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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 14 (May — August 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 digital
marketing and social media, young workforce management, logistics and supply chain
management, environmental sustainability, international tourism, and the application of digital

technologies for community empowerment and individual skill enhancement.

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 value-based motivations shaping female consumers’ intentions to
purchase traditional Thai silk apparel using a quantitative survey conducted in Bangkok.
Structural equation modelling assessed the effects of social value (B = 0.252, p < 0.05),
functional and epistemic value (B = 0.708, p < 0.01), and conditional value (8 = 0.069, p = 0.07)
on luxury purchase intention. The results indicate that functional and epistemic values exert
the strongest influence, suggesting that craftsmanship, product quality, cultural meaning, and
personal significance are key drivers of purchase intention. The conditional value was not
statistically significant, implying that situational factors play a limited role. The four value
dimensions were also significantly interrelated, supporting the internal coherence of
perceptions of luxury value. These findings point to a shift toward a more subtle, emotionally
grounded form of cultural luxury among Thai silk consumers, where authenticity, heritage
appreciation, and refined self-expression increasingly outweigh conspicuous displays.
In practice, the findings guide designers and textile stakeholders by emphasising the strategic
roles of cultural storytelling, craft communication, and value-based positioning in Thailand’s
evolving luxury market.
Keywords: status expression; purchase intention; Traditional Thai silk; buying behaviour;

female consumers



1. Introduction

Contemporary views of luxury extend beyond price and exclusivity to encompass
emotional value, identity construction, and culturally embedded meaning (Brun & Castelli,
2013; Han & Kim, 2020). Consumers increasingly use luxury goods to express both their current
and aspirational identities, framing consumption as a form of self-definition (Donvito et al.,
2020). Within this shift, Thai traditional silk and craft-based apparel are gaining prominence as
culturally authentic forms of exclusivity, supported by a textile and garment sector that
remains a significant contributor to the national economy through strong production capacity,
artisanal heritage, and established value chains (Thailand Board of Investment, n.d.). Recent
industry estimates place the Thai silk market at approximately THB 3 billion, with an annual
growth rate of approximately 7.5%, indicating its sustained commercial relevance (Bhandari,
2026). Moreover, Thailand exported silk products worth approximately USD 5.46 million in
2024, indicating sustained engagement in the global silk market (Trading Economics, n.d.).
Although the existing literature on international studies tends to associate Asian luxury
consumption with social comparison and external validation (Eng & Bogaert, 2010; Akarsu
et al,, 2024), new trends in Thailand suggest a more sophisticated reality. The subtle reasons
to purchase conventional luxurious clothes based on cultural appreciation, self-pride, and
silent elegance are not fully present in the available studies (Kaolawanich et al., 2020; Perera
et al,, 2021). The appeal of locally manufactured premium products is often overlooked, and
attention is focused on international luxury brands (Stepien, 2018; Donvito et al., 2020). Given
Thailand’s position as a major ASEAN economy with a strong textile heritage (Charungkiattikul
& Joneurairatana, 2021), it provides a relevant setting for examining evolving value perceptions
in luxury consumption. Thai silk has gained renewed prominence within sustainability and
cultural-luxury discourses centred on authenticity, craftsmanship, and heritage, yet empirical
research on Thai consumers’ perceptions and purchase intentions remains limited. Field
observations and interviews at OTOP fairs 2023 — 2024, ICONSIAM Craft Zone events, and direct
interactions indicate that purchases are concentrated among consumers aged 30 - 62 years.
This group demonstrates higher repeat purchasing, spending capacity, and a preference for
Thai silk garments and gifts, consistent with global and Asian reports that identify consumers
in their early thirties to late fifties as the core luxury-buying segment due to income stability
and heritage interest (Deloitte, 2023; D’Arpizio et al., 2025). Despite this relevance, limited

research has examined how social, functional, epistemic, and conditional values shape



purchase intentions toward Thai silk as a cultural luxury. This study, therefore, tests the
influence of these value dimensions among female consumers aged 30 - 60, addressing the

gap at the intersection of cultural meaning, artisanal heritage, and luxury positioning.

2. Objectives

1) To examine how Thai female consumers interpret social value in the context of the
purchase intention of traditional Thai silk apparel as a form of luxury.

2) To investigate the role of functional and epistemic values in shaping the purchase
intention of luxury Thai silk clothing.

3) To explore the impact of conditional value on consumers’ luxury purchasing
intentions.

4) To assess the combined influence and interrelationships of social, functional,
epistemic, and conditional values on the purchase intention of traditional Thai luxury silk

apparel.

3. Literature Review

The idea of luxury in fashion has long been shaped by an item's rarity, its visual impact,
and the meanings people attach to it. While previous research defined luxury largely in
economic terms, such as price premiums and exclusivity (Wang, 2021), more recent studies
suggest that luxury also encompasses emotional, experiential, and cultural dimensions
(Thomsen et al., 2020; Elgebali & Zaazou, 2023). Brun & Castelli (2013) argue that luxury items
are distinguished by their ability to express both personal identity and social significance.
Historically, luxury goods have been associated with excellent quality, high prices, unique
designs, sensory appeal, and scarcity (da Cunha Brandado & Barbedo, 2023); the functional
features of these products have often been considered the most valuable aspects (Stepien,
2018)

3.1 Understanding Luxury Fashion Consumption through Artisanal & Craft Silk

In Southeast Asia, particularly in emerging economies such as Thailand, luxury is no
longer confined to imported designer brands but increasingly encompasses local products
that integrate heritage with high perceived value (Patichol et al., 2014; McAleer & Mao, 2017).
This transformation signals a shift in luxury consumption, reflecting cultural authenticity and
artisanal tradition rather than global brand prestige alone. Thai silk garments exemplify this
locally grounded luxury, combining meticulous craftsmanship with strong cultural symbolism

(Sawasdee et al, 2015). Whereas international luxury brands derive status from global



recognition (Collins & Weiss, 2015), Thai silk apparel gains value through provenance, skilled
handweaving, and its association with national identity, social respectability, and cultural
continuity. Its material authenticity, artisanal origin, and symbolic national relevance distinguish
Thai silk from mass-produced luxury fashion items (Patichol et al., 2014). In Thailand, silk prices
typically range from THB 600 — 800 for basic colours and patterns, around THB 1,200 for simple
designs, and up to THB 5,000 — 20,000 for complex, time-intensive pieces. Tailored or custom
services incur an additional cost of approximately THB 2,000 — 10,000 depending on the tailor's
or fashion house's reputation. Such price variation reinforces perceptions of exclusivity and
supports classifying Thai silk as a luxury product in the domestic market, particularly among
consumers who equate higher prices with craftsmanship and cultural value. Research
consistently identifies exclusivity, craftsmanship, heritage, and emotional resonance as the
core attributes shaping luxury perceptions (Sjostrom et al., 2016; Tu et al., 2022). Luxury goods,
therefore, extend beyond functional utility, appealing to deeper emotional and psychological
motivations (Danziger, 2005; Daswani & Jain, 2011; Becker et al., 2018; Akarsu et al., 2024).
Their symbolic meaning further strengthens consumer attachment (Thani & Sharma, 2021,
Wang, 2021). From this perspective, Thai silk apparel can be understood as a form of cultural
luxury grounded not only in quality and rarity but also in the heritage, rituals, and cultural
narratives that it embodies.

3.2 Value Dimensions in Luxury Consumption

Wiedmann et al. (2009) conceptualised luxury value perception as a multidimensional
construct encompassing economic, functional, social, and personal components (Wiedmann
et al,, 2013). Among these, social value is particularly influential in cultural contexts where
group identity and social harmony are emphasised (Hennigs et al., 2012). Luxury products are
frequently perceived as symbolic and conspicuous goods that signal wealth, prestige, and
elevated social standing (Donvito et al., 2020). Prior research showed that ownership of luxury
items communicates economic success and facilitates acceptance into both existing and
aspirational social groups (Husi¢-Mehmedovi¢ & Ci¢i¢, 2009; Kang & Park, 2016; Punchibandara,
2017; Akarsu et al.,, 2024). From an impression management perspective, consumption is
shaped by cognitive and emotional motives to construct and maintain a favourable social
identity (Kastanakis & Balabanis, 2014; Ye et al., 2015). Accordingly, purchasing visible luxury
goods allows consumers to express identity while reinforcing social visibility and prestige

(Elliott & Wattanasuwan, 1998; Akarsu et al., 2024). In Thailand, this is strongly reflected in the



continued use and gifting of luxury Thai silk garments as markers of respect, achievement, and
social recognition during culturally significant events and ceremonies. This behaviour is reflected
as conspicuous consumption, often shaped by reference groups and serves as an external signal
of social rank and exclusivity (Elgebali & Zaazou, 2023).Status consumption further magnifies
social value by fulfilling emotional needs related to appreciation and feelings of elation
(Athwal et al., 2019; Agarwal & Kumar, 2025). The cultural relevance of Thai silk strengthens
the social value dimension, as the selection of regional weaving techniques, patterns, and
heritage becomes part of how the wearers express their identity and obtain social validation.
H; Social value has a significant influence on purchase intention for luxury Thai silk garments.
Consumers’ luxury purchases are shaped not only by social validation but also by functional
considerations. The tangible benefits associated with luxury goods often derive from
meticulous craftsmanship, durability, and reliable performance, which together constitute
functional value (Athwal et al,, 2019; Han & Kim, 2020; Supriyadi et al., 2020; Huang, 2023;
Wang, 2021). Luxury consumers therefore tend to prefer products that combine superior
quality with versatile utility, allowing them to fulfil practical requirements alongside emotional
aspirations (Grigorian & Petersen, 2014; Sawasdee et al,, 2015; Akarsu et al., 2024). This
aliscnment reinforces the view that perceptions of functional excellence play a decisive role
in shaping consumer satisfaction and purchase decisions (Thomsen et al., 2020; Elgebali &
Zaazou, 2023). For Thai silk apparel, perceived functional value derives from hand-loom
durability, tailored fit, and the prestige of natural fibres and traditional craftsmanship, all of
which support acceptance of premium pricing. Epistemic value, in contrast, reflects
consumers’ desire for novelty, curiosity, and exclusive experiences (Ting et al., 2016; Wang,
2021). This motivation is closely linked to variety-seeking behaviour (Hansen, 1976) and to the
attraction of innovative and distinctive luxury products (Brun & Castelli, 2013; Donvito et al,,
2020). Thai silk exemplifies this dimension through its diverse weaving techniques,
experimental dyeing practices, and strong provincial craft identities, offering consumers the
opportunities for cultural exploration and sensory novelty. Luxury perceptions, however,
remain fluid and shaped by consumers’ personal and social contexts (Branddo & Magalhaes,
2023). Prior studies emphasise that uniqueness and scarcity are central to luxury appeal, as
they stimulate curiosity and reinforce product distinctiveness (Heine & Phan, 2011; Hennigs et
al.,, 2012; Pencarelli et al,, 2019; Thomsen et al., 2020). In Thailand, the consumption of

traditional silk garments varies across provinces, influenced by local aesthetic preferences and



the cultural or ceremonial contexts in which such attire is worn (Patichol et al., 2014; Seo &
Buchanan-Oliver, 2015). These variations highlight how cultural and demographic factors can
shape the role of uniqueness in luxury purchasing behaviours (Naumova et al., 2019).
By shaping emotional engagement and behaviour, both functional and epistemic values exert
a powerful effect on consumers' intentions to purchase luxury Thai silk garments (McAleer &
Mao, 2017; Han & Kim, 2020; Akarsu et al., 2024). H, Functional and epistemic values have a
significant influence on purchase intention for luxury Thai silk garments.

3.3 Conditional Value and Contextual Influences in Luxury Thai Silk Consumption

Conditional value refers to the benefits consumers derive when specific situations
influence their purchase decisions (Mason et al,, 2023; Liu et al, 2025). It is inherently
contextual, arising from anticipated or unanticipated external factors that make a product
more salient at the point of purchase (Essiz & Senyuz, 2023). In Thailand, this effect is closely
tied to cultural practices in which luxury purchases are embedded in the traditions of respect,
ceremony, and social participation. Buying handcrafted silk for religious events, formal
occasions, or traditional celebrations illustrates how conditional value operates in everyday
life (Patichol et al,, 2014). Thai silk garments are valued not only for their quality and
craftsmanship but also for their cultural meaning, linking consumption to heritage, community,
and shared identity. Rather than emphasising individual display, Thai consumers often
integrate traditional and modern values in ways that reinforce social cohesion and continuity
(Chotiudompant, 2013; Takeshi et al., 2017). Luxury purchases, such as Thai silk, therefore,
function within a social framework that combines functional utility with symbolic significance,
reflecting prevailing cultural norms and expectations (Patichol et al., 2014; Charungkiattikul &
Joneurairatana, 2021). These cultural expectations amplify conditional value, making the
consumption of Thai silk situationally important and symbolically appropriate during key life
and societal events. The conditional value mindset also aligns closely with sustainable
consumption patterns (Akarsu et al., 2024), as Thai consumers demonstrate a pronounced
appreciation for authentic craftsmanship, the use of natural fibres, and traditional dyeing
techniques (McAleer & Mao, 2017). These eco-conscious attributes enhance intrinsic product
value and increase its appeal in specific contexts, particularly among environmentally
responsible consumers (Bardhan & Bhattacharya, 2022). Conditional value may also be
reinforced by situational cues, such as promotional incentives or limited-time offers, that

create favourable conditions for luxury purchases (Dubois et al., 2021; Wei, 2022). Moreover,



the fundamental human need for social belonging underpins conditional value (Liu et al,,
2021; Mundel et al,, 2021), as individuals seek acceptance and stability within their social
networks (Wang, 2017; Liu et al.,, 2021). Consumers frequently favour regional artisanal silk
because its distinctive weaving techniques, colours, and motifs symbolise provincial identity.
Such textiles operate not merely as functional goods but also as cultural markers that
reinforce a sense of belonging and encode place through shared traditions, collective memory,
and historically grounded production practices (Prathumnet et al., 2010; Kettle, 2019; Sudo,
2021). Accordingly, the value of Thai silk arises from the intersection of situational relevance,
cultural symbolism, environmental preference, and regional identity, strengthening its status
as a heritage-based luxury product in the Thai market. From this perspective, conditional value
emerges through the interaction between situational context and social belonging needs
(Rohkramer & Schulz, 2009; Crisp, 2010; Wang, 2017), shaping consumers’ intentions to
purchase luxury Thai silk garments. H; Conditional value has a significant impact on Thai
females' intention to purchase luxury Thai silk garments. Taken together, these arguments
suggest that Thai consumers perceive handmade silk as a multidimensional product shaped
by personal aspirations, social contexts, and cultural identities. Building on this foundation,
the present study examines the relative influence of perceptions of social, functional,
epistemic, and conditional values on purchase intention toward traditional luxury fashion.
A conceptual framework integrating these four value dimensions is therefore proposed to
guide the analysis of consumers’ intentions to purchase traditional Thai silk apparel (Figure 1).
H, Social value, functional value, epistemic value, and conditional value all influence the
purchase intention of traditional Thai luxury silk apparel, and these values are coherent with

one another.

Social Value Functional & Conditional

Epistemic Value
H, /

Purchase

Value

Intention

Figure 1 the Suggested Framework with 4 hypotheses



4. Research Methodology

4.1 Methodological Approach

This study employs a hypothesis-testing approach, grounded in existing theories, to
investigate the impact of social recognition, functional and epistemic values, and the aesthetic
condition on Thai consumers' intentions to purchase artisanal Thai silk clothing. Creswell (2014)
highlights that this approach is suitable for testing hypotheses grounded in past research.
To this end, a quantitative method was employed to examine relationships among the key
concepts (Lim, 2024). The study also adopts a descriptive approach to understand and explain
Thai consumer behaviour toward handmade luxury garments, following Blasco-Arcas et al.
(2022), who argue that descriptive research helps reveal consumer traits within specific
contexts. Survey data were collected to capture consumers' views broadly and to support
detailed analysis, including structural equation modelling (SEM).

4.2 Data Processing & Collection

The study employed purposive sampling to ensure that participants had prior
engagement with Thai traditional silk apparel. Only consumers who had purchased, used, or
considered purchasing Thai silk garments for personal use, cultural occasions, or gifting were
included. In contrast, those unfamiliar with Thai silk or without prior purchasing experience
were excluded. Data collection was conducted in two stages to strengthen sample validity.
First, a pilot screening interview was implemented to identify suitable participants and
enhance data reliability (Kenny, 2019). Brief interviews assessed whether consumers had
purchased locally produced silk within the previous six months, their typical expenditure per
meter or garment, and their familiarity with silk types, techniques, or patterns. Respondents
were also asked whether they perceived Thai silk as a luxury product. Additional questions
captured different value orientations, including social, functional, epistemic, and conditional
considerations linked to silk consumption. Only customers actively shopping at the time were
approached. These screening interviews were conducted intermittently between June 2024
and May 2025 at major retail and craft venues, including OTOP Impact Muang Thong Thani,
Old Siam Plaza, and the SACIT Fair. In total, 720 female consumers aged 32 — 62 were
interviewed, of whom 631 met the full eligibility criteria.

A structured questionnaire containing 41 items was administered to assess value-
related dimensions-social, functional, epistemic, and conditional-along with personal

satisfaction and preferred ways of wearing or displaying silk garments. The instrument was



reviewed and refined with the assistance of a professional Thai-language teacher, and a pilot
test with 20 customers was conducted to ensure clarity and comprehensibility (Ghauri &
Grgnhaug, 2005). Responses were recorded using a five-point Likert scale ranging from strongly
disagree to strongly agree. However, most participants responded in Thai, and some
incorporated English expressions, particularly those with overseas experience. All responses
were translated into English and verified by bilingual experts to ensure translation accuracy
(Ruvio & Shoham, 2007). A total of 630 questionnaires were returned, of which 629 were
complete after data screening, and 423 usable responses were retained for analysis.
All respondents were female, predominantly aged 40 - 65, with diverse occupations and
income levels. This profile aligns with prior findings that women in this demographic represent
a major segment of luxury consumers (Schade et al., 2016). Descriptive statistics supporting

the structural equation modelling are presented in Table 1.

Table 1: Descriptive Information of female Thai consumers toward traditional silk

apparel as a luxury

Attributes Frequency Percent Cumulative %
Age Less than 30 42 9.90 9.90
31-35 56 13.20 23.10
36 - 40 108 25.50 48.60
41 -45 121 28.70 77.30
More than 45 96 22.70 100.00
Total 423 100.00
Educational Non/ or Associate Degree 21 5.00 5.00
Background Bachelor's Degree only 220 52.00 57.00
Master Degree 123 29.00 86.00
Doctoral Degree 59 14.00 100.00
Total 423 100.00
Salary/Income Less than 25,000 THB* 32 7.60 7.60
Monthly 25,001 - 30,000 THB 78 18.40 26.00
30,001 - 40,000 THB 103 24.30 50.30
40,001 - 50,000 THB 121 28.70 79.00
More than 50,000 THB 89 21.00 100.00
Total 423 100.00
Profession/Job Unemployed/Retired/Not Specific 82 19.30 19.30

Employee at Private Company** 130 31.00 50.30
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Attributes Frequency Percent Cumulative %
Government Officer 160 37.00 87.30
Owned Business 30 7.20 94.50
Freelance/Self-Employed/ 23 5.50 100.00
Influencer
Total 423 100.00
Consumption of Thai Bought at least once within 4 226 53.40 53.40

Silk Apparel (for months at the time of the interview
Gift/ Use) Bought at least twice within 4 120 28.40 81.80
months at the time of the interview
Bought at least the third within 4 49 11.60 93.40
months at the time of the interview
Bought at least the fourth within 4 12 2.80 96.20
months at the time of the interview
Bought at least four times within 4 16 3.80 100.00

months at the time of the interview

Total 423 100.00

As the study examines perceptions of Thai silk apparel as a form of luxury consumption, greater
emphasis is placed on consumers’ purchasing power. * Includes professions in banking, private education
(teachers and university lecturers), PR and marketing, and hospitality sectors. ** Includes public-sector
occupations such as public-school teachers, university lecturers and staff, and government service

employees.

4.3 Variable Measurement and Statistical Analysis

Structural equation modelling (SEM) was employed using AMOS software. SEM was
selected for its ability to handle latent constructs and assess both measurement and structural
models simultaneously (Fatta et al., 2019). The SEM analysis followed a sequential procedure.
First, data screening was conducted to address missing values, identify outliers, and assess
normality before modelling. Second, an Exploratory Factor Analysis (EFA) examined the
measurement structure and retained only factors with strong, meaningful loadings. After the
measurement model demonstrated satisfactory validity and fit, the structural model was
tested to evaluate the hypothesized relationships and the significance of path coefficients.
Model fit was assessed using established indices, including X2/df, CFl, AGFI, and RMSEA, in line
with SEM reporting standards (Kline, 2010; Hair et al., 2021). Table 2 presents the statistical

results for the variables.



Table 2 Descriptive Statistics (SEM)
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Question

N

Min. Scale

Max. Scale

SD

SV1: Wearing apparel made from Thai
traditional or craft silk makes me feel part

of the high-end or upper social class.

423

1

5

2.86

1.026

SV2: Wearing Thai traditional or craft silk
apparel makes me feel connected to social

groups, communities, or clubs.

423

248

0.938

SV3: My relatives, friends, and superiors
have influenced my intention to purchase

Thai traditional or craft silk apparel.

423

2.69

0.982

SV4: Thai artisan or craft silk is associated
with refined taste, high cultural value, and
social standing, which makes it meaningful

to me

423

2.68

0.981

FEV1: Wearing Thai silk apparel tailored to
my size satisfies my sense of privilege and

aliens with my sustainable taste.

423

271

1.084

FEV2: Wearing Thai traditional silk in daily
life makes me feel more connected to
traditional elegance, enhancing my sense

of unigueness in luxury consumption.

423

3.11

1.014

FEV3: Buying rare silk fabrics (e.¢., made
with new techniques, colours, or patterns)
makes me feel proud and enhances my

self-image.

423

2.49

1.007

FEVA: | care about the quality of silk when
purchasing, especially where it is made, the
use of natural dyes, and the meaning
behind the fabric’s motifs. These elements
give me meaningful stories to tell and

share.

423

3.19

1.025

CV1: | prefer to buy traditional silk at
department stores or craft fairs rather than
online because the in-person experience
offers more value, such as interacting with

sellers and showcasing my luxury taste.

423

1.81

0.878
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Question N Min. Scale Max. Scale x SD

CV2: | prefer to buy expensive silk in 423 1 5 2.16 0.962
specific settings, as it makes me feel

wealthier and suits special occasions.

Remark: SV = Social Value; FEV = Functional & Epistemic Value; CV = Conditional Value.

To explore the underlying structure of the data, an exploratory factor analysis (EFA)
was conducted to assess the construct validity of the measurement items and reduce
dimensionality. EFA was applied to the ten original items related to perceived value in the
context of Thai silk apparel.

This analysis produced a refined nine-item model grouped into three distinct value
categories: social, functional-epistemic, and conditional (see Table 3). Factor loadings above 0.70
were retained as they represented a strong threshold for construct interpretation (Hair et al., 2021).
Internal reliability was evaluated using Cronbach’s alpha, with 0.60 as the minimum threshold
for exploratory studies (Streiner, 2003; Ponterotto & Ruckdeschel, 2007). The social value
construct consisted of four items that measured perceptions of social class, high-end class,
group identification, social influence, and social standing. The social value construct showed
strong internal consistency, with Cronbach’s alpha of 0.796. Similarly, the functional-epistemic
value construct, reflecting aspects of traditional elegance and uniqueness, cultural
craftsmanship, rarity, and prestige expressionism, also demonstrated reliable internal
coherence (a = 0.787). The conditional value dimension included two items reflecting
situational advantages, such as a preference for in-person shopping and the symbolic value
of the price. This construct showed a slightly lower alpha (a = 0.595), yet it remained within
the acceptable range for early-stage scale development (Kainth & Verma, 2011). Purchase
intention was measured using two items: (IB1) “I am likely to purchase luxury Thai silk clothes,”
and (IB2) “I would recommend others to buy Thai silk clothes.” All participants responded to
the survey items using a 5 point Likert scale, with one indicating “strongly disagree” and five
indicating “strongly agree.” The analytical approach adopted in this study provides a strong
foundation for addressing the research questions and deepens our understanding of how
personal, social, and cultural factors influence consumers’ intentions to purchase luxury Thai

silk garments.



Table 3 Factor Analysis
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Value

Items

Factor

2

3

Alpha Test
1

Alpha Test 2

Social

Value

SV1: Wearing apparel made from
Thai traditional or craft silk makes
me feel part of the high-end or

upper social class.

0.703

0.322

0.128

0.772

0.796

SV2: Wearing Thai traditional or
craft silk apparel makes me feel
connected to social groups,

communities, or clubs.

0.701

0.182

0.249

SV3: My relatives, friends, and
superiors have influenced my
decision to buy Thai traditional or

craft silk apparel.

0.501

0.289

0.249

SV4: Thai artisan or craft silk is
associated with refined taste, high
cultural value, and social standing,

which makes it meaningful to me

0.621

0.229

0.080

Functional
& Epistemic

Value

FEV1: Wearing Thai silk apparel
tailored to my size satisfies my
sense of privilege and aligns with

my sustainable taste.

0.412

0.738

0.164

0.787

0.759

FEV2: Wearing Thai traditional silk
in daily life makes me feel more
connected to traditional elegance,
enhancing my sense of uniqueness

in luxury consumption.

0.359

0.552

0.347

FEV3: Buying rare silk fabrics
(e.g., made with new techniques,
colours, or patterns) makes me
feel proud and enhances my self-

image.

0.126

0.492

0.125

FEV4: | care about the quality of silk
when purchasing, especially where
it is made, the use of natural dyes,

and the meaning behind the

0.092

0.396

0.087
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Value ltems Factor Alpha Test  Alpha Test 2
1 2 3 1

fabric’s motifs. These elements give

me meaningful stories to tell and

share.
Conditional  CV1: | prefer to buy traditional silk  0.147 0.100 0.697 0.595 0.595
Value at department stores or craft fairs

rather than online because the in-
person experience offers more
value, such as interacting with
sellers and showcasing my luxury

taste.

CV2: | prefer to buy expensive silk  0.418 0.377 0.421
in specific settings, as it makes me
feel wealthier and suits special

occasions.

5. Research Finding

Pre-study field observations and informal interviews were conducted during OTOP
Mid-Year and end-of-year fairs and cultural craft events between 2023 and 2024 indicated that
the majority of active, repeat, and gift-purchase consumers of traditional Thai silk apparel were
aged 32 - 62. Therefore, this age range informed the study's sampling framework and
respondent inclusion criteria.

5.1 Demographic Profile of Respondents

A descriptive analysis was conducted of the 423 valid survey responses. This sample
size is more than sufficient for Structural Equation Modelling (SEM), as 423 valid responses
across 12 measurement items provide an approximate respondent-to-item ratio of 35 : 1.
This far exceeds the commonly cited minimum of 200 participants and is well above the realistic
10 : 1 and reliable 20 : 1 ratio for reliable SEM estimation (Kline, 2010; Hair et al., 2021).
The demographic profile of this study showed that most participants fell within the most
common age groups, with 36 - 40 years old the most common (25.50%) and 41 - 45 years old
the next most common (28.70%). More than half of the feedback (52%) held a bachelor's
degree and reported earning more than 40,000 THB per month, accounting for up to 28.70%
of their total income. Employment status was led by government officers (37.00%), followed

closely by company officers (31.00%). These figures are consistent with prior research
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indicating that, in Thailand, luxury clothing attracts both middle- and higher-income
consumers, particularly those in professions that require greater public visibility and frequent
participation in formal events (Hashim et al., 2019).

5.2 Structural Equation Modelling (SEM) Analysis

Following the established procedure, the selected nine collected variables were
included in the structural equation modelling (SEM) analysis to examine the influence of three
latent constructs on purchase intention (Figure 2). The model demonstrated a good overall
fit: X2 (36) = 127.82, p < 0.001, with a relative chi-square value (X?/df) of 3.55. Although some
early SEM literature suggested a stricter threshold of X?/df < 2, more recent methodological
studies consider values below 5 as acceptable for complex behavioural models (Hu & Bentler,
1999; Schumacker & Lomax, 2016). The fit indices further confirmed model adequacy, with
the Goodness-of-Fit Index (GFI) = 0.94, the Adjusted Goodness-of-Fit Index (AGFI) = 0.95, and
the Comparative Fit Index (CFI) = 0.98, all exceeding the recommended threshold of 0.90. The
Root Mean Square Error of Approximation (RMSEA) was 0.062, which falls within the acceptable
range of below 0.08 (O’Boyle & Williams, 2011; Hung & Lin, 2015; Goretzko et al., 2023).

Traditional Rarity& In person Symbolic
High-End Group Social Social Elegance Cultural Presti experiential ot
restige Association
Class Identification Influence Standing & Craftmanship Shopping
Expression
Uniaueness

x x 0**.809
0725 0.6612> - § ro0i
0.842 1 0.7801fx 0.812%* 0.719

Functional & Epistemic
Social Value 0.682** 0722+ Conditional Value
. Value .
¢ » »- —
0.813** ‘__,——““
0.252%% 0.708** -7 700169 006

Purchase Intention Chi-Square 12182
Df 36.00
Xz/df 3.55
* % * ¥
0.861 0.792 p 0.00
. . GFI 0.94
I'am likely to purchase luxury Thai I would recommend others to buy
AGF 0.95
Silk Clothes Thai Silk Clothes CGF 0.98
RMSEA! 0.062
*p < 0.05
< 0.001

Figure 2 The analytical results derived from SEM

These results suggest that the model demonstrates an acceptable fit, supporting

construct validity and justifying further hypothesis testing. Hypothesized Relationships
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illustrate the paths and relational structure. The model tested the following hypotheses:

Hy, H, Hs: whether social value, functional and epistemic value, and conditional value,

respectively, have a significant impact on the intention to purchase; H, : Social, functional,

epistemic, and conditional values are interrelated. As shown in the SEM path coefficients table

(Table 4), H; was supported (f = 0.252, p < 0.05), suggesting that social affiliation and peer

validation do play a role in Thai female consumers' preferences for luxury Thai silk garments.

H, has the most significant path coefficient (8 = 0.708, p < 0.01), indicating that functional and

epistemic values shape consumers' purchase intention for Thai traditional silk. When buyers

see real, practical value, such as a good fit, lasting quality, or alignment with their sustainable

lifestyle, and find deeper meaning in the fabric's cultural background and craftsmanship, they

are much more likely to want to purchase it.

Table 4 SEM Path coefficients

Path Coefficient (f3) P
Social Value = High-end class 0.842 1 fix
Social Value = Group Identification 0.725 **
Social Value = Social Influence 0.661 **
Social Value = Social Standing (Cultural Sophistication & Elegance) 0.78 1 fix
Social Value = Functional & Epistemic Value 0.682 **
Social Value = Purchase Intention 0.252 *
Social Value = Conditional Value 0.813 **
Functional & Epistemic Value - Traditional Elegance & Uniqueness 0.812 x*
Functional & Epistemic Value - Cultural Craftsmanship 0.733 **
Functional & Epistemic Value > Rarity & Prestige Expression 0.7 1fix
Functional & Epistemic Value - Purchase Intention 0.708 x*
Functional & Epistemic Value —> Conditional Value 0.722 **
Conditional Value = In-person experiential Shopping 0.809 *x
Conditional Value = Symbolic Association 0.719 **
Conditional Value = Purchase Intention 0.169 0.069

Remark: *means p<0.05; ** means p< 0.001; 1 fix means loading fixed to 1 for construct identification

In contrast, H; was not supported (p = 0.069); a weak, non-significant effect of

conditional value suggests that situational factors, such as the shopping environment or

occasion, do not strongly motivate consumers to purchase Thai silk. Finally, H; was confirmed.

The interrelations between the three value constructs were all statistically significant, with
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strong correlations observed between social toward functional and epistemic value (B = 0.682,
p < 0.001), Social and Conditional value (8 = 0.813, p < 0.001), and conditional functional and
epistemic value (f = 0.722, p < 0.001). This suggests a more complex dynamic in which
personal significance can be shaped or strengthened by social connection, even when outward
displays of status are subtle. The findings offer valuable insights into changing luxury tastes in
Thailand, particularly the growing emphasis on private, internal value rather than visible
expression, as well as on cultural appreciation, national traditions, and sustainable

consumption in luxury. Table 5 presents the summary of the tested hypotheses.

Table 5 The results of the Hypotheses Test

Hypotheses Result

H; Social value has a significant influence on purchase intention for luxury Thai silk ~ Supported

earments.

H, Functional and epistemic values have a significant influence on purchase intention ~ Supported

for luxury Thai silk garments.

H; Conditional value has a significant influence on purchase intention for luxury Thai Rejected

silk garments.

H, Social value, functional value, epistemic value, and conditional value influence the ~ Supported
purchase intention of traditional Thai luxury silk apparel, and are coherent with each

other.

6. Discussion and Conclusion

The findings suggest that the purchase intention for such items is shaped more by
intrinsic value, including quality, craftsmanship, and cultural meaning, than by external or
situational triggers. The strong, statistically significant effect of functional and epistemic value
(B = 0.708, p < 0.01) indicates that Thai consumers are highly motivated by tangible product
attributes, such as fit, material integrity, sustainability, and the deeper knowledge or cultural
pride gained from wearing Thai silk. These findings align with prior research linking artisanal
luxury to self-expression and authentic cultural storytelling (Vigneron & Johnson, 2004;
Chan et al,, 2021). Social value also plays a meaningful role in shaping purchase intentions
(B = 0.252, p < 0.05). Wearing Thai silk appears to offer consumers a sense of belonging to
high-status groups, cultural sophistication, and community identity. These results reinforce the
view that in collectivist societies such as Thailand, group affiliation and social signaling
continue to influence luxury consumption, though perhaps in more subtle ways than

traditionally assumed (Eastman et al., 1999; Shukla et al., 2015). The path from social value
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to functional-epistemic value was also strong (f = 0.682, p < 0.001), suggesting that consumers
influenced by peer recognition or cultural standing are more likely to internalise the product's
craftsmanship and meaning. By contrast, conditional value did not significantly predict
purchase intention (S = 0.069), challenging assumptions that situational or event-based
motivations strongly influence luxury consumption in collectivist contexts (Sheth et al., 1991).
This finding suggests that Thai consumers engagement with traditional silk does not follow the
promotion-sensitive or impulse-driven patterns often observed in Western luxury markets.
Instead, silk purchasing is more closely linked to cultural continuity, ceremonial use and long-
term ownership. Thai consumers commonly associate silk garments with identity,
respectability, and social appropriateness, particularly during religious events, weddings, and
national celebrations. Decisions, therefore, appear guided less by temporary incentives and
more by the product’s perceived dignity and symbolic value. In addition, generational
transmission and familial encouragement shape confidence in craftsmanship and reinforce
culturally grounded consumption habits. This orientation toward heritage and symbolic
continuity likely explains why conditional value failed to predict purchase intention, unlike
studies in which luxury demand is responsive to short-term promotional or situational
cues. This observation is consistent with studies indicating that consumer decisions in
collectivist Asian cultures are more influenced by social harmony, cultural continuity, and
respect for tradition than by situational benefits or impulse buying (Triandis, 2001;
Shavitt & Cho, 2016). Such luxury items may be consumed not only as sources of personal
gain but also as markers of cultural identification, family symbolism, and ritual compulsion.
Research on the consumption of cultural products in Thai and Southeast Asian settings
shows that perceived authenticity, cultural symbolism, and traditional artisanship have a
strong impact on purchase actions, diminishing the effectiveness of short-term promotional
factors (Dangprapai et al., 2020; Chan et al., 2021; Chartprasert & Deedenkeeritisakul, 2022).
In the Thai context, silk garments function as cultural artefacts that sustain collective identity
and continuity, thereby reducing the explanatory relevance of conditional value in predicting
purchase intentions. This suggests that market-oriented models of luxury consumption may
not fully capture the decision-making processes surrounding culturally embedded fashion
products such as Thai silk. Instead, the findings underscore the importance of contextualised
perspectives that recognise the roles of heritage, identity, and cultural symbolism in shaping

consumption in tradition-oriented markets. The results indicate that Thai women who
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purchase traditional silk are less influenced by situational factors such as retail environments,
social events, and promotional stimuli. Rather, their decisions are guided by enduring
motivations linked to emotional fulfilment, cultural belonging, and the symbolic meanings
attached to garments. This pattern aligns with a broader shift toward forms of “quiet luxury,”
sustainability, and slow fashion, where authenticity, heritage, and refined elegance are valued
over overt displays of status (Collins & Weiss, 2015; Ritch, 2020; Domingos et al., 2022; Taylor
et al,, 2024). It also highlights a fundamental distinction between handmade, culturally
meaningful goods and mass-market luxury products, which often rely more on brand
recognition than cultural or artisanal value. While conventional luxury consumption often
centres on social display and exclusivity, handmade products such as Thai silk reflect a
different kind of value rooted in cultural continuity, craftsmanship, and ethical sustainability.
For many buyers, these garments function not only as fashion items but also as personal
artefacts that preserve identity and carry emotional or even intergenerational significance. The
findings show that multiple value dimensions shape consumers’ relationships with luxury Thai
silk, with functional and epistemic values exerting the strongest influence on purchase
intention, social value remaining relevant but secondary, and conditional value showing a
limited effect. Purchase decisions, therefore, appear driven more by the product’s intrinsic
qualities than by shopping context or location. This pattern diverges from traditional theories
of conspicuous consumption in collectivist cultures, which emphasise the stronger role of
situational and social display motives (Eastman et al., 1999). This is more closely aligned with
the newly described concept of subtle or quiet luxury (Berger & Ward, 2010). These patterns
suggest that Thai luxury consumption is driven more by functional value, emotional
resonance, and cultural meaning than by social pressures or situational triggers. For Thai silk
stakeholders, this implies that long-term engagement is best achieved through heritage
storytelling, communication about craftsmanship, and artisan-consumer connections rather
than short-term promotional tactics. Emphasising cultural symbolism and sustainable local
production can therefore strengthen appeal among consumers seeking authenticity and

deeper value beyond visible prestige.
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7. Application of research results to enhance the organisation's competitiveness

This study offers valuable insights for OTOP producers, such as local fashion brands,
particularly for young designer SMEs and artisanal entrepreneurs, as well as cultural
policymakers. The strong influence of functional and epistemic values (H,) shows that buyers
prioritise quality, heritage, and personal meaning. Organisations can gain a competitive edge
by focusing on craftsmanship, natural materials, and cultural storytelling, which at the national
level supports Thailand’s transition toward value-added cultural industries rather than mass
production. The role of social value (H,), associated with refined taste and cultural identity,
suggests that subtle prestige remains important. Positioning Thai silk as a symbol of “quiet
luxury” rooted in tradition can attract modern consumers seeking authenticity while
strengthening Thailand’s cultural branding internationally. Finally, the confirmed interrelation
among all value dimensions (H,) supports integrated strategies that blend product excellence,
cultural pride, and social connection. These findings can guide product design, branding, and
artistic marketing across both private and public sectors toward the design and strategic
management and contribute to the long-term competitiveness of Thailand’s creative

economy.

8. Research Recommendations

This study examined genuine buyers of Thai traditional silk apparel through in-person
screening at selected fairs and retail venues in Thailand. Although sampling was open to all
active shoppers, respondents were predominantly women aged 36 and above, reflecting the
group most visibly engaged with Thai silk as a luxury in Thailand today. Consequently, younger
and male perspectives, which may differ in how they perceive silk as luxury, remain
underrepresented. Although data were collected in real purchase settings, the venues were
limited to Bangkok and the surrounding areas, where attitudes toward silk, price sensitivity,
and cultural associations may differ from those in other regions of Thailand. Therefore,
differences in silk preferences, event-related meanings, and regional shopping habits may
influence perceptions of value. In addition, the cross-sectional design captured views at only
one point in time. Future research could deepen this understanding by examining the
emotional, symbolic, experiential, economic, and ethical dimensions of luxury consumption,

particularly in relation to traditional or artisan-made products.
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Abstract

The research objectives were 1) to investigate the key factors that shape the
competitive landscape of X Leisure Farm within the leisure industry, 2) to identify the
experiential elements and features of X Leisure Farm that appeal to its target audience and
contribute to customer satisfaction, and 3) to develop experiential marketing strategies to
enhance the competitive edge of X Leisure Farm. This study employed a qualitative approach,
with data collected through document analysis, observation, and in-depth interviews. The key
informants included 2 farm managers, 6 frontline staff, 14 regular customers and 18 potential
customers in the vicinity of X Leisure Farm. Data were analyzed using thematic analysis.
The findings revealed that: 1) X Leisure Farm's market positioning was significantly influenced
by its advantageous geographical location, convenient transportation, and abundant natural
resources, which shaped the competitive environment and created market opportunities by
enhancing tourist accessibility and driving development 2) the farm effectively applied
experiential marketing, leveraging its unique natural scenery, interactive activities, reasonable
pricing and thoughtful service to build a strong brand image. These elements attracted many
tourists, differentiated the farm in a competitive market, and played a key role in customer
retention and 3)innovative experiential marketing strategies, including customized services,
themed events, and interactive marketing, greatly enhanced the farm's market appeal and
customer loyalty, contributing to its competitive advantage. These findings offered actionable
insights for improving X Leisure Farm’s marketing strategies and advanced the understanding
of experiential marketing in leisure agriculture.

Keywords: Leisure farm; experience marketing; competitive advantage
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1. Introduction

In the last decades, the tourist market has been characterized by an unequivocal shift
from consumption tourism towards more participatory, sense-making and emotional
experiences. The contemporary tourist is not satisfied just to be in places but seeks to feel
connected to them, to have meaningful memories and to experience being part of them
(Wong et al., 2022). This changing demand has given rise to the popularity of rural tourism,
particularly through leisure farms and agritourism experiences, which offer visitors a chance to
slow down, connect with nature, and participate in local traditions (Saad, 2022). These settings
provide more than just a scenic escape: they create opportunities for learning, cultural
exchange, and personal enrichment.

In such a rapidly evolving scenario, X Leisure Farm, located in Henan, China, stands
tall as a window into what rural tourism can practically be in modern times. Set in the soulful
landscape of the countryside, the farm combines natural allure, with rich culture and
environmentally friendly practices to offer an all-around pleasant living experience. Its target
customers are a varied mix, including families, eco-tourists, and city folk looking for a calm
weekend away: for instance, from the interactive farmworks and craft sessions to nature walks
and joint family fun events. Most such tourism establishments are designed to provide a series
of immersive multidimensional experiences so as to evoke a feeling of belonging, create
emotional memories, and therefore garner repeat visits based on heavy word- of- mouth
reviews (Abdrakhmanova et al., 2023).

What really makes X Leisure Farm stand out is how much it focuses on personal
touches, being eco-friendly, and sharing stories. These are the key parts of what people look
for today in experiences (Pine & Gilmore, 2011). In today’s competitive travel scene, places
need to go beyond offering facilities. They need to create emotional connections and
memorable moments for visitors. The aptitude for doing with X Leisure Farm indicates that
the farm could stay contemporary, engender client loyalty, and continue to exist in a rapidly-
growing experience-oriented competitive environment. By combining its natural, cultural, and
technological resources uniquely, the farm can most effectively meet the expectations of
today's travelers and at the same time ensure sustainable development in the longer run.
Nonetheless, a great number of people being interested in experience tourism in rural areas
means that leisure farms must find constant ways to innovate and differentiate themselves in
the marketplace (Streifeneder et al., 2023). The expectations of tourists continue to change:

digital convenience, environmental awareness and the yearning for deeper experiences set
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these changes. To keep their competitive edge, rural enclaves like the X Leisure Farm should
work out means of combining immersive experiences with strong service delivery and targeted
marketing initiatives that also cater for the increasingly diversified needs of their clientele.

Even though X Leisure Farm offers a bunch of different services and experiences,
people don’t really understand how its competitive environment, unique experiences and
marketing efforts all come together to boost customer satisfaction and help the farm stay
competitive over the long run. Most of what's out there about rural tourism tends to focus
either on how happy visitors are or on specific marketing techniques, but they rarely look at
how these things all connect like how the competitive environment influences experience
design and marketing strategies (Chen et al., 2023; Mohamed Al Matris, 2023). Without getting
a clear picture of how everything fits together, X Leisure Farm might find it hard to make smart
decisions about improving services, engaging visitors, or building a strong long-term brand in
the increasingly crowded leisure tourism scene.

While a lot of research has pointed out how important destination branding (Horner &
Swarbrooke, 2012), rural tourism experiences (Chang, 2022) and experiential marketing (Parise
et al,, 2016; Bolton et al., 2018) are, not many studies have looked at how these pieces
actually come together in the setting of a rural leisure farm. Specifically, we don’t really have
much data on how factors like competition, the experiences offered and marketing tactics all
play off each other to influence visitor satisfaction and sive the farm a competitive edge.
Figuring this out is super important if we want to help rural destinations come up with smarter,
more integrated strategies, especially since they're facing more visitors and tougher
competition these days. This study aims to answer some key questions: What are the main
factors that shape how X Leisure Farm stacks up against others in the leisure scene? What
parts of the experience at X Leisure Farm really catch the attention of visitors and make them
happy? And what kind of marketing strategies could help X Leisure Farm stand out even more?

By looking into these questions, we're trying to get a better sense of how experiential
value and strategic marketing boost X Leisure Farm’s success and connect with visitors.
The insights we discover will be useful not just for X Leisure Farm, but also for other similar

leisure spots that want to stand out more in the rural tourism scene.
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2. Objectives
1) To investigate the key factors that shape the competitive landscape of X Leisure
Farm within the leisure industry.
2) To identify the experiential elements and features of X Leisure Farm that appeal to
its target audience and contribute to customer satisfaction.
3) To develop experiential marketing strategies to enhance the competitive edge of X

Leisure Farm.

3. Literature Review

3.1 Competitive Environment in the Leisure Industry

Getting a good handle on what your competition is doing is super important if you’re
trying to keep an edge in the leisure business. Things like where you’re located and how easy
it is for visitors to get there really make a difference they affect how many people show up
and how far your reach goes. Murray & Kline (2018) point out that being close to big cities,
having solid transport links and connecting easily with different regions really play a big role
in where travelers decide to go. Lee & Peng (2021) also mention that beautiful countryside
areas, especially those full of natural beauty and rich culture, tend to catch more attention
and stand out from the crowd. Honestly, where you’re located isn’t the only thing that
matters. What really counts is having awesome facilities and a good mix of activities.

Chon (2012) points out that places with a cozy vibe, fun things to do and real cultural
experiences are the ones people love to visit again and tell their friends about. It’s also all
about the experience-things like friendly staff, cleanliness and great service can really set you
apart in a crowded market. Buijs et al. (2006) mention that building an emotional connection
through personal touches and reliable service can really boost loyalty.

Pricing is a big deal, too. According to Tribe (2020), having clear, flexible pricing options
along with added-value services can really boost how happy and loyal your customers feel
especially when everyone's getting competitive. And don't forget about branding. A strong,
consistent brand image and how people see you whether through online reviews or your
digital vibe are pretty much what makes you stand out and helps folks choose your place
over others, as Horner & Swarbrooke (2012) point out.

3.2 Experiential Elements and Features that Drive Customer Satisfaction

The move away from transactional toward experiential tourism constitutes a

paradigmatic shift in consumption demand in the way that subjective meaning and affective
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bonding take precedence over service delivery. A lot of this argument is based on Pine &
Gilmore's (2011) groundbreaking monograph on the experience economy that contends
customers are deriving value from more experiential, denser consumption that addresses
them at intellectual, bodily and affective levels.

In rural and agritourism settings, experiential value is often generated through direct
experience with the environment, culture and residents. Chang (2022) emphasizes hands-on
activities like farming, cooking and crafting as key to developing perceived authenticity and
attachment. Participatory experiences are not merely enriching culturally but also facilitate
multisensory experience, which contributes to greater satisfaction and post-visit attachment.
This is consistent with Pine & Gilmore's (2011) recommendation that transformational
experiences leave lasting impressions by exciting all experiential dimensions.

Also, the role of social and family-oriented factors is highligshted consistently across
the literature. Getz & Page (2016) stress the character of inclusive, intergenerational events
such as seasonal festivities and recreational games that address the evolving desire for shared
meaningful leisure beyond individual pleasure. This emphasizes the idea of communitas a
temporary atmosphere of community due to common experience enhancing affective bonds
to the destination.

However, in Butler (2017), this is different since it is argued that over curation of
experiences can lead to perceptions of inauthenticity, especially where activities are too
staged for the use of tourists. This tension between designed experience and natural
interaction suggests that there has to be balance. Tourist experiences must be structured
enough to produce value, but loose and genuine enough to retain local identity.

There is also more recent literature placing environmental sustainability within the
experiential element. Organic farming, waste reduction and composting for example are not
only business concerns but also constituent parts of the visitor experience as proposed by
Vetrivel et al. (2025). If sustainability is practiced openly and communicated, it enhances the
perceived moral value of the visit, particularly for environmentally conscious consumers. This
concurs with Fu (2025), Who found that tourists are now aligning sustainable engagement with
experiential richness.

From synthesizing the literature, three thematic pillars seem to be at the center of
customer satisfaction in experiential tourism development: participatory engagement
authenticity, social interaction sharing and embedded sustainability. They fill out the

underlying principles of the experience economy and offer a coherent framework for designing
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tourism products with resonance to existing visitor values. The vast majority of authors meet
on the importance of these determinants, but the point of disagreement is commerciality and
authenticity balance a factor that needs more empirical studies.

3.3 Experiential Marketing Strategies to Build Competitive Advantage

Experience marketing is evermore an anchor strategy for recreation destinations aiming
to become differentiated in an increasingly competitive tourism environment. Pine & Gilmore
(2011) experience economy maxim that experience marketing prioritizes creating unique,
emotional experiences beyond utilitarian value. The idea is that value is jointly created by
participation, immersion, and customization, which together build brand loyalty and long-term
competitive success.

Parise et al. (2016) define experiential marketing as a multi-faceted method of engaging
consumers on an emotional, cognitive and behavioral level. Emotional connection is the key
result of immersive marketing tactics within their conception. In line with such a perspective,
X Leisure Farm's adoption of immersive technologies such as augmented and virtual reality
represent perfect examples of applying sensory stimulation as a part of a concerted effort for
customer immersion and brand recall. These technologies not only entertain but assist in
building a hybrid space where learning, play and connectedness meet.

Personalization has been explored in the literature as well. Bolton et al. (2018) argue
that the application of customer data to build experiences evokes attachment and
satisfaction. In tourism, with travelers seeking increasing meaning and purpose, customized
travels sustainably designed based on demographics, interests, and behavioral insight may be
a true differentiation builder. This follows the observation of Pantano et al. (2022) that digital
touchpoints like smart guides and real-time feedback systems allow companies to create
dynamic and personalized contacts, and thereby produce perceived value and co-creation.

However, although personalization and interactivity are in universal esteem, others
caution against excessive use of technology. Chen et al. (2021), for example, flag fear that over-
digitization blurs the essence of rural experiences to lead to disengagement of customers. This
suggests a cautionary tension in the literature: just as technology raises engagement, it must
be brought in with care so as not to overshadow cultural or natural authenticity especially
where experience is impossibly bound to place, for example in agritourism.

Contrary to emotionally charged strategies, Yuan & Wu (2008) refer to the poorly
remembered value of operational excellence in ensuring experiential quality. Service

consistency, process standardization and feedback loops are seen to be crucial in establishing
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customer trust and satisfaction over the long term. This position complements but even adds
a practical flavor to the more abstract principles of immersion and personalization by
highlighting the fact that competitive advantage is not only driven by innovation but also
through disciplined execution.

Synthesizing these perspectives, three interdependent strategic pillars exist in the
literature: 1) immersive technological engagement, using interactive media to optimize sensory
and emotional engagement, 2) data-driven personalization and personalization based on
actual-time behavioral data and 3) operational consistency and flexibility and consistency with
flexibility to suit changing customer expectations.

Together, these pillars form an intersection of emotional, technological and managerial
competencies that enable effective experiential marketing. While much of the literature
confirms their collective influence on competitive advantage, there are tensions regarding how
authenticity and technology and customization and scalability interface. These concerns
provide provocative prospects for future empirical research.

3.4 Conceptual Framework

The theoretical framework of this research is supported by the dynamic interaction
between the competitive environment in X Leisure Farm in the leisure industry, the distinctive
elements and traits that attract its targeted customers and help with overall customer
satisfaction and designing experiential marketing initiatives to make it have additional

competitive leverage as outlined in Figure 1.

Investigate the Key Factors Contributing Experiential Elements and Features

to the Competitive Environment Identification

- Location and Accessibility - Unique features and elements of X

- Facilities and Amenities Leisure Farm

- mer Servi nd Experien .
Customer Service and Experience - Customer preferences, perceptions and

- Price and Value Proposition experiences

\ Experiential Marketing Strategy /

Development

- Brand Imace

- Immersive experiences
- Personalizing customer interactions
- Leveraging technology

- Promoting service delivery

Figure 1 Conceptual framework
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To explore the main forces behind X Leisure Farm's competitive landscape, the
research follows a multidimensional approach based on location, accessibility, amenities,
customer experience, price and image (Buijs et al., 2006, Chon, 2012; Horner & Swarbrooke,
2012; Murray & Kline, 2018; Tribe, 2020; Lee & Peng, 2021). These components collectively
establish visitor attractiveness, satisfaction and market position.

The second component consists of determining the experiential factors of the farm
that make it unique and appeal to its target market, such as interactive cultural activities and
family- friendly facilities (Chang, 2022). The results obtained from interviewing visitors reveal
the determinants of satisfaction and emotional attachment.

From these research findings, the third building block focuses on developing
experiential marketing strategies. These include immersive technologies, customized
interactions, tech-enabled services, and ongoing service excellence—aligning with evolving
customer expectations (Parise et al., 2016; Bolton et al., 2018; Pantano et al., 2022; Antony &
Kannan, 2024). All three interconnected building blocks together form a complete framework
for enhancing X Leisure Farm's competitive advantage via experience-oriented, customer-

driven strategies.

4. Research Methodology

This study adopted a qualitative research approach to gain an in-depth understanding
of the competitive environment, customer preferences, and experiential marketing strategies
of X Leisure Farm. A qualitative design was appropriate for exploring the complex and context
specific factors that shaped visitor experiences and influenced strategic decisions at the farm
(Astrgm, 2018; Gittins et al., 2025). This approach enabled the collection of rich, descriptive
insights from individuals closely involved with or familiar with the farm's operations and
offerings.

4.1 Key Informant

The key informants of the research were sampled from four main groups, which
included farm managers, frontline staff, frequent visitors, and potential visitors. A purposeful
sampling method was employed to ensure that every participant was in a position to offer
quality and relevant information (Kastenholz & Lima, 2011; Yanti et al., 2023). Two farm
managers were selected because of their strategic position and general understanding of the
competitive positioning of the farm. Six front-line personnel, primarily those dealing directly

with visitors, were selected for their firsthand understanding of the customers' interests and
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tendencies. Fourteen repeat visitors were asked to comment on the basis of their multiple
visits to the farm, while eighteen potential visitors were asked to shed fresh light on
expectations, interests and what influences their leisure choices. 40 people participated as
key informants in all. This diverse range helped to form a well-rounded picture of the farm's
strengths, customer appeal and potential for improvement.

4.2 Data Collection

For data gathering, the research employed a combination of three qualitative methods:
observation, in-depth interviews and document analysis. In-depth interviews constituted the
main data gathering using semi- structured guides for both participant groups. The interviews
covered questions of competitive advantage of the farm, customer satisfaction and
experiential marketing improvement.

Observation was again utilized to examine the farm environment, visitor interaction,
and temperament. Field notes were utilized to record material context and immaterial issues,
i. e., atmosphere and customer interaction. Moreover, relevant documentation— e. g.,
consumer complaints, customer complaint files, and company reports were utilized in an
effort to enhance and triangulate findings.

The data collection process synthesized these methods to create a rich, multi-
dimensional image of X Leisure Farm. Interviews captured personal experience and
knowledge, observations validated true behavior and interactions in the moment, and
documents provided corroborative evidence and background information ( Lim, 2024) .
Synthesized, the methods allowed the researcher to listen to commonalities and unique
points of view.

4.3 Data Analysis

In data analysis, thematic analysis was employed within the research to organize and
make sense of the qualitative data. Interview transcripts, field notes from observations, and
document extracts were coded meticulously to identify patterns and emerging themes that
resonated with the purposes of the research. This iterative and reflexive approach allowed
themes to be crafted as new learning unfolded (Campbell et al., 2021). In ensuring credibility
purposes, the study also utilized data triangulation where the information was matched from
sources to ensure verification of findings and to elicit different viewpoints (Meydan & Akkas,
2024). This was used to increase the reliability of findings and allow for increased interpretative

observation on the data.
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Ultimately, the rigorous and systematic analysis of multiple data sources provided a
clear and comprehensive picture of the factors shaped X Leisure Farm’s competitiveness and
potential marketing opportunities. The findings offered valuable guidance for developing
effective experiential marketing strategies that align with customer expectations and enhance

the farm’s appeal.

5. Research Finding
5.1 Key Factors Shaping the Competitive Landscape of X Leisure Farm
Key factors of X Leisure Farm's competitive landscape tabulated in Table 1. X Leisure
Farm's position in the leisure industry is affected by certain determinants, which make it
competitively suited. One of its most powerful features is its rural countryside setting, which
pulls people in terms of natural landscape beauty and isolation from urban life. This position,
coupled with the fact that it is near other important tourist attractions, has a synergistic effect

which works to attract a steady stream of tourists.

Table 1: Key factors shaping the competitive landscape of X Leisure Farm

Category Key Factors

Location & Accessibility - Scenic countryside location attracts nature-seeking tourists
- Proximity to other attractions increases visitor flow
- Good transport links and parking facilities

- Clear signage improves navigation and visitor experience

Resource Conditions - Rich natural landscapes and cultural heritage
- Supportive local policies and infrastructure

- Efficient supply chain management

Facilities & Amenities - Unique leisure cabins blending rustic charm with modern comfort
- Diverse recreational activities (e.g., parent-child, themed events)

- Emphasis on cleanliness and maintenance for visitor satisfaction

Customer Experience - Cultural immersion through planting, handicrafts, etc.
- Personalized services and family-friendly atmosphere
- Emotionally engaging environment

- Well-trained, committed staff

Innovation & Technology - Technological adaptations to meet evolving leisure market needs

- Innovative tools used to improve service and engagement

Pricing Strategies - Flexible and affordable pricing models
- Customized packages for different segments

- Promotional campaigns to boost value perception and visitor loyalty
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Category Key Factors

Brand Image & Promotion - Strong brand story tied to heritage and location
- Professional branding and consistent service quality

- Active social media presence for outreach and reputation building

Accessibility is also important: convenient transport facilities, broad parking lots, and
good signage all come together to provide a smooth and enjoyable arrival experience for the
visitors. Other than location, the farm is endowed with plenty of natural resources and rich
culture, which are supported by good policies and stable local supply chain—factors that
together make it even more desirable overall.

The farm campus and facilities are a strong supporting element in its competitiveness.
Thoroughly designed recreational cabins that harmonize rural ambiance and contemporary
comfort impart visitors an intriguing and cozy experience. Rich recreational activities such as
parent-child interactive programs and theme events give participants first-hand experience of
substance that immerses visitors with local heritage and farm life. Maintenance and cleanliness
are always accorded priority at all times, showcasing the concern of the farm for quality and
how this contributes to satisfaction of the guests. Guest response is normally based on the
desire for facilities that are well maintained and an environment that is favorable in ensuring
repeat visitation.

Equally important is customer service standards and overall visitor experience.
X Leisure Farm offers interactive cultural learning activities, such as growing vegetables and
doing traditional crafts, to increase appreciation for farm life among visitors. The farm operates
a very personalized service style with special attention paid to the small touches that make
the environment relaxing and family-friendly. Ongoing training of staff is carried out to deliver
uninterrupted, quality service to allow guests to have valuable and memorable experience.
Understanding that customers' needs keep evolving, innovation and technology such as
E-ticketing, interactive farm maps and smart agriculture displays are embraced by the farm to
facilitate visitor experience. Besides delivering operational efficiency such innovations offer
experience and tailored experiences that allow the farm to remain current and competitive
within the modern tourism environment.

Pricing is also a strategic area where the farm is successful. Dynamic pricing plans,
including tailored packages and regular specials, allow the farm to cater to different market
niches without compromising value. By maintaining a connection with customer requirements

and perceived worth, X Leisure Farm gets the right balance between price and quality.
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Customer testimonials often note that such a balance of cost and experience is an important
sign of customer satisfaction and loyalty. Innovative pricing practices also help differentiate
the farm from others.

Finally, at the heart of X Leisure Farm's ongoing success is the strength of its brand.
The farm has developed a strong brand identity based on cultural heritage, natural
environment, and commitment to quality. This narrative is also confirmed visually through
great branding and through great levels of service. Its social media footprint not only increases
visibility but also increases engagement to current and prospective visitors. Positive brand
image generates loyalty for the long term and ensures steady growth. All these combined
make X Leisure Farm the top performer in the leisure sector, set for success and growth in
the coming years.

5.2 Experiential Elements and Features of X Leisure Farm

Experiential elements and features of X Leisure Farm that appeal to its target audience

and enhance customer satisfaction as shown in Table 2.

Table 2 Experiential elements and features of X Leisure Farm

Category Experiential Elements & Features

Natural Setting - Scenic landscapes including orchards and rice fields

- Peaceful atmosphere ideal for relaxation and escape from urban life

Cultural & Educational - Traditional farming and crafting workshops
Activities - Authentic local food tasting
- Educational programs led by experienced farmers on traditional and

sustainable practices

Environmental - Composting systems and natural pest control
Sustainability - Eco-friendly farming practices

- Hiking trails for exploring nature

Family-Friendly Activities - Parent-child bonding events and outdoor adventures

- Recreational options like horseback riding, fishing, and camping

Facility Quality & Service - Clean, well-maintained infrastructure
- High service quality supported by staff training

- Friendly and knowledgeable staff assist in activities and eco-practices

Community & - Partnerships with schools and local businesses
Educational Engagement - Community involvement in conservation efforts like waste sorting
Appeal to Customer - Combines tranquility, interactive experiences, and connection to nature

Preferences - Meets diverse visitor expectations, enhancing satisfaction and loyalty
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X Leisure Farm possesses several unique features and experiential products that make
it strongly appealing to its target segment and are central to customer satisfaction. The farm
is nestled in a scenic natural environment and is a serene getaway with views of flowering
orchards and lush green rice fields, offering the perfect respite from the tensions of city life.
Visitors are invited to discover the cultural heritage of the farm through experiences involving
traditional farming, local crafts, and tasting local genuine food. This is done in order to promote
a better understanding and appreciation of rural life and rural heritage. Among the activities
are the farm workshops, where experienced farmers teach their guests about traditional and
modern sustainable farming, which is both enjoyable and educational for the visitors.

Family time is also on the agenda on the farm with parent-child sport days and nature
walks that bring children together and unite them. There are children of all ages and
personalities provided for in a variety of recreational pursuits horse riding, fishing and camping
just to begin with. Training of staff members is a key feature and attention to detail, which
translates to high quality service and clean, well- maintained facilities. Warm, friendly
personnel greet individuals and are some of those who provide the warm, friendly
atmosphere, inviting guests not only for leisure but also for sustainability.

Apart from leisure, X Leisure Farm also adopts the go-green culture. The farm promotes
organic farming, composting, and integrated pest management, and engages the public in
conservation efforts like waste separation. Collaboration with the neighboring businesses and
schools also serves to increase the reach and relevance of the farm to the community. By
blending peace, nature, culture, and quality service, X Leisure Farm has met the needs of its
visitors—proving to be a great place for quality, nature-based recreation.

5.3 Experiential Marketing Strategies to Enhance the Competitive Edge of X
Leisure Farm

Experiential marketing strategies utilized by X Leisure Farm in positioning itself
competitively as illustrated in Table 3. X Leisure Farm utilizes several experiential marketing
tactics in positioning itself competitively and in ensuring maximum customer satisfaction.
Its Immersive Experiences Strategy is the central tactic and it utilizes the application of virtual
reality (VR) and augmented reality (AR) in its delivery of engaging environments coupled with
the farm's unique personality. They then use these web characteristics with strong brand
stories that create emotional bonds with viewers of the website. Additionally, to create
interactivity, the farm incorporates games and interactive tests that demand action so that

viewers of the website can create a more personal brand connection. Consistency across
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channels offline and online also generates brand loyalty and trust, delivering visitors an even,

consistent experience.

Table 3 Experiential Marketing Strategies to Enhance the Competitive Edge of X Leisure Farm

Strategy

Key Features

Purpose/Impact

Immersive

Experiences Strategy

- Use of VR and AR to create engaging
brand-related environments

- Interactive games and challenges

- Storytelling to build emotional

connections

Enhances engagement and
deepens brand identity through
immersive and memorable

experiences

Personalizing
Customer

Interactions

- Tailored activities based on visitor
preferences

- Family-friendly events like “Happy
Family Day”

- Cultural festivals and local food tastings

- Adventure activities for youth

Builds emotional connections,
encourages family bonding, and
meets the needs of different

visitor groups

Leveraging

Technology Strategy

- Smart guide systems for interactive
learning

- Online booking and mobile apps

- Big data analytics to customize themed
experiences

- Real-time feedback tools

Improves service efficiency,
personalizes visitor experience,
and fosters loyalty through

convenience

Promoting Service

Delivery Strategy

- Standardized service processes
- Attention to service detail
- Continuous improvement through

customer feedback

Ensures consistent service quality
and responsiveness to customer

needs

Personalization of Customer Experiences is yet another important approach, for

example, creating experiences based on individual needs and interests. Experiences such as

"Happy Family Day" attempt to bring the family together through fruit picking and handicraft.

More active experiences, including archery and rock climbing, are attractive to young travelers,

while cultural events—regional festivals and tastings of local traditional food allow emotional

connection and cultural appreciation. The farm also augments its promotion with the

Leveraging Technology Strategy that improves the quality of services and operational

efficiency.



a6

These comprise the utilization of intelligent guide systems for interactive on-site
learning and a user-friendly online booking system that makes the planning process easier for
the visitor. Big data analytics also allow the farm to create personalized, theme-related
activities according to visitor interests, which translates to a better and more memorable
experience. Mobile apps play a supporting role by spreading important information in real-
time and collecting valuable feedback for driving further improvements.

Lastly, the Promoting Service Delivery Strategy seeks to deliver excellent service on a
continuous basis. Processes are formalized for serving each guest in the same manner and in
the same style, and formalized service standards and feedback systems provide for instant
fine-tuning and continuous improvement. Such thoughtful considerations have a way of
nipping potential trouble areas in the bud and result in ever more sophisticated and sensitive
visitor interactions.

Cumulatively, these experiential marketing initiatives not only render X Leisure Farm
more competitive but also elevate the general level of guest experience. Through the
integration of emotional engagement, personalization, intelligent technology, and keen
attention to service quality, the farm remains an attraction to a wide range of tourists and

establish itself as an upper-bracket destination in the leisure sector.

6. Conclusion and Discussion

6.1 Conclusion

1) Key Factors that Shape the Competitive Landscape of X Leisure Farm within
the Leisure Industry

The competitiveness of X Leisure Farm is molded by a synergistic combination of
dynamic factors that cumulatively add to its reputation in the leisure sector. The scenic rural
landscape, convenient accessibility and close proximity to other tourist spots render it an
appealing getaway for tourists who revel in nature. The natural and cultural richness of the
farm, coupled with conducive local government policies and an efficient supply chain, add
substance and genuineness to the tourists' experience. Quality amenities, considerate service,
and engaging recreation activities address varied interests, while attention to detail and
cleanliness attest to its passion for excellence. No less significant is the friendly, personalized
service of well-trained personnel that touches hearts and leaves lasting impressions. With its
embracing of innovation and technology, X Leisure Farm remains attuned to evolving

customer needs, while its flexible pricing plans provide value without sacrificing quality. It also
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has a solid brand narrative based on reliability of service and interactive online experience,
contributing to reputation and loyalty too. Combined, these render X Leisure Farm not just a
viable operator, but a model of sustainable and experiential rural tourism.

Key informants' perceptions revealed convergences and divergences regarding these
factors. Visitors invariably praised the natural scenery, staff hospitality and interactive
entertainment programs. Farm workers and managers placed innovation, technological
advancement, and service quality as strategic imperatives. Local governments stressed policy
support and regional tourism coordination. While all groups profited from scenery and tailored
service, there was divergence in prioritizing technology uptake and supply chain efficiency.
Guests ranked more experiential services ahead of back- office functions, whereas manasers
believed operations and technology were most important for long-term competitiveness.
These differing perceptions point to the multidimensionality of rural tourism and the need for
integrated strategic planning.

2) Experiential Elements and Features of X Leisure Farm that Appeal to Its Target
Audience and Contribute to Customer Satisfaction

X Leisure Farm's experiential attributes and characteristics are well designed to meet
the interest and expectation of its target market and contribute significantly to visitor
satisfaction. The farm, situated in the middle of serene, rural landscape, is a respite from the
stress of city life, and its interactive cultural and educational activities traditional farming,
handicraft, and local cuisine—provide interesting connections with country living. Family Fun
activities, as well as diverse recreation activities such as horseback riding, fishing, and camping,
keep all guests of every age busy and engaged. The uncompromising quality commitment of
the farm, evident in its immaculate facilities and personal service, is a hallmark of tireless
commitment to the guest.

Moreover, X Leisure Farm's dedication to the conservation of nature and collaboration
with schools and local communities not only add to the experience but also make it a socially
responsible destination. All of these together provide the setting not only to be calming and
educational but also emotionally fulfilline—making X Leisure Farm a great choice for anyone
looking for a worthwhile and unforgettable leisure experience.

3) Experiential Marketing Strategies to Enhance the Competitive Edge of X
Leisure Farm

Experiential marketing initiatives undertaken by X Leisure Farm are central to building

and enhancing its competitive advantage and customer experience. Through immersive
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technologies such as virtual and augmented reality, interactive narratives, and engagement-
focused activities, the farm designs memorable experiences that bring about emotional
connections with the visitors. The personalization focus is on making guests of diverse ages
and backgrounds feel special and appreciated— whether that is through family- friendly
activities, cultural activities or action-sport activities designed for a youth market.

By leveraging technology at every step of the visitor experience—from intelligent guide
systems and seamless web booking through to data-driven personalization and real-time
commentary— the farm maximizes quality of service and operational efficiency. Meanwhile,
standardization of service delivery and focus on ongoing improvement demonstrate a clear
intent to be consistent and excellent across all touchpoints. Together, these tactics harmonize
to craft an experience that is not just interactive and enjoyable, but also rich and unique. X
Leisure Farm's ability to integrate innovation, authenticity and attentiveness enables it to
differentiate itself in a competitive marketplace, establish long-term relationships with its
guests, and emerge as a flagship site for experiential rural tourism.

6.2 Discussion

The findings of the study address X Leisure Farm's pioneering combination of
dimensions: location, experience design and marketing innovation in the quest for firm
competitive position in leisure tourism. The findings align with recent research emphasizing
strategic differentiation and customer experience as the avenue through which to develop
long-term competitive power in rural tourism (Lane & Kastenholz, 2015; Yen et al., 2021).

To begin with, X Leisure Farm's competitiveness is highly reliant on natural and cultural
resources, proximity, and service quality. Its picturesque rural landscape, coupled with its
proximity to other tourist attractions, aligns with Lane (2009) and Komilova et al. (2021), who
posits that location is among the factors rural destinations depend on to be appealing. Second,
the farm's investment in infrastructure, recreational variety and high level of service
throughout the year corroborates evidence that both intangible and tangible service elements
are required to increase visitor satisfaction and loyalty (Barbieri et al., 2015). The addition of
both culturally local elements and sustainable practices helps enhance the experience's
authenticity further, aligning with the resource-based view (RBV) that highlights the use of
unique, location- specific resources to generate sustained competitive advantage (Barney,
1991; Meyer et al., 2022).

Second, the experiential attributes and qualities offered by the farm, i.e., authentic

farm workshops, family activities, and nature-respectful practices, aim to build deep, long-
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lasting experience with emotional significance. This is supported by Pine & Gilmore (2011)
framework of the "experience economy," emphasizing that consumers are more and more
requiring full- sensory, engaging experiences rather than products or services alone.
The participatory and multisensory experiences provided in X Leisure Farm serve several
segments of visitors, such as youth, families, and eco-tourists, confirming the contribution of
experiential design towards optimal satisfaction and perceived value (Chen et al., 2021).

Third, the application of experiential marketing tactics— like immersive technology,
one-to-one interaction and data-driven personalization of services—is an innovative practice
that caters to customer experience along with brand differentiation. These strategies align with
the origins of relationship marketing models focused on establishing long-term emotional
connections with consumers (Zinkhan, 2002; Pfajfar et al., 2022). The application of VR and AR
technologies in conjunction with consistent digital and physical branding addresses the
requirement for multi- platform brand consistency in developing consumer loyalty and trust
(Dupont et al., 2023). The use of big data analytics to drive experience personalization also
addresses smart tourism trends with strong interest in the value of real-time information to
guide reactive and adaptive guest experiences (Li & Wen, 2025).

Compared to other empirical research in the field, this research adds contextual
richness by situating experiential marketing within the rural agritourism setting. While current
research such as Nowaczyk et al. (2022) and Wan & Li (2024) also emphasizes the role of
immersive experiences in tourism satisfaction, this research uniquely demonstrates how the
confluence of place based authenticity, technology enhancement and data- driven
personalization forge a synergistic platform for competitive differentiation. Contrary to
conventional tourism research that has a tendency to isolate environmental, cultural or
marketing aspects (Davari et al., 2024). This study supports an integrated framework highlighting
the convergence of physical context, customer experience design and digital innovation.

The tactical embracement of immersive storytelling, customized service provision and
technology-supported interaction forms the farm's cornerstone as a pacesetter in experiential
rural tourism. The above findings suggest that experience design and marketing investment in
rural destinations on the basis of authenticity and with the support of digitalization will be

well-positioned to compete favorably in an increasing tourism market.
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7. Application of Research Findings to Enhance Organizational Competitiveness

Both the strategic and practical applications can be used to make X Leisure Farm more
competitive in several areas that are most important. Firstly, the identification of the
determinants of excellent competition: scenery, service quality, leveraging innovation and
technology acts as a reminder to the company of the ongoing upgrading and maintenance of
these features for it to remain well-placed in the market.

For instance, digital service innovation (e.g., interactive reservation systems and
personalized guest experiences) directly serves differentiation and operational efficiency.
Second, key informant findings identify the misalignment of stakeholder priorities, referring to
the demand for integrated planning that coordinates front-end experiential services with back-
end process innovations and supply chain management. This can direct internal aligsnment of
strategy and training to focus stakeholder expectations on long-term goals.

In addition, the study validates that experiential marketing campaigns that incorporate
immersive technologies and customized interactions are key drivers of visitor loyalty and
satisfaction. These findings can guide the creation of more targeted marketing promotions and
service innovations for the different visitor groups. At a more theoretical level, the study
emphasizing community involvement, nature preservation, and conservation of culture
presents X Leisure Farm as a paradigm of social responsibility in rural tourism.

This is also in accordance with national policy hopes of rural renewal, cultural tourism,
and sustainability. In this way, the study does not only provide strategic positioning
contributions to X Leisure Farm but also policy-related contributions to building competitive

and sustainable rural tourism structures at the national level.

8. Research Recommendations

8.1 Practical Recommendation

To further strengthen its competitive position, X Leisure Farm should focus on
deepening the integration of technology into its nature-based experiences. By developing a
dedicated mobile application featuring augmented reality (AR) elements, the farm can offer
interactive self-guided tours that bring its history, agricultural practices, and cultural heritage
to life. These digital enhancements, such as virtual storytelling or QR code-based learning
stations throughout the property, would appeal especially to tech-savvy and younger visitors,

enriching their experience without disrupting the natural charm of the setting.
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Personalization is another area where the farm can elevate its visitor experience.
Utilizing data from booking systems, visitor feedback, and mobile app interactions, the farm
could design customized packages tailored to different types of guests such as families,
couples or eco- conscious travelers. Personalized itineraries that align with individual
preferences not only enhance satisfaction but also encourage repeat visits. For example,
curated experiences like “Family Nature Day” or “Sustainable Living Weekend” would allow
guests to engage with the farm in ways that are both meaningful and memorable.

Finally, strengthening the connection with the local community can add authenticity
and deepen visitor engagement. X Leisure Farm could expand its partnerships with local
schools, artisans, and agricultural experts to co-host seasonal workshops, farmers’ markets,
and cultural events. These collaborations would not only diversify the visitor experience but
also reinforce the farm’s role as a socially responsible and community-oriented destination.
By promoting local talent and traditions, the farm can offer guests a richer, more immersive
glimpse into rural life—while supporting the regional economy in the process.

8.2 Future Research Recommendation

As a suggestion for further research, it would be good to study how different kinds of
visitors—i. e., foreign tourists, independent tourists, or elderly visitors—react and feel to
experience products at rural recreational farms like X Leisure Farm. To the extent this research
sheds light on the influence of experiential marketing, cultural experience, and service quality
on visitor satisfaction, even more insightful examination of the extent to which these
constructs influence specific psychographic or demographic visitor segments may be even
more revealing.

In addition, longitudinal studies tracking visitor behavior and attitudes over a period of
years can be employed to investigate long-term success of experiential marketing campaigns.
Comparative investigations of similar rural tourist attractions in other destinations or countries
can also reveal cultural and contextual factors mediating the success of experiential programs.
These research directions would not only contribute towards scholarly understanding of rural
tourism processes but also assist rural tourism practitioners in creating more successful and

inclusive visitor experiences.
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Abstract

This study aimed to examine the influence of technology acceptance factors and
consumer trust factors on online purchasing decisions of plant hormones in Thailand.
The research framework was based on the Technology Acceptance Model (TAM) combined
with consumer trust concepts. The sample consisted of 385 respondents who had prior
experience purchasing plant hormones through online channels, selected using purposive
sampling. Data were collected through a questionnaire that was tested for validity and
reliability. Descriptive statistics and multiple regression analysis were employed for data
analysis. The results indicated that a total of six independent variables were analyzed,
comprising three technology acceptance factors, namely perceived usefulness, perceived
ease of use, and attitude toward using, as well as three consumer trust factors, including
product and service quality, website reliability, and brand and organizational image. When all
variables were analyzed together using a multiple regression model, three factors were
found to have a statistically significant positive influence on online purchasing decisions for
plant hormones. Ranked by the level of influence, perceived usefulness had the strongest
effect, followed by perceived ease of use and brand and organizational image, respectively.
Furthermore, the multiple regression model was able to explain 46.90% of the variance in
online purchasing decisions for plant hormones. The findings of this study provide practical
implications for online agricultural product sellers and platforms by highlighting the
importance of user-friendly system design, clear communication of product value, and the
development of credible product and organizational images. These factors can support
informed purchasing decisions and contribute to the sustainable growth of online agricultural
markets.
Keywords: technology acceptance; consumer confidence; purchasing decision; plant

hormones; online shopping
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nsindulatedudriiuremsesulay Tnsameauddidanuidsuar liawnsonraaeunanls
viudt 1wy Audnsinees WuanmsnaurauvessiuiuasiruaRlunstiimalulad anudesiy
soAuA AUy uaznsrUIUNIiTIsIIaNgAnssuvesuila wAnsanuduTagmitanld
fufudiessuisnsindulatosesluufivhuromesulatosadussuuuasaseunay

3.1 Yaduanudiesiuvesffuslng

arundesiudussdusenevddyfidmasionginssunisde lnevanefensiiguilaadoin
Jurenieszuvesulatannsadndunisldnssmui dyguassnuinalssloviveaguilanld
(Parasuraman et al., 1985; Morgan & Hunt, 1994) Anuidiesiunseunqumansdii leun aanw
dudn audasnfevesszuugingsy anuindedevesiuled uaznmdnualvesesdns Fedaud
unmsenisanaadsdunmsindulateduiluanimnndeusoulatiifuilaaliaunsonsiaey
audnlalnenss sAselulssmdlnenuh arudeshuiavinalnensaensindulatodudooulay
Tngiavngludununmnisliuinig anuvaensde wezanuiidedevesiuled dudutladeddny
vl uslanddndulalunisvhgsnssunasideondnduladodudn (Mongkolwanit, 2020) Hatiu
mnudesiuiaduiedvddyedisds lasanmzlunguaudmansinuasiidesnisnsiusesnmnm
uazuvasndney Jsdsralnenssemnutndedeuazmsiadulavesuilan

A ot wd uesdUsznoud Ay dualaense ongfnssunisd edudeeulal
1n® Parasuraman et al. (1985) s3uginmnudesiuasviounmainsavesfliuinslunsufdiny
Ieiegnaasiianauazidodiols vzl Morgan & Hunt (1994) Saszyinguilaaazinnsananuidesiy
1NAUAINYDIUI NI BuRUA s ueldlimsulinounisde suidediunginssuguilaa

soulal advayuanu@eiuinnratetedy ldinezdununindud anudasadeveaiuled
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AN aDRBITRYA $1A1 NISLHUTNIT wasnIndnwalvedr 18 (Mongkolwanit, 2020;
Phengcharoen, 2022) lngtamglududinisinuns wu sesluuiiy Saguilaaliaiuisansivaey

=< A o

AN AulesiuRsiunuImdAgyBadu

S

PNNsTIUTINUITefiAuITes 'f]a]ﬁ"fammL%aﬁuﬁmmxamiamiﬂizLﬁquamﬁumi%a
Aurmeaulataiuisndneenidu 3 AAndn (Mongkolwanit, 2020) Fail

1) AUANYDIFUAUAZNITUTANT ATOUARUAMAINUYBIHARNT T AUALLYIAAUNAYBITIAN
Anugndesvasteyadudn nsliuinisgndn wazuszaunisaindsnisve Jadutadeiidioan
mdssveuilan TaslanzAudinuasidosflansnnsgiulasHadnsidaay

2) M efievenivled Usznousiemnulasndsvesszuy anugndeavesdeya
anulusslalumssigsnssy anusfursvosunanslesy safsnssuiusylevivesszuvenulay
Hasomarivrsaiienutuleinguilarannndedudldlaglidnadenudsmanaia
W38N

Y a

3) nmdnualvesdufuazesdng Samfsmnuideiievesmsidud auduaiguslnasus
feyaitiaussgnsuiu Widla uazamdnualamnuduiieandnvesne amndnualifivavan
arudsauanifinlomalunisiadulado

nanlasasy Yafemnuidesuisaudfiifunsovddylunisesueinfuilnadnaulate
gosluufivinuremsesulavldeduilaunnesiiodn uazfussdusznauiifusznounisaasli
ARy luMINRILINagnsnIsRaInduA N ynsaaulall

3.2 nsvauiuwmalulad (TAM)

wuus1aeIn1ssensumalulad (Technology Acceptance Model: TAM) fiwaiunlae

L4

Davis (1986) 1unseung e iiltiueegnwunsvasluniseduianisseansuuinnssuuazszuveauladl

} %

TAM imsseniuiuegiu 2 Yadevdn Ao n1sfuiusslomd (Perceived Usefulness) uagn133u3
audesenisliaiu (Perceived Ease of Use) §aazdwmasariruniiinenisidiuuayanudile
14939 fugrudunginssudlidadonlostunguinisisinerdeas Téud nquinsnsgyinuimgeaa
(Theory of Reasoned Action: TRA) 484 Ajzen & Fishbein (1980) §sa3u1871gAnssaiinan
ARl flsrsuvsnaniirunfisengfingsu (Attitude Toward the Behavior) uagussnAsuynadany
(Subjective Norms) faun Ajzen (1985) lawmunuiaaungudwafnssuniuuuy (Theory of
Planned Behavior: TPB) ImmﬁuﬁaLLUimi%’Uimimuqmwqﬁﬂiiumqu (Perceived Behavioral
Control) iieasuneanudululdlunisnseyimgfnssu

99NU9911AT03 TRA wag TPB Tun1svununaansnislge1uase Davis (1986) Fataue
wuudiassnseensumalulad (TAM) Fsnanerdunseunguiildtuegrsnineunsitaelunisinw

Uadeninasioniseausussuvansaumea lasdlasdusenaudiAg taun n1ssuiinssuuyeLiiy
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U58dn801n (Perceived Usefulness) wagn1ssuinssuuldaudne ladudou (Perceived Ease of
Use) apsiladoiidwmante auailunisldan (Attitude toward Using) wagiirlugannusislaldanu
(Intention to Use) waznginssun1sida1uaia (Actual Use) :uddediuiuuinaduayu TAM
1w Chanprasitchai (2023) fidnwluuneuusiis wudt gldseusuuimamniituildnudeuas
AeliAnUsglovd vide Panishkul (2020) A narmdglunmsldnussuuosulatdmanianusiila
Tamlueuran vauzdl Veeravatanayothin & Oraphan (2023) wui1 TAM anansauszgndldluuiun
nsiFeuseuladlisgavinzay wansiinnudanguvediumalunmsesuienginssugldlunaiganan

Towasu TAM Blfduiwnngldueriwmealuladiiusslon warlinuie anfaimnfidun

1 3

wazgousuwaluladuuundu FudulssinudAymihludnseeniuunagnsnneuaussmangAnssy

Y 9

aa o = ¢ v =

Juilanlugaddia saufsuunnisdesosluuiivoouladidesdtaniaruazaan arudule
LLasﬂszﬁm%mwsuaaLLwamWai‘mLﬁuﬂﬁaﬁwﬁagﬁamiﬁ@ﬁﬂﬁa

3.3 nszurumsinauladevasguilng

ﬂwmumiﬁmﬁﬂﬁamm@’ﬁimL“‘ﬁJuLLUUﬁTWaaaﬁugmﬁa‘émaﬁwﬁu%maﬂmiﬁmimwﬁau
LaTnSINsEeauA Orji (2013) Yidue Five-Stage Model %aa%mawqamimﬂuﬁmmu 5 Sumau
iy nsudazdunouasiiounisuszananadoyavesiuilnaaunsetaianisindulafiauysal
3974984 Intanonchai (2009) 5zy31viAuARYeIYAARS ULAZAAIUNITAIT LiAIAARS saLna
Wasuudasnsdnduladeld nszuaunsiasieufanududeuvesginssuduilag lnaanizde
Aeadesiuauiiifesnisausiulags iy sesluufie WWudu nsvuiunisinduladedived

1) n135U3AIUABINTT (Need/Problem Recognition) Ae fuslaanseninfadgnivie
Anudesnsiidesnismeuauas fenndadinigluvienisuon wu mslaunviedeyaifeaiuiud

2) msfumdeya (Information Search) o WeiinAudesnis fuilaaBuuamemdeya
NNVANBUMES WU yaralnddn don1sin deasisais vsedeyanaasdd ileliuszneumsdnauls

3) M3Usziliunaien (Evaluation of Alternatives) e §uslaaSeuifisudualungu
madenlagldinaueif d1dny wu aauniw 910 Heddu venmdnuvaluusud uagidenduden
flaenndeafiunufosnsunTiae

4) n3naulade (Purchase Decision) Aa nsidendeld$udnsnasinuanisusziiiv
uaziladedu W viruaivesidu viemgnsallinade

5) ngAnssunden13de (Post-Purchase Behavior) Ao {uilaAUszifiuninuianela
MnUszaunsaiaiafisutuamnuaiants mnnsmafieavisasinlugnistes wimnlifenels
p19Ufiasnsteluauian

Tnwagy wnAaiildnanfeineu gninailfidunseulunmsimunuisedestosadussuy

lngwiAnmuaNuweiuveuslna waziuudtaein1seausumalulad (Technology Acceptance
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Model: TAM) gathsnltidudanysdass ileaSuredadesunsiuiuasiinuadf idnsnase
nofnssunste vazfiuuAnnsruiunisinduladevesiuilon gnihanldidunseulunisiivun
fauvsanu Ao madinduladosesluufiviugemsooulal msysanmsuaAaiaaudugiely
miﬁﬂmmmaaaﬁmstqaﬂiimmiéfmau%%asumLﬂwmﬂﬂéfasmmamqm viludifvesniseeniy
wmelulad armidesusierisuazszuvesulay uaznszuiunisdnduleveduilan Jaiillg
MSMUANTaULLIAAIUNTIRBRAZ N INAdRUANNENTUSSEnI1eiLUs Ineg 1 duuasaon AR e
fuingUszaAvaen1siy

3.4 yAdeiineades

Mongkolwanit (2020) l8¥hnsAnudadesueudeiuiidnademsinduladeduiooulat
vasnguienvilng lnedfngusrasdiiioTinneiesdusznevvesanuidesiuiiinadonsie nan1side
wui1 A efuanansnduuneenidu 3 4 I8un mudasadeuazauindefevesivled
andnwalvesdudn wazauawn1sUIng lnefiauainnisusmadutadeidsninag e qn
siomssndulatodudioeulatl

Panishkul (2020) l¢@nwiRgfunseessumaluladuazanusslalumsliueuninduluue
wusiRsesigaanglunganmmamunas TnedifrnUszasdiflefnussdiunisseniumeluladuasngingsy
M3l #ansIdenudn gaseneiimssensumalulaglusyavas Inglviauddgiunssuiuselev
(Perceived Usefulness) uagmssuianuinglunmsliam (Perceived Ease of Use) snnflan vassiienriu
Fauin Jadeussnnsmansliisvisnasemnuita e edifoddy

Phengcharoen (2022) lgvhns@nuntladefifinasennud ety Faidvdnarensinduladen
FeunwdaingurtusnannesuosuladveslsyrvulungammumuasiasUsuama lneliingussase
iWiolinszsidadeiifinadonudosuvesiuilaa nansAnwimuin Jedendnidamasie anuid esi
wazn1sindulaliuins loun nssuiusslend (Perceived Usefulness) Aunmwaessuy (System
Quality) LL@%QMJ‘I’]W“UEN%@ZJU@ (Information Quiality)

Veeravatanayothin & Oraphan (2023) la@nwin1sgausumalulaglesduenlungugnan

6 Y o [ s

N9 Y a a o ¢ A a 6 o aAaa a ! [
WI‘UUiﬂWi@Juﬂﬁﬂﬂ’]ﬁll‘W‘uﬁ‘UENﬁuqﬂﬂi I@EJ&I'JG]Q‘U?SEN@L‘WEJ’JLﬂi’?gﬁﬁﬁ]ﬁ]EJVI%JEJVIﬁWEW]@ﬂ’]iEJEJlIi‘U

Y

walulad wan1s@nwinudn n13susanudrglunislinuiaznissusdseloviiunuind fny

a 1

lumsasiruafdauindeamalulaglseduen uaziisnsnasonginssuniseensunisidanu tnegly

fanelalunnuazmnuazausIngilunsiiuinis wiredaldedninlunundanududouas

Aaa a ! o

Chanprasitchai (2023) lavinnisAnetadenddnsnanenisseusumalulagnienistu

s A (%

a 6 a o dld 1 ¥ a Y a
YaIsuwIAIINIETg luUsTInalng IW&JZLI'J(?]QTJ?Z?NF]LW EWT’IGI’JLLU’iVliJB\Iamaﬂ’]‘ﬂ%ﬁUQ'ﬁ“UaﬂBjjUiIﬂﬂ

HANTSANYINUTT NFILUTTIaviNR 41 ¢ 31 12 ngudiudsiniiandmtdnanuduiusaainiisesas 70

Tawn Anudrelunsigany Uselewannnisiden Anudasnsisusdssuy N15SuUsenunsiaay
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siauarlumsldan vssiaguanyaeralndde wesnginssunsldausie wandviduindadomdni
Junalnddayiidmanonseeusumeluladnianisiu

Neramitpanich (2024) lﬁﬁwmiﬁﬂm@wﬁwamaqﬂmmwﬂasﬁwﬁﬁamiéfﬂﬁuhs?}uaﬁuﬁw
wazusniseaulatveuslaalusvimalve InguszendldnseuiuiAnuuudiasinisuousy
walulad (Technology Acceptance Model: TAM) saufuLuIAnf1uauAasnawmalulad
namsidenuin mssuiUsslesiuaznisiuimiudedenislinuisvinadaindenisinaulate
ooulay vaurivsziduiuanuvasadoazanandudiudidmanossfuanud edulaginund
vosguilne uenand woRnssunsdonuvuiindeimididusiuussuanuduiussendig
nseeufumeluladifunisindulateseulat aseuliifiuiinsdnauladenudomnsseulatiin
MNMsHENELsEIMsEensuwaluladuazseR AT uvesu3iag

3.5 NTOULUIAATUNIUTRY

a a

mungufnginssuuilan nsdnduladelasudninanndadenaleau egralsiniy

av v & cdn v ! S a Y aa = 1
MAFgIuNMITeviweeulaudliiuii lunstlvesduiniianudswarlilaunsansisaeunmunn
loviudt wu duAnsinens Jadeduniseensumaluladuazanudeduvesjusinaluladendn
nignsnalagnssienisindulade ewinniseeusumaluladidelviguilanaiuisardadeys
uwagldanuunannesulaegeiiussdniam vusiianudeliudivananudessnguilaasuinedus

LLaw:J:smEJ (Parasuraman et al., 1985; Davis, 1986; Morgan & Hunt, 1994)

fawUsAu

AsgausuwmAlulag (TAM)

1. mssuiusglesinisldnu Aadsny

2. msfuianudrglunsly

U Qd‘d 1 ¥ o
3. wﬂmmmmamﬂﬁumu msé’@ﬁﬂa%aaaﬁuuﬁ‘u

AR Hudamsesulall
1. AUAINEUAILAZNITUING /

oA A I3 ¢
2. WFJWMUWL%@O@?J@QLUUVLSUW

3. MNANWAVDIAUALALDIANT

A 1 nseunnAnlunTIsY
fisn: Davis (1986); Orji (2013); Mongkolwanit (2020)
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4. 35115938 (Research Methodology)

£%
P

NM5398AS T UN1I5ITETIUSUN (Quantitative Research) isneazidansiatl

4.1 UsZnNIHaznaunaae9

o '
(% [ IS

Uszrinsililumsideasell Ae fndeny 15 Yulundauvilunguenamnssunumsnssy

3
[

Unlal warn1sUseu wazlivszaunsaldesasluunvauyaan1sesuladlulsemalng FeianuIu
Usgnsuseana 10,648,000 AU autayanisidinaluladaisaumavesd1inauadfiuvayii
(National Statistical Office, 2024) nMsfnuarUIANAu0E19lgATVRY Krejcie & Morgan (1970)

1
v

dmiunsiiinguduiulsenng lagilgnseail

_ X2NP(1 - P)
~d?(N-1)+X2P(1-P)

n

Tnedi
n = IUANFUABE
N = u1audseenns (10,648,000 AU)
P = &ddmvosszansdiauls (hvuadu 05 iielildvunnsetnagagm)
d = fenueasedeuiisensuld (0.05)
X2 = flaauns (Chi-square) fiszdupnuidosiu 95% wirtu 3.841
dlevhndainamunuluges aldvunmanguiiegneszam 384.09 au deulisedsntudy
385 AU Wl oAmmnzanlunsinTziteya Wail nsimuadn P = 0.5 Wunisimuansdl
finuuUsUTIugsan (Maximum Variability) Zsthelilfvunnguiiegiaiifismeuazianzas
M19EdA (Krejcie & Morgan, 1970) lagld35n15guuuuiazas (Purposive Sampling) lngfniden
ez A fauantinssnunme e 1Judfuszaunisaidesodluuiiviureamnseaulad
wardugaunauLUUaD U NEDUlaAUATUAIU
4.2 \a3esdlafldlunside
w3 eilefildlunsiTofeuuuaeuniy TaRmunT UIINAITNUNILLUIRALUUTIADS
nspansumalulad (Technology Acceptance Model: TAM) LLmﬁﬂéﬁ’mmmLs'ﬁ'aﬁusuaargu%‘lm
waznszuunsinauladodudiesulal iieliaenadestuinguszasduasnsouuuinniside
wuuasunuuiseaniu 3 meu ldun 1) Feyaialuresfounuuasuniu 2) deyanginssunisie
gosluufiwnuromisesulay waz 3) Tefmauisafudasenisseusumalulad Jadedu
mudeiiy uasmsiadulate sausuou 35 4o TadeunsanUsnaAn 5 seiu (Likert Scale)
mMamsaseunuamuetasesiadiiunslnedidenvig 3 i edssiliununiioansads
o AgRvliALaanARBIYItaAInNiUTngUsEatd (Index of Item-Objective Congruence:

I0C) W3 #1 10C Ladgwiiu 0.87 FeganinnaiisausulanaisiAiuinnia 0.50 (Polit & Beck,
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2006) mﬂﬁgumaaummL%aﬁmaaquaaumuﬁ’majmﬁuaéwﬁﬁaq 30 au IagldAnduuszans
woan1ve9ATauUIA (Cronbach, 1951) WU ﬁwmmﬁ'aﬁmaaﬁaLLUmﬂé’mﬁmmmdﬁ 0.70 LAM9IN
iwsesiiefipauammnzandmiumaiiuioyasie

4.3 nsiiusIusutoys

N3 UTIUTINdeya sEninufoununIius - ngwa1ay 2568 K1ukuudeunIuaeulall
(Google Form) fiflunsfunguiiegafingzareegimngiiaiavesusemalne ilelinseuagu
U5291NIAUVOUAT Fnun I@ﬁi%?%ﬂﬁiq'mﬁaaa'waLLUUMmEJ{'umau (Multistage Sampling)
Tuduusn §37ouusdt uii Anwreenduginiandnvesussna ldud aamie nranans
mangTusenidsavie uaznald miuinsduidennguiesidlustazginamudndiuves
UsgrnsiusznaueinsunIsinums

Tudusioun H38msguuuuiaizaniiodaidendmevuuuasunuiidguansinssnnmus
fo Judfifleny 15 ViUl vihemlunenumsnssy Ul vienisuszas uasiivszaunisaidesaslay
flvkurasmsesulay msiivdoyasmidunisiiuuuvasuniuesulaylugisiaii ivua

lPgATIFBUANUATU LB UVABUIUABUINTOYaIEN ST UIUNTIATIEINNGATA

4.4 M3AAszvidaya

'
Y]

ToyanallIaTginlgadfdanssaun liun anud Sesar Anade wavdruleuuy

WINIFIU waaseratAadseyuu Inglinslmsesionneengas (Multiple Regression Analysis)

Y

' '
o a

Wians9aaUdnSnaveslatenisuansumaluladharAanuniunisenisindulate

5. Nan15398 (Research Findings)

5.1 wansAnwdeyanliuaznginssunistesesluunvesuladl

M1399 1 Teyaniluvesneuluugeuny

Hoyaluvasdnsuuuuaauny 317U (AY) Souay

LW U8 179 46.49
VAN 164 42.60

LGBTO+ 42 10.91

32U 385 100.00

918 Wosnin 20 ¥ 14 3.64
20-40 1 300 77.93

41-60 Y 62 16.10

1N 60 U 9 2.33

37U 385 100.00

FZAUNITANY sninUSeaes 141 36.62

USeyes 208 54.03
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Hoyaluvasgnsuuuuaauny 31U (AY) Jouay

ganinUSeyen3 36 9.35

994 385 100.00

1N LNYATAT 152 39.48
A8 101 26.23

RRLLELEHD 64 16.62

Suihehly 29 7.53

Fus1vnIs 18 4.68

WUNULDNYU 13 3.38

199U 8 2.08

39U 385 100.00

eldraimou 15,001 - 25,000 UM 225 58.44
25,001 - 35,000 U 56 14.55

35,001 - 45,000 U 24 6.23

1711111 45,000 U 80 20.78

994 385 100.00

0NN Tan 203 5273
ANIH 145 37.66

e/ 1e39 37 9.61

994 385 100.00

Qildnuwn mangiueenieunile 136 3533
MaAmile 77 20.00

MANaa 72 18.70

AARZIUDDN 63 16.36

AIARZIUAN 22 5.71

aeals 15 3.90

994 385 100.00

M137 1 Teyanaluvesneuluuaauny wuil duesesluuiviutemsesulatdiulvg

a [

Junweme 01geglutatery 20 - 40 U Anluiosaz 77.93 Feawviouinnquénegrsdilugidunagy
v o = v = 1Y a a a D Y ! = = a [T
Tovha dsgaumsfnunseaudiaaes Anduiegay 54.03 drulngliendmnunsns Aaluieeay
39.48 inglasiawiauaglugig 15,001 - 25,000 um wagldgiidegluniansiuesnieunile An
Judeway 35.33 aud1iu

lneasy ngudiedavensideassiliduduilaanguisvihaundsedunisfinwreudiegs

Usznaua@wAevasdunianensnssuidunan waziisgldluszauliunald Feaannaadiuusun

YoIN1sANYINGAnIIUNIAnAUladegeTluuNsN 1 utBIIeaulaY
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5.2 Anadsuazdudeauuninsguvesdadeniseausumalulag Jadeadnuaiu

wazn1sanaulada

A157199 2 Aadenavaluidoavuniasgiuvesdadenisveusumalulad Jaduanudeduuas

nsimaulage
. oL daudeavu  szduaw
NUIANY 518015 ALRaY .
NINTFIU AR
UJadenssaniumalulad nssuianuiiuselewd 3.47 1.231 1N
nsfuimnuhesenisldny 3.38 1.233 Uunand
ViauaRfidnensldny 3.42 1.206 10
Yadeanudediv AN INEUAILAENITUINIS 3.42 1.221 110
AU deiievoniuled 3.43 1.203 110
NNENYIYBIEUATLAYBIANST 3.30 1.283 Uunang
msfndulede fuwnltufiasdese Tuufiviu 3.94 1.256 110
Yoaeesulaudnlusuian
nsPoRufrTemseeylalE 3.22 1.159 Uunang
s udusnay
fanudilafiorSoulineluladd 3.50 1.076 ey
\Readasiunistedudesulad
Wianfia
nsinauladedudinuteama 3.38 1.184 Uunang
soulaiifunsinaulailmnzay
fuunlufiazuugihliyanasouta 3.39 1.190 Urunans
Foaudrhuteseeulay
ALaAEsI 3.48 1.198 un

1NAITNT 2 NANIFITENUI HRouuwuvasunluiiniseausumalulad aaud edy

U a ‘ﬁgj 6 A 1 1 6 1 [ U ¥ ¥ o 14 6
warnsindulategesluuisniudeniesuladegluseduasudiegs IngsunissusUsslewd

LLazﬁmﬂﬁsfamﬂ%wuaEﬂuazé’mﬁuﬁwmm ToeilA1may 3.47 way 3.42 AMUAIRU @¥NaUIN

AuslamtaviNTsFesaulattisiiuANUaINvaIevesdun aunsalndduimimdlalurioinain

Ml uaglvmnuazainlunisde vausdediunisiuianudedensldnueglussauuiunansdiaunn

lnedAnady 3.38 waneiguslardlngaunsalinuunannesulaase uwlifadluduidesedy

NSBgUINLAY

Tusnuanu@ety nuin egluseauliualeun lagmnizAuANNIMELAIMAZNITUINIS

Inefinade 3.42 aufsenuidedievedivled lnedidady 3.43 agvieuitduilnaiinnudesiu

sofumesulatainnistiuinsiiduieodn nsdndimsaaan wasnislideyanisldnundniau
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ynugsuamdnualivesduduazesdnseglusziulunans uansintadeduuusuduaznwdnual
Jaidnsnasienisdndulaluseduses

dmsumsdadulade nuin frevuuvaeunuiisedunisinduladooglussduifiudenn
Tnsamzaruaslafiazdetluewan waganundoulumsdsuimaluladifiuiy azvouliiui

Y a = A ~ LR & - ' oA
Austnalianuweiiuwaslvunliulivemvesuladlunistesesluuiiveg oo

5.3 HaN15ANY13NSWavesladgn1seausumnalulad kazUadua1unuaduns

fnduladiegasluunsniseaulall

MINT 3 NANMTAATIEVIRNBENYIA

N9

fiauusdasy B Std. Error Beta t p-value Tolerance VIF

A 0.725 0.155 4.682 0.000

nssumnuiuselenl 0.271 0.055 0.268 4.962 0.000% 0.480 2.083
nsfumnudesenisldanu 0.193 0.055 0.199 3.529 0.000* 0.444 2.254
vimundnsisemsldnu 0.092 0.055 0.091 1.676 0.094 0.476 2.100
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Abstract

This study aims to examine a structural equation model that investigates The Influence
of Social Media Marketing Activities—specifically Entertainment, Trendiness, Customization,
Perceived Risk, and Interaction—on Customer Responses, including Electronic Word-of-Mouth
(E-WOM) and Commitment. The model incorporates Integrated Social-Media Based Brand
Community and Brand Knowledge as mediating variables. Data were collected from 400
respondents who had engaged with StadiumTH’s social media platforms within the past six
months. The model demonstrates a good fit with the data (Chi-square = 249.282, CMIN/DF =
2.246, RMR = 0.015, RMSEA = 0.056, GFI = 0.929, CFl = 0.973). Results indicate that social media
marketing activities significantly affect both E-WOM and Customer Commitment through the
fully mediating effects of Integrated Social-Media Brand Community and Brand Knowledge.
These results highlight the critical role of building strong brand communities and enhancing
brand knowledge through effective social media marketing strategies to foster long-term
consumer responses.
Keywords: social media marketing activities; integrated social-media based brand community;

brand knowledge; customer response
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StadiumTH 7 fision1snevaueivegnaAl tnedinisaseanuduudwesyusunsidudiooulal
wazosfmusnTauddudiuusdmnu Wednseinalniddvisnasomuduiusseningnsdun

[y

fuuslaa waziiauetalauanusidnagnsdon1sAduNuAuN1Ia1nAdaves StadiumTH 7

A111508N5LAVUTLANTAINNNITANLTUIUAIUNITIAIAR IV AVDIHDRANIEN L UUSUNVRIUTLNA LNe

Inae19d98u

2. IngUseeadAn133e (Objectives)
1) ez vSnavas SMMA 7ifisie ISMBC, Brand Knowledge, E-WOM wag Commitment
URNATRET
2) Wi eT g1z unuImvessawls ISMBC wag Brand Knowledge Tugiugdulsdanu
Tuwuudnaes

3) WOLAUBLUZILUININTINAENT IUNTORNKUY SMMA Y84 StadiumTH
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3. NISNUNIUITIUNTIY (Literature Review)

3.1 Aanssumsnanarudadeassaulal (Social Media Marketing Activity: SMMA)

nuinsldaganuiisnela (Uses and Gratifications Theory: UGT) Sswaiunlag Katz et al.
(1974) seylisnsdeansavuisjaduunumdsgnvesiuilaaie Tnsiausinguilaaliladudiu
asuuUgNNTEI (Passive Audience) usidonltdesing q sgreilidmune Tnsaziinainusegsla 1wy
Anutuis Mslimeu waznisuanandeya eneuauesnmeiosns (Needs) LazussgaIuils
el (Gratifications) Awanssiuly

SMMA (JunagnsdrAesnsduailunisasisgann aiemnugniug waziaduas sy
ASIAUAN ?fﬂﬁgwmﬁmulumia%ﬁqgamLLazmwé’ﬂmisuaqmwﬁuﬁﬁ (Laudon & Traver, 2017)
dodsnueaulatiadudesmedmiunisainsteidoadannliifunaud Wefiudiuutmainuay
anarmsaulmsosaesuilan (Prasetio et al, 2022) adsielvdoasauduendnuaives
AU uazdsheuddaminazyinliguilaasanldsuninuddey (Bilgin, 2018) 4 Seo & Park
(2018) srynadnuuzue SMMA sulfiudunoududulunisipamssuiuusudlumiuslag il

1) autuiie (Entertainment) WudadodidgiviildiAniauafidauinieitunsdud
msldimamandaiomazannsofsgaanuaulavesiuilnald (Vasa'deh et al, 2021) 1 Manthiou
et al. (2013) §44 guruadouadsiuaumnndedtunnanuaulasiuty Ssmutudadunddy
ussgslaiiddglunmsidisig wasmnutuiisesyionszduorsuaidsuin deoifiumginssunsi
At wagynliAneuRslaasldseiioanniy (Kang, 2005)

2) 11519nav (Interaction) nsldneuazdrelvi ldausadrfisdoyaiddnsiniataya
RerfunsdudvdendndusiiiunsnanouazuaniUdsuaufniiu (Muntinga et al, 2011) uay
yhlmAnnsioanswandsufussrisdeunzdnne fuhsaiausmdndulunsiauidemitadg
Tneléludedanuooulasl (Daugherty et al, 2008) wazdgivandesiiadunaiuaranudisyning

a (Y v

uana Fa5nludsgsiadugnarviliaiuisanevausiniudenis anudndu aufnui

9

Y
Yaa =

ToLauBLUzYRIgNAT avliauslaalafBdu (Masa’deh et al., 2021)

3) ausiuatiy (Trendiness) agvioufsmnuanunsavesnusudlunnitauedoyavieiion
fufutlagiu uardiauRerdostunszuadmluvmedu (Naaman et al, 2011) §uslnasinlina
Fesfuiudayaiiviuaioninniinisdearnddlasanuuuiaiu (Seo & Park, 2018) 1 n3tives
Godey et al. (2016) finuin erwviuasieinalnensadongfinssunisdendud Wy msdender
namiduanildludoooula dedefsuiummsdsnunazuinliusiual

4) M3UFuss (Customization) sefuraInIsUuLAsasToudssedunisTviusnsfineuaues
mméfmmi‘uaaqﬂﬁwmmaﬁw (Schmenner, 1986) %Qﬁ]%ﬁ’mﬁﬂLﬁmﬂ’]i%JUi’L%\‘iU’JﬂLLﬁzﬂ’J’]ﬂJ‘ﬁ\‘i

wolavasgnAla sunsdidamaninninisidlavanwuuiesldiuynaunily (Nam & Yeo, 2011)
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ey mNumaamaTumsaaamaﬂaﬂwmmww ﬁuaammumaumiﬂammmmmmwiu ﬁu‘]

(Martin & Todorov, 2010)

v

5) AULEBa7ITUS (Perceived Risk) 31nn1sAnwidaivinislusin wuin anudesiisuiidu

Y

waxnnAliiudueuingiungAnssuguilaa (Bauer, 1960) Mm3dnnisivaudeaniuilaeeng

JUszansnaneud edsaussulayd ndunarerdulanialunisasraninuliangla (Sano, 2015)

Y 1

fegaty nsliteyandaau Wsdla waznsneumainveldlulssnunisaulmaunsoanainy
Innfnareruilan wavasienudulalunsidiusuiuasdunla

9uuiulean a3rUsENaUYDY SMMA denndelaunsiiuusegelail UGT aduneld daeerumu

¥

HUS LNALEBNAAMNULNIVDINTIAUA NI ILAIANIIANUUULAIINLEL YN (Entertainment Gratifications)

donuinunfldiusuiiedemsiunsdudmieduslnasedu (Social Interaction Gratifications) %38
Lﬁ@ﬂi%’LLWﬁ@W@%@JaaulaﬁLﬁaLLaNmm’mi 91@15 wazAUiuae (Information Gratifications)
wikuiliuasnenuyniy (Engagement) wagn13maUaLBLTIUIN (Positive Customer Response)
Hens1duA11INT U (Muntinga et al,, 2011; Whiting & Williams, 2013) 5981908121849 A5

(%

SMMA agihandenisiinnisassutininsduduaziinnmanvalvesnsdudild dsanusadulana
Tudsuanuaz@isau Tneaiunsasidunisdiunisasiutioninig q luwnas iwanwesunnsduaid
N1598NWUY SMMA Tinauausaudesnsivatigeuduwiliuvilviuilaaianisidiusiuuas
' & U A ° = 1 ] A a N s
NsRaUALDIIBLUTURDEEY TngazinAnwiiuyaneswewldnunuilaadeainunaniesy
A9 9 99 StadiumTH Tusuideil
3.2 AUt und suasgusuns1duataaulall (Integrated Social-Media Based Brand
Community: ISMBC)
N NIsaniUd suniadenu (Social Exchange Theory: SET) Walunlag Homans (1958)
uwagsioganlag Blau (1964) 851871 ANuduusIdRLAnTuLaz At sall ol ddIusmTus
A av o U a A Yy o  a A x> a
n1sfuduiusuuinanauunuiiainnimisnuafuawuildely nanifie uywddnussiliu
Auduiusgadenuludnuae “nsuaniden” uwasideniagadusailosaninlasunanauunui
Juvan Jadleandndruuareglugusunsdudiiiewinlasuauaainnswaniiou ldiney

Y

Lﬂu%aum}’namﬁmﬁumﬁuﬁ'w nsadvayudsdinuanguilnaseduy w%amﬂﬁ”uammmu

[

Lazideulssndnualfuns dusn Turaziientuy asduseslasulsylewiannnisiiaundnfisng
a1 1 v 6 & a 1
Tdrusu wazndauazkysuszaunisaldaulnaaliy

nsveneivanAlulad ﬁQ fanaznsdeanswuvaasnaudedinteaulalidmaly “qguwuy

s o

a Y [d [y Y o = v Y oa = ~ PN
aaAuA” nanetdunagnsddgiitinnismannianldlunsideulestuguilan lnefidmneiiedia
seAuMsiuiagaiunmanualasduanilaiuluinlavesnguidinung (Keller, 2009) Fayuvu

ns1dun1eaulail (Social Media Brand Community) HuLAin21nAUAB89N15AAG18AUYBIENNTN

(%
Y

suluianisinsiedeasiveasimalsylovisiuiu audnsnane aaendudsniskisdusaniuieu
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n3Ngns Ineaudnazdanunilounserangadanulunuieund aus AUl naenauds
AflolUlufismadeaiu(Srivardhana, 2021) FauwAnvesyuvunsdud (Brand Community) Tu
yARTvialaBalastuiuiinegfimans uiAnanlasadeeuduiusseninsyanafifiauduren
Tunsraudiiensiu (Muniz & 0’Guinn, 2001) wagstmudy SMBC Afwatmunndululanga Web
2.0 (Kaplan & Haenlein, 2010; Laroche et al., 2013)

McAlexander et al. (2002) thiausnseunuidnisdfugumunsdudidgnddugudnan
(Customer-Centric Model of Brand Community) Fsagfessiaaduszneuildasnsmnuiduudeuyy
»318UA" (Integrated Brand Community: 1BC) ﬁﬁm'ﬁgimmsi’wﬁ’uma%uﬁaam%aiuqmm
fandamiendeulostuinniudn 4 7 Usenoude

1) prwduitusvesuslaadundndast unainanmutdede arumuniu msldau was
nstlvesiola

2) anwidaiugueaiiuslnadunsndud MmilnAsmuduiusisuaduszerem W mseeusy
TORANAA TON15aANTUTHIUNAUSBUUTUSA

o

3) anuduiusvesuslaaiuesing fie n1sdATesle E-Commerce kagNTEUIUNITUINNT

anfanysannsiteifiAnAusuikaranulanfdediesins Failugauianelalufidud
v o ¢ Y oa v YA « N a ! a v a v =
4) anwduiusvesuslaaiuguslaady 9 MduaundnlunguyurunsiduAifieriu wasinis
A v & v vua va A
uwanideguiunefiufauiiauiuyey
Tnganudugurunsidudiuazusznoulume anuddndumnifeiiuainnisdimusssy
S v a = ' o Y & A qyva Y s YA 1%
warUszindngy uazamnusuiinveunsdasssusiuiu Fagnauielrnsdieuilaawazasne

¥

[y v} 6 a aa % & a @ [ o r.:l' o Y a [ v} I3
Auduiusivguslaaluszezend lnedidudmsousnisundutadudd gimvinlviAnauduiiugain
JuraulunsAuALReINUY ImthJ'aﬁ’WL’fJuéfaaﬁﬁuﬁwQﬁmam%Lsﬁwmﬁméﬁaa (Sreshthaputra, 2015)
%uﬂuvlﬁﬁaLﬁ‘z?wﬁ']ﬁqmmaLLagﬂizaumiiﬁ f\nﬂmmLﬂwﬁmﬁmﬁ’umammm WALANNFUNIUR
Negtuiun nsdesiu nsaunun AL3 nsadvayunisensual aasnaun1sidenleamiselsual
(Morandin, 2006) m'iﬂﬁé’mﬁua‘awdwam@mmumswﬁuﬁwaauiaﬁﬂzﬁﬂﬁﬁmmmifﬁﬂL“fJuL%’wsuaa
guyuwratuluiian auﬁﬂﬂgjmilmd{]w%’wmm AS19ANUFUNUS ﬂ'ﬁagﬂaﬂ%ﬁummmiiwﬁ’u
1 & = a & Ql' 6 o a a
Haudsgaunisal lWaufenismidded ursyusueouladldlunisanidugsnssuniuaseg ia
i nsuszyauIuled (Dusu (Wang et al., 2008)
a a v ¢ a £ v ~ | < - a v A
aunfnvesguvunduseeulatiintulade Wewalinisdenssunienafnnuditulube
FapueaulatlazsSulaniendunsnaduavssndnsuniauaula lngazianuaianisineslaeu
ALARLiLYeETnaudY 9 wisuusulsyaunisal laudadlen wu sunmesednleiiieades

funsdudntu o lnaesnaunsiufduiusiudnnisnainiiguannanvlosuiu o lnensidiusuly

AANITUVRIYUTU W38N13N15ANANIITUALAT AIAUAT WnnNeatn naonauaNnTndy 9 Avinli
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Dudrmilwasaundnguiu Inenginssuriomuddniiintuuu ibigusunsidudtunaiaidu

o [
o Qddi" v A o

Aandudoalnduun F9daNTsaunutyvinlmaa ISMBC (Srivardhana, 2024)

LY ° 1

nshinudAguasAugdeing 9 Neriunsdui wagazgninduasianuliauendlul

<

£

a 1 < = a a 1 a a = 1 1% [ '3
AuUslnpegeTInsmariuseansamannninannisdeanslugluuudy deasldnisadinmdnual
aduatulavesiusiaale (Kim et al, 2008) fausitdnivinisuazesdnssing 4 azdalilvianuaula
Tudsgiiutiunnidn uasinsudugain Kotler & Keller (2011) Aladin1sna1ian nmsnainidsldnau
HIugugUasIdumausaasmansenuaunnanuallulaguslaals Fuilvgusinadigaiiviieu
LAZLANANNYDINTIFUAINUARYTIL Lazdiaeneniads1InaenIudnanualvesnsdunlaegig
43198556 @ 9luaruvas Gabrielli & Baghi (2016) vinlvladoasudn guvunsiduaissulail
ANANNTOIUNNTATIFUT 1AL BIAUTENBUTILANANYBININAN BN TIFUAL wazlinasayuues

) ¢ yay M Y ! & Yo = | Y a o v a Y 1 vd
amanwalvesrnldlaegluyuyu egruiuladn ISMBC Jsanunsadamalminnisiuinsduaseor
aguanyuyUATIAUAlANINTY wazdnalitinnisandinmanvalnsdualiuniu denndesiu
WA SET Miszydn “defuilnasutmanauwnuiidual winwiazaeuwnuiienginssuindu
Uszleyilronsidun”

3.3 89AANMNINT1EUAT (Brand Knowledge)

Customer-Based Brand Equity Model (CBBE) fiaiulag Keller (1993) iunsounguijdifey
Nldesurensasraygarnsidudainyuuesusian lnglauadn Brand Equity Hinnn1sasieaes
aeAUsEnNoUnan fe N155UTATIFUAMATAIMENYAINTIFUAT T9 Keller (2003) Tenudnlu
ANUMINEIRNIZUAAAT ] USTAAR AL IR UATIAUA19INAUNTIT1 DT anssuukas

A &4 My 1 v oa v v o A A A 1Y a v o o Y aou v
nsUssdiudaliiuiduslaalilasnduiisenselalivensdum wideuianumunendudou
PNUszauMsaliazauianilvensiauaiu wnfailasunisvenglag Srivardhana (2024) H1u
N59UYBIININYIN1TIAR (Cognitive Psychology) Tnetauainguilnaiin1sideulennumung vean
duaniumieduluaumsadn Wy yana anuil wusuadu wseuTundnd q sutlugnisnedives
UASNAINLUTUA (Brand Personality) wazUszaun1salveds uilaa (Consumer Experience)
d‘ ¥
nrannuatgluszaulaan

Brand Knowledge l@sunisduuneanidu 2 ffd1dgy laun nisaszuniinifansndudn (Brand

Awareness) hagnnanuaingndu (Brand Image) m11nsauvad Esch et al. (2006) Fadunisuus

a

mudnuzdouaiiondeulgeTunsidudimuwuInieas Keller (2003) Ing Liu et al. (2020) ¢

kY Y

(% v
o R

guduima 2 Gadansalddulasaimanveasdanuingdud lawn

1) msmwﬁ’ﬂfmﬁué’w (Brand Awareness) LJuaRUsenauLsna89 Brand Knowledge
fifuslananunsnansy/srdndmsdudmis q wasvilianusadenlosdudrtunmaudldieiy
(Keller, 2016) Ingn15andntuns1duan (Brand Recognition) e Nsiuszaumsallussnvesuslag

1 dy [ U a v gj = = a ¥ =
UIVIT AT UAINUVDIAUAIUUL LAZNITILANDINIIAUAT (Brand Recall) #ueag AUENTO MU
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n1sisentayalunnunsdifetundua i onuedud1useianainan nieledesldeu
Feazuagiuilaniintensdus wazasiiulonalunisgnidenliiunsidumty « (Keller, 1993)

2) ndnwalnsdud (Brand Image) Lun1sazviounissuingduaiananunssditule

a =) 1

AUslae Tnwesdusenou Uselowd wasyuuesilifeiteanunsduauuisdanuwnnaiadlomey
AuAuYa (Keller & Webster, 2004) #avilgnA1AnAURBINITATIAUAINY 9 wazinlidud1An

'
' a

yamALiial (Persson, 2010) McAlexander et al. (2002) §3laagunadn gnen Tnolaneiiduaininves

Y

YUBUATIAUAN U NN INTSUTUR T ANeaUlal ALV A AAAIUATENENS D95 9951IASIAUAN

9 Y

v A a

a 1< [ ¢ ala v = [ ! v v 6 [ [y
uiindunindnwalialulavesgnai Feaziligdanuduiusdud uaziinnsiauiseauaiy
Wanleasgninsgnaduesansuniuananuldlavazanudnfslivetesdng aenndesiudeiaus
Y949 Seo & Park (2018) w8331 Brand Image LJunasinven1ssuinUszamdudawazinine,
o Yoo Y a Y Y 1% a o § v o ¢ a v &
Ainswaunatuauanvesiuslaadudadeuindendu q iliamdnwalnsdudinatedy

& A [ a YA
anumneduivensuludnlaguslna
= 1 v a ° A ' A v oa = v v a v
FaaonndaIiuLLIANAINLUUTIaBY CBBE Mtauedn Weduilanin1sfuinsiduduay
AMANYRINLTUST (Strong Brand Knowledge) aztiludaudaiiu (Confidence) wazaiuduius
Wauaniuns1dud (Positive Brand Relationships) @wiliiguslaanevaueadanginssudilu
Usglovdaauusua i n15%e91 (Repurchase) AuAnaA (Loyalty) n1susnse (WOM/E-WOM)
< A ! = ' . .
wazauAalanvzdrglusiaiiania (Price Premium)
3.4 m’smauauawax‘ignﬁ'ﬂ (Customer Response)

Customer Engagement Theory (CE) (Brodie et al., 2011; Vivek et al., 2012) 85 U1 ¥ 04

) ] ‘:4'

ANNFUNUSTEMIIgNAArATIAuATlug uENSEUIUN SIS WNAnT Wi ung Anssu 015l

wazAuAn laglidndnegninisdensennuiianela ngu)diiunmsiujduiusuuvasmiawagns

aa 1

a¥19AuANSIUAY (Co-creation) 5¥nIN9QNATUAEATIAUAIKIUEAAIS 9 Laun n1sddIusIuds

NOANTIN N1siEIUTIUTIOTUA wazn1sidrusmgadygn

a a a

Customer Response fitgdAyaon1sUszidulszdns nnvesianssulusualudodeay
saulail lnglanizluuTunves SMBC AMaunlugnisiivduiusidednseninnsduaiugnen
(Bickart & Schindler, 2001; Pitta & Fowler, 2005) @9Usznauluniuaaddf tauwn E-WOM %38ng

vanasuuUIndeUIniudesoulal LansiinsnavausudIngAnssufasiouaualiaslalunisi

1

druinvegna lngdeyaanndldnuaiduunanresuidviainadenisindulavesiuslanuinnii

T8YaN19NITINATAUAT wAatidaulesiungunisivarestayauuuasitunauves Katz &

= a a 4

Lazarsfeld (1955) 13 liviudisdnsnavesunnadidud vimennudnnenginssuusinanvinlyi

[

E-WOM naneiduias el ad1Anlunisise Brand Awareness wag@3s19 Brand Image lngad adany

o
o o

soulailutaaneilmunsauiignd msu E-WOM Llesainmeunsdoyalaisa wagldsuniseeusy

q

e uilan iunisnevauendangAnssuveagnan (Seo & Park, 2018) wavA31uL Y
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(Commitment) Ag N13ABUANDNLTIITNA FeilTINFINAINTNINYIANUAUTUTIENINNUAAATILARS
femnuseenslunssnwianuduiusuull (Moorman et al., 1992) lnggnAazinAuynRule

AIgninfanuUd1IAYUIRNFURUS nTeATANAINY WduAT S lideAnune1e1ugIagn

<

(Morgan & Hunt, 1994) n15as13ausnwuvesgnalbailyuanisvinlvgnatwanala waidy

N15A519AUANA KRN UNVOINAIN T ANUFUNUS A UBIANT (Ulrich, 1989) wazgnAf i

Y

AURNNY AB gnA1dlaudIdysauI¥nuinannisuusdunaataznsneInsiuui ¥y
uagileufesnsflanduandnvesuidmitesnumanuduiudiu 4 (Seo & Park, 2018) AugnL
JenaneifunnzaelufindnduliAnnsiidiusindeguea 1wy msaduayuasdud msliaia
Frewde wionalunszuondenueing

Customer Response lalldiiwsnaaziouainUszaunisalaesgndi undadududsdrfyn

avviousyiuANUYeNlewagnAmiunsdua Maludmginssundunald wasludsrnuidniile

et

TuvsunveanuduiusiBlninelugusunsdudi dennasstunsounuifn CE davimtnimdu
nalnnansiasviouseAuANUFURUS TEniNgnAMALUTUA LAglingAnTsuigasn WU n1suande
v Y] Y & o Ao u g v a °o & s o & o
wazANsanyniy auy iy Wudvdddgildussiduanudisavenagnswusudludedeny
saulat msdiladifimarddadanudndulunisiauiesesdionisnaiafianunsoduaiunnugniu
U Al 1% 1 = a a
wazAuAnAluszuzelaeg1aliuse@nsnin
3.5 MIRAUIEINAZIY
31147981399 The Role of Instagram Social Media Marketing Activities and Brand Equity
Towards Airlines Customer Response 84 Prasetio et al. (2022) Wu11 MInannudednnoaulal
finadon1sTuinsduauaznmanyalndudegelideddyn9ada n1ssuinsdudinane

o w

ALY uLaY E-WOM ag1efiddAyneaia waznmanvalngndudl duasennuyaluuas

'
aa =

E-WOM egafitfudfnymieada Jeaenndosiuauidades The Effects of Social Media Marketing
Activities on Brand Awareness, Brand Image and Brand Loyalty 84 Bilgin (2018) finuin nsmann
Wudedanueaulall suuszneulusie amnutuiia nsusuuds msliney wazannuiualie Suase
nsfuinaduavesruilan ananvalnsdud wazauasininfAdensdu egraldudAyn
4 uiflaudnudaiuauideses The impact of Social Media Activities on Brand Equity 184
Masa’deh et al. (2021) finuin Anutuis nsUsuuss uwaznsliney Suasenmdnvalnsdudn
agnadifedfyneada luvaefinuivaiolifnadenmdnvalnsdud wagnisusuusds n1sldnay
wazanuiuadedinasdonisuinsaumegndided Ay divesanutuiidiiinasenisiuinsaucn
uonaniflueisoides ﬂaqmémsmam%aLﬁfamﬁﬁmaﬁammLﬁﬁ’mLL%waqsqmumﬁuﬁﬁaﬁmm

a

paulail: nsdlfnwdifle Usewmelnewes Srivardhana (2021) wuid1 nstwadillennilnudnyue

v k4 v 6 ! !

AnudaluLasilemndnudnuurai s duius dwadenisaiiennuduudosyuyuns1dud

9

pauladegalideddnneada waznisinadnidademinigsuuuutayansiduaiwazsueuuainy
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o w

Juiils dananonisasannuduudwasgusunsidudtosuladegelidodidgniead wazain

o

NATBEes Insnaveanaluanndnlugusunsduiesulatiidessdaiuinsdu lneru

v £ <

[ v [ a 14 . 1
JEAUANTMLVULULUIVNYUYUATIAUATVDI Srivardhana (2024) wWu31 IEAUAIULTULUIVDIYNTUAT

a b4 a v

audnooulatdsmarosziuasdmuinaudmesiusinnegeiiteddynaada uenaint quwuns
dudeaulal Jidwasensdanuinsdusiveuiing lneddulsdmiufossauaudundly
yuvundudiidgnanduquinarsedralifoddgymieada uaglusuideiios A Study on The
Effects of Social Media Marketing Activities on Brand Equity and Customer Response in The
Airline industry 484 Seo & Park (2018) wui1 Aanssunisnisaatnrudeludeaiiissulsznau
Ushe Al msldneu mnwuass nmsusuuss uazmsiuinnuides fnadensiuing
duduaznmdnwalnsdudegelidedfynieada nssuinduiinadeniiuaiuegad
tfudndnymsada uavnmdnualnsdufdnaiernusjaiuuay E-WOM sgsiltddfayaada
zuiulai1 SMMA dudsznauldmae Entertainment, Interaction, Trendiness, Perceived
Risk Way Customization @1u15avinlifiin Brand Knowledge fio ylALAAAU Brand Awareness uag
Brand Image Taedl ISMBC 1 ufmuusdeniu 9 Brand Knowledge gaurluanisiia Customer

Response @ viliiin Commitment wag E-WOM ladnaae Aty Jediundnisivunauusgi

el

auuATINT 1 (H,) SMMA T8vanasie ISMBC Tusiemiaieani

ﬂm/ﬁj’)uﬁ' 2 (H,) ISMBC flgnswase Brand Knowledge luviAmaiagani

quuAFIUT 3 (Hs) SMMA d8v5wase Brand Knowledge Tuiianiaudeady lnedl ISMBC 1Ty
FAUY AT

éfﬂyﬁj?uﬁl 4 (H,) Brand Knowledge lalin Brand Awareness Wag Brand Image d8vn5wa
we E-WOM Tusiem1aidean

ﬁl/l/ﬁjwﬁ 5 (Hs) Brand Knowledge lalin Brand Awareness Wag Brand Image d8n5na
fo Commitment lUNANINALIAU

AUUATIUT 6 (Hy) ISMBC fom5wasio E-WOM lusiamiaieaiy lned Brand Knowledge (i
FMUTAIRY

quuFgIuA 7 (H;) ISMBC 1§ nwan's Commitment luian1aideany Ingdl Brand
Knowledge 1Tusauu/sasnin

FUUAFIUT 8 (Hg) SMMA Tansnana E-WOM luiiemadeadu lagdl ISMBC uay Brand
Knowledge 1Tusau/sasiiu

FUUAFIUT 9 (Hy) SMMA d8n3wana Commitment Tusianiudeanu lngd ISMBC uaz
Brand Knowledge (Tusiauusaiaiu

nMsiawaLAgIuy awnsamruailunseuwnAnnsideld duwanddunimi 1
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]

: Customer !

- Response :
' [ » = H;
Social Integrated T 5 ! _H,
Medi? H, Social-Media H, Brand E-WOM : _H,

Marketing .| Based Brand |____ ; Khiowledge !
Activity Community m‘ P » = Hg
Commitment ) ! = H,

]

1

1

1

ANA 1 NFOULLIAAIUNISIY

4. 35n15998 (Research Methodology)

4.1 Usensuazngunlagg

mATeilfivsennsiilifinu fo iineuilnadenin StadiumTH uaringusogsillidne
fio ffiguilandeain StadiumTH luszezinan 6 Weuiikiusn $1uau 400 Ay

4.2 \3asileldlunside

mAdeiinsivioyaiiunsinuvaeuauesulal Tasfideldiuuvasunuiiuiuus
manauideiadieadsiuduedosdelunsifuunadeya Tnsanmsautseenidu 6 g léun

dudl 1 Aaudansesigreunuuasunulsinisuilandeves StadiumTH meluszoziaan
6 ouitinuamielsl

dudl 2 Manifefuteyaiilusuiadvduyanavesinounuuasuniy Wuderau
UaneUn (Checklist)

dauil 3 ManuAsdfusefuaAnTiudiy SMMA 1w 15 9 Usuugsainauideves
Kim & Ko (2012), Seo & Park (2018), Punyaritjaroen (2018) wag Firdaus & Kusdibyo (2021) 131
Anidurnieds dwunsenuuduiuusdunald 5 fuus

gl 4 AanmAerfusefuauAadiugu ISMBC $1uau 14 9o USuugaainanuideves
McAlexander et al. (2002) wag Chaisanga (2017) tnandnludnade Sruuneenunufulsdung
1o 4 fruds

gl 5 ManuAIiusERUANAATILAIY Brand Knowledge $1uau 6 99 UuUg9an
$MA38v09 Seo & Park (2018) YanAndudade Suuneenydusuusdanald 2 fuds

dauil 6 ManuAeItusERUmNLANiuuNsRoUAUeYaIgNAY S1uau 6 Te uiadude
AanuiAgIiy E-WOM d1uau 3 48 wag Commitment #1121 3 9o Uuussanauidsves Seo &
Park (2018) InglallsinunAniduanadedn dddudud 3 - 6 THumsTnuuy Likert Scale 5 s¥dfu fe
1 munefis Wiusedesiiga way 5 muneds Wiusieniniiae lnslunismeuuuuasuniugney
LLU°Uﬁ@UﬂﬂulﬁQﬂgﬂiﬁﬁzﬁﬂﬁﬁﬁﬁuﬁaLLazwqaﬂiimﬁLﬁ@“ﬁ’u%mzuﬁﬂﬂﬁ@ﬁﬂﬂﬁﬂ Faduuuims

WAEAUNU Bagozzi & Dholaka (2002) taw Dillman (2011)
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4.3 nNUTIVTINTRYA

wﬁ%’aﬁji%’ﬂ’m,ﬁmwiam%’ayjaLLUUI:JT%’ﬂawuﬁﬂazLﬂu (Non-probability Sampling) lagld
FBnsidonuuuazain (Convenience Sampling) Tunsidenngusogng Ssluiitidugfanunsaidnis
wazdudlideyalurasnariviins@ne iunmsiuvuasuauesuladimeunsinledoaiife
uwanWesuves StadiumTH Tagldfmunszdunnudesiuifesas 95 uazAnmaaawdeuliiy
Sovar 5 FeAuINIUIANAURI9819918gR5Y8 Cochran (1977) dmsudszansitlins vy
wiuey I uunguinegayindy 384.16 au lneitornuitiuguazannauaaaiadeulunsiiy
Yoy fATedafuteyadiuan 400 au Fannndmuindusii wagdannnd 10 wiwessuufus
Faunaldl (17 fauus) audetaueve Hair et al. (2010) isldanunsoiinsizideyaldednignies
wagdluszdnsam

4.4 MIIATITAdaYa

fAdelsindoyafildsuanuuuasuniudnau 400 ga wvihmsieseidadAdiulusunsy

[y

sPss & 3dulenisasaaeuaudesiy (Reliability) iiainauaenndosnielugaiisady
(Internal Consistency) v8suuuaauntuga8n135ld Cronbach’s Alpha Coefficient s usad ¥a
Tngthuuuaeuaunguiaegns $1uan 40 ga (Pre-test) unduInAad sduUssAnsanduius
Ingusznaulusmenquainusuls SMMA 91u3u 15 98 Usenauluaag Entertainment 3117w 3 99,
Interaction 9712U 3 U8 Trendiness 91U2U 3 98 Customization 91UIU 3 U0 thay Perceived Risk
U 3 o AuUIHES ISMBC 911U 14 U9 Usgneauluaie Customer-Product Relationshipuau
39 Customer-Brand Relationship ¥1U72U 4 9 Customer-Company Relationship 97U 4 U9
wag Customer-Customer Relationship 914U 3 U8 AaLUTIHY Brand Knowledge 31U 6 U9
Usgnoulusae Brand Awareness 31U 3 90 WAy Brand Image 31U 3 U0 UardILUINgY
Customer Response @ 1Usznauludledinusdanald E-WOM s1uau 3 49 wag Commitment
$1uau 3 9o Faduusinwnadsunasa @ > 0.70 mneANdn RaduUsTinNanades iy
10 Feilvmeniissiaturesulsiinruaenadestumniuiy

uen9nd Adeduhmaiiiuusdanald (Observed Variables) wiagnguuaniduriads
\etunesunedelasadeseduunsn (First-Order Structure) anuA1LuEIves Hair et al. (2017)
LﬁauﬁﬂL?{mﬁzuummmsz};ﬁamadﬁ’a%’im (Multicollinearity) wagifisnadosnmuauuusiaos il
annsnsuunduusdnaldeanuild $1uau 17 Fuds udsldnunguiauys fsil SUMA 5 duus
Usenoumie En (Entertainment), Tr (Trendiness), Cu (Customization), Pe (Percieved Risk) wag In
(Interaction) ISMBC 4 #auils Usgnouaqy Pr (Customer-Product Relationships), Br (Customer-
Brand Relationships), Co (Customer-Company Relationships) wa e Cus (Customer-Customer

Relationships) Brand Knowledge 2 @uus Usznaunae BA (Brand Awareness) g Bl (Brand Image)
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wazluduvesferauves EWOM s1uau 3 40 wag Commitment 1w 3 4o viwmthdusaus
danaléflu First-Order Structure agudn Jathunldlaglildthuvinduriadedn
A3delautayaluviinisussananauasnnaeUANLAFINHINANNITIATIET1S (SEM) W
TUsuNsU AMOS FadunisveadeunsouwinAnfiifulsdsiu nanfe Wunsnszimsadnnane
Fuvsilslunsmaaevanuigiunnuduiusuagdninavesngudnusifdnsaslaseatie fe
Teuusiu Muusdesinu wagiuusamudunsuaunauseninensiaszsivade (Factor Analysis)
uarNITATIZREUN (Path Analysis) kazilesnnlassasreiauuslunudseiifugunguidaan
Fadenld Confirmatory Factor Analysis (CFA) i ens39dauaI1unsdalasead19aeanas oile
TnganunsaTnsinsiuaznsindeudulsyans svsnauazesrussnouvessnudsasauysdanals
waziuUsurds Falusuisedess SMMA Bufauuséy ISMBC uag Brand Knowledge 10usiuus
A9y §maaeulpenisleas Bootstrap 10,000 79814 Wiolaiosnneen1sUseidaruay
AULUUEIVOINAGNS 1NWWIRAVE Efron & Tibshirani (1985) Fsldiuldylansivaeudnina
19983 uay Customer Response duulsznauluse E-WOM wag Commitment tududsanu

5. Wan15338 (Research Finding)

5.1 J2gdiuynnavaingunieeng

M399 1 uarSogazveingumieg1 Iuunaudadediuunna

Uadndauynna U Jouaz
Uadedune N 192 48.00
Y1E 208 52.00
394 400 100.00
Jadudueny #1nin 20 Y 60 15.00
20 -39 205 51.20
40 - 59 U 123 30.80
60 Yl 12 3.00
374 400 100.00
Jadednudarunwausa  lan 236 59.00
ausa/ogmeniy 142 35.50
w3/ mie/ueniveg 22 5.50
374 400 100.00
Jadedusziunisinen  snidlseuvans 31 7.75
Wseulane/U.0.9. 61 15.25
pulsgay/lag. 47 11.75
USeueyes 225 56.25
gINNTEAUUTYYI93 36 9.00

3 400 100.00
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UJadeduynna U Souaz
Uaduauaniin Uniseu/Aln@nw 115 28.70
\WAN095INY/01TNBATY 99 24.80
NUNNUUIENBNTY 126 31.50
wilnusIamfa/ s 48 12.00
uslvnu/neUu 8 2.00
Bu i 1.00
374 400 100.00
Hasuduseldeaedaiau  $1nd1 15,000 UMW 95 23.75
15,000 - 30,000 um 170 42.50
30,001 - 50,000 uwn 76 19.00
50,001 - 70,000 U 28 7.00
70,001 - 100,000 um 14 3.50
100,000 VMLl 17 4.25
394 400 100.00

91397 1 Ut naudaegaiEn $1uau 400 au daulughdumane S1uam 208 Ay
Anlusosay 52.00 92991835xWI19 20 - 39 U 97u7u 205 Au Andudesaz 51.20 daaunimlan
F1uu 236 Au Anduseay 59.00 dnsAnwlusyauuSanng 31w 225 au Anduosay 56.25
flondnmiinauuismenyu $1uau 126 au Andufovas 31.50 uasiineldindeseifousylurag
15,000 — 30,000 UM 12U 170 Aau Anuiesay 42.50

= =)

5.2 M3AAszvidayaiuanuiiewmswazauiyeiaveunIalanlyd

'
=

A1 Composite Reliability 1358 Construct Reliability (oc) mgﬂﬁmﬂﬁﬁ'aﬂimﬁumwmﬁmmq
Feaonndeanielusauifudn Average Variance Extracted (AVE) fianunagszming 0.796 fiv 0.908
Faduszaufiunfiaweladmiuamuaonndosnnelusewinedauds nanafe AanuniiAannnia
0.7 (Hair et al., 2010) ANINAABUAIAIULT BIR ST IdenAE BB ILIRNTTA (Convergent Validity)
WU91 A1 AVE vesidaziaudsiidnuniiansening 0.626 81 0.713 Faarfsunduiicigandt 0.5
(Fornell & Larcker, 1981) wansliiuinunsinlnsidsvewnasdamauinnuaiusalunisin
AfuUsiifisesumuiisinswunaeinsensuld wazAiminesiuszneuiideddymisadn
wanslmsiununsinai1saesuteauLUsUTINTesLU s lARE 1 INTEN drunisnadauan
ATisnsadesuniy dnsthsindiaesvasan Average Variance Extracted (VAVE) vaiufiay
é’hLLUSLLmﬁ’Umaﬁﬁ’mﬁuéiwdwﬁaLLU'ﬁLLmﬁﬁﬂwﬂuwaaz@j (0.786, 0.704, 0.635, 0.664, 0.750,
0.669, 0.681, 0.647, 0.721 waz 0.668) Wu31 A1 VAVE VoI WUTUH LA AL AT AgINT AN
avduSTsluLuR wazuYey wandiiiudueioddieildlunmsiveiinnuiivmsadsiuunedng

Faau awnsoagulanwmisnd 2
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AT 2 NaNTIATIZYAT Composite Reliability A1 Average Variance Extracted waz @1 Correlation

Matrix
Latent Variables #Hitems CR AVE (1) )] 3 (@) %)
(1) SMMA 5 0.893 0.626 (0.791)
(2) ISMBC 4 0.908 0.713 0.786 (0.844)
(3) BrandKnowledge 2 0.795 0.660 0.704 0.750 (0.812)
(4) EWOM 3 0.844 0.643 0.635 0.669 0.647 (0.802)
(5) Commitment 3 0.854 0.661 0.664 0.681 0.721 0.668 (0.813)

e manduiusseninadiiudsuls (adunues) Arsiniiaedves Average Variance Extracted (\fumues)

5.3 RANSNATOULUUINABIENNTTLATIATS
AIdemliunisnageukuuIassaunsiasEuiensuaunigiunside lngldismdeass
WeeiignunedIusunis Bootstrapping 10,000 resampling Feanunsauantanisnaaaulanining

2 hag ANS19 3 sasaluil

0.16 0.07
0.19
‘ ‘ ‘ 0.57 . 0.70
0.57 0.59 0.71 ¢ 0.69 0.57 0.66
| EW1 | | EW2 | | EW3 |
| En | Tr | | Cu | | Pe |

0.75 0.77 0.84 0.83 0.76

In
0.75 0.81 0.84
0.83
0.90 BrandKnowledge

0.91 0.89
-~ @ - - 0 @ N
| Al | ()
0.83
0.86 0.88 0.87 0.7

0.77 0.84
6 0.68 0.64

|CM3|

@ | CM1 | | CM2 |
Pr | Br | | Co | Cus 065
. X 0.70
0.74 0.78 0.75 0.58 0.60
0.31

Model Fit Summary

CMIN = 249.282, DF = 111, P = 0.000, CMIN/DF = 2.246, RMR = 0.015, CFl = 0.973, GFI = 0.929, RMSEA = 0.056

I [%
a 1 Y Y

AT 2 WUUTN@D9EUNISLATIAS 1 ULEAIANFNUSE AN DT NATE I NALUTTIINUA
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]
'3 =

AN 3 ANAUUTZENTDNTNANIINTI DNTNANIIDDY ALDNTNATINYDIAILUTAUNLADAILUTANL

Aaudsamg NANTENY faudsna
ISMBC Brand E-WOM Commitment
Knowledge

SDE 0.897*** - - -
SMMA

SIE - 0.815%** 0.700%** 0.729%**

SDE - 0.909%*** - -
ISMBC

SIE - - 0.780%** 0.813%**

SDE - - 0.859%*** 0.894%*

Brand Knowledge
SIE - - - -
R? 0.804 0.825 0.737 0.800

** 913118419): SDE = Standardized Direct Effect, SIE = Standardized Indirect Effect R? - AduUsEaANS n1g

Andulanya

PNAMA 2 N1TATIVFOUANADAAR DIVDILUUINAIDNTNAVINITAAIANIUE DAL

a v

soaulataes StadiumTH filsan1sneuauowegnai Inedin1sasennuduudiveuyunsIdu

' [
a Ya o = U

soulal uaresrauindudnduiuyusdiiie wul wuudiassanuRgIuigIdulanmun U

Y

v [y

D a v ¢ a | v Al = =~ =
ToyaldaUszdny danuaenndesiu Inefiarsanainardvinldlunisiseuiisuanunauniuves
wuudnaesiuteyaidausedng fidatl (CMIN/DF) winiu 2.246 Avviisinfidesvesiasdediafediy

Mnds (RMR) AU 0.015 ARYTSINUBIALRAENa9889UDIANNAIMLARBULAsUSEUN0 (RMSEA)

[y 1

WINAU 0.056 ARYRIATEAUAINUEBAAADY (GFI) WNAU 0.929 warAnsiaudenmdeaUSauLiey

1 1 L3

(CFI) Wi 0.973 FanAHIUAINaTTIA U (Bagozzi & Yi, 1988)

9

UDNIINT NN 2 kaEA15199 3 WU AndngruadvayuauuigIui 1 Ao ansnaves

a v o o

SMMA dsrasie ISMBC fimnduuseansivinfu 0.90 fissiuiluddunieada P < 0.001 wazludiuves
99AUTZNOUVDY SMMA Wu31 Customization waz Perceived Risk @1 Loading Factors GRGIGRN
Sufuusnil 0.71 uag 0.69 desnluaunAgiuil 2 Svsnaves ISMBC danasio Brand Knowledge fie
FuUszdnd windu 091 Miseaueddyneadf P < 0.001 Tnenusn lud1u Customer-Brand
Relationship, Customer-Company Relationship k&g Customer-Product Relationship 3A1 Loading
Factors qaﬁ'qmLLazﬂ'auﬁi’hﬂﬂé’Lﬁmﬁ’uﬁ 0.88, 0.87 kay 0.86 MUAIAU LLaw'amamﬁgmﬁ 3

a

nSnaves SMMA dnane Brand Knowledge Tagil ISMBC tHudndsdeniu Ganduuszansminiu

v v o w a

0.82 NszAutudAYNI9@ia P < 0.001 founauuAgIun 4 anSnaves Brand Knowledge dnasie
E-WOM fia1duuse@nsuindu 0.86 Nserutladingniseada P < 0.001 Inetladan1u Brand Awareness

11An Loading Factors @37ianil 0.82 WulAedfuauuAgIui 5 avswaved Brand Knowledge danasie

s
a 1w o w a

Commitment AduUseanaintu 0.89 Nserutiedfnyveada P < 0.001 wagludiuvasauufgiy
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i 6 dnSnaves ISMBC denana E-WOM Tagd Brand Knowledge tdudiulsdeniu dadudsyans

Wiy 0.78 Mz vdediAyn19aia P < 0.001 wazauuAgIua 7 8nSwaves ISMBC danana

v v o

Commitment 1ngdl Brand Knowledge \Juduusdsnu fimduusyansivinnu 0.81 Asziutudifmy
M9adA P < 0.001 wagludiuvean1sAn¥ININTINYeHUUIIRBINUNE NgIWaT VA UANNRFIUT 8

SnSwaves SMMA denane E-WOM laadl ISMBC way Brand Knowledge 1 usauusdsniu fian

a

dudsEansvnau 0.70 NssautledAgyn1ead P < 0.001 kagauuAgIun 9 8nSnavas SMMA dina

o Commitment Lagdl ISMBC wag Brand Knowledge 1Husauusadsnu danduuszansivindu 0.73

v
% LY [ Y =

fszdudodifyneadia P < 0.001 fadu Tewoufunnanufgiu wagen R? YowulsnLTavInTien
s¥M3N9 0.737 B9 0.825 Fsagluszivgs uansdsdnenmvesuuudiasslunmseduisanuulsusiu
vossuUsnulaegaiusz@nsam

wonand H3Tulannassviin1snaaeudnsnaves SMMA fifislo Brand Knowledge Wu3n
lLifidvinananssiidswaoeiiteddynsaifudedida fudu Faguldhnmsaieanudundens

a v 6 @ Y ] 1 Qj' L3 . o v a a 1 2
Yuyuns1duAeeulalldududsdewiunauysal (Full Mediator) dwiudvinavesnisnainsuge

denueaulatnisisasiauinsduaiues

6. @3unan1sIBuazazaiuTena (Conclusion and Discussion)

6.1 d5UNAN15I98

q

v o '
a v A ¥ A

NuITelAAduNIIAINTURBUITITATUD ML 0AN¥INTBURUIAALAZAINITAUTIA
19y

o

TgUszatdaneld dmsunaidenidud1Aya1nn15Waisane Standardized Path Coefficients

¥

15 SMMA 3silasrusznouresdnuaziilonmununfnvenssanssufildvnisnumu @wnse
wensal ISMBC fegnefitfuddny Tnafiddnsnaniansavindu 0.897 uaziilodanudauys ISMBC
B1SNWaT0I SMMA 92811150319 Brand Knowledge longsiiiudndey Inasia1dnsnan1eoeuiinfu
0.815 wazil ornustaiaunUs ISMBC wae Brand Knowledge aza1unsaviliiin E-WOM #aee
BNTNaN1988uLIAU 0.700 waztin Commitment A8AIBNTWANIDDULYVINAY 0.729 B89

I a a '

HodAgdunu wenanil ISMBC §383nan19m33me Brand Knowledge Tagsia18nswavindu 0.909

[y |

ataiaddnyuaziile ISMBC dei1u Brand Knowledge fidsnasenadiioddmse E-WOM faefn
SnSnan1e80uviny 0.780 wazde Commitment #a8A18n3nan1douvindy 0.813 gaviedl
Brand Knowledge §4519nSwan1insssne E-WOM HA1875walvindu 0.859 uarse Commitment
FafAndvsnawitu 0.894 eeafitudfy

Tusuusurlausiaesa wudn SMMA fiwiinesdussnaudvisnaiiiduniian Ao nnsufuuss
naznssuseadssegil 0.84 uay 0.83 AuaU @ ISMBC wihiniinesdusenoudvinadiu
ANUFNRUSIENIElUTIAAdUATIEUAT B9ANT LLazmﬁmﬁmsﬁmaﬁqmmﬁ’U 0.88, 0.87 waz 0.86

Aua1eu wazludiuves Brand Knowledge iuminasdUsznoudnsnacaud19aena Brand
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Awareness 71 0.82 uag Brand Image 7 0.80 Tusu E-WOM wuin ngusegsiianudululéfag
ynsuuzin StadiumTH srudeludeaiife dauvidu 0.84 wazuuzihlvfuidiiou q dauvafu
0.81 uaranvingsmuy Commitment WU HRBULUUADUANNYOU StadiumTH 11 9 dAvi1iu 0.84
uazfirumagiflafilsliuinisdeves StadiumTH feuviniu 0.83

6.2 aAUIIINANIITIAY

MNKANNTIFENUI1 SMMA HdnSnase Brand Knowledge Tagdl ISMBC 1Uusfuwusdanu

'
Y a =)

lagaguielain Juslnadeves StadiumTH Tanuiansh wnu wavniagiilaludevess StadiumTH

Y

1 ¥ [ LY 4

& o 1 A Aa S v v o a v = I3 4'
LazueuuANARaziaAnINdeldnun1n Meddlvinnuddyiuguilaa wazdadanualanay
o 4 A9 ve vd o 9w a v A= vy & & o = o oa w1 =
wupihdeilvinugdu i lvyuvunsdunddauduuduesdudunisiusiedivegaunn Fedawa
uslnaiansnsentnimsdualan waeyinly StadiumTH dnmanwaialulaveduslnasie
[UAU @9nRd I UIIUIT898Y Srivardhana (2024) TagldneganiulIAnues Seo & Park (2018)
AMU31 SMMA §8nSwane Customer Response 1l Brand Knowledge 1Jusiuusdsnuogiall

v [V a aou & [ = o o I3
ANUABNARBINY Fea1nuanIsvadeuauuAgIuluuITetinudn ISMBC Junumdidglunisilu
Fully Mediator $¢%7 19 SMMA 1iag Brand Knowledge wag Brand Knowledge Adaduy Fully
Mediator 52114 ISMBC tiaz Customer Response #983@0nnassiuliIAnvued Srivardhana (2021,
2024) NguduI1 nagnsn1snanBaileonddvisnasie Brand Knowledge uay ISMBC dinasia Brand
Knowledge Tnedl ISMBC tdusudsduiny azvisuisnnudnduresnisiauguyunsdudseulad
Tiflanudundsivedenlesianssuniinisnainlignisasvesdanuiferiunsdudilaegedl
Usgangnm

r-:qu a v CY | aa a 1 .
UBNINNUINNNANITIVYUINUI Brand Knowledge HaNINanN19nII0 8 Commitment
LAy E-WOM 83 fiuslnadeved StadiumTH §9@anAd 09 U1UIT8Y04 Prasetio et al. (2022)
AWUI1 Brand Awareness uag Brand Image finasia Commitment wag E-WOM ag98tiudAgynig
d406 Laz91uITeUD Seo & Park (2018) YinU31 Brand Image duAdinass Commitment Wag

% 1 ¥ v £ % =

E-WOM 28148 Tg@NAUNI9EnR walvaTnwea A

o

Brand Awareness finana Commitment waliing
%9 E-WOM
Aav A o Y ' Ao g v g e Y a o ° = a o
PMNUITBTALITura Y IR IALEDAAA DL TILATIAS 19D ILUUTIA DY Fadlni
NOuAng o 1UsEnaUAuITiUlaI1 SMMA aunsadsdnSnanisseause Customer Response
Ingn1uAILUS Brand Knowledge F9a1nnan1snagdeauiun ISMBC @evinntiniidu Fully Mediator
N1TIUTLATIZA LU Path Analysis WU WUUT180991 LY AN®I18NTNaI99 SMMA s Customer

'
=]

Response Aadliiulsdan1ugassy Ao ISMBC uag Brand Knowledge 3%agilan Fit Indices avan
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7. msUszgndldnanisideiilaiasuainananuansaminsugsduesAns
NaNITITearnsatrlugnsiasuaseanuannsalunisudsduvesesdnslaluvang
sy saufluiFesvos SMMA inisufuusts (Customization) LL@SF’]’N&JL?%ENﬁ%JUi (Perceived Risk)
fumnuniian amrsedundugaidulunisdearsnsdudives StadiumTH lnewduidonid
mnzaufuaaulavesRnnuusiazngy uazdeasesalusslaiioannminavesifuslan Jeds

wianlifedudeliseududsduludailomfqudsonadslaliyatiueg1993eds deundie ISMBC

a v 13

MAURTe StadiumTH Azdidunanesesaadulunssinnuiuiusins Wy auiaufu 33nvgunsal
A nsfivurislsenalne visedewnasusing 4 Fee1athluglontaniegsfalud 4 waznisidndangy

A v o PN

yunsegatuayuiuduld anmsiluwnannesuiduiloninidsdn Inedyaudslunisiteules

9 Y

(% v

futinfen awnaufn wazfanssusing q sgnadumenis Teedleduilnaldsuidomiia uasifinaaa
nsznting Whlalunsdud uasiinmdnwalasdudifovilugnisiidimsin anudnd wazanuidn
Dunid aferfudunsiduduazsed ey q Feaziioudn dofnanizn1eega StadiumTH
funumeaan1sadne Soft Power vaswflatunsdseannwdnuaivesdiinfu idomdufin
wagn1sUsnias sssfmnnelugaemansisaruluianiie uazidoduilaniin E-WOM uay
Commitment fiens1@uAngasmnedannuindluszdugs Tsanunsauvsdsudunisandumu
manaelusrere wanislonamsaivlnegiediiu ildiansaresenlugninitausdudinie
uimsduneldnandudn StadiumTH leegaiusednsain 1y nmsdnianssy madafdudn
nsThusLfutuas Ui uinay 9 Hudu venani wwusaedilélunsinuianansaily
UsultludsiloueszdugranvnssuarseiuUszna lnolannzeg1sdeessdniniasgniomieny
fiAdesiumsianngnamnssude fw uazunanesuddviasna o iosnszAunagndnisnain
iudedsnuosulalussiuussne wasndndunisidulnvesssiaanienislugandaeeediianis

Tamalulusunean

8. YdolausnuznN15I98 (Research Recommendations)

8.1 dalauauuziilduainnisie

NNANNTIATIZI SEM 6358 wudn ISMBC vt Susiiuusderinuuuuanysal (Fully
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Abstract

This study aimed to 1) examine students’ levels of perception and understanding of
the carbon footprint concept; 2) assess their access to carbon footprint-related information
and the barriers associated with such access; 3) investigate the relationships among perception,
information accessibility, awareness, and environmentally friendly lifestyle behaviors; and
4) propose policy recommendations and practical strategies to promote carbon footprint
reduction within the university. A mixed-methods research design was adopted. The
quantitative phase involved 400 undergraduate students from the Faculty of Management
Science, Silpakorn University, selected through stratified random sampling. Data were
collected using an online questionnaire and analyzed using descriptive statistics, second-order
confirmatory factor analysis (2"-Order CFA), latent profile analysis (LPA), Pearson’s correlation
analysis, and multiple regression analysis. The qualitative phase consisted of in-depth
interviews and focus group discussions with 35 key informants, and the data were analyzed
using content analysis. The findings indicated that students demonstrated a moderate level
of overall perception and understanding of the carbon footprint concept ( X = 3.24,
SD = 0.86), whereas their environmental awareness was at a high level (X = 3.89, SD = 0.78).
Social media was the primary source of carbon footprint information, reported by 68.00
percent of the respondents, while the complexity of the information was identified as the
most significant barrier to information access by 72.00 percent. The latent profile analysis
classified students into three distinct groups according to their environmental behavior
patterns: the high-awareness group (28.00 percent), the moderate-awareness group (45.00

percent), and the low-awareness group (27.00 percent). Furthermore, the results of the
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multiple regression analysis revealed that perception, understanding, and awareness had
significant positive effects on environmentally friendly lifestyle behaviors (p < 0.001).
Information accessibility, however, influenced these behaviors indirectly through students’
understanding and environmental awareness. Based on these findings, the study recommends
that universities and academic faculties develop more accessible and learner-centered
communication systems by transforming complex scientific information into user-friendly
formats, such as infographics and short educational videos. In addition, carbon footprint
education should be systematically integrated into university curricula, while institutional
environments should be designed to encourage and facilitate the practical adoption of
sustainable behaviors. These initiatives are expected to strengthen students’ environmental
responsibility and foster sustainable practices across higher education institutions.

Keywords: carbon footprint; perception; information access; lifestyle behavior; university
students

1. U1 (Introduction)

1Y

maUasuwlasaningiiennia (Climate Change) foilunilsluauvinmesziulandiddy

o

[ |

luAnissui 21 1ng91891UY09AUENTIUNTTENINNTTUIATIIAENSUA BuLUasan ng To1nTe

<9

(Intergovernmental Panel on Climate Change: IPCC) 58y Qmmﬁmﬁlmaﬂaﬂlﬁﬁwﬁuﬂ5zmm
1.1 ssmnwadeadiofieuiuganougaainnssy wasiiuualinfutuie 1.5 ssrneadoalugagd
A.A. 2030 - 2052 ynlaifinmsnisannisuaesfinnideunsyaneg1aaieds (IPCC, 2021) Feanumn
A yvoIdymIAIna1inaINAaNIsuveINYve LY A5l ndauannd ound sloada
nsdsuntasnisldfifuuaznszurunindnluningnamnssy (United Nations Environment
Programme [UNEP], 2020) aneléiusumdanann wuidniEes “asusunamdus (Carbon Footprint)”
I8 suauaulasgrunsnanslugiuzied esflodrdglunsussifiunanssnuresianssusy wd
sedauinden 1ng Wiedmann & Minx (2008) Tanamnedn aueuslandud Ae UsunaunisUdos
fransueulneenlemimimss uasnedouiiintunasmasiinvewansaruienanssumi 9
nsiansueunaniuseanliisesdnsuaryanaanunsansentndamansenuresnuies wasiilug
n1sivuakuInslunIsannisuasefineseunsyaneg19iiuseansnn (Hertwich & Peters, 2009;
Pandey et al., 2011)
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2017; Whitley et al., 2018) dnalyiiin ¥09319581319AU3AUNGANTTY (Knowledge-Behavior
Gap) nanfe uwiyaraazdinnuaseniindsymaunadey uiliaunsouusasudungingsud
Hufinsrodwindouldognauiase (Kollmuss & Agyeman, 2002)

I v o

qy [y . Y = v . A < [
uanNINL N33U3 (Perception) wagnsiinnataya (Information Access) favuadedfty
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AU3 (Research Gap) NAslASUNSANY LAY

v o = S Y a I3 v v Y = v N ) ¢ a ¢
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MsaIneged iy (Barth & Rieckmann, 2012; Lozano et al., 2013)

2. I1QUszaeAYaIN1SIYY (Objectives)

1) Wiefnwiszsunissuuazamidilaiafuasveurlaniuivesindnuiumine1de
Aaung

2) Wouszidunisiindedeyaid satumsveunaniudveaindny uagszyguasialy
nsinfstayaenand

3) iledATEiauduiusseninenissuiuazmsididsdeyaid sasuasueunan ud
fungfnssunsldTindiduinsredndeuvasindnw

a) \elausuuzuumslumsiauulsvsuagAansaniioduaiunisanasuousang us

Tunyinenade
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3. NSNUNIUTTUNTTU (Literature Review)

nsANwISes "M3suskaznsidifdeyaiiedtuasuaunanIud Nilnaseng Anssunisly

o w

FinvestinfnwAneIngin1sinnig uninerdefaling fidelavinisasuasedrfgyresnsnuniu

1
v

1550unssule dail

3.1 N1335U3 (Perception) wi18fis nszuIuMIAyAnadnuLazlvinuvaeiuteya
Flgsuaindusrnmeueniiulszainduianig 4 (Schiffman & Kanuk, 2007) nssuslalaiduiies
NFTUIUNITNNNILAIN BATINTINITUUAANUNLIEYRIUTEAUNTUAIUNTBUAIILANTBILARE UAAS
(Solomon, 2017)

i 1

3.1.1 99AUsENOUTRINITUS Nssusanunsautseandu 3 esduszneunan laud 1) n1slisu

(3 =] 4 a

Jaya (Exposure) tlunszuiunsiiyaradudaiudasiaeuen wu lawan wusus wsodoyadudi

[y

(Kotler & Keller, 2016) 2) msldla (Attention) Lﬂumzmumiﬁamaqﬁmﬂiaa%’aaﬂaﬁﬁ’mﬁgt,l,azmmzam
fumualavesyana (Kahneman, 2011) way 3) Maina (nterpretation) iunsguaunsiyaals
amsnefuAslasendeng Usvaunsal wazensualdansa (Amould et al, 2004)

3.1.2 Yedeiilidvidwasion1siuy Jadefifinarenszuiunisiuaunsautsesnifu 3 nguwdn
leuA 1) Jadusuyana (Personal Factors) léuA anmidle Arflen Uszaunisal uayiamsssuiiiin
AensuUanumaYesd i (Solomon et al, 2019) 2) Jadad1udawanden (Environmental
Factors) @u3nnouen 1wy & e ndu wasuasadng anunsansedunissudiiuansisiu (Turley &
Milliman, 2000) wag 3) Jaden193aINe (Psychological Factors) 14U 4593413 (Motivation)
auaula (Involvement) wazensual (Emotion) (Schwarz, 2000) usiu

3.1.3 Ms3usluusunvesmsaaauangAnssuduilna n1ssusiunumdrdglunisivun
wAnssuvesifuslaa lnsamngludunisnatn ausznoudie 1) Ms3usiusud (Brand Perception)
wusuifaieeuidnidsuinluladuslanaziilenaldsunuinigenin (Aaker, 1991) 2) m3sul
51A1 (Price Perception) guslaainlifiansansmduaiieuddiigy uiruimumuwaznnanyal
A5y (Zeithaml, 1988) waz 3) n135uiUszaun1salgnen (Customer Experience Perception)
Uszaunsaliinasnsaiiuanuiiselanazairsanuduiudszezenidugndi (Pine & Gilmore,
1998)

'
aaa

nfinauviatafeatun1sius aunseaguledn mssuiidunssuiunmsdfyniidvswe

o

AeangAnssuvesuananaziuslan laglasudninandadenislukazateuen msvimnudila

WNeafunszuInnsiuingliinnisnainausaimukuImeiivsednsamlunisasanmdnal

o
1% [V Y]

LUSUANISAMUATIAN Wagmseanwuulsyaunsalgnan dadulunisfinunideseslinisuiiadinig

L [

a v o w Y o v oa a ¢ o Y a 1Y) s a ¢
bNYIVDIAIAEY ‘lﬂLLﬂ ﬂqiﬁUiLﬂﬁjﬂ‘UﬂqﬁU@‘UV\!WW§um ﬂ"liﬁ‘UELﬂEJ']ﬂ'Uﬂ']i‘U@u%l@Wﬁu@ (Carbon

Y

Footprint Awareness) fiunumandgylunisnsgduliguslaauiuiisunginssuiiioannansenuse

Awinaay (Wiedmann & Minx, 2008) 1U3F8NUI1 AL 8N UKNANSENUVBININTTUA I
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yanasedandoudmuduiusidauantuaudslalunisannisudesansuey (Whitmarsh et al,
2011)

3.2 N1t adayav12d15 (Information Access) MH18fs NsrUIUATTAYAAAEILITY
WA ke wagldlayaannuvaing o laegreasainuaziiusednsnin (Bates, 2002) N5+
Yoyt narsiinrmddnednsdslugandvia ilosnlutiedvddniidmasionsdadulanisFous
warnN15vineuvesyAna (Case & Given, 2016)

3.2.1 psAUsznavveInIsinieoyavaas awnsowtseanilu 3 ssrusznounan laun
1) msiiegvasdeya (Availability of Information) anadie deyafidesieguazanunsadiifslini
unastoyafivarnvans wWu wilsie Sumesidn wazgrudeyaseulay (Wilson, 1999) 2) Avwiannse
Tun15iie (Accessibility) nunedia auagainlunisididadoya saudsdadesunalulad
191 wazinwevads 14 (Marchionini, 1995) Wag 3) AaAINY89Y 03 a (Information Quality)

'
= 4 a

vl anidetio mnugndes warauAntesvasdoyaiiliu (Saracevic, 1996)

3.2.2 Yadeiiidvdnasonisiirfsteyatines dadoiidmasenisidrisdeyatnasannsa
wuseenidu 3 Jadeddn loun 1) Jadeymamalulad (Technological Factors) mauAnIntinue s
wmeluladarsaunagelinisd dsdeyaazaind sy wu Sumediln vinsaand uax
Jeyy1UszAng (Borgman, 2000) 2) JadeauiAsugianasdsnu (Socioeconomic Factors) 5¢AuU
5l NMsfAnw wazanugnediadwasonuasalunsidfieteya (Chatman, 1996) uag
3) Jademangmaneuazulouns (Legal and Policy Factors) nguanetf gaduiad amlunisidais
foua wazuleveruanududumiunumddgsenisidniadeya (Jaeger et al, 2010)

3.2.3 madedeyarnasiuuiunveimnaiauasngAnssususlna nsidifelayarnans
fiaudiAgeg1aunluusunnensnaialazngAnITu Ul Gﬁqdﬂﬁwﬁwamamqmﬁﬁ@hm
l¢ur 1) n13naulats (Consumer Decision-Making) fuslnafiannsnididsteyadudiunazuinig
fiftnuamiuualiufiagdnauladoldddu (Kotler & Keller, 2016) 2) arulinalalunusus (Brand
Trust) mslideyanlusslawazitrfsldinevasatrsanalindaliiugusiag (Gefen et al, 2003)
uay 3) Uszaunsalgndn (Customer Experience) anuanansalunisidriiedeyaiienfududuinig

wayTIheuTulTeseaunsalvesgndn (Meyer & Schwager, 2007)

'
v a

Mnfinanustauaisatunadifedeyainarnduiadeddyiidmareninious
n1sindula uaznginssuvesiuilan Jadeaumalulad diau wasnguuneiiunumdAglunis
sunszduresmadndsieya anudlalunnAniannsataglidnnsnaiauazednsannsn
sauuumeiimngaslumslidoyaiifaunmuiguiion dufulunisfnyidedestdmadiis
ToyaiansetigliiAanalusuuinuazduiusionisus laud 1) nmsidhfleyauasransenuse
wAnssn madhdsdeyaifsrfumsueunandus 1Wu nsinaainansusu (Carbon Labeling) uaz

waUndadunggAwImsUBUN AN U dnadenisanduladeduinaznginssunslidinues
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¥

Fuilaa (Grunert et al,, 2014) ogslsfnu guassafin Ao Amnududeuvesdoyatazaiuniled
wANFauTENINeNguUTEIINT (Gossling, 2017) 2) LwInansaaasunsiuiuaznisidnfadeya
ATouuniimslideddvia uasmsdeasnsnanafiaiisassdanunsatiodiunissuiuagns
iinfedoyaifetunfuounsmiudlsiognsdiuseansnm (Van der Linden et al, 2015)

uenani msvenuuvaaniiiiladisuarnisaiiussgdlainuuleueaiuayuainniady
%%fwmzﬁquﬁﬂﬁuﬁLﬁuﬁmm'aﬁ'umméjam (Rahman & Reynolds, 2020) L"zj'uﬁgumﬁui’uaz

a o w 1

maihisdeyainerfiuasveunaniuaddnsnadidysengAnssunslddinniduinsnedwindoy
lngdasordensladesiunisieasiniiussaniamuazusagdlannulevigsng q ieatduayuliie
nsiUasuLUaIngAnssued 19838y

yaa

3.3 NOANSSUNISIETI (Lifestyle Behaviors) #1869 SULUUYBINANTIUAUAARALTY

Y 9

a |

TuFinUsedriu deagvioufivrnion mnude wazdadomsdsruiiininadequamuazanuidueg
(Belloc & Breslow, 1972) wginssunisld¥inasounquaanssudiiioatesiuguain n1suilan
N1598NANAINTY WagguuuumsiinNey (World Health Organization, 2026)

3.3.1 99AUTENEUYBINGANTINNSIETIN WoRnssunsldTinaunsautseenidussAuszney
wian lawn 1) wgAngsuauavn1n (Health Behaviors) n1sidensudseviuems n1sesninginiy
LAZN15NANLA BINnANTTULABY LU N15EUYYS WazNN3ANLEANesed (Loef & Walach, 2012) 2)
ngAnsun135u3Tan (Consumption Behaviors) 3ULUUN15LE38 n1aidond odudn uazuualiiy
Tunslguin1ssing 9 (Solomon et al,, 2019) uaz 3) WANIINATIUAITVINIULAZAIITWNHDY (Work-
Life Balance and Leisure Behaviors) A314@un 85813 19N15791UKAZLIANEIUAY SIUDIAINTTY
FuUnuInns Wy Msvieadien uwazeutudi (Steptoe et al., 1995)

(%

pandu3 Jadedfey

o

3.3.2 Yadufidavsnaronginssun1sldin Yadeidwmarongfnssunislddinanunsouts

lawn 1) Yademedauuas Imusssu (Social and Cultural Factors) N150Us
Aesg vssinguedeey uardvinasindednasionginssunislidinvesyana (Hofstede, 2001)
2) Yadmaasugia (Economic Factors) 18lduavaniuzimassusivdmason1sidenteduduay
UIN13 FIUDINGANTIUNTBUKAEN1TETT18 (Kotler & Keller, 2016) wag 3) Uadun193ningn
(Psychological Factors) us934la yadnaw wazorsualduiadeiiddvinasanisdmaulaieadtu
NORNTIUNTLETIN (Ajzen, 1991)

3.3.3 wgAnssunsiTInluuiunveinisnatauarnganssuduslan lunginssunisiidin
funumdrdglusiuniseaiauasngAnssuguslaa lawn 1) nsudinguaainnunginssunslddin
(Lifestyle Segmentation) ihmsmanslddeyaiferiunginssunisld@infioudsngugniuaziinm
wasgyn1snanndinsadimung (Plummer, 1974) 2) nsYuuazviruARsauuTUA (Brand Perception

yen

and Attitude) W An3suNSIYIIndwanan15TUTWALAUYBUABLUTUAGUAILALUINNT (Aaker,

1997) waz 3) wuilduvesngAnssunistgdinlueuinn (Future Trends in Lifestyle Behaviors)
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nswdsuidamanalulagduasdenuidninadanginssunistidinvesjuilan 1wy nsld
wnanloUAIVauALIMIUAMUEUAIN (Giddens, 1991)
nfinanmuiuaieiungfnssumsladinduinfniaseuaquiaiedfuazlasudvina

ndaFennadany tasegha wavdningl anudilangiiunginssunsladinanunsagelvinide

LardnN1sAAIANAUINag NS N nauaussranIud 0an15val uSlanldog1esdUusedns atn

¥
v

FeluruddelAnudndmansenuienginssunstiiiniaiesuesdaindaunng g Asuaunan

(%
[VRY]

udf FedungAnssunsliTinfiduinsdedaunadouindudeduilnanseniniensususansud
undu fnfuunliuvasusdamgingsy wu aansldndeny dond endnsfueiiiduiinsse
daunden uarUfudsungiinssumaifiumaiieannisudesfitmseunszan (Steg et al,, 2015)
oglsfinu ussgdadiuyananaztiademaasugiadinadudulsdfyidmadessiuueinis
WasuuUasmnAnssy (Thogersen & Nielsen, 2016)

3.4 A15UauUWANTUA (Carbon Footprint) u18fie USurun1sUaseiigiiaunsyan
(Greenhouse Gas Emissions: GHG) Taganzfingaisveulasenlad (CO,) filinainianssuves
mywéﬁqmqmmazmqé’au Faintaduniiesiu CO, Wisumn (tCOLe) (Wiedmann & Minx, 2008)
wnAnilasumaulasghanirsvnsdugiunsiauned s Bulasnssanisandey (Pandey
et al,, 2011)

3.4.1 99AUTZNOUTDIAISUDUNANTUA AsuBUNAnSudaunsaudseanlu 2 Ussianudn
lawn 1) A1suaunan3uAn19nse (Direct Carbon Footprint) N15Ua88finwi3aunszanaINLNa-
flanunsomuauldlagnsa wu n1senlmiid endlunngnainssumiosunivug
(Intergovernmental Panel on Climate Change, 2014) wag 2) m%uauﬂmw%uﬁmaéjam (Indirect
Carbon Footprint) N15Ua 88197 LARI1NNTTUIUNITHE ARz VAT UA LAz U AT LT
nslimdanulnihiindeandemamenda (Hertwich & Peters, 2009)

342 Jaduf dananeasuounansud ldud 1) gUuuunisuiTaandesiy (Energy
Consumption Patterns) uviasndaaudild 1y Wemdseadaviendsnumyuiiou fuadousunm
ASuBUNANTusl (Pachauri & Reisinger, 2007) 2) A9NT3UN1LATEFA D (Economic Activities)
gAamnIsuT 19 ndauge Wy nswanménuazdiuud danfusunaniudginiiniauinig
(Steinberger et al,, 2010) kag 3) wWeFnssuUIIAA (Consumer Behavior) NMstaentdauALazUINTS
Aduiinsredanndesthoanauounandudls (Hertwich, 2005)

3.4.3 NM3aAAISUBUNANTUA Nagnsiun1sana1suauNanUda1usavinla lunatgseay
o 1) seduyama (Individual Level) msﬂ%’umﬁaquaﬂiiu iy NMsldndanuegraliuseaninm
N15AAYEY LAENISLADNLAUNIIAIETEUUYUA IUIa¥ Y (Finkbeiner, 2009) 2) TeAUBIANST
(Organizational Level) msldmelulagazanuaznszuiunmsndaiiuiinssedawindon (Gao et al,

2014)
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waz 3) seavuleuny (Policy Level) 11m3n13501AST WU ssuunisAluayginUaseingisaunsean

(Carbon Trading) wagnsiuuan18AsUBU (Stern, 2007)

[ v

3.4.4 P3UBUNANSUALUUTUNYRITINAUAENIIAAN §3NarTnNITAaInliAIud1AAU

o

a ¢ v

n1sanA1sveuans i oai AN sdulazamdnyalnaunuusud Inguuiniedrdsy laun

o a

1) MINwUEUANEIEY (Sustainable Product Development) NM308NKUUNENSMIN LY TanS loLAa
warann1sUasynIgAIs UL (Mont & Plepys, 2008) 2) N158 0@15WUTUALTIA IUIAa 04 (Green
Branding) n15ldnagnsnisaainiiiuanuiuiinssedwindouiieassaudeduunduilan

(Peattie & Crane, 2005) kaz 3) wu3lduvedr uslaa (Consumer Trends) i USTaAd wuldaly

' '
v oa Y a a  voAa

puddgivauAfiansusunansudnuazniouteunTud miundndueindulinsdudanindey
(Young et al., 2009)

7 7 v
a [ (%

= v < V1 3 [ v Ao o a
nMsfnytuasiliaviulaiinsuaunansuddudiainiddglunisussliunansenuues

AINTTUNNEAFNINADY N1TaNAITUBUNANTUAABIB1AEANTINTBAINAIAIUANN 9 SIUES

a

UAAA 83ANT WazN1A3T §3fvansalduumnndduieansansenusoduindouuazasnaniny

3

IuSeunensudstulunaiadagdu

YOULUATBIAISUDUNANIUATUNISANYT AISusunanTuRausautseandunaiessiu

(Y (% 6

laun s¥AUBIANnT (Organizational Carbon Footprint) s¥AuNanital (Product Carbon Footprint)

1Y

wazseauuaAa (Individual Carbon Footprint) &eusayseauil

(Wiedmann & Minx, 2008; Pandey et al., 2011)

[y

3 ada o A ! [
G]QUigﬁQﬂLLﬁS’Jﬁﬂ'ﬁ']ﬂ‘ﬂLLG]ﬂG]'Nﬂ‘LJ

ya o

lun1sfinwdl #3781 adu “arsvaunansusdseduyaaa (Individual Carbon Footprint)”
Faneslsinunisuassmuseunszaniliinainnginssunsiddinuseinfuvesynna 1wy nsly
PAIUIUATITBU NITLAUNIE NITUSIAAGUATLATUSNIT kaTN1TIANISVRWEY (Hertwich, 2005;
Jones & Kammen, 2011) Asiu “n1ssusingriuaisusunaniun” lun1sfinwill munefnssus
ANl wagAuasEntnvesinAnwiineitesiunansenuraamgAnssuduyAnasansUaoy
finwl3aunszan LlAATaUARUTIANSUBNIANIUALLIEAUBIANTUIDTEAUNAR NI NMIMTUAYBULYA
£ U a ¥ v v (3 a o r.:l' | =2 a Yaa . .
Aanandanudenna et uingUssaadvensidendinymginssunislddin (Lifestyle Behavior)
Fadunginssulussivyana wazdrelinisdwszianuduiusseninsulsiianudaaunasnss
UsZhuNINgvY
= -'-Nyﬂl a a a a .
NITANYIUD NDINTDULUIAAIINN WL WERNTTUAULNY (Theory of Planned Behavior:
TPB) v83 Ajzen (1991) Fa05U183MMgANITUVRIUAAALASUBNENAIINTIALAR (Attitude) UTTVINgIU
MedsAn (Subjective Norm) wazn1ssuiauaiunsalunsmiuaNnginssy (Perceived Behavioral

a v v 6

Control) lne¥adedsnanianuduiiusiuainusdla (Behavioral Intention) wagthlugnginssuass

Ya o

lunsAinud {37elaUszendlduuiAnves TPB lauid aulee 1555 (Perception)

Y

warn15d1fedoya (Information Access) vulladuiugiuiidanans audila (Understanding)
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LArAUATENEN (Awareness) FeazviauiitesdusenauduiauafitazaINvesuAna waztilug

Y

[
a LY

woAnssun1sld 33 ufinssodwanden (Lifestyle Behavior) fatiu wuusiaeudauuiAnves
n31dpiadunisusrensounuifnues TPB tnsitiuunumvesdoyauaznissuiluuiunaes
waAnssusuAIndey

3.5 AdeiiiAeatas

NATNUMILITTUNTIUABITUALATENTN 115507 waznginssududwandey nuin

o w

flouddenlunazanalssmaiidnwUszinuaina1neg19nineee lngaunsaaslanszdfgues
MATAITeslanal
1) ATauUNsTUikarANUaTErnngIiuAsuauans udveatindny Dagiliute et al.

(2018) loAnwsesmudiduuazn1sTuivestinfnwuminends wui dndnwdiulngiiianudila

'
a

(3 Y a = N Y s v Ao w b4 LY =
LLﬁ%@\‘iﬂﬂ'&’]&lEL“U\‘iaﬂl,ﬂﬂﬁﬂUﬂquaume3U(§ﬂuigﬂ‘Um"i]'m@ FOAAADINUNITIANYIVDY Iweka et al.

Y v = [

(2019) Niszyd widhAnwumIngrdeavdszauanunsevtinuazauldlasetdaymawindeveglu

[y |

TRV UWAAMUSNUTIULAZULININMIAWIMYS oanA1sUBUANS uAlLTInUsedTundudiegly

seaulIuna1sdieni uanand Whitley et al. (2018) fadnwrarnuinuaudiduvesindnu

LAZLAUDKUEIITEAUNTTUTVRUNANYIWRZNE UTAULANAIITY N1TBBNWUUNAYNSNITABES

LarN15susIAN USulmane fudnvasianivveudaznguidmune (Tailored Communication)
IS a a ! A Y

wiUsEAnEnmunnnIMsdeaskuuiily

2) uITeAuMsidfveyanargUassanIsaeansnudwInd ey Grunert et al. (2014)

¥ a

wag Gossling (2017) ladnwzuiuunisiiidsdeyaiieriuasusunaniuduasnisinaainanvey
(Carbon Labeling) Ingnwui1 guassad Ay aafi Tau319n1535U3 vesusev1vuLarindnyl fe
Aududeuvesteya warn1siideyadiulvguinldamemadanaiianioduniwsisuszmna

ilivianisgesdeyalveglusuuuuiiiiladg aenadesiudedunnves Leal Filho et al. (2021)

a

Mdug1IINd e300y an19INgIAMENTA 18NN EUY KIutRIneRdianidfisaenin wu
dodsanooulad deiduiiladraglunisadrennunssudniaznisud sundasngfnssuniu
duwanaeuvaaevuiulng

3) MUITHATUNGRNTIULINADULAZNITUTZLNA LTV BN RNTIUAMLANY Whitmarsh et al.

9

'
a aa

(2011) wag Steg et al. (2015) ladtAs1gitaduRi doninasengAnssuni1siddiniidulingse
dwndau laga1dunIauLUIAANG B NANTIUAIUWKY (Theory of Planned Behavior: TPB)

. a v A U U o v ¥ o aa L o § a 1 al
Y99 Ajzen (1991) Han153T88UGUIN NM3TU3 ANl warviruARAUdNTUSITIUIneg 19l
WedAgAuaun e tazn1susuldsungingsu ag19l5An1u Kollmuss & Agyeman (2002)
Ifauensauimseiiied "Fasinseninemudiun1suiun (Knowledge-Action Gap)' @salviiiuin

A = v @ 1o | a a a
nsiyaraiauskavaunsentngs 91vkidilugnisidsunginssuasaanely windsiAann
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Uadwadvayudaloue AnMWIndeunEn MBS e Wa¥N1TYTANNSANLI LA ITUNSAN K
a&i’mﬂug‘dﬁiﬁm (Lambrechts & Van Liedekerke, 2014; Leal Filho et al., 2019)

3.6 NFDULUIAANITIVY

NNITNUNILITIUNTTULALUUIAAN B NOANTTUAUUNY (Ajzen, 1991) HIelaNRILINTEY
LAANNTITE TneimualinissuiA safuasususaniusd (Perception) waznsidisdoya

(Information Access) 1 uALUSAUT 1815 war oA2131911a (Understanding) wazminuaseniin

<

(Awareness) @avhmiimdusiulsdenarslunmsdsmanengnssunisladiamidulinsredwindouves

UnAnw nsAnwddujaduanuduiusluseauyana neweslon1ssuiuasnisiniadeyanedfiu

[y

msusunsnsusszivyaalUgruile anunsemin uasnginssun1slitianilulinsredainden
a q’f 2 Y @ = a . . 5 1 (Y]
nsouskuIAndagvouliliufNITUIUNIT TR LAzKE (Causal Relationship) A9LANITTU

Toya N13UsENIANALTIANS LaudansuanieaniBanginssy deanunsaivuadiuusiagnsey
LWIAANTTIFE AR fdauUsAu (Independent Variables) Usenausae 1) n155usingatua1suay
WG]W?Jw? (Perception) 2) ﬂ’liLﬁijﬁﬂst/auua (Information Access) AauUsd@onany (Mediating Variables)
1) AUla (Understanding) 2) munsenin (Awareness) hag@anlsniu (Dependent Variable)

noAnssuNslitInTilulinssedinden (Lifestyle Behavior)

faudsnnu
msSuiifeatiuasuey AuUsdeanans AauUIna
WANIUA (Perception)
Aula | Anueszain | wginssunslinRduiingse
(Understanding) (Awareness) Funndey (Lifestyle Behavior)

nsiifsteya

(Information Access)

NG 1 ATOULUIANNNSINY

4. 35015798 (Research Methodology)

A1590ASIN T 08UV UNALNATY (Mixed Methods Research) Usenaumien1siag

=

WeUTunas (Quantitative Research) Wagn15338189AnA I (Qualitative Research) Litalyiladoya

AsOUARULaIIUET TnilstgaziBunnsalunumuaui el
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4.1 Uszvnsuazngudieeng (Population and Sample)

=

Usz¥1n3s (Population) Uszu1nsii ldlun1s3deeusunm Ao WnAnwiszauuigying
ANYINYINITIANTT WINedeRang nguAeg198esUIuI (Quantitative Sample) Mviun
yANauitegelneldgnIn1sAIINTeY Yamane (1973) MssAUAuliadiu 95% wagA1A1LARIn

WanuNeausule 5% (e = 0.05) Aaunsl
N

n=1+Ne2

n A9 YWIANGNAIDEN
N f9 F1uudseinsiavun

e Ao APNuAaIARARUNeausUle

IINNITALINTINAUVNAUINITIATILYRIAUTENDULTIB UG (CFA) wazn15IATIEANqaLe
(LPA) Fadesnisvunadaegslitoanin 200 - 400 fregraioliluimainanuiades (Hair et al,
2010; Kline, 2015) {33839 munvuianguiteg 195wty 400 au tngld3isnsgusiagrawuy
LLﬂQ%’UQﬁ (Stratified Random Sampling) audndnuarTITIaTTuY

B 1iday ad1Aidennn1n (Qualitative Key Informants) 1 ankuuiatzas (Purposive
Sampling) F1WIUTI 35 AU Usenaume UnAn F1UU 20 AW 1NTEWAEUARINT 91U 10 AU WAL
AUIIANE 31U 5 AU

4.2 \n3asilafl#lun533s (Research Instruments)

wuudauaueaulal (Online Questionnaire) dWsuN15IT81TaUTHIM Wuteanidu 5 dau
Ioun doyauszvinsmans mssuduerenudila maddsdoyauazeuassa uaznginssunsldding
Huiinssiedawndon Jauuu Likert 5 seiy

LLUUé'umwajL%aﬁnLLazmiau‘mmmju (In-depth Interview & Focus Group Guide) WUUA
Tassadedmsuiudeyaiananin

nImsRdaUANNASasile neadpuATILTiBmsadaievn (Content Validity) 1¢an 10C
9¢/551379 067 - 1.00 waznaaauAAL 037U (Reliability) I AnduUszdns woarvesnseuuia
(Cronbach’s Alpha Coefficient) sty 0.92

4.3 nsiuTIusaudaya (Data Collection)

manudayaeUsuna dfiunsdwuvasunuesuladluguindnwidnune i 400 au
H1UYBImNIveIRzkaza1vIv lwdelnsfnw 2567 lagiinsniaaeuanuauysaivesdoyanay

PlUuszanana



114

[y

nsiudeyaBenanin dlunisdnaunuinguuaznsduniealidadndug ideyadifay

Y Y v
¥

WU 35 AU A AEINYINITINNS WInendedauing wiendunndeawazandunniiien
nsasasauAnuLndefi 1938 mansiaaeunuuatudn (Tiangulation) adudaya 353
uazviqud Welfiueuindeevesanifide
4.4 myanidaya (Data Analysis)
mAnseitoyaulseonmulssvdoyauasmaiiaada fall
ad M Banssaiun (Descriptive Statistics) 3ias1zsianud Sovay Aneds wardrudoauu

1193374 (S.0.) Ineflaunmsenade feaun1sdeluil

X=2xX/n

v v W

nMsianzviasduszneulsdududusiuaes (27-Order CFA) 19Uszifluaaniismsads
1A39a313 (Construct Validity) 2esiaudsnissuiuazaudila Inefiansanddutdaunaundu laun
X? /df <= 3.00, CFl >= 0.95, TLI >= 0.90, RMSEA <= 0.08, &z SRMR <= 0.08

n1531A31eving uuele (Latent Profile Analysis: LPA) lddwmsudanguin@nwiniuguuuy
noAnssunasueendulusingss o lnsordeluudiasmwanduunuszaam (Finite Mixture Model)

a8 oy uuii onndauanNf gy Fuuszdns auduius vaaiesdu (Pearson's

Correlation Coefficient: r) 13T gimudiuSsemineinus Seauniss
2= -V
Iy = = —
VEE—X)2E(y — §)?

n1331AT1N1TaRaeN AN (Multiple Regression Analysis: MRA) d115UTLATIEN

a

dnswaveshulsiuefiinenginssun1sditiniilulinsdedunden Tnsdlaunislassadonney

Seaunnsil
Y ES bo + b1X1 + b2X2 + b3X3 +e

Y fa wadinssunislaing

X, Az nsfuiuazanudila

X, fio nsiinstoyadisinainn
X, A9 AnunsEuin

b, #e Armsdi

b, b, b, Ao duUsvaviamsannos

e A AUARIALARDY
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n1531AT12M Yoy alBeAninIn 3LAT1MvoyaaInn1sduN valLarNITAUNUINGUAIEN1T

AATERen (Content Analysis) Lagn15ILATIEVUAUETSY (Thematic Analysis)

5. NaN157938 (Research Finding)
5.1 Han133uTeUTun
5.1.1 Yayanaluvasngudlagng :nnsd1siadndnwiauging1n1sianis un1ing e

Aauins 911w 400 Au Toyarlurengudiognelinall

13971 1 wansdoyaUsennsmans (n=400)

Hoyaiily 1 (AW) Soway

LA U618 168 42.00
‘W;ﬁ\’i 232 58.00

Nl FuT7 1 100 25.00
9 2 104 26.00

Ful7 3 9 24.00

S 100 25.00

U131 NSIANSTINUALAIYN 78 19.50
Msdan1snsvioaiien 69 17.25

A1THAAIN 67 16.75
N3IANTUIANTIUNNGIND 64 16.00
MIIANSladaRndsenINgUsEIne 62 15.50

13U 60 15.00

994 400 100.00

(3

INANTNN 1 HAN15IATIEN oL AUTEYINTANANTVBINA AL 1NUNANYIAMLINGINTT

Y

N1 WINEIFERAUINT 31U 400 AN TILUNAUANEN YUEEILYARD A1U1TNOSUNETI8ALIBYR

1%
=]

Tonadl
aune naudiegvdulngidumands S1uau 232 au Andudesaz 58.00 wavlneye
1w 168 AU AnuSesay 42.00 dndrusananasounaasiadisusennsindnwlunurans

depurmansuaginein1sinnsineya lunidaduin@nwmdwnnnidnAnwanedntes

(%
1 = Y o

Autudn1sfiny) naudiegaiinisnszateiiaseunguntulnIsAnyiludadiunlndifes

'
[y 1

Auegunuzay Ineundnwiduln 2 d9wiuuiniian de 104 au Aniduesay 26.00 s83a3u7

i
= v =2 U

Ao TnANwTuTN 1 wastuln 4 Tanwuwinduee dutay 100 au Andudesay 25.00 waztinAne

(% '
[

Fudf 3 d91uu 96 au Aadusesay 24.00 n13nszanefNaunaiyrsannauades (Bias)
L oA ¢ a v o vy - v = o & a
MnYITenselsraunmsalisouiluunineds ilvladeyanasieuyuueswetinAnwinnssautud

DENLVIDT
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F1ua1u1I0 NaNA9819U1INNAINTAANIIIATOUARNITY 6 A1 TTIMENTDS
AZINYINITIANIT Imaawﬁmﬁﬁaﬁmu@’mauquaaumumaﬁqm AB a1UINTIANITTINIUAY
w1 $1u9u 78 au Andudesaz 19.50 sevawmudIfu Wi da1anisdanisnisvieadies Siuau
69 Au Antdusoay 17.25 @w1nsnann S1uaU 67 AU Anluieras 16.75 @a1vn1sannisuinnssy
n9g3na 91w 64 Au Anluseay 16.00 a1vinsianisladafndsznineUseina 31U 62 Ay
AnluSoay 15.50 uaganwins¥u 7w 60 au Anduieeay 15.00

ToyannuaEn1IUTEYINTAENTUBINGURI0E19IANNATOUARN YaINVIaNe Laglin1snTeany
Famutuuazanviivnegaiiaue edeidusunuiia (Representative Sample) vasUszvns

[

UnAnwiAngIngIN153an1s uningrdedaling dwalideyaniiluldimsesiludiunissu

[y

3
Y
Y = 4 a 4 J £ v = 1 dl N Y v a s
n1sidfeteya wasnginssuwindenluddudaludanuuediouavarunsalddedanadns
Tunnsulaegaiuseansnm
5.1.2 Mm3ssuiuazanadilaineanuaisuaunnniua
NaNTATIEIAUsENOUT S uSUAUEaRY (2-Order CFA) wandliiuiinissuiuazay
Whlaneafuasueunansudvestindnyiuseneunie 3 esdusenau loud 1) Anusnugiuiedty
AT UBUNANTUA 2) A1 laLA 8IAUNANTENUVDIANS UBUNANT UM ¢ 0F IUINE 8L LA
3) AnunsEvtinienIdAyveINsanAIsUBUNANTUA Tngdidiauiiewsadilaseasie (Construct

Validity) Nigeusula aauandlumisnait 2

M1397 2 ansnArtauiismsaddasaiwewuudasnisiamsivitasanudilaneiiv

AISUBUIANTUA
fudinnanileanss Andiin \neuaiii Nan13UsEIiY
8 pausula
Chi-square/df 2.48 < 3.00 HULNEI
CFI (Comparative Fit Index) 0.95 > 0.95 ARPTRLIT]
TLI (Tucker-Lewis Index) 0.94 > 0.90 HULNEI
RMSEA (Root Mean Square Error of Approximation) 0.06 < 0.08 ARPTRLIT]
SRMR (Standardized Root Mean Square Residual) 0.04 < 0.08 HULNEI

INAITNA 2 NANITHATIENAIUTBINTUTIATIAT VDU UUTIA0INTIANTT U WaTAIY
Wlafgafuasuounansudnudn ynAmviiunasneeusula lneda1 Chi-square/df winfiu
2.48 A1 CFI iy 0.95 @1 TLI Wity 0.94 A1 RMSEA 1A 0.06 uagA1 SRMR iy 0.04 wans

Tuvuhassdianuasaafesivteyalisuseing



M7l 3 seRumsTuiiazanudlafedumsveusawiudvestindnw (n=400)
asAUsENaY X S.D. JZHU
Adiiuguieatuesuourianius 287 092 Uunan
amnuilafediunansenuvesnfusunaniudredaunade 338 085 dunan
ANUASEVENIIAUA A YBINTARATUBUNANTUA 389  0.78 4
374 324 086 Urunans

NAIENG): INAUTINISUUAAIMIYINEAAAY 1.00 - 1.80 = 517470, 1.81 - 2.60 = 1, 2.61 - 3.40 = Y1UNAN,
341-4.20 = g9, 4.21 - 5.00 = §9s1n

1597 3 wudn dhdnuniszdumsiuiuasanudilafeaiuensueuraniudlassiuey
Tusgdulunans (X = 3.24, SD. = 0.86) Wefia1sansisesdusznaunuin dndnwiiaunssmings
ANNdAveINIsanAIsuau AN udaglusEAUge (X = 3.89, S.D. = 0.78) 5898331 AiD AL
Lﬁmﬁ"umaﬂiwusuaﬁms’uaumw'%uﬁﬁiaﬁaLLméjamasﬂmzﬁ’wmﬂma (X =3.38,5.D. = 0.85)
wagmmiiugIuAeaiuansusuandusoglussduliunans (X = 2.87, S.D. = 0.92)

5.1.3 msidrnsdayaneafuarsuaunansua

Ql' v Ao = Y Y = v N Y s a ¢ Y ! %
H15199 4 LLﬁaQGU@%aV]UﬂﬂﬂU’ﬂGULGU']ﬂQGUE]EJJaLﬂUjﬂUﬂqiuaume'ium (n=400, paulaunnIn 1 U9)

undedaya I1U9Y Joway
(Aw)

dedsnunaulatl (Social Media) 272 68.00
Viulws (Websites) 168 42.00
nsIsEUNTERUlUNNINY A 140 35.00
weUnalAtullede 98 24.50
WA UaYITENT 62 15.50
NNTOUTUUI DAL 54 13.50
mMawnReiuileunienseunia 52 13.00
Insvimiviseing 48 12.00

NNA1599 4 wud dndnwdnlvgidifsleyanetiuasveunansudiuiedinuesuladl

wniign $1uau 272 au Anduiosar 68.00 sosmande vivled druau 168 Au Anduesay 42.00

warnsiseun1saeuluumnIne1dy w140 Au Aadudesas 35.00 MuEWU vaeuraIdeyai

Y

Unfinwlddosiigafelnsiimivieding 91w 48 au Anduseway 12.00
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337t 5 guassalunsinfedeyaiioafumsueunnFusd (n=400, nouldunnd 1 4o)

aussIn U Soway
(Aw)

ANugutourestoya 288 72.00
nsvauvasteyaiiidefiouaziilade 260 65.00
Foyadulngdunwdinguuaziunaia 236 59.00
LinswingAumdeyannnunadle 196 49.00
Lifianlunisrunideya 140 35.00
evingenisidmalulaglunisaunideya 68 17.00
liaulaesansuaunandusd 52 13.00

v A

1NN 5 WU guassadRithAnwUsTaulunmsidsfeyafeafuasueusimmius
iniignfe Aududouvestoya $1utu 288 au Anfiufesas 72.00 sesasnde Msviauvasteya
findeieuaziinladineg S1um 260 au Anduesas 65.00 wardeyadiulngidunnssnquuas
Fanetia $1uiu 236 au Anlufesas 59.00 mudwy

5.1.4 wgAnssunsleTInfiieatosiunisuassfnedounszan

NANITIATIZNGUURS (Latent Profile Analysis: LPA) asnsadiuuntindnwiseniu 3 nau

a yaa o a ¥ U ! [24 A v =
G]’]ZJWi]GlﬂiﬁJﬂ’]ﬂWU?GWILﬂEJ'JGUENﬂ‘Uﬂ'ﬁ‘Ua@EJﬂ'?“leﬁE]‘Llﬂigf\]ﬂ Aananelun1s199 6

v [y

a a ¢ o = a Yaa o a l &
M1I9N 6 Nﬁﬂ']i']Lﬂﬁ’]gﬂﬂ'ﬁqllLLNQSU'?]QUﬂﬁﬂ'H']W']lIWQWﬂﬁﬁllﬂ']{[ﬂjsﬁjmwLﬂEJ’JGUQQﬂ:Uﬂ']TUa@EJﬂ'VU

139UNTEAN (n=400)
ngY U Fouaz ANYULIANE
(Aw)
nau 1: nguiifienumsevings 112 2800  fimgdnssuiiduiinssiodaandengs idenlinansimusii
(High Awareness Group) \Husinsrodauanden annslindanuegisaiaue

[y = a ' <
Jnnsvezuazslufasgradussuu

nay 2: nguNANURTENTn 180 4500 diwgAnssuidulinsredainaonunsdiu Tiaudidy

U1unany (Moderate Audwndeudislidaiuanuazainauie InwgAnssu
o a v & &

Awareness Group) INYIAWINF DT UATIATY

nqu 3: nquildianumszudndn 108 27.00  SwgAnssuiidulinsredanndenties Tinnuddyiu

(Low Awareness Group) AUAZAINAUILUINAIINANTZNURDAILINADN V19

Anuuazauaullulsziuduandoy

INANTNA 6 HANTIATIBRNAURNINUTIT dnfnwdmlngjeglunguisinuasevdnuiuy
na19 913 180 au Ancdudesay 45.00 seawfe naunidaunsentings 91w 112 au Aady

Sowaz 28.00 waznguiliAnunszntngl 91uau 108 Ay Andusesas 27.00 ANEIAU
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M54 7 azwuuadenginssunsliTisfidulssiodunndonvesindnuusiaznau (n=400)
NOANTIY nguiiiiaam nguillienn  nguiiliany F p-value
asEningq AszUNnUIU ASTATINAN
(n=112) nae (n=180) (n=108)
nsldnasnuegnssiusz@nsnm 4.12 (0.62) 3.25(0.71) 2.14(0.83)  87.43 <0.001*
nsanmsldmanainuuuldndaden 4.37 (0.58) 3.42 (0.68) 227(0.92) 9876 <0.001*
nsdendenanfariiiluinsde 3.98 (0.73) 3.18 (0.74) 2.12(0.86)  82.54 <0.001*
Aandon
MIARLENVBLLAYS AR 4.26 (0.67) 3.31(0.79) 2.23(0.90) 9132 <0.001*
nsLaenlUsr UUTUAIAS 1T UEUTE 3.82(0.76) 3.05 (0.83) 2.08(0.95) 7218 <0.001%

ASAUNNUTERTANSI91U

ATUULLAA TN 4.11 (0.64) 3.24 (0.73) 2.17 (0.88) 92.65 <0.001*

o o

wiEne: Jeyauanalusuuuy Anede (@audeavunngg), * dlbdrAagymananseay 0.001

(7

9101597 7 wudn denuuenansedediduddgvadavesgAnssunsldtiniiluinsse
a v ! o = 1 ! o da ] =~ N -
AUINADUIEUINUNANYING 3 NAU (p < 0.00l)Immqw:um’mmwuﬂqﬂmwumaaaqwqm
(X = 4.11) sesaanAsngundanuaserinuiunans (X = 3.24) wagnauilaiunsendnei (X =
2.17) mMuaau Waiansanseaunuii weinssundazuuuadvaanlunguiianunsevtngs fe
n1sannIsinaafnwuuldasanen (X = 4.37) vaeiinnnguiaziuwadongalusiunisdenld
FEUUYUAIET1TUEMTBNISAUN U TEndana s

5.1.5 AMUFUNUS TZUIN9AUST

M13199 8 AduUsEAnsanduiusseninanissus anuila msihfsdeyauangAnssunislidin

Aduiinsdedandey (n=400)
Aauds 1 2 3 4
1. mefuiuazanuinlafeafuaueurmmud 1.00
2. msiidsdeyaifaunmAsaiumsuouranIud 0.38**  1.00
3. anumsgviiniAgafunansenuresAsUB AN U 0.51%  0.29* 1.00
a. nofnssunslidiafiduinsdedaundon 0.43**  0.31* 0.58% 1.00

NI ** p < 0.01

9115197 8 Uit msfufuazarndlaRsafuasveunndudianuduiusideuiniu
Wqﬁﬂsimmﬂ%’%imﬁﬂuﬁm@ia%qLnﬂﬁaﬂuszﬁumuﬂma (r=0.43, p < 0.01) uonand Msdnd
TeyanfiaunmAsituaiveunaniuddsanuduiusifeiniussdunsiviuazanudila
(r = 0.38, p < 0.01) ANUATEMEALA BITUNANTENUTBIATUBUN AN UAT AR LS T suIniy
anﬂiiumﬂ%‘%’%mﬁLﬂuﬁmiﬁiaéqLLamé’aﬁluszﬁumuﬂmqﬁau%’wqa (r=0.58,p <0.01)
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A1597 9 wan1sATIERnIsanaeenanuesdadenddninadengAnssunisldTiaviduiing

fodaandon (n=400)
fiauusvinung B SE B t p-value
Al 0842 0.183 - 4.601 <0.001
nssuiuazanuinlafeaiumiuousimmiud 0.185 0.052 0.189 3558 <0.001
nsundedeyafiiinanm 0.142 0.047 0.147 3.021 0.003
aunszatineiusansenuvesn FusuWANIUA 0412 0.050 0431 8240 <0.001

R = 0.653, R? = 0.426, Adjusted R? = 0.419, F = 98.324, p < 0.001
INAITNA 9 HAN1TTLATITYINITANNDENN AUNUI1 N13TUT wazA1ud11aLA iy

(3

ASUBUNANTUA LazAuasEntnifeItunansenuvesasvaulansudlianinasenginssy

sl dulinsaedwinaensg1eiiteday drutadenisiinfedeyaninuninluinane

Y 9

ngAnssuMsliInTilulinsredindou

6. d3UNan1538uazafiusena (Conclusion and Discussion)

6.1 HAN1TIBLBIUIUI

6.1.1 fayanaluvasngudaetne annsdsadndnwiaazineinisdanis uminede
Aauinsduau 400 AU WU nqusiegsUsEnaumelndnwiae 1uiu 168 au Anduseuas
42.00 waztnAnwngs 1w 232 au Anldusesay 58.00 Inedin1snsyareivesindnwluunay
Fuliognsasiuaned 1 $1uau 100 au Andudosay 25.00 U 2 $1uau 104 au Aadufesar 26.00
U 3 979w 96 au Anduseaz 24.00 wasd 4 91uau 100 au Aadusesaz 25.00 AsaUARUYN
anvnvtune

6.1.2 m33uduazanudrlaiieafuansusunandud nansiiesziesduszneuiBedudy

14 ¥

duruans (2"-OrderCFA) wansliiiuinnissusuazanudlanetumsveunaniudvaatndnw

Y
[

Uszneuse 3 asAusznaundn Téun 1) anutugruienfumsveunandud 2) mnudlafeidy
NANTENUYBIATT VDU ANT UK 08 awIndeu uaz 3) Amunsendndsaudidyveanisan
AT UBUNANTUA Tnedarauiisensadlaseass (Construct Validity) 7 wousuld (CFI = 0.95,
TLI = 0.94, RMSEA = 0.06)

HANTIATIZYINUT Tnfnwnilssiunisiuiuasanudnlaneriuasusunansudegluseu

Urunans (X = 3.24, SD = 0.86) lagdlanuinugiuieiduaisveunansuieglussduaaudian

a 3 1 (Y

(X = 2.87, SD = 0.92) uadlarnunseninianud1Ayrainisannisuaulanuiey luseaugs

Y Y

(X =3.89, SD = 0.78) §39a8AAR 0N UUITLVD Iweka et al. (2019) NnuI1 dnAnwisindady
nsgninAuAwInfeNgs uivgllausidaanianie

6.1.3 Mstddsdayanerfuarsuaunaniud Kan15Insgrinud dnAnwidiulngidiis

a

Toyanefiumsvaunansusudedinueeulal S1uu 272 au Anludesay 68.00 sosmunfe
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<

Auled 91w 168 au Aaduseaz 42.00 uaznisisounisaeuluuniine ds 91uau 140 Ay
AmuSosaz 35.00 eglsinnu dndnusenuirdiguassalunisdifiadeya lnewnzludiunig
Fudouvesteya 1 288 au Andufesay 72.00 uazmsvaunasteyaiiuniedeuazidlade
F1uu 260 AU Anduioeaz 65.00

Anuduiudideuinszninenisivd avudila uaswgAnssuiifuinsdedsuindoniiny
Tun9396il aenadostunguingfingsuniuuny (Theory of Planned Behavior) 283 Ajzen (1991)
ﬁLauadwmmiuazﬁﬁuﬂﬁﬁﬁm%wa&iamm@gﬂﬂLLazwqaﬂiiu agelsfinny nsiinuiuarAw
asgminldldsulseiuinneiansuisuutameinssuauely Saaonndasiuuuifnues Kollmuss
& Agyeman (2002) Lﬁmﬁ’wﬁamqwmwmmiﬂmzmiﬂﬁﬁ’@ (Knowledge-Action Gap)

6.1.4 waAnssunslEd3nfifsadestunsusssfnwiZaunszan nansiiaszvingauss (LPA)
ansasmuntindnweenidy 3 ngumumginssumslddisiifedestunsudesimEounszan lHua
1) ﬂﬁiﬂﬁﬁﬂ’ﬁﬂ@i%%ﬁﬂ@ﬂ (High Awareness Group) 9113 112 au Andusesaz 28.00 fwgRnssy
fidufinssiodauindougs 2 nguiidanunseminyiunans (Moderate Awareness Group) $1UIu
180 AuAnfusoray 45.00 dwgAnssuiiduiinsrodaunndenunsdiu uas 3) nguidianunseniingd
(Low Awareness Group) 31wt 108 au Anilludosar 27.00 fngAnssuiidudnsdedaindontios
ANMUFNRUSSENIaIUUT Nan1TTAT ARSI MIFufuaraudilafentu

'
a a

Asuaunansuddanuduiusidsuanfunginssunislddindiduiinsreduanden (1 = 043,
p < 0.01) uonanil MadrisdoyafifaunmAsafuasueuraniuddsdauduiusidauaniy
seaunsuiiaraudila (r = 038, p < 0.01)

6.2 HAN1TIVYLTIAUNN

6.2.1 msfuiuazanudilafsaiuasusunaniud 9nnsdunvalldednuaznsaunun
nqu nuin WnAnwidulngdamudlafiuguiAstuasueunaniud widmnandilaly
Twasden warmsUszgndldludinussdiu fdnanvesindnuaunilen wdinnsususmmius
Aendumsudesiedeunsyan udlifiazdmunvesiuesdils vdevhorlslsthadieansiy’

6.2.2 guassalunisiiriedoya enansduaryrainsvesnmzszyInsvIaunasdeyaiidngs
feuazidlalddmiuindnunduguassaddy o19sdvinunilang1ain isideyauining wsdu
Tngifunwdinguuazroutiadunada iliindnwudidslaen’

6.2.3 WUINNNTELETUNTANANTUBUNANTUA 1 USMITALANBLUEINIAITINITYTUINTG
demiAsatuaiveunaniuidilulundngasmadoumsaou uasdaiansaususidog e og

FUIMsTIumilang 1331 s esidudwnilwesimusssuesns lilduanssasrdings
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6.3 a3UNaN15IY

HaN13398NUI UnAN®IAMEINEIN1TIANTS U Inendefading Aseaunissusiay

rnudlangiuasueurnnsudeylussAuUung1e (X = 3.24, SD = 0.86) Ineflmnuiiiugnuieniv

&

Asusurlansudeg luseauaauY19 widaunsenindsaudAnguenisanasuaunaniusg

a

agluszaugs n1shmszinguuriaunsadunidndnwisendu 3 nquanunginssunislddin
Aertestunisudesfmiounszan liun nquiidanuasenings s1udu 112 au Andufesay
28.00 ngufisiauasgninuiunanss o 180 au Andiudesay 45.00 uagnguitaunszmin
T 108 au Anduesas 27.00 uaﬂmﬂﬂfﬁqwummé’uﬁuﬁ‘lﬁqmﬂﬁwd’]ami%’uﬁuazmmnﬁﬁ"ﬂa
AenduasusurmniudrunginssunsliTiniiduinsdedwandon

Tugunisiinsteya wud dndnwdiulngidifsteyaiedtuasvsunansudcudeday

Y

a

soulaw 91w 272 au Anvdudesay 68.00 vivled 91wy 168 au Andusesay 42.00 uaz
msseunsaeulunnivends $1uiu 140 au Andufeeaz 35.00 eg1dlsfiniu dndnwisiesuing
guassalunsdnfsdoya lnawmgluiumnududouvesdoya 1w 288 au Andudesay 72.00
wazmsuauvasteyaiundedeuazidnladie S1uru 260 au Amdufosas 65.00 nan153deide
A nduduinmsviauna seyafiiindsisuazidlalddwivindnuiduguassadidgylunis
dueunnuiuazanudnlafstun susunaniud
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Abstract

This research aims to analyze the causal influence of perception and satisfaction on the
behavioral intentions and recommendations of Chinese tourists regarding the China-Laos
Railway, while proposing regional cooperation strategies. Employing a quantitative research
approach, data were collected via questionnaires from 386 Chinese tourists in Yunnan Province
aged 18 and above, with the sample size determined according to Cochran's statistical criteria.
Data was analyzed using descriptive statistics and Multiple Regression Analysis. The findings
reveal that in the era of post-COVID-19 tourism recovery, the China-Laos Railway has significantly
restructured the market from “single-point concentration” to “multi-point diffusion”. Vang Vieng
(67.36%) and Luang Prabang (51.81%) have emerged as the most popular destinations. Statistical
hypothesis testing confirms that perception and satisfaction significantly and positively influence
travel intention and recommendations (P < 0.05). Perception exerts the highest influence
on decision-making (ﬁ = 0.189), which aligns with the primary motivator of schedule certainty
(59.84%). However, the study identifies critical structural barriers as significant obstacles:
inadequate language services (52.59%) and inconvenient visa processes (49.48%). Strategic
recommendations focus on integrating ticketing systems, increasing train frequency, and
streamlining border procedures to enhance people-to-people bonds and drive the region
toward a sustainable Pan-Asian Railway network in the future.
Keywords: China-Laos Railway; Chinese tourists; Belt and Road Initiative; Southeast Asian

tourism
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weldusnissalwdu-anafunneld e 173 44.82
IWenzIueandesldnseali laivae 213 55.18
394 386 100.00

winaeldu3ns shuauaseiild 1 p%q 160 41.45
2 s 174 45.08

3 aseduly 52 13.47
394 386 100.00

nsiisalnSu-anvilidengavanedl 19 213 55.18
lipeRansanunnounsel Tafla 173 44.82
394 386 100.00

panlddrenaenenuansy (Meau) 3,000 MeIusseRINg 91 23.57
3,001 - 5,000 #eu 111 28.76

5,001 - 8,000 #&u 82 21.24

8,001 - 12,000 weu 55 14.25

12,001 weauduld a7 12.18

eIty 386 100.00
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anwarssznseansveanguitegvdlng dumens 91uau 195 au Anduesay
50.26 aglungu Y981y 26 - 35 Y 91uau 129 au Andusesar 33.42 dusanisfnuilusziv
auUSayay1 1w 156 Ay Andudesas 40.42 Usznaus Anninauusum 91uiu 160 au Ay
Yowar 41.45 uazisziuneldladodeifouayi 3,001 - 5,000 veru 1w 112 au Andufovas
29.02 lusuuszaunsainsvieaiien wuin nguiegrsaulna/liineidumalusitassime S
297 au Anludesar 60.36 wazdaliaelduinissalniu-a1n wunsldiel@ensTusonidudd
$1uau 213 au Amdudewas 55.18 egdlsfiny msilaldusnisvessalwaeidwadomginssy
ogndaau lagvilinguiegadongannedarenislmifliinefiarsanunneu $1uau 213 au
gedieSonar 55.18 LLazﬁﬁﬂ%ﬂ'WIuﬂﬁLﬁumﬂLaﬁ'wi@ﬂuagjﬁ 3,001 - 5,000 #&7U U 111 AU
AnuSosaz 28.76

AT 2 © SRTIANULNIVANEVRIRAVINEUAEN AT NITURBULUAINGANTTUAUNMIS (0 = 386)

Uszhun15 1Az U (L) $owaz (Percent)

avanglatenieanioy

- Ja383 (@UU. am) 260 67.36
- NAWNTTUN (@UU. an) 200 51.81
- NFYMEYIUAT (Useinelng) 209 54.15
- dmdadeslnl (Uszindlng) 175 45.34

NaN15ILATITINGANSsULazN1sAnauladanldusnig

dwSuemneUanemageniounievdnsdeliuinssalndu-a1n wui dvieaiieaden
WunsluTades 91wy 260 au Andusovas 67.36 Laznaranszune 97uau 200 AU Andy
Yovay 51.81 Tu auy. a1 wnfignuasiilulssmalnetnvesisdulngdengavaneuaeniau
Fandangunn 99w 209 au Aatdusesar 54.15 wazdaniadaslul 9uau 175 au Andy

Soray 45.34 lnpdnadugannaUanenamanilisuanuaulogedn

o

A5 3 JadudrAgynisvswaneviruaftazamuaslalunisdeniduinssalvdu-ann  (h = 386)

nuntady Uszihuddgy - mmuﬂzma‘u JATINIULNWINAY
I (AY)  FeBATNIIANRY

usspelavdn  szezbanAuITLuey 231 24.39 59.84%
AUFSAINTUIUES 216 22.81 55.96%

nswaguassn  Nsdnassialiaenndes 207 26.54 53.63%
Anussalvireutiedn 199 25.51 51.55%

Jaywmdn  nsusmsenun e liiiiesne 203 26.71 52.59%

wlaunedgliazaan 101 25.13 49.48%

o o

YNGR AIINFEAAABY (Goodness-of-Fit Test) YeuaynyuInilea 1Ay NaaaNseAU p<0.001
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[

nan1sinTzidaseddniisviwadaiauafuazaudslaluniadenlduinissalv
u-a1

959 3 usegdlandn e UnvieufiealianudidyiuanuutuouveIaLfiunis s
71U 231 AU Fo8ar 59.84 LAYAIINAYAINAUILEY IIUIU 216 AU Fouay 55.96 diuguasiAuas
Iy (Pain Points) Fasdfnfidrdaysdunisdaassaniuniliaenndes s1uu 207 au Sesay
53.63 puisaselnfinesndsiniuly Sauau 199 Au fewas 51.55 MIusmsaiumwiildiiiesme
$13u 203 au Sovay 52.59 waznsvulumitdiliazainuirfians i 101 au Sesay 49.48

6.2 HANIINAFIULUUINADIAMUFURUSITlATIaT1vasdademungulaiauny (TPB)
wazauianelafidswanannudslaangAnssuvasinvisafisaviadulunisidusnissal
u-a1

a d'

TunsneaeuAMURLUEIVBLUUIIADY ;3"’3%’81(51’9??Luumimaaaaum’mmmmw‘fmimaa%”m

v

(Construct Validity) A28n1531A518 %A UsEN0ULT 98T Y (Confirmatory Factor Analysis: CFA)
= o v a & a A o W a Y ! Y ° A oy X
FavimiriiduaissdodAglunsussiiunuaonnd 095y 19IATIAS 1NLUUT a0 AT 19T AL
v Y a [ cd & Y a A Y (Y | LY v a oy (Y]

nouiudeyalsusedndiinuniunulaate ieduduidmuuswlusagiaunsaindaidenisin
Ippgegndeauiugn neuasthlUirseinnuduiusidamglutunoudall

1) dRALTINITUUIVDIAINUITHAZNITNATIUAMNL YUY

AU INe NS 4 17 denadesendng 3.347 - 3.490 FeagluszauUiunansdoudiags
avvieoufvimuaRigeuInseUszaunisainisldsalndu-an laedifin1s3us (Perception) dAadegsan
71 3.490 uazilanuAnivdenndeiuuniign (S. D. = 0.837) uanadsnmandauiniidaau Tuvae
ndanudelalunisiiunig (Travel Intention) dAaf eaNgai 3.347 uagilanuuususiu
sieuAnadan (S. D. = 1.079) agvouisnnudualunisdndulafunieass 1ed Arnnuduag
Aulagvestoyaduduinlinisuanuasiuuund wonaniuan1sdnyinuin salniu-a1ila
JSuldgulaseasnanisvewetgn1snszaneduuunyaa (Multi-point Diffusion) lagil{aies
AnluSosaz 67.36 wazvarmszun Andudesas 51.81 Jugemueeeniion Finnssuiiidnsnase
AusslaRuniggean (8 = 0.189, p < 0.05) @onadeanuusigalaniuauwiuourewIal Andy
$owaz 59.84 agalsiniu wugUassad1daiunie Sevas 52.59 wazuleuieddn Sesas 49.48
nslasunisysanmssely

° o A o A A av v Y} a So y

dwmsunmedeuaULiinliureAInleldenedulssdnsoanivesnseuuia (Cronbach’s
Alpha) 3nNEXRI0EM 386 YA WU HATUNNTIYINTU 0.906 Uars18dFABgTENINe 0.809 - 0.900

=

ANUALAAUNIS = 0.809 AMTanela = 0.866 N13TUS = 0.900 Uagn 1suuztide = 0.833 Tagq

a A v ! ¥ =

NINNUININTFIY 0.70 Nndd Buduinteyalinuundedeiiiganadmiunisinseiluseaug

Y

wazlun1sAszviesAUsznoulegudu (Confirmatory Factor Analysis: CFA) Tun1snadaual1u

LUV UUTIaeY {IT8laR1Tun1INTIE@0UAIINLT 8In s TalATIas1e (Construct Validity)
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a & o o

Faviniiduasaalled 1A lun1sUs el umnuasnmAa 99se Il ASIAS 19 UUINADINAS 19T UAY

o

nouiiudeyalsuszdndfinusiusulaass Weduduindudsuiausazfmauisaindeifosnisin

Y

lpE19gnAednauNTIATIENBNSNALTIEWN

G]']i’]ﬂ‘ﬁl 4 ﬂaaL%Q‘WiimuqLLﬁ%Nﬁﬂ?iﬂ(ﬂﬁ@Uﬂ’J"lﬂJL%aﬁu‘UaﬂﬁfJLLUiL%Qa(ﬂfJ‘V]BW (n = 386)
AauUsuan Aade drudsauunnnsgy duuszdvasavih
(Variables) x) (S.D) (Cronbach’s Alpha)

ns¥ug 3.490 0.837 0.900
AMuanela 3.483 0.942 0.866
nsuuziise 3.424 0.958 0.833
muAslaiume 3.347 1.079 0.809

2) N15ATILBIAUTENBULTIBUTU (CFA Results)
2.1 ANUBenTABelAsead1e (Construct Validity) nsnsiaaauaiiieansadelasaasns

YOILUUTNADINITIVUAIUNITILATIEB9AUTENBULTIEUEU (Confirmatory Factor Analysis: CFA)

[

LfJ‘Lm’]iﬂi%Lﬁuﬂ’J’]@Jﬂ@ﬂﬂﬁ@ﬁisz’NLLUUf\f’IaQQﬁ'USfJ/EIZ;IJaL%Q‘Uizf\q]}ﬂ‘t‘l TAgNIITUINA VLT T

[y v LY

3 Ysulan b Avilinseduanuaenndesduysal AvilinssruainuaenndonlSeuiieu wagaudl

[ [y

ASTAUMLEDNAGDLTIUTEUER

AN 5 AITILARIRTRINTLAUAINUADAARDIUDILULAA

Uszanaadl Fodwil InaiAMUENAGDY NANISNARBY  NI1SHANSU

AU TEAUTIAIUADAAR DY GFI > 0.90 0.931 YoUSU
fuysal AGFI > 0.90 0.912 ML
RMSEA < 0.06 0.045 RHET

frtlinTeAurDInILADnARDY NFI > 0.90 0.921 YousU
Wisuiieu IF| > 0.90 0.964 YousU
CFI > 0.90 0.964 JREERY

RFI > 0.90 0.909 RHET

lINTEAUANADAARBNTY  CMIN/Cf < 3.00 1.780 YousU
Usenda PGFI > 0.50 0.727 gausU

[y [

~ Y] Y . . U a1 g ¢ A o v
yilinszAumuaenaged (Fit Indices) ndfiandulusunamininsgiunivun wandli

3 1 14 o a ¢ s a A (% = 14 v Y a
Windnlassas1swuudnaeslun1simsgviesalsenoulded uduy (CFA) HANUEFDANABINUVBDU ALY

¥

Uszandluseauiday deualidiuusne 4 62 lown anuaalalunisiiunie anunawela n1ssus

&

wagnisuuzdidedauiiemsngalasiasne (Construct Validity) egluinaeid wagaunsaldidu
g eiedmiunsAnwideluduneudaly wu nsieseinalni@a@nsna uazns

LEUBLUENAYNENI T



145

2.2 ANUIBIATITSAN (Convergent Validity) AuLEmsusanlddmsunsiagauay

LY (Y s VY

donndesn1sly waganuduiusvestaiaiuaie o nuldnusiiansaiu Tnglun1sinsien
afaildUsndunudsddTa 3 @ ldun Adminesdussnauninsgu (Standardized Factor
Loading) AadsanuwUsusiuiiatald (Average Variance Extracted: AVE) warAIAU B uLUY
524 (Composite Reliability: CR) agslsfinny auniif3dodndendedaiudignsinses
peRUsznaudeBudu (CFA) s 20 Fafanu 91nenun 38 40 1iasanludunounisasivden
anuniad osfloidosiunagnsinsiossUsznouidediag (EFA) §3deulddndunsdansos

1%
¥ o I [ v (3

Fofa1u (tem Screening) tnedadasauiifidimiinesduszneu (Factor Loading) sninuneas
1AsgIL 0.70 videdidnuarnsind dounariisaunanniougieen dWelilduuuiiassdidanny
nszdu (Parsimonious Model) wagilmnailsansaidslaseasna (Construct Validity) gean edawalyt
AEDA AVE wag CR Y09nsuwusiunaeininsgiu wasihikuuiassdianuaenndasiudeyaid

Uszdnwluseauiboununusnglumsed 6

A9 6 AITILARIANATEAIULNBINTILTNEN (Convergent Validity Analysis)

Aauusuele dafnny AniwitinesdusznauuInsgIu AVE CR
anunslalunsiiums U9 10 0.818 0.680 0.809
(Travel Intention) 49 13 0.831
AMUNIND 1R U9 16 0.743 0.566 0.867
(Satisfaction) U9 17 0.754

U9 18 0.740

U9 19 0.719

U9 20 0.803
ns3us U8 22 0.734 0.502 0.900
(Perception) 4o 24 0.697

U9 25 0.691

U9 26 0.748

U9 27 0.694

U9 28 0.729

U9 29 0.737

U9 30 0.642

U9 34 0.695
AsuUzUIAe 49 35 0.745 0.555 0.833
(Recommendation) 48 36 0.742

U9 37 0.724

99 38 0.768
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MNNANITIATIZY Nudh endmiinesduszneuamsg L (Standardized Loading) Aniads
AnuuUsUTWTiadald (AVE) uazAraadesiuluusiy (CR) yosdauUswilannda druduluniu
NOUTNATEIUTBININARBUANNIA BT T9EN (Convergent Validity) @auanslififiuindadian
Adlunsinfudsudais 4 # 1w enuddalumadiums arufimela mssud wasnisuuzahse
fnnugiuazanuaenadesmeluiimien denalianudsmsadedneglussduiiiuinmue
LaraINIaTUAYUNTIRTIERLUUT R sasUkan1ideluduneuselU L

2.3 Anusfieansadesauwun (Discriminant Validity)

ALY 89A T TITILUN LT AN NTUNTIEBUAINUDATEA DN UVDIA ILUT ST hANH 197U

77
€ v A

Tnglun193tATEARTItlYNUINITHANTUIAD ANTINTI@DIUDY AVE 909Uty ¢ azAasian

£ v v 6

1nnIANENUTEAnsanduNusILUULe$AU (Pearson Correlation) s¥indauusuuiudlsou 9

ANSN 7 WAAIAILNLIATHTIDILUN ANERFUNUS LU U SAULALANSINNEDIVD9 AVE

Aauds AuRSlaLALTG AUNInala ns3u3 nsuuzieie
anuAslatBiumg 0.825
auanala 0.250 0.752
ns3us 0.249 0.448 0.708
NIUsUNGe 0.278 0.458 0.425 0.745

e Favs v luuuInuesyu Ae A3INTIaesed AVE (Square Root of AVE) fauysiiu g

a0

NHANTILATIEA NUI AN3Indiaea AVE (Square Root of AVE) wasiausurenndaden
innnIAdusyavE anduiuduuuiledu (Pearson Correlation) svrinasauustiuiudauysusedy 9
Fauanslidiuinfulsudate 4 dalunmsinuiisended taun anuddalumsitiums anafonels
M33u3 uaznsuuzihsedimnundudaserefulusefuiidon nansmaaeuauiismsadesiuun
(Discriminant Validity) 3afiodnsnunasisnasgiuetsauysal wazduduldiveuivaveadanldlu
ns¥asususasidudmudmausasuenssnaniueghaduenne

6.3 wami'“sLﬂsﬁzﬁﬁ‘w%waﬂ'awaﬂuaams%’ufjs’mmﬁawa’taﬁﬁ@iamqué‘iy'a’[,ﬂuﬂ'mﬁuma
HAZAITUUZUNAD

WEINATIERUANITIBImsadalaseadns (Construct Validity) fhenisiesizsiesiuseneou
g UG (CFA) U {780 UdnsNalisavnnunsaungu nAnssun1uuny (TPB) lagly
N153ATIEYINTITARnREN A (Multiple Regression Analysis) Wedszfiumnuduiusuazsiuia
N3NNIV INUINITTU hazAUNanela Afisennnusddaiiunaznisuuzdineves

Unviaae1v UG IWTeLATII (1 = 386) Aauandlunisned 8
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31971 8 mﬁwmamf‘;Lﬂiwﬁmiamaswmm (Multiple Regression Analysis) (n = 386)
faudsnensal B S.E. B (Beta) t p-value (Sig.)
(AnAsii) 1.825 0.214 - 8.528 0.000
mi%‘ui (Perception) 0.245 0.065 0.189* 3.769 0.000
Auawela (Satisfaction) 0.198 0.058 0.172* 3.414 0.001

R=0.312, R2=0.097, Adjusted R2=0.093, F=20.645, p<0.05 (nan13fuiniandeyass)

a a

nrsudanatdean i (Statistical Interpretation) 3NANANITILATIEALUAITIN 8 WU

% s

LUUT1809ANUFURUSLTILATIAT1AIUNTOUNGUANOANTTUAINLAY (TPB) a13nsaneInIalniy

a A

aslalumsiiunsvesdnvisafisrsidulded nivuddgmnieeadna Ao (f = 20.645, P < 0.05) lage
duuszansnsindula (R?) egil 0.097 wansindudsnissuiuasaufianslasiuiueiuieniy
wUsUswasaustlumsiiumslanndudosas 9.70

NTUTTUNEBINIWAVDINAAZALUT (Path Significance) tafa15audvsnasieUady wuin

a a 1

N353 (Perception) idnwaidsuansaenuaslalunisiiunisuindige (S = 0.189, p < 0.05)

(% '
U s

aonAdasfuALadunsTUiiigsiianlunanisdne (X = 3.490) nadnsiazviouinnsiithviouiien
FustaUsedninmuessalil laganizaiu AnukueuvesszazIaiune Andusosay 59.84
wazauazaInaute Anvdudesas 55.96 \ufwusddyiidmanonisindulanndouiaide
nzYusanidedld lurnefl aruRawela (Satisfaction) fidvdnaidaandeainudslalunisiduma
Wity (B = 0.172, P < 0.05) Buduienuidnidsunannsidsuuimaduussgdafiaou
ausdlalinanefungfinssumsiiuneae

nsasUNaduNAgIU (Hypothesis Summary)

nan1svedeuaNNfgIuiusuin aunfgnunnsidens 3 feldsunisatuayuiavua Taed
swandundel auufgunisifed 1 1§funiseeutu Tnenudn n133u§ (Perception) WRgndusalu

N o

Ju-aniiBnsnadsuindennuasialunisiiumanideueiony Jusenidesliainanae1aiied Ay

n19ad@ (f =0.189, P < 0.05) 5&69%5@&%LLiq@Jaiwé’ﬂé’mmmLLu'uauﬁuaqnmw’?umq
fdnvieadienliruddngeanisfosas 59.84 Usznissionn anufgiunisided 2 ldunseensu
Tnsauiawala (Satisfaction) 5 nSnaidsuanseanud slalunisfunisuasnisuugiiee
(B =0.172, p < 0.05) §u§]’ud’1mm§§ﬂL%ﬂmfmﬂﬂ'ﬁlﬁ%’w‘%ﬂ’ﬁﬁﬂmmgﬂ%ﬁLﬂ?{ﬂuv"’n’méjﬁﬂﬁ
naneLdungAngsNase LLazamﬁgmmﬁ%’aﬁ 3 lé’%msaau%’umumaﬂ']ﬁlmwsﬁwqaﬂsim%qﬁuﬁ
enu Vsrdvinmedassainsiugudmalidvinadeiuidsunnmanszandalugaiiealug
AsnsEaneFILuUNYA (Multi-point Diffusion) Taetinvieudisndeniumsludeiades Anduioas

67.36 uasnannszuindusesay 51.81 uganunesendeulnivenmilonnidiomans
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Tnenmsamidunmsfigadliifiuinssuiumsdadulavesinvieaiissvniugniuindeuse
Ua9813930 TN 11NN TBUNY Y WY ANTTUAINLNY (TPB) 11nnI1T978a1us1A e 98 191he)
Tumandufiu widvswalauangiaudaau wimdudetuunnsgi (S.0. = 1.079) lufiiay
Feladumafigefign Slkuindinadnguinvieadsriifiannudua Jsaenndostutiguiises
MsdnassanAuneiiliaonndes fovar 53.63 uaznsruIumsidifliazein fesay 49.48
fuiuguassaddnlunisinunsdviwadenmaildlitaulugnginssunaiunsaiddosn
WAudnenw

6.4 WuMIANTTTRA UM T sEMI1eTY #UU. a1n uazgiinialelensiusen
B9l wisoonidu 4 wuamadell

1) Mssnszdulassadiefiugiuuazuinisszuuse Wesesiunisvenedvesinvioudien
M5IENIINNTYsANNsTEUUT s lnsansseninsemaliiduinesguien mugiunisdn
msanaAusadumsuwaulaenndostuiieannansensy wazfidrfyAensimuinisdouse
“Alatunsgaving” (Last-mile Connection) 91naaniisalugunawisuiisluiiesseseiataieos
LaEVMINIEUS Wieatuayunsnszaemiuunyanogsiiusdnsam

2) nMssrudeAMuazaINdIunstawsaway andgmanaliazmndiuiiinugeds
foway 49.48 niin1amssmdnduulevieigdiinnseiind (e-Visa) wazfiansauwwinig “Single
Visa” dwidunguustimaguiinlog iieliinvioandonfumadenlomaeussmeldlunivifen s
WszuuganInsfdviatasnsnsvaududosuuuilaadagaiien (Single-window Clearance) unld
Jioandunoudidou u 9aruuau Taiausiaoniuiy Zhang et al. (2021) Asvyilouionis
Fansenudesiinalasnsaieninud esfuvesilnsans nmsanaududouresnszuIunTia
nsuuaLdstisanamdalumsindulaiiunmsesinvieniienvnduld

3) nMsdeansuaznIsAaIAsNsziugiinie esnguUassasunwidulymsutunis
Andudesaz 52.59 wuanadly fie nseusuiinveateduliyrainsauniwaznsldmalulad
wanwaavialuituiiaand drunsmaiamsdaasunaundynelduusuisan “Mekong Tourism”
iioasrsnisiuilusefuanauasisgainvioniisrvnduliaunmadouseain avd. a1 Whglne
wazondeu dutemAdTaet1 WeChat uaz TikTok wwannsiidenndosiusienuaes Dragon
Trail International (2025) fiszyantinyieniisasnniugeludfesay 94 dounvstiuuszaunisal
ooulatl mslidesmaiiinvieadieanduilfueesiadunagmsidindanguidwangldosaiusavsam

4) nflsl,%auiméiﬂswha Pan-Asian Railway wagn1swaundigedu lussezenanusuile
s¥wiNe3u aUl. a1 warlnemnjsuszauaudidniedenlesetnlisesdeglassnssalnae
WWU-LaLTe (Pan-Asian Railway) Uuiﬂﬂgwuﬁummmé’mﬁué@qﬁuﬁquwygﬁ@ (Multi-dimensional
Connectivity) filsiegiisnanzluiiemans urafssudoansughafinsraeneldgyuauiosiu

o
o

AABALUAAUNI WAuanuEinIAIINTNITLGAUINaENSAENTIUNTIDL NNy
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7. @Unan133deuaraiusng (Conclusion and Discussion)
7.1 a5Unan133de n1sdnwnideisesladendwadenginssuuaznisanduladenlduinig

solnFu-anvestinvieaiisavndu (n = 386) lugansiuimasaaunisal COVID-19 awnsaasuxa

[
Y A

muinguszaAnTidelanadl

1) nan1snAsaUBNSwaLGamg (Taguszasddeil 1 uag 2) :Inmsieszinisannoy
WA (Multiple Regression) WU11 WUUTIABIYIUINITANUNTOUN W NOANTIUAUUKY (TPB)
uageufisnelagnén ansnsanensaieuddlalunnfumdldesnsditfoddymeadia (R2= 0.097,
F = 20.645, p < 0.05) lngran1snadevauufgiuiifadeluil

sunfgudl 1 (H) lF¥unsaduayulaenissud (Perception) f3ndnaidauindeniusila
Tunsiiunisasan (B = 0.189, p < 0.05) agviouinndnualvarUszansnmvesszuusadutlade

@ o A

Anaulanidfgyign

a a

duuAgIun 2 (H,) lesunisadvayulpeanuiienela (Satisfaction) T8n5naLauandeniny
Adladunisaznskugdee (B = 0.172, p < 0.05) GuduirUszaunisainisldusnisidaanin

Duusagalaliifanginssunisuensie

a a

2) NANFIATINBNTNALBINUNKASNITUABULUAINGANTIY (FUNRFIUN 3) Han15IdY
LY a v caa LY U a a aa 1 a dy d‘ .

WUMANFIUTIUTEInERSuduniseausuauudgIun 3 (H,) lulifivesnisveneandaniui (Spatial
Value) IngUssd@nsninvessalniivivanssesnianuatanudasuszuia 10 $alue denaln
Unvisaiienfndudosay 55.18 @anganuneUarensniilineiansanuneuinnisusuilasu
lassaemannain “nisnseandilugaden” Tg “nsnsgatediuunyan (Multi-point Diffusion)”
agetaay lneflfadseAndusovas 67.36 uaznarmszusAnluiovay 51.81 1uganunseen
TNgeEALNUNINTEANAUNE LU UATAAIS

3) wuINNANNTUTIRIUNMTBUNETEAUNINTA (TnqUuszasAdan 3) uniTeuainnis

'
1 ]

0 v a 1 & A £ < a 1 [ [ =
W@QLV]EJ']LLUUW‘I/}QWUIVTLVU'N Wu‘VlEJquﬁﬁ’]ﬁWﬂULﬁUVl'NiﬂlWﬂ?qﬂJLﬁ'ﬂi:jﬂli/lﬂ-ﬁ]u LYY AWHINUATINTEUN

a I $%

AnluSosaz 54.15 uazdmindednifndudosas 45.34 Mlonagslunissessugrutinviendieniu

Ya v = a

Naeansifunavisunedlnd q {3783 0aualugiuININTITNNIUNITYININITTEFUUIE

Y

N1388a1501913U kagnN138NIEAUAIgILIEANAEAINANENTT iTevIngUaTTalialaseasng
(Pain Points) uazduindaugiiniaglasaienuunataIsLn-1owle (Pan-Asian Railway) 9198381
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Abstract

This research aimed to study the satisfaction of logistics services affecting the import
customs clearance procedures of customs brokers at Khlong Toei Port, Bangkok. The sample
group for this research consisted of 400 cargo release officers from various companies working
at Khlong Toei Port, Bangkok. A questionnaire was used to collect data. Data analysis was
performed by finding frequency, percentage, mean, and standard deviation. The hypothesis
was tested with simple Pearson’s Product-Moment Correlation Coefficient. The results of the
study showed that the opinions of logistics factors on overall customer service quality were
at a good level with an average of 4.10. The hypothesis was tested with P-value. The Pearson’s
Product-Moment Correlation Coefficient showed that the P-value of 3 logistics service quality
dimensions was less than 0.05, namely, service tangibility, responsiveness to service recipients,
and trustworthiness to service recipients. This means that the null hypothesis Hy is rejected
and the secondary hypothesis Hy is accepted. This indicates that the three logistics service
quality dimensions are statistically significantly related to the import customs procedures of
customs brokers at Khlong Toei Port, Bangkok. Furthermore, it can be applied to enhance the
competitiveness of organizations by focusing on improving the reliability of services through
accuracy and timeliness, as well as developing trust among service recipients to increase
confidence and create a sustainable competitive advantage.

Keywords: service quality; logistics factors; customs clearance; Khlong Toei Port

1. umi1 (Introduction)

TutagUumsutsduluniagsiafiauguusanndu dwalinnosdnssidudoaseimun
dnenmilufusng 9 ilennuegseauasmsaiiamals Taslamzlussialadainduasfunuoonvos
(Customs Broker) #iinsutstuganazdesusuiliviufumaluladaiolmif oifisdszansam
TumsfrseninaUsena dannsdnszninssemeaduidunalndifyuosasugialng lnglanzdiu
nsdseonuartinidud ednsidriunumddylunisativayunsndnniglulssma Tnedes
orfeTngRunninsysunaludadautigs MelAudilnedudwan Tiun thiuiv infesdng difus
uazune99slin Wudu ieiasuaiedannuamsolunsudstusasndndulivssimalne 1du
AUENA1NNTATeITY Sudwmunsawtitulussduginauassedulanlaegedusednsninnis
faunszuunsvudwiailematssuiuy (Multimodal Transport) Ssflanudndigyegneds Taeiluns
suua'QﬁwammugﬂLLUUmwuﬁa&i’jﬂLm'amgﬂLLUUSﬁuIUmaWﬁmmﬁmﬁm (Muangnuae, 2013)
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2. ngUseasAn1s3de (Objective)
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3. NITNUNAUITIUNTIU (Literature Review)
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Y v o a & a 3 a 1 aa = v
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$1u7u 316 518 wamsAnuTlFTui m3dafuesdauiiarnistheudluiuldesnadususssy
Jutladendniivrefinlseavsnauazdszansnmlunszuiunsmsnaning gadedaausuuzls
anagshalianudfyiunisdufinuszaunisalianizyesesdnsuaznnsinwiyaainsgidavy
diearennuliuseulumsdniuny

Sommana (2021) AnwiAuAniiureslssruuienunwnsliuinisveadmihiiaaning
duvinmsaaningd 1 dfnaumamasvinGeunasats wuin TuyuueweadFuuinig 400 AU AN
msusnstuninsaii 5 éu ddnadseglusedufinn Ineidssddunuddynuesdussnou Téun
FugUsssuvesnisuinig dumndefield wazdiunisnovaussmiudidy uenainiinans
WiguisuideaiAszydn dudsiuqudnvuzdiuyana laun seiuns@nw swldiede
Uszaumsaflumsnse uazUssimvesilduing Wutladvddnyivilisyduaundiusonanm
nslusnIsiiauLanaNAueElitedAgy (p < 0.05)

[ [

INNTNUNIUITIUNTTUNUT MuITeawlnglvanuddyduamninnisuinng

o

v |

UsgdnSamnisanduiiinisaaning wardnen1neesuaaiIng dea udananeaninuianels
wagUszaniamlunisliuinis lnsanizuuifn SERVQUAL 484 Parasuraman et al. (1988)
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fignanlfidunseulunisusziuqauainuinsedrsunsnane egrslsaniy Smutosinaves
mMsfnufsaunnudiiusseninnunmnsliuinsladaindiumsiauisnisaaninsiiigh
voafaunusenvasluiiuiivindonasuns nummamues fafu nuifedIejufududeridingn
iioatrsesdmnuiiamsntluuszondldlunmsfmuinauninnisuinisuasiiayssavsnwnis
AduuiuganInssialy

3.5 NsaULUIAAIUNTITY

v

338 laduuIAnves Parasuraman et al. (1985) unltlunisesnuuunseuuuiAnlun1side
Wosnndauaenndeiuanuiianelazesnuninnistiusnisialaindiidanasnanisvinanuisnis

AannsuIivesilnueanvedlusenaanny NTUMNINILAT fkanslunmi 2

Uadgduynna
1. LW
2. 91
3. @0UNN
4. 5zAUNISANYI
5 seldndunaney Anuianelavasnunmnsiusnig
Ia%aaﬂéﬁﬁwammiv‘hmuﬁ%mﬁﬂammﬂwL%’WGUEN
Uadeladafinddusnisgndn ALNUeENUBIlUNISARBIAY NTINNUNIUAT

v I3 a
1 auAudugusssuueusnis
2. muanudeiabingdala
3. PUNTADUANBIRBETUUINIS

4. smumslimnudesusegFuuing

5. funszanuastdTlagsuuinig

q' a a o
AT 2 NTOULUIARIUNNTITY

{37 : Parasuraman et al. (1985)

4. 735115238 (Research Methodology)

¥ X

MI3eATetlduns39810aU3una (Quantitative Research) iivefinwiauiienalazasnaunin
nsbivsnisladafnddmanenisvinauisnisaaninsiidivesdunueanvasluvisonaaune

nysmnumuasiaglduuuaauay (Questionnaire) Wupsasdalunisiiudeya vinsiesizideya

o

meisnsmeadd Ingldlusunsudiiagunemeuiiomes dmsudszynsimhunldlun1sideasal

Ae NENNINUATIIERLAUAIBIUTENA 9 NUIVNNUNTINTEARBIAY NTUNNUVIUAT LavNgy

va v

fegnntldluniduasiilaingnsves Yamane (1967) luwnngueaega 383 faeg1a 3937

Y
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i sfruasuiavesngufieg1adiuau 400 au iedesiutefawaislunisneunuuasuniy
wagldnsgudiegawuudie (Simple Random Sampling)
4.1 w3asiieillunside
middvatuilfiedesflouvvasunulunafvivsudeyalasadrsiuannisinyienans

[ o =] [

MAVINTHasNITenneIdes Inemauiianuaseuaguidonuas ingUssasnvansiing §3dy

v a

Il uUae U ENRRBNNTIANIAITINIY 3 YU WenTIRaauAUTIEwmSudelon Tngldrdudl

ANARAADITENINNTaAANAUINgUIEasA (Index of Item Objective Congruence: 10C) &iifn

I0C 9g5¥1314 0.67 - 1.00 UansdtarnuilaugenndoiuingUszasdvean1side a1ntui

= v

wuvasunwlunaaedld funquieeafifdnuarlndifssiuuszeing S1uru 30 au iilenaaou
anudeiiuvenaiesdle lneldaduuszanswoanivasnsouunna (Cronbach’s Alpha Coefficient)
IdArAmd esiuindu 0.89 dafioduvvasuauiinuidesusglussivinazannsahluldifu
svsdoyansald $1uau 3 meu dall

poudl 1 wuasunaieiudeyaviluesireunuuasunu T6uA e ey antuniw sedy
msfnw wagseldidoreiieu S 5 1

peudl 2 wwuaeuanufeafuanuAaiulufansaladadndiuanuiielavosnunin
msliuinisladafndidsaasiomaihnuiSnsganinsidvesiunusenvesluviniFenasuns
nsaymamuas Tnsurazdemauisyfuanudniu 5 sedu ldun unfian un Yrunans e
tfosfian inasirvunszdunuAniununmnsliuinsagldiinsiavirunfuuudiAde (Likert's
scale) 91U 25 U8

poufl 3 nansvareUANLRgY TiTeatutasldaifideeynu Tiun duussAnanduius
WUUBE1998 WIBLUULIESAU (Pearson’s Product-Moment Correlation Coefficient) LSﬁwmﬂszqﬂﬂ%
ienadeuaNuAgiu uazazUfiasaunignuvdnideidofien Sig foundn 0.05 Gevneisnunmn
ST 5 Fu liidssaenmmhanuvesiisnsaaninsidhdananiisssuanudesiu 95%

Hy: Pearson Correlation Coefficient = 0 (lalflanuduiusidadu) aunmusnistadannd
Lufianuduiusroduvein1siauisnisaaninsdndivesiiunueanvesluyiiiienas iy
nywmnEuAsegalitdAny

H, : Pearson Correlation Coefficient = 0 (Aaudunusidaudu) auamuinisiadannd
fanudunussenu Y3n1svuNsn1sAanInsind1vesiunusanvasluvinianasineg
nywmnEuAsegalitedAny

4.2 M3nszidaya

sAfsatuilldtinsUssgndldaffdamssann (Descriptive Statistics) lun1sinsgvideya
Tde1¥ouay (Percentage) wazAnIud (Frequency) vasdeyariluvesinounuvasuay uagld

Anady (Mean: ¥) wazd ULl oauuNIngIU (Standard Deviation: S.D.) Y8452AUAINUA ALY
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funansznuresmslituinsladafndannguminiunniavdesduduesudsndng 4 ievily

WpTIeadRenNIU (Inferential Statistics) dniufinwirnuAniuLazNAdeUaNLAgIU (Hypothesis

Testing) MMUKANTENUYDINTIIUINTIaTaRNdNNguNTnUnTIIUdosFUAITaIUTENEIT 9 A

mMnTeidulsyandanduiusuuudiiesdu (Pearson’s Product-Moment Correlation Coefficient)
4.3 nsiusIuTtoys

va o

nuAdeatuillduvvaeunuduesoelunsiiusiusiudeya §Idelavinisimunauie

Y

YDINGUFHIBET 911U 400 AU Ingrdliunisiiusiusiudeya il

1) f3devonnusmiionnnguninnunsiavassdudvesuieneng 4 Auvhnudiviabe
Aasawe nyunnamuas Wungudneusuuasuniulagldnisduiiegiawuudie (Simple Random
Sampling) 9713 400 AY

2) Mswankuuaeua1l wuvdeunuazilugunuueesulal Google Form waginlulinau
wuvasuaufinuBuiidisslunsneunuuasuam szezalumIneuLUUAsUALUTEINA
15 Wil fsaumeunvuasuninazdug nadudunisdawuuaeuniudignuied wagyiin1siiy

LuUdeURNIN IR IEiteyaneadia

5. Wan15338 (Research Finding)
a ¢ v av v 44' = = Y a
"\]’]ﬂﬂ']i’JLﬂi’]g‘ﬁsﬂaﬂﬂami@ﬁ]qﬂLLUUﬁ@‘Uﬂquiaﬂ miﬁﬂw’lmmwwaﬂ[ﬁ]Qmmwmﬂuum’]i

ladafndfdwasonnusniilunmsaiiuisnisganinsiudivesiunuesnvasluinsenasany

(%

D

NIUNNEMIUAT @ansaagunan1sIdelana
5.1 nan1sAasendeyaniluvesgnaunuugauniy
ToyaN I UV MU UUADUNIN TILUNRILLNA B1E FDIUAIN FEAUNITANYY wazsela

\ndgrafieu nquAileg19FTUUINISINBULUUABUNY $119U 400 AU LAAIAINITINN 2

M5 2 A1 Fewar Teyamiluvesnauwuugeuny

fauds 11U (AL) fowaz
LN YY 324 81.00
VAN 76 19.00
39 400 100.00
21 Weuni1 20 U 0 0.00
20 -30 U 92 23.00
31-40 1 90 22.50
41 -50 U 132 33.00
111N 51 U 86 21.50

33 400 100.00
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fauds U (AL) foway
#0TUNN Tan 96 24.00
ANId 304 76.00
39U 400 100.00
STAUATANY mnfseu@nwneulans 5 1.25
HoeuAnwInoUUANENIDABULYN 134 33.50
Usemafehsindndugs 65 16.25
YTy nanseLiieuin 196 49.00
ganinUSeyeyn3 0 0.00
994 400 100.00
seldiadedaion  #nd 5,000 v 0 0.00
JEWIN 5,001 - 10,000 um 26 6.50
381379 10,001 = 20,000 U 113 28.20
FEWIN 20,001 - 30,000 um 183 45.80
111177 30,000 UMW 78 19.50
39U 400 100.00

1nA15199 2 wudh feeunvvasuaadumevies S1uiu 324 au Andudesas 81.00
wazsumendgs 9w 76 au Anludesaz 19.00 sueny dndugiesiiongsening 41 - 50 U §1uau
132 au Andusosaz 33.00 s9389U0A0 91853WIN9 20 - 30 U 97uau 92 Au Anduiewas 23.00
91g52ine 31 - 40 U $1u3u 90 au Anludesay 22.50 wazengunndi 51 U §1uiu 86 au Andu
$oway 21.50 aruanrunin drulvgdanruninausa 91U 304 Ay Asduseuay 76.00
wazanuanlan 1w 96 Au Antlusesas 24.00 aunsAnel dauluaiiiseAunis@nwusaan
ASnS oUW 91uau 196 AU Andusesay 49.00 sesasnAe sEAuUNsauANYIROUUA BN
Wiguwin 31uau 134 au Anvdusosas 33.50 izﬁUUizﬂﬁﬂﬁﬂﬁ@ﬁ%%W%ﬂ@ﬂ 1w 65 au Ay
Yovay 16.25 wavseAusiniiseufnwineutats s 5 au Andudesas 1.25 wavduseld
wasdawiou diulngiiseldadsseifausening 20,001 - 30,000 UM F1uIU 183 Ay Andy
Louay 45.80 S09aunfe TuUlRasselausEnIng 10,001 — 20,000 UM $1wu 113 au Ay
fouay 28.20 1eldndudeaiiouninnin 30,000 um Sy 78 Au Anduderar 19.50 wavseld
\AesaiousEing 5,001 — 10,000 UM F1uu 26 au Andudesaz 6.50

a

5.2 NadAszinsAneaunana lasnmnsiuinsladafndndenananisinaung
nsAanInsid1vesitunueanvadluYinizanasng NTUNNINIUAT

msfnweEianelanunmmsiivsnisladafndidwasansinuisnisaaninsdiiives

dunueenvedluinienauny njammunues wustu 5 a1 ldun duenudugusssuvenuinig
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AuANUetaliNglald munisnevauswiadSuuing sumsiienugeiusegsuuims waveu

N1339NUast i lAETUUINIG KARIRINITIN 3

A157 3 Aade d@lenuuinsgIu wagseiumIuAnviuson1sfineaufisnelanuninns
uinisladadndiidawasion1siauisnisaaninsiidivesdiiunueanvodluiige

AABIAY NIANNUATUAT

AMAIWNSTAUINS AzuUULRAY S.D. LAY
sundususssuvesuinis a.14 0.18 i
sumnudediolindlale 4.31 0.05 AN
AUNIADUAUBIHORFUUTNS 4.02 0.15 g
shumslinnudesiuseduuims 3.97 0.06 @
suns3dnuazidilagsuuinis 4.04 0.09 A

NaAade 4.10 0.10 ﬁ

HANTIATIYINSANIANLsnelanunmnsIuinsladaindfidaadon1sinauisng

AANINSUNTIVDIEIUVUEDNTBILUYI T BADNAY NTIUVINUWIUAT INANTIA 3 WU AIUAALTIU

a A N

UadeladafindaunnnimuinisgnAlaesideglusydud daade 4.10 Weninnsanagladeasy il
auanudugusssnresusnig wui vinsiliiundnanuesvaesduivesuisnan ¢
A1U130AINALUAMNINUINITLATALAY LW a@n1uAniiu3N1sNEn1581uI8ANaEAIN LASBID

¢ Y a Y a 1% v o ¢ 5
gunsalf ldlunsliuinsanvauryadnvesidininiidaninsnaenaugunsaii ldlunisdeans

v a a

¥ = a < ' a A
AnBULUUABUANEANARLTIUSEAUR A aden 4.14

auanueialINddals wud Wmthiganinsianuaunsatunsuiaenu vilandnenu
nsrUdesdud1veausenag o arnuidnindunfiddnisliuinisianugndes iieens
v = a < v A a a A
AnaukUUABUAUEANARILTEAUANIN dAnadfen 4.31

ATUNITABUAUBIRBRSUUINIS WU W mthfidaninslienunseuuasiiulaniagliuinig

Y]

A1U150ABUAUDIAIIUABINITVRINTNITUMTIVVA BBFUA1VDIVTENAS 9 LAmIufBInIs

(% ISP a

D = a = a
AnaUkUUABUANIANARILTEAUR dAaden 4.02
AuMstinNuedudesSuUINIT WUl Wmthiiraninsianuiuaziissendena lunis

UINISHaTAINAINIAYRE IUTNSEINA LT NINUATIIUAREAUA1YRIUTENAY 9 IiAAdY

v a A a

A A 1% v ~ a & d'
LSU@ﬂE)LLaL’I’J’JWQIQ E\JWQULLUUﬁ@Uﬂ’]MﬂJﬂ'ﬁWNﬂ@LMUﬁS@‘U@ UALagaen 3.97

o0 £ = a

Aun133Inkazid1lagsuuinis wudn Wmdhnganinsliuinislaeanieds Inlaniy

U ISP a

! LY ' [ o v £ = a < I =i
LANAIALEN B YBLAaTYARALUNEIATY NRBULUUEBUNUAANUAATIUSEAUR dARAeT 4.0
a v a ¢ o a & o W ¢ o ga
5.3 wan1magevauuAgulaglinisAiamenduussinsandunusuuuine sau
HaNIsNAd@avaNuAgIu lvadfgsoyuu lauwn duussdnianduiusuuueg1edne 3

WUULWES &1 (Pearson’s Product-Moment Correlation Coefficient) 1 enAg@oualuA§Iu hae
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A A

Uflasaunfignundn uazseusuauuigiusesisedledian Sig doundn 0.05 Fsvunedsusazinunmunin
A15USNsHANNdUNUS AR UlUNITYINIIUIBIRT NSAANINS U INA1INTEAUANULT BITU 95%

9

LAAINIAISIN 4

M15199 4 NaVPEBUALNFATIUME P-Value WazkanadouAduUsavTandutusuuu e s

AuAMNsUINsTadannd P-Value Samples Correlation (r) wlawa
fuaudugUsssuvesuinig 0.002 0.231%* +
shumnudeiiolinddals 0.054 0.455 +
AIUNIRDUAUBIORFUUINS 0.032 0.238%* +
shumslinnudesiusiediuuims 0.028 0.252* +
AUN53IN wasnlagFuusng 0.065 0.325 +

NAARAY 0.0362 0.3002 +

**P-Value < 0.05

1AM15197 4 w37 Pvalue Tu 3 duaanmnsuinisladaindiiadesnin 0.05 laun
sueuidugUsssuveauinis fumsmevauesiedFuUIng uazsnumslviadesiuserduuinig
wladn Ufjiasaunfigiumnan H Wastausuauuigiuses H; wandbiiuinnuninnisuinisladannd
3 fusananIlaNduiusaeiureInIsuRsnsAaninsid1vesiunuesnveduriige
ARDAAEY NTUNNUMUAT Bealitdad Aty 9adin

venniiludruvesaanduiug () Tundumananmamnisuimsladaind nud 1) duenu
Jofelinslald wud Aranudusiusrenuaiwnisuinisladadndiindu 0.455 wandlsiifuin
MNNSIUINISEANNENABY wiud wazanasalinndlala asdwadoUssaninmuazanuiianela
Tupsandiuisnsaaninsdidiegnadaay uway 2) aunsidnuasdilagiuuinmg dAnnudunus
soqanmn1suinisladaing windu 0.325 uandldiiuin nsliusnisiddsdsnnudesnis

a 1 ]

LAZAIULANANNVBIASUUINNS Hdrutraiiinuse@nsnnnisaniduaulazas1eussaun1salvf

Y

Ao lduinis Fwisaesinuieidugauddunisimuinsliuinislutegiu uazdinsiaaimuiegig
AolladiasauIUINg AT EENINTUWD -d900n TMFeIgfIuINTuAuNsAULAYes GDP
Uszinalng 3) munsiienudedusad5uuinig way 4) AunisnevaussseysuuInisiadannd

Y Y

wu31 demnuduiussennnimnisuinisladafndiniu 0.252 wag 0.238 mudau wansbiliiuin

a1 Ly 1

annsntigan i 2 fudinanusilstadendniian uifdlduamivayusionnninnisuing
wagausadilunsuulunisadisnagnsimuiseuunisuinissees 3 - 5 3 iieenszdudn
ANNEINNT0LENITUINIS wae 5) Aumudugusssuueuinig wudl Arpuduiussenmnn
msuimsladafindwitiu 0.231 wanslifiuinusitadosananazlilldtedendniian udanunsaaing
Tomalusuian waznausuisiunszazenlunsissinmiiesesiunsudsdunainedeulusuian

Maaiuayun1suINIsauaie 9 lunquisvun
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6. @5Uunan13IeuazeanUsne (Conclusion and Discussion)

nsfnweafiswelaguammsliuinisladafndidssasensihanuisnisaaninsuiidn
VBIRIUNUBNVBILUNNTOAADUNY NTUNNUNIUAT WU KANITILATIZVNSANYIANUAINDLY
aanmnsiiuinsladafndidawarenisiuisnisganinsindwesiunuesnveslurinie
AABNLAY NTUNINNMIUAT ARl TEladafndrununimuInisgnAlaesiueylussaus
fidniads 4.10 uagnanaaaUALNAgIUEIY P-Value NannaeuAduUsEANS anduiusuuuiiiesdy
WU P-value 3 #1uU3n15 A1 P-Value < 0.05 lawn Aruanudugusssuvesuinis Aunis
AevaUDIAolTUUINT wazdumslianudefuded3uuinns walfiasaunigiundn H,
LazeoUSUANNATINTEY H, wansliiiuiinunmnisu3nisladadingd 3 audenandinnuduiug

1w o

fofuvensnuisnsranInsidiveunueonvedlurnIeAaaLmng NTUVNIMIUAT BENl
HedAgyn1eaiia

nan1sAnyInuI1 muianelanmuninnisuinistadanind duaiudususssuesuinis
Tunmswegluseiufgenndediu Sommana (2021) laAnwiAuAnWiuveIUszvBURBAMAIN
aslsiuimsveadminfinaning dauvinisraningd 1 ddnsunaninsinseunauals
ogluszdufunn dumndeielindaldlunmsueglusedviun uazeglusedud druns
MOUANBINBN S UUTNITIUNINTIN dBnAdedniy Suksomprasong et al. (2021) laAn®¥INTEUIUNTT

1% o

vhamfieudszansamlumsliuinisfunsujuaisnsindiaud vesdinanuganinmes
dufananszds sumslianudetusediuuimslunmsmeglusedud aeandesiu Pondee &
Chittaladakorn (2020) l¢@nwianinisvesnsuraninssuliesnanmsufsusevunmsuidanu
wagA1un1333n ke lgsuuImsluninsineglusedud aenndesiu Maneekool (2019) la@nwn
N3EVIUNNTIANITAINIAUABNING WU Maiusnwuaznisuszendldnnuimuaaninsiinaid
uinseAulUsednsnauaruseAniaimvesnsuiisn1sAanIngu it Jauugi i inidinls
suassesdnuiuaaning danlduiuuinssuiunisaaning Juiindeyaiiuunseuves

93ANT wazSnwyaaneInyld ieenseaunsaniiuisnisraninslvidnun ey

7. nsUsEgnAldnan1sITeIINaLEENATINANNEINITANINTITUYITUVDIRIANT
nuansIvenlmludeyaddnifivszlevise Anuaunsaniansudaduresesdns lunis
UnlUsudgawasimuinishiviniseasannulaussunianisudsdueg1addu lagaiuisa

Ussgnaldla sl

[y 1

1) MsenszauaNUIEeie WeasianuiulalviiugnAl annan15398931 audiede
< o oA a 3 4 °o w v J a d' v ! o <
Juladeiidamauniign asdnsmshianudidydunisaniunisiignaes wiud wasiduluany

ANVUALIA



168

12
[ [y 1 v

YUIAT NNNANISIVETI1 AIUNISTHAAINULT B3

2) MyvFuUgessunsliauLedusion

AOR5UUINS raunuuaeuauiinuAniuseiud laneden 3.97 Fulsefigalunniu wizeglu
U 53

Aa o A o | v a v 3 « v o o aa
ITAUNA LW]ﬂENiJI@ﬂ']aV]‘U%W@Nu’ﬂﬂqa%@‘U AHN IWEJLU‘NEJ']I‘ULTENQ'NNE DRYIAYNALLATAINNTAUITA

YOIUAAINITHIUINSIense dwaliinanuetawaslindanngsuusnig

8. YaLAuauUZN133IY (Research Recommendations)

1) msshdevieduaiusunsbinnnnd enushlaurfithiviinsedisiinnuiie ulsune
duasumsimundnenimuesyaainsogwaiaue eliiauiauamisolunsiinalulad
ansaumelval 9 Wurldlunsuiifieu fezmnuassaidunniu

2) MAuan1sAnwaimtsnlszgninanisfnyatud saufunisrin SWOT Analysis uas
TOWS METRIX tieliAnuszansnngeanluniaziuvesganinnisuimsladadnd ensinly

YYNYNAR YDA LUBUIAR
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Abstract

This academic article aims to present strategies for managing supply chains in the
construction industry under the New Normal context, particularly in addressing the volatility
of construction material prices and labor shortages, which are significant challenges for
Thailand's construction industry today. The study reviews relevant literature and research,
finding that effective strategies for managing supply chains in the New Normal include:
1) Utilizing digital technology and platforms to manage supply chains, 2) Planning backup
materials and diverse procurement sources, 3) Building collaboration among stakeholders in
the supply chain, 4) Developing workforce skills and using labor-substituting technology
and 5) Adjusting contract models and risk management. These findings are beneficial to
entrepreneurs in reducing costs and improving management efficiency, to academics in further
developing related research, and to policymakers in formulating supportive frameworks for
sustainable industrial development. Therefore, this article proposes a conceptual framework
for integrating these strategies to enhance the resilience and adaptability of Thailand’s
construction supply chain in the New Normal era.
Keywords: supply chain; volatility of material prices; labor shortages; New Normal,

risk management
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3) MSYINUTINAULUUYTUINTT (Integrated Project Delivery: IPD) laglvigiiduladude
nadedanidui fusduneuniseanuutiagaunulasans WeliAnnisUszauanuuas
nsunlatlgynsamiueg1eliusz@nsniw (Shaikh et al,, 2020)

4) nsuustudeyauazaiulusdla (Information Sharing and Transparency) se1319R3ld U
Iedmudsludnnanoivu welimndefinnundilauazannsonauwuiuiiofunmsiudsuutasidedig
WUedl (Harouache et al., 2024)

nNnsfnwInsdfeg1svedasanisneadanuialnglulsemalnefvssauainudie
Tunmsiuflofuanuiumuresa iaguarnsuauAauLsay wuii lasansAtnisaianiy
sruilefifsyninedfidiulddmudsannsaanuansenuananuiuniuressnianlduszanaiosa

20 - 25 waganAua1tvedlasinsiauseannsesas 15 - 20 sUkuuauTIndeniusednsaw

'
IS o 1

ziinsi@euleawavuwisdudoyasenindfidruladludenndg auindnuazdndmuieian

v &

ASuan geenuuu lauiudvedasinis lnglinsldmalulaguazunannesundviaidudinanly

e

nsaeansuazuisludoya
5.4 N1SHAILINNBHIIIULAZNIT LYNALUTATNALNULT I

[

nswnuzLssukaznsidmalulagnaunuwssudunagnsardglunissudedu
msaurauLsinulugramnssuneaiins Uitmneatslulssmalnednsdudunisidteudlatigm
MSTIPLAALNTITY G

1) MIRmUIYELazA1SRNeUTHLIIY (Skill Development and Training) Ineiin1sdnss
audilneusunelussdnsvienmssauileduantunsdnwuasmissnuniasy eauinuzves
wsaulannsavauldvanatsuasiiuseansamanniy (Rotimi et al., 2022)

2) msldszuumsneatiauuudiiasy (Prefabrication) Inensnantudiululsanuuaziinm
Usgnouiiniiem Gaiannsienussnuiifiefivinay Wumnunadlunsieains wazanay

goydevaadan (Beck Technology, 2025)
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3) Msldia3 osdnsuazimaluladsnlusi@ (Automation and Robotics) L BMALNULTIIL
Tunuiifauidessgmienuiideanisauusiug Wy Yusudnedy iniesfiuninoundn 3 7
WAL IATUANNSUNTIVFDULALRAAMIUAINNNINLNVBILATINTS (Straits Research, 2025)

4) M3vulgean muIngeunIsulagaiainis (Working Environment and Welfare)
[iefagauazsnvILTINURidauAm Wy nsUSuUTsiinauay msdnatainisiugunmn
uaymsaseauUasnieluandivina

Uitmneaieiiinsamulunmsiauinurussuazmalulad nauwuisanuannsoiy

UsgAvBammainandlduszanausosas 15 - 20 uazannsienussnuaslduszanndesas 20 - 30

Tusgere1 F99IUaAAUEEIINNTVIALABULT N ULASAUYLAL ST G

a =~ ' %
M1399 4 welulagnawnuusesnulugnainnssuneasneing

walulad nsUszendld Uszlewd doadnfin szaun1sianldlulneg
stuunsieade - msneadudley - aannsldussnu - dununisasu Uunang
wuuduzagy e fnihaufesas  Gusiugs
(Prefabrication) - n1sneaie@IANs 30 -50 - Iodinn1uns
dtinau - ARTEYLIAN AVGR
- ulpseEsg neaiefevay - Anudangulunis
gy 20 - 40 USuasuuuutioy
- ATUANAMAN
Leny
w3asdnsuaz - wredguazaiu - vhauldsedes - siege 1
Yuua Yu LarIINg) - foamstfidenny
(Machinery and - swfiadessuy - Aausiugige  Tunsanury
Robotics) - weprdeuar - aamudedly - dedaduaany
AITUALATA TN NUsUATIY ganeu
pmAsliaudy - msdseiudl - aanaues - Yadnfinenu Uunans
(Drones) - MsAARY wseulung ngvnewagsyideu
AUV GRERD - YadnfinAuEn
- N3ATIVADU - dnisiudiennld  o1nne
ANHUABASY - foyalu - foansginrunui
Tty Tinwe
walulaBnisiad - nsadstudn - aamsliussnu - dediaduaung 1
3 4@ (3D Printing)  fifiy Tunuiidudeu  uazan
-msafaliea - AuAR - funugd iy
AULUU a5nsassalud TAssn1seualng
- Msneadi To311n

TAssas1svunnén




182

walulad n1sUszanaldy Uselevil Fag1fin szaunstanldlulneg
- anN1geyLde - Yadnfineu
Tan UINTFIULALNTT
Fuses

A ! e~ =~ ¢

NA1T17 4 wuan welulagvaunusssnuazdvsylesiunlunsudletygninisuaieau

w591 wisyaunsiuldludssimalnediegluseaumfslrunansingu lnsamzmalulagnd
o v Y | d' Y] Y] wa | I3 ~ a aa .
ANNTUTRULAYAUYLEY LU 1ATRINTERluAkAusud Lavinalulagnisiiud 3 d# (Cabibihan
et al., 2023)
| I3 = v Ao ° = & 1 & a o

pgnslsinu duurlduiialunsimalulagmarduilduindulusuian lnganigluuiem
neas1avunlny NdRunukazaunsoulunsusuds sadanisadvayuainniasglunisdauasy
nITeuasiaunalulaglugnavnssuneasns

5.5 nM3uiugunuudyILasnIsUINIsANULEES

MsUsusUwuLdyguarnisuimsenudesdunagnsddglunissulieduanuiuniuges
ATERuazNIsUIALAAuULTINUlugianeade annsAnyIves Song et al. (2025) uag Chen et al.
(2021) WU JULUUFYIMAENTUIINSANLLER T sEAnE A luanunsallagdu laun

1) Fyayruuuususianla (Fluctuation Price Contract) /uguuuudyay1vieuyialiidinis
JFusimeneaianunsidsunlasesnandaguan lnggradaanndviinenianneasenilsznie
lngntasnuiediold W nseNsImIdvd Fa918anANUEEIINAURUNINYDISIATIENTHNY

AINaTESUIN

o d

2) dayayIwuuLsesa (Fast-track Contract) uguuwuudyaiiuusuneasieeendudiu ¢

T o

waranunsadueuluusdndldteuiinisesnuuuiammnasaivauysal dutheansveznailasens
Tngrmuazanudssnnmsivasundanesmanfanuazausduszezen

3) maviseAundes (Risk Insurance) dvsunruidsmanlulasanis 1wy MsvaLAay
Yan MIvIALAALLTINY wazmnuardilunsduiulaseinis fadisannanssnunanisiiumniia
wnn1sallinniuy

a) sl deuluvnanide (Force Majeure Clause) fiasouaguingnsaifionaiinduly
Hagiu 1wy mIszuiavestsn Anudaudaszminasema wazn1sasuiyaiognsguLsIvesanIH
91AA ﬁf'quzhaammm%’uﬁmausuawj fyanlunsdiliamsoujuinudyaildidesannvgnisal
ANNAT?

5) MAATgRazdaviuALLIANAD (Risk Management Plan) fiasauaguAlades
vanludwwareiwy lasfinsuszidulomauaznansznuvesmandsaudazUszinn saufsimun

wwsmslunisdesiusazuilomniinmanisallaiaaily
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PNMIAnwINsiiilegnvedasinsieasslulsewmelng wuin lassnsndnnsusuguuuy
T AE U UUSIANUESIN AN TIANHANTENUIINAUNUNIUYBITIATIARLAZNTVINUARY

wssnulaussanafesay 25 - 30 Wallguiulasan1snldsuwuudyauwuunadu (Clyde & Co, 2022)
Wisuifsuransenuveseuiuriusia fagaesuyulaseinisludyauuuna 9
120
100

80

Vo

60

ANNARE TN

40

20

0% 5% 15% 25% 35%

J9UALNITNTLVRITIATAD)

em— 00 TUULTIANUNNIIN ArUeUULTIANFRLNE Frynuuulfusanlsd

AT 3 WIBUWBURaNIENUTRInLRuNIuTIA Tagsenunulasinsludy ik uusng 9

f1: Ullah et al. (2024)

v

INAINA 3 WU deygyuuuUsusIale (Fluctuation Price Contract) iA211LE 819610

Y vV

A Sumnteeiigalunsalisiadaniiugadu vugidyykuusIAmansIn (Lump Sum Contract)

U g7}

D

fanudesaian lnsanzlulasinisniissesiataiiduniseniui (Ullah et al., 2024)

6. n3niAnwIN1sUszEndldnagnsmsuimsdnwarawululasanisnaadneineg
6.1 U3SW wanw Taans $1ia Gvinww) mavszgndldineluladlunsudmsdnwwaeisy
U3 ngnw Teans adn ) uiegreiilansilunisimeluladuiudteaminis
YIAUAAULIIULAEILUTEAS MNsUIM S aeIy nanwildiaunszuunsieaiathuluy
Real Estate Manufacturing (REM) Lilamuaumisneadisthuwunmuegiaduszuunudiduiuney
waluladdtaelinsldussmuivssaniamgean laslifumnusarsaidsmaansauiiog
wagvutulunaeatialasinis szuu REM tandsseleninaisdiu dasannisfianiussay
Usgndadalusinny warldussnuiiisidaliinusslovigean uenainidmeliamsamugy
AN IMUTALALIATEIU TANT1T8EAINNTN0ETAULNY LazUSITAUNUeE19TlUTEANTA M
(TEAM Consulting Engineering and Management Public Company Limited, 2018)
wnw Teans aszninddsdgmnisviauaauussnuluninedmniunindidmansenu

= o o s 1w

AaN13ALIugINVeIUTEN Wasuladuanuiimeduiynidavinnagnsnyatdunisasieaiy
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Jerwalvyaainsasunndiuau augludunmsdaaiailinianislondredimaserdn iiiels
winuasaUfiinunaunuiuldediediusydniam venani viimdsdavhulevisidledaaiy
anuAvmsednsesnineulaeang fanisasaaissdeuarsrvudunanisivlaluane
018 amitssrvuavayulinineuannsavaunuedddogdudneniw nsninaii
Usgnauienstinousuiazenssiuyaansogeseiles MINuHUAUNeafwmmis n1suTms
FANITAUL UagNITLEsuasenNanTan1unIzEin (Pruksa Holding, 2020)

6.2 UM 19194 auanTATY 1A (UMITL) NMTUIMTTUNANELIULATNITIANS

AL

'
Y o w

a o = L) [ ) U ' = ! d' o d'
UIYN V19139 ADUANTATU 91NA (WIRITU) WWumpgnaiilaanuluEesnisdnnisanuidesain

'
[ o [ a 1

moAvLazddy USeniiuuimnadaulunisananuidesnusiuyuingauniy

q

AU UHNIUYDITIAT

[y [

n1safeANudNTussuAu Indmineninelnguazseges n1sasadesesigliuiunlasu

[

YDLEUDTIANTDAWNUNNLAINULUUDU LngsIAmaItazanaaninsisasnseesatniulasang

Y

dmsuiagiilunianunsamdelannuaisunas uTEnldnagnsn1sTINysIuNTd@eaNtATInIg

1%
Y ad a0

#14 9 Wrdedu 3Bmsidvifivdunalunisdesesuazanduyusoviheldeg1aiussdnsam
uenanil UindiszuumsusediuamihdmiuTanuazihfuiinansaiinagiisaduiulugi
nsneads deyansUssidiumaiazgminndunusdusunulassnadouds iy vilianns
AuAuauUsanailfognausiugianiu Janoudom, 2017)

79133 Aouansadu Timnuddydunsuimminensuywduagnsadisnnuyniuves

Y =3

wineu kansfnwnandiiiudl winnudianugniusevignluseauas Wnsamgluaudu
dAty laun anudensshwanBnanluesing anuyjumnlunsviiey uagauussauizet
fuusensiely msadsanugniuvessntinanuiedunagnsuanlumssneyrainsndnunin g

v s

andaymnisaneeniluanuinmedidglugnamnssuneads dentdnaulianuyniuiuvesdns
WiNAzlansEuIuMsYuegsanduazanugsiulunmsussaudmunesiu fu Salldmali
USENALNTAUSINTTNNANeUlaag 9l UsE NS ALNEeTY (Veerasombat, 2017)
a e | N ¢ 1 a ] v A
unisgunnsalanvvaliduselevded wiwelasinisneaineeu ¢ lulssmalve lagauisa
luimnagnsnMsuImstnnatewunivssaniamunniu nailiavgiganduunisaniiuiaiy

wazasanulaissunnisudstulugnaivnssuneadia

7. msSauiisunagnsnisusuisdunaneisuseninyssmalneuasansuszme
7.1 nsuszenaldimalulad
luiunisuszandldmalulad Useinalnedinsdnaninlssmanauiwailunaiesy ag1s
Useinadu wosudl Asalud andsonint uaransiverundng Idunaluladdugannliadis

wwsnane Tddnazidu BIM, 10T, Al wazvueus lurueiussindlvedsegludusuduvenisusum
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pgslsfinny wituarudvdduinainussnneasistuied gy Teand 7ldi5uh
weluladnisneadianuy REM udszyndld deafoidudmdidyiazdefmunisuinmsdanis
FnnangiruresgaamnssunMneaialvesely (Dazmir et al., 2022)

7.2 nMsUImsAALEe

Uszinalnouazsiaseimanneiiinagnsndniindendsiu visnneasnsineegiafionsd
pouanindu JudunisasiresesarInuuUinaddaiioananudsinnisiuriues
sen¥agiv druvismneatislussussmaldiineluladdugaundas 1aeld Big Data Analytics
lun1sieseiiagngInsalsnaTan Tudsanisaludldunsuiawaauianneasna Ussmanaun
LLé’asj’qﬁﬂﬁﬂizqﬂﬁﬂaqwﬁlﬁaqﬂumﬁfu Idun n1s9adeuuuasaniia (Forward Buying Strategy)
LAYANINTEELMATInTe (Diversification of Suppliers) aguluszuuuazAsauAgu (Sawaengdee
& Zhu, 2025)

7.3 MSUTMITNSNEINTUYBE

NSUTMINSNeNIUYwdUssmalneggdaiumsiauinuekazaiesnugniuvamdnaeu
warUsznounisinediulngdauszaulymilunatelszau laun anuldduereiunalulag
wavdLIs NsvIalenadisunsineusuaInAIeuen kazn1snszgna1anisandulalifudives
5379 Tumansstuduusemaiiiauudadssuonmstauussuifulassadie dansdasagud
Hnausunigluedang NMsasieiusiinsiuanItunsfine wasn1sUssaunuiuntlIBaIun1A3geEns
Jusguu (Le & Nguyen, 2022)

nmsi3suiisunagnsnisumsdnnatewuiiunumdidyneaudnsavedlasanis
foads whnlsemelneasSdmdsUssmady q lusumslimeluladuazuinnssy witlhgtuuim
noasduthvedlneuiinisusui nevimeluladadslmiinszgndldlunmsums dnnaneiu
Fefodugnisuiuiiddgmemistaugaamnssui naensefunsuimsdwmanewsu Tugmavnssu
neasilvefsedennusuloainraieniadiu loun n1An1sAnen MAeNYY kasn1Asy dmsu
nagnsndniisududesiiiunismug fuvsznoudie maiiunsamuiumaluladuazuinnssu
NIWALITNYEYAIINTHIUNITHNBUTY N1sas1aaSongausulaludwnateisy wazn1sinyin
ulsusatiuayundondnaiunuidouasiau nagnsmeantagtetundeugeamnsuneaialnels
fvilanlsegsdadiu

8. NIBUKUIAANITYIANNIINAENSNITUIUSTNWATEL¥UTuEA New Normal

31NN1TNUMIUNAENT AT 9 Tun1suimsdnnateivugsnaneassluga New Normal
unanuilldiaunseuuundalunisysannisnagndivaniifiofiuanudanguuazauannsaly
n1sUsuivasdnnatgiyy laauseendainkuiAnves vanov & Dolgui (2020) uay Farooq et al.

(2023) Fauandlunnd 4
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ANuBangulunis

ffoyunisdenau v o
Usua?

E AYNEUNIUTIANTER J

ANUAADIAI LY
N15RBUAUDY

walulatinana

ANFLTNNTANNHNIAEN ALETALY N1999UNUA 799740
\ AMSUBATAY

NNIWENUNIN LTI

P ~
E naaauutlasngseiiey

N138519ANN NN

L NITUNALAANTILTINTY j

ANT 4 ATBULUIAANITYITAINTNAENSNITUTINITNNaN8LyugsNaneassluga New Normal

fisn: vanov & Dolgui (2020) ae Farooq et al. (2023)

NANA 4 nFULLIAAMTYTANMSNAgNEMIUTI TS NIAnaIvussAaneaidluga New
Normal Usgnausme 3 asaUsznaunan Laun

1) AuansalunsuaLiunasadwnatey (Supply Chain Visibility) tIumauanunsa
Tunsinmuuazidfsteyafiisadestudwnaneivu Wy anuzvosian madsuulamessan
WarAENSoNVRILTIY FeaunsaRmunldlaenisldinalulagfdvanarnisaiieninusiuie
seninailauladiudy

2) AnuAasralun1snavauss (Supply Chain Agility) 1umauauisalunisnevaussse
nswasuulasesuaiuariiussansnm dsannsaiaunldlaensnanudisesianuazimas
Sogofivarnvans nsléneluladnaunuussu nazmsUSUsULUUA AT MTUSMIANAEDS

3) Anudaneulun1susuda (Supply Chain Resilience) Buenuannsalunisiiushainns
vgavzinuaznsususaliidinivanimedouivdsuuas Feanansawauildlaenisareniig
Sailoszvisdiiduldduds mswanvinuzussny wagmsiimsanudesifiussavsnm

Foifu n1sysuIn1snagnsang q asdesmisdeuiunuazanundenvesesdns lnedinng
UsziumnumangauwazauduaitunisdinagnsunasUssnnunld saufan1swauiLaung
suflunulusverdu szeznane warsvezen Weliaamsimuegiedeiiomas ity

WardIMSUNITYIUINITNAENS NISUTMIITUNABIvUg sAaneai1aluga New Normal
Auidmngnswaunedsdedu nmsuimsdnwareuiinuaenadosuavaiuayudivanenis

Waweeg19gagu (SDGs) naneau Iagianiz SDG 8 Tulsaeweensdnenuiiinueiuaznsiaulan

Journal for Strategy and Enterprise Competitiveness | Vol. 5 No. 14 May — August 2026

NIANINAYNTUALANELNTINNNTWUTUBIANT | TN 5 atudl 14 nguaia - Fau 2569
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Aiswgha sunsiauinysusanusaznslfinaluladiflowfinyszansnwnisiien soG 9 Tuises
vosgaamnsy uinnssy warlassadafiugiu AdnsUssgndldmaluladfdna BIM wazszuy
Soluiflunisreatns DG 11 luFeweufieuasguruiididu Alinsaddlasiadsiiuguitaunin
wazdadu SDG 12 lui3eawesnisuilnauaznisndnd SURATeU HIuMsTANITNINEINTOENs
fiuszavisnin msanmmgadevesian waznsldszuunisieaiiauudisagy uaz SDG 17 luises
yosmmsaderiermine ihumsaaedetieanusuiloszrinsiidulddudeludnmaneimy

Ao oA %

Fenagnsivanllavyreduindeuanaivnssuneaielnednsiuundsiiunazaanndosiuinselan

9. msUszandlinanisideiieidSuaineadnuanansanianisudsiuraasdns

9.1 MLAINAF19AUAINTATUNTUYITUYDIDIANS

n1sUszgndldnagnsnisuInisdwnaleyuga New Normal 9a8ta3uasnenduananse
Tunsudstuvosesdnslunanedd ldun nmsandunuuaziisszansnmimunisldinaluladfdsia
famnsnandunuldfosas 10 - 15 uazanszezinadiunisiosay 15 - 20 Maifiuaudangu
Tunsmevauasdonindsuudasinunsiunasindefivarnuansdssananuidssainnisen
waauianlafesaz 60 - 70 Msadrannuldiusovanaisiniieluiaievneiivisaananszny
91NANURUNIUYRIIIA AR LS oAz 20 - 25 waTNIIHAILITAAIINAINITAAIUUTANTTUNIUNIS
Waninwzussunazmaluladfiiinuszansawldfesas 15 - 20 ilwesdnsiiauunnig
uazansnsadnwiauseldodunsdiiunuusiiuanighiviven

9.2 WansENuraANNaITaluNISUIsTusEAUUIEINA

nsthnagnsivaniunssgndldognsunsnansasdissnsgduauamsalunisusstuyes
gmamnssuneaislngluseiuusema lnendndulfiAnnisenszdugyaidsiaiantdesinems
welulad fuuszmaianiuds advayudmangnsiauieg1sdadu (SDGs) Tnglang SDG 8 fu
nsdrsnuiifinauAiuay SDG 9 dugmamnssuuazuinnssy aissuuinaiidodemudedusiiy
MsAU SMEs waznisannsiennnsiid uasifindaanuanansolunisdsesnuinisneainaly
Feszmaieutu pasnaunisairsnasgiuanaiililneflonaduqudnarsnsieasialu

a IS

QilamenTeu

9.3 Faditarnudnsalunisuszyndld

anudnsalumsdszgndlinagndannsataldlu 2 sedu fe 1) sefuesdnsiiaindiaziin
nMsaafununsAduuiesas 10 - 20 M3LUTEANS AINA1TE LB UIUATINNAIMUALIAN
Yovay 80 JulU msandmsinsdemevasianiesay 15 - 25 uaznniiunufianelavesgndn
Sovaw 15 - 20 upe 2) sdvUsEmATienInAansivtures GDP MInmAdeaiisfeay 3 - 5
sl nsanamesnniitunalulaBuazYandeasiedosas 20 - 30 mafiuturesnisdoanuinig
nRAS19508aY 25 - 40 waznsasenulunimmaluladuaruinngsy 10,000 - 15,000 akrianel

Fazuansbiufmansenuluinnslussavesinsuazseiulsemeegnaluglsay
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nmsfnuasl asfeuliifiuuundniiuesgaamnssunoasisingluga New Normal 1y
dsuruidsluselonaninninguassa lnedesiuinnisysannsnagns 5 dumdn léun
nsldnalulagaia n1swaudITesdan N13a319RNNTIUED NMIRRITINYERTNIU kavn15USU
sUsuudya azanunsaudaringalidulonalunisensedulnaiuaunsavegnamngsy wuifn

| [y

UduanudiAgyveinisusinmiunigeulewsiseauesRnsgseaulsema wasniswaudimving
V9GINATINUNTHAILIBENEITY MEANUTDIINTHAUITLATINBIDIAYAIINITINLBIINYNNA
dau nslddayadsszdndlunisdndula waznisusudleg19saunaULALI AR LT BAS S

anamnssuneassveiduuds Bavgu wasndauudadulunilan

10. #3Unan15338 (Conclusion)

INNTNUNIITIAUNTTULALLITBT A B1dee amnsaagUunagndiduszansainly
n153nn1sgnnalglvuga New Normal ke 5 nagnsuan laun 1) n1sldimaluladadiauas
uwannofulun1sumsTanisdnmatsiy 2) Msnsunudsesiaquasuvasdadofivainuais
3) Msaseanuswdiesyninddwladudsludnnatewu 4) mamuvinveusnuwaznsly
waluladnaumunssny way 5) MsUsusUluudauasnsuimsanuides

mIsysannInagrsvaninmunseuwAsiiinausluunay astaeifiunnuaanalunis
UsduRaBATINABITY ANUARDIRIlUNIIRBUAUDY wasnuBardulunsuufvasdnnanaiy
g3faneaine duduguandidifylumsiviefuanuliutueuarmadasuuvasessmmiilu
ga New Normal ag19lsfin miﬁmaqms‘maﬁ‘ﬂﬂﬂﬁﬂ’@ﬁ]‘%ﬂé’dmﬁmmﬁ’mwwmaﬂizmi
Tntawizluduiiunu yaans wazlassadreiiugiu Sefesendeausauiionnnynniadaulunis

Wawgnavnssuneaselnglidanudstuwazanuaunsatunsutstulussesend

11. YoLduBLULN1598 (Research Recommendations)

11.1 Torausuuzdmiunmsinideasssoly

nsAnwefaroluasddunsitodasssndiienndeuniuaenadsazUsyansua
YINTOUMLIAANITYTUINIINAENSNITUTIM ST Nwanewwulugsianease Ingenaussendlysuley
0T Wanunm videuuunatka WeAnwinuduiusszninanslialuladfda
NNSNTEABUMEITATD NTHAILTNBELTI nsaseanusmiloseninldiuladiudy nasnau
NFUSMISE Az AILE B AuNan1sAduIIuYedlasInIstuauAuUNY SEEIa1 AMAN
warmnuseiioslunisenduny uenanidasAnwsoufisunusunn Ussnn wasiufinees
Tasen1s srudsfnmunaluszezet i eUszfiunuwana19wedasLdus unuaznsivaeu
AIUAILITAVDIUA ATNAY NS LUNITETUATIINITUBIAUAADA TNNAIBLYY AIIUAR BRI LY

o

nsnavaues wazAudangulunisuiudi suasihlugnisiauuuuiassuasi@iniivangay

dmsunisuszendldlugnavnssuneainsineegiadugusssuuazdady
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11.2 daiauauuziBauleuny

nswadnnatewulugaamnssuneasslnerisaniunisegradussuuaudidu
audsaa Ineuduanuasnsssesdu 1 - 2 U fideadsiudunmsiud I nsianuleue
atuayumaluladuudnsusslovinansii edaaiuliduszneunisamulumeluladada
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Abstract

The lack of efficient distribution channels has prevented the community products of
Ban Mu Tan from fully reaching a wider market, despite their high quality and unique local
identity. The growth of e-commerce thus presents a significant opportunity to enhance market
prospects for these community products, expanding their reach from a limited local area to
the online marketplace. Implementing this system helps elevate the capabilities of the
housewives' group, reduces the limitations of traditional sales, and promotes digital skills
within the community. This research aimed to: 1) develop an e-commerce distribution channel
for the community products of Ban Mu Tan, Phong Pheng Sub-district, Pa Mok District, Ang
Thong Province; 2) evaluate the quality of the e-commerce system; and 3) study user
satisfaction with the system. The sample group, selected through purposive sampling,
consisted of 20 members of the housewives' group, 10 customers, and 3 information system
experts. The system development life cycle (SDLC) process was utilized, employing PHP and
MySQL database. Responsive Web Design technology was also applied to ensure compatibility
with both mobile devices and computers. The system features product displays, order
management, payment processing, and a back-end management system for administrators.
Evaluation was conducted using descriptive questionnaires. The results revealed that the
quality of the community product distribution channel was at a high level (X = 4.40), indicating

that it successfully passed the evaluation and is ready for implementation. Furthermore, the
overall user satisfaction was at a high level, specifically for the housewives' group (X = 4.32)

and the customer group (X = 4.21). The system exhibits high quality in terms of usability,
accuracy, and security, thereby effectively meeting user requirements.

Keywords: system development; distribution channels; community products; e-commerce
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2. IngUseasAn1sIde (Objectives)
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w3evudsnueaulatidnfwiugunsailione n1sulnves Social E-commerce fiYadeativayu
wagUTEns Wi AnudeuvenisidngseuunieUntludea 1y Facebook wiolUnyTinTetnedu
138 NITHILADUNIULATOYIE LU NSwsnITeudiinTolioyd@dudmsouinis lawduaiide
wazeotedsauesulaiiifidvinadonisindulatouasnssdusonue Juiiliuuliniidulnegs
seiilos

6) LOCAL E-COMMERCE Ae sULuvvesdneuiissiitiunisiegaguslaamugiimaniuie

anufinsvesgndn féiosduliinadansnanesulavnarnvaisiiefagnéndigiiudn Local
E-commerce \Hunil sluaunualifundnvesdaeuidagalui (Mobile-social-local) uaglasu
LssHdnFuINUIMIuANLdeInsluviosiy

3.3 Msaievemenisindmigaaulal

3.3.1 NOBHNITAATIZNTTUY

A15LAT1E9% mneiie Mauendwimuneendudu q Wnedianundiasdilesssuwd wini
wagAUFNTUTTENIedINA1e o TuuSunvedasnsiaunssuy (SDLO) agdwasuidmunenig
g3falagimunveuunvedlasins Ussidiumnudululdvedlasinis wagdavhumunisitnuiEudiy
nadwsvastuneumInaunuanidudeyaindmdnluduneunisiinmer ludunou mslnagh
tndieaiszuvagsnanusindudldlugsie edAnwinnudesnisuazyieudnladussuuiies

[

Wau (Dennis et al,, 2014) IngnszUIUNITNUFIUIBINITILATIEN AD 1) LlaaaIunisaindle

e

(szuviifuet) 2) szynsusulse wag 3) Avuadermundmiussuulnl (szuuiiesdu)

3.3.2 299INSWAILNTEUU (Kendall & Kendall, 2010) fis1eazidendsil

1) msiuuadgmi (Problem Definition) 1n71AT1%SEUUA 8IAUMITYNIAINAT1T1N9U
fAnTy FIAIAINUABINTVOE Y WesnmusveuslunsiRILTZUY

2) NM53LATIEH (Analysis) ﬁfﬂ%meﬁizw%ﬁwmﬁmeﬁizwimﬁﬁa%aﬁlﬁmﬂms
FIVTIMUINITIATIZAUTUNVD93UU (Context Diagram) 7iFin19n15l1avesszuy (Data Flow
Diagram)

3) N1398NLUY (Design) Lﬂuﬁﬁzumamaqmsaamwmzwgm%yja FudduAnse g
53UV lngResinsesnuuuliirenenisidu

8) mswain (Development) Funouiiazifuduneuiiindnsedsyuuldnsdaeavdsd

TasrunLazeantuun A UTUSLATULOSIADYINNITRAIUNT S UUAUTN IPLAUSIVTILLAZDNLUU
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5) Msnaaeu (Testing) neutluldeuaieasiinmaaeuszuulneetaazidulusunsuwes
yietinfemeiszuy Wlemdeinnaiavedlusunsuiiimuntu sufmssaeuinssiuausiomnis
Tvesfdenlussiuing 4 Mszuuiiamunaiosiels

6) mMsfnsanarldarn (Implementation) Wunsinddligldnussuuiiieatedldnaaodd
NUTTUU IAURUNGNAIDENS

7) Mavge¥n (Maintenance) syazilifussazuasnsinmunanisldaussuy uasftuniy
AnuansAll 9 Wluluseuy waraoumsldinussuufildimuntunlisudldnussuy

3.3.3 NINAILITEUY

Tunswamssuvansauna UnInseriseuuastiikuudnaessUssendleiun s seuy
Ineuuuidnaes (Computer Academic Textbook Department et al., 2015) ﬁﬁﬂﬁf

1) wuudraeamnsadinaans (Mathematical Models) lunguussgnsauindldasuie
nnainIsnAtinvaszuy Beuldiuauing1emansuasimnssy 13BuauNIsAUIN dydnual
meadinenansdiulvainiauslusyiuuvesileidu

2) wuudaesiiiudesredune (Descriptive Models) iunuusiassiivnibossn wu dosr
o5u1e T1aziBen Meawing 4 iiauiduszu lnswuudassiidudosdesursaunsadeuls
ogfluzunuuresnsEuIuNs viodunouisflegluguuuuressiasiass (Pseudo Code) niausslun
1n59a3190191849nqw (Structured English) 7 L sunsaaes Touuviuuusiasad oldlu
nseenkuUlUsLNTY

3) WUUTIADIUHUAIN (Graphical Models) WuuTIaBIMNUATNYTBlABEUNTY A8vinlA
hieneiszuvanansadilafisanuduiusuesding q Afleglusyuu

Faidy mewauvomansindmitendn dausiguyudiendudsidnnsedndngy
Wiy Yruvaiana Samdnenmes d33elaidenlduuuiiasununmusouuUIIaeINTEUIUNIT
TumseenuuuuazileTgiszuy Jsuuudassnszuiunisidunisesuieinssuaunmsyhalussuy
Tasuanssinuusunmuazlnozunsy §3duldlduvudasinszuiunsiiFondn uwunwnszuateya
(Data Flow Diagram) @ $9zuansiienszuiunisvinauyesssuumdvg sidnnsedndng uusivnu
Srumyinna uarnisind eulmvesssuudiauddoyatind Ussaana nindeyaluidudaudly
wazdumsnslnavestoyalussrimsdivanisallaiatutg

3.3.4 29AUIENBUVBITTUY

IuﬂﬁiﬁhnyﬁzuuazﬁQQﬁUizﬂaUﬁﬁﬂﬁ@(Lanwhhwong,ZOl?)ﬁhﬁ

1) 819033 (Hardware) Usznausnegunsalsng 4 1w Waisaiwes aeam Aduada nFeafian
qﬂﬂiﬁhuéﬁﬁézﬁwqwuiamﬁﬂuﬁaﬂwTﬂﬁﬂﬂiﬂszuaama WAzUARIKATRYANTAUNA

2) wowduS (Software) Ao yavoslusunsufitanlddmivdniliasauiusemana

A99NADINNS
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3) g1uteya (Data) vanefs nguvesuiluteya niemseiinadoulosanuduiugii
shefu gruteyagnldifuaudsuvesdeyari q Wsutstunsldnuswiilusadng

1) syuumsdeansinsauunau (Telecommunications) WAgadesumeluladémunisdeans
Insauunan 1edevs uazdumediin lnonisdeansinsanay mnefs madsdyanudidnnsetnd
i ofasiad oansrud onanei i eud sz i unaazUateniafiegvinslnaiu druinevie
dunsdoudeneuiuneduazgunsnisng 4 Wi sutsiunisldaunineginssauiu
UULATEY way duwesiin [Wuesevisreuiwesvuinlugseaulan Useneumela3etnedsiuiu
fuituiignideusoindieiu i euanideuteyatnans sastenislddumedidalunisviendy
Wierihaumasdoyasiie

5) dunaun13¥9U (Procedures) Usznaude nagns uleus 33013 uazngsudeumsld
sruuasauma suldun duroun1sufcRou FBnsthseinwm waensmuguanuaonivesssuy

a

Aouunes Jetunaunsvhauszgninluldlufununisalivaunisgsianadnidunslunn o Ju

(% o~

6) AU (People) Nuneii qﬁmﬂie?'faﬁaLﬂudauﬂizﬂauﬁﬁmzy‘mqm IngypaInsluseuy
a1saunAlTENaUAIgYAAaIe 9 81919 U TUTunsues UnliAsieiseuy ImInsias ey
dneenwuuguteya wazglduaten

3.3.5 nMsUsziliuszuy

nszvauMsUssdussuuasindsnaadldauszuy Tagasvnisnsnaey Tinsieidn
szuuiiiannannsovinuldnuinguszasdiinaliviel fussaninmidiede mufmevaussniny
desmsvesldldundoniiiodla fgaunnses wiefddadilinsudiu uazuuimalunisusuyss

seuuliiiuseansnndalu (Computer Academic Textbook Department et al., 2015)

4. 350157398 (Research Methodology)

4.1 Uszvnsuaznguiaegng

Usenstumsided fe aundnnquudinudnumyma sualass snneUilun Jaming1amnes

Y Ay v a aAs a o = o v A v ~ a
wazgnAldszuudneullseniauY SINEBeivgauszuuasaunanlylunsussiiuseuy
nausa9g19UsENOUAIY duNdnnguud U1y 91UIU 20 AU LLazqm”ﬁ U 10 AY NRUAIBYNY
LarIFTN1sd U089 Qi%&ﬁmummmmjmﬁaaﬂwLLa3Lﬁaﬂﬂduﬁaashﬂmuﬁmmé’ﬂwmmaq
Uszans lagld3Smsdennquinegisuuianizinizas adunisquiedrsuulildndneniuiiag
[~ a a A 1 c{' a 1 1Y g 1 o =
Julaeiisngaziden Ao nqui 1 aun¥nnquudviuiiungaia 319U 20 AU LEBNKUULIIZIIAIN
aundnnildruigiveddagnsaiuniswmuindndue ielvladeyaiedtunszuiunisiauuay
Jaymlussuuiay nqui 2 gnandildeussuudaouidse 311U 10 AU LEDNKUULIIEIIRNETE
Uszaunsallunisldaussuy Sufduiusivdrusanedld wavanunsaagyiounadnsnisldaula

NANN 3 {AIIYMUTZUUANTAUNA TI1UIU 3 AU LEDNLUULRZIINENTIAMIANLANUTE IV 0
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fumeluladansauma ileUssliuaunwmamaiavesszuy nguffvuildiungusiegies
Nielsen (2000) nanriinsnaaeufungugléauiifusunudiu 5 - 10 au wazdidervigianiy
VN9 @unsaAunutaunnIBIwazUsEiununnassyuule

4.2 \3aailafllunnside

w3osflondndly Ao wuvssundmssnuloUssifiunun sz UUS AL folazady
wanalaldauseuy sruuiRuInI81995MsRRIuTzuY (SDLO) Taeldn1w PHP Tun1smun
TUsunsu uaz MySQL Lugiudeya uaz Responsive Web Design Lil 93895 UgUnsainanmans
uanand§elfiaT eafiotinsevidoyaanssaun (Descriptive Statistics) Ao Aads (X) uay
drudssuunsgu (S.0)

wuuaeuulidunmsdnyszanue 5 seiu e liiReuLUUaBUALEINTNARIAY
Anwiuldogretaaunazduszuy Mnduidoyedlduiengidasadfdanssau Wi duade
wardrudeauunasg wisldagusedumnudnfuresimevnuvasuniulundazdiu sauvisld
agvipunuaonadeeinmAniulungufegs muvamuminevesriadsldinasiszanaen
MINRLIAATDY Srisa-ard (2011) Tnawuadu 5 szau ldun 4.51 - 5.00 ey sAUALLAUAIY
1NTiga 3.51 - 4.50 Mneie sERUAEITuSEINN 2.51- 3.50 Mneda sERUANTILEULNANS
151 - 2.50 vanefis sedueaniiufeios 1.00 - 1.50 vangis sefuauiiumeiosiian

< v
4.3 NI3NUIIVIIUVDIYA

(%
[

A A o a o yy A Avao =3 =
Lﬂi@ﬂﬂamieﬂUﬂqiﬁﬂaﬂ U IWLLﬂ LL‘UUa@‘Uﬂ’]ﬂJLLagLLUUﬂigLMUVIEﬂ’J'E\]Elaﬁfmsﬂu"i]']ﬂﬂ’]iﬂﬂw’]

awv o a 1%

1BNENT WWIAR Noed wazuddeineites lnewuseenidu 2 ga loun (1) wuvasuaudmsungy
wsithu uazgnAn (2) nuudseliudmiudideing Tasuvuasunudmiunguusitiuuasngugnei
Husnesidimuszanae 5 seiu uwiadu 2 aeu fie roudl 1 sunisesnuuulivled wagmeuil 2
suaafianelasonszuiunsmdeddidnnsednd drunuvlsadudiorngaseunqu 4 s
loun dudleviduled drumsesnuuudiuled dunisUssinanadoya uasdunsldnuivled
araaandsvesteya idasiennyarnunissvaeuaniiswmsadaioninedderny S1uau
3 i warduaefaianugenadesteien (100) Insdendafioglunasifiseniuldeyi
0.5 - 1.0 wagmaduiinuaenadowesion uazmanudeiuuazsiunaduuniuuaeua

ImeA Cronbach's Alpha aaus 0.70 Yuly fieiaSesiiniinnudedy A9 1
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AN5197 1 HANISUIAIANUIDLNUYBILUUABUANANUNINDLA

. A1
fn
Cronbach's WaNIs
Corrected -
318015 Alpha if Usziaiu
Item-Total v
. Item 99
Correlation
Deleted
duaunenalananis 1. wihdulgidanuaneay faganisldnu 0.53 0.88 HAUNENE
< @ s 1 v 1 3
aanuuutIulua 2. Mmsdnguwuuivladazainsanislden 0.82 0.81 HULNE]
3. YUIAKAL JURUUAISNYIIAUMWIE Nz 0.78 0.82 HULNEIN
4. Womuaznmusenaudennunungla 0.71 0.84 NAULNEU
fuanunanalana 1. 91982t dANAN N UNTAINUTALIU 0.63 0.86 NULNEU
ASTUIUNTS 2. AVINYNADIVDITILNTTH TR 0.66 0.77 NAULNEU
A éa & a o X a ! 4
nswidlvgdiannseiing 3. NNFRTIVFDUAN UL AIGDUAINUALAIN 0.71 0.74 WIULNEUN
4. spuvduaunmsiintiavesgnAnlafesy 0.57 0.80 NAULNEU
5. SEUUENNTOLANY 919NN 1LY 0.63 0.78 NULNEU

NATNA 1 suauianelagonisoontuutiules 1HaRa15IA19IUIIUNTIUTD

(Corrected Item-Total Correlation) #U11 AAIUNNUBNIUNMIIATFINTUAT B 0.30 Laedenag
52134 0.53 4 0.82 FsdanisdnguuuuivledasninsonisldanuiiAdiunaduunasgawindu 0.82
v Yy ¢ ¢ D a1 o W o o a
wazdontivleddaiiualsau Adsganisldan damaaindy 0.53 dmsun1siansun
A1 Cronbach's Alpha if Item Deleted ilfiagsgning 0.81 fia 0.88 agulaidamauanansatluly
Audoyadseldvianun dausnuanufisnelasenszuiunismayddiannseiing Wefiansanadiung
FUUNTI8Te WU Tornrunnter Uiy aan lagdaegsendne 0.57 9 0.71 §978N13

U
o

AR UAN UEAGaliANAEAIN AU UNENAWINAY 0.71 Uazdaseuuduasunisiinda
109 nA AR 9T U FAsanviady 0.57 agulddamouludiud 2 druinueiUszidi
wagannsnnlulfauaield wendetmunszuuiadaduldinisasunmiungudiegnalag
nsvUILNsARTUE U AGDU (Testing) iteUsudiuguininszuumsiiutoyaliszzioa
patunouITIsNITLISEUY (SDLO)

4.4 Mynszidoya

Toyadinesideaimidmssau TnofuiaAads (X) uavdrudosuuninsgiu (S.D)
LA IZNARLINASIYBY Srisa-ard (2011) TaeAndosas uanuasdeyaluvesimeuLuvaDUA
THudsdnuaei ugiureanguiieg e dade (X) 1l efinsanseduanudaiunieszdu
mnufswelavefneunuvasunulundazdomanuuazlunnsuvesusaziu uazldandsauy

1195374 (Standard Deviation) HIBLAAINIINTTILVDIATLUUAINAAVILI TN ABULULABUA T
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AuAnugeandestuinleaiiadda wazinaildaainnisinaaeisunuseudiisuiuinue
(Y a 3 N o LY a < v v L) d‘

NITLUaNaTEAUAINNAALIL LNDIATEAUNANITUIZIIUTUTZAUUBY UIUNAIY 1IN UT0NINNEA
iielianunsafinunanisideldedaluszuuiasaenndosivinguszasdvaanisiine laenisly
adfdanssaunludnvaslmunzauiunuldenye@nwiseauanufadiu aufianels waz
N15UsEIlUANAINYaITTUUMS aIAT 0dile LB INasadsyoun NTINveIteyalaeg1atnlau
Wnladne waziliasunaldnseUsznu edidunounsidenmelud

4.4.1 TgUsEaIANITATEN 1 WOWALIYININITIATINUIENENS U YUBUAIENEYE)
didnnseiinduntumysia srualuans sunsdilun Jaming1mes Inefivsewins Ae nguiawia
YUY hargnen naudiegildlunsided Ae nquuddiutiuvana 31U 20 AuLazgaNA1TIUIY
10 AY kAY FHEIYMUTTUUATAUMA 31U3U 3 Ay nglunsimundemanisdadmegidele
199935015 WAUISEUU (SDLC) 983 Kendall & Kendall (2010) Tun15a14 3 U1 WIS UL
lnesgazidennail

) a o . ey = Ya o Y va o a

Yupaun 1 Aviuatyun (Problem Definition) Tud .. 2565 {338 ladduluniseiiu
1A3IN1TENSAIANSUNIING 1T UAYNIEUATAS 058 FalaiFoniuiUruninia drualuaiug
gunaUnlun Ywringnwes iuiiuiilunsanduaulasinisgmseans waslanmuindndusinds
lunainvate Uiy wazdnisldveamsnsuneiiuna sdniismiadgilunisussuduiug

dy a Y 6 = 2 ! 1 o Y a dy et L% a v L3
uwazdouenindueivesyuuy FelasinsaenanilaasuiivuaiidesudgununlunsiauxEn o
TUudaRuaUatel 2565 siou1d3383991900RUTINAUNG ULITIUT e AN YBIN1IN15IAT MUY
a o ¢ | A ¢a & a ¢ a A9y a o & dyvo a4 & a v

HAnAasiguyuvUYsIandydBiannsednd wWuiielvindn daeiiduiisdn wazidendadunn
logznIndnna

& =] a ¢ . o a (4 £ o Y1 [

Yunaui 2 N15AATIER (Analysis) sreziitiniinsgissuvazaeanaumauliladi vdan
Wawnszuuasaumetuawas lasdudldszuu wasszuuiin wieanudesnisludlidenisssuy
ansaumaLuulndagesun1svinenu wagd1:1anvinuieseissuuaudagdu lnvasuniy
Aunquuddiudedayminu wagaudeinsiognlaiiudy UM nuauILIAIURBIN1TURY

sruulval wazaawuudnaedeya fan1mi 1
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v anAn
Uoyad v
Fo9n1s . ToyaHAn U
LAONKANL ] )
UuUss WA YUTU
Uit 1 PR e e 2
v 4, Ufuuss N a8 <> | 04| doyanis
Toyafini s " <—>| D2| UsgLan >
LLNNYRUAYAN 4 [ Zaes
9 v <« 03| anén <«>»| a9
MIUTUUF E
a o < A\ 4
<—| D1| NERNEUN
a & 4 3
o ULLELAN. | o] ysmam
nauwitu <
a ¢ LY o
WHUNIBAU <—| D3| anAn > | Awwsm
T e o4 [ Fosansng > —5 Ly
- 51837u58le - AR AT YU TUNTE
- $158du - JeyansuTu
<
-luiaa
anAn
U

A7 1 Data flow Diagram level 1 NMSWAILITINIINITIATINUY

INAINA 1 Data flow Diagram 586U 1 8UAATIUALLDYAVOINTEUIUNITUSN NABITD

fuszuu lngazuannisivavesteyaseninseuiinnieuen (External Entity) ns¥uIun1T (Process)

uwiludeya (Data Store) uagmsi¥eulusvastoya (Data Flow) Bslunselil DFD Level 1 Usgnausmiy

4 nszviumsvan Ao Tsiwausulsuiudoyavdn WUswavienindaeiyusy WUswauinsen

warlUswaNUNT 89U

S L g
S GHRIREASER

AN LLLATA

D1 | WARSTIgUIY
3.1
D2 | Uszian
ATAAAUNNTAITD -
<—| D3 | anen

v

| f—{ pa | doyanisnne  ——

3.2

ANUITUTIAN

3.3

AuNlLLATA

A4

% v
ER1UBITIU

A9 2 Data flow Diagram level 2 MINAIUITDMINTIAT M ONEA S uaYU YU
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AT 2 Data flow Diagram 58 2 [unsuansseazideavasnsyuaunsitayaniuain
seif 1 Tasuanstuneugesansluuiaznssuiumandn samdsnisinavesteyassuinafulunsdild
ilvsiead 2 wvhnisunnnszviuntsgesldun [awansaaeuntsdsio TuseaduIngan
warluswaiuniluasa

Tunoudl 3 n1seenuUY (Design) iussoziiiisadastunisdnmgunsaiiessauas
gandund lassafraszuuiaietneiideaihunld nseenuuuietdnn niseenuvudiudndodld

PONLUUTIUTRYA AkandlunIny 3 wagTiniainmseanwuuntnduinseyld (User Interface)

Fauszlan

sandnsioe

Usziam L M ARSIy 1

san15e

U

0 (%

¥aana 310159

N13UY

=
IYaTLDYN

N13VY

INFNLRLLDYA Wawammsm

$1A/3u
$1AN5
AGAITRTA] 1
Wwosng

A&y Nyt

=b.
©
e

A9 3 E-R Diagram N1siauNtosmamsindvenansdosiguyy
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ﬁ]’]ﬂﬂ'W\Wl 3104 ER Diagram ﬂ'TﬁWWuﬂ%@ﬁﬂﬂﬂﬂi‘\]ﬂ’ﬂﬁﬁu’]ﬂma@ﬂﬁu‘%“ﬁm%u%LﬂEJ'J“UENﬁU
ﬂalILLlI‘U’l‘LJ aﬂf‘ﬂ mammwmu USLLANNANAY N15918 S19a8L88nn15U18 “U\TLLG]a LOUNAL

L 6 o

ANNEUTUSIUWUY 1 siangy
Tunaudi 4 Waunszu (Development) lutunouild3duldiaussuudasaiw PHP
lngldszuuianisgiudeya MySQL Tunisimungeaniedadmuieninsous

Sumeuii 5 nadausEUY (Testing) Wowannszuy fAdeldvhmamnaeussuuiudidewny
$1uaU 3 vu Adanudsrmgaiuszuvatsauna tnglduuuussidussuuasaunadingy

'
a

{18 929 Auan AN 1309 NIWAILIT0IM19A15T AT MU NERE R A NeT gL Tus 8NNl U
Sdnvselind nuwaithutungana dualnang gunedilun Jaingremes
sunaudl 6 Anneuazlday (Implementation) WevnnasuszuuiSoudes Ssldinisands

FPUUUUAILESHBTkanaaedlduese Mufwmsvdeuinsiiumiudeinisldnuresildeu
vl uarapunslinuszuuiufununguudtutunna lufuseuiidednsfnduarldau
Souesud §IdeldvinnsAnuianufiewelafiddeteamnsnisindivinondnsusigusy Tneld
wuvasuamaEfieelalunisldszuvvesdld 3o mawamndomnenisindminendn sy
memduddidnvseiind nauuwitiutnunyana sualnars gunedilun Jamingwmes

Tunaud 7 Urge¥nen (Maintenance) wioldaussuulnedununguusitdiu wagnisngu
oty Tuusedilianusadngusriwesiielfnussuuld §afeddlddluudlonsloy
VUTTN0T

4.4.2 ngUszasdnsided 2 WeUsziflunuamszuumdedBidnnsednduntiumyaia
Fualiatig LnoUalun 9ine e ImEJQ’Lﬁ‘ﬁlmﬁmmé”mmdﬂaﬁmiamm TIUIU 3 YIuLaen
wuuizaslaeiedesilefliluinguszasdnisided 2 Ao wuudsuiiununm lumsiinseiteya
{3duidonldadRidansaiun (Descriptive Statistics) 3 aAad A ugiu ldun n1smeifovas
MsmANads uaznsmAnTssuuNInsgIY teedutednuazsiluvesdeya wazagusziunm
Anufiurasngudiegns Tnearfosagldlunisuansdndiuvesdoyaiuguesinouuuuaauniy
Anadglilunsuanssziuaufaiulasnuvesusazdedaiy wazAndsavunnsguldlunis
LARINISNSTANEVDIRMUARTILTRRaULUUaR U dALdenndeiuinesLiiedls

4.4.3 SngUszasdmsided 3 iefnwmnufismelaveslinuszuumnduddidnsetindues
PN sIndvthendniasiyuyuiumgng sualiass sunetilun dmine1amnes lagdseyns
Ao nguuitutumaa dualiass gunetlun Jamring1anes wavgnAn nqudlegeUsEnausiy

i [

auBnnauuiUu $1U3U 20 AU gnAn I1uau 10 AU lneldonwuuinizas dunmsiusiusindeyaly

Ya o

Suusnaeussdmaiaundndamigideldinsuszyungy Wedayans aouawdami uazay

e

foamsvasngubesiu uadlunssuumsdendenduyuauinisiauadesusiud uddadumsue

Audiuidlndifeddususy waslimsveiumamedn Jefidedanamuin deamsmsmedslsiidu

Y
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fssnunnmosniadufisswomaiior uazldvhmsasumuiunguyueudnesaieifindomiduns
fadminendndasiivanniy uandoimunssuuatdusdddluuvaeuaulumsdeuauany
flanelaifsomnduddidnmsoind uaziitelildadifidmssannlunsiengideya lnsuuuasuany
anufianeladueiesloflflumaivsusudeyamnuaaiiuvesglinundsanlsmaassldszuy
3ouiulediwauniu lnedfnguszasdifletssfiussduanuianelaludiueng 1 Wy dunis
sonuwuulIuled druaduazainlunisldau drunugnd 0198In1TYNNUL LaZAIUNTTUIUNIS
Trusmsvsensiiiunuvesszuy wwuasunaldinpsdmuuszanua 5 sziu elvigneuaansn
wansspdumAniiuldesnadniau anduiahdeyaiilduiinmeflaeldadfidmssnun eagy
sgauAuianelalagsinveIngudlege warldidudeyalsenounisussdunmnInuedssuy
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Abstract

This quantitative research investigated the influence of quality of work life (QWL) on
work-life balance (WLB) among Generation Y and Generation Z employees in private
organizations in Chiang Rai Province, Thailand. A total of 400 respondents were selected using
non-probability sampling. Data were collected through a five-point Likert scale questionnaire
with high internal consistency (Cronbach’s alpha = 0.978). Descriptive statistics and Multiple
Regression Analysis were employed. The results indicated that QWL had a statistically
significant positive effect on WLB, explaining 82.2% of its variance (R? = 0.822). Five QWL
dimensions—career growth and job security, social relevance of work, constitutionalism in the
workplace, safe and healthy working conditions, and adequate and fair compensation
significantly predicted WLB, whereas opportunities for capacity development and social
integration showed no significant effect. The findings highlight the importance for private
organizations to enhance work environments, strengthen career pathways, and promote
holistic quality of work life to improve work-life balance and long-term job satisfaction among
employees.

Keywords: quality of work life; work-life balance; Generation Y; Generation Z

1. uni (Introduction)

JagUunangesAnsusrautaminisateaniisyu (Quiet Quitting) kazdnsIN1saleen
fidindulunguusanuiulul Tnsianglungy Generation Y way Generation Z &sliaidndny
AUANNANAATENINNTINNTYINNULATINEIUA (Work-Life Balance) 3nnninguneu 483aann
Deloitte (2023) 5¥y11 WiNI1U Generation Z n31588ay 46 da1gnualn (Burnout) way
ni1evay 40 Tuuilvuareenainiunisluassimnviannuaunadin vazfiteya National
Statistical Office (2024) WuiTussuans LB TuEidndIugslunaiaussaulneuas
fanudesnsdueuBangulunmsvhauezaunmdinuniu ludamiadess Department of
Employment, Chiang Rai Provincial Office (2024) s1a1uinussaugulnsininsesas 62 fwualty
aneenaglu 1 - 2 Yusn lngaunauanunainainuaien Ysuiaauanniuld wasnisvianis
atuauAMNANARTENINNTTINNULAETIR (Work-Life Balance) a@nunsalfanadagyiouning
famelunisuimaminensuysdvssesdnsluiiui ufdeuideduaunmdinlunisiin
(Quality of Work Life) uagainuaunaseninenisinanuuasdindudd (Work-Life Balance) ag

JuunusdlngAnwnguaestulaniuestunils viefnwusunltudiedduy vaeReaiuds
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a v aa L4 a2

PNUITENIATIEIBNTNAVR AR TR vRIRMA I NTTIALUNYINNU (Quality of Work Life) idswa

AEANNANAATENINNNITTNINULALTINAIUG (Work-Life Balance) 04119 Generation Y Wag
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Generation Z luuunesAnsienvuvesdmindsanelasianis aidnvazaaiaussuuay
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2. IngUseaeANTIdY (Objectives)
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3. MINUNIUITIUNTIU (Literature Review)
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FAnuszariuldegnaiuassdlasgnuuiuuiudndu "Digital Natives” 9e19uvia3s iilaaanidulaen
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oo uagiufduiusiAnumauianuyfssniussdng (Organizational Justice Theory)
984 Greenberg (1987) AmugAsssulun1suuaianulindanazananunssnainanudauds

6) laseaieeeAnsfigfisssy nuteds szuvuimsningseifoudaau ansuinioy
nszvrunIsTonseulusla uazn1sAunsesd@nidiuyana aunguunuin (Role Theory)
93 Kahn et al. (1964) lassasiidmautisanaulsiuusuluumuinuasanudauds

7) AvwansasyviuiuFinanudueg (Work and the Total Life Space) vanefis sl
YAAINTAINITAIANIIAT AL 1N ANLATIANANAATENINNIAT EIUSUNITVINNU ATEUATY
e Tnonsynaninteiianssudy 9 uenmiieanmsiny Wesananuaunasenitsnuiu
Fimenuduogues Walton (1975) fdnwmrlndifsstufudsmuvessidet (arwaunasening
FInn1svihanusasiingiuda) Jaddlahuniasey

8) AnusuiinveUsadsny e ssdnsfididugsiaetdinsusssunazainsnumiedsny
vilndinnufiueuvnevesunamguinisuaniudsunadanm (Social Exchange Theory) 89
Blau (1964) M3suinmumvesnuanaumilesdmisensualuasiiumdsnudanlidindiu

MnuIRAazngui AN mMTInlun15viau (Quality of Work Life) 7ild$uniswaun

va o

Tne Walton (1975) @9Usenaunie 8 99AUsENaUNan Na3ulafnlasn 7 99AUsenauuIfAne
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anuiuasaglaniad il Tonawmuiaauainisa anudunusnisdanluesdng uas
AmNusURnvaURdiAN WaresdUsznoudl 8 mnuaunasenituiuTinanuduey Ll
Apiifiendnidesdgmanuduius Gaduseninaiuusdase (Multicollinearity) SnuuwIvINITes
Sirgy et al. (2001) wag Nanjundeswaraswamy & Swamy (2013) ﬁ%IﬁLﬁudﬂaqﬁUszﬂaummau@a
Findauduiusidaduge (High Correlation) FUBIAUsENoUBY 9 wazN1TTINeIAUTZNOUT &
AanuduiusasdunuuinaeufgiueaiviiiaadUsenounIsveteauLlsUTIu (Variance
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Y (%
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wiannsnfiarsanldlugiugdauusauniofad TanadwidiAnanaunmdislunisiaiuis
7 osfUszney Aaudsannsoaguldinunmdislunisinuiianudfyesed sonuauna
sewinadinmaiauuasiindiuia lasemglugaiiussnusulvdlinnuddyfuemaugadin
Wsuindunelduazlenmadimiiluaisendn esdnsiinseninuazasmuimuinanind Inly
myvhauegaduszuudddelfiuioulumsisgauasSnvyaainsiidaanm ansnsinisaiesnyes
WinY wazEsNasRNEInsalunsusiuvesesinsiusseze

3.3 wudAnuAsMguiitNaiuAMUFNgATENINNNTILULA T

Greenhaus & Allen (2011) lafignuainuaunaseninen1sinauwasdin (Work-Life Balance)
THuaniugveseuannaficudoinsvemisruuasindiuiieglussduiivindouty uasiaue
LUUSIABIa UIBI M NeINTINNULAzATEUATIENINTIaRA LT IR ST e U UATUAY)
LLamﬁmm’mamyimﬂluﬁgﬂamwmwLLagmmam@aiwdmmiﬁwmuaz%‘im (Work-Life Balance) +Ju
LnARAnINMIWAsULa AT Ygiauasdnn ssdnsdesimuafirmatasuu i ifidaay
wiondnasueudavgulunisviau Snanmundendimnzean wasianndneniwyaains tielsild
dananszmusonunnmsnuazidumslumsviyaainsifasananga (Nubut, 2011)

Merrill & Merrill (as cited in Sangsavang, 2016) N&127 aﬂﬁﬂizﬂawaﬁimaquéﬁ%
anunsaiasuanuediiTinaunaldsdesusenoulude 5 duflddsd

1) #un13vi191u (Work) Ae ni1i nnseunseandndidudsdrdalunsudndu vldiae
adlua 9 uazAuARaSsaTIATieNUsEAVS Al T UALLeILAZDIANS

2) funseuaia (Family) Ae drlunsialuadrsmnugualuyanaditlugainudise
wouadudugaelunssdnduriliiAnauautuneluialanas slidinludeny

3) fuan (Time) Ao AsiilAsatestunisindulalunn o edrwestiinnandudanluns
sl handumahauniesseuath SwnaudiuasdesilimsldiTindinuaugaiunaiild

Arualikasaunaiuaudy 9 meuieiu
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4) AuN15RU (Money) Ao nsoslloagmildlunisyisliyanaaunsamsaiinlansludagiu
wazNlUBUNIAANSDUNITEIWNLITBILUAUNITHNU AUATIUATILALAIUIAN

5) shuaRdayay (ntelligent) WosandinuazanuAnvossiliveais gy waindiudl
nsidsuwdadlanaeniial wisinnaudesdinisiaudnenin Wawaidyy) waensaineming
aunalinuiisiafuduliiuiislugn 9 A

a a Yy v v 1 o aa .

INLWIRALALNG B TeFuaNsagUledn anuaunasEnInansTieuLasdin (Work-Life

Balance) nun8da N1sdnassaindnauainsalddinlunsinuiasdindudalaeg1aung
= £ [} [ ¥ v =l Yo [~ dl Y a =
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NuTInNsvnuuasdIngiud Merill & Merrill (as cited in Sangsavang, 2016) a@gviaulssiuan
I Aa ° . <, o A a X Aa Na
AINALAATENINTINRATNI59191U (Work-Life Balance) iunaswsinduainvaedfvesdin
Inglanzeg1989nan nd3nlun1svinau (Quality of Work Life) feifutiadedAniidwmanseny
Tngass esanmsvhnududunilvesiiniyaealtnatdilng wnaunm@dalunisinuedly
siunfvriduasuliyaraasndnassig nawu wasanuaulaludwnuau q vestinlded
winray dwaliiinanuaunalaesd lunenduiumnaunm@istunsinulibedneeainli
UARaRoLHTYIuAUATER A1ssununiuly vievanatlinudindiuda dwaliaiuauna
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seTInkavnsihnudsaunasuleig

3.4 URENNYIT9

Sangsavang (2016) lavinsfinwises gaunnddslunisvihaulasanuaunavesdinlunig
UVBINTINNUTEAUU URNT Generation X, Wag Generation Y U8IUTENATIMIUAAINTUUINI
mamiﬁﬂmwudﬂmmmesm%aq@mm‘w%ﬁmiuﬂﬁﬁwmuazmmam)amaﬁ?ﬂuﬂﬁﬁwmmm
NUNINUNIFDBAUBLTTU LU LANATU LLazmmé’uﬂ’uﬁ‘*‘uaammamamaﬁ%miumiﬁwmuhmm
WALIIEAIUN Uﬂmmwmmlumimmu Janudunuslunaniameinu Lmawuﬂmummmwmm
Tunmsviheiiadu Aagdssavhliinnuisauaunaredislunsinudumniy

Kakarndee (2017) loAnwdadendwanenseeauissvasauisyinarungy Generation Y

' Y] | P Y] a o P v | &

naudegeAannuuI¥nonvulungunng o1y 23 - 35 4 MiAgd1891uN1NNI1 2 ASY
F1uIU 282 AU AnTwideyamenisannssnyaskuutudule nan1sfnwnuindadediuedig
Ja3a1unsAUMUN LY (929maa09) daWaniauIngon1sd1euyagrasaudeinaungy
Generation Y wazUadeaulonianisiaiuinuiesdananisausiensirenulagvesnuisyianungy
Generation Y ag1silfuddnmnaadiifisedu 0.05 wagaruduiusiuimianlidsmanongingsy
nMsfeauegettudAey

Srisakda & Sudharatna (2022) laviNSAN®IUT 09 HAYBIAINATEANINARBDAMNINT TN
Y89AU Generation Y MvsudvuIymenyulunsunnumuaswazUuuna lagldngudlegn

385 AU HANITANYINUINTEAUAIULATEAVBINGUAY Generation Y AvieufuuIEvionyuly
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ngunnuuAsharUSuamasy lusgaulIunats wavaun I Ineg luseavunn lneseauves
ALLASERAINaRRMAMTINMUDITI ANUANLarInl Aun T InmuAIduTusLaENSTdIu
Saynadans AN MTAInduMsAnuLasTRIALLY LagAuAMEIRMuATYERAlarAndeL
Ukitmanorot & Sudharatna (2023) lévihns@nwidssenuaunaludinuazasinauyes
wiinau Generation Y AnwdadefidmariemuannaluTin uaznisvinuveamiingmy Generation Y
uagtilefnwiuisuifisuiadefidemadonuaunaludin wagmaiaussritandinauivinnuin
szovlnafuniinauiihandudinodumansanmmuesuazUSunma namsidonuintadefidma
donuaunaludinaznisiinuvesndnaudiviiavlueangannumuasiazUuama fe
AN MLaTAUNSTIOUENansenuluszauUuna uastadumuaseunsilinansenuluseduin
Basala & Parncharoen (2024) lfihnsfinuniFos auaugaludinnsvinuiidmasieniia
\Jueg 7 flussdnsadelmivesauisieu Generation Z Tungammamiuas Han1sdnwinuig
ALIBYIN9IU Generation Z fanunwausa 013w seaumsdnw seldneifieu wavdsvaunisal
vihauunnenadu Samdueyiialussdnsafelmiiunndnety wasdanuaunaludinnsiau
3 fu leuA shunan shumsiidnsn wasdueiisels drasorunduegfirlussdnsaiolml
Jiratammakun & Nunthong (2024) Anw1ifadenanmIislunshauiidsaienuauna
serInnsheukardinvesminnuuTenlunamumuasiaglinguiiege 400 AU KaNSANW
wudadegunmT3alunishnuausaesuisanuaunasEnitmshnuLastinlasesay 88.70

IneUadeninaunniianfie sumsianisnuwaztindiuds (B = 0.288) seswmanfe MuANATINEN

wazanuiuas (B = 0.178) muAmeulumsnzaulasduss (B = 0.165) mulenalunsiamun

'
6

Vinwzdruyama (B = 0.101) suaruduiusnaluesins (B = 0.074) wazsuanuieItomadny

(B = 0.051) mudwiu mAdetuandiiiuinnunm@dsalunsyhauranedffiunumdAgysenny
auna¥Innsyhauvesniinnunniely
Phurahong et al. (2025) la@nw8nsnavenunMTIAILUNITINY AUAATINA UMY
fisioaugvlunsvauraRinaniunsalungszund elisalalsy 2019 (Covid-19) lagly
< & A < v @ | ° = @
wuvgauauduas esfielunisiiusiusiudeyasinngudiog19diuau 387 au duduminauy

USENENART ud e ueuAludANAa NI TUBNALER YaUS NANITIATIEVAIR0ANDELTINY WU

Y

o o a1

ANNTIRTUNIY9UTE 8 AumuuIAnes Walton (1975) Wuladuddyidmasionnuguly
nMsviauYestnu
Jai-dee et al. (2025) lafinwiAnnIMIInlunIsUndIason1IEn15a109N 8 Uves

1151901303 drindinnuaiuinfnydseudnyuasUgy 31U 340 AU WUl AMAMAIRLY

q

dAaa a

mMyvhauiianuduiusnisauiuniznisateenieuetildydfynieada uaeladeniisvsnagean

ABN1IENITAN0BNNEUABNITUIMITTANITANETUBIANT MINATEAILANAATENINTIANTNY
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v aa |

fuTindii anusuRaveusedinuuaznmsludumilvesesdns waglondlumsimudnaninves
auled uarladenluddnina fe AudmeuwnuLiissnouazgRsTIH MUFNTUSAINTENIY AR

ANUANTNLINAUTUNITIINGIY ANUAUNTILILALAINULUAT Y

a A ¥

NNINUMUITIUNTTURALIUITETAEITos WU Usznuisesnaun ndialunisinnu
(Quality of Work Life) uazaiuaunaszniiadinnasn1svinau (Work-Life Balance) uiladendnd

denalagnsewiangAinssuuarauianelavesynaIng IneAuNNIInNAITdNalaenSs0aNnatIng

g Farganlaymmstnenules wazngnsateenioy dasgasideaniagulunisd 1

(%)

M519 1 mswasvnuidenineites

338 @)

s

21033y / ngulvaneg

fiauds / Uadeiiinen

o

agunan1sAnudnAy

£

ANAMTINUAL AN

Sangsavang ) . ANNMAINNTYINIY VAR UUDLITUT AN NN
lumsvihauveandnau - . o
(2016) AURRTINNITVINY wazaunan1sinauliunneneiy
Gen X uag Gen'Y
g A9 NTAUNITUN . S L . .,
Kakarndee Uadeidawasioniseneay | . Jaduuindenisneau: ardne uansdumaunly
, 19 Tonawauinuies L .
(2017) Uaevad Gen Y lungamnmne e e e o o Uadwaudenisdreau: Temalunisimnsuies
ANENTUSA UM
HAYDIAUATEATIINASD FEAUTDIANUATERANAFDAMAINTINA OS]
Srisakda & . o N . .
ANAMAINTDIAU Gen Y AIULATEA AN AuANUFIRUSLarN1sTd LTI AN
(202) Mhewduuienenwuly  ¥in Generation Y AUNSANYILALTAUINULDY
2022

NIUNNILAUSNUNA

WAEATULATUFNALAEAIINA DY

Ukitmanorot &

AUNATINLALNITINUTDS

AIUAVNIN AUNTT

Jadeninaunian: suaseuass Jadeauguan

Sudharatna Gen Y (W3guieun1s . . . o .
. My fuaseuaid wansvinaudawaluseAuliunang
(2023) 197U Remote vs Office)
Basala & aunaTINNSYIUNdmNE . L deunw 91 selvisneiu dwaseauiluey
, o dm aunaAunaT N5l e o L.
Pamcharoen rornuduegnf o - NAFNeiY aunans 3 A
g3 Anuisnala . . SR
(2024) Y94 Gen Z finalagnsewioamiluegiinluedng
. L NFIANTITINU/AIUF — R
Jiratammakun  AMANAINNTTYINAIUN . . AMANTIRETUANAATINLARY 88.7%
L " AUV . -
& Nunthong danasioaunatinves , y lgn1sdansauuasiindium
o AMBUUMI e e o dem oo
(2024) winauuIEnlungamny Juladesiondnageign

Yinuy

Phurahong et

AN NTIRLaTANRRTIAT

ANAINTIN 8 AU

(Walton) aunadiniiu

aunatinnsvhauduiuusiunans

MaeuleaseninenmnIndInn1sineny

al. (2025) fsomnugulunisinau . .
QRE NaM WAZAINEUYRINITNIIY
ANANIANISYIINUA MUl auna A ndInlenuduiusnisauiunisatesniieu
Jai-dee et al. - . -
(2025) derasianznsangen o AnuTuiinyey nsuImsesdnsuazaunadindutladendn
2025

Reuveeng

fodIAY LoN@NAIL

Tunsaneendau
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3.5 NTOULUIANLUNITIRY

INLUIAAYDY Walton (1975) wag Merrill & Merrill (as cited in Sangsavang, 2016) SaAUNA
mMsAnIINaATeRiun amnsamenmsallsintadununndinlunisinanu Quality of Work Life)
1 7 Fu MBS NAREANNANARTYIININTTINNULALTIN (Work-Life Balance) J3fmunausfgu
St tadoaunm@inlumshaui 7§ Sanudiiusuazannsoneinsaissduauaugasening

ASYINUBAZTINUBININITY Generation Y wag Generation Z TusAnsonvussnindiessiale

AauusAuAw
N faudsany
LALUBLSTY
1. Generation Y AUANAATZNINNG
2. Generation Z 9IULAZTIN
1. AUNISYINU
o - 2. AUATOUAS?
AUIDETY

3. AULIEN

AN IN TUN159119TU Y a
! 4. ANUNITU

1.ANMDUWNUNEASITULALL NN v oA
: 5. auaalayayn

2 dunndeunuuaeniuuazguAm

3. AMULUAILALANUAINTN LY
4 Jonalun1sHmIUIANNEILNS
5.ANUFUNUSN9F AL

6.1A59851991UNANTNN

7.ANSURAYaURDEIAL

AN 1 NTAUBLIAA NIV

71 - Walton (1975) uaz Merrill & Merrill (as cited in Sangsavang, 2016)

Y s

Woandadeaunindialunisiieu (Quality of Work Life) usiaza1ulaaudunus
~ = (% M Y a ‘g A:{' =2 & dyd o/ a ¢ a aa Y
nenflesiunazliliiintulaniied (Interrelatedness) n1sAnwAsdddldnsiiaseiigeadinnig

nsiATIERnIsanaeenan (Multiple Regression) tienaaeudiunanisneInsalvesladenng o

va o

wiauiumudelaueved Hair et al. (2010) Mszyinmsieszvimsanasenyanazysligidetilad

U

YNAYDIBVENG (Magnitude of Influence) VaIusaLAMUUTHEINTA] UALEANINTTLYTEAIUAMLUUTHY

YRIANAUAATENINNTVINNULALTTIN (Work-Life Balance) Nignesuielaeyaladenmunindinly

N371191% (Quality of Work Life) lasgnsdisz@nsnm
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4. 751157398 (Research Methodology)
muATeEidunuifedeUian (Quantitative Research) Td3gnsgusdiegsuuulaidny
119wy (Non-Probability Sampling) Imm{uﬂuﬁmﬁmwﬁmm Generation Y Wag Generation Z
Tuesdnsienyu Smiaidesne fABn9idedel
4.1. Ussrnsuaznguiiedn
Uszwnsdildlunisidensed Ao wifneuuszdn Generation Y (n.a. 2524 - 2539) uaw
Generation Z (w.a. 2540 - 2555) fiufvAniludnvauzadinmilussdnsionvudmindese
01y 18 - 44 U ilosanlifigudeyarmveminnulussdnsiensudmindesse uagliansodias

Ya o =

Toyanelussdnslilaenss ewindedramuuleuisrnududindy §ideddiaunsossydnuim

Uszynsnuviasels Aeiu ITeguilddldisnisdudiieg1auuuiangas (Purposive Sampling) lnafinun
AOUAANTY (Screening Questions) Tudluusnvesuuuasuananiieliwilaindneulinuaudfnig
wnawdt Tawn (1) Wundnaudszdlussdnsenvudmindesse (2) Ujdnuludnvazaudiingu

wag (3) Mavihaueglulagdu deeun i unasiazliawisaduiunisneunuuasuaiusela

Ya o ¥

Tumiﬁ’mummmaqﬂzjm“"gaem HI9881999gATNITANUIUIUIANGUAIBE19URY Cochran (1977)

Y

= ° 1Y) aNay ° A Y avy v o &
GZNLwﬂqgaquiimimmlﬂﬁqﬂqiﬂigqf\]qu’JUﬂigﬁqﬂﬁmLLVH]?QVLW I@ﬂi%%mi@ﬂu:

2

r(1—p)Z

n=———
e

1R8I ANUNUNLVDILA AT AU A
N = VWIANFUAIBENTNABINT
p = 0.5 (nsadliinsuadndiuvosuszang)
e = APuPaInPasungaNsule (Mviualdfi 0.05 %58 5%)

7 = @ Z fisysumnanidosiu 95% (G Z = 1.96)

[

e ve & 0.5—0.25)%(1.96)2
mmimmummLLUiluqmilmmqﬁ n= ( )+(1.96)

e = 384.16

Fefu f3dermuaruangusiegtaniiiu 400 Au SufisswerensiinTesideyanaadily
seFumNdeI 95% uazAPLAIALARDY 5%

4.2. \Raafleflldmsing

ww3esilevdndildlunisiiudeyade uuuasuniu (Questionnaire) luguuuussulatl (Google
Form) %aﬁ%ﬁaﬁmm%ﬂmsjﬁ'nwuaauaflm'mmuiifsjsuaq Sangsavang (2016) fifn¥i3s ANINTIN
Tun1syuLarANaNn a8t 30 tun157uYeINtnIIUsEAuU UAN15 Generation X Lay
Generation Y anusuldlimnzaunuivituedsilasuuuaounuiiimun 4 daw lfud @il 1 deya

Mlvesnouwuuasua NI 6 U8 dIuNl 2 LuvaeunaigIfusEAUAMANEIA UMY
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TugunuuvesnnadAIUsEINM (Rating Scale) 5 s¥Au 9117u 35 99 duil 3 LuudeunmfgITy
AANAATEIINTTINULETIn lusuuuvemnsdiuA1Useana (Rating Scale) 5 s¥6iu $1u7u
25 U8 uazdIun 4 Tarausiu/Jawuzil Wuwuudndney

[

nsmsreaeuAdadle esngidelddnudacuuuasuauanauiseiiiumsasiasy
i warlimasouanuidesimeaedodleluiunreimsideadiiudmuindaauderiy
gunn §iseislilddidumsenaseununsadaien (Content Validity: 100) Taefidsavgdnasa
ot lsfinnug3duldinismaaeuanudomy (Reliability) veauuuasuanilagiilunaassld (Pilot
Test) Aunguietnmaaesiiua 22 au Felidnwalndifsstunguiiegisnis Ae Wuwinnuuszd
lussAnsienyu 8185enIn 18 - 44 ¥ Yjiinuludnuazaudinauludmingess udnhdeya

(%
Yo A

WAIUMAIAIUSEAVIEANWRWAEITYeY Cronbach’s Alpha Han AT gsiasUlansil

A15197 2 ANAUUSEENSANURBLUVBILUUABUDNY

WuUsauad MDD A1 Cronbach’s Alpha
ANNMAIRTUN15YI9U (Work Life Quality) 35 0.96
ANUAUAATEVINNTVINNULALTIN (Work Life Balance) 25 0.96

Fsaty 60 0.978

= A J o ' ! v a ¢ a o
Fea1Aud el udana 1oy TuseauauIn MunNeIved Nunnally (1978) 758y11en
Cronbach's Alpha 91111131 0.70 wansfeaugennaodn1elu (Internal Consistency) A wagA1
11nN31 0.90 f971Aun wansineIesflenldiaudedugwmaziimumuizauiissiluldiiy
TIUTINTYANNNAUFIBE AT
< v
4.3 MsNUTIUTWTaYA
4.3.1 manudeyaugugi (Primary Data)
[ ¥ PN L4 Ya v @ £ Yaa
Dudeyanisiunuanuuugeunuesulail (Google Form) {iduinusiuniudeyalagldisnig
wanuuuaauaulinqudeg1e 311 400 AU tagnisuas e lunqumedaludwindessiy
A ~ o a ya o v & A I3 v ' =
waziasevreluduadinevees] I9ouas Sauulunuf sreeIan1susIuTINdoyariuiau
A9AY - AULIEU WA, 2568

a a

4.3.2 manudeyanfegd (Secondary Data)

U

¥
1 =]

Tayaduilduiannis@nnduad Saldlifususwannguussainsdiognalaenss
WAAUTIUTINNUMEIEU Laud n1sfnwdoyaannena1sivInTg 313a13 $1891UN5398 Ineriinug
=3 (3 dl ¥ = ¥ Y a gj d’l
waztuled WeldUseneumsfnuAuaindasyluasall
4.4 mMmynTedeya
MylATevtayaldadniganssaun (Descriptive Statistics) 1¥iTgviveyanulssynsmans

YDINAUAIDLI AU LNA 818 d1unIn seaunsAne Seldededaineu Ussaunmsainisinau
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seiuaAMiuATURuAMTIRluN YUY wazmnLaNRaTEIlaN LA TN Tl
Yoyalagldlusunsy SPSS AmmAnug Afosas Anade (Mean) wazdrudeoauuinigiu
(SD) uagldafifiBsoysu (Inferential Statistics) \ilovaapuanuAgIuvesNTIdelaelinsiiaszs
nsannoEmygn (Multiple Regression Analysis) Wilennasuinasnwdinlun1sviiany (Quality of
Work Life) fiBnswalisuinsieanaaunaseninen1svinauuwaziin (Work-Life Balance) vasntinau
Generation Y kag Generation Z

NoUN1TIATILEITLLANTIVFRUANNAFIUYDINITIATIENNNDENY AN LALA NITWANUI
Unfivesriaaunde Anududunss anuminiionvennuwlsysiu wazn1snsivaeuAiaung
#18 Cook’s Distance (0.000 - 0.339 33811 1.00) NaRTIEBUNUIMUUTIABITANIINZaNLAE
LﬂuiﬂmuamﬁgmﬁugmmaqmﬁLﬂﬁwﬁamaawvg@m WAZHAILATIEUWINYRIBVENA (Effect Size)
fif Cohen’s 2 4.618 (R? = 0.822) Fsdnegluseiurunndvsnalug) (Large Effect Size) wanslofifiu
Tlunanensaiygedindslumsosuiefudslldegeddoddquasdvssaniamadunsufos
(Cohen, 1988)

Experied Cum Prob
Exzacted Cum Prob
= = H H

T ]
Cbserved Cum Prob
(3) Hormal P-# Plot TR4wina UL FuTw (b) Hormal P-P Plot sowiinsumuns fuues

" -
Oeerved Cum Prob

.

. * - i .
i . s C P I g . .. .
g P AN . L : -
AP S S } S e B
5 . . ..: .-.l' ors . Lt E R . S .0:'. v
. - M :
. = " H K .. K
f. ."-."L‘:--' - F et _la B
H . . . H . . .
é " B . N
H .
.
7 v 0 0 ] T g 7 ] v v i
Regivinien Standadized Preducted Vabue Fagivaisn SlandardTed Proadioied Viahs
() & Aot voawlng U {d) Scatterplot vomUnIT INUBLITULEN

AT 2 AIATIIADUANLFFIUNITIATIZVIDANBENYI AR

5. NanN15338 (Research Finding)

5.1 nan1sAaszvinaneazdadsdiuyanaveinauwuugauny

L3 (%

15197 3 AaswnnuanyazUadudiuyanavesneuluuaaUay

9

Uadedauunnavasinauiuugauany duu (aw) Anfauaz
LA B8 101 25.30
R 288 72.00
Non-binary 8 2.00
Liuszassey 3 0.70

379U 400 100.00
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Uadedruynnavasnaunuuaauny 31w (Aw) Asauaz
21 29 - 44 9 (Generation V) 236 59.00
18 - 28 U (Generation 2) 164 41.00

374 400 100.00
aounwausa  lan 216 54.00
dusd 176 44.00
N3 4 1.00
LiUszasdsey 4 1.00

39U 400 100.00
STAUNTSANG Uszaudnwnoulany 10 2.50
SspuAnwineusuAILieuw/ (Ue.) 1 0.30
Tspufnwneulaterseisuni / (Uha) 18 4.50
Useyeye3 333 83.20
Usayeylnauly 38 9.50

3734 400 100.00
Uszaunsal fnd 19 22 5.50
N1991197U 1-5% 187 46.80
6-10 45 11.20
11-159 98 24.50
16 Yy a8 12.00

374 400 100.00
snelanaiau #1971 10,000 UM 5 1.30
10,000 - 15,000 um 59 14.80
15,001 - 20,000 um 143 35.70
20,001 ULl 193 48.20

39U 400 100.00

NATNN 3 wugnevkuuasuawdlngdunands 288 Auain 400 au Andusesay

72.00 93991¢ 29 - 44 U 4w 236 au Andudesar 59.00 daaunmlan $1uau 216 au Andu
$p8ay 54.00 warin1sAnwiseauUSyans 31w 333 au Anduiesay 83.20 flusvaunisaing
9w 1 - 5 U 9ruau 187 au Anduisear 46.80 uazdiseldneifouninni 20,001 um S1uau

193 Ay AnnduSosay 48.20
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5.2 IPTeRdeyasAauAnWIIn UM IneUYaiingu Generation Y WAz Generation Z

M5 4 ARy drudeduuinasgiuiaznsulans adununmMEInlunsvineu

FTAUAMA AN TUN399U Mean SD nsuUana a1
ANNFURUSINF AL 4.35 0.53 1nitgn 1
AmeuLuTgRsTTuLALIT e 4.33 0.62 Wnitgn 2
TanalunmsiauALEINnse 4.28 0.63 Wnitgn 3
Tassadgrunaniiii 4.28 0.62 Wnitgn 4
ANUSURAYRUADHIAL 4.25 0.62 Wnitgn 5
dawndounasndouazgunn 4.24 0.66 wniian 6
anusfunsiagAmiamtluay 4.23 0.61 Wnitgn 7

WAesu 4.28 0.61 wnitga

INENTNA 4 HANTIATIENTEAVVRIRUANTINLUNTINU WU Tnennsineglusedu

a A a & 1% v ! 1Y) - = o w ! a o &
winiiga Weniarsandusgau Tunn 9 dweyluseduiiniian lagiFesduniuaadesil
ANUFNRUSN T IRL AmauNnUgAsITURatiiiosne Tanalunisiaun Taswaidiunanni
ANUSURATRUR DAY FwIndeunuUaeniewasgunn waauANiuANLAzANAINET b

5.3 3AT1ENURYaTTAUANNENAATENINNTINULAETInVaIWINIY Generation Y

e Generation Z

M5N7 5 Aade drundesuunnsgiuiarnsilana S1PUANNaNAasEnINNMTINNULAETIA

ANUAUAATLNINNTINULALTIN Mean SD nsulana a10u
FUATIU 4.26 0.61 wnitgn 1
suaRdaya 4.26 0.63 wnitgn 2
PUATOUAT 4.12 0.69 11N 3
FuaN 4.11 0.75 1A 4
FIUNTITRU 4.03 0.86 110 5

\isn 4.16 0.71 11N

NATNI 5 HANTIATIEVTEAUANUANARTENINNNTYINNULALTIN WUl Inenmsiueglu

(%
v

seaun WeRarsandusieaiu aunsasesdrumnuataionsi aunsvieu suaRtgan fu

ATOUASY AUNAT LAZATUNITRY
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5.4 Aiazvisvswavasladeudaziulugunindinlunsiaundwmadieszauainy

HUAATENINNTINNULATTINYRINTNY Generation Y Uag Generation Z

13199 6 NaNITIATIEVInANRENY AN NadeUBSnaladevesnannAInlunsiy Tdwadenuauna

FEWINNSINNULBLTIN

fiauds VesauaaIE T Generation Y Generation Z
Model Summary
R2/Adjust R? 0.822/0.819 0.892 / 0.826 0.846 / 0.839
F/Sig 258.1717 154.4117 122503
n 400 236 164
Regression Coefficients

fianUsvinung B SE t B SE t B SE t

ARG 0.296 0.046°  6.683 0315  0.059° 5492 0214 0.068  3.171
ANNATIRTTLUNY
AMUFURATOUSD 0.281 0039" 723 0181 0051 3566 0.443 0.058 7.826
GG v

Tnsw@dednamid - 0205 00457 4.569 0.150 0.058"  2.648 0.361  0.071  5.090
dandouau 0.175 0035 4784 0262 0044 5421 0015 0.057 0.279
UaenNULazgun N

Aweuunuigisssu 0076 0026 2959 0056 0034 1713 0135 0039 3384
LALLNEIN

Tomalunsiaun 0.044 0.044 0988  0.090 0059 1548  -0.040 0.062 -0.608
AIUAIUITD

ANUFUNUSSEPN  -0.037 0.044 -0.996  -0.004  0.057 -0.094 -0.108 0.066 -1.883

wesng: AlussnAe B (Standardized coefficient); * p < 0.01, ** p < 0.001; A7 VIF 9ndi3 < 5 kanadludem

multicollinearity

a a 1

1NANT197 6 HANTIATIETinRRBENYAAIYBsARIUBIITY WU 1 5 NATTIEnEwaned]
Teddavneeda toun pnusfunazaudmilue amnusuinteuseday Tassadiseunaniing
AanadeumnuuaenfuuarguaIm wagiuAmeULUTAsTIIuazITiE e

NANTAATIEYBY Generation Y U 11 4 TANTvEwaeesiltuddymsaidenuauga

FEMINMIINNUREETTIN Aell AnuduaswazauiIninluny dwndeunulasadeuavavnin

ANMUSURATOUMDEIAN baLlASIASI9DIUNIANUNN
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'
aaadada a aa

NAN1SILATIEY VDY Generation Z WUl d 4 AR TS wasg19ildudAynadfse

ANUANAATENINAITYINNULALTTIN Aeil AuSuRaveusediny laseasegunantii auiuag

WarANATIVTLIY WagAREUWIUNEASTIULALLEIND

6. a3UuNan1TIvBUaranUIena (Conclusion and Discussion)
msdnwisariulufimsdieneiiateamunmdislunmshauiidsesonuanasswinams
MUALTIRVBINTINY Generation Y WA Generation Z KuUNTIATIERNIanaeenyAns (Multiple
Regression Analysis) nglddadedase Iaun dadunaunmdialunisvien e nwianuduiug

v @

AUMILUINN Ao AINENABTEUINNIIINULAZTINTBINGURIDE NTIWISINNNTITY 91NKANSLAY

€

ToyawuuaaunueeulataINgnauLUUABUAIN 1WIU 400 AU wuIElnandgs 91U 288 AU

Y

fegag 72.00 uenNiY e NEROULUUABUANLNNTIAARD 29 - 44 T (Generation Y) 91U 236 AU
Antusewar 59.00 WukdnsAnwseiuUTyes S1uau 333 au Andudosas 83.20 Usvaunisal
Msvieu 1 - 5 U s1wau 187 Au Andudesas 46.80 uaziiselanewouuinnit 20,001 vm 11

193 Ay Anduseway 48.20

Y a 1

HANTIATIEIBVENavesdadenun nInlun1sinaulas A UNdHAR BAUALAATEN IS
N157191ULaTINUBY Generation Y way Generation Z wuinauufgiulasun1satvayuuIsEIu
(Partially Supported) TunanisitasigilaesandaisunzautazddsdrAgyniaia (R = 0.822,
F = 258.17, p<0.001) @13115005U18ANNWUTUTILYRIAINANAATENINNTINNULAETIn AT o8 AL
82.20 Bauanadssunanmanensalusedugann nansAnviidaenndesiunguiaunmdialuns
¥hauwes Walton (1975) fiiuiriadenunmdinlunsinudusuusddniidssaennudueg
i fvoaniinaru Tne Merrill & Merrill (as cited in Sangsavane, 2016) iéjsumal,t,mﬁmﬁyimmzq’jw
AuAMTInlunsinuiinadenuannaveinlunateds laun A1un15vnau Aseuas 13an
M3 wazaRtnyey) wasAMAMAIRNLUNTYINNUAINNTBEUIEAIINANARTENINMTINULAETIn A
pgslitiudAgy Uiratammakun & Nunthong, 2024; Phurahong et al., 2025)

aadaa a

oI NBNTNAVDIAUAIMATALUNTYINNULAALAIU WU 5 TR 7 AANTENSHa

a o [ a

LBIUINABANNANAATENINN TV NULATIneg ildedAyn1eada lneSesdduniudfsy

nuntuiley fadl

'
aaa

fA7 1 aruduaskazauianiilueu 8viwagega (B = 0.296) denndasiungud

(%
a o v W

AMAIMITINLUN1TYIN9IUYBY Walton (1975) uaznguia1suduaiuneens (Hierarchy of Needs)
Y99 Maslow (1954) Aiszyirenuduaniunnudesnisiugiy Weninoudulsluanudunwesny
wazdidunisendniidaausziinainuianuasnienisdale (Psychological Safety) Fudusingiu

A1AlUNITINUNUT I nEDAAd 99U Jiratammakun & Nunthong (2024) ANUI1AMNLTUAIES U

o

Anuaunalatuszaugs (B = 0.178) egelsinu nan1sAnwunne1991n Jai-dee et al. (2025)
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Anudnanuliuasldiidninanenisatesnuuuiigy (Quiet Quitting) vosazludaninuasugy
ANUUANFNSHAZTOUUTUNNTA NN UNRANA 1T UTENI 9T 1IN slAUTuAsgeagwaIfuniingIu
onvui T gyanuliuiueu Feluvsundwmingessendssia SMEs iWuknuna nnIeLAsYgig

WINUTNNT AN LU UL UUIINNAUTENBUNITA R UNIUAINANIAY DT 8IUATNITAIY LAY

Jadumawain Generation Y (B = 0.315) 1in1senesunsiunaAsauasy J9909n15ANNTUAST

9

o

Judeslaunni Generation Z (B = 0.214)

77 2 AnusuRinveudedsauiiidvinasesaun (B = 0.281) InsRanssuanusuiingouss
d9my (Corporate Social Responsibility: CSR) kagAmn naInlun1syinaudman senudauinsdaniny
flawelanazauyniulussdng Wendnnuivinuenazauiuiaveusedinuvesuiiviaziin
HeuaRdaanuazanaumilosdmsersual (Emotional Exhaustion) wassmudeuiniavasaluss
ﬂsam%’aquwﬁmmmLﬂﬁlaumﬂé’aﬂm (Social Exchange Theory) ¥84 Blau (1964) gaglniineu
anTauImsTansmLduTUSa LR lE B L Fidenadesifu Ukitmanorot & Sudharatna (2023)
LAY Sangsavang (2016) AinuingannTinlunisvineudmadenuaunadinluianiaiodfu
nansAnwLasiauin Aanssy CSR ludmindeeseiiaumainratemeiausssusalanumane
wavdudaldasannniifiufidude Generation Z (B = 0.443) Winesnsildusauudlulymivesiu

PAuAY WU alvauunsfnuandeslenia duasundndusiguwy vseousnduranil awad1eniy

a

aagiilanazsnwindsnudauinidmsuiindiudalaanin Generation Y (B = 0.181) 71l

'
o w [ o 1

AINUAINUAUAIUNUAININAT

o

aa

77 3 lassasredrunantdl (B = 0.205) nsiilassadeidanudaelininaunuaunig
¥rauldtu nsuveumarusuineuiidaey (Role Clarity) @oanassniu Role Conflict Theory
994 Kahn et al. (1964) Aiasureiud endnaudarudanuluunuinndfiszananudva
wazauAs sna ALt and sluaurliusmssanisnaildegeussans am wanisfnunil
TnaiunneiiaaInauideves Jiratammakun & Nunthong (2024) inuinanugfssniussdnslsl
annsnaiuisANuLUsUTINYRsaNnaTinld edrvlsfniudeyaainnsfnuiadsduandliiudi
Tuesdnsludmindossedflassadrsuvuasouaiamie fadud uilaidunisnisgs (nformal
Structure) 71 Generation Y (B = 0.150) AuisfumusssumsvhanuwuumefiBaveu aunsauiud
fulassasnalaidunanisléinendn vl Generation Z (B = 0.361) fveurnnudnuasnadosiu
909 Basala & Parncharoen (2024) 183910 Generation Z Tanuddayiuanailussla szuuil
TALAU WAZATHUILENNAIINIU - AIURIDENITLNIA

47 4 daneden anuvasady wazauaiw (B = 0.175) aoandemguiauamansuseany
(Occupational Health Theory) 984 Stellman (1998) ﬁﬁzq’jﬂamwLL’J@é’aummmmMuﬁﬁnmu

Ly

laladanaiesguainnieinidu undedunusiuaniizniadadenu (Psychosocial Factors)
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ynwinauuuReluanimnedeuiivasads fnsdanisuanneimngan wagdnnsdaaiy
auoutiofifazaganeueTenaNNISYiinu (Job Stress) wagmnumilesdazan dnaliiingsa
Aundaifisanednsuuiunaiuimienseunil Welnseinuiueistunuitanig Generation Y
TWAnudfydudai (B = 0.262) vaisii Generation 7 ladfifednday (B = 0.015) denndasiy

Ukitmanorot & Sudharatna (2023) Anunannuand onlun1sUEaILITNEE UIBANURULUSUDY

=

AUAVRATAINANAGTINYDY Generation Y vnnquauilegluaninuindeua danudasasiy

av v ) " v aa | ' v Aa A .
Lazn157 L edeeg nunatsanimindouna lufiuaniie dwaliiannmding (Srisakda &

[y a

Sudharatna, 2022) Wananil @n1nwINasuAvasnnswarlnaTANUsITUIIREIUI8aNY0II195ENIN4

v 1 o 14

MIvhausaiinge v Generation Y idenUjURemlugiidnuwununisdredmiiiediveg

' '
aa 1 =

f#7 5 Aneuunuiigissauuazifivane (B = 0.076) wihazlivundvswatiesfigaluussan 5
iAfifTeddymeada uwidmaduiafeugudideninauldsurmeuunuiivuyay avdma
Tnemssonisdnsedouin dmihaunduidamfmelauasdfngisssudeiiouiouseninddad
Auvuwliiua (Inputs) Aunanauunudilésu (Outcomes) (Adams, 1965) HansANENAoAAADA
fuau3deaes Sangsavang (2016) finuinaestfadediauduiusivlufiamaiendu Ameuwnui
Lﬁmwauaz&;aﬁssmLfJuﬂﬁ]ﬁsﬁugﬂuﬁa@mmw%%mLLazmia%"mmmamaaiu%‘immaﬁmu NN
ol ninauasfaanudnadiunisiiuaunsgnudonsduidniin uaznisaseylusudi
mamauLmuLﬂuﬁiiwdwiﬁwﬂ’mmhiﬁam%zyﬁ’mﬁ&’h&muﬂam% wazdosiun1IzN1Ta199nNIg

d‘yd 1

Ve . . = @ Yo 1 Ay 1w ' = <
AN3AN (Quiet Quitting) iasnminnunianilasuAmeuununAumiuaLrinaziiauale

Y

MagsSnwsgaunsvinumugluiumsiidingiudiegramunzan (Kakarndee, 2017; Jai-dee et al,,

2025) Msndadenurtneuunuildninatesanavyouadouvesntnaueenilalunuin i v

a 1

Auddyiulade@enmuninunninUsunaueg1eniinau Generation Y (B = 0.056, Liifidnswa)

'
1Y [y o

ninnsgaseuaTmarAliTsguinlinuddyiuanuduadunuinnniiAnauwuiiedag 1me?

lurued Generation Z 1a331MslasuAImauLnuLisawadon1sasliniugulunadiuudl n1si

naraielidinduaseuaivsentsiauluussemanldnaduavinadoniuanaunaludin

'
[

11113117193 W uAMLTIRIn1ans S udenAdaafy Basala & Parncharoen (2024) Anudul
Generation Z (B = 0.135, idvidwa) alfmuddifumnsuunuiidusssiteausiunstuiiugu
usitileselifszduilismedansmssdnuds mnwnagsiululianuddgivanudaveunas
AIUVILNYYDINULINATIIEY

finnulanalun1siaiuiauaIunse wassuauduiusnsdiny liusingdnsnaseiadl
yEAYNNEDA ?fmmﬁaammwawmm@

177 6 Tomalunswanneuannsa (B = 0.044) linudvsnareruaunaeseiloddny

N19add o dumszluTminweeseiindienluisesu (Slow Life) lurssraunisilasunuasd el
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Ausanianalaluau Janauselakazanuimelunu aennsesiungumsimunnues (Self-
Determination Theory) 494 Deci & Ryan (2000) wlewiinsuddniraulsifamnumneuazyiiniely
seuimnzanarlsifaussgslanielu (ntrinsic Motivation) fivilyvhausesdmuauuasiimdsau
aonAdeaiu Kakarndee (2017) finvinausulnilianuddgiunsimuinveitemalenialy
38 Job Hopping) Waarudmniiluendn mnnswannmuansatumneiniseeay
nandudufiesunisousy winnueauesinduguasiadenslidindrusamnnitasdusivie
duaiuauna uenainil Jai-dee et al. (2025) Sailifudminesdnsudndulindnauiamun
arwannsalagliddsdanssnuidinduenninluganne msareeniiey (Quiet Quitting) wio
MsaegvisINAIIIile N YBURTInd LY

PN [ a

NG7 7 ewduiusmedsan (B = -0.037) linudninasearuaunassaiieddemnieads
= a (Y v A < [ A v v v € L= a % a ] |
Wesnnusundwminlessy WJudweuiduanuduiuswuuniegd winnuseniledulvg)dnd
e edrNudunssweniivinnueguds wiinyudsdldfnamndsauluninududadendnlunis
asuanugusenuaNnaludin 019esualinienguinisenadrununniiuly (Social Overload

Theory) (Maier et al., 2015) Mhlindnaudeainmsssegineandauiviauiendulugnunaiust

'
a a

wazAsouadIluAiviosiuTeseunminiy mafnwidenndosiu Kakamdee (2017) finuiiaugu
Tmidulanuddyfunsinnmmdududaluiiviinuniy mndseslufivhauienuaianisge
Tindnnuaee AN TsumdnuvauanuIrdmaaurian1sInnsIaduiviui Lay Jai-dee et
al. (2025) Hufudriraunadinasinduldideninouannsodmusveuiaiidldogadaay
ynanuduiusmadsanluivhauaiiennuidn “nssde” auliannsaufasaudnvienuuen
naldl aruduiusdugoudarsannatiniia
msfnmedsinuigunndislunsvhaudsadonuainase i uiasTisvesmiingy

o

poilalumiadseseniu 5 daniideddny lneanuduauwazanuinnitlunuidvinad e
(B = 0.296) musheausuRaveusedian (B = 0.281) Tassaswsruantil (B = 0.205) Awnaou

Anuvasnde (B = 0.175) uazAmeuunuigisssy (B = 0.076) iy vaurilenalunisiaun
AnuannsakazAnLduiusysdsaslinudvina iesmnminnunesrindunssdfisdumio il
NadWAINEvIRENNS NANIANYIAOAAGDINUNGUYFAN 9 kagIUITUNBUNTY LAKANAINIIN
viunidleding iesnnidesnefidnuuzioneiidenanedouuagnginssuvesminay laun

(1) ArpsesdniaInIwibinnaulides] sdumnudnmienisty (2) wiedivderuvisdunuu

wil Uyl naulunsndsadlunyineu (3) 3033anlaiga5u (Slow Life) vintandnaunanalalueay

a

Mueguazuinusagdlalunmaiauannuaninga wag (4) anmwIndeunasssuyAnavilindna
Tianudrgyiudadedinaunm@inunnitvinnaty dunardasvieuliiuinusunieduidnna

d1AtFoN1TASIANANA RTINS TIRTaNn Ul uAun
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7. maUszendlinamsideiilaisiuaiennuanansamamsutsiuasdns

NnwamFTeRnuIgunmTIslunshnuiivinadsuindennuaunaseninnsinay
wardinegeivedrnny Ingaiunsaesunganuunususiulaneiosas 82.20 wanslimiiuinnisusu
ulsnefiieaiuganmiinvesinamidunagnsddyilesdnsanmsmillfifieasunuildiuzou
mensutladu Aaganazinwindnaudifianuanunss wasiindszansamnsdudunulusseren
Tngamduiuniiesdnsdiosimsdameniinauiifionamainmaemaaiueisdu léiun Generation Y
uae Generation Z Fsfidnumuzuazarudosmsiiunnanaty feil

7.1 MaWaINagnsnIsUIMIMNeINsuYweisaiuanamdin

BIANTAITYTANNTHARAUA NI IR lun Ui funag ndnsuTmsminensuywd
lunnnsguiunig (ﬁgj\‘lLLG]IﬂﬁiﬁiiﬁﬂLLﬁ%ﬁﬂLﬁ@ﬂQﬂa’mi NIHRILILALHNOUTU N1INNUATEUY
ANMBULIULALEIARANT l‘df\]uﬁdmaai”wi’muﬁiimmﬁmﬁLgasiam’mamaiwdwmsﬁwmuaz%"‘m
drush mathiauesuisnulaeuuloueiduaduganmiinasiefgamulnsfidnsaimd
udmau Tuvasifondu msafreanmundeunsinudifaztisansninisaieenyosminey
(Tumover Rate) waz§nwyaainsfidaunmlifvesdinsluszozen dsazvawandunulunisassm
wazWaminaulvdlaegsiidedaey

7.2 nsadrslanandnuinaninnasn1swaEga1aw

MnramsIdenuitanutuaazauimilusudulavisvswadsininndian dadu
Useifufidadlianuddyduiiem ssdnsasdahunuiauaisendniidnauuaziusda (Career
Path Development) Tngrmunidunismnuiminfinainuane visluuwans (Vertical Career Path)
LALUWUITIV (Horizontal Career Path) Lt elviniinanudivnad onlunisiauinuiesnuaiiuaula
uazgaudavasusiazyana n13dalusunsuiiaes (Mentoring Program) msinousuuasiaunyinuey
ogalilos uaznisueumnelassmsviimedduaiumsssuizdielintnnuidninesdnsly
awdfyfunstamkaznsiulavesanian wenanil n1sdearsiisadulentaninudianii
uazinasinsUsifiunaueg st aluaztIsanauinataziiuaasilavesmiinaulusuian
YosnunelueIing

7.3 nsadeiaussauasdnsiigadannuduagii

e nsAasadreTaussnd I anuddyduarnnet s enisuazdalavesniney
(Employee Well-being) IngdnfianssudtaSuaunin wu JUsunsueanindinie n1snIIaaunIn
Uszdd uagnslviAuInwdugunmdn msadvayuaiadnisivainnaisuaznouaussniiy
Foan1svesauiulul 1wy Useiuguaind asoungu Juarindeuiiiese uaglusunsutasivie
NiInaU (Employee Assistance Program) ﬁmhsJa%NmmiﬁﬂﬁﬁLLazmeﬂﬂ’uﬁiaaaﬁm uena Nt

nsassusseniansineuiiduding WUandne wazdaasunisviauduiiy asgieiunnugy

[
=

wazusegdlalunsvie dewalindnauiivssdninmuasauAnainaassaigsd

Y
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7.4 my¥anauazUiulyseensdaliios

BIANIATHTEUUNTUTHIULALAAA LN WA INTIA LN TV LA A NANARTEN I
Finuarnisiauegsasae lasnsdrsannuiiswelavesninaiu (Employee Satisfaction
Survey) N33ulsrLARLiY (Feedback) uaznsnseideyalladn 1wu dnsin1saeen 8n31n1s
VINITY WAETEAUAURNAUYDINT NI (Employee Engagement) %’agama’wﬁy%ﬁwiﬁaaﬁns
annInTryIafidesUiuUgasiaunulouieliaeandeaiuanudeinisuosminaueg1auiads
msildnsavesminaulunszuiumsimunulevisuazmsdadulafiiAsadesivanimansriiay
wheiinanuianduiiveuasanugnitusoodng

n1sdman1s3Telulsze ndldlunieljufasyrgliosdnsarunsaasrannuliuiouly
Msudsduiunsiiyaainsiidaanin faugey wazfiuszaniamlunisiany aasdmasie

°o & U A I3 I a ) s & Y]
ﬂ’J’]iJﬁ’]Li"\]LLﬁ%ﬂ’J’]MENEJU‘UENQQﬂﬂﬂUizﬁJgﬁﬂ’J IWEILQWWSE]EINEJQIUQF’WWWWEHH%JHUEJOE]L‘UU‘EJ"\]‘\]EJ

'
a

dAnaalunstunioussdnslugimung

o

8. YaLauauuzn1338 (Research Recommendations)

8.1 UalauauurdMIUBIANIUALEUTINININEINTUARA

NHANITANYINUTT AN IMATALUNSYINNUTENSNaLTsuINFoANaNnasEnINeTInLay
N571191UVBINTINIU Generation Y Wag Generation Z ageiled1fny aeAnsuaziuImsninens
uywdFanslimuddyiunsianulsueuazanmndonnsianuiidaaiununndinalunnia
Tnoanzdifduanutuamazlonanudviluaiserdn Jadudededdyfifinadenissnuw
yrannsifidnenmlitussdng uazesdnsmsdaviusmsimunaeendniidaau (Career Development
Plan) w¥euszuunisUseiiunadiiusdadusssn wasidalemalintnauldiSouiuasimunines
ogesaiiles venndmsduaiuulovienshamunuugangu (Flexible Work Arrangements) 1y
A3¥haLNTiTtu (Work From Home) wiensusunanviau (Flexible Hours) mugrumsatiuayy
weluladfidnelinsvihnuiivssdnsnmenntudelniinnuamnsouimsnauazmusufisveuly
FAndruilFognsauga wenani esdnsmsadiesiaussuiidosoguamzvesinau (Employee
Well-being Culture) lngdnRanssudaaiuguan dnatafnsivainnans wagadisussernianig
vhowiiduiing advayudsiusasduieliminauiinnugy anuyniy uazusagdlalunsianuds
JrdmanenNd5IveInAnsiuzezen

8.2 UaLauauUIYRYINTG

1) frumsduinegnauazvsuintszeing iesanemiddvatuifidedialunsliiinisdy
#29819UUUL91299 (Purposive Sampling) wazifudey arutesniseoulay §se1avinliiAn
nsnsEnivasnguiaeglungugaamnsay dau msdnuiluswianasversvoualss

NaNONTINTNAINAIBUINTY LYY AIATITNIS $FIAMAD WS oeeAnThiiuaminaiils wazaasly
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FFn1sdudiegrauuuerdearuuiazidu (Probability Sampling) Waiuauainsalunisiiu
funuveIUsEEINT (Generalizability)

2) Frududslulinnaniside iesnnlunadlilunuidsedaistnegiany 7 Jadudiu
A mFAalunsiay msfiuduysdu 1wy aneih vemsldimaluladadvia szgroiunim
ANy IAILaEeSUIEANNTUTOUYDIANANAATENINTINLAENN Y19 (Work-Life Balance) lalaiugn
1NTY

] v

3) T T8UITITY 19991n9UI T UNSANEMTIUS U UE UL UUABUA UL 89981

[

e FeenafidedinlunsasdniusegilavieUszaumsalianizyana msAnuilusuianiansld
su108UIBATBuvUNANHaT (Mixed Methods) Taelfiunsideifananin 1wy nmsdunwalifedn
(In-depth Interview) islidlatladours warussenireadnsfiuiase

4) AUN1TTATIET N UANIE AITTNITANYUUTBULTIg UL aaNTENI19 Generation Y

Generation Z Uag Generation Alpha (849 InNquALLAaJULANAILATAINAIAYTIRENITYINTY

q

Muanenein Fagglinisimungunmsuimsnineinsuyediianuivaisuasneulandwdnau

9

Tusurenlandsu
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AuAalul o (deate) Lﬁa’i’JQJLLu’MNLLm‘UﬂQJJW]LﬂlE]‘U%"U‘U'EQﬂi%U’Juﬂ’]iB\lammﬂQ?]ﬂaﬁL?]IEJ’JGEJJEN(;?QLLW'
Futhiaanei 4) nsasawuudiaes (Prototype) iead1uustasuanseifiavsminglunain
LAy 5) NMsMAdey (Test) Ll onaaeulnandasivegsianeuland audesnisvesiuilnangy
Whmneldnndoadioda fofu ssiaomnanienmuansauszandlimsdndsesnuuuduiunie
Tumsdamsdwnangimuioiauomnsnieumuiiiuiinsdedandon

ANEARY: Frnaney; enmsnieuny; Wullnsredundew; MIfn@eenLuy; Gen Z

Abstract

This academic article aimed to 1) analyze the supply chain management of eco-
friendly ready-to-eat food business through design thinking as core concept for Gen Z and
2) propose guidelines for improving supply chain of eco-friendly ready-to-eat food business
through design thinking as core concept for Gen Z. Data were retrieved from relevant
textbooks and academic articles. The findings from literature review were analyzed to
develop the guidelines for development of the eco-friendly ready-to-eat food supply chain
through design thinking as core concept for Gen Z. The study results showed that ready-to-
eat food businesses are facing challenges from the behavior of younger consumers who are
increasingly concerned about environmental issues. Ready-to-eat food businesses can
improve or develop their supply chains through design thinking to design eco-friendly ready-
to-eat food products which meet the needs of Gen Z consumers. The business should follow
the steps as: 1) Empathize to understand the needs and concerns of the target consumers
when making purchasing decisions; 2) Define to clearly define the scope of the problem;
3) Ideate to gather solutions to improve the production process from all involved
stakeholders from upstream to downstream; 4) Prototype to create a product model to
launch in the market; and 5) Test to determine how well the business's product meets the
needs of the target consumers. Therefore, ready-to-eat food businesses could apply design
thinking as a concept for managing their supply chain to develop their eco-friendly ready-to-
eat food products.

Keywords: supply chain; ready-to-eat food; eco-friendly; design thinking; Gen Z
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3.1 NM3AAN@aNLUY (Design Thinking)
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4. wan15AnuY (Research Findings)
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5. d@3Uunauazaiusie (Conclusion and Discussion)
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Abstract

This research aimed to: 1) develop a digital skills assessment application, and
2) examine users’ satisfaction with the application. The application covered six areas of digital
skills, including computer usage, internet usage, word processing, spreadsheet usage,
presentation software usage, and computer security. This study employed a Research and
Development (R&D) approach by applying the System Development Life Cycle (SDLC) process
and developing the application using Thunkable as a no-code platform. The sample group
consisted of 125 students from the Business Computer Program, Faculty of Management
Science, Nakhon Pathom Rajabhat University. In addition, three experts evaluated the quality
of the system. Data were collected using system quality assessment forms and user
satisfaction questionnaires. The results revealed that the application was effective in assessing
digital skills. The system quality evaluation by experts was at the highest level (X = 4.70,
S.D. = 0.47), while users’ satisfaction was at a high level (X = 4.32, S.D. = 0.64). Furthermore,
the system was able to display scores in each category to reflect users’ levels of digital skills
readiness and to clearly identify both strengths and areas requiring improvement.
The developed application was found to be appropriate as a preliminary digital skills
assessment tool and has the potential to be applied in educational institutions and
organizations to effectively support the development of users’ digital skills.

Keywords: application; evaluation; digital skills
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Avanyans Tdun EFA, CFA uag SEM nan153de1ilug mswaunsnasidiuadvanysal $1uau
52 Yafanu AseUAaY 8 lRvewinweddvialun1svi lawn 1) nmsldinalulad (Technology Use)
2) aasfunaendeluuesd (Cybersecurity) 3) Msdamssiien (Content Management) 4) msdeans
LazAIINTINI D (Communication & Collaboration) 5) n15lATATIYLTITNAINYG (Critical Inquiry)

6) AU UL ALOU (Responsibility) 7) mwmﬁuaq’ﬁ'ﬁ (Well-being) uay 8) 6manwaluaznIsN MmUY

&

(Identity & Development) §auvuasuniuil lilaldnasonunduasuniunieliniu ualinalu
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V]Lﬂlmgﬂllmaiﬂ uaﬂﬁ]qﬂuLL‘U‘UV]@aE]‘UV]WGl]ur]GU‘UENa’]lI']iﬂisﬁLUULQ?@Q@J@QQEJ LNBRDYBANTIANTYN

v v

L UINUANUAUNUS SENI NN NWEAIN AN UNAANE A1UAITYN9UY 18U USEAnSn1nnisyinau

anuduegif (Well-being) wioauanunsatunisusuimewmealuladln 4 ldegnedfiusz@vdug
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Buchan et al. (2024) lad51alusunsuiaurinwefdviauazias osdiouszidiu (Digital

Literacy Programs & Assessment Tools) ilagalaniagseyssausenaunanilivangauiuenivy

aa o

laun 1) n1sldauadviasgrenassuaauaginiizay (Digital Fluency) 2) n1sundesdeyaunay

aa v 1

Auvaensdevesteya (Privacy & Safety) 3) nsldadviaeg1edasesssunaziiulagdu (Ethics &

a [y

Empathy) kag 4) n15311%un15031and euazuinisAda (Consumer Awareness) Lazimun
Tusunsunasiadesiouseifiulugunuunuudsadiu 15 Ao1u Fadenlesiuiadendnitenund |d
2INNIINUNIUITIUNTTH 1AT aadiodananignoenuuulvldauldiuuunszay seulay
wazuoUnAinduuuiiane mmwu%’aﬁlﬁ%’umiﬁué’umﬂrﬁﬁmm@dwLﬁamﬁmmaaﬂﬂé’aqﬁ’uu’%w
w1y esniinameasniisestunguisnruuduitdmaiudilaiewazannsothlldldese

nanlainasedlelamnsaussynaldlavislulsaiou uenszuulsaseu wasadde [Wudssle vily

a

N15UsEAdUAUNT oUA U NYEATTAVBUE1IVUTRITUNITITBUS naonTInLav 18U

a LY 1 v a

inwenallnindviaeg1elaNusuRnveu

a A 4

IINNITNUNIVIIUI TET LA 82709 NU71 TArnunere uvauLes osdoussiduines
favalumatsusun walusesunissulsoufne (Pawinun, 2022) ¥nAny13eA U ALAN®YI
(Taechataweewan & Prasertsin, 2018) uaaInshuesAns (Audrin et al,, 2024) uagieivuluseau
U9 (Buchan et al,, 2024) a3 sadiowai uagdaruuanataduludung mdanune

(% N

35n15UsEIIU tasdRueinweNiug walilolUSsueuLa19siuUssliusIundfy A nnau
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#1973 IR aPuT T uve AT eallaNasiauaussousAIalaasawar I ulalutinass aonndnq
AutaLauauad Rodniyom (2024) Miuinnisuszidulugduvuseuladdiglvlanadwsniunan
wasUatauawusya1usaun Ul laTud uanannila1uves Vuorikari et al. (2022) wag Misheva

(2024) FamongAudIAYIDINITTNToUANTIAUTATTaNInsgIY (DigComp) 7141 T uwuINIg

ndluszivyarauazuloviiiensiieusnaondinwas ManmuTinveussy Swaevioutsnnudindu

a
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eUseiiu 119unY warimuvinuevesiseulaegaliusednsnn

3.3 NTAULUIAATUILIRY

n1539eATedy einuueyndindunisussiduinuensldadna lnedadensevaussauy
v aa v o [ | d' Y < o 3 a [
suAIadmsunadiotive wisldduuwimslunisivunesdusenauveswuudseiiukagnswmu
wsedlaTavinuzRdvia Banseunguiinueadva 6 du laun 1) msldaeuiiames 2) nslddumesidn
3) Msldlusunsudseanam 4) mslelusunsusnsadnn 5) msldlusunsuiaue way 6) Amnuluad
Unonsievasnauiaimes
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.
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NN 3 LAAIANUFUNUSVDINTZUIUNTAEUIUATY 15UNNNITUINTOUAUTTOUL

FrundtadmiunadioslnealdtmunesdlsenavvosnuudssfiuiinueAdads 6 fu a1niy
dlunisiauILagasIvseununINYedLas ssfleUssiiunoululdlunswawe Undiadu
AUNTEUIUNT SDLC B9Usnausonsiiaszsin21ufeants N15eenkuy NS n1svaaeu
wazn1surszuululdau amendanisimuIdelaussiiunaninvesiaundiadukasAnw

Aufenelavewldnu eikafliuinseiiarasuussavsn nvosiaundndunnmuniu

4. 5115298 (Research Methodology)
nmsAnw1nssiilun1sideuasiaun (Research and Development: R&D) Tdnssuiumswauwn

FLUUAIUMNATNITWAIUNTZUU (System Development Life Cycle: SDLC)

PITNA 1 NTTUIUNTARIUTZUUAINNITATWUITZUU (System Development Life Cycle: SDLC)

JURIU

19az19IANTTANTIUIIY

o Al v
NaansnlA

1. NsANYIANADINITVDIE LT

(Requirement Analysis)

Anwenans wwIRn Nau
NS AT waznsau
AUTTOULAURINAA NS UNALTD S
e Wervungeuwnuay

29AUTENBUVDITTUY

PdamMNuAANUADINITVD

FEUULAZVOUIANITUIZITU

2. NM989NLUUTEUY (System Design)

ONWUUNTNDDATFIIU AUES
AMSYNUVBITEUU WaZBBNLLUY
spallaUseliuyinyrAlva

6 AU

TAAULUUNTND WNUEITEUU

LaglhuunaaaudmsuUsyiiuy

3. ANSHAUILBUNALATY

(Implementation/Development)

W1 Mobile Application 7
1Us1n3u Thunkable

wazldauleesruunsUSTIUNG

Tanounanduduluuianunsaly

Nulaase

4. MsNAapuTTUU (System Testing)

NAFBUAMNNYBITEUULAY
HLEIYY 31U 3 i
wazUsziuanuienealaanngy

f79879 U 125 AU

Ioran1sUsEliuAMANLAZAIY

fanelavesldau

5. 3 lUlgeau (Deployment)

WHELNTWaUNS AT

naudmuneneaedlgnuass

Alduanunsavihuuulszdiuiay

Sunansuseidiule

6. MsUsziliunalarUTuUse

(Evaluation & Maintenance)

Aasgideyanieada ajuna
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INENTNT 1 ATLUIUNITHAIUITZUUANLIATNSRAILITZUU (System Development Life
Cycle: SDLO) annsaasungladsiold

4.1 NM3ANYIANNABINTVRELY Lgn133IUTINTBYAINLENANTNG B Tinwen15LERava
nazulnneszduni Anwaideifesdes WefmumesduszneutazveunnsUsZIY

4.2 MIPRNUUUTEUU UTenausie

4.2.1 wihaemsvhausing q gideldeenuuumihaemsvinuesueundinduliiguuuuiiae
Ran1sldau (User-friendly Interface) lngfnisdaniuazainlunisidnfisdoya Mnauwuuyseiiy
AN ISHARIHAT NS VR ITI1U

4.2.2 WNuren13vinenuy

FAdeldoonuuuunuiinsieuressruionanid it uneunisvhaiuesoUnaiady
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N 4 UanIuNUTINTNILTITTUY Fauansdifunsinuvesssuulszidunaniely
weuwdiedu Tneduduangldnudigueundiedu ndussuvanidldidnduyndnfiedonlda
dausing 9 meluszuy Wedhduydnud dldasdudumsinuuussdumususeuditmun ndsan
vuudssduaiaiu ssuvastssnanansuuuandneuiigldlineuly uasinadnsilduuana
Azuuulvigldnsu qm?haﬁqéuqmﬂizmum5ﬁfmwaﬁzuuﬁmm 1AgNNTINYDINITINUAINGT?
avvioufsdunounmslinuszuulsduiifuddudadestudFuduldnuaudansuanmans uuy
sgaduszuuazdaLau

4.2.3 penuuuin3 eadof 1 lunsussiiuliasoungquuseidunsldinuzadna 6 du
Uszneue Usifiuilasdesuszifiunasieinieadislusuuuuveauunnasuysielinsounquussiiu
#1e 1 fATeFaldRiunsasaedesiiotasuuuuresuunagey Feuuiiuguveade uasillassasig
flaenadoafuusifiuiing1nin welideaeuiiammumsadaion (Content Validity) fidsldindoany
ﬂiﬁ’aﬁnﬁmﬁmdwuauﬂﬁ@%mmw $1u9u 3 viu Feflaud srvgluid om wazasivdeuay
donAaeIsEnItadomauivingUssasdvensin nslduuuussiiuanuaennaesvosdomaiuiu

[

mqﬂizmﬁ (ltem-Objective Congruence: 10C) AM3LWIN19U84 Rovinelli & Hambleton (1977) Tnglu

[

MInTIEeU JeIvaglirnzwuuluusiazte tnemvunnne Al

Winzuuu +1 mndemaunsaivingusvasd
Taziuy 0 wnnliwdla udsldaunsadnduls

Tiaguuy -1 mndermauldnssiuinguszasd

VYa v o

NUUEITEIUARUUNIATUINHTEIIYNS 3 viU IAamaade 10C Tuudazde

5

'
¥ o aa 1

Larfiansandadenanizdamauiiia 10C daus 0.50 FuldlAllunsmeasafieanusiulaly
AuRsaBLiemuoaaseiiefiiamn
4.3 pswanweunaedy Tngld Thunkable Wup3osiiowmun
4.4 NMSNAABUIEUU USEnaumie
4.4.1 wuvdszifiunuawvssteUndindunsussiuinwensldfdvaandideinay 3 vinu
Uszifiuannmvaaueundinduludunseenuuuiomuaznisvinen Taeldinausives Best (1977)
iieavieumumnzanvesszuuneuthlulfnuass Ssiumunsunsartuiianansouwlaniiumng
sl
ARG 4.50 - 5.00 VBRI SEdUINTiEn
ALRABRILA 3.50 - 4.49 MNEAININ SERULN
ALRABRILA 2.50 - 3.49 MnEANIn SERUUILNAN
ALRABRILA 1.50 - 2.49 ManeAwin sedutiey

ALRRERAA 1.00 - 1.49 Mungaud seeulesiian
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Yaa

4.4.2 wuuUsziduanuianalalunisldnuseundindunisuseidurinwensloadvia
PNUNANYIEIVIALUNUADTTINY AMEINGINITIANTT NENMIBE1 TIuau 125 au laedndnwily
@197 Ve 183 AU A1en15:UnA1519d11593U 184 (Krejcie & Morgan, 1970) G'z”fﬂa]ziﬁm-jmﬁaasm
WU 125 au wuudssliuanuiteneladananldinagives Best (1977) Wuideaiu 4.4.1

4.5 nsillganu lngnsweunstvngudmungldnuase wasduiinnanisuseidiy

4.6 mM3UszifiunauazUfuUTs Tiengideyaideada liun Aneds drudenvuinasgiu

asunanisldau uarlidolauauuznisuuls

5. Wan15398 (Research Findings)

fideverauenansidenuingUszasdueinside FasneusenansianwoUnalAdy
nsUsTliuinwenNsldRda Kan1sUssiiuaunmvewoUndATy agkan1sUssuauiianela
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Interface) uazsosfunszuauMsUssduinuzidnans 6 fu aunsevaussauzAUAITadMSy
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o Y  aa o = . (wireless network) A2%
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adviacutaivhmsusadi
_ . Tauihi ottt iadot
Digital Skill 1. mstiRoutinmof

2. mstddumadiin

3. mstolusunsulssnauad

4. msilusunsumsoAIuIM

5. mstilusunsutnaua

6. mstionuiloAnuiiuasaoniiaigeg

aneuau (Ethernet cable)

#w HOMI (HOMI cable)

Tnsdwiiiiafia (mobile phone)

s ua0f (router)
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PN 5 weUndLAatusznauaenil1ed1Ay laun “i1991suAY nIouana
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5.1  AMUNINe 19 lUN15 MUY UN AR TUNISUTSRUNNEEN1S IER N

5.2.1 mausziuauawvaLeundatunsUssiuineenslERdaandidedviy 3 vinu

Y

M5 2 KaUszluaunvetaUnAledun sUsTluinyennsIdRdTiaa Nty (n=3)

$19n15U5LEY X S.D. SEAU

funTseRNUUULIUNALATUY

1. nihvevewaUndiAtulA LT EY 5.00 0.00 mmﬁqm
2. msldmdnusivunauazduounaiaduiianuvanzay 4.33 0.58 il
3. MINMLTUuANUwINEa 5.00 0.00 1niign
4. sunmuazdyanualiiniseenuuulietavngay 4.67 058 anilgn
5. fofnuiigunuunsdanademimnzan 5.00 000  niign
6. Msuanaiinilaidasdeyaiinza 4.33 0.58 )
7. weunanduinnuaisnuinldau 5.00 000  wniian
T3 476 025  wnilgn

)% l&l a o
futianilunaunatadu

1. \ilomiiseasBnmnza 4.67 058 1Nl
2. lomiinislinmfigndesmamdnisinisldesamnga 4.67 058  anilan
3. iilomdamauasudumuinasins Ui 4.67 058  nfign

52 467 058  wnilgn

fuanNNYasLaUNEIATY

1. weundnduanunsaUsuduliegnsgnieuazsins, 4.67 058  anilan
2. 1yeng q vasueundeduaunsalinulddieuasiinnugnies 4.67 058  aniign
3. fldnuanunsaguanmsiinsziiluwsiaginildegsgnieuay sinsa 4.67 058  anilgn
5 467 058  wniign

Aedsan (wagsused) 4.70 0.47  wniign

11A15199 2 Han1sUseiuaan1nvekaUndiatun1suseiidurinwen1sldadia
lagdi@eaey 9117 3 YU Wud AmsIsvesgun nLeUndindueyluseduinniian (X = 4.70,
S.D. = 0.47) TS IEHY Fieil

AuNITeRNRUULBUNALATY dAnadesinegluseavunign (X = 4.76, S.D. = 0.25)

' '
a a1 =

lngsienisidaadogean lawn vi1vevesusundndudadnumuigay n153198uniad
fanuwmngay Yerauiiguuuunsinnatemitivingay wazwoundinduiianuaisauildanu
| a0 d' 1 Y] d' —_ 1 a v a

sandanadgegluszdvunnign (X = 5.00, S.D. = 0.00) kansinaundiaduilanumanyay

wagauasnluniseenuuuiluededs Bnvislusenisussiliunenn Ae U muazdydnual

finseanuuuldegiavangay danadsegluszduuiniian (X = 4.67, S.0. = 0.58) N15lEAIdnYs
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) =)

HuurakardwoUndLatuid AuNIzay LaznN1TLanInain1sIAs1Einieteyaiinuigay

1 =3 1 a

Fasnafsiradueglusziuinn (X = 4.33, SD. = 0.58)

Frudevlunoundiaty fanedesueyluszduuniian (X = 4.67, SD. = 0.58) lagwn
semisldazuuuiiiy waasiidomluseundieduiiamuasudau gndes wagldniwisnisld
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s18n15UsELEIU X S.D. STAU
fuN15eRNUUULBUNALATY
1. w98 voIwaUNALATUT AN EL 4.34 0.60 110
2. M3mIPNYsvuIALardueUndIAtuiinumung s 4.30 0.66 170
3. MIisuiiaamangay 4.42 0.60 1A
4. sUnnuagdydnualiinsesnuuuliegiamanyas 4.38 0.63 110
5. dofmanufisUuuunsdnnadiomimanzas 4.35 0.65 )
6. msmemaﬁmﬁmexﬁ%’m’;wﬁ’aaﬂaﬁmwau 4.31 0.60 110
7. woundiagiudinuaisanuilgeu 4.38 0.63 110
57U 4.35 0.62 11N
fuiilavnluneunaindy
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2. flomiimsldnuniigndesmumdnisimsldogamnza 4.40 0.66 1N
3. lemdafmaunsufunanaeinIsUsEy 4.23 0.64 110
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fuAMAYaILaUNELATY
1. weundiaduaunsauszdiuldedngnsieaar :insa 4.38 0.58 110

2. 1yend 1 vedeundiatuanansalinuldheuasininugnies 4.34 0.63 )
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s1en15UsEIEIU X S.D. SEAU
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