumer behavior; decision making

1. unmin (Introduction)

wultumsldanueudli Electric Vehicle: V) mdudiulnagwsainiwilan WasmnvaneUszine
fulyungyadiasugianisuausi (Low Carbon Emission) lnedidmisngannisuaesiteisounsean
waraduauunguaretn Yseinmatudl 1wy u glsy uazanigeiing deanviy EV gedu
aggsotilasnaund a.a. 2020 Wuduin 8n9is Maussimuduniswds BV wazlasaasiaiiugiu
A v | N v = Aay o - v @ ¥ o 2 X
MAeItes wu annfidnusealviuazmalulagduunwmesiinnme elisesiunnudesnsiiatu
Yo45UTLnA (BloombergNEF, 2024)

o [

dmiutsewmelng Sguialdfvuauleuts 30@30 Fadunummanisdaasussudlih
Imamsé?qL‘fhwamaUuﬁﬁﬂéaamﬁwﬂuqué (Zero Emission Vehicle: ZEV) Tiilaagnetiosiosay 30
yesnsuangusuRiommalud e, 2030 wie T wa. 2573 FaduBnuinalniiszthmussnelng
Lﬁé’f’]q'ﬂmﬂué’mmﬁuawi"w (Low-carbon Society) Tusuian (EVAT, 2024) ﬁmiﬂszéjumimam EV
waeUsenn ufsduasunisldonu BV unguslaa wu andnsinddmiu EV (Wongsuphat, 2025)

JE QY o v & d' o ::4' a X a a gy
UBNIINUY EJQ@JUIEJ‘U']EJﬂ'WiWWUWI@iQﬁTNWUiWULWaiaﬂﬁ‘U EV 198 NUYU 9N ﬁﬂLﬁiNaﬂquaﬂﬂigﬁ]‘
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81u8 U LN 18151908WUU Fast charge, NMsWRIUINMUNekazseidauine1aeiun1989nUseq

1Y

waznisanasumaluladlassinelndndaasey (Smart Grid) Wudu Feuleurswaniludrudfgy

Tunsadreiudliud BV Afivssaninin dwalissAafiAeatu ev idunqussiafiunduniues
wazdishsnmsiulafisinids (Energy Policy and Planning Office, 2021)

mslidauglinin: niln. (Provincial Electricity Authority: PEA) sug{liusnisdmnglngn
wrvszyruludiugiaranndmiaiWszmelne (eniiungannuniues Saiauuny3’
wagdamtaannsUsinis) funumdrdgylunisdaasulassadei ugiusesfunisdadsey
waran1lanuseqlnih Tnedimsuiuugessuunan svuvaneds wassuuimingliussgeuuauuman
LAZOUUANETOIDY 196 © Lﬁ'amazﬁﬂizﬁwﬁquﬂqﬂ (Provincial Electricity Authority, 2024)
uenanil niln SeufiugshafiAsniedungu BV Idun gshavenuuuuasfndannisauszli
(EV Charging Station) wag Digital Platform d@usuuin1sinn1in1sendseq b arelduusua
PEA Volta duasuuazatvayunisidsasudluilulssinalng sevaueslouiy 30@30 va3sguna
afmnusuilefunirenyu Tneduitusingfu vua.uisen Aesveisdu $1n Tunisveneannil
sudadaanidauszaluiufididneu niln. udazanen Wesesusuudldnufuuldudiui
wazsueamazmnausliuAildsnoudliiiniau semasnisfuseneunisaanisnuszqlidi
LasU3NseuY 9 fiieades (Provincial Electricity Authority, 2025)

agalsfeny gsfvaanidnuszglnindinsudadurauinegs agudauaanisnuszqluiily
Useneilng  $ufl 31 5.0, 2567 H81uaunn 3,429 wva B nviln. Tgusaddny e EV Station PlUZ
389 UA. uag EV Anywhere s uauannsiunnnitues na. (EVAT, 2024) siaii nvln. fidnenim
uazaundenluysmesvesfluinng wivilsluusuifuddgiazainedelsiuioulunsuteiily PeA
Volta Aie n1sad1smssudnadinsdudluysmewosfuslan idedajdnuiies aurnsdudid
dananenisdaduladeonlduinmsanfidnyssysasudlniives nia. ludssinalngUsznovdu
nsfnwmgAnssuguilan ielinuiladefiazaiiedeldiuioulunsurstu wariiauenansinm
1% nvln. Wunwamslum s uugsnagnsmsmsmaneiivanzay denndesiuanmunsaiiayamy
Foamsuesgnin Wiesnwuazveegiugndn sudafiuduulmansainegsiiussansnwsioly

wigsRvanilsauszqliiihazidulnedasings widdliflouladisjaduisguaveansdudn
warngAnsIuvesUslnarenisdenldaniidnuseqluihlulsewelng lnsameluuiunvesaniiisn
Uszalaifinvaanislwiidiugfinia wusud PEA Volta 17uTded agifuiug 0sd1aiand 12
lngns@numguiama1nsI@uAT (Brand Equity) (Aaker, 1991) laun nsiuirensndudn nsivg
AAMNYDIRTIALA AT enleaanidud1 mnudnfdensiAud uasninddunianismaindu
Usgnaudungud nginssu ustaan1uuny (Theory of Planned Behavior) (Ajzen, 1991) laun
viruaRdennAnssn MIndesnmngud1sds wagmsuinrmansalunmsarunungingsy lelsils
Torausuuzidenagnifiaonadesiuamnudeinisvesiuilanuazanunisalmsuvstulunainegeil
Usydnanm
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2. IngUseasAn1IIde (Objectives)
1) WeAnwinuAnsdudii dwwadonisinaulalduinisannddauszasasudlndi
vosn1siniharugiinialudsemnelng
2) iednwingdnssuuilaafidawaronisdnaulalduinisaniisnuszysnoudldi

yaasiihdugiinalulsenalneg

3. @UNAgIUNITIIY (Hypothesis)
FUUAFINT 1 (Hy) : pinImsidus admasionsindulelduinisanilentssysoous nih
vaunIsiwihauginialulszmalne
auuigIud 2 (H,) : wodnssugusinaiunnsduazamanenisanauladenldvinisanrd

onUsyasagudlniyesnsinihaugdneludsemalne

4. AITNUNIUITIUNTIU (Literature Review)

n13fAn¥13TBisesnuAInIdud1idwananisdnduladenldaniidnuszgsaaud i

v a

Y o = v Y = A v
DI NNA. IUUigLWﬁi‘WEJ imw’lmiﬂﬂw’mum’maua WUIAANG WS BASITIUNITU NINYIVD

Y

v A &

A ¥ s &J o o 6 1 a v = a U d’l
wIadennaesiulievuazveuln UnasUaseddgindulsslevisenuide deazidundil
a a A v ' v
4.1 uuafauazngeNeNuAMAINTIAUAY
WaA1MIIEUAT (Brand Equity) nuefie 4aa1vedkusuaiinainn1siuy dssaunisel
wazAdeulesweauilan AsauaquiAn1e o Wy n155UsiNgIiuLUIUA ANuinasrewuTud
AMAINT TUS WaEAMNLY aleIA UL UTUA T andn AeAmA A wluaienivesuilan
MAnInUszaunsaiinanlasuannsldaumuInuInITvoILuTUATY 9 (Wachira, 2024)
Aaker (1991) 1@ue Aaker’s Brand Equity Model 181391 Brand Equity #383af1a51dua"
Usznaulume 5 asdusznaundn lown
v Y a ¥ A Y a 14 IJ Y oal
1) Ms¥uinensdua (Brand Awareness) 38 M33aNATIAUA LWuANMNELTaveIUIInn
lunsseanlain asvsedndnwalvesdudndudumrseusnisreeyls Fadussduseneulunisaiig

1% 1 v

Warvemsaum tnenisasnisandinaranuauaglunsdundedusiartlugnisdndulaiden

Y
v

Fonsdudtu 9 maznsdudiifuilanduiaeinaggnidend suinnimsdudailiineddn
wssedUiumssuiednwianies 4 sz T seduil 1 1058nmeAudn (Unaware of Brand) seduil 2
Y¥nnsnaudn (Brand Recognition) s¥sfufl 3 and1lél (Brand Recall) wazsesfudt 4 seanlsidudousn
(Top of Mind)

2) randenlosrionsndudi (Brand Associations) manefls anmduiusiienlemsaudn
AuAuNIITve] uilaa axgivairaimuadBeuinliiunsidunluniius dnvesd uilaa

Junsasrsyadwaradeauwanasliiuasdudn diunistdaulugsuusing 9 wu auaudd
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wazUsvleviignAnlasuainnslddusnseusnsnaiaumnauna A NFun s seninaninay

fugnfflasunsu3nsie auinanuduiusfdeuusud W (Predee, 2020)

v Y a o

3) N35uiAUAMYBINTIAUAT (Perceived Quality) manefis Msfinsrduagniviaunn

Y 9 Y

lngsaunsenunmimieninsdud1dy deziidninalaenswanisandulaienves(ulan
LazaudnAsensdudt insziludniliguslaaiuisannuuandauasfunisensdud

(Predee, 2020)

N Y =

4) AuAnAnens1duA1 (Brand Loyalty) 1 un1sinainugnuiignAndsensidudd

Y

17

agviounudululalunisldduidu 9 mngndfimnudndnensdudasiinudululaignd
wndui@enseliuinist uagliddneuinldnadumdu (Predee, 2020)

5) NSNIAUNIINIAAIAD U (Other Proprietary Brand Assets) LW @n5UnT A3 891U
N15A1 51978 ANduRusAuYemin1sTndindie 189 Fudunsndduliddinuidauen
wazdinnusndusenisairwmsdua dreliusdmlaiuSeuluniswdsdu (Aaker, 1996)

PMTsuNTsuiAnwndeiu agUlaan nsfigsisesuszavanudnialatu azsdosas1enunn
vewsauAbiAetuluaemverfuslon Buanasinsaedinsduidsluduneunsnuastunauddty
YBINITATANAINTIAUAT HIUTATNWAUNTOAINUVDINTIAUAT N1TIANINTTUALATUNIIAAA
Tfiendnualiunnainnnguds Saudaimunduiwazusnishifiauninidudeddgiingyilignd
sanAnAY elessgninmduAuasnindue azdilugdn1sdedwasiinaiiuasndnd
AaRTIdUAT Mninsnddudssianauiifeidesvanuasainiazadied unnguslAiuFy

& 2/ 17 Y A [ )= 1 A v
idunsaiedelaiseulumsudadumileduddnae
a a a L a Y a

4.2 uuifauazngeiinefiungAnssuguilan

WANIIUR UTLAA (Consumer Behavior) U184 NTEUIUNITVOIUAAANT ULALDIANT
A - & v Y Y = a v a a ¢ o
nfinsidende n15ld wazn153udelilanndsduat usn1s AR wazUszaunisal Na1uise
MBUANDIANNADINTITUAEAINTTaNEla FeFanuTlandalidninau1aintadesmuinusssudeny
wazladudruuama (Kotler & Keller, 2016)

Schiffman & Kanuk (2010) laaguied1 ngdnssuduslaa vuedis wadnssunguilaai
N3AUYN (Searching) @e (Purchasing) 1% (Using) Useiiuma (Evaluating) wagledne (Disposing) Tuduan
LazUINIT 1NEAININGANTIUIEILIZADUALDIRIAINABINITVBININLU LA

Ajzen (1991) Wiauengefwginssunuuny (Theory of Planned Behavior: TPB) 1Uungud]

a {

Ma3mimedenu laesuiein wginssu (Behavior) Mgnuanseanuiuliunauiainanu (intention)

'
SAaa A 1

Feiiladey 3 Usenisndnswadonisnaliinnun lawn
Uade 1 viruaRdangAnssy (Attitude Toward the Behavior) A N15Usziiuvasyana
NfsonmsuemaRngsy TUlUAwETIUINUBINERNTIN FUVWUUINKAZANAU AD d1kan1TUszdy

meanafinuaveginssufiyanalanszyi winldunsinuuan yarasziiiruafifnengfinssy
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Tunienseiudu dwan1suszidunonan auuivesngdnssui yamala nszvindunisay
yAARIzilviAuARNliAdongRAn TNy

Uade 2 N13AR08A1UNE 181984 (Subjective Norm) Ag A155U3VBIYAAALA 83N U

)

(%
a a ! o/

AURBINIITsaRUA i Twesdsrunlnadoynna Juduliiangueulnddaiiddnsnaneynratiu
lunsnagnsgviwiselinseyimginssule 9 inueraiimsUselivinguuaraniidviznasawwsanis
Tuanmgingsy wwilidunnginssuaggnuanseeniiuanndu Tumeanduiu yrraaylivanamgingsy
afinMsSuFnguyarandvanalidesnisiiwanangfinssy
Jadedl 3 n135U3ANaImnsalun1sAIuANNgAnTsY (Perceived Behavioral Control)
= = Ao a = a g v & &Y %
Ao PTavetyARaRiidenIskanmanssy TuludsEnnsanunungAnssaiu Tiiulegeiddals
guAnaliAU add1NTansEYINgAnssulalaediguaraiunsanluaurai lneg1anaelall
UAPAHILLTLATHARINGANTTY WAt yARRLAMNWEIINISNIEI Mg AnTsuvIlden waslianansamiuay
nafilioanunlaeganiddlaly wwilduiuprassianingAinssuazana
& . < & = d' o a = I U N9 Yo
ARl (Intention) WuAumslaransnuRuiiaznssinnginssunila Wuladeildvinune
TyARRENIEIINGANTTUTUMTel Conner et al. (1999) na1vdn Anuadlatuausaviuglaain
NAUARNITARDENIUNFUD19BINITTUTANAINITALUNITAIVANNGANTTU 521D INTATRT N
YBIYARA
a . [ v ca a X a & U Y=e a
WgANSIY (Behavior) {WunadnsmiAnduaseainanuddlauazn1ssuitnisaununginssy

anauadanaznissuitinismivaungAnssudulilunieid yaradazduuiliufiaznseyi

waaﬂsiuﬁ?uﬁa 9 (Krittiphong, 2024)

MiruARnangAnssy
(Attitude Toward the
Behavior)

AMsARBERIUNGY -
: AU WgRnI

81484 (Subjective | (Intention) ™ (Behavior)

Norm) »

r

mafuimuanansoly
MSATUANNANSTH

(Perceived

Behavioral Control)

AN 1 WUUTIRBING Y N ANTIUALLKY (Theory of Planned Behavior: TPB)
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nwUIAARaINgE T na a1 uasuladn waAnssureadusiaadunszuiulun
NILUIUNTTNTIVOIUAATUAAD 7 WAAIBDNUINLN BT ILABUAUDIAIIUA BINITUBINULDY
d' o Y = oa Yy oA a a £ A o YR Aaa a i Y v
AgItuNsliundduansouinis oruintudlefiadesine g Aldvnadayaaa 1Judinszu
TAnAudeansTuduaiu 9 FeuuslnaaininagneuauasnufeInIsvawmule

a o A o/ v a &l Y a

4.3 uuifauazngeiinerfiunszulruntsandulatavesiuilang

n15indulag avew] uTlan (Consumer Buying Process) nanefie Tunaulunisidente
HandmnaeIadenIuly weinssugusiarzisantudwiifeitesiunseuiunsinduls
Maiudnle (usdniinda) wasngfingsunianienin (Predee, 2021) n1sdeiduianssuduinla
wagmMennguisvulugnsseziamis Anssumaibinlvinnsdeinnginssun1sdenuyuanadu
(Schiffman & Kanuk, 2007: Patcharaporn, 2018)

Kotler & Keller (2016) lauystunauvesnszuiunisinduladevewiuilaa (Decision
Making Process) 10 5 Tumeou webidilafiaiugiumdninevesusian fsil

1) Mmsnseminiielayy (Problem Recognition) Huslnaagnseninfislaymvseainudednis
U ARINsteduAvsaUINsUNes L ouA g vsalfufuAudoIns

2) nsfumdeya (Information Search) Wekuslaasustalaymufmaziuaumdeyaliiuiy
Wenasandedaszunfudulynivandu wu nsdunideyasinduwmesids nsauiieu

v YV ¥ A 1 < %

nsludaduamsounamaaes udu

3) Ussidlumaion (Evaluation of Alternatives) HuslnmasilSeuiisundniamivisousmsnmla

o

nagfinrsanAuandi 9101 aaunm wiedadedu q lasfinszuiunisussmanadoyafidudeu
wazviannuany Lilesmaulaindndenlamsnzaniign

4) masanlatle (Purchase Decision) ladulnalddumteyauastisuifisuaunumedoya
finfoudmiunisdadulonds fuslaaazinaulad ondnfmeingousnisilivanzaniigany
AudeIns usoraiitadeidiuunsneudslauasnsdadulade ldud (1) Waueduvesyanady
awiinasomsiadulavosfuslnaisduuanuazduau (2) aamunisaidilaildennisaflyaremi
p1afinarioruidlate wu Hadeduanminedeniiliazern wlilissndedudwiousng s

5) ngRnTIUNEIN1590 (Post-Purchase Behavior) MdannszUIUNSToAuAvEaU3N1UA
fuslnAasAneusBndedudwiouinsiu deasensdndulateluouianuaznisiusiiligBy

Nmssunssidnwisiuaguin nsdindulateuszneudie mefuitlagmvieminsonis
voafuiloa ugadudurosnszuaunslunisdadula aniuazdumdoya uasUssdunaden
fumzan dlug nsdndulade ndnduazussdundanisdedndarudmelavioly
TnsnsAnuwinguinsdnauladedy onevaussnnudosnisvesduilnauasimunnagns

MINseaAlINgaIiuLARzuRBuYRINTEUIUNSAnAUlITeUS A
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4.4 yrusudlniuazaaniidnuszqluiia

a

sopudlnuunees (Battery Electric Vehicle: BEV) winefis sapudiiduindoumendsnulnd
Tnefmdsuannuuameidadetudsn Sundsnuaniaeussgliihudadniuliluunnes
LivilAnansenafiuiienin Zero Emission (Yotsapong et al., 2015)

Energy Policy and Planning Office (2022) na1vi1 msdauszgenuesudiniuuuldaadu
suuuuivhlanidentd ilesandmnudualunsamu fussavsnmgs usoonldifu 3 Usziam

1) nM3dauszalnihuuudidiglniinssuaadu (AC Slow Charge) Wun158nUsERsEay 1
3 3 - 6 kW gnihanldunnfigaus livangdunisldluaniuinssauseqlain ieannnld
nauu SeAUNIT$a 0 - 100% 1H10an 4 - 16 Falug

2) m3dauszalniuuuundseliiiinszuaadu (AC Normal Charge) {unisgnuseqsediu 2
YA 7 - 22 KW ngdndusausegluiluiifsansisne wWu sieassndud ausensn wietuiiog
o Tsveznanyfataaszeziamil

3) m3gauszgliuuusa (Fast Charge) f 2 JUuuu Ao m3sdauszquuuiswgliiinszuanss
(DC Fast Charge) wazmssauszauuudainglnihnszuesdu (AC Fast Charge) ldvalumssnuszy 0 - 80%
e 30 - 45 udt widasntsndanulniifigeuasdsiauns Samngdniunsdatsraluiui
AElFrududuumnnuasdlduinsdosniseusiag

unames PEA Volta Aoamildnuszqluihwes nwin. uazueundiadu PEA Volta Aldmugiu
mMssauszalniindingenummuy uaansaveskeUNaLATU PEA Volta fie 1) AmruAuMsiEuLaz YR
M38nUsEasaeudliiin 2) dredumaniisauszqsasudliiguuuuuaui 3) msthmsldanidse
Uszasaeud liaiessuu GPS 4) svuumstssiu JUsuumaiuEuwuy Wallet s Thai QR Code,
UnsiasinuazUnsnn 5) aunsadauseifnisldaudounds wu nmsfiudu n1sldau uazn1sdn
Useq 6) {ldusmsannsadonginvnsadindouldan uaranmnsadensssarsviniiovisafianii
Jagtuunannesy PEA Volta THu3n1svivniaunsgiu 3 JULUY Ae 131353 AC Type 2 (43 kW),
#91591UU DC CHAdeMo (50 kW) wag DC CCS Combo 11 (25 kW, 50 kW, 120 kW, 300kW, 360
kW) (Provincial Electricity Authority, 2023)

4.5 yAdeiieades

v dl

Saranya (2021) inwiAuAIns1dUATIRanoAua g edur1nelduusudgilag

Y

YOI UTINALUIANTANNUVIUAT WU AMAIRTIFUAWIUNTIINAUAT UagAuANUANATUATIALM

favsnasanunlagedurniglanusudyilaavesuslnalulwansunnuniuas aenndesiu

'
a a o =

Pratsanee (2022) AnwdadunuAinsduswardninanisdinuninaneaiunslatiedndnsoe

a ¥ Y ¥

LUsUAgLeI U UILlnA wud JadeamAinsduaiunissuiaunim aunsieuleansidua

Y Y 9
[ 17 [
U

AuAUinNAsens AU warladeaninanisdeay dnasonuadlategmaniusiuusungiwesy

VBIHUILNA
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Praewphannarai (2022) Anwin1ssuinnauduasanulindalunsdunvesivy Generation Y

s I

AN15TAINAUATUTIANIME WU wRnTsuN1sl AT U alavan warn13TAINRIIA UAY
deraludsuinuagyiiguuiivinuafdenisdninemsduditufiamadis audildgnissuilunsdus
waraulinnelalunsdudn denndesiu Sangtawan (2021) AnwBnEnaveINTTUIAMAIATIAUAY

wazadulinngla demnuddadangfnssuves] uslaandadusifidulinssed swind ou

a a

Wu31 N155U3AdudAldnnadsuindeninulinlalundadusiniduinsded wind ou
waraulinadalunsdumiidnsnadauindenisuense
Nayrin (2017) @nwin13suiauA1vens1duailuyunesvesy busnisgsnanisuns

31U Bath Up Wash & Wax wu31 1) 1153300518 ud9 ¢ bfusn1saiunsasuilaguduusn

ABAYNANNT0VRINTIEANLALUATIAUAN 2) ANIMATIAUAITNQNTUS SUAULINABAINAZRIN

Y

¥

Y09508UA I3 UUTNS sesaanAeanudulieoninveminaudliuinisuazanufiunnsgu
Yoandnduealiiudenld 3) Aunsdeulewsdudl suduusnAenuduaAlusaiaely

SR9AINIADAINUVAINNAUVDINA A UNWALITLAUIIAT LAY 4) AIUAIUANANDATIA UAN

YY) = v vl yee a Y & a a Y a 9
'P]“LJ@ULLiﬂﬂaiB@UWN?j@iﬁﬂ?qﬁﬁanQqLUU@J@?QULﬂ@ﬂWiI%UiﬂWiGZﬂ

Y

Thanakrit & Sawaros (2024) Wu31 U378AMAIMTIAUAIA 1UNITATENIND 10T UAT

e

AUFUNSNGUTELANG U 9 V0INTIFUAT AIUNITTUT AUAINLAEA 1UN15LY ouleanTId WA
d9an amNUANATUNISITUT A5 1WNUN ASElAnw) WniF1aa il @enrd oenu Maysa (2019)

wui1 {lFuinsiaes Wndnsalulwnni annuniues JauAaiunon155us AuAIRsIEuAN

[

ATUAMAINT NTUIAUNTATENTNS I5IEUAT AuANULT aulesiunsIduAT danasonduing

Tunsld Usns wes Wndmsaluwaniunmumiuns

Thassanmon (2022) Anwin1sussendldngunginssumuuauinefnwanunslagaie

Y

91 uuuUg a8 u (Sustainable Housing) vt uSTaaluusvinalng wudn dnvaeniaussvins

loun e wazselsindevesniaseuseouiinnuunniresiulutadesuieuad n1sfuinisaiuay

[ [

WOANTTUVRINWLBY kazAUA AT e wiluauoIgnuaNuLanaeludadenuauggeenIde

LALANNNIIANUAEIINA DL

Sarutthep (2018) @nwiniswensusaauslninluusemdlng nuinnssusauALazAdoe

Y 9

'
aada i

MUNFUD1BY danariavirunAnlresosud liuazniseeususaeudlninlulssinelne aonndeq
U = a a v ! a ! g.J/ a
fiu Pawansa (2020) AnwmgufngAnssuauluukkuLagiLUsduveeiinanenuadlauilinn

¢ a & = l o A i i a f A eMY 1 o a gy
ATINNLUYT NANITANYINUIN ‘ﬂ"UQEJ‘V]aﬂmﬁmaﬂjqﬂmﬂiﬁ]UiiﬂﬁﬂiqwmL'U‘EJ? IWLLﬂ NAUAR N1TUDA

[

Anwal kag ANUADINISUSINAAUANILENAN YA IAYAINALULTAUIN WBNINTIUEILYDINITIATIZI

uUsiiiu wud inanwansnsiuvesusinadwmasedadeauriauail n1sAdenuNgue198anIs

v L3 6

oRanNEYM LATAINUABINISUSINAAUAITN dLoNanw A oA1uf slauslaaas 1WvLd s

Saa

)
AUANA19NY #8AARBINU Thatchawarat (2024) Anwntadandansnasnemumalaluni1shyany
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waznisldauasavesgunsalannsnlen wui Jadevimuad uazladenissuiusslevdannsidame

Tayadiuyanalidninadwmadaniudlaldenu dudadenmsadeunungudieds Jadenissus

Y

a 1

ANNANNSAAIUANNGANTIY LiTiBnSnadanadoauadlaldiugunsalausnlay
4.6 NTOULUIANTUNTITY

1INNITNUNIUITIUNTTURAENY BTN IV UIITONTANYT AMAIMTIAUATIdase

[

mssinduladenldaniidnlszysasudlniives na. Tulssmelneg vilvinsuuazidilatieanuddoy

YoeANAIN AU wazNgAnssufiinanenisdnduladenvesfuilaa ioiduwuiniainisdanis
Fanagnsanunisaatn tneawidelazlitadeiunuainsiduiuaznginssuduslaadusudsiu

drunisimdulalunisldusnisannidnuszasasudlini1ves nva. Tudszmalye Wudndsnny

q

a

JzdwnaliausnesulengAnssunIsdentdusnislaod 9ATUSIY WARIAINING 2

faUshu AU snY

JadunisiuiamAins1dudn (Brand Equity)

1) M3FuirensIdua (Brand Awareness) H,

2) MITUIAUNNVRINTIFUA (Perceived
Quiality)
3)  Aanupulesmensdual (Brand Association)

4) ANuUANAREAIIEUAT (Brand Loyalty)

5 MSNEAUNIINIIRAIRBU (Other Proprietary nssinduladanlduinig
Brand Assets) anidnusyyanaudlni
A vosnshriihauginia
UadengAnssunuwiy (Theory of Planned
Tutszmelney
Behavior: TPB)

1) ViruninengAnssu (Attitude Toward the H,

Behavior)
2) NIAFRLRINNALD198Y (Subjective Norm)
3)  mMsSuanuanIalunIsAIuALNgANTIY

(Perceived Behavioral Control)

AN 2 NTBULULIAAIUNISIY
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ad

5. 75115238 (Research Methodology)

5.1 Ysgunsuasnguaiegng

Uszvns Ae fuslaandigunadadulalduinmsanidauszasosudlniinnuniudssasd

q

=

Tnedongaaud 21 - 60 U wilesarnifudneiguestsznsievihanuidneldiluvenueuasd

grunalunisdnduladondeduflasu3inis Thirawat (2019) na1v31 nguievhaulunguindsuna

e

= ]

Fouarilunumdfysenisduind ouasugia Juingridendunguiesmdnlunsdnvmgingsy
flna Bntadutsegiifimsldimelulabuaseummuzdauyaalusedugs (National Statistical Office,
2023) Faaenndosiuinguszasdvesns@nwinginssuguilaniidonlduinisannisnuszasnoud
il uenand Sudunduiuslnafitndinmelunisindulaaraunsalideyaiiasiounginsunis
uslnaldeg1agndenuuuIAnves Kotler & Keller (2016) wazidunguitnwginssunisdndula
a1U13083 U8 lAMEN BN ANTTUALUNUYDY Ajzen (1991) ogramanvay

1 Y 1

naueieg fie Juslanidunadndulaldusmsaniidnuszasasudlnihauanudssasd

q
(%

lneflongaud 21 - 60 U Falinsudwindssrinstaay Jainuanaudieg1anldlunuide lay
81984gn3 Cochran (1977) {33839 MuArUIAUTEYINT NTEAUANNTRNIY 95% ety Falden z
WU 1.96 IANuARIALATOUEANER £5% W38 MrualitiauAnnisgeEn 5% Al

1-p)z?
n = R4-p)

g =

g n = UUNGUAIRENTIABINIT

dnd1ure9Uszung (Muuadnaiudseunsiseau 0.50)

P
z = ANSZAUAINLTRNUN 95% (TzAutivd1Agn1eana 0.05 dA1iniu 1.96)

sEAUANNAAIAMARUNENSULAT 5%

o
Il

AU

W= 0.50 (1-0.50)(1.96)> _ 0.9604
o 0.052 ~0.0025

= 384.16 =~ 385 AU

a o

NHANTALINNGUAIBE 1l UNTTRBULULADUATY 385 fI8E19 HIJeduiiudage 15
v ! < v ! - a ¢ aa A U ! 16 o/
Me819 3Ty 400 fegraiieauazmnlunsiiaTeinieads idenngutegrauuulidldaiy
! & £ I ISY § 1 [ I o/ o = v Y a
Wzt Ingldmadenuuuiiingusrasdsindumsideniuugnevadasla iedesiudeiianainves

WUUEBUDULAZLNDANUAZAINIUNNTIASIZIHE
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5.2 w3asdiafldlun1sideuasnisiiusiusiutoya

12
=

NITeilifunsfinunifeidauiunn densiiukassiusinkuvasuaueeulatiniussuy
Google Form #338lAas1auuuaounuyu 3NNSANBIMALTIUTINTRYALWIANNG B AMAINTIFUA
waznguinaRnssumuwNy Yanussgnd i udnvasvesdonuiluisauuasaseunauing Uszasd
999911398 Ineidennguilsgrsuuulildmnunivzdu (Non-Probability Sampling) Ineldnisiden
wuuilTngUsyasd (Purposive Sampling) Saufiumaieniuugmeuaiinsla (Voluntary Response Sampling)

= Ya v o I3 1w 1 Y & Y a Aa o v A Y a N o (3
\WesngIdeimuninasivesnguiieg wiiluguslnandsnnadeaulalduinmsanildalszqsasud
T luusemelve Aflongsening 21 - 60 U msdndend Wideyadadulunuauadaslavew]neu
wuugeumundinnaudRnswnLnanana T davngadlunsalnlanunsadniiaseteussyinsvianuala

2 v = o a o waa a o dA‘ Y% a =
n1sivdeyadenndunsiug Alianududnazazainlunisneuiuudeuny Wielvladeyaigedn
nnquidmneiiesdedaenssivlssinunisng wiinnuidedsdsdnuiuilaalulszmalne
Tnesu winsiiudeyaliladidmunemawssudieudaiun Jalilduusdndiudiegismugiinie

LALiUNNTIUTINT oY AN M UT NS dAuandinsanunaeiiiussma WeasiaunInsiy
Yoangfnssunisanduladenlduinisluifvesquainsidud wewnsvuivleddsausoulad
(Social Network) lagn1sideneanadlinsniunuied dei1uyeatani1u (Direct Message) Ag wa{n
(Facebook) uaz8uanunsu (Instagram) 094 weunsW1wIvlesd lnenisdinuuuaeuaiy
iU WA PEA Volta, nquirsleieniu EV, nzyiiuiiu lneudadu 5 dwu dusieluil

dudl 1 Aanudesiuiednnsesanguiiegne dnvaemauduguuuy 2 dmeulinden
(Dichotomous) Waeiwuali 1) 19 viuuvasuaiusie 2) ladly veaneuluugeuay

dufl 2 Toyanaluresnaunuuasuny Laun e 91g TeAUNISANYY 218N wae 518ld
wagsowou Wnedumaulilnaunuvasuaiy gUsuunatedndentazliidaniies 1 Apeu
(Multiple-Choice)

| =i ° o a @ Y a Y i a v a. i 4 v

duil 3 AMauiieseunuAuAnIne U InAReiuRNAIN T AUANdwWas a1 E only

Uinsanildnusyasasudlniwes na. Tuussmelne uwdsesndu 5 s ldud 1) mssudsrensiduen

2) M3FUIAUNAMVBINTIALAT 3) ANuFanluwans1duAn 4) anudnfsensdus uag 5) niwdau
‘:1' ° 1%
NNATHANNDU TN I1UIU 24 VD

gl 4 AoriedeuatuAnuAniuYes uslaaeItungAnssuuslaa Aungu]
WANTINANWNY (TPB) Nidemasianisidenldusnisaniidnuseasasudlninves nvin. Tulssmelny

¥

Tnswusoandu 3 du ldun 1) dauafrengfinssy 2) Msndesniungudads uag 3) n1ssus
ANUENNTOLUNTATUANNGANTTH TIU 9 U0
dwufl 5 manudgitvszgaunsiaduladenlduinisanidnuseysasudluiives nvia.

Tuuszwmelneg 593 97U 5 99
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Tngdauil 3, 4 uaz 5 Wumoui lddnwarnisinszauanuAniiuvesneuluvaauay
Tdnesinwuuanainaufniiuresdi@se (Likert’s Scale) (Likert, 1932: Joshi, 2015) wualu 5 szdiv
Seadiuan 189 5 dawadesianluautaunnian

ATuaLdun1TNsI9dauAlI NN B3YaaLilanT (Content Validity) Yilaue

e

wunavaudildadialuioetansdfivinea uasdnsenanddiuiu 3 vy ionsiaaey
AuAsUfIuLazAIasnadesvesiieni (Content Validity) vosuuuasunIuiing
fuiesfidnea (Bailey, 1987) TagnisniArsuiianiudenndas 10C (Item Objective
Congruence Index) l¥inasisoufuresfifoavigisud 2 au Feazdesiian 10C 0.50
Fuly Foroiuladidn 10C fnd1 0.50 Anudetusrgninoenluniediuusaniy
Auurivesfidervigy elduuuasuniuiianysaiudivinisnsisasuniiud ey
(Reliability) Taethuuugeuasmagoufungstiwmmneg (Pilot Test) $1uau 40 AU WEAATEANLLTIES
FeAB AN uUsEANS WeanAsauuA (Cronbach’s Alpha Coefficient) (Bonett & Wright, 2015)
mellsunsuadfdusagunisneuiinmes Tngazousunsvaaauiiian Cronbach’s Alpha 10077
n3ouiniy 0.7 (Nunnally, 1978) a1niuisiuvuasunuldlfifudeyadungudaogiaie
Nan1331ATIEVAIdNUTEANS LeawATaULIAYDILAT Bl BLUUAB LAY WUIMINNA NAIUYS
laun (1) AuauaAInsIduA1 dauviifu 0.827 (2) Arunginssuniuwnudeaniaiy 0.748
uay (3) Arunsindule Sawinfu 0.709 wasauis 3 ngu dawindy 0.780 wansiuuvasUAN
fiAnnudesiufiveniuls

5.3 danidlumsdmszinazmsiausdeya

A1 Toy AT anssaun (Descriptive analytics) LA N15WANKAIAINE SRI1Seuas
ileesungdnualunmruvengulssniwagnguiogne sanfsauduiuduosiauls

a 3

JinszT ey A YU (Inferential Statistics) il a3LATIEYdoYa UATNATEUANLAFIY
193911398 tngldlusunsuduiagy lun1simszideyanisadn Feadanldlunsinsnei
oA affATIERANULANATY (T-Test) NLATIERANWUTUTIU (Analysis Of Variance: ANOVA)
LarNTIATIERaNnIsaaneenyAns (Multiple Regression Analysis) lngnseuiaaavduiusuuy
\iesdu (Pearson’s Correlation Coefficient) Ll enagauauduiusludneazveinisdmanaiiu
TP NAMUITATENA196 2 el aunITuanInudunus seniwdLUIdassuariulsnng
Amuariaaduiusveaiesdu (1) sewineiuysdaszusiazg laiiiu 0.70 WievAndeatlym
multicollinearity (Pallant, 2020) & y14'A 1 Tolerance wag Variance Inflation Factor (VIF) Tunns
nsvaaulynn multicollinearity AvunLnagiaT Tolerance 11nn11 0.10 Wag A1 VIF dawnin 10
(Hair et al,, 2019) wenaniinadeuAduUszansuaninsdadulafadou (Coefficient of Multiple

Determination) sauisUszidiunmingauvadlunaneal R-squared
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6. Wan15338 (Research Finding)

v Y

6.1 namsanendeyadnunslunwsuvenguuszsnuasnguiieng

Y

N

[

a o [ ¥ = a Yo v [y &
TIYINBAUNUTDHAIIUIY 400 il L‘J,J’e)LL?\]ﬂLLUUﬁ@Uﬂ’]ﬂJ‘UiﬂlﬂiUﬂJ@Nﬂﬁﬂﬁ‘Uil'WlQ‘Villﬂ 435 yn

]

e

vl JAdeldivuanadidansesngudregeliidudffiengsening 21 - 60 U waz deududidl

Y 9 Y

grunslunisdaduladenldanridnussglaiimuaudszasd aann1siiuwuuaauaIuase
wud dmevunnelieglunueiiivue Faldiditeyavesinausiedinadignssuiunis
Wnsgimsatfvihlivaenguiieguiion1siaseviadalutunsussluiiies 415 yn

6.2 NANTAATIEVTRYARIUUAAAYBIENBULUUHDUNY

Y

nmsiuteyaved Aoty 21 - 60 U wazilugnddunalunmsdndulaldanidn

9

[

Uszgliihauanulssasdtu Iseazdendall

MINT 1 KM TAATIEITayauansanvaen1UsENTAMans

anwauznalszyInsAans U (AL) fowaz

LN YY 157 37.83
VAN 204 49.16

LGBTQIAN+ 54 13.01
994 415 100.00

21 21-309 104 25.06
31-40 % 188 45.30

41-50 1 94 22.65

51-60 29 6.99
374 415 100.00

STAUNTSANY sniUSeaes 76 18.31
USeyy s 280 67.47

ganinUSeye)n3 59 14.22
374 415 100.00

1YW FUTNI/NENUIFIAUAY 112 26.99
WiNULDNYUY 119 28.67

\1U8333N/INVE UM 72 17.35

Sudharhly 18 4.34

LNYATAT 7 1.69

Freelance 30 7.23

Influencer 17 4.10

Tdn/tnAnw 40 9.64

39 415 100.00
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AnwzN1UsEYINIAERS 97U (AL) foway
swldiadedaiion  snd1 15000 U 27 6.51
15,000 — 30,000 v 198 47.71
30,000 - 50,000 U 115 27.71
50,000 - 80,000 um 44 10.60
4131 80,000 UM 31 7.47
994 415 100.00

31015799 1 @1u1saazulaan nqudlegwalngidulTengsening 21 - 60 U
wardgrunalunisdndulaldanidnuszyluiiniuainudszasd Wuwnwends 91uu 204 A

Antdusevay 49.20 589a9U1AD LNAYIBULALLNA LGBTQIAN+ 91u2U 157 Lag 54 Au

<

Anluiasay 37.80 way 13.00 MUY dWSUTNENROULUUAUNMINNTER Taln ¥3ene 31-40

v

Anluseeay 45.30 seiunsdnuvesneusuuaeunudlve) aglussauliyaes 911U 280 AU

b

D

Andusesay 67.50 druerdinvesinounuvasuaudulvgiundnauensy §1umu 119 Ay
Aodufesay 28.70 Alnd1Asatud oo i niununy/minausziamia fdwau 112 au Asdu
Yowar 27.00 uazy neunuuasuawdwWng I5eldiad sretieu 15,000 - 30,000 UM S 198 AU
Anludeway 47.70 sesawnduifistgld 30,000 - 50,000 v 1w 115 au Anluiesas 27.70
agviouliifiuinguussnnsfinadunguihauitsgldsed funlildsasudliihunniy
naueTndase viielnuasns Wemndeaiumalseduaglimuddyivauusendaluszzen
Fsennsadrdsmslduimsanildauszqlufives PEA Volta ldannndngudu Tumanduiu ngaiis]
dadrurimeutien 19U 92997y 41 - 60 T u3erisneldeinin 15,000 vinseliieu e1adidodiin
audngnmlunisly EV waznisiindanalulad vselivedndinlun1snseunses EV sulvdwane
nsefensldusnisannidnuseqlnil Jalinnsneunuuasuaiutesni

6.3 NANISIATIZUNIEDR

AT 2 ToLANITNAABUANUFURUS TenT19UTUAUANAINTIAUA LA NOANTTUATLWNY

sensanauladentdusnisanidnysyguesnisiuihdiuginim (PEA Volta)

davensidenlduimsaniiian  ANEuUIEENS Collinearity Statistics
N15VAgaY
Uszqsngudlniii Std. t Sig. -
B Beta Tolerance VIF  duungiu
luuszwalng (n=415) Error

Al 1.052 0.124 8.518 <0.001
AMAINTIEUA
(1) M35uisonsdu 0.047 0036 0064 1314  0.189 0.367 2723 lddeeusu
(2) msfuAmuAImYeIRTIEUAM 0.065 0.044 0079 1.458  0.145 0.292 3424 lsigousu

(3) audenleaensdud 0.101 0.050 0.121 2.029 0.043* 0.244 4.091 IR
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Pasunsidenldudnsaanidsn  Aduuszavs Collinearity Statistics
N1INAEDU
Uszqsneudlniii Std. t Sig. -
B Beta Tolerance  VIF  @dunAgiu
Tudszwndlne (n=415) Error
(4) MuAnAADATIAUA 0.003 0.046 0.004 0.075 0.940 0.246 4.072  laigensu
(5) MENERUININIAAIN DY 0.135 0.046 0.155 2911  0.004** 0.306 3.271 YUY
WOANTTUAULNY
(6) VirupRRaNgANTTY 0.156 0.039 0202 3977 <0.001**  0.337 2968  goUsU
(7) MIAROEAUNGUDIBA 0.077 0.037 0.110 2100  0.036* 0.315 3171 gausu

(8) N13susANuaINITalunIg .
- 0.183 0.035 0.230 5.169 <0.001*** 0.438 2.284 gaUIUu
AIUANINGANTTY

WENe: R? = 0.648, Adjusted R? = 0.641, F = 93.582, Sig. of F = < 0.001
* = SyFUduaIs N NaaRT 0.05

> = sydUEIEIAYY 9aaF1 0.01

% = sydUTbaIA YN anAn 0.001

dauvsnu A msdnduladenlduinisanidentsyalwil (PEA Volta)

NANT1T 4 LAAIHAFNEIINNITIATIToAnoeLTanA (Multiple Regression) &udu

2 A Ay va L3 v o & A a a o v (Y a ! a ¥
insesleldiinsgianuduiug IienTivaeudnsnavewiuuusiu 8 Yadeannnguiama1nsidua
LAz ungAnssURINLEY (TPB) Nllsanisanduladenlduinisaniiddauseqluitvasnisini
d3uqilnia (PEA Volta) wudn de1 F = 93.582 waneln lunan193aseidanumvuisauag el
WudAgveadalaedmudsaumns 8 Jadeanunsasiuiuesuismnunlsusiuveanginssunisidentd
uinslalusyauiigs uandbiiiuinuuudiaesnsanaeenauid Anuamsaluniseduienginssy

nsientdusnislusaudeut1ge wansianumzaveawuuaedunsihuweimwlsaulaly

a

seuiiamela wenanil nMslesizinanuudsusau (ANOVA) Tnefinnsanansesuileddy (Sig.
v09ddf F (p of F < 0.001)vesluinaddAesndn 0.001 waned1 wuusiassinanumunzas
LAzAssUNANNLUSUTIWYRsTauUsAuldaenafitudAyneatid (seusudl p of F < 0.05)

dlevadeurdulszavdnmsimun (R-Square) wuin Andudesay 0.648 uanein fulsdasey
Hovualuluuansaunse e5u18ALRUTUTINTe LU (Mssdenlduinisanniidnlsey
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7. @suwan1sideuazanusiena (Conclusion and Discussion)
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uinsanndonuseasagud i nvesnislaiirdrugiiaaludseinalne Usenoudte 2 Jade
1Hun nSmddumenisnainduvemsndudn (B = 0.155) waraudeslostunsidud (B = 0.121)
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9. YaLEuanuzn13538 (Research Recommendations)
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Abstract

The Mixue brand has demonstrated significant and rapid growth within the Bangkok.
This research aims to investigate the specific factors influencing consumer purchase value
regarding Mixue's products, specifically ice cream, fruit tea, and bubble milk tea. The study
focuses on consumers in Bangkok and examines three key variable categories: demographic
factors, marketing mix components, and dimensions of brand equity. The target population
was defined as individuals currently residing in Bangkok. A total of 404 participants were
selected for the sample, utilizing a convenience sampling method for data collection. The
primary instrument for data collection was a structured questionnaire, which was divided
into three distinct sections: (1) demographic information, (2) marketing mix factors, and
(3) brand equity factors. The collected data were subsequently analyzed using a Multiple
Regression Model. The study employed the Ordinary Least Squares (OLS) method to
determine the relationships between variables. Descriptive statistical analysis revealed the

sample's profile: the majority were female (67.58%), predominantly aged between 16 - 25
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years (65.59%), held a Bachelor’s degree or an equivalent level of education (63.37%), and
reported a monthly income below 30,000 THB (75.50%). The findings indicated several
factors that have a statistically significant positive relationship with the consumer purchase
value of Mixue's products. These factors include: consumer income, consumer purchase
frequency, product-related factors, place-related (distribution) factors, brand engagement,
and brand loyalty. Based on these findings, it is recommended that the Mixue brand should
strategically prioritize its product-related aspects. Furthermore, the brand should focus on
selecting optimal store locations that effectively align with its target demographic. Finally,
reinforcing strategies that build and strengthen brand engagement and brand loyalty is
crucial for increasing overall consumer purchase value.

Keywords: Mixue; marketing mix; brand value
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uenanil FuarugniuiunsAuABaAnInUszaumninagn 4 fuwusud Sailugennudnily
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$38%817 U8 Chalyachana (2022) Afnwviruaivesiuslaadeduvuamulurisassndud
WU ANLAnEATUAULUTUATIEdLas U N nwaluaz N satuAYUAINEUSIAA druauingsie
anduAesnausaduntillu 2 snvag Teun wgAnssuanuing wazanuindnisdala Tneau
84 Disnevath (2016) fidnwiaminfrdeuusudlungugsiounsulvdiedosiu wuin fuilaaid
anufnAmsdaladuualiunduindoduazuuziinusudunniidemaliiAngugndiisuas
uwazduasunsAulaveLUTUAluTTEEeN?

Tuseivannaded eidelusisssmai Anwmgfnssunisiadulad ed esinwuly nlu
uiuniiadnoadeiulsemalng Ssanmnsaliiifsudoudefiununosdsanaldeg1efiusslovi

lngatddevas Law et al. (2020) AFnwlungudin@nwuvinerdelun Klang Valley Useneaniaide

wuiradeidinanenisdndulataviunliyn laun Sngnaniuaiudna (Cognitive Influences)

WU NsTUs AeANA Ak nualduA1 anSwanisersual (Emotional Influences)
| v A oA 1Y) Y a v a a a ¢ . .

Wy anuianiweulosiulusluduniesusseiniavesity wazdninageaniunisal (Situational

Influences) Wu anmiindeuuazditailun1sde uenanil Smuinneavesiuilnaiinaiduduys

o w 1

MfusenszuIuN1sindulatodnaiey d1u91u3q8904 Iswara & Rahadi (2021) Fe@nwilungy

o o o dAa

Juslan Gen Z luflestuns Useinaduladde wuindadeddgifinadonnuaulalunisdietu
dladorualdyn 1Hud 9100 sami n1seenuuundndus nmdnwaivesuusud wagawazaIn
Tunsidndsdu el fusinezdssduauduaveswdnsusiannisfudaudnuuemand
Feazvioudsuliuvesfuilaelugaluiilimuddyiuuszaunisaiuazaurmednlaniug
futladesusimmielusiudu

uenanil suidelunniadelng May et al. (2021) wuin1 AaAMs1AUA" (Brand Equity)
Fauszneudemsiuduusud madelosfuuusud aunmdisud uazmnudndluuusus dsuase
arwianelavesg uilnauasnsdadulad awed 09d uenualds nenunssurunisnisdadulauiloa
(Customer Consumption Decision) fivhwtifidusudsdmiu Tuviusaieatu Koay & Cheah (2023)
ANWIAIENTOUNGYNYANTIUIKY (Theory of Planned Behavior) wu31 vieiuad (Attitudes)
UsTViagIumadeny (Subjective Norms) wagniseunuwgAnssusuile (Perceived Behavioural
Control) firalngmssanrusslafiaznduluiiodn (Revisit Intention) lnefiaunmaud arugfss
fus1an wazusseniad il uiledeiidwasevieuai Tuvuedl Balasubramanian et al. (2018)
53y71ANNY A5TINA1UTIA1 915Nl ANT AN AUANT SUT uazANY A5TINA1UNTUT NS
drudinad anuinelavesg nduazanud sl adlug mamnssuad oed uuszanvunlasn
el waddeainuannvatsus undana 3 i uwualtusauduli Juilangalvadlianuddry

AunsladusunmdnualuayaunmvedLusuAAIUAfUTIATIVINEEY kagUszaunsainisesuel

Alesuannnisuslag
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3.7 NSOULUIAAIUNISIFY

Uadedauynna
CY) v
1 el AU
2. 91 \ o ATy
' Yadudiuynna
3. MSAN®
4. y8la — —
. Y a yaridendolerniy wn3esuvinald viuslyn
5. FUIUASINTD Y {
s .
WUTUN Mixue
Jagumudiu
Jadednudrudsean
Useauny
N19N1AAN
. . AHAA
1. AuNdngiouet
2. AU51A1
3. AuEnui
4. fnunsdnEsuAIsRana
Jagueu

AMAINTIALAY
UaduanuanAnTIdud

1.
2.
3.
a.

AUNTIINATIAUA
AUAMAINNTTUT
AUANUKNTURUATIFUM

PUANUANANUNTIEUA

ANT 1 NTBULULIAAIUNISIY

4. 35115299 (Research Methodology)

o/

4.1 Uss¥nsuaznguneeig

[
v a

Uszmnsnaefinulunassll Ae yaraniegendelunsammumiuas (Department of Provincial
Administration, 2023) kAT NUIUIUIANAUAIBENAUIUMEFATVBY Yamane (1967) laeilszau
ANUTRtuNSosas 95 tanwaluil

N

UIUVUINNANFIBEN () = ———
| 1+N(e?)

lagfl  n = UIUVWIANGUFIBEN
N = 91uudseunsieiun
' o aaa vy o DY)
e = ﬁ?ﬂ'ﬂllﬂﬁ?@Lﬂa@u%"lﬂﬁﬂ(ﬂmﬁl@miﬂl@ (m%uw‘lumm‘u 0.05)
« ' 5,471,588
Weunuenlugns n =
Y 1+5,471,588(0.052)
n = 399.97
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MMMsAwIAiomMUsTInsNguTIBE IEgRsTes Yamane (1967) WUin azfosvinmsdnsa
naufBE1sUTEIM 400 Haegns ielildiuuasunmasURLSIuIUTidosNI AR ToTsldn
MsLiufiegnadn 10% Wudiwau 440 feg illedrsaadeyauazdansesnuvasuaudiliasysal
gonanvuansaltlaasaies 404 faag

4.2 nsiusIusutoys

nMafivsusudeyalusuided wlduuvasunnd s dnvardiaiuuuutaisda
(Close-ended Question) ilelinesemsiianeideyauazanunsai s fungusegsduuinn
Ingaziinseenuuunuuasuaady 3 dumdn laun

gl 1 wuuasuaumsinuiadudinyana Mmuﬁy%L‘TjJumiLﬁu%gaﬁugmtﬁmﬁ’umjm

1 v

AI9E79 WU INA 018 SEAUNSAnYT 8l Iutuasinge Jedeyailazdiglunisiieseidnuu

ee

waznguvaneveusinalunsunnuviuas 91w 5 4o

dufl 2 wuuseuauEEUsEaINsRae fansluduiazaeuauiieniudadesing g
A Bad0eu d1uUTZANNIINITARIATOILUTUR Mixue WU 59A71 dn il savine Tustudu
uazmsdaasunsraediguslaamenuiu dsazdieliidnlefsnnsnevauswesuslansonagns
NTAAIAVBILUTUA TIUIU 4 U0

¥

d9ui 3 wuvasuaINAIuAUAINIIAUAT TudiulazidunisasuaIu eaiun1ssus

Y

o

wagn1sAudITUSAUATIAUAT Mixue Wi MISuitaaunnveandndun anusanieituLusud
LaznIanwalvewusus nstiudeyaszandunisluninawiu Ingldisnisdudiegsuuuasein
(Convenience Sampling) #43zLd0nFi188199 NN U UTIAALUNTUNNUMIUATTTAIUALAIN
lunmsinderselinnuainsalunislideyanuiimun lngaglianuddgyiunguiedanadasla
saunisideieliladeyaiidusiwaziieuindede n1sld Convenience Sampling Az
Tinsiusiumndeyarhladewazsinss Inglidndudesirdalungquussensiifianuanziaizas
a =% v I~ & A 1% 3 . {
wnAuly uifgIEnTaeouNNTINTBINIIEENTRAUAVBILUTUA Mixue lalunguidinung

Aduuslnamlvlunsammmunas S1uou 4 T

4.3 \304iiaNn539e

wosdiondniililunsideiie wuaeumudssgnesnuuulasaTaeuANYNFDIN Y
nsiiuteyasss Insazdinsnaaeddd (Pre-test) wuuasuanulunguiegiadn 9 ilensiaaey
mudlavesgmounuuasunmuaz AN zaNvesAan AeufiazhluldiAudeyasinnga
§10819m8N HANIIMAREUANLT BRTvBsLUUAsUaNldiInIATIvaeulne 1T BavTgy
$1uru 3 vy wanATIRARUNYI Yndadiniudan 10C wnndn 0.50 Feuansiwuvdeunudl
fenumnzauuazaonad ostuild ovmdl Fosnsfnun ludruvesnuud efl oveswuuasuniy
MnMInadeufuNa U108 9TIUIL 404 AL WU ANdLUSEAVS ATouLIALEaThdMTUNnTade
Tuuugeuanuiiannnmin 0.70 densanuiuvuaeunud fanuindefieqs uasluniwaa

& a & A W vy & v Yy 1 a oA A
“UENLLUU?I@UQW@JW“QMM 0.87 "'ENEJUEJUI@'J']LL‘U‘Ua@‘Uﬂ'uJua'uJ'ﬁﬂi‘?N']uvL@@ﬂ'NNﬂﬂ']llu’]L‘Uaﬂ@
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4.4 nsaTeidoya

ndsanifusunuteyansunudiuiunguiieg1ei fvuaudaeiandauendesyan
nausiivua viinistuiindeya antduirdeyaiildlumunuariinnesinanisinulnglilusunsy
GRIREEA

1) ad@lanssaun (Descriptive Statistics) N5t wIusevay 1Wunisldesuie
dwiutoyaluwuuasuniumelusunsy Excel

2) adAFeeysny (Inferential Statistics) THuuudaaimsimswiiuuannee (Regression Model)
UsganauAmnsfinesiisindsaesiesiian (Ordinary Least Squares : OLS) shelusunsudifasy
GRETL wlefnwenuduiuduasiauuseng 4 fyuuuaunisisdl
Yi = Bot+B1Sex; +BEdu; +S5income;+ B4Buy+BsProduct .+ BePrice;+ B-Place+BsPromo;
+B sKnow+ 3 ,Quality;+[,Branding+[,Loyalty+f51559_Age; + €;

o Y = yariidenteloaniy wdesmumnalsl srusliynuusus Mixue voauilanly

n3ammamuAs Sslimadia Log Transformation iedinsnesismsnisiasuuiandadesiius

Sex = et fvualwAVd = 1 nedu 9 = 0

Edu = seumsane fmuslinmsanusininSayaesuasiaaes = 18w 9 =0

Income = selanaLRou (VM)

Buy = SurunSeiidedudideiiou (ada)

Product = Anufianeladundnsdost fuuelidanufionels = 1 8u 9 =0

Price = avufianalagusian fvuslifiniufianela = 1 8u 9= 0

Place = aufisnalasuanuil mvusliiaufionels = 18w 9 = 0

Promo = Anufisnelasunsauasunsnatn fuualifiaoufionela = 18w q = 0

Know = n1533nauA1 Myvualinis3dndudn = 1 Buq=0

Quality = AuANN135U3 Amualsustanunvesdu = 1 Juq=0

Branding = ANuKNTLAUATIAUA Avusliiaayiu = 1 9u 9 = 0

Loyalty = aausndifuasidusi fvualiianudnd = 1 8u q = 0

Sq_age = 91g (@) Falshenglusnidsans aadufuus eng? Wilelruuudians
aunsodu auduiudiilailuidunss (Non-linear Relationship) sevinsegfusuysnule

e = MATINAAARDY

i = PIUIULVUADUNIN 970 1 09 404
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5. Wan15338 (Research Finding)
51 Naﬂ']iWﬂaaU%’ag;!aﬁfJLlﬂi

5.1.1 Wan15naaaudeyninaAsugin

&9

v v 5

1) MsnedeumnUsdasylufinnuduiusi@adunsaiues (Multicollinearity)

A5 1 Msnadeumnlsdaselufinnudunusidadunseiues (Multicollinearity)

Variable Variance Inflation Factors (VIF)

Sex 1.044
Edu 1.361
Income 1.824
Buy 1.133
Product 1.390
Price 1.425
Place 1.381
Promo 1.373
Know 1.529
Quality 1.395
Branding 1.415
Loyalty 1.548

Sqg_Age 2.008

1 - TUswnsu Gretl

1NN1519N1INAEDYU Multicollinearity ﬁﬁﬁ%‘ﬁ]imam Variance Inflation Factors (VIF)
WU wamanaaeuiialiiiy 10 Tunn 9 dwdsdassRsagulean linulym lnedudsdaselad
ANNENTUSR A dunsInuLee (Multicollinearity)

2) MINAFBUAULUTUTIUTBIAIAINAAIALAGDUAIN (Heteroscedasticity)

R399 2 NMSNAFBUANULUTUTIUVRIAIAMNAAIALAGDUAIT (Heteroscedasticity)

Breusch-Pagan test for heteroskedasticity

Test statistic: LM = 17.4945
With p-value = P (Chi-square (13) > 17.4945) = 0.177671

i - Tsunsu Gretl

IINANTNNINAFDY Heteroscedasticity PED Breusch-Pagan Test #uU11 NAN1TNAADU

fifn Prob. Chi-Square (13) Wiy 0.177671 annndt 0.05 Fsasuinlinudam
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5.2 NANISATISHNNEDRA
5.2.1 HANISIATIZHEADALTINTTUUN

1) futadedruynna

P3N 3 wan1Tinszvideyaiuladudiuyana

Y

VUIANY faldan I (Au) fovaz (%)
Y 273 67.58
LA YY 99 24.50
LGBT+ 32 7.92
374 404 100.00
<159 13 3.23
21 16 - 251 265 65.59
> 257 126 31.18
374 404 100.00
NS eyaes 81 20.05
3TAUNISANYN YTy nanseiisun 256 63.37
ganUTyan3 67 16.58
59 404 100.00
1918 (U/ihau) < 30,000 20 0
> 30,000 99 24.50
374 404 100.00
C bak o w4 < 10 ASY 361 89.36
Puuasideduddaiiou .
> 10 A3Y 43 10.64
59U 404 100.00

91015199 3 WU e Juslaediulvgiluwandgsdiuou 273 au Andudesay 67.58

5998911A9 INAMIETIUIL 99 AU ARLTUSPeaY 24.50 LAy LGBT+ 311U 32 AU Andusesay 7.92

[

AuE1au 81y wul uslamdiulugiengsening 16 - 25 U 91uau 265 au Andusesas 65.59

q

sotaunfe Juilaafienauinndt 25 U §1uiu 126 au Andudesay 31.18 uaziuilaadiuiuties

=

Nandlongainivsewiiny 15 ¥ 91uiu 13 au Andufesay 3.23 auddu seaun1sdnw wua

¥

duslamaiulugisyaunisfneruSygieivseisumin 1w 256 au Anduipeay 63.37 s09a%N

e

'
[y =

nfisyAunsAinwiindt3yes 9w 81 au Anduseeaz 20.05 uazdfisediunisAnwiad

o)

3]

e

niUSeyey19s 31wau 67 au Anlufeway 16.58 aud1du s1eld wuin duslaediulungidsiglae

o

n71 30,000 UM 311U 305 AU AnLuSesas 75.50 wazh uslnediutesiiselaunnnimviawiiu

%
1 N

30,000 U 319w 99 au Andudesay 24.50 wardurunseidedusideiieu nuiuilaad
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IuIuATTetosnd1 10 AS1 31uu 361 Au Anduievar 89.36 uazduslnmdiutioadduiuass

%

APouNNIUTOYINAU 10 ASY 91u7u 43 au Anduseay 10.64

2) AuEIUUSTENNINITAANA

AN5197 4 WANNTIATIEAVDUAN I UAILUTEAUNIINTHAA

Y

ALY anuawela d1uu (Aw) Sovaz (%)

NanAI anela 276 68.30
laifiswala 128 31.70
59 404 100.00

3181 Nanela 356 88.10
Taianala 48 11.90
374 404 100.00

Anudi anela 335 82.90
laifiswala 69 17.10
59 404 100.00

QUERNECHRRETRRE fsnela 279 69.10
laifiswala 125 30.90

59 404 100.00

11nA15197 4 wuin anafewelaguilaadundndast duilaadiulngidanuiawels
Juau 276 Au Anduesar 68.30 uwarlifanele $1uau 128 Au Aadudesar 31.70 Amufisnels
HUstaAa1usIAl nudn guslandiulngfinuianels 91uiu 356 au Aadusesay 88.10
uazlsifiawela S1uau 48 e Anifufesay 11.90 arwdiawelaguilnasuaniuil wui guilandiu
Tugfinuiianela s1uiu 335 au Anduisear 82.90 wazlifewela 1w 69 Au Anduiesay
17.10 waganunanelaguilaadunisduaiunismain wuii guilaadiulvgdanuiamela
1w 279 au Andusewar 69.10 uarlifiswela d1uu 125 au Anluiasas 30.90

3) AUANMAIATIRUA

[

MITNN 5 HANMTAATIENVOYAATUAMAINTIAUA

NN wianadany3lna U (A) Sowar (%)
n1333nAs1EUA" STnuazAuag 327 80.90
LilddenmsziinuasAuiag 77 19.10
ERLY 404 100.00
AMNTNNITTUS Suiidumilnunng 310 76.70
Lilddennsesuihauminuning 94 2330
374 404 100.00
AUENINUAUATIEUAY fanuyniuiunsIdum 222 55.00
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Tl wiauaidanuslna 317U (AY) Sowar (%)
Liladenmszanuyniu 182 45.00
394 404 100.00
AMUANANUATIAUAN Heudnatuasdual 272 67.30
liladonwsizanuing 132 32.70
374 404 100.00

NANT197 5 wud sunsianesdudn wud uilaediulvidonuilaamsziluwusud
N5dnuazA Ay 31w 327 au Andusesay 80.90 waskmeuwuuasuaulildidanuslag

Y v

sl unusud v g dnuasd uaedduin 77 au Andusosay 19.10 AruaanInn1sius

Y1 Y a a o

wuin Juilandulngidenuilnamsiziuiinduidiaunind d1uiu 310 au Andusesas 76.70

Y 9

o

wazinouwuvasunwlildidenuilnamsizsuiinduaidaunmAddiuau 94 au Andudewas
23.30 suaaEARUAUATIEUAT WU dustaadiulugidenuiinansizliaugniuiunsIaua
F1uu 222 au Andudesaz 55.00 wasgnounuuasuawlilidanuilamnwszinaugniy
Aumsndudndidnuau 182 au Andudeway 45.00 suanudndduasidus wuin guilapdiulg
donuslaamsigdnnudnftunsdudn S1uu 272 au Aadusevay 67.30 waznauwuuaauny
Lilsdenuslnamszdinnudnidunsduindsiuan 132 au Andufesas 32.70

5.2.2 NAMIAATIENEUNTANNDY

1nnsUszananislaguuuiiassaunisanassmuuuImeidsassiosfian (Ordinary

Least Squares %39 OLS) @1313505189UNalARl

AN519% 6 NANISAN®INILITAUNITONNDY

VARIABLES coefficient Std. error t-ratio p-value
const 3.4603 0.2202 15.7100 0.0000 ***
Sex 0.0095 0.0866 0.1093 0.9130
Edu -0.0247 0.1148 -0.2149 0.8299
Income 0.0001 0.0000 1.9920 0.0471 **
Buy 0.1537 0.0174 8.8110 0.0000 ***
Product 0.2034 0.1034 1.9670 0.0499 **
Price 0.1882 0.1558 1.2080 0.2279
Place 0.2431 0.1188 -2.0460 0.0414 **
Promo 0.0380 0.1002 0.3791 0.7048
Know 0.0882 0.1374 -0.6417 0.5214
Quiality 0.0299 0.1057 -0.2828 0.7775
Branding 0.1736 0.0902 1.9250 0.0550 *
Loyalty 0.2410 0.1053 2.2880 0.0227 **
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VARIABLES coefficient Std. error t-ratio p-value
Sq_Age -0.0001 0.0001 -0.7558 0.4502

1 - TUsunsu Gretl

NN15UTEUIUT1PUTILANANITANEIAIT WU A (Sex) TaudunusiuianIwfeniu

[ oA

Auyariigelornsy ww3ssnuynalyl Yrunluynuusud Mixue Yo uslaalunsunnuviuas

Y

d1mnguslaadunandgs danaliyarindeoloaniu tasosnuvinalil vrunliynuususd Mixue
YBIUIINALUNFIVNUUATHINTY 0.0095% Waiuiuguslnaiidumedu o sglifdeddgmeata
SEAUMIAN®YY (Education) danuduiusiianiemsaiuiiuiuiuyaringelensy iaseswiy

Ynalyl vunliynuusud Mixue vesrulaalunsaunnumiuas awnnguslaainisdnwieglusedu

AINTUTYYINS wazsERuUTynIvseLiusi dawaliyarinideleniy insesnuinald vy

lnuusud Mixue vosjusiaalunsunnumunsanasiegay 0.0247 Wawsuiuguslnanilseeu

v o w

mﬁﬁﬂmagﬂussﬁugu 9 eglifivedAymeaia

seldveariuilng (Income) fanuduiusianadortutuyadiiidelonndu indosiumm
wals sruslinnuusud Mixue vasffuilnalungammumuas dvnnsigldvesfuslnadiutu 1 um
dwaliyarfideloandy wiosruwnalsl srulliynuusud Mixue vasfuilnalunsamnumiuns

WnTusoeag 0.0001 u seavtdfynsainsesay 95

'
1A

Sununsiitendniusivesiuilng Buy) Srrwduiusiemadeatufuyadiiteleandu
ww3osfurnalyl vunliynuusud Mixue vasusinalunsaummaniuns d1vnduauaisiise
wAnSasivowfuslnaiudy 1 ads dwaldiyadriidoloaniy indosdusmalsl susltynuusud
Mixue vasuilnalungunmumuasifistiudesas 0.1537 w seduifoddamsadasesay 99

Jadenesuanuianeladiunaun1enisnainnundndae (Product) IAuduiug
Tufiamafeafuiuyadifidoloania 1a3ed uvnalsl srunldynuusus Mixue vasfusina

lunsaunnumiues drmngusiaainnuieneladundnioe dwaliyarndelonnsy i3esnuy

o w

waldl yunlignuusue Mixue voegusiaalunsunnuiiuasiinduosar 0.2034 o seautisdfny

N9EnRsaay 95

JATINIIATUANURNIND LA TUNALNIINITHAINAIUSIAT (Price) TANUAUNUSAAN1A8INY

]
% 1 =

Auyar1f g oloAniy s o uynald vuuldynuusus Mixue ve uilaalungannumniuas

Y

dmnguslaaiienuiianeladiunaunnsaatanu dwalviyacingelenniy inesnuyinald

v o W a

g nuuTUA Mixue vosustnAlunsavmuuesiisduiosay 0.1882 wuin lulleddgvmeadi

JasauauianaladiunaunIanNIseatnauan U (Place) danudunusAanILfeIiy

'
o U =

Auyarngelornsy wasesnuyinaledl vunlvunuusus Mixue Yo uslaalunsunnuviuas

Y

v Y a = = ! v a v AL a o A
ﬂ'TVnﬂﬂ‘Jj‘U3Iﬂﬂ3Jﬂ'3']3JWQW@1€Ua'JUNﬁ3JVI'Nﬂ'ﬁﬁ]a']ﬂ@']uaﬂ"lum aﬂmaiﬁﬂuaﬂ’]ﬂﬁalaﬂﬂsm LAIBDINNUUN
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o

WAl unlUynuusud Mixue vosuslaalunsannuuasiindusesay 0.2431 o seutedfny
neatiasesay 95

JadurunuiianeladiunaunianIsnaIneunsdaasun1gmatn (Promo) dauduius
a a Y] oA a a a v | I3 . Y a
Aanadginuivygaaiideleaniy iaTessdurnald ¥unliynuususd Mixue vouslan
lunsunnuvmiuas S mnguslaadanuianeladiunaun1an1snaInaIunIsdLasunIsnan
dealviyarnelonniy wIesnuvinaldl unldynuusud Mixue v0eusinalunsunnunIuAs
WnTUSesay 0.0380 walufitsd Ay neans
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fuprufisnela wazarudalalduinise uasdnwidvdnavesamnmuinisvessnsusl nuans
fidmanisdousaanudslaldsn diueufanelavesilnsans Tnoidendnulagansiiunis

A830UTUINIA LHUNNNTUNT — UATTIVANT WUULAIZAS T1U7U 385 AU UALIIUTINTBYANIY

WuvauUnIN WA dldadmidenssaui eafuredeyaniiluvetetatalasuasseA uvedIwys
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warlduuuinasaunisiasainwnuauwlsusiuslunsmegevauufigiunisive nanmsfnwinudn
flavansiudamninmsuinig femela uazddlalithegluszdugenn Tnsnmuamnisuinisvess
Tngansdl 5 4@ ldun e dudesld anundede nisneuaussvesminau aulinga
waznisiolaldanwdney dusanisidenuiagUszasd wul 1) anufienelauagannudalald

v oa a

U3n1391909 lagans lasudninauinlagnsaannaunImn1suIngg 2) anudanelaviliifie

[
(%

Anudalalden wag 3) avunslaldgrvesylaeanslasudnsnauinniedonannAmunINnITUINIg

'
LY aad

HUANURINe lapg1eltedAun1sadansEeu 0.01

o

o o o

AEARY: AMNINNITUINTS; Aafianelaveslagans; anuddlalddvedlagans

Abstract

Public transportation not only improves the quality of life and society but also reduces
environmental impacts. Although intercity buses remain the most popular choice in the public
transportation system, interprovincial bus operators are facing a decline in passengers, while
the use of personal vehicles continues to steadily increase. These trends indicate a declining
interest in public bus services. This quantitative research aims to explore the direct impact of
service quality on passenger satisfaction and reuse intention, as well as to explain the indirect
impact of service quality on intention to reuse through passenger satisfaction. This survey
research used questionnaires to collect data from 385 passengers traveling by air-conditioned
buses on the Bangkok - Nakhon Ratchasima route using a purposive sampling method.
Descriptive statistics were used to explain the characteristics of the samples and the levels of
the variables. A covariance - based structural equation model was employed to test the
research hypotheses. The study results indicate that passengers perceive service quality,
satisfaction, and reuse intention at a very high level. The bus service quality consists of five
dimensions: tangibles, reliability, responsiveness, assurance, and empathy. The research
findings according to the objectives are as follows: 1) Passenger satisfaction and reuse intention
are positively and directly affected by service quality. 2) Passenger satisfaction leads to the
intention to reuse. 3) Passenger reuse intention is positively influenced by service quality
indirectly through satisfaction, with statistical significance at the 0.01 level.

Keywords: service quality; passenger satisfaction; passenger reuse intention
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1. Ui (Introduction)

NITUVUAIFNTITUE LﬂuﬂﬁlﬂﬁﬂﬂmIUﬂ’]iai’Nﬁ\iﬂN ETQEdJ“L! L 9991NANTVUA AT T

(%
v w1

Prvdaasunsidenloamsdsaunaziasugialuynnindiu Snisdsrisanuansenusioduindon

1gAF WAL AU NSANANS NISHAUITEUUANUIALVUAIUDILNG W.A. 2561 - W.¢. 2580

q

' sv

fie“sagnsvudsiidedn” feililszasivdnlunisenssdiununn®in msduindousyuuiasugia
wazLinAnenwlun1suY stureUsEIn A (Ministry of Transport, 2019) LAIN1SAUNIITENINNLTDS
Tuussindlnesesnouddiuyanaiduisnisilasuanudouganinisifunisfisssuuvud
a1513aus lnedndrunsifunssevinadesiesasudduynnalud wa. 2560 fis n.a. 2567 ot
Sovay 55.45, 56.86, 56.61, 65.51, 81.95, 73.68, 70.97 wag 87.98 MUaPU (MOT Data Catalog, 2024)
wail NS unRlesasusduyaralurnauiantadenalsusznis ldun auazainauiy
Tumstiume mufvaEenisunsidelse MsvaLaaunsEidssuvudsasisasluuisiui
AMULEE AN aANN LU LN g neUDITEUVTUE @151z U998 aaenauadldWanela
M OAMAINNITINUTNITVOITLUVIUAIE1515 UL F 901918 vav el TR uR 1uAIIUaan Y
ANUATIHOLIAT MTOUINTFIUNISIAUSNMTVBINLNI ALYUNANISANYIAMNINUINITVUEA I T0Y
784 Somsak & Watakit (2021) wae Jou et al. (2023) finuin Alagansianlinelaluganinuingg 4 Gf
Toua puddede mnulinde nswelald wazmsnevaues @wumsAne1ves Raza et al. (2022)
WU r;ﬁmmﬂmwaiamaﬂmmwmsusﬂmiaaﬂmaﬂﬂia AMIREUALaININMY Asfidudals
wazAulIngla
JITAUATIIVELN L’f]uéTwi’mﬁﬁ%aﬁwmﬁmﬁmsﬁﬂWQLLazf{qui’m (Gross Regional and Provincial
Product) Tud) w.a. 2565 gefiqavesnianziusenidssnie wazguiudidui 11 vesszineg
(Office of the National Economic and Social Development Council, 2022) JUSN15VUANES15UY
senIminguikuy TnsiumesaIesdy salil salaoansuszsime wan Sssalagansusueine
Fu 1 ae 21 unengamnumiues - uasssdundusalegansaisisazmnn 2 Afifunean
nsawmavuasiuduniinig A wudierlsanniiaalugion Wadlfldusng 4 vsem Tdud vien
UASTY 21 317A USTW W Baduuawmasiead 91190 USEn waslasiuiaun 910 wasuSew wind 1Bnd
wsa s TnedsauszsmeuSuonmialiuiniseaen 24 9l ddlurianainansiuasiisalasansoen
N 20 - 30 %38 40 W7l druYrsananAulziisneennn 40 wiivieyndalus lnesalagansves
fusznoumais 4 Teludumensamm - uasedindsiuausaaiundt 200 du Fuliuimssaussd

nelunduiuae 140 el wildanduiuieddsaunioduay 70 Wied Awddun 1 nsngiey

W.A. 2565 MNHANTENURBileunanlIaladn-19 vlrdwiudlagaisanas wagingisianidiunmne
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(Matichon Online, 2022) #su3nsvudafifuyuasiludndiuiidoudegenitdunuiuus faly
msanawesiullagansreiion sziinansynuiidaalaensstunadnsmensfuvesiUsenouns
lngus¥n uasde 21 910 uazuiem waslaswiaiw ia nsulleduangiamenmsuusuduni
usalaganssaudy Weandamuemy dwuiem wind Bndimsa drin lngadumaiusaans
NIILNN - UATIIVE U G"]gth,m"i’uﬁ' 1 wqﬂﬁmau 2567 W uduly (Matichon Online, 2024) @Taﬁ?u

v

HUsznaunsdemIsiaununInnsuinstiduluniy viemibendminsgiuuazanunianis
vosi{lauans Lol Fuuinisidnazainauie vaende dudt uazlinsdalumasgunisuinig
wufliuinsudEs szt Weadedsaudid i unugnsmans msiaunsEuUALIAY
mudwaﬂmﬁa{qqmimudqﬁﬁ’ﬂﬁu (Ministry of Transport, 2019) wagautd 19118 1TRAUITINTA
UATTIVALN A, 2566 — WA, 2570 T3jsgmaidu qudnandlasatsauuiaunisvioni sudadne
wazAaUTausssuvesdnia winnssunisinensuareaa1vnssy uasidudanun auning e (Nakhon
Ratchasima Provindial Office, 2024) fatfu 33§ Feimundiniunsidein qunimusnisdawa

A aANUNINDLAILAZAMUA 11ANA ULITUS N150819s TuuS unduni1ad usaUusuaIn1eLd unig

NTUNNUVIUAT - UATTIVEHIN

2. mQUszaeAn1333e (Objectives)
1) W IATIEVNANNTIVBIAMAINUSNITHEA NN lkasAURdla LT
2) WelATIYHaN1eNTIvRIANTInalaranuAlaldd

3) EIATISVHANNBUTBIAUNINUINTHOANNASIA LT AN Tanela

3. NIINUNIUITIUNTIY (Literature Review)
3.1 AMATNAITUINNS
Y a o & v a 9 a 1 o < o
AlviusmavnTedndunesUsediuasUSulsmaninnisuinisegsaiiaue aaidnenmn
Tupshiuinislimssduniomioninanumanunevesdsuuinig Ine SERVQUAL Wunuudiaes
AU U EUAIIUAIANLIERAENITTUT ANAINUTN1TIN 5 93AUTENOU TaUTenaunie
1) @ndusinald \Juingiviunasdudals wu aunsal o1ans aowil 2) anudndede WWudnenw

TunrsTiusnseudennadtod 196 oLilnd allaus 3) N1PevauIvaIntnaIu Wun1siusnis

=l

Asminaziaula Wenausudeanudeinisvewrsuuinig 4) anulinds uaussoue

LR

[ A o a a Y ! LY I !
aInnau Mg Suuinisiiaanudula uag 5) msienlaldannidnaw Wunisquatenlald
L laAuA BINIIA AINMAIE YD S UUT NITWUULANEAS (Parasuraman et al., 1988) wananil gl
wuudaaseiu (Kano Model) ianansaldusziiunainniuinis lneuunaaudfvesunisdu 5 Ussom

lawn 1) Aaand@nugiu (Basic) iluuinisiugruidnduded weildgieasrsaiuiianela



133

2) auauURniinasonuiianaly (Performance) {Wuusnsfifiinniu Aasuanuiiawslasegndnunniu

)=

3) pauanUAwdonuannis (Excitement) Wuuimsiigsuusnsluldamands wideldasuusmsiu

sr3AnUserivlannniu 4) AaaudRvlidnadennufisnela (Indifferent) iWuuiNsnEsuuIMsliaula

Y

'
a d L

uaz 5) AaanURnvililinela (Reverse) uuinisiigsuusnislidanis ilimdnaiulainels
(Kano et al., 1984)

lun1s@nwll derunan1nnsusnssadsedmieliuennia 5 IAnuuuudiass SERVQUAL

1
v

Y94 Parasuraman et al. (1988) feil 1) Aaidudesla muneds anmateusnuazatslusalaeans
AgneAnuaraInd1e o g miiend Msvesnlseulal 9A98AT0 9IMNTIN 2) ANNUITRTD

Nuede 50LA8AITNITEONLAUNIIINA UNTIUALLA UNIAIUA18N190NLIa17 S8 b

v

nstiusmsdulumuninsgiunivueld 3) n1srevaussveaniinay nueds ninausus

Y

waganusanauiuiuaudeInisiuanunisaling o vesdlagasiaeguminzan 4) anulinga
wnes flagansiandulalunissuuins iesnaussaugvesninalunislvusmsauuinsgiu

way 5) nsenlaldannineu vinelis msindnausuilinnusesnisveslagansegruenlald 1nla

(% (%
Y

WIBUTUATNABANUNAINVAL VDI LALANT m‘ﬁiumﬁnmqmmwu‘%mﬂaﬁaﬁﬁﬁﬁwLL@%LﬁENLaEJ
WUl AU Iinud el dudesliuaznsneuaussesinnuegluseauinn luvaziinanimn
Usmsenuesindedie aulinda uaznsiotlaldeglusefuanniian (Choti & Kanthong, 2025)
diunsAnwgunInuInIsvudssenIssmaludmianuesans lunmsinegluseauuiunans
(Earsakul, 2021)

3.2 anuisnelavasglagans

AMUTINela mquwﬁmﬂ‘lﬁﬂ - NM5LIRIIRUAINNAIANIY (Expectancy - disconfirmation
Theory) inarnni1sissuifisuainuainniwasnai b Suassainnisldudnsdusitmevausse
aufesmsvesiurinislalusedvle mnwaildsuataiuniteuamemds guiinmsasifnaiuii
wela (Oliver, 2010) 1Y uLfiBAiU Kano et al. (1984) way Parasuraman et al. (1988) 7i1ausin
A¥uusnsasdanuidnideuinniesdnfianele Aldsuuinmsiwieniiiauesaanuels
Tngewiianelafiinanaunimnisuinisilefu Wunidutadeddydenisdnduladenldving
salagansansisae (Raza et al, 2022; Jou et al,, 2023) Fsauiewslavessuuinsderdu
Funiwdidanagniivaslvesdnsasnnnuauisalunsudsiutazdulald vnesdnsdanasin
arundila Anuduen saiinranjmiwesgnd nerrumeulsraumsailunsliuinisiigands
1As51U LilesnseduauRnelavesdliuinis (Hult & Morgeson, 2023) amsdiraiinaruiis
nelavesdlaganssntiueinia Tu 1 ang 21 uAsIIALT — NTANNUMIUAT AINALANAIYDS
MMTUIMIANAEAINAUTY LazauUseiulafiAnannysraunisailunisfuuinisiiAund
A1UuAIANINY (Hult & Morgeson, 2023) watlunsAnwanuiienelalunisldusnisuessasiag
UIEnuesilleaay wudn egluseduas (Choti & Kanthong, 2025)



134

3.3 anwnslalddrvasglagans

arwsdlalivdodos WuaudslavesiSuuimaviegnénfinsdevieldudnfaeiausnlu
aunn Snnadeiinnudalefiazuensenssuuzid iy fuanioudedudmsoldusnsdy q
Feddlunsfinui e arwddlalddr uduanudilaves)lsassavssdmsuivennia
a1e 21 Aagndualduinadudidnlusuian nievzidenlduinsanngliuinisseda
Tunsiumsluiduniadu 9 smﬁy’q%LLuzﬂwﬂﬁU%miﬁsﬁm'zmﬁﬁmﬁamamu (Salem & Kiss,
2022; Ghosh et al,, 2023) IaensfnuanuddlaldduasnsuushliBunldvinsdevesuing
yudsEnisUsenaludmiavueseegluseduiin (Earsakul, 2021)

3.4 ANATNNITUINITUALANNIND 1RV LAYENT

manumunuIdedafiazulilunsnd 1 wuin anufioelavessuuinis Wunalnenss

a a

fiAnnMsldSuuTnsidamnin og1awu Msfnwiquamuinissaiisuivnuesidesas
fauduiusidauiniuanuiienalaveddlagans (Choti & Kanthong, 2025) d@unisanwiluusun
Yo laga1ssaUsEImslulssimaild uludues Jou et al. (2023) wui1 Anuienelaveddlagans
Anannsliuinisiundedie finsnouaussieaudosnisogaiuiaeg saueauenlald
NFIAUTNNT drunsAnwElagasdnseueuniudned Kester et al. (2024) wuin anuiianela
¥93f{FuUuUInns WunaunnAuAmMSUTMsAuAsiTudedld duaanindedie aalingda
waznistenlaldannidney dmsunisAnwiluviundu q qlddeasvludiaiaderfu
lawn msfnwluviunvesilaeansarenistunielulssimaansgeiusn (Teklay et al, 2023)
miﬁﬂ‘wmwENGUENQ’Imamimamiﬁuﬁmmmﬁmumm%ﬁﬁi’mim UsznAanl (Law et al., 2022)
satsnsAnfuilanaud (Gen 2) Tulssmaduiile (Ghoshet al., 2023) visll n1snwIn1svUAS
a19150n1ASTluUsBIATaUTudves Chuenyindee et al. (2022) lataaguin Aanmusnisludd
Asfidudedld suiadfaulinds dlisuuinsinanufioels lusuefinuamuing Tuid
mnudeiie dfnsmevaussvemingy uaziiinisielaldanmineu litieadrsaui mwela
Tiuglagans daumsAinuusnissaanudeves Ong et al. (2023) imudn Aannuinis ludfduany
undeie drudsiduieddd Funrelaldanminauuazdunnailinda BelvFuuinia fn
Anuddniianela uinanmmsuinisludiisunisnevauesweamdnaunduldinale 9 Auanuidn
nelagnuszaunisalunisuinisuenaindl Bhojak et al. (2024) Smuin gFuuimslulssmeduie
Snflanelaniuuimsifinunmiluifishudeiidudesls waeiidhunninindede wiffuuinsndu

Sanlufianelaanmssuuimandnunmluiiisuanulindauasdfsunisielaldvemineu
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3.5 gaunmnsuimauazauaslaldenvesdlaeans

Kano et al. (1984), Parasuraman et al. (1988) waz Oliver (2010) t@uD31 Qmmwmilﬁmi
Afunsgu wilendnnnuaiands $relddFuuinsgdnanud edu wazidutadoddy
somsdnaulanduulduinisddnlueunen lunisnmvaeuassunssy mumsnsd 1 wui gainm
msuimsTindelidusedumitlavesSuuimsfagndualduinse luewan lidiasdumsfion
At nuduwesidaluussmaresuau (Salem & Kiss, 2022) {lasansanemstuiiviiomasuumnmainle
UszinAan (Law et al, 2022) wagansnsdusznisUssmaludiFe (Adeniran et al, 2023) 92
n1sAn¥IRsuUINIslRUEluUssmAduse (Ghosh et al., 2023) dUNSANYIANAINUITNIINALGD
983 Ong et al. (2023) finuin Auamuins luiiRdhuanuin@etie fudddvdedssuamuelaldan
wifne warduamalingda g lnsaaiaeuddalduimssTemsAnyiluuiunvessolaeans

a

Usgdmmeneludawrinuassasdan (Watthanaklang et al,, 2024) wuin anuaslaldusnisginein

Aanmuinstuliinisnevaues danisienlald GAdwWdudeals TAaulianeda wasddmiy

Y3000

M5NAN 1 BYENaTRIRNMUINMIHRAN e lakarAuRlaldTn

v 1 e = e 3 ¥ %
LAY AUINU ANMUNIND TR fauusny anunslalden

1 2 3 4 5 6 1 2 3 4 5 6

Choti & Kanthong (2025) /S / /
Chuenyindee et al. (2022) / /

Earsakul (2021)

Law et al. (2022) /
Salem & Kiss (2022)

~N NN NN

Adeniran et al., 2023

Bhojak et al. (2024) / /
Ghosh et al. (2023) / /
Jou et al. (2023) /o /

Ong et al. (2023) /o / / / / /7
Teklay et al. (2023) /

Kester et al. (2024) /o / /

Watthanaklang et al. (2024) / / / /o

WEYG: 1 - 6 UnusiuUsdaseRalnnu3ng lag 1 = §edudels 2 = arundesiu 3 = n1snoUaueIyeINnIY

4 = pouldanla 5 = mawilalavinmingu uas 6 = paunmuinsdady 9 niemsinyIAanImUINlunINTw

3.6 AuNanala wazauAslaldgveasdlagans
Kano et al. (1984), Parasuraman et al. (1988) wag Oliver (2010) tauadn §SUUTN1S

nimnuzdanianels lasuuszaunsalnsannnislduinig asdenndunildusmsian wselduins
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v

Mngliuimsnedn dansdrsateyadeszdng dfiagudn anwfanelalundndsivesgné
slsieusilaasdondndusisvesgnégiu litandumsdnwluuiunvesdlagasasnisu
fivhenAe LR Tale Uszindana (Law et al, 2022) Hldusnissaauaelulseimailaudud
(Ong et al,, 2023) i lduin1aiTensanuuaunaatu ludsvmadoauiy (Vu et al,, 2025)
wazguslaaudlulseinaduide (Ghosh et al., 2023) urnan13d19laga1sanen1siusendng
UseneludiFe ndunui arwiienelafiglasarsldsuannisliuins Lifinaderudslalduinig
vosanen1suiiy 4 913nluouian (Adeniran et al,, 2023)

3.7 gaunmnsuinms anufewela uazarunslaldshuasdlansans

AuAmnIsUInT ifssusidisadseufionels wageuidlalddrvesiFuninslaease
Wiy lunisdrmaglagansaenisiu Aveinaeiuuiuediala Usemeanives Law et al
(2022) wagHTUUIN19aud lulseimAduiAees Ghosh et al. (2023) anudn N15UINITREN
fannmeoifiunudslalivuind Tnesuauidnfoeladnge du Ong et al. (2023) wui
Uinmsifinaunn Tuiiishunsnevaussesninau sunsionlaldveaniingu uagdudedidudes
IdheainsziunnuidlalduinmadivesglivinissamudolulssmeiauTudinunaiionela

nIsULUIARLasALIRTIUMTISomuNITITaeUaTIun Ty Ml 11 4 ausfgiu il

Hy: AQUNINMITUSITANAN 1A TUTIUING AT [9Yewlnears

Hz: Aaunmmsumsassanmsadeanaeniwsdlalisveslagans

Hs: m71/1/7@%?@5{'%@74Nm5\74?'?\7117/’)&7'@@771/@%?@7??’??77/@0@7@5/&75

Hy: AQUNINMITUSNISANEAY e 0xman R lalye shumauiianealavetsingans

Tangibles

v

Fandudasla

Reliability

AMUUTDND

Satisfaction

AMUNINDLD

Responsiveness

Service Quality
AURDUEUDY H

AMAINNITLTNNG

v

YAININIU

A 4

Assurance

anulinda

Reuse Intention

AnuAslalddn

Empathy —>  INTNANINTY

msweald e > FnSnannavay

INWUNIY

ANA 1 NTDULLIAAIUNNSINY
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4. 35n15938 (Research Methodology)
4.1 Bni¥edeuna lugUuuudisa s

1) Yszmnsuagiaog e il lavanssausedmnaduniasenindwin lnglud we. 2565
HnaAunesernudlssnelulszimantgsalagalsdiuau 185.60 a1uau (MOT Data Catalog, 2024)
Lilfusnsnnudlasansiidumsssrhadiouasiunssswindanin du lumstvuauuagosng
3dldgnsues Cochran (1977) Aseduanuidesiu 0.95 ldwuadiegne 385 au Gadimodimiunis
ngidsuuuaesaunislasais fimsil 300 degsduly (Hair et al, 2010)

n53981 Aadond 10819 T2 Lﬂucﬂ%msiaﬂﬁ’ummﬁgu 1ae 21 Ldung
ngam - uassvdn esmnduidumeiifiienl snniigalugiinedmivsalasarsasisas
e 2 ffdunisannganmumuasludauginia (Matichon Online, 2022) flony 18 Yuly
Tdusnsluiounuaiius we. 2567 wazdufidueianainslun1side Tneveariueunsiei

AUsEnoun1ssausue Aty 1 a1g 21 99 4 uSEnkaz usmsaanilvudeilngarsdania

a o !

uAsTI¥aNT WUNITal@yriunazsiusindeyadnglagarsnquidivune vinalnduisud
HlAga1530UTUDINAIENTUNT — UATIIVAUT an1Tdaud s laga1sdaninuass1¥dun
TulfounuAius w.A. 2567 AILN1TROUKULABUAINLUUNTEATYYS auUVaBU LAt IANAEAIN
VYBIRENANAS

2) 13 pailedds 1FuuvaeuautsuvUnsEsuazLuvaaulay Tunisrusmdeya
nerananas lnsuuuaeuniy 4 3 @2y e dauil 1 susuteyaalvesenaraias
dufl 2 doyaiuusmunseuuudAnnside ldun mssuiaunimuinng 5 du @efidudesls
mnuBeiienismevausswamiinau mnulinds waznsienlaldainmiinau) aa SERVQUAL
Y84 Parasuraman et al. (1988) Auanelaveflaga1snukuIAnred Hult & Morgeson (2023)
uazATAalali e Salem & Kiss (2022) uag Ghosh et al. (2023) Wuaudateda flduns

[ Ql'

) ! Y} I3 v o A = | - v
dulszuiuml 5 320U (1 1Wuseaungn wag 5 LUTsAUENER) WasaIun 3 SIUTINVOLAUDIUE
AU 9 NLINUANNINUINIST Ten1sUsziuANUeInsLdauilont (Content Validity) Inggmnsenasdl
3 yinu WUl ANRstinNLEenAd095ENINTANAUTRgUTEAIANTTITY (1I0C) daus 0.50 Yuld
(I0C 2g5e1119 0.67 - 1.00) (Rovinelli & Hambleton, 1977) anvedaiin1susziduanuiiyens
(Reliability) srensiuuuasuaulunaasaiudeyadnglavaissausedmadunisdudn 30 Ay

- =i @ A A 2 v a I a SV a a
ieanlenananaadaslunisnegeuinseslouaziiudeyaissaviluynnaiiedny Jeenaiineond
lunisneusuuasunula laedwdudeala Anuuwdelis n1snevaussweaninay Aulingda
n1stonlaldainnidnain anudianela waznisnduunldegiiandulsednidanasouuiawindu
0.80, 0.78, 0.74, 0.93, 0.91, 0.84 uaz 0.88 MUY FegninnagiNgausula 0.70 (Tavakol &

Dennick, 2011)
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3) mlreideya HadAimssanniiessunessiuvesiiuls ualduuheeseumslasaing
TnglaAauuUsUTINS 1 (Covariance - based Structural Equation Modeling) WievnaeuauLF UMY
Tagldnaslun1sWAITUIAINEDAAS DITDILUUTIADINITIALAZLUUTIADIFUNITIATIAT
il esiismsdanlaauensduing (x%/dn liiiu 3.00 Al Tnszsumiunaundu (Comparative
Fit Index : CFl uag Tucker - Lewis Index : TLI) litfaenin 0.90 Adwiisnvesrnadeidsaesvesdsy
WABLIATF U (Standardized Root Mean Square Residual : SRMR) wagswilsinvesaniad ufindans
PRINIUTTINAAILARIALAEEY (Root Mean Square Error of Approximation : RMSEA) lsitAu 0.08
(Hair et al., 2010)

4.2 HaN15M59980UNU UL U9 UVBILUUIIABIFUNISIATIHSS

AN19W 2 HANTIATIEYRIAUTENBUNE UG UL UUTIABINTIAAMAINNTUSNIS

faulsdanald Yt AUABNA SuUszavs AUNANNAUVDILUUINABY
29AUsZNOU \aew nswensed
UINTFIU

afisudedls 0.775" 0.022 0.601 Y7 = 6.47,df = 3, p = 0.09,
autdede 0.789" 0.021 0.623 Y/df = 216, CFI = 0.99, TLI =
MINBUAWBIURIMTINIY 0.855" 0.016 0.730 0.99, RMSEA = 0.055, ka¥ SRMR
Aul39le 0.931" 0.010 0.867 - 0.009;
mstelaldannmingu 0.909" 0.011 0.827 AVE = 0.73 uax CR = 0.93

nngwe: p < 0.01

fiatl 9rnnsmsaaeudeuludoswiuresuuudassannislassadne nuin faudsdaneld
finmsnszaouuulAsund iesanAnrandiazaialeisegszming £1.00 (Aamd -0.99 F1 -0.60
warAdlee -0.30 914 0.88) dauUsnnadanudunusidudunsduseauunn lngaranduius
wuuLesduiiAfaus +0.50 athefidoddyniadn (Aranduiusuuuiiodduresiulsyiueg
wazAakUInuegsening 0.68 s 0.82) wardwlsdaseiimnuduiusiuestes Hansanandade
Yg18A11UUTUTIU (Variance Inflation Factor : VIF) Woend1 5.00 (VIF og5e1319 2.62 919 4.79)
uaN2IN{l 9INNIATINABUVUVUTIADINTTAAMAINNITUING MUAIS19T 2 Hudn Ta1unss
1Falaseasng (Construct Validity) #315019 U UUT188901530AAIMNTUTNSHAIUNGUNAY
Audeyatdelsedny (Y? = 6.47,f= 3.00,p = 0.09, x%df = 2.16, CFl = 0.99, TLI = 0.99,
RMSEA = 0.06 ua SRMR = 0.01) uazdimumsaifadonados (Convergent Validity) Ainsananntiun
peAUsznau fiA1daus 0.70 Fuld Aed srnnuudsusiuade (Average Variance Extraction : AVE)
lideenda 0.50 waza1ud e uesdUsznau (Composite Reliability : CR) faus 0.70 4 uld
(Hair et al,, 2010)
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5. Wan15398 (Research Finding)

5.1 YoyalUaefuvaIflgI Az sEAuAMAINUINNT AuNanalawazadunslalden

M15791 3 JeyaiUeuveinguiiegie 385 Ay

ANWUTVDIAIDEN 319U (AY) Sovaz

Ll AN 234 60.78

Ligtd] 123 31.95

lalszy 28 7.27
39U 385 100.00

918 18-271 252 65.45

28 -37% 86 2234

38 - 47 29 7.53

a8 Yl 18 4.68
57 385 100.00

1N UnNANE 172 44.68

9513/ NINNUSTIamng 56 14.54

NUNUUTEN 77 20.00

UsenaugsiadIud 48 12.47

199U 17 4.41

Bu g 15 3.90
379U 385 100.00

audlunisldusnissausu 1 p%a 128 33.25
g e 21 Qugae 3 Wewdl 2 s 102 26.49
N1U7) 3 A% 58 15.06
4 %y 43 11.17

5-10 ps a7 12.21

11 adatuly 7 1.82
52 385 100.00

1NA15197 3 WU K laganssausueiniady 1 aty 21 Tuyae 3 WWeud MUl wuii

a o

nau lnsansaulveiludwds S1wam 234 au Andufesay 60.78 sesawnfemeyie I1uiu 123 Au

o

a

Anlusosay 31.95 wazyiilussymalidnuiu 28 au Anlusesay 7.27 aiudinu dmsueny

Y

¥

wuidn nauKlaeasdulugidungueny 18 - 27 U 91uau 252 Au Anlusesas 65.45 5098931
Ao nqueny 28 - 37 U 31uau 86 Ay Anluieraz 22.34 naueny 38 - 47 T d1uu 29 au Anduy
$oway 7.53 uazngueny 48 Vuuly d1uu 18 Au Aniludovay 4.68 auddu dmsuenTn wuin

naudlavarsdungiludndne d1uau 172 au Andusesas 44.68 se3aunfe nUnUUTEY
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1wy 77 au andudesaz 20.00 9r31wns/munaussiamna 91uu 56 au Andusesas 14.54
Usznaugsiadiudd 91uau 48 au Amdudesay 12.47 1190w $1uu 17 au Andudesas 4.41
wazdu 9 S1uan 15 au Anduderay 3.90 aud iy wazaudlunislduinissausuennie ae 21
(luths 3 ieufiiiuan) wui dawlvgdaudlunslduinisinniian 1 ass $1uam 128 au Andu
Youay 33.25 so9aNan 2 A%a S1uau 102 Ay Anlufesay 26.49 3 ade S1unu 58 Au Andudesas
15.06 5 - 10 A%s $auau 47 au Andudesay 12.21 4 ase $1uau 43 auAmdudesay 11.17

waz 11 As9vuly w7 au Anlludesay 1.82 uaisiu

M50 4 SEAUANNINUINIG ANUTeNElR wazausalalyed

AuUs Aady (00) nswUanunUY
AnNWUINIsTuNNT 4.45 Wnitga
Asidusadls 4.39 wnitgn
asdeie 4.49 wnitgn
MIFBUAUDIVBINTINIY 4.37 Wnitgn
Aulindla 4.49 wnitgn
malaldanuinau 4.50 Wnitgn
AMuNInala 4.38 wnitgn
arusalaldan 4.42 Wnitga

A7 4 seduamnUIMT mnufianela uagauddlalddn wuih dlasarsiidiade
mMssudnannuinslunmsn (X = 4.45) wazsefidlussduduniganndia Tnedunsienleld
Mnwtinanu (X = 4.50) geflgn sesasnfesiuainuindedie (X = 4.49) sumulile (X = 4.49)
sudsidudedls (X = 4.39) wazdunisnevausswosminau (X = 4.37) muddu deflasanssn
faudalalden (X = 4.42) uasiidiadoaufionela (X = 4.38)

5.2 NANNNATIVIRNUNINUINTTHBAMANINE lanazauaslalduTn e

A15197 5 NANNTILATIEMLUUINADIAUNTSIATIAS

fal9asz > AuUsnny Svswamenss Dvswamsden dvswasau  duuszAvsnswennsal
ANNINUINTT -> ANTanala 0.900" - 0.900" 0.811"
ANAINUINNT > Audalalden 0.518" 0.321" 0.839" B
auianela -> Anudalaldan 0.357" - 0.357" oret

VIS AIAIUNAUNGUYOIUUYTIADY ) = 20.96, df = 10, p = 0.021, }*/df = 2.10, CFl = 0.99, TLI = 0.99,

RMSEA = 0.05 uay SRMR = 0.01 uag “wuneis p < 0.01
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LUUTaREUNSIATES HAMNINUS NN TYRssaUTURINA Ndamasoruiianelawaraundlald
GV AEENT AUANTIN 5 wazn il 2 naunauiudeyaiifiusansauin (2 = 20.96, df = 10, p = 0.02,

X7/df = 2.10, CFl = 0.99, TLI = 0.99, RMSEA = 0.05 wag SRMR = 0.01) AILLNUTI VDY Hair et al. (2010)
AlNMNTUIMST eSuneMsAsuuUasTsRuasTianelaveFuuinslaesas 81.10 denmnm
MsuIMsdsrantnssienuianeloogwitddymeaiansedu 0.01 Sagousvauugiui 1
naMfe MnAMAMNSUINSAiNTY 1.00 mireaasgiu dlsansaesdnfimelainniu 0.90 wiae
1NATFIL UBNINT AN IMNTUEMSdsmarsadaunnaermuilalden ednedideddymeadad
s 0.01 Tewoufuaunfgd 2 nanafe mmzﬁmmmwmw%muﬁwfu 1.00 1i7811ATFIU

Alagansazilauaslanduinldusnstuiuay 0.52 v

w

0.262—m| Ffdusnals

R’ = 0.811

0.356—»  aruivindie Aufianela l«—0.189

NIRNBUAUDIVD
0.265— .
WUNIU

0.357"

2
+ R=0727

0.181— Anulingla pafalalidh  fe—0.273

0.189—sl maelaldann

wilnau

UBLYE): ANANUNaNNAUTBUUTIaeY Y’ = 20.96, df = 10, p = 0.021, Y */df = 2.10, CFI = 0.99, TLI = 0.99,
RMSEA = 0.05 uaz SRMR = 0.01 wag  vnens p < 0.01
AN 2 NANISIATIZILUUINABIALNNSIATIATS

5.3 NAN19ASIU9IANUNIND Lasian1uRela lgusn1sYn

NANTITILATIER AUNSIATIAS 19U 5 WazAINT 2 WandI1 ANURINalati B nSnadauan

aad

Tnemssennuidalddnosalifeddameaiafisesu 0.01 Sweusuamigiud 3 vl mnanufiawela
voslavanaifiutu 1 vihenesgiu asdfiuemudslandualduinse 0.36 mieunsgu
5.4 nanedenvasamnnuinisdeauaslalduinsdrinuauianele
NaMTIATziaNnslAsEi1IT il 5 uaznnil 2 wanedn AunmmsUINsLazANTianele
annsnesuenaAsuuassssueusdlalduinmaalatesay 72.70 Tnedvnalnensswasannn
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a a

Anuadlaldgdalasudninanisdanainauninuinisituauianela ag1adidediAgynieais

[y [y
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vdwalagnsliaunslaldguiudy 0.52 Mieansgu wavdaanieauuauianalavinli
ANuAslaldguinTuEn 0.32 YUININTFIN dNalaNSNATINYRIRUAINUINITHEANNATLDLYE

Wiy 0.84 #1igmsgu

AN5199 6 NINTIVADUNITYINNUNNFILUTAENUVDIANUTINDTD

AMUIDET -> AuUIAY duussindannasunsgiu fuuszansniswensal
ANNINUINTT -> ANUASLALEE 0.867" 0.751"

VIR AIAIINNGUNAUYIUUUTINEY ) = 10.99, df = 5, p = 0.05, }/df = 2.20, CFl = 0.99, TLI = 0.99, RMSEA

= 0.06 Uaz SRMR = 0.01 taz ~%negde p < 0.01

0.346—» fAfidudnala

0371—»  muiLieie

R? = 0.751

AIMDUAUDITVDA 0.867"

pdslalien  [e—0.249

A 4

0.355— .
WUNITU

0.210—» anallingla

0.219—» nmselalanin

wilnau

MU AIAIUNAUNAUTBIMUUTIARY Y* = 10.99, df = 5, p = 0.05, Y(*/df = 2.20, CFI = 0.99, TLI = 0.99, RMSEA

= 0.06 kaz SRMR = 0.01 waz ~vuneds p < 0.01

NN 3 N1SATIVEDUNTYVUNNA U TS UYDIAMUNIND TR

otslsfimy Wensmaeumsimiinfidudsdsinuvesmsfianslamumsied 6 uaznmd 3
wu31 muftewelaviveingid siuunsdau (Partial Mediation) lutuusiass flesanuuindvsna
vosnunInUIMIrea e slalitianas widafidedfymaadf (Har et al, 2010) 91niA 0.867
wide 0.518 vaafiumufiansladuduysdmiununssil 5 waznmil 2 nanfe AuAINUIANS
fiansnaneaufianolalusedugs uiauflswolanduinasenudslad sluseduuiunas

Ty nMemunannuInsdaduuuimsdidglunisiiaanuianelauagloniadilnvans

znauinlguInIsEn
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6. ayUNan13Ieuaraiusne (Conclusion and Discussion)

msdnaglasanssnuuoniaty 1 dumangurwamiuns - unsdan S1uau 385 Au
§feaguin 1) nsuimsfiuazdauam Paeadeeufionela wagililasasiAneiudsla
ndusnldusnmaindn 2) dlagansfisdnfianelaluuing mnilemanenduanldvinissluewan
uay 3) Anwdslanduanlduinise I4sunsnarananssminannInnITuinTg wagnedeuu
Anuianela

samsfinlaganssauiuennedy 1 wudn gunmmsuimsd 5 asdUsznauna SERVQUAL
WUAEINUNNIANWIAMAINUI N15vessalagaslud wmTnuaTIIvEL1v0e Watthanaklang et al. (2024)
Turae nsanwrlulseinadl U9 ud TuuSunvess lnvanssaaiuds (Ong et al, 2023)
uazs0dnsEUEUATUEe (Kester et al, 2024) wuin aunmuinisdl 4 eaduszneu ldun Asfidusiosld
mnideiie mslinda wasmstenlaldanninau dunsnwlasassauszsmmameluimin
donFinuiadulals UssimalAuTudves Jou et al. (2023) wuin Aasnmu3ns Useneudisesdsznay
auid eile msmevausmemynnuLazailisle wenani nsAnwwes Bhojak et al (2024)
lewuin {ldlnihanaesadeu S5avse UssinaBuiie Tanuddyfugunimuinissuaddiidudes
lduazanuindefio drunsfnuglduinsvudsansisaglulsemaiidaududnuin aunmuinng
f1 2 97 loun Aeidudedlduazaanaliinsle (Chuenyindee et al, 2022) wall nnslu3nissalaans
U391 UBNANADIRILTUNITAIUNTETIVUYYANITVUAININUNLAZTOUIAUNTUNITVUEINIAUN
ué Flifunissauiueniadumanasvdu - ngamn Sifeundyiuanitznsudeiudisunss
weddliuinissauueiniadu 1 S1uaulls 4 U wenand madumesrinedmiauasTedin
uazngamamues SeluinsvudsanssuUssamduliidenlidnvanouinng lddandueiesdy
solwl saduszsvng e el geiasaussdmsdidndusunuasiideuiisgadefsutudunui
w5 Tneddunuauiulunduannuassedun - n3amwuvIuaIgede 4,000 UmeeLi g7
(Matichon Online, 2022) S1urut Tnganse oi7i 823 9d swas orlsvian uves i us nslaensa
ﬁﬂﬁﬂﬁﬁﬁﬂ%ﬂ’]iﬁﬂﬂ’ﬁ‘di%LﬁﬁLLﬁzﬁWU’]ﬂﬂ;ﬂﬂWU‘%mi‘ﬁﬂ 5 Afvesnu lesnszauaufianela
VDI AT

A UIMsTuUSUNYBTaUTURNMAE NN TINTIIMILAT — UASIIvEINALALRE T 1
Preifinauianelaves FuUuintg wufeatunan1sd1529A AN N TYUAIEIEITAIENIIUN
(Chuenyindee et al., 2022; Jou et al., 2023; Kester et al., 2024) wazn1ga1nd (Law et al.,, 2022;
Teklay et al., 2023) 3’33J1/%’QN6ﬂﬁiﬁﬂ‘l&#ﬂUﬂﬂﬁWﬂ’]ﬂ’]ﬂﬂ%”J 139U (Bhojak et al,, 2024) uage{ 1Y UTN13
$rue IR Usemaduide (Ghosh et al, 2023) Aiaguin aanmud msviilie Suuinisianela
duauufgiudl 2 Aunuin nisusmsfidamnmgodumudslaldsvew]suuims Wity
HANTSANYIAMNIMUTN1TIIN Ingansatanisiu (Law et al, 2022; Adeniran et al., 2023) Hlagans

s0a11d0 (Ong et al, 2023) {lavanssauszamuneludwin (Watthanaklang et al,, 2024) {14U3n13
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Sumesiin (Salem & Kiss, 2022) wawgliU3n331ueWn591uA 1 (Ghosh et al,, 2023) iaguin Aaunm
usmadislemalunisndunnlduinislusuian @ anisenszdunanInnIsuIng WU Amnuazan
Augndes Az Tunmsassiauarnstsvalasans Tuviguasn yaaensa gunsaising q Tnesld
avenn Uaonste uasiAunsiesgavinonssmunat Taewdnauiddunalunsliuimsedaenlald
uazwiouti agmoufuiuaudosnIsaMIEIIBeE WMIzaN Fzdaeifi uAud slavosr Tasans
Tindualduinislni g nluounan uenaind aundgiud 3 ldaguin audslalduiniseiia
Mnanufianeladildsuannslivinsvesilasas nande mndlasanslaunmazanauis
$And1 nsusmatuduan wazdseiulalumsuinmsfiumdondnfinuesmanisly dlasanssedy
sgilaugsstufiszndumnlduinsiindn adreduns@nuandlasasilduinnsvesasnisiu
(Law et al, 2022) {Tngansii ldu3nnssaanude (Ong et al, 2023) flasansildusnsisonsasty
LeUNALATU(VU et al, 2025) wagdldu3n1531ueIM59 AU (Ghosh et al,, 2023) fiagudn Arwdia
wolaraeliifnaaud slalduinisluewian usl Adeniran et al. (2023) nduld e oas Ui singly
fudeanuddlalivimsdnluounanldléfudvinannauiisnelaves]lnsansaronisdusening
UssinarasludBedsnanimnisuinisduniadadu iidds dhainnsadn duasenisdndulald
Uimsanenisfiunnniaufionels Ssaenedeatunisinenil AnUndvENaYeInmNIMAITUIANS
sonundlalden ganiidvinavesaufianels iesangauaiwnisuininduianisuinng
lunainvatedffisuiuaInsgIuns oA1uA1AN TS (Parasuraman et al., 1988) uaiA3 uianela
LﬂumsﬂizLﬁuL%ﬂmmifﬁﬂﬁﬁﬁiamﬁ%’w%mi (Hult & Morgeson, 2023)

auuigiuil 4 lideazuin msvinmssalasansidamnin ilvglasasiinmnusidalduinig
fufuszneumsmeirusdnluowen ruamnufisnelanindsraunsallunisfuuinisadaiiniuan
WA eInU Nan13AnwluuTung laga1sn19e1n1Aved Law et al. (2022) flnganssnaude
284 Ong et al. (2023) uazKldUTN1931U8IM1591UAIUVBY Ghosh et al. (2023) Tnglunsinunil
aruawelaviminfidesinuuisdiu nannfe flasansilasuuinisffauaimaiuuinsgiu
p199gsslandualivinisdnlueuian ufinuesaglildddnuseiulandowolaunidufivay

Tuusn1snlasu dadu nsenszavqaninnIsuinisnndd idulusuuinsgiunazeandd
AIUAIANIEYRISUUINsRdailugasd Ay sanau

7. msUszendlinanisideiiedSuaiiendnuanansanianisudsiuvaesdns

nan1s3deinudinuainuinisdwmalasassieanufianelauazannudslaldsn e
i@Fuaseauaunsalunisudsduvetesdns 1iesaingndniisdnienslaannuinisdlasu
goufluualiuiiazlduiniseodenaides sanfeiuunldufiazuug iy S uanlduinisdae
FaazvaelviosdnsanansainugiugnAiduliognedaiu wazvenogugninlysiiiunisuuziiiele
Hunmsteantununsmanueziianeldlusseren dafu ssdnsismsosniuunssuiunsuimsl
aerdastuauiamsveslasas wissnsefuaruisnelauazenudlaldsn uagnsussyndld
nanisiTedvesgliuinisvudsaisisuy Selldrurassnseduanigiuuinis vudsaisisne
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Tusgduuszinadsddmlivssrsuialuiinmuiuladildus msvudsanssazanniu daeannsld
soeuRduFaansEnd e andgmnisesaswaziane Jsaenadestuthmnenisiamun sy
uenand MsiasTUUILdsas Tz sildiuduaiudnenmduasuginresUsana Tnsiang
TushumaiAumaiiensviesfisawaznisdsgninagiinig Jsazvaenszaeneld nssduiasugia
Tuvfesdiu uavadrerudoulowmaasssialuseduavang

8. JoLaUaLUTN15I98 (Research Recommendations)
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Abstract

This research aimed to analyze five board games related to conflict management,
namely Stop, Relax and Resolve, The Social Conflict Game, Peacetown, Conflict Resolution
Bingo Game, and StarStruck, using qualitative content analysis. The study was grounded in the
conceptual frameworks of game design by Tinsman (2008), Silverman (2013), Barrett (2020),
and The Revised Bloom’s Taxonomy by Anderson et al. (2001). The findings led to the synthesis
of eight key components for developing effective educational board games for conflict
management: (1) learning objectives, (2) game mechanics, (3) rules and flow, (4) player experience,
(5) interaction and reflection, (6) content and scenario design, (7) rewards and consequences,
and (8) challenge and scalability. The analysis revealed that board games can serve as
powerful learning tools for fostering conflict management skills in organizational contexts.
Well - designed games can simulate complex situations and offer players opportunities to
practice decision - making, negotiation, and understanding diverse perspectives. However,
a limitation of this study is that it focused solely on the content analysis of existing games,
which may not fully align with specific cultural or contextual needs. Hence, this study
recommended that the design principles identified should be applied to develop prototype
board games tailored to the Thai educational context.

Keywords: board games; conflict management; game design; skills development;

serious games
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PaoifiunsegalalunisiFouvesnguiiFouiithlug msvasuudamgAnssaludauandneae
(Noda et al., 2019)
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Anderson et al.

(2001)
Stop, Relax & finalndaiau 1y A ILANATUATS Wudsgaunmsaln - 191la
Resolve MSNISAINADY ALVDULALNNS Uapadouway (Understand),
an1unisal 12 fndula 1wy “agvh wanauiulin Uszynd (Apply)
WATANITIANTT agelsmn..2” AoastaLau
ANNTALES: TnAnT
LaysyuuUsIeia
The Social Conflict  Tgn1SaAIAIUNIN nsrAulvilauany  sanwuuLiienIs A8 (Analyze),
Game 200 Tu wuemny UNUW AN “G157190UL09” Usziiiu (Evaluate)
INWeranadang:  wWoANIIN wastden  WasWauIva
ARANUUAASIZA  9een REr]
WOANTTH
Peacetown fnalnnauuuiade  Hleudesediue as9usraunisal 2091 (Remember),
1 2 s¥Auem nowdanmaululs  swnmehew Uszand (Apply),
Fudou NIeNsYUU  avdnlunsel Wudukaznisils #519655A (Create)
UANEEVIDUNAANS
Conflict Tgnalndalnwuu Hldunasafiuseg Jununguiiasa 2091 (Remember),
Resolution Bingo  waiiy uduvuiay  Adwsiluges wu  eudiladesdiu  Whle (Understand)
PumMANINTea “msuseiilssuen”  wazlaonnslunig
Aenfunssnns W30 “Nssuile” Seuimdniiiaz
eadoude: Wiy Wiedvaddudln LAnIS8IAY
WUMINYITERNN TALEN
StarStruck suinaanauau ANULAY ALNOUUSUNDIANT  ATIEH (Analyze),
\Wenagmnslugang doumsaiidudeu  wazniswasuulas  Useidiu (Evaluate),
nstudie loggldu  Walonalvifiaudn  ddfvesunum #519855A (Create)
IANTANUTALES AT ITY LAy ANUAALTNTZUY
Tufisilen’n Anaulavuay wagna TnTEnINag
Audusalisruu Tandenneludiy Lau
1ARDULaYSEUY

NSNEINT
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1397 3 wansliiuisnslinsesiesddsznavvannunszaiuie 5 1ny laedaninnsey
LARYEY Tinsman (2008) Fautiudeanalnuazemangavedni Wy Msmmunseia/unadlng
nagms wagnnslanuviu wAnwes Sitverman (2013) Alausyadiauiiodiasziinisesnuuuiny
ogaflszuy Wu maidenmadenluinuiinasordiduaudusgisls wazuuiAnves Barrett (2020)
Afunisadrsdszaunisalnisiauegafensualsaun azveuniseenuuuinulinevauss
sdonguitimuisianty uonand nsdiaseil failug isdivuasedunisifougvesiau
MINNGEV09 The Revised Bloom’s Taxonomy 983 Anderson et al. (2001) Ingwu3 ANdnsuLAN
11 Stop, Relax & Resolve uaz Peacetown ¥ 9t useauAIug a31ul1la wagn1suseynd

YULN LNUAINRT UTY iq'uLLameQj L% U The Social Conflict Game, Conflict Resolution Bingo

a

wag StarStruck yTiusyAUNgIY Wy NMTIATIER MIFuATIER uagn1sUseiiu

Y

[ '
raa 1

navnnsieszidannsalulddugiulunmsiauiinunseaulninfiyadwaneanie
Tunmsdaasurineenisianisanudaudsluesins Inenaiunsesnwuunalnegalinagns nsnszdu
ansualsINveIian uaznsdnasunsseuslussiuasedandussuy

M enidsdanseiesdanuiuasnsdfnvinunszauifsadesiunisdanis
AUTALE S 31U 5 LAY Lo wA Stop, Relax & Resolve, The Social Conflict Game, Peacetown,
Conflict Resolution Bingo Game wa StarStruck lagldnsounuifnves Promsri (2016) Wugiusu
ﬁumiﬂizqmﬁumﬁmm Tinsman (2008), Silverman (2013), Barrett (2020) wag The Revised
Bloom’s Taxonomy ¥84 Anderson et al. (2001) yilannsaaguuumadesdusznouiidify

TunSWAILINUNTEAULNBLES LS 199 N¥EA1TIANITANUTALII L 8 UTEN1T Adwandlumisnen 4

A19199 4 LUININITHAILILANNTZAIUAITIANITANTALES (Conflict Management Board Game

Design Framework)

a9AUsENAUNAN WUININITRAIUANNTEAY #iun / uwuRefiatiuayy
Mvuadnensiseusli Anderson et al. (2001) / Bloom’s
1. i’mqﬂixmﬁmﬁauﬁ mamqué?msi 9731 (Remember)  Revised Taxonomy of Cognitive
(Learning Objectives) waztdla (Understand) Tuaudls Learning

Uszand (Apply) In51e9

(Analyze) Useiilu (Evaluate)
WaraiNeassn (Create) Ingld
dnunisaisassiiiedetu

ANUTALEIDSI LTINS 0DIANT

2. nalanu 3 . Tinsman (2008)/ naln - wgAnssu:
asenalaraunau “lya” @i , 5

(Game Mechanics) o L AaBANTERINleNAkAETInye
NIAEN) LaE “NAaYNs” (1NUHU

1inau 139591) Livelvifiaufn
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13 o
29AUsTNaunian

HUINATRRAILANNTEATY

w1 / wuRanaduayu

v a

Fezsmazanaulanglanse

NARUNIDVBINA

3. ARANLALIASIFS19NNTLEY

(Rules & Flow)

ponuuunAniliidladng funey
Maauiitaey Seszuvadum
(Tumn - based) #383n13A3
Wy edsiounanns

fnaula

Silverman (2013)/ Aoy 12 U8

FASIERTTUUNY

4. Usgaun1salveiau

(Player Experience)

#91500171 “Haunisiisu
Uszaumsalwuula?” W 38n
AU dzviounued Whlagdu vie

AnAnuddnsiumeensuad

Barrett (2020)/ NM59RNLUUB U

wazsedlalunisiSeus

5. Ujduiuduaznisasviounaudn

(Interaction & Reflection)

daasuliminn1siaIus I Wy
N1319331 NswanUAgUYLLeY
LAYINYIALVOUNAIAY LYY

AsenUs1evseLleu Reflection

Anderson et al. (2001) / Usziiiu
(Evaluate): Barrett (2020) /

Continuous Learning Experience

6. WIDMMATANIUNITAITNRDS

(Content & Scenario Design)

TanunsalannusSuneInnsasa
WU AMUTALEIINUNUIN NENT)
wahvunglidenndad wWinadns

AL LE

Barrett (2020)/ E:J:Léuéfmiﬁﬂ’i”l

“inuilyediasn”

7. SPUUTINTALAYHNANITZNY

(Rewards & Consequences)

1BUTIIAVS D UNG I NERY
WeANTIN 1 lAzwUUAINNNT
LEDNLTIASI9ETIA NIDNBLWAIAN

MsinaulanrandeenInudnwes

Tinsman (2008)/ NaUBINgANTIH

waznalnsneda

8. AURAINANYLAT ATV
(Challenge & Scalability)

sonuuulvisivangseiu

(flugnu —uge) aunsausuldiy
naustvnesnede W in Jegu
Hlvey Tneldsuanududouves

a@01uN15ad

HUATIEANINYULNUAULUUINI
5 A3 11U Peacetown, The Social

Conflict Game

HANITIASIZANANT19T 4 wanslififiudn nseenuuununIEaufidussansamluuiun
289n159AN15AUTARE Y T udoud aules Wviunen1siseus (Learning Objectives)
Ay @anunisalsiaes (Simulated Conflict Scenarios) fidenndasfuseduaIuAnRINNTOU
984 The Revised Bloom’s Taxonomy 484 Anderson et al. (2001) FausziUang ) (Remember)
waziv1la (Understand) luaudsussyne (Apply) 7LA3189 (Analyze) Uszifiu (Evaluate)
uara¥19assA (Create) Msponuuuiduiidisliinunsgauannsaimuinuznsouvosiau
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Igeghaduddiudusiotios annnisiseuiiugiudnisAndedn waznsasranuimdllunisuitym
ANNTAKEY dawaliiseurseidnsunisineusuldiiesusidilaaniunisel uidaunsadingies

Y

fnaula waras1eassnionswitulnegreiusz@ansanluusunass

nalnvedny (Game Mechanics) AINaNNEWBIAYTENBUYRY “l¥A” WU gniinvsaniingy
AU “NAgNS” LU N1TIUKNY N1TASAINIL 130N15La5 950 Litalalenialviiauladnfin
a L4 Y a ! < Yy o o A A
Answkazdndulasgralusruunigladediiniuasundas

nAnuarlasIasianIsiay (Rules & Flow) Hunumddglunismvuanginssunisiseus
lagnAn1daau 1Wiladny wasnisiaundaduiuazdielvdiaunsendniwaveinisdndula

| 3 ¥ 1 <3 = [ [} a 5 o a .
wiazAstlaog1udusUsssy eaenndeeiuLIAANITAIAIAILTITEUUYEY Silverman (2013)
dnesAdsznaudAny Ae Ussaunisalveuiau (Player Experience) Fealsgneanuuulinseiu
v Y 4 1 3 3 v Yt A 1 1

mM3suineensual Wy anuwivenwiula msazviounues wavauidnildiusiu lny Barrett (2020)
FinUszaunmsalvanidutaded Agyiiduaiunisisousngstu

wenaIndl NMsduasuufduiusuaznisazyiounnudn (Interaction & Reflection) sty
drunilavainszuiunsauny Wunskanidsunnufaiiu nsefusengu wsensideuduiin
Hadzyiau (Learning Journal) FataglviEiauanunsauszuitananienudn wazersualsiuiudmiu
aeAUsENaUAIULL NI (Content) vaunuAlsgnaeniuulidiuaniunisalaudaudsinulu
FIn3an3elueddAns 1wy Anudakdaniuunum n1sdeans viewmunefliaenndes Weasna
ANUTEN“ T AUNY wAENTEAUNISITEUSINANIUNTILTIUTUN

TupnuszuuTeianazuansznu (Rewards & Consequences) NUARUIEANSAMNAITHTZUU
ALVOUNAVBINGANTT LYW NITIAALLUTDLEBNIUININITARATTIATINATIA UTYNARLAY
‘:1' a A a & v Y] . .«.:4' v v v ¢
Wevdnideelym lnguwiAnilaennneaiu Tinsman (2008) Miaualinanauunuluinufeduius
fungANssUaY

o o s v = v

dmsussAUsznougnrnelul 99999AUMAINYA18LAEAIIUY MY (Challenge &
Scalability) {uesrusznauidgdgivinlinuausai llgldiudiausingue Tnemseanuuuli
nufsgAuauInaInate 1y Juilugiudmsuin nisaaunisaldudeunindudmiuisu
wawilng AsiIeE1991nnY Peacetown anunsaususeaumMsiseuslasg1adaneuy

lagasu NMINRILILANNTEAIU 8N15TRN1TANTALEsAdseantuuliATaUARUilA

NeruANg AnuAa nagns wazersuallasilidmunglunisaiivaninuindesuuranisiseus

1 IS L7 o sa

Pfiaumng iunsiaundyegdunewasiufduiusinszdunisieussuiuegradussuy

9 9

6. @3uNan1sIBuazanUsIena (Conclusion and Discussion)
6.1 d@5UNaN5IY
nsfnuiffaguszasdii olinszdiinunsgauiiA sadestunsdanisaudauds
lngUszendldnspunuIAnved Tinsman (2008), Silverman (2013), Promsri (2016), Barrett (2020)

WazlUIAA The Revised Bloom’s Taxonomy 984 Anderson et al. (2001) LW aUsziiudnan1n
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vaunulunisdauasuinueniunisdanisanudaudatudifang 9 3nnseuIunsguLasAndonny
NSLATY F7UIU 5 LAY bAwA Stop, Relax & Resolve, The Social Conflict Game, Peacetown,
Conflict Resolution Bingo Game Wag StarStruck Wuin insusazinufigaiuLazdodiAafiuansing
Aulusungudinue Saquszsasdnisioud uaznalnveainy lnginunszauiduszansam

v A

USRI BEN1TTANITANNTALG T NI A NYUENITDONRUUN HATUTENT1INAY NS

wageudaneulumsindula viedl nalnveainu (Game Mechanics) fidmIsanusadaeduliiidy
AnnsSeusidaiase msdoas uasnsdanile

uaﬂmmf N15UsELURIUNTOU The Revised Bloom’s Taxonomy U84 Anderson et al. (2001)
wansliiuInudmsuen 1w Stop, Relax & Resolve way Peacetown tiun1siseuiluszauidile
wazh 1Y Tuvaed inudwiuTesuuazding 19y StarStruck wag The Social Conflict Game
satfunginssuseiufigandn Tiud Siesedt Useidiu uazainaassd

6.2 aAUs1ENa

e sAnw1d LAuT1 n1seanuUUINEN TR oAU YEN 15T AN AT AL
msfinnsasluduion nalnveany wagdsraunisaivesiau Inslanizeg1eds nalauna
finaunauszning “lon” uag “nagnd” arunsadaadusinuenisAnideiingiesi nsuseidiu
anunsal wazmsdadulanieldusinadu eaonadesiudelaueues Tinsman (2008) fiuliiing
annsnasensiidussedunsgiesefukulasiadeiiauganazinaula venandd nsdasiny
LB900NKUUAINLUIAAYBY Silverman (2013) MlYLANAINITONTLH UNANTIUNITAOUAUDY
fnannmane lidasdunisldneudedsan nsasadeses viensdnnisersual dsaeasuiuuinin
94 Barrett (2020) Afulsifiaulduszaunisaimaotsual amnudlanuies uagmsiieuisiuiy
TuuSunvesanunsaiinass

1ua'3u%a\‘1izﬂuumiﬁaufmm Bloom’s Revised Taxonomy (Anderson et al.,, 2001)
wu3 inuf eenuuusndmiunguiiduiideny Yeestny aunmswaminuzsedudu Wy nmsandd
(Rernember) wazAaidla (Understand) paanau n1suseend (Apply) mmiﬁugm VIRV
AlvagviseriinSunsiineusudngaduinueseaugs loun Mlnest (Analyze) nsuseidiu (Evaluate)
LATN13A39AIIA (Create) Fetrpduaiul S ouannsofmiuanumsainnudaudsuasindulald
08198nT Juarseus1y ogslsAn nuUnsUsEan W Conflict Resolution Bingo uifaxillassadng
38Ud1Y WAAEINNT0ELETNN15IATT (Remember) wazn151411a (Understand) K14U55810#A
M93BuImiu MIaunut uaznsuanild suanuAniiuszninadiauldog1sfiuszAnsan
TnslanizegaddunisdafanssunguvuiaidnuienisiFouslunaiiisidnanaanisidotnediu

aunsaazuladn tnunseaunlasunisesniuueglinagnsuuiugiunge] nsiseuswaznalnny



170

Mnzanyislunisduasurinvensianmsanudaudslunainvateuiun laganizlusunisiseus

HuUsgaunsalvaznisasenunsentininedennlundudmanesig q

v

7. msUszandlinanisideiieisSuainendnuanansanianisudsiuraasdns

namsidefiAnuniseeniuuuarinTsinunssauiionisdanisanudaudsd lsifiudn
mslfinanduiiesdledaaiunsiseuiansoonsedulnmiuamnsavesesdnslunsuimsdnnis
ningnsuyed Tnstanesuinueililisumaidn (Soft Skills) W sinwgnisieas nsAniAT Iz
waznsui Ynndeasisassd dudussdusznevdidglunismausauiunisluesdng
ﬁﬁmwwmmmaqﬂ (Radzi et al., 2020) uaﬂmﬂﬁmiﬁwwamﬁa‘ﬁ’alﬂﬂﬁsqﬂm“mugﬂquﬁaﬂiﬁm
N1SHNOUIUMILINNNTEATUAINNTIYILAATEAUAILANATEANE LN nseduliiAnadla
AulLAzaY uazwuinuelun1ssanisautaudaog198edu (Ganeshkumar et al, 2021)
ﬁﬁma’wﬁé’amﬁuﬁaﬁ’aﬁlﬁmmﬁlummaﬂﬂ’umaqwﬁ’ﬂmu (Employee Engagement) tagaLaTal
Usgansamnisvhanlaesy fadussdussnevddguesnsiasuadieanuaninsalunisuyadu
Y8409ANTLUTEEE1 (Chauhan, 2022) wazluszaulsene nan1533egsaunsailuvensna
TumsWannszuunsi3oudnasa@ins1uuuinis Game - based Learning daidunuimefiaduanyy
gnsAtans Useinalng 4.0 Tun1siasuas1amuuu ey (Human Capita) Iiwsausudadu
n51Ud sundasveslangaddva Tnstanizluniswamunsinueurasuian (Future Skills)
917 Mavhawmfugduseeiuszansnm msuimseisual uazmsdanmisanudanddduuiunves

AURaINKane (Vorecol Editorial Team, 2024; Pappas, 2025)

8. daldausluznN13Id8 (Research Suggestions)

=

1) msineusulussdnmsesiinsiiennunseaululfidued esdlondnudetasuiiiovas
Tumswamninwgnsinnisaudauds WesandiensedunsiSeuifiaynauty wWhunsidmsu
LAZNITAUNITANILATILYRE AT 1ETIA

2) mswaunnunszaulndluiunine arsdsainnsevesdUszney 8 Usensildsey
Wussswumsmsianinunszanunsdanisaadaudaiieliaenadesfutmunensiious
ngutvang wazuunneTausssy wasd edniseenuuuinuiFeduLuud 8991nuuIng
nseenuuuinunszaud Iidununsgaulunaasdldfungudivangluainnaisednig
uananil msfinsianadsssdndvessadndnisldinunseaudevinuenisdnnisanudauds Tneld
WUUUsEEUNDU — NaINToUTUmIY

3) mAdeadsrelumanTlinTeiinunseanuTeuiisusenineTaus st eAnw
ANUUANENILNITIONUUY AIUMLNETBIANNTALES KAETTNITINNITINUTUNTBIUARZUTENA

MuAdeivhnsduangiinunszaunsansaadaudsiuuianen 5 g aauuAn

Y v

ddgueiniynisiiieitesiuniseaniuuiny wagtilugnisivuanseuiuimislunseaniuy
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LNUNTEATULNDNITIANITAMUTALENAINS UBIANISNINUA 8 BIAUITENDU UBNINNT U978
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Abstract

This article presents the development of a conceptual model for service marketing
innovation management in the digital era, under the framework of S.E.R.V.E., which was derived
from a systematic literature review (SLR). The model integrates knowledge of service marketing
with emerging digital technologies and rapidly changing consumer behavior. The S.E.R.V.E.
model comprises five key components: S — Smart System Integration, which emphasizes the
application of Al, Big Data, and automation to enhance efficiency and real-time responsiveness:
E — Experiential Engagement, focusing on designing customer experiences and engagement
across all touchpoints: R — Relationship Personalization, which utilizes data to create
personalized services and foster long-term loyalty: V — Value Co-Creation, enabling customers
to actively participate in service design: and E — Ethical & Sustainable Practices, highlighting
business operations grounded in ethics and sustainability. The model is founded upon six
theoretical pillars: (1) Service-Dominant Logic, (2) Service Innovation, (3) Customer Experience
& Personalization, (4) Technology Acceptance Model (TAM), (5) Innovation Diffusion Theory
(IDT), and (6) Digital Transformation Framework, which together explain the mechanisms of
value creation in the digital economy. The findings indicate that the S.E.R.V.E. framework
serves as a strategic tool to enhance the competitive capacity of service businesses by
combining technological integration with the creation of meaningful experiences and
sustainable relationships. Furthermore, this model provides practical implications for
entrepreneurs and policymakers, offering adaptability across diverse industries— such as
tourism and hospitality, healthcare, education, finance, and digital businesses—in order to
develop and implement service strategies that effectively respond to the dynamics of the
digital economy.

Keywords: digital service marketing; management model; service innovation; customer

experience; value co-creation

1. Unu1 (Introduction)
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TugawiinsiUaeur g AsegNaRdva geamnssuusmMImaasdyanunmelegiewaiiias
& v B = a PN S = v v 4
Mananunmvtmamalulad naanssuuslnanisuUaming weeaumaniswiiuussaunsal
NfUtan wazlanIza1zINTU (Lemon & Verhoef, 2016) aaunisalivinliesdnshianansad s
NAEVISMIIAINAIAN LU MIwdadudnusa Wiensvenetesneimuiedndeliunsndudesiuunln
ANudA YA uNITeRNLUUAMATUSEAUNTSA (Experiential Value) 7118 ouleaiulfddn Ausan

LaENSIAINTINVRIINABENNENTS (An & Han, 2020)
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2. IQUszasAvasuNAIY (Objectives)
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RWAILHUUTIARATMUIANFIMSUNTTANSUIRNTTUNMInaInUINsTugARRYIE

3. ANINUNIUITIUNTIU (Literature Review)

UNAMULT TN UTZ AR DN UILUUTIADINITIANITUIANTTUNITHAIAUI NS UL AR DA
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Tago1dun1snunIuIsTUNIsueg191duss U (Systematic Literature Review) A1uLUINI9TD4

Booth et al. (2016) AT8UAGUNITAANTBIUNAIINYIIY 1997 - 2025 HANITNUNIUNUI Nud)

v A
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Experience & Personalization, Technology Acceptance Model (TAM), Innovation Diffusion
Theory (IDT) wag Digital Transformation Framework
3.1 N13AT8UIABUINNS (Service-Dominant Logic: S-D Logic)

WUIAA Service-Dominant Logic (S-D Logic) auelay Vargo & Lusch (2008) tJunsaufn
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3.2 YINNIIUNI5UINTT (Service Innovation)

WnAALTANTSIUSNS (Service Innovation) lailésdaawznisimeluladlmisnldwiniy us
AseUARuAanIsA suuadlATIads ATEUIUNT MIERNUUUUINNT Lazunumesiidldide
(Lusch & Nambisan, 2015) nadniewila fie winnssuluniAUINToUARINMTYIUINISANILAR
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Personalization)
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3.4 WUUIIaRIN1sEaNsuUWAlulad (Technology Acceptance Model: TAM)

wuaRA TAM Aitmunlag Davis (1989) e3uteniseensuuaznisidinaluladvesiuilng
ruaesiiadoddny Ao masufustlenildasuarnssuimnuielunsldau deddvswaserinuad
LarngAnsTun1sieaTe Muideaan 1w Linh & Huyen (2025) laaegiy TAM lgdusunadvia
WU TAM @uisaesuignisveusuwmaluladlng 1y Al, Mobile Banking Wag E-commerce
Platforms laegnefiusedvanin
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3.5 NYUHNITUNINITLINBUIANTTU (Innovation Diffusion Theory: IDT)
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3.6 nsaunsiUasunUaaddava (Digital Transformation Framework)
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1. UIRNISUATUNERAMNUSANS 2. WIANTINTRNNTAAIN )
(Service Product Innovation) (Marketing Channel Innovation)
Usznaasuinnssy
N1IAAIAUINIT
3. ui’mmsmﬂizaumiajgﬂgﬂ 4. u‘?mmim%ayaLLazﬁzyzywﬂﬁxﬁwé
S (Customer Experience Innovation) (Data and Al-Driven Innovation) )

A9 1 USEanueauinnssunsnatausnig
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5.2.1 uIANIsuAUNAAAIIUINIS (Service Product Innovation)

uinnssundndueiuinig A nsadiamieusuysauimsgunuulvtfiunndsannids
falugudnunenisliuing nssuiunsdawey vienmafigndnldsulaesmeuauainiiudosnis
wazdsraumanivesiuilaaldegeiiussansamuazaiseufionelafigedu Fefiodunisadns
auAndsliudesdnsuazgliuing wu mslszuvatasandniUaligndnlduinsdedosmy
F1a19a17 1800 n30UTNIAINAINGBINTA T8l nAN A FUUT U auaT Fesnns
Fauumnstivilinadndaimsasmntuneulandlaidladfivdsuly uesteifislonialumsads

[ ¢ a

selaegredaiiiadliiugsia winnssuludnwardvinefinisesniuundndusiuinsguuuulu

Nnavausmginssuguslaalugandviaeg1eiusednsam fregreafiviuladn fe usnisuuuatng
au1%n (Subscription-based) LazUTN13AINAIUABINTT (On-demand Services) FIUTULUA B
sUsuunsliusnisaniauiiiunseunsesunduiddia (Access Over Ownership) #8814

W Netflix Leaunlaaa Subscription fasulangsAadetuiisialan dau Grab uiee
¥83U5N13 On-demand 718 sulo e lhusnsiugnATluLuy Real-time ’ituuwannosud 3iia
(Zott & Amit, 2010) wagd1mTugsAalsusy WU JULUUMSIOIWNE ANy URIUNgANTIUYNAY
(Flexible Stay & Rolling 24 - Hour Stay) wilninauszaunisalianizynna u3nislsausudanies
usnnsii eaudefunazd swandenuimsgquainuazaunindin wazuimadenleayuvy
uay Tnsssuviosiu

5.2.2 WinN33UT09N19N190a10 (Marketing Channel Innovation)

WINNTIUYDINIINITAAIN Ap N1TAILY USUUTe wieasisgeamlui q lunisidnds
uazdaaunuALagnAl lidneziduremienisdadimite nnsdears wiounanrlosuddsia
Tnoy wfuliiAnanuazaan saa187 asaduaudoanis wazadauszaunisalfi uaneng
Weriaszansnmmsnsnanauazaitsnnaildiuieulunmswtstu wu unaswesuooulal lodua
fife wazuoUndiadu dsrasadranisdearsuuuldneuduguilan saufsanunsatszuiana
ANARLILMIeNgAnsIRgnAMuULEalnl n1suszuudalulRunly W ssuuneundudmlud®

IS 1

W33TUUNMIIANITgNANdURusWULSIaTey vihlvin1sdeansniniseainiiussdninamuasdaney

'
a a

fatu uinnssuresmajutunaisuwaditigndidnduing lnsemzmstunanviofuida
undudosmemdn wu ledeaiide ueundindu wagszuudnlud@lunisdeansiugnindegng Loy
n151% Social Media Marketing, Platform Economy L3u Airbnb, Shopee, Marketing Automation
Laz Real-time Feedback Systems 4 942819 asd nsa111508 aa@15uuUa0IN19 (Interactive)
LAz USULUAgULHUNTAANALUUT LA U Sa] (Chaffey & Ellis-Chadwick, 2019) ﬁww%’uqsﬁdmlﬁu

Yaa a

WU WWAANDSUIBIVBINNLUUAING LT eadlhenazlaaanaulss N15AaIAKNILELDNTNaNI9

Y

AUAR BBINNINNITAAINLUU Omnichannel NMSAANPNIULDUNALATULALNANNDSULIDND WaTNIS

Tdunwannasuuszaunisaifana
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5.2.3 wipnssuuszaunisalgndn (Customer Experience Innovation)

winnssuUseaun1salgnan fe n1sasiamseimunIsnsiug q lunisesnuuunazdauey
Uszaunisaifinevaussnudasn1ndsdnvesgndiaduainuagainauis arudseiula
wazaaAi i3y Tnsedemalulad mnuAnaiisassd waznisdnnindanagnd oonsziu
ANUNanalakazANANAvegnA1 1y N5k Augmented Reality (AR) wag Virtual Reality (VR)
TulsausumdegsivedanIuning nsUszgndinenalnveanuuiuszgndldluuiund ladlying
i oareussgslanazamugnwuivgldany (Gamification) lunoUsuiasns sue Uil eguam
n13eaNLUUYIEAUNIAILUUTIY NYBINensd oansuazueitlidety setemnsoaulai
wageanlai (Omnichannel) vl usTnaldfuUszaunisalideriulunndeamis 1w Online
Mobile ez Physical Touchpoints (Verhoef et al., 2015)

5.2.4 uinnssudayauazUygy1useing (Data and Al-Driven Innovation)

& A

winnssuteyauazUaauseavg Ao MsUszendldtaua (Data Innovation) wazimalulad
Jayuszfvg (Artifical Intelligence: Al 1t oa$19quanTvailunisaidugsfauaznisuinng
ssludun1siinsedidedn nsmianisaingdnssuuilan nsufuusauinisianizyana
naenaun1siadulaidenagnseg19fuszdniain §aveifi unuuiud AuTnis
wazAuaIu1Talun1IsuyIdu winnssunisnatnuinisdslyenvaziasnasly Big Data Al
LAz Machine Learning 1#i 8T ULAd auni1saadulanisnisnaia tasianizlud1un15vh
Personalization Predictive Analytics i@y Real-time Recommendation Systems §19819UInAT5Y
Tuﬂﬁjmﬁ Taun sguuuugthaunonlusi® 1wy Amazon’s Recommendation Engine n1sta Chatbots
uaz Voice Assistant finauauesgniuuudalusid n1sld Al lunisnennsaingdngsy 1wu anuuay
Julumsenidnuinis wseanusdinivesgndn (Rust & Huang, 2014) dmsugsialsusy 1wy ssuy
A1MUATIAY 09NN AT oL NITTNATILUNOANTIURNANLTIAN TEULLIAUaNULasy Y uLaiou
NSNEINTAIAINABINITAINUN STUVUTMTUTEAUNTRIgNALUUEIRT L LasN1TTANITNEIY
wazninensnae Al aguledn winnssuniseaiauinisuuseenidu 4 Ussianudn laun uinnssy
wAnfusiuInsTidunadiiannniinisaseuases 1w vimsuuvaiasaindn uinnsmgomia
unanosuidviaiieionlosgninegieiiuszansam uimnssudszaunisaifiyjsairsnaainis
orsualiumaluladlyal 1wy AR/VR LaguuIven1IAaIALUUDIA 59T ATOUAGUYNY BN
(Omnichannel) wazuinnssudeyaiild Al uag Big Data 1l eUsuLAIUIMSUULIONIEYARALAS

AANMIaINgANssUgnAUULSEalng
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6. NTUANEINITIANITUIRNNTTUNITAAIAUSANS

Weliiunmdauresnisiuianssunmseatausnistuldlums§iRluusunvesgsiasss

=

F9lPLEaURNIMANYIINDIANTTUEINIIUSLAUAINALAL TEAUUTLNA TIANUITOASTIDULUINIGNTT

Y]

Jansuinnssunsnainuinisiaegeiliusydnsam uazaennaediuuTuUNTRIYARIVA
6.1 Radisson Hotel Group

WINNTTUNIIAAIAUINTAMSUTIAALTWIY Aa N1siamkasysegndlduuInianisnaint

Y]

1 Ny wtunsaswadeeulsvaunisalndauaiwiniiin Ingerdumalulag@iva Auana
45194557 WaEN15TANITITINAYNS LW oW A NN analy as19audunus svuze1d

LazensEauAdINaInnsalunisuatuvedlswsulugandia nsdlAnw) Radisson Hotel Group

3 % 1

UFulseuszaun1salgnAsunisnaInfdvia Radisson Hotel Group lasauilafiuussn Accenture

Y

' (%
a v o o LY

Gommuwyes) Wuuseniivsnemaugsiawazimalulagtuiissiulan ieimuinusudszaulanln

'
=

warUsuussuszaunisalgnan lagldmalulagadiaieasreanugrudmsunisidulalueuinn

v oA

msfudunsisudinisuiudsaduled nmslideyagndniilefundsussaunisal uaznisadna
unanvesuAdviafianansanevaussmuiesnisvesgninliegnaiussansaim (Accenture, 2018)
WINNTIUNITAAIAUTAITAAINAAYADTINALTINTY A 1) asreAnuuanaislunisua gy
2) snseaulsraunsaluazaufianelavesgndi 3) 1uUszdnsanuazseldvesgsie
uay @) levaisrnuddularnmdnualiia

6.2 Qatar Airways

WINNITUNISAAIAUT 5@ mIug sAan1s0u Ao n1sdinagnsn1snaing Yuwuulng
uazimAluladAdviaindszyndld ileadrsUszaunisalmaiumsimileniuaznovausinudoinis
WnzyAravedlagas lidnendussuunisaesesula Wsunsuazaulud nsld Big Data waz Al
iiedinszringAnssugnAn saufenisesnuuuuinsiaiuiiaiienaan Wy vimsideniitsaasmi
niouininavioiisansuaeas vedyuiiuanufanelavesgnd adaenudnd wazensedy
Famuannsalunisudsiuresaenisdulunaialan nsdlfinw Qatar Airways 14 Al LilouuUse
Uszaunisal glavans Qatar Airways Ifidasa Sama 2.0 Saduniinsudeuiuiaiiouaseiiduinden

4 -

A8 Al aYemd o Laearsi aundunazuulas osdududesan wuud uines wanii

wazuaundintuvesaien1stu Sama gnesnwuuniufduiusndulinsuasiioudanngfingsy

1%
=

vosgnAniieliusnisiidudiuiuaziuseansaimunndstu (Mitchell & Hegedus, 2024)

6.3 AirAsia

aa v

N15IANaLAzUTUUTINIINAIAATE AirAsia befiaiu1 Measurement Framework o inna

v

warUiulTeaUseanininveinisnainadia lnenislddeyanaznisiiasizriiiveusulssauey

aa v o

NNSAANALALLANUSTEANT N INVDINUNITAANARNE N1SAEUNITHYITA AirAsia @1015099UAUDY

1 v 1% 14 1 < a a a a 5
mammmaqmimaaqﬂmlmamqnmmLLazuUwawﬁmwmﬂawu (Franko, n.d.)
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6.4 $7up9138Ug (SIN)

WINNIIUNIAAIAUINITEMTUT WIS AD NMswmukazUsuldnagnsmenisnainlng o
ffunsaaszaunsalinsiuussmuemsiueniasazdnaAuignd Insedumaluladadsa
ANUARATINATIA Laznsdanmailanagns wWu nsdsemsesulatduaziadiied mslileundindu
azanudy sruvasslfizaroith manainiBsUszaunisal waznisuauslyRiviumumLAenIs
awizyana 1198 et uaufionela af1eeudnd wazenseduauamnsalunisut sty

s

YBISIUDINNT ASUANYISIUDIMITAUT (SIN) HATUIRUSTTTUNDINUAUUIRNTTUNITUSANSANLTIY

)

nagnsn1snanuInIsiagnsiatuinusssuomsialdiumaianisussemsadisldniouis

'
a v a ada v

wunsl¥ingAuiesdunanings msthiauesemsiifiamnufidfidulunsmnussaunagnisuing
50U Fine Dining Lﬂ'aa%ﬁaﬂizaumsaiﬁmﬂﬁzﬁﬂﬂﬁﬁugﬂ51”1 (Chulalongkorn University, 2025)

6.5 suAsnewiaivg (SCB)

n13WawT Digital Bank with Human Touch atlunagns lnenisuimalulad Al unldlu
nseysiAdudesiedes msUsziflumnudswesgndn wagnsimunsasaend efiuizay
diesnseiudszaumsainisliuinsiibendstustrsanysailuynyomna (ThaiPublica, 2024)

6.6 NGULTIUNTA

mstuladoud1Udn Omni Channel feuinnsadinouland nguidunsalddndunagné
msnainuinisTenis A-Analytics Suganldlulaniva Wewaundemuamananuuuysanns
Omni Channel Retail uaznislddoyauazimaluladdugaiiedinssingfnssunazaudadnis
vaafuslnnegeazifeon il othlugnsesnuuuuinisuazianssunienisnainiiaenad os
fuaudsnsianes18189gnAn et ditmneuioafisssaunisainsdevesdiysannis

Laziausapg1faIlasaNTanauaANIAUAIAn TR U Inalug AR A lA g sl UTEANS AN
(Somboon, 2026)

7. LUUINRBINNSIANITUIANTTUNITAAIALINIS LU ARAYIA

PNMIANMGEE WWIRa waznsdlAnuniiieides azmulaiinisdanisuianssunisnaie

v o

a aa & v 9 a o Iz PR a ¢ a wa
Uimﬂmm@ﬁ] amlfdumEJGEJW?TEJﬂiEJULLU’mmVla’IM’]iaﬂi%&!ﬂmi"mﬂwdiuL‘UﬂﬂaEJquﬁLLazmiﬂgUm

a =

W Bl EBAAA BINUNATAVBLASHENARAA UnAINald Ul

o«

P WAUILUUIIABILUIAATILS 837

SERVE dulunadnsvesmsdunizioinnuinnumeadsie o sgradussuu Guandunnd 2)
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3. Relationship

Personalization

4. Value Co-

Engagement Creation

2. Experiential

A model for

managing service 5. Ethical &
1. Smart System . .
i marketing Sustainable
Integration

innovation in the Practices

digital age

Y]

AWM 2 LUUTIABINITIANITWIANTTUMINAINUSNNS UL AR

d' [ [ & = IS a a [
INAINN 2 NITWRIUILUUINEBY S.E.RV.E. Qﬂa@ﬂLL‘U‘U“U‘UL‘WE]L‘LJUﬂiE]‘ULLU']ﬂWLSZNﬂaEJ]Vlﬁ

'
o w oA

715995UN153NTUIANTIUNITNAINUINTIUE RIS Losaeipudawuilund Ay Noannsuinis

o
v v

Tugalvddoundsy anrunalulad weianssuduslan wazaAleud1uasesssunazaud gy

29AUTENBUVBILUUINGDY S.E.RV.E. Tsasaludl

aa v v v

S - Smart System Integration N159a1AUIN1TlUYARTTaR Rt AEIAluladd9aTuy
Junalandnlunisdenlesfeyauvussdsin Tnslamznsldszuusnluli@ Jyaruszivg (A
warmeesiteyaruialug Weademiuanusalunimevaussgnduuuiealn ssuumeani
Lipausigieysulssdsedniamnisaniiuny widseliausadilanginssugnaidedn
uazdasiauuinsfinssgaldegausiug

E - Experiential Engagement msa%’wﬂizaummjﬁﬁﬂmwmsﬁuqﬂﬁ’mmmﬂuﬁ’ﬂa
yesnIsmaIaUInsgalnl asAnsiedeteaniuuIduNIINTAUNIYesgni Iy Uiusesiule
wazdignliandrildiusuluusas Touchpoint sausdewlduinig sevindlduinms Waudmdanisld
U3n13 leasuszaunisalitlaldidfivauansliuinig wiiduanumsediiaisnualulagnd

R - Relationship Personalization msnanu3nisfiduszansnmlugaiivialiaiunsald

[

wuImaaglIfugnamnauld n1suTuuinsuaznisdeansinseduaiiudesnissigyana

v a v ) o '

(Personalization) lngldgudeyagniiignaeuasiiuaiy asgigasiemnuianangiiuaziiuniiy

Y

[y

KNUN19e1331al (Emotional Loyalty) edanaliignAfinainusdinssdeuusudluszesen
V - Value Co-Creation 311115t suunumvesgndlinareiduysineaniuunman
(Co-Creator) unuilazluiiessuuinig iinmseaiauinislulagiudesdalenialignaniiay

320l UNTES 1NETIARANA U WIBUSNNT LU N15TLEUB LBy USULAIUSNITAINAINNADINTT
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wiaidrsnilunsyurunisiaun msiidusuiliifsainnuimelauddmisasisnaaiiom
fesdnsuazgninensldiuUsslev

E - Ethical & Sustainable Practices luga#i g u5Tnalwarudrdyduainulus dla
ARSI LarAURnTeUradnl n1snatauin1ssududasiaeguusinguresaiessau
wazaudsBu faluifvesnisduasesteyadiuyana madhdsuimsediariuiion uaznisldle
Aaundon ssAnsiianunsanaunaIuIssTaLfunagnsnsnanliet1snaundu agldsuay

Welluwazmseeusuanguslnaungdu

AN 2 ANUADAAADIYRILURARNUBIAUSENaUlLAa S.E.R.V.E.

wUAANG Y

EILINIPET

[

dnszdnfey

v

v s 13
mmaamﬂaaqnumﬂﬂssnaﬂu
Tuma S.E.R.V.E.

Service-Dominant

Logic (S-D Logic)

Vargo & Lusch
(2008)

JautuNTasanAII N

o 1%

(Co-creation) nuanAn

Y

R (Relationship Personalization),

V (Value Co-Creation)

Service Innovation

Gallouj &
Weinstein (1997)

WINNITUATOUAANNITINLATIATI

USAISHATASTUIUNIS

S (Smart System Integration),

E (Experiential Engagement)

Customer
Experience &

Personalization

Pine & Gilmore
(2011); Rust &
Huang (2014)

nsaseUsEauNsalianITyuAaa

Tngldinaluladuazdoya

E (Experiential Engagement),

R (Relationship Personalization)

Technology
Acceptance Model

(TAM)

Davis (1989):
Linh & Huyen
(2025)

asuNeMsERNSULALUlagHIUY
Perceived Usefulness LLag

Perceived Ease of Use

S (Smart System Integration),

R (Relationship Personalization)

Innovation Diffusion

Rogers (2003):

ANSERUSUUINNTSUIUAY 5 Uade:

E (Experiential Engagement),

Theory (IDT) Alshurideh et al., Relative Advantage, V (Value Co-Creation)
(2023) Compatibility, Complexity,
Trialability, Observability
Digital Sutrisno et al. msUsuasunsdnsiasu S (Smart System Integration),

Transformation

Framework

(2025)

1AT9E579 TRIUSTTY A
ASYUIUNNS psasSuwalulag

favaLaras1anNUgIdu

E (Experiential Engagement),
E2 (Ethical & Sustainable

Practices)

INAITNN 2 WU lakea S.ERV.E LATUn1swauivugIuiuifnainan 4oy

1m8 S-D Logic aﬁuauuaﬂﬁﬂizﬂau V — Value Co-Creation iLa¢ R — Relationship Personalization
Afunisadienuaisiunazauduiusianizsyana vagf Service Innovation 13 oule s
fiu S — Smart System Integration Wag E — Experiential Engagement %ﬂgﬂ%mﬂiﬂa@LLazaaﬂLLU‘U
Uizaumidﬁﬁ@mm d1u Customer Experience & Personalization L&) E tay R lun1sasisainu

Usgivlawazanuing wenannid TAM, IDT uag Digital Transformation Framework §9%288ugu
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waz V Tunisseassumalulad n1sunsnszaneulinnssy

AN5199 3 ATITIPNNEDARARILAA S.E.RV.E. AUNSHANEIN1ITIANITUIANTIUAITAAIAUSANS

AsaiAnen S: Smart System E: Experiential  R: Relationship V: Value E: Ethical &
Integration Engagement Personalization Co-Creation Sustainable
Practices
Radisson  ldwelulagfdviaway  Jsuupiuleduaz  Tddeyagnén lalszy lalszy
Hotel wiannesulvadlunts  Ussaunsalddvia USuusis
Group USuusieu3nig UDIQNAN Uszaumsel
Qatar 14 Sama 2.0 (Al Virtual ~ sanUWUUU dTUS Al Seug SEU3INGNAN lalsy
Airways Assistant) TAu3n1s Al TR Bufinsiv NORNTIULAY Wiousuuinig
lngans Hlagans JFunsusms
AirAsia 14 Measurement MOUAUDIAIY Wasndeya iunseanauy lyiszy
Framework Uag Data  #84n159NAIAEY woAnsTILte NagNSA1Y
Analytics Uoya ieuelusludy Feedback
fwowns  szuusesesulavuar  nslanBesens  USuusaagenn  @aygnndidiy 1¥3ngau
Aug SIN)  USMSIANISENAIIE UAENITERNLUY  ARINYOURNAN sulufanssy  viesduuae
walulad QREIEHY anvyy
SUIANT Al lunsuszdiuay UIMsHUNN RIGIRIEN gnénfdusin  Audeehad
vy \Boauazoyidude Foeneegnels QRESVIIRH DONUUUNANSTDNI A
WYY eI WOANTINGNA Fuilaveu
(SCB)
nau 19 Al-Analytics Tunns 2ONUUY EEARIRPEA VY laisgy nsanly
Wunda W Omni Channel  Uszaumsalianie dufuuy WaraRnly
(Central yaralun1stouts  Personalization U0
Group) wazdLasy
msSlafia

INAITIA 3 ANFILASIEY WU Lukea S.E.RV.E. @1315089aud Ul luuni1sannis

winnssunisnainuinistugafdvialaegranseunqy tnsnivlulifivesnisidmalulagdaasos

(Smart System Integration) LLazmiaamLUUUizaUﬂﬁﬂi@ﬂﬂ”’] (Experiential Engagement)

Agninluldluiieunnnsalifny asdnsaruluglvianudAyiy Relationship Personalization

H1uN15LY Big Data uar Al WivelauaUszaun1sallamzuana vautAednuilfves Value Co-Creation

gelsngluseavivesndt lneusinglugsianiiunisidiusiuvesgnailaense wu $1ue1ms

#32USNI5N19NN9L3UY Tud1Uva9 Ethical & Sustainable Practices wilagfinsnanidsluuiansal

LU FIUDIMITAUT haTsUIATS SCB uageinaudalauluesdnsd u dazvioul iy

[

iAo dugaiesdnsgsiamsianiuisluewian
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Smart System
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(M3Y380INT

YUUDIRTL)

nsuwnalulagoanses WU Al Big Data,
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WousudsunistiuinsTimunzauiu
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8. Nan15An¥1 (Research Findings)
91nN1sduATIER T e uaznisi3suiisuiunsddnwinainuany nuussiiuddey

AaandlumIs199 5

AN5199 5 WaN1SIASIZIURdluea S.E.R\V.E.

s a <
23AlIzNaY NANITIAATIEN
Smart System Duesivszneufigniluldunnfigalussdnsuinsvunalnguazssduaina i
Integration (S) naulsausy (Radisson) a1en15Uu (Qatar Airways, AirAsia) Wagan1dun13wu (SCB)

Ingld Al, Big Data way Automation lumsdnnisdeyauasn1sneuauasgnAwuy

= ¢ Y & 1 _aa @ & o w A s ~ ' 1
Sealngd wandliiiuinga s uiiugiuddgiesdinsuinishiamnsoasiasle

Experiential finsuszendldograunsvanglufauynnsdfing Misn1seaniuu Customer Journey
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11. Y2LdUBMUZNN578 (Research Recommendations)
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Abstract

This study aimed to investigate the motivational factors affecting the work performance
of employees at Oakwood Hotel and Residence Sri Racha, based on Herzberg’s Two-Factor
Theory and employing a quantitative research approach. The sample consisted of 136
employees. Data were collected through questionnaires and analyzed using descriptive and
inferential statistics, including t-tests, F-tests, and multiple regression analysis. The findings
revealed that motivational factors with a statistically significant effect on work performance
included job characteristics, achievement, responsibility, and recognition. In addition, the
influential hygiene factors were organizational policies and administration, working conditions,
professional status, and personal life. The study recommends that management design
motivational systems that enhance both psychological motivation and tangible rewards, while
fostering a work environment conducive to cooperation and stability, in order to sustainably
improve employee performance.
Keywords: motivation; employee performance; motivational; hygiene factors affecting hotel

employee performance
1. uni (Introduction)
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nMsiauveantinau W edinszrdanudusiussevinatiadsgela (Motivators) waztadeAqu
(Hygiene Factors) fidsuaneUszansnnnisviauveminau Lﬁ@LﬁuaLLU%LLHQV]’N‘U%JUUEQUIEJU’]‘EJ
UImIndnensuyudfiaenndeaiuuiunesdnisvedlsusuy Telausiugndniieuulstiam
anzradswsilsada lawas Ao mazauvesminnuiiiugiuannisvauaauyaains Gadma
lagasesiausegalalunismeu Usednsamnisuunau wazaaninnisiiuinisveslsusy
anumsaifenanazvieunudnduluns@nudadeusgslaifinaseussansamnisvinany
yoaninary weldidugiudeyalunisusvussulevisnisuimsmsneinsuyvdegraduszuy
Torauanuzauddororiniy neuniinisAnuifafousegdafidmanoussansninnisrie
yowmiinaulsusuguuuisabinuduiufieismdadldon Sederuindu Wodufudesiing
Uszdnvuazdugiulunsiauiulovienisudmmsneinsuywd i aenndesiuusumaniy
ogsfiUszAvSnauarfsiu
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2. IngUseasAn1IIde (Objectives)
1) leAnwszauusagdlanazuszavsammsihauvemiinnulsusuléaia Towma uous
LSaBAUG I3
2) ensuiisuUssavsnmnshauvesmiinanuduunaaiiededmyana 1wy e oy
ALY WADIYN15YINaUY
3) ilelnszvidvsnavesiladugdla (Motivation Factors) deussanSamaesmiiney

4) Welnszvidvisnavestdadudnqu (Hysiene Factors) siauszansnmuesniinau

a

3. auudgulun1sive
1) doyaduyaraiunniisiu TnaseUszavsnmusminaulsusy 18ajn Tawa ueus
saBiaud esTunTiuandnai
2) Uadepdlatidviznaseussansnmuemineulsusy 18a3n lawa

3) UaduAquildvSnaseussansnnvesnaulsausy 18aja lawa

4. NMSNUNIUITIUNTIU (Literature Review)
4.1 neufuseRela
Herzberg et al. (1959) la@nAungunisgedalunisviaudn aunelalunisvinay
wazeailinelaluauivhlildinandadenguietu uidawmmunainiade 2 ngu Ae Jadogsle
(Motivation Factors) ﬁ’uf]a%’afﬁgﬁgu (Hygiene Factors) fs1aztden Fall
4.1.1 U3dw34la (Motivation Factors)

Y]

Judfiasreanuianelalunuliiintu Jezdieliyarasnuazyeuanuivjiie

e

wazvibryaralussansujianuliegeiiussansamusenaume 5 Usens

1) Fnmaza1udivh (Work Itself) naneds nsasiionserivienisviaudududusy
Fammuananduiatng wiedangulderadnisadrsassdan ldindunudeniesnugin
dusudvaliufodldunde unui duasudeanufndisuadieassd iusui faudd
suisaninsnUfiReuldedsanysal vievhauladalunasudy

2) audnsalun1svieu (Achievement) munedis A E 5 a0y I0IT09UAINAINTTE
Tunsuddgwmy msueaiiunasu anudanuvesnuduainudidaifaldannsufdaey
lasuduung aauninuaan anuaiuisatunisei dgmlunisyjuaausazainunels
Turan1suumau

3) AU URAYEU (Responsibility) #uneile A1seausunsaliuneiuaIudnsa n1slasy
MsvaLe onges Juvy iWede 1indalunasunionsdnduauanddsfudyn {may
Alidefudyrnazyarady 9 dedmnladldsunissensuiuiedasilmiannis leousy

AsksUAEINTIAReY saN1SNaNINY
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4) nsléSuniseensu (Recognition) muneds nsdadrdureanisieuldies audsle
awdiinlusnnaming waganuiuiiavey naensudastlunsufifnu

5) anuAnvtiluntiifiniau (Advancement) manefis navidensusafiumsiuasuutas
Tuaninyaaa v3esuvis luaniufivha lenmalunsdousumismiessduiigau uasilona
IFsunsitmuiaug anuamnse Woved i ud uluivdnainnisujosiou saeaaulania
NSANYIRE BUTH kALY

4.1.2 ﬂa%’aﬁﬁqu (Hygiene Factors)

Herzberg et al. (1959) nanails Jadumquiutiafeivsdfseulinelalunsham ua
HuhadeiivnglviyanadinsjoRnuldnasana Ussneuse 9 Ussnis

1) JuLfou (Salary) U180 9 HAADULNUIINAITINNIY LTU AT919 LTULA DU AINBULNY
sutaataims Usslomiifogadu 4 muenusnzamesiufounasiuduiou sunnumizas
fuuisuiinyeu

2) Tenafinanth (Possibility of Growth) wunefls mafiyarailenald¥unisussdalnds
suislumiesnu vidensiivinugiatuluisdn

3) AUFUUTTENT19YAAS (Interpersonal Relationship) ¥u18819 @n1nAIINFUW
nsiufdunusvesynaaduaudu q ldun ARNGATVRIE W usI1IY wavh laUaduTey
Tuan1un1saleng o n1ssaudleu iRy nstismas nisatvayu wasn1sUsnymse

4) n3UnATRIlaRUTEYTT (Supervision Technical) Manef @an1mn1sunAToIteRuTy¥IUY
yesf{uimsseiugs TuisessiteseianuanunsavesfufUnau nsnszaisau msueunine
91U ANUYFATITU

5) ulguslagn15usns (Policy and Administration) #1899 AMNAINITAIUNNTIAGIAU
wRsalng 9 Yeensvie deasvieulidiufeulovisvesmieny Msuimseu mMsdasruuau
Yo UeAuTy msialenalildiusiulunisimuauleung

6) @an1nn15U UA 91U (Working Condition) nunedi ¢ aniwinuigaulunisniau
anmnsiauidunisam ldun anmuinden aauiiviianu wiesdensedld Yangunsal
anuazaInavislunsvinieu d81uwisanuazainlunisujianusie q nasnaunsouaqy
TUfspuannaveIUsuIuUiUIIUINYAAINS

7) @0un mvesIvdn (Status) vuneds anunmvesyaraludsauiiivdwaedfu
vioanunmvesindnlumenivesdsanfiiivdwsnsiu wieidunssuianyanaindndy
Adussdusznouviliiyanadndenu Wiguauinuiiujon
8) 1wt uaslun1sUF AL (Job Security) nunsfis Augdndifinen1sufvdau

Tuiuanuduasludumia waganudasadelunsujinnu
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9) §3mArnuiduey d@auda (Factor in Personal Life) n3aaninainuiduey wuneds
anunsalivilsiyanadanwidnd vdslidludianandldiny anmanudusgninseuain
wagauiduiownannisufiiau

INNITNUNIUITIUNTTNITUYEY Boonsr et al. (2024) Fadnwiminausedulfoanig
15ausy 4 analusimen Ima@qumﬁwﬂaﬁf&gﬂﬁ]LLaz{]ﬂﬁagﬂﬂummqwﬁaaﬁﬁmm Herzberg et al.
(1959) wud1 usegslalagsauegluseauunn uazdadediuynnadiulvafdinasonsgdaunnsieain
Chaioonkaew et al. (2025) usldnseunnAnussgslalndiAssiu usnanmslinszsindunuinade
druyanalidnadieUszdninm nmsUfiRauesaivodiAymeai@ ungd Roykaew (2024)
Feuszgndlinfnussgslaniely uazesduszneunumunsey Herzberg et al. (1959)

Wutundunuiimnuiviluming insaulddssadensviauduiy widuusdu
il feddyaziouiinisldnguiidortuluviunauaisuszian wu mulfdinisialy
UTEDINVUIALYEY WAZINTULANUNAT ARG NS LANA 1A URINT N BULIU LATIAST1909ANT
LAy IWUTITUNITUIING

FeRasanSeuifisuiiisiduiuunanues Maslow (1943) uaz McClelland (1961) 95378
aduauu wazveten1seSurenquassdfaduves Herzbers et al. (1959) laeg1aidussuy
lag Maslow (1943) a%mmhngﬂwaqwﬂmmuﬂiﬁummzﬁummﬁmmiﬁugmwﬁq ANUABINTS
Tugs §eaenadostuuiunaui fn1szuarausiuasane 197y vmegd McClelland (1961)
wueuuenmadsyanasumuieInsamdIEe Aayny wars e deaseuisivanain
yhludafoitriuidinadnslimiloutuluuiasdnuuznunarlniaineesdng maysannisian
nguiiestefusuiussgilauananisufiRoulildtusunsounge flanguivids mnusduiy
U3UNBalAsaasne Jausssunsuims wasdnvaziawwssnududidy luusunvedswsuldnaia
Towas 9 ednduaulugvuvulsusy wazweidasadinud aelddedidnsudnsiids
uazAszuiigs deuneliAsmainduusegslafiuanseanlsausumesiisvideiassnvunslvg

sATeRinlasdulvgdajsinvssifuusigilavieussansamnsvianuludnuas
LUNETU VIANTITYTAUINITIENINATLIIU APUTEINBVBIYAAINT LATHARDAMAINNITUTNNT
Tonss dafu nsnviessidsdaudiduiennaouanuaenndoswomguiussgdaluviun
psAnsfifidedinidalasiaing uasiannesdnniidasedndifioatuayunisimunulovieuims
AdsruiimngaufuuTunessv

NMNMINUYIUITTUNTTNT AN NEIABIAUNWius99slaues Herzberg et al. (1959) wuin
wqwﬁﬁiﬁa%aﬂﬁauLLmﬁmé"}ﬁ’iﬂumiLLaﬂsz “Jafuuse3ela” (Motivators) waz “ﬂ%ﬁ"fagfmu”
(Hysiene Factors) 3etaslesdnsidlanalnfidiwadoninufanelanazyusednsamveaniinay
ogdlsfinu nemdfovanstuludimdmuin donguiifeatugninluvssgndldluuiundsnety

WU QAAIMNTIUUINITAUNIARAFIMNTIUNITHEN HadNSnaukAnNA1eiueg19ldad1f gy Locke
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(1968) 3 UNBAMUMTTOUI WannefilamsiazasuayimudwnalaenswosEau AUNEIETL
Anusasiy uaznansUFTRNU druanuuandnanssgslasiunalniBanszuauns (Process Theory)
T,maLﬁuwmmaqmséﬁﬁﬂmmaﬁ%’mauLLazmﬁ%’uiﬂ'gmﬁwmmamu LAZUDIINNVIUITELAL
nuidgdulngaonntesiuiwsgeladanaidauindeuse@nsamnisvingnu win1s@nyives
Chien et al. (2020) wu3 Tumauinislsausuuaznsvieadioatadosu “nssensusaznsiulaly

a '

013w’ fisvsnageeussgilauaruszAviamuasmina unguiues Maslow (1943) duldasune
usagdlanudiduturesaudosnisaniiugiugdslageanus Herzberg et al. (1959) wiu “Fouly
yes91u” MiliiAnaufanelalaenss Wy mnudifa nsseusu uazaruduiinvey wagngud
989 McClelland (1961) wiuwsegdlaamzyana laua anudain1saudnsa (nAch) 81119 (nPow)
LALANMNENITY (nAF) TadenndosiuLunfn “Uaduainaussqela” vee Herzberg et al. (1959)
Talamzinuaudse waznseousuilatuayuauduiusidanuaseninsdadousegslady
Usgdnsnm

na13lean Uade9alaves Herzberg et al. (1959) agdnalagnsnaunssdunielu (Intrinsic
Drive) fidsiaiunmamiarUiinanu Tuvasiitadorquiuashmihiimuauiaiosnmeesssuy
N9 anAgdsAIUIAaYAUYY UTUNNIZYe9e9An1slawsy 18adn A3siuv 1y
Tsawsiluioanasssiundiflon daduinsgrunisuinisgauazanufianelovesgnéiseiugsia
Lazsned winnuIusdyiuusanatumnunmtazauAeniigeninunsguly wasdade
gelasy wWu “anudnsalunisyien” waz “nsseusu” JulinalagnieadfAvesnmn NIy
waz Uszansaimusnisunnnitlulswsuiialy wdsla3anisvineunuu Hybrid Work 58 Remote
Work nanerdutladeusagdlaluiogiedaau wiinswligadrdvdasslunisivuaia wazaniud
e Seduiusfunuafa Autonomy lungud] Self-Determination Theory (Deci & Ryan, 2000)
Tnowuinaudangutaeiiaussgddanelu (ntrinsic Motivation) wagamfianelalusy

4.2 YszAnsamvaaiineu Tsausu 18a3a lawa waud isadaud A3sun

A3 UszdnSaw vuneds nszuaunig 35nmiensnseyinle q A luguadisa
Toendnenseing 9 sulaun NIMeINInNEITUYIREINIU RunuuaeIsnsadunsvielsenaunis
Afinunngdunisdudunisideiadudnonin Peterson & Plowman (1989) ldl#Aumane
UsrAnEnnly Bomwhawdléinasgiu gndes sand Mwedadvidlfmssniuny asanunniy
nindunelfiAnnadwsidnann iausslovdsodsay Ranamilsiiunan fuftRnuiianuidnia
siomahau “an Tngasdusznauessyavsnind 4 fudleluil

1) #ruamunImIesy (Quality) Ao §UfvAvukasldlddsslondduasis 2 de
wardieufienelasonanisiinuianugnios funsgiu uazsands uenaninanuiidaunm

msinUsglevisensesinsuarasimnuianelasedlduinig
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2) frudsunany (Quantity) fe 1ufiiaduszdenduluaumnuaaniemuisany
Tnonaau fUFURIFTUTINaiivsngaumuiisvuelusiunuvedmnefiuismisliuagasd
MINUHLTITIAN e lldUTinaaumatmsnediimuely

3) F1unan (Time) fis a1fldlunsdudunuazdoseyludnvaziigndeaniumdnnig
wanzaufuLasiuaty dnsiaumedanisvhanlfaznnsadit

a) ¢ruerldang (Costs) fie ArlFarelunsdidunuimunazdoumngautunuuazisn
Ao azdesamutiosuarlduamlsunian deszansnmludfvesanlddrenieduyunisudn
fud nslduimandmensitamediunisiiu au Yan waluladfidey 141MAnUseTovigean
Ussninduenuaziinnsgadelvidesiian

4.3 yATeilieados

Boonsri et al. (2024) l¢vn1sAnuiseanssgslalunsufsRauresninnussiuujiang
159453 4 adleeinen mﬁa‘i’aL%aﬂ%mmﬁgﬁmzﬁuLm{gﬂ'«aLLasLU?&ULﬁaummﬁﬁadauuﬂﬂa
YNNI 91U 400 A IngldhuuaaunULaTLATIEREATRTINTIUUN T-test way F-test
wan1sAnwInuin wsegdlalaesamegluseduann (X = 4.17) Tnefiadislaadegegn loun Usslowd
yoaniinau Uselovirensdng wazfirn1an1suimsivaou azvieuunuimyeanisuinisdnnis
LaZIEUUNanaUWMUABN1TTUTII9dle Jadudiuyananiueny nsfnen s1eld seeziaingu
warsuvisuiinuwandsegnsditeddn vusimeldunndng wandiiduinusunddasade
wagldunseinddnsnasieusegslaninninladenstindsay

Chaioonkaew et al. (2025) lgvhnsAnwiFesdadogdlaiidmasiousyansawnisufoRau

(% [ s

YoantNI T5ausaduduay wnsud Quie nzudu we nsfnuiieszdenuduiusideaeg

serinausegalanuussaniamlungudiegne 200 au lagldnsanneenvian na3dedIvawsegala
wazUsvansamegluseduinniian uazdnwavdyanalineliiinauuanaisniulsednsam
pgwildudAy Jadeaiuanwuzauulouits Audunus nanaulny lon1an129un
LaZANINIING N d1Xns0eSUeAuRUTUTINYeUsEANE A mlaTesas 65.40 wansisnudAty
voaladeisasfinisiazussenniansviaulugiueinvuenadns B uRns
Y o = 4' v v A i o @ A o

Roykaew (2024) levinn1sfinwisesdadumuusegslandamwasenisviauduisveanidney
WHUNATY 1SIWTUTEAU 4 - 5 A7 nTannaIuAs uITedlsinalunguniinaunsa 400 Ay
linsimsieionneedaduniganionaaeudvinaveussgdlananisiaunduiiy nan1sdnw

! £ o« [ IS a v aa ! o =

nuIwsagladuandswwardnvauzaudanaisasge waztadeidinadonisviauduiy
pgnefitedifgy laun anudiia msgensutiviie dnvaraIu ANUSURATEU AMEULNY Wlgule
29ANT Lazn1sdeansniglu vauiiaunminluednlidasg1slitud Ay asiouinnIsvineu
Juiidluvsunanuasivuivussgdaddaingwarnisusmsiivuinnindadeduaudimi

wiuddedurunnildnseungulassladevendsuidsnazuduanudidgresdadeqels
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noUsednsniw (Herzberg et al., 1959) LL@'UNU%‘UwiuqiﬁaIﬁaLLima”UWU';"lﬁﬁ]ﬁ’&Jﬂy"’m;u
WU AIABULNU WAZANINLINA RUTENTNALAUNTT A8 oUAIINLANG 1A 1ULATIAT1989ANT
wazdnunzgndn WeRasakiuddudunuieanisves Maslow (1943) uagnguiauainn s
99 Vroom (1964)

Poo-Udom & Lertbuasin (2022) Idamnuvudiassussgslaii dawasonanisufiaau

INUNIULSTUTEAURIAT TaeAnwINTNUlUUSUNNISIANISTILTRUSTIUTEMINIUTENA INY

= 1

aziflauun nansAneInudl wsgdlasiuaudisavesiiu nslasuniseeusy dnvaerey

wavauduiusiugisrudgyyduladeddgniidninanonanisufiRnuveamidneu egslsinny

U o

nsfnwdnangutiunisseuiisudsinusssuluman Jsdslilieduieseazidanddnieaiu
Jadeauusunvesednslsasufiondiinadoussgslavesminanulubsas s nuvad sy

Jaratmetakul et al. (2025) la@nwdadousegala wazladuaquitdwnaneniiuassngnd

'
a =

vosmnaulugsianinuaaaiunisal COVID-19 nan1sanwImui wsagdladuanudniavesanu
anusufinvey warlontadiamtinluendn sansfsifadoriqu Wy Arneuwny uazan mwInd ey
Tunmsvihauiidnsnareruasindndvesmiinnulugsiafiinogilvoddn Jeduduinnisaing
ussgdlafimnzanannsatieinviyaainslugnamnssuuinisld ogralsfnu msfnuidanan
Yudunadnsaiuaiuassndndnessdnsidundn Sadalilitinszinansenu veusegslasie
UszdnSaimnisvianulaense

Tespong (2017) léAnw1inusssuesdns anmuandounisvieu uazusgelafidanasie
ANAIMNITUSNSWAEANRISNANAvRInTnUwUnTesinlulsawsulunannumuas nan15finy)
Wud1 4593elalun1sviudanuduiusigwuInduaunINNITUINIT KaTAILANANBBIANT
yoamiinny Ssagvieuliifiuitadoussgslafivnumdfsonginssunsuinisveaniinnulugsia
Tsousw og9lsfinny nmsAnwidyaiuenzununiesinuasinseiussgelasaniutade
audmusTsuedns Jadslulayaiunsinseilaseaiieveauseglalun nsiuveseAnslsusy
nnsiasadauisudiou wudn nuidealngfiauaenndesiuluuseiiud fyfidnw
Ao nsBuduunumvessigstaniely Wy anudisavesnu msldsunmseensunasanusuiingeu
Tiduthdsdfyidmadsonginssunsirnuvemiinamilussiolsausy

AR v Tadoussgdaiidmwariossansammsihauvesninaulsasy
Tugtuvuisadinudlagianigludiuil a3 sgdadsiuinide dwaliifntosiiadasedng
Tunseduednvazusegslaiiaenadesiuuiunmsviieany nufnwidndngdadulsuss
luvdelsausussiunansluilosioniiomdn saziinsdnuiluvunveslsausuuaziwesiasad
wudsedundidlen sudsanuusznounisfissegluilufiiasugiems wWu wakwufiieene
nzfueen Jeildnuauridaussnu ngugnin waznasgIun susmsiuan1eesiitoddnyd

Usngegedesdnfin tedninsenandmaliviadeyadaussdnddmiumsimunssuuusagdlaianeg

[
=] =1 o [

nqu Mty nsfnwiassildanudndulunmsfuiugesinmidvnns wazsilugiudeyadfy
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Tunsimuauleuignsusnismsnensuywdnmazay JUseansua uwazdsdunelausunianiey

D9 SILTULALLTDSIALSATLAUD bUNUN AT TN

4.4 NFAULUIAATUNITIFY

n1s@nwAuAiIt e ue Aengudusigala wasuszd@nsam lasasuidunsouuuifn

lunsfinwusegadandawmasausedniainnisvinauveaninau lswsy 18aja lawma woud

LSATLAUS F35190 A9

fauusAu

doyadiuyana
1. e
918
TEAUNISANEI
FEAUVDIALNULNY
whenuiidain

Telandenalfou

N bR DN

918113119

Uadegsla (Motivation Factors)
AnwaugauNIi1 (Work Itself)
AuEISaluNYINY (Achievement)

ANNTURATEU (Responsibility)

Auusny

Usransnmvaswineulsausuldan Tawma

waun Lsadiaud f3319n

—

AR (Quality of Work)

mslasuniseansy (Recognition)

ook LN e

ANUATINT TN 91U

(Advancement)

—_

v o N o R LN

{]aﬁlﬂgﬁqu (Hygiene Factors)
Rutpiou (Salary)
Tonannani (Possibility of Growth)
AuduRuSsEinsyAna (Interpersonal Relationship)
nsUnasestaRudey (Supervision Technical)
ylgunglazn15u3ms (Policy and Administration)
anunsUuRau (Working Condition)
ADUNNVDTIVITN (Status)
ausiuadlunsuFuRsu Job Security)

%3mmnmﬂuasga’mﬁ’; (Factor in Personal Life)

FuUiuIau (Quantity of Work)

guaan (Time)

Eal N

guAliane (Costs)

ANA 1 NTOULLIANNITINY

noufaeadeves Herzbers et al. (1959)
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5. 35n157938 (Research Methodology)
nsAnwisesglaniinadeUssansnmveminnulswsy 18ada lawma uweud 1sadinud

a a

33191 1Tun533813 9050 (Quantitative Research) il o nwinsinaulsausy 18aga Tawnan
Tnssmiafeduiliisngide di

5.1 Usgansuasnguaiegng

Uszrnsfililunisfnwadedifundneulsusaidada Tewas Srutuiedu 205 518
Youa o Yuil 31 nangran 2568 Tnesidumaiusuradoyariu 2 Yeamavan Téud wuuseuay
ooulavuuuwaniedu Google Forms dsdndsdsrludsnguiegarmumisdiua waznisduniwal
malnsdiifisdsluunansdiiielideyatirunsuduauysal msfmunvnanguiogidligns

Y89 Yamane (1973) 1iAII0IUIAYBINGHAIDENS

N
Gk n=
v 1+Ne?

lofmuald  n wunedls WwnnauiiegnWifeInis
N v31899 31UUUSEINTNINUA

e M8y AnuRalaeasungausuls (0.05)

205

Watheuwnuluans n=————
v 1+205(0.05)2

= 13554

AU vuIAna UA0E19la Ay 136 518 9l 9nT1uIulsEInTi ldlun1sfne
AU 205 318 Inglananuwuuasuniuesuladlviiudszmnsnmun wudl Tpeuluuasuniy
nduNT 91w 163 518 Amdudnsinisneunduiesas 79.51 ndu3deldvinisnsiaaeu

ANUANYTvRITaYa WU JuuvasuaIN TIul 27 Yandideyaliasuniuiefneaniainnis

€

A9 danalvimdsuuvasuaiuniliauanysaluavarunsaidnunldlunisiwaginisaiale

T 136 90 Faduruwiafivianzand msuanidedd@isnalusidng waziiiesmedon1sinszi

o w

Toyaneans TINTiiaNnsaasyeudn v o TEYINT Meg sl T A N19IvINTg

5.2 1A389NaN 1Y 1UN15IY

24 ] 14
a & va v v =2

A3 09N L IUNNSIF8ATIT LU ULUUADUNINTE 3T WAL UIINNITNUNIUITTUNTTU

Y

N 4

LuIA R e wazauldedideitesegrnduszuy i olWaseuraunisiausegele
fdmanayszdnsamnisuuRnureminau lnslassasawuvasuaiuwuseendu 4 du
oA (1) Teyaniluvessmoukuuasunny 913U 5 18 e huUNaN vz UTEYINITVaINGUAIE4

(2) wuvasuamaNuAniuieatuladegelalunisufifeu ruau 20 4o (3) wuvasuniuAIy
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a (=3 N [y o % A 1 a a J v a 3
AniwieaIfuladeanquindenanedsed@niaim 911U 32 U0 way (4) LUUABUAIUAIUAALAY
a [ [ a a a va o ¥ - a v 5 a a a
NefuseauUsEdnSnnnmsu iR 91w 12 e tieUsellunadnsidelssaninamuesynains
amsawegrnduszuy nsinszauaruAmulduinsdiulszuiua 5 53U MULLIAATDY
Likert (1961) Fadunnmsgiuilasuniseeusulun1sidendinumans lnamnunyinziuuniue
FEAUTRENgntINTign WeaziouszAUAUEIAYNE0AUTIUAIBVBIENOULUUABUN DS
potloslusuau nvaATele wuLaaunNatUsHlasUNIRTIRaRULALUTUUTIRNTBIEUO WY
Y89913156NUTNYT NeUUMAUBRTEIYIY 11U 3 YU LOATIAUANLTBINTUT B ilon
(Content Validity) mesvilanudennassadilan (I0C) FHANNIAU 0.901 LEADIAINEDAAR DI
vaafomnuivingUszasaniideluseaugs anduldiuuuasuaulunaaesddiunquiiegng
11999 97U 30 AW wavdIraf ldumiatauu g edie taeldans Cronbach's Alpha vo9
Cronbach (1970)
< v

5.3 MSAUTIVITINTDYA

nmsiuiusdeyasnidunisluginiouuwieu w.e. 2568 fuflounsngiau w.e. 2568
WU 2 Foanenan lawn (1) suuaeuniuesuladuuwnaniasy Google Forms lagdsdanludingu
Aaog 1wt eandianaslalfuaihe wag (2) n1sdunirvalnialnsdwiiiaSuluuiensd
Y a v ¥ d' = o & [y & v
WeiuANuAsUEIuYeIteya Ussynsildlunsdnwaseliduminaulswsy 16ada lawman
edesiusainierainannsneuiuuaeuny HIdelamiliunisdunsiaaeunnuauysalvestoya
VNYA TIHIARNTDIMUVABUININIaUEMTaEAN ldEnARBITUYBIAINBY UBNINT Aol

2 v a v A O A4 A aw ° i

wuvasuaululdlunsiiuteyadse ladinsnegeuanueduvetaiaileide Tngn1sAudne
duuszdnsueanivesaseuuin (Cronbach’s Alpha Coefficient) LitogudunMAIN warANUTRTD
vostayanihuildlunsimneiiavasunanisidesely

5.4 M3AAsIzvidaya

a ¢ v °o & aa v aa a £ U

n1saTeiveyaldlusunsudiiasun1eada lnsodvaddidanssauwn laun Sosas
wazALadY Weeiulednyuslaya uagldadfgeeuunu laun T-test, F-test (One-Way ANOVA)
LarN1TIATIEviannaenvAM (Multiple Regression Analysis) lngfinvuaseautud1Ayniaif
0.05 nauN1IATIEManneslAlin1snTIvdeUANLAF LT 0IRUYBILULTIABY Lk N15ATI9ERY
ANHFNTUS SEnIRILUTBasY (Multicollinearity) Aedn VIF uag Tolerance @sagluinasinisausula
LATN1INTIABUNITHINEIILUUUNATDIAIAUAAIALAG 0U (Normality of Residuals) wu3n3

v a a a g v & ! LY Ed L o = o

nsnseneglndifigaund mamsliasigiigliiui Jadegslasudnuazau anudusa lunisvinu
ANNFURAYOULALNTLATUNTEBNTUTINITITEAIUATLAN NN TR d0un NURIIY TN
wardInauiluegdiudiddninareanudusedninmeendnaulswsuldadn lawma

o w a [y

1 a o ad
pg1NULFAIRYNINEaRNTEAU 0.05

>
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6. Wan15338 (Research Finding)
6.1 nan1sAnwsTAUKLTeslavaninu Tswusu 18a%n Tawma uaua Lsadinud AI5191
Poyaludmilusznausie nan1siasziifgiuusgelavesmineu tsusy 18a3n lawma =

1%

Usznaumeladeqels uazladerqu duansnindsznaulunsnd 1 uag 2

m15199 1 Jadegdla Anade (X) wagdrulsauuinnsgiu (S.0.) vessudsumen

fauus x S.D. sEduAMITosiY
(AZUUULAY 5) (Cronbach’s Alpha)
sudnunzvesUTUFUR 3.76 0.70 0.89
suanudsalunsinnuvesyana 3.92 0.72 0.88
FuMINTURAYOU 3.91 0.70 0.87
FUNTLASUNTEBUSY 3.71 0.73 0.88
Frumufvthluniifiniseu 3.54 0.79 0.92
Aladesu 3.77 0.73 0.89

9915199 1 wan1shiasesiamsindadegalavesndneu Tswusy 18afa Taman
wul seRuauddyvestadegiladiuningiu laedaad ssmeylussdunnudidyann
(X =3.77) LLEWLﬁE]ﬂf\]’]iﬂﬂﬁfli%GT“Uﬂ’J’]ﬂJﬁ’]ﬁiy/@%fIU’izﬁUﬂ’J’mﬁﬁﬁigmﬁﬂﬂzﬁ 5 579015 U2naunig
aruaudnialunisiinuresyana (X = 3.92) druanusvAnveu (X = 3.91) d1unslisy
nMsaufu (X = 3.71) AMudnuwarvesuiiufud (X = 3.76) uaganuinamiilumiifniseu

(X = 3.54) pua1nu

m5197 2 Jadernqu Anade (X) wagdrudeauuuinggiu (S.0.) vesuusnan

Auls x S.D. sEeUAULT LY
(AzuuAY 5) (Cronbach’s Alpha)

FUNIRUADU 3.71 0.68 0.94
aulonanivinlusuieg 3.54 0.84 0.94
AUANUFURUTIENINIYARS 3.86 0.79 0.94
Fun1sUnNATOITIRUT Y 3.65 0.89 0.95
AuUleuIBLar NITUINIS 3.93 0.78 0.94
AuEnIUAIMNSUSURNY 4.06 0.76 0.94
PUADIUN NV ITN 4.26 0.76 0.94
supmsiuaslunsUi Ry 4.09 0.78 0.93
audinaududiud 4.02 0.75 0.94

AladeTy 3.90 0.78 0.94

mnewe: A1 X > 3.51 uansiiAnadeegluseAudidtyunn
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2110015199 2 wansTiessiamsudadeaquesmingu Tssusy 18adn Tewas
nuin sduauddyuesiadeatquitunmiy Taefanadssueyluszduanudidyuin
(X =3.90) wazidlofiansandeseiuanudfey agluszaumudAuIn 9 518013 Usenausey
Fruantunmvesivdn (X = 4.26) duaruduaslun1suf i (5 = 4.09) duanm
N15UHUR U (X = 4.06) Arudinanudusgdiuds (¥ = 4.02) Aruulauiguaznisusnig
(X = 3.93) suanuduiusseninayana (X = 3.86) AuldULAoU (X = 3.71) A1un1sunases
Jaruteyan (X = 3.65) wazaulenanuilusuian (X = 3.54) AaIAU

6.2 AnwszAuuszansnmvaaniineu Tsawsu 18a%n Towma waua Lsadiaud A3s190
fogyaludnilsznaudie nan1sinseiiertulssansnmuesminay Tsausu 18afn

Towa v faananmusznaulumsned 3 salud

M15791 3 Jeyaseaulszaniam Anade (X) wagdrudetuuninigiu (S.0.) Y0eiuls

Auus x S.D. szeUAULT Ry
(ALY 5) (Cronbach’s Alpha)
AUANAMYBY (Quality of work) 3.94 0.70 0.90
FuUTUIIU (Quantity of work) 4.06 0.74 0.90
puan (Time) 4.10 0.70 0.90
fuAlgane (Costs) 4.22 0.64 0.93
ANy 4.08 0.69 0.91

Mnewe): A1 X > 3.51 wansiiAadeegluseaudAngunn

NAN5197 3 wamFeTeideya wuiissiulsEvsnmesninaulsusy 18ajn Tawa =
sunmsn Tneddnadesmeglussiuiiudemn (X = 4.08) wazidlefinnsanissefuanudaiiiu
agluszauiudisun 4 519015 Usznaudle Auaildaie (X = 4.22) A1uian (X = 4.10)
AUUSHIUY (X = 4.06) WAEATUAMAINYDNTY (X = 3.94) MUA16U

6.3 aSsuiisuUssavsnmuaaniiney Tswusu 18a3n Towa woud safiaud f3snan

foyaludiuivsznoudie nansiemeiieudfisuussansnmuominaulsusy 18a%n

188 LUNANLLNA fananIn1ndsenoulunised 4 selul

M50 4 uansralUSeuiisuUsyansamueamtdnaulsusy 18ada lamas Suunanine

WA x Std. Deviation t df Sig. NANISNAEAU
BY 4.22 0.590 2.19 134.00 0.002 LANFS
‘V@d 3.88 0.630 3.17 120.92 0.002 LANFS
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v o W 1 )= a

INANTNN 4 HANTNAHOUALNATIUMEAT t-test NszaupdAsy 0.05 wud HUsedngam

o

=b.

vaannaulsusy 18aga lawa 2 fa1 Sig 0.05 Wiy 0.002* FatleeninseauiediAyni19ads

o

a a v

5¥AU 0.05 LaR931 BONTUANNAFIUTEY H; Ao tnAwana9Auliussansanuaanidnaiulsasy

18a3n lawna < Muansg

aa a '

6.4 \aAnwtadeyslaniidnsnaseussansnmvamineu Tswusy 18a%a lana waua

LSATLAUDY ASTIYN

a a 1

wedAnwdadegelanddninadeuszdniamvemdnaulsausy 18aia lana o dwans

[
I

AnUseznaulunisei 5 salud

= a '

M5 5 Jadpqalanidvinaseussansnmeasminaulsausuy 18ada lawma

Uadegela B Std.Error Beta t Sig. NANSNAFIU
(Constant) 0.846 0.172 4.925 0
Fudnua Ui 0.191 0.067 0.222  2.853 0.005* il
AuAnNdIsalunsYau 0.276 0.081 021  3.416 0.001* il
fuANNSURAYEU 0.181 0.091 0316  1.975 0.050% i
FUNSIATUNTEOUSU 0.203 0.068 0.2 3.001 0.003* il
frupudnmthlumifinisen -0.006 0.05 -0.008  -0.129 0.897 Taifi

* fdvd Ay eananseavu 0.05

A aa a

31015199 5 wan153asievidadegelanigninadeaudussdnianveandnau
Tsausu 18adn lawma 2 wudn dudnwazauiii anudusalunisvinnu diuausuiaveu
LarA1UNISIAsUN1sENTY dnarenulussdnsamuessniinaulsiusy 18ain lawma

1 SIS o U Q‘le o
DY NUUYAAYNNFDANIEAU 0.05
6.5 WaAnwUaduAquinlisvawanauszansamvaaiineu Tsausy 18a%a Tawma waud

a ¢ A (% =] 1 g
LSETLAUD FI5197 AeudnsnwUsznaulunisnedi 6 916]11]14!

a 1

M13149 6 YaduAnquinilavianasieyseaninmueminnulsusy 18a3n lawa

q

Hasuinqu B Std. Error  Beta t Sig. NANSNAFIU
(Constant) 0.817 0.160 5.108 0
RuLhoau -0.031* 0.062 0.033* 0.493 0.623 Taid]
Tonannamii -0.062 0.05 0.082  -1.234 0.22 Taigi
ANUUTUSSENISYARR 0.094 0.059 0.117 1.585 0.116 Lud

(Interpersonal)

n1sunATaIlIAUTYYN 0.074 0.044* 0.105 1.707 0.09 1aidi
UlUIBLAZNITUTINT 0.129 0.061 0.159 2.107 0.037* 3
annnsufURu -0.224 0.09 -0.272  -2.503 0.014* F\

2D

A0UATNVDIVITN 0.514 0.071 0.622 7.209 0.000*
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UadeAnqu B Std. Error  Beta t Sig. NANINAGHBUY
ausiuadlunsu R 0.013* 0.095 0.017*  0.141 0.888 laidl
Finpnuduegaius 0.223 0.062 0.265 3.602 0.000% Hl

* fdyd Ay eananseav 0.05

NANSNN 6 HANISIATIZNTITA1UNTDNTNARAINUTUTEANS AINVRINTNIUTTILTY

9

1W8adn lawma 2 wudn an1mnsuJuaau anunmveslndn wasdinanuidueydiusn

o w P

= 1 = a a U 6V (24 1 a o aa U
Hnasomuiluseansnmvoantnaul sy I@ﬂgﬂ Tawa = DYUNNNUTAPYN NN TEAU 0.05

7. @5Uunan13s3euazanysne (Conclusion and Discussion)
7.1 #5UNan1sIY

Han1sAnwIszAukTdlanazyseansainnsvinauvemdneu lsasy 18ada lawnag
Laus L5atiaud A3w wuindadegslafidnadesan 3.77 (SD. = 0.73, a = 0.89) agluszuun
Tngfuusiiianedegsan Ae Auanuduialunisiauvesyana 3.92 (SD. = 0.72) 599831
fie Fupusufinveu 3.91 (S.D. = 0.70) axviouussduilmadugndfinudn vaeiidudsidanade
gn Ao sunrmfmhlunthiinisau 3.54 (S.D. = 0.79) uansitadefumnuinissezen
gelaildussgdlavdnidodisuiuiiadeiifvadostuanulaass dautadeenquiaiadesu 3.90
(5.D. = 0.78, & = 0.94) ganifadegsla Tnesudsidanadogsgn fe Fuantunmveindn 4.26
(S.D. = 0.76) 509891 Aa FuAuuAslunITUfTAIL 4.09 (SD. = 0.78) wasduanIuAIw
N15UURU 4.06 (S.D. = 0.76) @gviounissuiauatagiadvsnmlunisvinaueg 1uaudn
yaugiisuUsidanadoman Ae sulenmarviilusunan 3.54 (S.D. = 0.84) lusefuyUszansnm
AsvuiAedesin 4.08 (S.D. = 0.69, A = 0.91) agluszAuiiudieun Tnosulsidaade
29gn Ao A uA1ldI78 (Costs) 4.22 (SD. = 0.64) 589a931 AD A U1 (Time) 4.10 (S.D. = 0.70)

A %

dauiuusidanadenign Ao dununmMYedau 3.94 (SD. = 0.70) egslsimudinseylusyiuge

4

o =

Ingasuidasseuiiey JaderquilaniadesiuganitUadegdda waeseiulssdvsamnsianuilaiade
geanlunmsIn asvisuanuenleadauinssmivseuulsslauasnaans MU UAnuveminauly
3 a % a A 1 LY 1 r.ﬂ' q.'/ L% a a 1 1
DNANTUINITTESAUNT LU YUDY 1NYALAU mmmwauummmuﬂiﬂizammwaqiwmﬂ 0.90 - 0.93
WALARAUTININU 0.91 @DAAAINULIAANISUSEIUAINLEDAAR BIN18luad Cronbach (1970)
Uadggalaaninaseuszdnsamnisvinuvesninaulswsuldaia lawman liun dnvazau

o

Audsa Anusuiinvey waznislasunissensudunalnd @y iindndulszansanaemiina
Tsauswueghaiiteddy veludfsuam fuamniw uaemslinsnensedsdua Inaanednuas
uiidataunazyimetiglininauimuadifuanudidy MasunsuURnu uagaruay
szezialiegaliusyansna dwalinishivinisdulumunnsgiuuasiiusdeninudeinisvegnd

TufifisuaunIn ANUSURaraUkarnIsisun1seausuiunumasaseauldlalusivaziden
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AUTOUABY LAZALANLANDIUNITFNHINIATFIUIIUUINIG antaianaln wagiiiuauiinels
YU SUUTNIT TRAUNUAING1IABAAR 8ITUNG WA ANUAIANTIVEY Vroom (1964) FeaSurein

sala ! 1

winuIuesuiinanuneteuveswuilugnansujiRnuifuasnadnsniiauaiegadu

q

6y 6V

sUsseu drudfadeamquidnsnaneussans imnisieuresndneulsausuléaia lawmas
leun wlauiewasn1suins aa1unmeesinndn wazddnanudusgdiuds 8nSnalagnss
sovszdns awnisvheuremidneulsusy 1afa Tewas Hedunaiazamain lnsanz
anunmveivindaidninagean azviounisiuinueluunumviniininssduniugaiudnw
1AsgIuUInIg WlevsuarnsrUIUnTUIMsTidalautisanautdeu silnisiausansa
waziduszuy vagiian mnsujoanuilivanzan Wy msseugdenineinsiiadenals
UsgAvBamanadlusnuannm Tindiifiaunarisannnuiaientazauianain deandediy
LWIAAYDY Herzberg et al. (1959) waratuayuNani1sAn®1vae Roykaew (2024) Wag Ounsanthad
(2017) Mtuunumlassadamsuimkazaunmdinnsiauinnittadenansuunumninisiu
ATHAGERNILe

HANSIUTUgUUsEANS A NN vIuvesninauduunauadeaiuyana Ly ine o1
AWMLY KaED18N15YI19U WUIUNAYIY (X = 4.22, SD. = 0.59) uastnAnds (X = 3.88)
(S.D. = 0.63) fiuszAnSnnuandnsiuetafituddnisesu 0.05 (Sie. = 0.002) Tnemaweianade
gant dedunuilasiiouiunaduiusfudnvarauuarunumminidldsuneunneaelussdng
uAlHIIINY AIIMUTIL LAYAINAGBIIIF LYY 1UTIUHABIANTANTUT LaE STUTUEY
FanTuulfumngausumayguinniluuiediunds vaed uuinisdrumii sudoudy
uUTTAUNY uazuiidesliinuznisdeats amnvasidenseunsy uaganuolald duualdy
wnzautumangslunareuiun serslsfinng Aeds 4.22 way 3.88 ldladunedugamnug
dFnanmlaonss uiaseuuiunnisinassnusarlenaiuanieiu nansfnwiaenndaaiuey
984 Mooltongton et al. (2021) wag Niwanti (2022) FNUAURANE 1A TUUTEANS AWALLIA
Tunelssusunazniansndn 91nfina1nandnediu wudnanuumnssfumeat asduusTUTE AU
Usgansamnisvinauresninaulssuegnidediany Tnendnaumarsduuildulaning
mMsufReuilansiund luifdunaiwasdunmunin agvieufiongAnssunisianuiiysadugns
msimualmneitaeu waznismuaunszvaum sl duldmunseuszeznandidimun
og19il5zuv Tsdamalimsdaevnuiirnunssenauazananuaaandeulunsufifou Tuid
AUANNIN WU uANd S auazANT et ulidivatvayuliiinanuazBen
S9UADU NIATIVABUAINLGNA DS WazN15NWININTEINUTNT08saLaLe TaeNanisAny
auladeaiuynna dauaenndes AULLIAAAINABINITAINES U8 McClelland (1961)
fiesurusstuidsanudise waznguiduduaudesnisues Maslow (1943) et liiiuds

ANUuANFsvasdwuILsIgdlanaznsiviauaseaidminglunsineu
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N153LATIEdnsnavesdadugela (Motivation Factors) neuseansninvesndnaulsawsy
18adn lawa « nan153denuin Jadeqsladulngddninasadsednsamnisiauveaminguy
lswsuldndn lawmas egeddedAgyn9ada lneadudnialunisiauddvgnadsuindaau
(Beta = 0.210, Sig. = 0.001) agviouunumvesnsfuiuadugnsluniii sesasn Ao dnvnzaiy
7Y (Beta = 0.222, Sig. = 0.005) wazN1TMTUNISEOUSU (Beta = 0.200, Sig. = 0.003) Faveia3y
Fnonmuarussdndulunsufohiau uenainid anusulaveudaisnsnalusedudoddy
(Beta = 0.316, Sig. = 0.050) wanIdieAIUEIAYVDINITUOUNNIBIIULazdaTzlunIsAndula
Tuniensetudin anud1amirlumiai nsaulinudniwaeg 19 fedfey (Sig. = 0.897)
Feondsliifudadondnidwarenanisufvaeuludagtu nan1sidedatuayuuuiin
389 Maslow (1943) Tusziupnnudesnissuauiune uazdidenndeasiu Herzbers et al. (1959)
fuosirdadorquiudoulviiuguiiosdnsdesdaliivuyan ilonssedulssansnimnisiau
vosntinauld

mﬁmeﬁﬁwﬁwammﬁm‘"m%mu (Hygiene Factors) foUsed@nsnrwveInudniy
Tsousu 18afn Towa o wansiasizianaosnngadliiiull Jadeaiquuiaduiisnina
seaUsEdAnSamnIsiuvendnaulsusuldaia lawas egniidedidynieads laganiunin
194391 NTINTnal¥auIngean (Beta = 0.622) agvounudrAgyveiniseusuluunuin
nazAndnualivndn sesawn Ao Fnanuidusgdrudi (Beta = 0.265) Fauansinavosaugany
FindeUszAniamuarulouns uazn15UIM3 (Beta = 0.159) Avrwatuayunanisujodany
g 1efltfddny vunfertuanmnsuivRnuisninadeau (Beta = -0.272) Usiiadadin
FruanInuIngeud enaanneulsz@nsainlaesiy nadenan@enad eat ULUIAR
93 Herzberg et al. (1959) #iviadugdladumnseduliyararumnisviuuasssduadugysd
finaunm svsaeniuiunguiididuduaudasnisves Maslow (1943) lusefuarudosnisdiu

n1sengewaznsNfnAnenmuesnues JaduusmwandudAyrenisitnuedradiusza@nsam

8. msUszandlinanisideiieasusirsanuaunsoniannsudetiuvesasdnng
usagaladunalandnd duied eudszAns nmvesninaudieuinsuasdugiuves
Amansalunsutetuvesesdng lasnaidofinunnuunndreiumeassioufearmsnduly
nseenuuuauliaenadestuaiumainvatsuindu nmsseydadedidny wu dumiseu
AMUTUAAYeU wazA1mauLny Yrgliesdnsiinuauleutelansyn ann1sgadonseanu
waziiuUszansaalassan msidlousstunmeludstionseduuinnssuuazan §ns1n1sateen
dmarionmamnIsHARLazsUIMslusedUUssna uenaini wamsdnwannIndosendmey]

Arunsegalaluviundsemanmdaiau wagldidunssudmsuauidedu Productivity
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9. JoLdUaKULNI5IYY (Research Recommendations)

v

9.1 YalduauuznisIsgluaunan

Al Anwnslulsausuuiaden deonrliiasiouaussgelavosminaululsusy
Ussiavauvdefiuiiay q snimslduuudeuanniisseghaiisronasifnanudiladdnluiiade
wssgslaunsdszns fadu euidesoluaseesludlsusudseinndy Wy 3 a1 wio 5 A
videlunfineduiioisouiisunavesusagdlaluvuniiunndneiu 9ndedidafiuss Deuisaly
LuuaeUAmAsTiNsAnyIGanaAIN WU msduaweidedn el lanalnussgdlalusziuiaien
nPu MIITBLUUIMNTINAT Wy Wudeyanninnungudlugisneu wazndinsuiuuleuns
psrnsifielienevinainvosusigdlaluszoren wasmAsouvunaunaueguduszuy noideules

a

TayaldauTinaLaziinan mnsauiuLa U suWisuRaans Jasizrusagdlandnauluadies
viowflgmdn sududminsedasldfmuunasugiounna wu seldner shsnisieuiien
Lardns1n1sInududaudsseninadadegadadunanisyjuiau nsTasiziinaiessau
ileusndvswavesiaduseiuynnauazsziuedng wu ulsuieAnouwny

9.2 YalauauuziBamgeiuaideuleuis

NANISANBITUTULUIAR Herzbere’s Two-Factor Theory Wil A158 A1SNAZOULT 1R
TugnanvnssuuimaUssavduiiousuldnguilidrduuiunlnesnniu dwanisAnuiluiaun
LIS I NeINIHY i aenndesdulasiaiisussgdanieluaz Jadouindeunisviney
AsUTUnsauLIAAl T Az audadenisTaussaulne wu Snvmganuduius i dadidudy
e donsiuausiuaslunsvihau Welfiuauaonadeadsuiun Waunszuuusegslafiauna
seinetfadogilauasiiadornqgu Anwiiassduiiaanuasseduesdns wlovheudiladvinares

lassaisesAnsiisienisiuiusegddavesminnu lnglddeyadaszdnylunsimuaulouieyaains
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Abstract

This research aims to study 1) analyze the factors influencing the purchase of 96.5%
gold jewelry among Generation Z consumers, 2) examine the relationship marketing
elements affecting their purchasing decisions, and 3) investigate their attitudes toward 96.5%
gold jewelry. The sample group consisted of 400 Generation Z consumers aged between 16
and 30 years old, residing in Chiang Rai province. Data were collected through questionnaires
and analyzed using descriptive statistics and multiple regression analysis. The findings
revealed that Generation Z consumers placed high importance on relationship marketing
factors, particularly the credibility of gold shops, customer loyalty, and customer assurance,
all of which had a statistically significant influence on purchasing decisions (p < 0.05).
Although staff attentiveness received a high mean score, it did not have a statistically
significant effect, suggesting that Generation Z consumers tend to rely on self-acquired
information rather than salesperson persuasion. Relationship marketing variables accounted
for 40.80% of the variance in purchasing decisions. Moreover, attitudinal factors—including
consumers’ knowledge and understanding of gold jewelry and emotional perceptions such
as viewing gold jewelry as a fashion accessory, a symbol of social status, or an investment—
were all significantly influential, with emotional perception having the strongest impact
(B = 0.59, Sig. = 0.00). The study indicates that relationship marketing, emotional perceptions,
and consumer knowledge are critical components in developing effective gold shop
management strategies that align with the needs and purchasing behaviors of the new
generation of consumers.

Keywords: Generation Z; 96.5% Gold Jewelry; relationship marketing; attitude; buying decision
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of Alternative) Fuslaadausndndulavuiiugiuvesnudiafuaswnua wnfsiugiuuissens
wgelsiunnsnarndilanszuiunisiansumadenvesfuilaa 4 sUszneudae fuilan
fiflanu s uilazaussaudesnisvesnuies guilaaumaninauszloviuisusznisainnnsly

wva a o

wandaeiiy 9 warduilnauowmdndasiutarsindugmosnuantafidneamuainvaslumsuey
wauselond (@) ndinaulatie (Purchase Decision) {uslnnazinduladondntnmifinuesaulauasiis
welaunniian nufedadosng 4 Andussriemssadunanginssuuaznisdndulade 3 Usens
Fun wdminmsfimsumaden deufiwsiAaanulunisde wasdanisdadulade Tnsnsdadula
Fovarjuilnaagilsfansdud/ivie Sudwietesnssming Sunuiideluuiazads 9aaanil

WWendedual wargunuun1sdiseiiu uag (5) WeAnssunaani1sde (Post Purchase Behavior)
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dierjuslaalalinisdndulatedududs wannaglasuuszaumsalannmsldduaniu Fee1alug

anuiswelavselufisnelafld wminifaanuiianels fuslaassiiunuaiuasdefvosdudn dmali

AnN1sPeg a1 kUzAUA DY tage1aagyiliiingnAselnil lunianseiudiuminiie

Y

1%
=

auldfianela guslnaenadndedustuluswian uarerauendefsUszaunmsainlin Jedenaide
regsnalaevilvisonvisanas
4.6 1UITpINITaq

[y

Thanavisarnkajon et al. (2020) lAfN®5 99NagNTN1NITAAINAUNITLADNT 0T Yl

[ 1

wsoslszauwngnedissdmiaiivalan wuin winauliuinsduduiiddysenisdndulade

o

irsesUszAUSudivesgnAmniian Tnslamzanugnin yaasinme Suszaunsal uazansnsals
Awifeiusiduiuaslviduughdulsslovidegnals

Yuphuang & Uon (2021) l¢@nw13osmsimuiuuudiasndsaimnvesganimnisuinigly
nsBeintesuszduruumanrlesuooulalulszimalng wud nsdanisgnddeduiusnindana
yanssonuamnsliuIng asnsarelininnuredlagnéléfunngatu uazdiesligndn
mmmmwmaiaaaammamﬂmimi LLau“U’JElﬁi’]ﬁﬂ?’]ﬂﬂﬂWUﬁVl@ﬂUaﬂﬂ’] uihlugnisiaaudng
AOLUTUA ﬂmmﬂmmmaqLwiummmwamaﬂmmwmﬁmms iesainamdnuaiiusud msdeans
wazauUd ofievesnusud fduddydenisdedudivesgndn mngndninaaulid sty
Tuuusud oradsuaromsfignéludodlususudiiu sutilugnisgydegugndnld

Chombunchoo (2021) léAnwidesngAnssuvesiuilaalunisidendewndossedusyud
Tuagunewdies Sarianigauys wuin drulvadunands Bendouwmu Teldies wardndulate
fheanes Tnsdilsdsmnuiideidos/mnuindofiovesiiu Snvia e ang aamunm szdunsfing
01w uavseldinasreiiou Sdmadensinauladoniosssiusyud

Phuengsamran et al. (2021) l#@nw3osnagnsnisdearsnisnaialunisairanmanal
erfindannuannsoluniswsduvesgsiansidyuduazie ssszdudmindunys wui
ASAoAsNIIMALUUYIANMS Uszneuse wiinnue deyana (FgUsznaunis) madeauansdudn
nslasaniledeaiiie msussrduiud nsauslusludusing q uasnmsadadessaniududn
annsaadeamdnual aieanandesiu warafreuszaunsaisiuiugnnld Jsdawarengingsu
nsBevesrfuilan nseduliiinnsdndulate unsduingvenegiugndlu waradenrudiniudi
anALANlAdNeIY

Jingxian et al. (2021) l#fnwisesdladeisanivndisisvsnaronuAuususvesgninfidea
senansiuiunulungugsiaedosussiunesdluwnngumavunsiazUIumma wui1 msiud
A mveensTRuInng leun msidnuazidilagnd mnanindede amdesunazanulingsly
N15IUTN158NAT AMNENWAIYBILUTUA UAZAUANATDILUTUA AIHANIINTIFONANTTATNIIY
VNN1TAAN

v daa a

Suwanakiri & Hattakipanitchakul (2022) lé@nuw13estlasefiiisnsnasrenisdndulade
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danFowmnumnesmuszaumysuiniian lnedeiduund daidionels uazdoieldiluaiosssdiv
suueanueannfian Jadewsegla aruusegdanisluiazuseyddaniouen Jeuseglanielu

ANUNTTDLATDIUTEAUTUR WNF1ETATYNANUTBUAIUFD ddNanan1THnaLlaTBLATBIUTEAUTURAUDY

v IS

Fuslamunniian wazussgslanisuendumsteindesUssdudufiionisuansaudidaluding
Svswartensinauladeveuilanniign

Uthaisaen & Khamphroh (2024) l¢@nwi3esanuduiusseninanissaiuniuasindnd
YognAnuAHKNTUTenAT Andelugeuludwinuasnul Jiwinanauns uazdwinynamis
WU MsdaiuAuassnAnfvesgna Aunstatunisfuiianuduiusidauiniuanuyniues

v % 1

anA1 AuNsHaiuANandauduTusIdauIniuANNENTUYBIRNAT AUNSHLTUNgANTTY
a

TAUFURUSTIUINABANUKNNUVDIGNAT kazAIUNTY BT ALARTANFURUS T IUINsD

¥ < 1 1

ANNKNULeIgnAl Fallregluszauunnndiu wanddiiiiudn esdnsgsianashinnuddey
funsyatuauassninavregna lunsaianmsiuisazidilaludumuazusnig dauivelignen

1% I

AneuEnuagiiruaafialumsaisnnufianelauazUssiulaliungniuasndnsulignénynaudl
dausanlufanssuing o suAndunginssulunisatuayuesdnsgsia waviunganud esiu
waraulIndlavegnIuinANUENTLTENINaN ALY IANTTINT

4.7 NFAULUIANYBIIATINTIVY

PMNMTNIUNUITIUNTIALITULAR NguiAAerdesiunsnainiBsruduiug Vinuad

wagudenneates fIdedslamnunnseunwifntunideasall Awandunini 1

ALUsdasY Aausany

Ua98A1UN15AaNATIANUTUNUS

1. Yedemuanuuiene

2. Yadeaunsguatorlaldaveminnuee

v v o o a 1% o a =1 °
3. {]C\]Q‘U@nuﬂqqu\]\'ﬁﬂﬂﬂ@sﬂaﬂqﬂ?’n ﬂﬁiﬁ]ﬂauiﬁ]‘lja%aﬂﬂ']gﬂv‘lﬁﬁm

4. Yadedunisianusivladiugn 96.5% vasuslnAlRLuaLTTud
Y

Taduaudiauan
1. Taduinuanuianandila

2. Yaduanuasuaiaanusan

ANA 1 NTDULLIAAIUNNTINY
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5. 5115238 (Research Methodology)

MuATeTuEPunsiTedasuna Ingldnisguategrawuudadey (Accidental Sampling)
Mnnduinedseaulatiiinmumaiiunes waranglivinisumeduiiufisunaiuarsunaiiies
Jmiadeesiy saudumsguaiog1auuuanzas (Purposive Sampling) lngsfaitiungudiogng
Tunguiniueistud viad §3ssdunsifeuiolud

5.1 Use9nsuazngunaagng

Uszgnsfililunisinmaied Ao nquniuestudifiorgseuing 16 - 30 U Fainlutaed
WA, 2538 - 2552 (A.A. 1995 — 2009) IngorafutinGou thdnw wieyanaisvhnuiiendueglu
Fom¥adesns uanilufidondeviefanuaulalunisdonasdigunssa 96.5% Wil 1iasan

! U 1 I o L dy
NRUAIBYN Imauqmmimmmmmdﬂu

_p(1—p)z?
ST

TR8TANUNNNEVDILARE AU AT

N NUNEE9 VUINVBINFUAIDEN
Z R8s AsEAUAMNWeuNIoas 95 wioltladAgyn 0.05
p e dnguveslsyrinsngudieg Ineivuadadinyseynsfisenu 0.50

d Munee sERuAMURaIAeAsuRgausulaN 0.05

[y

anansaunuaUslugnslanal

_ (0.5)(1 - 0.5)1.967
- (0.05)2

n = 384.12 = 385

@ r-:l'

laau1nvengualeg 1@ msuideli 385 au wedasiuanudanaInfia1ainduann

msneukuvdeunuillasuiuanysal §Ivedsimussuianguiieg1dlusuideaseiliinaudy
400 Ay

5.2 i3aslialdnisAnen

wsesdlovaniildlunisiiuteya fe wuudeuniu (Questionnaire) MSlugULUUNTEAY kA
| | = o 4 A Ao o w < v
H1utpInteauladluguLuuves Google Form galuwnIedieninnudAgylunsinusivniuteya
NNFUMIBEN TnguuuasunuazgnaanuuulieliansadauazUsediuladesng q Nilnasie

NSHoNTeNeIRFUNTTA 96.5% Yaualualstud lnegreliusednsam lnelinsuiaviuuuasuniy

(%
=]

YI9%UA 6 dIU 99
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dwdl 1 Hudnudansesmeunuuasumindowy s1um 2 4o

dauil 2 doyanaluiferfudnuuglszrnsmansvesinounuuasuay Usenoude o1y
e 1eldiadodeifiou wazordn Tnefvuadneuifunuunsisaeunenislvgneuwuuasuaiy
anansaidentaliies 1 Ameu w4 Je

daudi 3 mowildinsziuanudifyuesdadonisnaiadinnuduius i danuduiusiu
madentenasigunsan 96.5% vesiulnaiueisiud neussnousemannieitudaiutade
sumnudede dadedunsquatelaldvesninnuuie Jadesumnuasininfvesgnd uas
Hadesunisirusiilatugné dwau 14 de

@il 4 Manuiasziunnuddyveiadeduimuaidenuduiudfunisidendene
sUWsN 96.5% vasrfuilaaiaiueisiud Tnguszneudednmiisifuiladesuanuianudila
wardadesmuersualinuidn 41uiu 7 1o

[

dui 5 AaunldinszaunudrAgvresladeaunisiaendenianuduiusiunisiaenie

[y

NOIFIFUNTIU 96.5% vaerustnaiueLstud Ingludui 3 dwil 4 uagdui 5 JIdeldimunan

kY
1<

umdnaneudu 5 58AU auisnsiauuudiAsy (Five-Point Likert Scale) sdmidunisindeya
FTAUBUNTNIATUY (Interval Scale) 911U 5 U9

) cs' v Y a & a a @ o a v a o

duil 6 Tatausuuy/defnnuiiudy lnalumauvaneldalviEneuiuuaeunuiiumney
AAAULDY U 1 70

N1InTIvdeUAI Bt lned L UUAB UL TEIRYIINIU 3 YN SINRITANANGNABY
2941ATET 1L NIVITAIIU LABNANITATIVADUNUT ANRTTIAIINADAAADITZNINTDAINIUAY
TnnUseadd (Index of Item Objective Congruence: I0C) ¥adusiazdailA111NN31 0.50 wanslv
WiukuvaeunuiiauesudsienuazianumunzandmsuinlUldlunside anuugidelad

a ) Y Yo @ | ° = A O

LUUARUNINTHIUNTUSVUTA L UnAaesldiungudiag1esdiuin 30 AU WienadeuAIuLg oy
(Reliability) wostaTeile Tagldasn1smiAardudsz@nsusanivesnseuuia (Cronbach’s Alpha

Coefficient) NANIINAADUNUIN LUVADUNNNTIaT UL AT U 0.888 Faduaidnlng 1 wanal

1 '
1 IS

< ! = A awv o °o Aa aw S Xa o 1 v - o ¥
wdnesesiioddenldlunsaiduideluasellimanudedtusyluseduguasivansaunasiluld
AUTIUTINTOYANNGUAIDE1993
< v

5.3 M3NUTIVTINTRYA

& ax aw a o 2 v | o

Jui5n15998199d1593 (Survey Research) tudeyar unuuaeunuvislugluuunszany
wazsutemseaulailuzuiuuves Google Form Tasfinsiivdeya 2 diu muduneudmeluil

5.3.1 nsnudayaugugdl (Primary Data) Judeyaisiusinainuuuasuay lnegideiu
unudeya Wngldismsuanuuuasunulvinguddsgng 91u3u 400 Au NalugukuuvaINTEA1Y
wazuuvaeun1uesulauluguuuuves Google Form lasimunssesiiaivsivsindeoyalugis
Wounguanay - Tguieu w.e. 2568 nedeyatilannnisinudeyaugugll Useneulusne dayanily
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mudnuwazszrnsmansvenauuuasuny leun e 01y Teldladedeliiou 91Tw sz
muddyvesdadunmsaanaiemuduiug Jeseduirues uasdadodunsinaulade fidmase
Maidendovesigunsan 96.5% vesuslnatauesiud udsniuditeasinuvasunuilaly
nIRARUANNNREINaUNATEviadArely

5.3.2 mawiudayanfiend (Secondary Data) Foyadudldunannisdnuiduath il
AusmsamannguUszensietslaenss uifusiusmainunasdy 9 liun nsdnudeyaain
LONANTIVINTG MIENT TBUNTITE Inedinud wazIuled WeltilunsuszneumsinwiAuai
Sasvlundall

5.4 nM3AAszidaya

Ademseideyasadifdielsunsuddaguneadn Fauansinseieendu 2 dw fadl
5.4.1 113531121 Yoy aldanssaiun (Descriptive Statistics) 11u3daduilldnisiasien

Wanssauuniudeyasiuussinsmansvaengudiodns laun wme ang eliadudeiow a1tn uay

v
a IS

ToyarungAnTINNsTveIUILaa Iinsgrideyaainwuuasuniumenauiiineiingldlusunsy

a

Y
°o & =~ o 1 = 1 a 1 a (%
d39gu aAuINmIAIRaY (X) SULUBNULNIATEIU (S.D.) AIAIUND LazAITOUAY
5.4.2 N133LATILRaRAT9UNY (Inferential Statistic) Tdafifinisanneenyam (Multiple
Regression Analysis) Tun1snagauAIuduN Us 0 LAaEAILUTIINNTBULUIANYDILATINITIY
N = a ° w ! o A ! = & °
WefnwwaziuTeuiisuauddgluuiazdadendwmasdonisidondenasdgunssa 96.5% 14

¥ o W a

HUSIAALLUBLITTUTNLANANNAY TasAnuamudatuiniusesas 95 niotsd1Aynsanawmniu

Y

0.05 hazAueliuiniuiosas 99 wiseludAgynatfinau 0.01

6. WAN13938 (Research Finding)

miﬁﬂmﬁﬁi’mqﬂizmﬁlﬁa%meﬁ‘i‘]ﬂf&’aﬁa'awa&iamilﬁaﬂeﬁyawmﬁwgﬂwaim 96.5% Vo4
Wil TngliismslinsziannoaiBangas (Multiple Linear Regression) #ssauusdaseildlu
Tuina Téud YademsmanaiBsaudiniug wasiladeoduvimued vuzidudsnu Ao madndulado

NOIAFUNTIU 96.5% VoeRUILNARILBLITLE HamMTliassrlswasiBunnwalull

MINT 1 LEAINAITEAT08AZYDINTTINUNTBYAVBIAB UL UUADUD Y

dayauuusauny 312U (AY) Sowar (%)
swidladerawou iy 10,000 U 141 35.25
10,001 - 20,000 um 57 14.25
20,001 - 30,000 um 131 32.75
30,001 - 40,000 um a7 11.75
40,001 il 24 6.00
374 400 100.00

LWe By 130 32.50
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dayauuusauny 1 (Aw) Sowar (%)
N9 244 61.00
LGBTQIAN+ 26 6.50
37U 400 100.00
218 16 -20 9 135 33.75
21-251 153 38.25
26 - 301 112 28.00
37U 400 100.00
1IN HnEew/AdntnfAnew 184 46.00
15N 27 6.75
NINUSFIAMNA 18 4.50
WUNULBNYY 105 26.25
WY095IN/FINAEIU 49 12.25
WNYATNT 3 0.75
Freelance 14 3.50
37U 400 100.00

1nA15199 1 Ui gmeunuvasuanudrulngiseldiedsdoideulsiiiu 10,000 um
$1uau 141 A nviovun 400 Ay Anludosas 35.25 Tudumevesneuwuugeunudlngilu
e Tnefisnuau 244 au 91nvanun 400 au Andudosay 61.00 wazdulvgeny 21 - 251
Tnediduau 153 au Andusesay 38.25 auendwaulug dutnSew/ddnindnw S1uiu 184 au

TneAndusosay 46.00

M1399 2 wansnanTeALadetazALlssuunInsgIuvesladununsnaIngen N duTuS

UJa3eaun1snanadennudunus Aady (Mean)  Andesuuninsgiu (S.D)  uuawa

Yadesumnuinidede 4.21 0.67 wniian
Jadeiunsauatenlaldvasmiinaue 4.31 0.73 wniign
Uadesnuanuassndnavesgnm 4.09 0.63 )
tadusunslimnusiulatugndn 4.12 0.67 )
KXY 4.10 0.55 an

NN 2 Jadueunisnatadeanuduius Tnesiuasiiuladn riuelsTudiauAaTiucAe

Jadeaumseanalisanuduiusluseduinn lneliAnadesiteg 4.10 uaziliAndgauuinnsgiusy

[y

windu 0.55 wansliiiuiing usiedwlinnuddydudadedunisnaindmuduiuslussiu

'
=]

MAout e uazllefiasaniuneaarnudt Tademunisguaenlaldvesminnunelidnfegiign

q

a

lnedAnadeegi 4.31 uardiAndegauuinnsgiuwiniu 0.73 Weulanaudiazdneglusesuniunniign

q
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seeaen e Jaduaumnuidenes lnedaadeey 4.21 uazliAndsavunnnsguyiniu 0.67
Woeulanaudrdnaglusgavunigauiu lnedadesiunisiianuiuladugndn wasdade

v v o a 1Y = v Y] ! o A v o ) o
WWUQ'J']NﬂﬂiﬂﬂﬂﬂsU@QQﬂﬂ'] L3J@LLUaNaLLa'JQSQ@@%leus%ﬂ‘UﬂJ']ﬂLsUUL@Enﬂu‘WQ 2 {j"ﬂ"ﬂﬂ Ifﬂﬂﬂ"ﬂ"ﬂﬂ

Y oA N

aunstianuduladugnan daadeegn 4.12 uavdandesuunnsgiuvinny 0.67 uazdade

Y

sfunrssinindvesgndn faedeegil 4.09 uasdandonuunasgiusintu 0.63
dmunisuendinusdaseseninedadedunisaaiadanuduiuswardadeauinuas
deruddgludddassadamamgud esnisassngudadefiunumdenginssuguslnadd
ANuuans1aiuegetalay Insdadesunisnaindeanudunusdneg ludnuvasaesiinsedu
91nmouen (External Influences) Fafnanmsufduiusszninauilanfuiuduagninnuane
Tumsnssfudy Jadedusimuadidutiadoniegluyana (internal Cognitive Factors) fagviou
NSTUIUNMIMISANNAR M33U3 wazanuidnvesduslaaseduduaziiud Fainainnisinag

PoyaunarUszaunisalluszaudaan

M131991 3 Han1ITeARRekarATsRUUINTTINYRIlaTeuTiFUAR

UadeanuiAuad ey (Mean) Andeauunnnsgy (S.0.) wlawa
Uaduiuanuianudila 3.80 0.70 1N
Uadeaiuensualnuidn 3.67 0.72 ly

594 3.74 0.61 €N

9157 3 Aedsezadosuunasguvestadesuiauad wuin Tuawsmaziulad
Wiwestudimnuanviuiedaderiuiruailusziuun Inedanedesinedi 3.74 uaslidndouuy
WINTFIUTIINY 0.61 Feazuansliiuinnguiiegwlimuddydudadesiuinualuszeu

f-:ll 1 ¥ ‘ﬂl a 14 ! % ¥ 1% ¥ a0 d‘ d‘ a1 ‘ﬂl
NABUVNEN waglilaNasanlusIgnIu WUl ‘lj"\]ﬁ]EJ@WU@?W&JE?‘W?@JL“ZJWI"\]ZJ?]']LQ@EJQQVIE‘E@I laediAaay

a a = |

g1 3.80 wazdlAdgauuinsgiuwiiu 0.70 semunfedadesueisunliaiuidn daaieey

Y

1 3.67 uagdlAnleauuansgIuminiy 0.72

M5 4 nan1sAnwdadeiumsaiadinnuduiusnidanuduiusiunsdendenesimzunssa

96.5% VDIHUILNALLUBLITUT

Coefficients

Unstandardized  Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Error B Tolerance  VIF
(Constant) 0.98 0.17 5.65 0.00
Hadesnunnnindede 0.16 0.05 0.17 3.08  **0.00 0.48 2.08

Uadusnunisquatentald 0.04 0.05 0.05 0.83 041 0.38 2.63
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Coefficients

Unstandardized  Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics

B Std. Error B Tolerance  VIF
YDINTINITUYNY
Jaduauauassngdng 0.24 0.06 0.25 3.99  *¥0.00 0.39 2.59
UYBIgNA"
Hadudunislieusiule 0.24 0.06 0.26 4.20  *¥0.00 0.41 2.47
flugnen

WUIENR): R? = 0.408, Adj R? = 0.402, * p < 0.05, **p < 0.01

A9 4 Yadeauniseainlennuduiusnianuduiusiunmsiiendenssmunss
96.5% verUIlaAllualstTud wui1 Jadeauaiuiidede Yaderuainuassnidnivesgnan
wazdadeaunisliauduladugnan Tanuduiusludeuinegedidedidgyn 0.01 (Sig. = 0.00 ,

0.00 uag 0.00 mua1y) luraenUadeaunisquatonlaldveaninauegliddedAgymiadis

(Sig. = 0.41) uaziilafasandsAnduuseansunsgiu (B) wudr Yadedrunislianuduladugnand
Argeian (B = 0.26) sesasnAedadediuainuasindnivesgndn Fududadeniialndifeiu

(B = 0.25) wazlademuanuiwiede (B = 0.17) dwmsuladesunisguatenlaldveantdnauyied
ArduUsEANSIAsg IR (B = 0.05) Fauansliiiuin Jadedunisguaienlaldvesminauie
Lifinarianisiiendenasrsunssa 96.5% veauslnaniuetugveinauiiege uasilonatsane

Tolerance wagA VIF wuin Jadesuanuu@aieiian Tolerance winiu 0.48 wazdial VIF winiu

a0

2.08 Jadgaunisguaierlaldveaninauieiian Tolerance wWinfiu 0.38 wagdlen VIF wirfiu 2.63

Y

Uadeauainuasindnivesgnaniia Tolerance iU 0.39 uagdlan VIF wirfiu 2.59 dwiulade

Y a1

aun1siinusiulaiugnanien Tolerance Wity 0.41 uagdla VIF v 2.47 lagein Tolerance

a0 v |

08591119 0.10 - 1.00 wagA VIF dedesniiviawiniy 10 dauusnmunsgluinaminmanzay

a 1 o =

wandlmiiuI danusueazsilanududassranu waziieamad nsunisinludmszilunuudiass

Multiple Regression ldiagnagnsas il 9na1s1anudn Yadedrunisnaadannuduiusaiinge

afurensiientenesigunssalasesay 40.80 (R? = 0.408) wansliiiuln Jadennaniuidedu

a

wianliisvanaluseauiiunalwienisidentenesrguns s
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14 v Qa"d LY v 6

M3199 5 wansEnwdaduauriruaindanuduiusiunisiiendenasfgunssa 96.5% veq

AUSLAALIELTTUY

Coefficients

Unstandardized Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Error B Tolerance VIF
(Constant) 1.39 0.14 9.99 0.00
Uadednuanuspnudila 014 0.04 0.17 394 *¥0.00 0.76 1.32
Uaduauensualanuidn  0.51 0.04 0.59 1418 **0.00 0.76 1.32

YR R? =0.473, Adj R? = 0.471, * p < 0.05, ** p < 0.01

97 5 JadedusiaueRidanudiudtunadendenesisunssn 96.5% vewuslng
WWeLsTud nudn Jadeauanuianudilanazdadesuesualanuian dannuduiusidauin
agnsfifad il 0.01 (Sig. = 0.00 uag 0.00 MUSIFV) L.LazLﬁaﬁmim’lﬁﬂmé’mﬂizawémmyu B)
wui1 Jadesnuersualannuddndan B = 0.59 Fsgeniriadesuanuanandiledisien B = 0.17
Fauanslidiuin Jadosumuianudilasasdededuersuainnudn fnasgradldodidgso
nsiienToviesigunsTn 96.5% vesfuilaamiueistud uazidlofiansane Tolerance wagen VIF
wu31 Jadearuainuianudilaian Tolerance Wiy 0.76 uagdlAn VIF Wiy 1.32 uazlade
AuesualauIANilAn Tolerance Wiy 0.76 uagdlein VIF winiu 1.32 auadu laedn Tolerance
8g5e1319 0.10 - 1.00 ware VIF Sendosndnmsewindu 10 wandliiuin dudsuiazifiaudy
Saswrorudivanodmiunmsinlulinsesilunuudiass Multiple Regression I¢agsgndas siad
Mnmsenud1 Yededuirueiaunsaesuismadentenesigunssalédeas 47.30 (R2 =0.473)
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Abstract

This study aimed 1) to examine the relationships among cash flows, cash holdings, and
audit fees, and 2) to investigate the influence of cash flows, cash holdings, and audit fees. This
quantitative research utilized data from 119 companies listed on the Market for Alternative
Investment (MAI) during 2020-2022. The statistical methods employed included Pearson’s
correlation analysis and multiple regression analysis. The results revealed that 1) audit fees
were positively and significantly related to cash flows from investing activities (r = 0.247,
p < 0.01), while no significant relationships were found with cash flows from operating activities
(r=-0.028, p > 0.05), cash flows from financing activities (r = =0.161, p > 0.05), or cash holdings
(r=0.013, p > 0.05): and 2) cash flows from investing and financing activities influenced cash
holdings and audit fees, whereas cash flows from operating activities and cash holdings had
no influence on audit fees. These findings indicate that cash flows from investing activities are
the only factor significantly associated with audit fees. Additionally, cash flows from investing
and financing activities were found to influence cash holdings, highlighting the important role
of investment complexity and capital structure in shaping both a firm’s liquidity and its audit-
related costs.
Keywords: cash flow from operating activities; cash flow from investing activities; cash flow

from financing activities; cash holding; audit fees

1. Ui (Introduction)
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2. IngUseasAn1s3de (Objectives)
1) WisAnwiaruduiudvesnszuaiuan n1sionseaiuan wazaAsssuilaunisasudyd:
nsAnwUIENIansleulunaananning Wy 1o lo
2) WiieAnwdninavesnszuaiuan nsienseniuan warAsssideunisasutd:

nsaAnwIuSEnaanzidsulunatanannsng 1oy 1o lo

3. NMINUNIUITIUNTTY (Literature Review)

3.1 nIzuaRudn
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3.2 M302ATBIRUER
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AUUAFINAITIVY 5 : Hs NITUAIUANINNITAIU TBV5Haren 15T suLleun AUy Y

FUUATIUNITIVY 6 : Hg NILUAIUANINNITIANITY TONEWANEAISTIUTEUNITTOUTYT

AUNAFIUNITIVY 7 : H, N19HoATeuIuan davswanan15ssuilennIsaoutyd

FUUAFINNITIVE 8 : Hy NT%UAIUIADINNITANTUIIY JON5NANDMsTIUTEUNITTOY
Ugydriunishenseauduan

FUUFFIUNITIVY 9 : Hy NILUAIUANDINNITAIYU dDONENasiea 15Tl saouyd
tunITHeATONIAR

FUUAFIUAITIVE 10 : Hyp NTLUFIUANDINDITIANUIY UDNSNAGOAI5T T TENITTOU

Ugydrunisionsouduan



252

3.4 NFAULUIAAIUNITIVY

Cash Flow from
Operating

Activities

Cash Flow from Audit Fees

Investing

Activities

Cash Flow from

Financing

Activities

ANA 1 NFAUBUIAATULNNTITY

4. 735115298 (Research Methodology)

4.1 NFTUIUNITHALITNITRBNNGUAIDEN

atedifunuidedain lngldteyauvnaansiovulunanandnning 18u 1o lo
$1uru 119 U39 TngldFeyasuniaitusied dusd wa 2563 - wa. 2565 Fududoyaainddian
fouvdsll 3 ¥ anszuugudeya ulsdnanavdnninduisussmalng Medessnzifovlunain
vy 183 10 T sewringll e 2563 — n.A. 2565 S 119 U3 Feya i Juil 31 Sunaw 2566
(The Stock Exchange of Thailand, 2023)

4.2 \3aileflluns3se
ToUa91NIVRANIFINENI1INITTY uilsvianukazilsvianudaada sunans
MaAsuulasdiuvesiiienu sunszuaiuan enudaeutyiuoua e uazvNomgUIENEUNNS
Fuveauisniivanzifovlunarandnning 18u 1o lo sewined wa. 2563 - 2565 lagiiusIusam
U81a3n SETSMART (Set Market Analysis and Reporting Tool)

Ya o

Mafinaun1sdnteayau1ined §338laanduni1snsiaasuauaATua U AUGNABY
wazauaenndevestaya elliulaldindeyanldliaiuiieswmss (Accuracy) uazaduueiie
(Reliability) sumidninausivesnsITesdeUsun vsi laaifunisAnienusunsiegidlagldnisgu
PR . . v ¢ o oA a o Y 1 a v v a
wuuilieuly (Purposive Sampling) meldinauinisandenyidatau loun vS¥ndesannsideu

Tunaiandnnsng 1oy 19 1o (MA) 981960011 9IMAAYIITEHLLIAINTITANY (W.A. 2563 — 2565)
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Ui¥ndeliveyaneanisiiuasumiulunnlvesiaiaiinmun usendealameseaugaeudyd
LaEMINEMAUTENBUIUNTST UL ELY 0l

Ya o

Weldvayansudiuuad H33uldinisussuianatayaidslsunalaeldlusunsunisada

Y

Tawn SPSS @11 UN1ITLATIEU LT InTIdUn (Descriptive Statistics) hagldlusunsu AMOS
dnsunsiasziaunsdaaseans (Structural Equation Modeling: SEM) wiefnwnaruduius
LB RIENINRRUS SIUDINTTATIVEBU BNTNAN19MSe (Direct Effect) wag dnSnanigoy
(Indirect Effect) N 1uf WU T8 981U (Mediating Variable) laglanizsauusn1sdonsasiuan
fifunumdenlosseninnsyuaiuan wasmsssudounsaeutayd

uenanil {ideldmsaapuamn TR NaRRTRs R s d YA LAEnAd DY
vasluLna (Goodness of Fit Indices) lawn A1 CFl, GFI, RMSEA wag Chi-square/df i Tt ula
I§duuviiassfiairedufeumansanneadd weaunneduiennuduius sendnaiuls
Igpgagndewmnumdnivinig (Byrne, 2016; Hair et al., 2021; Kline, 2023)

4.3 nsiusausutoys

unasdeyadildlunisdnyinssuaiiuanainnisduduay nszuaiuanainnisanuy
NITLARUANIINNITIAMIRUNTNRATOIINAR warAsTTuIaunTaaulnd vosusunaansideu
Tunaraudnning 151 10 lo Teyaiildlunisdnuiasdeidifudoyanfogi (Secondary Data)
MNIULERIIULIINIEY suilsvianuuazilsviayudaaia suuansnsiasuudasdou
YBIH DOV W SUNTEURATUAR 189U AR UTYTTUBUAYIN WaTVINEAUTENBUNITEU YBIUTEN
fannzidoulunaiandnning 183 1o lo 519190 w.a. 2563 - 2565 lneiAusIusindoya
910 SETSMART (Set Market Analysis and Reporting Tool)

4.4 M3aszidaya

aa

adaildlunsise lunsAnugI9ely adfdanssauilunisiesisiaeds NLanLas
Aud ﬂ'wéwqm-qqq@ LLaszﬁmwummgm Lﬁaﬁ%aua%agaﬁmé’mmﬁaLLUi NIILATIZA
ArduUszaNnS anduus (Correlation Coefficient) vt o3nszRUAINFURUS ST e nUsBasy
AudulsaukagnaaeuaultedAYveInUFUTUS karN1TIATILNANNITOANBELTINIA O
(Multiple Regression Analysis) L 81N A LIRS NI 1IN ST RAT UEARINN1 TR T e
NITUANRUANIINNITAMU NTTLARUANIINAITIANIIUNITADAT DAIUAR UazASITUHENNITADY

v A a v A =] [ v & &
nyUSUE)\‘iUiHVWl"U@VISLUEJ‘LJI‘LJG]@']@%@ﬂVIﬁWEJ bDU LD 1@
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5. Wan135938 (Research Finding)

N1353981399 INSNAVOINTEUAIUAAFBN1TDOATRINUARN LazA1SITULTENNTTABUURYT:
i

nsflEnEUSENannzideulunatanannsng 1oy 1o 1o auisawaninadndannnsivulanasall

a s

5.1 HAANSAINNITIATISHAD ALYINTTAUUIVBIAILU SN ITIUN1SANE

d‘ aa a U dl =
A1519% 1 anadanssauivessiuusnlglunisinm

AuUs (Variable)  A1dgA (Min)  A1gegn (Max)  Aadey (Mean)  ddudeauuuinsgiu (S.D)

NITHARUAANIINNTT -186,989.00 568,497.00 70,758.48 115,606.65

ALHUU CFO

NTELARUAAINATT -724,580.00 653,447.00 -46,250.76 125,193.80

a9y CFl

NTEUARUAAINNTT -696,687.00 1,310,350.00 2,822.27 193,871.67

IANEU CFF

nsheATesiuan CAH 1,216.00 1,109,560.00 128,577.23 136,172.14

AsTsULTauNSEaR Y 610,000.00 7,874,000.00 2,251,854.71 1,151,597.98
Ugyd AUF

waeg: mbendugniaum

AT 1 wansadfdanssuuvesiklsnldlunsfine Tnednaueteyaidanssaun
NefuAInEn (Min) Agagn (Max) Alade (Mean) wagdudgauuuinsgiu (Standard Deviation)
YaIUsNNgITRIuNWITY Fausenaumediulsdfey 5 61 fadl

NITLARUAAINNTANTRIY (CFO) fAwanviniy -186,989.00 UM LagA1g9aALYinAY
568,497.00 U AR ERYN 70,758.48 U W lagddiuidguuuuinsgIui 115,606.65 un

'
1 a

Fananslnduiinszuaiuanainnisaduruinisnszaeiineudieniig ﬁqﬁﬁﬂﬂLaasagiuﬂiaﬂuaﬂ
wARss nudniinansuseviidnssuaiuanainnsinduenuludau S?faamﬂqs??ﬁq{jamwamvméaﬂu
UNUTEN

NITUAIUAnINA1TAINY (CFI) ﬁﬁm"’wqmwhﬁu -724,580.00 U UA¥AGIAANINY
653,447.00 U fi'u,aﬁlsjaq'ﬁ' -46,250.76 U Iﬂaﬁa{'sul,ffw,uummgmﬁ 125,193.80 U
s?i'aﬁa%'jﬁﬂszLLaL'Euammmiamuﬁﬂ%Lﬂuﬂ'waﬂwmsmitﬁ wazliauunnasluruInYeInIsamu
firouthann lasdnlngjaziimslnasenvesiuanunnniinmsinaiifuanainnsasmu

n3TUaiLAN9INNTIAMITY (CFF) dAndngainfy -696,687.00 U wazAgegaminiy
1,310,350.00 U ﬁhm?{aaajﬁ' 2,822.27 U Imﬁd'smﬁmmummgmﬁ 193,871.67 U
Faandliduinlunsdamturesuish finssutasnsineiuegaainuats nnuuansnaiy

TuUs U UUDINSLRARUAANIAAUN
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nsfieAseaiuan (CAH) Tarsaawinfu 1,216.00 V1N uazAgIaAWNTU 1,109,560.00 UM
Aedveyil 128,577.23 U Inefldudsauuinnsgiud 136,172.14 v Fauandliifiuinian
LANsigag 19N tusEAUN1TN AT LI UAAYBIUTYY TngunauT¥nevfalduanluyIuiauin
diesnwauBangunieanisiu Tuvaeiiuisuismenafieduanlutiinasifioamuludunsngdu o
Arsssudounisasudyd (AUF) fa1sgaindu 610,000.00 UM wazAgIgALAY
7,874,000.00 U™ ﬂ'wLaﬁUsummﬁﬁuLﬁwmiaauﬁ’m%&ﬁ 2.251,854.71 U leeiidrudeauu

WINIFIUWAY 1,151,597.98 U Fawanslvitiuiasssuiounisaeuiyddulngnszaiudn

aglnanuanaded wisgrelsiniu dadinisnseaneiinineainawnanisaigean wansliiiuds

Y 9

v

AULANAIT A OUT 1NN TUTEAUATISTTULT NN 1Td U T T8N 1SUS BN drurnn19iu
M30AANNTULOUVDINITNIIADULANFNAY
ndeyalumsisuandiiuil Asssulleunsaeudaduansdanisnsyatedmiininasening

AMIAnkarA1aEA JeUsdiisnuuanasidalauluseaueasssudeunsaeudnd Inedadend

SvBwan1aunanvuALarAIduTeuvetesAnstildsunsnsiaey Tnevhluasssudeudiulng
enszeylndiuAeds uidansdanuuandisegraiulddaluuiensd nszuaiuanain
nsfndunuuiazianed sluszduuin uinisnszatedvesteoyarsudrsnine Jeazsiou
feanrumsnifivisuidniinszuaiuanannisdnfueiludeau Sulsddenmuimie duaam
AFDIRILIUIEMNSLaiuanannsauadLlngfidiingt fedimaneuiniinsruaiuan
flsenanmisasuannniiliiuanmsamu deagieudsnnametsnlunisveneianis wiesimun
Tassadafiugiu nssuaduanannisdamiduuansliiiuisnnuvainuatslunsssaumu Taod
nsnszanedaintislusdvesiansiunaznisdneiu feagviouianuuandidlunsdaniaiugu
YouAazUIEN n1shonsesiuanuansliniiufisnuuanaisegiunluszdunistonseIluanves
Utmlneunsuismdendiaziefuanlutmamnifiofnuanudavguniansiusasfivisien
Fonflvgeltuanluuiinuiiiensamuluduninddu 9 Seazviouiuumanisuimsdnnisiiu
anfifinnamannviatslazianzfueusaz0Ifng
5.2 NagNsaINNTIATIEIdaan1uIngUseaeAvasauile

AgUszasAdl 1 iafinwAnuduiiusvainszuatiuan n1stonsaRuan wazAsIsULlEY

n1saaulnyd
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AT 2 ANFUUSEANT ANFUNUSTEMINIAILUT NTLHARUAAIINNNITANITUIIUY NTTHASUANINN

NIAMNUNTTUARUANIINNTIAMIRUY N3TeATRRUAn LavAsTsuiluunisasutiyd

Ay - - NIZUARUAR - ASITTEY
NITHARUAADIN  NITWARUAAIIN . N1569A599
.. 1NNTIAW QRELN
n15ANliua CFO  n1sasyu CFl - Wuda CAH
(R CFF Tay¥ AUF
NITUARUANIINANT 1

AT CFO

ASELARUAAIINNNT -0.215" 1
a9 CFl
NFYLARUFAINNAT -0.496" -0.610" 1

It CFF

A509ATDIIUAR 0.069 -0.225" 0.464" 1
CAH
AN5ITUHENNNT -0.028 0.247" -0.161 0.013 1

aouleyd AUF

& A s

AINAI5199 2 hanaAdUUTEANS andunusiNesau (Pearson Correlation) S¥rI1966kUS

[ YY)

1 U v s 1 1 = v IS a 1 % v 6
WU AMUAUNUTTEHINANTITULUYUNITADUULYY (AUF) nuswUsou 4 Tudianudunusiu

TUNTERARUAAIINATTANTUIIY (CFO) Ll asnAranduiuseg lndauduazliidniuduwus

o w |

aa o aa a I a v v & a
NUUYFAIAYNIIED R IUGUZUSLWSﬁﬂu@qﬁiiﬂiLuUNﬂqﬁa@‘UUﬂJGU (AUF) Lanam3nuad@uwusiyaulIn

o o

[y (%) [y

‘NI‘N L% o aa a f-:ll > % o ‘i" 1 ‘ﬁl
NUUYAIAYNNANANUNIEUFNUANINNNITAIY Y (CFI) nsgauusdamgy 0.01 F9rH18ANHUINUDNTLILE

o o

'
a

Ruanainnsamuiiady Asssulounisaeutadduunlinfutuguiy sgralsinu Asssudlew

9

saA o o W a o %

nsaeudd (AUF) ldwuanudunusAddedaynisad@nunszuaduanainn1sinwidu (CFF)

¢ D

v = 1

N a ! [ [ 6 I ¥ L3 = v o
LaEN1500AIDLIUAR (CAH) IWEJ@Wﬁﬁ/iﬁll‘W‘LlﬁIUVIﬁﬂ@ﬁﬂim@fﬂﬂﬁ@J‘UU LLaglllllﬂ'ﬁLLﬁﬂﬂuﬂﬁ’]ﬂﬁy

'
aa v

v9ada aeduazuladn Asssulisunisaeudnd (AUF) wansauduiusniteddgynisadfiies

v e‘d‘du

fuNszuaRuanaNNITas (CFI) Wity diufudwdsdu 9 lunuanuduiusniideddgynieada

o/

¢ ] a a a A a 1 =
ANNUITAIAN 2 INDANYIDNTNAVDINTSLANUAN N1TNDATDILNUEAN LAZAITITULUYUNT

9
=

GRIIL
AN 3 LERNANISANWINANDNENATIN (Standardized Total Effect) dngwaniamsa(Direct Effect)

WAy dNSNaN199y (Indirect Effect)

arauii Path DE IE TE
1 CFO < CAH 0.081 - 0.081
2 CFl < CAH 0.128*** - 0.128%**
3 CFF < CAH -0.011 - -0.011
i CFO <— AUF 0.006 - 0.006
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a19un Path DE IE TE
5 CFl <-- AUF 0.027 - 0.027
6 CFF <-- AUF 0.021 0.002 0.022
7 CAH <-- AUF -0.266%** -0.004 -0.294*%*
8 CFO<-- CAH<--AUE - - -0.013
9 CFl<-- CAH<--AUE - - 0.007
10 CFF<-- CAH<--AUE -0.013 0.001 -0.011
AR 3 LEANNANISANUI Standardized Total Effect , Direct Effect, Indirect Effect
WU

1. NSTLERUanINNISANTELY (CFO) U8MSNan1msenani1snonsadudn (CAH) Ay
0.081 ualiusngued1Agyv9ada wansliiiuinnszuaiuanainnisaiuauldlddwalasase
AOTEAUNITHBATELINAAYRINANT5BE19TAY nalAe USEnlusatandnnsng 1By 1o Ta (MAI)
919l l@ R snnszuaiuanannsanduanuduunamdnlunisadraivandses waldnagns
MsUsMsRuannilasedu wu miamuiwzﬁgu M30N13IAMIIUNUIINABUBN fiosnwann
aaaslusERURIINYaY

2. NFLUARUANIINNITAMU (CFI) UBNTNan1emsaran1sionsesiuan (CAH) windu 0.128

PN Y]

a v o w aa Y & 1 A a aa o X 1 = 2/
laglugdaInynIedannIenu 0.001 LLﬁ@QEL‘ML‘WLl’MLllEJﬂﬁ]ﬂ’]illﬂﬁ]ﬂiillﬂ"liﬁ\‘WlUL‘WﬂJ“Uu gouduuiliy

£ '
= A

faasoaduanluseaugalu LiesessuAldIuaunIsamuLazaL Ly N UYDIHAN D ULNY
Tuawian

3. ATELATUAAINNITTANUTY (CFF) T8 nSwanansesianisionseuiuan (CAH)
wiiu -0.011 lagliusngdedAgmieadin uanedin1sdnmiiuuainaeuen Wy NMIgunsenis
sonviu lullfdsmasdesedunisfienseaivanegadaau Jeo1aasvisuliiuinfanislunain MA
fifedrfalunmainfaundsiuyu viefhleuieuimsduandsjatunslinszuaiuanaeluinnni

4. NIPUARUARINAITANEUNU (CFO) HBNTNaN19NTIRDAIsTINIHENNTaRUTYT (AUF)
Wiy 0.006 wilddTeddgnieada wandiiiuiinszeaiivanainnisanduaula iy
mnududoulunsasulyTednilivddny esangsnssuludiuvesnsdufiusuineglusuiuy
Unfuaranansonsivaeuldnummsgiuily

5. NSELARUANIINNNTAMU (CF) TanSnanimseeesssudounisaeudad (AUF) wiriu
0.027 ualufitodAgyn1ead i nuigauinIsamuesiansulazii ussduaududou
Tumstuiind? uildlfdmalanssonsiiusunuasssudouaoutyTluseduiiidoddy

6. NFLUARUANIINAITIANIIY (CFF) LdNFwan1emseviniu 0.021 uagildnsnaniadeusiy

AaUsd UM 0.002 suBvENasIN (TE) Wiy 0.022 uandliiiuiudnisdanmiiunuasdana
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noA1sssutdeuasutydluianivd ety uanansenuidauiadnuasludaiaulud aia
FeoradumseganssusumsipmBuinegamelitedmuauaznslameiidunaegud

7. M3toATeIRuan (CAH) d8vdnantinssrearsssuiteunisaauta (AUF) windu -0.266
wariidninaniadomdiniiiu —0.004 9udnSwasan -0.294 InefidodAym1eadffisedu 0.001
azviouliiuiinisiienseniuanluszdvgellanuduiusidsaudvarsssudounisaoudyd
nanAe UTwiidanmadesgeenaianuidsminisdus faoudadidinainnaaeudesas
uazenifiuasssufedlusedumag

8. NIzWALIUAAIINNITANTUIIY (CFO) W1un1siansouiuan (CAH) 18nSnasiy
neAsTINun1saaulnd (AUF) windu -0.013 Tneliusingteddgnieads wansiinisiotiuan
Lilfdusuusdesinuiiiavinasening CFO uag AUF 101a1inanndnunizvasianisifingsuaiiy
ananmsifiununsiogui

9. NFTRATUAAIINNITAINY (CF) H1uN15ABATOUIUAR (CAH) TanSnaniadause
Asssuilsunsaeulydvindu 0.007 wildddeddgynisads wanamaduuin wansdawualis
MansTlamusnensiieiuangaluiiosesiumslitng dmalifaeutnifomsaaouanugnios
yoamslidunuanniy

a

10. NIHARUAAINNITIANIEUY (CFF) H1unshansodduan (CAH) 1BvEwani1anss -0.013
LazdnSwaniedou 0.001 5udNSwasiy —0.011 Fauwdi i ded1Agyn19ad @ waian1aday
919azvouIINsIAmIRuwinTuldlaneliinaududeulunmsaeudadiuiy uenvannse

nsnsraaeuluuensiiesnsinmaUamedayansuiiuwaziissuumsiulysda

M3 4 asunanIIAFRUANNRFIU

dUNRFIU Path Direct Indirect Total Sig. NaNAFaU
Effect Effect (IE) Effect
(DE) (TE)

H, nszuFTUAnINNISANTUIU A 0.081 - 0.081 > 0.05 UZas

ansnanenITHenTeNIUae

H, nssuaiuanaInnIsaayu 4 0.128" - 0.128**  <0.001 Uy
answasenIhenTouiuan

H, ATTUASUANDINAITINYUSY d —0.011 - -0.011 > 0.05 YoUSU
answasenIhenTouiuan

Hag nIzuAIuanINNISANTUIN T 0.006 - 0.006 > 0.05 Ujias

ansnanon15TsULdeunIsaoU

BEE
S}
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FUNAFIY Path Direct Indirect Total Sig. NaNAFDU
Effect Effect (IE) Effect
(DE) (TE)
Hs nszusiTugneInnisasyu 4 0.027 - 0.027 <005  wauu

answasen1ssTuLdeunIsaou
Al

Hy NTLUATUANDINNITIANUIY d  0.021 0.002 0.022 >005 U
dvswansTsnideunIsaeulyd

H, nsdeaseuiuan dansnane  -0.266**  -0.004  -0.294** <0001  Ujas
AT IENN s TOUTRYT

Hy NTLUFITUANINNITANTUIIY 4 - -0.013 -0.013  >005  Ufjus
answanen155TdeuNITTOU
Ugydriunisiensauivan

Hy nszuaTuaneINNITaIn U i - 0.007 0007 <005  wauiu
answasan155sudeunIsaOU
UgyFrunisienseuiuan

Hio ATEUAUANIINITIANITY 4 -0.013 0.001 -0.011 < 0.05 YUY
answasan155sudeunIsaTOU
UayFrunisienseaiuan

INAITNG 4 NANITNAABUANNAFIU WU NTELAIUAAIINNITAMNY KAZNTTUALIUAR
NNTTANITU ABnSnaneni1sionsosiuan wazaAsssutounisaauliyd Inunszuaiuan

INNTANULaLNTIAIRUIRavI U EnasdaRuanlusyiungady uavddamalrmsssuiey

a

NaRUTYINLTU Fea1unsaesurlianamnududauLazAURaINYaILTRINTELARUAANLAR

[
=

31NN1TAMUBAENITIAMIRUIULARZUTEY NFBIN1SN1IRTIAaRUazidgnkayldnsneInsunay
Tuvtug? nszuaRuanaINNITALEUuNU Lazn1stonTesluanlidsninademsssudounisasulyd
Feaziouliiiuintadedu 9 wu mnududouvesginssy nioanudsaniiertesiuianssunig

N19RU 919NANTZNUABNITUIUNITATINADUTYTNINNIINITHOATOIRUAR LUUTEN

6. @3UuNan1IIBuazanUs1ena (Conclusion and Discussion)

6.1 d5UNANTINY

U 3 a =

NNSANBIANAURUSYDINTE AR UAANI5D0ATRIRUAR LayAsTTuLleNnITaaulyd

a a

W31 ANssIELleuN1saeu Ty IdAuduius dauinnddud Ay unseualluanannnIsamny

Feazveuliiiudi vi¥niidnisandufanssunisamuluseduas wWu n1s¥ensensim u

FIMITUNINE TnagilAududoun19n 1SN uT U denalinisnsisasudyddeslediian

N a

wagnsnensuntu Faduanvsbiasssudounisaeudydiivastu luvadieadu nsdnwi
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s

Tinuanudunusnddedfyseninsasssuiounisasuddlaznssuatuanannnisadueu
nsdaniiu uaznsiionsesiuan iesnfnssumanililéianududounionudssigame
fzdmansenusonszuiunIsaTIvaeulyd

LAZIINAITANYIBNTNAVDINTEUARUARN N19DDATOIRUER LazA1sTINLTuun1Taa Uy
WUIT NTTLARUAAIINNITAVULAZNTELAITUAAINNNTIANIT UL B NS naden1sheaTauiuan
wazAsssuieunisaautad eswnfanssudiisadesdnududounasfeanisnisnsiadey
fiflauaniBunseunou iﬁuﬁgﬂé]j@ﬂ"ajﬁfﬁwmﬂill’lﬂéﬁuiumimﬁ’ﬁ]a@UﬁqiﬂiiuW’NmiﬁuﬁL?{EJ’J“ZJJEN
Turauzihsniu nszuaRuanannsaILiuulazN1sionsesiuan s wadersssutounisaau
@ iesnfanssumandlildinrududeuniefiauidssiig meiiazdmansenusonssuiu
NI UTYT

6.2 8AUT18NANISIVY

v v 6 =

NNITANYIAIUFUNUSVDINTLUARUAANITODATOUIUAR LazAISTIUHBUNTHOUT T

o

v = o v

WU ANSTTULENN1TERUTYY danudunusidsuindddvdidgyiunsslasuanannisasnu

9

[y a

Tuvagilidanuduiusnided Aydunselalduanannn1saiduaiu AszLARUaAINNITIANIRY

LaENIINOATOINUAR NaAD ANSIINLTBNNTERUUYT danuduiusidsuiniddsdAydunseua

o

IS I~ v

WUAAIINNITAM Y A1 8UNINITAUTYNNIAINTIUNITAMUNIN WU A15TonTon1Iiaun

= v

ofom3uning nsveneions arfimududounisnisduiiinndu msaeutyisdeddnannty
wazdininennsnntulunisnsiaaeussnsausig 4 Mideatestunisasmu Safluunltufiazdemaly
Arsssiounisaeutydiiuiy deaenndaturuideves Bates et al. (2009) fAnwi eaffu
n3n929a0utYd wuin ssdnsfidnssuaiuanannisasmuiigaindnaifud uresassanden
msaoudadifiosnnaududeulunisnsraougsnssuiiiisadesiunsamuiiiniumainan o
wazided uaz Owusu & Bekoe (2019) lévinisfinwisasasssuslounisasuinyd wuin esdnsiisl
Aanssumsnsiuiifianududou Wy msamunienisseaumu fassandounisaeutadaed u
dHemndadddnauasmineinslunisnsaaouinntu denndesiuuuiAnues Chang et al. (2018)
fiszyinmsiensesiuandunalndfglunsuimsanudeasiaiuaiianudangunisnisdu
Tuthsidsamuvunlg

a

LazaINNISANYIBNTNaveInIELaliuan NshonTediuan LazaAsssuideunisasudayd
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wazAsssudeunisasudayd 1es91nmududoutazauvainvansveagIngsunIeIsiiy
fidsadastunsamuuaznisszaunu Jafesnisnisnsandeviiosdeauarldnineinsuindy
Turaeiinszuaduanainnssniduny waznsiensesiuan Liddvdnadeasssulounisaoutyd
dHonfanssumarilifienududourionundssiigimediazdmansen udenszuaunimsadey
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msvieaflenlngyuvy (Community-Based Tourism: CBT) funuimdndgysieiasugiagiusn
wazemdiduresmsviendielnenelilunaisugia BCG aglsAmunisinusunisesniuy
Uszaunsaiuuguin BCG Tnemssdalldnnusidn mstdeilsaiamnagnsniseenuuudsyaunisal
s dauUunauna Tududesiina iudeyantdnvieadien 400 au i amAeguruvioadien
Sl Sorinnsn warliseisae Importance—Performance Analysis (IPA) iieiUSauiiou
Anumanianazn1ssus samfsszyaaudaazysuifufinasiamn Tnsuuvasuanuiimaudesiy
agluszdugs (Cronbach’s alpha = 0.969) lugudanunn 1¥I5nsUsEYUNGUEaY (Focus Group
Discussion: FGD) Aug{fidruAeates 12 au tilodisraninenns sndnwal wazusunnisdanis
MsvioT BavRTL miyiﬁmmiwa"iéTaV'?ﬂamﬁ’mi'mﬁ’umauLLmﬁmquwﬁ Wludnisdaases
“nszUrNNTERNLUYTEAUNMInin T B lasyuvuuugIuAn BCG (CBT-BCG Experience
Design Model)” Fsusznaude 7 Jumeu Taun nmsimusiderieduarmsiamian nmswanminens
N13AMUATH N1TRBNLUUIAFUEA NITYTINITEIUAA BCG MsauANEAIN Lagn1sinnis
ANALAEY NTEUIUNTAINGHIUNTATIADUALMNZALANE TR LagldFunsiudu
farudululfGUfoR nansdnwidahlugnseuidsnagnéiivisensedugauawlszaunisal
afayarniinlifanssuviondien uaziadueuansalunisutsiuvesnsieadisnlneyuvuniug
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Abstract

Community-Based Tourism (CBT) plays a vital role in strengthening grassroots
economies and sustaining Thailand’s tourism sector under the Bio—Circular-Green (BCG)
Economy Model. However, studies on experience design directly srounded in the BCG concept
remain limited. This research aims to develop a strategic experience design framework using
a mixed-methods methodology. Quantitatively, data were collected from 400 tourists at the
Ban Nam Chiao Community-Based Tourism Enterprise in Trat Province and analyzed using
Importance-Performance Analysis (IPA) to compare expectations and perceptions, as well as
to identify strengths and areas for improvement, with the questionnaire demonstrating high
reliability (Cronbach’s alpha = 0.969). Qualitatively, a Focus Group Discussion (FGD) with 12
stakeholders was conducted to explore community resources, cultural identity, and tourism
management contexts. The integration of both data sets with theoretical frameworks led to
the synthesis of the “CBT-BCG Experience Design Model,” comprising seven stages: visioning
and participation, resource development, theme formulation, touchpoint design, BCG-based
integration, capacity building, and risk management. This model was evaluated by experts and
confirmed as feasible for practical application. The findings resulted in a strategic framework
that enhances experience quality, adds value to tourism activities, and strengthens the
competitiveness of community-based tourism alongside sustainable development under the
BCG concept.

Keywords: community-based tourism; experience design; Bio-Circular-Green economy Model

(BCG Model); importance-performance analysis

1. umi (Introduction)
navieaiigalaeuyu (Community-Based Tourism: CBT) Wunalnddglunisduindeunis

v |

Waunegedadu lnealemaliaulusiosdudiunuimmdnlunisdanig wazaievensuamis
Sausssu ndeuadeelfiasuenudundsaasugha wamsiaenedastuitvanenisiam
figeBuszaulan (World Tourism Organization and United Nations Development Programme,
2017; UN Tourism, n.d.) waguleuielunalasugnaginin-vyuleu-aWea (Bio-Circular-Green
Economy: BCG) vadlny (National Science and Technology Development Agency, 2021)
Jujnaunsouindididuuinnssuiieudnanuasnsalunsudstuy usf BT agldsuniwaula
9819031997219 wauddvdulungdnidun1sinnisninensuazni1sdaiusin (Murphy, 1985;
Scheyvens, 1999; Blackstock, 2005; Dolezal, 2011; Salazar, 2012) lngaziagild “n1508nLUULTS

Uszaunsal” Fudumilaveansaiinuriasanuiisnslauninviosiien (Pine & Gilmore, 1999;
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Mossberg, 2007; Cetin & Bilgihan, 2016) 80918 YsIN15ITTIUTU LA AMAIN

Y

iearvieuIuNatnvieneavi dd1uietesdslidnda (Oliver, 1980; Kotler et al., 2009)

Tu@asedauiside 91UITAUNTY BT 8291 ULNNTN TN TAR9US Ui oUseLd uNaans

yasUszaumsaitinvieaiien wilianansassuganmeviseReuludausuniegiUemdmadnsaainanla
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(Importance—Performance Analysis: IPA) $3uiun15Useaangugas (Focus Group Discussion:
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1 d‘ a a a ! Q" 4 ’oj N v Y Yo
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viauﬁmimasqmu Iﬂaﬂizqmﬂsﬁ Importance—Performance Analysis (IPA)
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3. MINUNIUITIUNTIY (Literature Review)
3.1 nsvisaelagyuvu (Community-Based Tourism, CBT)
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Dolezal (2011) Firaudsduves CBT Lildufunsdanismsnensiissegraiien uidosodonis
SMNANAATETINIUNUIM W uaresuuiuLTInAduI N ALazInAnN e uisseAUlan
USundaguu CBT Felonvdnfnetiiiesnsdansnineins mnusdesinigniseeniuulssaunisal
fagviousnanual uaznevausiAmIAIAN s é’fﬂﬁ“juﬂwigimﬂwis'wﬁuimma BCG Fuiunalnddiy
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3.2 msaanLLUUUs:aun'liain']svimLﬁafa (Tourist Experience Design)

mseenuuulsTaunsaiieiduununatsueansaiisanufiswelanazanAmisnsvieaiien
Tne Pine & Gilmore (1999) LausuinAnLAsugiaidaUszaunsnl (Experience Economy) fitinyan
149 ueg FuAudaruinis mnuaduiuniseenuuuiy (Theme) warusssniaii oasng
ATILUANGNY fas1 Mossberg (2007) ¥818A133NSia1509 (Storytelling) unalnddayfivinli
Uszaunisaifiannununenazinans) denrdesiu Cetin & Bilgihan (2016) Ainuitesdusznau
Fetausssuiinsudiutiadiumufionelakasmsnduandoudh dwiuusunves CBT nmsesnuuy
Fsliimsdrdafissionssunendiu widesysaunnnsdadnuaitazd windeudriunnumiands
yatinvinaiien (Oliver, 1980; Kotler et al, 2009) MsidexlosuwiAaiiniulima BCG astiunay
Tavganseusninineinswasmaannyuvulvidulaldodsauna

3.3 wqanssuﬁfnviauﬁm (Tourist Behavior)

wAnssutnviesiieafedutiadoddyiagiiounsegla anumands uaznsdndulaiise
Usgaunsainisviaadies (Kotler et al., 2009) lnginsoununfnAuAIANIa-N155U3 (Expectation-
Perception Framework) 484 Oliver (1980) 1Juununans mmJiza‘Uﬂﬁa;?mﬁ%aamé’aw%aqqm"l
ATTUAIARTS sjamﬁwlﬂajmmﬁawa%LLazmmcﬁgﬂaﬁ%ﬂé’umlﬁam};ﬂ winUszaunsalRngd
auaanisdondenaneninalinelawaznisvenseludeau luusunves CBT vuidenatsdu

1Y

Fi1auaianiwesdnrieaiedliladnineg Anuaimduduazusniswingdu widinseuaquis

Y 9

vy  a

nsseuLaznsidusuAuInTinvieadu (Salazar, 2012) faiumsanudlatesinasgning
AuatantaLarnssuiuduid Tanuandszaunisaifldifissaseufiidnisuilaaing
uidsnedsnsdeslsadenmuentusndnual Saussy uardunndeuvesiiug

3.4 TuaalAsegna BCG (Bio-Circular-Green Economy Model)

Tuimataswgia BCG iuulsusdfguesusamalneiiyjionszdiuiasvgianiugiunsinm
augadudandouuasdsny lnoidunilslunalandnvesmswmnnussimasesdsdu (Office of the
National Economic and Social Development Council, 2021) Usgnaundg 1) tAs¥gAYINMN
(Bio Economy) Wugarinainnslimineinsiinmuazivaaviesdiu 2) inswgianyudou
(Circular Economy) wiunislinineinsegedueiuaznsanvendy uaz 3) LAswgnadilien (Green
Economy) 3jsaanansznusedundouiazaiisesannaiuszuuiing (Office of National Higher

Education, Science, Research and Innovation Policy Council, 2019) miﬂisqﬂmﬁﬁuma BCG
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Tumsvieadisnlnsyusy (CBT) Fslildifiosmlovns uiduuumejofdioatrsuinnssuuinng
ANNANTTVUAWING DY wazenszAUAIINAIN5aTuN1TUY TN TneaduTimedfyRoniswlas
ndnnsmanilidunssuiunsesnuuulsvaunsaifisudesldlussduymeoy
3.5 M3ATIIANNEIAYLATTEAUNTIU] (Importance-Performance Analysis, IPA)
nsTessianudrdguazssaunisiud (PA) simuilag Martilla & James (1977)

Juesesdouszifiuanuduiusszninsaudidey (Importance) uazn135us (Performance)

[y

YOINIUINT WiBszygauls gadey wazdrduauddglunisimuw (Sever, 2015) 9ALAUYB IPA
Aonsdnauen nsITIUIIITeiuanagnsliegialussuy willdedninluniseduiemena
IS~ <X a Y1 (Y a v a ! ! I d' 4

Wadin Fefienldsiuiun1s3dedenunin Wy nsussyunqudes (FGD) iiove18a11u1la

waWenlssyuuesidnlddudeiunaliunnueginlusdsiu (Creswell & Plano Clark, 2011)

a v

3.6 UL NNYIVD

a A ¥ [

NUITpAAeITeaiunseenkuuUsTaunIsainIsviesiedlaeyuvulalinniidaauia

a

WWINNNTETAMAIEY CBT Tumanedid Bunmajarinon et al. (2022) Anw1n1508nkUUAINTIU

Yaa

pssamanifunsnaunuiassIutunsnszduUsramduianain wuiinseenuuuiildas
fulszamduiaduinunansaiunsaairsenudszivlauaziiiulentanisandiUszaunisal
vosinvioniivnliognadiad ey vaugdl Phoncharoen (2025) 1hn1seenuuulszaunisainldiiu
nseulumswaAanssunmsvieaiisnlasyusudairsassdvugulunaiaswsia BCG Waun1s
faaduiansauiidenlosfunboutusndnunivesiufiogwioiomisiunumeiausssy faneven
Tuguru wagn1s3usiudszamdudasig 4 uenani Kitiwinit et al. (2023) dooniuuiduna
vieuieadsaivassAlugueuli InemunAanssuuazidunsaudiunisddidanndon duwaly
\AnUszaunsaieadsadiunnsnauazaiu

NuITelavenesanIug ludifiaina Sthapit et al. (2025) Waurluaaussaunisal
M50 8371119037 (Memorable Tourism Experiences: MTEs) wui19adedunisndnudl
NTINU3ZANTU (Escapism) N193908509 tazn1svinliuszaunisalituduinananuianela
LAYAILVITE VusT Leyva et al. (2024) 14 NTIATINTRGUATE (Fuzzy Analysis) Saufiuseuy

v o w LYY

miaummﬁmam% Lﬁ’é]’ﬂ{ﬂﬁ’WTU’ﬂ@ﬁNNﬁ%@QUi%ﬂUﬂﬁiﬂja&INLﬂu’i%‘UU kag Williams et al. (2018)

9
s

UszgnAniseanuuuiigenudugudnans (User-Centred Design: UCD) wuszendsuiuwmalulad

Y

iieaweUndladuriauied uazuduiinisesnuuuiadeislddivensesunmunindssaunisal

¥
|

TAEFIULAINNUITENAITUITI1N1585 19U 2aUNTAUN UI19AIT N1519LAS 99l o UseL T UT kil uen

v ¥

wazn1sUszgnenalulad@dia druduiianiadrdglunisimun CBT-BCG W aasuasg

AULANASLAZANTNINASEUITUlURANRYIDALAE
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3.7 nIaULUIANTUNTITY

nseumsifendsdimuduanmsysannsunfandniiiedas Ieud msvesiisalas
yuw (CBT) Mfuunuimmsidmsmnaznsinnslagauluiesdu nssenuuuuszaunisainig
oudivafiazeuiadndnualuazama1vesil uil woAnssuinvientsadsesuienunsey

Expectation-Perception lunisasieanufienala wagluwaiaswgia BCG Mwauleanisaysny

[
) ~ a o

NSNYINTAUNISHAUINGITU NTOUTYIMUNNAINUAANUFUNUS TENINLUIAAFINAI NN DFUATIZA
N3EUIUN1TERNLUUYTEAUNSRiN Vo elag L vuuEgIUAn BCG tnuanfunsysannistoyaids

U31100970 IPA wasdoyalienainman FGD aauandluning 1

anmnsailagtunisesnuuudszaunisal

MsvisaigIveiamiIguYUiuie U IUAA BCG

T
[ ].

[ v 3

i !

i o 1

- : SEAUANUAANIIvRY SEAUNTTUIVRN i

NORNTIH ! 4. . 4. . |

Y 4 B UNNawngINUUITEUNITU UNVDUNYINUYITTAUNITU :

UNNDUNE : . R R R |

| NSNBUNEIVUFIUARA BCG MsVBLNEIUUgIUAA BCG i

d !

N, /
h | I -

| i .

NSTUIUATNTRAUINTORNLUUUSTAUNTAL

msvieaiignlaeyusuuugIUAn BCG

AN 1 NTBULWIANTUNISIFY

4. 35115299 (Research Methodology)

medeiildsndouBuuunaunatu (Mixed-Method Research) Tnsysannistoyaideysana
LLazLfﬁmmmmﬁaﬁwmﬂizmumiaamLUUUizaumizﬁmiVﬁmLﬁaaimmgmuuugmﬁ@ BCG
uarliunsiusesaiesssumAdulunywd auil RBRU-HU 51/2567

4.1 M3 UTnaienssivesinseniteauaaniuasmsuivesinvisaiien
evUszauntsaimsvisaiienlneyuvy

naushegsie tvieaflsnfiRumandamisgmuvionisrtuinden lnedundiuan
HrogralunsdilinsuruinUszanimugnsves Cochran (1977) fisziuanandesiusesas 95
uazAIANUAIAIAG pudesar 5 ldegation 385 au udiileliuAINanysalvesdeyaiaiv
F7U3U 400 AW NMsivtayaldnisduuuuazain (Convenience Sampling) Fanuzautuusun
aaaund liasnsadfenedoussvinslaaramida (Etikan et al., 2015) tnasinsdnaitn

loun 1) \Wudnvieudissvnilve 2) awnsasuesnideuld way 3) Buseudisiunsidewaslitoya
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Tngadasly agnlsiony nslidsnsquuuuazanenvdaalinan1sidelianunsessdadeadfludy
Ussrnstinvieaileaiamunldedisanysal

13 osfledduiduuvuasuny 4 dau ldun 1) Teyasialu 2) wAnssunisvieaidieon
3) mmAanisuagnsiuireUstaunisal CBT-BCG wag 4) Totausuugifinin wuvasunialudau

YBIAUAIANTIRAZNITIUS AiaUsraunisal Usenaunie 51 aA1011 ATOUARY 4 ATUNEN

[
Y A

léuA 1) Aanssumsvieaisauugiudn BCG 2) umawiaaiieauugiudn BCG 3) o1mnsuazdudiil
AuuuguAn BCG way 4) yaainsnenisviend sayuwu lnedifuaiiduasesiannuuiin
fumsvieuniislnsyuvu n1seenuuuUszaunisal uagluina BCG SamAunsiingsidoyalds
lenansvesgurutuiide deuuiudesdlimngautuuiun wuialdunmaiu Likert 5 sedy
&A1 10C Wiy 0.95 uamaisanuasuduionluszdugs aanntsmaaedlduuuasuauiungy
Fregeiifidnuaglndifeetiu $1uau 30 AU nud wuudeuauiiAn Cronbach’s alpha Wiy 0.969
wansiannuidesiunelulusedugs Fagandunasidus 0.70 AfnlEeddumsisomadanuaans
(Cronbach, 1951; Nunnally & Bernstein, 1994) uansinuuuasuanuiianuundedelusefuge
uen9ni nafiudeyamaaunldunuuaounundufiuasuiis 400 9a Tasnisiiudeyaneau

4

ANIUNITIENTIUFOUNNTIAY - TQUIBY W.A. 2568 wazynyaauysainsoudmsunsiasTien

% A

ToyanladiAsizvnlgadflanssaun un Anadouardiudeduuiinigiu Lagn1sinse

¥

ANUEATY-KAN153U3 (Importance—Performance Analysis: IPA) A13lWIn1aad Martilla & James
(1977) viteszygauds 9ases wazdfuarmadgylunisiamun

Tumsiudeyal@el3una nsinszduanuaaniuasnisiudandunslugnnanieaiu
Mendensdnsauianssuvieadien Inelduuimienisussdiuwuudounds (Retrospective Pre-test)
faduisfiteulilunsdiliaunsafivieyanountnfundéas vl fifonsendnisenudululd
YaseARINNIIHaaImTn waglimhusunudinanluinsaniuniseiuseraniside

4.2 n153781B gAML adLATIEYINSEUAUNISEaNRUUYsEAUNITAIN1TYiB AL 87
Tngyuvu

Foyadanaunnladannsuszaunguees (Focus Group Discussion: FGD) fugiidmuiieades
$1uau 12 AU Usgneuse nssumsnguiamiayue 4 au fihwuvu 2 e gUszneumsviesiu 3 au
wagFunuaNIiIsuaIAsguasienty 3 au lnsfinusinisdaden el 1) ey 18 Tuly
2) fuszaunsaiiferdestivianviayue 3) anunsadisiunsaununngulduszana 90 - 120 Wil
way 4) BugeniinsiunsIdelagasunulukuukaninugueey (Informed Consent) N15AUNUN
Jatunisuanidsuguuesfgniunisesnuuulszaunsainisviendionr nsUszgndldiundn
AsugAa BCG wardszaunsainssannisdnduanssuvisaiisaluiiudl Yeyaiild sunisvuiin
Lazaenmuetudusyuu deuthlulnsesideisnsimseiien (Content Analysis) H1un1s

TanuangUseiaunanuazUseiiugesiusingandeya augniswazauilisievestoya
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1AsyU N139539a0UA8ITNIITIvERULULEAINET (Triangulation) laglUSsuisudeyaiannuang
WMES Bavuaneis iioaneafuazium ULl us1vesToAuUNy (Creswell & Plano Clark, 2011:
Krueger & Casey, 2014)

4.3 mysaunisdeyariiethiausnsauiienagnsniseanuuuyssaunisainsvisaiiien
IngyuvuUUgIUAA BCG

NITeasInaldnsTieseianudfgy-nan153u3 (Importance-Performance Analysis:
IPA) i 97152988 U% 0931955%7 19A210A1ANTS (Expectation) Lagn133ug (Perception)
yostinvioadien udsszygaudsiimsinuuasUssfiuiirsiann nadwsdsnangnidenlestudoya
FanmnmainnsUszrunaueos (Focus Group Discussion: FGD) dedliifiuisanianisaitiaq i
yunoaBedn wazdedrindeusunigiidiuidedlurumundyey

nsysanmstayatsaesiuldlifieinisunaniside widumsduanesiBsruuiinaeg
85Uy NTENINAUAIAnTILarN15TUSHuTdesudenn TausTIN Lagn1IIANITYNTI
nsruIuNsiilugnisadns “sansruiunsesnuuulszaunisainsveaiiealasgumunisldluea
BCG (CBT-BCG Experience Design Model)” ifanguugiudayaidsuszdndaninvionien
LALHIUNTIATIF@BUAINLMNIE AN (Validation) 91ngHduABides il eduduninuasandas
wazaudululids U uR

5. Wan15238 (Research Finding)

5.1 HaN1339 818U U 931AT1EY 89731952 19A2UATANT IAEN15TUS VBN
tnviaaifigarauszaunisainisviaaiiealagyusuy

Mnmsdmatinveaiivasiuiu 400 au MFumanddamiagusy « wuir dnvaeialy
yosmounvuasuamidulusandunsed 1

MTNT 1 AIAND UAEITRUATYRINAUAIRE NI MUNAUANG N YUEN1IUTEYINTANENT

fauus 519821980 AU Souay
el Y9 223 55.75
e 167 41.75
3 9 (wavnaden) 10 2.50
594 400 100.00
218 #1nin 20 Y 63 15.75
20-30 1 92 23.00
31-40 1 43 10.75
41-50 U 80 20.00
51-601 60 15.00
60 Y7l 62 15.50

3 400 100.00
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fauds s19az1980 MU Sovaz
nsANY nTsfsey 20 5.00
PG 54 13.50
Wseulans/Ua 111 27.80
ayUsyey/Uad 64 16.00
USeyns 117 29.20
g3yl 34 8.50
394 400 100.00
2IUN Unfnw 80 20.00
Fusmy/3giaving 87 21.75
WUNUUTN 63 15.75
LAYAINT 48 12.00
Sudeinly 55 13.75
33NN 10 2.50
\ndeniany a4 11.00
Bu 9 (WithuAnanm/ 13 3.25

a < s
WaNIENIT/UaBNNDS/

E

gy U s/ WM iyads)

594 400 100.00

swlddaau < 10,000 U 93 23.25
10,001 - 20,000 132 33.00
20,001 - 30,000 62 1550
30,001 - 40,000 50 12.50
40,001 - 50,000 37 9.25
> 50,001 UM 26 6.50
59U 400 100.00

PNITEnvrUsEaniegtnriaafisn 400 au wudn drume dulugidumands
duu 223 au Aatdudevay 55.75 sosaanAe A1y 91uu 167 au Antludevay 41.75
uag B 9 (mavnaiden) $1uau 10 au Andudesay 2.50 audidu dueny daulvgjenysening
20-30 Y $1uau 92 A Andudosas 23.00 sos@wnfe 91g5ening 41 - 50 91uu 80 Au Anduses
az 20.00 919931 20 T $1uru 63 AU AniduTosaz 15.75 91y 60 AUl F1uau 62 e Aadu
$owaz 15.50 9193813704 51 - 60 U 91u7u 60 Au Andudosay 15.00 uazo1gsening 31 - 40 U
d1uau 43 audAnludosay 10.75 amaau srunisane d@aulugusyges 1w 117 au Andu
Foway 29.20 sesatunfe dssuvate/Uam 91uau 111 au aadudesas 27.80 auu3ay/Uqa

91U 64 A Andusesar 16.00 dsaudu 91uau 54 Au Andusesaz 13.50 ganIUSyyns
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$ruau 34 au Anvdudesaz 8.50 wassiniTsen auau 20 au Anvdudesaz 5.00 auddy
Aue1Tn dulngsusivnis/sgiania d1uau 87 au Aalusovay 21.75 sesasunfe Undnw
$ruau 80 au Antdudesay 20.00 winuUIEN S1uu 63 au Aedudevas 15.75 Sudeialy
Juau 55 au Anludosaz 13.75 inwnsns 31w 48 au Anludesas 12.00 induaey 9w 44
au Andufevay 11.00 du 9 (Withw/anwEransienis/vdennes/gyuiues/ W mindyads)
91w 13 au Aadudesay 3.25 wargsnadiuda 91w 10 au Andudesar 2.50 mud1du
wazsuselanoiou d@ulug 10,001 - 20,000 UM F1uU 132 AU ATuSouay 33.00 09890
Ao < 10,000 UM 31U 93 AU AnLTuSBaY 23.25 20,001 - 30,000 UM 31U 62 AU AntuSae
a¥ 15.50 30,001 - 40,000 U1 37w 50 AW AntduSesay 12.50 40,001 - 50,000 UM U 37
AU AnlduSpeay 9.25 uay > 50,001 v 1w 26 AU AnlduSevay 6.50 AUARU SnuaEAINaT?

wandliiiuindnvisaiieanguiegalidnenmeiumds@euazanundonlunisdisuianssunis

[
v v 1 A

\ A a s v 5 A %
NDWNYIVIUTLAUNTU DANIEIUITIN CBT-BCG SUE]QSQLI“M‘U’INU’]L“UEI’Jﬁﬂﬂ’]’iﬂ@lauﬂuaﬂﬂﬁ’mmmmi

1%
o w A 1

voanguAuTLiniuaznguanInniidwest1adeilios
HANTTIATIENVBYAIY Importance-Performance Analysis (IPA) Tu 51 Ifveslszaunisal

Y a

wuIninvieaiedfiszaun133U3Te (Perception: P) ganinseauanua1anis (Expectation: E)
Tunndl@ Tee E fAnady 3.46 waz P fiAnady 4.35 dawaliin GAP (P-E) sauduuaniisnue
Feayeunwiliuitnvisuneslasulssaunsainaninneevanely Inedl 6 Iandanulanauian

370 51 HAvesUszaun1sainmvisaieIuugIuAn BCG An1519i 2

M15197 2 ALRAY Expectation-Perception Way GAP (6 Useiiudauasigsiann 51 47)

Expectations

fifuszaunsal ® Perceptions (P)  GAP (P-E)
Anudufinsvesnuluuy 3.42 4.45 1.03
SN NUAITRIUGTTN 3.40 4.38 0.98
msﬁazmLLazﬂmhawamﬂaﬂuﬁﬁaaﬂizaﬂwﬁuﬁaﬁa 5 3.41 4.35 0.94
AnuLlanivdvesianssy 3.36 4.31 0.95
nslalaNanIENUADS TNV IRLAL TAUSTIH 3.41 4.35 0.94
nslimaluladifoniseydntuasndanunauny 3.50 4.40 0.90

ada

9915297 2 WuIdANTA1 GAP gefian A eanudufinsvesauluguoy (1.03) Wununed
Aaada

v y) v o s a o a l & A o A & 9]
@mﬂ']Wﬂ’]im@ua‘ULLagf’\l'Jqllﬁll'WUSLﬂQaQﬂNWI@@IL@usﬂ@QWUW YULNURNUAT GAP G]'TV]E‘Z@?\IE) ﬂqﬂﬂj

walulagluniseusnduasndanunaunu (0.90) wirgegluszauuinusdailonalunisiauisdesen

aad

dulifau o Wy onanwalTausITy (0.98) wazn1sAea1TuazN1TAENAAEUTTAMAUNENT 5

(0.94) flfn GAP lusgaureudegs wazilunumddgysenisasuaumvaseaunisallagsiu
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n137iAn GAP (P-E) 1uuanlunniid ensesunsldandnumzvesinvenioafiiunia
wdsiuiiviendealasgurudsindszduenuaantad ssfulsigednilofsusumaeadesnds
widlwdill Uszneududnuazvesdsraunsaiitiuanuduiing mnuaide uazsndnuaiviesnu
FadamaliinissufasmdinsitnsaAanssugeniniaevanely egnslsfiny §3duseniuin
nansUszifiugananenaladsudvinannsusziiuuuuounds dseadienfiannsinaalanth
uazieidudodinidesdouisidefisnsinnsanlunsfinunadng

dovharudladnagnimslinneifaRnsudunisesifivannlunsey IPA Quadrants
Fannsnei 3

AN5197 3 NsIRaUiRUSEaUNNSalluNsau IPA Quadrants

Quadrant N15AANMTINAYNS fAuszaun1sal
Q1: Concentrate here AINAIANTIEY win13susen: Useeny anwwanlwdvesianssu
RPN LTI n1sdeans nsaenaadeya (Mslkd

Uszamaueians 5)

Q2: Keep up the good work  AnuAIAviazn1ssuieglusyivg: Anudufinsvesnuluyusu
Wudsfimsinuuazioson gnanwalinusIsy

Q3: Low priority mumaniuaznsiufedluseiuin:  nisldlanansenusiosssumnuas
Tallyusziiusenou uanamasuls TSI

Q4: Possible overkill AuAAnTa uinssudae oAy nslimeluladiitesysnyuas

Auddu MsunIunagns Wee1a  WANIUVIALNY
& oA a ' <
LUuﬁ!ﬂLﬂu%lﬂJﬂ’]ﬂﬂﬂ gunsnneyanlu

ARl

'
a

NanIAsIeidanagnslaunsanenulddaaul udllonandluzures ununimnszans

[

(Scatter Plot) 984 IPA @avilifiuni1snszaiedivasdniaunlulmas Quadrant wazaigaSune
puddadnagnsldeginduszuy funmi 2

3.50} X mstdvaluladlumiaying

3.48}

w
o=
(=2}

B,

w
S
S

aunudnTuasmn X

w
S
¥}

Tdlananssnurasssuni

Importance (Expectation)

b/ nsdeans ¥ SmanualinussIu

w
=
o

e e

3,36 X Armwvani

4.32 4.34 4.36 4.38 4.40 4.42 4.44
Performance (Perception)

AT 2 N15AA 6 UszihuUszaunisal
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Al 2 agiiudaioudn anudufinsveseuluruvunasdndnvaiiausssy fe 9audvan
(Q2) vauzfirmuvanlminaznisdeas (Q1) Ae Usziiwitmedideassinmniieliaonaded
Aupnuaanisgvesinvieniion daunnsldlanansznusieduinden (Q3) Felulyizeasssiu
uisndusionisaieeudaduluszozen vuzimeluladifioniseysny (Q4) usfadansiuslage
uimsumunMsaslinzaniuaumanisestinveiien

nan 3R sziludfuszaunisal 6 Ussihundnlauansdesfianadanagnsveiniseaniuy
Uszaunisal Faazidenlestumsimunnagndluidedaly

5.2 Han1s3seIlenanNLTadassinsTUIuAnTeBNLUUYsTaUNsalnsvisuiiBnlag
YUYY

[y

183a31NN15UsEYUNANERY (FGD) AN 1 Audddiuiieidas 12 au veadamiaguyuy

Y 9

FeUs¥NaUMIENTIUNTIAMAL H1yuvu JUTENRUNTTYBNNLT WaZHWIUAINMIIENUST/onTY
A2910uIIN10NLUVUTEAUNTAIYIDLNBIVRI T UAIYNYU T5INFIUINIDTIALaLAINTINNT
o ¢ al o a 1 ! .q' v v ! 5 d' ! d' ! o w A a Y1
ausnuiyuvuiiuinegwseiies Wlaususuniiensvisaiiey aaaudidgfensieustiu
N15UBNLET AMSENSH N15A9EBYINATY UagN1TVoUNEUTINANTENUAT (Low-impact Tourism)

= I a 1% @ & S o Y a [ Y a
Fajsaanansznusedwinaeuuazdiad Mmuadideulesiuwuian BCG lawn nsldgiidayan
LaENINeINTNeeaY (Bio) nslinineinseg1aquan (Circular) kagni1saanansenudedwind oy
(Green)

N1599NWULUTEAUN1Tl§9ATRUARUN NI LN AV NV OUT 87 AUANDY T8N
LagHaINTISAUNNg aglsimunudedidndiunisdeansiivhliinvesfieaunsdiuenadslusuias
ondnvainsafanssuanizveslamiaguus eswindeyan dnavedndunimsin luisey
TwazdgananssuveIngulagns dnviadanudedniadiunsdanisiun yaansndaiamaundnvan
= . v Y a A e @ a I a Y Ao a
Feanlvgiludaseny uazdunuiansssuniviogunsaindulinsdedaindoundsguiuly

aadaa a %

Insagunadisnaunmaliiiugaudsfinasdne lauwn n1sBalesiuintina3swesyuoy nanns
a 19 A o d' o a v o & o 19 Y o w
Feui-aallav-annanseny wagn1si¥euleaduuulAn BCG wiauduildeavviaudednin
AUNISE0a15 N15IANISIUT ypaIns waznsneins MidudeuludAgaanisimuinssuiu

§ Y v 1 dyd 1 v A = A o Y & o 4

nseenuwuuyszaunisal Jerunumarldndudeyaadniansadrlulddugulunisdunsien
LWINNNTEBNLUUUSEAUNSRIN SYiR e IlaegusuuugIuan BCG Tudunaudnly

5.3 A1TYIUINITHANISITELN aULaUDNTAULTINAY NS N1508nUUUUTEaUNITa]
n1sviaiglagYuYuUUFIUAR BCG

nsysanmsHaddeaniulusedunisuUana (Interpretation-level Integration) lagldnas
Wnaualuuuananasiu (Joint Display) WeslgedoyaiaUsunuainnsiiasieit IPA Whiusiadeya
TanaunININNITUTEYINaUE 8 (FGD) N1359ugdayarivaaddiutisdunsnzilsuiiudnagns

dSUN1IRONLUUUSEAUNTAINT YR AEIlayusuuugIUAn BCG Aawandlunnsnad 4
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A15NT 4 NMFYTAINMINARUSINULaz N e LATIZYLWIN N SERNLUUYSTAUNT S0

(Meta-integration)

o NaLIUTUI NALTIAMUAN . - .,
AN IPA . YoaJUIINagns (KaysnuInig)
(IPA Status) (sn&31n FGD)
Auudanlvd  Ql: Concentrate here  AanssuilAugn Liflsgas  Re-design Aanssu wagiiann
YBIfAINTIH (ANUAIANTIE-SUIA1)  wndeu Storytelling/Theme lv4niau

NsdeaNskarnN1s  QlL: Concentrate here  Yeyaliasu endeanslitn  Wawgedudanisdeans uay
aenen (Usziausasou) H083ATUNIT (leu-sening-

NAINITAUNG)

Audufinsres Q2 Keep up the good  85e1dER Anuduiusids  Snwuniediny uazsogen

Auluyy work (9audavan) daawga UMY
Snanwal Q2: Keep up the good  Aatduvesus Tendnualduunulunis
TUUTTTY work (3audslanisiu) (Authenticity) FaLau MMVUATULAENITENTEY

nstdlanansgnu  Q3: Low priority (lalld  yuwuvihasausideanslilan  w@sunisdeans “auaiaiy

AadeInae UTZihusanin) Wiy gagu” ndaiau
nsldwalulad  Qa: Possible overkill — funugs WIavinye amuaNIZyn wasUszynd BCG
\oaysny (FAuanugnd) ImngiuuIunas

mssanaimtiidunisysanmaifegan msziu Meta-integration Ineidonloawals
USnaann IPA lhusadennnimees FGD ieduneissdudenagnsiliiauinsyuiunig
penuuuUsvaun1sel CBT-BCG Tudunsudnlusgradusyuu N15YIUINITENNBYUUNTBULUIAR
dfay Idun Experience Economy #liifun1seenuuuiuuazussenie (Pine & Gilmore, 1999)
Expectation-Disconfirmation Model #ioSutsarufisnelaniuainuduiusseninedfinnnds
uazdsii3ug (Oliver, 1980; 1997) uaz Mixed-method Integration fiunsiadundsgaudsvesdoya
FeUTunauuazamnIn (Creswell & Plano Clark, 2011) saudan1suszgndldlanaiasugia BCG
i eadeauaiunsalunisutsdud §98u (Office of the National Economic and Social
Development Council, 2021; National Science and Technology Development Agency, 2021:
Kumagai, 2022) G?faaamﬂé’aaﬁ'uuiamsJa'qLa'%uﬂ’m/iaal,ﬁaﬂmaﬁmmaq Tourism Authority of
Thailand [TAT] (2017) #adwnéilsdadunsovufoadnnuindededeinnmsuazdululiaie

$19NTEVIUAITOONLUUUSEAUNISAINITYIB LT e lne U YU

43

luszauiui drldgnisdansieq

UUFIUAN BCG” BUsenausy 7 Junau fan1sem 5
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AT 5 NSFBATIBYNTEUINNITRENRULYSTAUNITAlNSYia Rl g laeyusUUNgIUAR BCG

QWﬂﬂWiUﬂiﬂJ’]ﬂ’]iNﬁﬂ’]ia‘ﬂvﬁJ

fumeunsaanuuy (7 dumay)  waideUTainm (IPA) NABIAMAIN (FGD) FIUNUY/UUIAN
1. nMsimunIdeviAuLaznITl Lf]uﬁauvlﬂjﬁug’mﬁ ﬂz:ymﬂ’lﬁmﬂﬁﬁuﬁl,l,ax CBT principles,
AIUTINYDIYUYY duiusiunn Quadrant  msfidausandalaiviads Participatory planning
2. MsdTakaziRuImsNeIns Q2 9aula (Anadu WTINTe 9iTayay Cultural identity,
uagdnanwal fins opanwal) Vioshu CBT-BCG integration
3. MIfnueBLazlATIEos Q1: Usslhumuau ANFADINITUNEUD Experience Economy
ulanluvesianssy “Baes1” fidhiau
4. N5PBNRUUIRFURALAL Ql: nsdeansuazn1s  Fesfadunisdeans Service design
durnanisvieadien anevenUszaunIsaiiiuy touchpoints

Usanaueiaa 5

5. MIYIUINIFIUAA BCG Q3/Qd4: AwIndeon / Bio: NiWe1ns¥anmuay  BCG Economy Model
wialulad niileysywinadiu Circular:

TdnswensAuen Green:

AANANTZNU

6. MINAWANIANUARINTUAY Taliuseifiundnd YAaINIINn dndlvgy HRD in CBT,
Asrunemuazan agvioulu IPA wivsing  1uggeeny Asdune Sustainable tourism

anweiladud ANuazAINgalulileIne

Y9IANNITIANTT
7. msudmsdanismnuidouny  delauaidanagnsu allilseidioes Risk management,
msﬁauifﬁialﬁm NIFUTMITIANITAY n¥wens Anudsadiy  Adaptive leaming

e A15IANT

o 7
L3

N385 annsaiuldtaitnszuiuniseenuuuUszaumsaina 7 Jusou leunns
sesduandeyarieszingduniuaanis-nssud (PA) wagldSunistuduieuluifausunain
foyadenmam (FGD) Vililupaiifautudaruaonedosiadmguiuasufin aunsaussandld
Ioasaluguou

5.4 N1ATIVHDUANNMNIZANVDINTLEUIUNTDBNKUUYIZEUNT 0]

msmaaaaummmmzamamwmuﬂ'ﬁaaﬂLLUUUszaumiaiﬂ'm/imLﬁmimmgmuuugm

a [

An BCG uduvenevasinguszasdten 3 Inusslssliuanugnies aAnudenndes wazaanduly

AU URve9319n 780NN TTNALIINToY AT UTUNMLAZITIAMAIN N15ATIVFBUTAYINTIY

1 a v

AulTdruieados 9w 12 au Jadugadierdugnsudszgunqugosasusn i aliiin

Y
Anusiotesvestaya agelsiniu §3deasendninludesslevizidenslddvdeyanguidu

919n0lAneARINN15E UG osangideyalidiusinlunswauinseuiunsaaua ssue Ay

[%
YY)

AIHUNITAAIUNANITTUTRINTEUIUN SR TN TayuNeva fid wuladudsngluiui
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WHundnislinszurunisasiaaeunnaniiunuimaidglunisduduiinseunssuiunis 7 Tuneu

a a

anunsatluyssgnaldlaassluvsunvesiamiagusurisuiierdiuiilden lnen1snsiadaeu

=

Mnfidenmgnisuenvidemaveaeuluiuiisuernduuumnsinwesesluouan

NANISATINABUNUTN Wiazd unouiiagaiimaiiwfuuazyaidesuuliinunzaud sdu
Uszneusny msiliuunumiiyuey msdsimineinsegaseiies nsilesles Storytelling
MsENTEAUINATIIUUINMSLAEMsAeansABuN AU MaiunsUsegndligiuAn BCG Widla
18 MeaLinygyAaINTuarAssIEAIEAYAIN Wazn153RTTEU Feedback aninvioaiiien
fidaLay

deufunmdoiausuuzdinanud Jsldnszuiunseenuuulszaunsaimviesiioalneyuyy
vugIuAn BCG (atuauysal) A arursovluldldasetsludunisdanisaieluguyy

wagn1sUszauuiunblgnuneuen Meazdeaaiulafmisnd 6

a ¢ ] PN a Y] ¢
F13199 6 NEUIUNITEENKULUSEAUNSAINMIVeuTiTnlaegusuuugIuAn BCG (Ruuauysnl)

g & ) v oy
Yunau WannuTu/Buduuda
1. MsmvunIdeviriuasnsiidiusinvesyuyy MMUATAN19IUiY WUNSHEIUTINEEUTIATY NToUUNUM

ANguTURYARY Lagn1deasiSe BCG aguselilas

2. MIdTmaznIIiRLININeIns/Snanyal d1sransneinsegasieiiies Iuseleviagduauas

A0AARDINUAINADY

3. MsmuunsLLazlasSosUsTaUNTal WAL Theme/Story @xvipusmanualviosnu Wonleyiauan

(storytelling) Lﬁ%%ﬂmmm

4. N5PBNWUUIRFURARAZIEUN NIV 8NTLAVLINITFIUUTNMILALABINIEANALAIN NTOUFDANS

ATUIN pre-trip, on-site, post-trip

v a

5. MIYIUINMIFIWAA BCG Uszgns Bio-Circular-Green Tusgdufanssulifianudaiau
dlade waranansah lWUUald (wu nisldninensviesdiu

N5ANYDNEAY LANITAAKNANTENUMADEIINADL)

6. MIWALIANEAINYAAINTLAYEIDI1WIY BUTUMIARANT/AATRY/ A eUsEINA AUANISUSY

AUEZAIN Facility s995utinviaaiiien

7. MIUImsInnsaudsaznIsBeusnalles  dnsTuuuimsaudes iiudeyadeyioundu (Feedback)

Pnviaaiien wazusuliaseegnemaiio

HANIRTIvaRUYIInTEUINMIiTANanysaivielugdvInMastaUjun anansadiluly
Junseunagnslunisesnuuuuazimuiussaunisalnisveuiiealagyuyuluuiun CBT-BCG

14 1 I Id a 1% [y v | c{' 1 U A o & A
lmamﬂmugﬂﬁiim wazlJulUINIdenAdIRUNISTRIUINISDWTE8819898UlUT s AUNUN
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6. @3UNan13ILUazanUs1e (Conclusion and Discussion)

6.1 #3UNAN13IY

6.1.1 HaLTUIUN

Mnmsdatinvieaiion 400 au wudn seduMI3UT (Perception) ganinseiunuAInn s
(Expectation) Tunnii e GAP sanduuin uansiinviesdienld$uuszaunisalfniniiaiands
oehslafimunsliasgdt IPA TRk aruudanlaivesiansu uaynsAeans/nsanevendeys
98Ty Quadrant | (Concentrate Here) aLduuszifuidanagnsfidosiaureg1eioi os
mmzﬁﬂan&ﬁuﬁmsmawﬂﬂuﬁm%uLmzﬁmﬁﬂwdwﬁwimuﬁﬁuaﬁhJQuadmntH(Keepupthegood
work) 1ugaudaddnyiinassnu druniseusnuniweinseglu Quadrant il (Low Priority) wagans
TineTuladwdssnumaunueylu Quadrant IV (Possible Overkill) agviouinsiaaesuszifiuudlaly
Fodrinseinu uadsnsiinuAideulovneuazannsafinnsanlusseyanufiomiuaudsdy

6.1.2 HALTIAUAN

foya9n FGD Augiidmifentos 12 au azviouinmseenuuuysraumsaivesianmiagusus
fsngruaniddiauaznseyindiguruljifetuneduseiiles ndnmsdfyiensisous msas
flovi wazn1sviendienfiadrianansznusi (Low-impact Tourism) sdenndeeiuLwIfn BCG
ogradugUsssn goudsiieiufe nunsdsmunasfansssuvesuay ogslsinudsddediindaszuy
W MsFeansvonBuAEUen WU Mihenufumsvieadien Advlinzasiansmvesiamia
g dwalitniiesiinusduiinmaduiaanndeu naonaudesifindiuntsdanisiiuil yaains
wagdunuianssIuYIAige dedunumanigniluysannisturadeusinm il edaasie
LA¥ATIIADUAY I ALYDINTFUIUNITIONUULYS¥AUNT3a] (CBT-BCG Model) Tudunaudaly

6.1.3 N1TYTUINITHA

n31 euloetayaidsusunauazidaquainiillgnsdansizvinszuiunisesnuuy
Uszaunmsaimaviendiealnegusuuugiufn BCG $1uau 7 duneu tiud msfuueidevieduagnsd
dausInvesuTL MId1TIaiALmMINGINT NsfvunSuuazlasuies MseenuuUAdua
MIYIANMIEILAR BCG mawamnAngnimyaainsuazdssiuismiuazain wagnsuimsdnnng
Arudssuarnisdeudsieiios Ingludunoud 5 msysannisgiufe BCG Faduunuundendnues
nsWALINTEUINNTE LA sn1sUszgnd g luseRuAanssy Tnsguruaiunsnwauifanssy
TWaanndssiunsou BCG NuAausuun mhgﬁﬂﬂiquﬁm§W8Wﬂiﬁaﬂ1ww§agﬁ{kymwﬁEQ5u
pg 19 mNzayY (Bio) Anslinswensaegadua anvands nienyuleunduuldlvg (Circular)
LALAANANTENUS DA WINd DLV od AT UNTEYINY (Green) wumesanavaelinszuunng
ponuuuUsTauNnsalannsalenlosuinda BCG hiunsinnisianssuaielsegradugusssy

LAZEBAARDINUUTUNUDIYUYY
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NIEUILNIHING1IHILNITNTINABUATUIMBNZANINNITUSEYUNG HEDY (FGD) ATaT 2
FefuguirfanumnzaniadinnisuesdeUfod suarunsntszendlfidunsounagns
Tunseenuuudsraumsainsvieufielasyumiluuiun CBT-BCG ldpgrauiads

6.1.4 N1INTIVHDUANUMNU AN

Wans Validation Hu FGD afsfl 2 Suuinnszurunsiiduaszsiduininumunzay
ﬁg«,%ﬁmﬂ'ﬁl,t,az@wﬁﬁ’a mmmi%’l,ﬂumamaqms‘ﬁm%’umiaamwuﬂizaumiajmiviaal,ﬁm
Tngguguluuiun CBT-BCG a3

6.2 aAUEHA

mamﬁé’agfdwma%”ué’suaﬁi’ﬂw'ENLﬁmqamﬁmmmwi’ﬂunﬂﬁﬁ d9AAA BN UNG Y
Armmania-anufisnelaves Oliver (1980) flesuninaruisneluintuiionssuiviiuviogs
niauA1ands warlumanginssudnrieaiisaves Kotler et al. (2009) Mifunisdanisainy
aende tieasnisnduniBeud egralsinunmsdieseidag IPA vhlfdtuindfauuaniug
103Aan55ukazn158 0a13 ulldsunisussifiudavinuadenududadodAyd deswmun
aeandasfiu Mossberg (2007) Aifunsianides (Storytelling) warussemAmfiaiasulszaunisal
Cetin & Bilgihan (2016) §31UsvaumsaliBsimusssuiilanudiofinvennuiionelawazanudila
nduLBeuth

IS o 1

augaudsnanisIveduduinanudulinsvesaulugurunazsndnval fausssuduiade

9

d1fynasenuAmIsUszaunisal denadesiulwifn CBT vas Murphy (1985) wag Scheyvens

7
|

(1999) NI MundiauuazdndnuaiviesduAsununatslunsaseaudiguves CBT wazasnsy

Y
{

v Dolezal (2011) NYIMN1TTNIAUNATLVINAMURNVOIBAT NWAV DD UTUNITNBUAUDIAD
v 2 A Y ' A @ = )
AMuRssINsTssaInluReulrdfgydensiinlnanuaunsalun1sudedu vuziheaiuNasn FGD
sz'asJa%mﬂdﬂﬁﬂimmaﬁﬁLLﬁlé’i"UmiiJizLﬁuqﬂLwisj’mﬁfmﬁﬁum wu Uguinisdeansainniguen
nl1gasfanssuvesiamiagururaenndodiutedunnves Salazar (2012) M1seyin15deans
c{' [y I v o o 1 [ c{' d' QIJ =3
Mitanudunnuimedifyues CBT mszihluganuamanisinainadoutarUunouauiie
RIR)
ASAWATILINTLUIUNITOONLUUUTLAUNITUNISYIBNTED 7 TUADY WaulgaUnUIANNIS
2ONWUUUTLAUNITIUDY Pine & Gilmore (1999) warnsauwuIAn BCG 711U Bio, Circular
dy 1 = a 3 1 1 a a (Y a wva
Lay Green NTOUNTZUIUNITT LW B LA uLA U 93710 angud wadwdunseudfud
famsaldlaasslunisasianuaidudszaunisal iWWunuamiesiauinisvieaiealidsdu
wag LuANannsan1unIsuy Ul vy uyy WediasviounmA1ve9n1sId IS naunany
13 Creswell & Plano Clark (2011) 5909 UT0TIUTUIULAZAMAINDENATOUAG NAGNSE

Flriuausndulunswauinisiansiuitaznis@eulesnanssusgraudussuu Weatasuasa
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o w

% a‘dy a . = 3 1] i 1 o
Amanwaliiufl (Place Branding) FudutadediAgylunisasisanuunnaisiaznisanintunain

o

viaal,ﬁsnﬁwdq%’uqﬂ (Garanti et al., 2024)

Tngasunisesnuuulszaunisainisviend valasyuvuuugiudn BCG desdniuniug
ﬁqma%’wwqwLvﬁw’f’mnumﬁ'wuﬁﬁmLLazm’mLfJuﬁm wazn WA Al Sadutedite
du nsdeans Anssudeaiieassd waznsdanisiud Weadeamailniiuasneuauasse

v A A o =i A
ANUANN UMY AL ULUAIVDIUNNBILNYIDY 998U

7. nsuszgndlinanisideiiaiaiuadnenanuanansaninisulsduveeedns

HAN1TIAEATINETUAYUNITES AT 19TAANAINNTAN N THATUY AN YU YUY B T1E

1%
¥ o

tudnderegrsdaau uasddnenwlunsvensnagszdudmiauagsedulssmaluddandn
ifduieinig damdagururiondisadiudderansaldnszuiunisesnuuudszaunisal
CBT-BCG 1duta3eailefimundnenimyaains waznsdanisfanssuideuszaunisalliidussuy
yauzifieafunszurunsisnandwihmihidussdanudfuuuussiuusemalunsimunuuinis
afnnuLANAIINsWisiuTes s lnsyuvusraren SRdudsay Geliiaviayuauy
Urnsdanamine ns wagmsildiusmesauna iedomssndnuvalinuuszaunsalfifiannuvang
Faasrsmnuunnsnafilaniaiu uazanunsasnsziududuluuseiuiminfiaonndosiugnseans
nMsiandsandeiausssuvesszima lunslimumsdsauairsnuduud diguyuogedsdu
ffduuleviy Famfguoun awnsaldnaideidugiudeyadauszdndlunismunudagi
mudAgresianssukarUImsiansdunaieafisruusuAn BCG wardannsaldidundngiu
9198958 UUsEInAdImMTUNISITUaNInINskazuleuedeasy CBT-BCG Waonsuiugnsaans
ATUEAY BCG wazid1vue SDGs uasfifduiasugia nssuaunsfinmud urasadayar i
LaznIEduNIAUNITIaINUsEaunsaif Samnw Jedenalaenseionelduazainudiu
vosianuRvgurun ieunainihidunagnsnanaaiitieifiudneamnsudeturesyuruluse
Jmin FuindouAswgiaaisassduasisdanuaninsonienisutsiuvosssma

cala

NIrUIUNMSIRAUITUYIgaT YA L RILAZNTEAUNSIAUNEINUTTaUNTINAMAN

q

Fadwmalnensanesildwazanudsuvedamisyusus nieuisimiiidunagnsnisaain

v

N8 uAnen1nn1sud stuvesgurulusedudmin TuindoulAsygNaaseassAwaziiuln

1% (%
LY Y a

AUEANNTONNTHYITUTDIUTEMNA 1UITETRENInTRURJURFmSUIa AU uvie e
Urui@giazesrnuidsgnsaansiatvayunsiauinisiesieilaeyuyuvesseinaniela

WUIAR BCG WIUNLASUAS19AUANNITONINTITUU9TUYIUs e AR 19898 Ul US 2z e1)
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8. UaLauauUzN15IY (Research Suggestions)
8.1 daLauauusguun
HAN1TIT8YIN “AIruIUNITeRnLULYTEAUNTlNISBuealagy vz IuAR BCG”

caa ! |

fiuszneude 7 duneu liifiesairsussaunmsaidauuntinieaion widaduuumiedanis
FaszuuilannsaUszendlistaiielatummdsdulusseyen Samsinmeianduiuy (Prototype)
uaznalnatuayy wWu audvaasiuasiamnseanuuulszaunisal CBT-BCG wialdiduiud
naaey USUUTI LasHEUNns uuInnag yuvud uegradugusssy yuvuaisldnszuiunig
fanarndu “indesflodanis” Midoulosunisdany Tausssn wazdswndoulinateidu
Uszaunsalfi Sudadld maugiunisadessuy Co-Creation seninsavluguyuuasinviosien
iWieliiAnns3ausiudustisusiade mhsnuiguaresAnsimunmsatuayunsiayinnnsgubs
nI$UIUMS (Process Standards) uazinausivszidiunuamidfiodusi¥alunisenssduniseanuuy
Uszaunisnl CBT-BCG uagnszangasdruilugiiuiidy vl fussnounmsvieiivrmadoules
nszuaunsiidrfunisoonuuurdndast uins uagnsdearsnanisnain tagliniaanis e
uaymIaaeietefusiinaiioaiunuuaniuasiesandagina

8.2 YolauauuzIBIYIN1g

wlinszuiunsiidaaneiturgldfunsnsasouaumnaund widiliveriadeinms
Amsfnudisds 1iud 1) M533udmgfnssundanisiAumng (Post-Experience) tloRnanua
yesUszauMIaifioanuuUssmuflselaszzen waznsdeasuuutindetin (Word-of-Mouth)
2) NInAastoenkUUUsTaUNISalidIUsEamduia (Sensory-Based Design) iiladusuuazvens
99AUTENOUVBINTLUIUNTTOBNUUUYTEAUNTA] WaE 3) N1IWAIUINTBY “CBT-BCG Experience

Design Model” Tugiugnseunisinsieiiioussiliudneninvesyuvuluusuniuensns uonani

(%
o [

ANSIVYASY

o v A

S ay o a aa ° 1 | a v ]
U Qll?]@"i]']ﬂ@lﬁj\‘ﬁgLUEJU'QﬁV]@'Jiu’]VLUG]@EJ@ﬂ LY ﬂ')’]llLEJULEJEN"\]’]ﬂﬂ']iieﬂﬂqﬁfjllLL‘UUﬁgﬂfJﬂ

'
=

WunITendaanzIamiagusuviowieItiudgen wasdsliinisdunalulagaisaumaun
% ® Y a = = & 2 a v LY d{' a t4
advayunsiuteyadedn dudulssinunnuidelusmnanaiusayiuusaiiamiuaiugnsdes AW
ATOUARY WAZAILLTIENTIVDIDIAALSLA
v a =
8.3 Yalauauuzidmn ey
NUITETTd AU NY 371919791015 LABNITYTUINITUUIAA CBT N1508NLUY
Uszaunisal wazlunalAsegia BCG wWinlsduogrudussuu wazduasieiidunszuiu
13 7 Tunsuniseiugladmguluaziluldlaese wenanddlidnenamlunisusvendlusedu
. . . ! Sy a A L% o A I
Community Tourism Planning kagsiaganluldamguii eafuniugdunasinniiuaiuise

Tunsudstuees CBT Fedadiaviseldunnluusunine
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