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Abstract

The research article on Personal branding in Thai country music artist: a case
study of Poppy Prachyaluk is a qualitative research. The purpose of this research
is describing personal branding of Thai country music artists a case study of Poppy
Prachyaluk, Yung-Kao Record label. A researcher analyzes the data by using
in-depth interview method. The question of this research base on the analysis of
all 10 elements, the concept of an important element in a reputation person
branding of Roberto Alvarez del Blanco and interview the target group in 3
dimensions are the music label manager, the selection and development artists
and the artist including other research and documents. A researcher uses the
concept of branding and personal branding base on key elements in the creation
of the brand as a framework to study the creation of reputation artist and
the concept of integrated marketing communication to study contact point for
personal branding of Poppy Prachyaluk. The result of this research found that
personal branding of Poppy Prachyaluk, Thai country music artist are from
10 elements integration. The core elements are personal character, voice identity,
the experience, the musical skills, and the winning of Mic Thongkham TV show
are encouraging to listeners to believe in singing abilities. And also the personal
character with patience, perseverance and simplicity are the main points that
the music labels create brand image through music style and dress as well as
using media in all channels and support the listener to see the ability and other

elements in term of social values that the Thai music country is being famous
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and also having a fan since entering the competition in TV show is the highlight
for a personal branding communication to a listener group that affect the success

of Poppy in country music industry.

Keywords: Personal Brand, Personal Branding, Country Music Artist
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(Share Experience) uazaudnnus (Relationship)

09AU32NOUTBIUVTURTURTUNINLLIAATDS Kotler (1997) Usznauday
0sAUsENeU 4 ogenefy Ae 1. Attributes Ao U1t meuendiviliAnnisand
2. Benefits Ao MyvanfsnauUsylevl 3. Values Ao NMsadenuAlvsanidudiningile
13la 4. personality fie nsfiyadnan wu lduduansdannuduiosuldudainlig
Juauwriuade

vnnandsdd “msaanusus” iswinessiuluiinsaisusudifeatududn
wiluanuduatauduusudldldnsevaguiiissuadududousnavingy wiuuide
nsasauusud SeannsathanUssgndldlulsadusing q fedossame aniudl Aanssy
WAZUAAR #a7 Upshaw, L. (8nsfislu iaSusa s35u3n, 2554) Iésuunuseinnveuusud
(Brand Types) 13 6 Uszian il

1. wusududndnsl (Product Brands) fauiilusinasdindauusudussiani
wnitge szuusuindnsamidudeiisusios wu T sosudesBinaiuud Wusy

2. WUTUFUINS (Service Brands) AsauAguisdsidudiaslalduazannsaiing
nsznusednlavesgndliunnndt Wy a1en1stu Virgin , USN15UUEIEUA1 FedEx uax
Citibank L0usiu

3. WUTUABIANTS (Organizational Brands) ATOUARNEIMUTUAUSEM (Corporate
Brand) yadis wssAnsiles esdnsdainduuusudididudosadisnnnindete wle
Audedevetesdmaiintu wusudkansusifiognneldinisquatesuidmiufiaed
FordoauazUszauanudiFanumn fogrsuusudesdnig 817 Microsoft Apple Virgin
SonyLﬂuﬁu

4. WUSUANANTINVSOMANITA) (Event Brands) Wi AANIINABLLESH N1sudaduy
v Aaly Wy wusudfwledndn uwusuanUesiug Jusiu
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5. WUTUANUTINeiAnans (Geographical Brands) 1y wusuaUsewma wusuniiles
wusuRanuiinNey wusuaUssanidiulaumion o dugeaivnssunisvieadies vl

v v

Uszina Lilg wivan Uil 9 duanlinnud1Ayiunsasisususunndu o9
Usznanma WWudu
6. wusuAYAAa (Personal Brands) tunisassuususvesaulidaiulaniau

[

Tuwsazau Wunisitliyeranarailudydnwal (Icon) fregradu 113au weulsd,
218 wyvay, lufa 95wy, usnid ades (Wudu

Useiiiufiaznanidluunanuiiie msthuunAnieafunsasausus Aldldues
WigashAud veuinsifissegiafie uadyananteldulusuiuszivmils Taelanny
anuddnlumsaauusudyaealuifvesssiamasgnijsituunfstintidedn deud
Usrgnanual MFeuiaiiounsaudussiamuils vieuususyaaa (Personal Branding)
funszuunsaaendnuallisuiratuliiufions uazansaassdedadituiatiu

LAZAULINAIAIYTIULDY

uwrAan1safeuuIUAYAAa (Personal Branding)

msadaLusudyana e nsadaendnualyanaditinadenisnsedulmannis
naUAUD LLavumwmmsfluLsmmimamawﬂuwsaumaaummﬂUﬂmmmaﬂmmwmaa
yamatiy 9 uazaonadosiugsfafiyaratiutidiey uaﬂmﬂumsamumumﬂﬂa
Famnesmdanindnual (Image) vosiayana nndnuaifiyanatu q desnisasde
anuvsnefisyaranisusn dwnnideslessninsiiyanaiuuitiviessdnis msaiig
adnwallituuidmiessdnsiuisdufoendunmdnuaiuesarade vieiivinay
vesnuAeUsTmAimds auffeiendasnuyadaduniidumuazfunuvesuszing
Ty 9 Al3suldAunuTuseIUsE AT (ESuee 53515y, 2554)
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¢ o w y A o v o ¢
aﬁﬂﬂigﬂaUﬁqﬂm‘ﬂuﬂ'ﬁﬁiqﬁﬁaLﬁENI‘VIﬂULLUiuﬂl!ﬂﬂa

(Key Elements in Personal Branding Reputation)

u3un
Ufiisereauna’ (Context) ANNg
(Feedback) (Knowledge)

LA BINANY s g Uszaumank
: ANMaABaLRe9209
(Signals) (Experience)

HUTHE D]
(Personal Brand
mdaade Reputation) ATUNIS
(Connections) (Credential)

v o
Hawuakk MIERLAU

(Contributors) A o (Backing)
ATk YdITAIAN

(Social Values)

A 1 wansesAusenauddglunisassveidssdvnuiusuiyana.
Updated from “Personal Brands manage your life with talent and
turn it into a unique by experience,” by Del Blanco. R. A, 2010,

Great Britain: Palgrave Macmillan.

Del Blanco. R. A. (2010) namfsesrUsznavdiaglunisasieveldeslviy
wusuAuAAa (Key Elements in Personal Branding Reputation) Usgnausie 10
p9AUszNaU Mrelull

1. A3 (Knowledge) wusuayananIsAesnsentindenisilasAlsznaumiuy
“arud” mszazkansinnutngenisluveuwaiaueauly wansdeUszaunisel

° & ° ' ad an'
Anudnyiennilvdanuiiveduduian
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2. Uszaunisal (Experience) 1Buildunufuldfudin anudiungy auid
ArutungagldidouianUsyaunisel anuduszeuainsnasiniulddosedeniss
Uszaumsalludesiy q muefiiswinnseiusisiegiaiedline uinueftaziialdiu
wfpsiiuszaunsalegranlunissnwiae

3. fuvts (Credentials) dumistuidudnesduszneundalunisaiisaiy
iidefielvifunusudyana Jeanusanuiiuldlunans 9 UuuRuaneeiu Wy dumis
WNINeIRY a@adu

a. msaduayuielsfunisuugih (Backing) dmidusadusynaufiildiudaedy
atuayuLusuAyAAala Wy nueany vue anlin agldsunauseleriainnisiuzii
nngnAndisinnufianeladlolduinng Auuzi anwianelavesgnAriifiseynnaass
duteiiusy Rvesyanaliiifodsanniy

5. flafuayu (Contributors) \Jussdusznevlunininndsdeidssveanusud
yaradnUszmanils Wy 1 nenansduvine demeuns seaunsideigrieideld
sufuviuazlidevesenasddududovesivieids fwsngegluniunuioninge

'
a

o—

993dNPe elidusiy FovesenvsdivsldwatvayulunisaiWodowetie

Jewaiiulinamils viiemsiiyaraassuwusuin e uNIsuAmTsde a1 sl fatiuauu

b b

3

Faide flsuddoutues filnAssATeuddonfezdudatvayugudmddelddn
manils

6. MIuanseenmBiAIawvine dydnual (Signals) inTesneidudnesdusznaunil
flazdrsusznmafannuiife dssosuusudyana Wdosmneviedydnvalivaniazgn
fenenveNINEILNLNTITin A wardinisnendrduieutes 4 Hunsdeasnanisaan
dieideulssiuyaaatu q

7. UjA3e1meundu (Feedback) uususiyanalilannsafiasiigaifenuiidedes
vosnutasld Feidvsazgniunlasniudniuesaisisay Uiisomeunduazidy
nalnldlunmsuszanamnuAniivresassusuiiirolusudiyana

8. U3un (Context) FoldBsvasuusudyanaazdesgninulaedeulosiuuiun
YRIFIAULAZANTINIAFDUUTUNITADIADAAA DITUANWENIIFIAY WU ngselouves
dnn M mnuusURYARASnkWIsENAINNTa UV eUT U sANnvRzlillasunseensy
Frfuuusudyaea ifosmsluegluuiurlmiviednuiunmissdodliduiivsshanudila
Uiummadsauiiy q fe Tedeiioravsiinadensaiauusudyeravosinmadiosiiasdos
sharmdlaanmuandonvesiuiiiasmidsadends
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9. ehilonvesdans (Social Value) nszuiumslumsaisdieidesliiuuusudyana
finuiAsatesduiued1aunniuszuudinndsgnivualasanden TuuTunmedsas
agndlanvesnsfnu suvts (Credential) anvagdianuddnyunnnituundy Tuwns
vosunngivhuiiridailaazgnlinuddyivFewssaunsainnniidumima
w715 A3 UsEaunisalikagnisiusete1dsinansenunensasanusuiyAnaty
wunsituanssiulutuegfurfemosdan

10. msdensevidensredniunguidimine (Connections) 1Wudadsfiaztae

A

Woulpswusuayaaa Whiungudmuneiifeidewasinu@weides n15aeideusavse

I a o '

sofnfunguidmangldiuasdesendonsruiunisvesnisdearssiutomnasing 4 a1
dodenn (Social Media) n13UsIngisieansisarulufanssy n1swanIngAnTTy
vosyanalufiansnsazing 9 Wudu fHifhuwdafntumsauusudyana Tngazih
10 asrdsznevlunmsadnedeidesliiuuususyanaves Del Blanco. R. A. (2010) 1y
nsoulunsfnwuagiinzinsaiaususyanavesiovt Uisandnwal haziinsais
wusuiyanalumsaisdeidedussdusznousing q egnlstfidmareyssauniudisa

Tuansimasgnyje

LLu’Jﬁﬂmiﬁamin’]iﬂmﬂLLUU‘IEinzu'm’li (Integrated Marketing Commmunication)

Kotler IoldemifsfuGesnsdomsnsmainuuuysannmsin 1Wumsnausy
nsfoans manann Liefoasanansuazynsdenduguilon elidlalunsaudn
veuusudiiy 4 Snvis ieadennudiiussuituduilan e EilHlunisdoasnanann
LUUATUI9T 017 Mslamann nsdaieiunsusuaznsUssndniug uasuurhnsioans
WUUANg 9 weniiinsaniu Wielinnsindedeansiimudneu donndes naunduuasiing
ﬂszﬂnumﬂﬁqmim&Jshmmmism 9 (Kotler, 2006 9130islu nALU Aatan, 2550)

W@ devumen THAuminerean1sAeasNIINAIALUUYIANNITIN vaeTs
NTTUILNTYDS MIRAUIKLILANTHDATNNIRaaTdedldnsdoansifiegdlavas
sUnuuAunguimneegseiles Wivseves IMC Ao nsflazssaiiangingsuves
nguidvngliaenadesiuaudenis vesnisnain lagn1siansanisnisdeans
AAUA (Brand Contacts) tielinguithmngle¥indud feziluganuimnuduing
wazaudesulududn (@ 19suam, 2560)
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wiasledoansnsaann Jeel

1. nslawan (Advertising) Wun1sdeansludnuasdidunsdywiu Wuthaisla
Iguslaaiunaulaludindndusivieusinig nslasaduniesiouszian Above-
the-line W31y LﬂuﬂﬁaamimmmaN3°ua’liwmwﬂmwmwuu’lmuﬂmwdwiiawa
autmanefildingd Feilimihfivesnislasandanurainraiswasunnsig ﬁuuaa“i u
Fivilaaindnguszasdegisls

2. MsduEsUN5U1e (Sales Promotion) tdufanssumng ¢ MINsAANATISATY
iielauonme visegdladmiunaninst TnodqnsismneglumsnsdulmiAnnisueviud

3. MSUTEVIFUNUSLALNISIHBULNSTN181S (Public Relations and Publicity)
vt fiieiaiuduiusain Snvianudilessninsfuilaafuduan nfsdadunns
duasunmanwallinuuigm

a. msvelagyana (Personal Selling) unsnsedeansuuuisefsening
faerfugune Tnegunsasnerufiaztiomde Weuuniviedyrlitednaulade
NARAINNIDUINT

5. N3A@aIANeRse (Direct Marketing) iJuszuunisnannfivisnldiniesile
doanseing 9 Ansorungugndlaenss TnedigesismneiiieliiAnnsnovauss luuiivie
Tneuuld Fadunisinsedoarsaesns (Two-way Communication) fifeufuuin
Tutlaglu

6. NMIUTITEN (Packaging) iTuAINTIUAIALITUNTERNLUL WAz THARMTLE
videftuviodmiunansias JannvuzvFefivvied niuussguandag Fondn ussgiael
(Packaging) (Kotler & Keller, 2009 19lu m151 AivzUna wag suianl Aivzuna, 2557)

7. mMsdnfanssufiviy wazn1saUdiug (Event and Sponsorships) iun1sdnianssy
deideulosmmaud fufnssuilddniu Tnedemjmnaiodunsduaiunmsenie
LNELIWNTUIEAT Lﬁ@lﬁqﬂﬁﬁui%nﬂuﬁmqmmmm&’hwﬁnﬁﬁ'aﬂ’h NIIRANATIAINTTU

(Event marketing) Inefanssufivavalngawliauiug (Sponsorships) Aalvinisatiuauu

o

masunsiu Weldduavslumameuninsaudiluny ileduaiunueivemaud
vidomsasemnuduius Augiiderdesiudusumliiuauisnse

8. M3UIN3gNAN (Customer Service) ApviruARKAZNgANTINVOILTIN Tuans
sgniluseninafifijduiudsoru viensiuivntiomde qua amnmFeInIsves
mlldsuanufianelavide mnuaganauny elignéfiaufianela uazdiviaund

#
an
qu
e UTENTINNEsIANUYNTLENAY
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LLmﬁmms?’iamimmmmLmuu“immﬁ (Integrated Marketing Communication)
dethainlfidunseulumsesuaieniunsliiedosdiolumsaauusudynnaliiideides
vaellovl Uswgndnwal hasiinsliintestiolathdlumsiessnanumas wndnuaives
tinfes Mludruvesmeimasuazfatiulunsdeasiunduuniuinas

A5aiiun1599y

nsAnwiasell §I3eldnsidelinunin (Qualitative Research) lagasfnwi

3

Reatunisadrsnususiyanavesfialugnys Toutl Uisgndnual Tagldnaifudeya
%uﬂguqﬁmmaﬂa'ﬁﬁﬁm%’m uAr9INNSEUNTWAlBEEN (In-depth interview) auun
Fawadatuannsieseinuesduszneuiia 10 f1u muuwndosesduszneudidny
Tunsadradeidostifulusudyanaues Del Blanco. R. A. (2010) 9ngfiisadosse
nsaduusuiyaravesdout Yugrdnvallu 3 87 ndndefe faanisaisnag

U

a v a

HaAnassuarimunAaty warsAalu A5 uavidunnadl

aa v o v

1. AauAsien Asdeinu dannTsuaungsiamas Aedadnisanese

v

2. Aouavns 8Aud Producer/Anassuasiaufaliu Aregetnisnnasn
3. pUSvganuel lwiyndidu Aaludredeiniisaneie

NN
PnNsAnwIAEIiunsaiLusuiyanavesfatumasgnys Jeud Usuadnual

3

lnsnisiudeyanisduniwalidednaindinetdesdenisasranusudunnavesdoud
USvgrdnuel waglaseideyaannionansiiiaiis aunsdiwniaaieiuesiusenaudday
Iumiﬂ%ﬂd%mﬁﬁﬂﬁﬁuLL‘Uiuﬁ‘qﬂﬂa (Key Elements in Personal Branding Reputation)

719 10 89AUSENDU @unsaedunnasnsaluil
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T WrELLBWn

ana o
7. Unzenaunay 8. Wdun
fitidurouthides uasgneeiiduendnual fatuadunud®in vedanluwduan
v v - ) Y
uazFess1Tinypdnuazns i - nszuamasgnyidanuhailuiuanuilen
b4
1. AU3
v
wrnddndnuusn
§
4 Tusnenisludvesd
6. 1ATDINUY

- Sdarroswnuiudauilsuady
R , e N
. I o .
- nasagldidssmadfiodudiunuvesialiu 2. Uszaunisal

- ARNUTTIUYIA §ITUAT L38UNY TiUszaumsaivszninioanas

'« LAgNALNNTINAUAS
\. J/
S
10. ns\¥ousia :
D
- o . . ' i} | 03 1
domsiunguauileiutemusing q '5‘ t 3. AAUS
. v & o & Y o, ' a
wu nsadalainguunuadu/nslal W - fumisuzidalunisusznin
Tuwleln sudemsuanmefinssuii - dumininfemdaues 1 vesme
Auurlumasniini \ \ )
. o t ) )
5. ﬁda‘u‘Uﬁ‘L‘lu | | 4, ﬂ'ﬁﬁuﬂﬁ‘i“lu
- . = o
- @unistusesBenideuazgnaofidy 9. AMUBUVDIAIAY - NIGNUBNGIB/YATY (Word of Mouth)
endnvalnnagwa Qe GHGHEY] TiiudesndeiudEng Silwned
- finaruegwsioios Tag 1 iwas ANUNFRYY - AawasaiuauN YR N

i 2 esadsznevluaiederdedunuleUl Usugrdnwal

29AUsENaURl 1 A3 (Knowledge)

JeUl Uswgndnual iihsiudsemamensieanasiuavasd 4 Tdsuuuunisdnidion
INNTIUNTAWYIN Ao @81 Aoyl guis 9198 wazUnse HesBunina wxdudiansal
wazAnAY fHUNSAREENINKARzZAALIIT MLt US L NaY wazudeduiuBnTouLive
Wiy 16 au wuisluseu 4 augaving laeseugavineniswiadussidunisusznin
FoumamINgULUUMAINM UM IduaAN1330e N3IUN59E3150IN5509 TIENTUaRS
e Wigyunnad iU semeadenghuuidimiiunie SMS ivelme deganieleud
USuganwal Aanunsaaitdundsndissisenisiuanesi 4 anlansonessneia

a a v oA o Yo Xy @ v [N s °
WNIne warenasadededliiuleut fe Wudvusimdnuuwinesnenistuanese way
& =% & a a o A= o v P X o9 vvy da
ilipsdadudaniniiud faaus anuanunsasunsSeanaesleul vnlvdilaidnny
FIMIRUTNBE AULAY LarANTIYlUNSSDUNAIUD T

~
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asAUsTnaUTi 2 Uszaunisel (Experience)

Jout Uswandnual Sufeunawmoututsenfnud 2 lnefenansdtnuulily
Soamaslurulsabou awrlisoldfuieniinsusenmadeanasiegreedios was
fienulliuiiaziduindes fdnvazavssanuuindulunisdrundudndes nanie
Aouiavifunrudlusionisiudnesd 4 wowad1dsenaalusienisineuddy 3
urilsiannsadsey 16 augavingld witaudesuanduiddalifudadedy sudedn
hitnsUsennludnesdiluddy 4 wedsldnduanluniinsussnindounasludnesanads
wazanansaduguzideldludign

“pyFufosnasnauiney 1.2 lunulsadsunaridulsznindausinouty udlaild
Uszmnwererlsuszana 10 nild Aivslasetathlalldong sundniludmesddsy 3
AOULINELINU NI IZUIVBNI MR anuidufieeinduines wyfesiniindae
foananfudslatns spnunilsreumudueanssunisae wiflduulusoudmautiu
foosla usnofitnefsddu 4 mouusnuyhadailduuds uilulanyfidosnizaesdndnady
adsiinyiasazanassdnads iuuszniaifuinalinsias” Ussandnual Tefmdius
(Funwal, 9 Wwgu 2562)

szildin Uszaunisallumsdiauniiussnmnlutodin sastansdhunsaulsenin
Tusenisludnesdisaesddu sihlfaugquazauilauiuisussaunsaifunisioanasense
wardudiudaimuinsiunisseanawenseluseninimsutaiulunsazseuiidosinaiu
sumasenisidalenaliussrvuaninsadunssunisinduluseudvusidadionis
Az LY
a3AUsTNOUT 3 Fumis (Credentials)

fumisfuifudnesdusenouddyiiaiedeidssnnuindedelvfusyana

14

@

Femnmsfinwuardunualiiiieadosiufvesdeud Yiugdnual wudn diumis
nsifuwsaduszdsmenisludnesd ¢ Badudanissufianuanansasunisiosnas
vousarluognei wasduiladilviseliteiduaraiiinnuindenadmiunsiufaly
Snitadanuinluanemas Jeud Uiwgndnual gndansiumdslhiduiindesdnends
wesnilwesmemassinisanein feonszuaneuiu wasduineamdsnlddusmumis
wrduszsnsusznandesnas Jeud Uswandnual Iagneshunislidudnfomds
wosnimesmemasisinisanosn fonsvuamaneusumnurumasiRamufudas
m3usznIn awviliiafradsngnisalgendsuss (wen3a) lugynuasnii 100,000,000 S1W37
ALLINYBIANYBNAIEY



o 1Y

U7 2 atuft 3 Augneu - SuAN 2562 |

« & a v &g ¢ & ' ] | 2 & v o oAavwy
paulllends desiiluuesviaesdamas diudevefiduteiu Asla
winly deidetieaunisgeiildegaiisiven weSudumsladnguunuaduyeusuulu
2 ' = ' o v P ] Y A = & a
wazdnitu lasiiazanunsaiudunly 4 auaanield Fmiddutufe Jeud widl
Performance 71 Asusiusn usineunthtuwiaennsauly Fslunisanseuasatuyinlian
finguuwreadineuty wazludvesleuliosniyaiinaulvegvans 9 7 Adudi
dqlinlumela” Asfen Adeiaun (Funwel, 9 Wwey 2562)
nsmedunddbiduinfesiwendwesdrsiwasdsdinsanesa ududed
atvayuly Jeut YSwandneal danduriunisioanadluduilosdan wasdmundaau
MziiausmuLanaaIntnies auau q luAmewasdnaie

a9AUIZNaUN 4 nsatuayunsalasun1suuzii (Backing)

a

gaidunsatduayuuazlasuniswugiinnaieuen dadudnesdusenaudfgy

fifldnteduaiuativayuuusudyanald Srarnnisfinw wut Adivaeaduaylsideud
Huiigdnlusmsmasgmjsdusnainaesdiu fe ianisgnuafiy/nswanuulindeun
(Word of Mouth) n&mnittleutidrimnszninfoanadunenisludvesd 3 Afnszua
yedeinsediindsauasgnaoiindisndsiuiinfedofjuilegns #ns srlnmay Badu
nszuaihliisognuede staindnisTusTummasiagldnszuailunsyadsinuues
isofae BnilarnsimasatuayuRANUINAITaRsEYNTaINIeTHY naiuasTUsTunaw
ARUANY WuMIYBIANBINGY FB3gYUTBIAE LazTIBNsiN 9 luinSevesuiemiisaneny

KAZNITIANINTIUNLAYA )

asAUszNavil 5 ffafusyu (Contributors)

Fatuayuierdudnuisusznevdfydmiunisairededoslifuuusudyana
Fennmsfinuifefunusudyaravestiotd Uswgdnual wuih uenanmaduduug
lusrensluAne s ez dunssuseInNuaIIsAIUANSS D LNAIVBUTBLAD AMEATIUNNG
Tnelamzagaan aoidl Midunildunssunisdndulusionms susiugadutnudanadde
Fafiasetindestensliognannune W lud Asunsd #3ns 1lwwes she 03wy 1ol wedss
wae uuduA wnuaw Wudu %ﬂﬂgaaﬂé’ﬁmmmmﬁmLﬁu‘Luiﬂsmﬂuﬁwmﬁﬂ 3 Ul
IgguUsemaluadausnin didswesdeudduduuiidesiinlaon wWisumiou
MsAunuAuiiasadnaunis wasihindosndondetuindesdesiogns Asns srlnmed
wez Jaul onmesutindedluwuniorudls
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Snvelusemasfiatuayuiiosnasiumas Tavadramarumadliiudoud
odsiailes Anegiidas 1 wanuwas lasazAnasINaIIINAINAIBINIIA1Y LAz
wdonmasivanziuyndnvonsouniian welidulumumusninesvesieut] Usuan
Snwal Afnasduuuainasdh q fdoorsualuandunasifidenifeatudessn®in
uazdomifgafuaun

1Y 4

asdUsENoUTl 6 nsuantaandleLATamINY Jydnwal (Signals)
FrumsuaneandeInIomne vaedydnual annnsdunival wuin Jeud
Ussandnual aududunuvesaudaiy anududaiuiigsssund sssuen Boude
uafinrmiawats dudugaiduves auvesdouifiduaudauiidiueglungamne
wagnuweruaunduInlunslETinuay (Juauiifiannuiu wuamasweusedeagn
Yidueiionifeatuiin LLazLﬁa‘mLﬁlﬂ’]ﬁUﬂ’]’]ﬂﬁﬂmﬂéﬁﬂjd Ho 9 sy5uMAUNEY wax
Jusuuedlunduin Faagimasosldadrsgadusunusd Taglilmaieissnunives
Senuiuansisenududa uandufunuveslovd
“mamaunpalunisaienmdnualliiuinanitleuasdndes daudnisusanig
awlaidnann Aulegnmesdeud azlifiamudusssumd sssun udfasdonsuesls
vwegns uaziae laildnanimiiuldldadly edneifes o aulufiniivivnauszilusior
wdrheuuuulmiisldveu fazliiendsiildadulugindes wasmarumedliity
ftinfes naswestosaseenuludomfifudess®in yuuesnnuinvesvdda
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Abstract

This research employs a qualitative methodology in order to study 1. media
consumption and media literacy of Thai people and 2. a way of supporting
Thai people’s media literacy. This research uses a semi-constructed interview
form for an in-depth interview of key factors. The key factors include 10 mass
media professionals and academics. The collected data were analyzed by
content analysis. The result shows that: 1. Thai people especially young generation
in the cities have changed their ways of consuming media. A number of their
exposing and using of social media is increasing significantly. Most of them spend
less time on each information exposure but more frequently. Popular activities
done through social media are sending messages, sharing & taking pictures and
chatting via the internet on mobile phones. Most Thai people expose to trivial
information and entertainment programs. 2. A changeable style of media exposure
and the increasing use of social media affect Thai society positively and negatively.
In a positive way, receivers are able to be senders quickly which allow the society
to group and create more negotiation. In a negative way, the society will be a lack
of proof society. This is because people are interested in the speed of sending,
copying and pasting the information rather than spending time to do a research
before sharing and believing the information. 3. Most Thai people have less
media literacy. They have some basic knowledge about the media. However,
they rarely analyze the information and hardly separated facts and opinions.
4. Guidelines for supporting media literacy are as follows. First, government,
private and non- government organizations should cooperate to manage media
literacy both in and outside the educational system. Second, Ministry of Education
should provide teaching and learning on media literacy from kindergarten or
primary level. Third, teaching and learning in media literacy does not require a
fixed format, but should train students to have a skill of critical thinking. Fourth,
the government should supports legal or statutory funding issues through
independent or non-government organizations to promote or campaign on media
literacy by using social media which are the high potential too to access a lot of
people.

Keywords: Media Consumption, Media Literacy, Media Exposure
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Abstract

The purpose of this research is study the views of scholars in Rambhai
Barni Rajabhat University towards teaching and learning Integrated Marketing
Communication. To be a guideline for future teaching and learning development.
By using qualitative research methodology. In-depth interviews with 4 related
scholars and use the questions of Kerr and Kelly (2017). The research found that.
1. Course content, the content that scholars look at in the past, present and
in the future, talking about various tool. Learning process about Integrated
marketing communication. Various marketing communication tools will help each
other. Using contextual tools can make the tool fully functional. 2. Scholars have
commented that when technology comes IMC needs to be modified to match
with the present. But should not leave traditional marketing communications.
Scholars have given importance to consumers. The consumer behavior has
changed. There are more options online. If conducting studies, it will enable the
use of integrated marketing communication tools successfully. 3. Integrated
teaching and learning process for marketing communication. Scholars think,
providing students with self-learning will benefit children. The teaching and
learning activities that focus on learners are important. The instructor should
have a student education that is like a target group in order to be able to

communicate directly, making students understand more.

Keywords: Academic Viewpoints, Teaching and Learning, Integrated Marketing

Communication
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fuazauddny
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wagiliamnmsnogisdeiles uazilunumddnlumsvingsiieuimsesdng datu
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AuRuAgLazdaudesiy Kerr and Kelly (2017) nd1791 Iuﬂ%wmﬂﬂaamiaami
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Fanslimngauiudsiiatulusuan uenaniduumnudsunadumsing IMC
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nsdnuiifeudlaluswaed wninerdesusgilnwssdidudnanidunieiid
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1. u,u'aﬁﬂLﬁ'mﬁ'umsﬁamsmimmﬂLqu“smnqs
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awaulalunundnd (Schultz & Schultz, 2004) Taemns Kliatchko (2005) Tésausia
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un3vIN1sA LUIAAVAN

Caywood, Schultz, and Wang (1991)  msuauxaudeyaliinnnuaenndies Yom
nsdeanswuUsulasunil IMC WusAwnAn

Schultz (1991) Heuuneteaiuduilan Shwinnuduiussud
fugnd IMC 1Wunszuauns

Duncan and Everett (1993) ANUFLTUSNaUsavinils Sdulediude

Nowak and Phelps (1994) LUIARNEINUAIUTINL DAL AR D UAUBIVDY
NEANTIY

Schultz and Schultz (1998) NITUIUAITTINUTINALNS wuIAALAEIY
NSADANINYINULUTUAYEIBIINTY SEUNAY
Wrrnedauly

Schultz and American ﬂisU’JumiWNﬁqiﬁﬁlL%ﬂﬂaqmﬁ‘ A1539d15

Marketing Association (2007) KUSUATINIINTINS NSUsEluNaLaEn15In

nauddlidentsusnuazaiely e
AMAYBILUTUALUIZEZET

Kliatchko (2005) NILUIUMTUALUUIAN ATuuILna nadns
GRERERUGER

VUBWR: From “Towards a new definition of integrated marketing communications
(IMQ)” by Kliatchko, J. (2005). International Journal of Advertising, 24(1),
7-34.
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Tuvazidrfunginssuduslaasudsunndunislieiovielunisdnyim

auar1e 9 fdnsasiengusne q luderuesulad Wewandsuynansdeyaiidents
faeendu 5 Usuiam

v

9
%3 Rogers (2010) loudanginssuguslanlugadd

Customer Network Behaviors Five Customer Network Strategies

be faster, be easier, be everywhere,

=$ ACCESS be always on

become a source of valued content

@ ENGAGE
O— .
E‘ make your offering adaptable to your
0 CUSTOMIZE customers’ needs
become a part of your customers’
CONNECT conversations
invite your customers to help build
COLLABORATE your enterprise

’

wnunwdl 2 ngAnssugfuslaAuaznagys. From “The network is your customer’
by Rogers, D. L., 2010, New haven, CT: Yale University Press.
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UNANED

AU IngUszasriofnuladeniinaselassaialunuuasussnaane o

4

Tumanemannsnduvisuszinelne ngu SET CLMV Inesmsiudeyaviegi (Secondary data)

1w 24 U Hus1elasung 1n9unIsRuuesusTm 929t w.a. 2556 - 2560 1uITe

THiedesilelunsiaszideya lHun affdanssaun (Descriptive statistics) wagannis
OWOEJEJL‘?NWVE (Multiple regressions) MIEN1SNAFRU Pooled OLS, Random-effects wag
Fixed-effects NaN1SANYINUT VUIAVDIUTEN SATIEURUNULUIEY LATAINAT
Tumsthseuiiinadelassaiaiuyuresuidnegeideddymeadn nanfe suaves
Wimiinalufiemenseiufusnsduniiaussosdusodunings witnalufiraieatu
ﬁué’mﬁmwuaui:ﬁ&’Jummaaumwmu amwmuanumunaumaluwﬂmqmwm
fushauniaussorduredunindsuuarsnsdumiiaususedunindsi uatnaly
feadefuiusnsdumiaussosendedunindsi drunnuanunsolunistssui
Talufirmnenseufusndiuniaussosdurouningsiy Sasiauviausyozenise
Funindsm wazdnauniausudedunsndsa

[

AdAey: TAseasalduyy, SET CLMY, aanananninguisdsemelng
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Abstract

The objective of this research was to study factors affecting capital structure
of listed companies in SET CLMV in the Stock Exchange of Thailand. This research
quarterly collected secondary data of financial statements from 24 companies
during 2013 to 2017. Descriptive statistics and multiple regressions with pooled
OLS, random-effects and fixed-effects tests were used to analyze the data.
The results show that firm size, current ratio and times interest earned statistically
and significantly affected capital structure. In addition, firm size negatively affected
short-term debt to total asset ratio, but positively affected long-term debt to total
asset ratio. Current ratio negatively affected short-term debt to total asset ratio and
total debt to total asset ratio, but positively affected long-term debt to total asset
ratio. Times interest earned negatively affected short-term debt to total asset ratio,

long-term debt to total asset ratio and total debt to total asset ratio.
Keywords: Capital Structure, SET CLMV, Stock Exchange of Thailand

fuazauddny

qsﬁaﬁms%’@mﬁunmﬁaﬁaﬁﬁamsuazLﬁasumaﬁfﬂmi WHAIRUNUNANVBITINT
T#un umdsihinnuiiauuardureadwes laslassaiaduyuriedadiuvesunaaiuny
inasionnudss Mlsnnmaduiunu funuededidminvesiunuuasaives
winming Fafugshfedududomnlasadanisiuiimneandiorilianuddmes
feviuoglussdugean wosdunuedetsiminvesiunueglussiusiigamadonly
nmsdamBunuiivainvans®s wiagisfdoudifunumanisiuiiunnseiu Taeduyuain
duveairweinnseendmheuansiyasidunugsiagniuigniinsdamiunuain
msa"mﬁmﬁjumﬁmﬁwﬁuﬁaa 1 azilimlssenuuasiamanninduoiusenanas
viliansvesgforiunsraseanliuuazidesnalunisauny uidefinisdanGunu
MNuvdMEALNT uLFoINTR VAN e taaudesnuvdm LN
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v

nudisanua ilugnmeduazanemntu slifunuuemilaudugedy dnfulassads
Runuisilduddnitdnswasensduiunungsialiussaaiudimmeg nmsiansan
wagdndulafgrfunisamuivngandunisdnlassadrslunuludadiusing q ves
uwdsRunuusazuvaaiieliaenadosiuanudesnsldiiuvesssia fuimsisdesiiles
mmﬁwﬁmaﬁunuﬁ%Lﬁmsﬁuuaxﬂﬁamq 9 fagvililassafrafuyuldeuly wu
anuanansalumsvinsils aannselunistisend Shardwanmades udu
\nsvgiaveslnedenlosiunguuszina CLMV wumsdhlasuvesgsiandsny
WMasiadl gshansnunsiasnwsuUsy gafteusuiuariudin vinisuasnsviondien
dudngulnauilne edemniuming Yaaneadns wazndsunauny Wudy Fedy
vitnaanzideulneifigsialunguussina cLMv 3afllenta iulaainnisvened
yaAssgiavesssmamand memaiiinuidanuaulafiazdnuridadelatedis
nansenudelaTaiedunuesusEnIanzioulunaianannindurislsenalng ngu
SET CLMV Fafluuidmuualng wdafunuililunmadildamulungussima cLmy
Sovnnnuilauidediveadves ieluumdumsuimstanislassadaiunu vie
nsfmuaszdunsnovtauresuISnliRn Nz auay sy lovigaan
IngUsTaAvaInsAnen
iiodnunfsanuduiusszninstafenaduanuannsalunisdissaende
FNTIHANDULNUADAUNTIEG NI MANBULNUAINYRIKT YU BRI ILRUYUNYWIEY
Sanduiuuuiouis Snamafulwazvunnvesitn Alnansenusielasiaing
Ruyuvesvsensamedeulunaiavanninduissemalne ngu SET CLMV

HyuAnA

Tassa$afuyu (Capital Structure) vanefia msdamidunussoreniluguiuy
niaufiianszynitunisnenide uavduvesidonuy lnssvuatmuneuazansuny
nsdavniiunulusuan wenslmAnlassaieduyuiimngay funumsnevieglussdy
duaraimanouuuintuliuiussngean

awanansalunstisenil (Time interest eamed :TIE) $asdiiuanslyiifiuda
Auansnsalunisiiszaenite uaruenfemudssannishiausdisenild
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=% o

ngu SET CLMV vsnefis éivdl SET CLMV Exposure Wuswiifiagsiounsiadouln
sevesnguvdnninguesuenidnelfanussmalungy CLMV (Fuyn an deuins
wazdunuy) egnstieedeway 10 veaseldyinvesuiem viietlyanlitesndn 100 S1uum
waztdundnnindiiyanudnnindmusiamain (Market Capitalization) laisinndn
5,000 81UUM

S manauLMuABAUMIWE (Retum on assets: ROA) §hsnduiiueniisainaiannsa
Tunsaduilsvedunindiameluuisn Wlunsiaussavsnmusamsuimsauning
ileasmansuunuuivIsinneaiiieds waziteiSouifisunnuannsalunsudedy
JLAUYAAINNTTY

Sasansiivla (Growth) msiiulavesusniinrud e miluasidves
Aamamagyafansluduvesdivesiutuegfumaivlannuanisdiiun el
asududdnuarludnmsndminezldaudfytennudiiavesianisiuouan
Fudmadestunmsidulalnensansznsfivisnimlsezuanifeanunsathiuainnsdis
Tuuntsghule

YUIAVBIUITEN (Size of Company) TIAYaAMENNTNEGNLTIAMAIN (Market
Capital) a4 Tufidasunisiuselasing S198manandnnindurssemelne

YBULIAYBINTANE

miﬁﬂmmu%ﬁaﬂ%ﬁ%ﬁwnmﬁusﬁ’a;ﬂanﬁaqﬁ (Secondary Data) 31171 24 U3¥W
Juselesuna ansunistuuisnaansifeulunaiandnninduiauszmalnelungu
SET CLMV Tl 2556 - 2560 fpgneildnuiu 480 ¥a lagdBauvaeyaanaainvanving
wisUseimalne (SET) didnanenssunismiunrdnninduazaaiandnning (SEC) uaz

SETSMART (Set Market Analysis and Reporting Tool)

WUIRALAZNGE])

auijuanids (Trade-off Theory) Wunguiilésumsianuuinudnanain
Modigliani, F. & Miller, M. H. (1958, 1963) wqwﬁﬁ’hLwiaw%ﬁ’msﬁé’mmu%wﬁﬁu
Tulassadadunuiiifian dosnqaiifarumnyaussning Ysslevdnnmsneniuas
Funuainanudssiivzduazats Tassaiaiunuidiananansavinliusonilyaady
1nMsUszndan® Tassairaiuyuiimngan (Optimal capital structure) awfosdl
nswSeuiiuanuAusEnIysEleianaBiusuuauasate (Ross, S. A, Westerfield,
R. W., & Jordan, B. D., 2557)
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nsldviiauiionIuAugums (Using Debt Financing to Constrain) nsfigu3ns
\Dumunuvesievuuaziimifiivimsuisnionnuiidwesiieu anudaudma
waUszlevionnasiatussvinguimstugienu Wuduimsdululdiieysslend
drum snanimsihlUfifteairsanusisddiungiionu wu msamululassnsinuaula
dielilFsuUsslomidouih fdunsionifaiuismusuiuimadosnnidunafiunisy
wnitulsiyanialumsdssAutuduasdssayilvgusmsiidelunstinssuaiuanndedu
gnfamsldannsatisenilfrdmaliziduazasunsyinliguimaressanainauld
‘Lu‘ﬁ'qﬂ (Dawas WSSl uazaug, 2556)

mngmﬁmmﬁunumué’ﬁuﬁy’u (Pecking Order Theory) Jensen and Meckling
(1976) é’mwmuﬁu‘[m%aw%ﬁmﬁﬁﬂmmﬁmﬁumsdawﬁﬁu%qﬁaguuﬁugfm%aami
Al qsﬁa?jqﬁé’mﬁms@uiwuaaqsﬁaﬁgﬁu ﬁqiﬁﬁ]ﬁsiaméfaqﬂ']iLmdqﬁunumﬂﬁﬁuLﬁaﬂﬂ
wasululasanseing 4 Wusdmauladeduly

Myers and Majluf (1984) Lauevgufjn1sdnmiiunulaenaiimnusenillasinis
Fofuasu Uimensaudunnuvasiuuanmelufe flsavaudeu evanides
nsdsdygaludimatn mnlidfismedsdesidondavianundsiunuaieuen lneGEu
MneEsinoumrifunuiignni uasdamainniseenviuansiyduundsaeiing

nuiseiiRgades

S AneTie uar nouna Sunslaann (2559) Anwdadeiitmunlasaiaiunu
Amnzauvesuisniannzidoulunainon@eu Tnsiemeideyauuudass (Dynamic
Panel Data Model Ing Arellano-Bond dynamic panel data estimation [GMM]) ijm
feguseniaveidoulunaianannindend@eusiy 5 Useme laun Ysenelng uiaide
AanlU$ Bulafiife uasTiaUTUA faust a.a 2000-2013 wansAnuild daderunvesiviem
(Firm Size) fipuduiuslufiamaieiusdidoddail 99% sudndrumiausaly
ynUszne loun deelds Tve uiade TaUluduazdulaii@onansliiiuimmged Trade off
annsaesugldFuynUszma esnuidmiifivualnganuindefieannilviagain
Tunsveduaziilonainduyuauararetosladuaruanunsalunisviniils (Profitability)
ﬁmmﬁuﬁua‘iuﬁﬂmamaﬁwﬁmaéwﬁﬁaﬁwr-ﬁ’zyﬁunﬂé’mmwﬁ?{uuaﬂunﬂﬂizwm
wanslidiuinngui Pecking order ansnsnesueléflunndadumiiau uaslunnuszine

v 1
o v o v

Tnsusenasiiadutulunisawu nelduneluainiilsasauneu vseviauiidunsossan

U

211




212

NTENTENINYINSTIAUAERILALNTHOENS

[ '

v Jadeanmaasanienisiiu (Liquidity) lneianuduiusiuiienisfeddiueens

=
=3
>
pd
Do

v

€

[asd
fa\Y
)

[ V| ]

AYAUANEIUNTUAUITEZE1Y WARITIUTENNLFNINAGDININITRUNINUININATT

D .Soe

€

a

PEeNANLTY ualunenauiuianuduiusiufianiseseiudueg1edidedfgiu

)
gt
=D,

9

ee

v '

e

nduniduTinkans uvsEnnian neademiinisdugdiddndudesneniiuanainuiey

pmit) R\

Gulumlsazangs Geedunesmengui] Pecking order
I5v¥and waadh (2561) Yadeiddvdnaselassaiisiunuesuitmannzideouly
aanavdnning 18u 1o lo addnldlunisiinsgdt Aedvdrudsnuuninsgiu uay
mMslieginsoanesdadunvan o sefuliddgmneeda 0.05 nguieg1eildly
nsdifinwite Visnanvzdeulusmandnningifu 1o o Rl wa. 2556-2558 S1uau
58 UM 174 nqudegns Tngliteyarnaunisiusetnanisidenudn Jaduvuinves
U3 (SIZE) Tdvdnaluiimmadendutussdunisieniaunuyarmetyuagssiu
msﬁawﬁﬁumugaﬁﬁwmmmﬂ ogilliudfynisadifisziu 0.05 Feauayungud
ﬁmsmé]’unmmzwaﬂiz‘lwﬁﬁlﬁmmﬂmsﬁwﬁ (Trade-off Theory) uazuwIARALIRY
Fununsduazane (Bankruptcy Theory) wansliiiuin Usdmidvualvgvieduning
$rnundurzansavmsend NI uTEnunEn wazuITvvwalugdoud
anuthidedefimadenlumsneniinnninwismuuadniadoeuannsolumsdseni
(DSCR) ﬁaw%waiuﬁﬂ‘mNmiaﬁu%’mﬁ’msﬁumsdawﬁ%umugammaﬁ@% pgsliodAy
MaadATIszaU 0.05 FeatfuayuuwiAnieafuasdaudssrinayana (Agency Approach)
wandlsiiui devisniianuannsatisemillige udsiuansisanuainsalumsums
svefuimsimaulFesaissavsanmdulumautmsnevesuiom Idhidndudam
Fuyuanmisnevianunasnmeueniiodusumdunisteiuns
AsUszan e3alsay (2561) lassairsiuyunisesduseneuddnlunisainayaci
9935379 ldmumuanuidoiiielvideyaidsindenisdndulanisnisfuidnansznuse
Tnssaiaiuuvesgsna JedenanszmusenIudsm1nisiuredgsia nqufegis
(Ganguli, 2013; Scott, 2003) "LﬁﬁmsnLﬁ'mﬁ’uimm%wﬁunuﬁﬂmqa%ﬁammLﬂmﬁwaa
AanIg mjué’qashw%ﬁﬂuﬁmﬁa (Faoogq, 2015) Anwiwansznuresnnuduidives
solasasatunulugineny fuennansuasweisnimile Han153Tenudn NsUsMsAang
TvussqInguszasdvdnuesgsiafeiluiusiafid fayuesifuimsusznoudu guivsianis

[

dodusunuvasdvasnanistunisusmsianistidnilsiinnudsds sumae 315y
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sruuresuimsilulununguiidiunu (Agency theory) agnaditudfiy
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Aansidusunumsdilanazanunsafinnsanlassadafunuivanzauvesianisld
wehnsadegervessiaty wififiunonvasesdussneusmifuusniesduszney
dfnyegadaiinamsresmilifidasiainsiuyuresians dmnuidenlesduiusesnaddny
sonsainsyarYedgiia uazaiayarvesgsAadunsaienusisdsgsanliungforu
warvesiansteduingUszasdnanaesnisinnisnistiu

A5MsANE

v

msﬁﬂmmu%’aﬂ%ﬂﬁ%ﬁﬂﬂm,ﬁusuam“an“&Jqﬁ (Secondary Data) daifuteya
BeUSnaiifinssuraliudmnvihsnuiifendes wieendu fulsdass Ussnoude
YWINYDIUIEN (Firm size) 8031N15HUL (Growth) dasidruaninaaes (Liquidity)
ANEIsaluMSESET (Time interest eared) Auanasalumsyils (Profitability)
Tudhuvessuusmulsenauiie sasdnmiiaususedunindsia (Total Debt to Total
Asset Ratio) §asndrumiiaussovausedunsndsi (Short-Term Debt to Total Asset
Ratio) $snanuniauszezenfodunsndsa (Long-Term Debt to Total Asset Ratio)
Tneldisesiiolunisinsizsidoyaie T8afRBmssaun (Descriptive Statistics) léun
Agega (Maximum: MAX) Anéga (Minimurn: MIN JAiade (Mean)duidsauusnasgiu
(Standard Deviation : SD) uag fslsegu (Median) naaeudemanuduiusszning
fuls (Multicollinearity) nagou Pooled OLS ,Random-effects ay Fixed-effects

wuusraasiildlunisnen
wuudaesii 1 Yadesna 9 fiinansznusiosdumiausau
TDit = PO + PLSIZE)it + P2AGROW)it + B3(CUR)it + BAQURit + P5(TIE)it +
B6(ROAIt + B7(ROE)it + e it

wuudaesd 2 dadesin 9 fifnansznusosadmiausrezdu
STD it =0 + BL(SIZE)it + P2GROW)it + B3(CUR)it + PAQUR)it + P5(TIE)it +
B6(ROA) + P7(ROE)it + e it

wuudaesd 3 dadesin q fifnansznusosdumiauszeren
LTD it = PO + PL(SIZE)it + P2AGROW)it + B3(CUR)it + PAHUQUR)t + B5(TIE)it +
B6(ROA) + P7(ROE)it + e it
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msiaaduusiidlumsane

YUINVDIUTEN (Size of Company) = (S mdnn3ng u Tuiitltyd X U
aanzdoutiszuds o Juiitadyd)

gnsnadule (Growth) = (seldsulasunalagiu-selasulesunaneu)/seld
sulasuanon)

Snsaniunumuuidou (Current Ratio) = Guvinduyudou/miaumuiow)

gnduiuumyuisus (Quick Ratio) = @Euniwdnyudou-Fudaunio)/
wilAuvs o)

mmmmm‘iumssﬁﬂswﬁ (Time interest earned: TIE) = (Alsanasaiiugiu
(EBM)/monideudne)

gnManoUWNURDAUNINE (Return on assets: ROA) = finlsguid/duningdsiu

SN INANDUWIUTBIETBYU (Return on equity: ROE) = Mlsant/duvedionu

Shsrdrumiian (Debt Ratio: D/A) = wilaufis/Aunings

v v
o o

dndIUNTIEUSTY au (Short-Term Debt To Total Asset Ratio) = idUIzaz U
Afanszmende/dunsngsiy

dns1dunilauseeze1 (Long-Term Debt To Total Asset Ratio) = wild@uszezen
Adnszaene/Auningsu
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NANISANEN
A9197l 1 AadAGanssaiun (Descriptive Statistics)
AuUs Anady | Asfsegu | Andeauuninsgiu | Adngn | Aigegn
SIZE (Wuaw) | 360.00 45.10 682.00 0.93 3,830.00
GROW (1%11) 0.592 0.0100 1.48 -0.980 6.58
CUR (111) 1.58 1.37 0.831 0.140 5.15
QUR (1¥11) 1.11 1.00 0.698 0.0700 5.12
TIE (w11) 7.64 4.99 9.89 -16.6 67.0
ROA (4¥11) 2.59 1.83 3.23 -9.49 30.8
ROE (v17) 5.45 3.74 6.65 -23.3 49.2
TD (i) 0.541 0.540 0.125 0.150 0.910
STD (1) 0.158 0.100 0.150 0.000 0.740
LTD (1) 0.230 0.240 0.131 0.000 0.470

A15199 2 As1eANduUsEANSandunuS

(nSIZE | GROW CUR QUR TIE ROA ROE

1.0000 | -0.0068 | 0.2263 | 0.2839 | 0.0880 | 0.1684 | 0.1465 SIZE

1.0000 | 0.0100 | 0.0044 | 0.0205 | 0.5489 | 0.5432 | GROW

1.0000 | 0.8763 | 0.0763 | 0.1123 | 0.0205 CUR

1.0000 | 0.0095 [ 0.0490 | -0.0242 QUR

1.0000 | 0.4543 | 0.3675 TIE

1.0000 | 0.9371 ROA

1.0000 ROE

nauuigulunmguinsinAtduysednsandunus (Pairwise Correlations)
\unsvinduusdasevdesudsle q Afanuduiusfugailendnidssnuiianain
nyinAndudsyavsanduiusvesiuusdassimudlaetmuasililudu inasflums
naaeutiymoglutie -0.80 fv 0.80 FemnefiinldduAuinasidingn fulsiu
wadgyun Multicollinearity
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M15719% 3 A1519 Variance Inflation Factors

fiaUsdase fn Variance Inflation Factors
(nSIZE 1.144
GROW 1.604
CUR 4.534
QUR 4.562
TIE 1.446
ROA 10.801
ROE 9.219

Jiavinldvinnismagey Variance Inflation Factors tileuflufiuusdaseid
Audiiusfugaiussiuiidonun fnfunudueidasluedsdfianusudulumsiuys
Aieadaymeen Téud Shsrdufuyumudows (QUR) uazdnsHansuunusiodunsng
(ROA) Tnendosinulsdases Collinearity problem ﬁumﬁqm
HansNATEULUUSIAaef 1 Jadt Aiflnadesnrdumildusiudedunsndsay

$uit 1 ey Pooled OLS

H : fudsaulsifimnudiusuoudunssiududsnu (B1=0)

H : fudsiulimnuduiusuuudunseiufuusauegiedos 163 (B120)

P-value(F) = 1.51e-59 GaUfiasanufgiuman i Pooled OLS laiifisame

INKANITNAEDY Pooled OLS agu1un Test Diagnostics H: Pooled OLS
H : fixed effects p-value = 3.6891de-115 A9 fixed effects

Jui 2 nAEU Hausman test statistic: 1iegI1 51314 fixed effects i
Random-effects A543 MU

H_: A39¥11 Random-effects
H 1 39 fixed-effects p-value = 0.00017 %4 < 0.05 A5V fixed-effects



o

Ui 2 atudi 3

1Y

UYIYY - SUINAN 2562 217

fuil 3 Dependent variable: TD Fixed-effects Model
TD = 1.26739-0.0347639(InSIZE)-0.00109361 (GROW)-0.0466574 (CUR)*** -0.00299703
(TIE)**-0.000123559 (ROE)** tudndyneadfvisediu 0.05 Aisssuauidesiu 950
TodAynsadafisedu 0.01 fissfuaudoiu 99%

HaNsNAdBULUUSIABNT 2 ety Tilnadesamdiuniiaussesdudedunsnds
$uil 1 vagou Pooled OLS
H : fudsaulsifirnudsiusuoudunssiududsnu (B1=0)
H : fudsdulimnuduiusuuudunseiufuusauegiados 16 (B120)
Pvalue(F) = 8.47e-55 Fsufjiasaunignundn ¥ Pooled OLS liiiipame

INNANIINAZDU Pooled OLS 2zun Test Diagnostics H: Pooled OLS H: fixed
effects p-value = 4.92168e-130 A3 fixed effects

$ufl 2 nedeU Hausman test statistic: Lﬁa@’h 38NN fixed effects AU
Random-effects asla35tnu

H A235%1 Random-effects |

H 1 39 fixed-effects p-value = 0.078832 @4 > 0.05 MY Random-effects

v '
v a

YUN 3 Dependent variable: STD Random-effects Model
STD = 1.30450-0.0575270(InSIZE)***-0.00122421(GROW)-0.0606037(CUR)***-0.00237401
(TIE) ** +0.000241691(ROEN** tfuddaymnsadnfisysiu 0.05 fiszduanudesiu 95%
¢ fydndnmnaadianisesiu 0.01 Aseduanudesiu 99%
HansNadaULUUSIAaT 3 Jaduiiinadesndiunilauszavesedunsnds
il 1 nagou Pooled OLS
H : sfhudsaulsifirnudiusuoudunssiududsnu (B1=0)
H : fudsdulimnuduiusuuudunseiufuusauegiados 16 (B120)
P-value(F) = 3.80e-42 Faufiasansfgiumdn 1 Pooled OLS lsiiiipame
INNAN1TNAEDU Pooled OLS a¥11un Test Diagnostics
H: Pooled OLS
Ha: fixed effects
p-value = 1.64707e-122 A13911 fixed effects
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%uﬁ 2 nAdRU Hausman test statistic: Lﬁaﬂjﬁ 32N fixed effects U
Random-effects a5l438 1y

Ho: A15%11 Random-effects

Ha: A235%1 fixed -effects

p-value = 0.0859568 §9>0.05 A29v" Random-effects

v '
v a

YUN 3 Dependent variable: LTD Random-effects Model
LTD = -0.596330+0.0454489 (InSIZE) *** +0.00248843 (GROW)+0.0187301 (CUR)

o w aaa o

o0 00221572(TIE) *-0.000848864 (ROE) *** Haddunsadndisesu 0.01 fiszdiu
Al 99%

dsunauazaiusena
MnmsAnutladeiinaselassairafunuvesuisnaansioulunaandnming
wisUszwelng ngu SET CLMV wudn Sduusdasvesnatesnilein lunn 9 fudsau
danasielassairaiuyuedaifoddyiseduanuideiuiesas 95 uazfesas 99
UsENaumeuuInveIusem (InSIZE) dnsrdiukununyuiioy (CUR) wagaAu@Iunse
Tunstrsenil (TIE) fuusdaszilidmasolasiasaiuulsznoudesnmnaiiule

v
=1

(GROW) uagdnsmanauwnuvesgiioviu (ROE) Feasnsneiueralsss

YUINYBIUTEN (InSIZE) fnaluieniensanuduiudnsidiunilaussasduse

o w a

Auningdsin (STD) egrafidudrAgynisada 3nn1sAinwinudnusunlungy SET CLMV
HuuemuelvgifimsfSusserdution esanuisvlungu SET CLMV farwanansa
Tunssininlsfige uazflanmadesgs mnguimsdosnsiuyuiisidunumanisiiusi
fagfiasanainunasuyuansluvi$vneu Jsaenadostunguinisdnmitununiy

v
o

810Ul (Pecking Order Theory) nanifie us¥masidenldiduamuainaisluneu
wisnzdisuyulunisdamBuisdeiieuiuiuyulunisdamBuainnieusn uivwInTes

L a =

SunAdnaluianiafeifuiudnsidiuniausseze1inedunsngsiy (LTD) agnadl

c

o o a

pd1Ayn19ada annsfnwanudruievlungy SET CLMV uusemauialug

o

L e

oA

fianuweienamslugasiduninglivyudeudnuun Feawisavinisnend
szezenliun Weswnilenadifaunasiudlaun lnsealddunsndlivaudewdumdn
Useiunsin Jadulunaumguiuaniddeu (Trade-off Theory) sewinssausglesiiann
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nsneniiuaziumunsduazats uavdidenadosiunisinumuesdsia uandh (2561)
AdnwuAgfuladonidnsnarelasiadreaiunuesuidnaamzidoulunaandnning
1 10 o uay Yamn dnedife waz neuga Jumsladnt (2559) dnwdadedidmun
TassadaRunuiimngauvesiddniaamsdoulunainendou

Snmdrutunumyuiou (CUR) dnalufinnenssfudmfudnsduniausm
fedunswdsan (TD) wardhauniausverduseduningsiu (STD) agedlitudAgy
MeEtA 1NNSANYINUTY USENNAY SET CLMV Tan1masaavnansiiugs wazdtuan
mnmssiununmeludissveseaudosnistéiiunuluszesdu Suhldnmsteniszes
fust Fadulunumguinisdamidunuausiduiu (Pecking Order Theory) finanat
UitmensdonltiRuamuanaeluneunsedisunulunmsdamduiuilofisuiuduyu
nsdamiduainnieuen Snitdsaenadestunisfinmes Yaun dnetaie way neuna
Funslaan (2559) ARnwdadeiirmuslasiaiafuuiinsauvesusdniiaans Doy
lupaine@eu widnsdmtunumyuieu (CUR) fnalufimmaieituiusnadumiiau
sepzenwoAunIndn tufle UTniidianwadesgs azdenisvezengs iesnuie
sunlngidenfinnutndedonanisdunnn Seillomalunmsnoniisrezenldinn dadu
Umamguiuaniudou (Trade-off Theory) sewinsmauslesiiannnisnoniuazduyu
Msauazany aenndeiunsinwves Jaw Anediifa uay neuna Junsladni (2559)
Afnwdadefifmualassaieluuimngauvesuidnieangioulunainondou was
donAdestUNSANYIUEY TMIsIns oAlufsuna way siien Indeuimi (2559) Jadeddl
dnsnasiensirualastadnduuueamisvuenanlulssmalne nan1sfnyives
Famivwenadtulsemelng

aruanansalunistisendl (TIE) Swalufimmansatudwiusanauniaunse
Auniwgsau (T0) Snarduniidusrerdusiodunindsan (STD) uerdhdumiaussesen
Aodunindsiu (LTD) egdltuddayeada a1nnsfinwinudt vsenlungu SET CLMV
faruannsavhiilsgs dflsnnmsduiunun Jeilfeuannsafivsdisevigs
agvoudsrnuannsalunsuimsauegsdivssansameeadiuivs dadulunuunin
uilAuTaAIUANMIUIIS (Debt Adds Discipline to Management) namfte funsayd
Auldlalunsuivssuulitivseansnmuasitielunsldnssuatuan wsziusem
llamnsadsevillduzdsnaliipaeduormeuasyiliuimadoseannauldluiian Fowa

MsANENanAARINUINUITEURY wazdidannaniunN1sANEIUDe 3571301 wasth (2561)
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nAnwufeIiutadenidnsnaselassaiiaduyuvesusenaansiloulunaianannsng
=3 1Y v A a 9 a e v Ao %
Bu 1o Lo Jaun dneTafia war neuna Junsladni (2559) Ndnwidadeiinvualasasie
Runuilmngauvesusennaansiloulunainendeu uaz Asusznn asilsan (2561)
laswaedununiesdusenevdidgylunisaiwanvedgsna

JaLauauuy

naneuddedl dnasmuannsolfidudeyausznounsdnaulalunisussidu
nsasyuluusevngy SET CLMV Tumaandnninduwisdsemelng wagduimsanunsald
Wuwumdumsinlassaafuyusesssunsiiuivanzan ienelmAnussTewigaae
wividn lnedesmidsdadladeifinaselassadrafunuuesudom loun surnvesudon
wrIuiTmvelng wieddunsndsuauinntuezaunsaviimsnent uazidais
wiaeiunuldinnniignawadn Sasdutuumyuiou msziuTdvitanim
naesgemsdenliiuamuanneluieumnsizddunulunsdamitusiiigaiilodiouiu
Fuyunnsdaniuainaisusniazauamnsalunstseni sz uiouitnd
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ldannsndrszRuuazaendeldidmildmutmun fasluganzduasanslduiniy
feutihamuisfosnidedatedman
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Abstract

The article intends to study about the experience and successful story of
The Coffee and Food in the case study of O2 Kaffee & Bistro. The study about the
idea that made coffee and food business successful. The study result gives
suggestions and can be adapt to use as information how to develop the coffee
and Food to be success. From the case study O2 Kaffee & Bistro pointed out
that the entrepreneur emphasizes the quality of product and service which are

factors that made the business successful.
Keywords: Business Successful, The Coffee and Food
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2. il (Cafe) manefia rununfivnenuiaziiosusziandunugiuly dadl
I¢a01mn3174 (Side Dish) wagasaumdn (Main Dish) ffagnaity $1unufauaugou
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fenuvasdruniun

Sununl visslumwSaaaSendn anl (Cafe) Tnednvazaesauil Ao Wudu
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2.1aunm nanfe lulsumaifsedunsiauniigeiu nsutsiudosonde
T uazsaunty ludagiuduszneumslaliamuddyiumadentdiaiesing
LATUAAINTUINTY WU geamnssudme inssusedlriinaasueiesinsdliua
FadsnunmuazUimnaniutu luvnefigramnssunasyssanidunstandngnin
yoswiinauununsiuadedia Wusy

2.2U5EAvSamMMsNEn namde UszAnsaimduFeseanisuimsinnis
Tusuveminens waluladasauma nsiaumineinsuysd Falanuddnse
audifalunmsiiuussansnmnisnanuesgsna SMEs Tutlagiiu

2313015 nafe MsudsdunegsialudagdulianudAyiunisuinig
dinmndu Tudunisuinig gefevwadnasdiildd esingsfanmadnanunsals
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3. msadena Ao Jedeidudulumsaienuadnlsiuduilnauazainails
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wuaARuAzNgufigafiuladdrulstaunianisnaa (7Ps)
Hadvdulszaumamsnamifueiesiofiesdnsgsialiiionsuaussanudesnis
vosnaangudmung (Kotler & Keller, 2012) mﬂﬁa%’aﬁugmlﬁﬁiwsmauﬁm 4 Uy
visoonin 4pPs Geszneudie andasi (Product) 510 (Price) Fomnansdndming
(Place) uagnsdaaiun1sune (Promotion) usiiiteliaenndesiunisnanslugaiiagii
Amsuinstandamse Ssldfasandiudn 3 Jade Ae yaains (People) nszuaums
(Process) laganuaien1an1enIn (Physical Evidence) nanewludiuuszaunienisnann 7Ps
1. Jadudunansnst (Product) Ae AudvSeuinsimusemlfinauseseng
mamLﬁamauauaammﬁaamwaqqﬂﬁwLﬁa‘LﬁLﬁﬂmmﬁqwdﬂ (Armstrong & Kotler, 2009)
wazAudvdeuimatuasdesdiossnuselo (Utility) uasiiuar (Value) sieffuslna
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2. Uadesusian (Price) fio Snuiuiguslarsaudnaiiielilddudwdouinms
vieonaweshifuiitwosnluiufennmifusloaldsuannstivssloniluduiviouing
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d1ving (Dealer)

4. Uadesnunsduaiunisaain (Promotion) Ae Lesasileduaiunisaaaiilily
msdoansifieliiAnaufianelalududmiouing iegshaliiAnanudesnisniedu
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Anude (Belief) LLazwqaﬂsmmssﬁa (Buying Behavior)
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